
Why 
Good Enough
Marketing

 Let’s behonestaboutsomethingmostmarket-
ing advicedancesaround.

The businessesthatarestrugglingrightnow aren’t
strugglingbecausethey’rebadatwhat they do. 

They’re struggling because nobodyre-
members them. 

That’s a harder problem to face than having 
a bad product. If your service was terrible,
you’d know it. Customers would complain.
You’d fix it. 

But forgettable? Forgettable is silent. 

Forgettable doesn’t show up in your reviews or
your refund requests. It shows up in the slow,
steady leak of customers who never came
back and never told you why — and the
prospects who found you, thought “seems
fine,” and called someone else. 

“Good enough” marketing is the most danger-
ous place a local business can be. And most
businesses are sitting right in the middle of it.

Is Slowly Killing

Your Business



The business
 you’recompeting 

against isn’t
who you think

 
Most local business owners benchmark themselves
against the obvious competition. The other plumber in
town. The salon down the street. The landscaper who
keeps showing up in the same neighborhood. 

But your real competition is the overall experience
customers have come to expect — from every business
they interact with, not just yours. 

Amazon has trained people to expect instant responses.
Chick-fil-A has trained people to expect friendliness that
feels genuine. Apple has trained people to expect that
good design is just the baseline. 

Whether it’s fair or not, customers bring those expec-
tations into every interaction with every business — in-
cluding yours. 

When your website is clunky, your response time is slow,
or your online presence looks like it hasn’t been touched
since 2020, it doesn’t just compare unfavorably to your
direct competitors. It compares unfavorably 
to the standard of experience people have come to
expect everywhere else. 

That’s the bar. It moved. A lot of local businesses didn’t
move with it.



The
Comfortable
trap

 

Here’s how it happens.

You set up your Google Business Profile.
You built a decentwebsite— or paid
someone a few hundred dollars to build
one. You’ve got some reviews, a Face-
book page you post to occasionally,
maybe some before-and-after photos. 

Everything is technically in place. Cus-
tomers find you. Some of them hire you.
Business is okay. 

So you stop. Because why fix what isn’t
broken? 

What most business owners don’t see is
what’s happening on the other side of that
decision. While you’re maintaining the
status quo, your competitors — some of
them newer, some of them objectively
less skilled than you — are investing in
showing up better. Fresher photos. More
consistent reviews. A website that actual-
ly answers questions. Content that keeps
them top of mind. 

And slowly, almost imperceptibly, they
start taking up more space in your mar-
ket. 

You don’t lose customers all at once. You
lose them one quiet decision at a time.



The Cost of

Invisible
There’s a version of your business that exists 

in your customer’s mind before they ever 
contact you.

 It’s built entirely from what they can

find, see, and feel about you online.

And here’s the uncomfortable truth: ifyour

marketing is “good enough,” that versionof

your business is probably smaller, less im-

pressive, and less memorable than the actual

business you’ve built.

You’ve put years into your craft, your

reputation, your relationships. But if the

face you’re putting forward doesn’t re-

flect that — if your photos are mediocre,

your website is generic, your content is

nonexistent — then you’re asking cus-

tomers to take a leap of faith that your

competitors aren’t asking them to take.

Some will. Most won’t.



What “better”
 Actually looks like

 

It means intentional.

Better doesn’t have to mean expensive.

Update the photos customers
see online so they reflect your
business today, not three years
ago.

Follow up with happy custom-
ers and actually ask for a review

None of that is complicated. But it does
require deciding that “good enough”
isn’t good enough anymore.

Have a website headline that
speaks to what your customer
wants, not when your company
was founded.

Show up in your prospects’ world
with something useful—consistent-
ly, not just when you need more
business.

Your best customers didn’t choose you
because you were the cheapest option 
or because your logo was the prettiest.

They chose you because some-
thing about how you showed up 

gave them confidence.

Your job now is to make sure every
prospect gets that same feeling—not
just the ones lucky enough to get a 

personal referral.

The businesses that thrive in the next
few years won’t necessarily be the most 

talented ones in their market.

The bottom line

They’ll be the ones that
made it impossible to 

forget them.
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