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There's a discrepancy between marketers'
strategies and consumers' expectations



Marketers feel confident they are getting it right

o of marketers have a clear understanding of who their customers are

Personalized

Adobe

91<

agree

79%

agree

72%

agree

Provides consistent messaging, branding, and service quality across all channels and
touchpoints (e.g., web, email, mobile, in person)

Delivers experiences and communications that are tailored to an individual
customer’s preferences, behaviors, or needs

Enables customers to transition seamlessly between channels and devices without
experiencing disruptions or inconsistencies
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Consumers feel differently

139

Messages
Per week

feel that they get too many messages

and notifications from brands

Average weekly messages that customers received by channel

Emails 69
Text messages 26
Mobile push notifications 14
Mobile in-app messages 13
Phone calls 10

Print mail 8
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Personalizationis a top challenge

of companies say that lacking personalization is a critical issue when trying

to engage with customers

Personalization tactics that brands employ

Dynamic based on real-time intelligence or actions 27%
Leading
Adapted based on customer profiles or segmentation 40%| Personalization
category
Set based on a pre-arranged schedule or timeline 33%
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Personalization deployed by channel

% of each type of communication that is personalized

Emails 54%
Phone calls 52%
Mobile in-app messages 44%
Print mail 40%
Text messages 39% Significant opportunity
for mobile
Mobile push notifications 37% personalization
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Brands have an opportunity to prioritize personalizing on key
channels, especially mobile

Marketing/CX professionals rank mobile highly for ROI:

1.  Emails

2. Text messages
3.  Mobile push notifications

4. Mobile in-app messages

5. Phone calls
6. Online chat
7. Messaging apps

8. Print mail
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Consumers are more likely to act when messages are
personalized

Adobe

of consumers said they consider
their cell phones to be highly
important to their daily lives

of customers agree that their
favorite brand has a useful
smartphone app

of customers are more likely to a
read a3 message from a company
or brand that is personalized

of Marketers/CX professionals
agree that customer lifetime
value increases when a customer
downloads a brand’s app
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Growth
Challenges

E’} Mobile traffic surge

Optimizing mobile user experience and creating
mobile-specific content will be crucial.

Desktop Inapp Mobile

10,000,000
8,000,000
6,000,000
4,000,000

2,000,000




The
IS
evolving rapidly...

- Mobile-first engagement
= Product led growth

= Personalized experiences

Searched for the |atest trends

to try them on in-store




Why is mobile personalized engagement so hard?

=

Data Measurement

Lack of normalized data Disconnected analysis
limit actions impacts personalization
Data mismatches with no real-time Teams face challenges

behavioral signals from users. understanding friction points or user

behaviors in app.

Lo

Channels

Mobile channels live
inasilo

Inability to track performance and
impact across customer journeys.

Adobe
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Marketers and product managers are met with challenges
in delivering user journeys that move beyond activation.

In-product
Engagements

—
Active Loyal
Customer Customer

Customer

VALUE GAP 49% of visitors

abandon apps
after one day

..............
(Y AT L L T %
. ‘e
I ov* .
PR
.

Mobile App

Signup / Trial

Acquisition Prospect ! Activation Engagement Loyalty Time

Out-of-product

Visitor
Engagements
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Adobe Lightroom's path to Adobe Journey Optimizer

Goal: Create more customized journeys n
to engage users with the right content at < Alremisable dts

the right time l\
i

(o
t

ol LTE @

|

rm !Mﬂ'.

Challenges
- Extremely large data sets

= Users not aware of certain features

- Targeting the right message to the right audience
- Encouraging engagement
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Personalized engagement to boost customer loyalty and
lifetime value

Free Feature Premium Feature Premium Feature
Engagement for 224 Engagement for Engagement for
Free Users Trialists Paid Users
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. . Welcome to
Try Lightroom Premium Lightroom Premium

Continue to Lightroom

-

App store Sign-in Free features Paywall Welcome to Premium
premium features
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Adobe Lightroom growth use cases

New Feature Engagement by Community
Awareness Audiences Engagement
Educate users about = Free users - highlight fun, = Encourage interactions
new launches free features within Adobe Lightroom

Trialists — encourage Ol

adoption of premium
features for quick
transformations

Paid users - nurture
habitual use of more
sophisticated features for
extraordinary results

