
Why every business needs to start delivering 
customer experiences in real time.

When moments matter.



You’ve just finished binge-watching your favorite show on 
Netflix. The credits start rolling. You get up from the couch. 
Suggestions for more shows pop up on the screen. One 
sounds great, so you sit back down and push play. 

Few companies are better than Netflix at meeting their 
customers in the moment. Everything they do is data-driven. 
They ingest more than 2 million data events per second 
and query more than 1.5 trillion rows per day to get detailed 
insights on what we’re watching, if we watched the entire 
show, and how far into the season we went. Most importantly, 
they have access to it all in real time and can put it into play at 
just the right moment.

That’s because great customer experiences happen in real 
time. Not days or weeks after a customer engages. When you 
can build a bridge between real-time insights and real-time 
action, you can deliver highly relevant experiences—right 
when your customers are ready to engage.
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Today’s customers have all kinds of touchpoints for engaging with 
your brand. On your website, social media properties, and apps. 
On laptops, phones, and TVs. And sometimes in person. When you 
gather all that data, across the entire customer journey and across 
every customer’s device, you gain valuable context about each step 
of their engagement. Especially if it’s in real time. Connect that data 
to the actual customers via real-time profiles, and it becomes even 
more valuable. You’ll have the complete picture required to send 
the perfect experience at the perfect time.

For example, if someone cancels their subscription to your services 
or deletes their account, rather than wondering why, you could 
see where they’ve engaged with you, how long it’s been since they 
logged on, and if they’ve recently contacted your call center. Then 
you can use that information to send a compelling offer inviting 
them to reconsider.  

A smarter approach to 
customer intelligence.
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Real-time customer profile

Real-time customer profiles give you a holistic view of who your customers are 
and how they’re engaging with you. When Sarah Rose canceled her account, you 
can see she’d used your app and website but canceled via the call center. This  
kind of information helps you deliver the right offer on the right channel to coax 
the customer back.

Customer profile

Customer: Sarah Rose

Name: Sarah Rose

Email: srose@example.com 

Gender: Female

Age: 33

Country: United States

Identities Devices Segmentation

ECID: 4647729…

UUID: 46378701…

CRM ID: YAuPQ1K…

Email: srose@example.com
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“I’ve been working on video analytics for years, and all I ever hear is, 
‘Real time, real time, real time,’” says Danielle Doolin, Adobe senior 
product marketing manager of video analytics. “Marketers need 
real-time data to understand what’s trending and optimize content 
for their users.”  

Real-time profiles, complete with individual customer attributes 
and behaviors, let you create robust audience segments. Then, with 
streaming segmentation, you can update those segments in real 
time in response to user activity. This ensures your target audiences 
and the experiences you deliver to them stay relevant—so you not 
only retain your current customers, but you also attract new ones. 
The more relevant the offer, promotion, or experience, the longer 
customers stay engaged, the more likely they are to purchase, and 
the greater the likelihood they’ll become a return customer. 

“In addition to improving customer engagement, real-time data can 
be used to automate contextually relevant routing across marketing 
touchpoints,” says Larissa Klitzke, product marketing manager 
at AppsFlyer, an Adobe partner. “Powered by cross-platform 
attribution, deep links can deliver customized onboarding and re-
engagement experiences based on real-time consumer actions.” 

“When you can tie this real-time data to actual users and their 
consumption habits, you can really be in touch with where that user 
is in, say, the subscription cycle,” Doolin says. “Are they a prospect? 
A new subscriber? Are they about to churn? Having that vital 
information about your customers is really exciting.”

“Real time, real time, real time.”
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And the benefits extend beyond delighting your customers. People 
who have great experiences are likely to share them with family, 
friends, and social networks. And since we’re more likely to trust 
recommendations from people we know, this can lead to more user 
and performance data, which helps inform the creation of better 
experiences to net new audiences. 
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Real-time profiles help your business grow and thrive.
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“Data is coming in at high velocity,” says Matt Skinner, Adobe senior 
manager of product marketing. “Marketers need a system that can 
handle all of that event data, tie it to their attribution data like CRM 
and subscriber data or the profiles they’ve created, and then put it 
to use.”

For example, Hulu and Disney really understand the value of rich 
customer profiles connected to a robust customer data platform. 
Now that Disney is a majority owner and controller of Hulu, they’re 
in a better position to look at all their customers, including groups 
of customers like families, to understand their relationships to all 
their content and properties. And then act on it.

Consider a family with kids. While long-time subscribers to Hulu, 
they recently added Disney+ to enjoy their animated movies plus 
the Marvel and Star Wars movies. With this cross-service value 
chain, Disney could leverage the vast amounts of data the family 
generates to enhance their experience in Disney theme parks.

Hypothetically, let’s say the family has recently been working their 
way through the Star Wars movies before a trip to Disneyland. 
Disney could take that knowledge repository and use it as the 
family moves about the park. Using their MagicBands data system, 

A real-time engine 
to act on insights.
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Disney would know exactly when the family is in line to ride "Star 
Wars: Galaxy's Edge." Then if Chewie is nearby, send them an alert 
to get an autograph afterward. They can also suggest watching the 
next movie in the franchise in their hotel room that night and send 
a 30% off promotion for its merchandise.  

