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Welcome to the December Issue!

As the year comes to a close, we're reflecting
on the impact small businesses make, not just
in sales, but in shaping communities, building
trust, and leading with purpose. This issue is all
about finishing strong and stepping into 2026
with clarity and confidence.

Here’s what you'll find inside:

- Seasonal Marketing, Year-Round — A guide
to planning promotions that align with your
goals all year long.

- Leading Beyond the Business — How small
business owners influence more than just
the bottom line.

- Creating a Customer-Centric Culture — Build
loyalty by putting your customers at the
heart of everything.

- How to Build a Marketing Plan That Works

- Email Marketing Isn't Dead — Proven ways to
make email work harder for you in 2026.

Whether you're winding down or already
planning for next year, we hope this issue brings
fresh ideas and inspiration for your business
journey.

Thanks for reading, and from all of us, happy
holidays and best wishes for a successful year
ahead!

Don Franklin
Founding Partner

The content on the Local Business Marketing Magazine
is made available on the terms and condition that the
publisher, editors, contributors and related parties: shall have
no responsibility for any action or omission by any other
contributor, consultant, editor or related party; disclaim any
and all liability and responsiblity to any party for any loss,
damage, or disruption caused by errors or omissions, whether
such errors or omissions result from negligence, accident,
or any other cause; are not responsible in any way for the
actions or results taken any person, organization or any
party on basis of reading information, or contributions in this
publication, website or related product.
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A Little About Us

When it comes growing your local
business, the task is the same - be visible
online, stand out from the competition,
generate new leads, and convert visitors
& leads into customers.

The success of digital marketing relies
on your strategy and the way that you
implement that strategy. For Local
Business Marketing, we use all of the
tools at our disposal to make sure that
our clients enjoy the online success they
deserve.

WE ARE A ONE STOP SHOP FOR
EVERYTHING YOUR COMPANY NEEDS
TO INCREASE YOUR VISIBILITY ONLINE,
ACCELERATE LEAD GENERATION, AND
INCREASE CONVERSIONS OF WEBSITE
VISITORS & LEADS TO CLIENTS

Take Your Local Business to the Next Level
with Our Marketing System
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SERVICES WE PROVIDE

Website Design

Website Hosting/Management
Social Media Management

Video Marketing

Local Search Optimization

Graphic Design

Email Marketing

PPC Management

Reputation Management

EMAIL, SMS, & MARKETING AUTOMATION
(includes Web Chat & Smart Forms) all
part of our managed SAAS platform
https://leadnurtureclose.com/
YouTube Ads

Facebook Ads

Conversion Optimization (Part of our
Website/SEO program)

Sales Funnels (Part of our Paid Ads
System)

SEO

Content Marketing (Part of our SEO)

Partner

(866) 777-3315

https://leadnurtureclose.com/




Marketing Calendar

Plan your marketing messages around these upcoming holidays and proclamations.

December

Universal Human Rights Month

National Impaired Driving Prevention Month
Seasonal Depression Awareness Month

Safe Toys and Gifts Month

December 25 - Christmas Day
December 31 - New Year’s Eve
December 24 - Christmas Eve
December 26 — Kwanzaa Begins

11st — World AIDS Day

2nd - Mutt Day

3rd - International Day of Persons with Disabilities
4th - Cookie Day

5th - International Volunteer Day

6th - St. Nicholas Day

7th - Pearl Harbor Remembrance Day

8th - Pretend to Be a Time Traveler Day

9th - Christmas Card Day

10th - Human Rights Day

11th - International Mountain Day

12th - Gingerbread House Day

12th - Pulled Pork Day

13th - National Cocoa Day

14th - Monkey Day

15th - Bill of Rights Day

16th — Chocolate Covered Anything Day
17th - Wright Brothers Day

18th — Answer the Telephone Like Buddy the EIf Day
20th - Go Caroling Day

21st — Winter Solstice

21st - Crossword Puzzle Day

24th - Christmas Eve

25th - Christmas Day

26th - Kwanzaa Begins

27th — National Fruitcake Day

28th - Card Playing Day

30th — Bacon Day

31st - New Year’s Eve

January

National Hobby Month

Get Organized Month

Financial Wellness Month

Goal Setting Week (First Week of January)

January 1 - New Year’s Day
January 15 - Martin Luther King Jr. Day

January 2 - Personal Trainer Awareness Day
January 3 - Chocolate-Covered Cherry Day
January 4 - Trivia Day

January 5 - Whipped Cream Day

January 6 - Technology Day

January 7 - Tempura Day

January 8 - Clean Your Desk Day

January 9 - Law Enforcement Appreciation Day
January 10 - Cut Your Energy Costs Day
January 11 - Milk Day

January 12 - Pharmacist Day

January 13 - Sticker Day

January 14 - Dress Up Your Pet Day

January 15 - Hat Day

January 16 — Nothing Day

January 17 - Ditch New Year’s Resolutions Day
January 18 - Gourmet Coffee Day

January 19 - Popcorn Day

January 20 - Cheese Lover’s Day

January 21 - Hugging Day

January 22 - Answer Your Cat’s Questions Day
January 23 - Pie Day

January 24 - Compliment Day

January 25 - Irish Coffee Day

January 26 - Spouses Day

January 27 - Chocolate Cake Day

January 28 - Data Privacy Day

January 29 - Puzzle Day

January 30 - Croissant Day

January 31 - Hot Chocolate Day
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We specialize in creating high-
converting email campaigns that drive
engagement, increase sales, and build
lasting relationships with your

audience.
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Let us help you turn your inbox into your best performing
marketing channel! Contact us today!

