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““
“That which is measured improves. That which is 
measured and reported improves exponentially.”

>> KARL PEARSON
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The study of performance and impact in any profession is an interesting question.  In some professions, we 
have clear, well understood metrics for success. For example, if you are a sprinter, and you can run a 10 
second 100 meter dash, you are world class.  If you are an accountant, however, what metric should you use 
to show that you are world class?

The economic development profession is full of practitioners that joined the profession for one reason:  To 
make a difference in their communities.  It is supported by public and private sector stakeholders that put their 
time and resources into the profession for the same reason.  

However, the profession suffers from the same issue that accountants have:  How do we know when a staff 
person, an organization, or a community is performing well?  Is it just our gut feeling?  Is it seeing progress in 
our communities in the form of new construction, healthy schools, and low unemployment?

Truthfully, each community defines success for economic development in its own way, and this will continue.  

What we aim to provide in “Putting High Performance Economic Development into Practice:  A Guide for 
Economic Development Leaders and Their Boards,” is a set of approaches and tools to guide individual 
organizations and community decisions around their management of economic development organizations. 

In the pages that follow, we provide frameworks to assist professionals and their boards decide organizational 
focus, set objectives for marketing, business attraction, business retention, and business creation programs, 
and measure outcomes of such programs relative to communities of similar size, staffing, and budget levels 
compared to your community.

Executive Summary 
2014 High Performance Economic Development

Three Years of High Performance Economic Metrics, 2011-2014

Year YEARLY
WEB VISITS

2013/2014

2012/2013

27,063

25,562

COMPANIES
SERVED

219

146

JOBS LAST
12 MONTHS

2,444

1,293

CAPITAL INVESTMENT
LAST 12 MONTHS

$280,281,760

$234,366,814

2011/2012 29,181 148 1,768 $244,629,502
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2 to 3

27,063

2,444

$250,000 to $999,000

219

$280 Million

Median Staff Size

Average Website Visits

Average Jobs Announced

Median Budget

Average Number of 
Companies Served

Average Capital 
Investment Announced

The Average Economic Development Organization, 2013/2014

In examining the 2014 data, we find a few interesting truths that are worth highlighting:  

First, the performance of EDOs is growing.  Each year from 2011 to 2014, we have seen growth in each major 
category. 

Second, the relationships between organizations’ staffing, budgets, and programs to outcomes are becoming 
clearer.  For example, an organization that staffs a business retention program with appropriate staff will serve 
more companies, and those companies will drive more positive outcomes in terms of jobs retained. 

Third, we have unearthed a set of planning metrics that can help tie organizational investments in staff, and 
programs can be tied to outcomes.  For example, marketing that drives users to the organizational website will 
yield a conversation with a company for every 105 visits to a website.  And that conversation with a company 
will yield an average of 14 jobs announced in that community. 

Do such metrics differ based on the organization, community, and company that an economic development 
organization is in conversation with?  Of course.  But, as we seek to assist each economic development 
organization to be world class, we have identified planning, training, and skills building techniques that are now 
akin to the training programs that world class performers in other industries have had for decades.  

What each community does with this information is of course up to them. 
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High Performance Economic Development is an approach that was born in 2011 out of Atlas Advertising’s 
work with 140+ economic developers in communities in the United States, Canada, Mexico, and Central 
America.  

Each community we have worked with had the same questions for us:  

1. What should our marketing, business recruitment, and business retention objectives be?   

2. How will we know if we are successful?

3. What are the best communities doing to succeed?

4. How can we be more relevant to our investors, boards, and stakeholders?

In each community, using our experience, we did our best to set appropriate objectives, set success 
thresholds, teach best practices, and help EDOs be more relevant.  After some time, we asked the question:  
Doesn’t anyone collect benchmarked data for the economic development industry?  When we could not find 
any large enough sample of data to help our clients, we decided to build one.  

With input from industry experts like Dean Whittaker, Sara Dunnigan, Craig Richard, Tim Chase, and more, 
we set out to define the industry’s first and largest database of outcomes, and High Performance Economic 
Development was born. 

The History and Rationale for High Performance 
Economic Development 

In using this data for the past three years, we have learned so much about how economic developers around 
the world are working to make an impact in their communities.  

We have also developed a unique partnership with the International Economic Development Council, and we 
have taken this partnership to new heights each year.   We are proud to announce that we are IEDC’s official 
High Performance Economic Development Marketing partner.  

IEDC HIGH PERFORMANCE 
ECONOMIC DEVELOPMENT

MARKETING FIRM

EXCLUSIVE
P A R T N E R
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Further, with the publishing of IEDC’s white paper, “Making it Count, Metrics for High Performing EDOs,” we 
now have a larger framework to leverage in assisting the profession move forward in the future.  

In this paper, Putting High Performance Economic Development into Practice:  A Guide for Economic 
Development Leaders and Their Boards, we combine Atlas High Performance Economic Development with the 
best of IEDC’s thinking to create and operationalize the most powerful framework for EDOs to use for planning 
and execution of High Performance Economic Development strategies. 

We are thankful for IEDC’s pioneering work in helping economic development organizations deepen their 
impact in their communities, and we hope that our work continues this great effort. 

Ben Wright      CEO, Atlas Advertising
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Can Economic Developers Make a Difference?
It’s a question that impacts all of us as economic developers, whether we represent a state, large region, or a 
single city or county, and whether our operating budget is ten thousand dollars or ten million dollars. 

Do we matter? Can we really influence location decisions, which in turn drive wealth creation in our 
communities? 

Atlas Advertising believes the answer to all of these questions is a resounding “yes.”   

But Are We, In All Cases, Making a Difference?  
To answer this question, yes, but organizations clearly have differing focuses.  As the data in the third annual 
High Performance Economic Development paper outlines, there is tremendous variance in outcomes, even 
when controlling for population served, operating budget, and staff size, as well as in the most basic metrics of 
number of companies served, jobs announced, and capital investment announced.  

As the table below shows, even within specific operating budget thresholds, the variance between the highest 
performers and the lowest performers is astronomical in all metrics measured, from companies served, 
jobs announced, and capital investment announced, even when controlling for the dollars invested by each 
community in economic development. 

It is clear that in some cases there are breakout performers in all levels of budget investment.  What is equally 
clear, however, is that there are organizations that are either breakout non-performers, or those who have such 
a different focus than the norm, it appears as though they’re playing a different game. 

