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THE RESULTS: A new brand and position for the county, a new business identity,  the relocation of Boeing to Charleston County, and 

an increase in website visits by 150%. In addition this website won the best economic development website in the world in 2011.
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Atlas is The Authority 
on Digital Marketing for 
Economic Development
Download Whitepaper HERE
ResourcesWebinars



Formative Thoughts



Our world is managed and improved digitally, why cant our Agency be?



IF THE ONLY TOOL THAT YOU HAVE IS A HAMMER, 
YOU TEND TO SEE EVERY PROBLEM AS A NAIL
- Abraham Maslow



Random Acts of Marketing Won’t Work



Digital Landscape for IPA’s



Digital is the 
Future of ED 

Marketing 
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IPA’s ARE SLOW TO ADOPT

DIGITAL 
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The Location Process + Digital



The Corporate Location Process + Digital

ED ActionsCompany Actions

1 Familiarization tours, email, public relations, googleConsistent business evaluation and assessment

2 Relevant branding + awareness that gets you on the listFormulating Objectives / Defining search area

3 Websites and search marketing that connect and educateEvaluating Locations

4 Professional site visits and answering when calledField Visitations

5 Engaging the business communitySelecting a Community

6 Assisting with permitting, introductions, liaison servicesImplementation



The Components



Components of a 
World Class Digital 
Approach
From a digital lead gen to SEO, the name of 
the game is impact
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CONTENT

Content marketing is a marketing technique of creating and distributing 
valuable, relevant and consistent content to attract and acquire a clearly 

defined audience – with the objective of driving profitable customer 
action. Content marketing for EDO’s consists of truly digging in and 

finding the precise audience messages and methods that go along with it. 

1. Build Meaningful Content



! Infographics
! Videos
! Blog articles
! Off-site guest posts
! Off-site guest articles
! Datagraphics
! Gated content & Whitepapers
! Webinars
! POV documents
! Email marketing
! Real estate updates

What Does Digital Content Creation Look Like?



The Composition 
Content Delivery + 
Capture

The Composition 
Delivery + 

Compelling, purposeful content 
coordinated to drive traffic, convert 
leads, and nurture until sales ready.



Internet Marketing and SEO strategies are the only form of marketing 
that can puts your economic development organization, product or 

service in front of your targeted market and prospective customers who 
are actively seeking exactly what your community has to offer.

2. Win Google’s Attention + Affection
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What causes people to search for information 
online about your community?
A marketing trigger is an event or set of events that causes a buyer persona to 
become aware of their problem or a goal they need to achieve. In the economic 
development industry, our buyers experience triggers like…

• Need to look for a new location due to business growth
• Need to look for a new site or building for a client company looking for access to new markets
• Data and demographic information about a community they are considering as a location for their 

business

Effective content marketing begins with an understanding of these triggers and the 
various questions a buyer persona will need to answer to accomplish their goal.



Google must always serve 
the best search results 

(pages) to its users 



Ranking well can make you 
seem more trustworthy



2018 Google Ranking Factors2018 Google Ranking Factors

Links
Landing Pages

Responsiveness

Original Content
Meta Page Titles



Before they buy, they Google 



Establish an Integrated Content/
Marketing Automation Infrastructure

1

2 Extend Digital Presence 

3 Tell Your Story Where Your Audience
Looks for Information

4
Create a Continuous
Digital Lead Generation Program

3. Create A Digital Delivery System



4. Support Lead Gen via Digital Campaigns

Assignment

$24,000/ 
8 months

Reach Results

4 Million 
Targets

168 MQLs



Extend Your Business Development Team
Pass valuable lead intelligence to your sales team for faster follow-ups, better connects, and warmer leads.

Servicing Your Leads 24 X 7 X 365

What companies are visiting our 
site?

What pages have they viewed?

What have they converted on?

How engaged are they?

When are they on 
our site?

What emails have they opened?

Who are they on social media?

What is their lead score?