(866) 777-3315




Seasonal Marketmg Ideas. NG
A Year-Round Guide for 2026 S——

Seasonal marketing has always been one of the most effective ways for small businesses to

stay relevant, drive engagement, and boost sales throughout the year. But in 2026, consumer
behavior is shifting—buyers are planning earlier, spending differently, and craving more
meaningful brand interactions tied to the moments that matter in their lives. That means
seasonal marketing is no longer about simply promoting holiday discounts. It's about designing
thoughtful, timely campaigns that feel personal, strategic, and aligned with your brand'’s identity.



When done well, seasonal
marketing becomes a
powerful tool to keep your
business visible and valuable
all year long.

The key to seasonal success

is planning ahead. Too

many small businesses
scramble at the last minute
to create promotions or
announcements, resulting in
rushed messaging that fails to
resonate. In 2026, the brands
seeing the most growth are
those mapping seasonal
strategies months in advance.
With a year-round calendar,
you're able to coordinate
content, partnerships, events,
and campaigns with intention
rather than urgency.

Winter kicks off the year
with a mix of opportunity
and challenge. After the
holiday rush, consumers

are focused on renewal—
organizing, refreshing, and
setting goals. Businesses

can tap into this mindset
with New Year promotions,
educational content, or
workshops centered around
improvement and inspiration.
January and February also
offer niche marketing
moments like National Small
Business Week planning,
Valentine's Day gift guides,
and winter clearance events
that help clear inventory
while maintaining customer
excitement. The brands that
lean into themes of coziness,
self-care, and fresh starts
create emotional resonance
during an otherwise slow retail

season.

As spring
approaches,
consumer
energy shifts
again. Warmer
weather sparks
curiosity,
creativity,

and new beginnings. Spring
marketing can highlight
product launches, seasonal
collections, garden or outdoor
themes, and Mother’s Day
promotions. Many small
businesses also see success
with spring cleaning
campaigns—encouraging
customers to refresh their
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homes, wardrobes, or routines.

Community events, outdoor
markets, and collaborations
with other local businesses
thrive during this season,
creating opportunities for
increased visibility and
connection.

The transition into summer
introduces a new wave of
marketing possibilities. People
are traveling, celebrating,

and spending more time
outdoors, which means
businesses need to capture
attention in fun, vibrant ways.
Fromm Memorial Day sales and
graduation season to Fourth
of July promotions and back-
to-school prep, summeris a
season full of micro-moments.
Creative businesses tap

into themes like adventure,
relaxation, nostalgia,

and family. Interactive
campaigns—such as photo
contests, outdoor pop-up

(G

events, summer lookbooks,
and social media challenges—
perform particularly well
during this time of year.

Fall remains one of the most
lucrative and culturally rich
seasons for small businesses.
With consumers preparing
for back-to-school schedules,
holiday planning, and cozy
seasonal transitions, the
marketing opportunities are
endless. Fall-themed product
drops, décor launches,
workshops, festivals, and
early holiday teasers build
anticipation and drive
engagement. Businesses that
embrace storytelling—think
warm tones, nostalgic visuals,
and community-centered
messaging—tend to thrive.
And in 2026, early holiday
shoppers are expected to
grow, making September and
October strategic months for
previews and pre-orders.

Then comes the holiday
season—the crown jewel of
seasonal marketing. But unlike
years past, holiday marketing
now begins earlier and
demands more authenticity.
Consumers are fatigued by
generic holiday promotions
and instead gravitate toward
brands offering meaningful



experiences, personalized
recommendations, and
creative gift solutions.
Campaigns centered on
gratitude, giving back, and
community impact resonate
especially well. Small
businesses can maximize this
season by hosting in-store
events, offering exclusive
bundles, sharing gift guides,
and showcasing the stories
behind their products. With
the right mix of creativity
and organization, the holiday
season becomes not just a
sales opportunity—but a
relationship-building period
that carries into the new year.

Of course, seasonal marketing
isn't limited to major holidays.
Micro-seasons—small cultural,
social, or environmental
moments—offer powerful
ways to stay relevant
throughout the year. Think:
National Coffee Day, Earth
Day, Teacher Appreciation
Week, local festivals, or
industry-specific observances.
These lighter, more playful
touchpoints allow brands to
show personality and maintain
engagement between bigger
campaigns. They also align
with the 2026 consumer
desire for more relatable, less
sales-heavy marketing.

