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About Us



Information – Insight – Ideas – Strategy –  Skills



• Founded in 2013
• Working in 29 States
• Competitiveness + 

Workforce Strategies
• Organizational Planning
• Board + Staff Retreats
• Location Analysis 
• Impact Analysis 
• Stakeholder Engagement 
• Strategic 

Communications







Eli Lilly at Generation Park Houston, Texas

“Our partnership with San Jacinto College reflects years 
of thoughtful planning to create a fully integrated 
community where Houston’s life sciences industry can 
grow and thrive. Central to that vision is a skilled 
workforce ready to support the influx of life science 
companies, like Eli Lilly, at Generation Park.”
–Ryan McCord, Chief Executive Officer for McCord 
Development



"The topping out of One Bridgeland Green marks an exciting 
milestone for Bridgeland’s future. This project reflects our 
commitment to innovative design and sustainable practices, 
demonstrating how thoughtful development can harmonize with 
nature. It sets a new standard for environmentally conscious 
workplaces in Houston.”
–Jim Carman, President of the Texas Region for Howard Hughes 
Communities

One Bridgeland Green Cypress, Texas



The Ritz-Carlton Residences The Woodlands, Texas

“The Ritz-Carlton Residences, The Woodlands 
is reinforcing the strength of our community 
and showcasing the unparalleled residential 
experiences that make The Woodlands one of the 
most desirable places to live in the country.” 
–David O’Reilly, Chief Executive Officer for 
Howard Hughes



Toro District Public Private Partnership Houston, Texas

"When you bring together visionary 
public leadership, a world-class NFL 
franchise, and a long-term 
development partner, you can do 
something far bigger than any one 
organization alone. Toro District will 
create jobs, strengthen infrastructure, 
expand access to services, and deliver 
a gathering place that families will 
enjoy for generations."
–David O’Reilly, Chief Executive 
Officer for Howard Hughes



Executive Positioning + 
Leadership
Five skills that make you great in your job as an economic development leader















Thought Leadership













Be a Good Communicator



You ALL are part of the 
PLACE narrative



Economic Development + Placemaking 
Marketing & Communications 

• More and more “players” are involved – no longer just the EDO or Chamber
• Utilities, developers, landowners, CRE, universities, CEO organizations, large 

private sector companies, investors, philanthropies, tourism orgs, industry 
associations …. the list goes on and on 

• The earned media landscape is shrinking, and “hits” are harder to get, especially 
at the national level 

• For all target audiences, perception and reputation are informed through a 
consistent, cohesive message delivered in an authentic way by respected 
messengers

• Capacity is always an issue, so the focus should be on media and marketing 
activities that offer high-value ROI



T H E  T R A I T S  O F  A

GREAT COMMUNICATOR
What Sets Influential Voices Apart

1 Good Listener
Hears to understand, not just to reply.

2 Clear and Concise
Delivers the message without the clutter.

3 Confident
Speaks with conviction and presence.

4 Prepared
Knows the audience and the material.

5 Honest
Builds trust through candor and integrity.

6 Aware of Body Language
Reads and projects nonverbal cues.

7 Adaptable
Adjusts tone and approach to the room.

8 Inspiring
Moves people to think and to act.

GREAT COMMUNICATION ISN'T ACCIDENTAL. IT'S PRACTICED. E C O N O M I C  L E A D E R S H I P



Know Your Audience 

• Define key audiences
• Adjust messaging
• Know people of influence for each 

audience
• Where do they get their 

information?
• Meet audiences where they are
• What are their assumptions? 



Risks to the Growth Narrative



Anti-Growth Acronyms

BANANAs
Build Absolutely Nothing Anywhere Near Anyone

CAVE
Citizens Against Virtually Everything

NIMBY
Not in My Backyard

NOTE
Not Over There Either



Use Trusted Messengers

The messenger matters.

Engage community voices who reflect the 
audience — small business owners, educators, 
longtime residents, or young professionals.

• Equip them with stories and talking points 
they can share authentically.

• Third-party validation beats official 
statements every time.



Economic development should sound like improved daily 
living, not abstract progress.

Example: “When we attract new employers, our tax base grows — 
and that funds better schools, stronger broadband, and new 

recreation areas.”

Link projects to outcomes like:

Safer 
neighborhoods

Shorter 
commutes

Better healthcare 
access

More amenities 
for families



Use Visuals and Simplicity

• Infographics, maps, and before/after 
renderings make complex concepts accessible.

• Replace jargon with relatable phrases:

o “Economic base diversification” → “More types 
of good jobs.”

o “Public-private partnership” → “Government 
working together with local businesses and 
investors to improve the community.”





Communications is important – and often overlooked

All the work you’re doing is great, but if you’re not telling anyone about it, 
how effective are you as a leader?

Proactivity is critical – get ahead of the narrative and messaging.

Know critical moments in time to communicate and be selective with what 
you communicate and how you say it.

We have more opportunities than ever to communicate about our 
organizations, our work and ourselves. 

 



There’s never been a better time for content



If you aren’t owning your 
narrative, someone else will! 



Be a Good Collaborator 







Celebrate Small Wins Collectively

Don’t wait for the big ribbon-cutting.Don’t wait

Share milestones: grant awards, infrastructure 
upgrades, new business openings.Share

Frequent, positive communication keeps 
momentum and reinforces that progress is 
happening.

Frequent



P O W E R  T H R O U G H  P R O X I M I T Y  B E T W E E N  P A T I E N T S  &  P R O D U C T S

F O R G E  C o a l i t i o n  C o v e r a g e

M a y  2 0 2 6



https://www.bizjournals.com/tampabay/inno/newsletter/45923584?skip=0
https://www.floridatrend.com/news/2026/05/28/thursdays-daily-pulse/
https://www.bizjournals.com/tampabay/news/2026/05/27/embarc-speros-exclusive.html
https://tbbwmag.com/2026/05/27/speros-moffitt-cancer-drug-sector/
https://www.usf.edu/health/news/2026/forge-coalition-positions-tampa-bay-as-radiopharmaceutical-hub.aspx
https://www.linkedin.com/posts/phscedu-workforcedevelopment-highereducation-ugcPost-7465439187236929537-rZM8/?utm_source=share&utm_medium=member_desktop&rcm=ACoAABjIL0wB7ix08eJBsJsOmiw_BPQVjNROmgM
https://embarccollective.com/resources/forge-coalition/


https://www.linkedin.com/showcase/speros-by-moffitt/
https://www.instagram.com/p/DY2U34lGfbI/?img_index=1
https://www.instagram.com/p/DY2U34lGfbI/?img_index=1
https://www.facebook.com/share/p/1H9vWEwmDQ/
https://www.linkedin.com/showcase/speros-by-moffitt/




Taking Action: 

• Make sure you (and key members of your team) can talk about 
the economy and trends impacting your community

• Catalog your current and future opportunities to elevate 
thought leadership for you AND your organization

• Define your narrative and own it 
• Engage with stakeholders – who haven’t you checked in with 

lately?
• Be Intentional – activity doesn’t equal productivity



Thank you! Connect with me:
kat@econleadership.com
 

Kat Saunders (LinkedIn) New York

www.econleadership.com

917.612.2063

https://www.linkedin.com/in/kat-saunders/
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