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Before you buy a ffaachise, take a lookeathow

the franchise handles-ocal area marketing,
Ensuring the right;people-are getting the
message is all about getting the data,
suggests Peter Buckingham. pe &f-,
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n these difficult times, as far as the world economy is
concerned, there are positive steps you can take in moving
your business forward, rather than taking the negative
approach and just cutting everything. Local
Area Marketing can be a low cost and
The best

effective alternative to contributing

your hard earned money to the customers fOI’

marketing fund, and seeing the most businesses
are the ones that

same old TV advertisement at
11.00 pm at night. live next door

Most franchise systems require
you to contribute towards the marketing
fund. In many cases you have little say on how it is spent and
often you lack the ability to measure if that expenditure has
delivered any extra revenue. Expertly prepared and properly
applied local area marketing activities are the most effective and
measurable marketing options available today.

The best customers for most businesses are the ones that live
next door, as travel, contact, cost of delivery, delivery of your
message and many other things are easier than anywhere else.
is widely recognised that local customers deliver more profit to
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your business than do distant clients. The key success factor is
to laser focus your marketing spend to attract customers from
your local area.

Local area marketing is all about maximising your efforts and
results in your immediate area, and you will reap massive
benefits from making that local customer a loyal and profitable
customer. One of our franchisor clients, who was in the
gardening business, distributed extra leads to franchisees who
were quiet, and this caused the franchisees to have customers
all around Melbourne. This resulted in significantly increased
transport cost, wasted travel time and subsequently lower
franchisee profitability.

A recent survey of franchisees across a range of franchise
groups highlighted a number of reasons why local area
marketing campaigns aren’t deployed. The reasons included:
¢ Don’'t know what campaigns to produce
e Don't have the ability to measure campaign effectiveness
e Don't have the connections to create and execute campaigns
¢ |t was too hard and painful.
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