In addition to timing,
storytelling plays a crucial

role in making seasonal
campaigns memorable.
Modern consumers crave
narrative—they want brands
to make them feel something.
Incorporating themes of

nostalgia, celebration, renewal,
or connection elevates
campaigns beyond simple
promotions. The imagery,
tone, and message should
reflect the essence of the
season while staying true

to your brand voice. When
storytelling and seasonality
intertwine, marketing
becomes an experience rather
than an advertisement.

Seasonal marketing also
thrives when combined

with partnerships and
collaborations. Working

with local businesses,
influencers, or community
organizations introduces fresh
perspectives and broadens
reach. Collaborative events,
co-branded products,
seasonal gift sets, and

social takeovers create

buzz while strengthening
community roots—something
especially valuable in 2026,

as consumers increasingly
support brands that prioritize
local connection.

Technology continues to
influence seasonal marketing
trends as well. Al-driven
insights, personalized
recommendations, dynamic
website content, and
automated email sequences
help businesses deliver

more tailored experiences
across the calendar. These
tools allow small businesses
to understand customer
behavior on a deeper level,
from purchase patterns to
seasonal preferences—making
each campaign smarter and

more effective.

Seasonal planning also
requires flexibility. Trends
shift, weather changes,
cultural moments evolve, and
consumer sentiment can turn
quickly. Businesses that adapt
their messaging or promotions
based on real-time insights
position themselves ahead

of competitors. Agility is

an asset in a world where
opportunities can appear—
and disappear—overnight.

Ultimately, the goal of
seasonal marketing is not just
to sell products, but to stay
timely, connected, and top-of-
mind throughout the entire
year. When customers feel
like your brand understands
the rhythm of their lives,
they're more likely to remain
loyal. They anticipate your
next launch, look forward to
your next event, and engage
with your content more
meaningfully.

Seasonal marketing in 2026
is all about intention and
creativity. By planning ahead,
embracing storytelling,
leveraging data, staying
flexible, and tapping into both
major and micro-seasons,
small businesses can build

a marketing engine that
never loses momentum.
When you show up in

the right moments—big
and small—you don't just
capture attention. You earn
connection. And connection
is what drives growth all year
long.



Is Your Website
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92.3% of internet users access the
Internet using a mobile phone
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' Leading Beyond the Business

How Small Business Owners Shape Communities

Small business owners rarely see themselves as community leaders when they first open their
doors. They're focused on serving customers, paying bills, and growing a dream from the ground
up. Yet, over time, something remarkable happens. Their work begins to ripple outward. The
relationships they build, the conversations they spark, and the values they uphold start shaping
the very fabric of their communities. Suddenly, they're no longer just business owners—they're
catalysts for connection, culture, and collective growth.

The role of a small business owner extends far beyond the transactional. While big-box retailers
may dominate headlines, it's local entrepreneurs who often create the heartbeat of a town. Their
storefronts become gathering places. Their events bring neighbors together. Their involvement
in schools, nonprofits, and local organizations inspires others to step up as well. In many ways,
small business owners become unofficial ambassadors of their communities—champions of
what makes their area unique.

This influence isn't forced; it evolves naturally from the deeply personal nature of small business.
Unlike larger corporations, small businesses are built on face-to-face interactions, familiar
names, and repeated conversations. Owners get to know their customers’stories, milestones,
and challenges. Over time, these interactions develop a sense of closeness that transcends
commerce. The business becomes woven into the daily lives of those it serves.
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These connections are
powerful, especially in an era
where digital interactions
often overshadow in-person
engagement. Studies show
that for every dollar spent at a
small business, approximately
67 cents remains in the

local community—fueling
everything from local jobs

to public services. But the
impact isn't only economic.
It's emotional. People feel
anchored by local leaders who
invest in their neighborhoods,
supporting initiatives that
strengthen their shared
identity.

Small business owners

also set the tone for civic
engagement. Whether they're
sponsoring a little league
team, hosting fundraising
nights, or participating

in chamber events, their
presence demonstrates

what leadership looks like in
action. They become trusted
voices—individuals others
turn to for support, ideas, and
guidance. Their willingness
to show up, even when time
is tight, inspires a culture of
involvement.

Yet, leadership for small
business owners is often
subtle. It doesn't come with

a title or a spotlight. It shows
up in the everyday gestures—
the friendly greeting, the
personalized service, the
willingness to help a customer
in need. These moments build
something irreplaceable: trust.
And trust is the foundation of
any strong community.

Another profound way small
business owners shape
communities is through their
commitment to inclusivity.
Local businesses often serve as
safe, welcoming spaces where
people of all backgrounds feel
seen and appreciated. Owners
create environments that
reflect their values—warm,
human-centered spaces

that bring people together.
This inclusivity strengthens
social bonds, encourages
dialogue, and fosters a sense
of belonging that extends
beyond the walls of the
business itself.