Comparing Highest and Lowest Performing EDOs by Budget Level

Defining High Performance Economic  
Development

Budge� Leve� LOW COMPANIES 
SERVED

Under
$100,000

$100,000 to
$249,000

10

4

HIGH COMPANIES 
SERVED

214

726

LOW JOBS
ANNOUNCED

12

10

HIGH JOBS
ANNOUNCED

852

3,000

LOW CAPITAL 
INVESTMENT 
ANNOUNCED

HIGH CAPITAL 
INVESTMENT 
ANNOUNCED

$500,000

$150,000

$442,000,000

$1,100,000,000

$250,000 to
$499,000 2 600 15 7,000 $300,000 $4,500,000,000

$500,000 to
$999,000

$1,000,000 to
$2,500,000

10

10

10,000

4,000

10

10

32,000

11,278

$235,000

$1,000,000

$2,500,000,000

$1,000,000,000

Under
$100,000 15 5,045 10 50,000 $1,500,000 $4,857,468,000
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The Challenges to Performance Measurement in 
Economic Development 
From our conversations with many of the primary leaders in the industry, we believe there are only a few 
explanations for how these highly disparate, highly varied performance numbers could persist:

1. The definition of what an economic development entity is supposed to accomplish  
           varies incredibly widely from community to community. 

2. As a result of 1), there is no outside standard for setting, measuring, and comparing  
           outcomes in the industry.  

3. As a result of 1) and 2), boards, key stakeholders / investors/ leadership in economic  
           development approach their roles as leaders with varying levels of accountability.  In  
           one community, a high performer who disagrees with a key board member on a  
           program is ousted, while in another, an amiable, but ineffective leader, can persist  
           for decades. 

4. Though there is significant turnover in staff/executive leadership in economic  
           development due to “performance issues,” the replacement of those positions rarely  
           come with renewed commitment at the board/stakeholder level for the outcomes that  
           should be produced. 
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Four Reasons We Believe that High Performance 
Economic Development is Critical
Leaders within the profession have choices that they can make.  The first choice is to continue with the status 
quo, which involves inconsistent input and objectives, but comes with significant latitude to operate without 
much scrutiny as to outcomes.  The second choice is to make outcomes, and the investments in economic 
development needed to generate those outcomes are more transparent and build consensus about getting to 
those outcomes.  

There are four reasons we see today that show we don’t believe that the profession has a choice. 

1. In every community, the debate rages on:  Should our community fund economic  
           development or not?  Without funding, organizations are simply hanging on for dear life.  

2. Outcomes-based plans are almost always often required for fundraising.  Building on  
           point 1), communities that are raising funds for economic development almost always have to  
            set out an outcomes based plan of work to get checks in the door.  

3. Elected officials won’t stop running on a jobs  
           platform any time soon.  We all know the refrain:   
           A president, governor, mayor, or council member runs  
           on a jobs platform, and the outcome is set for the   
           economic development function in the community  
           or country whether or not there is budget, staff, or  
           other resources to execute the programs.  We do not  
           see this changing any time soon.  And, as Jim Clifton  
           writes in his book, “The Coming Jobs War,” a job has  
           become the number one driver of happiness in  
           the world.  As such, no politician that seeks to get   
           elected can afford not to run on a jobs ticket. Though  
           there is significant turnover in staff/executive leadership  
           in economic development due to “performance  
           issues,” the replacement of those positions rarely    
           come with renewed commitment at the board/stakeholder  
           level for the outcomes that should be produced. 

4. Communities exist in comparison (competition) with other communities.  As the world  
           globalizes, business location decisions become more and more about comparing locations  
           inside and outside communities to other locations.  As the Internet has made information flow  
           more available, companies can evaluate hundreds of locations in a single morning.   This makes  
           EDO understanding of how their community compares that much more vital to our communities  
           – we exist in competition more than ever before, and those that drive forward the most, will  
           win more. 
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Evaluating and Selecting the Metrics to Use
To assist in providing a framework for planning and performance measurement, any discussion begins with the 
outcomes we want to achieve.  

See the groundbreaking work of Mission Measurement (http://missionmeasurement.
com/), a consulting firm dedicated to measuring and improving the social impact of 
nonprofits, foundations, corporations, and government agencies, in their white paper, 
“Measurement Drives Strategy, Not the Other Way Around: A Guide to Outcomes-Based 
Strategic Planning and Program Design.”

“In our work, measuring the impact of social change organizations, we often see measurement fail for one 
simple reason: it’s a scapegoat for misaligned strategy. No fancy measurement system will demonstrate results 
if programs and activities are not designed to produce them. My most successful clients are those that adopt 
this mantra: measurement drives strategy, not the other way around. 

Organizations and teams should address the following questions in this order: 1) What are the specific 
outcomes that we aim to achieve? 2) What actions do we need to take in order to get there?  
and 3) How will we measure our progress?”

 
So what outcome is the profession designed to create?  According to the International Economic Development 
Council:

“The main goal of economic development 
is improving the economic well being of 
a community through efforts that entail 
job creation, job retention, tax base 
enhancements and quality of life.”

Four Ways the International Economic Development 
Council Defines High Performance
To take it further, the International Economic Development Council (IEDC), in its groundbreaking report, “Making 
it Count,” defines the following four categories of metrics that drive economic development success:  

1. Internal Segment (Employee satisfaction, funding sources)

2. ED Program Segment (Business Attraction, Business Retention, Business Creation)

3. Relationship Management Segment (Relationships with internal and external  
           stakeholders)

4. Community Segment (Community well being, in terms of demographics, workforce,  
           household income, etc.)

The metrics, in their totality above, define an economic development balanced scorecard.  

>> CHERYL DAVENPORT
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A High Performance Economic Development Scorecard 
Every Community Can Use 
To build on the work of the International Economic Development Council, and move the industry forward in 
the areas of performance measurement, Atlas has focused very specifically on working with metrics and 
scorecards that are simple, that contain data that is available and comparable across communities, and which 
is easy to understand by stakeholders.  

To start, we recommend the following “balanced” scorecard, inspired by IEDC’s “Making it Count” paper, but 
including outcomes and relationship metrics pioneered by Atlas. 

Perhaps most importantly, based on the challenges to economic development we have seen, and the advice 
of class leading consultants, we believe that High Performance Economic Development can’t just focus on 
activities, it must focus on outcomes created and influenced by EDOs.

In the scorecard above, this represents the “Outcomes” segment.  Without such metrics as jobs announced 
and capital investment announced as the result of business attraction, business recruitment, and business 
creation programs, organizations will have significant issues raising funds, building capable staffs, and funding 
activities that drive such outcomes.  

