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City of Palm Bay Strategic Communications Platform  

THREADS for OPEN DISCUSSION... the 30th event.

Advantage Land.  Earth to spare. Something most places can’t say.  Open Spaces.  Vast Lands.  Affordability and Possibility for Big Starts, and Major Moves.  BUILD OUT at 30%.  

OPPORTUNITIES FOR BIGGEST DREAMS.  New Industry. Technology.  Starts with Capital, but not unlimited capital. AFFORDABILITY.  How that leading edge near-unique option can be our UNIQUE SELLING POINT.  

  
Location. Location. Location. Geography. Proximity.  Access. Supply Chain Logistics. Panama Canal. Import Export. Shipping. Power of our Ports. Quadra Modal.

Quality of Life.  Healthy Lifestyle. Outdoor Recreation. Parks. Nature. Tourists. Bass Pro. New Dollars in Tourism.  Attracts higher income and discretionary dollars.  Higher dollar spends. Visitors make possible other things we need.  Begins to help solve spaces issue of another kind, higher end restaurants and hotels, retail spend, making possible investment.

Opportunity to Grow Unique Offer or Attraction. Land to Devote to it.  Achievable vision needed here.

Complements and can accelerate Bayfront.


SMART Areas. Enterprise Zone. SNAP. Business friendly. Solvers.  

Technology Giants. Harris Investment. Workforce talent. Training institutions and programs.

Cultural Diversity. Advantage to Business.
Cultural Diversity. Advantage Citizens. Global Microcosym. Good place to grow families.

Cultural Diversity. Advantage Profile. Flavors. Fun.

Safe City. Still considered huge factor with Site Selectors.

Quality of Life. Still considered a trump card with Site Selectors.

Character. ONE. Nemo. Evans. 

Sustainability Planning. Kinds of Green. Hard Targets.

Infiltrate public conversation with how communication platforms best work. Have levels of message.  Characterize and texture, fill in and fill out.  But they have to start somewhere and they have to leave someone with a picture, a profile, a unique impression.

Key words and phrases list started, prompts:

EARTH

PROXIMITY

OPPORTUNITY

OPENNESS

SOLUTIONS FOCUSED

CHARACTER OF COMMUNITY

CULTURAL DIVERSITY  ADVANTAGES

GLOBAL CITIZENSHIP

WORKFORCE TALENT & TRAINING OPPS

SAFE CITY

TOURISM PROFILE

SITE SELECTORS

TARGETING INDUSTRIAL CLUSTERS

WORKING OUR ADVANTAGES.

QUALITY OF LIFE NOT DEAD ISSUE.

UNIQUE SELLING POINT OF THE LAND. 

BUILD OUT at 30%. 
OPPORTUNITIES FOR BIGGEST DREAMS.

AFFORDABILITY.  

How that leading edge near-unique option characterizes the offer.

OPEN SPACES. OPEN OPPORTUNITY. OPEN ENDED. OPEN ATTITUDES. 
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