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Development 
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• Review: Economic Development Building Blocks

• Randy Bruns-The Man, The Myth, The Legend

• Business Attraction/Recruiting Landscape

• Rural Challenges in Business Attraction

• Business Attraction Marketing
– Advertising

– Sales Promotions

– Direct Marketing

– Publicity

– Personal Selling

• A Better Way: Relationships
– Weak Ties

– Strong Ties

– Recruiting Examples

• Finding and Creating Weak Ties

• Understand Your Economy – LQ, Shift Share, Cluster Analysis, 
Brookings Advanced Industries

• BRE

• Hidden Relationships

• Using LinkedIn

• How to Reach Out and What to Say

• How the WBC and local EDCs can crush this!

• One last plug for the ¼-cent sales tax for economic development

Roadmap



Economic development building blocks



What YOU WANT TO BE:



WHAT YOU ACTUALLY ARE:



• Live in an MSA (50,000 

population or greater)

• Are 1.5 hours from an 

international airport

• Live within earshot of two 

major interstates

• Have two major railroads 

nearby

• Have multiple long-haul POPs

RAISE YOUR Hand IF YOU: 



• 2012 -1,185 Manufacturing projects that were: 

– A) 50+ employees; or 

– B) $1million in capital investment; or

– C) 20,000 sq. ft.

• Wyoming’s portion: 1

– .08%

– Less than both Alaska & Hawaii

• The average WEDA lead the previous 4 years: 114 jobs

– Rule of Thumb Requirement: 11,400 population

– Population of average Wyoming town: 4,000

RECRUITING LANDSCAPE



RECRUITING LANDSCAPE Another View



Recruiting Landscape Rural Challenges



• “A lot of what passes for marketing today 

are communities fooling themselves.” – Ed 

Burghard, former chief product marketer, 

Procter & Gamble

• “Economic development is actually really 

trending work. Everyone gets obsessed by 

the same way of attracting businesses.”       

-This American Life, 2012

Economic development Marketing



• Advertising 

• Sales Promotion

• Direct Marketing

• Publicity

• Personal Selling

Typical Business Attraction Promotional Mix



Advertising



Advertising CLICHES



Sales promotion



Direct Marketing



Publicity: FREE ADVERTISING



PROMOTIONAL MIX - DIFFERENCES

Type

Product 

Value Audience Examples Strategy

Advertising Low-Priced Mass

Coca-Cola, Toothpaste, Razors, 

Cosmetics

Radio, Newspapers, Magazines, TV, 

Billboards, Mail, Web

Publicity

Low & High 

Priced Mass Varied Radio, Newspapers, Magazines, TV, Web

Personal Selling High-Priced Targeted

Vacations, Aircraft, Vehicles, 

Communities Sales, Advising, Technical Assistance

Sales Promotion

Low & High 

Priced Mass Varied Trade Shows, Specialty Merchandise, 

The mistake:  selling a high-priced 

product (our community) like they are 

a low-priced product (toothpaste).



• Your community is complex

• Complexity requires extended communication

• Communication is targeted at individuals

• Individuals Requires trust

• You trust people you know

• People you know are relationships

• Relationships are the key to economic 

development (recruiting or otherwise)

Personal selling is critical



Discussion with Brent Pollina, Pollina Pro-Business 
Report, 2015:

• “Traditional advertising methods don’t necessarily 
work. Papers and trade publications are not 
effective.”

• “Save the money spent on trade shows and trade 
show advertising and schedule face-to-face sales.” 

• “Also attend conferences for industries where 
consultants are speaking. It’s important to focus on 
conferences where consultants are speaking to 
develop relationships/spread the message – and get 
a bigger bang for your bucks.”



The problem with Economic developers: 
Misuse of time



• Strong Tie – Someone you know very well. You communicate 
with them often. Used to be someone on Facebook.

• Weak Tie – An acquaintance. You know of them. You 
communicate once in awhile. You might send them X-Mas 
cards. Used to be someone on LinkedIn.

• Research: the more weak ties in a community, the more 
growth that community experiences.

