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PURPOSE OF THIS 
COURSE

ENSURE YOU ARE APPROACHING 
PROSPECTS WITH OUTCOMES FOR 
SUCCESS

UNDERSTAND CONTENT MARKETING

DEVELOP STRATEGIES FOR A POST 
COVID ENVIRONMENT

“If you always do what you’ve always done, you always get 
what you’ve always got.”  

Unknown



• “Everyone has a plan until they get hit in the 
mouth.”

-Mike Tyson





The world hates change, yet it is the only thing  that has brought 
progress.”

Charles Kettering

“We love progress but hate change.”



Post Covid America
Site selection is a process of 
elimination, but no place is utopia.
Competition is fierce with 3,141 
counties and over 90,000 taxing 
jurisdictions…and global 
competition too!

Success in business 
attraction/marketing requires a 
comprehensive effort. 

Companies are “risk averse” in site 
selection.

Talent is the new currency™



CHANGING TRENDS
• Urbanization
• Longevity
• Diversity
• Globalization
• Connectivity



Key Trends in Economic 
Development

• Globalization

• Technology & 
Telecommunications

• Regionalism

• Sustainable 
Development

• Quality of Place

• Workforce 
Development

8





10



Effects of Tech & Automation – Disruption!
AI machines, robots and algorithms are estimated to 
displace 52% of workers worldwide by 2025, but that 
could be more than offset by the creation of 133 million 
new jobs.*

© Garner Economics LLC

© Garner Economics LLC, 2016

*World Economic Forum, 2018
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Four Mega 
Trends in 
Corporate 
Strategy 
Affecting 
Economic 
Developmen
t

• Concentration/consolidation to get more 
focus, interaction, collaboration, discovery
• Diversification of location to access, reach, 

understand new markets and cultures
• Integration the enterprise on a global 

basis…breaking out components—what goes 
where? (competitive positioning)
• Innovation to optimize location, best quality 

and cost







RETAIL 
APOCOLYPSE

Permanent 
Closures

• GNC 1200
• Pier 1 936
• Stage 738
• Men's Wearhouse 500
• New York & Co 405
• Game Stop 320
• Signet Jewelers 300
• Stein Mart 281
• Bed Bath & Beyond 260
• AT&T 250
• Victoria’s Secret 250
• Chico’s 250
• Tuesday Morning 232
• GAP 230
• Papyrus 178
• Forever 21 178

• J.C. Penney 204
• The children’s Place 200
• Art Van Furniture 200
• Walgreens 200
• Macy’s 125
• Office Depot 125
• Brooks Brothers 51Sears 51
• Bath & Body Works 50
• K Mart 45
• CVS 22
• Lord and Taylor 21
• Hallmark 16
• Nordstrom 16Christopher 

Banks 40
• BOSE 50
• A.C. Moore 145
• Office Depot 90



Services Industry

“Our device isn’t meant to make 
employees more efficient; it is meant 
to completely obviate them.”

Momentum Machines





By 2050, 70% 
of the world's 
population 
will live in 
urban centers



• Talented human capital will be the most critical resource 
differentiating the prosperity of countries and companies.
• Companies and countries will compete for the best and 

brightest.
• Talent mobility is inevitable.
• Global mobility of talent is becoming as critical as the global 

mobility of goods and capital.

Why is this Important?

• The ability to innovate at an accelerated pace will be the most 
important capability differentiating the success of countries 
and companies.
• The strategic use of public policy as an enabler of economic 

development will intensify placing a premium on collaboration  
between policy-makers and business leaders.

THE GLOBAL BUSINESS REALITY



QUALITY-OF-PLACE FACTORS 

Ranking 

1. Low crime rate/Public safety  

2. Ratings of public schools 

3. Healthcare facilities 

4. Housing availability

5. Housing costs 

6. Colleges and universities in area 

7. Recreational opportunities 

8. Cultural opportunities 

9. Climate

Quality of Place Attracts Talent

© Garner Economics LLC

© Garner Economics LLC, 2016

Photo credit Jerry Wolford and Scott Muthersbaugh

Photo Credit: WV Tourism Office

Source: Area Development Magazine



What is Economic 
Development Marketing?

• Analysis of customers, competitors, 
and a community/organization, 
combining this understanding into 
an overall understanding of what 
segments exist, deciding on 
targeting the most profitable 
segments, positioning your product, 
and then doing what’s necessary to 
deliver on that positioning.

