
围绕可能性艺术打造
客户历程：

利用历程编排，为每位客户提供即时的全渠道体验，
从而培养品牌忠诚度。 



在营销中需要将客户放在首位和中心， 
这一点从未如此重要。借助最新的客户互 
动技术，品牌正在打造高度相关的体验， 
这种体验甚至能精准针对每一位客户进行 
个性化定制。合适的人员，合适的消息， 
合适的时间，合适的渠道。为了重振客户 
参与度并提高营销投资回报率，现在是时 
候从批量发送的思维模式转变为设计基于 
实时情境的个性化客户历程了。

重新审视竞 
争对手，重新 
构想客户历程

您的竞争对手也许并非您所想象的那样。 
Adobe 和 Concentrix 的研究表明，普通消 
费者每周会通过各个渠道收到 139 条来自 
品牌的消息，并会忽略其中约 48% 的消息。 
您的竞争对手不仅有销售与您相同产品或服 
务的企业，还包括正在与您争夺有限的受众 
注意力的品牌。

“个性化不是新鲜事。新鲜的是我们实 
现在多个渠道大规模开展一对一个性 
化的方法。通过即时了解客户要购买 
的商品，我们能够提供量身定制的优惠、 
个性化的数字和应用程序体验，以及高 
度相关的沟通。这些时机恰到好处的 
体验能促进盈利增长，提升品牌喜爱 
度和忠诚度。”

Bennett Fox-Glassman 
客户历程高级副总裁 
Macy’s
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您的客户是独一无
二的，但您的历程编
排挑战并非如此

互联的历程需要互联的团队。

正如康威定律所言，互联的客户历程源自于 
紧密协作的团队。但随着公司的发展，各团队 
会逐渐变成关注不同优先事项的“孤岛”。 
在许多组织中，每个团队都有自己的文化、 
自己的目标、自己的任务。要成功地从营销活 
动思维模式转变为个性化且互联的客户历程， 
需要在整个组织内建立跨职能的合作。每个人 
都应该了解公司的愿景、商业需求以及客户 
背景。而且应当调整 KPI，将客户体验作为衡 
量成功的晴雨表。

您近期的客户、忠诚的客户、未来 
的客户，他们都在经历各自的品牌 
历程，通过不同的渠道互动，有不同 
的动机驱动着他们的行为。

Gartner 的研究发现，营销人员 
平均在 9 个渠道开展营销活动， 
而客户在不同渠道往往有着截然 
不同的体验。在这种真正的全渠道 
环境中，许多品牌在寻求建立有意 
义的受众联系时都面临着类似的挑战。

互联历程需要互联的客户数据。

要编排个性化的全渠道历程，获取统一的 
客户数据至关重要。简而言之：必须为激活 
个性化历程提供一个集中的客户数据事实 
来源。然而，客户数据往往存储在分散的孤 
岛中，因此无法快速从客户数据中提取洞察。

76% 的营销人员认为对客户的了 
解和洞察对他们的成功至关重要或 
具有很高的优先级。

Aston，新的冒险正等待着你。
WKND

Aston，
你的周末从
这里开始。

渠道偏好

社交媒体

电子邮件

Web
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80% 的消费者认为不同线 
上渠道间的一致体验对于满 
足他们的期望是“重要”或 

“关键”的。

Adobe 和 Econsultancy。

为每位客户打造引人
入胜的历程，促进加
深品牌忠诚度

客户时刻至关重要。每一次互动都会影 
响品牌在客户心中的形象。每个接触点 
都是实现差异化、提供价值并与客户 
加深联系的机会，从而提高参与度、 
培养客户忠诚度，并最终推动企业 
收入增长。

71% 的消费者期望个性化的 
互动，78% 的消费者表示个性 
化优惠会增加他们购买的可能性。
McKinsey。

历程编排技术是实现跨所有渠道实时设计、 
触发和优化个性化客户历程能力的关键。 
品牌开始认识到提升编排能力在商业层面 
十分必要。
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几十年来，在铺天盖地、广撒网式营销活动 
的喧嚣中，消费者已经对通用的营销消息感 
到麻木。能够获得关注并引起共鸣的消息是 
个性化且高度符合情境的。这些消息表明您 
理解客户与品牌的关系，并能敏锐洞察他们 
的购买意图。

