
Location Matters:
How to Target Your Customers Where 
They’re Going Vs. Where They’ve Been
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When you’re dealing with a $500 a month local 
marketing budget, you can’t waste online clicks, send 
direct mail to the wrong house, or do anything that 
creates wasteful marketing spend. You absolutely have to 
reach the right customers at the right time with the right 
message. At the national level, you have a large budget, 
and there’s always been a degree of acceptable loss that 
is the “cost of doing business.” 

Precision marketing benefits brands because it enhances   
the effectiveness of your local marketing, eliminating 
wasteful efforts and spends, and influencing consumer 
engagement at the optimal time and place. We know this 
all sounds very aspirational. 

Precision marketing is the wave of the future, and the 
2018 State of Local Marketing Report is a blueprint to 
achieving that success. The report states that  
 
 
 
 
 
 
meaning that small budget local campaigns need 
precision focus to maximize those dollars. This eBook 
takes a closer look into precision marketing, and how 
brands can realign their local marketing to new  
consumer expectations and influence their behavior 
along their journey. 

Your local business partners aren’t at   
the national level. They don’t have          
multi-million dollar budgets. Most of 
them aren't even marketers.

The Future is Precise

48%
of local business partners 
spend less than $500 
per month on marketing

https://www.brandmuscle.com/download-2018-state-local-marketing-report
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Data shows local business partners are not afraid to try 
new tactics, as 79% tried at least one new tactic in the 
last year. 

None

21%

1-2

30%

3-6

40%

7-10

6%

10+

3%

Why? 
Because the tactics they want 
to use aren’t properly funded.

The 2018 State of Local Marketing 
Report shows us the lack of alignment in 
co-op/MDF between the corporate entity 
and its local business partners.

even though 45% of those same local business partners 
admit leaving co-op/MDF funds on the table. 

Our research shows:

of local business partners 
find co-op/MDF critical 
to their ability to execute 
local marketing, 

86%

The 2016 data told us that only 20% of local business 
partners indicated they wanted to spend more of their 
co-op/MDF dollars on digital activities. Fast forward a 
little to the 2017 data, and we’re starting to see a 
dramatic change.

in
2016

in
2017

20%

of local business partners 
indicated they wanted to 
spend more of their co-op 
dollars on digital activities. 

40%
Yet, the marketing tactics they want to use and know are 
effective, like digital marketing and events, are not being 
funded by corporate, which means local business 
partners are funding them out of their own pockets.

Fund for the Future
The Funding Paradigm

Today’s consumers cross lines and tactics, thanks to their 
mobile devices, and they are proficiently using all of the 
technological tools available to them from research to 
purchase. On the flip side, the data, insights and 
advanced marketing technologies available through 
digital tactics now give us a level of intelligence to 
execute an effective integrated media campaign at the 
local level. 

Digital marketing has been, and will increasingly be, a 
massive piece of local marketing, so brands must take 
the proper steps to train, fund, and support their local 
business partners in executing targeted digital campaigns 
to drive sales and see ROI. The data tells us there needs 
to be a more fluid partnership between corporate and 
local to decide which tactics work and need funded to 
drive business results and sales at the local level. Until 
that gap closes, local business partners will continue to 
struggle with making the cash register ring. 

Now, we have to look at overall budget. Even though:

That paradigm is something we see all the time. They 
want to do new activities or more activities, particularly 
online, but they just don’t have the budget to spread 
across them all. The local business partners are then 
stuck with what they see as a choice – either fund 
traditional or fund new tactics in digital.

At BrandMuscle, we call this 
application of digital intelligence to 
traditional media “Digital+.”

Digital

40%40% 40%

Events

40%

Traditional

17%

Social Media

45%

of local business partners 
want to spend more,

Either way, they are looking at a single 
channel choice with their tiny budget, 
causing a misalignment to the 
customer journey.

of these same local business 
partners don’t want to change 
their traditional spend. 

