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THE CURRENT    
GLOBAL TALENT 
SHORTAGE WORRIES 
MULTINATIONALS 
MORE THAN 
REVOLUTION OR 
RECESSION. 

 

-MAXIS Global Benefits 
Network Survey 2012 

-ManpowerGroup 2015 
Talent Shortage Survey 

IN 2015, MORE THAN    
75% OF JOBS REQUIRED 
SPECIALIZED SKILLS; IN 
1991, LESS THAN 50% DID. 
- C l o s i n g  A m e r i c a ’ s  J o b s  
G a p ,  M a r y  W a l s h o k  

 

38%  
O F  G L O B A L  E M P L O Y E R S  
R E P O R T  D I F F I C U L T Y  
F I L L I N G  J O B S  

 
 
 
 
 
 
 
 
 



Why Talent Attraction is Critical 

If the region continues 
growing at the current rate, it 
will have 9,000 fewer people 
in the workforce by 2025. 





Des Moines Makes the 

Most of the Day  
• An initiative of the Greater Des 

Moines Partnership 

• Provides relocation resources 

ranging from job, education, healthy 

living and professional development 

information  

• Encourages community involvement 

• Showcases the region’s hip factor 

with events 

 



Grand Rapids Channels Adele 
• Goal to be recognized as a top 20 

region in the nation by the year 2025 

• Targeting talent since 2010  

• Relies heavily on events to target new 

young professionals to the area, as 

well as former residents.  

• Website also offers a job search 

portal, resume profiles and 

testimonials from others who have 

made the move.  
 



 Greater Raleigh Engages 

 Workforce 
• Developed the “Work in the Triangle, 

Smarter from Any Angle” and “Triangle 

Smarty Pants Ambassadors” brands to 

engage target audiences in the 

campaign 

• Created a website portal, trade show 

booth and social media tactics to 

support initiaitve.  

• Key events and strategies focused 

around SWSX and BIO 



m
  OUR PROCESS 





m
  DISCOVERY 



XXXX 

XXXX 

XXXXX 

XXX 

1,027 National Survey 
Respondents  

50 Articles Audited 

76 Face-to-Face Discussion 
in 10 Focus Groups  

Current Research and 
Campaigns Analyzed and 
Incorporated 



A National Take on the Region 

What do people outside the region 

know about the region and how do 

they feel about the region 

 



Survey Demographics 
• 69.9 percent had a Bachelor’s Degree 

or higher  

• Respondents from Chicago, Phoenix, 

Detroit, the Bay Area, Minneapolis, 

Columbus, Milwaukee, Grand Rapids, 

Toledo and Indianapolis. 

• 45.6 percent had some familiarity 

with the region 
 



Thinking about Fort Wayne, What is the First 

Word or Phrase that comes to Mind? 



Factors Influencing Relocation Decisions 

Importance of 

Factor in Decision 

to Relocate 

Rating of Fort 

Wayne 

Housing availability 4.5 4.0 

Housing cost 4.5 4.3 

Alternative job opportunities for yourself 4.1 2.8 

Cultural/recreational amenities 3.8 3.2 

Job opportunities for your spouse/partner 3.8 3.0 

Proximity to major urban center 3.6 3.3 

Retail/shopping opportunities 3.4 3.4 

Quality of K-12 education 3.1 3.3 

Continuing education opportunities 2.8 3.4 

Active nightlife/social opportunities 2.7 2.9 
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Industries Associated with Northeast Indiana 
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If A Job Opportunity Opened in the Region 

Would You Move? 

Yes, 
30.0% 

No, 
28.9% 

Not 
sure, 

41.2% 



Why Would You Not Move? 
 

(Not Influence-able)  

• Too far from family/friends    21.6% 

• Happy in current location     15.2% 

• Weather         11.0% 

• Not looking for work      10.6% 

• Not near a coast              1.8% 

 

(Influence-able) 

• Lack of cultural amenities      8.1% 

• Too conservative/not inclusive   7.8% 

• Too small                       2.8% 

• Don't like Midwest       2.5% 

• Don't know enough about it     1.4% 

• Not high tech center              0.7% 

• Limited job opportunities       0.4% 

• Not safe                         0.4% 
 



In the News 



How National News Influenced the Survey  

 

Why would you NOT be interested in relocating to Fort Wayne? 
“The gay discrimination bill gives me a bad overall impression of what the people  

in Indiana are like.” 
“I find the people to be lacking diversity, culture and to place more importance on religion 

than makes me comfortable.” 
“The political and social/religious culture is stifling.”  

“The conservative climate is unappealing.” 
“Indiana is too backward.” 

“Frankly, the over-the-top conservative politics displayed by Indiana's elected officials 
recently is nothing short of nauseating.” 

