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OVERVIEW
In 2012, the Columbus Economic Development Board (CEDB) adopted
a strategic plan that seeks to build on the community’s strong quality
of place and to focus economic development activities on helping
existing primary/base employers grow their businesses and support
efforts to attract well‐paying jobs, increase the tax base, provide
more desired government services, and strengthen the housing
market. The plan identified three areas of strength in the
Columbus/Bartholomew County economy: advanced manufacturing,
STEM education, and design.
Building upon the 2012 plan, the CEDB contracted with Garner
Economics LLC and Development Counselors International (DCI) in
late 2014 to develop a target industry analysis to refine the
community’s approach to business recruitment. CEDB directed that
the resulting approach be aligned with the organization’s strategic
goal of “growing and attracting well‐paying, high value‐added,
community‐minded primary/base businesses.”

Garner Economics and DCI sought to accomplish the above task
through three phases:
 Phase I: Data Review & Discovery (led by Garner Economics)
 Phase II: Strategy (led by Garner Economics)
 Phase III: Implementation Recommendations (both Garner
Economics and DCI)
While the strategy looks at ways to focus the County’s industry
targets and business attraction efforts, it gives equal attention to
ways Columbus and Bartholomew County can retain and support its
existing company base and be well positioned for the next wave of
economic growth. The resulting recommendations identify areas
where CEDB can act as a catalyst to lead initiatives to improve the
area’s economic development service delivery and initiatives for
which CEDB will serve as a facilitator or participant to improve the
overall business climate. The process to build the strategy is
illustrated in Figure 1.

FIGURE 1: PROJECT PHASES & METHODOLOGY
Phase I: Data Review & Discovery
(led by Garner Economics)

Evaluate the Columbus MSA’s competitive position for
the identified business targets from an economic
development perspective
 Economic Analysis and Labor Analysis
 Assets and Challenges Assessment
 Industry target recommendations
Supplement existing survey work to solicit public input
through focus groups and stakeholder interviews as
needed, and compare the Columbus MSA to peer
regions and other best practices.

Phase II: Strategy
(led by Garner Economics)

Position the CEDB to achieve success through an
actionable strategy including short‐ and long‐term
tactics (three to five years) addressing:
 Business recruitment, retention, and marketing
 Workforce needs (skill sets demanded by the
targets)
 Potential collaboration with other economic
development organizations to ensure that key
messages to target industry groups are consistent
 Gaps in infrastructure needed to best support
target industries

Phase III: Implementation Recommendations
(DCI and Garner Economics)

High‐level implementation plans for actionable items,
including:
 Target Industry Recruitment and Marketing
Strategy and other promotion activities
 Retention efforts
 Budgeting and Phasing
 Recommendations for better engagement with,
and positioning to, target industries
 Workforce development support
Presentation of final report to an external audience

Publish the Competitive Realities Report
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CHAPTER 1: COLUMBUS’ COMPETITIVE POSITION
A SUMMARY OF THE COMPETITIVE REALITIES REPORT
Every economy is a complex mix of elements that
affect an area’s economic development
potential. To assess Columbus’ current state and
future potential, the consulting team engaged in
a thorough “Discovery” phase to assess the area.
The group did so from a site selection
perspective, using the same criteria and
measures that potential companies looking to invest or expand in
Columbus would employ. Additionally, Columbus’ economic position
was compared against the two benchmark economies selected by
CEDB—Ames, Iowa and Fond du Lac, Wisconsin—as well as the State
of Indiana and the United States. Three primary vehicles were used to
make the assessment: an Asset and Challenges Assessment, a Labor
and Demographics and Economic Analysis, and research comprised of
a series of focus groups and a marketing perspective survey.
The comprehensive economic assessment looked at demographic
data, industry statistics, and comparative rankings, understanding
that businesses considering the area do the same. The consulting
team used both quantitative analysis and some subjective
assessments based on its site selection expertise. All data sources are
documented and were chosen because they represent the level of
detail preferred by most site selection professionals. Where
appropriate and available, historical data is provided to show trends.
The resulting Competitive Realities Report (CRR) was provided to
CEDB in November 2014 and is summarized below.

Assets and Challenges
The Assets and Challenges Assessment (A&C) began with a windshield
tour of Columbus. Garner Economics assessed the City based on the
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qualities, elements, and infrastructure that a business will look for
when considering the area as a place for its operations.
The A&C was an objective and subjective evaluation of Columbus and
Bartholomew County. By knowing what challenges exist, the CEDB
can take the steps necessary to ameliorate a negative situation,
strengthen its overall “product,” and be a more attractive business
location. The dashboard below summarizes how each criterion was
ranked.
Of the 61 variables analyzed, 28 are considered an Asset and 5 a
Challenge (28 rated as Neutral). Garner Economics has conducted
well over 100 Assets and Challenges Assessments, and this exercise
for the community makes Columbus the first assessment completed
with the fewest number of challenges identified. However, Columbus
also has the most neutral rankings of any assessment undertaken.
The objective in the future will be for those policy‐makers engaged in
local economic development to move the bar with the neutral
rankings from neutral to an asset.

REPORT DASHBOARD
Indicates the community is better (more positive) compared
to a majority of the benchmark geographies or points to a
positive trend or asset within the area.
Indicates the community is neutral, neither positive nor
negative. Indicator may represent an observation or be in
the middle of the benchmark geographies.
Indicates the community is worse compared to a majority of
the benchmark geographies or points to a negative trend or
challenge within the area.
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FIGURE 2: ASSETS AND CHALLENGES
Neutral ratings are not summarized in this report. Detailed data can be found in the Competitive Realities Report.

Assets

Challenges
No relative challenges



Centrally located for major regional market



Centrally located for national market



Well positioned to serve international markets



Interstate highways



General aviation airport capable of handling corporate
aircraft



Number of skilled industrial workers in the workforce



Lack of skilled clerical workers



Availability of managerial personnel



Cost of labor (from the employer’s perspective)



Number of STEM graduates



Cost of labor (from the worker’s perspective)



Availability of post‐secondary vocational training



Availability of engineering program

Access to
Resources



Availability of manufacturing processes

No relative challenges

Economic
Development
Program



Involvement of both public and private sectors





Level of cooperation between various organizations
involved in economic development activity

Access to
Space

No relative assets

Access to
Markets

Labor
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Level of funding for local economic development program

Lack of fully served and attractive office sites
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Assets
Access to
Capital

Government
Impact on
Business

Quality of
Place

Challenges



Availability of low‐interest loans for small business



Availability of venture capital from local sources for
business startups, early stage funding, or acquisitions



Availability/capacity
treatment



State business tax climate ranking by the Tax
Foundation.org



State corporate income tax ranking



Local property taxes (as compared to benchmarks)



State and local sales and use taxes, service taxes



Personal income taxes



Availability of moderate‐cost housing



Cost‐of‐living index



Level of cultural activity



Availability of recreational opportunities



Level of air pollution



Appearance of the Central Business District
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of

water

and

wastewater

No relative challenges

No relative challenges



Lack of availability of apartments
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Labor and Economic Trends
The work to assess Columbus’ business climate also included a
comparative exercise to see where Columbus/Bartholomew County
stands against its two benchmark communities: Fond du Lac,
Wisconsin and Ames, Iowa (as chosen by the CEDB). This comparison
augments the work done above to assess Columbus through the
criteria and measures employed by site selectors. Columbus’
performance was also compared to that of the State of Indiana and
the nation as a whole. As with the Assets and Challenges Assessment,
Garner Economics used data that can be verified and for which
comparisons with other cities or areas can be made at the level of
detail preferred by most site selection professionals.

As the scorecards presented in the CRR (and replicated below)
indicate, Columbus compares well against its peers in terms of
demographics, labor, and economics. Columbus fared well in terms of
the educational attainment, median earnings of its population, and
cost of living. Columbus was on par with benchmark communities in
terms of population growth, SAT scores, violent crime rates, and
broadband access. Columbus falls behind the peer communities in
the number of self‐employed residents and the diversity of the
economy.

Demographic & Labor Dynamics
Over the last decade, the total population of the Columbus MSA has increased by 4,453 residents or 6.2 percent. This is a slower rate than the
United States or Ames, but faster than the state or Fond du Lac.
Over the 2010 to 2012 period, Columbus attracted 20.4 percent of its new residents from a Different State, a higher proportion than was
experienced in Ames, Fond du Lac, the state, or the nation. Columbus had the lowest share of new residents from Different County in Same
State, though.
Columbus has a more racially/ethnically diverse population base compared with both benchmark regions, and it has a higher share of residents
of Some other race compared with all other geographies.
Columbus has the highest proportion of residents in three age groups: under 5, 5‐9, and 25‐34; its median age of 37.9 is comparable to state
and national medians.
In 2012, Columbus had a low violent crime rate relative to the nation, state, and Fond du Lac, but somewhat above Ames. However, Columbus
had the highest property crime rate among the geographic areas.
Columbus has a lower share of residents age 25+ with a Bachelor’s degree or Graduate or professional degree than Ames or the United States,
but slightly higher than Fond du Lac or Indiana. Columbus has the highest share of residents age 25+ with an Associates degree.
Public high schools in Columbus have considerably higher composite SAT scores than state or national averages. However, Columbus’ high
schools have lower four‐year graduation rates than all other areas.
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Demographic & Labor Dynamics (continued)
Among new residents ages 25 and over, Columbus attracts a higher relative proportion of new residents with at least a Bachelor’s degree than
Fond du Lac, the state or the United States. Though Ames has a far higher share, its figures are skewed by the fact that Iowa State University is
the primary attractor of new residents to the region.
Median earnings are comparatively higher for Columbus residents whose highest level of education is Some college or associates degree or
Graduate or professional degree. Earnings for Columbus residents with a bachelor’s degree are similar to those in the benchmark communities
and the state, but below the national median.
Nearly half (48.8 percent) of those employed in the Columbus MSA also live within the area, though the number of workers who both live and
work within the MSA declined more than 10 percent from 2002 to 2011.1
Columbus attracts more than 21,500 in‐commuters to jobs in the area while only losing 14,100 out‐commuters to jobs in other locations.
Additionally, the growth rate of in‐commuters was far stronger than for out‐commuters from 2002 to 2011.
The Indianapolis‐Anderson‐Columbus region has the lowest share of public, private, and total workers who are members of unions among all
geographic areas in the sample; just 5.3 percent of private sector workers in the area are union members.

1

As reported by Census’ Local Employment Dynamics (LED) program, which is drawn from employer records. The most recent American Community Survey
data (2006‐2010 averages) reports this figure as 69.6 percent; these figures are self‐reported by workers.
A Target Industry Strategy for Columbus, Indiana

Page 6

Economic Dynamics
In 2013, the estimated average weekly wage in Columbus was $913, which was more than 10 percent above all state and benchmark averages
and was up 30 percent from 2003.
The average per capita income in Columbus of $27,383 is above state and benchmark averages and only about $800 below the national average
of $28,184.
Just four percent of workers in Columbus classify themselves as self‐employed; this proportion is well below the state, nation, and Fond du Lac
and slightly below Ames.
Median earnings among those workers classified as Self‐Employed in Own Incorporated Business were $38,170 in Columbus, which is the lowest
among all geographies. Median earnings for those classified as Self‐Employed in Own Not Incorporated Business in Columbus were $19,254,
which was lower than the state, nation, or Fond du Lac but above Ames.
At 59.8 percent, Columbus has a lower share of residents aged 16+ employed in the labor force than the two benchmarks, which are both
around 65 percent. Columbus’ share is a bit higher than state (58.7 percent) or national (57.9 percent) shares.
Columbus has a far lower share (39.5 percent) of married‐couple families with both husband and wife in the labor force compared with Ames
(53.5 percent) or Fond du Lac (49.5 percent). Columbus’ share is comparable to the state and US totals. Columbus has the highest share of
married couples with just the husband in the labor force (19.1 percent).
Columbus has the highest share of households among all areas in two very different income categories: $35,000‐49,999 and $100,000‐149,999.
Conversely, Columbus has the lowest shares for $10,000‐14,999 and $50,000‐74,999.
Compared to the state, the nation, and both benchmark communities, Columbus has the highest concentration of employment in just two of
the 20 major employment sectors: Manufacturing and Management of Companies. Columbus has the lowest concentrations for nine of the 20
categories. This is largely a product of the dominance of Manufacturing, which represents 33.3 percent of jobs in the region.
At 86, the composite Cost‐of‐Living Index score for the Columbus area is well below the nation and comparable to the two benchmark
communities.
Columbus has a moderate level of access to broadband compared with the other areas. While Columbus has the fastest upload and download
speeds for medium & large businesses, it actually has the slowest speeds, by far, for small businesses.
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Local Specialization, Competitiveness & Growth
Below are general observations from an in‐depth analysis of industry sectors and occupational groups in Columbus and Bartholomew County. This
information is not benchmarked to the nation, the state, or benchmark communities:
 Job growth in the past five years in Columbus has been led by Manufacturing, which added 1,706 jobs (+11 percent) and followed by Other
Administrative & Support Services (+975 jobs/58 percent) and Accommodation & Food Services (+540 jobs/18 percent).
 The greatest industry job losses came in four sectors: Construction (‐284 jobs/17 percent), Government (‐252 jobs/4 percent), Finance &
Insurance (‐226 jobs/19 percent), and Management of Companies (‐225 jobs/26 percent).
 Industrial average earnings in Columbus are below the national same‐industry averages in all major sectors except two: Manufacturing (8.0
percent higher) and Wholesale Trade (5.5 percent higher). The size of the Manufacturing sector helped balance overall average earnings,
though, as overall earnings in Columbus were just 4.8 percent below national averages.
 Sectors with the greatest imbalance in earnings relative to national averages were: Arts, Entertainment & Recreation (139.2 percent lower);
Private Educational Services (132.5 percent lower); and Information (120.3 percent lower).
 Over the last five years, the single largest absolute occupational gains in Columbus came from Management (+1,040 jobs/46 percent). Other
significant gains were made in Business & Financial Operations (+1,900 jobs/50 percent) and Food Preparation (+560 jobs/19 percent).
 Three occupational groups in Columbus had median earnings above the national same‐occupation median: Management (6.3 percent
higher); Personal Care & Service (13.0 percent higher); and Installation, Maintenance & Repair (0.9 percent higher).
 The only major industry sector in Columbus with both high local specialization and growth in the past five years is Manufacturing: this trend
has served to increase the already high concentration of Manufacturing employment in the region.
 The three top Emerging industry sectors in Columbus (low local specialization + recent growth) are Administrative & Support Services,
Accommodation & Food Services, and Health Care and Social Assistance—all of which have low average earnings levels.
 The strongest net local competitive effects were from two major industries: Manufacturing and Administrative and Support Services. The
region had negative local competitive effects in seven sectors, including Management of Companies and Finance & Insurance.
 Three occupations have both high local specialization and strong recent growth: Management, Architecture & Engineering, and Production—
these occupations are all closely related to the region’s Manufacturing economy. The only occupation with a high local concentration that has
lost employment in the past five years is Transportation & Material Moving.
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What Stakeholders Think
Garner Economics held four focus group sessions with stakeholders in
Columbus to solicit their perceptions and opinions of the area’s
business climate. Additionally, DCI conducted a Marketing Survey to
determine the top assets and advantages the local business
community and key partners think the CEDB should be promoting and
to uncover outsiders’ perceptions of the City.
Focus Groups

A total of 30 people participated in four groups: Large Employers
(more than 200 employees); Small/Mid‐Size Employers (less than 200
employees); Government, Academia, and Nonprofits; and
Developers, Utilities, and Brokers. While all groups appreciated the
quality of place Columbus offers and the tradition of corporate
citizenship, the groups expressed concern over the lack of highly
skilled labor in the area and the pressures caused by a tight labor
market. To varying degrees, the groups also noted the lack of
younger, single talent and foreign nationals working in Columbus.

“Columbus has done a tremendous job in revitalizing and creating
a vibrant downtown. But, we have room to go. We need things like
sports tourism, more arts, and restaurants. Downtown should be
an urban dweller’s backyard.”
—Focus Group Participant

Additionally, participants noted the lack of services and support for
hourly workers. They noted that, while the transportation system is
good in moving people and goods to and from Columbus to other
metropolitan areas, public transportation within the County is
lacking. Affordable housing options are also scarce.
Finally, participants were concerned about the perception of the local
school district and the community’s ability to attract talent. When
compared to other area school districts, the regularly reported data
on the Columbus School District appears to be lacking and does not
fully depict the quality of the schools in the City.
Marketing Survey

The Marketing Survey led by DCI asked similar questions to the focus
group with the aim of identifying themes companies in Columbus use
when “selling” the area to prospective talent. Like the focus group
participants, the area’s high quality of life is ranked as one of
Columbus’ strongest assets. They noted the growing economy,
culture, support infrastructure for manufacturing and technological
activity, and excellent learning institutions as assets in selling
Columbus to potential employees.
“The city of Columbus has historically been business-friendly.
Corporate leaders set a tradition of community service. The City
staff maintains good outreach with companies, especially for
foreign companies that have invested in the area.”
—Focus Group Participant

A Target Industry Strategy for Columbus, Indiana
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CHAPTER 2: OPTIMAL TARGETS FOR COLUMBUS
The optimal industry target selection is
based on the site‐specific characteristics of
the Columbus MSA economy. The
recommended targets are for those engaged
in recruiting new business to Columbus to
prioritize resources with these industry sectors that offer the most
promise for the area. These optimal targets hold a competitive
advantage to the community and, thus, help policy‐makers prioritize
the region’s community and economic development strategy.

for these industries, Columbus’ skilled and productive workforce is
attractive to such businesses.
Because economies are dynamic and impossible to precisely predict,
these four optimal targets offer opportunities across several non‐
competing sectors, affording a means to diversify economic
development strategies and avoid risky overconcentration.

In selecting optimal targets, Garner Economics uses a desirability and
feasibility screening matrix to determine the recommended targets.
Desirability includes the types of business sectors the community
would like to see in Columbus (Figure 1). Feasibility includes what the
Columbus economy can actually achieve in the short‐ to mid‐term,
based on current or planned locational assets and in conducting an
analytical review of the regional economy.

The target information is presented in a practical and workable
format, avoiding complex analysis and extensive projections of future
outcomes. Instead, the justifications for the targets should be clearly
apparent and make sense to the average practitioner. Under each
major target sector, a list of individual subsectors is provided with
accompanying NAICS classifications. A full description for each
subsector target can be found in Table 9. Detailed subsector targets
help to bridge the gap from broad economic concepts to a workable
means for identifying specific prospective industries and firms.

