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M d rketl n g How well do we understand
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Poll Time
How much confidence in do we

have in Marketing jargon?

[Height of hand]
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Hi, I'm Drew

Director, Developer Relations
at Pantheon.

e dgorton on Drupal, WordPress and Twitter
e drew@pantheon.io
e Some things | enjoy away from the

computer
o Languages and travel
o  Cooking

o  Board games and other nerdy things



https://pantheon.io/
https://www.drupal.org/u/dgorton
https://profiles.wordpress.org/dgorton/
https://twitter.com/dgorton
mailto:drew@pantheon.io
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2015
Pantheon,
DevRel & Marketing

2000 plelor
Agency Founded  First bad sale

2000 2002 2004 2006 2008 2010 2012 2014 2016 2018

N— e
—

2004 - 2015 TODAY
Marketing clients Helping a younger
me :)
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~$200k avg sale
Multi-year, multi-sale relationships
Non-profit, Education, Gov't, ...



#marketing4devs
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e Biggest, most important
digital marketing

. investment organizations
,  We bsite A
are a... Gartner:

$190 Billion yearly on
websites vs

$154 Billion yearly digital
advertising

Marketing Investment
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The

100%

75%
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25%

10%

CMS Ecosystem by Revenue (Estimates)

Relative share by number of sites

$1-5M $5-10M $10-50M $50-500M $0.5-$1B $1-10B >$1B

Business Annual Revenue

Sitecore
Il Adobe
M Drupal

B Wordpress
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Drupal Is Less Experienced in

Talking to Marketers

W Drupal”

WORDPRESS e Eenc
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Used by Practitioners Enterprise Sales
Easy to use, many plugins Top-down CMO decision
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Drupal Is Less Experienced in

Talking to Marketers

W,

WORDPRESS

Used by Practitioners
Easy to use, many plugins

Q, marketing for wordpress

Q. marketing for wordpress - Google Search
Q. email marketing for wordpress

Q. marketing automation for wordpress
Q, affiliate marketing for wordpress

Q. inbound marketing for wordpress

Q. marketing optimizer for wordpress

Drupal”

&

Adobe Experience
Manager

Enterprise Sales
Top-down CMO decision
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Drupal Is Less Experienced in

Talking to Marketers

W,

WORDPRESS

Used by Practitioners
Easy to use, many plugins

Q, marketing for wordpress

Q. marketing for wordpress - Google Search
Q. email marketing for wordpress

Q. marketing automation for wordpress
Q, affiliate marketing for wordpress

Q. inbound marketing for wordpress
marketing optimizer for wordpress

Drupal”

Adobe Experience
Manager

Enterprise Sales
Top-down CMO decision

Q_marketing for adobe|

Q marketing for adobe - Google Search
Q. marketing adobe

@ marketing adobe cloud

Q. marketing adobe analytics

Q. marketing adobe linkedin

@ marketing adobe dynamics 365

1"
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Drupal Is Less Experienced in

Talking to Marketers

Drupal”

WORDPRESS i xprenc

L] L] L]
Used by Practitioners Enterprise Sales
Easy to use, many plugins Top-down CMO decision
Q, marketing for wordpress Q,_ marketing for drupa| Q_marketing for adobe|
Q i - r Q i -
2. marketing for wordpress - Google Search Q. marketing for drupal - Google Search \ marketing for adobe - Google Search
Q. email marketing for wordpress Q. marketing adobe
Q. marketing automation for wordpress Q. marketing adobe cloud
Q_ affiliate marketing for wordpress Q. marketing adobe analytics
Q. inbound marketing for wordpress Q. marketing adobe linkedin
Q. marketing optimizer for wordpress Q. marketing adobe dynamics 365

12



KEPANTHEON

PANTHEON.IO

Drupal Is Less Experienced in

Talking to Marketers

WORDPRESS i xprenc

L] L] L]
Used by Practitioners Enterprise Sales
Easy to use, many plugins Top-down CMO decision
Q, marketing for wordpress Q,_ marketing for drupa| Q_marketing for adobe|
Q i - r Q i -
2. marketing for wordpress - Google Search Q. marketing for drupal - Google Search \ marketing for adobe - Google Search
Q. email marketing for wordpress Q. marketing adobe
Q. marketing automation for wordpress Q. marketing adobe cloud
Q_ affiliate marketing for wordpress Q. marketing adobe analytics
Q. inbound marketing for wordpress Q. marketing adobe linkedin
Q. marketing optimizer for wordpress Q. marketing adobe dynamics 365
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Pantheon Report