Adobe
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New feature awareness

Simple steps to create an in-app messages

Set the Goal -> Target Audience -> Sta
Activate

In-App Message

Adobe

VED

Message layout

Fullscreen

Content  Settings

Close button

Simple

Content

[/ Content template

O Advanced formatting

Banner Custom

"o

4 Campaigns
of3 Journeys

™ Landing pages
BX Offers

@R Components
v CONTEN

g Assets

B Content templates
B Fragments
@ Translations
e Schemas

= Datasets

&5 Queries

ER Menitoring

«

Campaign

Content

In-app message

NEW! Create your awn edit replay

t the Campaign -> Enter content into Editor -> Experiment and Test -> Publish and

& Manage access M2 simulate content I Duplicate

Properties

Name
Create Edit Replay IAM
Android_test

Access management labets

No labels selected

4

Description

In-App Message to drive awareness of the Create
Edit Replay feature

Category Campaign type

Marketing Scheduled

Android | | Create Edit Replay

Audience

Audience name

JW test

Identity type
ECID
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Engagement by audiences

Free new users
Highlight fun, free features

Remove in a touch.

New Generative Remove lets you
remove any distraction with the poswer

af Adobe Firefly
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Engagement by audiences

Trialists
= Encourage adoption of premium features for quick transformations

Instant transformations in one tap

‘awerlul esoet .f' 1||" it pant ol
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Engagement by audiences

Try blurring a background

Lens blur gently blurs your photo's background
and highlights the focal point, making your

photo more interesting and professional-looking

Paid users

= Nurture habitual use of more sophisticated features for
extraordinary results

Adobe
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Example of feature nurturing

S
‘IS'( App /

Launch
Yes
IAM — w +3 days

! No =( Recommended
L Preset J

_—

Yes PN -
Recommended
No Preset

Now has
this user
tried this
feature?

Advance to
next
feature

[
>

—
v

Has this
user tried
this

feature?

Get ready for the solar eclipse! now
See how others in the Lightroom
| Community have captured solar eclipses.

Get ready for the solar eclipse!
See how others in the Lightroom
Community have captured solar eclipses.
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Adobe Journey Optimizer drives value for real-time mobile
engagement

Adobe

lift in new users week over week lift in free-to-paid conversion lift of new user tutorial completes

"As we create more complex multi-step journeys to better engage our users,
Journey Optimizer solves challenges on feature awareness, personalized
content delivery, and improving adoption.’

Kelly Mullins,
Senior Growth Product Manager — Adobe Lightroom

AdObe © 2025 Adobe. All Rights Reserved. Adobe Confidential.
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Adobe Journey Optimizer

Real-time, customer-centric engagement across any app, device, screen, and channel

Unify your data, insights, orchestration, and delivery in
a single application for personalized engagement

£92 Create segment

Q ,@ Orchestrate, design, and deliver audience-based
’ campaigns and real-time 1:1 interactions across channels

560K

High propensity score

Apply intelligence for experimentation, optimization, and
decisioning to maximize engagement & returns

Delivery metrics

® 50%
Sent

Chat audiences

® 25%
Delivered

@ curentcustomers Use Al/ML to create personalized content at scale and

o] Segmentation . .. . .
@ Prospective customers improve practitioner productivity

25%
Bounce

Adobe
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Explore mobile use cases across the maturity spectrum

Foundational

Free Trials

Complete Onboarding
Account Creation
Referrals

Basic Cart Abandon
Basic Browse Abandon

Adobe

Maturing

Free to Paid Subscriptions

Post Purchase Engagement

Post Purchase Recommendation
Post Order Cancellation Message
Order Status Updates

Order Feedback Request
Personalized Cart/Browse Abandon
Loyalty Program Welcome

Limited Time Promotions

©

Advanced

Loyalty Action-Based Messages

Stock or Price Drop Messages
Al-Decisioned Offers

Reactivation for Churn Risk Customers
Update for Affinity Categories/Brands
Personalized Referral Programs
Action-Triggered Recommendations

Personalized Retention for Repeaters

© 2025 Adobe. All Rights Reserved. Adobe Confidential. 26



EMAIL IN-APP PUSH SMS

Location-based mobile reminders with
personalized offer

Goal: Remind customers to complete actions with real-time mobile messaging and a follow-up offer to increase customer loyalty and upsell
conversion.
= () Reaction

Guest enters hotel Booking and check-in P
—‘: — Othe
= ) Audience qualificat... m e ¢ Unitary event < Condition (0 m

& AccountLogin

Room booked and not

3 AdvisorCalled ch

& AppDownload

@ Welcome - Check-in oy Push opened o a Online Checkin s Offer
& Push 0 Reaction € Unitary event 3 @ n-app messag \

Welcome, {{profile subscriptions su...

