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What’s the Deal with Growing Locally?

Congratulations! You’ve thrown paint on the walls and opened your doors for 

business. Now it’s time for a huge line to form around the block.

Well, hopefully. The truth is that getting customers and clients for a local 

business is way harder than it seems. In order to grow, you’ve got to build 

relationships, get the word out, and create a referral engine.

After all, there are seven other chic coffee shops and three other puppy 

trainers in your town. What’s going to make someone choose you?

You not only have to get people in the door, but you have to convince them to 

visit you again and again. There’s a lot to do!

Fear not. We’ve come to the rescue with this complete guide to growing 

locally. Get ready to grow, grow, grow.
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Why Growing Locally 
is Unique

What do a hair salon, real estate agency, and small law firm have in common? 

Sure, they’re all in your hometown, but they also depend on person-to-person 

relationships.

Think about how you’d find an architect to design your dream home—you’d 

ask your mansion-owning friends for recommendations.

Because of this type of friend-to-friend referral engine, growing a local 

business is heaps different from building a global software company. Unlike 

online growth strategies, local growth focuses on grassroots efforts that 

connect individuals in a targeted region—not the masses. The core of local 

growth is building relationships.

Here are a few key differences to keep in mind as you put together your 

growth strategy:
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Your Audience is Smaller (You Can Easily Target Your 

Marketing)

Think of a large national or international company in comparison to a local 

restaurant. The audiences for these two businesses are vastly different. The 

large company has to appeal to many different demographics across the 

country in communities they may have never even visited, while the local 

restaurant has a much smaller audience which they can cater to while getting 

to know them very well. The relationship between the local business and the 

community is far more intimate.

You Satisfy Basic Needs (You Can Become Part of 

Anyone’s Routine)

Because you provide a service to a local area, you’re much more likely to 

satisfy people’s basic needs than a fancy online business. You help people 

in their town when they need to sell or buy a house, orient their finances, get 

a bite to eat, or gain a new hobby. You might sell them cabinets, swimming 

pool services, floral arrangements, or something else. You can become the 

community’s go-to with a little bit of elbow grease.

Trust is Paramount (The Only Way to Get Them Coming 

Back)

Local businesses depend on trust more than any other business. That’s 

because local businesses cultivate real flesh-and-blood relationships. If your 

customers don’t trust you, they won’t come back, and they won’t recommend 

you to your friends. Trust is the glue that binds your local business to the 

community. 
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Your Establishment Matters (Keep The Place Spic and 

Span)

An online business doesn’t have a public headquarters, but you probably 

do. Whether you run a machine shop, architecture firm, restaurant, or printing 

business, your establishment matters. The look and feel of your business 

space is SO important.  It not only needs to be clean, but also should provide a 

comforting atmosphere that proves you’re trustworthy, responsible, and good 

at what you do. 
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Marketing Channels 
Perfect for Local 
Business

Local businesses are unique, so their marketing is too.

To figure out which marketing channels will work for your local business, think 

about where your customers are, as well as how your product will translate 

through different mediums.

Before taking out an expensive print ad, wouldn’t you like to know how many 

people are estimated to read the paper? And does it make sense to have 

radio ads if potential customers aren’t tuning in to the show? Answering these 

types of questions will get you off to a good start.

Here are some possible channels for local growth. We’ll cover online and 

social media growth strategies later on. 
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Opening Events

Hosting a fun opening event is a way to welcome your community members 

while getting to meet people face-to-face. A grand opening gets people in 

the front door, showcases your offerings, and allows you to jump start the 

relationship building process.

Successful uses: Scheels, a sporting goods store in Central Illinois, hosted 

both a private pre-opening event and a community event that saw large 

crowds on opening day. Ferris wheel rides and fresh gelato helped greet the 

new customers. If you don’t have a brick and mortar location, you can still 

benefit. When ClassPass came to Boston, they hosted a free fitness class for 

prospective customers at Velo-city, a local studio. 

When to use: You only have one grand opening—don’t miss the opportunity!

Cost: While you might have some expenses for entertainment or appetizers, 

let your business do the talking and keep costs minimal. You don’t need an 

extravagant event. While not all opening events need a ferris wheel, think 

about something you can comfortably afford to get some fresh faces in the 

door. A partnership is a great way to minimize costs.

http://www.sj-r.com/x2108618942/Crowds-rush-into-Scheels-on-opening-day
http://blog.classpass.com/2014/03/03/classpass-launches-in-boston/
http://velo-citystudio.com/
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Weekly and Monthly Events

Recurring events keep you connected with the community because of how 

often they happen. Invite your customers in for a special shopping event, 

a class, or even just lend your space to a group looking for a place to get 

together. These can be themed events or something out of the norm to spice 

up your day-to-day routine.

A lot of restaurants and local businesses help schools and other organizations 

with fundraisers. For example, on a given night, 10% of all profits will go to a 

certain school. Consider partnering up with a community organization to bring 

people in the door. 

Successful uses: It’s All About Wine hosts live music, palate tastings, and 

classes each month that offer something special—a featured wine, a new skill, 

different bands, etc. On the nights of these events, the business’s parking lot is 

almost always full. Cha-ching!

When to use: Special events are opportunities to spotlight certain features of 

your business while interacting with the community. Play to your strengths and 

share what makes you special.

When not to use: Monthly events get stale quickly when there’s not much 

variety. Make sure each month’s event offers something unique to attendees.

Cost: Again, these events don’t need to cost more than entertainment—if 

anything! Share your skills and showcase your products.

http://www.itsallaboutwine.net/events.html
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Billboards

For a billboard to be successful among distracted drivers, it has to be unique. 

As Gary Vaynerchuk says, “People aren’t looking at billboards when they’re 

driving. They’re not even looking at the freaking road.” 

Because of a billboard’s static location, it can be a good option for local 

businesses. If you’re marketing to people in a certain city or town, a billboard 

works.

Successful uses: Your billboard has to catch the eye. This tailgating billboard 

stepped outside the box (or rectangle, we should say) to communicate a 

visually powerful message with very little text and is a good example of an 

eye-catching, unique approach to this medium.

The Orthopedic Center took a quirky (or twerk-y?) approach—a clever play-

on-words that sticks with the viewer.

http://adsoftheworld.com/media/outdoor/colorado_state_patrol_billboard_collision
http://hipadvertising.com/images/image3L.jpg
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When to use: Billboard effectiveness depends on location and exceptional 

content. Use this medium to direct traffic to an exit near your business, make 

the driver chuckle, or to communicate a quick, impactful message. Billboards 

are especially good for events.

“Billboard advertising exposes your business to a whole new market in a 

specific location. Because my event takes place in Marlborough, Massachusetts, 

advertising within a 20 minute radius exposes the event to those in the area who 

would have not known about it otherwise.”

 – Michella Brudner, Natural Living Expo  

When not to use: Details are not best communicated in the short time span 

a driver passes a billboard. Leave the phone numbers, long-form text, and 

complex messages for another medium.

Cost: Depending on the size, location, and duration of your billboard (minimum 

is typically 4 weeks) you can expect to spend anywhere from $300–30,000 

per billboard (quite a range, we know!).

For more information on billboards, read Billboards for Small Businesses: 7 

Reasons to Think Twice

Local Print Ads

Print ads are helpful for brand recognition, but lack traceable results. When 

investing in a print ad, think about a call-to-action or a unique perspective that 

will make the reader stop and pause. You can buy an ad in a local newspaper 

or magazine.

Successful uses: Scrabble’s conceptual art makes the reader stop and think 

(the word squirrel is more Scrabble points than fox.)

http://naturalexpo.org/
http://grasshopper.com/blog/billboards-for-small-businesses-7-reasons-to-think-twice/
http://grasshopper.com/blog/billboards-for-small-businesses-7-reasons-to-think-twice/
http://media.creativebloq.futurecdn.net/sites/creativebloq.com/files/images/2012/05/print-ad3.jpg
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La Fiesta encourages lunch traffic with a clip-able coupon. Great deals entice 

potential customers to come into the establishment.

Both of these ads are doing more than providing a phone number, logo, and a 

tag line. A successful print ad offers something more than information (a good 

deal goes a long way!).

When to use: Timing is everything—print is helpful during holiday seasons 

when shoppers are looking for something specific (think gift guides!) and when 

promoting special events or sales. Like billboards, these ads are static and 

have to attract attention on first glance.

http://www.lafiestarestaurante.com/2103Temp-graphics/coupon-special742.jpg
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When not to use: If your target audience isn’t reading the newspaper, weekly, 

or magazine you’re considering placing an ad with—reconsider. Look into the 

demographics of the medium’s readership before moving forward. And unless 

you’ve got a strong message or purpose, don’t run an ad for advertising’s 

sake—make sure it’s part of a strategy.

Cost: Depending on your ad size and color options, the price will vary. 

However, for a quarter-page ad with a mid-sized newspaper, you can expect 

to spend $1,500–1,800 per day.