“Indiana's politics have taken a turn for the worse.” 
“The community is too conservative for major change to occur.” 

“It has horrible PR in regard to how it treats minorities.” 
“It's not a very welcoming community if you're not from there.” 

“Indiana, the most backward state in the Midwest.” 
 

 

Negative word association with Fort Wayne 

Suffocating     
Not multicultural 
Not much diversity 
Traditional 
 
 
 
 
 
 
 
 
 

Old-fashioned 
Scary 
Conservative  
Narrow-minded 
 
 
 
 
 
 
 
 
 

Stagnant 
Racist 
Behind-the-times 
Bigots 



An Internal Take on the Region 

What do current residents and leaders 

hope for the region in the coming years 

 



What Three Words Do You HOPE are Associated with 

the Region in Five Years 



Common Themes from Other Research  



• Relatively robust 

• Represents a highly 

educated with 84 

percent of the creative 

population holding a 

qualified certificate or 

above.  

• 18,834 creative 

workers  

• 4.5% of all Northeast 

Indiana jobs 
 

 

 

 
 



Key Takeaways  
• Promoting jobs available in lesser-known industries 

will showcase the depth of the region’s economy.  

• It’s time to act on the desire to be bigger, bolder, 

more assertive, more welcoming and inclusive.  

• Nurturing and celebrating the region’s creative 

workforce in storytelling will help to paint a broader 

picture of the opportunities found here.  

• Focus on compelling stories that promote the 

region’s cultural amenities, especially downtown 

Fort Wayne will be key. 
 



m
 

THE REGION’S  

PROMISE TO 
TALENT 



Leveraging Our Story Project 
 

 



Be a Contender 
 

In Northeast Indiana, you’ll find that we are a place for big ideas and bold 

intentions. A place for finding what you need and going after what you want. A 

place for contenders, for collaborators, for winners. A place where invention fuels 

innovation, where passion drives pursuits, and where success is part of every 

story. If you want to take your career one step further— push the limits, exceed 

expectations - and be inspired by people who are known for innovative 

craftsmanship, industrious accomplishments, big ideas, and small-town spirit then 

Northeast Indiana is your place for advancement, growth and powerful possibility.  

 
 



• A place for big ideas and bold intentions. This key message is all about the 
ability to connect with people to make your vision come to life as well as the 
welcoming and inclusive nature of the region.   
• One iteration: In  Northeast Indiana, we encourage and support people 

from all walks of life to dream big. If you have the vision and desire to 
make your vision a reality, and want to be sure your voice is heard, this is 
the place for you. 

 
• A place where invention fuels innovation. This key message is all about 

supporting new ideas – whether it’s related to entrepreneurs, industry or 
related to workforce development.   
• One iteration: Home of revolutionary products of their time including 

the JukeBox, the calculator, and the refrigerator, Northeast Indiana is 
now home to inventors who are tackling 21st century problems with 
innovative solutions from orthopedics, to eyewear to automobiles. 

 

Northeast Indiana Is: 
 



• Known for innovative craftsmanship. This key message is all about the fact 
that the region is known for manufacturing industry, but there are also 
craftspeople in the form of fashion designers and creatives spurring the 
region’s economic growth. 
• One iteration: There’s beauty in handmade products and in Northeast 

Indiana, our region is teeming with stunning goods. From artisans who 
are molding new designs in cars to those that are reshaping apparel; 
innovative craftsmanship prospers here.  
 

• Advancing the small-town spirit while investing in its urban core. This key 
message is all about the small town feel of the region, but the benefit of 
having access to an urban downtown and culture associated with a 
downtown.  
• One iteration: Northeast Indiana is a region that benefits from big city 

assets, including a revitalized urban core with access to the arts and 
historic  venues, sports teams, new restaurants, at a small town price 
and commute.   

Northeast Indiana Is: 
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A MARKETING 
STRATEGY  

TO ATTRACT 
TALENT 



MAKING SURE NORTHEAST INDIANA IS FOUND 

We want it to be the Des Moines 
of Iowa, the New Orleans of 
Louisiana, the Austin of Texas, the 
Fargo of North Dakota. 



How This Works 
Three-pronged strategic marketing approach that is designed 

to be cohesive and encourage risk-taking.    
 

Timeline 
The tactics outlined are meant to run over a two year course, 

with the marketing plan being continually refined based on 

performance.  



Goals 
• Share the untold stories of opportunity for skilled 

professionals in Northeast Indiana in diverse 

industries 

• Improve perceptions about the depth of opportunity 

made here especially to millennials and the LGBTQ 

community.  

• Attract people who have an affinity for the Midwest,  

are dependable, reliable and will drive the region’s 

per capita income.  
 



