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Targeting and Marketing Recommendations
Overview
When marketing to companies within the recommended industry sectors, we recommend a target marketing approach that focuses
on those companies that are of size likely to indicate a significant expansion or relocation opportunity. We would further
recommend focusing on companies that are likely to be in a growth mode based upon recently reported business events. These
events include sales growth, employment growth, mergers and acquisitions, executive changes, new product announcements, etc.
By focusing on these companies, GADC can prioritize its marketing efforts to effectively target companies that are most likely to
have an active project.
The table below outlines the estimated number of companies: 1) within the entire universe regardless of size; 2) within the target
universe (varies according to target industry); and 3) within the target universe experiencing events likely to indicate a company with
an expansion, relocation or consolidation need.
Target Industry

Total
Universe

Target
Universe

Target
Universe
w/Growth
and/or Events

Advanced Materials

60,772

3,338

432

Transportation Equipment Mfg

12,231

1,088

174

Biotechnology

137,314

3,331

850

Office – Software/IT & Engineering Services

304,562

6,841

1,256

Office – Financial/Shared Services & Data Centers

2,135,065

8,475

1,769

Total

2,649,944

23,073

4,481
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We estimate that there are approximately 4,481 companies that GADC should consider for proactive targeting. We recommend that
GADC consider several direct marketing approaches that set up meetings with decision-makers within the target universe of
companies. This will give GADC economic development personnel the opportunity to explain the benefits of a location within the
region to companies that are most likely to be in an expansion mode. Depending on the GADC’s goals, budget and target industries,
we recommend the following approaches:

Mission Trips to Target Rich Regions
The first approach is to develop mission trips in markets that have the greatest number of companies within the target industries.
Depending on your needs and budget, this may be up to five trips per year. For each trip, representatives of GADC would be meeting
with around five to eight companies and/or site selectors representing opportunities within the target industries. To give you an idea
of where the greatest number of prospects is clustered, we have provided several maps on the following pages. Since GADC has
traditionally focused primarily on manufacturing prospects, we have broken out the prospects into manufacturing and office
categories. Often office targets tend to be clustered in different regions than manufacturing. For example, should GADC wish to
focus their marketing on finance and shared services, New York, NY should be a priority. On the other hand, if GADC’s goals are to
meet with companies within all of its target industries, then a market such as Chicago, IL would make sense, as it has a balanced
number of prospects.
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Number of Manufacturing Prospects by State

The state with the greatest concentration of manufacturing prospects is California. After California, New York, Texas, Massachusetts,
Michigan, New Jersey and Pennsylvania follow. These states should be considered when planning marketing mission trips. However,
the map below further refines the geographic regions by metropolitan area, which will indicate which markets specifically have the
greatest concentration of targeted manufacturing prospects.
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Number of Manufacturing Prospects by Metro

The metropolitan regions with the greatest number of manufacturing prospects are Boston, MA, Los Angeles, CA, Washington DC,
and Chicago, IL We would recommend that you focus marketing missions on these markets. We would also recommend focusing
trips by region, rather than individual market. For example, a trip to Chicago could include Michigan, Indiana and Ohio for the same
trip. This will allow you to maximize your travel budget by meeting with as many prospects as possible.
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Number of Office Prospects by State

For the recommended office targets, the states with the greatest number of office prospects are California, New York and Texas
followed by Virginia, Pennsylvania, Illinois, Florida and Massachusetts. These states should be considered, for when GADC is
primarily targeting office prospects.
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Number of Office Prospects by Metro

As with the manufacturing targets, we further analyzed the recommended office targets by metro. New York, NY, and Washington,
DC, by far, have the greatest number of office prospects, followed by Chicago, IL, Los Angeles, CA, and Boston, MA. These markets
should be prime considerations for office targeting.
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Number of All Prospects by State

Our recommendation is for GADC to focus on those states and metros with the greatest number of prospects within its target
industries, regardless of industry type. Based on our analysis, the greatest number of prospects is found within California, New York,
Texas and Pennsylvania.
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Number of All Prospects by Metro

