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CITY COUNCIL SPECIAL MEETING AGENDA
Notice is hereby given of a Special City Council Meeting to be held on Monday, April 17, 2017, at 5:30 p.m.
at: City Hall, Council Conference Room, 2nd Floor, behind the Council Chamber, 1522 Texas Parkway,
Missouri City, Texas, 77489, for the purpose of considering the following agenda items. All agenda items
are subject to action. The City Council reserves the right to meet in a closed session on any agenda item
should the need arise and if applicable pursuant to authorization by Title 5, Chapter 551 of the Texas
Government Code.
1.

CALL TO ORDER

2.

DISCUSSION/POSSIBLE ACTION
(a)
Receive an update on the development of the City’s proposed economic development plan.
(b)

Discuss and consider the City’s sidewalk strategy plan.

(c)

Discuss and consider the City’s beautification plan.

3.

CLOSED EXECUTIVE SESSION
The City Council may go into Executive Session regarding any item posted on the Agenda as
authorized by Chapter 551 of the Texas Government Code. Notice is hereby given that the City Council may
go into Executive Session in accordance with the following provision of the Government Code:
Texas Government Code, Section 551.087 – Deliberations regarding commercial or financial
information that the governmental body received from a business prospect that the governmental body seeks
to locate, stay, or expand in or near the territory of the governmental body and with which the governmental
body is conducting economic development negations: manufacturing prospect update.
4.

RECONVENE into Special Session and Consider Action, if any, on items discussed in Executive
Session.

5.

ADJOURN

In compliance with the Americans with Disabilities Act, the City of Missouri City will provide for
reasonable accommodations for persons attending City Council meetings. To better serve you,
requests should be received 24 hours prior to the meetings. Please contact Maria Jackson, City
Secretary, at 281.403.8686.
CERTIFICATION
I certify that a copy of the April 17, 2017, agenda of items to be considered by the City Council was posted
on the City Hall bulletin board on April 13, 2017, at 4:00 p.m.
______________________________________
Yomara Frias, City Secretary Department
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I certify that the attached notice and agenda of items to be considered by the City Council was removed by
me from the City Hall bulletin board on the ____ day of _________________, 2017.
Signed: _________________________________________ Title: _______________________________
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Council Agenda Item Cover Memo
April 17, 2017
To:
Agenda Item:

Mayor and City Council
2(a) Introduction of Tip Strategies, Review and Discussion of consultant selection for
the creation of an economic development plan

Submitted by:

Joseph Esch, Director of Economic Development
SYNOPSIS

The City’s economic development efforts have been a critical contributory factor to the growth and
development of our city. In an effort to build upon the current success the City will undertake the creation of
a five year economic development plan to establish goals and objectives for the City.
As a part of advancing this effort the City issued an RFP for economic development consultants to assist in
the creation of the Economic Development Plan. The City received four responses to the RFP. The
respondents were:
1. Jet Development
2. Garner Economics, LLC
3. Susan Yanofsky Consulting
4. Tip Strategies
A staff committee was established to review the responses. The committee consisted of the following
members:


Anthony Snipes, City Manager



Bill Atkinson, Assistant City Manager



Scott Elmer, Assistant City Manager



Otis Spriggs, Development Services Director



Joseph Esch, Economic Development Director

Taking the responses and the City’s needs in totality the recommendation was to proceed with TIP strategies
as the primary respondent. Staff interview the consultant to discuss necessary services, confirm the
approach with appropriate engagement and then bring before Council for discussion. The proposed cost for
services is $80,000 plus a maximum of $2,500 in expenses.
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A copy of the proposed scope of work for the project and samples of other plans TIP has completed have
been attached for Council’s information.
Staff and the consultant will provide an overview of the company and the project at the workshop meeting.
BUDGET ANALYSIS
N/A
SUPPORTING MATERIALS
1. Scope of Work for economic development plan
2. Sample plans provided by TIP
3. Presentation
STAFF’S RECOMMENDATION
Introduce TIP Strategies, receive presentation and discuss.
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Exhibit A – Scope of Work
Economic Development Plan Missouri City, TX
The following scope of work contains the process, tasks, and deliverables for creating an economic development strategy for the City of
Missouri City, Texas (the “City”), to be carried out by the consulting firm TIP Strategies Inc. (“Consultant”). The planning process will be
conducted in three phases-Discovery, Opportunity, and Implementation.
Discovery
Project kickoff | TIP will meet with city staff to discuss objectives, define success factors, identify relevant studies and initiatives, and
review the team’s overall expectations for the engagement. The outcome will be a project management plan that will serve as the
foundation for all the work to follow.
Economic context | TIP will conduct a targeted analysis of the regional economy, including industry and occupational concentrations,
demographic trends, commuting patterns, and other issues affecting the area’s appeal to major employers. The Consultant will
synthesize available information, including the City’s comprehensive plan to provide context for the economic development strategy.
Additional analyses may be conducted if specific data elements need to be updated to reflect current economic conditions at the
time of the publication or if the analysis represents an integral part of the planning process.
EDO benchmarking | TIP will conduct research on an agreed upon number of economic development organizations (EDOs)
presented in the form of brief profiles outlining major program areas, organizational structure (including staffing and funding where
available), incentives and other tools utilized, as well as a discussion of barriers or advantages impacting the organization’s
effectiveness. Note: not all communities are willing to disclose information about their activities, particularly to those in close proximity
to the City. TIP will work with the City in determining which communities or regions would serve as the most appropriate benchmarks
for this work.
Stakeholder engagement | TIP will gather input from stakeholders as part of the TIP planning process using the following approach:
Focus groups & interviews. TIP will solicit input through personal interviews and focus groups. These input sessions will be conducted
with major employers, elected officials, human resources specialists, real estate professionals, and other experts to gather information
about future land use plans, regional economic trends, and other insights that will help shape recommendations. Focus groups will
be tailored to the needs of the client. Specific topics may include transportation, affordable housing, quality of life, downtown
development, infrastructure, etc.
SWOT analysis | Utilizing the Discovery phase tasks, TIP will conduct an analysis of strengths, weaknesses, opportunities, and
threats in the city (commonly referred to as a SWOT analysis).
Opportunity
Guiding principles | TIP will identify a clear set of guiding principles to provide a framework that both points to recommended actions
and establishes priorities among available alternatives. This approach will place a premium on well-informed decision-making, sound
planning practices, and long-term commitment to a vision for the future.

Perception survey | To understand how the City is viewed as a place to conduct business, and to further refine our understanding of
industries that may be a fit for the community, the consulting team will interview key influencers in the process including:

TIP Strategies | City of Missouri City
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Economic development allies. State and regional economic development allies to understanding how Missouri City is viewed by these
groups will provide insights on how to best position the community and facilitate these essential relationships.
Prospects. If available, TIP will interview a small number of recent prospects—those that have chosen to locate in Missouri City, as
well as those that ultimately located elsewhere—to understand the factors that affected their decision.
Incentives review | TIP will review the City’s current incentive policies and make recommendations on changes to these policies as
well as recommend new policies, as needed, which are consistent with achieving the recommended outcomes of the economic
development plan .
Opportunities analysis & workshop | TIP will facilitate an opportunities workshop with City leadership. The purpose of this workshop
will be to engage in a focused discussion of potential strategies. Throughout the process, TIP will consider a broad range of traditional
and non-traditional opportunities arising from demographic shifts, changing consumer behaviors, large-scale government policy,
changing resource availability, as well as local and regional assets.
Implementation
From the findings of the prior phases, TIPs will prepare a strategic plan and implementation matrix. The resulting document will provide
the City with the specific recommendations needed to implement a long-term economic strategy.
Strategies | Based on the findings of the assessment, stakeholder input, and the experience of our consulting team, TIP will assist
in identifying effective strategies. These strategies will address the objectives outlined in the plan and will include the following:
Business development. The results of this task will identify the most effective strategies for positioning the City with decision-makers
in each target sector. Issues related to industry recruitment, retention, and expansion will be addressed, including human resource
challenges, incentives, infrastructure, and image and branding. Increasing the commercial property tax base and enhancing and
diversifying the city’s sales tax base will be an important area of emphasis in the identification of business development strategies.
Retail development. Specific emphasis will be placed on strategies related to the recruitment and retention of retailers.
Real Estate Development and Redevelopment. The TIP team will lay a foundation for facilitating the development and redevelopment
of key corridors in the community. The immediate opportunity is to create corridor plans (ex. . Redevelopment strategy for FM 2234
from US 90A to the City limits; Cartwright Road from FM 2234 to Dulles Avenue; and FM1092 from Hampton Drive to the City limits)
informed by future land use patterns and implement incentive program to help fund projects. Strategies will focus on the principles of
encouraging the market, not creating it. As a result, strategies will be informed by existing land use plans, recent development projects,
and synergies already in place. Each corridor will be viewed independently in its existing development character and infrastructure
patterns. Incentive programs might include infrastructure improvements and upgrades (ex. landscape), matching grants (ex. facade
improvement), and small business loan programs. The objective of these strategies will be to ensure the City is ready to assist with,
and encourage, investment in these corridors when the opportunity arises.
Quality of place. The consulting team will gain an understanding of what makes the City unique in order to leverage those advantages.
This approach extends to understanding local goals and translating them into economic strategies.
Implementation matrix | TIP will prepare an implementation matrix that addresses the following:
Actions. TIP will develop a list of actions to support the strategies, including identifying responsible parties and potential partnership
opportunities, and setting timelines.
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Priority. TIP will identify strategic priorities.
Measurement. TIP will advise city staff on methodologies for collecting the needed data and establish metrics by which success of
the plan will be gauged.
Final report & presentation | TIP will make revisions to the deliverables during this phase, as well as obtain final approval for the
plan.
The outcome of the process will be a clear, forward-thinking strategic document providing a practical tool to guide economic development
in the City. It will include a candid assessment of the economy, a clear picture of the city’s greatest opportunities for growth, and a creative
action plan for leveraging its competitive advantages.

TIP Strategies | City of Missouri City

February 8, 2017 | Page 3 of 3

Economic Development Strategic Plan
Prepared for Saratoga County, New York

MARCH 2014

THEORY INTO PRACTICE | WWW.TIPSTRATEGIES.COM
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SARATOGA COUNTY, NY

ECONOMIC DEVELOPMENT STRATEGIC PLAN

EXECUTIVE SUMMARY
This plan was driven by two overriding considerations. The first was to answer the question of what counts as successful
economic development for Saratoga County. The second was to address the question of the organizational needs required
to execute on economic development. From the outset, it was determined that strategies should drive organization. In other
words, the county needed to know where it was going, and what counted as success, rather than to fit actions into a
predetermined organization.
More than most regions of the country, Saratoga County is the beneficiary of major capital investment, strong and vibrant
communities, and a diverse economy that provides opportunities in tourism, agriculture, and technology. It was also felt,
however, that recent successes have not been capitalized on. There was a growing sense that Saratoga County was not
positioned for the next wave of opportunity. As a result, the strategic considerations began to dovetail with the need to
rethink organizational needs from the ground up. Prospects and projects were left begging.
At the heart of this plan are three catalytic approaches that Saratoga County can act on—opportunities that will help
position it for future business growth. We can say with confidence that, if they are pursued aggressively, they can have a
transformative effect. The three approaches are:
1. Creative cluster expansion
2. Strategic infrastructure investment
3. Entrepreneurial growth around innovative companies
None of these ideas is entirely new, nor is the approach unique to Saratoga County. Nonetheless, a commitment to executing
on these strategies will yield results. The recent success represented by GLOBALFOUNDRIES; the desire of the State of New
York to create a more dynamic business start-up environment; and the broad support of utilities and companies for improved
infrastructure suggest that what is merely an aspiration for other regions can become a reality for Saratoga County.
The specific strategies for the catalytic approaches outlined above are detailed in the plan. Among the strategies for
consideration are the fostering of a sports and recreation industry cluster, driven both by the expansion of existing
companies and organizations, as well as the targeted recruitment of new industries; a careful consideration of new
infrastructure related to natural gas lines; and the development of a Manufacturing Technology Education Center.
What remains is the question of how these approaches will be implemented. It is the conclusion of this study that a new
organization is required for economic development. This organization must be more dynamic, more inclusive, and more
impactful than any currently operating in the county. It should be a partnership that has the resources and the focus necessary to
advance economic development county-wide. It will embrace existing organizations, political entities, and other corporations
and alliances in a way that provides a clear and continuous focus on economic development. It will, by design, consider the
benefits of growth while mitigating potentially negative effects. The specific strategies detailed in the plan will be vetted by the
new organization and will be subject to further analysis.
Finally, the impetus behind this approach was itself broad-based. Everyone who touched economic development was invited
to participate—and did participate. The Saratoga County Prosperity Partnership is envisioned to continue in the same
inclusive spirit that drove the creation of this plan. It will be led by the county itself, as the elected officials are best
positioned to understand the needs of the county and to act on them.
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INTRODUCTION
Saratoga County is an established brand. Few counties
in the nation have true name recognition. In addition to
being a thriving tourist destination, Saratoga has
established itself as a high tech Mecca, due in large
measure to the presence of GLOBALFOUNDRIES.
Saratoga County also boasts some of the highest
incomes in the state and has consistently outperformed
the region. With a strong and diverse employment base,
world-class tourism attractions, and a robust and
growing healthcare system, Saratoga County enjoys an
enviable position in the region.
All of these remarkable strengths only heighten the need

Located

for a diversified economy. In addition, there is no

GLOBALFOUNDRIES has invested almost $10 billion in the

assurance that the county will automatically benefit from
the

next

wave

of

opportunity.

In

other

words,

complacency is a risk that must be addressed directly
and unequivocally. For that to occur, the county must

on

the

Luther

Forest

Technology

Campus,

county to build a semiconductor fabrication complex that also
includes a research and development center. Currently, over
2,000 workers are employed at the campus. The company
recently announced its intentions to invest another $9 to $10
billion in the complex.

embrace three principles:



to coalesce around economic development goals shared by all organizations and embraced by the population as a whole



to be forward looking towards new industry and new business models



to think regionally and not in isolation

The goals and strategies that make up the plan must meet these criteria, just as they meet broader community needs.
Economic development cannot simply be about filling the Luther Forest Technology Campus. A plan that rests entirely on a
business recruitment platform is vulnerable not only to economic downturns, but also risks turning a blind eye to
entrepreneurship and to non-traditional business development. If Saratoga County were to rely exclusively on the incentives
that drive industry recruitment, it would be continuously playing catch-up to states that have much larger resources to draw
upon. In fact, Saratoga’s success has been achieved through a fortunate balance between amenities and assets that cannot
be bought with incentives.
This plan ultimately argues for a fresh view of economic development. A traditional approach, predicated solely on
marketing and business recruitment, does not do justice to the opportunities available to the county. Meeting the county’s
economic development needs and aspirations requires that this perspective be captured and advanced by an equally fresh
organizational model.
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SARATOGA COUNTY, NY

ECONOMIC DEVELOPMENT STRATEGIC PLAN

ABOUT THE PLAN
Saratoga County hired TIP Strategies, an Austin-based economic development consulting firm, to assist in the creation of a
county-wide economic development strategic plan. In addition, the county asked TIP to make recommendations on the
organizational structure and capacity necessary to implement the plan.
Over five months, the planning team solicited input from stakeholders, collecting input from over 100 individuals through
roundtable discussions, interviews, workshops, and an online questionnaire. This input was incorporated into the analysis of
the county’s strengths, weaknesses, opportunities, and threats (SWOT), which was also informed by an assessment of the
region’s economy and workforce. Goals and strategies were then crafted to identify what needs to be done for Saratoga
County to maintain and enhance its competitive position.
This plan began by considering what needed doing and then let those needs drive the organizational structure. The
recommended structure is presented on the pages that follow the strategic plan.
This approach differs from traditional strategic plans because the organization that will implement the plan does not yet
exist. For this reason, some of the strategies are, of necessity, process oriented. Having systems in place will provide the
capacity to pursue the more overarching strategies. It is important that these be included, even at the risk of placing a
greater emphasis on process.

KEY FINDINGS AND OBSERVATIONS
Through the public input process and data analysis, TIP
identified key findings and observations. These findings
framed the economic needs of the county and directed

ALBANY MSA POPULATION GROWTH BY COUNTY
Growth patterns, 1990-2040

350,000

the strategic plan. Specifically:

300,000
County’s

250,000

population gain is expected to slow somewhat, it is still

200,000

expected to have the highest growth rate of all the

150,000

counties in the Capital Region. By 2040, the county is

100,000

certain commercial activities will increase proportionally
to population, an effective economic development

50,000
0

initiative and strategic infrastructure investments can help

2040

expected to have just under 250,000 residents. While

2030

Saratoga

1990

While

2020

coming.

2010

is

2000

Growth

to ensure economic opportunities for existing and future
residents.
Success can have significant costs. The stakeholders

Saratoga

Albany

Schenectady

Schoharie

Rensselaer

in Saratoga County were clear about the importance of

Source: Cornell University Program on Applied Demographics

managing growth responsibly while maintaining the

(projections)

county’s character. Economic development efforts must be
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mindful of the potential negative effects of growth and must ensure the preservation of the unique characteristics that define the
county and its many cities, towns, and villages. Incorporating these considerations into the process of making investment
decisions and prioritizing resources will allow the county to maximize the benefits of growth while minimizing the costs.
Creating

economic

opportunity

is

essential.

NET DAILY COMMUTER TRAFFIC FOR SARATOGA COUNTY

Saratoga County exports a large portion of its workers to

Estimates based on differences between job location and

surrounding counties. Each day, about 65,000 workers

residence location*

commute out of the county, while only 37,000 commute
in. Approximately 40,000 residents live and work in the
county. As would be expected, most workers commute to
Albany and Schenectady counties. The largest numbers of
commuters

work

in

the

healthcare,

government,

professional services, and education sectors. Employing
these residents in Saratoga County would have huge

70,000
60,000
50,000
40,000

advantages for the county’s tax base and quality of place.

that

prepare

for

contingencies can better weather a downturn and turn
things around. The revitalization of downtown Saratoga
Springs and the attraction of GLOBALFOUNDRIES are two

10,000
0

examples in which Saratoga County has successfully met

2011

communities

2010

fact,

2009

In

2008

risk.

2007

this

2006

cycle. Forward-looking, community-led efforts can mitigate

20,000

2005

County’s own past demonstrates the typical boom/bust

2004

success is no guarantee of future success. Saratoga

30,000

2003

Economies are dynamic. A community’s current

Inbound
Outbound
Live & work within Saratoga County

this challenge. The infrastructure and systems for doing so,
however, should be formalized to further secure the
county’s future.
The

economic

development

landscape

is

*Note: Not all jobs require daily commuting. Construction and oilfield
workers, for example, sometimes work in distant locations for extended

fragmented. There are over 40 organizations that touch

periods of time.

economic development in Saratoga County. These are

Source: US Bureau of the Census, Local Employment Dynamics (LED)

both

database, 2003-2011

county-specific

organizations

and

regional

organizations. Currently, the efforts of these organizations
are not well-coordinated. A holistic and inclusive approach to economic development can bring groups together around a
common vision and a common set of goals. This, in turn, will increase the effectiveness of the programs and the efficiency of
resources used. In addition, this collective impact model can increase the return on investment of economic development
activities county-wide.
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The location of semiconductor suppliers in Saratoga County is not guaranteed. A major capital investment
such as that of GLOBALFOUNDRIES suggests that a supply chain recruitment strategy should be a given. In fact, the
semiconductor industry does not immediately lend itself to this approach. There are important reasons for this:
1. The semiconductor industry, unlike other major industries such as automotive and aerospace, does not have placedependent requirements. After the construction and equipment phase, inputs into the fab are wholly unlike that of
most manufacturers. Consequently, the idea of Tier One and Tier Two suppliers that are required to be within a
prescribed radius does not apply.
2. The Tech Valley Region as a whole supports a semiconductor cluster—both in terms of upstream inputs (R&D) and
downstream (transportation and logistics)—but is not dependent on the requirements of GLOBALFOUNDRIES within
Saratoga County.
3. The cost structure for land and infrastructure can be met on a competitive basis throughout the Capital Region. This
relates to both points above, and illustrates why there is no assurance that a supplier recruitment strategy would
necessarily benefit Saratoga County.
4. The availability of skilled workers is a regional concern. In other words, suppliers and other support industries will
make their decision based, at least in part, on the locational concentration of technical workers. In this regard,
Saratoga County does not have a natural advantage.
These limitations do not speak against the ability to leverage the presence of GLOBALFOUNDRIES. Future expansion could
change this dynamic, as might the location of another fab. Neither of these, however, is assured and would not currently
lend itself to a specific economic development strategy. On the other hand, a technology recruitment initiative that looked at
related industries in advanced manufacturing and R&D (including equipment software, process control, and testing) would
more readily gain traction. See Appendix B for profiles of the selected target industries.
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STRENGTHS, WEAKNESSES, OPPORTUNITIES, AND THREATS
Beyond the more general and overarching findings and observations, TIP conducted a more extensive analysis of the
county’s strengths, weaknesses, opportunities, and threats. This analysis relied heavily on qualitative input and quantitative
data analysis. The summary of this analysis is presented below.

