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Foreword

Aided by his extensive knowledge of economic development and a
special sensitivity to the challenges of growth in rural communities,
Phillip Phillips has prepared an excellent examination of a process that
can lead to success in this area. Equally important, he writes in a clear and
unambiguous manner about the pioblems that small communitics face
and the advantages that they can enjoy.

Dr. Phillips also presents a useful annotated bibliography of material
on the subject of economic development, along with many exhibits to
illustrate the development process. As he mentions in the introduction,
no one book can provide all of the nformation needed Nevertheless, his
treatment of the subject takes much of the mystery out of this important
activity. This book should prove to be an invaluable reference for local
government officials, community leaders, and others involved in this
field.

Charles E. }Mozoll
Director

CIES Program
November, 1990
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Introduction

This book is designed to provide an introductory understanding of
challenges, goals, processes, and procedures for economic developers in
rural areas and small towns. It is aimed at economic development
volunteers in communities of under 20,000 population, communities that
generally do not have full time, paid, economic development profes-
sionals. This book is intended to serve an audience that includes !ocal
elected and appointed officials, volunteers serving in local economic
development urganizations, and paid p1ofessional economic developers
in regional development corporations, utilities, and state development
agencies who work with rural areas and small communities.

Your goals as an economic developer in a rural area or smaller town
are not fundamentally different from those of an economic developer in
alarger city. You seck a more prousperous, stable, local economy that will
afford both a better standard of living and quality of life. The challenges
you face and the resources available to you as rural and small town
developers are, however, much different from those of your counterparts
in larger communities and metropolitan areas.

Most smaller communities and rural areas are dependent on just a
few major industries, many rely heavily on just a few individual firms to
support their local cconomy. As a result, small town economies often
lack the diversity and resiliency found in larger cities. Hard times for a
single industry or a single firm can propel a small town's economy into
a recession or depression even in the midst of national prosperity.

Moreover, you must often work with much more limited resources
than those available to larger communities. Most importantly, small town
and rural development agencies are generally operated by volunteers
without any paid staff and do not have the budgets needed for lavish
advertising campaigns, such as those for states and metropolitan arcas
often found in economic development and business magazines.

The approach to development presented here takes these limitations
into account, but does not underestimate the capabilities of small town
and rural area economic developers. This book recognizes that while
rural arcas and small towns cannot mount major traditional marketing
campaigns, they can participate in more elaborate marketing programs
as part of larger regional efforts or through state and public utility
development campaigns. This book also recognizes that in rural areas
and small towns the greatest success in economic development is most
likely to come from growing companies and jobs locally rather than from
wooing them from elsewhere with incentives. Yet the book does not
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2 Economic Development for Small Communities and Rural Areas

ignore the beneficial impacts that outside investment can have on the
economy of a small community or rural arca. A good deal of attention is
paid to attracting outside investment both because of the interest in this
topic and because understanding business attraction dearly defines
those things that an area must do not only to attract but also to create,
retain, and grow businesses.

You as a rural or small town economic developer have some
advantages and special satisfactions that those working in larger com-
munities do not have. The development process in large cities is often
bureaucratic and indirect. In a small community you can make a clear
and visible difference, and you can see the results of your activitics.
Moreover, the quality of life benefits to friends and ncighbors coming
from economu. development are much more visible in a small community
than in a larger city.

Economic development in small communitics and rural arcas must
overcome many hurdles, and progress is often slow. But the results are
most rewarding for those who are willing to putin the time and cffort that
is required to turn dreams into realitics. 1 hope that this book will make
the formidable tasks of rural and small town cconomic development
somewhat casier for its readers.

Clearly, no single book can provide all of the information needed by
a community development agency. Nor can any book puvlished at a
particular pomt in lime keep you up to date on the many rapid changes
in governmental policies and the ¢conomic and social environment that
you need to know about to operate cffectively. Thus an important feature
of this book 1s an cxtensive annotated bibliography of additional books,
articles, and government publications that you may wish to consult, as
well as a list of development organizations that can provide additional
information and updates on important development topics. At the end of
cach chapter of this handbook, references are given o books, articles,
and organizations that are particularly relevant to the topics cov ered.
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Chapter 1
Defining Economic

Development

£conomic development has become 4 panacea over the past decade.
Virtually every politician makes ¢cconomic development a plank in his or
her election platform, whether at the local, state, or national level. As
with any catch word or cliché, the term economic development has been
overused and misused.

What Economic Development Is and Is Not

It 15 best to begin by dispensing with some common misunderstandings
of economic development. Economic development is not purely quan
titative. It is not just a measure of new jobs or of dollars of income
generated. True cconomic development is a qualitative change that
transforms the local economy to make it more divesse and more resilient
rather than just larger. It is a change that produces better jobs as well as
more jobs.

Likewise, good economic development policy incorporates com-
munity values—it is not “growth for growth's sake.” A good local
development program recognizes the character of the community. 1t
recognizes that some types of development are not acceptable to the
communily because they explont it through low wages and poor working
conditions, environmental pollution, or i1 other ways. A good economic
developer recognizes whatis compatble with the community and avoids
promoting cxcessive or unwelcome development.

Economic development is not a quick fix. Successful develepment
programs lake years in building a development team, in planning, and in
implementing the tools of development, such as adequate sites and
utilities. Even when a strong development tearr and program are in
place, several years may pass before a small communitly experiences a
highly visible success—if it ever comes. Quiside companices to be lured
into a community arc few, while the quiet but very important work of
helping local entreprenceurs grow and keeping local companics in town
1s rarely dramauic. Communitics that seek instant gratification in ecconomic
development will be disappointed.

Finally, cconomic development cannot be measured as a body
count. Many development agencies have created such body count goals,
for example by stating that they will create 200 or 2,000 jobs a year for

11 ?
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the next five years. This is doubly unwise As alrcady indicated,
cconomic development 1s more than a numencal change Also, ocal
development efforts will have widely virying fortunes based on the
international, national, and regienal economies, on the types af business
alzeady present in the area, and on good old fashioned luck  Economie
developers can influence the process—they can try to make their own
luck—but they will never control it. The economic development agency
that promises a regular payoff in new jobs has set an impossible goal and
will sooner or later (and more likely sooner) be judged a failur -,

So what is economic deverpment? What shorld you seck in your
development cfforts? A complete development program should work
toward all of the following goals:

1. Increased econunuc dwersiy and adaptabihity In today s world o
global competition, rapid technological change, and corporate up
heaval, diversity is the watchword for a healthy cconomy  Any
community or region that depends heavily on a single industry or
company is a disaster waiting Lo happen

Less cyclical fluctuanon. Some industrics, including a2nculture,
mining, and most types of manufacturing, are prone to chromg
boom-and-bust cycles that take local economices dependent on them
on a roller coaster ride. Wise communities seck to diveraty into
stable ¢conomic sectors, including a strong service base.

[

3. Increased mcome levels. Developed cconomies have better paying
jobs, ws well as morc gbs. And in today's world of two-income
familics, more jobs are néeded to meet employment demand even
when an area's population is not growing.

4, Improved quality of jobs The “quality of work hfe™ has become 4
major issuc in recent years and should be addressed in development
programs. A community should consciously scck employers that
provide pleasant, safe working conditions and good cmployee
benefits.

5. Jobs for all segments of the population. Even in smaller communitics
and rura} arcas, the work force is becoming more diverse Commu
nity development cfforts should seck to provide jobs for persons
with a variety of skills and cducation levels, both to retain the best
and brightest in the community and to provide opportunitics for
those at the lower end of the socioeconomic spectrum. It is especially
important that communitics also scck a good balance of jobs in
occupations traditionally dominated by women. For example, cleri
cal facilitics such as insurance claims processing offices are increasingly

12




Defining Economic Development 5

locating in smaller communities and provide an excellent alternative
to traditional service employment opportunities for women.

6. Stronger local business and financial communities. Many smaller
communities are rapidly losing their retail and financial service base,
they are becoming a residential sheil with no commercial core. This
is unfortunate partly because it is the local business sector that is the
functional basis of the community. It is also unfortunate because it is
the local business and financial community that circulates money
within the local area through retail sales, provides a service employ-
ment base, and provides funds for business expansion and start-ups.

7. Increased tax base. The tax base of rural areas and small towns was
particularly hard hit by the decline in the v.!ue of farmland through-
out much of the country in the 1980s. Thus development of
additional tax sources beyond agricultural and residential property
tax is especially important for small towns and rural areas. An
adequate tax base is important to the quality of life, for it is taxes that
pay for schools, roads, parks, and other public services and facilities.

8. Compatible, controlled growth. A community that finds itself in a
desperate economic condition is often forced to make a deal with the
devil; that is, to seek undesirable facilities or to make unreasonable
commitments of ircentives in order to attract more employment.
Communities should not automatically shun facilities such as prisons,
but neither should they be forced to ac¢ept them without question in
a desperate quest for development at% cost. Even more unfortu-
nately, many smaller communities have been tempted to offer
tremendous tax incentives to fly-by-night firms that are gone when
the incentives run out.

9. A foundation for a bhealthy cconomic future. In many rural areas and
small communities, virtually all of the young people ieave when they
graduate from high school or shortly after. The most important goal
of economic development programs is to retain the next generation,
because without them any gains are only temporary.

Defining Some Terms

As much as possible, this book avoids the technical jargon sumetimes
used in economic development. There are, however, a few basic terms
that anyone involved in economic development should be familiar with.
Many of them are used in this manual, others are found in many other

books and articles on economic development or in the everyday
O
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conversation of economic development professionals. Among these
terms are the following:
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Basic and nonbasic employment. Basic jobs are those that bring new
money nto the economy. Traditionally these were manufacturing
jobs, but increasingly they include service sector jobs in areas such
as tourism and insurance. Nonbasic jobs are those that recycle money
through the local economy, typically in retail trade. A balance of
basic and nonbasic jobs is necessary for a healthy local economy.

Business retention and attraction. Business retention is, quite sim-
ply, keeping those businesses you already have, while attraction is
bringing in new businesses and the investmer: that they represent
from outside the community. Atiraction and retention are often
described in economic development presentations as if they are
alternatives—a community should engage either in attraction or in
retention. In truth, they are two sides of the same coin. What makes
a community an attractive place for outside busi.esses—reasonable
taxes, good roads, a coopc.ative local govemment—will aiso help to
retain existing local businesses. Attraction and retention can come
into conflict when a community is willing to give outside businesses
some incentives that it has not provided to existing local businesscs,
especially if they are competitors.

Comparative advantage. A community’s comparalive advantage re-
flects its competitive advantages over other communities. This term
is often overused in economic development today, and many
advantages are difficult to measure. For example, rural areas and
small communities rarely have a comparative advantage over their
neighbors in market access. Rather, they tend to have  imilar level
of accessibility to major regional markets. On the other hand, quality
of the local labor force is promoted by many communities as an
advantage, but it is very difficult to measure.

Employment multiplier. The employment multipiier is a ratio that
describes the number of nonbasic jobs and the number of total jobs
that each new basic job creates within a locai economy. A 1:1 basic
to nonbasic employment multiplier indicates that each new basic job
creates one additional nonbasic job in the local service economy.
This would result in a 1:2 basic to total employment multiplier
because, including service jobs, there are two new jobs inthe area for
each basic job created.

Marketing and sales. A community's marketing program is an overall
approach to promoting economic development by making the
communily a better place in which to live and work, and it

14
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encompasses far more than a sales program designed to promote the
area’s esisting assets. A community’s marketing effort might include
programs to develop industrial sites and to improve the appearance
of roads entering the community, as well as general community
improvement goals such as better schools. On the other hand, a sales
program would include promotivnal brochures and other techniques
for promoting the area.

Retail sales leakage. The loss of retail sales from smaller communities
to nearby larger cities—and today especially to regional shopping
malls—is referred to as a retail sales leakage. In many areas this
leakage is the majority of retail sales dollars, which immediately flow
out of the community and thus do not benefit local. merchants or
create sales tax dollars.

Strategic planning. While strategic planning is 2 much overused
term, a strategic approach is valuable to community economic
development. In capsule form, a strategic plan assesses (1) where
you are now, (2) what is going on in the world around you, (3) where
you want to be, and (4) how to get from where you are to where you
want to be. The specific steps of the strategic planning process arc
outlined in chapter 6.

Targeting. Resources in economic development are limited, and
¢ach community has its own atiractions and drawbacks. Targeting of
development efforts is a means of getting “the most bang for the
buck” (and for your time and energy) by focusing development
efforts on retaining and attracting types of businesses that are likely
to prosper and grow in your community. For example, most small
communitics are not suited to very large manufacturing facilities
because they do not have a large enough labor pool. Targcting tools
and techniques are described in more detail in chapter 7.

Sources of Information

Readers sceking more information on the general nature and practice of
economic development may consult the following references provided
in the bibliography of this book. American Economic Development
Council, Economuc Development Today, A Report to the Profession,
Howard D. Bessire, A Handbook for the Eighties, Robert H. Evans, The
Practical Approach to Industnal Develupment, and Kenneth C. Wagner,
Economic Development Manudl.

Developraent organizations of special interest to thosc seeking 2

general wadersianding of the field are the American Economic Devel-

i5 -
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opment Council and the Council for Urban Economic Development
(which has an interest in small towns and rural areas as well as larger
communities). Addresses and tele >Dhone numbers for these organizations
are provided in the Annotated Bibliography.

Additional discussion of terminology and analytical techriques used
in economic development may be found in David M. Smiith, Industrial
Location. An Economic Geographical Analysis; in Hustedde, Shaffer, and
Pulver, Community Economic Analysis; and in Michael J. Webber, In-
austrial Location.

16




Chapter 2
Factors Influencing

Economic Development
Prospects

It is said that no man is an island, neither is any community. The fate of
your community is heavily dependent on trends and changes from
outside the local area. No rural community can ignore the impact of
world demand and federal policy on its agricultural and manufacturing
products. Likewise, a community must understand the challenges and
opportunities that international and technological innovation will have in
creating opportunities and threats for established local businesses. Thus
a prerequisite for an economic development program is to conduct a
“horizon scan” 1o determine which major economic, social, and demo-
graph ¢ trends in the larger region, the nation, and the world will have
strong impacts on the community’s development. (The role ‘of a horizuus
scan in preparing an economic development strategy is discussed in
more detail in chapter 6.)

An understanding of general trends is necessary to develop realistic
local development programs and to implement them efficiently. The
review of major trends influencing small community and rural devel-
opment presented here is intended to be only a siarting point to indicate
topics that should be considered in creating your own local economic
development program. Morcover, your review of the development
environment should be reviewed at regular intervals—perhaps every
year or two years—to determine if any major changes in the outside
environment will affect your community’s development efforts.

Provided below is a brief description of some of the major economi.,
social, and demographic trends that will surely influence your community’s
development prospects. Most of these trends have been the subject of a
great deal of attention, interpretation, and misinterpretation in the
popular press, so I have provided some of my own observations of their
significance and meaning to small communities and rural areas.

OML H31dVHO

Globalization of the Economy

Not only are American corporations facing increasing foreign competi-
tion, so also are our communities. When a foreign corporation wins the
battle for market share in an industry—whether computers, spark plugs,

17
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or tractors—it is often at the expense of an American community that was
dependent upon that industry. Moreover, corporations are also globalizing,
so that even when an “American” compary maintains its competitive
edge in an industry, it is often only by mcving much of its component
production and assembly to low-cost foreign production locations.

Trade Deficits

The balance of trade between the United States and the rest of the world
was positive as recently as 1977, but it has been more than $100 billion
on the negative side for several years. This overall pattern masks
tremendous differences within specific economic sectors. The United
States today has an enormous negative trade balance for petrolcum
products, a rapidly growing negative balance in automobiles and
clectronics, and a trade surplus in food products, lumber, and aircraft.
The impact of the trade deficit for a particular communrity reflects much
more the export and import balance for its basic industries than it reflects
the widely published overall balance of trade. A community must
understand the current and probable future international trade balance
for its specific basic industries as a ba:is for planning a rcasonable
development program.

Slower Population and Labor Force Growth

For the United States, the baby boom is long since over. Indeed, except
for immigration, the United States now has a negative, long-term rate of
population change. In the decade of the 1990s the “baby bust” years of
the late 1960s and 1970s will be reflected in rapidly declining numbers
of new entrants into the labor force. Already the emphasis in government
and business is shifting from the goal of finding jobs for the baby boom
generation of the 1950s to fir.ding enough qualified workers. For rural
communities and small towns, this means that the upcoming generatic n
will be their most important development asset—if the young people are
well trained and have good work habits, and if they can be kept in the
local community.

Increased Labor Force Participation by Women

In the decades of the 1970s and 1980s, the two-income household
became the norm rather than the exception. More and more women are
also heads of houscholds. The majority of all women are in the labor
force, including nearly 80 percent between the ages of 25 and 34. Rural
areas and small towns typically have had few high quality, high paying,

18
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stable jobs for women. As a result, ecconomic developers in rural and
small town America face a particular challenge in this area.

Growth of High-Tech Industries and Knowledge-
Based Economy

Increasingly, our economy specializes in the manipulaton and transfer
of information rather than in physical goods, and even tradiional
industries such as textiles and automotive components rely on sophis-
ticated product engineering and computer-controlled production pro-
cesses. Many small communities and rural arcas hurried into the battle for
high-tech industries in the early 1980s, but most have quit the fray,
realizing that they arc poorly equipped to compete in this arend. Even in
retaining traditional industrics, however, small communitizs and rural
areas must work with their state government programs and regional
universities and colleges to make technological information available to
local businesses.

Worldwide Overproduction of Commaodities and
Manufactured Goods

In the mid-1980s, management scienuist Peter Drucker sounded a
waming: The coming cconomic crisis is one of overproaucdaon, not of
scarcity. The world's ability to produce mcreasing amounts of mineral
products, agricultural commoditics, and many manufactured goods
ranging from steel o automobiles to clectronics far exceeds growth n
consumption. As a resul, many industries are facing cutthroat compe-
tition and intense downward pressure on wages. This crisis of over-
abundance will hit small towns and rural areas especially hard, because
their economies are especially dependent on goods production rather
than on services and knowledge-based industrics.

The Changing Nature of the “Basic” Economy

Economic basc theory indicates how certain industrics and firms play an
especially important role in the economy because they export goods and
scrvices from the area, in return for which they bring money into the focal
economy (chapter 1). ‘traditionally these have been referred to as basic
industries, with the understanding that they were smokestack, or goods-
producing industrics, as well as agriculture and mining. Today, rural
areas and small communitics must recognize that sume kinds of businesses
that are traditionally referred to as service establishments are in fact basic
sectors of the economy. For example, “service” busmesses, such as
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12 Econo nic Development for Small Communities and Rural Areas

hotels and restaurants, that cater to tourists can be an important means
of bringing money into the local economy.

Corporate and Economic Instability

Today we hve nan era of unparalleled changes in technology that create
whole new industries within a matter of years, while making old
industries obsolete. Moreover, there is great turmoil within corporations
through acquisitions, leveraged buy-outs, and the purchase and sale of
corporate divisions. This translates to instability—and often tragedy—at
the level of individual corporate facilities. A technological innovation or
a foreign acquisiion can lead to closirg a plant and el: ninating the jobs
init. This creates a tremendous risk for small communities and rural areas
that depend on just a few industries and firms for much of their basic
employment.

Increased Competition ard Cooperation in
Seeking Jobs

Two seemingly contradictory trends coexist in economic development
today. On the one hand, more and more organizations seek development
with ever more sophsticated and expensive premotional programs. On
the other hand, smaller communities and rural areas are increasingly
banding together 1o conduct regional development efforts. The expla-
nation 1s that the escalating cost of development promotional cfforts has
forced smaller communities to join together or be swept aside by the
competition.

Development agencies in smaller communitics and rural areas must
recognize, however, that regional efforts are not a cure-all. The neigh-
boring communitics that you work with in these cfforts are often also
your prime competitors for specific projects, so cooperativ ¢ arrangements
must be carefully crafted to succeed.

The Battle of Business Incentives and Business
Climate

Almost any expenienced development official will say that the incentive
game has gotien out of hand. But no one seems to know how to stop the
merry-go-round because, if just one stale or community Jps giving
incentives, it will be at a great disadvantage. The measure.nents of these
incentives and other elements of the business climate have become a
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virtual industry, with groups ranging from the accounting firm of Grant-
Thornton, to Inc. magazine, to the Corporation fo: Enterprise Develop-
ment, each issuing wildly differing rankings of “state buswess climate.”
What all of these rankings seem to show is that (1) different factors
are important to differert businesses, (2) no one really knows what a
good business climate is, or (3) both 1 and 2. Whatever the case, small
communities and rural areas should not become overly concerned with
the parlor game of rating business climates, nor should they be overly
concerned with the shell game of general business incentives.

The Growing Importance of Private-Public Sector
Partnerships

Economic development is a complex undertaking requiring many
resources and talents. Especially in smaller communitics and rural areas,
which have limited resources to work with, the public and private sectors
must work together to promote the regiow. There is plenty of work o go
around, as well as some nawral division of labor. For example, private
sector groups often excel at marketing, while public bodies must be
involved in other ways, from the provision of infrastructure facilities to
zoning.

Conclusion

Smaller communitics and rural areas generally share many common
characteristics that influence their development programs. Most have
stable or declining pcpulation numbers. Moreover, they have high
outmigration of young people after high school graduation and, as a
resull, a rapidly aging population. Most have faced declining farmland
values and, as a result, declining property tax revenue. Provision of
essential services—education, roads, and sewers, 10 name a few—has
become more difficult. Perhaps the most pernicious change has been the
loss of small town retail and medical service functions. This not only
drains money from the local economy, but has also begun to rob many
rural areas and small towns of their sensc of community.

The trends discussed here certainly present a formidable array of
challenges on the horizon for the small town or rural developer. Perhaps
there is some comfort in knowing that other communities face the same
problems, certainly communities should look carefully to their neighbors
and not hesitate o imitate strategies that have brought them success.
Thus another important element of the development process is to
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14 Economic Development for Small Communities and Rural Areas

systematically assess what neighboring communitie: have done and
adopt their most successful strategies for your own community. This will
he discus »ed in more detail in chapter 6.

Reme:nber, however, that pure imitation: is not likely to succeed. You
must adapt other communities’ strategies to the needs, strengths, and
weaknesses of your own community rather than slavishly copying what
another comm. unity has done.

Sources of Information

Sources of information on trends and factors influencing cconomic
development prospects include Ecoromic Development Today and
Readings in Economic Development(volumes I and 1D, published by the
American Economic Development Council, Conway and Liston, Facili-
ties Planning Technology, the National Academy of Engincering, The
Technolugical Dimensions of International Conipetitiven.ss, the National
Governors' Association, Jubs, Growth & Competitiveness, Glen C. Pulver,
Commumity Economic Development Strategies, and University of Wis-
consin Division of Cooperati-¢ Education, Revitalizing Rural America.
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Chapter 3

Establishing a Successful
Economic Development
Program

No magic formula will guarantee success in cconomic development.
Every communily is unique in terms of its assets, liabilitics, and
opportunitics. Even more importanly, every community differs in its
history and govemmental structure and has itls own set of community
leaders, with their own personal strengths and weaknesses and habits of
interaction.

Common Denominators of Success

Common denominators are, however, found among successful develop-
ment organizations. These are common approaches not in terms of
budget, marketing plan, or exact organizational structure, but rather in
how they operate. In my own work with communitics, I have found ten
such common denominators of success for development organiczations.

A Single Coordinating Organization

Each word in the heading above has meaning. A community should have
one organizauon that has overall responsibility for coordinating devel-
opment cfforts. This does not mean that the single organization will do
cverything, though it will certainly have some key tasks. Rather, it
indicates that similar 1o a football team, a development program needs
an organization Lo scrve as a quarterback calling the plays.

Formal organization 15 also important. The umbrella organization for
cconomic development is today most commonly a not-for-profit cor-
poration with a title such as the “Greater Blankville Economic Devel-
opment Corporation” or the “Blank County Economic Development
Corporation.” Whatever the format, the organization is formally incor-
porated, with a charter, bylaws, and officers. Typically it is a private-
public partnership with representatives of both government and business
or: ils board.

All development-related organizations in the community should be
involved in this lead or umbrella organization and should look to it for
coordination and leadership. Eliminating turf battles between different
groups—for example, municipal government, county government, and

15
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the chamber of commerce—is one ¢f the most important and difficult
tasks facing an economic development organization.

Long Term Goals

Economic development is not a quick fix, and ¢economic development
organizations are unlikely 1o mount an immediately successful effort in
response to a crsis. Successful development organizations arc in for the
long haul. They have annual plans and five-year plans. Buttherc is a clear
understanding that the commitment is forever, that ¢cconomic develop
ment will never be “done.” Many devclopment programs, including
espeually community infrastructure improvements, take a long time to
implement. Others, ncluding marketing and retention efforts, take along
time to bear fruit.

A Realistic Program

Optinmism is a prerequisite for becoming involved in cconomic devel-
opment, but too much optimism only sets a community up for a fall.
Many development organizations have established goals for how many
jobs they will create cach year for the next five years. They fail to
recogmize that they do not control but rather only influence the jeb
creation process.

Outside factors—the cconomy, the decisions of private businesses
and luck—will determine success, and all of these factors will certainly
not operate n your favor for one year much less for several years. You
must also recognize, unfortunately, that your community is not prradise.
local businesses may choose to leave, and outside companies will look
at your community and choose to go clsewhere. Be sure to avoid
recriminations and attempts to pliace blame for losing a prospect that you
never had.

Successful development organiziations also learn to prioritize. Your
money and time resources are limited, and it is impossible to do
cverything that you want to do and indeed should do. You must put a
price tag on those things you want to do, realistically assess your nioncy
and manpower resources, and select program goals that fit within your
resources. Otherwise, your development program is likely to bog down
in half-completed cfforts and plans that were never implemented.
Moreover, volunteers will soon burn out and drop by the wayside.

Broad Community xnvolvement

Whatever the particular ttle and organizational structure of a develop
ment organization, 1t must have broadly based community involvement
if it is to be successful in the long run. A sclf-appointed, “clite” group
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Establishing a Successful Economic Development Program 17

often has difficulty obtaining community support for its programs.
Morcover, a small group often is unable to remain innovative and fails (o
change with the times. In one communily where I worked as a
consiliant, a former “clite” development foundation had more than
$200,000 in the bank from sale of industrial sites Lwenty ycars before. The
communily could not use this money, however, because all of the
members of this group had—quite literally—died and the funds were
ticd up in a legal limbo.

A conscious cffort should be made 1o include a wide range of
membership on the board of directors of your economic development
corporation. For example, the board of dircctors of the greater Urbana-
Champaign [lllinoss] Ecoromic Development Corporation includes the
presidents of the two local chambers of commerce, the mayors of the two
communitics, and representatives from local utilitics, education, organized
labor, and the minority community. A board for an ¢conomic develop-
ment corporation should also strive to include younger as well as older
members and women as well as men.

Several additional devices can be used to broaden participation
within a development corporation. Most important an.ong these are.

e Creation of committees to deal with var.ous areas, for example, ites,
transportation, labor, marketing, and retention.

« Conducting surveys of existing business and employers to determine
problems and attitudes. This is especially appropriate in retention
cfforts.

e Publiaty to let people in the community know what the corporation
15 doing. This would include public meetings, newspaper stories, fact
sheets, brochures, and annual reports,

Effective Use of Manpower and Money Resources

Moncy and manpower are in short supply in any endcavor. This is true
of economic development, but resources are especially limited in a rural
or small town development group that does not operate from a large
population base and relies on volunteers. Careful staategic planning and
coordination among organizations is imporant for the wise use of
resourees.

Balzitce Between Continuity and Change

Development organizations must walk a fine line between excessive
stability (discussed above) and the revolving door of cydlical ups and
downs and burnout. Too much stability produces fossilization or hard-
cning of the arterics, while too much change can lead a community 1o
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18 Economic Developmens for Small Communities and Rural Arcas

ailempt Lo reinvent the wheel cvery three years as new development
organizations and leaders arisc.

‘Typically, members of the board of directors of an cconomic
development organization should serve for terms of about three years. In
my experience, in an organization with onc-year terms, members of the
board arc coming and going so rapidly that they barely learn what the
organization is doing before their term ends. As a result, they 2 always
at the bottom of the learning curve, Or. the other hand, board members
should rotate after one or two terms 10 give new blood a shot at
participation and lcadership.

Established Incentive Programs

Incentives are one of the most troublesome and potentially divisne
aspects of economic development. Older firms that have long operated
in a community arc¢ often dismayed (o say the least) to see a new and
unproven company ge tax or other incentives that they do not receive,
especially if the new firm is a competitor. Thus it is well worth taking time
in advance 1o deaide what ty pes of incentives your community will offer
and under what circumsiances Ask yourself and consider carefully.

» Will you offer incentives to a new company that competes with an
existing company in the community?

e Towhattypes of businesses will you offer incentines? To all firms that
generate jobs? T'o industrial employers only?

e What types of penalties or erforcenient provisions will you have if o
company does not live up 1o its end of the bargain in terms of jobs
created or investment?

e What programs will you offer? Enterprise zones? Tax ino —unt
financing? Reduced cost sites? Utility extensions at reduced or no
cost? Sales tax rebates?

Consideration of these quesdnns in advance will @'wow you to explam
incentive policies in a meaning,fui way to prospects. Prics evaluation can
also help o avoid charges of favoritism and unscemly and time-
consuming battles over incentives in e presence of 4 development
prospect.

Suitable Sites

They don't call it site sclection Tor nothing, and your community, no
matter hew attractive, is far less likely 1o attract new firms or retan
existing firms if it cannot provide high quality available sites. Virtually
cvery company is in a hurry—or at least thinks it's in a hurry—when sae
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seeking. Moreover, no firm wants any additional uncertainties of site
availability or quality to add to its other site selection svoes. Other things
being roughly equal, a firm will iocate or expard every time in the
community with the best physical site.

A comfield on the edge of town is not a site. To be viable, a site

should have the following features:
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Proper zoning and compatible neighbors. Stories of problems in
getting the proper zoning and objections ‘rom neighbors are legion
among site selectors. Even though these problems are much less
common in smaller cities and rural areas than in metropolitan areas,
most outside companies will be coming from a larger city and will
judge you by their experience.

Utilities available to the site, or at the very least engineering work and
cost estimates completed for such extension. Even the remote
possibility of million-dollar sewer extension costs and two-year
delavs to get utility easements will cause the site selector to make the
safe choice of a site with utilities over a site without them. If your
community’s site is the one without utilities, you are out of luck!

Road accéss should be available and of high quality.

Legal aspects of the site, including title and easements, should be
established and the development agency should be able to deliver
the site. In my work in site selection, I found that many sites had title
flaws or easements and were therefore useless because my client
could not buy or make reasonable use of them.

A willing seller and an established sale price. Most sites shown by
most communities do not meet these criteria. For example, in one
community in Missouri I was shown two “prime” sites. The owner of
one had already obtained commercial zoning, and the price of the
site was far out of reach of my industrial client. The other site was
owned by a farmer who believed that “gocd corn land should stay in
corn” and refused to even consider selling the parcel. A small
cammunity development organization shou'd have ownership or at
least a firm option and firm sale price on any site that is being actively
marketed.

'i’hysical condition of the site, including soil-bearing capacity and

potential for flooding, should be establistied. I have been shown sites
located on designated floodplains. It would be impossible for

_ anyoneto legally build'a permanent structure on such a site—so why

show it?
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This discussion of sites has been relatively lengthy because they are
so important to the economic development process, whether for indus-
trial or commercial development or for attracting a new company or
holding onto or expanding an existing company. The moral is simple.
Don't try to sell what you can't deliver.

Information and Informed Leadership

Information is the lifeblood of economic development and 1s the most
important thing that your community can provide to help attract or retain
a business. The range of information that you may need is descriped in
more detail in chapters 5 anc 6. In addition to having good printed data,
successful communities have well-informed political and private sector
leaders who are willing and able to answer questions or to find the
answers quickly.

Confidentiality

Both retention and attraction programs sequire confidentality to be
successful. Local companies considering expansion generally do not
wausi to reveal their plans prematurely. Outside companies are notori-
ously concerned with confidentiality. Indeed, one -of the major reasons

. that companies use outside site selection consultants 1s to preserve ther

anonymity. Often, even community leaders who are dealing with a
company will not know its identity during the early stages of the site
selection process. Guessing the identity of an unknown prospect is the
favorite parlor game of economic developers.

Outside companies have various reasons for no' waniing their
identity known. They may want to prevent rumors from developing in
their present locations, they may also not want competitors to gain this
information. Whatever the reason, a firm's desire for anonymity should
be honored at all cost, because the consequence of revealing its identity
is often the “death penalty.” For example, an economic development
director in a small Georgia community recently revealed in a newspaper
interview that the community was one of three finalists for a major facility
of a multinational corporation. The result was swift and direct—the next
day there were only two communities under consideration for the

facility.

An especially difficult area to deal with in terms of confidentiality is
what to do about newspapers and other media. When should a story be
published? Some newspaper editors ar¢ willing to hold back on a story
until negotiations with a prospect are complete. Others believe that they
are honor bound to report any news as soon as possible. My own
opinion is that newspapers (which most often cause disclosure problems),
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and radio and television as well should report news, not make it. If a
story could cause a company to change its decision and thus cost the
community an investment, the media should wait. It is better to carry a

. story about a facility locating in the community than causing the facility

to go elsewhere.

Steps in Getting Started

One of the most cominonly asked questions in economic development
in a smaller ccmmurity or rural area is: How do we get started? Often no
economic development organization exists yet, but only a small nucleus
of people who beheve that something needs to be done to help ensure
the future prosperity—indeed the very survival—of their community.
Very little ¢2n be accomplished without an organized effort, so the
logical first step 1s for this nucleus of concerned citizens to begin to create
a formal development organization.

Define the Area to Be Served

The first question that a group interested in economic development
should ask is: What is our community? That is, what is the geographic
scope of our development efforts? This may not be as easy to answer as
it would seem at first. Will your organization serve a single community,
the entire county, or some larger region? Many good arguments may be
made for a regional effort, including the regional impact of new job
creation and the greater financial and manpower resources that a
regional group may have. On the other hand, elected city officials may
be concerned priraarily with improvement of their jurisdiction’s tax base.
They will be much less enthusiastic about promoting growth if it is not
within the city's or village's corporate limits. There is no single correct
answer, successful development programs exist for particular cities, for
counties, and for larger multicounty regions. What is important is that
there be consensus within the group as to the geographic scope of the
area to be served.

Encourage a Wide Range of Participants

A second major question for a new (or continuing) development group
1s: Who should be members of the group? As suggested above, a broadly
based group is much more likely to be successful ar.d to endure. Thus
apother item high on the agenda of a new (or an established) development
group is to include as many individuals and interests as possible. Who
might be included? In no particular order, some likely members are
representatives of the following groups:
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o The local chamber of commerce and the business community
o City, village, township, and cuunty government

e The school district

* Banking

* Real estate sales and development

e Organized labor

o Special governmental districts—drainage, parks, and so forth
* Local two- and four-year colleges

e Agriculture

* Women

e Minority groups

* Downtown merchants

» OQutside development allies, including representatives of local utili-
ties, the state department of commerce, and other groups having an
interest in the growth of your area

Some people will want to participate even though they do not fit into
areadily defined group and will derive no special benefit from increased
economic development. Recognize‘gsA well that some people, such as
bankers and developers, will have some clear personal benefit. It is
important to avoid favoritism, or even the appearance of favoritism,
toward particula: individuals or businesses in communily development
efforts.

