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Welcome to the March Issue! 
 
Spring is a season of renewal—and the perfect time 
to refresh your marketing, energize your team, and 
explore new ways to connect with your customers. 
This month’s issue is �lled with ideas to help your 
small business move forward with creativity and 
con�dence. 
 
Inside, you’ll �nd:

•	 Spring Forward: Marketing Ideas for the Season 
– Fresh ways to promote your business as the 
season changes.

•	 The Power of Apparel – How logoed apparel 
can turn employees and customers into walking 
brand ambassadors.

•	 Building a Loyal Team – Why strong leadership 
plays a key role in employee retention.

•	 Do Hashtags Still Work? – A closer look at whether 
hashtags still matter on Instagram today.

•	 America’s 250th Birthday – Creative ways your 
business can celebrate and connect with the 
community.

As always, our goal is to bring you practical insights 
and inspiration that you can put into action right 
away. If you �nd something helpful in this issue, 
consider sharing it with another business owner who 
could bene�t. 
 
Here’s to a season of fresh ideas and new growth.

Alyssa Engle
Marketing Manager
LMS Solutions, Inc.
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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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Did you know that we are a full-service ad agency?  

Did you also know that we specialize in helping 

small and medium sized businesses?  We customize 

a program that meets the needs and budgets 

of each of our clients, and we o�er Free Initial 

Consultations.  Give us a call to learn how we’ve 

helped businesses like yours’ grow their revenue:

Local Business Marketing 
Magazine is proudly provided by 

LMS Solutions, Inc.

If you have any questions, or would like to know how we can help you meet and exceed you marketing 
goals, please contact us.

•	 Online Marketing

•	 Social Media  

Marketing

•	 Direct Mail

•	 Email Marketing

•	 Graphic Design

•	 Promotional 

Products

•	 Website Design

•	 Web Hosting &  

Management

•	 Reputation  

Management

•	 Video Marketing

•	 Outdoor Marketing

•	 Corporate Apparel

(484) 893-4055

www.LMSsuccess.com

A Little About Us

LMS Solutions was developed to give businesses 

of all sizes the ability to leverage the same cutting-

edge marketing platforms that the Fortune 500 

organizations use, at extremely a�ordable rates. 

We o�er an extensive catalog of cutting-edge Local 

Online, Mobile, Social, Pay-Per-Click, Video, Web and 

Direct Marketing Media Programs. Whether you’re 

a small business, medium business, or non-pro�t 

organization, our programs can help you �nd greater 

success.

LMS Solutions has been recognized by the 

Philadelphia Business Journal as one of the area’s Top 

Marketing Agencies for the last seven years straight!

LMS Solutions is  a proud member of:

http://www.facebook.com/LMSSolutions
https://plus.google.com/102938910763831922704
http://www.linkedin.com/company/2289122
http://lmssuccess.com
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Plan your marketing messages around these upcoming holidays and proclamations.

Marketing Calendar
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Irish American Heritage Month 
Women’s History Month 
Developmental Disabilities Awareness Month 
American Red Cross Month 
National Nutrition Month 

4th - Ash Wednesday 
8th - Daylight Saving Time Begins 
17th - St. Patrick’s Day 
20th - First Day of Spring 

1st – Compliment Day
2nd – Dr. Seuss Day
2nd – World Teen Mental Wellness Day
3rd – World Hearing Day
3rd – World Wildlife Day
6th – Dentist’s Day
6th – Employee Appreciation Day
8th – International Women’s Day
8th – Crabmeat Day

8th – Meatball Day
9th – Napping Day
12th – Plant a Flower Day
12th – Girl Scout Day
12th – World Kidney Day
13th – Good Samaritan Day
13th – K9 Veterans Day
14th – Pi Day
18th – Global Recycling Day
20th – Day of Happiness
21st – World Down Syndrome Day
21st – World Poetry Day
22nd – World Water Day
23rd – Puppy Day
24th – Cheesesteak Day
25th – Wa�e Day
25th – American Red Cross Giving Day
29th – Mom and Pop Business Owners Day
30th – Take a Walk in the Park Day
31st – Tater Day

March

Parkinson’s Awareness Month
National Volunteer Month
Autism Awareness Month
Sexual Assault Awareness Month
National Humor Month
Lawn and Garden Month
Stress Awareness Month

April 1st to 9th - Passover
April 5th - Easter

1st – April Fool’s Day 
2nd – World Autism Awareness Day 
1st – Walking Day 
2nd – Burrito Day 
4th – Handmade Day 
6th – Student Athlete Day 
7th – World Health Day 
7th – Beer Day 
3rd – Walk to Work Day 

10th – Hug Your Dog Day 
10th – National Siblings Day 
11th – Pet Day 
18th – Record Store Day 
13th – Scrabble Day 
14th – Gardening Day 
15th – Laundry Day 
15th – Art Day 
20th – Look Alike Day 
22nd – Earth Day 
22nd – Jelly Bean Day 
23rd – Picnic Day 
23rd – World Book Day 
26th – Pretzel Day 
27th – Prime Rib Day 
28th – Superhero Day 
28th – Blueberry Pie Day 
29th – International Dance Day 
30th – Adopt a Shelter Pet Day 
30th – Bugs Bunny Day

April
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There’s something about spring that feels like possibility. The days stretch longer, the air 
feels lighter, and people emerge from winter routines ready for something new. For small 

businesses, spring isn’t just a change in weather. It’s a shift in mindset. Consumers are 
thinking about refreshing their homes, their wardrobes, their habits, and even their goals. 