What We Can Learn from Each Other 
The Largest Study of Performance Metrics and Outcomes in Economic Development
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Segmen� METRIC

EDO Relationship
Segment

EDO Capacity
Segment

Staff Size

Budget

EDO Program
Segment

Business 
Attraction Staff

Business 
Retention Staff

Website
Visits

Companies
Served

EDO Outcomes
Segment

Jobs
Announced

Capital Investment
Announced

Business 
Creation Staff

EDO Community
Segment

Population
Size

Educational
Attainment

Median HH
Income

Cost of
Living

 2014 LEVEL  2014 TREND COMPARED TO
SIMILAR SIZE

High Performance Economic Development Scorecard
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Once we narrowed the scorecard to key metrics for communities, Atlas surveyed hundreds of economic 
development organizations, large and small, in countries all around the world. 

Here are the communities that participated, by sharing their budget, staff levels, population levels, and 
outcomes generated:  

Participating Organizations, 2013/2014

Albany-Millersburg Economic 
Development Corp.

Alberta’s Industrial Heartland Assoc.

Allen Economic Development 
Corporation

Altoona /Blair County Development Corp.

Ascension Economic Development 
Corporation

Athens Economic Development 
Corporation

Athens-Clarke County Economic 
Development Department

AZUL Management Systems Institute 

Baltimore County Dept. of Economic 
Development

Bartlesville Development Corp.

Baton Rouge Area Chamber

bcedc

Boone EDC

Bowling Green Area Chamber of 
Commerce

Burkburnett Development Corp

CAMEO - California Association for Micro 
Enterprise Opportunity

Caroline Economic Development Corp.

Casper Area Economic Development 
Alliance

Centre Local de developpement 
Beauharnois-Salaberry

Chapleau Economic Development 
Corporation

Charlotte Chamber of Commerce

Charlotte Regional Partnership

Chippewa County Economic 
Development 

City & County of Denver Office of 
Economic Development

City of Ansonia - Department of 
Economic Development

City of Apache Junction

City of Appleton

City of Arcadia

City of Bell Gardens, Community 
Development Department

City of Bowie, Maryland Economic 
Development Office

City of Canby

City of Carlsbad

City of Cincinnati

Department of Trade & Development”

City of Corona

City of Dallas Office of Economic 
Development

City of Elk Grove, CA

City of Eureka

City of Henderson Economic 
Development

City of Hyattsville, Maryland

City of Jeffersonville Redevelopment 

City of La Palma, California 90623

City of Lake Worth

City of Lewisburg Economic 
Development

City of Mesa Office of Economic 
Development

City of Moncton - Economic 
Development

City of Moraine, Office of Economic 
Development

City of Nampa

City of Oceanside

City of Parsons

City of Petaluma

City of Phoenix - Community and 
Economic Development Department

City of Pleasant Hill, California 

City of Rochester Economic 
Development 

City of Simi Valley

City of St. Charles, Missouri Department 
of Economic Development

City of St. Cloud EDA

City of Thousand Oaks

City of Vaughan, Economic Development 
Department

City of Wahpeton Economic 
Development

City of Yuba City

Columbus 2020

Community Futures Alberta Southwest

Corvallis Benton County Economic 
Development Office

County of Grande Prairie

Development Corporation of Richmond

Development Corporation of Snyder

Economic Alliance of Kankakee County
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Participating Organizations, 2013/2014 (continued)

Economic Development Alliance for 
Jefferson County, Arkansas (Alliance)

Economic Development and Finance 
Alliance of Tuscarawas County

Emporia Reg. Dev. Assoc. East Central 
KS

Fayetteville Chamber of Commerce

Fay-Penn Economic Development 
Council

Four Corners Economic Development

Fox Cities Regional Partnership

Frisco Economic Development 
Corporation

Fulton County Economic Development 
Corporation

Gauteng Growth and Development 
Agency

GFirst Local Enterprise Partnership

GIFI

GO Topeka

Great Falls Montana Development 
Authority

Greater Cleveland Partnership

Greater Fort Lauderdale Alliance

Greater Houston Partnership

Greater Lafayette Commerce

GREATER MSP

Greater New Braunfels Chamber of 
Commerce, Inc.

GREATER OKLAHOMA CITY CHAMBER

Greater Osceola Partnership for 
Economic Prosperity (doing business as 
Greater Osceola)

Greater Pensacola Chamber

Greater Phoenix Economic Council

Greater Portland Economic Development 
Corporation

Greene County Economic Development 

Corporation

Hamilton County Economic Development 
Corporation

Hampshire County Development 
Authority

Harris County Office of Economic 
Development

Hendricks County Economic 
Development Partnership

Hohenwald/Lewis County Economic 
Development Council

Independence Economic Development 
Council

Indy Partnership, a business unit of the 
Indy Chamber

Irving Economic Development 
Partnership

JAXUSA Partnership

Katy Area Economic Development 
Council

KBJ Economic Development Joint 
Powers Board

Kennebec Regional Development 
Authority also doing business as First 
Park

Kingman County Economic Development 
Council Inc.

Kosciusko Economic Development 
Corporation

La Junta Economic Development

Lake Superior Community Partnership

Lancaster County (SC) Economic 
Development Corporation

Lawrence Economic Development 
Corporation

LEDA

Lloydminster Economic Development 
Corporation

Longview Economic Development 
Corporation

Los Alamos County

Loudoun County Department of 
Economic Development

Lubbock Economic Development 
Alliance

Marion County Economic Development 
Commission

McMinnville Economic Development 
Partnership 

Medina County Economic Development 
Corporation 

Mesquite Regional Business, Inc.

Metro Orlando Economic Development 
Commission

Missouri Dept. of Economic 
Development

Montgomery Area Chamber of 
Commerce

Montgomery Area Chamber of 
Commerce

Nashville Area Chamber of Commerce

New River Gorge Regional Development 
Authority

Newell Regional Economic Development 
Initiative

Newtown Economic Development 
Commission

NNDA - Northern Nevada Development 
Authority

North Carolina Department of Commerce

Northampton County, Virginia

Northeastern Nevada Regional 
Development Authority

Northern California World Trade Center 

Northern Colorado EDC

Northern Kentucky Tri-ED

Norwich Community Development 
Corporation 

Oakland County Economic Development 
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Obion County Joint Economic 
Development Council

ODOT

Oklahoma Department of Commerce

Overland Park Economic Development 
Council

Pasco Economic Development Council, 
Inc.

Pearland Economic Development 
Corporation

Penn-Northwest Development 
Corporation

Perry County EDA

Phenix City Alabama Department of 
Economic Development

Prince Georges EDC

Putnam Development Authority

Quad Cities Chamber of Commerce

REDI

Regional Development Corporation

Richardson Economic Development 
Partnership

Richmond Industrial Development 
Corporation

Rockville Economic Development, Inc. 

