7 Common Marketing Mistakes…
and How to Avoid them for Business Success
By Dan Kapellen
You downloaded this for a reason. You are interested because you are proactive about growing your
business, you are a perpetual student who loves to constantly learn (like me), or you are hoping to pick
up just one ‘aha moment’ to enhance your marketing and business skills. Regardless of why you are
here, even if it something else, read on. Find a nugget or two that resonates with you.
I wrote this after randomly meeting a like-minded business trainer during a round of golf and chatting
about blocks that slow down small business owners, even mid-size business owners and managers.
This list is not in any particular order because the importance and relevance of each item depends on
the business, its goals and mindset(s) of those responsible for executing a marketing strategy.
So, let’s get started.

1. Misunderstanding the difference between Marketing and Advertising
Marketing is the art of learning how to get seen.
Advertising is getting seen.
Marketing is the research that determines if you will
get seen, by the right people.
Advertising is only one component of the broader
marketing process. Money spent on ads that get your
word out to the wrong people, or to the right people
with a message that does not resonate is money
wasted.
Marketing is the systematic planning and
implementation of actions that match buyers and
sellers for the mutual benefit of exchanging goods and
services. If you are a seller, the job of marketing is
learning who the buyers are, where they are, and how
to describe your product or service in a way that they
understand your offering is what they are looking for.
If you think of marketing as a pie, it can be divided into
advertising, market research, media planning, sales
strategy, customer support, and even public relations and community relations. Marketing begins with
describing your unique selling proposition (USP), the potential buyers, where the buyers get their
information and the message that will get their attention. Effective marketing is a process that requires
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hours of research, outreach and feedback. Ugh! Boring, but essential. This is of enough importance to
justify a separate article.
Effective advertising brings visibility of the right message to the right people in the right place at the
right time.

2. Inconsistent Brand Identity
People are easily confused if your business is visually different each time it’s presented. Or, if the visuals
such as images and videos have nothing to do with your business and your business message.
Don’t confuse the above statement, however, with adjusting your message to individual audience
personas… As long as the message and visuals remain consistent with your business and the brand
that you want to present.
For example, if your business offers IT services, don’t create a business page on Facebook for your IT
service business and fill it with funny cat videos. Sure, you will get a lot of “Likes” if you spend money to
boost the posts. But, these “Likes” will be from people who like funny cat videos. Subsequently, if you
run an ad promoting your business or boost a post promoting your business, even with a properly
targeted audience, Facebook will preferentially show your business ad to people who previously
engaged on your page. These are people who like cat videos, not IT services, and will generate negative
responses that confuses the Facebook algorithm and increases the pay per click cost of your ads.
It’s the same concept for print ads, websites and emails. If colors, images, messages and engagement
experience vary, your business brand will lose credibility and prospects will be unwilling to travel further
through your sales funnel toward becoming customers.
A logo is extremely helpful, some would say necessary to for recognition and memory recall. But it is
not enough! Branding is more than a logo. Most importantly, branding is how customers perceive your
organization.
One marketer describes it as follows: “Branding is the
sensory presentation and reinforcement of everything a
brand promises to deliver.”
Let that sink in… Sensory presentation of delivery on a
promise. In other words, what is the perceived
credibility of the business who is presenting the
message?
What happens to that credibility when something as simple as logo, images, color scheme and
typography vary from message to message? At minimum, it is distracting. But it most likely decreases
trust and authenticity of your message. A Style Guide should be created to ensure consistent imaging.
Also, a Brand Guide should communicate the values of your company along with staff training to ensure
consistency in how they communicated? If it is just you, it is a touchpoint to remind yourself of the
values that you want to consistently portray. Customers should perceive these values as permeating
your organization.
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3. Believing if You Build it, They Will Come
Of course, we know that it takes more than an idea and business registration for business success. Early
on, we create visibility by designing sales collateral, maybe hiring a graphic designer, copywriter and
website developer. It is definitely helpful and most likely necessary for visibility. But it is not enough.
Most businesses today automatically think of creating
business cards, websites, social media business pages,
even sales brochures or promotional items with the
business name and website address. Businesses selling
products also create cool-looking packaging or labels.
For all practical purposes, though, none of these features
exist, except for the residual credit card bill, if customers
don’t see them or feel motivated to act on them. The
mistake is not taking steps to get seen by the right
people where they expose themselves to information…
your information!
Getting found does not have to be expensive.

