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WHAT IS PLACE BRANDING? 
 

Place branding is the descriptive power of a community to make a lasting, positive impact on 

those who experience it. A well implemented place branding strategy helps align the messages 

that residents, businesses and visitors use to describe a city, town, county or region. 
 

Like all branding efforts, place branding encompasses multiple elements and does not rely solely 

on a logo to represent the brand. While a logo is important, communities are identified by much 

more—the tone, feel, and culture along with sights and sounds of all interactions. Events and 

communications can shape perceptions. 
 

Creating a place brand should be thought of as a common identity for all those who live and work 

in a community. This identity should be thought of as the thread that ties a community together 

to create collaborative strategies and tactics to attract new business and investment; it also serves 

as a catalyst to bring in new residents, workers and tourists.  
 

The place brand solidifies what a community is today and also what it can be for future 

generations. While it is a current reflection of the people it represents, it must also drive the 

mission and vision of how the community will evolve and grow. A place brand is not owned by a 

single organization but should be embraced and communicated by the business community, 

tourism bureaus, economic development leaders, city and county governments and school 

systems. An established place brand ultimately becomes a community’s marketing platform and 

communications framework. 
 

Today, the competition to stand out as a destination of choice is fierce—a well-executed place 

branding effort can help communities rise to the top. 
 

Many companies and facilitators specialize in place branding, but the process can be achieved by 

a dedicated and diverse group of community members as well.  

 

Place branding should begin with an in-depth research period to audit any current marketing 

efforts and the materials being used by a community. Ideally, a broad survey of community 

members and stakeholders is instrumental in gauging perceptions, characteristics and 

aspirations. 

Four common questions are often used to kick-off a place branding exercise. 

1. Who is this place best for? 

2. What ideals or attributes are associated with this place? 

3. Why would a person want to visit or live here? 

4. How does this place create value for its residents and visitors? 
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5 Place Branding Principles   

o Distinctiveness  

▪ What makes your place unique compared to other places? 

▪ What are the core values of your brand?  

 

o Authenticity  

▪ What do people currently think and say about your community? 

▪ How would you like people to perceive your community? 

 

o Memorable  

▪ When a place has a unique sense of place, it becomes memorable  

▪ When people have memorable experiences in your community they 

may think of living or investing there one day 

 

o Co-Creation  

▪ Place branding is not top down  

▪ The best results are created through a strong coalition between 

government, business, and target markets  

 

o Place Making 

▪ Place making – capitalizing on a community’s current assets to 

create quality public spaces 

▪ Place making and place branding go hand in hand 
 

The answers to these questions are used to create a place brand statement that defines 

and puts into words the essence of the community. The statement should include: 

 

 1. Competitive advantages (what makes this place special, distinctive, better?) 

               2. Audience(s) (investors, businesses, tourists) 

               3. Attributes and Characteristics (natural elements, culture, resources) 

 

In addition to the place branding statement, most communities create a logo, slogan or 

tagline, website, marketing materials, and design templates and brand standards 

manual. 



5 
 

 

Glasgow, Great Britain | Murals 

Several murals were created on city buildings (known as street art). Walking tours that highlight 

the different murals and explain the inspiration behind them are offered in the city. Additional 

information on tours is available here. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

PLACE BRANDING EXAMPLES 

Place Based Identity: Nine Place Branding Examples Worth Revisiting 

Examples of murals in Glasgow. 

https://www.walkingtoursin.com/street-art-tour
https://toky.com/journal/2017/02/26/place-branding-examples/
https://toky.com/journal/2017/02/26/place-branding-examples/
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Chattanooga, Tennessee | Custom Font 

Chattanooga developed a custom font, which is used on every sign throughout the city. This is a 

way for the city to identify itself in a consistent, yet subtle way. 

Chattanooga’s custom font. 

 

Edmonton, Canada | “Make Something Edmonton”  

Edmonton’s place making campaign allows people to share projects and ideas that they think 

would make the city a better place. It shows how Edmonton is shaped by the people who care 

about the city. 

