
 

April Building Inspections  

1820 76th  plumbing rough-in 
 1909 76th  plumbing/electrical rough-in 

1019 69th  stop box repair 
 6500 University  rough-in plumbing/electrical for Yoga space 

6804 Del Matro  deck footings 
 7122 Jefferson electrical rough-in 
 7122 Jefferson final electrical  
 1233 72nd approach 
 7004 Bellaire approach 
 6506 Del Matro new sewer  
 6510 Del Matro new sewer  
  

April  2013 
Open Cases               

Date Rec'd Address/ Location Type Date & Action Taken  Follow Date Date Abated Results/Comments Rental 
*electronic 

complaint received               
*4-16-13 6505 School  yard brush in ROW 4-17-13 letter sent 4/26/2013  4-29-13   N 

4/18/2013 1110 67th  
inoperable/unlicensed 
vehicle  4-19-13 letter sent 

5 days from 
receipt  4-29-13   Y 

4/18/2013 1035 65th  tires in yard 4-19-13 letter sent 
5 days from 

receipt  4-29-13   Y 

4/19/2013 1147 65th  
inoperable/unlicensed 
vehicle  4-19-13 letter sent 

5 days from 
receipt 

Property owner 
sent in proof of 
registration- 30 

days    Y 

4/29/2013 1028 68th brush 4-29-13 letter sent 5/10/2013 
 

 Sending fine & 
grass violation Y 

4/29/2013 1513 66th  brush 4-29-13 letter sent 5/10/2013  5-10-13   N 



Memorandum 
May 15, 2013 

 

TO:  City Council Members 
  Jeff Fiegenschuh, City Administrator  

FROM: Sheena Danzer, City Inspector 

SUBJECT: Heartland Economic Development Course             
 

I would like to thank the Council members in giving me the opportunity to attend the Heartland Economic Development Course that was held in 
Blue Springs, Missouri, April 21-25. MidAmerican Energy was kind enough to offer a $595 scholarship for the course making it that much more 
worthwhile. It was personally one of the better courses I have been to as far as new knowledge that was It was a week long course with new 
information poured out during every presentation from professional economic developers across the Midwest.  

The course is through the University of Northern Iowa’s Institute for Decision Making and is an accredited course through the International 
Economic Development Council. The course was formed as this is relatively a new field and designed to meet the increasing need for professional 
education in economic development. The course I attended is the first step in becoming a certified economic developer (CEcD) which I plan on 
pursuing in the near future.  

I left the course with the idea that becoming more involved with the Chamber and now Windsor Heights Young Professionals will help in 
understanding what businesses in Windsor Heights need in order to survive in our city. Working closely with the larger stakeholders in town and 
growing that relationship will be critical in the future as Windsor Heights continues to re-develop. Entrepreneurship is an area that was discussed a 
lot in the course as well that had me wondering how many residents in town are working out of their homes. A goal of mine is to get a better 
number of those people and see what we as a City, together with the Chamber can do to help them expand if they need to and to make sure they 
can expand within the City.  
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Business Retention Program Launch Guide  

Launching a successful existing business program requires more that knocking on doors. 
The following pages highlight the different elements that should be accounted for as you 
plan your program. We also have identified a number of different roles and 
responsibilities to be covered. It is not necessary to have different individuals for each 
role; however, it is important to recognize the breadth of the work to be done. Therefore, 
if one individual is responsible for multiple roles, it will take longer to implement a full-
scale program.  

Also, it is important to recognize a good BR&E program should deliver value short-term 
and long-term. Traditional business retention has been very short-term focused. The same 
short-term benefits of a classic R&E program are by-products of a properly executed 
business information approach to understanding the businesses in the community s 
portfolio.  

Program  

What will be the program name? 
Will there be a specific identity created for the program? 
Who will be the program spokesman/champion?  

Program Goals  

 

Short-Term Goal(s)  

 

Touch key employers 

 

Identify and address company and community problems 

 

Identify and assist expansion opportunities 

 

Identify and address companies at risk  

 

Long-Term Goal(s)  

 

Drive ED resources (organizational, community, and partner) to 
opportunities 

 

Determine needs of growth and value companies in the community 

 

Watch for business and economic trends  

Local Issues  

The interview process should have three focuses.  
1. Company background information 
2. What is happening in the business and the business competitive 

environment 
3. What are the local issues impacting the business  

Traditional focus has been almost exclusively on element # 3. We call this a What s 
wrong with us approach  to business retention. Nice to know but, this approach fails 
to take advantage of the visit opportunity to understand what is happening within the 
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business and their industry. See article, Locked in the Twilight Zone 

 
  

http://www.blanecanada.com/free.html

  
Caution: Time is limited. When developing the interview guide, the challenge is to 
limit the appetite for the next question. It is important to stay under one-hour for an 
interview.   

Process  

 

Target Company List (Appendix)  

 

Which companies? 

 

Quality or quantity (see goals above)? 

 

How selected? 

 

What background info is available (internally and/or externally)? 

 

How will additional background info be gathered?  

 

Rapid Response Team  

 

Who are the go to people who will work to resolve each issue uncovered? 

 

Will response team members be given a program orientation? 

 

Who will manage the longer-term challenges and tasks? 

 

Who will manage the response team and insure task completion? 

 

Who will share the outcome with those requesting assistance?  

 

Executive Meetings (Interviews)  

 

Staff? 

 

Extended staff? (Local, Regional, and State ED Partners) 

 

Board Members? 

 

Volunteers? 

 

Individuals or teams of two? 

 

Timing: blitz first 50 then, monthly goal? 

 

How will scheduling be coordinated? 

 

Who will provide interviewer orientation? 

 

Who will manage data collection? 

 

How will collected information be managed to create a knowledge base for 
the community s most important assets? 

