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ED Marketing Challenges

ÅMust communicate community benefits

ÅChanging communication alters how 
businesses communicate and research

ÅTechnology and globalization affects 
marketing
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National and International Associations
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Over 1,000 respondents

representing all 50 states.
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Respondent Characteristics:
Position in Organization

1%

2%

3%

8%

9%

12%

22%

43%

Elected official or Board of Directors

Administrator

Business Attraction Manager

Staff

Marketing Manager

Vice President, Senior VP, Executive VP, COO, or CFO

President/CEO

Economic Development Manager/Director
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Marketing Effectiveness
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Marketing Strategy Rating Effective
Internet/website 79%
Out-of-town meetings with businesses 72%
Site selection consultants and familiarization tours 64%
Public relations 64%
Special events 56%
E-mail 48%
Targeted lead development databases 43%
Slogans, logo and identity 38%
Trade shows and conferences 36%
Direct mail 26%
Brochures 20%
Print advertising 16%
Videos 14%
Online advertising 13%
TV/radio advertising 10%
Telemarketing 6%

Marketing Effectiveness
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1%

7%

49%

38%

4%

Very Ineffective

Ineffective

Average

Effective

Very Effective

Effectiveness of overall 
marketing programs and techniques
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Budgeting
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More people, more dollars

Population
Median 

Marketing 
Budget

Marketing
as % of Total 

Budget

Under 10,000 $10,000 10%

10,000 to 25,000 $20,000 10%

25,001 to 50,000 $29,500 11%

50,001 to 100,000 $42,500 11%

101,000 to 250,000 $70,000 10%

250,001 to 500,000 $100,000 12%

500,001 to 750,000 $200,000 11%

750,001 to 1 million $235,000 24%

1 million to 5 million $300,000 14%

Over 5 million $200,000 6%
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²ŜōǎƛǘŜǎ ǊŜŎŜƛǾŜ ǘƘŜ Ƴƻǎǘ ƳƻƴŜȅΧ

Marketing Strategy
Average Budget 

Allocation
Rating 

Effective

Internet/website 17% 79%
Print advertising 11% 16%
Brochures 11% 20%
Trade shows and conferences 11% 36%
Out-of-town meetings with businesses 10% 72%
Public relations 8% 64%
Special events 7% 56%
Site selection consultants and familiarization tours 6% 64%
Direct mail 5% 26%
E-mail 4% 48%
Slogans, logo and identity 3% 38%
Targeted lead development databases 2% 43%
Videos 2% 14%
TV/radio advertising 1% 10%
Online advertising 1% 13%
Telemarketing 1% 6%
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ΧȅŜǘ ƛƴŜŦŦŜŎǘƛǾŜ ǎǘǊŀǘŜƎƛŜǎ ŀǊŜ ŀƭǎƻ 
well financed

Marketing Strategy
Average Budget 

Allocation
Rating 

Effective

Internet/website 17% 79%
Print advertising 11% 16%
Brochures 11% 20%
Trade shows and conferences 11% 36%
Out-of-town meetings with businesses 10% 72%
Public relations 8% 64%
Special events 7% 56%
Site selection consultants and familiarization tours 6% 64%
Direct mail 5% 26%
E-mail 4% 48%
Slogans, logo and identity 3% 38%
Targeted lead development databases 2% 43%
Videos 2% 14%
TV/radio advertising 1% 10%
Online advertising 1% 13%
Telemarketing 1% 6%
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Largest Increases in Marketing Budget

% of Respondents Increasing Budget

Marketing Strategy In Past Five Years In Next Five Years

Internet/website 75% 73%
Out-of-town meetings with businesses 52% 59%
E-mail 51% 49%
Site selection consultants/familiarization tours 48% 55%
Special events 48% 46%
Public relations 47% 49%
Trade shows and conferences 42% 42%
Slogans, logo and identity 38% 28%
Targeted lead development databases 34% 42%
Brochures 27% 26%
Print advertising 26% 25%
Online advertising 25% 35%
Direct mail 25% 30%
Videos 23% 20%
TV/radio advertising 13% 17%
Telemarketing 8% 9%

Copyright © GIS Planning Inc.Source: Brookings Institution 2005

Changes in Traditional Marketing
Trade Shows and Conferences

Convention attendance has dropped 
over 50% in many cities since peak of 
late 1990s, partly due to alternative 
means of conveying and gathering 
information.
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Changes in Traditional Marketing
Print Advertising
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ÅCredibility you are real

ÅExpensive means to prove a place 
exists.