 

 

 

 

 

 

 

 

                     “Make Something Edmonton” logo 
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Austin, Texas | “Keep Austin Weird” 

“Keep Austin Weird” is a slogan adopted by the Austin Independent Business Alliance to promote 

small businesses in Austin, Texas. It is intended to promote local businesses and is inspired by 

comments made by Red Wassenich in 2000 while giving a pledge to an Austin radio station.  

Additional information is available here. 

 

 

 

 

 

 

 

                                                                                        

 

 

 

                                                                                               “Keep Austin Weird” t-shirt. 

 

 

Indianapolis, Indiana | NDY sculpture – become the I in Indy  

Indianapolis gives you a postcard perfect opportunity to declare what you love about Indy. 

Sculptures can be found at various locations throughout the city, including the international 

airport and multiple state parks. There are three steps: 

1.  STAND: find the footprints and become the I in Indy 

2.  SNAP: kindly ask someone to take your picture  

3.  SHARE: post on your favorite social network with a caption describing what you love 

about Indy with the hashtag #LOVEINDY 
 

https://en.wikipedia.org/wiki/Keep_Austin_Weird
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Example of NDY sculpture. 

NDY sculpture in use. 
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• Focused city branding    

Traditionally, city marketers were urged to cater to as many topics and stakeholders as possible 

and reach out to as many markets as possible. The result was a lot of content and communication 

about many different topics. This practice has been replaced by strategic city branding, where 

marketers focus on a few topics and more specific audiences. This is beneficial for cities with 

limited marketing budgets. 

 

• One city brand   

Marketing, tourism, planning and economic development efforts should all follow one vision or 

brand strategy. City brands are not political and should not change as government changes.  

 

• Place branding starts with place making (when necessary) 

As previously mentioned, place making involves capitalizing on current community assets to 

create a quality public space. 

 

• Impact (not output) is important   

The success of city marketing used to be measured by the number of brochures printed, websites 

created, or growth in Facebook followers. However, impact is what really matters. Impact can be 

measured by engagement rates on Facebook or how many new businesses have been created in 

or have moved to the city, for example.  

 

• Citizens play an important role as brand ambassadors 

Residents should feel comfortable with how their place is promoted to the outside world. You 

must also ensure that residents remain happy – Over tourism can negatively affect residents.   

 

• Content matters  

Forget about slogans and logos - content is what matters. Because cities are so much more 

complex than consumer goods, slogans and logos are no longer a viable way to express what a 

city stands for or what it can offer to potential residents or visitors.  

 

PLACE BRANDING TRENDS 
 

8 City Marketing Trends and Developments to Watch 

https://placebrandobserver.com/city-marketing-trends-2017/
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Place branding efforts can be targeted towards many different 

audiences. A distinction must be made between short-term 

visitors, such as tourists, and long-term community members, 

such as residents and businesses. The following sections examine 

strategies for attracting these different audiences. 
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 Benefits of Rural Tourism   

o Job retention and creation  

o New business opportunities 

o Career opportunities for youth  

o Enhances community pride  

o Preservation of rural culture  

o Increases art sale  

o Landscape conservation  

o Environmental improvements  

o Preservation of the historic built environment   

 

Types of Rural Tourism  

1. Heritage Tourism  

• Experiencing places and activities that represent the past  

 

2. Ecotourism 

• The process of visiting natural areas for the purpose of enjoying the scenery, 

including plant and animal wildlife; May be passive or active 

 

3. Agritourism 

• The act of visiting a working farm or agribusiness operation for the purpose of 

enjoyment, education, or active involvement in the activities  

 

 

 

 

 

 

 

 

 

 

 

 

 

TOURISM 
 

Rural Tourism – An Overview 

https://www1.agric.gov.ab.ca/$Department/deptdocs.nsf/all/csi13476/$FILE/Rural-Tourism.pdf
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What makes rural tourism successful?  

