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2 main websites for business & talent attraction
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* LifeinCalgary.ca

Landing sites for campaigns
e BePartoftheEnergy.ca
 WishYouWereHereCalgary.com

Program specific sites
e CalgaryFilmCentre.com
e CareersinCalgary.ca
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Our Clients

We have collaborated with a wide range of economic development and chamber organizations
to custom-tailor their websites to focus on driving investment, increasing workforce interest and

building brand adoption.
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The Web and Site Selection




What is the likelihood that you will
visit an economic development
organization's website during your
next site location search?




LIKELIHOOD OF VISITING AN ED ORGANIZATIONS’ WEBSITE
DURING NEXT SITE SEARCH (RESPONSE OVER TIME)

2017 2014 201 2008 2005 2002

Source: Winning Strategies 2017



The Economic Development Website of the Past



They are Generic
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They are Built on Outdated Frameworks
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They Target the Wrong Audience






How Does Your Website Stack Up

Oh....man, all five of those described
our website, I'm currently overwhelmed
and sitting in a corner crying.

Eh...maybe one or two of those
described our website, but overall we
think a few minor tweaks will help.

Dudes....we're perfect, light years
ahead. Going to sign off this webinar for
now. Peace out!

.. Start the presentation to see live content. Still no live content? Install the app or get help at PollEv.com/app ..



The Economic Development Website of the Future



They Include the Basics

Incentive information

Demographic information

O 4%

Searchable database of available
buildings and sites

Workforce statistics
Comparisons to competitor locations

) 38%
Major employer list

0 32%

Quality of life information

Source: Winning Strategies 2017



They Are Specific

e They drive visitors down their
correct path clearly

 They have specific call-to-actions

based on the needs of each end
user

 Use new technology to identify
specific companies visiting your
website




Building Community

. ECONOMIC
DEVELOPMENT
. COALITION

Asheville-Buncombe County

Economic Development

Expanding or relocating your business? Whether
you're a global or an emerging company looking
to startup, tap into Asheville's opportunities.

ASHEVILLE

Chamber of Commerce

Learn how your business can engage and make
an impact with the local community through
membership with the Asheville Area Chamber
of Commerce. Additionally, discover resources
for visiting and living in the Asheville, NC area.
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How Do You Like Them Apples...

Newsroom

AUGUST 24, 2017

Apple’'s next US data
center will be built in lowa

Addr.... e e
Facility Outside Des Moines Will Run on 100 Percent Renewable Energy
'] “LIDerminn. A 95114 )

. Des Moines, lowa — Apple today announced plans to build a 400,000- )
DESC ”F square-foot, state-of-the-art data center in Waukee, lowa, to better serve 2 Watc h |OS

North American users of iMessage, Siri, the App Store and other Apple
services. Like all Apple data centers, the new facility will run entirely on
renewable energy from day one.




They Bring Data to Life

* Responsive pie charts, tables, and
graphs

* Listed throughout the entire site on
relevant pages

 Focus on labor statistics,
demographics, statistics by industry,
major employers, gdp, rankings and
any other data that have been used in
responses to proposals.




Columbus Collaboratory

Manufacturing

Manufacturing Operating Costs

Project parameters: 50 jobs (production: SOC 51), 50,000 square feet, $25M land and building
value, $50M tangible property (30% depreciation), $30M revenue, $1.5M in-state gross receipts,
$3M profit. Chart displays cost as % of Revenue

Metro Area Payroll Rent Taxes Total Cost Revenue & One of US
Columbus Collaboratory
Columbus $1.80M  $0.15M  $0.57M  $2.53M 8.4% Developing groundbreaking solutions in advanced
analytics and cybersecurity
Detroit $1.87M $0.21M $0.85M  $2.92M 9.7%
Louisville $1.74M $0.19M $1.03M $2.96M 9.9%
Los Angeles $1.53M $0.32M $1.15M $2.99M 10%
Chicago $1.70M $0.22M  $1.08M $3.00M 10.2%
|
|
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j | INTERSECTIllinois

Data

Education Attainment | Population 25+ Years

Bachelor's Degree 20.2% 18.8%

Graduate or Professional Degree 12.7% 11.5%

Source: U.S. Bureau of the Census

&—— Previous




j | INTERSECTIllinois

Data

Percent Employment by Select Occupation

® Management, business, science, and arts occupations

@ Sales and office occupations

® Service occupations

@ Production, transportation, and material moving occupations
Natural resources, construction, and maintenance occupations




