Module Seven: Exploring Opportunities
for a Stronger Region

Module Seven will focus on the identification of clusters in a region. It also examines economic
development strategies that might be useful for creating or strengthening a cluster.

Using theWorkbook

The participant workbook contains worksheets designed to assist participants in planning their
economic development effort.

Group Exercises

There are four group exercisén this Session. The exeragéll help the participants understand
the materials, and will provide a break from listening to presenter and allow the participants to get
to know each other a little.

A summary of the group discussions and exercises:

Slide #18Business and Industries Data Sheet

Slide #23Sdf-EmployedData Sheet

Slide #41: Data on Regional Clusters

Slide #52The Creative Class ExeecWorksheet and @ative, Working, and Service Classes
Data Sheet



References

Web Links Utilized in Module Seven

BEAREIS Data
http://www.bea.gov/regional

Bureau of Economic Analysis
http://www.bea.gov/regional

California Department of Food and Agriculture
http://www.cdfa.ca.gov

Center for Rural Entrepreneurship
http://www.energizingentrepreneurs.org

ESRI Business Information Solutions
http://www.esri.com/products/index.html

Economic Modeling Specialists,.|(EEMSI)
http://www.economicmodeling.com

EXCEL Management Systems, m€ounty Business Pattern Data & IMPLAN Data
http://www.emsi.com

IMPLAN Economic Modeling
http://implan.com/V4/Index.php

U.S. Census Non-employer Statistics
http://www.census.gov/econ/sbo

U.S. Censug County Business Patterns
http://www.census.gov/epcd/cbp

University of Wisconsin Extension
http://www.uwex.edu

UWEX Center for Community Economic Development
http://www.uwex.ed/ces/cced

Woods and Poole Economics
http://www.woodsandpoole.com/index.php
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http://www.bea.gov/regional
http://www.cdfa.ca.gov/
http://www.energizingentrepreneurs.org/
http://www.esri.com/products/index.html
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http://www.census.gov/econ/sbo
http://www.census.gov/epcd/cbp
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http://www.uwex.edu/ces/cced
http://www.woodsandpoole.com/index.php
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Slide:1 Exploring Opportunities for
a Stronger Region

Time:Use at start of
discussion

Module
Seven

Instructions

This module focuses on the identification of clusters in a region. It also examines economic
development strategies that might be useful for creating or strengthening a clugtar.will have data
available prior to this meeting that you should hand out to the grotipe data will include information
on the general industrial make up of the region and potential industrial clusters. Depending on how
advanced the group is in their planning experiesicyou might request additional analyses from your
appropriate Reipnal Rural Development Center.

Have this slide showing when the participants arrive.
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Slide:2 Reflecting on the Previous Session

» Whatdid you find most useful or valuable
about the previous session on the

TI me: 5 M In Utes demographic features of your region?

What progress have you made since the

previous session in terms of your homework
assignments?

Any questions or clarification about Module

Six?

4 =

s
=X ;
Instructions

If you have given homework from the previous session, now would be the time to review what the
group has accomplished. This is also the timeadafy any questions from the previous session.

Script

Gl 2LISTdzA f 8z &2dzQ@S KIR GAYS G2 RA3ISAdG GKS RSY23INI
your region. What are your observations now that have time to think about these data andg®#end

What have you decidedre themost useful elements of the previous session? Have you made any

progress since the last time we met in terms of your team assignméings, what? Any questions,

comments, or concerns before we proceed to Module Segen?



Slide:3 Overview of Module Seven

» Explore basic concepts of competitive
Time:1 Minute advantage .o
» Provide an overview of tools and data
available to detect regional competitive

advantage

* Examine strategies for building stronger
regional economies

Instructions;

Note that there is a good bit of information in this session. Depending on how far along the group is, it
might be best to do this module in two sessiolitisthe group has had NO prior experience working
together before or looking atconomic data, delivering this module in twass®ns may be your best
option.

Script

GCKAA Y2RdzS A& LI Ol SR FdzZAf 2F AYyTeMNNBOAZ2Y ® 2
understand the basic concept of competitive advantalieessencewhat does a region neeid order
to gain a competitive advantage in a particular industry?

We follow that by looking at the tools and data for detecting a competitive advantage in a region. Then,
we will explore several strategies for building stronyds AA 2yt SO2y2YA Sa dé



Side: 4 Basic Concepts of
Competitive Advantage

Time:1 Minute "

e =

Instructions:

This first section provides a brief overview of the concept of competitive advantage. Even with
experienced groups, this section will be important to review in order to ensure that common
understandings and defiridns are used by the group as it proceeds with its planning activities.

Script

G2 SQR fA1S G2 aidl NI GCompetiive Advahfageensara iNdRWeare 8l S A Sg 2
thinking alike when it comes to this concept. This will help us moveafdrtegether in a more

seamless way as we begin to look at specific economic development strategies that might make sense
F2NJ 2dzNJ NBIA2Yy dé




Slide:5 Competitive Advantage: Four Factors

Business shapes the economic value of a
region, but places can help shape, nourish,

Tl m e " 1 M | n u te and sustain local enterprises and industry.

What determines competitive advantage?
+ Firm Strategy, Structure and Rivalry
+ Factor Conditions
+ Related and Supporting Industries
+ Demand Conditions

Instructions

Before showing the lower portion of this slide, first ask the group what they think creates atitvep
advantage in a region? Write their answers down on a flip chart and try to organize the responses based
on the faur determinants discussed here.

Script

G2 KIFId R2 @2dz 0KAY]l LINROGARSA Whatdcksamprove NB R AR y Q2 Y LIS
relative standing and what factors are obstacles wating a competitive advantage?

[At this point, ask for input from the participants and write the responses on a flipchart. When
appropriate, introduce the informationantained in the next aragraph.]

Michael Porter, a Professor at Harvard, suggested that there are four factors that determine competitive
advantage.

The first idirm _strateqy, structure, and rivalrghe second is the set ddctor conditionswithin the
region; thirdis related and supporting industrieand the fourth factor iglemand conditions We will
Grt1 Fto2dzi SIFOK 2F (KSasS FIrOl2NAR yR K2g (KSe& Ayl




S||de ) 6 Firm Strategy, Structure and Rivalry

How many . Local customer
Firm Strategy,
competitors? o 4 base? What do
What is the threat ® Struc}ure and . people want?
of new entry? Rivalry

Time:2 Minutes

Related and Demand
Supporting [ Conditions
Industries

N How does place
What value NG Factor influence the
al
npu

o
chains or Conditions * ® @ uant

clusters exist and cos input

in our region? fi

Porter’s Diamond Theory

Instructions

tKAad af ARS AYUNRRdzOSa& G KS nf Relzbd tAebe@dngeptdwith y  t 2 NI S ND
participants to help form a foundation for later discussion.

