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OK Not OK Page Item How to Audit Vendor Follow-up?
6 Name Address Phone Google Search for proposed name
10 Domain Name Search https://domains.google Domains.Google Trademark
13 Productivity Enter website in https://mxtoolbox.com Google Workspace
17 Branding Google Image search for [site:domainname.com brand name] Tailor Brands
19 Photos & Videos Google Image search for [site:domainname.com] Mercatus Directory
21 Customer Data (ask merchant) Google Workspace, 

Digital Ops Platform
25 Offline Collateral (ask merchant) Canva
26 Referrals & W-O-M (ask merchant) Small Thanks w/ Google
27 Content Use checklist provided in Roadmap SEO

29 Website/Digital 
Operations Platform

Enter website in https://whatcms.org Squarespace, Shopify, 
Square

Payments & POS, 
Web Analytics, Email 
Marketing, 

(SSL Certificate) Look for secure/lock icon in web browser Let’s Encrypt
37 Website UX Enter website in

https://search.google.com/test/mobile-friendly
Squarespace, Shopify,  
Square

42 Web Analytics Enter website in https://gachecker.com Google Analytics
47 Customer Feedback (ask merchant)
49 Email Marketing Enter website in https://builtwith.com Digital Ops, Mailchimp
53 Email Analytics (free with Digital Operations Platform or Mailchimp) Digital Ops, Mailchimp
55 Local Profiles Google Search for full Name, Address, Phone Google Business Profile, 

Yelp
Scheduling & 
Booking

58 Local Analytics (free with Google Business Profile) Google Business Profile
59 Social Profiles Search for profile name at https://namechk.com Facebook, Instagram, YouTube, LinkedIn, 

Pinterest, Twitter
61 Community Brainstorm list, Google Search for

[site:organization.org brand name]
NextDoor

63 Reviews & Testimonials Google Search for full Name, Address, Phone Whitespark Review Link Generator
65 SEO Google Search for [site:domainname.com] Google Trends,  

Digital Ops Platform
71 Social Media Use chart provided in Roadmap Buffer
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HOW TO INTERPRET THIS GRAPHIC 
Generally speaking, you should read the graphic from left-to-right and bottom-to-top. Points lower and to the left are more fundamental to the overall 
success of your business than points higher and to the right in the sequence.

Each of the most popular digital products, services, and tactics in the market today is called out by a circle. Some stops are particularly key integration 
points that contribute to the success of multiple marketing avenues.

We’ve also marked four major zones from left to right. For the most part, you should complete each stop that lies to the left of a given zone boundary 
(for example, Digital Operations and Web Analytics are inside of Zone 2) before moving onto stops in zones that are further out (such as SEO).

This handbook focuses on marketing components in the first three zones.
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Intended Audience

This guide is intended to help local business owners, and the 
marketers who serve them, put together a roadmap for making 

their marketing decisions. 

It assumes a very basic understanding of digital marketing con-
cepts, but is intended for a beginner-level audience.
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WHAT IT AFFECTS
Almost everything. Branding, trademark potential, collateral, lo-
cal profiles, social media, SEO: all are impacted by this decision.

WHAT TO CONSIDER

 Is the name descriptive or meaningful?
If it describes your products or services in some way, that 
will help with SEO in the future. If it’s meaningful to 
your customer base, or if it’s an extension of your person-
al identity, it’ll be more memorable. 
 
Does is sound like it reads, and vice versa?
If someone hears about your business from a friend, will 
they know how to spell it (and be able to look you up 
online)? 

 
 How crowded is your namespace? 
 Are there any other companies with similar names?

 Is your address near a large portion of your customers?
Locate as close to your customer base as possible to give 
yourself a head start on SEO. The closer you are to where 

NAME ADDRESS & PHONE
Your Name, Address and Phone are foundational to your iden-
tity as a business, and they’re not something you should change 
frequently, if ever.
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your customers are searching, the higher you will rank.

Choose a local, not 1-800, phone number 
Research shows customers are more likely to buy from a 
local small business that uses a local number.

HOW TO AUDIT
Perform a Google search for the name(s) you’re considering. 
What websites show up?

 No “Fortune 500” companies.
You’ll have a hard time outranking Amazon, Etsy, or oth-
er big brands anytime soon, and you don’t want to lose 
customers to them.

No local companies in a similar line of business.
You don’t want to lose customers to a possible competitor 
or invite a potential trademark battle.

EXAMPLES
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Jen’s Jewelry is not a good choice due to high similarity with 
another local business.

Designer Jewelry is not a good choice due to high competition 
with major brand names.

Native Blossom Studios is a good choice due to uniqueness and 
low competition.

Google has 
a hard time 
finding any 
businesses 
that include 
all three of 
these terms.
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USEFUL TOOLS

Google.com 
There’s no substitute for searching the world’s dominant search 
engine to check out your namespace.

Namechk.com
This tool is actually for looking up domain names (also an 
important consideration when choosing a name). If many pop-
ular domain extensions (such as .com and .net) are taken, it can 
provide an extra indication of how crowded your namespace is.

Also See: Trademark (Appendix).
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DOMAIN NAME
Your domain name is your business’s address on the web, and it’s 
fundamental to the permanent identity of your business.

WHAT IT AFFECTS
A lot. Your website, email address, and SEO are among the mar-
keting factors affected by this decision.

WHAT TO CONSIDER
Many of the best domain names have either been reserved by 
other businesses or are cost-prohibitive, so it might require a 
little creativity to find a great one.

 Get the .com if you can.
It’s still the most reputable extension and many custom-
ers will simply default to typing it into their browser. If 
the .com you want is already in use by someone else, you 
may lose customers to them.

 
 Consider acquiring the .org and .net versions as well.

It’ll only cost you a few extra dollars per year, and you’ll 
want to make sure that a spammer doesn’t acquire them 
for nefarious purposes.

Say your domain name out loud. 
You’re going to want to tell people offline where they can 
find you online. If you choose a name like “Portland dash 
oregon dash florist dot com” just because it’s available…
think about the impression that conveys to your custom-



ers and how memorable it is for them. Maybe “North-
west floral dot com” is a better option once you say it.

Consider acquiring and redirecting misspellings.
If your domain name isn’t obvious to spell, consider 
buying domain names that match common misspellings. 
Once you’ve purchased them you can redirect them auto-
matically to the domain name you actually plan to use.

 

HOW TO AUDIT
Go to https://domains.google to see if your domain is available.
There are a number of less reputable domain lookup companies 
that may be vulnerable to spammers or domain hijackers. 

EXAMPLES

NativeBlossom.com is not available. Choosing .net or .biz isn’t as 
credible and you’ll be confused with the owner of the .com.

Z O N E  1 1 1



Z O N E  1 1 2

NativeBlossomStudios.com is available. Also consider purchasing 
the .net and the .org to protect your business from spammers.

