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The 2026 Multi-Location Marketing
Reality Check

Your marketing reports say performance is improving. But is every location feeling that growth?

Sustainable growth depends on unit-level economics. Each store or territory must generate local demand, convert it into customers,
and earn enough revenue to cover marketing and operating costs.

That math is getting harder. Customer acquisition costs across major digital channels have climbed by roughly 60% in recent years.
In plain English: getting a customer through the door costs far more than it used to, so wasted spend at one struggling location hits
the entire system harder.

When marketing teams focus solely on systemwide averages, top-line success masks location-level failure. The warning signs are

usually small: reporting gaps, inconsistent local execution, or unexplained performance differences between locations. Left
unchecked, they raise acquisition costs and squeeze margins.

Key Takeaway: Traffic and leads matter only when they become local revenue.

Track acquisition cost, conversion, revenue, and margin by location.
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Quick Gut-Check:

Al is reducing website clicks If customers can get an
The same search. A very different path to the customer. answer from Google or

Customer discovery is also changing:

o Al without visiting your
website, is ranking #1
o » TRADITIONAL GOOGLE SEARCH SEARCH WITH Al OVERVIEW still enough?
best local service near me best local service near me

SEARCH RESULTS

o Top local result — service page

Al OVERVIEW
58%

LOWERCLICK-
THROUGHRATE

for top-ranking
pages

Al-generated answer appears first

o Top local result — service page

BELOW THE FOLD

° Top local result — service page

o Top local result — service page

THE SIGNALS ARE SHIFTING

58% D 68% D 46% @D 767 D
Reduction in Site Clicks. #1 Ranking No Longer Google Searches Have Local Searchers Visit a
Al Overviews can reduce click- Guarantees Attention. Local Intent. Business Within 24 Hours.
through rates by_up to 587, Al Overviews can cut paid click-  Nearly 46% of Google searches With 76% of searchers visiting a
giving customers answers through rates by up to 68%, have local intent. Local visibility  business within a day, investing in local
before they reach your website.  reducing traffic from paid search. matters more than ever. SEO can drive measurable results.

*Data sourced from ProfitWell/Paddle and SimplicityDX reports on multi-channel customer acquisition trends.
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https://www.digitalapplied.com/blog/local-seo-statistics-2026-data-points
https://www.digitalapplied.com/blog/local-seo-statistics-2026-data-points
https://pixis.ai/blog/ai-overviews-and-paid-search-the-ctr-story-already-changed/
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https://www.businesswire.com/news/home/20260518322756/en/New-Research-Googles-AI-Overviews-Now-Cost-Websites-58-of-Their-Clicks

The Shift

Many marketing plans still assume a customer searches, clicks a website, and fills out a form. That journey now moves
across Google Search, Maps, Al answers, reviews, social media, and local websites. Google Ads and traditional SEO still
matter, but they are only part of the job.

That shift creates five common problems:

1. Marketing costs rise, but lead quality varies by location. O
2. Reports show more impressions, traffic, and rankings while local sales stay flat.
3. Corporate teams and local operators measure success differently. Protecting location-level
4. Customers use more channels, but reporting cannot show which ones produce revenue. profitability starts with
5. Strong brand-level results hide locations that are falling behind. connecting marketing to
what matters: better leads,
These are not just marketing problems. They affect what each location spends, earns, and keeps. more customers, and

maore revenue.

2024 VS. 2026

The Language of Growth Has Changed

2024 SAID... 2026 SAYS...
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"Multi-location brands can't rely on the playbooks that got them here. The disconnect
between corporate marketing metrics and location-level performance has never

been wider. It's time to stop measuring activity and start measuring growth."
= Krish Coughran, CEO

That disconnect is not a reporting inconvenience. It is a profit leak. This guide breaks down five blind spots that
widen the gap between marketing activity and measurable growth - and shows how to close them.
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Blindspot #1 -

The Revenue Disconnect: Measuring
Leads Instead of Customers

The biggest source of friction between corporate marketing teams and local operators is often cost per lead (CPL).
Corporate celebrates a lower CPL. Operators say the leads are junk. Across the industry, local teams flag 40% of
digital leads as uncontactable, out of market, or automated spam.

But junk leads are only the symptom. The real blind spot is using CPL as the scoreboard.

A"great” CPL can create false confidence. Teams cut spend to protect the metric, then lose
the visibility that produces real customers.

CUSTOMER ACOQUISITION LIFETIME VALUE

EVERY DOLLAR SPENT SHOULD RETURN AT LEAST

§1 Acquisition cost S3

Customer lifetime value

The better benchmark is the lifetime-value-to-customer-acquisition-cost ratio. A common target is
roughly 3:1: every S1spent on acquisition should return at least $3 in lifetime value. CPL alone cannot
tell you whether the business is above or below that line.