 

Will interview flow allow time for prompt follow-up as needed?  

 

Confidentiality  

 

Confidentiality policy and management 

 

Who will have access to the interview information 

   

Info Action  

 

Who will be the media spokesman? 

 

Will a report be created? 

 

Annual Report 

 

Issue/topical report(s) 

http://www.blanecanada.com/free.html
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Policy recommendation report(s) 

 
Management report(s)  

 
Who will be responsible for reviewing information as it is collected 
looking for opportunities 

 
Company 

 
Company Groups 

 
Public Relations 

 

Organizational 

 

Partners 

 

Who will analyze findings  

 

Funding  

 

How will on-going operational costs be covered? 

 

How will miscellaneous cost be covered? 

 

Is there a budget for data? 

 

Is a software program of value and budgeted? 

 

Is part-time assistance for data collection or entry needed?  

Program Roles and Responsibilities  

A successful business retention program is multi-faceted. There are many important 
roles. Each has its purpose and requirements. The greatest failure in developing 
successful business retention programs is underestimating the resource requirements 
shown in Figure 1 and outlined below.                        

Champion/

 

Advocate 

Operations 

Interview

 

Team 
Info Management, 

Analysis, Reporting 
Assistance 
Coordinator 

Opportunity 
Catalyst Communications 

Service

 

Delivery 

Key Program Roles & Relationships 

Figure 1 
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Champion/Advocate  

 
Outside person 

 
Awareness building/promotion 

 
Partnership development 

 
Spin results (media, leadership, members) 

 
Apply results 

 
Pushing information into policy  

Operations  

 

Interview coordination 

 

Data management 

 

Quality control 

 

Data 

 

Analysis 

 

Data interpretation and public dissemination 

 

Staff & partner coordination 

 

Volunteer recruitment, training, motivation 

 

Partner recruitment, orientation, motivation  

Information Management  

 

Gather background information on existing employers to be interviewed 

 

Convert raw data into usable information 

 

Package and present info for varied audiences 

 

Explore new ways to use existing data 

 

Feed success stories to advocate, operations, communications  

Assistance Coordinator  

 

What is needed? 

 

Who can help? 

 

How will they be informed? 

 

When there s a gap, who follows-up? 

 

Did it get done?  

Opportunity Catalyst  

 

Business opportunity? 

 

Partner opportunities? 

 

Joint venture potential? 

 

Market opportunity? 

 

Cluster potential?  
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Response Team  

 
Team formation 

 
Coordination 

 
Follow-Up 

 
Tracking 

 
Reporting 

 
Analysis  

Other BR&E Planning Resources  

 

Blane, Canada Ltd. Free Articles 

 

http://www.blanecanada.com/free.html

  

Locked in the Twilight Zone: Business Retention Fails the Strategic 
Value Test! 

 

Rocketing out of the Twilight Zone 

 

The Missing Link: A Vision for Retention & Expansion 

 

Untapped Potential 

 

Step-by-Step Business Retention Survey Evaluation 

 

Advanced Business Retention: Beyond the Basics, Course by Blane, Canada 
Ltd. 

 

http://www.blanecanada.com

  

Synchronist Business Information System® Business Retention Software, 
Blane, Canada Ltd. 

 

http://www.synchronist.com

  

Business Retention Expansion International (BREI) Association offering 
conferences and training courses 

 

http://www.brei.org

  

Economic Development Institute (EDI) ED Professional training program 
covering BR&E and other topics specific to ED management 

 

http://edi.ou.edu/

  

State and Regional Partners   

http://www.blanecanada.com/free.html
http://www.blanecanada.com
http://www.synchronist.com
http://www.brei.org
http://edi.ou.edu/
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Appendix   

Existing Business Interview Selection Procedure and Criteria 
Launch Sequence  

Company/Executive Identification and Selection  

In addition to your own list sources, the following are recommended resources and 
procedure for selecting companies for business retention interviews.  

Company List Resources  

National 

 

Harris Directory 

 

Dun & Bradstreet MarketPlace database 

 

Hoover s Business Information 

 

Public Library (business services section)  

Regional & Local 

 

Public Utility Partner 

 

Tax Assessor s Office 

 

Business Registration List 

 

Workforce Investment Board 

 

Economic Development Organization 

 

Chamber 

 

Council of Governments 

 

United Way  

Step 1: List Categories  

Determine which of the following categories will be used for selecting companies.  

List Category1 Yes/No 
Industry type (if desired)3  

Business sector or target industry cluster(s)  
Energy load   
Image companies4   

Largest employers and largest taxpayer   
Mid-sized companies 25  250 employees   
Small, emerging companies, 5  50 employees   

Public/quasi public employers5  

 

1 Some categories may overlap, e.g. largest employer/large energy user 
2 Industry type, e.g. cluster, manufacturing, headquarters, and commercial services 
3 Image companies are well known outside the community and create positive 

impressions of the community and/or draw traffic to the community 
4 Schools, hospitals, government facilities, large non-private employers 
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Step 2: Categorization  

1) Review the list and mark each company based on their industry group.   

a) Primary sector 
b) Retail/Local Service sectors 
c) Public/quasi public  

2) Review the company list for any companies with known high risk concerns.  

3) Review the company list for each of the categories identified for inclusion in Step 1.  

