


Executive Summary

Marketing inefficiency affects businesses across industries. Research
indicates that 60% of marketing budgets disappear into inefficient
activities!, not because tactics are wrong, but because they lack strategic
direction.

Multiple studies show companies with strategic frameworks achieve 50%
median ROl improvement” and 2-3X faster growth rates” compared to
tactical-only approaches. Meanwhile, $200 billion in global marketing
spend could be redirected through better strategic frameworks®.

This analysis examines the scope of marketing inefficiency, measurement
challenges, and performance differences between strategic and tactical
approaches. The findings indicate that addressing strategic marketing gaps
represents a significant opportunity for performance improvement across
organizations of all sizes.
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What It Your
Marketing
Budget is
Actually
Funding Your
Competitors
Growth?

Here's a thought-provoking reality: 60% of marketing budgets disappear
into inefficient activities’, not because the tactics are wrong, but because
they lack strategic direction. As companies spend on campaigns with poor
returns, strategic competitors gain ground through smarter planning.

Most business leaders assume they have a marketing execution problem.
The data suggests something different: they have a strategy gap that
shows up as underperforming marketing, creating opportunities for
competitors who think differently.

Consider this: three out of four business failures connect to marketing-
related challenges® These aren't creative missteps or poor campaign
management. They re strategic oversights that transform marketing
investments into expensive market research for the competition.

Companies with clear marketing sirategies don't just perform
incrementally better. They outpace tactical-first competitors by
margins of 2-to-5X in ROI®. Meanwhile, activity-focused marketers
wonder why their latest initiative didn't create the breakthrough they
expected.
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The $200 Billion Opportunity Cost

Every executive embraces testing and learning. But consider what’s actually
happening: $200 billion in annual marketing spend globally flows toward
activities that could be redirected with better strategic frameworks.

The opportunity cost is significant:

60% of small and medium enterprise (SME) marketing budgets* go toward less
effective activities due to strategic gaps

Even well-managed companies could recapture 10-20% of their marketing
spend* through better strategic alignment

Purely tactical approaches? They often underutilize 70%+ of budget potential®

McKinsey research indicates that

°could be
reallocated tomorrow if companies
applied strategic thinking to their
marketing investments. That’s not a
small inefficiency, that’s the economic
output of entire countries being
misapplied annually.
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Your Aftribution Story May
Be Incomplete

Most leaders believe they understand which campaigns work. Here’s an interesting finding:
software-based attribution systems capture only 10% of actual customer behavior’, This isn’t about
according to Refine Labs research. Important decisions get made on partial information. incompetence; it’s

about the complexity

of modern customer
* 21 cents of every media dollar® gets lost to data quality issues journeys outpacing

The measurement challenge extends further:

measurement

*  62% of marketers struggle to connect’ inbound calls to revenue .
capabilities.

* 33%still rely on manual processes® for attribution insights
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Digital Advertising’s
Efficiency Challenge
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Digital advertising faces unique obstacles. Research shows only 43.9% of
programmatic dollars actually reach intended audiences”. The remainder
supports a complex ecosystem of intermediaries and inefficient placements.

$84 billion annually” disappears to various forms of ad fraud, with projections reaching
$172 billion by 2028" Second and third-party data targeting often performs no better
than broad demographic approaches™, yet commands premium pricing.

Small businesses feel this acutely: up to 30% of advertising budgets™ can vanish to click
fraud and poor targeting, while owners wonder why sophisticated digital campaigns
seem to underperform referral-based growth. Without strategic frameworks to guide
platform selection and targeting, a digital marketing campaign can become a liability
rather than an advantage.



How Growth and Marketing Strategy
Shapes Business Outcomes

n17

Business failure analysis reveals that marketing challenges 42% of new businesses fail because of “no market need
. : purp

extend beyond the direct marketing category. When (often due to brand purpose misalignment)
examined systematically, positioning problems, value 34% struggle with product-market fit” (frequently brand

T . positioning challenges)
communication issues, and customer acquisition

inefficiencies contribute to business closures at much higher 18% encounter pricing problems” (typically value

, , communication issues)
rates than surface analysis suggests. CB Insights reports that -

29% exhaust funding” (sometimes due to inefficient

14% of startups fail due to poor marketing'®. But when you nine
customer acquisition)

examine the broader picture, marketing-related factors
contribute to about 75% of business closures’.




