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This section of the Economic Recovery Strategy will outline the best 
marketing activities that will promote the region’s assets and 
generate brand awareness. The region’s marketing goals are to grow 
a diverse industrial base through a focused and targeted strategy in 
business attraction and retention, increasing job creation, investment 
and providing opportunities for residents. 
 
Introduction 
 
Economic development organizations must understand the competitive nature of the current economic 
development landscape.  Fifteen thousand communities compete for 1,000 projects every year. It is essential that 
a region stands out and differentiates itself from so many competitors. Perceptions are important and marketing 
activities are the best way to enhance a community’s image and communicate information on a region’s assets. 
  
But it is shortsighted to focus solely on external corporate recruitment as an economic development goal. 
Economic vitality also comes from the growth of local companies, small business start-ups, entrepreneurial 
activity and tourism. These aspects should also be included as part of a strategic plan. Keep in mind also that 
lifestyle preferences often guide site decisions. In the “creative class” environment, young professionals are 
deciding where they want to live first, and then finding a job once they get there. The region should actively invest 
in business retention and business start up as part of a well-rounded economic development initiative as well as 
building community buy-in along the way. 
 
The ultimate goal of an economic development marketing plan is to help a community achieve 
long-term sustainable economic growth.  
 
For this reason, AE and Southeast Iowa went through a strategic marketing planning process to highlight the 
regions top assets, determine the best target audiences, and determine an appropriate marketing mix to 
effectively communicate with these audiences. This Marketing Strategy for Southeast Iowa will highlight regional 
cooperation and include an integrated and coordinated marketing plan, which in turn will generate the best return 
on investment for marketing activities.  
 
All recommendations offered in this report are designed to be sustainable (creating consistent long-term 
economic growth in a way that preserves the natural environment) and strategic (tailored and coordinated for 
meeting the region’s long-term objectives). At the conclusion of the strategic planning process, Southeast Iowa 
will receive three marketing tools to assist in reaching their marketing goals. 
 

1. A new logo and tagline to brand the region. 
2. A new website. 
3. An e-newsletter template that will be used for focused communication with target audiences.     
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n must have measurable, attainable goals in order to determine success and allow an 
 adjust accordingly.  It is important to set specific numeric goals to measure the success of the 
egy and make necessary adjustments if needed. Examples of some of these goals include: 

se event participation by residents by ___%. 
se number of leads from ___ to ___. 
se number of prospect visits to ___. 
se projects announced to ___. 
se jobs created to ___. 
se capital investment to $_______. 

 region’s marketing goals should include 

 Iowa’s community leaders will develop 
cies that will enhance a pro-business 
nt that appeals to the region’s target 
, entrepreneurs, and young professionals. 

ounties within the Southeast Iowa region 
ether to support a proactive economic 
nt campaign based on key marketing 

.  

 Iowa region’s marketing efforts will target 
ustries and talented individuals that meet the community’s overall goals that will maintain the 
ngths of the region intact and increase the prosperity and quality of life of the region.     

TOP ECONOMIC GOALS
WHAT ARE YOUR TOP THREE ECONOMIC GOALS FOR 
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t Iowa region is comprised of 4 counties located adjacent to one another in the southeastern most 
.  The region is located along the Iowa state border formed by the Mississippi River and the Des 
and shares a state border with both Illinois and Missouri.  The area includes the Cities of Burlington, 
nt, Fort Madison, and Keokuk among others, with a combined total population of just over 109,000.   

viewed the region’s current marketing activities. Overall, the region and three of the four counties 
y little to market the region. Several of the counties have no marketing effort at all. Without a 
 and a targeted marketing strategy for expansion or to attract specific types of businesses, the 
 aggressively pursued new companies through marketing efforts and has instead focused on 
ses.   

ntities lack a unified brand and a strategic marketing plan.  For a region its size, Southeast Iowa 
different marketing images. Of the communities in the region, only Burlington has an active 
gram.  Burlington currently has a budget of $60,000 for marketing activities. A lack of coordination 
ur counties limits the region’s ability to effectively utilize limited resources. In addition, the region is 

compete more effectively against other states/countries as a group than as individual counties or 
Marketing activities should be coordinated and focused for a maximum return on marketing 

mics offers several important observations from its review of current marketing activities:   
 

ong regional economic development website does not exist and should be one of the primary 
unication vehicles for the region. One of our leading recommendations will be to develop this 

ite which will be addressed in the strategy section. 

