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GROWSHEET MARKETING PERFORMANCE 

Marketing will help you unite your efforts towards growth in the short and the long term like no other. The question is: are 
you focused on this, and how will you implement it? Here are some points that let you easily determine your organization’s 
current marketing performance index. This reality check gives you the real options for growth development. Assign points 
to the seven KPIs and enter the scores in the radar plot. Where is your room for growth in your marketing investments?

INTEGRATE SHORT AND LONG TERM
The essence of brand building is to get more people buying your products at a fixed (high) price. This increases your revenue 
and margin and continuous growth will enhance the financial value of your brand. A strong brand guarantees future profit, 
which makes your business a worthwhile investment.

Marketing is uniquely capable of realizing brand growth by seamlessly integrating short-term and long-term 
interests.

There are a number of basic principles that unite short-term and long-term strategies. This results in an integrated approach to 
boosting sales in the short term, while at the same time achieving an increase in baseline sales at healthy margins. 

CHECK STRATEGIC EVIDENCE 
Well-known thinkers have defined the core of the marketing profession throughout its history. Philip Kotler introduced 
differentiation, David Aaker worked on brand relevance, McKinsey & Company on both, Al Ries & Jack Trout focused on 
positioning, Howard Shultz (Starbucks) on values, Fred Reicheld (Bain & Company) on retention and NPS, and Kevin Roberts 
(Saatchi & Saatchi) on ‘love brands.’

Major marketing theories don’t always turn out to be great predictors, because they are poorly substantiated.

The story sounds good: segment your market, focus on your specific target demographic, differentiate your brand, build a 
relationship with your customers, turn them into fans, increase their involvement and create fiercely loyal customers – loyalty 
beyond reason! The only thing missing is evidence that these steps actually contribute to brand growth. This substantiation is 
essential to our success.

MENTAL AVAILABILITY 
Strong brands have more and better memory associations than weaker brands. Coke and Pepsi are equally well known and 
both are available everywhere, yet Coke is a stronger brand and sells more. The brand has created more, relevant ‘hooks’ in our 
collective memory, so it’ll spring to mind quicker for people looking to buy cola.

Salience is the likelihood that people think of your brand in specific buying situations.

You can increase this likelihood by advertising and enhancing the size and quality of the memory structures. This goes far 
beyond brand awareness. You can ‘prime’ your brand by linking it to emotions, so more category buyers will pick your brand 
more often. Even in the midst of all your competitors and lookalike brands, because you’re certainly not the only one.

PHYSICAL AVAILABILTIY
Buyers choose from the available supply at the moment their need arises. This is often a ‘private’ moment in which brands are 
almost an afterthought. Just look at your shopping list and you’ll probably read generic products rather than brand names. And 
if ‘your brand’ isn’t available at the time of purchase, you’ll choose another one as just as easily.

Check your distribution rate, adjust your product to user moments and user experience, and remove all barriers 
when buying. Be available.

In The Netherlands, in Amsterdam, the National Lottery is bigger than the National Postcode Lottery because its lottery 
tickets are available at more points of sale. Moreover, you can choose to just buy small and large tickets and you can also play 
anonymously. You can pay in cash to immediately hold your lottery ticket in your hand without needing to deal with web forms 
and authorization. That makes a difference.

0-100

0-100

0-100

0-100

mailto:ED.BORSBOOM@BRANDBOOMING.COM


MARKETING PERFORMANCE
ed.borsboom@brandbooming.com         strategy         interim         workshops         keynotes

PRICE-WISE
The price is a consequence of the total costs, sales opportunities and the willingness of buyers to pay more or less for your 
products or services. Compared to the offer of competitors, relatively narrow bandwidths can arise. Psychological tricks 
include vertical pricing, where ‘the middle’ is automatically chosen more often. Also high pricing is used to convey an image of 
premium quality and exclusivity.

Price promotions detract from your brand’s value, also for trial, and don’t contribute to growth.

Continuous price promotions lead to brand erosion. Your products are always on sale at a discount, but your regular customers 
benefit from this, not potential new customers. The willingness to pay the regular price only decreases. Joint promotions 
however, with relevant partners, can be worth your while. They provide an advantage to stimulate short-term buying behavior, 
without compromising the value perception of your brand.

DISTINCTIVE BRAND ASSETS
The advantage of branding is that you control everything. You can come up with unique and striking brand elements, make 
them famous, and infuse them with meaning while linking them to products or services. Examples are logos, fonts, product 
shape, packaging, design, color, tagline, symbols, celebrities and characters. You create value, and these brand assets are 100% 
yours .

The primary purpose of branding is: identification with the sender of the product or service.

These ‘brand assets’ guide our behavior in the buying process. This process is largely automatic and unconscious and involves 
little rational thought. By being distinctive (= unique and standing out) among your competitors you increase recognition and 
identification and enhance the chance that your brand will be chosen at the time of purchase. Even in advertising, you can 
develop a distinct advertising style as a ‘brand asset’.

CONSISTENCY ACROSS ALL PLATFORMS
Every brand contact contributes to higher salience. The memory structures or associations are refreshed, strengthened, or 
even expanded. Just browse through a corporate identity manual, with specific guidelines for each form of communication. 
This is why it’s important that all touch points for your buyers run in sync, from your logo to company clothing, from 
advertising to invoicing, and from website to packaging.

Consistent branding across all platforms is essential for salience: failing here means you’ll miss out on big revenues.

Sure, you want to make your mark and consistency isn’t always sexy. Maybe you’d rather drive and manage ‘real’ changes. But 
beware: you can easily alienate the masses from your brand. The moment your buyers can no longer automatically identify 
with your brand, they’ll just as easily buy a competing brand. Revenue loss is lurking, regardless of all the costs involved in re-
branding.
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