Using results from the previously completed Competitive Realities
Report, the Assets and Challenges Assessment, focus groups, and field
visits, four business and industry groups were chosen that best match
the unique competitive advantages in the area to the needs of
particular industry sectors. Special attention is given to industries in
the midst of significant change or innovative transformation, with the
strong likelihood that there will be increased interest in adding or
moving operational sites. Each sector selected has a record of above‐
average wages and participation in commercial activities that will
create wealth in Columbus, both in the short‐ and long‐term. Recent
and projected performance of the targets at the national level is also
considered. In some cases, target industries that are losing jobs are
experiencing increased output. Since productivity will be a premium

For each target, a
bulleted list of rationales
is
presented
and
identified as appealing to
the needs of prospects
(P) or the community (C).
This material can be used
in
marketing
and
community
support
efforts or to help
economic development
personnel
prioritize
targeting efforts.
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OPTIMAL TARGETS FOR COLUMBUS
High‐Value Research, Design,
Testing, and Administrative
Services

Food & Beverage Processing

Life Sciences Manufacturing

Innovative Manufacturing

SUBSECTORS








Animal Food Manufacturing
Dairy Product Manufacturing
Other Food Manufacturing
Beverage Manufacturing
Grocery and Related Product
Merchant Wholesalers
Food Product/Agricultural
Machinery Manufacturing





Agencies, Brokerages, and
other Insurance‐related
Activities
Accounting, Tax Preparation,
Bookkeeping, and Payroll
Services



Data Centers



Scientific Research and
Development Services



Management of Companies
and Enterprises



Office Administrative Services



Business Support Services



Motor Vehicle Design and
Testing
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Pharmaceutical and Medical
Manufacturing
Commercial and Services
Industry Machinery
Manufacturing
Navigational, Measuring,
Electromedical, and Control
Instruments Manufacturing
Medical Equipment and
Supplies Manufacturing





Aerospace Products and Parts
Manufacturing
Plastics and Rubber Product
Manufacturing
Industrial and Metalworking
Machinery Manufacturing
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FOOD & BEVERAGE PROCESSING
Columbus has many advantages relative to
industries that relate to the manufacturing
of food and beverage products, as well as
to the restaurant and “foodie” culture.
Originating from consumer demand for
more healthy choices, the market has continued bifurcating into
narrower niches. For every major food category there is a growing list
of new innovative varieties a consumer can select from: healthy,
fresh, handheld, fat‐free, sugar‐free, frozen, gluten‐free, high‐fiber,
etc. Many producers profit from the consumers’ willingness to pay
higher prices for the perception of receiving higher quality and
healthier merchandise. Food service and drinking establishments are
also evolving and diversifying to meet these changing demands.

An illustrative example of the highly fragmented and fast‐moving
developments in Food & Beverage Processing is demonstrated by the
rapid growth of nutraceutical (foods that provide extra health
benefits) beverages. Partially as a reaction to traditional soft drinks,
these “healthy” drinks have carved out a broad range of original
market positions such as protein, fast‐energy, exotic fruits, and
vitamin‐enhanced. As an industry, these drink makers can be
classified within bottled water, soft drink, or medicinal products
manufacturing.
This target group includes food and beverage manufacturers, food
product machinery manufacturing, and grocery wholesalers.
According to the US Bureau of Labor Statistics, the number of
establishments in each of these categories has been on the rise in
recent years. Additionally, total output for each category is expected
to increase significantly in the next 10 years.
Rationale



Centrally located for national market (P)



Availability of adequate water and wastewater lines to industrial sites (P)



Interstate highways (P)



High proportion of residents in age 25‐34 group (P)



Number of skilled industrial workers in the workforce (P)



High relative share of residents who have earned an associate degree (P)



Availability of managerial personnel (P)



Ability to attract/retain out‐commuting residents (C)



Availability of post‐secondary vocational training (P)



Low rate of unionization in local labor force (P)



Availability of agricultural products for food processing (P)



Opportunity to increase low rate of female labor force participation (C)



Availability of manufacturing processes (P)



Average target subsector national earnings of $63,291 (C)



Availability/capacity of water and wastewater treatment (P)



Average target subsector 10‐year past employment growth of 9.8% (C)



Availability of fully served and attractive industrial sites (P)



Average major subsector projected 10‐year output growth of 22.2% (C)



Availability of tax‐exempt financing for new industrial facilities (P)



An existing local pool of high‐demand occupations (Table 2) (P)



Walesboro Industrial Area (P)



Quality of place assets: ample moderate‐cost housing, low cost of living,
cultural activity, recreational opportunities, appearance of CBD (P)
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Table 1: Food & Beverage Processing Target Subsectors
(4‐Digit Major Subsectors and 6‐Digit Target Subsectors)
NAICS
3111
311111
311119
3115
311512
311513
311514
3119
311920
311930
311941
311942
3121
312111
312120
312140
3332
333241
4244
424450
424470

Description

2013
National
Earnings

2013 National
Employment

2003-2013
Nat’l Job
Growth

Animal Food Manufacturing
Dog and cat food manufacturing
Other animal food manufacturing
Dairy Product Manufacturing
Creamery butter manufacturing
Cheese manufacturing
Dry, condensed, and evaporated dairy product manufacturing
Other Food Manufacturing
Coffee and tea manufacturing
Flavoring syrup and concentrate manufacturing
Mayonnaise, dressing, and sauce manufacturing
Spice and extract manufacturing
Beverage Manufacturing
Soft drink manufacturing, including flavored water and fruit juices
Breweries
Distilleries
Industrial Machinery Manufacturing
Food Product Machinery Manufacturing
Grocery and Related Product Merchant Wholesalers
Confectionery merchant wholesalers
Meat and meat product merchant wholesalers

$54,844
$59,788
$51,430
$54,163
$49,706
$49,857
$68,742
$52,670
$51,571
$155,406
$51,231
$63,143
$50,298
$51,318
$59,282
$74,385
$72,960
$61,549
$51,586
$55,765
$50,263

53,462
21,837
31,624
133,846
2,358
42,971
15,094
178,756
18,095
9,541
13,903
21,973
185,631
73,063
34,519
8,872
106,624
18,031
727,165
52,148
37,445

4.1%
21.4%
0.3%
‐0.7%
12.9%
13.0%
‐8.4%
15.5%
38.6%
‐15.9%
11.9%
42.4%
2.2%
‐9.4%
30.1%
22.8%
‐12.1%
‐7.5%
7.4%
11.5%
4.4%

AVERAGES

$63,291

9.8%

2012-2022
National Forecast
EmployOutput
ment
(Real $)
‐9.4%
22.1%

‐4.6%

19.0%

1.8%

17.4%

‐1.1%

8.5%

‐6.9%

22.8%

8.3%

43.2%

‐2.0%

22.2%

Note: Averages for earnings and job growth are for 6‐digit subsectors; averages for future growth rates are for 4‐digit subsectors.
Source: Bureau of Labor Statistics, Garner Economics
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Table 2: Food & Beverage Processing: Columbus Existing Labor Pool of High‐Demand Occupations‐2013
SOC Code*

Occupation

Employed in
Columbus

Location
Quotient

Skills Needed**

53‐7062

Laborers and Freight, Stock, and Material Movers, Handlers

840

1.04

Physical skills

51‐9061

Inspectors, Testers, Sorters, Samplers, and Weighers

620

3.71

Quality control

51‐1011

First‐Line Supervisors of Production and Operating Workers

550

2.65

Management and communication

51‐9198

Helpers—Production Workers

550

3.66

Physical skills

53‐7051

Industrial Truck and Tractor Operators

480

2.67

Vehicle operation

35‐2014

Cooks, Restaurant

420

1.11

Food preparation

53‐7064

Packers and Packagers, Handlers

360

1.50

Physical skills

35‐1012

First‐Line Supervisors of Food Preparation and Serving Workers

310

1.05

Management, service, food preparation

51‐9199

Production Workers, All Other

300

4.10

Physical skills

11‐3051

Industrial Production Managers

260

4.48

Management and communication

35‐2021

Food Preparation Workers

170

0.58

Food preparation

49‐9041

Industrial Machinery Mechanics

160

1.43

Technical skills

*Standard Occupational Classification from the Bureau of Labor Statistics
**As reported by O*NET Online

Source: Bureau of Labor Statistics O*NET Online Garner Economics
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HIGH-VALUE RESEARCH, DESIGN, TESTING, AND ADMINISTRATIVE SERVICES
This target group (Table 3) matches the
strong, stable workforce in Columbus with a
select group of industries benefiting from the
convergence of significant economic and
technological forces. These subsector targets
are responding to corporate clients’
adaptation to rapid changes in customer expectations within an
evolving technological landscape.
Digital transactions utilizing cloud‐based systems are becoming the
standard business framework for many office operations. The use of
smartphones and personalized account access and self‐management
is further refining this model. This structure incentivizes remote,
outsourced expert operations, employing highly knowledgeable and
specialized workers. Cost reduction is a major driver, especially as
non‐core services grow too complex to be performed in‐house.
Concurrently, high‐quality customer service is increasingly viewed as
a major product/service differentiator across many industries.

Large firms will continue to rely on a growing field of specialized,
third‐party establishments who are operationalizing technological
advancements and consumer expectations. These firms will also need
to conduct R&D activities that support their business models; a low‐
cost market with a strong base of technological skills such as
Columbus is well positioned to capture some of this activity. These
assets also make Columbus attractive to data centers and other
electronic data storage facilities. The continued movement to cloud
computing and outsourced IT activities will drive additional demand
for such facilities in the next decade.
Another potential target for Columbus builds on its base of
automotive‐related manufacturing. The area’s knowledge of
automotive component engineering and manufacturing can also be
applied to the design and engineering of other types of motor
vehicles. Increased emphases on aerodynamics, fuel efficiency, and
ergonomics will create opportunities for innovation in this field.

Rationales
 High relative share of residents who have earned bachelor’s or
 Competitive earnings in Business & Financial Operations occupations (P)
associate degrees (P)Ability to attract/retain the sizeable number of
 Fast broadband speeds for medium & large businesses (P)
out‐commuting residents (C)
 Management and Business & Financial Operations occupations
 Good availability of management personnel (P)
demonstrated strong local competitive effect (P)
 Average target subsector 2012 national earnings of $86,164 (C)
 High local specialization in Management of Companies sector (P)
 Average target subsector 10‐year past employment growth of 33.1% (C)
 High local specialization and strong local competitive effect in
Architecture & Engineering occupations (P)
 Average major subsector projected 10‐year employment growth of
18.5% and output growth of 35.8% (C)
 Strong local competitive effect in Professional, Scientific, and Technical
Services sector (P)
 Strong existing local pool of high‐demand occupations (Table 4) (P)
 Management and technical programs at IUPUC and Ivy Tech (P)
 Quality‐of‐place assets: ample moderate‐cost housing, low cost of living,
cultural activity, recreational opportunities, appearance of CBD (P)
 Reasonable proximity to IND airport and general aviation airport capable
of handling corporate aircraft (P)
 Walesboro Industrial Area (P)
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Table 3: High‐Value Research, Design, Testing, and Administrative Services Target Subsectors
(4‐Digit Major Subsectors and 6‐Digit Target Subsectors)
NAICS
5182
518210
5242
524291
524292
5412
541214
5413
541380
5414
541420
5416
541614
541690
5417
541711
541712
5500
551112
551114
5611
561110
5614
561440
561450

Description

2013
National
Earnings

2013 National
Employment

2003-2013
Nat’l Job
Growth

Data Processing, Hosting, and Related Services
Data processing, hosting, and related services
Agencies, Brokerages, and Other Insurance Related Activities
Claims adjusting
Third party administration of insurance funds
Accounting, Tax Preparation, Bookkeeping, and Payroll Services
Payroll services
Architectural, Engineering, and Related Services
Testing laboratories
Specialized Design Services
Industrial Design Services
Management, Scientific, and Technical Consulting Services
Process, Physical Distribution, and Logistics Consulting Services
Other Technical Consulting Services
Scientific Research and Development Services
Research and development in biotechnology
Other physical and biological research
Management of Companies and Enterprises
Offices of other holding companies
Managing offices
Office Administrative Services
Office administrative services
Business Support Services
Collection agencies
Credit bureaus

$87,222
$87,222
$67,031
$70,089
$65,458
$63,894
$62,533
$82,518
$69,852
$60,109
$76,312
$84,556
$72,457
$75,802
$112,230
$129,079
$112,430
$108,895
$151,158
$107,183
$78,749
$78,749
$37,123
$41,192
$92,942

265,564
265,564
942,403
53,886
158,860
938,258
178,317
1,341,770
160,826
122,955
13,830
1,187,138
99,457
207,957
632,261
142,475
431,114
2,087,081
70,592
2,000,367
452,398
452,398
851,022
140,592
20,312

‐5.5%
‐5.5%
12.4%
11.5%
40.0%
13.0%
29.8%
9.7%
12.1%
1.6%
52.0%
57.5%
42.1%
260.2%
18.3%
5.2%
8.5%
25.7%
‐8.2%
27.7%
49.1%
49.1%
15.1%
‐3.1%
‐25.1%

AVERAGES

$86,164

33.1%

2012-2022
National Forecast
EmployOutput
ment
(Real $)
6.8%
58.5%
16.2%

29.6%

11.7%

26.6%

20.6%

47.2%

20.0%

36.6%

40.7%

38.3%

13.5%

18.6%

2.6%

46.5%

34.0%

35.8%

18.8%

20.3%

18.5%

35.8%

Note: Averages for earnings and job growth are for 6‐digit subsectors; averages for future growth rates are for 4‐digit subsectors.
Source: Bureau of Labor Statistics, Garner Economics
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Table 4: High‐Value Research, Testing, and Administrative Services: Columbus Existing Labor Pool of High‐Demand Occupations‐2013
SOC Code*

Occupation**

17‐2112
43‐4051

Industrial Engineers
Customer Service Representatives
First‐Line Supervisors of Office and
Administrative Support Workers
Financial Managers
Software Developers, Applications
Accountants and Auditors
Computer and Information Systems Managers
Human Resources Specialists
Computer Systems Analysts
Business Operations Specialists, All Other
Mechanical Drafters
Life, Physical, and Social Science Occupations
Industrial Engineering Technicians
Management Analysts
Financial Analysts
Administrative Services Managers
Computer Programmers

43‐1011
11‐3031
15‐1132
13‐2011
11‐3021
13‐1071
15‐1121
13‐1199
17‐3013
19‐0000
17‐3026
13‐1111
13‐2051
11‐3011
15‐1131

Employed in
Columbus
500
460

Location
Quotient
6.08
0.54

390

0.80

Management, communication

290
280
260
250
220
190
160
160
140
140
130
130
110
60

1.63
1.22
0.62
2.22
1.45
1.06
0.48
7.00
0.34
5.84
0.65
1.48
1.10
0.52

Accounting, mathematics, management
Computing, mathematics
Accounting, mathematics
Computing, electronics, information
Management, communication
Computing, mathematics
Varies by specific task
Drawing, CAD, computing
Science, research, statistics
Engineering, mathematics, computing
Management, communications
Accounting, mathematics
Management, communications
Computing, coding

Skills Needed***
Engineering, mathematics, computing
Communication

*Standard Occupational Classification from the Bureau of Labor Statistics
**2013 data as reported by the BLS do not include Mechanical Engineering (ME) as an occupation. Prior to 2013, BLS did list ME as an
occupation and Columbus was shown to have a high concentration of ME’s in the County.
***As reported by O*NET Online.
Source: Bureau of Labor Statistics O*NET Online Garner Economics

A Target Industry Strategy for Columbus, Indiana

Page 17

LIFE SCIENCES MANUFACTURING

Rationales


Size and skill level of industrial workforce (P)



Availability of life sciences technicians and workers (P)



Number of STEM graduates in workforce (P)



Life sciences Manufacturing related programs at IUPUC and Ivy
Tech (P)



Centrally located for major regional and national markets (P)

The primary opportunity for this target group is from the aging of the
US population led by the Baby Boomer generation. Aging Boomers
will require both more and better products to serve their needs as
they age. Additionally, the market for elective medical processes and
treatments is increasing, driving demand for equipment and products
related to elective medical procedures. There are also opportunities
in this target sector related to the manufacturing of pharmaceuticals,
particularly of the generic variety. With patents set to expire on many
leading brand name products, GDP growth for generic
pharmaceutical manufacturing is expected to be more than double
the national GDP growth rate.



High existing local industry specialization and strong local
competitive effect in Manufacturing (P)



Availability of suitable industrial spaces and sites (P)



Availability of low‐interest loans and venture capital for small
and growing businesses (P)



Availability/capacity of water and wastewater treatment (P)



Favorable local and state tax structures (P)



Identified by stakeholders as key target industry sector for the
region (C)



Proximity to life sciences industries in Indianapolis (P)

Columbus has a potential edge in this industry group with its low cost
of living and high worker productivity, and other strengths as shown
at right. The target industry sectors in this group are all projected for
significant output growth in the next decade, but limited job growth.
For this reason, areas that can produce more products for less money
will be increasingly competitive in life sciences industries over the
next decade. This will be a particular advantage for industry sectors
such as laboratory instrument manufacturing and medical device
manufacturing, which are always seeking increased efficiency.




