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from the author: 

Is your business guilty of any of these 13 deadly marketing mistakes? Do you know how much 

money this is costing you every month? Would you like to correct these mistakes and boost 

your profits at the same time? 

I congratulate you on your decision to read this report. The information contained in this short 

report, when applied to your business, can give you the edge you need over your competition.  

I hope that you enjoy reading this, but more importantly, I hope that you implement what you 

are about to uncover. 

   To your profits, 

   Scott  Voss 

 

P.S. 
I want to give an extra hand to those among us who are men and women of action. Are you 
one of these people? 
 
If so, there is a very special FREE gift for YOU, in these pages. Actually, it is more like a reward 
for investing your time to read this.  
 
While reading this report, look for a special page towards the end that will explain your free 
ƎƛŦǘ ǘƘŀǘ ǿƛƭƭ ƘŜƭǇ ōƻƻǎǘ ȅƻǳǊ ǇǊƻŦƛǘǎΦ ¢Ǌǳǎǘ ƳŜΣ ȅƻǳ ŎŀƴΩǘ Ƴƛǎǎ ǘƘŜ ƻŦŦŜr and more importantly 
ȅƻǳ ǿƻƴΩǘ ǿŀƴǘ ǘƻΦ  
 
  
   



2 | P a g e  

 

Patronus Marketing 

Phone (Phoenix Metro): 623-252-3867   Toll Free: 1-877-7-2 PAGE 1  |  (1-877-727-2431) 

Website:  www.PatronusMarketing.com/go/13report Email: Team-Patronus@PatronusMarketing.com 

Copyright © 2009 Patronus Marketing| Reproduction Strictly Prohibited 

  aƻǎǘ ōǳǎƛƴŜǎǎ ƻǿƴŜǊǎΧ  

Mistake #1  

Mistake #2 

Mistake #3 

Mistake #4 

Mistake #5 

Mistake #6 

Mistake #7 

Mistake #8 

Mistake #9 

Mistake #10 

Mistake #11 

Mistake #12 

Mistake #13 

άŘƻ ƴƻǘ ƘŀǾŜ ŀ ŦƻŎǳǎŜŘ ϧ proven marketing planέ 

άŘƻ ƴƻǘ ƘŀǾŜ ŀ right balance ōŜǘǿŜŜƴ ƻŦŦƭƛƴŜ ŀƴŘ ƻƴƭƛƴŜ ƳŀǊƪŜǘƛƴƎέ 

ά Řƻ ƴƻǘ automate their marketing where it becomes hands freeέ 

άŘƻ ƴƻǘ ƘŀǾŜ ŀ follow-up plan ǿƛǘƘ Ǉŀǎǘ ϧ ŎǳǊǊŜƴǘ ŎǳǎǘƻƳŜǊǎέ 

άŘƻ ƴƻǘ ƘŀǾŜ a referral program ƛƴŎƻǊǇƻǊŀǘŜŘ ƛƴ ǘƘŜƛǊ ōǳǎƛƴŜǎǎέ 

άŘƻ ƴƻǘ ƘŀǾŜ a clear & focused marketing message ŦƻǊ ǘƘŜƛǊ ǇǊƻŘǳŎǘǎέ 

άŘƻ ƴƻǘ ƘŀǾŜ ŎƭŜŀǊƭȅ ŘŜŦƛƴŜŘ sales goals ŦƻǊ ǘƘŜƛǊ ǇǊƻŘǳŎǘǎ ŀƴŘ ǎŜǊǾƛŎŜǎέ 

άŘƻ ƴƻǘ get a good return on investment from their marketing budget έ  

άŘƻ ƴƻǘ track ǘƘŜƛǊ ƳŀǊƪŜǘƛƴƎέ 

άneglect ǘƘŜƛǊ ŎǳǊǊŜƴǘ ŎǳǎǘƻƳŜǊǎέ 

άŘƻ ƴƻǘ differentiate themselves ŦǊƻƳ ǘƘŜƛǊ ŎƻƳǇŜǘƛǘƛƻƴέ  

άŘƻ ƴƻǘ ǊŜŀƭƛȊŜ ǘƘŜȅ ŀǊŜ ƛƴ the business of selling their products/servicesέ 

άŘƻƴΩǘ ǎŜƭŜŎǘ ǘƘŜ ǊƛƎƘǘ marketing channels to promote their messagŜέ 



  

 

istake #1 

"Most business owners do not have a focused & clear 

marketing plan" 
 

In my business consulting experience, I have noticed a similar attribute that is common in most 

entrepreneurs and business owners. Most are "doers" more than "planners". In reality, being a 

"doer" is perhaps the ultimate character trait of a successful person. Rather than thinking or 

wishing, they get out there and make things happen. Although there are AMAZING benefits to 

ōŜƛƴƎ ŀ άŘƻŜǊέΣ they are sometimes prone to getting into trouble for not thoroughly thinking 

through the situation.  Can you relate to this?  