Print Mailings

Direct mail via postcards and flyers are one way to market directly to the 

local consumer. You can rent a mailing list or use addresses you’ve collected 

through your business. This method gets your business into the mailbox of the 

audience you want to reach.

Successful uses: CarboCleaner used VistaPrint postcard mailing services 

and saw $2,000 in orders from their $600 campaign.

“Vistaprint’s Postcard Marketing service is fast, easy and efficient. My last 

campaign cost less than $600 (for online design, printing, postage and mailing – 

everything!) and so far has brought in more than $2,000 in orders!”

– Nathan Smith, President, CarboCleaner

When to use: Direct mail pieces help connect with both new and past 

customers by sharing information on upcoming sales, special events, or just as 

a general reminder that says, “Hey, remember us?” Personal and individualized 

mailings perform well.

When not to use: Print mailings are not the place for large amounts of text, so 

keep the storytelling to a different medium. Also, be mindful of your dates and 

mail delivery times if promoting a special event. Sometimes delivery delays 

can mean missed opportunities. Keep in mind that people have full mailboxes. 

http://www.auroracarpetcleaningcompany.com/
http://www.vistaprint.com/vp/images/nns/product/mailing_services/MS_SalesKit.pdf
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It’s easy to get completely lost in the shuffle.

Cost: VistaPrint and USPS are two possible routes for print mailings. A batch 

of 250 (5.47” x 4.21”) postcards with a purchased list is quoted at $148.97 on 

VistaPrint.

Radio Advertising

Whether it is an event where station personalities broadcast live from your 

business, or a jingle sung over the airwaves, this form of marketing can be 

helpful for building name recognition within the community.

Successful uses: A good jingle that gets stuck in your head is a great device 

for developing associations. Take the Fanta song, for example. That one’s 

going to be on repeat for a while.

If you have a special event, radio broadcasts might help raise awareness and 

attract community members if making an appearance includes an additional 

bonus (such as a contest entry for a prize.) BJ Grand Salon and Spa had a local 

radio station host get a make-over during a successful radio broadcast.

When to use: When it comes to local promotion, it’s a good idea to establish 

relationships with some of the well-known broadcasters in your area. They 

http://www.youtube.com/watch?v=bGJThbZWPGg
https://www.facebook.com/media/set/?set=a.10151573707288583.1073741827.225475773582&type=3
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may invite you on their show as a guest for an interview and can offer fantastic 

perspective on the community, as they interact with a large cross section of 

businesses and listeners.

When not to use: If your product is highly visual, radio isn’t a great avenue. 

Descriptive ads can easily become wordy and get tuned out by the listener. 

Plus, if your product is better showcased by sight rather than sound, go for a 

more visual-friendly medium.

Cost: Radio ads are charged per air time. So, if you’re paying $20 per spot and 

have 25 spots per week, you can expect to pay $500 per week. Live remote 

broadcast costs will vary by station and audience size.

Podcasts

If there’s a popular podcast hosted in your area, get in touch with the host to 

see if you can sponsor the show or share your expertise. While some areas 

may not be fully immersed in the podcast world, it’s a great avenue to reach 

out to for niche markets. Or, if you can’t find a podcast near you, create your 

own!

Successful uses: Copyright Clearance Center uses their podcast “Beyond the 

Book” as a way to build ethos within their market. Mashable reported that this 

podcast had over 17,000 downloads per month in 2011. 

When to use: Podcasts are appealing to people that seek information on the 

go. Listeners can tune in anytime via web or mobile. The best part of podcasts 

is how targeted they are—topics are very specialized, allowing you to get in 

front of your target market. 

When not to use: If your local audience isn’t listening to podcasts or there 

aren’t any popular ones in your area, this may not be the place to invest your 

time and resources.

https://itunes.apple.com/podcast/beyond-the-book/id220092503?mt=2
https://itunes.apple.com/podcast/beyond-the-book/id220092503?mt=2
http://mashable.com/2011/02/28/podcast-small-business/
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Cost: Aside from the equipment you’ll need to record the audio of your 

podcast, the cost of distribution is limited to the cost of data transfer (i.e. your 

internet service costs). All podcasts are free to the user.

Other questions? iTunes answers a full array of FAQs about podcasts.

Pop-Up Shops

Because retail space requires a large commitment and can be very costly, 

pop-up shops are a good way to test the waters in a particular area or new 

market. Pop-up shops typically exist for a short period of time (one weekend 

to a month long) in a highly trafficked area (a mall, outdoor market, or busy 

shopping area) and are a great opportunity to partner with other local 

businesses.

Successful uses: Storenvy, a marketplace for online merchants, opened a 

month-long pop-up shop in San Francisco and the four featured retailers 

made 16x their rent in revenue.

When to use: These temporary storefronts are great for testing price points, 

geographic areas, markets, and can often generate mutually beneficial 

outcomes when two or more businesses work together to bring in traffic.

When not to use: Pop-up shops are not a long-term strategy. While they’re 

great for experimenting, they lack the permanence you’ll need as your 

business moves forward.

Cost: Renting short-term space has variable pricing. Look for a relevant partner 

who might be willing to work with you on the budget. Also, don’t forget to 

factor in costs for insurance and decor. 

For more information on pop-up shops, read 

•  How to Open a Pop-Up Store by Inc. 

http://www.apple.com/itunes/podcasts/fanfaq.html
https://www.thestorefront.com/case-studies/storenvy-storenvy-opens-first-store-in-san-francisco
https://www.thestorefront.com/case-studies/storenvy-storenvy-opens-first-store-in-san-francisco
http://www.inc.com/magazine/20100701/how-to-open-a-pop-up-store.html
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•  Why You Should Open a Pop Up Store (and 7 Location Ideas to Get 

You Started) by Shopify.

As a business owner, you have many options when it comes to marketing 

channels. Consider your timing, message, and how it will be received by your 

target demographic. Do some testing and find out what works well for you. 

Dive in. Get experimenting!

http://www.shopify.com/blog/11654877-why-you-should-open-a-pop-up-store-and-7-location-ideas-to-get-you-started#axzz2uG2F86dt
http://www.shopify.com/blog/11654877-why-you-should-open-a-pop-up-store-and-7-location-ideas-to-get-you-started#axzz2uG2F86dt
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It’s All About Who 
You Know

When it comes to growing your local business, it’s all about who you know. 

You want to become the go-to accountant or architect that everyone 

recommends.

But how do you get the mayor to call you every time her staff needs a floral 

arrangement? How do you get the police department to drop off their cruisers 

every time they need some maintenance?

Here’s the secret: you have to get involved.

Becoming an active member of your community gives you the opportunity 

to become the neighborhood’s gold standard. Not only does community 

involvement increase your visibility as a business owner, but it helps you meet 

new people and learn more about where you live and work. It makes you feel 

good about giving back to your neighbors.

A few tips:

ALWAYS CARRY BUSINESS CARDS

You never know who you might run into. Get beautiful, professional cards from 

Moo.

http://moo.com/
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FOLLOW UP

After you meet someone, make sure you send them an email or connect with 

them in another meaningful way. Without follow up, it’s like the meeting never 

happened.

GENEROSITY WINS 

If you’re generous to people in your community, they’ll be more likely to 

recommend you. Being the “good guy” goes a long way.

BE POLITE

Yeah, yeah, politeness is for Great Aunt Mildred, but first impressions last a 

lifetime. It’s especially important to be courteous and kind in your city or town 

(where people will get to know you).

ALWAYS PROVIDE GREAT EXPERIENCES

Word of mouth is the best form of advertising. If you give your customers the 

best possible experience, they’ll surely spread the word to their friends and 

family.

So how does one get on the local high school’s good side? There are many, 

many ways you can give back—no matter what size your town or how limited 

your time. Here are a few ideas:
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Give Discounts to Local Organizations

The high school needs their parking lot paved just like everyone else, so an 

area seal-coating shop might give a discount to help them out. It’s generous 

to give discounts to local businesses in need. Not only will it help make you 

some friends, but it will also help you become the go-to in your town or city. 

Why? Not only will people appreciate your willingness to help out local 

organizations with tight budgets, but you’ll increase your visibility in the 

community. If people know you’re interested in more than just money, they’ll 

be more likely to choose you when they’re in need.

How? Call up the school superintendent, police department, and some other 

local businesses (such as law firms, banks, and accountants) to offer up your 

services (complete with discounts). Make personal relationships with these 

people-- this isn’t a sales call. Be willing to give pro-bono services for good 

causes (if you sell refrigerators, donate one to the local food pantry).

Example:  Victoria Station, a restaurant in Salem, Massachusetts, gets creative 

with how they connect to the city. Each Monday through Wednesday, they 

host Parking Violation Night. If customers bring in their parking tickets and 

write a check payment, the restaurant will provide the postage, mail it, AND 

give the customer a free appetizer.

