
TO: 

INDIAN RIVER COUNTY, FLORIDA 

MEMORANDUM 

Joseph A. Baird, County Administrator 

DIVISION HEAD CONCURRENCE: 

~~~ 
Stan Boling, AICP 
Community Develo · 

c• A 
THROUGH: Sasan Rohani, AICP :::> '/I· 

Chief, Long-Range Planning 

FROM: Bill Schutt, AICP t .~, 
Senior Economic Development Planner 

DATE: February 24, 2015 

Community Development 

SUBJECT: Consideration of Economic Development Strategic Positioning, Target 
Industry Assessment & Action Plan Report 

It is requested that the following information be given formal consideration by the Board of County 
Commissioners (Board) at its regular meeting of March 3, 2015. 

Note: The economic positioning consultant, Ady Advantage, will present the report and action 
plan during the Proclamations and Presentations portion of the March 3rd Board meeting. 

DESCRIPTION AND CONDITIONS 

At its November 12, 2013 meeting, the Board reviewed a request from the Economic Development 
Council (EDC) to create a budget and a Request for Proposals (RFP) for an Economic Development 
Positioning Plan. At that meeting, the Board authorized the RFP process and funding of up to 
$75,000 for development of the positioning plan. The Board also directed staff to coordinate with the 
Indian River County Chamber of Commerce on development of the RFP and throughout the 
positioning plan process. 

On April 8, 2014, the Board authorized staff to issue the RFP to select a consultant to prepare an 
Economic Development Positioning Plan, and the RFP was subsequently issued. By the May 14, 
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2014 submission deadline, a total of 12 complete proposals were submitted in response to the RFP. 
Those responses were reviewed by a consultant selection committee, which ultimately interviewed 3 
firms and unanimously ranked Voltedge, Inc. (hereafter referred to as "Ady Advantage") as the 
number one firm. 

On June 10, 2014, the Board reviewed the selection committee's ranking recommendation, and a 
proposed scope of activities from Ady Advantage offering to provide a range of services. Included in 
the range of services was a consultant modified version of the Phase I services listed in the County's 
RFP at a cost of $80,000, optional Phase I services (community survey, Gap analysis, target 
industry/cluster analysis, goal setting, and revised report presentation) proposed by the consultant at 
a cost of $45,250, and Phase II services (branding and marketing activities) listed in the County's 
RFP at a cost of $25,000. 

Upon review of the consultant selection committee ranking and consultant's proposed scope of 
activities, the Board approved the selection committee' s ranking recommendation and authorized 
staff to negotiate with the number one ranked firm, Ady Advantage, for Phase I services for a price 
of up to $80,000. On June 17, 2014, the Board reviewed and approved a contract with Ady 
Advantage for $80,000. At that time, staff reported to the Board that additional activities such as 
Phase II branding and marketing could possibly be handled and paid for by the private sector through 
efforts coordinated by the Indian River County Chamber of Commerce. 

Since contract approval, Ady Advantage has worked closely with the County and Indian River 
County Chamber of Commerce to complete the tasks outlined in the contract. Those tasks included: 

I. Completing two widely promoted community meetings ( one at Indian River State 
College, Rkhardson Center in June 2014, and one at the City of Sebastian Council 
Chambers in January 2015). 

2. Interviewing and surveying various officials, groups, and key individuals associated with 
businesses and services to identify how Indian River County is perceived and actions that 
can be taken to strengthen positive perceptions and reverse negative perceptions; 

3. Completing a sites and buildings analysis; 

4. Preparing a competitive positionjng assessment (local business costs, conditions, and asset 
analysis) and assessment of the County's list of target industries; and 

5. Preparing an economic development positioning analysis report and action plan (with 
recommendations) that identifies actions that can be taken to improve the County's economic 
development competitiveness. 

Throughout the project, the public and interested parties were frequently updated via e-mail 
communications on plan preparation progress and opportunities for public input (194 e-mail 
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addresses used). Copies of updated sections of the plan, which were developed and released over a 6 
month period, community meeting videos and presentations, and related information were also 
posted and arc currently available on the County website (www.ircgov.com/cdpaap). Information 
about the project has also been regularly posted and updated on the Indian River County Chamber of 
Commerce website (www.indianriverchambcr.com/index.cfo1?Mcthod=EconomicDevelopmcnt.Homc). 

The EDC was provided \\rith updates on the project status and reviewed draft sections of the plan. 
Most recently, on February 17, 2015, staff provided the EDC an overview of the action plan 
strategies recommended in Section 7 of the report. Although no formal reco.mJnendation was made 
by the EDC, EDC members indicated that the draft plan contains a significant amount of good 
economic development information and analysis and looked forward to implementation of the 
strategies recommended in the plan. 

With completion of the draft plan, final tasks that remain are for Ady Advantage to present the plan 
to the Board, for the Board to provide its input, and for Ady Advantage to then make any final 
revisions and provide a final version of the plan to the County. 

At this time, the Board needs to review the attached draft plan, consider the March 3rd Ady 
Advantage presentation, provide feedback, and consider accepting the plan with any proposed 
changes or additions desired by the Board. 

ANALYSIS 

The draft "Strategic Positioning, Target Industry Assessment, & Action Plan" contains 7 sections and 
an appendix, as listed in the table below. 

Plan Title Heading 
Section 
Section 1 Executive Summary 
Section 2 Proi ect Goals & Process 
Section 3 Stakeholder & Business Leader Input 
Section 4 Sites & Buildings Assessment 
Section 5 The Indian River County Economy- Business Costs, Conditions, and Asset Analysis 
Section 6 Target Industry Assessment and Recommendations 
Section 7 Action Plan and Recommendations 
Appendix Online Property Listings 

Regional Profile and Website Examples 

As structured, the draft plan meets the consultant's contractual requirements with the County. Those 
requirements are outlined in Section 2 of the plan. The plan provides an assessment of the County's 
economic positioning, which provides a framework for the County to improve business retention, 
expansion, and attraction efforts. As part of the assessment, qualitative and quantitative data were 
gathered, reviewed, distilled, and analyzed. In addition, Ady Advantage developed specific 

3 

F:\Community Development\Users\EDplannr\Plans, Study's & Reports\Economic Positioning Initiative 2013-2014\BCC Agenda ltems\BCC Item -
Draft ED Positioning and Action Plan V2.doc 



recommended actions for the Chamber, the County and the cities to undertake. Those actions are 
contained in the Section 7 action plan portion of the overall report. 