USEFUL TOOLS

Domains.Google 
Really the only tool you need here. If your chosen .com is not 
available, Google will suggest alternatives. Using domains.google 
also makes future steps of the roadmap much easier -- such as 
setting up G Suite for Productivity.

Also See: Trademark (Appendix)
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PRODUCTIVITY
Productivity is such a 90’s word. It’s an umbrella term for “digital 
things your business will probably need,” such as email addresses 
at your domain name, a work calendar, and basic software like 
documents, spreadsheets, and presentations.

WHAT IT AFFECTS
First and foremost, your professionalism. Research shows that 
customers are 9x more likely to choose a business with a pro-
fessional email address (@yourbusinessname.com instead of @
gmail.com or @yahoo.com, for example). 
 
Your productivity suite can also affect the ease of storing and 
importing or exporting customer data, booking and scheduling 
services, and more.

WHAT TO CONSIDER

There are really only two choices: Google Workspace or 
Office365. 
Both solutions offer email, calendar, and cloud storage for 
documents along with an office suite for word processing, 
presentations and spreadsheets - all essential tools for 
running a business of any size.



HOW TO AUDIT
Enter your domain name at https://mxtoolbox.com to see if the 
MX hostname points to Google.com.  
Basically, an MX hostname is an “address lookup” for an email 
account. In this case, we are showing how to check that the ad-
dress is Google.com.

EXAMPLES

Z O N E  1 1 4
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USEFUL TOOLS
MXToolbox.com 
The simplest way to check if a domain name is using G Suite.

G Suite
https://workspace.google.com/business/signup/welcome 
If you haven’t yet reserved your domain name, simply sign up for G 
Suite as you go through the buying process on domains.google.

Within Google Domains click “Email,” then click “Get G Suite” and 
it will walk you through the purchase process and set it up to work 
with the domain you purchased through Google Domains.
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If you already have a domain name, you’ll probably need to change 
a setting with your domain registrar. Google provides step-by-step 
instructions for how to connect G Suite for most major domain 
registrars here:

https://support.google.com/a/topic/1409901



Z O N E  1 1 7

BRANDING
While the old advertising adage is true that in the end, your 
customers define your brand, you can certainly influence that 
definition with a professional image.

WHAT IT AFFECTS
Offline Collateral, Website User Experience, Email Marketing, 
Local Profiles, Social Profiles.

WHAT TO CONSIDER

Do you have a digital version of your logo? 
Ideally this is available in .EPS format for maximum 
flexibility in terms of where you can use it.

Do you use a consistent primary/secondary color?
Consistency makes your business more memorable and 
professional.

Do you have a high-resolution photo of yourself? 
In most cases for businesses just starting out, you are the 
brand!

HOW TO AUDIT
Search for your business’s domain name and brand name on 
Google Image Search (https://images.google.com), like so:

site:yourdomain.com your brand name



Your business’s logo and color scheme should be obvious, and 
the images returned should not look pixelated.

USEFUL TOOLS
Tailor Brands
https://tailorbrands.com
Tailor Brands offers an affordable do-it-yourself logo builder 
and branding kit.

Z O N E  1 1 8
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PHOTOS AND VIDEOS
Regardless of the platform on which consumers see your busi-
ness, they want photos and videos! And good ones! One of the 
most important investments you can make as you’re starting 
your business is in compelling photography and videography– 
assets that can be used in both online and offline marketing, and 
even in-store.

WHAT IT AFFECTS
Offline Collateral, Website User Experience, Content, Email 
Marketing, Local Profiles, Social Profiles, Social Media.

WHAT TO CONSIDER

Do you maintain a collection of all business-related 
photo and video assets in the cloud? 
Your Google Drive account is a great place to upload 
these (see “Productivity.”)

Are there brands you follow on social media to which 
your business aspires?
If photos or videos of your products (or of you delivering 
services) wouldn’t look out of place in their feeds, you are 
doing a great job!

HOW TO AUDIT
Image and video quality is a subjective criterion. But, if you have 
a website, to get a sense for how you appear to customers, search 
for your business’s domain name on Google Image Search:



On https://images.google.com, type site:yourdomain.com

Do these images represent your business well?

USEFUL TOOLS
Mercatus Directory
https://mercatuspdx.com/directory/
There are a number of professional photographers in the Merca-
tus program!

Snappr.co
https://www.snappr.co
Snappr is sort of like Uber or Lyft for professional photogra-
phers and videographers.

Z O N E  1 2 0
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CUSTOMER DATA
Every business should collect an email address from every cus-
tomer (and prospect, if appropriate), and maintain a spreadsheet 
or database of each customer’s purchase history.

WHAT IT AFFECTS
Email marketing, customer feedback, reviews and testimonials, 
SEO, paid online advertising.

WHAT TO CONSIDER
Even if you never have the time to look at this data, software 
products are springing up left and right that can ingest this data, 
augment it with data from third-party sources, and analyze it for 
you with a keystroke. Over time, you’ll be able to make smarter 
decisions about how and where to spend your marketing budget, 
have software execute campaigns automatically based on your 
customer list, and increase the return on those campaigns.

 Is your email contact list organized or tagged?
For most businesses, this is the simplest way to start. 

Can you export email addresses from your accounting 
software?
If you’re using accounting software such as Quickbooks, 
your customer list should be exportable.

Can you export email addresses from your point-of-sale? 
If you’re using a modern point-of-sale system like Shopify 
or Square, your customer list should be exportable.



Do you maintain a spreadsheet of your customers? 
Even if it’s not up-to-date, it’s a great starting point, and 
can be augmented by all other sources (e.g., email, signup 
sheets, etc.).

Do you have a signup sheet or business card fishbowl 
at in-person events where customers can leave their 
contact information?
This information can be digitized later, although it’s 
generally a best practice to follow-up with contacts soon 
after the event for memorability.

 

HOW TO AUDIT
There isn’t an online tool to help audit your customer data prac-
tices; you’re either collecting customer information or you’re not.

USEFUL TOOLS 
Google Workspace Contacts
https://contacts.google.com
Manually reviewing (and labeling) your existing contacts can be 
a great place to start building your customer list.

If you’re diligent about labeling your contacts as customers in 
Workspace, that’s really all you need as a starting point. If that 
sounds unrealistic (true for most business owners), read on.
 
Google Sheets (Part of Google Workspace)
https://workspace.google.com/products/sheets/ 
Google provides a simple spreadsheet program with Workspace 
that can be used to keep track of your customers from multiple 
sources, including Google Workspace.

Z O N E  1 2 2



IFTTT (Free)
https://ifttt.com 
IF This Then That helps you automate the process of consoli-
dating customer accounts into one place. Connect your Google 
Workspace email account to a Google Spreadsheet in just a 
couple of clicks. 

