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SMALL BUSINESS
Appreciation



SMALL BUSINESS APPRECIATION  |  SHOP LOCAL

Small businesses 
offer a unique 

experience and 
personal service

When you shop with a small 
business, you’re growing the 
local economy and supporting 
your neighbor’s dream. You are 
also likely to find the kind of 
unique shopping experience 
and personal service that big 
box stores can’t approximate. 

These local outfits also tend 
to innovate in a manner that 
larger corporations simply 
can’t. Their smaller operations 
make them more nimble, so big 
ideas find their way to the mar-
ket more quickly. Customers 
benefit because they have 
access to the latest products, 
and the money they spend 
remains in the community. 

National chains are job 
growth machines, but they 
often suffer from huge turnover 
— and profits tend to flow out 
of town. Shopping at a small 
business strengthens the local 
economy, while fostering a 
sense of community. You’ll get 
to know the people who own 
and operate these companies, 
creating a close personal rela-
tionship. These human connec-
tions are special in their own 
way. 

BUILDING COMMUNITY
Small businesses often create 

value by marketing products 
and services that are unique to 
their area. They also funnel 
money back into the local econ-
omy through purchases of relat-
ed goods and services, tax pay-

ments, and regular paychecks 
to their employees. Every 
expansion for these companies 
is a net plus for the communi-
ties they serve.

Sales taxes alone often sup-
port an impressive range of 
local services, including police 
and fire protection, schools, 
parks and recreation, local 
roadways and other public pro-
grams. In the end, studies have 
shown that small businesses 

return as much as 75 cents 
from every dollar earned to the 
surrounding community. 

ECONOMIC ENGINES
Small businesses create the 

vast majority of job opportuni-
ties in the United States, while 
their tendency toward for-
ward-thinking also leads to the 
creation of the most entirely 
new jobs. So, supporting them 
helps grow the economy in 

more ways than one. You’re also 
encouraging innovation and 
fresh ideas. 

PRODUCTS AND SERVICE
Mass-produced items sur-

round us, as franchised compa-
nies continue to standardize 
the American shopping and 
dining experience. Service 
questions are answered by 
faceless phone-bank employ-
ees, rather than friends and 

neighbors. Small businesses 
not only offer consistently 
engaging new products through 
everyday innovation, they’re 
still a haven for the kind of 
one-on-one customer relation-
ships that once dominated our 
economy. This attention to 
detail happens because they’re 
trusted members of your com-
munity, not a corporate execu-
tive in some faraway office 
building.

Make a Difference
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SMALL BUSINESS APPRECIATION  |  IMPACT

Small businesses 
provide a needed 
platform for those 

who want to dream 
big. These innovators 

can seize an idea, 
and then follow it to 

its fullest form. 

Shopping at a small business 
makes you part of this inspir-
ing dream, whether you’re tak-
ing advantage of a local service, 
buying a one-of-a-kind product 
or simply enjoying an evening 
at a restaurant or café. Here’s a 
look inside the numbers: 

CREATING JOBS
About half of every 

American job is inside a small 
business. Companies like these 
create an average of more than 
half a million jobs every year, 
and have been doing so annu-
ally for decades. Experts say 
more than 60 million people 
work at more than 32 million 
small businesses across the 
country.

SOURCE OF 
EMPOWERMENT

Small businesses allow 
everyone to flourish. Women 
own more than 30% of all small 
businesses, according to a 
study by one trend-following 
company. That’s more than any 
other era in our nation’s long 
history. There are well over 
125,000 Black-owned establish-
ments, too. They are particular-
ly active in the health care and 
social assistance sectors, lead-

ing more companies than any 
other minority group.

EMPLOYEE STATS
The U.S. Census Bureau 

reports that roughly 5% of the 
American workforce is 
employed by the smallest of 
small businesses — those with 
1 to 4 employees. About 13% 
work in businesses with 5 to 10 
employees. Roughly 17% work 

in places with 20-99 employees, 
while 14% are employed by 
small businesses with 100 to 
499 members of their work-
force. 
OVERCOMING ADVERSITY

Owning and operating a 
small business isn’t easy. 
Around 80% of small business-
es make it through their first 
year, but their numbers then 
begin to fall off. Researchers 

say that more than half of all 
small businesses close within 
five years. Some 30% are gone 
after 10. Startups that last 15 
years only number about 25%. 
Those numbers were even 
worse during the pandemic, 
when thousands of small busi-
nesses closed. 

