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The City of Spokane Valley is ambitiously exploring opportunities to position itself as a great community to live, work and visit through the development of a comprehensive plan 
and multiple segment strategies. 

There is certainly much potential for the City of Spokane Valley. Located within the Spokane MSA in a highly valuable manufacturing corridor with robust recreational opportunities, 
the community is well positioned for growth in the residential, tourism and economic sectors. 

In addition to product development, one of the community leadership’s greatest challenges will be their ability to generate buy-in among residents and partner organizations for 
investing in the future. 

This marketing strategy and plan includes an overview of our research, an analysis of the City of Spokane Valley’s current situation, as well as recommendations for positioning the 
community for local engagement, tourism and economic development. 

This document aims to answer the following questions:

• Who are the target audiences within the focus areas of local engagement, tourism and economic development?

• What are the priorities for investment for each focus area?

• How can the City of Spokane Valley drive awareness to each focus area and what tactics can be used?

Desired outcomes of the engagement:

After conducting both in-person interviews and an online survey, Atlas Advertising reconsidered and reshaped the desired outcomes to focus our marketing efforts and overall 
scope of work. Below are the outcomes identified and agreed upon by stakeholders.  

1. Resident engagement and business retention – Foster a sense of community pride among residents and companies that compels them to stay and grow with the City of 
Spokane Valley.

2. Business recruitment – Capitalize on the business park and diversify the economy.

3. Set the stage for future tourism promotion – Develop new tourism assets to drive long-term competitiveness that enables promotional activities that attract regional drive 
market visitors.

EXECUTIVE SUMMARY
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While the City of Spokane Valley has a number of assets that appeal to residents and 
businesses alike, the local economy primarily depends on the raw materials manufacturing 

industry and retail sales that are both known to fluctuate. Despite some limited regional 
efforts, many leaders and residents within the City are focused on assets and efforts within the 
municipal boundaries. In addition, this relatively newly formed community has not yet come 
together with an identity that accurately reflects the assets and overall personality of the City.

THE CHALLENGE
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DESCRIPTION OF THE CITY OF SPOKANE VALLEY THE CHALLENGE
Incorporated in 2003, the City of Spokane Valley is located within the Spokane MSA near the eastern border of the state of Washington. It is the 9th largest city in Washington state and has 
a population of nearly 100,000 people. 

The community has a significant retail base including the Spokane Valley Mall, numerous auto dealerships and many restaurants. Major public facilities include CenterPlace Regional Event 
Center, Avista Stadium (home to the Spokane Indians, a minor league baseball team) and the Spokane County Fair and Expo Center. 

An industrial park in the region is primarily focused on the manufacturing sector producing mainly raw materials including aluminum, concrete and other building materials, and electronic 
components. Other major economic contributors and employers include traditional community employers (healthcare, education and local government), logistics and distribution, 
and non-metallic mineral mining. Workers include an almost equal mix of City of Spokane Valley residents, who appreciate the low cost of housing and ample land, as well as regional 
commuters from Liberty Lake, Spokane and Idaho border towns.   

Outdoor recreation is one of the City of Spokane Valley’s major assets with multiple hiking and biking trails, including Centennial Trail’s 37 miles of paved path alongside the Spokane River. 
The community is near more than 75 lakes and is a gateway to majestic mountains and four ski resorts within an hour’s drive.  

Community Values:

• Community Identity and Pride – the City of Spokane 
Valley promotes an environment that supports 
the home and family, and job and education 
opportunities. 

• Focus on the Future – the City of Spokane Valley is 
a visionary place, encouraging citizens and their 
government to look to the future beyond the present 
generation, and to bring such ideas to public 
discussion, enhancing a sense of community identity.

• Open, Collaborative Government – the City of 
Spokane Valley values a "user-friendly government, in 
which governance practices and general operations 
consider how citizens will be served in the most 
responsive, effective and courteous manner."

COMMUNITY VISION:

"A community of opportunity where 
individuals and families can grow and play, 
and businesses will flourish and prosper."

Source: www.spokanevalley.org
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To inform our strategic marketing recommendations, Atlas Advertising works closely with our 
clients to gather background documentation of past and present marketing efforts, along with 

conducting conversations and online surveys with key stakeholders and partners. We blend 
this mix of quantitative and qualitative details with our experience and best practices in other 
communities to present recommendations specifically tailored to the City of Spokane Valley.  

