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Please

* Ask questions it you have them

* Participate in discu%




A Llittle Historical Perspective

**The case of the putloined smity

**Ben Eranklin (of was it Alexander Ha

v Abraham' ILincoln

vwRaillroads and electric co

whec Cham
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Definitions, Concepts and
Relationships
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s \X/hat does it mean?
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E.D.

**The tormal definition: “The process of
creating wealth' through the mobilization o

human, financial) capital; phys/i,
natural tESOULCES to genetat
g00ds and setvices.

\ e fnition:



E.D.

**The tole of the cconomic developet: “T'o
mfluence the process for the benetit ot the
community through expandiilg i
opporttunities and the tax b




Important Changes
Over Time
** 1 primaty ACHVitics
> ACRIE
> RIZACT

** 1 taroets

nsibilities



Changes in Primary Activities

** Business ** Business
:IAttraction :I Retention
1 Creation B

:I Retention ]
ol Expans' 1 Ceation
AT ansition

ttraction




Changes in Targets

Don’t ook at the Next Slide

What Economic Developm,-

Ate Youtr Communities

o Afters




Today’s Most Common

(Broad) Targets

HBasic Manufactuting HR&D
HTech Manuiactuting LServices

B\Warchouse /IDistribution  EPersonal
L Offices LB usjfe
QGeneral HTouism / Hospitality
HCorporate HRetail
' L Education

H Aoriculture/ Agtibusiness

Hinformation\IcChnology A Government



Primaty Responsibilities —
I'he Decades of Economic Development

**19707s and before — Matketing Management
19805 — Growth Manage
19905 — [Eavironm

20005 - 20105 — Relationship Management

— Technology Managcment



Wiy is Youtr Community [avesting
i Economic Developm

. Don‘t ILook at the Next Slide




Primmary Reasons Communities
Invest in Economic development

15 oS

2. drax Revenues

5. Conveniently available oe@ods and services

. Othetr community fmprovements




C.D.

S \What (s 2 commumnity?

*\Xhat is development?




C.D.

** A simple definition off commumnity
development: “Any change impacting the
people who live somewhete.

» An Heonomic Development definition:
[SttoLts todmprove the commumnity to make
’ titive product to attract
lopment investment




Interrelationships
(the Development Ballentine 5 ring sign)

d'he Old Model T'he Curtent Model
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S.1D.

%<t micet the needs of the present

without compromising the ability of futtire

gencrations to mect theit owin

087, 2002

Ations Commission on

The Brundtland Commissio

>

cvelopment — 1 20135t became
Auons Hioh-level Political

Forum on Sustainable IDevelopment)



UIN High-level Politicall Forum on
Sustainable Development Goals

NO
POVERTY

GOOD
HEALTH

QUALITY
EDUCATION

|

1 REDUCED
INEQUALITIES

GENDER
EQUALITY

CLEAN WATER
AND SANITATION

GOOD JOBS AND
ECONOMIC GROWTH

INNOVATION AND

INFRASTRUCTURE | 1 e |

Dutommies 1l 12 Covcowno

CONSUMPTION

EEE RTE S T Rl B

FOR THE GOALS

THEGLOBAL GOALS

For Sustainable Development

See: https://sustainabledevelopment.un.org/hlpf



What Economic IDevelopets Need to
Know to Do Their Jobs

**About the Eeconomic [Development
Protession:
Hinterdisciplinaty

HRapidly: Changine
> Tools
> llcims

iThe Need for Continuing Education



Disciplines We Need
to, Know About

HUnderstanding People
S Hconomics
HGeography;

H Government/Politics

S Community Planning

HEducation/ Iraining

HHR/ICabor:

Ll Finance

L Business Administration

S aww



What Economic IDevelopets Need to
Know to Do Their Jobs

“* About Why and How: Businesses [Look ot

New: [Locations

Don’t Look at the N Slide

Ve Do Buglates: ook for New lLocations?