Among the data collected were public perceptions and views about the local and regional economy 
and community. Those data were gathered through individual interviews, group interviews, and 
surveys, and via public meeting input. The perceptions/views data are detailed in Section 3 of the 
plan and a list of those entities and persons providing input are provided in Section 1 (See 
Attachment 2). Respondents provided their perception of what relocating companies want to know, 
what the core industries are in the county, how the region has evolved over the last decade, what the 
region's greatest economic assets, strengths, and weaknesses are, what the biggest opportunities for 
growth are, and what industries the region can be competitive in. Responses are listed and 
graphically displayed in the report. Many of the perceptions contained in Section 1 are consistent 
with the Ady Advantage findings included in other sections of the plan. 

Other data and information collected by the consultant included property listings from July 2014 for 
"shovel ready" industrial properties, vacant industrial buildings, and primary and secondary data, 
including local business costs, availability of transportation, availability oflabor, and availability of 
job training programs. Those data are contained and analyzed in Section 4 of the plan. The 
consultant's, analysis includes site selection industry perspectives and recommendations based on a 
sites and buildings tour of each listed industrial property (see plan page 64). Consultant 
recommendations for improving listing information and access for business site selectors include 
essential data completeness for each property, posting data on appropriate websites, and providing a 
map of the site within its regional context. 

Section 5 of the plan includes an analysis of data related to business costs and general conditions in 
Indian River County as compared to the state of Florida, Georgia, Alabama, and the United States as 
a whole. That section includes "Asset Maps" that graphically depict the county' s competitiveness 
with respect to local strengths and weaknesses as they relate to economic and business climate 
factors considered important to businesses. Overall, the county is competitive with the referenced 
states and United States as a whole. The county's strengths includes availability oflabor, low cost 
high skilled labor, availability of transportation infrastructure, and availability and quality of higher 
education and training opportunities. Weaknesses the County can try to overcome or minimize are 
the cost of natural gas and the cost of electricity within the City of Vero Beach service area. 

Targeted industries are discussed in Section 6 of the plan. That section provides a brief but not "full 
blown" assessment of the County's current target industry list. The consultant's general observations 
confirm the appropriateness of the County's targeting of aviation/aerospace, life science/research, 
and regional warehousing/distribution sectors. Due to the limited scope of work for the positioning 
plan, the consultant did not perform a detailed (full blown) target industry analysis which might 
reveal additional target industry options and would include development of a positioning statement 
for each target industry. While the consultant confirmed the County's targeting of the aforestated 
industry sectors, the consultant also concluded that the County's current overall target industry list is 
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too broad to be used to effectively market the County, especially with limited marketing resources. 
The consultant recommended that the County focus its pro-active marketing efforts on just a few 
target industry sectors that offer the best fit with the County's assets, while continuing to offer 
incentives for a broad spectrum of industries that produce higher wage jobs. 

Section 7 of the plan constitutes the "Action Plan" (see Attachment 3) and contains a proposed 
County "Positioning Statement" and recommended strategies with implementing action items. The 
proposed positioning statement highlights the county's assets and strengths and is intended to be 
used county-wide by various organizations, business leaders, the County, and the cities to provide a 
unified economic development marketing direction and message. Beyond the Positioning Statement, 
Section 7 also contains specific actionable strategies for the Chamber, the County, and the cities to 
undertake to encourage and promote business retention and expansion and to attract new businesses. 

A brief description of each action item and an indication of items to be presented to the EDC and 
BCC are listed in the table below. Section 7 includes a timeline for the major action items, which 
indicates that most items with end products will be completed during 2015. 

Strategy Action Item Primary Present to 
# Responsible Entity EDC and 

BCC 
1 Create a Business Retention and Expansion Plan Chamber X 

Select Business Retention and Expansion Software Chamber -
2 Conduct Detailed Target Industry Analysis Chamber and X 

County 
Create Target Industry List and Develop Positioning Chamber and -
Statements for Each County 
Create Industry Sell Sheets Chamber -
Develop Marketing Plans for each Target Industry Chamber X 

3 Conduct Brand Auditillevelop Marketing Chamber -
Create Economic Development Brand Chamber X 
Implement ED Branding Chamber -

4 Develop Stand-alone Economic Development Chamber X 
Website 
Develop Materials for Economic Development Chamber -
Website 

5 Create Minimum Property Listing Data Chamber -
Thresholds 

6 Continue to support regional economic Chamber, County, & -
development efforts Cities 

With respect to costs, Strategies 2, 3, and 4 involve hiring consultants to complete related tasks. Two 
of those strategies, Strategy 2 (detailed target industry analysis) and Strategy 3 (brand 
audit/marketing plan) were originally proposed by Ady Advantage as "optional" items in its RFP 

5 

F:\Comrnunity Development\Users\EDplannr\Plans, Study's & Reports\Economic Positioning Initiative 2013-2014\BCC Agenda ltems\BCC Item -
Draft ED Positioning and Action Plan V2.doc 



response considered by the Board on June 10, 2014. At that time, the Board did not choose to 
immediately pursue those items. The Board felt that those items could be considered at a future date. 
During the Board discussion in June 2014, it was also noted that a brand audit/marketing plan was a 
future activity that might be best suited for the Indian River County Chamber of Commerce to 
coordinate with the private sector to handle and fund. 

Based on the consultant's original proposal for services, the cost for completing Strategy 2 ( detailed 
target industry analysis) is estimated to be $16,000, and the cost for completing Strategy 3 (brand 
audit/marketing plan) is estimated to be $25,000. It is estimated that the cost for completing Strategy 
4 (stand-alone economic development website) is roughly $5,000, with actual cost dependent on 
website features. With creation of a new website, there would also be an ongoing monthly 
maintenance cost of between $25 and $100. 

Strategies 2, 3, and 4 aside, Strategy 1 (business retention and expansion plan), Strategy 5 (minimum 
property listing data thresholds), and Strategy 6 ( support regional economic development efforts) are 
all activities that would involve minimal upfront costs. It is anticipated that those strategies could be 
handled by existing staff at the Indian River County Chamber of Commerce, with assistance from 
County staff, as appropriate. 

The Board is now to review and accept the Strategic Positioning, Target Industry Assessment, & 
Action Plan prepared by the consultant with any changes or additions the Board may have. 

FUNDING 

There are currently no costs associated with accepting the proposed plan. There are costs associated 
with implementing Strategy 2, Strategy 3, and Strategy 4, as discussed above. 

RECOMMENDATION 

Staff recommends that the Board of County Commissioners review and accept the Strategic 
Positioning, Target Industry Assessment, & Action Plan with any changes or additions it may have. 

ATTACHMENTS 

1.) Draft Strategic Positioning, Target Industry Assessment, & Action Plan (full hardcopy 

2.) 
3.) 

available in BCC Office; also available 
http://\\ww.irccdd.com/Planning Divis ion/EDP i\AP/ Rcport5. pdf) 
Executive Summary 
Section 7 Action Plan and Recommendations 
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APPROVED AGENDA ITEM: Indian River Co. 

Admin. 