Of course it is never possible to satisfy everyone. Madisonville,
Kentucky, has a sign at the entrance to town that says, “Home of 10,000
happy people and a few soreheads.” In economic development, the
soreheads are people who are now wiling to devote any of their time and
effort to the process and then complain that the results are not what they
wanted, ask why they were not cunsulted, and complain that the group
gave preference to someone else.

Establish a Formal Organization

Once you have defined what area you are working for and have brought
in a wide range of participants, the time has come to develop a formal
organization. Some members of the group may resist this, but my
experience indicates that a stable, long-term organization must have a
formal structure. This structure has several key components:

» Elected officers who generally include at least a president, a vice
president, a secretary, and a treasurer. Terms of the officers should
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probably be no less than two nor more than‘three years. This allows
time for officers to get to know their jobs while ensuring that
leadership will rotate in order to bring in new blood.

e Formal bylaws defining the purpose of the organization, officers,
dues (if any), meeting times, qualifications for membership, quorum,
and other basic aspects of organizational structure.

o Standing committees to deal with topics of continuing interest, such
as retention, marketing, and sites. Use of committees is an excellent
way to involve a wide range of people and to develop future
leadership.

e A budget that includes both expenses and sources of revenue. Even
if your organization does not have a paid staff, it will nced a budget
for supplies, travel, memberships, training, and marketing materials.
There is no such thing as a free lunch or a free economic develop-
ment program. Knowing how much money will be required, where
it will go to—and come from—is important. You will of course want
to keep expenses in line by using volunteers when possible and by
getting in-kind contributions such as having a local copy shop print
site brochures at cost or, better yet, for free as a public service.

Additional aspects of developing a specific work program and
budget are discussed in more detail in chapter 6.

Sources of Information

Additional information on procedures for getting organized is found in
the American Economic Development Council and The Fantus Company,
Guidelines for Establishing an Economic Development Organization,
Howard D. Bessire, A Handbook for the Eighties, Matt Kane and Peggy
Sand, Economic Development. What Works at the Local Level, and Ken-
neth C. Wagner, Economic Development Manual.
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Chapter 4
Commor: Problems Facing

Economic Development
Prcograms

Every area is unique and has its own particula? mix of assets and
problems. Yet my experience in helping dozens of communities to meet
their economic development needs also indicates that most share a
surprising number of problems. Summarized below and illustrated with
examples from my experienice are the most important of these common
dilemmas that communities face.

Complacency

The most general and serious problem that small communities and rural
areas face in economic development is complacency. Most of us tend to
believe that our home communities are good places in which to live,
work, and raise a family. In every community I have ever visited, quality
of life has been viewed as onc of the area’s strongest asscts. Frequently,
community leaders will add, “If anyone would just come and stay here
for a week, they would be sold on this town—in fact we wouldn't b.. sble
to chase them out with dynamite,” Unfortunately, cven if this were true,
outsiders will receive lasting impressions of your community in just a few
minutes or a few hours. Likewise, local businessmen will clearly
recognize those community shortcomings that influence their operating
costs and conditions, even though they may be avid community
boosters.

Complacency is often magnificd by some other common human
traits. We generally tend not to see flaws that we have become
accustomed to in our own local environment, to overlook the overgrown
vacant lot near the edge of town, the boarded-up stores on Main Street,
and perhaps some unsightly signs and buildings along the highway
leading into town. Strangers do notice these things. In site sclection,
neatness does count!

Complacency may also arise from the fact that at any given time the
vast majority of people in your area do have jobs. This leads many pecople
to conclude, “If it ain't broke, don't fix it."” I, today’s world of rapidly
changing technology, corporate takeovers and intcrnational competition,
a community cannot just sit back and let fortune rule its fate evenif things
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are going well today. You must prepare for the challenges that will come
in the next few years.

Community lcaders in many citics and small towns in the Midwest
will admit that they were “fat, dumb, and happy” during the hoom years
of the late 1970s and were wotally unprepared to cope with the challenges
of the early 1980s. All communities should learn from this expcrience
and prepare for the cconomic challenges that will surely face us in the
1990s.

Poor Working Relationships Among
Development Groups

Lack ‘of trust and lack of communication are other universal problems
that plague all communitics in their development cfforts. Mistrust and
poor communications often begin at a fur.damental level. The private
sector does not trust government. Government does not trust the private
scctor. Local citizens may trust neither government nor business. And so
on. These general problems are reflected and magnified in development
cfforts. Economic development is by nature a cooperative cffort involving
various levels of government (state, county, city), the private scctor (real
estate developers and businesspersons), and utilitics.

Incredible as it may scem, I once worked with a small community in
Tennessee whose local governmental officials assured me that the town's
wealthiest citizen and largest developer was “certifiably insanc and
should be committed to a mental institution.” For his part, the developer
assurzd me that city government was comprised only of “incompetents
and thieves.” The only virtue I could sce here was that, if the city officials
were mncompetent as well as dishonest, they at least weren't stealing
much! More scriously, one can hardly picture cither a local business or
an outside firm wanting to get involved in a mess like that.

If these groups do not work closely together in common develop-
ment programs and communicate regularly with cach other, acommunity’s
development cfforts are virtually doomed to fzilure. Yet i bave scen
situations where cconomic development corporations were comprised
entirely of private scctor members (“no governments allowed”) or of
public agency, planning-oricnied development agencies with no input
fron the private sector. The results are predictable. Drvelopment
agencics get into turf battles as several agencies bicker ever who should
perform a specific function, generally the “sexier” activities such as
entertaining prospects. Meanwhile, there is no overall development
plan, lcaving large gaps in the community’s development efforts. And no
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one wantsto do the dull, time-consuming but absolutely necessary work,
such as gathering data or conducting a retention survey.

A successful economic development effort is a public-nrivate part-
nership that brings together all of the different sectors in the community
under the leadership of a single development corporation that can
“quarterback” the entire effort. The development organization must also
be broadly based. It is not possible for an elite group to handle all of a
community's dex eiopment efforts. If they try, the result is usually burnout
among the group members and distrust from the community. There is
plenty of work to go around to keep government, private developers,
utilities, and voluntecrs from the general public busy.

Poor Image and Attitudes

Poor local self-image and defeatist auitudes are some of the most
frustrating problems many communitics face. Many people love to play
the game that Eric Berne described as “Ain't It Awful” in his book Games
People Play. In almost any community there is a popular litany of
problems. Some of them are common to many communities. For
example, in many small communities, the common complaint {“ain't it
awful”) is the lack of a “sit down"” restaurant. Several have been started,
all have failed. Other complaints are a bit mor¢ unusual. In scveral small
towns in Wyoming, the major complaint is how windy the area is:
“People wor't come here because it's too windy.”

How people can be both complacent and defeatist at the same time
is hard to taplain—but it happens. The problem with local complaints is
that frequently they reflect something that is not truly very important to
economic development or something that no one can change. 1 have
never known of a business or an individual who based the decision to
locate somewhere or to relocate out of a community on whether the
community had a “sit down” restaurant, nor do 1 kno*; of anyone who
can control the wind!

Recognizing and ccriecuny local flaws -.an help local development
efforts, but it is also important to recognize which problems are
important and which are trivial, which you control (for example sites),
which someone else may control (for example highway access), and
which no one can control (the weather). Local residents must learn o
focus on what is important, o seek outside help wher. it is useful and to
change what they can, in other words (o develop an action-oriented,
goal-directed approach. If the problem is trivial or if you can't do
anything about it, there is no use in discussing it endlessly.
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Communities must also avoid dwellin,y on past problems and trying
tc place blame for the mistakes that brought them about. In one
community, I was regaled by stories of how municipal officials had made
it difficult for a local not-for-profit development corporation to get a road
and sewer extension 1o an industrial site it was developing. The problem
sounded serious until T discovered *hat it had happened thirty years
before, that the corporation involved | ad long since dissolved, and that
the municipal officials in office at that time were all dead.

Limited Vision

Very few of us are granted the mixed blessing of being big-picture
sthinkers or of visualizing our commuaity as being very different from
what it is today. While smaller communities and rural development
agencies must avoid pie-in-the-sky thinking, they also should not be too
timid.

It 1s important to look around and see what other towns in your area
have done that is successful. Perhaps they have created an industrial
park, or established an annual festival that attracts thousands of visitors,
or revitalized Main Street. You must also be willing to reconsider old
ideas. A suggestion should never be buried with the cight fatal words,
“We tried that before and it didn't work.” Did it fail because it was a bad
idca? Or because it was poorly cxecuted? Have times changed? Just
because something did not work in 1955 doesn’t necessarily mean ihat
it won't work today.

A friend of mine says, “Imitation is the sincerest form of flattery”—so
don't be bashful about flattering your neighbors. Recognize, however,
that you do not have to do somecthing just because they did. Also
recognize that their accomplishments took a great deal of cffort. Even
such a secmingly simple program as getting downtown merchants to stay
open on the same night of the week can tum out to be a remendous
cffort.

Lack of Outside Investment

Huge sums of money are being invested in new industrial, commercial,
and residential development cvery day. Unfortunately for most com-
munities, the bulk of this money flows to just a few “hot” arcas, almost
all of which are in metropolitan centers. Even more than retaining and
creating jobs, the goal of economic development programs is to retain
and create investment. After all, it is the dollars that create the jobs. Yet
many small communities have small, conscrvative financial institutions.
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Their lending limits are low, and small town bankers are notoriously risk-
averse and unwilling 10 put money into new and unfamiliar types of
businesses. Increasingty, small (and even large) communitics are served
by branches of outside banks that often do a good job of collecting local
savings, but choosc Lo invest the moncy for higher returns clsewhere.

A word of warning about outside investment must be given,
however. If investment does come into the comuaunity, it tends Lo raise
difficult questions for local economic developers and local government.
Many communitics have had the opportunity to attract a national
franchise such as Wal-Mart or McDonald's. Many new ;. bs—afte.n well
overa hundred when part-time employeces are counted—will be cicated
and new sales tax revenue will be generated. Popular chain retailers can
also slow the drift of retail trade to larger cities.

But all of these benefits come at a cost. The big, well-financed chain
retailer’s success may be the final nail in the coffin of small, home-owned
businesses that have been struggling. Should your community ex:. 1d
utilities to the site for a new McDonald s? Shoulc you give incentives for
a ncw Wal-Mart? Are the many new jobs created by the franchise more
important than keeping locally owned businesses in operation? There is
no single right answer o these questions, but you will have to come up
with answers if a franchisc considers locating in your community.

Limited Commitment to Economic Development

Economic development is increasingly a uroad process thal encom-
passcs many clements of general community development. You must
not only sell youg, product—which is your community—you must also
improve it. Likewise, economic development 13 not a quick fix. Many
communitics become interested in economic development during a
recession period and lose interest when the national and local econo-
mics begin Lo grow again. Yet little success can come during a recession
or alocal crisis. Efforts during these times must be directed toward laying
the base for sound, long-term development. To be successful, your
community must recognize that it needs to have a permanent commit-
ment to cconomic development and that development programs will
take a great deal of cffort, often with little immediate gain.

Poorly Developed Policies on Incentives

The granting of incentives Lo new and expanding businesses has become
a regular part of the ecconomic development process. incentives can
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altract businesses that would otherwise have gone clsewhere and can
make projects possible that would not otherwise have been done.

Incentives can also be an expensive and an unfair giveaway. How
much can you give in tax incentives through a TIF district before a new
development 1s actualiy costing more than il generales in lax revenue?
How can you decide who should receive incentives and who should not?
What do you say to long-established businesses that complain that they
have been generating jobs and taxes for decades and wonder why a new
business should get incentives? How can you prevent “kiss and run”
businesses from taking incentives and then leaving the community a few
years later?

These are all questions that you must face in today’s development
climate. The best advice is to carefully define in advance why the
communily .5 offering incentives and when they will be offered. This can
at least minimize the questions of favoritism and allow the issues to be
discussed thoroughly, which will not be possible in dealing with a
specific incenuive request. Also, it is wise Lo be wary of new or expanding
firms that first ask the question, “What incentives will you give us?” The
firm should be interested in your community primarily on its basic merits,
not for its incentives. If a locally sponsored project makes no sense
unless it is heavily subsidized, or if your community makes no sensc as
a location for an outside investment unless there are large financial
incentives, offering them is just asking for trouble.

Finding Volunteer Time

In today's pressure-cooker world, it is difficult for most of us to find time
for volunteer jobs. Yet economic development efforts in small commu-
nities and rural areas typically have no paid staff and are based entirciy
on voluntcer cfforts.

‘Those who are busiest. including especially successful businesspeople,
arc those whose ir.put is m ost valuable 10 an economic development
program. Fortunately, those who are busiest are mos. often willing to
take on new responsibilities. 1t is important to make a real cffort to get
and keep businesspeople invulved, especially those from the industrial
sector. I have worked with many small towns that are attempling o
altract or retain industry, yet have no representauaves of existing industry
on the bourd of their economic development corporation.

The basic rule for attracting volunteers is lo sct a limited objective for
any particular volunteer’s effort. This also allows you to get more people
involved, make the process more communitywide, and avoid burnout.
For example, ask an individual volunteer to become an cxpert on one

37




Common Problems Facing Economic Development Programs 31

arca of development, perhaps available sites or clectric supply. Then you
can call on him or her for that limited arca of expertise. Or you can assign
a project of short duration; for example, responsibility for gelling a
community information data sheet printed.

Conclusion

Some of the problems your community faces—complacency, poor self-
image, lack of vision, imited local investment, limited understanding of
the development process, what level of incentives to grant, and finding
voluntcer ume—are universal among small town development agencies.
No community is likely to ever solve them, but recognizing that you are
not alone 1n having these problems and considering the insights and
suggestions provided here will be helpful.

Sources of Information

For further discussion of many of these common problems, see American
Economic Development Council, Readings in Economic Development
(volumes I and I1), Kenneth C. Wagner, Economic Development Manual,
Wisconsin Economic Development Associztion, Wisconsin Communaity
Preparedness Manuas, and the Econonmc Development Review. Organi
zations of particular assistance are the American Economic Development
Council, the Council for Urban Economic Development, and the Economic
Devclopment Institute.
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Chapter 5
The Site Selection Process

A primary goal of cconomic development programs is to influence
corporate site selecuon. Influencing the site selection decision is vital to
attracting new investment and employment from outside the community
and 1s just as important to creating new businesses and retaining cxisting
businesscs. How and why businesses choose where to locate is without
doubt the most frequently discussed topic in cconomic develnpment, it
is also onc of the most misunderstood. This chapter will review some of
the basics:

e What types of site sclection decisions do businesses make?
e What factors control these decisions?
¢ What steps does a business go through in sclecting a site?

e At what points and how can your community influence the site
selection decision?

e Tow can you best have a positive influence on your community’s
chances in a site selection decision?

An understanding of these topics is a prerequisite to knowing what
your community's true strengths and weaknesses for cconomic devel:
opment are and for designing an action program 10 improve your
development prospects. Failure to unaerstand the site selection process
lcaus a community to spend a great deal of tirie and money doing things
that will not matenally improve its prospects for attracting and retaining
businesses while ignoring other important action areas. Failure to
understand the site sclection process can also lead to needless bickering
and recrimmnation over opportunities that were lost through no fault of
community development organizations. Finally, an understanding of
what factors arc importanu in business site sclection and what makes a
community an attractive location is as important for relaining and
creating busine »cs as it is for attracting outside business deveiopment.

Types of Site Selection Decisions

Start-up

All companies face at least one site selection decision during their
corporate history. Where should the business be established? This is true
of retail businesses, manufacturers, wholesalers, high-tech business,
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low-tech businesses—all businesses. Because the start-up decision is
made by a!l businesses and because it influences so many decisions that
follow, this is undoubtedly the most important of all site szlection
decisions.

The start-up decision is often ignored by economic developers.
Generally entreprencurs choose (o start a new business in their home
town, wherever that may be. Just think of the difference it would have
made if Henry Ford had beer: from St. Louis rather than from Detroit! Onc
important job of community economic development organizations is to
help new business start-ups by making it easier for them o find
financing, space, and all of the other things a new business nceds.

Expansion

The second most common site sclection decision is expansion—all
growing companics must make this decision sooner or later. Expanding
on-site at a business's current location is always casiest, yet it may not
always be possible or desirable. Some businesses cannot cxpand
because of the physical limitations of their current building or site--there
is simply nowhere to grow. Other businesses may locate expansion
elsewhere for a variety of rcasons. For example, they may want o be
icarer their customers. After all, McDonald's didn't sell 70 billion
hamburgers from one store.

Businesses often cxpand at new locations because of the streng
“pull” of operating advantages, such as lower wages, lower utility costs,
or lax incentives. Unfortunately, some businesses choose o expand in
new locations because of the “push” of operating difficulties in their
current location. Moreover, as many midwestern and northeastern
commumnes discovered, expansion by local manufacturing companics
in Sunbelt and foreign locations with better opurating ceaditions and
costs was only the first part of a two-step process. Expansion at a new
location was followed by contsaction—and perhaps complete closure of
facilities in old locations. Bit by bit they lost companies that had been the
mainstay of the community. In business retention you musi make certain
that your community does not “push” any local business to locate
elsewhere because of avoidable cost or operating difficulties.

Relocation

A one-lime, complete relocation of a business, simply pulling up stakes
in communily A and moving to community B, is rare. Yet this aspcct of
site selection receives a great deal of attention, partly because it is
dramatic compared with the establishment of a small new firm. Therc
were ro newspaper headlines when General Motors, IBM, or almost any
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other company was founded, despite their future importance. A reloca-
tion also gets a great deal of attention because it tends to put the issues
of economic development—operating costs, operating conditions, busi-
ness climate, and incentives—into clear perspective.

The nature of a site selection decision also varies with the type of
company. Franchise restaurants make these decisions on a contir.uous
basis; new locations are how they grow. Public utilities, on the other
hai.d, are assigned their service territory by government regulation and
so cannot relocate.

Major multinational corporations make site selection decisios.. within
the context of an ever-changing “portfolio” of products and locations. A
branch plant for such a company is part of a much larger strategy
involving many different products, functions, and locations. For most
manufacturing companies which are small or mid-sized, the site selection
decision is a rare and traumatic occurrence.

Control Factors in Site Selection

While many factors influence site selection, only a few are strong enough
to really control the location process. A first and overriding control factor
is familiarity and knowledge. For any company, a site is chosen from
among those locations it is familiar with. This is why most new
compaznies are started in the founder’s home town—this is the location
he or she knows best. The goal of economic deve’spment marketing to
outside compznies is, above all else, to make them aware that your
community exists so that it can becorae a possible candidate location.

Cost Factors

Cost factors are generally the starting place in a site search, and for good
reason. A business cannot succeed if it does not make a reasonable
profit. Once profitability is assured, a business may consider quality of
life and other operating conditions.

Markets and Raw Material Sources

Market proximity is a major location factor for most ..rms. A few
companies are termed “footloose” because their product does not
involve major transportation costs for bringing in raw materials and
shipping out the finished product. But even theoretically footloose
companies—computer manaufacturers are a good example—have many
reasons to be near and easily access.ole to their customers so that they
can understand and respond to thei needs. For retail, service, and
wholesale firms, marl-et proximity is the heart of he site selection

41




Q

ERIC

Aruitoxt provided by Eic:

36 Economic Development for Small Communities and Rural Areas

process. For a fast food restaurant, the right location is one that has the
maximum possible number of customers within a ncarby area. Other
decisions, such as finding an available picce of property on a major
thoroughfare, are purely tactical.

For some firms, access to raw materials is a key. This relationship is
clear for a grain miller who must be near the farmers who supply the raw
material. It can also be important for other types of firms for reasons that
might not be so obvious. For example, many new food additives and
pharmaceutical products are produced by fermentation processes that
use the by-products of wet grain milling as their feedstock, that is, their
raw material. Thus, for many of these firms, being near a wet-grain
milling center is a major location factor and can be an important aspect
of a community’s economic development program.

Labor

Traditionally, labor has been the most important single cost and location
factor for most businesses. This is still true today, although automation,
rising energy and transportation costs, higher land and building costs,
and other factors have made labor less dominant in the cost picture than
it once was. To be successfulRyour community must still be competitive
in terms of labor costs.

Increasingly, labor supply, productivity, quality, skills, and work
ethic are becoming more important in a firm’s site sclection decisior: than
simple hourly wage rates. Some of the reasons for this are demographic
and economic. As discussed in chapter 2, the number of new workers
entering the labor force is rapidly declining. This decline, when combined
with the impact of eight years of continued economic expansion in the
1980s, has put a real squeeze on the labor supply. This is cspecially the
case in some rapidly growing high-tech areas such as New England and
in many rural areas that have had decades of continued outmigration of
youngei people.

Also, the increasing incorporation of technology in virtually every
type ¢! it —from auto mechanics to clerical work to traditional manu-
facturing—calls for better reading and mathematical skills and a gener-
ally higher level of employee competence. Education, literacy, and
nurneracy (ability to handle arithmetic and mathematics) rather than low
cost have become the new buzzwords in describing what employers are
looking for in workers.

Unionization, which was a major factor in site selection in the 1960s
and 1970s, has faded in importance in the 1980s for several reasons.
Labor unions are weaker and less aggressive now than they were ten or
twenty years ago, although this could certainly change in the future. Also,
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the sectors of the economy that are expanding most rapidly—services,
clerical, and high-tech—are generally the least unionized. Site selectors
have also become more sophisticated. No longer is the level of union-
ization viewed as a simple litmus test of a community's labor-management
climate. Rather, educational levels, str-ke history, absenteeism, turnover
rates, and other productivity-related faciors are more closely analyzed.
Utilities

Utility costs have become a more important sue selection factor over the
last two decades as basic energy costs have riser.. Electric and natural gas
rates have become much more complex, with many specialized rates and
with negotiated rates for larger users. For site selectors, utility territories
have become “invisible states,” and the cost differences between these
“states” are often far more significant than the more generally recognized
tax cost differentials among states.

Sewer and water costs are only minor factors for the vast bulk of
firms, but there are exceptions. For example, food processors may
require large amounts of water and may discharge tremendous amounts
of organic matter, creating high BOD (biologic oxygen demand) load-
ings in their wastewater. For these firms, both cost and availability of
water supply and wastewater treatment are important site selection
facwors. There is no more effective way fora community te halt economic
development than to have a sewer moratorium.

Corporations seeking sites consider capabilities as well as cost in
evaluating a community’s utility service. This presents a particular
problem for small communities and rural areas. Electric service is often
through rural cooperatives, which are not as experienced in serving the
needs of larger industrial and commercial customers as are larger
investor-owned and public utilities. Water and sewer utilities in small
communities may be unable to meet the additional demands of a
medium or large industrial or commercial user, even if they are well run
and have sufficient reserve capacity to meet existing community needs.
In small communities and rural areas, central water, sewer, and natural
gas services may be entirely unavailable. For all of these reasons, smaller
communities and rural areas are often not considered as locations for
many types of facilities.

Increasingly, high quality, high capacity telcphone service is a
location factor. Some firms, such as order fulfillment centers, need high
volume, voice-grade communications, while others, such as branch
manufacturing plants, depend on data transmission of everything from
orders to payroll. Smaller communities and rural areas—especially those
not served by major telephone companies—are at a disadvantage in
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trying Lo attract or retain the increasing proportion of companies having
sophisticated telecommunications needs.

o Transportation

Transportation costs are an important factor for manufacturing firms. Just
how a community measures up in terms of transportation costs will, of
course, depend on the firm's sources of materials and markets.

One interesting example of transportation costs is provided by the
firm that is distributing to a national market. A very regular pattern of
transportation costs and location exists in this case, with the lowest costs
being in Kentucky, Tennessee, southern 1llinois, Indiana, and Ohio, as
illustrated by Exhibit 1. It is nu wonder that most of the “transplant”
foreign auto producers such as Mitsubishi, Honda, Nissan, and Isu.u
have located in just this region. After all, a freight cost differential of $100
per car will add up to a billion dollars in five years for a plant producing
200,000 cars per year. Yet many small communilies from Minnesota to
Texas to Florida worked hard o lure the General Motors Saturn plant,
which went to Spring Hill, Tennessee.

Taxes and Business Climate

Taxes are a much less important and a more complex site selection factor
than is commonly recognized. Taxes generally account for only a few
percent of the total operating cost of a facility and can be easily
overwhelmed by other cost factors. But taxes are discussed a great deal,
probably for two reasons. (1) they are visible—a company gets a bill, and
(2) they are negotiable—a company can try to lower this cost factor.

No single best tax climate exists, because businesses vary tremen-
dously. Some states and communities tax real property heavily, which is
a problem for a manufacturing firm with very expensive plant facilities,
but not a problem for a service firm that has few if any real property
assets. Other states tax corporate income heavily, which is much more of
a problem for established, profitable firms than new start-ups. Franchise
taxes, inventory laxes, and a host of others also influence firms differently.
Thus a site search must carefully evaluate how the tax structure of a
particular state and community relates to the corporation’s specific
characteristics.

Municipal, township, special district, and county taxcs cspecially
influence site selection when the issue gets down to particular parccls.
At this point, as a firm is comparing sile A in your community o site B
in a communitly a few miles away, local taxes and tax incentives can
become an important factor even _though locally variable taxes are
generally only a fraction of a pc’rzgm of total costs. This is so because the
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site selection process has led to consideration of only those locations that
score very well on other cost factors; even a small tax cost difference can
be decisive.

P

Non-Cost Factors

Non-cost factors are also important in site selection. Most significant
among them are access (o specialized suppliers, access to training
facilities, environmental regulations, and quality of life.

Lack of specialized suppliers and services is onc of the biggest
hurdles that small communities and rural areas must face in attracting
businesses. Many manufacturing firms necd specialized services, such as
anodizing or heat treating. In many other cases, local-access, gencral-
business services such as accounting or specialized maintenance are
important.

For many firms, access to community coll¢ge training programs isan
important factor and will be evaluated with special care. A few firms arc
also highly concemed about the availability of college training and
postgraduate education for managerial personnel. Given the increasing
need for high quality, well-educated cmployees, virtually all firms arc
now closely scrutinizing the quality of local primary and secondary
education, especially in terms of providing basic skills in rcading and
mathematics.

Environmental Regulation

Environmental regulations are not a controlling factor for the over-
whelming majority of site sclection decisions. But they are crucial for a
few decisions and are likely to become™more important in the next
several years. Environmental questions center around four issues: (1) air
emissions, (2) wastewater discharge, (3) solid waste, and (4) disposal of
toxic and hazardous wastes. The issuc of environmental regulation is far
too complex to deal with in detail here, so I must limit mysclf to a few
general comments.

The environment is likely o become a more important issuc for
several reasons. First, the U.S. Environmental Protection Agency continucs
to develop more stringent standards for control of pollution and toxic
substances. This, however, is probably less important than the fact that
many target dates for atiaining varicus cnvironmental standards estab-
lished over the last twenty years are now coming due. Finally, increasing
use of technology in manufacturing and business in general has resulted
in the increasing use of exotic and often highly toxic chemicals.

L]
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Rural areas and small communities are frequently at an advantage in
having less severe exisling environmental problems. Thus they do not
fac the increasingly draconian limitations on development that are
being placed on air quality nonattainment areas. On the other hand,
small communities and rural areas have often been less sophisticated in
dealing with environmental hazards. As a result, these areas are finding
that they are the scene of toxic waste disposal sites and “micGnight
dumping.’ In a few cases, unscrupulous businesses have attempted to
take advantage of a small community’s lack of regulatory and enforce-
ment policies and the desire Lo create jobs to operate hazardous facilities,
although state and federal environmental regulations make this in-
creasingly difficult.

Quality of Life

Finally, quality of life is an important site selection factor for almost any
facility. I have saved this factor until last because that is where it generally
falls in the site selection process. Normally a firm reduces its number of
choices to a handful of “best” locations based on operating cost and
operating conditions. While quality of life inay have contributed to
gettling down to this short list, it is rarely the most important factor. In the
end, however, a site selector is faced with several locations, all of which
look good on paper in terms of cost and operating conditions.

Two exceptions Lo this generalization are high-tech facility locations
and corporate headquarters. Because top technical and managenal talent
is so rare and because these persons are so important Lo the future value
of the company, the site selection decisions for these facitities are (or at
least should be) recruitment decisions. The location that will do the most
to help recruit the best people is the best location, with cost factors being
of only secondary importance. For various reasons, however, both high-
tech and headquarter sites are almost nonexistent outside major metro-
politan areas, 50 this exception to the importance of quality of life is a
moot point for smal} town and rural economic developers.

Intangible Factors

My own experience in site selection has taught me that you can't go
strictly by the numbers. Four communities that are indistinguishable
based on statistical data can be vastly different places on the ground.
Some communities may be neat and tidy, others are unkempt, even
though they have nearly identical income levels. Some cor.munities
have a high degree of community spirit, others are contentious. A field
inspection of the communities and a meeting with civic leaders quickly
reveal these differences.
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This is an important point to remember—no matter how unique and
wonderful you may think your town is, it looks just like many others on
paper. The difference between being the bride and the bridesmaid—
between being number 1 and number 2 in site selection—is often quality
of life and community cooperation. Remember, too, that community
cooperation is more than just giving incentives, it is also instilling
confidence. When a company “buys your product” by selecting your
community as a location, it is placing tremendous faith in you, your
truthfulness, and your ability o keep promises as well as to make them.

Steps in the Site Selection Process

Any site selection, whether it is a branch plant location, a new business
start-up, a relocation, or an expansion, goes through a predictable series
of steps. Though the details will vary among types of firms, the basic
outline is the same. Sometimes the order of the steps changes, and often
a firm will go back and rework an cardier step because of new
information gathered during the site selection process. In many cases a
“no go" decision will be made at some point. The selection process will
then be terminated, generally ecither because of changing economic
conditions for the firm (declining sales or profits, higher interest rates,
and the like) or becausc the firm leams that it had unrealistic expecta-
tions about the potential market for its product or what kind of costs or
operating conditions could be obtained.

Often site selection is 4 stop-and-go process, which can be maddening
for communities working with firms, whether local companics planning
an expansion or oulside companies considering a location. One day
representatives of the firm are in a tremendous hurry—they want
information or con.mnitments by tomorrow. Then they disappear for six
months while the project is put on hold, waiting for better market
conditions, financing, or approval at a higher level of management. All
you can do as an economic developer is respond as best as possible to
requests for information—and suppress your natural human urge to
strang’e someone who asks you to do the impossible by tomorrow and
then disappears for several months.

Di: iiled below are my observations on the site selection process,
based on working with many firms as a site sclection consultant, along
with my comments about what you can or can't do to influence the
process. Just remember that not all site selections go by the book (at least
not this book!) and that it is difficult to know just where a firm is in its
decision-making process. Often you will not even know the identity of
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an outside prospect early in the process, which will add a little mysiery
and intrigue to your life.

Step 1: Defining the Facility

This is probably the most important step in the entire process for your
community's success in attracting or retaining a facility, because during
this phase firms define both what they will produce and the basic
requirements to produce it. Unfortunately, this is also a step that takes
place behind closed doors far from the eyes of economic developers.

Within this general phase a company or entrepreneur wili define the
following:

* The product or mission of the facility

¢ Managerial and technical skill needs to operate the facility
e Overall anticipated employment levels and skill needs

» Utility requirements (water, sewer, electric, natural gas)

* Site and building requirements

* Supplier and service requirements

* Environmental constraints (water or air pollution, solid waste gencra-
tion)

* Relation to other corporate and competitor facilitics

Itis common for the definition of the facility to change during the site
selection process as the company learns more about not only its own
needs, but also what is reasonably available in the real world. Many
companies begin with an impossible wish list of desires that they wiil
never be able to meet in one location. For example, they want highly
skilled workers and low wages or to be in a major metropolitan area but
also to be in an area with a low level of unionization. As they continue
through the site selection process, companies have to decide what is
most important and make choices based on these decisions.

Step 2: Geographic Analysis of the Market

New facilities are often built to serve new markets. This was the primary
reason for the growth of the Sunbelt in the 1980s. Growth of this region
in the 1960s and 1970s created new demand and companies moved in or
were established to meet that demand. You must recognize, however,
that different facilities will serve different markets. In the example of the
auto manufacturers given earlier in this chapter, the market is the United
States. Other facilities might serve a market reg:on ranging from the local
community (especially for retail facilities), to a multistate region, to the
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world. The local market is typically most important for retail operations,
while regional and national markets are more important for manufacturers.
A company will also try to forecast the level and geographic distribution
of demand for some future planning time, perhaps five years, and will
take this into account in determining the size and location of a new
facility.

Step 3: Deciding to Do a Site Search

This may appear to be self-evident, but that is far from the casc. In fact,
many if not most considerations of building a new facility do not cver
lead 1o a formal site sclection process. Even if a company concludes that
new product lines or expanding markets require more production
capacily, there are various ways of achieving this end. A company may
renovate and automate an existing facility or add onto it rather than seck
a new facility. Increasingly, companies seck to gain new production
capacity by acquinng operating facilitics or entire companies. In some
cases, however, the most reasonable solution is to scarch for a new
location, whether that means starting from scratch in a “greenfield” site
or buying an cxisting building.

Of course, a business expansion or business retention decisien is
simply a site sclection process from the point of view of the community
where a firm is currently located. One of your jobs as an cconomic
developer is to convince local companics that they already have the best
possible site and that they cannot find belter operating costs and
conditions elscwhere.

Step 4: Freight Cost Analysis

An ecarly step in a site search for a manufacturing facility is generally a
freight cost analysis. In this analysis, the company can compute the
inbouna cost of raw materials at various sites as well as the outbound
shipping cost lo customers. This allows the company Lo narrow its region
of search by finding a lcast freight cost location and determining the
additional cost (“cost penalty”) that would be incurred by moving away
from that location. Very high freight cost penalties are not likely to be
overcome by savings iti other arcas such as fabor or laxcs, so high freight
cost areas can be climinated from consideration. For nonmanufacturing
companies, other cost factors may scrve the same basic role as freight.
For example, for a corporate office v.ith a great deal of personnel travel,
the cost and time required to transport peouple is a major consideration.