  

LΩǾŜ ŀƭǎƻ ǿƛǘƴŜǎǎŜŘ ǘƘƛǎ ǇŀǘǘŜǊƴ ƛƴ ŀ ƭƻǘ ƻŦ our small business owner clientele. They get into 

trouble "doing" the wrong marketing activities, specifically marketing activities that were 

programmed into them since childhoodΦ aƻǎǘ ǇŜƻǇƭŜ ǘƘƛƴƪΧέ²Ŝ ƴŜŜŘ ǘƻ ƳŀǊƪŜǘ ǘƘŜ ōǳǎƛƴŜǎǎΣ 

ǎƻ ƭŜǘΩǎ Ǉǳǘ ϷмΣллл ǇŜǊ ƳƻƴǘƘ ƛƴǘƻ wŀŘƛƻΣ ¸Ŝƭƭƻǿ tŀƎŜǎΣ ƻǊ bŜǿǎǇŀǇŜǊ !ŘǾŜǊǘƛǎƛƴƎ όƭƛƪŜ Ƴƻǎǘ Řƻύ 

and they see if it generates any results.έ  

 

DƻƴΩǘ ƎŜǘ ƳŜ ǿǊƻƴƎΣ LΩƳ ŀƭƭ ŦƻǊ ǘŜǎǘƛƴƎ ǘƻ ǎŜŜ how well different marketing channels may. 

However, a good majority of business owners I have come across follow the pattern of just 

sticking to traditional popular marketing channels. But the disappointing thing that I see is this 

type of business owner does not generally have a concrete basis (statistics) for it. If you want to 

"do" the right marketing activities the right way, you must start with a good marketing plan. 

  

The definition of a marketing plan: 

A marketing plan is a written document that is an organized set of activities that is designed to 

promote your product, service and/or company. It is designed to increase customers and the 

company profits and is "planned out" between one and five years in the future. 

 

A Solid marketing strategy is "the foundation" of a well-written marketing plan. While a 

marketing plan contains a list of actions, a marketing plan without a sound strategic foundation 

is of very little use to your business. 

 

The elements of a good marketing plan 

1) Conduct quality research as the foundation to build your marketing plan 

2) Business & Marketing Mission Statements (they should be different but connected) 

3) Determine specific goals and time frames to reach these goals  

M 
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4) Determine what your effective "marketing channels" are   

5) Determine your marketing budget (ŘƻƴΩǘ Řƻ ǘƘƛǎ ǳƴǘƛƭ ȅƻǳ ƘŀǾŜ ŘƻƴŜ ǎǘŜǇǎ 1-3 first) 

6) Delegate responsibility to carry out each segment of your plan 

7) Measure the effectiveness of your marketing campaign and re-valuate 
 

istake #2 

"Most business owners do not have the right balance between Offline & 

Online Marketing" 

 
Over the years, I have noticed most small business owners concentrate their marketing "offline". By this I mean 

any marketing NOT DONE on the internet, such as radio, newspapers, and magazines. However, this is becoming 

more difficult to define as all of these traditional advertising sources are moving to the internet.  

  

Just like a weight loss program, you can exercise all you want, but if you don't have the right diet to go along with 

the exercise--- losing weight is extremely difficult. Making money with your marketing is no different.... you need a 

right balance between Offline & Online Marketing -- otherwise you will plateau with your business profits.  Think 

ŀōƻǳǘ ǘƘŜ ǿŜƭƭ ƪƴƻǿƴ άŀǎ ǎŜŜƴ ƻƴ ¢±έ ǊŜŀƭ ŜǎǘŀǘŜ ƎǳǊǳǎΦ ¢ƘŜȅ ŀƭƭ ƘŀǾŜ great balance between selling their 

programs offline (in seminars) as well as online (in tele-seminars and website shopping carts). 

  

In case you didn't know, online marketing purchase behavior is continuing to increase at a rapid rate around the 

world. Here are some startling statistics by some major research companies:  

  

1. Nearly half (49%) of shoppers intend to do their holiday gift buying online (versus in-store), and 72% are 

planning to research products online prior to purchasing (vs. 65% in 2007).  ("Mindset of the Multi-

Channel Shopper Holiday Survey," e-tailing group, October 2008). 

 

2. According to eBit, for 2009, it is expected that Brazilian online consumers will spend about BRL 8.5 billion 

(US $5.9 billion). The numbers focus only on B2C (Business-to-Consumer). 

 

3. Online marketing research firm comScore released data that revealed U.S. online spending during the 

2007 holiday season (Nov. and Dec.) exceeded $29 billion, a 19.1 percent increase over 2006's holiday 

sales (1/10/08).  

 

4. Overall, eCommerce sales in Asia will grow at about a 23.4 percent annual rate, reaching over $168 billion 

in less than three years from now, according to eMarketer (1/16/08). 

  

Are you starting to get just a "glimpse" of the future your business as it is tied to the internet? Do you think your 

competition maybe strategizing how to strategically get some of your local customers or clients to come to their 

establishment instead of yours? In my professional opinion, most local small business owners haven't even begun 

to tap into the wealth of marketing their business online. 

