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2.2 Report

Proving the Plus: Your Support Pays Off

Cleveland

Akron-- Canton--Youngstown

When it launched in 2007, the Cleveland Plus campaign was cited as a creative

and efficient approach to regional ma

tourism, talent recruitment and in

contributions into:

A 3,100 jobs, $

rketing: Placing business attraction,

-region communications under a single brand
and working collaboratively with partners across Northeast Ohio. It was an
approach that earned the trust and support of more than 30 area ¢
institutions and foundations. We are pleased to report they have found their
funds well spent. The Cleveland Plus Marketing Alliance has turned these

95 million i

impact through our partner Team NEO;

A A 37 percent
the Midwest;*

A 17,000 unique

companies, institutions and organizations around the region;

A A 36 percent
region in Ohio, thr

A Nearly 4,000
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second to first place in positive coverage among our benchmark competitors in

nati o

visitor s, fivemeutespenvigit, vere av e
attracted to our talent recruitment Web site in 2009, a site linked to by
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ough our partner Positively Cleveland;
b e r -siewslaiter m MortheBsa Gh®,

subscri

St at eds

60 percent of whom have passed it on to thousands more around the region

and the country.

We have also helped strengthen national market
and biomedical industries, launched a minority business attraction effort,

encouraged the collaboration of young professional networks across the region,
e areaods
attractions and internships, and published quarterly regional economic reports
highlighting positive data and trends that have been widely covered by the local
any marketing effort, we must drive sustained

served as a | in

press. It is a good start, but like
results or our

success to date will have little long
campaign strong and build further momentum, the Cleveland Plus Marketing
Alliance would appreciate your continued investment. Contributions from the
business and philanthropic communities form

k bet ween th

t he

bul k

of

funding; without it, we would not be able to compete with cities and regions
around the country, and increasingly, around the globe, for the jobs, talent and
tourists that help us grow our economy.

This report provides more in
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*source: PR Newswire research 2009

Sincerely,
Rick Batyko

Cleveland Plus Marketing Alliance

-term effect. To keep the
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formation about our progress. We welcome your
questions and suggestions and look forward to working with you in the years
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Than k You To Our

Funders:
AultCare
The Aultman Foundation
Charter One
The Cleveland Cavaliers*
Cleveland Clinic
The Cleveland Museum of Art
The Cleveland Orchestra
The Cleveland Play House
Cohen & Company*
Developers Diversified Realty
Dominion*
Eaton
Ernst & Young
FirstEnergy
FirstMerit
Forest City
Fund for our Economic Future
GE Lighting*
The George Gund Foundation
KeyBank
Lubrizol
Medical Mutual of Ohio
Mercy Medical Center
PNC
Ozanne Construction*
Ohio Business Development
Coalition
Parker Hannifin Corporat  ion
PlayhouseSquare Foundation
Rock and Roll Hall of Fame and
Museum
Sherwin -Williams
ShoreBank*
Squire, Sanders & Dempsey
L.L.P.
Swagelok
Timken
University Hospitals
Westfield Insurance

If you are interested in
becoming a campaign funder,
please contact R ick Batyko at
rbatyko@clevelandplus.com

or 216.592.2225.

*indicates new funder since
last report
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Northeast Ohio needs new industries, companies and jobs to enhance economic prosperity for our
regiono6s r es i daverkstosetaiw ltsiinipessivetroster of businesses that call our region home.
That 6s why the | argest portion of the Cleveland Plus b

Cleveland Plus partner Team NEO focuses on business attraction. In 2009, it redesigne d its business
attraction site, clevelandplusbusiness.com; enhanced online marketing efforts; and launched

clevelandpl usbi omedical .com with Bi oEnterprise to promag

It leveraged the Rock and Roll Hall of Fame Induction, Pro Football Hall of Fame Induction and the
Bridgestone Invitational to execute successful sales efforts, and participated in domestic and international
missions to attract new investment.

