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The Myth of the Silver Bullet
You don’t have to look beyond your smartphone, mailbox and
surrounding neighborhood to see that your options to reach
customers are changing and expanding at an accelerating
pace. With so many channels dividing customer attention,
there is no “Silver Bullet” that alone can ensure success.
Rather than a single answer, successful local marketing today
requires a combination of tools to target customers wherever
they are, and help them find you wherever they look for the
products or services you sell.

the optimum combination for your audience and sales process
is the surest way to deliver your messages to the right people
at the right time.
All it takes to get started is an understanding of who your
customers are, where you are most likely to find them and
how they prefer to be reached; plus an execution strategy
to cultivate their interest, fulfill their information needs and
encourage them to take action.

We’ve compiled No Silver Bullets! The Realist’s Guide to
Successful Local Marketing to share the six key components
you need to build a successful local marketing strategy.
Together they take advantage of the channels today’s
customers rely on and the latest technologies available to
reach them. While each is powerful in its own right, choosing

36% of North American
companies interact with
customers in five or more
channels.
Source: Experian, The Digital Marketer, 2013
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Six Keys to Successful Multi-channel Local Marketing
Today’s customers are exposed to a vast amount of
information delivered by a multitude of channels. In fact,
research has shown that the average North American is
exposed to 5,000 messages per day, of which only about 50
are noticed and only four or five are remembered.1 How can
you be heard amid all the noise? You’ll dramatically increase
your odds of success by employing a comprehensive strategy
that includes six key elements:

4. D
 igital and Direct – Make the most of your print
and digital marketing by integrating the two. The latest
personalization and cross-platform technologies can help
boost results.

1. M
 obile Marketing – More than half of all North
Americans have a smartphone or tablet.2 Take advantage of
the platform today’s customers increasingly use to find local
products and services.

6. Referrals – Customers are more likely to trust you if their
peers say they can. Cultivate positive reviews and referrals
to attract new customers at minimal cost.

5. S
 igns, POP and Outdoor – Dynamic in-store displays
and out-of-store ads are a traffic-building one-two punch in
your local marketplace.

2. O
 nline Local Search – Customers look online before
heading out the door. Raise your local search ranking to be
sure you are the first one they visit or call.

Let’s start finding you more local customers and new sales!
1
Wizards of Ads, Roy H. Williams citing Yankelovich USPS Study delivered to PIA
Variable Data Conference, January 2007
2

3. D
 irect Mail – Consumers still prefer printed mail over
email. Economical postal options create local mailing
programs that deliver maximum ROI.
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comScore, 2013 Mobile Future in Focus, February 2013

1
Optimize Your Website for Mobile Users
Mobile devices are rapidly replacing traditional computers as
the preferred platforms for search, information sharing and
driving directions. Today, more than half of all adults in the
U.S. have smartphones,1 and 47% of Canadians have joined
the smartphone revolution.2 Experts predict mobile search will
surpass desktop usage by the end of 2013.

marketers in local markets. According to the Pew Research
Center’s Internet & American Life project, 74% of smartphone
users today get real-time, location-based information on their
mobile devices – capturing their attention not only when they
are ready to make a purchase but also where.

How is the mobile revolution impacting local commerce? It
has been reported that 24% of 2012 Black Friday purchases
in the U.S. came from mobile devices.3 In Canada, 87% of
smartphone users say they search for local information on
their devices, with 72% visiting a business and 36% making
a purchase as a result.4

The number of small businesses with mobile-optimized
websites is expected to triple in 2013. Yet more than 80%
of small businesses will still not have their own mobile sites
this year.5 With customers rapidly making the smartphone
their online tool of choice − and with Google, Bing and other
search engines empowering local search as never before –
this is no time to be left behind.

Mobile devices are also driving expanded delivery of
location-based information to connect customers and

A good mobile site takes key information from your regular
site and makes it easy to read and navigate on smaller mobile

By 2013, more people will use their
mobile phones than PCs to get
online.

Mobile searches have grown by
4x since 2010.

There will be one mobile device for
every person on earth by 2015.