Script

G[ St Qa faniistratey, sirdctir and rivaln K G RSFAyYy Sa (GKS MBEA2Y Qa TA
many competitors are there®hat is the qualityf the goods and how does it vary across the firns?
there customer loyalty?Are there barriers to entryAre there eonomies of scale in production?

Demand conditionsan represent either the local customer base for serased industries or glath
demand conditions for export industrie$Vho are the customers and what do they want?

Factor conditionslescribe the quality and cost of doing busine$his would include labor force,
infrastructure, land, etc.

Finally related and supporting indiiges are the businesses in the region that either supply inputs to an
AYRAzZGNE 2NJ FNB FANXYA OGKFG NS O2YLISGAY3a 6AGK SIO




Firm strategy:

- . 3 hospitals
I e 7 full-time doctors
- Industry determined by
University-Owned Hospital,

located 100 miles away

T : . : 2 M : t Related and Supporting D“E:::pi‘;::::‘;“s’

I I I Ie [} I n u eS Inaustry: Health underemployed seeking
25% of durable supplies » low-costheaith care

can be purchased locally Care Higher in ing the

0% of non-durable supplies region
can be purchased locally INdus"y 2

Factor Conditions:
Low rent
Inexpensive unskilled labor

Difficult to retain medical
professionals

Instructions

'aS GKA&a &t ARS (KIFIG RSLMAOGA Iy SEIFYLIES 2F t2NISND

understanding of the concepts we prested inSlide Six

Script

G1 SNB A& 'y SEFYLXS 2F t 2NISNRA& 5 sare¥haugtiin & krdl2 NB
area.

Firm strateqgyis described by the number of hospitals, the number of medicaleggibnals, and the
ownership and management of the health care options.

Demand conditiongnclude the need for medical services. In this examplesitmome individuals use
local health care services but higher income individuals leave the region asmdi inethe nearest city for
health care.

Thefactor conditiondn this region for health care include low rent, inexpensive unskilled labor, but at
the same time a difficulty in retaining medical professionals.

Finally, therelated and supporting indusassupply both durable and nedurable inputs into the

health care industry. Durable goods are those that aren't consumed or quickly disposed of, and can be
used for several yeardNon-durable goods are those that do not last a long time or are quickly
consumed.In this exampleoneof the nondurable supplies (latex gloves, sanitizer, etc) the hospitals
S2yadysS OFy 068 LIHNDKFASR 20t f aefyfows e dimafe § KS @
goods (hospital beds, mammogram machireis) can le purchased locallg.
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S||d98 Regional Competitive Advantage

« Businesses are competitive to the degree they
can generate profits.
« Places are competitive to the degree their

Tl me 1 M |n ute residents can build wealth.

« Regional competitive advantage: the
interaction between businesses, industry and
places that generate local wealth.

« Wealth building opportunities also exist
outside of the private sector (government,
non-profit organizations, and investments)

Instructions

This slide introduces several key connectors in the discussion of competitive advantage.

Script

G¢CKSNE NS aSOSNIf AYLRNII yG etidddl tcompettiveadidntate. G 2
e Businesses arcompetitive to the degree they can generate profits.
e Places are competitive to the degree their residents can build wealth.

¢ Regional competitive advantage can be detected as the interaction between businesses,
industry and plaes that generate local vedth.

¢ Wealth building opportunities also exist outside of the private sector (governmentpnafit
2NBFYATFGA2Yy&aY YR Ay@SalyYSydaodg
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Slide:9
Tools and Data for Detecting
Regional Competitive Advantage

Time:1 Minute

Instructions

This slide begins the second section of Module Seyene in which we examine the set of tools and
data that can help a region determine its competitive advantage.

Script
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Slide:10 What are the Keys to
Economic Growth?

_ _ * People |
Time:3 Minutes  Place y

-

* Businesses
* Innovation
* Clusters or branding

Instructions

In this next sectiof Module Seven, we want to focus on the components of a region that are key to
economic growth.Each one will be discussed in greater detaikivesal of the following slidesThe

people (workforce) has already been discussed to some extent in Mobkleus sincet is such an
important feature of a regional economy, it makes good sense to revisit this topic again in this module,
particularly if we want to examine specialized skills or occupations that the region mightaviamget

for further exparsion.

Script

G 2 K I (the ke)isBo economic growthth general, the key elements are people, place, businesses,
innovation, and creating a brand or clusfer a given place or region.

2 KFGQa @2dzNJ NBFEOGA2y (2 (Kglaftoff thisiistX I NB GKSNB 20K
[Allow for discussion]

Ly GKS ySEG ¥S6 at ARSazZ ¢S Qfwe caiidffdr fou somédmpria@ NI f 2 2 |
insightsb €
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Slide:11 First Key t(? Economic
Growth: People
* Who are our workers?
. . . = Skill level, education, occupation
Time:1 Minute i e i
* Who are our residents?
= History and culture

= | ong time residents, newcomers

Instructions

The first item we want to examine is PEOPLE, specifically two groups: tkierwe and local residents.

Script

GLFT GKSNB Aa tye 2F GKS FAGS {Sea (tkPEOPKES Thep dz R A
represent both the workforce and the residents ofegion.

Who are the workers in the region? What are tkill levels and educational attainment of these
individuals?Do the residents like to work?

Who are the residents? 1Bere a strong culture and rich history of the families in the region, and if so,
what are they? Are thermany newcomerstothe @A 2 Y K €

14



Slide:12 People: The Residents

* Who are the people that live in this region?
= How long have they lived here?

T| me: 2 M | nutes = How many generations have lived here?

= Where did they move from?

= Why?

* Why do they like living here?
= Social conditions
= Cultural factors
= Economic prospects

Instructions

This slide continues to highlight some of the important aspects of local residents that have relevance to
the economic opportunities and activities in the region. Try to generate discussion among the
participants around these g@#ions.

Script

G SGQa RSt @S Ayi2 GKS AYLERNIIFIYOS 2F {y2¢6Aiy3a Y2NB
in enhancing economic prosperitynderstanding the history of the residents can help identify

strategies to make people better equipeg for the workforce. By recognizing the cultural background of

the people, education, common skill sets, reasons for living in the community, and jobs that have been
passed on from generation to generation will allow us to discover whaakiead withod any

intervention.

So, it may be useful for us to ask ourselves the following questions:

A Who are the people that live in this region?

How long have they lived here?

