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Over November and December 2009, 75 randomly ssleattendees of the 2007, 2008 and/or 2009 Nebraska
MarketPlace conferences (held in Kearney, ColunaimasNorth Platte respectively) were surveyed abmit
attendance at MarketPlace, use of MarketPlace ressuand effects of their MarketPlace experieAceong
those surveyed were 33 existing and potential sinalness owners (31 existing small business owansls

two potential small business owners). The discussielow reflects the responses of those small kasin
owners.

Almost all (94 percent) of the small business resigmts attended at least one MarketPlace everit, 7&it
percent attending two (30 percent) or all thre&gdrcent) conferences.

Almost all (91 percent) of the small business reslemts stated they would attend MarketPlace again.

A bit over half (52 percent) of small business masjfents stated that their MarketPlace participatesulted
in starting, expanding or making changes to thesgimess. Of those who started a business sinceipating
in MarketPlace, 43 percent said the business rin@apy business and 57 percent said the businesseéson-
dary business.

About a third of the small business respondenttedtdhey have added jobs in their businesses since
participating in MarketPlace. A total of 14 jobsree@added by those respondents (six part-time, olhéirhe

and seven seasonal jobs). The sample of small éesirespondents who answered they created jobs thus
created an average of 1.4 jobs per business (tinadisn is made here among full-time, part-timeseasonal
jobs).

The best data on the number of small business enwmieo attended MarketPlace are the 244 small bssine
owners who attended the 2007 event. Extrapolatiegnumber of jobs created by the small businesepbwn
sample survey to the total number of small busiregsers who attended MarketPlace, a total of 343 jo
(either full-time, part-time or seasonal) were tedaeach year with the help of MarketPlace atteoelaand
participation.

Forty-five percent of small business respondentdicated that MarketPlace participation lead to an
anticipation of adding jobs to their businessethanfuture. A total of 24 jobs were likely to bedad by those
respondents (13 part-time, two full-time and nieasonal jobs).



About 20 percent of small business respondentedsthieir business revenue has been positivelytatiday
MarketPlace participation. Half of those businesstased MarketPlace participation had increasednbss
revenue by 10 percent, 25 percent of those bussestated MarketPlace participation had increassthess
revenue

by 15 percent and 25 percent of those businessésdsiMarketPlace participation had increased basine
revenue by 40 percent.

Nearly all (88 percent) of those small businespardents who stated they were making changes @mnexp
ing their business as a result of MarketPlace @petion sought financing to do so. These respotsdesed a
variety of financing sources (multiple responsesewallowed). Loans from banks, resources from USDA
Rural Development and personal resources (savimjsr@dit cards) were the most popular sources.

Sources of Business Financing
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Nearly half (48 percent) of small business respotgistated that MarketPlace participation gave tiieen
resources and skills to write a business planHeir tbusiness.

Most small business attendees (61 percent) visitedilized the MarketPlace exhibitors or sponsaviges in
order to take advantage of their resources or kedgé.

However, one resource does not appear to be watilimach by small businesses. While nearly all small
business respondents (85 percent) stated they kineveconomic development field representative @irth
region, only 14 percent of those who know the regidield representative have ever utilized thenvies.
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The survey question does not define “regional fidgresentative” or identify an entity, organizatior
agency to which the question refers, so we arenasguthe respondents are answering about theirotise
services of any economic development field repriagime or official.
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Many of the small business respondents (79 perctate¢d they utilized new resources as a resulbheif
MarketPlace participation. The new resources etiliare many and varied. The Center for Rural Adfair
(including REAP), USDA Rural Development, and thed Business Administration were the most popular
new resources utilized.

New Resources Utilized Post-MarketPlace
Attendance
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A large number (42 percent) of small business nedents stated they started to work with other congsaas
a result of networking at the MarketPlace confeeenc
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Nearly all of the small business respondents (88gue) believe there are adequate networking oppibies
in their region.
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Established in 1973, the Center for Rural Affagsiiprivate, nonprofit organization with a missiorestablish
strong rural communities, social and economic gestenvironmental stewardship, and genuine oppibytun
for all while engaging people in decisions thateeffthe quality of their lives and the future otkith
communities.

This paper is made possible by the generous assestd the CHS Foundation.
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