To seamlessly begin compiling a list of customers, simply label 
incoming emails from them with something like “business.” You 
can then use this IFTTT applet:

https://ifttt.com/applets/101636p-log-emails-with-label-in-
google-drive-sheet

to automatically store the email addresses from any sender in 
your “business” label.

Z O N E  1 2 3



Mailchimp Subscribe App 
https://mailchimp.com/features/mailchimp-subscribe/
The Mailchimp Subscribe App is a great option for businesses 
that do a lot of in-person events. It’s a great way to eliminate 
the dreaded pen and paper sign up sheet. All you need is a 
MailChimp account and a tablet. It allows you to host a sub-
scription form on your tablet, and even if the event doesn’t have 
wi-fi, any customers who signed up for your list will sync to your 
account once your tablet has an internet connection.

Z O N E  1 2 4
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OFFLINE COLLATERAL 
Even in the digital age, it’s still important to present a good 
offline impression with items like business cards, menus, posters, 
and presentations.

WHAT TO CONSIDER

Do you frequently participate as a vendor at events? 
See “Marketing Event Checklist” in the Appendix.

HOW TO AUDIT
It’s very hard to audit offline collateral—either you have it or 
you don’t. At a minimum, you should have:

- business cards 
- menus if you’re in the food/beverage business
- product labels if you sell products
- a large-format sign or table stands for an event booth

USEFUL TOOLS
Mercatus Directory
https://mercatuspdx.com/directory/
There are a few printing companies in the Mercatus program.

Canva (Free)
https://www.canva.com
Canva can help you put together impressive-looking visuals even 
if you don’t have the budget for a graphic designer.
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REFERRALS & WORD OF 
MOUTH

The word-of-mouth referral is still the most effective marketing, 
according to most small business owners.

WHAT TO CONSIDER
 
Are you encouraging referrals with offline collateral? 
Business cards and other collateral help seed referrals.

Are you networking with business-owner peers or com-
munity leaders?
Your peers frequently provide the best source of referrals.

Are you sending an email newsletter?
A regular email to your customers is the best way to keep 
your business top of mind digitally.

HOW TO AUDIT
It’s not really possible to “audit” word-of-mouth. But it’s a good 
idea to remind colleagues and customers how important referrals 
are on a regular basis to keep your business top of mind digitally.
 

USEFUL TOOLS 
Small Thanks with Google (Free)
https://smallthanks.withgoogle.com
If you have a Google Business Profile, this free tool helps you 
spread word-of-mouth with offline collateral.
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CONTENT
Your content should be authentic, informative, and focused on 
your customers.

WHAT IT AFFECTS
Website User Experience, Email Marketing, SEO, Social Media, 
Conversion Rate Optimization.

WHAT TO CONSIDER
 
Why should customers choose you? 
Clearly convey your value to your customers (and if ap-
propriate, how that differs from your competition).

What are the most common questions that customers 
call, email, or ask you about in person?
Answering the questions that people are already asking 
can not only help you rank for those same questions 
when prospects type them into a search engine, but also 
convert them once they land on your website or see them 
answered on social media.

Can your customers provide content for you?
Customer testimonials and reviews are some of your 
most powerful content. 

HOW TO AUDIT
Each business is different, but here are some common pieces of 
content that each small business website should contain:
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Founder story / About the founder.
Increase the connection customers feel with your busi-
ness by telling your story--and for bonus points, tell your 
story in a video alongside a text version.

One page per product or service.
Make sure there’s a unique page dedicated to every prod-
uct you offfer -- or at least your best-sellers.

Press, media, or awards. 
Have you been featured in a local publication? Add the 
logo of the publisher and link to the story. Consider add-
ing a full page if you’ve been featured multiple places.

Where to buy.
If you don’t have a retail presence yourself, are your prod-
ucts distributed in any local shops? Let customers know 
where they can purchase in person.

Upcoming events. 
Let customers know where and when to find you.

For wholesalers.
Want broader distribution of your products? Create a 
page with any information relevant to wholesalers.

Testimonials.
Show off comments from your happy customers to en-
courage more happy customers.

Contact information.
Make it easy for customers to get in touch with you.
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WEBSITE / DIGITAL OPER-
ATIONS PLATFORM 
The choice of the platform on which your website is built is far 
more consequential and has far longer-lasting consequences 
than does the initial look-and-feel you choose for your website. 
In fact, numerous website platforms have evolved beyond just 
Content Management Systems to full-blown Digital Operations 
Platforms.  
 
On a good website platform, it’s fairly trivial to update or cus-
tomize the look-and-feel as preferences change. But the same 
cannot be said for poorly-integrated or poorly-optimized web-
site builders as your business grows more complex. Choosing a 
substandard website platform increases headaches exponentially 
as your business grows.

WHAT IT AFFECTS
Customer Data, SSL, Hosting, Ecommerce, SEO, Email Mar-
keting, Paid Advertising, Scheduling and Booking, Customer 
Feedback, Payments and POS.

WHAT TO CONSIDER
Too many small businesses are lured by slick radio ads or ridic-
ulous marketing promises and don’t take a step back to think 
critically about the strengths and weaknesses of the platform 
they’re about to select.

Here are the most important considerations:



How well does the platform integrate with other mar-
keting products? 
If you sell both online and offline, can you manage all 
your products from the same place? Are there widgets 
that collect email addresses for an email marketing 
campaign? Can you easily publish customer reviews as 
testimonials? Can you pull in a feed of your Instagram 
photos? These are just a few of the basic integrations that 
your website platform should offer.

How well-supported is it?
How easy is it to find someone who can fix your site? 
 
How easy is it for you to update content?
Can you do it yourself or can a friend help you? Or do 
you need to be a digital expert in order to use your own 
website?

How search-engine-friendly is it?
Squarespace, Shopify, Wordpress, and Square are the only 
CMS platforms that are truly search-engine-friendly “out 
of the box.” 
 
Does website platform provide an SSL certificate by 
default? 
An SSL Certificate ensures that all information that 
customers enter into your site (such as their email address 
or credit card information) is encrypted and more diffi-
cult to hack or scrape. Shopify, Square, and Squarespace 
are all SSL-enabled by default; less-reliable platforms are 

Z O N E  1 - 2 3 0
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not. Check for SSL-enablement by looking for a small 
lock icon when you load a website in a browser.   
 
SSL-enabled 
 

No SSL Cert.

FOR BUSINESSES THAT WANT TO SELL 
ONLINE 
Deciding to sell online is a big step, and the complexities of sales 
tax in other jurisdictions, drop-shipping, and inventory manage-
ment mean it’s not a decision to take lightly.  
 
The additional post-pandemic visibility afforded by Google 
Merchant Center mean that a simple integration with Google 
Shopping should now be one of the main criteria for selecting a 
Digital Operations platform for businesses focused primarily on 
Ecommerce. 
 
