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THE CONNECTED DATA DIGITAL

CONSUMER EXPLOSION DISRUPTION

Explosion of touchpoints Flood of information from Companies racing to
and rising expectations devices, servers and the cloud reinvent themselves
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Customer Intelligence in the market

Most know it's important... ..yet few are doing it
Achieving a single customer view Do you / your clients currently use a single
is critical to our long-term success’ customer profile for all marketing applications?

45%

W Strongly agree

B Somewhat agree

® Neutral
18% 18%

B Somewhat

disagree

Strongly disagree

Yes, for most of  Yes, for some of  Yes, but just for No
them them one or two of them
. g;;;jj]tj;ﬁ;w”e”ceOp“miza“on Report B Company respondents B Agency respondents




Biggest Challenges to Building a Single Customer View:

MERGING PROFILE FRAGMENTS OF DATA &
COLLECTING DATA ACROSS CHANNELS

o

Merging Collecting data Achieving Activating e eMarkete[,
profile across acceptable profiles across .
fragments as channels match rates the ecosystem

data becomes
available




Perception: Customer Intelligence
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Reality: Customer Intelligence




Business Objective

Increase ROI by 10% with a flat year-over-year budget through optimized
iInvestments across customer journey engagement points

 Drive 2x pipeline coverage to meet H1 sales targets
* Increase marketshare/penetration into EMEA from 6% to 15%

* Convert 15% of existing customers from standard to premium
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Challenges

Difficulty identifying and Incapable of reliably and
targeting qualified predictably making good
customers & prospects marketing investments

| want to get a holistic view of my customers across their interactions.
P
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Biggest Challenges to Building a Single Customer View
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Key Building Blocks to Customer Intelligence
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Customer Action

&
Audience
amplification
Customer
. Content & ad
Discovery targeting

1. Flexible, holistic

™ data collection Real-time insights
&
2. Advanced Individualize
segmentation engagements along
customer journeys

p ‘) 3. Datascience /

machine learning
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Adobe Analytics & Audience Manager are the Clear
Leaders

N4 DAA Awards for Excellence

Best Data Management Most Influential Strongest Strategy Dominant Leader in
Platform Analytics Vendor & Market Offering Marketing Analytics
FORRESTER 2015 DMP WAVE 2014 & 2016 AWARDS FOR EXCELLENCE FORRESTER 2014 WEB ANALYTICS WAVE DIGITAL MARKETING ANALYTICS

MAGIC QUADRANT, SEPT 2015

3 DIGITAL ANALYTICS 5
FORRESTER | DIGITAL ANALYTICS FORRESTER Gartner

" Addobe dominates the market, M lamesmccormick
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Why Adobe

Community Marketplace Partners Developers
Creative Cloud Document Cloud Marketing Cloud

CONTENT DATA




Insights and optimizations — digital transformation @ Adobe

Petar Karafezov, Head of Ecommerce — EMEA
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... Our world is chah

Customers bombarded
with messages from
multiple sources and
competitors

Adobe is transforming
from a product focused
company to a customer-
focused company

Almost overnight, Wall

Shift to SaaS as the
cloud offers a channel

Street went from measuring

our success by revenue

for on-demand

growth to measuring our

success by subscriber

capabilities



Relevant Personal cross-channel Orchestrated Evolving
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We can't wait to show you what’s ne

10 o A MAX Wk o

Digital

4% of Adobe's Marketing Spend is on Digital
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leve this?

£
By becoming
A Best-in-Class
Digital Marketer. ..
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...using the Adobe
Marketing Cloud as our
own best Customer.




What's Different About Digital?

Fverything. ™

Technology Process
Deploy Adobe é "Always on” marketing New skills: “
Marketing Cloud . Asingle source of truth "
across Adobe.com, , Ongoing testing and
products, services, iteration

apps and media

WG




Data Management Platform is critical for success

Different Audience Data Different Audience Misaligned
Definitions Messaging
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. En_abl'ihg: InSrights—driye_h Personalization

- Strategy ) Proflle & Audiences . | Actlvatlon _>-

!
Start with the business H = Once the "who' is "

| strategy: decided, we determine developed using
| the data needed to | Adobe Target
enable the experience |

= Who to target

- The content to enable
= What to say

- Data Ingestion via . the customer
- Where to present the Adobe Audience | experience is
experience Manager © - developed using
Adobe Experience
Manager
L Audlenc . Experlence
5| I - Target 7 Manager .Clampaig
Manager TR S8 aan nen :
.© ‘201‘6 A;jot;e .Systen"ns. In.c0|:po.rated. AIIARi.gh.ts f{ese.we;i. Adobe Con}idénti;l. e LERE RS e 22
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- Targeting campaign is || = Campaign analysis
using Adobe Analytics
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Organization Change

\
" Email Ma

| PR/SociaQ&
~J i
SYNTHESIS & INSIGHTS

abase Analytics —— Core team leadership shared Search Q
by Marketing Effectiveness
and Campaign Marketing

QL et Research / Vdmrn = 4

ﬂ Financeg | Qusmess nj

" i
"