The greatest number of GADC prospects by US metro are found within Washington DC, New York, NY, Los Angeles, CA, Chicago, IL,
Boston, MA and Philadelphia, PA. Thus, our recommendation is that GADC focus their mission trips on these markets, if targeting
both manufacturing and office targets.
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Industry Trade Shows
GADC may also wish to consider participating in trade shows within its target industries. Trade shows can be a cost effective way to
meet with a large number of companies at one time. On the other hand, often the attendees are business development contacts
and may not be the appropriate contacts ultimately responsible for making location decisions. Nevertheless, trade shows can be a
great networking opportunity for GADC, particularly within new target industries, such as shared services. Another recommendation
for GADC to consider is to combine appointments at a trade show with face-to-face meetings with companies across all of its target
industries in the city in which the trade show is held. For example, if GADC were to attend the BIO International Convention in San
Diego, we would recommend not only setting up appointments at the show, but also with company prospects that are located in
Southern California. Upcoming trade shows to consider include:
Advanced Materials
 Composites 2014 – February 18-20, 2014 – San Antonio, TX
 ACMA (American Composites Manufacturers Association) – October 14-16, 2014 – Orlando, FL
Aerospace
 Farnborough International Airshow – July 14-20, 2014; Paris Air Show in 2015
 NBAA – October 22-24, 2013 – Las Vegas; October 21-23, 2014 – Orlando, FL
 AUVSI (Association for Unmanned Vehicle Systems International) – August 12-15 – Washington, DC
 SAE 2013 AeroTech Congress & Exhibition – September 24-26, 2013 – Montreal, Canada
Automotive
 North American International Auto Show – January 13-26, 2014 – Detroit, MI
 SEMA Show (Specialty Equipment Market Association) – November 5-8, 2013 – Las Vegas, NV
 SAE International
 SAE 2014 World Congress & Exhibition – April 8-10, 2014 – Detroit, MI
Biotechnology
 BIO International Convention – June 23-26, 2014 – San Diego, CA
 MD&M West – February 10-13, 2014 – Anaheim, CA
 MD&M East – June, 2014 – Philadelphia, PA
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Office Targets
 Shared Services Week – March, 2014
 Institute for Health Technology Transformation IT Summit – July 24-25, 2013 – Denver, CO

Lead Qualification
One of the downsides to marketing mission and trade shows is that you are limited to a certain location and time to meet with
prospects. For instance, a prospect may have a project and is interested in meeting with you, but is out of town the week that you
will be in their market. There may also be some prospects that are headquartered in secondary and tertiary markets that you may
miss, due to focusing on regions with the greatest number of prospects. A solution for this is to consider telephone lead
qualification. This process telephone qualifies companies within your target industries to find out if they have an upcoming project
and are willing to consider the Greenville region. The initial meeting is usually set up as a telephone conference call. However, it is
also possible to set up a marketing mission once an appointment is set. Lead qualification works well when marketing to an industry
that has a limited number of prospects, and you want to make sure you are reaching every prospect. Since the transportation
equipment manufacturing industry has a relatively smaller number of prospects, both within automotive and aerospace, GADC may
want to consider this process. Another key advantage to this approach as it allows GADC to build and to maintain a pipeline of
prospects. For example, if GADC were to initially qualify the 174 companies in the transportation equipment manufacturing sector,
there will likely be several companies that do not have an active project, but would like to be contacted in the future. Once you have
identified these prospects, it becomes quite cost-effective to stay in touch with the prospects most likely to expand in the future.