• Community Involvement  

For an area to become a rural tourism destination (not just a stopping point) structured networks 

and collaborative agreements between public and private sector actors are essential. Community 

involvement is a key part of this equation. For example, local businesses and residents of the 

community should be involved in main street initiatives to attract more people to the area.   

 

• Proximity to Market  

Rural tourism destinations must be easily accessible to potential visitors through reliable 

transportation systems. 

 

• Product Development  

This should include tourism development planning, investment in tourism-related 

infrastructure, and a range of activities to satisfy the diverse taste of visitors. Tourism 

infrastructure encompasses wayfinding signage, parking lots, public restrooms, outdoor seating, 

etc.  

 

• A Visitor Center  

Rural communities must have a welcoming center where visitors can seek information on local 

attractions, activities, and accommodations. 

 

• A Quality Brand and Regional Label  

To be effective, a brand should unify all functional (recreation and events) and emotional benefits 

(fun, culture and solitude) under one all-inclusive identity (image and positioning statement) to 

create an indelible impression in the mind of the consumer. 

 

• Funding  

Identify creative ways to support rural tourism funding in an effort to maximize and leverage 

existing marketing efforts. The long-term sustainability of tourism rests on the ability of 

community leaders and tourism professionals to maximize its benefits and minimize its costs. 

  

Small Town Tourism: Building the Dreams 

  

http://www.iira.org/wp-content/uploads/2014/08/Small-Town-Tourism-Building-the-Dreams.pdf
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According to the Illinois Institute for Rural Affairs, there are several reasons why 

people travel to a destination (things to capitalize on): 

 

▪ Water  

Many towns attract visitors because of their location relative to lakes or rivers. Water encourages 

a wide variety of tourist experiences (fishing, kayaking, parasailing). 

 

▪ Art  

Art not only attracts tourism but can help attract and retain skilled professionals to the area. 

Nashville, Indiana is an example of an art community that is surrounded by tourist friendly 

attractions. Hannibal, Missouri holds an annual event called “50 Miles of Art” featuring artist 

along Route 79. Palestine, Illinois designated a downtown building as a future location for artists. 

Jeffersonville, Indiana created an arts and culture district. 

 

 

 

  

 

 

 

 

 

 

 

                                                                                        

Jeffersonville Art and Culture District. 

 

• Parks and Recreation   

Natural lands, public parks and hiking trails attract tourists to an area. Pella, Iowa markets a full 

calendar of recreation activities.  
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▪ History  

The history of a community tends to be one of the most underestimated tourist attractions. People 

like to hear stories of local historical figures and the architectural record found in the bricks and 

mortar, as well as the educational experience of discovering new and interesting facts. Historical 

buildings and unique architecture can be attractions for travelers.  

 

▪ Shops and Sales  

It is almost universally true that tourists who are compelled to travel to different locations also 

find time to shop. In some cases, shops become the attraction. Antique shops, flea markets and 

art galleries should be promoted  

 

▪ Ethnic Attractions  

The Midwest has several Amish communities. The large availability of crafts and locally made 

goods attracts many tourists. Several towns also emphasize these ethnic roots as major tourist 

attractions.  

 

▪ Wineries 

Wineries (and breweries) are growing in popularity. They promote tourism and enhance the 

attractiveness of communities. Communities can benefit from being listed on wine trails.  

o Indiana Uplands Wine Trail 
o The Southern Indiana Wine Trail 

 

 

http://www.indianauplands.com/
https://www.indianawinetrail.com/
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▪ Festivals and Events  

Festivals attract people and provide an economic stimulus. Several communities connect 

festivals with produce. Research shows that bundling events enhances their appeal. Attendance 

tends to increase when major events are combined with other offerings such as art, music, food, 

or cultural attractions. 

o Example: Bloomington’s Food Truck Friday Event   

 

Tourism infrastructure is also important and shows up in several ways. An old historic house 

becomes a bed and breakfast. A former hardware storefront becomes an art gallery. The city park 

contains a gazebo with benches where tourists can listen to music. Lamp posts have banners 

telling tourists something important about the city. New signs and street billboards point the way 

to local parks, restaurants, wineries, and historic sites.   

