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  TARGETING HARD-TO-REACH PEOPLE AND PLACES 

Do these three goals sound familiar? 

This report dives deep into the four key obstacles that block you from speaking to the
hard-to-reach consumers, and how Marketsmith, Inc. works to overcome these obstacles.

As a marketer, you are faced with the issue of 
organizing a media plan that reaches a high volume of 
all the right people and proving out success.  How do 
you do it?  Simply put, it’s all about utilizing hyper-
targeted media tactics to drive action among the 
hard-to-reach consumers. 

We have developed and implemented a system of 
media checks and balances, driven by hyper-targeted 
strategy at each level of the funnel.  With audience 
targeting applied to each media tactic, an increase 
in engagement and ROI is guaranteed. 

Educate consumers and 
change perception 

Reach a localized market, 
authentically and at scale Drive action

LET’S TALK
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  TARGETING HARD-TO-REACH PEOPLE AND PLACES 

Hard-to-reach targets are under-represented individuals 
or areas, that often rely on public services but cannot 
easily engage in public discussion, which directly affects 
their ability to engage with your brand and initiative. Yet, 
these niche audiences are precisely those who would 
benefit most from your messaging and programs.

For example, within the state of New Jersey, some of 
the most common socioeconomic factors affecting the 
ability to efficiently target residents for utility and energy 
marketing campaigns are:

• Residents in rural or densely populated urban areas

• Low-income households and communities

• Very young or very old targets

• Unemployment or specific occupations

• Undocumented populations

• Non-English speaking households or communities such as 
Spanish, Chinese, Portuguese, Tagalog, Italian, Korean, Gujarati, 
Polish, Hindi, and Arabic

• Groups impacted by stigma or cultural injustice

• Disabled or mentally impaired

• Limited or no internet access

• Small businesses

It is essential to build a strategy that builds trust, bridges 
languages, develops education, and understands 
accessibility. Understanding the challenge and approach 
for each of these factors will help advertisers empathize 
with the audience and improve communication, 
subsequently increasing program success rates.

Defining “Hard-to-Reach” The 4 Obstacles of Speaking
to Hard-to-Reach Targets

ACCESSIBILITY

EDUCATION

TRUST LANGUAGE

LET’S TALK
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  TARGETING HARD-TO-REACH PEOPLE AND PLACES 

Underserved populations are hesitant to 
trust brands and initiatives due to historical 
experiences with unfulfilled promises, racial 
injustices, and inauthentic messaging.

Underserved populations are continually subject 
to an unequal distribution of benefits between 
themselves and their wealthier neighbors. In 
some cases, this injustice and inequity are 
unintentional where well-meaning technocratic 
experts from outside undeserved communities 
attempt to solve a seemingly straightforward 
issue, surprised to face community resistance to 

the support. 

Many of these otherwise admirable experts 
lack empathy with the systemic and historic 
undercurrents that dampen progress and 
impede trust. Even when they identify seemingly 
straight-forward and highly beneficial solutions, 
the underlying lack of understanding and trust 
builds walls of resistance instead of the bridges 
of support and enthusiasm they had originally 
anticipated.

Advertisers must not look at underserved 
communities as unwilling, unable, or 
unmotivated. They must acknowledge them as 
being unheard and deserving of a voice.

To build trust, ensure the stakeholders of an 
initiative include and engage local influencers, 
intermediaries, and leaders; create a platform 
for those who already speak to these audiences 
to build meaningful dialogues within their 
communities. These individuals provide a 
perspective that can only be earned with mutual 
trust and respect. They also add context to areas 
of potential program resistance or increased 
support that can only be earned from an insider’s 
vantage point.

• Segment Your Audience: Build and 
organize your audiences based on interests, 
demographics, and behaviors, with tagged 
groupings based on engagement activity, 
online behavior, or context. 

• Uncover Media Opportunities: Utilize media 

mix modeling to identify the core sales drivers 
and predict outcomes across a vast range of 
scenarios. The model will account for every 
customer touchpoint in the vast media 
landscape, discovering the winning mix to 
drive incremental growth.