Step 3: List Filters  

1) Select companies by category. The following is our recommended representation  

List Category Primary 
Representation 
Percent 

CRTS 
Representation 
Percent 

Industry type (if desired)3 XX

 

XX

 

Primary sector or target industry cluster(s) 

  

Energy load  15

 

5

 

Image companies4  5

 

20

 

Largest employers and largest taxpayer  15

 

25

 

Mid-sized companies 200  25 employees  45

 

30

 

Small, emerging companies, 5  50 employees  10

 

15

 

Public/quasi public employers5 10

 

5

 

Total6 100%

 

100%

  

1 Some categories may overlap, e.g. largest employer/large energy user 
2 When a category exceeds the target representation, a random sample of the 

companies within that category should be selected 
3 Industry type, e.g. PRIME cluster, manufacturing, headquarters, and commercial 

services or Retail, local service, tourism cluster, accommodations, food, 
entertainment 

4 Image companies are well known outside the community and create positive 
impressions of the community or draw substantial traffic to the community 

5 Schools, hospitals, government facilities, large non-private employers  
6 Percents shows are guidelines, not absolute. This is intended to produce a 

representative sample, not a statistical sample  

2) Check to insure 80% (+/- 5%) of the companies on the selected list are primary sector 
companies. If survey design is for retail/commercial businesses, then 80% should be 
this type of businesses.  Note, it is impossible to use the same interview form for both 
primary sector and retail/commercial businesses. The business drivers and market 
scope are vastly different confusing the findings and complicating analysis potentially 
leading to the wrong conclusions.
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Step 4: Executive Identification & Background Information Collection 
Collect and organize contact and company information in a usable manner to 
make it available for interview and easy updating over time.  

Step 5: Finalize Interview Guide 
Plan, develop, and test the proposed interview guide as per the article Locked in 
the Twilight Zone    http://www.blanecanada.com/free.html and other available 
resources.  

Step 6: Conduct Interviewer and Response Team Training (if needed) 
Plan and coordinate training as per the launch guide and other available 
resources.  

Step 7: Begin Scheduling and Conducting Interviews 
Determine who schedules the appointments and how they will be coordinated to 
insure no duplications or call backs when someone has declined to participate..  

Step 8: Activate Response Team as Needed 
Organize, assign, and distribute assistance requests. Track and manage requests 
through to completion. Report back to individual requesting assistance as to the 
outcome.  

Step 9 Organize and Compile Findings for Analysis and Reporting 
Collect and organize contact and company information in a usable manner to 
make it available for interview and easy updating over time. Think of this as a 
building a knowledge base that will survive your time in this position and benefit 
the person who follows you. They should be able to step into the role and learn 
your procedures and understand what has happened in the past with only a 
modest level of training and support.  

Step 10 Promote Findings and Recommendations Drawn from the Report 
Collect and organize contact and company information in a usable manner to 
make it available for interview and easy updating over time.  

Step 11 Initiate Action to Implement Recommendations 
Take the top priority and set a plan to implement the required change or 
correction.  

Step 12 Continue the Interviews and Repeat the Cycle 
One of the biggest changes in business retention has been the movement to an 
on-going business retention effort. Instead of periodic blitzes, many 
organizations now have monthly call goals to insure ongoing contact with 
employers and continually refreshing their knowledge of changes in the 
community.  

http://www.blanecanada.com/free.html


                         

This article was written to help 
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importance of business retention to 
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reprinted and distributed as wished 
with credit to source in local media, 
organization newsletters, web sites, 
board meetings, etc.          
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The Importance of an  
Existing Business Strategy
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Figure 1

  
A community s best companies are your competitor s best prospects!  

by Eric P. Canada   

... dozens of other economic development organizations may be 
communicating with your community s best employers right now. If the 
community makes doing business difficult, company executives may turn to 
another community for help.   

When it comes to the discipline of economic development, states, regions and municipalities can 
choose from a variety of strategies. Generally speaking, these can be broadly categorized into 
three categories: business attraction strategies, strategies that encourage or foster 
entrepreneurship, and strategies that are designed to grow the businesses already in the 
community.  

Economic Impact  

Looking at the source of jobs in a 
community gives insight into the 
importance of business retention. Based 
on research by Blane, Canada Ltd., the 
average community will derive 76% of 
their new jobs and capital investment 
from existing business. Business 
attraction will contribute 15%, and 
entrepreneurship will deliver the balance 
of the new jobs and capital investment, 
about 9%. In a rural area, the 
contribution of existing businesses is 
likely to be 86 - 90% because both 
business attraction and entrepreneurship will contribute less.  

Add in lifetime value, the economic benefit generated by a company over the life of the 
business, and the economic impact of existing companies increases. Even a small employer s 
lifetime value can be substantial when payroll, taxes, business purchases and philanthropy, are 
considered.  

Yet, existing businesses, as any investment annuity, are easily taken for granted by community 
leaders.  

Business Retention  

To strengthen the relationship with existing businesses, many economic development 
organizations have a business retention program. There are four elements to a comprehensive 
existing business program. Business retention and expansion is only one of these elements. Each 
element requires a progressively higher level of commitment of time and money, as shown in 
Figure 2. The reward in each case is commensurate with the investment. 
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Existing Business 

Level of 
Benefit

 

Level of Effort 

Responsive 
Retention

 

Attention Retention

 

Executive Contact

 

Business Development 

   
Responsive Retention 
- Respond to the problems/needs of individual companies. 

 
Attention Retention 
- Create opportunities to shower attention on existing employers. 

 
Executive Contact 
- Conduct personal interviews or surveys to identify company and community issues. 
- Collect company-specific strategic information. 

 

Business Development 
- Provide support and services 

to help individual and 
groups of companies to 
increase sales and grow in 
the community.  

Results have been mixed. Jobs have been 
saved. Important issues have been 
uncovered and corrected. Yet, existing 
business programs do not get adequate 
support or the funding needed to protect 
individual company s or the community s 
most important asset, its economic future.   

Portfolio Management  

Progressive communities around the US and Canada are now adopting a new view of existing 
companies based on the future economic security these companies represent. Progressive 
communities are looking at the existing business base as a portfolio. The value of the portfolio is 
the sum total of the value the individual companies bring to the community. Similar to an 
investment portfolio, the community s portfolio provides future security. But, insuring future 
security means managing the portfolio. Like a stock portfolio or a real estate portfolio, the first 
step to manage the existing business base as a portfolio is to assess each company and their 
business practices. 

