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20 21
MISTAKES
THAT CAN 
WASTE YOUR
MARKETING 
BUDGET



Your leaflet campaign can be 
cheaper than you think. 
Or far more expensive.

BEFORE YOU PRINT.
BEFORE YOU DISTRIBUTE.

READ THIS.



Start here
The biggest waste in leaflet marketing rarely comes from the price of the paper 
itself. It comes from spending money without a clear strategy: choosing the 
wrong areas, using a weak message, distributing once and hoping for the best, 
or failing to measure what happened.

Use this guide before your next campaign. Tick off the mistakes you can 
already avoid, then use the fixes to build a stronger plan.

THE BIG IDEA A successful leaflet campaign is a system: the right audience + the 
right message + the right distribution + the right follow-up.

HOW TO USE 
THIS GUIDE

You do not need to fix everything at once. Find the three mistakes 
most likely to affect your next campaign, fix those first, then 
measure the difference.

AREA

Targeting

Leaflet design

Distribution

Tracking

Follow-up

HOW CONFIDENT ARE YOU?

Low Medium High

Low Medium High

Low Medium High

Low Medium High

Low Medium High



Choosing quantity before strategy1.
Why it wastes money: Printing 10,000 because it is a familiar number can 
leave you paying to reach too many of the wrong households, or too few of 
the right ones.

Do this instead: Choose quantity from your objective, target audience, service 
area and budget. The right number is the number that supports the campaign, 
not a round figure.

Targeting an entire postcode without 
looking deeper

2.

Why it wastes money: A postcode can contain very different household types, 
property values and customer profiles. Blanket coverage can create 
substantial waste.

Do this instead: Use demographic and postcode data to compare areas and 
prioritise locations where your ideal customers are more likely to live.

Trying to reach everyone3.
Why it wastes money: A message aimed at everyone often feels relevant to 
nobody. You spend money on households that are unlikely to buy.

Do this instead: Define your ideal customer first, then choose the areas and 
message around that audience.

Running one giant one-off drop4.
Why it wastes money: One delivery gives your brand only one opportunity to 
be noticed. People may be busy, away or simply not ready to buy that day.

Do this instead: Consider a planned sequence of drops so your brand and 
offer have repeated opportunities to be seen

Making the leaflet about your business 
instead of the customer

5.

Why it wastes money: Years in business, company history and lists of features 
may be true, but they do not necessarily give someone a reason to respond.

Do this instead: Lead with the problem you solve, the benefit you provide and 
the action you want the reader to take.



Using a weak headline6.
Why it wastes money: If the headline does not earn attention quickly, the rest 
of your carefully written copy may never be read.

Do this instead: Use a clear, benefit-led headline that immediately tells the 
right customer why the leaflet matters to them.

Trying to say everything7.
Why it wastes money: A crowded leaflet creates friction. Readers have to 
work too hard to understand what you want them to do.

Do this instead: Give the leaflet one primary objective and remove anything 
that does not support it.

Using cheap design to save a little money8.
Why it wastes money: A poorly structured or amateur-looking leaflet can 
reduce trust before the customer even considers your offer.

Do this instead: Treat design as part of conversion. Make the hierarchy, 
headline, imagery and call to action work together.

Choosing paper purely on price9.
Why it wastes money: The physical quality of your leaflet contributes to the 
first impression of your brand. Saving on stock can undermine an otherwise 
strong campaign.
Do this instead: Choose a paper weight and finish appropriate to your 
brand, audience and campaign objective rather than simply choosing the 
cheapest option.

No clear call to action10.
Why it wastes money: If people have to work out what to do next, many 
will do nothing.

Do this instead: Tell the reader exactly what to do: call, book, scan, visit, 
claim or enquire.



Using the same message for every audience11.
Why it wastes money: Different customers can respond to different problems, 
benefits and offers. One generic message can dilute relevance.

Do this instead: Adapt your creative where the audience, service or campaign 
objective genuinely differs.

Sending people to your generic homepage12.
Why it wastes money: A generic homepage can make visitors search for the 
offer they saw on the leaflet. Some will leave before they convert.

Do this instead: Use a campaign-specific landing page that matches the 
leaflet's message and call to action.

