
Local Marketing 
 
The expression that all marketing is local is a truism that becomes all the more critical for 
small and medium size enterprises that lack the resources, mechanisms, and 
infrastructure necessary to market to a wider area. The notion that marketing is local for 
larger companies demonstrates the necessity to examine and take into consideration 
local culture, behavior, values and habits. It also drives home the fact that even small 
nuances, from area to area, can affect the way a marketing program performs. 
 
With the importance of local marketing clearly recognized, it is at times a challenge for 
marketers and company management to execute because the stepping stones to local 
marketing are ill defined in their implementation processes. In this article Tudog comes 
to the rescue and presents a 4 step program that enables and enriches local marketing – 
and can be used by both large companies and small and medium size enterprises. 
 
The four step process for local marketing includes: 
 
Step One: Understand the Fundamentals  
 
The fundamentals in this instance refer to the demographics of the specific targeted 
region, including who the residents (consumers) are, their ages, their income levels, their 
level of education, their ethnic make-up, the languages they speak, their buying habits, 
their religion, their holidays, and any other bit of information that can and does influence 
on the way people behave. These fundamentals are the core to a local marketing effort 
because they embody the nuances that influence the efficacy of a marketing program. 
Large companies spend a great deal of time understanding these fundamentals on a 
wider scale, but often do not dig down to understand them in a way that enables them to 
focus in on smaller regions. Similarly, small and medium size companies often don’t 
engage in the process of discovery in a way that delivers sufficient information. In some 
cases this is because they lack the resources or skills needed, and in other cases it is 
because, as part of the community, they suspect they have an adequate understanding 
of the market around them. This can be a mistake, as a more structured review of the 
key elements will yield an expansive understand and reveal aspects of the market not 
previously noticed.   
 
Step Two: Define Your Channels 
 
The channels refer to the mechanisms and vehicles used to raise awareness, create 
interest, and deliver your offer to the market. The generally accepted notion about 
channels is that they constitute the strategic aspects of a marketing plan, such as the 
positioning of the product and the types of places the products can be found. This is not 
only true for local marketing, it is more critical.  In broader marketing schemes, the 
channels deployed are meant to reach out to large numbers of people and cross barriers 
so as to be meaningful and compelling to a wider audience. In local marketing, the 
strategic options are more limited, as the channels available are typically less well 
defined and less sophisticated. On the bright side, they are also usually more flexible, 
more accessible, and better able to reach out to the local market.  
 
 
 
Step Three: Establish Your Marketing Mix 



 
If the channels represent aspects of the marketing strategy, then the marketing mix 
involves the marketing tactics and includes such staples as public relations, advertising, 
direct mail and other vehicles. While the components of the mix will be similar in local 
marketing to that in a broader marketing effort, the proportions of the components will 
differ as will their execution. In local marketing, the need to be more concentrated, more 
specific, and more defined in some ways limits options and causes the company to 
engage in narrowly focused tactics. Without this focus, the local marketing will lose its 
special meaning. 
 
Step Four: Pinpoint Your Message 
 
The last stage of the local marketing program is pinpointing the message because in a 
local campaign the scope of the message and the channels with which to disseminate it 
are limited. By focusing the message the narrower demographic and the smaller 
geographic area will be able to effectively absorb, receive and respond to the message. 
If the message is too broad, or not specifically targeted to the specific demographic, the 
risk exists that the message will be too abstract, leading to it being ineffective. The use 
of a strong, well constructed message will allow the people in the local area being 
targeted to feel as if they are being directly spoken to, engaged, and pursued. This will 
result in their curiosity, patronage, and perhaps loyalty. 
 
Local Marketing is a necessary function for small and medium size companies and an 
excellent way to focus a marketing campaign for large companies. The challenges 
associated with its successful implementation can be significantly lessened by following 
4 easy steps that provide for the systematic development of a comprehensive, integrated 
marketing plan for local markets.  


