HOME FIELD ADVANTAGE

FIELD

TODAY'’S marketing options can reach
customers anywhere and everywhere,
but your best customer still usually
lives, works, or works out within about
a ten-minute drive of your front door.
Better equipment and service can
draw people across town, but proximity
remains the greatest competitive
advantage. For decades, that reality
shaped how salons marketed—direct
mail to nearby ZIP codes, a banner
near the busy intersection, a coupon in
the community mailer.

Geofencing takes that same instinct and
makes it surgical. Instead of blanketing
a ZIP code and hoping the right people
notice, you draw an invisible boundary
around a specific location on a map—
your salon, a competitor down the road,
the CrossFit gym around the corner,
the bridal shop, the college dorm
complex—and you deliver ads to the
phones of people who physically enter
that boundary. It's proximity marketing
with a scalpel, and for an industry built
on location and impulse, it may be the
most naturally aligned advertising tool
to come along in years.

WHAT GEOFENCING ACTUALLY IS

Strip away the jargon and geofencing
is simple. A “geofence” is a virtual
perimeter around a real-world place,
defined by GPS coordinates. When
someone'’s smartphone crosses that
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line—and they've got location services
on, which the vast majority of people
do—that phone becomes eligible to see
your ad. The ad might show up inside

a weather app, a game, a news site,

or a social feed. The person doesn’t
know they've been “fenced.” They just
see an ad for your salon at a moment
when they happen to be standing
somewhere relevant.

The precision is the point. A traditional
radius-targeted ad might reach
everyone within three miles. A geofence
can be tight enough to cover a single
gym parking lot, a specific apartment
complex, or the sidewalk outside a
competitor’'s door. And because the
trigger is physical presence rather than
a guessed interest, you're reaching
people based on where they actually
go—which, as any operator knows, tells
you far more than a demographic profile
ever could.

There are two flavors worth
understanding. Real-time geofencing
targets people while they're inside the
fence right now—someone walking
into the gym gets your ad in the next
few minutes. Geofence retargeting
(sometimes called geo-conquesting
when aimed at competitors) captures
the device IDs of people who entered
a location and continues serving them
ads for days or weeks afterward, even
after they've gone home. That second

version is where a lot of the strategic
magic lives for tanning salons, and we'll
get to why.

WHY THIS FITS TANNING LIKE A GLOVE

Most marketing tools are built for
e-commerce or national brands and
then awkwardly retrofitted for local
service businesses. Geofencing is the
opposite—it was practically designed
for a business like yours. Consider what
makes a tanning customer:

They're local. They're image- and
appearance-conscious. They often
have overlapping habits—the gym, the
nail salon, the boutique fitness studio,
the med spa. Their buying is seasonal
and event-driven—prom, spring break,
a wedding, a beach vacation, the first
warm week of the year. And a huge
share of decisions are impulse-adjacent:
“I've got twenty minutes, | should get
color before Saturday.’

Geofencing lets you meet
every one of those traits
directly. Let’s walk through
the plays.

Conquest your competitors. Draw a
fence around every competing salon in
your market. When someone walks into

the salon across town—someone who
has already self-identified as a tanning
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Geofencing is Your
Competitive Edge for
Neighborhood Marketing

customer by physically being there—you
start serving them ads. “Better beds,
better prices, first session free. Three
minutes from where you are!" You're not
guessing who tans. They've told you

by their feet. This is arguably the single
highest-intent audience you can buy,
because presence at a competitor is
about as strong a purchase signal as
exists in local marketing.

Fence the gyms and fitness studios.
The overlap between people who work
out and people who tan is enormous,
and it runs on the same motivation—
looking and feeling good. Put a
geofence around the big-box gyms, the
boutique cycling and Pilates studios, the
CrossFit boxes. Serve ads that speak to
that mindset: recovery-focused red light
therapy, a post-workout glow, a wellness
membership that pairs naturally with a
fitness routine. You're catching people
who are already in an appearance-and-
wellness frame of mind.

