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IInnttrroodduuccttiioonn 

Garrison Keillor describes Lake Wobegon as a place where “all the 

children are above average.” Although a heartwarming thought, as 

anyone who has ever computed an 

average knows, it's simply not 

possible for everyone to be above 

the average. 

Yet very successful sales managers 

have been known to make a similar 

calculation when they say, “If we 

could just get the bottom half of  our 

customer list up to average, we’d 

generate an additional $10 million in 

sales next year.” 

What if there was a strategy that 

could perform statistical magic and 

get the 50% of your marketing 

budget that’s not terribly effective to generate results like the other 

half? 

A few smart companies have discovered the secret of “local marketing” 

and now enjoy unprecedented marketing efficiency! 
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Introduction … continued 

“Wait!” you say. “I only do business in a local market. How can I cash 

in on this remarkable feat of marketing magic?” The answer is that you 

might consider becoming even “more local.”  

Everyone’s different in some way 

If you take the concept to its extreme, every customer is unique and 

“local” to him/herself. But it's not 

practical to customize a 

marketing plan for each customer 

and expect any economy of scale. 

What can be done is to identify 

market segments that have 

common hot-buttons and needs, 

and market to them with one 

campaign and to others with another. Or, if you knew which prospects 

were most likely to buy, you could market only to them. 
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SSeeggmmeennttaattiioonn  

 

Segmentation is identifying some common characteristics, attitudes, or 

beliefs that distinguish one group of customers from another. When 

you identify those factors you can tailor your marketing efforts—even 

your product or service offering—specifically to the needs of the 

audience in that segment. 

Segmentation has always been a useful marketing technique, but the 

segments were typically fairly large—women, older people, college 

graduates, etc. Such “segments” have millions of individual members. 

With the advent of computers, the Internet and sophisticated 

technology, it became possible to create smaller and more meaningful 

segments. Many marketers have begun to realize that market 

segmentation is more effective than mass marketing. 

At one time manufacturers believed that customers were pretty much  

alike. After all, needs are needs, and products are developed to meet 

customer needs. But when the tools for detecting and measuring  

customer needs became more widely known and available, the 

underlying assumption changed. It was possible to deliver targeted 

messages to just the right audience (segment) for about the same 

cost as delivering a one-size-fits-all message.  
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Segmentation … continued 

Geographic Segmentation 

Perhaps the most common kind of segmentation is geographic. Even 

among national marketers, there is broad recognition that consumer 

habits, practices, attitudes and preferences vary widely from market to 

market. Consumers in Buffalo, New York, for example, buy different 

products and respond to marketing messages quite differently from 

those in Albuquerque, New Mexico. 

On a local basis, customers in the northern suburbs might behave 

differently from those in the downtown area. There could even be 

variations in particular neighborhoods in the same part of town. 

Furthermore, customers almost always buy from different 

salespeople—local or regional representatives—who are in touch with 

the market in a limited area. It could be a state, a metro market, or a 

region. So their experience with the sales and purchase habits are, by 

definition, somewhat different. 

Once we understand the concept of local marketing in this broad 

context, we’ll apply it to situations where the “universe” is more 

limited, and all marketing is local. 
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Segmentation … continued 

The concept of BDI/CDI 

To measure and manage geographic differences, national marketers 

developed two metrics—the Brand Development Index (BDI) and the 

Category Development Index 

(CDI). Jointly, they help 

describe and map useful 

geographic differences for  

marketing managers. 

To understand the concept, 

let’s consider a company that 

does business nationally. 

Their “universe” is the entire country. If you’re a local business and 

your scope is metro-Atlanta, for example, then the metro area would 

be your “universe,” and the various neighborhoods—Buckhead, 

Marietta, etc.—would be your “local markets.” 
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Segmentation … continued 

Brand Development Index 

The Brand Development Index is sales per capita in one market area 

divided by the sales per capita in the entire marketing area (in this 

example, the entire country), multiplied by 100, so that an index of 

100 is “average” in terms of sales per capita. When the index is 

greater than 100, sales per capita are above average; when the index 

is less than 100, sales per capita are below average. 

Example: 

A national marketer sells $12 million worth of specialized tools 

each year. The population of the country is 300 million people. 

