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Tips & Strategies for Effective Lead Generation & Business Attraction in 2019 

 
Economic development is such a diverse industry.  From cities, counties, regional organizations, 
state-wide agencies, utilities, public-private organizations, downtown associations, and even 
colleges and universities, economic development has different meanings with different goals and 
objectives. 
 
One of the most common goals for economic development organizations (EDOs) though is to 
recruit new businesses.  The culmination of this recruitment process is seen as the “sexiest” part 
of the economic development profession. Think about it – announcing a new business or industry 
is what gets the local politicians on the stage.  It brings the crowds.  It brings the newspaper and 
the TV stations to the ground breaking or the ribbon cutting. 
 
Economic development board members and elected officials at all levels always ask the 
economic development director about the pipeline, about projects, and when the next big project 
is going to announce. It may not be completely fair, but it’s the reality of the economic 
development profession. Sounds familiar doesn’t it? 
 
Here at Applied Marketing, we understand the challenges economic development professionals 
live with every day.  We’ve been in your shoes.  We’ve stood before boards, councils, and 
committees and given the news we lost and won projects.  We understand keeping the pipeline 
full of potential projects fitting the community need.  And the definite need to proactively reach 
out to prospective company’s decision makers to sell your community. 
 
We work with a lot of economic developers across the US and internationally.  In our work, 
we’ve noticed a few common programmatic themes to lead generation and business attraction. 
To better assist you, we wanted to pull together a list of seven tips and strategies we believe 
EDOs should implement for successful, long-term business attraction, and lead generation, in 
2019.  
 
If Applied Marketing can be of assistance to your economic development organization, we invite 
you to reach out to us anytime.  We stand ready to assist you and your team achieve and exceed 
your economic development goals! 
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1. Targeting 
 

We see communities too often chase after companies that aren’t a good fit for their community.  
There’s not enough of a labor force to support the business.  They don’t have the necessary 
utilities or product (industrial/commercial/office space, buildings, land, etc.) for the business to 
locate there.   
 
Maybe it’s because the community has always chased those types of companies.  Or maybe the 
Council Chair or the Mayor has an idea to go after the next Amazon headquarters, so the EDO is 
tasked with chasing an invisible, impossible prospect.  Either way, we believe having ill-refined, 
unfocused approach to business recruitment is a detriment to the EDO and jeopardizes other 
quality projects fitting the community and the citizens you serve! 
 
By targeting industries and businesses, communities can be more successful in their recruitment 
process.  Some common ways for EDOs to ensure their targets are in line include: 
 
 Completing a Targeted Industry Analysis – while this can be completed in-house, you can 

save a tremendous amount of time and energy by working with an economic development 
consultant, like Applied Marketing, to perform this research. 

 Evaluating current industry clusters 
 Evaluating current labor force & educational organizations graduates 
 Review community’s past successes 

 
However targets are identified, make sure to develop a focused, rifled approach to your market 
strategies to go after those companies.  An EDO’s business attraction campaign and its long-term 
success can be greatly improved by making sure the right companies are being pursued. 

 
 

2. Research 
 

Now that you’ve identified the right industries to attack, you must identify and understand each 
industry and specific companies within the industry cluster.   
 
Economic developers must be a jack-of-all trades and know a little bit about a lot of industries.  
By focusing efforts on targeting, as mentioned in item #1, you will be able to fine-tune your 
knowledge and become a quasi-expert on those specific industries. There are several ways to get 
some knowledge about specific industries, and here are just a couple examples: 
 

 Attend an industry-specific trade show and participate in the education sessions 
 Subscribe to an industry-specific journal or online publication 
 Set up Google Alerts with specific Boolean searches related to your desired industry.  

This will provide you with news and updates on businesses within your cluster and 
could lead to some organic, proactive outreach on your part. 

 Interview existing industries within target markets to better understand market 
dynamics, supply chain, regulatory, and labor-related issues. 
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3. Prepare Your Story 
 
Economic development is selling your community, its people, and its assets.  Companies and site 
selection consultants can get data.  They have almost unlimited sources of public and proprietary 
data points on labor, wages, existing industries, buildings, parks, sites, utilities, and every other 
metric imaginable. 
 
But what they don’t know is your story! 
 
The most successful EDOs and communities weave their story into their sales pitch to the point 
the prospective company can see themselves in story.  There are numerous resources on story-
telling for sales and we would highly recommend doing some research on how to best write your 
story.  Or better yet, reach out to specialized economic development consultants, like Applied 
Marketing, to assist in developing your story for your prospects.  At a minimum, include the 
following, in your story, to raise your profile and be memorable to the prospective company: 
 
 Unique economic development assets, their history, and success stories from them.  

Examples could include a high school’s unique engineering classes; a technical college’s 
new training equipment for mechatronics and the students’ experiences and successes 
after graduating; most recent announcement and how the company exceeded its hiring 
goals and how you and your partners assisted. 

 Your labor and labor growth.  We hear too often companies are concerned about labor 
shortages in communities, so have some stories about how your existing industries are 
succeeding or how your EDO has helped the most recent expansion or relocation meet its 
labor needs.  Data points will give a glimpse into labor, but have a real-world example 
ready to go when speaking with prospects. 

 Successes & Failures.  Be open and transparent about industries that have shut down or 
relocated.  And tout your wins.  Give the prospects the “insider knowledge” about those 
wins and loses and how your team overcame or assisted. 

 Partnerships.  Companies looking to relocate or expand into a community want to know 
you and all the other players in the community have their back.  Share some examples of 
how the team works to help like-businesses win.  It’s great if you can have an existing 
industry be a part of telling the story to prospects! 

