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Lessons from the 
Trenches:                   
What running a small 
advertising agency has 
taught us about 
winning marketing 
strategies
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All fresh marketing campaigns can only 
start where a business is currently. 
Meaning brands like Home Depot, 
Target, and Progressive Insurance at 
one time were not known at all, they 
were just starting out. They all had a 
familiarity challenge with the public.  
 
A widespread problem for businesses 
that begin fresh marketing campaigns 
is a general disconnect between what 
happens in said campaign and their 
expectations of said campaign. They 
have campaign goals, but they are 
either unrealistic considering budget 
resources or their goals are in conflict. 
 
 

No doubt it is exciting to decide to 
commit money resources and energy to 
get your name in front of the public about 
what you have to offer. You have 
confidence in your business and your 
team. You think you may have one of the 
best strategies out there. It is a big bold 
step and what makes it even more 
exciting is the thrill of what could be 
much better days for your business if it 
works like you think it will.  

But there is a trap here with how things 
really develop. The thinking trap is like the 
farmer that talks to the dirt and says "Give 
me a good looking crop and then I'll plant 
the seeds.."
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Average 2021 
Marketing 
Expectations        
vs. Reality

"The farmer talks to the dirt and says... 'Give me a good 
looking crop first and then I'll plant the seeds'."
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Enter the disconnect with expectations, 
your value message is killer, like the 
audience you have targeted, and like 
the media, but sales have not changed 
yet. How can this be, you have been 
doing this for a few months now?
 
This white paper will give you a fresh 
perspective on tactical phases that our 
small advertising agency know through 
years of touches with all types of 
campaigns. We focus on strategies that 
winners use that are both time-tested 
and will also work in 2022. Our mission 
focus is on winning strategies for small 
businesses and growing companies. 
 
Once you understand that on average 
only a very low percentage of an 
audience you like is ready to buy now it 
will change your expectations and 
strategy forever. You will not be that 
person that says, “you know I tried an 
exercise program a few times and it did 
not work.” 
 
Let us get busy and arm you with a 
roadmap for marketing campaign 
execution strategies that win for you in 
2022.  

A very small 
percentage of an 
audience you like 
is ready to buy 
now.
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A study was done in late 2020 about 
online form submission trends and 
included some astonishing buyer 
statistics (WPForms, 2020) that turned 
our heads at our agency. They confirmed 
truths we already knew from years of 
testing campaigns.  This is "the why” of 
fundamentally sound marketing 
campaigns but when put on paper, reveal 
a cold truth that every marketer needs to 
come to grips with. The study challenges 
what most businesses think is the actual 
size of their active prospect pool when it 
comes to looking at audiences that they 
like their chances with. The following 
stats had big impact with us:                     
(WPForms, 2020) 
 
 
 
 

56% of your best prospects are 
not ready to buy now.
 
 
40% of your best prospects are 
getting ready to begin the 
process.
 
 
3% are ready to buy now. 
  

Insights from a 2020 Buyer Study is an                            
eye-opener on the true size of your best audience.                  
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Average 2021 
Marketing 
Expectations 
vs. Reality

Your Target Audience Lead Generation – Stats and Facts from (WPForms, 2020)

56.6 %

40.4 %

3.0 %

aren’t ready are getting ready to begin of your target audience is actively buying
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Roll it into a ball and that means the 
majority of who you think are your best 
prospects are not ready to buy at this 
moment, period (the 40% getting ready 
and the 56% not ready). What? That is a 
cold and stark reality. So how does a 
marketer combat and address this and 
more important realize their sales 
revenue goals? 
 
The first answer is to think long-game in 
your strategy. Not quarterly. Long-game 
strategy requires more time. Long-
game means you meet your prospects 
where they are now, not force them 
where you want them to be. This is hard 
to do, we are conditioned sales go-
getters are we not? 
 
These buyer truths also reinforce and 
remind us of the buying funnel that 
exists for all products. Understanding 
that funnel and how it works will give 
you an edge over your competition in 
determining marketing ROI and 
budget. Kohls, Amazon and Samsung 
play long-game, you will too. 
 

Think 
long-game  
strategy
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Just like you cannot change your local or 
national economy by marketing your way 
through it to create artificial sales demand, 
you flow with it. The psychological state of 
buyers is one of complete self-interest and 
self-absorption on their end. They do not care 
about your business, that you exist, until you 
make them aware that you look like help for 
their toughest problems or desires. 
 