A Brooklyn-based Chipotle has a secret discount: half-off tacos for police 

officers. Though this discount is unofficial (and actually prohibited), the NYPD 

http://www.victoriastationsalem.com/
http://www.nytimes.com/2012/07/20/nyregion/at-chipotle-an-unofficial-and-prohibited-discount-for-officers.html?pagewanted=all&_r=1&
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frequents the Chipotle. We don’t recommend you give illegal discounts, but 

being on the same side as local services will bring in the biz.

Share Your Skills

Offer to write a column in the local newspaper or teach a class. Insightful 

content is always a valuable product—and it’s always in high demand.

Why? Not only will people appreciate your willingness to share, but it will help 

build name recognition and your ethos as an expert in your field. Each time 

your face and name appears in an article or you stand in front of a group, it’s 

a networking opportunity that allows you to say “Hi, I’m __________ and I do 

________.”

How? Reach out to a weekly paper in your community, a business journal, 

or find a group looking for a speaker (the civic clubs in your area are a good 

place to start) and offer yourself as a resource. A quick search for “Civic Clubs 

in (insert your community)” should bring up some helpful results. From there, 

it’s really as easy as making the call to introduce yourself and being willing to 

volunteer your time.

Example: If you’re struggling to find one of these opportunities in the near 

future, it’s okay. Create one of your own—start a blog! Take Sarah Mackey, for 

example. As a non-profit Director, she’s created a blog that shares not only 

her knowledge on leading a successful Habitat for Humanity organization, but 

invites viewers to consider her as a speaker with a page dedicated solely to 

this area of her expertise. This page is exists not to promote her organization, 

but rather the tools she’s learned from her experience.

http://www.nytimes.com/2012/07/20/nyregion/at-chipotle-an-unofficial-and-prohibited-discount-for-officers.html?pagewanted=all&_r=1&
http://sarahwmackey.com/invite-sarah-to-speak/


19   Grow Local: The Complete Guide to Growing a Local Business A Grasshopper Guide

Volunteer Your Time

This one’s a no-brainer. Find a cause you believe in and rally your team around 

it. Maybe it’s restoring the town bike trails or painting a mural at a school; use 

your talents and interests to help a relevant cause.

Why? By pooling your resources into a group, it often results in a larger 

impact—and whether you use this as a morale-builder with your staff, or you 

go it alone, volunteering makes you a contributing, engaged citizen.

How? There are many ways you can go about finding your community’s 

volunteer needs. Call up your town or city hall to ask about events. You can 

also check the VolunteerMatch.org listings for your area. There, you’ll find a 

description of the organization, the help they need, and how to contact them.

Example: Siemasko + Verbridge, an architecture and design firm in Beverly, 

Massachusetts, gives back to the community by providing architectural plans 

for local non-profits, such as Haven from Hunger, a food bank. 

http://volunteermatch.org/
http://svdesign.com/
http://www.havenfromhunger.org/
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The firm shared their work on their Facebook page, garnering 18 likes (quite a 

few for a local biz!):

Brad Farris, Principal at Anchor Advisors in Chicago, has been volunteering 

at his church, with a local arts organization, and at a college campus outreach 

program for several years—and he’s seen the benefits for both his community 

and his business.

“I always recommend joining boards of NFP that you care about. It’s a great way 

to use your leadership skills, benefit a cause you care about and meet some other 

interesting people. It’s never about making that ‘one right connection,’ but more 

about having a larger group of people who know what you are good at who might 

recommend you,”

http://anchoradvisors.com/
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Sponsor an Event or Share a Space

If you don’t have the time or mental bandwidth to volunteer, give your 

resources in another way—through a donation, lending a meeting space for a 

community group, or sponsoring a worthy cause. Different organizations have 

different needs, so if you’re not sure how you can help, just ask.

Why? As you connect with people from your community, you’ll hear about the 

existing needs for area projects—a new slide at the playground, volunteers for 

park clean-up days, maybe even a book club that recently lost their meeting 

space at the local coffee shop. All of these are opportunities for you to step in 

and help.

How? You can add a page to your company website offering a free meeting 

space, sponsor a local 5K, or collect change at the register to donate back to a 

cause. Check your local newspaper for organizations looking for sponsors.

Example: Isringhausen Imports, a car dealership in Central Illinois, is an 

example of a business known for their willingness to give back to the 

community. They’ve created “Isringhausen Cares”, a program that gives away 

thousands of dollars each year to an area non-profit. Not only is it helpful to 

the causes they support, but it garners local press coverage and increases 

exposure for the business. For both parties, it’s a win-win.

http://www.isringhausen.com/
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Papa Gino’s is a large corporation, but local franchises can put on “Five-Hour 

Fundraisers” to connect with organizations in their communities. During a 

predetermined five hour time slot, not-for-profit groups can earn 20% of all 

Papa Gino sales.

And make sure you pair your social media strategy with your events. Laura 

Fitton, queen of social media at HubSpot, otherwise known as @pistachio, 

offers her social and event marketing tips:

“Social media + local + events = a fantastic recipe for building business and 

community. 

For your next business event:

• Promote on your social channels and make it easy for customers, fans, 

and attendees to do so (include suggested tweets in email or other 

correspondence about the event)

• Use a unique #hashtag so attendees can follow the event, meet (and stay 

in touch with) each other, and people who can’t make it but follow those 

tweeting about it become curious about what it was.

• During the event make it easy for attendees to follow your accounts, and to 

share their impressions. 

• Set up a computer and display screen that “follows” the hashtag and more 

attendees will want to tweet their way onto that screen.” 
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Join a Club

Rotary Club, Kiwanis Club, BNI, a niche business club…it’s really up to you. 

These local organizations bring together business owners with the aim of 

working together to improve the community. 

Why? These clubs offer the opportunity to share information and connect with 

other active participants in your community. And by pooling your resources 

into a group effort, the impact is often much larger. An added benefit to clubs: 

Getting referrals. Networking often leads to referrals, and referrals lead to 

business. If people in your area know what you specialize in, trust you, and 

know that you do what you do well, they’ll be happy to recommend you.

How? Do a quick search for “networking groups in (your area)” and take a look 

around the listed organizations. Go to a meeting or two at a few different clubs 

to get an idea of what you like and dislike. Or, if you already know someone 

who is part of a club you’re curious about, just ask to be their guest for a 

meeting. The secret to finding a club that’s the right fit is giving yourself several 

options to choose from. Get out there and shake some hands!

Example: Marcy Patterson, publisher at The Source, a media outlet for 

Morgan County, Illinois, uses her connections at Kiwanis Club to stay on 

top of upcoming events. This helps her come up with story ideas for the 

weekly newspaper her company publishes. It’s also allowed her to become a 

connector for people and businesses throughout her community. Win-win!

Stephen Brudner, managing director for Merchant Services Consulting 

Group, is an active member of his local BNI club. Unlike other community 

organizations, members have to apply. BNI focuses on generating new 

business, rather than just making friends. Stephen is able to refer his 

customers to fellow members of his club, and they refer their customers to 

him.  By knowing the best business-people, each BNI member becomes a 

trustworthy authority on everything business. 

https://www.rotary.org/
http://www.kiwanis.org/
http://www.bni.com/
http://the-source.net/
http://www.mscgne.com/
http://www.mscgne.com/
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Find a Local Meet-up Group

Meetup.com is filled with groups for entrepreneurs, small business owners, 

and industry leaders looking to connect. Joining a meet-up will not only help 

you meet others in your boat, but can also boost your image as a thought 

leader in the community. 

Why? Meetup.com has everything under the sun, so you’ll be able to find a 

group that meets your interests. Whether you want to strut your stuff in the 

startup community, join a group of fellow landscapers, or find some other 

accountants to strategize with, you’ll feel at-home at Meetup.com! 

How? Visit Meetup.com and do a simple search for what interests you. For 

example, if you search for St. Louis Startups, you’ll see these groups: 

You can easily join one of these groups and go to some events to get yourself 

on the map.

Serve on a Non-Profit Board

Non-profits in every community are in need of well-connected and 

knowledgeable community members to help guide their organizations.

Why? Serving as a board member opens up opportunities to network at 

events, influence a cause you care about, and to really understand the inner-

workings of the organization you choose to support.

http://www.meetup.com/
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How? The board member process works differently for each organization, 

but a great way to get your foot in the door is to first serve as a volunteer. 

Or, you can simply ask the executive director if the organization is in need 

of any additional board members. Sometimes there are several things that 

accompany a board seat (an annual donation, fundraising support in the 

community, volunteer days) so make sure you know the details before you 

jump in.

Example: “The board work provides just the right amount of mental stimulation 

to make me feel involved and relevant,” Kerry Hannon writes in Forbes. 

Hannon encourages more experienced professionals looking to transition from 

the corporate to non-profit world to get their feet wet by serving on a NPO 

Board.

Join the Chamber of Commerce

These organizations are helpful both as a tool for promoting your business and 

networking with others, but are an excellent resource for learning as well.

Why? The Chamber of Commerce offers educational seminars, sends out 

a newsletter (where you can share news about your business), provides 

discounts at member organizations, and holds networking events where you 

can meet and connect with other members of the business community. It’s the 

world’s largest business organization.