• Find Your Benchmark: Work with first- 
and third-party measurement partners to 
proactively set guidelines to measure progress 
over time (e.g., J.D. Power, Nielsen).

• Local Influencer x Hyper-targeting: Partner 
with influential community members that 
align with your segmented, target audiences 
to build authentic content and messaging. 
Then, utilize in the most opportunistic paid 
channels (e.g., programmatic, Instagram Ads) 
with the additional segmented audience 
data. The result: a trustworthy message in a 
trustworthy location with a measurable result.

The Challenge The Approach The Solution:
Tactics to Earn Trust
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Media Mix Model Success Story
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  TARGETING HARD-TO-REACH PEOPLE AND PLACES 

Campaigns that target multiple communities 
must reach a variety of non-English speakers 
with a relevant message, without spending 
inefficiently. 

Most underserved communities are populated 
with residents for whom English is not a primary 
language. Although Spanish is a common 
secondary language, it’s not the only language 
we have had to consider when developing 
marketing campaigns. Chinese, Portuguese, 
Italian, Tagalog, Korean, and Gujarati are just a 
handful of languages our creative campaigns 
have been translated into for marketing within 
the State of New Jersey. These primary languages 
tend to cluster geographically throughout and 
vary considerably from city to city – sometimes 
from block to block. For example, NJDOT civil 

rights data indicates nearly 50,000 Korean 
speakers reside in Bergen County, whereas in 
neighboring counties, such as Essex (2,000) 
and Hudson (3,000), have significantly smaller 
clusters.

The ability to effectively speak to and relate 
with consumers is overtly tied to language and 
culture. Often, the two are confused for the same 
thing; not only is it important to speak the same 
language (literally), it is just as important to speak 
the same language from a cultural standpoint.

Learn about your audience by implementing a 
holistic marketing strategy with minimal spend, 
then optimize towards top-performing segments.

To overcome language barriers, it is essential to 
target the right people, yet still maintain proper 
scale, so that you have optimal performance 
and minimal waste. It is essential to control, 
test, measure, and optimize by utilizing hyper-
targeting tactics, most often associated with 
digital targeting capabilities. Below highlights 
the levers available to test across media channels 
and how they relate to language. Some of the 
most impactful ways to utilize consumer data in 

hyper-targeting are:

• Demographic: Zip code vs town targeting 
– these are very different. In one zip code, 
consumers may speak multiple languages, 
leading to wasted media spend

• Behavioral: Contextually target consumers as 
they search for and engage with their favorite 
publications, locations, and websites (specific 
to a given language or culture)

• Interests: Align with similar passion points as 
those within a specific niche audience, based 
on language or culture 

Ad Creation Considerations Beyond the Zip Code: 

• Editorial and Translation Services: Messaging 
and creative assets must account for regional, 
multilingual dialect and cultural sensitivities. 

• Smaller Targeting Areas: Up-front media 
costs increase as targeting becomes more 
granular, yet more efficient than broad-based 
campaigns by reaching the right audience 
with the right message.  

• Community Advocacy and Immersion: 
Conduct outreach efforts within the 
community to earn the support of local 
advocates; gain understanding of community 
nuances (e.g., differences in beliefs, 
communication styles).

• Sentiment Monitoring: Discover how native 
speakers are actively talking about a specific 
issue, brand, product, or event. Then, utilize 
learnings in your own messaging. 

The Challenge The Approach The Solution:
Breach the Language Barrier
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  TARGETING HARD-TO-REACH PEOPLE AND PLACES 

Consumers can’t participate if they don’t 
understand the message; it’s difficult to catalyze 
buy-in if they aren’t aware of the offerings. 

Resource-restricted hard-to-reach targets may 
have different behavioral and technical usage 
patterns than the general population. These 
factors make the typical “right time, place, 
and message” approach significantly more 
challenging. 