Their leadership is also evident
in the innovation they bring
to their communities. When
small businesses introduce
new products, host creative
events, or bring fresh ideas
to life, they keep their towns
vibrant and evolving. They
prevent stagnation. They
energize the local economy
with originality and passion.
Innovation at the local level

is contagious, encouraging
other businesses and residents
to try new things too.

Some of the strongest
community impacts

come from the resilience
small business owners
demonstrate. Their ability to
adapt through challenges—
economic uncertainty,
changing consumer habits,
or unforeseen crises—
shows the community what
perseverance looks like.
When businesses survive
tough times, they give
others hope. They show that
strength isn't about having
endless resources; it's about
having vision, heart, and
determination.

This resilience often inspires a
reciprocal loyalty. Customers
support local businesses not
just because they want a
product, but because they
want to see their community
thrive. They understand that
every purchase is a vote for



the kind of place they want
to live. In turn, small business
owners acknowledge this
loyalty with gratitude and
continuous reinvestment into
their surroundings.

Collaboration is another
hallmark of local leadership.
Many small business owners
frequently work together—
co-hosting events, offering
joint promotions, or
supporting each other during
busy seasons. This spirit of
partnership sends a powerful
message: community success
is not a competition. It's a
shared effort. When one
business thrives, the entire
ecosystem becomes stronger.

Small business owners also
serve as role models for the
next generation. Children and
young adults observe their
work ethic, creativity, and
passion. They see firsthand
what it means to pursue
purpose, build relationships,
and contribute meaningfully
to the world around them.
These impressions plant seeds

\

that may one day grow into
leadership, entrepreneurship,
or community service of their
own.

Their influence even shapes
how residents interact

with their town. When
small business owners
Create events—street

fairs, workshops, seasonal
gatherings, or charity drives—
they give people reasons

to engage beyond their
daily routines. These shared
experiences strengthen
community identity and
cultural vibrancy. They help
neighborhoods feel alive.

But perhaps the most
profound impact small
business owners have is their
ability to bring humanity
into the everyday. In a
world that often feels fast-
paced and impersonal, they
offer something precious:
connection. They greet
customers by name, they
remember preferences,

and they bring warmth

to interactions that could

otherwise feel transactional.
That humanity is what lifts
communities. It's what binds
people together.

Small businesses are more
than economic engines—they
are cultural anchors, memory
makers, and connectors of
people. Their owners lead with
heart, often without realizing
the depth of their influence.
They set an example of what it
means to care for a place and
its people with intention.

In summary, small business
owners play a far more
meaningful role in shaping
communities than many
realize. Through daily
interactions, long-term
commitment, collaboration,
resilience, and heartfelt
leadership, they contribute

to the health, identity, and
spirit of the places they call
home. Their work extends far
beyond the business itself—it
strengthens the community as
a whole, one relationship at a
time.
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Bring your concept to life with a website
that attracts, engages, and converts.

Because your success starts online.
Contact us today to get started!

(866) 777-3315



14

i

el
s

| -

Creating a Customer-Centric
Culture That Drives Loyalty

A customer-centric culture is more than a
marketing buzzword—it's the anchor that
keeps modern businesses grounded in a
world where consumer expectations evolve
at lightning speed. When we talk about being
truly customer-centric, we're talking about
transforming our organization from the inside
out so that every decision, every action,

and every touchpoint speaks to one central
priority: the customer. It's a bit like designing a
home around the people who live in it rather
than the furniture you want to display. The
structure must support the experience.

Customer loyalty doesn't happen by chance.
It's earned through intention, consistency,

and emotional resonance. A 2024 PwC report
revealed that 73% of customers say experience
is a decisive factor when choosing a brand—
more influential than price or product features.
This tells an important story: loyalty begins
long before a sale. It starts with how we
communicate, how we lead, and how we
shape our internal behaviours to reflect the
kind of company customers want to support.

Leadership plays a pivotal role in this cultural
shift. When leaders model customer-first
thinking, celebrate exceptional service
moments, and empower employees to
problem-solve creatively, they send a powerful
message. Culture cascades from the top. If
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leaders demonstrate genuine
commitment to customer
experience, teams across the
company will naturally follow.

Employees, in many ways, are
the architects of the customer
experience. They are the
ones who answer questions,
solve problems, and create
the moments customers
remember. When we invest
in their training, equip them
with knowledge, and give
them freedom to act in the
customer’s best interest, we
turn routine interactions into
opportunities for connection.
As the popular saying goes,
people may forget what we
said, but they never forget
how we made them feel.

Understanding customers at

a human level is where true
customer-centricity begins.
Demographics tell us who

we are serving, but emotions
tell us why they behave the
way they do. Diving into
motivations, frustrations,

and backstories gives us

the insight needed to craft
memorable experiences.
Listening—not just hearing—
becomes essential. Every piece
of feedback is a window into a
customer’s world.

