
 

 
Six Platitude Warning Signs  

 
Here is a simple, but illuminating way to evaluate your marketing.  These warning signs will help you 
know whether your ad or marketing piece will be effective and fully leveraged before it runs.   
 
1. Well, I would hope so!  Ask yourself if what is written in your ad or marketing pieces is trite, 

banal, and expected.  Some examples to help you decide: 

 The IT support company says, “We’re here for you 24/7.” 

 The association that states, “We understand your needs.”  

 The bank that boasts, “Our bankers are professionals.”   

 The university that professes, “We help make your dreams a reality.” 

 The credit union that promises “We’re ready to help you.” 
What is the prospect’s reaction? “Well, I would hope so!” 
 

2. Who else can say that? Pay close attention to this one; the question is not who else can do what 
you do.  The question is who else can say what you say.  The answer is usually…anybody and 
everybody. Look at social media. Visit a few competitive websites.  Is your message saying the 
same thing as everybody else?  Then you are wasting your money. You need a compelling way to 
communicate what sets your organization apart. 

 
3. Scratch-Out/Write-In. A variation of the above. Look at your ad or marketing pieces. Now scratch 

out your name and write in a competitor’s name.  Does the ad still work? If the ad is still valid, 
you’re telling your prospects that you are just like your competitors. 

 
4. Do you really believe that? Prove it.  If you can support a compelling claim, you will propel your 

marketing out of the Platitude Zone. Do you offer the best customer service? Prove it with third 
party validation, testimonials or satisfaction scores.  Are your members are more successful than 
non-members?  Show income comparison charts, present stats about advancement, etc.   

 
5. Who, What, When, Where, How, How Many?  Your marketing message can separate you from 

your competition by building a case for your organization.  Platitudes hide the truth; using 
specificity builds credibility. Create meaningful and relevant differentiation with facts and evidence. 

 
6. Well, Whoop-Dee-Do!  Make sure your marketing talks to your prospects about questions or 

issues that are important and relevant to them.  Give your message personal appeal with a 
promise that you can address the issues and resolve the problem.  Use powerful words to elicit 
the proper emotional intensity.  As important as you think your messages are, chances are your 
prospects don’t give a whoop-dee-do about the topics currently addressed in your marketing. 

 
Platitudes keep you from separating your organization from competitors. Platitudes keep your unique 
benefits hidden.  Put an end to Me Too marketing. Learn how to communicate your benefits in a 
compelling, believable way that builds your brand equity. Say something no one else can say or copy.   
 
NorthStar Strategies is a strategic marketing and communications company. We provide smart, integrated 
marketing plans that deliver measurable results for clients.  Our job is to get clients to think differently about 
their business. Collaboration begins with strategy and continues through execution. That’s our commitment 
to clients. 
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