 

OTHER TOURISM IDEAS 

▪ Girls Night Out Weekends  

o Done in Galena, Illinois  

o These events usually feature an arrangement of meals, drinks, 

shopping, and entertainment  
 

▪ Winter Weather Events  

o Finding ways to take advantage of the cooler months  

o Hot Chocolate Trail (same idea as the ice cream trail)  

o Northfield, Minnesota created a two-day long winter event involving 

paper lanterns and light displays  
 

▪ Skill-Building Events  

o Saugatuck, Michigan holds an annual Lego Design event which 

includes a workshop for improving skills needed to build various 

Lego figures 

o Stillwater, Minnesota sponsors a three-day “Young Chefs” series that 

provides cooking classes for the youth 

o Lake Geneva, Wisconsin sponsors an “Aerial Adventure” program 

featuring zip lining and climbing towers  

 

https://www.facebook.com/ladiesgetawaygalena
https://www.narcity.com/eat-drink/ca/ab/hot-chocolate-trail-in-alberta-is-a-secret-theyve-been-hiding-from-the-rest-of-canada
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What makes rural communities desirable places to live? (things to capitalize on) 

 

▪ Strong, Small Schools 

Communities that make a commitment to provide a quality education in small, community-

based schools and invest in them will always have a powerful advantage in attracting young 

families with children. State policymakers should not blindly force school consolidation that 

undermines both education and communities under the assumption that bigger is better. 

Research indicated that small schools have the best educational outcomes for most children 

(fewer kids fall through the crack). Small schools graduate a higher percent of their students  

There are opportunities for communities to work together. Some school districts share a 

superintendent. This spreads the cost of the highest salary and enables each district to gain the 

advantage of a more talented leader than they could each hire individually.  

Others are sharing teachers and offering joint classes by transporting upper-level students 

between communities to enable them to offer advanced courses with low enrollments at a 

reasonable cost. 

 

▪ A Sense of Community  

Surveys suggest that the factor most strongly correlated with human satisfaction is regular 

contact with a community of friends. In fact, such supportive networks are more strongly 

correlated with satisfaction than income. Communities that create spaces for people to meet and 

interact are more likely to attract and keep families and businesses than those that don’t. 

 

▪ Social Capital  

Communities can enhance their future by establishing a culture of working together to solve 

problems, launch new initiatives, and make the community a better place to live. Young people 

and families must be involved in the community if you want to keep and attract them. With this, 

it’s important to provide opportunities at various different times to allow working parents to 

participate around their employment schedules.  

 

 
RESIDENTS 
 

Desirable Communities 

https://www.cfra.org/renewrural/s/desirable-communities
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▪ Access to Nature and a Quality Environment  

In the future, access to uncrowded natural land will be increasingly hard to come by, and it will 

be an increasingly valuable asset for communities. New public policies can facilitate the 

development of natural lands. For example, landowners could be provided a bonus through the 

Conservation Reserve Program for restoring land along a stream and providing public access, in 

concert with a community plan. 

 

*Note that affordable housing and high-speed internet are also important elements of a community’s desirability, but 

were intentionally left off the list of 2020 Radius quality of place reports, as it was decided that these topics are too 

broad for the scope of this research. 
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• Kansas  

The Rural Opportunity Zone program incentivizes graduates from big cities to move to under- 

populated towns. *Note that this is not a part of the Federal Opportunity Zone tax credit program.*  

The program will help pay off your student loans – up to $15,000 over the course of five years. It 

appears that this program needs to be tightened up, as there has been mixed success. 

 

• Curtis, Nebraska  
Curtis offers to construct a single-family home within a specified time period and receive the land 

for free. 

 

• Marne, Iowa  

Marne incentivizes free land to build on. Houses must be a minimum of 1200 square feet and the 

average lot size is approximately 80 x 120 feet. 

 

▪ Harmony, Minnesota 
The Harmony Economic Development Authority offers a cash rebate program to incentivize new 

home construction. Based on the final estimated market value of the new home, rebates range 

from $5,000 to $12,000. 