our counties’ marketing materials do not appear to be part of a single package and some of 
ieces do not accurately reflect the professionalism of the organizations. 

e region, Burlington has the most active marketing activity. We recommend expanding the 
ties already undertaken by Burlington and supplementing some of them to include regional 
ers.   
imited advertising – Advertising as a region would have a greater impact than for one of the 
ommunities.  It will also help if costs are shared among the regional entities.  
onsultant events – We have found that consultant events and opportunities for “face to face” 
elling are the most effective. We recommend expanding the current event and including the other 
egional partners to show off the region’s assets.  
rade show attendance – Trade show attendance can also be effective, if time at the show is 
tilized effectively. Again, the region would have a better chance of differentiating itself against 
thers as a region versus individual communities. We recommend continuing this activity and 
howcasing the region.  
arketing missions – Burlington regularly takes marketing trips to Italy since one of their assets is 

he existence of several Italian companies.  It is beneficial to continue these international missions. 
n addition, the fact that international companies have decided to make Southeast Iowa their home 
s an important fact that should be communicated to other corporations.  
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Through the strategic planning process, AE gathered extensive input from residents through focus groups, 
surveys and interviews. Residents are very positive about the region’s assets and describe it as a safe, warm and 
friendly place that is has an excellent quality of life and is a wonderful place to raise a family. The SWOT Analysis 
completed by AE describes in detail the strengths, weaknesses, opportunities and threats of the region.  
 
Strengths 

 
! Location. The Southeast Iowa region is geographically well positioned in the heart of the Mid-west.  

Large metropolitan areas such as Des Moines, Cedar Rapids, Peoria, Saint Louis, Kansas City, and 
Chicago are all located within a 200 to 250-mile radius, and are easily accessible to the region’s 
businesses and residents. Plenty of affordable land is available. 

 
! Potential for Tourism.  One of the unique features of the region is its historic areas and charming 

towns. It provides a small town feel. It has the “Main Street” atmosphere that other communities are 
trying to emulate and recreate. In addition, several of the region’s communities are surprisingly 
culturally diverse (with a significant Hispanic population and culture) which can provide a cultural get 
away for nearby metro areas. The natural resources and access to the Mississippi, in addition to 
four other rivers, provide abundant recreational activities. 

 
! Workforce.  The people of the region are genuine, honest and trustworthy. The workforce is stable 

and has the well-known Mid-west work ethic with strong manufacturing skills. Worker productivity 
rivals the best in the world. Businesses will find a stable labor force with existing manufacturing 
skills. The colleges provide excellent workforce development programs. 

 
! Transportation.  The region is served by a well-maintained highway system, characterized by 

thoroughfares such as the Avenue of the Saints.  There are several major roadways in the region 
and very little or no traffic congestion.  It is also served by rail and river access. Strategically located 
on the Mississippi, the region could be considered a distribution and logistics center. Burlington has 
a long history in transportation, having served as the home of Burlington Northern Santa Fe railroad. 
The region is currently developing an intermodal port, and is also applying for Foreign Trade Zone 
status.   

 
! Safety.  The charming town, historic areas, and friendly people all combine to form an area where 

families feel safe and children are raised in safety. Neighbors know each other and the community 
bond is strong. 

 
! Quality of Life.  The region offers a lifestyle of recreation in a natural setting (rivers, trails, and 

sports), while a potential tourism industry offers historic and cultural activities.  Overall, the cost of 
housing is very competitive and executive housing is being developed.  The area has low electric 
rates and reliable service. The temperate climate is unique aspect of the region the state (the region 
is called the “banana belt” of Iowa). Many are discovering Southeast Iowa as a location to retire.  

 
! Higher education institutions.  Southeast Iowa is fortunate to have two well-regarded colleges: 

Southeastern Community College and Iowa Wesleyan College both provide a quality education for 
their students, as well as education and training for the region’s workforce. 
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munication strategies will be the marketing message and image that the region 
g and messaging will lead to a positive and consistent regional identity. In addition, it 
ties of the region and helps 
inst competitors. 

 the driving communication concepts 
 materials, public relations, 
proposals – any and all 
ollowing are the key marketing 

mends for Southeast Iowa. 

s history as a center of commerce and industry dates back 150 years, and that 
es today in the 21st century. 

s central location provides tremendous transportation benefits.  Serviced by 
d river, the region’s pro-business attitude and low cost of doing business can 
 succeed in the global marketplace. 