Thus the annual sales-per-capita is $0.04. (12 / 300 = 0.04) 

In Southern California, an area with a population of 15 million 

people, the company’s annual sales are $1.2 million. The sales-

per-capita in that market is $0.08. (1.2 / 15 = 0.08) 

If we express the relationship between these two numbers as 

an index (where 100 would indicate they’re exactly equal), the 

Southern California BDI (Brand Development Index) would be 

200. (100 x 0.08 / 0.04 = 200) 

If we then do this for each market, we will get a range of indices, or 

BDIs, that might range from 50 to 250. The 50 would apply to a 

market where the sales per capita are half the national average, and 

250 would be a market where sales per capita are two-and-a-half 

times the national average. 
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Segmentation … continued 

Category Development Index 

Just as the BDI varies across markets, so does a similar measure of 

category sales—the Category Development Index. 

A matrix of BDIs and CDIs across markets would look like this: 

Major Geographic Market Segments 

Based on Brand and Category Development 

 
Low BDI 

(< 80) 

Medium BDI 

(81-120) 

High BDI 

(121+) 

 

Low CDI  

(< 80) 

Florida 

Atlanta 

Minneapolis 

Milwaukee 

Chicago 

Cleveland 

Detroit 

Cincinnati 

 

Medium CDI  

(81-120) 

Houston 

Dallas 

New Orleans 

 

Denver 

Kansas City 

St. Louis 

Philadelphia 

Baltimore 

 

High CDI  

(121+) 

 

Los Angeles 

San Francisco 

Seattle 

Buffalo 

New York 

Mid-Atlantic 

Boston 

 

(This is an actual BDI/CDI matrix for a company with 23 sales regions 

covering the entire United States.) 
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Segmentation … continued 

It tells us:  

High Brand Development Markets 

The right column contains sales regions with a high brand 

development (i.e., greater than average sales per capita). These are 

strong markets for the company. As it happens, these markets are 

where the company started and where their products have been used 

for years and are extremely familiar to the target customer base.  

In some high-BDI markets (Chicago, Detroit, Cleveland and Cincinnati) 

the category is not very highly developed. The CDI is lower than 

average. The company dominates those markets and has a relatively 

high market share. 

In other high-BDI markets (New York, Mid-Atlantic and Boston) the 

category is also very highly developed. These are very competitive 

markets for the company because 

category demand is high. 

The markets in the middle (Philadelphia  

and Baltimore) are markets where the 

CDI is about average, and the company 

is somewhat stronger than the 

category. 
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Segmentation … continued 

Low Brand Development Markets 

There are 8 sales regions with low brand development. Two of them  

(Florida and Atlanta) are also low in category development. 

In contrast, Seattle, San Francisco and Los Angeles have high category 

development, even though they are low brand development regions. 

Houston, Dallas and New Orleans are about average in terms of 

category development. 

 

Using the BDI/CDI Matrix 

This example comes from the marketing plan of company that sells its 

products on a national basis. The principles, however, can be applied 

to local or regional companies, and the implications for marketing 

strategy should be evident to all marketers. 

The marketing strategies and tactics you would apply to a low 

BDI/high CDI market would be different than those for a high BDI/low 

CDI market.  

In fact, the actual company in this example has six variations of its 

marketing plan, each applied in different geographic segments of the 

market. 

In high BDI markets, the company has a renowned reputation,  

long-standing customer relationships, and a strong, effective sales  

force. Their goal is to leverage those strengths. 
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In low BDI markets, the company is less well known, uses mostly 

independent sales reps, and has had a spotty history of customer  

support and service. 

As they consider the allocation of their marketing funds, the 

management considered three different approaches: 

1. They could spend in proportion to the business—spend 

roughly the same percentage of sales in each area, even if 

the tactics differed. 

2. They could spend disproportionately where the opportunity 

for growth is greatest, in markets where category 

development is higher than brand development. 

3. They could spend disproportionately where the brand is 

strongest, where they have the awareness, reputation, 

strong sales, and service support team, and leverage their 

strengths. 

A cogent argument could be made for any one of these approaches. 

The underlying lesson is that a one-size-fits-all marketing plan 

probably would not be optimal. The company needs to think more 

locally than nationally if it wants to maximize the return on its 

marketing investment. 

