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Getting Started

If you’re reading this book, you probably have a vested interest in Adobe Target. Maybe your organization just purchased it and you are preparing for its implementation. You may have started a job and your new employer uses Target. Perhaps you are leading a team tasked with evaluating a purchase. Or you could already be familiar with Target and want to deepen your knowledge.

Whatever prompted your interest in Target, you should be excited about its testing and optimization features because they allow your organization to make significant impact to key success events and increase your knowledge of your digital consumers.

This book describes the value of Adobe Target for a marketing team—more specifically, a digital marketing team. It describes technology-agnostic challenges that digital marketers face and then explains how Target can help you address those challenges.

If you’ve worked with Adobe technology, you’re probably familiar with the Classroom in a Book series. This book, however, is an atypical Classroom in a Book. You won’t find step-by-step directions that explain how to use each and every feature of Adobe Target. Instead, our goal is to help you understand the business value of Target’s features so that you can evaluate if and how you may want to use them.



[image: Image] Note

You can reference the Adobe documentation (available online) for step-by-step directions on implementing many Target features.




We structured the book in this way because organizations can approach testing using a wide range of execution and prioritization strategies. Adobe Target is an enterprise technology platform that enables organizations to run tests of static and dynamic webpages, on mobile devices and applications, within emails, and as part of display ads. These tests can also be targeted to very specific segments of traffic that you pre-define or define based on testing results. No matter what the scenario or the digital property, Adobe Target can enable your organization to execute marketing strategies in a very timely manner.

At the end of this book, you will be prepared for your role as a marketer who can supervise Adobe Target tests and real-time reporting. You will be able to assemble an actionable plan that applies Adobe Target to accomplish your digital marketing goals. You’ll be able to make technical decisions with an implementation partner. Lastly, you’ll probably be fired up about how Adobe Target can transform your marketing organization.


Who is this book for?

We wrote this book for the marketer and for the information technologist, although we generally refer to you as a marketer throughout the book. That general term could include a chief marketing officer, web writer, copy editor, digital marketing manager, information architect, developer, coder, designer, or any number of other job titles.



We deliberately made the assumption that you are reading this book before working through your first digital tests or making your first enterprise testing solution purchase. However, the book will also have value for marketers who are experienced in using Adobe Target. Working through the implementation and execution of tests is the best way to learn the platform, and exploring Adobe Target through that implementation lens is the best way to become more skillful with it.

Target has also attracted a growing, loyal community of technologists, programmers, and system administrators who are passionate about what it offers. If you are a member of that group looking for tutorials on how to code JavaScript or how to construct server-side offers for use within tests, you generally won’t find those here. This is not a book for the techies.

It’s primarily a book for marketers, even though this book often bridges the marketer-techie gap. The book does include some code, but only code that is absolutely fundamental. If as a marketer you can understand the technical fundamentals, you will be much better prepared to execute and understand what Target can do for you and your company.

That said, this book does have value for technical folks who are interested in learning the platform and increasing the efficiency of their Target implementation. If you want to be great at technically implementing Adobe Target, you need to understand the marketing context in which it operates. Why would you put Adobe Target on key pages? Why would you make that integration to SiteCatalyst? All the programming or administration tasks you might undertake are rooted in the marketing needs that this book will help you understand.


What’s in the book?

Adobe Target is incredibly flexible because it provides many ways to approach the same scenario or issue. This book will lay the groundwork to help you understand the mechanisms available and how to choose the ideal solution.




Part 1: Understanding Adobe Target

The first section of this book explains why Adobe Target is important to you. You’ll look at the following general topics:



• The state of optimization and testing today

• Best practices for test execution, test prioritization, and communication of test results

• The implementation approaches that are available to your organization

• Key terms used within Adobe Target

• Debugging techniques and workflow demonstrations

If you know very little about the platform or about Adobe’s vision for digital marketing technology, this section is for you. The rest of the book builds on the concepts discussed in this section.


Part 2: Executing with Adobe Target

Part 2 goes to the nuts and bolts of Adobe Target. You’ll learn the business values of its basic features:



• The types of tests that are available and why you would choose one over the other

• How Adobe Target is able to provide near real-time reporting

• The data available within the reporting interface

• Segments and how to use them within Adobe Target to increase the value of your testing efforts

• Built-in targeting capabilities and how to make them most relevant for your business

• Best practices for evaluating test results and basing a decision on the data produced by each test

This section describes the features of Adobe Target but doesn’t include step-by-step directions. After reading this section, you should understand all of the basic Adobe Target functionality and why it can be valuable to your marketing organization.


Part 3: Optimizing Adobe Target

Part 3 looks at the Adobe Target functions that set it apart from its competition. You’ll discover how to optimize your content to create incredible web experiences for customers. This part explores the following issues:



• How to leverage Adobe Target profiles to bring your testing efforts to a higher level

• User management and security management

• Managing tests and testing ideas

• Adobe Target 1:1 and how these solutions can best leverage the same implementation of Adobe Target

• How tag management systems can solve for key testing issues or problems and help bridge Target to other internal and external data sets for advanced targeting and segmentation

After reading this section, you’ll understand what sets Adobe Target apart from other systems. You’ll also know how to build dynamic, effective tests that will directly impact your key success events and allow you to learn from your digital consumers.


About the screenshots

Adobe Target has undergone some significant changes over the last year, and much more change is coming. The images in this book highlight both the new and old interfaces to help organizations that are using new installations along with legacy systems.




About Classroom in a Book

Adobe Target: Classroom in a Book is part of the official training series for Adobe digital marketing software developed with the support of Adobe product experts. The content is designed so you can learn at your own pace. If you’re new to Target, you’ll learn the fundamental concepts and features you’ll need to use the program. Adobe Target: Classroom in a Book also teaches many advanced features, including tips and techniques for using the latest version of this application.




Prerequisites

Before using Adobe Target: Classroom in a Book, you should have a working knowledge of the technology of the web, such as how websites are constructed. The book assumes basic understanding of HTML-based webpages, web analysis, basic information technology concepts, and digital marketing.




Additional resources

Adobe Target: Classroom in a Book is not meant to replace the Target documentation available online or to be a comprehensive reference for every feature. For comprehensive information about program features and tutorials, please refer to these resources:




Official Adobe Target documentation

http://microsite.omniture.com/t2/help/en_US/tnt/help/?r=target&f=home



The official Adobe Target documentation contains detailed descriptions of almost every feature in the platform. It also includes information specifically aimed at programmers, marketers, system administrators, and managers. This documentation site is frequently updated and does a nice job of helping readers understand key functionality that is added to Adobe Target in the form of updates.


The blogosphere

There is a ton of great Adobe Target content on the web. The community of developers, marketers, and other professionals who are passionate about Adobe Target is growing quickly. It seems that every day new blogs and Twitter accounts are popping up. Sometimes simply searching online for the information you need is the best way to go. You may even find a few of author Brian Hawkins’s blog posts about Adobe Target at http://brian.webanalyticsdemystified.com and http://blogs.adobe.com/digitalmarketing/author/brian-hawkins.




1. Adobe Target and Optimization Today



If you’ve picked up this book, you are likely in marketing or in information technology (IT), and you want to learn more about how digital testing can reshape your business using the market-leading digital testing and optimization software Adobe Target. This book details the concepts within the software, and for IT professionals, describes the best practices for Target implementation and performance.

This book also bridges the gap between IT and marketing because marketers who are familiar with technical concepts are that much more successful in creating a culture of optimization within their organization.

In this lesson, you’ll learn:

• What testing is and how it can impact key success events on your digital properties

• How testing is just a component of a broader optimization concept

• Key concepts and terms used within Adobe Target

• Best practices for testing and adopting a culture of optimization

By the end of this lesson, you’ll be better prepared to incorporate and expand testing at your organization.
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Adobe Target allows you to deliver customized content to targeted customers.




What is testing?

Testing can mean many different things and is usually confused with the application or server testing executed by IT teams (because, historically, that was the full extent of testing for most organizations). That narrow definition has since expanded, as marketers are now also testing ways to present their digital content to ensure that consumers have ideal experiences. Testing can reshape a business and provides significant returns on their testing investments in technology but also in human capital. At its most basic level, testing driven by marketers presents different experiences to different visitors and monitors which experience performs the best across all visitors. Figure 1.1 shows a simple example of an A/B/C test. Visitors are randomly presented with different pieces of content on a page, in this case, the home page hero. As visitors arrive on the page they are randomly presented with “gray,” “red,” or “green” content (representing three different approaches to motivating a user response). The yellow triangles are simply representative of the additional content on a page that is not part of the test. Marketers are then able to evaluate which of these versions most effectively influence any and all success events on the site.
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Figure 1.1 A basic test example of an A/B/C test on a single page



In this very basic example, we can see if various pieces of content cause visitors to react differently. Some of the test variations may lead to increases in engagement (e.g., click-through or time on site) or yield different success events, such as making a purchase, registering, or signing up for something, or any other action that the visitor can do on the site.

Although this is a simple A/B/C test example, this book will cover multiple testing types available to Adobe Target users. The test type you choose will be determined by the strategy behind your test or the type of data you want to extract from the test results.

Testing capabilities within Adobe Target are quite advanced. Many organizations use Adobe Target to perform dozens, if not hundreds, of tests simultaneously. Tests can be executed across any digital property including emails, display ads, mobile sites, and even mobile apps. When you think about all the possible webpages that organizations have on their website alone, and then couple that with the testing opportunities across all other channels, you can easily see that the potential scale of testing is vast.

This book will also detail the targeting capabilities within Adobe Target. Targeted tests offer some of the greatest strategic potential in terms of learnings and return on investment. Organizations around the world are targeting tests to specific geographic locations, acquisition sources (such as paid search), and previous behaviors on the site. Those targeted tests are generating incredible returns that are capturing the attention of key executives within the organizations.

You’ll also learn about reporting and collating the data generated by tests. Adobe Target users will quickly find themselves exposed to incredibly large amounts of data for each test. This book will help you understand how to best use that data. Additionally, you’ll understand the key statistical concepts that will help you analyze test results and gain expertise in choosing test winners and losers.

An organization’s testing efforts should not live in a silo. Test results need to be communicated throughout the organizations, and so we will spend some time addressing integration between analytic solutions such as Adobe SiteCatalyst and best practices for communicating test results.

Testing is a broad concept that has the ability to change a business. However, testing is just the mechanism to execute quantifiable experiences for multiple visitors at the same time. Testing is just another tool with which an organization can develop a culture of optimization.


What is optimization?

Optimization is the ongoing, data-driven process of continually discovering and quantifying the most effective experience for your customers and prospects, both offline and online.



The only way organizations can provide the most effective content and experiences to their customers and prospects is through testing and quantification. This process of discovering what works best for your customers is ongoing as more data and learnings present themselves. Testing solutions enable optimization and help organizations instill that culture of optimization.

Why optimize? What are the goals of optimization? The most successful organizations have adopted a culture of optimization because it:

• Enables organizations to deliver and quantify personalized experiences

• Allows organizations to clear the path to conversion and enable the ability to find the most efficient and beneficial path

• Increases the return on investment from any and all acquisition initiatives, simultaneously reinforcing and quantifying the reinforcement of source messaging across all channels

• Saves time and money by quantifying the value of building and incorporating new functionality by testing features before devoting expensive resources to them

• Makes the most cost-effective use of internal and external data providers

• Enables the building of relationships with their consumers

• Allows organizations to quickly and efficiently respond to consumer needs and wants, thereby enabling an agile environment

• Realizes a competitive edge

• Provides mechanisms to quantify the value of delivering the right experience at the right time across any and all cross-channel success events

• Not only generates more profits, but also generates learnings that can be applied offline or online for future endeavors

Optimization requires significant resources from analysts, content developers, project managers, and to varying degrees, IT. Organizations must also put robust processes in place to support optimization efforts, which can include test intake and output processes, coordination with content developers, operationalizing test winners, and incorporating learnings across the organization.

Organizations that have invested in resources and implemented optimization processes have found it incredibly worthwhile in both net learnings and bottom line results. The most successful organizations see tens of millions of dollars from their test results. These same organizations also see significant savings by testing new strategies rather than just defaulting to some content that may negatively impact their business.

Building a culture of optimization takes considerable time. Talented analysts, inspired marketers, data-driving content developers, and an effective and versatile testing tool are key to making this happen. Organizations need to select the testing tool that helps them get up and running with testing and sets them up for long-term success with operational best practices.


Adobe Target: Key concepts that enable testing

Adobe Target is designed to make testing and adopting a culture of optimization straightforward and scalable. The key concepts that inform Adobe Target allow you to make the most of developing and testing solutions. In this section, we’ll provide a high-level overview of the key concepts that you’ll explore in detail later in the book.




The mbox

The mbox is short for “marketing box” and the next lesson is completely devoted to it, as befits its importance within Adobe Target. The mbox is the mechanism by which Adobe Target presents multiple, different experiences for visitors. The mbox is a JavaScript tag placed on the website that causes a webpage browser to makes a call to Adobe’s cloud network servers. Those servers respond to the mbox call by delivering content to the webpage based on the test design or anything else the tester has set up within Adobe Target.



The mbox is also a conduit of data in that it can communicate key data points to Adobe about the visitor who is seeing the mbox. This data transfer is the mechanism by which Adobe Target can provide its targeting capabilities. For example, if you click a paid search ad from Google and arrive on a landing page with an mbox on it, the mbox makes its call to Adobe, tells Adobe Target that this visitor came from Google, and provides the query term that they used to reach the ad. All of this is incredibly rich information for Adobe Target users because they can enable tests targeted to this particular traffic segment. At the same time, the visitor’s privacy is maintained because the data collected is anonymous and not personally identifiable.

Communication between the website and Adobe Target can be managed by implementing a single line of JavaScript at the top of a page that fires an mbox or by wrapping specific areas of content on the page in mboxes.


Activities

Activities are a relatively new concept within Adobe Target and are used to show content to visitors as part of a targeted test or to push content to 100 percent of visitors. Activities are formally known as campaigns, and both terms are often used interchangeably in documentation and across industry conferences.



Here is a helpful way to think about activities: If you, as an Adobe Target user, are running an A/B test, you are running an A/B activity. If you are targeting content to previous purchasers, for example, you are also running an activity. Activities represent the presentation of experiences based on rules configured within Adobe Target.

Several types of activities are available within Adobe Target. The test design and the desired data from the test will help determine the ideal activity type to choose for a test.


Experiences

Simply put, experiences represent the multiple alternative treatments presented to visitors. If you are running an A/B test, you have two experiences. Experience A would typically represent the control group for a test, and Experience B would represent another possible experience based on the test designs. While the statement above refers to an A/B test with two test experiences, it is important to note that an A/B test can have more than two experiences and still be referred to as an A/B test because test traffic is split by percentage rather than a targeting rule.



Experiences are set up within Adobe Target as part of creating an activity. As a concept, experiences span all the different types of activities, described above, that are available within Adobe Target. Experiences can also span across different pages, visitor sessions, and so on. Experiences consist of all of the content and/or code that are used to present that experience.


Where to start

Many organizations struggle to decide where they should focus their initial testing efforts. When an organization secures a testing solution such as Adobe Target, the endless possibilities can be daunting. Here are some suggestions to help you determine where you should start testing:



• Pages with high traffic content: Tests need traffic for the statistics behind testing to determine results. The more traffic you have, the better your chances of determining whether the test experiences impact visitor behavior with statistical confidence.

High traffic content locations, such as an organization’s home page, offer organizations a place to hit the ground running. There is much to learn from this page because visitors arrive on it for various reasons. Testing can find out exactly what these visitors are looking for and how best to provide it. Additionally, home pages or highly trafficked pages where tests are running provide high visibility throughout the organization which can help the testing team quite a bit as it shows the organization is behind its efforts.

• Organizational driven initiatives: On occasion, organizations find themselves undertaking key initiatives at the same time testing solutions have been secured. The momentum surrounding these initiatives can offer a window of opportunity to integrate with testing and thereby help shape those initiatives. For example, organizations have seen substantial value in testing the rollout of mobile pages and mobile apps with new capabilities put in place. Testing and test results can offer an early view into the value of these efforts. As another example, we know of many organizations whose test results on mobile sites changed everything in terms of how they were going to structure their navigation. Tests and the data from those tests showed them what visitors preferred, and the resulting changes made a significant impact to their bottom line.

• Landing pages: Some organizations have sets of landing pages that are independent from the core site; if testing or getting testing on the site has political challenges, these pages offer a great place to start. They allow the organization to get used to testing and typically offer the lowest hanging fruit in terms of quantifiable wins. These pages offer an opportunity to present relevant content through a test. When visitors arrive on these pages, Adobe Target knows much about them, including time of day, geographic location, referring page, and possibly even the referring query term. All of this information can be used to set up business rules within Adobe Target to allow the mbox to present content related to this known information within an activity.

• Ease of implementation: Testing solutions such as Adobe Target require, at a minimum, that a single line of code be placed in the source code of the page. Adobe Target has gone to great efforts to make this implementation as simple as possible. That said, some organizations have code release cycles that are infrequent, so organizations must explore which pages or which digital properties can get this tag in place to allow them to initiate their testing efforts. Usually, independent landing pages or pages hosted by third-party organizations offer this greater flexibility. Additionally, Adobe’s recent acquisition of a tag management platform called Satellite Tag Management, and now known as Dynamic Tag Manager, will help those organizations that have these issues of getting tags, such as the ones by Adobe Target, in the future.
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You’ll learn much more about integrating Adobe Target with Adobe’s Dynamic Tag Manager in a later lesson.




• Where are the key segments of traffic consuming the content? The following figure shows that much is known about sites’ visitors as they arrive on your digital properties. Any or all of these attributes can be used to run simultaneous activities, and many organizations use this information for their initial focus as to where to start their testing efforts. On occasion, organizations recognize capabilities that might be lacking in their current infrastructure and determine how Adobe Target can help fill the void. Many organizations use Adobe Target for their geo-targeting, for mobile traffic redirection, and for scaling landing pages based on current marketing efforts.
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Figure 1.2 Customer attributes can be used for targeting and segmenting tests.




Understanding your digital properties’ goals

Before an Adobe Target user can set up an activity or test, or even choose which test to execute, it is necessary to identify which key metric you’re hoping to evaluate with the test. You can do this by considering what purpose your site or digital property serves.



If the test is executed in a display ad or within an email, the success event or goal you are hoping to change will often be simply clicking through or engaging with the content that is presented. For websites that have many goals, you may find it a challenge to select which goal to select as the primary goal of the test. Adobe Target has made this much easier for organizations because it allows its users to specify as many goals or activity success events as desired.

It is a best practice to include any and all key goals as part of each activity managed through Adobe Target. Here are verticals and the goals that they have applied to their testing efforts:

• Retail properties: Sales or total revenue driven on the site is the most common goal with the inclusion of Average Order Value (AOV) and Revenue Per Visitor (RPV). This metric provides clear visibility into the financial impact that various activity experiences provide. These properties could also include key page visits, registering on the site, referrals, clicking on content, and even engaging in upsell or cross-sell activities.

• Financial or insurance properties: These types of organizations have designed their digital properties to allow quick and easy account signup, so the most common goal typically is to net new acquisition of customers. Although this goal directly impacts an organization’s bottom line, these organizations typically also include goals such as signing in, visiting other areas of the site to see additional offerings, and signing up for affiliate or co-sponsored products or services.

• Publishers: Publishers have historically been focused on pure consumption of content or page views. More often than not, revenue was solely derived from advertisements, but that has changed with affiliate relationships and co-sponsorship activities. Global Page Views, registrations, and social referrals (such as “liking”) are all key events that can be included as a test’s success events.


Best practices

Whether you or your organization are new to testing or not, some steps can be taken to ensure testing success and enable a culture of optimization. Each organization is different, but here are some common steps that will help you start off on the right foot:



• Build a test or activity road map: An activity road map can help an organization steer its focus and prioritize which tests should be executed first and which will require additional development efforts. An activity road map also allows the greater organization to observe the testing team’s focus and energy. One of the best things an organization can do for its testing efforts is getting a road map in place. This road maps are crucial for any organization that wants the most out of their testing efforts.

• Establish communications about testing early: It is quite surprising that many organizations still struggle with this best practice. Those organizations that do not establish clear communication processes up front find themselves performing unnecessary damage control and repeating the same mistakes over and over again. Communication about test launch, test deactivation, test results, and testing capabilities are key to any organization that wants to get the most out of their testing platform.

• Invest in training: Most organizations get their training from hands-on experience, which is great. But annual training can increase efficiency. Attendees should be from the technical and business sides, because there is much to learn on both ends. Training should be revisited with new employees and with new releases provided by Adobe Target.

• Build alliances: Alliances are the greatest weapon that organizations have to get testing in place. Whether it is the IT group or the department that resists testing, alliances with key stakeholders that believe in the value of testing and data-driven decisions are key to encouraging the organization to build on testing work.

• Establish governance and procedures: Test intake, Test Results, Testing Capabilities, Test Launch, and Test Operationalized winners are all key procedures that organizations must put in place to manage the influx of tests that are certain to come down the pipe. Organizations that establish these procedures are able to leverage an assembly line of sorts to get their tests out the door, which allows them to execute hundreds of tests each year.


Summary

Adobe Target is the market-leading testing platform and has helped thousands of organization around the world deploy tests across a wide array of mediums. Adobe Target also has incorporated some best practices in terms of activity setup and execution to allow your corporation to adopt a culture of optimization.



The key concepts of Adobe Target are the mbox, the activity, and the experience. The mbox delivers the different test experiences as part of the activity setup within Adobe Target.


Review questions

1. What is an activity?



2. What is the difference between testing and optimization?

3. What are the two major functions of the mbox?


Review answers

1. An activity defines the set of rules about which content will be delivered to which visitors, and when. That content can be part of a test or simply targeted content to 100 percent of consumers.



2. Testing is one of the mechanisms by which organizations apply optimization to their digital properties. Optimization is the ongoing, data-driven process of continually discovering and quantifying the most effective experience for your customers and prospects, both offline and online.

3. The mbox enables communication between the digital property and Adobe Target. It presents experiences to visitors and passes data for collection of success events or pages consumed by visitors.


2. Enabling Optimization with the Mbox



The mbox (marketing box) is the cornerstone to optimizing content on digital properties with Adobe Target. In this lesson, you’ll take a closer look at the mbox and learn:

• How the mbox (the Adobe Target tag) and the mbox.js (the Adobe Target JavaScript library) work

• How the mbox can be put in place and how best to use it

• Mechanisms to pass data to further empower targeting and segmenting efforts

• Debugging techniques to ensure a safe deployment

By the end of this lesson, you should have a holistic view of what mboxes can do and how best to use them to lay the groundwork for a complete understanding of the Adobe Target solution.





[image: Image]

The mbox allows you to deliver content based on campaign rules.




How the mbox works

Before you can apply the mbox, you need to understand what enables mbox functionality. Adobe has designed mboxes to be very straightforward to implement and amazingly powerful to use, and it all begins with a small JavaScript file called “the mbox.js.”



Mboxes serve two primary functions:

• They present alternative experiences to the end users. Mboxes are able to inject code or alternative content based on any rules marketers or users of Adobe Target put in place.

• They log data. In each call made to the Adobe Target Global Edge Network, the mbox automatically records what experience a user saw and passes key data points that enable targeting and segmenting of tests.


Using mbox.js

The mbox.js file contains several JavaScript functions that enable communication between Adobe Target and the page. You do not need to know how each of these functions work. Typically, the only one you will interact with is called mboxCreate. This function creates an instance of an mbox that can be used to inject alternative content for optimization purposes.



However, JavaScript proficiency is not required to use an mbox. Target does much of the hard work behind the scenes. You need only save and reference a JavaScript library on any digital property where you want to customize a visitor’s experience and track data.

Your unique mbox.js file is readily available within your Adobe Target account.

1. To access your mbox.js file, log in to the Adobe Marketing Cloud, and choose Launch within the Target Standard area, as shown in the following figure.

2. Click Setup (as indicated by the number 1 in Figure 2.2).

3. Click Implementation (as indicated by the number 2).

4. Click “Download mbox.js” to download the mbox.js file that is unique to your Adobe Target account. No customizations are required to the file after downloading.

After you have downloaded the file, you need to save it to your internal web servers, where you can link to it on all pages you intend to test. Most organizations have a single directory or location where this and other such files are located, but it can be stored anywhere. To enable an mbox, your HTML document must reference that file location in the </HEAD> tag.
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Figure 2.1 Launching Target Standard from the Adobe Marketing Cloud
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Figure 2.2 Download your mbox.js file from your Target Standard account.



The <HEAD> tag is one of the core components of an HTML webpage. Here is what the core HTML structure looks like:

Click here to view code image

<HTML>

<HEAD>

<TITLE>Title of webpage</TITLE>

</HEAD>

<BODY>

CONTENT OF WEBSITE

</BODY>

</HTML>

The <HEAD> tag section is where core JavaScript, CSS, and other shared files are referenced. Most organizations have a global header, which simply means that a single header section is used across all pages on the site. These global headers are very helpful for putting an mbox in place. When a reference to mbox.js is added to this global header, Adobe Target can be used on any page of the site.

A reference to mbox.js looks something like this:

Click here to view code image

<HEAD>

<TITLE>Title of webpage</TITLE>

<link rel="stylesheet" href="abc.css" type="text/css">

   <script src="xyz.js"></script>

<script src="/directory/scripts/mbox.js"></script>

</HEAD>

This <HEAD> tag references two JavaScript files and a CSS file. The mbox.js file, in this case, was saved in the directory or server location /directory/scripts/.
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The mbox.js file must be the last item referenced before the closing </HEAD> tag. This is a new requirement for the latest version of Adobe Target with the Visual Experience Composer. Earlier versions of Adobe Target allowed the mbox.js to be placed anywhere on the site as long as it was before the mboxCreate function.




Once mbox.js is saved and referenced, you no longer have to worry about updating the file for each new test. The mbox.js placement is a one-time exercise that is part of the initial implementation.


Applying mboxCreate

Now that the mbox.js file is available on your system, you can focus on placing mboxes wherever you want to offer an alternative experience to visitors. First, let’s walk through what the mbox does when it is implemented on your digital properties.



The mbox is as simple as it gets when it comes to code. Here is what it looks like:

Click here to view code image

<div class="mboxDefault">

My default content goes here.

</div>

<script type="text/javascript">mboxCreate('my_mbox');</script>

The blue text represents the container through which Adobe Target will inject any alternative content or code. The text in red represents the JavaScript function mboxCreate. This function creates an instance of the mbox for the “div” container that was referenced before it. When an mbox is implemented surrounding existing content, it is often referred to as a regional mbox.

Mboxes can and should receive their own names. For example, in the example code, the mbox is called my_mbox. A unique mbox name allows Adobe Target users to select which mbox they want to use with the campaign or test setup. The name of the mbox should be representative of where it is located. For example, if you were placing an mbox on the home page, you might use the code mboxCreate('homepage_mbox'). When you place an mbox globally on every page of your site, you might simply code it as mboxCreate('global_mbox'). Naming the mbox is completely up to you. Names do not need to be registered or predefined with Adobe. Whatever name you assign the mbox will be available in Adobe Target for use in tests.

Just as with the mbox.js file, mbox placement is usually a one-time implementation exercise. Although you’ll learn more in Lesson 10 about how mboxes work with Tag Management solutions, you should know that marketers and business people seldom need to worry about the technical details of mboxes.


Putting the mbox into action

Now that you know how an mbox is implemented and what it does, we will dive into how it can be placed onto websites for testing.




Placing a global mbox

Oftentimes companies will place a mbox globally across the site for ease of implementation and future use. Using the global mbox approach ensures that any page is immediately available to use within Target for testing or personalization without requiring any additional code pushes through IT.



Here is what the HTML code for a global mbox looks like:

Click here to view code image

<body>

<div class="mboxDefault">

</div>

<script type="text/javascript">mboxCreate('global_mbox');

 </script>

This mbox is placed immediately after the open <body> tag of the site. This placement allows you to change any of the content within the body tags, including all the content that is presented to a site visitor.

That control or manipulation of content has historically required writing some JavaScript. However, with the introduction of Target Standard, writing JavaScript is no longer necessary.


Applying a global mbox with the new Adobe Target

Target Standard enables organizations to run alternative experiences and collect data without the need for IT to put the mbox code on pages.



To use this new implementation style, you need only download a new mbox.js file following the instructions already described. This new mbox.js file includes additional code that automatically creates an mbox on every page where an mbox.js file is located, thereby allowing organizations to control anything that is presented on the page. This automatically generated mbox is called target-global-mbox, by default, and will appear in your mbox list along with all mboxes. It is customizable, though, and can be configured to leverage an existing global mbox name.
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You’ll learn more about using Adobe Target Standard/Premium in Lesson 3.




This special or new mbox.js file also enables users to use Adobe’s Visual Experience Composer, a new editor that allows for point-and-click changes. There will be much more on this later in the book, but this is revolutionary because users can easily and quickly create new experiences for visitors without having to wait on creative teams to come up with the alternative content.


The magic of the mbox call

Now that we’ve covered what an mbox is and how it can be deployed, let’s explore what Target does behind the scenes when an mbox is placed.



The mbox makes a synchronous call, which means the mbox call waits for a response from Adobe servers before the page continues to load. This ensures that visitors do not see a page flicker before alternative content is displayed.

Figure 2.3 shows what is happening as the digital property loads on the visitor’s desktop or mobile browser.
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Figure 2.3 View what happens when an mbox loads on the page.



The client device makes a call to the website. For example, www.yoursite.com is called and yoursite.com starts to present the HTML page for viewing. A first-party cookie is set by default. (You can reconfigure your Adobe Target account to set a third-party cookie, if desired.) The browser renders the page including the mboxes. Each mbox makes a call to Adobe’s servers and passes along key page and session information based on the test or campaign rules in place. Target will present alternative content for viewing or will tell the page to display the default content.

All of this may seem like a lot, but the mbox calls are incredibly quick and usually take place in less than 50 milliseconds.

You have many ways to visualize and see these mbox calls in action. Most browsers have consoles built in that allow you to view all network requests. And tons of commercial tools, including one called “Charles”, make it very easy to monitor this process. I recommend familiarizing yourself with these network requests because it will allow you to better understand the behind-the-scenes mechanics, which prove helpful when troubleshooting or requesting fixes.

Here is a typical mbox call (it is just an http or https request):

Click here to view code image

http://adobe.tt.omtrdc.net/m2/adobe/mbox/standard?mboxHost=

 www.adobe.com&mboxSession=1388972301344-258575&mboxPC=13887719

 20723-34909.17_06&mboxPage=1388972995477-869601&screenHeight=1440&screenWidth=2560&browserWidth=2192&browserHeight=1652&browser

 TimeOffset=-360&colorDepth=24&aamseg=seg%3DRB-685472&mboxCount=

 1&mbox=cms-adobecom_en_index_TopOfBody2&mboxId=0&mboxTime=

 1388951395876&mboxURL=http%3A%2F%2Fwww.adobe.com%2F&mboxReferrer

 =&mboxVersion=40

This mbox call was taken from the Adobe home page, which has two mboxes in place at the time of this writing. The page uses both the global implementation method and the regional method with an empty mbox after the <body> tag and an mbox that surrounds some content.

Information about the visitor and your account are embedded within the mbox request. It begins with your account name, which you can see in the previous example is “adobe.” The request will automatically include additional information such as the PC and session IDs stored inside the visitor’s cookie, along with the screen and browser dimensions. If you are passing parameters to the mbox, those name-value pairs will also be included in the call. Lastly, you can see that the mbox name also gets passed, thereby telling Target what location the visitor is seeing at that moment.

The mbox in the example is called adobecom_en_index_TopOfBody2. Within Adobe’s own Target account, you can select this mbox and apply rules to create alternative experiences.

These server calls that take place are automatically routed to a particular set of servers that Adobe manages. To speed up the mbox response, Adobe manages servers all over the world. Visitors in Europe are routed to servers in Europe, whereas visitors in the United States are routed to servers either on the east or west coast depending on where Adobe detects the visitor is located. The visitors’ calls are never routed to a central server, thereby ensuring a fast delivery and failover content responses if one node is down.

Before any mbox calls, one very important event takes place. The mbox.js file sets a first-party cookie that allows Target to manage a visitor’s participation in tests and determine which iteration of content they are given.

We will spend considerable time later in the book talking about the unique visitor ID that Adobe Target creates. But for now, this ID is a random numeric value generated, maintained, and stored in that cookie to represent that visitor. Adobe Target sets only a single cookie that allows organizations to run an unlimited number of tests.


Giving data to the mbox

Mboxes love data and empower marketers to set up specific rules based on that data. Target automatically collects all kinds of information, such as visitor IDs, time of day, day of week, and geo location (including city, state, zip code, and country). But organizations often want to apply their own data sets for business rules. These internal data sets are incredibly powerful because organizations can use them to more precisely target content. Organizations can apply data in a number of ways. This section will describe two methods using mboxes.




Usable types of data

Adobe Target has very strict rules when it comes to the type of data that can be passed to it. At no point can Target accept any personally identifiable information (PII). Most organizations already have privacy policies in place to prevent this, but it is still surprising just how many organizations are still accidentally passing information such as email addresses, phone numbers, credit card numbers, and even home addresses.



Some good examples of industry-specific data that empower advanced targeting could include:

• Airline websites: Here visitors specify their origin and destination information, which can be used for targeting and content personalization. For example, if an airline wanted to target content or a test to any and all visitors that searched for flights to San Francisco, they could do so by passing this information to Target.

• Financial organizations: These organizations have a ton of rich information at their disposal. However, they must be unusually cautious because such organizations often have social security and credit card numbers that are clearly PII. Key usable data points for these types of organizations include account types (savings, checking, IRA) and policies in place (home insurance, auto insurance). All of this information can be used to target content or tests, for example, to all visitors who have a checking account but not a savings account.

• Retailers: Retail properties usually don’t have to worry about PII except for data collected during checkout, which could include credit card numbers, postal addresses, and email addresses. Some valuable data that these organizations can pass is products purchased, amount spent, and categories of content visited. All of this information makes for great targeting of content and tests.


Passing mbox parameters

The most popular way that organizations can pass information via an mbox is by using mbox parameters. This method simply appends key data to the mbox call. Recall that this is what the mbox looks like:



mboxCreate('my_mbox')

And this is what the mbox looks like with two mbox parameters passed with it:

Click here to view code image

mboxCreate('my_mbox','origin_city=MDW','destination_city=SFO')

Using the example described previously, when an airline website wants to pass along flight origin and destination information, it could pass that information in this way. Both the flight origin and destination are data elements available on the page, so upon the initial implementation of the mbox, your developer can simply add these values to the mboxCreate call. When the mbox makes its request to Adobe servers, it will pass this information along for targeting and segmenting. The values are read as strings in Adobe Target and are only available for use on this one mbox call. To save a value to use later for targeting, you should use profile parameters, which are described in the next section. Similar to the mbox names, the names for parameters are fully customizable and do not need to be registered or preapproved by Adobe.

However, some parameter names are reserved for specific purposes. Three such parameters are placed on “order thank you pages” to collect order information for use in reports and Recommendations algorithms. Here is an example:

Click here to view code image

<div class="mboxDefault">

</div>  <script type="text/javascript">

mboxCreate('orderConfirmPage','productPurchasedId=PRODUCT ID FROM

YOUR ORDER PAGE, PRODUCT ID2, PRODUCT ID3','orderTotal=ORDER TOTAL

FROM YOUR ORDER PAGE','orderId=ORDER ID FROM YOUR ORDER PAGE');

</script>

In this instance, an mbox called orderConfirmPage is placed on the “order thank you page” and three mbox parameters are called: productPurchasedId, orderTotal, and orderId. These reserved name parameters allow Adobe Target to report on sales revenue, products purchased, and the unique order ID identifier. These rich reporting metrics are possible because of the flexibility of the mbox to collect information in real time.


Passing profile parameters

Another method of passing data to mboxes involves using one of the most powerful components of the Target platform: the Adobe profile.



