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Short Background

About Mautic:

Started as an Open Source marketing
automation project in 2014 - mautic.org

Commercial business offering Mautic
Open Marketing Cloud Saa$S (Mautic
Inc.) established in 2016 - mautic.com

Mautic Inc. acquired by Acquia in May
2019, Acquia supporting the Mautic
community in a similar way to how they
support Drupal.

About me:

Ruth Cheesley
Mautic Community
Manager, Acquia

My background:

e 18 years Open Source user & contributor
(Joomla!, Kubuntu and Mautic)

e Built & grew a full-service digital agency
e Power user of Mautic

e First time in Bulgaria!
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https://www.mautic.org
https://www.mautic.com
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Creating a consistent,
personalised brand
experience across multiple
touchpoints in all channels
used by the customer and the

company

aaaaaaaaaa ia Nepriakhina on Unsplash @RCheesley @
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Show of hands:

| feel my company/organisation

provides a good, consistent
digital experience across all

channels
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73% of brands can’t provide a consistent experience
across their different digital channels

34% of respondents are not effective at uniting data
from their web and mobile sites

71% of brands can’t action customer insights in real time

39% of respondents are not effective at uniting data
from their websites and mobile apps

Source: Defining Digital Experience Report, Clicktale/CX Network - March 2019 @RCheesIey @


https://www.clicktale.com/media/5026/defining_digital_experience_clicktale.pdf

Disjointed,
iInconsistent

digital
Unable to deliver experience
a personalised
experience
Lack of
consolidated
data
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larger sales
volume if leads
are nurtured
appropriately

Image by fancycravel from Pixabay

of prospects are
not in buying
mode when
they first
interact with a
company

of shoppers ,
touch at least
one digital ?
channel during

their purchasing
journey



https://pixabay.com/users/fancycrave1-1115284/?utm_source=link-attribution&utm_medium=referral&utm_campaign=image&utm_content=820272
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https://www.marketingsherpa.com/article/chart/conversion-rates-organic-traffic
https://www.annuitas.com/blog/2010/03/29/lets-ease-into-it/
https://www.mckinsey.com/~/media/mckinsey/featured%20insights/Customer%20Experience/CX%20Compendium%202017/Customer-experience-compendium-July-2017.ashx

SO, WAIT, WHAT IS MAUTIC? |

vl
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Mautic Is a fully-featured, Open
Source Marketing Automation
platform which automates and
measures marketing efforts,
INntegrating and personalising digital
oroperties in all channels, delivering
seamless customer experiences.
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Mautic Solves Critical Digital Marketing
Problems
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New customer acquisition

Customer finds
you online and

clicks through
to a resource

Customer presented
with discount

coupon and provides
email address

Customer opens
email, clicks through

to page

Customer identified,
profile connected
with activity, email

sent with coupon

1

Customer adds
product to cart,

coupon reminder is

displayed

If email is not
™~ opened, send
reminder in 1 week

Coupon code
applied in shopping
cart, customer
completes purchase

Customer receives
confirmation email

(and SMS if desired)

Shipping updates
Feedback survey
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Customer retention

Customer
provides their

product
preferences

Customer profile
updated according
to their preferences

Customer opens
communications,

clicks through to
view offers

Customer adds

products to cart and

has others
recommended

Customer receives

3 targeted

communications
with relevant offers

\

\
1
1
1
1
1
1
1
1
1
1
1
1

If communications

> are not opened, send
reminder

Customer receives
loyalty points and is
incentivised to shop
again with offers

Customer profile

builds, showing their
interests and

engagement
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Online to offline marketing

Customer finds
you online and

clicks through
to a resource

Customer at early
enquiry stage,
requests a brochure
with address details

Customer receives
printed brochure
with customised

offers related to their
iNnterests

Customer identified,
profile connected
with activity

1
\

\
\

\

\
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
I
1
1
1
1
1
1
1
1
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Customer returns to
the site, and books

using their offer
code

Send trigger to

~> Deutsche Post via
3rd party plugin

Coupon code
associated with
booking

Customer receives
confirmation via
preferred channel
(email, SMS, post)
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SOUNDS GREATIHOW DO | GET STARTED?
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NGINX

MySQL MariaDB

@ @
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Come to the workshop

tomorrow!
11.30am in Workshop Lounge 2






Mautic tracking settings

Insert following code at the end of the web page before ending </body> tag. Mautic Landing Pages are tracked automatically. Use this only to track 3rd party websites.

