
Know the Customer
A Survey of Utah’s Business Leaders
For 30 years the Economic Development Corporation 
of Utah (EDCUtah) has worked with thousands of 
companies in a wide array of industries. In addition 
to recruiting companies to the state, EDCUtah works 
to support and facilitate local companies’ Utah 
expansions. The Know the Customer (KTC) program 
allows us to better understand the challenges and 
plans of existing businesses and to support their future 
success in the state. It is an exercise in listening to help 
us more effectively support their goals.

2020

Stacking up the
key metrics from
Utah's key employers.
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Key Findings

A net promoter score (NPS) is a 
benchmark organizations use to 
measure customer loyalty, on a 
scale from -100 to 100. To provide 
context, Amazon has a NPS of 62 
and Netflix of 68, both considered 
excellent scores.* 

Business Climate

•  The perception of Utah as a 
place to do business is high, 
with a NPS above 60.

•  Companies that have moved op-
erations to Utah have higher NPS 
on average (67.6) than compa-
nies that began in Utah (61.1).

•  The top two factors driving 
Utah’s favorable ratings are the 
quality of our workforce and af-
fordable costs of doing business. 
A majority of companies believe 
the quality of Utah’s workforce is 
better than in other regions.

•  Utah’s greatest advantages 
compared to other markets were 
identified as being Utah’s Out-
door Lifestyle (21 percent), Cost 
of Doing Business (20 percent), 
and Business and Tax Climate 
(18 percent).

•  Fifty-nine percent of respon-
dents indicated that their opin-
ion of doing business in Utah 

The KTC program began in 2019 as an initiative to engage with some of Utah’s key employers 
to ensure they receive the economic development support they need. The KTC program also 
provides an “early warning system” to identify Utah companies considering moving jobs 
outside Utah.

Conducted primarily by EDCUtah, these hour-long interviews 
often lead to insights about growth plans, affording “Team Utah” 
an opportunity to help companies in a timely manner.

Collectively these interviews have the goal of informing state and 
local leaders. Aggregate data can prove useful to any party looking 
to improve the business landscape in Utah.
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Profile of
Interviewed Companies
• Headquartered in Utah: 65.8%

• More than one Utah location: 47.3%

• Domestic location outside of Utah: 84.6%

• International location: 64.1%

• 14 counties represented

• 31 cities represented

Number of interviews completed by county.

KTC Program 
Objectives:
• Company retention

• Project generation

• Inform policy 
decisions

The information presented in this report represents the feedback only from those companies 
interviewed. Companies were strategically chosen based on a number of factors including 
industry, company size, geography, and impact to the state of Utah. The sample is small (74) 
relative to the total number of companies in Utah (100,000+), thus care should be exercised 
in making inferences of the sample on the population.

*source: Retently.com
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has stayed the same over the past 
two years, 19 percent say it has 
worsened, and 22 percent say it 
has improved.
Expansion Plans and Hurdles 

•  Two-thirds of companies are 
anticipating expanding their 
workforce in the next year.

•  A shortage of available talent 
is seen as the top challenge the 
state faces in the next five years 
(28 percent); this perception 
crosses all industry sectors and 
company size.

•  Many companies struggle to re-
cruit / retain women and diverse 
talent; they consider this issue a 
greater challenge in Utah than 
in other locations in which they 
do business.

•  Population Growth / Cost of 
Living (17 percent) and Air 
Quality (15 percent) are consid-
ered top challenges in Utah.

•  A quarter of respondents indicat-
ed they had been offered incen-
tives by economic development 
organizations outside of Utah.

Companies’ History in Utah 
and Plans for the Future

Interviewed companies are gen-
erally very happy with their Utah 
experience. The majority started 
in the state, but organizations that 
moved operations to Utah are 
slightly more satisfied with the 
local workforce than companies 
that began in the state, and are 
also more likely to recommend 
Utah as a place to do business 
than homegrown companies. The 
majority of companies are look-
ing to expand over the next 12 
months and are focusing on issues 
associated with that growth, such 
as workforce training, building 
the sales pipeline, and upgrading 
technology systems.

