
The Marketing Guide for Local Business Owners November 2026

MMarketingarketing
LOCAL BUSINESS

Proudly Provided by LMS Solutions IncFREE!

Infographic:
2026 Holiday 

Planning Guide

How to Turn 
Setbacks Into 

Stepping
Stones:

Resilient Leadership

in Small Business

Delegation 

Done Right: 

Letting Go 

Without 

Losing 

Control

Position 

Your Local 

Business

for Success 

in 2027

Podcasting 
for Small 
Businesses 
Getting Started
on a Budget



MMarketingarketing
LOCAL BUSINESS Inside This 

Month’s Issue

Marketing Calendar

Delegation Done 
Right: Letting Go 
Without Losing Control

4

5

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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Welcome to the November Issue! 
 
As 2026 comes to a close, small business owners 
have an opportunity to reflect on challenges they’ve 
overcome & prepare for opportunities ahead. This 
month, we’re focusing on strengthening leadership, 
embracing new opportunities, and developing 
strategies to position your business for success.

Inside this month’s issue:

•	 Delegation Done Right: Letting Go Without 
Losing Control – Discover how to empower your 
employees, improve productivity, and free up 
more time to focus on growing your business.

•	 How to Turn Setbacks Into Stepping Stones: 
Resilient Leadership in Small Business – Learn how 
to navigate challenges, adapt to unexpected 
obstacles, and turn difÏcult experiences into 
opportunities for growth.

•	 Podcasting for Small Businesses: Getting Started 
on a Budget – Explore how to launch a podcast 
without breaking the bank while building 
credibility and connecting with your audience.

•	 Position Your Local Business for Success in 
2027 – Practical strategies for strengthening your 
finances, improving your marketing, & preparing 
your business for a successful year ahead.

•	 Infographic: 2026 Holiday Planning Guide – Your 
guide to preparing your 2026 holiday marketing 
strategy.

We hope this issue provides valuable insights and 
practical ideas to help you finish the year strong and 
enter 2027 with confidence. As always, thank you 
for reading and for being part of our local business 
community.

Alyssa Engle
Marketing Manager

LMS Solutions, Inc
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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:



Plan your marketing messages around these upcoming holidays and proclamations.

Marketing Calendar
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1st - All Saints’ Day 
1st - World Vegan Day 
1st - Author’s Day 
1st - Daylight Saving Time Ends 
2nd - All Souls’ Day 
3rd - Sandwich Day 
4th - Candy Day 
4th - Stress Awareness Day 
5th - American Football Day 
6th - Basketball Day 
6th - National Nachos Day 
7th - International Merlot Day 
8th - Tongue Twister Day 
9th - Go to an Art Museum Day 
10th - Marine Corps Birthday 
10th - World Science Day 
11th - Veterans Day 
11th - Sundae Day 
13th - World Kindness Day 
13th - Sadie Hawkins Day 

14th - Pickle Day 
14th - World Diabetes Day 
15th - America Recycles Day 
15th - Clean Out Your Refrigerator Day 
16th - Fast Food Day 
17th - Hiking Day 
17th - World Prematurity Day 
18th - Apple Cider Day 
18th - Mickey Mouse’s Birthday 
19th - International Men’s Day 
20th - World Children’s Day 
21st - National Adoption Day 
23rd - Espresso Day 
23rd - Fibonacci Day 
26th - Thanksgiving Day 
26th - Cake Day 
27th - Black Friday 
28th - French Toast Day 
30th - Cyber Monday 
30th - Computer Security Day

November

December

1st - Giving Tuesday 
2nd - National Mutt Day 
3rd - International Day of Persons with Disabil-
ities 
4th - National Cookie Day 
5th - International Volunteer Day 
6th - St. Nicholas Day 
7th - National Pearl Harbor Remembrance Day 
8th - Pretend to Be a Time Traveler Day 
9th - National Pastry Day 
10th - Human Rights Day 
10th - Nobel Prize Day 
11th - International Mountain Day 
12th - Poinsettia Day 
13th - National Cocoa Day 
14th - Monkey Day 
15th - International Tea Day 
16th - Chocolate Covered Anything Day 
17th - National Maple Syrup Day 
18th - National Ugly Christmas Sweater Day 

19th - National Hard Candy Day 
20th - Go Caroling Day 
21st - First Day of Winter 
21st - Crossword Puzzle Day 
21st - National Short Girl Appreciation Day 
22nd - National Cookie Exchange Day 
23rd - Festivus 
23rd - National Roots Day 
24th - Christmas Eve 
25th - Christmas Day 
26th - Kwanzaa Begins 
26th - National Candy Cane Day 
27th - National Fruitcake Day 
28th - Card Playing Day 
28th - National Chocolate Candy Day 
29th - Still Need To Do Day 
30th - National Bacon Day 
31st - New Year’s Eve 
31st - National Champagne Day
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For many small business 
owners, the company began 
with one person doing nearly 
everything. They answered 
the phone, handled customer 
inquiries, managed invoices, 
completed the work, ordered 
supplies, maintained the 
website, and made every 
important decision. In the 
early stages, this hands-on 
approach was often necessary. 
There simply were not enough 
employees, resources, or 
hours in the day to distribute 
responsibilities.

As the business grows, 
however, the habits that 
helped it survive can become 
the very things preventing 
it from reaching the next 
level. The owner continues 

Delegation Done Right
Letting Go Without Losing Control

reviewing every proposal, 
approving routine purchases, 
responding to customer 
questions, and solving 
problems employees could 
potentially handle themselves. 
What once demonstrated 
dedication gradually becomes 
a bottleneck that slows 
decisions, limits productivity, 
and leaves little time for 
strategic planning.

Delegation is one of the most 
important leadership skills 
a small business owner can 
develop, yet it is also one of 
the most difÏcult to practice 
consistently. 

Owners often feel personally 
responsible for every aspect 

of the company, and handing 
over responsibilities can feel 
like surrendering control 
over something they have 
spent years building. The 
challenge is learning that 
effective delegation does 
not mean losing control. 
It means creating the 
systems, expectations, and 
accountability that allow 
the business to operate 
successfully without requiring 
the owner’s involvement in 
every detail.

The distinction matters 
because a business that 
depends entirely on one 
person’s constant attention 
has limited capacity to grow. 
There are only so many hours 
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in a day, and even the most 
dedicated entrepreneur 
eventually reaches the point 
where working longer is no 
longer a practical solution. 
Growth requires the ability 
to accomplish more through 
people, processes, and shared 
responsibility rather than 
personal effort alone.

Research reinforces the 
importance of this transition. 
Gallup has consistently found 
that managers account for 
approximately 70 percent 
of the variation in employee 
engagement across teams. 
Leadership practices, including 
communication, expectations, 
recognition, and opportunities 
for employees to take 
ownership of their work, play 
an important role in how 
effectively teams perform. For 
small businesses, where the 
owner frequently serves as 
the primary manager, these 
habits can influence the entire 
organization.

Delegation also affects how 
employees view their roles. 
When capable team members 
are trusted with meaningful 
responsibilities, they have 
opportunities to develop 
new skills, exercise judgment, 
and contribute more directly 
to the company’s success. 
When every decision requires 
approval from the owner, 
employees may begin to feel 
that their experience and 
abilities are undervalued.

The first step toward better 
delegation is recognizing 

why owners struggle with it. 
Some believe nobody else 
can perform a task as well 
as they can. Others worry 
that mistakes will damage 
customer relationships or 
create additional expenses. 
Some simply find it faster to 
complete a task themselves 
than to explain it to someone 
else. These concerns are 
understandable, particularly 
when the business has a small 
staff and little room for error.

However, completing a 
task personally because it 
takes less time today can 
create a recurring problem 
tomorrow. If an owner spends 
thirty minutes each week 
completing a responsibility 
that could be taught to an 
employee, that may not seem 
significant. Over the course 
of a year, however, the task 
consumes approximately 
twenty-six hours. When the 
same pattern occurs across 
dozens of responsibilities, the 
cumulative cost becomes 
substantial.

The issue is not simply time. 
Every hour spent managing 
routine activities is an hour 
unavailable for developing 
new services, strengthening 
customer relationships, 
evaluating financial 
performance, or identifying 
growth opportunities. Owners 
who remain deeply involved 
in every operational detail 
may find themselves working 
harder while making less 
progress on the decisions that 
matter most.

A useful starting point is 
to examine how time is 
currently spent. For one or 
two weeks, owners can keep 
a simple record of their daily 
responsibilities. The goal is not 
to account for every minute 
but to identify patterns. 
Which activities require the 
owner’s specific expertise? 
Which could be performed by 
a trained employee? Which 
tasks are repeated frequently? 
Which responsibilities 
consume considerable time 
without directly contributing 
to the company’s strategic 
priorities?

This exercise often reveals that 
owners are holding on to work 
simply because they have 
always done it. Scheduling 
appointments, preparing 
routine reports, managing 
inventory, following up on 
standard customer inquiries, 
updating website content, or 
coordinating internal projects 
may all be responsibilities that 
can eventually be transferred 
to someone else.

Not every task should be 
delegated, of course. Major 
financial decisions, sensitive 
personnel matters, important 
strategic choices, and 
responsibilities involving 
significant legal or operational 
risk may require direct owner 
involvement. The objective is 
not to remove the owner from 
leadership. It is to ensure that 
leadership time is spent where 
it creates the greatest value.