• Why? – Weak ties connect networks of strong ties that would 
otherwise not communicate. 

• Mark Granovetter: “Individuals with few weak ties will be 
deprived of information from distant parts of the social 
system and will be confined to the provincial news and views 
of their close friends. This deprivation will not only insulate 
them from the latest ideas and fashions but may put them in 
a disadvantaged position.”

Types of relationships



• HiViz

• Magpul

• Underwriters Laboratories

• Tungsten Heavy Powder

Recent Examples



Hiviz

Thomas 

Johnson,

WBC

Joe 

Somody,

LEDC

Tony 

Nevshemal

Delta Nu

Phil Howe’s 

Relative, 

Delta Nu

Phil Howe 

HiViz

WEAK TIE

STRONG TIE

STRONG TIE

STRONG TIE



magpul

WBC
Cheynne

LEADS

Holland & 

Hart, 

Cheyenne

Holland & 

Hart, 

Denver

Magpul,

Denver

WEAK TIE

WEAK TIE

STRONG TIE

STRONG TIE



Underwriters Laboratories

Thomas 

Johnson,

WBC

Mike 

Kmetz,

UL

Christian 

Anshuetz, 

CIO, UL

WEAK TIE

STRONG TIE



Tungsten Heavy Powder

Ben Avery,

WBC

Joe Sery

Tungsten

NO TIE

CREATE WEAK TIE



• No “Marketing” of Wyoming.  No Ads, Tradeshows, 
Direct Marketing, etc. 
– Both Magpul & HiViz had been at SHOT SHOW for years 

without noticing Wyoming

• Weak Ties were critical to each project.

• Weak Ties (relationships) were developed over 
years.

• Weak Ties knew to call economic development 
officials.

• No ties can be turned into weak ties through effort.

• Taxes, business climate, and incentives were 
secondary.

Common Themes



Another example: New Hampshire



• Understand your local economy through 

economic base analysis (Location Quotient)

• Strong Business Retention & Expansion Program 

(BRE)

• Explore Hidden Relationships

• Reach Out

• Establish

• Foster

• React

FINDING & CREATING WEAK TIES



• Location quotient (LQ) is a valuable way of quantifying how 
concentrated a particular industry, cluster, occupation, or 
demographic group is in a region as compared to the nation. It can 
reveal what makes a particular region “unique” in comparison to the 
national average.

• When the Location quotient = 1 that means the employment is equal 
in the sector for the national and regional economy. Therefore the 
sector is non-basic and supply is just equal to demand.

• If LQ < 1, The output is not sufficient to meet the local demand and 
imports are needed. It is also non-basic.

• If LQ > 1 the output is more than sufficient to meet the local 
demand and exporting the surplus is an option. It is basic.

• For example (assuming the U.S. as the reference area), Las Vegas 
will have an LQ greater than 1 in the Leisure and Hospitality 
industry because this industry makes up a larger share of the Las 
Vegas employment total than it does for the country as a whole.

Economic Base Analysis - LOCATION QUOTIENT



• Formula:

• Bureau of Labor Statistics provides a free 

resource calculates LQ for you:

http://data.bls.gov/location_quotient/Contr

ollerServlet

LOCATION QUOTIENT 

http://data.bls.gov/location_quotient/ControllerServlet


TALE OF 3 
COUNTIES: 
Albany 

Industry Albany County, Wyoming

NAICS 447 Gasoline stations 3.89

NAICS 721 Accommodation 2.68

NAICS 624 Social assistance 2.35

NAICS 236 Construction of buildings 2.01

NAICS 441 Motor vehicle and parts dealers 1.91

NAICS 722 Food services and drinking places 1.77

NAICS 453 Miscellaneous store retailers 1.76

NAICS 213 Support activities for mining 1.68

NAICS 443 Electronics and appliance stores 1.63

NAICS 112 Animal production and aquaculture 1.53

NAICS 515 Broadcasting, except Internet 1.46

NAICS 812 Personal and laundry services 1.43

NAICS 238 Specialty trade contractors 1.42

NAICS 611 Educational services 1.31

NAICS 444 Building material and garden supply stores 1.29

NAICS 623 Nursing and residential care facilities 1.24

NAICS 445 Food and beverage stores 1.23

NAICS 323 Printing and related support activities 1.23

NAICS 713 Amusements, gambling, and recreation 1.21

NAICS 621 Ambulatory health care services 1.18

NAICS 524 Insurance carriers and related activities 1.17

NAICS 541 Professional and technical services 1.15

NAICS 531 Real estate 1.15

NAICS 811 Repair and maintenance 1.08

NAICS 522 Credit intermediation and related activities 1.02

NAICS 532 Rental and leasing services 0.94

NAICS 451 Sports, hobby, music instrument, book stores 0.9

NAICS 813 Membership associations and organizations 0.88

NAICS 442 Furniture and home furnishings stores 0.8

NAICS 337 Furniture and related product manufacturing 0.79

NAICS 512 Motion picture and sound recording industries 0.76

NAICS 221 Utilities 0.73

NAICS 484 Truck transportation 0.73

NAICS 488 Support activities for transportation 0.72

NAICS 446 Health and personal care stores 0.62

NAICS 814 Private households 0.56

NAICS 115 Agriculture and forestry support activities 0.5

NAICS 448 Clothing and clothing accessories stores 0.49

NAICS 517 Telecommunications 0.48

NAICS 561 Administrative and support services 0.45

NAICS 334 Computer and electronic product manufacturing 0.35

NAICS 423 Merchant wholesalers, durable goods 0.3

NAICS 237 Heavy and civil engineering construction 0.21

NAICS 311 Food manufacturing 0.14



TALE OF 3 
COUNTIES
: TeTON

Industry Teton County, Wyoming

NAICS 721 Accommodation 16.82

NAICS 525 Funds, trusts, and other financial vehicles 14.9

NAICS 236 Construction of buildings 3.88

NAICS 487 Scenic and sightseeing transportation 3.86

NAICS 712 Museums, historical sites, zoos, and parks 3.35

NAICS 451 Sports, hobby, music instrument, book stores 3.03

NAICS 814 Private households 2.91

NAICS 532 Rental and leasing services 2.43

NAICS 713 Amusements, gambling, and recreation 2.37

NAICS 711 Performing arts and spectator sports 2.12

NAICS 453 Miscellaneous store retailers 2.06

NAICS 238 Specialty trade contractors 1.84

NAICS 112 Animal production and aquaculture 1.54

NAICS 445 Food and beverage stores 1.34

NAICS 722 Food services and drinking places 1.32

NAICS 531 Real estate 1.27

NAICS 512 Motion picture and sound recording industries 1.18

NAICS 448 Clothing and clothing accessories stores 1.1

NAICS 562 Waste management and remediation services 1.05

NAICS 485 Transit and ground passenger transportation 1.01

NAICS 812 Personal and laundry services 1

NAICS 237 Heavy and civil engineering construction 0.98

NAICS 442 Furniture and home furnishings stores 0.93

NAICS 611 Educational services 0.91

NAICS 813 Membership associations and organizations 0.84

NAICS 443 Electronics and appliance stores 0.83

NAICS 444 Building material and garden supply stores 0.8

NAICS 511 Publishing industries, except Internet 0.8

NAICS 523 Securities, commodity contracts, investments 0.8

NAICS 541 Professional and technical services 0.77

NAICS 447 Gasoline stations 0.69

NAICS 561 Administrative and support services 0.66

NAICS 522 Credit intermediation and related activities 0.65

NAICS 488 Support activities for transportation 0.6

NAICS 811 Repair and maintenance 0.59

