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Wh th tWho are the partner 
communities?

North DakotaNorth Dakota
• Stanley
• Underwood

South Dakota
• Edgemont–Hot Springs
• Groton

Nebraska
• Sidney

W• Wayne
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Purpose: Apply innovative marketing concepts and 
methods to attract new residents to rural 
communities and regions.

Research & Extension Components:Research & Extension Components:
• Household surveys of new residents
• Labor vacancy surveys 
• Consumer focus groups
 Face to face – existing new residents
 Online – potential new residentsOnline potential new residents

• Community application and use



Why do people move to Rural Places?

Simpler pace of life 53% Safer place to live 36%

b h b fiLess congested place 50% Job that better fits
skills 35%

Closer to relatives 50% Community that
h l 34%Closer to relatives 50% shares values 34%

Lower cost of housing 48% Better place for kids 32%

Lower cost of living 45% Closer to friends 32%

Higher paying job 39% Lower taxes 22%Higher paying job 39% Lower taxes 22%

Desirable natural
environment 37%



Many don’t shop around, but most 
dodo...

Locations Considered Before Choosing C rrent LocationLocations Considered Before Choosing Current Location

Only this location 45%

Other locations in other states 16%

Other locations in this state 14%

Other locations here and other states 23%

Other 2%

Family & vacation visits are VERY important!



Survey respondents tell us that they are much more likely to obtain 
information from the Internet than from either employer or 

community recruitment efforts.

Thi i th t l i l ti C iti th iThis raises the next logical question: Can communities use their 
community Web page as an effective tool in recruitment?

If they do that will they be able to assist their local employers inIf they do that, will they be able to assist their local employers in 
filling their labor requirements more quickly and with appropriately 

qualified workers?

In an effort to answer those questions, we conducted a labor 
vacancy survey in each of our participating communities.

We also conducted a series of focus groups in which we tried to 
understand how the imagery of a Web page might influence 

individual perceptions of a community.



LABOR VACANCY SURVEY OVERVIEWLABOR VACANCY SURVEY OVERVIEW

Labor Vacancy Survey

 Conducted to determine area workforce Conducted to determine area workforce 
requirements 

 Self-administered questionnaire mailed in August q g
and September 2009

 Used purchased mailing lists
 Data weighted to reflect the population of 

employers in the region
 Weights derived from secondary data sources Weights derived from secondary data sources, 

specifically County Business Patterns from US Census.
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S th i PSynthesis Process:
 Combined data from Household and Labor 

V SVacancy Surveys
 Identified key themes 
 Example: Firms have difficulty recruiting p y g

professional and managerial workers.
 Identified potential strategies to address the 

issuesissues
 Examples: Devise better advertisement 

strategies. Mentoring/contact with 
f i l h h li d iprofessionals who have lived in 

community for some time.
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Focus Groups
 Two types: Two types:
 Online focus groups
 Face to face focus groups

 Attempt to better understand how images portray 
community characteristicsco u ty c a acte st cs

All of this taken together leads to a set of guidelines 
for the development of a community marketing planfor the development of a community marketing plan.



Market Planning Process

New Resident Research
 fitfit

W  d  

Who is coming now and what  
brought them here?
What types of skills /expertise 
does our community need? 

We can’t do a lot 
about…

C titi

We can do 
something about…  

Community Vision/Mission

Identifying Target Markets
What groups match up with 
our community characteristics? 
Competition

Legal/Political
Demographics

Technology

y /
Marketing  Goals

Strategies /Actions
Culture that “Welcomes”
Community Infrastructure

What is our competitive 
advantage based on our assets?

Developing the Message/Reaching 
h kCulture

Physical Environment
Economy

Community Infrastructure
Visual First Impression

the Market
 What are the benefits/value  
to the targeted groups? (these  
mesh with a community brand”)
Wh  i   ll k i  

What assets can 
What assets can we 

build on?

What is an overall marketing 
message? (incorporates brand 
logo. slogan and/or image)
What techniques do we use to 

h h  ?

we build on?

reach these groups?

Implementation & Evaluation





NEXT STEPSNEXT STEPS

For more information…

http://cari.unl.edu/

Go to Research

then go to Community Marketing