We started in Utah

We expanded into Utah

We acquired a company in Utah

We relocated into Utah

50% 

24% 

17% 

10% 

Utah’s Origin Story

Industry

Satisfied with Workforce Quality Average Satisfaction
with Utah Workforce

12-Month Workforce Plans

27% 
 67% 

5% 

Expand

Stay the same

Contract

Net Promoter
Group

27% 
 68% 

4% 
Promoter

Passive

Detractor

25% 

18% 

16% 

14% 

7% 

4% 

 2%

 0%
 4%

 8%

8%
0%

16%

39%

14% 

Manufacturing

Outdoor Products

Financial Services

Software/IT

Life Sciences

Energuy/Natural Resources

Aerospace

Distribution

Area of Focus Over the Next 12-24 Months

Moved to Utah

Began in Utah

NPS by Origin

Began
in Utah

13% 

12% 

11% 

11% 

11% 

10% 

8% 

6% 

6% 

13% 

Training of your existing workforce

Growing through increased sales of exisiting product

Upgrading technology

Cost reductions

Growing your workforce

Investing in your facility/infrastructure

Growing through adding more product lines

Growing through JV/strategic alliances

Outsourcing

Growing through M&A

Extremely
dissatisfied

Somewhat
dissatisfied

Neither
dissatisfied
or satisfied

Somewhat
satisfied

Extremely
satisfied

Began in Utah

Detractor Passive Promoter

Moved to Utah

62%

26%

1

2

3

4

5

3.9 4.2

76%

61%

Net Promoter Scores 67.6 61.1

Financial services companies are 
less likely to expand within their 
county, while outdoor products 
companies are more likely to 
expand within their county. Life 
sciences and outdoor products 
companies are least likely to 
expand into a rural community.

Moved
to Utah
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“Why Utah” and 
Challenges Faced

Companies do business in Utah 
due to low costs, quality work-
force, and tax incentives, among 
other reasons. They feel that the 
talent shortage and increasing 
costs are some of the most press-
ing issues Utah will face over the 
next five to ten years.

Workforce Issues

Companies feel that Utah’s work-
force is better than other loca-
tions but some struggle to recruit 
/ retain executives (18%), more 
struggle to recruit / retain women 
(25%), and even more struggle 
recruit / retain diversity (33%).

Policy implications. 
Ideas state leaders can glean 
from these preliminary results.

•  Create better connectivity be-
tween business and public sectors 
to increase NPS of existing com-
panies. Retain the Utah “value 
proposition” through a focus on 
controlling costs, and supporting 
a quality workforce and busi-
ness-friendly environment. 

•  Organize around diversity and 
inclusion. Infuse this into eco-
nomic development and other 
public policy objectives.

•  Maintain what makes Utah great 
and what gives the state a unique 
talent attraction strategy—our 
superb outdoor environment and 
recreational opportunities. Recog-
nize the importance of air quality 
to the business community.

•  Continue supporting public ed-
ucation and programs that align 
education and industry. While 
evaluating incentives in general, 
consider workforce incentives 
for all companies as a means to 
support Utah’s positioning vs. 
other regions. Competition for 

Why Utah?

Biggest Utah Advantages

Change in Opinion of Doing
Business in Utah
(past 12 months)

22% 

59% 

19% 
Improved

Stayed the same

Gotten worse

21% 

21% 

14% 

13% 

12% 

4% 

15% 

Low cost of doing business

Quality workforce

Tax incentives

Georgraphy for distribution

Access to the outdoor

Strength of the cluster

We are primarily serving Utah clients

21% 

21% 

14% 

13% 

4% 

15% 

Outdoor lifestyle

Cost of doing business

Business & Tax climate

Talent availability

Strength of the cluster

Geography for distribution

Pressing Issues in Utah Over the Next 5-10 Years

Utah’s Workforce Compared
to Other Locations

Recruiting/Retaining Labor
Compared to Other Locations

28% 

17% 

15% 

10% 

9% 

7% 

6% 

5% 

4% 

Talent shortage

Population growth/cost of living issues

Air quality

Transportation (commercial and/or public)

