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Harrisburg City Council Minutes 
May 13, 2025 

 
 
Mayor: Robert Duncan, Absent (Excused) 
Council President: Mike Caughey, Absent (Excused) 
Councilors Present: Kimberly Downey (Via Phone), Randy Klemm, Cindy Knox, Dana 

Henry and Youth Advisor Nolan Malpass 
Councilors Absent:  Charlotte Thomas (Excused)                                               
Staff Present:                         City Administrator Michele Eldridge, Public Works Director Chuck 
                                               Scholz, Finance Director/Deputy City Recorder Cathy Nelson and 
                                               City Recorder/Municipal Court Administrator Lori Ross 
Meeting Location: Harrisburg Municipal Center Located at 354 Smith St 
 
The Pledge of Allegiance was led by Pro-Tem Council President, Randy Klemm 

CALL TO ORDER AND ROLL CALL by Pro-Tem Council President Randy Klemm at the hour of 
6:34pm 

CONCERNED CITIZEN(S) IN THE AUDIENCE:  All in attendance were there for items on the 
agenda.   

PUBLIC HEARING 

THE MATTER OF HOLDING A PUBLIC HEARING AND APPROVING/ DENYING/AMENDING 
THE DRAFT AMENDMENT TO THE CITY OF HARRISBURG FLOOD HAZARD MANAGEMENT 
CODE, HMC 18.55.070 (LU 463-2025), BY APPROVING ORDINANCE NO. 1008, “AN 
ORDINANCE AMENDING HMC 18.55.070, AND REPEALING HMC 15.20 FLOOD DAMAGE 
PREVENTION.” 
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Pro-Tem Chairperson Klemm read aloud the order of proceedings, and noted the procedures 
for continuance, and the process to keep the record open.  

At the hour of 6:36pm, the Public Hearing was opened.   

Klemm asked if there were any conflicts of interest or any ex-parte contacts.  No conflicts of 
interest, no declaration of ex-parte contact, and no rebuttal of disclosures reported.   

Klemm read aloud the criteria that were relied upon for this land use hearing and noted 
additional copies of the criteria near the door.  He also directed the audience on how they 
would need to direct testimony towards the applicable criteria, and how an appeal could be 
made.   

STAFF REPORT: Eldridge informed Council there are 35 properties affected with 15 of them being 
owned by the City.  Eldridge reminded Council that of the three choices given, they chose to adopt 
the amendments to the flood zone as required by FEMA (Federal Emergency Management 
Agency) and as provided by the DLCD (Department of Land Conservation & Development).  She 
added that if this requirement should change in the future, it would be easy to remove it by 
repealing this part of the code.  

Eldridge pointed out Addendum 1, an acronyms and abbreviations cheat sheet and Addendum 2, 
a copy of the Harrisburg Comprehensive Codes and Policies, for Council’s review. Eldridge referred 
to page 26 showing the blue areas affected by the riverfront including Riverfront Park, Eagle Park, 
the northwest corner of town including homes at the end of Territorial St, Gheen Irrigation and Knife 
River. She added that notices were sent out to the property owners affected and only two attended 
the Planning Commission meeting.  Eldridge did meet with the business owners affected the most 
to answer any questions they had.   

Eldridge highlighted the following criteria and goals: 
• Only four criteria apply, and one is to make sure we following the State 

Comprehensive Plan Goals and added the City’s Comprehensive Plan follows the 
same titles as the States Goals.   

• Statewide Planning Goals No.5, 6, 8,12 and 15 are all met.  
• Comprehensive Plan Goals No.1, 2, 5, 6, 7, 8,12 and 15 are all met.  
• Goal 12; Transportation.  If something is not paved, it cannot be paved in the 

future. There is a small portion of our street on Territorial and 1st inside the zone, 
that we will be allowed to perform maintenance on, but can’t expand.   

• Henry asked if installing the boat ramp at Eagle Park would be affected. Eldridge and 
Scholz stated they would need to come up with a work around which would include 
getting a joint permit through the Army Corps of Engineers (USACE), the Department 
of Environmental Quality (DEQ) and the Department of State Lands (DSL).  
• Eldridge referred to page 68 showing the exemptions standards noting that she 

added 6.3 (i); Habitat restoration activities and page 69 showing the formula 
process going forward for mitigation.      

Eldridge stated that two of the criteria are met and two are not applicable.   

City Council has no additional preliminary questions for staff at this time.   