The Adobe profile is a mechanism by which organizations can associate data with the unique visitor IDs that Adobe manages. The code syntax is very similar to an mbox parameter, but the big difference is that profile parameters and their values are stored inside of Target’s databases associated with the visitor ID.

Therefore, the profile data can be used on subsequent pages or even subsequent visitor sessions, whereas an mbox parameter can be used only on that one mbox call. Again, as with mbox parameters, any name can be given to these profile parameters. Reusing the airline origin and destination flight information as an example, if the airline passed the destination information as a profile parameter, this same information could be used on the home page when this visitor returns to the site a week or so later because that profile lives with the visitor ID! If the mbox parameter option was used, the destination-relevant content could be delivered on that mbox call but not remembered for later use.

The syntax for using profiles parameters is very similar to the mbox parameter method:

Click here to view code image

mboxCreate('my_mbox','profile.origin_city=MDW',

 'profile.destination_city=SFO')

The key difference is the use of profile. in front of the parameter name. When Adobe Target sees profile. before any parameter, it knows to associate that information to a profile so it stays linked to the visitor ID for later use, if desired.


Managing mboxes

When you log in to your Target Advanced account, you can learn more about your mboxes by selecting Locations from the left-navigation menu. There are three key tests you can do:
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Figure 2.4 View additional information about your mboxes.



• List: This option displays the mboxes tied to this account and indicates which mboxes have been called recently. This is incredibly helpful information because it allows you to see what data the mboxes have collected.

• Usage: Organizations typically license Adobe Target based on mbox volume, so this option allows you to learn which mboxes are making calls and how many calls have been made. It is a best practice to check this every month or so to make sure your organization is on pace to remain within your contracted volume.

• Manage: You can manage mboxes with this option to avoid going over your contracted volume. Mboxes can be disabled without requiring IT to remove them from the site. Disabled mboxes cannot be used for alternative experience creation or for data collection. As a best practice, if you are not using an mbox, you should disable it to reduce server call volume.


Debugging mboxes

Built into the Adobe Target platform are several very important and helpful debugging techniques. The first one, called mboxDebug=1, helps validate a successful implementation of the mbox.js and the mbox. This debugging technique can be activated by simply augmenting a URL with ?mboxDebug=1 or, if other URL parameters are already in place, &mboxDebug=1. (URL parameter notation requires that the first URL parameter have a ? and all subsequent URL parameters be separated with &.)



You can see this live and in action by visiting this URL (you must have pop-ups enabled): http://www.adobe.com/?mboxDebug=1.

If Adobe Target is in place, you will see this pop-up.
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Figure 2.5 Target provides extensive debugging information.



This pop-up window includes information about which cookies are present, what the mbox calls look like, and what the unique visitor ID is that Adobe is managing. But for now, you want to look for “Enabled: true” in the first bullet point. This tells you that both mbox.js and the mbox are successfully in place and running as expected.

The second debugging method, called mboxDisable=1, is used more often than mboxDebug=1 because it allows users to disable the mboxes from making calls on that page load. Again, by simply appending this URL parameter to a page (using syntax such as http://www.adobe.com/?mboxDisable=1) you disable Adobe Target entirely for this page load. This is incredibly helpful when you are trying to debug a page and want to determine whether Target or the default page content is causing the issue.

As organizations develop their own testing programs, the optimizers or the group of folks managing testing are sometimes blamed for things that go wrong on the site. We often find it helpful to share this debugging technique throughout the organization, especially with IT, to allow them to quickly verify whether Target or an unrelated piece of code is causing an issue. They will quickly learn that the issue usually has another cause.


Summary

Now that you are familiar with mboxes and how they work, you have a foundation to build an incredible optimization program. You needn’t know all the mechanics to be successful, but that knowledge can be of tremendous help when debugging, or more importantly, for understanding what is technically possible in terms of data passing and implementation.



In later lessons, we will build on this work by showing how mboxes are used in tests, how to make more effective use of profiles with mboxes, how mboxes can be used for targeting and segmenting, and how mboxes contribute to the real-time reporting capabilities in Target.


Review questions

1. What does the word “mbox” stand for?



2. Describe two ways to pass data to an mbox.

3. How can you disable an mbox for debugging purposes?


Review answers

1. Mbox is an abbreviation for marketing box.



2. Data can be passed to mboxes via mbox parameters or profile parameters.

3. You can append the parameter mboxDisable=1 to your URL to disable all mbox calls for that specific page load.


3. Using Target Standard



In 2013, Adobe focused largely on making Target simpler for nontechnical marketers to use. It renamed the existing interface Target Advanced and introduced a new, more user-friendly interface called Target Standard.

With the availability of both interfaces, Target extends the range of marketers who can use the product efficiently without additional support from IT and quality assurance. In this lesson, you’ll learn

• What’s new about Target Standard

• How to set up an activity

• What you can do with the Visual Experience Composer

• How to use audiences for targeting and segmentation

• What kind of content you can create or modify

• When to use Target Standard vs. Target Advanced

By the end of this lesson, you should have a good understanding of how and when to use Target Standard, and how it fits into your optimization team’s plans and processes.
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Target Standard includes menu-based editing tools.




What’s new

The first thing for current Target customers to know is that Target Standard is a new user interface based on the same account as Target Advanced (previously known as Test&Target). In other words, Standard and Advanced are two views into the same account. As a result, you won’t lose your account history or existing functionality when using Target Standard. You can actually run both simultaneously. The primary purpose of Standard is to dramatically simplify the activity setup process.



This new version of Target was fully developed with the nontechnical marketer in mind. In place of requiring users to create HTML content or insert additional JavaScript tags on a page, Standard enables you to create and edit content in a completely visual context without making any extra code modifications, aside from the inclusion of a JavaScript file at the top of the page. This piece of functionality is called the Visual Experience Composer and is integrated into the activity setup process.

Target Standard was also designed to integrate seamlessly with the rest of the Adobe Marketing Cloud, offering single sign-on, social sharing features, and the same look and feel as the other solutions in the suite. As a result, companies who own additional Marketing Cloud solutions will benefit from the deeper back-end integrations for sharing customer audiences and profile data.


Vocabulary changes

Users who are familiar with the former Test&Target will notice that a significant number of vocabulary changes are introduced in Target Standard. A campaign is now called an activity, what were once offers are now called content, and a segment is now an audience. Many of these changes were made to align with the overall Adobe vision of how each solution fits into the Marketing Cloud.




Creating activities

As of this printing, creating an activity is limited to an A/B test with optional audience-level targeting. To create a multivariate test, recommendation, optimizing campaign, or activity with experience-level targeting, you will need to use the Advanced interface.



To go into either version of Target, log in to the Adobe Marketing Cloud, and then choose Target from the left side menu. From there you choose which Target interface you want to launch.
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Figure 3.1 When logged in to the Adobe Marketing Cloud, you can choose to use either the Target Standard or Target Advanced interface.



Once you have selected Target Standard, you will see a list of all the activities that have been created inside your account.
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Figure 3.2 List of activities created inside a Standard account



The process for creating an activity in Target Standard is a simple step-by-step process extended across four pages.

1. To start, click the Create Activity button in the upper right. The first page asks you to input general activity details, such as the activity name and objective that will appear in the activities list.
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Figure 3.3 Input the name and objective of your activity.



2. On the second page, you will configure the bulk of the activity’s details. Note the prominence of the Choose Audience button. Identifying your target audience is a required step before going on to add experiences, which speaks to the increased emphasis Adobe is putting on the “target” component of optimization.
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Figure 3.4 Choose an audience and configure your experiences.



If you want your activity to apply to all visitors, choose the first option in the list, All Visitors. If your activity should allow only a specific audience, choose it from the list or create a new one on the fly by clicking the plus button in the upper right of the Audiences list.

The Source column in the list of Audiences represents the significant push on Adobe’s part to consolidate customer profile information across its solutions. If the source is Target, it means the audience was created in either the Target Standard or Target Advanced interface. However, if the source displays as Marketing Cloud, it means the audience was created in Adobe Analytics or Audience Manager and made available to Target.
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Figure 3.5 List of audiences available inside a Standard account



3. After identifying an audience, you will choose Add Experiences to proceed to the Visual Experience Composer. When you open the Experience Composer, you’ll see two tabs: Experience A (Control) and Experience B. You will be on the Experience B tab. This is the first alternate experience you can add to your test. You can add multiple experiences. You can also delete Experience A if you don’t want to include your default site experience as an option in the test.

As you place your mouse pointer over the various areas of the page, they will highlight. Clicking the highlighted component displays a menu of options that will vary depending on the type of component selected.

In Figure 3.6, the navigation link is selected, and the editing options include rearranging the link within the navigation menu, moving it to another location, editing its destination, and editing the underlying HTML completely.
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Figure 3.6 After clicking a highlighted component, you will see a list of editing options.



If your company owns Adobe Scene7, you will see Swap Image as an option in the drop-down menu after selecting an image. If you choose it, a visual display of options will appear. It includes the ability to upload and store assets directly in the Marketing Cloud DAM (Digital Asset Management).

In general, the editing options that appear can change as you choose different page element types.
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Figure 3.7 Choose from a visual list of content.



4. Once you’ve configured your visual experiences within the editor, you will return to the setup flow where you can set the percentages for how often each experience should be seen relative to the others. The percentages should add up to 100 percent. The system automatically splits traffic evenly among the experiences, so you only need to change it if you want the splits to be uneven. The ability to also set percentage targeting at the activity level should be released soon.

5. The next step is configuring your success metrics. You select a primary metric for your reporting. This metric will be the default in your reports and will be used for the summary data that is displayed on the activity list page. For retailers, this will often be a revenue-based metric, such as Revenue Per Visitor (RPV) or Average Order Value (AOV). For other businesses focused on generating leads or signups, Conversion Rate is most typical.
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Figure 3.8 Select a success metric type from the drop-down menu.



6. After selecting your primary success metric, you can add additional metrics to view in your activity reporting. You can define a success event in many ways, such as by page URL, by mbox name, by clicks, or by an aggregate sum of the number of pages a visitor views.

7. The last step is to configure the activity settings. You can set the exact date and time to start or end the activity, and set the priority (Low, Medium, or High) that it should have.
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Figure 3.9 Settings are the final stage of setting up an activity.



The priority is considered when a visitor qualifies for multiple campaigns on a given page. For example, a test may be running for all traffic on your campaign, along with multiple personalization activities for different customer segments. If a visitor belongs to one of those customer segments, you will most likely want them to qualify for the high-value personalization experience, so you would give the personalization activity the higher priority.

On the Settings page you also have the option to add audiences to your reporting. Audiences must be set up before you launch the test to view reporting for them while the test is running. If you realize during the test that you want to segment your reporting by an additional audience, the reporting for that audience will begin counting only after it is added to the activity settings.

8. When you are done setting up your activity, click Save & Close to save your activity and make it available to activate. Doing so will make your activity live for your audience, so be careful not to activate an activity that you don’t want people to see yet!


Working with the Visual Experience Composer

The most prominent interface feature of Target Standard is the Visual Experience Composer, an editor that enables nontechnical marketers to create and change content easily. Also, it was probably the most-requested Target functionality over the past two to three years. The Visual Experience Composer comes with a broad range of point-and-click editing options that require no coding knowledge.





Creating flicker-free pages

Flicker refers to the scenario where the default content on a page flashes or flickers before it is overwritten by the test content. Visual editors of all types typically rely on client-side JavaScript to execute the changes that will manipulate the webpage’s DOM (Document Object Model). That JavaScript must wait for page objects to exist before they can be changed or removed. Although Target applies code to hide the original content so a page visitor doesn’t see a flicker, in very rare instances flicker will still be seen. In addition, the JavaScript relies on the underlying page structure to not change significantly because it is often sequentially stepping through the page’s objects. If you are running an activity on a page that will be changed by developers frequently, you should be extra careful that your experiences will not be compromised. It’s important to always test experiences in your staging environment before approving activities for production.





Editing options

Modifying content has historically been quite difficult for marketers because most lack the access permission or technical expertise necessary to directly change the code. With the Composer, marketers can now easily select elements to change on the page without modifying the code.



Once you click an element in the Visual Experience Composer, you will see a list of editing options that can be classified into three main categories: modification, insertion, and deletion.
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Figure 3.10 A list of editing options for a container




Modification

For those users who are comfortable creating and editing HTML offers in Advanced, the Edit HTML option is always available on any selected element. Choosing it opens an editable window with the existing HTML.



However, you also have access to numerous options that do not require any HTML coding. For example, to change the destination of a link, you can choose Edit Link on any element that links to another page. To change an image with another asset or offer, you can choose Swap Image to see a visual list of all the content available in your account.

Often when you are modifying content other than text, you will find that the look and feel is determined by the CSS (Cascading Style Sheet). If you click an image and do not see the Swap Image option appear in your drop-down menu, chances are good that it is actually defined as a background image in the CSS. For cases like this and others, you will need to choose the Edit CSS option from the drop-down menu, and enter a predefined CSS class.

You can also change the layout of your page by choosing Move, Rearrange, and Resize. The main difference between Rearrange and Move or Resize is that Rearrange will shift the elements within its surrounding elements. So if you have a navigation or list of images that you want to reorder, you would choose Rearrange to do so without affecting the overall container placement or style. Move and Resize traditionally are used with images, such as when you want to make an image larger or smaller and/or need to reposition the image.


Insertion

Choosing Insert Element displays the option to insert text, HTML, or an image. If you select HTML, a drop-down menu appears to make it easier to insert a new element without knowing the tag name. Use Insert Element when you are trying to add more content to a page or insert an option into navigation or a list type.




Deletion

You have two options for removing elements, depending on whether or not you want the space that the element occupied to remain in place. For example, if you select the navigation element on a page and then choose Remove Item, the entire space will collapse and the remaining content will shift into its place. If you choose Hide Item, that space would remain but without the selected element present. With the latter choice, you could then use that space to present a different element.




Getting to the right component

At times the page or element you want to select is not easy to click. For example, if you are trying to get to step two of a sign-up process, you may not be able to put the direct URL into the Composer. In that case, you can choose “Navigate to this Link” from the originating page and hop to the URL that you really want to test. You may also have trouble getting to the element that you want to modify, such as when you want to select an entire navigation component but can get only one of the links to highlight. To access the entire navigation, you can click the inner link and then choose Expand Selection to access the parent element. You can continue choosing this option until you have selected the desired element.



As you construct experiences within the editor, you may make a mistake several steps into the process. At this point, the ability to undo and redo changes becomes invaluable. Undo and Redo are available by stepping through the arrows in the top right or by using keyboard shortcuts. Both methods allow you to access all the changes made in your current editing session.


Audiences

The definition of an audience is changing quickly in Adobe Target. What was previously called a segment can be configured as a combination of different parameters, ranging from environmental information like what browser or operating system a visitor is using to specific profile data about them. In addition, audiences created in other Adobe solutions can now be shared to Target for easy targeting and segmentation.




Creating an audience

When you navigate to the Audiences page, you will see a list of all the audiences that exist in your Target account. (See Figure 3.5 earlier in the lesson.) The Source column indicates whether the audience was created in Target or in another solution within the Marketing Cloud. Under the Modified column, you will be able to see the last time the audience was modified and by which user. If the user is listed as Admin, it means the audience was a default one made available to all Target accounts.



On the Audiences page, you can create a new audience by selecting Create Audience in the upper right. You will then be able to name your audience and select the type of rule(s) you want to use from the drop-down menu.

These rules give you access to configure your audience based on two main types of data:

• Data that Target automatically pulls and makes available

• Data that you pass explicitly on your page or via APIs

For simplicity, I will call the first “environmental data” and the second “profile data.”
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Figure 3.11 A list of rule options for creating an audience




Environmental data

In the request a page sends to Target, a significant amount of information about the visitor’s environment is included, such as which browser and operating system they are using, what URL they are currently on, and what URL they clicked from to land there.



To identify an audience based on information from the previous URL, you can use Traffic Sources as your rule. A list of the most common search engines appear so you can easily choose one without any additional typing. You also have the option of constraining your audience based on the domain, URL, or query of the referring URL.

With the Site Pages rule, you can segment your audience based on the URL a visitor currently is on or the first URL on the site that the visitor landed on. A common example of how you might use current URL targeting is if you had a global mbox on your product page template, but you wanted to run a test only on a specific product. In that scenario, you would configure a rule to ensure that Current URL contained that product’s ID.

In addition to making URL information available, Target also automatically looks up geographical information based on IP address when a visitor accesses the page. That data is then available to target or segment using the Geo rule, such as when you want to research if visitors from California behave differently than those from New York. Geodata is extremely valuable for providing relevant content and offers.


Profile data

Arguably the richest data is what companies know about their own users, such as the last item someone purchased or when the user’s account was first created. If that data was passed via the mbox or Target APIs, it will be available during audience creation as an mbox or profile parameter.



Mbox parameters can be found in the Custom Parameters rule. If you have implemented the integration from SiteCatalyst to Target, you should see a reserved-name mbox called SiteCatalyst:event or Sitecatalyst:purchase. After selecting that mbox, you will see SiteCatalyst parameters, such as eVars and events available to configure. If the mbox parameter you want to use is not visible, you can type it in manually. This is useful if the mbox has not yet been implemented with the desired parameters.

If you want to use profile parameters, you should use the Visitor Profile rule instead. In addition to the availability of your custom profile information, you will see a few default options available about the visitor, such as whether it is her first session or a repeat visit and whether she is already part of another test.

An audience can be used for personalization or report segmentation simultaneously, and there is no difference in configuration for either intent.

When constructing an audience, one detail to keep in mind is that if you add multiple conditions to any rule, such as Geo contains “San Francisco, San Jose, Oakland,” the rule will evaluated with the OR operator. Thus, if somebody comes from San Francisco OR San Jose OR Oakland, they will qualify as part of that Bay Area audience. If you have multiple rules, they will be merged by the AND operator. So if you combine the preceding Geo condition with the rule that the current URL contains “promo,” a visitor coming from San Francisco must also be on a URL containing “promo” in order to qualify as part of the Bay Area Promo audience.


Accessing shared audiences

Companies who own both Adobe Analytics and Adobe Target are now able to create and edit audiences inside Analytics and select the “Make available to the Marketing Cloud” check box to make the audience available to other solutions. When this option is selected, users are able to select it directly from the list of audiences available in Target. This feature dramatically reduces the time required to re-create matching audiences in Target and also removes the need to integrate the solutions directly on the page in order to access Adobe Analytics’ parameters. It also makes it far easier to identify valuable audiences through data analysis and make them immediately actionable for testing and personalization.




Content

As Adobe more closely integrates the Creative Cloud and Marketing Cloud, you will see more streamlined processes for creating, editing, and sharing content, whether it’s for direct release to production or to test in an A/B activity.



At present, we’re seeing increased integration between Target and the Marketing Cloud DAM, enabling users to upload assets directly in the cloud, as shown in Figure 3.12.
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Figure 3.12 Upload an image to your Content library.



This integration can be very handy when marketers need to test new creative quickly and don’t have the ability to push it to their own servers. Note that to publish these images to use in activities on your site, you must have an Adobe Scene7 contract.

On the Content page, you will see a list of all of the creative and offers available for use in Target Standard. Note that offers originally created in Target Advanced are not available for use in Target Standard. However, offers created in Target Standard are available in Target Advanced. This is just one of the ways in which Target Advanced represents the superset of functionality across Target.

What Target Standard offers beyond Target Advanced is the highly visual display and organization of content, which is most beneficial when much of your content comprises images and other easy-to-differentiate material. Standard enables marketers to rely less on naming convention for conveying what will be shown when selecting a particular offer. However, if you prefer the List view, you can easily toggle to it using the menu in the upper-right corner.


Creating new content

You have two options when creating new content in Target Standard:



• Click the Upload button [image: Image] to upload images for storage directly in the cloud.

• Click the Add Offer button [image: Image] to create an HTML offer. This process is the same as creating an HTML offer in Target Advanced and consists of a blank text box that enables you to add any combination of HTML, JavaScript, and CSS. Anything that can be processed on the client side by a browser can be placed in an HTML offer. The content is written into the DOM, so it can be built on top of the existing CSS and JavaScript libraries already included on the page.

What you cannot create in Target Standard is more advanced content, such as redirect, cached, or dynamic offers. Therefore, if you need to use that type of offer, you should create your activity in Target Advanced.


Modifying content

After you have created content, you have multiple options for modifying it.



When you hover over a piece of content, you will see the options displayed in the following figure (from left to right).

• Edit: Gives you the ability to crop or rotate an image directly within the browser. On an HTML offer, you will see your existing offer open in an editable text box.

• Info: Shows all the metadata about the content, including the file size, file type, image dimensions (if applicable), created and modification dates, and the most recent user who modified it.
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Figure 3.13 When you hover your mouse over an asset, a list of options appears.



• Copy: Creates a new copy of the content.

• Share: Allows you to annotate and share the content to a board in your Marketing Cloud account. To annotate the content first with comments, just click the Edit pencil symbol in the upper right of the image or click Draw Annotation.
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Figure 3.14 Annotate and share your assets with other Marketing Cloud users.



• Delete: Deletes this piece of content.


Organizing content

As your optimization program expands and the size of your team increases, you will increasingly need to keep your content organized with an easy-to-understand naming convention. Here are some questions you should ask to determine how best to create it:



• Will we reuse assets often?

• Is it easy to get new creative and HTML offers?

• Should each activity have its own folder?

• How long will an activity run for, or is it perpetual (such as personalization)?

• Should the assets change over time?

• Do we have different teams that want to keep their content separate?

• Will the offer name tell us where and when it is appropriate to be displayed?

For example, a name like “woman+dog” might tell you the image has a woman and a dog in it but leaves much to be desired in terms of where and when this asset can be used. A better name would be something like “home_hero_woman+dog_720x240.” From this name you know that this image fits into the home page hero area, that it contains a woman and a dog, and that its dimensions are 720x240 pixels. Another way to organize your assets (or files) is to create a folder called homepage heroes or 720x240 so a marketer can access it quickly to find the desired asset.


When to use Target Standard vs. Advanced

Because Target Standard and Target Advanced overlap in capabilities, it can be confusing to figure out which product is the right one for your company. You have multiple dimensions to consider when making your choice:



• Test ideas: Ask yourself what kinds of tests you want to run. Do they involve changes like image swaps, text edits, and button colors? Or are changes more complex, like splitting a one-page form into three pages? Do you want the flexibility to run either type of test at any given time? If so, Target Advanced is the right option. If you want to test only simple changes, Target Standard should be sufficient. You can also run both products simultaneously. If some members of your team only need to do simple tests, they can use Target Standard while your advanced optimization experts stick with Target Advanced.

• Technical constraints: What kind of technical constraints do you have? At some companies, marketers are required to store all alternative code (including HTML and JavaScript) on their own servers. That policy would make Target Standard far less useful. On the other hand, if marketers aren’t limited by company policy and technical resources are limited, Target Standard will be hugely valuable for increased speed and control.

• Budget: What kind of pricing model works for you? Target Standard is a flat fee based on an estimate of number of visitors and includes a number of consulting hours to enable companies to get up and running as quickly and easily as possible. Target Advanced is based on server calls, and the pricing varies depending on volume.

• Resources: What resources will be available to your optimization team? Do you have the technical expertise to create different types of offers in Target Advanced for testing or targeting, or do you envision that marketers will primarily be designing alternative experiences in the Visual Experience Composer (in Target Standard)?

As you consider the answers to these questions, you should gain a better understanding of which platform you can best leverage to realize your marketing goals.


What’s coming?

After reading the previous section, you may be asking, “Why do I have to choose between Standard and Advanced?” Well, soon enough, you won’t have to. Today’s Target Standard is a work in progress, an intermediary step on the path to eventually combining the best features of Target Standard and Target Advanced into a single solution called Target Premium.



Over the next year, we should see other types of activities as well, such as multivariate testing and optimizing campaigns folded into Target Premium, along with the 1:1 and recommendations capabilities. All of that functionality will be available under the new design introduced in Target Standard, which was developed to align with the UI of the new Adobe Marketing Cloud.


Summary

You should now have a deeper understanding of what Target Standard offers to marketers, and how it enables them to take action more simply and quickly.



You should be able to log in to the Marketing Cloud, launch Target Standard, and set up a simple activity on a page with your Target JavaScript library included in the head. Try creating an activity with audience-level targeting or swapping out one image with another using the Visual Experience Composer.

With its increased focus on improving usability and expanding targeting features, Target is positioning itself well to be the most simple and powerful optimization platform.


Review questions

1. Who should use the Visual Experience Composer?



2. Should you use Target Standard or Target Advanced if you want to set up a multivariate test?

3. What kind of content can be created in Target Standard?


Review answers

1. Any marketer who wants to design test experiences quickly can use the Visual Experience Composer. It was built especially for the marketer who does not have technical resources and who previously would not have been able to set up an activity on their own.



2. You should use Target Advanced for access to advanced features like multivariate testing, automated behavioral targeting, and recommendations.

3. Images and HTML content can be created in Target Standard.


4. Activities: Key Tools in Your Optimization Tool Belt



Testing and optimization cannot be approached in the same way for every activity. In many instances Adobe Target users will want to manage visitor participation in a customized way based on an activity design, and Adobe Target has the mechanisms available to give you this flexibility. Additionally, not all activities or test types offer the same data for interpretation or analysis. With Target, you’ll have a number of tools at your disposal. In this lesson, you’ll learn

• How activity types differ

• When and where you should use each type of activity

• How to use different activities together

• What success events are and how to include them within your activities

By the end of this lesson, you should have a holistic view of how activity variation will allow you to get the most out of your optimization efforts.
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Creating activities within Adobe Target Advanced




Activity themes

An activity is a test or what Adobe Target previously called a campaign. An activity determines which people see which experience. Those experiences that make up the activity are tested against each other to see how they impact any and all key success events on the digital property.



Although this lesson is entirely devoted to the different types of test activities available in the Adobe Target platform, some elements span all activities, no matter what activity type you’re using:

• Mboxes: Although mboxes are not the main focus when setting up an activity (as they have been in the past), mboxes are the key to attaching test content or offers to the digital content that is used to create the visitors’ experience. As discussed in Lesson 1, “Adobe Target and Optimization Today,” mboxes are JavaScript tags incorporated within a site that create calls to Adobe servers to insert referenced content that customizes the experience for the visitor. All activities use mboxes to inject content and to gather data.

• Offers: Offers consist of code that represents the alternative experiences that a visitor may receive as part of an activity. HTML, JavaScript, and CSS code can be written in an HTML offer. A Dynamic offer type also exists, which can include server-side code versus static HTML, CSS, or JavaScript to deliver custom messages, show different forms, and more. Target has redirect offers as well that take visitors to entirely different pages. No matter what offer type you apply, all offers are usable across activity types. Users can use the same HTML offer for any type of activity within Adobe Target. In the activity, users are essentially assigning offers to mboxes with rules and then defining the success events (discussed next) to allow the offers to be compared against each other.

• Success events: Success events are defined per activity and track whether or not a visitor reached particular goals. Adobe Target users create and select these success events during the activity setup. The success events are essentially specific mbox calls or actual mboxes. For example, if you wanted to understand how two different pieces of content impacted visitor registrations, the mbox on the registration thank you page would be selected for the success event “Email Registrations” by the Adobe Target user while setting up the activity. This tests which activity experience leads to more “Email Registrations” and allows the Adobe Target user to see the results in the reporting interface. Success events are used within all activity types.

• Experiences: Experiences are variations within an activity. If you are testing two options, Version A and Version B, they are also called Experience A and Experience B. An experience determines which offer(s) will be delivered in which mbox(es). An activity experience can have more than one offer associated with it. For example, within Adobe Target you can set up an activity that spans multiple pages of the website and each of those pages can have different offers. This is one of the key benefits to Adobe Target in that users can create activities that span several pages.

• Conversion event: The conversion event is the final success event within an activity. Unlike success events, there is only one conversion event. The important distinction between a success event and a conversion event is that by default, when visitors see the conversion event (as the result of an mbox call), they are kicked out of the activity.

When visitors are kicked out of the activity, they are excluded from the Adobe Target reporting at that point unless they happen to visit a page where the activity is running. At that point, they can re-enter the activity and be counted as a second visitor of that activity. By default, this visitor will see the same experience that she was originally presented, although that can be reconfigured, if desired, by the Adobe Target user.

The conversion event should be the primary metric that Adobe Target users wish to impact as part of the activity. For those instances where Adobe Target users wish to understand how the activity impacted other key success events within the digital property, those additional events should be selected as success events within the activity setup.

• Entry event: An entry event establishes a visitor as a member of a given activity. If you were running a test on the home page of your website, the mbox on that home page would be the entry event. When visitors see that mbox and meet the targeting or entry rules of the activity, they are considered members of the activity until a conversion event occurs or the activity is deactivated, which simply means when the activity was turned off.

• Targeting/Segmenting: The targeting and segmenting capability allows users to set rules for visitor participation in an activity and to define subsets of visitors to participate in that activity. For example, if you wanted to deliver an activity to visitors who reached your site from Google, you would use targeting to define activity participation only if the visitor’s referring URL is Google. If you wanted to further break down Google visitors into new or repeat visitors to your site, you could add a rule to define New or Repeat in the activity segments.

• On step actions: On step actions (Figure 4.1) are custom actions that you can apply to visitors when they see a previously defined success event. For example, if someone made a purchase and that purchase was defined as a success event, you could apply one of the actions shown in the following figure.


[image: Image]

Figure 4.1 On step actions configuration as seen in Adobe Target Advanced



Adobe Target is incredibly flexible in that users can leverage on step actions in strategic use cases when they want greater control over what happens to visitors when certain events occur, such as when you want to exclude visitors from an activity after an event occurs or force visitors to have a different experience than what they were previously presented with after an event. These actions provide that flexibility.

• Activity scheduling: Users of Adobe Target can apply conditions to when activities start and end. This is incredibly helpful when you want to start a test at midnight or over the weekend, or when you want to end an activity to coincide with the conclusion of a specific marketing campaign. Scheduling allows users to set a day and a time when an activity should start and finish. With scheduling in place, users do not have to log in to Adobe Target to save and approve an activity or stop it from running.

• Activity status: An activity can maintain any one of the following three statuses:

• Approved: When an activity is running—that is, it is live and visitors can become members—it is considered approved. Only users who have the proper rights can approve activities, either by scheduling a date and time to go live or by clicking the Save and Approve button to immediately make the activity live.

• Unapproved: If an activity has not been approved, it is in the unapproved state. Only visitors that are on staging or development hosts or websites can see the alternative content or activity content. Outside visitors will never see activity content or be counted in an unapproved activity.

• Archived: Archived activities are old activities that are no longer in use. More often than not, they have been run and their results communicated. The ability to archive activities also allows users to easily access and manage activities that are either running or in the development process.

Although the preceding information may seem like a lot to remember, after creating and launching just a few activities, you will find it becomes second nature. The great characteristic of all these activity configurations, in addition to all the flexibility they enable, is that they make the activity seem straightforward because all are applicable to each activity type.


Activity types

Now that we walked through the common features applicable to all activity types, let’s dive into the various types available so you can see the value that each offers in terms of visitor management and the data each one offers. It is very important to understand the activities available in Adobe Target because they enable you to apply additional strategies to your optimization efforts.




A/B/n activities

A/B/n is by far the most popular of the activity types, and as you might imagine, it is the activity type that allows you to compare two or more experiences. Here is the architecture of a standard A/B activity with two different offers assigned to two different mboxes.
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Figure 4.2 Visual example of the components that make up an A/B activity.



As you can see, each experience comprises separate offers that are competing against each other. When a visitor qualifies or is randomly placed in Experience B, that visitor will see both Offer 1 and Offer 2 when the visitor visits the page where mbox 1 or mbox 2 are placed. The mboxes can be on different webpages, so if a visitor sees only mbox 1, he will be presented with only Offer 1. Also worth noting is that each experience uses the same mboxes, which ensures you are comparing apples to apples in your reports. Adobe Target manages which experience a visitor sees based on the rules or the activity structure that you create.

An important detail to note regarding the A/B/n activity is that whichever experience or branch of the activity the visitor is part of, they remain in that experience for the life of the activity. That is, if they continue to visit the area that is being tested, they will continue to see that test content until they convert in the conversion event that you set up.


Multivariate, or MVT, activities

Multivariate testing (MVT) is a somewhat controversial topic in the testing world, with many schools of thought and much debate about whether it is as beneficial as A/B testing. For this book, we’ll set that controversy aside and examine how Adobe Target approaches MVT testing.



The default or productized MVT approach in the Adobe Target platform is the Taguchi approach—a partial factorial methodology in which only a portion of the possible combinations of elements and alternatives are delivered to the site and full results are extrapolated from the experiment. The key benefit Adobe Target advocates is that less time is needed to get results because fewer experiences require less traffic to test.

Here is an example of the Taguchi approach: Let’s say you have three elements, or pieces of content, that you wish to test, with two alternatives for each element. The elements are the call to action, the color, and the text. If you had two iterations of each of these elements, that would represent a 3X2 MVT design. If you mixed and matched each element and each alternative, all possible combinations would total eight (2^3 = 8). By applying the Taguchi approach, only four of those eight combinations will be tested as chosen using the Taguchi model. Here is an example (Figure 4.3) of a test design created by Adobe Target with a 3X2 MVT.
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Figure 4.3 A sample multivariate test design created by Adobe Target



The Taguchi approach becomes especially handy when you have more than three elements. In the previous example, testing eight experiences rather than four wouldn’t present as much of a challenge as testing seven elements, each with two alternatives. A 7X2 MVT with all possible combinations would require testing 128 experiences (2^7) versus the Taguchi approach, which compares only eight experiences.

The reporting of an Adobe Target MVT test is very similar to what you could expect from any other type of test technique but with one exception. For MVT tests, Adobe Target provides an Element Contribution report that has two primary benefits.

Adobe Target collects the results from running the specified experiences and predicts which combination of options will offer the best result, even if that combination was not delivered to visitors. That best combination is called the Predicted Best Experience.

The first primary benefit is that when you test a subset of all possible test combinations, you receive data on only those tested experiences. This report presents a Predicted Best Experience based on the data collected thus far. With a 7X2 MVT Taguchi test design, you are testing only eight of the 128 possible experiences. This report indicates which experience would have been the best given that 120 experiences were not presented to visitors because only 8 experiences were part of the test design. The predicted best experience is determined using data collected from only the test experiences that were actually presented to visitors of the activity.

The other benefit to this report helps you understand how each element of an experience impacts the given success event. This data is incredibly helpful because you can use it for other test designs. For example, I have seen many Taguchi MVT Element Contribution reports infer that a certain message approach was incredibly impactful with high statistical confidence. That message concept can be incorporated into A/B tests or even offline marketing efforts. The report identifies themes that can be incorporated into other marketing efforts as well.

Here below in Figure 4.4, is an example of an Element Contribution report in which you can see each element and the alternative of that element that was most successful, thereby identifying what would be the best test experience even if it wasn’t part of the test design. Additionally, you can see that the most influential element was the Submit button.
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Figure 4.4 Example of the Element Contribution report as seen in Adobe Target.



Although Adobe Target’s native approach to MVT is the Taguchi approach, you aren’t limited to running partial factorial MVT tests. I have worked with many clients who use Adobe Target for full factorial MVT tests. To do this, you simply create your test design offline and set it up as an A/B activity within Adobe Target. The post-activity data is then analyzed offline as well to quantify interaction effects.


1:1 activity

The 1:1 activity is an activity type that is available only to those customers who have a 1:1 license with their Adobe Target contract.



The 1:1 activity leverages machine learning models to determine the right content to present to an individual based on how similar individuals have responded to the same content. These models focus on a single success event that you specify in the activity setup. These events may be anything that can happen in a session, such as click-through, form complete, purchase, revenue per visitor, and so on.

This type of test will have two groups, similar to an A/B test. The first branch serves as a control and is presented to 10 percent of the traffic. These visitors will randomly see any one of the offers that you are using in the test. The engine evaluates this 10 percent of the traffic by observing how visitors react to the content and then correlates that reaction to the profile attributes of those visitors.

This learning is then applied to the other 90 percent of the traffic, so they see the best content based on everything Target knows about that visitor and how similar they are to visitors who responded earlier in the activity.