This is where data becomes
one of our greatest assets.
Beyond reactive problem-
solving, data helps us
anticipate customer needs
before they arise. Whether
through predictive analytics,
behavioral insights, or CRM
trends, we can identify

patterns that help us shape
experiences customers will
value. When a customer feels
understood without having
to explain themselves, trust
deepens—and once trust is
established, loyalty follows.

Consistency remains a

quiet but powerful driver of
loyalty. Consumers expect a
seamless brand experience
across social media, websites,
in-store interactions, and
customer service channels.
Each encounter should feel
like a continuation of the

last. When customers know
exactly what to expect, we
build reliability—and reliability
builds repeat business.

Personalization is another
pillar of a customer-centric
culture. While automation
allows for scalable outreach,
meaningful personalization
requires empathy and
intention. Using a customer’s
name, remembering their
preferences, or suggesting

products based on past
behavior can create a sense
of being genuinely seen.
According to McKinsey, 71%
of consumers now expect
personalized interactions,
and 76% grow frustrated
when they don't receive
them. The message is clear:
personalization is no longer
an enhancement—it's a
necessity.

Delivering a seamless
omnichannel experience
strengthens this even further.
Customers don't think in terms
of channels—they simply
want convenience. Whether
browsing at midnight or
calling support on their lunch
break, they expect consistent
care. Integrating our channels
ensures that customers can
transition smoothly from one
touchpoint to another without
friction.

Feedback, when embraced,
becomes a roadmap for
improvement. A customer-
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centric company views
feedback as an invaluable
resource rather than a
criticism. When customers
see their suggestions
reflected in policy changes,
product updates, or service
enhancements, they feel
valued and heard. This kind
of responsiveness transforms
passive customers into
engaged ones.

Emotion, too, plays a powerful
role in building loyalty.
Humans make decisions
emotionally before justifying
them logically. A brand

that can evoke excitement,
comfort, joy, relief, or
belonging has already won
half the loyalty battle. When
customers feel emotionally
connected to a brand, they
return—not because they
have to, but because they
want to.

This emotional connection
strengthens when we shift

from transactional thinking to
relationship building. Instead
of viewing customers as one-
time purchases, customer-
centric companies see them as
long-term partners. Checking
in without making a sale,
providing ongoing education,
and adding value between
purchases all contribute to
deeper relationships.

Rewarding loyalty is another
important component.
Exclusive offers, early access,
personalized thank-you
notes—the gesture doesn't
have to be large, but it must
be sincere. Recognizing loyal
customers reinforces their
decision to stick with us

and encourages continued
advocacy.

Innovation, too, thrives

in customer-centric
environments. When we
innovate with customer needs
at the forefront—rather than
innovating for innovation’s

sake—we create
solutions that
genuinely improve
lives. Inviting
customers into our
innovation process
through feedback
loops or beta
programs makes
them feel like co-
creators, not just
buyers.

Finally, measuring
what truly matters
helps sustain a
customer-centric
culture long-term.
While revenue is important,
metrics like retention rate, Net
Promoter Score, customer
satisfaction, and lifetime
value reveal the health of

our relationships. These
indicators show whether our
efforts are working and where
improvements are still needed.

In the end, creating a
customer-centric culture isn't
a temporary initiative—it’s

an organizational philosophy
that requires patience,
consistency, and sincerity.
When we prioritize listening,
personalization, innovation,
and emotional connection, we
create experiences that stand
outin a crowded marketplace.
Loyalty grows naturally from
such an environment.

Customers don't stay because
we tell them to—they stay
because we've given them
every reason to return.
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For small business owners, marketing can feel like juggling flaming torches while riding
a unicycle. There's pressure to be everywhere at once—on social media, in the inboxes
of customers, inside Google search results, and present at local events. Yet many small
businesses approach marketing reactively, posting or promoting only when they have time
or when sales slow down. The result? Inconsistent efforts that lead to inconsistent results.
But it doesn't have to be that way. A strong, intentional marketing plan can transform
scattered efforts into a clear roadmap that actually works.
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The first step is understanding
that an effective marketing
planisn't a one-size-fits-

all template. It's a living,
breathing strategy built
around your business’s goals,
audience, resources, and
brand identity. For small
businesses with limited
budgets and time, the key is
focus. Trying to do everything
often means nothing gets
done well. Instead, we must
identify the strategies that
make the biggest impact
and commit to them with
consistency.

Any successful marketing

plan begins with defining
clear objectives. What are

we trying to achieve? More
foot traffic? Increased online
sales? More bookings or leads?
Brand recognition within the
community? Setting specific,
measurable goals keeps the
plan grounded and ensures
we aren't just "“marketing for
the sake of marketing."When
we know where we're going, it
becomes much easier to map
out how we'll get there.