Strengths

Weaknesses




















Drives population growth in region
Presence of Global Foundries
Water & sewer system
Tourism very strong, supports many more amenities
"Can-do" attitude of leadership
Transportation assets - canal, interstate, rail,
intermodal
General aviation facilities – Saratoga County
Airport
Higher education assets regionally & locally
Luther Forest/Tech SMART/NYSERDA
Strong and diverse employment base
Favorable tax climate within NY





Net exporter of labor each day
Air accessibility
Predictability of development process & incentives
Relationship with State
Numerous ED organizations in region, not in lockstep
Business climate/tax environment of NY
Lack of employment opportunities for professionals
in county
Perception that county is "not a team player"

Opportunities

Threats













Global Foundries expansion
Greater coordination of ED in region
Start-up NY
A structure for realizing catalyst projects
Expansion of higher education presence in County
Leveraging research expertise as economic driver
Improvement of business climate of county
Strengthening relationships with existing business
Regional infrastructure strategy to promote ED

TIP STRATEGIES, INC






Uncertainty surrounding Global
Foundries
Predictability of development process in
surrounding areas
Intra-county politics/competition surrounding ED
Labor pool to support growth of high-tech/rising
labor costs
Changes in state ED policies/political nature of
state support of ED
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THE BIG IDEAS
The strategic plan detailed in the following pages is structured to advance ideas that surfaced over the course of the project.
It is also mindful of the systems needed for an organization to be successful in implementing this approach. A description of
the idea and priority projects is below:
1. AN

INCLUSIVE

APPROACH

TO

ECONOMIC

DEVELOPMENT:

ONE

THAT

RECOGNIZES

THE

ECONOMIC DEVELOPMENT POTENTIAL OF THE AGRICULTURE AND TOURISM SECTORS IN
ADDITION TO THAT OF THE BUSINESS & INDUSTRY SECTOR.
In the past, Saratoga County’s official economic development efforts have been concentrated around a business
attraction strategy. While this is still an important aspect of the recommended economic development program, it is
important to create a forum and structure for expanding the other important economic engines in Saratoga County.
For this reason, the first goal of the strategic plan revolves around catalyst projects and creating a structure for
identifying and advancing them.
The projects that appear to have the most potential for county-wide impact are:

 An initiative to build a more connected sports and recreation cluster: Though the equine cluster is
relatively well-established, the county has numerous other recreational activities, destinations, and events that are
not well-connected or leveraged for economic development or tourism purposes. Connecting these assets and
marketing them to visitors would be a first step. Identifying research and/or technology-related businesses, high
profile events, governing bodies, associations, and other such economic engines would be a second step. It is this
second step that attracts investment to the county, creates economic opportunity, and strengthens the county’s
primary pillars.

 The Manufacturing Technology Education Center (MTEC): The center would focus on manufacturing
processes, automation, and technology. With GLOBALFOUNDRIES as a partner, this center could provide
invaluable workforce training and support for many manufacturers in the region. While strengthening the region’s
existing manufacturers, this center could also be attractive to other manufacturers that are looking at reshoring or
enhancing their competitiveness.
2. STRATEGIC, FORWARD-LOOKING PUBLIC INVESTMENTS THAT BOTH ENABLE AND MANAGE GROWTH.
Infrastructure, sites, and business climate set the conditions for economic development to occur. The county has shown itself
to be forward-looking with projects such as the Saratoga County Water Authority. In addition, the county has numerous
shovel-ready industrial sites in the county and a fairly strong tax climate within New York. However, these types of
investments must continually be evaluated and improved upon in the context of the county’s economic development goals.
The projects that are likely to have a high impact on the county’s hard and soft infrastructure are:

 A regional gas distribution line: More than one employer cited the need for better access to natural gas.
Fortunately, the problem is not a lack of natural gas, but rather the lack of access. Building a line to supply some
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of the county’s largest users and employers would undoubtedly attract other users. The feasibility of this should be
explored in greater detail.

 A comprehensive inventory of buildings and sites: Businesses cannot expand or relocate to the county if
there are no appropriate sites. This inventory should be accessible and searchable to facilitate site location in the
county. It should also be compared to the target industries list (see Number 3) to evaluate if a range of
appropriate sites exists to accommodate growth in those specific industries.

 A planning forum to help Saratoga County’s municipal entities identify and implement best
practices in planning and development: Because economic development takes place in a competitive
environment, business climate is very important. Having predictable and transparent planning and development
processes across the county could provide Saratoga County a competitive edge over its peers. Creating a forum
for improvement with planning officials across the county would promote a greater degree of consistency and
higher standards. The county has already developed a strong reputation for being a source of continuing
education through its annual planning conference and could incorporate this task into its existing conference.
3. THE AGGRESSIVE PURSUIT OF QUALITY LEADS.
Supporting and growing the business &

industry sector will require the generation of high-quality leads, the

cultivation of relationships, and effective project management. With business attraction and the reinvigoration of
Luther Forest as top priorities in the county, this strategy is even more important. Putting in place the necessary tools
and systems are the first step towards pursuing this goal.
The projects that will advance this goal are:

 A strong business retention and expansion program: Cultivating relationships with the Saratoga
County business community will generate direct leads with companies already present in the county and will help
support and strengthen the county’s existing employer base. It will also help to create a referral network that can
also generate leads. Industry peers are the top influencers of companies, and Saratoga County’s business
community can be the county’s most effective spokespeople.

 Marketing and outreach to target industries: A business attraction strategy must be focused on those
industries that have the highest likelihood of interest in the county. The state of New York is tying their attraction
strategy to higher education strengths. Saratoga County should do the same and tie its strategy to its other assets
that differentiate it from its peers. The target industries identified for Saratoga County to pursue are niches within
advanced manufacturing, research & development, clean technology, financial business process outsourcing, and
specialized distribution.
4. A STRONG SMALL BUSINESS AND ENTREPRENEURIAL SUPPORT NETWORK.
The backbone of Saratoga County’s vibrancy is the small and unique businesses that define its character. A stronger
support network will help strengthen and sustain the county’s existing businesses and could foster the creation of a
greater number of new businesses.
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 The Start-up NY campus at HVCC: This project has the potential to significantly increase entrepreneurial
activity in the region and reinvigorate Luther Forest. Just having the campus, however, will not make this project
successful. A concerted and creative effort will need to be undertaken to differentiate the site from other Start-up
NY campuses, in order to develop a hub of innovative, entrepreneurial activity.

 A business concierge: The Capital Region has a number of small business and entrepreneurial resources.
However, it is often hard for business owners to locate these resources. A business concierge would help make
connections between business owners and resources. This activity would help strengthen the entrepreneurial
ecosystem in Saratoga County.

 Entrepreneurship as a talent retention strategy: The county’s stakeholders recognize the importance of
talent retention to the region’s vitality. In the absence of a wide range of job opportunities for recent graduates
and young professionals, entrepreneurship can be an effective strategy to retain young talent. It can also be a
means of engaging retirees. Saratoga County has strong representation from these demographic groups. And it
has a strong higher education presence that could expand their focus on entrepreneurship. A partnership of
business resources with higher education could be an effective means of implementing this strategy.
The strategic plan that follows provides more detail and context for the county to reach these goals. The vision, guiding
principles, and goals provide the framework for the plan. Then, we developed strategies and actions to support each goal.
We also provide case studies and guidance on best practices for implementing the strategies throughout the strategic plan.
Finally, we recommend an organizational structure for implementing the plan. The appendices contain the full preliminary
projects list, target industry profiles, a competitiveness analysis related to LFTC, the economic assessment, and an inventory
of economic development assets.
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STRATEGIC PLAN
At its core, this plan is shaped by the factors that have the greatest impact on economic vitality: a commitment to talent,
innovation, and place. Talent emphasizes the attraction and retention of skilled workers; innovation encompasses
strategies for engaging industry leaders and fostering growth in high-wage sectors; and place focuses on what it is about
Saratoga County that makes it appealing to residents and visitors. Collectively, this framework suggests an approach to
economic development that leverages assets and maximizes opportunities to differentiate Saratoga County from the region.
These factors are woven throughout the framework below.

VISION
Input from the stakeholder workshop painted the following vision for the county:

GUIDING PRINCIPLES
Guiding principles reflect the values of the community. In the context of an economic development plan, they are a set of
concise statements expressing how a region defines economic vitality. The principles described below were arrived at with
guidance from key stakeholders and encompass values broadly shared throughout the region. As such, the plan is based on
the following core principles:
1. Economic diversity. The key to building long-lasting growth and prosperity is to diversify the region’s business
base while also ensuring the success of existing driver industries. Saratoga County’s economy is built upon three
pillars—agriculture, tourism, and business & industry. Diversification can and must occur within each of these pillars.
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2. Economic opportunity. The county’s ability to retain talent is closely tied to the job opportunities that exist within
the county. The county would benefit immensely by retaining both daily commuters and recent college graduates,
both economically and to ensure quality of place.
3. Competitive workforce. A reliable pipeline of skilled talent to support both existing and future industries is
essential. Without that pipeline, sustaining and expanding the county’s commercial and industrial tax base would be
severely compromised.
4. Quality of place. The county already attracts residents and visitors because of its wide range of community assets
and its quality of place. However, any economic development initiative must give consideration to preserving and
enhancing these community assets

STRATEGIC GOALS
The goals of a strategic plan support the vision and guiding principles. For Saratoga County, the planning team identified
four goals:
1. CATALYST PROJECTS: Identify and support strategic investment in high-impact projects.
2. INFRASTRUCTURE, SITES, & BUSINESS CLIMATE: Promote conditions for continued business investment and
growth in the county and the region.
3. LEAD GENERATION & PROJECT MANAGEMENT: Create a system for identifying prospects and providing
best-in-class project management for priority projects.
4. SMALL BUSINESS & ENTREPRENEURIAL SUPPORT: Assemble a network of services to support business
creation and business expansion.
These goals provide a solid foundation for the Strategic Plan outlined in this document. However, success will require a
strong partnership between the county, the private sector, and the existing network of organizations involved in the
economic development arena.
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GOAL 1. CATALYST PROJECTS
IDENTIFY AND SUPPORT STRATEGIC INVESTMENT IN HIGH-IMPACT PROJECTS.
PRIORITY PROJECTS



An Initiative to build a more connected sports and
recreation cluster



The Manufacturing Technology Education Center
(MTEC)

Saratoga County has a reputation for getting big projects
done. For example, the construction of the City Center in
Saratoga Springs helped spur downtown revitalization,
leading to the vibrant, bustling hub that it is today.
Likewise, the county’s investment in the water system and
the creation of Luther Forest most certainly laid the
groundwork for GLOBALFOUNDRIES’ arrival. These types
of forward-looking investments have allowed Saratoga
County to reinvent itself, strengthen its economy, and
flourish. These were large-scale efforts in response to
particular challenges or opportunities that have proven the

THE THREE PILLARS OF THE ECONOMY

community’s ability to mobilize and achieve a common

Saratoga County’s economy is built upon three pillars—

goal.

agriculture, tourism, and business & industry. Each of
these is an economic engine that contributes greatly to the

Despite these successes, there has not been a formal

regional economy. They also play an important role not only in

process or structure for proposing and vetting opportunities

the region’s prosperity but also in defining the region’s quality of

or for moving priority projects to completion on an on-

place.

going basis. A more formal structure would allow the
Saratoga County community to consistently evaluate what
challenges and opportunities are on the horizon and to

The assets associated with agriculture and tourism in Saratoga
County are amenities that can be leveraged to attract talent and
employers. In addition, the large numbers of tourists that travel to

formulate preemptive solutions. Furthermore, this structure

the county each year support an array of amenities that a

would generate a continuous project pipeline that could

community the size of Saratoga County would not ordinarily be

strengthen the collaborative network in the community and

able to support.

engage a wide range of community stakeholders.
The business & industry sector provides more diverse and stable

Many communities have such a structure in place, though

economic opportunity for the residents of Saratoga County and

the specifics of the organization vary widely from place to

the surrounding counties. It also provides a more sustainable tax

place. The commonalities of these structures provide a
framework for establishing something similar in Saratoga

base and contributes to the unique commercial character of the
county.

County. The commonalities are as follows:
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FOCUSED ON THE FUTURE: The group is
focused on the long-term horizon—10, 20, even
30 years out. This focus allows it to consider
evolving trends and issues that have a significant
influence on the county outlook and must be
addressed.



RISES ABOVE POLITICS: The focus on the future
allows the group to look beyond election cycles
and rise above politics. The group is solutionsoriented and motivated to do what is best for the
community at large.



WIDE-BASE OF STAKEHOLDERS: The group
engages a wide range of stakeholders that bring
varying resources and perspectives to the table.
Stakeholder groups include representatives from
the private sector, government, education, and

Now in its third iteration, Oklahoma City’s Metropolitan Area

philanthropy. The cross-pollination that occurs and

Projects program, better known as MAPS, has become a

the collaboration around common goals strengthen
the community’s ability to act as a unit.



OKLAHOMA CITY “MAPS”

LEVERAGES COMMUNITY RESOURCES: The
future focus and stakeholder engagement also
allow the group to access resources in the
community that previously may not have had an
outlet or that could yield a higher impact. This

nationally recognized model for financing public facilities.
Funded through a temporary one-cent sales tax, the first MAPS
program resulted in the debt-free construction of $350 million in
public facilities—most in the city’s urban core—in just over a 10year period.
Approved by voters in December 1993, the original MAPS tax
generated $309 million in direct revenues during the 66 months it
was in effect and an additional $54 million in interest. The MAPS

results in a more effective use of community

projects were also linked to additional $600 million investment in

resources.

the downtown planned over the same period.

In Saratoga County, we recommend organizing around the

MAPS for Kids (MAPS 2) raised $514 million for Oklahoma City

three pillars of the economy—agriculture, tourism, and

public schools, along with a $180 million bond.

business & industry. This recognizes the importance of each

MAPS 3 is expected to raise $777 million between April 2010

of these sectors and engages stakeholders in economic

and December 2017, which will be used to make a number

development that previously have not been engaged

quality of life improvements, including a new downtown

formally. In addition, it provides each sector with

convention center and public park, improvements to the

opportunities to strengthen itself through the implementation

Oklahoma River and State Fairgrounds, trail and sidewalk

of high-impact projects. The implementation of projects

construction, and the introduction of a rail-based streetcar system.

should involve a combination of public and private

Proposed MAPS projects were reviewed by an 11-member

resources.

Citizens Advisory Board. Eight citizen sub-committees were
appointed to provide additional input to the Advisory Board.

Throughout the public input process, a number of catalyst

Source: http://www.okc.gov/MAPS

projects were suggested by the stakeholders. These were

Photo: http://www.okc.gov/maps/canal/gallery/index.html

compiled in a preliminary projects list captured in

TIP STRATEGIES, INC

PAGE | 13

SARATOGA COUNTY, NY

ECONOMIC DEVELOPMENT STRATEGIC PLAN

Appendix A: Preliminary Project List on page 27. The projects range from an enhanced and connected sports & recreation
cluster to a regional manufacturing technology education center that leverages the research and development opportunities
at GLOBALFOUNDRIES. It includes the re-use of McGregor Prison and a Start-up NY campus at HVCC.
These projects have not been vetted nor has the market
feasibility of the projects been determined. The purpose of

CRITERIA FOR PRIORITIZATION

this goal is to capture these catalytic ideas and identify

The following criteria can be used to guide the prioritization of

where the county’s collective impact can yield the highest

catalyst project. This framework should be used as a starting point

returns.

and connected with well-defined considerations specific to the
county’s unique goals.

1.1. Create a structure for identifying and realizing
catalyst projects.

CRITERIA

CONSIDERATIONS

Focus

Is the project well defined?

Impact

Does it create well-paying jobs?
Enhance the tax base? Spur private
investment? Strengthen economic
drivers? Build upon community assets?

Funding

Does it align with priorities of potential
funding organizations (e.g., US
Economic Development Agency (EDA),
other federal/state programs)?
Leverage additional resources?

Local considerations

Is there political & community support?
Does it link with community
development priorities?

Market viability

Will the private sector support it?

Schedule

Can it be achieved within a reasonable
timeframe?

A. Organize working groups around the three
pillars—agriculture, tourism, industry—to meet on
a quarterly basis to generate ideas to strengthen
those sectors.
B. Establish a framework for decision making to
guide working groups in how to prioritize
projects and create a common language for the
projects. See text box to the right.
C. Establish a tool to track projects and record
relevant notes.
1.2. Develop and maintain a master projects list.
A. Task the working groups with identifying and

prioritizing projects that will support and strengthen their sector. The taskforces should create project descriptions
that include the rationale for the project and expected outcomes.
B. Aggregate the projects from each group into a master list.
C. Update the list following each working group meeting.
1.3. Advance top priority projects.
A. With the guidance of the working groups, assemble dynamic project teams (with a designated leader) who will
be charged with building out the details of each workgroup’s top priority project(s) and moving it forward.
B. Meet with project heads on a monthly basis or as needed to update progress and to collaborate to resolve any issues.
C. Assist the project teams with securing any needed resources (e.g. financial resources, technical expertise, political
support).
D. Publicize completion of projects through press releases, the website, an eNewsletter, and social media.
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GOAL 2. INFRASTRUCTURE, SITES, & BUSINESS CLIMATE
PROMOTE CONDITIONS FOR CONTINUED BUSINESS INVESTMENT AND GROWTH IN THE
COUNTY AND THE REGION.
PRIORITY PROJECTS



A regional gas distribution line



A comprehensive inventory of buildings and sites



A planning forum to help Saratoga County’s municipal entities identify and implement best practices in planning
and development

One of the most logical ways for the Saratoga County government to influence economic development is through strategic
investment in regional infrastructure and through the county’s business climate. Not only are these two areas within the core
functions of the county government, they also have a regional scope and scale.
In the fall of 2013, TIP held a focus group with major employers as part of the strategic planning process. The group voiced
support for the county in prioritizing infrastructure investments as a means to promote economic development. There is
agreement among this group that this investment is one of the most straightforward ways to catalyze development. In
addition, some participants noted that their growth was constrained due to a need for better access to infrastructure, in
particular natural gas.
The business &

industry sector of the county cannot grow without suitable sites and buildings with the appropriate

infrastructure. Prioritizing nodes of commercial and industrial development in the county will help guide infrastructure
investments in the county. The county has already done this to an extent, but a greater degree of coordination between
infrastructure investments and economic development priorities will be advantageous.
Having an inventory of truly shovel-ready sites and available buildings that are appropriate for a range of companies, in
general—and more specifically in the county’s target industries—will enable the county to accommodate and manage
business expansion in key areas of the county. Having high-quality, competitively-positioned, real estate “product” is a
necessary component of a marketing campaign to attract new business to the county. A favorable business climate and
attractive assets are helpful, but a company cannot move to Saratoga County without a suitable site.
Promoting the growth of the business & industry sector in Saratoga County will require a great degree of coordination within
the county and across municipal boundaries. Development, both real estate and business, takes place in a competitive
environment. For Saratoga County to capture a greater share of employers and commercial development, it must stand out
in the Capital Region. Standing out will require Saratoga County and its municipalities to differentiate themselves in the eyes
of the business and development communities. It will require fanatical customer service, high quality sites, a visionary plan,
and continuous coordination.
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2.1. Encourage investments in forward-looking infrastructure
projects that support economic development priorities and
catalyst projects.
A. Work with National Grid and other regional
partners to identify and prioritize infrastructure
projects based on their potential to stimulate private
investment.
B. Collaborate with the appropriate local governmental
entities to determine the feasibility of projects in their
areas and their likely impact, both economic and
fiscal.

ECONOMIC DEVELOPMENT STRATEGIC PLAN

BUILDING AN INVENTORY OF SITES
A successful business expansion and attraction program requires
Saratoga County to have the sites and buildings to accommodate
desired growth. Without the appropriate real estate “product,”
Saratoga County cannot market effectively to companies.
To evaluate whether or not Saratoga County has the appropriate
product to accommodate growth in the target industries, it must first
understand what product it has. Creating a comprehensive inventory
of available sites and buildings is the first step.
Once the inventory is created, it can be compared to the site
requirements of typical projects in the target industries. A range of

C. Assist the appropriate local governmental entities in

sites and buildings should be available to accommodate each

identifying and securing financial resources required

industry sector. If a type of site is not available, the county should

for projects in their area, if applicable.

work with land owners, brokers, and developers to create a product

2.2. Ensure that Saratoga County has a supply of sites and

that can be developed into the type of site needed.

buildings to accommodate growth in the target industry

The inventory should be updated continuously and can be made

clusters.

available to site selectors and corporate location officials to facilitate

A. With the help of local governmental officials,
brokers, and land owners, assemble an inventory of

their search for sites and buildings in the county. A number of webbased tools exist that the county could utilize. These include:



Location One Information System (LOIS)



Costar

creation, maintenance, and access to the database.



LoopNet

This should include re-use sites as well as raw land.

Examples of online, searchable inventories of sites and buildings

available sites and buildings. An online collection
tool and search function would facilitate the

B. Assess the inventory to determine if the supply of

can be found below:

sites and buildings can accommodate the expansion

Customized: http://www.cdfms.org/ed/available-sites-industrial-

of companies into the county.

park-maps-and-site-information#.UwUhVmJdWSo,

C. If the county does not have an adequate supply of a

LOIS: http://www.springfieldregion.com/site-selection-

particular real estate product, actively work with

location/buildings-sites/building-search/

landowners, developers, local planners, and local

LoopNet: http://www.choosetemple.com/available-properties

officials to ensure the development of the deficient
product.
2.3. Monitor the business climate to ensure the predictability and transparency required to stay competitive.
A. Hold roundtable discussions with active brokers and developers in the region to keep a pulse on their perceptions
of doing business in the county and in the Capital Region as a whole.
B. Through this input, identify any bottlenecks or issues and work with corresponding entities to address these issues.
C. Stay abreast of best practices both within the county and in the surrounding counties. Encourage the adoption of
these best practices through regular planning forums that provide opportunities for collaboration and information
sharing among planning departments across the county.
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GOAL 3. LEAD GENERATION & PROJECT MANAGEMENT
CREATE A SYSTEM FOR IDENTIFYING PROSPECTS AND PROVIDING BEST-IN-CLASS PROJECT
MANAGEMENT FOR PRIORITY PROJECTS.
PRIORITY PROJECTS

LEADING SOURCES OF INFORMATION INFLUENCING



A strong business retention and expansion program



Marketing and outreach to target industries

EXECUTIVE PERCEPTIONS OF AN AREA’S BUSINESS
CLIMATE
Dialogue with industry peers

The cornerstone of most economic development programs
is

getting

deals

relocations,
organizations

or

done—be

attractions.
must

have

it
To

business

expansions,

do

successfully,

this

mechanisms

in

place

for

generating leads, cultivating relationships, and managing
projects.

