


At CACI, we help organisations to drive value from their investment in Adobe Campaign.  

Brands choose Adobe Campaign because it allows them to deliver highly personalised, cross-channel customer 
experiences.  Adobe Campaign is a leading tool with the following key features:

MEET THE ADOBE  
CAMPAIGN EXPERTS

Flexibility  
Open APIs enable 

integration of  
multiple channels and  

data sources

Speed    
Intuitive database structure 

allows for processing  
of large volumes of 

complex data quickly

Consistent
messaging     

Plan, automate and 
execute campaigns across  

multiple channels

Efficiency     
Templates and automated 
processes reduce effort  

and save time in  
campaign execution

Making Adobe  
Campaign work 

• Solution architecture design & 
implementation

• Campaign migration & IP warming
• Channel, real-time data and reporting 

integration

Driving value from your  
Adobe Campaign  

investment

• Contact strategy design and road-mapping
• Campaign planning and execution
• Testing and optimisation frameworks

Improving the effectiveness 
of your Adobe Campaign 

operations 

• Automation and simplification
• Email template solutions
• Process audit and design
• Adobe Campaign Training

HOW OUR EXPERTS HELP 
CLIENTS DRIVE VALUE 
FROM ADOBE CAMPAIGN
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Case study: Migrating to Adobe Campaign to 
introduce more targeted campaigns

In order to move into a real-time, multi-channel CRM landscape 
and to be in line with its parent company (Michelin Travel 
Partner), Bookatable needed to migrate to the Adobe Campaign 
platform. And given the importance of email to bookings revenue, 
this migration needed to be seamless and deliver a flawless 
solution.
 
We worked closely with Bookatable’s CRM team to successfully 
define a suitable data model to support current and future 
targeting requirements, and migrate all existing campaigns 
to Adobe Campaign – whilst maintaining the team’s current 
processes and operations.
 
Now, we’re working alongside Bookatable to get the very best 
out of this powerful tool. This has involved upskilling the CRM 
executives and optimising BAU processes for efficiency gains, 
tackling challenge 1: too many demands, too little time.
 
Now efficiencies are in place, we’ve started focusing on the 
bigger picture. Together, we are implementing a testing framework 
for proof of concept campaigns, executing a number of A/B 
decision campaigns, and have found quick wins through tactical 
tweaks of data and content. The next step is to introduce 
CACI Email Studio to further improve efficiency, flexibility and 
performance, while streamlined, automated delivery reports now 
only take 10 minutes to compile on a weekly basis. 

Case study: Maximising Adobe Campaign’s full 
potential through Automated Premieres

Adobe Campaign has always been at the forefront of our work 
with Channel 4. Together, we developed and implemented 
a complex campaign to drive up both email and viewer 
engagement, whilst reducing the manual effort involved. 
 
The campaign brief was to send a weekly email to engaged 
viewers promoting a new episode of one of the channel’s most 
popular series – including Made in Chelsea and First Dates – 48 
hours before it was available on TV. This process needed to be 
automated for each series and the goal was to optimise the 
campaign based on previous results, enabling it to become more 
targeted each week.
 
We built the campaign in a single workflow, gathering data from 
multiple sources through Adobe Campaign’s different schemas. 
These consisted of content data and initial audience selections 
(through viewer behaviour and segmentations), and the 
audience selections were enhanced (through viewer behaviour 
and tracking logs) as the weeks rolled on. 
 
This campaign proved to be hugely successful. The premieres 
maintained high viewership throughout each series, while the 
emails consistently became more targeted. This delivered clear 
results: the pilot saw a 41% uplift in open rate from episode 1 
to episode 5 and a 53% uplift in clicks. In parallel to the positive 
results, the team was able to spend the time gained through 
automation, deriving insights and optimising the targeting 
strategy based on performance metrics and behaviour patterns.

ncreasingly, our clients see Adobe Campaign as a key tool for 
conceiving and executing their data-driven campaigns. And 
understandably so; both Gartner and Forrester have rated it the

leading tool for real-time personalisation across multiple channels. 

In this short post, we outline how we’ve helped some leading brands 
to overcome their day-to-day challenges, and get more value from 
their Adobe Campaign investment.

 
Challenge 1: too many demands, too little time

Organisations told us they’re satisfied with their speed of delivery 
and efficiency. But, when it comes to their bandwidth to deploy 
campaigns, they can struggle to cope with demands and constant 
changes from the business. 
 