INTERSECTIllinois

Relevant News

O

July 20, 2018

Intersect lllinois Strengthens Business Ties with
Japan

Intersect lllinois recently helped welcome the newly appointed Japanese Ambassador to the United States to lllinois on a visit that focused on

advancing the state’s business partnerships with Japan. His Excellency Shinsuke J. Sugiyama, Ambassador of Japan to the United States, Read Mo
joined the Honorable Naoki Ito, Consul-General of and Japan in Chicage and Japan External [..]
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$59,448 $53,482

Colorado United States

Median Household Income

O
$31,674

Per Capita Income
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Find local information to help your business make
smarter, faster, better decisions.
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showcasing the energy of our city

Every day, industries and businesses in Calgary use creativity, innovation and resourcefulness to shape our city and energize our future.
With the infrastructure, quality of life and workforce available. now is a great time to make your move to Calgary to be part of the energy.

wel




Share your resuits

Downtown Marietta

Earl Smith

A N

WEDDINGS - PARTIES - CORPORATE EVENTS « AND MORE(
RENT THE HESTORIC 8TRAMD THEATRE FOR YOUR EVENT

Marietta Square is the highlight of downtown Marietta. At the center is Glover Park, a perfect spot for
picnics, photos, and enjoying the outdoors. Surrounding the park are a number of boutiques, antique
shops, and more than 30 restaurants. For theatre lovers, visit The Strand Theatre and Young Actors

Playhouse

Walk Score®

33 in Walkability
Most errands require a car

Commute Time

30-40 min to city

30-40 min to airport

Top Nearby Schools
Eastvalley Elementary School

Daniell Middle School

West Side Elementary School



http://carlsbadlifeinaction.com/
https://www.chooseatl.com/find-your-neighborhood
https://www.chooseatl.com/find-your-neighborhood

CHOOSEATL

What is your current salary?

. “Your answers will be kepl stncily confidential. They are nol stored or shared anywhese.

$50,000

MM

Housing Costs 27.20% Less in Atlanta

Whether you live in 2 condo, apartment or single-family home — intown or in the suburbs — housing in
Atlanta is more affordable than most other major cities. In Atlanta you'll also enjoy a beautiful tree canopy
and more square footage for your money.

—— Show Data

In Atlanta, your salary will go 13% further!

That's like earning about $62,150 where you live now!


http://carlsbadlifeinaction.com/
https://www.chooseatl.com/cost-of-living

They Tell a Great Story

 They have a content plan in place
based on key pillars

* Every piece on your website, social
and digital campaigns align with your
content pillars

* They bring your data alive into
something relatable




Let’s talk about a city

* 1.5 million people
* Median age of 38.6 years

* 6.9% GDP growth in 2017,
expected 2.5% in 2018

* Unemployment of 7.7%
 Downtown vacancy rate of 27%+



Let’s tell that city’s story



They Use Geo-Targeting

e Share custom content by visitor
location

* Allows you to tailor your message for
various audiences (in-state, out-of-
state, international

* Helps to address the need to try to be
everything to everyone. You can be
strategic about when you are being
that and offer up the right content.







EXPLORE OUR 14 REGIONS

The state of Colorado is a siate positioned for access and opportunities. Discover our regions unigue benefits for global companies.

© REGION 1: GOLDEN PLAINS REGION

Logan, Morgan, Phillips, Sedgwick, Washington and Yuma

Home to both the Oregon Trail and some of the world’s largest manufacturers of
mozzarella and meat, the Northeast Golden Plains region upholds a sirong economic
climate with homestead roofs. As a leader in food production. agriculture and
manufacturing. the area is committed fo creating opportunities for business and familie
while maintaining ifs fradition of stewardship through rural regionalism.




LOCATION

From comer to comer, each area of our state offers a unique set of qualities. putting Colorado on the map for business and lifestyle.

O WHERE ACCESS MEETS ADVANTAGE

We sit just west of the center of the country, or for geography buffs, right on top of the
Continental Divide, but that doesn’t mean we e entirely made up of mountains. Our
central location makes an ideal home base fo catfer fo markets across North America
and beyond. Now that you know how fo find us, welcome fo colorful Coloradol




They Adapt

They continually monitor what’s
happening in the global web community
and update their website to stay
relevant in the eyes of Google.
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WHERE AGRICULTURE &
INNOVATION COLLIDE




Nominate a Rising Star for the 2019 Econ Dev 40 Under 40 Awards - Learn More and Nominate

o

The Leade[ in
Marketing Places

CASE STUDY

We have updated our Privacy Policy to include GDPR. If you continue we will assume that you agree to our privacy policy.

to both business and young professionals through groundbri

relations, digital and lead generation campaigns. See More

View a tailored version of our site:
ﬁ Economic Development A Travel Marketing

Our passion is places. We are a highly specialized firm
with exceptional expertise in economic development

We have updated our Privacy Policy to include GDPR. If you continue we will assume that you agree to our privacy policy.