I have seen this activity type offer a ton of value to customers in highly trafficked pages, such as a home page or main landing pages. The main benefit here is the automation. You set it up and let it do its thing with minor tweaking here and there.

Below in Figure 4.5 is what a Summary report looks like in the 1:1 activity type. It shows the two branches of the test.
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Figure 4.5 1:1 Summary report example as seen within Adobe Target



The other key value that this test type provides is an Insights report. Yes, Adobe has an Insight product for analytics and also a report in 1:1 called Insights. This report in 1:1 provides data on which profile attributes of visitors represent a positive and negative propensity against a given offer. In other words, this report discovers segments or profile attributes that are impactful, such as discovering that people on their third session who are from California respond positively to a particular offer. The Insights report discovers such segments for you and provides a marketing insight that can be used in other tests or in offline marketing.


1:1 activity display

The 1:1 activity display type is the same as the 1:1 activity type except it is used in offsite display ads instead of a website.




Landing page test/landing page activity

The landing page test/landing page activity type of test is very different from an A/B test in that visitors can switch branches or experiences of a test.



Both the landing page test and the landing page activity types allow visitors to switch experiences. The key difference between these two types is that a landing page test is used for MVT testing, whereas the activity strategy involves having the visitors change experiences as part of an MVT test.

This technique is highly effective when your test strategy requires that visitors be able to change branches of a test, compared to the A/B approach in which visitors maintain membership in a particular test branch for the life of the test.

A great example of such a test is based around SEM (search engine marketing) reinforcement. Let’s say you have two ad activities taking place on Google. One ad activity is promoting a particular product, and the other is promoting discount messaging. If you have a test running that is quantifying the value of message reinforcement associated with source, you would have an A, B, C activity. Experience A would be the default content or what is currently running on the landing page. Experience B would be targeted to the first Google SEM messaging on product messaging, and Experience C would be targeted to the second Google SEM ad on discount messaging.

To effectively run this type of scenario, you would want to leverage the landing page activity in the event that visitors happen to click through on both of the SEM ads. If you used an A/B activity, a user who clicked on the first ad and then returned to Google and clicked on the second ad would always see the site experience tailored for the first ad. In contrast, the landing page activity would recognize the ad clicked on and switch the user to the corresponding experience.


Monitoring activity

The monitoring activity is typically used to collect data before other tests are run, or to track visitor behavior across activities. The monitoring activity does not typically display content, although it can if needed. It automatically has a lower priority than all other activities, so it displays content only when no other activities are running in the same mbox(es).



A great use case for a monitoring activity is to set a baseline for conversion rates or revenue metrics, such as total sales, revenue per visitor, or average order value. I often recommend that if customers have the mboxes on their site but alternative content isn’t ready, starting a monitoring activity is a good practice to not only see some metrics but also become familiar with the platform. You can also run a monitoring activity to track success through a flow or on a page while a series of tests are run. That way you can track the improvement of a particular metric over time and run multiple tests along the way.

The monitoring activity was not designed to replace an organization’s analytics, but many organizations use the monitoring activity to provide data on behaviors defined in Adobe Target or to augment analytics with pathing reports.

Another interesting use of a monitoring activity is using it to deploy tags to the site independent of Adobe Target. Before tag management solutions became so popular, the mbox was a nice, easy way to get code to the page (if an mbox was already in place) without involving IT. Nowadays, Adobe Target has a plug-in capability that can handle getting code to a page without setting up a monitoring activity.


Optimizing activity

The optimizing type of activity technique is (surprisingly) unique to the Adobe Target platform, particularly considering that it can be very helpful to any optimization team within an organization.



The optimizing activity is not really designed for Adobe Target users to learn which activity experience is best, although it can provide that information. Rather, an optimizing activity is more about automation.

Imagine if you will, five pieces of content for testing. This content can be home page hero content, navigational elements, calls to action, email content.... really anything that you want to evaluate as part of a test design. Typically, you would employ an A/B activity technique or a multivariate activity to see which version leads to increases in success events. The optimizing activity test technique doesn’t maintain an equal distribution of test content, but will automatically direct traffic to the best performing experience. If Experience C was consistently outperforming the other experiences, the optimizing activity will automatically direct more visitor traffic to that test experience.

Adobe Target takes the optimizing activity to another level in the way it leverages segments in this automation. If you include segments in this activity setup, the optimizing activity will automatically present the most effective experience for each segment. Additionally, the Insights report available for this activity type shows which segments impacted which test offers and whether the impact was positive or negative. This is incredibly powerful because the tool is doing the discovery for you and you are enabled to create a new campaign targeted to that discovered segment.

In Figure 4.6 you can see a sample of what you can expect to see from this Insights report.
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Figure 4.6 Same Insights report available within the Reports section of an optimizing activity



Optimizing activity test technique is most effective for tests that are run in email campaigns. Let’s say you have an email blast going to 200,000 email subscribers and you are running an A/B/C test of content within that email. The optimizing activity has the potential to show which experience within that test design was the most successful based on the first sets of visitors that opened that email. If, for example, the first 2,000 visitors reacted much more favorably to Experience B, the optimizing activity would shift more and more visitors to receive Experience B. This approach allows organizations to immediately capitalize on test results for short marketing cycles such as those in email campaigns.


Activity priorities

Now that you know how Adobe activities work and understand when to use an A/B/n activity compared to, for example, a landing page activity, it is important that you understand another topic that is crucial to activities: activity priorities.



Activity priorities could have been discussed in the context of common themes, except that this component of an activity requires some special, additional attention and doesn’t apply to all activity types.

Let’s briefly review what happens when an mbox makes a call to Adobe servers. When a browser, mobile device, or mobile app sees an mbox, a call is made to Adobe Target Global Edge Network via an mbox. This mbox passes key information, such as the mbox name, the URL of the page, any data passed to the mbox, and the unique visitor ID that Adobe manages. Figure 4.7 illustrates what happens when an mbox call is made.
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Figure 4.7 Step-by-step data flow when an mbox call is made to Adobe servers



When Adobe sees this mbox name, it evaluates whether that mbox is being used in a test, and if so, decides if this visitor becomes a member of the test. However, this gets challenging when multiple tests use the same mbox. Adobe has multiple ways to address this scenario, but the common method is to use activity priorities, which may be set to high, medium, or low.
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If two or more activities have the same priority level in an activity, Adobe will determine priority based on which activity was edited most recently. Activities updated most recently will have priority over older activities.




When Adobe sees this mbox call, it will evaluate activity membership from high to low. This functionality allows you to be more strategic with your optimization program. A great example of activity priorities in action is when you have an activity targeted to a specific audience while another activity is open for everyone else. That is, you might have an activity targeted to known customers sharing the page with another activity that is open to everyone. The Google activity could have a high priority, whereas the other activity might have medium or low priority. Adobe will first evaluate if the visitor is a known customer and whether she should be placed in the higher priority activity. Of course, because the monitoring activity has a lower activity status, it will be prioritized last.


Creating an activity

Creating an activity within the new Adobe Target Standard platform is incredibly easy, because Adobe spent much time and effort to make the process as simple as possible. Additionally, Adobe has incorporated strategic best practices for test setup to ensure that your organization gets the most out of the activity or test. In this section, you will walk through how to set up a test using Target’s new simplified user interface.



1. Click the Target Standard Launch button. This screen is available after you log in to the Adobe Marketing Cloud and click on Target in the left navigation pane.

After arriving on the Target Standard platform, you are presented with all the current activities in your account. For demonstration purposes, I have created a blank account with no activities in place.
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Figure 4.8 Target Standard Launch button



2. Click Create Activity in the upper-right corner of the page.
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Figure 4.9 In an activities list page, activities can be accessed or created.



3. Name your activity Adobe Classroom in a Book, and then define the objective of the activity. Although providing an objective is not required, I recommend filling out this section so others will know what the activity was for.

An example of a well-written objective is: “Test which home page hero style gets more clicks: a person using the product or the product on its own.”
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Figure 4.10 The initial step of the activity creation, where Adobe Target users name the activity and add any notes describing the objective of the activity



4. Choose the audience for this activity by selecting or specifying the rules that qualify a visitor to become a member of the activity. The sky is the limit in terms of what you can use for rules, but in this case, let’s simply leave the activity open to all visitors.

5. Create an experience. Adobe’s new platform enables you to create experiences using a visual editor. It is incredibly easy to use and allows marketers to quickly and efficiently get activities out the door without relying on creative or IT resources.
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Figure 4.11 In the second step of the activity creation process, you select the audience for activity participation and create activity experiences.



After creating an experience, you will see the results, as displayed in the following figure. At this point, you have named your activity Adobe Classroom in a Book, and you have created two experiences that are open to all visitors.
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Figure 4.12 Specifying the experiences and audiences as part of the activity



6. Define the goal of your activity by identifying a conversion event. In this example, we’ll specify a particular URL that represents buying the Adobe Classroom in a Book.

However, this primary success event could be making a purchase, visiting a page, buying a product, registering for something, and so on. The sky is the limit here, but be aware that this event will kick a visitor out of the test and represent their end of the road as it applies to this activity. Visitors would have to requalify for the activity to see other test offers or test experiences.
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Figure 4.13 Selecting metrics of the activity in the activity setup process



7. Specify when the activity should start and/or end, set the activity priority, and identify segments of visitors for additional analysis when you are reading the activity’s report.
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Figure 4.14 The final step in the activity creation process, when activity dates, activity priority, and audience segmentation are defined.



Creating an activity is pretty straightforward and easy, right? That is exactly what Adobe wanted so as to encourage users to create activities as quickly and efficiently as possible.


Best practices

Quite a bit was covered in this lesson, but I wanted to outline a couple of best practices that I have learned in my many years working with organizations helping them grow their optimization program and allowing them to get the most out of their testing platform:



• Activity naming: You have many ways to approach naming an activity, but organizations generally find it helpful to establish clear and concise conventions for doing so. Activity naming conventions allow users to quickly understand what an activity is for and its current state (whether it is a live activity or one being used for quality assurance purposes). A great example of an activity name is: Home Page Hero A/B – LIVE 3/15/2014.

This descriptive name communicates that the activity involves the home page, its status (in this case, LIVE), and the date the activity started. All of this information is helpful and allows for quick and easy interpretation, which is essential when your organization has dozens of activities taking place simultaneously.

• Copying activities vs. re-creating them from scratch: Creating an activity takes comparatively little time, but considerable strategic thought goes into defining success events and the segments for analysis. That brain trust is worth preserving. Creating a copy of an activity allows organizations to maintain the same success events and segments for every activity that is copied from a previously created activity. This capability helps organizations realize standardized visibility into how every activity impacts different success events. Many organizations find nice little surprises in the analysis by including the same events across all their activities.

These little surprises will include discovering how some activities impact some key success events, while other activities have more impact on other success events. The surprises are the knowledge that Adobe Target users get by standardizing the segments and success events to include in all activities so that every activity maintains the same success events and segments.


Summary

By now you should have a broad understanding of the tools available in Adobe Target, as well as the activities that help you manage visitors and collect and analyze data. No matter what your test scenario may be, Adobe Target provides the foundation to enable you to get your activity up and running in no time.




Review questions

1. What is the difference between an A/B/n activity and a landing page activity?



2. What is the native MVT activity approach available in Adobe Target?

3. What happens to a visitor when you have two activities with the same priority on the same page?

4. How many success events are you limited to in an activity?


Review answers

1. The main difference between an A/B/n activity and a landing page activity is that visitors can switch experiences of a landing page activity, whereas visitors in an A/B/n activity stick to their initial test variation or experience for the life of the activity.



2. Adobe Target can support full factorial and partial factorial (Taguchi) approaches, but the partial factorial, or Taguchi, method is native to the software.

3. If two or more activities have the same priorities, the visitor would qualify for the activity that was updated most recently. The date and time are the secondary metrics used to determine participation after activity priority.

4. There is no limit to the number of success events in a given activity. However, you should not have too many because this leads to analysis paralysis, where the results are too granular to offer any statistically relevant findings. You should only include the most important top key performance indicators as success events.


5. Segmentation and Targeting



Segmentation and targeting are essential components of any good optimization program. If you don’t segment your visitors into different audiences, you can only optimize to the “average” user. What you’ll most likely find out is that there are no “average” users. What one group responds to can be vastly different from another. Segmentation and targeting identifies these groups and delivers relevant content to each. Segmentation describes the ability to slice your reporting data to understand how each group behaved, and targeting is simply the ability to present a specialized activity or content to those groups. In the optimization world, those groups are called segments or audiences. In Adobe Target, the term “audience” is primarily used.

In this lesson, you’ll learn

• Targeting capabilities at your disposal

• How and when to use segmentation

• How organizations leverage segmentation to advance into targeting

• Ways to incorporate audiences for segmentation and targeting that are key to your organization

• Types of targeting and how they can advance the strategic nature of your current and future activities

• By the end of this lesson, you should be able to identify key segments for your business and target activities against them.
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Create audiences for targeting and segmentation.




Defining an audience

Whether you are applying segmentation or targeting to your activities, you are essentially just defining and communicating with a visitor audience, that is, a subset of visitors that you want to call out. You have a number of ways to define an audience.



Adobe Target’s open infrastructure allows you to define a set of visitors using a wide variety of data and criteria. In this section, we will walk through all the resources that are available within the simple user interface.
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Figure 5.1 Adobe Target Advanced displaying the audience selection wizard



• Site Pages: Site Pages is one of the most common attributes used to define an audience. When an mbox is on a page, it sees not only the URL of the current page, but also the referring URL or link that brought a visitor to the page. These URLs contain a ton of information for audience segmentation. For example, you could select an audience that views a particular page on your site or an audience that clicked on a link from another page on your site.

Another scenario may be targeting an advertising campaign that uses a specific URL parameter when landing traffic on the site. Reinforcing the ad messaging on the landing page can be extremely powerful for reducing bounce rate and increasing conversion. In addition, mbox parameters can also be leveraged within this rule configuration.

• Visitor Behavior: Adobe Target profiles are visitor attributes that are specifically assigned to visitors based on their behaviors or offline information, or according to custom rules created within Adobe Target. These attributes are different from the ones available in Site Pages because they stick with the visitor. The data learned about the user will be available for future targeting and segmenting of that user.

Additionally, as shown in Figure 5.2, you can choose from a list of built-in visitor behavior attributes that Adobe Target creates automatically for you.
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Figure 5.2 A list of built-in targets



So, if you want to create an audience, such as “visitors who are using a Mac,” you can do so here by selecting Operating System: Mac. Usually, the first types of audiences organizations choose to segment by are Visitor: New and Visitor: Returning because these visitors often respond differently to offers.

• Traffic Sources: You can define visitors by the URL they came from. Adobe has some built-in sources, such as Google and Yahoo, but you have the flexibility to specify any URL that drives traffic to your site. The most-used attribute here is the Referring Landing Page: Query because it allows you to specify audiences by the search term used on Google, Yahoo, Bing, and Ask.com.

It is this audience attribute that Adobe Target users use to target paid search activities or tests. These users work with their SEM (search engine marketing) team to determine the top keywords their organization buys on the major search engines, and then they use those keywords as targeting criteria for various tests or experiences. This allows them to find the best landing page for these visitors or the optimum content to display to offer a fluid and reinforcing message on their landing page.
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Figure 5.3 A list of traffic sources available within audience creation



• Social: Social audience attributes allow you to segment visitors who arrive to your digital property via social channels, such as Facebook, Twitter, Pinterest, Digg, MySpace, and URL shorteners. Because organizations are seeing month over month increases in visitors who arrive on their sites via social channels, this audience attribute is used often.

Consider this example: Your organization has a Twitter or Facebook marketing initiative that is driving visitors to a particular page on your site. Using Adobe Target and this audience attribute, you can set up an activity that targets content to these visitors, thereby making their experience more relevant. And these targeting efforts are quantifiable with real-time reporting.
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Figure 5.4 Segment traffic based on a social channel



• Time of Day & Week: The Time of Day & Week audience attribute is very popular among retail organizations. Data has shown that visitors behave differently on sites during the day compared to the weekend and the evening. With Adobe Target, you can use the date and time visitor attribute to define these daytime or nighttime shoppers and better understand what may be the ideal experience for them. Targeting by day and week lets you deliver different content during a visitor’s lunch hour than during the evening or weekend. And this attribute leverages the visitor’s local time zone data. Additionally, this visitor attribute is incredibly helpful for organizations running offline marketing activities that go live or turn off at a certain point. They use this attribute to coordinate the online marketing efforts with the offline marketing efforts.

• Geo: Geo is the geographical visitor attribute that often makes organizations most excited. Within Adobe Target you can define an audience by physical location! Using visitors’ IP addresses, Adobe Target can surface the visitors’ country, state, city, zip code, and their designated media area (DMA). All of this information is provided by Digital Envoy, a third-party company that Adobe contracts for this reverse IP lookup capability. However, the more granular the data, the less accurate it becomes. Therefore, states will be more accurate than zip codes, but for audience-defining purposes, it needn’t be too granular anyway. Also, note that the IP address is not stored by Adobe Target after this initial lookup, so no personally identifiable information (PII) is stored.

• Success Metric: The Success Metric is an audience attribute prized by heavy Adobe Target users with a robust optimization program in place that includes iterative testing road maps, multiple success events, standardized segmentation, and a rich set of audiences defined through activity learnings. This visitor attribute allows Adobe Target users to define an audience based on particular success events within an activity.

For example, you have a test on your home page where a visitor can make a purchase, register, and refer a friend. Within your Adobe activity, you can include all of these actions as success events to measure how the test content impacts them. Typically, the primary success event would be the purchase event, but you could set any event as the primary success event. All the other events will be success metrics included in the activity.

The Success Metric audience attribute allows you to define an audience based on any success event included in the activity. So, going back to our example, you could define audiences because they became a member of the activity, registered, referred a friend, and made a purchase. All of this information is incredibly helpful, especially when you can target content after visitors take a certain action on the site. In the example, if a visitor registered, you could use that Success Metric audience attribute to free up all the real estate that encouraged her to register and replace it with content targeting registered users.

• Target Library: The Target Library option doesn’t let you define a new targeting criteria; instead, you select an option from a list. The list of options is customized to your organization and is set up in the Expression Targets area. (We will explore Expression Targets in Lesson 7.) With these advanced attributes, you can customize audiences in ways unique to your organization. The most common use cases are to define internal development or staging hosts, so that internal users see staging or development websites instead of the production website. This enables team members to focus on an activity in development and then see what it looks like at the staging phase before it goes to production. Additionally, if you wanted cleaner data in your activity results, you might define an activity to include only visitors who have seen the production or publicly accessible website, thereby ensuring that the test results exclude all the internal traffic of the organization.

Some organizations have also used the Target Library option to define audiences according to their browsers, 32-bit versus 64-bit computer, and the screen resolution of their monitors. Although we can come up with hundreds of ways to use this attribute, it is best to consider what is unique about your visitors and whether an attribute might be reusable across many activities.

• Mobile: Mobile traffic—visitors who consume your digital properties on a mobile device—is increasing across every business, and all signs are pointing toward mobile traffic overtaking traditional desktop traffic. Much is known about a user’s mobile device as seen by mboxes, and you can use any or all of it to segment visitors.

Commonly, this attribute identifies the device: iPhones, Android, tablet, and so on. But you can also get more granular and access information relating to the operating system, screen width, screen height, the year the device was released, device capabilities, and JavaScript capabilities.
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Figure 5.5 Configure audiences based on mobile parameters.



• Insight: Insight is an analytics engine that is also owned by Adobe. This tool was previously called Discover on Premise because it was usually hosted onsite at organizations. Insight has robust visualization capabilities and very granular segmentation capabilities. With the integration between Insight and Target, you can use Insight to discover valuable segments and export them directly into Target.

This Insight option appears only if your organization has a license for the product. If you have it, you should definitely consider leveraging it. When your Insight users narrow their analysis to a group of visitors in Insight, they will see an option to share that segment to Target for optimization. Insight analyses often consist of offline data or data that is not available on the digital property. This tool is an incredibly powerful mechanism for adding offline data to your testing efforts.

• Marketing Cloud Audiences: The options in the Marketing Cloud Audiences section include all of the audiences your team members have shared from the different solutions within the Marketing Cloud. Right now that includes Analytics (SiteCatalyst) and Audience Manager, but the list will expand in the coming years as Adobe deepens the integrations between the marketing tools that it owns and manages.

Adobe’s goal is to help clients using multiple Adobe products leverage their visitor data across all of them. Organizations that have Adobe Target and Adobe SiteCatalyst will see this list in both products, and as stated earlier, this will become a stronger component in the years to come as the products become more integrated. The potential here is significant because if you are analyzing an audience within SiteCatalyst, you can simply repurpose that audience for use in your activities within Adobe Target.
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Figure 5.6 Target directly to audiences shared in the Marketing Cloud.



Each of these audience attributes can be used in conjunction with one another. For example, you can create this audience: “visitors on mobile devices AND are in California AND have been to the site before AND have made a purchase.” As you can see, an audience can become fairly granular pretty quickly.

Once you have created an audience, it becomes immediately available within Target for targeting and report segmentation. Combining audiences with your optimization efforts enables you to serve more relevant content and learn more about your visitor behavior.


Using segmentation

Now that you understand audience definition and how you can define segments within Adobe Target, let’s examine how to apply these capabilities to your current and future activities.



More often than not, organizations start their testing efforts by running activities for all traffic that comes to a particular page. Segmentation simply divides that audience to produce a more granular analysis. This enables organizations to find little nuggets of data in their testing. Additionally, test results may sometimes appear to be flat, that is, indicate no impact on key success events. But in reality, this can be the result of two different audiences reacting in opposition. More precise segmentation allows you to see that audience A preferred one treatment, whereas audience B preferred another treatment.

Here is a great example of the power of segmentation. In Figure 5.7, the test result displays the performance for all traffic.
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Figure 5.7 The summary report for all traffic



What we can see is that Experience D provided a 16.65% increase over the control for conversions, and Experience B had an astonishing 35.93% lift over control for conversions! Most organizations would love to get numbers like these. However, all too often, organizations don’t dive deep enough. In this example, they might simply call Experience B the winner and move on. By doing so, they don’t make the most of the segmentation capabilities of Target.

Notice that in this activity several segments were defined: Affiliate Traffic, Direct Mail Traffic, Email Traffic, Organic Search Traffic, and Paid Search. By defining these audiences as segments within your activity, you can access real-time reporting for each specific audience. Think of it as a test within a test.

Looking at the Email segment, you see the following.

Astonishing! Email audience members actually responded better to Experience D. Had we pushed Experience B as the winner, we would have done a disservice to our email traffic. This data point was lost in the overall analysis because the Email audience was such a small percentage of the overall audience (1,703 visitors vs. 27,055 visitors). The result is an incredible find and a testament to the value of using audiences as segments within your activities and optimization efforts. In Figure 5.8, you’ll also see that the word Interesting appears next to some of the audiences. This is a hint to inform you that the results for that audience are different than the overall results, enabling you to immediately zero in on the important data.
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Figure 5.8 The summary report for the Email segment



In response to the results of this activity, an organization could target Email audiences with Experience D and deliver Experience B to everyone else, thereby gaining exponentially more value from this activity.

Another scenario in which it is important to include audiences is when differing audiences prefer different experiences to the extent that the overall results show no clear winner. That result can hide the true reality of actually having two or more clear winners on a per-audience basis.

As a best practice, it is advised that organizations spend time detailing the audiences that make up their digital consumers. Make a list of 10–15 key audiences and standardize including them with every activity going forward. Focus on audiences that matter to your business. Creating audiences based on the categories in which they shop or if they are on your email list will be more interesting than which browser they are using. In time, you can be assured that you will find nuggets such as the one in this example.

To include audiences as segments within your activities, you need only add them in the Settings section of your activity.
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Figure 5.9 Add segments to your test reporting.



After you create an activity with your key segments, you can simply create copies of activities going forward. Those new activities will have all the audiences that you’ve defined for reporting purposes.

After you’ve added an audience, you are presented with all the audience attributes that were outlined earlier in this lesson. In Figure 5.10, you can see that we are creating an audience with the site query parameter that contains “from_email_campaign.”
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Figure 5.10 Define a custom segment.




Targeting segments

Targeted activities—tests that are targeted to particular audiences—offer some of the lowest hanging fruit in terms of potential learnings and value to your business. These targeted activities enable organizations to narrow their focus to a unique set of visitors, resulting in more relevant content.



In the previous section, you segmented a portion of your audience to determine if they reacted to content differently than your overall audience. Once you see that they do, you can create a test that targets unique content to that same audience. You don’t even have to define a new audience to get started. Segmentation is the quickest way for organizations to make the leap into targeting. The first step in creating an activity within Target Standard is to define its audience, which you’ll do now. The more effectively you define your activity audience, the more relevant your activity—and its resultant data—will be.

1. Change the activity targeted to All Visitors in this figure by clicking the arrow to the right.
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Figure 5.11 Target your activity to an audience.



A window appears listing all of the previously defined audiences. Here you can quickly select an audience that you use often by simply clicking it.


[image: Image]

Figure 5.12 Choose an activity for your audience.



2. Alternatively, you can define a new audience by clicking the plus button at the upper right to open the Add New Audience window.

Here you can choose from available audience attributes to define a new audience.
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Figure 5.13 Configure a new audience on the fly.



By adding audiences to your testing activities, you can iterate toward providing more personalized and relevant experiences. For example, you may first run a test against all your California traffic after discovering it as an interesting segment in prior tests. From there, you may set up major cities such as Los Angeles and San Francisco as additional reporting segments. If you find varying responses again, you can set up additional activities targeting them individually. Eventually you will have multiple activities serving the best personalized experiences to your most valuable audiences.


Using targeting levels

We’ve generally discussed how you can use audiences for segmentation and activity targeting. But three distinct operational targeting levels are available in Target Advanced: Activity Level Targeting, Experience Level Targeting, and Location Level Targeting. All three levels leverage the same set of audiences.




Activity Level Targeting

The first level of targeting within Target Advanced is Activity Level Targeting. At this level you use audiences to decide who becomes a member of the activity. If you have an audience of “California” or “Paid Search,” only these audiences would become a member of the activity, be counted in the data, and have the possibility of seeing test content. Once the visitor meets this targeting condition, they are in the activity until they convert.



This is the most straightforward of the targeting options and the one used most often by organizations.


Experience Level Targeting

Experience Level Targeting is what Target evaluates after someone becomes a member of an activity. Activity Level Targeting allows audience members to participate in a test, whereas Experience Level Targeting enables them to be put into a specific test variant. For example, if you were running an A/B/C test and wanted everyone from “Paid Search” to see Experience A, you would simply apply that targeting to Experience A. In the A/B test type, the visitor has to meet this condition only once to continue seeing a particular experience’s content. In a Landing Page campaign type, the visitor must meet the experience targeting condition every time to stay in the experience.



Organizations often use this capability when they want different allocations of traffic to see differing experiences. For example, if you wanted 70 percent of your audience to see Experience A and 30 percent to see Experience B, you would apply these percentage allocations within the activity setup at the experience level.


Location Level Targeting

Location Level Targeting, applied next to the locations you select for an activity, is evaluated by Target every time it gets an mbox call instead of once per campaign.



For example, say you have a test running on your product page for a new tennis shoe. Because this page shares a template with all the other products, the mbox name is the same across all of them. In order to test only that page, you would use Location Level Targeting against that product page’s URL. If you used Activity Level Targeting instead, you would see the visitor enter the test once she hit the tennis shoe page. That behavior is as expected. However, if that visitor were to hit subsequent pages for other products, she would continue to see test content. That would not be as expected or desired!

This scenario is where Location Level Targeting proves vital. Because Location Level Targeting evaluates the targeting condition each and every time, it ensures that the visitor does not continue to see test content on any page other than the tennis shoe page, because the URL will not be correct.

As you continue to increase the number of tests running simultaneously on your site, you may find your organization using Location Level Targeting quite a bit to ensure that test content is displayed to the correct sets of visitors across all your pages.


Targeting in Standard

We’ve examined the targeting conditions available in Target Advanced. As of this writing, Target Standard offers the ability to choose an audience as the first step in creating an activity. The audience you choose is applied at the location level behind the scenes. Doing so ensures that the URL in which you visually create your experiences is the only one on which visitors will see alternative content. You can add additional URLs within the Visual Experience Composer if you are working within a template that should show alternatives across all its instances.




Best practices

To conclude this lesson, here are some best practices that I have learned about segmentation while helping organizations grow their optimization program and get the most out of their testing platform:



• Standardize segments: Give some serious thought to the audiences that consume your digital traffic. Time and time again, organizations have seen that not all visitors react to test content in the same way. Talk to internal teams and identify the key acquisition initiatives at the organization. Explore which mobile initiatives are underway. Use all of this information to define a list of 10-15 audience segments. Use those audiences in your activities and standard reporting. In time you will identify valuable insights about your visitors and their varying behaviors. These findings will help you roll out a data-driven, targeted activity plan of action.

• Include targeted activities: Quite often, organizations find it challenging to incorporate targeted activities into a testing road map because of the increase in content needed, but it is advantageous to include some early on as you grow your optimization program. Significant increases in conversion and revenue can result from simply reinforcing messaging associated with the source of traffic, whether it is paid search, geographic, affiliate traffic, or other important data.


Summary

After reading this lesson, it should be clear why Adobe’s testing solution is called Target. An organization can get more value from its tests by incorporating segmentation and the additional insights it provides. Target then makes it incredibly easy to repurpose those segments for targeting, thereby delivering better performing and more relevant experiences to each visitor.




Review questions

1. What is an audience, as defined within Adobe Target?



2. What is the difference between segmentation and targeting?

3. What is Location Level Targeting?


Review answers

1. An audience within Adobe Target is a set of visitors based on one or more attributes. Once defined, an audience can be used for targeting and/or segmenting.



2. Segmentation is using a defined audience within an activity for reporting purposes. Targeting is when you deliver specific content to an audience.

3. Location Level Targeting is set up within an activity. When configured, it evaluates the targeting conditions to see if a visitor meets the criteria defined for the mbox location before presenting any content. This evaluation occurs each and every time the visitor sees the mbox location, even if she qualified previously.


6. Understanding Test Results: Real-time Reporting



One differentiating feature of Adobe Target is its real-time reporting capabilities. Although delayed reporting is usually fine for understanding website analytics over time, it is not sufficient when you need to understand how a test is performing on your site immediately after it launches. Without real-time reporting, you may have to wait hours before getting any kind of data on whether an experience is doing well or poorly. In the worst-case scenario—in which an experience is configured incorrectly—you want reporting to alert you to that situation immediately.

Target includes a range of reporting options depending on the kind of activity you set up, and whether you are using the Standard or Advanced interface. This lesson focuses on the various types of reports that you can view in both interfaces. (For more specific information on 1:1 or Recommendations reporting, see Lesson 9.)

In this lesson, you’ll learn

• How Target reporting is different from traditional analytics

• The kinds of reports available

• The differences between Standard and Advanced interface reporting options

• How to interpret your results

• What’s new in Adobe Target reporting features

By the end of this lesson, you’ll have a good understanding of the types of reports you can view in Target, and how to interpret and take action on those reports.
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Take action on your real-time reporting.




Taking action

The reporting in Target differs greatly from a traditional analytics platform. Instead of focusing on the breadth and depth of data analysis, it answers a few questions very well and very quickly:



• Which experience is getting the highest conversion rate for all my traffic?

• Are any segments behaving differently than expected?

• Do I have the same winner for Revenue Per Visitor (RPV) and Average Order Value (AOV)?

• Do the results have statistical significance?

• How do the results vary per traffic source?

• Which element in my multivariate test is the most significant?

These questions all point toward taking action, so if you see an experience performing extremely well or poorly, you can immediately push more traffic to it or take it out of rotation. The reports also help you decide what action to take next in your testing road map. Should you continue to test the same page, or should you explore the next page in the funnel? Understanding how elements are contributing to the overall lift is extremely informative.


Reporting in Target Advanced

From the moment you approve a campaign in the Advanced interface, you should begin seeing data in your reporting. If you push a campaign live on your site and don’t see numbers within five minutes, something is probably wrong with your campaign configuration.



Once the data starts to flow in, refreshing your browser every few minutes to see how experiences are performing becomes quite addictive! Just remember that most activities should run for at least a few days to reach statistical significance and to detect any potential variance in how visitors behave on different days of the week.


Viewing reports

When you first log in to Advanced, you will land on the Launch Pad, which is an overview of your campaigns, interesting segments, and recent account activity.



1. Select Campaigns in the leftmost navigation area to view a full list of campaigns.
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Figure 6.1 A list of campaigns in your account



2. Click the name of any campaign to see more details about it. The first page you will land on is the Spotlight, which provides a summary of a campaign’s performance.

In the following figure, you see that the Aliens experience is beating the control experience in Conversion Rate. However, you can also see that the control version is actually winning when optimizing against Average Order Value.
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Figure 6.2 The Spotlight report shows the visual highlights of how a campaign is performing.



3. Click the Reports tab to dig into the results and view the Summary report.
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Figure 6.3 The summary report shows how your experiences perform against each other



The Summary report has several options for viewing the data. In a traditional test, your first experience will most likely be the Control.

4. Select the experience in the drop-down Control menu to measure lift against.

5. The winning experience will have a link next to it labeled "push winner." By clicking this link, a new campaign will automatically be created to push that experience out to 100% of your traffic.

If you have a segment selected at the time, the new campaign will automatically use that segment as its campaign-level targeting condition. This feature makes it incredibly easy to take action on the great results you find.

However, if you are focused on increasing revenue, you may be less interested in Conversion Rate as a success metric.

6. Select the drop-down labeled “Evaluate success by” to switch to a different metric, such as Revenue Per Visitor or Average Order Value. The options are set by Target and cannot be modified.

At times you may want to measure lift and confidence by an intermediary step in your funnel. This can happen when you have not reached statistical significance on your conversion event because your number of conversions is too low.

7. In this scenario, change your “Success metric” to be a different mbox or to actually be the sum of multiple success metrics.

Another toggle you may want to change is your Counting method. By default, the metrics are based on counting Visitors. The other options are Visit, Impression/Page View, and Landing.

To understand the differences between these options, let’s imagine a user scenario in which she refreshes a test page five times, and then goes to another page that is also part of the running test. She does nothing for 45 minutes, and then she returns to the first page. This journey would count as one visitor because Target knows that she was the same person throughout the session. However, it would count as two visits because a session times out after 30 minutes of inactivity, and she had two separate sessions.

This behavior would also count as seven impressions and six landings. An impression is counted when a user visits any page that is part of the campaign. A landing is counted when a user visits the entry page to a campaign. It is most common for analysts to switch between Visitors and Visits in the reporting, particularly if their users often visit the site several times before converting.

Because visitor behavior often varies on weekdays compared to the weekend, a day filter has been promoted to its own drop-down menu in the reporting interface so you can easily compare weekday versus weekend behavior.

Also available on the right side of the report are the reporting segments that you created when setting up the campaign. Note that some segments may have a double asterisk. This indicates that the segment results either vary from the aggregate traffic and/or are statistically significant. This identifier can be extremely helpful when you have many segments associated with a campaign and want to quickly focus on the valuable segments.

In addition, you can select the “Exclude extreme orders” check box. For the majority of Target users, their results will stay the same with this option selected. However, if some of your customers make purchases that vary wildly from the average, you may find it useful to exclude extreme orders from the data to minimize their impact on overall test results when looking at revenue-based success metrics. It often makes sense to exclude such orders because those visitors are unlikely to be persuaded by a test. For example, if you run an office supplies site and an office manager customer makes a big monthly order, he probably would have done that regardless of the tests or offers you were running.

Target marks an order as “extreme” if it was more than +/- three standard deviations from the average order value for the life of the campaign. When “Exclude extreme orders” is selected, an extreme order’s actual monetary value will be replaced with the average order value.

8. Switch the report type to Graph to view the performance of experiences more visually. The same controls you have on the Summary report appear with the graph as well.
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Figure 6.4 View the performance of experiences graphically.