Å/ŀƴΩǘ Ŝŀǎƛƭȅ ōŜ ǳǇŘŀǘŜŘΦ

ÅTaking a beating from the PDF 

Changes in Traditional Marketing
Brochures
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Largest Decreases in Marketing Budget
Last 5 Years Next 5 Years

Marketing Strategy
Decreasing 

Budget
Increasing 

Budget
Decreasing 

Budget
Increasing 

Budget

Telemarketing 54% 8% 52% 9%

TV/radio advertising 52% 13% 44% 17%

Videos 43% 23% 36% 20%

Print advertising 36% 26% 34% 25%

Online advertising 36% 25% 29% 35%

Direct mail 28% 25% 24% 30%

Brochures 25% 27% 22% 26%

Trade shows and conferences 20% 42% 15% 42%

Targeted lead development databases 19% 34% 16% 42%

Slogans, logo and graphic identity 14% 38% 16% 28%

Out-of-town meetings with businesses 11% 52% 7% 59%

Site selection consultants / familiarization tours 11% 48% 8% 55%

Special events 11% 48% 10% 46%

Public relations 8% 47% 8% 49%

E-mail 5% 51% 6% 49%

Internet/website 4% 75% 3% 73%
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Overlooked Marketing?
Online Advertising
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Share of Internet Adspend
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Source: Zenith Optimedia, WAN Shaping the Future of the Newspaper, 2007
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Industry Targeting
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Organization Service Area vs. Target 
Market Area

What is the area served by
your organization?

What is the geographic scope
of your marketing?

Countywide
4%

Citywide
5%

Regional
18%

Statewide
8%

Multiple 
states

9%

Nationwide
27%

Global
29%

County
32%

City
32%

Region
21%

State
11%

Multiple states
2%

Nation
1%

Multiple countries
1%

Copyright © GIS Planning Inc.

Industries targeted by economic 
developers* 

*percent indicating industry as top 5 priority

Industry Economic Developers

Manufacturing 73%
Information technology/high-technology 52%
Business services 40%
Distribution 40%
Sciences (and life sciences) 38%
Retail 30%
Finance/insurance 23%
Healthcare 22%
Call centers 17%
Agriculture 17%
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Decline of Manufacturing

U.S. Employment Growth in Selected Industries
1985-2005 

Source: Bureau of Economic Analysis
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30%

31%

47%

93%
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Manufacturing

Agriculture, forestry, fishing, and hunting

Government

Information

Finance and insurance

Retail trade

Real estate and rental and leasing

Professional and business services

Educational services, health care, and social assistance
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Differences by Area and 
Organization
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Organizational Structure

0.2%

0.9%

1.2%

1.4%

4.7%

8.5%

8.6%

9.4%

29.9%

35.3%

Research organization

Community Development Corporation

Consulting company

University or educational institution

Utility company

Chamber of Commerce

Other

Non-profit organization

Economic Development Corporation

Government
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Average Budget Allocation by 
Organizational Structure

Strategy EDCs Government
Brochures 13% 9%
Direct mail 5% 4%
E-mail 3% 4%
Internet/website 13% 21%
Online advertising 1% 1%
Out-of-town meetings with businesses 8% 11%
Print advertising 13% 10%
Public relations 8% 8%
Site selection consultants and familiarization tours 6% 6%
Slogans, logo and identity 3% 3%
Special events 7% 7%
Targeted lead development databases 2% 3%
Telemarketing 0% 1%
Trade shows and conferences 12% 11%
TV/radio advertising 2% 1%
Videos 3% 2%
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Service Area Population Size

5%

8%

13%

15%

17%

10%

7%
6%

14%

7%

Under 
10,000

10,000-
25,000

25,001-
50,000

50,001-
100,000

100,001-
250,000

250,001-
500,000

500,001-
750,000

750,001-
1 million

1-5 
million

Over 5 
million
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Courting the Creative Class

ÅLarger, urban areas are targeting jobs in the 
knowledge economy

ÅSmaller, rural areas are creating amenities to 
attract knowledge workers
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Industries Targeted by Area Population*

*percent indicating industry as top 5 priority

Industry
Less than 

25,000
25,000 to 
100,000

Greater than 
100,000

Accommodation and food service 34% 19% 7%
Agriculture 24% 18% 14%
Arts, entertainment, and recreation 24% 17% 8%
Business services 33% 39% 42%
Call centers 12% 20% 17%
Distribution 35% 46% 38%
Education 5% 6% 6%
Finance/insurance 3% 14% 32%
Healthcare 14% 23% 23%
Housing 23% 10% 6%
Information technology/high-technology 31% 44% 60%
Manufacturing 70% 76% 72%
Media 2% 2% 3%
Mining 4% 2% 2%
Public administration 6% 1% 3%
Real estate and Construction 18% 15% 14%
Retail 59% 46% 17%
Sciences 12% 24% 50%
Transportation 13% 19% 12%
Utilities 5% 4% 4%
Wholesale trade 13% 10% 7%


