
Create your own 
marketing automation 
strategy in 4 steps 



Marketing has undergone quite a 

substantial amount of changes, from the 

brand focus (visual creatives, 

copywriting) of the 1950s up until the 

1990s when the adoption of new 

technologies of digital marketing (SEO, 

PPC, Social Media) began. From the 

2010s and onwards, inbound has 

become king with marketing having clear 

sales-oriented goals, generating leads, 

and educating them to convert into 

paying customers.



Nowadays, marketing serves the whole 

business as it doesn't only support sales 

efforts but also other essential areas such 

as support and operations. So here comes 

Marketing Automation.



Marketing automation is now the 

cornerstone of digital businesses. It allows 

a business to improve any step conducted 

by any team in the customer journey. 



Take the example of the AARRR funnel 

that most businesses try to implement: 

Acquisition, Activation, Revenue, 

Retention and Referral. Thanks to 

Marketing Automation, you can respond 

and interact with customers following up 

on key events in their journey: from 

specific link clinks in email campaigns, 

automated follow ups based on support 

requests after x amount of inactivity… and 

the list could go on and on.  



Your automation strategy will reflect 

your customer journey and their actions.



As the saying goes, you never get a 

second chance to make an excellent first 

impression. Your marketing automation 

strategy will enable you to make a good 

first impression to generate, retain and 

convert leads into paying customers by 

providing a flawless experience 

throughout your funnel.

At Launch Mappers, we have 

accompanied many startups in starting 

their marketing automation journey and 

other companies experiencing some 

performance issues. 



When working with our team, we 

always take the time to create your 

strategy and build your processes 

before launching any distribution 

efforts. Processes should also be tested 

along with your messaging.


Foreword



1° Who are your 
customers, and what 
are the key metrics in 
the customer journey


By precisely understanding the different customer profiles 

who will enter the funnel, the better the automated 

experience you'll provide. 



Demographics aren't enough to define these profiles, and we 

need to understand how to best interact with them. High are the 

chances that you'll be faced with two or three different profiles.



Hence, data is key. From a lead gen perspective, your 

interaction with leads will differ depending on where they come 

from. For any new lead created, you don't have the same 

journey with an MQL as with a SQL.



By doing this research and analysis, you will understand how to 

best segment your user base. Depending on user groups and 

use cases, your users/leads are experiencing different things.



Automation does not come at the expense of personalisation, 

and personalisation isn't just about adding the first name in an 

email. By creating and leveraging your tagging system of 

leads, you will be able to identify how people are behaving 

down the funnel depending on where they come from.




 

Here are some metrics-related 

questions you might want to answer�

r Which ad encouraged your lead to visit your 

website and enter your sales process? (i.e. MQL 

vs. SQL)�

r Are they coming from desktop or mobile? (e.g. 

if you’re a SaaS business, it will be difficult to 

onboard users on mobile)�

r How often did they do specific actions before 

going through to the checkout (i.e. how many 

times did they log in or how emany did they 

receive?)�

r Did they reach out to your support team to 

complete their purchase? (i.e. that helps you 

understand of the amount of human resources 

needed to sign a customer) 



2° What are the key 
events that move 
people in your funnel


Here comes the beauty of a map! By defining the key 

events which move people in your funnel, you will be 

able to start mapping your customer journey. 



Once you've defined these events, it's up to you to 

determine how you want to act following them. 



For example, suppose a customer starts a trial. In that 

case, you will want them to convert into a paying 

customer. 



So you'll send timely emails inviting them to select a plan 

on your platform and/or offer a discount on the purchase 

of an annual plan. 



These events will help you build or revamp your funnel.


Some common key events for SaaS are:�

d Trial starte|

d Paying Customej

d Monthly Paying Customer�

d Annual Paying Customer�

d Churned after Trial Customer



If you've followed our previous steps, you clearly 

understand who you'll be talking to, when, and why.



With marketing automation, you will be able to automate 

the different emails you want to send for each step of 

your customers' journey. 



This will help you understand what information you will 

need to share following each action. Imagine your 

automation, if, after receiving two emails, your customer 

has paid their invoice. Then automatically, this customer 

will be moved to different automation dedicated to 

people who have paid for your product. 



We've written a whole piece to help you create your own 

email marketing strategy. You will also find a 

comparative breakdown of the best platforms based on 

the type of business you have.


3° How do you 
communicate with 
your different 
customers 



We highly recommend the "if/then/

else" framework, the funnel you've 

mapped out above. In most automation 

scenarios, this type of reasoning will be 

beneficial:�

^ If a user meets condition X, then do Ỳ

^ If a user does not meet condition X, then do Z.



There are many platforms out there. So it's essential to 

understand the different levels of marketing 

automation platforms:=

" Process Builders?