Step 5: Defining the Search Area
On the basis of freight costs and market area, a firm usually dcfines a
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search area for a facility. Here are a few examples from my own site
selection experience:

e Between 50 and 150 miis from Chicago—for a manufacturer of stecl
furniture that eventually located in a town of 9,000

e lllinois, Indiana, Ohio and Kentucky—for ar. automotive component
supplicr that eventually located in a community of 16,000

e Ina city of more than 250,000 with cxcellent flying weather—for an
aircraft manufacturer

e Towns of fewer than 25,000 within a triangle bounded by Houston,
Dallas, and San Antonio, Texas—for a furniture manufacturer that
cventually located in a town of 10,000

If your community is outside the area of scar<h or does not meet the
basic site criteria of a company, it will not be considered, much less
sclected, as the facility location,

Step 6: Initial Screening

Even within these delimited scarch areas, however, there are likely to be
hundreds if not thousands of communities that can be considered as
potential locations. Thus at this sta_ ., site sclection is a ruthless process
of winnowing the locations under consideration down to a manageable
number that can be screcired more thoroughly. This screening phase
usually concentrates on several “knockout” factors, any one of which will
climinatc a community from further consideration, These knockout
factors could include a minimum size of the locai labor force, distance to
an interstate highway, available sewer capacity, or any one of dozens of
other items that are important for the particular facility.

Often the criteria used in initial screening are quite arbitrary, This
screening is typically done without contacting community development
organizations, becausc the information is readily obtained from the state,
utility companies, or a computerized database. Despite its brief and
arbitrary nature, this preliminary screening tends to be final, that is,
communitics do not reenter the site search at a later stage once they have
been dropped.

Onc of the most fatal problems at this phasc is lack of information.
If a community’s data sheet indicates “no data available” or simply has a
blank for sewer capacity, a firm gencrally drops the community from
consideration. Lack of data is viewed as an indication of a potential
problem or at least a community’s lack of commitment to provide
information; hundreds of other communitics do provide complete
information.
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The most important thing for 2 community developer to recognizc is
that at this phase a site sclector's interest is either unknown to you or is
very limited. When a prospect asks for certain specific information
during an initial contact, it is usually for screening purposes. It is very
important that you provide all of the information requested and that you
make it readily accessible. Site sclectors do not want to wade through a
four-inch-thick pile of information they did not request just 10 find the
cight facts they did request.

Step 7: Second-Round Screening

Beginning with a list of hundreds of communitics and scveral knockout
factors, the site sclector can usually narrow the ficld o 10 to 20
communities for more intensive inva,agation. It is often at this point that
the site selector will first make direct contact with community develop-
men. officials. You as a community developer should recognize that
yours is still probably only onc of many areas under consideration and
that the real work has just begun.

Often an important factor at this point in the process is cvaluation of
available sites and buildings. They don't call the process site selection for
nothing! Unfortunatcly, many communities, including some very large
ones, do a poor job of gathering and presenting inforr. ation onsites and
buildings. They have claborate color brochures on the quality of lifc and
a fly-specked hand drawing of the site or building layuut. Care should be
given to providing complete site and building information and Lo
presenting it in a professional fashion.

Information on sites should include not only standard data an size
and utilities, but also an asking price. Nothing bothered me more in sitc
sclection projects than a community or developer who acted coy about
price. A blank is not an answer to the question “site price,” nor is the
term “negotiable.” Any firm worth dealing with knows that the pricc is
negotiable. The question is. At what price is the seller beginning the
negotiation process? ltems that should be included in a good, clear, but
not unzu!ly fancy site description are provided in chapter 9.

Step 8: Field Visits

Generally a professional site sclector will narrow the ficld of communi-
ues under consideration down to three or four on the basis of secondary
screening and will then undentake ficld visits. A corporation doing its
own site sclection study will usually visit more communities, perhaps
five, seven, ten, or even more. Often this is the first view the site sclector
will have of your community. It is, therefore, important that cveryonc in
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the relatively large cast who is involved in local economic development
do a good job and know his or her part.

A site visit is usually bricf, ranging from a few hours to two dzys.
During that time the site selector or selection team will want to meet with
local employers in larger firms and firms within their particular business.
These visits are most informative, because through them a site sclector
can lcam a great deal more than factual information. After a few
interviews, community attitudes begin to come through clearly. And
local businessmen may tell prospects some things you vrould rather they
did not hear. During a site visit a prospect will also typically meet with
local clected officials and utility representatives and will look at prom-
ising sites and available buildings.

Several words of caution are in order in dealing with site visits:

e Don't try 1o kide anything. Problems will usually come aut eventu-
ally, and when they do, your credibility is gone.

e Show the prospects what they want to see, not what you want to
show them. Time is short in a site visit, and pcople do not like to have
their time wasted.

e Be well prepared and use your allics. The power company repre-
sentative wiil have the best grasp of electric rates, the real estate sales
companies will know the sites best, the state commerce department
representative will have the best grasp on how incentive programs
work; and the waslewater treatment plant operator will know those
trickling filters like no one else.

* Don't wear your prospecis out. Many communitics seem (o Ury to
attract firms by overkill and cxhaustion. Scheduling too many
intervicws does not allow enough time for any of them and invites
scheduling problems. Prospects who are kept going from dawn to
midnight without a break will not be happy when they leave your
community.

Step 9: Ranking Alternatives

Pity the poor prospects! They do have a problem. choosing between
apples and oranges. One community has low freight costs, the second a
good labor force, the third good living conditions. How to choose? At this
point, a firm must decide which factors are really the most important,
because once commeniy never has all of the advantages. Eventually,
however, the communities are ranked and the site selection recommen
dations will be made. Even if you are the recommended community,
however, the process is far from over.

-

93




ERIC

Aruitoxt provided by Eic:

48 Economic Development for Small Communatics and Rural Arcas

Step 10: Engineering Analysis, Legal Analysis, ard Options
It is a long way from a recommendation to a facility. Often a company
will take out an oplicn on a site or building at this point, but this is hardly
an assurance that they will be coming to your community. Prudent site
sclectors will take out optiuns in more than one community so that they
are not left out in the cold by an unforescen problem. Two areas require
special attenuon. First, an engineering analysis of the site should be made
to assure that the drainage, soil-bearing characteristics, and other factors
are acceplable. Second, a legal analysis is also important, because a flaw
in the title or an unexpected easement can climinate a site. Problems in
cither of these two areas could knock your site and possibly your
community out of the running.

Step 11: Implem¢ atation

Even after the groundwork has been laid, all the analyses done, and all
of the recommendations made, many site sclection dedisions stall out for
long periods or fizzle out completely. Why? The most important reason
1s probably moncy or, more accurately, the lack of it. Obtaining financing
1s often ume-consuming and uncertain for smaller companices, obtaining
internal approval in large corporations can be just as lime-consuming
because approvals are often required from a board of directors.

As the ime approaches for making a site decision that may influence
the future of the entire company—not {o mention the individuals
involved—many of the basic questions reassert themselves. Is this new
facity really a good idea? Corporate politics may also enter the picture.
sonic people oppose a facility within a company because they think the
product it will make is a mistake or because they believe the money
could be spent more wisely for other things. Perhips market cunditions
have changed. Thus there are often delays ranging from a few weeks to
several months during the final phascs of the site sclection process while 1

|
1
|
|
|

these issues are resolved. Site options are renewed and re-renew ed until
cither the project is undertaken or—-all 100 often—dropped.

Step 12: Start-Up

Even after the “go” decision has been made, t ere is a long process in
getung a facility into production. A facility must be constructed, personnel
must be transferred in or hired locally, and machinery and equipment
must be sct up. All of these stages can bencfit from local assistance o
assure a smooth start-up. Success is a smoothly operating facility, not an
announcement. Even when the facility is up and running, your job is not
over. It has merely changed from attraction to retention!
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Case Study

The best way to understand the site selection process is to look at an
actual example. A detailed description of the location criteria for a
furniture manufacturing plant based on an actual site search is provided
in Exhibit 2. This is a relatively large facility and an elaborate facility
description, but the case study does provide a good example of many
issues you are likely to face in responding to a manufacturing company’s
site selection needs. Note that this is not a purely hypothetical example,
but rather the site selection criteria of an actual company. Clearly, an
office or retail site selection would involve a very different list of site
selection criteria.

By the time your community reccives a set of site criteria such as
those presented in Exhibit 2, the firm will most likely have gone through
the first five steps of the site selection process. that is, it will have defined
the facility, analyzed its mz ket, decided to begin a site search, done a
freight cost analysis, and defined the search area. It may also have
completed step 6, initial site screening, without your knowiedge. Most
community developers do not recognize the amount of work that the
prospect firm or its consultants have done before they ever contact the
community. A company may change il> site criteria as il gains new
information on markets or production processes and engineering, but
you will not talk them out of a-major criterion simply because you do not
meet it. If the firm wants a 20-acre site, you will not convince them that
your 10-acre parcel is good enough.

While no community is likely to fully meet all site criteria for a facility,
recognize that if your community does not even come close o1 a major
criterion, you will most likely be eliminated in the screening process. It
is best to recognize this fact rather than to put a great deal of effort into
a battle you will lose. You are competing with many other communities,
and site selection is a ruthless ehmination process to get rid of those
communities that do not megt major site criteria—there are always other
communities that do. -

In the example fumiture manufacturing plant, the communily re-
sponding to an information request would have a great deal of data to
provide and would do well to consider some larger issucs 10 determine
if the community is right for the plant. For example:

e Is the labor market in our area able to provide 280 hourly workers?
What impact will this have on existing employers?

e Does the local work force have any experience with a three-shift
operation and will it be accepted?
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Exhibit 2
Example of a Facility Description
Furniture Manufacturing Plant

Product:

Laminate on chipboard furniture and furniture hardware (casters, pulls, etc.)
Labor (number):

Salaried personnel (includes accounting, engineering,

sales, and general management) 50
Hourly Personnel

Receiving, shipping, and inspection 40

Toolroom and maintenance 20

Casting, forming, and finishing 60

Ass’ mbly 160

Total hourly 280

Note: This would be a three-shift, five-day-a-week operation.
Inbound Freight (b/yr):

Zinc and zinc alloying block 3,000,000
Steel coil 2,600,000
Wire 1,600,000
Chipboard and plastic laminate 10,000,000
Other fabricated metal components 3,500,000

Additional materials, including corrugated cardboard boxing and plastic
for packaging, would be obtained from local sources.

Outbound Freight:
Approximately 22,250,000 Ib/yr to be shipped nationwide by (LTL) Jess
than carload common carrier.

Scrap to Be Recycled (b/yr):
Zinc 230,000
Steel 980,000
Plastic Quantity unknown

Site:
Approximately 20 acres

Building:
Desire existing building of 280,000 sq ft, including 75,000-100,000 sq ft of
warehousing space and 15,000-20,000 sq ft of office space. Warehouse
portions should have 16-20 ft ceilings.

Electric Power:
Monthly usage 400,000-450,000 Kwh. Power factor .97. Three-phase
current required. -

o6




r
t

\
The Site Selection Process 51

Natural Gas:
2,000 Mcf per month. Noninterruptible service highly preferred.
Water:

Approximately 70,000 gallons per day, primarily for process cooling.
Prefer municipal supply.

Sewer:
Prefer municipal system.
Solid Waste:

Zinc, steel, and plastic to be handled by a scrap dealer; chipboard to be
handled by a landfill.

Environmental:

Will pretreat wastewater.

No known air emission problems.
Noise:

No problems at property line.
Imdustrial Services and Supplies:

Reasonable proximity (100 to 150 miles) to a variety of industrial supplies
and services will be required. These include:

Mill supply

Platers (zinc, chrome, brass, nickel, oxide)
Packaging fabricator

Plastic injection molding (250-450 ton range)

Too! and die shop (stee! stamping, injection die cast, and injection plastic
molding)

Stamping shop (250 tons)

Rubber molding shop

Heat treating

Batch tumbling

Screw machine shop

Vecuum metalizing

Plastic laminate

Chipboard

Zing, steel, and plastic scrap dealers
community:

Should be within 50 miles of a hub airport.

A small community of about 10,000 population is preferable. The commu-
nity should have excellent labor-management relations and a good supply
of labor at reasonable wage rates.

Favorable state and local tax codes are important.
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* Does our communily have trucking service capable of handling the
very large inbound -and outbound freight requirements?

* Do we have a good site or building available?

* Do we have the utility services (electric, natural gas, water, and
sewer) needed for a plant of this size?

* Are au of the industrial supplies and services available?

If you decide this facility is both workable and would be a good
neighbor in your communily, getting answers to all of these questions
takes a good deal of legwork, and typically a prospect or consultant will
want information in a few days or at most in a few weeks. Thus, before
you go to the trouble of responding, you should make a “first cut”
decision as to whether your community meets the site selection critena.
You do not need o be perfect. No community is ever perfect for a facility,
which is what makes site selection so difficult. For example, a company
is not likely to find an cxisting building that meets its needs, the one in
this case study did not. But there should be a reasonably good match
between your community and the facility, and it should be a business
you believe would be a good neighbor to existing businesses.

Responding to these site specifications emphasizes the importance of
data as the primary community markcting tool (chapter 9). As an exercise
for your development group, I suggest that you try pulling together a
response packet indicating how your community can meet the various
facility needs outlined in Exhibit 2. Who will provide the various types
of information needed? For example, who will provide informauon on
the size, skills, and quality of the local labor force? How long will it take
to assemble the needed data?

Sources of Information

Additional information on the site selection process can be found in
Readings in Economic Development (volumes I and I1), published by the
American Economic Development Council, A Flandbook for the Eighties
by Howard Bessire, Facility Planning Technologyby Conway and Liston,
The Practical Approach to Industrial Development by Robert Evans,
Making Business Location Decisions by Robert Schmenner, Econumic
Development Manual by Kenneth Wagner, and, for a more technica!
treatment, Industrial Location. An Economic Geographical Analysis by
David Smith and Industrial Location by Michael Webber.

Current issues of Area Development, Business Facilities, Economic
Development Review, Expansion, Industrial Develupment, Plant Sites
a. d Parks, and Site Selection Handbook are also valuable to keep up
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with the latest trends in site selection. An example of these trends is the
recent concern with whether or no. a site or facility contains hazardous
wastes, which now make a facility or site virtually unsalable.
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Chapter 6
Strategic Planning for

Economic Development

Strategic planning for cconomic development is not forecasting or
projection of current trends. It is a means by which your community can
take a proactive rather than a reactive approach to the challenges that
faceit. Through strategic planning, a community can define what it wants
to become, can influence the course of its future economy, and can take
some measure of control over its economic destiny. Of course, all of this
is within limits, and a well-designed strategic plan not only seeks to
outline what s desired, but alsodefines the limits of what can realistically
be accomplished.

Although strategic planning is a well-accepted tool in the corporate
world, it is only now being widely adopted by cconomic developers. It
is being adopted by them because it can improve the efficiency of
development efforts, overcome differences between various groups
involved in the development process, and define goals. It can also create
a realistic understanding not only of what is desirable, but also what is
possible under the inevitable constraints of limited manpower and
money resources and competitive conditions.

Steps in Strategic Planning

Strategic planning is often viewed as a highly elaborate and technical
process. This need not be the casc. In essence, strategic planning is an
orderly and rational means of bringing about change, in this case
community economic development. Strategic planning focuses on pro-
cess, not product. This process is designed to answer the questions. What
is to be done? Who should do it? How will performance (accountability)
be measured?

The strategic planning process is composed of a cycle of eight steps,
defined here specifically for small community and rural economic
development:

1. Establishing a framewcrk. How should economic development be
organized within your community and how should it relate to local
government and other community organization?

2. Developing a mission or vision statement for your cconomic devel-
opment program.
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3. Conducting an “environmental scan” establishing the major regional,
national, and world trends influencing the economic development of
your community.

4. Evaluating your community's strengths and weaknesses and major
opportunities for and threats to economic development. (This is
often referred to as 2 SWOT analysis, an acronym for the first letters
of strengths, weaknesses, opportunities, and threats.)

5. Defining priority issues in economic development for your commu-
nity as a basis for allocating and focusing resources.

6. Analyzing issues to determine which ones are inost important to the
community's economic development and how they are perceived by
local decision makers and the general public.

7. Preparing detailed strategies, objectives, and action steps to realize
your community's development objectives, including their cost and
responsibilities for achieving them.

8. Reviewing, evaluating, and updating your development program.

Establishing an Organizational Framework

Strategic plans do not simply happen, the organization of a strategic plan
requires a good dcal of effort and some luck. Strategic plans are not
successful without a “product champion,” that is, without someone who
believes in the process, is a “missionary” for the process, is willing and
able to devote a good dcal of time and cffort to getting the idea of
strategic planning off the ground, keeps it moving through its various
stages, and has the right personality and skills to do all of these things.
Finding someone with the desire, time, and willingness is not easy, and
finding such an individual is the luck part of strategic planning.

Making strategic planning work requires more than one motivated
individual, however. It is important that the local power clite buy into the
process, as should the general public. The support of these larger groups
must be based on the belief that a strategic plan will improve the
efficiency and effectiveness of local development programs, will help to
end bickering among local groups and individuals concerned with
economic development, and will bring realism and accountability to the
development process. Unfortunately, strategic plans are often borne out
of some major economic crisis that befalls a community, making the need
for effective, proactive development efforts apparent.

Typically, a strategic community cconomic plan is prepared by an ad
hoc steering commitice or a working group. Who should be involved?
Among the likely participants are city, village, or county elected officials
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and staff, leading local businesspeople and industrialists, representatives
of local civic organizations such as ihe Rotary, Lions, and Kiwanis,
representatives of local utilities, bankers, developers, realtors, and
educators—in short, all of the people who should be involved in an
economic development organization in general. It is important that these
groups have a sense of ownership of the plan and work to sell it to their
constituencies and the community at large.

Use of an Outside Facilitator

You may wish to consider using an outside consultant or facilitator to
assist in the development of a strategic plan. Doing so has two primary
benefits. First, a professivnal with experience in strategic planning will
know many techniques that can help to make the process move more
quickly and effectively. Second, an outsider is a ncutral party who has no
particular stake in the outcome of the process. The facilitator can act as
arcferee on issues that are subject to disagreement within the community
and when a particular course of action may benefit some members of the
community more so than anJther.

The role of a facilitator is to help arrange and conduct meetings and
to assist in assembling the input reccived from the community. As the title
implies, it is not the role of the facilitator to create the strategic plan, but
merely 10 assist the community in the process. A major drawback of
hiring a facilitator, who may be a private consultant or perhaps a
university or college faculty member, is cost. As with use of any outside
consultant, finding a qualified individual is difficult. The fee for a
facilitator can vary widely, but it is likely to be several thousand dollars.
In addition to the resources of your own community, possible sources of
funding for a facilitator include major local businesscs and local utilities.

Developing a Mission Statement

It is important to begin the strategic planning process with a bricef, direct
mission statement defining who the plan is for (that is, what area you
serve), what outcome you -ant (and possibly what you do not want),
and what organization will be responsible for implementing the plan.
Mission statements appear deceptively simple, but they are not easy to
formulate. Two examples of community economic development mission
statements follow:

The Blankville Economic Development Corporation will make
Blankville a better place to live, to work, and to conduct
business.

The Sample County Chamber of Commerce will work to create
an environment that allows Sample County to provide reason-
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business growth and employment opportunities for Sample
County residents.

Even these two simple examples give some hint of the issucs that
must be dealt with. Is the existing local business climate acceptable? Are
all types of development acceptable? Iow much growth does the
community want? What does the organization seck Lo gain? Each word in
the mission statement should be carefully considered and sclected. Then,
as strategic planning continues, the mission statement can scerve as a
homing beacon to keep the process from wandering into issucs not
closely related to economic development. This focus will allow you to
concentrate your time and money resources cffectively on a limited
rangc of goals.

In the course of this discussion, | will introduce a wide variety of data
sources that may be used (o evaluate your community. To make these
cxamples more meaningful, Monticello and Piaw County, lllinois, are
used as a case study to show how these sources of data can be used to
build a picture of your community and its economic structure. Monticello
is the county seat of Piatt County, which is located in rural central 1llinois.
Piatt County has a tlotal population of 16,000, while Monticcllo has a
population of about 4,800.

Conducting an Environmental Scan

All community development cfforts must begin from where you are
today, and all communities are influenced by and must respond to
external social and economic trends. Thus it is important to begin
econumic deveiopracnt planning by getting a better idea of what your
currentsituation is and what challenges and opporiunities influence your
community now and are likely to influence it in the future.

Questions to Ask

In cstablishing a bascline of current community conditions, you will
want to answer the following questions:

e What is our current economic base? What basic businesses are
bringing money into the community?

o How arc our current basic industries doing and whattrends are likely
to influence them in the near future? Are they threatened by forcign
competition such 35 auto parts manufacturers? Are they threatened
by technological changes that will make them obsolete? The old
saying “gone the way of the buggy whip” applics to a lot more than
buggy whips today!
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e What is the basic health of major local companics? Arc they doing
well financially? Have they been gaining or losing market share in
their industry? Arc they likely corporate takeover targets?

e What arc the demographic characteristics of our community? Is tne
population growing, declining or remaining stable? Is there hcavy
outmigration? Arc we older or younger than the national average?
How well educated arc we?

e What arc the characteristics of our labor force? Does it have high
levels of skills, and if so, what kinds of skills? Are there job
opportunitics for women?

e What are the trends in levels of local employment in terms of the
changes in number of jobs available and jobs in different sectors of
the ecconomy? What arc the trends in unemployment levels?

e Whatis the picture in terms of local gove, nment? Is the local tax base
growing or shrinking? What sources of revenue do local governments
depend on?

Where to Find Basic Information

Finding meaningful answers to questions such as these requires more
than a litde effort. It is therefore wise for the community strategic
planning group to set up a subgroup or task force to pursue these issucs.
Local planners can be especially helpful in gathering much of the
necessary background informaticn, as can state agencies such as the
department of employment security, which will have extensive data on
changes in employment. Federal statistical publications are also a good
source of information. The best and most readily available sources are
described below.

U.S. Industrial Outlook, published by the U.S. Department of Com-
merce International Trade Administration, provides good information on
recent trends and future expectations for various types of businesscs.
Our example arca, Piatt County, has a large stecl wirc and cable
manufacturing plant (General Cable Co.), and the Outlook gives a brief
overview of where that industry appears to be headed (Exhibit 3).

Information such as this can be supplemented by interviews with
representatives of specific local companies. Another source is a review
of information provided by genecral references such as the Directory of
Comporate Affiliations (Exhibit 4) and investment scrvices such as Value
Line(Exhibit 5). In this case, the Directory of Conpurate Affihations shows
that the General Cable Co. is a subsidiary of the Penn Central Corpora-
tion. General Cable itself is incorporated in Delaware and headquartered
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Portion of the Entry for “Ferrous Metals” from U.S.

Industrial Outlook

Ferrous

In 1989, basic steel indusiey shipmenis cre expecied 10
dechine from the 1988 voiume. falling epproximately 6 pers
¢cent 10 76 million tons The decrease will be attribuiable o
weakness in severat kev consuming indusiries and a draw-
down of tnvenlories accumulated through the summer of
1988, A Small increase, approximately | percent. is expecied
in the tonnage of ferrous castings shipped.

STEEL MILL PRODUCTS

The domestic steel sndustry (SIC 332, 3315, 3316, 3317),
demonstrated strong growth 1n 1988, dramatically reversing
the cconomic tarlspin that 1t had been in from 1982 through
1986, Steelmakers had begun showing signs of 3 modest
tecovery In 1987; by the second Quarter of 1988, they werr
enmoying their most profitable period ever, and carnings fo:
the year were expedted to be the highest in mote than a
decade, despite the considerable shrinkage of the sndustry.
Stipments and apParent consumption reached their highest
fevels since 1981, and pnces. which had been depressed for
years. rebounded 1o new Faghs. The restored prospenity
tollowed years ol extraoramnary decline. between 1982 and
1986, 1osses exceeded $12 billion. The industry's profitability
1n 1987 was in signiticant measuze attrsbutabie to nonrecure-
ing items, espectally investment tax credits.

Metals

The sharp upturn 1n stecimakers' fortunes reflected the
industry’s new Status as one of the lower cost producers in
the developed world, the result of an ongoing testructuring
and modeznization program, the negotiation of more favor-
able labor contracts, and the depreciaion of the dollar
agaunst the currencies of most of the smportant steel-produc
ing countnies. The effectiveness of the President’s program
10 restrain steel impornts. much of which the US. industry
alleges to be unfairly traded under US. law, also contributed
to the industry’s newfound health.

The large nise tnapparent Consumption of stect mill prod-
uets tn 1988 to more than 100 million tons was a surpnise
to many tndustry observers. Domesue shipments also ad.
vanced sharply. up 6 percent from their 1987 level to more
than 81 miliion tons. the highest level dunng the present ex-
pansion. The first half of the year was especially strong, With
shipments reaching 43 million tons: shipments were expected
to dechne considerably during the second half of the year
owing to scasonal and other factors.

The stzength of shipments and apparent consumption
caused observers 1o questiun the sources of demand in view
of the perceived weakness of key steel-consuming industres.
During the first half of the Year, shipments to the vital
automobile industry declined shightly in spite of an 1n¢rease
1n sales of domesticaliy produced a biles, N den
tal construction expenditures through June were lower, yet
steel shipments to this important sndustry were up 11 percent.

Trends and Forecasis: Stes! Miil Products (SIC 3312,3315,3316,3317)
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Exhibit 4 » Directory of Corporate Affiliations Entry for
the Penn Central Corporation

Pectoraung L 8 Other Wreune Senvce
g Logng

SI1C2 1389
Markham Grng (Pres)

PENINSULA RESOURCES
CORPORATION
710 Butfalo St, Sulte 601
Corpus Christl, TX 78401
Malling Address: P.O. Box 1121
Corpus Christl, TX 78403
Tel: 512-887-6863
Wax Rov.” $4,160.062

Emp 50
O & Gas Ecploraton & Producton,
Contract Dnlking, Naturat Gas
Transmsson
S.1.Cx 1381; 4924 1382
John L. Heda, J:. (Chen Bd & Chiet
Exec. Offcer)
Board of Directors:
John L Hada, Jr.
Wayne M Squees
Neli Tupn
Andrews & Kmh(LegalF:m)
'Cl.l Tower
Housion, TX nooz

Frst Caty Natonat Benk of
Houston(runsla Agent)
1001 Man St

Houston, TX 77002

Tot 7136386011

Grant Thomton{Audtors)
Housten, TX

N0

N0004

HKIo

Subsldlartes:

P & J Leasa Servce, Inc. (1)
PO Bc.hn 670 Texas

ce Prazs

Corpus Chvi, TX 78403
Tt $12887.9710
Dormant

C Dniing 1
uo Tews Comcn?erc(- )’uu

Corpus Chvan, TX 78403
Tot $12882.9710 uoga’f]
Anproz Si 314,143 000

Wwayne Squres (Pres)

te

THE PENN CENTRAL
CORPORATION

One E. Fourth St.

Cincinnsti, OH 45202

Tel.: 513-579-6600 PA
Telefox: 513-579-0108
PC—{NYSE)

Assets: $2.400.300,.000

Dwersfed Con‘omy Mig Prods &

Suppipng Seevces in the Areas of
elecommurscatons & Detenso

S.1.C. 2357, 3531, 311
Cari H _Lindnet (Chm Bd. & Chvel
Exec Othcer)
Allred W Martnels (Vce Chm )
Ronaid F Walker (Pres. 6 Chol Oper

Oticer)
Ned M Hanl (S» VP

Rovbert W Olsoa (Sr. VP Gon.
Counsel & Sec)
Dand H Street (St VP Fi)
Rodet J Swvera (VP -Litgston)
Robet F Amory {Corp trotier)
Roboﬂ Burton (Myr -Investor Aals)

Richatd Drcher
Theooore F Emmench
A Leon Fergenson
James E Evans
Thomas M Hunt

John W Ingranam

S Crag Lnaner
Alires w Marnel
Ronald F Watker

John H Wilkams

1022000
Frst Cheago Trust Company of New
Ywmansrct Agent)

W Broaow
No- Yorx WY woor 192
Tel 21258746818

pZAL SN ]
Delode Haskng & Seus{Audiors)
Cnonras, Ont

Subsidisry:

Penn Central Federal Systems
Ry

Dagonsl R
Alesnans VA 22314 OSDE‘
Tel 703.239 2400 (100
Teletax 201:231. 2101

Givert F Decher (Pros & Chwf Esec O'fcwr)

o

Subsianes
Vitro Corporaton (2)
14000 Georas Ave

a0

Save Sonng MD 20906 og)E‘
Tel 3012311000 (100°%

Telefax 301:231.2101
Matary Sonware £ Servces, Imatadon

of Comovter Based Tracang & Racu
Lon Systems
S1CC 2379 8y

Sudbsichanes:
Vmo Jeaninc (3)
el Pas
n wmn som FL 22548
Tet 9045
Iwn w-zu-nw
SLCS e
Vitro Tullahoma, Inc  (3)
st Pa
Ft Wanon Beach FL 32548

b 008

a4 00
Vs Servces Compaly (2)
Induitnal Pack
F1 waton Beach, FL 32548
Tl 004 2447111
Servces

Enormg
SLcaam

Subsgary
vmo 'I'echnal Sernces, Inc. (3)
n wnon emn L2548 ‘
Tel 904 244
904, 2“ 71
Engrmg
sicasm

Telecommunications Group:
4019
'l”el'ccocmbons Group (1)
'ooack Lare, NJ 07675
‘hl 203 573 8200
Toefan 2015738428

Dervs R Bw-m {Pres & Crvet Esoc Orice)

Ormsion
Apparatus Dmison (2
5&““ e 2

840N

Mt ot Asnat Lo Trchs Kr Tetephone &
Elecincal I drang

Yei 407724 %678

Enyneerng
S1C. M
Oervs R Brown (Pres)

Genca (2)

Uimenon Rg & 49 51

Ciearmater FL 34622

Tel 81357134622

w-e Drawng & Entuson Mesds v thewre
& Cadie Inovavy

" ")

S1C2 3549 ires)
A Mo lov (Fres

genine 184 000
General Cadle Co. (2)
50 Tuce Bivg
Wooocht Lake. NJ 07675 &Joe‘
Tel 2015738200 {100%

Toictas 201.523.8478

Anprox $504000000  w»

My 3 Saies ot Cadie & wre Prboucts
SIC2 3381 3386 5387

Petec Goroon (Pres )

G & H Technology (2 psson
e

1649 17th 51 @

Santa Monca, CA 90404 o% ‘
Ted 2134500561 (I

Guardan Producu 1 Capal w-:a (2)
411 W Putram A

Grorwch CT 060)0

Tel 2034610100

Copper Wre jor Bw & Electrones
leavivnes Coooe & Avmwum Cadie § Wre
Proouis 10r Resasentsl Comml & industnal

Biogs

$3C.:9351 3356 2387
Geone Tonaoveh (Fres )
ty g:!ems inc (2)

m VA zzm
;cl 103(1)40909[ .
yiteens Engmg, Techrxcal Assunce
. Communda:

POOMeM, BONg
EW Tearwng 15 0 US Detansed

S.IC. 2312 1319.67W1
obert C Do Maven (Pres)

Tn-State Utity (2)
One Sanas Ln
Reoang CA 96093
Tei 916244189

Tumniey Fere Optc & Cooper Cadie Outscse
Pant nsutaton Servcet

XY 1]

"a4 Q%

Divarsified Industries:
Holden Enovqg Comporaton (1)
Linrcoin Contes Ste €00,

&6

Tel 4052263%0 (77%)
Gas & Od Expioraton & Iogucton
$162 111, 1382

[TYL-11 )
Munmon Le'l'oomoau Company (1)
PO Bor 230
x uwe
Tet 214 500

Tolefan 2147537918

M & Sernang of Front Losdens & Truces
Ussd n Mr & S5 ot Log Handeng
EQuoment § Cranes, M ot Ont o Jack:

ve R
S1.C: 3541 ?;u 3714 310
3 Ean Bacaman (Chud Cper Orcw)

Mnmnon Powef Techeologes (1)
PO 8ot

waeo TX mu 0‘0 ;
1o 817 2260550 (100%
!Mn 817 7766558

Nch ot-Cadrmum Battorws 10 the

AumAuuMlu My of Elecvostane
ey tor Or £Quomoent Mirs

s LC. 3692 3699

R W Cowan (Fres}

Nuciest Energy Sernces (1)
46 Shetter Rexa Ra

L2

Engr
o 87
SI.C am on

Penn Cantral Real Estate Group (1)
Or= East oo
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Exhibit 5
Value Line Report for the Penn Central Corporation

PERN CENT.CORPwsewe 87 25 167 (s i 1275 1.6% 1391

TIMELINESS High 158 1631 1533 206 25V, 293, NI| NE| 244 284 Targot Price Range
(FH&RP'-} ‘(W) Low | l6 l7; 1091 10111 123, 183 225¢ 253| ws) we. 20! 1992 1993 1994 1995

aehentt

SAFETY A — e i
1&a'e YHighest i § Lowest T t $ — : = + . 1 : ©
BETA NMF 1100 = Martet) T 1 T i i : ; " 64
16254 PROJECTIORS H00=CadnEiout b ah—o t ‘ s . SE T =TT T T a8
Price Galn Ana'l Tols! [ i - S-Feot Y ; : g
M 43 (e 80 4 P aoe gy T4 g i At 2
e 30 (+20%) 7% [TI8) ! A, N et [t = 2 — Ew
Insier Decislons ilkin Lm_b;im[ iy . A T ‘ ; =
FRAKJIASO ! ,/l!.l ity WS beee \/ | 100 x"Cash Fiow p3h | v
:u::a g (‘J (‘J g g g g g g l ,'/ —lh ..'._,H--l”" etV K \ ' R S S i ' i L
Wt 0 001 01VL 21 T l‘Hil' T PG " * : e e
institutional Declsions ¥ 'hl,{ g + + + — []
= “.!1; m; » “;-- ! i z z l ’ ‘ : ‘ : ! *
wiy 35 4 4 ercent 1 1 1 ) i . :
W e wome et | bases 90 .ﬂ,,,wm.uuwm»m,, S, ) I 0 S S——— Options:  PHLE
914 1975 1975 16771978 1979 1980 . 1681 | 1982 . 1983 1984 1985 1986 | 1987 1588 1586 1990 1997 ~ VALUE UNE INC_ 91 5iE
] 121] 960 156 M| 236} 94| W64 2031 N3B| N8| 80| am, M08 255] Revenvespersh | J55§
1 g0l 1| 1) 1l 3] swl veoy 33y 2% as| 18] @) 27 245 1 Cash Flow™ per sh | Tres
. | es| e 9 ns 1] d2ay 191} 1381 19y M| 19 resl 1l ‘Eamingspershs | 278
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i At s 5] oy nat 2al 2l wn! nel vl ANl A9 F15 KO 1Book Value pet e © 490
N 59451 B4 | 63461 6397 ] 63551 63991 6369 . 50061 8059 1825 | M3 T MW 275 S Common Shs Oubtl g0 K25
N l 1 93] SO 78] 871 --{ 161 188] WS| KMF] 189 Y ke "Avg AnaTPIE Ralio 1o
1 RN B B e IR 6| b M| ) s REL S e Rl pERre Vo
R TS S TS BES DTS SRTE NS ST A% I % N LY i AvgAnnIDWd Yield | 234,
g:;:'&‘;,"";‘f;:‘;f "og‘jl’n’g"y’n, oamu ﬂmf BABINES4 283 - 2551 .2szr.3 SIS 1Ak sy 0. 1850, Revenues mil] - 2280
LT06bSI2I, mu€ LT lntecest $200mat 9% | 1450 + 138% 1 1450 v 153% 1 139% 1 122% 1102% | 18% | Z1S%, lﬂuv O?glynggqvgln 1254
et §7°5 mil casdabzed ieases 12 1031 1079 ] WTCT 1239 1811 1252 4361 1| #47 &0 Deprecution($mul] %00
Ingt $1337 ma 1% Sud Deds due 121597 936 | 1681} NS 197 ° 1700 | 11081 1542 us 81 102. 1§} -Het Proldt {Smill) 1
wTinerest earnod 5 2x. loualinterest QT 4655 1 8% ‘429 cTauh o CE BN BRI Income a1 Aste THOY
cntage B2 ed Amnmm":;{'zm‘f;"’ a6% 1 s0% | a2% | 8% 66% | aan | s | 200 | sand son o2 NetProftbargn | 40% |
392 6021 | 46561 14y 35687 SI15 | 1187 12145 | %96, 0. 1255 Working Capl Smil] | 1749
Q@ [PuniontiabiayS18Tmil 0 883 S2UOWE | o) g 4531‘ zssa; 89 uni g1 1039 | 15977 460 WS LoopTemOabiismay | A5
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64 Economic Development for Small Communities and Rural Areas

in New Jersey. General Cable has sales of slightly more than $500 million
per year, while the parent Penn Ccntral Corporation has total sales of
more than $1.6 billion per year.