AGE BRACKETS
Some 30% of Americans 

count themselves as self-em-
ployed, but they aren’t evenly 
distributed by age. The largest 
cohort of U.S. small business 
owners, at 46%, are aged 41  
to 56. People who are 57 to  
75 own more than 40% of  
these hometown operations. 
Around 13% of small business 
owners are 25 to 40 years old, 
while only about 1% are 
younger.

Inside the Numbers 
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SMALL BUSINESS APPRECIATION  |  FIND A LOCAL GEM

Do a little digging 
and you’re likely to 

find a local treasure.

Experts report that nearly 
half of our economy is driven 
by small businesses with fewer 
than 500 workers. Yet they’re 
not as easy to discover and 
patronize since they often don’t 
have the huge advertising bud-
gets associated with big-box 
stores and chains. 

You might not find these 
spunky local operators on bill-
boards, junk mail, broadcast 
ads or in your social media 
feeds. Look around, however, 
and you’re likely to discover a 
host of hometown stores, eater-
ies and service providers who 
can offer quality products and a 
personal touch at a great price. 

LOOK AROUND
Set aside one weekend after-

noon to explore your area. 
Drive into downtown or a bus-
tling retail area, and commit to 
stopping at the small business-
es you may have overlooked. 
Sometimes, getting out there 
on foot or a bike is the best way 
to notice these tucked-away 
gems. These personal interac-
tions will give you a better 
sense of their hopes and 
dreams for the operation, while 
also providing a sense of what 
they have to offer. You’ll be 
developing the kind of individ-
ual relationships that are much 
more difficult to maintain at a 
big-box operation — and 
impossible to foster in an 
online store. Find out more by 
contacting the local chamber of 

commerce, where you’ll typi-
cally find shopping guides and 
helpful maps. 

ONLINE SEARCHES
If you aren’t near the cham-

ber or can’t find published 
maps, consider online options 
to help in the discovery of new 
small business shopping expe-

riences. Basic searches for ser-
vices or products will lead to 
maps or review sites with 
addresses, operating hours, 
phone numbers and other per-
tinent information. In many 
cases, this can lead you right to 
their front door. Many libraries 
provide their patrons with free 
access to business databases. 

Some of the more trusted 
places to find local offerings 
include Yelp, the Whitepages, 
Google Maps, Nextdoor, 
Facebook and TripAdvisor. 
Some search results might not 
distinguish local options from 
national chains, but you can 
sort those out with a little 
more digging. Facebook pages 

often serve as a defacto web-
site for small businesses, while 
Yelp and Nextdoor will include 
local recommendations from 
your neighbors. Once you’ve 
developed a new working rela-
tionship with a small business, 
add your own review. It could 
lead still more people to shop 
locally.

Discovering New Options 
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SMALL BUSINESS APPRECIATION  |  NEW BUSINESSES

More people are 
leaving their jobs to 

found a small 
business.

Optimism is rising again after 
a few tough years for small busi-
ness owners, as more people 
leave their old jobs to become 
their own bosses. Some are dis-
satisfied with their current 
work situation, while others 
simply want to pursue an indi-
vidual passion. Here’s a look at 
how and why this entrepreneur-
ial spirit is growing: 

FOLLOW THEIR PASSION
Entrepreneur magazine 

reports that most modern small 
business owners create startups 
around a personal passion. It’s 
less about making money than 
pursuing an individual vision. 
They might provide a service 
that fills an empty niche in the 
local economy, or a unique twist 
on a tried-and-true product. If 
you’re contemplating a move 
into small business, you’ll need 
drive and dedication — but 
you’ll also need that big idea.

YOUTH MOVEMENT
The vast majority of small 

business owners are older 
Americans, typically 50 and 
above. Small business owners 
found a new enterprise after 
years in a successful career, 
building a strong resume of 
ideas while developing unique 
expertise. Various reports now 
note a more recent rise in start-
ups founded by those in their 
30s. Millennials are proving to 
be much more likely to follow 

their dreams at an earlier age. 