M 
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istake #3 

"Most business owners do not automate their marketing where it becomes 

hands free" 
 

In my opinion, there is little better than fully taking ŀŘǾŀƴǘŀƎŜ ƻŦ ǘƻŘŀȅΩǎ ŎǳǊǊŜƴǘ ǘŜŎƘƴƻƭƻƎȅΦ Wǳǎǘ ǇƛŎǘǳǊŜ yourself 

on vacation in Hawaii and your business is contacting and marketing to your current and past customers all on 

auto-pilot. Would that be something of great value to you? If you said yes ... keep on reading as this technology is 

FAST becoming very popular and available. 

  

One of the best ways I have found to automate your marketing is through the use of auto-responders. An auto-

responder is a system that automatically sends out "preset email messages and promotions" to your list of clients 

who have bought from you in the past, current customers, or potential clients who have opted in to your email list 

to get something for FREE. These emails can be text based in nature or short little videos which ad more of an 

entertainment experience. 

  

Just imagine pre-typing a well thought out email campaign (specifically for your customers) that was designed to 

educate and give back to them by giving special subscriber discounts or information. One of the many questions I 

get asked is...."Scott, do you mean to tell me I can "pre-program" my promotions and communications to my 

customers over a year in advance....and its all on autopilot?έ aȅ ŀƴǎǿŜǊΧ¸9{ΗΗ 

  

To be honest...this is one of the true joys I personally get in consulting, when I see ŀ ōǳǎƛƴŜǎǎ ƻǿƴŜǊΩǎ eyes light up 

like when they picture how they can implement this marketing strategy in their business. The next question is 

usually "Can we do this for my particular businessΚέ !ƎŀƛƴΣ ǘƘŜ ŀƴǎǿŜǊ ƛǎ άhŦ ŎƻǳǊǎŜΣ  just let me know and when 

you want to get started.έ 

  

If you question the potential of email marketing's current and future power, let me share some cutting-edge 

marketing statistics: 

  
1. "More than one-third said they checked throughout the day.έ - AOL/Beta Research Corporation (June 

2008) 

 

2. "More than seven out of 10 employed respondents also said they checked their personal email at work - 

and nearly one-third said they did so more than three times a day. - AOL/Beta Research Corp. (June 2008) 

 

3. "Nearly 70% of respondents said they had multiple email accounts. - AOL/Beta Research Corporation (June 

2008) 

 

4. "75.8% said they are using more email than three years ago.έ - Direct Marketing Association (2008) 

 

5. ά66% of those surveyed said they had made a purchase because of a marketing message received through 

email.έ - ExactTarget, 2008 Channel Preference Survey (2008) 

M 
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6. ά 2/3's of US Internet users surveyed said email was their preferred channel for written communications 

between friends. - ExactTarget, 2008 Channel Preference Survey (2008) 

 

7. ά67% of respondents prefer email as a communications channel over other online vehicles and 65 percent 

believe this will continue to be the case in five years. ά- Habeas (2008) 

 

Can you start to see how you can gain an advantage against your competition? Do you think they realize they 

should be using this technology? Better yet, do you think they know how to use it right? Chances are not unless 

they meet someone like me, of course. 

  

Can you see how this technology can make your business a lot of money by sending your customers and potential 

clients promotions all on auto-pilot?   

 

istake #4 
"Most business owners do not have a consistent follow-up plan with their 

past, current & potential customers" 

 
Let me ask you a question which may seem odd. Are your customers or customers that expressed an interest in 

your business in the past important to you? No doubt your customers are very important to your business. In fact, 

without customers it is impossible for any business to survive. They are the life blood of any organization or 

business. 

 

A typical pattern I see in many business owners is they fail to realize that once they acquire a new customer, or 

someone has expressed an interest in their company, how important it is to strengthen that relationship. The 

common way you can strengthen this relationship is by simply following up with them. Following-up is equally 

important to both new and existing customers (and doing it right) can help you boost your bottom line very 

quickly. 

 

Follow Up With Prospective Customers  

Most of my clients find that it is not easy to close a sale on the very first attempt. In fact, even the statistics in 

direct mail marketing show that response rates increase dramatically the more direct mail pieces you send to 

people. More contact means more sales.  

 

Although your customer may not buy into your sales teamΩǎ first attempt to close, this does not mean that the 

prospective client is not interested in buying your product or service. Could it be that they just require more time 

in order to make the purchasing decision? Could it be that they just require more time or just have some more 

questions regarding your product or service? In fact, you should contact them after your initial meeting because it 

will show that you are genuinely interested in serving their interests and satisfying their needs and not just 

wanting to gain access to their wallet. 

 

M 
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During the follow-up process, you can take advantage of the opportunity and explain to your customers in depth 

how your product or service can prove to be beneficial to them. An effective follow-up strategy provides you with 

a second opportunity to make the sale. 