Low rate of unionization in local labor force (P)
Opportunity to increase low rate of female labor force
participation. (C)



Competitive occupational earnings in Production jobs (P)



Average target subsector national earnings of $86,197 (C)



Average target subsector 10‐year forecasted output growth of
40.9 percent (C)



Strong existing local pool of high‐demand occupations (Table 6)
(P)



Quality‐of‐place assets: ample moderate‐cost housing, low cost
of living, cultural activity, recreational opportunities,
appearance of CBD (P)

The Life Sciences Manufacturing target
focuses on combining Columbus’ existing
strength in the manufacturing sector with
growing potential in national and
international markets for health and life
sciences products and services (Table 5).
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Table 5: Life Sciences Manufacturing Target Subsectors
(4‐Digit Major Subsectors and 6‐Digit Target Subsectors)
NAICS
3254
325411
325412
325413
3345
334516
334517
3391
339112
339113
339114
339115

2013
National
Earnings

2013 National
Employment

2003-2013
Nat’l Job
Growth

Pharmaceutical and Medicine Manufacturing
Medicinal and botanical manufacturing
Pharmaceutical preparation manufacturing
In‐vitro diagnostic substance manufacturing
Navigational, Measuring, Electromedical, and Control Instruments
Mfg.
Analytical laboratory instrument manufacturing
Irradiation apparatus manufacturing
Medical Equipment and Supplies Manufacturing
Surgical and medical instrument manufacturing
Surgical appliance and supplies manufacturing
Dental equipment and supplies manufacturing
Ophthalmic goods manufacturing

$113,296
$108,786
$118,269
$92,415

277,113
20,149
206,988
22,654

‐5.0%
‐15.4%
‐9.3%
62.2%

$91,314

392,459

‐8.9%

$92,534
$99,207
$66,003
$75,556
$69,191
$57,646
$62,167

33,690
13,207
304,111
117,644
99,396
16,019
26,904

4.9%
17.0%
0.5%
12.8%
13.0%
3.9%
‐15.5%

AVERAGES

$86,197

Description

8.2%

2012-2022
National Forecast
EmployOutput
ment
(Real $)
4.8%
41.1%

‐8.3%

33.9%

‐0.3%

47.5%

‐1.2%

40.9%

Note: Averages for earnings and job growth are for 6‐digit subsectors; averages for future growth rates are for 4‐digit subsectors.
Source: Bureau of Labor Statistics, Garner Economics
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Table 6: Life Sciences Manufacturing: Columbus Existing Labor Pool of High‐Demand Occupations‐2013
SOC Code*

Occupation

Employed in
Columbus

Location
Quotient

Skills Needed**

51‐2092

Team Assemblers

1660

4.42

Physical/technical skills

31‐0000

Healthcare Support Occupations

940

0.68

Medical and computing skills

53‐7062

Laborers and Freight, Stock, and Material Movers, Hand

840

1.04

Physical skills

51‐4011

Computer‐Controlled Machine Tool Operators, Metal and Plastic

750

15.20

Technical skills

51‐9061

Inspectors, Testers, Sorters, Samplers, and Weighers

620

3.71

Quality control

51‐1011

First‐Line Supervisors of Production and Operating Workers

550

2.65

Management and communication

51‐9198

Helpers—Production Workers

550

3.66

Physical skills

17‐2112

Industrial Engineers

500

6.08

Engineering, mathematics, computing

53‐7064

Packers and Packagers, Hand

360

1.50

Physical skills

51‐4041

Machinists

310

2.21

Technical skills

51‐9199

Production Workers, All Other

300

4.10

Physical/technical skills

17‐3013

Mechanical Drafters

160

7.00

Drawing, CAD, computing

17‐3026

Industrial Engineering Technicians

140

5.84

Engineering, mathematics, computing

19‐0000

Life, Physical, and Social Science Occupations

140

0.34

Science, research, statistics

29‐1069

Physicians and Surgeons, All Other

120

1.15

Advanced medical training

29‐1051

Pharmacists

70

0.68

Advanced medical training

*Standard Occupational Classification from the Bureau of Labor Statistics
** As reported by O*NET Online

Source: Bureau of Labor Statistics O*NET Online Garner Economics
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INNOVATIVE MANUFACTURING
Manufacturing has long formed the core of
Columbus’ economy, and it has been the
region’s primary source of economic
growth during the current period of
recovery. As documented in the
Competitive Realities Report (Chapter 6), it
is actually the only major sector in the Columbus area that is
considered competitive: that is, it is both locally specialized and has
added jobs in the past five years.
In spite of the strength of the region’s manufacturing economy,
economic activity in this sector is largely limited to two subsectors:
Machinery Manufacturing (NAICS 333) and Transportation Equipment
Manufacturing (NAICS 336). As of 2013, more than 80 percent of
manufacturing employment in the Columbus MSA was concentrated
in these two subsectors. More tellingly, 28 percent of all employment
in the Columbus MSA is concentrated in these two subsectors.
History shows that the prospects of manufacturing operations are
highly volatile, and that cities and regions that are too dependent on
a small number of products or industries are very susceptible to
economic change. Columbus has one of the highest shares of
manufacturing jobs of any US metro area. The fact that such a high
percentage of its manufacturing jobs is concentrated in just two
subsectors makes Columbus particularly vulnerable to cyclical change
in the economy.

A Target Industry Strategy for Columbus, Indiana

For this reason, it is critical for Columbus to identify other industries
that present opportunities for it to build on its strengths in order to
diversify its industrial economy. There are several families of
industries for which Columbus is well positioned to attract future
growth:


Aerospace Components: Columbus has a deep knowledge base
of manufacturing components for automobiles. It also has access
to the airspace for military aircraft testing at Camp Atterbury‐
Muscatatuck. These resources could be translated into products
serving the manufacturing of parts for both domestic and
international aircraft, as well as for unmanned aerial vehicles
(drones) for public or private use.



Plastic and Rubber Products: The base of advanced
manufacturing operations in Columbus positions it well for this
target group, and the area already has a base of about 500 jobs in
these industries. Rising demand from consumers, construction
businesses, and manufacturers are set to increase the sizes of
markets for polymers, resins, synthetic rubber, plastic
sheets/bags, and plastic pipe.



Industrial and Metalworking Machinery: Fabricated metal
product manufacturing is already the third‐largest manufacturing
subsector in Columbus, though it is far smaller than machinery or
transportation equipment. This industry group is also closely
related to the region’s existing base of machinery and automotive
manufacturing. Growth in energy extraction and production
industries will drive demand for molding, tool and die, cutting,
and finishing equipment.
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Rationales






Size and skill level of industrial workforce (P)
Number of STEM graduates in workforce (P)
Manufacturing‐related programs at IUPUC and Ivy Tech (P)
Centrally located for major regional and national markets (P)
High existing local industry specialization and strong local
competitive effect in Manufacturing (P)



Availability of low‐interest loans and venture capital for small and
growing businesses (P)





Availability/capacity of water and wastewater treatment (P)
Favorable local and state tax structures (P)





Good availability of management personnel (P)
Average target subsector 2012 national earnings of $71,378 (C)
Average target subsector 10‐year past employment growth of 16.8%
(C)




Average major subsector projected 10‐year output growth of 26.6% (C)



Quality‐of‐place assets: ample moderate‐cost housing, low cost of
living, cultural activity, recreational opportunities, appearance of CBD
(P)



Walesboro Industrial Area (P)

Strong existing local pool of high‐demand occupations (Table 4) (P)

Ability to attract/retain the sizeable number of out‐commuting
residents (C)
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Table 7: Innovative Target Manufacturing Subsectors
(4‐Digit Major Subsectors and 6‐Digit Target Subsectors)
Description

2013
National
Employment

3336

Engine, Turbine, and Power Transmission Equipment
Mfg.

$73,442

98,588

5.2%

333611

Turbine and Turbine Generator Set Units
Manufacturing

$87,413

26,819

35.4%

333612

Speed Changer, Industrial High‐Speed Drive, and Gear
Mfg.

$58,162

13,396

3.9%

3364

Aerospace Product and Parts Manufacturing

$91,813

497,809

13.6%

336413

Other Aircraft Parts and Auxiliary Equipment
Manufacturing

$68,365

106,582

32.8%

336414

Guided Missile and Space Vehicle Manufacturing

$119,076

55,894

10.1%

3261

Plastics Product Manufacturing

$47,117

526,517

‐17.4%

326112

Plastics Packaging Film and Sheet Manufacturing

$57,223

16,193

166.9%

326113

Unlaminated Plastics Film and Sheet Manufacturing

$56,562

38,649

‐30.9%

3262

Rubber Product Manufacturing

$52,478

130,219

‐26.4%

326291

Rubber Product Manufacturing for Mechanical Use

$48,068

28,169

‐39.7%

Aerospace Components

NAICS

Plastic &
Rubber

2003-2013
Nat’l Job
Growth

2013
National
Earnings
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2012-2022
National Forecast
EmployOutput
ment
(Real $)
‐3.1%

43.2%

‐6.2%

17.2%

‐7.6%

19.8%

‐9.4%

33.3%
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Industrial & Metalworking Machinery

Table 7, continued
2013
National
Employment

2003-2013
Nat’l Job
Growth

NAICS

Description

2013
National
Earnings

3331

Agriculture, Construction, and Mining Machinery Mfg.

$69,284

249,923

32.4%

333111

Farm Machinery and Equipment Manufacturing

$58,273

66,472

21.9%

333120

Construction Machinery Manufacturing

$72,087

71,748

22.9%

333132

Oil and Gas Field Machinery and Equipment
Manufacturing

$83,662

81,246

87.1%

3332

Industrial Machinery Manufacturing

$72,960

106,624

‐12.1%

333241

Food Product Machinery Manufacturing

$61,549

18,031

‐7.5%

333242

Semiconductor Machinery Manufacturing

$137,698

15,594

‐6.0%

3335

Metalworking Machinery Manufacturing

$56,223

179,060

‐12.0%

333511

Industrial Mold Manufacturing

$54,131

36,677

‐15.0%

333514

Special Die and Tool, Die Set, Jig, and Fixture
Manufacturing

$55,382

65,381

‐17.3%

333515

Cutting Tool and Machine Tool Accessory
Manufacturing

$53,019

25,249

‐12.0%

AVERAGES

$71,378

16.8%

2012-2022
National Forecast
Employment

Output
(Real $)

‐8.8%

17.8%

‐6.9%

22.8%

‐13.2%

32.2%

‐7.9%

26.6%

Note: Averages for earnings and job growth are for 6‐digit subsectors; averages for future growth rates are for 4‐digit subsectors.
Source: Bureau of Labor Statistics, Garner Economics
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Table 8: Innovative Manufacturing: Columbus Existing Labor Pool of High‐Demand Occupations‐2013
SOC Code*

Occupation

51‐2092

Team Assemblers

53‐7062

Laborers and Freight, Stock, and Material Movers, Hand

51‐4011

Employed
in
Columbus
1660

Location
Quotient

Skills Needed**

4.42

Physical/technical skills

840

1.04

Physical skills

Computer‐Controlled Machine Tool Operators, Metal and Plastic

750

15.20

Technical skills

51‐9061

Inspectors, Testers, Sorters, Samplers, and Weighers

620

3.71

Quality control

51‐1011

First‐Line Supervisors of Production and Operating Workers

550

2.65

Management and communication

51‐9198

Helpers—Production Workers

550

3.66

Physical skills

17‐2112

Industrial Engineers

500

6.08

Engineering, mathematics, computing

53‐7051

Industrial Truck and Tractor Operators

480

2.67

Vehicle operation

53‐7064

Packers and Packagers, Hand

360

1.50

Physical skills

51‐4041

Machinists

310

2.21

Technical skills

51‐9199

Production Workers, All Other

300

4.10

Physical/technical skills

51‐4022

290

35.72

Technical skills

270

4.02

Technical skills

11‐3051

Forging Machine Setters, Operators, and Tenders, Metal and Plastic
Cutting, Punching, and Press Machine Setters, Operators, and Tenders,
Metal and Plastic
Industrial Production Managers

260

4.48

Management and communication

51‐4111

Tool and Die Makers

230

8.40

Technical skills

41‐4011

Sales Representatives, Wholesale and Manufacturing, Tech. & Sci. Products

190

1.48

Marketing and communication

17‐3013

Mechanical Drafters

160

7.00

Drawing, CAD, computing

17‐3026

Industrial Engineering Technicians

140

5.84

Engineering, mathematics, computing

51‐4031

*Standard Occupational Classification from the Bureau of Labor Statistics
**As reported by O*NET Online

Source: Bureau of Labor Statistics O*NET Online Garner Economics
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Table 9: Target Subsector Descriptions

Food & Beverage
NAICS 311111
Animal Food Manufacturing
This US industry comprises establishments primarily engaged in manufacturing dog and cat food from ingredients such as grains, oilseed mill products, and meat
products.
NAICS 311119
Other Animal Food Manufacturing
This US industry comprises establishments primarily engaged in manufacturing animal food (except dog and cat) from ingredients such as grains, oilseed mill
products, and meat products.
NAICS 311512
Creamery Butter Manufacturing
This US industry comprises establishments primarily engaged in manufacturing creamery butter from milk and/or processed milk products.
NAICS 311513
Cheese Manufacturing
This US industry comprises establishments primarily engaged in (1) manufacturing cheese products (except cottage cheese) from raw milk and/or processed milk
products and/or (2) manufacturing cheese substitutes from soybean and other nondairy substances.
NAICS 311514
Dry, Condensed, and Evaporated Dairy Product Manufacturing
This US industry comprises establishments primarily engaged in manufacturing dry, condensed, and evaporated milk and dairy substitute products.
NAICS 311920
Coffee and Tea Manufacturing
This industry comprises establishments primarily engaged in one or more of the following: (1) roasting coffee; (2) manufacturing coffee and tea concentrates
(including instant and freeze‐dried); (3) blending tea; (4) manufacturing herbal tea; and (5) manufacturing coffee extracts, flavorings, and syrups.
NAICS 311930
Flavoring Syrup and Concentrate Manufacturing
This industry comprises establishments primarily engaged in manufacturing flavoring syrup drink concentrates and related products for soda fountain use or for
the manufacture of soft drinks.
NAICS 311941
Mayonnaise, Dressing & Other Prepared Sauce Manufacturing
This US industry comprises establishments primarily engaged in manufacturing mayonnaise, salad dressing, vinegar, mustard, horseradish, soy sauce, tartar
sauce, Worcestershire sauce, and other prepared sauces (except tomato‐based and gravy).
NAICS 311942
Spice & Extract Manufacturing
This US industry comprises establishments primarily engaged in (1) manufacturing spices, table salt, seasonings, flavoring extracts (except coffee and meat), and
natural food colorings and/or (2) manufacturing dry mix food preparations such as salad dressing mixes, gravy and sauce mixes, frosting mixes, and other dry mix
preparations.
NAICS 312111
Soft Drink Manufacturing
This US industry comprises establishments primarily engaged in manufacturing soft drinks and artificially carbonated waters. This includes fruit and vegetable
drinks, flavored water, artificially carbonated water, iced tea, and iced coffee.
NAICS 312120
Breweries
This industry comprises establishments primarily engaged in brewing beer, ale, malt liquors, and nonalcoholic beer.
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Food & Beverage (continued)
NAICS 312140
Distilleries
This industry comprises establishments primarily engaged in one or more of the following: (1) distilling potable liquors (except brandies), (2) distilling and
blending liquors, and (3) blending and mixing liquors and other ingredients.
NAICS 333241
Food Product Machinery Manufacturing
This US industry comprises establishments primarily engaged in manufacturing food and beverage manufacturing‐type machinery and equipment, such as dairy
product plant machinery and equipment (e.g., homogenizers, pasteurizers, ice cream freezers), bakery machinery and equipment (e.g., dough mixers, bake
ovens, pastry rolling machines), meat and poultry processing and preparation machinery, and other commercial food products machinery (e.g., slicers, choppers,
and mixers).
NAICS 424450
Confectionery Merchant Wholesalers
This industry comprises establishments primarily engaged in the merchant wholesale distribution of confectioneries; salted or roasted nuts; popcorn; potato,
corn, and similar chips; and/or fountain fruits and syrups.
NAICS 424470
Meat and Meat Product Merchant Wholesalers
This industry comprises establishments primarily engaged in the merchant wholesale distribution of meats and meat products (except canned and packaged
frozen) and/or lard.
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High‐Value Research Design, Testing, and Administrative Services
NAICS 518210
Data Processing, Hosting and Related Services
This industry comprises establishments primarily engaged in providing infrastructure for hosting or data processing services. These establishments may provide
specialized hosting activities, such as web hosting, streaming services, or application hosting; provide application service provisioning; or may provide general
time‐share mainframe facilities to clients. Data processing establishments provide complete processing and specialized reports from data supplied by clients or
provide automated data processing and data entry services. This industry includes data centers.
NAICS 524291
Claims Adjusting
This US industry comprises establishments primarily engaged in investigating, appraising, and settling insurance claims.
NAICS 524292
Third Party Administration of Insurance & Pension Funds
This US industry comprises establishments primarily engaged in providing third‐party administration services of insurance and pension funds such as claims
processing and other administrative services to insurance carriers, employee‐benefit plans, and self‐insurance funds.
NAICS 541214
Payroll Services
This US industry comprises establishments (except offices of CPAs) engaged in the following without also providing accounting, bookkeeping, or billing services:
(1) collecting information on hours worked, pay rates, deductions, and other payroll‐related data from their clients and (2) using that information to generate
paychecks, payroll reports, and tax filings. These establishments may use data processing and tabulating techniques as part of providing their services.
NAICS 541380
Testing Laboratories
This industry comprises establishments primarily engaged in performing physical, chemical, and other analytical testing services, such as acoustics or vibration
testing, assaying, biological testing (except medical and veterinary), calibration testing, electrical and electronic testing, geotechnical testing, mechanical testing,
nondestructive testing, or thermal testing. The testing may occur in a laboratory or on‐site.
NAICS 541420
Industrial Design Services
This industry comprises establishments primarily engaged in creating and developing designs and specifications that optimize the use, value, and appearance of
their products. These services can include the determination of the materials, construction, mechanisms, shape, color, and surface finishes of the product, taking
into consideration human characteristics and needs, safety, market appeal, and efficiency in production, distribution, use, and maintenance. Establishments
providing automobile or furniture industrial design services or industrial design consulting services are included in this industry.
NAICS 541614
Process, Physical Distribution, and Logistics Consulting Services
This US industry comprises establishments primarily engaged in providing operating advice and assistance to businesses and other organizations in areas such as:
(1) manufacturing operations improvement; (2) productivity improvement; (3) production planning and control; (4) quality assurance and quality control; (5)
inventory management; (6) distribution networks; (7) warehouse use, operations, and utilization; (8) transportation and shipment of goods and materials; and
(9) materials management and handling.
NAICS 541690
Other Technical Consulting Services
This industry comprises establishments primarily engaged in providing advice and assistance to businesses and other organizations on scientific and technical
issues (except environmental).
NAICS 541711
Research and Development in Biotechnology
This US industry comprises establishments primarily engaged in conducting biotechnology research and experimental development. Biotechnology research and
experimental development involves the study of the use of microorganisms and cellular and biomolecular processes to develop or alter living or non‐living
materials. This research and development in biotechnology may result in development of new biotechnology processes or in prototypes of new or genetically
altered products that may be reproduced, utilized, or implemented by various industries.

