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Let's Connect
We'd love to talk about 
all things Investment Attraction.

Phone Number

Guillermo: (913) 742-1720 

guillermo.mazier@ft.com

Website
fdiintelligence.com

Email



EDO’s Trust Our 
Tools + Strategies 
We’ve had over 10,000+ organizations ranging 
from the World Bank and Select USA to Amazon, 
and McKinsey subscribe to our products. In the last 
12 months, our clients have created or downloaded 
over 70,000 reports from our products.

We empower EDOs to think globally, enhancing research 
and analysis through our best-in-class data-driven 

products and elevating global promotion and attraction 
strategies to help locations realize the benefits of 

international economic development.  

90+
Countries we‘ve 
worked in

550K+
Active Users Per Year on 
Our Systems

70K+
Reports downloaded 
from our systems per 
year

200+
Consulting Projects 
Delivered

We Help EDO’s Do More with Our 
Powerful Portfolio of Brands + 

Services.



Trusted by thousands of 
world-class organizations

  

OUR CUSTOMERS

Public Sector / Private Sector 
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Whether you want to acknowledge it or 
not, as community leaders, you are in the 
business of facts and perceptions.



Competitive advantages help your 
prospects compare facts. Positioning 
uses facts to help shape and influence 
prospect perceptions.



Competitive Advantages vs. Positioning

Competitive 
Advantages

Positioning

similarities 

differencesdifferences

The effective identification and 

communication of advantages to 

potential investors which align to 

their needs.

Positioning can be more fluid, 

allowing adjustments based on 

market dynamics and customer 

preferences.

The substantive reasons why 

investors should choose your 

location.

Advantages are intended to be 

sustainable and difficult to 

imitate, providing long-term 

benefits. Foundational strengths that underpin value propositions and 

help attract opportunities through effective marketing, 

communication, and business development.  



For many county organizations, your 
true competitors are those who don’t 
know about you.  



Filter 1: Fatal Flaws
Screen out locations with fatal flaws, e.g. locations

with insufficient alignment

Filter 2: Serious Flaws 
Rule out locations with serious flaws, e.g. locations with key 

attributes but inadequate infrastructure (physical, talent)

Filter 3: Controllable Flaws 
Consider locations that meet all critical criteria but have 

manageable issues – flaws that can be remedied or 
mitigated through negotiations with government

officials

Negotiation:
Final negotiations of incentives, 

real estate, development agreements

IMPLEMENTATION

MULTI-CRITERIA DECISION MODEL (MCDA)

COMMUNITY VALIDATION

INCENTIVES & REAL ESTATE 
NEGOTIATIONS

FINALDECISION

FATAL FLAW (DATABASE) SCREENING

Note: Real estate will emerge as a potential limiting factor at different points in the process 

depending on needs of the project, i.e. unique real estate / utility need vs. ubiquitous

Source: Newmark Global  Location Strategy

The Process of Elimination Means Your Location is 
Being Screened Out Before it Gets Screened



The journey to competitiveness starts 
with location intelligence.  



The Role of Location Intelligence in 
Economic Development

That solve problems, 

fill gaps, generate 

opportunities and 

mitigate risk

Make Better 
Decisions

That align 

stakeholders, shape 

perceptions, and 

generate awareness

Tell Better 
Stories

That is driven by 

competence, 

credibility, and 

engagement

Influence 
Investment 

That drives strategic 

economic growth + 

prosperity.

Unlock More 
Economic 
Activity

Location intelligence is the power to apply skills (experience) and knowledge (data) to make better, more informed organizational decisions



The fundamental role of location 
intelligence in attracting corporate 
investment is deciding what story you 
will tell and how you will tell it. 



Steps to Building Your Competitive 
Advantages
How can county leaders prepare their local economies to benefit from 
positioning? What tools are available to help?



Define Your Organization’s Role in Attracting Investment

WHAT YOU CAN DO

1. Establish clear goals for investment attraction (domestic + international) and how it 
fits into the broader economic strategy for your location.

2. Evaluate and secure the necessary resources, including budget, personnel, and 
technology, to effectively attract FDI.