• How do you deliver on position?

That’s where tactics come in play
By branding correctly, by 
advertising correctly, carrying 
our effective PR/editorial 
marketing efforts, by 
communicating via email, 
letters, website and more in a 
way consistent with the 
analysis for what marketing is 
responsible.
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The Challenge
! PREVIOUSLY… communities were much 

easier to sell
• Geographic location and transportation 

advantages
• Cheap land, cheap labor, big incentives
• Community hype and schmoozing went a long 

way

! IN TODAY’S WORLD… marketing faces new 
challenges

• Online data provides info making them 
smarter than you

• Disintermediation is changing the site 
location continuum

• New low cost-high quality competitors are 
emerging

• It’s less about where you are located on the 
planet and more about how you connect to 
the planet

• These shifts suggest we stand at an inflection 
point in history



PROSPECT FOCUS AREAS
• Risk

• Profitability

• Requirements

• Change

• Politics



PROCESS FUNDAMENTALS
PROFIT DRIVEN
Investment for purpose of return.  Business is in business to make a profit. 
Process must ensure the broad perspective of the enterprise is addressed

DEADLINE DRIVEN
Both the site selection process and the project

COMPETITIVE
Companies have multiple location options. Process is one of elimination 
until the optimal site is found

COMPREHENSIVE
Complex decision involving analytical and subjective analysis that takes into 
account aspects that are critical and important to the entire organization



SITE SELECTION INDUSTRY
Disintermediation

• RECENT TRENDS
− The use of the Internet 

and personal 
computing 
“disintermediation”

− Increased speed of the 
site selection process

− Increase in international 
searches

− Expanded number and 
types of companies 
offering site selection 
services

− Multiple, specialized 
consultants working a 
single project 

− Increase in size of 
incentive packages

− Increased sophistication 
among EDOs
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Site Location Consultant Expectations -The Basics

• Fully served sites
• Adequate infrastructure
• Effective zoning/land-use 

planning
• Available buildings 
• System for expediting 

permit approvals
• Effective workforce 

development program 
(customized for targets or 
dynamic)
• Established incentive policy



PERSPECTIVE!



29
•Marketing means creating in 
the customer’s (prospect’s) 
mind that the product 
(community) is different 
and desirable in an 
important way. That is your 
competitive advantage.



COMPETITIVE 
ADVANTAGE



CONTENT 
MARKETING

Content marketing is a form of 
marketing focused on creating, 

publishing and distributing content 
for a targeted industry, business or 

audience.



“In order to conquer an animal, I have to think 
like an animal and whenever possible, look 

like one.”
Carl Spackler
Greenskeeper





4 Goals for Content Marketing Strategy

• Awareness: Increase brand awareness; 
improve brand recall; build positive brand 
associations; trigger brand interest

• Consideration: Increase trust and likability; 
improve clicks, likes, comments and shares; 
strengthen fan growth

• Conversion: Generate more leads; Increase 
sign-ups; Grow sales volume; Improve sales 
value;

• Loyalty: Growth in number of followers, 
increase in number of social shares/retweets; 
increase in hashtags; improve repeat purchase 
quantity/value
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BARRIERS 
TO
CONTENT 
MARKETING

• Activating your ability to engage in 
perspective taking

• Adjusting from an egocentric default

• Accessing accurate information about 
others



Understanding
the 

Dynamics of the 
Target Market

Critical Information 
Requirements:

• What is the size of the 
market?
• Is it growing?
• What is the industry 

outlook?
• What are the economic 

trends?
• Who are the key players in 

the market segment?



Understanding the Dynamics of the Target Market

• What are the workforce/labor market 
requirements?
• Quantity
• Training and skills requirements

• What are the major cost components in the 
industry?

• What are the key factors in location decisions?