There may be other segmentation differences that need to be 

considered in addition to geography. In this case, for example, it might 

be relevant to consider different plans for markets with a company 

sales force than for markets with independent sales reps. Similarly, if 

the product line or other offering elements vary by market, those 

could be other considerations—additional dimensions or filters in the 

segmentation process. 
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CCaassee  SSttuuddiieess  

Let’s look at two examples from the real world—one from a local 

marketer and the other from a national marketer with a niche product. 

Case Study 1: Local Market Home-Service Provider 

This company provides in-home services in one of the top-10 markets 

in the United States. Think pest control, carpet cleaning, HVAC service, 

or interior painting. They don’t travel more than 50-75 miles from their 

home location, although they serve virtually every community within 

that 75-mile radius. 
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Case Studies … continued 

They spend about 25% of sales on advertising to generate qualified 

leads, and they realize annual sales of about $4 million. They have two 

primary advertising vehicles:  

• Local newspapers, including some neighborhood weekly and  

bi-weekly papers and the larger daily papers that cover the  

entire metro area.  

• Monthly group direct mail vehicles such as Val-Pak.  

After several months of testing a range of creative approaches, offers 

and delivery options for their advertising, they discovered that 

approximately 90% of their leads from direct mail advertising came 

from 40% of the direct mail zones. They were able to eliminate more 

than half the zones, save more than half their cost for direct mail, with 

no perceptible change in sales leads from that medium. They 

effectively “went more local” in their direct mail program. 

And they found that there were two zones (out of six) for the large 

metro paper that delivered relatively fewer leads than the others, so 

they adjusted their schedule to beef up advertising only in the four 

strong zones, using just a portion of the savings from the cut-back in 

neighborhood newspaper advertising and direct mail coverage.  

The net effect was that they saved more than $17,000 a month in 

advertising expense and actually increased the number of leads they  

were receiving—all because they “went more local.” 
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Case Studies … continued 

Case Study 2: National Travel Service 

This case study looks at the advertising effectiveness of a national 

travel service. They advertised in a range of print and online vehicles 

with national circulation. These included a number of travel magazines, 

the AARP magazine, and several smaller publications such as college 

alumni magazines. 

Their advertising budget was about $1.5 million per year, or about 

15% of sales. 

As part of a research program they conducted a “cluster analysis” of 

their customers using a tool called PRIZM (marketed by Claritas). 

PRIZM measures and projects general behavior and attitude clusters at 

the neighborhood level. 

The client was able to identify a relatively small number of zip code 

clusters that accounted for a disproportionate number of its customers 

and then extended the analysis to zip codes that had the same 

demographic characteristics as their high-development zip codes. They 

then matched specific media penetration in those zip code clusters to 

come up with an adjusted media mix.  
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Case Studies … continued 

As a result, they eliminated or reduced the frequency of advertising in 

publications that were not highly effective in high-potential zip code 

clusters, increased the frequency (or ad size) in publications that were 

more effective in those same zip code clusters, and added a few 

targeted publications that had high penetration in their prime zip code 

clusters but were not previously on their list. 

Their total print media budget remained the same, but their 

advertising effectiveness (as measured by leads generated from print 

advertising) and total sales increased by almost 25%. They “went 

more local,” and it paid off. 
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Case Studies … continued 

More Local Is Better 

The underlying lesson from both these examples is that you don’t need 

to reach every potential customer with your message—whether you’re 

using traditional advertising, web advertising, in-the-field sales 

representatives, or any other marketing tools. You’ll get better results 

and spend less if you concentrate your efforts (and your marketing 

budget) in the geographic areas most likely to yield cost-effective 

results—“go more local.” 

You’ve heard of Pareto’s Principle, commonly known as “The 80/20 

Rule.” In this context, the 80/20 Rule says that 80% of your business 

probably comes from 20% of the geography you serve. If you can 

identify that 20% you can concentrate your resources there and grow 

your market share while saving a big chunk of your budget. 

This applies whether you’re serving a metro area, a state, a region, or 

the entire country. If you can identify that 20% and focus your efforts 

on it, you’ll save money and get better results. That’s at the core of 

why “going more local” is a smart marketing strategy. 