Economic

development

takes

place

in

a

competitive environment and developers and companies
choose to do business with communities that are easy to
work with. Effective relationship management and project
management are essential to gaining a positive reputation.
Note that being “easy to work with” does not require
relaxed standards. It means partnering with the prospect to
ensure a project reaches completion.
One of the top priorities for Saratoga County’s economic

50%
Articles in newspapers and magazines
46%
Rankings/surveys
36%
Meetings with economic development orgs
28%
Business travel
27%
Online sources
20%

MOST EFFECTIVE MARKETING TECHNIQUES (% RATING
4 OR 5 ON A 5-POINT SCALE)

development is re-charging the momentum and buzz

Planned Visits to Corporate Executives

around the Luther Forest Technology Campus (LFTC).

57%

Attracting high-quality companies to the county is another.

Internet/Website

Addressing these priorities will require an active pipeline of

55%

quality leads.

Hosting Special Events

To generate leads, the county must launch and manage an

Trade

on-going marketing and outreach campaign to reach

35%

corporate decision-makers. One of the most effective ways to

Media Relations/Publicity

influence executives is through industry peers. By cultivating

33%

strong relationships with companies doing business in

Advertising

Saratoga, the county can create a compelling salesforce and

16%

effective referral network. In addition, a strong business

Direct Mail

retention and expansion program for existing businesses will

35%

15%

uncover projects that may not have been known otherwise.

Source: Development Counsellors International, “Winning Strategies in

Thus, the business retention and expansion program is a

Economic Development,” www.aboutdci.com/

direct and indirect source of project leads.

wp-content/themes/dci/docs/Winning-Strategies-2011.pdf
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Direct marketing, in partnership with regional and state
economic development organizations, to companies in

TIPS FOR BUILDING RELATIONSHIPS WITH SITE SELECTORS

Saratoga’s target industries will provide another source of

Face to face is best, whether bringing the consultant to the

leads.

community or visiting the consultant’s office.

First, however, the county must have tools and systems in place
that will allow it to provide the best service to its prospects and
projects.

A regional approach for familiarization tours is more effective,
especially if the focus is opportunities for partnership.
Keep communications brief, pertinent, and once a quarter at most.
Relationship building in on-going.

3.1. Develop the tools necessary to promote the county,

10 to 15 minute phone conversations with site consultants can be

track leads and prospects, and manage projects.

useful tools for updating on new incentives programs and

A. Invest

in

a

robust

Customer

Relationship

companies moving in or out.

Management (CRM) system with that allows for

Electronic versions of marketing materials or information are

tracking leads and projects from first contact

preferred.

through project completion and that has reliable

Source: IEDC’s report Knowledge is Power: Working Effectively with Site

reporting capabilities. Use the system to facilitate

Selectors.

information sharing among staff and track
relationships and projects.
B. Create report templates in the CRM system that will provide metrics and results for the evaluation of marketing,
lead generation, and prospect management activities.
C. Develop an informative website that features the benefits of doing business in Saratoga County, provides relevant
statistics and data on the county and its municipalities, has a searchable database of sites and buildings, and
publicizes recent successes and relevant news.
D. Design other marketing collateral and a proposal template that is informative, eye-catching, and professional.
3.2. Develop a Business Retention and Expansion program to forge stronger relationships with existing business as these
companies are most likely to expand in the county and are the county’s best “sales force” for recruiting new companies.
A. Leverage partnerships to conduct business visitations using a common protocol and survey tool. Aggregate and analyze
the data from the survey and visits. Report the results in an annual report for partners.
B. Launch a program to build relationships with the parent companies of local employers headquartered outside of the
region. The program should include visitations to the corporate headquarters, or invitations to the headquarters to visit
Saratoga County. The goal of these programs is to ensure that CEOs and decision-makers are knowledgeable of the
benefits of doing business in Saratoga County and are aware of the business assistance available in the county.
C. Use the relationships, visits, and surveys to identify which existing businesses are likely to expand in or relocate to the
county and which have needs that must be addressed. Record these in the CRM.
3.3. Promote Saratoga County to decision-makers in the target industries. See Appendix B.
A. Conduct in-depth industry research to stay abreast of trends in the target industries and identify companies likely to
expand.
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B. Partner with the Center for Economic Growth,
Empire State Development, National Grid, and

SMART INCENTIVES

other such organizations to identify co-marketing

Is this a good deal? Smart incentives start with a solid

opportunities, such as trade shows, site selector

understanding of the benefits they are likely to generate. This can

forums,

be evaluated along three lines:

familiarization

tours,

and

advertising

channels.
C. Build relationships with regional and national site

PROJECT BENEFITS



brokers, developers, and site selectors, to showcase

benefits of doing business in Saratoga County.

characteristics

(jobs,

wages,



What is the likelihood of success? How does that compare
with risk level?

FISCAL & ECONOMIC IMPACT



How do projected tax revenues compare with any increase in
cost of service?



What is the timing of the incentive, and what are the
implications with regard to budgets?

companies in the target industries.
F. Follow-up with promising leads by calling and

favorable

Does it fit with your economic development strategy?

E. Leverage the relationships of existing businesses in
Saratoga County to make personal contact with

have



Saratoga County’s prime shovel-ready sites or
available buildings and to educate them on the

it

investment, location)?

selectors.
D. Organize a familiarization tour for regional

Does



What is the estimated contribution to the local economy?

discussing how Saratoga County could help meet

WAS THIS A GOOD DEAL? A smart policy means taking time to

their business needs.

figure out what is working and what is not.

G. Publish and distribute an eNewsletter to show who




releases detailing the project and reasons for its
success. Highlight how the county economic
development stakeholders contributed to the success.

using

clearly

defined

performance

Evaluate performance after the fact. Did the incentive affect the
choices businesses made? Were any existing businesses harmed?

and buildings and highlight relevant news stories.
H. Celebrate successes with the distribution of press

compliance

agreements.

is locating in Saratoga County and why they find it
beneficial to be there. Also, feature available sites

Monitor

Did the project’s benefits outweigh the costs of incentives?



Report findings, and use them to inform future incentives policies.

Source: Adapted from Business Development Advisors presentation to the
National League of Cities, Economic Development Financing Tools
workshop, November 2013 Box Source

3.4. Assist businesses looking to expand or relocate in the
county.
A. Assemble a project team composed of partners with expertise to help the prospect.
B. Provide site selection services as necessary.
C. Act as a liaison with the applicable Industrial Development Authority for incentives negotiations.
D. Help the prospect navigate the planning and development process.
E. Conduct (or a hire a contractor to conduct) a fiscal and economic impact analysis to evaluate the net benefits to the county.
F. Track the process in the CRM system. On completed projects, record key metrics such as dollars invested, jobs created,
and average wages.
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GOAL 4. SMALL BUSINESS & ENTREPRENEURIAL SUPPORT
ASSEMBLE A NETWORK OF SERVICES TO SUPPORT BUSINESS CREATION AND BUSINESS EXPANSION.
PRIORITY PROJECTS



The Start-up NY campus at HVCC



A business concierge



Entrepreneurship as a talent retention strategy

Saratoga County is known for its vibrant community of local companies and businesses. From Stewarts and Adirondack
Trust to Fingerpaint and nfrastructure, these companies form the backbone of the community and provide it with a distinct
flavor that distinguishes it from other places in the region—and the country.
Many communities have found a “grow-your-own” strategy to be a cost-effective means of strengthening and growing their
base, even without an influx of new companies. In fact, new business formation or creation is now seen as a pillar of
modern economic development. The programs and support mechanisms to assist new and small businesses, however, are
vastly different from those needed to assist existing businesses. Fortunately, New York State and the Capital Region have a
fairly robust array of resources available to small businesses and entrepreneurs.
Saratoga County can assemble a strong support network of services for small businesses and entrepreneurs, largely by
partnering with organizations that already exist. Raising
awareness of this network of services among business
owners will take time and resources.

BUSINESS CONCIERGE EXPLAINED
The needs of emerging businesses are the same everywhere: Who
are the players in my industry? What resources are available to

4.1. Support the region’s Start-Up NY campuses.

me? One of the best means for nurturing new businesses is to

A. Work with Empire State College and HVCC to

provide concierge services. The ability of a firm to access up-todate information and contacts within their region is important for

identify target users.
B. Market the sites at the campuses in order to attract

competitiveness. A business concierge, often an individual or
collection of existing staff within an economic development

businesses that reinforce the goals outlined by the

organization, is a service through which local businesses can be

colleges in their Start-Up NY application.

connected with other businesses and resources in the region.

C. With the assistance of the region’s industrial
development

authorities,

help

the

colleges

Examples of business concierge programs can be found in:
Thornton, Colorado

conduct due diligence on prospective companies

http://www.businessinthornton.com/For-Existing-Businesses-

to ensure the business viability.

Business-Concierge.aspx

4.2. Extend the reach of regional resources that support
small business and entrepreneurs into the county.
A. Assemble a comprehensive online directory of
resources that support new and small businesses

Paducah, Kentucky
http://www.entrepaducah.com
State of Iowa
http://www.iasourcelink.com/resources/business-concierge

in the county, including the Small Business

TIP STRATEGIES, INC
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Development Center (SBDC), the Service Core of
Retired

Executives

(SCORE),

the

Cornell

Cooperative Extension, and entrepreneurship

ENTREPRENEURIAL ENGAGEMENT AT THE UNIVERSITY
OF TEXAS
The University of Texas at Austin (UT) has embraced innovation as

programs at the local colleges.

a core component of its culture. Even its branding message

B. Train a business concierge who can connect

reflects this: “What Starts Here Changes the World”. To capitalize

entrepreneurs and small business owners with

on this spirit of innovation and promote economic progress, UT

the resources that they need.

has strengthened its programs to engage student and faculty

C. Work in partnership with the chambers of
commerce in the county to create peer-to-peer
networking

groups

structured

to

support

businesses in related industries.
D. Reach out to the community of retired executives

entrepreneurs and has served as a resource for entrepreneurs in
the state. A number of cross-disciplinary programs and events
exist to achieve this:
Texas Venture Labs is a campus-wide initiative to accelerate
start-ups from UT and the local community as well as create an
experience

that

transforms

graduate

students

into

future

to engage them in SCORE and in mentoring new

entrepreneurs and business leaders.

businesses.

3 Day Start Up is an entrepreneurship education program

4.3. Encourage regional higher education institutions to
expand their focus on entrepreneurship as a strategy to
retain graduates in the region.
A. Use students as consultants to provide research and
consulting services to new and small businesses.

designed for university students with an emphasis on learning by
doing. The idea is simple: start tech companies over the course of
three days.
Idea to Product Competition is an early stage technology
commercialization plan competition aimed at educating and
developing the next generation of technology entrepreneurs.

B. Connect new and small businesses with college

Entrepreneurs in Residence are seasoned entrepreneurs who

students as a source for interns and entry-level

serve as mentors for students interested in starting businesses. The

workers.

Office of Technology Commercialization also employs individuals

C. Provide technical assistance to new and small
businesses through continuing education courses
and programs.
D. Design programs to engage student and faculty in
entrepreneurial activities to create and support more

who are charged with turning the university’s research into startups.
Austin Technology Incubator is a program to provide a
“teaching laboratory” in applied entrepreneurship for UT-Austin
students and to promote economic development in Central Texas
through entrepreneurial wealth and job creation.

university-related start-ups in the county.

TIP STRATEGIES, INC

PAGE | 21

SARATOGA COUNTY, NY

ECONOMIC DEVELOPMENT STRATEGIC PLAN

ORGANIZATIONAL RECOMMENDATIONS:
SARATOGA COUNTY PROSPERITY PARTNERSHIP (SCPP)
The essential element of the new organization is to create a true economic development partnership in Saratoga County.
This will be a first for the county. Instead of multiple organizations working more or less independently, with divided
responsibilities and fragmented resources, all organizations will be united under a single structure. The ability to speak with
one voice about incentives, sites, marketing, entrepreneurship, and business expansion is crucial. The partnership will both
redefine economic development and reposition the county vis-à-vis the state and the nation.
ORGANIZATION: a separate entity called the Saratoga County Prosperity Partnership—structured as an LDC
GOVERNANCE: a multi-tiered structure with a broad range of stakeholders accountable to the County Board of Supervisors



Board of Directors: no more than 21, includes private sector representatives, higher education, other ED
organizations, and select individuals



Executive Committee: no more than seven, comprised of select representatives from the county supervisors and from
the Board of Directors



Advisory Board: no more than 40, includes representatives of agriculture, tourism, and industry; includes a representative
from outside the county and outside of New York. The advisory board members do not have voting rights but do have a
formal status. The board would be convened quarterly or for projects or issues requiring special consideration.

STAFFING: an executive director, program coordinator, and administrative support—sample job descriptions are provided
for an executive director, program coordinator, and administrative assistant on pages 24-26.
TITLE
EXECUTIVE
DIRECTOR

PROGRAM
COORDINATOR

ADMINISTRATIVE
SUPPORT

OVERVIEW OF ROLES & RESPONSIBILITIES






Responsible for all aspects of the management of the SCPP



Must have management experience and be an experienced economic developer



Supports the executive director on program-related work (e.g. marketing, BRE, research,
business assistance)





Conducts any research and analysis required







Supports the executive director and program coordinator

Reports directly to the Board

BUDGET
$95,000 $115,000

The face and the voice of economic development in the county
Manages most relationships that the SCPP cultivates (e.g. site selectors, regional stakeholders,
partners, prospects)
$40,000 $60,000

Prepares reports, proposals and any other documents needed
Must have strong analytical and writing skills with a solid understanding of economic development

Answers phones

$30,000 $40,000

Books travel
Schedules meetings
Formats and proofreads reports

TIP STRATEGIES, INC
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BUDGET AND RESOURCES: The SCPP should operate
with an initial budget of $450,000 to $500,000 annually.

SAMPLE BUDGET

The county could provide seed funds; however, providing

FY 2014
ESTIMATED
EXPENSES

stakeholders with opportunities to be investors in the
SCPP’s initiatives could promote more buy-in across the
groups and would insulate the organization from being
reliant on just one funding stream. A well-targeted
fundraising campaign that raises capital for specific
projects and initiatives could be a way of engaging
stakeholders more deeply.
Additionally, the organization could eventually diversify its
revenue streams through income producing investments.
For example, if the organization has financing authority or
owns leasable real estate, revenues generated through

CATEGORY
Personnel Costs
(3 FTEs salary + 25% for benefits)
$115K for director
$60K for coordinator
$40K for admin

$269,000

Marketing and Business Development

$75,000

Purchased Services
(IT, Legal, Design, Consulting)

$64,000

Facilities (including Utilities)

$50,000

Supplies
(Computers, Office, Marketing Materials)

$20,000

TOTAL

$478,000

these activities could provide greater support. Having a
dedicated revenue stream would greatly enhance the
organization’s long-term financial sustainability.
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[Insert description of the Saratoga County Prosperity Partnership]
Executive Director
The Executive Director will work with the board to provide leadership to the organization in the fulfillment
of its mission and vision. He/she will assure that the organization’s current and long-range goals are met.
The Executive Director is responsible for management of the day-to-day operations of the organization
with the full support of the board of directors.




Collaborate with the board to establish and implement the strategic plan.



Prepare and oversee the budget and financing of operations. Support and supplement a capital
campaign to raise funds for strategic initiatives and catalyst projects.



Promote community awareness and serve as the spokesperson/face of the Saratoga County
Prosperity Partnership.



Promote economic diversification through personal contact with community leaders, management
officials of business and industry, the real estate community, site selectors, local and state agencies, etc.



Nurture strong, constructive relationships with anchor institutions, major employers, non-profits, and
local communities.




Establish and maintain relationships with governmental partners to address the needs of Saratoga County.




Manage an effective marketing campaign targeted at decision makers in specific industry sectors.

Develop, implement, and maintain an effective structure and system to support the new organization’s
goals and operations.

Ensure that the goals of the Saratoga County Prosperity Partnership are transparent and wellunderstood among all constituency groups, including elected city, state, and federal officials.
Establish and maintain strong relationships with Empire State Development as well as site selectors,
developers, and brokers.

The ideal candidate will be a charismatic leader with strong communications skills who possesses
thorough knowledge of economic development. The candidate will be responsible for creating a positive
work environment that encourages clear and open communication. He/she should demonstrate a proven
and quantifiable track record in the planning, implementation, and completion of complex economic and
community development projects, business negotiations, and organizational management. Significant
senior leadership experience is a must. Experience may come from a variety of backgrounds such as:
serving as the top executive within a progressive and comparably-sized economic development-focused
organization or related significant business association. Significant Board interaction and experience
leading large numbers of volunteers is strongly desired.
A combination of both private and government sector work experience is preferred. The candidate should
have experience collaborating with established public sector delivery systems and private sector resources
to effectively represent the business interests of a community. The candidate must have experience in
economic development that has led to measurable results in terms of economic diversification, tax base
expansion, and community improvements. A Bachelor’s degree in Business Administration, Financing,
Urban Planning, Economics, Public Policy or other closely related field and at least five years of
experience managing a chamber of commerce or similar organization is required. A Master’s degree in
Business Administration, Finance, Public Administration, Urban Planning or Architecture is preferred.
Certifications including CEcD are desirable.

INQUIRIES

TIP STRATEGIES, INC
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[Insert description of the Saratoga County Prosperity Partnership]

Program Coordinator
The Program Coordinator will work with the Executive Director to fulfill the SCPP’s economic development
mission. The position requires an analytically-minded self-starter to play a key role in the economic
development of Saratoga County.








Develop and coordinate marketing strategies in all aspects of economic development work.








Provide research for projects, as requested by the Executive Director.

Create marketing materials used in all aspects of the Economic Development work.
Design and update the SCPP’s presence on the Internet, including social media.
Track and maintain demographic information, economic data, and a sites and building inventory.
Create and maintain contact databases used by the SCPP.
Provide assistance to the Executive Director for responses to Requests for Information from leads and
prospects.
Assist with maintaining a target list of site selection consultants and targeted companies.
Assist with preparation and follow-up on business attraction sales trips and business retention site visits.
Assist as an economic development liaison with local, regional, state, and federal organizations.
Participate in public speaking opportunities, as necessary.
Performance of other duties, as required.

The ideal candidate must be a self-starter with strong oral communications and analytical skills. The
candidate must have experience (3 to 5 years) in economic development. Knowledge of innovative
workforce and entrepreneurship programs is preferred.
A degree in Economic Development, Business Administration, Public Administration, Community and
Regional Planning or other related field is preferred. Professional certifications may be considered in lieu
of experience requirements. Computer skills, with proficiency in Microsoft Office (Excel, Word,
PowerPoint) and experience with Synchronist Business Information System and other programs, will also
be strongly considered.

INQUIRIES
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[Insert description of the Saratoga County Prosperity Partnership]

Administrative Assistant
The Administrative Assistant will support the Executive Director and Program Coordinator by performing
clerical and administrative office tasks. The position requires a detail-oriented, independent worker.



Performing administrative and clerical tasks, such as answering phones, distributing mail, making
copies, printing reports, and filing paperwork, as necessary.








Scheduling meetings and setting up conference calls or video conferencing.
Making travel arrangements and filing associated receipts in expense reports.
Entering data and maintaining databases, such as contact database.
Formatting and proofreading documents and reports.
Maintaining inventory of office supplies.
Performance of other duties, as required.

The ideal candidate will have experience supporting a small office environment. A high school diploma
with 3 to 5 years of experience or an associate’s degree. Computer skills, with proficiency in Microsoft
Office (Excel, Word, PowerPoint).
Send cover letter and resumes to: [INSERT CONTACT INFORMATION]
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APPENDIX A: PRELIMINARY PROJECT LIST
Through the public input process, a number of projects were suggested as catalyst projects. The list of projects below reflects
stakeholder input and has not been vetted for market feasibility. This list is a starting point for the working group
recommended in Goal 1.
SECTOR

PROJECT

DESCRIPTION

Agriculture

CSSC’s Food Distribution Project

Partner with farmers in southern Saratoga County to
identify a new distribution channel for their products to
open access to new markets.

Agriculture/Tourism

Horse Park

This is viewed as the last asset missing to build out the
equestrian sector. A feasibility study conducted in
2008 estimated the park would need 330 to 380
acres, and 11 possible sites in the county were
identified.

Business Climate

Planning Forum

Convene the county’s planners to discuss processes,
identify road blocks, and discuss solutions. Consider
creating a common set of policies as guidelines to
improve the predictability of processes across the
county.

Industry

GLOBALFOUNDRIES Expansion

Expansion of capacity would build critical mass that
would likely bring suppliers.

Industry

Regional gas distribution

Many major employers need a reliable source of gas.