A roved Date 

FOR: March 3, 2015 Legal 

Budget 

BY: _________ _ Dept. 

Risk Mgr. 
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Attachment 1 

http://www.irccdd.com/Planning_Division/EDPAAP/Report5.pdf
http://www.irccdd.com/Planning_Division/EDPAAP/Report5.pdf
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Section 1.1: Executive Summary 

Project Overview  
The Indian River County Strategic Positioning, Target Industry Assessment & Action Plan began in late July of 2014 with a site visit to Indian River County, 
which included 12 property visits, input from over 75 stakeholders, 47 business interviews, and participation from over 120 area organizations. Ady 
Advantage also completed extensive secondary research and compiled it into this report to develop a strategic positioning for the county, including an 
assessment of the current Indian River County target industries. The primary and secondary research focused on an economic region that includes Indian 
River County (IRC) and areas within a 45-minute drive time from IRC, including St. Lucie County and the south half of Brevard County (Melbourne South). All 
of this information has been synthesized into an action plan that will determine how the county should position its economic assets and how to address key 
areas in need of change to ensure long-term economic success.  

This section of the report is meant to highlight the positioning process and key findings and recommendations. For in-depth research, findings, and 
recommendations, please review the entirety of the report. 
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Section 1.2: Executive Summary: Project Approach 

Project Approach 
The key steps used to develop the competitive positioning for Indian River County are summarized below 

 

 

DISCOVER 
• On-Site Visit and Stakeholders Summit 
• Sites & Buildings Assessment 
• Location Criteria Research 

 
DISTILL 

• Asset Maps 
• Target Industries Assessment and Comments 
• Economic Development Positioning Analysis 

 
DO 

• Action Plan
• Marketing Plan (Optional) 
• Branding Review & Recommendations (Optional) 
• Website Audit or Redesign (Optional) 
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Section 1.3: Executive Summary: Participation by Stakeholders & Business Leaders 

Stakeholder Participation Overview 
We have received input from over 75 stakeholders during this project. The stakeholders come from various backgrounds including state and local 
government, utilities, educational facilities, railroad operations and other interested parties. Some of the specific organizations that we met with include: 

Stakeholder Participation 

2014 NPA candidate County Commissioner Business Development Board  
of Martin County Canaveral Port Authority 

Career Source City of Fellsmere City of Sebastian 

City of Vero Beach Congressman Bill Posey Dr. Martin Luther King, Jr. Birthday 
Committee of Indian River County 

EDC of St. Lucie County Enterprise Florida Florida Atlantic University-Harbor Branch 

Florida City Gas Florida East Coast Railway Florida MEP - Melbourne Airport 

Florida Power and Light former City Council & EDC Board Member former Planning & Zoning Chairman 

Gifford Youth Activity Center Harvest Food & Outreach Indian River County 

Indian River County Board of Commissioners Indian River County Chamber of Commerce Indian River County MPO 

Indian River County School Board Indian River County School District Indian River County Sheriff's Office 

Indian River Fire Fighters Association Indian River Neighborhood Association Indian River State College

IRC Enterprise Zone Development Agency IRC Planning Division Juvenile Justice 

Keep Indian River Beautiful Main Street Vero Beach Navy 

Okeechobee County Chamber of Commerce Political candidate, State Representative Port Canaveral 

Progressive Civic League of Gifford Small Business Development Center at  
Indian River State College 

Sebastian River Area  
Chamber of Commerce 

Senior Resource Association Taxpayers’ Association of Indian River County United Way of Indian River County 
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Section 1.3: Executive Summary: Participation by Stakeholders & Business Leaders 

Business Leader Participation Overview 
During our visit we interviewed 47 business leaders from various industries and backgrounds. Some of the specific businesses that we met with include: 

Employers Interviewed 

7 Seas Composites, LLC AT&T Florida Azzly 

Brown & Brown Insurance Biomass Genesis Communications International 

CVS Caremark David Francis Furniture Ecotech Development

Fellsmere Joint Venture Indian River Medical Center INEOS 

Insite Solutions Kite Properties Marine Bank & Trust Co. 

Mastercard Mirzam Group - FOA NetBoss Technologies 

Next Level Security Systems Nierzan Group Nylacarb Corporation 

Ocean Properties: Holiday Inn, 
Hampton, Country Inn Piper Aicraft Inc. PR/Media/Communications 

Real Estate Affairs Riverfront Groves Schlitt Services 

Sebastian River Medical Center SLC Commercial Bird Realty Group Syngenta 

The Hill Group The Laurel Agency Vero Beach Airport 

 Wells Fargo Home Mortgage  
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Section 1.3: Executive Summary: Participation by Stakeholders & Business Leaders 

Participants Overview 
In total, Ady Advantage received input from at least 120 area participants, through interviews, focus groups, surveys, and a summit meeting:  

NAME TITLE ORGANIZATION 

Alberto Cabrera Senior Director of  
Cargo Business Development Port Canaveral 

Allison McNeal Director of Tourism Indian River County Chamber of Commerce 

Althea McKenzie   2014 NPA candidate County Commissioner 

Amelia Graves Councilmember City of Vero Beach 

Amy Brunjes External Affairs Manager Florida Power and Light 

Anna Brooks Chief Nursing Executive Sebastian River Medical Center 

Beth Mitchell President Sebastian River Area Chamber of Commerce

Betty Putilin President Biomass Genesis 

Bill Penney President Marine Bank & Trust Co. 

Bill Schutt Economic Development Planner IRC Planning Division 

Bob Ledoux Senior Vice President Florida East Coast Railway 

Bob Solari County Commissioner Indian River County 

Bryan Delp Manager Syngenta 

Cara Perry Community Relations Florida Atlantic University-Harbor Branch 

Carol Wheatley Grant Writer Florida MEP - Melbourne Airport 

Catherine McKenzie Regional Director  
Legislative & External Affairs AT&T Florida 

Chuck Mechling   Insite Solutions 

Clyde Mathis Maritime Professional Port Canaveral 

Coletta Dorado President & CEO Azzly 

Cynthia Soucy Human Resource Manager CVS Caremark 

Dan Cummings VP Operations INEOS 

Dan Kross   Brown & Brown Insurance 

Dan Lamson Executive Director Indian River Neighborhood Association

Dan Ritchie President Riverfront Groves 

Dave Moberg Professor Indian River State College 

David Mitchell Regional Program Manager Florida MEP - Melbourne Airport 

Dick Canter FSBDC Consultant SBDC of IRSC 

Don Cooley   Nylacarb Corporation 

NAME TITLE ORGANIZATION 

Don Wright Retired former City Council & EDC Board Member 

Donna Hagedorn Human Resources Indian River Medical Center 

Donna Rivett Director of SBDC at IRSC Indian River State College 

Dr. Edwin Massey President Indian River State College 

Dr. Fran Adams Superintendent Indian River County School District 

Dr. Megan Davis  Executive Director Florida Atlantic University-Harbor Branch 

Eric Flowers Public Affairs Sergeant Indian River County Sheriff's Office 

Eric Menger Director Vero Beach Airport 

Freddie Woolfork President Progressive Civic League of Gifford 

Freddy Morco   Navy 

Gail Richardson  Freelancer PR/Media/Communications 

George Hamner   former Planning & Zoning Chairman 

Glenda Harden Vice President of Operations Career Source 

Glenn Heran CPA Real Estate Affairs 