You can choose whether you want to show cumulative performance, hourly/daily/weekly/monthly results, or results based on the difference from the control instead. You would typically show cumulative performance to check whether the results trended consistently. When you see the lines crisscross repeatedly, it is often a clear indicator that the results have low statistical significance.



The statistics behind the reporting

Target uses a student’s T-test to calculate lift, confidence, and confidence intervals for campaigns and activities. To calculate conversion rate, divide the number of conversions by the number of visitors. A conversion is considered a binary event—that is, it either happened or it didn’t. Therefore, the binomial distribution formula for variance is used in its calculations.

For more detail on the statistics behind the reporting, along with a spreadsheet to do your own calculations, search for “confidence interval” in Target’s online help documentation.





Multiple success metrics

At times you may want to view and compare the performance of experiences across multiple success metrics. These may be in a funnel—as when retailers want to track how people progress through their order process—or they may be completely unrelated. In the Success Metrics report, you can see all the success metrics you added to your campaign during the setup process. They will be displayed side by side in the same order they appear when you view or edit the campaign setup.





Interpreting results

It is vital to look at confidence when interpreting the results of a test. It can be tempting to push a winner quickly after beginning a test and seeing a spike in conversion rate, but without a high measure of confidence, you may be taking the wrong action.

To ensure that your results have statistical significance, you should consider the following factors:

1. Duration—Some sites with a lot of traffic may hit statistical significance within a day. However, it is still advisable to run a test for at least a week to let your traffic normalize across different segments, including weekday versus weekend. This is especially important if you have any advertising campaigns running that may be sending atypical traffic to the site at that time.

2. Confidence—In Target, the statistical confidence is represented by the number of bars next to the Lift. Four bars indicates 90% confidence or higher. To see the exact numeric confidence, you can hover the mouse pointer over the bars. By hovering over the Lift, you can also see the confidence interval.

3. Number of conversions—Sometimes you can see high confidence with a small number of conversions when the difference between experiences is extreme. However, it is recommended to see at least 100 conversions per experience. Doing so ensures that you are working within a reasonable sample size before taking action on the results.

Sometimes you can run a test for the recommended duration with enough conversions and still not see enough confidence. This happens when the different experiences do not result in varying visitor behavior. Essentially, visitors do not prefer one over another. Oftentimes this happens because the experiences are not very different from one another, such as when marketers are wary of making big changes. While this concern is understandable, it can prevent marketers from being truly successful with a testing program. We recommend “failing fast” and learning iteratively through each failure and success. If you notice that your tests consistently don’t reach statistical significance, consider testing more dramatic changes.

Another reason that a test may appear “flat” is because you have segments that are contradicting each other in behavior, and thereby canceling each other out. Dig into your key segments to see if you may have statistical significance when examining smaller audiences.




In the following figure, the additional metric shown is Clicks. Because it is an intermediary step before conversion, this data helps you understand whether or not the performance of an experience is consistent through each stage. If it is not, it may make sense to push the winner into the top of the funnel, and then continue testing on the next stage to see if more of the increased traffic can be converted.
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Figure 6.5 View how experiences performed against multiple success metrics.



This report can also be used to track multiple types of success. For example, if multiple types of leads can be generated, you could set up a metric for each type to view their performance side by side. The success metrics do not depend on each other. For instance, if you set up a test with four success metrics and a final conversion metric, a user might not see the first success metric but reach the subsequent metrics and be counted.

From the “Success metric” drop-down menu, you can select multiple metrics at once. When you do so, the conversion rate is calculated using the sum of the metrics as the numerator. This can be useful when you’ve set up your campaign similar to the previous example of multiple types of leads.


Multivariate reporting

If you’ve set up a multivariate test, the last type of report that will appear in the drop-down menu is Element Contribution.



The Element Contribution report will have the same controls as the Summary report. However, as shown in the following figure, you can see the performance of each element in the multivariate test plan. In this example, three elements were tested, each with three alternatives. You can see the winning alternative of each element, along with the associated influence, lift, and confidence.

When an element is green, it means high statistical significance has been reached. When an element is gray, it means that no statistically significant lift or influence was detected. You can choose to pool the elements that have low significance. In doing so, you are essentially attributing any results associated with those elements to the error rate, thereby giving the other elements potentially more signal.
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Figure 6.6 View the specific performance of each element.





Understanding fractional-factorial vs. full-factorial test design

A multivariate test (MVT) enables you to test multiple elements simultaneously. An MVT example would be to test the banner, headline, copy, and call-to-action on a landing page. The benefits of running an MVT are that you can test more elements at once than in an A/B test, and you also get information about which elements were most significant and which alternatives produced the most lift. Target supports two types of MVT:

• Full-factorial design: This tests all of the combinations of elements and their alternatives. For example, if you had seven elements on a page with two alternatives each, a full-factorial design would test all 128 (27) combinations.

• Fractional-factorial design: This tests a subset of all the combinations of elements and their alternatives. In the previously described test example, a fractional-factorial design using the Taguchi method would test eight combinations and then extrapolate the results to determine which combination out of the 128 possible options is best.

The question of whether to design your MVT as full-factorial or fractional-factorial can generate intense debate. If you ask a statistician, he would probably say that a full-factorial design is the only way to go because it generates a complete data set of how elements are performing and interacting with each other. However, the major downside to a full-factorial test is the amount of time it takes to run. In the example of seven elements and two alternatives, a full-factorial test would take 16 times longer than a fractional-factorial test to reach statistical significance! For most companies, that is simply too long.

In many cases, a fractional-factorial test delivers data that indicates the same actions in a very small fraction of the time, as long as the tested elements do not interact with each other. For example, testing the color and text on a button as two separate elements would trigger a strong interaction. That time-saver can be incredibly valuable for capitalizing on the lift you find, as well as moving on quickly to the next priority in your optimization road map.




Element contribution can help you determine where to go next in your optimization road map. You may see that an element is extremely influential and therefore choose to test it further in a dedicated A/B campaign. Or you might see that regardless of the kind of content you show for an element, it doesn’t affect test results, so you can stop including it in future testing.

Another hypothesis to explore with an element that is not influential is to reexamine the variations that were tested. Is it possible that they were actually not different enough, such as a red versus a pink button? In that case, you may choose to test bigger differences to drive additional lift from that key area of the page.


Auditing data

Target offers a few reports that are intended to make it easier to audit your data. The Daily Results report shows how each experience performed on a daily basis along with aggregate sums and calculations. This type of data allows you to more effectively compare against another analytics system.
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Figure 6.7 A Daily Results report



Also, when you are collecting orders and revenue data, you will have access to the order-specific information in the Audit report. This report includes the order ID, order total, and product IDs that were passed into the order confirmation mbox, in addition to the event date and time. In the event that multiple orders with the same ID are detected, only one is counted in reports. You will also be able to see which orders were marked as extreme, if any.

In addition, an Impressions report simply shows how many people entered the campaign overall on a daily basis for the life of the campaign. When you are running a promotion, this data could easily show you how the campaign trended day by day.


Data variance

Data variance is a common issue that comes up when you begin to compare Target’s reporting numbers against your own analytics system. You’ll find multiple reasons for seeing differences in your numbers:



• Cookies: Target uses first-party cookies by default, although you can modify the settings to use first-party and third-party cookies or only third-party cookies. If your analytics platform varies, cookies can account for a significant difference.

• JavaScript: Target requires that JavaScript be enabled to count visitors and show them different experiences. Many analytics platforms will include a “noscript” tag to still count people who have JavaScript disabled.

• Location: Most of the time, analytics tags are placed at the bottom of the page. But because Target is actually changing the content to be displayed, its tags are often at or near the top of the page. If visitors abandon or click another link before the page fully loads, they will be counted by Target but not by analytics.

• Time zone: Your Target account settings include a time zone. If your analytics tagging uses a different time zone, you will see differences in daily results.

• Counting methodology: Typically, when you are interpreting a test, you will use the Visitor counting methodology to count each person only once for the life of their cookie—even if they return to the test’s entry page multiple times throughout several days, weeks, or even months. An analytics platform counts very differently and instead looks at session-based visits and page-based impressions.

• Coverage: Target is usually implemented on select pages that are either being optimized or counted as a success event. It cannot see or collect data on pages that do not include the tag. However, analytics tags are usually implemented on every page. That too can account for a significant variance depending on what you are trying to compare.

Trends are the most important results to look for when comparing data sources. Is the overall winning experience still the same? Does it look like it is increasing at approximately the same rate in both platforms? Do the differences remain consistent on a daily or weekly basis? If the answer is yes to these questions, then the data variance is most likely due to the reasons in the preceding list and not an error in either platform’s configuration.


Modifying campaigns

Sometimes you may see strange results after modifying a campaign midway through its run. Reporting behavior has some nuance depending on whether you delete an experience or reduce its targeting to 0%. When you delete an experience, it completely disappears from the test setup and the reports. However, let’s say an experience is performing poorly and you decide to decrease it to 0% so that users who have already entered the test will stick with it. Most likely, in the ensuing days you’ll see a lift in conversion rate to the extent that it may actually become the winner.



This “false” lift occurs because no new visitors can enter that experience, but existing visitors may continue to convert. Therefore, it’s important to add notes about the actions you take to modify a campaign so your team members don’t accidentally push this losing “winner” out to everybody!


Reporting in Target Standard

Because Target Standard is currently limited to setting up A/B campaigns, the reporting available within it is a subset of that offered in Advanced. However, it does include user interface improvements that will be applied to additional reports as they are added to Target Standard.




Viewing reports

When you view your activity report in Standard, you’ll first notice the combination of the graph and summary data into one view. This view makes it much easier to understand why an activity has or has not reached statistical significance. In the following figure, it looks as if Experience C was probably winning with high statistical significance at the start of the test, but over time its lift slowly diminished, explaining why the confidence became quite low for the full week.
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Figure 6.8 The graph and data are combined in Target Standard’s Activity report.



Follow these steps to change report views in Standard.

1. To view the data for a specific audience, click the link next to the Audience label to select the desired audience.

2. To change the success metric, open the report settings by clicking the cog shape in the upper-right corner of the report.

In the report settings, you will see all the success metrics you added when you initially set up the activity. In the preceding figure, you can see in the pane to the right that the success metrics available are orders, revenue, and clicks.


What’s new

Major features have been added to Target’s reporting capabilities. Customers of both Adobe Target and Adobe Analytics are now able to view their Target reporting within Analytics, and to make Analytics responsible for the data collection process.



This kind of integration is unique because it is a server-side implementation that enables Adobe’s Marketing Cloud to recognize that the visitor Analytics sees is the same visitor that Target sees, and to synchronize that information within its databases. This release is a huge advancement for customers of both tools because it vastly minimizes the tagging required on the site, as well as the potential for data variance. In addition, success metrics and audiences will be available on the fly instead of needing to be set up ahead of time.


Summary

Adobe Target’s reporting capabilities center on providing data that is actionable. It is not built for in-depth and ad-hoc analysis, nor is it designed to provide a comprehensive view of how the site is performing over time. It is meant to efficiently support the process of drawing conclusions and pushing out new experiences based on the data.



With reporting, you can see which experience is performing best against your key success metrics, along with whether the results are consistent for different segments. If you can’t see these results, you can easily use “push winner” to serve the best experience on a per-segment basis.


Review questions

1. How much of a delay should you expect when viewing the reporting?



2. What is the benefit of running an MVT?

3. What should you do if a test hasn’t reached statistical significance?


Review answers

1. You should experience no more than a five-minute delay when viewing the reporting. It is more likely that the delay will be less than a minute.



2. When you run an MVT, you gain insights into not only which combination of elements is performing best, but also why. The Element Contribution report shows the influence, lift, and confidence associated with each element, thereby informing how you want to proceed with your next optimization activity.

3. It depends on how long you’ve waited. Typically, you should run a test for at least a week to allow for weekend versus weekday variance, along with other anomalies. If the test already has run for a long period of time, it’s possible that the experiences you are testing simply don’t sway visitor behavior. The Graph report is a great place to look to understand how experience performance has been trending.


7. The Adobe Target Profile: The Key to Advanced Optimization



The Adobe Target profile is arguably one of the most valuable components of the Adobe Target platform. It allows organizations to take their optimization program to levels not normally achievable with typical testing tools. At a high level, the profile and the profiling capabilities of Target allow organizations to define attributes for visitors for targeting and segmenting purposes. In this lesson, you’ll learn

• How profiles can reshape your optimization program

• How to customize profiles for your business or optimization goals

• How to use profiles to incorporate offline data or data that isn’t easily available on the website

• How to export profiles for other solutions to consume analytics or internal databases

By the end of this lesson, you should understand that although profiles in Adobe Target can be intimidating initially, once you get the hang of them, they are relatively easy to create and maintain.
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Profiles represent a powerful way to gather data from multiple sources.




Understanding the profile

When Adobe Target detects an mbox, as you know by now, it writes a first, and in some cases, a third-party cookie to the browser. This cookie has some very important components associated with it, including a unique identifier per visitor called the mbox personal computer identifier (PCID). The mbox PCID allows Target to remember information about this visitor across sessions without requiring any personally identifiable information (PII).



There are several ways to monitor the communication between Target and your digital property, and to see what the PCID is. One method is native to Target and is called the mbox debug window. This window is normally used when debugging to identify which mboxes are on which pages, but it also shows what information is applied to an Adobe Target cookie.

You will see a pop-up debug window if you append mboxDebug=1 as a query parameter to a site with an mbox, like this:

Click here to view code image

http://www.adobe.com/?mboxDebug=1

The following figure shows the debug window.

The mbox debug window is very helpful for a variety of reasons, including debugging (as you learned in Lesson 2); but at this point let’s focus on the mboxPC value in the second bullet in the window.

Adobe Target creates this visitor ID automatically the first time the mbox.js file loads on a page the visitor visits. This mboxPC value maps this visitor to her profile data stored on Adobe’s server. The profile data includes elements such as which activities the visitor is a member of and which experiences the visitor has seen.
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Figure 7.1 An example mbox debug window showing the mboxPC ID or PCid



However, monitoring activity status is just the surface of the power of the visitor profile. Adobe stores a number of other attributes as well, such as the visitor’s session ID, any other activities she has seen or been a member of, the user agent of the visitor’s browser, and the referring URL that brought her to the digital property where the Adobe Target technology was placed. Other information is also automatically captured, such as the user’s geolocation, device, session information, and more.

Because Adobe tracks these mapped visitor attributes, users of Adobe Target can apply this information to their activities either to target those visitors or to apply a layer of segmentation for deeper analysis.

The ability to gather all this visitor attribute information is beneficial, but the true value lies with the capability to customize the data Adobe Target stores as a profile or visitor attribute. Organizations use profiles in a wide variety of situations and see their optimization efforts become more strategic as they further enhance their profiles.

An important detail to note is that visitor profile attributes are independent of any activity that takes place, which means that once a visitor is profiled, any or all of the mboxes he encounters, in that session or future sessions, can use that information.

For example, let’s say you profile website visitors to a financial site based on the type of bank account they have (checking account, savings account, or both). Because this information is known in the logged-in area of the site, it is here that Adobe Target first learns about which accounts, if any, this website visitor has. The financial website can use this information for cross-selling its accounts anywhere it has Adobe Target in place. So when the website visitor returns to the home page without yet signing in, the site can display savings account-related content because it knows that the visitor only has checking account.

This type of targeting is tremendously valuable to organizations because the profile only has to be passed to Adobe Target once, and Target retains that information for use when the data isn’t otherwise available—for example, as in the previous example in which the website visitor returned to the site but did not sign in.

All profile information—that is, any and all data passed to Adobe Target for targeting or segmenting—must be anonymous and not PII, such as first and last name, mailing address, credit card numbers, social security numbers, account numbers, and email addresses. Adobe has built-in sensors that look for this information in the event an organization accidentally passes it to Adobe. If it does happen, organizations are immediately warned to stop passing this information because to do so is in direct violation of their contract with Adobe Target, as well as their own privacy policies.

Another important detail to note is that profile parameters and their values are stored by Adobe for as long as the visitor’s profile lifetime is set. By default, this is 14 days of inactivity but can be extended to as long as 84 days (12 weeks) at no charge. If a visitor has not returned to your digital property in that length of time, Adobe purges the profile information. So, if a website visitor is profiled by Adobe Target and visits the site at least once every 84 days, the profile is retained; otherwise, the website visitor will be supplied a new profile with new values upon her post-84-day return to the digital property.

While 84 days of inactivity may seem like a long time to retain profile attributes, testing has proven time and time again that information older than that tends not to be relevant to consumers of digital content. Profile attributes add the most value to optimization and testing when using data that is relatively recent. For example, if a visitor was shopping for a new bed in April, odds are that 84 days later, she is no longer in the market for a new bed.

Although you can’t send Adobe Target any PII about a website visitor, countless other attributes add considerable value to your testing efforts. Here are some profile attributes that have been advantageous to the following industries:

• Financial firms: Financial firms have seen tremendous value from profiles because they can be used across all areas of their digital properties once the profile is initially passed. Content targeted includes account types, account balances, visits to key areas of the site, starting an application but not finishing it, funding an account and the amount funded, time since last visit, and transferring funds.

• Travel and hospitality organizations: The airline industry uses profiling to target content based on a visitor’s status, flights searched, flights flown, seat preference, amount spent, miles accrued, miles needed to retain or achieve status, and so on.

• Retailers: Retailers target content based on items purchased, items viewed, the amount of money spent, registration status, and credit card membership.

• Lead generation firms: Whether the organization is an auto dealership or a B2B firm that sells high-end servers, profiles offer tremendous value because they allow these organization types to show content based on what digital content was consumed, form submission status, form related content (except for PII), and whether or not the visitor is a customer.


How to create profile attributes

Adobe Target users can augment the profile that Target creates and manages by adding profile attributes in a few different ways. In this section, you will walk through three standard ways: using the mbox (passing the data points as profile parameters), within the Adobe Target user interface, and programmatically via an application program interface (API). Not all businesses and infrastructures are the same, so it is best to familiarize yourself with all of these approaches because organizations have been known to use more than one approach simultaneously to maximize the number and type of attributes they have to work with.




Using the mbox

Creating profiles attributes with an mbox is very straightforward, but it does require some additional configuration and consideration at implementation. Typically, when an organization implements an mbox on a page or within a digital property, the mbox looks like this:



Click here to view code image

<div class="mboxDefault">

<!---Content that the mbox is surrounding -->

</div>

<script type="text/javascript">mboxCreate('my_mbox');</script>

Here the mbox is called my_mbox, but more often than not, the mbox name will be representative of where it is placed. A great example of this occurs within a search results page. Let’s say an airline website enables visitors to search for flight options. The mbox would look like this:

Click here to view code image

<div class="mboxDefault">

<!---Content that the mbox is surrounding -->

</div>

<script type="text/javascript">mboxCreate('search_results_page');

 </script>

With this code, organizations can quickly and easily select the “search_results_page” mbox for any activities that they want to run on this page.

As users of Adobe Target know, mboxes are also used to pass in data for additional targeting rules, and this certainly includes profile parameters and values.

For example, a visitor to this airline site might search for a flight traveling from ORD (Chicago’s O’Hare airport) to SFO (San Francisco’s airport). This would be valuable information for Adobe Target users when applying target content or changing the visitor’s experience. If the airline is running a promotion for only San Francisco and if Adobe Target knows which visitors were searching for flights to SFO, the site could send (and test) different pieces of creative to these website visitors. Using the same mbox that is on the “search results page,” you would modify the implementation to look like this:

Click here to view code image

<div class="mboxDefault">

<!---Content that the mbox is surrounding -->

</div>

<script type="text/javascript">mboxCreate('search_results_page',

 'profile.origin=<%origin_airport%>','profile.destination=

 <%destination_airport%>');</script>

When the search results page renders with flight information based on the website visitor’s search, the mbox will render just as it normally does. The flight origin and destination data points will be available on the page as variables that the airline web servers manage.

The web developer or IT employee would have to change the values, <%origin_airport%> and <%destination_airport%>, that are used as placeholders, and replace them with whatever the airline servers have to represent originating and destination airports.

Once these values are added to the source code of the website, and visitors consume the search results pages after searching for flights, these data points become attributes of the profile that Adobe Target manages.

Although this may seem a bit advanced, it truly isn’t, and it will be very easy for those people implementing Adobe Target to put this code in place. Variables such as these, when readily available, are often used with other marketing solutions, such as analytics.

An important distinction should be made between profile parameters and mbox parameters. Both parameter value pairs are passed along to mboxes as seen in the previous code; but unlike mbox parameters, the profile parameters are associated with the profile that Adobe Target manages for later use,. Mbox parameters are simply parameter value pairs that can be used for targeting or segmenting only when the mbox that passed them makes its call.


Within the Adobe Target user interface

Because the mbox method of placing profiles requires planning and additional implementation to map the server-side data variables to the mbox, Adobe Target has configured another approach to enable organizations to set profiles and profile values without any additional configuration to the mbox.



This approach is commonly referred to as setting a user script because these profiles consist of little code snippets similar to scripts. The term “user” is used here because each of these attributes has the prefix user, whereas profile attributes passed via the mbox use the syntax profile.profile_name.

To access the profiles, you simply log in to the Advanced Adobe Target platform, hover over Segments in the left navigation, as seen in Figure 7.2, and then click Profiles.
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Figure 7.2 You can access profiles managed within the Adobe Target Advanced interface.



You can create two types of user. profile attributes. One is a standard Script Attribute, and the other is a Session Expiry Attribute, as seen in Figure 7.3. Both types profile the visitor. But the Session Expiry Attribute runs after the website visitor’s session expires, whereas the Script Attribute runs immediately. The Script Attribute is the type most often used.
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Figure 7.3 The profile management section of Target Advanced



Once you have chosen your script type, you can create your script. In Figure 7.4, you can see the name of your script and the area for the script, and to the right, Available Tokens.
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Figure 7.4 In the profile creation section, the profile is named and the script is stored.



You should adopt a sensible naming convention for the profile attributes set up within your Adobe Target account. Profile attribute names should reflect how the profile attribute is used because the name specified here will be the same name that other Adobe Target users will select in the targeting widget when creating an activity that uses those profile attributes.

The Available Tokens section lists the available variables to use in your scripts. Target automatically stores these values, which can be referenced in a script for advanced use cases.

The Script section allows Adobe Target users to write snippets of JavaScript to be executed on Adobe Target servers and save values to a user’s profile. These scripts run before the campaign decision logic, meaning that a profile attribute can be saved to a user’s profile and then used to target that user on the same mbox request. Every script runs on every mbox request.

The ability to use variables and any other information known about your digital consumers brings the complete flexibility of profiles into play. Adobe Target users can do tasks such as set a profile when a particular mbox is seen, or presented to visitors consuming your digital content, and the page URL contains thankyou.html. The mbox name and the page URL are just two of the many Available Tokens included with Target. You can apply any of the Available Tokens supplied with Target, or you can create your own variables.

Organizations that have made substantial use of these capabilities may have dozens of scripts running at any given time. The Adobe Target Help section provides a variety of sample scripts to choose from, but new Adobe Target users are encouraged to check with their consultant or support staff for additional assistance to best customize the scripts to fit their business needs.

Figure 7.5 shows an example of one of the most commonly used scripts.
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Figure 7.5 Sample Profile Attribute script that creates the profile attribute twogroups, in which visitors are randomly assigned a value of either GroupA or GroupB



This common script enables organizations to divide their traffic into two equal groups. When Adobe Target users have more than one activity running at the same time, this “grouping” of visitors can target each activity to a different group. Because Adobe Target profiles are independent of any and all activities, and this code executes when mboxes make calls to Adobe Target servers, this grouping or profiling takes place before any content is rendered as part of the activity.

In line 1 of the script, a check is used to see if the unique visitor (remember the mbox PC value) has a profile value for the script called twogroups. If this visitor does not have a value, the script continues to execute.

In line 3, the script randomly generates a number from 0 through 99, a value that is stored as a JavaScript variable local to this script.

Lines 5 through 11 determine what that variable is and then assign a value based on it. If the visitor’s value is between 0 and 49 inclusive, he is assigned to GroupA, if the visitor’s value is between 51 and 99 inclusive, he joins GroupB.

This is a very simple example of the value and capabilities of profiles. Organizations with a culture of optimization are doing some very creative tasks with these profiles. For example, you can create profiles based on a visitor having seen a particular piece of content within an email campaign, having participated in a previous activity, or having clicked on a particular piece of content. Essentially, you can use any visitor behavior to create profiles and profile values for later use. Consider this ability as you create a testing road map for your organization because these are the more strategic type of tests available.

Although this code may seem intimidating to Adobe Target users who are not familiar with JavaScript, the code becomes familiar over time. In addition, with the right support, you never have to worry about the scripts again once they are in place. The scripts need no maintenance and will continue to execute based on any rules that are included within them.

The session expiry profile attributes are an advanced feature of Target that allows organizations to set profile attributes when a visitor website session expires after 30 minutes of inactivity. Organizations can use this great feature in many ways, such as communicating this profile attribute to email marketing platforms or displaying retargeting platforms to retarget a product that was added to the cart and not purchased


Programmatically via an API

The third way that organizations can create profiles is with an API. This approach works incredibly well for those organizations that take a programmatic approach, or server-to-server back end approach, to their optimization efforts.



The API approach is not that common but can be very helpful because the API allows servers to communicate directly to Adobe Target servers when adding profile attributes for use within activities. A common use case is when organizations have a considerable amount of offline information that they want to use in Adobe Target. This offline information can be any non-PII data. Some financial firms send dozens of anonymous data points for profiling—everything from credit scores to account balances to internally built models.

To leverage the API approach, you must construct server calls using attributes that tell Adobe Target which organization the server call is for and identify the visitor (or visitors) you want to update.

At the beginning of this lesson, you learned about the mbox PC value. This value is repurposed here for use within the API. Adobe Target automatically generates a unique ID for each visitor as she comes across the Adobe Target technology on the site. To consume this ID value into their internal databases, organizations must correlate it with their attributes.

Among those organizations that manage internal databases with their own visitor attributes, this is a common practice for adding additional information to the database to consume. Once the organization consumes the Adobe Target PCID, it can then associate this ID with any other data that was also communicated to its databases.

These databases usually have a mechanism to export information into a table or another database for construction of the API calls. Again, this procedure is very common for organizations that use multiple data sets for their marketing efforts.

Once the databases and code is in place, the Adobe Target user can apply the following information (Figure 7.6) to construct the API call.


[image: Image]

Figure 7.6 List of parameters that can be used to construct an API call to Target



The main consideration is the client code, which your support staff can provide. The subdomain used for your mbox calls is your client code.

Here is an example of an API call using Adobe.com’s client code as an example:

Click here to view code image

https://adobe.tt.omtrdc.net/m2/adobe/rest/standard?mbox=profile_

passing_mbox&mboxPC=1392570459177-445824.17_06&mboxHost=offline.

offermatica.com&profile.products_owned=Adobe_Target&version=1

When visiting Adobe.com, I was supplied with the mboxPC value shown in the preceding API call that starts with 139. Assuming Adobe consumed this value for its internal databases to consume, it could correlate anything else it knew about me with this value.

Let’s say Adobe knows which products I license in this internal database. It could pass that information on to enable Adobe Target users to target content based on this information.


Using mbox3rdPartyId

Another API approach, which uses a special reserved variable called mbox3rdPartyId, is also worth understanding. Some organizations apply a programmatic approach to their optimization efforts, but they don’t have the internal database structures in place to create profile attributes programmatically via API. The approach outlined here allows organizations to use their internal ID instead of Adobe Target’s uniquely generated ID. Organizations that support and manage an internal ID are able to use any and all information that they have tied to that ID (except for personally identifiable information, of course).



Some websites automatically generate and manage a unique visitor ID of their own. Usually, this ID is created or made available within the digital property when a website visitor logs in to the site or application. Sometimes this value is a cookie, and sometimes it is just a JavaScript variable available within the data layer of the website. Whatever the case is, Adobe Target users can pass this unique ID to an mbox as shown here:

Click here to view code image

<div class="mboxDefault">

<!---Content that the mbox is surrounding -->

</div>

<script type="text/javascript">mboxCreate('my_mbox','mbox3rdPartyId=

 CA12345678');</script>

This passing of data to an mbox should be familiar because it is similar to the first approach described to get data to Adobe Target via an mbox call. However, in this case, rather than using profile.parameter=value, you use mbox3rdPartyId. When Adobe Target sees this variable passed to its mboxes, it couples the value assigned to mbox3rdPartyId with its own ID, the mbox PC ID in its databases.

Once Adobe Target has this mapping in place, Adobe Target users can construct API calls similar to the first API approach using this internal ID rather than the Adobe Target-supplied one. Doing so enables the organization to use any data associated with that internal ID. Using the mbox3rdPartyId rather than the ID assigned to the mbox, the API call looks like this:

Click here to view code image

https://adobe.tt.omtrdc.net/m2/adobe/rest/standard?mbox=profile_

passing_mbox&mbox3rdPartyId=CA12345678&mboxHost=offline.offermatica.

com&profile.products_owned=Adobe_Target&version=1

No matter how your organization is set up, if a programmatic approach is supported internally, Adobe Target can support the mechanism to create profiles that is most helpful to you. Depending on the data that is desired as profiles and the frequency at which it changes, organizations will need to determine how often they want the API calls to take place. Some organizations do it weekly, and others do it monthly.


How to use profiles

Now that you are familiar with making profiles and tagging visitors, you’ll learn how to use your profiles after you create them.



Regardless of the method you use to create profiles, they are immediately available to Adobe Target. The profiles are built into the targeting widget or within the Choose Audience section when you create your activity, as shown in Figure 7.7.
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Figure 7.7 The Choose Audience component of the activity creation process



After clicking Choose Audience, you can create a new audience to select one of the profile parameters created for this Adobe Target account. All profiles are available on this drop-down menu no matter how the profile was communicated to Adobe Target. Once you select the profile attribute, you can use that profile attribute as the audience for this particular activity, as seen in Figure 7.8


[image: Image]

Figure 7.8 Select the profile attribute to use in your audience.



All of your profile attributes are listed on this menu. When you select an attribute, you can then choose a comparison operator—equals, contains, and so on—and then enter the value or set of values a visitor must match to join the audience.

This approach of selecting profiles for targeting an activity to an audience can be used in the final step of creating an activity for segmentation. If you want to analyze your activity results by subsets of visitors using profiles, this approach would enable you to do so.


Using profile attributes as tokens

You can also write out the value of a profile attribute in an offer to deliver to the page or other solutions. This approach is called using tokens.



Here is an example that shows you how to use tokens. If the following code was saved as an offer in your Adobe Target account:

Click here to view code image

<strong>Campaign Information:</strong><br/>

 Campaign Name: <span class="newtext1">${campaign.name}</span>

<br/><br/>

 Experience Name: <span class="newtext1">${campaign.recipe.name}

</span> <br/>

 Your Session Id: <span class="newtext1">${user.sessionId}</span>

<br/><br/>

 Today is: <span class="newtext1">${user.dayofvisit}</span> <br/>

 Your PC Id: <span class="newtext1">${user.pcId}</span> <br/>

 This is your <span class="newtext1">${user.visitnumber} visit.

</span> <br/>

 Your Operating System: <span class="newtext1">${user.os}.</span>

<br/>

 Your Browser is: <span class="newtext1">${user.web_browser}.

 </span> <br/>

<br/><br />

 <strong>Geographic Variables:</strong>

<br/>Zip Code: <span class="newtext1">${user.geozip}</span> <br/>

City: <span class="newtext1">${user.geocity}</span> <br/>

State: <span class="newtext1">${user.geostate}</span> <br/>

Region: <span class="newtext1">${user.georegion}</span> <br/>

DMA: <span class="newtext1">${user.geodma}</span> <br/>

Country: <span class="newtext1">${user.geocountry}</span> <br/>

Latitude: <span class="newtext1">${user.geolatitude}</span> <br/>

PC ID: <span class="newtext1">${user.pcId}</span>

Then you simply assign this new offer to an activity that you can see but your website visitors will not see and visit the page where it is running. On that page you will see that the values in the preceding offer that look like this ${user.name} dynamically change to whatever the value is for the website visitor viewing the offer. This enables you to see exactly what Adobe Target knows about each person who views this offer as it is presented to them.

Tokens dynamically replace themselves with whatever Adobe Target has stored for each unique website visitor. A general syntax is involved for using profile tokens in offers. If the profile was created using the custom scripts within the Adobe Target interface, you need to use the token ${user.profile_name}. If the profile was created in any other way, whether via API or passed to an mbox, you would use ${profile.profile_name}. Simply replace profile_name with the actual name you used as the parameter.

Most organizations use these tokens to dynamically communicate information about visitors to the digital properties to test if personalized content impacts visitor experiences. The most common profile attributes are related to geographic elements that are stored as profiles. For example, let’s say an organization wanted to present a message on its landing page that read, “Welcome to the site <fill in US State here> visitors!” It would create an offer within Adobe Target that would look like this:

Click here to view code image

Welcome to the site people from ${user.geostate}!

The ${user.geostate} variable would automatically change to whichever U.S. state Adobe Target determined that the visitor was in.


Best practices

Some of the best practices that we’ve learned while helping organizations grow their optimization program and enabling them to get the most from their testing platform are listed here:



• Consider early on the key behaviors your website visitors exhibit and think about the content you would show them if you had the capability to do so (which you can do now with profiles).

• Build a mock webpage that regular website visitors will not see, and place an mbox on that page to pass in an offer that communicates what the profile values are via tokens. This is a helpful debugging technique that organizations can use to determine which profiles are working

• Explore other marketing solutions that might benefit from the use of Adobe Target profiles. The profiles are exportable to other solutions, such as email, display, and third-party data-sharing applications.


Summary

After reading this lesson, you might be excited about the possibilities of Adobe Target profiles. All too often organizations are surprised that they have the ability to target content or change a website visitor’s experience after a visitor performs a particular action. Some of the most ground-breaking and beneficial results have come from such activities.




Review questions

1. What is a profile attribute?



2. In what ways can Adobe Target users create a profile?

3. What is the syntax to use a profile within an offer?


Review answers

1. A profile attribute is a visitor attribute that is stored on Adobe’s servers for use within an activity. Profiles can be behavioral or environmentally based. For example, if a visitor purchased something, that purchase event can become a profile attribute. If a visitor is identified as being located in Chicago, that can be a visitor attribute as well.



2. Adobe Target users have a variety of ways to create profiles and profile values. The most common way is within the Adobe Target user interface in which custom scripts can be applied to generate visitor profile attributes. The second most popular method is by passing a profile parameter to the mbox on the page. The third way is to use an API request.

3. If the profile was created using an mbox call on the page, the syntax would be ${profile.profile_name}; if the profile was generated via the custom scripts section within the Adobe Target interface, the syntax would be ${user.profile_name} where profile_name is changed to the name of the profile that is being used.


8. Exploring the Adobe Target Mechanics



Target offers many options for testing your campaigns and activities before pushing them live to your audience. In addition, it includes user management to ensure that operators have the correct access levels to view and change content, and collaborative features to centralize and share their ideas and feedback.

This lesson explains the more technical features of Target, including the ability to use Target as a light tag management system and how to use the APIs that enable a variety of display and management options.

You’ll also explore an interface for managing mboxes so you can validate their setup and monitor their usage.

In this lesson, you’ll learn

• How to ensure that your analyst can see reporting in Target but not alter campaigns

• How to see all your test variations

• How to use Target to ask colleagues for feedback on creative content

• When you are approaching your mbox server call limit

• If an API is available to pass data to Target

• How to use the mbox to include additional JavaScript on a page

By the end of this lesson, you should understand how to share test ideas and creative content with your team, and answer your IT group’s questions about user management, quality assurance, security controls, and APIs in Adobe Target.
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Easily create and share test ideas.




User management

Because Target gives marketers the ability to quickly change content on their sites, it’s important to ensure that users have the appropriate level of access. Otherwise, undesirable changes can make their way to your visitors without being approved by the right people! A user can have one of four roles within Target:



• Read-only/Observer: This user can view activities, campaigns, and reports but cannot create or edit them. This role is often assigned to an analyst who is simply stepping in to look at reporting.

