
marketing under 

pressure
some hard truths



you are a marketer

not the market



Don’t Forget Market Orientation

Pasta box



•Your competition

•Your important touchpoints

•Your brand’s importance

•The need for new stuff

The 180
of Market Orientation



you change too much

do less, more often



“IN A WORLD

WHERE CHANGE IS 

UNPRECENDENTED..
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Campaign Duration

Within vertical quartiles: Top vs Bottom quartile Star Rating, with top quartile Fluency Rating. 1265 US, Europe, UK & Ireland campaigns between 2007-2023 
from the Effie Case Library (2017-2023 program years). Ads tested with System1’s Test Your Ad with 200,000+ Global Respondents.
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you focus on tactics

before you have any strategy



strategos taktikos



Three Phases of Marketing
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TACTIFICATION
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Tactics

Product

Price

Place

Promotion

Strategy

Targeting
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Objectives



your brand positioning

ist verkomplizierter Unsinn



1.Brand Positioning 

2.Brand Identity 

3.USP (Unique Selling Proposition) 

4.Brand Values 

5.Brand Personality 

6.Brand Promise 



1.Brand Positioning 

2.Brand Identity 

3.USP (Unique Selling Proposition) 

4.Brand Values 

5.Brand Personality 

6.Brand Promise 

7.Brand Mission 

8. Tone of Voice 

9.Brand Attributes 

10.Emotional Benefits 

11.Functional Benefits 

12.Purpose 

13.Brand Equity 

14.Essence 

15.Brand Association 

16.Brand Perception 

17.Brand Differentiation 

18.Brand Narrative 

19.Brand Vision 

20.Brand Archetype 

21.Brand Proposition 

22.Brand DNA 

THE POSITION
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We Totally FUCKED up Positioning





PERFECT POSITIONING
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your briefs are bad
(and your agency is scared to tell you how 

bad)



DE 0







you overinvest in 

performance



Peter
Field

Les
Binet

The Long & Short of It
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ROI Metrics

Brand

Sophisticated Mass Marketing

TOFU

Emotion x Fluency x Time

The Long  &  Short of It



Product

Targeted

BOFU

Targeted Activation

Instant Response

000s of Executions

ROI Metrics

Brand

Sophisticated Mass Marketing

TOFU

Emotion x Fluency x Time

Salience x Memory Structures

Single Extended Campaign

Brand Tracking

The Long & Short of It







LONG & SHORT EXPERTISE

• Understand what Long & Short are

• Realise long is the wrong word for it 

• Separate Long & Short at the Ad Level

Double Duty                Long/Short
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LONG & SHORT EXPERTISE

• Understand what Long & Short are

• Realise Long is the wrong word for it

• Separate Long & Short at the Ad Level

• Integrate Long & Short at the Campaign Level

• Demolish the 60/40 myth





WHY SO MUCH ON BRAND?



you just do advertising

not marketing



TACTIFICATION

Tactics

Product

Price

Place

Promotion



Price

• It’s not about revenues

• It’s about profit

• Price drives profit, more than other stuff

•Price Research

•The Price

•Price Communication

MARKETING

Pricing







10 hard truths
• YOU LACK MARKET ORIENTATION

• YOU CHANGE TOO MUCH

• YOU CREATE ADS WITHOUT

EMOTION / CODES / LONGEVITY

• YOU HAVE NO STRATEGY, JUST TACTICS

• YOUR POSITIONING IS VERKOMPLIZIERTER UNSINN

• YOU IGNORE THE NEED FOR DISTINCTIVENESS

• YOU BRIEF REALLY, REALLY BADLY

• YOU OVER INVEST IN PERFORMANCE AND THE 5%

• YOU DON’T HARNASS THE POWER OF LONG & SHORT

• YOU JUST DO ADVERTISING NOT MARKETING
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