66%
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First Things, First 
Today’s consumer is empowered by technology, 
constantly researching and wanting immediate access to 
information. We’ve addressed that if your local business 
partners are executing singular tactics, there’s a good 
chance they're misconnecting with the consumer or 
failing to deliver on consumer expectations.

Yet, when we talk about augmenting your traditional with 
digital to get more precise and close the disconnect, 
there are foundational elements that first must be 
addressed to collect data intelligence and assist the 
consumer on their journey. In our 2018 State of Local 
Marketing Report, we found a lot of missing pieces when 
it came to the foundational digital elements that make 
precision marketing work.

In order to create change or predispose 
consumers to the desired behaviors we 
want, we can’t pick and choose tactics 
because we will lose prospects 
somewhere along the journey as they 
hop from channel to channel. 

Addressing Your Foundational Elements
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Be Responsive.
Mobile Responsive Websites Matter 

Everyone has a mobile device they use to visit sites and 
collect information, yet more than a third of our 
respondents cited that they do not know if their website 
is mobile responsive. Compounding that, Google 
announced that in July 2018 their mobile-first index will 
be in full effect. 

You can look at this as a detriment or an opportunity, 
because as of now, you still have time to get your website 
mobile friendly to fit with the mobile-first index.

Be Accurate.
Get Accurate with Your Online Business Listings 

The accuracy and presence of your online business 
listings provides in-market consumers the information 
they need to not only find you physically but also 
provides relevant information such as your phone 
number, store hours, business category and description, 
and attributes like “has wi-fi” or “kid-friendly.” Although 
you would think that this information would be 
fundamentally important to keep up-to-date, 27% of 
local business partners aren’t confident that their listings 
are accurate. On top of that, 38% find it ineffective to 
manage online directories themselves, and it’s really not 
hard to see why. You have your basics like Yelp, 
Foursquare and Facebook, but past that, you’re really 
looking at hundreds of listing sites and amplifiers that not 
only list your contact information, but also solicit reviews. 
Managing online business listings just starts to exceed 
the effort threshold for the time-strapped local business 
partner, to the point where 60% of local business 
partners claim they don’t know who owns their “Google 
My Business” listing. “Google My Business” is probably 
the most significant of all the local data available because 
it feeds Google search, appears on Google maps, and 
shows up on just about everything powered by Google.

These online business listings are so critical to your digital 
success and your future marketing success that if your 
local business partner is unable or unwilling to put in the 
time and effort, this is a place to find an outside partner 
to do it with them or do it for them.

If you don’t know who owns your 
"Google My Business," you’re surely     
not keeping it up to date, which is a 
significant foundational problem.

If your website and your content aren't 
performing well on a mobile device, they 
are algorithmically going to drop you in 
the search rankings so you are less visible 
to those customers looking for you.

Be Visible.
Consumers Turn to, and Trust, Google  

Combining the results of the two previous points, 
it’s not surprising that about half of our respondents 
admitted that their local business doesn’t rank on the 
first page of Google. Consumers rarely go to the second 
or third page of search results, so local business partners 
need to focus on optimizing their website or microsite. 
In a 2018 study by the Local Search Association and 
Burke, Inc., search engine results were trusted twice 
as much and considered to be four times as accurate 
than the recommendations of family and friends.

Be Effective.
Paid is Paramount  

Another opportunity to do it with them or for them exists 
in both paid search and online display. Local business 
partners who are managing these tactics themselves find 
it ineffective. This is because they are either not doing it 
correctly, or not taking full advantage of the opportunity 
by using location as a key vehicle to target those            
in-market based on where they are in the physical world.

These tactics need to be properly funded 
and should run concurrently with the 
national campaign to form the richest 
data picture of each customer.

Be Visible.

48%
Admitted their local business 
does not rank on the first  
page of Google

48% Do not believe they have a 
mobile-responsive website

Be Responsive.

Be Effective.