通过历程编排可以创造出独特的时刻，让客 
户互动中有更多惊喜和愉悦。设置实时响应 
客户信号的触发器。利用外部事件来激活新 

的客户历程。围绕客户与品牌的关系构建全 
渠道营销活动。

设计好历程后，它们就会在后台无缝运行。 
当客户满足特定的选择标准时，他们会根据 
自己的互动和行为自动进入并经历整个历程， 
从而触发下一个最佳体验。具有精细控制能力 
的营销和产品团队可根据实时数据洞察来调 
整这些历程。这为营销运营带来了效率变革。
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实时意味着在正确的时间互动。

历程编排技术可协调所有渠道中的最新客户操作，以确保您的互动始终相关、及时且能够 
响应客户意图。毕竟，没有哪个消费者想在品牌推送的广告中看到提供折扣的产品正是自 
己两周前刚购买的同款产品。如果您已经取消航班，那么在原计划的出行日期仍然收到有 
关出发信息的推送通知就会很让人恼火。

买家行为。一家化妆品零售商注意到 
有位客户每个月都会购买同一款保 
湿霜。于是他们发送了一条短信来提 
供个性化登陆页面的链接，该页面展 
示了同一系列的去角质霜和爽肤水 
并提供折扣。

天气。天气预报说气温会很高。于是当 
地的咖啡店向其忠诚度应用程序的用 
户发送了一条上班前的推送通知，推广 
其冰镇饮料。

地理位置。一位足球迷回到家后，收到 
一封电子邮件，其中提供了他心仪球队 
的球票售卖情况。当他路过俱乐部商 
店时，又会收到一条短信，里面有最新 
款主场队服的折扣码。

忠诚度。圣诞节将至。您给最忠诚 
的客户 48 小时的时间来预订圣 
诞火鸡，之后才向其余客户开放预订。

借助历程编排技术，您可以让创建的历程响应客户行为、位置以及天气、 
体育比赛结果等外部事件。
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面向未来的历程编排技术
以及品牌的机遇。

现代历程编排技术可以充当创建、激活和优化客 
户历程及全渠道体验的大脑。以下是需要关注的首要功能。

在恰当时间触及任意渠道

最好的编排平台能支持您向任何数 
字界面发送消息。这指的是原生的入站 
和出站渠道，如电子邮件、应用内消息、 
短信/彩信和 Web。此外还能利用第三方 
可扩展性向新型出站界面发送消息，比如  
ATM 机、自助终端、智能电视和数字广 
告牌。如果您能想象到那里需要消息， 
就应该能够发送到那里。
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当然，要实现这一点，您需要适当的 
数据基础：一个集中的客户数据档案， 
要能提供每个客户每次互动的最 
新记录——所有这些都同步到协调一 
致的客户身份中。除此之外，在处理 
客户数据时，隐私当然是一个核心问题。

应该在您的编排平台中内置强大的数 
据隐私和治理基础架构。需要留意同意 
管理、数据标记和使用策略实施以及同 
意策略创建等功能，以确保所有业务线 
的客户数据都安全且合规。

“要实时地将我们所有消费者 
信息整合在一起，这种能力对 
于帮助我们与全球数十亿可口 
可乐消费者互动至关重要。”

91% 的消费者坚持认为， 
确保品牌负责任且安全地使 
用他们的个人数据是重要的 
或极其重要的。

Adobe 和 Econsultancy。

Keith Bartig， 
精准营销技术总监 
Coca-Cola 公司
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让客户互动取得成功的大脑
Adobe Journey Optimizer 这一款单一应用程序可用于管理预定全渠道营销活动 
以及基于触发的一对一互动，并具备智能决策和洞察功能。它包括突破性的 AI 增强功能， 
例如 AI 助手内容加速器，能让您以变革性的速度和规模创建个性化内容。将简单、直观的 
提示词转化为针对电子邮件、推送和短信等渠道的完整品牌化营销内容。并且对内容变体进 
行拆分测试，以改善效果并推动进一步的个性化。Forrester 的研究发现，采用 Journey Optimizer  
的品牌有望在三年内将营销活动编排效率提高 20%，并实现 431% 的投资回报率。

打造能提升业务成 
效的历程

历程的个性化程度越高，获得的客 
户数据质量就越好。而数据质量越好， 
个性化程度就越高。历程编排技术应 
该让您能够实时可视化客户在历程中 
的进展，并具备精细的报告和衡量能力。

这意味着可通过仪表板视图来衡量所有 
实时历程的表现，了解有多少人进入历程、 
参与历程以及退出历程。这意味着了解有 
多少客户符合开启新历程的条件，并实时 
监测有多少客户注册。这意味着在激活新 
历程之前，要利用建模来了解新历程 
的执行效果。