Value Line indicates that Penn Central is a cash-rich company and
rates its shares as “attractive.” This is a good sign for Monticello and Piatt
County’s major existing indusuial employer. On the other hand, the
Value Line report also indicatec that Penn Central has just purchased the
Carol Cable Company. Such acyuisitions always lead to questions about
a corporation’s existing manufacturing capacity and costs, so Monticello’s
ecoriomic developers should find out as much as they can about this
situation, beginning with a discussion with the local plant manager.

Trade associations and their publications are also a good source of
information on trends in general industries and on the performance and
prospects of companies within those industries. The Gale Encyclopedia
of Associations is an invaluable reference in finding trade associations
and contadts. A quick check of the Encyclopedia indicates that there is
indeed an Insulated Cable Engineers Ascociation, based in South
Yarmouth, Massachusetts (Exhibit 6). A call or letter to this association is
likely to reveal that they have publications indicating what is happening
to the industry .as a whole. Trade association officers are generally
(though not always) happy to chat about their industry.

A good source of background information on the characteristics and
health of your local retai! economy business is County Business Patterns.
Published annually by the U.S. Department of Commerce, this publica-
«on provides data for all counties and for communities of more than
2,500 population in the United States (Exhibit 7). For arcas with small
populations, 1! 2 data are sometimes grouped into very broad categories
of businesses and may not be complete because of disclosure rules
governing publication of federal statistical data. Even so, a revicw of the
past suveral years' County Business Patterns will generally provide some
factual data to back up (or perhaps contradict) your perceptions of how
well the local business community is doing. Note, however, that County
Business Patterns indicates only private sector employment, some large
employers such as the public schools, are absent.

For Piatt County, County Business Patierns shows that there were 624
manu. «cturing employees in 14 manufacturing plants on the date of the
survey. One of these (which we kn.w was General Cablc) was a large
facility, with 250 to 499 employees. The only other major concentration
of industry was in general industrial machinery (SIC 3569). In terms of
retail trace, County Business Patterns shows 84 retail cstablishments and
596 employees, with cating and drinking places being by far the largest

subcategory.
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Exhibit 6

Entries from the Encyclopedia of Associations, including
Insulated Cable Engineers Association

*6121« ENCYCLOPEDIA OF ASSOCIATIONS, 23rd Edition - 1989 Page 554

«6121« IEEE ENGINEERING MANAGEMENT SOCIETY (EMS)
¢iolnst ot E-4ctncal anc Electroncs Engoetrs
33SE A0St Prore (212)705-7867
Hew York, NY 10017 Pau b Wi, Pres
Founded: 1950. Members: 8550 Budget: Less an $25 020 Local
Groups: 35 A socety of the Institute ¢t Lctrxal 300 Bect-aexs Eagreers
(see $epaae entay). Gathers 3nd SS5EMeRTes NfOM3Ion (LXen g man-
Isement sKence 3s J0pied 10 3 ISTECIS of Lhe ProAXTon 373 toendten of
SeCIong Comporents Ind Systers Saces 3000 mexatcas ot
TGO EEClions Pechncioses Sponsc s Bock seres for JEEE. coerdTes
speakers Suredu, KOrpHes Stalsics, Bestows Ergretrng Manxger ¢f e
Year Awxdanc IEEE Eog g R Aware. C Chaoters,
faxation, Hslory, Nomnatces, Professonat Actmies Pudicatons. (1)
Ergneerng Manage~c - Review, Sux ey, 12) Trarsactons ca Ergreenng
1 gexrery Fo y. 11958) IRE Maryse~ert Ergreerng
oo Conventron/Meetng: anrual cootererce (w th ex”r's) 1988 Ot
24-26, Cayien, CH, 1989 Seot 10-13, Teronto, T8, Caraca, 7990 123
Santa 3, CA.

«6122%  (NSTITUTE FCR THE ADVANCEVENT CF ENGINEERING +1AE)
?0 8en 1S Pone $818)992-8292
woocand Has, CA 91365 LoyS W Hegeoc™am, Erec Mgr
Founded: 1957 Memders: 1500. Statf: 1 Budget: $25 203 Ergerewss,
OUCITONS. Dusress IS L Y teacers, 3G DAL 3 recentd seee
tes Puracses ace 10 3¢vancy the Xl 330 sKience &f engoetng, oviCe
$oCaCE 10 fur1nef 1te eCuCaton Gl engreers ACLS 28 3 asinlelween e
seceral DRI, ENGOENTS, ergneenng SOTeles. TSIy, ITE Cvernmert
SHCOSOMS WIS, CPDENICOS, eandTes, meelngs. Ma (ST oty X
HOHHD AWNES TEXWIROS NG SANT ISTS ASO DRsents 2warCs antudly
1 10ur CI"e5ores Engeeerg Nenl Jwpcs 10 Teviduds Exsreerng Pre
#C1 ACPRverment JwdCS 10 CP9INIITCTS TTOMS T 1TSLTA 1o
Eroeeer ot e Year Awarg, Eegrees ng Senee Awixd Computenied Ser-
es: Da"atase Comention/Meetngilicre

6123 (NSTITUTE OF INDUSTRIAL ENGINEERS (Engioeenag)ilIf)
~E Vaorer oty Park ATIMI Prore (5.91839 (28]
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Exhibit 7
Data for Piatt County, Illinois, from County Business Patterns

Table 2. Counties—Employees, Payroll, and Establishments by Industry: 1986 —Con.
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68 Economic Development for Small Communities anc Rural Areas

More importantly, however, a comparison with data for five previous
years indicates that the number of establishments and level of employ-
ment in retail trade are declining in Piatt County and that the dollar value
retail sales grew by only about three percent over the last five years.
When inflation is taken into account, the value of retail sales in Piatt
County is declining, in sharp contrast to neighboring Champaign and
Macon counties, which have cities of about 100,000 population
(Champaign-Urbana and Decatur) and regional shopping malls. County
Business Patterns clearly shows that leakage of retail trade out of
Monticello and Piatt County is an increasing problem.

Other statistical data can be obtained from the Census of Retail Trade
and the Census of Wholesale Trade. These censuses are conducted by the
U.S. Department of Commerce every five years. Recognize, however,
that the time lag between collection and publication of data is likely to
be two to three years. To get more detailed and up-to-date information,
you will probably want to survey local businesses as part of a more
comprehensive business retention program (see chapter 8).

Census of Retail Trade data for Monticello and Piatt County are
presented in Exhibit 8. These data largely confirm the trends shown in
County Business Patterns. Also, the Census of Retail Trade shows that the
number of retail establish:ments is almost evenly split between Monticello
and the rest of the county, but that Monticello exceeds the rest of the
county by more than four to one ir retail sales and payrolls, indicating
that businesses in Monticello =.e, on average, much larger and more
p1OSperous.

The basic source of information on local population trends in the
United States is the decennial Census of Population and Housing,
conducted by the U.S. Bureau of the Census. The Census of Population
and Housing provides data on population size, age, race, s€x, and a host
of socioeconomic and housing characteristics. A review of census data
for your area is bound to provide some interesting insights, especially if
you use national and state data as 4 benchmark for comparison.

Monticello census data on income and poverty status (Exhibit 9)
show that the community is prosperous. For example, only 3.8 percent
of the families were classified as being below the poverty level. It must
be recognized, however, that the data from the 1980 census are now old
and may no longer reflect actual conditions in the community.

A good, easy-to-use source of comparative data for major social and
economic characteristics is the County and City Data Book, which pro-
vides hundreds of pieces of carefully selected information for each
county in the United States. This includes not only information from the
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Strategic Planning for Economic Development 69

of Population, but also data from other sources such as the Federal
Bureau of Investigation Uniform Crime Reporis.

The full range of County and City Data Bookinformation is indicated
by the table of subjects covered (Exhibit 10). Specific data for a sample
of topics—nursing homes, social welfare programs, crime, and educa-
tion—are provided for Piatt County in Exhibit 11. Through comparison
with other areas, the meaning of these data becomes obvious. For
example, a comparison of Piatt County data from this table with data for
adjacent Macon County shows that Piatt County has a much lower crime
rate (less than one quarter of Macon County’s), has high ievels of
education in terms of years of school completed, and spends more
money per capita on schools. This information indicates that Monticello
and Piatt County can realistically promote themsetves as having a safe
living environment, a highly educated work force, anrd a commitment to
education.

Increasingly, data are being provided by a wide variety of privately
operated, for-profit demographic information services. These services
provide customized, frequently (generally annually) updated data to
local governments and businesses for planning and marketing purposes.
These services can provide tabulations, maps, and other graphic displays
of social and economic data for virtually any geographic area.

Costs for each type of data and each area for which data are provided
are generally modest under the pricing systems of these data services.
But be aware that the total cost for getting a wide range of data or data
for comparison communities can quickly soar. Also, my own experience
indicates that demographic services often engage in sales hype and do
not deliver data that are as comprehensive or up-to-date as their sales
brochures appear to promise. While they may use a variety of data
sources, basic information for the data services is either derived from or
calibrated on the basis of the U.S. census. Sometimes, moreover, the
updating and estimating procedures that demographic data services use
can introduce a high level of crror in the data for smaller communities
and rural areas.

Commercial data services are worthwhile if you know what you
want, have the financial resources to use them, and recognize the
limitations of the data they provide. A good introduction to demographic
data services can be obtained by perusing recent issues of American
Demographics magazine (see bibliography), including especially the

~ advertisements by the various demograpkic database companics.

Your state employment service can provide a good deal of informa-
tion on employment trends aud projections as well as uncmployment
levels, generally on a county basis. Data on governmental finances can
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Exhibit 8

Retail Trade Data for Monticello and Piatt County and Other Illinois Cities and Counties

from the Census of Retail Trade
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Exhibit 9
Sample Data on Income and Poverty Status for Monticello and other Illinois Ccmmunities
from the Census of Population

Toble 168. Income and Poverty Status in 1979 for Places of 2,500 to 10,000: 1980—Con.
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Exhibit 10
Subjects Covered in the County and City Data Book

SUBJECTS COVERED, BY TYPE OF AREA

1Subjects covered in this volume 8re :ndicsted by 3n X in the sppicabie geogisphic Loiumn. State data are found in tabie A on pages ! 14, county Jata.n tabis B o6 payoes
15-600; city data in table C on pages 691-729; and data for placas in table D on pages 731-795|

EMC Program .....
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States States
Subject and Subjoct and
Counties Citlas Places Counties Cities Places
Land 313 ... vuvinnnnunnnnns P X X Labor force:
i Employment status................. X X
Population: Unemployment ............. X x
Total persons......vevvurnennrsnas X X Xl Annual payroll .. .vveeesennenannnn. x
Ranks ........... feeeereaanranan X X
Persquaromile ........... e X X Agriculture:
Components of change ............ . X x Farmearnings ........covvinnennnns X
Race............ eabsesasaaeenaas x x Farms ........ feraaeenas Chaaeraas
Hispanic «..vvveuunvsnnssannnnnss . X X Operators..... frarasxennes X
LS S X 7T 2 Y X
AgB .ot X X Farmland ......ooveniviiirsnnnnsns X
Households, number and type ....... x X Value of farmland and buildings...... x
. . Value of farm products sold......... X
Vital statistics:
Births.............. X X Manufactures:
Deaths....coovvvvneevnnenns X x 517,17, Ve T . X X
Marnages ............... eereaans X Establishments .........c0vnnsn X X
Divorces .. ..... Cemeaaeraas X Allemployees .......oovumesrensnns X X
Production workers,......... PP X %
Health: value added ......... errerareees X x
PhysiCIans. . vaveevennnnannnnns X Value of Shipments.....o.vvevreenns X X
HOSPItas. +.vevneineiiinaneanonsans X X New capital expenditures ........... . x
NUrsinghomes. ... .ocovuvusescrsnns X
. ConStruction +...covvecerornsnncranna X
Social Insurance and heaith services:
Social Security program............ . x Wholesale Trade:
Q Supplemental Secunty Income Establishments ........ P X X
X ET 1T S X x
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Crime and law enforcement:
NUMDAr.teviiiersnsessnescsnssanss
Police officers vovveiniincncrennnnns

Education:
Schoolenrollment.vveeecvinennsnnns
ARtaINMENt. . ivessecnsesetsssancans
Local government expenditures......

Income:
Money income:
Parcapita.ccoisnsnssssssssarsnns
Househo!lds. . cvvviviessnssnnnsnns

Personal iNCOMEe v.vvvvessnssssnenas
Transfer payments ...ovevnerenens
Earnings by industfy......coovinen

Farm eamings cooceeiaroressensnnns

Poverty status:
PersSonS.veeeseiiissiinnssnsnnnrans
Families..overeecunsennsnennenss

Housmg:
Total units . .i.ivnncinscrsnnncsss -
Yearround units v.ueirvsarrncins. -
Occupied UNItS . ovvrnsnenasercnnns
OWNel ..ttt e it neenrsrernrenens
With 2 or more automobiles........
Median value, ........ .
Buitt 1939 orearlier. .. ..vuvunrun. s
With5 crmore units . ......
Bullding permits ........civiniannns

x

xX X

X X X X

x X

X X X X

X X X X x

X X x X

Paid employeos ...evereniisnrsaass
Annual PaYIoll v viinsnnassnenss

Retail Trade:
Establishments «...cccvvenninennnns
T LY
Paid employees covereeasnnassrnsne
Annual Payroll ... .iiiiciirseniens

Service industros:
Establishmonts ....eeveeecnncionnns
Recoipts, by selectod kinds of
bUSINESS .. avvvvnveneoressasnansan
Employees ....covivrniirsunnnnnann
PaYIOl . vvivennsnnaranniunnsannnss

Bank deposSitS . ..vvisennanarursnsnans
Savings CaPIal .. iui.iiiiiansnannanns
Federal funds and Grants.. ... .xxessss
Government:
Employment............ e xmeasan
FINANCES s ovvvuninvornranvusncnnss
Goneral ravenuo by source ........
Direct genoral expenditure by
fUNCUON L vnvverunonrarsnnnnnnnn
General debt outstanding . ....u-»
Form of government.............-
Elections ..vosvssrvununn
Chimate . .e..cnsrransnns s s
Electnc bills ....evvunn wivnns oo

xX x

M X X X

X X X X
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Exhibit 11

Sample Data for Piatt and Other Iilinois Counties from the County and City Data Book

Table 8. Counties — Nursing Homes, Social Weifare Programs, Crime, and Education

Nurung homaes,* Social Secunty Progeam, Sonous cames andwn Educaton
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Garaun . N 2 178 1.627] 2141 52) 12 5 1 46 1 245 1 464] 458 46 n 3
Greone . 4 214 3 475| 2199 ‘414 302 o 1"y 1227 2 938 9 338) ‘68 T2 £ 42
Grundy .. 2 221 4 BBT| 161 2 322 M &7 22f 24N ? 924 6 393| %67 97 21 *50
Hamaton . . . 3 146 2 305] 913 348 Ve 17 2 482 1278 1% 4r0| 64 190 3
rancock 4 <30 4 884] 2736 2 R 220 7 mn 437 4 635| 680 11) 199 -8
Haon . 1 « 1 174] 2215 162 160 34 5 617 1 027 1 (80| 420 56 27 239
rencerson, . - - 1 4681 1611 w8 70 3 21 14651 121 1 868) 621 76 33 51
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Knox . .. .. 4 71 10 925| 1894 4 554 246 2158 0| 4 092 9723 11 314) <84] 11 K ¥4
Laxe e 22 jn 18 074] 922 23 58 2 492 19 1 5C8F 4 269 84 £57 37 144) T?6) 251 L1338 =3
ta Syte 10 1158 22 054} 027 10 310 t40 2406 5} 2 199 16 124 20 129 €21 39 479 38
Lawencd .. Cex J 524 J 940y 2189 154 274 Kjos] | 18852 J £56 31228 €19 ’e 1y 345
Lee . 5 417 § 228} 1832 2°H Jo4 62 36| v €35 5 515 7 341 818 99 150 123
Uwngston 3 744 & 714} 1650 I n S8 755 o 1 847 6 646 7 814| 632¢ 101 217 s
Ltogan . 6 £42 S 729) 1842 2 %56 134 332 1l 100 J 338 523%) o664 N9 129 i35
"-"f“--qn 6 77 $ 3)5) 1486 2 51 276 1 118 25| 3 246 4 591 5 426) ra4) 17 121 0
v e oA 7 864 19 850) 1248 3 i 446 4173 1953 2 €85 <6 760 21 751} 7491 171 &9 21
E lC . 11 1103 15 403| 1258 7 172 S 568 301) 4 525, 18 503 18 675| 60| 228 186 13)

(74

SDRUY [0ANY PUD SHIUNILLL0D J|UUS 40f 1ot dOIdra(] HU0UOIT
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78 Economic Development for Small Communities and Rural Areas

be obtained from the various local governments. Compilations of
comparable govemnment financial data are often available in a state
bluebook or statistical abstract.

The sources of information described above are some of the more
important available. This is, however, by no means a complete tally of
sources, nor can this handbook describe how to use these sources in
detail. Your local librarian or a reference librarian at a nearby state
uni\ ersity can be of great assistance. I suggest that you use these often
ove looked individuals as a¥ies in your development efforts.

Spotting Trends

An environmental scan should be much more than a compilation of data
about your community. You should get out the crystal ball and look at
the major trends that are influencing your community today and are
likely to have an impact on it in the future. The major trends described
in chapter 2 should be reviewed to see how they will influence your
community. In addition, you should take a systematic look at some key
business publications and ask: What does this mean for us?

My own favorite sources for trend-spotting are The Wal! Street Jour-
nal, Business Week, and U.S. News & World Report. A quick scan of two
or three months' worth of these publications is likely to reveal several
trends that will have an impact on your development efforts by
challenging existin, businesses and industries or by providing new
business opportumties. Other good sources include Forbes 2nd Fortune
magazines as well as the other major news wecklies (Timeand Newsweek).
It will not take long in looking through the popular press to spot “up and
coming” issues such as the importance of a quality labor force. These
trends, along with the data developed in the SWOT (strengths, weaknesses,
opportunities, and threats) analysis, described below, provide the basis
for defining and prioritizing of issues and development of strategies.

Analyzing Strengths, Weaknesses, Opportunities,
and Threats

One of the most amazing aspccls of economic development is how much
many communitics know about themselves in the sensc of statistical
data, but how litile they understand what it means. For example,
community economic developers almost always present data on prop-
erty tax rates Lo an cconomic development prospect. Yet almost universally
these same development representauves have little knowledge of whether
the data show an advantage or a disadvantage for their community
compared with competitor communitics.
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Understanding your area’s competitive position depends on a careful
comparative analysis of its assets and liabilities for economic develop-
ment vis-3-vis likely comp<titors. “Know thyself,” is good advice but if it
had been given by an economic developer, he would undoubtedly have
added, “And know thy competitor.”

So, a first step to knowing your community’s assets and liabilities is
to determine who your likely competitors are. For a major metropolitan
center such as Atlanta, competitors may be distant cities such as Dallas.
Smaller communities, however, most frequently compete with commu-
nities of a similar size within the same region. One way o start to identity
your competilors is to consider sile selection projects lost to other
communities in the recent past and where they eventualiy located. You
will also want to consider communities that offer str ng competition in
terms of retail trade and tourism as well.

Once you have considered the question of competlitors, pick several
Lo use for comparative purposes in an analysis of asscis and liabilities.
Knowing how you compare with these communitics—and to some
national averages as well—will not give you all the answers about your
competilive position, but it will let you know where you are relative to
the pack. You will know, for example, if your tax rale or waslewater
treatment costs are a strong advantage, a strong disadvantage, or pcrhaps
a factor for which your community is merely average. This knowledge is
invaluable in dealing with prospects, in retention efforts (see chapter 8),
in targeting businesses that you hope to attract (see chapter 7), and in
considering whether and what to offer as incentlive packages and
inducements.

The list of factors considered in site sclection is long. Conway Data
Services publishes a “Site Selection Checklist” that lists more than 1,500
site selection factors! A comparative cvaluation of each of these factors
1s an impossible task. Moreover, most factors listed are not significant in
the site selection decision. I doubt, for example, that any community has
ever been selected for a facility on the basis of number of hospital beds
per 1,000 population (one of the Conway factors). Only a rclative
handful of factors is critical for any project.

The 45 factors that lypically can b2 “make or break factors” in a silc
selection decision are indicated in Exhibit 12. They fall into six general
areas: operating costs, operating conditions, transportation, sites and
buildings, and image. These factors arc closely rclated to the site
selection process discussed in chapter 5 and are what some sile sclection
consultants call “drop dead” factors because if you don't meet the
company’s needs i regurd to one of them you are dead in terms of their
location selection.
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Exhibit 12

Major Factors to Consider in Analyzing Strengths and
Weaknesses and Selected Sources of Comparative Data

Factor and Data Source
Operating Cost Factors

1. Manufacturi~g wage rates
e U.S. Bure:w.u of Labor Statistics
» State employment service
* Interviews with local employers

2. Clerical wage rates
¢ U.S. Bureau of Labor Statistics
 State employment service
* Interviews with local employers

3. Fringe benefit levels
¢ U.S. Bureau of Labor Statistics
 State employment service
* Interviews with local employers

4. Electric power costs
¢ Local electric utility
¢ Edison Electric Institute
5. Natural gas costs
¢ Local gas utility
* American Gas Association
6. Water costs
¢ Local water utility
¢ American Water Works Association

*7. Wastewater treatment costs
¢ Local utility
» Utility companies in competitor communities

8. Property tax costs
e Local tax assessor
o State tax federation

9. Corporate and personal income tax costs
¢ Commerce Clearing House Tax Guide
10. Site and building costs
e Local developers
» Dodge Construction Reports
e Marshall Swift Guide
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Operating Condition Factors

1. Unskilled and semiskilled labor supply
e Local amployers and employer associations
» State employment service
2. Skilled labor supply
e Local employers and employer associations
« State employment service
3. Clerical labor supply
e Local clerical employers
» State employment service
4. Managerial labor supply
« Local employers
5. Labor-management relations
* Local employers and employer associations
* Local labor unions
6. Labor Productivity
o Local employers and employer associations
7. Electric power availability
e Local electric utility
» Edison Electric Institute
8. Natural gas availability

81

* Local natural gas uiility (propane supplier if pipeline gas not available)

e American Gas Institute
e State utility commission

9. Water availability and quality (treated and non-well/surface)
e Local water utility
e State geological or waler survey

e Stale environmeriial protection agency ’

« U.S. Environmental Protection.Agency regional office

10. Air and water polluiion’
e State environmental protection agency
¢ U.S. Environmental Protection Agency regional office

11. Wastewater treatment availability
e Local wastewater utility
» State environmental protection agency
* U.S. Environmental Protection Agency regional office

12, Telephone service
e Local telephone company
e State commerce commission

13, Vocational-technical education
e Local vo-tech school
« State Department of Education

P
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14. College and university education
o Respective institutions
= College guides (Lovejoy’s, etc.)

Living Condition Faciors

1. Cost of living
* American Chamber of Commerce Researchers Association

2. Climate
¢ Nationa! Oceanic and Atmospheric Administration

3. Crime levels
» Local law enforcement agencies
e Federal Bureau of Investigation Uniform Crime Reports

4. Housing availability and cost

e Local realtors and multiple *sting service

e American Chamber of Commerce Researchers Association
5. Retail facilities

e Local merchants

¢ U.S. Census of Retail Trade

6. Recreational opportunities
v AAA Guide
» Mobile Guide

7. Culwral facilities
e Local chamber of commerce

8. Hotel and motel accommodations
¢ Local hotel and motel operators
* American Automobile Association
* Mobile Guide

9. Elementary and secondary education
e Local school districts
* State Board of Education
10, Medical and health services
- ¢ Local medical society
« State hospital assocration and chapter of American Medical Association

Transportation

1. Proximity to industrial and consumer markets
 Rand McNally Standard Highway Mileage Guide
e Rand McNally Commercial Atlas and Marketing Guide
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2. Highway accessibility

o Official state highway map

» State department of transportation

* County and city highway and street departments
3. Rail Service

e Rail carriers

* State department of transportation

4. Common motor carnc. service
¢ Local motor carriers
¢ Motor carrier director

5. Air service
¢ Airlines
 Official Airline Guide
6. Express and package delivery

¢ United Parcel, Federal Express, and other major express and parcel
delivery companies

Sites and Buildings

1. Industrial site availability and suitability

* Local realtors

* Chamber of commerce

* Local and regional planaing agencies
2. Retail-commercial site availability and suitability

¢ Local realtors

» Chamber of commerce

e Local and regional planning agencics
3. Availability of existing buildings

e Local realtors

o Chamber of commerce

e Local and regional planning agencies

Image
1. Local image of the area
* Interviews with local residents

2. Outsiders’ image of the area
« Discussions with site seekers and other visitors from outside the community
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Even among this relatively limited list of factors, only a few will be
important for any given project. For example, water supply is not a
significant factor for warehousing operations, which use only small
amounts of water for sanitary purposes. Likewise, manufacturing wages
are not an important site selection criteria for a retail or clerical office
operation,

Common data sources for each of the 45 key site selection factors are
also indicated in Exhibit 12. Data sources generally fall into three
categories: information fiom governmental agencies such as the Bureau
of Labor Statistics, information from associations and private sources
such as the American Chamber of Commerce Researchers Association
and the Edison Electric Institute, and information that you will have to
gather yourself.

For some site selection factors, it is unfortunately not possible to
gather exact comparative data for competitor communities. For example,
measuring “labor productivity” or “image” is almost impossible. Discus-
sions with local employers can, however, give a general comparison, as
many of them will have had experience operating in other communities.
This should allow you to give a general rating of whether the factor is a
strength, a weakness, or neutral for your community. Even these general
ratings can be valuable in guiding your development efforts.

A review of the strength and weakness factors provides not only
ratings for individual factors, but also a profile of your community’s
general areas of strength and weakness. Typical strength and weakness
ratings of many small communities are summarized in Exhibit 13. These
ratings are based on my own experience in working with several dozen
community development programs in various parts of the country.

Of course, all of these factors vary from one community to another.
It is, therefore, important that you consider how yourarea rates and how
it differs from the typical small community in order to understand its
assets and habilities. Fer example, while highway transportation may not
be an advantage for most smaller communities, yours may be near the
intersection of two major interstate highways, as Effir gham, Illinois, is.
Likewise, Griffin, Georgia, which is 30 miles south of the Atlanta airport,
has excellent air access, better than many parts of metropolitan Atlanta.
In the case of these two comm,unities, b shway and air transportation are
assets rather than liabilities.

Defining Priority Issues

Evaluation of your community’s stzengths, weaknesses, opportunities,
and threats is important as a basis for defining priority areas for your
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Exhibit 13

Strengths and Weaknesses Ratings for a “Typical” Smali
Community

Operating Cost Factors

Strengths. Manufacturing wage rates, clenical wage rates, fringe benefit levels,
local property taxes, and sitec and building costs

Weaknesses: None
Variable (depending on regional locauon, utihty service company and other

factors). Electric power costs, natural gas costs, water costs, wastewater
treatment costs, and corporate and personal income tax costs

Operating Condition Facters

Strengths. Ur.skilled and semiskilled labor supply, clenical labor supply, labor-
management relations, and air and water pollution

Weaknesses. Skilled labor supply, managerial labor supply, water availability,
w. tewaler treatment availability, telephone service, college and university
education A

Variable(depending on réjonal location and other factors). Labor productivity,
electric power availabdity, natural gas availability, vocational-technical
education

Llving Condition Factors
Strengths: Cost of living, crime levels, housing cost

Weaknesses. Retail facilities, cultural faciliues, hotel and motel accommodations,
medical and health services

Variable. Chmate, recreational opportumues, elementary and secondary educa-
tion

Transportation

Strengths: None

Weaknesses. Proximity 1o industnal and commercial markets, highway accessi-
bility, rail service, air service

Variable: Common motor carrier service

Sites and Buildings

Strengths: None

Weaknesses. Industrial site availability and suitability, retail-commercial site
availability and <uitability, availability of existing buildings

Variable: None

Image

Strengths: None

Weaknesses: Local image of the area
Vo+able: Outsider’s image of the area
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development program. These priority areas may be weaknesses that
your community must work to overcome to be atlractive t0 new
businesses, or they may be strengths that you seek to maintain and
capitalize on in your development program.

Four basic factors must be considered in defining priority issues
based on a SWOT analysis: level of control, level of effort, level of
controversy, and strength of relationship to economic development. In
regard to level of control, some issues can be resolved almost entirely by
local action. For example, lack of a properly zoned industrial site can be
overcome by action at the city, village, or county level. Many issues will
require considerable local cooperation, such as improvement of voca-
tional education 1n local schools, which iequires cooperation of local
school districts as well as volunteer organizations ranging from the
parent teacher association to local service clubs.

Other issues can be resolved only through local initiative coupled
with outside assistance. If local wastewater treatment facilities are
inadequate, state and federal grants can be sought to help pay for a new
treatment plant. Typically, issues that require outside assislance aie
much more complex, resolving them can be lime consuming because an
agreement must be reached among several levels of government.

For some issues, local influence is very indirect. A development
organization in a community with a history of poor labor-management
relations can work Lo establish a local labor-management council in
order to build mutual understanding and head off problems before they
become serious. But this is an altempt Lo exert a posilive influencewhere
no real control can be exercised (see Exhibit 14). !

Many problems are immune to even your best efforts at resolution.
For example, many small communitics in the Midwest envy othcr areas
of the country that have a better climate or more interesting and dramatic
topography. But nothing can be done to change your weather or
topography. There 1s not much point in complaining about them cither.

Cost and time required o resolve a problem are ciner issues that
must be considered in prioritization. Some issues, such as crealing
proper zoning for an industrial site, can be resolved with litle up-front
cost. Jther issues, especially those relating to construction of new
infrastructure facilities (roads, sewer, water) may be extremely costly o
change.

A few issues are so controversial that it is difficult to incorporate them
into a larger strategy. For example, in many rural areas improvement of
local school curricula might be facilitzated by school district consolidation,
which would allow local high schools to offer more specialized courses.
But consolidation in rural areas is always a highly controversial issue.
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Exhibit 14
Rating of Sample Issue Priorities for Economic Development

Issue: Proper Zoning of Industrial Sites
Control: high

Cost: low

Controversy: low to moderate

Relationship to economic development: high

Issue: Construction of New Wastewater Treatment Facility
Control: moderate

Cost: high

Controversy: moderate to high (because of cost)

Relationship to economic development: high

Issue: School Consolidation

Control: high

Cost: low (may actually save money)

Controversy: very high

Relationship to economic development: moderate to high

Issue: Improve Highway Access
Control: low to moderate

Cost: high

Controversy: low to moderate

Relationship to economic development: higli

Issue: Improve Local Labor-Manageinent Relations Climate
Control: low )

Cost: moderale

Controversy: moderate

Relationship to economic development: high

Issue: Downtown Beautification

Control: high

Cost: moderate to high

Controversy: moderate to high

Relationship to economic development: moderate

Issue: Need to Build New Courthouse

Control: high

Cost: high

Controversy: moderate to high

Relationship to economic development: low
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Most local citizens will either support or oppose a group on the basis of
its stand on school consolidation rather than on its overall mission or
goals. Becoming involved in this highly polarized and emotional issue
can déstroy the effectiveness of the economic development agency in
dealing with other issues.

Finally, in prioritizing issues, yu: must consider the streng'h of their
relationship to economic development. Many community improvements
such as a new courthouse, a new jail, or a new library have only a
marginal relationship to economic development, even though they are
important for the community as a whole. One can always argue that
these improvements have some relationship to economic development
because they will improve the community and better communities attract
more development. They are not critical site selection factors, however.
Given a development program's limited resources, it must focus on those
critical factors. Certainly a new jail should be built if it is needed, but the
leadership for bringing about such improvements should come from
somewhere other than the local economic development agency.

Developing Goals, Objectives, and Strategies

A goalis a statement of what the community would like to become, the
definition of a desired future statc of events. An objectiveis a quantifiable
measure of how well the goal is being achicved, and generally it puts a
time frame on the achievements. Strategies are the means by which an
objective will be reached. They generally indicate who will be respon-
sible for doing what. Within general strategies are the particular action
steps that will need o be taken during the course of implementing a
strategy. In addition to assigning responsibility and a time frame, action
steps also allow the assigning of a cost in terms of time and money.
This terminology becomes much clearer when it is focused on a
specific example. One problem area for many smaller communities is
availability of suitable industrial sites—that is, sites under community
control, having good access, and having full services (electric, water,
sewer). The goal in this case might be stated simply. “Our community
will have suitable sites for expanding local industries and for outside
companies considering locating in the area.” Such a goal can achieve
wide consensus within the community because it is something that
should happen and should be agreed to by major local decision makers.
But the statement of a goalleaves many questions. How large should
the industrial site or sites be? Should the community develop an industrial
park or free-standing sites? When should these sites be available? The
statement of objectives clarifies and defines the goal. Thus an objec. ve
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for site development might be: “To develop a 40-acre community
industrial park having full access and utility service within three years.”
This statement clarifies several issues. It says how much land will be
needed (40 acres), in what form (community industrial park), and when
(in three years). The more defined your objectives become, the more
difficult it will be to achieve conscnsus. Some individuals in the
community might think that an industrial park will require too much
investment. Others will prefer a private park rather than a community-
sponsored, not-for-profit venture.

Strategies 1o achieve this goal become more detailed. They might
include the following actions:

e Do a survey to find what properties arc currently being marketed as
industrial sites.