One of the most common 
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delegation mistakes is 
assigning a responsibility 
without clearly defining the 
expected result. An owner 
might tell an employee to 
“handle customer follow-
up” or “take care of social 
media” and assume the 
instructions are sufÏcient. 
The employee may interpret 
the assignment differently, 
resulting in frustration when 
the completed work does 
not match the owner’s 
expectations.

Effective delegation begins 
with clarity. Employees should 
understand what needs to 
be accomplished, why the 
responsibility matters, what a 
successful outcome looks like, 
and when the work should 
be completed. They should 
also know which decisions 
they can make independently 
and which situations require 
approval.

Consider a local retail business 
where the owner wants a 
manager to take responsibility 
for inventory ordering. Simply 
instructing the manager to 
“keep products in stock” 
leaves too much uncertainty. 
A better approach would 
establish inventory targets, 
purchasing limits, preferred 
suppliers, reorder procedures, 
and expectations for 
reporting unusual expenses 
or shortages. With those 
guidelines in place, the 
manager can make routine 
decisions confidently while 
the owner retains oversight of 
larger financial commitments.

This illustrates an important 
principle: delegation should 
transfer responsibility and 
appropriate authority 
together. Employees cannot 
be expected to own an 
outcome if they are not 
allowed to make the decisions 
necessary to achieve it. When 
an owner assigns a task but 
requires approval for every 
minor step, the responsibility 
has not truly been delegated. 
The employee has simply 
become another person 
involved in a process that 
still depends entirely on the 
owner.

At the same time, authority 
should be appropriate to the 
employee’s experience and 
the potential consequences 
of a decision. A newly hired 
employee may need more 
guidance and narrower 
decision-making limits 
than someone who has 
successfully managed 
similar responsibilities for 
several years. As employees 
demonstrate competence, 
those boundaries can expand.

Choosing the right person is 
therefore just as important 
as choosing the right task. 
Delegation should take 
into account an employee’s 
skills, experience, interests, 
workload, and potential for 
development. The person 
who is currently the most 
dependable may not always 
be the best choice, particularly 
if that employee is already 
carrying more responsibilities 
than others.

What Should 
You Delegate?

•	 Is this a recurring task 
that takes time away from 
higher-priority work?

•	 Could a trained employee 
complete it successfully?

•	 Can I clearly explain the 
expected result?

•	 Does the task have a 
manageable level of risk?

•	 Would delegating it help 
an employee develop new 
skills?

•	 Can I establish a process for 
monitoring results?

•	 Will delegating this 
responsibility free up 
meaningful time?

After You
Delegate:

•	 Allow the employee to 
complete the work without 
constant interference.

•	 Review progress at agreed-
upon checkpoints.

•	 Evaluate results against 
expectations, not personal 
preferences.

•	 Provide speci�c, 
constructive feedback.

•	 Address mistakes by 
identifying their causes and 
solutions.

•	 Recognize successful work 
and initiative.

•	 Adjust responsibilities and 
authority as con�dence 
develops.

7
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Small business owners 
sometimes make the 
mistake of delegating nearly 
everything to one trusted 
employee. While this may 
initially feel efÏcient, it can 
create a new bottleneck and 
increase the risk of burnout. It 
can also leave the company 
vulnerable if that employee 
becomes unavailable or 
eventually leaves.

Distributing responsibilities 
thoughtfully helps develop 
a stronger team. An 
employee who is particularly 
organized may be well 
suited to coordinating 
projects or managing 
schedules. Someone with 
strong communication skills 
might take responsibility for 
customer follow-up. Another 
employee may demonstrate 
an aptitude for training new 
hires or improving internal 
processes.

Delegation can become a 
valuable form of professional 
development when 
assignments are matched 
to employees’ strengths and 
interests. It gives people 
opportunities to grow beyond 
their existing job descriptions 
and prepares the company for 
future leadership needs.

Training is another essential 
component. Owners 
sometimes expect employees 
to perform unfamiliar 
responsibilities correctly 
after receiving only a brief 
explanation. When mistakes 
occur, the owner concludes 

that delegation does not work 
and takes the task back.
A more effective approach 
is to invest time in teaching 
the process. This may involve 
demonstrating the task, 
allowing the employee to 
practice, reviewing early 
results, and gradually reducing 
supervision as confidence 
develops. Written procedures, 
checklists, templates, and 
short training videos can make 
the transition easier while 
reducing the need to explain 
the same process repeatedly.

Creating straightforward 
systems can change that 
dynamic. A documented 
customer onboarding process, 
for example, can outline what 
information to collect, which 
documents to prepare, when 
to follow up, and how to 
handle common questions. 
Once employees understand 
the process, the owner can 
focus on exceptions rather 
than overseeing every new 
customer interaction.

These systems also make the 
business more resilient. If an 
employee is absent, another 
team member can step in with 
less disruption. If the company 
hires additional staff, training 
becomes more consistent. If 
the owner takes time away, 
essential responsibilities are 
less likely to come to a halt.
Perhaps the most difÏcult part 
of delegation comes after the 
assignment has been made. 
Owners must resist the urge to 
constantly intervene.
Micromanagement often 

begins with good intentions. 
The owner wants to protect 
quality, prevent mistakes, 
and ensure customers 
receive the experience they 
expect. However, excessive 
supervision can undermine 
the very benefits delegation 
is supposed to provide. 
Employees become hesitant 
to make decisions, routine 
work slows down, and the 
owner remains involved in 
nearly every detail.

There is an important 
difference between 
maintaining standards and 
insisting that every task be 
completed exactly the way 
the owner would do it. If 
an employee achieves the 
desired result through a 
different but equally effective 
process, that difference may 
not require correction.

For example, a business owner 
may have a preferred method 
for organizing a project 
schedule. An employee might 
use a different system that 
produces accurate timelines, 
keeps customers informed, 
and allows the team to 
complete work efÏciently. 
Unless the alternative creates 
problems, the owner’s 
personal preference should 
not automatically outweigh 
the employee’s judgment.
Allowing employees some 
flexibility in how they 
accomplish their work can 
also encourage innovation. 
People who perform a task 
regularly may discover 
improvements that the owner 

8



has overlooked. Delegation 
creates opportunities for 
those ideas to emerge, but 
only when employees feel 
comfortable exercising 
initiative.

Maintaining control 
requires establishing 
appropriate checkpoints 
rather than monitoring 
every action. Depending 
on the responsibility, this 
might involve a brief weekly 
meeting, a shared project 
dashboard, a monthly financial 
report, or scheduled reviews 
at important milestones.
A contractor delegating 
project coordination, for 
instance, might require 
updates on scheduling, 
budgets, customer concerns, 
and potential delays. 

The project coordinator 
can manage routine 
communication and daily 
decisions, while the owner 
becomes involved when 
issues exceed established 
limits.
This approach creates 
accountability without 
unnecessary interference. 
Employees know what 
information must be reported, 
and owners have visibility 
into performance without 
constantly requesting updates.
The frequency of oversight 
should reflect the complexity 
and risk of the assignment. 
A routine administrative task 
may require only occasional 
review. A new service launch 
or major customer project 
may justify more frequent 

communication. Effective 
leaders adjust their level of 
involvement rather than 
applying the same supervision 
to every responsibility.
Mistakes are another 
unavoidable part of 
delegation. Even well-trained 
employees will occasionally 
make decisions the owner 
would have handled 
differently. The response to 
those mistakes can determine 
whether delegation becomes 
a lasting leadership practice or 
another abandoned attempt 
to share responsibility.

When something goes 
wrong, owners should first 
determine whether the 
issue resulted from unclear 
expectations, inadequate 
training, insufÏcient resources, 
or poor judgment. Each cause 
requires a different response. 
Correcting a process problem 
is not the same as addressing 
repeated carelessness.

Employees should be 
held accountable for 
their responsibilities, but 
accountability does not have 
to involve embarrassment 
or blame. Constructive 
conversations can help 
employees understand what 
happened, how to correct the 
problem, and what should 
change going forward.
If every mistake results in the 
owner immediately reclaiming 
the task, employees may 
become reluctant to take 
initiative. They learn that 
responsibility is temporary and 
that the safest approach is to 
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Delegate
When:

The task is routine &
repeatable.

Clear procedures can guide 
the work.

An employee has the skills or 
can be trained.

Results can be measured or 
reviewed.

Delegation creates employee 
growth opportunities.

Keep Oversight 
When:

The decision a�ects long-
term business strategy.

There is substantial �nancial 
or legal risk.

The issue involves sensitive 
personnel matters.

The decision exceeds
established authority limits.

The matter requires
specialized owner expertise.

Delegation is successful when 
employees understand what 
they own, have the authority 
and resources to do the work, 

and know when to involve 
the owner. The goal is not to 
eliminate oversight, but to 

replace constant supervision 
with clear expectations and 

accountability.



ask for approval before doing 
anything unfamiliar.
A healthier approach is to 
treat reasonable mistakes as 
opportunities for learning 
while maintaining clear 
standards for performance. 
Serious errors still require 
appropriate action, but 
minor setbacks should 
not automatically end an 
employee’s opportunity to 
grow.

Trust develops through this 
process. Owners learn what 
employees can handle, while 
employees gain confidence 
in their abilities. Over time, 
the relationship becomes 
less dependent on constant 
supervision and more focused 
on shared expectations and 
results.