直观的历程设计与快
速的内容创建

领先的历程编排技术让利用拖放功能设计 
客户历程成为可能，并且能够跨所有渠道实 
时激活这些历程。当然，编排个性化历程是一 
回事，创建营销资产则是另一回事。要留意是 
否具备原生的设计内容功能，比如所见即所 
得设计器、编码界面以及消息模板等。无缝导 
入品牌素材应该是轻而易举的事，这有助于 
您快速制作出针对所选渠道进行优化的引人 
入胜的内容。 
最后，还有一个重要因素是与营销、 
分析和客户数据技术实现无缝互操作性。
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收集数据

个性化广告

Aston，
宁静在等待着你。

Sevoi Resorts 度假村

已阅读：一位冲浪
传奇的漫长征程

已搜索：我附近的
冲浪课程

AI 正在重塑历程 
编排的可能性

最先进的编排技术融入了 AI 功能来 
优化客户历程。利用模型来改进个性化 
和优惠决策。快速生成品牌化内容—— 
针对不同受众提供不同变体。 

自动执行下一个最佳行动并提供个性化的产 
品优惠。或者，根据历程和优惠实现战略业务 
目标的能力对其进行自动排序。

领先的编排平台还配备原生的 AI 助手，可以 
处理自然语言查询，使您能够询问有关数据趋 
势的问题。一些 AI 助手还能协助引导用户入门， 
逐步引入更高级的功能，以确保您的团队能够 
充分利用整套历程管理工具。
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Telmore 在改善沟通方面说到做到。
Telmore 不是一家典型的电信公司。在丹麦，该公司也是视频、音乐和娱乐领域的领导者。他们
已经积累了大量的客户数据。不幸的是，这些数据大部分是孤立的，使得营销人员很难向客户展
示适合他们的捆绑包。无论是喜欢听音乐的客户、休闲的电视观众，还是想访问所有流媒体服务
的媒体狂热者，都会看到相同的优惠。有了 Adobe，Telmore 现在受益于丰富的客户视角，以及
来自各个系统的线上和线下数据。从订阅和客户流失评分到网站和应用程序行为数据，一切都
是统一的。现在，当客户访问他们的网站、应用程序或浏览 Facebook 时，他们会看到一致的营
销活动和优惠，因为 Telmore 营销人员了解他们的兴趣所在。

“我们正在从优化受众体验转变为 
准确提供每个人想要的东西。客户会 
看到更相关的优惠，这能促使他们添 
加服务，甚至是离开竞争对手并选择我们。”

Frederik Scholten， 
Telmore CMO

21%  
数字销售额增加

25%  
对现有客户的交叉 
销售增加

11%  
使用人工智能进行个 
性化优惠排名，使销 
售额提升

80%  
电子邮件打开率
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迈向领先的历程 
编排的第一步

所以，虽然您的历程应始终以客户 
为中心，但它们也应该与客户生命周期各 
阶段的战略和商业目标相契合，无论是提 
高转化率、改善客户情绪、提高忠诚度， 
还是其他方面。

鉴于其巨大的潜力，要确定首先要关注 
的历程可能会让人感到不知所措。不过， 
在大多数情况下，最好从您已经能够轻 
松获取可靠客户数据的地方开始。这样 
可以迅速证明历程编排的影响。您就有 
了一个用例来展示如何更贴近客户、 
提升营销参与度并推动业务目标的实现。 
在此基础上，您可以继续造势，并逐步开 
发更有活力且细致入微的客户历程。

当您迈出通往历程编排的第一步时， 
很容易忽视自己的核心业务目标。
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现在是时候与客户建立更
紧密的联系了

通过编排要在正确的时间提供的个 
性化历程，品牌拥有了一个令人兴奋 
的机会来增强营销参与度、巩固与客 
户的持久关系，并采取明确的步骤来 
实现其战略目标。

随着传统的批量发送营销活动开始对受众 
失去影响力，您未来的成功取决于能否创 
建一对一的个性化互动，以此响应即时的 
客户行为，并且通过对客户最为重要的渠 
道来提供。

这都是历程的一部分。
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历程从这里开始
Adobe Journey Optimizer 让品牌能够根据 
实时数据采取行动，从而编排一致且符合情境 
的个性化全渠道历程，并且能在恰当的时间投放。 
无论使用何种应用程序、设备、屏幕或渠道，品牌 
都能够通过同一画布创建并投放实时且个性化的 
客户历程以及预定营销活动。其结果是带来有意 
义的品牌体验，提高客户忠诚度和存留期值。

 了解如何实现
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Crafting customer 
journeys around the 
art of the possible:


Using journey orchestration to nurture brand 
loyalty with in-the-moment, omnichannel 


experiences for every customer. 







