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Today's Speakers

Adam Wilson
Senior Manager, Marketing Operations
AIR MILES
awilsonl@loyalty.com

Bruce Swann
Principal Product Marketing Manager
Adobe
swann@adobe.com
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AIR MILES is Canada's most

recognized coalition loyalty
program

. Collectors earn Reward Miles at more
than 300 leading Canadian, global, and
online brands and at thousands of retail
and service locations across the country.

- Through world-class analytics and
marketing capabilities, AIR MILES enables

clients to accelerate their marketing AIR MILES

activities and ROI.



Key Takeaways

Begin all customer
journey marketing
programs by identifying
and profiling relevant
data sources.

Break customer
journeys down into
smaller components

to simplify design,
development, and
testing.

Keep automated
marketing programs
running smoothly by

considering and
planning around all

possible points of failure.
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Creating & maintaining relationships with customers is complex ° 009 N

0° o

Shop © O
» Customers interact with our brands in a P = Pt

. . . = 0 |
wide range of environments: brick-and- Ty before ‘ Webine

mortar stores, digital platforms or through
partner properties.

> Customers interact with our brands around
the clock.

> Customers' expectations have evolved
along with this environment.

h‘ Adobe

Purchase
attendance
[ >}
Purchase through ®© Download
Contact center @ Y & app
Corporate C Watch
Blog ‘ Streaming ad

i &3
Compar¢ / Purchase in
shop online store
— CIO—
:-@ .EE Download
Post — Whitepaper
reviews @
Purchase
i Like on Social
mobile Product
video
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Identify outcomes critical to your customer experience

Take proactive approach to design marketing around

your customers.

* |dentify key interactions between customers and
brand.

* Brainstorm ways for brand to drive and respond to
these interactions.

Use automation to enable personalization.

* Timed to individual customer interactions.

» Personalized content based on individual attributes of
customer and their interaction.

'\‘ Adobe © 2023 Adobe. All Rights Reserved. Adobe Confidential.



Begin by defining customer journey hypothesis at a high level

Who When How
& =
&S 1S it/
Who do we need to When is it How are we
target to achieve our important to expecting to meet
goals? communicate to our objectives?

these customers?

Partner marketers with analytics & technology to identify relevant data,

'\‘ Adobe © 2023 Adobe. All Rights Reserved. Adobe Confidential.



Refine general themes by reviewing data sources

Objective: Increase in-store response rate on loyalty offers.
Initial hypothesis: Providing offer instructions via outbound channels in real-time will maximize impact

Can

Can hypothesis . Reframe
Review data be vZa/ [Fi)dated NoO hyi:i]iisllli:be No hypothesis
ailzl:{:slse \;V\l/tak;l;jt?lts ' validated with ‘ d:t:S::uc::es
data available .
Offer digital today? Offer metadata today? available
engagement refreshed daily in Team determines real-
batch time not critical to

Yes meet objective

Proceed to
data
profiling

Modify Proceed to

hypothesis data
as needed profiling

'\‘ Adobe © 2023 Adobe. All Rights Reserved. Adobe Confidential.



Identify profile data sources as foundation for journey design

Velocity Variety Volume Environment
7%
7z
T e
\: el On-Time
N
N
How quickly does this  How much does this How many records DQ?SU“SdaE
data move and data vary between does this data source  oOriginate In a
change for individual customers in target contain in each batch conhected
customers? group’? or stream? environment

or offline?

'\‘ Adobe © 2023 Adobe. All Rights Reserved. Adobe Confidential.



Responding to customer interactions in Adobe Campaign

© 2023 Adobe. All Rights Reserved. Adobe Confidential.
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Benefits of decomposing customer journey

v Requirements can be validated more
effectively in the overall solution design.

v Work can be distributed more easily
across teams collaborating on program.

v Dependencies can be tracked and
controlled throughout program.

'\‘ Adobe © 2023 Adobe. All Rights Reserved. Adobe Confidential.



Components of an automated marketing program

=
=

™

S/ Data ingestion | Where and how does data need to be ingested?