Only until you prove that you can improve a 
prospects life, they do not trust you or what 
you say. Trust in institutions and businesses is 
at an all-time low right now in modern 
society. It is why business claims such as “We 
are #1 in our Region” or that they are “The 
Best” or “The largest” are regarded as sales-y, 
baseless claims. Everybody says that, think of 
your own personal experience as a consumer, 
you are just like your prospects.   
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Buyer 
Psychographics 
Drive the Journey, 
Marketers                     
Don't

Is it any wonder why the 3% actively 
buying are so elusive to connect with 
your offer of help? But you know it can 
be done. You have heard of the rags-to-
riches stories of businesses advertising 
on Facebook, Google, YouTube. Others 
have boasted about email blast 
campaigns that blew out the doors and 
led companies to big sales increases. 
These results most likely nailed the 
buyer's state of mind because they met 
the prospect where they are now. But 
most big wins were the fruit of hits and 
misses to get there. 
 
You thought this would be much easier, 
didn’t you? You get a lot of Website 
visits but why are they not buying from 
you today? You ask yourself, what are 
the best marketers doing that we are 
not? 

Prospects do not want to hear you are the best or that you are their hero. 
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If you look at today’s consumer buying funnel we 
created as a visual guide you can see where the 
statistics from the online forms study make perfect 
behavioral sense. And understand the buying 
funnel is not linear in the real world, people bounce 
around in it. The 56% not ready have yet to make it 
into the top of the funnel. Most of these are the 
ones who will not open your fancy emails you sent. 
They would love what you have to offer but either 
have other priorities going on now or do not have 
the money. Rule them out for later, they are not in 
the game yet.
 
But the 40% getting ready might want to 
command your full attention. Those buyer 
prospects are currently living in the top and mid-
levels of the buying funnel. Our agency finds these 
folks to be fascinating and are ripe for opportunity 
with the shrewdest marketers. 
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Today's 
Buying Funnel 
will dictate 
your 
long-game  
strategy

We love them because they are just 
beginning, they are incredibly open to 
influence to research your story if you are 
there. They are on your website, 
conducting intel, read reviews and are 
checking you out. Being open to influence 
is very important, their minds are most 
open to your brand promise.
 
As a marketer you might even have contempt 
for them because they are the people that 
visit your website and do not buy anything. 
They are the ones that open and read your 
email but may not click on anything. They go 
to check out your landing page but do not fill 
out a lead form or pick up the phone. They 
give you Facebook Likes; they drive to visit 
your showroom but do not buy. This is a 
puzzler to you and causes great 
disappointment. 
 
 
 "As a marketer you might even 

have contempt for them"
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Time is a marketer's best 
friend and why you should 
love the 40%

The 40% getting ready and the 3% actively buying frustrate 
most marketers so much to the point that they often kill great 
campaigns before they hit their stride. “Oh, we tried doing 
that a few times (name your media and strategy) and it just 
doesn’t work?” they sigh. Oh really? In media purchasing it 
also fosters trying a bunch of different things with similar poor 
results. But wherever you go, there you are. 
 
Time is a marketer’s “ace in the hole.” It has been our 
experience that some campaigns do not die of old age, they 
die young. The business had planted some awesome seeds 
with their top prospects but were never given the time to 
harvest sales revenue with the those that are getting ready to 
begin and those actively buying. The majority of the time the 
media channel gets blamed for poor campaign results. But 
why is it that the same media channel can get results for 
other companies targeting the same audience at the same 
time, what gives?  
 
Time is your best friend all things being equal that your 
audience channel has a relevant critical mass of traffic, and 
your creative message is killer. 
 
Time is your equalizer and positions you for winning.         
No doubt more time costs more money. But not giving your 
campaign strategy enough time to mature costs you even 
more money in lost opportunity to gain familiarity and trust. 
If marketing/advertising does not work for everybody then 
why is Auto Nation, Liberty Mutual Insurance and Best Buy 
doing it all the time? They give their campaigns time to 
breathe, time to grow, time to run fast. You can too while 
many do not. To our detriment, we are in a world of 
expectations of immediate results with immediate clicks that 
turn into sales now. In the real world, public corporations' and 
most businesses live quarter to quarter for results. We get 
that. But how can you beat the other guys that think this way? 
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"give your 
campaigns time to 
breathe and grow, 
time to run fast."
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For years in marketing there was a saying 
that it takes at least 7 repetitions of a 
message with an audience for it to take 
hold in their minds. That was true then. It 
was also true in the game of selling to get 
a prospect appointment. Most salespeople 
give up trying to get an appointment after 
they have tried and failed a few times. 
However, most set meeting appointments 
occur after several attempts by more 
persistent sales folks. Advertising and 
marketing to prospects is not much 
different. 
 
In today’s noisy and fragmented 
information world the frequency needed 
to get your message across is now more 
like 14 times before a message or idea 
takes hold. It has doubled, no surprise 
there. Very recently there is talk about 
“Advertising Fatigue” with consumers.  
This is not surprising considering the 
sheer volume of ads out in the world. It 
would be nice to have a marketing 
frequency calculator, wouldn’t it? But 
there is not one because every business 
has different market seasons and buy 
cycles. So how do you get through, what is 
the best way?  