• Editor: An editor can create and edit content that is part of an unapproved campaign but cannot approve it or put it into production. This role is often assigned to a person who is in charge of setting up aspects of Target but is not the owner of the program and is not allowed to change live sites.

• Approver: This user has a full set of permissions within the account. An approver can create, edit, and approve content, campaigns, and activities. An approver can also add and delete users, and assign user access to one of these three roles.

• Admin: Unique to the Marketing Cloud and Target Standard, this user can add other users, change permission levels, and change account-level settings.


Testing content

Once Target is implemented on your site, you have many ways to ensure that new campaigns and activities are working properly before pushing those experiences out to your visitors. You can continue to use the staging and development environments you currently use, or you can use the targeting capabilities to test safely within your live environment.
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When we talk about “testing” content in this lesson, we are talking about the process of testing for quality assurance, not testing as in an A/B or multivariate test.





Host management

Target’s host management allows you to configure host groups and catalog your domain URLs. You get to this page by choosing Configuration > Hosts from the left navigation pane.



Whenever an mbox call is made from a new domain referencing your account’s mbox.js file, it is added to your Hosts list. By default, any new domain is added to your Production host group. However, you can also move a domain into other host groups that you create. By default, three host groups are available: Development, Staging, and Production. The reasons to categorize them by purpose are for reporting and also for testing to ensure that your experiences are designed correctly.
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Figure 8.1 Configure your host groups in Target.



When you click Edit next to your host group name, you’ll have the option to modify the name, set a viewing date, and choose whether to Show Approved Campaigns Only or Show Unapproved and Approved Campaigns.
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Figure 8.2 Modify your host group settings.



By setting a future date, campaigns set to go live on that date will be delivered to those domains. For example, if a month-long campaign was set to go live in a week and a half, you could set the offset to two weeks in order to view its experiences in a domain within that host group and “preview” what your site will look like in two weeks.

The other option for viewing a campaign’s experiences without actually approving the campaign is to choose Active Campaign Mode > Show Unapproved and Approved Campaigns. By doing so, any domain in that host group will show a campaign as if it were already approved regardless of its actual status.

Once you are in the campaign, you may need to clear your cookies and refresh multiple times to see all of the experiences being tested.

Host groups also segregate report data. If you view a campaign on a domain in the Development host group, your behavior will show only if you view the report for the Development host group. This is ideal because your team can test the campaign and then launch it live without worrying about the fake test data.


Testing with targeting conditions

If you are comfortable giving your Target users Approver status, the other option for testing experiences involves applying targeting conditions to campaigns and activities. For example, you can add campaign-level URL targeting to look for a parameter such as testing=1. In doing so, you ensure that the normal visitor to the site who doesn’t know about that parameter will never see test content. However, QA testers are still able to see the content live in production. This might be the best option for your program if your non-production sites are not kept in sync with your production site, or if other QA activities in your organization make it difficult to deliver test content in those pre-live environments.



If using a URL parameter seems too insecure, another option is to use an intermediary page that sets a cookie value you can target against in the campaign-level targeting conditions.

It’s important to remember that if you are testing a campaign with targeted experiences, you will still need to qualify for the experience’s targeting conditions to see the content.


Viewing experiences in Target Standard

Another great option for testing, introduced in Target Standard, is the ability to click a link that drops you into a specific experience to preview it.
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Figure 8.3 View each experience by clicking the URLs.



When you are on the activity’s Overview page, select View Experience URLs. With each link, you’ll be able to see your activity’s experiences without clearing your cookies or meeting its targeting conditions. You can also share these URLs to other team members without requiring them to log in to Target or to understand URL parameters and cookies.


Debugging campaigns

If you don’t see your alternative content display on the page as expected, you can use the mbox debug window to troubleshoot it.



By appending mboxDebug=1 to the end of your URL, a pop-up window will appear with additional information about your mbox(es).

The first value to look for is Enabled:true, as shown in the following figure. If you see Enabled:false, try deleting your cookies, clearing your cache, and then revisiting the page. If the variable continues to show false, look for any JavaScript errors that may be occurring on the page. A false value means that Target was unable to set the mbox cookie or deliver any content.
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Figure 8.4 The mbox debug pop-up window contains additional mbox information.



If you see Enabled:true, verify that all the expected mboxes are displayed. In the figure above, two mboxes are on the page. Beneath each mbox name are the parameters that are being passed with it, along with the full request URL. These parameters include information that Target passes automatically, along with any additional parameters that your organization has manually passed.

You can see what content is returned via the mbox request by copying and pasting the request URL into a new window. What you should see is a block of JavaScript that varies depending on whether an active campaign is present. This is the actual content being returned from Target’s servers. If you happen to see a message that looks like this, // mbox - no response (bad request), it may mean that something is wrong with the mbox request or implementation.

If everything looks normal in your mboxDebug window, you can log in to Target Advanced to see if the mbox has been recognized in association with your account. To do this, from the left navigation pane, choose Locations > List. You should then see a list of all the mboxes implemented across all your pages and applications.
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Figure 8.5 View the list of mboxes associated with your account.



You can expand any mbox to view more information about it, including the campaigns it is a part of and the parameters that have been associated with it. Often, the content you expected may not be displayed because its campaign hasn’t been approved, or because multiple campaigns with different priorities use the same location. Ensure that your campaign has either the highest priority or possesses unique targeting conditions that you are leveraging in order to see its content.

When you’ve gone through all these steps and still cannot see your alternative content, you should contact Adobe ClientCare for additional assistance. Include your account name, page URL, and campaign information in your help request.


Collaborating

Because optimization can require many different resources, from marketing to analytics to design to engineering, it takes collaboration to execute well. Target Advanced offers the ability to share and prioritize test ideas in a common interface.
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Figure 8.6 Create and share test ideas.



When you add an idea, you will input the name, URL, description, and value. These details can help your colleagues quickly and easily identify what a test entails and where it will appear on the site. The value you assign also helps with prioritization. You can simply drag the ideas to rearrange and prioritize them.

In addition to the Ideas page, Target Standard introduces many social features that link across all the solutions in the Marketing Cloud. They include the ability to exchange content and information with other solutions—such as Experience Manager, Audience Manager, and Analytics—and to collaborate and easily provide feedback on creative and reporting.

Centralizing communications across your organization makes it much easier to plan future tests and also to understand how and what has been executed so far. After using Target for months and years, during which time employees come and go, it becomes increasingly important to have visual and contextual information about past efforts. Otherwise, you run the risk of reinventing the wheel instead of building upon past wins and learnings.


Monitoring mbox usage

Clients often need to see what their mbox usage looks like to ensure they are not exceeding any monthly limits. You can view a usage report from the left navigation pane by choosing Locations > Usage.



Within the Type drop-down menu, you can filter several kinds of mbox types. You can also adjust the date range to examine particular windows of time.
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Figure 8.7 View your usage of mboxes.



If you see that your number of requests is surpassing your monthly limits, a user with Approver status can deactivate specific mboxes in your account. By doing so, any calls from that mbox are ignored and not counted toward your contractual limits. That mbox will also not return any alternative content, even if it is a part of an active campaign. In addition, the mbox can no longer be used to track success metrics or pass visitor data.
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Figure 8.8 Activate and deactivate mboxes within your account.



You can easily activate or deactivate an mbox by dragging it from one column to the other or by typing the mbox name directly into the search box.


Adding plug-ins

The plug-in has been a staple of Adobe Target since the platform was known as Offermatica. Target’s plug-in capability is similar to a tag management platform and has been used by many organizations for this function. The plug-in allows organizations to include snippets of code (HTML, JavaScript, CSS, or anything that can be processed on the client side) on digital properties based on business rules specified within the plug-in setup.



You might be wondering about the difference between an activity and a plug-in because an activity also includes snippets of code on a page based on business rules. The plug-in differs in that it acts independently of any activity that is in place, and the snippets of code tend not to be related to test content but are added for the communication of data across various marketing solutions.

For example, plug-ins allow the transfer of campaign and visitor information stored in Adobe Target to other solutions, such as SiteCatalyst or other commonly used data collection tools. Those organizations that use both SiteCatalyst and Adobe Target, and use the T&T to SiteCatalyst integration, are already using a plug-in because that is how Adobe Target currently sends campaign and experience information to SiteCatalyst.

The plug-in code that communicates to SiteCatalyst from Adobe Target looks like this:

Click here to view code image

<script type="text/javascript">

/*T&T to SiteCat v4.1 ==>Response Plugin*/

window.s_tnt = window.s_tnt || '', tntVal = '$[campaign.

id}:$[campaign.recipe.id}:$[campaign.recipe.trafficType},';

if (window.s_tnt.indexOf(tntVal) == -1) [

  window.s_tnt += tntVal

}

if (typeof mboxCurrent != 'undefined' && mboxCurrent.getFetcher().

getType() == 'ajax' && (window.s && window.s.tl)) [

  var ltv = s.linkTrackVars;

  var lte = s.linkTrackEvents;

  s.linkTrackVars = 'None';

  s.linkTrackEvents = 'None';

  s.tl('TnT', 'o', 'TnT');

  s.linkTrackVars = ltv;

  s.linkTrackEvents = lte;

}

</script>

Adobe Target users can find this integration code within the online help documentation. This plug-in publishes the Adobe Target activity and experience name to a variable that SiteCatalyst consumes.

Another plug-in use relates to integrating additional third-party tracking tags. For example, if an organization has an mbox on its “order thank you” page, it can create a plug-in to add another tag to the page without an additional code push. This approach allows organizations to quickly get the necessary code to sites without delay instead of waiting for arduous IT release cycles.

The Adobe Target plug-in is accessible within the left navigation pane of Adobe Target Advanced, as shown in the following figure.
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Figure 8.9 Add or edit a plug-in.



Hover your mouse pointer over Configuration, and then choose Plug-ins to access the plug-in configuration page. On that page, you’ll see all the plug-ins that currently exist in the account. These plug-ins may be inactive or active and can be freely edited or deleted if the user has the appropriate permissions to do so.

Also on this page Target users can create a new plug-in. Once you choose to do so, you are presented with the screen in the following figure.
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Figure 8.10 Create a plug-in inside your Target account.



You can name your plug-in here and also specify the execution condition. To specify the code that will run on your site, you select an offer that has already been saved in Target for the “JavaScript offer.” (The offer is named as such because more often than not, the plug-in is 100% JavaScript.) Adobe Target users can simply create an HTML offer and place their plug-in code in it. After saving the offer, it becomes available here for selection.

The Serve Condition menu allows you to select when the plug-in code should execute. You can run it on all mbox requests across an organization’s digital properties, on the first mbox seen by that digital property consumer, or on display mbox requests only, as shown in the following figure.

Choosing a condition depends entirely on what the plug-in is supposed to do. If the plug-in is intended to communicate information from a test to another platform, you should choose “Display mbox requests only” because these mboxes are used to display activity content. If the plug-in is designed to run only once per each user’s session, choose “First mbox request only,” and specify the desired mbox in the mbox field. No matter what the plug-in is designed to do, you have complete control to support it with these configuration options.
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Figure 8.11 Select the serve condition for your plug-in.



Additionally, you can choose to execute the plug-in only with Production hosts or only on Approved activities. This capability gives you added flexibility to control when a plug-in should be fired.


Using APIs

Application program interfaces (APIs) are some of the more advanced components of the Adobe Target platform. APIs allow organizations to take a programmatic approach to their testing efforts, including extracting data from Adobe Target, uploading content for use in activities, and augmenting visitor profiles with additional attributes.



Although most marketers won’t use APIs, it is important for you to understand that they offer additional flexibility as organizations scale and increase the sophistication of their testing efforts.

Target includes 19 APIs to date. Here is a brief summation of what each does:

• Audit Report API: Allows you to extract any audit report information for a specific activity. This data includes conversion data, such as revenue, time/date stamp, product purchase IDs, and the confirmation ID. This is incredibly helpful information when an organization is running advanced analysis on the conversion events and wants to use this data in other systems. Also, Adobe Target’s user interface retains only the previous four weeks of audit report data, so if an organization wants to gather all the data from an activity that spans more than four weeks, it is recommended that the organization download the data through the user interface or through this API.

• Bulk Profile Update API: Allows you to upload profile attributes using a batch file. You need only specify the Adobe Target PCID and the values you want to associate with that ID. The API does the rest, enabling you to use these profile attributes for targeting and segmentation.

• Activity Copy API: Allows those organizations that programmatically set up tests to create a copy of an activity from an existing activity.

• Activity Create/Update API: Allows organizations to programmatically create or update any and all activities.

• Activity List API: Returns a list of all activities that are in place. This API is useful when an organization is managing activities within internal systems.

• Activity State API: Allows you to programmatically change the state of a given activity, such as deactivated, approved, or archived.

• Activity View API: Returns an XML view of a given activity. This information can include targets used, activity state, locations (mboxes) used, and start/end dates.

• Folder List API: Delivers a list of all folders being used for offer by an organization so you can manage offers used as part of activities. Within Adobe Target, you can create folders to manage offers, and this API returns whatever folders were put in place.

• Get Host Groups API: Allows you to programmatically receive any and all hosts that are part of your Adobe Target account, including Production, Staging, or Development groups, and any group set up by other Adobe Target users. This information is important to pull reports from different host groups via the performance report API.

• Landing Page Tool API: Lets you configure default activity creation settings. Here you can specify 3rdPartyCampaignIds, pages to be included, targeting, and activity prioritization. You can then share the resulting URL with your team members. When they create an activity, they can click this link first and start with several fields already filled in.

• Offer Create API: Allows you to programmatically save offers to Target. This API is handy when a lot of content must be placed into an Adobe Target account or when an organization wants its content management system to save the content automatically within Adobe Target.

• Offer Get API: Sends you the content of an offer that is currently stored within an organization’s Adobe Target account.

• Offer List API: Delivers a list of all the offers that are in a particular Adobe Target account. Using the folder list API in conjunction with the offer list lets you narrowly request just those offers you want.

• 1:1 Content Report API: Allows Adobe Target 1:1 activity users to extract reporting data about what content was served and how it performed. This data is related to the performance of the content, not the actual content.

• Performance Report API: Allows you to programmatically extract activity results, including Visitor, Visits, success events, conversions, revenue, and engagement metrics. This is an incredibly useful API, especially if you are consuming test results within internal systems rather than within Adobe Target.

• Profile Passing and Offline Conversions API: Allows organizations to augment their digital consumers with additional attributes for targeting and segmenting (this was one of the first APIs developed). For example, a financial organization may want to pass non-PII internal data for targeting. This API allows that organization to do this programmatically, which offers incredible scale. Additionally, this API can create conversion events that happen offline, such as the funding of a loan or the purchase of a house.

• Profile Update API: Allows you to programmatically update a visitor profile when the PCid or mbox3rdPartyId is known. This updates profiles one at a time, whereas the Bulk Profile Update API allows you to update up to 500K at once.

• Third Party Campaign ID API: Specifies or associates a third-party identifier to an Adobe Target activity.

• Widget Offer API: Allows you to programmatically create a widget offer—a URL that correlates to a Target-fetched response associated with an offerID parameter. This API is what the Adobe Experience Manager to Adobe Target integration uses.

As you can see, much API support is available. Adobe Target has configured all of these APIs to allow third-party applications to access the rich data available and to permit scalable mechanisms to send data and content to Adobe Target.

You can find much more information, including step-by-step directions for creating API calls to Adobe Target, at https://marketing.adobe.com/developer/en_US/documentation/test-target/c-overview-7.


Summary

In this lesson, you learned how to leverage Adobe Target’s more technical features, including plug-ins and APIs, to inject code onto pages and pass data to and from Target.



In addition, by using Target’s idea, user, host, and mbox management tools, you can ensure that users can self-manage their mbox usage, test content easily with appropriate access control, and collaborate with their colleagues about test ideas, development, and results.


Review questions

1. If you want to give your analyst the ability to create campaigns but not affect the live site, what level of access should the analyst have?



2. How can you pass additional data to Target?

3. Is there a way to test content in a development environment?


Review answers

1. You can assign Editor rights to your analyst to create and edit content that is not in production. However, a user with Approver rights will need to activate it.



2. You can use multiple APIs to pass additional data. If you want to add profile data, you can use either the Bulk Profile Update or Profile Passing API. If you want to submit conversions that occurred off the site, you could use the Offline Conversion API.

3. Yes, you can set up a Development host group that can be configured to show unapproved campaigns as if they were approved. Your developer can then easily set up content to test in his or her own environment.


9. Speeding Up with Automation



Companies often ask when it makes sense to try automation and behavioral targeting, whether it belongs at the beginning of a program or after they have had some time to grow and mature. The answer is either, depending on your organization.

Automation is the process of targeting with the aid of an optimization engine. Unlike an A/B or multivariate test, automation does not require you to analyze the reporting and strategize changes based on the data. Instead, a computer model analyzes the campaign results automatically and makes decisions to optimize lift.

Automation should be a key component of any optimization program because it requires minimal resources once you have it running. By incorporating automation, your team can focus on new ideas and other optimization opportunities.

Adobe Target offers two automation options: 1:1 behavioral targeting and Recommendations. Both rely on gathering a rich set of data to make intelligent decisions about what visitors should see.

In this lesson, you’ll learn

• How automation fits with your other Target activities

• Whether or not 1:1 behavioral targeting is appropriate for your business

• Why Recommendations are beneficial

• How to create a Recommendation

By the end of this lesson, you’ll have a good understanding of what type of automation Target offers and how to apply automation to your optimization program.
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Boost your conversion rate with automation.




Automating optimization

Optimization requires continual change and measurement. In order to effectively manage resources, you should design your optimization program to include a mix of manual and automated activities, thereby enabling you to leverage your resources most effectively. What comes out of automation are key insights that should then inform the manual activities and segments you execute against.



As with any business proposition, a healthy optimization program should balance the cost of execution with the potential upside. For example, a colleague may want to run a test on a page that gets very little traffic. By measuring how much a reasonable performance increase could contribute to your key performance indicators (KPI), you can determine whether the test is worth the effort. If a 200% lift in conversion rate translates to only ten more signups per week, the projected result wouldn’t justify the test unless each signup equated to a significant amount of money.

However, if that colleague wanted to run a difficult-to-implement test on the home page, where a lift could amount to millions of dollars in additional revenue per year, it would be worth scoping out the resources and scheduling the test accordingly. By prioritizing and planning your tests, you can ensure that your creative and technical resources are used most effectively without blocking other activities from going forward.

Even after an activity is set up, it can take a significant amount of work to monitor and interpret the results. This is particularly true when you have a lot of customer profile data to segment or need to resolve atypical events that can skew your visitor behavior. Automation offers the ability to run activities that require minimal setup and maintenance. Balancing these types of activities utilizing automation and modeling means you can leverage your analysts as efficiently as possible.


Targeting to the individual

Target offers a specific kind of activity called 1:1 behavioral targeting, which employs automated decisioning and targeting. This type of targeting is completely different from the rules-based targeting typically deployed in conjunction with a test. Instead of defining segments in advance to personalize against or assigning any kind of weight or bias to a particular attribute, 1:1 behavioral targeting automatically analyzes the information about each visitor and determines which parts of his profile are most predictive based on his behavior. The value propositions of 1:1 behavioral targeting are the ability to “set and forget” the targeting and the valuable insights that result from the modeling data. Identifying which attributes prove to be most predictive of positive or negative behavior can help you define and redefine your key customer segments.



1:1 behavioral targeting utilizes a machine learning model to automatically determine which piece of content to deliver to an individual based on how similar individuals responded to the available content. The content is typically a large marketing component on the site—perhaps a home page hero or other large offer. The content options should be different enough that the model will be able to discern a difference. For example, it is more difficult to understand what types of users like red versus pink buttons than to predict a user’s response to a mortgage offer versus a student loan offer.


1:1 activity requirements

For the optimization model to work effectively and quickly, a 1:1 activity requires a significant amount of traffic. Therefore, 1:1 behavioral targeting is not a feature that all companies can leverage. When you set up this activity in Target Advanced, you will see a traffic estimator that enables you to input the number of offers you want to test along with your estimated conversion rate. You will also see an estimate of the amount of traffic required for the activity to run successfully.
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Figure 9.1 Enter your conversion rate to estimate the amount of traffic required.



The other factor to consider before setting up a 1:1 activity is the makeup of the visitors who will be qualifying for it. The model works most effectively when it has a diverse population to work with, such as visitors to a home page or a log off page. Fortunately, those high-traffic pages are also where the model proves most valuable to an organization, because a diverse visitor set can also be incredibly complex to segment and target effectively.

For example, if a page’s audience is fairly homogeneous, such as a landing page for a mortgage offer from paid search, then it is straightforward to target mortgage content to it. However, on a page with a heterogeneous audience, it is far more difficult to determine which visitor attributes actually trigger different behavior. How can you know how to evaluate the importance of gender, age, time of day, search data, connection city, previous exposure, referring site, language, and so on, and then create valuable segments out of all that information in a data-driven strategy? Making sense of these attributes is what 1:1 behavioral targeting aims to do through its advanced modeling capabilities.


How 1:1 works

The 1:1 behavioral targeting automation option takes a two-pronged approach to determining what content a visitor should see. In conjunction with learning what is most popular with a general audience, it builds a model of predictive learning over time based on all the data it knows about each visitor.



The predictive learning thrives on the breadth of information that can be captured about a visitor. Records for each visitor are created and updated with new attributes and values as the visitors return to the site and perform actions—in addition to the information companies integrate from their own systems. The model will automatically detect and store environmental data—browser or operating system, language, time and day of week, current and referring URL, and so on—along with a visitor’s activity on the site, such as what offers she interacted with or what pages she browsed. Pages are also automatically mapped to “interest areas,” a categorization that groups like pages together and is a good indicator of intent. Additionally, rich account data like previous purchases or products owned can and should also be passed into the model via an mbox or API.

With all of this data, the model analyzes the propensity that each visitor will reach the conversion point defined in each campaign. To do this, the model first explores the visitor and content sets by randomly delivering content to a visitor and tracking whether that decision led to a conversion. Then the next visitor’s attribute set is compared to the earlier visitor. If they are similar, and the content delivered to the first visitor was successful, the model will most likely select the same content for the next visitor. You can find far more detail about how the model works in Target’s online help documentation.


Setting up a 1:1 campaign

Creating a 1:1 campaign is similar to the process of setting up an A/B campaign in Target Advanced.



1. From the left navigation pane, select Campaigns > 1:1. If you do not see the 1:1 option, contact your Account Manager to enable it for your account, if your contract permits it.

2. Enter your campaign details, including the name, the start and end date, and the priority.

3. Select the modeling goal and modeling metric to tell the model what to optimize—which might be clicks, or add-to-carts, or any metric you can track in Target.

All of the success metrics that you set up for this campaign will be available in the Modeling Goal drop-down menu. It’s best to choose a success metric that is closely related to the content you change. For example, you will get more accurate results if you choose a click-based metric rather than an event farther down the funnel—the less noise in the data the better. The modeling metric lets you choose whether to use conversions or revenue data on the success metric as your specific goal. You can choose from three options: Conversion Rate, RPV (Revenue Per Visitor), and AOV (Average Order Value). In order to use RPV or AOV, you will need to pass revenue data to Target, typically via the mbox.
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Figure 9.2 Enter your campaign details here.



Conversion Rate can be used to measure any type of event, not just a traditional conversion at the end of your funnel. You can still set up additional success metrics to view in reports while the model optimizes to an intermediary step.

4. Select the location(s) in which you want to deliver content along with the offers to display. It is often best to start with a single location for simplicity’s sake.

You’ll notice that you don’t create experiences in a 1:1 campaign. Instead, you simply select every offer that can be shown in a location. If you choose multiple locations and offers, as in Figure 9.3, the system will automatically generate the experiences to try every possible combination.
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Figure 9.3 Select the locations and offers to display.



Once you select your offers, you’ll see that the traffic estimator on the right has updated with the number of auto-generated experiences.

5. Enter your estimated conversion rate in the traffic estimator.

You will then get a calculation of the minimum number of visits and conversions the page should receive per day to build the model successfully. If you cannot meet the minimum threshold, consider decreasing the number of offers or locations you selected. Keep in mind that because the model looks for different visitor intent, offers should be clearly differentiated on content and value, not simply on look and feel.

6. After finalizing your locations and offers, you have the opportunity to remove specific experiences from being shown. This can be helpful when one offer might conflict with another, such as a 10% off promotion in one location and a $20 off promotion in another. To change the visibility of an experience, you simply select the check box, and then choose Include or Exclude.
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Figure 9.4 Exclude experiences that should not be shown.



7. Create modeling groups (this step is optional), which is valuable if you have selected offers that are related to each other.
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Figure 9.5 Add offers to modeling groups.



For example, if two offers promote the 10% deal, you could add them to the same modeling group to let the model know that they are similar. Consequently, the model can learn faster, and if you add a new offer that is similar to an existing offer, the model can leverage what it has already learned. In addition, you could set a minimum or maximum serve limit on how often these offers should be displayed. This setting can be useful when you need to show one promotion a minimum number of times regardless of its performance.

The final two tasks in setting up a 1:1 campaign are exactly the same as those of an A/B campaign type in Target Advanced.

8. Configure your success metrics and your reporting segments.
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Figure 9.6 Define your success events and reporting segments.



Remember that you’ll select one of these success metrics as the “modeling goal” at the top of the campaign edit screen.

You can set up reporting segments as well, although they are not required because the modeling is optimizing against all the individual traits that already make up a visitor profile. If you know that some values, when combined, tell you something unique about your visitors, you can create those segments and they will be incorporated into the modeling.


Reporting

The standard Summary report shows how tested traffic performs against targeted traffic. The model constantly explores options, which means that some visitors are served a random offer so the model can ensure that the best offer is delivered to each visitor, even as behavior changes. The Summary report shows you how much better the automated decisioning algorithm performs compared to splitting traffic evenly.



A 1:1 campaign also delivers a few unique reports, as described below. The Insights report indicates how and why the targeted content is performing well.


[image: Image]

Figure 9.7 The Summary report shows the lift and confidence of how targeted traffic is performing against tested traffic.



In the Visitor Attribute column, you will see all the data stored and analyzed about each visitor. The following figure shows that visitors using Internet Explorer 7 or later had a very high propensity to convert when shown an offer in the PDF Pack modeling group.
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Figure 9.8 The Insights report shows the predictive power of different visitor attribute values.



You can also see that as the duration of a visitor’s current session increased, he had an increasing propensity to respond well to the PDF Pack offer too. A value that has many filled-in orange boxes indicates that users with that value have a high propensity to not convert when shown that modeling group.

This insight into the behavior of your customers is truly valuable. From this report you might decide to segment and personalize your site based on browser type or to change offers depending on how long a visitor’s current session lasted. Doing so lets you use data gained from the 1:1 model in places where you may not have the traffic or flexibility to run an automated campaign.

Because the Insights report shows the modeling group associated with each attribute value, it is also helpful to look at the Modeling Groups report to understand which offer is actually most effective within each group.

In Figure 9.9, you see the performance of each offer in the Acrobat Plus – Brand modeling group along with the lift and confidence calculated against the overall conversion rate of the campaign.
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Figure 9.9 The Modeling Groups report shows the performance of the offers in each modeling group.



The results show that the COM V3 offer is most successful. However, the other variations still get some traffic, because the model is constantly testing to ensure that the currently winning offer is still the best. If a market event causes the COM V2 offer to suddenly become popular, the model will detect that change and serve it more accordingly.
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Adobe has devoted a significant number of resources to improving its modeling offering. You should see changes in the breadth of reporting available along with better visualizations of the data in the future. In addition, Adobe has committed to releasing additional modeling algorithms and being transparent with data, which should vastly extend the number of companies for which 1:1 targeting will be a good fit.





Making Recommendations

Including data-driven recommendations on your site can be time-consuming and laborious for a merchandiser or editor. Given the quickly changing market and behavior of customers, handpicked recommendations often remain displayed far past their expiration dates. The ability to automate the process can save marketers hundreds of hours, as well as the developers who are asked to push content changes.



Target’s Recommendations functionality sits between rules-based targeting and 1:1 targeting on the spectrum of automation. Although the calculation of what products or content to show is completely based on algorithmic modeling, Recommendations also allows you to test different algorithms or display locations against each other and make decisions on which to promote. Significant performance differences can appear based on the type of algorithm employed, such as Most Viewed for an entire site versus cross-sells based on a specific product ID.

Recommendations offers several collaborative filtering algorithms to drive engagement and conversion. You can choose traditional options such as “People Who Bought This Bought That,” “People Who Viewed This Viewed That,” and so on. Proprietary algorithms are also available, such as Site Affinity, which takes into account multiple product attributes.

Although Recommendations will often use product-related labels, such as Top Sellers or Purchase affinities, this feature can also be used to display content such as related articles or top questions on a support site.

To integrate Recommendations into your site, you need to decide how you want to gather product metadata and behavioral data, as well as where you want to display recommendations.


Gathering product metadata

You can pass product metadata to Target in several ways. The most common is to leverage the parameter-passing capability of the mbox (as shown in the following figure). This solution is elegant because it ensures that Target always has the most current information, because the request is sent each time a visitor views a product page.
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Figure 9.10 An example of an mbox passing metadata on a product page



If a parameter such as the name or URL changes, that information is updated on the Target side automatically. With this kind of integration, you never need to worry about setting up any kind of feed or FTP transfer on a repeating basis. The entity parameters that you choose to send are also available to use when you set up your Recommendation display templates.

Another integration option is to upload the information directly through the Recommendations interface.

Through the interface you can download the template file to see how the data should be formatted. You then have the ability to choose the file you want to upload and identify the host group it should be added to. If you are uploading content only for testing purposes, you may want to upload into a Staging or Development host group instead. The final step is to click the Upload button. You will then receive a message letting you know if the upload was completed successfully.


[image: Image]

Figure 9.11 Add a feed or upload a file to pass entity metadata to Target.



If you choose to add a feed instead, you simply name the feed and give it a URL or FTP server to ping on a schedule of your choice. The options are daily, weekly, biweekly, or never. Target uses Google’s feed format, so it should be easy to work with this method as well if you’re already sending product data to Google.


Integrating with Adobe Analytics

Recommendations also integrate very tightly with Adobe Analytics. Product metadata—such as name, category, and so on—can be passed from Analytics using the SAINT product classification. Additionally, the s.product data—which includes product views, cart adds, and purchases—is sent directly from Data Warehouse to Recommendations to determine which products are best to recommend. With this integration, companies need only deploy mboxes on the pages where they want to display recommendations. Product and conversion data will all be used directly from Adobe Analytics.
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When you send your product data to Target, you have the option of categorizing the products into multiple catalogs that you can later assign to Recommendations. You can then choose a catalog for a Recommendation to separate subsets of products, such as women’s, men’s, U.S. or international, and so on. With this capability, you can ensure that you show only women’s products on women’s pages.





Creating templates

Templates determine how the recommended products will display on your site. Recommendations delivers the complete HTML for your recommendations area and can even deliver the area title, such as “Viewers like you bought these” or another appropriate title. It’s important to remember that Recommendations are another marketing opportunity, so don’t be afraid to test different templates. When you create templates for your Recommendations, you should think carefully about where and how they will integrate with the rest of your site’s look and feel. You should have a specific location in mind before you create a template. For example, knowing that you want to display the Recommendation on the right side of your product page will certainly impact how you design the overall layout. A template combines the HTML for the Recommendation area and placeholders for where each item’s metadata will display.



It is also helpful to name your template in a way that describes the general layout of the template, and include the number of products it is configured to display.

The following figure shows a template configured to display two products. The HTML was configured to fit the style of the surrounding page and will inherit any CSS and JS libraries already included there.
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Figure 9.12 Configure the HTML template to use in your Recommendation.



Note that token values are embedded in the template with a dollar sign ($) prefix. These are populated by Target based on the products returned from the algorithm. If you wanted to display the name of the fifth product returned, you would add the placeholder $entity5.name to the template.

In addition to HTML code, you can choose to create a Flash template. This option is appropriate when you want to display recommendations within a display ad or dynamic widget. In this type of configuration, you map variables to the same entity notation previously described.


Recommendation algorithms

Once you have set up your metadata and templates, you are ready to start creating recommendations.



When you select Add New Recommendation, you have three options: Algorithm/Template Test, Location Test, and Download Only.

Testing the algorithm or display template is the most common type of recommendation to set up. You can also test where a recommendation should be displayed on a page while keeping the algorithm common between the variations. Additionally, you can set up a recommendation that will not display results on your site but lets you download them to use offline or in other channels. Typically, this option is used when you’re trying to analyze the recommendation data or match it against your own calculations.

Choosing which algorithm you’d like to use depends on your business and the page on which the recommendation will display. For retailers, a revenue-based algorithm like “Top Sellers” or “People Who Bought This Bought That” is often preferred. If you are more interested in displaying content on a media site or support section, you would choose a view-based algorithm like “Most Viewed” or “People Who Viewed This Viewed That.”

In addition, your algorithm type will change depending on where it is displayed. On a general page such as a home page, you would most likely choose a recommendation based on your entire product catalog, such as “Top Sellers.” However, on a specific product page or cart page, you might want to key the recommendation off the product a visitor currently is viewing, or what she already has in her cart. In these instances, you would probably choose to base the recommendation on the “Current item” or “Current category.”

The following steps show you how to create a recommendation based on testing an algorithm or display template.

1. Enter details, such as the name and targeting condition.
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Figure 9.13 The first step of creating a recommendation



2. After naming your recommendation, you can limit the audience who should see it. You can choose one of the default options or specify a specific profile parameter to use.

You also have the ability to limit the products displayed to a specific catalog. For example, if you were constructing recommendations for an appliance store, you might have a specific dishwasher catalog to select when running a promotion on the home page.

3. Choose the algorithm with which you want to optimize the product display.
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Figure 9.14 Configure the algorithm to use in your recommendation.



Choosing which algorithm to base the recommendation on depends on where it will be displayed. If it is on a specific product or category page, you will most likely choose “Current item” or “Current category,” respectively, from the drop-down menu. On a general page, such as a home page, you might choose a personalized option like “Custom profile attribute,” “Recently Viewed Items,” or an algorithm based on previous behavior. You could also choose to base the recommendation on Popularity across all your visitors. If you are an Adobe Analytics customer and choose Popularity, you will have a multitude of options when choosing an algorithm based on the KPIs available in your Analytics account.

4. If you select “Current item” or “Current category,” you can then choose an algorithm’s affinity type. If you are optimizing against a revenue-based metric, you may try “Purchase Affinities” or “View/Purchase Affinities.” For a content site, you will most likely choose “View Affinities.”

If you have integrated your account with Adobe Analytics, you can also choose a report suite as your data source. Otherwise, your data source will automatically default to mboxes as the single choice.

5. With the algorithm selected, you can configure the advanced options.

Consider the window of time when calculating which products to show. This decision should take into account how quickly content changes on your site and how much traffic you typically receive. For a low-traffic site, you will most likely set this option at or close to “Two months” to maximize the algorithmic accuracy. However, if your visitor behavior changes frequently, you may want to choose a shorter window of time.
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Figure 9.15 Advanced configuration screen for algorithm/template test



Because many companies hide cheap or out-of-stock items, you can configure those parameters explicitly. However, you can also apply the same logic to any of the other parameters you are sending in the metadata. In the preceding figure, the recommendations will be restricted to products with a margin greater than or equal to $10.

In addition to creating attribute rules, you can also set the attribute weighting. For example, you may want to promote products for which you have a lot of inventory, as shown in the previous figure.

6. After setting up an algorithm, select “add recommendation type to test” if you want to test multiple algorithms against each other.

7. Choose the template and mbox to determine where and how the output of the algorithm should be displayed. The template controls the number of products and the layout, and the mbox represents the location on the page.
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Figure 9.16 Select the template and location to use for your Recommendation.



You can choose multiple templates if you want to test them against each other. For example, you could test displaying a single product versus five products. This difference is defined in the templates.

8. Specify whether you want to test the recommendation against the default content, and if so, indicate the percentage split. Alternatively, you could base the recommendation on “Optimizing,” which would then automatically push more traffic to whichever experience was performing best. If segments were set up, the optimizing campaign would serve the best experience on a per-segment basis.