Delegation also requires 
owners to examine their own 
relationship with control. For 
entrepreneurs who built a 
company through personal 
effort, being needed for every 
decision can become part 
of their professional identity. 
Some owners worry that 
delegating too much will 
make them less valuable. In 
reality, the opposite is often 
true. A business owner who 
develops capable employees, 
establishes reliable systems, 
and creates a company that 
can operate without constant 
intervention is providing a 
different and often more 
valuable form of leadership.
Instead of being the person 
who solves every problem, the 
owner becomes the person 

who builds an organization 
capable of solving problems.
This transition can create 
opportunities that were 
previously impossible. An 
owner who no longer spends 
several hours each week 
managing routine scheduling 
may have time to pursue 
new customer relationships. 
Someone who delegates day-
to-day project coordination 
may be able to evaluate 
expansion opportunities. 

A business leader who 
trusts employees to handle 
established processes 
may finally have time to 
review long-term financial 
performance or develop a 
strategic marketing plan.
The benefits can extend 
beyond growth. Owners 
who successfully delegate 
often gain greater flexibility 
in their personal lives. Taking 
a vacation, attending a family 
event, or stepping away for 
an afternoon becomes more 
realistic when the business 
does not require their 
constant presence.

That independence also 
contributes to the long-term 
value of the company. A 
business that can function 
through established systems 
and capable employees is 
generally less dependent on 
the continued involvement 
of one individual. This can 
become important when 
planning for expansion, 
leadership succession, or an 
eventual sale.

Delegation should not 
be viewed as a one-time 
project. As a company grows, 
responsibilities change, 
employees develop new 
capabilities, and processes 
require adjustment. Owners 
should periodically review 
which decisions still require 
their involvement and 
whether those decisions 
genuinely belong at the 
leadership level.

A task that was too complex 
for an employee six months 
ago may now be well within 
that person’s abilities. A 
process that once required 
owner approval may 
become routine enough to 
manage through established 
guidelines. Continuing to 
reassess responsibilities helps 
prevent old bottlenecks from 
returning.

For owners who find 
delegation intimidating, the 
best approach is often to 
begin with one manageable 
responsibility. Choose a 
recurring task that consumes 
time but carries relatively 
limited risk. Identify an 
employee who has the ability 
and capacity to take it on. 
Explain the desired outcome, 
provide training, establish 
decision-making boundaries, 
and agree on a reasonable 
review schedule.

Once that process is 
working, move on to another 
responsibility. Gradual 
delegation allows owners 
to build confidence in their 

10
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employees and in the systems 
supporting them. It also gives 
employees time to develop 
the skills necessary for greater 
independence.

The objective is not to 
remove the owner from the 
business or eliminate personal 
involvement in important 
decisions. Small businesses 
often succeed because 
their owners are engaged, 
accessible, and deeply 
committed to quality. Effective 
delegation preserves those 
strengths while reducing 
unnecessary dependence on 
one person.

Ultimately, delegation 
is a leadership decision 
about where the owner’s 
attention is most valuable. 
Every responsibility retained 
comes with an opportunity 
cost. When owners spend 
their days handling tasks 
that others could perform 
successfully, they have less 
time to focus on the work that 
only they can do. Letting go 
of certain responsibilities does 
not mean lowering standards 

or surrendering control. It 
means defining standards 
clearly, preparing employees 
to meet them, establishing 
accountability, and trusting 
capable people to deliver 
results.

A successful small business 
should not require its owner 
to personally manage every 
detail. It should reflect the 
owner’s vision through 
the people, processes, and 
decisions that keep the 
company moving forward.
The most effective leaders 
eventually recognize that their 
success is no longer measured 
by how much they can 
accomplish themselves, but by 
how much their organization 
can accomplish because of 
the leadership they provide.

Effective delegation allows 
small business owners 
to increase productivity, 
develop employees, improve 
operational consistency, and 
create more time for strategic 
priorities without sacrificing 
quality or accountability. The 
process begins by identifying 

responsibilities that do 
not require direct owner 
involvement and assigning 
them to employees with the 
appropriate skills, capacity, 
and potential for growth. Clear 
expectations, documented 
procedures, training, decision-
making authority, and regular 
performance checkpoints help 
ensure that responsibilities are 
transferred successfully.

Owners must also resist 
micromanagement, recognize 
that employees may 
accomplish tasks differently, 
and treat reasonable 
mistakes as opportunities 
for improvement. By 
gradually building trust 
and strengthening internal 
systems, business owners 
can reduce operational 
bottlenecks, create a more 
capable team, and develop 
a company that is less 
dependent on their constant 
attention. Delegation done 
right is not about giving up 
control. It is about building 
the structure and leadership 
capacity necessary for 
sustainable growth.

6

11



12

(484) 893-4055



13

that recover from those 
that struggle to regain their 
footing is often not the 
severity of the challenge itself, 
but how leadership responds. 
Some owners become 
overwhelmed by uncertainty, 
delay difÏcult decisions, or 
allow one disappointing 
experience to influence every 
decision that follows. Others 
learn to assess the situation, 
adjust their approach, and 
use the experience to make 
their businesses stronger.

That ability is known as 
resilience, and it has become 
one of the most valuable 
qualities a small business 
leader can develop. Resilience 

How to Turn Setbacks Into 
Stepping Stones:
Resilient Leadership in Small Business
Every small business 
owner eventually faces a 
moment when things do 
not go according to plan. 
A major customer leaves 
unexpectedly. A promising 
new product fails to 
generate sales. An important 
employee resigns during the 
busiest season. A marketing 
campaign produces 
disappointing results, or 
an unexpected expense 
threatens to disrupt the 
company’s financial stability. 
No matter how carefully a 
business is managed, setbacks 
are an unavoidable part of 
entrepreneurship.

What separates businesses 

does not mean ignoring 
problems, maintaining 
constant optimism, or 
pretending that difÏcult 
circumstances are easier than 
they are. It means recognizing 
challenges for what they are, 
responding with a clear head, 
and finding productive ways 
to move forward.

For small business owners, 
the stakes can feel particularly 
high. Unlike executives 
at large corporations, 
entrepreneurs often have 
personal finances, professional 
reputations, employee 
livelihoods, and years of hard 
work tied directly to the 
success of their companies. A 
setback may affect not only 
the business’s bottom line but 
also the owner’s confidence 
and sense of direction.
The pressures are real.

Research from the U.S. Small 
Business Administration’s 
OfÏce of Advocacy has 
consistently shown that 
business survival becomes 
more difÏcult over time, with 
approximately half of new 
employer establishments 
surviving five years. These 
figures do not mean that 
failure is inevitable, but they 
illustrate why adaptability, 
sound decision-making, 
and the ability to navigate 
uncertainty are essential parts 
of business ownership.

Resilient leadership begins 
with understanding that 
setbacks are not necessarily 
evidence of poor leadership. 
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Even experienced business 
owners encounter 
circumstances beyond their 
control. Economic conditions 
change, customer preferences 
evolve, competitors enter 
the market, and technology 
transforms established 
industries. The goal is not 
to eliminate every possible 
problem. It is to build 
a company capable of 
responding when problems 
arise.

One of the most important 
habits resilient leaders 
develop is the ability 
to separate emotion 
from decision-making. 
Disappointment, frustration, 
and anxiety are natural 
reactions when something 
goes wrong.

A business owner who 
loses a major account may 
immediately question 
the company’s pricing, 
employees, services, or 
entire business model. An 
unsuccessful advertising 
campaign might lead to the 
conclusion that marketing 
simply does not work.

Those reactions are 
understandable, but they 
can produce costly decisions 
when made without sufÏcient 
information. Before changing 
direction, leaders should 
take time to understand 
what actually happened. 
Was the setback caused 
by an internal mistake, 
changing market conditions, 
unrealistic expectations, or 

circumstances outside the 
company’s control? Was it an 
isolated incident or evidence 
of a larger pattern?

Consider a local retailer 
experiencing declining sales. 
The immediate response 
might be to reduce prices or 
increase advertising spending. 
However, a closer examination 
could reveal that customers 
are visiting the store but 
leaving because popular 
products are frequently 
unavailable. In that situation, 
spending more money to 
attract additional shoppers 
may accomplish little until 
inventory management 
improves.

The same principle applies 
to service businesses. A 
contractor who loses several 
bids may assume competitors 
are undercutting prices, 
when the real issue could be 
slow follow-up or proposals 
that fail to communicate the 
company’s value. A restaurant 
experiencing fewer repeat 
visits might initially blame 
the economy, even though 
inconsistent service has 
become a more significant 
concern.

Resilient leaders resist the 
temptation to solve the 
wrong problem. They gather 
information, ask questions, 
and look for patterns before 
committing resources 
to a new strategy. This 
approach does not eliminate 
uncertainty, but it reduces the 
likelihood that one setback 

will create several additional 
problems.
Another important 
characteristic of resilient 
leadership is accountability. 

When something goes 
wrong, it is easy to look for 
external explanations or 
assign blame. Competitors 
may be aggressive, customers 
may be demanding, and 
economic conditions may 
be challenging. Those factors 
can certainly influence results, 
but focusing exclusively on 
circumstances outside the 
company’s control leaves little 
room for improvement.

Accountability requires 
owners to examine their 
own decisions as well. Were 
expectations communicated 
clearly? Did the company 
recognize warning signs early 
enough? Were employees 
given the resources they 
needed? Was the business 
relying too heavily on one 
customer, supplier, or revenue 
source? Could a different 
decision have reduced the 
impact?

These questions are not about 
assigning personal blame. 
They are about identifying 
lessons that can strengthen 
the business.

A company that loses a 
major customer, for example, 
may discover that too much 
revenue depended on one 
relationship. Although the 
loss is painful, it can prompt 
the owner to develop a 
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more diversified customer 
base, improve account 
management, and establish a 
more consistent sales process. 
The setback becomes the 
reason the business addresses 
a vulnerability that may 
otherwise have remained 
unnoticed.