Why Businesses ILook
for New LLocations

**Need mote space (sometimes suddenly)

**Need less space

**Need diffetent space

HiBecause off opetating considCrations

Hibecause ofichanging market tertitory

—

O Currently lease, want to owin (of Vice vetsa)



Why Businesses ILook
for New ILocations

**Need different [abor fotce (7 or skills)
**Fleeing union or prefet Right-to-Wotk state

swillooking: to reduce OpPCrating: CoSts
g p g

> Must: look at all costs

**Result off meroet or acquisition



How: Businesses ILook for ILocations

¢

“* A 2 Phase Process that emphasizes

Phase 1F= Process of Elimination

s Reduce possibilitics down' to

Phase 2— Process of Compatison

e, location



Overview: Facility Siting Process
(Slide couttesy ot McCallum=-Sweeney Consulting

Planning

Phase Phase | [l Phase Il

«Conception Alignment/Criteria ommunity Visits

Feasibili . aluati
eInvestm fl i ite Due Diligence
DAk !election

Ca nnouncement




Keep Reminding Yourself of This

**Ihe community is both the sellerand the
product being sold

> Communities ate commodities

* 5,144 1U.S. Countics, Pasishes (ILA)
*1 55,8179 sub-county, ocnctal pu

S€ SOVErNMmEnts

— 19519 municipaliocovernments — generally incorporated

— G GINOWINeE township governments

onal WiSdom from Multiple Soutces and vatious dates



Some Competitive Realities

**Project announcements (Aew: ot cxpansions)
that wete any ot the following:

— Manufactuting, warchouse/ distribution, office, R&ID,
Some compination of thiese

— 51 million o mote i capital investme
— S50/ or mote [ObS - Of:

— 20,000/ squate feet of mote
2000 — 12,529 2005 - 6,482 2010 — 4,623 2015 — 5,458
2001-10,808 2006 — 4,906  2011-4,978 2016 — 5,588
2002 - 7,600 2007 — 4,888 2012 — 5,580

2003 — 5,793 2008 — 4,425 2013 — 5,789
2004 — 6,905 2009 — 4,345 2014 — 5,911

Source: Conway IData
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Some Competitive Realities

» Global Jebs Auction

>t is 2 Buyer’s Matket
“*Nou are both: the Sellcra ommodity

it 12 “ust-in-time * market




Competitive Realities-continued

» Speed 1S of the essence

*»Jlimecitame for selection process is hali*that

allowed 10/ yeats ago and' a quatter
Was commomn 20/ycats a0

H6-8weeks to select finalist community

t site ot buildingindet conttol



Competitive Realities-continued

» Curtent keys 0 competitiveness, ate:

Hitabor availability: (supply, skills; costs)

HRapidlyavailable buildings and si

HCustomizable, tegional infor ata

:IAblhty & willingness to play “let’s make a deal™

regional tcams



Finding a Home - Quickly

> It 1S essential to have a reasonable choice

ot buildings & sites available NOM.

— 60070 or mote of projects end Up 10 an exIsting
ain, hiohet than that lately.

building — 2o



Finding a Home - Quickly

> [ conStrUCHON 1S ACCESSALY, SOMS {ASt track
PELMItHAG

— IDocal permits within 14" days (7 ideal)

— State permits within 45 days (S50 1ideal)

— Communities ate giving: statt mote
auth oty to expedite the Process

— Pre-permitted sitesiwith alliinfrastructute i place atc a




What the Competition is IDoing

i Clermont County, OF]

— County ordinance requItes PEEMIts to be issucd i lO days for

complete/accurate application for a project allow,
zZoning diStrct

o' Chesapeake, VA

— Office projcct i office distaict — permits in 2 days

— Tihe Bconomic Development Depattment has a professional

— Building Plan Self-Cettification Progtam



What Economic IDevelopets Need to
Know to Do Their Jobs

v About their Communities:

HiThe Commumnity 7 the Product

HCommunity Evaluation /A opics

costs and benefits of



Community Analysis Topics

Don’t ook at the Next Slide

What ate the Majotr Commumni
Companics Evaluate W




Community Analysis T'opics

LMatket Access
HTransportiation
Ll Uttilities
HIlabot Eotce
HEducation

AVl

Sup.q

LBusiness climate

HQuality of life

AL

able sites &

buildings
HiAVailable financing &
[ACEntiVES



(\ 4, ) 4, \ ‘— | 4
) o
Commumnity Eit IViattix
How Well Do These Uses = r TYPE OF BUSINESS (See Use Code Below)
Match WithThesewAttributesofOurCommunity? 11 2!3/als5|6!l7!8|9!10|l11!12]13]14
Market Access (Location) 3|6 |5 |0 |5 (7|7 |6 |NA|3|4]| 3|7
Availability of Materials/Parts/Services/Supplies 5 7 6 | NA| 5 5 2 5 5 5 5 5 7
Labor 4 |6 |5 |7 |2]|4 |7 |6 |5|5]| 3|6 |NA
Transportation 3 5 4 5 5 5 6 5 6 5 5 5 6
Utilities 2 4 4 7 2 4 [NA| 5 5 5 NA | 2 | NA
Available Capital and Incentives 3 4 4 4 3 3 2 2 2 2 2 2 3
Available Sites and Buildings 1 4|3 ]2 ]2 |4 |N| 4] 4|44 2]|NA
Quality of Life 8 | 8| 8 8 | 8| 8 | 10| NA|NA| 8 | NA| 8 | NA
Business Climate 5 7 7 3 5 7 8 5 5 5 2 4 7
Community Services and Facilities 8 8 8 8 8 8 8 8 8 8 8 8 8
Public Acceptability 5 9 9 2 4 9 8 7 7 7 3 5 |10
TOTAL POINTS 47 | 68 | 63 | 46 | 49 [ 64 | 58 | [537(47 | 57 | 36 | 50 | 48
FIT SCORE (Total Points = # of cells with points) |4.3 6.2 | 5.7 (4.6 |45|58(|6453|5.2|5.2|/4.0|45]|6.9
USE CODE KEY FOR POINT SCORES

