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TODAY’S	AGENDA	



Today’s	Agenda	

•  Se4ng	the	Stage	

•  The	condensed	version	of	“How	to	Succeed	in	Economic	Development	MarkeEng”	

•  Pu4ng	it	all	together:	A	case	study	



		

SETTING	THE	STAGE	



The	Ady	Advantage	Ecosystem	

Economic  
Development  
Organizations 

Understand a region’s 
and community’s 
economic assets 

Businesses 

Understand what 
makes business 

competitive 



Our	Sweet	Spot	

Site 
Selector’s 

Perspective 

Marketer’s 
Perspective 



Ady	Advantage	Services	for	EDOs:	Making	It	PracEcal	

 
 
 
 

 
 
 
 

 

 

 

Ady 
Advantage 

Services for 
EDOs 

Consulting 
What is the market potential for a large 
industrial park in our area? 

How do we market an industrial property 
that will be vacated? 

How can we zero in on the prospects that 
will be the best fit for our area? 

Research 

How can we improve RFP success? 

How can we ensure that we will have the 
talent we need for economic growth? 

How can we improve the odds of  
achieving our growth goals? 

	

Branding 

How can we communicate our competitive 
advantages through a compelling brand? 

How can we best differentiate our area from 
all the others competing for investment and 
jobs? 

How can we ensure our messaging will 
resonate with site selectors and others? 

Marketing Communications 

What do we have to do to create a great ED 
website? 

How do we market our community/region/ 
state to site selectors and others? 

What would be the best use of our 
marketing resources to reach our goals? 



		

HOW	TO	SUCCEED	IN	ED	MARKETING	



In	a	Nutshell:	The	Three	Megatrends	of	Economic	Development	

•  		



In	a	Nutshell:	The	Three	Megatrends	of	Economic	Development	

•  Why	they	maOer	to	you,	

•  and	what	it	means	for	how	you		

•  approach	your	markeEng	strategy.	



The	Three	Megatrends	of	Economic	Development	

1.  The	EliminaEon	of	Risk	

2.  The	Increasing	Role	of	Regions	

3.  Increased	CompeEEon	



ImplicaEons	

1.  Readiness	

2.  Alignment	

3.  DifferenEaEon	



HOW	DO	YOU	SUCCEED	IN	THIS	COMPETITIVE	
ENVIRONMENT?	



Success	Factor	#1	
1.  Know	your	economic	development	assets.	



Success	Factor	#1:	Site	SelecEon	Process	
•  		

Four primary project drivers 
• 

Three categories of location criteria 
• 

Four industry sectors 



Success	Factor	#2	
2.  Determine	who	would	place	the	greatest	value	on	your	parEcular	mix	of	

assets.	

What do Greta Garbo and Fred Astaire have to 
do with Economic Development?  



Success	Factor	#3	
3.  Decide	what	your	strategies	will	be.	



Success	Factor	#4	
4.  Choose	your	(markeEng)	weapons.	

5,833 emails from EDOs in my inbox…and counting! 

Remember: Tools are a means to an end, not the end in and of 
themselves. 
 



		

PUTTING	IT	ALL	TOGETHER:		A	CASE	STUDY	



Choose	Southern	Ohio:	Website	

ChooseSouthernOhio.com  



Choose	Southern	Ohio:	MarkeEng	Collateral	–	Regional	Profile	



Choose	Southern	Ohio:	MarkeEng	Collateral	–	Target	Industry	Profiles	



Choose	Southern	Ohio:	Social	Media	

Twitter Facebook 

LinkedIn 



Business	Results	for	Southern	Ohio	

•  RESULTS 

•  In	2013,	103	jobs	were	created,	as	well	as	$18,264,000	total	investment.	

•  In	2014,	462	jobs		were	created	and	1,326	jobs	retained,	as	well	as	$53,565,200	total	investment.	

•  In	2015,	142	jobs	were	created	and	195	jobs	retained,	as	well	as	$27,480,127	total	investment.	

•  Jobs	Ohio’s	economic	scorecard	shows	investment	of	$100	million	in	the	most	recent	12-month	period.	

•  EXAMPLES OF RELOCATIONS AND EXPANSIONS 

•  Southland	InternaEonal	Truck	Center,	created	50	jobs,	retained	14	jobs,	invested		$12	million,	new	100,000	
sf	facility.	

•  Rural	King,	creaEng	160	jobs	with	the	opening	of	a	930,000	sf	warehouse	and	distribuEon	center.	

•  Mako	Finished	Products	is	adding	value	to	local	company	OSCO	Industries,	a	gray	iron	foundry.	Mako	is	the	
first	new	manufacturing	company	to	open	in	Scioto	County	in	ten	years.	

•  Haverhill	Chemicals	was	acquired	by	AlEvia	Petrochemical.	With	the	renewed	operaEon	of	the	plant,	AlEvia	
will	restore	over	100	jobs	in	Southern	Ohio.	