Recommendations reporting

When you log in to your Recommendations account, you will see a snapshot of all of the recommendations that you have set up.
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Figure 9.17 After you log in, you will see a list of the recommendations in your account.



Each recommendation shows a quick snapshot of its performance. You can toggle between each experience tested. To see in-depth reporting of more success metrics, click the recommendation name.

Viewing the recommendation lets you see how each experience performed across all your success metrics along with the associated lift and confidence. This kind of reporting is valuable for understanding whether some variations perform better in a particular category, such as engagement, and worse in revenue. When you see such a divergence, it is a good opportunity to look deeper into what differentiates one experience from another. You can also toggle which experience to treat as your control when calculating lift and confidence.
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Figure 9.18 Reporting across multiple KPIs for each recommendation




What’s coming

Major changes are slated for both 1:1 targeting and Recommendations in mid 2014. Both features will be integrated into the new Target interface, and the updated offering will be called Target Premium. This move will include a major visual update and more algorithmic offerings.




Summary

You should now have a good understanding of how 1:1 targeting and Recommendations work, and whether they are a good fit for your business. Because the modeling in 1:1 targeting relies on offers and modeling groups being structured correctly, you should have your campaign setup reviewed by an Adobe consultant before launching it into production.



A good exercise for getting your feet wet with Recommendations is to test Most Viewed against default content. Think through the kinds of products or content you want to recommend and whether they should be divided into separate catalogs. Are there particular attributes that you want to constrain products by or weight differently for the algorithm?

Another topic to think through is whether your business could benefit from deploying automation today. Could it help define and redefine your key customer audiences? How might it fit into the rest of your optimization program? Do you see an opportunity to try a 1:1 campaign alongside your current testing? Perhaps you can reuse some of the offers you previously created.

Because 1:1 targeting and Recommendations are automatically included with Target, and rely on the same implementation, the downside to giving it a shot is minimal, but the potential upside is significant!


Review questions

1. Can you use 1:1 targeting on a landing page?



2. Can you recommend content on a news site?

3. Can you use Adobe Analytics tagging to track conversions?


Review answers

1. A landing page can be a difficult place to implement 1:1 targeting because the model relies on large amounts of traffic and some variance in the visitor population. Make sure your landing page can satisfy those two requirements. Chances are, the home page is a better place to implement 1:1 targeting.



2. Absolutely. Although Recommendations often uses retailer language, like product and margin and inventory, it works equally well with content items.

3. Yes. You can use Adobe Analytics not only track your key conversion events, but also to build up your product metadata without any additional tagging.


10. Adobe Target and Tag Management: The Future of Testing



During the previous decade, considerable advancement in marketing technologies was made, especially in the area of tag management systems (TMSs). Tag management is reshaping how organizations build and use the marketing technologies they currently have in place, and how they can increasingly integrate multiple marketing solutions. Tag management is also changing the ways organizations use testing solutions like Adobe Target. In this lesson, you’ll learn

• What tag management is

• How to leverage tag management for an Adobe Target implementation

• How to use tag management to pass data to Adobe Target for targeting and segmentation

• How to leverage tag management to communicate Adobe Target information to other systems, internally and externally

By the end of this lesson, you’ll see how organizations are seeing significant value with testing, and for that reason, testing is expanding at a considerable rate. Successful organizations are now running dozens of simultaneous tests across many areas of their website and incorporating testing across channels that haven’t previously been subjected to testing. Tag management allows organizations to scale and facilitate testing more efficiently, and in the years to come, tag management will be the default mechanism by which testing is implemented and data is presented to testing solutions such as Adobe Target.
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Tag management can play a key role in testing and targeting strategies.




What is a tag management system (TMS)?

The core component of tag management is the ability to place tags or code on pages based on rules in a manner very similar to using the mbox. The tag management space is evolving at a rapid rate as organizations continue to adopt and push the solution to do more things such as advanced modeling, tying multiple datasets together, and exporting data from multiple solutions into third-party data collection engines.



The tag management code is placed on digital properties, such as websites, and then any additional code or tags required by other marketing solutions are delivered to the page through this tag management code. This allows marketers to update their marketing solutions without going through IT or development schedules.

The need for tag management is quite clear. Often, organizations have several groups managing multiple third-party solutions for tracking, reporting, debugging, testing, and so on. After a while, websites often become cluttered with tags that have no central management or control. For example, the Web Analytics Demystified and Adobe websites include 6 and 24 tags, respectively, from third-party solutions. In Figures 10.1 and 10.2, the browser is using the Chrome Ghostery plug-in to display the current tags in purple. These tags vary in terms of purpose and size. Most of them relate to marketing analytics and display ad tracking. These websites are standard examples of what organizations run on their digital properties. But some websites are known to have well over 100 different tags originating from different solutions.
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Figure 10.1 At the time this screen shot was taken, the Web Analytics Demystified website had six tags in place.
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Figure 10.2 At the time this screen shot was taken, the Adobe.com website had 24 different tags in place.



In today’s quickly changing online environments, tags may be unnecessarily left on some pages when they are no longer needed. All too often, the person or group that originally asked to put the tags in place doesn’t remember to request their removal from the site.

Also, when a team needs to put a tag in place, it often can take a considerable amount of time to do so. Changes to the website source code are made during IT release cycles, which can sometimes take weeks, if not months.

Additionally, each tag makes a call to a third-party site or server that passes information for reporting or data sharing. Most of these third-party data collection services are very fast when it comes to receiving the third-party call, but sometimes website visitors are left hanging while waiting for a service or tag to respond, which significantly slows down their website experience.

TMSs were developed to solve these key issues by allowing organizations to simply place the TMS code once and then simply move all the other tags to the TMS. Within the TMS web interface, organizations can add, edit, or remove tags at their leisure without having to wait for IT release cycles. This centralized management is incredibly helpful for those organizations that manage a significant number of tags.

Centralized management also helps organizations make more efficient use of solutions like Adobe Analytics and Target. Analytics solutions such as Adobe’s usually use many variables and code to construct the tag that calls Adobe’s server. Having an easy way to edit tags using a TMS enables organizations to correct any mistakes or make changes as needed to ensure that data collection and reporting is correct and always up to date.

For organizations that use testing solutions, such as Target, a TMS helps control when and where tags (mboxes) are placed. This has led organizations to apply testing to mobile websites and apps that would have been previously neglected because of implementation delays related to release cycles. Additionally, a TMS can pass key data attributes to mboxes. Because data can be centrally managed within the TMS, any or all of that data can be passed to Target via mboxes.

The centralized management of rules is a very basic function because most TMSs have the ability to do much more than centralize and manage tags. Some can manage privacy controls, set controls on how long tags are in place, and integrate multiple solutions to allow one or more marketing applications to communicate with each other.

We could literally fill a book on what TMS solutions can do, but in this lesson we will focus on how a TMS can help you and your organization use Adobe Target.


Leveraging TMS for implementation

The most immediate benefit that Adobe Target users get from a TMS is implementation. Many of the systems on the market today have widgets or dedicated areas of the software that are already devoted to Adobe Target. This implementation benefit allows you to easily add mboxes anywhere your TMS is in place, which is probably across all the digital content within your organization. This is a game changer in terms of time, cost, and efficiency for organizations who have historically been challenged with putting mboxes in place for tests.



Let’s look at two platforms that have dedicated components to support Adobe Target. The first is Ensighten, one of the early pioneers in the tag management space. The second is Adobe’s own Dynamic Tag Manager (DTM).

Figure 10.3 shows how Ensighten users can configure their tag management platform to use an Adobe Target account. This configuration guide allows users to specify their Adobe Target account ID and then select the conditions by which they want it deployed.
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Figure 10.3 Adobe Target configuration in Ensighten



Once your Target account is configured within Ensighten, you can insert mboxes within the Ensighten user interface or use a side bar bookmarklet, as seen in Figure 10.4, to add mboxes across several areas of your site.
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Figure 10.4 Ensighten’s visual tagger bookmarklet



Users of Adobe’s DTM can also inject mboxes as needed using the DTM user interface or DTM’s Rover bookmarklet, as shown in Figure 10.5.
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Figure 10.5 Web Analytics Demystified’s website with the Rover bookmarklet that allows Adobe Target users to select elements of the page to be mboxed for Adobe Target



As with Ensighten, Adobe’s DTM lets you create mboxes within the user interface as well using the bookmarklet. The mboxes are injected via a Page Load Rule, as shown in Figure 10.6. You can access a Target-specific setup in the Page Load Rules section of the DTM.
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Figure 10.6 Adding an mbox using Adobe’s DTM



Tag management solutions not only allow for the standard implementation of mboxes, but also allow you to identify conditions by which the mboxes can be injected or applied to digital properties. These conditions or rules can be quite sophisticated, so Target users can specify rules such as “the URL must equal, or contain this or that” before an mbox can be added. As a result, if an organization wants to place mboxes only on product or thank you pages, they can do so via their TMS.

Adobe Target users have been able to execute some very strategic tests using selective tag management rules. For example, let’s say your organization has over 300,000 SKUs—items for sale on the website. If you wanted to run a test on 1000 SKUs, you typically would have to place your mbox on all product pages and then figure out a way to leverage a URL or other indicator to identify the 1000 SKUs that will be part of the test. With tag management, you can use the TMS to inject an mbox only on those product pages that feature the SKUs you are testing. Consequently, it allows organizations to become more sophisticated and timely with their test execution.

Figure 10.7 shows just a few of the targeting conditions or rules you can use to inject an mbox. As organizations continue to centralize their marketing solutions within tag management, this list will grow considerably.
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Figure 10.7 Some of the mbox rules or conditions available within Adobe’s DTM



TMSs offer quite a bit of control and flexibility with your Target implementation. If you are using regional mboxes and need to ensure that you keep your mbox calls under a certain limit, using a TMS can be very freeing for monitoring the placement of mboxes. However, if you are using Target’s “single line of code” implementation method and do not have any contractual limits on mbox calls, you’d use a TMS to manage data flowing into Target rather than determining when mboxes should fire.


Mboxes love data

As you have read in previous lessons, one of the most powerful and differentiating features of Adobe Target is its ability to accept data on the fly for use in targeting and segmenting. This may sound rudimentary, but many of the testing solutions on the market have no way to support this functionality, let alone allow its users to leverage the data for testing and optimization. Sometimes Adobe Target users are unfamiliar with this capability and the data Target makes available.



Until the advancement of tag management, organizations had to hard code any data variables that were passed to an mbox. When marketers wanted to access other data for use within Adobe Target, IT employees or web developers would have to change the site’s source code.

With a TMS in place, all data that is managed by it can be passed to Adobe Target mboxes. Figure 10.8 shows how easy it is to pass data variables to mboxes through Adobe’s DTM solution. Here we are passing the SKU value of the page to the mbox, which allows Target users to use that information for targeting and segmenting within the Adobe Target Activity setup.
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Figure 10.8 Some of the rules or conditions within Adobe’s DTM to inject mboxes




Advanced use cases

Implementation of mboxes and their augmentation using additional data attributes are incredibly valuable and can change the way organizations approach their testing efforts. But some organizations are doing much more with tag management.



These organizations have centralized multiple data sources into their TMS, permitting them to leverage all of that data for use within Adobe Target. These types of implementations enable organizations to use offline models based on internal data sources and present different experiences to visitors in real time. The mbox is simply the delivery engine to make this happen. The models and the rules are processed within the tag management solution.

In another solution, when Adobe Target mboxes respond to the digital property, variables, such as test name and test experience, can be incorporated. This information can easily be consumed by the tag management solution, which can then make that data available for anything else, such as third-party display ad solutions or third-party email marketing solutions managed through the tag management solution.

For example, if your organization is running an activity or test on a website in which website visitors can see three different offers (20% off, 30% off, and 35% off), that information can be shared relatively easily with other marketing solutions. The benefit is that the organization can map and tie online optimization efforts offsite. Those visitors who got 30% off while on the website can now receive emails and view display ads to reinforce this offer.

In the months and years to come, Adobe Target users can expect to see significant advancement in tag management and the ways it supports optimizations. Adobe Target can change visitors’ experiences across all digital mediums and support a single user profile across multiple channels with real time updates to it. This functionality paves the way for organizations to make quantifiable use of the vast amounts of data they collect.


Best practices

Those organizations that have yet to leverage Adobe Target via a TMS should explore doing so, especially if they have a tag management solution in place or their organization is considering acquiring one. If an organization is licensing Adobe Target, Adobe automatically includes access to Adobe’s DTM.



Many tag management solutions are similar in their core functionality offerings. But when it comes to using tag management with Adobe Target, organizations must ensure that their tag management solution support is a synchronous rather than asynchronous implementation.

Asynchronous calls (calls made by tags such as analytics or display ad beacons) fire without waiting for the call to respond. For example, if you have an asynchronous tag on a page and that tag is at the top of the webpage, the webpage will still load and process without waiting for the asynchronous call or tag to respond. For analytics solutions or for other data collection tags, this is ideal because the digital content you’re delivering to visitors will not be delayed while waiting for tags to respond, and the page’s content does not change based on a tag’s response.

Synchronous tags, on the other hand, are blocking tags, which means the website or digital content waits for a response from the tag before continuing to load the page. Organizations normally shy away from synchronous tags—and on some occasions they absolutely should, but not when it comes to using tag management with a testing solution like Adobe Target.

In Adobe Target’s current state, the mbox calls must be synchronous because of the blocking function that defines synchronous network calls. Blocking the page is important so any test or targeted content can return to the page before any default content loads. This ensures that the user doesn’t see a “flicker,” which is when the default content loads before quickly being replaced by the alternate activity content. Although this flicker might not seem so bad, it has been proven time and again that the flicker of content hurts visitor acceptance and creates trust issues that may invalidate any test results you gather.

Although a synchronous implementation might appear undesirable, it really isn’t. Adobe Target has a global edge network, which ensures that communication between the user’s page and Target is fast and geographically nearby. In the event that a set of Adobe Target servers fails, backup content is always available. Additionally, with the mbox.js file that makes Adobe Target mboxes work, an Adobe Target user can specify a timeout to display default content after a specified length of time.


Summary

As organizations continue to adopt and increase their tag management use, putting Adobe Target in place will be much easier with the use of tag management, especially as organizations shift their optimization focus to other mediums and channels, such as within display ads, on mobile sites, and even in mobile apps.



Additionally, as organizations become more strategic with their tests and their testing efforts, the only way to support advanced tests involving many components of data sources is through tag management.

If your organization has a tag management platform or is in the process of evaluating tag management platforms, it would be wise to understand exactly how that tag management platform supports testing solutions like Adobe Target.


Review questions

1. What are TMSs?



2. What is the immediate benefit of TMSs for Adobe Target users?

3. How can TMSs help Adobe Target users with targeting and segmenting?


Review answers

1. Tag management is a relatively new space in digital marketing. Tag management solutions, such as Adobe’s Dynamic Tag Manager, allow organizations to centralize and control which tags are placed on digital properties, and do so using a centralized user interface.



2. The immediate benefit of TMSs for Adobe Target users is the implementation. With a TMS, organizations can quickly place Adobe Target mboxes without waiting for lengthy IT release cycles.

3. Adobe Target users have two main methods for enhancing their targeting and segmenting capabilities using tag management solutions. One is by applying rules within the TMS that control when and where mboxes are placed. This simple approach enables Adobe Target users to place mboxes under conditions defined within the tag management platform. Essentially, the targeting and segmenting takes place within the TMS; because the mbox will fire only upon meeting the TMS rules, Adobe Target users can simply select that mbox in the Adobe Target platform.

The other method is by passing data to mboxes when those mboxes are injected or created within the tag management platform. Because a TMS can use data within the data layer it manages, any or all of that data can be passed to mboxes injected as mbox parameters or as profile parameters passed to the mbox.


11. Integrating with the Adobe Marketing Cloud



Many Adobe Target customers own additional solutions in the Adobe Marketing Cloud. Having the ability to share data across these solutions makes them far more valuable than they would be as individual point products.

For example, a marketer who owns a separate web analytics platform will have to construct his own infrastructure for passing segments into Target. However, if that marketer already uses Adobe Analytics, he can make segments automatically available directly through the Analytics interface. This capability saves valuable time across the organization so that all marketers, analysts, and developers can focus on more important tasks.

In addition to Adobe Analytics, in this lesson you’ll explore the integrations available between Target and Adobe Experience Manager, as well as Adobe Audience Manager. You’ll also look at the Marketing Cloud and its future direction.

In this lesson, you’ll learn:

• The benefits of integrating Target with Analytics

• How to create an activity directly from Experience Manager

• How to target audiences created in Audience Manager

• The future features of the Marketing Cloud that will benefit Target customers

By the end of this lesson, you’ll have a solid understanding of the Target integrations available today and what to expect in the near future.
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The Adobe Marketing Cloud




The Adobe Marketing Cloud

The Marketing Cloud not only represents the set of Adobe solutions for managing digital marketing activities, but also the central infrastructure and tooling that is shared across Adobe products. These Core Services provide the foundation for an enterprise configuration of Marketing Cloud technologies and for integrating capabilities across solutions. Core Services include:



• Asset Services that enable the use of creative assets across marketing activities and ensure adherence to brand standards.

• Profile & Audience Services that include a single visitor identification mechanism, centralized storage of audience membership for all visitors, and a library of audiences to reference when defining marketing activities.

• Administration & User Management to manage enterprise access.

• Dynamic Tag Management for simplified deployment of marketing measurement and optimization capabilities in HTML-based properties.

• A common user interface for navigation across solutions and collaboration via feeds and boards.

These Core Services enable many of the integration capabilities discussed in this lesson.


Integrating with Analytics

Optimization and analysis go hand in hand. Without the ability to measure the efficacy of your optimization efforts, you’re simply changing experiences for the sake of change, not progress.



Although Target’s reports are specifically designed to help you take action, the reports available in an analytics platform are invaluable for examining your optimization efforts from a wider view. Using the breadth and depth of information that an analytics platform delivers, you’ll be able to easily answer specific questions, such as which campaigns were most effective for the past two years or what path visitors most commonly took after they saw a particular experience.

However, integrating your optimization efforts with your analytics platform is not always as easy as it sounds. When you have two disparate solutions, you often have to tie the visits together on the client side using JavaScript. Although this kind of integration enables you to pass information (such as which experience that a user saw) and receive valuable parameters that are passed to an analytics engine, it does not allow you to access historical segment data from analytics or to leverage your analytics metrics in your optimization platform. In addition, the users who are in charge of optimization are often different from those users who are in charge of analytics, which can lead to delays and confusion in the exchange of data and analysis.

In addition, once the integration is in place, you will often see discrepancies in the data for a variety of reasons, such as counting methodology, tag placement, and cookie type. These discrepancies, although often explainable, can lead to a general distrust of the data, which is the last thing you want when you’re trying to run a successful optimization program.

To address these issues, Adobe released a server-side integration between Adobe Target and Adobe Analytics that is incredibly powerful and differentiated. The integration has two main components: Analytics as the reporting source for Target (A4T) and real-time audiences (RTA).


Analytics as the reporting source for Target

A common criticism of testing solutions is the need to implement testing tags on pages only for the sake of collecting reporting data. With the A4T integration, this requirement no longer exists for customers who own both Target and Analytics because Target can leverage all of the Analytics tagging already in place. By doing so, fewer tags are needed on each page, resulting in less reliance on IT support and faster webpage loading.



In Figure 11.1, three variations are tested on the home page. Prior to integration, to track the test’s performance through the funnel to the order confirmation page, each page would need to include a call out to Target. With A4T, only the home page needs a Target tag, and full reporting is still available across the funnel, along with any other page tracked by Analytics.
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Figure 11.1 A4T dramatically reduces the number of tags required on pages.



The ability to use Analytics as your reporting source also solves the challenge of data discrepancies, as shown in Figure 11.2. Adobe users can now look in either Target or Analytics and see the same numbers, thereby eliminating any confusion or questions about the data.
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Figure 11.2 View reports in Target based on Analytics as the reporting source.



In addition, Target users previously had to ensure that they added all the audiences and success metrics they were interested in associating with their activity before they launched the activity in order to collect data for the activity’s entire duration. However, with this integration, they can select any of the metrics already available within the Analytics report suite and apply them to the activity results—even after the activity has completed. This offers a huge leap forward when evaluating your activity’s performance. Often marketers will share results with their team, and someone will ask them how the test affected a particular metric. Previously, if the marketer hadn’t anticipated that question and added that success metric before running the test, she wouldn’t be able to answer the question. With this integration, she can apply that metric to the report whenever a coworker asks his question.
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Figure 11.3 Select any metric from your report suite within Target reporting.



The same functionality exists for the audiences created in your Analytics report suite. These include the audiences provided automatically by Analytics, as well as the custom segments you build.
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Figure 11.4 Select any audience from your report suite within Target reporting.



You can choose to use Analytics as your reporting source on a per-activity basis. Once the integration has been enabled for your accounts, you’ll see a new activity type called “A/B Test with Analytics.”
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Figure 11.5 Select A/B Test with Analytics to use Analytics as your reporting source.



After you’ve selected the appropriate activity type, you’ll choose the desired report suite from your connected Analytics account.
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Figure 11.6 Select the report suite you want to use for your activity.



When you’ve completed these steps, configured your experiences, and saved your activity, you’ll have successfully set up your activity to use Analytics as its reporting source! When the activity is live, each visitor’s activity and experience information will be sent directly from Target’s servers to Analytics’ servers—without using the visitor’s page as the integration point. Then, when the marketer views reports in Target, he’ll be viewing Analytics’ reporting data displayed in Target’s simplified interface.


Using Target Advanced

If you’re using the Target Advanced user interface, you’ll still have the ability to set up a campaign using Analytics as your reporting source.
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Figure 11.7 Select the report suite you want to use for your Advanced campaign.



During your campaign setup process, you’ll see the option to select your Analytics report suite in the top section. In addition, you’ll notice a field to input an Analytics tracking server. This field should be pre-populated for you. However, if it isn’t, be sure to populate it manually with your Adobe Analytics account tracking server. This will most likely take the format of <accountname>.sc.omtrdc.net, where <accountname> is your specific account information.

When you have set up this campaign, you’ll see that your campaign details look slightly different. Instead of a Reports tab, a Reports link takes you directly to Analytics to view the report for your campaign. No reporting data will be available in Target Advanced.
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Figure 11.8 Select reports in your Advanced campaign to view your A4T reporting within Analytics.



Although you can realize many benefits by configuring your Target Advanced campaign to use your Analytics report suite, keep in mind that statistical lift and confidence are currently not available within Analytics reporting. Therefore, you’ll need to calculate the lift and confidence manually to supplement your results. Fortunately, statistical confidence and lift calculations will be added to Adobe Analytics within the next year.


Real-time audiences (RTA)

In addition to reporting, the other half of a successful integration with Analytics is the ability to share audiences for real-time targeting and personalization. Because most companies have owned an analytics platform far longer than they have been testing, being able to leverage the high-value audiences already found and tracked in Analytics greatly improves visitor matching accuracy and reduces the time and effort required to re-create those populations in a separate platform.



When testing and analytics solutions do not have a common back-end system, it can be difficult to leverage the data passed to analytics because the tagging is often placed at the bottom of the page to optimize performance. (Testing tags, including those for Target, must be implemented at the top of the page.) This often results in a timing problem when the data passed to analytics cannot be leveraged to personalize against until subsequent pages or even sessions.

In addition, only the raw data that is passed can be used, vastly limiting the targeting possibilities. For example, you may be able to optimize against visitors who arrived from a Yahoo search, but you would not be able to also find those five-year customers who made a purchase in the past year unless all of that data was explicitly passed to analytics upon each and every visit.

With RTA, any of the segments created in Analytics can be made available to the Marketing Cloud. Once your accounts have been enabled for the integration, this option will be available in your Analytics Segment Builder.
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Figure 11.9 Select the check box to make your segment available to the Marketing Cloud.



The check box becomes available when you create a new segment or edit an existing one.

After you’ve made your segment available to the Marketing Cloud, you’ll immediately see it in Target when you set up an activity. It is easy to distinguish these shared segments because the Source will display as Marketing Cloud.


[image: Image]

Figure 11.10 Select your Analytics segment within the Target activity creation process.



After choosing your audience, you’ll configure your activity’s experiences and settings as usual. When your activity is live, Target will deliver content to the audience selected from Analytics. The visitors that meet the segment conditions will enter your activity. If new visitors match into the audience while the activity is live, they will also enter the activity. If a visitor drops out of the audience during the activity, they’ll immediately stop seeing the activity content.

This new functionality is made possible by the introduction of the Marketing Cloud Visitor ID Service, a unique identifier for recognizing a visitor across all of the solutions in the Marketing Cloud. This ID is responsible for ensuring that the unique ID stored by Target and the unique ID stored by Analytics are correctly mapped to the same visitor.

In addition to the ability to push segments from Analytics, an Audience Library is available directly from the Marketing Cloud interface. In this Audience Library, you’ll be able to create real-time audiences using raw analytics attributes such as eVars and events, and combine them to create composite audiences joining real-time and historical data. A graphical view is available to estimate your audience size, which can help you evaluate which audiences might be most valuable to optimize to increase revenue.


Page implementation

You may need to make a few changes to your Target and Analytics page implementations if you haven’t updated your JavaScript libraries in a while. These changes will enable RTA and A4T.



1. Check to see which version of the Target mbox.js file you are currently using.

If you are unsure of the version, you can view the file and search for “mboxVersion.” The fourth search result will show your version number, as shown in Figure 11.11.
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Figure 11.11 Determine the version of your mbox.js file.



2. If you are not using version 48 or later, you’ll need to log in to Target and download the latest mbox.js file.


[image: Image]

Figure 11.12 Download your mbox.js file from Target Standard.



3. Select Setup > Implementation to download the file from Target Standard.
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Figure 11.13 Download your mbox.js file from Target Advanced.



4. If you are using Target Advanced, in the left-side navigation menu, you can choose Configuration > mbox.js > Download.

You’ll also need to ensure that your Analytics integration is using AppMeasurement for JavaScript 1.3 or later, or scode.js version H.27 or later. You’ll find more details on migrating to AppMeasurement at http://microsite.omniture.com/t2/help/en_US/sc/implement/appmeasure_mjs_migrate.html.

Additionally, in the head of your page you’ll need to include a new JavaScript library—called VisitorAPI.js—which you’ll find in the Code Manager in Adobe Analytics. This file creates the Marketing Cloud Visitor ID.
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Figure 11.14 Choose Admin Tools > Admin Tools Home to access the Code Manager.



5. Navigate to the Admin Tools section, and choose “Admin Tools Home.”

6. Click “Retrieve Collection Code” in the Code Manager area, as seen in Figure 11.15.
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Figure 11.15 Click Retrieve Collection Code to download your implementation files.



7. While in the Code Manager, select “JavaScript (new)” to download the latest implementation files.
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Figure 11.16 Download your implementation files.



This package includes AppMeasurement.js and VisitorAPI.js. When you include your JavaScript libraries on a page, make sure you place VisitorAPI.js above AppMeasurement.js and your updated mbox.js. Implementing in this order ensures that the Marketing Cloud ID is generated first so it can be passed correctly to the Analytics and Target calls.

After you’ve integrated the files, contact Adobe ClientCare to enable your account, and then you should be set to use RTA and A4T!


Integrating with Experience Manager

Optimization requires that organizations create additional content, whether it’s for testing alternatives or delivering personalized experiences. Because many companies already have a content management system (CMS) in place, it can be extremely beneficial to integrate to your optimization platform. Two main integration points with your CMS: implementing Target and creating experiences.



If you are implementing Target Standard, you will most likely just insert its JavaScript library onto pages using your tag management system. However, if you are implementing Target Advanced and also need regional mboxes on the page, you will find that the ability to implement Target using your CMS enables you to easily set up activities without waiting for support from IT.

Customers who own Target and Adobe Experience Manager (AEM) have the ability to add mboxes on the page directly within AEM’s editing interface.

1. As shown in Figure 11.17, you can simply select Test&Target Mbox from the Sidekick and drag it to the desired component.
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Figure 11.17 Select Test&Target Mbox to add an mbox to your page.



2. If you do not see Test&Target Mbox in your Sidekick, go to Design view and click Edit in the Design Bar. Then select the check box for Personalization, and click OK. After you’ve completed these steps, you should see Test&Target Mbox as an option.

Before you can execute these mboxes successfully on your site, you’ll need to ensure that your Target account is linked through AEM’s Cloud Services.

3. Log in to AEM, and choose Tools > Cloud Services.
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Figure 11.18 Select Cloud Services to integrate with Target.



4. Select Configure Now to add your Target account configuration. After adding your client code and Target authentication details, click OK.

5. Click the plus (+) sign to add a framework to your configuration.
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Figure 11.19 Map CQ variables to Target profile parameters.



6. Select which CQ variables you want to pass to Target as profile parameters within each mboxCreate call. After completing these changes, you can go back to editing your pages.

7. To add an mbox to a page, drag the “Test&Target mbox” option from the Sidekick onto the page. You can put components into the mbox, such as the banner shown in Figure 11.20.
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Figure 11.20 Surround your banner with an mbox.



8. To ensure that your page is using the correct Target framework, click the Page tab from your Sidekick, and then choose Page Properties. Then click the Cloud Services tab and click Add Service.
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Figure 11.21 Add Target to your Cloud Service Configurations in Page Properties.



9. Select the framework you previously created and click OK. You can then edit the mbox you placed on the page to change its name and type.


[image: Image]

Figure 11.22 Select the name and type for your mbox.



That mbox name will be the mbox name you see in Target when the page is live. For the mbox type, you will probably choose Default or Standard. This will also translate to an mboxCreate call. The only difference between the two methods is how the page loads while you’re in editing mode. By choosing Default, the mbox will continually update without the need to reload the page. For debugging simplicity, you may want to choose Standard here, so you understand exactly how the page will behave in production.

10. After adding and editing your mbox, go to Preview mode to ensure that your mbox is working as expected. You can add mboxDebug=1 to the end of your preview URL or use a debugger, such as DigitalPulse, to view the request details.

Now that you’ve configured Target, you can create alternative experiences leveraging Target’s personalization capabilities. You may find it easier to create content using AEM if you have prior experience using its interface. Doing so also enables you to centralize your test content in the same location as the rest of your assets. Using AEM, you can easily set up new Target activities within the Experience Manager interface. After you do this, the activity will appear in Target Advanced, where you can view its setup and reports.


[image: Image]

Figure 11.23 View your mbox request details using Adobe’s DigitalPulse debugger.



As in Figure 11.24, let’s assume you want to personalize the banner image based on a visitor’s profile.
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Figure 11.24 Select Target to personalize experiences using Adobe Target.



11. Right-click the component and choose Target to personalize the content using Target.

12. Enter a name for your campaign. In Figure 11.25, we used “Summer Sports.” This will be your campaign name in Target.
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Figure 11.25 Select the segment you would like to use.



13. To create a new experience, click the plus (+) sign at the top. You can then choose the segment to which you want to serve personalized content. You can add as many experiences as you like. This lets you serve up different banners to different segments on the same page. After completing this step, you can go into Target to view the activity that was automatically created for you.

Using Target in conjunction with AEM enables you to implement mboxes quickly and leverage Target’s decisioning capabilities for powerful and measurable personalization.


Integrating with Audience Manager

Adobe Audience Manager is a data management platform that enables customers to combine first-, second-, and third-party data into actionable traits and segments for a variety of digital marketing purposes. These are traits Target can leverage to deliver the most relevant content.



For companies that own Audience Manager, Analytics, and Target, integration should follow the steps described earlier for integrating with Analytics. In the process of getting provisioned for RTA and A4T, they will automatically link their Audience Manager account to both Target and Analytics on the server side. With this integration, any Audience Manager segment or trait will be available for optimization in Target on the visitor’s first page view.

However, those companies who own only Target and Audience Manager, and do not have Adobe Analytics, will integrate Target and Audience Manager together on the page.

To do so, the page must make an API call to Audience Manager to retrieve the data. A modification must be made to the mbox.js implementation file that is used for Target. This modification will include a plug-in that grabs the data returned from Audience Manager and passes it into Target as mbox parameters.
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Figure 11.26 An example of the plug-in added to the mbox.js file



After these changes are made, every mbox that fires on the page will automatically include the data that was returned from Audience Manager. That information will be evaluated by Target in real time to determine what content that visitor should see.

Having real-time access to the wealth of data that Audience Manager stores empowers Target customers to deliver targeted content on and off their site.

For example, consider a scenario in which a travel site has both Target and Audience Manager implemented. When Visitor A arrives, the site immediately knows she is a high-value customer who often stays in luxury hotels. With this information, Target can deliver a banner promoting the latest St. Regis opening near her current location.

Say Visitor A begins to place the reservation and then abandons it, proceeding to www.travel.com to look for other deals. If the company buys advertising from this publisher, they can continue to use Target and Audience Manager to display an ad showing the St. Regis for the dates she was interested in, with a call-to-action to return to their site.

The testing and targeting possibilities are endless with the rich data from Audience Manager feeding into Target’s real-time decisioning capabilities across different channels.


What’s coming in the Marketing Cloud

The integrations between Target, Analytics, and Audience Manager rely on infrastructure built out as part of Marketing Cloud’s Core Services. Additional improvements are also planned that will further extend the sharing and targeting capabilities across the Marketing Cloud’s solutions. These changes include centralized campaign organization, centralized user management and permissions, and centralized asset management connected directly to Adobe Creative Cloud.




Summary

With the new and upcoming integrations between Target and the other solutions in the Adobe Marketing Cloud, Target extends its lead over other point solutions that focus solely on testing or personalization.



Because optimization is effective only when paired with measurement and analysis, the ability to leverage all the data and audiences from Analytics in both content delivery and reporting is a huge differentiator. Combining this functionality with the option to continue to create activity content within Experience Manager and deliver on and off the site using Audience Manager’s data, Target becomes the most complete optimization platform for marketers.

As the Marketing Cloud continues to introduce new features around additional data streams and campaign organization, you will see even more improvements to Target as an integrated solution.


Review questions

1. What are the benefits of enabling A4T?



2. Can Target personalize content using CQ variables?

3. Why should you integrate Target with Audience Manager?


Review answers

1. The benefits of enabling A4T include reducing the number of tags required on the pages and far more depth and breadth in activity reporting. In addition, having a single source for data eliminates data discrepancies and distrust between testing and analytics.



2. Yes, you can map CQ variables to profile parameters that are passed to Target via the mbox.

3. By integrating Target with Audience Manager, you will have access to a rich profile of each visitor on and off the site. That data can be hugely valuable for targeting segments for testing and personalization across all your different channels.


A. Interviews with Target Professionals



Throughout this book you’ve read about how Adobe Target can provide real-world solutions to real-world problems. For this appendix, we interviewed optimization and testing managers around the world and shared their thoughts about the current and future state of testing.
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Jinzhou Huang
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Testing & Optimization Manager at Home Depot



Tell us a little about yourself and how you found yourself in the optimization space?

In a personal sense, I love travel, I love change, and optimization is that trip that is simply impossible not to take.

Although testing is relatively new to the online industry, in the offline world it is actually one of the core disciplines with a long, celebrated history and is often referred to as experimental design. As I pursued my master’s degree in bio-statistics, large-scale clinical trials dominated the research, and the practice of designing experiments is ingrained in me.

Since then I have pursued a more traditional statistician role, using predictive modeling to optimize media spend and personalize marketing messages for one of the nation’s largest retailers. The frustration in that line of work, though, is often twofold:

1. It takes a very long time for any analysis or predictive modeling to become action.

2. Most modeling methods without experiment establish correlation, not causality.

Thus, as technology finally brings to us the reality of online A/B testing and targeting, it is absolutely the perfect spot for me to be in. It provides the dream scale where great analytics doesn’t end up in a polished PowerPoint deck, but instead translates in a very short time to action. In addition, via randomized testing, one can establish the causality, not just correlation, between one’s action and measurable lift to various facets of the business.

What is your experience with testing?