PROFIT INCREASE
s, " P

IN CUSTOMER RETENTION

OO
Look at it this way:
Paying S15 to acquire a

87% LOYALTY-PROGRAM CUSTOMERS SPEND 67% MORE customer who buys a $20

than new customers pizza looks weak - until
that customer returns ten

times. That is a $200

customer, not a $5 margin.
Retention changes the math again. A 5% lift in customer retention can increase profit

by 25% to 95%, while loyalty-program customers spend 677% more than new customers.
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Why Cost Per Lead Is No Longer Enough

CPL still has value as a diagnostic metric. It can help teams compare campaigns, spot sudden cost changes, and

manage budgets. It becomes dangerous only when it is treated as the business outcome rather than one step on
the way to revenue.

Raw form fills belong to an old marketing system. The dashboard may look healthy while the local register tells a
different story.

The fix is a closed-loop unit-economics framework that connects every lead to its outcome: a sale, a repeat customer,
or a write-off. Without that connection, "success" and revenue remain separate conversations.

° THE CPL TRAP ° THE TRUE ROAS VIEW

VANITY METRIC CLOSED-LOOP VIEW

COST PER LEAD FOLLOW THE LEAD TO ITS BUSINESS OUTCOME
$ 1 5 o @ ® ®
TRENDING DOWN COST } EIURRSEHASE } QETNEUNA'I'LION > -\rlg-:-.ll\JLELIFETIME

$15 $20 10x $200

REVENUE NOT CONNECTED

The dashboard celebrates cheap leads while LGS EALASS L) W)Ul 3 (3] SIS

the local cash register tells a different story. ggfftc')rrrf]‘éirg‘ées't;?pfg;r‘]’:(l:‘tfaand location-level

The Fix: The True ROAS Blueprint

Shift from optimizing for CPL to optimizing for true return on ad spend (ROAS). That requires a three-part data pipeline:

(/\3 Offline Conversions API: Ensure your local CRM passes unique closed-won transaction values directly
E] back to Google Ads via hashed parameters within 24 hours.

revenue-generating jobs, rather than treating all form fills equally.

Disqualification Loop: Set up automated system triggers to lower keyword bids immediately when an
operator flags a lead as "spam"” or "out of territory." Google's ad algorithms optimize toward the signals
they receive. If the system never learns that a lead was worthless, it will keep buying more of the same.

ﬁ Value-Based Optimization (VBO): Instruct your ad accounts to bid aggressively for high-margin,

“If your agency isn't tracking data back to the cash register, they're only telling you half the
P story. Instead of just tracking CPL, your agency should be working to hook up the CRM directly to
S, Google Ads and generate a true return.on ad spend (ROAS) number, or at least an estimate.

| :. — Mark Hite, Director of Consumer Sales and Marketing
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Blindspot #2 -

Ignoring Al Search & Local Share
of Voice (SoV)

Al search is no longer a "someday” issue.

Google Al Overviews and conversational assistants can answer local-intent questions before a customer visits a
site. Traditional SEO still matters, but brands also need accurate local data, specific review content, and pages that
Al systems can interpret and cite.

Measure visibility across Search, Maps, and Al answers rather than clicks alone.

TRADITIONAL SEO VS. Al SEO

What Actually Changed

STILL THE FOUNDATION

Optimize for natural-language questions
("best plumber near me open now")

Optimize for keywords in page
titles/content

§o

Build semantic review content Al can
scrape and cite for context

Build backlinks to boost
domain authority

Win the citation inside an Al Overview

il Win the #1blue link on Google or LLM answer

Manage consistent business data across
Google, Bing, Apple, Yelp, and social. Al pulls
from all of them

— Manage one Google Business
I Profile listing

SRS

5% Star-rating and review volume fﬁ;’iﬁ(‘;‘:gﬁ":g;‘;’uzlt’fﬁlﬁs‘ii;‘éA' reads
(@ Rank tracking in Google Search Console Sl;liibi:l\:\?;eLoLfl‘)I’ gi:: V\?:rr:sasnﬁIMaps
*\ (%
~ — 1
Q . f=ua}
v The 19% Overlap Shock
L o NAL SEARCH 19 /o Ranking #1 l(Jjn GoogTIe :seq )
OVERLAP mean you'd won. Today, it
#1 el |2 QIR means you have a 19%
BRAND VISIBLE chance Al even mentions
you at all.
@ VISIBLE IN GOOGLE INVISIBLE TO Al
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Ranking Well Doesn't Mean Customers Can Find You
You can rank well in traditional search and still be absent from Al-generated recommendations.

