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I.
BACKGROUND

Lake Havasu City (the City)  and the Lake Havasu City Partnership for Economic Development (PED) want to develop a business and industrial park (the Park) at the Lake Havasu Airport to diversify the City’s economic base over the next 15-20 years.  The Park will enable the PED to recruit new businesses to the City, accommodate the expansion of existing companies, and increase the demand for air services at the airport.

· The City owns approximately eighty-four acres of land at the southern end of the City Airport runway.

· The PED seeks to develop the Park initially on 19 acres (Phase 1) on the Property.

· The U.S. Department of Commerce’s Economic Development Administration (EDA) has lent preliminary approve to a grant for $1.8 million to help finance the development of Phase 1.

· The City has committed an additional $2.65 million to help finance the planning and development of Phase 1.

· As a prerequisite to PED receiving the $1.8 million EDA grant, the City must demonstrate that it will sell or lease the Property so that PED might acquire the 19-acre parcel.

· The cost estimates for the acquisition of the land and PED’s share of the infrastructure are $1.2 million to $2.0 million.  The PED must raise the funds from the private sector in order to acquire the land.   

II.
ASSIGNMENT

Resource Development Group, (RDG) was retained in September, 2004 by the PED’s Board of Directors to conduct a Regional Assessment and Funding Feasibility Study by conducting a minimum of 50 strategically identified interviews with private and public sector leaders to:

· Assess from the interviews with members of the business community:  

1) The overall economic development climate in the City.

2) Issues/problems that impact the City’s economic growth.

3) The proper role and responsibilities of the PED in the City’s economic development efforts.

4) Key measurements of success for the PED.
5) The most important issues that will impact the City’s businesses over the next 3 to 5 years.
· Determine the level of support for the creation of the Park.

· Test a private sector funding goal of $2 million over 3 to 5 years.

· Identify potential leadership for a funding campaign.

· Define the elements of a possible funding campaign including strategy, timing, and approach.

The results of this assessment are summarized herein.

III.
METHODOLOGY

 The RDG experience – 

· Conducted more than 75 community assessment projects throughout the country, in which RDG developed, tested and recommended funding strategies that total close to $ 400 million in funds raised.

· Background information provided by PED’s staff and board leadership.

· 65 individual interviews were conducted with business leaders and public sector officials throughout Mohave County. (See Appendix D --Leadership Interviews)
The Assessment focused on the interviewee’s perceptions of:

· Economic development and the roles of those entities involved in the economic development process in the City. 

· PED’s role and effectiveness of its economic development programs.

· Who should lead a funding effort.

· The importance of a business/industrial park to diversify the economy and bring higher paying jobs to the City.

·  The viability of a funding campaign to raise approximately

 $2.0 million over a three to five year period. 

IV.
KEY FINDINGS AND CONCLUSIONS

Question 1. What is your understanding/impression of economic development efforts in Lake Havasu? How would you rate its effectiveness?
The 65 individuals interviewed expressed the following regarding the City’s economic development effort in the past 2-3 years:

· 32%  - Fair

· 31%  - Poor

· 22% - Good

Over 50% of those interviewed felt that the City/City Council are not supportive of the PED and that sends the message to the community that the City is not committed to economic growth.    

Lake Havasu City is considered by 57% of interviewees to be more difficult and cumbersome in which to do business than other cities in Mohave County, such as Bullhead City and Kingman. 39% said that the Department of Community Development makes it difficult for new and existing businesses to do business in the City. The primary complaint is that the permitting process is too cumbersome and takes too much time. 

Most developers and commercial real estate companies interviewed, stated that this department tries to help companies and has improved greatly over the past several years.  

Overall, there is optimism that the dialogue between the City and PED will improve, with a new City Manager and the recruitment of a new CEO at the Partnership. 

37% of those interviewed felt that the PED has not done a good job in the past several years. However, the business community feels that the City needs the PED and is optimistic that with the right CEO, PED can be effective.

“ The City and City Council can do so much better in economic development. We need leadership in this sector”.