State of the Agency

Consulting on Marketing Strategy
Content strategy / Development

Marketing automation
M Profit Margin > 30%

SEO Services M Profit Margin < 20%

SEM / Paid Advertising
Social Media Marketing

CRM / Loyalty Marketing

0.0% 25.0% 50.0% 75.0% 100.0%

14
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Marketing 101 VI AN
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Sales &

Marketing
F unne | Interest

Example: Decision
e 10,000 people aware
e 1,000 interested
e 100 deciding what to do
e 10 acting now

Awareness

PANTHEON.IO

Action
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Sales &
Marketing
Web Funnel

Awareness
° Blog posts, How-Tos & guides, Videos,
advertising, SEO...
Interests
° Webinars, E-books, Newsletters, White
papers...
Decision
° Request info, Add to Cart...
Action
° Donate, Checkout...

PANTHEON.IO

Awareness

Interest

Decision

Action




“Nw chiefmartec.com Marketing Technology Landscape (“Martech 5000”) April 2019

Advertising & Promotion Content & Experience Social & Relationships Commerce & Sales Data Management
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Marketing
Technologies
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Find Drupall!
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Digital
Marketing

Lost of Tech

CMS, CRM, DAM...

Many Measurements

CAC, MQL, NNN, CPL...

Many Acronyms (!)

All easy

Learn 9 today

Tools to understand the rest
BONUS: Make 2 new ones!
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Awareness

Nonprofit.org
WebSite Interest

2018 Averages: Decision
° Paid Social + Ads:

o) 50,000 Impressions/month
o 2,000 Visitors/month
o  $1,000 Spend/month

e 10,000 Visitors/month

e 400 Newsletter signups/month

e 20 Donation/month for $1500

Action
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Measurements
CTR: Click Through Rate

How many people click and
visit your site?

2,000 Visits

50,000 Impressions
CTR=4%
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Measurements
CPC: Cost Per Click

How much does each
click cost?

PANTHEON.IO

2,000 Visits

10,000
CPC=$.50
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Measurements
CPL: Cost Per Lead

How much does each
lead cost you?

PANTHEON.IO

1,000 Visits

80 Newsletter Signups
CPL =$2.50

*20% of 400 Newsletter Signups = 80
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Measurements
Are Theses Good?

CTR =4%
CPC=$.50

o
z
o
w
I
=
z
&

CPL =$2.50

Good? Bad? It depends!
Compare vs History
Compare vs Peers




&
%PANTHEON

Funnel

Acronyms
Jargon FTW!

o
z
o
w
I
=
z
&

MQL: Marketing Qualified Lead
CAC: Customer Acquisition Cost
NNN: Net New Names

CLV / CLTV / LTV: Lifetime Value
S/ME: Sales / Marketing Efficiency
MoM: Month over Month

(“CPL is down 35% MoM”)
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Marketing a

Marketer happy
Make Reporting Easy

Marketers have to report on progress
Find out their KPIs and improve them
Make reporting intuitive and easy
(don’t just connect Google Analytics
and walk away)

You have valuable insights & access
from other clients and projects!

o
z
o
w
I
=
z
&
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Marketers Value Results
Share Your Track Record

Very Interesting:

“We typically improve our clients’ Cost per
Lead (CPL) by 15%”

e Measured things (traffic, signups, ...)

e Shared insights from peers

e Simplified reporting

e Integrations with other Marketing Tech
(CRM, DAM, etc.)

Less Interesting:

“We are trusted Drupal experts. Our public
modules are used on over 100,000 sites.”

e Drupal/web tech particulars (modules,
taxonomy, HTTP/3, ..)

e Engineering practices (git, code
reviews, automated testing, ...)

e Years of experience

28
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Make a
Makerter

Happy

Communication is hard

Many Measurements - all

straightforward

Make a Marketer happy:

o Better Communication
o Smarter Measurements

o Better Integrations
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. Marketing Understand

KPl Index (MUI) increase?

Tl M E . Marketing Jargon

Confidence (MJC)
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Let’'s Measure
increase?
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Q&A
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Image Credits

e  DrupalCon Europe, 2012: https://flic.kr/p/d2wNXf
e Hello My Name s, https://flic.kr/p/phviM 1B

o  Gears! https:/flic.kr/p/9E4sFP

e Do you measure up? https://flic.kr/p/2VgrRx
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e  Technical Writing https:/flic.kr/p/acduEL
e Unsure Of The Next Step https://flic.kr/p/8ntAXt
e Law Library: https://flic.kr/p/aBpw4o

32
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