Royal Commission at Yanbu

San Antonio Economic Development 
Foundation

Santa Clarita Valley Economic 
Development Corporation

Saratoga EDC

Snake River Economic Development 
Alliance

Snake River Economic Development 
Alliance

Southern Ohio Port Authority

Springfield Area Chamber of Commerce

St. Cloud EDA

St. Joseph Chamber of Commerce

St. Mary’s County Department of 
Economic Development

St. Tammany Economic Development 
Foundation

Starr County industrial foundation

Stephens County Development Authority

Sumner County Economic Development 
Commission

Surry County Economic Development 
Partnership

Team Northeast Ohio (Team NEO)

Tennessee Valley Authority - Economic 
Development

Tewatohnhi’saktha

THE RIGHT PLACE, INC.

The Valley Partnership in the Columbus 
Georgia Region

The Village of Romeoville, Illinois

Tinley Park Economic Development

Town of Bridgton, Maine Planning, 
Economic and Community Development

Town of Conception Bay South

Town of Fountain Hills

Town of Halton Hills

Town of Lisbon

Town of Neepawa

Town of North Kingstown, Rhode Island

Town of Oakville

Town of Oro Valley

Town of Summerville

Tucson Regional Economic Opportunities

Tullahoma Area Economic Development 
Corporation

Tulsa Regional Chamber

Tyler Economic Development Council

Unincorporated South Fulton County 
Economic Development Initiative (USFC.
EDI)

University of Mary Washington Center for 
Economic Development

Valley Vision EDC

Virginia’s Gateway Region Economic 
Development Organization

Vista Village Business Association

Wake County Economic Development

Wareham Community & Economic 
Development Authority

Winnebago County

Wisconsin Economic Development 
Corporation

Workforce Development Corporation of 
Southeast Los Angeles County Inc.

World Business Chicago

Wyandot County Office of Economic 
Development

Participating Organizations, 2013/2014 (continued)
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By sharing their data, these 208 organizations helped us see trends in the profession as a whole, and identify 
certain types of EDOs that in their diverse focus, are having diverse outcomes on their communities.  

These types of EDOs break down along the lines of programmatic focus:  

Profiles of Participating Organizations:  Model 
Organizations for the Profession
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The Capacity Building EDO:  
Southwest Michigan First 
As a capacity building EDO, Southwest Michigan First focuses on the 
development of its staff, the provision of training and thought leadership to 
business leaders in its market area, and on education.  

Leadership: Ron Kitchens, Chief Executive Officer

Geography: Comprised of the counties of Berrien, Branch, Calhoun, Cass, 
Kalamazoo, St. Joseph and Van Buren and representing more than 780,000 
community members.

Catalyst initiative in 2013: “Teaching hospital” concept for economic 
development has yielded regional job creation efforts, development of our 
consulting services, and leadership building through our events.

Inspiration: In the words of John Quincy Adams, “If your actions inspire others 
to dream more, learn more, do more and become more, you are a leader.” We 
believe at our community’s core, the ultimate catalyst for growth is the ability to 
identify, engage and empower the right people. Events like Catalyst University, 
which will be attended by over 2,000 in 2015, and programs such as First 50, 
help build our region’s legacy by inspiring those right people.
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Segmen� METRIC

EDO Capacity
Segment

Staff Size

Budget

20 or more

Over $2,500,00

EDO Outcomes
Segment

Jobs
Announced

Capital Investment
Announced

3,900

$750,000,000

EDO Program
Segment

Business 
Attraction Staff

Business 
Retention Staff

Business 
Creation Staff

5

5

5

EDO Relationship
Segment

Event
Attendees

Website
Visits

Companies
Served

2,000+

40,000

1,700

 2014 LEVEL  2014 TREND COMPARED TO
SIMILAR SIZE

Southwest Michigan First (Capacity Building EDO) Scorecard
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The Promotion Focused EDO:  Columbus 2020  
As a promotion focused EDO, Columbus 2020 focuses on the outward promotion 
of the Columbus, OH region through active marketing, business attraction, and 
partner relationships.  Columbus 2020 has invested in world class marketing 
and business development staff, and drives inquiry to that staff with a world class 
economic development marketing platform.   

Leadership: Kenny McDonald, CEO 

Geography: Columbus 2020 serves as the economic development 
organization for the 11-county Columbus, Ohio Region

Catalyst initiative in 2013: The strong presence of Honda and its automotive 
supply chain continues to be a key driver of the region’s growth. Since January 
2013, more than 20 automotive related companies have announced new or 
expanded operations in the Columbus Region, resulting in hundreds of new 
jobs and nearly $150 million in investment.  To support this, more emphasis was 
placed on developing international prospects, particularly from Japan.

Inspiration: Seeing what a difference in someone’s life can come from a job 
opportunity and seeing what a difference a vibrant economy makes on the 
psyche of a community.  
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Segmen� METRIC

EDO Capacity
Segment

Staff Size

Budget

10 to 19

Over
$2,500,00

EDO Outcomes
Segment

Jobs
Announced

Capital Investment
Announced

7,390

$929,000,000

EDO Program
Segment

Business 
Attraction Staff

Business 
Retention Staff

5

4

EDO Relationship
Segment

Website
Visits

Companies
Served

128,996

632

 2014 LEVEL  2014 TREND COMPARED TO
SIMILAR SIZE

Columbus 2020 (Promotion Focused EDO) Scorecard
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The Relationship Driven EDO:  Orlando EDC 
As a relationship focused EDO, Metro Orlando EDC has focused very clearly on its 
relationships with local partners, and with the business leaders in the communities 
it serves.  It has built a strong business development team to work directly 
with companies that are considering locating in Metro Orlando, with significant 
success. It has also become an accredited EDO (AEDO).  

Leadership: Rick Weddle, President & CEO 

Geography: Orange, Seminole, Lake and Osceola Counties and the City of 
Orlando / About 4,000 square miles with 2.2M residents

Catalyst initiative in 2013: In 2013, the EDC embarked upon a journey to 
educate residents and key business decision makers in and out of market. This 
led to unprecedented partnership and collaboration among regional business 
organizations including Visit Orlando and the Central Florida Partnership, 
resulting in the One Orlando Leadership Summit, a three day, in-market mission 
for community and business leaders to learn more about the region. Since the 
mission in late 2013, leaders have aligned strategies and initiatives to better 
position the Orlando region as a premier business location. 

Key Outcomes: After leading the nation in job growth, Orlando is attracting 
some of the biggest names in business, creating thousands of high-wage, high-
tech jobs in a region that’s traditionally known for tourism.

While Deloitte is creating 1,000 jobs for its new technology delivery center, 
Verizon Communications chose the Orlando area for its 1,100-person 
new finance and accounting center. The nation’s first industry-led advanced 
manufacturing consortium for developing next-generation, universal smart 
sensors also announced it would call Orlando home with the Florida 
Advanced Manufacturing Research Center (FAMRC) slated to be built 
next year. The U.S. Tennis Association picked Orlando as “the new home 
for American tennis” for its 106-court training facility with more than 150 jobs. 
Lockheed Martin relocated an Ohio facility to Orlando with up to 200 jobs. And 
JetBlue Airways opened its 400-plus person bilingual call center in Orlando to 
grow its Latin American market. 