 
 
4. Proactive Outreach  
 
After identifying the right types of companies through research (completed research on the 
industry cluster and target specific companies) and you’ve fully developed your story, it’s time 
to begin to proactively reach out to those companies. 
 
There are many ways to approach this, including managing your own campaign; however, it is 
much more effective and efficient to find the right lead generation partner to manage work for 
you and your team.  Applied Marketing is one such lead generation firm available to assist you; 
however, there are other very qualified firms out there offering similar services.  Whatever path 
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you choose or whichever firm you contract with, these are some common ways to proactively 
communicate, interact, and develop relationships with prospective companies: 
 
 Marketing Missions 
 Trade Shows 
 Conference Calls 
 Social Media 
 Content Distribution 
 Digital Marketing 
 Media 

 
5. Online Presence  
 
Once your outreach has begun, many of the decision-makers within those companies will begin 
to research you and your community.  The first place they will look at is your website. An 
economic development organization’s website should be clear, concise, easy to navigate, and 
have a clear mission for its target audience.  Too often we see outdated EDO websites, websites 
too tough to navigate, and websites too jumbled with no clear messaging. 
 
At a minimum, your website should include the basics, as further outlined below. If your website 
doesn’t have the basics, we strongly encourage you to either update the information or 
investigate the possibility of having a new website developed: 
 
 Accurate and easily located contact information.  List staff contacts, their titles, their 

email, and a phone number.  It’s simple, but many EDOs don’t have information 
available.  Translation: consultants and prospects can’t reach you to discuss a potential 
project! 

 Updated News.  Again, these articles, blog posts, announcements, and updates tell your 
EDO story.  Make sure you are providing and updating info on your website regularly. 

 Targets.  Be upfront and honest about the types of companies you are recruiting and then 
tailor your messaging to those specific industries based on all the research you’ve 
gathered. 

 Existing Industries.  Use your existing industries as an extension of your sales team.  
The businesses and industries you are recruiting, and the consultants that bring them, are 
going to reach out to your existing industries to double check your story and analyze their 
success within your community.  Be open about who is in your community and provide 
contact information if you can.  All you are doing is making the process easier and 
smoother for the prospect. 

 
 
6. Site Selection Consultants & Real Estate Professionals 
 
Site selection consultants are sometimes thought of as these nebulous professionals. No one 
really knows what they do, who they know, or how they do their work.  Economic developers 
believe their only goal is to ask for a lot of information with short deadlines and then beat you to 
death in negotiating for incentives.  In all honesty, they are just problem solvers for corporations.   
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Their clients are your EDO’s prospects.  Their clients want the moon, just like your boards, 
councils, and committees.  Site selection consultants have a job to do and you can either be a 
hinderance to getting their job done (which means you won’t win that project or possibly any 
other one) or you can be a problem solver and help them with their clients. 
 
Long story short, site selection consultants and real estate professionals can’t know everything 
about every community or region.  Your job is to build a relationship with them, so you become 
engrained in their mind. So much so, when one of their clients is looking in your state or region, 
you become the first person they think to call. 
 
Developing relationships with site selection consultants and corporate/industrial real estate 
professionals isn’t hard, but it does take a concerted and consisted effort.  This can be 
accomplished by attended one or more consultant events, by creating a familiarization tour (fam 
tour), or by simply visiting their offices to tell your story. 
 
There are regional corporate/industrial real estate professions in your immediate region that don’t 
know your story either.  You should take it upon yourself to reach out to these professionals. 
Make the effort to ensure they understand your role and your ability to assist them and their 
clients. 
 
7. Follow Up 
 
Last but certainly not least, economic developers are busy people.  You have boards to deal with.  
Existing industry visits.  Workforce development plans to implement.  Fundraising.  Speaking 
engagements.  Research. And the dreaded CRM needs to be updated. Due to the daily grind, we 
see following up with prospects is limited or a non-existent practice. 
 
There’s an often-quoted statistic in sales that rings quite true for EDOs: 
 

Sales Statistics 
 
48% of sales people never follow up with a prospect 
25% of sales people make a second contact and stop 
12% of sales people only make three contacts and stop 
Only 10% of sales people make more than three contacts 
 
2% of sales are made on the first contact 
3% of sales are made on the second contact 
5% of sales are made on the third contact 
10% of sales are made on the fourth contact 
80% of sales are made on the fifth through twelfth contact 
 
Source: National Sales Executive Association 
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So, if 80% of all sales are made between the 5th and the 12th contact and only 10% of people 
make more than three contacts – how many more announcements could you be making? 
 
Don’t be shy to reach out to the leads.  But don’t just reach out to reach out either.  Have 
something to say other than, “Just checking in!”  Use your stories, your news, and your 
announcements to keep them engaged and continue to develop relationships to win those 
projects. 

 
 
Summary 
 
As an economic developer, you are a vital part of the success and vitality of your community.  
You are juggling a hundred balls and each one is just as important as the other. Sometimes there 
are more than balls in the air, sometimes flaming torches, chain saws and knives are in the mix. 
If you drop one, you can cause damage, or you could get hurt. Let us help with the load. Select 
Applied Marketing to be an extension of your team.  
 
Remember, if you wait until you think you’re ready or until you have time, it’s too late. Business 
development and lead generation are essential for success.  
 
We hope your 2019 business attraction and lead generation campaigns bring you professional 
and personal success.  If we can be of assistance, please do not hesitate to reach out to us. 
 
 