The efforts are paying off. Since launching the Cleveland Plus camp aign in 2007, Team NEO has helped
attract 29 new companies, 3,100 new jobs, and $95 million in new annual payroll, which creates an

incremental $260 million in annual regional benefit. In 2009 alone, Team NEO and regional partners

attracted 10 new companie s, 874 new jobs, and nearly $25 million in new, annual payroll, accounting for

$65 million in incremental annual regional payroll benefit. For more on how this impacts lives, see the

More than Numbers story within this report.

As the Cleveland Plus Marketi ng Campai gn was Team NEOO&s primary sourc
development programs in 2009, these results would not have been possible without its support.

Retaining the businesses that call Nort heast Ohs, o home
governments and a number of other | ocal organizations.
relations work, in  -region communications, talent attraction efforts, its new community influencer Web site

and other activities (all covered within this report) are designed to augment the work of these entities.
¥ i

$25 Million
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convention and visitors bureau

Positively Cleveland, the convention and visitor attraction partner of the Cleveland Plus Marketing
Alliance, celebrated its 75th anniversary in 2009. And, despite the dire year seen by the hospitality and
travel industries, Positively Cleveland and the other convention and visitors bureaus in the Cleveland Plus

region continued to achieve multiple successes for Northeast Ohio.

Along with earning the 2009 Facilities & Destinations6 fATop Destinationo a
Positively Cleveland hosted the 2009 North American Travel Journalist conference in partnership with the

Canton Convention and Visitors Bureau, Lake Erie Islands and Shores CVB, Lake County CVB, and the Pro
Football Hall of Fame. Hosting the conference has already generated multiple travel stories across the

nation promoting the benefits of visiting the region, and more coverage is anticipated.

At the end of 2009, Positively Cleveland conducted a AfCome Home for the Holidays
generated nearly 6,000 entries T the largest by nearly three times any of its other sweepstakes last year.

In addition, positivelycleveland.com saw a 36 percent increase in unique visitors, with more than 200 ,000
additional visits compared to 2008.

To better accommodate the traffic and highlight social media usage, Positively Cleveland has just
launched a newly designed Web site. Of the convention sales leads Positively Cleveland received, the

sales team was a ble to convert nearly 50 percent of them into business for the region. Two -thirds of
Positively Clevelandés 2009 meeting bookings were newco
economy and an antiquated convention center, the sales team also managed t 0 book 152,128 room

nights.

Based on a return on advertising study, Positively Cleveland received double the national average return
on its investments. With a conservative spend, this means the targeted 2009 advertising was both
effective and influential on travelersd perceptions.

Eliza Porter, winner of the 2009 Be the Plus
Contest at the Windsor Mills Covered Bridge
in Ashtab ula County.



The Cleveland Plus Marketing Alliance leverages
everything that makes this a great place to live,
work, play and learn, to garner attention from the Percentage of Positive News
national media, including Coverage for Competing Cities*
its growth industries, dynamic cultural and
entertainment assets, educational resources,
quality of life and so many other factors.

Our efforts increased the
coverage by 37 percent, moving from second to

first in the percentage of positive coverage earned
by our benchmark competitors in the Midwest. In

the past year, journalists from Forbes, Black
Enterprise,

Pittsburgh
Columbus

USA Today, The Wall Street Journal,
CNNMoney.com, Reuters, and the Associated
Press, among others featured some of the regio no s
most interesting and compelling stories.

Indianapolis 285%

In just three years, our national media relations
effort has placed more than 75 stories and

influenced positive mentions of our region in many
more. We do this by staying in touch with key Cumulative Positive Media Hits
reporters, keeping ab  reast of stories they are
working on and pitching our
accomplishments and narratives.

The media relations team proactively develops
story ideas that promote the Cleveland Plus
regionds strengths and ar ea
health care, biotechnol  ogy, technological
advancements, manufacturing productivity,
entrepreneurial activity, tourism industry, culinary
arts and more. We welcome any ideas you would
like to contribute. Please contact Rick Batyko at 2009
216.592.2225.