$100 million in 
investment 



Recent	News	



Thank	You	

•  608.663.9218	
•  jady@adyadvantage.com	

•  www.linkedin.com/in/janetady/	

Blog and newsletter at www.adyadvantage.com  Talent Toolbox for Economic Developers 
Published March 2016 

 
Rural Economic Development Toolbox 

Published September 2014 



Special	Opportunity	

•  Free	benchmarking	of	your	organizaEon	on	the	key	factors	included	within	the	
Capacity	Readiness	Scorecard.	

•  In	return	for	filling	it	out,	you’ll	get:	

o  A	customized	report	for	your	organizaEon,	showing	how	your	organizaEon	
compares	to	your	peers	on	key	factors	from	the	Capacity	Readiness	
Scorecard.		

o  ConfidenEality	–	only	your	organizaEon	will	know	your	ranking.			



QUESTIONS?	

•  Janet	Ady	
•  President	and	CEO	
•  Ady	Advantage	
•  608.663.9218	
•  jady@adyadvantage.com	
•  www.linkedin.com/in/janetady/	



Economic	Development	Marke6ng	

			6	Big	Ideas	for		
Connec6cut	Communi6es	

Andy	Levine	
President/Chief	CreaEve	Officer	
andy.levine@aboutdci.com	



Agenda	

1.  Influence	the	Influencers	
2.  The	Rise	of	the	Digital	Ambassadors	

3.  Telling	Your	Story	via	the	Media	

4.  Connect	with	Former	Residents	

5.  LinkedIn	is	King	

6.  Wooing	State	and	Regional	Allies	



1.	INFLUENCING	THE	INFLUENCERS		
Turning	Brokers	&	Consultants	into	Marke6ng	Allies	

Forty	Percent	of	ExecuEves	
AnEcipate	Outsourcing	a	
PorEon	of	Their	Next	LocaEon	
Search	

	



Four	Ways	to	Connect	with	Key	Influencers	

1.  Desk-side	visits	
2.  Community	Tours	
3.  Consultant-only	Events	

(Site	SelecEon	Guild,	
Consultant	Connect)	

4.  Share	News	(rather	than	
newsleOers)	



2.	THE	RISE	OF	THE	DIGITAL	AMBASSDORS	
Ac6va6ng	your	community’s	biggest	fans	

1. Recruit	local	influencers		
2. Share	posiEve	stories	
about	your	community	

3. Digital	Ambassadors	
post	to	their	social	
networks	

4. Track	engagement	with	
target	audiences	

	



Digital	Ambassadors	in	AcEon	



3.	TELLING	YOUR	STORY	VIA		
THE	NEWS	MEDIA	

What	Makes	News?	

•  FUEL	Assets	
•  First	
•  Unique	
•  Extraordinary	
•  Largest	

In	addiEon	to…	
•  Breaking	news	
•  NaEonal	trends	
•  High-profile	personaliEes	
•  Controversy	



Salinas,	California	Case	Study	



and	Benton	Harbor,	Michigan	



4.	CONNECT	WITH	FORMER	RESIDENTS	
Tug	at	Emo6onal	Ties	

Nearly	all	communiJes	we’ve	worked	with		–	
rural	and	urban	–	bemoan	the	“brain	drain.”			

Smart	communi,es	focus																																	
on	“brain	return.”			



Bringing	Talent	Back	to	Your	Community	

•  IdenEfy	individuals	with	
emoEonal	Ees	
o  Alumni	databases	

o  LinkedIn	searches	
o  Current	residents	

•  Reconnect	and	explore	
possibiliEes	



5.	LINKED	IN	KING		
Raise	the	Profile	of	You	&	Your	Community	

74%	of	corporate	
execuEves	with	site	
selecEon	
responsibiliEes	use	
LinkedIn.			

0% 20% 40% 60% 80% 

LinkedIn 

Twitter 

Blog forums 

Facebook 

None 

YouTube 

Other 



Build	Your	Own	Profile…	

1.  Fill	out	your	own	profile	
page	completely	

2.  Get	in	the	“500+	
ConnecEons”	Club		

3.  Join	groups	where	your	
target	audiences	hang	out		

4.  ParEcipate	in	discussions	



6.	WOOING	STATE	&	REGIONAL	ALLIES	
Leverage	Partner	Resources	

Build	close	relaEonships	
with	your	State	EDO	
•  Invite	them	to	visit	your	

community	as	owen	as	
possible	

•  Keep	them	updated	on	
new	developments	

•  Be	a	“squeaky	wheel”				



Explore	Partnerships	with	Regional	EDOs	

Explore	OpportuniEes	for	
CollaboraEon	
•  MarkeEng	missions	

•  Trade	shows	
•  Special	events	
•  Links	to	their	website	



Summing	It	Up	

1.  Influence	the	Influencers	
2.  The	Rise	of	the	Digital	Ambassadors	

3.  Telling	Your	Story	via	the	Media	

4.  Connect	with	Former	Residents	

5.  LinkedIn	is	King	

6.  Wooing	State	and	Regional	Allies	



Thank	you!	

Stay tuned for future CEDAS Academy 
webinars this fall! 
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