RESEARCH AND DISCOVERY 
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RESEARCH AND DISCOVERY 

Stakeholder research was conducted with residents of the City of Spokane Valley and regional leaders both in-person and via digital surveys from June to the end of July, 2016. Insights 
and perspectives were provided about the community’s assets and also suggested priorities for efforts to attract and engage residents, tourists and businesses to the area. 

Attendees and survey respondents included: City Council Members, City Staff Members, Regional Partners (i.e. Greater Spokane Incorporated, the Chamber of Commerce, Visit Spokane), 
Business Leaders, Educators and Community Members.

STAKEHOLDER RESEARCH 

Community Engagement

Participants felt strongly that efforts need to be made 
to engage the community and build resident pride in 
the City of Spokane Valley. They are interested in further 
developing existing festivals and events and adding to the 
community calendar with additional events and a farmers’ 
market. Participants also emphasized the need for clear 
communication to residents about the city’s efforts to 
attract tourists and businesses. 

Tourist Attraction

Feedback was focused on creating additional products 
to attract visitors to the area. Suggestions included 
riverfront development, a sports facility and events 
facilities (i.e. youth sports, performing arts, mega sports 
for the region). Participants indicated that the measure 
of success for tourist attraction efforts would be an 
increase in overnight visitors as well as occupancy rates 
in the off seasons.  

Economic Development

Suggestions centered around business attraction including 
articulating more clearly what the City of Spokane Valley 
has to offer and forging new partnerships between the 
private sector and the city. Participants emphasized that 
efforts needed to be on both business retention and 
attraction and that it is important to diversify the industry 
mix in the community. Overall, they define success as a rise 
in the median income of residents in the City of Spokane 
Valley and a decrease in the unemployment rate. 
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The Big Five

Prior to the research and discovery undertaken by 
Atlas Advertising, the Greater Spokane Valley Chamber 
of Commerce conducted a community engagement 
effort to identify initiatives that will "nurture community 
vitality and stimulate economic prosperity in the Greater 
Spokane Valley region.” 274 Spokane Valley stakeholders 
participated in the process which generated 1,081 
"thoughts and ideas."

The Big Five initiatives identified by the process include:

1. Promoting and protecting the vitality of the outdoors. 
(Greater Outdoors)

Through collaboration with business, government 
entities, and citizen groups, the Chamber encourages 
opportunities to enhance the quality of recreation, 
nature and parks, while stimulating economic growth.

2. Promoting the Greater Spokane Valley as an emerging 
leader in high-tech manufacturing. (Greater Goods)

With a strong manufacturing base present in the 
Greater Spokane Valley, this initiative supports a 
sustainable economic future for the manufacturing 
industry through advocacy and innovative 
collaboration.

3. Integrating business and education to create the 
workforce of the future. (Greater Learning)

The vitality of our community resides in the quality 
of our workforce. This initiative brings together 
industry and education to facilitate innovative learning 
opportunities and partnerships, which inspire a vibrant 
and educated workforce for the future.

4. Growing medical research from concept to cure. 
(Greater Cures)

By focusing on the expertise of medical providers, 
local medical schools and available suitable property 
in the Greater Spokane Valley, this initiative propels 
the advancement of medical research for our region.

5. Building an enterprising identity for the Greater 
Spokane Valley region. (Greater Vision)

By recognizing the strengths of the Greater Spokane 
Valley region, this initiative defines and promotes 
our region for its quality of life, dynamic workforce, 
and vibrant research, manufacturing and technology 
industries.

2017-2037 Comprehensive Plan 

Over the course of 2016, the City of Spokane Valley 
undertook an expensive review and update of the 
City’s Comprehensive Plan. In addition to meeting the 
requirements outlined by the Washington State Growth 
Management Act, the City’s updated plan will shape future 
growth and development. The recommendations outlined 
in this document coincide with a number of those in the 
Comprehensive Plan, updated in 2016.

Tourism Sector Analysis

Community Attributes conducted an analysis of the City of 
Spokane Valley’s tourism assets and opportunities in 2016. 
Their study is intended to be used in conjunction with a 
retail strategy to contribute to the City’s Comprehensive 
Plan, updated in 2016.

The recommendations included in this document are 
reflective of the contributions made in the Community 
Attributes work while also building upon that report’s 
contributions. 

Retail Attraction Study

Community Attributes completed a thorough review of the 
City of Spokane Valley’s retail trade area and demographics 
as well as recommendations for growing the community’s 
retail sector. 

Several of the suggestions made by Community Attributes 
dovetail with the tactics put forth in this document, in 
particular for the community and tourism. 