Next comes identifying and
understanding our target
audience—arguably the
most critical component of
any marketing plan. While
it's tempting to believe our
business can serve everyone,
true marketing success comes
from specificity. The more
detailed our understanding
of our ideal customer—
their needs, frustrations,
motivations, preferences—
the more effectively we

can craft messages that
resonate. Consumer behavior
data shows that businesses
using targeted messaging
see dramatically higher
engagement compared to
broad, unfocused campaigns.

Once we know our audience,
it's time to take a closer look
at our competitors. What

are they doing well? Where
are they falling short? What
gaps can we fill? Competitive
research helps us identify
opportunities to differentiate
ourselves. Maybe it's through
pricing, maybe through

brand personality, maybe
through customer experience.
Whatever it is, understanding
the competitive landscape
ensures our marketing plan
positions us strategically rather
than accidentally.

With goals, audience, and
market insights in place,

we can start outlining

our core strategies. These
might include social media
marketing, email campaigns,
SEO, paid ads, community
events, partnerships, or
content marketing. But here’s
the truth: small businesses
don't need every strategy—
they need the right ones. For
example, a café might benefit
greatly from Instagram and
local collaborations, whereas
a home services company
may thrive through Google
Ads and SEO-driven website
content. The magic lies in
choosing platforms where our
customers already spend their
time.

Content creation becomes
the next pillar of a strong
marketing plan. This includes
everything from social posts
and blogs to videos and
newsletters. Content should
feel purposeful—educational,
inspiring, entertaining, or
problem-solving. Too often,
businesses post only about
what they want to sell. But
consumers connect more
deeply with brands that offer
value, not just promotions.
Creating a consistent content
calendar helps eliminate the
last-minute scramble and
ensures that messaging stays
aligned with our brand voice,
goals, and customer needs.

Budgeting is another
important piece of the puzzle.
Small businesses must be
realistic about what they can
spend and strategic about
where that money goes.
Whether it's $200 a month or
$2,000, the goal is to invest in
efforts that bring the highest
return. Allocating budget
across paid ads, content
creation tools, sponsorships, or
email platforms ensures that
marketing has the resources it
needs to succeed.

Of course, even the best
plans need strong branding
behind them. Branding goes
far beyond a logo—it's the
tone, visuals, personality,

and promise that create
recognition and trust. When
branding is cohesive across all
touchpoints, customers feel a
sense of familiarity that builds
loyalty and boosts conversion
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rates. A marketing plan built

on inconsistent branding will
always underperform.

Implementing the plan is
where discipline comes in.
Consistency is the unsung
hero of successful marketing.
Posting twice a day for a
week and then disappearing
for a month won't build
momentum. Neither will
sending one newsletter in
January and another in April.
The businesses that win

are the ones that show up
regularly, even when things
get busy. Systems, schedules,
and automation tools can help
maintain this rhythm without
overwhelming the team.

One thing that separates a
functional marketing plan
from a truly effective one is
measurement. Tracking key
performance indicators—Ilike
website traffic, lead volume,
email open rates, conversion

\ Possial

rates, cost per lead, and social
engagement—agives us insight
into what's working and what
isn't. When we monitor data
regularly, we can pivot quickly,
shifting resources toward
strategies that perform and
away from those that don't.
Marketing isn't guesswork; it's
an ongoing cycle of testing,
analyzing, and improving.

Flexibility is essential, too. A
marketing planisn't carved
into stone; it's a framework
meant to evolve. Consumer
trends shift, platforms change,
new opportunities emerge,
and business goals adjust
with time. By revisiting the
plan quarterly, we ensure

it remains relevant and
effective. Adaptability keeps
our marketing fresh and
competitive.

We should also acknowledge
that community engagement
plays a powerful role in small
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business marketing.
Participating in local
events, partnering
with other businesses,
joining the chamber
of commerce, or
- sponsoring fundraisers
- strengthens both
visibility and trust.
When a business
shows up for its
~ community, the
community shows up
for the business.
Finally, no marketing
plan is complete
without a focus on
customer experience.
Even the most
brilliant marketing strategy
cannot compensate for a
lackluster experience once the
customer walks through our
door or lands on our website.
Consistent, exceptional service
amplifies every marketing
effort—turning customers
into repeat buyers and repeat
buyers into loyal advocates.

)

Building a marketing plan
that actually works isn't about
complexity—it's about clarity,
intention, and understanding
what moves people. When
small businesses align their
goals with audience insight,
consistent execution, and
ongoing analysis, they create
a plan that drives meaningful
results. It becomes more
than a checklist; it becomes

a blueprint for growth. In the
end, marketing that works is
marketing that connects—
and connection, above all
else, is what keeps customers
coming back.
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Email Marketing Isn't Dead
Here’s How to Make It Work in 2026

S ———

Every year someone declares that email marketing is fading into irrelevance, overshadowed

by social media algorithms, SMS blasts, or the latest digital trend. Yet here we are in 2026, and
email remains one of the most powerful, reliable, and profitable marketing tools available to
small businesses. In fact, industry research shows that email still delivers an average ROl of $36
for every $1 spent—higher than nearly any other channel. So no, email marketing isn't dead. It's
evolving. And for businesses willing to adapt, it's offering bigger opportunities than ever before.