This ability to learn from 
difÏcult experiences is 
closely connected to what 
psychologists describe as a 
growth mindset. Research 
associated with psychologist 
Carol Dweck has explored 
how beliefs about the ability 
to develop skills influence 
responses to challenges. 
Applied thoughtfully to 
business leadership, the 
concept encourages owners 
to view abilities, processes, 
and strategies as things that 
can be improved rather than 
fixed limitations.

For an entrepreneur, that 
might mean treating an 
unsuccessful product 
launch as an opportunity 
to better understand 
customer demand. Instead 
of concluding that the 
company cannot innovate, 
the owner might examine 
pricing, positioning, timing, 
customer feedback, and the 
effectiveness of the launch 
campaign. Those findings can 
inform the next attempt.

The distinction is important 
because not every setback 
should be followed by trying 
the same approach again. 
Persistence is valuable, but 

persistence without learning 
can become expensive 
stubbornness. Resilience 
involves knowing when to 
continue, when to adjust, 
and when to stop investing 
in something that is not 
working.

Business owners often 
hear inspirational stories 
about entrepreneurs who 
succeeded after repeated 
failures. Those stories 
can be motivating, but 
they sometimes overlook 
the decisions that made 
recovery possible. Successful 
entrepreneurs do not 
necessarily overcome 
setbacks by working harder at 
the same strategy. They often 
change the strategy itself.

A small business that 
struggles to attract 
customers to a new service 
might discover that its 
target audience does not 
understand the offering. 
Rather than abandoning 
the service immediately, the 
owner could test a different 
message, offer a smaller 
introductory package, 
or speak directly with 
prospective customers to 
identify what they actually 
need.

If those adjustments still 
fail to generate sufÏcient 
demand, discontinuing the 
service may be the most 
responsible decision. Learning 
when to move on can be just 
as important as having the 
determination to keep going.

Financial resilience is another 
critical part of the equation. 
Many business setbacks 
become emergencies 
because the company 
has little room to absorb 
unexpected expenses 
or temporary declines in 
revenue. An equipment 
failure, delayed customer 
payment, or sudden increase 
in operating costs can create 
significant pressure when 
cash flow is already tight.

Building financial resilience 
requires consistent attention 
to cash flow, operating 
expenses, debt obligations, 
and the company’s ability to 
withstand a period of reduced 
revenue. Owners should 
understand which expenses 
are essential, which can be 
adjusted, and how much 
financial flexibility exists if 
conditions deteriorate.
This does not mean every 
small business can maintain a 
substantial cash reserve. 

For newer companies and 
businesses operating on 
narrow margins, building 
that cushion may take 
time. However, regularly 
reviewing financial 
performance, avoiding 
unnecessary commitments, 
and developing contingency 
plans can improve the 
company’s ability to respond 
when circumstances change.

Resilient leadership 
also requires honest 
communication. When 
a business experiences 
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difÏculty, employees often 
recognize that something 
is wrong long before 
management addresses 
it. Reduced hours, fewer 
customers, delayed projects, 
or changes in spending can 
create uncertainty throughout 
the workplace.

Silence may seem like a 
way to prevent unnecessary 
concern, but it can allow 
rumors and assumptions 
to fill the information gap. 
Employees may begin 
worrying about their jobs, 
questioning management 
decisions, or losing 
confidence in the company’s 
direction.

Owners do not need to 
share every financial detail 
or discuss every temporary 
challenge with the entire 
staff. They should, however, 
communicate clearly 
when circumstances affect 
employees and explain 
what the business is doing 
to address the situation. 
Transparency, combined with 
a reasonable plan, can help 
maintain trust during difÏcult 
periods.

That communication should 
also create opportunities 
for employees to contribute 
solutions. Frontline workers 
often recognize operational 
problems that owners 
may overlook. They hear 
customer complaints, identify 
inefÏcient procedures, and 
see opportunities to improve 
service. Inviting employees 

into appropriate problem-
solving conversations can 
produce valuable ideas while 
reinforcing the importance of 
teamwork.

Imagine a restaurant facing 
rising food costs and 
declining margins. Rather 
than making every decision 
independently, the owner 
might work with kitchen 
staff to identify waste, 
evaluate menu preparation 
processes, and explore 
changes that preserve quality 
while controlling expenses. 
Employees who help develop 
the solution may also be more 
committed to implementing 
it.

The same approach can 
work in retail, construction, 
professional services, 
manufacturing, and other 
industries. A resilient 
company is not simply one 
with a strong owner. It is one 
where employees understand 
the business’s priorities and 
are encouraged to help it 
improve.

Relationships outside the 
company matter as well. Small 
business owners frequently 
carry the weight of difÏcult 
decisions alone, particularly 
when they feel responsible for 
protecting employees from 
uncertainty. Yet isolation can 
make challenges feel larger 
and limit access to useful 
perspectives.
Mentors, fellow entrepreneurs, 
accountants, business 
advisors, industry associations, 

and chambers of commerce 
can provide support during 
difÏcult periods. Another 
business owner may have 
experienced a similar problem 
and can share what worked, 
what failed, and what they 
would do differently.
These relationships are 
especially valuable when 
established before a crisis 
occurs. Owners who 
consistently participate in 
professional networks have 
people they can contact 
when they need advice, 
referrals, resources, or simply a 
different perspective.

Resilience also involves 
recognizing when the owner 
needs to step away from 
the immediate problem. 
Small business leadership 
can become all-consuming, 
especially during periods of 
uncertainty. Working longer 
hours may seem like the most 
responsible response, but 
exhaustion can undermine 
judgment, creativity, and 
communication.

Research on workplace stress 
and burnout has repeatedly 
highlighted the importance 
of manageable demands, 
recovery, and supportive 
work environments. Business 
owners are not immune to 
these pressures. When every 
decision feels urgent, even 
relatively minor setbacks can 
become overwhelming.

Maintaining perspective 
is therefore a practical 
leadership skill, not a 



luxury. Taking time to 
think, protecting some 
personal time, delegating 
responsibilities, and seeking 
professional guidance when 
needed can help owners 
approach challenges more 
effectively. A leader who is 
constantly exhausted may be 
less capable of recognizing 
opportunities or evaluating 
alternatives.

Another way to strengthen 
resilience is to prepare 
for problems before they 
occur. Business continuity 
planning is often associated 
with large corporations, 
but small businesses can 
benefit from relatively simple 
contingency plans. What 
happens if a key employee 
leaves unexpectedly? What if 
the primary supplier cannot 
deliver? What if the company’s 
website goes down during 
its busiest sales period? What 
if a major customer delays 
payment?

Owners do not need a 
lengthy manual covering 
every possible emergency. 
Identifying the most 
significant vulnerabilities and 
developing basic response 
procedures can make a 
meaningful difference. 
Cross-training employees, 
maintaining updated 
customer records, backing 
up important information, 
establishing alternative 
suppliers, and documenting 
essential processes can 
reduce dependence on any 
single person or system.

Preparation also makes it 
easier to respond calmly. 
When a business has 
already considered how it 
would handle a disruption, 
leadership can spend less 
time reacting emotionally and 
more time implementing a 
practical solution.
Setbacks can also reveal 
opportunities that would 
otherwise remain hidden. A 
company forced to rethink 
an outdated process may 
discover a more efÏcient way 
to operate. A business that 
loses a customer segment 
may identify an underserved 
market. A failed marketing 
campaign may provide 
insight that leads to stronger 
messaging and better 
targeting.

These opportunities are not 
guaranteed. Some setbacks 
produce genuine losses 
that cannot be recovered, 
and not every difÏcult 
experience leads to an 
immediate positive outcome. 
Resilient leadership does not 
require finding something 
wonderful in every problem. 
It requires identifying what 
can be learned, what can 
be improved, and what the 
business can realistically do 
next.

This perspective becomes 
particularly important when 
leaders are responsible 
for setting the emotional 
tone of a small workplace. 
Employees often take cues 
from the owner’s reaction to 
challenges. When the owner 

responds to every problem 
with panic, anger, or blame, 
employees may become 
reluctant to report mistakes 
or suggest changes. When 
the owner acknowledges 
difÏculties, asks constructive 
questions, and focuses on 
solutions, the team is more 
likely to approach problems 
productively.
That does not mean 
owners must appear 
confident at every 
moment. Acknowledging 
uncertainty can be a sign 
of responsible leadership 
when it is accompanied by 
clear communication and 
a commitment to making 
informed decisions.

Over time, a business can 
develop a culture where 
setbacks are examined rather 
than hidden. Employees 
understand that mistakes 
should be addressed, but they 
also know that identifying 
a problem is preferable 
to allowing it to continue. 
Leaders become more willing 
to test new approaches 
because they recognize that 
an unsuccessful experiment 
can still provide useful 
information.

This culture of learning 
can strengthen innovation. 
Small businesses often have 
an advantage over larger 
organizations because they 
can make adjustments 
without navigating extensive 
approval processes. A 
local company may be 
able to change a service 
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package, revise a customer 
communication process, test 
a new marketing approach, 
or introduce an operational 
improvement relatively 
quickly.

That flexibility becomes 
most valuable when 
leaders are willing to use it. 
A business that insists on 
doing everything the way it 
has always been done may 
struggle when customer 
expectations or market 
conditions change. A business 
that regularly evaluates its 
performance and makes 
thoughtful adjustments is 
better positioned to respond.