3. Identify key local stakeholders (government, businesses, community leaders) to 
support FDI efforts.

Source: fDi Intelligence

Best Practices



Identify and Understand Your Target Audience and the 
Factors They Consider When Making Investment Decisons
WHAT YOU CAN DO

1. Track corporate investment projects and trends in your location.
2. Identify the countries and sectors that are investing the most.
3. Research the reasons why these markets and sectors are investing in your region

Best Practices

Source: fDi Intelligence



Understanding corporate expansion 
factors is the starting point to help  
prospective customers identify 
priority locations and sites for their 
investment



Location Cost

Real Estate

Labor

Energy/Infrastructure

Taxes/Incentives

Location Quality

Real Estate

Labor

Energy/Infrastructure

Business Climate

Livability Variables

What  Companies and Their Location Advisors Are 
Really “Buying” and Evaluating When Considering an 

Investment in Your Location 

Reduce Costs

Access Talent/Markets

Reduce Future Risks

BETTER BUSINESS OUTCOMES



Evaluate Your Competitive Standing and Benchmark 
Accordingly

WHAT YOU CAN DO

1. List nearby or similar locations competing for the same FDI.
2. Study how these competitors market themselves to investors.
3. Analyze your location’s strengths and weaknesses compared to competitors.
4. Use public and private data and metrics to compare your location’s cost and 

and quality factors against peers.

Best Practices

Source: fDi Intelligence



Which Industry Sectors Have Invested in South 
Carolina Counties Over the Last 10 Years?

Source: fDi Intelligence, based on project activity including inter-state investments using fDi Markets data. 



Why Have Companies 
Invested in South 
Carolina Counties 
Directly from Abroad?

Source: fDi Intelligence, based on project motives cited in fDi Markets; percentages are only based 
on the sample of projects (minimum 20) where motives or determinants have been cited.

Motive % of 
Companies

Skilled workforce availability 44.6
Regulatory environment 36.8
Proximity to markets or 
customers 29.4

Government support 23.8
Domestic market growth 19.6
Transport infrastructure 15.1
Quality of life 6.4
Industry cluster 4.1
Sites & property 3.7
Suppliers & JV partners 3.0



LOCATION QUALITY FACTORS COST FACTORS

Inter-modal Accessibility (ie Airport, 

Highway, Rail, Port etc)
Utility + Broadband Infrastructure State + Local IncentivesLabor Costs/Wage Inflation

Available Land + Buildings Labor Shed Quality/Productivity Long Term Financing CostsReal Estate/Occupancy Costs

Proximity to Major Markets Quality of Life
In-bound/

Out-bound Shipping Costs
Energy Costs

Workforce Training Programs
Proximity to University/Technical 

Training
Cost of LivingCorporate Tax Rates

Do You Understand How Your Location Profiles 
Against Corporate Expansion Factors?

How is your community different from those of your competitors? Location quality actors and cost factors helps prospective customers identify 

priority locations and sites for next level analysis

Ancillary Business Services

Expedited or Fast Track Permitting

Business + Regulatory Climate (ie 

Union Profile, Industry regulations)

Housing Availability

Source: fDi Intelligence 



Corporate Expansion Factors 

Occupancy or construction costsAvailable Land

Do You Understand How Your Location Profiles 
Against Corporate Expansion Factors?

Real estate will emerge as a critical factor for greenfield investment projects at different points in the process depending on needs of the project.

For industrial projects, land is a much larger factor in the overall decision process. In terms of manufacturing or distribution to major markets, land/sites and their 

readiness for development are a critical factor when examining a given market.

Available Buildings

Source: fDi Intelligence 

Real Estate and Infrastructure Make Up Five of the Top 10 Factors

Inter-modal Accessibility (ie Airport, 

Highway, Rail, Port etc)
Utility + Broadband Infrastructure



What Companies and Their Location Advisors Need 
From You?

Source: fDi Intelligence 

WHAT WE NEED READILY AVAILABLE

1. Contact information
2. Incentive programs
3. Tax rates
4. Recent announcements
5. Industry-targeted info
6. Map of your territory
7. Largest employers
8. Area colleges and universities
9. Workforce training programs
10. Energy costs and capacity

Tracey Hyatt Bosman develops and executes incentives and 
location selection strategies for BLS & Co.'s corporate and 
institutional clients. She has twenty years of professional 
experience across a wide range of sectors, including data 
centers, manufacturing, headquarters, back office and 
contact center operations, and logistics

Tracey Hyatt Bosman 
Managing Director Biggins, Lacy and Shapiro

https://www.linkedin.com/in/traceyhyattbosman/ 

Providing valuable – and accessible – content and data to companies and their location advisors can reduce your chances of being eliminated 

from the location evaluation process as you showcase the competence and credibility to become a more competitive option.

https://www.linkedin.com/in/traceyhyattbosman/


What Companies and Their Location Advisors Need 
From You?