How many generations have lived here?
Where did they move from?

o Why?

A Do they likdiving here and why?
A Social conditions?

A Cultural factors?
A 9002y2YAO LINRPALISOGAKE
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Slide:13
Time:2 Minutes
Instructions:
tKS aSO02yR F20It LRAY

for workforce are identified and discussed in thidesl

Script

d¢KS

dSO02yR RAYSyarzy 27

Specifically:
A Who are our workers?

2T AYyGSNBai

People: The Workforce

* Who are our workers?

= Basic demographics
= Experience
= Work ethic

* |s our workforce adapting to change?

» Technology
* Recognizing needs

o

W LIS 2ok dhabeistirbthe delgigh

GKSY Al

G2 SEFY

A What are their basic demographic characteristics. . . Such as age and gender?
A What work experience do #y have (education, training, skills and years on the job)?
A What is the work ethic of those in the local labor force?

A Is our workforce adapting to change?

[ 5604

A Keeping up with technology?

A Recognizing and responding to the changieeds of regional business?

GF18s ¥2NJ SEIlFYLX S=3

iKS OKIy3IAy3

g2N)] T2NDS vy

all hospitals must implement electronic medical records. This means that all nurses, doctors, and
clerical staff have to be prepared for the tediogical shift. For many, this will require formal training.
The degree of difficulty adapting to this change will vary by past exposure to technological

A Y LINE

dSYSyiia | yR K2g

lj dzA O1 t &

iKS Odz2NNBYy

g2N] F2NDO
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; . The Second Key to Economic
Slide:14 Growth: Place

* What amenities does
our region offer?

* Why would people want

Time:1 Minute

to live here?
* Why would businesses

relocate here? N/ -

Instructions

¢tKAad aftARS AYyUiNRBRdzOSa (KS O2yOSLJi 2F aLJ | OS¢ 2NJ
advantage that is worthy of consideration by a region.

Script:

Gt £ OST 2N f20FGA2y> Aa ONUzOAILET G2 @M idE a ¢Sff
important to pay attention to the good things that are present in your region. Here are some guiding
guestions:

A What amenities does your region offer?

A Why would people want to live here? (Such as the quality of education, qualityusmdity of
healthcare, recreational opportunities, overall cost of living, crime rates, and climate).

A Why would businesses relocate here? How developed is the physical infrastructure? What is

the cost of doing busingss? Whés¢he population base@nd the necessary labor force? What
Ad GKS LINPEAYAGE (2 &dzLdLX ASNHEKE
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Slide:15 Place: Industrial Indicators

» Current leading employers
* New and expanding companies and industries

Tlme 2 ManteS + Research bases, R & D S

* Available land and buildings

» Existing infrastructure

» Access to transportation networks
* Tax structure

Instructions

There are two major aspectsaft £ OS¢ GKIF G I NB ¢g2NIKe 2F FTdzNHKSNI S
this slide, is the set of industrial indicators that may impamnhpetitive advantage.

Script

GQ[ SGQa 0 katdeimpoljadzie@irest#z X | OSQ GKIF G OFy LIl e& Ay AYL
new businesses and help with the expansion of current businesses. What are the industrial features of
WL had&Bemost likely to interest businesgesSome of the important factors include the following:

Current leading employers

New and expnding companies and industries

Research facilities; location Biesearch & Developmergsources
Available lad and buildings

Existing infrastructure (water, sewer, broadband)

Access to transportation networks

¢ E &dNUzOG dzNB ¢

Too Too To o Too To o
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Slide:16 Place: People & Quality
of Life Indicators

. ] Population and labor force

Time:2 Minutes + Education

Health care

Recreational opportunities

Shopping _

Crime, weather, etc. ;:\ i
.

Instructions

TKS 20KSNJ S OBEYy iiK2T ®tS o1 yi G2 O2yaARSNI Ay Of dzRS &
quality oflifed SYSy da GKFG AYLI OG | f20FGA2yQa RSAANIOALA
Script
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region as they are in its industrial characteristics. Businegtla®search the people and quality of life
indicators in tke region. These often include:

A Population and labor force attributes
A The quality of education

A The strength of the health care system
A Recreational opportunities

A Availability/access tehopping facilities

A /I NAYS NridSasz Gel)lS 2F ¢Sl GKSNE SiOo¢
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Slide:17 The Third Key to Economic
Growth: Business
» Whatis the portfolio of businesses in our

Time:1 Minute region (small, medium, large)?

* What's the mix of industrial sectors in our

region?

Instructions

bSEGEZ @dzNY LI NI A OA LI ngeliofeiistingbusiBegsédams iyiporfadt campofenth Y LI2 NI |
2F I NBIA2yQa O2YLISHGAGAGS IRGIyGlF3ASo

Script

dt isimportant to be awareof the importance of the existing industrial make of your region.What is
the portfolio of businesses that exist in the region? Are there visible, successful entrepreneurs? Are
most of the businesses small? Or is there a good mix of small, mediitarge sized firms? [By small,
we mean businesses with less than 10 employees; medium means businesses-Bitiwatkers; and
large are thosavith more than 50 employees.]

Furthermore, whais the industrial mix of our region? Is it constituted mypsif the manufacturing
sector, agriculture, serviee F 8 SR AYRAZAGOGNRAS&S 2NJ 42YS O2YoAyl GAz2yY
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Slide:18 Businesses: Regional Data
* What types of industries/

Time. 7_12 I\/IinuteS businesses currently exist in

your region?

* What are the key

Worksheet Businesses ang occupations? z
. e H h th busi
Industries Rta Sheet Apbloirlond b

economic downturn of the
last few years?

Instructions

Data should be provided to the team at this time that details the typdsugfnesses anthdustriesin

the regiord ,2dz YAIKOG glyld G2 aKINB GKS RIGEFE gAGK GKSY
script below. Have the group trudtest the data (that is, ask them if the information appears to be

accurate given their knowledge of the region). When collectagponses to the questions below,

record the answers. These answers will be important to the planning team whedaidted what types

of businesseandindustriesmight be a good (or not so good) fit when it comes to supporting the

NE 3 A 2 yomia grdsvih 2 Tiey should pay special attention to what businessésdustriesare

growing and which ones are declining, and which ones have been closed or been outsourced to other

regions @ to countries outside the U.S.

Script
G [ SalkaBoutiihe businesses/industries thairrently exist in the region.