Use # Type of Use 10 = Very Strong Match

1 Basic Manufacturing — Large 0 =Business Type Incompatible with Community Characteristic

2 Basic Manufacturing — Small NA = Community Characteristic Not Applicable to Business Type

3 Technology Manufacturing

4 Distribution

5 Office

6 R&D

7 Tourism

8 Retail

9 Services — Personal

10 Services — Business

11 Agriculture

12 Educational Services

13 Cottage Industry

14 Other Types as Appropriate
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Match With These Attributes of Our Community? 
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Trade-offs
Don’t Look at the Next Slide

**Good things **Bad things




Trade-offs

o o
SMote jobs BIStress on Services
HBetict jobs HFavironmental
Himproved standard of (MPACES
living A
Hilax revenues
HiMiore tourists = Congestion
| ; dSprawl
goody < gehylc HPopulation influx

HICoss of open space
HCHANGE




Functions of the Eull-Setvice EIDO

B Research & mformation EOmbudsman &

HMatketing & promotions COMMUNILY OLEANIZCt
= Hinancing & inecentves S Technical assistat

U Training & HURS S StratcgierEL | oRBSEANOE
HSite [ocation assistance planmifty

Sl Market development ol Catalyst & convencr




Martketing: Your Community.

What’s the Diffetence Between

“Marketing

s Sales




What’s the Difference Between

“*Marketing

Magketing 1s the att of human persuasio

through the provision ot nformatd

problems.




Common Marketing Tools

B Ditect Mail
HMiedia advertising

S Stafifmarketing trips
= [Domestic

B nternational

H Volunteer marketing

L Resource Cehtet

Bl Printed materials
BIP.R. services

S Trade shows

B Site location consultants

J\Web page
S Email marketing

H Gifts /mementos




What Wortks Best?

Most Effective Marketing I'echniques
(DET 2017 and Priot Sutveys — 2017-551 Respondents)

Internet/websites 55% 56% 53%

Planned visits to corporate execs 57% 54% 55%
Media relations/publicity 33% 52% 50%
Hosting special events 35% 45% 49%

Trade shows 35% Leftout  33%
Advertising 16% 15% 20%
Direct mail 15% 19% 23%
Telemarketing 4% 4% 6%




What Works Best?

Wherte business people get business' climate imformation

(IDCI 2017 and Priot Surveys)

Dialog with industry peers 46%  55%  50%  61% 54%  56%
Business travel 42%  37%  27%  42%  45%  47%
Articles in newspapers & magazines 34%  44%  46%  53% 45%  62%
Meetings with EDOs 33%  31% 28%  32% 33%  21%
Online sources 27%  22%  20% @ 28% @ 22% 9%
Word of mouth 22%  21% 19%  19% 16%  29%
Rankings/surveys 21%  24%  36%  22% 17%  23%
Personal travel 17%  12% 9% 14% 13%  14%
Social media 11% 2% 0% Not included
Advertising 9% 4% 3% Had been print or
TV /radio ads
Other 8% 12% 13%  10% 14%  14%
TV /radio newscasts/shows 6% 9% 14% 7% 5% 14%

Direct mail 2% 2% 0% 2% 2% 2%




Other Matketing Considerations

**Multi-step matketing

**The impact of clecironic technoi%f

**Community Networtk Marketing

2 vision and oood plannimng



What Economic IDevelopers
Really Do Today

o ceinaucinihilipilification

**Your Mission - Should Yo
Accept It

OOSE O




Your Mission — Should' You
Choose to Accept It

Building Better Comi

1o Ilive
1o Work
T'o Play,

Run a Business




Your Mission —

Should You Choose 1o
It
qul Communities



What IElse Would;@
ILike to [Discusst
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