When that happens, high-intent customers may choose a competitor before they ever visit your website, call your business, or
submit a lead form. Those lost opportunities rarely appear in analytics, and you may end up paying to recapture demand you could
have earned organically.

It also changes how brands should interpret traffic declines. Website traffic can fall even when SEQ performance remains strong

because customers are getting answers directly from Al, Google Business Profiles, Maps, reviews, and local listings. The real issue
isn't lower traffic, it's losing visibility where customers are making decisions.

The Fix: Maximizing Local Share of Voice (SoV)

"Share of Voice" simply means: out of every place a customer could discover a business like yours, how often do they discover you specifically?

That requires a broader scorecard. Track whether each location appears, how prominently it appears, which sources support the
recommendation, and whether the information shown is accurate. Then compare those signals by market - not only at the brand level.

One local presence. Five connected discovery channels.

Q LOCAL Do

SHARE OF VOICE
Al OVERVIEWS @ [;Ti] SOCIAL SEARCH

|

GOOGLE BUSINESS PROFILE

LOCAL SERVICE ADS

WHAT el !_E:ARNS FROM REVIE.WS
Specificity creates discoverable context.

@ WEAK/ GENERIC v USEFUL / SPECIFIC
“Great service. Five stars!” “The [Service Name] team in [City] arrived
, . on time and resolved our [ Specific Problem]
No service. No location. No customer immediately.”

outcome.

Do your locations appear in Al search? Try this
yourself!

Open ChatGPT, Gemini, or Claude and ask:

Q “I need the best [ Your Service/Industry] near [ Target Zip Code] that can fix
[ Specific Consumer Pain Point]. Give me the top 3 options based on local data.”

Audit listings - local content - reviews « third-party mentions - structured data
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Blindspot #3 -

Replacing Expertise with Automation

To cut costs, some brands are handing local marketing to unmonitored Al tools. That is the pure-Al autopilot trap:

» Al websites: auto-generated, templated pages that look identical across every competitor using the same
tool, killing local differentiation.
Al content: generic blog posts and landing pages built around what is easy to generate, not what local

customers need.
e Alimages and video: off-brand visuals and robotic scripts with no local personality.
Al campaigns: bids and creative optimized for cheap activity without enough context about brand
standards, territory, or revenue quality.

Al can accelerate production and testing, but it should not own high-risk decisions.

Use clear approval rules, escalation paths, brand standards, and performance reviews.

Then reserve human review for customer interactions, material budget changes, legal

claims, and compliance decisions.

Al WITH HUMAN OVERSIGHT

Pure Al Autopilot vs. Managed Al Services

A

A

A

THE RISK
PURE Al AUTOPILOT

RISK 1

Generates hundreds of robotic,
identical local review replies that
trigger spam filters.

RISK 2

Aggressively dumps ad budget into
cheap, low-intent clicks because it
lacks real-world business context.

RISK 3

Generates ad creative or landing pages
that accidentally violate localized legal
or franchise regulations.

The Real Fix

"Al-enabled” doesn't mean
"Al-run.” The strongest
systems combine people,
process, and tools, not one
instead of the other.

MANAGED Al SERVICES

Al tools draft baseline responses, but a
human infuses locality and preserves
brand voice.

An expert continuously audits the data

stream to ensure the algorithm
optimizes for close-won revenue leads.

Leverages Al speed to build layouts in
real time while using human oversight
to certify strict compliance.
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Disaster Scenario:

Picture this: a customer leaves a one-star review after a genuinely bad experience. An unmonitored responder,
trained only to reply quickly and positively, posts a cheerful thank-you and invitation to return.

The screenshot spreads because the brand appears not to be listening. The original complaint was local. The
reputational damage becomes systemwide.

The Unit-Economics Cost: Repair

When unmanaged Al mishandles a customer interaction, the local operator bears the cost: staff time, refunds,

lost business, and reputation repair. Recovering one alienated customer can cost far more than preventing the
mistake with human oversight.

WHAT TO AVOID

The Tone-Deaf Al Reply

® © ® CUSTOMERREVIEWS

Local customer
Posted 2 hours ago

*

“The waiting room was filthy, and | waited over an hour past my
appointment. No one explained the delay.”

J

Al AUTO-REPLY

. “Thanks for the feedback! We love our customers. Come back soon!”

WHY IT FAILS
The brand appears not to listen.

The original complaint was local. The reputational damage becomes systemwide.
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Blindspot #4 -

Delaying Critical Website Modernization

Local marketing is only as strong as the infrastructure behind it. Two problems now threaten unit-level economics:
website compliance risk and outdated platforms that slow local execution.

1. The Web Liability Crisis

Website management is no longer just a design issue. It is a question of risk, speed, and control across every location.