NAICS 492 Couriers and messengers 0.58

NAICS 519 Other information services 0.58

NAICS 441 Motor vehicle and parts dealers 0.49

NAICS 624 Social assistance 0.47

NAICS 621 Ambulatory health care services 0.46

NAICS 454 Nonstore retailers 0.45

NAICS 452 General merchandise stores 0.44

NAICS 337 Furniture and related product manufacturing 0.42

NAICS 517 Telecommunications 0.34



TALE OF 3 
COUNTIES: 
SWEETWATER 

Industry Sweetwater County, Wyoming

NAICS 212 Mining, except oil and gas 63.09

NAICS 213 Support activities for mining 35.76

NAICS 211 Oil and gas extraction 21.64

NAICS 486 Pipeline transportation 21.06

NAICS 325 Chemical manufacturing 8.12

NAICS 532 Rental and leasing services 4.24

NAICS 237 Heavy and civil engineering construction 3.56

NAICS 484 Truck transportation 3.25

NAICS 721 Accommodation 2.4

NAICS 447 Gasoline stations 2.38

NAICS 811 Repair and maintenance 1.49

NAICS 488 Support activities for transportation 1.47

NAICS 238 Specialty trade contractors 1.43

NAICS 444 Building material and garden supply stores 1.32

NAICS 441 Motor vehicle and parts dealers 1.16

NAICS 327 Nonmetallic mineral product manufacturing 1.16

NAICS 423 Merchant wholesalers, durable goods 0.97

NAICS 452 General merchandise stores 0.97

NAICS 443 Electronics and appliance stores 0.91

NAICS 424 Merchant wholesalers, nondurable goods 0.89

NAICS 453 Miscellaneous store retailers 0.87

NAICS 492 Couriers and messengers 0.84

NAICS 722 Food services and drinking places 0.83

NAICS 236 Construction of buildings 0.81

NAICS 562 Waste management and remediation services 0.8

NAICS 624 Social assistance 0.79

NAICS 445 Food and beverage stores 0.62

NAICS 531 Real estate 0.62

NAICS 522 Credit intermediation and related activities 0.61

NAICS 442 Furniture and home furnishings stores 0.54

NAICS 451 Sports, hobby, music instrument, book stores 0.53

NAICS 511 Publishing industries, except Internet 0.52

NAICS 621 Ambulatory health care services 0.49

NAICS 812 Personal and laundry services 0.46

NAICS 448 Clothing and clothing accessories stores 0.43

NAICS 541 Professional and technical services 0.37

NAICS 551 Management of companies and enterprises 0.35

NAICS 333 Machinery manufacturing 0.33

NAICS 813 Membership associations and organizations 0.33

NAICS 623 Nursing and residential care facilities 0.32

NAICS 112 Animal production and aquaculture 0.29

NAICS 517 Telecommunications 0.28

NAICS 561 Administrative and support services 0.27

NAICS 814 Private households 0.27



• In Teton County, there are several non-
traditional “basic” industries.
– Accommodation

– Scenic and Sightseeing Transportation

• The same is true with nursing facilities in 
Albany County.

• That’s because it’s about the flow of money, 
not necessarily about exporting a product or 
service.

• If the area is producing enough of a good an 
service, the excess is “exported.”

Basic vs. non-basic



WHERE IS MANUFACTURING?
Albany County 0.32

Big Horn County 1.04

Campbell County 0.23

Carbon County ND

Converse County 0.33

Crook County 0.91

Fremont County 0.22

Goshen County 0.89

Hot Springs County 0.39

Johnson County 0.22

Laramie County 0.4

Lincoln County 0.31

Natrona County 0.46

Niobrara County ND

Park County 0.5

Platte County 0.27

Sheridan County 0.44

Sublette County 0.07

Sweetwater County 0.67

Teton County 0.08

Uinta County 0.43

Washakie County 1.33

Weston County 0.86



• Shift share is a standard regional analysis method that attempts 

to determine how much of regional job growth can be 

attributed to national trends and how much is due to unique 

regional factors. Shift share helps answer why employment is 

growing or declining in a regional industry, cluster, or 

occupation.

• To conduct shift share analysis, we split regional job growth 

into three components: (1) industrial mix effect, (2) national 

growth effect, and (3) regional competitive effect. In addition, 

a time frame (start year and end year) is required to perform 

shift share analysis, since shift share deals with job growth over 

time.