That’s the potential of real-time data and how it can help you 
deliver experiences that meet the moment. As the examples 
show, the benefits of such granular insights can directly impact 
the bottom line across any industry—retail, hospitality, finance, 
healthcare, and more.
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All the data in the world won’t do you much good if you can’t act on 
it quickly. That’s why it’s important to have a cloud-based platform 
that unifies all of your systems and then democratizes the data. 
That way, anyone who needs real-time data insights will have them 
at their fingertips—whether they’re marketers, agencies, IT, or any 
other role that has analytics needs.

Let’s go back to our Netflix example. Using rich customer data and 
algorithms, Netflix can determine which shows to greenlight for 
production—even determining which directors to use, which genres, 
which actors and actresses to cast, even which geographies to set 
them in. And when new content production is down, rich customer 
data allows them to optimize their existing content libraries.

A real-time customer data platform makes this possible by reducing 
the time and resources needed to prepare and normalize your data. 
Artificial intelligence (AI) and machine learning (ML) present data 
insights in a standardized format, so they’re easy to analyze and 
understand. The platform then automatically connects to the right 
channels and devices, which deliver truly meaningful experiences 
based on those insights.

Insights for all.
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Consumers are growing more and more concerned about privacy 
and how their data is being used. And rightly so. With pressure 
mounting from consumers and privacy advocates, third-party 
cookies are slowly being phased out.

For example, Apple blocked all third-party cookies in its Safari 
browser, and Google announced that it would start phasing them 
out in its Chrome browser sometime in the next 12 to 18 months. 
Also, with Apple’s release of iOS 14 in 2021, apps are now required 
to request user consent for device-based tracking. This will limit 
the use of their Identifier for Advertisers (IDFA) and tighten privacy 
regulations for mobile attribution. When changes like these become 
the norm, companies may not be able to accurately measure ads or 
other analytics without specific technology for capturing, managing, 
and protecting their own first-party data.

Second-party data will also play a vital role and will get a big 
boost from privacy-first workflows that some industries use to 
share audience segments with partners. Look for a customer 
data platform that can drive second-party data relationships. 
This is important for companies that need access to information 
like product ratings. It’s also useful for expanding your reach 
and interactions with your audiences. Say you’re a healthcare 
organization. It might make sense to forge a data relationship with 
hospitals that operate outside of your geography if you each offer 
specialized services that the other doesn’t. 

Preparing for a world 
without cookies.
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Building out first- and second-party data capabilities will give you 
a huge advantage when we actually get to the point of a cookieless 
world. “Looking forward, it’s about re-embracing and owning the 
relationships with your customers—not outsourcing it,” says Mike 
Grier, Adobe industry strategy leader for media, entertainment, and 
communications. “You have to understand what it is they want, 
how they interact with your products, even how they pay you. 
They all come into play.” 

Onboarding and activation come into play as well, and when you 
control your first-party data, you can make those experiences 
better too. “First-party data and onboarding should be considered 
mission-critical table stakes immediately because external sources 
of data are going away—and getting a cookieless first-party data 
program operational can take many months,” says Nancy Marzouk, 
founder and CEO of MediaWallah, an Adobe partner. “Marketers 
need to restart the strategic work now around how they’ll continue 
to build customer data profiles efficiently and accurately in order to 
get a better understanding of their customers and serve them the 
right experiences.”

As we move toward a world without third-party cookies and 
brands find ways to identify their customers and their relationship 
to the brand, they’re going to have to be diligent about data 
privacy, exposure, and how they govern their data. Any customer 
data platform will have to meet CCPA and GDPR regulations and 
quickly adapt to new legislation.

The right technology will make these data transitions easier. It’s 
time to reimagine your customer acquisition strategy and place 
real customer-supplied data at the heart of it. Choose applications 
with those capabilities built in, and you’ll earn the trust and loyalty 
of your customers who share their data with you. 



As a marketing or technology professional, you're tasked with 
huge responsibilities. You're expected to drive revenue growth 
and reduce costs while creating and delivering hyper-personalized 
experiences that evolve alongside customer engagement. And your 
customers' needs are never the same moment to moment.

That’s the beauty of real time—when you can see what's going 
on in the moment, you can react in the moment. For instance, the 
COVID-19 pandemic caused a major bump in manufacturing. When 
customer demand increased for certain items—like toilet paper, 
fitness equipment, and hand sanitizer—it caused massive shortages. 
Pandemic-related supply chain issues compounded the problem. 
If the manufacturers had access to real-time customer data, they 
might have seen the changes in demand right at the beginning and 
been better prepared to address it in a timely manner. 

In the quest to delight customers and turn them into lifelong 
advocates for your brand, the very first step is to understand them. 
But not the customers of yesterday—the customers you have  
right now. 

So pay attention to your customers. Understand individual 
behaviors as well as overall patterns. Know what’s going on in the 
moment. And you won’t throw away your shot. 

The art of acting in the 
moment.
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You may have all the data you can handle right now. But if you 
don’t have the ability to blend it all together and allow everyone to 
access it, you won’t have a true understanding of your customers or 
be able to dig deep into their customer journeys.

Adobe gives you those capabilities with Real-Time Customer Data 
Platform built on Adobe Experience Platform. The powerful engine 
in Real-Time CDP deepens your understanding of your customers 
by joining customer behaviors together into a single interface, tying 
this data to individual users, and using AI and ML to deliver highly 
personalized experiences to the right people at the right time.

Learn more about our Real-Time Customer Data Platform.

Adobe can help.

Get details
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https://www.adobe.com/experience-platform/real-time-customer-data-platform.html
https://www.adobe.com/experience-platform/customer-journey-analytics.html
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