Objectives 
• Support an increase in Northeast Indiana’s 

perception as a place to live by amplifying examples 

of innovation, entrepreneurism, and resources 

driving growth and development in new and mature 

business sectors.  

• Enhance perceptions of the region as place to be by 

telling stories of the people, events and places that 

make the region fresh, attractive and preferred.  

 
 



Target Audience  
• People aged 24-45 who are already 

familiar with Fort Wayne including 

alumni from the regional universities, 

have lived in the region or have 

family there  

 

• Millennials and LGBTQ who have the 

skillsets the region requires including 

creative, management and technical 

 

• Markets to Target: Rockford, Il; 

Milwaukee, MN; Detroit, MI; 

Phoenix, AZ 

 
 



Three Strategies 
• Promote Cultural Amenities and 

Lifestyle Options 

 

• Take a Bigger Stance on Inclusivity  

 

• Focus on the Creative Millennial in 

Storytelling 

 
 



1. PROMOTE CULTURAL AMENITIES AND LIFESTYLE OFFERINGS 



Driving Traffic Back to One Digital Portal 

for Quality of Life Messaging 
Use direct marketing, social media, digital 

advertising and e-mail marketing to drive 

traffic to one approved talent website.  

Leveraging the Media To Tell the 

Region’s Quality of Place Story 
Focus on sharing news and rankings on the 

four theme lines promoted in the Regional 

Cities Initiative to journalists.  

Creating Engagement Online 
Use social media to amplify the region’s story 

and create engagement online.  

Taking the Show on the Road 
Hold networking events in key markets. 

Using Digital Advertising to Effectively 

Target Key Audiences 
Create digital advertisements around specific 

keyword searches to ensure we’re targeting 

people effectively. 

 
 



Driving Traffic Back to One Digital Portal for 

Quality of Life Messaging 
• Content should speak to talent; so the voice 

should be a informal and maybe a bit wild.  

• The website should be visual, with a particular 

focus on people and telling their story through 

content marketing. 

• The website should be a job-seeker resource and 

include information on working, living and 

exploring the region. 

• The website should integrate social media with a 

particular focus on Twitter, Instagram and pop 

quizzes. 
 

 

 
 







Leveraging the Media To Tell the Region’s 

Quality of Place Story 

 
• Focus on stories that support the cultural amenities being grown 

and supported by the Regional Cities Initiative.  

• Articles placed will be region specific, part of a larger trend or 

rankings.  

• Use email, phone and face-to-face communication to share ideas 

with journalists on a weekly basis as news warrants.  

• Outreach to journalists at regional and lifestyle and general top tier 

publications. 

• Host journalists through a mix of group press trips and individual 

media visits to experience the story first-hand.  

 

 
 



Addressing Cultural Amenities and  

Road to One Million 

Downtown Improvements and Developments Arts and Culture Education/Ideas Greenways and Beltways 



Creating Engagement Online  
• Use best practices for posting on Twitter and 

Instagram 

• Content should show and celebrate people, as 

well as rankings and new cultural amenities  

• Unite everyone under a common hashtag 

#NEIPRIDE; #madehere  

• Don’t be afraid to talk the language of talent  

• Get your ambassadors to help promote the 

content 

• Engage by leveraging user generated content and 

answering questions about the region.  

• Leverage major events and provide opportunities 

for engagement over social media  
 

 
 











Taking the Show on the Road 

 
• Focus on markets where we have outbound and inbound migration. 

• Events should include networking opportunities with local 

companies, chefs and entrepreneurs.  

• Invitations should be sent electronically and targeted on social 

mediums. 

• Provide giveaways including campaign-related items. 

• Start with one event the first year, then add one to two more 

depending on feedback from survey. 

• Encourage social media posting with a singular hashtag. 

• Collect emails and send a follow up survey. 

 

 

 
 







Using Digital Advertising to Target Key Audience 
• Focus on markets where we have outbound and inbound migration. 

• Google advertisements should leverage key words including  

• Top places to live 

• Best places to live  

• Top cities to live in after college 

• Most affordable cities in America 

• Best place to start a career 

• Best cities for tech jobs 

• Most walkable cities 

• Best cities for young people 

• Best cities for Millennials 

• Best cities for young professionals 

• Best city for entrepreneurs 

• Top cities for women entrepreneurs 

• Targeted digital advertisements in local papers and job websites including 

CareerBuilder and Monster.com 

• Use a mixture of display and text advertisements  

 

 

 
 



2. TAKE A BIGGER STANCE ON INCLUSIVITY 



Take a Bigger Stance on Inclusivity  
• Encourage the local business community to sign the Inclusivity 

Manifesto which will be used as a sign of commitment to provide 6 

weeks of paid paternity/maternity leave or equal pay;  support 

workplace equality and increase the number of employees who are 

bi-lingual.  