¢ Evaluate the suitability of these sites for an industrial park (topography,
access, draining, cost of extending utilities).

e Select a preferred site for the industrial park.

e Create a not-for-profit development corporation to acquire and scll
the site.

e Raise funds to purchase the sitc and develop needed infrastructure
facilities.

e Acquire land for an industrial park and then design and develop it
e Develop marketing brochures for the community industrial park.

Each of these steps should have a timetable for completion and an
assignment of responsibility if the goal aud the objectives are to be
reached. For example, the survey of existing sites being marketed for
industrial development might be done by 2 committee of local realtors
with a2 two-month deadlinc to complete the study. Organizing the
devclopment corporation might be assigned to a local lawyer, and so
forth.

Each of the action steps that is part of the strategy also has a cost in
time and money, and it is imperative that you know the magnitude of
these costs before you begin. Some costs will be relatively minor or will
be primarily volunteer time, for example, the surveying of existing sites.
In other cascs, scrvices may be donated, for example, legal services in
setting up a not-for-profit develupment corperation. Other actions carry
big and unavoidable price tags. If undevcloped land in your arca is
selling for $2,000 per acre, purchasing a 40-acre site for an industnal park
will cost at least 380,000. Extending roads and utilities to the site will add
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to the cost of site development. Even a modest industrial park will
require an up-front cost of several hundred thousand dollars.

The cost of various economic development strategics emphasizes the
need for selecting and priori* -ing, a few goals to pursuc and others that
must, at least for the time being, be dropped. You will certainly find far
more attractive and beneficial strategics than your community's resources
can support, but ail worthy strategies cannot be pursued. Be warned that
prioritization is not popular. “Product champions” will push for goals that
they believe important, but that cannot be pursued as part of your core
cconomic development program. The librarian will not be happy if (as
is likely) a new library building is not sclected as a goal.

Several considerations iypically enter into selecting which goals to
pursue:

* Cost

¢ Pcrsonnel requirements

e Agencies that must be involved

e Time required

e Impact

e Legal and legislative requircments

In sclecting goals you would do well to adopt the “portfolio theory”
in terms of time frames and difficulty of implementing your goals. If all
your goals arc long term and difficult (“Get state route 23 widened and
improved to the interstate™), you will have little payoff to show. even after
several years, and development volunteers will become disheartened.
Community citizens will be skeptical that development cfforts will ever
lead to any tangible results. Thus you should include some relatively
short-term, casily achicvable goals, for example, “Put up a welcome sign
at the cntrances to town on route 23.”

Goals may be scquential and mutually dependent. For example, the
development of quality industrial sites discussed above is a prerequisite
for major promotional cfforts to attract outside industry. Or as onc
economic developer I worked with always said, “You can't sell goods off
an empty wagon." If your community does not meet some of the basic
preconditions for attracting a particular industry, there is no point in
marketing to it—doing so will only lcad to disappointment. Even if
prospects come 1o the community, they are unlikely to stay. In
nonindustrial development, providing adequate parking is important to
downtown retail rejuvenation, and without quality motel or guest house
accommodations, a tourism promotion campaign wiil reap few benefits.
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Some goals will be designed to correct development weaknesses
determined during the SWOT analysis, while others will be designed to
build on sirengths indicated in this analysis. This relationship between
strengths and weaknesses and development goals is the connection
between these two major phases of the strategic planning process.
Morcover, the findings of the SWOT analysis also provide a rational
means of sclecting among the many good and worthwhile projects that
might be undertaken on the basis of their 1elationship to the core missiun
of economic development.

Implementing, Monitoring, and Revising the
Program

‘Felling the community about the results of the strategic planning process
is important. You want cumimunity involvement and consensus behind
the strategic plan. Economic development should be something that
“we” do, not sumething that “they” do. Thus the findings of the SWOT
analysis and the development goals, objectives, and strategies should be
published for public distribution, at least in summary form. This publ
cation nced not be claborate. Today with desktop publishing and quick
printing, a professional looking brochure can be published at a modest
price. Distributed to civic organizations and the interested public, ths
brochure can then become a primer for volunteers o see where therr
cfforts fit into the large. ~'an for development. Another means of
rcaching the largest possiv « audience is to have the local newspaper
publish the strategy.

A strategic plan for economic development requires the cooperation
of many individuals and groups who must carry out the particular
strategics and aclion steps. In my experience, achieving cooperation and
coordination can be the most difficult aspect of development. You are
likely to recogri.ze some of the fullowing common problems at work in
your community:

e Naysayers: These people or groups don't like anything.
e Worst-case spccialists: These are the people who always try to find
what could go wrong. Rather than rationally weighing costs and

bencfits, they take the attitude that if anything can go wi ig, forget
it.

e Rememberers. They will always tcll you that whatever is proposed
has been tried before and didn't work.

e Spccial interests. Some people will oppose development beczuse
they feel it threatens their swn well-being. For example, some local
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employers uppose creating more jobs because they believe this will
increase competition for labor and will raise wages.

e Turf prot. .tors: Some groups will insist that they should be respon-
sible for some aspect of the program because it is “their job.”
Unfortunately, these groups often take an interest in this aspect of
developm=at only when they are trying to make sure that no one else
does it. When it comes to implementation, they lose interest. -

Many communities have produced economic development plans,
strategic and otherwise, only to have them gather dust on the shelf after
they are completed. Or as one wag put it “Planning is fun, implementing
is hell.” Failure to implement can occur for several reasons:

= Exhaustion: You spent so much time and effort developing the
“perfect plan” that everyone has reached a point of bumout on
economic development.

» Lack of consensus: The plan was developed by a small in-group or
ignored ihe interests of many local groups and the lar- er community.

* Unrealistic goals: The plan is unimplementable ur.der evea the best
of conditions.

* Lack of communication. No one informed the participant organiza-
tions and the general public of the plan and their role in it.

» Lack of delegation: No responsibility is assigned to carry out the
individual strategies.

Being aware of these potential pitfalls and following the steps
outlined 1n this chapter for preparing a strategic plan should help you to
avoid having a plan that is simply a dust-catcher on someone’s shelf.

Monitoring the community’s progress in impiementation is an often
overlooked stage in the strategic planning process. Are the timetables
established in the plan being met? Only monitoring will tell you this.
Recognize also that conditions will change during implementation and
that the plan must change accordingly. The need for monitoring is a good
argument for a single development age..cy that can serve as a quarter-
back for development efforts. A once-a-year formal review of the
progress of the strategic plan is also advisable.

Either process or product measurcs can be used to monitor the
progress and effectiveness of your ecoromic development plan. The
“product” measure that 2imost every development agency secks in the
end is new facilities and new jobs. Thus there is a temptation to set a goal
such as “The Blankville Economic Development Corporation wi.l create
200 jobs per year for he next five years.” But, as suggested earlier, you
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are unlikely to meet this target because you do not control the outcome.
Other more reasonable product goals might be that a2 new industrial site
has been created or a new highway constructed.

Process measures indicate how much work has gone into implemen-
tation and quantify the efforts that you can control. For example, in
marketing a community, a process measure might indicate how many
community information brochures have been mailed out.

It is impossible and inadvisable to have only process goals. But you
should have enough faith in your development strategies to be confident
that, if you are working toward them, yvou are doing the right thing. If,
over five years, your best efforts are not producing results, it is time to
consider a major reevaluation and revision of your strategic plan, as well
as the continuous “mid-course corrections” that will refine it as you go
along. Recognize, however, that the goal of revising your plan is .ot to
lay blame for past “failures,” but to try to develop better, more productive
strategies based on experience.

With hard work, perseverance and that little bit of luck, a strategic
plan for economic developmentcand many things for your community’s
development efforts. A strategic approach will make the development
program more informed. Preparing a strategic plan will also encourage
many members and segments of the community to participate in
eccnomic development. Most importantly, strategic planning injects a
note of realism into what you can accomplish by defining and prionizing
the unlimited range of your desires for a better community. You can then
tackle those areas that are most important and promise the best potential
for success.

Sources of Information

Additivnal sources of inforrsation on strategic planning for economic
development include “New Directions for Economic Development n an
Information-Based Economy” by Ross Boyle and “The Consultant’s Role
in Strategic Planning for Economic Development” by Darragh and
Kolzow in the American Economic Development Council's Readings in
Economic Development, Vol. II, Deveioping Strategies for Economic Sta-
bility and Growth by the Council for Urban Economic Development,
Strategic Planning for Economic Development by David Kolzow, Strat-
egies for Cities and Counties. A Strategic Planning Guide by Public
Technology, Inc., Community Economic Development Strategiesby Glen
Pulver, Using Strategic Planning in Economic Development by Barbara 3.
Keller, and Profiles in Rural Economic Development A Guidebook of
Selected Successful Rural Area Initiatives by Margaret Thomas.
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Chapter 7
Targeting Development
Efforts

Targeting, one of the most important aspects of a successful economic
development program, has beer a buzzword for several years. This
chapter will focus on the rationale behind selection of target industries
and on data sources and techniques that may be used to select target
industries. This chapter will also discuss the inclusion of service, retail,
and warehousing businesses, as well as more traditional industrial
sectors when targeting.

Why Target?

If your community were perfect for all types of businesses, and if you had
unlimited resources for promoting econom.c development, targeting
would be unnecessary. Unfortunately, every community has its bad a»
well as its good points, and even the largest community has limited
resources. Different businesses have different operating requirements,
making your community a better location for some types of businesses
than for others. Smaller communities are usually not the best location for
manufacturing facilitics that require a very large, highly specialized labor
force, for distribution facilities that must be near a major airport, or for
retail stores that require a iarge customei basc to be pr fitable. But small
communities and rural arcas are oiten excellent locations for firms
secking moderate numbers of semiskilled workers and good labor-
management relationships.

The goals of a targeted development program are to focus develop-
ment resources in attracting types of businesses:

* For which your area’s asscts are major locational factors

* For which your area’s liabilities are not important operating factors

* In economic sectors that are likely to experience growth in the near-
term and mid-term future

* That will maximize the payoff for time and money invested
» ‘That will diversify the local economy

* That will build on local and regional raw materials producing
industries (agricultural, forestry, lumber) by providing further pro-
cessing and creating greater value added
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* That will usc "backward linkages” in the economy to bring in
suppliers to existing busiresses

*  Which will fill gaps in the existing local economic base by supplying
goods and services currently purchased from outside of the area

Atargeting program must balance these goals, which are all laudable
but are sometimes mutually exclusive. Not all target industries can meet
all of the goals. For example, further processing of locally produced raw
material will actually increase dependence on these basic industries,
rather than diversify the overall economy. The objective is to find as
many avenues of opportunity as possible recognizing that no single
target industry can meet all of you: community’s development objectives.

Targeting should also apply to business retention and creation
programs, as these efforts should focus only on businesses that have a
good likelihood for success in the area. If a local firm is failing because
its operating needs are not met in your community, there is no puint to
trying to save it. On the other hand, a firm that has many operating
advantages in the communily may have a brighter future and should be
supported if it is facing temporary financial, marketing, or other difficulties.

Potential Target Sectors

Traditionally, targeting programs have focused exclusively on the manu-
facturing sector. This is no longer an acceptable approach. manufactuz-
ing accounts for only a limited proportion of new jobs created in the
United States today, and many nonmanufacturing sectors have become
important parts of the basic economy. Also, some services, such as health
care, must be considered for targeting because they are so important to
maintaining a viable community.

Potential areas to consider for targeting include manufacturing, retail
trade, services, distribution, and tourism. Each area is discussed below.

Manufacturing

This sector should not be ignored, even though it is not the only area to
target. Manufacturing continues to create sc.ne of the highest paying jobs
in a community and is also an important basic sector to bring money into
the local economy. Even though the net change in manufacturing
employment in recent years has been small on a nationwide basis, some
regions of the country and categories of manu facturing are experiencing
growth. Moreover, studies have shown that about one in five individual
manufacturing jobs disappears every year. It is important for a commu-
nily to create new manufacturing jobs to make up for these losses and
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thus retain its economic base. Indeed, it might be said that a community
needs 10 recreate its manufacturing sector—through establishment of
new companies, growth of existing companies, and attraction of outside
investment—every five years.

Retail Trade

Leakage of retail trade dollars to larger cities, especially to regional
shopping malls, is one of the most pervasive problems that smaller
communities face. The loss of local trade dollars and the consequent
decline or disappearance of retail businesses have many negative effects.
Local employment is reduced, as are local sales tax receipts. Even more
importantly, the loss of businesses reduces the general sense of commu-
nity among residents, and local civic clubs and chambers of commerce
tend to disappear. Small communities that have lost their retail base have
become, in effect, simply remote suburbs of larger, nearby cities where
most residents work and shop.

A healthy retail trade base makes a small community a more
complete, convenient, and desirable place in which to live. I have found,
however, that keeping and attracting retail business is one of the most
problematic aspects of economic development in small communities.
Smalltown merchants often are unwilling to accept change and generally
refuse to cooperate on such basic policies as coordinating hours that they
will be open or providing parking. This makes then sitting ducks for the
malls, which provide both convenient hours and ample parking, as well
as for outside chain retailers and restaurants, which are open much
longer nours.

The lack of unity among small town merchants was typified by one
community where 1 was asked to conduct a town meeting to discuss
economic development problems. Speaking first, the local merchants
bemoaned the lack of citizen “community spirit” because, as they saw it,
more and more residents were shopping at regional malls in nearby
cities. Several citizens responded withunexpected hostility. They pointed
out that in most familics both the wife and the husbaad work, but that
local stores were gencrally open only from 9:00 a.m. to 5:00 p.m. Monday
through Friday. They asked “How can we possibly shop in your stores?
You are never open when we are here to shop.” For local residents,
limited hours of operation was a more serious problem than the fact that
prices are lower and selections of merchandise better in the regional
malls 20 or 25 miles away.

Another major problem in attracting and retaining retail businesses
and functions is the question of locally-owned versus chain retailing.
Most communities of more than 3,000 to 4,000 have faced the dilemma
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of what to do when major chains—such as Wal-Mart or McDonald's—
want to enter the community. A chain facility will inevitably increase
sales tax receipts greatlly and create many new jobs. However, an
efficient, well-financed chain merchant also sounds the death knell for
competing, locally owned, small “mom an pop” retailers and restaurants.
Should your community welcome—and perhaps offer incentives—to
outside chains in this situation? This is a difficult decision that each
community must make for itself.

Services

Local service businesses make a community a more convenient place in
which to live. Health care is especially important, and many smaller
communities have gone to great lengths to retain and attract physicians.
Many communities of fewer than 20,000 are also struggling to retain local
hospitals in the face of changing technology, rising costs, shorter hospital
stays, and more restrictive government and insurance policics on
payment for health care services. Even a small community hospital can
be a major local employer, providing fifty or more jobs and helping
retain doctors in the area.

A Wisconsir. community of about 4,500 that I worked with devised
an ingerious scheme to keep their 1ocal hospital open. They converted
one wing (about 20 of 60 total beds) into a skilled, long-term care facility,
vhich allowed them to keep the “bed count” up and remain fiscally
solvent. Many other communities have recognized that nursing home
facilities can be very valvable to 2 community, both as a social service
and as economic entities. Establishing of a nursing home allows older
residents (and the population distribution of most smaller communities
is heavily skewed to older residents) to remain in the area near their
families and can generate many full-time and part-time jobs.

Schools are another important but problematic local service. Local
schools without doubt contribute to .he sense of community spizit. But
dedining enrollments and cscalating technology and costs present hard
choices. Very small local schools are expensive to operate and often
small community tax bases are squeez.d by low farmland values and
commercial decline. Moreover, it is difficult for small schools to provide
a full range of modern courses at the high school level. Again, the conflict
between the desire for local rather than consolidated schools and the
necd for efficient and modem education is an issue that cach rural
community must resolve individually.

More prosaic local service businesses such as real estate sales, auto
repair, barbers and beauticians, and insurance agents can also be
important in making a community more livable and in creating jobs.
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Larger service sector bus:nesses such as insurance claims-processing
and credit card-processing centers, which provide basic employment,
have recently begun to move into small communities. Typically, these
businesses have predominantly female labor forces and need reliable,
well-educated workers. Thus they fit well in many smaller communities,
where job alternatives for women are limited. Limiting factors are often
the quality of local telephone and mail delivery services, both of which
are vitally important to these information intensive businesses, which
depend on both paper and computer transfer of information and

payments.

Distribution (Wholesaling and Warehousing)

Traditionally, wholesaling and warehousing have been thought of as big
city functions, but this is no longer necessarily the case. Several features
of these types of businesses make small town locations attractive to them
if the area has reasonable access to transportation and communications
services. Most wholesale and warehouse activities have small numbers of
employees (median employment per establishment is 10 to 20 for most
types of wholesaling), they require inexpensive space, and they make
very limited utility demands.

Modem trucking—and modern big city traffic jams—often makes it
more reasonable to serve several states from a single location, and being
outside a metropolitan area can reduce congestion-based delays found
in big cities. All of these needs fit well with rural communities. Indeed,
several very large mail order houses, such as Lands End in Dodgeville,
Wisconsin and L. L. Bean in Maine, have been established in small
communities.

Tourism

Many smaller communitics are now seeking tourist dollars. Attracting
travel dollars need not be based on having a major “destination”
attraction such as Disney World. Communities near interstate highways
can attract tourists passing through by providing lodgings and cating
facilities. Other communities cater more to local weekend travelers by
providing unique lodging opportunities such as bed and breakfast
hotels. In addition, smaller communitics can promote local festivals and
attractions ranging from covered bridges to pancake-cating contests.

Tourism provides some very visible benefits in terms of jobs and
saies tax, as well as less tangible benefits such as a greater sense of
community pride in local events. Tourism-based development has its
drawbacks, however. Most jobs in tourist-related business (that is, hotels,
resorts, restaurants, and souvenir shops) are low paying, low skill, and
seasonal.
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When I hear economic developers describe tourism as the basis for
their community’s future economic well-being, I cannot help but think of
a couple whom I'met while working on a development project in a small
town in Wyoming. They told .ne that, sadly, they were leaving town.
They had grown up in the area and loved it, but between the two of them
they had seven full- and part-time jobs in local resorts and restaurants, yet
still could not make ends meet! I always advise a community to view
tourism as part of an overall developmer:! stratcgy, not the main thrust.
Tourism may be helpful in providing summer jchs for teenagers and
permanent jobs for low-skill workers, but it does not provide skilled jobs,
high incomes, or opportunities for career advancement.

Manufacturing Targeting

A wide variety of information is readily available for hundreds of specific
Standard Industrial Classification (SIC) codes developed by the U.S.
Office of Management and Budget. This information is widely used by
the federal government, state goernments, and private organizations
(including marketing and mailing-list firms) to classify data on business
establishments. Exhibit 15 provides an example of how the SIC code
system is structured. Essentially, the codes are based on finer 2ad finer
subdivision of economic activity. Thus a major category, such as
manufacturing, is subdivided into subcategories, such as Primary Metal
Industries, which are given a two-digit numerical SIC code number (33
in this case). The two-digit SIC category is then divided into three-digit
subcategories, for example, SIC 331, Blast Furnaces, Steel Works, and
Relling and Finishing Mills. These are further divided into still smaller,
four-digit categories, for example, SIC 3315, Stexl Wire Drawing and
Steel Nails and Spikes (see Exhibit 15). There arc even more detailed
levels of the SIC code, up to the seven-digit level, but data are generally
not available beyond the four-digit level.

Two standard screening criteria used to select target industries are
industry size and expected industry growth. The rationale for these
criteria is that larger industries and more rapidly growing industries offer
greater opportunities for growth and thus, all other things being equal,
are better targets for development efforts.

Industry size and growth can be measured in a variely of ways,
including:

¢ Employment

Number of establishments

Value of shipments (for manufacturing industries)
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Exhibit 15
Standard Industrial Classification Manual Entry for
Primary Metal Industries and Steel Wire Drawing

Major Group 33.—PRIMARY LIETAL INDUSTRIES
The Major Group as a Whole

This major gruup includes establishments engaged in the smelting and refining of ferrous
and nonferrous metals from ore, pig. or scrap, in the rolling, draning. and allosing of ferrous and
nonferrous metals. in the manufacture of castings and other bamc products »f ferrous and non-
ferrous metals, and in the manufacture of nails, spikes, and insulated wire and cable. This major
group also inciudes the preduction of coke. Establishments primarily engaged in manufacturing
metal forgings or stampings are classified in Group 346.

Group Ipdustry
No. No.

33 BLAST FURNACES, STEEL WORKS, AND ROLLING AND FINISHING MILLS
3312 Blast Furnaces (Including Coke Ovens), Steel Works, and Rolling Mills

Establishments primarily engaged in manufacturing hot metal, pig iron, silvery pig

fron. and ferroalloys from 1ron ore and iron and steel scrap. converting pIg fron. scrap

iron and scrap steel into steel, and in Lot rolling iron and steel into basic shapes such

as plates. sheets, strps. rods, bars. and tubing. Merchant blast furnaces and byproduct

or beehive cole ovens are also included in this industry. Establishments primanly

engaged in manuficturing ferro and nonferrous additive alloss by electrometaliurgical
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processes are classified in Industry 3313.

Armor plate. made 10 steel works or
rolliog mills

Axles, rolled or (orged made 10 steel
works or rolllnf milla

Ban. iron . made {D steel works or roli~
{og oills

Bars <teel: x?lde 1n steel works or bot

romn: ml
\ ¥a nven products

Plaleu. made 10 steel works or rolliog

Rlll Jolnu apd fastepiogs. made {0
steel works or rolling mills

Rallroad crossings, 1ron and steel:
made i0 steel works or rofliog mills

Ralls, irop and steel

Rauls, rerolled or renewed

Rods. iron and steel: made in ateel
works or rolling mills

e, Rounds. tube
| TR e == "x¢ nilings, ymn fron apd steel—
+luminum, MAgDe U t——. Trm— L ~avva or romng mills
Ferroalloys. not made 1o blast furnaces M . = ateel
Ferrochromium M n..... A

Ferromadganese. not produced in blast
Ferremolybdenoum

L
furn = e

ces
\lolr‘ulmum sillcon, pot produced 1o
blast furasces

Ferropbospborus Nopferrous additive alloys. bigh per.
Ferrosilicon. pot produced In blast ceptage . vxcent copper
furnaces Steel, electrometatiurgical
3315 Steel Wire Drawing and Steel Nails and Spikes
Establishments primarily engaged in drawing wire from purchased iron or steel
rods. bars. or wire and which may be engaged in the further manufacture of products
made from wire; establishments primarily engaged in manufactunug steel nails and
spikes from purchased materials are alvo included in this industry. Rolliog mflls en-
gaged io the production of ferrous wire from wire rods or hot rolled bars produced i1n
the sawme establishment are classified in Industry 3312, Establishments primarily er-
gaged In drawing nonferrous wire are classified in Group 335.
Brads, steel : nire or cut Tacks. steel wwire or cut
Cable, steel insulated or armored Wire. ferrous
Herseshoe nalls Wire broducts. ferrous mude i0 wire
Nalls, stesl : wire or cut drawiok plants
Splles, steel © wire or cut \Fire. steel: insulated or armored
Staples. steel : wire or cut
3316 Cold Rolled Steel Sheet, Strip, and Bars

Establishments primarifls engaged in (1) cold rolling steel sheets and strip from
purchased hot rolled shieets, (2) cold drawing steel bars and steel shapes from purs
chased hot rolled steel bars, nnd (3) producing other cold finished steel. Establi<h-
ments primanly engaged in the production of steel, including hot rolled steel sheets.
and further cold rolling such sheets are classified in lndu<try 3312

Cold finlched steel bars: pot made iD Razor blade strip steel, vold rolled * pot
hot rolliog mills made 1o hot rolling 'mills

Cold rotted sleel strip, sheet, “nd barx: sbm steel, cold rolled nol wade in
not made in hot rollinsg mille bot relMog mills

Corrugatiog {ron and steel, ¢old rolled : Wire. A3t cold roned strip Dot made
not made in hot rolling miils 1o bot roliog mitls

Plnx brigbt steel strip. cold rolled: oot
made 10 bot rotifog mills
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Historical data on industry growth are available from U. S. Industrial
Outlookand County Business Patterns, while projections of futurc growth
arc provided by the U.S. Bureau of Labur Statistics and Predicasts (see the
“Annvlated Bibliography”).

Merely knowing which industries are large and growing is only the
beginning and not the end goal of targeling, however. Because many
communities stop at this point they are all pursuirg the same few
industries, such as miscellaneous plastic products or transistors, even if
they are inappropriate t¢ the community's assets and liabilities. Size and
growth must be only two of many criteria used to select industrics that
not only have good general prospects, but als. are a good fit for your
community on the basis of its assets and liabilities.

The results of the assets and liabilities analysis provide the basis for
customized industry screening to find your community’s target indus-
trics. Some factors and sources of data that you can readily use in
screening include:

Wages: If your community has higher than average wages, you will
want Lo screen out low-wage industries that would not be conipetitive
in recruiling labor in your area. Source of wage data by SIC
classification: U.S. Burcau of Labor Statistics.

» Energy usage (electric and naturai gas). If your community has
higher than average clectric costs, you will want to screen out
inuustries that use a great deal of electricity. (T'he classic example of
an industry that uses enormous amounts of electricity is aluminum
smelting.) Likewise, if you do not have readily available natural gas
supplies, you will want to screen out industrics that usc a great deal
of natural gas, usually for process related heating. Source of clectric
and natural gas usage by SIC classification. Census of Manufacturers.

»  Water consumption. Some industries, such as brewing, paper pro-
duction and pouitry processing, use tremendous amounts of water.
If your community’s water supply is limited, you will want to remove
these from consideration as target industries, even if they fit well with
the local economy othernwisc. Source of water usage by SIC classi-
fication: Census of Manufacturess.

e Proximity to markels. Many rural arcas and sm Il communities are
rclatively distant from major market centers, Thus you will want to
screen - utthose SIC categories that depend on purely local markets.
The classic cases here are manufactured ice and soft drink bottling,
because of perishability and bulk, these products are generally not
shipped long distances Source of data on percentages f shipments
by distance from the point of production provided for ,1C classifica-
tions: Census of Tra*:sportation.
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» Sensilivity to property taxes. The best measure of how sensitive a
business is to local property tax rates i; its investment in real property
and, if taxable in your state, investment in machinery and cquipment.
If your community has high property tax rates, you will want to
screen out very high investment SIC categories. Data on investment
in plant and equipment by SIC category are available in the Annual
Survey of Manufacturers.

¢ Gaps in the local economy. Absence of an important type of local
retail or service business in your area may indicate a good opportunity
to attract such a business. Data on number of businesses by general
type arc available in County Business Patterns, but you will also want
to discuss gaps in supplicrs with local businesses and gaps in the
retail sector with the general local population (almost everyone car.
think of a type of business the community needs). A word of caution,
however: a gap in the local economy does not necessarily indicate
cnough local demand to support a profitable business.

* Raw material sources and special production requirements. Indi-
vidual SIC catcgorics can be evaluated on a case-by-case basis o
determine how well their raw material needs and production
requircments mect your local conditions. U.S. Industrial Outlookis a
good beginning point for cevaluating SIC categories. This can be
supplemented by the Census of Manufactures, which has very good
information on raw materials consumed. Examples of data on
materials consumed for SIC 3315 (Steel Wire and Related I, oducts)
are provided in Exhibit 16. Industry and trade association newslet-
ters, which may be pirpointed through the Gale Encyclopedia of
Assoctations, can also provide a wealth of information on trends and
opcrating factors in various industrics.

Office Targeting

Office locations represent a very different type of targeting from
traditional manufacturing industrics. Many types of office locations, such
as national headquarters and regional or divisional headquarters, are not
approprialc locational targets for smaller communitics. Rather, the
opportunity lics in routine data-processing officzs, which are character-
ized by

¢ Astrong need to keep operating costs low

* A high proportion of clerical workers
Q * A need for workers with good basic educatior skills, work habits,

B ‘ and trairabili
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Exhibit 16

Materials Consumed by Kind, Data for SIC 3315 (Steel Wire and Related Products) from the

Census of Manufactures

Table 3. Materials Consumed by Kind: 1987 and 1982
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e Short travel distances to other company offices

* Eleduronic transmissions of quantitative data to other corporate
offices

¢ Technical rather than marketing functions

These operating needs all fit well with location in a smaller community
that can meet neecs for low operating costs but that is not unduly
hampered by being cuts. e a major metropolitan center, as long as
telephone communications and. mail and express package delivery
service are adequate. Your community may be a good location for “back
office” facilities for insurance companies, financial service companics,
credit card account processing centers, reservation centers (hotel, airline),
and mail order houses (including mailing, solicitation, order processing,
and customer services).

Retail and Tourism Targeting

Targeting of retail trade opportunities requires careful research into both
the retail potential and the shopping patterns in your local area and the
site selection characteristics and operating needs of various types of
businesses.

A good starting point is to determine the level of leakage of retail
trade out of your area. A good ballpark estimate of this leakage can be
obtained by comparing sales per capita in your area for a particular type
of businesc (for example, drug stores or hardware and home improve-
ment stores) te state or national averages. If theaverage . capita annual
sales are $200 per year and yours are only $100, it is a good bet that the
leakage is about 50 percent. If the populatien in your area 1s 5,000, this
is a loss of $100 x 5,000, or $500,000 per year.

The question then becomes. Can a local store retain enough of these
dollars to be viable? Before making any decisions, you will want to
survey local people to determine if they are actually buying a high
proportion of their goods elsewhere, why they are buying elsewhere,
and whether they are likely to patronize a local merchant. Finding such
gaps can be helpful in attracting either local or franchise retailers to set
up operations, although it is a long, long way from a study of retail trade
leakage to getting an individual or businesses to make an investment.

In targeting recreational businesses, you must determine the size and
nature of the local market. Do you have existing recreational attrac-
tions—lakes, national forests, or the like? How far are you from major
metropolitan centers, which are the likely sources of tourists? What other
attractions compcte with yours? How good is local transportation?
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(Amuic‘;ns are notorious for not wanting to go more than a few miles
from an interstate highway.)

Once you have determined some of the basic potential for locai
recreational demand, you can move on to attempting to increase tourism.
Here are some leading tourist generating strategies:

* Good signs identifying local attractions

¢ Better local accommodations and other tourist facilities (these are
how you get money out of the tourists)

e Local festivals, fairs, craft shows, and the like

e Promotion of local recreational opportunities and tourist facilities,
which can be done in conjunction with attraction and facility
operators, with a regional group, or in cooperation with state tourism
development efforts

* Improved quality of local attractions and accommodations, which
can be done in conjunction with attraction and accommodation
operators, with state agencies, such as the Department of Conservation,
or with federal agencies such as the Forest Service or National Park
Service

» Improved local highway access (ur-doubtedly the most expensive
and long-range plan)

The overall message on promotion of tourism is to recognize that this
is a highly organized, multibillion dollar industry with many market
segments ranging from tent campers to tour groups. A smaller commu-
nity must work with its allics to attract the type of tourist for which it is
suited.

Geographic Targeting

Geographic targeting lets you focus your marketing efforts on areas that
generate the greatest number of prospects, making media advertising
and personal prospecting trips easier. Most of your prospects are likely
to come from just a few geographic areas. Small communities in
southeast Wisconsin, for example, know that most of their light industry
prospects (not to mention tourists) will come from Chicago and Mil-
waukee. Thus they may do mailings to target industries like small
precision machine shops in these metropolitan areas, may send repre-
scntatives there to call on prospects, or advertise in regional business
publications such as Crain’s Chicago Business (sce chapter 9, “Marketing
Your Community™).
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Any targeting program should consider the desirability of an industry
and its acceptability to local residents. A tannery will not be accepted in
most areas, no matter how well suited it is to the community’s.resources.
Targeting is a resource allocation system and the overall targeting
program should reflect a complete marketing strategy in order to focus
scarce money and time on the most likely prospecis.

Sources of Information

For further information, see “Refining the Target Industry Study for
Today's and Tomorrow’s Economy” by M. Ross Boyle, “The Targeting
Study in Economic Development Practice” by Ronald Swager, “Changing
Site Selection Requirements” by John Gage, and “Branch Plants. How to
Pursue and Keep Them” by Stephen Chait in Readings in Economic
Development, Vol. II{American Economic Development Council); “Bull’s-
Eye! How to Target the Right Industry for Your Community” by Ford
Harding and Phillip Phillips, and Growing Our Own Jobs, published by
the National Association of Towns and Townships. These sources
provide examples and more detailed nuts-and-bolts information on the
techniques of targeting.
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Chapter 8
Business Retention,

Expansion, and Creation
Programs

Retaining and expanding existing businesses and creating new ones are
vital to every local economy. Failure to attract new jobs is a misfortune.
Losing existing jobs—and the hardships this creates for community
residents—is a tragedy. Economic development agencies must do
everything they can to prevent existing local businesses trom failing or
lraving the community. Many studies, notably those by David Birch of
the Massachusetts Institute of Technology, indicate that the majority of
new iobs created in any area come from the expansion of existing
busincsses and the creation of new, small businesses. Business retention
and expansion programs are clearly vital to a healthy rate of new job
creation.

The Role of Retention and New Business Creation

Economic development agencies around the country have placed
increasing emphasis on retention and expansion programs during the
1980s. Indeed, many agencies have defined this as their primary task. But
don't fall into the trap of viewing retention and expansion programs and
attraction of new businesses as mutually exclusive, this is, that you must
do either one or the other, but not both. The factors that make a
community attractive to outside prospects—reasonable operating costs,
available infrastructure and sites, a cooperative local government, ar.
attractive physical environment, and good living conditions—are the
same factors that will help ensure the continued operauon and growth of
an existing business.

Determining where to concentrate community development resources
shoulu resemble the process of triage, used to allocate scarce medical
resources on World War 1 battlefields. Under triage, the incoming
wounded were divided into three groups. Group 1 were those with only
superficial wounds and could wait for treatment. Group 2 were those so
seriously wounded that death was certain. They were given pain relief
but no heroic efforts were made to prolong their lives for a short while.
Group 3 was the focus of attention, those who were wounded seriously
cnough to require immediate treatment, but who had a chance to survive
and recover if they received treatment.
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I business retention, group 1 businesses are doing reasonably well
and have only minor problems. You will wantto keep in touch with them
to make sure that no major problems develop, but they need litile
commitment of your resources. Nor will gromp 2 businesses need your
resources because they are beyond help. Several types of businesses fall
into group 2:

e Manufacturing firms facing rapid technological changes that make
their product obsolete

e Firms facing foreign competition that is decimating their entire
industry

e Small retailers facing larger, well-financed national chiaia competitors

Writing off a business is difficult—and certainly it is unwise to tell a
business that you have written them off. Your efforts should focus on
group 3 businesses, those facing problems that can be addressed through
community-based assistance, which will allow them to survive and
prosper in ihe long run,

Business retention and expansion and business attraction programs
are two sides of the same coin and will reinforce each other. Prosperous,
satisfied local businesses are important indicators to an outside business
that a community would be a good location, while continued outside
investment and job creation can benefit many existing businesses,
especially in the retail and service sectors.