provides short commutes, great schools and safe communities, all of which 
to meet career objectives as well as personal and family goals.  

features some of the most fertile land in the world, rich with multicultural and 
ortunities. 

government leaders will work with you to find success and create a balanced life 
vironment where people and businesses thrive. 

communities will help businesses find success, while offering the safety and 
l town. 

mind of the target audience. A brand is much more than a logo and tagline. It is the 
mes into the mind of your target and is the key concept that differentiates you from 

g is an emotional response. Through targeted brand development, a perceived 
to a strength. All branding is brought to life through marketing activities. The marketing 

egy are designed to work together to build brand awareness in the mind of the target 
rketing activities, you will communicate the region’s unique qualities to the audience. 
. The regional brand must reflect the unique attributes of the region, but must also 

  

Challenges to 
 Southeast Iowa Marketing Effort 

 
1. Lack of coordinated regional efforts 
2. Lack of awareness outside of state 
3. Lack of central point of contact for ED 
4. Misperception of region’s assets 
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The development of a logo and tagline will help to provide the visual elements of the brand that can be further 
supported through marketing activities. It is important that this important first step be done professionally in order 
to accurately reflect the region’s unique qualities to a national and international market.  
 
Southeast Iowa is home to numerous organizations whose own activities influence the region’s image.  Local 
chambers, cities, counties, the convention and visitors bureau, educational institutions, and many other 
organizations all have logos, tag lines, and sales messages that convey something about the community.  The 
look of the region should be coordinated among these different organizations and all of their marketing and sales 
messages should reinforce the key marketing messages identified for the region.    

 
 
The region’s lack of national brand awareness is one of the region’s challenges. However, a lack of awareness 
can be seen as a positive as it allows the region to start with a clean slate and build its own positive brand image 
through consistent marketing efforts and messaging.   

 
The Nashville Area Chamber of Commerce’s marketing campaign is a good example of regional marketing.  All 
collateral coming out of the 10-county Nashville economic market includes the “Nashville Music City USA” logo.  
Counties within the region use collateral that is identically formatted, using the message “Look to ____ County.  
Middle Tennessee Means Business.”  Message points unique to each community are included in their collateral. 
This approach gives each county the benefit of sharing the Nashville umbrella, while touting their unique 
strengths.  Combined, it reinforces the brand and shows cohesion within the region.   
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ment is a competitive field.  A winning strategy includes:  

strong brand awareness in the target audience  
icating a consistent message focusing on the region’s strengths 
community support 
 and targeted marketing activities  

gy results in the best return on investment, since marketing dollars are spent with a targeted 
to a scattered approach.    

ning process, AngelouEconomics conducted several focus groups and interviews with 
gion to discuss existing strategies and marketing efforts. Several saw the potential to market 

c attributes for tourism opportunities.  They saw the economic development value of tourism, 
ty of the natural resources and unique heritage of the community to improve the overall 

egion.  

d strategy where activities build upon and support the others. The activities are listed in priority 
nd awareness, creating internal support, communicating and reinforcing a consistent 
 activities, and finally outbound activities. This marketing strategy is being developed based on 
t and utilizing the resources found in the county economic development organizations, and in 
 Regional Planning Commission (SEIRPC).  The main entities implementing this plan will be 
 Regional Economic Development Consortium (SIREDC), SEIRPC, leaders from the public 

appropriate, the private sector. 

east Iowa” as the region’s brand identity. 

stakeholders and External audiences 
: SIREDC, SEIRPC (staff assistance) 

eds to have one regional organization acting as the central point of contact for economic 
When marketing the region, you should use “Southeast Iowa” as the regional brand identity 
type of acronym. Acronyms are not memorable from a marketing standpoint and it is hard to 
 awareness or affinity for a group of letters. You want the target audience to form a favorable 
f the region, so it is best to have them form this positive mental attachment with the name of 

high quality logo and tagline for the region.  

and External Audiences 
: SIREDC, SEIRPC (staff assistance) 
0 

fessional designer to develop the logo and tagline.  
ith a professional design firm, experienced at developing community brand identities to 
 and tagline for the region. The product will include camera-ready art and a style guideline, 
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which the region can share with the four counties and communities within the region. In this way, all 
organizations within the region will have access to this branding with clear instructions on appropriate use.  

 
All collateral materials developed by the region and the four counties should utilize the look and feel of the 
logo and graphic standards outlined by the designer. The logo and tagline should be consistently used in all 
of the organizations’ marketing materials. In addition, the tagline should be reinforced through the content 
and messaging that is communicated through any marketing materials.   
 