This constant pressure around delivery negatively affects quality, 
and can make it difficult to further develop your Adobe Campaign 
practice – so the first change is an organisational one; take a 
business-wide view when drawing up your strategy, get early 
buy-in from your stakeholders and create headroom wherever 
you can.
 
That means simple, practical steps, like documenting your 
processes, creating checklists for when people are on leave, and 
ensuring things are as streamlined as possible. It can help to use 
automation wherever possible and to have specialist expert 
employees to facilitate this business change process. 
 
It’ll also help if you can ensure your KPIs align to wider business 
objectives and are agreed by your executive team so you can 
build them into your campaign methodology.

Challenge 2: recruiting and retaining technical skills

As well as bottlenecks around resources, skills are a real issue 
– both from a contact strategy perspective and day-to-day 
operations. 
 
Adobe Campaign is intuitive, but mastery takes time – and 
while successful implementation could well be career-defining, 
recruitment and retention are pivotal. So, it becomes even more 
important that you show your team how they can expect to 
progress, with development roadmaps that enhance their skills, 
keep them motivated and, in turn, create in-house experts.
 
Generally, we find that upskilling your key Adobe Campaign users 
is a sound investment – enhancing productivity, and reducing 
turnover of valuable expert staff.  

 
 
Challenge 3: legacy systems and siloed data
 
Organisations have more data sources they could integrate with 
Adobe Campaign but often extracting the data from silos and 
legacy systems takes time, and skill. 
 
Attitudinal and survey data are the least used, yet they have real 
potential – we’ve seen significant uplifts in response rates among 
brands who personalise by simply asking customers what they 
want. Consider prioritising these data sources and bring in external 
experts where necessary so you can to begin to drive results 
more quickly. Surveys no longer have to be longwinded  
and unappealing – they can be interactive and fun.
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Proactive marketers are getting to grips with Adobe Campaign – but they’re also aware the 
tool has more potential they haven’t yet unlocked.  
 
We’ve identified three key challenges, which, if they’re addressed, could open the way for 
further integration – and a bigger return.

HOW TO MAKE THE MOST 
OF ADOBE CAMPAIGN
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UNLEASHING 
THE POWER OF 

ADOBE CAMPAIGN 

caci.co.uk/unleash
REGISTER TODAY!

17th May, London

OUR NEXT EVENT

s I work alongside organisations to implement, integrate and 
use Adobe Campaign, there’s one area that I’m often asked 
about. Reporting.

Generally, marketers using Adobe Campaign are well aware of the 
tool’s data management, campaign orchestration & automation 
capabilities. After all, it’s the main reason they invested in the software. 
However, in addition to sending campaigns, they want an easy way to 
report on results:

More often than not, I find marketers want help in three areas:
1  Advising on how to make the most of the out-of-the-box reports 
2   Creating custom reports and dashboards, tailored to their own 

particular needs, data and KPIs
3   Integrating data from Adobe Campaign into specialist reporting 

and analysis tools (e.g. Tableau, FastStats, PowerBI) 

Adobe Campaign’s reporting capabilities are both powerful and 
flexible if you use them right. And in this short post, I’ll explore 
three ways to use Adobe Campaign reporting to help you get the 
information you need to track your KPIs and make smart decisions.  

1  Using out-of-the-box reports

For most operational uses, Adobe Campaign’s suite of out-of-the-
box reports are great. The delivery reports in particular show a wide 
range of metrics, from reporting on non-deliverables and bounces 
through to providing a breakdown of opens by device and KPIs on  
all URLs clicked. 

You can easily select a report showing the KPI you’re after, and all  
of the reports are easy to navigate. There’s no configuration required 
and they’re easily exportable – say as a PDF or XLS –providing a quick 
option when you need to share information with your colleagues. 

Helpfully, you can also report on multiple deliveries at once through 
simply selecting them within the folder interface – the Delivery 
Summary report in particular is useful when comparing results across 
multiple campaigns. 

2  Take your reporting to the next level  
with bespoke reports

Once you’re comfortable with the out-of-the-box reports, you’ll  
want to take it to the next level and create bespoke reports. 

The reporting interface within the platform allows you to create 
a range of reports and dashboards, with visualisations from tables 
through to pie charts, histograms, gauges and funnels.  You can 
also add your own HTML containing commentary or explanatory 
information. 

Importantly, the platform offers complete flexibility in terms of 
what data is reported on, including any custom attributes and even 
bespoke schemas. A useful tactic can be to build custom schemas to 
contain aggregated data that you wish to use within your report. You 
can then populate this data using scheduled workflows. 