The business retention and expansion programs described below are
often peopie-intensive rather than money-intensive. That is, implemer.ting
them requires far more time than money. As a result, retention often
appears to be only a very small part of a development program's
budget—a few dollars to print questionnaires, some postage, perhaps a
plaque or two—but consumes the majority of volunteertime in conducting
and analyzing surveys and arranging meetings. A strategic economic
development plan should distinguish between the balance of time
commitment and the balance of expenditures apparent, which will make
life much easier for your development corporation. Not only will a plan
reduce the clamor for instant results, but it will help to defuse charges
that the economic development program is merely “smokestack chasing.”

Retention and Expansion:
Business Surveys and Call Programs
The heart of successful business retenticn and expansion is a regular

program to survey and call on businesses in your area. Through these
efforts you will get to know local business owners and operators, learn
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their problems, and have the opportunity to provide assistance. A call
program requires commitment, discipline, and organization. you should
allocate at least an hour for each call and an hour for follow-up to each
call. Calls should be made on a regular basis, perhaps once every six
months or once each year. A one-shot call to a local business is not a
meaningful retention program.

A call program for existing businesses is also an excellent way to
understand community assets and liabilities and to deal with developing
problems. For example, an uxisting business survey is the most likely
way to discover shortages of certain labor skills. These shortages can
then be dealt with by secondary school, community college, and other
training programs. An existing business survey signals your concern to
the business_community, provides an early waming of problems, and is
a sign of future expansion.

The large amount of time required for existing business calls, as well
as call-bzcks and follow-ups, makes it important for your organization 1o
consider very early on who it will call on. Even a community of 5,000
people will probably have over 100 individual businesses. Assuming that
the calls are made by two people and that each call and follow up require
four person-hours (a conservative estimate), calling on 100 businesses
will require 400 person hours or 10 full weeks!

Here are some factors to consider in deciding whether to include a
business in your call program:

* How large isthe business? Ciearly, your efforts should focus on larger
employers.

* Isita basic or a service business? Basic businesses are generally the
focus of retention programs because of their role in supporting the
local economy and because they tend to leave for reasons that are
not dependent on local market conditions.

* How great is the risk that the business will fail, cut back, or leave the
community? If you have any indications that a business is facing
particular problem< such as cutting back on overlime, cutting back
on the number »f part-time employees, or letting full-time workers
80, that business should be a primary target for your retention efforts.

Another crucial step in designing a successful relention program is to
prepare a good questionnaire. Without this, your interviews will be hit or
miss in covering all of the important arcas and will often be diverted into
general discussion. An cxample of an existing business survey is
provided by Exhibit 17. This survey was designed to obtain basic factual
information needed for a retention program and to ask the interviewees
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Exhibit 17
Community Existing Business Survey

Basic Data

1. Company

2. Address

3. Telephone

4. Person within company completing survey

5. Primary service or product you provide

6. Year founded

7. Does your firm have multiple locations? O Yes OO No

8. If yes to number 7, where is your firm’s corporate headquarters?

Facility Specifications

9. What is the size of the site on which your business is located?

10. How many square feet of building space does your business occupy?

11. Are you planning any expansions of your existing facility? O Yes O No

If yes, how many additional square feet will be added?

12. Are you planning any additional locations for your bus.ness? [1 Yes _ No

If yes, where?

13. Do you have enough property to allow for expansion at your current
location? O Yes O No
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14. Do you have plans to improve or modernize your present building?
C Yes O No
15. Do you have plans (either immediate or long range) to move scme of your
operations out of this community? O Yes T Ne
Ifyes, why?
Employment
16. How many employees ..> you have (loral only if you have branches
elsewhere}?
Full-time Pazt-lime
17. How many employees did you have five years ago?
Full-time Part-time
18. How many employees do you expect to have next year?
ull-time Part-time
19. How many employees do you expect to have in five years?
Full-time Part-time
20. What do you esamate your annual employee turnoverratetobe? ___ %
21. What pe.centage of your employees lives within the community? ___ %
22. How would you rate the supply of workers in the following categories

(include only those groups in which you have employees)? Rate as excellent,
good, fair, or poor.

Skilled

Semiskilled

Unskilled

Clerical

Professional/managerial
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1rairing #nd Reciruitiment

23, What job ski*’s does your business require?

24, How do you do job training (perceet by each method)?
— Onthejob
Commnaunity college
Union program

Other (specify)

25. What sources do you use to recruit emplo: .es? (check those that apply)
__ Wordof mpu}h
Newspaper
Private cmployment service
Employee referral
State job service
Community college

Other (specify)

General Opinions

26. Looking back over the past few years, would you say that, as a place to do
business, this community has become:

0O Better O Worse [ Stayed the same [0 No opinion
Why?

exlc 118
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27. Asa place to do business in the next few years, do you expect the community
to become:

O Better O Worse [ Stay the same [0 No opinion
Why?

28. What do you believe will be the five most important issues facing our local
cconomy in the next few years?

a.

b.

C.

d.

c.

29. What do you believe are the advantages of doing business in our commu-
nity?

30. What do you believe are the disadvantages of doing business in our
community?
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31.Have you had any problems with local or state governmental services?
(please describe)

32. Please describe suggestions you have fur making this community a better
place to do business.

33. Whattypes of new businesses or services would you like to see locate in the
area?

34. Are there any ways that our organizalion can assist your business?

Thank you for taking the time to complete this survey.

O
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for their insights and attitudes through several open-ended opinion
questions. A good introductory letter is especially important to make sure
that people receiving the survey know who is conducting it, what the
purposc is, and how it will be used. A letter will also greatly increase the
number and quality of responses you rccive.

If you are conducting the survey by mail, do not expect cvery
business (or even most businesses) to respond without some prodding.
Planto send out a follow-up letter about ten days after the initial survey,
asking for a response from those you have not heard from. Also plan to
call those who have nat responded in another ten days or so. A few well-
mcaning people will promisc to return the survey (and will make this
promisc scveral times), yet never get around to it. The best strategy here
is 1o arrangc a convenient time to drop by and fill it out with them in
person. Unfortunately, there are usually a few sorcheads inany community
who refuse to respond. If you get an adamant refusal, my advice is to just
drop the business from the survey; after all, you are «alling on their
community spirit—which is absent—and wifcring help—-which ¢ ey
clearly don't want and almost certainly will not accept.

Be sureto prepare the community for the survey as well as possible.
Local businesses are far more likely to respond if they know in advance
about the campaign and its benefits. You can talk to local civic clubs such
as the Kiwanis, Rotary, and Lions, run stories in the wewspaper, and
make radio and television announcements on stations serving your
communily.

Sclecting and training vciunteers is an extremely important aspect of
an cxisting business call program. Poorly selected or poorly trained
voluntcers can do far more harm than good and can alicnate rather than
help local business. In conducting interviews, your volunteers should
keep several rules in mind:

¢ Allow a brigftime for personal introductions and get-acquainted
comments for people who do not know each other.

 Explain bricfly who is doing the survey and that the goal is to solve
problems and help local industry.

¢ Explain how the information will be used.

e Assurc respondents that all information obtained will te held in
strictest confidence.

e Don't ask unneccessary questions.

» Don't rush the interview, but don't take too long cither—the people
you are interviewing have other business to attend to.
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e Bc completely familiar with the interview questions and the type of
information you arc sceking.

e Give the respondents a chance to ask you questions.
e Don't try to solve problems on the spot.

e Do follow up quickly with the iight pcople who can get problems
resolved. For example, speak with city officials if the problem is
street access, the power company if the problem is electrical supply.

e Be sure Lo call back on businesses to find out if their problems have
been resolved. If they have not, keep working on it.

e Thank the people you interview for their time and coopcration.

 Always remember that the three keys to the credibility and effective
ness of a retention survey are tollow-up, analysis, and confidentiality.

An cxisting business sunv ey program should be a systematic part of
a larger cffort. Interviewers should get together during the process to
share inforn.ation on problems they are hearing about so that others can
be on the lookout for them. Results of the surveys should be tabulated
and summarized. Often a therough and thoughtful analysis of results will
reveal trends that are not apparent from individual interviews. For
example, an overall evaluation may indicate that man  businesses are
planning expansions but are having prublems in finding financing.

You should also plan to publish a summary of the findings in a fact
sheet or brochure and to retum 1o the service clubs, newspapers, and
other groups contacted at the beginning of the survey to preser  the
results. By these means and by working with local government and
financial institutions, you can usc an existing business survey to build
cooperation and uaderstanding i the business community and create a
better business climate,

Other Types of Retention Program”

Many other types of industry retention progra.  1ave been effectively
used by community development organizations aad their allies. These
include:

e Industry appreciation dinners at which local businesses can be
honored. Special attention should be givento growing and innovative
businesses, as well as to leading employers. Plaques and other
awards can be given as Ling-term mementos of the occasion and the
honor.

e Financing assistance through a comr munity development corporation.
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¢ Participation in trade fairs at which local businesses demonstrate
their products. Trade fairs can help to build both awareness and

atronage of local suppliers and merchants.
p > pp

* Training seminars for local businesspeople on topics such as labor
relations, taxes, exporting, or drugs in the workplace. These can help
businesspeople become more knowledgeable and can provide
opportunities for them to solve common problems.

* Business after-a0urs events designed to in.prove networking among
local businesspersons.

* Improving access to technical assistance from community and four-
year colleges in the region. Many of these institutions have expertise
in areas ranging from on-the-job training to engineering technology
and make this expertise availabic (o business. But often it takes some
work to find out what is available and whom to contact.

e Working with Small Business Development Centers, JTPA (Job
Training Partnership Act), SCORE (Senior Corps of Retired [xecutives),
and other groups to make sure that local businesses are getung the
maximum possible benefit from their services.

An excellent presentation of numerous examples of business reten-
tion strategies is provided in Profiles in Rural Economic Developmezit by
Margaret G. Thomas. This volume gives two-page vignettes describing
specific small town programs from all states.

New Business Creation

New business start-ups are very common throughout the United States.
In fact, about one new business is formed each year for every ten existing
businesses in most parts of the couniry. According to studies in
Pennsylvania and Minnesota, 10 to 15 percent of all jobs in those states
in 1986 were in businesses founded between 1979 and 1984. Surveys also
show that these new firms are very diverse in their growth patterns. Two
other generalizations should also be made, however. The first is that
most new businesses are small. The second is that most new businesses
do not create substantial numbers of new jobs, and, in fact, many fail.

David Birch of the Massachusetts Institute of Technology has
conducted extensive research on the sources of job creation and job loss
in various areas of the United States. As his research indicates, the level
of job loss resulting from business failures and employee layoffs is similar
in all regions of the country. What differentiates areas with rapidly
growing cmployment from these with slower growth is the rate of new
business formation, which varies much =ore widely.
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New businesses almost always start where their founders live, where
they know the market and have financial contacts. Local communities
can try to foster new business formation by using incentives such as
lower taxes, but a survey of 2,653 new business owners indicated that not
one had moved to a new location to start the business. The key to
creating new businesses is not to lure entrepreneurs to your community,
but to make it easier for local residents to start businesses and to increase
the chances that they will prosper.

A complete new business development program should incorporate
four components:

« Improving the level of communication and networking among
entrepreneurs, government, financing sources, and others involved
in new business development

e Providing technical assistance, including market evaluation and
business planning, to new businesses and to those considering
establishing businesses

« Prowviding reasonably priced physical space and support services to
new businesses

 Assisting new businesses to find financing

Business Incubators

One of the most popular and w:dely discussed means of assisting new
business creation is the business incubator. An estimated 500 formal
business incubators are operating in the United States today.

What is a business incubator? It can encompass all of the needs of a
new business—space, support services, networking, technical assis-
tance, and financial assistance. Several characteristics distinguish busines.
incubators from traditional market office and industrial space:

¢ Not-for-profit organization and community development orientation.
Traditional multitenant real estate developments are aimed solely at
profit for the developer, whereas the major goal of an incub.itor is to
create new businesses and new jobs. Financially, the incubator is
designed to break even or may have an operating loss, which is made
up by a parent organization.

« Commitment to creating an entrepreneurial environment conducive
to new business creation and success.

e Multitenant space allowing individual companies to rent small
amounts of space on a flexible basis. In some areas the concept of an
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“incubator without walls” has been pursued; that is, an incubator that
provides services and assistance, but not physical facilities.

* Business consulting services such as accounting and legal assistance
provided at beiow market rates to incubator tenants. Among the
specific services commonly provided are business plan preparation,
marketing assistance, government procurement, export develop-
ment, government regulatory compliance.

» Improved access to venture capital and debt and equity financing.
Incubator management can provide assistance in working with
financing institutions to obtain traditional types of credit, work
through progrems such as the SBA, or provide access to lccally
developed revolving loan funds.

» Shared office services and facilities that individual small start-up
businesses could not afford on their own. Some typical shared
facilities include: a receptionist, secretarial service, mail room, copy
machine, conference room, janitorial service, audiovisual equip-
ment, security.

* Formal entry and exit rules based on criteria other than simply ability
to pay. Entrance criteria vary from facility to facility, but typically
emphasize potential for job creation, basic as opposed to local
service businesses, and insoine cases an advanced technology basis.
Retail business, personal services, and warehousing are generally
excluded. Businesses are allowed to stay in an incubator for only a
limited time, wypically three years. After that, a successful business
must move out into nonsubsidized facilities to make room for new
start-ups.

ff your organization is considering developing a true business
incubator, you must recognize that the basic purpose of the facility is to
foster new business and jobs, not to make money. This is easier to accept
at the beginning of the process than later on. Your incubator must have
a long-term commitment of support funding to allow it to operate at z
break-even level or at a loss.

Most incubators experience an initial flurry of interest from entrepre-
neurs who like the concept and services of an incubator. Then comes a
iong dry spell when recruiting tenants is difficult. Because of inadequate
financial backing, many incubators are forced to accept tenants that do
r.oimeet their job and new business creation goals just to fill up unleased
space and generate cash flow. Other incubators are forced to raise their
rents to market levels to make ends meet, thus defeating their basic
purpose.
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An example of a successful incubator development program in a
rural community is that of the Escambia County Industrial Development
Authority in Atmore, Alabama. The group obtained the use of an old
National Guard armory, which had been given to the city in a land swap,
and converted the 12,000-square-foot building to an incubator facility.
After minor repairs and renovations were made, space was rented Lo the
Alabama Tank Company, which fabricates tanks used in oil ficlds.
Alabama Tank grew o 14 employecs in three years and then left the
incubator for its own nonsubsidized facility.

This cxample emphasizes an important point. Successful incubators
begin with low-cost existing space. Some states and communitics have
sponsored construction of new buildings for incubator space, but doing
so defeats the purpose of kecping space costs low because new space is
inevitably expensive.

Several surveys have shown that businesses started in incubators
have a far greater chance of survival than do those started outside of
incubators. This differential may reflect the bencefits of subsidized rent
and shared services, to some extent it certainly shows that incubator
tenants have a greater sophistication and willingness Lo accept assistance
compared with typicdl start-up businesses. If you are considering starting
a business incubator, a good source of additional information is the
National Business Incubator Association (sce the “Annotated Bibliogra-
phy” for further information on this group).

Financing Assistance

New businesses cannot be started—and certainly cannot succeed—
without money, and almost invariably it takes more than entreprencurs
have or believe they will need when they begin the business. The most
important source of money for new businesses is the entreprencurs
themselves, their familics, and their friends. Your goal in providing
financial assistance is Lo allow entrepreneurs Lo leverage these funds by
providing access to private capital and public financing and financial
guarantees. Morc specific objectives of financing programs are o
provide cquity capital, improve access Lo privale capital by reducing the
lender's risk, improve business cash flow, reduce the cost of financing,
and reduce the burden of repayment of funds.
Means of achicving these goals through the public sector include:

e Grants for employee lraining, infrastructure improvement, market
assessment, business plan development, and other purposcs. These
grants carry no obligation of repayment.
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* Loans :nade at below market interest rates or to companies that have
too high a risk level to obtain funding through conventional private
sources.

* Loan guarantees that ensure repayment even in the case of default,
reducing the risk of lending to new businesses and making them
more attractive to banks and other traditional sources of capital.

* Interest subsidies that reduce intcrest rates to below market levels in
return for meeting certain stipulated requirements, often to invest in
targeted poverty areas or to create jobs.

* Bond financing to acquire fixed assets. The granddaddy of these was
Industrial Development Bonds (IDBs), which can no longer be used
for most types of projects, and may soon be phased out cntirely.

* Equity financing, through which a state or locality takes a stake in the
company and receives a repayment usually based on sales of the
product.

* Tax credits, abatements, and deductions. Each state has its own sct
of credits and deductions designed to foster specific locally favored
or significant businesses.

* Tax Increment Financing (TIF). This allows investment of additional
tax revenues generated by a project over a specified period of time
to be applied to improve public facilities, such as roads or sewers,
that serve the project.

* Enterprise zones. Thesc reducc tax liability in return for investing in
designated blighted areas.

Various federal financial assistance programs are available to smaller
communitics through the Farmers Home Administration (FmHIA); De-
partment of Housing and Urban Development (HUD), Department of
Commerce, including especially the Economic Development Adminis-
tration (EDA), the Small Business Administration (SBA), Department of
Transportation; Department of Labor, including the Job Traiming Part-
nership Act JTPA); and various tax incentives, including historic pres-
ervation.

Financing for fedcral programs has declined during the 1980s, first,
because of the philosophical opposition of the Reagan and the Bush
administrations and, second, because of pressures to reduce the federal
deficit. Federal programs remain significant, however, and are the basis
for leveraging additional state and local governmental and private sector
fur "ng. Revitalizing Small Town America by Charles Bartsch and An-
drew Kessler provides an excellent summary of program objectives,
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funding levels, cligible activitics, application requircments, and contacts.
This boo}. also summarizes the truly bewildering array of state financial
incentive programs.

Several other avenues may also stimulate private and pubic funding
at the local level. Some communitics have started groups known
variously as investment companies, enlerprise corporations, or venture
capital funds to assist new business start-ups. While these corporations
can be a useful tool, they cannot defy the laws of financial reason and
fiscz1 reality. A local venture financing corporation can assist only those
businesses with the potential to survive and grow and thus pay back the
loan. Local venture funds often behave in practice a good deal like
banks.

The best thing you can do o help local start-up companies obtain
financing 1s Lo unlock some of the capital resources available in almost
cvery community. Virtually every small community has several wealthy
but financially conservative local citizens. If you can convince onc or
more of them 1o invest in local companies, you have created the most
prized of all new business financing mechanisms, a financial “angel” who
can provide long-term financing. The patient money of local financial
angels, who have long-term objectives and the community we're in
mind, can hclp to leverage additional funding from banks a.:d ther
traditional sources.

Finally, be surc to recognize the special opportunities that your
community has for local business creation and growth. Many rural
commumties have adopted a strategy of nigher value added agricultural
production. This includes experimenting with high value, nontraditional
crops, as well as further processing of traditional crops instcad of simply
shipping them to processors clsewhere. Innovations in these areas have
ranged from establishing of wineries in parts of the country where one
would not expect ¢have you ever tried wines from the Llano Estacado
Winery near Lubbock, 'I/féxas?) to stone-ground wheat flour. Other small
communitics have sogghl to commercialize local crafts and tourist
altractions through horpe-grown companics.

/

/’/ -
Sources o?nformatlon

Particularly gbod sources of additional information of retention, expan-
sion and altracuion listed in the Bibliography are. Retutalizing Small Toun
Amenica by Charles Bartsch, “Development of a Community Markeling
Plan Ultilizing and Helping Existing Industry” by Donaid S. Baskeu, in
American Economic Development Council Readings in Economic De-
velopment, Vol. I, “Indusiry Retention” and “New Business Creation,”
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multiarticle sections in American Economic Development Council Read-
ings in Economic Development, Vol. I, Planning Local Economic De-
velopment by Edward J. Blakely (especially chapter 8, “Business
Development”), Economic Development. Retention and Expansion by,
William O. Browning, Creating New Jobs by Creaiing New Businesses and
Entrepreneurial Development. Formalizing the Process, published by the
Council for Urban Economic Development, Economic Development. What
Works at the Local Level by Matt Kane and Peggy Sand, Farvesting Home
Town Jobs, Jobs Through Agricultural Diversification, and Growing Our
Own Jobs, published by the National Association of Towns and Town-
ships, Judith Gildner, ed., Retention and Expansion Success Stories, and
Retention and Expansion Business Visitation Programs, and Economic
Development for Rural Revitalization, published by the North Central
Center for Rural Development, Community Economic Development
Strategiesby Glen C. Pulver, “New Firms” by Paul Reynolds, and Profiles
in Rural Economic Development by Margaret G. Thomas.
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Chapter 9
farketing Your Community’

Marketing is the essence of most ecconomic development agency pro-
grams. Yet, few development agencics carry out their marketing acuivi-
ties as part of a well-conceived strategy. Rather, most development
markeling programs are an amalgam of odds and ends and “what
works,” of ad hoc reactions to spccific situations, and muddling through.
This chapler describes a comprchensive approach to marketing as
applied to economic development Lased on the strategic planning and
targeling frameworks prescnted in chapters 6 and 7 as well as an
understanding of the site selection process presented in chapter 5.

Marketing has been defined in many ways. A good definition is
provided by Philip Koder in the widcly used textbook Marketing Man-
agement. Koler states that. “Marketing . . . identifies current unfulfilled
nceds and wants, defines and measures their magnitude, determines
which target markets the organization can best se:ve, and decides on
appropriatc products, services, and programs to serve these markets.” In
communily cconomic development “unfulfilled needs and wants” are
cxpansion plans of existing local businesses and the needs of outside site
seckers, “iarget markets” are target industries and gcographic areas, and
“products, markets, and services” are the assets, incentives, and programs
bcing promoted by your community or region.

Markeling is far more than selling. Economic developers often fail to
fully recognize this important fact, a failure shared by many major
American corporations and industries. Selling is aimed at disposing of the
product that you have in stock, while marketing focuses on the product
that you should have as well. Thus, while sclling is necessary for
immediatce sun ival, markeling encompasses the broader spectrum of
development-related programs neccessary for your communily's long-
term survival and prosperity.

A good example of the confusion between selling and marketing was
provided by the American automobile industry during the late 1970s.
American automakers concentrated on trying Lo convince the public o
buy the cars that they were making, rather than making cars with the
styling, options, and fuci milecage that consumers wanted. Japanese and

1. Portions of this chapter were adapted from “Economic Development. A Marketing
Approach,” authored by Phillip D. Phillips, which appeared in Economsc Develop-
ment Review, Vol. 6, No. 2 (Spring 1988).
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European auto manufacturers took advantage of this lack of foresight,
with tragic consequences for the American auto industry. _

Communities often make similar mistakes, trying to sell what they
have rather than listening to their prosg. :cts to determine what they want
and need. As emphasized in the discussion of the site selection process
presented in chapter 5, a firm considers locating in an area only after
intensive analysis of its needs in terms of transportation access, quality of
life, and site charavicristics. The firm has a well-established set of site
selection criteria in mind. Many communities, however, insist on showing
a prospect what they most want to sell rather than what the prospect
wants to buy.

A casc from my cxperience in site selection provides an cxcellent
example. I was looking for a location for a food-processing operation,
and let the communities 1 was visiting know that the client was very
sensitive to odor, which could contaminate the product, and to the
physical appearance and surroundings of the site, because many customers
would be visiting the facility.

One community (which mercifully shall remain nameless) showed
three sites. an abandoned steel mill, a reclaimed junkyard, and a flood
plain. Why? Quite simply, it was because these were the sites that the
community desperately wanted to sell to this prospect, and indeed to
every prospect who visited them. Other potential sites with favorable
topography, access, image, and other features were not shown because
selling them would not solve a “problem.” Needless to say, my client did
not locate in this community. Because of their fixation with “solving” the
problem raised by these vacant buildings and unocav »ied sites, each of
which represented a past failure, the community’s development repre-
sentatives were not taking advantage of prescent and future opportunities
and created an ongoing record of failure and frustration.

Economic Development: Marketer’s Nightmare
and Prospect’s Dilemma

As many of you have alrcady suspected, economic development is a
marketing nightmare. In the ideal marketing situation, your competitors
are few and weak, barriers to the entry of new competitors are high, there
are no substitutes for your product, and custemers have little bargaining
power, creating a scller’s market. But look at cconomic development
where

e You have literally thousands of compctitors—estimates of the num-
ber of formal economic development organizations in the United
States range to 15,000 and higher.
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» Virtually no “barriers to entry” exist—every community, region, or
state is or can become your compelitor.

e Some aspeccts of your compelitors' strategies, such as incentive
packages, arec unknown or are publicly misrepresented, even though
other aspects are wel! known.-

» Many of your competitors are strong—economic development agen-
cies are increasingly well financed, well staffed, and !..ghly profes-
sional—and you must compcte with many larger communiues
whose development programs have far more resources than yours.

» Sileselectors can choose from many zltcrnatives to your community—
not only other arcas in the United States, but increasingly Mexico,
Japan, and other countries.

» “Customurs” (firms secking sites) are few and it is a buyer’s market—
Unlike the millions of consumers choosing between a few brands of
major home appliances or automobiles, there are relatively few site
seekers choosing between thousands of eager communities.,

Recognize, however, that the prospects or expanding local businesses
lrying to select a site have problems and dilemmas of their own as well.
First is the sheer, overwhelming number of possible locations. Site
selection consultants do a brisk business in large part because of the
bewildering number of possible site locatious, cach claiming to be the
best. Moreover, all site selection decisions involve finding the best
combination of factors the company is looking for, ranging from sewer
capacity to air service. Finally, the prospect is often confronted wiih the
nced to sort out many contradictory needs and priorities in site selection.

An cxample from my site selection experience helps o make the
nature of these difficulties clear. A heavy manufactunng company
seeking a new manufacturing location insisted that it had two “absolute
must” site selection criteria: (1) at least 1,000 experienced but currently
unemployed metalworkers, and (2) no local metalworking unions.
Several months of convincing were required for the company to Jearn
that this combination does not occur, that areas with large numbers of
metalworkers also have metalworking unions. Qther companies seek
both low wages and high market accessibility or some other unlikely
combination. Overall, the site selector’s decision must reflect which area
has the preponderance of asscts or, in economic jargon, the best bundle
of goods. Typically, smaller communities' advantages liec ou the side of
lower costs, while they have disadvantages in terms of market ac.essibil-
ity and skilled labor supply (see chapter 6, “Strategic Planning™).

Any prospect you deal with, including local companies you seek to
retain, are faced with this dilemma. they are overwhelmed with both
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choices and conflicting needs and priorities. Clearly, the goals of a good
markeling program ar¢ . help your community stand out from its
competitors and Lo demonstrate that your community provides the best
overall solution to the prospect’s needs. You must, of course, also
recognize that in many cases your communily will not be the best
location for a particular facility. A good strategic planning approach o
cconomic development and marketing will help you to recognize when
your community has a good chance of success and when it doesn't.

The Marketing Process

Successfully accomplishing the twin goals of differentiating your com-
munily from its competitors and demonstrating its advantages do not
result from luck, creativity, or divine inspiration, but rather from a
mcthodical, analytic process. The overall marketing process is a sequence
of four steps. (1) information gathering and analysis, (2) planning, (3)
implementation, and (4) evaluation. The cycle is ongoing, and cvaluation
of previous efforts leads to another round of the process.

The information-gathering and analysis phase of the marketing
process, often referred to as an “environmental scan,” is part of the SWO'T
(strengths, weaknesses, opportunitics, and threats) portion of the stra
tegic planning process described in detail in chapter 6. Many commu
nitics wind up marketing their weaknesses rather than their strengths,
cither because they do not recognize them as weaknesses or becausc
they hope that prospects will somechow be convinced that they are
strengths. For cxample, centrality 1o markets has been the theme of
recent advertiscments by two communities in the northern Great Plains,
an arca that is more distant from major markets than any other in the
contiguous 48 states. T :ese con munities should acknowledge that their
lecation is remote and that they will not fool prospects in Jhis regard. In
addition, marketing strategics must recognize that some assct$such as
good labor marketl condrions appecal to virtually all prospects, while
others, such as an abundarit water supply, are crucial to only a few.

One often overlooked aspect of a communit, assct and liability
analysis is to markel o the local arca—and cspecially to existing
businesses—to let this audience know what the results are and especially
to know what the area’s assets are. This should be a cornerstone of local
retention cfforts. In conducting cconomic development and siie selec-
tion studies in areas throughout ihe United States, I have frequently
found that local residents have a rcady answer when asked what is
wrong with their areca. Almost everyone in town has a well-practiced list
of problems. Yet when asked to name the area’s assets, local leaders'
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response is often embarrassed silence, followed by general comments
such as “The people are friendly.”

You should market your community's asscts at least as aggressively
to local residents as to outsiders. A good understanding of asscts is
undoubtedly the strongest tool in a retention program because it makes
businesses aware of what thcy will lose if they leave, as well as what they
might gain from moving clsewhere. Also, a local populace with a good
image of the arca and the information to back it up cannot help but
impress outside prospects.

Marketing cfforts must also reflect the magnitude of an opportunity,
that is, the proportion of site seckers affected and how important it is to
those who are affected. Labor relations climate is a significant factor for
almost all site sceckers, while availability of graduate education in
engineering is very important to only a relatively small number of
advanced technology businesses. Likewise, some other factors such as
the quality of local health care may be an the chiecklist for almost all site
scekers, but are rarely, if ever, the decisive factors in the site selection
process. Such sccond-rank variables should not be the focus of a
marketing program,

General marketing cfforts should emphasize your community's most
important asscts, while targeted marketing cfforts (see chapter 7, “Tar-
geting Development Efforts™) should emphasize asscts that are particu
larly important to the type of business you have targeted. Thus, ample
wastewaler treatment capacity may be an important factor if you are
secking food processors, but it will be of little importance in attracting
retail and scrvice businesses.

A strategic plan for economic development has several implications
for marketing cfforts. First, short term bencfits must be weighed against
long-term goals. Will the community actively seck, or ¢en accept, job-
generating facilities such as a prison or alow level nudlear waste disposal
site? While most communities would shun them, some arcas facing
scvere economic dislozation and high unemployment have waged active
markeling campaigns to attract such “undcsirable” facilitics.

For cxample, the community of Flora, Illinois recently received
national media attention for its campaign 1o attract a state prison. Another
similar cxample is provided by a button in my desk drawer from the
community of Tipton, Missouri, which was trying to attract a prison. It
says, “Tipton, A Good Place to Live, Work, and Do Time.” Would your
community be willing to distributc a button like this?

Many communities discourage low-wage plants such as clothing
factories, highly cyclical businesscs, or large, unionized facilities such as
auto asscmbly plants. It is important that your community and devel-

=

134




132 Economic Development for Small Communities and Rural Arcas

opment group reach a consensus about what is and is not acceptable
carly in the development process, rather than actively marketing your
community to prospects that residents will not accept.

A development agency must also recognize that in a wvorld of limited
resources it should allocate funds between sales cfforts and product
development. Overcoming weaknesses, such as a lack of suitable sites or
available scwer capacity, may be necessary as a basis for ergaging in
promotional cfforts. Marketing your community if it does not have the
basic necessitics for development in place is not only unproductive, it
can be counterproductive by creating a long-lasting ncgative image of
the area among site sclectors.

The degree of risk invoived in a marketing strategy must also be
weighed against its potential payoff. Attraction of a new auto assembly
plant Gf this is what your cemmunity really wants) is a high risk
strategy—therc arc only a few such facilities to be had—but the payoff,
as measured in the number of jobs, is very high. On the other hand, a
zero risk strategy is also a zcro payoff strategy. The best course of action
for your community to follow is to adopt a mixed approach, with some
high risk and some low risk strategics. Retaining existing businesses and
attracting businesscs related to your economic base are the lower risk
parts of the strategy, while cfforts to diversify the economy by attracting
new, unrelated businesses are the high risk part.

Developing Basic Selling Points in a Marketing
Strategy Framework

Marketing programs for economic development reflect a combination of
a few basic selling points and strategics. Common sclling points in
cconomic development are superiority based on: (1) lower cost, (2)
higher quality, (3) better performance, (4) special features, and (5) case
of use. The basic marketing strategies of product positioning and market
scgmentation a. ¢ the primary approaches for implementing thesc sclling
points. Each of these strategies is discussed in more detail below.

Lower Cost

The most common selling point in economic development, as would be
expected, is low cost. The cost approach may reflect lower intrinsic costs
over which your community has little control, such as lower wages,
lower transportation costs resulting from being near the center of the
market, or lower raw materials costs. Or the cost approach may reflect a
conscious dccision to reduce costs by providing tax incentives, grants, or
training pr¢ grams as part of a marketing strategy.
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Higher Quality

Quality is another frequently used selling point in economic develop-
ment. Unlike cost, quality is difficult to measure, but quality of life and
quality of the local work force are mainstays of economic promotion.
Often the appeal to a site selector’s desire for quality is used o attempt
to overcome a cost disadvantage. In consumer marketing, a shampoo
can advertise that a celebrity uses it because “it costs more and I'm worth
it."” In site sclection, the quality of life or quality of the labor force in an
area can be and often is used as the basis for selecting the higher cost
alterative. Many community improvement campaigns, ranging from
downtown redevelopment to residential reriewal to improvement of the
appearance of main highways entering an area, are designed 1o improve
the perceived quality of an area and thus its worth as a location for a
facility.

For rescarch facilitics, where image and recruiting of technical
personnel are the keys to success, quality is the basic site selection factor.
Incvitably, a successful high-tech company chooses the highest quality
site L.t it can afford. My experience in site selection indicates, however,
that quality is an important site sclection factor for all companices, no
matter how often or strongly they may say that they are concerned only
with the “bottom line.” Wher, confronted with the quality of life or quality
of labor force realities in the lowest possible cost area or site, almost all
companics discover that they do indeed have a lower limit of acceptable
quality. Quality of life is often the factor that differentiates between the
first and the second ranked communitics in the final site selection
decision—the difference between being the bride and the bridesmaid.

Better Performance

A third basic sclling point is performance, which in ¢conomic develop-
ment is most often the “everypody clse is locating here, so why not you?”
approach. The popularity of this approach is apparent from the number
of development ads featuring a list of “big name” ¢mployers iready in
the area, or a score card of companics that have chosen to locate there
recently. Clearly, development agencies seek to create some initial
success in site selection and firm expansion in order lo create a
performance-based selling approach.

The “everyone is coming here” approach is frequently used even
though most companics try to avoid arcas that have cxperienced other
major sile selections recently, because they fear that the labor market
may be exhausted or that infrastructure capacity problems and higher
taxes are imminent. The appeal that others are choosing the area is most
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appropriate for smaller and more remote communitics because they
need to boost their credibility as potential locations.

Special Features

Outstanding area features is the fourth selling point that may be found
throughout site selection literature. The following is a brief sample of
“feature” claims from some recent community promotional materials.

]

“Over 80% of the U.S. population is within 2 hours’ reach.”

e “The largest consumer marker in the United States...”

e “Home of the South’s finest hunting and fishing.”

o “Abundant water for sale: 265 million gallons per day.”

e “Where there are more than 70 colleges and universities...”

e “Average SAT scores have climbed 15 points in just one year.”

e “Finest climate, arts, symphony, opera . . . excellent educational
systems, sports galore.”

e “Excess unused utility capacity: 4 MGD water, 2.5 MGD sewer.”