>> 22 <<



Segmen� METRIC

EDO Capacity
Segment

Staff Size

Budget

20 or more

Over
$2,500,00

EDO Outcomes
Segment

Jobs
Announced

Capital Investment
Announced

3,750

$170,600,000

EDO Program
Segment

Business 
Attraction Staff

Business 
Retention Staff

4

3

EDO Relationship
Segment

Website
Visits

Companies
Served

50,646

100

 2014 LEVEL  2014 TREND COMPARED TO
SIMILAR SIZE

Orlando EDC (Relationship Driven EDO) Scorecard
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The Outcomes Based EDO:  Southern Vermont 
As a community outcomes based EDO, the Brattleboro Credit Corporation 
(BCC) set a course to change the negative population trends that a major flood 
and the closure of a major nuclear facility caused in Southern Vermont.  The 
organization set about to reverse a demographic shift that led many 20-40 year 
olds to leave Southern Vermont for neighboring cities to find work.  To do so, the 
BCC commissioned a CEDS study, and are in the process of funding additional 
programs to drive the outcomes they desire.  

Leadership: Laura Sibilia, Director of Economic Development, Brattleboro 
Credit Corporation 

Geography: 27 towns in Southeastern Vermont including Windham and 
Bennington Counties.

Catalyst initiative in 2013: In deciding to leverage a CEDS planning process 
to be more effective and more efficient, the organization had to be able to recruit 
talent and tourists as one region instead of a collection of towns and hundreds 
of employers and tourism attractions.

What inspires you to make a difference in your community:  My children 
and a whole lot of hard working volunteers.
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Segmen� METRIC

EDO Community
Segment

Population
Size

Educational
Attainment

$80,516

33%

Median
HH Income

Cost of
Living

$50,025

120.5

 2014 LEVEL  2014 TREND COMPARED TO
SIMILAR SIZE

Southern Vermont (Outcomes Based EDO) Scorecard
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The Balanced EDO:  Loudoun County, VA
As a balanced economic development organization, Loudoun County has set 
about to create a sustainable, well-staffed, consistent organization that meets 
a variety of objectives.  The organization has stepped up its investments in 
marketing, business development, and research staff, focused its retention efforts 
on key sectors, and built a reputation as a national hub for ICT and data centers. 

Leadership: Buddy Rizer, Director

Geography: A 520-square mile suburb of Washington, DC

Catalyst initiative in 2013: The retention of the Telos Corporation, which 
represented a $5 million investment and 460 jobs

What inspires you to make a difference in your community: Loudoun 
Virginia is one of the most dynamic places in the country – always among the 
fastest growing in population and jobs, a top technology location, and home to a 
great international airport.

In 2014, Loudoun County VA took a very balanced approach to growing the 
influence of its EDO.  The organization added staff in multiple areas, including 
business attraction, business retention, marketing, research, and rural economic 
development.  Though outcomes announced decreased in 2013, the County is 
firmly established as a national hub for ICT firms, data centers, and continues to 
boast among the highest educational attainment and median household income 
levels in the United States. 

>> 26 <<



Segmen� METRIC

EDO Capacity
Segment

Staff Size

Budget

20 or more

Over $2,500,00

EDO Community
Segment

Population
Size

Educational
Attainment

347,969

58.4%

Median HH
Income $119,134

Cost of
Living 144.2

EDO Program
Segment

Business 
Attraction Staff

Business 
Retention Staff

Business 
Creation Staff

5

3

1

EDO Relationship
Segment

Website
Visits

Companies
Served

43,502

295

EDO Outcomes
Segment

Jobs
Announced

Capital Investment
Announced

1,149

$184,713,000

 2014 LEVEL  2014 TREND COMPARED TO
SIMILAR SIZE

The Loudoun County (Balanced EDO) Scorecard
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To help communities throughout the world set objectives, raise funding, hire staff, and sustain programs, High 
Performance Economic Development seeks to expose the most important performance and planning metrics 
to the profession.  After three years, this data is starting to show interesting trends.

For example… 
1. From year to year, average EDO website visits have stayed relatively level.  
2. While companies served increased sharply in 2013/2014.
3. Correspondingly, average jobs announced also increased sharply in 2013/2014. 
4. As did capital investment announced.

Certainly the causality for these trends will vary in each community, but trends and relationships between 
numbers are beginning to take hold.

The Surprising Economics of  
Economic Development Organizations

The Average Economic Development Organization, 2013/2014

Year YEARLY
WEB VISITS

2013/2014

2012/2013

27,063

25,562

COMPANIES
SERVED

219

146

JOBS LAST
12 MONTHS

2,444

1,293

CAPITAL INVESTMENT
LAST 12 MONTHS

$280,281,760

$234,366,814

2011/2012 29,181 148 1,768 $244,629,502

2 to 3

27,063

2,444

$250,000 to
$999,000

219

$280 Million

Median Staff Size

Average Website Visits

Average Jobs Announced

Median Budget

Average Number of 
Companies Served

Average Capital 
Investment Announced
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PROFILE:  TIM CHASE, ON A CRUSADE FOR METRICS IN ECONOMIC DEVELOPMENT  

Over the past six years, Tim Chase has led the International Economic 
Development Council’s efforts on performance measurement.  Tim has led the 
team that evaluated hundreds of metrics, and refined them into four key categories 
recommended by the economic development industry’s largest trade group.  

What got me started pursuing a national metric 
standard was the need to increase our relevance 
to stakeholders and the communities we serve.  
Business as usual is not an option and IEDC’s 
metric project gives the profession a structure 
on which we can build the next generation of 
economic development programming.

“
“

>> TIM CHASE
President, 
Greater Wichita Economic  
Development Coalition
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Does Community Size Matter?  How These Results Vary 
According to Population Size 

For nearly two decades, we have been working in, or consulting with, EDOs who have, in the back of their 
minds, looked at other EDOs and said, “They are so big, they can afford to do that,” or “We can’t possibly do 
that.”  For the first time, we can look at results generated by population size.   

Predictably, the data shows that organizations that represent smaller communities have fewer visits to their 
websites, generate fewer conversations, announce fewer jobs, and announce less capital investment 
compared to larger communities. 