LOCATION MATTERS
A brick-and-mortar store is 

usually a must, and that deci-
sion factors in a wide range of 
variables. Vehicle and foot traf-
fic remain important, meaning 
the best locations are often 
higher-priced spaces near other 
shops and stores. Population 
numbers will come into play, as 

well as state and local taxes and 
incentives. The good news is, 
our current online shopping 
environment has made it easier 
to get started as a small busi-
ness owner, sometimes without 
immediately opening a tradi-
tional storefront. 

SERVICE AND TRADITION
After years of dwindling 

human interaction, customers 

are craving the unique commit-
ment to service that small busi-
nesses provide. These nimble 
operations are also always inno-
vating, finding new ways to 
address local market needs and 
desires in ways that national 
chains simply can’t with their 
one-size-fits-all approach. 

PLAYING IT SMART
Potential small business 

owners also have a vast array 
of data points that weren’t 
always available before to bet-
ter understand the local mar-
ket. Instead of simply joining 
in on a successful trend, they 
can offer their own twist. At 
the same time, data might 
show that an existing business 
is simply in need of some fresh 
ideas to spark a long-awaited 
revitalization. 

Why Startups Are Flourishing
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SMALL BUSINESS APPRECIATION  |  EVENTS

Each May brings  
an opportunity to 

recognize our 
entrepreneurial spirit. 

National Small Business 
Week was established more 
than half a century ago by 
presidential proclamation. 
Held each May, the event 
serves as an important 
reminder that hometown busi-
nesses provide the backbone 
for our wider economy. In 
fact, more than 5 in 10 
Americans work for or own a 
small business. Small business 
owners create about two in 
every three American jobs 
each year. 

As a consumer, you proba-
bly already frequent many of 
them. You likely have friends 
and neighbors who own a 
small business or work at one. 
But National Small Business 
Week provides a regular 
framework to do more. Here’s 
how to make the most of this 
opportunity:

SHARE THEIR STORY
Most startups are organized 

around a personal passion, 
even more than personal or 
economic goals. Share the 
story of your favorite local 
shop or store with others, and 
ask owners to tell you more 
about why they started this 
business. Everyone will form 
closer bonds, while more 
tightly weaving the small busi-
ness into the community. 
Often, these personal histories 
are defined by overcoming 
adversity, as the dream of 

owning their own business is 
met with challenges in getting 
started and then maintaining 
the company’s momentum. 
There’s inspiration in every 
one of these stories. 

THANK THEM
National Small Business 

Week is obviously a welcome 
opportunity to patronize these 
spunky hometown favorites. 

In truth, these entrepreneurs 
need your business every 
week of the year. So why not 
take the time during the spe-
cial event to say, “thank you.” 
That will make your new pur-
chase all the more special. 
Speak in person and then post 
a positive review on the inter-
net or social media, where 
other potential customers 
might find it and continue to 

help this special business 
grow. 

MAKE CONNECTIONS
This week-long event is 

sponsored annually by the 
Small Business 
Administration, a national out-
reach program that was devel-
oped to assist entrepreneurs 
throughout the year. They can 
become a trusted partner with 

your favorite local business – 
or help in your own entrepre-
neurial journey. The SBA 
offers a number of free semi-
nars and informational con-
tent through their website, 
with key topics including mar-
keting and financial manage-
ment. They also connect small 
business owners through 
online groups and local net-
working opportunities.

Make a Week of It 

© ADOBE STOCK



SMALL BUSINESS APPRECIATION  |  OWNING A SMALL BUSINESS

Following a dream 
isn’t without a few 
bumps in the road.

Every small business startup 
should start with a great prod-
uct or service, a smart plan for 
growth and a strong financial 
foundation. But economic 
trends and fickle shoppers 
might still provide their share 
of bumps in the road. Then 
there’s pressure from larger 
competitors, taxes and other 
governmental red tape and jug-
gling increased costs. 