AngelouEconomics recognizes that it would be difficult for each of the counties and the communities to agree 
to change their official logo, however we strongly recommend that each community commit to using the new 
regional logo on their marketing materials in addition to their logo 

 
3. Generate internal stakeholder support. 

 
Target: Local stakeholders 
Responsibility: SIREDC, SEIRPC (staff assistance), Public Sector leaders, Private Sector leaders 
Budget: $0 
 
Successful marketing efforts begin at home. Residents and local businesses play a vital role in successful 
economic development and they, in addition to community and county leaders, must understand the 
importance behind their support of these marketing initiatives. The regional branding efforts must reflect the 
unique and authentic nature of the region, or else it will ring false. Marketing to stakeholders, therefore, may 
be one of the most significant challenges standing in the way of economic development in the Southeast 
Iowa region.  To stem any dangers from inertia or conflicting marketing activities, the region will need to 
launch a PR campaign to inform the community about this plan and how they can become a part of its 
implementation.   
 
3.1 Keep local citizens, public sector leaders, business leaders, and community leaders informed. 
Involve the local media to keep citizens, business and community leaders, and public sector leaders in line 
with the economic development vision.  It also can inform them of the important role they play in promoting 
the region using a consistent marketing message. The resulting internal support considerably increases the 
chance of successful implementation of the plan and of successful business recruitment. 
 
! Have quarterly editorial board meetings with the local papers. 
! Invite local media to any meetings or updates regarding the plan. 
! Utilize the roll out of this plan to energize the community and educate them on the importance of 

economic development. 
! Involve leaders from the public sector throughout the region in implementation of this plan as well as 

in marketing missions and meetings with target industries. 
! Set meetings with community groups and keep them informed and involved in the plan after the 

rollout. 
! After the completion of the plan, SIREDC and SEIRPC should schedule presentations with 

community organizations, business organizations, and educators to let them know the results of the 
plan and the ongoing status. 
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3.2 Focus efforts on business retention and expansion.  
Begin an active retention effort to ensure that businesses already in the region are happy and will stay in the 
region. A significant amount of economic development is from the growth and expansion of existing 
companies.  
 
! Purchase a system such as Synchronist software, which is designed to assist and track retention 

efforts. 
! Assign one staff from each county ED organization to be responsible to meet with their business 

leaders on a regular basis. 
 

3.3 Maintain contact with business leaders in the region. 
Existing business leaders are the region’s best ambassadors. They can talk “peer to peer” with prospects 
and discuss why they are located in the region and the success they have had. 
! Have an annual dinner thanking these business leaders for staying in the region. 
! Name business leaders who support the region’s efforts as “ambassadors” and make them part of a 

marketing team that can attend marketing missions or be present at prospect visits. Be sure to 
rehearse with them on the key marketing messages that the region is using. 
 

3.4 Improve communication within the region 
Open lines of communication should exist among the organizations involved in economic development. 
Information on leads and prospects must be shared among all four counties in order to ensure that the region 
can respond quickly. 
 
! Make sure all organizations are well versed with the region’s key marketing messages and industry 

targets. 
! Name one regional organization the lead point of contact for economic development efforts.  
! Establish a method to promote regional events to the region’s residents to eliminate the idea that 

“nothing is going on.” 
! Be sure that workforce development, educators and diverse groups are included in economic 

development communication. 
! Communicate the resources available to residents and businesses in terms of entrepreneurship. 

Establish a “one stop shop” for entrepreneurship activity.  
 

4.  Be prepared organizationally  
 
In addition to public buy-in, the region should ensure that they are organizationally prepared to support the 
marketing activities outlined in this plan. Do they have the processes and systems in place to handle 
prospects and an increase in inquiries?  
 
Recruitment efforts will be more successful if an open dialogue exists between economic developers, the 
business community, community leaders and educators.  Prospects considering the region will be interested 
in seeing if the community is able to work together to address business needs.   
 
! Name one organization to be the primary point of contact for the region’s economic development 

efforts. 
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! Assign one staff person at the regional level to be responsible to oversee ongoing marketing and 
public relations activities and to coordinate the marketing activities of each of the four counties. 