Critical 
Information 

Requirements:



What Companies Consider Important

Source: Area Development Magazine 2021

SITE SELECTION FACTORS AS NOTED BY COMPANIES

Ranking 2020 2019

1. Availability of Skilled Labor 91.4 92.3 (2)

2. Highway Accessibility 88.7 92.4 (1)

3. Energy Availability and Costs 85.3 79.5 (7)

4. Quality of Life 84.8 82.2 (4)

5. Labor Costs 84.2 87.1 (3)

6. Occupancy or Construction Costs 80.6 80.3 (5)

7. Corporate Tax Rate 80.0 79.7 (6)

8. Tax Exemptions 78.6 75.0 (8)

9. State and Local Incentives 77.2 70.2 (14)

10. Inbound / Outbound Shipping Costs 76.8 69.8 (15)

11. Right-to-Work State 71.8 72.0 (11)

12. Proximity to Major Markets 71.7 72.6 (10) 

13. Environmental Regulations 71.6 73.0 (9)

14. Available Buildings 70.6 71.3 (12)



INDUSTRY INFORMATION

BUSINESS DATA

• Info USA
• D&B, Hoovers
• Directory of Corporate Affiliations
• CoStar Real Estate data
• Moody’s
• IBIS World



PREDICTIVE CORPORATE EVENTS
• Merger/Acquisition
• Change in Leadership
• Change in Ownership
• Financing
• Hiring Plans
• IPO
• Large Contract
• Incentives
• New or Expanded Facility
• New Product
• Restructuring
• Strategic Partnership
• Lay-offs
• Joint Venture                                                         



Considerations for 
Selecting 

TARGET MARKETS
Available Local Resources:

• Environment
• Solid Waste
• Air Quality
• Water

• Distributor Networks
• Transportation Alternatives

• Knowledge & Innovation 
Research centers

• Colleges & Universities
• Technical Centers



ANALYZING YOUR ECONOMY 
AND RESOURCE BASE

• Define your Geographic Market
• Define your Economic Base
• Conduct a Business Inventory
• Build Dialogue With Local Firms 
• Benchmark Selected 

Communities
• Analyze Trends in 

Community/Region
• Map and Analyze Support 

Resources
• Prepare / Distribute a Resource 

Guide



SITE/COMMUNITY ANALYSIS

• Workforce
• Infrastructure
• Economy
• Demographics
• Economic 

Impact
• Proximity
• Incentives
• Buildings/Sites



WORKFORCE ANALYSIS

• Labor Reserves
• Retirees
• Students
• Second Income 

Earners
• Military Spouses

• Underemployed
• Newcomers
• Out Commuters 

(45 to 60 minutes)
• Commute 

preferences
• Comparative 

demographics and 
employment data

• Unemployed
• Desire for 

employment
• Previous 

employment data
• Length of 

unemployment
• Employment 

preferences
• Comparative 

demographic and 
employment data
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STRATEGIES FOR TARGETED MARKETING

KEY MESSAGES:

• What benefits do you offer to the market segment?
• Workforce
• Cost savings, advantages
• Infrastructure
• Technology/knowledge resources
• Access to markets and suppliers

• How does a company locate in your area?
• Contacts
• Considerations
• Service

• Examples of other companies within the target segment 
who have benefited/thrived in the locale



PROSPECT/CUSTOMER RETENTION

• Customer retention is the activity that a selling 
organization undertakes in order to reduce customer 
defections.  

• Successful customer retention starts with the first 
contact an organization has with a customer and 
continues throughout the entire lifetime of the 
relationship.

• A company’s ability to attract and retain new 
customers is not only related to its products or 
services, but is strongly related to the way it services 
its existing customers and the reputation it creates 
within and across the marketplace



Prior to 
Business 
Engagement

Select companies according to your mission -
(clusters/sectors), top tax paying companies, 
etc.

Gather and create model questions, select the 
most effective questions for the companies and 
that are within industry targets

Research the industry prior to your visit.

Research the company prior to your visit.



BEING PREPARED!

Product Improvement
v Leadership
v Sites
v Infrastructure
v Workforce
v Education
v Training
v Taxes
v Quality Of Place
v Community Assets

Content Marketing
v Customer knowledge
v Product knowledge
v Communication

Organization
v Vision & Strategic Plan
v Org & Financial Design
v Staffing / HR
v Programs



PLANNING MARKETING

• Emphasize key messages

• Provide access to research data

• Create materials compatible 
with channels of

communication

• Show understanding of the 
industry segment



WEBSITE IS CRITICAL
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TOP DATA FOR WEBSITE
• Economic Profile / Area Overview

• Leading Employers / Key 
Industries

• Incentives 

• Detailed Demographics 

• Property Listings/Info (GIS)