Target the event venues and seasonal
hotspots. Bridal boutiques, tux rental
shops, formal wear stores, event halls.
Someone shopping for a wedding
dress in March is a spray-tan customer
in waiting. Fence those locations

and speak directly to the occasion:
“Flawless for the big day—bridal party
packages available." The same logic
applies to prom season around high
schools (with appropriate care and
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targeting), and to travel-adjacent
locations as spring break approaches.

Own the college campuses. If you've
got a university or community college
nearby, that student body is a core
demographic, and campuses are
geographically tidy targets—dorm
clusters, student unions, rec centers.
Time it to the calendar: back-to-school,
spring break countdown, formals.

Win back lapsed members without a
mailing list. Here's where retargeting
shines. Fence your own salon. Anyone
who's been inside in the last several
months is a device you can re-
approach. When a lapsed customer's
phone is captured, you can keep serving
win-back offers for weeks—"We miss
you, here's a month for the price of a
session"—without ever needing their
email or phone number. It's like a loyalty
program that finds people who forgot to
come back.

THE MATH THAT MAKES OWNERS
PAY ATTENTION

Salon marketing budgets are tight,

and the appeal of geofencing isn't just
precision—it's efficiency. Because you're
only paying to reach people who've
entered locations you chose, you waste
far less spend on the wrong audience. A
direct-mail piece hits every household
on the route, most of whom will never
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tan. A radio spot reaches thousands
of commuters, a sliver of whom care.
A geofence around three competitor
salons and four gyms reaches, almost
exclusively, people whose behavior
marks them as prospects.

Cost-per-click and cost-per-thousand-
impressions on geofenced campaigns
are typically modest, and the attribution
is unusually clean for local advertising.
Many geofencing platforms offer “foot
traffic attribution"—they can tell you how
many people who saw your ad later
walked into your salon. Think about that
for a moment. For most of the history of
local marketing, the great unanswerable
question was "did the ad actually bring
anyone in?” Geofencing can close that
loop, matching an ad impression to a
real visit. That's the kind of measurable
ROI that turns a skeptical owner into a
true believer.

A reasonable starting budget for a
single-location salon might be a few
hundred dollars a month, scaled up
during peak season—the six-to-eight-
week runway before spring break, the
wedding-season stretch, the January
“New Year, new you" window when
fitness and self-improvement motivation
peaks. The seasonality of tanning is a
gift here: you can pour spend into the
weeks that matter and go quiet when
the beds are booked solid anyway.

>
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GETTING IT RIGHT

A few practical cautions,
because geofencing done
sloppily just burns money
with more precision.

Tighten your fences. The most
common mistake is drawing boundaries
too large. A fence that "accidentally”
covers a whole shopping plaza dilutes
your intent signal. Keep them tight to
the actual target.

Match the message to the moment.
An ad served to someone standing in a
competitor's lot should read differently
from one served to someone leaving the
gym. Presence tells you context; use it.
Generic "Come tan with us!” creative
wastes the whole advantage.

Mind the privacy line—and the optics.
Location-based advertising operates
within privacy regulations that continue
to evolve, and platform policies around
targeting sensitive locations are real.
Work with a reputable provider, avoid
anything that feels invasive, and steer
clear of targeting minors or health-
sensitive locations. The tanning industry
already navigates a careful regulatory
and public-perception environment;
your marketing should reflect the same
professionalism. “Clever” that reads as
“creepy” costs more in reputation than it
earns in visits.

Give the ad somewhere to land.
Geofencing gets the click; your landing
page, booking flow, or first-visit offer has
to close it. Make the path from ad to visit
as short as possible.