And that shift creates opportunity.

SPRING FORWARD
Great Ideas for Marketing Your Small Business This Spring



Spring marketing works 
best when we align with 
the energy of the season. 
Renewal. Growth. Momentum. 
This is not the time for heavy 
messaging or hard selling. 
It’s the season to inspire, to 
re-engage, and to remind 
customers why they loved 
your brand in the �rst place. 
When we approach spring 
strategically, it becomes one 
of the most powerful quarters 
of the year.

One of the simplest and most 
e�ective ways to market 
this season is to embrace 
the theme of “fresh 
starts.” Whether you run 
a retail shop, service 
business, restaurant, or 
agency, there’s always an 
angle that connects to 
renewal. Spring cleaning 
promotions, limited-
time refresh packages, 
updated product 
collections, or new 
service bundles naturally 
align with what customers are 
already thinking about. When 
your messaging matches 
their internal dialogue, 
engagement rises.

Visual refreshes matter, too. 
Spring is the perfect time 
to update website banners, 
social media graphics, email 
templates, and storefront 
displays. Lighter color palettes, 
brighter imagery, and seasonal 
language subtly signal that 
your business is active and 
evolving. In a crowded 
marketplace, even small visual 
updates can create renewed 

interest.

Seasonal launches also 
create momentum. Consider 
introducing a “Spring 
Collection,” “Spring Specials,” 
or “Quarter Two Kicko� 
O�ers.” Framing promotions 
around the season gives them 
context. Instead of feeling 
random, they feel timely. 
Urgency tied to a natural 
transition is often more 
compelling than arbitrary 
discounts.

Community engagement 
tends to rise as the weather 
improves, making spring ideal 
for events and partnerships. 
Local markets, sidewalk 
sales, open houses, pop-ups, 
workshops, and collaborative 
promotions bring people 
together. Small businesses 
that show up in their 
communities during spring 
often see increased foot 
tra�c and brand recognition 
heading into summer.

Email marketing can also 
bene�t from a seasonal pivot. 
A “Spring Reset” newsletter 

series, helpful checklists, 
curated product guides, or 
behind-the-scenes content 
tied to new beginnings keeps 
subscribers engaged. Spring 
emails should feel helpful and 
optimistic, not overly sales-
driven. Customers are more 
receptive to o�ers when they 
feel supported, not pressured.

Social media thrives during 
spring months because 
people are more active and 
visually inspired. Behind-the-
scenes preparations, product 

styling tips, outdoor 
setups, transformation 
stories, and before-and-
after content perform 
particularly well. Spring 
is a season of visual 
storytelling. Lean into it.

Limited-time bundles 
are another smart move. 
Pair complementary 
products or services into 
seasonal packages. A 
landscaping company 

might o�er a spring yard 
prep bundle. A boutique 
might create curated “spring 
wardrobe refresh” sets. A 
marketing agency might 
o�er a “Q2 growth package.” 
Bundling simpli�es decision-
making and increases 
perceived value.

Spring holidays o�er 
additional marketing 
anchors. Easter, Mother’s 
Day, graduation season, and 
Memorial Day all present 
opportunities to tailor 
campaigns. Rather than 
treating these as isolated 
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events, weave 
them into 
your broader 
spring strategy. 
A consistent 
seasonal 
narrative feels 
more cohesive 
than scattered 
promotions.

Content 
marketing 
also bene�ts 
from seasonal 
alignment. Blog 
posts, videos, and 
social content 
centered around 
spring trends, 
tips, and insights 
position your 
business as current and 
relevant. Educational content 
tied to seasonal themes 
often drives strong organic 
engagement because it feels 
timely and useful.

Spring is also an ideal time 
to re-engage dormant 
customers. A “We Miss You” 
campaign tied to a seasonal 
refresh feels more natural 
than a random outreach. 
Consider o�ering a small 
incentive or personalized note 
to reconnect with past clients. 
Spring symbolizes second 
chances and customers 
respond well to that tone.

If you’ve been considering 
updating processes, 
systems, or branding, spring 
is a powerful moment to 
announce it. Even subtle 
improvements, i.e. new 

packaging, extended hour, 
and updated services can 
be framed as part of your 
seasonal evolution. Customers 
appreciate businesses that 
grow and adapt.