CONCURRENT REGIONAL INITIATIVES
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To identify the attributes that set the City of Spokane Valley apart in the marketplace, we look at the landscape of competing 
communities for each of the target groups.  This competitor analysis considered entities in the regional vicinity to meet the 
City of Spokane Valley’s goal of differentiating itself within the Spokane MSA and western Idaho.

COMPETITOR ANALYSIS

CO
M

M
U

N
IT

Y 
EN

G
AG

EM
EN

T
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Downtown Spokane and Spokane County
Washington State Communities i.e. Tri Cities, Walla Walla
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Spokane MSA Communities i.e. Liberty Lake, West Plains
Western Idaho Communities i.e. Post Falls
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A SWOT (Strengths, Weaknesses, Opportunities, Threats) analysis was developed to explore how the 
City of Spokane Valley can best align its resources within the Spokane regional and national competitive 
environment. In addition to the traditional SWOT categories, we have added a Neutral section to call out 

qualities of the community that are important to note but are also common among competitors. 

The goal of the SWOT exercise is to determine where the City of Spokane Valley can capitalize on its assets 
and advantages to build local pride and engagement, attract tourists and position itself as an attractive 
business destination. The analysis was based on interviews with City Council and staff members, local 

business leaders, educators, community members and regional stakeholders such as Greater Spokane 
Incorporated, the Greater Spokane Valley Chamber of Commerce and Visit Spokane.   

SWOT ANALYSIS



PAGE 9

COMMUNITY
ENGAGEMENT

Recreation assets such as the Spokane River, mountain 
bike parks in Camp Sekani, hiking trails in Dishman Hills, 
the Appleway and Centennial Trails, proximity to 75 lakes 
and rivers and access to Mt. Spokane and Lake Coeur 
D’Alene.

Conservative, family-oriented, laid back community 
culture with an affordable cost of living (no income tax).

Quality housing product averaging less than $200 per 
square foot.

Located within a top 100 MSA with freeway proximity,  
a 20-minute average commute and access to  
quality health care and education.

Lack of city identity with minimal citizen involvement 
in community development efforts.

No identified city center for gatherings or 
concentrated activity.

Time of change in local leadership, which creates 
an opportunity to articulate unified direction and be 
transparent with goals and results.

Community focus on neighborhood groups can 
be capitalized to generate community identity and 
instill pride.

Leverage the central location of the city and 
regional assets.

Community skepticism about new direction and 
investments and competing viewpoints could 
threaten efforts and encourage divisiveness.

Traffic interruptions at seven at-grade crossings, 
negative air quality impacts and the risks of fires 
and derailments are all connected to Vancouver 
Energy’s proposal that increases the number of 
trains traveling through the City of Spokane Valley 
by nearly 1,500 trips each year.
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TOURIST
ATTRACTION

A number of hotels, restaurants and retail businesses 
that could extend and enhance the visitor experience. 
Key examples include Latah Creek Winery and the 
Spokane Valley Mall.

Limited destination product to attract visitors  
for purposes outside of outdoor recreation  
and shopping.

No identified city center for gatherings or concentrated  
activity. This presents a barrier to usage as amenities are  
spread out.

Weak regional partner collaboration (i.e. Visit Spokane).

Lack of travel information on booking sites (i.e. Travelocity) for 
hotels, restaurants and attractions. 

    
          *See Appendix for details.

Positioning the City of Spokane Valley as a day 
trip within the regional drive market. In particular, 
promoting the city's family-friendly hotels and 
shopping amenities.

Raising the profile of the City of Spokane Valley and its 
amenities to make the community a location of choice 
within the region.

Development of tourism products (i.e. retail amenities 
along the river and trails, festivals and events) to 
increase awareness of and traffic to the community. 

Lack of city identity with distinguishing characteristics that 
attract visitors and generate preference over other regional 
options.

Recreation assets such as the Spokane River, mountain bike 
parks in Camp Sekani Park, hiking trails in Dishman Hills, the 
Appleway and Centennial Trails, proximity to 75 lakes and 
rivers and access to Mt. Spokane and Lake Coeur D’Alene.

Community skepticism about new direction and 
investments and competing viewpoints could threaten 
efforts and encourage divisiveness.
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ECONOMIC
DEVELOPMENT

 With 80 buildings ranging from 1,200 to 270,000  
 square feet, the Business & Industrial Park is a  
 significant asset for business attraction. With   
 available space and built-to-suit options, the park  
 connects companies via two rail lines and Interstate 90.

The City has direct access to transportation  
infrastructure including east-west  
connections via Interstate 90, both  
BNSF and Union Pacific rail, 9  
airports and two major ports all  
within a 300-mile radius.

