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What turns you on?  That is the 

perennial question facing and challenging 

marketers. 

 
Falling response rates to advertising, 

promotions and communications are 

indicative of a significant disconnect 

between businesses, associations and 

public sector entities, and their 

primary, secondary and tertiary target 

audiences. 

  

HIT AND MISS 

Hits on many social media and on-line 

channels can be, and are, consistently 

between 8 and 16% to targeted and 

supposed self-declared friends. That’s 

only part of a sad story, responses and 

engagements are typically between 3 

and 5%. 

  

Traditional direct mail 

communications record as little as 

1.25% response rates, over 

increasingly longer and fractured time 

spans. 

  

Those statistics, as disturbing as they 

may be, identify the issue, but give 

little insight on the contributing 

reasons. 

  

THE DIGITAL ANSWER 

The widespread migration to digital 

media is laudable, appropriate and 

non-negotiable. Efficiencies can 

improve exponentially, costs can be 

slashed and the capacity to customise 

content and offers seems boundless. 

  

Many digital marketers have the skills 

to communicate with, and elicit 

positive responses from algorithms. 

High rankings on Google, Twitter, 

Facebook, LinkedIn and the like count 

for little in terms of sales, revenues 

and profits if the subsequent and 

consequential communications with 

individuals do not generate interest, 

demand and transactions. 

  

Therein lies the dilemma. Many new-

era marketers simply lack the skills, 

experience and expertise to connect 

with and engage with people, based on 

emotions. 

  

FEAR OF LOSS IS A 

WINNER 

Here is a challenge, and possible 

answer. 

  

The fear of losing what one has or of 

missing out is currently more 

powerful and influential than the allure 

of winning or acquiring. 

  

It is an interesting state-of-mind. 

  

Significantly, 63% of respondents in a 

recent nationwide study nominated 

protecting and retaining existing assets 

as the primary concerns and 

objectives of 2016. A total 16% stated 

increasing investments and 

acquisitions as a primary goal, while 

23% had sought to upgrade, renovate, 

or redefine their existing asset base. 

  

Only 19% of the people surveyed 

expected to increase expenditure 

during 2017 – little change there. 

  

Hence, change is needed in the 

content, nature and focus of much 

existing marketing, sales and 

promotion communication. 
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Important Notice 
© Copyright 2017, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited ("the 

publisher"). It is protected by copyright law 

and reproduction in whole or in part without 

the publisher’s written permission is strictly 

prohibited. The publisher may be contacted 

at info@bizezia.com (+44 (0)1444 884220). 

Images are taken from Creative Commons 

(CC) – such images may be subject to 

copyright. Creative Commons is a non-profit 

organisation that enables the sharing and use 

of creativity and knowledge through free 

legal tools. The front cover graphic in this 

issue is “Progress” by NAVFAC is licensed 

under CC BY 2.0. 

 

Articles and information contained herein are 

published without responsibility by us, the 

publisher or any contributing author for any 

loss howsoever occurring as a consequence 

of any action which you take, or action which 

you choose not to take, as a result of this 

publication or any view expressed herein. 

Whilst it is believed that the information 

contained in this publication is correct at the 

time of publication, it is not a substitute for 

obtaining specific professional advice and no 

representation or warranty, expressed or 

implied, is made as to its accuracy or 

completeness. 

 

Any hyperlinks in the article were correct at 

the time this article was published but may 

have changed since then. Likewise, later 

technology may supersede any which are 

specified in the article. 

 

The information is relevant primarily within 

the United Kingdom but may have application 

in other locations. These disclaimers and 

exclusions are governed by and construed in 

accordance with English Law. 
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