For brick-and-mortar 
businesses, curb appeal 
becomes especially important. 
Clean windows, refreshed 
signage, seasonal décor, 
and inviting displays attract 
foot tra�c. People are more 
likely to wander into stores 
when the environment feels 
welcoming and energized.

Paid advertising strategies 
can also shift with the season. 
Spring campaigns often 
bene�t from lighter messaging 
and aspirational imagery. 
Highlight transformation, 
growth, and fresh momentum. 
Align ad copy with how 
people want to feel during 

this time of 
year; motivated, 
optimistic, and 
ready for change.

Above all, spring 
marketing should 
feel intentional, 
not frantic. It’s 
not about doing 
everything, it’s 
about doing 
what aligns with 
your brand and 
your customers. 
When you tap 
into seasonal 
psychology 
thoughtfully, 
your campaigns 
feel less like 
promotions and 

more like invitations.

Spring reminds us that 
growth doesn’t happen by 
accident. It happens with 
preparation, care, and timing. 
The same is true for marketing. 
By refreshing your visuals, 
aligning your messaging, 
engaging your community, 
and leaning into themes of 
renewal, you position your 
business for a strong second 
quarter.

In the end, spring is about 
momentum. It’s about shaking 
o� stagnation and stepping 
forward with clarity and 
energy. When small businesses 
embrace that spirit in their 
marketing, they don’t just 
capture attention. They create 
connection. And connection, 
especially in seasons of 
change, is what drives lasting 
growth.
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WE BUILD 

BRANDS

Social Media Marketing

Google & Social Media Ads

Video Marketing

Website Design & Services

Email Marketing

Reputation Management

And Much, Much More!

Contact Us Today!

(484) 893-4055

www.lmssuccess.com
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The Power 
of Apparel
Using Logoed 
Apparel to 
Promote Your  
Business

Our world is currently 
dominated by digital ads, 
push noti�cations, and 
endless scrolling, so it’s easy 
to assume that physical 
marketing tools have lost 
their edge. Yet logoed 
apparel continues to prove 
otherwise. Branded shirts, 
hats, jackets, and hoodies 
remain one of the most 
powerful and cost-e�ective 
ways to promote a business. 
Why? Because unlike a social 
media post that disappears 

in seconds, apparel lives in 
the real world. It moves. It 
travels. It starts conversations. 
A well-designed hoodie, a 
clean-cut polo, or even a 
simple branded tee can do 
something a paid ad often 
cannot: it can live in the 
real world, move through 
communities, and spark 
authentic conversations.

There’s something undeniably 
powerful about seeing a 
brand worn proudly. When 

someone puts on a shirt with 
your logo, they aren’t just 
covering up, they’re endorsing. 
They’re signaling trust. They’re 
aligning themselves, however 
subtly, with your business. 
And that alignment matters. 
Studies in the promotional 
products industry consistently 
show that branded apparel 
is among the most retained 
and frequently used items 
consumers receive. Unlike 
a �yer that gets tossed or 
a digital ad that vanishes, 
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apparel sticks around, 
sometimes for years.

Think about how many 
impressions a single sweatshirt 
can generate. Worn to the 
gym, the grocery store, 
a local event, or even on 
vacation, that logo travels. 
It reaches people who may 
never have encountered your 
brand otherwise. It operates 
quietly, without pushing or 
interrupting. In a marketplace 
saturated with noise, subtle 
visibility often wins.

What makes apparel 
especially compelling is the 
psychology behind it. People 
don’t wear logos randomly. 
They wear brands they 
connect with. Brands that 
represent something,quality, 
community, creativity, 
reliability. When a customer 
chooses to wear your apparel, 
they’re making a statement. 
They’re saying, “I stand behind 
this.” That kind of organic 
endorsement carries more 
credibility than almost any 
paid campaign.

For small businesses rooted 
in their communities, the 
impact multiplies. A local 
co�ee shop’s hoodie worn 
at a neighborhood soccer 
game becomes a badge of 
belonging. A contractor’s 
branded jacket at a town 
festival signals presence and 
pride. Apparel doesn’t just 
promote—it embeds your 
business into the fabric of 
everyday life.

Internally, the in�uence of 

logoed apparel is 
just as signi�cant. 
A team out�tted 
in coordinated, 
branded clothing 
communicates 
professionalism 
and unity. It 
builds identity. It 
reminds employees 
that they’re part 
of something 
cohesive. There’s 
a quiet morale 
boost that comes 
from wearing a 
brand you help build every 
day. Uniformity, when done 
well, doesn’t feel rigid; it feels 
purposeful.

Of course, the key in 2026 is 
quality. Consumers expect 
comfort, �t, and style. The days 
of sti� promotional T-shirts 
with oversized logos are long 
gone. Today’s most e�ective 
branded apparel is wearable 
by choice, not obligation. 
Neutral color palettes, 
minimalist designs, and 
thoughtful logo placement 
create pieces that feel less like 
merchandise and more like 
lifestyle items. When apparel 
feels good, people reach for 
it repeatedly. And every time 
they do, your brand steps back 
into view.