Resilient leadership is 
ultimately about balancing 
determination with 
adaptability. Owners need the 
persistence to work through 
difÏcult periods, but also 
the judgment to recognize 
when their approach needs 
to change. They need 
confidence in their ability 
to lead without assuming 
every decision will be correct. 
They need to protect the 
business’s financial health 
while continuing to invest 
in opportunities for future 
growth.

Perhaps most importantly, 
they need to recognize that 
a setback does not have to 
define the company. Losing 
a customer, making a poor 
investment, experiencing a 
difÏcult season, or launching 
an unsuccessful initiative may 
be disappointing, but those 

events represent moments in 
the business’s history rather 
than its entire future.

The most useful question 
after a setback is often not 
why the problem happened, 
although understanding the 
cause is essential. It is what 
the business will do differently 
because of what it has 
learned.
That question turns reflection 
into action.

A business owner who 
responds to challenges with 
curiosity, accountability, 
preparation, and a willingness 
to adapt creates more than 
a personal coping strategy. 
That approach can influence 
the entire organization, 
helping employees become 
more resourceful, improving 
decision-making, and 
strengthening the company’s 
ability to navigate future 
uncertainty.

Small business ownership 
will always involve risks 
that cannot be completely 
controlled. Economic 
conditions will change, 
customers will come and 
go, employees will move 
on, and some promising 
ideas will fail to deliver the 
expected results. Resilient 
leaders understand that 
their responsibility is not to 
prevent every setback, but 
to keep those setbacks from 
becoming permanent barriers 
to progress.

The businesses that endure 

are not necessarily the ones 
that experience the fewest 
challenges. They are often the 
ones that become better at 
responding to them.

Resilient leadership is an 
essential skill for small 
business owners navigating 
economic uncertainty, 
operational challenges, 
employee changes, and 
unexpected setbacks. 
Rather than reacting 
emotionally or viewing 
every disappointment as 
failure, effective leaders 
examine what happened, 
accept responsibility where 
appropriate, identify lessons, 
and make thoughtful 
adjustments. 

Financial planning, clear 
communication, employee 
involvement, professional 
relationships, contingency 
planning, and a willingness 
to adapt can all strengthen a 
company’s ability to recover 
from difÏcult circumstances.

Resilience does not mean 
ignoring problems or 
persisting with strategies 
that are no longer working. 
It means balancing 
determination with sound 
judgment and using 
experience to improve future 
decisions. By approaching 
setbacks as opportunities 
to learn and strengthen the 
business, owners can develop 
the confidence, flexibility, and 
leadership habits needed for 
long-term success.
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For many small business 
owners, the idea of launching a 
podcast sounds appealing until 
they start thinking about the 
equipment, production costs, 
editing software, and time 
involved.

They imagine a professional 
recording studio, expensive 
microphones, complicated 
technology, and hours spent 
producing each episode. 
With an already demanding 
schedule, podcasting can 
quickly feel like another 
marketing opportunity that is 
better suited for companies 
with larger budgets and 
dedicated marketing teams.

The reality is considerably more 
encouraging. A small business 
can launch a professional, 
engaging podcast without 
spending thousands of 
dollars or hiring a production 
company. In fact, some of 
the most effective business 
podcasts are built around a 
relatively simple formula: a 
knowledgeable host, a useful 
conversation, clear audio, and a 
subject that genuinely interests 
the intended audience.

Podcasting has evolved from 
a niche form of entertainment 
into an established part of 
how Americans consume 
information. According to 

Edison Research’s The Infinite 
Dial 2025, 55 percent of 
Americans age 12 and older 
had listened to a podcast in the 
previous month, representing 
approximately 158 million 
people. The same research 
found that 40 percent had 
listened during the previous 
week. These figures illustrate 
how deeply podcasting has 
become integrated into 
everyday media habits.

For small businesses, the 
opportunity is not necessarily 
to reach millions of listeners. It 
is to reach the right listeners.

A local financial advisor may 
only need a few hundred 
engaged people interested 
in financial planning. A 
remodeling contractor could 
benefit from an audience of 
homeowners considering 
renovations. A marketing 
agency might attract business 
owners looking for practical 
advice. The value of a podcast 
should be measured by the 
relationships and opportunities 
it creates, not simply the size of 
its audience.

Unlike a social media post that 
may disappear from someone’s 
feed within hours, a podcast 
allows a business to spend 
meaningful time with its 
audience. A listener might hear 
an episode while commuting, 
exercising, walking the dog, or 
working around the house. 

During that time, the business 
owner has an opportunity 
to demonstrate knowledge, 

PODCASTING FOR 
SMALL BUSINESSES: 
GETTING STARTED ON 
A BUDGET



communicate personality, and 
establish credibility without 
competing for attention every 
few seconds.

That sustained exposure can 
be particularly valuable for 
companies selling services 
that require trust. Customers 
rarely choose an accountant, 
attorney, contractor, consultant, 
or financial professional based 
on one advertisement. They 
want to feel confident that 
the person understands their 
needs. Hearing someone 
explain a complicated subject 
in an approachable way can 
help establish that confidence 
before the first meeting.

The challenge is creating 
a podcast that people 
actually want to hear. Too 
many businesses approach 
podcasting as an extended 
commercial, filling episodes 
with company announcements, 
promotional messages, and 
descriptions of their services. 
While occasional business 
updates may be appropriate, 
listeners generally need 
a reason to tune in that 
extends beyond learning 
how wonderful the company 
believes it is.

A successful podcast begins 
with the audience rather than 
the business. What questions 
do customers repeatedly 
ask? What problems do 
they face? What information 
would help them make better 
decisions? What conversations 
are happening within the 
industry that deserve a clearer 
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explanation? The answers to 
those questions can provide a 
strong foundation for a podcast 
that delivers useful information 
while naturally demonstrating 
the company’s expertise.

A local home improvement 
company, for example, might 
develop a podcast about 
maintaining, renovating, 
and improving residential 
properties. Episodes could 
explore the true cost of a 
kitchen remodel, common 
mistakes homeowners make 
when hiring contractors, 
seasonal maintenance priorities, 
or how to determine whether 
renovating makes more 
financial sense than moving. 
The company benefits from 
being associated with useful 
expertise rather than constantly 
promoting its services.

A restaurant owner could 
take a different approach by 
featuring conversations with 
chefs, local food producers, 
beverage specialists, and 
other hospitality professionals. 
A real estate professional 
might discuss neighborhood 
developments, homebuying 
trends, and conversations 
with local business owners. A 
chamber of commerce could 
produce a podcast featuring 
entrepreneurs, community 
leaders, and the stories behind 
successful local companies.

The possibilities are broad, 
but the focus should remain 
specific. A podcast that 
attempts to appeal to everyone 
often struggles to develop 

a consistent audience. A 
program created for a clearly 
defined group of listeners has 
a better chance of becoming 
something those people return 
to regularly.

Start Simple & Build From 
There

One of the biggest 
misconceptions about 
podcasting is that professional 
results require professional 
studio equipment. Audio 
quality matters, but clear 
sound is achievable with a 
modest investment and a little 
preparation. For most small 
businesses, a quiet room and 
a good microphone are more 
important than an elaborate 
recording environment.

A USB microphone designed 
for spoken-word recording is 
often a practical starting point. 
Entry-level options commonly 
fall in the $50 to $150 range, 
although prices vary. Many 
connect directly to a computer 
without requiring additional 
audio equipment. Headphones 
help the host monitor sound 
and identify problems such as 
background noise, echoes, or 
inconsistent volume.

The recording environment 
deserves just as much attention 
as the microphone. A large 
conference room with hard 
floors and bare walls may 
produce noticeable echoes, 
while a smaller ofÏce with 
carpeting, curtains, and 
upholstered furniture may 
provide cleaner audio. Turning 



off noisy fans, silencing 
notifications, and closing 
nearby doors can improve a 
recording without adding a 
dollar to the budget.

Editing software does not 
have to be expensive either. 
Free programs such as 
Audacity provide tools for 
recording and editing audio, 
while other platforms offer 
browser-based recording, 
automatic transcription, and 
simplified editing features. 
Businesses should choose 
technology based on what 
they actually need rather than 
purchasing advanced software 
simply because professional 
podcasters use it.

Podcast hosting is another 
consideration. A hosting service 
stores episodes and distributes 
them through podcast 
directories and listening 
platforms. Some services 
offer free plans, while paid 
options may provide additional 
storage, analytics, websites, or 
distribution features. Before 
choosing a provider, owners 
should review current pricing, 
publishing limits, ownership 
terms, and whether the service 
supports distribution to major 
listening platforms.

Video podcasting has also 
become increasingly popular, 
particularly as platforms 
such as YouTube have made 
podcast content easier to 
discover. Edison Research’s 
2025 findings reported that 51 
percent of Americans age 12 
and older had watched a video 

podcast at some point. This 
creates another opportunity 
for businesses to reach 
audiences who prefer watching 
conversations rather than 
simply listening.
However, adding video also 
introduces additional work. 

Lighting, camera positioning, 
backgrounds, editing, and 
visual presentation become 
part of the production process. 
For a small business just getting 
started, a modern smartphone 
and simple lighting may be 
sufÏcient. There is no need to 
purchase multiple cameras 
and professional production 
equipment before determining 
whether the podcast is 
something the company can 
sustain.

In fact, beginning with audio 
alone may be the better 
decision for some businesses. A 
well-produced audio podcast 
published consistently can 
provide more value than an 
ambitious video podcast 
that becomes too difÏcult to 
maintain after three episodes.