Recent growth has been focused within service industries 
as opposed to economic driver companies.

Lack of industrial sites for business location that could 
employ the existing training of the local workforce.

Population growth means the city will be at  
the center of the region within a generation.

New job creation in health services, manufacturing, 
transportation, warehousing, professional and education 
industries provides an opportunity for related industries and 
supply chain companies.

 Strengthened economic development focus and  
                  prioritization can improve responsiveness to industries  
                  and demonstrate commitment to business’ success             
                  in the City of Spokane Valley.

Lack of city identity to attract businesses and generate 
preference over other regional options.

Commitment to business success with streamlined permitting 
and regulations processes and a business-oriented economic 
development team.

Competition from Idaho communities and their aggressive 
incentives could pull investment away from the region.

The area’s aging population means a vacuum within the workforce 
which could raise doubts about the ability to provide a trained 
workforce.

Community skepticism about new 
direction and investments and 
competing viewpoints could threaten 
efforts and encourage divisiveness.

500 acres of vacant industrial land with 
efforts underway to add utility access.
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To focus our marketing efforts, the outcomes below were identified by stakeholders and agreed 
upon by stakeholders. Means to achieve these outcomes follow as objectives for each of the 

identified targets.  

DESIRED OUTCOMES

1. Resident engagement and business retention – Foster a sense of 
community pride among residents and companies that compels them to stay 
and grow with the City of Spokane Valley.

2. Business recruitment – Capitalize on the business park and diversify the 
economy.

3. Set the stage for future tourism promotion – Develop new tourism assets 
to drive long-term competitiveness that enables promotional activities that 
attract regional drive market visitors.
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DESIRED OUTCOMES

To effectively achieve both the short- and long-term successes for the City of Spokane Valley, each component of our overall strategy overlaps and builds on one another. 

CONNECTING STRATEGIC ELEMENTS 

Desired Outcomes 
What the efforts are 

ultimately guided by, these 
high-level outcomes were 

identified and agreed upon 
by stakeholders. 

Brand Positioning  
How we speak to our target 
audience through marketing 

creative and messaging.

Objectives & Targets   
The more specific version 
of how we will achieve the 

desired outcomes and 
who is within our intended 

audiences.

Community Metrics    
How we will ensure these 
efforts stay on track and 

report back on their 
progress through these 

objective and measurable 
means.

Resource Allocation     
How we intend to use 
marketing dollars and 

resources in both the short- 
and near-term.
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To frame marketing efforts moving forward, Atlas Advertising crafts brand positioning statements that expresses how a community fills the needs of its targets in ways that its competitors 
do not. These statements are used to identify the location’s niche. Positioning statements are leveraged to formulate marketing creative and messaging.

BRAND POSITIONING

Community Engagement

For residents and existing businesses, the 
City of Spokane Valley is the ideal home in 
the Spokane and Western Idaho regions 
because of its employment opportunities, 
affordable housing and outdoor quality of 
life.   

Tourist Attraction

For visitors from throughout the region, 
the City of Spokane Valley is a destination 
of choice within the Spokane and 
Western Idaho regions for shopping 
and direct access to natural outdoor 
recreational assets.

Economic Development

For mid-sized manufacturing companies, 
the City of Spokane Valley is a location of 
choice within the Spokane and Western 
Idaho regions because of its transportation 
infrastructure, low utility costs, available 
sites and quality workforce.   
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Our core objectives are designed to meet the City of Spokane Valley’s goal to be recognized as a viable, thriving community that prioritizes quality of life, offers outstanding 
recreational opportunities for citizens and visitors and fosters business growth. 

To best achieve these core objectives, the focus will be on targets within each group. There are many individuals and groups who could be considered customers or stakeholders 
of the City of Spokane Valley. Primary targets defined within the objectives categories will be the main focus of the leadership’s efforts while secondary targets are influencers of the 
primary targets. 