Industry/Tourism

Sports/Wellness Cluster

Build out assets and connect the dots to create a
world-class center for sports, recreation, & wellness.
Assets: Historic spa, rowing regattas, horse riding,
cycling, snowmobiling, whitewater paddling, trails.

Industry

Entrepreneurship/co-working hub

Create a central place for entrepreneurs and teleworkers in the region.

Industry

Start-up NY Campus at HVCC

Establish a tax-free zone for start-ups located within the
campus.

TBD

Re-use of McGregor Prison

The closure of the prison creates the potential for reuse. A recent study concluded no feasibility issues with
using the facilities for healthcare, tourism, recreation,
or a casino.

Workforce & Ed

Regional Manufacturing Technology
Education Center

Partner with GLOBALFOUNDRIES to create a program
that utilizes their lab space during off times. Would
require a change in community college funding model.

Workforce & Ed

Multi-Institution Higher-Ed center at
HVCC

Bring in a high-demand program that is not present in
the region (e.g. interactive or digital media).
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APPENDIX B: TARGET INDUSTRIES
In the selection of target sectors, our team considers a number of

GENERAL EMPLOYMENT TRENDS

factors, including national industry trends, proximity to market,

% CHANGE FROM PRIOR YEAR, HISTORY (2002-

access to an available workforce, and available industrial sites.

2012) AND FORECAST (2013-2023)

In

addition,

we

bring

to

bear

an

understanding

of

macroeconomic and social trends—such as consumer spending
patterns, emerging markets and international trade, and
demographic shifts—to better understand long-term recruitment

US history

US forecast

Albany MSA history

Albany MSA forecast

+3%

and development prospects. Finally, consideration is given to

+2%

how targets fit within potential opportunities and challenges

+1%

identified during the planning process.
+0%

Based on our review of local and regional assets, as well as
findings from the planning process, we recommend the following

-1%

target industries for the region: 1) advanced manufacturing, 2) R&D

-2%

financial business process outsourcing (BPO), and 5) specialized
distribution. A brief profile of each target, including NAICS codes
and representative companies, is provided, along with a general
review of associated building considerations.

-3%

2002
2003
2004
2005
2006
2007
2008
2009
2010
2011
2012
2013
2014
2015
2016
2017
2018
2019
2020
2021

around specific regional technologies, 3) clean technologies, 4)

Source: EMSI Complete Employment, 2013.4.

REFINED TARGET INDUSTRIES
INDUSTRIES WELL-SUITED FOR LOCAL CAPACITY AND POTENTIAL
 Broad target sectors

 Proposed local focus

Motor vehicles

Clean Tech

Advanced
Manufacturing

Non-durable
goods

Specialized
Distribution

Process &
automation
technologies

Nanoscale

technologies
Medicine &
biology

Financial BPO

Back-office
campuses &
claims
processing

R&D

Source: TIP Strategies
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KEY REGIONAL ASSETS
ADVANCED MANUFACTURING
Infrastructure







RPI Center for Future Energy Systems
RPI Center for Automation Technologies and Systems (CAT)
Univ. of Albany Ctr. for Adv. Tech. in Nanomaterials and
Nanoelectronics (CATN2)
NYSERDA Saratoga Technology + Energy Park
HVCC Tec-Smart

Corporate





GLOBALFOUNDRIES
Momentive
General Electric

RESEARCH & DEVELOPMENT
Infrastructure







RPI Center for Automation Technologies and Systems
AMC Center for Cell Biology and Cancer Research
AMC Center for Cardiovascular Sciences
AMC Center for Immunology and Microbial Disease
AMC Center for Neuropharmacology & Neuroscience

Corporate






GLOBALFOUNDRIES/Technology Development
Center
General Electric
Knolls Atomic Power Laboratory / Bechtel
Luther Forest Tech Campus

CLEAN TECHNOLOGY
Infrastructure







RPI Center for Future Energy Systems
NYSERDA Saratoga Technology + Energy Park
Skidmore New York Executive Clean Energy Leadership Institute
HVCC Tec-Smart
Univ. of Albany Center for Environmental Sciences and
Technology Management (CESTM)

Corporate




National Grid
Luther Forest Tech Campus

FINANCIAL BUSINESS PROCESS OUTSOURCING (BPO)
Infrastructure




Empire State College
University of Albany, College of Business

Corporate






Empire Blue Cross/Blue Shield
State Farm Insurance Company
KeyCorp
MVP

SPECIALIZED DISTRIBUTION
Infrastructure






Capital District Intermodal & Automotive
Class I railroads (CP, CSX, NS)
Waterways
Interstate network (I-87, I-88, and I-90)

Corporate




Pan Am Southern
JB Hunt

Source: TIP Strategies
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TARGET: ADVANCED MANUFACTURING
The term “advanced manufacturing” is used to describe industries and

OUTLOOK IN SELECTED NICHE INDUSTRIES

companies that incorporate innovative technologies as part of their

% CHG. IN JOBS FROM PRIOR YEAR, 2012-2022

production process. Advanced manufacturers tend to have relatively

(PROJ.)

to invest heavily in R&D. While many advanced manufacturing
industries produce highly complex and technically advanced products,
such as aircraft manufacturing, others, like food and beverage

Featured:
NAICS
code:

Semiconductor-related manufacturing
334413

manufacturers, are placed in this group because they incorporate very

ALL US JOBS

high levels of automation and have a large number of patents.

Semiconductor-related mfg (US)

Saratoga County and the surrounding area offer a number of

Semiconductor-related mfg (MSA)

thought, it is important to stay abreast of the industry and remain

2021

-3%

2020

attracting semiconductor suppliers may not be as strong as initially

+0%

2019

manufacturers should be a niche focus. Though the likelihood of

+3%

2018

a plus for this sector. Semiconductor suppliers and nano-related

+6%

2017

stance on business development (Business First, START-UP NY) is also

+9%

2016

private companies in relevant fields. New York state’s aggressive

+12%

2015

proximity to major markets, and a network of research facilities and

+15%

2014

including available industrial sites in technology-oriented parks,

+18%

2013

potential advantages for advanced manufacturing operations,

2022

high levels of capital expenditures, to pay above-average wages, and

opportunistic when the timing is right.
RELEVANT INDUSTRIES AND SELECTED METRICS FOR ALBANY MSA, 2013
NAICS
SECTOR
CODE
Food 3121
Processing
3115
Advanced 32521
Materials/
32619
Packaging
32541

LQ
DESCRIPTION

JOBS

(US=1.00)

Beverage Manufacturing

555

0.96

Dairy Product Manufacturing

444

1.12

1,889

9.33

Other Plastics Product Manufacturing

619

0.73

Pharmaceutical and Medicine Manufacturing

583

0.70

32221

Paperboard Container Manufacturing

324

0.76

33243

Metal Can, Box, and Other Metal Container (Light Gauge) Manufacturing

283

2.61

32222

Paper Bag and Coated and Treated Paper Manufacturing

202

1.10

32614

Polystyrene Foam Product Manufacturing

176

2.25

32512

Industrial Gas Manufacturing

105

1.86

32629

Other Rubber Product Manufacturing

94

0.58

32611

Plastics Packaging Materials and Unlaminated Film and Sheet Manufacturing

70

0.28

32552

Adhesive Manufacturing

57

0.93

32551

Paint and Coating Manufacturing

27

0.22

Resin and Synthetic Rubber Manufacturing

continued, next page
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RELEVANT INDUSTRIES AND SELECTED METRICS FOR ALBANY MSA, 2013 (CONTINUED)
NAICS
SECTOR
CODE
Industrial 54151
automation
33441

LQ
DESCRIPTION

JOBS

(US=1.00)

Computer Systems Design and Related Services

6,087

0.95

Semiconductor and Other Electronic Component Manufacturing

2,140

1.88

33451

Navigational, Measuring, Electromedical, and Control Instruments Manufacturing

778

0.65

33391

Pump and Compressor Manufacturing

410

2.59

33399

All Other General Purpose Machinery Manufacturing

223

0.56

33341

Ventilation, Heating, Air-Conditioning, and Commercial Refrigeration Equip. Mfg.

214

0.56

33351

Metalworking Machinery Manufacturing

152

0.27

33291

Metal Valve Manufacturing

140

0.52

33329

Other Industrial Machinery Manufacturing

80

0.29

33531

Electrical Equipment Manufacturing

64

0.15

33392

Material Handling Equipment Manufacturing

17

0.08

Engine, Turbine, and Power Transmission Equipment Manufacturing

2,550

8.39

Semiconductor and Other Electronic Component Manufacturing

2,140

1.88

Resin and Synthetic Rubber Manufacturing

1,889

9.33

323110

Commercial Lithographic Printing

1,096

1.97

33451

Navigational, Measuring, Electromedical, and Control Instruments Manufacturing

778

0.65

32619

Other Plastics Product Manufacturing

619

0.73

33271

Machine Shops

468

0.51

33231

Plate Work and Fabricated Structural Product Manufacturing

418

0.84

33391

Pump and Compressor Manufacturing

410

2.59

33593

Wiring Device Manufacturing

357

2.80

Semicon- 33361
ductor &
33441
Related
32521

Source: EMSI Complete Employment, 2013.4. Note: Shaded areas have above-average LQs, suggesting regional specialization in the industry.

COMPETITIVE LANDSCAPE


Advanced manufacturing — especially the equipment suppliers to and producers of wafers — occupies a highly
competitive space in the global economy that is subject to constant technological change.



The semiconductor industry operates amid highly cyclical market demand. The constant downward pressure on
pricing for substrates, including semiconductors, displays, and solar cells, is another disruptive influence on the
market.



Advanced manufacturers of these goods compete by developing, improving, and commercializing their products
rapidly, all the while transitioning to smaller dimensions and newer materials in order to meet customer and market
demands.



The science and engineering behind these industries is resulting in new processes and new materials to transform
every aspect of our concept of manufacturing. To further the interests of advanced manufacturers, new corporate
labs and R&D facilities will be needed across a wide range of industries and the prefix "nano" will become
increasingly common.
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RISKS & CHALLENGES


There are significant barriers to entry for advanced manufacturing. Capital requirements are often substantial,
product development timelines can be daunting, and appropriately skilled labor is often in very high demand.



Disregard of intellectual property rights can be a serious risk for advanced manufacturers who operate on a global
scale. Industrial espionage and security breaches are not uncommon.



Depending on the specific product, sole-source suppliers can present a host of problems. Sole-sourcing often occurs
with rare earth minerals used in a wide range of advanced manufactured products.

CUSTOMERS & MARKETS
Depending on the specific product and the specific point along the supply chain, advanced manufacturing firms face various
degrees of customer-related challenges. Not all firms have a wide customer base. Semiconductor equipment manufacturers,
for example, target their wares to a handful of companies operating a limited number of fabs worldwide. This is a highly
concentrated market, and makes the operating environment very risky for the suppliers. The fabs themselves, however, may
sell finished components to large numbers of product assemblers across multiple industries. Even in a single industry, the
market pressures along the supply chain may vary in degree.

NETWORKING


Association for Manufacturing Technology



International Association of Nanotechnology



Japan Analytical Instruments Manufacturers' Association



NanoBusiness Commercialization Association



Nanotechnology Industries Association



National Association of Manufacturers



National Council for Advanced Manufacturing



Semiconductor Industry Association

SITE SELECTION FACTORS


Access to skilled labor



R&D/investment tax incentives



Availability of land/modern facilities



Regional R&D activities



Water & wastewater capacity



Competitive property tax environment
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GENERAL PROPERTY REQUIREMENTS
The manufacturing process influences the scope and size of the property needs, which may vary widely depending on the
products produced. A wafer fab for example is a unique structure with a specialized use. The functioning of the building
involves precision processes that require uncontaminated workspaces. Water and wastewater capacity for such facilities can
be enormous.
Advanced manufacturing often involves relatively small, high value-added products (the semiconductor industry is a good
example). As a result, inbound supplies and outbound shipments may create less ingress and egress and be less likely to
strain existing transportation networks than would an older heavy manufacturing facility.
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LABOR CAPACITY SCENARIO
HYPOTHETICAL SCENARIO OF OCCUPATIONAL DEMAND FOR A TARGET NICHE EXPANSION
Target group >
Type of employer >
Number of new jobs >

Luther Park candidates
Advanced manufacturing
500
ALBANY MSA REGIONAL LABOR MARKET

SOC
CODE PRIMARY OCCUPATIONS REQUIRED
51-2022 Electrical and Electronic Equipment Assemblers
51-9141 Semiconductor Processors

Existing
jobs at
2012-year
end
182

Estimated
new jobs
created
+60

Local
median
hourly
wage
$18.03

Local
median
wage as
% of US
median
130%

Skill preparation required
Short-term OJT

28

+25

$23.58

147%

Associate's degree

17-3023 Electrical and Electronics Engineering Technicians

564

+22

$29.57

106%

Associate's degree

51-9061 Inspectors, Testers, Sorters, Samplers, and Weighers

879

+20

$20.04

117%

Moderate-term OJT

51-2092 Team Assemblers
17-2061 Computer Hardware Engineers
17-2072 Electronics Engineers, Except Computer

1,710

+19

$11.47

86%

Moderate-term OJT

80

+18

$44.86

94%

Bachelor's degree

162

+17

$37.02

84%

Bachelor's degree

17-2071 Electrical Engineers

1,034

+17

$48.31

115%

Bachelor's degree

17-2112 Industrial Engineers

664

+16

$46.05

121%

Bachelor's degree

17-3026 Industrial Engineering Technicians

349

+13

$28.39

116%

Associate's degree

11-9041 Architectural and Engineering Managers

359

+13

$65.27

110%

Bachelor's or higher, plus exp.

1,182

+12

$29.35

116%

Related work experience

667

+11

$37.79

81%

Bachelor's degree

15-1132 Software Developers, Applications

1,944

+8

$36.36

86%

Bachelor's degree

11-1021 General and Operations Managers

6,015

+8

$43.71

98%

Bachelor's or higher, plus exp.
Bachelor's degree

51-1011 First-Line Sprvsrs of Production/Operating Workers
15-1133 Software Developers, Systems Software

17-2141 Mechanical Engineers

738

+7

$40.00

104%

13-1023 Purchasing Agents, Except Wholesale, Retail, Farm Prods.

984

+7

$27.32

98%

Long-term OJT

1,763

+6

$14.67

104%

Short-term OJT

43-5071 Shipping, Receiving, and Traffic Clerks
43-5061 Production, Planning, and Expediting Clerks

846

+6

$21.94

102%

Moderate-term OJT

73

+6

$14.79

107%

Moderate-term OJT

11-3051 Industrial Production Managers

248

+5

$47.89

114%

Bachelor's or higher, plus exp.

51-4041 Machinists

590

+5

$21.57

114%

Long-term OJT

41-4011 Sales Reps. Wholesale and Mfg., Tech. and Scientific Prods.

592

+5

$34.96

100%

Bachelor's degree

13-2011 Accountants and Auditors

5,990

+5

$30.10

103%

Bachelor's degree

49-9071 Maintenance and Repair Workers, General

4,025

+5

$18.37

109%

Moderate-term OJT

97

+5

$9.32

62%

Short-term OJT

2,212

+5

$31.70

101%

Long-term OJT

51-4072 Molding/Casting Machine Workers, Metal and Plastic

51-2023 Electromechanical Equipment Assemblers
13-1199 Business Operations Specialists, All Other
51-4011 Computer-Controlled Machine Tool Operators, Metal/Plastic

112

+5

$17.32

101%

Moderate-term OJT

51-4121 Welders, Cutters, Solderers, and Brazers

482

+5

$20.76

119%

Non-degree award

43-4051 Customer Service Representatives

8,246

+4

$15.66

106%

Short-term OJT

11-3021 Computer and Information Systems Managers

1,388

+4

$50.96

91%

Bachelor's or higher, plus exp.

Source: U.S. Bureau of Labor Statistics, Occupational Employment Statistics, National Industry-Specific Estimates; and EMSI 2013.4 Class of Worker
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SELECTED GLOBAL PLAYERS: ADVANCED MANUFACTURING
IN ALPHABETICAL ORDER
COMPANY

PRODUCT

URL

CITY, STATE/PROV.

COUNTRY

Advantest Corporation

Semiconductor Equipment

http://www.advantest.co.jp

Chiyoda-ku, Tokyo-to

Japan

Altium Limited

Application Software

http://www.altium.com

Belrose, NSW

Australia

Alton Sports Company Limited

Leisure Products

http://www.altonsports.co.kr

Seoul

S. Korea

Angiodynamics Inc.

Health Care Equipment

http://www.angiodynamics.com

Latham, NY

USA

ASML Holding NV

Semiconductor Equipment

http://www.asml.com

Veldhoven

Netherlands

BWT AG

Environmental & Facilities Srvcs.

http://www.bwt-group.com

Mondsee

Austria

Daejoo Electronic Materials Company Limi

Electronic Components

http://www.daejoo.co.kr

Siheung

S. Korea

Daejung Chemicals & Metals CTD

Commodity Chemicals

http://www.daejung.kr

Siheung

S. Korea

DYO Boya Fabrikalari Sanayi VE Ticaret A

Specialty Chemicals

http://www.dyo.com.tr

Izmir

Turkey

Ecopro Company Limited

Commodity Chemicals

http://ecopro.co.kr

Cheongwon

S. Korea

Electro Scientific Industries Inc.

Electronic Equip. & Instruments

http://www.esi.com

Portland, OR

USA

Eurotech

Computer Hardware

http://www.eurotech.com

Amaro

Italy

Everlight Chemical Industrial Corp.

Specialty Chemicals

http://www.ecic.com

Taipei

Taiwan

EXA E & C Income

Industrial Conglomerates

http://www.exaenc.com

Seoul

S. Korea

Minamitsuru-Gun,
Yamanashi-ken

Japan
USA

Fanuc Corp.

Industrial Machinery

http://www.fanuc.co.jp

FEI Company

Electronic Equip. & Instruments

http://www.fei.com

Hillsboro, OR

Finetex ENE Incorporated

Building Products

http://www.ftene.com

Seoul

S. Korea

Fu Yu Corporation Limited

Industrial Machinery

http://www.fuyucorp.com

Singapore

Singapore

Jaeyoung Solutec Company Limited

Electronic Components

http://www.jysolutec.com

Incheon

S. Korea

KLA Tencor Corp.

Semiconductor Equipment

http://www.kla-tencor.com

Milpitas, CA

USA

Metatech (AP) Inc.

Technology Distributors

http://www.metatech.com.tw

New Taipei

Taiwan

Nano Chem Tech Inc.

Specialty Chemicals

http://www.nanochemtech.co.kr

Yongin

S. Korea

Nanogate AG

Specialty Chemicals

http://www.nanogate.de

Quierschied-Goettelborn

Germany

Nanometrics Inc.

Semiconductor Equipment

http://www.nanometrics.com

Milpitas, CA

USA

OC Oerlikon Corp. AG

Industrial Machinery

http://www.oerlikon.com

Pfaeffikon

Switzerland

Olmix

Agricultural Products

http://www.olmix.com

Brehan

France

Oxford Instruments PLC

Electronic Equip. & Instruments

http://www.oxford-instruments.com Abingdon, England

UK

Polypore International Inc.

Electrical Components & Equip.

http://www.polypore.net

USA

Pontex Polyblend Company Limited

Semiconductors

http://en.pontex.com

Taichung

Taiwan

Roth & RAU AG

Semiconductor Equipment

http://www.roth-rau.de

Hohenstein-Ernstthal

Germany

Rudolph Technologies Inc.

Semiconductor Equipment

http://www.rudolphtech.com

Flanders, NJ

USA

Sam Woo EMC

Building Products

http://www.samwooemc.com

Seoul

S. Korea

Scientech Corporation

Technology Distributors

http://www.scientech.com.tw

Taipei

Taiwan

Sentronic International Corp.

Technology Distributors

http://www.sentronic.com.tw

Taipei

Taiwan

Soulbrain Company Limited

Specialty Chemicals

http://en.soulbrain.co.kr

Seongnam

S. Korea

Charlotte, NC

Toptec Company Limited

Semiconductor Equipment

http://www.toptec.co.kr

Gumi

S. Korea

Toyo Drilube Company Limited

Specialty Chemicals

http://www.drilube.co.jp

Setagaya-ku, Tokyo-to

Japan

Transpek Industry Limited

Commodity Chemicals

http://www.transpek.com

Vadodara

India

Ultra Clean Holdings Inc.

Semiconductor Equipment

http://www.uct.com

Hayward, CA

USA

Ultratech Inc.

Semiconductor Equipment

http://www.ultratech.com

San Jose, CA

USA

Welcron Company Limited

Household Products

http://eng.welcron.com

Seoul

S. Korea

Zeltia SA

Biotechnology

http://www.zeltia.es

Madrid

Spain

Source: Thomson Reuters; S&P Capital IQ; company websites; TIP Strategies research
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TARGET: RESEARCH & DEVELOPMENT
Research & Development (R&D) has become a critical

OUTLOOK IN SELECTED NICHE INDUSTRIES

element in the design and manufacture of even the most

% CHG. IN JOBS FROM PRIOR YEAR, 2012-2022 (PROJ.)

mundane industrial and consumer products. According to
a recent report published by Battelle, global spending on
R&D reached $1.4 trillion in 2012, with the US

Featured:
NAICS code:

Engineering & life sciences R&D
541712

accounting for roughly one-third of the total. Strong

ALL US JOBS

increases in industrial expenditures are expected to offset

Scientific R&D services (US)

anticipated declines in federal R&D spending.