Source: Gartner Inc., Key Predictions 2011

04

screens. The information should fit nicely on the screen and
scroll down – not across. If you have to manually resize the
screen to find what you need, your site is not optimized for
mobile users.
To start creating your mobile website, first look at your
site analytics to see how much traffic comes from mobile
devices, and the pages most visited. These are the pages
you should include in your mobile version. Next, decide
which content to display on your mobile site; think bite-sized
chunks rather than long articles. Mobile users are looking for
information like hours, directions and contact details. (Do
provide a link to your full non-mobile site, so visitors can dig
for more information if they wish.)

of them will go to a competitor’s site after a disappointing
mobile experience.6 If you’re unsure how to go about this,
talk to a designer experienced in mobile web development.

1

comScore, 2013 Mobile Future in Focus, February 2013

2

Ipsos Reid, Mobil-ology Study, January 2013

3

Kleiner Perkins Caulfield Byers, 2012 Internet Trends

4

Google, Our Mobile Planet survey, 2013

Forbes Magazine Online, Local Marketing in 2013: The 10 Key Trends to Watch,
January 16, 2013

5

6

Pew Research Center’s, Internet & American Life Project, January 2013

Action Item!

Keep in mind that 57% of consumers will not recommend
a business with a poorly designed mobile site, and 40%

View your site on a smartphone. Is it easy to
read and navigate? If not, optimize your site
for mobile users.

of users prefer mobile sites to
apps for researching prices.
prefer mobile sites for
product reviews.

81%

79%

63%

prefer mobile sites
for purchasing.

Source: Adobe Mobile Experience Survey & eMarketer, 2011
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Leverage Online Local Search to Boost Exposure
Local Search is today’s Yellow Pages. Computers and
smartphones have replaced paper directories in helping
nearby customers find you. And as we have already noted,
smartphones are now rapidly supplanting desktops, placing
robust platforms for search in the pockets and purses of
customers wherever they are. How important is search
engine activity to local businesses? Research shows
82% of local consumers use search engines to find local
businesses,1 and 90% of Internet users have gone online
to research a purchase and then visited a nearby business
in person to close the sale.2 All of which makes high search
visibility a cornerstone of effective local marketing.
Today major search engines – Google, Bing and Yahoo! –
are striving to feature your local business because they know
that’s what your prospective local customers are seeking.

For example, your local address gives you a leg up over
national marketers due to the prominence you receive in
Google maps listings that appear as a result of geo-targeted
searches.
Creating a Google+ Local listing is often the obvious first
step to ignite your search performance, but it’s only the
beginning. In the U.S., listings with Yahoo Local, Bing Local,
BotW, HotFrog, Foursquare, Localeze, Yelp, Super Pages,
YP, City Search, InfoGroup, and PrimePlace are also highly
recommended. For Canadian companies, you’ll want to
be on Google+, Bing, Foursquare, Yelp, InfoGroup and
Prime Place, plus YellowPages.ca, Brownbook.net, 411.ca,
WebLocal.ca and CanPages.ca. Don’t forget to investigate
search engines that help identify local doctors, restaurants,
contractors, for example. A recent Forbes magazine

®
Find Italian Restaurant on Main Street

82%
search online
for local businesses
90%

of those
have visited to buy
06

article3 says vertical search engines like these are becoming
increasingly important. Local and regional business directories
are another valuable source of search exposure … they often
earn high rankings with the major search engines in local
search results.

Action Items!
1. Go to getlisted.org and enter your business
information to see where you are currently
listed.

Strive to make your listings in Google+ Local and other
directories as complete and consistent as possible, because
their impact on search ranking will be greater. All of the
principles of website search engine optimization apply to local
SEO but with a geographic twist. To enhance local SEO on
your website make frequent reference to “where” you are
and the areas you serve. Include city or regional keywords
in URLs, page titles, meta descriptions and throughout
site content. And refresh your local identity frequently by
mentioning your location in blogs or other new content.

