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Home Locations for Chrysler Workers
2003 Local Employment Dynamics (LED) Blockgroup Data

Workers Per Blockgroup

-41 66 [ 11-20




Competition for Businesses is Intense

Reason #3




v’ Businesses view you as REGIONS

v Success/failure is shared as REGIONS

v’ Pooling resources as REGIONS is necessary in the face of
intense competition

(Just to name a few!)

Economic development efforts should be REGIONAL







It I'had an hour fo
solve a problem and my
life depended on it,

“
R

| would use the

first 55 minutes

determining the

\

proper questions to ask.

Aok Eingldin



What is a |
Regional Strategic Plan? i
Summary Background "‘

Vision

Goals

Measurable Objectives

Specific Initiatives

Evaluation Metrics
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A tool for...

Clarifying direction

Tackling BIG goals by aligning
many smaller efforts

Making resource allocation
decisions

Continually evolving
Action-inducing
Broadly accessible

MarksNelson.




A Tool for
Clarifying Direction

First things first!

Example:
The Confused Company
(“To Grow or Not to Grow?”)

Example:
The Unintentional Competition
(City vs. Economic Development)




A Tool for Identifying Priority Issues

Pursue
OPPORTUNITIES Strengths align with
opportunity

Address weaknesses if possible
to open opportunity

Identify options to utilize Vulnerability
strengths to minimize threats Establish a defensive strategy

THREATS

Urgency

Example: County w/o Real Estate

e el | Fxample: City w/o Labor Force

Identifying threats WEAKENS them

Partner

Identifying opportunities STRENGTHENS them




A Tool for
Tackling BIG Goals with
Smaller Efforts

Example: £
Where did this housing forum 1
come from? R {
”

: ” Example:
%2 A high school assembly, really?

MarksNeIson

mmb ﬁwd




Vision Strategic Direction
& Action Plan

N~ Goals
~ 7~ Measurable Objectives

< 7 Specific Initiatives

.——————/

s <’ Evaluation Metrics

‘#"




A lengthy book collecting dust on
a shelf

A collection of isolated
components

A once every five years process

A report prepared by “someone
else”

Well crafted but overly complex
language void of real meaning



‘A hallmark of true expertise and insight is making a
complex subject understandable.
A hallmark of mediocrity and bad strategy is

unnecessary complexity — a flurry of fluff

. N

"

masking an absence of substance.”

A
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* Requires awareness of existing | CORRIDOR
industry strengths .
* Ability to prioritize use of A

SCarce resources

e Kansas City a great example
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Workforce
Training Partnerships ﬂ

e Example: i e\
Rural workforce training
with no budget

es5 Advisors



Confidential County Jobs by Type of Establishment
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1995-96 | 1996-97 | 1997-98 | 1998-99 | 1999-00 A 2000-01 | 2001-02 | 2002-03 | 2003-04 K 2004-05 | 2005-06 2006-07 K 2007-08 = 2008-09

@ Opened 649 219 250 160 312 607 188 95 248 445 258 170 177 167
@ C|osed 298 421 316 -344 255 278 972 326 -355 -392 -118 -129 -104 614
@m  Net Opened 351 202 -66 -184 57 329 784 231 -107 53 140 41 73 -447
e Fxpanded 299 275 118 310 233 255 94 234 249 169 210 141 46 116
e Contracted -155 -260 -197 -215 -204 -127 -350 -114 -382 -196 -136 -134 -77 -74
- Net Expanded 144 15 -79 95 29 128 -256 120 -133 =27 74 7 -31 42
@ \love |n 33 42 6 16 53 90 48 32 96 20 15 56 26 37
@ |\ove Out -104 113 3 12 560 61 42 47 23 -75 5 6 -32 12
- Net Move In -71 -71 3 4 -507 29 6 -15 73 -55 10 50 -6 25
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\ Public-Private Collaboratiof

“I have way too much invested,

both personally and professionally, in this

community to be complacent about its future‘ -

We’ve all seen what can happen to

communities that rely on organic growth

and hope for positive trendlines.

I, for one, have too much to lose.”

Local Business Owner &
Founding Member of a
Local Economic Development Effort




Josh Beck

Partner, Location Strategies
MarksNelson, LLC

816-743-7700
jbeck@mnlocationstrategies.com

Www.marksnelsoncpa.com

MarksNeIson

MOVE FORWARD Certifie dP blic A
and Business Advi







Goods & Services External

Market

Basic Concept

of

Primary Businesses



Information/
Focus

“Product”
Development

Outreach

Execution

Real Estate

Public Polic
i Development

Infrastructure
Enhancement

-

Workforce
Development

-

Lead
Generation

Marketing

Project Management

New Business
Attraction

Employer
Interviews

Project
Management

Existing
Business
Development