How? You’ll first fill out an application and then meet with a Chamber 

representative to discuss your needs as well as their offerings. There is 

typically an annual cost associated with membership with different price levels 

offering different levels of exposure. 

Example: “I developed an invaluable mentor relationship with a [Chamber 

program] instructor from Astra Zeneca, Charles Gillean,” says Dick Mass, 

Vice President at Allcell Rentals of his Chamber experience. “He helped me 

http://www.forbes.com/sites/nextavenue/2013/07/11/how-to-get-a-seat-on-a-nonprofit-board/
https://www.uschamber.com/
http://www.greaterphilachamber.com/suppliernet/success-stories
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understand a lot of unfamiliar information, learn how to evaluate private and 

public businesses, and define the best direction for my company’s growth.” 

Cost: Based on the level of commitment, you can expect to spend $175 - 

$3,000 per year on Chamber membership. 

Sponsor a Sports Team

Local Little Leagues often invite businesses to sponsor their teams. 

Sponsoring a team not only puts your name on the map, but you can get the 

name of your business on a jersey—great community marketing.

Why? Sponsoring a local sports team shows you’re not only committed to your 

community, but also to the kids who will inherit it. It’ll help you get your name 

out there while helping kids play ball!

How? Contact some local sports teams to see how sponsorship works, as it 

varies from community to community. 

Example: They Might Be Giants, a funky bad who won the 2009 GRAMMY 

for Best Children’s Album, sponsored a Seattle-based Little League team to 

show their solidarity with the city as well as the kids (their listeners). Don’t you 

think the parents wanted to buy their albums?

Cost: Little League offers a number of sponsorship packages, but you can get 

yourself on a team’s jersey for $500. 

http://www.littleleague.org/learn/Start_Find_a_League/registrationkit/SponsorshipandFundraising.htm
http://www.tmbg.com/littleleague/


27   Grow Local: The Complete Guide to Growing a Local Business A Grasshopper Guide

Get Involved

You’ve got the how and why to getting involved in your community—you just 

need to decide how you will put it into action. Remember: Giving back is good 

for everyone—and it’s a grassroots approach to making connections wherever 

you are. 

“When it comes to marketing your local business, you don’t have to do it alone. 

Partnering with other companies that target your audience can be a more cost-

effective, efficient, and successful way to acquire new customers. Ask yourself... 

who has your next customer as their current customer?” 

– Andrew Davis, Author of Brandscaping 

Take the leap into something outside your comfort zone and use your skills to 

make the place you live and grow better than you found it.
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Fostering the Right 
Online Presence

While getting online sounds easy, creating your online presence and voice is 

actually complex. Not only do you need to have a social media presence, a 

well-designed and easy-to-use website, plus some reputation management 

skills, but it all has to come from a cohesive brand. 

Your online presence needs to remain consistent throughout all channels and 

communicate the important information as well as the feeling of your business.

To start, you need to get your site listed, so that you’ll appear when people are 

searching.

“Make sure you submit your site to all of the local online directories, such as Yelp 

and Google Local. A simple and free way you can do this is by going to www.

getlisted.org and submitting your site.” 

– Neil Patel, QuickSprout & KISSmetrics   

Then, you’ll have to get going with the big one: your website.



29   Grow Local: The Complete Guide to Growing a Local Business A Grasshopper Guide

Building a Website

There are a couple of different avenues to take when it comes to your 

website—you can create one yourself with limited website-building skills 

thanks to the world of templates, or you can work with a web design company 

to have a site constructed for you.  Either way, you’ll have to put together a site 

that includes all of the necessary info.

What Does My Website Need?

Your website has function and design needs to make it a useful source of 

information. Focus on these points to ensure your website is user-friendly and 

conducive to business.

“Make your website useful, accessible, and easy to consume. Many local sites 

don’t load properly on mobile devices despite the fact that mobile is a primary 

way we find local businesses. Others have complex navigation, or lack critical 

information (like a menu you don’t need to download in PDF or hours, phone 

number, and address on the homepage). Make it easy on your web visitors, and 

you’ll earn more in-person visitors.” 

– Rand Fishkin, Moz  

FUNCTIONALITY NEEDS

• General information. This includes the basics: Hours of operation, 

location, services, and FAQ.

• Contact page. A way to get in touch with the business via e-mail or 

phone (or both.)

• About page. Information and storytelling about who’s behind the 

business and how it all began.

• Social media links. A quick way for customers to connect with you on 

social media outlets. This includes review sites such as Yelp.
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• E-newsletter sign up.  An email submission form helps collect addresses 

for e-updates, which are a great way to directly reach interested 

customers. (Plus, it’s impermissible to send e-mails to addresses that are 

not user-submitted.)

• Samples of your work, testimonials, and other examples of “social 

proof.” For a customer to choose you, they have to see that you’re 

reputable. Portfolio pieces, testimonials, and positive customer feedback 

displayed on your site will help get new customers.

DESIGN NEEDS

• Simple, clean, easy to navigate. Your website needs to be user 

friendly—and your users come from a variety of age ranges, education 

levels, and computer experience.

• Logo and branding elements reinforced throughout pages. Don’t let 

the user forget what website they’re on—this is an opportunity to let your 

branding shine!

• Mobile-friendly. As the world becomes increasingly mobile-centered, 

it’s best to have a website that will display properly on smart phones and 

tablets.

Example: The Inn at 835 has a website that is easy to use. It’s socially 

connected and communicates the inn’s formal yet homespun image through 

color and font choices.

 

http://www.innat835.com/
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The Do-it-Yourself Route

SQUARESPACE

How it works: Squarespace makes it easy to design a first-class business 

website. First, you’ll select a template to customize and fit to your needs. The 

templates are broken down into categories such as e-commerce, personal, 

business, etc. Once you’ve customized your page by adding logos, website, 

you’ll select an available website domain (i.e. www.yourbusiness.com) and 

choose a package based on your needs. 

Features: Analytics for studying your traffic, social integrations, hosting 

services, custom domains, and customer support.

Skill level: Beginner (super easy to use)

Pricing: Packages range from $8–24 per month based on the amount of 

features you need. 

WORDPRESS

How it works: Like Squarespace, Wordpress has customizable themes and 

custom domain offerings, as well as some free resources for blog-only sites 

(with limited customization.) You’ll first sign up for an account, choose a theme, 

add your customizations, pick a site address, and from there, you can start 

spreading the word.

Features: Analytics, social plug-ins, a mobile app for posting on the go, 

multilingual translations, customer support and spam blocking.

Skill level: Intermediate 

Pricing: $99 or $299 per year based on features and package. You can install 

Wordpress for free on your site if you already have hosting. You don’t need 

“wordpress.com” to reap the benefits.

http://squarespace.com/
http://wordpress.com/
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Other great options: 

• LightCMS

• Weebly

• Wix

 

Hiring Out Web Design

When hiring out a web design company, you can find a firm locally or go with 

a large company—it really depends on your budget. Maybe someone you’ve 

met at a local networking event can help, perhaps even for a discount!

Regardless of the avenue, it’s important to have a strong vision when bringing 

in an outside party. Having a clear vision of what you want and need will help 

cut down on time and costs. Have some concrete examples and reference 

sites to share with the designer so you’re clearly communicating the image 

you’re going for with the website. Make sure you check out the company’s 

portfolio of past work.

Ask yourself:

• How often will I need to update my website? Will I be able to do it 

myself?

• Will it be easy for me to change content and photos?

• Does this company’s previous work match my vision for a website?

• Am I willing to spend top dollar for exactly what I want? How much is my 

budget? When is the next time I foresee a website update?

We’ve gathered a few mid-sized and large companies to give you a feel for 

what web design companies can offer.
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E-WEBSMART

What they do: E-Websmart is a mid-sized web design company that offers 

custom website design based on a variety of wireframe setups that are tailored 

to a company’s needs. Not only do they design and develop the website, 

but they also have graphic design services to help create a unique logo and 

customize social media outlets.

Pricing: Expect to spend anywhere from $4,500–$12,000 based on your 

needs.

ORBIT MEDIA

What they do: Orbit is a large agency based in Chicago that has created sites 

for companies large and small. They offer web design and support services 

that are sure to wow the consumer. Past collaborations have included names 

like Vienna Beef and Liberty Bank.

Pricing: Each project is assessed on a case-by-case basis due to different 

pages having different needs and requirements. However, it’s safe to assume 

that custom site design typically falls in the $5,000–$25,000 range.

Other great options: Cave Interactive Media, Blue Fountain Media, LRS

Creating a Social Media Voice

When speaking through social media channels, it’s important the 

communication style remains consistent across the board. Wondering which 

channels you should be on in the first place? Don’t worry, we’ll get to that in 

the next chapter.

http://e-websmart.com/
http://orbitmedia.com/
http://caveim.com/
http://www.bluefountainmedia.com/
http://www.lrs.com/lrswebsolutions/
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How to find your voice:

• Study your fellow business owners. A search for “top (your industry) 

blogs” will give you some examples to study. From there, you’ll have a 

better idea of what you like and don’t like.