Klemm asked for public testimony, whether in favor, opposition or neutral.  None given.  

The public hearing was closed at the hour of 6:55pm.   
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• Klemm read the title of Ordinance No. 1003 again for the record.   
• Downey, Henry and Klemm like the idea of getting rid of this as soon as we are able to.   

• Henry motioned “Based upon the criteria, discussion, and findings and 
fact in this staff report, I motion to approve Ordinance No. 1008, An 
Ordinance Amending HMC 18.55.070 and Repealing HMC 15.20 Flood 
Damage Prevention” and was seconded by Downey.  The motion passed 
unanimously by a vote of 4-0.  (Yes:  Henry, Downey, Klemm and Knox.  
Youth Advisor Malpass also voted in favor.  No:  None.) 

THE MATTER OF CONSIDERATION OF A REQUEST TO DEFER SDC PAYMENTS: Eldridge 
reminded Council that Jeremy Zuidema, with Butterfly Garden Subdivision, was at the last meeting 
requesting a deferment of System Development Charges (SDC).  Eldridge referred to Exhibit A on 
page 106, the materials he handed out at the last meeting and to page 115, HMC 12.35 (System 
Development Charges) that states SDC charges are to paid when issuing the permit. Eldridge 
stated delaying the payment of the SDC’s would require the City to file a lien and an Ordinance to 
change the HMC.  Other discussion included:  
• It is suggested that a $500 fee, per dwelling unit, be added to cover staff time and for 

placing on the lien docket.   
• It wouldn’t apply to a single family dwelling unit, only multiple units.   
• Knox would like to keep from having so many liens and come up with a plan on the 

number of units it would apply to.   
• Nelson confirmed with Zuidema, he was asking to defer until the certificate of 

occupancy is issued.   
• Henry inquired about the time frame from issuance of the permit to obtain the 

certificate of occupancy.  Zuidema responded six to nine months.  Henry also inquired 
about if this would be a delay in funding for the City.  Nelson stated that our funds are 
healthy enough and if we placed a lien, it would be accruing interest to compensate for 
the interest we would otherwise have received.   

• Klemm likes filing the lien but would like it to be a trial basis and Downey agreed.   
• Zuidema added that he has put in over $400,000 of infrastructure into streets and 

sewer and by getting these homes moving, increases the City tax revenue. Slowing 
construction down, due to the SDC fees, is delaying that.   

• Scholz stated the HMC is clear, and he doesn’t believe we could legally make this 
change on a trial basis when other developers are in town currently as well.  Scholz 
thinks it needs to be addressed by our Attorney.   

• Downey doesn’t want to limit this to only one builder.  
• Henry suggested having it apply on a case by case basis. Scholz suggested listing the 

factors for the case by case basis.   
• Knox would like to set a precedence for future builders and for it to apply to everyone, 

but not everything they were building.  
• Downey would like for this to be brought back to a full Council and for the City Attorney 

to review.   
• Zuidema would like this to apply to townhomes, two to five or six units with adjoining 

walls.   
• The consensus from the City Council is to bring back to our next meeting.      

THE MATTER OF APPROVING AN IGA WITH THE RURAL ECONOMIC ALLIANCE (REAL): 
Eldridge reviewed the staff report adding that REAL is a way for participating cities to be able to 
combine resources and do something they couldn’t afford on their own.  Eldridge informed Council 
that her first priority is to bring business’s to Harrisburg but if we aren’t able to accommodate a 
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request, she would refer them to another participating City to keep in our region or county. Eldridge 
gave the presentation as shown in Addendum 3.   
Discussion afterwards included:  
• Knox confirmed that everything accomplished so far including the website and 

branding has been at no cost to the City so far, except for Eldridge’s time.  Eldridge 
responded yes due to receiving grant funds.   

• Henry asked what kind of support they are bringing to our business owners.  Eldridge 
responded they are still working on brochures and promotions.   

• Klemm would like to hear more concrete methodologies and how they are affecting our 
businesses in our community.  He wants something that drives people to Harrisburg to 
visit our businesses and would like to see a return if the City is spending $15,000.   

• Downey felt the presentation was based on policy and structure of REAL and not 
success’s.  Downey would like to know what the ideas are and what’s going to work.  
Eldridge stated the brochure REAL is working on will provide resources for businesses 
to be successful.  

• Downey doesn’t want to get rid of the program but suggested not allowing 
disbursement of the funds until REAL informs them how the funds are being used.   