Scientific R&D services (MSA)

Research in “enabling technologies”—those that will

+18%

substantially change the performance and capabilities of

+15%

existing

+12%

GlobalFoundaries,

General

-3%

Electric, and Bechtel help position the area for future R&D

2022

SEMATECH,

2021

including

+0%

2020

as the presence of internally recognized players,

+3%

2019

fields. The region’s network of research facilities, as well

+6%

2018

is one example, with applications across a wide range of

+9%

2017

expected to see substantial investment. Nanotechnology

2016

processes—are

2015

or

2014

equipment,

2013

materials,

investments.
RELEVANT INDUSTRIES AND SELECTED METRICS FOR ALBANY MSA, 2013
NAICS
SECTOR
CODE
R&D 541712

LQ
DESCRIPTION
R&D in the physical, engineering, and life sciences (except biotechnology)

JOBS
7,149

(US=1.00)

541720

Research and development in the social sciences and humanities

2,330

11.64

541711

Research and development in biotechnology

167

0.37

Other scientific and technical consulting services

681

0.63

Environmental consulting services

392

0.95

Consulting 541690
Services
541620

5.11

Source: EMSI Complete Employment, 2013.4. Note: Shaded areas have above-average LQs, suggesting regional specialization in the industry.

COMPETITIVE LANDSCAPE


The concept of a high-technology product was once limited to manufactured goods such as consumer electronics,
personal computing, and handheld devices. Many of these products saw rapid manufacturing expansion in the
1980s and 1990s, but their outlook for job growth in the US has dimmed in recent years, with considerable
production now occurring offshore.



Not all technology products face such dim prospects for domestic job growth. Also within this sector are companies
that produce high-performance instrumentation, (especially communications and defense-oriented devices) as well as
medical instruments for analytical and lab-related activities. These companies will face better prospects for job
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growth in the years ahead according to most forecasts. But many of these industries face their own set of
competitive forces. The pharmaceutical industry operates in a highly regulated environment. Large pharmaceutical
companies tend to outsource risk, playing a wait-and-see game of corporate acquisition as they allow biotechnology
start-ups to develop promising new drugs. Independent clinical testing labs add yet another layer to the outsourcing.



Increasingly, even products we think of as standard assembly line goods, like motor vehicles, actually have a
rapidly increasing share of their value in electronic or technological parts.

RISKS & CHALLENGES


The development of intellectual property faces a range of security-related challenges. Regulatory requirements,
customer expectations, and competitive threats force R&D operations to invest a great deal of their resources in
legal, physical, and intellectual security.



Similar to advanced manufacturing processes, the R&D phase also involves significant barriers to entry. Product
development timelines can be daunting, initial capital investment can be steep, and appropriately skilled labor is
often in very high demand.

CUSTOMERS & MARKETS
The era of the "Bell Labs" model of in-house R&D is perhaps less common today than in the past. Across many industries,
especially pharmaceuticals, the new model is increasingly one that involves the outsourcing of R&D as a key element of the
overall business strategy. Large corporations can choose from a wide array of options to meet their R&D needs, including
buying entire companies solely to acquire their patent libraries (Google did this with its quick flip of Motorola Mobility),
licensing patents from the technology transfer offices of universities, or outsourcing various functions to contractors and
developing strategic relationships with them. However the intellectual property is acquired, the customer — the market — is
typically the large corporation. Testing labs, universities, engineering consultants, start-up firms, and venture capital investors
are, in one way or another, all part of this process of developing and selling their intellectual property to be
commercialized.

NETWORKING


American Council of Engineering Companies



American Council of Independent Laboratories



Institute of Electrical and Electronics Engineers



International Society of Automation



Society of Manufacturing Engineers
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SITE SELECTION FACTORS


Highly skilled labor force



Affordable, reliable electricity



Buildings with large floor plates



Buildings with under-floor utilities



Competitive tax environment

GENERAL PROPERTY REQUIREMENTS
Research, development, and engineering (R&D) activities vary significantly in terms of property needs. R&D in the life
sciences, for example, may require traditional laboratory space. Labs are common in other industries as well, but depending
on the actual product, the physical space requirements can begin to take on more of the aspects of a manufacturing
building.
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LABOR CAPACITY SCENARIO
HYPOTHETICAL SCENARIO OF OCCUPATIONAL DEMAND FOR A TARGET NICHE EXPANSION
Target group >
Type of employer >
Number of new jobs >

Luther Park candidates
Scientific R&D services
500
ALBANY MSA REGIONAL LABOR MARKET

SOC
CODE PRIMARY OCCUPATIONS REQUIRED
19-1042 Medical Scientists, Except Epidemiologists

Existing
jobs at
2012-year
end
554

Estimated
new jobs
created
+28

Local
median
hourly
wage
$27.29

Local
median
wage as
% of US
median
73%

Skill preparation required
Doctoral degree

19-4021 Biological Technicians

856

+15

$20.31

106%

Bachelor's degree

19-2031 Chemists

288

+14

$34.61

100%

Bachelor's degree

15-1133 Software Developers, Systems Software

667

+12

$37.79

81%

Bachelor's degree

15-1132 Software Developers, Applications

1,944

+12

$36.36

86%

Bachelor's degree

11-1021 General and Operations Managers

6,015

+12

$43.71

98%

Bachelor's or higher, plus exp.

738

+12

$40.00

104%

Bachelor's degree

11,572

+11

$17.63

114%

Short-term OJT

268

+11

$30.83

79%

Doctoral degree

17-2141 Mechanical Engineers
43-6014 Secretaries/Admin. Assts., Except Legal, Medical, and Exec.
19-1021 Biochemists and Biophysicists
13-1199 Business Operations Specialists, All Other
17-2011 Aerospace Engineers
43-6011 Executive Secretaries and Executive Administrative Assistants
11-9121 Natural Sciences Managers
43-9061 Office Clerks, General
19-4061 Social Science Research Assistants
17-2061 Computer Hardware Engineers

2,212

+11

$31.70

101%

Long-term OJT

26

+10

$21.50

43%

Bachelor's degree

3,680

+10

$26.95

119%

Related work experience

158

+10

$51.88

93%

Bachelor's or higher, plus exp.

12,510

+9

$14.22

107%

Short-term OJT

1,164

+8

$13.70

70%

Associate's degree
Bachelor's degree

80

+8

$44.86

94%

11-9041 Architectural and Engineering Managers

359

+7

$65.27

110%

Bachelor's or higher, plus exp.

19-4099 Life, Physical, and Social Science Technicians, All Other

896

+7

$17.74

83%

Associate's degree

17-2112 Industrial Engineers

664

+7

$46.05

121%

Bachelor's degree

17-2072 Electronics Engineers, Except Computer

162

+6

$37.02

84%

Bachelor's degree

13-1111 Management Analysts

4,048

+6

$28.99

88%

Bachelor's or higher, plus exp.

19-4031 Chemical Technicians

659

+6

$30.40

147%

Associate's degree

5,990

+6

$30.10

103%

Bachelor's degree

252

+6

$36.00

89%

Bachelor's degree

13-2011 Accountants and Auditors
17-2199 Engineers, All Other
15-1121 Computer Systems Analysts

3,285

+5

$34.41

94%

Bachelor's degree

17-2071 Electrical Engineers

1,034

+5

$48.31

115%

Bachelor's degree

11-9199 Managers, All Other

3,735

+5

$23.61

101%

Related work experience

15-1131 Computer Programmers

2,885

+5

$34.05

102%

Bachelor's degree

11-3021 Computer and Information Systems Managers

1,388

+5

$50.96

91%

Bachelor's or higher, plus exp.

13-1161 Market Research Analysts and Marketing Specialists

1,613

+5

$26.52

94%

Bachelor's degree

27

+5

$50.36

98%

Doctoral degree

19-2012 Physicists

Source: U.S. Bureau of Labor Statistics, Occupational Employment Statistics, National Industry-Specific Estimates; and EMSI 2013.4 Class of Worker
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SELECTED GLOBAL PLAYERS: RESEARCH & DEVELOPMENT
IN ALPHABETICAL ORDER
COMPANY

PRODUCT

URL

CITY, STATE/PROV.

COUNTRY

ABB Limited

Heavy Electrical Equipment

http://www.abb.com

Zurich

Switzerland

AF AB

Research & Consulting Services

http://www.afconsult.com

Stockholm

Sweden

Alpha Systems Inc.

Systems Software

http://www.alpha.co.jp

Shibuya-ku, Tokyo-to

Japan

Argo Graphics Inc.

IT Consulting & Other Services

http://www.argo-graph.co.jp

Chuo-ku, Tokyo-to

Japan

Basware OYJ

Application Software

http://www.basware.com

Espoo

Finland

Comarch SA

Systems Software

http://www.comarch.com

Krakow

Poland

Elder Pharmaceuticals Limited

Pharmaceuticals

http://www.elderindia.com

Mumbai

India

Electronics For Imaging Inc.

Computer Storage & Peripherals

http://www.efi.com

Foster City, CA

USA

Eloqua Limited

Systems Software

http://www.eloqua.com

Vienna, VA

USA

Etteplan OYJ

Research & Consulting Services

http://www.etteplan.com

Hollola

Finland

Falconstor Software Inc.

Systems Software

http://www.falconstor.com.

Melville, NY

USA

Heidelberger Druckmaschinen

Industrial Machinery

http://www.heidelberg.com

Heidelberg

Germany

Infoblox Inc.

Systems Software

http://www.infoblox.com

Santa Clara, CA

USA

Interactive Intelligence Group Inc.

Application Software

http://www.inin.com

Indianapolis, IN

USA

Intertek Group PLC

Research & Consulting Services

http://www.intertek.com

London, England

UK

Key Technology Inc.

Industrial Machinery

http://www.key.net

Walla Walla, WA

USA

Metso OYJ

Industrial Machinery

http://www.metso.com

Helsinki

Finland

Mitac Incorporation

IT Consulting & Other Services

http://www.mitac.com.tw

Taipei

Taiwan

Objective Corp. Limited

Application Software

http://www.objective.com

Sydney, NSW

Australia

Pegasystems Inc.

Application Software

http://www.pega.com

Cambridge, MA

USA

Posco ICT Company Limited

IT Consulting & Other Services

http://www.posco.com/

Pohang

S. Korea

Prevas AB

IT Consulting & Other Services

http://www.prevas.com

Vasteras

Sweden

Rejlerkoncernen AB

Research & Consulting Services

http://www.rejlers.com

Stockholm

Sweden

Software AG

Systems Software

http://www.softwareag.com

Darmstadt

Germany

Synopsys Inc.

Application Software

http://www.synopsys.com

Mountain View, CA

USA

System Research Company Ltd.

Internet Software & Services

http://www.sr-net.co.jp

Nagoya-Shi, Aichi-ken

Japan

Tecan Group AG

Life Sciences Tools & Services

http://www.tecan.com

Maennedorf

Switzerland

Technovator International Ltd.

Research & Consulting Services

http://www.technovator.com.sg

Singapore

Singapore

TRX Inc.

Data Processing & Outsourced Srvcs.

http://www.trx.com

Atlanta, GA

USA

Vesuvius India Limited

Industrial Machinery

http://www.vesuvius.com/en

Kolkata

India

Wellnet Corporation

Data Processing & Outsourced Srvcs.

http://www.well-net.jp

Koubetsu-ku, Tokyo-to

Japan

Source: Thomson Reuters; S&P Capital IQ; company websites; TIP Strategies research
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TARGET: CLEAN TECHNOLOGY

NAICS code:

Turbine & generator manufacturing
333611

products and services, including renewable energy,
green building, and pollution abatement. Energy

ALL US JOBS
Turbine & generator mfg (US)

generation, in particular solar and wind, and energy

+9%

service sector targets. The Saratoga Technology + Energy

+6%

Park (STEP) and Hudson Valley Community College’s
TEC-SMART facility are unique assets. Governor Cuomo’s

+3%

START-UP NY campaign, which focuses on connecting

-3%

for encouraging business investment in the region.

2022

businesses to higher education assets, is an important tool

+0%

2021

of opportunities, including both manufacturing and

+12%

2020

Within this broad field, Saratoga County has a number

+15%

2019

energy prices and national security concerns.

+18%

2014

and private investment in recent years, driven by volatile

Turbine & generator mfg (MSA)

2013

efficiency technologies have received significant public

2018

broadly defined sector is used to encompass a range of

Featured:

2017

challenges but also to improve their bottom lines. This

2016

taking an interest in developing and adopting clean
technologies not only to address global environmental

OUTLOOK IN SELECTED NICHE INDUSTRIES
% CHG. IN JOBS FROM PRIOR YEAR, 2012-2022 (PROJ.)

2015

From Google to GE, companies across the globe are

RELEVANT INDUSTRIES AND SELECTED METRICS FOR ALBANY MSA, 2013
NAICS
SECTOR
CODE
Mfg.-related 333611
334413
333414
333295
334515
335312
335999
335314
334519
335911
334512
Professional 541712
Services/ 541330
R&D 541310
541620
562910
Biofuels/ 221119
Biomass 325199
325193

LQ
DESCRIPTION
Turbine and turbine generator set units manufacturing
Semiconductor and related device mfg. (incl. solar panel and fuel cells)
Heating equipment (except warm air furnaces) mfg. (solar heaters and collectors)
Semiconductor machinery mfg. (incl. solar panel mfg. equip.)
Instrument mfg. for measuring and testing electricity and electrical signals
Motor and generator manufacturing
All other miscellaneous electrical equipment and component manufacturing
Relay and industrial control manufacturing
Other measuring and controlling device manufacturing (incl. solarimeters)
Storage battery manufacturing
Automatic environmental control mfg. for res., commercial, and appliance use
R&D in the physical, engineering, and life sciences (except biotechnology)
Engineering services
Architectural services
Environmental consulting services
Remediation services
Other Electric Power Generation
All Other Basic Organic Chemical Manufacturing
Ethyl Alcohol Manufacturing

JOBS
2,550
1,816
65
49
38
36
33
25
19
17
<10
7,149
4,017
726
392
388
81
48
0

(US=1.00)

29.57
3.23
1.26
1.02
0.31
0.30
0.37
0.17
0.20
0.40
—
5.11
1.30
1.08
0.95
1.63
2.94
0.46
—

Source: EMSI Complete Employment, 2013.4. Note: Shaded areas have above-average LQs, suggesting regional specialization in the industry.
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COMPETITIVE LANDSCAPE


Even though a great deal of semiconductor work has moved overseas, much innovation still takes place in the US,
including niches like solar and photovoltaic components. Some companies that supply the semiconductor industry
are heavily involved in these new solar applications. US companies operating in this space face aggressive
competition from abroad. For solar, as well as for other types of renewable power, there is constant cost pressure
from competing traditional fossil-based sources. In addition, the stimulative subsidies and incentives for renewable
energy that followed the global crisis of 2008 have since dwindled in the US and Western Europe.



Renewable energy is, however, only a small part of the much broader sector of "clean technology" which includes
many mundane manufactured goods, including filters, valves, pumps, gauges and monitors, climate control systems,
and other instrumentation. The demand for these types of environmentally friendly parts and supplies is expected to
grow rapidly in the coming years.

RISKS & CHALLENGES


Unproven technologies are a key risk for contending industry players. In many cases, competing technologies may
eventually give way to a single, viable standard.



Undeveloped markets are another risk for clean technology firms. New companies often lack long-term purchase
commitments or proven relationships with potential customers. For traditional, established firms seeking a slice of the
clean technology market, established customer relationships can be a valuable edge.



For clean energy players with substantial investments of time and capital, the fickle public policies for energy in
advanced countries leave upstream and downstream incentives for clean energy vulnerable to changing political
moods.

CUSTOMERS & MARKETS
The demand for clean technology is growing. In the energy sector, even if renewables themselves face competition, a great
deal of the market share is going to liquefied national gas (LNG), itself a cleaner alternative to coal or oil. In other sectors of
the economy, clean technology innovations find their way into everything from motor vehicles to recycled wastewater to
LEED-certified construction materials. As the applications for clean technologies expand, as populations grow, and as global
wealth levels rise, the customers and markets for clean technology innovations are expected to develop quickly in the years
ahead.
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NETWORKING


Air-Conditioning & Refrigeration Institute



American Academy of Environmental Engineers



American Council for an Energy-Efficient Economy



Environmental Technology Council



Manufacturers of Emission Controls Association



National Waste & Recycling Association(1)



Submersible Wastewater Pump Association

(1) NWRA was formed in 2013 by the merger of the Environmental Industry Association, the National Solid Waste Management Association, and the
Waste Equipment Technology Association

SITE SELECTION FACTORS


Access to skilled labor



Access to markets/customers



Regional R&D activities



Early-stage incentives & assistance

GENERAL PROPERTY REQUIREMENTS
Clean technology is a broad category. Depending on the product in question, the building needs may vary. Energy
technology, for example, can range from large turbines to relatively small photovoltaic cells.
Clean technology now extends well beyond alternative energy to include a wide range of manufactured goods such as
filters, valves, pumps, gauges and monitors, climate control systems, and other instrumentation. The factories needed to
produce these goods will vary in size, though they are unlikely in most cases to be considered "heavy manufacturing."
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LABOR CAPACITY SCENARIO
HYPOTHETICAL SCENARIO OF OCCUPATIONAL DEMAND FOR A TARGET NICHE EXPANSION
Target group >
Type of employer >
Number of new jobs >

Luther Park candidates
Clean technology
500
ALBANY MSA REGIONAL LABOR MARKET

SOC
CODE PRIMARY OCCUPATIONS REQUIRED
51-2092 Team Assemblers

Existing
jobs at
2012-year
end
1,710

Estimated
new jobs
created
+51

Local
median
hourly
wage
$11.47

Local
median
wage as
% of US
median
86%

Skill preparation required
Moderate-term OJT

51-2031 Engine and Other Machine Assemblers

692

+47

$20.95

121%

51-4041 Machinists

590

+35

$21.57

114%

Long-term OJT

17-2141 Mechanical Engineers

738

+25

$40.00

104%

Bachelor's degree
Moderate-term OJT

51-9061 Inspectors, Testers, Sorters, Samplers, and Weighers
51-1011 First-Line Supervisors of Production and Operating Workers
17-2112 Industrial Engineers

Short-term OJT

879

+15

$20.04

117%

1,182

+13

$29.35

116%

Related work experience

664

+13

$46.05

121%

Bachelor's degree

49-9071 Maintenance and Repair Workers, General

4,025

+11

$18.37

109%

Moderate-term OJT

53-7062 Laborers and Freight, Stock, and Material Movers, Hand

5,734

+11

$14.45

124%

Short-term OJT

51-4011 Computer-Controlled Machine Tool Operators, Metal and Pla

112

+11

$17.32

101%

Moderate-term OJT

51-4081 Multiple Machine Tool Workers, Metal and Plastic

196

+10

$15.71

95%

Moderate-term OJT

51-4034 Lathe and Turning Machine Tool Workers, Metal and Plastic

100

+9

$19.13

109%

Moderate-term OJT

49-9041 Industrial Machinery Mechanics

778

+8

$24.74

115%

Long-term OJT

54

+8

$14.42

95%

Moderate-term OJT

482

+8

$20.76

119%

Non-degree award

51-4033 Grinding and Buffing Machine Tool Workers, Metal and Plas
51-4121 Welders, Cutters, Solderers, and Brazers
43-5071 Shipping, Receiving, and Traffic Clerks
11-9041 Architectural and Engineering Managers
11-1021 General and Operations Managers
17-3026 Industrial Engineering Technicians
41-4012 Sales Reps., Wholesale and Mfg., Except Tech./Scientific Pro

1,763

+7

$14.67

104%

Short-term OJT

359

+7

$65.27

110%

Bachelor's or higher, plus exp.

6,015

+7

$43.71

98%

Bachelor's or higher, plus exp.

349

+7

$28.39

116%

Associate's degree

4,123

+6

$25.74

102%

Moderate-term OJT

11-3051 Industrial Production Managers

248

+6

$47.89

114%

Bachelor's or higher, plus exp.

43-5061 Production, Planning, and Expediting Clerks

846

+5

$21.94

102%

Moderate-term OJT
Short-term OJT

51-2022 Electrical and Electronic Equipment Assemblers

182

+5

$18.03

130%

13-1023 Purchasing Agents, Except Wholesale, Retail, Farm Products

984

+5

$27.32

98%

Long-term OJT

17-3027 Mechanical Engineering Technicians

151

+5

$21.07

84%

Associate's degree

5,428

+5

$11.02

102%

Short-term OJT

44

+4

$10.07

71%

Moderate-term OJT
Short-term OJT

43-5081 Stock Clerks and Order Fillers
51-2091 Fiberglass Laminators and Fabricators
43-4051 Customer Service Representatives

8,246

+4

$15.66

106%

17-3013 Mechanical Drafters

197

+4

$22.04

91%

Associate's degree

51-4031 Cutting/Punching/Press Machine Workers, Metal and Plastic

254

+4

$14.24

100%

Moderate-term OJT

12,510

+4

$14.22

107%

Short-term OJT

43-9061 Office Clerks, General

Source: U.S. Bureau of Labor Statistics, Occupational Employment Statistics, National Industry-Specific Estimates; and EMSI 2013.4 Class of Worker
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SELECTED GLOBAL PLAYERS: CLEAN ENERGY
IN ALPHABETICAL ORDER
COMPANY

PRODUCT

URL

CITY, STATE/PROV.

COUNTRY

Acbel Polytech Inc.