! Establish a process for lead development, handling of inquiries and assistance for prospect visits. 
! Establish implementation teams that will assist in the implementation of the plan recommendations.  
! Create a Marketing Steering Committee to assist in the implementation of these efforts and oversee 

their successful outcome.  The Committee should include the marketing professional from each of 
the four county economic development organizations, the ED professionals from the larger 
communities, tourism organizations, young professionals, business leaders and officials. 

 
5. Create a regional website 
 

Target: Local stakeholders and external audiences 
Responsibility: SIREDC, SEIRPC (staff and coordinate) 
Budget: $10,000 - $15,000 plus annual fees 
 
The Internet is a significant marketing tool for economic developers.  Approximately 80% of the site 
selection process is completed online. Communities may be eliminated before they ever know they are in 
the running as a potential location. Because of this, a good website is a critical marketing vehicle and 
significant resources should be allocated to it. The website should be the region’s primary source of 
information for economic development purposes. All communication efforts will drive traffic to the website. It 
is the most cost effective vehicle for communicating a region’s assets as it can be updated immediately.  
 
5.1 Hire a professional web firm to develop the regional website. 
A professional firm with economic development website development should be hired to produce the regional 
website. The website must follow the look and feel for the region’s brand identity established in the 
development of the regional logo. 
 
A best in class website should include the following features: 
! Content:  The content should accurately reflect the tone and messaging of the region. Data should 

be factual and up to date as well as appropriately sourced. Information on regional assets should be 
highlighted (incentives, available sites and buildings, resources) as well as information on target 
industries and testimonials from current employers. ED organization contact information must be 
visible.  

! Structure: Information architecture should make sense and allow the user to quickly access 
information. The navigation should be easy to use and logical and the site should include search 
features and a site map. 

! Usability: The website should be user friendly and intuitive. It should include interactive features 
that allow the organization to get information about users and will enhance the users experience. 
Data and reports should be available for download in a variety of formats. In addition the site should 
be easy to find through search engines. Maps on the area should be included, as well as additional 
functionality such as GIS and video streaming. 

! Appearance: The site should be well designed and appear to be professionally done with attractive 
page layout. Graphics and images should be of high quality and should be consistent throughout 
the site. The region should be well branded throughout the website. Graphics and colors should be 
consistent with the regional brand. 
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Additional functionality should include:  
! A calendar of events. The website could be the regional source for information on upcoming events. 
! News section. Highlight positive stories and press releases here. Site selectors are more apt to 

believe something they read rather than an ad or direct mail piece. 
! A page highlighting each of the four counties.  
! A ‘subscribe’ feature so that users can sign up to receive additional information in the future. Add 

these subscribers to a database for e-newsletter recipients. 
! A content management system to make updating the website as easy and streamlined a process as 

possible.  
! Utilize a URL that is easy to remember and avoids acronyms. Some suggestions include: 

o www.southeastiowa.com 
o www.southeastiowaforbusiness.com 
o www.southeastiowabiz.com 

 
6. Create an e-newsletter  
 

Target: Local stakeholders and external audiences 
Responsibility: SIREDC, SEIRPC (staff assistance) 
Cost: $2,000 (for development) 
 
Based on the look and feel of the website, develop an e-newsletter to send out regional information and 
news to subscribers and local organizations. E-newsletters are a cost effective way to maintain contact with 
interested parties, site selectors and target companies.  

 
! Develop an email contact database that includes website subscribers, target industry companies, 

site selectors, and interested local organizations (county boards, chambers, CVB, educators, etc).   
! The newsletter should contain business news from companies and organizations in the region.  

Emphasize news generated from local companies, particularly from those in the target industries. 
! Include an “unsubscribe” feature so that you are not accused of spam.   
! The newsletter should be sent out on a regular schedule that fits within your resources. At a 

minimum it should be quarterly, but there may be sufficient information to make it monthly. 
 
7. Develop professional collateral material.  

 
Target: Target industry companies, site selectors 
Responsibility: SIREDC, SEIRPC (staff assistance) 
Cost: $10,000 - $30,000  
 
Simple collateral pieces need to be developed for inquiry fulfillment and distribution at events. At a minimum, 
the following materials should be developed: 
 
! Presentation folders for prospect visits, press kits, and inquiry responses. 
! One pagers on each of the target industries 
! An 8.5 x 11 four-page brochure highlighting the region’s assets and including information on the four 

counties.  This piece should be high quality, printed in four colors.  Produce a limited amount since 
these pieces will need to be updated once a year.  

http://www.southeastiowa.com/
http://www.southeastiowaforbusiness.com/
http://www.southeastiowabiz.com/
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These materials should be professional designed and produced and utilize the same look and feel 
established in the logo, website and e-newsletter. 