@g@ Segmentation | \Who should be targeted and how will they be identified?

g Triggering events | \When is the right time to target customers with marketing?
4\/" Content | What messaging and creatives will customers be contacted?

%L Marketing delivery | How will the components above be orchestrated to interact

with customers?

h‘ Adobe © 2023 Adobe. All Rights Reserved. Adobe Confidential.



Components can often be directly mapped to operational workflows

=/~ Administration

& ACX

-'/ Access Management
Audit

& Configuration

3 3 R 3 R R

<> Campaign Management
ﬁ- Platform
A~ Production
= W7 Audience Workflows
I Brand
I Lifecycle
i‘ Partner
= 111 Profiles and Targets
1 Recipients
= I Lists
& Brand
P Lifecycle
. Partner

0 ®

Audience workflows
created and stored
separately from individual
campaigns

h‘ Adobe

[ Campaign 'Demo Campaign (sOP309)' *

[} Dashboard [T] Edit

dd@Elre

', Offer Tarqe

/orkflow (demoOfferTarget
€ Marketing Delivery Workflow (demoMarketingDelivery)

#ff  Targeting and workflows

Label: OfférTargeting Workflow
L ARCAU I AL K

@ ™ O |

[Targeting
@ Query
= Read list
7 Union
) Intersection
) Exclusion
s Split
(1)) Cells
= Offers by cell
E_ Survey responses
.3 Delivery outline
% Enrichment
& Edit schema
£ Incremental query
& Offer engine
¥ Deduplication
32 Change dimension
;=4 Subscription Services
R4 List update
@ Update shared audience
. Update data
‘B CRM Connector
. Change Data Source

-
——
e

Fetch offer for targeting

Result

= ‘ [ Properties

Result

Execution status: ‘Q”Finished

> = Result
=
» W

=
L 2d

Read customers in from
audience

Assign offer to all customers in
audience

> D »
» »

Retrieve offer primary key

Insert offer targeting records to
proposition log

» &=
»

Trigger offer targeting job

Campaign-specific components broken out into separate workflows

End

© 2023 Adobe. All Rights Reserved. Adobe Confidential.



Dependencies should be mapped throughout sequence of operations
involved in marketing delivery

Input: source data

Input: updated
marketing

T 8 %

Output:
updated marketing schema

Dependency

Input: updated
marketing segment

Output:
updated marketing segment

Dependency

Dependency

h‘ Adobe

Output:
marketing
communication

© 2023 Adobe. All Rights Reserved. Adobe Confidential.
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Identify possible points of failure throughout design process

v Limits the volume and severity of points of
failure within the marketing program.

v Miscommunications can be limited by
routing alerts directly to impacted teams.

v |Identifying the resolution to potential
issues ahead of time will increase the

speed of resolution if they do occur.

'\‘ Adobe © 2023 Adobe. All Rights Reserved. Adobe Confidential.



Work with impacted teams and plan responses for each point of failure

What's the best method

What's the expected
time-to-resolution

impacted team? based on the severity of

deally leverage the failure and
automation. importance of the

communication?

for notifying the

I\ Adobe

||III,"

s any manual
intervention required
from dependent teams

to resume marketing
after the failure has been
resolved?

© 2023 Adobe. All Rights Reserved. Adobe Confidential.



A single workflow can have multiple points of failure

>

£ (m )

Audience size too high - Send End
alert to campaign owner

o U

Refresh Onboarding Audience

Too High
- Resutt 9 All records updated » .ea Result 3 & Within expected threshold
Fetch customer records where  Check on volume against
Retrieve any records in table not Check to ensure all records account was opened in the last expectationsga
updated to today were updated today 120 days
Too Low
Some records not updated
= » A » O
Send alert to Data Management End
Team
I\ Adobe

» £ » 0

Audience size too low - Send End
alert to campaign owner

© 2023 Adobe. All Rights Reserved. Adobe Confidential.



Alerts can be sent directly to groups that need to take remedial action

A et | B Advanced Custom Operator Group - can be
aligned to specific campaigns

Label: [Send alert to Data Management Team
Iv‘ Assignee: m_l Marketing Technical Operations [

Assignment type: [m Group

[ Advanced parameters...

