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So You Want to Make a Site Selector’s Shortlist…
Responding to the RFI/RFP 
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Typical Questions Regarding RFI’s
• Is there a good ballpark estimate as to how long the due diligence 

period takes on average for companies to review information?  And 
ultimately make a decision?

• What kinds of information should we have prepared and ready to go?
• What can a small community do to get on the radar screen of 

companies unfamiliar with South Dakota?
• How do you know we are not just a staging horse?
• Should we include supplemental information?  If so, what kind of

information and in what format should be shared?
• What is a typical success rate?  In other words, how many deals do we need 

to participate in before we hit a home run?
• How do we get companies to be candid and tell us why we didn't 

make the cut?
• How often should we touch base?
• Does it make sense to offer some incentives up front just to spark 

interest and convey our seriousness?
• How do I resize photos and how should I submit info?
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Work Session

1. Introductions
2. Review the Site Selection Decision 

Process –better known as the Process 
of Elimination

3. The State’s Role & Process
4. Competitive responses (on limited 

budget & manpower) for State RFI’s
and your own
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Introductions

Z

Where do you struggle in responding to an RFI? 
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The Site Selection Decision Process
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Decisions are more complex – more 
information, more variety

S P E E D – less time to deliver and 
analyze data

More location options – competition is 
around the corner and around the 
world

Changing Nature of Location Decision Making

Successful ED organizations recognize and respond to constant 
change in the investment decision landscape
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MINIMIZE
RISK

MINIMIZE
OPERATING

COST

MINIMIZE
ONE TIME

COST
OPTIMAL

LOCATION

Find location that balances competing interests…

…through an “apples to apples”
comparison of alternatives

Foundation to Good Site Selection Decisions
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Selected 
Location

Location Selection is a Process of Elimination

Long List of Strategies / 
Location Alternatives

Favorable Strategies / Regions
/ Candidate Cities

Short List
Locations

Finalists You have to do 
everything right if 
you want to stay 

in the race
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Get on the
Radar Screen 

with Your Brand

Deliver on Your  
Promises

Keep Your Community in the Game  
Avoid Providing Reasons for the Potential Investor to Walk Away

Demonstrate
You are the 
Right Place

Evaluate Strategic 
Alternatives

Screen & Evaluate 
Communities/Sites

Negotiate 
Incentives

Acquisition /    
Lease Agreements

Conduct Due 
Diligence

Strategy
Development

Location
Investigation

Due
Diligence

Control
Property
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What will they ask for…and more

Regulatory
Framework

Workforce
Talent & Talent 

Pipeline Infrastructure

Real 
Estate

Natural
Disaster

Knowledge & 
Innovation

Taxation

Incentives

Business
Costs Living

Environment

Community 
Attractiveness
for Business
Investment
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• High quality, reliable, reasonably priced utility services
• Appropriate property characteristics

– Size and configuration / environment 
– Zoning / permitting
– Cost of property, property development costs
– Development incentives

• Low transportation costs,  
network efficiency

• Low labor costs
• Supply of workers with the 

right skills & work ethic 

Established Site Selection Drivers
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New Added Drivers to Corporate Investment

• Speed to market is increasingly important – make 
decisions fast

• Food safety, facility security
• Public expectations – a push to be “green”, 

reduce carbon footprint  
• Sustainability from the Corporate perspective
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Site Selectors Want to Understand the Labor Shed

Heath

Zanesville
Pataskala

Can you define the geographic dimensions and demographic 
characteristics of the 85% labor draw area for different workforce skills 

serving your community?
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Sites Must be 

Ready for 

Development and 

Have the 

Documentation 

to Prove It
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Attributes Defined: 
•Access
•Surrounding land 
uses

•Utility services
•Soil conditions
•Environmental
•Development trends
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Employees, visitors
Trucks, service vehicles

Proposed Plant

Circulation – Early Planning Supports Selection of 
Best Site 

Wetland creation
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Design Standards Make for Good Sites

Ingress/egress – Sight lines, acceleration/ 
decelerations lanes

Roads - All season industrial quality road

Drainage - Centralized storm water system

Water Service - Looped water lines reduces insurance 
rates, avoids need for on-site water tank

Design - Landscaping, architectural standards 

Safety - Fire fighting capability and distance/routing to 
station, fire fighter training and equipment

Buffers - Minimize neighborhood impact (odor, dust, 
noise, traffic, light pollution, litter)

Electric Power Service

Distance to sub-station(s) 
System capacity (reserve capacity)
Condition of infrastructure
Feasibility of dual feed
Cost of infrastructure 
improvements
Surrounding power users
Service history
Incentives (rates, infrastructure)
Quality rating of service provider

19

Site Selector’s Worst Nightmare –
Consequences of a Poor Site Recommendation 

• Can’t start trucks at night – noise ordinance
• Odors, traffic congestion from plant causes community 

complaints
• Trucks are caught in traffic – delays and added costs + 

the carbon “footprint trap”
• Dirty neighbors – odor and air quality contaminate 

product
• Waste water plant capacity limitations
• Water quality and capacity issues
• Poor quality workers, high turnover
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B R E A K
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The State’s Role & Process
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Competitive Responses –
with little or no time or money
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Methods to be prepared for a State RFI

1. Be prepared keep your community profile up-to-
date (or at least complete)  – will save you 50% 
of your time

2. Ensure your key sites and buildings are in State 
database – save you another 25% of your time

3. Responding to the RFI – keep from being 
eliminated

• The checklist is based on client’s request
• Respond in order and format – so client can review “apples to 

apples”
• Complete as possible to the requested info
• Always provide a cover letter that overviews your offer
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At a minimum,

1. Good site/bldg info – demo property is shovel-ready
• Location, topography, zoning
• Site size, price
• Access, distance from hwy
• Surrounding land uses – previous use
• Utility services lines

2. Utilities 
• Providers
• Rates

3. Local Incentives
• Not an laundry list, but what would be available to this user
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Making the Response Competitive

• Maps, maps, maps 
– They say a thousand words 
– Use Google maps if necessary
– Overlay info on aerial, use multiple maps if necessary, 

location, access to hwy, site dimensions, utility sources, 
labor draw

• Present as a Business Case
– Why this business should be in your community and no 

where else!
– Do in a two page letter – supported by the documentation.
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Case Study
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More Questions/Comments????

Here to answer specific questions 
after the session…

Thank You,
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Creating Competitive Communities
Audrey Taylor, President, Chabin Concepts, Inc.

800.676.8455 . Mobile 530.520.2521
audrey@chabinconcepts.com - www.chabinconcepts.com

2515 Ceanothus Ave, 100 .  Chico, Ca. 95973


