




























Courtesy of Development Counsellors International (DCI)



Talent is now the main economic driver.

“Talent attraction is going to become more important than
project attraction. There are going to be winners and losers.”
- Darin M. Buelow, Deloitte Consulting LLP

Quote given to DCI for their report Talent Wars: What people look for in jobs and location, 2019





Help employers in the Wichita region attract and retain talent.
Provide tools for employers to “sell” the Wichita region as a location.

Increase the funnel of people considering a career in the Wichita region.
Promote the region’s careers and location as a great place to work, live and visit.



• In 2016…
• Identified talent attraction best practices 
• Attended university career fairs
• Hosted community listening sessions
• Conducted focus groups 



[REGIONAL FOCUS GROUP FINDINGS]
• Pattern 1: Wichita's vibrancy

• Talent think Wichita is boring

• Pattern 2: Communications
• Employers need support in selling the Wichita region 

• Pattern 3: Partners and Family
• Candidates not wanting to leave partners and family members behind is a consistent reason talent turn down a job 

• Pattern 4: Internships
• Crucial to talent attraction for our community 

• Pattern 5: Diversity
• Talent want to live where there is diversity of thought, experience, people, lifestyle, etc.



• In 2017…
• Formed the Talent Advisory Committee
• Created initial talent collateral (infographic, bucketlist, comparison 

guide)
• Attended national talent conferences
• Initiated engagements with new talent in the community



• In 2018…
• Hired Development Counsellors International (DCI)
• Continued engagement with new talent in the community 
• Hosted first intern event in collaboration with W / A Community 

of Young Professionals
• Developed the talent brand with community partners, including 

Howerton+White









[DEFINING TARGET MARKETS AND INDUSTRIES] 
• Review of existing material and research led by the community
• Regional Growth Plan Career Pathways
• Analysis of secondary data

• In- and out-migration patterns
• Target industry data
• Employment concentrations
• Quality of life factors
• Cost of living
• University alumni/ae concentrations
• Number of job postings to determine highest in-need occupations











Salary

Work-Life Balance

Company Benefits

Meaningful or Innovative Work

Location of New Opportunity

Advancement Opportunities

Company Culture

Top Factors When Considering a New Job Opportunity
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DCI, Talent Wars: What People Look for in Jobs and Locations , 2019



DCI, Go Fish: How to Reel In Tomorrow’s Talent, 2018











Selling
the Wichita 
Region 
Strategically
Sheree Nikkel Dixon
Howerton + White
Associate Creative Director | Brand Strategy



Brand 
Development 

Process

+ Integrate available RESEARCH

+ Agree and align on the GOALS

+ Understand the TARGET AUDIENCES

+ Identify the BARRIERS to overcome

+ Develop KEY MESSAGES



The Wichita 
Region as a 

Brand

What Is a Brand?

+ NAME of the organization

+ Products or SERVICES provided 

+ VALUE of all products or services used

+ Symbols, signage or all VISUAL elements

+ Physical PRESENCE of the organization

+ EXPERIENCES related to the organization

+ WHAT IS SAID about the organization





Determining 
the Brand 

Voice

+ Competing ideas, cultures, movements and viewpoints

+ Entrepreneurs, risk-takers and business pioneers

+ Individualistic-driven energy with a level of palpable angst
+ Conventional v. Unconventional

+ We do things differently, called “The Wichita Way”
+ Determined to create our own success despite barriers 



Determining 
the Brand 

Voice

“The maverick archetype is a very American archetype 

and is in some ways a definitive behavior of the American 

individual and is inexorably linked to freedom … the idea 

of rebellion leading to innovation, reform and ultimately 

renewal is at the heart of this powerful archetype.”

- Susanna Barlow



Determining 
the Brand 

Voice
+ Invites others to create a new version of themselves

+ Expresses a sense of unending motion 

+ Entrepreneurism, individuality and innovative people
+ Reflects Midwestern hard work ethic and determination



Creating Key 
Messages

Key Message One — WORK

Innovation is our life’s work in Wichita.



Creating Key 
Messages Expand Your Possibilities

Wichita is home to a thriving, diverse community of doers, 

creators and entrepreneurs, driven by robust industries 

such as aviation and advanced manufacturing, technology 

and transportation and logistics.



Creating Key 
Messages

Key Message Two — LIVE

Your dream home is a reality in Wichita.



Creating Key 
Messages Raise Your Expectations

Here funds go further, so you can live where and how you 

want. Find home among historic neighborhoods, modern 

downtown lofts and friendly suburbs.



Creating Key 
Messages

Key Message Three — PLAY

Find inspiration and the unexpected in Wichita.



Creating Key 
Messages Make Unexpected Discoveries

With more time for your time, indulge in global cuisines, craft 

breweries, world-class arts and music, expansive parks and 100+ 

miles of outdoor bike paths. 



Relentlessly
Build Brand 

Equity

+ Tell different stories, but all from the same book

+ Key message pillars support the overall brand

+ Consistency  is key to building brand equity
+ How are you #RelentlesslyOriginal?

































Follow @choosewichita