Electrical Components & Equip.

http://www.acbel.com

New Taipei

Taiwan

Amec PLC

Oil & Gas Equipment & Services

http://www.amec.com

London, England

UK

Avago Technologies Limited

Semiconductors

http://www.avagotech.com/pages/home Singapore

Singapore

Benq Materials Corp.

Computer Storage & Peripherals

http://www.benqmaterials.com

Taiwan

Duerr AG

Industrial Machinery

http://www.durr.com

Bietigheim-Bissingen

Germany

Echelon Corp.

Electronic Mfg. Services

http://www.echelon.com

San Jose, CA

USA

Enernoc Inc.

Diversified Support Services

http://www.enernoc.com

Boston, MA

USA

Hyflux Limited

Water Utilities

http://www.hyflux.com

Singapore

Singapore

Johnson Matthey PLC

Specialty Chemicals

http://www.matthey.com

London, England

UK

Kadant Inc.

Industrial Machinery

http://www.kadant.com

Westford, MA

USA

Melrose Industries PLC

Industrial Machinery

http://www.melroseplc.net

London, England

UK

Nederman Holding AB

Building Products

http://www.nederman.com

Helsingborg

Sweden

Nissin Electric Company Limited

Heavy Electrical Equipment

http://nissin.jp

Kyoto-Shi, Kyoto-fu

Japan

Novozymes A/S

Specialty Chemicals

http://www.novozymes.com

Bagsvaerd

Denmark

On Semiconductor Corp.

Semiconductors

http://www.onsemi.com

Phoenix, AZ

USA

Partnertech AB

Electronic Equip. & Instruments

http://www.partnertech.com

Malmo

Sweden

Pentair Inc.

Industrial Machinery

http://www.pentair.com

Golden Valley, MN

USA

Power-One Inc.

Electronic Components

http://www.power-one.com

Camarillo, CA

USA

PPG Industries Inc.

Diversified Chemicals

http://www.ppg.com

Pittsburgh, PA

USA

Rentech Inc.

Oil & Gas Refining & Marketing

http://www.rentechinc.com

Los Angeles, CA

USA

Royal Imtech

Construction & Engineering

http://www.imtech.eu

Gouda

Netherlands

Gueishan

Satcon Technology Corp.

Heavy Electrical Equipment

http://www.satcon.com

Boston, MA

USA

Tennant Company

Industrial Machinery

http://tennantco.com

Minneapolis, MN

USA

Umicore SA

Precious Metals & Minerals

http://www.umicore.com/en

Brussels

Belgium

Source: Thomson Reuters; S&P Capital IQ; company websites; TIP Strategies research

TIP STRATEGIES, INC

PAGE | 45

SARATOGA COUNTY, NY

ECONOMIC DEVELOPMENT STRATEGIC PLAN

TARGET: FINANCIAL BUSINESS PROCESS OUTSOURCING (BPO)
Business process outsourcing (BPO) refers to the practice

OUTLOOK IN SELECTED NICHE INDUSTRIES

of contracting with third party service providers to

% CHG. IN JOBS FROM PRIOR YEAR, 2012-2022 (PROJ.)

administrative

support

services.

Across

all

NAICS code:

segments, the BPO industry is being transformed by

Direct health & med. insurance carriers (US)

industry are still a factor but their role is diminishing as
become more common delivery channels. Customer
service is increasingly being delivered across multiple
channels, increasing the complexities faced by BPO firms.
Saratoga’s proximity to a number of the country’s largest
metropolitan areas that are full of corporate headquarters
offers an advantage for this sector. The cost of Saratoga’s
real estate and labor compare very favorably to the

524114
ALL US JOBS

technology. The call centers that once dominated the
text, web, chat, self-service, and social media have

Direct health & medical insurance carriers

Direct health & med. insurance carriers (MSA)

+18%
+15%
+12%
+9%
+6%
+3%
+0%
-3%

2013

surrounding metros.

2022

basic

Featured:

2021

processing, data storage and processing, as well as more

2020

claims

2019

including

2018

functions,

2017

of

2016

range

2015

a

2014

perform

RELEVANT INDUSTRIES AND SELECTED METRICS FOR ALBANY MSA, 2013
NAICS
SECTOR
CODE
Finance & 524114

DESCRIPTION
Direct Health and Medical Insurance Carriers

JOBS
5,237

(US=1.00)

Insurance 524210

Insurance Agencies and Brokerages

3,565

0.93

524126

Direct Property and Casualty Insurance Carriers

3,100

2.12

524113

Direct Life Insurance Carriers

1,201

1.40

524292

Third Party Administration of Insurance and Pension Funds

596

0.97

524291

Claims Adjusting

585

1.34

522320

Financial Transactions Processing, Reserve, and Clearinghouse Activities

165

0.39

LQ
4.66

Support 541511

Custom Computer Programming Services

2,837

1.00

Services 541512

Computer Systems Design Services

2,808

0.97

518210

Data Processing, Hosting, and Related Services

1,556

1.55

561110

Office Administrative Services

1,479

0.64

Source: EMSI Complete Employment, 2013.4. Note: Shaded areas have above-average LQs, suggesting regional specialization in the industry.
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COMPETITIVE LANDSCAPE


Financial services firms are in the process of adjusting to two sweeping pieces of federal legislation, the Patient
Protection and Affordable Care Act of 2010 ("Obamacare") to reform the healthcare sector and the Wall Street
Reform and Consumer Protection Act of 2010 ("Dodd-Frank") to reform the banking sector. Both banks and
insurance companies are transitioning and reorganizing to this new regulatory environment, and the result is likely
to bring consolidation, mergers, acquisitions, and relocations. It is feasible that back-office functions will be
impacted as activities are consolidated, expanded, or rationalized. This process could take years to unfold.



Insurance companies operate in a competitive environment, differentiating their products largely on cost and relying
heavily on company branding and reputation. The outlook for the industry is generally positive, with expansion
expected to occur in line with general population growth across most age cohorts, especially seniors.

RISKS & CHALLENGES


The evolving landscape of financial service delivery across multiple channels creates difficultly in understanding and
accurately forecasting how 24/7 customer demand patterns will unfold. Because the frequency of customer
interaction is greater and transaction volumes are much higher, the banking sector is confronting this issue more
directly than the insurance sector.



In the health insurance market, there is a great deal of uncertainty in the current policy environment. How big will
the new marketplace ultimately be? Will it result in more insurance providers entering and competing in the market
or will it lead to consolidation with only a few players emerging as big winners? Will structural reforms be
repealed, legislatively revised, chipped away by legal challenges? It may be years before these hurdles are sorted
out.



In the property insurance markets (including motor vehicles and real estate), regulations vary widely across states,
creating a challenging operating environment.

CUSTOMERS & MARKETS
At the surface, a growing population and rising property values should work to the benefit of the overall insurance industry,
whether the segment is life, health, property, or casualty. The complexities of the market, however, mask certain trends.
Changes in regulatory frameworks and in population age-cohorts can bring both positive and negative impacts.
The ways in which insurance companies reach new customers (especially through independent agencies) and interact with
existing customers (often through claims processing centers or call centers) offers important examples of the ways customerrelated activities are organized and outsourced.
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NETWORKING


American Council of Life Insurers



American Insurance Association



Geneva Association



Natl. Association of Mutual Insurance Companies



Property Casualty Insurers Association of America



Reinsurance Association of America

SITE SELECTION FACTORS


Access to skilled labor



Affordable labor rates



Competitive tax environment



Airport accessibility & flight options



Access to markets/customers



Class A office options



Bilingual workforce (English/Spanish)

GENERAL PROPERTY REQUIREMENTS
The type of business process outsourcing determines the building needs. Remote data centers, for example, require very
precise building specs and tend to be more capital intensive (i.e., fewer jobs).
Labor intensive operations, such as customer service centers, claims processing centers, and other financial processing may
require less rigorous building specs.
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LABOR CAPACITY SCENARIO
HYPOTHETICAL SCENARIO OF OCCUPATIONAL DEMAND FOR A TARGET NICHE EXPANSION
Target group >
Type of employer >
Number of new jobs >

Luther Park candidates
Finance & insurance
500
ALBANY MSA REGIONAL LABOR MARKET
Local
median
wage as
% of US
median
106%

Existing
jobs at
2012-year
end
8,246

Estimated
new jobs
created
+55

Local
median
hourly
wage
$15.66

13-1031 Claims Adjusters, Examiners, and Investigators

2,161

+52

$29.25

104%

Long-term OJT

43-9041 Insurance Claims and Policy Processing Clerks

729

+49

$17.74

102%

Moderate-term OJT

3,222

+35

$28.85

132%

Moderate-term OJT
Bachelor's degree

SOC
CODE PRIMARY OCCUPATIONS REQUIRED
43-4051 Customer Service Representatives

41-3021 Insurance Sales Agents
13-2053 Insurance Underwriters

Skill preparation required
Short-term OJT

764

+28

$33.93

112%

43-1011 First-Line Sprvsrs of Office/Admin. Support Workers

5,797

+14

$25.71

109%

Related work experience

13-1111 Management Analysts

4,048

+13

$28.99

88%

Bachelor's or higher, plus exp.

15-1121 Computer Systems Analysts
43-9061 Office Clerks, General

3,285

+13

$34.41

94%

12,510

+11

$14.22

107%

Bachelor's degree
Short-term OJT

13-1199 Business Operations Specialists, All Other

2,212

+11

$31.70

101%

Long-term OJT

13-2011 Accountants and Auditors

5,990

+10

$30.10

103%

Bachelor's degree

15-1132 Software Developers, Applications

1,944

+10

$36.36

86%

Bachelor's degree

11-3031 Financial Managers

2,392

+9

$41.96

94%

Bachelor's or higher, plus exp.

11-1021 General and Operations Managers

6,015

+8

$43.71

98%

Bachelor's or higher, plus exp.

11,572

+8

$17.63

114%

Short-term OJT

43-6014 Secretaries/Admin. Assts., Except Legal, Medical, Exec.
29-1141 Registered Nurses

9,863

+7

$28.33

90%

Associate's degree

43-6011 Executive Secretaries and Executive Administrative Assistants

3,680

+7

$26.95

119%

Related work experience

23-2093 Title Examiners, Abstractors, and Searchers

263

+6

$22.19

110%

Short-term OJT

13-2051 Financial Analysts

1,692

+6

$28.04

86%

Bachelor's degree

43-3031 Bookkeeping, Accounting, and Auditing Clerks

6,865

+6

$17.96

107%

Moderate-term OJT

11-3021 Computer and Information Systems Managers

1,388

+6

$50.96

91%

Bachelor's or higher, plus exp.

11-9199 Managers, All Other

3,735

+5

$23.61

101%

Related work experience

13-1161 Market Research Analysts and Marketing Specialists

1,613

+5

$26.52

94%

Bachelor's degree

15-1151 Computer User Support Specialists

2,411

+5

$21.68

97%

Associate's degree

23-1011 Lawyers

4,670

+5

$43.97

91%

First professional degree

15-2011 Actuaries

132

+4

$47.31

105%

Bachelor's degree

15-1131 Computer Programmers

2,885

+4

$34.05

102%

Bachelor's degree

15-1142 Network and Computer Systems Administrators

1,417

+4

$34.17

99%

Bachelor's degree

41

+4

$46.84

171%

Non-degree award

858

+4

$44.68

100%

Bachelor's or higher, plus exp.

1,322

+4

$27.59

102%

Bachelor's degree

13-1032 Insurance Appraisers, Auto Damage
11-2022 Sales Managers
13-1151 Training and Development Specialists

Source: U.S. Bureau of Labor Statistics, Occupational Employment Statistics, National Industry-Specific Estimates; and EMSI 2013.4 Class of Worker
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SELECTED GLOBAL PLAYERS: FINANCIAL BUSINESS PROCESSING OUTSOURCING (BPO)
IN ALPHABETICAL ORDER
COMPANY

PRODUCT

URL

Aflac Inc.

Life & Health Insurance

http://www.aflac.com

CITY, STATE/PROV. COUNTRY
Columbus, GA

American Equity Investment Life Holding

Life & Health Insurance

http://www.american-equity.com

West Des Moines, IA USA

American Independence Corp.

Life & Health Insurance

http://www.americanindependencecorp.com New York, NY

USA

CNO Financial Group Inc.

Life & Health Insurance

http://www.cnoinc.com

Carmel, IN

USA

FBL Financial Group Inc.

Life & Health Insurance

http://www.fblfinancial.com

West Des Moines, IA USA

Great-West Lifeco Inc.

Life & Health Insurance

http://www.greatwestlifeco.com

Winnipeg, MB

Canada

Independence Holding Company

Life & Health Insurance

http://www.ihcgroup.com

Stamford, CT

USA

Industrial Alliance Ins. & Financial Srvcs.

Life & Health Insurance

http://www.inalco.com

Quebec City, QC

Canada

Investors Heritage Capital Corp.

Life & Health Insurance

http://www.investorsheritage.com

Frankfort, KY

USA

Kansas City Life Insurance Company

Life & Health Insurance

http://www.kclife.com

Kansas City, MO

USA

Lincoln National Corp.

Life & Health Insurance

http://www.lfg.com

Radnor, PA

USA

Manulife Financial Corp.

Life & Health Insurance

http://www.manulife.com

Toronto, ON

Canada

Metlife Inc.

Life & Health Insurance

http://www.metlife.com

New York, NY

USA

Natl. Western Life Insurance Company

Life & Health Insurance

http://www.nationalwesternlife.com

Austin, TX

USA

Pethealth Incorporation

Life & Health Insurance

http://www.pethealthinc.com

Oakville, ON

Canada

USA

Phoenix Companies Inc. (The)

Life & Health Insurance

http://www.phoenixwm.phl.com

Hartford, CT

USA

Power Financial Corp.

Life & Health Insurance

http://www.powerfinancial.com

Montreal, QC

Canada

Primerica Inc.

Life & Health Insurance

http://www.primerica.com

Duluth, GA

USA

Principal Financial Group Inc.

Life & Health Insurance

http://www.principal.com

Des Moines, IA

USA

Protective Life Corp.

Life & Health Insurance

http://www.protective.com

Birmingham, AL

USA

Prudential Financial Inc.

Life & Health Insurance

http://www.prudential.com

Newark, NJ

USA

Stancorp Financial Group Inc.

Life & Health Insurance

http://www3.standard.com

Portland, OR

USA

Sun Life Financial Inc.

Life & Health Insurance

http://www.sunlife.com

Toronto, ON

Canada

Symetra Financial Corp.

Life & Health Insurance

http://www.symetra.com

Bellevue, WA

USA

Torchmark Corp.

Life & Health Insurance

http://www.torchmarkcorp.com

McKinney, TX

USA

Unum Group

Life & Health Insurance

http://www.unum.com

Chattanooga, TN

USA

UTG Inc.

Life & Health Insurance

http://www.utgins.com

Springfield, IL

USA

Source: Thomson Reuters; S&P Capital IQ; company websites; TIP Strategies research
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TARGET: SPECIALIZED DISTRIBUTION
OUTLOOK IN SELECTED NICHE INDUSTRIES
% CHG. IN JOBS FROM PRIOR YEAR, 2012-2022 (PROJ.)

move from supplier to manufacturer to retailer and final
manage inventory control and costs. For some firms,

Featured:

Wholesalers of non-durable goods (

NAICS code:

424

especially chain retailers, this is done in-house. For others,

ALL US JOBS

third-party logistics, or 3PL, provide many of these services,
and

repackaging

Wholesalers, nondurable goods (US)

materials,

consolidating orders and shipments, physically delivering
goods to customers, processing returned items, and
handling e-commerce fulfillment operations. 3PLs typically
serve a number of clients from a single facility.

Wholesalers, nondurable goods (MSA)

+18%
+15%
+12%
+9%

The region’s network of interstate highways (I-87, I-88, and

+6%

I-90) and Class I railroads (CP, CSX, and NS), coupled with

+3%

proximity to major US and Canadian markets, creates an

+0%

advantage for certain types of distribution activities. Unique

-3%

assets, like Capital District Intermodal & Automotive and
even the Erie Canal, represent a significant opportunity.

2014

assembling

2013

including

2022

consumer. These companies use information technology to

2021

handling services and manage the flow of goods as they

2020

materials-

2019

provide

2018

facilities

2017

distribution

2016

and

2015

Logistics

RELEVANT INDUSTRIES AND SELECTED METRICS FOR ALBANY MSA, 2013
NAICS
SECTOR
CODE
Nondurable
4244
Goods
4249

Durable
Goods

Logistics &
Distribution

LQ
DESCRIPTION
Grocery and Related Product Merchant Wholesalers

JOBS
1,473

(US=1.00)

Miscellaneous Nondurable Goods Merchant Wholesalers

765

0.62

4241

Paper and Paper Product Merchant Wholesalers

619

1.61

4248

Beer, Wine, and Distilled Alcoholic Beverage Merchant Wholesalers

533

0.96

4238

Machinery, Equipment, and Supplies Merchant Wholesalers

1,721

0.85

4234

Professional and Commercial Equipment and Supplies Merchant Wholesalers

1,604

0.85

4231

Motor Vehicle and Motor Vehicle Parts and Supplies Merchant Wholesalers

1,146

1.12

4239

Miscellaneous Durable Goods Merchant Wholesalers

978

0.71

4237

Hardware, and Plumbing and Heating Equip. and Supplies Merchant Wholesalers

926

1.34

4236

Electrical and Electronic Goods Merchant Wholesalers

764

0.76

4233

Lumber and Other Construction Materials Merchant Wholesalers

484

0.82

0.65

493

Warehousing and Storage

3,447

1.47

484

Truck Transportation

3,142

0.52

492

Couriers and Messengers

2,163

0.94

482

Rail Transportation

1,615

2.23

488

Support Activities for Transportation

771
142

0.37
0.33

541614

Process, Physical Distribution, and Logistics Consulting Services

Source: EMSI Complete Employment, 2013.4. Note: Shaded areas have above-average LQs, suggesting regional specialization in the industry.
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COMPETITIVE LANDSCAPE


For logistics and distribution activities in the Albany region, location dictates the types of opportunities available.
The junctures of interstate highways (I-87, I-88, and I-90) and Class I railroads (CP, CSX, and NS) can create
unique opportunities like Capital District Intermodal. Proximity to New England, the Mid-Atlantic, and
Quebec/Ontario presents a large potential market for certain types of distribution activities by wholesalers, trucking
companies, and logistics providers. New distribution facilities, whether operated in-house or through 3PLs, will
increasingly use information technology to manage inventory control and costs.



The Albany region is ideally located for regional distribution of non-durables (i.e., products with a potentially short
life such as foods, beverages, drugs, and fuels). The food and beverage sector in particular is undergoing a
significant shift. American consumers’ preferences are becoming increasingly fractured as the nation is no longer a
homogenous marketplace. This environment has enabled companies like Chobani to emerge quickly as major
national players. Because of the constant churn of evolving American preferences, U.S. food processors and
distributors must remain nimble and opportunistic.

RISKS & CHALLENGES


Technological advances in logistics have led to physical changes in distribution facilities. Many older facilities—
even some of those less than 25 years old—have become obsolete and in many cases cannot even be retrofitted.



Like manufacturing, capital investments in logistics and distribution facilities can be big boosts to property tax
revenues; the difference is that, unlike manufacturing, these large capital investments may sometimes be associated
with relatively few new jobs.



Both healthcare and food processing share strong overlaps with the logistics/distribution sector. Many companies
specialize in food, grocery, and restaurant distribution. Others focus on high-value medical supplies for hospitals
and pharmacies.

CUSTOMERS & MARKETS
Proximity to customers is a major issue for the distribution sector. The US supports a handful of "super hubs"—Los Angeles,
Chicago, Dallas/Fort Worth, Atlanta, Northern New Jersey—that handle much of the nation's hub-and-spoke distribution
activities. The interstates leading into these super hubs are ground zero for wholesalers, freight haulers, and logistics
operators. Distribution in the rest of the US is mostly built around regional or local distribution networks. Local and regional
distribution is especially important for non-durable shipments requiring specialized handling and storage. This includes
frozen foods, fresh meats and seafood, dairy products, beverages, fresh produce, nursery items, pharmaceuticals, fuels, and
various chemical compounds.
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NETWORKING


Institute of Food Technologies



National Association for Specialty Food Trade



Intermodal Association of North America



International Association of Refrigerated Warehouses



International Warehouse Logistics Association



International Association of Food Industry Suppliers



International Dairy Food Association



National Food Processors Association

SITE SELECTION FACTORS


Proximity to population centers



Quality of transport infrastructure



Large tracts of industrial-zoned land



Intermodal highway & rail options



Availability of semi-skilled labor



Affordable labor rates



Competitive tax environment

GENERAL PROPERTY REQUIREMENTS
Distribution & logistics facilities can vary from general purpose to specialized. Ample supplies of flat industrial-zoned sites
with good transportation connections are necessary. Some urban logistics facilities today exceed 1 million square feet, with
sites generating high volumes of ingress and egress. These types of facilities are most common in and around the nation's
"super hubs." Most other US distribution markets tend to be regional or local in scope with less copious floor space needs,
often under 100,000 SF.
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LABOR CAPACITY SCENARIO
HYPOTHETICAL SCENARIO OF OCCUPATIONAL DEMAND FOR A TARGET NICHE EXPANSION
Target group >
Type of employer >
Number of new jobs >

Luther Park candidates
Specialized distribution & wholesaling
500
ALBANY MSA REGIONAL LABOR MARKET

Existing
jobs at
SOC
2012-year
CODE PRIMARY OCCUPATIONS REQUIRED
end
41-4012 Sales Reps., Wholesale and Mfg., Except Tech./Scientific Pro
4,123

Estimated
new jobs
created
+72

Local
median
hourly
wage
$25.74

Local
median
wage as
% of US
median
102%

Skill preparation required
Moderate-term OJT

53-7062 Laborers and Freight, Stock, and Material Movers, Hand

5,734

+45

$14.45

124%

53-3032 Heavy and Tractor-Trailer Truck Drivers

4,025

+33

$19.18

109%

Short-term OJT

205

+26

$11.25

103%

Short-term OJT

43-5081 Stock Clerks and Order Fillers

5,428

+23

$11.02

102%

Short-term OJT

53-3033 Light Truck or Delivery Services Drivers

2,510

+16

$15.28

109%

Short-term OJT

43-5071 Shipping, Receiving, and Traffic Clerks

1,763

+14

$14.67

104%

Short-term OJT
Short-term OJT

53-3031 Driver/Sales Workers

43-4051 Customer Service Representatives

Short-term OJT

8,246

+14

$15.66

106%

12,510

+13

$14.22

107%

Short-term OJT

53-7064 Packers and Packagers, Hand

2,361

+13

$10.77

110%

Short-term OJT

11-1021 General and Operations Managers

6,015

+13

$43.71

98%

Bachelor's or higher, plus exp.