• Identify your tone. Ask yourself, “What does my brand sound like 

in my head?” Is it conversational in tone? Is it quirky? Is it formal and 

prestigious? Consider your product and target demographic.

• Apply your voice in long-form writing. If you have a blog, this is a 

fantastic place to use your voice and connect with the audience. Sharing 

stories, ideas, and news will help increase your SEO, too.

“Use your real face on your social media accounts. Business logos are obviously 

very important, but your customers want to talk to you - the owner - and not a 

logo. By having your face on your social media accounts your customers will 

recognize you and feel more comfortable approaching/talking to you - better 

personal connections with your customers leads to more loyal customers.” 

– Tom O’Keefe, @Bostontweet  

For more information, read Which Social Media Channels Are Best for Your 

Small Business?

Manage Your Online Reputation

If you own a business, there are places that customers can review your 

company online in the form of a public posting. Many sites—even your 

Facebook page—have a place for reviewing. It’s an awesome opportunity 

to see the good and the bad—you can see where your business is being 

complimented, but also where it’s lacking. You can use the negative feedback 

to figure out what you can work on.

http://twitter.com/bostontweet/
http://grasshopper.com/blog/which-social-media-channels-are-best-for-your-small-business/
http://grasshopper.com/blog/which-social-media-channels-are-best-for-your-small-business/
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Part of managing your online presence is keeping an eye on what reviewers 

have to say.

Where to Look

There are plenty of places where customers can post reviews. But keep in 

mind: these sites vary by industry. In order to keep tabs on what customers are 

saying, you have to know where they are. 

Here’s where you should look:

• Yelp is one of the more popular review sites, especially for restaurants 

and personal care services like hair salons.

• Better Business Bureau catalogs formal complaints from customers and 

clients. Businesses can benefit by becoming accredited. 

• Angie’s List focuses more on home projects services, like remodeling 

and construction companies.

• TripAdvisor is popular for tourists and travelers, focusing on hotels, 

restaurants, and cool places to go (like museums, parks, and scenic 

destinations).

http://www.yelp.com/
http://www.bbb.org/
http://www.angieslist.com/
http://tripadvisor.com/
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• Google Local and Facebook also offer review options for company 

pages.

• Amazon, Etsy, and other ecommerce sites encourage users to write 

reviews of the products they buy.

• Foursquare is an app for “checking in” to various places, allowing users 

to get deals and rack up points. It includes reviews.

• Niche sites by industry such as RateMyBurn (for gyms & fitness 

classes), Huavote, (for Chinese workers venturing overseas), Houzz (for 

architecture and interior design) and Spiceworks (for tech stuff).

How to Handle Feedback

Interact with reviewers. Sites like Yelp offer an opportunity for owners to 

respond to feedback. It’s a good idea to thank users for positive reviews and 

to reach out to negative reviewers to see how you can do better next time.

Don’t get into an argument. The customer is always right, remember? Let the 

unhappy customer vent and see what you can do to make it right. Never argue 

with a reviewer. If you find false information being shared, reach out to the 

review site—not the individual

Share positive reviews as testimonials. Happy customers that are willing to 

take the time to share their great experience should be showcased!

For more information on responding to feedback, read How to Respond to 

Customer Feedback to Boost Trust

http://www.google.com/+/business/
http://www.facebook.com/
http://amazon.com/
http://etsy.com/
http://foursquare.com/
http://ratemyburn.com/
http://www.huavote.com/
http://houzz.com/
http://spiceworks.com/
http://grasshopper.com/blog/how-to-respond-to-customer-feedback-to-boost-trust/
http://grasshopper.com/blog/how-to-respond-to-customer-feedback-to-boost-trust/
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Review Site Advertising

Sites like Yelp and Foursquare that offer customer reviews are also helpful 

tools for directing customers to your business through their advertising 

options. These ads can target customers searching for products or services 

in your area—and can be customized with photos or a landing page video to 

show customers around. 

GETTING STARTED

On both Yelp and Foursquare, you’ll begin by searching to see if your business 

already has a page started with reviews. Then, customize your page with 

updated business information and enter your target audience based on 

industry and location.

How much should I spend? Packages on Yelp range from $300–$2,200 per 

month with features increasing at the higher spend levels. Foursquare uses the 

Pay Per Click method, so you’ll only pay for instances when viewers click on 

your ad information. For new users, a budget of $100–200 is a good starting 

place to test for results on Foursqure.

Success Stories: J & C Import Car Care saw a 46 percent increase in reviews 

and website click throughs from their Yelp.com listing. Bronx Beer Hall saw a 

55 percent ROI through their Foursquare ad.

Pro Tips

• Yelp allows you to remove competitor ads from your business page—a 

good idea for keeping the focus on your business.

• According to Foursquare, 78 percent of people who search locally on 

their phones make a purchase—being in the top results for those local 

listings through review sites is a big help in attracting those buyers.

http://yelp.com/
http://foursquare.com/
https://s3-media4.ak.yelpcdn.com/assets/2/biz/img/b58233c4a774/downloads/case_studies/yelp_auto.pdf
http://business.foursquare.com/success-bronxbeerhall
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• Photos and videos on review sites make people feel safe (and 

more comfortable) about making a purchase—so adding your own 

professional photos and videos puts your best foot forward.

Overall, a strong online presence is all about being interactive, helpful, and 

a resource to your audience. With well thought-out elements, your online 

representation will be a positive reflection of your business. 

Make sure you have all of the different aspects well designed and planned 

for before you get started to ensure consistency. From there, the relationship-

building process begins!
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Local Search 
Marketing (Free and 
Paid)

Boost Your Local SEO

Helping your local customers find you online through local search engine 

optimization (SEO) is important since most people search for businesses on 

the go. Whether it’s finding a place to eat or getting a new pair of shoes, 

smartphones are a huge resource, so having a local presence in search 

engine results can help drive sales.

“Spend your online marketing dollars where they will make an impact in your 

backyard. Instead of buying ads that will be seen by people outside of your 

geography, maximize the impact of organic search via services such as Local 

Market Launch and Yellowbot.” 

– John Greathouse  

Successful use: A local gym met its monthly membership goals for the first 

time in a year thanks to increased local SEO efforts.

When to use: Always! Local SEO is important for any local business in search 

rankings. You can approach this by getting your Google Places listing verified 

and filling out listings on review sites like Yelp, Foursquare, and TripAdvisor.

http://topdoglocal.com/case-study/case-study-1
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Cost: Working with an agency, you can expect to pay anywhere from $100 per 

month to thousands per month based on the depth you pursue.

“Local businesses tend to benefit most from some very simple tactics. The first 

is getting listed in all the places people go to look for local business such as 

Google Maps/Places, Yelp, Foursquare, TripAdvisor, and the local data suppliers 

(Infogroup, Localeze, & Acxiom). David Mihm’s excellent blog post on the Local 

Search Ecosystem can help here.” 

– Rand Fishkin  

For more information on Local SEO, read The Definitive Guide to Local SEO 

and Local Business SEO: Take Your Nap.

Google AdWords

Google ads are search advertising, not social media, but they’re a great way to 

hook in your audience.

Google ads are the highlighted search results that appear at the top of the 

page and on the right-hand column, as well as the display ads that sometimes 

appear while visiting websites based on your search results and browsing 

history. 

Ads displayed when searching for “Boston barbershops”

http://moz.com/blog/2013-local-search-ecosystems
http://moz.com/blog/2013-local-search-ecosystems
http://www.searchenginejournal.com/the-definitive-guide-to-local-seo/47319/
http://grasshopper.com/blog/local-business-seo-take-your-nap/
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For example, you may have noticed that an ad for running shoes from Zappos 

appeared when you visited a different web page after you had been hunting 

through the Zappos inventory for the perfect pair of running shoes. That’s a 

Google ad.

GETTING STARTED

Like other social networks, your targeting can be based on interests, location, 

keywords—you name it. You’ll enter your business information, target the ad 

(and if it’s your first time, there is some promotional credit you’ll receive from 

Google) and set your budget.

HOW MUCH SHOULD I SPEND?

To qualify for the free promotional credit, you’ll need to spend at least $25. 

This study found that the average cost per click was about $1.24—and while 

the number of impressions were high, the click-through rate is sometimes 

comparatively low. Give yourself a baseline of two weeks and $100 for a test 

run--you can increase or decrease your spending from there.

Success Story: BMC Music Source saw 15 percent growth by connecting with 

their local audience.

Pro Tips

• For local growth, use keywords associated with your business (industry-

based words such as ‘catering service’ or ‘tax prep’) sometimes including 

locations (town names or zip codes).

• Take advantage of the $50-$75 promotional credit—it’s free advertising!