What is the industrial makap of our region? (Look at the number of jobs in key industries, such as
manufacturing, construction, agriculture, retail trade, government/governmenegmises). What key
industry type(shave hadoositivegrowth in the region? What key industry type(s) have had negative
growth in the regionAre these findings surpsing or expectedWhat are thedifferences or similarities
to what is happening on the state le®el

What occupations are most prevalent in the region (i.e., management, education, healthcare, service,
sales, farming, etc.)? What are ttwtal earnings per workeassociated with those occupations that
tend to bemost dominant in the region?

b2¢ GKIFIG 6SQ@Sst 28 SHewRthed ddésBAsR Hailvllong have these
businesses/industries been operating in the region? How have they falddyid 2 dzNJ y I GA 2y Qa
economic problem® Would you say they are growing, stable, declining, or are jobs are being

outsourced to other placesithin and/or outside the U.S.?

Have you seen businesses/industries leavertdggon? What types? Why? Are certain occupations on
theupswiy 3 2NJ Ay RSOf AySK LT 423 gKeKé
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Slide:19 Business Assistance in the Region

What type of programs, assistance,

Tlmez Minutes Y or incentives are offered to:

» Support expanding businesses?

* Recruit new businesses?

» Foster the growth of
entrepreneurs or small locally
owned businesses?

Instructions

This slide is intended to undertake a more detailed discussion of the types of support being provided by
G2 GKS NBIAA 2y Qaurid busifiessesl AltRough yedgionStedtli @gnize that small
businesses and entrepreneurial activities are keys to economic growth, they typically overlook these
types of enterprises when it comes to offering technical assistance or incentives. Kemalan not,
assistance and incentives are reserved for larger businesses in the region or to big firms that they are
seeking to attract to the region.

Be ready to record responses to the questions that are posed in this slide.

Script

a [ S Qarsdne gf éha lRiSness assistance initiatives that are already in place in the region. For
instance:

a) What types of programs do you offer in the region that support expanding businesses?

Examples include job training programs, infrastructure improvemnlentcost loans to
purchase or build a facility.

b) What type of assistance/incentives do you offer to attract new businesses? Are they mostly
targeted to firms that are likely to employ a sizable number of people?

c) What type of assistance/incentives do yoffer to entrepreneurs or small locally owned
businesses?

[Record responses on a flip chart.]

While many economic development initiatives tend to be targeted to larger businesses existing in the
region, or potential new firms being recruited to the af@specially if they are likely to employ many

people), efforts are rarely made to support and foster the growth of entrepreneurs or the development
FYR INBgOK 2F avrff 20t odz&AySaaSao {2z tSiQa
resoulOS & ®¢
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Slide:20 Identifying Entrepreneurs

People with
underutilized talent
Social Small
Time:2 Minutes Sl \ b“s'”esses

The __— Entrepreneurship High growth
unemployed businesses

Self- Employed

Instructions

This slide illustrates the various sources of entrepreneurs. Some pursue new opportunities out of a
personal interest or drive to become an innovator. Others have started an entrepreneurial venture out
of necessity; a way to hgb make ends meet durg these tough economic times.

Script

G2 KSNB R2S&8 SYUGNBLINBYSdINBEKALI 02YS FNRYK

Entrepreneurship can be seeded from many sources, including terdployed workers, sekmployed,

unemployed, small businesses, etc. Various sour@sproduce different kinds of entrepreneurs, not

simply marketbased kinds. For example, social entrepreneurs are individuals who create new or

innovative regional institutions which can help support other kinds of entrepreneurial and economic

activities. Some are motivated out of a sense of creativity alone, while others may be motivated by a

sense of selpreservation, as has been the case for many who are trying to find ways to make ends

YSSG RdAzZNAY3I 2dz2NJ yI GA2yQa OdzNNByild SO02y2YAO RAFTAOA

There catinues to be some debate as to whether entrepreneurs are born or are made® ave your
2LIAYA2ya 2y UGUKAaKE
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Slide:21 Who is an Innovator/Entrepreneur?

Identifying Innovators & Problem/Opportunity

Time:2 Minutes Entrepransurs New old

New YES YES

Solution
Old YES NO

Entrepreneur: one whose goal is to
create or capitalize on new economic
opportunities through innovation.

Introductions:

Thetable identifies the different arenas in which entrepreneurship opportunities can emeDdagdy

when the problem and sol&iy | NB 620K G2t Ré Aa SYydiNBLINBYySdzZNAKA LJ
the other three situations, the opportunity for innovatiarand thus, for entrepreneursp to emergeg

is present.

Script

G'a 6S YSY(dA2y SR SI NI buSinEsesSing a tdoftdNBvgrdakediBiesourgeRn aa Y I  f
region. Yet, working to grow entrepreneurs may be of tremendous value to a region. What do you
think entrepreneurs can bring to a region that othgpes of businesses might not?

[Allow for discussion]

In order to explore this topic a bit more, it is important for us to iderdifyerences that exisbetween
an entrepreneur and a small business owner/developer. The approaches each uses and the strengths
that each repesents can be quite different.

One reason to focus on entrepreneurs is because they tend to capitalize on new economic opportunities
0KNRAZAK AYyy20F A2y o W, 2dz YI® NBYSYOSNI FNRY 2dzNJ S
economic growth]. This suggests that while the bessxmight start with just a single employee, there

are opportunities for tremendous growth in the number of employees, revenues, and tax base. Think of
the difference between a tanning salon and the person who invented-iBostWhile a tanning salon

might start with three or four employees and it may be successful, tismet a lot of opportunity for

growth. Arthur Fry, the ian that ceinvented the Postt, grew up in a rural area where the school
consisted of one room. He invented a glue strong ematageling to objects but weak enough to allow

for a temporary bond. It took a few years for the concept to come to fruition, due to both technical
problems with production and management's doubts about the product's marketability. But we know
about the est of this story.He certainly was an innovator.

The chart we present on this slide showcases some key differences in the approach used by an
SYGNBLINSYSdNKkAYY20F 12N gSNRdza | avylff odzarAySaa 2¢
new problemor new solution exists, and an individual (or group) respondsséaels of

entrepreneurship exisp [ SGQa 221 FdzNIKSNI G GKA&A ARSI 2F WA
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Slide:22 Assessing Entrepreneurship Capacity

Community surveys and one-on-one interviews
* Community surveys

Time:3 Minutes

* Community readiness for new

programs
= Leadership
* Networks
* One-on-one interviews with local
entrepreneur
= Assess ambitions and needs
= |dentify regional constraints

Instructions

This slide and the next explore ways to assess entreprenguesipiacity in order to define related
strategies to support this type effort.