 

Follow Up With Existing Customers  
It is not uncommon for businesses to neglect follow up with the customers they already have. A colleague of mine 

told me about a time he was talking to a business owner and asked the simple question: ά²hat marketing are you 

doing to your past and loyal cusǘƻƳŜǊǎΚέ The response was enlightening, ά²Ƙŀǘ Řƻ ȅƻǳ ƳŜŀƴ ƳŀǊƪŜǘƛƴƎ ǘƻ Ƴȅ 

existing customers?έ ¸ƻǳ ǎŜŜΣ Ƴƻǎǘ ōǳǎƛƴŜǎǎŜǎ Řƻ ƴƻǘ ƘŀǾŜ ŀ ǎȅǎǘŜƳ ƛƴ ǇƭŀŎŜ ǘƻ ƳŀǊƪŜǘ ǘƻ ǘƘŜƛǊ ŜȄƛǎǘƛƴƎ ŎƭƛŜƴǘŜƭŜΦ  

 

Acquiring a new customer is definitely more difficult and expensive than retaining existing ones. Think about it. An 

existing customer has already said (through their actions) that they want and like your product. So when it comes 

to your current customers, you should definitely treat them as pure gold and put a strong emphasis on marketing 

to them. In fact, I would recommend you start a VIP program for your long time customers. This will show that you 

value their consistent business. The hard truth is, if you don't value your existing customers and do what's 

necessary to keep them, your competitors will be only too happy to relieve you of the responsibility. 
 

By following up with your past customers, it only proves to them their business is important to you. Let me ask you 

another question: Do you like when people take time out of their day to recognize and appreciate you for the 

ǘƘƛƴƎǎ ȅƻǳ ƘŀǾŜ ŘƻƴŜ ŦƻǊ ǘƘŜƳΚ LŦ ȅƻǳ ŀǊŜ ƭƛƪŜ ǘƘŜ ŀǾŜǊŀƎŜ ǇŜǊǎƻƴΧΦǘƘŜ ŀƴǎǿŜǊ ǘƻ ǘƘƛǎ ƛǎ άƻŦ ŎƻǳǊǎŜ ȅƻǳ ŘƻέΦ When 

following up with your customers, make sure they know you want them to be satisfied with the service they 

receive from you. By doing this, you not only increase your chances of retaining them, but the probability they will 

refer your business to others also increases as well. 

  

Reasons prospects or customers may not buy from you: 
1. They may not be ready to make a decision.  

2. They may have more pressing things on their minds.  

3. They may have more questions about your product/service. 

4. Two or three of your competitors are actively trying to sway your customer to purchase from them.  

 

By following up repeatedly, you will have a "dramatic advantage" over your competitors, since few of them will 

follow up more than once. When your prospects are ready to buy, which could be one week from now, or nine 

months from now, you will have a better chance of getting the sale if you are uppermost in their minds. You can 

only do that by consistently following up. 
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istake #5 
"Most business owners do not have a referral program incorporated in their 

business" 

 
Are you familiar with referral programs? If you are like most business owners you probably know what a referral 

program is, but may not think you have the time to implement. If this is the case, then Mistake #5 is a big one for 

your business. 

 

Without a systematic referral program, you are missing out on THE #1 most powerful form of advertising there is in 

business. Referral programs are simply one of the lowest cost ways to generate the highest quality leads. PERIOD. 

Referrals are the lifeblood of small business and if you haven't yet institutionalized a referral program, you should 

make this a priority. In fact, if you structure it right, you can even automate your referral program. 

 

What is a referral? 
The act of recommending a person, product or service to a business for a particular purpose and benefit that you 

can give. 

 

Why are referrals so powerful? 
The reason referrals are so powerful is they come from a credible third party that has experienced first-hand the 

benefits of doing business with you. Lƴ ŦŀŎǘΣ ƛǘΩǎ ōŜŜƴ Ƴȅ ŜȄǇŜǊƛŜƴŎŜ that most referrals come from a friend or a 

business associate with which the person has ŀ ǊŜƭŀǘƛƻƴǎƘƛǇΦ ¢ƘŜ άŦǊƛŜƴŘ ǊŜŦŜǊǊŀƭέ has no ulterior motive when they 

make this referral. Human nature tends to believe what your friend (or business associate in which you have a 

relationship with) is saying. Whereas a sales pitch from a sales person whose goal is to simply make money from 

you does not hold the same weight. 

 

Referrals are also valuable, because most of the time they are completely free. How would like to receive the 

benefits of the most compelling sales advertisement on earth for absolutely nothing?   

 

Research 

Research supports the importance of referrals. According to Paul and Sarah Edwards (authors of Getting Business 

to Come to You), up to 45% of most service businesses are chosen by customers based on the recommendations of 

others. Another recent survey (by Dun and Bradstreet) found referrals to be one of the two most popular methods 

business owners use to market their business. So if you are not currently making a referral program a top priority, I 

have just one question for you: Why Not?   