2. Update or claim your listings as needed at
the top listing sites.

With the right planning and execution, local search can
create an immediate spike in customer traffic. And it’s the
strategy that keeps on giving, driving a continuous flow of
customers to your door while you implement the rest of your
comprehensive local marketing program.
Marketingcharts.com, Marketers Say They’re Shifting Focus Away from Traditional
Media, January 30, 2013

1

2

Pew Research Center, Internet & American Life Project, January 2013

Forbes Magazine Online, Local Marketing in 2013: The 10 Key Trends to Watch,
January 16, 2013

3

® Google is a registered trademark of Google Inc.

07

3
Get Direct Results with Direct Mail
Think printed direct mail is dead? Think again. The truth is
direct mail marketing has never been more effective. Why
else would digital leaders including Google and Fab embrace
it in their own marketing programs? It’s a fact that 85% of
consumers sort through and read their mail every day.1 Forty
percent of consumers say they have tried a new business
after receiving direct mail, and 73% say they prefer printed
mailings over emails to learn about new products and services
or offers from companies they know.2 Most telling of all, while
email response rates have declined sharply in the past six
years, direct mail response rates are holding strong.3

too. If your objective is to drive local foot traffic from a specific
geographic area, you can leverage the power of direct mail
more easily and affordably than ever using geography-based
postal services.
Every Door Direct Mail® (EDDM) from the U.S. Postal
Service® lets you reach every home and business within
a selected area at postage rates as low as 16 cents per
piece with no mailing list fees. Delivered without names and
addresses, mailings sent using Every Door Direct Mail provide
blanket coverage that’s ideal to sell products or services with
wide local appeal – auto repair, dentists or physicians, and
pizza delivery, to name just a few.

Traditional, personalized mail is still the cornerstone of direct
mail, but there are other options available for local marketing,

Growth of Direct Marketing Spend by Medium
Mobile

0.7%

Inserts

1%

2011
2012
2016

2%

Radio
Magazines

4%

Newspapers

4%
14%

TV

22%

Telephone

20%

All Internet

31%

Direct Mail
$0B

$15B

$30B

$45B

Percentages shown are for 2012
Source: Direct Marketing Association, The Power of Direct Marketing, 2011
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$60B

In Canada, Unaddressed Admail™ from Canada Post allows
you to send marketing mail to any mailbox in Canada. The
new Precision Targeter tool helps you choose geographies
based on more than 50 demographic selections to pinpoint
mailings to local consumers. And a business-only option
makes Unaddressed Admail a highly efficient way to promote
products and services to your peers in the local business
community – perfect for selling business insurance, custodial
services, data management solutions, and the like.

Action Items!
1. Choose a format. Postcards, self-mailers
and envelope packages are all great choices
depending on your message.
2. Send a coupon, promote a sale, announce
a new location or invite customers to an
open house.

Try a direct mail campaign this quarter; it’s a proven way to
drive new customers to your website or to your door. Start
with the list: you can use your customer and prospect list,
purchased list or the EDDM/Unaddressed AdMail options.
Next, craft your message with a compelling offer and clear call
to action that focuses on the value to the recipient. Make sure
the piece speaks to them and their needs, instead of talking
about you. Finally, you’ll want to work with a professional
marketing services provider to produce a high-quality,
professional piece for best response rates.
1

Epsilon Target, 2011 Consumers Channel Preference Study, December 2011

2

International Communications Research Survey, 2012

3

Direct Marketing Association, 2012 Response Rate Report, 2012
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Integrate the Power of Digital and Direct
Digital or traditional … who says you have to choose?
Cross-channel marketing that leverages the latest printing
technologies can increase your sales and profit while also
delivering maximum return on your total marketing investment.
Today’s consumers use several channels when shopping
and it’s been shown that integrating online with traditional
marketing yields the highest returns for local businesses.
Studies show cross-channel marketing can improve response
rates by as much as 35%.1 What’s more, cross-channel
shoppers spend up to 10 times more and are 25-50% more
profitable than those who rely on a single medium to make
their buying decisions.2

combine personalization and online integration. Incorporating
recipients’ names into almost irresistible campaign-specific
web addresses encourages more customers to take
action online. Adding email into the mix allows for easy
communication between you and your prospects.
Integrate QR or other two-dimensional codes on your direct
mail for even more punch. When scanned with a smartphone,
the codes provide direct access to your website so mobile
customers can act on your offers immediately no matter where
they are. And of course, have a good lead capture page at the
PURL, so you can track responses and quickly follow up with
any leads.