<script>
(function(w,d,t,u,n,a,m){w['MauticTrackingObject']=n;
wlnl=w[n] | | function(){(w[n]l.g=wlnl.q||[]).push(arguments)},a=d.createElement(t),
m=d.getElementsByTagName(t) [0];a.async=1;a.src=u;m.parentNode.insertBefore(a,m)
}) (window,document, *script', 'https://sales-demo.mautic.net/mtc.js’, 'mt');

mt('send', ‘pageview');

</script>

- P P ¢y e s e s
% https://sales-demo.mautic.net/xw-test-Ip Page hit August 24, 2018 11:04 am
% https://sales-demo.mautic.net/xw-test-Ip Page hit August 24, 2018 11:02 am
% https://sales-demo.mautic.net/xw-test-Ip Page hit August 24, 2018 11:02 am
% https://sales-demo.mautic.net/xw-test-lp Page hit August 24, 2018 11:02 am
% https://sales-demo.mautic.net/xw-test-Ip Page hit August 24, 2018 11:01 am
% https://sales-demo.mautic.net/xw-test-Ip Page hit August 24, 2018 10:59 am

% https://sales-demo.mautic.net/xw-test-lp Page hit August 24, 2018 10:59 am




Or ... use one of the many CMS integrations!

e ol 2 O . salesforoe
. S3 R CRM

Amazon 53 Mailto Constant C.. Zoho Twilio Sugararm Salesforce
> r
‘ .
Clearbit o
GoToAsSISt MailChimp Outlook Clearbit Gmail Drupal WordPress

A

@ @MEY

Rackspace Instagram GoToMeet.., GoToWebil... Linkedin Facebook Twitter










Integrations

:";N- m / \.lll':/am
Contact’ CRM

& mautic

Amazon S3 Mailte Constant C.. Zoho Twilio Sugarcrm Salesforce
n'”"
4 r @
Clearbit o

GoToAssIst MailChimp Outlook Clearbit Gmail Drupal WordPress

B Customise Mautic with Plugins, Integrations and REST
API

Linkedin

Rackspace Instagram GoToMeet... GoToWebl... Facebook
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Get The Free eBook

First name Last name

Date Unsubscribe Company?

dd/mm/yyyy

SUBMIT

[

Lead Nurturing Best Practices

TOP 10 TIPS FOR CONVERTING LEADS INTO
OPPORTUNITIES

Did you know that when using marketing automation
to nurture leads, users have a 53% higher conversion
rate than non-users? Download this new eBook from
Mautic and learn how you can apply best practices to
your campaigns to grow your pipeline.

ABOUT MAUTIC

Mautic offers modern marketing automation



Focus items (including exit intent)

i
—

Visits a page

Gif and image from Cactus Automation


https://cactusautomation.com/blog/how-to-create-an-exit-intent-pop-up-form-using-mautic-focus-items/

Progressive Profiling

- Automatically gather new,
different information from
your return visitors

-  Move contacts between
segments based on new
information

- Automatically deliver relevant
content based on their needs
and interests




Preference Center

I'M INTERESTED IN

#| Contact Segment

MY PREFERRED CHANNEL

Email >

¥ Contact me through {channel}

Do not contact more than

each

Pause from

dd/mmlyyyy

ddimmlyyyy

SAVE PREFERENCES







Audience Segmentation

@ mautic a4 Q Katie Staveley ~ ¥

Edit Segment - Nurture List % Cancel [®Save&Close v Apply
Details Filters Public Segment
o
Published

-

2018-01-01

™ Build Target Lists Based on Demographic/Behavioural Data

Copyright 2018 Mautic. All Rights Reserved.
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Multiple Channels
Think outside the (in)box

Don't limit yourself to just email.

Personalisation can and should be
applied across all your channels.

Don't assume anything.

MOBILE
NOTIFICATIONS
S31143d08d

Experience

“I'm B2B, we don'’t send text messages.”

@RCheesley @
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Drag & Drop Campaign Builder
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™ Launch Personalised, Multi-channel Campaigns Quickly
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Dynamic Content

Tailor your email content based on user demographics or behaviour

Mautic Team B3 From Mautic ~ 3:18 PM

August Travel News from AAA .

16 sty mmtice > R e g lon )
/AAA vacation discounts, discoveries, and destinations.

View in your browser
E5 From Mautic ~ 3:14 PM @

Mautic Team

August Travel News from AAA

August eUpdate To: Katie Staveley

AAAA vacation discounts, discoveries, and destinations.