“Our City Council listens too much to the retirement community. It has to say: we must do what is best for the future of the town”. 

“City Council gives lip service. Most of our public officials lack a true understanding of economic development”.

“City Council holds the purse string and tells PED: you do what we tell you to do”

“The business community needs the PED. The City is not proactive in economic development. Somebody must be. The PED must take that role”.

“Kingman and Bullhead City are well ahead of us in economic development”.

“The Community Development Department makes it harder for new companies to come in. You have to be determined to come in and fight the City ”.

“ The Community Development folks are sincere, friendly, and are getting better”.

Question 2.  In your view, what are the priority issues/problems

which currently impact Lake Havasu’s economic development growth potential?

· 45% of those interviewed feel that the current lack of adequate funding for the City’s educational system, unless reversed, will make it harder to recruit managers and workers with families to Lake Havasu when the Park will be operational.

· The City’s school issue was on the top of the list of problems that currently impact recruitment activities.  More importantly, the business community believes that this issue is fundamental and will be a hindrance to the economic well being of the City.

The other issues in order of importance are:  

· 43% of respondents felt that the increase in housing prices is a detriment in bringing new employees to the City.

· 41% felt that the lack of commercial land is a major deterrent to economic growth.

· 39% of businesses felt that the Community Development’s permit office make it harder for new companies to locate in the City. 

“ Last year there was a 25% turnover of teachers. They leave for higher paying jobs in Kingman, Parker, and other areas”.

“The high student/teacher ratio, low salaries, and lack of supplies makes it harder to retain the good teachers”.

“ If I were to move here today, conditions of the schools would make me think twice”.

“How can PED recruit if there aren’t any sites to show?”.

“Jobs that come in have to pay in order to buy homes with our current prices”. 

Question 3. What are your thoughts regarding the proper role and responsibilities of the PED in Lake Havasu’s economic development efforts? 

Of those interviewed:

· 100% stated that the PED should aggressively market and promote Lake Havasu to new business prospects and deliver real results in terms of new jobs and capital investment. 

· 100% said that PED should develop the business park to recruit targeted companies from outside the region and provide existing companies that will expand a place to relocate.

· 83% stated that the PED should be a catalyst in improving communication among public sector officials, business & community leaders and the City’s residents about economic development programs

· 38% felt that the PED should be involved with retention. It must be pointed out, however, that over 50% of those interviewed did not initially understand what an economic development retention program entailed.  

Most respondents felt that the Chamber of Commerce is the best organization to be involved with retention, assisted by the PED.   

· Only 9% of respondents said that the PED should be the lead organization for workforce development and training. When asked: “Who should be the lead organization for workforce development/training in the City?“, 49% responded that Mohave Community College should be that organization, with the PED playing a supporting role.    


“I have not seen any progress with the PED in the time I have been here”.

“As a member of the PED, I don’t know if they are recruiting or what they should be doing. Why can’t staff keep me more informed? Maybe they have recruited new companies and new jobs. That is their function, right? But if that’s the case, they should keep me more informed”. 

“Their number # 1 priority is to get the business park off the ground and recruit companies for that park”.

 “Should not spend time recruiting big boxes or retail. They will come despite PED. We need higher paying jobs and more diversified clean manufacturing”.

Question 4.  What are your thoughts regarding the role of local organizations to influence important development issues and where should specific responsibilities lie?
The following list reflects the opinion and responses expressed by the majority of assessment participants.

ISSUES




 
LEAD ORGANIZATION
Community Image Enhancement
 
Chamber/CVB

Strategic/Land Use Planning


City 

Workforce Development/Training    
Community College and PED

Marketing Lake Havasu



PED/Chamber/CVB

New Business Recruitment            
PED    

Existing Industry/Retention Expansion
Chamber with PED’s assistance

Product Development  (Business and 
City and PED

    industrial parks)



Retail Attraction
Developers and real estate companies with PED’s assistance

ORGANIZATIONS:





* Lake Havasu City


*Lake Havasu City 

* Lake Havasu Convention

 Partnership for   E.D.


   and Visitor’s Bureau (CVB)

*Mohave Community

* Lake Havasu Area Chamber

 College

of Commerce







Question 5.  What are the key measurements, benchmarks and return on investment criteria that you would like to see incorporated to grade the PED?