" Email Marketing / Omnichannel Marketin�

" CRM



You will likely need a combination of all of them, 

depending on what you want to achieve. Here are a 

few questions most leaders ask themselves:=

" How to identify and prioritise new valuable leads�

" Improve sales processes�

" How to convert more prospects into leads and 

customers? 



Once they've become qualified enough, you want to 

either pass them on to your sales team or, if you're 

working on a pure self-serve model, mark them as won 

deals and new customers (i.e. CRM). 


4° What you need to 
know about the 
technical aspect



How to identify and prioritise new 

valuable leads?


This is where the tagging system we mentioned comes into 

play. You get a lot of leads, and that's great. But then your 

SDR team doesn't know how to go through the pipeline. A 

tagging system or a lead scoring system will help your team 

prioritise their efforts to turn those leads into paying 

customers!

Improve sales processes?


The tagging system is one way. But data is vital in unlocking 

opportunities for improvements. Thanks to marketing 

automation, your teams will continuously be testing new 

things, whether it's your marketing, sales or operations team.

How to convert more prospects into leads 

and customers? 


This is typically the one project where everything blends 

together. You'll need a system to automatically qualify leads 

(i.e. process builder) and assign them to the right email 

campaigns (i.e. email marketing platform). 



Platforms like user.com are 

great because you can integrate 

them through Google Tag 

Manager.


A platform like ActiveCampaign 

is also straightforward to 

integrate because you only need 

a bit of code in the header of 

your website.



There are other platforms such 

as customer.io which requires 

technical help.




Best tools for 
marketing automation



pros & cons

ProsOverview Cons

This platform is best for 

companies:8

* Who wants to do a lot of 

segmentation:

* D2C companies (thanks to 

native Shopify and 

WordPress integrations)


* It’s the most affordable software 

with enough features to help any 

business move forward with its 

inbound and email marketing 

strategy. The possibilities are 

endless when it comes to 

segmentation.:

* You can create first-party data 

on it as it’s able to connect your 

CRM to your website traffic to act 

in real-time. It’s one of the oldest 

platforms (2003).


* Their UI is a bit old fashioned�

* It can seem tough to handle at 

first sight.:

* If you grow quickly, you will need 

to upgrade your plan regularly.



pros & cons

ProsOverview Cons

This platform is best for 

companies:9

& Low-ticket B2B companies7

& Sales-oriented B2C 

companies


& If you’re already paying for 

Intercom and would be happy to 

switch to a cheaper alternative, 

user.com is fantastic. The live 

chat product is at the core of 

their offering, which is really 

helpful if you have any questions.7

& Good reporting capabilities if 

you’re looking to align the sales 

and marketing teams. It is also an 

interesting one to use if you have 

a unique process and are not 

doing too much segmentation.

& To be able to fully enjoy the 

benefits of their product, it will 

cost you $249.7

& Otherwise, you can only do 5 

automation, and you will be stuck 

rapidly.



pros & cons

ProsOverview Cons

This platform is best for 

companies::

" B2B companies wanting to 

align sales and marketing 

teams through excellent 

CRM integrations


" It’s the most straightforward UI to 

visualise the automation and 

workflow you are building.[

" They have great integrations and 

partnerships with all the big 

software companies you will use 

at some point (Pipedrive, 

Hubspot, Intercom, Twillio...).

" Although they have similar 

features, they are more expensive 

than ActiveCampaign. They can 

make you pay a lot for add- ons, 

including one for salesforce.



pros & cons

ProsOverview Cons

This platform is best for 

companies:;

% Companies that want to 

merge transactional and 

marketing emails into a 

single platform9

% Companies that have a web 

app, marketplace or a 

mobile app


% This is the most powerful and 

comprehensive API. If you’re 

already using Segment, they have 

the best native integration, which 

can be set up in only 1 clickf

% If you’re already using Segment, 

they have the best native 

integration, which can be set up 

in only 1 click.9

% Your communication is based on 

first- party events.

% You will need existing experience 

in marketing automation or 

workflows to fully leverage the 

product. You need tech skills if 

you want to use their API.9

% It can seem expensive at first, but 

you’re paying for up to 10K 

contacts, so pricing remains 

stable.



Checklist To Get Started 

Understand who your customers are


Create segments based on the common characteristics or journeys 


Define the key metrics of each of their journeys


Identify the key events that move them in your funnel


Define a marketing automation stack 


Craft the most relevant message for each segment for each event throughout your funnel


Implement your map to deliver the best experience


Test it in a “staging” environment 


Launch it live 


Analyse metrics, iterate and improve performance




Leveraging automated processes can be a 

powerful way to generate more revenue 

rapidly. 



Your teams will be saving a considerable 

amount of time that we'll enable everyone to 

start doing those projects that can be game-

changers but for which time was never 

available.



With that being said, take the time to go step 

by step. We can't stress this enough, but 

strong foundations are critical, so you can 

continue building as you go! 


Conclusion

the on-demand growth 
team for startups

Follow us on linkedin

hello@launchmappers.com

launchmappers.com