 

The most tangible reason of all to support the case for referrals is, customers that give referrals tend to become 

more loyal to your business. Think about it. People feel good when they give and know they are doing the right 

ǘƘƛƴƎ ǿƘŜƴ ǘƘŜȅ ƎƛǾŜ ŀ ǘŜǎǘƛƳƻƴƛŀƭ ƻǊ ǊŜŦŜǊǊŀƭ ǘƻ ǎƻƳŜƻƴŜ ǘƘŜȅ ƪƴƻǿ ŀƴŘ ǎƻƳŜƻƴŜΩǎ ōǳǎƛƴŜǎǎΦ  Once someone 

stands up and makes a public statement about you, psychologically, they will become more committed to you 

ƎƛǾŜƴ ǘƘŜ άǎƘŀǊŜŘ ƘƛǎǘƻǊȅέ ŀƴŘ ǘƘŜ ŜƳƻǘƛƻƴŀƭ ƛƴǾŜǎǘƳŜƴǘ ǘƘŜȅ ƘŀǾŜ ƳŀŘŜ ƛƴ ȅƻǳǊ ōǳǎƛƴŜǎǎΦ 

M 
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istake #6 
"Most business owners do not have a clear and focused marketing message 

for their products" 
 

Because most business owners tend to not have a 2-6 year marketing plan, their marketing tends not to be 

focused. IŀǾŜ ȅƻǳ ƘŜŀǊŘ ƻŦ ǘƘŜ ŦŀƳƻǳǎ ǉǳƻǘŜ άaŀƴ ǿƛǘƘƻǳǘ Ǿƛǎƛƻƴ ǿƛƭƭ ƴƻǘ ǇǊƻǎǇŜǊέΚ L ǘƘƛƴƪ ȅƻǳ Ŏŀƴ ŀǇǇƭȅ ǘƘŀǘ ǘƻ 

ōǳǎƛƴŜǎǎ ŀƴŘ ǎŀȅΣ ά! ōǳǎƛƴŜǎǎ ǿƛǘƘƻǳǘ a marketing vision will not prosperΦέ    

 

When I review the marketing a business is doing, I typically find they are like the scattered pieces of a puzzle that 

are laid all over a table. When the pieces are scattered and not put together the business owner is unable to see 

ǘƘŜ άbig pictureέ. However, when all of the pieces are properly placed the picture becomes surprising very clear.  

The same can be said for your marketing messages.  

  

Developing clear and focused marketing messages is one of the most important steps you can take towards 

dominating your local market (or even national market). In our MTV, 10-second attention span world, your 

messages must communicate clearly and quickly to your customers. Yet your messages must be consistent 

throughout your company and reinforce your product positioning and branding.  

 

An independent customer satisfaction index survey revealed that companies that have clear and focused 

marketing messages experienced the following: 

1) Discounted products 1/5th as often  

2) Had win rates 20% higher than average  

3) Had 25% higher quota achievement rates  

4) Closed three times as many deals  

 

Clear and consistent marketing messages help keep you and your customers focused on what it is that your 

company does as its core business. Do you think your competition is sensitive to these things? It has been my 

experience talking to clients is that they are not.  This is just another competitive angle you should take advantage 

of this year. 

 

 The key to great marketing messaging is to concentrate on 1 or 2 things you do well. If you can focus your 

marketing messages around 1 or 2 specialty areas or areas of excellence, your future has the potential to be that 

much brighter this year. 
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istake #7 
"Most business owners do not have clearly defined sales goals for their 

products and services"  

 
LǘΩǎ ƛƴǘŜǊŜǎǘƛƴƎ ǘƻ ǎŜŜΣ when talking to business owners and entrepreneurs, how many of them do not have clearly 

defined sales goals for their products and services. If they don't take the time to be very specific on what they want 

to accomplish financially, they typically will not be happy by the end of the year.   

 

It is actually not that uncommon for a business owner to tell me,  "we want to make as much as we can". The 

problem with this concept is that although it makes sense in theory, it doesn't provide a good measuring stick how 

your employees and your company are doing through the year.  

 

From my experience, most good business owners (and employees for that matter) would like to know how well 

they are achieving their goals throughout the year. For example, if you set a goal for your employee of selling 25 

units by Friday and Friday morning your employee only had 6 sold, both of you would know how much effort was 

needed to reach that goal by the end of the day.  The weekly goals are linked to the monthly goal that the 

department has set in place. And the monthly goals are linked to the yearend goals. 

 

Outside of the measuring that setting goals provides your business; it also provides an idea of how much marketing 

may be needed to reach these goals. Needless to say, being very specific on how much you want to make in sales 

(for each product and service you sell) is of extreme importance for your marketing success.  

 

istake #8 
"Most business owners do not get a good return on investment from their 

marketing budget" 

 
Since most business owners are investors, let me ask you a question: If you want to spend $10,000 on some area 

ƻŦ ȅƻǳǊ ōǳǎƛƴŜǎǎΣ ƛǎƴΩǘ ȅƻǳǊ Ǝƻŀƭ ǘƻ ƳŀƪŜ р ǘƛƳŜǎ ǘƘŀǘ ƛƴƛǘƛŀƭ ƛƴǾŜǎǘƳŜƴǘΚ {ǳǊŜ ƛǘ ƛǎΧ.ǳǎƛƴŜǎǎ млм ƛǎ ƎŜǘǘƛƴƎ ŀ ƎƻƻŘ 

return on your initial investment. Then why is it foreign for most business owners to apply this same concept to 

demand a good return on the marketing dollars you spend in your business? 