 
8. Public Relations Campaign 
 

Target: Target industry companies and site selectors 
Responsibility: SIREDC, SEIRPC 
Cost: varies depending on contract terms ($25,000 - $50,000) 
 
Public relations is the most cost-effective method to communicate with an external audiences.  Staff 
dedicated to that task can do some of it in-house, but for maximum impact you will need additional support 
from a contractor. Studies have shown that site selectors are aided in their decision-making by articles more 
so than ads or other marketing tools. Articles provide third party validation for a region or organization. For a 
maximum return on investment, PR efforts should focus on the publications from the identified target 
industries and not general market publications. 
 
! Hire a national PR firm to manage a targeted national campaign. 
! Hire an additional staff person to manage public relations or hire a local contractor. 
! When attending industry specific trade shows, try to set up meetings with the editors or reporters for 

that industry’s leading publication. Keep in contact with them and send them information on the 
region via the e-newsletter.  

! If possible, invite editors or reporters to SE Iowa for a familiarization tour. (A PR firm if hired can 
manage this event.) 

! Make the SEIRPC and the four counties an available resource to these editors for quotes, story 
ideas, etc.  

! Stories generated for PR should convey the key messages described in the Positioning section of 
the report. 

! Create a press kit for the region. Have an electronic version of the documents (PDF format) to post 
an electronic press kit on the website. 

 
9. Host an Annual Signature Event 

 
Target: Target industry companies, site selectors 
Responsibility: SIREDC, SEIRPC (staff assistance) 
Cost: $40,000 - $60,000 
 
Direct selling can be an invaluable tool in communicating a region’s assets to potential prospects. The most 
effective method to impact target audiences is for them to experience the region for themselves. Once a 
year, Southeast Iowa should host a signature event or familiarization tour for target companies and site 
selectors. The event should be organized to provide the best experience of the region as possible.  
 
! Events should be no more than three days. Site selectors and company representatives are busy 

and usually are reluctant to give up more of their time. 
! All of their expenses should be paid for, including air travel to the region and hotel. 



 

                                                                  SOUTH EAST IOWA MARKETING PLAN 18

! Focus on activities that are unique to the region. If the region is famous for duck hunting, then 
center the event on that.  

! Make their visit first class in all respects, with some regional flavor thrown in. 
! Mix in fun, recreational activities with activities where they can learn more about the region. 
! Include the region’s elected officials at a welcome event. Be sure to also include local business 

leaders for “peer to peer” discussions.  

10. Outbound Marketing Missions 
 

Target: Target industry companies, site selectors 
Responsibility: SIREDC, SEIRPC, Business Leaders, Public Sector Leaders  
Cost: $40,000 - $60,000 
 
Marketing missions have already been successfully implemented by Burlington and should be continued. 
Locations should be identified through the target industries and where those targets are currently clustered. 
Meetings should be set far ahead of time. Establish a “marketing team” who will attend these missions and 
train them on expectations and key messages that should be the focus. 
 
! Include local business leaders in these marketing missions as well as government leaders and 

economic developers. 
! Regional partners will pay for their own travel and lodging expenses. 
! Take no more than two marketing missions per year. Include a dinner or some type of event where 

a group of prospects and mission delegates can mingle. 
! The marketing team should be made up of 15-20 individuals. 
! Take smaller groups (2-5) on “learning missions” to regions that Southeast Iowa benchmarks 

against. These missions are designed to learn from these successful regions so that Southeast 
Iowa can apply some of these practices back home. 

 
11. Attend Industry Events/Trade Shows 

 
Target: Target industry companies, site selectors 
Responsibility: SIREDC, SEIRPC  
Cost: varies ($2,000 to attend -  $60,000 to sponsor per show) 
 
Another form of direct selling is trade show attendance.  Attending trade shows can be valuable if time is 
utilized wisely and the specific trade shows are strategically targeted. Tradeshows can be an effective means 
of getting noticed and developing long-term relationships within a specific industry. Here are specific 
recommendations for each of the target industries described in the Target Industry Report. To maximize the 
region’s investment we recommend looking to see what shows the State participates in and whether the 
region can partner with state efforts to attend those shows, if they fall within the specific industry categories. 
We have listed several shows within each of the industry categories but have only budgeted for attendance 
at three. After discussion with the state economic development office, you may want to modify this list. 
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11.1 TARGET: Site Selectors.   
Most site selectors are members of CoreNet Global and/or IAMC.  
 