And there are a number of specific approaches local marketers can 

utilize in their quest for a more effective and efficient marketing 

program. 
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TThhee  LLooccaall  MMaarrkkeettiinngg  TToooollkkiitt  

There are 10 specific tools local marketers typically  

use for reaching their markets: 

1. Direct mail  

2. Website and search engine advertising  

3. Yellow Pages and other directories 

4. Broadcast media  

5. Print mass media  

6. Local trade journals and business publications 

7. Newsletters/e-newsletters 

8. Email marketing/blogs 

9. Trade shows/expos/event sponsorship 

10. Networking  
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The Local Marketing Toolkit … continued 

Direct Mail 

Direct mail is the great-grandfather of local marketing. 

When postcards cost a penny to mail, marketers could 

send them to everyone in town to announce a special 

sale or let them know what they had to offer.  

As postal rates increased and alternative media became more popular, 

the approach has gotten more sophisticated and provide a myriad of 

options for the marketer. They’re as local as you want them to be, and 

you have a number of choices. 

First, there are both solo and group mailings. You can send your own 

postcard, flier or letter, or you can join with other marketers and include 

your message along with theirs. Cost and effectiveness can vary 

considerably, so there’s not a single right approach that’s right for 

everyone. 

Next come sophisticated mailing lists and strategies. You can rent a list 

that targets upscale homes, homes with young children, owner-occupied 

homes, retail businesses, non-retail commercial operations, not-for-profit 

organizations, and a host of other market segments. If you define your 

target carefully, there’s a list for your needs. Costs for renting these lists 

vary in price. Generally, the more targeted and specific your 

requirements, the more you pay for the list (per thousand names). 
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The Local Marketing Toolkit … continued 

Because there is so much commercial direct mail competing for 

customers’ attention, the creative component has become increasingly 

important. Potential customers are bombarded with messages, so it's vital 

to have a memorable message to attract attention and register the 

intended communication. Even if your mail is all text (a letter, for 

example) there’s a potentially large difference in effectiveness between 

professionally written copy and an amateur attempt. Most smart 

marketers hire a copywriter or creative team (including an art director) 

that specializes in direct mail to develop their creative content. 

Finally, consider the offer in your direct mailing. What exactly do you 

want the recipient to do, and what is your promise? Is there a special 

incentive for prompt response? Does the recipient gain a particular 

advantage if they respond to your message? In the trade this is called the 

“offer” or the “call to action.” 
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The Local Marketing Toolkit … continued 

For many local marketers, the direct mail approach proves very effective. 

Mailings can include a special “promotion code” so the marketer knows 

how you learned about the offer. Typically the response is a phone call or 

mailed reply, which indicates that the recipient wants more information 

and is most likely a qualified lead. 

Group mailings by companies like Val-Pak and Effective Mailers have 

become well-honed vehicles for local retail businesses—pizza restaurants, 

dry cleaners, carpet and air vent cleaning services, window and gutter 

replacements, etc. They’re not particularly effective for B2B sales, 

although there are several business-oriented mailings that many 

marketers have found to be cost-effective. And they can all be highly 

targeted to reach just specific zip codes or zones within a marketing 

area—say, within five miles of your location. 
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The Local Marketing Toolkit … continued 

Web Site and Search Engine Advertising 

Increasingly, consumers (including business consumers) 

are using the Internet to find the products and services 

they need. They open a browser window, navigate to a 

search engine, type in “accountants boise id” and get a 

listing of accountants in Boise, Idaho.  

In most categories, they can even leave off the city and state in their 

search and still get a list of suppliers that are local to their home Internet 

connection.  

How does that benefit the marketer? You can pay for listings in an online 

directory service, or—more typically—contract for a per-referral fee. 

These services are basically a compilation of business listings—similar to 

the phone book—for each geographic area. You provide the description of 

your desired market area, and they include you whenever the person 

searching either enters a city or zip code you specify, or when their IP 

address (unique computer identification) indicates they’re in your area.  

Because you generally pay only for bona fide referrals (i.e., when 

someone clicks on a link to your Web site or calls you at a specified phone 

number), you want to be sure they’re in your area. It doesn’t make sense 

to pay for a referral in California if your market is in Florida. 
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The Local Marketing Toolkit … continued 

There are a number of directory services online, and there are even a few 

companies—such as ReachLocal.com—that will handle your listings in 

multiple directory services. 