It has been a long journey that I do not wish to end.

Don’t get me wrong; it is not all rainbows and unicorns. In fact, for a significant amount of the time, testing as an experience was not even what it sounds. Despite my fairly extensive experience with offline experimental design (from clinical trials to testing the effectiveness of direct mail marketing), I found the online testing space extremely challenging.

Testing is building relationships in your organization, truly, with almost everyone. It really is that child that takes a village to raise.

Testing is pimping the program in a very elegant and powerful way so that you fundamentally shake and change the deep roots of “belief and power” over “data” in decision making.

Testing also breaks down previously well-defined roles by business verticals and demands much tighter, faster integration across the organization—from IT dev to UX to marketing to strategy to analytics to operation to product management—all toward the single belief of constant innovation and optimization. There is no such thing as a test winner, only a winner as we know it now.

Testing demands that you be humble and open-minded. You must be willing to allow data to defy your own beliefs and lead with that example. (Trust me, it is harder than you might think. Seriously, how could we be so wrong? Surely not?)

Granted, a very large part of testing is technical skills; ninja developers and statisticians will thrive. But to run the program, you must be so much more.

What are some interesting ways in which organizations have used testing solutions?

For a majority of the time, a testing tool is used as intended to optimize customer experience on the site—from providing the most relevant content to customizing functionalities to the customers. However, we have used testing tools in other ways:

• As a temporary fix to a known bug that impacts a small number of customer experiences implemented before IT can devote the resources to put in a long-term fix.

• As an evaluation of third-party vendors who are trying to provide us services. Testing often puts their promises to the fire.

• As multi-channel marketing tools due to Test&Target’s powerful targeting capabilities.

• As ways to resolve conflict and cut down debate time or avoid a pissing contest between the “powerful.”

What will testing be like in five or ten years?

From a purely technological perspective, testing tools in five to ten years will follow the path of most analytics tools. They will be highly visual, extremely enabling, and cater toward business users so that testing becomes everyone’s daily function. Also, testing will be more seamlessly integrated with decisioning intelligence, such as data mining and algorithm-based optimization in a highly automated fashion. Lastly, testing will be a more mobile experience than it is today. Likely, it will involve a more nimble way of app testing.

From a corporate culture perspective, testing will be even more tightly integrated into all facets of business. It will be the key factor that drives strategic prioritization, resource and investment decisions, and product development and design. Testing and analytics are likely to become inseparable and perfectly complement each other.

From a resource perspective, organizations are likely to attract and retain talents who have a clear understanding of how optimization data drives their business and who are actively engaged in utilizing testing. It is unlikely that the testing function will continue to be centralized and specialized. Rather, it will become a general requirement for a vast number of employees.

What is the ideal way to capture learnings and disseminate test results?

There really is no one single way that is ideal. The communication of results should predicate on how mature the testing program is. In most cases, though, both push and pull communications are needed.

It is critical to standardize and keep solid records of test results. We found the following template helpful:

• Test objectives and hypotheses

• Key design elements and test parameters

• Screen shots of all experiences

• Outcome and measurements

• Production status of test winners or next steps if a test is flat

When each test report is done, it is crucial to have it well indexed (so it’s searchable) and placed onto a centralized, open platform for all to access and reference.

That said, the “test library” is a relatively passive way of communication. Often, at the onset of building the program, it is more critical to evangelize and engage via more fun activities and “push notification.” Some ideas might include:

• An organization-wide game of “guessing which version will win” to teach the concepts and to challenge people’s beliefs. Make sure you share the test outcome with all!

• A competition of “whose test will make the most incremental money (or highest conversion, or best customer satisfaction, or whatever your own success metrics might be).” People will beg you for results!

• Lots of games to teach basic statistics principles, such as a “significance test” so employees can actually interpret test results correctly. Your task is not just to write up a beautiful analysis. Your task is to teach a group of readers who actually understand the analysis.

• Lunch & Learns to share testing outcomes. Free food always helps.

• Sharing the credits with test business sponsors (especially if the later production of test winners result in a clear lift to success metrics). They will become your elves in evangelizing the program!


Ralph Stamm
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Search and Analytics specialist responsible for the search marketing program, analytics program, optimization program, and SEO content and technical optimization at Helvetia



Tell us a little about yourself and how you found yourself in the optimization space?

I grew up with testing technology. My father developed electronic testing devices for Ford. Measuring and testing was, therefore, already at the center of my life as a kid, although my early goal as a teenager was to become an Olympic alpine ski champion. Experimenting with different methods to make skis faster than my competitor were my first tests. Adopting this testing, optimization, experimenting, and continued improvement mind-set to digital was a logical step for me. I started my first digital tests over 8 years ago. Since then I do not believe plain analytics data anymore. I want a proof for every important element of a web experience to improve it every day.

What is your experience with testing?

Nowadays, organizations need to improve continuously to be competitive. Optimization, therefore, needs to be at the center of every process and any technology, and readily available to people within successful organizations. Without testing, companies cannot realize customer-centric innovation and at the same time reduce risk for failure. Organizations need to have a threefold approach to testing: data-driven, best-practice, and organization priorities.

What are the challenges that organizations deal with when it comes to testing?

A successful optimization program needs management support, high visibility on successful improvements and optimization lifts, continuous IT support, and creative and innovative ideas. If one of those components is missing, you will face challenges.

How can individuals deal with these challenges?

Excellent relationship management with various internal stakeholders is key for a successful testing and optimization program. Fostering ideas from different business units will help. Also, having a quiz on every important test will help to achieve a high level of commitment.

What are some interesting ways in which organizations have used testing solutions?

Simple tests sometimes show excellent results. The mere naming of a call-to-action button had significant impact in our case. But the devil is in the details. Even after multiple iterations, it is still possible to improve certain elements. More complex tests like On-Site Re-Targeting or Pre-Targeting also showed significant results.

What is the ideal adoption of testing for organizations?

Every organization is different. As with everything, start small and then adopt and expand accordingly.

What will testing be like in five or ten years?

It will probably become even more complex mathematically (hopefully behind the scenes) and even more accurate and capable.

What are some of the tests that have had the greatest impact for your organization?

For great test results you need a lot of traffic. The home page receives a lot of traffic but also impacts a lot of users. The simplest test had the biggest impact. Most of the time small things like a correct error message or a change in a button message can have a big impact.

How can different business teams understand the benefits of testing?

It’s part of every organization that takes digital activities seriously.

What is the ideal way to capture learnings and disseminate test results?

Internal discussions and quizzes help to capture different opinions. Wikis are great to store organizational testing assets.

What segments, in your opinion, offer the best initial insights for tests?

This really depends on your business segments. I would always compare customers, prospects, and employees, and of course, would have a look at standard segments like traffic channels, time-parting, and so on.


Krista Seiden
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Product Marketing Manager, Analytics & Optimization at Google



Tell us a little about yourself and how you found yourself in the optimization space?

I’ve had an interesting and diverse career spanning several companies and focus areas. I started out in the space as an internal practitioner at Adobe (pre-Omniture acquisition). In addition to web analytics, I focused on optimization and helped run several A/B tests for its core cloud product offerings.

After Adobe I spent some time at the Apollo Group (parent company of the University of Phoenix) as a product analyst responsible for all digital metrics for its classroom social media platform and mobile apps. We used a variety of platforms including Google Analytics, Coremetrics, several social platforms, and BI tools, such as Business objects and Microstrategy. I built a skill set around UX testing and paired the qualitative data we received from user testing with quantitative data to tell a complete story. I then moved on to Google, where I currently run the analytics and optimization program for the Enterprise group. In this role I manage the implementation and high-level reporting for six core product offerings, and run an A/B testing program that executes upwards of 50 tests per quarter.

What is your experience with testing?

I’ve worked in the analytics and optimization industry for many years across a handful of companies. Currently, I run a team focused on testing and optimization for internal clients at Google. We’ve had great success building a platform and scaling testing efforts more than 25 times in only one year. Throughout these efforts I’ve learned a lot about the importance of platform, governance, and sponsorship for an optimization program, and how best to shape outcomes based on these crucial pillars.

What are the challenges organizations deal with when it comes to testing?

One of the biggest challenges I face is education. A more mature organization will generally have a lot of interest in testing, but often I see a general lack of the necessary skill set to shape, drive, and analyze testing efforts. Building up a solid team of testing rock stars is an important step in building a culture of optimization and driving significant business impact.

How can individuals deal with these challenges?

I regularly host trainings and office hours for my organization, and encourage everyone to get involved. The key to managing organizational excitement with good test design and execution is education that is built into the testing program and supported from the top down.

What is the ideal way to capture learnings and disseminate test results?

One of the best ways to make your optimization program better known within your organization is to evangelize it via a widely accessible and visible road map. Here’s an example road map that I use within my organization.
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I host this road map in a Google doc that is accessible to everyone in my organization. This doc, however, is much more than just a road map. It also houses tabs that track all test variations with their descriptions, hypotheses, business justifications, launch dates, test plans, and results decks. Further, it has a tab for inputting new test ideas. Essentially, it’s a one-stop shop for education, ideas, and answers. You can see a sample document at http://krsta.me/testroadmap.

What segments offer the best initial insights for tests?

I think it’s important to break down your visitor set by location, visitor type (new versus returning), visitor source (ads, email, organic, direct), and platform (mobile versus desktop). Additionally, I find it very valuable to look at where users start your goal actions from (different pages or calls to action), because many times test variations may not have an overall impact on total conversions but may shift visitors from one action to another. Figuring out where those shifts are will lead to further test ideation and optimizations.

What advice do you have for people looking to explore a career in analytics, testing, optimization, and data application?

Get hands on. If you have a personal website or blog, get a free Google Analytics account and start tracking your site data.

Try running a simple A/B test on your own. There are several platforms that will help you do this with minimal effort (Content Experiments within GA and Optimizely are both great options).

Read the blogs and Twitter feeds of the top minds in the industry.

I’d also recommend getting involved with the Analysis Exchange, an organization that pairs analytics mentors with students to run a free analytics project for a nonprofit business. It’s a great way to get hands on and learn from an experienced digital analyst.

How do you see the industry changing in the next few years?

The industry is moving fast; there are constantly new tools, new faces, and new ways of thinking. But let’s not forget the basics. It’s important not to overlook the simple things as the industry moves toward more advanced and complex tools. I also see privacy as being a growing concern and something the digital analytics industry as a whole needs to address.

Can you give an example of where your expertise had a particularly strong impact in your organization?

I’ve had the opportunity to guide several organizations through product and web development by adding the analytics and optimization layer to the equation. One example I like to give comes from my experience working on mobile app analytics at the Apollo Group. While developing version 2 of our classroom app, I must have made four or five trips from San Francisco to Phoenix to sit in on UX lab studies for how students were reacting to and using the v2 app (throughout various stages of development). After I attended those sessions, I was able to better understand the data we were seeing on the analytics side, and that deeper understanding led to several feature tweaks and enhancements in the v2 app. It was very powerful to see the combination of quantitative and qualitative data come together to influence development to make a better experience for our students.

What have you learned about the potential and limits of digital analytics, marketing analytics?

Data is great. You can learn and understand a lot about your business by looking at your data. But quantitative data is only part of the story—understanding the customer and reading between the spreadsheet rows is important. Pairing quantitative and qualitative data together makes for a much more powerful story than raw data alone. Think about the user!


Kimen Warner

[image: Image]

Senior Product Manager for the Target solution at Adobe



What are the major changes you’ve seen happen in the world of optimization?

The biggest change has been the transition from optimization as a hobby to optimization as a career. When we started doing this 8 plus years ago, nobody had the title Optimization Manager or even anything similar. They were digital marketers or front-end developers interested in the idea of testing and who had a bit of time on their hands. Invariably, when things got busy, optimization fell off the road map and lay dormant for a while. Also, when that one excited person left the company, optimization typically stopped, too. But what we saw was that the person who left would go to a new company and take the concept of optimization and testing with him, and it would grow there, but eventually someone picked it up at the first company. That’s how everything spread. Now we see full optimization teams and companies that are embarrassed if they don’t have a strong optimization program and vision.

What upcoming release are you most excited about?

Our Target Premium release! It comes out in June 2014, right when this book publishes. We’re bringing sophisticated machine learning to the simple point-and-click world of the new Target on the Marketing Cloud. If you’re just manually testing and targeting, you’re undoubtedly missing out on some revenue and lift opportunities because you can only target to segments you know about. Also, there’s just a natural limit to how much you can keep track of and manage on your own.

With Automated Personalization, the machine-learning algorithm automatically looks at all behavioral data available per user and determines which piece of content is best to deliver to that user. The system automatically takes advantage of this data and continues to deliver the best user experience, so you don’t spend time testing before you push a winner. It’s also as easy, or even easier, to set up these activities as A/B activities, so you can see why we’re so excited about this new release.

What’s your favorite test ever?

This might be viewed as a pretty odd one to be my favorite, but I think it’s exciting and a bit scary—both a motivator and a warning for marketers. By segmenting their traffic on a full-site test, Orbitz found that Mac users spent as much as 30 percent more on hotels than Windows users. So they took the next logical step; they showed Mac users more expensive hotels than Windows users. Now, they weren’t charging the Mac users more; they were just reordering the results to show Mac users options they’d most likely prefer. I don’t know the improvement they saw from doing this targeting, but based on the original data they found, I imagine it was high. That’s the motivating part.

The next part is the warning: This optimization got a lot of public attention. News outlets from the Wall Street Journal, CNN, Forbes, NPR, and more reported on the story. And a lot of readers thought that Orbitz was actually changing the price on the same hotel room for Mac users. Not exactly the response Orbitz wanted. There are a lot of takeaways from this example, which is why it’s my favorite test.

What do your most successful customers have in common?

They all have dedicated teams responsible for optimization. That doesn’t mean that marketers outside of the team never use the tools or run tests on their own, but it means that there is a group of people whose sole focus is optimization. That allows them to focus on creating a culture of optimization, sharing best practices, and running a lot of tests to increase the changes of wins. The biggest limiter to customers making money from optimization is the focus. It takes more than having a product to help you do the tests. You need marketers thinking of ideas, technical teams to enable you, creative teams to develop content, and executives willing to take risks. Having a team solely focused on the program is by far the best way to reach scale and make money. And isn’t that the point?

What advice would you give to somebody who’s never done testing?

Just start! Decide on a simple test that takes minutes to create rather than one that will take months. And don’t worry about getting a win on the first test. Just go through the process end to end and get the hang of it. I’d also jump as quickly as possible into automated personalization. Let “big data” work for you and see if you can get ongoing lift by letting a modeling system aid your marketing efforts.

How do you think companies get hung up when it comes to optimization?

By far the biggest hang-up we see is that marketers want to become “experts” in simple A/B testing before they move on to more advanced optimization techniques. That just means they delay big lifts! Yes, it definitely makes sense to understand how A/B testing works and to get some big wins under your belt so your organization will believe in testing and give you some headroom to do more, but then you should immediately stretch yourself. Apply segments to your tests, and then run targeted tests on the different segments. Automate things as quickly as you can—using machine-learning algorithms, collaborative filtering-based recommendations, and other techniques. That’s where the sustainable lift comes.

Hardest part about your job?

The hardest part is definitely managing all of the priorities. There are so many new features, improvements, and even bug fixes we want to build, and there’s never enough time. We’re constantly making trade-offs, and that’s really hard.

How do you think testing and optimization will have changed in five years?

I think the biggest change is that we will all be focusing much, much less on desktop experiences. So much traffic is moving to mobile that marketers will focus most of their optimization efforts there. I don’t think desktop will ever go away, but the traffic numbers will definitely flip between desktop and mobile much sooner than five years from now.

I also think marketers will embrace “big data” to drive their optimization efforts. There is just way too much to do manually and too many proven algorithms that drive impressive results. When online optimization started, it was simple: Just run A/B tests on the website. As marketers get better at optimization and web design, it’s harder and harder to get big lifts from testing. Many of our customers that have been doing this for years get excited when they see a 1 percent lift. Their sites are that good. The additional lift will come from exploiting visitor data to automatically deliver the best experience for that individual rather than for the entire audience.
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integrating with Adobe Target results, 3

Marketing Cloud Audiences segment, 71

mboxes, 37

plug-in for communication with Adobe Target, 123–124

profile data, 38

Adobe Target Advanced

Adobe Marketing Cloud and Adobe Analytics

page implementation, 173–176

reporting, 93, 170–171

RTA (real-time audiences), 171–173

Adobe Marketing Cloud and Adobe Audience Manager, 182–183

Adobe Marketing Cloud and Adobe Experience Manager, 177–182

versus Adobe Target Standard

criteria for using, 42–43

offers not available, 40

optimization of campaigns, 38

running simultaneously, 28

visual display and organization of content, 40

plug-ins, 124–126

Adobe Target Premium, in development, 43

Adobe Target Standard

Adobe Marketing Cloud, 28

Adobe Marketing Cloud and Adobe Analytics

page implementation, 173–176

reporting, A4T component, 167–170

reporting, RTA (real-time audiences), 171–173

Adobe Marketing Cloud and Adobe Audience Manager, 182–183

Adobe Marketing Cloud and Adobe Experience Manager, 177–182

versus Adobe Target Advanced

Adobe Target Premium in development, 43

criteria for using, 42–43

offers, availability of, 40

optimization of campaigns, 38

visual display and organization of content, 40

APIs (application programming interfaces), 126–128

new features, 28

plug-ins, 123–126

user roles, 116

Adobe Visual Experience Composer, 18

activities, setup process, 28

editing options, 34–35

access to parent elements, 36

clicking highlighted components for, 31–32

CSS, 35

elements, deleting and inserting, 36

HTML, 35

layouts, 35–36

links, 35–36

Undo and Redo, 36

Experience A (Control), 31

Experience B, 31

AEM (Adobe Experience Manager) and Adobe Target

content and information exchange, 121, 128

creating activities and experiences, 180–182

Test&Target mboxes

Cloud Services, 177–178

CQ variables, 178–179

DigitalPulse debugger, 180–181

editing mboxes, 180

Affiliate Traffic segment, 72–73

airline websites, targeting with mbox data, 20

algorithm modeling, Recommendations, 139–145

All Traffic segment, 72–73

Analytics Segment Builder. See Adobe Analytics Segment Builder

AOV (Average Order Value) metric, 8, 32

1:1 behavioral targeting, 135

Spotlight reports, 83

Summary reports, 84

APIs (application programming interfaces), 126–128

Activity Copy API, 126

Activity Create/Update API, 126

Activity List API, 127

Activity State API, 127

Activity View API, 127

Audit Report API, 126

Bulk Profile Update API, 126

Folder List API, 127

Get Host Groups API, 127

Landing Page Tool API, 127

Offer Create API, 127

Offer Get API, 127

Offer List API, 127

1:1 Content Report API, 127

Performance Report API, 127

Profile Passing and Offline Conversions Report API, 127–128

Profile Update API, 128

Third Party Campaign ID API, 128

Widget Offer API, 128

AppMeasurement.js, 176

approved activity status, 50

approver user role, 116

archived activity status, 50

Asset Services, Adobe Marketing Cloud, 166

Audience Manager. See Adobe Audience Manager

audiences, 37

in Adobe Analytics, 169

All Visitors or Audiences lists, 30–31

attributes, 68, 70

audiences and custom segments, defining

Add Rule, 37

Browser, 37

Custom Parameters, 37–38

Geo, 37–38, 66, 69

Insight, 66, 71

Marketing Cloud Audiences, 66, 71

Mobile, 66, 70

Operating System, 37

Site Pages, 37–38, 66

Social, 66, 68

Success Metric, 66, 69

Target Library, 37, 66, 69–70

Time of Day & Week, 66, 68–69

Traffic Sources, 37–38, 66–68

Visitor Behavior, 66–67

Visitor Profile, 37–38, 66

Choose Audience button, 30

creating, 59

environmental data, 37–38

Modified column, 36

in other Adobe solutions, 36

profiles

Choose Audience section, 108–109

created in Analytics or Audience Manager, 30

created in Target Standard or Advanced, 30

data types, 38–39

visitor behavior attributes, 67

Visitor Profile, 37–38

shared audience access, 39

Source column, 30

Adobe Marketing Cloud, 30, 37, 39

Adobe Target, Advanced or Standard, 30, 37

vocabulary changes in Adobe Target Standard, 28

Audio Player Mobile audience attribute, 70

Audit Report API, 126

Audit reports, 90

automating optimization
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activity requirements, 133

campaign setup, 134–137

overview, 132–133

process, 134

reporting, 137–139

Recommendations

algorithms, 142–146

creating templates, 141–142

gathering product metadata, 140–141

integrating with Adobe Analytics, 141

overview, 139–140

reporting, 146–147

Average Order Value (AOV) metric, 8, 32

1:1 behavioral targeting, 135

Spotlight reports, 83

Summary reports, 84

B

Baidu, From Baidu Traffic Source attribute, 68

best practices

activities, 61

profiles, 111

segmenting/targeting audiences, 78

testing

building alliances, 9–10

building test or activity road maps, 9

establishing communications about testing early, 9

establishing governance and procedures, 10

investing in training, 9

TMSs (tag management systems), 159–160

Bing, From Bing Traffic Source attribute, 68

<body> tags, global mbox(es), 17

Browser audience selection option, 37

Bulk Profile Update API, 126

C

campaigns. See also activities

modifying and effect on reports, 91–92

1:1 behavioral targeting, modeling goals, 134–135

Reports tab

Graph reports, 85–86

Summary reports, 84

setup with Adobe Analytics reporting, 170–171

Spotlight reports, 83

Cascading Style Sheets (CSS)

content

creating, 40

editing, 35

offers, 48

referencing, 16

“Charles” tool, 18

Chrome Ghostery plug-in, 142

Cloud Services, Test&Target mboxes, 177–178

Code Manager, 175–176

collaboration. See also Adobe Marketing Cloud

exchanging content and information, 121

Ideas page, 121

common user interface, Adobe Marketing Cloud, 166

confidence factor, statistics, 87

content. See also offers

Adobe Target Standard

versus Adobe Target Advanced for available content, 40

vocabulary changes in, 28

creating

Add Offer button, 40

Upload button, 40

customizing delivery, 1

flicker-free pages, 34

modifying

Copy, 41

Edit, 40

Info, 40

Share, 41

organizing, 42

viewing lists, 40

Conversion Rate metric, 32, 49

calculating conversion rates, 86–87

1:1 behavioral targeting, 135–136

Spotlight reports, 83

cookies, data variance in reporting, 91

Core Services, Adobe Marketing Cloud, 166, 183

counting methods, 84–85, 91

CQ variables, Test&Target mboxes, 178–179

Creative Cloud. See Adobe Creative Cloud

CSS (Cascading Style Sheets)

content

creating, 40

editing, 35

offers, 48

referencing, 16

Current URL audience selection attribute, 38

Custom Parameters audience selection option, 37–38

D

Daily Results reports, 90

Device Model Mobile audience attribute, 70

Device Name Mobile audience attribute, 70

Device Vendor Mobile audience attribute, 70

Digg, Social audience attribute, 68

Digital Envoy, 69

digital properties’ goals, 9

DigitalPulse debugger, 180–181

Direct Mail Traffic segment, 72–73

Discover on Premise tool. See Insight audience selection option

DRM Mobile audience attribute, 70

DTM (Dynamic Tag Manager), 7, 156–159, 166

duration factor, statistics, 87

E

editor user role, 116

Element Contribution reports, 52–53, 88–90

Email Traffic segment, 72–73

engagements

digital properties’ goals, 8

Performance Report API, 127

Recommendations, 139, 146

types of, 2

Ensighten, 154–156

$entity5.name placeholder, 142

Environment Mobile audience attribute, 70

environment variables, customer attributes, 8, 97

events

conversion events, 49

entry events, 49

success events, 48

Experience Level Targeting, 77

Experience Manager. See Adobe Experience Manager

experiences

adding to activities, 31–32, 48–49

creating, 59–60

definition of, 6

experience-level targeting, 28
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auto-generated experiences, 135

excluding experiences, 136

Predicted Best Experience, 52

F

Facebook, Social audience attribute, 68

financial organizations, targeting with mbox data, 20, 100

flicker-free pages, 34

Folder List API, 127

fractional-factorial design, MVT (multivariate) activities, 89

full-factorial design, MVT (multivariate) activities, 89

G

Geo audience selection option, 37–38, 66, 69

Get Host Groups API, 127

global mbox(es)

Adobe Target’s Globally Distributed Edge Network, 14, 18, 57

placement of, 16–18, 38

Google

feed format method, Recommendations, 141

From Google Traffic Source attribute, 68

Graph reports, 85–86

H

Hardware Mobile audience attribute, 70

<HEAD> tag section, 14–16

hospitality organizations, targeting with mbox data, 100

Host management, 116–118

HTML
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creating, 40

editing, 35

<HEAD> tag, 15–16
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HTML5 Mobile audience attribute, 70

Huang, Jinzhu, 188–190

I

Impressions reports, 90

Insight audience selection option, 66, 71

Insights reports, 138–139

IP lookups, Digital Envoy, 69

J

JavaScript

AppMeasurement.js file, 176

audience attributes, 70

content, creating, 40

data variance in reporting, 91

mboxCreate, 16–17

mbox.js

downloading, 14–15

referencing, 15–16

offers, 48

VisitorAPI.js file, 176

JavaScript Mobile audience attribute, 70

JavaVM Mobile audience attribute, 70

K

KPIs (key performance indicators)

Adobe Analytics, 144

automating optimization, 132

Recommendations, 147

L

Landing counting method, 84–85

landing pages

1:1 behavioral targeting, 133

Landing Page Tool API, 127

Referring Landing Domain: URL Traffic Source attribute, 68

Referring Landing Page: Query Traffic Source attribute, 67–68

Referring Landing Page: URL Traffic Source attribute, 68

Landing Page Tool API, 127

lead generation firms, targeting with mbox data, 100

List Locations test, 22–23

Location Level Targeting, 77

locations

data variance in reporting, 91

List Locations test, 22–23

Location Level Targeting, 77

Manage Locations test, 22–23

1:1 behavioral targeting, 135

starting testing, 6–7

Usage Locations test, 22–23

M

Manage Locations test, 22–23

marketing box, JavaScript. See mbox.js

marketing box(es). See mbox(es)

Marketing Cloud. See Adobe Marketing Cloud

Marketing Cloud Audiences selection option, 66, 71

mbox3rdPartyId variable, 107–108

>mboxCreate>, 16–17, 21–22

&mboxDebug=1 parameter, 23

mboxDebug=1 parameter, 23, 98

mboxDisable=1 method, 24

mboxDisable=1 parameter, 24

mbox(es). See also mbox.js

A/B/n activities, 51

content

delivering based on campaign rules, 13

injecting, 48

creating, 16–17, 21–22

data

empowering advanced targeting, 20

gathering, 47–48

logging, 14

metadata, 140

passing, usable types, 20

passing parameters, 21–22

debugging, 23–24, 98, 119–120

disabling, 24

Display mbox requests only option, 125–126

experiences, alternatives, 14

functions of, 5, 14

global placement, 16–18

Adobe Target’s Globally Distributed Edge Network, 14, 17–18, 57

integrating

with Adobe Audience Manager, 182–183

with Adobe Experience Manager, 177–182

Locations

List, 22–23

Manage, 22–23

targeting, 77

Usage, 22–23

managing, 22–23

mbox calls

activity priorities, 57–58

step-by-step data flow, 57–58

viewing, 18–20

monitoring usage, 55, 122–123

PCID (personal computer identifier), 98

process steps, 18–20

profile attributes, 101–102

regional placement, 16, 18

SiteCatalyst, 38

TMSs (tag management systems)

DTM (Dynamic Tag Manager), 156–159

TMSs (tag management systems)

advanced uses, 159

Ensighten, 154–156

unique names, 16

usage reports, 122–123

mbox.js. See mbox(es)

Adobe Audience Manager, 183

downloading, 14–15, 173–175

first-party cookies, 19

functions of, 14

placement, before </HEAD> tag, 16

referencing, 15–16

version checking, 173–174

Visual Experience Composer, 18

mboxPC value, 98–99, 105–106

Mobile audience selection option, 66, 70

Modeling Groups reports, 1:1 behavioral targeting, 139

Most Popular Mobile audience attribute, 70

MVT (multivariate) activities

versus A/B activities, 28, 51, 89

Adobe Target Advanced only, 28

Element Contribution reports, 52–53

optimizing activities, 56

Insights reports, 138–139

reports, 88–90

7X2 design, 52

Taguchi approach, 51–53

3X2 design, 52

types

fractional-factorial design, 89

full-factorial design, 89

Myspace, Social audience attribute, 68

N

Network Protocols Mobile audience attribute, 70

O

observer/read-only user role, 116

Offer Create API, 127

Offer Get API, 127

Offer List API, 127

Offermatica. See Adobe Target Advanced and Adobe Target Standard

offers. See also content

Add Offer button, 40

APIs (application programming interfaces)

Offer Create API, 127

Offer Get API, 127

Offer List API, 127

Widget Offer API, 128

CSS (Cascading Style Sheets), 48

HTML, 48

JavaScript, 48

not available in Adobe Target Advanced, 40

1:1 behavioral targeting, 133–137

as tokens, 110–111

offline variables, customer attributes, 8, 97

1:1 activities, 53–54

1:1 behavioral targeting

activity requirements, 133

campaign setup, 134–137

overview, 132–133

process, 134

reporting

Insights reports, 138–139

Modeling Groups reports, 139

Summary reports, 137–138

1:1 Content Reports API, 127

Operating System audience selection option, 37

optimization and testing managers, interviews with

Huang, Jinzhu, 188–190

Seiden, Krista, 193–195

Stamm, Ralph, 191–192

Warner, Kiemen, 196–198

OR and AND operators, 38, 72

Organic Search Traffic segment, 72–73

OS Android Mobile audience attribute, 70

OS Linux Mobile audience attribute, 70

OS Osx Mobile audience attribute, 70

OS Proprietary Mobile audience attribute, 70

OS Rim Mobile audience attribute, 70

OS Symbian Mobile audience attribute, 70

OS Windows Mobile audience attribute, 70

P

Page View counting method, 84–85

Paid Search Traffic segment, 72–73

PCID (personal computer identifier), 98–100

Performance Report API, 127

PII (personally identifiable information), 20

Geo audience attribute, 69

versus PCID (personal computer identifier), 98–100

Pinterest, Social audience attribute, 68

plug-ins, 123–125

predictive learning models, 134

Profile & Audience Services, Adobe Marketing Cloud, 166

Profile Passing and Offline Conversions Report API, 127–128

profiles

attributes, creating, 100

with Adobe Target (user scripts), 102–105

with mbox(es), 101–102

by programming with APIs, 105–107

by programming with APIs, mbox3rdPartyId variable, 107–108

audiences

Choose Audience section, 108–109

created in Adobe Analytics or Adobe Audience Manager, 30

created in Adobe Target Standard or Advanced, 30

data types, 38–39

visitor behavior attributes, 67

Visitor Profile, 37–38

best practices, 111

customer attribute variables, 8, 97

environment variables, 8, 97

offline variables, 8, 97

referrer variables, 8, 97

site behavior variables, 8, 97

temporal variables, 8, 97

data gathering, 14 to 84 days time limit, 99–100

mbox(es)

creating attributes, 101–102

debug window, 98

profile parameters, 21–22, 38

PCID (personal computer identifier), versus PII (personally identifiable information), 98–100

using, 108–109

attributes as tokens, 110–111

Profile Update API, 128

R

read-only/observer user role, 116

real-time reporting, 81
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Adobe Target Advanced only, 28

algorithms, 142–146

creating templates, 141–142

gathering product metadata, 140–141

integrating with Adobe Analytics, 141

KPIs (key performance indicators), 147

overview, 139–140

reporting, 146–147

referrer variables, customer attributes, 8, 97

reports/reporting

Activity reports, 92–93

and Adobe Analytics, 93

Adobe Target Advanced

auditing data, 90

data variance, 91

modifying campaigns, 91–92

multivariate reporting, 88–90

success metrics, 86–88

viewing reports, 82–86

Adobe Target Standard

and Adobe Analytics, 93

viewing reports, 92–93

Audit reports, 90, 126

Daily Results reports, 90

Element Contribution reports, 52–53, 88–90

generated data, 3

Graph reports, 85–86

Impressions reports, 90

mbox usage reports, 122–123

new features, 93

1:1 behavioral targeting

Insights reports, 138–139

Modeling Groups reports, 139

Summary reports, 137–138

Spotlight reports, 83

statistics

behind reporting, 86

interpreting, 87

Success Metrics reports, 86–88

Summary reports, 84

versus traditional analytics, 82

retailers, targeting with mbox data, 20, 100

RPV (Revenue Per Visitor) metric, 8, 32

1:1 behavioral targeting, 135

Summary reports, 84

S

Satellite Tag Management. See Dynamic Tag Manager

Scene7. See Adobe Scene7

Screen Height Mobile audience attribute, 70

Screen Width Mobile audience attribute, 70

Script Attribute, 102

search engine marketing (SEM), landing page tests/activities, 55

Search engine query Traffic Source attribute, 68

segmenting/targeting

audience attributes, 65–72

Add Rule, 37

Browser, 37

Custom Parameters, 37–38

Geo, 37–38, 66, 69

Insight, 66, 71

Marketing Cloud Audiences, 66, 71–72

Mobile, 66, 70

Operating System, 37

Site Pages, 37–38, 66

Social, 66, 68

Success Metric, 66, 69

Target Library, 37, 66, 69–70

Time of Day & Week, 66, 68–69

Traffic Sources, 37–38, 66–68

Visitor Behavior, 66–67

Visitor Profile, 37–38, 66
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activity requirements, 133

campaign setup, 134–137

overview, 132–133

process, 134

reporting, 137–139

profile information, 99–100

segmenting audiences

Add Segments, 74

Affiliate Traffic, 72–73

All Traffic, 72–73

Analytics Segment Builder, 172

best practices, 78

custom segments, 74

Direct Mail Traffic, 72–73

Email Traffic, 72–73

Organic Search Traffic, 72–73

Paid Search Traffic, 72–73

targeting activities, 75–76

best practices, 78

targeting levels, Advanced version

Activity Level, 76

Experience Level, 77

Location Level, 77

targeting levels, Standard version, 77

segments. See audiences

Seiden, Krista, 193–195

SEM (search engine marketing), landing page tests/activities, 55

Session Expiry Attribute, 102

7X2 MVT (multivariate) activities, 52

site behavior variables, customer attributes, 8, 97

SiteCatalyst. See Adobe SiteCatalyst

Site Pages audience selection option, 37–38, 66

Social audience selection option, 66, 68

Spotlight reports, 83

Stamm, Ralph, 191–192

Streaming Mobile audience attribute, 70

Success Metric audience selection option, 66, 69

Success Metrics reports, 86–88

Summary reports

in Adobe Target Advanced, 84

1:1 behavioral targeting, 137–138

Swap Image, 32

T

tag management systems (TMSs)

advanced uses, 159

best practices, 159–160

DTM (Dynamic Tag Manager), 156–159

Ensighten, 154–156

future of, 159

leveraging for implementation, 154–158

overview, 152–154

passing data to mboxes, 158

Taguchi approach, MVT (multivariate) activities, 51–53

Target Advanced. See Adobe Target Advanced

target-global-mbox, 17–18

targeting/segmenting

audience attributes, 65–72

Add Rule, 37

Browser, 37

Custom Parameters, 37–38

Geo, 37–38, 66, 69

Insight, 66, 71

Marketing Cloud Audiences, 66, 71–72

Mobile, 66, 70

Operating System, 37

Site Pages, 37–38, 66

Social, 66, 68

Success Metric, 66, 69

Success Metrics, 69

Target Library, 37, 66, 69–70

Time of Day & Week, 66, 68–69

Traffic Sources, 37–38, 66–68

Visitor Behavior, 66–67

Visitor Profile, 37–38, 66
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activity requirements, 133

campaign setup, 134–137

overview, 132–133

process, 134

reporting, 137–139

profile information, 99–100

segmenting audiences

Add Segments, 74

Affiliate Traffic, 72–73

All Traffic, 72–73

Analytics Segment Builder, 172

best practices, 78

custom segments, 74

Direct Mail Traffic, 72–73

Email Traffic, 72–73

Organic Search Traffic, 72–73

Paid Search Traffic, 72–73

targeting activities, 75–76

best practices, 78

targeting levels, Advanced version

Activity Level, 76

Experience Level, 77

Location Level, 77

targeting levels, Standard version, 77

Target Library audience selection option, 37, 66, 69–70

Target Standard. See Adobe Target Standard

templates
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Flash, 142

HTML, 141–142

testing with, 142–145

temporal variables, customer attributes, 8, 97

testing

A/B/C tests, 2

A/B tests, 5–6, 51

current limitations, 28

algorithms or templates, 142–145

best practices

building alliances, 9–10

building test or activity road maps, 9

establishing communications about testing early, 9

establishing governance and procedures, 10

investing in truing, 9

data returned, value of, 3

definition of, 2–3

digital properties’ goals, 8

flicker-free pages, 34

guidelines for starting

awareness of traffic segments consuming content, 7–8

ease of implementation, 7

landing pages, 7

pages with high traffic content, 6

List Locations test, 22–23

for quality assurance

debugging campaigns, 119–120

host management, 116–118

with targeting conditions, 118

viewing experiences in Standard, 118–119

ROI (return on investment), 3

T-tests, 86

testing and optimization managers, interviews with

Huang, Jinzhu, 188–190

Seiden, Krista, 193–195

Stamm, Ralph, 191–192

Warner, Kiemen, 196–198

Test&Target. See Adobe Target Advanced

Test&Target mboxes

Cloud Services, 177–178

CQ variables, 178–179

DigitalPulse debugger, 180–181

editing mboxes, 180

Third Party Campaign ID API, 128

3X2 design, MVT (multivariate) activities, 52

Time of Day & Week audience selection option, 66, 68–69

time zones, data variance in reporting, 91

TMSs (tag management systems)

advanced uses, 159

best practices, 159–160

DTM (Dynamic Tag Manager), 156–159

Ensighten, 154–156

future of, 159

leveraging for implementation, 154–158

overview, 152–154

passing data to mboxes, 158

traditional analytics, versus Adobe Target reporting, 82

traffic

landing page attributes

Referring Landing Domain: URL Traffic Source, 68

Referring Landing Page: Query Traffic Source, 67–68

Referring Landing Page: URL Traffic Source, 68

segmenting audiences

Affiliate Traffic, 72–73

All Traffic, 72–73

Direct Mail Traffic, 72–73

Email Traffic, 72–73

Organic Search Traffic, 72–73

Paid Search Traffic, 72–73

testing guidelines for starting

awareness of traffic segments consuming content, 7–8

pages with high traffic content, 6

Traffic Sources

audience selection options, 37–38, 66–68

From Baidu Traffic Source, 68

From Bing Traffic Source, 68

From Google Traffic Source, 68

Search engine query, 68

URLs (uniform resource locators), 67–68

From Yahoo Traffic Source, 68

Traffic Sources audience selection option, 37–38, 66–68

travel organizations, targeting with mbox data, 100

T-tests, 86

Twitter, Social audience attribute, 68

U

URLs (uniform resource locators), Traffic Sources, 67–68

Url Shorteners, Social audience attribute, 68

Usage Locations test, 22–23

user management, roles, 116

user scripts, 102

V

Video Player Mobile audience attribute, 70

VisitorAPI.js., 176

Visitor Behavior audience selection option, 66–67

Visitor ID Services, 173–175

Visitor Profile audience selection option, 37–38, 66, 99

Visits/Visitors counting methods, 84–85

Visual Experience Composer. See Adobe Visual Experience Composer

W

Warner, Kiemen, 196–198

Web Browser Mobile audience attribute, 70

Widget Offer API, 128

Y

Yahoo, From Yahoo Traffic Source attribute, 68

Year Released Mobile audience attribute, 70
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Parameter Description

clientCode  (Required) A valid T&T client code.

mbox (Required) The mbox name.

mboxeC (Required) The T&T profile ID of the user associated with the passed-in segment
data.

mboxHost (Optional) The mbox host. The default value is offline.offermatica.com.

mboxParam  (Optional) A list of name/value pairs to pass into the mbox for targeting content.

profile.Name (Optional) A list of name/value pairs with the names prefixed with "profile.", which
signals TET to store the name/value pair in the user profile.