There’s also a strategic layer 
that too many businesses 
overlook. Apparel doesn’t 
have to exist in isolation. It can 
support product launches, 
community events, social 
campaigns, and milestone 
celebrations. Limited-edition 

drops tied to anniversaries or 
seasonal themes can create 
urgency and excitement. 
People are drawn to 
exclusivity. When a design 
is only available for a short 
window, it becomes more 
than clothing. It becomes an 
experience.

Social media further ampli�es 
the e�ect. Customers who 
wear branded apparel often 
share photos organically. A 
tagged post featuring your 
logo on a hat or hoodie 
becomes instant user-
generated content. It’s 
authentic. It’s credible. And it 
extends your reach far beyond 
the original interaction. In a 
digital world obsessed with 
authenticity, branded apparel 
fuels it naturally.

The return on investment 
is another reason apparel 
continues to stand out. 
A single piece of high-
quality branded clothing 
can generate hundreds of 
impressions over its lifetime. 
Compare that to a paid 
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advertisement that stops 
performing the moment the 
budget runs out. Apparel 
keeps working long after the 
invoice is paid. It’s marketing 
with longevity.

There’s also room for revenue. 
Many small businesses now 
sell branded apparel rather 
than simply giving it away. 
When customers willingly 
purchase your logo, that 
speaks volumes. It transforms 
promotional material into a 
pro�t center and reinforces 
brand loyalty at the same time. 
People don’t buy what they 
don’t believe in.

Community pride plays an 
especially powerful role in 
this equation. Incorporating 
local elements, city names, 
landmarks, inside jokes, or 
regional phrases into your 
apparel designs strengthens 
emotional ties. Customers 
aren’t just wearing your logo; 
they’re celebrating their 
identity. That shared pride 
deepens connection and 
increases wear frequency.

Sustainability has also entered 
the conversation. In 2026, 
consumers care about how 
products are made. O�ering 
eco-friendly fabrics, ethical 
sourcing, or transparent 
production practices adds 
another layer of value. Apparel 
that aligns with broader 
social responsibility re�ects 
positively on your brand and 
resonates with values-driven 
customers.

It’s worth noting that 
apparel marketing thrives 
on intention. Randomly 
ordering bulk shirts with 
little design thought rarely 
produces meaningful results. 
Investing in professional 
design, considering �t and 
fabric, and aligning apparel 
with your brand personality 
makes all the di�erence. When 
the clothing re�ects your 
brand’s quality and character, 
it enhances perception rather 
than dilutes it.

In a marketplace that 
increasingly lives online, 
physical presence remains 

powerful. People still gather. 
They attend events. They 
travel. They shop in person. 
Branded apparel bridges 
digital awareness with real-
world interaction. It’s tangible 
proof that your brand exists 
beyond a screen.

Ultimately, logoed apparel 
works because it taps into 
something fundamental: 
identity. It allows customers 
and employees alike to 
express connection. It turns 
everyday life into subtle 
promotion. It builds familiarity, 
and familiarity builds trust.

In the end, the power of 
apparel lies in its ability to 
move through communities, 
conversations, and 
experiences. It’s marketing 
that doesn’t shout. It shows 
up quietly, consistently, and 
credibly. For small businesses 
looking to build visibility, 
loyalty, and community 
presence, logoed apparel isn’t 
just a promotional tool - it’s 
a wearable extension of your 
brand story.
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Employee retention has 
become one of the most 
pressing challenges facing 
small businesses today. In 
a competitive labor market 
where skilled workers have 
more options than ever, 
keeping a strong team intact 
is no longer just about pay or 
perks—it’s about leadership. 
In 2026 and beyond, the 
businesses that retain their 
people are the ones that lead 
with intention, empathy, and 

clarity. At the center of loyalty 
is not policy, but leadership.

For small businesses 
especially, leadership has 
an outsized in�uence on 
retention. Teams are smaller, 
relationships are closer, and 
leadership decisions are felt 
immediately. Employees 
don’t experience leadership 
through mission statements 
or handbooks—they 
experience it through daily 

interactions, communication 
styles, and how leaders show 
up when things get tough. 
In many cases, people don’t 
leave companies; they leave 
leadership.

Trust is the foundation of a 
loyal team, and trust starts 
at the top. Leaders who 
are consistent, honest, and 
transparent create a sense 
of stability that employees 
crave. When team members 

Building a Loyal Team: How 

Leadership Impacts Retention 

in Small Businesses



understand expectations, 
feel informed about changes, 
and trust leadership to 
act fairly, they’re far more 
likely to stay—even during 
challenging seasons. 
Uncertainty, silence, and 
inconsistency erode trust 
faster than almost anything 
else.

Communication plays a 
critical role in retention. 
Small business leaders who 

communicate clearly and 
regularly reduce frustration 
and confusion. This doesn’t 
mean over-communicating 
every detail; it means being 
accessible, open to questions, 
and willing to explain the 
“why” behind decisions. 
Employees who feel included 
in the bigger picture feel 
invested in the outcome.

