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WHAT IS IT? 

ITS A TOOL! 

• ATTRACT BUSINESS
• RETAIN BUSINESS

• EXPAND BUSINESS

• IMPROVE A COMMUNITY’S IMAGE
⚬ INSIDE COMMUNITY

⚬ OUTSIDE COMMUNITY

• LABOR
⚬ ATTRACT

⚬ RETAIN

Marketing is a tool to help economic development practitioners reach short and 

long term goals. 



TARGETS
BUSINESSES

• Traditional

⚬ Commerical

⚬ Manufacturing

• Expanded

⚬ Industry Clusters

￭ Bio, Paper, FaB

￭ Office/Retail

￭ Services

￭ R&D

RESIDENTS AND 

WORKERS• Citizens

• Workers

⚬ Trailing Spouses

⚬ Children/Families

• Local Leaders

OTHER COUNTRIES

• FDI

• Promoting Business Products/Services



WHAT IS YOUR

ROLE?
Every community is different! You may be asked 

to assist with all or none of the area. 

• Provide Information

• Lead the Team, spokesperson

⚬ Promote the community

⚬ Attract a business, assist an investor, or help an 

expansion

• Work with Consultants/Site Selectors

• Community Primary Marketer



ASSESSING THE 
ECONOMMIC BASE

Involve Local Business

• What do businesses like about the community?

• What do they need for business?

• Have local partners involved

⚬ Chambers
⚬ City/County/State
⚬ School District/Technical/University

Collect and Info and Data1. 2.

Having a base understanding of your community is CRUCIAL to an 

effect economic development strateg. 

Identify Competitive Advantages

This should be a discussion with all partners. • Clusters are concentrations of firms that are 

related through various business activities. 
Clusters can be linked vertically or horizontally.

Target Industries3. 4.

Identify Prospects5. Understand Your Market6.



ASSESSING THE 
ECONOMMIC BASE

Understand Your Market

• Location Factors

• Community Image
• Marketing, Retail & Services
• International Markets FDI

⚬ Create/Maintain Jobs
• Marketing Tools
• Market Messaging

• Marketing Techniques

• Important Information you should know

⚬ Workforce Demographics
⚬ Available Sites and Buildings
⚬ Housing Information

⚬ Partners Contact Information
￭ Real Estate
￭ Business Associations

￭ Education Partners

Information6. 7.

Having a base understanding of your community is CRUCIAL to an 

effect economic development strateg. 

Evaluating Results

• Benchmarks

⚬ What metric will show success?

6.



USING A MARKETING PLAN

A marketing plan provides a guide for all marketing activities
• The plan outlines a strategy to achieve goals

• Specific activities and timelines for those goals

• Resources (financial and human) to support the goals

• And how to evaluate the effectiveness of the activities.

A plan should include
• GOALS

• Objectives 

• Marketing

• Monitoring

• Evaluations

Marketing via Public-Private Partnership

• Private Sector

⚬ Businesses

⚬ Chambers

⚬ Utility Companies

⚬ Banks

⚬ Real Estate

⚬ Developers

⚬ Private Colleges

• Public Sector

⚬ Elected Officials

⚬ Local - City, Towns, Village, County

⚬ Public Universities/Technical Colleges



















THE USE OF FINANCIAL INDUCEMENTS 
AND CAUTIONS OF THEIR USE
Incentives to attract or retain business are usually achieved by 

lowering the firm’s cost of doing business.

• Low-Cost Financing

• Tax Abatements (not WI)
• Training Programs

• Low=Cost Utilities

• Turnkey Facility Plans
• Enterprise Zones

Role of economic development organizations with incentives

• Performance Measures and Monitoring Compliance
⚬ Performance-based criteria

￭ # of jobs

￭ Quality of jobs
￭ Minimum investment requirements

• Capital Investment

• Size of Space
￭ Reporting/Clawbacks 



BusinessAttraction
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Where Do Projects Come From?

20

Two Sources (FDI and Domestic)

1. Business Directly

2. Site/ Location Consultants

‒ CBRE, JLL, Cushman & Wakefield, Newmark

‒ EY, Deloitte, KPMG, Duff & Phelps, Grant Thornton, Baker Tilly

‒ Hickey & Associates, Atlas Insights, Caprio, Global Location 

Strategies



• Local business

• Out of the community business

Butletõsshift a minuteé



Consultant v Business Direct (2022)
Consultant SurveyCorporate Survey
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How to get RFPôsfrom Consultantôs
Develop relationships and become a trusted advisor

• Site Visits

• FAM (Familiarization Tours)

• Conferences

• State, Regional, Utility Partners
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Confidentiality
•Most projects require a Non-Disclosure Agreement (NDA)

•Absolutely, under no circumstance should you violate this

‒ Fastest way to lose a deal

‒Possible legal action

‒Consultants will likely never bring another project

24



Do we relocate or expand?

25



Process Timeline
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Site Selection Process
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You Get 5 days!

Typically, RFP’s have a 3-5 day response time

So have your information ready to go/ accessible and 

updated

RFP’s typically ask for quantitative data only, but feel free to 

provide additional narrative to help explain the numbers.