Another avenue open to local marketers is not as well known and can 

allow local businesses to utilize pay-per-click (PPC) advertising on the 

major search engines only in their defined local markets. When bidding 

on keywords, it’s possible to specify the geographic market you want, so 

that your ad only appears when the IP address of the searching computer 

is within the area you define. This can be quite local—zip code level, in 

most cases—so your ad won’t appear to searchers who are not in your 

area and you don’t pay for a click-through from someone who can’t 

possibly purchase from you because they’re too far away. 

The requirement for PPC advertising is a valid and legitimate web address 

(URL), so you need at least a homepage that tells site visitors how to 

contact or find you. That’s not a bad idea for any business in today’s 

market environment. A domain of your own (the “yourcompany” in 

www.yourcompany.com) has become almost as important as a phone 

number—and in some cases even more so. 

There is no incremental cost for this localization of PPC advertising. You 

simply specify the area you want, and bid on the keywords that make the 

most sense for your business. Effective use of this medium varies by 

industry and market, and it requires that you devote time and effort to 

tracking and managing the process or hire a company or consultant to do 

it for you. 
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The Local Marketing Toolkit … continued 

Yellow Pages and Other Directories 

There are still customers who rely on the Yellow Pages  

(and me-too directories, like the Yellow Book) to find 

local suppliers. They may find it more convenient to flip 

through pages than browse online. Most, if not all, of the 

hardcopy directories have complementary online 

directories as well. 

The cost-effectiveness of the hardcopy directory is generally competitive  

with online alternatives, but this can vary by industry and area.  

Hardcopy directories have certain advantages for marketers. They don’t 

require much ongoing management; once you place your ad it’s there 

until the next directory comes out. And if you use display advertising in 

the directory, you can deliver a compelling ink-on-paper message to an 

audience who is looking for what you have to offer. Just be certain that 

the directory coverage area matches your own service area, or you’ll 

effectively be paying for a lot of advertising you can’t use. 
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The Local Marketing Toolkit … continued 

Broadcast Media 

Most small companies—especially in Business-to-Business 

(B2B) situations—do not consider “mass media” as viable 

alternatives. Television (including cable-TV) and radio, in 

many markets, are more cost-effective than newspapers  

or direct mail. Even the production costs can be quite 

affordable, with local stations and cable operators creating the advertising 

free when you purchase a small schedule. 

There are services that will produce commercials and purchase a media 

schedule tailored to the demographics of your target audience at 

competitive prices. SpotRunner is one of these, and they allow you to 

adjust the media selections to fit your budget on their Web site. 

Deciding on a broadcast approach depends, to a large degree, on your 

target audience and your message. Very narrow audiences are not 

optimal candidates for broadcast advertising, while highly visual stories 

and those that appeal to broader audiences are. A number of B2B 

marketers have been pleasantly surprised when they saw the typical cost 

for reaching their target audiences via local broadcast media—particularly 

cable-TV. 

As with the other vehicles, copy development is generally best entrusted 

to professionals who know the market and the media. 
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The Local Marketing Toolkit … continued 

Print Mass Media 

Just about every local market has a newspaper or 

regional insert that lets you target your message 

geographically. The effectiveness depends on the target 

audience and the product, and efficiency may vary from 

market to market. 

There are a number of variables to explore if you think newspapers and 

inserts might be right for you—size, placement (which section), color or 

black-and-white, frequency, and the copy or message.  

Most newspapers have experienced sales people who can help you 

navigate the often-complex rates and package options, and then develop 

a plan that’s right for you. They generally have an advertising department 

that can create the advertising for you, too, but you may want to 

consider a freelance advertising professional who has specific experience 

in print media for your general industry or category. 

As with other options, track the cost effectiveness of your program and  

refine it to maximize the return on your advertising dollar. 
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The Local Marketing Toolkit … continued 

Local Trade Journals and Business Publications 

If you’re in a B2B situation, there may be local journals  

or hardcopy bulletins that serve your market. You can  

gain valuable visibility by appearing in these publications  

in one of two ways:  

1. Through publicity, or contribution of useful content that 

establishes you as a leader in the field in your community 

2. With paid advertising in, or sponsorship of, the publication itself  

The cost (per thousand circulation) may seem high when compared to 

local newspapers, but consider that every copy is going to someone who 

is in your target audience, while a mass publication may reach only a 

fraction of your audience. 