FOR SERVICE-ORIENTED BUSINESSES 
Even service-oriented businesses can “sell online” by offering on-
line booking. Like Ecommerce, this requires a secure website for 
entering sensitive information, and platforms that integrate with 
your Google Business Profile can increase the number of cus-
tomers who book with you after an online search by raising the 
visibility of your online booking option. (Square Appointments 
are integrated with Google; as of this edition of the Handbook, 
Squarespace’s scheduling is not.)
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CHOOSING A DIGITAL OPERATIONS 
PLATFORM
 
Many factors play a role, including your general familiarity with 
online software, what percentage of your business you hope will 
come from online sales, and whether you are already running a 
Point-of-Sale in your store.
 
Are you a relatively new business, or do you plan to sell just 
a handful of products offline? Squarespace is the best simple 
Ecommerce solution for businesses just starting out, or for ser-
vice-oriented businesses that don’t need or want to offer direct 
online booking. 

Is your business primarily retail-oriented? Square is best for 
single-location retail-oriented busineses or service businesses 
that won’t be producing much website content.   

Is your business somewhat established, or do you plan to sell 
primarily online? Shopify is the best Ecommerce solution for 
slightly more advanced small businesses just starting to sell on-
line, or a strong upgrade option from Squarespace. For business-
es expecting to build a significant retail operation, Shopify also 
offers a Point of Sale to keep your online and offline inventory 
in sync.

Shopify Lite offers businesses already running Wordpress a rel-
atively easy way to add buy buttons to an existing website (and 
social media profiles).

The previous edition of this Handbook recommended Wordpress, 



which remains a fine option for businesses who are already using 
it. 

However, the steep Wordpress learning curve and improvements 
to each CMS above mean Wordpress isn’t the best choice for 
new businesses. The WooCommerce suite of plugins is also an 
option for advanced businesses already familiar with Wordpress. 
 
The chart below is intended to help you make this important 
decision.

Z O N E  1 - 2 3 3

Shopify Lite
Primarily 

Online Sales

Easier to Use

More Robust

Shopify

Squarespace

Primarily 
Offline Sales

Square

Wordpress
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HOW TO AUDIT / USEFUL TOOLS

WhatCMS 
https://whatcms.org 
Easily detect the Content Management System of any website.

Really Simple SSL Plugin for Wordpress (Free) 
https://wordpress.org/plugins/really-simple-ssl/
If you’re running Wordpress, this plugin can help you configure 
your website to be secure in just a couple of clicks.
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WEBSITE USER EXPERIENCE
60% of consumers are less likely to buy from a small business 
that offers a poor website experience. Your website should look 
good AND be designed to convert visitors into customers.

WHAT IT AFFECTS
SEO, Conversion Rate Optimization.

WHAT TO CONSIDER
 
No splash page. 
If you have a page that says “Enter Here” or “Skip Intro,” 
delete it. Visitors hate them and they’re terrible for SEO.

Mobile-friendly.
Loads quickly on a phone with no pinching or scrolling.

Clear navigation.
Easy for customers to find the key pages they’re looking 
for (see “Content”).

Strong calls-to-action.
Each page should direct the visitor to take an action -- 
call you, order a product, email for more information, etc.

HOW TO AUDIT
Enter your website address in the Google Mobile-Friendly Tool:
https://search.google.com/test/mobile-friendly
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Check the navigation (usually 
a  menu on mobile). Is 
each important page listed?
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USEFUL TOOLS
Google Mobile Friendly Test  
https://search.google.com/test/mobile-friendly
Google’s easy, automated test.

Usability Hub
https://usabilityhub.com/examples
Inspiring questions to ask about your website’s usability.

Squarespace Templates
https://www.squarespace.com/templates
Many Squarespace experts consider this the most flexible tem-
plate to work with for a variety of businesses.

Best Themes for Small Inventories (Shopify)
https://themes.shopify.com/collections/small-inventory
Shopify’s curated list of best themes for businesses like yours.
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WEB ANALYTICS
The goal of web analytics is to help you understand how con-
sumers are finding and interacting with your website. 

WHAT IT AFFECTS
SEO, Paid Advertising

WHAT TO CONSIDER

Google Analytics is the most widely-used analytics.
It’s complicated, but it integrates with loads of other 
marketing programs, and should you hire a marketing 
professional at any point in the future, s/he will thank 
you for installing Google Analytics early on. 
 
Google Analytics tracks behavior on, and sources of traf-
fic to, your website via a tiny snippet of code.

HOW TO AUDIT
GAchecker.com will show you which pages of your website, if 
any, have the Google Analytics tracking code installed.



Z O N E  2 3 9

SET UP GOOGLE ANALYTICS
First, sign up for an account at https://analytics.google.com. 

Once you’ve created your account, you’ll see a tracking ID start-
ing with “UA-###....” Highlight this tracking ID and copy it. 
(Note, if you use Shopify, copy the full <script> code provided by 
Google).

If you sell via Ecommerce
Once you’ve created your ac-
count, select Admin from the 
lower-lefthand navigation.

Look for the  Ecommerce 
Settings icon.

Turn both toggles to “On” and 
click “Save.”



Add Google Analytics to Squarespace
In the Home Menu, click “Settings,” and then click “Advanced.”
Click “External API Keys.”

Paste your Google Ana-
lytics tracking ID in this 
box. Click “Save.”

Click “Save.”
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Add Google Analytics to Shopify
Open your Shopify admin and go to Online store > Preferences.

In the Google Analytics section, paste your global site tag in the 
Google Analytics account field:

You’ll know that Google Analytics is enabled on your online 
store when you see a code beginning with UA- under the Goo-
gle Analytics account heading, like this:

Add Google Analytics to Wordpress
Install the Google Analytics for Wordpress plugin: 
https://wordpress.org/plugins/analytics-for-wp/

Once installed, click “Google Analytics” in the lower lefthand 
navigation. Paste your UA tracking code and click “Save Chang-
es.”
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USEFUL TOOLS

GA Checker (Free)
https://gachecker.com 
See which of your pages have Google Analytics installed.

Google Analytics (Free)
https://analytics.google.com 
Track behavior on, and sources of traffic to, your website.

Google Analytics for Wordpress (Free)
https://wordpress.org/plugins/analytics-for-wp/
Connect Google Analytics to your Wordpress website. Note: 
there are many similarly-named (and more complicated) plugins.
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CUSTOMER FEEDBACK
Many small business owners are unnecessarily fearful of asking 
their customers for feedback on their product or service.  But 
beyond the obvious marketing value of positive reviews and tes-
timonials, customer feedback helps you run a better business!

WHAT IT AFFECTS
Reviews and Testimonials, SEO.

WHAT TO CONSIDER

Are you already capturing customer email addresses? 
(See “Customer Data.”)

Is there a natural place in your transaction to ask for 
feedback?
Could you ask for feedback at the bottom of your re-
ceipts? Or as part of a routine follow-up a certain num-
ber of days after completing a project?

Can you automate the process?
Can you auto-generate an email request to customers 
based on the date of their purchase?  