Consistency is one of the most 
important considerations 
when developing a podcast 
strategy. Business owners 
often begin enthusiastically, 
planning weekly episodes and 
inviting a long list of potential 
guests. Then normal business 
responsibilities intervene.

Meetings run late, employees 
need attention, customers 
require immediate assistance, 
and recording another episode 
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What 
Does a 
Starter 
Podcast
Actually 
Cost?
Item

USB
microphone

Headphones

Pop filter or
basic accessories	

Recording &
editing software

Podcast hosting

Cover artwork
using existing
design tools

Est. Cost

$50–$150

$20–$60

$10–$30

$0–$30 per 
month

$0–$25 per 
month

$0 additional

A business that already 
owns a computer and basic 
headphones could
potentially launch for
approximately $75–$200 
in initial equipment costs, 
plus any recuring software 
or hosting fees.
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falls to the bottom of the list.

A realistic publishing schedule 
is more valuable than an 
aggressive one. For many small 
businesses, two episodes per 
month may be a practical 
starting point. Some may find 
that one thoughtful monthly 
episode is enough to support 
their marketing objectives. The 
important part is choosing 
a schedule the business can 
maintain without sacrificing 
other responsibilities.

Episode length should also 
reflect the content rather than 
an arbitrary standard. A focused 
fifteen-minute discussion 
answering one common 
customer question may be 
more useful than a forty-five-
minute conversation that 
wanders between unrelated 
topics. Interviews and more 
complex subjects may naturally 
require additional time.

Listeners generally appreciate 
content that respects their 
attention and delivers on the 
episode’s promise.
Planning can reduce 
the production burden 
considerably. Instead of 
deciding what to discuss 
immediately before recording, 
businesses should develop 
a list of potential topics and 
organize them into a simple 
editorial calendar. Customer 
questions, seasonal issues, 
industry developments, 
common misconceptions, and 
conversations with local experts 
can provide months of material.

Recording several episodes in 
one session can also improve 
efÏciency. A business owner 
might dedicate one morning 
each month to recording two 
or three conversations, then 
schedule their release over the 
following weeks. This approach 
creates a buffer for busy periods 
and reduces the pressure of 
constantly preparing the next 
episode.

Guest interviews can make the 
program more interesting while 
expanding its reach.

A local business podcast 
might feature customers, 
suppliers, industry specialists, 
nonprofit leaders, or other 
business owners. Guests bring 
new perspectives and may 
introduce the episode to their 
own audiences when it is 
published.

For businesses involved in local 
networking organizations, 
podcast interviews can also 
become a relationship-
building opportunity. Inviting 
another entrepreneur to 
share their story creates a 
reason to connect beyond the 
usual exchange of business 
cards. The conversation may 
produce useful content while 
strengthening a professional 
relationship that continues long 
after the episode is released.

A guest strategy should still 
serve the audience. Inviting 
someone solely because 
they have a large social 
media following does not 
guarantee an interesting 

conversation. The best guests 
have relevant knowledge, 
compelling experiences, or 
useful perspectives that fit the 
podcast’s purpose.

Turn Every Episode Into 
More Marketing Content

One of the strongest 
arguments for podcasting 
on a limited budget is that a 
single recording can become 
much more than one piece 
of content. A thirty-minute 
conversation may contain 
several useful insights that 
can be adapted into social 
media posts, short videos, blog 
articles, email newsletters, and 
website content.

For example, a contractor 
discussing common bathroom 
renovation mistakes could 
turn that conversation 
into a blog article, several 
short educational videos, a 
social media carousel, and a 
customer email. A business 
consultant interviewing a local 
entrepreneur might extract 
memorable quotes, leadership 
lessons, and short clips that 
introduce the guest to a 
broader audience.

This approach allows a 
business to create content 
more efÏciently. Rather than 
developing every marketing 
piece independently, the 
podcast becomes a central 
source of ideas and material. 
Artificial intelligence tools can 
help identify potential clips, 
summarize conversations, 
produce transcripts, and 



organize article outlines, 
although the final content 
should always be reviewed for 
accuracy and clarity.

Short-form video can be 
especially useful for promoting 
podcast episodes. A brief 
clip featuring an interesting 
question, surprising insight, 
or practical piece of advice 
gives people a reason to watch 
the full conversation. The clip 
should be understandable 
on its own, with captions for 
viewers watching without 
sound and a clear indication of 
where the complete episode 
can be found.

Businesses should also use 
the marketing channels they 
already possess. Announce 
new episodes through email 
newsletters, share them on 
social media, feature the 
podcast on the company 
website, and encourage guests 
to share their appearances. A 
podcast will not automatically 
attract listeners simply because 
it has been published to a 
directory.

Search visibility is another 
potential benefit. A podcast 
episode discussing a specific 
customer problem can be 
supported by a descriptive 
title, useful episode summary, 
and relevant website content. 
Publishing a carefully edited 
transcript or companion article 
can make the information 
accessible to people who prefer 
reading and provide additional 
context for search engines.

A vague episode title such as 
“Episode 7: Talking With Mike” 
provides little information 
about why someone should 
listen. A title such as “What 
Homeowners Should Know 
Before Starting a Kitchen 
Renovation” communicates 
the subject and potential value 
immediately. Good episode 
titles should reflect what the 
conversation actually covers 
while incorporating the terms 
potential listeners may use 
when searching for information.

Of course, producing content 
is only part of the equation. 
Business owners should 
establish realistic expectations 
about what success looks like. 
Podcasting is rarely the fastest 
route to immediate sales, 
especially for a new program 
without an established 
audience. Growth may be 
gradual, and the first several 
episodes may attract only a 
modest number of listeners.

That does not automatically 
make the effort unsuccessful. 
A local professional services 
company may receive 
significant value from a podcast 
that reaches a small but highly 
relevant audience. If an episode 
helps a prospective customer 
understand the company’s 
expertise and eventually 
schedule a consultation, 
that interaction may be 
worth considerably more 
than hundreds of unrelated 
downloads.

Podcast analytics can provide 
useful information about 

listening activity, but business 
owners should look beyond 
download counts. Website 
visits, inquiries, referrals, 
email subscriptions, guest 
relationships, and customers 
mentioning the podcast can 
all help indicate whether the 
effort is contributing to the 
company’s broader marketing 
objectives.

Businesses should also 
evaluate the time involved. A 
podcast that costs very little in 
equipment can still become 
expensive if the owner spends 
ten hours producing every 
episode. Preparation, recording, 
editing, publishing, and 
promotion all require attention. 
A simple production process 
is therefore not merely a way 
to save money; it is essential to 
keeping the project sustainable.

For some companies, 
outsourcing a limited portion 
of the work may eventually 
make sense. An editor 
could clean up audio and 
prepare the finished episode 
while the owner focuses 
on hosting conversations. 
A marketing team could 
manage promotional clips and 
distribution. These services 
can be added as the program 
grows rather than treated as 
prerequisites for launching.

The most important ingredient 
remains the quality of the 
conversation. Expensive 
equipment cannot make 
an uninteresting topic 
compelling, and sophisticated 
editing cannot replace useful 
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expertise. A business owner 
who understands customers, 
asks thoughtful questions, and 
communicates clearly already 
possesses many of the skills 
needed to create a worthwhile 
podcast.

Small businesses should also 
recognize that they do not 
necessarily need to host their 
own podcast to benefit from 
the medium. Appearing as a 
guest on an established local 
or industry podcast may be 
a more practical first step. It 
provides an opportunity to 
become comfortable speaking 
in a recorded format, reach an 
existing audience, and evaluate 
whether podcasting fits the 
company’s marketing strategy 
before committing to an 
ongoing production schedule.

For businesses ready to launch, 
starting with a short initial 
series can reduce the risk. 
Rather than promising an 
indefinite weekly program, 
develop six episodes around a 
clearly defined subject. Record 
them, publish consistently, 
promote them through existing 
channels, and review the 
response. The experience will 
reveal what listeners find useful, 
how much time production 
requires, and whether the 
format deserves a larger 
commitment.

Podcasting is not the right 
marketing channel for every 
business. A company struggling 
to maintain its website, 
respond to customer inquiries, 
or publish basic social media 

content may have more 
immediate priorities. Adding 
a podcast should strengthen 
the marketing strategy, not 
become another unfinished 
project competing for 
attention.

But for businesses with useful 
expertise, interesting stories, 
and a desire to build deeper 
relationships with customers, 
podcasting offers something 
increasingly valuable: time to 
have a meaningful conversation 
with an audience.

A social media advertisement 
may have only seconds 
to capture attention. A 
podcast gives a business an 
opportunity to spend fifteen, 
twenty, or thirty minutes 
demonstrating how it thinks, 
what it knows, and why its 
perspective matters. Over 
time, those conversations can 
create familiarity that makes 
a prospective customer more 
comfortable taking the next 
step.

The greatest advantage may 
not be the number of people 
who listen. It may be the quality 
of the connection formed with 
those who do.

A small business does not 
need to sound like a national 
media company to produce 
a successful podcast. It needs 
to sound knowledgeable, 
approachable, authentic, and 
worth listening to. With a 
manageable budget, realistic 
publishing schedule, and clear 
understanding of the audience, 

a podcast can become a 
useful addition to a company’s 
marketing efforts.

Podcasting can provide small 
businesses with an affordable 
way to share expertise, build 
trust, strengthen professional 
relationships, and create 
content that supports multiple 
marketing channels.

Edison Research’s 2025 findings 
demonstrate the continued 
popularity of podcasts, but 
small businesses should focus 
on reaching relevant listeners 
rather than chasing large 
audience numbers. A modest 
microphone, quiet recording 
space, basic editing software, 
and affordable hosting service 
can provide everything needed 
to get started.