Populatio� YEARLY 
WEB VISITS 

Less than
25,000

25,001 to
100,000

2,474 

11,426 

80

93

AVERAGE JOBS 
ANNOUNCED LAST 

12 MONTHS

AVERAGE COMPANIES 
SERVED PAST
12 MONTHS

193

503

AVERAGE CAPITAL 
INVESTMENT 

ANNOUNCED LAST 
12 MONTHS

$67,950,000 

$81,773,363 

100,001 to
250,000 24,864 133 1,120 $187,837,410 

250,001 to
1,000,000

1,000,000
to 2,500,000

33,696 

102,913 

303

319

2,137 

3,718

$379,538,874 

$533,735,365 

Over 
2,500,000 71,051 800 14,335  $1,036,214,625 

Average for
all Sizes 27,063 219 2,444 $280,281,760 
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Does Budget Matter?  How These Results Vary 
According to Amount Spent

We have also spoken with numerous EDOs who have said, “Their (other EDO’s) budgets are so big, they can 
afford to do that,” or “We can’t possibly do that.”  For the first time, we can look at results generated by budget 
size as well.  

Interestingly, the data does seem to indicate that as organizations spend more, there is a clear correlation with 
web visits, jobs announced, and capital investment announced. 

Budge� Leve� YEARLY
WEB VISITS 

Under
$100,000

$100,000 to
$249,000

932

5,363

47

82

AVERAGE JOBS 
ANNOUNCED LAST 

12 MONTHS

181

378

AVERAGE CAPITAL 
INVESTMENT ANNOUNCED 

LAST 12 MONTHS

$44,048,524 

$75,655,476 

$250,000 to
$499,000 15,127 93 614 $186,704,037 

$500,000 to
$999,000

$1,000,000 to
$2,500,000

19,317

27,130

236

293

1,489

1,707

$227,067,550

$230,341,735

Over
$2,500,000 78,591 279 5,516 $577,898,572

Average for
all Sizes 27,063 219 2,444 $280,281,760 

AVERAGE COMPANIES 
SERVED PAST
12 MONTHS
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Does Staff Size Matter?  How These Results Vary 
According to Staffing 

Staffing also plays a role in the performance expectations, and the actual performance, that EDOs have for 
themselves. 

Like some of the other measures, the larger the staff size, the greater the results.  Perhaps not surprisingly, 
the largest organizations — those with 20 or more staff — have a disproportionately large number of jobs 
announced, and capital investment announced.     

Staff S�� YEARLY
WEB VISITS 

1

2 to 3

2,337 

14,350 

68

106

AVERAGE JOBS 
ANNOUNCED LAST 

12 MONTHS

276

672

AVERAGE CAPITAL 
INVESTMENT ANNOUNCED 

LAST 12 MONTHS

 $37,334,722 

$154,734,368 

4 to 9 29,660 372 2,679 $297,443,295

10 to 19

20 or more

75,592 

69,517 

381

324

2,477

11,183 

$483,902,403 

 $829,930,612 

Average for
all Sizes 27,063 219 2,444 $280,281,760 

AVERAGE COMPANIES 
SERVED PAST
12 MONTHS
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Does Regional Community Location Matter?  How 
These Results Vary According to Geographic Location 
Geographic location also plays a role in the performance expectations, and the actual performance, that EDOs 
have for themselves. Like some of the other measures, there are predictable results.  Due to small sample 
sizes outside the United States, however, it is difficult to see patterns worldwide.  Inside the Unites States, 
however, the East South Central Region is showing very high performance in this year’s study. 

Regio� YEARLY
WEB VISITS 

Africa

Australia 

3,900 

50,000 

250

1,300 

AVERAGE JOBS 
ANNOUNCED LAST 

12 MONTHS

1,500 

100

AVERAGE CAPITAL 
INVESTMENT ANNOUNCED 

LAST 12 MONTHS

 $30,000,000 

$435,000,000 

Canada 8,932 133 951 $148,888,095 

Central / 
South America

Europe

6,063 

203,500 

58

2,958 

6,500 

3,138 

$67,000,000 

$236,000,000 

Middle East

US - East 
North Central

500

20,969 

67

170

3,250

2,173 

$55,118,500 

$227,409,277

US - East 
South Central 46,594 153 4,314 $552,344,026 

US - Middle Atlantic

US - Mountain

12,698 

19,724 

121

144

1,625 

1,735 

$249,139,433

$209,301,322 

US - New England 16,327 432 1,008 $54,485,714 

US - Pacific

US - South Atlantic

17,968 

42,582 

352

140

1,376 

1,580 

 $225,368,629 

$165,754,689 

US - West 
North Central 19,644 79 1,230 $198,282,269 

US - West 
South Central 37,256 146 2,504 $541,484,447 

Average for
all Sizes 27,063 219 2,444 $280,281,760 

AVERAGE COMPANIES 
SERVED PAST
12 MONTHS
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Over 2,500,000 1,000,000 to 2,500,000

100,001 to 250,000 25,001 to 100,000 Less than 25,000

The Top Performers:  Which Communities Announced 
the Most Jobs in 2013/2014?  

It is safe to say that these five EDOs have never been on the same stage receiving recognition, nor have they 
ever been mentioned in the same breath. 

However, they have one thing in common – compared to similar size communities in population, they 
announced the most jobs (attracted and retained) – in our sample.  
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Most Website Visits Most Conversations/Inquiries

Most Jobs Announced Most Capital Investment Announced

The Top Performers Across Multiple Categories

The following communities are first in their category, across all population sizes.  
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At this point, we have covered the challenges to the profession, the rationale for high performance, profiled a 
number of categories of high performing communities, and recognized the highest performing communities 
across a number of categories.  But, our paper is not complete until we discuss:

How to Put High Performance 
Into Practice  

Prioritizing the Right Metrics for Your Organization:  
Capacity Building, Business Attraction, Retention,  
and Marketing

As was mentioned in the Mission Measurement white paper, “Measurement Drives Strategy, Not the Other 
Way Around: A Guide to Outcomes-Based Strategic Planning and Program Design,” before an organization 
measures itself, it needs to decide on the outcomes that it wants to use.  

To assist with this in the economic development realm, Atlas has developed the following chart to assist 
EDOs in determining their focus:  Deal focused, promotion focused, retention/entrepreneurship focused, or 
infrastructure/policy focused.  These focus areas relate to the metrics areas discussed previously, but are 
meant to present to stakeholders, and capacity building is not included for that reason.
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Once the direction of an organization is set, actual programs must flow from that.  For example, deal focused 
organizations must build a capacity in terms of business development staff to do deals with companies.  This 
involves specialized skills in sales, real estate development, and more.  

After the direction is chosen, metrics can be defined for success for that direction.  For example, how many 
companies do we want to talk to?  How large, and in what industry?  What will our “close rate” be?  Where will 
those companies come from?