Empathy has also become 
a de�ning leadership trait 
in retaining teams. Today’s 
workforce values being 
seen as whole people, not 
just job titles. Leaders who 
acknowledge workloads, 
personal challenges, and 
work-life balance earn loyalty 
that compensation alone can’t 
buy. Empathy doesn’t weaken 
leadership—it strengthens 
it by creating environments 
where people feel safe, 
respected, and motivated to 
do their best work.

Recognition is another 
powerful retention driver 
that often gets overlooked. 
Employees want to know 
their e�orts matter. In small 
businesses, recognition 
doesn’t need to be formal or 
expensive—it needs to be 
genuine. A sincere thank-you, 
public acknowledgment, or 
thoughtful feedback reinforces 
value. Leaders who regularly 
recognize contributions create 
a culture where people feel 
appreciated rather than taken 
for granted.

Growth opportunities are 
also closely tied to leadership. 

Employees are more likely 
to stay when they see a 
future with the business. 
Leaders who invest in 
training, mentorship, and skill 
development signal long-term 
commitment to their team. 
Even when upward mobility is 
limited, learning opportunities 
and expanded responsibilities 
can keep employees engaged 
and growing rather than 
stagnant.

Leadership also sets the tone 
for workplace culture. How 
leaders handle stress, con�ict, 
and change becomes the 
model for everyone else. 
When leaders remain calm 
under pressure, address issues 
directly, and treat people with 
respect, they foster a culture of 
professionalism and resilience. 
Toxic behaviors tolerated at 
the leadership level quickly 
spread—and they drive good 
people away.

Autonomy is another key 
factor in retention, and 
it starts with trust-based 
leadership. Employees who 
are micromanaged feel 
undervalued and restricted. 
Leaders who empower their 
teams to make decisions, 
solve problems, and take 
ownership create con�dence 
and accountability. Autonomy 
signals trust, and trust fuels 
loyalty.

Fairness and consistency also 
matter deeply. Employees 
watch how leaders apply rules, 
distribute opportunities, and 
resolve con�icts. Perceived 
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favoritism or inconsistency 
can damage morale faster 
than heavy workloads. Leaders 
who are fair, predictable, 
and principled create 
environments where people 
feel secure and respected.

One often underestimated 
leadership impact on 
retention is how feedback 
is handled. Constructive 
feedback, when delivered 
respectfully and with clarity, 
helps employees improve 
and feel supported. Avoiding 
feedback—or delivering it 
harshly—creates anxiety 
and disengagement. Strong 
leaders treat feedback as a tool 
for growth, not control.

Workload management is 
another area where leadership 
directly a�ects retention. 
Small businesses often move 
fast and operate lean, but 
leaders must remain mindful 
of burnout. Leaders who 
notice signs of exhaustion 
and proactively adjust 
expectations show care and 
foresight. Employees who 
feel protected from burnout 
are far more likely to remain 
committed.

Leadership also in�uences 
how connected employees 
feel to the business’s mission. 
When leaders clearly articulate 
purpose and values—and 
live them consistently—
employees �nd meaning in 
their work. Purpose-driven 
teams stay longer because 
their work feels bigger than 
a paycheck. Leaders who 

connect daily tasks to a 
broader mission inspire loyalty 
and pride.

Retention is also shaped by 
how leaders handle transitions 
and change. Whether it’s 
growth, restructuring, or 
economic uncertainty, leaders 
who communicate early and 
honestly maintain trust. Even 
di�cult news, when handled 
with transparency and respect, 
preserves loyalty. Silence or 
avoidance does the opposite.

Perhaps the most important 
truth about retention is this: 
loyalty is built in the everyday 
moments. It’s built in how 
leaders respond to mistakes, 
how they celebrate wins, how 
they listen, and how they 
treat people when no one is 
watching. These moments 
accumulate, shaping whether 
employees feel valued or 
disposable.

In small businesses, leadership 
is personal—and that’s a 

strength. Leaders have the 
opportunity to know their 
teams, understand their 
motivations, and create 
environments where people 
genuinely want to stay. 
Retention isn’t about locking 
people in; it’s about giving 
them reasons to remain.

Building a loyal team 
starts with leadership. In 
small businesses, where 
relationships are close 
and culture is felt daily, 
leadership has a direct 
impact on retention. Trust, 
communication, empathy, 
recognition, growth 
opportunities, and fairness 
all �ow from the top. When 
leaders prioritize people—not 
just productivity—they create 
workplaces where employees 
feel valued, supported, and 
invested for the long term. 
In 2026, the businesses that 
retain their teams will be the 
ones that lead with intention, 
humanity, and consistency.