 

▪ Baltimore, Maryland  

The Buying into Baltimore program offers a $5,000 forgivable loan (forgiven by 20 percent each 

year). The Vacants to Value Booster program offers $10,000 towards the down payment and 

closing cost of buyers of distressed priorities.  

 

 

 

POPULATION ATTRACTION 

Many rural towns are offering incentives aimed at attracting new residents (free 

land, money or education). 

 

Places in the U.S. that will pay you to move there 

 

Commerce study critical of incentives offered in rural opportunity zones 

https://www.kansascommerce.gov/programs-services/community-development/rural-opportunity-zones/
https://www.curtisnebraska.com/copy-of-medicine-valley-economic-de
https://www.harmony.mn.us/index.asp?SEC=022F2A6B-7FAA-4E0D-88F0-ED95E1CB6D8C&Type=B_BASIC
https://www.businessinsider.com/places-in-the-us-that-will-pay-you-to-move-there-2017-11
https://www.businessinsider.com/places-in-the-us-that-will-pay-you-to-move-there-2017-11
https://www.cjonline.com/news/20200117/commerce-study-critical-of-incentives-offered-in-rural-opportunity-zones
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▪ New Haven, Connecticut  

The city has a suite of programs totaling up to $80,000 for new homeowners. It includes a $10,000 

forgivable five-year loan for first time homebuyers; $30,000 in renovation assistance; and/or up 

to $40,000 for college tuition.  

 

▪ Alaska  

The state offers an interest rate reduction program for those financing new or existing energy-

efficient homes or improvements. The state also offers incentives for veterans and live-in 

caretakers of physically or mentally disabled residents. They also have a manufactured home 

program and a rural owner-occupied loan program  

List of all loans: List Loans 

 

▪ Colorado  

Like most states, Colorado offers programs that assist with down payments and low interest rates, 

but the state also has a disability program that helps first time buyers who have a permanent 

disability finance their home. The state also has a down payment assistance grant that provides 

recipients with funds up to 4 percent of their first mortgage, which doesn’t require repayment. 

 

▪ Wyoming  

The Wyoming Rehabilitation & Acquisition Program takes homes that have been foreclosed or 

abandoned and puts them back on the market for households with low incomes after they’ve been 

rehabbed. Wyoming offers another rehab program that allows older homes to be “spruced up” if 

they need more than $15,000 worth of repairs.  

 

 

 

 

 

 

 

 

 

 

https://www.ahfc.us/buy/loan-programs/alphabetical-list-loans
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Programs in Vermont, Topeka, Kansas and Tulsa, Oklahoma will pay people to relocate if they 

work remotely. Other resident recruitment strategies include weekends that tempt tourist to stay, 

discounted rent, student loan assistance, and free land.  

This shift marks the recognition that fewer people are tied to brick and mortar offices and state 

and local officials can reap the benefits of workers no matter where their employers are based.  

Note that Matt Finn, an Old National Bank Economist, anticipates the demand for office spaces to 

continue to decline, especially with the rise of working from home due to COVID-19  

*It should be noted that little research has been done on the effectiveness or sustainability of the 

“paying people to move” strategy.  

 

Vermont created the Remote Worker Grant Program. The Vermont Legislature provided 

$500,000 over three years to reimburse expenses of remote workers from other states to relocate. 

Each worker can receive up to $10,000 in grants over two years. Eligible expenses include 

computer software and hardware, internet access and membership in a co-working space. 

 

Tulsa is also focusing on remote workers. Tulsa Remote will pay workers who live in Tulsa for a 

year $10,000 in cash installments. Workers also receive free membership to a co-working space 

and housing discounts. The pilot project is funded and administered by a private foundation (no 

public funds are involved)  

 

Marquette, Kansas turned to housing incentives to attract businesses. In 2002, the local economic 

development commission bought 50 acres in 2002 and started giving lots away. Almost 30 homes 

have been built by people out of state, two of which started small businesses in the town.  