Script:

GhdzNJ ySEG (62 at ARSa F20dza 2y G(KS FaasSaavySyi
for entrepreneurs. This slide focuses on qualitative meadiagscan be captured using community
surveys and on@n-one inteniews:

Community surveys can solicit information on

e Existing programs

e Community readiness for new programs
Leadership
Networks

Existing programsnight include programs that provide teclmal assistance to new entrepreneufst
example business plan writing, financial literacy classes, a primer on tax law, etc.

Community readinessRUPRI (The Rural Policy Research Institute) offers a series of surveys that are
used to determine the communii @ Qa NBIF RAYyS&aa FT2NJ yS¢é LINRPINI YA

e Factor 1¢ Openness to Entrepreneurshids the community open to exploring
entrepreneurship as an economic development strategy?

e Factor 2¢ Balancing Business Attractigiboes the cormunity balance @raditional economic
development approach with a focus on lobalsinesses and on energizing entrepreneurs to
create and builhhomegrown enterprises?

e Factor 3¢ Entrepreneurship Prograntspreviously mentioned above

e Factor 4¢ Willingnesdo Invest¢, 2dz R2y Qi ySSR G2 KI @S GKSas$s
has to be willing to invest in them.

e Factor 5 Leadership Tearmm Can your community create a team that will workam
entrepreneurial strategy?
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e Factor 6¢ Beyond Town Bordeisis your ommunity willing to creatgoartnerships with other
area communities to find the human and finanaiedources in order to be in the economic
development game?

LeadershipAre the political leaders supportive of entrepreneurial behavidre there succedsl
individualsthat can serveas leades or coacheor new, aspiring entrepreneurs?

Networks: Are there either formal or informal networks that support entrepreneurBffese could be
networks that are created by regional universities or a weekly bresakihere entrepreneurs in the
community can meet and discuss issues that arise aceive support from their peers.

Oneon-one interviewswith local entrepreneurs will allowoui 2 {y2 ¢ Y2NB | 0 2 dzi
¢ Ambitions and needs What do entrepeneurs hope to accomplish, both for their own business
as well as in support of their community?
¢ Identifiedregional constraintg What do entrepreneurs perceive within the community as being
barriers to starting a new business or growth?

Additional Information:

Source: http://www.energizingentrepreneurs.org

26

Ly S



Sl | d e: 23 Assessment for Entrepreneurship Capacity

Inventory of Entrepreneurship:
* BEA-REIS data P
i o-Qc
* Census (non-employer statistics) 2 7

H . H * County Business Patterns
TI me . 10 M In Utes * Panel Study on Entrepreneurial

Dynamics

* Survey of Business Owners

WO r kS h eet S e I'FE m p I Oyed C.apacity for New Entrepreneurs:

Educational attainment

Data Sheet « Immigration and diversity
* Financial resources

«_ Businessresources

3
Sources
A

Instructions:

You should provide your team with some data that describes entrepreneurship in the region. The best
indicator, although not ideal, is theelfFemployedstatistics collected by th€ensus. The caveat here is

GKIFIG Ylye aodzaAySaaSaé | NigpuypddésdirRSimiividugl clainksihat & G I G A
they own a business for tax deduction wege¥ ¥& o0dzi G KSe& | NByQid FOGAGST (K
number of entrepeneurs. In addition, there is nothing that states that these individuals are

entrepreneurs in the true sense of the word. They might be small business owners but not be creating a

Gy SoRdAzNER: a 6S y2GSR Ay {fARS HmO®

Script

b2 2y S RI lifies Goth daNadt&indXuRi® ydlential entrepreneurship in a region but there
are some data sources that provide a quantitative measure of entrepreneurship in the region. These
include:

Bureau of Economic AnalygjifRegional Economic Information Systdata

Census (noemployer statistics)

County Business Pattern data

Panel Study on Entrepreneurial Dynamics

Survey of Business Owners

Too T To o I

We can also understand some about the capacity for new entrepreneurs by looking at the educational
attainment, imMY A AN} GA2Y | YR RAGSNBAGEZ FAYIFYOALFf NBazdz2NDOS

Workbook Number of selfemployed(proprietors) in the region. NOTE: These numbers are limited to
nonfarm employers.
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; . The Fourth Key to Economic
S“de24 Growth: Innovation

"Innovation . . . the successful

T| me: 1 M | n Ute introduction of a new thing or '

method . . . Innovation is the

embodiment, combination, or
synthesis of knowledge in original, relevant,

valued new products, processes, or services”
Luecke and Katz, 2003

Instructions

Our fourthkey to economic growth is innovation. This is central to the economic expansion of a region.
2S5Qftf SELX2NB GKAA O2yOSLIi FdNIKSNI AYy GKS ySEG (g

Script
GLYY2@F0GA2y A& AYLRNIFIYyG (G2 SO2y2YAO AINRBGGKOD

Yhnovation . . . is genally understood as the successful introduction of a new thing or method .
.. Innovation is the embodiment, combination, or synthesis of knowledge in original, relevant,
@l £t dzSR ySg LINPRdAzZOG&AZ LINRPOSaasSaz 2N AaSNDAOSa®dQ

What region of the United Statestlsought to be home to the most innovative people and businesses?

Some would say Silicon Valley. What was it about Silicon Valley that resulted in the growth and

promotion of so many innovators? Are there other regions that you might identify as inne?ati

WIEFYLE S& O02dA R 068 GKS wSaSlk NOK ¢ Notecf éiridr. Ay b2 NI K
Howcanht NB3IA2Y Yy dzNIdzNE Ayy20F A2y KéE
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Slide:25 Your Region’s Capacity for Innovation

» What are your region’s most competitive
Research & Development (R&D)
assets?

» How effective are regional universities
or community colleges at
commercializing new ideas and 0
innovations?

» What resources does your region offe
to foster innovation? -

Time:2 Minutes

r
SR

Instructions:

You want to ask the group to explore the important elements of innovation, and discussihovation
might differ across urban and rural areas. Furthermore, the assets needed to spur innovation may be
quite different depending upon the location of the region. Be prepared to encourage the group to
discuss the important questiorthat are posedn this slide.

Script:

Gl 2¢6 62dzf R 82dz RSAONAROGS Ayy201 GA2Yy Ay I Whededl f NB3
your innovators in the region? They can be companies or people. What makes them innovators? What
makes them successful?

Innovation is not a skill that is easily taught. Most individuals who are innovators or work as new
product developers for companies were likely born with the ability to think outside of the Dous, it

is hard to foster innovative thinking per se. Howg\a region can support innovation at the point of

the conception of the idea as well as beyond the conception with such resources as marketing, product
development, financing, and so on.