OBJECTIVES AND TARGETS
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Objective 1 
Foster a sense of community pride among residents that compels them to stay in the City of Spokane Valley as well as encourage others to visit and relocate. 
Primary Target: Current residents of the City of Spokane Valley

Objective 2 
Increase awareness of the City of Spokane Valley as a great place to live and work. 
Primary Target: Residents of the Spokane metropolitan area and western Idaho 
Secondary Targets: News media, community leaders
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Objective 1 
Create awareness and improve perceptions of the City of Spokane Valley among residents within the regional drive market. 
Target: Residents of the Spokane metropolitan area and western Idaho

Objective 2 
Capitalize on existing visitors to the area by connecting them to recreational and shopping opportunities in addition to their planned itineraries.  
Target: Existing business and recreational travelers 
Secondary Targets: News media; retail, restaurant and lodging executives and employees in the community
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Objective  
Create awareness and foster positive perceptions about the City of Spokane Valley as a business-friendly location among existing businesses and prospects. 
Target: Site consultants—primarily focused on manufacturing and advanced manufacturing 
Target: C-level executives and business owners currently located in the City of Spokane Valley 
Target: C-level executives of traditional and advanced manufacturing companies, and companies driven by conservative values and leaders
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Increase hotel occupancy rates 
Increase in sales taxes collected
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Number of jobs created and retained above the city population's current median income

To determine the effectiveness of our plan, we need to define success. We suggest using the following measures:

COMMUNITY METRICS
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SHORT TERM (0-2 YEARS) NEAR TERM (2-5 YEARS)
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The leadership team for the City of Spokane Valley has determined that community resources should be divided between three primary efforts: local engagement and pride,  
tourist attraction and economic development. 

In the short term, the majority of marketing funds will be utilized for community engagement and economic development efforts as the City develops tourism product. Over time, the 
resources will shift, with more funds concentrated in the tourist attraction and business development efforts. 

RESOURCE ALLOCATION
To determine the effectiveness of our plan, we need to define success. We suggest using the following measures:
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TACTICS
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The recommended tactics are specific action steps to achieve the City of Spokane Valley’s 
objectives. Suggestions include both product development and marketing initiatives to make the 

community more attractive for residents, tourists and businesses. 

Some tactics will overlap in multiple categories as they impact targets multiple focus areas. 

TACTICS
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COMMUNITY ENGAGEMENT
SHORT TERM (0-2 YEARS)

1. Brand Development:

Develop a new City of Spokane Valley brand through the 
creation of a city logo and tagline. As the new City Hall is 
built, fully incorporate the new brand throughout the facility 
and surrounding area. Display the logo on signage at the 
entrance(s) to the city, at parks, on pole banners and on 
city assets such as vehicles and buildings. Use the logo on 
printed materials and provide local businesses with decals 
to display at their entrances. Encourage use of the logo 
among community groups.

Unveil the new logo at a community event (i.e. Interstate Fair, 
Valley Fest) and distribute the logo with an accompanying 
press release to regional news outlets.

Provide talking points for community leaders about the 
importance of the brand, why it was developed and what it 
is meant to convey. 

Update the City of Spokane Valley's quarterly newsletter to 
reflect the new brand and utilize the publication to promote 
the city's efforts to attract residents, tourists and businesses.

2. Greater Spokane Inc. Content:

Identify and develop content that Greater Spokane Inc. can 
easily integrate into www.MoveToSpokane.com to catalyze 
interest in the City of Spokane Valley. For example, there is 
not a City of Spokane Valley resident featured among the 
‘Faces’ on this site. 

3. Social Media Campaign:

Use Facebook, Twitter and Instagram to connect with 
residents. Create evergreen content about the City of 
Spokane Valley that utilizes photography of the community’s 
landscape. Develop additional posts that feature 
local businesses, recreational amenities and events as 
appropriate. Whenever possible, include residents in the 
content via photographs, testimonials and quotes. 

Follow and share (Facebook), re-tweet (Twitter) and re-
gram (Instagram) local residents’ and groups’ content that 
showcases the community’s assets. 

Create a hashtag campaign that residents can use on 
Facebook, Twitter and Instagram posts to encourage 
engagement with the community. Consider integrating 
the hashtag with the new logo for use on community 
signage and business decals. Examples of other 
municipality campaigns include #goBR, #OmahaWeekend, 
#TakeOnPokono, #ItsAllGoodEP, #MTLmoments, and 
#onlyinSF.

Consider allowing community leaders to take over your 
social media accounts to share what they love about the 
community from their perspective. 

4. Awards and Accolades:

Determine selection criteria for community rankings such as 
Forbes Magazine’s “America’s Ten Fastest Growing Cities” 
and implement a plan to compete. 

Apply for marketing and community awards such as the 
Spokane Addy’s or the Association of Washington Cities’ 
Municipal Excellence Awards. 

Work with Spokane Valley businesses to secure recognition 
in Greater Spokane Incorporated’s AGORA Awards.  

5. Community Champion Testimonials:

Identify local champions to articulate the benefits of living, 
working and doing business in the City of Spokane Valley. 
Develop testimonials by these individuals that can be used 
in marketing efforts such as advertisements, billboards, local 
signage, etc.