43% Managing online display 
themselves, find it ineffective

36% Managing paid search 
themselves, find it ineffective

27% Aren't very confident that their 
business listings are accurate

38% Managing online directories 
themselves, find it ineffective

60% Don't know who owns their 
"Google My Business" listing

Be Accurate.



“LocationBuilder allowed us to address the foundational elements that lay the framework for 
Precision Marketing. The drastic improvements the client saw after launch far exceeded the 
expected ROI, and the results continue to bring in new, targeted leads for dealers.”

- Paul Elliott, President, Consumer Brands

The Challenge  

A national telecommunications carrier recognized the 
need to better connect consumers with its local dealer 
network. However, despite substantial investments in 
previous programs, the company continuously missed 
the mark, and its dealers were virtually invisible to 
consumers who were actively searching online for local 
telecommunications products and services.

The Solution  

The BrandMuscle team conducted an in-depth 
assessment of the current dealer microsite program. 
During this assessment, BrandMuscle discovered 
troubling issues including, but not limited to, duplicate 
content and slow page speed. BrandMuscle’s 
LocationBuilder™ consumer engagement platform was 
designed specifically to overcome these challenges. The 
client launched their new dealer sites on LocationBuilder 
for 53 dealers, with a unique local page for each of their 
2,288 store locations. Dealers were able to take 
advantage of the robust platform capabilities, and 
performance skyrocketed almost immediately.

The Results

BrandMuscle Rebuilds Online Foundation for Large 
Telecommunications Carrier and Organic Search Traffic Skyrockets

Case
Study

When we talk about digital as the vehicle that connects 
the dots to cause a prospect or customer to associate a 
billboard or TV ad to the research they’re doing online, 
we need to ensure these foundational elements are 
intact. From there, the concept of Digital+ allows us to 
derive more value out of our campaigns by creating the 
connected and integrated marketing ecosystem to drive 
desired conversions.

Data disparities on customers run deeper than digital 
tactics, and as long as these are kept separate, a brand 
will never truly understand details about the customer 
like what got them started, what engaged them to 
purchase, or what’s made them a repeat customer. 

Yet, we cannot stress enough the 
importance of local and corporate 
working together.
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Nearly 53,400 conversions since launch

in Google-referred traffic since launch700%

conversions300%

Promotions Print Coupon

Contact Email Click

Social Click

Get Map Directions Click

Contact Phone Click

Contact Us Form Submit

Promotions Email Coupon

Schedule Appointment

Week 34 2017
Week 35 2017

Week 36 2017

Week 37 2017

Week 38 2017

Week 39 2017

Week 40 2017

Week 41 2017

Week 42 2017

Week 43 2017

Week 44 2017

Week 45 2017

Week 46 2017

Week 47 2017

Week 48 2017

Week 49 2017

Week 50 2017

Week 51 2017

Week 52 2017

Week 1 2018

Week 2 2018

Week 3 2018

Week 4 2018

0 1K 2K 3K

Week 5 2018

Week 6 2018

Week 7 2018

Week 8 2018

Week 9 2018

Week 10 2018

Week 11 2018

Week 12 2018

Week 13 2018

Week 14 2018



7

When Everything’s Aligned
Advertising Based on Where Your Customers are Going Versus Where They’ve Been

Direct Mailer Out of Home Billboard In App Messaging Digital Display Behavioral Change

Advertising based on where consumers will likely go based on life patterns, preferences and past behaviors

Enabling Us to Become Proximity-Based Predictive Marketers

Precision marketing is powered by demographic, 
psychographic and behavioral data with the additional 
layer of location that allows us to precisely target the 
ideal prospect. It comes from introducing data, insights, 
and marketing tech into the mix. With that data and the 
technology, we have the power to do things that we were 
never able to do before. Now, we’re not just looking at 
where the customer has been, but where they are now, 
and where they are going.