Is there an offline place to ask for feedback?
Can you place an index card near your point of sale that 
encourages customers to leave their feedback with you?

 



HOW TO AUDIT
There’s not really a way to audit this component besides asking 
yourself the questions above.

USEFUL TOOLS
Square Feedback
https://squareup.com/customer-engagement/feedback
When this feature is enabled in your Square account, your cus-
tomers will automatically receive a “How’d we do?” message in 
their digital receipts with a :) and a :( as options.

If you’re not a Square user, consider how you might replicate this 
feature within your own Marketing Stack. 
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EMAIL MARKETING
Newsletters and promotional emails get many-times-greater 
visibility than unpaid posts on social media.

WHAT IT AFFECTS
Word of Mouth, Reviews & Testimonials, Paid Advertising.

WHAT TO CONSIDER

Use an Email Service Provider, like Mailchimp, or the 
one provided by your Digital Operations platform.
Using your personal email account to send marketing 
campaigns to your customers is not compliant with spam 
regulations and may get your email address blacklisted. 
Set your full name and business email as the sender.

Include a sign-up form on your website and at events.
Capture customer email addresses any way you can--and 
get permission from customers to email them. 

Set expectations and stick with them.
Let customers know when they sign up for your mailing 
list how often you’ll email them and what those emails 
will contain. This makes them more likely to open your 
emails and keeps them loyal.

Make sure your emails look good on mobile devices.
Almost 50% of emails are opened on mobile, so keep the 
same considerations in mind as for your website.



HOW TO AUDIT
BuiltWith.com can detect what Email Service Provider you’re 
using--if you have an email signup form on your website.
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USEFUL TOOLS 
Mailchimp 
https://mailchimp.com
The easiest Email Service Provider to get started with. Integrates 
with thousands of other software programs, including every 
major Content Management System. Includes spam compliance 
features, email analytics, list management, and more.

Mailchimp Subscribe App 
https://mailchimp.com/features/mailchimp-subscribe/
As discussed in “Customer Data,” the Mailchimp Subscribe App 
allows you to host a subscription form on your tablet at in-per-
son events.

Connect Mailchimp to Squarespace
https://support.squarespace.com/hc/en-us/articles/205815508- 
Using-MailChimp-with-Squarespace
Connecting Mailchimp to Squarespace is done on a per-form 
or per-block basis. See the steps in the article above to connect 
your accounts once you’re logged in to Squarespace. Although 
Squarespace has a built-in email marketing service, MailChimp 
is more robust and the preferred solution.

Connect Mailchimp to Shopify
https://mailchimp.com/help/use-mailchimp-for-shopify/

Log in to your Mailchimp account, click 
your profile name, and choose “Connect-
ed Sites.”

Click “Shopify” in the list of logos and 
click “Connect.”
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On the Shopify installation screen, click “Add app.”

Enter the domain name for your Shopify store, and click “Log 
in.” Enter your Shopify login credentials, then click “Log in” 
again.

Click “Connect existing account.” Choose a Mailchimp list to 
connect to your store, and click “Connect List.”

Connect Mailchimp to Wordpress
https://wordpress.org/plugins/mailchimp-for-wp/ 
Install the Mailchimp for Wordpress Plugin from Ibericode. 
Once you’ve installed it, go to MailChimp for WP > Forms. 
Select at least one list to subscribe people to.

Embed a sign-up form in pages or posts using the [mc4wp_
form] shortcode, or show a sign-up form in your widget areas 
using the “MailChimp Sign-Up Form” widget.

Privy 
https://privy.com (https://apps.shopify.com/privy)
Privy helps you capture the email addresses of potential cus-
tomers when they land on or leave your site. To add the app 
to Shopify, simply click “Add App” on the page listed above. 
(Wordpress installation is more advanced.)

Z O N E  2 4 8



Z O N E  2 4 9

EMAIL ANALYTICS
One of the many advantages to using an Email Service Provider 
for your email marketing (as opposed to just sending them from 
your personal email account) is the analytics that ESP’s provide 
you as part of your subscription.

WHAT IT AFFECTS
Email Marketing

WHAT TO CONSIDER

Open rate (average: 20-25%). 
How many people opened your email? Tracking this 
metric over time can help you identify the best days and 
times to send your emails, as well as the most compelling 
keywords or calls-to-action to use in your subject lines.

Click rate (average: 2-4%).
Once they opened, how many subscribers (and which 
subscribers) clicked through to the content you were 
promoting? Analyzing this information can help you 
segment your audience by content type and optimize the 
content you deliver to each segment.

Unsubscribes/complaints.
If you find yourself getting lots of unsubscribes, consider 
whether you’re living up to the expectations you set in 
terms of sending frequency when your subscribers signed 
up, and whether the content you’re sending is compelling.
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HOW TO AUDIT
Basic Analytics are provided by every reputable Email Service 
Provider. To determine whether you’re using an Email Service 
Provider, see BuiltWith in the “Email Marketing” section of this 
manual.

USEFUL TOOLS
Mailchimp Industry Benchmarks
https://mailchimp.com/resources/email-marketing-benchmarks/
See how your metrics compare to other companies’ in your in-
dustry.



Z O N E  3 5 1

LOCAL PROFILES
Local Profiles (in particular Google Business and Yelp) are fun-
damental to any local business’s search engine presence. In many 
cases, these profiles will outrank your website, especially for new 
businesses. (Yelp also powers listings on Apple Maps.)

WHAT IT AFFECTS
Reviews and Testimonials, SEO.

WHAT TO CONSIDER

Do you have a storefront presence--even a shared or 
temporary one? 
If not, you’re ineligible for a Yelp listing, since Yelp 
requires you to show your address. (You can hide your 
address in your Google Business Profile.)

Fill out these profiles as completely as possible, and be 
consistent with your Name, Address, & Phone on each.
It’s the easiest SEO you will ever do.

Submit great photos.
Photos are very prominent on mobile devices and good 
ones will likely lead to more sales. 

Do NOT buy ads from Yelp.
The “cost” of your Yelp profile is having to deal with calls 
and emails from their salespeople. No matter how good 
the deal sounds, don’t purchase any ads from Yelp.



HOW TO AUDIT 
Search for a business’s full Name, Address, and Phone Number 
on Google.com. You should see a large Google Business Profile 
on the righthand side of your screen, and the Yelp profile within 
the first few results.

Also perform a search at Google for your business’s main key-
words. What directories show up?
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See if those directories offer the chance to create a free profile.

USEFUL TOOLS
Google Business Profiles (Free)
https://business.google.com
Google’s free tool offers a wide range of features for free visibili-
ty when someone searches for you on Google. 

Yelp for Business Owners (Free)
https://biz.yelp.com
Yelp’s equivalent of Google Business Profiles offers similar fea-
tures.
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LOCAL ANALYTICS
Prominent local search sites like Google and Yelp provide basic 
metrics around the number of impressions of your profile, and 
in some cases more detailed information around the number of 
phone calls they refer to you or driving directions they produce.