Email Marketing
Another marketing approach to consider is email marketing. For some industries, especially when the number of prospects is quite
large, it may not be cost-effective to call every single company. However, it is important that every company be reached in some
way. Thus, when used in conjunction with a lead qualification campaign, email marketing can be a cost-effective approach for GADC
to reach as many prospects as possible while also building Greenville brand awareness at the same time. Once the email leads and
targeted messages are developed, there is very little additional cost to continue to send message. Because email messages can be
tracked, GADC can determine which prospects opened the message and can then focus on calling only those prospects. We
recommend that GADC consider email marketing when marketing to the Finance and shared services industry. In addition to making
calls to the top prospects, email marketing will allow GADC to reach a greater number of companies, while also building brand
awareness.
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Industry Specific Recommendations
In addition to the various approaches outlined above, we have included specific recommendations per GADC’s target industries.
When developing a marketing campaign, one thing to keep in mind is that three of GADC’s target industries (Advanced materials,
Transportation equipment manufacturing and Biosciences) are also target industries for the Upstate SC Alliance. Since the Upstate
SC Alliance is the regional economic development organization that is responsible for marketing Greenville and the rest of the
Upstate Region, GADC may wish to consider partnering with them on trips and events specific to these industries.
Advanced Materials
 As this is also a target for the Upstate SC Alliance, GADC may wish to consider partnering with them and/or the South
Carolina Department of Commerce on recruitment missions and trade shows in order to maximize marketing dollars.
 Consider attendance at Composites 2014
 Recommended priority targets
 Companies that manufacture products used in automotive and aerospace transportation manufacturing
 High quality, niche textiles such as those that are water-resistant or flame-retardant
 Light-weight plastics used to support fuel-efficient automotive manufacturing and the construction industry
 Light-weight metal materials, such as aluminum used in the transportation equipment sector
 Companies developing high end and new metal alloys that are used in aerospace manufacturing
 Recommended marketing messages
 Proximity to I-85, and I-26. I-85 allows access to the manufacturing corridor that runs from Southern Alabama north
to Richmond, Virginia. I-26 provides access to the Port of Charleston
 Strong existing cluster of companies within the region
 Skilled, available and productive workforce
 Several R&D facilities within the industry, including the Clemson University Advanced Materials Center and Clemson
University’s Center for Advanced Engineering Fibers and Films (CAEFF)
Transportation Equipment Manufacturing
 As this is also a target for the Upstate SC Alliance, GADC may wish to consider partnering with them and/or the South
Carolina Department of Commerce on recruitment missions and trade shows in order to maximize marketing dollars.
 Consider developing a lead qualification campaign that reaches out to all of the prospects within this industry that are
exhibiting events likely to indicate that they are in an expansion or growth mode.
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 For aerospace, consider attending the Farnborough International Airshow/Paris Air Show
 Recommended Automotive priority targets
 BMW supply chain
 Tier 1 & Tier 2 suppliers
 Supply chain for the manufacture of gas-electric hybrid, plug-in electric and fuel-efficient cars
 Parts and technologies used to cut exhaust emissions
 Automotive engineering
 Supply chain for the development and manufacture of clean diesel technologies
 Recommended Automotive marketing messages
 Proximity to the BMW Manufacturing plant in Spartanburg, SC
 Strong cluster of automotive suppliers in the County and region, including world class names such as Michelin,
Caterpillar, Magna and Nissan
 Proximity to I-85, I-26. I-85 allows access to the manufacturing corridor that runs from Southern Alabama north to
Richmond, Virginia. I-26 provides access to the Port of Charleston
 Skilled, available and productive workforce
 The Clemson University International Center for Automotive Research (CU-ICAR) located within the City of Greenville
houses Clemson University’s Graduate Engineering Center with available degrees in automotive engineering
 R&D automotive labs at CU-ICAR
 Specialized automotive training available at Greenville Tech
 Recommended Aerospace priority targets
 Boeing 787 Dreamliner supply chain
 Maintenance, Repair & Overhaul (MRO) operators
 Aerospace engineering
 Supply chain for new military contracts, including the Lockheed Martin F-35 Lightning II and F-22 Raptor
 Recommended Aerospace marketing messages
 Proximity to Boeing’s 787 Dreamliner assembly plant in North Charleston
 3 airports located within the region:
• Greenville-Spartanburg International Airport
• Greenville Downtown Airport
• The South Carolina Technology & Aviation Center (SCTAC)
 SCTAC offers an 8,000 foot runway along with parcels that allow for direct runway access
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Proximity to I-85 manufacturing corridor and I-26/access to the Port of Charleston
Cluster of companies present within the region
Skilled, available and productive labor
Specialized aviation training at Greenville Tech

Biosciences
 As this is also a target for the Upstate SC Alliance, GADC may wish to consider partnering with them and/or the South
Carolina Department of Commerce on recruitment missions and trade shows in order to maximize marketing dollars.
 Consider attending the BIO International Convention
 Recommended priority targets
 Generic pharmaceuticals
 Medicines designed to treat lifestyle conditions (obesity, diabetes, etc.) and an aging population
 All sectors of medical devices, including orthopedic instruments, surgical instruments, diagnostic tools, catheters and
stents, etc.
 Recommended marketing messages
 Large cluster of biosciences including world class companies such as Nutra Manufacturing and Perrigo
 Large drug and pharmaceutical workforce located in Greenville County and the Upstate Region
 Companies locating in Greenville are within close proximity to several US markets, including Atlanta, Charlotte and
Charleston, as well as 1/3 of the US population
 Available sites, including the Matrix Park
 Skilled, available and productive workforce
 Specialized R&D at Clemson University and the Institution for Translational Oncology Research at Greenville Memorial
Hospital University Medical Center
 Specialized training available at Greenville Tech, including an associates degree with a biotechnology concentration
Office Targets
 As GADC begins to market to office targets, consider market missions to markets that have a large number of office
prospects, along with manufacturing prospects
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 In tandem with marketing missions, considering an email campaign with targeted messages to reach as many office
prospects as possible
 Target companies that have locations in Atlanta and/or Charlotte
 Recommended priority targets
 Applications related to cloud computing
 Companies developing software and applications for the automotive industry
 Medical-related software
 Companies developing software as a service (SaaS)
 Open-source software (OSS)
 Developers of aps for mobile devices
 Inbound consumer customer service
 Data support for financial and insurance services sector
 Processing services that support the financial and insurance services sector
 Recommended marketing messages
 High quality of life, particularly in downtown Greenville
 Greenville County is an excellent location for companies who wish to locate in a smaller community offering a high
quality of life, especially when competing against Atlanta and Charlotte
 Availability and access to labor, including students at Clemson University, Bob Jones University, Furman University
and Greenville Tech
 Existing cluster within the region
 Excellent educational system
 Strong manufacturing and medical community may be attractive to niche software development, such as automotive
and/or health-related software