592

+11

$34.96

100%

Bachelor's degree
Moderate-term OJT

43-9061 Office Clerks, General

41-4011 Sales Reps., Wholesale and Mfg., Tech./Scientific Prods.
43-3031 Bookkeeping, Accounting, and Auditing Clerks

6,865

+11

$17.96

107%

893

+11

$17.21

118%

Short-term OJT

11,572

+8

$17.63

114%

Short-term OJT

41-1012 First-Line Supervisors of Non-Retail Sales Workers

2,114

+7

$21.50

107%

Related work experience

43-1011 First-Line Supervisors of Office/Admin. Support Workers

5,797

+6

$25.71

109%

Related work experience

858

+6

$44.68

100%

Bachelor's or higher, plus exp.

15,153

+5

$10.82

104%

Short-term OJT

315

+5

$14.87

100%

Short-term OJT

10,262

+5

$9.25

101%

Short-term OJT

45-2092 Farmworkers and Laborers, Crop, Nursery, and Greenhouse

574

+5

$13.81

154%

Short-term OJT

51-9111 Packaging and Filling Machine Operators and Tenders

531

+5

$13.95

112%

Moderate-term OJT

53-7051 Industrial Truck and Tractor Operators
43-6014 Secretaries/Admin. Assts., Except Legal, Medical, Executive

11-2022 Sales Managers
41-2031 Retail Salespersons
43-4151 Order Clerks
41-2011 Cashiers

53-1031 First-Line Sprvsrs of Transp./Material-Moving Workers
13-2011 Accountants and Auditors

535

+4

$27.72

109%

Related work experience

5,990

+4

$30.10

103%

Bachelor's degree
Related work experience

53-1021 First-Line Sprvsrs of Helpers/Laborers/Material Movers, Hand

450

+4

$22.51

104%

13-1022 Wholesale and Retail Buyers, Except Farm Products

564

+4

$27.41

120%

Long-term OJT

27-1026 Merchandise Displayers and Window Trimmers

232

+4

$12.92

106%

Moderate-term OJT

49-9071 Maintenance and Repair Workers, General

4,025

+4

$18.37

109%

Moderate-term OJT

51-2092 Team Assemblers

1,710

+4

$11.47

86%

Moderate-term OJT

13-1161 Market Research Analysts and Marketing Specialists

1,613

+3

$26.52

94%

Bachelor's degree

Source: U.S. Bureau of Labor Statistics, Occupational Employment Statistics, National Industry-Specific Estimates; and EMSI 2013.4 Class of Worker
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SELECTED GLOBAL PLAYERS: SPECIALIZED DISTRIBUTION
IN ALPHABETICAL ORDER
COMPANY

PRODUCT

URL

CITY, STATE/PROV. COUNTRY

Brick Brewing Company Limited

Brewers

http://www.brickbeer.com

Kichener, ON

Canada

Castle Brands Inc.

Distillers & Vintners

http://www.castlebrandsinc.com

New York, NY

USA

Celsius Holdings Inc.

Soft Drinks

http://www.celsius.com

Boca Raton, FL

USA

Coca Cola Bottling Co. Consolidated

Soft Drinks

http://www.cokeconsolidated.com

Charlotte, NC

USA

Coca Cola Enterprises Inc.

Soft Drinks

http://www.cokecce.com

Atlanta, GA

USA

Cott Corp.

Soft Drinks

http://www.cott.com

Tampa, FL

USA

Dean Foods Company

Packaged Foods & Meats

http://www.deanfoods.com

Dallas, TX

USA

Dominion Citrus Income Fund

Food Distributors

http://www.dominioncitrus.com

Toronto, ON

Canada

Dr. Pepper Snapple Group Inc.

Soft Drinks

http://www.drpeppersnapplegroup.com

Plano, TX

USA

Drinks Americas Holdings Limited

Distillers & Vintners

http://www.drinksamericas.com

Wilton, CT

USA

Fitt Highway Products Inc.

Soft Drinks

http://www.wydenergy.com

Mission Viejo, CA

USA

Full Motion Beverage Inc.

Soft Drinks

http://www.fullmotionbeverage.com

Melville, NY

USA

George Weston Limited

Food Retail

http://www.weston.ca/en/Home.aspx

Toronto, ON

Canada

Green Mountain Coffee Roasters Inc.

Packaged Foods & Meats

http://www.gmcr.com

Waterbury, VT

USA

Grupo Bimbo Sab De CV

Packaged Foods & Meats

http://www.grupobimbo.com/en/index.html

Mexico City, DF

Mexico

Hain Celestial Group Inc.

Packaged Foods & Meats

http:// www.hain-celestial.com

Lake Success, NY

USA

Hillshire Brands Company

Packaged Foods & Meats

http://www.hillshirebrands.com

Downers Grove, IL

USA

Ingredion Inc.

Agricultural Products

http://www.ingredion.com

Westchester, IL

USA

J & J Snack Foods Corp.

Packaged Foods & Meats

http://www.jjsnack.com

Pennsauken, NJ

USA

Jones Soda Company

Soft Drinks

http://www.jonessoda.com

Seattle, WA

USA

Kraft Foods Inc.

Packaged Foods & Meats

http://www.kraftfoodsgroup.com/

Northfield, IL

USA

Lassonde Industries Inc.

Packaged Foods & Meats

http://www.lassonde.com/industrie/en/index.html Rougemont, QC

Canada

Leading Brands Inc.

Soft Drinks

http://www.lbix.com

Vancouver, BC

Canada

Lifeway Foods Inc.

Packaged Foods & Meats

http://www.lifeway.net

Morton Grove, IL

USA

Loblaw Companies Limited

Food Retail

http://www.loblaw.ca

Brampton, ON

Canada

McKesson Corporation

Health Care Distributors

http://www.mckesson.com

San Francisco, CA

USA

Mendocino Brewing Company Inc.

Brewers

http://www.mendobrew.com

Ukiah, CA

USA

Monster Beverage Corp.

Soft Drinks

http://monsterbevcorp.com

Corona, CA

USA

Nash Finch Company

Food Distributors

http://www.nashfinch.com

Minneapolis, MN

USA

National Beverage Corp.

Soft Drinks

http://www.nbcfiz.com

Fort Lauderdale, FL

USA

Pinnacle Foods Inc.

Packaged Foods & Meats

http://www.pinnaclefoods.com

Parsippany, NJ

USA

Post Holdings Inc.

Packaged Foods & Meats

http://www.postholdings.com

St. Louis, MO

USA

Premium Brands Holdings Corp.

Packaged Foods & Meats

http://www.premiumbrandsholdings.com

Richmond, BC

Canada

Snyder's-Lance Inc.

Packaged Foods & Meats

http://www.snyderslance.com

Charlotte, NC

USA

Agricultural Products

http://www.villagefarms.com

Delta, BC

Canada

Village Farms International Inc.

Source: Thomson Reuters; S&P Capital IQ; company websites; TIP Strategies research
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GENERAL SITE & BUILDING REQUIREMENTS
The guidelines below represent selected site requirements by type of business or industry. These requirements are estimated
averages and are not intended to be absolute for any one project. The requirements could vary by 100% or more within
the same business classifications, based on individual project requirements.
LAND & SITE CONSIDERATIONS
SPECIFIC LAND & SITE REQUIREMENTS FOR DIFFERENT PROPERTY USES

Site use
Minimum
acreage
Zoning

ADVANCED
MANUFACTURING

SCIENTIFIC R&D
SERVICES

CL EAN
TECHNOL OGY

FINANCE &
INSURANCE

SPECIAL IZED
DISTRIBUTION

L ight indus trial/
as s em bly
15 developable
contiguous acres
Zoned for light
indus trial/as s em bly

R es earch &
developm ent
5 developable
contiguous acres
R es earch and
developm ent

L ight indus trial/
as s em bly
15 developable
contiguous acres
Zoned for light
indus trial/as s em bly

Office /technical
s ervices center
15 developable
contiguous acres

Warehous e/
dis tribution
50 developable
contiguous acres
Zoned for
warehous e/dis tribution

F ree of wetlands , protected s pecies , or other environm ental is s ues ; outs ide of a F E MA 100- year flood plain

Environmental
Electric
Water
(gallons/day)
Wastewater
(gallons/day)
Solid waste
Natural gas
Telecommunications

L ocation and
transportation

Zoned for office us e

1,200 kilowatt (kW)
dem and; 400,000
kilowatt hour
(kWh)/m onthly us age

600 kilowatt (kW)
dem and; 324,000
kilowatt hour
(kWh)/m onth us age

1,200 kilowatt (kW)
dem and; 400,000
kilowatt hour
(kWh)/m onthly us age

1,500 kilowatt (kW)
dem and, 1,000,000
kilowatt hour
(kWh)/m onth us age

2,500 kilowatt (kW)
dem and; 1,500,000
kilowatt hour
(kWh)/m onth us age

150,000 gpd

2,500 gpd

150,000 gpd

12,000 gpd

6,000 gpd

150,000 gpd

2,500 gpd

150,000 gpd

12,000 gpd

6,000 gpd

833 m cf/m onth

150 m cf/m onth

833 m cf/m onth

1,600 m cf/m onth

Minim um : T - 1 line with
at leas t 1.5 Mbps
bandwidth or
equivalent s ervice.

Minim um : T - 1 line with
at leas t 1.5 Mbps or
equivalent s ervice.

Minim um : T - 1 line with
at leas t 1.5 Mbps
bandwidth or
equivalent s ervice.

P referred: T - 3 line with
at leas t 45 Mbps
bandwidth or
equivalent s ervice

P referred: Acces s to
OC- 1 lines with at leas t
52 Mbps bandwidth,
S ONE T ring
infras tructure, dual bidirectional rings from
two Central Offices
(CO's ) or equivalent
s ervice.

600 m cf/m onth
Minim um : Acces s to
OC- 1 with at leas t 52
Mbps bandwidth,
S ONE T ring
infras tructure or
equivalent s ervice.

P referred: T - 3 line with
at leas t 45 Mbps
bandwidth or
equivalent s ervice

Minim um : Within 10
m iles , via truck route, of
an Inters tate or lim ited
acces s , 4- lane
im proved US highway
s ys tem .

Minim um : Within 45
m iles of a univers ity
with P h.D. program s
and R &D
s upport/activity.

Minim um : Within 10
m iles , via truck route, of
an Inters tate or lim ited
acces s , 4- lane
im proved US highway
s ys tem .

P referred: Within 5
m iles , via truck, of an
Inters tate or lim ited
acces s , 4- lane
im proved US hwy.
s ys tem . W/in 60 m i. of
com m ercial s ervice
airport.

P referred: Within 10
m iles of a univers ity
with P h.D. program s
and R &D s upport.
Within 60 m i. of
com m ercial s ervice
airport.

P referred: Within 5
m iles , via truck, of an
Inters tate or lim ited
acces s , 4- lane
im proved US hwy.
s ys tem . W/in 60 m i. of
com m ercial s ervice
airport.

P referred: Acces s to
OC- 3 lines at leas t
155.5 Mbps bandwidth,
with S ONE T ring
infras tructure and dual
bi- directional rings
from two Central
Offices (CO's ).

Minim um T - 1 line with
at leas t 1.5 Mbps
bandwidth or
equivalent s ervice.
P referred:
T elecom m unications :
Acces s to OC- 3 lines
with at leas t 155.5
Mbps bandwidth,
S ONE T ring
infras tructure or
equivalent s ervice.
Minim um : Within 5
m iles , via truck route, of
an Inters tate or lim ited
acces s , 4- lane
im proved US highway
s ys tem .

Source: Canup & Associates; Urban Land Institute; National Association of Industrial and Office Properties; TIP Strategies research
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STRUCTURE & CONSTRUCTION CONSIDERATIONS
SPECIFIC BUILDING REQUIREMENTS FOR DIFFERENT PROPERTY USES
ADVANCED
MFG.

SCIENTIFIC R&D
SERVICES

CLEAN
TECHNOLOGY

FINANCE &
INSURANCE

Building
use

Light
Manufacturing

R&D Flex

Light
Manufacturing

Office

Refrigerated
Distribution

Regional
Warehouse

Size
(Sq. Ft.)

Up to 300,000

Up to 100,000

Up to 300,000

Varies

Any

Up to 100,000

Ceiling
Height

14' - 24'

10' - 18'

14' - 24'

20' - 30'+

16' - 24'

Dock
Ratio

1: 10,000 15,000

Averages
1:20,000

1: 10,000 - 15,000

1:7,000 10,000

1:5,000 15,000

% Office

Up to 20%

25% - 75%

Up to 20%

Up to 15%

Up to 25%

% Mfg.

50% - 75%

Some food
processing

Up to 10%

Over 25%

Up to 5%

Up to 100%

50% - 75%

% Cooler/
Freezer
Rail

Occasionally:
Exterior

Occasionally:
Exterior

Crane
Capacity

Up to 25 tons

Up to 25 tons

Curb
Appeal
Car Parking
Ratio

SPECIALIZED DISTRIBUTION

Low

High

Low

High

Low

Low

Varies

High

Varies

High

Low

Low

Source: Canup & Associates; Urban Land Institute; National Association of Industrial and Office Properties; TIP Strategies research
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APPENDIX C: LFTC COMPETITIVENESS ASSESSMENT
The tech park and incentive environment have both changed since the Luther Forest Technology Campus (LFTC) was
developed. In response, LFTC can reposition itself as an innovation center offering high-quality sites, services and amenities
(premium) or as a lower-cost real estate option in the region (discount). The ideal situation combines both. LFTC’s current
position as a struggling industrial park charging premium prices is neither competitive nor sustainable.
Competitive tech parks that are successful in attracting tenants offer:



quality sites and buildings



flexibility in leasing



positive reputation



affordability/competitive costs



networking and participation in regional partnerships and industry clusters



high-quality business services

Incentives can play a role in helping tech parks make a competitive offering to prospective tenants.



Property tax breaks to lower operating costs



Low-cost sites and/or buildings for sale and lease



Fast-track permitting



Assistance accessing additional state and local incentive programs

CONTEXT: CURRENT LANDSCAPE FOR TECH PARKS
INNOVATION ECOSYSTEM
The current landscape for technology parks favors places focused on innovation, research, cluster participation, and
regional partnerships. University-based research parks that are embedded in a regional innovation ecosystem are in a
better position for near-term growth than are tech parks that do not offer a range of innovation-oriented services and
amenities, but instead primarily offer real estate.
University research parks distinguish themselves from real estate-based tech parks not only by their connection to university
faculty, students and facilities but by offering special business and commercialization services such as capital access
assistance, business planning, access to subsidized space, and even technology and market assessments.
Innovation-oriented tech parks also increasingly offer cost advantages that are difficult for other parks to compete with.
New economic development programs and incentive offerings are often designed to benefit innovation-oriented university
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research parks and their tenants, building on their market advantage. This is especially true in New York State, where the
START-UP NY program creates tax-free communities for eligible start-up businesses around universities.
Further, as Battelle noted in its 2012 Survey of North American University Research Parks:
The lowest ranked goal [among university parks surveyed] was “Generate income for university and developer,”
with only 40 percent ranking it as a Very High or High priority. . . . This points out that while university research
parks are by their nature real estate developments, the profitability and expansion of real estate holdings is a minor
consideration compared to the focus on leveraging the real estate for broader innovation and economic
development goals for their region. This is in stark contrast to most real estate developments. (p. 8)
With less emphasis on profitability, research parks can be formidable competition for tech parks.

EVOLVING REAL ESTATE DEMAND
The real estate elements of research and tech parks are also evolving from isolated commercial developments to mixed-use,
live-work-play environments. Again, they are following market demand for more urban, lifestyle-oriented and amenity-rich
places.
Battelle reports that trends in the physical development of research parks include:



More mixed-use, live-work-play environments



Mix of multi-tenant and single tenant commercial space



Availability of specialized buildings or buildings with enhancements not found in typical commercial space (such as
increased air handling systems, higher floor heights and loading capacity, or increased and redundant electrical
power systems)



Dynamic, life-style communities that attract high-skilled and entrepreneurial technology professionals



More parks in urban settings



Challenges in obtaining capital for park development and renovation

While many tenants do value these factors, four of the top five reasons why tenants chose to locate in a research park still
relate to the basics of real estate cost and quality:
1. Access to a skilled workforce
2. Quality of buildings
3. Flexibility in leasing
4. Reputation of the park
5. Cost of locating in the research park
These are the factors that LFTC must emphasize to be competitive.
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COMPETITIVE POSITIONING
SUCCESS FACTORS AT OTHER TECH PARKS
Many other organizations have analyzed the factors leading to success at different types of tech parks.

Below is a

compilation of key themes. Incentives are addressed separately in the next section.
INNOVATION



Strong university-industry connection



Center of the triple helix of government, industry and academia



Multidisciplinary “communities of innovation”



Developed and presented in the context of the overall economic development strategy for the region



Connected to innovation efforts—universities, research centers and technology transfer offices, for example



Part of a cluster—connected to other companies, customers, suppliers, relevant government organizations,
universities and networking organizations

WORKFORCE



Availability of relevant education and outreach programs



Emphasize access to talent and a skilled workforce



Attractive environments for employees to work

REAL ESTATE



Stable, high quality, low cost infrastructure and utilities



Existing buildings ready for lease or sites ready for development



Environments that enhance a culture of innovation, creativity and quality



Availability of multi-tenant space

MANAGEMENT AND SERVICES



Allowance for a diversity of tenants



Efficient and responsive management



Dedicated marketing, promotion and networking effort



Flexibility—ability to adapt to different business needs
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High-level support services -- marketing, technical consultancy, business advisory services, capital access



Access to equity capital sources for research park tenants



Priority access to university resources, facilities, faculty and students

TECH PARK INCENTIVES
Incentives play a role in this environment, but as a supplement to an overall development strategy—not as the only strategy.
Incentives offered at tech parks vary by state because the tax structure (and therefore incentive structure) varies by state.
There is no single set of incentives that can tip the balance to fill a park.

Among the tech parks examined for this report,

the following are common and unique incentives:
COMMON



Property tax abatements, exemptions or reductions



Sales and use tax exemptions or refunds



Assistance accessing other economic development programs, services and incentives not controlled by the tech park
owners



Access to workforce training programs through local community colleges or universities



Fast track permitting



Special utility rates

UNIQUE



Free land—Great Lakes Tech Park, MI (Hemlock Semiconductor)



Cash grants—Innovation Technology Park, VA



Local recapture of sales and income taxes to reinvest in park development—Indiana certified technology parks

INCENTIVES IN NEW YORK STATE
It appears that Saratoga County and LFTC have the potential to leverage many of New York State’s incentive programs.
Both Empire State College in Saratoga Springs and the HVCC Campus adjacent to LFTC plan to participate in the STARTUP New York program. In particular, HVCC’s participation in START-UP New York will mean the inclusion of LFTC in
the tax-free zone. Furthermore, the Capital Region Regional Economic Development Council’s 2013 progress report lists,
“Increase the supply chain opportunities by leveraging START-UP NY to attract semiconductor support companies to the
Capital Region, creating 500 million dollars in purchasing power,” with a target date of December 2014 for this action.
Having a tax-free zone in the county and regional support should help the county take advantage of this program. However,
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LFTC is not currently set up to support start-ups—the program’s target—but this may provide an opportunity going forward
for Saratoga County.
Our understanding is that prospective tenants for LFTC should be eligible for the Excelsior Jobs Program, which
provides a variety of tax credits to eligible businesses, and the Empire State Development Grant Funds. There
appears to be a more level playing field among all areas of the state compared to the Empire Zone program, as long as
proposed projects are supported by the regional councils (REDCs) through the Consolidated Funding Application (CFA)
process.
Finally, GLOBALFOUNDRIES and the Center for Economic Growth have launched a workforce development
program, Tech Valley Connection for Education and Jobs, “a 13-county Regional laboratory that will trial the most
innovative practices in education and workforce development. This is inclusive of the Capital and Mohawk Regions.” LFTC
and Saratoga County should do what they can to support or connect to this initiative, since access to a skilled workforce is
the number one reason tenants choose to locate in a research or tech park.
In sum, state incentive programs should continue to be accessible and able to benefit prospective LFTC tenants.

STRATEGIC CONSIDERATIONS FOR SMART INCENTIVE USE
To make incentives for LFTC more competitive and “smart,” the county should:



Broaden eligibility criteria and be more flexible in terms of allowable uses. Most tech parks allow a wide variety of
tenants and increasingly encourage mixed-use developments.



