


The race for jobs and capital investment
is exactly that — a competition. Every day,
communities compete to attract new
businesses, support the expansion of existing
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capital investment. To assess Ardmore’s
position in this landscape, VisionFirst
conducted a comprehensive competitive data
analysis. While the data did reveal some
challenges, they also show a community with
remarkable assets ready to be harnessed.

Labor force participation lags national
averages, but commute times are short
and costs are low

Ardmore’s workforce has experience in
manufacturing, logistics and chemicals
Educational partnerships with Murray
State College and Southern Tech provide a
solid foundation

Cost of living index: 85.4 (well below the
national average of 100)

Median home value: $153,300 (vs. $281,900
nationally)

Average wage: $51,646, with room to grow
in high-value sectors

Strategic location on 1-35 between OKC

and DFW

Foreign Trade Zone designation and
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Downtown momentum and strong civic
partnerships

Ardmore’s next chapter will be shaped

by how it tells its story, activates its
assets and invests in people—not by past
setbacks.
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Strategic Goals
&Tactics

The plan's goals and tactics are strategically
designed to foster connectivity among
stakeholders and guide the trajectory of
economic development and community success.
It builds upon previous plans and actions
undertaken by the ADA, the Chamber and the
ATA, serving as a road map to address both the
opportunities and challenges of economic
growth in the community.

GOAL 1:

FOCUS TARGET INDUSTRY MARKETING
Ardmore has a clear opportunity to lead with its
wage strength, geographic advantages, and
resilience in key sectors such as chemicals, energy,
and health services. These industries not only offer
strong location quotients and higher-than-average
wages, but they also align with Ardmore’s existing
assets.

Ardmore should position itself to attract a range of
high-value operations across multiple sectors. This
approach builds a more resilient economic base,
reduces risk and creates opportunities for
innovation and upward mobility within the
workforce. Key tactics include:

01 Develop curated executive roundtables or site
visits

Key tactics include:

01 Leverage the Airpark’s strategic advantages.

02 Set expectations for Michelin co-tenant space.
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04 Develop creative solutions for in-fence property.
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engineering partners.

06 Engage/collaborate with motivated landowners.

07 Enhance the sites landing page.

08 Create videos that tell the site’s selling points.

Partners: Existing Industry, Utility Partners, Oklahoma
Department of Transportation, Oklahoma Department
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County Government

GOAL 3:

ACCELERATE DOWNTOWN DEVELOPMENT
AND ENTREPRENEURSHIP

Downtown revitalization and small business growth
are vital to the long-term economic success of
Ardmore and the region. Encouragingly, recent data
from the U.S. Census Bureau shows a 10.3% increase
in business applications locally—683 new
ventures—outpacing the state’s overall 4.5% growth.
Understanding that small businesses are the
backbone of a community, Michelin has allocated $1
million to support entrepreneurship initiatives in the
region as part of its wind down. Key tactics include:

01 Hire an entrepreneurship director

02 Create a 1 Million Cups Chapter
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coworking space
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partnerships

04 Launch thought leadership and hosted
programming
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outreach

06 Utilize existing employers as advocates
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05 Host entrepreneur-driven Events

Partners: ADA, Chamber, Ardmore Main Street
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GOAL 4:
INTENSIFY TOURISM INITIATIVES

Partners: -01-©K-°™ Na©aEu=™Z°KEK-™Ma™k 0oEu[F™ aKeprdmore region offers a wide range of outdoor
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Department of Commerce, Existing Industry, Utility
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Oklahoma Business Roundtable, State Chamber of
Oklahoma, Industry Associations, Local Economic
Development Organizations in Surrounding
Counties

GOAL 2:

OPTIMIZE AVAILABLE SITES AND PROPERTIES
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ongoing priorities for economic development
organizations nationwide. For Ardmore’s properties

to be truly competitive, ensuring certainty in data,
marketing, positioning and site readiness is

essential.
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recreation amenities that align with growing state
and national trends. Ardmore Regional Park provides
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spaces. With strong natural assets, Ardmore is
well-positioned to grow its tourism sector by
enhancing visitor experiences, supporting local
businesses, and expanding tourism efforts.

Key tactics include:
01 Hire a dedicated tourism director

. D2 wmsgphyjishva data-driven foundation for industry

insights

03 Enhance digital tourism infrastructure

04 Launch a strategic outdoor tourism promotion
initiative

05 Reignite the Arbuckle to Ardmore marathon

06 Explore adult and youth sports events at the
convention center
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Partners: ATA, Chamber, Ardmore Main Street
Authority, Local Hotels, Restaurants, and Retailers,
Parks and Recreation Department, Chickasaw
National Recreation Area, Oklahoma Department of

Association, Oklahoma Restaurant Association, U.S.
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GOAL 5:
ENHANCE STAKEHOLDER COMMUNICATIONS
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their marketing strategies. To usher in a new era of
marketing and communications for Ardmore, a more
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engagement and modernize communication. Key
tactics include:

01 Customize materials for stakeholder segments.

02 Increase earned media and public relations.

03 Expand social media to highlight strengths and
opportunities.

04 Enhance website and expand online messaging.

Partners: ADA, Chamber, ATA, Main Street Program,
School Districts, Murray State, Southern Tech, Main
Street, County and City Departments, Top Employers

GOAL 6:

ADVOCATE FOR K-12 EDUCATION
IMPROVEMENTS

A strong education system is a cornerstone of
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community vitality. But even beyond traditional
economic development, K-12 education serves as a
tipping point as to where a new resident chooses to
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where a small business may select to open. As
leaders and residents alike are looking to see the
community’s population grow, the quality of K-12
education plays a crucial role in shaping the area’s
long-term success. While not a core function of the
ADA or the Chamber, both are in a unique
opportunity to advocate for and support
improvements in the nine K-12 school districts,
ensuring that students are prepared for careers while
meeting the evolving needs of industries. Key tactics
include:

01 Integrate education as a board agenda Item

02 Host education roundtables or forums

03 Champion the creation of an early literacy
volunteer program

04 Encourage exploration of the success for all early
education programming

05 Promote the expansion of industry based camps
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Top Employers, Workforce Partners
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