In the example below, metrics that flow from even a deal focused set of outcomes can be spread across 
multiple functions in the organization.  

The Role Each Staff Person Plays in High Performance 

YEARLY
WEB VISITS

CEO / Executive

Business
Developer

X

COMPANIES SERVED
PAST 12 MONTHS

X

X

JOBS LAST
12 MONTHS

X

X

CAPITAL INVESTMENT
LAST 12 MONTHS

X

X

Marketer X X

Researcher X
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Setting a Plan for High Performance 
Once outcomes are defined, and staff identified, all of this should be put to paper as a strategic plan using the 
scorecard examples provided in this document.  Included in that plan should be the role that each staff person 
plays in outcomes.  Here are four examples:

Economic Development CEO / Executive 

Metrics He/She Should Influence 
All

Role He/She Plays 
1. Setting the direction for the organization 
2. Allocating staff and resources 
3. Communicating with stakeholders to ensure board buy in

Business Developer 

Metrics He/She Should Influence 
1. Inquires/Conversations with Companies 
2. Jobs Announced/Conversations 
3. Capital Investment Announced/Conversation

Role He/She Plays 
1. Rapid response to prospects 
2. Investigating prospect needs 
3. Providing customized responses

Web Visits

Web Visits

Companies
Served

Companies
Served

Jobs
Announced

Jobs
Announced

Capital
Investment
Announced

Capital
Investment
Announced
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Marketer 

Metrics He/She Should Influence 
1. Website Visits 
2. Ratio of Website Visits/Inquiry

Role He/She Plays 
1. Driving traffic to the website via search engines, social media, email 
2. Keeping content fresh and creating opportunities to engage 
3. Optimizing the website for conversion

Researcher 

Metrics He/She Should Influence 
1. Website Visits 
2. Jobs Announced 
3. Capital Investment Announced

Role He/She Plays 
1. Creating outstanding content for the marketer 
2. Providing customized data to the business developer 
3. Managing and reporting on benchmarked data

Web Visits

Web Visits

Companies
Served

Companies
Served

Jobs
Announced

Jobs
Announced

Capital
Investment
Announced

Capital
Investment
Announced

>> 39 <<



How to Make Your Plan Transparent to Stakeholders
Once the plan is written, making it transparent to funders, decision 
makers, and others is critical to its success.  Here are five steps to 
make that happen:

1. Write down a strategis plan for the next year

2. Outline each staff person’s role in reaching that plan

3. Set activities and outcomes for each person, and for  
           the organization

4. Report quarterly, using a pre-defined dashboard, to  
           your board and stakeholders

5. Benchmark annually

Benchmark Your Relationships and Outcomes               
In Real Time 
To allow for fast and customized benchmarking, Atlas has released the first interactive outcomes benchmarking 
tool available to the industry.  Participants in the study can quickly view how their community compares in terms 
of population size, and run custom benchmarks using staff size, budget, and more.  

This tool is available at no cost on the Atlas website.  

High Performance Economic Development Community  
Benchmarking Tool
The report below compares your organization against other organizations with similar characteristics (population, staff size, 
budget, etc.). To change this criteria, use the panel to the right and select from the dropdowns.

Prepared for:

Website Visits Companies Served Jobs Capital Investment

31,186 
Website Visits

310 
Companies Served

6,739 
Jobs

$1,500,000,000 
Capital Investment

Create Custom
Benchmarks
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 APPENDIX  

Why Did Atlas Do This?
(Besides our crazy love for data and all things ED marketing)

After more than a decade of working in 43 states and six countries, we are consistently struck by this fact:

There are communities and economic developers everywhere that have led the way, and there are 
communities and economic developers everywhere that have lost their way.  And on the surface, it 
is nearly impossible to tell which is which. 

It is only after we have “gotten under the hood” in so many communities that we could find who showed 
substantial economic growth and results, and who struggled to do so.

It is our objective with High Performance Economic Development to shed light on the people and organizations 
that are the superstars of the profession. In recognizing them, we hope to help others understand how 
economic developers are becoming even more crucial to the continued vitality and competitiveness of a 
community.
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How Did Atlas Do This? 
First, we interviewed dozens of economic developers about the metrics they use to track both their 
organization’s performance as well as the performance of their local economies. This yielded a list of nearly 80 
different metrics - far too many for the average economic development professional to track.  

So we ran this list through a few filters:

1. Are these metrics available publicly already?

2. Do organizations track them already?

3. If not, are they trackable without much additional staff or financial investment?

4. Are these metrics predictive? 

Next, we reduced the list by half by taking out tracking metrics that had to do with measuring the overall 
economy in our communities. (The Census Bureau, the BLS, the BEA, and others do a great job of this, and 
we do not need to duplicate their efforts.) 

This left us with a long list (about 40 data points) that track an EDO’s activity and results directly. It was up to 
us to simplify this list so that even the organizations with the most limited resources could track them. We then 
arrived at the following:

•   Website unique visits

•   Conversations, defined as discussions with prospective, existing, or entrepreneurial companies  
     who are expanding or relocating 

•   Jobs announced in the community  

•   Capital investment announced in the community

Though we could certainly track more, these four metrics - yes four - meet our criteria of:

•   Being tracked already (for the most part)

•   Trackable (if not done so already)

•   Predictive (they relate to one another and predict an impact on the community) 

•   Capital investment announced in the community
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Where Did the Data Come From?

Can We Trust This Data?  

Actually, it came from you guys. Here’s how we got it.

1. Atlas developed a simple, online survey and distributed it via email

2. We sent five separate emails to our list of professionals over the last 10 months

3. We partnered with numerous state economic development associations to assist in  
           data collection

4. 500+ organizations from 40+ states and eight countries have now participated

Haven’t taken the survey yet? Don’t be left out! To take the survey, paste this link in your browser and have at it! 

http://www.atlas-advertising.com/Economic-Development/HPED-Consulting/HPED-Consulting.aspx

The data used in High Performance Economic Development is reported directly from economic developers, 
each of whom uses their own method of counting website visits, conversations, jobs announced, and capital 
investment announced.  We cannot and did not verify each submission.   

However, we did do the following:

1. When an answer appeared out of industry norms by orders of magnitude, we did  
           require the respondent to provide evidence of the number.

2. We were explicit about the metrics we were looking for, e.g. jobs announced, rather  
           than organic job growth. 

High Performance Economic Development is the largest and most comprehensive collection of economic 
development outcomes ever collected.  To get there we must rely on self-reported information.  But we do as 
Ronald Reagan said, “Trust, but verify.” 
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About Atlas Advertising 
Atlas Advertising is a niche economic development marketing agency that serves more than 140+ different 
economic development clients in 43+ states and six countries.     

