The Guru In You™:

5 Marketing Mistakes Your Are Probably Making In Your Business
By Curt Clinkinbeard
Chances are, in your marketing efforts, you are making some of the classic marketing errors and would welcome some improvements. (If you don’t believe me just ask yourself if you are interested in either more revenues or more profitable revenues, and you will have your answer!) Here are some common marketing mistakes we find a large number of companies are making. 

1. Looking at the business from their own perspective

One of the better definitions of marketing is having the ability to look at your own business through the eyes of the customer. This is an extremely easy thing to say and intellectualize, but much more difficult to actually do. 

Business owners tend to look at their companies through a somewhat distorted lens. First, they usually have a ‘creation bias” as it relates to their business, its offering and its strategies. Because we are so close to our own company and ideas, we seldom have the ability to look at them objectively in the same way that others do. This can lead to flawed logic. 

In addition, business owners have a significant stake in the performance of their companies. This, too, prompts us to look at the business in a way that is very different than how the rest of the world sees things. This makes it very hard to be unbiased.

These distorted ways of looking at our own businesses have a significant impact on the way we approach the market. It is very common for business owners to be frustrated that the rest of the world (or even their own employees) do not see their business and the value it creates in the same way as the owner does personally. 

To be most successful, the business owner or marketing manager must be able to remove themselves from their personal proximity and skewed views of their company’s offering and objectively look at it through the eyes of the customer. By doing this, the manager has the ability to clearly see the way the client relates to his company, the motivations the customer has to continue or increase involvement, and the necessary strategies to position the business for ultimate success. 

People look at your business differently than you do. If you understand this concept and use it to your advantage, your marketing efforts will be better positioned for success. 

2. Inconsistent marketing communications

A very big part of success in marketing relates to creating a strong communication link between the company and its customers and potential customers. Communication strategies are used to create things such as awareness, demand, interest, affinity, loyalty, curiosity, and purchases. 

Many marketers underestimate the amount of communication that will be necessary to accomplish these goals. There are several reasons for this requirement of quantity in communications. First, the average consumer is exposed to over 3,000 advertising messages per day. This staggering statistic means many marketing messages are lost in the shuffle. 

Next, familiarity breeds trust; trust breeds believability; and believability fosters connection. Messages must be repeated so that people begin to feel comfortable with your company and its message. In marketing terms, this is referred to as the “frequency” of messages. 

Statistics state that a consumer must be exposed to a message from between 5 times and 20 times before it starts to sink in. Many marketers get frustrated that their marketing messages are not embraced immediately, and give up on marketing.

Good messages must be repeated to create the desired impact with the customer, thus a consistent and repetitive approach is a must. 

3. Poorly defined or under-leveraged competitive edge

Every time a customer purchases something, they must answer the question, “why should I buy this product (or service) from this company instead of other options?” Today, customers have a great number of choices. Competitive environments in nearly every industry are getting even more intense. In many cases this leaves customers overwhelmed and confused with too many options.

Developing a competitive edge essentially answers the question of, “why us over the competition?” Many companies make a mistake of either not knowing their competitive edge, having a weak competitive edge, or not fully leveraging on their competitive edge.

Customers are begging to have their purchase decisions made easier. With all the options, customers can become frustrated. The marketing opportunity surfaces when a company clearly understands why the customer should purchase from their company and does an effective job of communicating this to customers. This makes life easier for the customer.

To be most effective, the competitive edge should be important to the customer, motivate them to action, be easy to communicate, be unique from other competitors, and must create barriers to entry for other competitors. 

4. Not enough emphasis on measuring, testing, and adapting

Business owners tend to be competitive people, which is an important part of their success. Unfortunately, marketing is not always a “win on the first try” type of activity. This can lead to experimentation and disillusionment with initial results. 

Many potential marketers try a particular tactic, such as running an ad or doing some direct mail, and end up discouraged by the results. It is rare that someone “hits a home run” on the first shot, so persistence and adaptation are keys to successful marketing. 

Good marketers have a solid understanding of this. In fact, most great marketers probably have as many failed products, campaigns, or strategies as they do successful ones. The difference is that they do not view these things as a failure; they view them as experimentation that provided valuable insight and they adapt accordingly. 

Successful business professionals measure activities so that winning programs can be repeated and less successful ones can be revised (and tested again) or eliminated. The point being that success in marketing does not require hitting the bull's eye with the first shot. It requires learning, problem solving and persistence. 

The key is to take a mature, unemotional approach to measuring, evaluating and modifying programs. This starts with stating and quantifying desired results before a campaign (or product or company, etc) so there is an estimated “baseline” from which to compare results. Next, a system must be put in place to quantify results and to take action based on insights gained. Having a systematic approach is important for long-term implementation of such a program.

Great marketers give their ideas room to breathe, a chance to blossom and permission to modify and change. 

5. M.B.A. instead of M.O.P.

In this point, M.B.A. does not stand for a Masters of Business Administration (nor does it take anything away from graduate degrees in business), it stands for ….

Marketing By Accident

Unfortunately, one of the bigger mistakes business make is marketing by whim or marketing without a clear plan. The business owner happens to read an article on direct mail and a campaign goes out four days later or the local newspaper salesperson walks in with a deal that must be purchased by next Monday. Flippant, unconscious creation of marketing strategies typically does not produce great results. 

M.O.P. is “marketing on purpose” and is the prescribed remedy. It means taking control of the marketing process and creating it based on the strategic objectives of the company. It means being proactive in visualizing the relationship between your company and the process of fostering those vital interactions. M.O.P. is a leadership approach. 

In conclusion, there are many common marketing challenges that nearly all companies have in some way or another. The good news is these challenges are predictable and can be addressed with intelligent and systematic solutions. 

Keep your eyes open for these five marketing mistakes within your company and develop systems (and reporting mechanisms) that put you on the path of success. Avoid these mistakes and prosper! 
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