 

¢ƘŜ ƻōǾƛƻǳǎ ǊŜŀǎƻƴǎ ŀǊŜ Ƴƻǎǘ ōǳǎƛƴŜǎǎ ƻǿƴŜǊǎ ŀǊŜ ǾŜǊȅ ōǳǎȅ ŀƴŘ ǘƘŜȅ ŘƻƴΩǘ ƘŀǾŜ ƳŀǊƪŜǘƛƴƎ ǇŜƻǇƭŜ όƭƛƪŜ ƳȅǎŜƭŦ 

that they talk to on a regular basis) to share some of thŜǎŜ ŎƻƴŎŜǇǘǎ ǘƘŀǘ LΩƳ ǎƘŀǊƛƴƎ ǿƛǘƘ ȅƻǳ ǊƛƎƘǘ ƴƻǿΦ 

Measuring and understanding your marketing success (online and offline) is a critical step that most business 

owners overlook. The reason being is because most business owners don't have time to crunch the numbers. 

 

¢ƻ ŀŘŘ ǘƻ ǘƘŜ ŎƻƴŦǳǎƛƻƴΣ ǿƘŜƴ ǘƘŜǎŜ ōǳǎƛƴŜǎǎ ƻǿƴŜǊǎ ƭƻƻƪ ŀǘ ǿƘŀǘ ǘƘŜ ά.ƛƎ .ƻȅǎέ ŀǊŜ ŘƻƛƴƎ όǘƘƛƴƪ aŀŘƛǎƻƴ 

Avenue and the Super Bowl ads) they see what amounts to huge wads of cash being thrown into a bottomless pit. 

The problem is, wheƴ ǿŜ ƭƻƻƪ ŀǘ ǘƘƻǎŜ ŀŘǎ ǿŜ ǘƘƛƴƪ ƛǘ ƛǎ Ƨǳǎǘ ǊŜƎǳƭŀǊ ƳŀǊƪŜǘƛƴƎ ǿƘŜƴ ƛƴǎǘŜŀŘ ƛǘ ƛǎ ōǊŀƴŘƛƴƎΦ 5ƻƴΩǘ 

M 
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get me wrong, branding is very important for your business and should not be ignored. It is just important to 

realize that the two need to be treated differently, for their different purposes. 

 

Another reason (which leads to marketing mistake #9) is that they are not tracking their marketing. LǘΩǎ ƘŀǊŘ ǘƻ ƎŜǘ 

ŀ ƎƻƻŘ whL ƻŦ ȅƻǳǊ ƳŀǊƪŜǘƛƴƎ ƛŦ ȅƻǳΩǊŜ ƴƻǘ ǘǊŀŎƪƛƴƎ ƛǘΦΦΦǊƛƎƘǘΚ .ȅ ϦŎƻƴƴŜŎǘƛƴƎ ǘƘŜ ŘƻǘǎϦ ōŜǘǿŜŜƴ ȅƻǳǊ ŎǳǊrent 

marketing and the amount of sales you received from it, you can adjust your marketing plan according to what is 

working and what is not. 

  

I've met several business owners who were spending $2000-$5000 per month on Yellow Page and radio ads for 

their business, but had no way of knowing for sure if it was working. For the ones that could make an educated 

guess, their return on this investment was minimal compared to what they were spending.  

  

Needless to say, before spending another dollar on your marketing, make sure you come up with a strategy for 

how you can get the best return on your marketing investment. 

 

 

istake #9 
"Most business owners do not track their marketing" 

 

 
WOW! Although this is Marketing Mistake #9, I think I should have made it #1. It is one of my favorites because 

this is exactly what sets you apart from the majority of other business out there, especially your competition. If 

done correctly it can not only save money, but it can make you a lot of moneyΦ bƻǿ ƛǎƴΩǘ ǘƘŀǘ ōŜǘǘŜǊ ǘƘŀƴ just 

throwing your hard earned money at a marketing campaign and hoping it sticks? Developing and implementing a 

strategic marketing plan is an essential part of your success. However, unless you're testing and tracking your 

strategies, you may be losing a great deal of time, money and opportunity. We can always make more money, but 

once time and opportunity are lost, there is really no getting them back. 

 

You can dramatically increase your sales simply by taking the time to test and track your results. Not only will it 

help you to determine what's working and what's not, but it will also enable you to focus your efforts on the 

strategies and marketing channels that produce the best results. 

  

It also gives you a regular thermometer of where you are in relation to the key performance goals that you have 

set out to track your progress. (Remember the previous lesson about sales goals?). Every time you implement a 

change in your marketing, you can and should test the effect of that change on your results.  

  

Anything that improves your sales or gets you closer to your business goals should be kept, while anything that 

decreases your sales or moves your business away from your primary vision should be stopped immediately. 

IƻǿŜǾŜǊΣ Ƴƻǎǘ ōǳǎƛƴŜǎǎ ƻǿƴŜǊǎ Ƨǳǎǘ ŘƻƴΩǘ ƘŀǾŜ ǘƘŜ ǘƛƳŜΦ 5ƻƴΩǘ ƭŜǘ ǘƘŀǘ ōŜ ŀƴ ŜȄŎǳǎŜ ŦƻǊ ƴƻǘ ǘŜǎǘƛƴƎΦ If you need 

help just give us a call at the number below, as most business owners I know (given this knowledge) are not in the 

business of spending marketing dollars that do not produce.  