WHAT TO CONSIDER

Directionally accurate, specifically imprecise.
Google’s numbers represent a good barometer for the 
overall health of your profile, but should be analyzed 
alongside your web analytics and point-of-sale system.

Place ZERO trust in Yelp’s numbers.
Yelp’s impression and phone call numbers are also direc-
tionally accurate, but their Return on Investment calcula-
tor is completely bogus, with a suspect basis in reality. 

HOW TO AUDIT
Analytics are usually provided as part of signing up for a Local 
Profile. Google provides certain benchmarks but it’s difficult to 
compare metrics across accounts.

USEFUL TOOLS
Google Business Profile Insights (Free)
https://business.google.com/
See how many times your Profile appears in Google Search and 
Maps, including how many actions customers are taking.
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SOCIAL PROFILES
Whether or not your business has the time, energy, or budget to 
be active on social media, all businesses should claim a profile on 
each major social media channel. At a minimum, these profiles 
often rank well in Google when people search for your business. 

WHAT IT AFFECTS
SEO, Social Media.

WHAT TO CONSIDER

Claim, whether you’ll use it immediately or not.
You never know what direction you’ll decide to go in, so 
claim a desirable profile name for your business as soon as 
you can to ensure it’s still available if/when you want it.

If possible, claim the same profile name on all networks.
The more consistent you can be, the better.

If possible, register for a business page or profile.

Upload a good logo and/or photo to each profile.
Customers are more likely to purchase from a business 
with a professional social media appearance.

Direct customers to a channel where you’re active.
If you don’t plan to be active on a particular network, 
direct customers who visit that profile to somewhere more 
desirable, like your email newsletter or website.
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HOW TO AUDIT
Enter your desired profile name at https://namechk.com

The Namechk tool will show you the availability of that profile 
name on most major social networks (exception: LinkedIn).

USEFUL TOOLS
Facebook (Free) - https://www.facebook.com/business/pages/set-up

Instagram (Free) -  
https://www.instagram.com/accounts/emailsignup/

Pinterest (Free) - https://business.pinterest.com

Twitter (Free) - https://twitter.com/i/flow/signup

LinkedIn (Free) - https://www.linkedin.com/company/setup/new/

YouTube (Free) - https://www.youtube.com/create_channel



Z O N E  3 5 7

COMMUNITY
Where community really matters is in real-world involvement.  
But make sure this real-world involvement is reflected online.

WHAT IT AFFECTS
SEO, Social Media.

WHAT TO CONSIDER
Real-world involvement could be participating in your local 
neighborhood association, sponsoring local charities, or pitching 
in for school fundraisers.

Each time you’re involved: 

Create and post photos and/or videos of the event to 
your website, in your email newsletter, and on social 
profiles. 

Ask the organization to add your logo and a link to your 
website from their members or sponsors page.

Ask for a shoutout from the organization in their news-
letter or on social media.

Also consider joining, and adding your business to, NextDoor.

HOW TO AUDIT
Brainstorm a list of community groups with which you’re in-
volved. For each one, search Google with the following string:



site:organizationwebsite.org “your brand name”

Does Google see your brand represented on their website?

Despite a thank-you, Google can’t “see” the recognition for Atlas 
Pizza on https://divisiondesigninitiative.org/partners/.

Google can clearly see NW Natural’s support of My People’s 
Market.

USEFUL TOOLS
Google.com Site Search 
“site:” shows all results for a specific keyword from a specific website.

NextDoor (Free)
https://nextdoor.com/business/
Add your business to the growing community social network.
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REVIEWS & TESTIMONIALS
Reviews and testimonials are some of your most compelling 
content. 88% of consumers trust online reviews as much as per-
sonal recommendations, and they’re one of the most authentic 
ways you can convey what it’s like to work with you or purchase 
from you.

WHAT IT AFFECTS
SEO, Conversion Rate Optimization.

WHAT TO CONSIDER

Are you already capturing feedback from customers? 
(See “Customer Data” and “Customer Feedback.”)

Are you publishing testimonials from happy customers 
on your website?
This is great for SEO and can induce more customers to 
buy from you.

Do NOT explicitly ask for reviews on Yelp. 
It violates their Service terms and can flag your account. 

HOW TO AUDIT
Search for a business’s full Name, Address, and Phone Number 
on Google.com. 

You should see at least a handful of gold stars appear in the first 
few results and on the Google Business Profile.



USEFUL TOOLS
 
Whitespark Google Review Link Generator (Free) 
https://whitespark.ca/google-review-link-generator/
Google encourages you to share links to review your business 
with your customers, but because of the way Google is coded, it’s 
difficult to find the exact link to share with them.  
 
Use this free tool from Whitespark to get the direct link to share 
with your customers.
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SEO
There are a number of straightforward, low-cost techniques that 
can help you stand out on Google fairly quickly–many of which 
are represented elsewhere in this roadmap.

WHAT TO CONSIDER

Use keywords in your Title Tags.
 Title Tags are not obvious when viewing a webpage, but 
they’re the most important on-page attribute for SEO. 

Implement user experience (UX) best practices.
Good UX is good SEO. Search engines like fast-loading 
websites, clear navigation, and obvious contact info.

Claim your local profiles.
Presenting consistent, accurate information for your busi-
ness across major directories can lead to higher rankings.

Get customers to review you.
Get a process in place to ask for customer feedback, if 
you don’t have one already. Reviews have become “table 
stakes” for local rankings in many business categories.

Be involved in your community.
“Votes,” or backlinks, from websites of community or-
ganizations you’re involved in (such as charities and 
chambers of commerce), and stories about your business 
in local newspapers and blogs, are a strong influence on 
your search engine rankings.
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HOW TO AUDIT
We’ve already covered how to audit many of these consider-
ations (“Website User Experience,” “Local Profiles,” “Reviews & 
Testimonials,” and “Community”).

To audit your Title Tags, perform a site:yourdomainname.com 
search at Google. The blue links are your Title Tags.

Your Title Tags should contain keywords related to your busi-
ness and be compelling; you should have a unique Title Tag for 
every page. Google Trends can help you figure out which key-
words to include in your Title Tags.

TI
TL

E 
TA

G
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UPDATING YOUR TITLE TAGS

To change a page’s Title Tag:

In the Home Menu, click 
“Pages.”
In the Pages panel, hover 
over the navigation title.
Click the icon next to the 
title.
Click the “SEO” tab.
Add the SEO Title.
Click “Save.”

Squarespace

Shopify (Homepage)
From your Shopify admin, go to Online Store > Preferences.

Enter a title and meta description for your store, following SEO best 
practices. Click “Save.”

Shopify (Product Page)
In the Search engine listing preview section, click “Edit website 
SEO.”  

