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• Know and Show Your Market’s Potential

• Focus on the Right Retailers

• Work Multiple Approaches

• Take Ownership of the Economic Development Process

• Successful Community Examples





When you know who you are, you know how to market your 

community effectively to recruit retail that sticks. 























1. Plan for Success: Set the Direction

2. Understand How Retailers Make Location Decisions

3. Remove Barriers to Entry: Sites, Incentives, Streamlining Rules

4. Make Your Marketing Message Retail Specific

5. Market Proactively

6. Deliver Effective Presentations

7. Don’t Forget the Power of Persistence

8. Remember to Celebrate the Small Wins Along the Way



• Map Out Strategy

• Establish Realistic Goals

• Define Roles And Partnerships

• Focus Programs And Activities

• Allocate Resources



Trade Area

• Customers

Site Factors

• Accessibility

• Visibility

• Traffic

• Cannibalization

• Competition

• Infrastructure

• Physical & Environmental Issues

• Location Costs



• Assemble Sites

• Consider Incentives

• Streamline Rules



• Sell your drive-time trade area

• Communicate your customers and retail market conditions are viable

• Focus on retailers that match the existing economic conditions 



Make It Happen!

• Commitment by public sector

• Partnership with private sector

• Develop relationships and networks

• Work your plan



Presentation Goal

• Prove that a store in your community is viable

How to Achieve this Goal

• Provide need-to-know information

• Know your prospect

• Differentiate to stand out

• Determine time limitations

• Be prepared to negotiate

• Listen

• Be enthusiastic



Rule One:

• Change tends to be incremental; quantum leaps are rare

Rule Two:

• EXECUTION, EXECUTION, EXECUTION

Interested

Decision

Speed to 
Market

Seriously 

Interested



• Focus on the here and now, note your organization’s current activities 

• Celebrate, but celebrate with caution 

• Focus on the next small win and achieving long-range goals





“Customer analytics and data that is provided to us by 
Buxton helps us make decisions on where to go and who to 

try to attract to come to Celina.”



“Leveraging Buxton resources, city staff was able to secure interest and a finally 
a signed lease with Dunkin’ Donuts. 

This will bring approximately $4k-$6k in property tax per year to the town. 

Additionally, the construction of the 12,000 square foot building, where Dunkin’ 

will be sharing space with Jersey Mikes and East Coast Wings, was predicated 
on securing the Dunkin’ lease. Overall, this could bring $12,000 from property 

taxes back per year to the town. 

Dunkin’ Donuts has spurred other development that would not have happened 

as quickly.” 



“Buxton can be that partner that allows us to recruit those 

retailers to give us the income to put in different public 

infrastructure that makes us a more vibrant community.”