• Create a Inclusivity Task Force to brainstorm to develop government 

and local business policy recommendations to make the region even 

more attractive, welcoming and globally competitive  

• Meet with thought leaders from the Human Rights Campaign and 

Welcoming America to discuss what steps the region should take to 

focus on inclusivity. 

• Pitch stories to the national media about how the region is 

welcoming  as an outlier to the national story being told.  

• Host an Inclusivity Summit that invites national speakers and has 

breakout sessions related to diversity and inclusion.  

 
 

 





Grand Rapids Tackles Diversity Head On 
• City has a Diversity and Inclusion Manager 

• Region hosts a two day seminar that addresses racism and its impact on 

individuals, businesses, and the community. 
 



Cincinnati Now Heralded as LGBTQ Inclusive   
• City recently received the highest score possible for inclusion by the Human 

Rights Campaign. 

• Major support from the region’s Fortune 500 company’s and political leaders to 

change a mindset. 

• City is now touting its cultural amenities and lifestyle offerings to national 

LGBTQ media including hosting them to see everything first hand.  





http://cl.exct.net/?qs=428534aa5a2f08d5fecff8334d0e12a6cf00915e863c5ab6817d81380dfacfc3










3. FOCUS ON THE CREATIVE MILLENNIAL IN STORYTELLING 



 

Pitching Media Through the Creative 

Millennial Lens 

Focus on sharing news and rankings that 

would appeal to a creative mindset. 

 

 

  



Pitching Media Through the Creative 

Millennial Lens 

 
• Stories will need to be either provocative, edgy or quirky and focus 

on millennials thriving in the region. 

• Will reach out to publications that specifically target millennials 

including Mic, Vice, Mental Floss, Buzzfeed, the Chive and Nerdwallet 

• Will reach out to satirical publications including the Onion and MAD 

Magazine to showcase the region’s ability to have fun.  

 
 

 



 
 

 

 

Aspirational Headline Goals: 

• The Midwest’s Most Hipster Suburbs  
• The Top 10 Cities for Millennial Homeowners  
• How a Lesbian can Find a Life In Indiana  
• Real Life Leslie Knope Lives in Fort Wayne  
• 5 Reasons the Next Biebs is from Fort Wayne  
• Not your Grandfather’s Manufacturing 
• Why the Hell I’m Not a Hoosier  
• Hoosier Daddy Lives In Fort Wayne  



m
 TIMELINE &  

BUDGET 



Timeline: Year One  

2016 
 
Month Tactics 

January 2016-April 2016 • Research and Development of 
Marketing Plan. 

May 2016 • Meet with the Talent Attraction Task 
Force to determine next steps 
specifically as it relates to inclusion. 

• Finalize lifestyle editorial calendar 
and most wanted media list for 
pitching. 

June-December 2016 • Update calendar based on Task 
Force recommendations  

• Outreach to national media to 
secure 3-5 articles on lifestyle 
assets. 

• Update website and social media 
platforms with talent attraction 
messaging  



Timeline: Year Two 

2017 
 

Month Tactics 

January – December 2017 • Outreach to national media 
• Digital advertising started in various 

markets 
• Social media outreach and 

engagement 

May 2017 • Media visit to Chicago  

August 2017 • Lifestyle reporters press trip 

October 2017 • Event in one market  



TACTIC TWO-YEAR BUDGET 
 
Earned Media – PR $102,920  
 
Owned Media - Digital/Social $22,328 
 
Paid Media - Advertising  $27,840 
 
Collateral $13,500 
 
One Out-of-Market Events $26,500 
 
Opportunity Contingency (10%) $19,380 
TOTAL $213,180 

Budget for 2016-2017 



m
  METRICS 



Metrics 
• Unique Monthly Visitors to Website  

• Pages Visited  

• Bounce Rate 

• Time on Website  

• Number of Articles Highlighting Quality of Life 

Messaging 

• Impressions on Quality of Life Messaging  

• Number of People Attending Events  

• Engagement on Social Media  

• Perception Changes from National Survey Conducted 

Two Years from Now  
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TAKEAWAYS 



Three Strategies to Target 

Talent 

 
• Promote Cultural Amenities and 

Lifestyle Options 

 

• Take a Bigger Stance on Inclusivity  

 

• Focus on the Creative Millennial in 

Storytelling 

 
 



Thoughts to Chew On 

 
• Standing by and not telling your story directly will be detrimental 

to your brand.  

 

• Don’t underestimate the power of the media. Third party 

endorsements can make or break a region.  

 

• Changing perceptions about a place takes time and work. It can’t 

be a one time thing, but continually engaging with your target 

audience.  

 

• Those places that take risks are the places that are most 

remembered at the end of the day. 

 
 