6. Enhanced City Communications:

In addition to updating the existing City communications, 
including the quarterly newsletter, the new brand elements 
should incorporated in each touch point with residents 
including email signatures with the logo and tagline 
and updated messaging that reflects the positioning 
recommendations for community engagement.
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NEAR TERM (2-5 YEARS)

1. Product Development:

Identify and develop local and visitor engagement 
opportunities such as new events in the community. 
Suggestions include a farmers’ market and arts market, as 
well as festivals. Consider coordinating with programs and 
contests related to community pride initiatives. 

2. Community Engagement:

Provide updates about community initiatives for tourism 
and business attraction to the local community through 
neighborhood and religious forums to build confidence in 
the investments being made. 

Conduct editorial board meetings with regional news 
outlets semi-annually to inform them about community 
initiatives to create buy-in and encourage coverage of 
efforts. 

3. Community Pride:

Expand the testimonial campaign with the addition of new 
champions and marketing channels.

Develop programs and contests for school children to 
articulate and celebrate the community’s history, natural 
resources and amenities (i.e. coloring contests, field days, 
nature explorations, art exhibits). Use these occasions to 
discuss the community’s positive points of difference in the 
news media. 

4. Workforce Development:

Encourage partnerships between local businesses and 
education institutions to develop training programs 
to educate or re-train workers in preparation for the 
recruitment of advanced manufacturing companies. 
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TOURIST ATTRACTION
SHORT TERM (0-2 YEARS)

1. Product Development:

Pursue and invest in opportunities to enhance the City of 
Spokane Valley’s tourism product such as a regional athletic 
venue. 

2. Brand Development:

Develop a new City of Spokane Valley brand through the 
creation of a city logo and tagline. Display the logo on 
signage at the entrance(s) to the city, at parks, on pole 
banners and on city assets such as vehicles and buildings. 
Use the logo on printed materials and provide local 
businesses with decals to display at their entrances. 

3. Visit Spokane Content:

Identify and develop content that Visit Spokane can easily 
integrate into their existing promotional channels to drive 
traffic to the City of Spokane Valley. 

4. Event Creation:

Pursue partnerships to develop 2-3 annual events to appeal 
to a diverse range of regional visitors. Initial examples 
include a Trail Crawl, Craft Week (wine and beer) and River 
Roundup (active and social events along the banks of the 
river).

5. Social Media Campaign:

Use Facebook, Twitter and Instagram to connect with visitors 
planning trips to Washington state. Create evergreen 
content about the City of Spokane Valley that utilizes 
photography of the community’s landscape. Develop 
additional posts that feature local businesses, recreational 
amenities and events as appropriate.

Follow and share (Facebook), re-tweet (Twitter) and re-gram 
(Instagram) content that showcases the community’s assets. 

Create a hashtag campaign that visitors can use on 
Facebook, Twitter and Instagram posts to encourage 
engagement with the community. Consider integrating 
the hashtag with the new logo for use on community 
signage and business decals. Examples of other 
municipality campaigns include #goBR, #OmahaWeekend, 
#TakeOnPokono, #ItsAllGoodEP, #MTLmoments and 
#onlyinSF.

* Attempt to create content that will work for both residents 
and visitors from the same account as much of the content 
should work for both audiences.

6. Digital Engagement:

Provide ongoing education and encourage restaurants, 
hotels and retail businesses to solicit Yelp and Google 
reviews of their businesses and services. Maintain their 
digital reputation by respectfully replying to critiques and 
leverage the feedback to improve services and overall 
facilities.

Create broader City of Spokane Valley tourism content 
for top-performing planning and booking sites including 
TripAdvisor and other travel websites about area attractions, 
shopping, restaurants and recreational destinations. 

(See Appendix for more information.)

To help drive awareness of outdoor recreation opportunities 
— including river access points — create additional, map-
driven assets such as an interactive map. Also, perform an 
audit of the existing City of Spokane Valley app to offer 
content and functionality enhancements, or consider 
replacing with a more intuitive application.
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NEAR TERM (2-5 YEARS)

1. Product Development:

Identify and develop local and visitor engagement 
opportunities such as new events in the community. 
Suggestions include a farmers’ market and arts market, as well 
as festivals. Consider coordinating with programs and contests 
related to community pride initiatives. 

2. Hospitality Training:

Partner with local businesses to create a module to be included 
in the training programs for hotel and hospitality workers. The 
module should provide an overview of the City of Spokane 
Valley and things to do in the area. Consider providing front 
desk and wait staff with coupons to local establishments for 
them to experience what the area has to offer in order to 
provide accurate recommendations to visitors. 