A Target Industry Strategy for Columbus, Indiana

Page 28

High‐Value Research, Design, Testing, and Administrative Services (continued)
NAICS 541712
Other Physical and Biological Research
This US Industry comprises establishments primarily engaged in conducting research and experimental development (except biotechnology research and
experimental development) in the physical, engineering, and life sciences, such as agriculture, electronics, environmental, biology, botany, computers, chemistry,
food, fisheries, forests, geology, health, mathematics, medicine, oceanography, pharmacy, physics, veterinary, and other allied subjects.
NAICS 551112
Offices of Other Holding Companies
This US industry comprises legal entities known as holding companies (except bank holding) primarily engaged in holding the securities of (or other equity
interests in) companies and enterprises for the purpose of owning a controlling interest or influencing the management decisions of these firms. The holding
companies in this industry do not administer, oversee, and manage other establishments of the company or enterprise whose securities they hold.
NAICS 551114
Corporate, Subsidiary, and Regional Managing Offices
This US industry comprises establishments (except government establishments) primarily engaged in administering, overseeing, and managing other
establishments of the company or enterprise. These establishments normally undertake the strategic or organizational planning and decision‐making role of the
company or enterprise. Establishments in this industry may hold the securities of the company or enterprise.
NAICS 561110
Office Administrative Services
This industry comprises establishments primarily engaged in providing a range of day‐to‐day office administrative services such as financial planning, billing and
recordkeeping, personnel, and physical distribution and logistics for others on a contract or fee basis. These establishments do not provide operating staff to
carry out the complete operations of a business.
NAICS 561440
Collection Agencies
This industry comprises establishments primarily engaged in collecting payments for claims and remitting payments collected to their clients.
NAICS 561450
Credit Bureaus
This industry comprises establishments primarily engaged in compiling information, such as credit and employment histories on individuals and credit histories
on businesses, and providing the information to financial institutions, retailers, and others who have a need to evaluate the creditworthiness of these persons
and businesses.
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Life Sciences Manufacturing
NAICS 325411
Medicinal and Botanical Manufacturing
This US industry comprises establishments primarily engaged in (1) manufacturing uncompounded medicinal chemicals and their derivatives (i.e., generally for
use by pharmaceutical preparation manufacturers) and/or (2) grading, grinding, and milling uncompounded botanicals.
NAICS 325412
Pharmaceutical Preparation Manufacturing
This US industry comprises establishments primarily engaged in manufacturing in‐vivo diagnostic substances and pharmaceutical preparations (except biological)
intended for internal and external consumption in dose forms, such as ampoules, tablets, capsules, vials, ointments, powders, solutions, and suspensions.
NAICS 325413
In‐vitro Diagnostic Substance Manufacturing
This US industry comprises establishments primarily engaged in manufacturing in‐vitro (i.e., not taken internally) diagnostic substances, such as chemical,
biological, or radioactive substances. The substances are used for diagnostic tests that are performed in test tubes, petri dishes, machines, and other diagnostic
test‐type devices.
NAICS 334516
Analytical Laboratory Instrument Manufacturing
This US industry comprises establishments primarily engaged in manufacturing instruments and instrumentation systems for laboratory analysis of the chemical
or physical composition or concentration of samples of solid, fluid, gaseous, or composite material.
NAICS 334517
Irradiation Apparatus Manufacturing
This US industry comprises establishments primarily engaged in manufacturing irradiation apparatus and tubes for applications, such as medical diagnostic,
medical therapeutic, industrial, research, and scientific evaluation. Irradiation can take the form of beta‐rays, gamma‐rays, X‐rays, or other ionizing radiation.
NAICS 339112
Surgical and Medical Equipment Manufacturing
This US industry comprises establishments primarily engaged in manufacturing medical, surgical, ophthalmic, and veterinary instruments and apparatus (except
electrotherapeutic, electromedical, and irradiation apparatus). Examples of products made by these establishments are syringes, hypodermic needles,
anesthesia apparatus, blood transfusion equipment, catheters, surgical clamps, and medical thermometers.
NAICS 339113
Surgical Appliance and Supplies Manufacturing
This US industry comprises establishments primarily engaged in manufacturing surgical appliances and supplies. Examples of products made by these
establishments are orthopedic devices, prosthetic appliances, surgical dressings, crutches, surgical sutures, personal industrial safety devices (except protective
eyewear), hospital beds, and operating room tables.
NAICS 339114
Dental Equipment and Supplies Manufacturing
This US industry comprises establishments primarily engaged in manufacturing dental equipment and supplies used by dental laboratories and offices of dentists,
such as dental chairs, dental instrument delivery systems, dental hand instruments, and dental impression material and dental cements.
NAICS 339115
Opthalmic Goods Manufacturing
This US industry comprises establishments primarily engaged in manufacturing ophthalmic goods. Examples of products made by these establishments are
prescription eyeglasses (except manufactured in a retail setting), contact lenses, sunglasses, eyeglass frames, and reading glasses made to standard powers, and
protective eyewear.
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Innovative Manufacturing
AEROSPACE COMPONENTS
NAICS 333611
Turbine and Turbine Generator Set Units Manufacturing
This US industry comprises establishments primarily engaged in manufacturing turbines (except aircraft) and complete turbine generator set units such as steam,
hydraulic, gas, and wind.
NAICS 333612
Speed Changer, Industrial High‐Speed Drive, and Gear Manufacturing
This US industry comprises establishments primarily engaged in manufacturing gears, speed changers, and industrial high‐speed drives (except hydrostatic).
NAICS 336413
Other Aircraft Parts and Auxiliary Equipment Manufacturing
This US industry comprises establishment primarily engaged in (1) manufacturing aircraft parts or auxiliary equipment (except engines and aircraft fluid power
subassemblies) and/or (2) developing and making prototypes of aircraft parts and auxiliary equipment. Auxiliary equipment includes such items as crop dusting
apparatus, armament racks, inflight refueling equipment, and external fuel tanks.
NAICS 336414
Guided Missile and Space Vehicle Manufacturing
This US industry comprises establishments primarily engaged in (1) manufacturing complete guided missiles and space vehicles and/or (2) developing and making
prototypes of guided missiles or space vehicles.
PLASTIC & RUBBER PRODUCTS
NAICS 326112
Plastics Packaging Film and Sheet (Including Laminated) Manufacturing
This US industry comprises establishments primarily engaged in converting plastics resins into plastics packaging (flexible) film and packaging sheet.
NAICS 326113
Unlaminated Plastics Film and Sheet (Except Packaging) Manufacturing
This US industry comprises establishments primarily engaged in converting plastics resins into plastics film and unlaminated sheet (except packaging).
NAICS 326291
Rubber Product Manufacturing for Mechanical Use
This US industry comprises establishments primarily engaged in manufacturing rubber goods (except tubing) for mechanical applications, using the processes of
molding, extruding or lathe‐cutting. Products of this industry are generally parts for motor vehicles, machinery, and equipment.
INDUSTRIAL & METALWORKING MACHINERY
NAICS 333111
Farm Machinery and Equipment Manufacturing
This US industry comprises establishments primarily engaged in manufacturing agricultural and farm machinery and equipment, and other turf and grounds care
equipment, including planting, harvesting, and grass mowing equipment (except lawn and garden‐type).
NAICS 333120
Construction Machinery Manufacturing
This industry comprises establishments primarily engaged in manufacturing construction machinery, surface mining machinery, and logging equipment.
NAICS 333132
Oil and Gas Field Machinery and Equipment Manufacturing
This US industry comprises establishments primarily engaged in (1) manufacturing oil and gas field machinery and equipment such as oil and gas field drilling
machinery and equipment, oil and gas field production machinery and equipment, and oil and gas field derricks and (2) manufacturing water well drilling
machinery.
NAICS 333242
Semiconductor Machinery Manufacturing
This US industry comprises establishments primarily engaged in manufacturing wafer processing equipment, semiconductor assembly and packaging equipment,
and other semiconductor making machinery.
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Innovative Manufacturing (continued)
INDUSTRIAL & METALWORKING MACHINERY (CONTINUED)
NAICS 333511
Industrial Mold Manufacturing
This US industry comprises establishments primarily engaged in manufacturing industrial molds for casting metals or forming other materials such as plastics,
glass, or rubber.
NAICS 333514
Special Die and Tool, Die Set, Jig, and Fixture Manufacturing
This US industry comprises establishments, known as tool and die shops, primarily engaged in manufacturing special tools and fixtures such as cutting dies and
jigs.
NAICS 333515
Cutting Tool and Machine Tool Accessory Manufacturing
This US industry comprises establishments primarily engaged in manufacturing accessories and attachments for metal cutting and metal forming machine tools.
Source: US Census Bureau, Garner Economics
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THE CHANGING LABOR FORCE
This section contains additional time‐series data from the Census
Bureau’s Local Employment Dynamics (LED) program. This
information provides additional background that helps explain the
changing nature of the labor force in the Columbus MSA and is used
as part of the industry targeting process. Information presented in
this section covers the 15‐year period from the third quarter of 1998
through the third quarter of 2013.

Educational Attainment of the Workforce
Educational attainment levels of the Columbus workforce have
generally increased since 1998. Most notably, the share of workers
who are only High School Graduates declined from 31.0 percent in
1998 to 28.3 percent in 2013, while the shares of both Some College/
Associate and Bachelor’s or Higher both increased. One exception is
the share of the workforce that is Less than High School Graduate,
which increased from 8.2 percent to 9.4 percent from 1998 to 2013.

Figure 1
Educational Attainment of the Columbus MSA Workforce
Third Quarter, 1998 and 2013

2013

15.2%

9.4%

1998

16.3%

8.2%

31.0%
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28.3%
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27.4%

19.8%

26.2%
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HS Grad
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18.3%

80%

100%

Bachelor's +

Source: US Census Local Employment Dynamics (LED), Garner Economics

Table 1
Educational Attainment of the Columbus MSA Workforce
Third Quarter, 1998‐2013
<25 Years

<HS Grad

HS Grad

Some College/
Associate

Bachelor's +

1998

16.3%

8.2%

31.0%

26.2%

18.3%

2003

15.3%

8.1%

30.2%

27.5%

19.0%

2008

14.5%

8.4%

29.2%

27.7%

20.2%

2013

15.2%
9.4%
28.3%
27.4%
Source: US Census Local Employment Dynamics (LED), Garner Economics

A Target Industry Strategy for Columbus, Indiana

19.8%

Page 33

Figure 2
Age of the Columbus MSA Workforce
Third Quarter, 1998 and 2013

Age of the Workforce
The workforce in the Columbus MSA has gotten dramatically older
over the past 15 years. From 1998 to 2013, the share of the
workforce that is Age 45‐64 increased from 32.2 to 37.5 percent as
the Baby Boomer generation aged into this range. During the same
period, the share of those Age 25‐44 declined from 49.0 percent to
42.9 percent. Also of note is that many more workers remain in the
workforce past the age of 65; the share of the workforce that is Age
65+ increased from 2.5 percent to 4.4 percent during this period.

Source: US Census Local Employment Dynamics (LED), Garner Economics

Table 2
Age of the Columbus MSA Workforce
Third Quarter, 1998‐2013
Under 25

25‐44

45‐64

65+

1998

16.3%

49.0%

32.2%

2.5%

2003

15.3%

46.5%

34.9%

3.3%

2008

14.5%

44.3%

37.1%

4.0%

2013

15.2%
42.9%
37.5%
4.4%
Source: US Census Local Employment Dynamics (LED), Garner Economics
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Firm Size
The dependence of Columbus’ workforce on larger firms has
increased steadily since 1998. At that time, 49.6 percent of the
region’s workers were employed by a firm with 500+ Employees. By
2013, these large firms employed 56.6 percent of Columbus’ workers.
There was a significant decrease in the share of workers employed by
firms with 0‐19 Employees. This share declined from 17.6 percent in
1998 to 12.4 percent by 2013. There was a slight increase in the share
of employees working for firms with 20‐49 Employees, from 8.5 to 9.0
percent.

Figure 3
Columbus MSA Workforce by Firm Size of Employer (No. of Employees)
Third Quarter, 1998 and 2013

Source: US Census Local Employment Dynamics (LED), Garner Economics

Table 3
Columbus MSA Workforce by Firm Size of Employer (No. of Employees)
Third Quarter, 1998‐2013
0‐19

20‐49

50‐249

250‐499

500+

1998

17.6%

8.5%

14.2%

10.0%

49.6%

2003

15.8%

9.8%

12.3%

10.4%

51.7%

2008

14.2%

9.5%

15.2%

9.0%

52.2%

2013

12.4%
9.0%
13.2%
8.8%
Source: US Census Local Employment Dynamics (LED), Garner Economics
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Firm Age
The workforce in Columbus is dominated by older, well established
employers, and this has become even truer over the past 15 years.
The share of workers employed by firms that are 11+ Years old
increased from 78.9 percent in 1998 to 88.5 percent in 2013. There
were significant declines in the share of workers for firms that are 0‐1
Years, 2‐3 Years, and 6‐10 Years old.

Figure 4
Columbus MSA Workforce by Firm Age of Employer (Years in Business)
Third Quarter, 1998 and 2013

Source: US Census Local Employment Dynamics (LED), Garner Economics

Table 4
Columbus MSA Workforce by Firm Age of Employer (Years in Business)
Third Quarter, 1998‐2013
0‐1 Years

2‐3 Years

4‐5 Years

6‐10 Years

11+ Years

1998

4.2%

4.4%

2.6%

9.9%

78.9%

2003

2.8%

3.0%

2.5%

7.0%

84.7%

2.5%

5.5%

86.9%

1.8%

5.4%

88.5%

2008

2.2%
2.8%
2013
2.0%
2.3%
Source: US Census Local Employment Dynamics (LED), Garner Economics
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CHAPTER 3: WHERE DO WE GO FROM HERE? OBSERVATIONS, CONCLUSIONS, AND RECOMMENDATIONS
As illustrated by the Competitive Realities
Report, the Columbus MSA is asset‐rich.
However, while the City and County have
enjoyed considerable success in growing its
manufacturing sector—and it ranks in the
top 75 counties in the US with the size of its
manufacturing workforce—it is much too dependent on one industry
sector, as evidenced by its significant swings in employment gains and
losses (see Figure 1).

FIGURE 1: COLUMBUS MSA EMPLOYMENT CHANGE

Because of limited funding of the Columbus Economic Development
Board (CEDB), its efforts—though exemplary for the resources it has
at its disposal—are largely reactive rather than proactive.
Given the analysis of the consulting team from a site selector
perspective, the following recommendations were developed to
suggest ways to ensure that the Columbus region is a place where the
world’s most innovative companies and talent want to locate and
live. This diversification strategy is based on the assumption that the
region as a whole must become and remain proactive in shaping its
economic future but with a more targeted approach. The County’s
fundamentals—strong schools, redevelopment and revitalization
efforts, a skilled and highly competent workforce, and its geographic
location—are vital ingredients to its economic development success.
However, to build a sustainable economic future for Columbus, the
entire region must work together to leverage and position all of these
elements effectively.
This strategy’s first objective is to provide a framework for the CEDB
to more effectively deploy its economic development service delivery
and activities to support and augment the County’s ability to attract
high‐quality jobs and talent to the region. Therefore, many of these
recommendations are designed to enable the CEDB and other
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Source: US Bureau of Labor Statistics, monthly year‐to‐year change

organizations to better connect and leverage the region’s talent and
workforce, entrepreneurship, infrastructure, and business climate
toward the community’s economic development goals.
Going forward, the CEDB should make the case with local and state
partners and stakeholders for how new initiatives or the changes in
policies will improve the County’s business climate and, in turn, how
such changes will allow the CEDB and other economic development
groups in the community to provide world‐class economic
development marketing and service delivery. Inherent in this will be
the need for strong public and private leadership throughout the
region within all of its many organizations, jurisdictions, and
municipalities.
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Recommendations for action are categorized under three areas of
opportunity: Organizational (Execute Effectively), Product
Improvement (Enhance the Product), and Product Marketing (Tell the
Story). The success of this diversification strategy for the County will
depend on the community and the CEDB having well‐defined
priorities and creative, but actionable, policies in each of these areas.

EXECUTE EFFECTIVELY (EFFECTIVE SERVICE DELIVERY)
If the CEDB, Bartholomew County, and the City of Columbus are to
enhance their role as a leader in economic development for the
region, economic development groups must align their mission and
focus on those areas that will directly impact economic growth.
Strategy:
Build a focused economic development service delivery mechanism
for existing and potential businesses in Columbus, and collaborate
with other entities to align common areas of economic
development focus.
Goal/Results:
The City is better able to attract the types of industries and talent
that will help Columbus retain and grow its strong base of
companies, as well as strategically diversify its economic base to
include complementary companies and companies that will help
drive more sustainable growth.
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1. Create a product development fund
Observation: As noted in the Assets and Challenges Assessment, and
from comments expressed in the community focus groups,
Bartholomew County is in need of product improvement initiatives
related to site development for economic development purposes.
The CEDB inventory of available sites (that meet the standard
industry definition of a true site) is limited. While the plans for the
nearly 600 acres at the proposed Walesboro Industrial Area could
help close the gap, the current, inadequate inventory of
Bartholomew’s quality industrial product poses a challenge. The CEDB
website, which lists available industrial sites of 8 acres or more
(typically) and office properties of 10,000 square feet or more,
showed eight available industrial/building sites and seven available
buildings of various types and conditions at the time of review.
Among the available sites, less than 45 total acres could be described
as “shovel‐ready” for industrial purposes, with some of those parcels
too small for most manufacturing needs, reducing the real shovel‐
ready inventory to less than 30 acres. The state recognized “shovel
ready” and “Certified Tech Park” site at Central & Poshard in
Columbus could offer up to 40 acres or more of office‐appropriate
development sites, but that land may be better suited for educational
or other airport needs, as has been recently discussed locally. This
limited inventory will prevent growth and diversification of the
County’s economic base.
Recommendation: The County Economic Development Income Tax
(EDIT) generates approximately $4.5 million in annual tax collections.
Approximately 95% or more of these EDIT funds go into the City’s and
County’s general fund, rather than for true economic development
purposes related to the mission of the CEDB. The remaining 5%
($225,000) is used for economic development activities, which is low,
and of that amount, only $28,000 (half city, half county) is annually
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made available to the CEDB. The tax is named as an economic
development tax, but is not being used as such.
A sustainable economic development funding source for the County
would serve as a catalyst for regional initiatives that are needed but,
otherwise, would be problematic to implement.
One precedent of the need and impact of such foresight is the State
of Texas. In 1979, the Texas Legislature decentralized economic
development by giving cities and counties more control over their
destinies. It allowed each entity to vote on a one‐cent sales tax for
tools and investments needed to better “sell” themselves as a
location for business (e.g., deal closing funds, entrepreneurial
development, venture capital or early stage investment funding, and
product improvement such as infrastructure or increased air service).
As a result, Texas is ranked by most in the industry as having a strong
economic program, and is the best practice example of sustainable
funding for economic development on the local level. Columbus has
the framework and tools (EDIT), but the funding is being cannibalized
for non‐economic development efforts.

Lead organizations: CEDB, City of Columbus, Bartholomew County
Best practice examples: Oklahoma City, Oklahoma; Charleston, South
Carolina;
Topeka,
Kansas;
most
Texas
communities
http://www.okc.gov/maps/index.html
2. Increase the funding for the CEDB (to allow for enhanced service
delivery)
Observation: Of the CEDB’s $349,000 budget, only 8% ($28,000) is
derived from public sources (City and County). Within the private
sector, $321,000 is moderately low and needs to be grown to at least
$500,000 based on the size of the corporate community in
Bartholomew County. The current ratio is not the norm when touting
a private/public partnership. Best practice examples that we have
observed throughout the United States are typically a 60/40 or 70/30
ratio of private funding to public. The public sector has much to gain
by having a successful CEDB and its efforts to grow and diversify the
economy. Without proper funding, the CEDB is severely limited on
what it can do and will stay mostly a reactive organization rather than
being proactive.

Dedicated funds should be set aside each year for product
improvement projects (economic development‐related) that will
allow for the development of industrial and business parks, spec
buildings, broadband infrastructure, etc. These funds can be used for
the bonded indebtedness of these respective capital projects. The
authors recognize that tax caps in Indiana have impacted local
government’s ability to fund certain needs, and that the flexible “any
lawful purpose” use of EDIT is a convenient way to help make ends
meet. However, as the local government’s only real source of seed
money, it is recommended that at least 25% of EDIT funds (or
approximately $1.125 million) should be set aside each year for
product improvement projects.
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Figure 2 shows effective economic development organizations and
their budgets.