2 KFG A& @2dz2NJ NBIA2Yy Qa O dzNNIR¢gsearch & DavedpniedsseB2 Ak A Yy 2 G
there relationships with regional universities or community colleges that can help individuals create

LINR G2 G@&LISaK 2KFG FRRAGAZ2YIE NBaz2dz2NOSa R2Sa GKS N
discussion].
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Slide:26 How Nurturing is Your Region?

Time:2 Minutes

Business + Idea Generation [l + Development « Production
« Project Planning |l « Prototype Dev * Launch
Process + Testing
‘ + Education « R&D centers + Capital availability
geglor!tal + Technical * Universities + Community Support
Bpacity Assistance + Industrial Parks

Source: Tawari, Buse and Herstatt, 2007

Instructions:

The diagram on this slide illustrates some of the potential points where a region can help nurture the
growth of innovation.

Script

GLY 3ISYSNIfsz (G§KSNB | NdceptisnNifemedtatodn@niarketidg A yy 2 dF GA2Y
Furthermore, thtN\S A ad 020K | WodzaAySaaQ aARS FyR WNBIA2YI f
three phases.Some of the core elements that are associated with the business process and regional

capacity are presented under the three categories of conceptionlementation in our slide. For

example, a business at the conception stage may have a good idea and a plan on how to get the project

off the ground, but having access to educational resources and technical assistance can really

strengthen both the innovatdDa O2 y OSLJG | y R  LJit inyéribor we! disdiissatyNdrie@@ NE =  ( K
was a chemical engineering major in college and the skills he learned in his classes allowed him to
conceptualize the possibility of creatingrsething like the Posit note.

Duing implementation, the region can provide resources such as R&D centers, universities, and

industrial parks to help the business aspects of the innovation. Even businesses like 3M that have a

WhbS¢ t NRBRdzOG 5S@St2LIVSydQ asSishnce dindoFatoisikithe O2 YLI y& O
development of their prototype.

The last phase of innovatianmarketing¢ is usually the most critical, particularly in rural regions. For

individuals who believe they have an excellent new product, the reality is thainiag need capital

and/or financing to produce the goods. In rural regions, this often proves to be a barrier to the
REGSE2LIVSyd 2F | LRAGSYGAItt& ad0OO0SAaTdd Ayy20l GAQD
might not be successful, but thiswhere the support ai region can be so importantf the product is

successful, then thamnovation will likely result in economic growth, such as job expansion and

improved incomes. But the region should be ready to stand behind the innovatorpfelect is a

Ft2LP ' FGSNI I f €32 &2 RI-& Mhaovatots fehd tovbk seRaliinnav&orsi Zhey2 NNEB ¢ Q
FNBY Qi alGAaAaFTASR 6AGK 2dzald 2yS Ayy20F A2y ® ¢ K dza X
because of an unsuccessfilS y (i dzNB & wlkiKSNE GKSe akKzdzZ R I LILJX I dzR
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Slide:27 The Creative Class

Term popularized by Richard Florida in his 2002 book
“Rise of the Creative Class.”
« |dentified class of “creative”

Tl me: 2 M | N utes occupations that should be attracted

and retained
» Defined as “developing, designing or

creating new applications, ideas,
relationships, systems, or products,
including artistic contributions”

* This class is thought of as “footloose”
and attracted to high amenity places

Instructions:

One economic development strategy that is getting considerable attention in some communities and
regions is an effort to attract creative people to their lbttas. We want to spend the next few slides
alerting participants to this approach ggowing their regional economy.

Script:

a S ONBFIGAGS Otraa Aa | GSNY LRLJzZ I NAT SR 68& 5N
/ I

0 A @ @re is WhHatFlridahad td say about the creative class:

B =

¢
N
LG Aa Iy ARSYUGAFASR Ofladaa 2F WONBIGAm@SQ 2 00dzL
creative class includes: scientists, engineers, professors, poets, novelists, artists, entertainers,

actors, designers, architects, writers, researchers and professionals in thettigind
financial, legal, business and medical service sectors

In the past it has been primarily examined in an urban context. Rarely has it been given much attention
in more rural counties or parishes such as thosatthre part of the SET program.

¢KSaS AYRAQGARdZ fa FNB RSTAYSR a WRS@GSt2LAy3Is RSa
NEBfIGA2yEAKALIAT adaisSyas 2NJ LINE Rdaldbeusit, weWr®t dzRA y 3+ N
NEFSNNAYI (2 WAyy20F(i2NARZQ F (2LAKO ¢S RAaOdaasSR §

specific type of innovatog those who are part of the creative class, a group that has a tendency to
develop anddunch new prajcts or services.

2T UKS ONBFGA@S Ofraa Aa (GKIFG GKS@

ys FaLd u
aoe

tKS 2 LIS O
FYSY A LX I OS
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Side: 28 Why the Creative Class?

» The density of creative class has
a positive effect on job growth

H . H both in the ‘creative’ and ‘non-
TI me: 2 M In Utes creative’ sectors.

+ Creative capital and
entrepreneurship work in
synergy with one another to
increase employment
opportunities in both sectors.

Instructions:

2SS glyld G2 GKS LINIAOALIYGA G2 3IAAGS a2 WmbmakeK2 dzZAK G
sense to their region.

Script:

GaLa FGGNY OlGAYy3a GKS ONBIGAGS Oftraa || 3I22R S02y2YAO
or bad strategy, in your view?

What past studies have shown is that the density of creative class has a podéiteoafjob growth,

both in the creative and noareative sectors of your community/regiofurthermore, creative capital

and entrepreneurship work igynergywith one another to increase employment opportunities in both
aSOUG2NEDE
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S||d629 Where is the Creative Class in the US?

How "creatively-driven" is your economy compared to the national average?
Dark-blue is the least creative and dark-red the most creative areas

Time:2 Minutes

Instructions:

Showthis map and explain to the participants how to integpthe information it showcases.

Script:

G2 KSNBE Aa (GKS ONXBI {idt hprisiOd, thefiedare feg areairSpar af zsliforNid, the
Northwest and the NortheastHowever, what abat Montana? Why is there such a large share of the
creative class in a meurbanized state like Montana?

We could explain this by suggesting that because the creative class is footloose, they can travel
anywhere with rich amenities are in placklontanais known for its beauty and for its quiet setting. So,
it is possible to attract the creative class to a rural region if you effective focus on the type of interests
and needs of the creative class.

What does your region look like? Is it more Blue $rfRK £

33



Slide:30 Fifth Key to Economic Growth:
. Clusters or Branding

 Cluster — making the whole greater than
: . ; the sum of the parts
Time:2 Minutes _ B .
» Branding — consolidate the essential
characteristics of the individual identity into
a brand core

Instructions

This slide begins a discussion of the fifth (and final) key to economic growth: clusters or branding. This is
the first time that you will be introducing participants to the concept of clusters. When you show this
slide, ask the@up to identify the clusters and branding that they believe characterize their region. Jot
the information on a flip chartYou will return to the flip chart at a latter point in this module.

