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You’re in the planning phase of your next big business development campaign. You’re full of enthusiasm, excitement and promise

for future growth: After all, what could possibly go wrong?
 
 

A few months later, having put in plenty of effort, you’re now full of frustration. All that effort has delivered little return. On your mind

is the fact that “business development just doesn’t work” in my business.
 
 

The truth: Business development campaigns rarely fail because of bad intent or lazy execution. They fail because of predictable,

fixable mistakes. Below are the 10 most common reasons we see business development campaigns failing, along with 3 practical

fixes you can apply immediately to remedy this issue.
 
 

1. No clear objective
 
 

The mistake
 

 

The campaign begins with vague goals like “raise our profile” or “win more clients/work.”
 

 

Why it fails
 

 

Without a clear objective, you can’t design the right message, select the right audience, or

measure success.
 

 

Three fixes
 

 

Define one primary objective per campaign:



Book 10 meetings with procurement decision-makers;
 

 
 

 

Re-activate 20 dormant clients;
 

 
 

 

Position the firm for inclusion on a specific panel.
 

 
 

If you can’t measure it, don’t make it a business development campaign!
 

 

2. Targeting everyone
 
 

The mistake
 

 

Broad messaging aimed at “all businesses,” “all councils,” or “all in-house teams.”
 

 

Why it fails
 

 

Generic campaigns are invisible. They don’t feel relevant enough to act on.
 

 

Three fixes
 

 

Niche down ruthlessly:
 

 
 
 

 

One sector;
 

 
 

 

One buyer role;
 

 
 

 

One problem.
 

 
 

Specific beats clever every time. And remember, if successful, you can clone that

campaign with unique adjustments to suit other sectors, buyer roles and problems.
 

 

3. Confusing activity with strategy
 
 

The mistake
 

 

Launching LinkedIn posts, events, emails and sponsorships without a unifying logic.



Why it fails
 

 

Random acts of business development dilute impact and exhaust teams.
 

 

Three fixes
 

 

Design campaigns backwards:
 

 
 
 

 

Desired outcome;
 

 
 

 

Buyer journey;
 

 
 

 

Touchpoints that support that journey.
 

 
 

Every activity should earn its place.
 

 

4. No compelling “reason to engage”
 
 

The mistake
 

 

Campaigns that talk about you: your firm, your services, your awards!
 

 

Why it fails
 

 

Buyers engage when their problem is front and centre, not your credentials.
 

 

Three fixes
 

 

Lead with:
 

 
 
 

 

A risk they’re exposed to;
 

 
 

 

A change they’re struggling with;
 

 
 

 

A decision they’re avoiding.
 



Make the campaign about them, not you.
 

 

5. Over-reliance on cold outreach
 
 

The mistake
 

 

Expecting cold emails or LinkedIn messages to do all the heavy lifting.
 

 

Why it fails
 

 

Cold outreach without context feels transactional and is easy to ignore.
 

 

Three fixes
 

 

Warm the ground:
 

 
 
 

 

Insight-led content;
 

 
 

 

Referrals and connectors;
 

 
 

 

Event or panel touchpoints.
 

 
 

Cold outreach works best as a follow-up, not a starting point.
 

 

6. No ownership or accountability
 
 

The mistake
 
“Everyone is responsible for business development” approach - which usually ends up meaning no
one is!
 

Why it fails
 

 

Campaigns drift, stall, or quietly die without a clear owner.
 

 

Three fixes
 

 

Appoint a campaign owner responsible for:
 

https://www.gsjconsulting.com.au/blog/common-mistakes-in-bd-planning/


Momentum;
 

 
 

 

Reporting;
 

 
 

 

Follow-up.
 

 
 

Support your partners and lawyers, but make accountability explicit.
 

 

7. Poor follow-up discipline
 
 

The mistake
 

 

Great first contact… followed by silence.
 

 

Why it fails
 

 

Most business development success happens in the follow-up, not the first interaction.
 

 

Three fixes
 

 

Build follow-up into the campaign design:
 

 
 
 

 

Pre-scheduled touchpoints;
 

 
 

 

Clear next steps;
 

 
 

 

CRM prompts.
 

 
 

No follow-up = wasted effort.
 

 

8. Ignoring timing and buying cycles
 
 

The mistake
 

 

Running campaigns without regard to budget cycles, panel refreshes, or procurement

timelines.

https://www.gsjconsulting.com.au/blog/successful-bd-meetings/#:~:text=Follow%2Dup%20and,get%20in%20touch.


Why it fails
 

 

Even strong messages fail if the buyer isn’t ready, or allowed, to act.
 

 

Three fixes
 

 

Map campaigns to:
 

 
 
 

 

Financial years;
 

 
 

 

Panel refresh dates;
 

 
 

 

Known decision windows.
 

 
 

Right message + wrong timing = no result.
 

 

9. Measuring the wrong things
 
 

The mistake
 

 

Reporting on impressions, clicks, or “engagement” instead of outcomes.
 

 

Why it fails
 

 

Vanity metrics hide poor performance and prevent learning.
 

 

Three fixes
 

 

Track:
 

 
 
 

 

Meetings booked;
 

 
 

 

Opportunities created;
 

 
 

 

Revenue influenced.
 



If it doesn’t move the pipeline, it’s not successful.
 

 

10. Treating business development as a one-off event
 
 

The mistake
 

 

Running business development campaigns sporadically, then stopping when things get

busy.
 

 

Why it fails
 

 

Trust compounds. Visibility compounds. Business development does not.
 

 

Three fixes
 

 

Shift from campaign thinking to system thinking:
 

 
 
 

 

Regular rhythms;
 

 
 

 

Repeatable formats;
 

 
 

 

Continuous improvement.
 

 
 

Consistency beats intensity. See our earlier blog, “Helpful hints on how to make business

development a daily habit”, for more insights.
 

 

In a nutshell
 
 

Business development campaigns rarely fail because business development “doesn’t work” in your business. They fail because:
 

 
 

the objectives are unclear;
 

 
 

 

targeting is too broad;
 

 
 

 

messaging lacks relevance;
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follow-up is weak;
 

 
 

 

accountability is missing.
 

 
 

Most importantly though, more often than not, business development campaigns fail because the processes are not put in place up

front to give the campaign its greatest chance of success!
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The information contained in this article is of general nature and should not be construed as legal advice. If you require further

information, advice or assistance for your specific circumstances, please contact us.