Answers varied widely and were very dependent on the specific business sector in which a particular assessment participant’s business is operating.  67% of those interviewed want to see a rigorous and detailed system for program measurement of the PED.

The following are the criteria that were mentioned (not in order of importance):

· Number of prospects contacted
· Number of prospect visits
· Number of companies recruited

· Number of new jobs

· New taxes added to the City

· How well PED communicates with the business community

· Marketing Plan

· Plan of Action with quarterly updates to show results versus the Plan

RDG suggests that the PED could use an annual “scorecard” similar to that included as Appendix C. This scorecard would track activity and achievements in new business recruitment, local expansion efforts and include new job creation and investment goals.

The scorecard would be an important element of an annual report to program investors and community residents. 

“PED must show how well it has met its yearly objectives. Keep the community informed on this”.

“Show how much development they brought in and how that results in new taxes and jobs”.

“…….Also show soft measurements – relationships with other economic development players in the City”.

“Don had an Executive Letter. It had too many big words and no detailed information on what the PED was doing”.

“I would like to see their marketing plan. Don’t think I ever saw one. Show the short, medium, and long term plans”.

“We need to look at the PED as a sales force. Show sales performance”.

“I want to see their annual budget. Marketing should be the largest amount in the budget”.

“All I heard was that everything was confidential. I understand you don’t mention the names of the company. You still can show how many prospects you have and the follow up.” 

Question 6. (If a member of the PED) – Are you satisfied with PED programs? What do you want the PED to do better in order to keep you as a paying member?

44 (61%) of the 65 individuals that were interviewed for the Community Assessment were members of the PED. The following summarizes their collective view:

· 75 % felt that the PED could play an important role in the City.

· 58% could not give specific examples of what the PED has done in the recruitment of new companies in the past 5 years and did not know the programs. 

· 42% felt they fully understood what the PED mission has been and what are its current programs of work.  With this group, there seems to be some general uncertainty about what the PED has delivered.

· Overall, the members felt that the PED can become much more visible and its message clearer in the future through enhanced communications.

There was not a specific list of items that current members mentioned in order to retain their membership. 100% of the members interviewed stated that one of the most important ways to keep their membership is to: 

BE KEPT INFORMED ON PED’S ACTIVITIES ON A REGULAR AND CONSISTENT BASIS

RDG suggests that the PED create as soon as possible an investor relation program to connect the membership with the PED (See Appendix B for a sample investors program) 

 “As a member, I am not satisfied with their communication. I am very involved with economic development in the City and, yet, I still don’t know what they do on a yearly basis”.
“I want to know what their yearly plan is”. 

“Don’t know what they are doing”.

“If I were not on the Board, I wouldn’t know about the organization’s programs just by being a general member”.

“I’m Ok with their programs. Must simplify the explanation of what they are trying to do”.

“Don told me that if I joined I would get this and that and would be part of a network. Never happened”.

“The chamber does a good job in communicating. I am a member in both organizations. PED should look at how the chamber keeps its members informed”.

“I am exceedingly satisfied with PED’s programs. However, there should be better communication with membership about what it’s doing.  We lost our membership person. Don was good at recruiting new members”. 

“I read the monthly reports. I think it’s only the minutes. They should just send me a quarterly report that gives summary of their activities”.

Question 7. (If not a member of the PED) – What would you want the PED to do in order for your company to become a paying member? 

21 of the 65 (32%) interviewed were not presently members of the PED.  Of these, 90% were never visited in the past year. The remaining 10% had some minimal interaction with the previous CEO, but were never presented with the benefits of becoming a member and, more importantly, were never asked to do so.

Of the 21 non-members interviewed for the Community Audit, 19 companies will most likely become members during/after the funding campaign.  In order to become members of the PED, non-members would want the following (not in order of importance):

· Kept informed on activities

· Several visits by a PED staff member before making decision

· Stated benefits of belonging to the PED

· Proof of networking possibilities 

“No one has ever sat down to ask me to become a member. You are the first person from PED to tell me what its doing”.