CoreNet Global is a huge show with over 3,000 members and an estimated 2,000 attendees at each summit 
(Fall and Spring). If the state of Iowa attends it would be beneficial for the region to send representation with 
the state efforts. A significant number of economic developers attend this summit and most state entities host 
some type of event or activity as part of the summit, which would be hard for a regional group to compete 
with. However, it is a good opportunity to meet with a significant number of site selectors. If possible, the 
region should go as an attendee and walk the floor or schedule meetings during the show. Site selector’s 
schedules fill up quickly so schedule them well ahead of time. 
COST: $2,000 
November 12-15, 2006  
Orlando, Florida  
www.corenetglobal.org 

 
Industrial Asset Management Council’s Professional Forums may be a better fit for the region since it is a 
much smaller event. Twice a year the members of IAMC meet to discuss issues in the industry. Designed to 
cater to the needs of the industrial asset management and corporate real estate executives, this event 
features topics concerning 21st century corporate real estate management in the industrial and 
manufacturing areas. With only 300 members and a limit to the number of economic developers that can join, 
it is a good opportunity to spend quality time with site selectors. It is also very affordable to sponsor the 
professional forum. Sponsoring events such as the Research Roundtable or Peer-to-Peer roundtable costs 
from $7,500 - $10,000. 
COST: $7,500 for sponsorship 
September 30-October 4, 2006  
Colonial Williamsburg, VA  
www.iamc.org 

 
Top Trade Publications: 
! Site Selection 
! Business Facilities 
! Area Development 
! Expansion Management 

 
11.2 TARGET: Advanced Manufacturing.  
This is a broad category that can include a number of niche markets. AE recommends that the region focus 
on one or two niche markets that would provide maximum impact. Plastics manufacturing ranges in a variety 
of products and may be a good fit for the region. To provide the broadest focus, we recommend two shows. 
 
The National Plastics Exposition takes place every three years and is one of the largest shows in the 
industry. This will provide a means to access several niche markets in one location. If the state of Iowa has a 
presence see if there are coop-marketing opportunities available. 

 
Medical Device Manufacturing/Plastec West This show has the benefit of being a “two in one” which 
would be a good value for the region. This convention provides attendees with an abundance of information 

http://www.corenetglobal.org/
http://www.iamc.org/
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regarding the design, development, and manufacturing of medical devices and equipment. We recommend 
attending at first and seeing if there is a value in exhibiting. 
COST: $2,000 
February 12-15, 2007  
Anaheim, CA  
www.mdmwest.com 
 
Top Trade Publications 
! Product Design and Development 
! Design News 
! Fuel Cell 
! Manufacturing Business and Technology 

 
11.3 TARGET: Agriculture and Food Processing.  
 
BIO Conference This is the largest international biotechnology conference with over 18,000 participants. 
Serving the health, food and agriculture, and industrial and environmental biotechnology industries, past 
attendees represented Fortune 500 companies, bioscience associations, and academic institutions. The 
state of Iowa has a presence at this show, we recommend attending through a coop-marketing partnership 
with the state. 
COST: Participation fee plus travel 
May 6-9, 2007  
Boston, MA  
www.bio2007.org 
 
Top Trade Publications 
! BioIT World 

 
11.4 TARGET: Back Office (Call Centers and Data Processing).  
 
OSP Expo 2006 & GlobalComm 2006 Presented by the Telecommunications Industry Association, 
GlobalComm was launched in place of SuperComm. These two conferences will be held alongside each 
other, both covering the telecommunications industry. Over 20,000 attendees are expected to listen to 
seminars and get a glimpse at the products of over 450 exhibitors. 
June 4-8, 2006  
Chicago, IL  
www.globalcomm2006.com 

 
Top Trade Publications 
! Internet Telephony 
! IMS Magazine 
! Call Center Magazine 

 
11.5 TARGET: Logistics and Distribution. 

 
Logistics Conference This conference targets logistics, transportation, and distribution operations 
executives from retail and product manufacturing companies. Over 800 are expected to attend. 
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February 11-14, 2007  
San Diego, CA 
 
NA 2006 The Material Handling and Logistics Show and Conference is “the most comprehensive 
manufacturing, distribution, warehousing and logistics trade event.”  The event strives to offer productivity 
solutions within this four-day event. 
Date       TBD 
Location TBD 
www.na2006.org 
 
Top Trade Publications 
! Logistics Management 
! Logistics Today 
! Industrial Distribution 

 
11.6 TARGET: Tourism  
The region should continue to partner with the state of Iowa’s Department of Tourism and pursue co-op 
marketing activities with them. Targeted events that the state will have a presence at should include 
participation by the region. 
 