In the Page title field, enter a descriptive title and enter a descrip-
tion (meta description) for the page’s search engine listing. Click 
“Save.”
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Wordpress (via Yoast Plugin)
First install the Yoast SEO plugin from https://wordpress.org/
plugins/wordpress-seo/.

Once installed, visit the page or post you wish to optimize.

Scroll beneath the page/post content to find the Yoast SEO 
panel. Click the “Edit snippet” button.

Enter the SEO Title you wish to add and then click “Update” 
(or “Publish”) to save the post or page.



USEFUL TOOLS
 
Google Trends (Free)
https://trends.google.com
A free tool that shows the relative search volume of any keyword.

Yoast for Wordpress (Free)
https://yoast.com
A free plugin that allows you to easily edit the Title Tag of any 
page on your Wordpress website.
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SOCIAL MEDIA
Social media consistently ranks as one of the top three market-
ing channels among small business owners. You don’t have to be 
a technical expert to be great at social media, and the possibility 
of one of your posts going viral holds tremendous appeal.

WHAT IT AFFECTS
Referrals & Word of Mouth, Paid Advertising.

WHAT TO CONSIDER
 
You don’t own your followers. 
Unlike your customers’ email addresses, you don’t own 
their social profiles -- the social media companies do. So 
be wary of investing too heavily in social media.

Social media platforms are becoming pay-to-play.
Related: these platforms can charge you to reach your 
followers anytime they like. Facebook in particular has 
made it much more difficult to reach fans organically. 

Social media is not a transactional channel.
Generally speaking, customers on social media are there 
to be social, not to buy from you. Email and SEO are 
more transactional.

Social media platforms come and go.
Remember MySpace? Customers can leave a given plat-
form rapidly; it may already be happening to Facebook.
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Prioritize your time based on where your customers are.
You don’t need to be active on every platform. Participate 
on the ones where your customers are (if you’re not sure 
where they are, survey them to find out). 

HOW TO AUDIT
Because a “successful” social media presence means different 
things for different businesses, it’s very difficult to audit. Perhaps 
the best way to audit your presence is to know if you’re spending 
your time on the right platforms.  
 
The graphic below reflects our assessment of where the aver-
age business can be most visible with the least amount of effort 
based on its customer base.

USEFUL TOOLS
 
Buffer ($10/mo.)
https://buffer.com
Buffer enables you to schedule and cross-promote your content 
on multiple social media platforms.

High Visibility

Low Visibility

LinkedIn

YouTube

Facebook

Instagram

Twitter

Pinterest

Consumers Businessses
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TRADEMARK
Not every new business needs to file a trademark; we suggest 
speaking with a lawyer for at least an initial consultation before 
settling on a name. The last thing you want to do is build a suc-
cessful company only to find out you’ve infringed on someone’s 
trademark and be forced into years of legal battles or the head-
ache of changing your name and branding later on.

WHAT TO CONSIDER

Do you eventually hope to sell beyond Portland?
Be sure to check whether a company in another state 
may already have a trademark claim.

Are other companies already ranking for similar names 
in Google?
You definitely want to make sure you’re not infringing on 
their potential trademark already.

HOW TO AUDIT
The US Patent and Trademark Office maintains a public search 
engine at https://tess.uspto.gov that can be useful for a high-level 
overview of how crowded your prospective namespace is, but it’s 
no substitute for speaking with an expert.

“Blossom Home” is not a good choice for a name, as there are 
multiple live trademarks for that name in the TESS database:



A P P E N D I X 7 1

“Native Blossom Studios” looks like a good choice for a name, as 
there are no live trademarks returned by the TESS database:

USEFUL TOOLS
TESS from USPTO (Free)
https://tess2.uspto.gov
Search the US Patent and Trademark Office to see if there are 
similarly-named companies already operating in your industry.
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ACCOUNTING & BOOK-
KEEPING

Your accounting software is also an important repository of cus-
tomer data that other software can leverage for marketing and 
re-marketing.

WHAT TO CONSIDER

How easy is it to export customer data?
Ideally your accounting software is a cloud-based system 
that can sync with other cloud-based marketing software.

USEFUL TOOLS
Quickbooks Online ($20/mo.)
https://quickbooks.com
Straightforward cloud accounting software.

Xero Accounting ($30/mo.)
https://xero.com
Straightforward cloud accounting software.
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PAYMENTS & POINT OF SALE
The data that your POS collects can (and should) form the basis 
for a whole host of future marketing activities.

WHAT TO CONSIDER

Do you hope to sell online at least as much as you do 
offline?
Shopify Point of Sale is your best bet.

Do you plan to sell primarily offline?
Square is your best bet. 
 
Square offers best-in-class marketing solutions, such 
as email, that build on its native features. Its website 
product (Weebly) is substandard, however. There are 
third-party tools that sync Square inventory with your 
Wordpress or Squarespace website, but this may be 
clunky if you plan to do a lot of Ecommerce business.

USEFUL TOOLS
Shopify Point of Sale
https://www.shopify.com/pos
The best choice if you want to sell online and offline equally.

Square
https://square.com
The best POS choice if you expect to sell primarily offline.



A P P E N D I X 7 4

SCHEDULING & BOOKING
Online booking services reduce the friction for customers to 
schedule an appointment with you and in many cases, the con-
venience factor might be the decision-making criterion for your 
prospects, particularly if they skew under age 40.

WHAT TO CONSIDER

Choose a vendor that’s on Google’s approved list of 
“Reserve” partners.
Companies on this list have integrated with Google 
Business Profiles to allow searchers to make appoint-
ments with you directly from Google search results. 
 
You won’t get anywhere near the same results from a 
vendor who’s not on this list.

HOW TO AUDIT
Make sure your scheduling & booking vendor’s logo appears 
somewhere on this page of Reserve with Google partners:

https://www.google.com/maps/reserve/partners



WEBSITE HEADER AND FOOTER
Every business is different, but below is a suggested header and 
footer for a typical small business website, highlighting key pages.

A P P E N D I X

IG

LOGO
Call to Action

Home Buy [Products] Where to Press &   Wholesale About Contact
 Online Find Us Reviews
 
 -Product Type 1
 -Product Type 2
 -Product Type 3
 -etc.

Business Name
Address Line 1
Address Line 2
(503) 555-5555
email@businesname.com

enter your email address

Subscribe to our newsletter

FB etc

(503) 555-5555
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SOCIAL MEDIA WORKSHEET 

Social media is a great way to get to know customers and po-
tential customers. It’s a social environment, a place to meet 
people and showcase your brand. It is not a place to make sales, 
so guard your time on social media wisely (because it’s easy to 
spend too much time on social media and get distracted from 
direct revenue activities).

FIND YOUR CUSTOMERS
The Pew Research Center studies who uses each social media 
platform by age and gender as well as race, location, education, 
and income. Use this information and compare it to your ideal 
customer(s) to help you find your customers. You might consider 
also asking customers which social media platform(s) they use. 