To take full advantage of effective cross-channel marketing,
use traditional, personalized mail to your customer base
or a rented list. Analysis of static and personalized direct
mail shows adding personalization consistently increases
response.3 Talk to your printer about variable data printing
technology that lets your mail piece communicate with
customers and prospects on a one-to-one basis, using
personalized messaging and even graphics. Including PURLs
– personalized web addresses – on the piece allows you to

InfoTrends, Capturing the Cross Media Direct Marketing Opportunity, October
2010

1

iProspect, Omni-Channel: The Marketing Evolution that Changes Everything,
February 2013

2

3

Action Items!
1. Review the last direct-only campaign you
sent, and determine the response rate.

Number of Media Types Used in
Direct Marketing Campaigns
Unsure
8.3%
Five or more
2.7%

2. Run a similar campaign, but add in online
landing pages and response forms.

One
8.1%

Four
12.4%

Caslon Research Analysis of PODi and DMA results

3. Compare your results!
Two
30.5%

Mean = 3
Three
38.0%
Source: InfoTrends, Capturing the Cross-Media Direct
Marketing Opportunity, 2010

10

5
Grab Them with Creative Signs & POP Displays
Visually stimulating point-of-purchase (POP) displays and
signs have become an essential part of any local marketer’s
brick and mortar presence. A well thought out signage and
display strategy enhances your image and makes it easier
for customers to buy. Signs and displays can be used to
draw shoppers into your business and, once inside, direct
their attention to featured products, demonstrations, special
sales and incentives.

Keeping it simple and direct is the best way to create
out-of-store messages and in-store displays that attract
immediate attention and help customers decide to buy.

1

Arbitron Custom Research, The Arbitron National In-Car Study, 2009

And what about your outdoor advertising strategy? With
more than a million out-of-store displays across the
continent,1 there’s no shortage of local opportunities.
Dynamic posters on bus shelters, buses and cabs are just
a few. You can even buy alternative forms of out-of-store
exposure in movie theaters, arenas, restaurants and health
clubs. The latest high impact contenders are vehicle wraps.
These traveling messages are noticed by 98% of motorists2
and 97% of drivers recall seeing them when asked later.3

2

Outdoor Advertising Association of America, 2013 statistics

Take a close look at your current signage and displays, and
make an inventory of where you think you can improve or
add on to bring in more foot and vehicle traffic.

American Trucking Association & 3M Graphics, Taking You Places with Fleet
Graphics, 2008

3

Action Item!
Check your in-store displays and outdoor
signage and replace any that are outdated
or worn.

How can you get the biggest return on your investment?
Make sure your company name is visible from longer range
and try to tell your story in pictures as well as words. Don’t
overcrowd your design and stick to one primary message.

One in six in-store purchase decisions are tied to displays and signage.
T

EXI

RED
BOX
SALE

CASHI

ER

Source: Point of Purchase Advertising International, Shopper Engagement Study, 2012
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Leverage “Happy” with a Dedicated Referral Program
marketing campaigns to extend referral incentives as widely as
possible. You might also consider putting a managed referral
program into place, with a solid strategy designed to motivate,
track and reward loyalty and referrals. The most important
advice about referrals is also the simplest: Ask for them! Give
your happy customers every opportunity to recommend and
refer you.

Digital communications has redefined the concept of “word
of mouth.” Today 76% of all economic activity is influenced
by personal recommendations.1 Nine out of 10 people trust
the recommendations of friends2 and the average value of a
referred customer is 16 to 25% higher than that of a
non-referred customer with a similar profile.2 Social media
and mobile technology have made personal recommendations
a more powerful influence than ever before. Yet only 18% of
businesses have a referral program in place.3

1

eMarketer Research Report, 2012

Nielsen Online, Global Advertising Consumers Trust Real Friends and Virtual
Strangers the Most, July 2009

2

Word-of-mouth referrals are local marketing at its most basic.
A great reputation and a dedicated referral program are all
you need to become a part of today’s expanded conversation
space and attract the recommendations you deserve. By
implementing a dedicated referral program in your local
service area, you can turn every customer, employee and
business partner in your database into a brand advocate who
refers leads and drives sales to your door.

