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Local pizzerias can't compete
with national chains on 
advertising or name recog-

nition. But they have an advantage
that's often overlooked — they're
local. A national chain can be on
television, but a local pizzeria can
be in the schools, at the hospitals
and on the sports fields. Of course,
a national chain can do that, too…
but not if you beat them to it.
Neighborhood marketing is the
secret weapon of every corner
pizzeria.

“With all the competition now
and so many brands, it's impera-
tive for a business to be part of its
local community,” says Linda
Duke of Duke Marketing in Cali-
fornia. “And if you're not doing it,
someone else is.” Duke adds that
neighborhood marketing isn't just
a substitute for advertising. It's an
improvement. “A radio spot may
get your name out there, but it
won't endear you to your 
customers,” she says. “It isn't the
amount of money you have. It's
the amount of energy.”

You don't have to rely on 
existing events or organizations.
If you see a need, fill it. That's what
Scott Anthony, a Fox's Pizza Den
franchisee in Punxsutawney,
Pennsylvania, did when he inau-
gurated the annual “Pizza and 
Prevention” event in 2002. It was
originally inspired by the Septem-
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Neighborhood marketing:
a secret weapon for 
independent operators? 


