THE LOCAL WEB

THE SINGLE LARGEST OPPORTUNITY FOR NATIONAL BRANDS
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A transformational shift is underway as new media channels & shifting consumer
behavior change the way brands market
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IN 2011, MORE THAN $1.1 TRILLION IN RETAIL SALES COULD BE ATTRIBUTED
T0 WHAT IS REFERRED T0 AS “WEB-INFLUENCED” PURCHASES

DEFINED BY FORRESTER AS OFFLINE RETAIL SALES THAT ARE INFLUENCED BY ONLINE RESEARCH. ;
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BENEFITS OF LOCALIZED MARKETING
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GREATER CUSTOMER RELEVANCE, RESPONSE & RETURN
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BETTER CONVERSATION &
CONNECTIVITY AMONG CUSTOMERS
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IMPROVED LOYALTY & ADVOCACY
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BRAND DIFFERENTIATION,
DISTINCTION & PREFERENCE

BUILD YOUR LOCAL MARKETING PLAN

STEP1 STEP 2 STEP 3 STEP 4
STRATEGY LOCAL WEBSITES TACTICS MEASUREMENT

Determine role of local Develop local websites; Use local web media channels Use local marketing
marketing in national automated content to reach consumers locally & to learn, modify & increase

strategy capability is drive trafffic to local websites marketing ROI
an advantage & dealers
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