Campaign 
message 
frequency 
always beats 
volume traffic
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Our most successful clients are open to a Trial 
and Soak mentality. This starts with 
experimental probing initially and then adapting 
along the way. It is a mindset they have to be 
open to. And when they land on it they soak the 
market to the audiences they think has the 
lowest hanging fruit. They want to own it. We 
repeat, Trial and Soak the market during your 
season when the 40% getting ready and the 3% 
actively buying is either buying from you or a 
competitor. This works. You cannot afford not to 
be on a buyer’s short-list. If you are not there 
know your competition will be.
 
 
 
 
Using frequency to repeat and reinforce your 
message of help is the best use of your 
marketing dollars. It is the answer to combat the 
limited attention spans and clutter. You cannot 
pull off marketing frequency if you have not 
prioritized the budget resources to do it right.
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Trial and 
Soak
mentality
 
 
 
 
 

Trial does not mean trying things once 
or twice and then moving on. Trial 
means you are committed to the overall 
strategy and you are open to what the 
campaign data is telling you. The data is 
telling you where you are connecting, 
where you need to change and adapt. It 
is not telling you that you have lost. 
 
Do not underfund your marketing 
campaigns. This sounds self-serving to 
the marketing industry doesn't it? It is a 
cold fact though. You are better to work 
higher frequency into your campaigns 
with a handful of marketing channels 
than to fund several channels with a 
little frequency. Keep asking for the 
business, be there because your 
competition might just grow tired and 
weary of the grind. Here is your opening 
where you win. 

"do not underfund your campaigns"
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Prospects do not 
trust you yet
Repetition builds 
familiarity and 
reviews solidify 
trust

Positioning your business as an authority 
on your topic area is a fantastic way, 
when delivered with regular frequency, 
to build buyer’s trust that you are the 
ones to choose. At a basic level, 
repetition as a conscious tactic boosts 
your businesses familiarity score from 
wherever it was prior to your campaign 
start. It takes time, patience and money 
to grow familiarity. The bias is to quit 
early, resist that urge. 
 
Combined with repetition, the emphasis  
of social proof evidence via your 
customer reviews is an extremely 
powerful way to market. Only about 10% 
of small businesses do this well. 
 
As consumers we place more trust in 
brands we know and are familiar with, it 
is a human tribal instinct. The more you 
meet a person, the more you are apt to 
trust them in most cases. The only way 
to make a brand solution known is with 
repetition to your best audience. But 
understand this, they will not have a 
chance to know your brand as a viable 
option for them if you let your campaign 
die young. 
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Your prospects do not want to be sold 
to. They care most about the solutions 
to their own problems. Sorry, they do 
not care at all about your business yet. 
 
So how do you get that message across 
that you can really help? You tell real 
stories that are believable that they can 
relate to. Anonymous customer stories 
that are true. If they can see themselves 
in your real stories, then you have 
gotten through. Yelling is so out, 
nudging a prospect toward you is the 
2022 way. 
 
Think about this, customer reviews are 
social proof told in a short story format 
that are gold for businesses. If you have 
them use them in your marketing. Even 
if you do not have them you can still tell 
real stories of how you have helped. 
Build an ongoing reviews and 
recommendations strategy into your 
company culture, your customers say it 
better than you can in most cases.
 
 

   

Buyers like stories 
about how you 
solved real 
problems 
 

"Yelling is so out, nudging a 
prospect toward you is the 
2022 way."
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Having a more realistic view of what marketing can do for your 
business and how long it is going to take to get there will help 
you immensely. Just like baseball, expect both homeruns, 
singles, foul balls and strikeouts. Redefine what success really 
looks like with the lens of the long game, not this quarter.
 
Starting a campaign and sticking with it requires an 
experimental spirit and openness to adapt with the data to 
work things that make sense. Notice where you are having 
some early wins. Be open to trial and error. An example might 
be strong email open rates and downstream clicks to your 
website. What is the data telling you, is there an appetite for 
what we are selling? Is my website sales conversion-ready? Is 
my site clearly asking a prospect to do anything? Fumble this 
at any stage and your campaign looks like a loser, right? You 
have not had any phone calls or leads sent. Your inclination is to 
blame the media choice you made or the solution channel 
itself as no longer effective. But is this not also your chance to 
refine, adapt messages and execute on an evolving approach? 
Allow your campaign to die young while conceding defeat and 
you take winning completely off the table, there is no other way 
to put it.   
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Moving Forward
How can you adapt, 
refine and play more
long-game?

Remember three things:  establish 
modest expectation goals, boost 
familiarity with your best prospects 
and be open to Trial and Soak your 
segment over time. This is what 
Toyota does.
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