» “ ..ahigher percentage of high school graduates than you'll find in
46 other states.”

e 10 minutes from 4 Interstates...”
e “2,000 Acres [ofl available prime industrial sites...”

A major problem in using such features in sales campaigns is a {1ck
of focus and a lack of relationship 1o true critical decision-making factors
in site seiection. A brief review of economic development advertisements
will reveal many that present a bewildering jumble of different features—
ranging from symphony orcliestras to tax abatements in a single
advertisement- -that the community believes to be selling points and
presents without claboration or factual evidence. This problem is
compounded by the use of vague descriptions such as “abundant” or
“high quality.” Effective presentations focus on one or few positive
features and provide supporting information for them. A strategic
development and marketing approach can help by defining significant
competitive advantages and by focusing attention on them.

Ease of Use

A fifth and final selling point used in many development advertising
programs may be defined as “ease of use,” the assertion that the
development representatives of a particular area will make the site
selector’s job easy and risk-free. Many recent advertisements have touted
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the ability of the local development agency to gather all of the
information that the prospect will nced or to provide suitable sites.
Likewise, many areas advertise that they offer “one-stop” environmental
permitting.

In both large and small communitics, these selling points are often
wrapped up in a clever slogan using a pun or a play on words. A risk in
this approach is that many slogans, such as “Blankville means business,”
“It's your move” (with a picture of a chessboard), or “We have you in our
sites,” have been used many times by many different areas. Thus, while
these slogans may seem clever to someone new to economic develop-
ment, they are, in fact, neither distinctive nor novel. If you plan to
advertise, be surc to review several back issues of development journals
to make surc that no other area has already used “your” slogan or some
close variant of it.

Because of the highly differentiated nature of a community's assets
and liabilitics, as well asthe variations in site seckers' needs, targeting (or
in marketing jargon “market segmentation”) is critical to a successful
cconomic development marketing program. Details of the targeting
process are described in chapter 7.

Implementing Selling Strategies

Implementing the sclling stratcgics of a marketing program \equires
carcful planning and a great ¢ :al of effort in product development and
sales cfforts. Implementation of a sales program also requires a good
understanding of the various steps in the selling process, presentation
approaches, and how the prospect response process works.

Steps in the Selling Process

Onc of the most difficult aspects of economic development is determin-
ing who the actual prospect is—as an individual—and reaching him or
her. No cae has cver really contacted a “firm.” Merely having target
sectors or target firms does not tell which individuals within those firms
are the decision makers whom the development agency sceks to reach.
Thus the first steps in the selling process are finding the prospects and
getting to know them. This may begin with directories and database lists,
but these should always be augmented by contacts with prospect
companies and referrals from existing prospects, businesspeople, and
others.

In the carly stage, your development campaign does not have
prospects, but rather a “suspect” list from which prospucts can be
winnoed. These suspects should first be “qualified” on the basis of two
questions: (1) Is the firm interested in a new or expanded facility? and (2)
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Does the firm have the needed financial wherewithal to build such a
facility? Small communities often forget to ask the second of these
questions and, as a result, spend a great deal of time and effort on
marginal companies. Once these questions have been answered positively,
you can move to the “preapproach,” in which you leamn enough about
the prospect to effectively present your community.

Communicating your community’s message to a prospect involves
several distinct but closely linked steps. Each of these steps ensures that
there has been no critical miscalculation at some point. The first step is
designing the message you want to convey to prospects. The second step
is to choose the type of media to be used. Marshall McLuhan may have
gone too far when he said that “the medium is the message,” but the
medium in which you advertise certainly influences the message you
present and vice versa. For example, an advertizemeant in a specialized
target industry trade journal will have a very different message from a
mailing or an in-person visit. |

A third step in designing a mesgage is determining the audience. All
too often, economic development advertisements and other marketing
pieces are “inbred” and they represent the development agency talking
to itself und its competitors rather than to potential pros sects. Especially
for smaller communities, the message must be properly designed to
reflect the level of knowledge of the area that the audience has—which
is bound to be very low for most outside prospects. In looking at your
audience, you must consider how they will interpret the message. A
picture of a small town skyline will not impress a New York prospect. As
far as a New Yorker is concemed, any other city’s skyline says “hick
town,” not sophistication or growth. Or as a friend of mine from New
York once said, “I could never live in a small town like Cleveland.”

Presentation Factors

Several factors are typically considered in communicating any marketing
message: legitimacy, expertise, proof sources, shared characteristics, and
ingratiatior.. Legitimacy comes from using meaningful measures—stating
an exact amount of available water supply rather than merely saying that
the supply is “ample.” Legitimacy is also conveyed by stating a reputable
source for data. Prospects are much more likely to be swayed by an
outside authority than by your own chamber of commerce saying that the
quality of life in your community is good.

Expertise, both in fact and in appearance, is also important to the
presentation of a marketing message. Know the product—your com-
munity—and know your prospect. Nothing is more damaging to your

community than an inability to provide basic information about it when
Q
J_ 3 9




Q

ERIC

Aruitoxt provided by Eic:

Marketing Your Communizy 137

meeting a prospect face-to-face, unless it is a failure to recognize the
needs and interests of the prospect. “Proof sources” is simply a fancy
term for factual documentation of your claims, for example, a comparison
of your property tax rates to those in several nearby towrs to demon-
strate that you have low taxes.

Shared characteristics and ingratiation are basic tools of the face-to-
face visit with representatives of a prospect company. Finding out tha
you went to the same college, both play golf, or both vacation at the same
resort can help to build mutual trust and can help to relieve an overly
harsh sales presentation. Ingratiation includes the inevitable free meal
and tokens and trinkets sent to or left with prospects. Some words of
caution: Any prospects actively seeking a site can gain a good deal of
weight in free meals and may not be that excited by a lavish and high
calorie dinner either in their home city or while visiting potential site
locations. Moreover, trinkets should have some relationship to your
community’s image and sales message. Active site selectors will also have
a drawer (or perhaps a wastebaskeb full of letter openers and cuff links.

Assessing the Response

One of the most difficult aspects of an economic development marketing
campaign is judging the level of its success. In many marketing
situations, it is easy to judge response—just count the number of
coupons sent in or the number of persons calling a toll-free number. This
is not a good idea for economic development. The likelihood of reaching
the particular person or group in a company that will make a site
selection at the exact time when they are making a decision is very small.
Rather, you are trying to create awareness and a favorable image of your
community, response may come many ,nonths or years later. Moreover,
you can never be sure whether a firm would have come to your area if
it had not bee~ >xposed to your marketing campaign.

A good piece of advice to offer in terms of marketing communica-
tionsis this. Be sure to always test the message on some “noncombatants”
first. That is, always have several perseas not working with the economic
development group and not even familiar with its programs review the
marketing campaign. Find out what they think the message is and how
they react. This will help refine your message and can avoid fatal errors
of miscommunication.

Marketing Strategies and Techniques for Small
Communities

Marketing is regarded by many small communities as something that
only the “big kids"—the state development agencies, utilities, and large
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cilies with full-time development staffs and six-figure development
budgets—can do. While as a small community you will not be placing
advertisecments in Business Week or Area Developi.ent magazine, you
can and must markel yourself. In conjunction with development allies,
you may even have some advertisements in these big ticket publications.

Small community development agencics cannc: match the four-color
brochures, videos, and print advertisements produced by slates and
larger cities with marketing budgets in the tens or hundreds of thousands
of dollars. And these means of presenting a message are indeed
expensive. A four-color brochure costs $20,000 to $30,000 to produce
and print. The standard charge for producing a video is $1,000 or more
per minute of running time for the finished video. A full-page adver-
tisement in a development journal such as Area Development costs
thousands of dollars, while a sizable advertisement in a general business
magazine such as Business Week costs tens of thousands of dollars.
Clearly, these advertising media are far too cxpensive for most small
communites to consider, althor:gh occasionally you will see a community
of 10,000 or 20,000 “shoot the moon" and produce a full-color glossy
brochure or run a large ad in a development magazine.

Remember, however, that these are the advertising media, not the
message. The same messages can be conveyed at much lower cost
through data books, data sheets, direct mail advertising, regional ad-
vertising campaigns, and face-to-face selling, as described below. The
key 1s Lo sclect your target audience carefully, provide them with the hard
information that they want, and to use your development allies.

Data books and Data Sheets

The lifeblood of economic development is information. Accurate, timely,
and clearly presented data are the most important markeling tools you
can have. Even the smallest community should have a community data
book, a set of community data sheets, or both. A data book need not
be—indeed should not be—a slick, four-color presentation. Often you
can receive help in designing and preparing your data book from your
local power company or from your state department of commerce.
Sometimes these groups will print and pay for the book as well.

A good example of a data book is provided in Exhibit 18 (page 147),
which reproduces a community data book for our old friend, Monticello,
lllinois. The data for this presentation were gathered locally, but the
layout, typeselling, and printing were provided by the local clectric
utility, lllinois Power Company. Ensuring that the community data book
always contains accurate, up-to-date information should be a primary
responsibility of your own community development group.
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A low-cost approach Lo providing more detailed information on
specific aspects of your community is Lo prepare a series of separate data
sheets on various topics. Individual sheets might deal with transporta-
tion, utilities, labor force characteristics, education, or recreational and
cultural opportunities. A major advantage of scparate sheets is that they
can be printed in small quantitics and can be readily updated. If new data
on unemployment become available, you don't have to throw out an
entire brochure, just revise and reprint the labor force sheet, saving a
great deal of time and money.

The widespread availability of desktop publishing programs for
Apple Macintosh and IBM and IBM-compatible personal compulers
makes creating and updating data sheets casy. The individual commu-
nity data sheets can cither be printed at a quick copy shop, photocop-
ied—but make sure the machine is high quality—or printed directly from
the computer on an as-needed basis. Individual data sheets can be
printed on colored paper (but stick to light, pastel colors) for a more
varicd presentation at nominal cost. Separate data sheets also make it
casy Lo provide a customized response Lo a request for information—you
nced only send the sheets with data relevant o the request. Data sheets
can be sent separately, or they can be put into a binder or folder.

Site Information

Site data information is another critical type of marketing tool. Economic
development is not called “site selection” for nothing! This is an arca
where a small communily need not be at a disadvantage compared with
larger citics. 1 am always amazed by large communities that have
gorgeous, four-color brochures and videos on their “quality of life,” but
have only a poorly organized file of incomplete, fly-specked, fifth-
generation, photocopicd site information, complete with hand-drawn
maps. Sile data sheets can be prepared in much the same way as any
other data sheet, allowing quick revision and permitting you to show
prospects just the site or sites that meet their needs.

What information should a site sheet contain? The following site
cvaluation checklist indicates those things a prospect will want to know
and you should be prepared 16 answer.?

2. Thissite selection checklist 1s mudified from the article “Selecting the Right Site. Wil
You Make the Wrong Decision?” authored by Phillip D. Phillips, which appeared in
Area Development magazine in March 1984,
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1. Physical Characteristics
¢ Site size
e Usable acreage
¢ Slope and drainage
e Designated floodplain locations (f present)
¢ Soil type and bearing capacity

2. Environment
e Present use
¢ Zoning classification
¢ Surrounding uses
* Expansion potential
. 3. Utilities
¢ Eleciricity
e Water
e Sewer
e Natural gas

For each of these utilities, data should be provided on the supplier,
location, and capacity of service line(s) and on the cost and terms of
any necessary extensions.

4. Transportation
¢ General highway access
¢ Quality and capacity of specific site access roads
e Cost and time required for necessary road improvements

» Rail access (if available), including service level and cost of spur
extension or siding

5. Protection

¢ Police jurisdiction

¢ Fire jurisdiction

e Fire insurance rating
6. Political factors

» General political jurisdictions that the site is in (city, county,
township, school district, etc.)

* Tax rates and assessment ratios
¢ Annexation agreements
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7. Available incentives
* Tax increment financing
» Enterprise zone
¢ Others
8. Ownership
e Title
* Easements
* Mineral rights
9. Site preparation
* Removal of vegetation, cost
* Removal of existing structures, cost
e Grading requirements, cost
10. Site cost
e Option cost and terms
» Sales price
¢ Improvements included in sales price

Site cost is a must, and “negotiable” is not an acceptable answer. All
site prices are negotiable, and the prospect knows this. The question is
where the negotiating will start.

A good site map is also essential. The map does not have to be a
cartographic wonder, but it does need to be accurate, readable, and
complete. The map should clearly indicate the property boundaries of
the site, the location of access roads, and the location and size of utility
lines. An acceptable map .an be compiled by any competent draftsperson.
This might be someone with a local planning agency or your city
engineer or county highway department. Generally these groups will be
willing to produce a few site maps at no charge if you are willing to let
them do it as fill-in work. An example of an acceptable site map is
provided in Exhibit 19 (page 156).

The imp rtance of good data sheets and site maps cannot be
overestimate . These are the tools by which a small community conveys
many of its basic marketing messages. Advantages in cost, quality, and
performance as well as the features that make your community special
can be presented. Moreover, high-quality data sheets and site informa-
tion are the initial way for your community to demonstrate its compe-
tence even to a prospect who has never visited you.
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Direct Mail Advertising

Direct mail is a relatively low-cost means by which a smaller community
can reach prospects who have been targeted on the basis of industry and
geographic location (chapter 7). Dircct mail 1s such an effective and cost-
efficient sales tool because the target audience has been specifically
identified. Thus a small community in northwestern Ohio selected auto
parts producers in the Detroit and southeast Michigan area as a target
industry. Through direct mail, the community reached just these com-
panies, rather than all auto parts manufacturers, as it would if it had
advertised in an automotive trade journal, or all companics in southeast
Michigan, as it would if it had advertised in a regional business magazine.

Sources of names for targeted industry mailings include professional
mailing list firms and industrial directories. Several large publishers of
special interest industry magazines, such as Cahners Publications, pro-
vide mailing lists targeted by industry, location, and title of the recipicnt.

State manufacturing directories are also a good way to build your
own mailing list. These directories typically give a wide varicty of
information about a business, such as sales, employment, and officers,
and they are cross-indexed by product and location.

Because the audience receiving a targeted mailing is small, the sales
message can be tailored to this audience. A specific cover letter pointing
out advantages of the area for the firm should be included, as well as
more standard fact shects and information on sites and available
buildings. Morcover, the mailing can be sent to the persoral attention of
the prospect by name and litle. As with all economic development
advertising, you should not expect a targeted mailing to ha ve immediate
cffects. Your mailing is unlikely to arrive on the day a company begins
a site scarch! Rather, your goals arc to build awaiencss of your
communily and to get some information about it into the target firm's
files.

Response is not likely to come from a single mailing either. You
should follow up on the mailing with a telephone call to ensure that it
was received and, if possible, Lo arrange an in-person sales visit. Only a
low proportion of call-backs are likely to lcad to any further interest and
an in-person visit. Although the potential rewards are great, this type of
sclling is full of rejection and is not for everybody. Even the most
determined community booster can become discouraged by refusals and
lack of interest.

Face-to-Face Mcetings

If a face-to-face meeting is arranged, a telephone sales call will make you
better prepared to discuss the individual firm's specific interests and
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necds. This visit will almost always be in 2 metropolitan center only a few
hours' distance from your community. Be sure to find out whether the
firm is actively secking a new location or is just “tire kicking." If possible,
also find out during your telephone conversation what their most
important sitc selection criteria are. Even if you can't arrange a face-to-
face meeting on a telephone call-back, follow up with a personal note
and specific information rclevant to the company’s needs.

Be surc to do your homework before making the substantial
investment of time and money required to actually visit a prospect. Learn
as much as you can about their industry through its trade magazines, and
lcam as much as possible abouat the firm through manufacturing
dircctorics of specialized business described in chapter 7, “Targeting
Development Efforts.” You must be prepared to explain to the prospect
why your community meets his or her company's needs, and you can't
do thus if you do not know what those neceds are. Also, have a group of
two to four communitly representatives visit the prospect. If possible,
never send a single individual. Another person can always be thinking
while the first is talking and can “save” him or her if the presentation
begins to go awry (which happens to the best of us). Avoid having too
many pcople, however—you don't want to overwhelm the prospect.

Keep face-to-face sclling simple. Generally the company representa-
tive will not have a great deal of time to spend with you. It is, therefore,
important that you keep the presentation direct and that you don't
distract with too many gimmicks. Onc of the most unfortunate face-to-
face selling visits I ever saw was presented by a group of representauives
from a small community in lowa. The delegation, which had been
allowed 20 minutes by the prospect to make its presentation, consisted
of cight peopiv in two cars. Half of the group arrived while the other car
scarched for a parking plare. After 10 minutes of chitchat and time
killing, the sccond group, which had brought a video presentation,
arrived. They set up their presentation, which would not work. After 5
minutes of panic, they were able to show their video. No time remained
for questions or any other onc-on-one interaction, they could have
mailed the video.

Video and Print Advertising

Vider presentations are popular in economic development today, but
like cverything clse they have a time and a place, and often they do not
fit well with a small community's development efforts. The cost of a
professional vidco is high—probably $10,000 to $12,000 for a 10- to 12-
minutc video. Be wamned that a poorly written and produced vidco will
do far more harm than good for your community’s image. Morcover,
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videos quickly become outdat<d and.have to be redone, at least in part,
at further expense. Finally, the opportunity to use a video effectively is
rare outside of a trade show or chamber of comn:erce office, where
people come to you.

Magazines and other print media are not likely to be part of an
individual small community's promotion efforts. An individual adver-
tisement in a site selection or business magazine is expensive. A single
advertisement is also likely to be of little use because your goal is to make
site selectors aware of your community rather than to catch them on the
specific day that they are going to make a decision, which is unlikely.
Advertising research shows that repetition is the basis of making a lasting
impression—that's the reason you see those same commercials so often
ontelevision. Beyond the cost of space, print advertisements entail high
costs fortypesetting, art, and copy. An amateur ad is similar to an amateur
video presentation. it says a great deal about your community—all of it
bad.

Working With Development Allies

Smaller communities can take advaunuage of magazine advertising, use
videos, and attend trade shows by working with their “development
allies.” Who are your developinent allies? These are the other groups that
have a vested interest in seeing your community succeed—regional
development coalitions, utility companies, and state development de-
partments. By being part of these groups, you can be part of a “big
budget” development organization at a2 modest cost or no cost whatso-
ever, though being an active participant will require your time,

The Central lllinois Corridor Council is a good example of a regional
development organization. The council is a coalition of 25 de.clopment
organizations in 21 counties in central Hllinois. Member organizations
range from economic development corporations in metropolitan areas,
such as Peoria and Springfield, to communities of fewer than 5,000, such
as Dwight, Gibson City, and Savoy. Membership in the Corridor Council
costs $1,000 per year for a small community. For this fee, a small
community is represented in a national media campaign (see Exhibit 20,
nage 158), high quality promotional brochures, trade show delegations,
and even foreign prospecting trips to Japan.

Departments of commerce and utility companies promote commu
nities within their state or service territary free of charge. For the state,
your community’s success means more jobs, more income, and, not
incidentally, more tax revenue. The utilities serving your community
know that your success means more customers and more revenue. The
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key to working with these groups is performance. The number of good
development prospects is limited and they want to take the prespects
that they do get to communities that will be good partners in promoting
a location in their state or scrvice territory. Your stale commerce
department and utilities are very important. Invariably they bring in the
majority of outside site scekers (especially the bigger companies). They
are also invaluable allies in putting together packages to retain existing
companies and to help them expand.
The best strategy for working with development allies is:

* Become known. Visit your departme of commerce and utility
company development department offices.

e Provid\ information. Make surc that they have the latest community
and site data for your area.

¢ Get to know the representatives serving your area on a personal
basis.

» Keep up contact. Call back every few months just to chat, even if you
have no spccific project in mind. Let them know what is happening
in your area and find out wnat you can do about their activitics.

¢ Work hard for prospects that they bring through. Even if ,ou don't
succeed in landing a prospect, your development allies will be back
if you have done a hard-working, professional job of serving clients
they bring through.

A final potential ally is the professional site selection firm. A few
major consultants handle a large proportion of the major manufacturing
and office locations in the United States. For example, the PHH Fantus
Company of Chicago and New York served as site consultants for
Volkswagen, Mitsubishi, Toyota, Mazda, and Isuzu in establishing their
North American plants. Site sclection consultants often represent smaller
companies as »~H sa it behooves any community to be on their good
side. Likewise, engincering, accounting, and architectural firms often
become involved in the site selection decision.

Take prospects represented by consultants very seriously (even if the
consultant will not reveal the prospect’s identity) because consultants not
only work frequently, but they are paid large fees. A company is unlikely
to engage a consultant unless it is seriously interested in a new facility
location and is ready to do somcthing. A good list of site selection
consultants may be found in the Annual Site Seekers Guide, published by
Business Facilities magazinc.
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The Sales-Marketing-Community Development
Connection

Sales messages and campaigns for cconomic development are part of a
long-term, strategic marketing approach. In the short run, ¢conomic
devclopment sales materials must minimize shortcomings and problems.
In the longer run, however, an cffective development agency must seck
to overcome or mitigate these problems.

A strategic approach to cconomic development, as described in this
book, will help your community develop a realistic marketing campaign
by defining its comparative advantages and largeling its sales and
relention cfforts. Likewise, working lo attract oulside prospects and
retain local firms can greatly refine an economic developer’s understand
ing of the area and its asscts and liabilities.

To take the greatest advantage of the marketing approach to
cconomic development, you must work closely with many other groups,
including local and state government, planning agencies, utilitics,
chambers of commerce, and service clubs. By cooperating, these
agencics can work not only to sell your community, but can also work
toward making, your arca a better, more salable product and mecet the
nceds of future site sclectors.

Such a marketing and product development approach is vital in this
cra of escalating economic development competition and rapid tech-
nological change. Communities not adopting a comprehensive market
ing and product improvement approach are almost certain to be left
behind in the increasingly competitive world of economic development.

Sources of Information

Sources of further information listed in the bibliography are Marketing
Cities in the 1980s and Beyond by John'T. Bailey, Marketing Strategtes for
Local Economic Development, published by the Council for Urban Eco
nomic Development, Marketir? Your Community by Jeffrey P. Davidson,
“Economic Development. A Marketing Approach” by Phillip D. Phillips,
and Marketing for Communities by Toni F. Schlcgel.
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Exhibit 18

117

Sample Community Data Brechure

[T

A Community
Profile
1988-1989

e ——————

ILLINOIS
POWER

Economie Development Department

O TTADLLNON |
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MONTICELLO, iLLINOIS

HIGHWAY DISTANCE TO:

CHICAGO 154 251 ST. LOUIS 139 226
DETROIT 3% 626 INDIANAPOLIS 134 243
POPULATION
1960 1970 1980 1890 (est.)*
CITY 3,219 4,130 4,753 —_
COUNTY (Piatt) 14,960 15,496 16,581 17,031
SMSA NIA N/A NIA NIA

Source: *lihnois Population Trends, Hlinois Bureau of the Budget; July 1987

ENVIRONMENT

JAN APR JUL OCT  ANNUAL
MEAN TEMPERATURE (°F) 247 23 752 553 51.8
PRECIPITATION NORMALS (in.) 1.99 4.28 4.38 2.52 38.25
PREVAILING WIND West-Southwest/9.8 MPH

AIR QUALITY MAJOR POLLUTANT CLASSIFICATIONS
TOWNSHIP TSP NO, co S0, 0,
Piatt County A A A A PiJ

P — Primary Standard Exceeded PiU — Primary Standard Unclassifiable

S — Secondary Standard Exceeded S/U — Secondary Stand. Unclassifiable

A—Attainment

Source. Geographic Designations of Attainment Status of Criteria Pollutants,
Hihinois EPA, April 1988
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GOVERNMENT
FORM
POLICE PROTECTION
FIRE PROTECTION

ZONING

' ODES

TAXATION

Township (Monticello)
(#1184
COUNTY
SCHOOL
ALL OTHERS
TOTAL

EQUALIZER

BASIS OF ASSESSMENT

FIRE INSURANCE RATING

PLANNING COMMISSIONS
City — Monticello Planning Commission
County — Piatt County Planning Commission, Local

Mayor/Council

City -8 County - 10
Fulitime - 0 Volunteer - 20
Class #7

City — Monticello Planning Commission zoning ordinance in effect
County— Piatt County zoning ordinance in effect

BOCA, National Electric Code and State Plumbing Code

1985
3257
1813
7797

23314
5534

41715

1.0236

Real estate property 1s assessed at 33-1/3% of fair market value,
and the tax rate is appled to each $100 of assessed valuation.

1986 1987
2746 1795
1755 <1652
7918 1718
2.2736 2.7355
.5399 1664
4.0554 40184
1.0425 1.0452
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WATER TREATMENT

OPERATOR City of Monticello
SOURCE 4 Wells
MAXIMUM PUMPING CAPACITY 1,500,000 GPD
MAXIMUM TREATMENT CAPACITY 1,500,000 GPD
AVERAGE DAILY DEMAND 750,000 GPD
PEAK DAILY DEMAND 1,000,000 GPD
RESERVE TREATMENT CAPACITY"* 500,000 GPD

*Reserve Treatment Capacity = Maximum Treatment Capacity Less Peak Daily Demand

SEWAGE TREATMENT
OPERATOR City of Monticello
TREATMENT PROCESS Trickling Filter &
Activated Sludge
' PLANT DESIGN CAPACITY 1,000,000 GPD
AVERAGE DAILY DEMAND 600,000 GPD
RESERVE TREATMENT CAPACITY* 400,000 GPD

*Reserve Treatment Capacity = Plant Design Capacity Less Average Dally Demand

SOLID WASTE DISPOSAL

General Refuse: City of Monticello; EPA permitted

ELECTRICITY

Illinois Power Company

NATURAL GAS

IMnois Power Company *

TELEPHONE

General Telephone Company

ERIC 153
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EDUCATION
NUMBER OF NUMBER STUDENT/TEACHER
SCHOOLS ~ ENROLLED ~ RATIO
ELEMENTARY (K-8) 2 942 14.91
SECONDARY (9-12) 1 463 12.61
PRIVATE/ PAROCHIAL 1 41 /8.6[1
VOCATIONAL NUMBER OF
NAME LOCATION PROGRAMS
Decatur Asea Vocational
Center Decatur (26 mi. SW) 25
Richtand Commumity College Decatur(22 mi. SW) 24
COLLEGES/UNIVERSITIES
NAME LOCATION DESCRIPTION
University of lihnois Champaign-Urbana (25 mi. NT) 4 yr. state funded
Milbkin University Decatur (27 mi. SW) 4 yi. private
Parkland Junior College Champaign (20 mi. NE} 2 yr. state funded
Richland Community College Decatur (22 mi. SW) 2 yt. state funded

FINANCIAL INSTITUTIONS

NUMBER
BANKS 2
SAVINGS ANDLOANS 2
HEALTH CARE
HOSPITALS 1 {23 bed capacity)
DOCTORS [
DENTISTS 3

O
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HIGHWAYS
ROUTE DISTANCE DIRECTION
Interstate 74 18 miles ortheast East/West
Interstate 72 2 miles North East/West
Intersiate 57 15 miles Northeast NorthiSouth
Wlinols 105 Local South
RAILROADS
COMPANY TRACK CLASSIFICATION DIRECTION
Norfolk & Western Secondary Maln Line North/South

INTERMODAL CARRIERS

(None readily accessible)

AIRPORTS
NAME/CITY DISTANCE ~ COMMERCIAL SERVICE
Monticello Alrport/Monticello 1 mile South None
Frasca Field/Urbana 25 miles Northeast None
U of | Wiltard AirportiChampaign 28 miles Northeast  Passenger & Freight
Decatur AirportiDecatur 33 miles Southwest  Passenger & Freight
WATERWAYS

(None readily accessible)

GENERAL COMMODITY MOTOR CARRIERS

Common Carriers — 30 Terminals — 0

Source: Amernican Motor Carner Directory - Spring. 1988

O
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CIVILIAN LABOR FORCE
EMPLOYMENT AND UNEMPLOYMENT
Piatt County Labor Market Area*
%
1983 1984 1985 1986 1987 CHANGE**
TOTAL CIVILIAN

LABOR FORCE 7,657 7509 7518 8250 8,100 5.8%
EMPLOYMENT 6,734 6841 6884 7450 7,400 99%
UNEMPLOYMENT 923 668 634 800 700 -24.2%
UNEMPLOYMENT

RATE 121% 89% 84% 95% 85% -29.8%

“Workers counted by place of residence
“*Compares 1987 to 1983
Source: llinois Department of Employment Security

NON-AGRICULTURAL WAGE & SALARY EMPLOYMENT

Piatt County Labor Market Arca®
%
1983 1984 1985 1986 1987 CHANGE®*

MANUFACTURING

Durable Goods Not Available
Non-durable Goods Sampling too small for
NON-MANUFACTURING statistical validity

PUBLIC SECTOR
TOTAL EMPLOYMENT

*Counted by place of work
°*Compares 1987 to 1983
Source llinois Department of Employment Security

ERIC
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MANUFACTURING WAGE RATES*

AVERAGE HOURLY WAGE RATES

OCCUPATION ENTRY RATE TOP RATE
Assembler - Electronics 8.60 9.50
Assembler - Production 8.60 9.50
Dritl or Punch Press 8.75 11.00
Janitor, Porter, Cleaner 8.55 9.50
Machinist 9.50 1025
Maintenance Mechanic 9.05 10.00
Sewing Machine Operator 3.00 5.00
Sheet Metal Worker 8.50 10.00
Too! & Die Maker 9.50 12.00
Warehouse Worker 8.45 10.00
Welder 9.05 11.00

*Wage rates do not include fringe benetits
Source. lilinois Dcpartment of Commmerce and Community Affairs, January, 1988
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MAJOR EMPLOYERS

PRODUCT/ DATE
FIRM SERVICE ESTAB.
Advanced Drainage Plastic tubing 1976
Systems, Inc
General Cable Company Communication cable 1955
Piatt County Service Aqua ammonia, 1947
Company petroleum, fertibzer,
L.P. gas
Ring Can Company Plastic containers 1986
Viobin Corporation Pharmaceuticals, 1935
wheat germ

EMPLOY-
MENT

30
490

35

30
60

UNION
None

IBEW

None

None

None
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Exhibit 19
Sample Site Description
SUNNYCREST SITE
(Urbana, lilinois)
- . 78 acres, unsubdwided
ACREAGE Price per acre: $36.000 for up to 30 ucres;
fully improved
OWNER Wilmar Outo
202 South Chestnut
Arcola, lllinois (217) 268-3051
ZONING Agriculture, Champaign County

(Annexable to City of Urbana and Enterprice Zone)

Only Samutary Sewer and Electricity currently malable to
Site:

NATURAL GAS « 6" main 40° from ste,

I Iliinois Power Co.
UTILITIES WATER - 10° main 2400° from site,

Northern 1llinois Water Co.

SANITARAY SEWER - 10" MAIN (n.w. CORNER)
Urbana/Champaign Sanitary Distnet

ELECTRICITY - 138 KV, Ilinois Power Co.

TELECOMMUNICATIONS - lllinois Bell Telcphone

Generally level, drainage to the southeasti not located in
TOPOGRAPIY the Flood Hazard Arca as defined by the National Flood
Insurance Program.

TAXE Avalable uponreguest
AXES Tax Number: 30-21-14-100-003

HIGHWAY - adjacent to U.S. 150, 1.6 pules from the
TRANSPORTATION U.S. 150174 Interchange

RAILROAD - Conrail
AIR - 9 miles from the U of 1 Willard Awrport

DATE  February 1959

ERIC . 159
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SUNNYCREST
(30-21-14-100-003)
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Exhibit 20
Sample Community Ads

Central I|lmo:s
Higher State of” Development

o &8 Uhat comprise Gpe of the
e(mnzcmmm dl\mﬂﬂcﬁ mmnifcdlmlca
in the US, have Jolned forces to prvide the
ussistance you siced for the development.
exjsinsion or reication of your busines<. I('s
one-stop bhopt)ln;, at fs castest. And all g takes
s a phiohe cal

. We're twe ity one

l counties strongand the
centerol cur nations
agrt business and heavs
equpment industnes.
B Youll ind one e rl
B watcr and interstate

B aceesabiiin soomd to

B none Combine s wath
A our ol laions and

B \ou'd be Joess g da
B oo foptene gindo
the Batiogg« pop-radi e

T eompanies that £l Contsd Iilinots o
e B de thie Lirpest sty s i coitijuith
e U S aswellas the Lirgest cnpiover in
Hhtois Bl diaded aping saan el g
] e talustries Conard ine s
G A s L tenate it sl e
esceen o] stolailnan for oor Laber tozaoed
e arit THAIONMD

to medical

from agricul h: usu)
;clcnccamlblo»lcchno!om’
Call or clip the conpon below fora detalled
Site Kit. complkele with a demographic sl
portrail of Ceniral Minols that includes
employient statisbiek educational and rescarch
facilitics transportation and unlitv data gnd
communit prohles

Central lilinois Corridar Council

Peerde anf wxilaon  we o Shew 8 4 S A
PernTn T
I ' )
|
l
]
|
|
|
|
L >
s
- Hlinois
X
Sont ayuuing - s ' .

Advertisement courtesy of Central Illinois Corridor Council, Savoy, lllinois.
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Williamsport, Pennsylvania

PR w0 wathly S0t e of ot 0 milbons poajit
Reacd thers casily By suterstale hixghwans B or 31«
Cath o any OF R Comimot froght Ganiers Song s
O Wath s Bl shtied Tooally trned Lt £
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Jochung o locath yout RO o A getaw T
feet worrie @hers Bt Bnntung and s g catl

f'eter Loedding, ALC.1".
Willamsport-Lycoming Chamber of Commerce
w 454 Pinc Strect
Williamsport, PA 17701
a c Tclcphotic : 1-800-358.990(
or717-326-1971 l

(above) Advertisement courtesy of ' !
Williamsport-Lycoming Cliamber of _124' New Industr.
hawe selected
3

Commeree, Williamsport, Pennsylva-
STOCKTON
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~tnee 1975
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(right) Advertisement courtesy of $JC
Economic Development Association,
Stockton, Canfornia.
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We can help your .

