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A Sampling of our Economic Development Clients
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DCI Services
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Branding Websites Social Content
Media Development
7 / dam LA
Public Consumer
Research Relations TrRa;.rlt;It;rJ:ge Marketing
Business Events Lead Talent Digital Site Selection

Marketing Generation Attraction Advertising Relationships




Thought Leaders in
Economic Development
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INSIDE CORPORATE
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A LOOK BACK
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A MINUTE READ | UNITED STATES OF INNOVATION

Introducing "Silicon Harbor™:
Charleston, SC, Home Of TwitPic And
Amazon's CreateSpace

Despite being the 75th largest metro area in the US., Charleston is ranked in the top

10 fastest growing cities for software and Internet technology. Here's why
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2020

A View From Corporate America

WINNING

STRATEGIES

A Study By Development Counsellors International

IEDC Annual Conference

Presented by
Dariel Curren, Executive Vice President
Robyn Domber, Vice President of Resear




MOST EFFECTIVE MARKETING TECHMNI&WES:ss Over Time)

e o | o |z | o | won [zus | en | e |

Internet/website 69% 74% 67% 55% 56%  53% 37% 37% 18%
Planned visits to corporate 58% 66% 64% 57% 54%  55% 53% 46% 53%
executives

Media relations/publicity 54% 51% 48% 33% 52% 50% 40% 38% 39%
Hosting special events 54% 51% 46% 35% 45% 49% 37% 42% 39%
E-newsletters/e-marketing 48% - - - - - - - -
Social media 46% - - - - - - - -
Trade shows 43% 39% 38% 35% = 33% 32% 45% 39%
Advertising 42% 32% 17% 16% 5%  20% 21% 19% 19%
Tféfgn'lg:‘feﬁ:ge?‘:h R 17% 6% 4% 4% 6% 4% 6% 7%
e 33% 23% 14% 15% 19%  23% 33% 25% 25%

boxes) (formerly “direct mail”)
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Site Selectors Guild Survey | June 2020
E F = =

Are Corporate Location
Decisions Moving Forward?

say companies are say companies are say companies are canceling
moving forward with site pausing site site selection projects or
selection projects selection projects consolidating facilities
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Most Active Industries Post COVID-19 4

Industries With the Most
Project Activity

o@}] 67% Biotech and Life Sciences ig 44% Transportation

and Logistics

0 Food and Beverage
47 /o Processing

&= =

!ﬁz..'! 51% Advanced Manufacturing @5 31% softwareand IT
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Top 5 Predictions for 2021
A AN

™ & &

Renewed Activity Hybrid Cautious Optimism on
in Site Selection is the New Normal FDI

The Workforce...
It’s All About Quality

Supply Chain Shakeup
Will Continue




C-SUITE PERCEPTIONS OF LOCATION TYPES dci
IN LIGHT OF COMI®

Large urban
areas

(city with
population
more than 1
million)

Mid-tier
urban area
(city with
population less
than 1 million)

— D

Less attractive as a business location

D 2

Neither more or less attractive as a business location

More attractive as a business location

— D 15%

Less attractive as a business location

I ::

Neither more or less attractive as a business location

More attractive as a business location

Suburban
area

Rural
area

.

Less attractive as a business location

D 2o

Neither more or less attractive as a business location

More attractive as a business location

D -7

Less attractive as a business location

I -

Neither more or less attractive as a business location

More attractive as a business location



TOP FACTORS IN LOCATION DECISIONS

Avalilability of skilled workers

Competitive labor costs

Available sites/buildings

Businesfiendly government

Strong quality of life

Efficient transportation systems (highway, air, rall,

Competitive incentives




TALENT WARS dc

WHAT PEOPLE LOOK FOR IN JOBS AND LOCATIONS | IN THE AGE OF COVID -19



The State of Talent Attraction

THE WALL STREET JOURNAL. Ehe New York Times

Remote Work Is Here to Stay. The Pandemic Has Accelerated
Bosses Better Adjust. Demands for a More Skilled Work Force

FORTUNE S

The economy is recovering in some Barbados is planning to let
states, but others remain at Great people stay and work
Depression—era unemployment remotely for a year

levels. Why?



Who We Surveyed

g AGES 21-65

1,618 B [

PEOPLE & ===
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TALENT IS SEEKING SPACE

35%
SUBURBAN

137 25%

MID -SIZED
URBAN LARGE URBAN




AND TALENT?
75% WANT WFH IN SOME CAPACITY

A MIX OF WORKING FROM WORKING FROM HOME IN THE OFFICE FULL -TIME
HOME + IN THE OFFICE FULL-TIME

38% 3%  25%




&he New York Times

They Can't Leave the Bay
Area Fast Enough

As a tech era draws to an end, more workers and companies are
packing up. What comes next?




Join Us inMiamié Dve, I_“r ers of t
e

Universe -
Silicon techies 'nd ave bought homes and
moved there in the ed by an eager mayor.

~all




NEWSLETTERS - FORTUNE ANALYTICS

Work-from-home isn’t going away: Only 4% of CEOs plan
to add office space

EY LANCE LAMBERT
February 4, 2021 7:01 PM EST

The Best Work-From-Home Cities for 2021

Looking to leave your cramped, expensive living space to work from home permanently? We've done the research,
and these are the US and Canadian cities that provide the best balance of affordability, livability, and connectivity.

PGM AG GOM a c By Sascha Segan & Kim Key February 9, 2021 -F Yy O -




THE FUTURE




Future




The Future of Place Marketing
HE & = =

Business Lifestyle Talent
Attraction Attraction

Visitor
Attraction




@@! BUSINESS Markets Tech Media Success Perspectives Videos LIVE TV Edition -~ ':_\4'\ @

Do you work remotely? This program could pay you $10,000 to do so
from Tulsa

By Alaa Elassar, CNN
Updated 5:49 PM ET, Mon November 23, 2020

MORE FROM CNN BUSINESS

= Expert says Smartmatic has a 'very
' strong’ complaint

Zeynep Tufekci on why everyone

DAVIDEERGAALARY
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should stop ‘doomscrolling’
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Recommended by ®utbrain

B[X]
THE NEW SPACE
ECONOMY




@he Washington Post

Wonkblog

Vermont's creative approach to its labor

shortage: Hire the tourists Vermonters Wanted: How Vermont Is Turning
By Danielle Paquette = Email the author Tourists Into Residents

Want tolivein V T.L ew "stay tr f"'_’l. program sets L .i:':'.i.li:-
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& WORLD RE PORT ma imeo-Ediger on May 15, 2018 08:0
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T HANK YOU
Q& A
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