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16. Access to raw materials

1. Access to customers

ices in place

17. Available land — all serv

2. Stable social/political environment

3. Ease of doing business
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19. Labor relations/un
20. Access to suppliers

4. Reliability/quality of other utilities

5. Ability to hire tech professionals

21. Preferential trade agreements

6. Ability to hire management staff

7. Level of corruption
8. Cost of labor

22. Available building/space — all services

(freight cost)

Labor regulations
25. Cost of real estate
26. Access to finance

27. Ports

ipping

23. Cost of shi

24.

9. Ability to hire skilled laborers

10. Crime & safety
11. National taxes

12. Cost of utilities

28. Healthcare

13. Roads

29. Ability to hire general laborers

ity/tech training

- universii

14. Avail/quali

30. Availability of grants/incentives

15. Local taxes
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Site Selection Tasks

Definition and specifications

Phase | location strategy

Select finalist state(s)/areas (by clent)
Phase Il location due diligence (2-3 areas)
Executive tour (2 areas)

Select fnalst community/site

Real estate acquisition

Incentive negotiations

Announcement

Zoning/permitting issues.

Break ground

Site preparation

Begin construction

Ongoing Tasks (Can be done in parallel)

Facility design & layout

Shipper relaionships/suppliers  sourcing
strategy

Vendor selection/relationship

General contractor selection

Human resources relocation and recruiting
strategy
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Labor

Freight
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Important

* Real estate
— Taxes
* Incentives
« Other Utility costs

4= Transportation infrastructure/
service
+ Semi-/unskilled labor pool
* Industrial training
+ Regulations
* Quality of Life
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« Corporate Taxes
* Telecom
4 Incentives (call centers

* Labor costs
+ Real estate costs

* Quality of life
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+ Business services
4— Labor regulations
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Critical Important Critical Important

4 Labor (labor intensive)

* Logistics

* Real estate

« Utilities (Power-California)
— Taxes
4= Incentives

+ Real estate (Class A)
« Corporate Taxes

* Incentives

* Personal Taxes

Quality of life * Climate

Image (area, site) 4= Higher education/University
Professional/technical labor supply | * Training

Real estate quality + Business services

Air service (global reach) + Lodging and restaurants
Quality of local education — Access to customers
Telecommunications * Diversity

Technical skilled labor pool

&Egrt{]ﬁ;:;gj . Transportation access

Training 4 Technical support services
e + Semi-/unskilled labor

University presence o et

Real estate quality

Power & telecom capacity/quality
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site selection industry have changed more than
the previous 40 years combined. What's driving
such change? Simply put, the availability of

information through the Internet.”
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, the dynam

Ive or siX years

“In the past fi

“The site selection consultant uses the information

from a community’s web site and other online

sources. If a community doesn’t have a website,
the website cannot easily be found or it doesn’t

have the right type of information, the consultant
moves on to other communities that have the

information he or she needs.”
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itial site select
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process IS now

80% of the

ing done on
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the Internet
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= Follow with a phone call when

= Send answers and follow-up

= Send a thank you note

possible

who will follow up with the

= Answer all questions - - or agree
information

INts

th your key poi

= Thank then and send a personal

ze wi

e Summar

thank you note immediately
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