 

Maine expanded their opportunity tax credit, which had been limited to graduates of in state 

schools, to graduates of out of state schools who live and work in Maine.  

Four Vermont communities have sponsored “Stay to Stay” weekends. After a Friday night 

welcome reception with local leaders, tourists explore the area on their own before meeting with 

For decades, cities and states have tried to create jobs by attracting out of state 

employers. Now, many are trying to attract workers. 

 

Rather than lure employers, some rural areas try to attract workers — one at a time 

 

https://www.forbes.com/sites/brendarichardson/2019/12/17/topeka-kansas-offering-up-to-a-15000-incentive-just-for-you-to-move-there/#5eb04fe744d0
https://tulsaremote.com/#hero
https://www.seattletimes.com/business/rather-than-lure-employers-some-rural-areas-try-to-attract-workers-one-at-a-time/
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entrepreneurs, real-estate agents and potential employers. The Vermont tourism and marketing 

department is collaborating with local chambers of commerce and young professional groups.  

 

Vermont and other New England states are scrambling to find ways to attract more people of color 

and help them feel more at home. The Vermont tourism department highlights the state’s status 

as the first to abolish slavery and promotes a trail of African American historic sites. Available is 

a website to help people of color connect and tell their stories about moving to and living in 

Vermont: This is Why I Call Vermont My Home. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://iamavermonter.org/
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▪ Understanding the changing rural economy  

Since 2010, outmigration in rural areas is no longer being offset by birthrates. A report by the 

Economic Innovation Group found that a one percent point decline in population leads to a 2-3 

percent point decline in business startups. Much of rural America hasn’t recovered from the Great 

Recession. Aging demographics and disabilities are higher in rural areas than urban 

counterparts. Rural communities NOT adjacent to urban communities have a greater struggle in 

maintaining a workforce.  

 

▪ The bottom line 

Rural communities must think creatively. Adapt to creative systems that take advantage of 

existing assets. Be open to change.  

 

▪ What is a creative economy? 

A blend of the arts, science, technology and business 

▪ Value added arts and culture  

▪ Local and specialty foods (culinary art) 

▪ Design services (architecture, graphic design)  

▪ Film and video production 

▪ Advanced manufacturing  

▪ Specialty tourism  

 

A creative economy combines creative industries, places, talent, and convergences (interactions 

with other sectors) to create jobs, which creates wealth in the region.  

Creative economies are holistic in nature  

▪ Allows for a focus on community assets to expand economic potential  

▪ Differentiates one community from another  

▪ Allows for collective and cooperative efforts with regional partners  

▪ Increases competitiveness  

▪ Provides a more sustainable economy (less vulnerable to economic trends) 

 

BUSINESSES 

*Information from an IEDC Webinar – Best Practices in Rural Marketing 

and Attraction 
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▪ Three types of economies  

o Regional Export Economy  

▪ Traded goods and services 

▪ Supports growth in a region 

▪ It’s important to understand how competitive industries rely on 

innovation and work to support them   
 

o Regional Import Economy  

▪ Draws wealth from outside the region based on unique assets and 

attractions  

▪ Efforts should encourage art, design, culinary, and cultural 

enterprises  
 

o Support Services  

▪ Fills critical needs for both businesses and citizens 

▪ Typically, local markets 

▪ Provides key training elements for entrepreneurship and small 

business operations  
 

▪ Creativity supports multiple strategies  

o Tourism  

o Downtown development  

o Specialty food production  

o Entrepreneurial development  

o Business retention and expansion 

o Business recruitment  
 

▪ Creative economies impact the local economy  

o Better placemaking and higher quality of life  

o Entrepreneurial opportunity  

o Resident retention and attraction  

o Creative and critical thinking skills  
 

▪ Creative economies impact communities as a whole  
 

1. Community uniqueness  

Each community will have different assets to build upon. Focus can be on filling the gaps in the 

region or finding commonalities.  
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2. Improved community identity  

Citizens will have stronger connections to the community and have better engagement and 

retention. Each community will have a different look and feel  

 

▪ Why is this important? 