• Use Google searches as a way to find your keywords. If you scroll down to 

the bottom after a basic search, you’ll see results for “searches related to 

X” at the bottom. Those are helpful in determining other keywords to use.

http://www.techhive.com/article/2030740/do-social-media-ads-really-work-we-put-them-to-the-test-.html
http://youtu.be/gcnLwAhfipc
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There are other avenues for social advertising that are still in the early testing 

stages on platforms like Pinterest and Instagram, so be on the lookout for 

new opportunities on the horizon. In the meantime, take these social tools 

and make them work for you and your business. Start small and find out what 

works for you. It’s an experiment!

Using Groupon-esque Deal Sites

When it comes to moving inventory through an online medium, sites like 

Groupon, Gilt City, and Living Social are great for discounting products and 

getting money up front through deals. However, make sure you do the math 

before over-committing to a discount so you don’t give away more than you 

can afford. 

Also, you don’t want to constantly run giveaways. If people know they can log 

on to a deal site to get a too-good-to-be-true deal, they won’t be willing to pay 

your standard prices.

Successful uses: Dublin Pub partnered with an area newspaper deal site 

to sell $10 for $20 coupons, but used restrictions to drive in traffic during 

the slower times on Monday-Thursday. At more than 1255 deals sold, the 

restaurant made around $12,500.00 before fees (while still staying ahead of 

their margin.) 

Not only does this deal encourage business during slow hours, but it entices 

new customers through the front door (where they’ll hopefully spend more 

than the voucher is worth).

When to use: Most deal sites require at least a 50 percent discount plus fees. 

Bill Bice, CEO of SpaBoom, tells CNBC, “This arrangement ultimately gives 

merchants about 23 cents for each dollar after discount and fees.” For retailers 

whose markup already exceeds this level of discount, there is still room for a 

small margin of profit. These deals get people in the door—it’s your job to wow 

them and get them to come back.

http://groupon.com/
http://gilt.com/
http://livingsocial.com/
http://www.greaterspringfielddailydeals.com/engine/SplashDetails.aspx?contestid=34050&productid=11193644&groupmode=1050261
http://spaboom.com/
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When not to use: For businesses offering a service, the same value doesn’t 

exist. Because there is no physical product with markup, service businesses 

are only doing more work for less money.

Cost: While there is no up-front cost associated, most arrangements leave the 

merchant with about $.20–.25 per dollar of sales. So, if you sell $10,000 worth 

of deals, you’ll end up with about $2,300.

If you’re wondering about the downsides of these deal sites, read Are You 

Sure It’s a Good Idea to Offer Discounts and Promos?

http://grasshopper.com/blog/are-you-sure-its-a-good-idea-to-offer-discounts-and-promos/
http://grasshopper.com/blog/are-you-sure-its-a-good-idea-to-offer-discounts-and-promos/
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Using Social Media 
Outlets for Exposure 
and Local Advertising

Having an engaging, consistent social media presence is a great tool for 

fostering local growth and connecting directly with customers. Social media 

platforms like Facebook, Twitter, and Instagram ( just to name a few) not only 

offer a platform for information sharing, but encourage storytelling from both 

the business and its customers.

“Most local businesses still have inadequate presence on social, but that’s where 

ever-more of their customers choose to spend their time (especially that Gen Y 

demographic), so... the savvy marketer goes where her potential customers are, 

no?” 

– Ted Coiné, Switch and Shift

So where do we start when it comes to planning a strategy for social media? 

On which platforms should you dedicate your time and energy? And what 

about advertising there? Here are a few steps for outlining your social media 

plan of attack.
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Step 1: Figure Out Where Your Audience Is

Are you targeting teens, women ages 30–45, or sports fans? It’s safe to say 

that Facebook and Twitter are a good place to start to cover your bases, but 

from there, dive deeper into who you want to target.

MediaBistro breaks down the demographics of some top social media 

platforms to help you pinpoint where your audience is spending their time. 

Check out where men and women are hanging out:

http://www.mediabistro.com/alltwitter/social-media-user-demographics_b38095
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Doing your homework in this step will help you better understand your 

audience and their habits. Once you’ve established, linked up, and customized 

your accounts, it’s on to planning a posting strategy.

Example: Say you own a scrapbooking store and have all kinds of DIY project 

ideas to share. Your customers are 75 percent female. Pinterest would be a 

good avenue to share your resources due to its female demographic and 

image-based posting format.

Step 2: Plan a Posting Strategy

Consistency is key on social media—active accounts are a testament to 

your commitment to these audiences. Plan on posting regularly across 

your accounts each week (you can schedule posts with tools like Buffer or 

HootSuite in 10 minutes each week). You also need to check in often to field 

comments from followers. 

Example: Lumen uses Hootsuite as a scheduling tool as it allows for planning 

content, interacting with users, and monitoring keywords all in one place. 

Planning ahead means you can better strategize your posting, optimize for peak 

user times, and ensure activity on social media when it’s convenient for you.

Pro Tip: A good rule of thumb is to respond to comments and questions within 

a 48 hour window, but use your judgment when it comes to fielding negative 

postings. Social Media Examiner has some tips for handling less-than-

positive Facebook posts. Remember: these platforms are like a cocktail party; 

it’s a public setting, so act accordingly.

http://bufferapp.com/
http://hootsuite.com/
http://wearelumen.com/
http://www.socialmediaexaminer.com/7-tips-for-dealing-with-upset-facebook-fans/
http://www.socialmediaexaminer.com/7-tips-for-dealing-with-upset-facebook-fans/
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Step 3: Create Strong, Engaging Content

Quality content has variety—both in the type of media and the subject matter. 

The goal of social media is to be social, so this is not a platform for pushing 

sales and one-sided communication. Instead, focus on engaging users with 

questions, trivia, behind-the-scenes looks into your business, and content that 

shows you value your audience’s opinion.

Example: LocalHarvestSTL is a great example of a Twitter account that 

masters the social aspect of social media. They share content from other 

relevant accounts, respond to mentions, and incorporate images and links into 

their Tweets. And, if you scroll down, you’ll see they are very active, posting 

multiple times each day.

Pro Tip: Take Gary Vaynerchuk’s advice when it comes to the give and take 

relationship on social media- a “Jab, jab, jab, right hook” format means your 

jabs are your gives (strong, engaging content) and your right hooks are the 

asks (buy my product, support my cause, etc.) If you give more than you ask, 

your audience will be more likely to follow through because you’ve provided 

them with quality along the way.

https://twitter.com/localharveststl
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Step 4: Get Creative

Social media offers an opportunity to be creative with your audience and 

reward those who participate in interaction. This means you can go beyond 

posting regular updates and asking questions—you can run contests, live 

tweet an event (unified by a hashtag), or crowd source a project.

Creative efforts are the ones that get the desired “virality” we’re all after on 

social media. And face it—the more people are talking about your brand 

online, the more exposure.

Example: A local theater company was struggling to sell tickets for its 

production of Les Miserables, so they took to the creative route—they 

surprised local shoppers at the mall with an unexpected performance of 

“One Day More.” The video capture, while not the best quality, garnered over 

290,000 views—and all shows sold out.

Pro Tip: Contests are a way to attract new page likes/followers while 

spreading some promotional product from your brand. Don’t worry, Facebook 

recently changed its guidelines for contests—just make sure you’re complying 

with their requests.

http://youtu.be/6TgrueI-L_E
http://youtu.be/6TgrueI-L_E
https://www.facebook.com/business/news/page-promotions-terms
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The Today Show regularly uses contests on Facebook to increase interaction, 

which in turn helps increase their reach through the ever-changing Facebook 

algorithm.

Once you’ve got your plan in place, are equipped with the right tools to 

help keep you sane, have a bank of quality content built up, and are feeling 

creative—you’re ready to launch a stellar social media presence that is sure to 

be an outstanding reflection of your business. 

Social media offers the opportunity to share your personality, so don’t be shy! 

Start getting social and don’t forget—it’s a conversation, not a speech.

https://www.facebook.com/photo.php?fbid=10152194893051350&set=a.122723261349.132852.12566691349&type=1&theater
http://www.forbes.com/sites/larrymagid/2014/01/21/facebook-tweaks-news-feed-algorithm-again/
http://www.forbes.com/sites/larrymagid/2014/01/21/facebook-tweaks-news-feed-algorithm-again/
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Using Social Media Outlets for Local Advertising

Take a seat at any restaurant in America and you’ll see 30–40 percent of the 

guests at the tables looking at their phones. More than ever, our attention is 

shifting to mobile devices. 

For many of us, our phones are the first thing we look at in the morning, and 

the last thing we see before bed. So as a local business owner, why not tap 

into the place where the eyeballs are?

Ads on social media outlets such as Twitter and Facebook are an interesting 

avenue for marketing because:

1. Budgets are customizable—you can spend as little or as much as you 

want. 

2. You can target a specific audience based on keywords. Not many other 

mediums can offer such direct connections with the target audience—

and a clickable link to direct the viewer where you want them to go, as 

well.

Let’s explore some of the advantages to advertising on different social media 

channels and see what might be a good fit for you.