Script

G¢KS FAYIFf jndadistudsion déSnomidzirdwth & creating and sustaining a cluster (or
multiple clusters) ad/or the branding of a region.

Aclusteris a geographic concentration of interrelated competitive firms and institutions with sufficient
established or prospective scale to geate external economies. . . making the wholeajee than the
sum of the parts.

Brandingfor a region does not merely consist of attaching new labels, but consolidates the essential
characteristics of the individual identity into a brand core. For eanthe western part of North
Carolina has become branded as a haven for artisans and craftsman as a resugroftieof
Handmade in America.

Given these definitions, do you think your region is known for a particular cluster or brand? If so, what
aNB (KSeK LiGQa LJ2aaioffsr SeNSSdf (K FadiS IVSdat (RATLIIRSS @G5t d2al dySSN
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Slide:31 Industry Cluster Analysis

* A type of analysis that views firms,
and therefore, industries, as

Time:3 Minutes interdependent, not isolated

* Value chains

* A collection of businesses producing
similar output :

Instructions

This slide begins exploring the meaning of clusters by honing in on industry cluster analysis.

Script
G2 KFEd A a lySsfaddaviySinalld wéde it?

Cluster analysis is a type of assessment that views firms, and therefore, industries, as interdependent,
not isolated. This should make intuitive sense since we know that firms locate near other firms with
which they interact or compete.

Clustes can bevalue chaing activities for a firm thais operating in a specific industrilichael Porter
notes that products pass through all activities of the chain in order. At each adtigtgroduct gains
some value.lt typically begins with somigype of raw materials and goes through various activities to
produce a product that is sought by certain emsers. An important goal is to deliver maximum value at
the lowest possible total cost.

Clusters also can be a collection of businesses prodsuimtar output.

For example: gas stations tend to locate at different sides of the same intersection (competing firms).
Or software companies locate in the Northwest section of the United States because they share the

same labor pool even though the sofire companies are technically competing with each other. Think
of how many times you see retail drug stores located near one another (such as Walgreen and CVS).

An example of a value chain cluster is when glass and tire companies tend to locat®e eogetobile

plants to minimize transportation costs when the automobile companies purchase their inputs
NEIA2YI & dé
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Slide:32 What Can Regional
Cluster Analysis Tell Us?

Where we have. ..

Time:2 Minutes He

« Growing industries/clusters
» Declining industries/ clusters

Instructions

This slide explains, in general terms, the value of conducting regional cluster analyses, as they can
identify gaps, ocan offer insights on clusters that may be facing a downturn or ones that may be on the
upswing, thus pointing to opportunities for new economic growth in the region.

Script
G2 KI G Qéngl cluster Wilgsis tell us?

First of all, it can delineatwere we may have gap#re there parts of the value chain that might be
missing? What if we saw that there was a Honda manufacturer that was importing its tires from a
company located 2,000 miles away? This would represent a gap. Starting a newisater@ttracting
a tire manufacturer to the region would minimize the transportation costs and strengthen the
automobile manufacturing cluster.

Second, it can tell us abogtowing industries/clusters Are there high growth sectors that have gone
undetected or that deserve adiibnal attention in the region?

Third, it can provide insights ateclining industries/clustersWhile clusters exist, this does not

necessarily suggest that they are optimal. Should a region start moving away from inveating in

cluster? In some regions, some firms are declining due to global competition. Does it make sense to

invest in industries whose loAg S N LINR a4 LJISOGa F2NJ adzNDA GBIt | NB |j dzS &
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Slide:33 Data Needs

* Industry sector data: number of
establishments (over time), number of

Time: 4 Minutes employees, payroll, earnings

* Potential linkages to determine value
chains

\ Data Source: County Business Pattern Data & IMPLAN data, emsi.com

Instructions

Conducting a cluster analysis requires data. Titge begins to explain how the process works.

Script
Gl 26 R2 ¢S R S$he® aréseveraldaatiio§shitican be used to determine if clusters exist
in a region. Each method relies on the carebllection and analysis of data.

We typically sart by collectingndustry sector data The most basic information we can collect is the
number of establishments within a particular industry, the number of employees, the size of the payroll
and earnings All of this information is potentially availabfree of charge on thimternet or

government sources.

Unfortunately, some of these data are not available due to confidentiality (or disclosure) issues,

especially in smaller populated regions. For instance, industry information is not disclosedtkee to

ability to identify company specifics if the company is the only business within that industry in the

region. As an alternative, we can use Woods and Poole dake data provided by Woods and Poole

FNE SadAyYlraSas a2 Addt AYLRNIFYyd G2 FF 04 OKSO1l (K

[NOTE: You may want to remipdrticipants of the guidelinesffered in Module Six regarding what to
look for when using secondary data, such as that represented bwtheds and Poole informatioh

Finally, if an organization has a subscriptio®un and Bradstreet data, they can tap information on any
individual firm in the region.

In addition, we can need to identify potential linkages to determine value chains within a cluster.
Oftentimes, we use IMPLAN data or information available fronsEgee emsi.com). IMPLAN estimates
a relationship between outputs and the needed inputs, what we refer to as a production function. The
production functionis based on national averages.

For example, if we imagined that an automobile manufacturer vimgas to the national average, we
can estimate the level of inputs necessary to create their current level of oupletwould know the
approximate amount of tires, glass, accountants, #tat would be required to produce caré&gain,
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these data needo be truth-tested becausé Up@sdible a particular industry does not fit the mold of the

national average{ 23X A0 Qa AYLERNIFyd G2 Grf1 (2 GKS o0dzaAySas

LINE RdzOG A2y TFdzyOlAazy f221a tA]Soé

Additional Information

Gounty Business Pattern Dathttp://www.census.gov/econ/cbp/index.html

Woods and Poole Ecomics (useful for rural regionditp://www.woodsandpoole.com/index.php
IMPLAN Economic Modelingttp://implan.com/V4/Index.php

EMSI (Ecomuic Modeling Specialists, Inda}tp://www.economicmodeling.com
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Slide:34 You Think There is a Regional
Cluster, So Now What?

+ Map the cluster by identifying the industries that
H . ; make up the cluster.
TI me. 2 M In Utes + Determine if the cluster is growing or declining.

+ Determine your regional capacity to supply the

necessary industries/products.