• Henry would like to add a contingency that Council would like a report or formal 
presentation at the end of the year indicating what our return investment was including 
stats.      

• Knox felt the success indicators on page 149 was in theory and would like to have  
information on what they have accomplished as Henry suggested.   

• Eldridge informed Council that approving this agreement doesn’t mean the City will be 
sending funds.  REAL will approach Council if they need funds and inform them what 
the funds will be used for.   

• Downey motioned to authorize the Mayor to sign the IGA with member 
cities of Rural Economic Alliance and that all funds be approved by the 
City Council before disbursement and was seconded by Knox.   

• Klemm would like to make sure we see a return this time and know that REAL is 
having a positive impact for our community. 

• The motioned passed unanimously by a vote of 4-0.  (Yes:  Downey, Knox, 
Klemm and Henry.  Youth Advisor Malpass also voted in favor.  No:  None.)  

THE MATTER OF APPROVING THE FINAL DRAFT OF THE 2025-2030 STRATEGIC PLAN:  
Eldridge stated the only change since the last review was the addition of Goal No. 10.   
• Downey would like the removal of RAIN, which is mentioned twice on page 169 and 

also page 167.  Eldridge to remove.  
• Downey motioned to approve the Final Draft of the 2025-2030 Strategic 

Plan as amended and was seconded by Henry.  The motion passed 
unanimously by a vote of 4-0.  (Yes:  Downey, Henry, Klemm, and Knox.  
Youth Advisor Malpass also voted in favor.  No:  None.)   

THE MATTER OF APPROVING THE CONSENT LIST:  No discussion or concerns.   
• Henry motioned to approve the consent list and was seconded by 

Knox.  The motion passed unanimously by a vote of 4-0.  (Yes:  Henry, 
Knox, Downey, and Klemm.  Youth Advisor Malpass also voted in favor.  
No:  None.).  Motion to approve the consent list approved the 
following:  
• Minutes from the March 25, 2025 & April 8. 2025 City Council 

Meetings 
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• The Payment Approval Report for April 2025 
• Appointment of Pat Rufo to the Library Board for a term ending 

June 30, 2028 
• Out of State Travel for Chuck Scholz to attend the AWWA Expo in 

Denver, Colorado at a cost of $2991 

CITY ADMINISTRATOR VERBAL REPORT:   

• Scholz gave an update on the Water Bond Project stating the steel portion of the north 
tank are up but there is still lots of work needing to be done with piping, lining and 
sealing.  The south tank has had 30% underground lines put in including the electric 
and they are starting the foundation for the treatment plan.   

• Eldridge informed Council they are still working on the Special Public Works Fund 
(SPWF) loan application process for the Water Bond Project. They will be asking for an 
additional $1 million to ensure we have enough funds.     

• Eldridge will be offering Dan Schroeder another extension.  He will be meeting with 
Judge Blake tomorrow at court then appearing at the next Council meeting.   

• Eldridge referred to Addendum 4, a monthly code enforcement report showing the 
current activity which will be included in the consent list.  She added that we have cited 
a resident into Court for a junk violation.  Downey asked if we cite the owner of the 
property or the tenant.  Eldridge responded we can do both.   

• Eldridge informed Council the City was approached by Ziply, another broadband 
company based in Washington that would like to do business in Harrisburg.   

• Nelson asked Council if they would allow teachers located outside the city limits to 
have a free library card.  The consensus from Council was to offer teachers in our 
school district a library card at no cost.  

With no further business, the City Council Meeting adjourned at the hour 8:34pm. 
 
 
__________________      ____________________ 
Mayor         City Recorder 
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Draft – December 20, 2024

Marketing Plan 2025
RURAL ECONOMIC ALLIANCE
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Brand Position
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RURAL ECONOMIC ALLIANCE

Be part of something bigger

When you do business in Oregon’s Mid-Willamette 
Valley, you can feel the difference. It’s a 
community where people feel like they belong, 
and businesses share a sense of contributing to 
the broader economic well-being of the region.
We accomplish more by working together. Here,
you can make a REAL impact.
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Situation

4
Page 16 of 31

The Rural Economic Alliance (REAL) is in the process of establishing its role as a
central advocate for economic development in Linn and Benton counties. 
However, the *recent business community survey highlights a low level of brand 
awareness and underutilization of REAL's resources.

Key findings include:

• A significant portion of businesses surveyed are unaware of REAL and its
offerings.