READhat publications across the country are saying about

Cleveland Plus: clevelandplus.com/gcma_media.asp



participation by all in attendance. Participants agreed wit h Our biggest cities and tiniest villages
. encouraging coll aboration among Nor combine to create the 12th largest
. work toward a shared and agreed -upon regional agenda. region in the United States, making

IN -REGION COMMUNICATIONS

Withi n the Cleveland Plus region, we strive to share a steady stream of information with

influencers, community leaders and residents. Our goal is to keep this audience
knowl edgeabl e about regional successes and engagc¢

A

news. | t 6s our belief that our residents should be

WHAT IS THE PLUS?

The Plus: Defines a region
Separately, we are cities, businesses
and individuals who stand proud on our
own. Together, globally famous pieces
of Northeast Ohi 0 meld with hundreds
of surprises to create a region we
proudly call home.

YP SUMMIT/OUTREACH

In November 2009, Cleveland Plus, along with several influential
young professionals from around the region, conducted the first
Nort heast Ohio Young Mmtrofessional sd

The event was attended by the leaders of 38 young professional
groups, representing broad geographic and ethnic diversity. The
summit generated stimulating conversation and encouraged active

Northeast Ohio globally competitive for
new businesses, leisure travel  ers,
conventions and meetings.

A steering committee is being formed and participants are going
through an organizational process to help define and begin
implementing th  is high -level agenda for young professionals across
Northeast Ohio. More than 30 summit participants have already . Qv Qepeerce oo s

expressed interest in participating in developing and executing the st ot s s

commi tteebds next steps. %&w&%a

PLUS COLLEGE

Thanks to the generous support of The George Gund Foundation,
the Cleveland Plus Marketing Alliance is able to offer a Web site
specifically designed to retain the

students. The site, pluscollege.com, offers information about the
regi on 6 s-stadert foocesy ed entertainment and cultural
amenities while directing them to internship and career
opportunities around the region.

ThePlus.us: A new resource fo r
regional news and information

If your marketing efforts target this audience, contact us for

information about how you can advertise on the site. We are proud to announce a new Web

site, ThePlus.us, designed to help keep

TALENT ATTRACTION community influencers abreast of
regional economic development

We encourage you to visit clevelandplusliving.com. The site was activities and to prov  ide them with tools
designed with our local companies in mind to help recruiters and ~ and messages to share with others. The
human resource professionals easily provide information on the site was developed in conjunction with
region to potential and current employees. the Fund for Our Economic Future. It

was made possible thanks to the
Visitors navigatethrou gh t he siteds key areas, generous support of Dominion.
Here, Playing Here, Moving Here and Finding a Job. From outlining

We encourage you to visit the site
often, forward itontoy  our colleagues

and share your organi
news with us so we can pass it on.

the regionbés top industries to prov
attractions, clevelandplusliving.com is a free resource that gives
easy access to all Northeast Ohio has to offer.

In 2009, clevelandplusliving.com attracted more than 17,000

unique visitors who spent an average of five minutes per visit on - ePI u
the site. We encourage you to make sure your organization is .

linked to clevelandplusliving.com or livingintheplus.com to ensure
youdre taking advantage of this fre:
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KANSAS CITY, MO and KS
Destination Brand:  VisitKC

Tagline: Change Your Perspective

The Kansas City Area
Development Council (KCADC) is
a private, nonprofit organization
charged with representing the
economic interests of the entire
two -state, 18 -county region of
Greater Kansas City.

KCADC executes the following:
Economic Development: ~ Think
KC: A national marketing and
branding campaign that positions
Greater Kansas City as the
preeminent location for growing
corporations.

In-region: ONE KC: Symbolizes
the cohesiveness of the entire KC
metro area 1 the economic,
social and cultural
interdependence between two
states, 18 counties and 50
communities.