The reason email persists is simple: it's one of the few digital spaces a business can truly own.
Algorithms don't decide who sees your message. Ads don't compete for attention. Email
allows you to communicate directly with people who chose to hear from you—people already
engaged with your brand. That level of intention is gold in a crowded digital marketplace.

But consumers in 2026 are more discerning than ever. Their inboxes are overflowing.
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Their expectations for
personalization have soared.
Their patience for irrelevant
content has plummeted.
That means success doesn't
come from blasting generic
newsletters or weekly sales
pitches. Instead, it comes
from crafting thoughtful,
customer-centered email
experiences that deliver value,
spark emotion, and build
connection.

The first key to making email
marketing work today is
segmentation. Sending one
message to your entire list

is the fastest way to lose
engagement. Customers want
content tailored to who they
are and what they care about.
Behavioral segmentation—
based on past purchases,
website activity, browsing
patterns, or engagement
history—allows brands to
deliver messages that feel
hyper-relevant. When an email
feels like it was meant for the
recipient personally, open
rates naturally rise.

Personalization goes hand

in hand with segmentation
but has evolved beyond
simply using someone’s
name in the greeting. In
2026, personalization means
anticipating needs. If a
customer browses a product
several times but hasn't
purchased, a well-timed email
offering education, reviews,
or a small incentive can guide
them across the finish line.

If they previously bought
skincare, email campaigns

highlighting complementary
products or seasonal skincare
routines create natural
opportunities for continued
engagement.

Another strategy gaining
traction is automation. Not
the cold, robotic kind—but
smart, behavior-triggered
automations that nurture
relationships with minimal
manual effort. Welcome
sequences, post-purchase
follow-ups, abandoned cart
reminders, and milestone
emails (like birthdays or
anniversaries) allow brands
to show up at just the right
moment. These automations
often become the highest-
performing emails a business
sends because they meet
customers exactly where they
are in their journey.

Content quality matters

more now than ever before.
Consumers crave authenticity,
storytelling, and value—not
sales pitches disquised as

updates. Educational guides,
behind-the-scenes glimpses,
customer spotlights, and
helpful resources generate
far more engagement than
repetitive promotional
emails. When subscribers feel
they're gaining something—
knowledge, entertainment,
inspiration—they're more
receptive to occasional sales
messaging.

Design also plays a big role
in email performance today.
Clean layouts, easy-to-read
fonts, mobile-responsive
design, and concise copy
win the day. More than 70%
of emails are opened on
mobile devices, meaning long
paragraphs and cluttered
visuals simply don't work.
Simplicity and clarity are the
new power moves in inbox
communication.

But while design should be
simple, creativity should

not. Interactive emails—
featuring embedded polls,
gifs, product carousels, or
clickable quizzes—are rising
in popularity and proving
incredibly effective. These
experiences transform
passive reading into active
engagement, increasing dwell
time and click-through rates.
They also make emails feel
fun, unexpected, and worth
opening again.

Timing is another crucial factor
in email success. Traditional
“best times to send” still offer

a starting point, but modern
email strategy relies heavily



on data-driven optimization.
Smart platforms can now
analyze when each subscriber
typically opens emails and
deliver messages at that exact
time. This individualized send-
time optimization dramatically
improves engagement
without requiring guesswork.

List hygiene, although less
glamorous, is essential for
keeping email marketing
effective. Removing inactive
subscribers, cleaning bounced
emails, and regularly re-
engaging quiet audiences
protect deliverability—a
metric that ultimately
determines whether your
email lands in an inbox or in
spam. A smaller, healthier list
will always outperform a large,
disengaged one.

As privacy laws and email
protections (like Apple’s

Mail Privacy Protection)
strengthen, marketers must
rely less on open rates

and more on meaningful
engagement metrics. Click-
through rates, conversions,
time spent viewing an email,
and subsequent actions (like

visiting a
website or
making a
purchase)
provide

a more
accurate

| measure

.+ of success.
- These

& metrics
= highlight
what truly
resonates,
enabling smarter decisions
moving forward.

Community-building has also
emerged as a major theme

in 2026 email marketing.
Businesses that treat their
emails like a conversation—
not a broadcast—cultivate
deeper loyalty. Inviting
feedback, asking questions,
running reader spotlights, or
sharing community stories

all help audiences feel part
of something bigger than a
sales funnel. When customers
feel connected to a brand'’s
identity, they stick around.

Integrating email with

other marketing channels
strengthens results even
further. Teasing a new
collection on social media,
then offering subscribers early
access via email, reinforces
value. Running a local

event? Email becomes the
most effective way to boost
turnout. Launching a blog
post or podcast episode?
Email drives the first wave of
traffic. When email acts as the
bridge between channels, it

amplifies overall marketing
performance.