Quite often combining publicity and advertising in the same publication is 

more cost-effective than either is alone, so you may want to experiment  

with the right mix in your market and in the proper publications.  
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The Local Marketing Toolkit … continued 

Newsletters/E-Newsletters 

There’s nothing particularly “local” about newsletters, 

whether they’re hardcopy or electronic. They can, 

however, give you an edge on the competition if you find 

the local angle and establish yourself as the thought 

leader in your area. Most local companies won’t take the 

time and make the effort to discuss the local ramifications of key issues in 

their business, yet the customer base is likely to ascribe more credibility 

to a supplier who does. 

Accountants or lawyers, for example, will have greater appeal to clients  

in the local area if they zero in on state or local regulations than if they 

simply market themselves as “generic” professionals. Developing a 

newsletter that has a regular column dealing with local issues may have  

high value for potential clients who would then follow-up with the author  

(or his/her company) when they need specific advice or services. 
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The Local Marketing Toolkit … continued 

Email Marketing/Blogs 

One advantage of the Internet is that it delivers content 

for free. All you have to do is create content that is 

relevant to your audience, and put it out there for people 

to find. You can point them in your direction with 

advertising. 

The key to using email marketing or blogging effectively in a local market 

is to deal with the topic from a local perspective. If you’re a pest control 

company, for example, you should discuss the pests most common in 

your market, and the considerations on the minds of your prospective 

customers, not just offer a blanket (or “generic”) dissertation on effective 

pest control. By referring to local issues and local conditions, you become 

part of the community—even though you are blogging on a topic that 

may apply outside your market. 
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The Local Marketing Toolkit … continued 

Trade Shows/Expos/Event Sponsorship 

Many businesses and industries have opportunities to 

meet prospective customers at trade shows, expositions 

or local events. While some of these can be a waste of 

time and money, others can be efficient venues to meet 

prospective customers and present credentials as a 

leading supplier in the area. You’ll have to weigh the advantages and 

costs for each event and decide which, if any, make sense for you. 

When you find one or two that look like they could be good, you should 

plan your presence carefully. You don’t want to show up and do damage 

to yourself with an amateurish booth or tacky signage. Staff your table 

with well-trained people who understand the objective of your 

participation. And you’ll want a system to track results so you’ll know if 

you want to repeat your participation next year. 
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The Local Marketing Toolkit … continued 

Networking 

Networking is a legitimate and important vehicle for local 

marketers. There’s a natural inclination on the part of 

most businesses (and consumers) to want to support the 

suppliers who are active contributors to the community. 

A great way to demonstrate that you’re one of those is to 

show up at meetings of the Chamber of Commerce or one of the service 

groups (e.g., Rotary, etc.) and meet potential customers.  

This is a lot more than shaking hands and wearing a badge that says, “Hi, 

I’m Ralph Watson.” You must demonstrate genuine interest in what 

others are doing and find ways to be helpful with no strings attached. 

True networking is a two-way street. If you approach networking in a 

purposeful way that isn’t just “taking,” you’ll find that your “giving” is 

rewarded with new business—often more quickly than you would ever 

have imagined going in. 
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The Local Marketing Toolkit … continued 

These 10 vehicles are not a comprehensive list. They’re 

just to get you thinking about the advantages of being  

local and ways to turn what might seem like a limitation 

into a source of competitive advantage. 

 “Localization” is not limited to the distribution/media. It’s 

more of a mind-set, or a way of positioning your business to be most 

relevant to your target audience. Many national businesses find that they 

can market more effectively on a local basis with tools that are specific to 

the local markets—than they can with national programs. They often 

customize their offers to take advantage of local tie-ins or market 

differences, and they behave much more like local businesses than some 

of their local competition. 
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Critical Success Factors 

In the previous section, we looked at a number of vehicles for advertising  

or promoting your business locally. Professionals in the field will tell you  

that the three factors that most often correlate to success are: 

1. Copy: the creative message you deliver, both words and visuals 

2. Offer: the specific call to action that you present to your target audience—

what they get if they become customers 

3. List or Medium: who you approach and through what medium 

There are agencies and consultants who can guide you through the 

development process for each of these. We listed them so you would 

appreciate that these are the 

factors that most experts 

believe correlate most 

consistently with success in  

local marketing. 