Cost: $25,000 for the feasibility analysis to determine if funds can be
raised at the level needed (from the private and public sectors).

FIGURE 2: COMPARABLE COMMUNITY ECONOMIC DEVELOPMENT BUDGETS

3. Staff a County and City business investment and retention
ombudsman

Location

Population served

Columbus, IN

80,000

Economic
Development Budget
$349,000

Muncie, IN

117,500

$675,000

Midlothian, TX

19,900

$1.1 million

Rocky Mount, NC

150,000

$950,000

Lima, OH

105,000

$650,000

Brunswick, NC

115,000

$575,000

Source: Resource Development Group and Garner Economics

Recommendation: The CEDB needs to grow its funding from the
public sector so as not to be as reliant on private‐sector funding and
to engender more substantive engagement by both private‐ and
public‐sector partners. To gauge the feasibility and begin the effort,
the CEDB should engage and retain a professional capital campaign
solicitor to do a five‐year campaign. The first step in this process is
conducting a feasibility analysis to see if a capital campaign can be
successful based on a predetermined goal and plan.
The CEDB works admirably with 2.5 FTEs, even with a narrow mission
of recruitment and retention. But its initiatives in those areas need to
be enhanced related to talent attraction and workforce development,
retention, recruitment, diversification, site and product development.
Ideally, one additional full‐time person related to product
development, which includes talent attraction and workforce
enhancement, would benefit the community and its stakeholders.
This can’t be done until the CEDB’ s budget is enhanced accordingly.

Observation: There is not a true ombudsman where businesses or
potential investors can go to work with policy‐makers and
government officials to facilitate the investment process. Though the
City of Columbus has a department focused on community
development and a separate department focused on redevelopment,
there needs to be a liaison, typically within the Mayor and County
Commission offices, to serve as a facilitator to resolve issues of
concern.
Recommendation: Since most assistance that can be provided to
existing companies typically emanates from local government, all
local municipalities need to have a strong business retention and
expansion initiative. Most important—and a point discussed by many
in the business climate focus groups conducted for this exercise—is
for government staff associated with economic development to be
customer‐friendly and willing to identify alternative resolutions to an
issue rather than taking an attitude of “no.” Being adaptive and
flexible is important in garnering success with companies in job
creation and capital investment.
Lead organization: Mayor’s office; Board of Commissioners

Lead organization: CEDB
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4. Create a one‐stop permitting office to streamline the permit
process and create an internal culture of “yes.”

Lead organization for implementation: City of Columbus, Board of
Commissioners

Observation: Economic development wealth‐building occurs when
private investment causes a snowball effect of more private
investment. The role of government in the economic development
process is to have a business climate and service delivery mechanism
that serves as a catalyst and facilitator for investment to occur, rather
than as an inhibitor. In our focus group session with small businesses
and developers, we heard some criticism of the City’s permitting and
inspections process as it relates to inconsistencies in the local
business permitting procedures.

Best practice example: City of Redlands, California:
http://www.cityofredlands.org/permitcenter

Recommendation: A one‐stop permitting office would be a positive
influence in the business climate of the City/County. It not only
provides efficiencies in the flow of approval and permitting on a local
level, it adds to the City/County cachet of being innovative and
creative in nurturing private investment for all of the City and County.
Many times, municipal planners and inspections personnel are
construed as regulators with a culture of “no.” Not to lessen the role
that government needs to play to protect the character of a
community, it also needs to instill in its employees a culture of “yes”
to spur private investment and to enhance the economic vitality of
the area.
Typically, a one‐stop review center to streamline the permit system
provides citizens and businesses with a central reviewing agency
located in one office. At a One‐Stop Center, a single permit for
construction can be issued for building, landscaping, zoning,
environmental resources, drainage, public safety (fire), and
driveways, etc.
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5. Create a culture of entrepreneurship among the community’s
youth.
Observation: Most new jobs in the United States are created by
entrepreneurial and innovative firms of all sizes. Several cities have
engaged youth in entrepreneurship to build a pipeline of future
companies and to excite and empower students from all social
economic backgrounds.
Recommendation: Bartholomew County could replicate such a
program to serve its economic development needs by working with
the Bartholomew Consolidated School Corporation (BCSC) to build
upon current C4 and high school business classes to offer additional
entrepreneurship curriculum as a credited, independent class. Also,
building upon the relationships and efforts that have been
established through the Columbus Area Chamber of Commerce’s
regional high school business plan Maverick Challenge, the Chamber
could further serve as a liaison between the schools and
entrepreneurial talent in the community to supplement the current
curricula with the real‐life experience of running their own small
businesses. Such experiential learning will reinforce critical academic
skills and motivate at‐risk students to stay in school.
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Lead organization: Chamber of Commerce, BCSC

ENHANCE THE PRODUCT (PRODUCT IMPROVEMENT)

Best practice examples: Lynchburg, Virginia engages young people
through Grow One, a practical, hands‐on experience in starting and
running a business. Additionally, the Young Entrepreneurs Academy,
or YEA!, is an educational program that takes students in grades 6‐12
through the process of starting and running real businesses over the
course of a full academic year.

The region’s “product” is defined as the infrastructure—including a
favorable business climate—needed to attract investment in the
County. Local marketing efforts are only successful if the region has a
community “product” to sell, including sites and buildings,
transportation infrastructure, utility infrastructure, workforce
development, leadership, and incentives.

The BUILD In Business to Learn mission is to use entrepreneurship to
excite and propel disengaged, low‐income students through high
school to college success. BUILD partners with schools to provide
entrepreneurship curricula to supplement school programs for at‐risk
students based on the core values of education, financial
responsibility, and building self‐confidence. http://build.org/home

Strategy:
Further develop assets and initiatives in key areas such as talent and
connectivity that support the area’s desire to attract and grow more
high‐quality economic activities in the region and to support the
current and future residents of the County.

Cost: NA

Goal/Results:
Columbus strengthens its quality of place and talent pipeline that
attracts and retains the region’s most talented people and
companies.
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1. Develop a real estate portfolio of additional sites for industrial
and office development
Observation: A potential detriment to Bartholomew County’s ability
to attract and, perhaps, retain industrial investment is its lack of fully
served industrial sites. A site is defined as a parcel of property for sale
or lease with a published price and with the entire necessary
infrastructure in place, with the size and capacities that would attract
the appropriate investment. The availability of quality industrial and
office sites and buildings is a challenge in the Columbus region. In the
previously published Competitive Realities Report, there are no listed
assets, and three of the four ranking variables are noted as neutral.
The most significant challenge noted is the lack of sites for office
development, and three of the four ranking variables are noted as
neutral. Additionally, the rapidly shrinking availability of industrial
shovel‐ready sites is also reaching critical status. As previously noted,
the CEDB website lists available industrial sites, buildings, and office
properties of 10,000 square feet or more. Among seven available
buildings, only one is an office building and another (Reeves Center)
has the ability to offer multi‐tenant office space if the prospect is
looking for a warehouse build‐to‐suit office conversion. In addition to
the lack of Class A office space availability, considering all
recommended targets in this report, the growing lack of shovel‐ready
industrial sites will soon become a challenge.

times that drive shorter facility development and are key location
decision criteria for small and medium‐sized enterprises. While the
CEDB was instrumental in gaining CTP and Shovel‐Ready status for
the InfoTech Park property in 2004 and later, more efforts are
needed.
The Walesboro Industrial Area opportunity:
With limited site availability for future industrial growth, it is the
author’s opinion that the Walesboro Industrial Area offers the
community and policy‐makers the best short‐term prospect for a
high‐quality, fully served business park with 588 acres and a test
track. The test track will make this park unique and fits well with our
identified target of High‐Value Research, Design, Testing, and
Administrative Services. In the Walesboro conceptual plan dated

A key element of any economic development strategy is the region’s
ability to utilize in‐place real estate (e.g., sites, buildings, and
infrastructure) to support key target industries. Alignment between
real estate opportunities and economic development should facilitate
a number of business needs ranging from startups, local market infill,
and expansion opportunities.
The State of Indiana has developed a number of programs such as
Certified Industrial & Technology Parks, Shovel Ready Sites, and Mega
Sites. These programs are designed to facilitate fast‐to‐market cycle
A Target Industry Strategy for Columbus, Indiana
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March 2012, the proposed development features include a test track,
excellent access to the I‐65 corridor, the design for a rail spur,
recreational uses for employees, and 22 lots with approximately 400
developable acres. For the community’s short‐ and mid‐term goals,
Walesboro offers a great opportunity. Utilizing the product
development fund noted in the previous section can make this all‐
important development occur.
Recommendation: During focus group meetings and stakeholder
feedback, the need to support business ventures of all sizes and
classifications was identified as an important issue highlighted during
the entrepreneurial and small‐business session. A number of
elements (workforce, funding, etc.) were identified as key issues for
these types of businesses to flourish in the local economy. In order
for the Columbus region to be in the position to grow investment
from companies of all sizes, it is important for the area to have a
scalable real estate portfolio that facilitates multiple growth stages of
a business. The following table is a context that outlines the typical
stages of company growth and the asset types required through the
various stages.
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Growth
Stage

Business Characteristics

Asset Types

Concept

Design and Development of
Product, Services, Technology
Applications, and Brand

 Office Incubator Space
 R&D Incubator Space

Inception

Prototype of Product

 Office Incubator Space
 R&D Incubator Space
(Prototype)
 Manufacturing Space
(Small Cell)

Survival

Growth in Customers and
Human Resources (Small
Volume Manufacturing)

 Office Space (Longer term
lease)
 Manufacturing Space

Growth

Full Production Capability and
Capacity, Inventory
Management, Management
Systems

 Office Space
 Manufacturing Space

Expansion

Broaden Operating
Capabilities, Geographical
Markets and Channels








Headquarter Facility
Laboratory Facility
Manufacturing Facility
Distribution Centers
Call Centers
Data Centers

Maturity

Cost Focus and Market Growth








Headquarter Facility
Laboratory Facility
Manufacturing Facility
Distribution Centers
Call Centers
Data Centers
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In addition to supporting key business segments, the regional real
estate portfolio should align with the requirements of the region’s
economic target industries. As a result of the Competitive Realties
Report and the Community Asset and Challenges Assessment, four
optimal targets were recommended as key sectors the County should
focus attraction and retention efforts. The table below identifies the
correlating asset types with each of the primary target industries.

Though the Garner Economics’ team members are not real estate
specialists, it is our opinion—based on our site location experience,
the geographic size of Bartholomew County, the CEDB’s future
marketing efforts, and our noted business and industry targets—that
there is a potential gap of 1,500 developable acres in inventory for
industrial and office use. Should the Walesboro Industrial Area be
developed, then that gap would be closed by 500 acres.

Optimal Target
Industries

Primary Functions

Typical Asset Types

Food & Beverage
Processing







Administration
Product Development
Testing
Manufacturing
Distribution

Office
Laboratory
Office/Call Centers
General Industrial

High‐Value
Research, Design,
Testing, and
Administrative
Services







Administration
Accounting
Data management
Scientific Research
Design and testing

Primary & Back Office
Office
Data Center
Laboratory Office; testing
facilities
Office and testing facilities
(e.g., Walesboro Industrial
Area)

With these asset types driving investment decisions by new and
expanding companies, the CEDB should engage a national real estate
brokerage firm to identify available or potential properties in
Bartholomew County that will add to the County’s real estate
portfolio. This is a necessity to allow the CEDB and other entities the
ability to master plan the county for future business growth and then
create a funding plan (related to Recommendation #1 noted in the
Execute Effectively section).

Life Sciences

Innovative
Manufacturing

 Administration
 Research & Development
 Data Management and
Software Development
 Manufacturing

Primary & Back Office
Laboratory
Data Center
General Industrial







Office
Light Industrial
General Industrial
Laboratory
Warehousing

Administration
Light Manufacturing
Intensive manufacturing
Product Development
Distribution
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Lead organization: CEDB
Cost: $20‐25,000

2. Fund a Promise initiative for manufacturing and technology
skills
Observation: Columbus has a higher relative proportion of total
employment in two major industry sectors: Manufacturing and
Management of Companies. In particular, Columbus is dominant in
the Manufacturing sector, which accounted for 33.3 percent of its
jobs as of 2011—this is more than triple the US average of 10.1
percent and nearly double the state average of 17.1 percent. In fact,
of the 3,141 counties in the United States, Bartholomew County ranks
59th in the number of people employed in the Manufacturing sector.
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This has placed a significant strain on the ability of local companies in
this sector to find qualified labor.

Lead organizations: The Community Education Coalition, Ivy Tech,
CEDB, Chamber of Commerce, and the BCSC

While Indiana maintains the “21st Century Scholars” program and
offers free, four‐year tuition to all income‐qualified high school
graduates who honor a commitment to graduate with a “C” or better
average, and Ivy Tech Community College offers the “iGrad”program
which offers tutoring and guidance to at‐risk youth, a perceived gap
in preparation and training remains. During focus groups we held
with various‐sized employers, most expressed frustration on the
ability to attract and retain qualified labor within certain skill sets
these companies are seeking. The problem is not unique to
Columbus. In our work throughout the United States, we hear and
observe the need companies have (whether they are manufacturing‐
related or technology‐driven) in growing the talent pipeline. Those
states, regions, and communities that are addressing this in a
proactive way have the best ability to soften the impact of having a
strained workforce.

Best practice examples:

Recommendation: The private leadership should explore creating a
Promise Initiative, which is a place‐based scholarship—much like
Tennessee recently created called the Tennessee Promise, which will
provide two years of tuition‐free education at a community college or
technical school in Tennessee. Unlike other Promise initiatives, this
effort is meant to help grow the talent pipeline in many of the fields
and skill sets that businesses have a dire need for. The Tennessee
Promise is state funded. A more appropriate funding model for
Columbus would be the Kalamazoo Promise, funded by anonymous
donors, corporate foundations, companies, and individuals.



The Tennessee Promise http://tennesseepromise.gov/



The Kalamazoo Promise https://www.kalamazoopromise.com/

3. Support efforts to promote and enhance the Columbus
Signature Academy (CSA) New Tech Campus to focus as a STEM
High School
Observation: Degree completions in STEM fields (Science,
Technology, Engineering, and Mathematics) are an important
indicator of regional competitiveness and economic potential. STEM‐
related careers are among the best‐paying jobs, typically having
excellent potential for future growth. Measured as completions per
100,000 residents, and compared to the benchmarks, Columbus is
above all of the benchmarks for the number of degree completions in
STEM fields, which is a significant asset.
FIGURE 3: POPULATION WITH STEM DEGREES*, 2013 ONE-YEAR ESTIMATES
Total Population
Pop. Age 25+ with
Bachelor's Degree or
Higher
Pop. Age 25+ with
Bachelor's Degree in STEM
Field
Percent of Degrees in
STEM Fields
Persons with STEM
Degrees per 1,000 Pop.

Columbus
MSA

Ames
MSA

Fond du
Lac MSA

Indiana

Nationwide

76,794

89,542

101,633

6,483,802

316,128,839

14,202

22,876

15,932

1,027,219

62,466,383

6,797

10,242

4,699

363,410

22,063,345

47.9%

44.8%

29.5%

35.4%

35.3%

89

114

46

56

70

*As defined in the US Department of Homeland Security (DHS) STEM‐Designated
Degree Program List.

Source: US Census Bureau, Garner Economics
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Recommendation: As noted in the previous chapter on the optimal
targets for Columbus, the Life Sciences sector is a logical fit based on
a multitude of previously explained rationales. Adding a STEM high
school as part of the BCSC menu of offerings for students and as a
stand‐alone high school specializing in a curriculum of just STEM
classes, will help the community grow the talent pipeline and allow
better employment opportunities for students that graduate.
A review coalition of the BCSC, industry officials, and parents should
be assembled to review and evaluate best practice examples of STEM
high schools and their impact on student graduates, future college
placements, and job offerings. In today’s Smart Age, most jobs that
are not minimum wage will be led by those individuals that have
some form of STEM education. This is an opportunity to evaluate
what’s working in Columbus and Bartholomew County and what may
need to be modified based on continuing changes in our global
economy and how we work.
Lead organization: BCSC
Best practice example: Tesla STEM High School; Redmond,
Washington; STEM Early College at NC A&T
http://www.lwsd.org/school/stem/Pages/default.aspx
http://stemec.gcsnc.com/pages/STEM_Early_College_at_N_C__A_T
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4. Provide public free high‐speed Internet access (Wi‐Fi) to
enhance the visitor and resident experience in the core business
district; provide enhanced broadband options in the
unincorporated areas of Bartholomew County
Observation: Access to broadband infrastructure is critical to the
development of all areas and is an enabling platform for rapidly
growing business sectors such as e‐commerce, social networking,
online education, health IT systems, and delivery of public services.
High‐speed connections are increasingly becoming a fundamental
infrastructure element rather than a luxury for an area. In our focus
groups and with data that we have been able to validate as noted in
the Competitive Realities Report, residents and businesses feel that
they are disadvantaged with broadband speeds and availability in the
more rural area or further distance from the City of Columbus. This
was noted as a weakness in three of the four focus groups.
Recommendation: The City of Columbus should take action to build a
free, high‐speed wireless node downtown. This effort will show
residents, visitors, businesses, and entrepreneurs that the community
has embraced technology and supports a mobile workforce. By
working with appropriate vendors to create an area downtown that
has access to free, high‐speed wireless Internet connections, the City
will not only create an amenity that will draw activity to the area but
will also provide an added utility and asset to the economically
disadvantaged. The Wi‐Fi zone could be publicly sponsored or be
supported by the provider. Columbus has a number of businesses
that offer Wi‐Fi hot spots, but having a total wireless network is a
transformational asset.
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Bartholomew County should work with its congressional delegation
to secure grant funding for broadband development in the more rural
areas of the County.
Lead organizations: City of Columbus, Bartholomew County, Indiana
Congressional Delegation
Best practice examples:


Alexandria, Virginia ‐
http://alexandriava.gov/news_display.aspx?id=14280



Amherst, Massachusetts ‐
http://amherstma.gov/index.aspx?NID=805



Anderson, Indiana ‐
http://www.cityofanderson.com/296/Wi‐Fi



Ponca City, Oklahoma ‐
http://www.poncacityok.gov/index.aspx?NID=417



Mountain View, California (in conjunction with Google) ‐
http://www.mountainview.gov/services/learn_about_our_city/f
ree_wifi.asp.

The City of Anderson, IN provides
free Internet hotspot service in
a number of public areas. The
service is particularly aimed at
public places as a service that
helps residents access the
Internet. It is not intended to
replace residential service.

