


apivpe)

Call Center

Adobe ©2026 Adobe. All Rights Reserved. Adobe

Confidential.



The Challenge

TH E : ™y Lo BiC 15 Years of Legacy Data

r

THE ENGINEA'![— ' \'\
IMPLEMENTATION 30,000 FEET x. 200+ oVars
SWAMP i

Complex Processing Rules

e THE

BO“'C,EN“ e, O 6 MONTHS OF
RE-TAGGING

LIFT& S

TRAR HIFT

© 2026 Adobe. All Rights Reserved. Adobe
Confidential.



Who We Are

AEO / GEO

A full-suite consultancy bridging strategy _
and technical execution to drive meaningful Assurance
results through data-driven agility.
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Streamlined Marketing
Delivery
Project
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1 00+ Usability Design

. Research
Clients Served S
Developer(s)
Growth
. Strategy
Data Analytics (Web | App)
Data Science Data Driven
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Global Sporting Goods Leader 9y
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Digital Experience Automation
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Our Approach

Adobe

Help You
Win

Value Realization

© 2026 Adobe. All Rights Reserved. Adobe
Confidential.

Strategic Blueprint

A KPI-first roadmap that skips
'analysis paralysis' to deliver critical
business answers.

Technical Fast-Track

Bypass lengthy re-tagging cycles
with a hybrid ingestion approach that
gets data flowing in weeks, not
quarters.

Value Realization

Eliminate 'blank-screen' syndrome
with pre-built cross-channel recipes
that turn raw data into ROI instantly.



Strategic Blueprint

The Proven Path to Proficiency



The Who: Identity Map
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The Why: Pivot to KPI-First

Migrating the Mess Solving the Journey

KPI-First

Methodology
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Customer Journey

01 Awareness

Discovers the product via a
social media ad.

CLOLLE

@

++@
=

Takes advantage of
rewards, benefits, and
promotes the brand.

COLOLE

Adobe

»

Explores / searches the
product on the website.

CLOLOLE

05 Advocacy

Gets personalized,
gamified offers & deals for

02 Consideration

o

4} 4’
Gets an email notification
for the relevant product.

CLOLLE

pe

next purchase.

CLOOLE

i

Gets notified about the
item being out for

2
ogl

Opens the product page

and does more shopping.

=

delivery.

CLOOLE

»

Reads customer reviews

CLOOLE

04 Retention

COLOLE

Q

Contacts customer
support to inquire
about delivery.

03 Purchase

(o 2N o]
Adds the item to the cart.

CLOLE

@

Checks payment
offers and makes the
payment.

CLOLOLE
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Planning & Strategy

Workshops Ty - «
Collaborative stakeholder mapping of core customer journeys. s==_  Determine KPIs'.
- =afor Sutcess
=\ P
Documentation

A prioritized roadmap and BRD acting as your single source of truth.

Outcome

Laser focus on high-value use cases to deliver profitable outcomes fast.
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Crawl — Walk — Run

Data Collection & Integration CJA Configuration & Setup
(Days 1-30) (Days 30-60)

e Data Alignment e |dentity Resolution e Al Powered Insights
e Foundation Building e Operational Setup e Cross-Channel Activation
e Technical Blueprint e Team Familiarization e The Value Playbook
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Technical Fast-Track

The Velocity Ingress



Architecture Diagram

Client Side
Adobe Source Connector,
Web/Mobile SDK, Auto-
Capture Tools, APls, etc.
. —7:/ Experience Edge Network
Server Side  |Streaming Data A Customer Journey Analytics
G ) (AP1, SDK) l Streaming Data
e
—
" . Connections Metrics, Projects
- Adobe Experlence Platform (sandbox) Dimensions, &
Filters
Reporting
Streaming . Audi & Analysis
Data Stores Experience Edge Network ‘ Iince Individual . Email Program Y
Sync > Data View 1
. . — Profile -n Performance —> M’
> Identity Profile Segments Datasets i
Streaming Data I
(API, Connectors) > Data View 2 _:_> Attribution
Data Ingestion Experience ! Research
Batch Stream Connection e !
Enterprise data sync per Datasets > Data View 3 —_'> Call Center
Data Stores sandbox N Analysis
e 1
EEEEEY Data Lake ! Lookup |
—@ Batch Data :l Datasets > Data View4 —» Project N
m’@ (API. Connectors) Governance Query Service | |'TTT777 >

Adobe

© 2026 Adobe. All Rights Reserved. Adobe
Confidential.