Iowa Tourism Conference  
October 23-25, 2006 
Ames, Iowa  
www.iowatourism.org 
 
11.7 TARGET: Creative Industries  
(Design/Software/Web Services, Sales/Marketing/Consulting Services) Because these are more boutique 
industries and may be no more than one or two man shops, there is no real industry association to pursue 
here. More important is making sure that the business climate and entrepreneurial environment is in place to 
nurture and develop these creative types of businesses. 

 
Top Trade Publications 
! Better Software 
! Computerworld 
! Communication Arts 

 
12. Advertising  
 

Target: External audiences 
Responsibility: SIREDC 
Cost: TBD 
 
Advertising is one way to build and maintain brand awareness. However, it is costly. Since Burlington is 
already doing some limited advertising, the region can investigate to see if it would be beneficial to advertise 
as a region instead. In addition, the state may have some coop advertising opportunities that can be 
investigated. Rates will vary depending on the particular publication. AE recommends putting resources into 
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the other marketing activities first, then determining if maintaining brand awareness can be increased 
through limited and focused advertising.  

 
To determine the success of the year’s industry event activities: 
 
! At the end of the year, review the number and quality of leads generated at each of the conferences 

attended. Adjust attendance (increase presence through sponsorship or exhibition or decrease 
attendance) based on this review. Keep in mind that conversion of leads into suspects or prospects 
takes time; so do not judge too harshly at first. By attending, you will get a sense on whether the 
conference is a good fit for the region. Minimize expenses as much as possible at first by attending only 
or by partnering with another regional entity or with the state. 

! Talk to local business leaders in key industries about industry events that they would recommend. Ask if 
they will help set up meetings or contacts at these venues. 

! Utilize a tracking system to track leads, prospect visits, inquiries, etc. to see if marketing goals are being 
met. Adjust the marketing strategy as needed. 

 
 
 

 
 
 
 



 

                                                     

 
Annual Budget 
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is an integrated one, where on
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 Branding (logo developme
 Website development 
 E-newsletter developmen
 Collateral development (d
 Public Relations 
 Signature Event 
 Marketing Mission (1) 
 Tradeshows 
  CoreNet Global (
  IAMC Forum (sp
  Plastec West (at
  

Total 
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d annual budget for the marketing activities described above. Again, this strategy 
e activity builds and supports the others. However, in order to maximize your 

isted in priority order. 

nt) $6,000 
$10,000 - $15,000 

t $2,000 
esign and printing) $10,000 - $30,000 

$25,000 - $50,000 
$60,000 
$40,000 
 

attend) $2,000 
onsor) $8,000 
tend) $2,000                                

$165,000 - $210,000 
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 has many assets that help to differentiate it from competitors. The strong workforce 
ructure and central location, pro-business environment and low business costs are 
ges.  The willingness of the region’s economic development organizations to work 

n. Looking to the future, these organizations recognize that only by working together 
ustainable economic growth and prosperity to the region by developing a more diverse 

consistent national marketing effort is necessary to generate positive brand awareness 
ing strategy provides the steps required for such a campaign.  

ust recognize the need to act as a region and implement the necessary organizational 
. Second, the region’s positive brand image must be established. The other regional 
nal brand identity in their own marketing materials. Key marketing messages must be 
ughout the region in all communication vehicles. Finally, the regional economic 
 should work together to implement the strategies outlined in the plan through funding 
l of the regional organization should be involved in the planning of some of the key 
 signature event and the marketing missions.  

izations within the region must maintain ongoing and open communication with each 
rt entities such as workforce developers, educators, residents and elected officials. 
 the regions ability to recruit new investment and develop new businesses. They must 
 that they play in shaping external perceptions and in maintaining a business climate 

 models, economic development takes a long time to see results. Local stakeholders 
 fact in order to manage unrealistic expectations and ensure long-term commitment to 
rder to maximize results.  


	BIO Conference This is the largest international biotechnology conference with over 18,000 participants. Serving the health, food and agriculture, and industrial and environmental biotechnology industries, past attendees represented Fortune 500 companies