H. Tim Smith Director, Human Resources Piper Aicraft Inc. 

Helene Caseltine Economic Development Director Indian River County 

Jack Schluckebier   Florida MEP - Melbourne Airport 

Jackie Warrior Council Member Juvenile Justice  

Jacqueline Carlon Director, Marketing &  
Corporate Communications Piper Aicraft Inc. 

Janie Hoover   Main Street Vero Beach 

Jason Brown Director, Office of Mgt. and Budget Indian River County MPO 

Jason Higgs   Mastercard 

Jason Nunemaker City Manager City of Fellsmere 

Jay Hart Vice President Wells Fargo Home Mortgage 

Jeff Murray Fellsmere Estates / Fellsmere Joint Venture 

Jeff Pincheon Owner 7 Seas Composites, LLC 

Jeff Schlitt Vice President Schlitt Services 

Jeff Smith Clerk of the Circuit Court Indian River County 
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NAME TITLE ORGANIZATION 

Jeff Susi CEO Indian River Medical Center

Jennifer Bates Sales Director Ocean Properties:  
Holiday Inn, Hampton, Country Inn 

Jim O'Connor City Manager City of Vero Beach 

Jim Odom CEO NetBoss Technologies 

Joe Flescher County Commissioner Indian River County 

Joe Griffin City Manager City of Sebastian 

Joe Idlette III President Progressive Civic League of Gifford 

Joel Tyson Vice Mayor City of Fellsmere 

John Higgs Vice Chairman Indian River Neighborhood Association 

John King Emergency Services Director Indian River County

John Kistler President Taxpayers’ Association of Indian River County 

John O'Connor President Indian River Fire Fighters Association 

Jorge Cisneros R&D Manager Syngenta 

Jorge Lugo   political candidate, State Representative 

Joseph Baird Administrator Indian River County 

Karen Diegl President/CEO Senior Resource Association 

Karen Mechling President Insite Solutions 

Karen Mitchell VP/Chief Human Resources Officer Indian River Medical Center 

Karl Zimmerman  Vice Chairman Local Code Enforcement IRC BDC Enterprise Zoning Development Agency 

Keith Kite Managing Partner Kite Properties

Kelly Enriquez CEO Sebastian River Medical Center 

Kris Caldwell HR Director NetBoss Technologies 

Leslie Swan Supervisor of Elections Indian River County 

Lewis Clark VP of Marketing/Corp.Communication Indian River Medical Center 

Linda Morgan Chairman Dr. Martin Luther King, Jr. Birthday Committee  

Marcelo Dossantos Business Services Director Career Source 

Marco Baez  Director Ecotech Development 

Mark Feurer President Communications International 

Martha White HR Manager Communications International 

Michael Corbit Director, Employer & Community Relations Career Source 

Michael Kint CEO United Way of Indian River County 

Michael Walther President/Director Coastal Tech/IRC Chamber of Commerce 

Mike Yurocko Vice President & Broker SLC Commercial Bird Realty Group 

Monte Falls Director of Public Works City of Vero Beach 

NAME TITLE ORGANIZATION 

Nancy Boone Specialist Career Source 

Oswald Sousa Managing Partner Mirzam Group - FOA 

Pamela Gillespie Director Community Relations Congressman Bill Posey 

Penny Chandler President Indian River County Chamber of Commerce 

Pete Jankowski President Next Level Security Systems 

Pete Tesch LEDO EDC of St. Lucie County 

Peter G. Robinson President The Laurel Agency 

Peter O'Bryan County Commissioner Indian River County 

Richard Winger Mayor City of Vero Beach 

Robert Sitterley VP Business Development Enterprise Florida 

Ron Richmond Senior Director Operations CVS Caremark 

Sasan Rohani Chief of Long-Range Planning Indian River County 

Scott Cooley President Nylacarb Corporation 

Shannon Feeley Assistant Director,  
Cargo Business Development Canaveral Port Authority 

Shawn R. Frost Member-Elect Indian River County School Board 

Stan Boling Planning Director Indian River County Board of Commissioners 

Susan Adams Mayor City of Fellsmere 

Susan Oswald   Nierzan Group 

Tammy Vock City Clerk City of Vero Beach 

Terry Burrows LEDO Okeechobee County Chamber of Commerce 

Terry Swett President David Francis Furniture 

Terry Torres President SLC Commercial Bird Realty Group 

Tim Dougher LEDO Business Development Board of Martin County 

Tim Knutson  Account Executive Florida City Gas 

Tim Zorc County Commissioner Indian River County 

Toby Hill President The Hill Group 

Vicki Wild Executive Director Keep Indian River Beautiful 

Vicky Gould President Main Street Vero Beach 

Vincent Burke Utilities Director Indian River County 

Wesley Davis County Commissioner Indian River County 

Willie Finklin Program Director Harvest Food & Outreach 
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Section 1.4: Executive Summary: Sites & Buildings Assessment 

Overview 
Sites and buildings are a key element to economic development; if you do not have any available properties or sufficient available properties you do not 
have anything to offer to expanding or relocating businesses. Understanding the quality and key aspects of an area’s properties help when assessing target 
industries and future opportunities. During the site visit the week of July, 14th, 2014, Ady Advantage visited 12 properties within Indian River County in total, 
which are listed in section 4.1, however some of the key highlights and recommendations are as follows: 

• Overall, the ED team provided an excellent, detailed map with each property marked and readily provided an overview of the county in terms of 
assets. Ady Advantage was also provided with a packet with most of the basic information, such as labor shed, major private-sector employers, and 
incentives. Including information at a regional or four-county level would have also been helpful as it would provide detail on some of the major 
assets nearby that expanding or relocating businesses could potentially tap into, such as airports, colleges, ports, unique assets, etc. Site selectors 
start their search at the regional level and often times they have specific criteria that they are looking for (e.g., minimum number of people or labor, 
training programs, airports, education, etc.), depicting your area as a region or at least supplying that level of information will help Indian River 
County get past the initial screening.  