L)

Data Modeling Transformation

: - - -
d D e gme De d Prope d d Me eq d to add e o
D Data .
eVar(s) | Event(s) | Prop(s) men: perty ulate
Industry Category Requirement Name Deseription Notes Used Usad Used Data Source Metric | Dimension|  Filter/Segment Derived Proj Cale d Metric
Ability lo view the page based on R ded "
a unique friendly clear, clean, QCOsteIII'L :;Q:s?elrfg?:’cn aud
Glabal Site Content Page Name contextual, concise, consistent . X X digitalData.page pagelnfo pageName
name devicad from the bread section> <Sub-section> <Sub-sub-s
crumb or URL of the page Lo
Recommended naming convention:
Ability to view the first level of the <Site identifier>:<Site = .
Global Site Content Site Section site hierarchy sactions-<Sub-sactions <Sub-sub-s x digitalData_page.category.siteSection1
ection>
Recommended naming convention:
. Ability to view the second level of| <Site identifier><Site 5
Global Site Content Site Section Level 2 the site hierarchy section»<Sub-section><Sub-sub-s x digitalData_page.category siteSection2
ection> L
Recommended naming convention: Channel Page Name Call Reason
Glabal Site Content Site Section Level 3 e c_s"e ienlfsas s % 3
the site hierarchy section>:<Sub-section>:<Sub-sub-s
ection>
Web Home Order Status —
Call Product Detail Order Reason

Adobe

Interaction Detail

Web - Home

Web - Product Detail

Call - Order Status

Call - Order Return
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Value Realization

Cross-Channel Recipes



Recipe 1: Call
Deflection

Combine web behavior with call center data
to pinpoint exactly where customers hit a
wall and pick up the phone—turning
technical hurdles into measurable savings.

Adobe

Top-5 Pages contributing to Call-Centre Engagements

commerce._demosystemd
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Page interaction to Call-Centre Engagements

i Sessions

Page: 1 /56 » Rows:

I commerce._demosystdl commerce._demosysts

i Last Touch | Person Last Touch | Person
592,243 393,250 35,839
out of 592,260 out of 497985 out of 62,524
37744 64% 25835 6.6% 4421 123%
26548 45% 24284 62% 3135 B7%
60,004 101% 14810 38% 1990 56%
54,482 13970 3.6% 2,582 72%

commerce._demosyste

Last Touch | Person

Retail: Grievance

callers

8,375

out of 33,083

4

599

363

421

85%

72%

4.3%

50%

==




Recipe 2: ROPO

Turn “assumed impact” into measured
revenue by linking digital engagement to
physical store sales—proving the true value
of your digital marketing.

Labels only ~ | @D showtaliout

i The highest canversion rate of any path in this journey was 51% of 49,696 events. Learn more

Q @
Additemtowish  ©
B list
rrrrrr
13% 3 evi
View ProductA @ - [N Lo ©
¥ s O e ek
Metric
4% 2,157 events
100% 49,696 events E
[ Additemtoca @
= Metric
27% 13,571 event:
4 Check out @
- m Metric

Adobe
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Recipe 3: Al & LLM
Traffic

Use Derived Fields to isolate automated
noise from human behavior—purifying your
core conversion metrics and identifying
which content is winning the "Search" battle
in a Generative Al world.