14
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For years, hashtags were 
treated like the secret sauce 
of Instagram growth. Add the 
right mix, and suddenly your 
post could reach thousands of 
new people. Then algorithms 
evolved, search behavior 
changed, and creators 
started asking the inevitable 
question: Do hashtags even 
matter anymore? In 2026, the 
answer is more nuanced than 
a simple yes or no. Hashtags 
still work—but not in the way 
they once did, and not as a 
standalone strategy.

Instagram itself has changed 
dramatically. What began as 
a photo-sharing app is now a 
discovery platform driven by 
interest-based content. Reels, 
search optimization, saves, 
and engagement signals play 
a much larger role than they 
did even a few years ago. 

That shift has led many small 
business owners to abandon 
hashtags altogether. But that 
move often leaves reach on 
the table.

Hashtags still serve a purpose 
on Instagram, just a di�erent 
one. Think of them less as a 
viral growth hack and more 
as a context signal. Hashtags 
help the platform understand 
what your content is about, 
who it’s relevant to, and where 
it belongs in the broader 
ecosystem. In that sense, they 
act more like SEO keywords 
than promotional boosters.

In 2026, Instagram prioritizes 
relevance over volume. Posts 
aren’t shown simply because 
they include popular hashtags; 
they’re shown because the 
content itself performs well 
with the right audience. 

Hashtags support that process 
by reinforcing topic clarity. 
When your caption, on-screen 
text, audio, engagement 
behavior, and hashtags all 
align, your content becomes 
easier for the algorithm to 
categorize and distribute.

One of the biggest mistakes 
businesses still make is relying 
on overly broad hashtags. 
Tags like #smallbusiness, 
#entrepreneur, or #marketing 
are so saturated that content 
disappears almost instantly. 
While these hashtags aren’t 
harmful, they rarely drive 
meaningful discovery. More 
speci�c, niche hashtags—
those tied closely to your 
industry, service, location, 
or audience—are far more 
e�ective in 2026.

Another important shift is how 
users search on Instagram. 
More people are typing full 
phrases into the search bar 
instead of tapping hashtags. 
Instagram now indexes 
captions, bios, and even 
on-screen text. This means 
hashtags work best when 
they complement strong 
keyword-rich captions, not 
replace them. If your caption 
clearly explains what your 
post is about, hashtags simply 
reinforce that message.

Reels have further changed 
the hashtag conversation. 
Many viral Reels use very few 
hashtags—or none at all—
because distribution is driven 
primarily by watch time, 
retention, shares, and saves. 
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That said, hashtags can still 
help Reels land in the right 
interest category, especially for 
educational, local, or industry-
speci�c content. They’re not 
the driver, but they are a 
supporting signal.

Location-based hashtags 
continue to be especially 
valuable for small businesses. 
Tags tied to cities, regions, 
or local communities help 
connect content with nearby 
audiences. For brick-and-
mortar businesses, service 
providers, and local brands, 
this is one of the most 
practical uses of hashtags. 
It’s not about reaching 
everyone—it’s about reaching 
the right people.

The number of hashtags also 
matters less than it once did. 
Instagram no longer rewards 
maxing out 30 hashtags. 
In fact, many studies and 
platform insights suggest 
that fewer, more relevant 
hashtags perform better. 
Most successful posts in 2026 
use anywhere from three to 
ten well-chosen hashtags. 
Intentional beats excessive 
every time.

Placement has also evolved. 
Whether hashtags live in the 
caption or the �rst comment 
no longer makes a measurable 
di�erence. What matters is 
relevance and clarity, not 
hiding them for aesthetics. 
If hashtags �t naturally into 
the caption, that’s perfectly 
acceptable. If you prefer them 
separated, that works too. The 

algorithm doesn’t penalize 
either approach.

It’s also important to address 
the myth of “banned hashtags.” 
While some hashtags may 
be restricted due to misuse, 
most visibility issues stem 
from content quality or 
engagement—not hashtag 
selection alone. Hashtags 
won’t �x weak content, 
and they won’t tank strong 
content on their own. They are 
ampli�ers, not saviors.

For small businesses, the most 
e�ective hashtag strategy 
in 2026 is intentional and 
consistent. Create a core set 
of branded hashtags, a group 
of niche industry hashtags, 
and a few location-based tags. 
Rotate them thoughtfully 
based on content type rather 
than copying and pasting 
the same block every time. 
This keeps signals fresh and 
aligned.

Hashtags also play a role in 
brand discovery over time. 
When users tap a hashtag 
and explore related content, 
consistently appearing in 
that space builds familiarity. 
This is especially helpful for 
educational brands, creators, 
and service-based businesses 
positioning themselves as 
authorities within a niche.

It’s worth noting that hashtags 
should never be prioritized 
over content quality. Strong 
hooks, clear messaging, 
engaging visuals, captions 
that sound human, and 

content that provides value 
will always outperform perfect 
hashtag strategy. Hashtags 
support good content; they 
don’t compensate for weak 
storytelling.