Facebook Advertising

Facebook ads are always changing to make them more effective for the types 

of results you’d like to achieve. In the photo, you’ll see all the different goals 

you can center your ad around when you get started.

GETTING STARTED

After you’ve selected the page you want to advertise (make sure it’s linked to 

your personal account) you’ll fill out the details about how you want your ad 
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to look, who you want to target, how long you want the campaign to run, and 

how much you want to spend. 

You’ll also need to enter your credit card information as a source of payment. 

There are help links on each step of the process, so don’t be afraid to go slow 

and take your time reading through everything. 

HOW MUCH SHOULD I SPEND? 

Jon Loomer suggests that the correlation between spending and page likes 

depends on many different factors, but has come up with a rough estimation: 

$100 = 200 likes at anywhere from $.20 to $1.00 per relevant page like. Our 

advice: start small (a $100 budget is fairly low-risk), target a relevant audience, 

and expand where you see success. 

Success Story: Kay’s Designer Consignment saw a 40 percent increase in 

the average transaction.

Pro-Tips

• Local growth through Facebook ads works well when targeting focuses 

on zip codes in your town and the surrounding areas.

http://www.jonloomer.com/2013/09/03/how-much-should-you-spend-on-facebook-ads/
https://www.facebook.com/business/success/kays-designer-consignment
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• Sponsored Stories and Promoted Posts tend to have higher returns on 

page like conversions than Page Like Ads on the right hand column.

• The more you pay, the better results you’ll get. Start with a small budget 

and get a feel for what works and what doesn’t with your page before 

investing a large sum.

Twitter Advertising

Twitter offers two forms of advertising: Promoted Accounts or Promoted 

Tweets. When advertising on this platform, promoted tweets appear as the 

first message at the top of a user’s news feed, and promoted accounts appear 

at the top of the “Who to Follow” column on the left hand side as well as on 

the “Discover” page. 

GETTING STARTED

Much like Facebook ads, you’ll need to enter information about what you’re 

targeting, the budget and duration of the campaign, and if you take the 

Promoted Tweet route, select or create a Tweet to promote. Again, take your 

time during the process and read through the details.

The nice thing about Twitter is that you can super target your ads to get to the 

right people, even more so than Facebook.
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HOW MUCH SHOULD I SPEND? 

A TechHive study showed that a budget of about $60 over five days resulted 

in over 7,500 impressions, 67 clicks, and a Cost Per Click (CPC) rate of about 

$.89 each (daily budget was set at $25 and a max bid of $1.50 per click.) 

Based on these results, we’d suggest a test budget of $200 over two weeks, 

trying one week with the promoted account avenue, and one week with the 

promoted Tweet route.

Success Story: Hampton Coffee saw a 50 percent growth in followers in a 

matter of weeks.

Pro Tips

• Make sure there’s a call to action in your promoted content—a link to 

follow, a piece of outstanding content—it needs to be more than just 

text.

• Experiment. Keep costs low when you get started and see which 

avenue generates the results you desire.

• Study other active ads and see which ones work on you.  If they connect 

with you, they’ll probably work for someone else. Use that information as 

a case study.

• Geo-target your ads so they only go to people in your location.

http://www.techhive.com/article/2030740/do-social-media-ads-really-work-we-put-them-to-the-test-.html?page=2
https://business.twitter.com/success-stories/hampton-coffee-company
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Turning One-Time 
Customers into 
Lifetime Customers

While it’s important to attract new customers, retaining your repeat purchasers 

and building a loyal customer base has to be at the top of your list! 

Your most loyal customers will not only support your business financially, but 

will be your best referral sources as well—so giving them a VIP experience 

helps both of you.

Create a Loyalty Program

Reward-based programs such as punch cards, buy x get y free promos, or 

cards that identify a certain number of points are all ways that loyal customers 

get the benefits of being a “regular.” These perk programs allow your best 

customers to get a special experience or a small treat for always coming to 

you for a product they seek.

How? These programs take on a variety of forms. Think of how your customers 

would like to be rewarded based on your offerings. Is it a discount? A free 

item? A photo on the wall?
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Say you own a coffee shop—a punch card that allows customers to get a free 

drink after 9 coffee purchases is a powerful tool to keep people coming back 

for more. You can print your own, go through a local printing company, or order 

them online through a medium like Vistaprint for around $10.

Successful Use: Speaking of coffee, Starbucks uses its coveted Gold Card 

to encourage and reward repeat customers by sending customers who have 

earned 30+ stars (made 30+ purchases) a special Gold Card. This card earns 

rewards like free drinks, special offers, and a customized card with your name 

on it so the barista knows your name as soon as it’s handed over. It’s a VIP 

experience that makes the customer feel special and part of the company’s 

inner circle.

Offer a Great Product Every Time

Product inconsistency is a red flag for your customers. If the quality isn’t 

consistent, you lose trust from your buyers, which isn’t good news for your 

business. Guidelines, training, and a clear set of standards ensure every 

customer gets the same fantastic experience each time.

• Train each new employee. While time is often a resource we simply 

don’t have enough of, training is essential for each and every new staff 

member. Proper training allows your team to understand the process 

and execute their job to the best of their abilities. This also allows the 

new hire to get familiar with the business and sets standards for quality, 

service, and presentation. 

• Make guidelines for your staff. Guidelines and directions will help guide 

your team through daily tasks and situations in case you aren’t there 

to field a question. It also helps ensure consistency. Take a restaurant, 

for example. Each chef needs to know the exact measurements and 

ingredients to make a meal taste the same every time--so a hard copy 

recipe needs to be available for reference.

http://vistaprint.com/
http://www.starbucks.com/card/rewards/gold
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• Host on-going group trainings. Your employees shouldn’t stop learning 

after being hired. Group trainings make sure everyone is on the same 

page and create a space for questions to be answered. Learning as a 

group throughout the year keeps skills fresh, betters communication, 

and is an opportunity to learn something new.

Provide Great Customer Service

Each and every customer deserves to be provided with a high level of 

customer service because it’s just as important as the product itself. Going 

above and beyond should be leveraged from the local perspective, as this 

personal touch is something you can provide in greater quality and quantity 

than a big box store.

“So much of exceptional day-to-day service comes down to tone – ‘Is there 

anything else I can do for you?’ and ‘What else do you want?’ are in essence, 

asking the same thing, but are wildly different in terms of tone. In other words, 

great service not only depends on execution (that you asked in the first place), 

it also depends on perception, or how you communicated with the customer. 

Getting that right is the first step in building a business people love interacting 

with.”

 – Gregory Ciotti, Help Scout  

If you doubt the power of great service, keep these stats in mind:

• 89% of customers have stopped doing business with a company 

because of bad customer service. — RightNow Technologies

• It takes 12 positive customer experiences to make up for one negative 

experience. — Parature

• 70% of buying experiences are based on how the customer feels they 

are being treated. — McKinsey

How to do it? A few foolproof tips:

http://helpscout.net/
http://www.slideshare.net/RightNow/2011-customer-experience-impact-report
http://www.parature.com/infographic-financialcustserv/
http://returnonbehavior.com/2010/10/50-facts-about-customer-experience-for-2011/
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GREET YOUR CUSTOMERS BY NAME

It feels good to be remembered, doesn’t it? Recalling your customer’s name 

is an easy way to impress your customer and let him/her know you value their 

presence.

REMEMBER REPEAT ORDERS

There’s nothing better than being able to walk into a business and be asked, 

“The regular?” Even if you have to keep a cheat sheet, this tool is an easy way 

to make your customers feel special.

BUILD RELATIONSHIPS

Remember names and orders, but don’t be afraid to take it a step further and 

learn a bit more about your customers. Ask questions like, “Where are you 

from?” and “Have any family in the area?” to build rapport and relationships 

with your customers. This also provides content for future conversations.

MAKE EXCEPTIONS

As a local business, you have the power to bend the rules a bit to keep your 

customers happy. If someone asks for an item or a variation--you can grant 

that wish if you’re willing.

THINK OF THE LITTLE THINGS

If you sell cupcakes, why not throw in some extra birthday candles? It’s the 

little details that make a big difference.

DELIVER (LITERALLY)

Delivery is one of those special local offerings that can mean a variety of 

things based on your business. Maybe it means you make a house call for an 

interior design disaster or you’ll bring product to your customers’ homes to 

make life easier. Catering to the audience is a service large stores can’t always 

provide. 
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Having a Solid Presentation

This one seems like a no-brainer, but keeping your business clean, visually 

appealing, and in tip-top shape is extremely important. Your business’s 

presentation is a reflection of the products being offered, the staff, and the 

owner.

“One simple piece of advice for businesses: a product’s look is as important as its 

functionality.” 

– Josh Naumu, SewellDirect 

HIRE CLEANING HELP 

If you don’t have time to do a deep clean regularly, hire a cleaning service 

to come weekly or monthly to do the intensive scrub-down and cobweb 

snatching.