Adding a QR code without a purpose13.
Why it wastes money: A QR code is not a strategy. If it leads to an irrelevant 
or awkward page, you add friction rather than removing it.

Do this instead: Send scanners to a fast, mobile-friendly page that continues 
the same offer or journey promised on the leaflet.

Not tracking the campaign14.
Why it wastes money: Without tracking, you may not know whether the 
campaign generated enquiries, sales or simply background awareness.

Do this instead: Use a unique code, landing page, QR destination, phone 
number or another practical tracking method.

Judging success by enquiries alone15.
Why it wastes money: An enquiry is not the same as a customer, and a 
customer is not the same as profitable revenue.

Do this instead: Track the journey from leaflet to enquiry to customer and, 
where possible, revenue or profit.

Judging success by enquiries alone16.
Why it wastes money: A weak first campaign does not automatically mean 
leaflet marketing cannot work. The problem may be targeting, offer, creative, 
timing, distribution or measurement

Do this instead: Review the whole campaign, identify the weakest link, change 
one or more variables and test again.



Ignoring timing17.
Why it wastes money: A great offer delivered at the wrong point in the buying 
cycle can underperform.

Do this instead: Plan around customer demand, seasonality, local events, 
opening dates, deadlines and relevant buying moments.

Failing to connect print with digital18.
Why it wastes money: Customers may see your leaflet, then search for you 
online before deciding. If the online experience does not reinforce the leaflet, 
momentum can disappear.

Do this instead: Align your leaflet, landing page, social content and digital 
advertising around the same audience, message and offer.

Choosing a distributor on price alone19.
Why it wastes money: Ihe cheapest distribution price is not necessarily the 
cheapest campaign. Poor targeting, weak accountability or unreliable delivery 
can waste the entire investment.
.
Do this instead: Compare targeting support, distribution method, coverage, 
experience and service alongside price.

Not learning from the results20.
Why it wastes money: If every campaign starts from scratch, you keep paying 
for the same mistakes.

Do this instead: Record what happened by area, offer, creative, timing and 
channel. Use those lessons to improve the next campaign.

Choosing the wrong distribution format21.
Why it wastes money: Using the wrong delivery channel can hide your 
message or cost premium postage for an audience that won't respond.

Do this instead: Align your format, whether solo door drop, shared insert, or 
targeted addressed mail, with your target customer and budget.



How many mistakes are you 
currently making?

The three I will fix first

Tick the mistakes you are confident you can avoid on your next campaign.

Choosing quantity before strategy
Trying to reach everyone
Making the leaflet about your business instead of the customer
Trying to say everything
Choosing paper purely on price
Using the same message for every audience
Adding a QR code without a purpose
Judging success by enquiries alone
Ignoring timing
Choosing a distributor on price alone
Choosing the wrong distribution format
Targeting an entire postcode without looking deeper
Running one giant one-off drop
Using a weak headline
Using cheap design to save a little money
No clear call to action
Sending people to your generic homepage
Not tracking the campaign
Stopping because the first campaign was quiet
Failing to connect print with digital
Not learning from the results

YOUR SCORE Mistakes I need to fix: ______ / 20

SMARTER SPENDING
The goal isn't to spend the most on your campaign.
It's to make every part of the budget work towards reaching 
the right people and generating a measurable response.



Turn the mistakes into a 
better campaign.
Use this page to turn what you've learned into practical decisions.

Ideal customer:

Priority areas / postcodes:

Main customer benefit:

Call / scan / book / visit / enquire:

Tracking method:

What we will test:

REMEMBER
Don't ask only, “How many leaflets can we deliver?” Ask, 
“What campaign gives us the best chance of reaching and 
converting the right customers?”

WHO ARE WE TRYING TO REACH?1.

WHERE SHOULD WE DISTRIBUTE?2.

WHAT SHOULD THE LEAFLET SAY?3.

WHAT ACTION SHOULD PEOPLE TAKE?4.

HOW WILL WE MEASURE IT?5.

HOW WILL WE IMPROVE THE NEXT DROP?6.
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READY TO 
STOP
WASTING 
BUDGET?

The strongest leaflet campaigns 
don't start with a quantity. 

They start with a customer, an 
objective and a plan.