It’s never been more crucial to put your customer 


front and centre in your marketing. With the 


latest customer engagement technology, brands 


are creating hyper-relevant experiences that are 


personalised down to the level of the individual 


customer. Right person. Right message. Right 


time. Right channel. To reinvigorate customer 


engagement and drive marketing ROI, now is the 


time to shift from a batch-and-blast mindset to 


designing personalised customer journeys fuelled 


by real-time context.


Rethink your 
competition. 
Reimagine your 
customer journeys.


Perhaps your competitors are not who you thought 


they were. Research from Adobe and Concentrix 


suggests the average consumer receives 139 


messages from brands per week across multiple 


channels—and they are ignoring around 48% of 


them. Your competitors are not just the businesses 


selling the same products or services as you, but 


also the brands that are vying for a share of your 


audience’s finite attention.


“Personalisation isn’t new. What’s new 
is our approach to achieving one-to-one 
personalisation at scale across multiple 
channels. With immediate insights into 
what customers shop for, we can deliver 
tailored offers, personalised digital and 
app experiences, and highly relevant 
communications. These perfectly timed 
experiences foster profitable growth, 
brand love, and loyalty.”


Bennett Fox-Glassman,  


Senior VP of Customer Journeys, 


Macy’s


2



https://business.adobe.com/blog/perspectives/how-macys-is-growing-brand-love-and-customer-loyalty-with-personalization-at-scale





Your customers 
are unique. But 
your orchestration 
challenges are not.


Connected journeys need 
connected teams.


To echo Conway’s Law, connected customer 


journeys are born from connected teams. Yet as 


companies grow, so do team silos with disparate 


priorities. In many organisations each team has 


its own culture. Its own goals. Its own targets. 


Moving successfully from a campaign mindset to 


personalised and connected customer journeys 


requires cross-functional partnerships across the 


organisation. Everyone should understand the 


vision, commercial imperative, and customer 


context. And KPIs should be adjusted to make 


customer experience a barometer of success.


Your recent customers. Your loyal 


customers. Your next customers. They are 


all on their own journey with your brand: 


engaging across different channels, with 


different motivations driving their behaviour.


Research from Gartner found that 


marketers are deploying campaign 


activity across an average of 9 channels, 


yet customers are frequently having very 


different experiences from one channel 


to the next. In this truly omnichannel 


landscape, many brands are facing similar 


challenges in search of meaningful 


audience connections.


Connected journeys need 
connected customer data.


To orchestrate personalised omnichannel 


journeys, access to unified customer data is 


crucial. In short: there must be a centralised 


source of customer truth to activate personalised 


journeys. Yet too often customer data is stored 


across fragmented silos, making it impossible to 


extract insight from customer data at speed.


76% of marketers rank customer 
understanding and insight as 
either critical to their success or 
a high priority.
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80% of consumers consider 
consistent experiences across 
different online channels 
“important” or “critical” to 
meeting their expectations.


Adobe & Econsultancy.


Create compelling 
journeys for every 
customer. Encourage 
deep brand loyalty.


Moments matter. Every interaction 


makes a difference to the way your brand 


is perceived. Every touchpoint is an 


opportunity to differentiate, provide value, 


and create a more meaningful connection 


with your customer—enhancing 


engagement, cultivating customer loyalty, 


and ultimately driving business revenue.


71% of consumers expect 
personalised interactions and 
78% say that personalised 
offers make them more 
likely to purchase.


McKinsey.


Journey orchestration technology is the 


key that unlocks your ability to design, 


trigger, and optimise personalised customer 


journeys across all channels in real time. And 


brands are beginning to recognise a clear 


commercial imperative for enhancing their 


orchestration capabilities.
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After decades of increasingly loud noise from 


spray-and-pray campaigns, consumers have 


become numb to generic marketing messages. 


The messages that cut through and resonate 


are personalised and highly contextual. They 


show an awareness that you understand your 


customer’s relationship with your brand and are 


alert to their buying intent.