• Information on each property was inconsistent. Ady Advantage was given at least one handout on each property. Property listing information needs 
to be more completely filled out, especially information about utility capacity and building characteristics. 

• Out of the 12 properties that Ady Advantage visited only 7 of them were currently listed on the Florida state website 
(www.enterpriseflorida.com/find-properties) and only 7 were listed on the Indian River County website (www.indianriversites.com). Getting all 
available properties listed on the state site is extremely important as most searches start at the state level. It is also very important to list them on the 
Chamber’s site as well. 

• All of the buildings that Ady Advantage visited were owned by private parties or by developers; none were owned by the county or chamber/EDC. This 
limits some of the control the county or cities might have and also adds another variable to the mix when a business is looking to lease or purchase. 
Think about taking ownership of one or more of the buildings or, at the very least, make sure that the county or cities and the property owner(s) are 
all on the same page and agree on key elements such as what type of business would be welcome, who will be responsible for certain costs (e.g., 
utility upgrades, road improvements, etc.), zoning, permitting, and general price so when the time comes to show/negotiate with a prospective 
business there are no surprises.
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Section 1.5: Executive Summary: Indian River County Competitive Position 

Introduction 
Competitive positioning statements are “elevator pitches” or what you would tell a site selector if you only had a few minutes to talk to him/her. These are 
important as they depict the county’s strengths and also act as a guide when marketing the county. The Indian River County competitive positioning 
statement was created based on primary research (including dozens of interviews, several stakeholder input sessions, and many property visits), secondary 
research (desk research), and site selector knowledge. This process allowed Ady Advantage to create the most complete and accurate positioning for the 
county.  

Overall Positioning  
Indian River County has access to a labor force of over 470,000, which has been growing at a rate of 17.5 percent over the last ten years. These individuals are 
well educated, 87.3 percent of them have graduated high school, and have access to some of the best training in the nation including Indian River State 
College, which was recently named a top ten community college in the nation. That being said, the cost of doing business is low. Florida is rated the 5th best 
state in terms of state business tax climate and offers some of the best training grants in the nation. In addition, Indian River County has some of the lowest 
millage rates in the state along with reduced impact fees for specific industries. Access to raw materials and markets is also an advantage within Indian River 
County as there is ample access to regional markets via I-95 and the Florida Turnpike. Access to international markets is available via the two municipal 
airports, nearby Orlando International Airport, and several major ports located on the eastern coast. The closest port, Port Canaveral, is designated as a 
foreign trade zone and can ship products easily to Canada, South America, Europe, Africa, and Asia. All of this before we even mention the superb quality of 
life experienced within a coastal Florida county. 

Talking Points 
Low Cost of Doing Business:  

• Florida is rated as the 5th best state in terms of state business tax climate. 
• Indian River County has some of the lowest millage rates within the state. 
• The cost of living within Indian River County is four percent lower than the national average. 

Transport:  
• There is ample access to regional markets via I-95 and SR 60, which run through the county, and the Florida Turnpike, which can be accessed just west of the county 

via SR 60 or south of the county via I-95. 
• Access to international markets is available through several major ports on the coast. The closest being Port Canaveral, which is about an hour away. 
• Indian River County also has two airports and is within a 90-minute drive of one of the nation’s largest airports in Orlando. 

Labor:  
• Labor costs are 5-13 percent lower than the national average across the board. 
• Florida has a low unionization rate of 5.4 percent, which is 5.9 percent lower than the national average. 

Training: 
• Indian River County has access to some of the best training grants and resources in the nation. 
• Indian River State College was named one of the best ten community colleges in the country.  
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Section 1.6: Executive Summary: Target Industry Assessment 

Overview 
Indian River County’s current target industries were agreed upon in October of 2010 when the county completed and adopted their 2030 comprehensive 
plan. These target industries are as follows: 

• Clean Energy 
• Life Sciences 
• Information Technology 
• Aviation/Aerospace 
• Financial/Professional Services 
• Manufacturing/Warehouse/Distribution 
• Emerging Technologies 
• Arts, Entertainment, and Recreation 
• Post Secondary Public and Private Educational Institutions 
• Other Clean Light Industries 

The list of industries above is not very targeted. In site selection there is a saying, “If you specialize in everything you are specialized in nothing”. This means 
that having a laundry list of industries that you believe Indian River County should target shows to site selectors and businesses that you don’t truly 
understand your value proposition or your key differentiating factors that make Indian River County unique.  

Target Industry Recommendations 
Although Ady Advantage recommends completing a full target industry analysis to determine the most appropriate target industries for Indian River County, 
Ady Advantage feels confident confirming the targeting of the following industries based on the research conducted in this study: 

• Manufacturing: 
o Aviation/Aerospace 

• Life Sciences/Research
• Regional Warehousing/Distribution 

 

These industries have been identified and are selected based on industry knowledge, current clusters, and/or strong assets within the county. Ady Advantage 
would encourage the county to conduct further research to identify other specific industries to target as well as develop key positioning statements for each 
industry. This method of communicating unique regional attributes and strengths provides a solid foundation for both business recruitment and expansion. 

Overall, when deciding which industries to target look closely at what the positioning or story might be to each of them. If there is not a compelling story, 
from a businesses perspective, then it should not be a target industry for the county. A target industry should not simply be a wish list of industries that a 
county would like to attract but a list of industries that the county either currently excels at or would excel at given the opportunity. What the county excels 
at should be specific and quantifiable through statistics, local and regional assets, and testimonials.   
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Section 7.1: Action Plan: Scope of Ady Advantage Recommendations  

Scope of Ady Advantage Recommendations 
The diagrams below can be used to provide an overview of the economic development building blocks.  It is also useful in highlighting the Ady Advantage 
team’s scope of work for this project.  

TIER ONE: ORGANIZATIONAL STRATEGY 

The Economic Development Element of the Indian River 
County Comprehensive Plan and the Economic 
Development Marketing Plan together provide a 
measured and integrated organizational strategy for 
economic development within Indian River County.   

TIER TWO: ECONOMIC ASSETS 

Discovering and organizing Indian River County’s 
economic assets has been a major thrust of the Ady 
Advantage scope of work.  Findings are detailed in 
Sections 3-5. 

TIER THREE: POSITIONING 

Likewise, determining the best overall positioning for 
Indian River County to use for economic development 
purposes was a major thrust of the Ady Advantage scope 
of work.  The recommended positioning is found in 
Section 8.4. 
TIER FOUR: PROGRAMS 

Ady Advantage did not specifically evaluate Indian River County’s existing economic development programs, although we do share some observations of 
elements the County should consider in order to meet its overall goals. 