,,f"“ ‘ R _-."!'f .
- / #CXForum



From One Size Fits All To Personalized Experience

ONE: SlzhglllSobi | PERSONALIZATION experience
1'# i i i i i i
v \ v o — 0 |
CC Free User e : : : i
Visitors to adobe.com (ﬂO downloads ) PhOtOShOp Tr|al|St Creatlve SUlte i Current Subscriber i
Product Owner | ]
® \ ® v ; ® ;
"Get started with  “See what you can : . i
All visitors receive the CC dry do with Photoshop . . On-boarding, upsell;
: . : : n : "Why switch to CC" cross-sell, active use }
same "Buy CC Photoshop CC" experience OR o e i
el experience Try Another App P P i
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A real example in action - Consistent Cross Channel messaging

Same message or sequential messaging no matter
where the user interacts with the Adobe brand

Single
Audience
definitio

n
M
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BEFORE Audience Manager

i Our audiénce defintions were apples and oranges | i




“Data Sources and I\/\ar|<etmg TOuch POmts expand reach & ermch our
__segmentation

: Email ) 7 Display ﬁ 3: 3_
.- Cr)_\nSI.te Il Opens/ ‘ impression imE
N - Clicks - exposure

* Product
Usage
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Der neue Release. Einfach g
unglaublich, —

Der nichste Release von Creative Cloud st dal Entdecken Sie die
mieuen Features von Photoshop, llustrator und den anderen Add
Applilationen fiir deﬂﬂﬂgllhnldnnnbdlld\
umsetzen kibnnen, stehen in Adobe Stock Millionen von A by, Lk
mhmmﬂﬂumrwﬁmﬂimhmlhmm
Software aus abaufbar.

Creative Cloud filr: r | Untergéhmen|

— \
= "' m \m.wn unter Nutzung von Mnbl&bck

Filr jeden Bedarf gibt €5 ein passendes Creative Cloud-Abo - schon
ab 1189 € pro Monat (inkl MwSt.) » Erstelltmit G) Creative Coud | 5t

Creative Cloud fi: Alle |

| Adobe Stock




A real example in action - Adobe homepage targeting

Creative Cloud

®
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o Wissen Sie, wmrming wirkt?s

Marketing
AR Cloud

A

Kennen Sie schon
Acrobat DC?

= =} 4
Al l.’:‘.
. Richtiger Kanal. Richtiger Zeitpunkt
Licht! Kamera! Action!! - - ichtiger Kanal. Richtiger Zeitpunkt.
Yy K Falsche Botschaft?
A
i
E q L
A
MAKE IT TOGETHER.
Creative Cloud fiir Teams. ‘
ek T LG . )
Creative Cloud optimierter Team-Asbeil. Gemesnsam mit Kreativen aus der ganzen Welt hat die & &
@ i s St b b D) Agentur ein grandioses Werk zum Thema Klimawandel geschaffen - miglich &
gennach:durchce.kdobetreal.nclwd[uﬂeams. = & "
LAl

Creative
Cloud
for
business

i Schier/Studierende | Fotografen und Fotobegessterte |

Creative Clowd @ Marketog Coud
e, ot Kot besicion v US))  ale Linumgen, din vt beattigen

Bt wane und wo s €1 brauchen

Creative Cloud for
education

© 2017 Adobe Systems Incorporated. All Rights Reserved. Adobe Confidential.

Dein Ticket zu einer
kreativen Expedition

Creative Clo e Marketing
Creative Cloud @&

Alles, mas Kreative brischen - immer

Acrsbat Reader DC. Flash Plarper, Adobe
AIR, Shodomuve Plryer und mehs

Die neue Version von
Acrobat ist da.

DF-Scftware ist besser denn

Neuerungen in Acrobat DC »

=
b

Document
Cloud




Audience Manager + Target — business targeting in key high-traffic areas

Adobe Creative Cloud [P R ———

e et i o et

e L C e P TR
hothoaipal Dissn s permptainm ) st e, sontient ol
S— ) Q F 3
: o seancy LN Tar -
- - The end of business as usual starts with %
Just released. Just amazing. =" o Creative Cloud ;@‘.‘
3% { Nigke the e ot Chicd s ke rose i st %
fewtures i Photothop, Rstrator and sl year favorte spps. 7 g ;.l - - Wi - i
—— , 7l

...... oy Wmiwww-uk o ‘|>-

D

ceee a2 BN In-context conversatlo :

f

Madewnth G5 Creative Clow ok

O\ C— Higher conversion

+ S3M

© 2017 Adobe Systems Incorporated. All Rights Reserved. Adobe Confidential.




H iiiion Adobecom for { § } : T ﬁ T 25 S :'
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ERuamERAREEASNS  Jewiud ‘. month an‘Adobecom 1

-+ Annual recurrmg revenue
attnbutedtothe
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“Not taking a risk, is a

INNOVATIE
Q SOLUTION
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Organisations have to
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CREATIVE

. Wehave It is still king

TEGHNOLOGY, |
but Robots takes Stay FOCUSED on

il never be \P.EO P| E; the Customer

Marketers > APPLY the Art
- Y the Science.
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Adobe

MAKE ITAN EXPERIENCE