3

eMarketer Research Report, 2012

Action Item!

Take advantage of the power of social media, your email
contacts and customer records, as well as list sharing with
businesses and organizations whose customers and members
have a natural affinity with yours. Leverage all of your existing

1. Determine if your current customers know
others like themselves and if they would feel
comfortable referring them to your service.
2. Consider an automated referral program
if you want to track, manage, motivate and
reward your advocates in a systematic way.

“The recommendation of
someone else remains the most
trusted source of information
when consumers decide which
products and services to buy.”
Source: Nielsen Online, 2009
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Why We

Local

Shopping and buying local makes a profound impact on your
local economy, the environment and everyone in your community
Keep $$ Circulating Locally
Local retailers return a total of 52% of their revenue to the local economy compared to 14% of national
chain retailers.1
Reduce Traffic and Congestion
Those big box grocery/general merchandise stores generate up to 42% more vehicle traffic than
traditional “Main Street” style shopping areas.2
Work Local = Give Local
Local businesses support their communities in a big way. Businesses with fewer than 100 employees
give up to 250% more per employee in cash donations and in-kind services to local nonprofits than their
big box counterparts.3
Small Firms, Big Job Gains
According to the Small Business Administration, small companies with less than 500 employees
created 64% of all new jobs in the past several years and account for close to half of all private sector
employment.4
Home Town Service
Shopper interviews show that consumers really appreciate the friendly personal service from
locally-owned shops and businesses, compared to the mass market mentality of the big retailers.5
More Jobs, Better Pay
Compared to national conglomerates, locally-owned companies create more jobs, and in many cases,
provide higher pay and better wages to people in the community.6
A Softer Footprint
Instead of the typical 18-acre site of a big box store, local businesses generally take up less space and
are located more centrally, meaning less sprawl, water pollution and destruction of wetlands and wildlife
habitat.7

1

Civic Economics, Indie Impact Study Series, Salt Lake City, Utah, August 2012

2

Georgiena M. Vivian, ITE Journal, Trip Generation Characteristics of Free-Standing Discount Superstores, August 2006

3

SustainableConnections.org, Why Buy Locally Owned?, 2010

4

Small Business Administration, Frequently Asked Questions, sba.gov

5

Michael E. Kanell, The Atlanta Journal Constitution, Big Box Stores Get Bigger, Richer, Nov. 2011

6

The Institute for Local Self-Reliance, Top 10 Reasons to Support Locally Owned Businesses, Dec. 2012

7

The Sierra Club, How Big Box Stores Like Wal-mart Effect the Environment and Communities, 2012
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A Word from Allegra
Creating and executing a comprehensive local marketing strategy
can take time. Managing multiple resources or freelancers is
inefficient and an agency can be costly and create additional
management headaches. To make the most efficient use of your
staff, time and dollars, consolidate your promotional activities with
a single source capable of helping you plan, develop, produce
and implement every promotional tactic you need to execute a
successful local marketing campaign.

Why Choose Allegra?
Like your business, Allegra is locally owned and operated. Our
focus is on small and mid-sized businesses and organizations
that need printed and online communications. We offer website
development, search engine optimization, mobile marketing, online
marketing, email and direct mail marketing, targeted mailing lists,
cross-channel campaigns, social media marketing, dedicated
referral programs, point-of-purchase and out-of-store displays,
posters and signage, literature and handouts, promotional items
and logo wear, employee training, digital video and presentations,
public relations materials and more.

Beginning with a clear understanding of your business’
goals and challenges, we’ll help you determine how
to increase the ROI of your local marketing. We’ll help
you precisely define your target audience, develop a
multi-channel strategy, and ensure that every activity
achieves maximum impact with minimum waste to
achieve your sales or other goals. And, we’ll implement
your program efficiently and effectively to drive the
desired results within your timeline and budget.

Want to Learn More?
Contact your Allegra representative
today.
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