Healthcare costs

Utah’s national and international image

Rural communities economic development success

Water

Commercial and industrial real estate availability

Utah’s Labor
Availability

Quality of Utah’s
Workforce

Retention of
Utah’s Workforce

27%

42%

31%

5%

46% 48%

15%

38%

47%

Likelihood to Expand
within County

Extremely
unlikely

Somewhat
unlikely

Neither Somewhat
likely

Extremely
likely

Likelihood to Expand
to a Rural Community

Executives Women Diversity

22%

41%
37%

41% 43%

16%

58%

27%

15%

27%

21%

6%

14%

31%

Extremely
unlikely

Somewhat
unlikely

Neither Somewhat
likely

Extremely
likely

3%

17%

3%

18%

59%

Talent shortage is a main 
concern across all industries; 
however, the manufacturing 
industry chose this option 
disproportionately often
compared to other industries.

Improved Stayed the same Worse
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68%

State

Sample

Actual Versus Sample

0-9 10-49 50-99 100-249 250-499 500-999 1000-1999 2000+

11%

26%

19%

3%

22%

2%

18%

0% 0% 0% 0% 0%

10%

16%

4%

Disclaimer
The information presented in this report represents the feedback only from those companies interviewed. Companies were strategically chosen (not 

random) based on a number of factors including industry, company size, geography, and impact to the state of Utah. The sample is small (74) relative 

to the total number of companies in Utah (100,000+), thus care should be exercised in making inferences of the sample on the population.

Sampling Methodology
For the first 74 company interviews, EDCUtah focused primarily on companies that fell in one of the six GOED targeted clusters and other high-paying 

industries. Thus, the KTC program generally omits industries that fall outside of those, such as retail, call centers, universities, etc.

The sampling methodology for KTC interviews is primarily based on location and industry. The percent of establishments by county was calculated, 

which in turn represents the percent of companies in each county that would be interviewed. For example, 44.77% of Utah establishments are located 

in Salt Lake County, therefore we would seek to complete 45 of 100 interviews in Salt Lake County. However, 0.04% of establishments are located 

in Piute County—less than one. In fact, the 17 smallest counties each have less than 1% of Utah establishments, and 12 of those 17 would round down 

to zero. Because we want to have representation from every county, we rounded each of those 17 counties up to one rather than down to zero. By 

rounding upward for those counties we had to under sample in a few other counties given that we had restricted the total number of interviews to 

100. For example, we only interviewed 40 companies in Salt Lake County rather than 45. The first 74 interviews conducted were based somewhat on 

convenience in order to beta test the program, and the remainder will be in the more rural parts of the state.

EDCUtah is also looking for a variety of company sizes to interview. Eighty-five percent of companies in Utah have fewer than 20 employees, and 

our goal is to sample medium and large companies as well, so our sample is not intended to match the distribution of Utah companies, but rather to 

ensure we have greater representation from some of the larger companies.

Thirty-one cities represented

Blanding

Bluffdale

Brigham City

Cedar City

Clearfield

Cottonwood 

Heights

Delta

Draper

Fillmore

Gunnison

Hyde Park

Lehi

Logan

Midvale

Milford

Moab

Monticello

Morgan

Murray 

North Salt Lake

Ogden

Orem

Park City

Provo

Salt Lake City

Sandy

South Jordan

Springville

Taylorsville

West Jordan

West Valley City

K N O W  T H E  C U S T O M E R  2 0 2 0 E D C U TA H . O R G

growing companies is real, 
constant, and no respecter of 
state boundaries.

Next Steps

By July 1, 2020, EDCUtah plans to 
have 100 KTCs completed to iden-
tify companies that need support 
or have possible expansion needs, 
and to collect data on business 

trends in Utah. We also plan to 
broaden our outreach to the more 
rural parts of the state, ensuring 
our sample provides good rep-
resentation of each geography, 
industry, and company size. 
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201 South Main Street, Suite 2150, Salt Lake City, UT 84111   |   edcutah.org

Like to know 
more about 
your customers?

Michael Flynn, 
Chief Operating Officer 
(801) 328-9742

Matt Hillburn, 
Vice President, 
Research & Marketing 
(801) 323-4245

Theresa Foxley
President & CEO
tfoxley@edcutah.org
(801) 328-8857