• Another free resource that will do the analysis for you from the 

University of Georgia:

http://georgiastats.uga.edu/sshare1.html

SHIFT-SHARE Analysis

http://georgiastats.uga.edu/sshare1.html


SHIFT-SHARE Analysis Albany County



SHIFT-SHARE Analysis TETON COUNTY



SHIFT-SHARE Analysis Sweetwater County



Four-Quadrant TABLE: ALBANY COUNTY



Four-Quadrant TABLE: Teton County



Four-Quadrant TABLE: Sweetwater County



Brookings Institute : WYO ADVANCED Industries



Brookings Institute : WYO ADVANCED Industries



• Talk/Interview your business community at 

least once a year.

• Primary reason: they are going to create 

the jobs in your community. Jump on the 

opportunities.

• Secondary reason: to create a relationship 

and weak tie.

• If you don’t use BRE, you’re missing out on 

creating weak ties. Those relationships 

become no ties. Then you’re just waiting 

for luck and for the WBC to drop prospects 

on you.

Strong Business Retention and & Expansion



• Seek to understand the business!

– Where are they in the vertical chain?

– Who are their customers?

– Where do they get their raw materials?

– How/when do they ship?

– What are their challenges/concerns?

– Make sure they know you want to help but don’t 

overcommit 

• Help them understand they are an 

economic development ambassador for the 

community as much as you are. 

Strong Business Retention and & Expansion



• Your Board of Directors (Ask for names and 

introduction)

• Site Selectors (Focus on something other than 

your newsletter)

• University of Wyoming (College of Business, 

College of Engineering, etc.)

• Community Colleges 

• Commercial Brokers (inside and outside your 

community)

• Alumni (Big Time)

• Retired executives/middle managers

• Tourism

Other relationships



• Secret weapon: LinkedIn

• Advanced Search:
– Keyword

– First Name

– Last Name

– Title 

– Company

– School

– Location

– Current/Past Company

– Language

– And more

Finding Hidden Relationships



Hidden Relationships: Microsoft and UW



Hidden Relationships: 
Facebook

• Located a 

data center 

in TX

• Read about in 

Site Selection 

Magazine

• How do I 

reach her?



• Remember, the goal is to turn a no-tie 

relationship into a weak tie relationship

• Your weak tie relationships don’t require 

monthly contact. Quarterly, biannually, or 

annually can work!

• Find something in common:

– School (Alumni connection)

– Sports (Football, Golf, Baseball-obvious choices)

– Hobbies (Cats, Dogs, anything will work)

– Interests (Again, anything)

• WHEN IN DOUBT: FOCUS ON THE 

RELATIONSHIP, NOT THE TRANSACTION

• Little things matter

Reaching OUT



• Best way is through an introduction or common 
connection—in person.

• BRE Program (A built-in excuse to talk to a CEO—
why would you pass this up?)

• LinkedIn 

• Facebook

• Conferences and Associations

• Email

• Phone call (yeah, it still works)

• Mixers

• Parties

• The Bar

• Airplanes

• Blogs

How To contact them



One Meeting Example: Keener Fry, UW alumni 
Association



My VERSION 



My version 2.0 



• Lessons from a trade show master

• 1A:“Hey, how’s it going?”

• 1B:“So where are you from?”

– You can pivot in a hundred ways:

• “Oh, I’ve been there, it’s….”

• “I know a guy/girl from there. He/she was...”

• “Isn’t that the home of….”

• “You don’t say, my aunt/uncle/cousin grew up there..”

• “I’ve never been there, what’s it like?”

• “How did you end up there?”

• “Did you know Ernest Hemingway’s fourth marriage took 

place there?”

What TO SAY IF YOU Don't KNOW What TO Say:



We NEED YOUR HELP!



NEED CASH? Try a ¼-Cent Sales Tax



questions?

Thomas Johnson, Chief Performance Officer

thomas.johnson@wyo.gov

307.631.9275



Wyomingbusiness.org