) A
business to expand, $1 ’ 655 / 686
‘ IN TANES
in: ' Doing business in the Calumet
@EEAT Region Enterprise Zone can pay
- for itself. Invest $2 million now
AMER 16 A " and save $1,655,686 over the
) ‘ ) . next ten years.

lAK: (0 N] L TORAMOEENFORMATION, CALL OR Wil
[ ROBERT M. PILAT
. U Y' HLINOIS i JONE ADMINISTRATOR
13014 PARK AVENUE
DOLEON ILLINOIS 66419
1310 1494000

Contact: Charles C. Isely I
Waukegan/Lake County

Chamber of Commerce CAUMLT REGION mmmm 2081

M oo et e oo

|

1

H N Rl B [N
414 N. Sheridan Road 1 Coe .
f (SR CAETR RTINS Y S R
Waukegan, I1 60085 -40645 o
g A s TNy T . Ao - . e, . o . p Sy S Ve~ o — ——— _—
|
' Z1ON, ILLINOIS
}
i "Wetve Planned For You, Come Grow With Zion™
1 Yool "y . I A B LY <
i T T . o
' M'.nuwez Ab eaant Woster Sowag and Paasr
| Iopiasad Tacatnal Pubs
.4 Productine 000ty Wk Borag
i wiSTONSIN ek o to Marbats UL cd Suppt as
; _ Iotv Tranor Poadg on
| o SWrr 5 i, TN
; ZicH R Aw ot hl;:‘x:ﬁ;‘ lyluf"‘: ‘xn N ; x‘dm St
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(above left) Advertisement courtesy of Waukegan/Lake County Chamber of Com-
merce, Waukegan, llinoss, (above nght) Advertisement courtesy of Calumet Region
Enterprise Zone, Dolton, lllinois, (below) Advertisement courtesy of City of Zion,
Community Development, Zion, lllinois.
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;
Here in the heartland we
teach our kids to ride
. *
bicycles instead of siibways
Come home to Central illinois o
' IR S L R TR t
f “~ ; o Md be sure lo asI;
about CILCO s stable energ) rates and our
new Incentive rates that could save your
-, . YRR company up to 504 on electric costs
. T [ PR .
' L _' , o) 'x ) (S I N N I I L AR e
‘»"'u ‘.“,':‘y H“' . ‘f N nllnn_—_
o ’ ' CentrallllinoisLight Company
Adventisement courtesy of Central [llinois Light Company, Peoria, Hlinos.
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NN o
thm\\ thx rules of the rce
m;um The Winner to sttt Last
and tineh abtad.”

" In lowa, America’s best.

edut,ated work force gives your

’kusmw. the head start needed: -
©Jistaneetor vou. Re im ating or

-~ S oowin.
f«k\ Laets the pduéyr the
“pratian in ulm wion. e track
record shoaws we
araduate te ah X
percent piore hth
¥ school students
th.m the natonat
o, and negrhy -
‘h pereent (ﬁnr .
« hools outrank
t}u mnumi
y m\.‘dﬁm achieve-

Lot S ores.

JBoew :nJ rh W, WO T uluak nearly
33,000 students each year with
! \\ldn Jiverany o dcgm\ frony

Jowad coleges and univeritees.

Businesy runs better with
bright workers. From start to
fiash, our people will go the

expinding, you're on the rwht
lruk with ln\m E '
. For your hcad
* “start, call the Towa
Departmcm of -
*Economic Devel-
] opmt.m Iodav. '

vchué. Suitc-’
159, Des Maines,
l(m 1 50309 '

Advestisment courtesy of lowa Department of Economic Development, Des Moines,

lowa.
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Annotated Bibliography

Information is the basis for a successful community ec .nomic develop-
ment program, and an incredible array of information is available at
modest or no cost to an economic development agency even though 1
has a small budget. The following bibliography lists a variety of high
quality publications and provides a brief description of the contents of
cach. You may wish 1o acquire some or all of these to create your own
development library, oryou may use your local or regional public library,
which should have most of these publications and may order others. This
bibliography also indicates periodicals, reference materials, and mem-
bership organi_ations of particular interest to economic developers.
Through these sources you cantap into the flow of information and ideas
in the field and keep yourself continuously updated.

Books and Articles

American Association of State Colleges and Universities and SRI Interna-
tional. 1986. Higher Education Economic Development Connection. The
Emerging Roles for Public Colleges and Universities in a Changing
Economy. Washington, D.C.: American Association of State Colleges and
Universities and SRI International. xi + 81 pp.
Describes economic development activities that various types of
higher education institutions, ranging from community colleges to
research universities, can be involved in. Designed for a higher
education audience, but provides a good shopping list of assistance
activities for communities.

American Economic Development Council. 1984. Economic Develop-
ment Today, A Report to the Profession. Schiller Park, Ill.:;, American
Economic Development Council. 48 pp.
Discusses the current sjtuation of the economic development pro-
fession, trends influencing economic development, the impact of
technology, education, and financing on the economic developer,
and professional opportunities for developers. Though a few years
old, this is still a very good introduction to many aspects of the field.

American Economic Development Council Educational Foundation.
1986. Readings in Economic Development, Vol. I. Schiller Park, IIl.:
American Economic Development Council. iv + 289 pp.
A selection of articles from the Economic Development Review cov-
ering concepts, strategics, organization, financing, marketing, and
other aspects of economic development practice.
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American Economic Development Council Educational Foundation.
1988. Readings in Economic Development, Vol. II. Schiller Park, Il
American Economic Development Council. 216 pp.
A selection of articles from the Economic Development Review cov-
enng strategic planning, financing, labor force, targeting, preparation
of visual materials, retention programs, new business creation,
marketing, and other aspects of economic development practice.

American Economic Development Council and The Fantus Company.
1988. Guudelines for Establishing an Economic Development Organiza-
tion. Schiller Park, 1ll.. American Economic Development Council. v + 66
pp-
Discusses issues involved in creating a new economic development
group, including organizational structure, types of functions the
agency may perform, budge¥, and funding. Also presents case studies
and results of surveys of development organizations.

Amerean Economic Development Council Educational Foundation and

Arthur L. Litile. Inc. 1987. Technology Application. The Role of the Eco-

numic Developer in Improving the Compelitiveness of Existing Industry

Schiller Park, Ill.. American Economic Development Council. 53 pp.
Reviews the efforts of local economic development agencies to use
technology development, transfer, and application as means lo
support the viability and growth of existing local industries. Provides
case studies and an annotated bibliography.

Ayres, Janet, et al. 1989. Take Charge. Economic Development in Small
Communities. Ames, lowa. North Central Regional Center for Rural
Development.
work sheets, checklists and exercises for assessment of community
economic base and strengths and weaknesses.

Bailey, John T. 1989. Marketing Cities in the 1980s and Beyond. New
Patterns, New Pressures, New Promise. Schiller Park, Ill.. American Eco-
nomic Development Council. ii + 57 pp.
Describes the roles of defining marketing objectives, targeting,
marketing mix, and the growing relationship of marketing and
tradiional economic development functions to broader community
development programs. Presents numerous case cxamples and
summary data on economic development marketing.

Bartsch, Charles S., and Andrew S. Kessler. 1989. Revitalizing Small Town
Amenca. State and Federal Initiatives for Economic Development.
Washington, D.C.. Northeast-Midwest Institute Cent.: for Regional Policy.
v + 314 pp.
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An excellcnt summary with examples of state programs 5 assist
business financing, new business development and support of
existing businesses. Describes federal programs, including the Farm-
ers Home Administration, Department of Housing and Urban Devel-
opment, Department of Commerce, Small Business Administration,
Department of Transportation, and Department of Labor. Also
describes available tax incentives.

Bessire, Howard D. 1981. A Handbook for the Eighties. Industrial Devel-
opment. El Paso, Tex.: Hill Printing Company. x + 492 pp.
An excellent and complete guide to traditional industrial develop-
ment by a seasoned developer. Includes discussions of establishing
development programs, preparing the community for development,
prospect development techniques, industrial site planning and de-
velopment, and financing economic development programs.

Blakely, Edward J. 1989. Planning Local Economic Development. Theory

and Practice. Newbury Park, Calif.: Sage Publications. 307 pp.
Extensive review of community economic development programs
and policies, including national and local trends, planning and
analytical techniques, strategy development, community governmental
programs, human resource development, and assessment of the
viability of individual projects.

Browning, William O. 1983. Economic Development. Retention and Ex-

pansion. Indianapolis, Ind.. American Chamber of Commerce Executives.

32 pp. -
An excellent though somewhat older guide to the techniques of
business retention.

Conway, McKinley, and Linda L. Liston. 1987. Facility Planning Tech-

nology. Norcross, Ga.: Conway Data, Inc. viii + 935 pp.
A massive collection of more than 200 articles reprinted from
Industrial Development and Site Selection Handbook. Five major
sections cover corporate asset management and strategies, property
administration and real estate management, location analysis and site
selection, facility design technology, and telecommunications and
office development.

Corporation for Enterprise Development. Issued annually. Making the
Grade: The Development Report Card for the States. Washington, D.C.:
Corporation for Enterprise Development.
A radically different alternative to the traditional “business climate”
indices issued by the Grant-Thornton accounting firm. Divides
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business climate into four separate areas: economic performance,
business vitality, capacity for growth, and state development policy.

Corporation for Enterprise Development. 1986. Taken for Granted. How
Grant-Thomton’s Business Climate Index Leads Astray. Washington, D.C..
Corporation for Enterprise Development.
Provides a thorough critique of both the assumptions and methodol-
ogy of the Grant-Thomton business climate study. Concludes that
Grant-Thomton's approach is outdated and simplistic and outlines a
better rationale and methodology for measuring business climate.

Council for Urban Economic Development. 1985. Creating New Jobs by
Creating New Businesses. Washington, D.C.: National Council for Urban
Economic Development. viii + 71 pp.
A how-to oriented guide to operation of new business incubators,
including assessment of feasibility, sources of financing, provision of
services, staffing, and management. Also discusses results that can be
expected from an incubator and presents case studies.

Council for Urban Economic Development. 1986. Marketing Strategies
Jor Local Economic Development. Washington, D.C.. Council for Urban
Economic Development. 42 pp.
Presents the elements of a marketing plan, marketing mix, and
marketing tools and presents several examples of successful market-
ing programs.
Council for Urban Economic Development. 1987. Developing Strategies
for Economic Stability and Growth. Washington, D.C.. Nationa! Council
for Urban Economic Development. 62 pp.
Presents ideas on how a community can improve its competitive
position. Includes discussions on evaluating business climate and
commur.ity potential for capital investment as well as targeting
developmet efforts. Also presents case studies of larger communi-
ties.

Council for Urban Economic Development. 1987. Entreprencurial De-
velopment. Formalizing the Process. Washington, D.C.: Council for Ur-
ban Economic Development. 39 pp.
Presents the rationale and methodologies for providing human
resource, technical, physical space, and financial assistance to start-
up companies by establishing an entrepreneurship development
corporation.

Darling, David L. Steps to a Successful Town Meeting (1984), Under-
standing Your Community’s Economy (1987), Setting Commua..t; Eco-
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nomic Goals (1988), and Strategies for Economic Development (1988)
Kansas State University Cooperative Extension Service. 4 pp. each.
A series of short discussions of key economic development topics
suitable for distributing to development volunteers.

Davidson, Jeffrey P. 1986. Marketing Your Community. Washington, D.C..
Public Technology, Inc. xii + 81 pp.
A discussion of general communily marketing with an emphasis on
cconomic development. Describes development of marketing plans,
marketing strategies (including a chapter on low-cost strategies}, and
pitfalls to avoid. Case studies and bibliography included.

Evans, Robert H. 1986. The Practical Approach to Industrial Develup-
ment. Jonesboro, Ga.: Pacesetter Publications. 100 pp.
A seasoned economic development professional from a small Georgid
communily presents his experience and observations on the practice
of industrial attraction.

Gildner, Judith, ed. 19€6. Retention and Expansion. Business Visiation

Programs. 6 pp, and 1987, Retention & Expansion. Success Stories, S pp.

Ames, lowa. North Central Regional Center for Rural Development.
Describes techniques of organizing a retention and expansion
visitation program and the short- and long-term benefits of such a
program.

Grant-Thornton. Issued annually. Annual Study of the General Manu-

Jacturing Climates of the Forty-Eight Contiguous States of America. Chi-

cago, Ill.: Grant-Thornton.
The most watched and most criticized of the business climate
measurers, this index, though recently revised, still emphasizes
traditional least-cost locations (and especially low taxes) over high
quality of education and infrastructure. (Sec Corporation for Enter-
prise Development for an alternative approach.)

Harding, Ford, and Phillip Phillips. 1983, April. “Bull's-Eye! How to

Target the Right Industry for Your Community.” Planning, pp. 18-19.
A review of the why and how of developing a targeted program for
business expansion and community marketing.

Honadle, Beth Walter. 1986. An Annotated List of Organizations Con-
tributing to Rural Economic Development. Washington, D.C.: US. De-
partment of Agriculture Extension Service. 10 pp.
Includes federal agencies, public interest groups, professional asso-
ciations, and private financing corporations.
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Hustedde, Ron, Ron Shaffer, and Glen Pulver. 1984. Community Eco-
nomic Analysis. A How To Manual. North Central Regional Center for
Rural Development. 84 pp.
Introduces the technical tools used in community development
analysis, including employment multipliers, location quotients, and
shift/share analysis and shows how they are calculated.

lllinois Department of Commerce and Community Affairs. 1986. The
Commumty Industnal Preparedness Manual. Springfield, 1ll.. Illinois
Department of Commerce and Community Affairs Bureau of Marketing.
97 pp. i
This easy-to-understand manual introduces the reader to community
development. The information is gencral and applics to almost any
size community. Sample forms and questionnaires are included.

Kane, Matt and Peggy Sand. 1988. Economic Development. What Works
al the Local Level. Washington, D.C.: National League of Citics. iv + 228
pp.
Presents techmques of effective development organization, assistance
to existing businesses, new business creation, downtown develop-
ment, neighborhood development, and growth management through
six-page vignettes describing successful programs. Includes program
contacts.

Keller, Barbara S. 1990, Spring. “Using Strategic Planning in Economic
Development.” Economic Development Review, 8(2):20-24.
Decfines strategic planning and its importance to economic devel-
opment. Also provides a step-by-step description of the strategic
planning process.

Kolzow, David R. 1988. Strategic Planning for Economic Development.

Schiller, Park, 1ll.. American Economic Development Council. 61 pp.
An excellent review of strategic planning for community economic
development, inciuding a step-by-step description of how to initiate,
implement, and evaluate a strategic plan. Works from a goals,
objectives, and strategies framework.

Kotler, Philip. 1984. Marketing Management. Analysis, Planning, and
Control. Englewood Cliffs, N.J.: Prentice Hall. xxi + 794 pp.
The standard textbook on marketing, provides a good discussion of
marketing tools and techniques with numerous examples from the
corporate world. Provides an cffective basis for understanding the
more specialized world of economic development marketing.

Malecki, Edward J. 1988, February. “New Firm Startups: Key to Rural
Growth.” Rural Development Perspectives, 4(2):18-22.
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Emphasizes the importance of entrepreneurship and new business
start-ups over business attraction for small communities and rural
areas.

Moriarty, Barry M. 1980. Industrial Location and Community Develop-
menit. Chapel Hill, N.C.: University of North Carolina Press. 381 pp.

National Academy of Engineering. 1988. The Technological D. .iensions
of International Competitiveness. Washington, D.C.. National Academy
of Engineering. 79 pp.
A good background on the nature of the foreign challenge to U.S.
technology, the responses to it from federal and stite government
and schools, with a special section devoted to the importance of a
high quality labor force.

National Association of State Universities and Land Grant Colleges. 1989.
New Alliances for Rural Economic Development, Publication #56. Ames,
Iowa: Northeast Regional Center for Rural Development.
Addresses the role that land grant universities and state colleges can
play in rural economic development. Useful as a source of ideas on
assistance that communities can seek from colleges and universities.

National Association of Towns and Townships. No date. Harvesting
Hometown Jobs. A Guide to Small-Town Economic Development. Wash-
ington, D.C.: National Association of Towns and Townships. 36 pp.
A guidebook for elected community officials in small communities
and rural areas. Emphasizes how community leaders can organize
for economic development through community assessment, working
with existing businesses, and recruiting new basic employers. Pro-
vides case studies; an accompanying video is also available.

National Association of Towns and Townships National Center for Small
Communities. 1988. Growing Our Own Jobs. A Small Toun Guide 10
Creating Jobs Through Agricultural Diversification. Washington, D.C..
National Association of Towns and Townships. 54 pp.
Describes development .trategies based on divers:fying agricultural
production, value-added agricultural processing, tourism, and local
crafts.

National Governors’ Association. 1987. Jobs, Growth & Competitiveness:
Productive People, Productive Policies. Washington, D.C.: National
Governors’ Association. xi + 85 pp.
A summary of the importance of a productive work force for making
the United S.ates compelitive in the emerging world economy
Includes numerous examples of state and local initiatives for a higher
quality work force and economic development.
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Nauonal Rural Electric Cooperative Association. No date. Strengthening

the Rural Economy. America's Rural Electric Systems at Work. Wash-

ington, D.C.: National Rural Electric Cooperative Association. 73 pp.
Describes the role of rural electric cooperatives in strengthening and
diversifying ruai economies, with examples of current programs.

North Central Regional Center for Rural Development. 1987. Economic
Development for Rural Revitalization. A Handbook. Ames, Iowa. North
Central Regional Center for Rural Development. 40 pp.
Defines critical factors affecting the current rural economy and
options building community development strategies. Also presents
case studies and an annotated bibliography of community develop-
ment resources.

North Central Regional Center for Rural Development. 1988. Community
Economic Vitality. Major Trends and Selected Issues. Ames, lowa. North
Central Regional Center for Rural Development. xii + 82 pp.
A collection of short pieces by various authors, the most useful deal
with the link between rural economic developn.znt and agriculture,
rural industrialization, rural service businesses, and rural areas as
residences for retirees.

North Dakota State University Cooperative Extension Service. 1987,

August. Do-It-Yourself Development. Clues to Rural Survival. Fargo, N.D..

North Dakota State University Cooperative Extension Service. 3 pp.
Outlines characteristics that distinguish rural communities that have
had successful economic development efforts and have experienced
population growth versus those that have not.

Phillips, Phillip D. 1988, Spring. “Economic Development. A Marketing
Approach.” Economic Development Review, 6(2): 16-19.
Presents an integrated approach to economic development based or.
marketing concepts, including product (community asset and liabil-
ity) analysis, development of a marketing strategy, product (com-
munity) improvement, and program implementation and evaluation.

Public Technology, Inc. 1986. Marketing Your Community. Washington,
D.C.: Public Technology, Inc. xiii + 81 pp.
Describes marketing program elements for business retention and
attraction, including use of themes, public relations, and speakers’
bureaus. Presents several in-depth case studies.

Public Technology, Inc. No date. Strategies for Cities and Counties. A

Strategic Planning Guide. Washington, D.C.. Public Technology, Inc. xiii
+76 pp.
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A primer for the community or regional development organization
considering a strategic planning effort. Describes the benefits and
costs of strategic planning, techniques of organizing for conscensus
building, and presents an eight-step method for preparing a strategic
plan. Numecrous rezl world rxamples arc presented.

Pulver, Glen C. 1986. Commun..y Econom:c Development Strategics.
Madison, Wis.: University of Wisconsin Cooperative Extension Service.
17 pp.
An introductory description of structural changes in the U.S. economy
that are influencing rural areas and five basic strategies for commu-
nity economic development.

Reynolds, Paul. 1989, Summer. “New Firms: Enhancing Their Growth.”
Economic Development Commentary, 13(2): 4-11.
Describes the steps that a community can take to facilitate the
establishment and success of new firms.

Schmenner, Roger W. 1982. Making Business Location Decisions.
Englewood Cliffs, N. J.: Prentice-Hall. xv + 268 pp.
A good, readable introduction to the factors that influence and
control corporate site selection decisions, the role of incentives in the
site selection decision, examples of the site sclection process by
Fortune 500 companies, and plant closings.

Schlegel, Toni F. 1988. Marketing for Communities. Madison, Wis.. Uni-

versity of Wisconsin Extension Cooperative Extension Service. 54 pp.
An extensive annotated bibliography on marketing, market research,
and targeting for economic development organizations.

Smith, David M. 1981. Industrial Location. An Economi. Geographical
Analysis (2nd cdition). New York: John Wiley. 492 pp.
A standard university-level textbook in the ficld of industrial location,
provides a theore'™ al background for understanding corporate site
selection and some practical examples. Not easy reading.

Swager, Ronald ). 1987. A Bibliography of Recent Literature in Economic
Development. Schiller Park, 1ll.. American Economic Development Coun-
cil. ii + 37 pp.
An eclectic bibliography of sources on general economic develop-
ment, information sources, financing, community preparedness and
promotion, and economic development agency management, with
cross-index by key words and authors.

Thomas, Margaret G. 1988. Profiles in Rural "conomic Development. A
Guidebook of Selected Successful Rural Area Initiatives. Karsas City, Mo..
Midwest Research Institute. 142 pp.
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Provides profiles of more than 69 successful rural economic develop-
ment initiatives in sinall towns and rural areas throughout the United
States. Each two-page profile describes the initiative, its funding
sources and benefits, and provides a local contact person. Also
includes a list of guidelines derived from these successful develop-
ment programs.

Thomas, Margaret G. 1990. Rural Economic Development. A Resource
File of Selected Technical Assistance Providers. Kansas City, Mo.. Midwest
Research Institute. 250 pp.
Provides program descriptions and contact information for technical
assistance sources responding to a survey of the states conducted by
the Midwest Research Institute.

U.S. Department of Agriculture, Economic Research Service. 1987. Rural
Development in we 1980s. Prospects for the Future (RDDR-69). Wash-
ington, D.C.: U.S. Government Printing Office. 395 pp.
Presents the findings of a major study of economic conditions in rural
Amecrica and alternative policy strategies for addressing rural prob-
lems.

U.S. Department of Labor and Education. 1988. Bottom Line. Basic Skulls
in the Workplace. Washington, D.C.. U.S. Department of Labor Office of
Public Information. 50 pp.
Focuses on labor force quality issues, including workplace literacy
and how to identify skill need. Provides practical guidance on how
employees can set up a basic skill program.

C.S. Small Business Administration. 1988. Working Together. A Guide tv
Federal and State Resources for Rural Development. Washington, D.C..
U.S. Small Business Administration. 207 pp.
Catalogues hundreds of programs available from state and federal
agencies, with contact addresses and phone numbers. Includes
finance, information, marketing, technology, and work force pro-
grams.

Wagner, Kenncth C. 1978. Economic Levelopment Manual. Jackson. Miss..
University Press of Mississippi. vi + 158 pp.
A dleverly presented and conversational discussion of economic
development, including not only traditional topics such as sites and
handling prospects, but also such important but rarely discussed
topics as the local political aspects of development programs.

Webber, Michael J. 1984. Industrial Location. Beverly 1lills, Calif.. Sage
Publications. 95 pp.
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A brief, and to the extent possible, readable and nontechnical
introduction to formal industrial iocation theory, which is based on
the concept of a firm secking a least-cost location.

Wisconsin Economic Development Association, Inc., and Wisconsin

Department of Development. 1988. Wisconsin Community Preparedness

Manual. Madison, Wis.. Wisconsin Depzrtment of Development. 35 pp.
An easy-to-read introduction to economic development with several
checklists for sites, buildings, and community profiles. Describes the
steps, activities, and documentation needed for community planning
and development.

Wisconsin, University of, Division of Cooperative Extension. 1986.
Revitalizing Rural America. Madison, Wis.. University of Wisconsin
Extension. 28 pp.
Discusses perspectives on a changing world economy, changes in
rural America, and the response of cooperative extension tc the
challenges that these present.

Pericdicals

American Demographics. 127 West State Street, Ithaca, NY 14850 (Tel. 1-
800-828-1133).
Good source of nontechnical articles on major demographic trends
aifecting marketing and labor supply (r.onthly).

“Area Development. Sites and Facility Planning. Halcyon Business Pub-

lications, 400 Post Avenue, Westbury, NY 11590 (Tel, 1-800-735-2752).
Controlled circulation publication targeted to corporate executives
with influence on site selection decisions. Contains short, casy-to-
read articles on various site selection-related topics (monthly).

Business Facilities. 121 Monmouth Street, Red Bank, NJ 07701 CTel. 1-
800-524-0337).
Controlled c=culation publication targeted to corporate executives
with influence on site selection decisions. Contains short, easy-to-
read articles on various site selection-related topics. Also publishes
annual Site Seekers Guide listing economic development organiza-
tions (monthly).

Economic Developments. Council for Urban Economic Development,
1730 K Street NW, Washington, DC 20006 (Tel. 202-223-4735).
Eight-page newsletter directed to economic development profes-

sionals. Includes news items, publication reviews, and job notices
(twice monthly).
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Economic Development Quarterly. The Journal of American Economic
Revitalization. Sage Publications Lid., 211 West Hillcrest Drive, Newbury
Park, CA 91360.
Bills itself as “A joumnal designed to bridge the gap between
practitioners, academics, and informed citizens in the field of
economic development.” Comments, research resuits, and reviews
(quarterly).

Economic Development Review. American Economic Development
Council, 4849 North Scott Street, Schiller Park, IL 60176 (Tel. 708-671-
5646).
Specializes in short, readable articles designed to provide informa-
tion and advice to economic development p. wtitioners (quarterly).

Expansion. Suite 800, 514 Tenth Street, NW, Washington, DC 20004 Crel.
202-347-1384).
Controlled circulation publication targeted to corporate executives
with influence on site selection decisions. Contains short, casy-to-
read articles on various site selection-related topics (bimonthly).

Industrial Development and Site Selection. Conway Data, 40 Technology
Park, Atlanta, GA 30092-0990 CTel. 1-800-554-5686).
Targeted to corporaic exccutives with influence on site sclection
decisions. Contains short, casy-to-readarticles on various site selection-
related topics (monthly).

NBIA Review. National Business Incubation Association, One President
Street, Athens, OH 45701 (Tel. 614-593-4331).
News of interc:t to those operating or considering the establishment
of a new business incubator (quarterly).

Planning. American Planning Associat:on, 1313 East 60th Street, Chicago,
IL 60637.
Short, nontechnical articles on a wide varicty of planning-related
topics, including economic development.

Plant Sites and Parks. Plant Sites and Parks, Inc., 10240 West Sample
Road, Coral Springs, FL 33265 (Tel. 305-753-2660).
Controlled circulation publication targeted to corporate executives
with influence on site selection decisions. Contains short, casy-to-
read articles on various site selection-related topics (monthly).
Rural Development Perspectives. Published by the U.S. Department of
Agriculture Economics Research Service, 1301 New York Avenue, NW,
Washington, DC 20005 (Tel. 202-786-1530).
Presentations by recognized experts on a wide variety of rural
development-related topics.
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Site Selection Handbook. Conway Data, 40 Technology Park, Atlanta, GA
30092.
Controlled circulation publication targeted to corporate exccutives
with influence on site selection decisions. Contains short, easy-lo-
read articles on va- 9us site selection-related topics (bimonthly).

General Corporate References

These data sources are often relatively expensive because of the cost
of updating them to keep them timely. They are favorites of business
investoss, however, and should be available at any medium-sized or
large public library.

Dun and Bradstreet and Dun's Marketing Services, Parsippany N J.
Provide a variety of valuable reference sources, including The Milliun
Dollar Directory (annual), which glves data on officers, products,
and finances of all public companies with more than $1 million in
annual sales; and America’s “rrporate Familics. The Btllion Dollar
Directory(annual), which pr- s information on corporatc owner-
ship.

Encyclopedia of Associations, Gale Research, Detroit, Mich.

Every industry has its trade association, and these trade associations
are a treasury of information, ranging from directories of members to
industry magazines to current data. All of these are described in the
Encyclopedia of Associations, along with addresses, telephone
numbers, and a good cross-reference system to find what you want.,

Moody's Investor Services, New York.
Provides many services similar to Dun and Bradstreet, including
Moody's Industrial Manual(annual), which provides information on
domestic companies, and Moody's International Manual (annual), a
good source of information about foreign companics.

Predicasts Forecasts, Predicasts, Inc., Cleveland, Ohio.
Provides a compilation of growth forecasts from various sources for
cvery conceivable industry. A valuable tool in targeting and reten-
tion.

Standard and Poor's, New York.

Provides a varicty of corporate data services, including Industry
Surveys and Standard Corporate Descriptions.
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Government Publications

Government publications are invaluable and inexpensive sources of
information about your community and about various types of industries
you are trying to retain or attract. All of the documents listed below are
available from the U.S. Government Printing Office, Washington, D.C.
20402 (T 1. 202-783-3238), and shuuld be available at your local public
library.

Census of Manufacturers. U.S. Department of Commerce, Bureau of the
Census. .
A wealth of information on production, location, employment,
finances, matgrials consumed, and other critical data. Taken every 5
years in years'ending in 2 and 7.

Census of Populatit\)‘n‘ and Housing. U.S. Department of Commerce, Bu-
reau of the Census.
The basic reference on the distributicn, growth, social and economic
characteristics, and housing characteristics, of America’s population.
Data for geographic areas ranging from city blocks to the entire
United States.

Census of Retail Trade. U S. Department of Commerce, Burcau of the
Census. -
Data on retail sales and the number of business establishments down
to the county .cvel and larger cities. Taken every 5 years in years
ending in 2 and 7.

Census of Service Industries. U.S. Department of Commerce, Bureau of
the Census.
Data on the most rapidly growing sector of the economy by industry
and geographic arca. Taken every 5 years in years ending in 2 and
4

Census of Wholesale Trade. U.S. Department of Commerce, Bureau of the
Census.
Data by industry and arca. Taken every 5 years in years ending in 2
and 7.

County and City Data Book. U.S. Department of Commerce, Bureau of
the Census.
An invaluable desk reference for hundreds of items of social and
economic information for all counties and larger communities in the
United States; issued annually.

County Business J-atterns. U.S. Department £ Commerce, Burcau of the
Census.
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Not as well known as it should be, this data series gives information
on employment by major business sectors for all counties in the
United States and for all communities of more than 2,500 population.
Especially valuable because it is issued annually with a relatively
short time lag from data collection to publication.

Monthly Labor Review. U.S. Depantment of Commerce, Bureau of Labor
Statistics.
The most up-to-date information on wages, hours worked, and other
key indicators by industry and for states and major metropolitan
areas; issued monthly.

Standard Industrial Classification Manual. C.S. Office f Management
and Budget.
Lists and defines all of the several hundred Standard Industrial
Classification (SIC) codes, which are used by the federal government
to collect data for various industries. These classifications are also
essential to understand virtually all private data gathering sources
which use the SIC codes as well.

Statistical Abstract of the United States. U.S. Department of Commerce,
Bureau of the Census.
National and often state and multistate regional data on thousands of
topics. An invaluable desh reference of comparison and historical
trend data; issued annually.

U.S. Industrial Outlook. U.S. Department of Commerce International
Trade Administration.
An invaluable reference of historical and current data and future
outlook for more than 350 classifications of busincsses. Includes
statistical tables, graphs, information sources, and contacts for each
industry. A must both for targeting and background on existing
businesses; issued annually.

Development Organizations

American Economic Development Courcil, 4849 North Scott Street,

Schiller Park, IL 60176 (Tel. 312-671-5646).
A membership organization of more than 1,200 economic develop-
ment professionals. Publishes a quarterly magazine (Economic De-
velopment Review), books and pamphiets on topics of special interest
to economic developers, and a newsletter. Also sponsors an annual
meeting and meetings a.id seminars on various development-related
topics. Certifies one-week Basic Economic Development courses in
many states.
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Council for Urban Economic Development (CUED), 1730 K Street, NW/,
Washington, DC (Tel. 202-223-4735).
Specialists in public sector economic development efforts. Publishes
a twice-monthly newsletter (Economic Developmenis) and mono-
graphs and pampbhlets on various subjects. Sponsors various confer-
ences on topics of interest to community economic developers.

Council of State Governments, P.O. Box 11910, Lexing’ on, KY 40578
(Tel. 606-252-2291).
Provides data and policy information for elected state government
officials and agencies. Some publications deal v/ith economic devel-
opment.

Economic Development Institute, 1700 Asp Avenue, Norman, OK 73037
(Tel. 405-325-3891)
Three-year series of development training seminars held each August
at the University of Oklahoma and in Indianapolis, Indiana, and
leading to designation as a Certified Economic Developer. Contact
June M. Wilmot, Director, Economic Development Institute.

Economic Research Service Agriculture and Rural Economics Div.sion
(U.S. Department of Agriculture), 1301 New York Avenue NW, Washing-
ton, DC 20005-4788 (Tel. 202-786-1530).
Conducts research and publishes reports on rural business devel-
opment, financial markets, population, income and well-being, and
‘ labor markets.

National Association of Development Organizations, 400 North Capitol

Street NW, Suite 372, Washington, DC 20002 (Tel 202-624-7806).
Promotes economic development in rural areas and smaller com-
munities through cooperation among planning and development’
organizations, cities, educational institutions, and private business.
Publishes a weekly newsletter and holds regional training workshops
and an annual conference.

National Association of State Development Agencies, 444 Capitol Street
NW, Washington, DC 20001 (Tel. 202-624-5411).
A nonprofit membership organization that serves as a forum in which
directors of state development agencies can exchange informadtion
and serves as a liaison with the federal government. Sponsors
conferences and workshops and provides technical assistance and
research services.

National Association of Towns and Townships, 1522 K Street NW,
Washington, DC 20005. Contact Nancy Stark (Tel. 202-737-5200).
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A not-for-profit membership organization designed to promote
effective government for townships and small communities through
educarional services, analysis, and public policy recommendations.

National Business Incubator Association, One President Street, Athens,
OH 45701 (Tel. 614-593-4331)
Publishes directories, a quarterly magazine (NBIA Review), and
various informational pamphlets. Also sponsors a national annual
meeting and training institutes.

National Development Council, 211 East Fourth Street, Covington, ¥,
41011 (Tel. 606-291-0220).
Experts in economic development financing, including public sector
real estate development, pooled industrial revenue bonds, and loan
packaging. Sponsors training sessions on these topics.

National League of Cities, 1301 Pennsylvania Avenue NW, Washington,
DC 20004 (Tel. 202-626-3000).
A membership organization of larger and some smaller communities
that sceks to provide its members with timely information on a
variety of topics, including economic development.

North Central Regional Center for Rural Development, Iowa State
University, Ames, IA 50011 (Tel. 515-294-8322).
Provides information and produces many publications relevant to
rural economic development, especially in the Midwest.

Public Technology, Inc., 1301 Pennsylvania Avenue, NW, Washington,
DC 20004 (Tel. 202-626-2400).
A not-for-profit organization that conducts cooperative research,
development, and technology transfer programs. Serves as the
technical arm of the National League of Cities.

Small Business Administration Small Business Development Center

Program, 1441 L Street NW, Washington, DC 20416 (Tel. 202-653-6768).
Sponsors a variety of programs for small business, including SCORE
(Service Corps of Retired Executives). Operates the (SBDC) Small
Business Development Center program.

U.S. Department of Agriculture, Economics Research Service, 1301 New
York Avenue NW, Washington, DC 20005 (Tel. 202-786-1530).

US. Department of Agriculture Extension Service, National Program for
Economic Development, Room 3865 South Building, 14th and Indepen-
dence Avenue, Washington, DC 20250 (Tel. 202-447-7185).

U.S. Department of Commerce Economic Development Administration,
Division of Technical Assistance and Research, Room H7866, Herbert

Hoover Building, 14th and Constitution Avenue, NW, Washington, DC
20230 (Tel. 202-377-4085).
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