Most US employers (97 percent) say creativity is important to them. Eighty-five percent of 

employers looking to hire creative people say they are unable to find applicants. There were 4.9 

million arts and culture sector jobs in America in 2015, accounting for three percent of all US 

jobs. 

Goals of creative placemaking investments are associated with GDP growth. Each year, 76 

percent of American leisure travelers (about 130 million adults) participate in cultural activities 

while traveling, which contributes more than $171 billion to the US economy.  

American cultural travelers spend on average 60 percent more than other types of travelers 

(about $1300 per trip compared to $800). Generally, they also take more trips per year than 

nonculture travelers. 

 

▪ To encourage creative economies, it’s important to develop a system of 

sustained support and collaboration  

o Innovation hubs 

o Maker spaces  

o Artisan spaces  

o Culinary institutes  

o Business incubators  

o Cultural centers  

 

▪ Developing a creative ecosystem  

o Think about your existing assets  

o Think about your existing resources  

o Take a focused look at your infrastructure  

o Identify the gaps  

o Get help, if needed  
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Marketing Strategies 

▪ Internal 

o Target regional businesses, stakeholders, partners, legislators and the general 

public 

o Goal is to let them know what you are going and build support 

o Email, social media, website 

▪ External 

o Target business decision makers, site selectors, brokers, multipliers (utilities, 

railroads, engineers, contractors) 

o Goal is influencing investment decisions 

o Email marketing campaigns, targeted digital marketing campaigns, website 

 

OhioSE Economic Development (Similar to Radius Indiana) is a 

regional nonprofit organization. There are 25 rural counties within 

their region. 

 

Information reflects guidance from regional economic development group OhioSE 

Economic Development. 
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Business Development Target Markets 

o Energy  

o Wood and paper products  

o Automotive and aerospace 

o Metal fabrication  

o Logistics and distribution  

o Food manufacturing  

 

Messaging 

o Build credibility (highlight well-known companies)  

o Labor surplus 

o Rural cost savings (low costs of living) 

o Ready sites and buildings  

o “Rural is cool” 

▪ The best kind of living – smaller downtowns, ample outdoor activities, 

locally owned establishments 

▪ Feature quality of life images and videos to illustrate this 

 

Business Attraction | Before You Begin 

o Define your target markets according to your strengths and distinguishable 

advantages  

o Quantify your advantages  

o Build credibility with successes  

 

Tactics used by OhioSE and lessons learned 

o Direct company outreach – very time consuming  

o Lead generation calls – results vary, some success  

o Trade shows – reaching decision makers is challenging  

o Site selector events and meetings – still waiting for pay off 

o Market visits – very time consuming and expensive  

o Brokers open houses – success  

o Sponsorship of events – some success 

 

Best Practices | Lead Generation Contracts 

o EDO pays a third party firm to develop a list of companies in targeted sectors 

specified by you. They will perform initial outreach and screen the company to 

gather possible project parameters.  

o They will connect you and the company via a conference call  
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o You will talk to companies considering projects  

o It can be expensive ($1400 to $1900 per call) 

o It is imperative that your lead generation firm understands your target markets 

and that you both screen calls appropriately  

o Follow up with compelling information by EDO is critical  

o Recognize it is still a low percentage success rate  

o You will get better at pitching your community/region  

 

Best Practices | Brokers’ Open House 

o Host an event for regional commercial brokers  

o You may have to go to them  

o Make the event convenient and appealing  

o Work through a friendly broker to help get other brokers there  

o Make it casual and social  

o Build relationships  

o Work in a brief presentation hitting high points of properties, workforce and 

business advantages  

o Have visuals  

o Feature compelling properties  

o Provide a takeaway  

 

Best Practices | Conference Sponsorship in Targeted Sectors 

o Sponsorship of conferences or events in your target sectors  

o Get a speaking slot – have a case study or testimony about a success story  

o Get a tradeshow booth  

o Get advertising  

o Can be very expensive  
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Best Practices | On a budget 

o Have a great website with compelling content that you keep up to date and 

relevant. Use search engine optimization and links to help people find you. 

o Be regional – band together by region  

o Seek sponsors who will benefit from your success 

o Market to project influencers: state and regional development offices, utilities, 

railroads, regional developers, bankers, etc. 

o Build confidence that you and your community can accommodate the project 

needs  

o Build your pitch decks ahead of time and constantly improve them  

o Anticipate objections and prepare or address proactively  
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Tourism and resident attraction programs can be funded several ways.  

