








Marketing Planning

A high-level overview of marketing budget guidance by company size and growth posture for strategic 

planning.

and Budgeting Benchmarks



Marketing Budget 
Benchmarks by Company 
Size

Small Businesses

8–20% of gross revenues

Average: 15.6%

Source: Revenue Memo

Mid-Market (>$10M Revenue)

6–12% of gross revenues

Balanced investment for sustainable growth

Large Enterprises (>$100M Revenue)

5–8% of gross revenues

Efficiency at scale with established brand 

equity



Budget Allocation by 
Growth Posture

Aggressive Growth / Market Entry

Allocate 15–25% of revenue to capture 

market share, launch new products, or enter 

new markets rapidly.

Steady Growth

Allocate 8–12% of revenue to maintain 

momentum while scaling operations 

sustainably.

Maintenance / Defensive

Allocate 4–7% of revenue to protect market 

position and optimize existing customer 

relationships.



Marketing Planning Effectiveness

60–75% of U.S. businesses have a written marketing plan

Small businesses: only 6.7% adoption rate

Written plans = 6–7× more likely to report success

"What isn't written down is rarely measured—and what isn't measured rarely 

improves." Written marketing plans eliminate reactive, tactic-chasing behavior and 

create accountability. The data is clear: strategic documentation drives measurable 

marketing success.



Key Insight

Planning and measurement are more critical than exact budget percentages.

Focus on strategic alignment and ROI tracking rather than hitting specific 

percentage targets. The most successful marketing teams prioritize clear goals 

and consistent measurement over arbitrary budget thresholds.
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About Mike Teeling…

❖ Live in Grover Beach, serve the entire Central Coast
❖ 30+ years experience advising business owners
❖ 60+ companies helped – small biz, nonprofits, public corps

www.Teeling.com

I’m a STORYTELLER
…Mike coaches, advises, and mentors small businesses & nonprofits on 
Marketing strategy, planning, messaging, and success measurement



The Power of Story

Storytelling isn’t 
just something 
humans do.

Storytelling is 
central to who 
we are.

Makes You Memorable 
& Relatable

Evokes Emotional 
Response in Buyers

Drives the Desired 
Action



Marketing is a Conversation

My Story… Your Brand…

Your brand is what your 
customers say about you.

BRAND 
HAPPENS.



In Brands We Trust

TRUST Unique 
Voice

Authentic 
Story

Humanize 
Company

Real 
Values

Real 
Stakes Real 

Impact

Build 
Credibility



Elements of a Good Brand Story

1. The Mission

2. A Hero (your customer)

3. The Need

4. A Guide (your company/product)

5. The Transformation

6. The Impact



CASE STUDY 1:

https://popssoftwash.com/why-us 

• Mom & Pop
• Local service provider
• Business to consumer

https://popssoftwash.com/why-us
https://popssoftwash.com/why-us
https://popssoftwash.com/why-us


CASE STUDY 2:
• National franchise
• Baking goods & services
• B2C / B2B



What’s Your Story?

1. What’s the ONE thing that your Company does better than 
anyone?

2. What gut-level PAIN do you cure for your Customers?

3. Why do they BUY?

4. Name 3 key Customer Outcomes.

5. Tell a Customer Story that proves it.



Your Message Bible (service deliverable)

What is it?
• Marketing Message cheat sheet: internal use only, confidential
• UVP in clear, concise, consistent, competitive terms
Why is it important?
• Arms all market-facing employees to use the same exact language 

to describe your company and its offerings
• Simplifies creation of all outbound sales & marketing content
How do you create it?
• Process = audit, interviews, research, 2 draft revisions to Final 
• Training for all employees on how to adopt and apply it



Why Build a Brand?

