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DOES YOUR MARKETING MIX                           
SET YOU UP FOR MAXIMUM SUCCESS?
When consumer marketers develop their marketing mix strategies, they often 
focus on consumer profile aspects like age, gender, education, location, and 
income when building targeting profiles. However, marketers often equate 
innovative targeting strategies with moving toward digital channels and, 
consequently, investing less in print advertising and potentially creating a      
non-optimal marketing mix. 

Based on over 30 years of analysis of 
consumers across all geographies, the expert 
analysts at Mspark have identified which 
marketing channels appeal to consumers who 
live in major metropolitan areas and those who 
live outside them. While digital advertising 
influence is on the rise, print is still highly 
influential in every target sector, and especially 
for the 46% of the population that lives outside 
of metropolitan areas. In order to successfully 
capture all potential consumers, marketers 
need to understand these differences and tune 
their marketing mix strategies accordingly. 

In this three-part eBook series we look at 
common targeting mistakes and offer best 
practices, delve into often missed marketing 
mix components, and share advice from experts 
on key implementation concerns. 

IN THIS 3-PART 
EBOOK WE WILL 
DISCUSS:

Shared Mail 
Strategy

Powering Your 
Marketing Mix

Marketing 
Influence
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BUILDING A SOLID                                                      
TARGETING STRATEGY
When thinking about targeting, it’s easy to rely on stereotypes, generalizations, and cultural ideas about which 
demographics are worth targeting and how they should be reached. Not thinking critically about targeting 
opportunities or taking a data-driven approach, however, can leave a lot on the table. 

There are common mistakes made by marketers when targeting consumers in the US by location—are you making 
them? In this eBook, we discuss three of them and offer best practices to incorporate, instead.

3 COMMON TARGETETING MISTAKES:

Focusing Solely on the  
Urban Consumer

Using the Same Messaging 
and Offers for All

Not Using the Most Effective 
Channels to Reach People
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MISTAKE #1:                                                             
FOCUSING SOLELY ON THE “URBAN” CONSUMER    
BECAUSE OF POPULATION DENSITY
Many marketers only focus on tightly grouped, densely located consumers and neglect to capture people outside 
of that profile. However, 46% of all American spending power is located outside major metro areas. In fact, people 
outside of major cities actually have more discretionary spending money than their urban counterparts. Leaving their 
money on the table is a huge missed opportunity for marketers.

 BEST PRACTICE
Expand your understanding of what different 
geographies may offer, and what hidden 
populations may be waiting to hear from you.

Urban
Metro
Semi-Rural
Rural

URBAN METRO SEMI-RURAL RURAL

DESCRIPTION Within 21 most 
populous MSAs

85,000+ 
households

20,000 - 85,000 
households

0 - 19,999 
households

DEFINITION Within 21 most 
populous MSAs

85,000+ 
households

20,000 - 85,000 
households

0 - 19,999 
households

HOUSEHOLDS 49.41 Million 23.38 Million 28.94 Million 26.92 Million

ANNUAL 
MARKET

$1.18 Trillion $587 Billion $551 Billion $456 Billion
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MISTAKE #2:                                                              
USING THE SAME MESSAGING AND OFFERS FOR                 
ALL CONSUMER LOCATION PROFILES
Due to their location, those who live outside urban and metro areas tend to have different demographics, 
psychographics, and levels of technology access – leading to different priorities and considerations for the marketer. 
Since most marketers are familiar with their urban consumers, let’s look at a few examples on how rural consumers differ:

Rural buyers are oriented around 
their homes and family, and are often 
entrepreneurial.

Rural buyers are more community and 
trust-oriented. They prefer to buy local or 
“made in the USA.” 

Rural buyers are more savings/cost-
oriented. They will switch brands if they 
find a better deal.

 BEST PRACTICE
Ensure your marketing messages – 
both visual and text – resonate with 
each type of buyer profile. 

 BEST PRACTICE
Use marketing tools and messaging 
that establishes your business as 
part of the local community, and use 
personalization where possible to 
connect more deeply.

 BEST PRACTICE
Present promotions on a regular 
(weekly/monthly) basis to avoid losing 
customers to a better competitive 
offer. Expect switching, and message 
around value not brand.
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MISTAKE #3:                                                              
NOT USING THE MOST EFFECTIVE CHANNELS TO 
REACH PEOPLE WITH DIFFERENT LEVELS OF 
TECHNOLOGY ACCESS AND PREFERENCE
Digital connectivity is often spottier outside metro areas. However, while broadband is 
less ubiquitous, mobile/wireless devices are used heavily, especially by millennials, to 
stay connected in less dense geographic areas.

 BEST PRACTICE
Meet each buyer where they are today – don’t rely on digital/
online media as the primary means of promoting your products and 
services, since those who live outside of the major metros are 56% 
more influenced by direct mail than any kind of digital advertising.

THOSE WHO LIVE OUTSIDE 
OF MAJOR METROS ARE 

56%
MORE INFLUENCED 
BY DIRECT MAIL 

ADVERTISING INFLUENCE ON RECENT PURCHASES70%
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ABOUT MSPARK
Mspark, a national media distribution company, has been delivering value-oriented advertising solutions through direct 
mail to partners since 1988.

Mspark’s comprehensive data-driven insights on consumer behavior helps organizations access and activate the target 
audiences they want to reach. With a distribution footprint of over 27 million households, the Mspark team prides itself 
on being a trusted partner that delivers measurable results and meaningful ROI to more than 3,000 clients.

1-855-209-8881 

 CONTACT US NOW
to explore how you can add shared 
mail to your marketing mix today:

http://go.mspark.com/capturing-rural-consumers-telecom-contact-us.html
http://go.mspark.com/capturing-rural-consumers-telecom-contact-us.html
mailto:customer-success%20%40mspark.com?subject=
mailto:customer-success%20%40mspark.com?subject=
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