 

▪ Dedicated City Funding  

Most local governments budget for economic development activities using the general fund. City 

funding directly pays for items such as business surveys, marketing campaigns, business 

education programs, and redevelopment efforts. Governments indirectly pay for local economic 

development through incentives, such as tax breaks  

 

▪ State Funding 

Cities also receive support from their state government for local and regional economic 

development initiatives in the form of on the ground programs and through direct funding.   

 

▪ Federal Funding  

There are several federal programs supporting local economic development strategies from the 

Economic Development Administration (EDA), the Small Business Administration (SBA), the 

Department of Housing and Urban Development (HUD) and other agencies. These programs 

provide direct federal dollars to state/local governments or businesses, as well as tax credits to 

developers or community entities  

Common programs used by cities:  

o EDA Planning and Local Technical Assistance Programs 

o Community Development Block Grants  

o New Markets Tax Credit 

o Historic Preservation Tax Incentives  

 

For more information, talk to your local regional planning commission  

 

*Note that state and federal programs tend to focus on support for capital projects, not operating cost.  

 

 

 

FUNDING 

 

Four Ways to Fund Effective Economic Development In Your City 

https://citiesspeak.org/2017/08/09/four-ways-to-fund-amazing-economic-development-in-your-city/
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▪ Public Private Partnerships  

These are contractual arrangements between a municipality and private entities agreeing to 

share the responsibility of funding and managing an economic development project. According 

to the Government Finance Officers Association (GFOA) the structure of a public private 

partnership typically includes the offer of funding, tax incentives, or public land from the local 

government while the private organization promises capital investment, job creation, or 

development expertise. 

 

 

Specific Funding Opportunities 

Our Town is a creative placemaking grant program. The program supports projects that integrate 

arts and culture into efforts that strengthen communities by advancing economic, physical, or 

social outcomes. 

 

The Indiana Office of Tourism Development awards nearly $250,000 in grants to enhance local 

tourism efforts.  

 

The Rural Business Development Grant program provides funding for projects that benefit small 

businesses in rural areas. Small businesses have fewer than 50 workers and less than $1 million 

in gross revenue.  

 

Patronicity- Community CrowdFunding for Community Projects is a website that allows communities 

to seek crowdfunding for community projects. Projects like park improvements, community 

gardens, mural painting, etc., can be paid for through contributions collected in small amounts 

from local citizens. A good communication plan and offering something meaningful to the 

community are keys to success. 
 

The Rural Economic Development Loan and Grant program provides funding for rural projects 

through local nonprofit electric utility organizations. 

▪ Also available for Indiana specifically  
 

The Community Facilities Direct Loan and Grant Program provides funding to develop essential 

community facilities in rural areas.  

 

https://www.arts.gov/grants-organizations/our-town/grant-program-description
https://www.visitindianatourism.com/node/200
https://www.rd.usda.gov/programs-services/rural-business-development-grants
https://www.patronicity.com/creatingplaces
https://www.rd.usda.gov/programs-services/rural-economic-development-loan-grant-program
(https:/www.rd.usda.gov/programs-services/rural-economic-development-loan-grant-program/in
https://www.rd.usda.gov/programs-services/community-facilities-direct-loan-grant-program
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The Museum Assessment Program (MAP) is designed to help museums assess their strengthens and 

weaknesses and plan for the future. 

 

The Museums for American program supports projects that strengthen the ability of an individual 

museum to serve its public.  

https://www.imls.gov/grants/available/museum-assessment-program-map
https://www.imls.gov/grants/available/museums-america