Message
Title: lOnboarding Series -- Data not up-to-date ’ =g

N | (8| B 7 U mE @A == = | WS-

Hello.

The customer profile data was not up-to-date at the time when the onboarding audience was being refreshed.

Please review and make any necessary correction.

Thanks and have a nice day.

HTML
[JProcess errors
[ ok || cancel

© 2023 Adobe. All Rights Reserved. Adobe Confidential.
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Scheduled Campaigns with 1:1 Real Time Journeys

Customer-initiated
Journeys

Brand-initiated
Campaigns

/\/‘\

Use Cases Use Cases

Promo Campaigns

O0O0 @ "Live" Experiences
Announcements m Onboarding

Newsletters Campaigns Real-Time Journeys Intelligent Re-engagement
Nurture Campaigns « Audience focused . « Individual customers Loyalty (real-time)
Digital Welcome « Brand KPIs « Customer Journey Oriented Guest or Traveler Check-in

Re-marketing * Episodic
Win-back

« Focus on Lifecycle Travel-day & Pre-trip Journeys
Trip Updates

Birthdays & Anniversaries Personalized Contextual Offers

Destination Deals

'\‘ Adobe © 2023 Adobe. All Rights Reserved. Adobe Confidential.



Overview of the New Adobe Campaign v8 Ul —

=0 L A
] New web Ul for marketer focus on day-to-day - . »
(5% marketing activities i Mn  mme mm e
=0 : 9 A € ently viewed
Edit your content
% Unified experience across AEC applications with
a single & shared user session L =1
a
Homepage dashboard -
Jo =
| 1 Q Q
&= New Drag and drop email design experience == S
NS | associated to a centralized asset library e - -
.« @ - p- =
L) o
~ (O] o), =D
- Q = FNPSGTVEN

&S,

= Z == » ;f‘zwssws
Simplified campaign orchestration experience |

“

(@]
(@]
o

Not serit

|
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Bringing it Together:

Planning & Analysis

e 2 8
Good afternoon, Ben
3,412 93A8‘6°/9 56.21% 3._86% 324
My tasks View mose Recently viewed
Deliveries. Deliveries heatmap
Reporting & Analysis
] o+ @
. "“‘"‘—'” B~ o ’
31339}; 1232 5253‘k SlOf 21 783
64371 64,363
~=0
e e s
L | N i 67,874

[

h‘ Adobe

e e

Plan, Launch and Measure Cross-channel Campaigns

Define Target Audiences Design Cross-channel Content

o H e 20 (] o s @
B your audeence Properte ° mmmmmm Surrpton o — °
B[ — e o -
z Sebairibers of o servie * Newsiemer Re— S = ©
= S | ' o Open the (l()‘()l : -
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ﬁ i
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Orchestrate Deliveries Preview, Proof & Send
. a o - = Smulate (mek debvery K< 001)
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Y n nnnnn B Clow saboctio Mottt | Emall IR Seedecomad | W W Viow ot o
o @® o Aaron WcDONMS {aarcn " v B
L ——1 - :> % O e S st Pt 1] S nge
h o= 'L « P o - =
— . Emall delivery KC 001 (OMI$P35) — D top || Ly Swiete contee Mare ve
= ] o e R N
—o—
— Content 7’ Properties ’
A== L i
1 == | = i T S i

© 2023 Adobe. All Rights Reserved. Adobe Confidential.



@@@ Decomposing Your Customer's Journey

@ Identifying & Planning Around Points of Failure

=
E‘)@ FAQ, Considerations & Resources

A

A

A

A

A

A

A

A

A

A

A

A

A

A

A

A

A

A

A

> > > > > B> > B> > B> b B> > > b b B> b P

> > > > b
>>b> b b
>Db>bBDbHD
>>b>bb
> > > > b

> > b
> b b
> D
> > D> b
> > b b b
> > > 5> > 5> 5> 5 5> 5 555> 5 5> 5 > b b

>>>>5>b>b5b5 b b
>>b>bbbBDbbDBD
>DD>DDDDDODBDBDBD
>>b>bbDDBDbD
>>5>5>5>5> 55

>
>
>
>
>

A

A

A

A

A

A

A

A

A

A

A

A

A

A

A

A

A

A

A



Additional Adobe Campaign Resources

Previous Webinar Library:

https://experienceleague.adobe.com/docs/adobe-campaign-insider-
events/events/overview.html