• Sometimes, the numbers don’t tell the whole story.

Try not to leave cells blank

Don’t say no. Present options on how you can get there28



Identify your ñAòTeam
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Make Friends, Attend WEDA 

Conferences!

30

• WEDC

• State Incentives, Statewide Industry numbers, high level contacts

• Regional EDO (M7, MadREP, New North, Prosperity SW, Grow North, Visions 

NW, 7 Rivers Alliance, Momentum West, Centergy

• Access to tools like EMSI and GIS

• County EDO

• Local EDO

• Utilities

• You will need to know site/ building energy capacity

• You will need to know water/wastewater capacity



Top Criteria in 2024 & 25 Domestic

Note: Every project is different, and these rankings change by project
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Available Labor & Cost
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Where will you find/ develop workers?
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Assess your talent situation
• Understand the root causes of the talent 

issues in your community

• Housing

• Availability and affordability

• Broadband

• Access to childcare

• Access to transportation

• Other?

• Be honest and discuss your strategies to 
overcome your obstacles and make the 
company feel confident in your efforts.
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Introduction to Electricity
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Introduction to Natural Gas
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Introduction to Water
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Introduction to Wastewater

38



Transportation
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Highway Accessibility
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Tax Landscape
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Additional Resources

42

• US Bureau of Labor Statistics, https://www.bls.gov/

• US Bureau of Economic Analysis, https://www.bea.gov/

• Stats America, http://www.statsamerica.org/

• Data USA, https://datausa.io/

• Sperling’s Best Places, https://www.bestplaces.net/

• Tax Foundation, https://taxfoundation.org/

• American Community Survey, https://www.census.gov/programs-

surveys/acs

• National Center for Education Statistics, https://nces.ed.gov/

https://www.bls.gov/
https://www.bea.gov/
http://www.statsamerica.org/
https://datausa.io/
https://www.bestplaces.net/
https://taxfoundation.org/
https://www.census.gov/programs-surveys/acs
https://www.census.gov/programs-surveys/acs
https://www.census.gov/programs-surveys/acs
https://nces.ed.gov/


Incentives and Exemptions

43

• Manufacturing property and sales tax exemptions

• Manufacturing and Ag. Tax Credit (Corporate Income 

Tax)

• Business Tax Credits (BTC) and Enterprise Zones 

(EZ’s)

• DOT TEA Grant

• Workforce Development Grants

• Tax Increment Financing



Site and Building Searches

44

NO SUCH THING AS A PERFECT SITE!

If you have a site that meets the key requirements (i.e. acreage, Square 

footage, location) submit it!



Site and Buildings
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Site Name Pla ttev ille In dustr ia l Park

Si te L oc a t io n (s tree t a d dre ss , i nte rse ct i on

or lo ca t io n coo rd inates)
County

Inc orp o rate d a rea (Y/N) YES / NO

I f in in c o rpo rate d are a,  n ame o f municipality

Pub l ic / Priv atel y Ow ned PUBLIC / PRIVATE

Ow ner(s)

Re al Estate Rep res enta tive
(c o nt ac t informatio n)

As ki ng Pri ce

Is si te lo ca ted in a n in du stria l park? YES / NO

Form er Use (s )

Ne igh bo ri ng Uses

To ta l Site Acreag e

Site Dimensions

Ad d it i o na l Ad j ac e nt Ac rea g e Avail able
(s pe c ify ac reage an d loc ation)

Ac rea g e w ith in fl oodp lain /flo odwa y

Cu rre nt Zon ing Desig nati on

Zon ing autho rity

Re stric tiv e c ov en ants YES / NO

Na me o f Ro a d Di re c t ly Se rvi ng Site

Nu mbe r lan e s o f ro ad d ire c tly se rv in g site

Ne a res t In ters tate o r L imi te d Ac ce s s Highwa y

Distance

Na me o f El ec tric Po we r Pro vi der

Di stanc e to substa tion ?

Su bsta t io n c apac it y (t o ta l / ava ilab le) 12.47KV

Di stanc e o f d ist r ibuti on li ne to site U tili tie s e x te n de d to site

Di str ibut io n voltage

Vo ltage o f tran smis sio n li ne se rv ing

substa tion

Di sta nc e to se c o n dary substation

Se c o n dary su bst ation c apac it y (to t a l /
ava ilab le)

Na me o f Na tura l G a s Pro vi der

Di stanc e to site U tili tie s e x te n de d to site

L ine siz e 8"

C urre n t Ope rati n g Pressure (psig) 42 psi

Na me o f Wa ter Pro vi der

L ine siz e

Di stanc e to site

W ate r tre atm e n t p la nt c apac it y (GPD)
(to ta l / ava ilab le)

Name o f Waste w ate r Pro vi der

L ine siz e

Di stanc e to site

Grav it y o r fo rc e main

W ast e w ate r tr e atm e n t p la nt capacity
(GP D) (to ta l / ava ilab le)

Te lec ommuni cat io n Pro vi der(s)

Di stanc e o f f ibe r to site

46

Buildings and Sites



Sites and Buildings Continued
Any environmental issues or restrictions on the site?