3. Retail Outreach:

Develop special offers with local hotels, restaurants and 
amenities to encourage regional shoppers to extend their trip 
and experience some of the other area attractions. Provide 
bag inserts with these offers and higher-level offers for people 
purchasing vehicles. 

4. Business Traveler Attraction:

Identify top-attended conferences at the Spokane Convention 
Center and promote City of Spokane Valley hotels as 
affordable, nearby alternatives. Purchase key words to capture 
the attention of event planners looking for meeting space near 
Spokane to promote the CenterPlace. 

5. Earned Media:

Conduct a campaign to place stories about the City of 
Spokane Valley in community newspapers as well as 
local and regional lifestyle and travel publications such 
as Northwest Travel Magazine and Sip Northwest (wine 
magazine). Develop weekend itineraries for visitors to 
the area including outdoor recreation, shopping and 
dining attractions.

6. Merchandise Creation:

Support efforts by local businesses to create 
merchandise that promotes the City of Spokane Valley. 
Utilize the logo or brand elements whenever possible.

Examples include t-shirts and hats featuring custom 
artwork, t-shirts and posters for events, reusable 
shopping bags for groceries and the farmers’ market, 
etc.  

7. Hospitality Roundtable:

Create a roundtable group of hospitality business 
leaders in the restaurant, retail and lodging sectors. Use 
this group as a sounding board for tourist attraction 
efforts as well as a catalyst to generate business-led 
initiatives. Encourage the roundtable to develop 
programs that cross-promote within the tourism sector 
such as a tourist coupon book or collaborative social 
media effort.  
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ECONOMIC DEVELOPMENT
SHORT TERM (0-2 YEARS)

1. Brand Development:

Develop a new city brand through the creation of a city logo 
and tagline. Display the logo on signage at the entrance(s) 
to the city, at parks, on pole banners and on city assets such 
as vehicles and buildings. Use the logo on printed materials 
and provide local businesses with decals to display at their 
entrances. 

2. Website Development:

Develop a standalone, SEO-optimized, mobile responsive 
website designed for site consultants and c-level executives 
considering investment in the City of Spokane Valley. 

Content should include information about the City 
of Spokane Valley’s business –friendly climate, sites, 
transportation infrastructure, incentives, advantages for 
target industries, workforce, utilities, taxes, quality of life, etc. 

3. Materials Development:

Develop high quality RFP-response materials that fit the 
new brand and positioning. These materials will articulate 
the City of Spokane Valley’s strategic advantages on taxes, 
business climate, utilities, transportation infrastructure, sites, 
quality of life, workforce availability, etc.

4. Greater Spokane Inc. Content:

Identify and develop content that Greater Spokane Inc. can 
easily integrate into their existing promotional channels to 
catalyze interest in the City of Spokane Valley. 

5. Awards and Accolades:

Determine selection criteria for community rankings such as 
Forbes Magazine’s “America’s Ten Fastest Growing Cities” 
and implement a plan to compete. 

Work with Spokane Valley businesses to secure recognition 
in Greater Spokane Incorporated’s AGORA Awards.  

6. Digital Content Management:

Consolidate and track all digital marketing efforts including 
email campaigns, site visits, and social media activities 
leveraging a single tool such as Hubspot.   

7. Business Champions: 

Identify c-level executives whose businesses are located in 
the City of Spokane Valley. 

Educate these business leaders about the City of Spokane 
Valley’s positioning and messaging so that they can become 
advocates for the community’s business climate. 

Develop testimonials that can be used in marketing efforts 
such as the website, targeted emails, advertisements, 
billboards, local signage, videos, pitch presentations, etc. 
Each testimonial should go beyond permitting to speak 
to one or more of the City of Spokane Valley’s strategic 
advantages for business. Ensure that these videos reflect the 
look and feel of the community’s updated brand. 

8. Social Media Campaign:

Use Twitter and LinkedIn to communicate success stories of 
businesses located in the City of Spokane Valley as well as 
the community’s strategic location for business location and 
investment. Follow local companies and businesses as well 
as site consultants and c-level executives within the region. 

Build a social media content calendar consisting of 
evergreen posts about strategic advantages that can 
be used throughout the year. Content might include 
information about incentives, transportation infrastructure, 
tax climate, quality of life, testimonials, etc. Analyze 
engagement to determine most successful content and 
adjust accordingly. 

* Note that content developed for your economic 
development target is different that content for residents 
and tourists. Tweets and LinkedIn posts should be targeted 
for businesses—particularly those outside the region.