With journey orchestration it’s possible to create 


unique moments that bring more surprise and 


delight into your customer interactions. Set 


triggers that react to customer signals in real time. 


Use external events to activate new customer 


journeys. Build omnichannel campaigns that 


spiral out from your customers’ relationship with 


your brand.


Once you’ve designed your journeys, they 


operate seamlessly in the background. When 


customers meet the specific selection criteria, 


they automatically enter and flow through 


the journey based on their interactions and 


behaviours to trigger next best experiences. 


Marketing and product teams with granular 


controls can adjust these journeys based on 


real-time data insights. It brings transformative 


efficiency to marketing operations.
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Real time equals right time engagement.


Journey orchestration technology reconciles the latest customer actions across all channels to make sure 


your interactions are always relevant, timely, and responsive to customer intent. After all, no consumer 


wants to see an ad from your brand with a discount for the exact product they purchased from you two 


weeks earlier. And if you’ve cancelled your flight, it’s galling to receive push notifications about departure 


information on the day you should have been travelling.


Buyer behaviour. A cosmetics retailer 


notices a customer that’s buying the 


same moisturiser every month. So 


they send an SMS with a link to a 


personalised landing page showcasing an 


exfoliator and toner from the same range 


and offering a discount.


Weather. The weather is forecast to 


be hot. So the local coffee shop sends 


its loyalty app users a pre-commute 


push notification promoting its range 


of iced drinks.


Geolocation. A football fan travels back 


home and is sent an email with ticket 


availability for his cherished team. When 


he walks past the club shop, he’s sent an 


SMS with a discount code for the latest 


home shirt.


Loyalty. Christmas is coming. You give 


your most loyal customers 48 hours 


to pre-order their Christmas turkey 


before availability is opened up to 


your remaining customer base.


With journey orchestration technology you can create journeys that respond to customer behaviour 


and location as well as external events such as the weather, sports results and a whole lot more.
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Future-facing journey 
orchestration technology.
And the opportunities for your brand.


Modern journey orchestration technology can act as a nerve 


centre for creating, activating, and optimising your customer 


journeys and omnichannel experiences. Here are the top 


capabilities to look out for.


Reach any channel, at 
the right time.


The best orchestration platforms enable you 


to send messages to any digital surface. That 


means native inbound and outbound channels, 


such as email, in-app, SMS/MMS and web. But 


also utilising third-party extensibility to send 


messages to novel outbound surfaces such 


as ATMs, kiosks, smart televisions, and digital 


advertising boards. If you can imagine a message 


there, you should be able to send it there.
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Of course, to make this possible you need the 


right data foundations: a centralised customer 


data profile that provides an up-to-the-


minute record of every interaction from every 


customer—all synced into cohesive customer 


identities. And of course, when you are handling 


customer data, privacy is a core concern.


Powerful data privacy and governance 


infrastructure should be built into your 


orchestration platform. Look for capabilities such 


as consent management, data labelling and 


usage enforcement, and consent policy creation 


to keep customer data secure and compliant 


across all lines of business.


"The ability to bring all of our 
consumer information together—in 
real time—is critical to helping us 
engage with billions of Coca-Cola 
consumers around the globe.”


91% of consumers insist that it 
is either important or critically 
important to have assurance 
that their personal data is 
being used responsibly and 
securely by brands.


Adobe & Econsultancy.


Keith Bartig,  


Director of Precision 


Marketing Technologies, 


The Coca Cola Company
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A nerve centre for successful 
customer engagement.
Adobe Journey Optimizer is a single application for managing scheduled omnichannel campaigns 


and trigger-based one-to-one engagement, with intelligent decisioning and insights. It includes 


groundbreaking AI enhancements—such as AI Assistant Content Accelerator to allow you to create 


personalised content at transformative speed and scale. Turn simple, intuitive prompts into fully 


developed on-brand marketing content for email, push, and SMS channels. And split test content 


variations to improve performance and drive further personalisation. Research from Forrester 


found that brands adopting Journey Optimizer can expect 20% increase in efficiency of campaign 


orchestration and 431% ROI within three years.


Create journeys that work 
harder for your business.


The more you personalise your journeys, 


the better your customer data gets. The 


better your data gets, the more you can 


personalise. Journey orchestration technology 


should give you the ability to visualise how 


customers are moving through your journeys 


in real time, with finetuned reporting and 


measurement capabilities.