Economic development organizations have used executive contact, private one-on-one meetings 
with business executives, as a central part of business retention. Historically, the goals have been 
clear: 

 

Help companies at risk of leaving/downsizing 

 

Identify opportunities to help companies expand in the community 

 

Identify problems that could cause employers to leave a community 

 

Build relationships with individual company executives  

Conducting executive visits is not enough to adopt an effective portfolio management strategy for 
existing business programs. In order to be effective, the questions asked during the visit must be 
designed to gather predictive data. Municipal officials must craft questions and guide the 
executive interview discussions in order to obtain information concerning the corporation s 
growth plans, community problems if any, need or desire for assistance, perception of place in the 
community, and perception and level of awareness the company may have of the officials 

Figure 2 
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30%

 

Existing 
Business 

50% 

Resource 

20% 

Attraction 

Entrepreneurship

 

New Model for Economic Development

 
themselves. This new interview strategy leads to an understanding of the value of the company to 
the community, satisfaction levels, growth potential and the potential risk of the firm leaving the 
community or downsizing. As a by-product, the interview identifies companies at risk, companies 
that need help expanding their facilities, and community-based problems.  

The goal of community economic portfolio management is to better manage public resources and 
increase the return on investment in economic development policy and programs by maximizing 
the future economic value of the business base. Communities adopting a portfolio approach to 
existing business are now redefining the purpose of the executive visit. They are also defining the 
strategic information needed to understand a company s economic contribution to a local 
economy. 

For the first time, instead of focusing exclusively on individual companies, community leaders 
are asking, What is the value of our portfolio? Is the portfolio being neglected? Should our 
portfolio be conservatively or aggressively managed? What is the cost/consequence of a failure to 
act? What are to the community s long-term objectives for the existing business portfolio?

   

Balancing An Economic Development Strategy  

Traditionally, economic development strategy has been dominated by business attraction.  

However, looking at the risk of loss to 
other aggressive marketers and the 
potential represented by the existing 
business base, economic development 
strategy should be led by the existing 
business program, including business 
retention.   

By emphasizing existing businesses, 
progressive communities adopting a 
portfolio management strategy are 
working to align their economic 
development strategy with real world 
realities. This approach:  

 

Focuses resources on the greatest opportunities 

 

Makes business retention/expansion an integral part of a more comprehensive approach to 
existing business 

 

Leverages the executive-contact/assessment phase to collect information beneficial to 
business development, business retention, as well as business-attraction programs 

 

Improves the community s infrastructure, making it more attractive to prospective 
investors 

 

Generates positive success stories documenting company and economic growth  

 

Works to diversify the economy  

Focusing on portfolio management provides all the benefits of a classic business retention and 
expansion program. Companies with problems and/or expansions are identified while community 
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problems are isolated. At the same time, resources can be properly directed to growth and value 
companies.    

Close  

Viewing the existing business base from the perspective of a community s economic portfolio 
clarifies the community s dependence on maximizing the portfolio s value. This defines a clear 
role for the economic development organization. It provides a rational to draw together the 
economic development resources deployed in a variety of programs and services provided locally 
as well as at the state level. Furthermore, maximizing the portfolio value requires strategic 
information, a hands-on management approach, and selectively directing resources to growth 
companies to help them achieve their potential. This is clearly a proactive strategy, presenting a 
compelling argument for additional resources. Starving existing business programs to devote 80 
percent of the available resources to business attraction is a flawed strategy, a strategy no longer 
valid in a global economy.  

Economic development strategies dominated by business attraction leave communities with too 
much at risk. Building a portfolio management strategy refocuses economic development 
programs on the long-term. Communities and their economic development organizations can 
invest their resources (incentives, loans, grants, public infrastructure, time, etc.) more efficiently 
to maximize the long-term value of the portfolio.      

Eric P. Canada is the leading authority on existing 
business strategies and business retention. His 
extensive body of work has changed the way 
economic development organizations manage their 
relationships with the companies in their economic 
portfolio.  

Mr. Canada is a partner in Blane, Canada, Ltd., 
Wheaton, Illinois. 630.462.9222, 
ecanada@blanecanada.com 
http://www.blanecanada.com 

http://www.blanecanada.com
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In April 1994, we stated in Blane, 
Canada Ltd.’s Clients and Friends 
Letter, 
 

“Business retention programs 
that fail to gather predictive data 
are only 40% effective. 
Satisfaction and future plans are 
only a small part of what should 
be gathered during a retention 
visit/survey. Competitive 
intelligence experts use 
information to predict the 
behavior of companies. Using 
these same techniques, 
development professionals can 
identify companies at risk even 
before management knows.” 

 
The truth is, we were wrong! There is 
even less strategic value to the 
information collected under the 
business retention model currently in 
use. After analyzing more than 50 
retention survey instruments, the results 
indicate that: 
 

♦ more than 53% of the questions 
confirm information already 
known or easily known 

 

♦ only 5.2 % of the questions 
gather company intelligence 

 
 
♦ fewer than .6% of the questions 

focus on gathering industry 
intelligence 

 

In short, the current approach fails to 
access critical knowledge held by 
CEOs and senior management while 
time is wasted confirming information 
available from others in the company. 
No wonder retention activities 
contribute little to the marketing 
strategy of most development 
organizations. The problem is that the 
current model for business retention 
focuses on: 
 

• confirming information easily 
known 

• identifying local problems 
• offering assistance 
• building good will 
 

These are important goals, but in an 
environment of global competition 
these issues do not drive corporate 
decision-making. Therefore, should a 
development organization invest 88.4% 
of their information collection process 
on these issues? We think not. Is this 
the most valuable information a 
company executive can share with a 
development professional? No. Rather, 
an organization should utilize strategic 
and competitive intelligence to help 
sharpen the focus of internal and/or 
external marketing activities.  
 