1. Strong brands command a premium price point

2. Strong brands rake in higher profits

3. Strong brands attract loyal customers

4. Strong brands are more recommended by others

5. Strong brands focus marketing strategy across tactics



A Model of Brand



Our Services

We Can Help…

…Improve your brand.
 Plans, key messages, creative look, taglines, presentations

…Tell your story.
 Content, social media, website, blog, press releases, newsletters

…Manage your events.
  Launches, grand openings, sponsorships, campaigns

…Be your voice.
  Emcee, announcer, host, moderator, presenter, spokesman

www.Teeling.com



Thank You!

Michael Teeling
415-215-1769

Mike@Teeling.com
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The 10 Minute Marketing Department:

How AI Scales Small Business

Presented by Carol Chenot, Founder

carol@aiadvantage.cc

https://gamma.app/?utm_source=made-with-gamma
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From Content Clerk to Chief Executive

Digital “chores”

● Posts

● Replies

● Photos

● Updates

https://gamma.app/?utm_source=made-with-gamma
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Your AI Is a Multimodal Department

Images Voice Automation

https://gamma.app/?utm_source=made-with-gamma
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TALK Your Way to a Total Brand Package

A 2-minute voice memo 

doesn't just 

write a caption.

https://gamma.app/?utm_source=made-with-gamma
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One Memo. Three Outputs. Simultaneously.
Voice Memo

2 minutes

Art Concept

Flyer visuals generated

Email Sequence

Lead nurture drafted

Your voice now dictates the visual soul of your brand—not just the text.

Instagram Post

Warm, friendly, “her voice”

https://gamma.app/?utm_source=made-with-gamma
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One Expert Insight 

Workflow Automation 

turns a single idea 

into a 

chain reaction.

= 7 Days of Omnipresence

https://gamma.app/?utm_source=made-with-gamma
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One Insight. Three Automations.

Google Business

Profile updated automatically

https://gamma.app/?utm_source=made-with-gamma
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One Insight. Three Automations.

Google Business

Profile updated automatically

Newsletter

Weekly draft written

https://gamma.app/?utm_source=made-with-gamma
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One Insight. Three Automations.

Google Business

Profile updated automatically

Newsletter

Weekly draft written

Team Alert

New strategy communicated

https://gamma.app/?utm_source=made-with-gamma
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One Insight. Three Automations.

Google Business

Profile updated automatically

Newsletter

Weekly draft written

Team Alert

New strategy communicated

The Formula

You provide the brain.

Automation provides the legs.

https://gamma.app/?utm_source=made-with-gamma
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MASTER Authentic AI & Finally 

Walk Away

Calibration is Key. How do you trust a machine 

with your reputation?

https://gamma.app/?utm_source=made-with-gamma
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How to “Brand-Code” Your AI

On-Brand Images

Generated visuals that 

match your company vibe

Your Voice, Automated

Workflows sound like your 

personal assistant

Walk Away

The system knows your 

Standard of Excellence

https://gamma.app/?utm_source=made-with-gamma
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Your 10-Minute Marketing Department Starts Now

https://gamma.app/?utm_source=made-with-gamma
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Your Marketing Tech 

Stack Is Waiting!

https://gamma.app/?utm_source=made-with-gamma
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Social Media that 
Actually Drives Local 
Business

South County Chambers Marketing Panel

MAY 13, 2026



TODAY’S FOCUS
• What works in 2026

• Local-first marketing

• Practical Strategies



TRENDS



TRENDS

The Reality 

in 2026

• 5B+ people are using social 

media globally

• Approximately 60k in South 

SLO County

• If you’re not showing up 

consistently, you’re 

increasingly invisible

• Reels, TikToks, YouTube shorts

• Real > Perfect:

⚬ Behind-the-scenes

⚬ Authentic moments

⚬ Human content

Short Form 

Video Wins

• Reply to comments

• Repond to messages

• Use polls & questions

• Tag local partners

• Start conversations 

Social is Now 

a Conversation

What’s Working Right Now



https://www.facebook.com/reel/840119711926652

Examples

TRENDS

Polls  Questions

Polls & QuestionsHuman ContentAuthentic Moments
Behind the Scenes

Behind the Scenes

https://www.facebook.com/reel/840119711926652
https://www.facebook.com/reel/770825799419764
https://www.facebook.com/reel/1321008266282684
https://www.facebook.com/reel/840119711926652


https://www.facebook.com/reel/770825799419764

Purpose 
Performs Better
People respond to:

• Community Impact

• Partnerships

• Giving Back

• Local involvement

• Shared values

Connection creates loyalty

TRENDS

Shared ValuesCommunity Impact

https://www.facebook.com/reel/770825799419764


https://www.facebook.com/reel/770825799419764

The Local 
Advantage
Big brands have big budgets; Local 

businesses have:

• Relationships

• Community trust

• Local relevance

• Familiarity

• Accessibility

Aim to be locally known.

TRENDS

FamiliarityLocal relevance

https://www.facebook.com/reel/770825799419764


https://www.facebook.com/reel/2073817289861733 https://www.facebook.com/reel/1637681803935040 https://www.facebook.com/reel/2198590537216189https://www.facebook.com/reel/770825799419764

Have Fun!

TRENDS

TikTok Trend 4TikTok Trend 3
TikTok Trend 2

TikTok Trend 2
TikTok Trend 1

TikTok Trend 1

https://www.facebook.com/reel/2073817289861733
https://www.facebook.com/reel/1637681803935040
https://www.facebook.com/reel/2198590537216189
https://www.facebook.com/reel/770825799419764
https://www.facebook.com/reel/2198590537216189
https://www.facebook.com/reel/770825799419764
https://www.facebook.com/reel/1637681803935040
https://www.facebook.com/reel/1637681803935040
https://www.facebook.com/reel/2073817289861733
https://www.facebook.com/reel/2073817289861733


a time saver, 
not a replacement!

• Caption ideas

• Content planning

• Repurposing posts

• Brainstorming

Keep your voice human & local

TRENDS

AI...



WHAT DO 
YOU DO 
FIRST?



What’s your first step?

KNOW YOUR AUDIENCE

Know your audience!

Who are they and where are they?



Audience Best Platform

Gen X & Boomers

Age 46-61 & 62-80

Facebook, YouTube

Millennials

Age 30-45

Instagram, Facebook, TikTok

Gen Z

Age 14-29

TikTok, Instagram, YouTube

Different Generations = Different Platforms

KNOW YOUR AUDIENCE



KNOW YOUR AUDIENCE

Gen X & Boomers

• Educational content

• Trustworthy messaging

• Longer-form video

• Helpful information

• Authentic storytelling

• Lifestyle content

• User-generated content (UGC)

• Interactive posts

Millennials

• Short-form video

• Authenticity

• Interactive content

• Social search

Gen Z

Different Generations = Different Platforms



TENETS OF 
MARKETING 



The Right Message.

MARKETING

To the Right Person.

At the Right Time.

It’s only how we do it that’s changed. 



1 2 3Marketing 
Pillars 

MARKETING

Connection

Why people feel 

connected to 

you

• Partnerships

• Local shoutouts

• Collaborations

• Giving back

Trust

Why people 

believe you

• Testimonials

• Reviews

• Customer stories

• Staff spotlights

• Behind-the-scenes 

Moments

Visibility

What you do

• Products

• Services

• Expertise

• Offers

• Solutions



CREATE 
A PLAN



A Simple Weekly Plan

• Determine key audiences & platforms

• Determine KPIs (Key Performance 

Indicators) for metric monitoring

• Set baselines

CREATE A PLAN

Sample Metrics

• Reach 

• Impressions

• Engagement

• CTR

• Conversion rate

• Watch time



A Simple Weekly Plan

• Business Highlight

• Human Story

• Community Post

CREATE A PLAN

The 4-1-1 Rule

For every six posts: 

• Four should entertain

• One should be educational 

(okay to be a "soft sell" that 

leads to a product)

• One can be direct promotion

Common Mistakes

• Posting only promotions

• Inconsistent activity

• Overthinking content

• Ignoring engagement



THANK YOU!











Register



Register



Register



Register









Scan to view 
the online 
Checklist
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