Adobe Campaign Learning Paths on Experience

League:
https://learning.adobe.com/learning-path.htm[?products=Campaign%20Classic

Adobe Campaign Managed Cloud Services:

https://business.adobe.com/products/campaign/managed-services.html



https://experienceleague.adobe.com/docs/adobe-campaign-insider-events/events/overview.html
https://experienceleague.adobe.com/docs/adobe-campaign-insider-events/events/overview.html
https://learning.adobe.com/learning-path.html?products=Campaign%20Classic
https://business.adobe.com/products/campaign/managed-services.html

Adobe Summit On Demand

Mobe summit Home Speakers Sessions Sponsors FAQ Sign up ‘ "‘

Keynotes and Sneaks

. On-demand
Opening Keynote
Join the opening keynote and learmn how to deliver profitable, experience-led growth with our latest Innovations in
personalization at scale and generative Al for business. Adobe leaders and executives from Ell Lilly, T-Mobile, Prudential

On-demand

Sneaks with Tig Notaro

Join the comedian and author for a sneak peek at what's new
and next at Adobe Labs, and view demos of features that may
Financial, and more share the [atest insights for creating exceptional customer experiences. be In store for Adobe Experience Cloud.

Watch now Watch now

M Voo
VParilig

*®
N
\l
& Lo~

On-demand

Inspiration Keynote

Join leaders Lisa Su of Advanced Micro Devices Inc. and Academy Award-winner Aaron Sorkin as they discuss challenges and opportunities facing our ever-evolving world. Plus, catch an
exclusive conversation with NFL greats and entrepreneurs Peyton Manning and Damar Hamlin on the importance of leadership In transformation.

Watch now

https://business.adobe.com/summit/adobe-summithtml

'K‘ Adobe ©2023 Adobe. All Rights Reserved. Adobe Confidential.



Adobe Campaign Pages

Adoption Framework for AC Be in the Know

* Content organized by people, planning and product
o Team and org readiness Adobe Campaign
o Customer testimonials R\ g et s B o G e g
o Tutorials '
o Learning resources
o Release notes
o Demo videos

o Ways to engage with Adobe Campaign community

Organize and optimize [|-=
cross-channel success. ||

* Adobe Campaign Classic:
https://express.adobe.com/page/Fmshkesu8BvBb/

Planning

Evolve your cross-channel strategies
to maximize customer engagement.

« Digital maturity model

« Migrate from an ESP to Adobe: Product
¥

Maximize your marketing investment by keeping up with
new releases and product innovations.
* Critical cross-channel capabilities:

* What's new with Adobe Campaign:

« Adobe Campaign tutorials:


https://express.adobe.com/page/Fmshkesu8BvBb/

Training Resources - Adobe Digital Learning

Campaign Designer

Administrator

Developer

I\ Adobe

o (VILT -~ vlabs S
1day 3 days 2 days 1 day Virtual Labs
Getting Started (200 EMEA) Manage Data and Manage Offers
Design & Orchestrate Workflows
MMM
System Administrator
5] (V)ILT tmeme e e e vLabs [
1day 1day 1day Virtual Labs
Getting Started Configure JavaScript
and Manage Programming
o (VILT - vlabs = —p
1day 2 days 2days 1days 1days Virtual Labs
Getting Started Manage Data Develop and JavaScri Build Reports
and Workflows Customize Data Programming
Models

https://learning.adobe.com/content/dam/adls/adls-documents/ADLS_Learning_Paths.pdf
© 2023 Adobe. All Rights Reserved. Adobe Confidential.




Thank You!!

Adam Wilson
Senior Manager, Marketing Operations
AIR MILES
awilson1@loyalty.com

Bruce Swann
Principal Product Marketing Manager
Adobe

swann@adobe.com
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