NUMBER OF ACTIVE ACCOUNTS
Actively use 1-2 social accounts. Schedule your posts (see below).

CLAIM SOCIAL MEDIA ACCOUNTS
Use Namechk to find and reserve social media accounts.

Claim the username for as many profiles as you can – all if pos-
sible (you never know which direction you’ll go in).

Set up the profile on each platform (e.g., photo, logo, descrip-
tion).

If you’re not active on a particular platform, let people know 
where to find you on social media, or send them to your web-
site or email subscription form so they can sign up to get more 
information. 
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SCHEDULE POSTS
Use Buffer to schedule your posts. Scheduling posts allows you 
to spend one or two days a month creating and scheduling posts 
and then spend the rest of the month responding to comments. 

It’s OK to run the same post on each platform – people use dif-
ferent platforms and you’re a small business with limited time. 

Leverage cross-posting whenever you can. For example, within 
Instagram you can also connect Facebook and Twitter accounts 
and post to those accounts at the same time. 

ENGAGE 
Your time is valuable. Spend 15 minutes in the morning and 15 
minutes in the evening responding to comments and questions. 
Respond to everyone – responses don’t need to be immediate.

HASHTAG BASICS
Facebook, LinkedIn, Instagram, and Twitter all accept hashtags. 
People can follow specific hashtags (e.g., #Portland) related to 
specific topics. This may help your post get found online, but 
there are no guarantees of being seen, with or without hashtags. 

Twitter: posts with up to 3 hashtags get the most engagement
Instagram: allows up to 30 hashtags, but ~9 works best
Facebook: posts with 1-2 hashtags get the most engagement
LinkedIn: use no more than 5 hashtags

What to hashtag? If you’re at an event, check if the event has 
a hashtag so you can let people know you’ll be there (or you’re 
there). Start with the basics, like location (e.g., #Portland) and 
items you are selling (e.g., #earrings, #shirts, #cookies). Search 
for existing hashtags; don’t make up your own.
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MARKETING EVENT 
CHECKLIST 

Bring tools with you so current and future customers will re-
member you long after the event.  

OFFLINE COLLATERAL
Give potential customers the opportunity to remember you after 
the event. Include contact information (website, name, phone, 
etc.). Options include flyers, business cards, or specials.

CREDIT CARD PAYMENTS
Be prepared to take in-person credit card payments. Most 
people do not carry cash or checks. We recommend Square or 
Shopify for taking in-person payments.
 
A mobile device with Square or Shopify app (phone or tablet)
Chip and a swipe reader for Square or Shopify.

Square card readers: https://squareup.com/shop/hardware/us/en
Shopify card readers: https://www.shopify.com/pos/hardware 

Experienced business tip: if you are established and use these 
tools frequently, give customers the opportunity to give you 
feedback at the bottom of your sales receipts:

- Square: https://squareup.com/customer-engagement/feedback
 
- Shopify: Shopify suggests using a follow-up email using the 
free app Happy Email (https://beeketing.com/happy-email) to 
make personal contact and ask for feedback. 
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EMAIL MARKETING
Be sure to provide people with the opportunity to sign up to get 
email updates from you. Even if you don’t use the list imme-
diately, it’s important to give people the option to sign up. We 
suggest doing this electronically using Mailchimp Subscribe to 
save yourself the time of having to update your list manually.  

A tablet with Mailchimp Subscribe installed (in addition to the 
device you use to take payments).

If you don’t have a tablet, create a paper sign up sheet asking 
people to sign up for email updates. Be sure to ask for the per-
son’s name and email address.

Set up Mailchimp Subscribe for iPad: 
https://mailchimp.com/help/set-up-mailchimp-subscribe-for-ipad/

Set up Mailchimp Subscribe for Android: 
https://mailchimp.com/help/set-up-mailchimp-subscribe-for-android/

PREP (NIGHT BEFORE)
Charge devices (tablets/phones) to 100% in case you do not have 
access to an electrical outlet.

Note: you need two devices–one for taking credit card payments and 
one for collecting email addresses via MailChimp Subscribe.

Update phones and tablets to the most recent software.

Practice using credit card and email marketing software if it is 
new to you.

Put your marketing materials with other event items.
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MOBILE BUSINESS 
MANAGEMENT 

Digital Marketing tools you can use from your phone or tablet:

OFFLINE COLLATERAL
If you have a Google Business Profile, Small Thanks with Goo-
gle helps you spread word-of-mouth with offline collateral. 

GOOGLE DOMAINS
You can purchase a domain on Google Domains and add Goo-
gle Workspace to your domain from your mobile device. 

G SUITE
Google has mobile apps for managing your email, calendar, file 
storage, contacts, and creating documents (word processing, 
spreadsheets, and presentations). 

FINANCE 
Banks/credit unions, Quicken, and Xero all have mobile apps 
to help you manage your accounting and bookkeeping. You may 
need to do the initial setup on a desktop computer, but you can 
manage your finances on mobile.  

WEBSITE
You will need to create/develop your website on a desktop com-
puter (or hire someone to do it for you). 

Squarespace is by far the best website to update from a mobile 
phone or tablet. They have apps to manage your website, update 
products, write blog posts, and view analytics. 
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From the Shopify app you can make changes to your products 
and add new products to your website. Taking payments will 
also adjust the inventory available on your website. There are no 
additional tools for updating your website from a mobile app. 

The Wordpress mobile app will let you add/update/delete pages 
or blog posts, manage comments, add media, review stats (re-
quires installing the Jetpack plugin). 

POINT OF SALE
Square and Shopify allow you to take payments from your 
phone or mobile device. Square’s mobile app is very robust and 
allows you to take payments, create invoices, review transactions 
and reports, add and manage customers, and add and manage 
items (products). Shopify’s mobile app allows you to manage 
products, take payments, and review reports. 

EMAIL MARKETING
Mailchimp app: create and send emails, manage contacts, and 
track campaign results.

Mailchimp Subscribe: collect name and email addresses to add 
to your list (for use at events).

SOCIAL MEDIA
Although it is easier to create accounts on a desktop computer, 
you can do everything from your mobile device. 

Social media was built for mobile. You can use any social media 
platform from your mobile device to post updates and respond 
to comments or messages. 

We recommend using Buffer to schedule posts. Buffer has a mo-
bile app so you can schedule posts directly from your phone. 
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David Mihm is first and fore-
most an advocate for sustain-
able digital marketing tech-
niques for small businesses.  

In 2012, he sold his former 
company GetListed.org to 
Moz, helping over 3 million 
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in the local search engines. 
 
In 2021, he sold his second 
startup Tidings, helping small 
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lion newsletters to their sub-
scribers, to DemandScience. 
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In his spare time, he enjoys travel (to world-class links courses in 
particular), Oregon-made craft coffee and craft beer, and specta-
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