They Report Meaningful
Metrics that inform
your decisions

® Awareness:
* Increase in site visitors
= Sources of traffic (direct, organic, social media, other
marketing efforts) as well as actions driven by each.

® Engagement:
= Goal completions (pages that are indicative of gold
standard behavior for your website’s overall KPls)
* Downloads
= E-newsletter sign-ups

e Conversions:
= Contact outreach
= Any other big CTAs on your website




calgary ..
I economic be part of the energy
ca gary development

be part of the energy

Total Impressions Served Total Video Engagements Total Completed Views (75%) Total Engagements

969,976 395,376 11,680 7,443

Enirances Users Pageviews Awg. Time on Page Bounce Rate CPM Cost Per Video Engagement Completed View Rate Engagement Rate

3,975 3,272 4,320

Canadian Energy Conversation Landing Page Performance Data From Google Analyt

00:04:13 83.1% $10.10 $0.02 1.20% 0.77%

Which channel is driving most efficient reach? What channel is driving the most effective

How are pageviews trending?

1.BK

0

May15 May20 May23 May3D Jund Jun 9

= Pageviews = Emtrances

Which channels are driving page
engagement?

B Zessions [ Pageviews
Direct
Social
Organic Search
Referral
Email

(Othery

What are the top countries by pageview?

What are the top regions by pageview?

Region Pageviews Sessions
Alberta

Eritish Columbia
Ontaric

\irginia

Quebec

Mew York
Saskatchewsan
Texas

(ot set)
Califomia

Oragen

[ Total Imprezdlons Served. == CPM

Total Impressions Served

Twitter Facebook Linkedin
Channel

Media Efficiency:

Media efficiency metrics are aimed at answering the
question:

"5 the paid media campaign delivering good value for the
dollars spent?”

Media efficiency KP1s measure against the campaign
objectives including buy type (cpc, cpm, cpa), and specific
ad objectives (engagements, conversions, video views).

Which channel is driving most efficient video
engagements (2-3 second views)?

I ol Wi
240K

Total Video Engagements
Cost Per Video Engagement

Twitter Facebook  Linkedin
Channel

video completions (75% views)?

[ Tortal Compiatod Viaws (T5%) == Comgloted View Rata

w
F

&
@
Completed Wiew Rate

Total Completed Views (75%)

Linkedin Twittar Facebook
Channel

Audience Response:

Audience response metrics are aimed at measuring
desired behavioural cutcomes driven by media.

These include actions above and beyond the buy level ad
objectives such as post click site metrics and conversions
driven by media, social engagements including shares,
comiments and reactions (when not the primary objective)
and completed video views.

Which channel is driving most effective social
engagement?

I Totsl Engagemints  —— Engagemant fste

Total Engagements
Engagement Rate

Twitter Linkedin Facebook
Channel




Question and Answer Intermission




Econ Dev Websites of the Future
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Tips For Finding a Website Partner



Start with the end in
mind

What do you need to your website to do based on

your business objectives? Awareness? Lead
generation?

How you are measuring success?

|

What do you need your website to do for your
organization?
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Consider multiple
partners & match their
specialty to your needs

Regular agency vs. agency with niche focus — digital
only, lead generation, etc — goes back to your goals
How big is there team and is the team pitching the
team working on your site?

e How do they launch the project and how does that
align with your style?




Set the criteria for
evaluation in advance

Create a scorecard and know what is important

Team experience & work

Understanding of your project

Design expertise

Project methodology

Does their pitch match your requirements?
Timelines for deliverables

Budget & fees

® Check their references



Be open to new ideas

Build a common understanding of purpose &
expected outcomes - WHY & WHAT you are doing
your project

® Your agency will have awesome experience and
ideas — let them figure out the HOW
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HELP US FIND THE TOP RISING
ECONOMIC DEVELOPERS.

SUBMIT A NOMINATION!




Thank You.

Susan Brake:
Lisa Corcoran:
LCorcoran@CalgaryEconomicDevelopment.com


mailto:susan.brake@aboutdci.com