Provide links/buttons from the website for direct access 
to social media accounts. Closely monitor site activity and 
gather highly detailed profiles of specific companies visiting 
the site leveraging LeadIQ, a proprietary tracking tool from 
Community Systems.
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NEAR TERM (2-5 YEARS)

1. Online Advertising:

Implement a paid media campaign consisting of Google 
Adwords and digital advertising to drive traffic to the City of 
Spokane Valley’s economic development website. Analyze 
campaign effectiveness and adjust based on performance. 

2. Site Consultant Outreach:

Attend a consultant conference to develop relationships. 
Our recommendation is the annual Industrial Asset 
Management Council (IAMC). Consider sponsoring the 
event as the Spokane Business and Industrial Park to raise 
awareness of this asset.

Develop a series of email communications and distribute to 
a targeted list of site consultants. The series should feature 
the City of Spokane Valley’s strategic advantages including 
taxes, permitting, business climate, utilities, transportation 
infrastructure, sites, quality of live, workforce availability, 
etc. Distribute the branded, html emails weekly over a 6-8 
week period. The emails should drive users to engage in the 
appropriate sections of the new website. Utilize business 
champion testimonials as appropriate to each topic. 

3. Workforce Development:

Encourage partnerships between local businesses and 
education institutions to develop training programs 
to educate or re-train workers in preparation for the 
recruitment of advanced manufacturing companies. 

4. Business Retention and Expansion:

Develop a semi-annual business retention program to 
reach out to economic driver companies as well as small 
businesses located in the City of Spokane Valley. 

Solicit and log feedback about the community’s business 
friendliness and suggestions for improvement. Uncover 
potential expansion opportunities for companies located 
in the area as well as supply chain companies to target for 
investment. 

Consider creating a small business roundtable to identify 
ways that the City of Spokane Valley can cultivate the 
creation and development of small businesses in the 
community.  

5. Supply Chain Company Cultivation:

Conduct interviews with manufacturers located throughout 
the Spokane MSA and in Western Idaho to identify 
companies that provide inputs to their materials and 
machinery. Request c-level endorsements and support to 
recruit those companies to locate in the City of Spokane 
Valley. Develop targeted messaging and materials unique 
to each company and supply chain to articulate the city’s 
advantages. 

Based on information gathered from stakeholder interviews, 
develop action items to improve the City of Spokane Valley’s 
business climate and product. 

6. Values-Based Business Cultivation:

Identify companies that have strong conservative corporate 
values and develop outreach materials that speak directly to 
the City of Spokane Valley’s values system. 

Consider deploying targeted email and display ads to raise 
awareness about the City of Spokane Valley among this 
target. 

7. Business Location:

Attend a manufacturing conference such as IAMC to 
cultivate new relationships with businesses and raise 
awareness about the City of Spokane Valley and its strategic 
advantages. 
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As we implement our strategy and plan, we will use key performance indicators to determine if we are on track to meet our 
objectives. 

KEY PERFORMANCE INDICATORS
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Increase resident engagement  
Increase social media engagement across channels
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Increase Revenue Per Available Room (REVpar) 
Increase social media engagement across channels
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T Increase in median household income 

Increase number of business licenses 
Improve site selector perceptions 
Increase website visits 
Increase time spent on website 
Increase in requests for proposals
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KEY PERFORMANCE INDICATORS
Content and reviews on popular travel sites are an important component of a successful visitor-attraction effort. See below for current status on top-performing planning and booking sites 
(as of September 15, 2016).

APPENDIX 

Travelocity

• 13 hotels are displayed 

• Top ranked hotel with 3/5 stars is the Oxford Suites 
based on 816 reviews

• Lake Roosevelt fly-boarding, boating and jet skiing are 
the only items listed for Things to Do

TripAdvisor

• 13 hotels are displayed, but 2 are in Spokane Valley 
East

• LaQuinta Inn is top rated with 4.5/5 stars based on 
457 reviews, and is also advertising to be a featured 
property

• 9 activities are featured as Things to Do, the top three 
being Maribeau Meadows Park, 14 bars and clubs, and 
Spokane Valley Heritage Museum 

Trivago

• 9 hotels are displayed, but the closest listing is 0.7 
miles away

• Top ranked is the Comfort Inn and Suites with 4/5 stars 
based on 1,528 reviews

Google

Searching “Things to do in Spokane Valley Washington” top 
three results are:

• Splash Down

• Discovery Playground

• Senior Valley Senior Center
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