For small startups, over 200 low-cost or no-cost Guerilla Marketing
weapons are available for free: Download by Clicking Here.
Another free resource that most businesses neglect is Search Engine Optimization (SEO) or poor SEO, for
their website. SEO is what helps the Google, Bing, Yahoo and other Search robots understand your
website or landing page so that they know how to match it up with people who are searching for your
product or service on the internet. Even peopled who claim to be SEO experts, often don’t get it right.
If you have a website, eCommerce store or
landing page, SEO is the cheapest way to get
found on-line. Why? you ask. It’s because
people use Google or Bing or Yahoo or other
search engines to find what they are looking
for. Think of search engines as “Tinder for
online questions”. They bring together
searchers and answers. Your website or
landing page should be an answer for the
right searcher, whether it is for information,
entertainment, products or services.
When your website gives search engines the
right information about your business, in the right way, they are better able to match your website as a
solution to the question being searched. Being found by someone searching for your solution is far
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more powerful than having your PPC ad show up on the side of a page when someone is interested in
watching a video of their grandkids splashing in the pool.
I expanded on SEO because for small businesses, it is possibly the most powerful, yet misunderstood,
mis-used and under-utilized tool on the internet. SEO not only applies to websites and landing pages, it
applies to getting found on YouTube, Facebook, Instagram, LinkedIn, Pinterest, Amazon and other Social
Media. Take a close look, next time that you do a search and look at the number of non-website results
that appear in the first 2-3 pages of the search.
So, to close out this section the key takeaway is that if you build it, they will come only if they know it
exists. Secondarily, there are 200 no cost or low-cost Guerilla Marketing Weapons to choose from and
the power of SEO is underestimated in this digital environment.

4. Not Tracking Metrics
Data is plentiful, probably too plentiful. The result is that business owners become overwhelmed and
ignore it. Or, they think the only metric that matters are dollars in the bank. Dollars in the bank is a key
metric. But, how do you know if you are headed for a surprise train wreck? Our eyes glaze over when
somebody tells us that we need to adopt S.M.A.R.T. goals (Specific, Measurable, Achievable, Relevant,
Time-based).
Instead of discussing theory, let me tell a
true story about a trip that my daughter
and I took from Chicago to Portland,
Oregon where she interned for a 90-day
clinical and, of course, wanted her car. We
had 5 days and certain sights we wanted to
enjoy along the way. Of course, we also
needed time for lodging, meals, refueling
and a budget. My daughter knew nothing
about S.M.A.R.T. goals. For that matter, I
had not yet been introduced to the term.
Yet, she planned every aspect of the trip
with very little input from me except for
brief discussions of what we wanted to see, Mt. Rushmore at night, Mt. Rushmore museum, Crazy Horse
Memorial, Spearfish Canyon, Devil’s Tower, Yellowstone Park, Jackson Hole and, our destination,
Portland.
We had an infinite number of choices for routes to our destination if that is all we thought about. And,
we may, or may not have arrived in time for her to start her Clinical on time. But she used my computer
and Rand McNally software to map the exact route, with time buffers for meals and unplanned
opportunities. Because she was Specific about the exact route and arrival time at each milestone, we
were able to Measure progress toward our destination. Of course, she already knew it was Achievable
because she had calculated and documented it in the plan. The route and stops were Relevant to our
goal of reaching Portland in 5 days. For example, we did not detour through Miami. And, she not only
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knew the required Time to reach the destination, but she knew the time required for each leg of the
time. She did not bother to plan the budget since dad was paying for it anyway. The result was a 100%
tension-free trip with time for unplanned stops at the Corn Palace in Mitchell, IA, Craters-of-the Moon
near Boise, ID, fish ladders along the Columbia River and a lifetime of priceless memories.
Can you imagine such an experience for your
business? By tracking progress, you know when you
are on pace, ahead of pace, or need to pick up the
pace. No surprises and maybe a little time to
experiment with that back-burning idea that could
launch a new leg of revenue.
Metrics to measure and how to measure them depend
on your business goals and how you go about
executing on them. But it takes guts to measure
progress and to measure results because sometimes it
is hard to let data tell you the truth. That your idea, or your beautiful ad isn’t working. Yet, this is what
provides the clarity to cut future losses and tweak or pivot to continue the search for what does work.
Let’s consider advertising. Assume that you have done your marketing research. You defined your
audience, usually multiple audience segments, determined where and how they get their information
identified the hot buttons that will get their attention and the unique selling proposition that will
separate you from the competition. The ad gets published, you wait for the phone to ring, and get….
Nothing.
A wonderful feature of the internet today is the ability to track and measure almost anything. If you
placed an ad in the paper, magazine, radio or TV, you can offer a discount with a code to track where
the prospects learned about you. But, if you are not contacted, you don’t know why. Was the ad placed
in the wrong venue, did the ad just not get attention because of the image or headline, was it just bad
timing, or was it just not published often enough to gain traction?
But, with the internet, it is possible to track every touch point through purchase. You can examine the
number of times that it showed up on a prospects screen, how long they looked at it, whether they
clicked on the call to action, whether they loaded it in their shopping cart, but never completed the
purchase. With optional software, you can track where they moved their mouse while looking at the
add. For example, did they not scroll down far enough to see the “Click to Buy” button. All this
information is useful for determining where corrections can be made. You can see where prospects
were just before arriving at your landing page. So, did they get there from a PPC ad, or via SEO? Were
they using their Smartphone, Tablet or desktop? Where to they reside? What is their age, gender and
interest background? The amount of available information is scary from a privacy standpoint. But it is
invaluable when assessing how to improve your connection with prospects, educate them about the
value you offer and convert them to customers when your value and their interest coincides.
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5. Thinking Email Marketing is Dead
Every one of us are aggravated with the
number of emails that clog our inbox. We
adopt strategies to view the emails we
want to see and to delete those with
which we don’t want to waste our time.
So, our reaction when thinking about
sending emails to our customer is that it is
a waste of time because they won’t find
our email in their cluttered inbox. It is
exactly the wrong way to think about
email.
That same line of reasoning would preclude us from attempting to compete with the tens of thousands
of messages that people are bombarded with through streaming and static media every single day. And
if you advertise in that media, it is far more expensive than email assuming you have a list of prospects
or customers who have engaged or expressed interest in the past.
The reality is that people see what interests them. Sure, they will miss it many times. That is the reason
for sending a message multiple times. Let’s return to your own aggravation that we addressed in the
first paragraph of they section. You HATE your cluttered inbox. But what if you are a dog lover and have
a pet dog who is getting on in years and walks slowly with arthritis. Just before you are ready to hit
delete, might you stop and read further if the headline reads “Cure Your Dog’s Arthritis with Dog Food
Infused with This Drug”? Probably so, and that’s the idea.
Get the right headline in front of the right people with the right message and email is a powerful tool.
There are many proven email autoresponders designed to capture email addresses, schedule follow up
emails and to segment list subscribers depending on actions they take so that you can more accurately
target them with educational messages, offers and even requests for referral.
As much as email is perceived as being hated, it remains as the highest digital ROI tool available.