Today, according to our current 
analysis, questions of significant 
strategic value constitute less than 
12% of the questions posed during a 
retention visit or in a mail survey. Yet, 
averages can be misleading. For 
example, 57% of the surveys asked no 
questions of strategic value. In those 

cases where strategic questions were 
asked, based on a 30-minute interview, 
an average of only 3.6 minutes was 
devoted to gathering strategic 
information. 
 
State of the Art 
 
Prior to 1993, we hadn’t given much 
thought to the structure and purpose of 
a business retention survey instrument. 
Like other professionals, over the years 
we had conducted many visits, 
telephone interviews, and created 
written surveys. Each was a slight 
variation of the others we had written 
or gathered from peers. We accepted 
common practice as appropriate and 
useful. The notion that there was 
another way never occurred to me! 
 
A personal breakthrough resulted from 
work Blane, Canada Ltd. had done for 
development and corporate clients in 
the areas of customer satisfaction and 
competitive intelligence. In these 
disciplines, the emphasis is on 
enhancing the strategic value of 
information. The link to business 
retention came from the book, The 
Competitive Intelligence Handbook, by 
Richard E. Combs and John D. 
Moorhead. From this book along with 
other sources, two phrases struck a 
cord. 
 

“The essence of any competitive 
analysis activity is that it contributes 
to making better and faster 
decisions.” 

Charles J. Mathey 
 “Competitive Analysis” 
 
“The answer is only important if we 
ask the right question.” 

  Anon  
 
We have since confirmed that a conflict 
exists between information gathered 
through business retention programs 
and the information developers actually 
need to improve marketing results. 
While conducting research for the 
book, Economic Development: 
Marketing for Results! We  interviewed 
dozens of peers in development. 
Through these interviews it became 

Locked in the Twilight Zone:  
Business Retention Fails 

the Strategic Value Test! 
 

Eric P. Canada 
Teresa A. Rendleman 
 
Business retention programs are not reaching their potential. The model currently 
in use produces little information to help manage or anticipate economic growth, 
predict companies at risk, or identify growth industries. Questions of significant 
strategic value constitute less then 12% of the questions posed in the typical survey 
or visit. A new approach is proposed to maximize strategic information gathered 
through the retention process. 
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clear me that development 
organizations invest tremendous 
resources in business 
 

 
 
 

retention and produce information of 
relatively low value. The low quality of 
results has caused a halfhearted 
commitment to retention/expansion, a 
predominantly reactionary management 
style, and little consideration of 
collected information in crafting the 
organization’s overall marketing 
strategy. 
 
To help make the case for this article 
that the wrong questions are being 
asked, we conducted a structural 
analysis of current survey instruments 
to document the types of questions in 
use. Seven categories of questions were 
defined. (Figure 1) Surveys were 
gathered from development 
organizations throughout the U.S. and 
Canada. (Figure 2) More than 50 
surveys were received and evaluated.  
 
For each survey, individual questions 
were evaluated and then categorized. 
To avoid skewing the results when 
categorizing, Teresa Rendleman, who 
did not know how the findings would 
be used, put the questions into 
categories. 
 
The matrix in Table 1 shows the 
representative distribution of questions 
by type for a number of the survey 
instruments evaluated. The findings, as 
shown in Table 2, fully substantiate the 
premise: 
 

• surveys are dominated by 
confirmation questions 

• questions do not tap the 
specialized knowledge of 
executives 

• questions provide little in the 
way of strategic information to 
focus internal or external 
marketing 

 
The biggest surprise in the matrix was 
that fewer than half the surveys explore 
the possibility of  supplier opportunities 
with local executives. Linked industry 
marketing can be a powerful marketing 
strategy. Peoria, Illinois has pursued a 
linked industry marketing strategy for 
years. And, according to Tucker 
Kennedy of Peoria EDC (IL), several 

new facilities, including their last two 
attractions, located in Peoria to be 
closer to a primary supplier. The 
evidence in our analysis indicates that 
while development professionals talk 
about supplier/buyer marketing 
strategies they are apparently not 
making use of a primary tool, the 
retention survey, to capture information 
to make this strategy more effective. 
 
If the hope is for improved marketing 
results, development professionals must 
increase the strategic value of available 
information. Because the retention 
survey process effectively generates 
information from important sources, it 
should be the cornerstone of a strategic 
information system. The key becomes 
asking the right questions. 
 

 
 
 

     
 Figure 1: Category Definitions  
 
    Confirmation Questions - 

confirm basic company 
information already known or 
easily known 

  
 Assistance Questions - offers 

to help resolve problems, 
provide information, facilitate 
third party help 

  
 Problem Identification 

Questions - identify specific 
problems and rate overall 
satisfaction with community 
services 

  
 Predictive Questions - 

explore management actions to 
assess attitudes toward the 
company’s growth potential 

  
 Industry Intelligence 

Questions - identify trends 
within the company’s industry 
regarding demand, product 
innovation, competition 

  
 Company Intelligence 

Questions C gather 
information about the 
company’s markets, activities, 
and plans 

  
 Buyer/Supplier Linkage 

Questions C assess changing 
relationships with key 
customers and or suppliers 

  

