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why promotions are like 
an addiction  
..and how to break the 
habit  



We’re here to talk about promotions 
One of the most popular tools of the marketer 
Because they instantly build sales volume 
But that ‘hit’ quickly fades  
Then you need another 
And another 
And another 
Until they become and unbreakable habit 

The addiction comes in two forms: 
Exhibit a – the price promotion 
Exhibit b –the added value promotion 



Exhibit a- the price promotion 
The received wisdom is that price cuts 
attract new customers to a brand – in 
the hope that they might buy again at 
full price if they like it 

But there’s little evidence this actually happens. In fact, almost everyone 
who buys a brand during a price promotion has bought the brand before 
Specifically, those who bought it when it was last discounted 



In between, they have bought other brands, and largely 
forgotten about yours. Until it’s discounted again 

In other words – after the promotion, it’s as if 
nothing happened.  
Nothing.  
So you have to do it again to get the same results 



and again  



And again  



All the while, cutting deeply into precious profit margins  

Bribery is not the route to brand growth…….. 



Exhibit b  -the added value 
promotion 
You know, where you 
sponsor something, run a 
competition or give away 
something free with 
purchase, or repeat 
purchase  
 

But like most received wisdom 
This is not that wise 
And doesn’t stand up to what happens in real life 



Because it still encourages those who won’t buy at full price alone 
Leading to the same vicious circle  -it’s still bribery 

Of course, this is fine for some 
Because they’re happy to ‘build loyalty’ 

But ‘building loyalty’ is moonshine…………….  

Also, those that tend to notice a brand’s marketing 
are the ones who already buy 
Promotions are mostly picked up by people already 
loosely interested in buying you 



Because the route to brand growth is not loyalty 
Its penetration. Attracting new buyers 
There isn’t time to go through the considerable evidence here 
Just read Byron Sharp’s ‘how brands grow’ – it’s an eye opener 
And supports the wider arguments in this presentation too 

So what to do? 
Well all is not lost 



Because traditional promotions tend to do another valuable job 
They keep the buyers in big retail chains happy 
Retailers love a good promotion 
So promotions help maintain and spread distribution 
Which is one of the two core ways to build your brand 

So tradition promotions serve a purpose 
‘Physical availability’ as byron sharp would say 
 not the purpose many assume though! 



But we can do more – by looing at the other route to growth too 
‘mental availability’ – being the  brand people easily remember and 
feel good about, without thinking too hard 

Not short term sales,; long term growth by attracting new buyers  
By puncturing their  indifference 
Through Not just ‘saying’ something interesting 
But Doing something interesting 



And the IPA databank tells us that campaigns  built on ‘fame’ strategy 
are the most effective 
They raise quality perceptions 
By making the brand be seen to lead the category 
By getting to those people who just don’t care 



How? 
Find the connection between: 
1. What the people you’re selling to care about  
2. And what the brand cares about 

Rather than founding your activity on a ‘just a mechanic’ 
Found it on a provocative point of view about what you both care about 
That they can get involved in. That will be infectious 
That will get them talking. that adds to the experience 
That amplifies the brand’s role in their lives 



So they want to share it with everyone they know 
And make  sure you give them the tools to do that 
In other words, mobilise fans to reach new buyers 

And social media is pointless unless we use the participation of the 
engaged few to capture the imagination of the indifferent many 
Because ‘loyalty is a false god’ 
penetration is the only strategy in town 

This is important, this matters 
people are getting wise to marketing- brands need to do what they say 
Promotions done well build credibility 



For example…….. 



Help Mums, who are anxious about kids 
playing too many video games, to get their 
kids outside 



Credibly 
demonstrate, to 
people who would 
rather be outside,  
that original source 
is worth getting 
dirty for 



Make the 
experience of 
running cool for 
a new generation  



Increase penetration amongst a 
younger demographic, by credibly 
tapping into their interest in cinema  



IN conclusion 
Traditional Promotions only build short term sales 
With people who already buy you 
At best, they help with distribution 

However, they can get the brand noticed  
For what it does, rather than what it says 
And inspire those already engaged to participate 
To help us reach indifferent many 
The lifeblood of brand growth 



 

That’s all folks 



Further reading 
 
How brands grow , byron sharp 
 
 
 
http://www.thinkbox.tv/server/show/nav.1005 
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