View in your browser

August eUpdate

Get a FREE Canvas Backpack with an Insurance Quote
Get your FREE quote on trusted insurance from AAA! Call 866-446-4524 now for a AAA
Auto or Home Insurance quote. Hurry, this offer ends soon!

Request a quote
Back to Basics Driver and Pedestrian Safety Tips

As vacations come to an end, the excitement of a new school year begins. It's a good time
Protection and Peace of Mi for everyone to be prepared to drive safely in the months ahead

Over the Edge and Back Drive carefully

You may drive or be forced off the road for any
otection and Peace of Mi

number of reasons, so it's good to know what to do
.
* R e I O I l -l Over the Edge and Back
You may drive or be forced off the road for any
number of reasons, so it's good to know what to do

—and what not to—if it happens.

@RCheesley (M




Dynamic Content

Apply the same tactics on your website

Q mautic
cmices) ©OG

PRODUCTS AND

FEATURED ARTICLE

CMO Secrets with Robin Saitz

Avecto's CMO shares how her training as an engineer - and as a 25-year PMC
rider and fundraiser - has influenced her approach to marketing.

SEE ROBIN'S SECRETS

SEARCH

REQUEST
ADEMO

SIGN UP.

Mautic Named Tech ROI Award
Winner By Nucleus Research

The award recognizes Mautic for helping customer uTest achieve 585% ROI.

READ ABOUT OUR LATEST AWARD

nNuLLCUD
RESEARCH

AWARDS

* Unknown

The award recognizes Mautic for helping customer uTest achieve 585% ROL.

READ ABOUT OUR LATEST AWARD

* Known

PEN MARKETING BLOG  HELP CENTER  LOGIN

o e o o~ - - > ” REQUEST

PRODL wena  sowmons  openwarkenve  (HEERN Acouru et
Y ¥ .
wee) Q@O

D ARTICLE
Secrets with Robin Saitz

MO shares how her training as an engineer - and as a 25-year PMC
undraiser - has influenced her approach to marketing.

Our Customers Say It Best
SEARCH See what marketers like you are saying about their VIEW OUR SUCCESS STORIES
experience and results with Mautic!

nNnuULLEUS
RESEARCH

AWARDS

Named Tech ROl Award
r By Nucleus Research

@RCheesley

M



Email Templates

5./ /sales-demo mautic net, A" 0

™ Quickly Create Effective, Personalised Emails

YT v
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A/B Testing

A Q Katie Staveley v 4

New Emall ) @ Builder % Cancel Save & Close « Apply

Variant of EB_Top10TipsLeadConv_M

Theme Advanced Subject *

[new eBook] Top 10 tips to improve lea

Theme @
Internal Name *
Code Mode Blank Vibrant Sunday EB_Top10TipsLeadConv_May2017_ABt¢
:""""':": Traffic Weight @ *
o 50
H1 Header A/B test winner criteria *

N\ Channels

| Q

0se on

Asset Stats

® Emails

Download rate
Select Select Select Select Email Stats
Read rate

Clickthrough rate

™ Simple A/B Testing for Emails and Landing Pages

LeSle Q¥

@RCheesley (M




Integrated Campaign Reporting

mautic 9 a

View Report - Contacts Created - Weekly

Date identified

1 February 27,2018
) February 15,2018
3 February 15,2018
4 February 15,2018
5 February 15,2018

Feb15,18 Feb16,18 Feb17,18

Region
Tier 2
Tier3
Tier 3
Tier 4

Tier 3

Feb18,18 Feb19,18 Feb20,18

Agency or Company
Company

Agency

Agency

Agency

Company

Feb21,18 Feb22,18 Feb23,18

Company Size

[ Al contacts [ Identified

Feb24,18 Feb25,18 Feb26,18

Number of Contacts

Less than 1,000

Less than 1,000

Less than 1,000

Less than 1,000

Less than 1,000

Feb27,18 Feb28,18 Mar1,18

(#Edit % Close

Using Marketing Automation Today
Yes
No
Yes
No

No

Mar2,18  Mar3,18  Mar4,18 Mar5,18 Mar6,18  Mar7,18  Mar8, 1¢
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Explore Mautic

@D  github.com/mautic/mautic @ mautic.org
<P L

transifex.com/mautic/mautic mautic.org/slack

o forum.mautic.org
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Thank you

What qguestions can |
answer~?

@ mautic

Ruth Cheesley
Mautic Community Manager
ruth.cheesley@acquia.com

@RCheesley