REPLACE BURNT-OUT LIGHTS

Lighting on both on the interior and exterior of your building (signage included) 

should be fully functional.

KEEP RESTROOMS CLEAN

Clean restrooms are more than functional--they’re stocked with toiletries and 

are funk free.

REMOVE STAINS

Saints on walls, carpeting, ceilings and furniture will make your business look 

sloppy and dated.
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ORGANIZE 

Keep your office(s) tidy with filing systems and proper storage.

If your business can convert first-time customers into forever customers, 

you’re golden. These loyal supporters will be a referral engine, and your high 

standards for the products, service, and presentation of your business will 

continue to impress new customers--keeping the traffic flow steady through 

your front door.
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Quick Tips from Local 
Business Experts

On Online Marketing

“Spend your online marketing dollars where they will make an impact in 

your backyard. Instead of buying ads that will be seen by people outside 

of your geography, maximize the impact of organic search via services 

such as Local Market Launch and Yellowbot.” 

John Greathouse
Rincon Venture Partners

“Make sure you submit your site to all of the local online directories, such 

as Yelp and Google Local. A simple and free way you can do this is by 

going to www.getlisted.org and submitting your site.” 

Neil Patel
QuickSprout & KISSmetrics

“Local businesses tend to benefit most from some very simple tactics. 

The first is getting listed in all the places people go to look for local 

business such as Google Maps/Places, Yelp, Foursquare, TripAdvisor, 

and the local data suppliers (Infogroup, Localeze, & Acxiom). David 

Mihm’s excellent blog post on the Local Search Ecosystem can help 

here. The second key tactic is to make your website useful, accessible, 

and easy to consume. Many local sites don’t load properly on mobile 

devices despite the fact that mobile is a primary way we find local 

businesses. Others have complex navigation, or lack critical information 

http://rinconvp.com/team/JohnGreathouse.htm
http://www.quicksprout.com/
https://www.kissmetrics.com/
http://moz.com/blog/2013-local-search-ecosystems
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(like a menu you don’t need to download in PDF or hours, phone 

number, and address on the homepage). Make it easy on your web 

visitors, and you’ll earn more in-person visitors.” 

Rand Fishkin
Moz

 

“Take a hard look at what marketing you’re doing and cut things that 

aren’t driving long-term bottom-line results. You don’t have the time or 

money to throw away on marketing tactics that don’t work. For example, 

think about how much you’re spending on yellow pages ads. Can you 

pinpoint how many people have bought something from your business 

because of them? Probably not. Instead, you might want to take the 

time or money you were spending on creating those ads and write 

a blog post instead -- that might not drive immediate results, but it’ll 

help you build your business over the long haul for the fraction of the 

cost. By asking yourself these tough questions and weeding out the 

underperforming marketing tactics, you can save your time, effort, and 

budget.” 

Ginny Soskey
HubSpot   

http://moz.com/
http://hubspot.com/
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On Social Media

“Small business owners have a lot of responsibilities and little time, staff 

and money to dedicate to marketing their company. I’d suggest that 

they set up and optimize their local social accounts on each relevant 

channel to ensure they are found when someone conducts a search for 

your type of business. This would entail setting up your Google+ Local 

Page, Yelp, Facebook page, Twitter account, Bing listing, Yellow Pages 

listing and more. Obviously, it’s ideal if you’re actively updating these 

pages with relevant content, but your first step should be securing your 

company’s account.” 

Brian Honigman
Marketing Consultant 

“My advice to local business owners has always been “be a real person,” 

and by that I mean use your real face on your social media accounts. 

Business logos are obviously very important, but your customers want 

to talk to you - the owner - and not a logo. By having your face on your 

social media accounts your customers will recognize you and feel more 

comfortable approaching/talking to you - better personal connections 

with your customers leads to more loyal customers.”

Tom O’Keefe
@Bostontweet  

  

http://www.brianhonigman.com/
http://twitter.com/bostontweet/
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“Most local businesses still have inadequate presence on social, but 

that’s where ever-more of their customers choose to spend their time 

(especially that Gen Y demographic), so... the savvy marketer goes 

where her potential customers are, no? No social savvy? It’s worth the 

investment to hire someone who is to show you the ropes, especially 

how to focus on a local audience using a global platform like Facebook, 

G+, or Twitter.” 

Ted Coiné
Switch and Shift

“Social media + local + events = a fantastic recipe for building business 

and community. 

For your next business event:

• Promote on your social channels and make it easy for customers, 

fans, and attendees to do so (include suggested tweets in email or 

other correspondence about the event)

• Use a unique #hashtag so attendees can follow the event, meet 

(and stay in touch with) each other, and people who can’t make it but 

follow those tweeting about it become curious about what it was.

• During the event make it easy for attendees to follow your accounts, 

and to share their impressions. 

• Set up a computer and display screen that “follows” the hashtag and 

more attendees will want to tweet their way onto that screen.” 

Laura Fitton
HubSpot 

http://switchandshift.com/
http://hubspot.com/
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On Creative Offline Exposure 

“Billboard advertising exposes your business to a whole new market 

in a specific location. Because my event takes place in Marlborough, 

Massachusetts, advertising within a 20 minute radius exposes the event 

to those in the area who would have not known about it otherwise.” 

Michella Brudner
Natural Living Expo

“For a one-on-one or local business, you need to find a way to reach 150 

NEW people every single month. For an online business, that number 

escalates to 1,000 NEW people every month. Workshops are one of the 

best ways for me to find local business. If I can reach 150 new people, 

I know that x number will show up at the workshop, and x number will 

make a purchase. With an online activity, and no face-to-face meeting, it 

takes a higher reach to convert visitors into customers.” 

Rémy Chaussé
The Get UNstuck Revolution!™  

“Go on a Listening Tour! Make a list of the movers & shakers and people 

you admire, current customers and prospects, ask a few smart open 

ended questions then sit back and take notice.” 

Paige Arnof-Fenn
Mavens & Moguls 

http://naturalexpo.org/
http://remychausse.com/
http://www.mavensandmoguls.com/
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On Customers

“So much of exceptional day-to-day service comes down to tone – ‘Is 

there anything else I can do for you?’ and ‘What else do you want?’ are 

in essence, asking the same thing, but are wildly different in terms of 

tone. In other words, great service not only depends on execution (that 

you asked in the first place), it also depends on perception, or how you 

communicated with the customer. Getting that right is the first step in 

building a business people love interacting with.” 

Gregory Ciotti  

“Value yourself and set your prices accordingly. Customers and clients 

will only value and respect you as much as you value and respect 

yourself, your work, and your time.” 

Jennifer Snyder
Neat as a Pin! Organizing Experts  

“You must find a way to differentiate yourself from what is out there....a 

unique rare product mix, unbelievable customer service, anything 

that makes you worth doing business with.....discover what makes you 

different and make that your core communication....your customers will 

come!” 

Craig Wolfe
CelebriDucks  

http://www.neatasapin.net/
http://celebriducks.com/
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On Connecting With Others

“Set up at least 3 face-to-face meetings a week. It is at face-to-face 

meetings where brainstorming take place and partnerships are formed.”

Kathy Condon
Business Communication Expert  

“Network in person and always follow up. :)”

Stacy Lynn Harp
Active Christian Media  

“You can’t do everything yourself. Too many local business owners are 

really just self-employed people who own a job. In order to grow a true 

local business, you need to focus on building scalable systems and 

processes so your business can run without your daily input.”

Mike O’Donnell
Hyacinth Marketing  

“Get involved in local Chambers of Commerce and relevant networking 

groups. Even go as far as using free services like Meetup.com to find 

meetings. This is a great way to get some free or inexpensive PR and 

begin the relationship building process.”

Christopher Tompkins
The Go! Agency  

http://www.kathycondon.net/
http://www.blogtalkradio.com/acmedia
http://hyacinthmarketing.com/
http://thegoagencyusa.com/theagency/
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“Partner with other local businesses that are already working with your 

type of customer. Non-Competing businesses can really partner in many 

ways to drive growth. You can do advertising together to drive down 

cost, run events together,run an open house or refer one another when 

meeting with your customers.”

Mike Kawula
SelfEmployedKing.com  

On Giving Back

“Local business owners should give back to local events in the 

community. We sponsor events at local schools and hire students (high 

school, college, graduate school) for internships.

Deborah Sweeney
MyCorporation 

http://www.selfemployedking.com/
http://mycorporation.com/
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On Products & Services

“One simple piece of advice for businesses: a product’s look is as 

important as its functionality.”

Andrew Adams
Sewell Development Corporation  

“Always make it easy to place an order. Consider the ordering process 

from the consumer’s point of view and streamline the process.”

Susanne Riehle
Author of Make Me An Offer I Can’t Refuse  

“If you don’t have a pit in your stomach when you tell people how much 

something costs, you’re not charging enough.”

Andrew Davis
Author of Brandscaping 

http://sewelldirect.com/
http://www.thinkupsidedownbooks.com/
http://www.brandscapingbook.com/
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