Instagram itself, operated by 
Instagram, has made it clear 
that creators and businesses 
should focus more on creating 
content people want to 
engage with and less on 
gaming the system. Hashtags 
are part of that ecosystem—
but they’re only one piece.

The smartest approach in 
2026 is to treat hashtags as 
supporting characters, not 
the main attraction. Use 
them to clarify, categorize, 
and reinforce—not to chase 
reach for reach’s sake. When 
combined with strong 
captions, searchable language, 
consistent posting, and 
engaging formats like Reels 
and carousels, hashtags still 
contribute meaningful value.

Hashtags do still work on 
Instagram in 2026—but 
their role has evolved. They 
no longer drive growth on 
their own, yet they remain an 
important tool for context, 
relevance, and discovery 
when used intentionally. For 
small businesses, the winning 
strategy is fewer, more speci�c 
hashtags paired with strong 
content, clear messaging, and 
consistent engagement. In 
today’s Instagram landscape, 
hashtags don’t replace 
strategy—they support it.
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HOW TO INCORPORATE 

America’s 250th Birthday
INTO YOUR SMALL BUSINESS MARKETING
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In 2026, the United States 
celebrates a historic milestone: 
250 years since the signing 
of the Declaration of 
Independence. This isn’t just 
another patriotic holiday - 
it’s a once-in-a-generation 
marketing opportunity. 
America’s Semi quincentennial 
(often referred to as America 
250) will spark national 
celebrations, local events, 
tourism boosts, and a surge 
in community pride. For small 
businesses, this moment o�ers 
far more than red, white, and 
blue décor. It’s a chance to 
tell stories, connect locally, 
and align your brand with 
a milestone that resonates 
deeply across generations.

The key to leveraging 
America’s 250th birthday 
successfully is authenticity. 
Customers in 2026 are quick to 
spot surface-level marketing. 
Simply adding patriotic 
graphics to a social post won’t 
move the needle. Instead, 
small businesses should ask: 
How does our brand connect 
to community, heritage, or 
the American spirit? The 
most powerful campaigns 
will tie your story to the 
larger narrative of resilience, 
innovation, and local pride.

One of the simplest and 
most e�ective strategies 
is leaning into storytelling. 
America’s 250th celebration 
invites re�ection—on 
history, progress, and the 
entrepreneurial spirit. Small 
businesses can highlight their 
own journey. Share how your 

company started, how it has 
grown, and how it contributes 
to your local community. 
If your business has multi-
generational roots or ties to a 
historic district, this is the time 
to showcase it. Customers 
connect deeply with legacy 
and local impact.

Community involvement will 
be a major theme of the Semi 
quincentennial. Many towns 
and cities will host parades, 
festivals, markets, and special 
events. Small businesses 
can participate as sponsors, 
vendors, collaborators, or 
hosts. Aligning your brand 
with local celebrations 
reinforces visibility and 
strengthens community 
relationships. Even something 
as simple as hosting a themed 
in-store event or sidewalk sale 
during local festivities can 
increase foot tra�c and brand 
awareness.

Limited-edition products are 
another strong opportunity. 
Consider o�ering America 
250-themed collections, 
packaging, or merchandise 
that feel special and time-
bound. This could include 
commemorative apparel, 
custom décor, curated 
bundles, or even specialty 
menu items. Scarcity drives 
interest, and a once-in-250-
years milestone creates natural 
urgency.

Collaborations can amplify 
your reach. Partner with 
other local businesses to 
create joint promotions or 

bundled experiences tied to 
the celebration. For example, 
a bakery could collaborate 
with a local co�ee shop for 
a “250 Celebration Bundle,” 
or a retailer could team up 
with a local artist to create 
a commemorative design. 
Collaborative marketing 
strengthens community ties 
while sharing promotional 
costs and exposure.

Educational content also 
presents a meaningful angle. 
Sharing historical facts, local 
heritage stories, or spotlights 
on notable �gures from your 
region adds value beyond 
selling. Social media posts, 
blogs, email campaigns, and 
in-store signage can all re�ect 
thoughtful participation in the 
national celebration. When 
businesses contribute to the 
cultural conversation rather 
than simply capitalize on it, 
audiences respond more 
positively.

Cause-driven campaigns align 
particularly well with this 
milestone. America’s 250th 
birthday will spark discussions 
around freedom, opportunity, 
and community progress. 
Small businesses can connect 
by supporting local charities, 
veterans’ organizations, 
historical societies, or youth 
programs. A portion-of-
proceeds campaign or 
donation initiative reinforces 
values and deepens customer 
trust.

Experiential marketing 
will also thrive during this 
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celebration year. Hosting 
workshops, themed events, 
live music nights, family 
activities, or anniversary-
style celebrations creates 
shareable moments. These 
experiences not only 
generate revenue but also 
build emotional connections 
that extend beyond a single 
transaction.