“I may consider joining the organization once I know better what the PED does and what my company can get out it”. 

“PED is not on my radar screen. Don’t know what it does”.

“Never been visited.”

“Need more background information. What are the plans for the future? Once I know, I may be interested”.

“Don’t know what PED could do for my accounting services”.


Question 8.  Which of these development initiatives will deliver the most benefit to your industry/business?

Answers varied widely, with companies, which are frontline beneficiaries of growth, giving higher benefit ratings to image enhancement of the City, planning for use of scarce commercial land, new commercial sites (to be created), and the economic well-being of existing companies. Non-frontline beneficiaries, such as manufacturers, gave higher benefit ratings to workforce development, training programs and expansion support.  The most frequently mentioned priorities in order are:

· Image Enhancement

· Strategic Land Use

· New Product Development (i.e.: Park, Sites)

· Existing Industry and Expansion Support 

· New Business Recruitment

· Marketing Lake Havasu

· Workforce Development

“ We don’t have any commercial land left. The City and the PED must create new sites”.                                  

“ We have more business than we can handle. We just need to rely on good marketing of

   the area for new arrivals”.

“In my business I can already see some slowdown of the construction business.  We really depend on the planning of new land use by the City and the PED”.

“ We have a shortage of good workers.  The PED and the College need to address the issue

  of training people on how to work”.

Question 9. What are the most important issues impacting your business during the next 3 to 5 years?

The following are the issues that the interviewees said would impact their businesses in the near future (in order of importance): 

· 82%  -  Population growth

· 57 % - Availability of commercial land

· 48 % - The increased cost for residential real estate

· 39%  - Lack of available workforce

Population growth is by far the most important contributor to the success of the businesses interviewed.  The required growth was not measured in terms of numbers but in the quality and the disposable income of new workers and family coming into the City.  The Park and the companies and workers that it could attract, was used by those interviewed, as an example of what could create the right type of population growth.

9% of businesses interviewed plan to eventually move to larger quarters in the next 3 to 5 years. Their concern for the lack of commercial land is understandable and were pleased about the creation of the Park. The remaining 48% of those businesses, who mentioned the lack of land availability, may have expressed their concern, as a signal that without new land, the economic growth of the City could be stagnant. 

The importance of the Park to these interviewees is the answer to their concern about the dwindling of commercial land available for new and existing businesses.            

“ The success of my business will depend on the increase of better paid workers in the

   region”.

Question 10.  What are your thoughts of a business/industrial park to diversify the economy and bring higher paying jobs?

There was an overwhelming outpour of goodwill towards the creation of the Park.  The following is the breakdown of the responses:

· 93% of those interviewed stated that the business park is extremely important for the future of Lake Havasu. The word necessary was used over and over during the interviews.

· 7% said that the business park is a good idea but had some reservations on how it will be planned and whether or not the business community will help raise the necessary funds.

· 92% of the businesses interviewed agreed that it was necessary to raise funds from the business community in order to make the Park a reality.

· 5 companies (8%) said that they would not contribute because they would not see a return on their investment.

The business community could not overstate the importance of developing the business park more. It was evident during the Community Assessment period, that the need and eventual creation of the business park is a galvanizing issue that will bring together the business community on this specific economic development project.

 It was also evident that the word industrial needs to be dropped, as it connoted (erroneously) that the City may be interested in recruiting to the City heavy manufacturing.

 The lack of suitable commercial land warrants the development of a business park. The PED with the City is well positioned to lead this type of special project by helping to coordinate the  purchase, master plan and market the new business park.

“It is a must to diversify the economy”.

“Absolutely 100%. I will participate”

“I am a big believer. It will control the right growth of businesses needed to diversify our economy”.

”If it is planned right, it will be great”.

“Very important. Will increase the class of people that will come to this town”.

“A very big plus. A must in a town growing this much”.

