RRRRR

World Journal of Advanced Research and Reviews W,

eISSN: 2581-9615 CODEN (USA): WIARAI R vanced

Cross Ref DOL: 10.30574/wjarr Begews
WJARR Journal homepage: https://wjarr.com/ o
(REVIEW ARTICLE) M) Check for updates

Mistakes and pitfalls in digital marketing: How to avoid them

Kostiantyn Shurupov *

Expert in Digital Marketing and Affiliate Business Development. Ukraine.

World Journal of Advanced Research and Reviews, 2025, 26(01), 4232-4235

Publication history: Received on 24 February 2025; revised on 20 April 2025; accepted on 29 April 2025

Article DOI: https://doi.org/10.30574 /wjarr.2025.26.1.1139

Abstract

This article examines the most common mistakes in digital marketing and affiliate marketing that reduce campaign
effectiveness and hinder the growth of digital products. Drawing on the practical experience of Kostiantyn Shurupov,
key pitfalls are identified, including neglecting analytics, selecting incorrect KPIs, failing to conduct testing, weak
creative strategies, and underestimating partner relationships. For each mistake, practical recommendations are
provided to help entrepreneurs and marketers build sustainable promotion strategies in highly competitive markets.
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1. Introduction

Digital marketing remains one of the most dynamic and competitive fields. Despite the wide array of available tools,
companies often face low campaign effectiveness. The reason lies in repeated mistakes, even by experienced teams.

According to Deloitte (2024), up to 40% of digital campaigns fail to meet their declared KPIs, and 25% of budgets are
spent inefficiently. In an environment where user acquisition costs are constantly rising, strategic mistakes become
particularly critical.

The experience of Kostiantyn Shurupov, accumulated over more than a decade in digital and affiliate marketing,
demonstrates that these pitfalls can be avoided if marketing is approached not as a collection of isolated actions but as
a comprehensive system focused on data, partnerships, and continuous testing.
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Figure 1 U.S. affiliate marketing spending growth

2. Common Mistakes in Digital Marketing

2.1. Ignoring Analytics

Many companies rely solely on basic metrics such as clicks and impressions. Without analyzing the user journey, it is
impossible to understand which channels deliver long-term value.

Recommendation: Build analytics around LTV, retention, and repeat actions. This approach allows you to measure not
only immediate conversions but also the real contribution of each channel to product growth.

2.2. Incorrect KPIs

KPIs are often designed in a way that partners and teams work for the numbers rather than the outcomes. For example,
a high CTR may coincide with low sales.

Recommendation: Implement a multi-level KPI system. For bloggers, focus on reach and engagement; for publishers,
track the number of new users; for the product overall, prioritize retention and LTV.

2.3. Lack of A/B Testing

Without testing, companies operate blindly. Even minimal changes in creatives or landing pages can alter conversion
rates by tens of percent.

Recommendation: Conduct continuous A/B testing, document results, and build a knowledge base. According to PwC
(2023), companies that regularly apply testing reduce customer acquisition costs by an average of 20%.
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2.4. Weak Creative Strategy
The same banner or video rarely performs equally across different audiences. Underestimating the role of creatives
leads to audience fatigue and lower conversion rates.

Recommendation: Develop multiple creative variations for different audience segments. Continuous updates keep user
interest high and reduce ad fatigue.

2.5. Ignoring Partner Relationships

Affiliate marketing is built on trust. If communication with partners is limited to exchanging links and reports, the

program loses effectiveness.

Recommendation: Foster long-term relationships, providing partners with tools, materials, and incentives. Experience
shows that engaged partners can increase campaign effectiveness by 30-40%.

Affiliate Marketing Statistics
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Figure 2 Affiliate Marketing Statistics

3. Strategic-Level Pitfalls

3.1. Relying on a Single Channel

e Focusing on a single traffic source makes a product vulnerable. For example, changes in social media algorithms
can wipe out results within weeks.
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Recommendation: Diversify channels by combining affiliate marketing, content marketing, social media,
display ads, and direct advertising.

3.2. Underestimating Localization

Launching a product in international markets requires adapting offers and creatives. Ignoring cultural
differences leads to low campaign effectiveness.
Recommendation: Localize messaging and account for audience behavior in each target country.

3.3. Lack of Budget Flexibility

Allocating budgets "by habit" leads to inefficient spending.
Recommendation: Use dynamic budgeting and reallocate funds toward the most effective channels.

3.4. Prospects and Emerging Tools

Artificial Intelligence: Al helps forecast conversions, select creatives, and personalize offers. According to
Gartner (2024), by 2027 more than 60% of marketing campaigns will be managed in real time by Al algorithms.
DTC Models: Direct-to-consumer sales enable brands to build their own ecosystems and reduce dependency on
intermediaries.

Big Data and Personalization: According to McKinsey (2024), companies using data-driven personalization can
increase revenue by 20-30%.

Influencer Integration: Harvard Business Review (2024) predicts that the share of influencers in affiliate
campaigns will continue to grow, as audience trust remains high.

3.5. International Context

In the United States, digital marketing spending reached $250 billion by 2023. In Europe, the focus is on
transparency and compliance with ESG requirements. In Asia, growth is driven by super-apps, where
advertising is integrated into everyday services.

This dynamic confirms that mistakes and pitfalls are universal across markets, and therefore,
recommendations for avoiding them are globally applicable.

4. Conclusion

Mistakes in digital marketing cost companies millions of dollars and slow product growth. The most common issues
include ignoring analytics, setting incorrect KPIs, lack of testing, weak creative strategies, and underestimating partner
relationships.

The experience of Kostiantyn Shurupov demonstrates that these pitfalls can be avoided by approaching marketing as a
systematic process: focusing on data, testing every hypothesis, building long-term partnerships, and adapting strategy
to the market.

In highly competitive environments, this approach allows digital products not only to survive but also to achieve market
leadership.
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