Cost: Unknown (programs are typically subsidized by a government
entity or private provider)

A Target Industry Strategy for Columbus, Indiana
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TELL THE STORY (MARKETING)
Authored by DCI
The goal of this marketing strategy is to provide the Columbus region
with an integrated plan for communications, marketing, and public
relations. Led by DCI, the recommendations in this plan will position
the City and County for economic development, business attraction,
and talent attraction to a US and international audience comprised of
C‐level executives, site selectors, and skilled professionals. The focus
is on Columbus’ top assets and advantages across the identified four
target industry sectors and delivering these key selling points directly
to the appropriate target audience.
In addition, the marketing plan outlines several key messages and
Columbus business story ideas that can be shared with the national
and trade media to garner coverage of the region and raise the
community’s profile as a great place to not only do business, but also
to live and work. The marketing plan has been built on several pieces
of background information, including the Competitive Realities report
noted above; DCI’s media audit, including national rankings; a review
of the CEDB’s website and social media channels; and a review of
CEDB’s and the City’s current marketing collateral. The tactics put
forward are also based on DCI’s more than 50 years of expertise in
marketing places for corporate investment along with best practices
gleaned from our “Winning Strategies in Economic Development
Marketing” report, a continuing survey of C‐level executives and site
selectors.
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Strategy:
Share the Columbus region’s incredible business opportunity story
with a targeted audience of C‐level executives representing
companies in the area’s key industry sectors, site selection
consultants, and skilled professionals.
Goal/Results:
Elevate the Columbus region’s profile among decision‐makers, and
position the community as a top location for expansion and
relocation investments, as well as a highly desirable place to live
and work, resulting in an uptick in the number of inquiries for
economic development projects and an influx of talented workers.
1. Define Columbus’ key messages both generally and for its target
industry sectors
Observation: Based on the findings of Garner Economics, CEDB
should refine its elevator pitch, tweaking it based on specific site
selection factors that are important to individual target sectors.
Currently, however, Columbus is doing an exceptional job distilling its
overarching assets.
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Recommendation: Below are the key messages Columbus should
highlight for each of its four target industries:


Food & Beverage Processing: Given Columbus’ proximity to
agricultural products for food processing, along with plentiful
availability of water and treatment resources, central location,
and access to interstate highways, the region is an ideal location
for food and beverage manufacturers looking to invest and grow
their operations. A location near the heart of Kentucky’s bourbon
country can also be an asset (tellingly, in May 2014, British
company Diageo announced that it would build a $115 million
distillery in nearby Shelby County, Kentucky).



High‐Value Research, Design, Testing, and Administrative
Services: For a mid‐sized community, Columbus has a high
concentration of research, design, and testing facilities. This is
thanks in large part to the strong presence of the auto industry in
the area, the region’s highly skilled workforce, existing local pool
of high‐demand occupations, and management and technical
programs available through local technical programs at IUPUC
and Ivy Tech. R&D operations range from diesel engines and
power generation research at Cummins to emissions control
technologies, child safety seats, and automotive aluminum
wheels at Faurecia, Dorel Juvenile Group, and Enkei respectively.
Combine these areas of expertise with potential plans to turn the
former Walesboro Airport into a modern industrial park and
unique automotive research and development site, and the
region is an excellent location for research, design, and testing
investment.

A Target Industry Strategy for Columbus, Indiana

The Columbus region is also well‐suited for technology companies
and data centers, given its fast broadband speed, talented
workforce, and proximity to other major cities, such as
Indianapolis—a growing hub for startups and cloud marketing
companies like ExactTarget and Angie’s List. Because so many
data centers are clustered in major population centers, Columbus
presents a logical nearby solution with enough geographic
separation in the event of a natural or man‐made disaster in one
of these major metropolises. The region is also home to many
growing and emerging technology companies, such as Data Cave,
LHP Software, and ClearWave Interactive, just to name a few.


Life Sciences Manufacturing: With a large number of STEM
graduates in its workforce, the availability of life sciences
technicians and workers and related educational programs at
IUPUC and Ivy Tech, the Columbus region offers an ideal location
for life sciences companies looking to expand or relocate. The
area’s low cost of living and high worker productivity present
significant advantages to companies in this sector, in addition to
the City’s proximity to Indianapolis, a well‐known life sciences
hub with the headquarters of Eli Lily and major operations of
Roche Diagnostics and Dow Agro Sciences relatively nearby.
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Innovative Manufacturing: Columbus clearly has a specialty in
manufacturing, and is a national leader in a variety of different
kinds of manufacturing, with 38% of the employed in this sector
and 21 times the US average for production of machinery and
engines. It also boasts the highest concentration of mechanical
engineers in the nation. Columbus has witnessed a significant
amount of foreign direct investment over the past several years,
including 15 international companies announcing 23 local
expansions worth $150 million in new investment. Many of these
investments are from Japan, with 23 Japanese companies based
in the region. One of the region’s biggest assets is it prowess in
blending Japanese culture and decision‐making style with
American innovation and management methods to create truly
best‐in‐class operations. The region’s manufacturing reputation is
also buoyed by the presence of Cummins’ global headquarters
and large, skilled workforce. This history and skill set make it an
excellent location for a diverse range of other manufacturing
businesses looking to expand or invest in additional areas, such as
aerospace components, plastic and rubber products, industrial
and metalworking machinery.

“We thrive on using Japanese themes to drive
improvement in classic American ways.”
– Marketing Survey Participant
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2. Create new marketing collateral and giveaways to showcase the
region’s strengths
Observation: In reviewing CEDB and
regional
organizations’
marketing
materials, it is clear that Columbus has
much to offer to businesses, residents,
and visitors. DCI reviewed the one‐pager
and advertisement in Area Development
magazine
and
CEDB’s
economic
development brochure, along with a
brochure from the Columbus Visitors
Center, The Republic’s Welcome Guide,
and a brochure from South Central
Indiana Economic Development. In
addition, DCI reviewed the materials
prepared for Garner Economics and DCI’s
visit in September 2014, which CEDB
indicated would parallel the kind of
briefing book given to a business
development prospect.
The Area Development advertisement is
visually appealing and is a great way to
leverage Columbus’ high rankings in the
magazine. The Area Development one‐page insert features in‐depth
information on living and working in Columbus, including a map and
many impressive accolades. CEDB’s brochure, which features key
messaging in a variety of languages, is modern, visually pleasing, and
easy to read.
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The South Central Indiana Economic Development Brochure, which
mentions Columbus, is full of key information aimed at site selectors,
and is a helpful resource about the region. The Columbus Visitors
Center brochure geared towards visitors features a great deal of
useful information on things to do in Columbus and the City’s unique
elements, such as its world‐class architecture. The Republic’s
Welcome Guide is a great in‐depth resource for locals and visitors.



Create marketing collateral pieces that highlight your target
industries, based on Garner Economics’ target industry analysis:
This could include a collateral piece that touches on a number of
key industries, or separate brochures, one‐pagers, or infographics
for each industry cluster. In terms of content, we recommend
including elements such as:

The briefing book prepared for Garner Economics and DCI’s visit was
very thorough and contained a lot of excellent background data,
demographics, and information on companies and properties.






Recommendation: While the above marketing pieces share many
positive messages and interesting facts about Columbus, CEDB could
add to its marketing collateral portfolio to help Columbus stand out
among so many cities across the country that are vying for business
and talent. With that in mind, DCI has five main recommendations:
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Key statistics about the industries featured
A map that shows Columbus’ location
A list of top companies for each cluster
Testimonials from your key companies about doing business
in Columbus
Key rankings on Columbus’ business climate
Unique facts about Columbus
Visuals that showcase Columbus’ unique history and
architecture
Contact details
Social media logos for CEDB’s social media channels
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The City of Salinas’ Community
and Economic Development
Department created several
nicely designed maps to
showcase the region’s
geographic location near
Silicon Valley and other
assets and advantages.



Create maps: Given that there are several cities across the United
States named Columbus, and Columbus, Indiana’s, central
location is one of its key assets, we recommend creating maps
that showcase the region’s strengths—such as its road, rail, and
air accessibility. The “Location Advantages” section of CEDB’s
website contains some of this information, but the maps are
small, and it’s difficult to see specific assets. Detailed maps of the
region can serve not only as print collateral but would be an
excellent addition to this portion of the website.



Repurpose marketing collateral and content: We recommend
making marketing collateral available for download in a PDF
format off of CEDB’s website. In addition, we suggest repurposing
website content for new marketing collateral and vice‐versa.
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Address the K‐12 education perception issue with additional
research and collateral: Based on conversations with business
leaders in Columbus, along with surveys and focus groups, it
appears a major obstacle in attracting skilled professionals
(particularly families with children in school) is the perception
that Columbus’ K‐12 system is less desirable than surrounding
communities. As outlined below in one of our key story idea
recommendations, DCI suggests conducting additional research
and then developing marketing collateral to address concerns and
dispel misconceptions. In this kind of document, it is also
important to point out the many innovative programs in the
region, including Columbus Signature Academy.



Create an unexpected and unforgettable “leave‐behind gift” for
top prospects and site selection consultants: Many communities
have created memorable items to leave a lasting impression of
their community long after interactions with site location
decision‐makers. Ranging from high‐end products, such as
KitchenAid mixers for Benton Harbor, Michigan, where the
company is headquartered, to inexpensive but fitting gifts, such
as John Steinbeck novels for the City of Salinas, California (the
birthplace of the author), these items remind the target audience
about the community’s key selling points. For Columbus, this
might involve a book or gift from the Visitor Center gift shop, a
mini replica of the Large Arch sculpture by Henry Moore, or
something unique that is made in Columbus.
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3. Update digital and social media platforms
Observation: The first contact corporate executives and site selection
consultants have with an economic development organization is
typically through the organization’s website. Indeed, corporate
executives surveyed in DCI’s 2014 “Winning Strategies in Economic
Development Marketing” selected “Internet/website” as the most
effective marketing technique available to economic development
organizations. The survey also found that 63 percent of corporate
executives and site selection consultants planned to visit an economic
development organization’s website in their next location search.
Therefore, the importance of an economic development
organization’s website cannot be underestimated, especially as more
C‐level executives and site selection consultants rely on a location’s
website as an initial screening tool. It has emerged as a crucial
information source in location searches, and that is why it is critical
that economic development sites be well‐organized, easy to navigate,
and attractive. Equally important, the website must maintain a
relevant digital presence that is search engine optimized (SEO) and
contains keywords used in business and economic development.
Skilled professionals looking to move to your community may also use
an economic development organization’s website. The more
information it contains that is relevant people’s searches for new
homes, schools, neighborhoods, and places of worship, the better.
The CEDB website is easy to find, and appears as a top result when
entering key Google search terms such as “Columbus, Indiana
economic development” and “Columbus, Indiana site selection.”
However, when searching “Columbus, Indiana,” the website does not
appear among top results.
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DCI reviews many organizations’ websites, and it is clear that the
CEDB website is well‐designed and filled with useful background and
information. For the most part, the site is easy to navigate and
contains some of the top features site selectors look for, including
workforce
statistics,
incentives
information,
demographic
information, and easy‐to‐find contact information.
However, the website could use improvements to help it stand out in
the competition against numerous other communities and economic
development organizations’ websites that provide in‐depth
information to help executives in their location decisions.
Recommendation: It is with this competitive mindset that the
following recommendations are suggested for the CEDB website:


Add appealing images to capture attention, engage audiences
A picture is worth a thousand words. It is especially important to
keep this phrase in mind when designing a good website. While
the CEDB website has great content, it can seem somewhat
burdensome to read so much text and not have many photos to
accompany the text.
Website content should be concise and visual. The website’s
home page is a great example of this, with the rotating piece
“above the fold” that provides simple phrases, top rankings, and
excellent imagery and charts. The map that shows where
Columbus is located is a strong example of paring down text and
using images, as are the colorful rankings that tout some of
Columbus’ best assets. The map on the “Location Advantages”
page is another great example, and the population chart is a good
start, as well.
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It is important to incorporate these pieces throughout the
website. Pages could be tweaked, and more imagery could be
added to the site, focusing first on the website features that site
selectors are most apt to look for on an economic development
organization’s website, including:



The CEDB website is full of insightful and informative content.
The text is practical and well‐written, but the site is overly text‐
heavy. Often, in the busy world of location advisors and
corporate executives, less is more.

1. Incentives information

To improve the site, CEDB could add more bullet lists, charts,
tables, and graphs. Information could be boiled down to concisely
share what’s most important. Another solution is to enhance the
site’s design by adding headlines and subheads, perhaps in a
bigger font or a different color. The current site attempts to add
variety by using bold and a slightly larger font for headlines, but
this could be taken even further, so that the site is easier to read,
and the eye is drawn to certain aspects over others.

2. Workforce statistics
3. Demographic information
4. Database of available buildings/sites
5. Comparisons to competitor locations
6. List of leading local employers
7. Target industry information
8. Staff contact information
9. Quality of life information
10. News section
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Condense content, update design



Add sidebars to provide easier navigation
The website’s drop‐down tabs are excellent and filled with good
information. But once users click on a drop‐down tab and are
taken to a specific area, it’s difficult to determine where to go
next.
Rather than having the site tools and contact information on the
left‐hand side of every page, we suggest adding sidebars directly
under the search bar. This will make it easier for users to quickly
navigate to various sections. For example, if a visitor is on the
rankings page, he or she can look to the left and click a sidebar
that takes them to the cost of living page and so on.
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Revamp website’s news section
Articles in newspapers and magazines are among the leading
sources of information influencing executive perceptions of an
area’s business climate.
Columbus has no shortage of positive news and accolades, and
it’s important to broadcast that information through your
website. The current news section lacks visuals, is out‐of‐date,
and is quite text heavy. It is tiresome to read and difficult to
quickly glance at the content to determine what’s most
important.
CEDB should consider modeling the website’s news section after
the city of Columbus, Indiana’s, “In the News” section.
Visuals and article excerpts showing how Columbus is featured in
the national media would enhance this page and make it easier
for readers to quickly and easily obtain information. Since news
media have such a big influence on location advisor and
corporate executives’ perceptions, it is important this part of the
site remains up‐to‐date and provides clear information. Another
suggestion is dividing the section by topics, adding bullets or
providing more “at‐a‐glance” style information to concisely show
the great coverage Columbus has received.
The Metro Denver Economic
Development Corp. uses its
Digital Ambassadors
platform—the Metro
Denver eForce—to share
positive stories and key
messages about the region
with the community’s
corporate executives and
their industry networks.
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Launch a Digital Ambassadors program
While CEDB has a social media presence, the organization is not
very active. With an increasing number of residents, talented
professionals, business executives, and other organizations using
social media, it is important for CEDB to be part of the
conversation and share positive messages about Columbus as a
business location through social media platforms.
Social media is another tool to use to stand out from competitors
when it comes to site selection and recruiting businesses. CEDB
should develop a strategy and plan that take into account target
audience, goals of social media, and ways to measure
effectiveness. It is also critical to have a designated staff person
or consultant who could consistently post content to social
media, as well as listen and engage with others.
CEDB has the right idea for what works on social media, but its
channels should be updated regularly with Twitter posts two to
three times daily and Facebook posts at least twice weekly. The
current social media sites are out‐of‐date with no current posts.
This content does not have to be new or unique. Social media is a
great way to repurpose information that’s already available,
including news articles, rankings, events, or other important and
fun events that are happening in Columbus. CEDB could leverage
the excellent content that several other local organizations are
already generating as well.
One way to do this is with a Digital Ambassadors program in
which CEDB would engage several of the region’s top champions
to help share the region’s positive messages with their large
social networks via LinkedIn, Facebook, and Twitter. This can be
either a formal or informal program, but it is best to provide this
information via email in a format that is easily shared online, such
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as in a 140‐character Twitter post. DCI partners with a unique
software platform called Social Toaster to provide detailed
analytics on the posts that are most resonating with target
audiences, and getting the highest number of views and largest
shares across networks.
As CEDB considers amplifying its social media strategy, a best
practice for an economic development organization’s use of
social media is Wake County Economic Development. The
organization is particularly active on Twitter (at the handle
@raleighwake), posting everything from business news to
information about living in Wake County, North Carolina, to job
openings and various things to do in the region.

If CEDB plans to attend this important international auto show in
2016, it should take advantage of the organization’s travel and
time on the ground there by pitching and meeting with any trade
show publications that attend the event and asking for interviews
with both CEDB and any of the region’s major companies in
attendance. In addition, CEDB could reach out to major German
publications with bureaus in Frankfurt, as well, to arrange for
meetings outside the conference, talking about major German
investments in the Columbus area, and garnering additional
attention for the foreign direct investment taking shape in the
community.


Arrange meetings with trade and international media in
conjunction with the 2016 International Manufacturing
Technology Show in Chicago. In addition to considering a media
tour in conjunction with this show, as outlined above, CEDB
should also obtain the trade media list of reporters attending the
show and try to arrange one‐on‐one meetings with the
journalists, encouraging them to visit Columbus. At the show,
CEDB should meet with any Columbus companies in attendance if
high‐level executives are present.



2015 MD&M/Plastic West Show in Anaheim: Similar to our
suggestions above, trade show attendees, such as industry
reporters, would be good to reach out to and network with at this
event. In addition, our clients have had success arranging
company appointments outside of the show in conjunction with
their lead generation programs. Last, if timing allows, Columbus
might consider trying to arrange a visit to the Milken Institute in
Santa Monica, given that the organization ranks Columbus well
and is fairly close by, as outlined in the next section.

4. Leverage trade shows, events, and missions that CEDB and
companies in your region are attending
Observation: After reviewing the list of events and trade shows that
CEDB has attended in recent years, DCI believes there are several
opportunities for Columbus in conjunction with these conferences
and missions. In addition, there are several other trade shows that
CEDB may want to consider attending in 2015 and beyond.
Recommendation: To maximize CEDB’s travel, take advantage of
destinations in which these shows are being held, and network with
conference attendees, ranging from the media to companies and
executives, DCI suggests the following tactics:


Arrange meetings with trade and international media in
conjunction with the 2016 Automechanika Trade Show in
Frankfurt, Germany.
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Consider an “Own‐the‐Show” approach for one show each year.
Fewer and fewer EDOs are attending multiple trade shows each
year simply because it is not as easy to stand out and secure
meaningful, face‐to‐face meetings in an increasingly competitive
landscape at these events. DCI’s most recent Winning Strategies
survey indicates that this tactic rates significantly lower than
other marketing techniques. That said, if CEDB is able to meet
directly with corporate executives at these events, as the
organization has done in the past, we would continue to
recommend attendance at these events along with consideration
of additional conferences in 2015 and beyond as resources
become available.
With all of this in mind, DCI suggests CEDB consider trade shows
that are both a match for the region’s target industry sectors and
in a target or nearby market (i.e., major surrounding cities around
Columbus, generally) whenever possible. In the year ahead,
Columbus may want to survey the companies in its target
industries in more detail to learn about the trade shows they are
attending as well. We recommend going to trade shows from two
of your different target industries. Below, we have listed the
targets we think could work well for 2015, based on a number of
factors—including the number or kinds of attendees who typically
go to the show, especially those in decision‐making or C‐level
positions. All four of the shows listed occur during very similar
timeframes in 2015, so we recommend picking one of these trade
shows to attend this year and exploring the addition of a different
one of these shows in 2016, depending on their schedules. We
also strongly encourage CEDB to pick one show to “own” in 2016,
perhaps dedicating a large portion of your trade show budget to
really make a splash at the event, including a booth presence,
arranging meetings with prospects, a social media strategy,
giveaways, marketing collateral, and contests.
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Food & Beverage Processing
April 12‐15, 2015, Clearwater Beach, FL


Food Engineering’s Food Automation &
Manufacturing Conference and Expo: This
2 ½ day event brings together food and
beverage processors and suppliers to gain
information on the latest trends and technologies in
manufacturing, automation, sustainability, and food safety.
Senior‐level management attends this conference, including titles
such as vice president of operations & manufacturing, plant
managers, vice presidents of engineering, plant engineers,
owners and presidents, and directors of sustainability, making it a
great fit for Columbus as the region looks to pursue this target
industry.