3 AppointmentMade

i 10 min timeout Welcome to our resort! To make your
. = — checkin seamles, e the Vegas tay 39
& GeoFenceEntry (10 min ti auu‘ 15 quck and easy and withthe tene you
= 8 NewMemberCom...
= 3 oOfferAccepted @ Welcome - Check-in \_ﬂ
SMS

Use Case Steps:
1. Ajourney actively listens for geo-fenced triggers

& sB_Appinstalled

» Timely messagesincrease > Enhance customer loyalty

2. A push message is sent to customers for reminder engagement rates with personalized experiences
3. If no action, receive a follow-up check-in SMS reminder . .
o ) , . > 1% sales lift from > 300% increase loan sales
4. Once action is taken, (i.e. hotel check-in) a personalized in-app or content lized offers’ . 5
card offer is sent to increase customer loyalty personalized ofters from mobile users

1. Journey Optimizer Customer Stories, Telmore
2. Journey Optimizer Customer Stories, TSB Bank
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EMAIL IN-APP PUSH SMS

order Status updates WEB CODEBASED  CARDS MAIL

Goal: Provides customers real-time notifications for their recent order to enhance user experience and grow loyalty

Q Y
EVENTS (102 OF 1321)
= ) Reaction o o 0o

= a @ ‘estaud-oxs @ o ¥ ::ﬁ:;;i:“ o Purchase Order Card g @ Wit L_[a—q [@) Puhcid= g @ moemesae < . & o |
_ - Audience quabfication q Card a \ app message
= §) Audience qualification Pust \
= mam 200c94c2-807a-4ce5- ‘
= @ 22bd52d5-4686-4le2...

= & A4bociodf-21c7-45f9-8

= (& AccountOpened

= i‘, AddToCart Transaction ID - #MWAG300 Boston e ‘ Dedham
= (& AddToCart (1) o $16.99
- ' - , (]
= (& AddToCart(2) T _—_ .
‘ Your Order Has Shipped! Now Return Requested
= (& AddToCart(3) [
‘ Your order #12345 has been shipped. Click
= (3 AEPSampleAppCusto... here foiraee your package. ° “‘0"4‘”‘"*-»»"wa EIecllm\\lf&Euummnl
= (3 AJO_CUC_E2E Send.. @ ek Up schadued [ ] (-]
= (3 AJO_E2E EMAIL_EV... i, 00th Aug 2024, 09:15 Am Acce ckod Up |
pr— o s s
= (3 AJO_E2E EVENT_E...
Use Case Steps:
1. Customers qualify for journey after purchase completion > Fosters trust and >~ Enhance customer loyalty
2. A push message is sent to notify status update on order customer satisfaction with pertinent info & offers
3. On push click, customer receives personalized in-app message . e
p ' P PP 8 > Consistent updates > Notifications decrease
4 n order trackin rder i with personaliz ; . ..
o) :) dcte t aj g page, order status displayed with personalized drives repeat purchases customer service inquiries
content car
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Consolidate your martech stack, workflows, and data for
greater efficiency and more consistent experiences

Multiple
teams

éia

Product Lf yl / Growth
Management  journe marketing

Multiple
content sources

Multiple A
channels
Adobe Journey ; l;"Ultlple
Optimizer atasources
reon
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Adobe thought leadership for continuous learning
and success

ADOBE X CONCENTRIC WHITEPAPER JOURNEYS EBOOK MOBILE EBOOK
Reimagining customer Crafting customer journeys Reimagining mobile
journey management around the art of the possible engagement

AAAAA

_ Crafting custor:tell" ) Reimagining mobile
journeys around the engagement:
art of the possible: o —

rture brand

sssssssssssss

Reimagining customer
journey management

llllllllll

SHETL T k]
fob Ay i Bl e
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Adobe Stock

One place
for stock.

Experience Cloud

. Differentiate
with data
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