• Many business owners have not visited the REAL website or engaged with its 
programs.

• REAL’s role as a resource hub and advocate for regional businesses is not yet
widely recognized within the community.

Despite this, there is a clear need for the services REAL provides, such as financial 
guidance, workforce support and business promotion. By improving its visibility 
and increasing engagement, REAL can solidify its position as a trusted resource for 
business owners, entrepreneurs and local stakeholders.

Currently, REAL stands at a critical juncture where building brand awareness and 
demonstrating tangible impact are essential to becoming a recognized leader in 
driving economic growth and community development across rural Linn and 
Benton counties.

*September-October 2024
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Strategic Objectives
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REAL’s strategic objectives are outlined in their
strategic plan and include the following:
1. Retention and Expansion: Create conditions

that make it possible for business to stay and
expand in the REAL region.

2. Recruitment: Diversify the region’s economic
base by supporting attraction and recruitment
of business to rural Linn and Benton counties.

3. Land Use: Remove barriers to productive use
of land and maximize the limited supply of
buildable land.

4. Entrepreneurship: Support the founding of
new business in the REAL region.

5. Advocacy: Move political action and funding 
toward the key priorities of rural businesses.

6. Marketing & Stakeholder Engagement: Create
brand recognition for REAL and promote our
rural communities as great places to live, visit
and start or expand a business.
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Goals & Metrics
MEASUREMENT DASHBOARD – HOW TO TRACK 
SUCCESS
Provide monthly updates and campaign reports. Start by 
measuring what matters most.
Create an annual report sharing what’s in progress andwhat’s been completed while setting benchmark goals
for the following year.
After benchmarking year one goals, the following year 
may include:
• Achieve a 20% increase in social media engagement
• Boost website traffic 15%
• Secure 4-story placements with an estimated 1 

million impressions annually
Keep track of attendance at REAL-supported trainings
and events and the # of advising hours/clients seen by
the SBDC. Include success indicators as outlined by the 
strategic plan.
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Metric FY24/25 FY25/26 YOY Change %

Paid Media

Impression volume (marketing) benchmark

Total clicks (ads) benchmark

Click-through rate (ads) benchmark

Earned Media

Number of articles (pr) benchmark

Number of articles influenced (pr) benchmark

Number of trainings/events held benchmark

Owned Media

New users (website) benchmark
xhibit B

Users (website) benchmark

Page View (website) benchmark

Total followers (social) benchmark

Engagement % (social) benchmark

Post total reach (social) benchmark

Total engagements (social) benchmark

Link clicks (social) benchmark
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Key Audiences
Current Business Owners 
(Linn & Benton Counties)

Needs: Financial assistance, 
workforce support and 
marketing resources.

Top Channels:
• Chamber of Commerce 

newsletters/websites.
• Email campaigns via

partners (targeted 
business updates).

• Local business events and
networking opportunities.

• Social media platforms: 
Facebook, LinkedIn.

Local Governments 
& Stakeholders

Needs: Alignment on land 
use, economic incentives and 
workforce development.

Top Channels:
• Direct communications: 

email, presentations, 
meetings.

• Website content updates:
data reports, success 
stories.

• Quarterly reports shared
with city councils.

Prospective Entrepreneurs/ 
Startups

Needs: Access to capital, 
business guidance and 
training programs.

Top Channels:
• Social media platforms: 

Facebook, LinkedIn.
• Partnerships with the

SBDC, LBCC (events, 
workshops).

• Local media outlets:
regional newspapers, 
radio.

• Word-of-mouth
campaigns via community 
associations.

Community Members

Needs: Build awareness of 
local businesses and 
opportunities for growth that 
enhance local quality of life.

Top Channels:
• Social media campaigns 

promoting shop local.
• Local events: markets,

community gatherings.
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Key Messages

1. REAL is the trusted advocate for rural businesses in Linn and 
Benton counties.
We support local businesses by connecting them to resources, 
addressing challenges and advocating for policies that enable 
growth, workforce development and economic success.

2. REAL helps businesses thrive by providing access to essential 
tools and resources.
Whether it’s funding opportunities, workforce solutions, or 
operational support, REAL serves as a hub for the information and 
assistance businesses need to grow and succeed.

3. REAL fosters entrepreneurship and business expansion to 
strengthen rural economies.
By partnering with regional organizations like the SBDC, LBCC and 
local chambers, we provide training, support and opportunities for 
new and growing businesses.