Source: fDi Intelligence 

“One of the most useful components of an ED 
website is a current (and well maintained) sites 
and building database. In the event that database 
can be coupled with additional data (e.g. – 
workforce, business environment, infrastructure, 
etc.), it provides a leg-up on the competition, 
especially for projects that do not have a 
consultant.”

Josh Bays
Partner, The Site Selection Group

https://www.linkedin.com/in/josh-bays-234838a/  

Providing valuable – and accessible – content and data to companies and their location advisors can reduce your chances of being eliminated 

from the location evaluation process as you showcase the competence and credibility to become a more competitive option.

“Data is your community’s first 
impression. It is at your fingertips and can 
be viewed by all. It is critical for the 
economic development professional to 
understand the story the data is telling. 
It’s the missing chapters you have to 
write to be successful.”    

Grey Swoop
President, Vision First Advisors

https://www.linkedin.com/in/gray-swoope-b59229/ 

https://www.linkedin.com/in/josh-bays-234838a/
https://www.linkedin.com/in/gray-swoope-b59229/


Craft a Unique and Compelling Value Proposition
WHAT YOU CAN DO

1. Highlight unique aspects of your location such as low tax rates, skilled workforce, 
strategic location, etc.

2. Tailor value propositions to match the specific needs and interests of the target sectors 
and audiences.

3. Support your value proposition with interactive data, case studies, and endorsements 
from existing investors.

4. Incorporate feedback from potential investors to refine your value proposition.

Best Practices

Source: fDi Intelligence 





29P a g e

Using the concentration of tech sector jobs to positioning 
Montreal as a Canadian short list destination for technology 
related investments



Positioning Montreal as the best 
student city in the Americas and 
Canada's university capital

MTL
INTL

Canada's university capital: 11 university 
institutions and 60 colleges

320,000post-secondary students, including 
200,0000 university students and 33,000 
international university students

More than $1billion in funding dedicated to 
university research

Best student city in the Americas:

2

3

4

5

Boston

Toronto 

Vancouver 

New York

Sources: QS Best Student Cities in the World,2022; Ministère de l'Éducation, du Loisir etdu Sport du Québec, 2022; Research Infosource Inc.,

2022



Affordability Connection

Shared ecosystem of existing 
highly skilled  talent

California Talent

Connected to the Bay Area 
innovation hub as well as 2 top 
UC schools

California Connections
Affordable real estate, 

distribution & talent solutions

California Affordability

Sacramento’s Value Proposition
Greater Sacramento provides access to talent and resources through UC Davis and UC Berkeley, as well as the innovation being developed at both top schools, providing a 

sustainable environment for the next generation of tech start ups. 

Talent

The Greater Sacramento Region



10 states with the most 

Fortune 500 HQs

California has 51 Fortune 500 HQs. 

California companies are 2156% 

more profitable than Texas 

companies and 38% more profitable 

than New York companies. This 

profit amount includes California 

state taxes and regulations.

California
Most Profitable

Texas
CA is 2156% 

more profitable

Illinois
CA is 120% 

more profitable

Michigan
CA is 102% 

more profitable

Ohio
CA is 272% 

more profitable

New York
CA is 38% 

more profitable

New Jersey
CA is 120% 
more profitable

Pennsylvania
CA is 291% 
more profitable

Virginia
CA is 193% 
more profitable

Georgia
CA is 115% 
more profitable

Connecticut
CA is 393% 
more profitable

NOTE: Eleven states included due to a tie between Georgia and Michigan for 10th place.

SOURCE: Fortune 500, 2016 

Positioning 
California to 
Companies Who 
Care About 
Profitability



Effectively Market and Promote Your Location to Potential 
Investors

WHAT YOU CAN DO

1. Use a mix of digital, print, and in-person outreach to communicate and engage with 
potential investors based on their specific needs and investment motives.

2. Ensure that your messaging and data are relevant to the identified audience and 
differentiated from competitors.

3. Regularly assess and adjust strategies based on results and investor feedback.

Source: fDi Intelligence

Best Practices



Henry County, GA Marketing Attraction 
Tactics:

• Website Design, Development and 
Content Writing

• Custom GIS Mapping
• Positioning
• Brand Identity and Logo Design
• Marketing and CRM Integration

As a relatively unknown county in Georgia, the challenge for Henry County was 
keeping up and competing with the well-known and highly coveted Atlanta Metro 
Region as a viable location for business. The new “Henry’s Got Connections” concept 
was a memorable way to integrate Henry County ‘s competitive advantages, 
messaging and positioning into their marketing and promotional efforts.









Results: Henry County FDI



Government Sources Private Sources

What Tools Are Available to Identify Competitive 
Advantages and Create Compelling Positioning?



