Is Your Marketing Built for Maine?

A Diagnostic for Business Leaders

Many Maine businesses aren’t doing marketing badly. They're doing the wrong version of it well — running
national playbooks in a market that evaluates trust, authenticity, and belonging on its own terms.

Consider this: when we asked Mainers with children what would most encourage their kids to stay in
Maine, the top two answers were the ability to stay close to family (60%) and finding a good job with
good pay (55%).

That's a useful data point for any Maine business thinking about recruiting. But the deeper signal is bigger than
hiring. In Maine, the family network does real work — shaping where people build their lives, who they trust,
where they spend, and which businesses they champion. A Maine business that earns visibility and goodwill in that
network is doing more than promoting a product or a job. It's building a loyal base of advocates across generations
and reaching places traditional marketing can't.

That’s the kind of pattern this diagnostic is designed to surface. The items below are drawn from twenty years
of work with Maine businesses and our original Mindsets of Maine research. If more than a few feel familiar, the
question isn't whether your marketing is good. It's whether it fits.

Your Messaging

Your brand language emphasizes scale, sophistication, or growth in ways your customers wouldn’t use to describe
themselves.

Promotions or messages that seem to work nationally have fallen flat with your Maine audience.

Customers describe what you do differently than your marketing does — and their version sounds more
grounded.

You've downplayed your growth or expansion plans in your marketing, worried they’ll come across as “too
corporate” for Maine.

Your marketing speaks to “Maine” as if it’s a single audience, even though your actual customers vary significantly,
including in how they relate to the state.

Your Strategy

You've followed national guidance about which channels to prioritize, without checking whether those channels
actually move Maine buyers toward a decision, not just generate clicks.

Your marketing plan is built on assumptions about buyer behavior that come from industry benchmarks or
national research, not from how Maine customers actually move toward decisions.

You've invested in trending tactics — Al-generated content, influencer partnerships, short-form video — without
testing whether your Maine audience actually consumes or trusts them.

Your understanding of your Maine customer is largely based on the customers you already have, not on the
Maine market you could be reaching.

sutherlandweston.com | 207-945-9999 lab.sutherlandweston.com




Your Results

Your website doesn’t show pricing — partly because you believe pricing conversations are better had in person.

Your marketing builds awareness, but it isn't connecting to the trusted local sources — referrals, community
presence, word-of-mouth — that actually warm Maine buyers up before they reach your sales team.

You've grown through referrals and relationships, but your marketing hasn’t figured out how to build the same
kind of trust with people who don’t know you.

Your customers are satisfied, but they aren’t actively bringing your name up to family and friends without being
asked.

0 - 3 patterns: Tuned In

You're already doing the harder work. Your instincts about how Maine audiences think are mostly right, and your
marketing reflects that. Most of the gap between where you are and where you could be is refinement — sharper
segmentation, deeper insight into specific Maine mindsets, and connecting work you're already doing well to even
clearer business outcomes.

See what’s next >> lab.sutherlandweston.com/tuned-in

4 - 8 patterns: Close, But Translating

You're in the most common spot for Maine mid-sized businesses, and it’s not a bad place to be. The instincts are
there. Your team understands Maine isn’t just “smaller New England.” But the Maine layer isn’t yet fully built into how
you make day-to-day marketing decisions, so some of what you're doing resonates and some misses. The good news:
this is the most addressable version of the gap, and small adjustments often produce outsized results.

See what’s most likely missing >> lab.sutherlandweston.com/translating

This happens more often than you might think, particularly with businesses that grew through
other channels and only recently started investing in marketing seriously, or businesses that share a playbook with a
national parent or partner. The patterns above probably feel familiar because the playbook itself is well-built. It just
wasn't built for here. The fix tends to be more about translation than reinvention.

Wherever you landed, The Strategy Brief is where Maine business leaders go for biweekly insights that connect
Maine-specific research to practical marketing decisions. Subscribe at lab.sutherlandweston.com.

If youd like to talk through what you're seeing in your own marketing, reach out at sutherlandweston.com
or 207-945-9999.
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