 

  



 

 
33

The Power of Local Marketing 
A competitive advantage for small business owners 

Critical Success Factors … continued  

Tracking Results and Testing 

Marketing is a process of trial and error, adjusting, and trying again. 

Every industry, every company and every market is a little bit different, 

and what works for one company might not work for another company, in 

a different market, or with different customers. Start with approaches 

that have been successful (for you or for others in similar businesses), 

but don’t fall into the trap of believing that there’s one right answer and 

that you can identify it without experimentation. 

It’s important to keep accurate records of what you do, what it costs, and 

what results you got when you tried it last. Write it down; don’t try to 

remember it all. Make the time to analyze effectiveness and efficiency, so 

you’ll know what to repeat, what to drop, and what to tweak and try 

again. 

This applies to all marketing, but it’s usually more important for local 

marketers because they typically spend fewer absolute dollars and have  

to make sure that every dollar works as hard as it can. “Localizing” is a 

technique that can add value at no extra cost, but it’s not a substitute  

for tracking results and testing your way to greater efficiency. 
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Summary 

In this report we’ve dealt with the challenge of bringing the bottom half of 

your marketing budget (in terms of 

effectiveness) to the same level as 

the rest of your marketing budget.  

There’s a famous quote attributed to 

John Wannamaker, the Philadelphia 

retailer: “I know that half of my 

advertising is wasted; I just don’t 

know which half.” The premise 

behind “local marketing” as a 

strategy is to find out which half is 

wasted and eliminate it, thus adding the savings to the bottom line or 

reinvesting it in effective advertising that drives business growth even 

faster. 

From an overview perspective, the things a local marketer should focus  

on include persuasive copy, a compelling offer, and a well-defined target 

audience (or “list”). Then, test and measure effectiveness and efficiency, 

improving execution one step at a time. 

This disciplined approach requires more attention and effort than the  

scatter-shot approach, but the return on that investment is almost always 

the greatest—even when it entails bringing in outside resources to plan  

and manage the program. 
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Checklist for Selecting Marketing Tools 

Direct Mail 

� Solo or Group Mailing 

� Buy a list 

� Should you hire a copywriter 

� Is the action clear 

� How will you track performance 

Web Site and Search Engine Marketing 

� Which online directories are best for you 

� Should you hire a service 

� Select appropriate keywords for PPC 

Yellow Pages and Other Directories 

� Which directories match your market 

� Should you design an ad 

Broadcast Media 

� Explore the medium – it may be cost-effective 

� Consider cable TV 

Print Mass Media 

� What size ad 

� In which section 

� Black-and-white or color 

� How often 

� What should the message be 
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Checklist for Selecting Marketing Tools ... continued 

Local Trade Journals and Business Publications 

� Contribute meaningful articles 

� Take out advertisements 

Newsletters/E-Newsletters 

� Look for local angles  

� Demonstrate a local understanding 

Email Marketing/Blogs 

� Deal with an issue from a local perspective 

Trade Shows/Expos/Event Sponsorship 

� Prepare well 

� Have an interesting booth display 

� Staff your table with knowledgeable people 

� Track results 

Networking 

� Attend Chamber of Commerce Meetings 

� Actively listen to others so you understand their needs 
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AAbboouutt  tthhee  AAuutthhoorr  

 

MMiicchhaaeell  AA  GGooooddmmaann is a veteran marketing 

management consultant with Dialogue Marketing 

Group, Inc. (www.dialoguemarketinggroup.com). 

Dialogue clients range from micro-businesses to 

the Fortune Top 50 and span a broad spectrum of 

product categories, industries and business 

situations – both business-to-business and 

consumer oriented. 

 

Goodman began his career in brand management at Procter & Gamble, 

then moved into Director and Vice President roles at Frito-Lay (division of 

PepsiCo) and International Playtex. In his role as a consultant, he deals 

primarily with positioning and branding issues, along with strategic 

planning for all areas of the traditional marketing mix. 

 

He is author of several books, including The Potato Chip Difference 

(www.potatochipdifference.com) and Rasputin For Hire 

(www.rasputinforhire.com). And he has been a leading expert on the 

MarketingProfs Know-How Exchange for several years. (See this 

profile/interview with Goodman.)  

 

He can be contacted by email at: 

mgoodman@dialoguemarketinggroup.com 

 

 