Life Sciences Manufacturing
April 21‐23, 2015, New York, NY


Interphex: This conference
addresses biopharmaceutical
manufacturing solutions to
safely and cost‐effectively process for life‐enhancing drugs. It
brings over 12,000 global pharmaceutical and biotechnology
professionals together with 600+ suppliers through a
combination of exhibition, education, workshops, partnering
opportunities, and networking events. In addition, numerous
biopharma trade publications sponsor and attend this event, so
there could be opportunities for CEDB to not only network and
meet face‐to‐face with prospects but also with the trade media
covering this industry.
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High‐Value Research, Design, Testing, and Administrative Services
April 19‐23, 2015, Las Vegas, NV


Data Center World: This event
addresses the needs of seasoned
data
center
and
facilities
management professionals with
more than 1,000 attendees. The Data Cave, a Columbus data
center company, attends this trade show, so there could be a
great opportunity for CEDB to explore partnering with this local
business at the next Data Center World event to showcase all that
the Columbus region offers.

Innovative Manufacturing
April 21‐23, 2015, Detroit, MI


SAE International World Congress and Expo
(Detroit 2016) or SAE On‐Board Diagnostics
Symposium (Indianapolis 2016): The Society of
several
Automotive
Engineers
holds
conferences each year that could be a good match for CEDB to
attend, given their focus on the automotive industry, senior‐level
attendees, and proximity to Columbus. More than 11,000 people
attend the conferences, including experts, management teams,
engineers, and executives. Once CEDB has a talent attraction
initiative in place (outlined below), this trade show might also be
an ideal opportunity to showcase Columbus as an excellent
location for investment and business as well as a great place to
live and work.
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5. Solidify relationships with regional site selection consultants
and real estate brokers through familiarization tours, forums,
and events
Observation: CEDB already engages with a number of different site
selection consultants both as a region, in partnership with South
Central Economic Development, and through the State of Indiana’s
efforts. But we think there may be a few additional opportunities to
network and grow relationships with this key group of advisors and
also introduce them to Columbus’ assets firsthand.
Recommendation: Given Columbus’ relatively small population and
proximity to Chicago, Indianapolis, Cincinnati, and Louisville, we
believe it makes the most sense for the community to focus on
building relationships with site selection consultants and real estate
brokers in these regional markets versus nationally. With that in
mind, we make three recommendations below:


SSC and broker outreach in Chicago: In conjunction with CEDB’s
travel to Chicago for various missions and conferences, we
suggest that the community might consider meeting one‐on‐one
with site selection consultants and real estate brokers based in
the area or hosting a site selection consultant luncheon in the
City, inviting the top consultants to join CEDB and executives of
major companies from the region to learn more about all that the
area has to offer.
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Explore joining additional site selection consultant forums and
attending other conferences that site selectors and investors
attend: In addition to the Site Selectors Guild, CEDB should
consider joining or participating in other site selection forums and
events, such as Expansion Management’s Roundtable Series (held
in Vail, Hilton Head, and Scottsdale in 2014), IEDC’s Annual
Conference for the sessions on the last day that often include a
site selection consultant forum, DCI’s Consultant Connect, and
Business Facilities’ LiveXchange meetings. CEDB may also want to
consider attending the Select USA Summit, the Industrial Asset
Management Council’s Spring Forum, or the CoreNet Annual
Summit.
Host a familiarization tour in Columbus for site selection
consultants and real estate brokers based in Indianapolis: Several
major real estate brokerages and site selection consultants have
offices in Indianapolis, including Cassidy Turley, KSM Economic
Development, and Ginovus. CEDB should aim to bring 8 to 12 of
these site selection consultants to Columbus together for a one‐
day agenda to see the community firsthand, given that its quality
of life and location assets are more easily understood after
experiencing the City, and these advisors and executives are so
relatively close to the region. CEDB could highlight the region’s
major assets, offer meetings with company executives, and
showcase other strengths of the city, perhaps also incorporating
an architecture tour.
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6. Tell Columbus’ opportunity story through an aggressive media
relations and proactive editorial outreach campaign
Observation: The media can serve as a credible third‐party
endorsement for your key messages and also drive decision‐makers’
and skilled professionals’ perceptions of your city. In the most recent
“Winning Strategies in Economic Development Marketing” report
referenced above, “articles in newspapers and magazines” were the
second leading sources influencing executives’ perceptions of a
community’s business climate, ranking only behind “dialogue with
industry peers.” In addition, through our research with other
communities surrounding talent attraction and tourism programs, we
know that the media are also incredibly influential in determining
where people choose to live and visit. With this in mind, DCI reviewed
articles written in the past several years that mentioned Columbus,
Indiana, prominently in key national and regional news outlets, to
uncover the major themes being written about the City, along with
the tone of the coverage, given that this is such a critical factor
driving decision‐makers’ perceptions. Please see Appendix I for a
sampling of the articles reviewed as part of the media audit.
Columbus has made appearances in a wide variety of national news
articles and most of the coverage is positive. The City has been
featured frequently in the national media for its celebrated and
historic architecture, which strongly parallels the history of Cummins
Inc. Despite the community’s relatively small population, it’s been
ranked by the American Institute of Architects as the sixth most
architecturally important city in the country, right after Washington,
D.C. Articles and stories in major publications, such as the New York
Times, Wall Street Journal, and National Public Radio, have praised
Columbus for its architectural gems and tout the city has having some
of the finest modern architecture in the nation and even in the world.
All of this bodes well for the City as it looks to attract world‐class
talent to grow its industry sectors.
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Additionally, Columbus, Indiana’s, economic growth and vitality is
supported largely by the manufacturing industry, and much of the
news media that features Columbus is surrounding Cummins Inc. and
its headquarters in Columbus. Many articles discuss how Cummins
has been an economic boon for Columbus for decades, creating
hundreds of jobs and helping to make downtown Columbus—and the
City—what it is today. Columbus, Indiana, is also featured in multiple
positive rankings, which highlight the City as a great place for jobs and
job growth and cite positive economic conditions, as well as
additional quality‐of‐life factors. Overall, the majority of rankings
portray Columbus as a top‐notch destination to work, live, and even
to retire.
Recommendation: What is missing from the largely positive media
coverage of Columbus is more information about other companies
and industries that are finding success operating in the region,
including the major investments by foreign companies, along with
quality‐of‐life information, such as the Columbus area’s innovative
approach to education challenges. With this in mind, we suggest the
following media and public relations tactics to elevate the profile of
Columbus’ other companies, industries, and key assets. Please see
Appendix II for the full list of national, international, and trade media
outlets Columbus should target.


Inbound press trips focused on international outlets and trade
media that cover the community’s target industries: This
approach involves bringing in international reporters based in
news bureaus in the United States (largely New York, Los Angeles,
Washington, D.C.) that represent countries with strong foreign
direct investment ties in Columbus, including Japanese, Chinese,
and German outlets, just to name a few.
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In addition, we recommend that CEDB target reporters at
industry publications (see Appendices) that are well read among
the key sectors the area is looking to attract. The City could do
one to two of these press trips a year, the first focused on
international investment with five to seven reporters attending.
The second could be focused on a specific industry, with three to
five reporters in that industry visiting the community for a
firsthand look at its strengths and companies operating in these
areas. Reporters would meet with company executives and
industry associations and tour businesses and the area.


Outbound media tour to Chicago and/or New York City: With
Chicago in such close proximity to Columbus—and given that
there are several national food processing/agricultural reporters
based in the City’s news bureaus—we recommend that Columbus
consider conducting a media tour to Chicago or potentially New
York City, in years ahead, targeting these reporters for several
one‐on‐one meetings, perhaps while CEDB is in the City for other
outreach missions or the 2015 International Manufacturing
Technology Show. CEDB could partner with any of the companies
attending the trade show or bring along an executive from a
major food processing company currently operating in Columbus
to talk to the media about the community’s assets and any major
news happening out of the region.
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Track and target rankings where Columbus could or should rate
well: Rankings continue to influence decision‐makers’ perceptions
of a location for business. In fact, executives list rankings among
the top five leading sources of information influencing their
perceptions of a region’s business climate in DCI’s most recent
“Winning Strategies” survey. Rankings are sometimes more
influential among corporate executives than site selection
consultants, particularly if the data sources are not spelled out or
are not from federal or state information. As noted above,
Columbus ranks incredibly well on a host of different national
rankings, including Forbes’ “Top 10 ‘Prettiest Towns in America,’”
AARP’s “Top 10 ‘Affordable Cities,’” and the Milken Institute’s
“Best Performing Cities.” By tracking rankings related to
Columbus’ quality of life and target industries, CEDB may be able
to determine scorecards where they can provide up‐to‐date data
or have a conversation with the researcher leading the
compilation of statistics to better understand how the region can
make the cut. In addition, many media outlets are searching for
new rankings ideas on a frequent basis, so Columbus has an
opportunity to develop a list where the community would do well
in an area it would like to showcase.
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Proactive pitching of five storylines: We also encourage the CEDB
and its partner organizations to develop angles and pitches that
they can proactively take to the media in addition to the
following five storylines:
1. Unique educational assets: Given some of the misperceptions
surrounding Columbus’ K‐12 education system, which may be
impacting families’ decisions to move to the region, despite
the community outperforming both state and national
averages for SAT scores, we think garnering regional and
national coverage of the City’s unique educational assets is
key. With Columbus Signature Academy–New Tech High
being a national demonstration site in the 2012‐2013 school
year, and having the first and only school corporation in the
nation to establish a K‐12 program utilizing the New Tech
model of project‐based STEM focused learning, there’s a real
opportunity to pitch this story to national education
reporters. The New Tech model itself has not received much
national coverage with article mentions largely taking place
several years ago, and it seems that there are some truly
innovative things happening in Columbus that—when
combined with the region’s strong manufacturing base—
could make for a great story about addressing the country’s
skills gap in these areas. Also newsworthy is the fact that
Columbus is among the first 20 cities in the United States to
partner with Lumina Foundation to try to increase the
number of local residents with post‐secondary degrees,
supported by the Columbus Community Education Coalition’s
Economic Opportunities 2015 initiative, along with the STEM
Seamless Pathway, and partnerships with Ivy Tech
Community College, Purdue College of Technology, and
IUPUC.
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2. Manufacturing growth: With several of Columbus’
recommended target industries tied to manufacturing and
this particular industry being of such strong interest to the
national, regional, and trade media, we think there’s a great
story to be told about the community’s continued growth in
this sector at a time when so many other cities across the
country have lost these kinds of companies and jobs. A Forbes
article in May 2013 about manufacturing boomtowns by Joel
Kotkin notes, “Columbus, Ind., No. 1 on our small city list, is
benefiting from the growth of auto suppliers such as PMG
Group as well as the expansion of a nearby Honda facility.”
3. Research and development hub: Columbus has a large
number of companies that have North American research and
development arms in Columbus, including Cummins,
Faurecia, Dorel, and Enkei. Given the presence of these
research arms, CEDB could pitch a story, particularly to
reporters who cover the auto industry, about the innovations
that are coming out of the community and why these major
companies have chosen Columbus for their R&D operations.
4. Japanese and international investment: With 23 Japanese
companies operating in the community, the second highest
concentration of foreign‐born workers in the United States,
and 15 international companies announcing 23 local
expansions in the last two years, Columbus has a great
foreign direct investment story to tell to the national, trade,
and international media. We believe Columbus could very
successfully pitch a Japanese investment angle for the region
and attract numerous reporters from Japanese outlets to visit
the community and write several feature stories about the
deals and investments that are taking place.
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5. National trend story about major headquarters’ companies
investments in mid‐sized communities: Fewer and fewer
major corporations maintain their headquarters in smaller
communities. But for those that do, including
Whilrpool/KitchenAid in Benton Harbor, Michigan;
CenturyLink in West Monroe, Louisiana; Jockey International
and SnapOn in Kenosha, Wisconsin; and Cummins in
Columbus, just to name a few, these major companies
continue to contribute greatly to their hometowns, including
job creation, major investments, corporate giving, and
infrastructure to benefit quality of life. A trend pitch to
national reporters on this topic could highlight all that
Columbus has to offer, thanks to its many corporate
community programs, including Cummins’ and other
companies’ engagement.

A Forbes article in May 2013 about
manufacturing boomtowns by Joel Kotkin
notes, “Columbus, Ind., No. 1 on our small
city list, is benefiting from the growth of auto
suppliers such as PMG Group as well as the
expansion of a nearby Honda facility.”
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7. Influence the influencers by arranging meetings with think tanks
and opinion shapers
Observation: Today, think tanks have become increasingly influential
in the media, decision‐makers and policy‐makers on a number of
topics that are important to Columbus, including foreign trade and
investment, education, manufacturing, and workforce attraction and
development. These organizations now often have their own media
channels and publish articles, rankings, papers, and research that are
picked up by a number of top media outlets across the country, and
their experts are also frequently quoted or cited as sources. In
addition, a number of well‐known, influential columnists cover topics
that relate closely to Columbus and its key messages and industries.



Build relationships with key influencers: We encourage CEDB to
develop relationships with columnists who write about economic
development, job creation, talent, and manufacturing, such as
Joel Kotkin, who frequently develops rankings for Forbes that are
extraordinarily well‐read. CEDB could invite Joel or another
notable columnist to Columbus for a speaking engagement,
perhaps tied to an annual investor event, and also encourage this
reporter to look further into the community and learn more
about the place that ranked first on Joel Kotkin’s list of small
cities that are creating the most jobs in the story, “America’s New
Manufacturing Boomtown’s,” for Forbes in May 2013.

Recommendation: Given the role of think tanks as content producers
and influential reporters who help shape executives opinions and
perceptions, we encourage CEDB to consider the following tactics:


Collaborate with think tanks that address issues important to
your regions: Whenever Columbus and its partners are in cities
that are home to important think tanks, such as Washington,
D.C., and New York City, we think CEDB should reach out to some
of the leading experts and fellows at these organizations who are
conducting research on topics of importance to Columbus,
including the Aspen Institute Forum, which is mentioned in
relation to some of the education work the community is doing;
the Brookings Institute, which has a strong focus on economic
development with its Metropolitan Policy Program; and the
Milken Institute, which has ranked Columbus well on a number of
different measures, including “Best‐Performing Small Cities.” All
of these would be good to get in front of for further discussions
about other rankings and research.
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8. Launch an aggressive, multi‐faceted talent attraction campaign
Observation: Retaining and attracting a skilled workforce in
Columbus is arguably the most critical element of the community’s
future success. Throughout the focus groups, surveys, conversations,
and research, this is a topic that came up as a dire need time and time
again. Many companies expressed frustration that they need more
talent to continue to grow in the region.
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Recommendation: Given the critical nature of attracting and
retaining skilled professionals for the area, DCI suggests CEDB make it
a priority to launch a multi‐faceted talent attraction campaign in the
months and years ahead, including conducting the necessary research
and planning to lay the groundwork for this kind of effort. In
particular, CEDB will want to pay attention to the high demand skills
referenced earlier in this report, and with an understanding of which
talent is in most demand for the region, next identify which talent
they may be able to attract and where to find or target that talent. In
addition, CEDB will also want to survey or conduct focus groups with
its employers to best understand the tools they could use in
attracting talent to Columbus, whether it’s a relocation package, a
jobs portal, or ambassadors for the region. Once the area’s niche
audience has been established, we suggest the following tactics,
along with many others that can be found in DCI’s eBook, “10 Top
Tips for Talent Attraction: Guiding Your Region’s Quest to Become a
Magnet for Skilled Workers.”


Create a stand‐alone talent attraction website: Since Columbus is
looking to attract and retain talented workers, we suggest the
CEDB partner with the Chamber of Commerce and other
stakeholders to lead marketing efforts to this important
demographic. Because the CEDB’s website must appeal to
decision‐making executives and companies looking to invest, it
contains a lot of information that is not necessarily relevant to
young professionals, who may be considering where they should
start their career. Given this, we recommend that the Chamber
(with the support of the CEDB and other local stakeholders)
update www.ColumbusTalent.com into a rebuilt, best‐in‐class,
stand‐alone website devoted exclusively to talent attraction.

As the Chamber and CEDB work together on this project, the
current “Why I Live Here” section of the CEDB website is a
great starting point. This section is a good example of the
type of messaging that’s crucial in recruiting potential talent,
but could be expanded significantly. The benefit of a stand‐
alone site is that it’s easier to navigate and displays only the
information most relevant to a prospective talent audience. A
stand‐alone site also allows an organization to think outside
the box, tailor information, and create a product that’s cool,
unique, and fun—and truly speaks to the target audience.
Many communities across the country have launched talent
attraction websites. Below are four examples from small to
mid‐sized communities that we recommend examining as the
CEDB considers this type of website. Many of these websites
have features that we believe would work very well for a
Columbus talent attraction website.

“We take candidates to the Columbus Visitor's Center and have
them watch the video there—it is a great tool to sell Columbus.
But more could be available. A Columbus brochure would be nice,
highlighting the key statistics and ‘selling points’ of our
community. We could also use something that highlights the
housing options in Columbus, especially rental housing, since
most of our young engineers rent before they buy. We want tools
to encourage our incoming professional staff to settle in Columbus
and not up in Greenwood or Southport where they now often go
because of the lure of the ‘big city.’”
– Marketing Survey Participant
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 Carlsbad, California’s, “Life in Action” Website (city
population 109,000)
Launched in spring 2014, this website features snappy
copy, stunning photos, and key reasons to live, work, and
learn in Carlsbad. The website’s modern, colorful look
and feel, along with a list of top 10 reasons to work in
Carlsbad, is appealing to young professionals.
 Springfield, Missouri’s, “Live in Springfield” Website (city
population 162,000)
Springfield’s website is designed to resemble Pinterest,
and is packed with visually‐pleasing, genuine photographs
of real people, homes, universities, dining, things to do,
and more. In particular, the website’s housing section is
top‐notch, with sections detailing various housing types
and charts to show average Springfield home costs
compared to other major US cities.

The City of Carlsbad’s “Life in Action” talent attraction
campaign has a stand‐alone talent attraction website
that showcases the regions key features for skilled
professionals looking to relocate to this suburb of San
Diego.