6. Ignoring the Psychology of the Audience
Hot buttons, pain points, pleasure emotions. The
single biggest mistake that savvy marketers point to
when evaluating advertisements and product
listings is the recitation of features instead of
describing the benefits.
Proven designs for sales messages are an attentiongrabbing headline, a sub-headline that responds
with a reassuring solution, description of benefits, a
relevant and message-reinforcing image and a clear
call-to-action. The best headlines zero in on an
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emotion or pain that the reader wants to eliminate. Positive headlines can be used to good effect, too.
But studies show that pain outranks pleasure by 3 to 1 in headlines. It must be pain or pleasure that is
relevant to your audience and pain that your product or service can eliminate or a desired state that
your product helps the reader achieve.
This is where testing and experimentation is helpful. Marketing is not an exact science. Marketing is
more accurately described as a process consisting of well-proven steps designed to achieve a result. The
content of those steps and the correct content for those steps is most often subjective. Just as a good
baseball batter hits on base 3 out of 10 times, even the best marketing wizards need multiple at-bats via
hypotheses and tests to design a successful campaign. And, just as the salary goes up for the most
successful hitters, so does the price for the best marketers.
Hitting the attention-getting hot button of the prospective buyer is the biggest variable to differentiate
levels of campaign results. Assuming the basic guidelines are followed, it is possible for just one word to
make the difference. Today, tools for A/B testing are integrated into all major platforms to test
alternative structures, audiences, placements and many more variables. Unfortunately, most
businesses don’t take advantage of these tools and this wasted resource leads to money left on the
table.

7. Not Having a Plan
Think of marketing plans and business plans as
roadmaps for taking your business from where it is
to where you want it to be. You know where you
are today, and you might have a vision of your
destination and a time frame to achieve it.
Re-read Section 4 on Tracking Metrics. Not only
does a plan make the journey more pleasurable, it
allows progress to be tracked. A plan provides for
acquisition of resources and the timing or
milestones when they are needed, either personnel
or money, the qualifications of the personnel and
the source of the money.
Another mistake is thinking that the plan is created and then set aside. It should be reviewed regularly,
perhaps quarterly, or semi-annually with adjustments made, as appropriate. In addition to providing a
roadmap, it is a communication guide to motivate stakeholders such as investors, staff, vendors,
customers and even the community.
A plan does not have to be complex. In fact, simplicity brings clarity. Clarity brings enthusiasm. And,
enthusiasm encourages power motivation that drives results.

7

Wrap-Up
If you are thinking at this point that there is much more to cover, I would agree that you are correct.
Some common mistakes that I plan to cover in future blogs include “selling to everybody”,
“communicating the same message at every stage of the sales funnel”, “not remarketing”, “selling only
to readers and not skimmers”, and “failing to include a call-to-action”. By the time I dedicate the time to
write that article, more marketing mistakes will have come to mind, been suggested, or been
experienced.
Don’t let fear of a mistake stop you from acting. Thomas Edison, when asked how he kept from getting
discouraged after 10,000 failed attempts to invent the light bulb replied that he did not experience
10,000 failures. He went on to say that he experienced 10,000 learning experiences.
May your learning experiences be few and your successes be many.

Do You want to learn how to get

more leads, more sales and more profits
for your business?

Check out this FREE offer:
Go to https://KapellenMarketingUniversity.com
and click “Get Access”
for 3 Free Videos that show you step-by-step:
1. How to Create a Compelling Elevator Pitch
2. How to Design a Lead-Capturing Business Card
3. How to Create a Competition-Crushing Landing Page
Can I answer questions for you?
Dan Kapellen
Kapellen Marketing Solutions
352-600-3252
Dan@KMSprofit.com
https://KMSprofit.com
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