
Marketing for 
ROI. Seriously.



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

an increase in website visits by 150%. In addition this website won the best economic development website in the world in 2011.
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Random Acts of Marketing Won’t Work
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Digital is the 
Future of ED 

Marketing 



A Re-cap of the 
Learnings
From a digital lead gen to SEO, the name of 
the game is impact



1. Digital Lead Generation

Assignment

$24,000/8 
months

Reach Results

4 Million 
Targets

168 
MQLs



Internet Marketing and SEO strategies are the only form of 
marketing that can puts your economic development organization, 
product or service in front of your targeted market and prospective 
customers who are actively seeking exactly what your community 
has to offer.

COMPANY LOOKING TO 
EXPAND/RELOCATE

YOUR EDO 

SEM

2. Win Google’s Attention + Affection



Use this tool for:

1. Visual data for background

2. State, County and Tract Geographies

3. Historic comparison

4. ACS 5-year data and County Business 
Patternswww.census.gov/censusexplorer/

3. Online Storytelling (Using Specific Data Tools)







3. Social Media 



NICHE & UNREALIZED 
POTENTIAL

UNFOCUSED STANDARD POTENTIAL

LEADERSHIP

High Touch
(Relationships and Knowledge)
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4. Marketing for ROI

• Data Visualization 

• VR Experiences

• SEM

• Websites

• Social

• Mobile Applications

• Marketing Automation

• Content Marketing

• Trade shows

• Fam Tours
• Cocktails and handshakes

• Employer Surveys• Council Meetings

• Sub Committees • Elevated PR

• Digital Marketing BROKEN.

The old
marketing playbook 

is



CHECKLIST FOR:  
Economic Development Marketing

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



Guillermo Mazier, CEO                           

1860 Blake Street, Suite B101 Denver, 

CO 80202 USA

+913 742-1720 (Cell)                        

+303 292-3300 (Office)

www.atlas-advertising.com

www.blog.atlas-advertising.com

Connect With Us + Questions

Guillermom@atlas-advertising.com 
913.742.1720