4. REAL is building vibrant communities by promoting local 
businesses and removing barriers to growth.
Through strategic planning, land use solutions and “shop local” 
initiatives, REAL creates opportunities for businesses to thrive while 
enhancing the quality of life in our communities.

5. REAL connects businesses, partners and local leaders to drive 
economic development.
We bring stakeholders together to develop solutions, share 
resources and champion initiatives that create a stronger, more 
resilient regional economy.
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Key Themes by Audience

Business Government Partners 
Owners

• REAL connects you to 
funding, workforce 
solutions and tools to 
grow your business.

• Whether it’s expanding 
operations or finding 
skilled employees, REAL 
is here to help.

• Collaboration with REAL 
removes barriers for 
businesses, attracts 
investment and enhances 
regional development.

• Through advocacy and 
strategic planning, REAL 
advances land use and 
economic incentives.

Prospective

Entrepreneurs

• Launch your business 
with confidence. REAL 
provides resources, 
training and pathways to 
success.

• REAL connects you with 
grants, funding 
opportunities and expert 
guidance.

Community Members

• Support local businesses 
that strengthen our rural 
economy and enhance 
quality of life.

• Together, we can make 
Linn and Benton counties 
great places to live, work 
and grow.
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Marketing Tactics | 2025

Initiatives Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Role
1. Evaluate opportunities to partner with the Small Business Development 

Center, with the Lebanon and Sweet Home Chambers of Commerce, Business 
Oregon, i.e. (see slide 19) to expand REAL’s reach within Linn and Benton 
counties.

REAL

2. Increase brand awareness by attending industry events as REAL. REAL
3.  Develop and produce a brochure with QR codes to generate interest and 

provide essential information to potential and current business owners.
• Distribute brochures at Chambers of Commerce, the SBDC and local

government buildings.
• Offer downloadable versions on RuralEconomicAlliance.com and promote 

through social media channels.

JayRay

4.  Increase local brand awareness by creating window clings with REAL branding
and distributing them to local business owners to display in their windows. JayRay

5. Conduct quarterly interviews and collect business success stories in Linn and 
Benton County. Include quotes in the REAL brochure, publish success stories 
to the REAL website and create shareable social media posts to distribute to 
partners for recruitment, retention and expansion efforts.

JayRay

6.  Conduct photo shoot to build asset library for all marketing initiatives. JayRay
7. Create a measurement dashboard to track success indicators. Create year-one 

benchmarks and then begin tracking year-over-year progress. REAL

JayRay estimated cost of items 3-5: $16,000-20,000
JayRay estimated cost of item 6: $10,000-12,000

Aspirational: Conduct video shoot of up to 4 success story videos to be used on website, social media and in recruitment efforts. Additional ~$15,000 to accompany
on the photoshoot.

12
Page 24 of 31

Addendum 3



Social Media Tactics | 2025

Initiatives Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Role

1. Implement social media strategy, posting up to twice a week. REAL

2. Reshare City, chamber, SBDC and other partner content as relevant to
your audiences. REAL

3.  Align social posts with website content to balance original and curated 
content. REAL

Estimated Social Media Program: ~$24,000
+ Aspirational: Increase posting cadence from 2x a week to 3x a week.
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Social Media Strategy
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WHY DOES SOCIAL MEDIA MATTER 
TO BUSINESS OWNERS?

Social media is a source of 
information and inspiration. Potential 
business owners and larger business 
enterprises use social media as a tool 
to find out what resources exist to 
support businesses in the 
communities where they consider 
building.
Current business owners look to social 
media for up-to-date information on 
upcoming trainings and legislative 
changes and community members 
look to social media to learn about 
local businesses and events. REAL 
must meet their communities where 
they are.

SOCIAL MEDIA GOALS

• Promote REAL as a resource for 
starting and doing business in rural 
Linn and Benton counties.

• Encourage prospective businesses 
to choose to do business in Linn 
and Benton counties.

• Engage with partner organizations 
and share local resources, 
trainings and events.

• Share about advocacy work and 
provide calls to action.

• Inspire locals to support local 
businesses.
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Content Pillars

BUSINESS RESOURCES & 
EDUCATION

REAL connects business owners 
and prospective business owners 
with funding opportunities and 
business education.
• Share tools, grants and training 

options to support retention 
and entrepreneurship.

• Share content from area 
partners, promote partner 
events, skills trainings and job 
fairs.