M 
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istake #10 
"Most business owners neglect their current customers" 

 

 
Not long ago I was speaking with a business owner in the beauty salon industry who expressed concern that her 

sales were becoming stagnant.  She mentioned she was still actively marketing her business and working the leads 

that she was paying for, but her new customers have slowed to a near halt.  

 

I asked what percentage her marketing efforts are going towards recruiting new customers versus marketing 

toward your current customers. The response I got was a puzzled look. She further explained that once they recruit 

a new customer that ƛǎ ƛǘΦ {ƘŜ ǎǘŀǘŜŘΣ ά²Ŝ Řƻ ƴƻǘ remarket to them as they have already experienced our service.έ 

Then she went on to say "they are not going to come back and get their hair done after we did their hair the next 

week.  They may come and buy accessories like shampoo and gels, but that is it.  All of our efforts are focused on 

getting new customers who never have tried our beauty salon.έ 

 

Unfortunately, this business owner did not understand the value of their current customer base. There is a gold 

waiting to be mined in your current customer database. (Do you remember this from Mistake #4 earlier?) I've 

observed many business owners focus on the first sale or "front end" sale when in actuality the real gold mine is in 

the backend sales of EXISTING customers.  

 

Not only do they miss out on lost revenue, but they rarely ever get a great return on their marketing investment. 

Let me repeat that, so it sinks in: They rarely ever get a great return on their marketing investment. This is because 

the real revenue comes from the backend, not the front end sales. Think about it, if you already convinced 

someone to do business with you, they have already given you a vote of confidence.  If you met or exceeded their 

expectations, then the chances are they will give you a second vote of confidence, then a third, then a forth, etc. 

etc. etc. You will find that you will get customers for life depending on your customers and the services you offer.  

 

It is MUCH EASIER AND PROFITABLE to sell to satisfied clients than to concentrate all of your marketing efforts 

trying to get new ones.  

 

istake #11 
"Most business owners do not differentiate themselves from their 

competition" 

 
One of the mistakes that most businesses make is that they do not CLEARLY show, in their marketing, how they 

differentiate themselves from their competition. For example, does tŀǇŀ WƻƘƴΩǎ tƛȊȊŀ differentiate themselves 

from Pizza Hut (in their marketing) and vice versa? tŀǇŀ WƻƘƴΩǎ ƛǎ ά.ŜǘǘŜǊ LƴƎǊŜŘƛŜƴǘǎΦ .ŜǘǘŜǊ tƛȊȊŀέ ŘŜƭƛǾŜǊŜŘ ǘƻ 

you and Pizza Hut is pizza, wings and restaurant quality pasta delivered to you. Do they differentiate themselves in 

their marketing from each other --- you be the judge! 

 

M 
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I've been asked by more than a few business owners how to differentiate yourself in your marketing. The first 

thing I do is ask them about their USP. It stands for Unique Selling Proposition. A USP is that thing or group of 

things that differentiates you from all your competitors. It something so special about your business that people 

would rather do business with you than with your competition. Simply put, your USP states the distinct advantage 

you have in the marketplace. 

 

A very common mistake I see businesses make is that they don't make themselves unique. In fact, more than ever, 

you have to very be specific with on how you differ from your competition because there are a lot more businesses 

out there competing with you - as well as "more awareness". Consumers are much more educated now, because 

of the internet, than they have ever been and are well informed on where they should spend their money. 

 

So make sure you differentiate yourself this year from your competition and ask yourself the question: "What 

makes your business unique from your competitors ς in what way are you differentΚέ Once you do this, you will be 

well on your way to finding your USP or Unique Selling Proposition. 

 

 

istake #12 
"Most business owners do not realize they are in the business of selling their 

products and services" 

 

Many new or relatively small businesses owners have great ideas, great products and great services. They have put 

in a great deal of money and time to position themselves to make a good living.  However, many business owners 

fail to realize that even though they have AMAZING products or services, they are in the business of selling their 

products and services.  

 

At this point I generally get some puzzled looks from people, regarding that last statement. Let me be a little more 

clear. I can bake delicious apple pies all day long, clean carpets like no one else, or be the Michelangelo of plastic 

ǎǳǊƎŜǊȅΧ ōǳǘ ƛŦ L Ŏŀƴƴƻǘ ŎƻƴǾƛƴŎŜ ό{9[[ύ ŀǘ ƭŜŀǎǘ ƻƴŜ ǇŜǊǎƻƴ ǘƻ ōǳȅ ǘƘŜ ǇƛŜΣ ŎŀǊǇŜǘ ŎƭŜŀƴƛƴƎ ƻǊ ǇƭŀǎǘƛŎ ǎǳǊƎŜǊȅ ŦǊƻƳ 

met, then I DO NOT HAVE A BUSINESS. So, at the end of the day, no matter what industry you are in, we are ALL in 

the business of selling. 

  

If you have a great product, how are people going to know about it? How are people going to know what benefits 

the product brings to the table? How are they going to be informed of the pros and cons so they can make an 

intelligent decision to buy? Believe it or not, I've talked to business owners who just assumed the product or 

services were going to sell....so much so that there was no active plan to market the benefits of their products and 

services.  