ADY ADVANTAGE SCOPE OF WORK 

Economic Development Building Blocks 

• Busi'1ess Retention ard Expansion 
• Talent Rete~fo'1 a'1d Recruitme~t 
• Buc;i'1esc; Rccru1tme'1t 

• Value Proposition/Positioning 
• Targeting 
• Brand 
• Marketing 

• Infrastructure 
• Workforce 
• Quality of Life 
• Site Preparation 

• O~g;'ni~at-1;~dlStruct..ire 
• ED Strategic Dian 
• l'1centives Strategy 
• M"ss on & Vision 

©201 5 Ady Vo ltedge 
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Section 7.2: Action Plan: Current Economic Development Goal and Objectives Summary 

Overview 
Chapter 5 of the 2030 Indian River County Comprehensive Plan, adopted on October 12, 2010, focuses on the economic development goals, strategies, and 
actions of the county.  The Comprehensive Plan includes an inventory of current conditions and identifies the County’s constraints and potentials, as well as 
specifies the County’s economic development goals, objectives, policies and methods for implementing, evaluating and monitoring the plan.   

The goals and objectives are summarized below for continuity between the long-range Comprehensive Plan and this initiative. Refer to the Comprehensive 
Plan for more detail, which can be found here: http://www.irccdd.com/Planning_Division/CP/2030/Ch05-Economic-Development.pdf  

CURRENT ECONOMIC DEVELOPMENT GOAL AND OBJECTIVES 

Goal: It is the goal of Indian River County to have balanced and orderly economic growth. 
• Objective 1: Low Unemployment Rate.  Target rate is no more than one percentage point higher than the State of Florida’s average annual 

unemployment rate. 
• Objective 2: Diversified Economic Growth.  Target is to increase the number of jobs in the county’s new high wage target industries by 1,000 between 

2010 and 2015. 
• Objective 3: Maintain Trained Labor Force.  Target is to have sufficient post secondary training programs that meet the needs of the country’s target 

industries. 
• Objective 4: Facilitate Economic Development.  Target is for the county and municipalities within the County to have at least two additional 

established industrial/business/technology/research parks (for a total of 4 parks) with sufficient land and adequate infrastructure to accommodate 
new or expanding businesses.  At least one of these parks should be developed for Biotech/research/technology industries.  

• Objective 5: Intergovernmental Cooperation.  Target: By 2011, there will be an adopted Interlocal agreement between the County and the 
municipalities that provides for coordinated economic development funding and economic development activities.   

• Objective 6: Tourism Development.  Target is to increase tourism within the County to that point that by FY 2014/2015, the County’s annual local 
option tourist tax revenue will be at least $1,600,000.   

• Objective 7: Economic Development Community Acceptance.  Target is that a majority of the County’s population will recognize the importance of 
and support County economic development activities by supporting the County’s economic development initiatives, such as tax abatement program 
referendums, needing voter approval.   
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Section 7.3: Action Plan: Current 2014-15 Economic Development Marketing Plan Summary 

Current Economic Development Marketing Plan 
The Indian River County Chamber of Commerce is the designated county-wide economic development organization as specified in the Economic 
Development Element of the County’s Comprehensive Plan.  Each year, it submits its proposed Marketing Plan to the Economic Development Council for 
approval, as outlined in the Comprehensive Plan.  This plan is briefly summarized below; more details can be found in the plan itself, which can be found 
here: http://www.indianriverchamber.com/userfiles/file/Economic%20Development/ED%20Marketing%20Plan%202014-2015.pdf  

KEY ELEMENTS OF THE CURRENT 2014-2015 ECONOMIC DEVELOPMENT MARKETING PLAN 

Business Retention and Expansion 
• Enterprise Zone 

o Support awareness of EZ, conduct workshops, provide technical assistance, monitor legislation 
o Seek to extend the program’s expiration date 
o Seek to include Fellsmere as part of the EZ 

• Business Visitation 
o Coordinate manufacturers’ tours, public tours 
o Conduct regular site visits to targeted industries 

• Local Business Promotion 
o Coordinate Employer Roundtable events 
o Promote and encourage participation in Florida Virtual Entrepreneur Network website 
o Conduct site visits to local headquarters of local manufacturers 
o Coordinate annual industry Appreciation Awards luncheon 

• Business Expansion 
o In cooperation with other agencies, coordinate workshops for local/regional businesses with a focus on encouraging business expansion 

• Primary Information Source for Area Businesses 
o Serve as a clearing house for information on resources available to businesses 

• Intergovernmental Coordination 
o Work closely with city and county planning departments and others to address concerns of business owners and propose solutions 

• Foreign Trade 
o Utilize Enterprise Florida, Inc. (EFI) and the US Department of Commerce to provide assistance to companies that wish to export 

• Staffing /Funding 
o Utilize Chamber volunteers to assist in carrying out marketing and business retention policies. 
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Section 7.3: Action Plan: Current 2014-15 Economic Development Marketing Plan Summary 
(continued) 

Attract New Industries
• Marketing and Advertising 

o Conduct direct marketing campaign  
o Market industrial areas in the County to alternative energy firms, along with appropriate commercial locations to technology firms, via direct 

marketing, trade show representation, and partnerships with existing firms 
o Encourage local employers to assist in the attraction of new companies 
o Participate in Florida’s Research Coast Economic Development Coalition 
o Update advertising and collateral material 

• Working with Other Agencies
o Market Indian River County for reverse investment by international firms in targeted industries 
o Increase relationships with local key referral sources 
o Strengthen relationships with alternative financing sources 
o Strengthen relationships with local and state elected officials to garner support for targeted industry recruitment efforts 

• Web-Based Information 
o Maintain and update the economic development website and promote the Zoom Prospector property search website  
o Conduct ACCRA Cost-of-Living survey and maintain the ACCRA Cost-of-Living calculator on the economic development website 
o Coordinate annual industry Appreciation Awards luncheon 
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Section 7.4: Action Plan: Economic Development Positioning of Indian River County 

Overview 
A key deliverable of this initiative is to develop a compelling and differentiating positioning of Indian River County that can be used to unify and clarify 
communications about the County from an economic development perspective. 
 

PROPOSED INDIAN RIVER COUNTY POSITIONING STATEMENT 
Indian River County, located on the east central coast of Florida, has access to a labor force of over 470,000, which has been growing almost twice as fast as 
the U.S. average; 17.5 percent over the last ten years. These individuals are well educated, 87.3 percent of them have graduated high school, and have access 
to some of the best training in the nation including Indian River State College, which was recently named a top ten community college in the nation. That 
being said, the cost of doing business is low. Florida is rated the 5th best state in terms of state business tax climate and offers some of the best training 
grants in the nation. In addition, Indian River County has some of the lowest millage rates in the state along with reduced impact fees for specific industries. 