  
 Figure 2: Sample Instruments  
 
    To gather a random sample of 

survey instruments, personalized 
letters were sent to 55 
development executives 
requesting copies of R/E 
instruments (personal visit, 
phone, and/or mail). To insure a 
random sample of instruments, 
each recipient was asked to 
photocopy the letter and forward 
it to two other professionals. 
Also, a notice asking for current 
survey instruments was placed 
on an Internet mailing lists of 
approximately 125 individuals 
interested in economic 
development. Finally, sample 
instruments included among 
materials from AEDC’s 
business retention course were 
included. All instruments 
received before the deadline 
dates were included in the 
analysis. 
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Table 1: Representative Sample of Survey Question Distribution 
 

 
 COMMUNITY 

 
CQ 

 
AQ 

 
PIQ 

 
PQ 

 
IIQ 

 
CIQ 

 
BSLQ 

 
TOTAL 

QUESTIONS 
 
A (Chamber) 

 
15 

 
 

 
 

 
 

 
 

 
 

 
 

 
15 

 
B (EDC)  

 
10 

 
3 

 
7 

 
2 

 
 

 
 

 
 

 
22 

 
C (Regional) 

 
9 

 
2 

 
5 

 
1 

 
 

 
 

 
1 

 
18 

 
D (Regional) 

 
30 

 
6 

 
9 

 
2 

 
 

 
 

 
 

 
47 

 
E (EDC) 

 
7 

 
 

 
7 

 
2 

 
4 

 
16 

 
 

 
36 

 
F (State) 

 
27 

 
12 

 
9 

 
1 

 
 

 
3 

 
2 

 
54 

 
G (University) 

 
27 

 
1 

 
14 

 
2 

 
 

 
 

 
 

 
44 

 
H (Chamber) 

 
30 

 
7 

 
10 

 
1 

 
2 

 
9 

 
 

 
59 

 
I (State) 

 
4 

 
3 

 
6 

 
 

 
 

 
2 

 
 

 
15 

 
J (Utility) 

 
9 

 
2 

 
5 

 
 

 
 

 
 

 
 

 
16* 

 
K (City) 

 
27 

 
2 

 
13 

 
1 

 
1 

 
 

 
 

 
44* 

 
L (City) 

 
12 

 
 

 
6 

 
1 

 
 

 
 

 
 

 
19 

 
 KEY 

CQ = Confirmation Questions  IIQ = Industry Intelligence Questions  
AQ = Assistance Questions  CIQ = Company Intelligence Questions   
PIQ = Problem Identification Questions BSLQ = Buyer/Supplier Linkage Questions  
PQ = Predictive Questions 

 
             *  indicates subquestions that were not counted separately but rather included in the main question total 

 
 

Table 2: Summary of Results 
 

 
CQ 

 
AQ 

 
PIQ 

 
PQ 

 
IIQ 

 
CIQ 

 
BSLQ 

 
TOTAL 

QUESTIONS 

 
 

TOTAL 
QUESTIONS  

753 
 

150 
 

354 
 

61 
 
9 

 
74 

 
15 

 
1,416 

 
AVERAGE 

NUMBER OF 
QUESTIONS 

 
 

16 

 
 

3.5 

 
 
8 

 
 
1 

 
 
0 

 
 

1.5 

 
 
0 

 
 

30 

 
PERCENT 

 
53.2% 

 
10.6% 

 
25% 

 
4.3% 

 
.6% 

 
5.2% 

 
1.1% 

 
100% 

 

 
A New Conceptual Framework 
 
In the book, Economic Development: 
Marketing for Results!, we proposed a 
new conceptual framework for 
increasing the strategic value of 
information gathered through the 
business retention process because we 

believe development organizations 
must: 

• seek out and acquire 
information relevant to the 
decision-making process of 
companies and the 
development organization  

• create a process to transform 
unconnected pieces of 

information into relevant, 
accurate and useable strategic 
knowledge  

• focus information resources on 
helping identify marketing 
opportunities and predicting 
companies at risk 
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Competitive or market intelligence is 
defined as “the selection, collection, 
interpretation, and distribution of 
publicly-held information that has 
strategic importance,” according to 
authors Richard Combs and John 
Moorhead. Counter to the purpose of a 
traditional retention program, a market 
intelligence approach seeks to gather 
and organize predictive information as 
well as market intelligence. Predictive 
information provides value by helping 
the development executive anticipate 
changes impacting a community’s 
economic base. Market intelligence 
seeks to document or quantify 
competitive advantages and weaknesses 
affecting retention and attraction. 
 
Improved marketing results are the 
driving force behind the need for 
redesigning the retention survey. The 
proposed approach is not a radical new 
concept. It is supported by proven 
market research and competitive 
intelligence techniques used regularly 
in other industries. 
 
To achieve the maximum benefit from 
a retention program, it should be 
viewed as a four-stage system. 
 

• Stage 1 C compile employer 
information 

• Stage 2 C conduct CEO 
interviews 

• Stage 3 C compile and analyze 
the data 

• Stage 4 C blend findings into the 
marketing plan 

 
 
Stage 1 - Compile Employer 
Information 
 
About 50% of a traditional business 
retention survey is devoted to collecting 
employer background information, e.g., 
company address, number of 
employees, union representation, senior 
executives, parent company, products, 
and SIC codes. This information should 
be collected by phone from the 
company’s executive assistant or 
human resource manager prior to 
conducting the CEO interview. There 

are two benefits to obtaining this 
background information in advance. 
First, during interviews with the CEO, 
interaction can be focused on questions 
that will provide more valuable 
information along with industry 
insights. Second, being prepared 
demonstrates to the CEO that the 
organization has done its homework. 
 
Stage 2 - Conduct CEO Interviews 
 
The emphasis of the redesigned 
retention survey instrument should be 
on capturing three types of information: 
customer satisfaction, predictive 
information, and marketing research. 
Some predictive information and 
market research data cannot be easily 
captured in a written (mail out) survey. 
Some of these questions do not lend 
themselves to multiple choice or short 
answers. Question choice and 
presentation are very important in the 
mail survey instrument. To maximize 
gathering of strategic information, use 
telephone or personal visit interviews 
consisting of open-ended questions. 
Each interviewer should be prepared to 
probe for clarification by following up 
answers with the questions “Why?” or 
“Can you give me an example?” 
 