We used this exact approach with a recent client who was looking 
to have an aggregated month-by-month sales breakdown report, 
populated from the underlying transactional data already integrated 
into their data model. 

In addition to being exportable, bespoke reports can be published 
and made accessible from the web, either open or behind a login. 

3  Interrogate data through cubes

If your license includes the Marketing Analytics Module, cubes are a 
great way of presenting and interrogating data.

Similar to bespoke reports, they can be built from any schema, and 
there’s complete flexibility around configuration of dimensions and 
measures - useful if you have a wide range of custom attributes. 

Usefully, you can also save a list directly from a cube by simply clicking 
on the shopping cart button once you have selected the required 
cells. If your cube is using recipient data then it is straightforward to 
then use this list as a target in a marketing campaign. 

 

Summary
If you want no-nonsense reporting quickly, out-of-the-box  
reports offer a simple and intuitive way to make sense of your  
data. Adobe Campaign’s custom reporting abilities enable you  
to take things a step further, whilst cubes are great for quick 
interrogation of your data. 

As with any reporting however, the key is to define the KPIs 
and structure you need considering the business decisions your 
organisation needs to make. We rely on our expert colleagues  
within our reporting & visualisation teams to make sure we get  
this right for our clients at CACI.  

Because a report is only worthwhile if it helps you meet your 
business objectives.

A

3 TIPS FOR REPORTING  
IN ADOBE CAMPAIGN

OUT-OF-THE-BOX REPORTING
•   Structure your campaign folders logically to help reporting  

on aggregate KPIs 
•   Ensure opt-out and mirror page links are configured correctly  

so that their clicks are classified accordingly 
•   Use the out-of-the box reports as a starting point for any  

custom reports 

BESPOKE REPORT 
•   Create reports using schemas storing aggregate KPIs –  

this is a great approach when looking to report on weekly/ 
monthly snapshots

•   Schedule prompts to send alerts to users when data in reports 
has been updated

•  Use bespoke filters to help you navigate to the right view quickly

CUBE: 
•   Provide access to your analysts / business intelligence teams –  

they will appreciate being able to quickly interrogate and  
compare data sets within Adobe Campaign 

•   Ensure dimensions and measures are configured to cover  
all your key attributes (e.g. segment code, lifetime value, etc) 

•   As with any reporting, ensure you setup useful metadata on  
your campaigns

TOP TIPS

Adobe Campaign’s cross-channel engagement abilities are beyond doubt – but the tool’s 
reporting functionality can do more than some users realise. Here are our hints, tips and 
tricks for reporting using Adobe Campaign.
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FOUNDATION TRAINING
Our Adobe Campaign Foundation Training session is a 1-day course, instructor-led and in-classroom. This course will  
cover the basics of navigation, databases, querying data, contact history and setting up marketing campaigns. Participants  
will be provided a laptop for the session to work through hands-on exercises. This course is suitable for basic users,  
new starters and junior team members. No previous knowledge of Adobe Campaign is necessary.

Audience: Basic users, new starters  
 or junior team members
Duration: 1 day 10.00am – 5.00pm
Cost: £750 + VAT per person

ADVANCED – WORKFLOWS & OUT-OF-THE-BOX REPORTING
Our Adobe Campaign Advanced training sessions are 1.5-day courses, instructor-led, in-classroom, where you will  
learn specific functionalities of Campaign to help you master reporting for your campaigns. Participants will be provided  
a laptop for the session to work through hands-on exercises. This course is suitable for experienced users. Attendees  
should have completed our New Starters training session or be confident in the basics of using data and setting up  
marketing Campaigns in Adobe Campaign.

Audience: Accomplished users or users  
 interested in specific functionality  
 of the tool or users wanting  
 to upskill on certain areas

Duration: Day 1 - 1.45pm – 5.00pm
 Day 2 - 10.00am – 4.00pm
Cost: £1,425 + VAT per person     

LEARN FROM THE ADOBE 
CAMPAIGN EXPERTS

WHERE
CACI’s Training Facilities at our London Head Office 
CACI House, Kensington Village, Avonmore Road, West Kensington, London, W14 8TS (near Earls Court Tube)

Agenda:

BASICS & DATA OVERVIEW
•   Adobe Campaign navigation
•    Database basics 

- Relational databases 
- Adobe Campaign data model 
- Querying data through Adobe Campaign 
- Contact history data model

SETTING UP A MARKETING CAMPAIGN
•   Create plan and program hierarchy
•   Create a campaign
•    Create a campaign workflow 