Springfield successfully weaves facts and statistics
throughout the site, which provide compelling data and
background for potential job candidates. The cost‐of‐
living section of the site is another great tool for those
considering relocating.
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 Portland, Maine, Talent
population 66,000)

Attraction

Website

(city

The website contains genuine text and images along with
features like the interactive map and city guide and 2
Degree’s Portland, a program that connects potential
residents to real people living and working in Portland,
allowing them to have an authentic conversation.
 Belknap, New Hampshire’s, “Meet Our Young Talent”
Landing Page (city population 60,000)
Though Belknap does not have a stand‐alone talent
attraction website, its “Meet Our Young Talent” section
of its economic development website is noteworthy. It
features volunteers who share photos and information
about themselves, including what they do in their free
time and what they like most about living in Belknap
County.
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Create a brochure or collateral piece targeting talent: While the
newspaper’s Welcome Guide and city brochure on Columbus’
tourist attractions are great resources, Columbus does not have
any marketing materials specifically geared towards talented
professionals. We believe that a visually pleasing, concise
brochure with information on living, working, learning, and
playing in Columbus would be a helpful resource for prospective
talent. The CEDB could hand out this type of brochure at job fairs,
and give the brochure to local companies to share with
prospective employees. We recommend including the following
types of information/design elements in the brochure:


A list of key industries



Top employers



Business and quality‐of‐life rankings



A map that shows Columbus’ location



A concise list of three to five reasons Columbus is a great
place to live and work



Photos that showcase Columbus’s
architecture, and quality of life



Information on housing, education, sports and recreation,
arts and culture, and other quality‐of‐life factors



A call to action with website and social media information



A creative design focused on the consumer, as opposed to a
more straightforward business/economic development
brochure design

unique

history,
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CHAPTER 4: CONCLUSION
With its central location and access to several
larger metropolitan areas, its strong
corporate community, existing company
base, and quality of place, Columbus and
Bartholomew County have many assets upon
which they can build. CEDB realizes it must be
more proactive in building the diverse
economy and infrastructure needed to retain and attract the high‐
quality companies and talent the area has come to enjoy. In doing so,
the CEDB needs to focus its targeted industry efforts and find more
resources to devote to its economic development service delivery.
Through this industry diversification strategy, CEDB and the
community’s leaders can make long‐term organizational and
structural investments to ensure that Columbus can attract the types
of activity it wants and that will support growth and diversity. By
taking a proactive leadership position in the City and County’s
economic development, CEDB will be better able to set a realistic
future economic vision and take the steps necessary to get there.
Such bold and strategic steps will transform Columbus into a place
that attracts quality talent and companies while maintaining its
character and commitment to quality.
In order to create such change, the community will need to be more
proactive and execute its economic development efforts differently.
It will need to take the lead in proposing and attracting different
types of activities and be a champion for long‐term investments that
will service both existing and new companies. CEDB must take a more
structured approach to economic development by leveraging the
many assets Columbus has in place, helping to build a talent pipeline
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that will support existing and new industries and ensuring that the
correct level of personnel and attention is paid to the City’s economic
growth. As evidenced by several findings of the consulting team,
Columbus has a plethora of assets to offer businesses. With this new
strategy, CEDB should communicate those assets more specifically to
the desired companies that the community wants to attract, and it
should leverage those assets and infrastructure to better serve the
existing company base.
Inherent in this change will be a more proactive and outward facing
marketing and business retention and expansion effort. In addition to
targeting the optimal industries noted earlier in this report, CEDB
must work with other economic development partners and
stakeholders to create and encourage the development of the spaces
and places where such activity will occur (e.g., Walesboro Airport, the
Taylorsville/Northern Gateway areas, and office properties within the
CBD) while ensuring that existing companies are not negatively
affected by the growth. In doing so, Columbus will become a more
competitive place for businesses and the talent that drives them.
***
Garner Economics and DCI would like to thank the Columbus
Economic Development Board staff for their help and assistance
during this process. Their compilation of data and information, as well
as their openness and willingness to explore various opportunities to
strengthen operations, have contributed to the richness and rigor of
this report.
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RECOMMENDATIONS SUMMARY
Columbus has many assets to build upon, and it has the opportunity to set itself apart as a competitive place for several types of industries,
beyond its traditional strengths. By taking steps to balance its economy and better highlight its unique advantages, Columbus can shape its
economic future and ensure that there are sufficient economic opportunities for its residents.
The following is a summary of the recommendations offered by Garner Economics and DCI in this report. These were developed given the
analysis and assessment taken during the first two phases of the project. To achieve the maximum effectiveness of the recommendations, the
Team suggests phasing implementations as follows. For the purposes of this timeline, “short‐term” is defined as 1‐3 years and “medium” is
defined as 4‐6 years. Some recommendations will reflect an ongoing process.
TARGET AREA RECOMMENDATIONS
Strategy
Organizational Change
Execute Effectively:
Build a focused economic
development service delivery
mechanism for existing and
potential businesses in the
City and collaborate with
other entities to work more
seamlessly and present a
unified brand to external
clients.

Goal/Results
The City is better able to
attract the types of
industries and talent that
will help Columbus retain
and grow its strong base of
companies, as well as
strategically diversify its
economic base to include
complementary companies
and companies that will help
drive more sustainable
growth.
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Actions

Timing

1. Create a product development fund
Short
2. Increase the funding for the CEDB (to allow for Short
enhanced service delivery)
3. Staff a County and City business investment and Short
retention ombudsman
4. Create a one‐stop permitting office to Short
streamline the permit process and create an
internal culture of “yes.”
5. Create a culture of entrepreneurship among the Medium
community’s youth.
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Strategy
Product Improvement
Enhance the Product:
Further develop assets and
initiatives in key areas, such as
talent and connectivity, that
support the City’s desire to
attract and grow more high‐
quality economic activities in
the area and to support the
current and future residents
of the City.
Marketing
Tell the Story:
Share the Columbus region’s
incredible business
opportunity story with a
targeted audience of C‐level
executives representing
companies in the area’s key
industry sectors, site
selection consultants, and
skilled professionals.

Goal/Results
Columbus strengthens its
quality of place and talent
pipeline that attracts and
retains the region’s most
talented people and
companies.

Elevate the Columbus
region’s profile among
decision‐makers, and
position the community as a
top location for expansion
and relocation investments,
as well as a highly desirable
place to live and work,
resulting in an uptick in the
number of inquiries for
economic development
projects and an influx of
talented workers.

Actions
1. Develop a real estate portfolio of additional
sites for industrial and office development
2. Fund a Promise initiative for manufacturing and
technology skills
3. Support efforts to promote and enhance the
Columbus Signature Academy (CSA) New Tech
Campus to focus as a STEM High School
4. Provide public free high‐speed Internet access
(Wi‐Fi) to enhance the visitor and resident
experience in the core business district; provide
enhanced broadband options in the
unincorporated areas of Bartholomew County

Medium
Short
Medium
Short

1. Define Columbus’ key messages both generally Short
2.
3.
4.

5.

6.

7.
8.
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Timing

and for its target industry sectors
Create new marketing collateral and giveaways
to showcase the region’s strengths
Update your digital and social media platforms
Leverage trade shows, events, and missions
that CEDB and companies in your region are
attending
Solidify relationships with regional site selection
consultants and real estate brokers through
familiarization tours, forums, and events
Tell Columbus’ opportunity story through an
aggressive media relations and proactive
editorial outreach campaign
Influence the influencers by arranging meetings
with think tanks and opinion shapers
Launch an aggressive, multi‐faceted talent
attraction campaign

Short
Short
Short

Short

Short

Short
Medium
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I. Media Audit Stories
II. Columbus Most Wanted Media List
III. Marketing Budget
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I. Media Audit Stories
Architectural/Tourism Stories:

1. “An Architecture‐Lover's Road Trip,” Wall Street Journal, Dan Rubinstein, June 13, 2014. (positive)
2. “An Indiana Town Where Big Names Built,” New York Times, Nancy Kriplen, May 10, 2013. (positive)
3. “An Unlikely Architecture Hub,” New York Times, AJ Mast, May 10, 2013. (positive)
4. “Columbus, Ind.: A Midwestern Mecca of Architecture,” National Public Radio, Susan Stamberg, July 31, 2012. (positive)
5. “America’s Prettiest Towns,” Forbes, March 29, 2014, John Giuffo. (positive)
6. CBS Sunday Morning Annual Design Show, May 2011. (positive)
7. “Panoramic Views of Columbus, Indiana’s Modernist Landmarks,” Metropolis Magazine, Anthony Paletta, February 27, 2014. (positive)
8. “Small Town, Big Modernists,” Uncube Magazine, Elvia Wilk, Issue 14. (positive)
9. “Built to Impress. Out and About Columbus,” Midwest Living, April 2014, Danny Lee, Photographed by Bob Stefko. (positive)
10. “Athens of the Prairie: How Columbus, Indiana Got Great Architecture,” Reason.com, November 19, 2012, Paul Feine, Alex Manning.
(positive)
11. “The Designed World of J. Irwin Miller, a Photo essay by David Lauer,” Modern in Denver, Summer 2013, David Lauer. (positive)
12. “Divine photos of America’s most epic churches,” Wired Magazine/CNN Style, September 8, 2014, Pete Brook. (positive)
13. “Architectural treasures of Columbus, Indiana,” Illinois Times, October 2, 2014, Mary C. Galligan. (positive)
Quality of Life/Culture Stories:

1. How Places Like Columbus, Indiana, Outrank Silicon Valley. These smaller cities shine when it comes to attracting and keeping jobs,” City
2.
3.
4.
5.

Lab, Matt Stroud, November 26, 2012. (positive)
“Limited‐edition Chuck Taylors honor his Indiana hometown,” The Republic, Indianapolis Star and USA Today, October 22, 2014, Kirk
Johannesen. (positive)
“What is special about my town: Columbus, Knoxville, Harrisonburg: Readers tell us about the "Athens of the Prairie," the "average‐est"
city, and a "city of the future." ” The Atlantic, James Fallows, August 29, 2013. (positive)
“Program to showcase Indiana native’s success story,” Associated Press, Chris Jones, October 19, 2014. (positive)
“Letter from American History; A true Place,” Historynet.com, August 1, 2012. (positive)
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Economic Development Stories:
1. “US Manufacturing Slowdown: 4 Cities at Most Risk,” Fortune, September 26, 2011. (negative)
2. “Cummins and Columbus say their bond is strong,” Indianapolis Star, March 28, 2014, Jeff Swiatek. (mixed)
3. “Construction Booming around Market Square,” Indianapolis Star, John Russell, October 11, 2014. (mixed)
4. “Japan‐based Sunright America invests $34.7m to expand its Columbus Indiana production facility,” Area Development, Area
Development Staff, June 17, 2013. (positive)
Rankings:
1. “Forbes Best Small Places for Business and Careers,” Forbes, July 23, 2014. (positive)
2. “Forbes Best Small City for Jobs,” Forbes, 2012. (positive)
3. “Leading Locations for 2014: US Metros Ranked for Economic and Job Growth,” Area Development, September, 2014. (positive)
4. “Regional Report: Manufacturing Drives the Southern Indiana Economy,” Area Development, Steve Stackhouse‐Kaelble, (Q3 2014).
(some challenges)
5. “Best Places for 100 Best Places to Live and Launch,” CNN Money, Kelsey Abbott, July 8, 2008. (positive)
6. “10 Affordable Cities for Retirement,” CBSnews/AARP The Magazine, September/October 2011 issue. (positive)
7. “Columbus among the best metro areas for high incomes, low costs,” Indianapolis Star (Washington Bureau), April 24, 2014. (positive)
8. “Top 10 Best‐Performing Small Cities” Milken Institute, 2013. (positive)
9. “America’s New Manufacturing Boomtowns,” Forbes, Joel Kotkin, May 15, 2013. (positive)
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II. Columbus Most Wanted Media List
US Major Daily News Outlets
1.
The Wall Street Journal

Newswires:
1.
Associated Press

2.

The New York Times

2.

Bloomberg News

3.

Financial Times

3.

Dow Jones Newswires

4.

The Huffington Post

4.

Thomson Reuters

5.

International Herald Tribune

6.

Investor’s Business Daily

7.

Slate.com

News/Political Magazines:
1.
The Economist

8.

TheStreet.com

2.

Newsweek

9.

USA Today

3.

Time

10.

The Washington Post

4.

US News & World Report

5.

The Atlantic

6.

Barron’s

7.

The New Yorker

8.

Wired

9.

The Daily Beast

US National Broadcast Media
1.
ABC
2.

CBS

3.

CNN

4.

PBS: Nightly Business Report

5.

MSNBC TV

6.

NBC

7.

NPR

8.

Fox News

9.

Fox Business News

10.

CNBC

11.

Bloomberg Television
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US Business Media
1.
Barron’s

Life Sciences Manufacturing
1.
BioBusiness

2.

Business Insider

2.

Bio‐IT World

3.

Bloomberg BusinessWeek

3.

Biomedical Business & Technology

4.

CNNMoney.com

4.

Biomedical Instrumentation & Technology

5.

Entrepreneur

5.

BioPharm Insight

6.

Fast Company

6.

BioPharm International

7.

fDi Magazine

7.

BioProcess International

8.

Forbes

8.

Biotech Business

9.

Fortune

9.

BioTech News International

10.

Inc.

10.

Biotech Week

11.

Investor’s Business Daily

11.

BioWorld Today

12.

Money

12.

BioWorld Week

13.

Industry Week

13.

Burrill Report

14.

Chemical & Engineering News

15.

Clinical Biomechanics

16.

Clinical Pharmacology & Therapeutics

17.

Fierce Biotech

18.

FierceMedicalDevices

19.

FiercePharma

20.

Genetic Engineering & Biotechnology News

21.

IEEE Pulse Magazine

22.

International Journal of Pharmaceutics

23.

Journal of Commercial Biotechnology

24.

Journal of Pharmacy Practice

25.

Life Science Leader
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Life Sciences Manufacturing, continued
26.

Life Science Weekly

27.

Medcity News

28.

Medical Dealer

29.

Medical Design Technology

30.

Medical Device Daily

31.

Medical Device+Diagnostic Technology

32.

Medical Product Manufacturing News

33.

Medical Product Outsourcing

34.

Modern Healthcare

35.

Pharmaceutical Engineering

36.

Pharmaceutical Executive

37.

Pharmaceutical Manufacturing

38.

Pharmaceutical Technology

39.

PharmaVOICE

40.

The Scientist

41.

Worldwide Biotech
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Food and Beverage
1.
Food Engineering
2.

QA Magazine

3.

Food Quality

4.

Food Processing

5.

Food Manufacturing

6.

Food Production, Manufacturing & Distribution

7.

Food Business News

8.

Food Chemical News

9.

Food Logistics

10.

Agweek

11.

Food and Drink Digital

12.

Food Technology

13.

FoodNavigator‐USA.com

14.

Food Product Design

15.

Pet Food Industry

16.

Dairy Foods Magazine

17.

Dairy Industries International

18.

Dairy Reporter

19.

Beverage World Magazine

20.

Supermarket News

21.

Beverage Industry
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High Value Research, Testing and Administrative Services

Innovative Manufacturing and Related Activities

1.

IA Magazine

2.

Broker World Magazine

Aerospace Products and Parts Manufacturing

3.

Insurance Journal

1.

Aerospace Manufacturing Magazine

4.

CPA Magazine

2.

Aerospace Manufacturing and Design

5.

Accounting Today

3.

Assembly Magazine

6.

Science Mag

4.

Quality Magazine

7.

Science Direct

5.

Aviation Week

8.

Research Trends

6.

Manufacturing Today

9.

Strategy & Business

7.

Manufacturing Global

10.

Smart Business Magazine

11.

Knowledge Management World

Plastics & Rubber Product Manufacturing

12.

The Data Center Journal

1.

Plastics News

13.

Data Center Knowledge

2.

Rubber News

14.

SiliconANGLE

3.

Plastics and Rubbers Weekly

15.

FCW (The Business of Federal Technology)

4.

Plastics Today
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Agricultural, Industrial and Metalworking Machinery Manufacturing

Architectural, Engineering and Related Services

1.

Farm Industry News

1.

Arch Daily

2.

Industry Week

2.

Architectural Digest

3.

Beef Magazine

3.

Architect Magazine

4.

Industry Today

4.

Icon.com

5.

Metalworking News

6.

Metalworking World Magazine

Specialized Design Services

7.

The Fabricator

1.

8.

Agweek

9.

Industrial Machinery Digest

Wallpaper Magazine

Motor Vehicle Design and Testing
1.

Car Design News

2.

Automation World

3.

Automotive News
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International Media
German Media
1.
Berliner Zeitung

Chinese Media
1.
Beijing Daily

2.

Der Spiegel

2.

People’s Daily

3.

Die Welt

3.

Xinhua News Agency

4.

Frankfurter Allgemeine Zeitung

4.

CCTV

5.

Handelsblatt

5.

Jiefang Daily

6.

Suddeutsche Zeitung

6.

Ta Kung Pao

7.

National Business Daily

French Media
1.
Les Echos

8.

China Business News

9.

China Economic Times

2.

Le Figaro

10.

Xinhua News Agency

3.

Le Monde

11.

Global Times

12.

China Daily

13.

The Economic Observer

Japanese Media
1.
Asahi Shimbun
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2.

Fuji Television Network

3.

Nikkei Shimbun

4.

Yomiuri Shimbu
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III. Marketing Budget
2014 Budget

Bare Bones

Ample

Optimal

SCIED Regional Partnership
Advertising
Promo‐Gifts
Brochures/Other Print (including incorporating key
messages, marketing collateral, such as maps, target
industry studies, K‐12 marketing collateral piece)
Web & eMarketing
Updates to Website
Digital Ambassadors Program (Social Toaster Fee, Setup
Costs, 6‐month or year‐long program)
Trade Shows (1 additional trade show, including
attendance fee, travel costs, exhibit space)
SSC Relationships (including outreach in target markets,
joining additional SSC forums, hosting a FAM tour)
Aggressive Media Relations (PR agency, proactive outreach,
inbound press trip, outbound media tour)
Influencing the influencers (key influencer speaking fee)
Talent attraction campaign (collateral, website
development, research)

$
$
$
$

6,500.00
2,500.00
2,500.00
2,000.00

$
$
$
$

6,500.00
‐
2,500.00
5,000.00

$
$
$
$

6,500.00
2,500.00
5,000.00
10,000.00

$
$
$
$

6,500.00
5,000.00
10,000.00
20,000.00

$
$

4,000.00
‐

$
$

5,000.00
‐

$
$

7,500.00
28,000.00

$
$

7,500.00
42,000.00

$

‐

$

7,500.00

$

7,500.00

Total

$

‐
$

‐

$

5,500.00

$

15,000.00

$

25,000.00

$

‐

$

‐

$

67,500.00

$

137,500.00

$
$

‐
‐

$
$

‐
15,000.00

$
$

‐
30,000.00

$
$

15,000.00
75,000.00

$

39,500.00

$

179,500.00

$

351,000.00

17,500.00

Source: DCI
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