Version ‘Specify which version of the APT you want to use. Set this to version=1 unless there
is a different version described in the documentation.

Inspect the query reponse.
The query response uses the following XML structure:

<response>
<sliccess>true</success>
<pCld>124252</pcld>
</response>

Tag Description

success Indicates the success of failure of the query.
true: success

false: failure.

peld  The user's unique identifier. Shown only when success = true.
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1. | if (luser.get('twogroups')) {

var ran_number=Math. floor(Math. random() *99);
5. if (ran_number <= 49) {

7. | return 'GroupA';

9.} else {

11. | return 'Groups';
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<div class="mboxDefault™>
<!---Content that the mbox is surrounding -->
</div>

<script typs

"text/javascript”>mboxCreate('my_mbox'):</script>
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offermatica.com&profile.products_owned=Adobe_Target&version=1






OEBPS/Images/image00339.jpeg
<div class="mboxDefault">
<!---Content that the mbox is surrounding -->
</div>

<script type="text/javascript">mboxCreate('my_mbox', 'mbox3rdPartyId=
CA12345678'):</script>
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<div class="mboxDefault”>
<!---Content that the mbox is surrounding -->

</div>

<script typ
</script>

text/javascript">mboxCreate(’ search_results_page');
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<div class="mboxDetault">
<!---Content that the mbox is surrounding -->
</div>

<script type="text/javascript">mboxCreate('search_results_page’,
"profile.origin=<korigin_airport%', 'profile.destination=
<%destination_airport%');</script>
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Welcome to the site people from ${user.geostate}!
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<script type="text/javascript >

/*T&T to SiteCat v4.1

>Response Plugin®/

window.s_tnt = window.s_tnt || '', tntVal = '$[campaign.
id}:$[campaign.recipe.id}:$[canpaign. recipe. trafficType}, ';
if (window.s_tnt.index0f (tntval) == -1) [

window.s_tnt += tntVal
}
if (typeof mboxCurrent != 'undefined’ && mboxCurrent.getFetcher().
getType() == 'ajax' && (window.s && window.s.t1)) [

var Ttv = s.linkTrackvars;

var Tte = s.linkTrackEvents;

s.TinkTrackvars = 'None';
s.TinkTrackEvents = 'None';
s.t1('TnT", ‘o', 'TnT");
s.TinkTrackvars = 1tv;
s.TinkTrackEvents = Tte;

}

</script>
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<strong>Campaign Information:</strong><br/>

Campaign Name: <span class="newtextl">${campaign.name}</span>
<br/><br/>

Experience Name: <span class="newtextl">${campaign.recipe.name}
</span> <br/>

Your Session Id: <span class="newtextl">${user.sessionId}</span>
<br/><br/>

Today is: <span class="newtextl">${user.dayofvisit}</span> <br/>
Your PC Id: <span class="newtextl">${user.pcId}</span> <br/>

This is your <span class="newtextl">${user.visitnumber} visit.
</span> <br/>

Your Operating System: <span class="newtextl">${user.os}.</span>
<br/>

Your Browser is: <span class="newtextl">${user.web_browser}.
</span> <br/>

<br/><br />
<strong>Geographic Variables:</strong>
<br/>Zip Code: <span class="newtextl">${user.geozip}</span> <br/>

City: <span class="newtext1'>${user.geocity}</span> <br/>

State: <span class="newtextl">${user.geostate}</span> <br/>

Region: <span class="newtextl">${user.georegion}</span> <br/>

DMA: <span class="newtextl">${user.geodma}</span> <br/>
Country: <span class="newtextl">${user.geocountry}</span> <br/>

Latitude: <span class="newtextl">${user.geolatitude}</span> <br/>

PC ID: <span class="newtextl"s${user.pcId}</span>





OEBPS/Images/image00322.jpeg





OEBPS/Images/image00323.jpeg





OEBPS/Images/image00243.jpeg
Referrer Variables

+Referring domain
+ Campaign ID

- Affliate

-PPC

+ Natural search

- Direct/bookmark

Site Behavior Variables Environment Variables
- Customer/prospect - IP address
+ New/return visitor + Country of origin
- Previous visit patterns ~Time zone
«Previous product interests | | + Operating
—top level system
+ Previous product interests | | +Browser type
~ low level +Screen
+Searches resolution
« Previous online purchases
+ Previous campaign ¢
exposure
+ Previous campaign
responses

e

Highly Predictive
Anonymous Profile

Temporal Variables
+Time of day

- Day of week

+Recency

- Frequency

Offline
Variables






OEBPS/Images/image00242.jpeg
Average Order Rate

Experience A
Control]

Exerience

Experience € @

o

Experenced

Experience

Experience A [Control]
Experience
Experience € @

Experience D

20131008 | @ | | 20131015 B | Audence: All Qualed Visors (defou)
Visitors Converson fate e
2538% %
7% 5% s57%
2557% 1009% asox
2489% 1006% ey






OEBPS/Images/image00241.jpeg
Conversion

oate Vistors s TotaiSaios aov RV
s 1255 012%(13) o271 sis2 s002
Eon 10170 o13%(18) 74790 sarss s00s
amna 2 135011 $39800 s3600 5005
amne sss11 o4%22) s7s84 ssads s005
o a9n4 14515 oe%2) s66669 3175 s005
04 19103 oe%@n 509528 ss6 s005
i 16088 o1s%@n sisess sasss s003
iz 12221 016%20) sos7as 280 soor
nsne 1207 o1%(14) saor0 s1013 s002
e 102 014%(16) sa7195 52050 004
ansine 27 000%(0) s000 = 000
ol 14 -3nsita 135070 o13(183) ssan2e a1 004
asia 1261 o1s%(8) saor22 s262 004
w4 im3 013%(19) 6346 s243 009
e 12 015%(13) 850005 ssoar 5006
amne 18525 012%(19) s37001 stoar s002
s amne 14508 o10%23) se0735 szom0 s005
o 19107 022462 s103556 s2460 5005
i 16075 016%(26) 02017 sws7 5006
a2 12428 o18%(7) sss23n 2240 s003
s 12928 015%(19) s6016 S350 5006
anaine 11798 018%(19) sssrn stes 5003
s 2 000%(0) 000 = s000
ont s -ansns 13169 o16%@15) ssaea saros so0e
asns w27 0174(19) s36509 s1026 5003
Ty T Ty Ty =TTy s






OEBPS/Images/image00240.jpeg
Prodictod Bost Exporionce 7

hide stats

Toxt Location
Button Location

v Button Color
Total

Bottom (3) 4913%  2693%  9277%

Middle (2) 6012%  4880%  9672%
Red () -

109.25%






OEBPS/Images/image00239.jpeg
Type | SuccessMemicsReport |+ | @  HostGroup | Producton -Je
Datorange | Litof Campaign - Fom [3 ] [10 201 [~
Coutng method | Vistor - Conol [TopTopGreen |+
Sucoosa maric | Conversion P Days [ Anysay &
Evauate success by | onversion Ao =
Exciude oxvoms orders @
770 | save setings | | Downioad CSV
Exporienco. Vatos  <Dspaymboxes | xCicks  xComversion
Campaign Te0 10000 Towk(sse)  341%(2ed)
Top-TopGroen [CONTROL] a0 10000% (65 7I6KED  208%(18)
Top-Mid-Blue s 10000% (873 e78R(R) | 3881
TopBotRed s 10000%(839)  BsRES)  072%(6)
it Top-Blue s 10000% (863 | 7aBRE2)  093%(E)
MidMidRed s 10000% (85 | TURED  481%0)

To <) [18 7] [eoa
Sogment ® Al

Female

Male

~ inresing segment
swed - -
208% (19)
sssm@)  T0s%
orznE)  assek
ook ssaok

as1%40)

121%

e

s129736.00

1100000

S16937.00

s208100

$445100

2822000






OEBPS/Images/image00238.jpeg
Spotight | Eat | Ropors | CnangoLog

e [Gaph 20 oo |Producion
Detange Lol Canpaon i <) e 1= o[ 12 [18 [ [me I

P — e = p—
EDUmede

Suvossmeric A1 subsctptons oy
oo RastotWord

Pt | Comverson e [-
Now Visor
@ Exiuto axtama otes © Roniming Visor

Days | Anycay >

* inerosing segment

SaveSotings | | Downiond oY |

Cumulatvo onversion Rae - (ar 5, 2014 1200 AM- W 15,2014 1159 PM)

= ot
= nre
[y






OEBPS/Images/image00237.jpeg
St 61| Pepors | Craroton
- 0 Honcou [Faen o
i [Ty 5 e
T 5 exnEe
e e 5 oo
e e =
e m—
D | sovo setgs | | Domnoadosy
e Vet
Campaign 100.00% (406,438) 0.15% (609)
@ Control [CONTROL] 3032% (135418) | 0.14%(183)
e —— U I
=Y Predators. 33.32% (135420) 0.16% (211)

BIETRE To s [+ 1 [+ [z
= Sogrant. ® A1
EoUmose
- oy
Goo: RasotWord (rt.
Goo- U™
Now it
FotuningVisior™
= resing segren:
Ao RV sae
— e soos | sz
= ~ s s sseseze
2% sooe sooe  sseveds
1530% ss60 | s005  saseads

Engagement

000 (0.00)

000(000)

000(000)

000(000)






OEBPS/Images/image00236.jpeg
‘Campaign Totals

406,388 0.15%

A Data Overview _ Graphs of key campaign results.

53016

5005
[

Winning Experience: Aliens.

Visors Vit Gonversion Rate
sz naex 32 1ex osex
33.36% 3see3 tors) +17.32% 1 0.16% @15 con)
Average Ordor Vaive Revnue por Vistor
oty ssro suas
a i i i .
—n $32:47 s +13.28% 5005 st
W Contol W Alens. W Predators






OEBPS/Images/image00235.jpeg
etingCloud > Target

Campaigns @

< G Campain = | /' Eatiavet | oo

Searn . . g

Sty e ) &

‘Acom - SEM - FC - Templates Landing - Ordar (Winner)

Unwintan7om  UiminLassodmn

(Dev) Acom Buzzword Open S
acobuiom LandngPage npuon L1 Las7 Oar

(DEV) Adobo.com - ANZ - APACDO08 APAC Downloads page marquse

(Dev) Adobe com - EMEADOOS cet ukifide 20131219

UninLanz00ms

(DEV) Adobo.com - EMEADS10 DEIFRIUK VO Festures pod

(DEV) Adobo.com - HKC_EN - APACEO08 APAC Downi

page marquea test

No winneryot.

No winnoryo.

No winneryet.

"o winaer yet

ongoing
Prudonin o

ongoing

ongoing
Emienin oo

ongaing
Proionin e

ongoing

ongaing
o P






OEBPS/Images/image00234.jpeg
Last

Average Order Rate 20000 | @ | | 021015 @ | Accence A uaiin itors ety B R eemon
ity
e aaon
s ;
e = 3 o iria
i
Eowees L)
5 as
oo @ 4
e H 2 s e epasing
: From Bing.
e e
= 140% From Yahoo
[ Vit Conrionae m conttenen
[S— R Y < i
[S— w2 asm  m s —
e . o - -
[o— [ — wn wwn _—

Ay 000% 10528 s 2 2,





OEBPS/Images/image00324.jpeg
Quarteriionth Q213/Api | Q213May | Q213uune | Q313uuly Q3'13/August | Q3'13/September | Q4'13/0ctober.






OEBPS/Images/image00327.jpeg
<HEAD>
<TITLE>Title of webpage</TITLE>

<Tink rel="stylesheet" href="abc.css" type="text/css">
<script sre="xyz.js"></script>

<script sre="/directory/scripts/mbox. js"></script>
</HEAD>





OEBPS/Images/image00328.jpeg
<div class="mboxDefault”>
My default content goes here.
</div>

<script type

'text/javascript">mboxCreate('my mbox');</script>





OEBPS/Images/image00325.jpeg





OEBPS/Images/image00326.jpeg
<HTML>

<HEAD>

<TITLE>Title of webpage</TITLE>
</HEAD>

<BODY>

CONTENT OF WEBSITE

</BODY>

</HTML>





OEBPS/Images/image00331.jpeg
mboxCreate( 'my _mbox ', 'origin_city=MDW






OEBPS/Images/image00332.jpeg
<div class="mboxDefault”>
</div><script type="text/javascript"s

mboxCreate('orderConfirmPage', 'productPurchasedId=PRODUCT ID FROM
YOUR ORDER PAGE, PRODUCT ID2, PRODUCT ID3','orderTotal=ORDER TOTAL
FROM YOUR ORDER PAGE','orderId=ORDER ID FROM YOUR ORDER PAGE');

</script>





OEBPS/Images/image00329.jpeg
<body>
<div class="mboxDefault">
</div>

<script type="text/javascript“>mboxCreate('global_mbox");
</script>





OEBPS/Images/image00330.jpeg
http://adobe.tt.omtrdc.net/m2/adobe/mbox/standard?mboxHos
ww. adobe . com&mboxSession=1388972301344-258575&mboxPC=13887719
20723-34909. 17_06&nboxPage=1388972995477-8696018sreenHei ght=1440&sc
reenWidth=25608browseriidth=21928browserHeight=16528browser
TimeOFfset=-360&colorDepth=24&aamseg=seg¥3DRB-685472&mboxCount=
18mbox=cms-adobecon_en_index_TopOfBody2&mboxId=0&mboxTime=
1388951395876&mboXURL=ht tp%3A%2F%2 Fwww . adobe . com%2FémboxReferrer
R






OEBPS/Images/image00193.jpeg
By A0V > $100 e






OEBPS/Images/image00192.jpeg
@ Adobe Marketing Cloud > Target

Help

4 Aliens vs Predators A/B Test

Audience Experiences

It Choose Audience @ Addxperiences






OEBPS/Images/image00191.jpeg
@ Adobe Marketing Cloud > Target Help

Activity

Objective

est hethr aliens o predotors e mare fctive ot fghting






OEBPS/Images/image00190.jpeg
© Adobe Marketing Cloud > Target

[ ¥e) = Activities (4 of 4)

Activities D~ se o P
Audiences Name ot Last Updited by
Content et More Bacon Test e .
Setup
e Desgntes - . ‘
an ) Qe 5

Heroes to Orders 4-Woy Test Q e n






OEBPS/Images/image00189.jpeg
@ Adobe M

®

Feed

Boards

Assets

Soluti

Analytics

Target

Social

Media Optimizer

= Welcome to Adobe Target

N =

arget Advance Mobile A






OEBPS/Images/image00188.jpeg
Aliens vs Predators A/B Test

Experience A [Control] Experience B £} +

Produds  BusinessSolutions  Support & Leaning

Expand Selection
Students, teachers and schools

Novigate to this link = All-new
5 Lightroom 5
Adobe & Neolane ishere. | =71

‘Adabe announces intent to acquire Neolane - /
\

eam more 1 \






OEBPS/Images/image00187.jpeg
‘Mbox Debug Window (version: 40

Page: v adobe conTmboxDebug=1
Referrer.

+ Enablo: true
+ Cookies: AWID=10.116:66.9.137754612110% fd.sesion=; AMCY._udoberncspb=MCGID- 13895597765 1CS20662567945183273 7366221 2052509076328 TCMCGLH
1389559776%7CS5%TCMCVIDATC2906D36FAS 1 63598-400001 A3603DEF3857CVCGDY 1 3890413765%7C 1005 TCMCGDC- 1389041 3765 TCN: gnavHostMS=ims.
nal adobelogin.com; gnavHOSIDP=dobeid-nal service adobe.coms; gavClienID=adobedotcoml _adobe dmdbase__|=done; s sq=%SB%SBB%SD
§_s6s5=52105_cpo%3DIOSB%20s_co%3DrueSkIB%205.ppve3D-5BG205_q%IDEIB: 5 v=[CS)vI2S06DIGFSS 163598 400001 A36O3DSFIKICE],sam. =g ¥3DRE-
85472 am_unid=S2066256794518327373662212052S090T6328; 5 pers=1420s_ (% 3D6ISUFTEAECIAAA-
‘0C38DB72C3IBIBRTCIAS2045981720%BS20s vs%3DI%TCI38897ST81722%3B% 2 gV 3Dadobe comseC138897S781725%3B5%20_1e%3D1 3889739817217
Repeat®tTCI4200998172753B; (i s=47B %22V 2% 123N 2%2CH 221 R22%IA 1 ¥2CH2 % DRI eIS436 929762157 e50¢.
525522 2CR 22022 HIAKTB 22 ownloads 22K 2 NoRe 22 TD R ICK RIS SHICH LA EINT MG www dobe comEIFHAICS:
mbox=PCHL38K771920723-34909.17.06#139018724icheckiiruoh 388977106 sessons | 388977645757.237633¢ 1 889795061dcbug# 191 88980347 s comtrue;
feas1388977647351:
SessionPersistence=PROFILEDATAS3 A3 Davatart253D % 25 2FekE25 2Fdesigns 6252F e aulS252Fimages 625 2Fcolib 25 Favaae prg 425 2Cpuh %25 3D%252Phome 2521

+ Factory: tfuult
" pageld: 13889TTHSTST-237633
© mbuxPC; 1388T7192072334909.17.06
© sesiontd: 1388TTONS7ST 237633

© 1. ‘cmsadobscom en index TopOMBody?
= parameters: ScroenHcighi=1440, screen Widh=2560, browserWidt=2192, rowserHelht=1652, browserTimeOffct=-360,colorDepth=2, aamscg=eg=RB-685472
= hapfladobe somirde netmadobeimbosistandardibostost=—ww adobe comboxSession= 138897 7645757237633 omboxP C 1388771920723
34909.17_066mboxPager 1385977645757
237633 &screentlelhte 440 &screenWith=2560 browser Width=2192 &brovwserteis
585472 &mborCount=1 &mbox=cns-
adobecom..en_index_TopOfBods2&mboxli=0dmbasTims

‘cs-adobeson e index. BotonOfBody
= parameters: scroaHcight=1 40, screen Widh=2560, browserWidh=2192, browscrHelght=1652, browserTimeOffct= 360, colorDepihe24,aamscgeseg=RB-685472
b adobe s omrde net2ladobelmbox/stondard?bosHost=www b commboxSession=138897 1645757237633 amboxPC -1 38877 1920723.
34909.17_06mboxPage=1383977645757-
237633 &screenteighi= 1408screenWiddh=2560 &browserWidh=2192 &browser eighi=
685472 mboxCount=2&mbo=cms-
adobecom. en_indes_BotiomOyBodykmboxid=0dmbosTime= 13889560471 508mbaxURL= epSh3A%2F 52w adobe comS2F 53 FmboxDebus 53D mbosRefern

RIDRS-

S28browserTineOffiet=-360&colorDepth=24 &aamse

1388956046299 ombaxURL=HapSeIAS2F %2 adobe comSE2E 63 FmboxDebug %301 &mboxReferer

1652 browserTimeOffet=-3604colorDepth=24Saamseg =ses S3DRB-






OEBPS/Images/image00186.jpeg
Adobe Marketing Cloud > Target

Campaigns » Campaigns @

Offers > | &3 Create Campaign ~ | /' F
Segments » UMZZS E
Display > ——————
Mobile »

Ideas »

Configuration »






OEBPS/Images/image00185.jpeg
1. Visitor's browser ---
requests a page from
your server

2.Afirst party cookies set ---- -~ wwwyoursite.com
and browser renders page

including mboxes

Visitor's
Browser |~~~ 3.Each mbox calls Adobe's -~

Edge Network with
page and session
information

- 4. Adobe returns the -~

content location based

on the rules of your Adobe

Eamiaion





OEBPS/Images/image00184.jpeg
& Adobe Marketing Cloud

Target

Implementation

Enabling Testing and Torgeting Essentials
o use the new Vsl ExperienceCamposer,you mist downlos and upoad the o e your web server.

A\ mportant
T Moo eference st be plced imeditely bfor thecos of the head 45 (el ather syehet or crpt decrstions):

Sampl code

<Ltk zole"atylosheot hrote"abe.ces” types"text/ces>
<ecript. sroaye. Ju"></acript>
<aceipt sconheeps//youcaisa.con/path/to/mbox.

s</aceipe

Anyscptor S decrationsthatappesr sher e s decraton il be moved by hebrowserntoth body ofthe webpoge, ind coud
impacthe sppearance o perfomance of yourwebste

© Foraddtionanstructons on how 0 et upandrstall the mboxsle,plesse it ourhelp documentton regrding mplementtion.





OEBPS/Text/nav.xhtml

  
    Guide


    
      		Start Here


      		Contents


      		Cover


    


  
  
    Table of contents


    
      		Title Page


      		Copyright Page


      		Acknowledgments


      		Contents


      		Getting Started
        
          		Who is this book for?


          		What’s in the book?


          		About Classroom in a Book


          		Prerequisites


          		Additional resources


        


      


      		1. Adobe Target and Optimization Today
        
          		What is testing?


          		What is optimization?


          		Adobe Target: Key concepts that enable testing


          		Where to start


          		Understanding your digital properties’ goals


          		Best practices


          		Summary


          		Review questions


          		Review answers


        


      


      		2. Enabling Optimization with the Mbox
        
          		How the mbox works


          		Giving data to the mbox


          		Managing mboxes


          		Summary


          		Review questions


          		Review answers


        


      


      		3. Using Target Standard
        
          		What’s new


          		Creating activities


          		Working with the Visual Experience Composer


          		Audiences


          		Content


          		When to use Target Standard vs. Advanced


          		What’s coming?


          		Summary


          		Review questions


          		Review answers


        


      


      		4. Activities: Key Tools in Your Optimization Tool Belt
        
          		Activity themes


          		Activity types


          		Creating an activity


          		Best practices


          		Summary


          		Review questions


          		Review answers


        


      


      		5. Segmentation and Targeting
        
          		Defining an audience


          		Using segmentation


          		Targeting segments


          		Best practices


          		Summary


          		Review questions


          		Review answers


        


      


      		6. Understanding Test Results: Real-time Reporting
        
          		Taking action


          		Reporting in Target Advanced


          		Reporting in Target Standard


          		What’s new


          		Summary


          		Review questions


          		Review answers


        


      


      		7. The Adobe Target Profile: The Key to Advanced Optimization
        
          		Understanding the profile


          		How to create profile attributes


          		How to use profiles


          		Using profile attributes as tokens


          		Best practices


          		Summary


          		Review questions


          		Review answers


        


      


      		8. Exploring the Adobe Target Mechanics
        
          		User management


          		Testing content


          		Collaborating


          		Monitoring mbox usage


          		Adding plug-ins


          		Using APIs


          		Summary


          		Review questions


          		Review answers


        


      


      		9. Speeding Up with Automation
        
          		Automating optimization


          		Targeting to the individual


          		Making Recommendations


          		What’s coming


          		Summary


          		Review questions


          		Review answers


        


      


      		10. Adobe Target and Tag Management: The Future of Testing
        
          		What is a tag management system (TMS)?


          		Leveraging TMS for implementation


          		Mboxes love data


          		Advanced use cases


          		Best practices


          		Summary


          		Review questions


          		Review answers


        


      


      		11. Integrating with the Adobe Marketing Cloud
        
          		The Adobe Marketing Cloud


          		Integrating with Analytics


          		Integrating with Experience Manager


          		Integrating with Audience Manager


          		What’s coming in the Marketing Cloud


          		Summary


          		Review questions


          		Review answers


        


      


      		A. Interviews with Target Professionals
        
          		Jinzhou Huang


          		Ralph Stamm


          		Krista Seiden


          		Kimen Warner


        


      


      		Index


    


  


OEBPS/Images/image00183.jpeg
gt Hep @ L

= Welcome to Adobe Target

Target Advanced

[T ] * e

« tanen






OEBPS/Images/image00182.jpeg
- 1.Visitor's browser -
requests a page from
your server

2. Afirst party cookie s set -===-=+| www.yoursite.com
and browser renders page
including mboxes

Visitor's
Gaer | 3. Each mbox calls Adobe's
Edge Network with
page and session
information

4. Adobe returns the

content location based

on the rules of your Adobe

campaign






OEBPS/Images/image00181.jpeg
Site Behavior Variables Environment Variables Referrer Variables
+IP address +Referring domain
- New/return visitor - Country of origin - Campaign ID
+ Previous visit patterns +Time zone - Affliate
~Previous productinterests | | - Operating -PPC
~ top level system +Natural search
«Previous productinterests | | « Browser type - Direct/bookmark
~ low level +Screen
-Searches resolution
+Previous online purchases Temporal Variables
« Previous campaign l +Time of day
exposure - Day of week
- Previous campaign +Recency
responses + Frequency
R
Offline
Variables
Highly Predictive
Anonymous Profile






OEBPS/Images/image00180.jpeg
.






OEBPS/Images/image00179.jpeg
w‘
I3 Adobe Creative Cloud for teams ? P,
S,

Everything about it is flexible.
Except for the end of this offer. b

Don't mss yous chance tolock i 0% savings o Up o o,

mhomie, e &g
POsand pay up front To order, call 1-877.702-3623. L4 E
diae gﬂ‘ ’

ER—— s r— [






OEBPS/Images/image00178.jpeg





OEBPS/Images/image00177.jpeg
JAN

Adobe





OEBPS/Images/cover00344.jpeg
A Guide for Marketing, Business, and IT Professionals

CLASSROOM IN A BOOK'

The official training workbook from Adobe

Brian Hawkins and Lily Chiu-Watson





OEBPS/Images/image00213.jpeg
Adobe Marketing Cloud > Torget vep @ 2

)
® = Welcome to Adobe Target






OEBPS/Images/image00212.jpeg
1. Visitor's browser ---
requests a page from
your server

2.Afirst party cookies set ---- -~ wwwyoursite.com
and browser renders page

including mboxes

Visitor's
Browser |~~~ 3.Each mbox calls Adobe's -~

Edge Network with
page and session
information

- 4. Adobe returns the -~

content location based

on the rules of your Adobe

Eamiaion





OEBPS/Images/image00211.jpeg
Time: After Work (W-F)
view regort

e
view report
Ciked b
oter
view repont
Search: Google
iew report

Search: MSN
view regort

Search: Yahoo
view regort

Time: Bofore Work
wF)

iew report

Time: During Work
(wF)

iew report

Time: Weekends.
view regort

“The aigorinm found segment Time: Afer Work (M-F) relevant for experince L &
“The aigortnm found segment Time: Afer Work (W-F) refevant or experience M 5

“The algorthm found segment Aggregate Search relevant for experence Ky &
“The aigorthm found segment Ciked S Offr relevant for experience U &

The aigorfmfound segment Search: Googe' relevant for experence Mt &
“The algorithm found segment ‘Search: MSN relevant for experience Mt &

“The agorihm found segment:Search: Yahoo relevantfor experience S &

“The aigortnm found segment Time: Before Work (W-F} relevant fo experience "t &

“The aigortnm found segment Time: During Work (W-FJ relevant for experience Susssssssss &

“The aigoriinm found segment Time: Weekends'relevant for experience L.






OEBPS/Images/image00210.jpeg
Expertence. Vit
= campaign 10000% (100507
Tosting Tratc.(CONTROL] 299% 10,039

istor Targeted 015 @071

Comnversion
12700 (12,762)

un
a7

Confidence






OEBPS/Images/image00209.jpeg
Predicted Best Experience 7 hide stats
(Pool |  FElements  WinningAfternatives  Lift Influence Confidence

o SubmitButton  Price (2) 881%  8589%  99.47%
=] Headiine Free Emphasis (2) 357% 1409%  98.69%
4 Offer Dollars Off (1) - - =
Total 12.38%

Green - element contrbution is significant and confidence level is above 90%.
Orange - element contrbuton is significant but confidence level s below 80%.
Grey - element contrbution is not significant.






OEBPS/Images/image00208.jpeg
Experience A

Experience B

Experience C

Experience D

Alternative 1

Alternative 2

Callo Action

Aternative 1 (1)

Alternative 1 (1)

Altemative 2 (2)

Allerative 2 (2)

Callto Action

Allemative 1

Altemative 2

Color

Alternative 1 (1)

Alternative 2 (2)

Alternative 1 (1)

Alternative 2 (2)

Color

Atternative 1

Atemative 2

Text

Atlernative 1 (1)

Atlernative 2 (2)

Aemative 2 (2)

Aiemative 1 (1)

Text

Atternative 1

Anternative 2





OEBPS/Images/image00207.jpeg
Experience A

Default

A/B Activity

Experience B

mbox1 Content
mbox2 Coment
mbox 1 Offer1

mbox2 Offer2






OEBPS/Images/image00206.jpeg
v Count once **default for custom success metric**

Count landings (or clicks)
Always convert

Restart - same experience
Restart - random experience
Restart - new experience
Exclude - same experience
Exclude - default content






OEBPS/Images/image00205.jpeg
© Adobe Marketing Cloud > Target

Lat L

o) o=______ = |

Locatons , 1 1:1 dapiay
Hawking ABN
Sogmonts , b <] Te M -
Dy v Landng Page Test
Sortby | Name Landng Page Campaign
Moble ’ Morsoring
o K Hawkins - Conv "% erConfirmPage - LIVE

Montoring Campage  Optmizing Livo inLast 30 Days






OEBPS/Images/image00204.jpeg
cc-banner-photography.pg s | X

& o 1047 M

einegociely Boort:
74 q‘ i +
‘Shoukd the house be bigger?






OEBPS/Images/image00203.jpeg
1
b Jo "
cc-banner-video-.jpg






OEBPS/Images/image00202.jpeg





OEBPS/Images/image00201.jpeg





OEBPS/Images/image00200.jpeg
Ho =

[e] 3 Dropbox = owoneoly  oaz 01
S aiwyies Bowowiom o

@ Adobe Marketing cloud [N ) Suanialpows i a

Activities A Aopicatons e
2 oeseon S oo Oz
Audiences 5 oocumens : o
© oot ' S22
Content s ] e
7 s 3 i o o i
setup S & iz ol | |
£ Gopeore Ehmen o Sh
i toos f r
B Creatve Coudes | 008 ooz ey ————

Ccancel | op






OEBPS/Images/image00199.jpeg
AAdd New Audience

Audience Name

Add rulesto define an audience.

Add Rule -

AddRule
Site Pages

Custom Porameters
Browser

Operating System
visitorProfle
Target Library
Trafic Sources

Geo






OEBPS/Images/image00198.jpeg





OEBPS/Images/image00197.jpeg
@ Adobe Marke

4 Aliens vs Predator:

(W=

Low wen

+
B A Quilied Vi (defot)

&+

Setings

Help






OEBPS/Images/image00196.jpeg
&) Adobe Marketing Cloud > Target Help

4 Aliens vs Py

ators A/B Test

What do you wantto mesure with this sctvy?

sa

i metricuil determin th sccess o your cty

Comersion

reorting.
Revenue

ngsgement






OEBPS/Images/image00195.jpeg
# Gmonthsago

cc-banner-student

4 months sgo

button2jpg

# smonthsago

Buy Books

buttonLipg

4 smonthsago

designipg

7 smontsago N
femee,
e

promo2ipg

4 Smonthsago

Indesign-banner1.jpg






OEBPS/Images/image00194.jpeg
Aliens vs Predators A/B Test &= x v

Epeencen &+

st B Sodans SpponSLesing.

for under Uss50/month?
bthing

Adobe & Neolane






OEBPS/Images/image00254.jpeg
Edit Host Group

Hama: ‘Adobo.com QA /Dev

Sel defaul Campaign

Viewing Dateinthe [ No ime offset -]

Future or he Past

LML EEILE / Show Approved Campaigns Only
3 (oo






OEBPS/Images/image00255.jpeg
o

Ik comimicosatimsdn2rint
ViewExpeence RLs

Gl Pese vl s Adob Target Aty by i schof e experience URL o

Gt Actity URL e g comimicosstimdn2

Erosiencen
Audiences. el
ExpetenceC

2 AVt

Experience B

=]






