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Marketing
mistakes you
can’t afford
to make.

Drew McLellan, Top Dog - McLellan Marketing Group
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Housekeeping
Link to presentation, resources etc.
www.DrewsMarketingMinute.com/pdi.html

Business cards

Feel free to interrupt, ask questions or cheer aloud

Feel free to share this with your peers.  Just keep the
copyright stuff in place.

Copyright 2008.  McLellan Marketing Group.  All Rights Reserved.
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Mistake #1
Not telling your

story

If you try to be
everything to
everybody…
pretty soon

you’re nothing
to nobody
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Tell your story

S = Stand out
T = Tantalize
O = On target
R = Relevant
Y = Yes!

Can’t have one emotion without its opposite
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Nature abhors a vacuum.
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That’s why we didn’t buy generic
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Mistake #2
Not planning
on being a
boring drip

Marketing is like a New Year’s resolution
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Why drive to Cleveland without a map?
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Mistake #2
Not planning
on being a
boring drip
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8-13 times
before they even

notice you.



11

Mistake #2
Not planning
on being a
boring drip
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Be a drip, not a downpour.

Mistake #3
Thinking social media is for kids
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Social marketing is just using web
2.0 tools, sites and services to
promote your organization’s ideas,
issues, agendas and services.
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Your goals:

Communicate with key audiences

Connect with influencers

Build word of mouth

Create a community

Collaborate

Conduct conversations

Extend your reach

Share information

Your goals:

Communicate w/ key audiences

Connect with influencers

Build word of mouth

Create a community

Collaborate

Conduct conversations

Extend your reach

Share information

What social media does:

Communicate w/ key audiences

Connect with influencers

Build word of mouth

Create a community

Collaborate

Conduct conversations

Extend your reach

Share information
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And on a scale that is hard to fathom.

Read more
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Google Alerts
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Tell your story

S = Stand out
T = Tantalize
O = On target
R = Relevant
Y = Yes!
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That’s why we didn’t buy generic

Why drive to Cleveland without a map?
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Be a drip, not a downpour.

And on a scale that is hard to fathom.
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Google Alerts
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