The most important decisions 
involve choosing a useful 
subject, maintaining a realistic 
publishing schedule, creating 
engaging conversations, and 
promoting each episode 
through existing marketing 
channels. When approached 
strategically, podcasting 
does not have to become an 
expensive production project. 

It can become a practical, 
relationship-focused marketing 
tool that helps a small 
business turn its knowledge 
and experience into lasting 
customer connections.
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Position Your Local Business
for Success in 2027
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aggressive expansion plans. They 
will be the ones that understand 
their customers, manage their 
finances carefully, maintain a 
strong local reputation, and 
remain willing to adapt as 
conditions change. Growth 
is important, but sustainable 
growth requires more than 
increasing sales. It requires 
building a business that can 
consistently deliver value while 
remaining financially and 
operationally healthy.

One of the most useful places 
to begin is with an honest 
evaluation of 2026. Owners 
should examine more than 
whether total revenue increased 
or decreased. Which products or 
services generated the strongest 
profit margins? Which customers 
were the most valuable over 

As 2026 draws to a close, local 
business owners have an 
opportunity to look beyond the 
immediate demands of running 
their companies and consider 
what the coming year could 
bring. For some, the past twelve 
months have delivered growth, 
new customers, and promising 
opportunities.

Others have navigated rising 
expenses, changing consumer 
habits, stafÏng challenges, 
and increased competition. 
Regardless of how the year 
has unfolded, the transition 
into 2027 provides a natural 
opportunity to evaluate what 
is working, identify what needs 
improvement, and develop a 
practical plan for the future.

Successful business planning 

does not require predicting 
every economic development 
or technological change 
that may occur over the next 
twelve months. It requires 
understanding the business as 
it operates today, recognizing 
where opportunities and 
vulnerabilities exist, and 
making thoughtful decisions 
about where to invest time, 
money, and resources. For 
local businesses, that process is 
particularly important because 
even relatively small changes in 
customer demand, operating 
expenses, or stafÏng can have a 
significant effect on profitability.

The businesses best positioned 
for success in 2027 will not 
necessarily be those with the 
largest marketing budgets, 
newest technology, or most 



28

time? What marketing activities 
produced measurable results? 
Where did the company 
lose money, waste time, or 
encounter recurring problems? 
Understanding these details can 
reveal opportunities that are 
not immediately apparent from 
reviewing annual sales figures 
alone.

A company may discover, for 
example, that its busiest service 
generates relatively little profit 
because of labor costs and the 
time required to complete each 
project. Another business might 
find that a smaller group of 
repeat customers contributes 
more to profitability than a 
much larger group of occasional 
buyers. These insights can 
influence pricing, stafÏng, 
marketing, and operational 
decisions for the year ahead.
This evaluation should also 
include customer feedback. 

Online reviews, customer 
surveys, conversations with 
employees, and recurring 
service questions can provide 
valuable information about how 
people experience the business. 
Owners who pay attention to 
these patterns may discover 
that customers value something 
different from what the 
company has been emphasizing 
in its marketing.

A contractor may believe 
customers choose the 
company primarily because 
of craftsmanship, while 
customer feedback reveals that 
communication and reliability 
are equally important. A retailer 
may discover that shoppers 
appreciate personalized 
recommendations more 

than frequent discounts. 
A professional services 
firm might find that clients 
value responsiveness and 
clear explanations as much 
as technical expertise. 
Understanding these priorities 
allows businesses to strengthen 
the aspects of their operations 
that customers actually care 
about.

Financial discipline should 
remain a priority heading into 
2027. According to the U.S. 
Chamber of Commerce’s third-
quarter 2026 Small Business 
Index, 54 percent of small 
business owners identified 
inflation as their biggest 
challenge, while only 33 percent 
described their local economy 
as being in good health. Despite 
those concerns, 72 percent 
reported being comfortable 
with their current cash flow. 
The findings suggest that many 
businesses are maintaining 
stability while remaining 
cautious about the economic 
environment. 

For business owners, this 
is a reminder that revenue 
growth and financial health 
are not always the same 
thing. Increasing sales may 
look encouraging, but higher 
labor expenses, supplier costs, 
insurance premiums, and 
operating expenses can quickly 
absorb additional revenue. 

Businesses should enter 2027 
with a clear understanding of 
their profit margins, cash flow 
requirements, and the financial 
impact of potential changes in 
demand.

Pricing deserves particular 

attention. Some owners hesitate 
to raise prices because they 
worry about losing customers, 
while others respond to rising 
expenses with across-the-
board increases that are difÏcult 
to explain. A more strategic 
approach involves reviewing the 
actual cost of delivering each 
product or service, evaluating 
competitors, and understanding 
what customers value. In some 
cases, improving efÏciency or 
adjusting service packages may 
be more effective than simply 
increasing prices.

Financial planning should also 
include reasonable contingency 
measures. A business that 
depends heavily on one 
customer, supplier, or revenue 
stream may be particularly 
vulnerable to unexpected 
disruptions. Diversifying revenue, 
maintaining appropriate 
reserves when possible, and 
reviewing expenses regularly 
can help owners respond to 
changes without making rushed 
decisions.

Strengthen Your Digital 
Presence Before Customers Go 
Elsewhere

A strong online presence 
will remain essential in 2027, 
particularly for businesses that 
depend on local customers. 
Consumers routinely research 
companies before making 
contact, comparing websites, 
reviews, social media activity, 
and other information to 
determine which business 
appears most trustworthy.

BrightLocal’s 2026 Small Business 
Marketing Report identified a 
notable disconnect between 
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how local businesses perceive 
their online visibility and how 
customers actually search. The 
research found that 71 percent 
of consumers use Google at 
some point when searching 
for a local business, yet only 22 
percent of surveyed business 
owners ranked Google among 
their two most important 
customer acquisition channels. 

This gap creates an opportunity 
for businesses willing to pay 
attention to the fundamentals. 
A company’s Google Business 
Profile should contain accurate 
hours, contact information, 
service categories, photographs, 
and relevant business details. 
Its website should be easy to 
navigate on a mobile device, 
clearly explain its services, and 
make it simple for visitors to call, 
request information, schedule 
an appointment, or make a 
purchase.

Online reviews deserve equal 
attention. BrightLocal’s 2026 
Local Consumer Review Survey 
found that 97 percent of 
surveyed consumers read online 
reviews for local businesses, 
while 74 percent considered 
reviews written within the 
previous three months 
important to their decisions. 
The research also found that 85 
percent were more likely to use 
a business after reading positive 
reviews. 
For local business owners, this 
means reputation management 
should become an ongoing 
activity rather than something 
addressed only when a negative 
review appears. Businesses 
should consistently invite 
customers to share honest 
feedback, respond professionally 

to reviews, and look for 
recurring patterns that reveal 
opportunities to improve service. 
Reviews also provide valuable 
marketing material when 
customers grant permission for 
their comments to be featured 
on websites, social media, or 
other promotional channels.

Search behavior is also changing 
as consumers increasingly use 
artificial intelligence tools to 
research products, services, 
and local businesses. While 
traditional search engines remain 
important, businesses should 
prepare for a broader discovery 
process in which customers 
encounter company information 
through search results, AI-
generated responses, online 
directories, review platforms, and 
social media.

The best preparation is not 
chasing every new algorithm 
or purchasing expensive 
technology that promises 
instant visibility. It is maintaining 
accurate information across 
platforms, publishing helpful 
website content, demonstrating 
genuine expertise, and building 
a consistent online reputation. 
Businesses that are easy to find, 
easy to understand, and easy to 
contact will be better positioned 
as discovery habits continue to 
evolve.

Make Marketing More 
Strategic, Not Simply More 
Frequent

Marketing should also receive 
a fresh evaluation before the 
new year begins. Many small 
businesses fall into the habit of 
repeating the same activities 
because they have always 

done them. They continue 
posting on social media, 
purchasing advertisements, 
sending occasional emails, and 
sponsoring events without 
consistently examining whether 
those efforts support specific 
business objectives.
A successful marketing plan 
for 2027 should begin with 
measurable goals. A company 
may want to increase qualified 
leads, generate more repeat 
purchases, expand into a 
neighboring market, introduce 
a new service, or improve 
customer retention. Each goal 
requires a different strategy, and 
the most effective marketing 
channels will depend on the 
audience the business is trying 
to reach.

A contractor seeking larger 
remodeling projects may 
benefit from a stronger 
portfolio, customer testimonials, 
educational website content, 
and targeted search advertising. 
A retail store might focus on 
email marketing, seasonal 
campaigns, local partnerships, 
and repeat-customer incentives. 
A professional services company 
may find greater value in 
educational content, referral 
relationships, and consistent 
networking than in posting 
promotional messages every 
day.

The objective is not to be 
everywhere. It is to be effective 
where the right customers are 
paying attention.

Email marketing remains 
particularly valuable because it 
allows businesses to maintain 
direct communication with 
people who have already 



expressed interest in their 
products or services. Unlike 
social media, where algorithms 
influence how frequently 
followers see content, email 
provides a more direct 
opportunity to share information 
with an established audience. 

Businesses can use it to 
announce new offerings, provide 
helpful advice, encourage repeat 
purchases, and remain visible 
between customer interactions.
Social media should 
complement that effort 
by building familiarity and 
engagement. In 2027, businesses 
should focus less on publishing 
content simply to maintain a 
schedule and more on creating 
material that gives people a 
reason to pay attention. Behind-
the-scenes photographs, 
employee stories, customer 
experiences, educational 
videos, completed projects, 
and practical advice can help 
audiences understand what 
makes a company different.