The success of many government and energy 
programs requires consumer participation and 
action. Lack of participation and action occur 
from a lack of understanding about the topic 
derived from a variety of reasons (e.g., inability 
to pay upfront costs of education). The less likely 
a target is to be receptive to the educational 
messaging, the more reason they need to pay 
attention. Joining in and creating informative 

dialogue is often easier than we think.

Education is about empowering targets with 
information and knowledge in a context that is 
easy to understand. The message, medium, and 
location must align.  

Educating these targets, especially in 
government, utility, and energy sectors, will 
differ from home to home. For example, the 
message may need to be adopted by a rural, 
elderly farmer AND an urban, young construction 
worker. Messaging around the benefits of smart 
meters isn’t directly relevant to an apartment 
dweller and wouldn’t be a good use of valuable 
marketing dollars; ensure the right message 
reaches the right consumer by segmenting out 
audiences, aligning creative to the message, and 
making the call to action clear and simple.

Local TV Buying at Scale: Utilize CTV channels to 
reach more niche audiences at scale and build 
qualified awareness. 

Retargeting: Target users based on their          
real-world movement patterns. Capture users 
that engaged with CTV ads, digital billboards, 
and in-store beacons and retarget on their 
devices at home with specific ads that relate to 
their unique journey. This also works in reverse – 
retargeting website visitors with CTV ads. 

Local Out of Home: Post aesthetically 
pleasing, easy-to-read creative in local shops, 
supermarkets, and hot spots. Implement strong 
CTAs and attribution strategies (e.g., QR codes).

Simple Creative Design: Easy, step-by-step 
guides and practical tips (like how to save energy, 
how to save money, or how to find opportunities) 
in static display or videos make for ease of 
adoption.

The Challenge The Approach The Solution:
The Holistic Media Strategy in Action
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  TARGETING HARD-TO-REACH PEOPLE AND PLACES 

When resources are low, individuals cannot act 
upon or make room for more – even when it may 
ultimately benefit them.  

Government, utility, and energy leaders can 
inadvertently miss large populations of people 
when conducting surveys or community 
outreach. Those with resources have inequitable 
access and influence in government, utility, 
and energy actions. Those in hard-to-reach 
communities with fewer resources are 
significantly less likely to be represented – 
even though they are the ones who are most 
influenced by the outcomes.

For a government, utility, or energy campaign, 
accessibility can mean:

• Reliable internet connection and tech 
savviness

• Access to a mobile device, tablet, or desktop 
computer

• An ADA and WCAG compliant website

• Clear and concise information, in their primary 
language

• Equitable benefits

Local programs may involuntarily favor wealthy 
homeowners; it is necessary to bridge the divide 
by accounting for the hard-to-reach consumers’ 
lack of accessibility. 

Hard-to-reach consumers do not have full access 
to traditional communication and program 
resources. It is essential to apply a system of 
media tests in controlled environments to gain 
insight into the most optimal channels and 
messaging. Moreover, it is important to approach 
this audience with empathy.

Real-Time Data Management: Utilize data 
management platforms (e.g., MarketsmithIQ, 
Google Analytics) to track and measure all media 
spend/performance. Reduce spend towards 
under-performing segments and increase spend 
on top-performing segments for maximum ROI.

Omni-Channel Media Strategy: Set up your 
media plan to have controlled tests to find your 
optimized channel, creative, and audience. Utilize 
a modeled system to uncover the best way to 
reach this audience; where do they visit? How 
do they communicate? Where are they most 
engaged to listen?  Once the data is in, adjust 
channels and content immediately.

The Challenge The Approach The Solution:
Real-Time Data and Controlled Tests
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TARGETING HARD-TO-REACH PEOPLE AND PLACES 

Expertise Matters. Marketsmith has extensive experience in finding and engaging 
with some of the hardest-to-reach communities in New Jersey and beyond. We

understand how to navigate heavily nuanced and regulated marketplaces, leverage 
data impactfully within the most stringent compliance standards, and empathize 

with audiences to create programs and campaigns that matter. 

973.889.0006

rschulties@marketsmithinc.com 

marketsmithinc.com

2 Wing Drive, Cedar Knolls, NJ 07927

LET’S TALK
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