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A bit about your presenter

* NOT a marketing professional

* Marketing has not been core to
my positions in the past

* Don’t consider myself an expert
on the topic

* NOT going to take you step-by-
step on how to do a marketing
plan



A bit about your presenter

* | have been practicing economic
development in Oregon since
1996

* |'ve worked for:
* 3 Oregon cities
* 2 Oregon higher ed institutions
e 2 Economic Development Districts

* Along with Matt, I’'m one of a
handful of IEDC CEcD certified
professional economic
developers in Oregon (since
2004)



Let’s Begin With Four Questions

1. What are you marketing?
2. What are you trying to achieve?
3. Who are you marketing to?

4. How will you measure success?

BONUS! #5: Who are your partners?



Consider...
...A Spectrum of Investment...



Why a spectrum?

Why investment?



The Spectrum

Large-sCale
industrial
development

Lots of stuff
in the
middle

Tourism



So...What’s in the middle?




What |5 in the middle? Hint:

* Higher-value tourism
* Residential development/ relocation
* Retirement

v 4

* Small business/ entrepreneurial development (DT revitalization)
 Commercial/ residential real estate (small-medium)
* Business acquisition & mergers

 Larger scale commercial
* Medical/ retirement
* Office
* “Big Box” retail
* Mid/Hi-rise residential

* Small-mid (90%+ of the deals) traded sector



A bit [more] about tourismanda story from the field...

..your partners may surprise you... -~ =

...a means to an end, but not the end in and of itself...
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A bit [more] about sm.

biz dev. &

downtowns
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Tying it all together

...and another story (or
two) from the field
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a tactical approach

MATT LORENZEN
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e natural resources e cultural/historical assets

e developable land e orant/loan program(s)

e vacant building(s) e downtown/retail/restaurants
e [0cation o [Ifestyle

e workforce e recreation

e housing e cost of doing business oeda
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e businesses e residents

o entrepreneurs o prospective

o existing o existing

> out of area/state e tourists/visitors
e developers e labor/employees

e Investors e potential partners oeda
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pipedrive












e Town Center UR Website e Local Biz Newsletter
e By The Numbers e VHDZ Info Sheet
e Year 2000 Plan Info Sheet e RFI
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https://publicaffairs7.wixsite.com/measure-tbd
https://www.ci.wilsonville.or.us/sites/default/files/fileattachments/economic_development/page/125816/wville_-_by-the-numbers_12.2022.pdf
https://www.ci.wilsonville.or.us/sites/default/files/fileattachments/urban_renewal/page/731/y2k_plan_summary_032124.pdf
https://us14.campaign-archive.com/?u=2f8a18e34a472d499939842bc&id=8da58535c1
https://ci.wilsonville.or.us/sites/default/files/fileattachments/economic_development/page/120191/vhdz_info_sheet_10042022.pdf
https://acrobat.adobe.com/id/urn:aaid:sc:us:9d966973-cad5-4d42-8920-7d838f1eb862
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Instituto de Estudos Orientais.



thank you

Matt Lorenzen
City of Wilsonville

mlorenzen@cl.wilsonville.or.us
503.570.1539
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