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10 ways to
screw up
your
marketing
plan




marketing mistake #1

maximise brand
engagement & loyalty
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Source: Direct Marketing Association 2015 <0.01% of brand users are active Facebook fans



Loyalty strategies do not work

Profit effect

Loyalty strategy Acquisition strategy Talk to everyone
Source: Binet & Field 2013



lesson:

marketing works by
“nudging” the many, not
“converting” the few



marketing mistake #2

put communications
first
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lesson:

put product, price and
distribution first, then
think about comms




marketing mistake #3

maximise efficiency



Automobile Association

brand activity cut to zero
100% spend on “hard working” performance marketing

efficiency and ROl maximised

brand metrics all fell
market share declining

complete collapse predicted in five years
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lesson:

put effectiveness first,
efficiency second



marketing mistake #4

be data-led
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lesson:

focus on the metrics that
matter, not what is easy
to measure




marketing mistake #5

target tightly
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lesson:

reach beats targeting



marketing mistake #6

differentiate



Cravendale milk is different







lesson:

distinctiveness Is more
iImportant than
differentiation



marketing mistake #7

focus on “new news”
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lesson:

aim for the heart of the
market



marketing mistake #8

communicate your
message clearly






lesson:

emotions beat
messages, and fame
beats everything else



marketing mistake #9

iInnovate and disrupt
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lesson:

sometimes consistency
beats innovation



marketing mistake #10

don’t be bound by
rules
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lesson:

read the
rule book