Founded in 2001, Atlas Advertising helps economic developers reach national and international prospect and 
site selection audiences. Atlas Advertising delivers strategy, branding, website development, research, and 
creative services professionally, and by a staff experienced in economic development. Unlike firms with little 
or no economic development experience, Atlas Advertising uses a proven mix of economic development 
marketing tactics that generate interest from site selection audiences. This saves our clients time and money, 
impresses stakeholders and boards, and delivers better prospect response relative to general or unfocused 
economic development campaigns. Atlas Advertising’s economic development campaigns have been 
named among the best in the country by IEDC and Angelou Economics and have won awards regionally from 
business-to-business marketing organizations.

About the Authors

Ben Wright, CEO

As CEO of Atlas Advertising, Ben Wright is obsessed with helping economic developers 
grow the vitality in their communities. In the 10 years since he started Denver, Colorado 
based Atlas Advertising, the company has grown to serve more than 80 different 
economic development clients, in 43+ states and six countries, including the Tennessee 
Valley Authority, the Savannah EDA, Alabama Power, and dozens more.     

Having worked all over North America, Ben understands how economic development agencies must compete in a 
global marketplace.   He applies this passion for places and knowledge of people into Atlas Advertising’s very core, 
and thus, into every engagement.  Ben is also the lead product innovator at Atlas, having been the driving force 
behind our strategic services, GIS and Prospect Management products, and more. 

Ben started his career in economic development as the Chief Economist for the Metro Denver EDC in Colorado in 
the early 1990s.  Ben helps clients develop and execute innovative marketing strategies, and is a frequent speaker 
with the International Economic Development Council, Georgia Tech Innovation Institute, and various state and 
regional economic development conferences.

Ben is a graduate of Stanford University in California with a degree in economics, with emphasis on urban studies.  
Ben lives in Denver, CO, with his wife and three adventurous daughters.  He finished the first two triathlons of his life 
in 2012.

Contact Information:
e: benw@Atlas-Advertising.com
t: 303.292.3300 x210
@atlasad
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Guillermo Mazier, Director of Strategic Accounts 

Guillermo has touched nearly every Agency of Record project Atlas has executed in 
the last four years. His insights and unique perspectives have helped Atlas gain the 
credibility and reputation it holds today. Guillermo holds a BA in International Business 
and Economics, with a minor in Spanish, from Regis University in Denver, CO, along with 
an MBA in International Business from Regis University and an International Business 
Certificate from the Fundacion Ortega y Gasset in Toledo, Spain. Guillermo Mazier is the 
Communications Chair for the Board of Directors for the American Lung Association.

His primary objective as Director of Strategic Accounts at Atlas is to represent and oversee the company’s business 
development and strategic marketing activities. Guillermo works with new and prospective Atlas clients to provide 
strategic recommendations on how to increase inquiry levels, prospect activity, and stakeholder engagement through 
Atlas’ technology suite and service offerings which include Atlas technology products as well as Atlas’ social media, 
branding, strategy, and creative services. He has served Atlas for the past four years and his efforts helped grow 
Atlas into a leading economic development marketing firm.

Contact Information:
e: guillermom@Atlas-Advertising.com
t: 303.292.3300 x232

Whitney Daly, Writer 

Having grown up in Colorado, Whitney is one of the few Colorado natives at Atlas 
Advertising, and prides herself on being an advocate for the Centennial State. Although 
not having traveled far since childhood, Whitney has journeyed to places far and wide, 
making her love of (new & unique) places a perfect addition to our team of place 
marketing enthusiasts. 

Whitney has been working in sales and marketing in a variety of industries for the past six years, with each role 
incorporating some type of writing. Over the years, her roles have varied, but the constant has always been the 
development of content – content for the web, for print campaigns, for agency and client blogs, social media 
campaigns, email marketing campaigns, and much more. With a passion for creating compelling content, acute 
attention to detail skills, and a love for engaging people through words, Whitney thrives as a writer for  
Atlas Advertising.

Her work as a Proposal Writer has helped our team win multiple website and agency of record accounts from coast 
to coast.

Contact Information:
e: whitneyd@Atlas-Advertising.com
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Ross Dylan, Creative Director 

Ross is well versed with the processes and high-level creative expectations of Atlas 
Advertising. His educational background is in commercial art and social sciences and he 
continually advances his knowledge in diverse realms—from neuroscience and social 
psychology to UX/UI, mobile app, and responsive web design. He values function over 
form, yet excels at balancing both in his work. 

In addition to a love for art and design, Ross is a seasoned traveler and his experiences 
resonate throughout his work. He has backpacked though the Netherlands, Belgium, France, Switzerland, and 
Spain. But the country he loves most is Panama. These unique experiences make him a valuable voice in the 
discussion of places and how to market them. He has awards for web design and looks forward to continuing Atlas’ 
solid track record of successive IEDC ‘best of’ awards.

Ross has worked on the award winning Indy Partnership website, along with results-focused campaigns for 
Southern Vermont, Rushmore Region and Cleveland, Ohio. He also designed and developed Bradenton Florida’s 
brand and website design.

Contact Information:
e: rossd@Atlas-Advertising.com

Michael Vinluan, Designer 

Interactive Designer Michael Vinluan has a knack for places. He was born in the 
Philippines and grew up in Guam and then Cheyenne, Wyoming. Michael studied design 
in Denver, Colorado before packing his bags and moving cross country to the Big Apple 
where he worked first for Havas Worldwide. He executed design concepts for well-known 
companies like Charles Schwab, Heineken, and Jaguar before making a career move 
to IBM Design Lab in Manhattan (where he worked for two years), and simultaneously, 
performed freelance work for a couple of start-up tech companies. Michael’s experiences 

have been influential in his design work at Atlas, which can be described as imaginative and impressive. 

Not only is his work appreciated at Atlas, but he’s also been integral in helping his parents launch a food truck 
business in Wyoming. Nipa Hut benefits from Michael’s structural design, branding, and marketing sense, which 
he credits to his past experiences home and abroad. Once portrait photographer turned graphic designer, Michael 
brings passion and creativity to the Atlas team, and wants everyone to remember: “A person without imagination is 
like a teabag without hot water.” It’s his favorite quote by Alan Fletcher in The Art of Looking Sideways.
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e: michaelv@Atlas-Advertising.com
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929 broadway  |  denver, co 80203 
303.292.3300   |   www.atlas-advertising.com

communications + technology for world landmarks

Atlas Advertising has developed a unique partnership with the International Economic 
Development Council, and is proud to announce that we are IEDC’s High Performance Economic 

Development Marketing Partner.

IEDC HIGH PERFORMANCE 
ECONOMIC DEVELOPMENT

MARKETING FIRM

EXCLUSIVE
P A R T N E R