Type of Interview 
 
Blane, Canada Ltd.’s experience 
indicates that in general telephone 
interviews are as effective as personal 
visits. The critical ingredient, person-
to-person contact, exists in both 
methods. Telephone interviews have a 
number of advantages: they tend to be 
more efficient, they can be scheduled 
for the convenience of the respondent, 
they can be completed in less time, and 
they greatly reduce non-productive 
downtime required for travel between 
interviews. Telephone interviews also 
provide a sense of comfort because the 
respondent is not being directly 
observed and, consequently, is less 
aware of the interviewer’s note taking. 
 
On the other hand, in personal 
interviews it is often easier to establish 
a rapport with the respondent than in 

telephone interviews. In addition, a 
personal visit allows for the use of 
props, which might be needed to clarify 
a question or facilitate an answer. 
 
Regardless of the method C mail, 
phone, or personal C to affect the 
change being proposed, it is essential to 
dramatically overhaul the types of 
questions posed to company executives. 
The following sample questions cover 
three areas of interest: customer 
satisfaction, predictive information and 
market research. Brief explanations 
highlight the nature of these sample 
questions. 
 
Customer Satisfaction 
 
Attitudes are important indicators of 
customer satisfaction. If attitudes have 
changed, it is important to know how 
they have changed. For example, 
negative trends help identify problems, 
whereas positive trends could indicate 
progress has been made in improving 
services or resolving past problems. 
 
Sample Questions 
 

1. Has your attitude toward doing 
business in this community 
changed during the last two 
years? 

2. If yes, has it improved or 
deteriorated? 

3. Why? 
 
Predictive Information 
 
To begin to predict company behavior, 
it is essential to learn about factors that 
drive expansion and relocation. For 
example, if a sister facility (facility 
with the same production capabilities) 
is already in place, production can be 
shifted quickly in response to changes 
in business conditions. The possibility 
of a quick shift increases the risk level 
for communities with a sister facility. 
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Sample Questions 
 

1. Does your company have a sister 
facility producing the same or 
similar products? (List city and 
state or country) 

2. Are the plant and equipment at 
the sister facility older or newer? 

 
For many companies, the driving force 
in plant location is proximity to market. 
When growth is in a different 
geographic region than production, 
pressure increases to move or expand 
production within the new market. 
Being unaware or complacent about a 
company’s growth patterns could cost 
a development organization expansion 
opportunities. Valuable insight is 
gained through understanding a 
company’s market area and direction 
of growth. 
 
Sample Questions 
 

1. Where are the company’s top 
three markets served from this 
facility? 

2. Where is your company’s 
market growing fastest? 

3. What is the company’s top 
international market? 

 
Market Research 
 
Understanding advantages and 
disadvantages of doing business in a 
community from the executive’s point 
of view can provide valuable marketing 
insights. Problems can be addressed, 
and opportunities can be leveraged. 
 
Sample Questions 
 

1. What are the advantages of 
doing business in this 
community? 

2. What are the disadvantages of 
doing business in this 
community? 

3. Where are your primary 
competitors located? Why? 

 
These questions are just a few examples 
of the approach developers could use to 
predict behavior, evaluate satisfaction, 

and improve economic development 
marketing. They represent the types of 
questions development professionals 
should ask during a retention interview. 
This list is not complete, however, and 
these questions are not designed to 
blend into an existing survey 
instrument. Further research is still 
needed to determine what specific 
questions will produce information of 
the greatest strategic value to 
development professionals. Additional 
examples of interview questions are 
provided in the book, Economic 
Development: Marketing for Results! 
 
Stage 3 - Compile and Analyze the 
Data 
 
Each survey form has value and 
provides insight as each describes one 
company’s situation and one 
executive’s view. This information 
must be analyzed separately. The first 
step of the analysis is to perform a 
“risk” assessment. Based on the 
company information gathered, a 
determination must be made regarding 
the following questions: 
 

1. Is there any reason to believe 
that this company is at risk for 
downsizing, closure, or 
relocation? 

2. Is there evidence the company is 
considering expansion locally or 
elsewhere? 

3. Is the company committed to the 
community? 

4. Regarding these findings, what 
steps, if any, should be taken by 
the organization? 

 
Company analysis should be completed 
immediately following the personal or 
telephone interview, and any required 
action should be scheduled as soon as 
possible thereafter. 
 
The real power of a retention program 
designed as a market research tool is 
gained from the aggregate result of 
numerous surveys. By comparing the 
answer given to each question, it is 
possible to identify trends among 
clusters of companies. The clusters 

used for analysis can be made up of 
companies grouped by size, industry, 
location, market, or other shared 
characteristics. The goal of this cluster 
analysis is to find recurring comments 
that identify opportunities or suggest 
potential problems. The condition of 
the community’s product, community 
services, and attitudes, is of particular 
concern during cluster analysis. The 
search for competitive advantages also 
takes place in the cluster analysis. 
 
A cluster analysis should be conducted 
regularly as new surveys are added to 
the information base. Results should be 
compared to data from a prior time 
period. Cluster analysis can be 
performed manually or electronically 
depending on the number of surveys 
involved and available resources. 
 
Stage 4 - Blend Findings into the 
Marketing Plan 
 
The final step in the retention 
information system proposed is to 
decide how the new information  
affects marketing. 
 

• What are the implications for 
future marketing activities?  

• Are local companies at risk?  
• Do local plant managers need 

community information 
packaged specifically for off-site 
decision-makers?  