Have the following been done and are they up to date?

• Wetland delineation

• Archeological

• Endangered Species

• Floodplain studies

• Boring samples

• Environmental Phase 1 or 2

• Geotechnical Reports on soil
47



Timelines and Process
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Only 5 Days for all of that?!
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BusinessClimate- StateComparison

Wisconsin Illinois Indiana Iowa Michigan Minnesota Missouri Ohio

Corporate Income Tax 7.9 7.5 6.25 12 6 9.8 6.25 N/A

PersonalIncome Tax
High 7.65 3.75 3.3 8.98 4.25 9.85 6 5.33

Low 4.4 3.75 3.3 0.36 4.25 5.35 1.5 0.53

Salesand UseTax(Max) 5.0-5.5 11 7 8 6 8.38 11.18 8

Energyand Utilities (Industrial)
Electric (cents/KwH) 8.19 6.29 7.43 8.4 7.38 8.11 8.3 6.56

Gas ($/1,000 cubic feet 4.74 6.71 9.03 5.32 6.52 4.33 5.96 7.16

Participation Rate(May 2020) 66.6 63.6 64.4 68.2 61.3 70.1 63.9 63.2

UnemploymentRate(February 2021) 3.8 7.4 4 3.6 5.2 4.3 4.2 5

Property Tax
Urban Industrial 1.31 1.65 2.22 1.46 2.68 1.4 2.07 1.06

Rural Industrial 1.09 0.99 2.21 1.24 1.85 1.44 1.6 0.82

UnemploymentInsurance

Min Rate 0.05 0.55 0.51 0 0.06 0.1 0 0.3

Max Rate 12 7.75 7.47 8 10.3 9 9.75 8.7

New User Rate 3.25 3.55 2.5 1 2.7 1.59 3.51 2.7

WorkersCompensation 2.06 2.23 1.05 1.86 1.57 1.91 1.92 1.45

https://inwisconsin.com/doing-business-in-wisconsin/available-sites/locate-in-wisconsin/

Prepopulated Site Information – Project Crane Beaver Dam, WI

https://inwisconsin.com/doing-business-in-wisconsin/available-sites/locate-in-wisconsin/
https://inwisconsin.com/doing-business-in-wisconsin/available-sites/locate-in-wisconsin/
https://inwisconsin.com/doing-business-in-wisconsin/available-sites/locate-in-wisconsin/
https://inwisconsin.com/doing-business-in-wisconsin/available-sites/locate-in-wisconsin/
https://inwisconsin.com/doing-business-in-wisconsin/available-sites/locate-in-wisconsin/
https://inwisconsin.com/doing-business-in-wisconsin/available-sites/locate-in-wisconsin/
https://inwisconsin.com/doing-business-in-wisconsin/available-sites/locate-in-wisconsin/
https://inwisconsin.com/doing-business-in-wisconsin/available-sites/locate-in-wisconsin/
https://inwisconsin.com/doing-business-in-wisconsin/available-sites/locate-in-wisconsin/
https://inwisconsin.com/doing-business-in-wisconsin/available-sites/locate-in-wisconsin/
https://inwisconsin.com/doing-business-in-wisconsin/available-sites/locate-in-wisconsin/
https://inwisconsin.com/doing-business-in-wisconsin/available-sites/locate-in-wisconsin/
https://inwisconsin.com/doing-business-in-wisconsin/available-sites/locate-in-wisconsin/


Considerations driving location

decisions
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Site Visit (Virtual and In person)

51

Congratulations! You made the site visit. You are likely short listed (1 of 5) 

Seeing more virtual site visits prior to the physical visit

Consultants use this visit to verify the data you submitted (and they 

researched). Looking for qualitative analysis.

Company representative likely on site plus engineers 

Physically inspect the land and site

Tour the community to learn about quality of life

Learn more about you and your government/ leadership 

Now is the time to sell your site/ community!



Site Visit ñAòTeam

52

Host client and/or consultant to dinner

Include the following:

• Mayor

• Elected officials (depends on project)

• State leadership

• Local CEO’s and HR that can promote business and share their story

• You should have a go-to list of key business leaders

This is where you really sell the quality of life and business environment and 

provide real life examples of how well you help business grow

You can create a presentation template in advance highlighting the site and 

community attributes and businesses



Site Visit

Have the right people at your meeting 
(utilities, public works)

You want to answer as many of their 
questions as your can

Goal is to make them feel like this is the 
best place for their business. That they 

are welcome and that you and your team 
will do everything you can to ensure that 

their decision is a good one and 
successful.

53



Celebrate your wins!

54



resources

https://www.canva.com/design/DAGmHxRwEWw/tMsaVTb5j0Bmfj7OCP7H3g/view?utm_content=DAGmHxRwEWw&utm_campaign=designshare&utm_medium=link2&utm_source=uniquelinks&utlId=h00dbd2b2d4#12


Thank you to our Sponsors!
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