  “Must have it. Excellent to retain businesses that will expand in the future”.

“Have to. Extremely important. Wish the overall community was more open-minded about the park”.   
Question 11. What are your thoughts regarding the capability of PED to raise $ 2 million from the private sector over 3 years? Over 5 years?

· 92% of those interviewed stated that they would consider making a financial commitment at some level. The other 8% said that they would not do so because they would not see a return on their investment. 
·  100% of interviewees thought that a five-year cycle for donations would be preferable because it would allow companies to stretch their pledges.  They also felt that most prospects would give more over a five-year period.    
Based on the Community Assessment findings, Resource Development Group recommends the following:

· The PED Board of Directors should formally endorse a broad based private sector funding campaign to begin immediately with a base funding goal of $ 1.65 million or  $ 330,000 per year over a five year funding cycle (See Appendix A for a suggested campaign timeline). 

· 10% of the yearly money raised ($ 33,000) should be allocated to a fund to be used specifically for recruitment activities for the Park (i.e. marketing material, site visits to targeted companies).
Setting up the “recruitment fund ” will be a signal to donors that the PED has a well-thought out follow-up plan to the funding campaign.  
· $30,000 of the first year funding should be earmarked for retaining a specialized consulting firm to do a targeted industry study. It is imperative that the PED know exactly what type of companies fit best for an airport business park.       

Question 12. Would you provide the names of some key business and community leaders who you would recommend we ask to serve as a member of our campaign leadership team?
Resource Development Group recommends the following leadership structure:

· 2 to 4 Campaign Co-Chairs

· 10/20-person Campaign Advisory Council with an eye towards establishing countywide representation.

Specific suggestions for names for the leadership of the campaign will be provided to the PED’s Executive Committee.

APPENDIX A.

CAMPAIGN TIMELINE

Presented is a proposed campaign timeline, which outlines the activities and duration for a $ 1.65 million funding campaign:

2004-2005 CAMPAIGN TIMELINE

        PHASE I



PHASE II


PHASE III

Nov. 2004 – Jan. 2005

Feb. 2005 – June 2005

 July 2005
Identify, Recruit,


Broad-Based Solicitation

Follow-Up

 Solicit Campaign 







Final Closure

Leadership

Complete Prospect


200 – 225 Total Calls


Close - Out

Screening & Rating







Report

Create & Produce


Leadership Functions

Campaign

Campaign materials







Success Event

Develop Master 


Kick-Off Event?

Prospect List/Database






Ground Breaking Event?

APPENDIX B.

INVESTOR RELATIONS PROGRAM

The success in collecting the raised funds over the next five years will depend on a focused and consistent Investors Relation program. This program will be fundamental to retain existing members and recruit new ones.

The objective of the Investor Relations Program is to make every current and prospective investor an integral part of the PED.

During the funding campaign, RGD will suggest a program, which will be based on a systematic, structured program, that will include (PED has currently some of these activities):

Communication



Recognition

Opportunities for Feedback

Participation in Program Initiatives
COMMUNICATION

· Investor Meetings – A requirement of this program will be to hold an Annual Meeting with all investors.  The PED staff and Board Leadership will present to the investors the activities, successes and accomplishments of the PED for the previous year.

· Investor Newsletter (six times per year) – Hard hitting, bulletin style.

· E-Mail Letters (Periodic) – Updates on specific topics of interest to investors. Keep them short and simple.

RECOGNITION

· Publicity in newsletters, PED materials, and print media.

· Special company recognition at the Annual Meeting.

· Special corporate recognition for hosting special events.

OPPORTUNITIES FOR INTERACTION

· Annual Meeting, Board Meetings, Committee Meetings, 

     and Special Events.

· At least two direct contacts per year for each investor.

PARTICIPATION IN PROGRAM INITIAITVES

· Serve as a member of a working committee.

· Serve as a key member to host receptions/tours for prospects.

APPENDIX  C.