@ LLM and Al-generated traffic & LLM and Al-generated sessions (line) @ LLM and Al-generated sessions (bar)

M L that have LLM and Al-generated Horizontal bar visualization that compares sessions that have LLM and Al-
traffic for the panel’s period with the previous period using a key metric traffic f el's period with the previousperiod. ~~ generate h
summary.
Sessions [LLM ated ey 4 G
’ [ vt e traffic] traffic P is date
]
n u

v65.2% =

w ke

31 '
% .
©
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Recipe 4: Guided Analysis

A Customer journey Analytics  Workspace

< New funnel e vt chonses

Funnel

4 Conversion trends

st
1 View Category list
2 Compare: Searches vs View My list vs Vie.
2 Searches
o view My st
2 View tavorites
3 Media Start
4 Media Complete
+ Addastep
Countedna
Users
sepments

A Allusers

+ Addasegment

Adobe

Components

¥

< <« 4 =«

+

ools Labs

Mo steps, Fromprevious step @ Comparetopast (i) Last 30 full days - Jun 1, 2024-Jul 10, 2024

% Allusers| Poth 1 converted the highest at 73%.

£
H
]
§
. View Category st 2. Scarches vs View My st ..
0 A AlLusers | Path1 | View ot
secment

B A Allusers | Poth 1| View Category list > Searches > Media Start > Media Complete
B A.Allusers | Path 2| View Category lst > View My lst > Media Start > Media Complete

B A Allusers | Path 3] iew Category lst > View fovorites » Media Start > Media Complete:

Provide feedback Luma ACP

e = £ 0

S iy edia Compary & swe | [+

B customer oumney Analytics  works Conmections  Dalaviews  Components Tools  Labs
< New user growth
§ Usergrowth v G Adve v ull Numberofuser Stacked bar

A Media Start Y% o
seopLe oo
1 Allusers Yo

200K

Users

S 413743 users were active from Apr16-22, Up 8.9% in 15 weeks.

& Comparetopast

Provide feedback Luma A

5 My Media Company

e £ @

3 -

i = & B & & & B B B F e EE BN B

200K
-400K
a7
Segment v
Total octive users

W mew users
@ repestusers

W et wsers

a7 v

373918

268,452

58755

5271

Jongs v

293,091

345227

109282

3582

Jenis v

477815

312660

130656

34499

1216

Newusers () Repst users

lnz22s v

463,395

292968

12821

42216

honzu v

514264

28493

132185

53636

Feb 26 - Mar 4
@ s
Febsn
30469
o

138,551

795

Marizag

Don

Febna v

467969

24941

138,198

54530

tusers

Feb1925 v

256,868

268558

3404

54506

Mar 2 - Apr1

Feblao. v

an2,565

273078

134,340

65143

Marss v

258,637

260682

13891

6104

Apro-is

Marizie v

457464

66152

Mortg2s v

28,560

231637
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Audience Publishing

ot Turn Insights into
Action. Instantly.

Journey Optimizer @ Social Audiences
Personalized
Campaigns
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How We
Help You
Win

Value Realization
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Roadmap to deliver
critical business
answers

Velocity ingress
method to bypass the
technical anchor

Help You
Win

Value Realization

Cross-channel
recipes that turn raw

Adobe d ata n to revenue ©2026 Adobe. All Rights Reserved. Adobe
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The Zilker Trail Don’t boil the ocean.
Advantage De-risk your transformation.

%é Agility

@ Confidence
L )
< L= speed

Adobe
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Thank You!
Melody Walk

melody@getzilker.com
linkedin.com/in/melodywalk/



mailto:melody@getzilker.com
https://www.linkedin.com/in/melodywalk/

	Slide Number 1
	The Data Silo Wall
	The Challenge
	Who We Are
	Our Approach
	Strategic Blueprint
The Proven Path to Proficiency
	The Who: Identity Map
	The Why: Pivot to KPI-First
	Customer Journey
	Planning & Strategy
	Crawl → Walk → Run
	Slide Number 12
	Technical Fast-Track
The Velocity Ingress
	Architecture Diagram
	Data Modeling Transformation
	Slide Number 16
	Value Realization
Cross-Channel Recipes
	Recipe 1: Call Deflection
	Recipe 2: ROPO
	Recipe 3: AI & LLM Traffic
	Recipe 4: Guided Analysis
	Audience Publishing
	Slide Number 23
	Slide Number 24
	The Zilker Trail Advantage
	Thank You!

