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Introduction

Inflation is up, the pound is down. It is o surprise that businesses on all
scales are very concerned about how the cost-of-living increase will
impact them. For many, passing the whole cost onto customers isn't a
viable option, which leaves a need to make efficiencies from within.

(o _— gy = When even the UK government has brought out a marketing campaign
to encourage businesses to reduce their marketing budgets as a means
to ride out the crisis, the pressure for marketers to demonstrate their
worth and bring in a return on investment has never been higher.

There's no need to despair just yet! Creative marketers are well equipped
to rise to the challenges and still produce great results from their
campaigns by following some simple strategic tips.

1. Pay attention to your KPIs

Data is your friend. Set realistic targets for all activities across all channels and monitor their performance on a
regular basis. Pay attention to the outtakes such as audience reach and engagement, and also to the subsequent
impact such as click throughs and conversions.

2. Re-evaluate your marketing mix

Phrases such as ‘doing more with less’ may have you rolling your eyes, but what it really boils down to is taking a
strategic, data-driven approach to budget management and decision making. Use your analytics to re-evaluate
your marketing mix and reshape it to focus more on the activities that are demonstrably working. At the same
time, you can reduce or take a new approach to the activities that are not pulling their weight.
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https://www.theguardian.com/business/cost-of-living-crisis
https://www.marketingweek.com/government-campaign-slash-prices-cut-marketing/

3. Streamline your channels

Many marketers feel pressure, often from leadership or non-marketing departments, to have their brand visible on
all media channels, regardless of whether it is the right strategy for their business. If you're investing a lot of time
making TikToks but your audience are still on Facebook, you're not going to see a return for your efforts.

4. Keep up to date with latest trends

If you know a social media platform is the right place for your business, you've got to work the algorithms. For
example, Instagram has stated that it is moving away from photography and into reels, which means that if you're
producing content in the wrong format for that platform, you're likely to see a downward trend on engagement.

It is clear from this that consumer behaviour on social media platforms is being influenced and driven by the
agendas of the social media companies. Therefore, you need to take an agile and adaptive approach to your social
media content strategy.

5. Sweat your assets

This is very much about quality over quantity. Produce a suite of creative content to tell amazing stories and
strengthen your brand identity. Use imagery and messaging consistently and frequently across all channels to
build a strong brand presence. As an added benefit, this approach will save you time on content marketing, which
will free you up to focus on other areas of activity to drive your campaign forward.

6. Nurture your audience

Retention is more cost effective than acquisition. Make sure that a significant part of your marketing strategy is
focused on building relationships with your existing audience with the goal of increasing the frequency and value of
their contribution to your business. There is also the potential here for your loyal fans to become your ambassadors
and support your marketing effort through customer reviews, word-of-mouth, and friend referral schemes.



https://houseofinstagram2022.splashthat.com/?gz=71f1af5453be8cf47a6adbdb6262c356&guest-access-hash=NDU4NDc0NDI5fDU1NTEwODU0NHwxNjYzMzE3MTMwOzQ0NTk1ZGM4YmVjYzk2NGY4NWQ4NGZhZTE4Njg5ZmU3MjdmYWJkMThlMjEzMGQ0OTU0YmY0YjcyN2Q2MWZlOTY=
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Establish corporate partnerships for the purpose of increasing your reach to wider audiences. This could be
with charities or corporations that share your brand values, and it can even be with your competitors (think
‘coopetition’). Working in a reciprocal and/or collaborative way can make your budget go further — this could be
through sharing advertising costs for a larger feature, increasing press presence, or coordinating on PR events.
Together, you become greater than the sum of your parts.

Knowing where to prioritise your efforts and how to implement your marketing interventions can
be challenging. We have developed services to support you through this process and help you
develop your marketing strategy for the future. A quick skip through the Business Lincolnshire
Podcast series’ and you will find a wealth of advice and information. If you would benefit from a
more bespoke approach, please contact us to arrange to talk to an advisor.

- Need more support?
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Get in touch!

For more information visit www.businesslincolnshire.com where you can request
support from one of our advisers by filling in the online contact form.

¥ @businesslincs ‘ businesslincolnshire@lincolnshire.gov.uk


www.businesslincolnshire.com
https://www.businesslincolnshire.com/online-tools-and-resources/webinars-and-podcasts/
https://www.businesslincolnshire.com/online-tools-and-resources/webinars-and-podcasts/
https://www.businesslincolnshire.com/contact/