Access to raw materials and markets is also an advantage within Indian River County as there is ample access to regional markets via I-95 and the Florida 
Turnpike. Access to international markets is available via the two municipal airports, nearby Orlando International Airport, and several major ports located 
on the eastern coast. The closest port, Port Canaveral, is designated as a foreign trade zone and can ship products easily to Canada, South America, Europe, 
Africa, and Asia. All of this before we even mention the superb quality of life experienced within a coastal Florida county. 

PROPOSED INDIAN RIVER COUNTY ELEVATOR PITCH

Indian River County is an idyllic location known for its way of life. Those who visit, live, or work here find communities are safe, modern and loaded with 
ecological, cultural, educational and technological amenities. It's also a cost-competitive place to grow or expand businesses. In addition the county offers: 

• access to Florida and international markets via interstate highways and multimodal transportation, 

• advanced industries from aviation/aerospace to aquaculture, 

• world-renowned agricultural products and recreation opportunities, 

• research, emerging tech, life sciences and healthcare, 

 in one of the most desirable climates in the country, for recreation and for business. 
 

INDIAN RIVER COUNTY KEY POSITIONING ELEMENTS 
Audience: For those who enjoy this idyllic location year round, 

 Reference: Indian River County, Florida offers the best of both worlds, 

 What’s Unique: a desirable location for business and pleasure, 

 Benefit:  a balance that helps build your business in the sun. 

Jf/lAdvantag~ ·-



 

 
90 Indian River County – DRAFT Strategic Positioning, Target Industry Assessment & Action Plan | February 9, 2015 

Section 7.5: Action Plan: Marketing Strategies, Tactics, and Timeline  

Proposed Economic Development Action Plan for Indian River County 
A key deliverable of this initiative is to develop a compelling and differentiating positioning of Indian River County that can be used to unify and clarify 
communications about the County from an economic development perspective. Over the next few pages are the strategies to do so along with the rationale, 
specific tactics, and timeline.    

Indian River Action Plan 

Strategy #1:  Focus on business retention and expansion (BRE) first. 
RATIONALE: It has been shown that most jobs and capital investment result from business retention and expansion efforts.  A strong BRE program is also a 
region’s best defense against any competing region’s business recruitment efforts.  A strong BRE program also serves the dual purpose of educating existing 
businesses about the County’s economic development goals and strategies.  Lastly, a strong BRE program can provide leading insights into emerging issues 
for existing businesses, which can result in new initiatives to address them preemptively. 

Tactics Steps Responsibility Impact Difficulty Cost Timeline 

Create a BRE plan 
including specific goals 
and objectives 

Determine the key organizations Chamber  Medium Low Low April 2015 

Determine goals and objectives Chamber  High Medium Low June 2015 

Develop a specific and actionable plan, present to EDC & 
BCC Chamber  High Medium Low October 2015 

Select BRE tracking and 
reporting software 

Review and assess the current offerings Chamber Medium Medium Low July 2015 

Agree upon the best solution Chamber High Medium Medium October 2015 

Conduct BRE interviews  Chamber High Medium Low Ongoing 

Maintain and enhance 
relationships with 
specific regional 
organizations 

Identify key organizations Chamber Low Low Low Ongoing 

Reach out to communicate about key issues Chamber Medium Medium Low Ongoing 

Schedule meetings to review important issues Chamber Medium Medium Low Quarterly 

Implement programs 
and action steps based 
on BRE interviews 

Analyze BRE findings to identify opportunities Chamber Medium Medium Low Quarterly 

Communicate opportunities to appropriate organizations Chamber Medium Medium Low Quarterly 

Create programs and actions, provide updates to EDC & BCC  TBD TBD TBD TBD Ongoing 
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Section 7.5: Action Plan: Marketing Strategies, Tactics, and Timeline (continued) 

* An industry sell sheet is a 2-4 page graphically designed marketing piece that highlights key assets and advantages of a location. The key assets and 
advantages are chosen based on their importance to the specific target industry. For detailed examples, please see the appendix. 

 

 

Indian River Action Plan 

Strategy #2: Expand the Target Industry Assessment (Section 6) with a more thorough Target Industry Analysis to focus recruitment efforts. 
RATIONALE: The County has not had a formal target industry study conducted for it in at least 20 years.  The regions that are most successful in business 
recruitment are laser focused on recruiting businesses within specific areas where they have the strongest value proposition.  While Ady Advantage provided 
suggestions for refining and curating the previous list, which was lengthy, the County would benefit from a more robust, quantitative backdrop from which to 
focus priorities. This would also better address questions from stakeholders related to specific targets and help prevent the gradual accretion of new target 
industries over time without studied evaluation and qualification. Note that although this strategy focuses on “target industries,” it is expected that the target 
industries will build off of existing industries and therefore also have components of BRE as well as business recruitment. 

Tactics Steps Responsibility Impact Difficulty Cost Timeline 

Conduct a target 
industry analysis at the 
county level 

Determine scope Chamber & County Low Low Low May 2015 

Conduct target industry analysis at County level (either 
with internal expertise or through a consulting firm) Chamber & County High Medium Medium 

/ High July 2015 

Create a list of specific 
target industries along 
with positioning 
statements for each 

Identify specific target industries for recruitment purposes 
to include the findings from the Positioning Analysis Chamber & County High Low Low September 2015 

Identify key valued assets for each of the industries, which 
may include regional assets Chamber & County Medium Medium Low October 2015 

Develop positioning statements for each industry Chamber & County High Medium Medium October 2015 

Agree upon industry priorities by industry sector, company size, and company growth Chamber & County Medium Medium Low October 2015 

Create industry sell sheets* for the selected target industries Chamber High Medium Medium December 2015 

Develop a marketing plan around each of the specific target industries and priorities, 
present to the EDC & BCC Chamber High Medium / 

High 
Medium 
/ High December 2015 
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Section 7.5: Action Plan: Marketing Strategies, Tactics, and Timeline (continued)  

Indian River Action Plan 

Strategy #3: Refresh the Indian River County brand for economic development purposes. 
RATIONALE: A lot of effort has been put into developing a strong positioning for Indian River County through this project.  With that in hand, the key is to 
communicate this positioning consistently over time to multiple audiences.  This includes not only words (the academic language of the positioning 
statement translated into campaign language and themes),but also a visual identify that reinforces the positioning.  This visual identify includes perhaps a 
new logo, but no less importantly consistent use of colors, imagery, graphics, fonts, etc., to create a brand identity for the region.  Another reason for 
conducting a brand audit is that the outbound messages are somewhat discordant, with use of the County logo, Chamber logo, and Chamber Economic 
Development logo.  The timing is that this should be in place prior to the development of outbound marketing materials, such as the website and collateral.  