- Select target population 
- Workflow tips & best practices

•    Create and configure a delivery 
- Proof a delivery 
- Track a delivery (out-of-the-box reporting)

Agenda:
WORKFLOWS & OUT-OF-THE-BOX REPORTING
•   Workflow basics, advanced nodes and best practice
•   Complex journey build
•   Smart workflow structure
•   Export jobs for reporting
•   Managing deliverability
•   Using control cells
•   A/B testing

Get in touch to find out more or visit  
caci.co.uk/adobe-campaign-training

Adobe Campaign training courses from beginners to advanced

Our experts run full and half day operational focused workshops covering scenarios users 
face on a daily basis whilst using the tool to run their marketing activity.
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WHAT IS EMAIL STUDIO? DELIVERING WORK  
FOR LEADING BRANDS

CREATIVE
CAMPAIGNING

TEMPLATED
SOLUTIONS

TRAINING
COURSES

Leverage industry-leading 
creative services to engage 
users and drive conversions.

Empower your team to 
send more emails up to 

80% faster, with no need for 
technical skills.

Master the skills you 
need to design and build 

effective emails in hands-on 
workshops.

EMAIL
CONSULTANCY

Gain expert insight into 
your creative, content 

and strategy to improve 
campaign performance.

EMAIL STUDIO IS CACI’S AWARD-WINNING EMAIL DESIGN AND PRODUCTION SOLUTION.

Clients use Email Studio to produce better email campaigns, quickly and at a larger scale.

HOW WILL A TEMPLATED SOLUTION HELP MY TEAM?

COLLABORATIVE

Maximise performance 
by syndicating email 

production throughout 
your organisation.

COST-EFFECTIVE

Halve production 
time and costs by 

empowering marketing 
teams to create emails.

BULLETPROOF

Best-in-class modular 
templates designed 
and built to work 

flawlessly in 60+ inbox 
scenarios.

INTEGRATED

Connect directly to  
your campaign platform, 
for one-click exporting 
and campaign creation.

MOBILE-FIRST

Produce send-ready, 
responsive email 

campaigns without 
touching HTML code.

Ask for a demo!

Get in touch to find out more or visit  
caci.co.uk/emailstudio
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What is CACI data?

CACI have robust data sets covering the UK population helping  
your brand better target communications with the right message  
at the right time:

How our clients use CACI data in Adobe Campaign

How CACI can help

Data provision
CACI can provide a wide range of datasets suited to your 
requirements from postcode level data that can sit within Adobe 
Campaign to individual level data which can be imported from your 
customer database  

Custom segmentations
Combining your organisation’s transactional data with CACI data 
enables a deeper understanding of who your customers are, what 
channel they prefer and how to target appropriate offers to them 
with Adobe Campaign. 

Attributing sales to marketing
Find out which of your marketing channels are generating the most 
sales to help you optimise your marketing campaigns and shape your 
communications in a efficient and powerful way.

DRIVING PERSONALISED 
EXPERIENCES WITH  
CACI DATA
Today’s consumers expect brands to understand them and communications to be 
relevant.  Our data helps organisations transform their understanding of their customers to 
deliver highly segmented and personalised experiences.

“CACI have  
played a key role in helping  
Nationwide develop their  

strategic segmentation which  
is widely used across the society.  
On many occasions they have  

applied an innovative approach to  
find solutions which solve business 
problems and create new levels  

of actionable insight.”
Nationwide  

Building Society

“CACI understands  
our business needs and  

together we evolved processes, 
reporting and increased overall 
efficiency. CACI’s knowledge  

of Adobe Campaign is second  
to none and the team is a  
pleasure to work with.” 

Bookatable by Michelin

is there an image for here?

DEMOGRAPHIC 
DATA

DEFINING TARGET 
AUDIENCES

INSIGHT ON ENGAGED 
CUSTOMERS

FINANCIAL  
DATA

SEGMENTING 
CUSTOMERS

From age and 
gender to type of 
housing and family 

composition 

Additional variables 
for campaign 
selection can 

improve testing 
opportunities

Understanding the 
types of customers 

who have responded 
to assist with optimising 

future campaigns

A range of wealth 
and financial 

attributes covering 
income, mortgages 
and levels of savings 

and investments 

Combining 
transactional and 

demographic/lifestyle 
data together creates 

a powerful way of 
segmenting customers 

LIFESTYLE  
DATA

Lifestyle attributes cover 
holiday destinations and 
newspaper readership  
to charities supported 
and common interests 
including sports, foreign 
travel and healthy eating.
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