Getting Started
DO IT YOURSELF, OR HIRE IT OUT

Geofencing sounds technical, but
getting started falls into two clear paths.
Pick based on how much time you

have and how tight your fences need

to be. (Companies named below are for
reference, not endorsements—vet any
vendor against the checklist at the end
before signing.)
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Path 1: THE DIY ROUTE

Best for tighter budgets and simple radius plays. You can get most of the
benefit without hiring anyone, using platforms you already know:

Start with Facebook and Instagram (Meta Ads Manager). Meta lets you drop
a pin on a map and target a radius as small as one mile around any address—
your salon, a gym, a competitor's block. Layer on interests like “fitness,’ “beauty,’
and "bridal," set a small daily budget ($5-$15), point the ad at a first-visit offer,
and you've built a poor-man’s geofence in about twenty minutes.

Add Google Ads for intent. Google's location targeting reaches people
searching “tanning near me" while they're physically in your area—catching
them at the exact moment of intent. Pair it with a Google Business Profile that's
fully filled out, photographed, and stocked with recent reviews.

Graduate to a self-serve geofencing platform when you want true building-
level precision and competitor conquesting rather than just a radius.

STRONG OPTIONS TO EXPLORE:

AdCritter

Self-serve programmatic (display,
connected TV, mobile) built with
small businesses in mind; a gentle
on-ramp.

Qujam

Self-serve geofencing aimed at
making building-level fencing and

competitor targeting accessible
without an agency contract.

GroundTruth

A well-known location platform with
proprietary mapping, a self-service
option, and solid foot-traffic attribution.

Simplifi

One of the biggest names in localized
programmatic and geofencing (often
accessed through a partner); powerful
once you're ready to scale.

Reveal Mobile

Location marketing with a focus on foot-
traffic measurement, if proving walk-ins
is your priority.

>
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Path 2: HIRE A SPECIALIST

Best when you want tight fences and clean reporting without the hassle.
Geofencing agencies handle the fence-drawing, ad creative, targeting, and—
importantly—the foot-traffic reporting that ties ad views to actual salon visits.
Established national providers include:

Propellant Media — A geofencing- Thumbvista — A mobile-first
focused agency known for competitor ~ programmatic shop running location
conquesting, CRM retargeting, and and event-targeted campaigns since
connected-TV add-ons; a strong fit 2012 — relevant for seasonal pushes
for hands-off local businesses. like prom and bridal.

WebFX — A large full-service agency Chatter Buzz Media — Pairs
running geofencing alongside SEO, geofencing with content and paid
PPC, and social; good if you'd rather social for salons that want creative
consolidate all your marketing under help alongside targeting.

one roof.

On The Map Marketing — Bundles
geofencing with local SEO and
paid search for owners who want

their whole local presence handled
together. BIG-BRAND PRECISION,
SMALL-TOWN IMPACT

fa

The tanning business has always been
' a neighborhood business. Geofencing
~ ik simply gives you neighborhood-scale
precision that used to belong only to
national brands with national budgets.
. . You can stand outside your competitor's
What to Ask Before You Sign (either path) door, follow their customers home, and
make your pitch. You can catch the gym
crowd mid-motivation. You can find the
bride before she's found her tan. And
you can measure, for maybe the first
time, whether the ad actually put a body
on a bed.

“Can you show foot-traffic attribution?” -
If they can't prove ad views became walk-ins, keep looking.

“How tight can the fences be, and can you conquest competitors?”
You want building-level precision, not a three-mile radius.

“What’s the minimum spend and contract length?” For an mdustry that has

Favor month-to-month terms so you can test before committing. weathered plenty of
“Who owns the data and audiences?” headWIHdS’ that's arare

Make sure they're yours if you leave. thing: a marketing tool
“How do you handle privacy and sensitive-location rules?” whose Strengths line up

A reputable vendor won't target minors or health-sensitive sites. almost perfectly with how
your customers already
behave. The line around

“Do you have experience with salons or appearance/wellness businesses?”

Try the DIY radius play first if you're curious and budget-conscious—a Meta

campaign costs less than a single ad in most local papers. Graduate to a your salon has always
self-serve platform or a specialist agency once you've seen it work and want

building-level precision with hard proof of foot traffic. Either way: start small, matte.red. Now yougetto
insist on measurement, and let the results tell you how far to scale. draw it yourself.
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