« |dentify potential leakages and/or opportunities for
new enterprises.
Determine which economic strategy(ies) might be
most successful at strengthening the cluster.’ =

Instructions

Ask the group to once again identify the clusters they think exist in the region. While they offered their
thoughts about this subject earlier, we want to see if their ideas have changed in light of the information
that has been shared witthem up to this point. Then follow up the group discussion of how to proceed
oncethey believe a regional cluster exsst

Script

G S Qa NBOASYS 6KIG @2dz ARSYGATASR Fa Of dzZAGSNRE SI N
about clustershave you changed your mind on what clusters exist in the region? If so, in what way?
[Se& input from the participants.]

L'y AYLRNIFyG l[jdzSaidAazy adAtt NBYIFAyaY W2KIG ySEGKQ
you through the analysisfaata that can be used to detect the possible existence of one or more

clusters in your region, arttien to exploresome potentially useful regional strategies that are intedd

to build on the cluster(s).

We recommend that you
A Map the cluster by idenfying the industries that make up the cluster.

A Next, determine if the cluster is growing or declining.

A Then, determine if you have the regional capacity to supply the necessary
industries/products.

A After that, identify potential leakages and/or opportities that might exist for the
launching of new enterprises.

A Then determine which economic strategy(ies) might be most successful at strengthening
the cluster.

We will devote time over the next few slides to develop a deeper understanding of the pfocess
YIELIWAY 3T GKS Of dzaliSNHaovo Ay @2dz2NJ NBIAZ2Y dé
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Slide:35

Mapping the Cluster

Time:1 Minute

Instructions

This section explores different approaches to ipiag clusters. Help participants to give consideration
to the useof these strategies within their own region.

SQONEB 32 buftbthestgoy3tap pibéedslof mapping the clustgyin your region. First of
f> GKSNB IINB | @GFENASGe 2F glea G2 R2 GKAAaX odz

40



Slide:36 Value Chain Cluster Example

Wl ne Winemaking

Time:2 Minutes
' o=

Bottles

Grane Growers/ Wineries/ Caps & Corks
P % = Vineyards Processing
Harvesting i Labels
4 Facilities
Equipment
Public

Relations &

Irrigation Educational, Research ki
Advertising

Technology & Trade Organizations

Specialized
Publications

California Food Tourism
Agricultural Cluster Cluster Cluster

Source: California Department of Aariculture

Instructions

This slide explores one of the ways to map a cluster, using wine e@saaple. Walk the participants
through this example, ensuring that they see how many potential organizations are interconnected in
the process.

Script

G¢CKA&E A& Fy SEFYLXS 2F | @ltdzS OKIFIAYy F28desiKS Y ydz
(growers and wineries)There are specific inputs that vital each of these two industries.

To grow grapes, a producer needs grape stock, fertilizers, grape harvesting equipment and irrigation
technology.

To produce wine, a winery needs winernrakequipment, barrels, bottles, caps and corks, labels, public
relations and advertising, and specialized pulies, such as trade journals.

In addition, the cluster is supported by state government agencies such as the Select Committee on
Wine Prodution & Economy in California, as well as Educational, Research and Trade Organizations (e.g.
Wine Institute, UC Davis, Culinary Institutes)

By mapping the cluster, we can visualize all of the components that go into makingkonever,

0 KSNB ’ssayfyQust orye 8IGs®r here. There is the potential for the wine industry to also play a
LI NI 2F GKS [/ FEAF2NY AL | ANROdZ GdzNBE Of dzZai SNE GKS F
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Slide:37 Manufacturing Clusters

Western

Time:1 Minute | 20 I TH

L 1
f 7 I Manufacturing
|| Below Average
. O [ Above Average
3 '1 A Il Sig Above Average
e
1

0 500 1000 Miles

Instructions

This slide shows a different type of clusterprfacusing on manufacturing.

Script

G1 SNB Aa | y2iKSNI Bhisprocess wds Bageld onl-sihtistical ahdlydisi thiaSdstBrmined
where manufacturing clusters existed based on the number of firms, number of workers, value of
output, populdion, education, and pimity to other similar firms.

These manufacturing clusters are based on competing firms within an industry and not on a value chain
FylFftéeaaraove

Additional Information:

Source: Davigilison and Thomas R. Harri20Q6). Explorig firm location beyond simple growth
models: A double hurdle application. Journal of Regional Analysis and Policy.

http://www jrap -journal.org/pastvolumes/2000/v36/F36-4.pdf
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Slide:38

Time: 6 Minutes

Instructions

This slide is the last example we provide on a cludtgortrays a cluster using a bubble chart.

Script

GCAYylLfftes GKAAa Aa Fy20KSNI glte G2 YIL OtdadGdSNa® . @&
guotients, and the number of jobs in the industry, we might be able to identify some potehtsérs.

[ SG§Qa FTANRG RSTAYS t20F0A2y [[d2iASy (o ¢KS f20FGA
concentration of a particular industry in some base location. In many instances, the base location is the
United States, while at othertime$] Q4 (G KS a4l 0SS 6KSNB (GKS Fylfeara A

[ SGQ&8 oNASTFte SELXIAY K2g (2 OFtOdAZ I GS | t201GA2Y
RSGSNNAYS K2g 282dNJ NBIA2Y QA AYRAZAGNRSAE syéuk O dzLd N.
comparisocd dzOK | a GKS adldsS 2N ylraGAz2y® { KASEt RQa OHAANC

G¢KS £20F0A2Y 1jd20ASYyd KSfLlA @&2dz ARSYGATe (GKz2a
needed for local use and selling outside the region (exporting) and thosarthaot meeting
f20f ySSRaA FYR FINB I a2d2NOS 2F O2yadzYLliazy €8S

Calculating the location quotient for a particular industry is very straightforward. You begin by
RSOGSNNYAYAY3T 6KI G LINRPLRZ2NIAZ2Y 2 Fpedfi€ 8dusp YouzhgrQa 62 NJ T
RSGSNN¥AYS GKS LISNOSyidlr3IS 2F GKS g2N] F2NOS SyLx 2eS
workforce (for example, your state or in the nation). Next, you calculate the ratio between your region

and the reference unit{ A G K NB I+ NR (2 (GKS AyRdzZAGNEB &2dz I NB SEF
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sector is 25%. You then determine that the national figure of workers employed mahafacturing

industry is 18%. The location quotient for your region is 25% divided by 18% = 1.39.

If the location quotient is greater than 1, this suggests that the area is concentrated in that industry. It
also assumes that this sector is exportithgir goods and/or services to areas outside of the region. If
the location quotient is less than 1, this implies that the area is below average in terms of its
concentration in a given industry.
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