PED SAMPLE SCORECARD

Existing Industry Program



# of local company visits

# of support packages developed

# of financial packages delivered

# of expansion projects completed

# of expansion jobs created

# of existing jobs retained

New capital investment

Expansion tax base increase

New Business Recruitment

# of trade shows attended

# of multipliers visited

# of direct mailings

# of new prospect inquiries 

# of recruitment visits to targeted industries/regions in the US

# of prospect tours/site visits

# of companies located

# of new jobs created

Average wage of new jobs

New capital investment

New tax base created

Marketing/Image Enhancement

# of newsletters produced

# of articles released to media

# of ad placements

Miscellaneous

# of grant applications

# of grants awarded

# of Spec buildings completed/sold

Leadership interviews for the community assessment and fundraising feasibility study

Bob Alvarez


The Home Depot

Richard Anderson

Anderson CDJ

Dale Bailey



State Title Agency

Suzannah Ballard


Coldwell Banker McCulloch Judd Realty

Liz Beamish


SleekCraft & Magic Power Boats

Robert D. Benbow

Burns & McDonnell Engineering Co, Inc.

Martha M. Bennett

Bennett and Company



Mike Bradley


Bradley Chevrolet & Ford

Glennie Bradshaw

American Graphics

Daphne Brocker


Coach-Net


Barbara Brown


Compass Bank

Delbert Campbell


D.L. Campbell Company


Kevin W. Cannon

First Savings Bank

Michael E. Carr


London Bridge Insurance

Sylvia Clark


Brooks-Clark & Associates

Darin Craig



Craig Plumbing Contractors, Inc.

Dan Cunning


LH Convention Visitors Bureau

Devin M. Cunning, M.D
AZ Coast Ear, Nose & Throat Ltd.

Lisa Krueger


LH Area Chamber of Commerce

Michael Dagon


Mohave Realty Inc.

Mark Dutton


Wal-Mart

Jason Endline


Larry D. Builders

Tim Ernster



City Manager

Thomas J. Ferry


UniSource Energy Services

Shelton J. Francis


Horizon Community Bank

Steven Greeley


KJJJ-FM, KNTR-AM

Teri Griffis



Griffis Construction

Ed Jacobs



Lake Havasu Realtor Association

Jack Jakub



AZ Gateway

John Jehle



Rudy Glass Company

Buster D. Johnson

Mohave County Board of Supervisors

Steve Judd



Coldwell Banker McCulloch Judd Realty

Gary L. Kellogg


UniSource Energy Services

Kristen Lietz - Aldridge

Lietz - Fraze Funeral Home

John R. Lindsey


LJR Construction

Steve Luzzi



Luzzi Mitsubishi & Suzuki

Kenneth E. Moyer

Wachtel, Biehn & Malm

Rick Murphy


Murphy Broadcasting, Inc. 

Mark Nexsen


Mark S. Nexsen CPA

Gary Oxley



G. Oxley Construction

John Parrott
Coldwell Banker McCulloch Judd Realty

Michael Penn


Bank of America

Larry Prielipp


Prielipp Construction, Inc.

Mike Quinn


Today’s News-Herald 

Ralph Robertson


SunMeadow Homes, Inc.

Richard Rogers


Bank One 

Chip Romer


Northwest Arizona Distributors, Inc.

Dean Rosnagle


AmeriGas

Alex Ross



State Farm Insurance-Alex Ross

Alan J. Ruetten


National Bank of Arizona

Brian Schiller


Goldberg & Osborne

Jack H. Seyfert


Green &  Seyfert, PC

Tim Shugrue


Shugrue’s Restaurant & Bar

E. Jackson Skinner

Nautical Inn Resort & Convention Center

Brian Springberg


Springberg McAndrew Financial Serv. 

Rick Stephens


AJS Insurance

Ralph E. Tapscott


Mohave State Bank

Gale Tarson


Frontier Communication

Laura Thor



Coach-Net

Dr. Jesse W. Ullery

DBU Homes

Joe Vitela



Joe Vitela Masonry, Inc.

James L. West


Wells Fargo

Bob Whelan


Mayor 



Phil Wiley



Copper Canyon Nissan

Blaine Yost



Mohave Community College
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