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ololeleleld All had operation decision making responsibility
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oleleleleld considering new location within next five ypars
DOOOOC None located in lowa
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eleleleleld None ruled out doing business in lowa
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Behind the Attitudes

Reasons for perceptions
Lack of differentiation in Midwest
Understanding of economic diversity is low
Understanding of business benefits is low
Low understanding is the result of “believability”
Purely state-delivered message lacks credibility
Taking C.A.R.E. of lowa brand
C — Build CREDIBILITY
A — Recruit independent ADVOCATES
R — Build and leverages RELATIONSHIPS
E — Create unique EXPERIENCES
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IDED’s Communications Reach

Activated Offices: /’
~ Dallas Portugal

Des Moines Spain Kol
Chicago Germany
New York Poland
Washington, D.C. China
Los Angeles Japan

DOO0OC

IOWA
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Perceptual Attitudes

When you think of lowa, what is the first thintgctiraes to mind?

. potatoes nothing

farm

In this “word cloud,” the size of each word comedp to the number of
times it was mentioned, with bigger words reftegtieater numbers of
mentions

-rural agriculture

farmland

< M comfields->""%; state

e M midwest = o = cold
== farm e
fidds— farming
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Media Relations

Communications training and message development:

Developed messaging platforms for lowa, lasteds targ
development industries and IDED's role & zi;einin

Media Coverage: Aosacitod ress
Associated Press story about lowa Policy Ringeoesort
RenewablesBiz Dagynewsletter®fergy Content

World of Industrial Technology Mana(jeteemational
business pub.)
Sun, Wind + Warrnmterview with Mike Blouin (German e
publication) TN ho
Hog Lift 30Anniversary: Sniz
Associated Press
13 Japan-based outlets including: Eedldaali=)4
NHK (Japan's national public broadcasting gl
Fuji Television Network (Major TV network in Ja

TV Asahi (Major TV network in Japan
Reuters \ ,] !
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Events and Conferences

Reaching out to stakeholders in lowa’s key grg

industries to position the state and lowa bsising

as frontrunners:
Windpower 2010
May 23-26 — Dallas

World Congress on Biotechnology
June 27-30 — Washington, D.C.

Institute of Food Technologies (IFT)
July 17-20 — Chicago
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Windpower 2010

Pre and Post Conference Communications

Windpower 2010
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Windpower 2010

Windpower 2010 — May 23-26 - Dallas
Developing pre- and post- conference communic
strategy
Creative elements:

Panel Art

Update Video

Brochure
Pursuing media relations for event intervieriar an
coverage
Arranging introductory meetings between IDED
officials and appropriate key industry contacts fo
business development

htions

Windpower 2010

Windpower 2010

Media Relations
Today’s Energy Solutions
Expansion Solutions Magazine
Clean Edge
New York Times Green Inc Blog
New Energy Magazine
Mother Earth News
Eco Watch Journal
Wind Today
Clean Skies TV




Windpower 2010

Thought Leadership

Conducted three focus groups with businessn
lowa’s targeted industry groups :
Using input and info from focus groups to develo

Speaking opportunities

Opinion-editorial pieces

White papers

New news angles

Emerging media content

Speeches
Second Annual German American Energy Co

Secured two speaking opportunities for Mike Blo

and assisted IDED German office personnel ArlkéeGoebe|
Mendez

paders

ference:
in

Print Advertising
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Location Consultants

Media Relations:
Business Facilities Magaziowa included in
biotech cover story (March 2010)
Site Selection Magazirfeowa Spotlight” (May 2010)

Global Corporate Expansifume issue focusing on Midwest
Area Developmenfpril/May issue focusing on renewable
energy technologies, biotech and sustainabtengexelo

Site Selection Magazireine issue focuses on food
processing industry
Enhanced, targeted outreach to location congailtantd
electronic and printed media in conjunction with
Cornerstone Creative
Research and program planning to enhance the
Available Building/Sites Catalogue and craate a mg
interactive and enticing Web presence

Fact sheets reviewed and aligned

Creative Development

Redesigned and created new print and online
advertising
Focus on selling state’s tangible business benefit

Define “Life Changing” brand promise from a busines
perspective

Uses lowan children to set the advertisingcagelitan
a message about what lowa business will mean to thd
future

Executed strategic media buy to focus on C-suit
executives and location consultants

1

Print Advertising Placements
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Print Advertising Placements Online Advertising Placementg

Forbes

Inc.

Entrepreneur

Chief Executive

Industry Week

ClO

Renewable Energy Focus
North American Windpower
North American Clean Energy
Managing Automation

Bio-IT World
Emerging Media Performance Assessment
Embarking on emerging media campaign to spread ]%\Qﬂgg‘%%%ﬂﬁsa%ﬁig,ppma(:h = better
lowa’s Pus'ness atmosphere and potential Global best practices creating new approaches for
digitally: better results
Conducting research to identify influencerttated in Specialized talent leading to better results
ongoing brand monitoring News media relationships
Reactivate Facebook engagement for IDED Communications training
Employ Twitter more strategically to engagersatopv Messaging
with various audiences Thought leadership
Make social network links highly visible ord D o Emerging media
begin a two-way dialogue Best of both worlds - sit across the table and reach
Blogger outreach ) around the world
Develop FourSquare program for Generation lowd Expanded national and international business
relationships creating new possibilities
Strong collaboration and partnership

IDED Support of Regions

Tools

Technical Assistance
Online

Information




6/8/2010

Kay Snyder
kay.snyder@iowa.gov
515-725-3150