Headquarters
 As headquarters is a target that reaches across all industries, the strategy for targeting headquarters will likely be different
from traditional marketing missions and trade shows. Our recommendation is for GADC to develop a targeting and lead
qualification campaign that identifies the top companies. Once the top prospects are identified, they would then be qualified
by a professional and experienced economic development consultant
 Recommended priority targets
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 Companies with locations in South Carolina, but are headquartered outside of the state
 Companies with locations in Atlanta and Charlotte
 Companies with locations in markets that are within a direct flight of Greenville-Spartanburg International Airport
 Companies with executives that are graduates of South Carolina colleges and universities especially Clemson
University, Bob Jones University and Furman University
 Recommended marketing messages
 High quality of life, particularly in downtown Greenville
 Low cost of living
 Cultural amenities
 Over 90 restaurants
 Regional orchestra
 Minor league sports
 Proximity to the Blue Ridge Mountains and Atlantic Ocean
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Review of Marketing Materials
As part of the target industry study, one of our tasks was to review GADC’s electronic and print materials.
Web site
GADC’s web site is found at http://www.greenvilleeconomicdevelopment.com.

When reviewing GADC’s website, we review it from the perspective of a prospect and/or site selector that is looking to obtain
information in order to begin to make an informed decision about a community. Thus, the Quick Links section initially stands out.
From here a prospect has the choice to select the following three links: Site Selector, Maps & Mapping Tools and Prospect
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Notebook. The Site Selector tool is actually a shortcut to the site selector information that is under the Resources tab at the top.
From here, a prospect can get a quick glance at key demographic data, site and building information, workforce, etc. Each link takes
the prospect to another section of the web site where additional information can be found:
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The Maps & Mapping Tools section provides links to several GIS tools while the Prospect Notebook section provides links to seven
pdf documents with key information formatted into reports that can be saved that can be saved on one’s computer. The seven
reports include:
 Key Community Data
 Quality of Life
 Workforce Overview
 Education
 Business Incentives
 Business & Industry
 International
These reports provide prospects with more in-depth information about the County arranged by key topic. For example, the Quality
of Life report provides information on population demographics, diversity, museums, housing, healthcare and other cultural
amenities.
The rest of GADC’s web site is arranged by tabs located at the top of the screen. These tabs include and provide links to the
following: Welcome; Target Industries; Sites & Buildings; Business Climate; Quality of Life; Resources and About Us. The target
industries tab provides links to GADC’s current target industries: Advanced Materials; Automotive; Aviation/Aerospace; Biosciences;
and Headquarters/R&D. Each target industry page generally provides a brief description about each industry’s presence in Greenville
County along with key companies present, R&D assets, available training and in some instances, available incentives. The Sites &
Buildings tab links to information about available sites, parks, office and industrial buildings. The Business Climate tab provides
information on various topics, including:
 Strategic Initiatives
 Market Conditions
 Exiting Business & Industry
 Work Force
 International
 Taxes, Incentives & Training
 Financing
 Air Quality
Next, is the Quality of Life tab. This provides information relative to quality of life attributes and is arranged by:
 Our Communities (cities and communities within Greenville County)
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 Demographics
 Education Overview
 Healthcare
 Culture, Entertainment, & Recreation
 Diversity
 Accessibility
 Cost of Living
 Rankings
The Resources tab provides information on information not found elsewhere on the web site such as links to other related agencies,
current events, press releases, as well as direct links to the site selector and mapping tools sections. The About Us tab provides a list
of GADC staff, Board of Directors, Investors, Contact Information, etc.
Recommendations
Overall, we did not find any major information or data points missing. In fact, there is quite a bit of data available. However, it is not
always easy to find specific information. In order to retrieve some of the data, it requires having to navigate several pages. For
example, in order to find out information on wages & salaries within the County, one has to go to the Business Climate tab, go to the
workforce section and then click on wage & salary. This is alleviated somewhat by having submenus on the major tabs; it is possible
to arrive at the wage & salary information by hovering over the Business Climate tab and then hovering over the workforce link. This
will bring up a sub menu that provides a direct link to the wage information. However, this is not always clear and it is possible to
click the wrong sections before arriving at the requested data.
When we are setting appointments for clients, we like to direct prospects to our clients’ website in order to find additional