SUCCESS STORIES & TESTIMONIALS

REAL supports business owners 
and entrepreneurs in achieving 
their goals.
• Posts that highlight businesses 

in Linn and Benton counties.
• Posts about the work 

businesses are doing with 
REAL.

• Quotes from area business 
owners.

ADVOCACY

REAL advocates to help move 
political action and funding 
toward the key priorities of rural 
businesses.
• Posts about the advocacy work 

REAL and their partners are 
doing.

• Calls to action with how REAL 
community members can 
support their advocacy.

15
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Content Pillars
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RECRUITMENT

REAL helps diversify the region’s 
economic base by supporting the 
attraction and recruitment of 
businesses in rural Linn and Benton 
counties.

• Posts sharing regional 
development updates; share 
progress on land use plans, shovel- 
ready sites and infrastructure 
improvements.

• Reshare local government updates 
on land use updates and enterprise 
zones.

• Link back to information on 
RuralEconomicAlliance.com when 
possible.

COMMUNITY CAMPAIGNS

Promote REAL rural communities as 
great places to live and visit to create 
brand recognition and goodwill with 
local community members, as well as 
paint a picture of a high quality of life 
for prospective business owners.

• Posts that highlight unique 
attractions in your local 
communities.

• Highlight upcoming local events.

• Spotlight businesses and things to 
do in the area.
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Channels Overview
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PRIORITY 1
Facebook
• Publish to feed twice a week
Why Facebook:
• Third most visited site on the internet,

following Google and YouTube.
Focus on Facebook:
• Business resources & education
• Website content
• Local business success stories
• Earned media coverage
• Advocacy
• Recruitment
• Community campaigns

• Partner events, opportunities and
updates

PRIORITY 2 (ASPIRATIONAL)
LinkedIn
• Publish to feed twice a week
Why LinkedIn:
• LinkedIn is the social network for

business.
Focus on LinkedIn:
• Business resources & education
• Recruitment
• Local business success stories
• Earned media coverage
• Advocacy
• Partner events, opportunities and

updates
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REAL Partners
CITIES
CITY OF ADAIR VILLAGE 
CITY OF BROWNSVILLE 
CITY OF HALSEY
CITY OF HARRISBURG 
CITY OF MONROE 
CITY OF LEBANON 
CITY OF PHILOMATH 
CITY OF SWEET HOME 
CITY OF TANGENT

CHAMBERS OF COMMERCE
BROWNSVILLE CHAMBER
TRI-COUNTY CHAMBER 
LEBANON CHAMBER 
PHILOMATH CHAMBER 
SWEET HOME CHAMBER

18
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DOWNTOWN ASSOCIATIONS 

LEBANON DOWNTOWN ASSOCIATION 
BUSINESS ASSOCIATION OF MONROE

OTHER PARTNERS
RAIN CATALYSTS
OREGON SECRETARY OF STATE OFFICE 
OREGON ENTREPRENEURS NETWORK 
SMALL BUSINESS DEVELOPMENT CENTER

OREGON CASCADES WEST COUNCIL OF 
GOVERNMENTS

CORVALLIS BENTON COUNTY ECONOMIC
DEVELOPMENT OFFICE (EDO)
BUSINESS XPRESS

Addendum 3

https://adairvillage.org/
https://www.ci.brownsville.or.us/
https://www.halseyor.gov/
https://www.ci.harrisburg.or.us/
https://ci.monroe.or.us/
https://www.lebanonoregon.gov/
https://www.ci.philomath.or.us/
https://www.sweethomeor.gov/
https://www.tangentor.gov/
https://www.historicbrownsville.com/
https://www.tri-countychamber.com/communities/harrisburg/
https://lebanon-chamber.org/
https://www.philomathchamber.org/
https://www.sweethomechamber.com/
https://lebanondowntownassociation.com/
https://businessassociationofmonroe.org/
https://www.raincatalysts.org/
https://sos.oregon.gov/business/Pages/default.aspx
https://www.oen.org/
https://oregonsbdc.org/center/Linn-Benton-SBDC/
https://www.ocwcog.org/
https://www.ocwcog.org/
https://boc.bentoncountyor.gov/
https://boc.bentoncountyor.gov/
https://www.oregon.gov/business/pages/plan.aspx


@RuralEconomicAllianceREAL 
RuralEconomicAlliance.com

Thank You

Exhibit B
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