Finally, small businesses
must embrace testing. A/B
testing subject lines, layouts,
CTAs, images, or messaging
styles provides ongoing
insight into what works.
Sometimes a simple tweak—
like shortening copy or
changing the placement of a
button—can dramatically lift
conversions. The businesses
that continuously test, learn,
and iterate are the ones that
stay ahead.

Email marketing isn't dead

in 2026—it's smarter, more
sophisticated, and more
human than ever before.

The businesses that thrive

are those willing to putin

the effort to understand

their audience, deliver real
value, and communicate
with authenticity. When done
right, email becomes more
than a marketing channel;

it becomes a relationship-
builder, a revenue driver, and a
strategic advantage.

In the end, email marketing
succeeds because people still
want connection. They want
brands that speak directly to
them, remember who they
are, and show up consistently
with something worth
reading. And as long as people
crave that level of meaningful
communication, email
marketing will remain not only
alive—but essential.
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January wasn’t always the first month of the year.
In the original Roman calendar, March started the year. January was moved to the front around
700 B.C. to align political terms with the new calendar.

January 3 - The first drinking straw patent was issued (1888)

Inventor Marvin Stone created the modern paper straw on this day, replacing rye grass straws
that tasted... well, like grass.

January 10 - The first General Electric stock was sold (1892)
On this date, GE — one of the original 12 Dow Jones companies — officially began trading.
January 24 - The California Gold Rush began (1848)

James Marshall discovered gold at Sutter’s Mill, kicking off one of the largest migrations in
American history.

January 28 — The LEGO brick was patented (1958)

The exact design patented on this day still works with every LEGO brick produced today — true
design perfection.
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January - March (Winter & Early Spring)

New Year / Fresh Start Campaigns (Jan 1-31)

Lead Time: Start mid-December
Focus on organization, renewal, health, home refresh, and goal setting.

(:\ Valentine’s Day (Feb 14)
Lead Time: Start mid-January
Push gift guides, experience-based offers, self-care themes, and promotions.

Presidents’ Day Weekend (Feb 15-17)
Lead Time: Start late January
Ideal for retail sales, furniture, appliances, apparel, and service discounts.

* St. Patrick’s Day (March 17)
Lead Time: Start late February

Push themed promotions, events, limited-edition products, and social campaigns.

Spring Cleaning / Home Refresh Season (March)
Lead Time: Start early March
Great for home decor, cleaning services, wellness brands, and organization-based
businesses.

April - June (Spring & Early Summer)

. Easter (April 12)
Lead Time: Start mid-March
Market family activities, brunch events, gifts, baskets, and spring launches.

Earth Day (April 22)
Lead Time: Start late March
Sustainability messaging, eco-friendly products, and community clean-ups.

Mother’s Day (May 10)
Lead Time: Start mid-April
Gift quides, experiential gifts, floral promotions, and heartfelt storytelling.

Graduation Season (Late May - June)
Lead Time: Start early May
Gift ideas, event packages, personalized products, photo sessions, and party services.

Memorial Day Weekend (May 23-26)
Lead Time: Start early May
Sales events, outdoor living themes, travel season kick-off, and BBQ promotions.

Father’s Day (June 21)
Lead Time: Start late May
Gift guides, local events, experience packages, and behind-the-scenes storytelling.

July - September (Summer & Early Fall)

= Fourth of July (July 4)
=== Lead T Time: Start mid-June
Patriotic products, family events, food specials, and summer sales.

Back-to-School Season (Late July - September)
Lead Time: Start late July
Focus on apparel, supplies, organization tools, health checkups, and routines.

"~ Summer Clearance Events (August)

A Lead Time: Start early August
Ideal for fashion, home decor, outdoor furniture, and seasonal products.

Labor Day Weekend (Sept 5-7)
Lead Time: Start mid-August
Perfect for major retail promotions and pre-fall marketing teasers.

Fall Launch Season (Early September)
Lead Time: Start late August
Promote fall collections, décor, apparel, events, and seasonal menus.

October - December (Fall & Holiday Season)

\ALA Halloween (Oct 31)
Lead Time: Start late September
Focus on décor, costumes, themed treats, events, and spooky campaigns.

Thanksgiving (Nov 27)
Lead Time: Start early November
Marketing around gratitude, family gatherings, food promotions, and décor.

Black Friday (Nov 28)
Small Business Saturday (Nov 29)
Cyber Monday (Dec 1)

Lead Time: Start early November
These are crucial sales events—tease early, build excitement, and promote offers

heavily.

Holiday Shopping Season (All of December)
Lead Time: Start early October
Consumers shop earlier every year—gift guides, bundling, events, and shipping cutoffs
are key.

* Christmas (Dec 25)
Lead Time: Start early October

Push collections, décor, gift solutions, festive events, and holiday storytelling.
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