Digital marketing should 
not be overlooked. Create 
content series counting down 
to July 4, 2026. Share behind-
the-scenes preparations, 
product teasers, or community 
collaborations. Use email 
marketing to highlight special 
o�ers and event details. 
Hashtags tied to America 250 
will trend throughout the 
year, o�ering discoverability 
opportunities when used 
thoughtfully and locally.

Visual branding can play a 
role as well, but subtlety wins. 
Instead of overwhelming 
your brand with heavy 
patriotic graphics, consider 
incorporating re�ned red, 
white, and blue accents, 
heritage-inspired fonts, or 
vintage design elements that 
feel intentional. Cohesion 
is key; your brand identity 
should remain recognizable 
while participating in the 
theme.

For service-based businesses, 
America’s 250th o�ers 
positioning opportunities. 
Contractors, �nancial 
advisors, law �rms, and other 
professional services can 

tie messaging to themes of 
building, planning, securing, 
or strengthening the future, 
echoing the spirit of growth 
and independence. This allows 
participation without relying 
on product-based promotions.

Tourism is expected to 
increase signi�cantly in 2026 
as visitors travel for national 
celebrations. Small businesses 
in hospitality, retail, and dining 
should prepare marketing 
campaigns that target both 
locals and visitors. Highlight 
what makes your town unique 
and position your business as 
a must-visit destination.

One critical factor to consider 
is trademark and branding 
compliance. O�cial America 
250 logos and materials are 
controlled by the U.S. Semi 
quincentennial Commission, 
and businesses should review 
guidelines before using o�cial 
marks. However, participation 
in the celebration does not 
require o�cial branding. 
Creative, compliant messaging 
can still capture the moment 
without overstepping 
regulations.

The most successful 
campaigns will strike a balance 
between celebration and 
authenticity. This milestone 
is about more than sales - it’s 
about re�ection, community, 
and shared history. Businesses 
that approach it with respect 
and creativity will build 
stronger relationships with 
customers who appreciate 
meaningful participation.

America’s 250th birthday 
presents a rare marketing 
opportunity for small 
businesses willing to think 
beyond surface-level 
patriotism. By focusing on 
storytelling, community 
involvement, limited-edition 
o�erings, collaborations, 
cause-driven initiatives, 
and experiential marketing, 
businesses can participate in 
a way that feels authentic and 
impactful. 

In 2026, the brands that 
stand out won’t just wave 
the �ag, they’ll connect their 
story to the larger narrative 
of resilience, growth, and 
community that de�nes this 
historic milestone.
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March was named after Mars, the Roman god of war, and in ancient Rome it actually marked the beginning of the 
new year. As winter faded and spring approached, it was the time when armies marched o� to battle and farmers 
returned to the �elds—giving the month its energetic, get-moving spirit.

March Marketing History:

•	 March 2, 1983: The �rst compact disc (CD) players and discs were released in the United States, changing the 
music industry and how entertainment was marketed to consumers.

•	 March 10, 1876: Alexander Graham Bell made the �rst successful telephone call. Decades later, this invention 
would become the backbone of telemarketing and customer service marketing.

•	 March 12, 1989: Tim Berners-Lee proposed the idea for the World Wide Web, a breakthrough that eventually 
transformed marketing through websites, digital advertising, and e-commerce.

•	 March 15, 1985: The very �rst .com domain name, symbolics.com, was registered—launching the era of online 
business branding and digital presence.

•	 March 21, 2006: Twitter was founded, creating one of the world’s most in�uential platforms for real-time 
marketing, brand engagement, and viral campaigns.

•	 March 23, 2009: Google o�cially introduced AdWords Interest-Based Advertising, allowing marketers to target 
users based on browsing behavior—an early milestone in modern digital ad targeting.

https://lmssuccess.com(484) 893-4055
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Cover Photo
Pro�le Picture
Feed Post (Square)
Feed Post (Portrait)
Shared Link
Stories
Event Cover

Pro�le Picture
Feed Post (Square)
Feed Post (Portrait)
Feed Post (Landscape)
Reels
Stories

Pro�le Picture
Standard Pin
Long Pin
Board Cover
Idea Pin

Pro�le Picture
Header Image
In-Feed Image
Square Post Image
Link Preview Image

Personal / Business Pro�le Photo
Company Cover Photo
Personal Cover Photo
Feed Image - Landscape
Feed Image - Square
Vertical Feed Post
Stories / Vertical Video

2026 Social Media
Image Size Guide

PLATFORM IMAGE OPTIMAL SIZE IN PIXELS

851 x 315
320 x 320
1080 x 1080
1080 x 1350
1200 x 630
1080 x 1920
1920 x 1005

320 x 320
1080 x 1080
1080 x 1350 or 1080 x 1440
1080 x 566
1080 x 1920
1080 x 1920

165 x 165
1000 x 1500
1000 x 1800
222 x 150
1080 x 1920

400 x 400
1500 x 500
1600 x 900
1080 x 1080
800 x 418

400 x 400
1128 x 191
1584 x 396
1200 x 627
1200 x 1200
1080 x 1350
1080 x 1920
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