• Cost of Living/Cost of Housing 



EDO’s as Data Providers
• Present data that is as 

comprehensive as possible 
(even where unfavorable)
• Supplementing local data 

with relevant 
comparisons/benchmarks
• Providing narrative 

context for data where it is 
difficult or unclear
• Listing sources

• Highlighting use of 
objective third-party 
verification
• Explaining 

methodology, 
assumptions and 
other pertinent 
decisions
• Supporting and 

adopting open data 
initiatives that 
simultaneously 
protect client 
confidentiality



Customer 
Relationship 
Management

The most successful EDOs 
are very good at 
systematically capturing 
and managing client 
information, interactions 
and metrics. 



Track 
EVERYTHING

• Leads
• Accounts
• Contacts
• Projects
• Retention Calls
• Campaigns



FOLLOW UP



TIPS
FOR
BETTER MARKETING

Communicate an authentic promise

Make sure your message is action oriented

Create imagery that brings your promise to life

Create messages that speak to capital investors 
not yourself or your management

Don’t bore people, inspire them to learn more

Leverage communication channels capital 
investors actually use

Move the capital investor forward in the 
decision process

Care about helping the capital investor find a 
good location that meets their company’s 
needs
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SUMMARY
Communities need a long-
term executable
strategy/vision.

Have a strategic plan that is 
built on creating success.

Focus on a few targets and 
on what you’re good at.
Have a holistic program of 
recruitment, retention, 
entrepreneurial 
development and tourism (if 
applicable).



SUMMARY
Your web site is your #1 
marketing tool.
The internet has now proven 
to be the primary source of 
site location data.
“Shovel-ready” sites are 
imperative.
Spec buildings are a plus.
Incentives will remain a 
major location criteria.
Have defined incentives for 
your community.



Summary

Build for Tomorrow. Fully fund your 
economic development efforts.

Be innovative in everything you do - from 
providing efficient government services to 
supporting entrepreneurial businesses.

Enhance your local quality of place. It’s 
what differentiates you!  

Get along, rise above the pettiness and 
focus on success/success.

Think big and act bold.  Have the courage 
to take new approaches.



TIPS TO SUCCEED

You have two customers: the corporate client 
or site consultant, and the community.  You 
must represent both fairly, objectively and 
honestly.

Have detailed data sent before and with you 
when showing the product

Show your value proposition. What 
differentiates you? Why should we not 
eliminate you?

------------------------------------------------------------------

RETURN PHONE CALLS PROMPTLY!

Honor an NDA, and make sure the 
communities you represent do the same.



TIPS TO SUCCEED
• Meet deadlines; speed 

to market = 
preparedness

• Proposals are 
measured by content -
not size & weight!

• Be specific on 
incentives

• Local data, not national 
data

• Know your product 
(and don’t get lost 
driving there)

• No product – no 
project
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TIPS TO 
SUCCESS

• Stand out above the crowd
• Don’t pretend to be something that you aren’t
• Put innovative tools in your tool box
• If you want to win, you have to have quality players on 

your team
• Market regionally, sell locally
• Show some love! Local divisiveness will kill you.



WHAT SUCCESSFUL 
COMMUNITIES HAVE IN 
COMMON

Certainty
Simplicity
Speed



IEDC ECONOMIC DEVELOPMENT RESEARCH PARTNERSHIP EDRP

Future Ready: Preparing for 
Tomorrow's Economy 

Shifting Workforce 
Development into High Gear: 

How Economic Developers 
Lead Workforce System 

Alignment

Looking Around the Corner: 
The Future of Economic 

Development

Raising the Bar Together: 
Successful Strategies for 
Workforce and Economic

Collaboration New Realities for Funding 
EDO’s

High Performing EDO’s Leader Series Future Focus

Supporting Businesses Managing EDO’s During a 
Crisis Reopening



QUESTIONS/OBSERVATIONS
Will these changes have and impact on your community/region?

Are they already having an impact?

Are your community leaders (political and business) involved and responding?

Are your businesses and residents talking about what they are experiencing?

Are you talking to them about what is coming?

Do you have a strategic plan for the post COVID era?



THANK YOU!
Jay C. Moon, CEcD, FM, HLM, EM

moonman5160@gmail.com
(601) 906-9572
132 Townlake Drive
Prosper, Texas 75078
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