The Customer Acquisition
Cost Reality

Customer acquisition costs have increased 60-75% since 2014* across most
industries. This happens when companies compete tactically rather than
strategically, bidding against each other for the same keywords and audiences while
strategic players build differentiated positions.

Current acquisition cost ranges reveal the challenge:
* Healthcare: $498 per customer*
* Technology: $395 per customer”
* E-commerce: $200+ per customer?

Meanwhile, 75% of venture-backed companies don't return investor capital® The
pattern suggests that mistaking marketing activity for marketing sirategy
creates predictable outcomes.
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Strategic
Approaches
Create
Measurable
Ditferences
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McKinsey’s research reveals that strategic marketing frameworks
produce notably superior results:

» 35% greater effectiveness” when companies combine brand-
building with performance marketing

« 2Xmore likely to achieve 5%+ revenue growth” when marketing
strategy ranks as a top priority

* 15-20% improvement in marketing ROI° from comprehensive
strategic thinking

BCG found even larger variations: companies addressing sirategic
marketing gaps achieve 50.3% median ROl improvement?
and 2-3X faster growth rates® through systematic go-to-market
transformations.
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Why External Strategic
Partnerships Create Value
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Many companies are discovering that external
strategic partnerships offer compelling
advantages beyond just cost savings. The
shiftisn’t simply about finding cheaper
alternatives to full-time hires. Instead, it
reflects a recognition that external sirategic
expertise often delivers unique value
that internal feams siruggle to replicate.

Cost Efficiency: External partnerships typically cost 60-70% less* than
building equivalent internal capabilities, eliminating benefits overhead,
recruitment fees,and team management complexity.

Cross-Industry Expertise: External strategists bring proven frameworks
from multiple industries, offering fresh perspectives unconstrained by
internal assumptions or company politics.

Immediate Implementation: Unlike internal hires requiring 4-6 months
to reach productivity, external partners can begin strategic work
immediately with established processes and methodologies.

Objective Perspective: Outside strategists can identify blind spots and
challenge existing approaches without navigating internal relationships
or career considerations.
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Companies recognize they may not need
full-time sirategic leadership; they need
the right sirategic framework, properly
executed.



Making the Strategic Choice

The research shows measurable differences in outcomes between tactical and
strategic marketing approaches. Companies using strategic frameworks consistently
achieve higher ROI and better long-term results, while tactical-focused efforts often
struggle to demonstrate measurable impact.

For business leaders evaluating their marketing approach, the data suggests several
considerations: the significant budget inefficiencies affecting most marketing programs,
the measurable advantages that strategic planning delivers,and various approaches to
accessing strategic expertise.

The trends toward exiernal sirategic paritnerships reflect practical business
decisions about cost efficiency, speed of implementation,and access to cross-industry
expertise. Each company’s situation determines which approach makes sense for their
specific needs and growth objectives.
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Research compiled from McKinsey Global Institute, Boston Consulting Group, CB Insights, Harvard Business School, Nielsen, Forrester,and 40+ industry studies conducted 2024-2025. All data
verified through multiple independent sources.
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About Spinoza

Sirategic Foundation: Building the
platform for accelerated growth

Market Intelligence & Competitive
Analysis. We uncover hidden opportunities
and market positioning gaps

Brand Strategy & Messaging Architecture.
We develop distinctive positioning that
resonates with target audiences

Go-to-Market Strategy. \We create
comprehensive launch and expansion
plans for new markets, products, or
segments
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Fueled by curiosity, Spinoza uncovers the insights others miss. We blend

creativity and business intelligence to craft strategies that move the
needle. And with extraordinary efficiency, we help our clients do more

with less — outthinking, not outspending, the competition.

Growth Acceleration: Activating
audiences and driving revenue

Customer Insights & Segmentation.
We identify and prioritize highest-value
prospects and expansion opportunities

Channel Strategy & Media Planning.
We design integrated campaigns across
optimal touchpoints

Demand Generation & Lead
Development. \We build scalable systems
for more consistent pipeline growth

Performance Optimization:
Maximizing efficiency and ROI

Marketing Operations & Technology. \We
streamline processes and implement
growth-enabling tools

Team Development & Strategic Sourcing.
We build your internal capabilities and
identify best-fit external resources

Analytics & Performance Management.
We establish measurement frameworks
that drive decision-making
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AMBITIOUS BRANDS
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