Slow, six-month builds leave local teams waiting while competitors gain ground. At the same time, accessibility lawsuits
and changing privacy laws require continuous attention. In one recent year, 3,117 federal website accessibility
lawsuits were filed - a 27% increase.

Brands need systems that can monitor hundreds of local sites, find broken functionality, manage state-specific privacy
requirements, and support accessible keyboard navigation. Al and clean APl connections can speed that work, but
human oversight remains essential.

“Any large agency should be using Al to track and fix website issues quickly via clean
API connections. You can no longer take 6+ months on a complicated website build. *

— Rachael Wachstein, Sr. Director of Client Success - Franchise

The Al Website Trap (A Preview of What's Coming)

Al has made websites faster and easier to build, but it has not removed the need for technical
judgment. DIY Al-built sites may look strong on day one, then accumulate inconsistent code, weak
documentation, and technical debt.

=

The Real Choice
You don't get to choose
between risk and no risk. You
: : : : choose between the risk of
A managed approach combines Al-assisted development with technical governance and moving and the risk of

accountability. The goal is not merely to launch faster. It is to protect the system after launch. standing still. Only one of
those compounds against you
every single month.

Better tools improve execution. Expertise makes the work last.

Modernization also does not have to mean replacing everything at once. A phased migration can
protect critical pages, tracking, and integrations while the broader platform changes. The right
sequence reduces launch risk without turning delay into the default strategy.
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The Fix: Choose a Partner Who Changes the Risk

WWW
A redesign done badly is dangerous. Done well, it protects SEQ equity, builds accessibility 8%
: : : : The Partner Test
and privacy into the process, and connects the website to CRM, POS, and franchise systems )
A standard design agency asks,
from the start. "Does this look good?" The right
. . partner asks, "Will this protect
The smartest brands do not avoid redesigns out of fear. They choose a partner who makes rankings, meet compliance

the process safer than standing still. requirements, and support
business goals”

Blindspot #5 -

Death by Dashboard: Too Many Tools,
Too Little Adoption

Curing Platform Fatigue

If you build the best local marketing infrastructure but your franchisees refuse to log in, the system fails. Local
operators are suffering from severe software fatigue. There is a measured 94% drop-off in franchisee software
adoption for every additional independent login required past a Single Sign-On (SS0) environment.

From Login Sprawl to One Unified Dashboard

CURRENT REALITY
FIVE TOOLS. FIVE LOGINS. ONE UNIFIED DASHBOARD
A fragmented system operators have to navigate.
t ADS @ REVIEWS UNIFIED DASHBOARD ®
SEPARATELOGIN SEPARATELOGIN CONSOLIDATE
O > ® ADS @ REVIEWS @ socIAL
«/ SOCIAL Q_ SEO @ SEO @ ANALYTICS
SEPARATELOGIN SEPARATE LOGIN
.|| ANALYTICS @ SINGLE SIGN-ON

SEPARATELOGIN

IN FRANCHISEE SOFTWARE ADOPTION

for every additional independent login required past a Single Sign-0On environment.
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Using separate tools for reviews, social media, advertising, and reporting creates data silos
and makes execution harder for local teams. >

The solution i iidation. Bringi . o med an dat ] The Hidden Labor Tax
e solution is consolidation. Bringing reviews, social media, campaign data, an Yy g et

revenue reporting into one platform simplifies workflows, improves adoption, and gives labor cost. Every extra login,
corporate teams a clearer view of performance. Platforms like Rallio help centralize dashboard, and manual task

: . : _— : : takes time away from serving
local marketing activity while making it easier for operators to take action. customers, coaching staff,

and driving revenue.

“When you make it easy for them to use a single platform that blends local
review tracking with actual revenue attribution, adoption skyrockets.”

— Joseph Mohay, President of Franchise and Multi-Location

The 2026 Agency Audit Scorecard

Before investing more budget on marketing activity, make sure your strategy reflects how customers discover
and choose businesses today. Ask your agency these five questions:

Revenue Tracking: Do you optimize for closed revenue or just leads?

Al Visibility: How many of our locations appear in Al search results and Google Al Overviews?

Al Oversight: What safequards are in place to prevent Al-driven mistakes, wasted spend, or brand issues?
ADA Compliance: How do you monitor and fix accessibility issues across all locations?

Unified Reporting: Are reviews, social media, and revenue data connected in one dashboard?

YOUR NEXT STEP:

See What's Really Holding Back Your
Multi-Location Marketing

Most multi-location brands have visibility gaps they don't know exist. By the time those gaps show up in performance
reports, they're already costing traffic, leads, and revenue.

That's why we offer a complimentary Multi-Location Visibility Audit for qualifying brands. We'll evaluate your local
marketing presence, uncover hidden opportunities across your locations, and identify the issues holding back growth.

¢~ Request your audit today
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