• Is more internal marketing 
needed with local executives?  

• How should the organization 
respond to changing attitudes 
about doing business in the 
community?  

• Are there new opportunities for 
business attraction to be 
researched or pursued?  

• Can area executives open doors 
through their affiliations to help 
with business attraction?  

 
Any conclusions drawn from the 
analysis of the interviews must then be 
systematically blended into the current 
marketing plan. 
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Jumping the Gun 
 
As development professionals tend to 
be action oriented, it is likely that some 
will plug into their current retention 
survey sample questions from this 
article. The perspective and strategic 
information the questions suggested 
here would improve any of the 
instruments we have analyzed. But, to 
break the “er” improvement cycle - 
newer, bigger, better, and shorter, - 
common in business retention survey 
instrument design, more work is 
necessary. 
 
We believe economic development 
needs a comprehensive strategic 
information system. To system 
envisioned will bundle value laden 
questions, noted earlier, with 
information gathering techniques 
including the retention process, new 
information sources, information 
management tools, and structured 
analysis procedures. To construct a 
comprehensive system as described will 
require involving expertise outside of 
economic development. This expertise 
will be derived from the input of people 
who gather and evaluate business 
information from a financial 
perspective such as stock analysts, floor 
traders, and investment portfolio 
managers. There is also a need to 
involve information specialists such as 
competitive intelligence researchers, 
electronic researchers, as well as 
computer specialists to assemble 
hardware and software into support 
systems that automate the information-
handling component of a system. 
 
Conclusion 
 
Today's business retention 
methodology and tools are ill equipped 
to address the needs of the development 
organization wanting to build their 
local economy. Good will is no longer 
the issue. Continued reliance on the 
traditional business retention approach 
for information collection in today’s 
competitive environment leaves 
development organizations vulnerable 
and open to criticism. Business 

retention programs should play a 
greater role in providing company, 
industry, and marketing information 
needed to build the foundation for solid 
marketing strategies.  
 
There is tremendous potential for 
increasing the strategic value of a 
business retention program without an 
appreciable cost increase. To capture 
the potential of this shift, development 
professionals must challenge traditional 
methods. They must increase 
experimentation to build better 
retention interview tools. 
 
The ability to gather strategic 
information for marketing should 
become a top priority for every 
development organization. Internal 
information resources should create 
opportunities and anticipate changes 
that impact businesses within a 
community.  
 
Next Step 
 
Since proposing this framework, 
development professionals who have 
read Economic Development: 
Marketing for Results! and participants 
in marketing courses where this 
concept has been discussed have 
challenged Blane, Canada Ltd. to 
develop the concept into a complete 
strategic intelligence system for 
economic development. This challenge 
has resulted in the formation of an 
independent research consortium to 
develop the concept and share the 
results. 
 
Blane, Canada Ltd.’s research in this 
area continues, as we believe it is an 
inexpensive way to increase marketing 
effectiveness. We are currently helping 
to form an independent research 
consortium to lead work on creating a 
comprehensive strategic information 
system for economic development. The 
intent is for participants to share the 
cost of research and then have access to 
the resulting system for their 
organization. 
 

Participation in the consortium is open 
to state, regional, and local 
development groups (development 
organizations, units of government, 
public utilities or others) in the U.S. 
and Canada interested in increasing the 
value of internal information resources. 
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Synchronist Business Information System®
 

Award Winning 

Business Retention Software 

Impact 

“Everyone thinks they have an R&E program 
– until we show them what we can do with 
the Synchronist. They are blown away! ” 

Deb Calvert, MidAmerican Energy, IA 

“I need it!  After using the Synchronist 
System in St. Joseph, MO, I can't function 
without it. It has become a staple for me."   
 Lynn Parman, formerly St. Joseph, MO, 

ordering Synchronist for Lawrence, KS 

The Synchronist Business Information 
System® gives economic development 
organizations absolute control over existing 
business information. It puts them in a 
leadership position on managing their 
community’s existing economic portfolio. 

The Synchronist System is far more than a set 
of business retention questions. It is a 
structured business information system 
designed for collection, management, 
analysis, and reporting of the business data 
impacting the community’s economy. The 
Synchronist System is a business assessment 
tool. It is the most powerful tool of its kind 
available to economic development 
professionals; proven effective in local, 
regional, and statewide applications 
throughout the U.S. 

Every attempt at computerizing business 
retention has been about automating the 
traditional R&E practice. Since the current 
practice is fundamentally flawed, the outcome 
is faster, low value information. Not much of 
an ROI (return on investment) there. Blane, 
Canada Ltd. has recast the question. For our 
clients and Blane, Canada Ltd., R&E is about 
strategic information, about understanding the 
company and how they fit into the fabric of the 
community. The Synchronist System is 
designed to deliver both. 
Synchronist information, including sample 
screens, reports, and users can be found at: 
http://www.synchronist.com  

 Breakthrough Concepts 

The Synchronist System is built on 
pioneering research by Blane, Canada Ltd. 
This research and Blane, Canada Ltd.’s 
portfolio management concept have changed 
the way economic development 
professionals approach business retention 
and the broader range of values derived. 

The conceptual underpinnings of the 
Synchronist System are captured in the 
series of articles:  

"Missing Link: A Vision for Retention and 
Expansion." 
"Locked in the Twilight Zone: Business 
Retention Fails the Strategic Information 
Test!  
"Rocketing out of the Twilight Zone"  
"What's a Gazelle?” 

Articles available at: 
http://www.blanecanada.com 
(See Books & Articles) 
 

Eric P. Canada 630.462.9222  
Blane, Canada Ltd.  630.462.9210 fax 
1506 Cadet, Suite 100 ecanada@blanecanada.com   
Wheaton, IL 60187-7380  http://www.blanecanada.com 
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