Lastly, the audience for the Indian River County economic development brand is as much local stakeholders, business owners, and citizens as “outsiders”, and 
a rebrand can be the catalyzing event that engages these local audiences in the mission of the County’s economic development efforts. 

Tactics Steps Responsibility Impact Difficulty Cost Timeline 

Conduct a brand audit Chamber High Medium Medium May 2015 

Develop a distinct brand for economic development purposes (items may include 
logo, tagline, brand narrative, etc.), present to the EDC & BCC. Chamber High Medium Medium 

/ High June 2015 

Implement 
communication of the 
brand 

Identify marketing channels Chamber Medium Medium Low May 2015 

Develop marketing materials Chamber Medium Medium  
/ High 

Medium 
/ High June 2015 

Implement and distribute materials Chamber High Medium  
/ High Medium Ongoing 
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Section 7.5: Action Plan: Marketing Strategies, Tactics, and Timeline (continued)  

Indian River Action Plan 

Strategy #4: Develop a stand-alone economic development website and related collateral materials.  
RATIONALE: Websites are the #1 way that prospective companies and site selectors from outside the region learn about an area.  This positioning study and 
the related educational content provided to the community reinforce that Indian River County would also benefit from representing some data at the super-
regional level (e.g., Indian River County plus adjoining counties), and should also be equipped to provide information about the business climate in the State 
of Florida.  The current chamber website is outdated and lacks key information and maps that are expected in ED websites. 

Tactics Steps Responsibility Impact Difficulty Cost Timeline 

Develop related 
collateral materials 

Identify essential collateral materials (e.g., regional profile, 
direct mail pieces, email templates, etc.) Chamber High Medium Low June 2015 

Development of materials, present to EDC & BCC Chamber High Medium / 
High 

Medium 
/ High October 2015 

Develop a stand-alone 
economic development 
website 

Determine organizational responsibilities  Chamber Low Low Low June 2015 

Develop website, present to EDC & BCC Chamber High Medium  
/ High High June - December 

2015 

Review and evaluate effectiveness of website and related collateral materials and 
adjust as necessary Chamber Medium Medium TBD Ongoing 
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Section 7.5: Action Plan: Marketing Strategies, Tactics, and Timeline (continued)  

Indian River Action Plan 

Strategy #5: Provide leadership in the presentation of sites and buildings.  
RATIONALE: Virtually every notable expansion or relocation project begins with a search for an available site or building.  However, the County and its City 
partners control only a portion of available industrial real estate.  At the same time, property owner participation in available property listing databases is 
inconsistent and listings are often incomplete, which puts the county at a competitive disadvantage.  It is recommended that the Chamber create minimum 
property listing information thresholds that must be met prior to the economic development entity promoting these properties.  Although there may be 
growing pains at first, in the long run this will be best for property owners, the county and the cities.  Another strategy the County and Cities should pursue is 
competing on the basis of “readiness” – so exploring tactics such as having property owners or developers create “virtual” buildings on sites, perhaps with 
City/County involvement of pre-zoning, pre-permitting, and laying out specific utility characteristics, costs, and construction timelines. 

Tactics Steps Responsibility Impact Difficulty Cost Timeline 

Continue to build 
relationships with 
developers and 
land/building owners 

Identify all current developers, land, and building owners Chamber  Medium Low Low Ongoing 

Effectively educate and inform via newsletters/emails Chamber Medium Medium Low Ongoing 

Organize roundtable meetings  Chamber Medium Medium / 
High Low Quarterly 

Create minimum 
property listing 
information thresholds 

Identify minimum property listing criteria Chamber Low Low Low May 2015 

Communicate those to developers and property owners Chamber Medium Medium Low July 2015 

Enforce minimum property listing criteria Chamber High Medium Low October 2015 

Explore potential 
property ownership 
opportunities 

Plan appropriately for future opportunities County & Cities Medium Medium Low Ongoing 

Discuss potential ownership and public/private partnership 
opportunities with the appropriate organizations 

Chamber, County, 
& Cities Medium Low Low Ongoing 

Determine the best course of action on an as needed basis Chamber, County, 
& Cities Medium Low Low Ongoing 

Explore shovel ready and virtual building programs or assistance. Chamber, County, 
& Cities High Medium TBD Ongoing 
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Section 7.5: Action Plan: Marketing Strategies, Tactics, and Timeline (continued)  

Indian River Action Plan 

Strategy #6: Continue to support regional economic development efforts.  
RATIONALE: One of the big megatrends in economic development is increased regionalism. This trend is being driven by a number of factors, including the 
fact that regions tend to represent labor pools better than either single jurisdictions or states.  Ideally, regions also provide a convenient single point of 
contact for site selectors and others from outside the region who want to deal primarily with one person; a regional representative knows the local partners 
and provide site selectors with the information they seek during the site selection process.  It should be noted that regionalism is not about trying to make 
all the communities within a region homogenous; in fact, the opposite is true: economic regionalism involves talking about the region from a labor market 
perspective and then promoting the diversity of the different communities within the region.  Thinking regionally also provides communities and counties 
with the opportunity to aggregate assets that may fall outside their strict jurisdictional boundaries, to the benefit of their communities and counties.  An 
example may be an international airport, shopping area, recreational area, major manufacturer or business, etc., located just outside one’s jurisdictional 
boundaries, but having a positive impact on the neighboring area.  Indian River County has long established relationships with neighboring county 
economic development organizations, which is a competitive advantage, and these relationships should be continued.  Joint projects, when possible, are 
an aspirational goal.   

Tactics Steps Responsibility Impact Difficulty Cost Timeline 

Continue to support 
regional economic 
development efforts 

Identify regional and state economic development and 
supporting organizations Chamber Low Low Low Ongoing 

Build relationships with individuals from the regional and 
state economic development organizations. 

Chamber, County, 
& Cities 

Medium 
/ High Medium Low Ongoing 

Continually communicate important happenings and 
information to these organizations via newsletters/emails Chamber Medium 

/ High Medium Medium Ongoing 

Attend/organize meetings with various regional and state 
organizations 

Chamber, County, 
& Cities Medium Medium Low Ongoing 

Suggest regional efforts when appropriate or opportunistic Chamber, County, 
& Cities TBD TBD TBD Ongoing 

Jf/lAdvantag~ ·-



 

 
96 Indian River County – DRAFT Strategic Positioning, Target Industry Assessment & Action Plan | February 9, 2015 

Section 7.5: Action Plan: Marketing Strategies, Tactics, and Timeline (continued)  

The timeline below highlights the major tasks listed in the action plan on the previous pages. The flow chart style helps identify when certain tasks take place 
across the six different strategies. Ongoing and quarterly tasks are not listed on the timeline below; however, these tasks should continue to happen 
throughout the timeline. 
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