Owners should also become 
more disciplined about 
measuring results. Likes and 
followers may provide useful 
indications of visibility, but 
they do not necessarily reflect 
business growth. Website 
inquiries, appointment requests, 
purchases, customer acquisition 
costs, repeat business, and 
referral activity offer a clearer 
picture of whether marketing 
investments are contributing to 
the company’s goals.

Use Technology to Improve 
the Business, Not Complicate 
It

Technology will continue 
influencing how small 

businesses operate in 2027, 
particularly as artificial 
intelligence becomes more 
accessible. According to the 
U.S. Chamber of Commerce’s 
October 2026 Empowering 
Small Business report, 66 percent 
of surveyed small businesses 
reported using AI, compared 
with 23 percent in 2023. The 
report also found that 84 percent 
planned to increase their use of 
technology over the following 
two to three years. 

For local businesses, these 
tools can provide practical 
advantages when used 
appropriately. AI can assist 
with brainstorming marketing 
ideas, organizing information, 
developing first drafts, analyzing 
business data, summarizing 
meetings, and streamlining 
repetitive administrative tasks. 
Scheduling platforms, customer 
relationship management 
systems, accounting software, 
and automated customer 
communications can also 
help businesses operate more 
efÏciently.

However, adopting technology 
should not become a goal in 
itself. Owners should first identify 
specific problems they want 
to solve. If employees spend 
too much time scheduling 
appointments, a better booking 
system may provide immediate 
value. If customer inquiries 
are being overlooked, a more 
organized contact management 
process could improve 
responsiveness. If financial 
reports are difÏcult to interpret, 
improved accounting tools may 
help leadership make better 
decisions.

The most useful technology 
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investments are those that 
reduce unnecessary work, 
improve accuracy, or enhance 
the customer experience. Tools 
that create additional complexity 
without solving a meaningful 
problem can quickly become 
expensive distractions.

Human oversight remains 
essential, particularly when 
using AI to produce customer-
facing content or make 
recommendations. Automated 
systems can make mistakes, 
generate inaccurate information, 
or produce generic material that 
does not reflect the company’s 
personality. Businesses should 
establish clear expectations 
for reviewing AI-generated 
work and protecting customer 
information.

Technology should support 
the qualities that make local 
businesses valuable, including 
personal service, responsiveness, 
expertise, and trusted 
relationships. It should not 
replace those qualities.

Invest in Employees and the 
Customer Experience

A company’s ability to grow 
depends heavily on the people 
responsible for delivering 
its products and services. 
Recruiting and retaining reliable 
employees remains an important 
challenge for many small 
businesses, particularly when 
larger employers can offer more 
extensive benefits or formal 
advancement programs.

The U.S. Chamber’s third-quarter 
2026 research found that 36 
percent of small businesses 
planned to increase stafÏng 
during the following year. The 



same report indicated that 
75 percent were investing in 
employee training or growth 
opportunities, although 45 
percent said they lacked the 
time or resources to focus on 
employees as much as they 
would like. 

For business owners planning for 
2027, employee development 
should be viewed as an 
investment in operational 
performance rather than 
simply an expense. Training 
can improve productivity, 
reduce errors, strengthen 
customer service, and prepare 
employees to assume additional 
responsibilities. 

Clear expectations, consistent 
communication, recognition, 
and opportunities for 
professional growth can also 
help create a workplace where 
employees want to remain.
Owners should evaluate whether 
stafÏng levels and responsibilities 
still match the company’s needs. 
As businesses evolve, employees 
may accumulate duties that 
no longer make sense, while 
important tasks fall between 
positions. Reviewing workflows 
and responsibilities can reveal 
opportunities to improve 
efÏciency without necessarily 
increasing headcount.

Customer experience deserves 
similar attention. Businesses 
sometimes invest heavily in 
attracting new customers while 
overlooking the frustrations 
experienced by existing ones. 
Slow responses, confusing 
policies, inconsistent service, and 
poor follow-up can undermine 
even the most successful 
advertising campaign.

The customer journey should 
be examined from the first 
interaction through the 
completion of the sale and 
beyond. Is it easy to contact 
the company? Are inquiries 
answered promptly? Are 
customers kept informed? 
Are expectations clear? 
Does the business follow up 
after providing a service or 
completing a purchase?
Small improvements in 
these areas can influence 
satisfaction, repeat business, 
and referrals. For a local 
company, where reputation 
often spreads through personal 
recommendations, a consistently 
positive customer experience 
can become one of its strongest 
competitive advantages.

Local businesses have an 
advantage that national brands 
often struggle to replicate: the 
opportunity to become familiar, 
trusted members of their 
communities. Customers may 
see the owner at community 
events, recognize employees, or 
know someone who has worked 
with the company. 

These connections can influence 
purchasing decisions long before 
someone needs a particular 
product or service.

Community involvement 
should therefore remain part 
of a thoughtful business 
development strategy. Chambers 
of commerce, professional 
associations, nonprofit 
organizations, local events, and 
partnerships with neighboring 
businesses can introduce 
owners to potential customers, 
referral sources, employees, and 
strategic partners.
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The greatest value generally 
comes from consistent 
participation rather than 
occasional appearances. 
A business that regularly 
supports local organizations, 
attends networking events, 
and contributes to community 
initiatives becomes more 
recognizable over time. Those 
relationships may not always 
produce immediate sales, 
but they can strengthen the 
company’s reputation and create 
opportunities that traditional 
advertising cannot easily 
generate.

Collaboration with 
complementary businesses 
can also expand visibility. A 
salon might partner with a 
local boutique, a real estate 
agent could build relationships 
with home improvement 
professionals, or a restaurant 
might collaborate with a nearby 
event venue. These partnerships 
can introduce businesses to 
new audiences while providing 
customers with additional value.

For owners with limited 
marketing budgets, relationship 
building can be particularly 
worthwhile. It requires time 
and genuine participation, but 
it does not always require a 
substantial financial investment.

One of the biggest mistakes 
business owners make when 
planning for a new year is 
setting ambitious goals without 
establishing how those goals will 
be achieved. Increasing revenue 
by 20 percent may sound like 
a reasonable objective, but it 
becomes much more useful 
when the owner identifies where 
that additional revenue will 



come from.

Will the business need more 
customers, larger transactions, 
increased repeat purchases, 
expanded services, or higher 
prices? What operational 
changes will be required to 
support that growth? Will 
additional employees or 
equipment be necessary? 
How much can the company 
realistically invest in marketing?
Breaking annual goals into 
quarterly priorities can make 
the process more manageable. 
Rather than attempting to 
improve every aspect of the 
business simultaneously, owners 
can focus on a few meaningful 
initiatives at a time. The first 
quarter might emphasize 
updating the website, improving 
customer follow-up, and 
establishing more consistent 
financial reporting. Later quarters 
could focus on employee 
development, service expansion, 
or new marketing campaigns.

Each initiative should have a 
responsible person, a realistic 
timeline, and a way to evaluate 
progress. Regular reviews allow 
owners to determine whether 
the plan is working and make 
adjustments before small 
problems become larger ones.

Planning should also leave room 
for unexpected developments. 
Economic conditions, customer 
behavior, stafÏng needs, and 
technology will continue to 
evolve throughout 2027. A useful 
business plan provides direction 
without becoming so rigid that 
the company cannot respond to 
new information.

Ultimately, positioning a local 

business for success is not about 
predicting the future perfectly. 
It is about entering the new 
year with a clear understanding 
of the company’s strengths, 
weaknesses, opportunities, and 
priorities. Owners who know 
their numbers, understand 
their customers, invest in their 
employees, maintain a strong 
reputation, and approach 
technology thoughtfully will 
be better equipped to navigate 
changing conditions.

The start of a new year often 
brings enthusiasm for fresh 
goals and ambitious plans. That 
enthusiasm is valuable, but 
lasting success usually comes 
from consistent execution rather 
than dramatic resolutions. Small 
improvements in customer 
service, marketing effectiveness, 
financial management, and daily 
operations can accumulate into 
meaningful results over twelve 
months. For local business 
owners, 2027 represents an 
opportunity to build on what 
is already working while 
addressing the issues that may 
be holding the company back. 
The strongest businesses will not 
simply pursue growth for the 
sake of growth. They will focus 
on becoming more efÏcient, 
more visible, more customer-

focused, and better prepared 
for whatever the coming year 
brings.

Positioning a local business 
for success in 2027 requires a 
balanced approach to financial 
planning, marketing, technology, 
employee development, 
customer experience, and 
community relationships. 

Current research highlights the 
continued pressure of inflation, 
the importance of online 
visibility and customer reviews, 
and the growing adoption of 
artificial intelligence among 
small businesses. Owners 
should begin by evaluating their 
2026 performance, identifying 
profitable opportunities, 
reviewing expenses, and setting 
realistic goals for the year ahead. 
Strengthening digital marketing, 
improving operational efÏciency, 
investing in employees, and 
maintaining strong customer 
relationships can create a 
foundation for sustainable 
growth. While no business 
can eliminate uncertainty, 
thoughtful planning and 
consistent execution can help 
local companies enter 2027 with 
greater confidence, flexibility, 
and a clearer path toward long-
term success.
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IS YOUR WEBSITE IS YOUR WEBSITE 
ADA COMPLIANT?ADA COMPLIANT?

Contact us for a FREE 

ADA Compliance Audit Today!
(484) 893-4055
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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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