Let’s say your prospect has a one-hour commute from 
home to her office five days a week. On her way, she 
stops for a higher-end coffee three days a week. She goes 
to the soccer fields in her hometown two nights per 
week, and on Fridays, she goes to the wine bar near her 
home.  

ran, versus harnessing the power of a digital billboard 
where we are able to track (via location data) not only 
who passed it during the time the message was shown, 
but also whether they entered the advertised business 
after seeing the billboard. 

Precision marketing crosses every touchpoint from 
funding to creating to executing local marketing. It is 
about the data-infused knowledge about what tactics 
should be funded, and what local business partners 
should be spending on at what time of year. It’s about 
providing access to creative for multiple tactics that can 
be easily archived, edited, and deployed month over 
month to execute an integrated, hyperlocal campaign.

This information allows us to make our efforts more 
relevant and targeted. BrandMuscle calls this process 
“Proximity-Based Predictive Marketing,” which uses this 
information in unique ways all along the customer 
journey, to predict where the prospective customer will 
be, create new demand, change customer behavior, and 
drive sales. For example, we know that your phone’s 
device ID was captured in a geofenced area we set up in 
the suburbs, and then five days a week we see that same 
device ID downtown, which is 35 miles away. Using that 
information, we target you with a display ad on your 
phone for a free tire tread check because we know 
you’re a commuter, and you’re relying on your car. 

It would be a mistake to say that precision marketing is 
purely digital. It’s the difference between putting up a 
standard billboard, where the only data tied to 
performance was whether or not the billboard actually 

We are studying their pattern of life.

It’s about empowering your local 
business partners to understand the 
channels that you know will perform for 
them because they are driven by data 
and historical performance.

Precision marketing allows us to test and 
measure traditional campaigns to 
understand the impact of these channels 
on the advertiser’s business.

This is how precision marketing comes together to create 
custom local marketing plans with power and 
sophistication on a shoestring budget. 
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The Challenge  

One of the largest insurance brands in the country wanted to drive more 
leads for their agents through paid media, but needed to precisely tailor 
the audience to receive the type of quality leads desired. BrandMuscle 
applied custom audiences as exclusion targeting on Facebook and 
programmatic display to only target those people highly likely to convert.

The Solution  

BrandMuscle understands the importance of precisely targeting 
the right customer with the right message, and also understands 
how wasteful targeting the wrong group of consumers online can 
be when working with a shoestring budget. The team worked 
with the client’s DMP partner to obtain two audiences of unlikely 
converters: the current customer list and people who have seen a 
high number of ad impressions in a predefined amount of time. From 
there, BrandMuscle applied these audiences as exclusions to both 
Facebook and programmatic display while tailoring messages to the 
correct audience, and measured the effect after implementation.

The Results

Nearly 53,400 conversions since launch

in leads73% Cost per lead 11%
BrandMuscle Uses Precision Marketing to 
Increase Online Leads for National Insurance 
Company Through Exclusion Targeting

Case
Study

“The client was able to scale in new 
customer acquisition, without targeting 
current ones, and reduce the cost spent  
on wasted impressions.”
- Jason Tabeling, EVP Performance Marketing, BrandMuscle
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Are You Ready to Get Precise with Your Local Marketing?

Contact us Today.
www.BrandMuscle.com

Abount BrandMuscle
BrandMuscle is the leader in brand-to-one marketing. A pioneer in distributed/local marketing, BrandMuscle serves more than 300 of the world’s top brands with a team of nearly 800 can-do professionals in six 

offices globally and embedded within 75 client locations. The BrandMuscle Marketing Platform enables brands and their local marketing partners to simply deliver the greatest marketing impact to each individual 
customer. BrandMuscle simplifies the process of digital and physical executions, enabling brands to build loyalty, enhance lifetime customer value and achieve significant, measurable ROI. To learn more, call 866-

464-4342 or visit BrandMuscle.com, Twitter, Facebook or LinkedIn.

Chicago Headquarters | 233 S Wacker Dr., Ste. 4400 | Chicago, IL 60606
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