-plus

Convention/meeting options:
388,800 sqg. ft. column  -free
exhibit space on one floor; 48
m eeting rooms; brand new
46,484 sq. ft. grand ballroom;
three -level conference center;
2,400 seat fine arts theater; on
site parking for up to 1,000.

Web Sites: visitkc.com;
thinkkc.com; onekcvoice.org;
onekcwired.com;
kcconvention.com

On Twitter:  @visitkc

NASHVILLE, TN
Destination B rand: Music City
Tagline: Music Calls Us Home

Economic Development: Run
through the Nashville Chamber,
Partnership 2010
leading public -private economic
development initiative for

recruiting new businesses to
Nashville, including relocating
firms and local expansions

In-region: The Nashville
Entrepreneurship Center began
the | Am Music City program,
which connects early stage
entrepreneurs with the people,
businesses and resources they
need to succeed. A region  -wide
young professional init iative, YP
Nashville, has also been initiated
to engage, empower and connect
local YPs.

Convention/meeting options:
118,675 sq. ft. exhibit space; 25
meeting rooms; 11,000 sq. ft.
ballroom; new convention
center/medical mart will feature
350,000 sqg. ft. of  exhibit space
connected to the medical mart.

Web Sites:  visitmusiccity.com;
iammusiccity.com;
nashvilleareainfo.com;
ypnashville.org;
nashvillechamber.com;
nashvilleconventionctr.com

On Twitter:  @uvisitmusiccity;
@nashchamber; @NashvilleEC

Cleveland Plus has been acknowledged as a leading
regional marketing campaign, but we strive to stay
ahead of the pack. Here are some of the locations we

compete again stevery day.

p!ttSbu l'q h imagine what you can do here

PITTSBURGH, PA
Destinati on Brand: VisitPittsburg
Tagline: Visit Pittsburgh + its

countryside

Economic Development:  The
Pittsburgh Regional Alliance (PRA),
the marketing affiliate of the
Allegheny Conference on
Community Development, markets
the benefits of conducting business
in southwestern Pennsylvania to
companies all over the world that
are growing, relocating or
expanding. The PRA also works to
support the growth of existing
regional employers.

In-region: Imagine Pittsburgh: As
part of the PRA, its tagline is

il magi ney avlh ad an
The Web site provides information
on good news and activities taking
place in Pittsburgh.

h

do

Convention/meeting options: First

green convention center in the
nation; 313,400 sq. ft. exhibit
space (250,000 sq. ft. column -
free); 53 meetingroo  ms; 2,250
seat state -of-the -art lecture hall;
750 internal parking spaces; 37
loading docks.

\Web Sites: visitpittsburgh.com;
alleghenyconference.org/PRA,;
imaginepittsburgh.com;
pittsburghcc.com

On Twitter: ~ @imaginepgh;
@vstpgh




MORE THAN NUMBERS

When his daughters ask him, ADaddy, what do you
marketing and business attraction, Steve Fritsch, tells them, @Al help peopl e

Team NEO, along with its partner s, bpatadngoewvs t
businesses to the region. While its wins and statistics are compelling (see story inside this

report), so are the stories of the people whose lives they have impacted. While Steve helps

provide for his family with his job at Team NEO, he does much more in helping other people
have t he means to provide for theirs.

h e

Every job created helps Northeast Ohiobds economy

af fects an individual, oneds family accountfontted s
3,100+ new jobs Team NEO has brought to the region. But the much more important
measur e, how it ha ssliees,isbacderéoduaptiyop!| e 6

Team NEO created a video to demonstrate how its business attraction efforts have enabled
Nor theast Ohio families to live a better life and look forward to a more optimistic future.
View the video on the Cleveland Plus YouTube channel (youtube.com/clevelandplus) and
learn more about Team NEO at clevelandplusbusiness.com.
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