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Building a Next Generation Marketing Strategy for
Investment Promotion
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! ZEp *  Marketing Strategy Development for

FDI attraction

*  Research in marketing for sustainable
development strategies

*  Rural Economic Development
Marketing Strategy Development

* Digital Marketing Intern for a Sports
Media Company in Barcelona, Spain
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Introduction -
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INVESTMENT PROMOTION LIFE CYCLE

Investment Promotion and Marketing

Business Development Investment Decision Customer Account Management
Lead Generation Policy Advocacy /
* Information & Sales Packs and Targeting * Information prowvision Aftercare
¢ Investment plans * Assistance with contacts
* Policies and incentives * Advertizing and PR * One-stop-shop services ¢ Continued "3ccount executive
* Procedures and requirements « Information & Marketing * Assessment of manpower, attention”
* Progress and achievements » Missions & Events frastructure, service needs * "Ombudsman” role and
o Create awareness  Company targeting * Follow-up trouble-shooting function
* Follow-up on manpower,
: Foll -upvisits infrastructure, service needs

Image Building Investor Servicing

Create Awareness Project Start up



Introduction -

* Build Awareness = “I’'m hearing about Alberta”

* Motivate further discovery = “I’'m learning about Alberta”

* Facilitate Conversation = “I’'m engaged with Alberta”

e Consideration = “I’'m considering expanding”
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2. Brand Development and Location Advantages
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Brand Development

What are the core competencies of the Invest Alberta
Team?

Sweet Spot
EDO/Community's

Capabilities

4

Most Common Deal Killers

Politics/Lack of Responsiveness

P i e— .
Competitors'

Lack of Available/Qualified Labor Offeri
10 i

Lack of Buildings/Sites

O
0O
(o]}
a
»

/ 60 Votes

Lack of Utilities

W

Site Selection Magazine 2018




Marketing Location-Specific Assets

CONWAY

What does Alberta offer?

Highlight strengths = Find targets that are not
hindered by location disadvantages

Site Selectors’ Most Important
Location Criteria

e A

@ \Workforce Skills

o RUBERTA'FUN FAGTS

HOW MANY OF THEM DO YOU KNOW?

N

® Higher Education Resources

® Right-to-Work State

® Quality of Life

Site Selection Magazine 2018
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3. Marketing for Specific Targets
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Tailoring Location-Specific Assets for Targets

CONWAY

e PR e
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Identified Investor
Needs

Your Winning
Location Value
Proposition

Your Location
Benefits

Competitor
Location
Weaknesses




The Talent Target

Target marketing towards talent that will strengthen tailored

value propositions
Example:

Keeping young talent in Alberta:

(0] UNIVERSITY OF
IR @ ATBERTA

' . Sl ALEADING POLYTECHNIC
NORQU EST ’ COMMITTED TO STUDENT SUCCESS
COLLEGE '

Move to Maine, and the State will help you
pay off your student loans

STEM majors are eligible to get a check
back from the government if their loan
repayment outweighs their taxes

CONCORDIA
UNIVERSITY
_ “*EDMONTON

Advertisements go straight into college
students’ inbox




Tailored Value Propositions

WHAT IS A VALUE PROPOSITION?

THE PROBLEM YOU
SOLVE

Relevancy

In its simplest terms, a value proposition is

a positioning statement that explains what benefit you
provide for whom and how you do it uniquely well.

WHY YOU ARE SUPERIOR
TO THE COMPETITION

YOUR TARGET
BUYER

Receives quantifiable value

Use Case: “Wishes”
(Wishes, Wants, Emergencies,
Responsibilities)

N\

Functional Benefit: A lot

of land and talent

i

L,

L

When the time is right to expand, Sturgeon County offers ample industrial land and high-skilled labour force so you can .

Emotional Benefit: grow
your business

CONWAY

ADVISORY




4. Organization
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~ g,902.88]
5,970.89/
d 7,780.27/
_____suoss 2987128/
.. . . — 2z 090.88/
Essential internal discussions —ay 3, 705.00
L 590. 35 & 394 98,
24 555,59 - -

2,289.92
3,909, 5
3 770

7290 92 %oz
7989 3.
s >
- //'
/.

389037

* How much should we spend =
on marketing? -

What categories of marketing - e g » . E

are most important for our g Aﬁ/ 509725
initiatives? 9) =

o

\

How are we going to
measure success?

Allocation of time?
and resources is |
the largest
expense for
marketing
strategies



Tactical Calendar

Tactical Calendar

e Building the Next
Generation Marketing
Strategy

Calendars for specific
marketing tasks
* Create calendars within the
tactical calendar for
marketing components that
have individual timelines
* Events calendars
* Content calendars
e Campaigns calendars
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5. Tools CONWAY



Leveraging Tools

Email Templates
® Meeting Scheduling
® L ead Enablement

® Task Assignment

® Time Saver
® Project Tracking
® Workflow Management

Document Storage

We have always done it this way

CONWAY




Digital Tactics

CONWAY

Ensure dynamic content through daily site updates

Enhance existing pages and add new pages

Ensure ongoing content development that supports business development
objectives

Employ a comprehensive Search Engine Optimization (SEO) program to
increase organic site traffic, improve search engine rankings and credibility

Utilize a mix of social networks to share relevant content and drive traffic
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6. Exercise CONWAY



Exercise

Think about the
product, not the
salesman

 What are the top three location advantages of Alberta?

 What are the top three location advantages of Alberta?

Are the ab
* Target Industry = Renewable Energy (€ e SOVe

advantages still
relevant?

* What are the top three advantages of Alberta? Think about what a Site
* Target Industry = Renewable Energy consultant wants to

. . hear vs. a business
* Target Audience = Site Consultants owner.




Key Takeaways

* There is no magic bullet but being open to trying new things helps

* The marketing strategy provides a structure around which to base a targeted
campaign for your economic development initiatives

* The strategy presents the list of tactical ideals that enable organizations to
communicate their message to targeted customers and prospects, meet
organization goals, and fulfill the vision of their communities

* By being focused with your messaging, audience targeting, and marketing dollars,
IPAs can ensure that they are getting a high ROl when investing in marketing and
advertising for their communities.
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Conway, Inc.

6625 The Corners Pkwy, Suite 200
Peachtree Corners, GA 30092
770.446.6996 (main office)
www.conway.com



http://www.conway.com/