Use this tool for:

1. Visual data for background

2. State, County and Tract Geographies

3. Historic comparison

4. ACS 5-year data and County Business 
Patterns

www.census.gov/censusexplorer/

5. Online Storytelling (Using Specific Data Tools)





6. Build a Better IPA Website

1. About Us (about the organization)

2. Programs (that the organization offers) 

3. Data Center

4. News

5. Relocate and Expand

6. Find Property

7. Site Selection Services

8. Workforce Data and Information

9. Database of Companies or Largest Employers

10.Maps of the Area

Top 10 Economic Development Website Pages*

2017 Atlas Research across 285 economic development websites



Recommended GIS Content on E.D. Websites

Existing Building 
Critical Search (Property Filter) Fields

Location

Minimum & Maximum Square Feet

Minimum Clear Height & Column Spacing

Sale, Lease, Both

Building Type (i.e., Industrial, R&D, Commercial, etc.)

Specialty Feature (i.e., Call Center, Clean Room, Cold 
Storage, Data Center, etc.)

Zoning

Docks

Rail Served

Max Distance to:  Interstate,  4-Laned Highway,  
Commercial Airport

Previous Use

Land
Critical Search (Property Filter) Fields

Location

Minimum Acres

Maximum Acres

Site Zoning

Rail Proximity

Max Distance to:
- Interstate

- 4-Laned Highway
- Commercial Airport

Brownfield or Greenfield

Configuration & Dimensions

All Utilities On-Site

PROPERTY SEARCH FILTERS

Provided by Cushman & Wakefield



Base Layer Menu

County and City Boundary

Streets

Airport Runways , Noise Contours, Property Lines

Subdivisions

Zoning & Parcel Boundaries

Water Features (e.g., rivers, ponds, marsh)

Forest / Preserved Areas

Flood Plain

Elevation (10 ft and 2 ft contours)

Future Land Use

Color Aerials Clearly Depicting Easements

Rail (yards, spurs, main lines)

Utilities (to the extent available)

PROPERTY SPECIFIC INFORMATION

Provided by Cushman & Wakefield

Recommended GIS Content on E.D. Websites



7. Metrics + ROI



How to Measure Digital Marketing?
Detailed, real-time metrics for:

!Site traffic details and analytics
!Total Impressions
!Click through rate
!SEM performance
!Opt in conversions
!Downloads traffic
!Conversions
!Leads generated
!Length of sales cycle
!Fans & Followers
!Cost Per Lead
!Cost per contact
!Views, Unique Visits, Shares



Sample Digital Campaign Tracking



Getting Started



NICHE & UNREALIZED 
POTENTIAL

UNFOCUSED STANDARD POTENTIAL

LEADERSHIP

High Touch
(Relationships and Knowledge)
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Get Started Now

! Data Visualization 

! VR Experiences

! SEM

! Websites

! Social

! Mobile Applications

! Marketing Automation

! Content Marketing

! Trade shows

! Fam Tours
! Cocktails and handshakes

! Employer Surveys! Council Meetings

! Sub Committees ! Elevated PR

! Digital Marketing

1. Benchmark against current metrics
2. Inventory current assets
3. Analyze the competition
4. Identify “Unique Value Propositions”
5. Determined goals
6. Design campaign around industries
7. Optimize the website for search
8. Identify calls to action
9. Develop targeted content
10. Integrate industry specific tools + 

MEASURE 



Summary
Today’s digital marketing applications enable you to promote your community’s 

assets beyond the traditional EDO communications and capabilities. Digital 
marketing enables communities to cast a very wide net. EDOs now have the ability 

to reach important audiences directly and immediately with differentiated, 
authentic and relevant content.



ONLINE
WHAT STORY WILL YOU TELL?



Questions



Guillermo Mazier, CEO                           

1860 Blake Street, Suite B101 Denver, 

CO 80202 USA

+913 742-1720 (Cell)                        

+303 292-3300 (Office)

www.atlas-advertising.com

www.blog.atlas-advertising.com

Connect With Us + Questions
Guillermom@atlas-advertising.com
913.742.1720




