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TOO MANY NEW SKUS

Once a company has a successful product, retail buyers start asking them what
else they have coming out. This can be very alluring and difficult to resist. There is
a natural tendency for CPG marketers to get excited about this and rush to create
a new SKU or line extension. However, this can be very dangerous if not correctly
done or timed!
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UNDERPRICING PRODUCTS

Many CPG marketers believe they need to be competitively priced with the major
brands in their category. Nothing could be farther from the truth! The ideal challenger
product either has a technical innovation and/or premium positioning and quality.
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TRYING TO BE EVERYTHING
TO EVERYONE

Often when we talk to up-and-coming entrepreneurs, they are very excited about
their product and believe that everyone is a possible consumer. However, this line of
thinking is not the key to success!

It is far better to be passionately desired by a small group of consumers than to be irrelevant to everyone. Figure out who your best
consumer is and get personal about it.

What do they like?
Who are they?
Income?
Hobbies?
Education?
What is it about your
product this group of
consumers can’t
live without?

Once you know this, exercise discipline, target this
audience and forget about the others.
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INCOMPLETE
GO-TO-MARKET STRATEGY

Another fatal error we see is CPG marketers who are responding to the marketplace
rather than creating a plan and working that plan. You need to have a very well
defined go-to-market strategy since it’s nearly impossible to switch gears midstream.

Your strategy is going to be dependent on several data points:
How contested is the
product category?
Who is your best customer?
Should you be in retail on
day one or start with
direct-to-consumer?
Pricing Policy?

Do the following exercise:
Imagine it’s three years from today. If you were to look back over the previous
three years, what had to have happened for you to have reached all of your
rational goals?

Based on this, look in the rearview mirror and create a timeline of events
that need to happen, with dates of completion, in order to achieve it.
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EXPECTING TO MAKE
MONEY ON A TEST MARKET
(REGIONAL OR NATIONAL)


  
   
    
 
   
   
 
    
    
 

           
       
       
      
    
  
     
        
       

Remember that with IRI and Nielsen, there are no secrets in our
industry. Every buyer can see how your product is doing, and, if it
isn’t impressive, you are not going to expand your retail footprint.
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TRYING TO “GO IT ALONE”
(NO BROKERS OR WRONG BROKERS)

A good broker more than earns their fee.
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BROKEN DIGITAL STRATEGY
(SOCIAL)
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BROKEN DIGITAL STRATEGY
(SEARCH)

In addition to social media, every CPG marketer needs to have a paid search strategy
in place. Paid search needs to be handled by an experienced team with the appropriate monitoring tools. Many CPG marketers make the mistake of assuming that if they
come up first organically in searches for their product name, they have this covered.
This is just not the case.
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At Jekyll + Hyde Labs, we
live and breathe consumer
packaged goods.
No advertising agency in America has the depth of knowledge or
the connections within the industry that we do. We love entrepreneurs
and want to help every brand succeed.
If you think you could benefit from learning more about us and what
we can do for you, please reach out.

JandHLabs.com - 800.500.4210

cpg nsiders
The CPG Insiders Podcast brings the insights and expertise
that Jekyll + Hyde has gained and leveraged across more than
two decades in the advertising business, becoming the top
agency in the country for CPG challenger brands. The show
offers useful perspectives on creative and media strategies,
product packaging, retailer needs, trends, traps to avoid and
more about what it truly takes to succeed at retail.

CPGInsiders.com