That means measuring performance across 


all live journeys with a dashboard view of 


how many people are entering your journeys, 


engaging with your journeys, and exiting 


your journeys. It means checking how many 


customers qualify for a new journey and 


monitoring how many are enrolled in real time. 


And it means utilising modelling for insight on 


how a new journey might perform before you 


activate it.


Intuitive journey design 
and rapid content creation.


Leading journey orchestration technologies make 


it possible to design customer journeys using 


drag-and-drop functionality, with the ability to 


activate journeys across all channels in real time. 


Of course, orchestrating personalised journeys 


is one thing. Creating the marketing assets is 


another. Look for the ability to natively design 


content such as WYSIWYG designers, a coding 


interface, and message templates. Importing your 


brand assets should be seamless to help you 


rapidly craft engaging content optimised for your 


channels of choice.


Finally, seamless interoperability with your 


marketing, analytics, and customer data 


technology is another essential.
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AI is reshaping what’s 
possible with journey 
orchestration.


The most advanced orchestration technology 


incorporates AI to enhance your customer journeys. 


Utilise models that improve personalisation and offer 


decisioning. Generate on-brand content at speed—


with variations for different audiences. 


Automate next-best actions and personalised 


product offers. Or automatically rank your 


journeys and offers based on their ability to drive 


towards your strategic business goals.


Leading orchestration platforms also feature 


a native AI assistant that can field queries in 


natural language—enabling you to ask questions 


about trends in your data. Some AI assistants 


also help with onboarding users, progressively 


introducing deeper levels of functionality to make 


sure your team utilise the full suite of journey 


management tools.
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Telmore talk the talk when it comes to 
better communication.
Telmore isn’t a typical telecommunications company. It’s also a leader in video, music, and 


entertainment in Denmark. They had amassed a wealth of customer data. Unfortunately, much of 


that data was siloed, making it more difficult for marketers to show customers the right bundles for 


them. A customer who enjoys listening to music would see the same offers as a casual TV watcher 


or a media fanatic who wants access to all of the streaming services. Thanks to Adobe, Telmore now 


benefits from a rich view of customers, with online and offline data from across systems. Everything 


from subscriptions and churn scores to website and app behaviour data is unified. Now when 


customers visit their website, their app, or browse Facebook, they see consistent campaigns and offers 


because Telmore marketers know what interests them.


“We’re shifting away from optimising 
experiences for audiences to giving 
each person what they want. Customers 
see more relevant offers, encouraging 
them to add on services or even switch 
over from competitors.”


Frederik Scholten,  


CMO of Telmore


21%  


increase in  


digital sales.


25%  


increase in cross-sales 


to existing customers.


11%  


lift in sales from 


personalised offers 


ranked using 


artificial intelligence.


80%  


email open rate.
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Your first steps 
towards leading 
journey orchestration.


So while your journeys should always be 


customer focused, they should also sync back 


to your strategic and commercial targets for 


each stage of the customer lifecycle—whether 


that’s increasing conversion, boosting customer 


sentiment, enhancing loyalty, or something else.


Given the vast potential, identifying the first 


journeys to focus on can feel overwhelming. But 


it’s nearly always best to begin where you already 


have easy access to reliable customer data. That 


way you can quickly prove the impact of journey 


orchestration. You have a use case that shows 


how you can get closer to your customers, boost 


marketing engagement, and drive towards your 


business objectives. From there you can build 


momentum and progressively develop more 


dynamic and nuanced customer journeys.


When you’re taking your first steps with 


journey orchestration, it can be easy to 


lose sight of your core business goals.
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Now is the time to build 
closer connections to 
your customers.


By harnessing the power to orchestrate 


personalised journeys delivered at precisely 


the right moment, brands have an exciting 


opportunity to bolster marketing engagement, 


cement lasting relationships with customers, and 


take definitive steps towards their strategic goals.


With traditional batch-and-blast campaigns 


beginning to lose impact with audiences, your 


future success is contingent on your ability to 


create one-to-one personalised interactions 


that respond to in-the-moment customer 


behaviour—and are served on the channels that 


matter most to your customer.


It’s all part of the journey.
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The journey starts here.
Adobe Journey Optimizer lets brands act on real-
time data to orchestrate personalised, omnichannel 
journeys that are consistent, contextual, and delivered 
at the right time. It lets them create and deliver real-
time, individualised customer journeys—and scheduled 
marketing campaigns—across any app, device, screen, 
or channel from one canvas. The result is meaningful 
brand experiences that boost customer loyalty and 
lifetime value.


 Discover how
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