Smarter decisions with 
cross-border investment 
Location Intelligence
fDi Markets is the leading online global 
database of foreign direct investment (FDI) 
information. 

The service provides real-time monitoring of 
investment projects, capital investment and job 
creation with powerful tools to track and profile 
companies investing overseas.

VIDEO: INTRODUCTION TO FDI MARKETS

https://youtu.be/Cucxr5bz_5c


A subscription to fDi Markets includes

Access to the lead generation tool, Investor Signals 

(see Investor Signals slide)

Unlimited access to the online analysis and reporting 

tools to navigate the database of over 200,000 FDI 
project records, dating back to 2003

Downloads of online reports

Saved searches

Access to the investment Newswire, delivering real-time 

news alerts on your area/s of interest directly to your 

inbox

Customised training sessions

Ongoing customer support from a designated 

Account Manager



Powerful Location 
Benchmarking to Drive 
Positioning 

fDi Benchmark assesses the relative 
competitiveness of countries, regions and cities 
worldwide in more than 65 sectors — the only 
fully interactive tool in the industry.

Its comprehensive location data series covers 
the main cost and quality competitiveness 
indicators for over 900 locations around the 
world. VIDEO: INTRODUCTION TO FDI BENCHMARK

https://youtu.be/6RXUudB4L_E


A subscription to fDi Benchmark includes

Unlimited access to the advanced online analysis and 

reporting tools to navigate the database of over 900 

locations and 67 sectors.

Unlimited access and downloads to online reports

Save benchmark studies

Customised training sessions

Ongoing customer support from a designated 
Account Manager



The Worlds Leading 
Online Site Selection 
Data Tool

ZoomProspector puts the power of true location 
analysis directly on your website so site selectors and 
companies can research, analyze, and drill down into 
your data with an unparalleled range of analytical 
tools. 

Location analysis 
web tool

VIEW OUR PRODUCT VIDEOS

Don’t risk getting eliminated from the corporate 
expansion process. Highlight the insights 
companies need to evaluate your assets 24/7

https://www.fdiintelligence.com/gis-planning
https://www.fdiintelligence.com/Investment-Promotion-Services/GIS-Planning
https://vimeo.com/386104899
https://www.gisplanning.com/videos/products




Key Takeaways

1. You see your community at street level. Companies and their location advisors see you in a 
comparative context. Highlight the best of both and make your competitive advantages are relevant 
and relate to the needs of your current and prospective customers

2. Positioning is creating a defensible identity in the minds of a company or prospect

3. Positioning enables your community to be relevant to your specific target industries, not irrelevant 
to many 

4. Many communities have implemented positioning into their business attraction strategies for years, 
with great success



Let's Connect
We'd love to talk about 
all things Investment Attraction.

Phone Number

Guillermo: (913) 742-1720 

guillermo.mazier@ft.com

Website
fdiintelligence.com

Email





Global Connections for Your Local 
Economy Virtual Training #1: 
How to “Sell” Your Community to Foreign Investors

NACo Contact:
Jonathan Harris | jharris@NACo.org |202.942.4247

Global Connections for Your 
Local Economy:
Virtual Training Series 

1. Mar. 21: How to “Sell” Your Community to Foreign 
Investors | Webpage Link

2. Apr. 17: Crash Course on the Site Selection Process | 
Webpage Link

3. May 1: “Nailing It” at the 2024 SelectUSA Investment 
Summit – An Opportunity for Action | Webpage Link

4. May 16: Understanding Your County’s Competitive 
Advantage and Forming Your Value Proposition | 
Webpage Link

5. Jun. 12: Wrap-Up Discussion and NACo Resources | 
Registration Link

NACo Contact: Jonathan Harris | jharris@NACo.org |202.942.4247

mailto:jharris@NACo.org
https://www.naco.org/event/global-connections-your-local-economy-virtual-training-1-how-sell-your-community-foreign
https://www.naco.org/event/global-connections-your-local-economy-virtual-training-2-crash-course-site-selection-process
https://www.naco.org/event/global-connections-your-local-economy-virtual-training-3-nailing-it-2024-selectusa-investment
https://www.naco.org/event/global-connections-your-local-economy-virtual-training-4-understanding-your-countys
https://www.naco.org/event/global-connections-your-local-economy-series-5-wrap-discussion-and-naco-resources

	Global Connections for Your Local Economy Virtual Training #1: �How to “Sell” Your Community to Foreign Investors
	Global Connections for Your Local Economy Virtual Training #1: �How to “Sell” Your Community to Foreign Investors