These obstacles make it just 
that much more important to 
regularly frequent local small 
businesses. Your purchases 
help ensure that the business 
community boasts plenty of 
choices. Otherwise, only the 
largest companies might sur-
vive. Here’s a look at what 
small businesses are faced with 
every day:

BUDGETING ISSUES
Particularly at first, small 

business owners will often 
return almost every dollar 
made into the operating bud-
get. That makes it understand-
ably difficult to make any need-
ed repairs to the facility or hire 
firms to help with advertising 
and marketing. More crucially, 
it becomes difficult to create 
anything new beyond the com-
pany’s founding product ideas. 
Regularly patronizing small 
businesses can help with these 
cash flow issues. Loyal custom-
ers can also help by taking 
advantage of word of mouth, 
which has always been one of 

the most powerful marketing 
tools. One study found that 
about half of all respondents 
always check online for reviews 
before trying a company. 
Posting positive reviews can 
help fill gaps in advertising 
budgets, freeing up money to 
be used in other needed places. 

TAXES AND REGULATIONS
Laws, taxation and zoning 

changes can be a constant 
source of worry for small busi-
ness owners. Those who pro-
vide healthcare coverage must 
closely follow ever-shifting 
government regulations, to say 
nothing of rising costs. In one 
survey, about a quarter of all 
entrepreneurs said that health-
care represented their most 
difficult budgeting challenge. 
Many mom-and-pop stores 

have very small profit mar-
gins, making it that much 
harder to manage when new 
taxes or other regulatory 
changes are put in place.  

STAFFING PROBLEMS
The post-pandemic era has 

been marked by consistent 
issues with staffing, to the 
point where some small com-
panies have had to cut back 

their hours of operation. CNBC 
reported that more than half 
of all responding business 
owners named quality staffing 
as their most pressing chal-
lenge. If your favorite small 
business is struggling with 
staff issues, spread the word 
about the job opportunity — 
and, in the meantime, be 
patient while they address the 
problem.

Obstacles Owners Face 
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SMALL BUSINESS APPRECIATION  |  TRENDS

Small businesses have 
been one of the main 

drivers in America’s return.

Downtowns have come alive in cit-
ies both large and small, and this revi-
talization has been driven in large part 
by local businesses. City centers that 
had fallen into disrepair are luring 
entrepreneurs — and then new resi-
dents. They’re drawn to a walkable 
environment filled with boutiques, 
dining options, the arts, breweries and 
other unique small businesses. 

Americans have also largely moved 
away from the mall-based retail con-
cept that once dominated the shop-

ping experience. The trend was driven 
by a mass exodus to the suburbs in the 
post-war automobile boom. But down-
town always held more of a sense of 
place, where local people with big 
dreams could forge their own vision 
outside of the shadow of national 
chains and sprawling department 
stores. In the 2000s, our largest metro 
areas saw double-digit downtown pop-
ulation growth, according to the U.S. 
Census Bureau. 

Cities are meeting the trend with a 
new focus on planning and design, 
creating more public spaces while 
encouraging revitalization through 
special incentives. Zoning laws were 
changed to allow for mixed-use com-
mercial and residential spaces, often 

with stores on the ground floor and 
homes on the floors above. 

The result is a more authentic envi-
ronment for people to live, shop and 
play. Local businesses have an oppor-
tunity to set up shop in places of great 
architectural value, adding a sense of 
history to their business model. 

Unfortunately, the pandemic might 
put this progress at risk. As many 
white-collar businesses shifted to 
remote work, the companies aban-
doned their downtown office spaces. 
The disappearance of everyday foot 
traffic generated by these workers can 
have a trickle-down effect as related 
businesses close. 

Office vacancy rates in New York 
City rose by more than 70%, while 

more than 25% of Chicago’s famed 
Magnificent Mile of shops and restau-
rants sat empty. A recent study found 
that downtowns are recovering more 
slowly after the pandemic, primarily 
because they relied on professional 
workers to power the neighborhood 
economy. 

Restaurants, grocery markets, retail 
stores and coffee shops are usually the 
hardest hit. The New York Times 
reported that almost 50% of small 
businesses had closed in San 
Francisco, a remarkable statistic. That 
makes it all the more important to 
patronize hometown shops, with a 
focus on those in areas where market 
forces beyond their control might be 
having a huge impact. 

Revitalizing Downtowns
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