information about the regions we are representing. Although GADC’s web site has a lot of available information, it is not located in
one spot, which will make it difficult to direct a prospect to. In order to make it as easy as possible to find data, we would
recommend that GADC create a single page that has links to all of the data pieces located elsewhere on the web site. These could
also be links to pdf downloads, such as those that are available under the prospect notebook section. In fact, this might be an ideal
place to include all of the links. For example, in addition to the reports that are available, there could also be individual links to
individual data points contained within the reports.
The site selector, maps & mapping tools and prospect notebook links are great links for prospects. Although, they can be found fairly
easily and quickly under the Quick Links section of the homepage, our recommendation is to make these links even more prominent.
We would like to see them as menu choices along the top of the screen.
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Since the Upstate SC Alliance serves as the regional marketing partner for Greenville County and the Upstate region, GADC has an
opportunity to use its web site to set itself apart from the rest of the region, especially in targeting headquarters operations and
finance and shared services. Thus, quality of life characteristics become important. There are some wonderful photos of downtown
Greenville already present on the site, as well as information on why Greenville is premier destination for headquarters. We
recommend that GADC emphasize this even more by considering adding a piece about headquarters directly on the homepage.
Although automotive and aviation/aerospace have been combined in the target industry study, we would recommend that for
marketing purposes they be kept separate as they currently are in GADC electronic and print materials. While there are similarities
in the targets, the audience for each is different.
With the addition of the office targets, we would recommend that GADC add a section on Finance, Shared Services and Software.
Some of the information is already available under Existing Business & Industry with a list of current call centers and technology and
software companies. As with the other industries, our recommendation would be to include information on existing businesses in
the County, quality of life information as well as available workforce.
Print Materials
As part of this study, we reviewed GADC’s print materials including the current one-page flyers per target industry: Advanced
Materials; Aviation; Automotive; Biosciences; and Headquarters. Each target industry overview is printed in color on thick paper.
Each overview contains a brief introduction, history and description about the industry in relation to Greenville. The Advanced
Materials overview describes the textile history of the Upstate Region, lists existing companies and their growth, describes ongoing
research and new products under development and lists relevant R&D facilities in the region. The Aviation overview describes the
growing presence of the aerospace industry in Greenville, due to the Boeing 787 Dreamliner assembly facility in North Charleston.
Also included is a case study on workforce development through Greenville Tech, unique, existing properties, an overview of existing
businesses and available education. The automotive overview describes the legacy of BMW Manufacturing in the Upstate, the
location of BWM suppliers, a case study on cutting-edge automotive research in the County, existing businesses, R&D assets and
specialized training that is available. The Biosciences overview includes a brief description of the industry in Greenville County, a list
of existing pharmaceutical and medical device companies, pharmaceutical and medical device statistics and rankings, specialized
R&D in the region, available training through Greenville Tech, information on the Life Sciences Act and information on the Matrix
Business & Technology Park. The fifth and final industry overview is on Headquarters. It includes a case study on Hubbell Lightings
recent headquarters location, quality of life statistics on Greenville and the Upstate Region, information on regional airports,
education and overall quality of life amenities such as recreation, healthcare, arts and entertainment, etc.
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Recommendations
The industry overviews are well done. Other than keeping them current and up-to-date, there is little that we would recommend
changing. We encourage our clients to make a business case for each industry in their region by providing a select list of existing
businesses, information on workforce, ongoing R&D and case studies. All of which have been provided in the overviews. However,
we would recommend making these available as pdfs on GADC’s web site. When talking with company prospects, these are the type
of documents that are effective in communicating with key decision-makers.
As with our recommendations on the website, with the addition of the office targets, we would recommend that GADC develop an
industry overview for Finance, Shared Services and Software. As with the other industries, our recommendation would be to include
information on existing businesses in the County, quality of life information as well as available workforce. We also recommend
including a case study on an existing business in the County such as Verizon Wireless or BB&T.
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