  

This assumption typically comes from their passion as a business owner about their product or service. However, 

ŀƭǘƘƻǳƎƘ ǘƘƛǎ Ƴŀȅ ōŜ ǘǊǳŜ ǘƘŀǘ ŘƻŜǎƴΩǘ ƳŜŀƴ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎ ǿƛƭƭ Ƨǳǎǘ ōŜ ōŜƎƎƛƴƎ ǘƻ ƎŜǘ ƛƴǘƻ ȅƻǳǊ ōǳǎƛƴŜǎǎΦ ¸ƻǳ ǎǘƛƭƭ 

need to promote, market and sell your products and services.  
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The following is what most business owners need in order to convert their strong product and services into 

actual sales:  

1. A strong USP or Unique Selling Proposition 

2. A demand in the market place for their product or service 

3. A strong message on how their product and services differentiate them from their competitors 

4. A strong marketing message that is consistent and highlights how it will solve their problem or how it 

benefits them 

5. A strong and proactive sales force selling their products and services. 

   

istake #13 
"Most business owners do not select the right marketing channels to 

communicate their message" 

 
LǘΩǎ ƛƴǘŜǊŜǎǘƛƴƎ ǘƻ ƻōǎŜǊǾŜ Ƙƻǿ Ƴŀƴȅ ōǳǎƛƴŜǎǎ ƻǿƴŜǊǎ ŎƘƻƻǎŜ ǘƘŜ ǿǊƻƴƎ ƳŀǊƪŜǘƛƴƎ ŎƘŀƴƴŜƭǎ ŦƻǊ ǘƘŜƛǊ marketing 

messages. A marketing channel is simply a "medium" that a business chooses to promote their message. 

  

For example, I've met a restaurant owner who was putting $2000 per month in radio and newspaper advertising 

and couldn't tell me, with confidence, how effective the advertising was or what the return on investment was. In 

this example, this restaurant owner did not select the right marketing "channel" to promote his restaurant. 

  

Another example, although absurd, would be promoting quilting products on ESPN.com (a sports broadcasting 

network which predominately has a male viewing audience). Clearly someone who has products to sell to quilters 

would not advertise on ESPN.com to drive sales. If they did, they would soon find out that they are wasting their 

marketing dollars and would get a poor return on investment. 

  

I've met business owners who have owned their businesses for years that still utilize poor marketing channels for 

their business. Lǘ ƛǎ ƛƳǇƻǊǘŀƴǘ ǘƻ ǎǘŜǇ ƻǳǘǎƛŘŜ ƻŦ ǘƘŜ άŎƻƳŦƻǊǘŀōƭŜέ ŀƴŘ ǎǘŀǊǘ ǿƻǊƪƛƴƎ ǿƛǘhin the marketing 

ŎƘŀƴƴŜƭǎ ǿƘŜǊŜ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎ ŀǊŜΦ LŦ ȅƻǳ ŀǊŜ ǊŜŀŘȅ ǘƻ ǎǘŜǇ ƻǳǘǎƛŘŜ ƻŦ ǘƘŜ άŎƻƳŦƻǊǘŀōƭŜέ ŀƴŘ ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ 

channels to use or would like the guidance a marketing professional, give us a call or email us. This is what we are 

good at, which frees you up to do what you are good at.  

 
¢ƘŜǊŜ ȅƻǳ ƘŀǾŜ ƛǘΣ ǘƘŜ мо 5ŜŀŘƭȅ aŀǊƪŜǘƛƴƎ aƛǎǘŀƪŜǎΦ .ǳǘ ŘƻƴΩǘ Ǉǳǘ ǘƘƛǎ ǊŜǇƻǊǘ Řƻǿƴ Ƨǳǎǘ ȅŜǘΦ !ǎ L ǇǊƻƳƛǎŜŘ ƛƴ 

the beginning, I have a special free reward for you just because you read the entire report.  

 

Check out the next page for the details:  
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The Men and Women of Action Reward 

 
Like most business owners, out of all of my business assets I put the highest value on my time. Since a lot of my 

time went into putting this report together, I wanted to make sure that it ǿŀǎƴΩǘ wasted. So, for reading this entire 

report I want to give you something of significant value ($297 to be specific). 

 

Our team of online marketing specialists will conduct a Website Marketing Analysis on your website. If you do not 

have a website yet, we can do just the portion of this analysis that looks at your competition and shows you how 

to place yourself in their space. Again, this has a real value of $297. 

 

This offer is exclusively for those who have read this entire report. So, I am going to make you jump through a 

small hoop. Is that fair?  

 

When you click on the link below, you will be taken to a page that will request a password. The password is the 

first word of the first paragraph in Mistake #9.  Spelling counts and so does capitalization, so donΩt miss that. 

 

Here is your link: http://www.patronusmarketing.com/go/13reward/ 

 

See you on the inside and thanks for investing your time in this report. 

 

To your profits, 

Scott Voss,  Vice President of Social Media 

Patronus Marketing 
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