Ensure that the campus has a dedicated property manager to ensure the needs of tenants are met in a timely
manner.



Collaborate more to generate opportunities and restore momentum:
 Improve regional partnerships. The county and LFTC should be a good partner within and beyond the capital
region. The county and/or LFTC should participate in any and all semiconductor and nanotechnology programs
in New York state. The county and LFTC won’t benefit from every initiative, but it should be in the mix and, most
critically, look like a key player in the cluster (not just out there by themselves).
 Since many economic development and incentive funds flow through the REDCs, it is critical to have a good
working relationship with them to generate support for your priorities within the region.
 Support the region’s Start-up NY campuses
 Market jointly with STEP to present a united front to potential prospects while making sure the locally-unique
sites within LFTC are effectively promoted as part of the region’s assets.



“Package” and present a set of business services and access to state incentives and other relevant programs on
behalf of potential tenants.



Update the website so it looks like an active and attractive place to do business. Make sure information, especially
on partnerships and incentives, is current.
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Consider the following local incentives:
 Lower property prices, especially if LFTC cannot offer premium services
 Create a local property tax break for tenants
 Demonstrate “fast-track” permitting and local government assistance to access the full slate of state and local
incentives for LFTC prospects



Incentives are controversial, and crafting an effective policy can be difficult in a complex tax environment. Consider
contracting with New York’s Center for Governmental Research (CGR) to use the informANALYTICS cost benefit
analysis tool to help make informed incentive decisions.

SELECT TECH PARKS
GREAT LAKES TECH PARK
Great Lakes Tech Park is a 231-acre site located in Thomas Township, Saginaw County, MI. It is near Hemlock
Semiconductor, Dow Chemical headquarters and manufacturing facilities, and Dow Kokam and Nexeer Automotive, the
latter two of which are in the Tech Park. Groundbreaking occurred in 2011 and the first site considered shovel-ready was
available by December 2012.
It describes itself as a “hub of alternative energy business, including solar, wind, and energy storage industry leaders,” but
“there are no parameters in place for the type of business or industry to locate in the Tech Park.”
Incentives available at Great Lakes Tech Park include:



A 50%, 12 year abatement of real/personal property taxes



Potential for tax exempt bonds, local revolving loan funds, MEDC capital markets programs and national SBA loan
funds



Free land through an approved development agreement; shovel-ready sites



Special High Use Rate and various pricing and incentive programs from local utility Consumers Energy



Access to state and locally funded training and education programs



Supportive local and state permitting agencies and local government protocols to support the chemical and
alternative energy industries



Training programs at Delta College and Saginaw State University

The Park is owned by the Economic Development Corporation of the County of Saginaw and is managed by Saginaw
Future.
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INNOVATION TECHNOLOGY PARK
Innovation Technology Park is a 1600-acre site in Prince William County in Northern Virginia. It is home to the George
Mason University Prince William Campus, which offers several life sciences and applied information technology programs.
Tenants include the FBI Northern Virginia Resident Agency, American Type Culture Collection, Mediatech, Powerloft Data
Center, the Virginia Department of Forensics Science, Comcast and Zestron.
Innovation presents itself as a home for “collaborative research, data centers, bio-manufacturing and corporate and
governmental campus locations” within a tech park setting. Targeted Industries include life sciences, internet technology,
high-tech manufacturing and federal contracting. In January 2014, the County began to construct a Science Accelerator
Wet Lab Facility in the Innovation Tech Park.
Incentives available at Innovation include:



Local Incentives:
 Targeted Industries are eligible for fast-track permitting, negotiated performance-based incentives, reduced site
and building permit fees, and special zoning for research on biotech manufacturing.
 PWC Economic Development Opportunity Fund—(grants) for infrastructure improvements, site preparation, work
force services and/or capital equipment purchases
 Aggressive depreciation schedules for business property subject to tangible personal property tax



State Incentives:
 Governor’s Opportunity Fund—discretionary grants to businesses relocating or expanding to Virginia
 Workforce Services—customized recruiting and training assistance
 Virginia Investment Partnership Grant Fund—discretionary grant for expanding Virginia businesses
 Sales and use tax exemptions
 Property tax exemptions
 Small Business Financing Authority—capital access



Access to GMU life sciences campus, Northern Virginia Community College and specialty programs offered by
Prince William County schools.

The Park is a public-private cooperative venture. The Prince William County Department of Economic Development markets
the site. The Accelerator is a partnership between the County and Randal LLC. In 2012, the County sought to develop a
town center within the park to spark more development and appeal to more types of businesses, but no developers
responded to the RFP. The County continues to strive to build out the park, most recently recommending building out
Innovation Park “as a fully-realized, university-oriented corporate research park including a mixed-use Town Center.”
Installing transit infrastructure at Innovation will be key, as will the implementation of a master plan that incorporates office,
flex, entertainment, retail and live/work spaces and continue to build its relationship with GMU to attract a medical and
educational complex to the park.
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INDIANA CERTIFIED TECHNOLOGY PARKS
Indiana’s Certified Technology Park program is intended to support the attraction and growth of high-tech businesses in
Indiana and to promote technology transfer. Certified tech parks can recapture portions of state and local tax revenue
(sales and income taxes)—up to $5 million over the park’s lifetime—to reinvest in park development. A higher education
institution must be meaningfully involved in order to be certified.
In addition, most tech parks offer incubator space, technical assistance, general business services, and capital access.
There are 24 technology parks in the state as of October 2013.

SARATOGA TECHNOLOGY + ENERGY PARK (STEP)
STEP is owned by NYSERDA (NYS Energy Research and Development Authority) and located in Malta, NY. The park “seeks
to foster clean-energy and environmental technologies and job growth through a fully integrated knowledge community in
an eco-friendly setting.” With a total of 280 acres, 1.25m SF of mixed use development has been approved for
development. STEP is bordered on 3 sides by LFTC. STEP’s partners include the College of Nanoscale Science and
Engineering, SEDC, and LTFC. The park’s tenants include Ballston Spa Central School District, Building Performance Institute,
C9 Corporation, GLOBALFOUNDRIES, Hallam-ICS, Hudson Valley Community College, Jersen Construction, Lockheed
Martin, nfrastructure, Sumitomo, tw telecom, United Group.

TECH PARK, ROCHESTER
The Tech Park is a 4 million square foot “multi-use complex” that offers ready to lease space and build to suit opportunities.
It is owned by Tryad Group, a real estate development company.
The Tech Park in Rochester markets itself to a variety of users, including office, call center & data operations; industrial
manufacturing; warehouse & distribution; and R&D. 28 companies of all sizes are listed as tenants.
Incentives listed on the site are the Excelsior Jobs Program, foreign trade zone benefits, and business assistance via Greater
Rochester Enterprise, County of Monroe Industrial Development Agency (COMIDA) and Empire State Development.

EASTMAN BUSINESS PARK, ROCHESTER
Eastman Business Park is “1200-acre technology center & industrial complex” with over 2.5 million square feet of
manufacturing, laboratory and warehouse space, including wet/dry lab space and other specialized space and
infrastructure.
The Park markets itself for materials science, clean technology, biofuels, biochemistry, and medical materials for start-up
R&D and manufacturing firms, as well as established businesses. Approximately 36 companies are listed on its website as
“business park members.”
The park website does not emphasize incentives or economic development partners, instead focusing on amenities and
facility and technical services for its target markets.
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RENSSELAER TECHNOLOGY PARK, TROY
Rensselaer Technology Park is a 1,250-acre university tech park owned by Rensselaer Polytechnic Institute and focused on
technology ventures that interact with the university. There are 450 acres zoned for industrial uses at the core of the Park
along with 23 buildings with over 1 million total square feet. 11 buildings (totaling 320,000 square feet) are multi-tenant
rental space. Land may be leased, but not sold. Allowable land uses include technology, housing, open space and
hotel/conference center, arena, recreation or corporate facilities.
The park markets itself to technology companies in a wide range of fields, including electronics, biotechnology and
software. Over 70 companies are tenants in the Park.
The park website does not emphasize incentives or economic development partners.

GRIFFISS BUSINESS AND TECHNOLOGY PARK, ROME
Griffiss is a 3,500-acre tech park with seven distinct districts in a campus setting, plus a 2.23 mile runway. The different
areas offer buildings available for lease, shovel-ready sites, and the aviation gateway area with specialized infrastructure
and buildings. The site is managed by the Griffiss Local Development Corporation.
The park markets itself to technology, manufacturing, aviation, office, education and recreation tenants. Tenants include the
Air Force Research Laboratory and Griffiss Institute for Information Assurance.

There are over 80 tenants in a wide variety

of fields and types of businesses.
The park still lists Empire Zone tax incentives on its web site, as well as financing, shovel-ready sites, business services and
assistance, and economic development support. Mohawk Valley Edge and Call Mohawk Valley Home are listed as
partners.
In September 2013, the SUNY College of Nanoscale Science and Engineering and Mohawk Valley Edge announced a
partnership through which CNSE would develop and be the end user for the Marcy Nanocenter at Griffiss.
Through the leadership and investment of Governor Cuomo, and as a critical component of G450C, CNSE built NanoFab
Xtension (NFX) to provide state-of-the-art cleanroom facilities, tools, and infrastructure to support the research, development
and pilot prototyping for 450mm wafer technology. Similarly, with the Marcy Nanocenter site, CNSE will lead development
of a full-scale manufacturing facility designed to serve the world's leading high-tech companies and enhance New York's
position as a global semiconductor hub.
As part of the CNSE development plan, the potential full build-out of the Marcy site would include:



Up to 8.25 million square feet of facilities, with up to three 450mm computer chip fabs, each with a cleanroom of
approximately 450,000 square feet;



Total public and private investment of $10 Billion to $15 Billion for each phase of development; and



Creation of approximately 5,000 direct jobs and approximately 15,000 indirect jobs.
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APPENDIX D: ASSESSMENT & ASSET INVENTORY
To provide a common framework for our recommendations, TIP began by compiling demographic and economic data on
Saratoga County and the Capital Region. This analysis focused on the county in the context of the metropolitan area and the
state where appropriate. The purpose is to understand the county’s relative economic position and highlight its competitive
advantages and disadvantages.
In addition, we created an inventory of regional economic development assets. While this is not an exhaustive list, it does
provide a starting point for the development of a comprehensive directory that can be used as a resource for the region.
The information from the assessment and inventory, along with public input collected during the discovery phase, formed the
knowledge base for the analysis of the county’s Strengths, Weaknesses, Opportunities, and Threats.
ABOUT THE DATA
We based our findings on: 1) A review of relevant studies, plans, and other material provided by the County of Saratoga
and others; and 2) A review of economic and demographic data from primary and secondary sources, including the US
Census Bureau, the Internal Revenue Service, the US Bureau of Labor Statistics, and Economic Modeling Specialists Inc.
(EMSI).
The data and analysis is organized within two categories: Workforce & Education and Economy & Infrastructure.
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WORKFORCE & EDUCATION
ALBANY MSA POPULATION
HISTORY AND PROJECTIONS
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ALBANY MSA POPULATION GROWTH BY COUNTY
GROWTH PATTERNS, 1990-2040
According to Cornell’s Program on Applied Demographics, little or no population growth will occur in the coming decades
in 3 of the MSA's 5 counties: Albany, Rensselaer, and Schoharie. The bulk of regional population growth will be
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COMPONENTS OF GROWTH IN THE ALBANY MSA
GROWTH PATTERNS, 1990-2012
Natural increase (crudely, the excess of births over deaths) has proven a relatively stable contributor to the MSA's
population growth from year to year, but over the longer term, this component has begun to wane. From a peak natural
increase of over 4,000 per year in the early 1990s, lower fertility rates have since contributed to smaller family sizes. As of
2012, the natural increase of the MSA's population had slipped to less than 1,500.
Immigration over this same period has been inconsistent from year to year. In the 1990s, it was up and down. In the past
decade, it has been a steadier and mostly positive contributor to population growth.
The most volatile component of growth has been domestic migration. The heavy exit of existing residents in the 1990s
reversed in the early 2000s as net domestic in-migration picked up. Since 2007, however, domestic migration has been
negative, though by much smaller margins than experienced in the 1990s.
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MAJOR ORIGINS AND DESTINATIONS OF SARATOGA COUNTY MOVERS
COUNTIES EXCHANGING THE MOST NET MIGRANTS WITH SARATOGA DURING 2010
The US Internal Revenue Service tracks changes in the number and location of income tax exemptions. This administrative
data (a bi-product of filing an annual tax return) can be used to show patterns of people moving into and out of a county in
any given year.
The geographic patterns of those moving in and out of Saratoga County in 2010 (the example year shown on the following
page) are revealing. Saratoga County clearly draws new residents from the rest of the Albany MSA as well as the Hudson
Valley counties farther to the south. New residents also arrive in large numbers from suburban Boston and New York City.
Other sources of in-migration in 2010 could be found in the counties around Charleston, SC, and Cape Canaveral, FL.
Those leaving Saratoga County in 2010 headed in large numbers for the Adirondack counties of northern New York and
the coastal regions of South Florida (Miami area) and Southwest Florida (Tampa Bay to Naples). Other destinations
included the Puget Sound, Chicago, Houston, San Diego, and Las Vegas. There is clearly a defense-related component to
Saratoga's migration. Otherwise there is little to explain the high volume of movement to and from places like Charleston
(SC), New London (CT), Hampton Roads (VA), and Bremerton (WA), among others.
Inbound to Saratoga County
Outbound from Saratoga County

Note: Based on the latest federal tax year for which county-to-county flows are available (latest year available)
Source: US Internal Revenue Service, county-to-county migration flows; Forbes visualization tool
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NET DAILY COMMUTER TRAFFIC FOR SARATOGA COUNTY
ESTIMATES BASED ON DIFFERENCES BETWEEN JOB LOCATION AND RESIDENCE LOCATION*
Oddly, the number of residents who live and work within Saratoga County peaked in 2006 at around 44,000. The five
years that followed saw the number of people who both live and work within the county's boundaries fall to just below
40,000.
As this pattern occurred, however, the numbers of both inbound and outbound commuters has risen. In other words, more
people who live in the county have jobs outside the county. And more people who live outside the county have jobs within
the county. This underscores a rising degree of regional economic integration and live/work mobility.
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Outbound
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*Note: Not all jobs require daily commuting. Construction and oilfield workers, for example, sometimes work in distant locations for extended periods of time.
Source: US Bureau of the Census, Local Employment Dynamics (LED) database, 2003-2011
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SIGNIFICANT COMMUTING PATTERNS BETWEEN SARATOGA AND OTHER
COUNTIES
ESTIMATES BASED ON DIFFERENCES BETWEEN JOB LOCATION AND RESIDENCE LOCATION*
On the whole, Saratoga's outbound commuters outnumber those who are inbound by roughly 25,000-30,000. The vast
bulk of this net outbound commuting is destined for Albany County. Other counties employing a net surplus of Saratoga
residents include Schenectady, Warren, and Rensselaer. Washington County, NY, is one example of a county that supplies
a net surplus of workers to Saratoga employers.
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*Note: Not all jobs require daily commuting. Construction and oilfield workers ,for example, sometimes work in distant locations for extended periods of time.
Source: US Bureau of the Census, Local Employment Dynamics (LED) database, 2003-2011
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SARATOGA COUNTY COMMUTING PATTERNS
AVERAGES FOR 2009-2011 FOR VARIOUS SOCIOECONOMIC CHARACTERISTICS
In all socio-economic categories examined—age, earnings, education, gender—there was a surplus of employed Saratoga
residents over Saratoga jobs available.
The widest gaps in the variables shown here are among middle-aged workers (age 30 to 54), high earners (over $40,000),
and women. In each of these categories, Saratoga County has considerably more employed residents than it has equivalent
jobs.

37,985
53,154
Female

37,292
50,477

17,186
28,797
Bachelor's degree or
advanced degree

Male

18,087
26,115

By
Gender

Some college or
Associate degree

16,336
21,467
High school or
equivalent, no college

Less than high school

4,230
5,036

27,479
46,599

By Educational
Attainment

>$40,000

25,383
32,020
$15k to $40k

22,415
25,012

By Job
Earnings

<$15,000

13,986
20,465
Age 55 or older

41,854
60,950
Age 30 to 54

Under 29

19,438
22,216

By Age Cohort

Jobs located in Saratoga County
County residents who are employed, regardless of where the job is located
Note: Because of volatility in the data from year to year, the findings presented are based on an average of the most recent 3 years available.
Source: US Bureau of the Census, Local Employment Dynamics (LED) database, 2009-2011
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SARATOGA COUNTY COMMUTING PATTERNS
AVERAGE NET INFLOW/OUTFLOW FOR 2009-2011 IN MAJOR ECONOMIC SECTORS
While most socio-economic variables show a net balance of outbound commuting for Saratoga County, the same pattern
does not apply evenly across individual industries.
In a few industries—arts/entertainment, agriculture, wholesale trade—the county pulls in a slim net inflow of workers to fill
existing jobs.
The heaviest outbound sectors tend to include industries such as healthcare and education that employ disproportionate
shares of women. This may explain to some extent the gender discrepancies in commuting patterns shown in the previous
exhibit.
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COMPARATIVE POPULATION DISTRIBUTION BY AGE
Age structures can differ dramatically from
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one place to another. Some areas tend to
be much older than average (Tampa,
Pittsburgh), while others are much younger
(Salt Lake City, Austin). The Albany MSA
has an age structure that is relatively close
to the state and national averages. A subtle
difference in Saratoga County lies in the
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ALBANY MSA POPULATION DISTRIBUTION BY AGE
HISTORY AND PROJECTIONS, 1970-2040
Even though the MSA's current age
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CURRENT ENROLLMENT STATUS OF THE POPULATION
HISTORY AND PROJECTIONS, 1970-2040
Enrollment data for the Albany region (including Saratoga County) mostly parallels US patterns. Slight differences of only 12% across geographies may reflect little more than differences in age structures.
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HIGHER EDUCATION IN THE GREATER ALBANY REGION*
ENROLLMENT LEVELS IN 2012 VS. 2003
At least 20 institutions of higher education are located in the Albany MSA. Other surrounding counties in New York,
Massachusetts, and Vermont raise this number to 28.
Together, these 28 schools enrolled more than 120,000 students in 2012. Aggregate enrollment levels have risen by
50,000 in less than a decade.
The region's institutional infrastructure provides a rich source of skill development and replenishment for the regional
workforce. Maximizing the local retention rate for these graduates should be a priority for regional economic development.
NAME
Excelsior College
State Uni. of New York at Albany
Hudson Valley Comm. College
Empire State College
Rensselaer Polytechnic Institute
Schenectady Comm. College
College Of Saint Rose
Siena College
The Sage Colleges
Skidmore College
Union College
Albany College Of Pharmacy
Albany Law School
Maria College
Albany Medical College
Bryant & Stratton Business Institute
Mildred Elley College
Union Graduate College
Ellis Hospital School of Nursing
New School of Radio & Television
Adirondack Comm. College
Fulton-Montgomery Comm. College
Williams College
Massachusetts College of Liberal Arts
Columbia-Greene Comm. College
Bennington College
Southern Vermont College
Bard College at Simon’s Rock

TYPE
Private
Public
Public
Public
Private
Public
Private
Private
Private
Private
Private
Private
Private
Private
Private
Private
Private
Private
Private
Private
Public
Public
Private
Public
Public
Private
Public
Private

REGION
COUNTY
MSA
Albany
MSA
Albany
MSA
Rensselaer
MSA
Albany
MSA
Rensselaer
MSA
Schenectady
MSA
Albany
MSA
Albany
MSA
Rensselaer
MSA
Saratoga
MSA
Schenectady
MSA
Albany
MSA
Albany
MSA
Albany
MSA
Albany
MSA
Albany
MSA
Albany
MSA
Schenectady
MSA
Albany
MSA
Albany
Surrounding Region
Warren, NY
Surrounding Region
Fulton-Montgomery, NY
Surrounding Region
Berkshire, MA
Surrounding Region
Berkshire, MA
Surrounding Region
Columbia-Greene, NY
Surrounding Region
Bennington, VT
Surrounding Region
Bennington, VT
Surrounding Region
Berkshire, MA
MSA SUBTOTAL
SURROUNDING SUBTOTAL
GRAND TOTAL

2012
33,057
18,126
12,787
11,104
7,417
5,128
5,102
3,305
2,635
2,484
2,240
1,536
793
775
758
689
541
400
155
80
3,536
2,400
2,150
1,925
1,840
600
500
420
109,112
13,371
122,483

2003
9,740
14,405
7,404
603
7,997
2,560
3,857
3,099
2,217
2,389
2,427
794
821
559
630
358
505
N/A
85
125
2,401
1,554
2,000
1,457
1,168
583
500
400
60,575
10,063
70,638

NET CHG
+23,317
+3,721
+5,383
+10,501
-580
+2,568
+1,245
+206
+418
+95
-187
+742
-28
+216
+128
+331
+36
N/A
+70
-45
+1,135
+846
+150
+468
+672
+17
+0
+20
+48,537
+3,308
+51,845

*extends beyond the MSA to include a broader region that the Albany County Airport Authority refers to as the "primary market area"
Source: Albany County Airport Authority
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EDUCATIONAL ATTAINMENT
HIGHEST LEVEL OF EDUCATION ACHIEVED BY THE POPULATION AGE 25 OR OLDER
Saratoga County's educational attainment levels exceed national and state levels by a significant margin.
For Saratoga County overall, about 37% of residents have a 4-year degree or higher. This percentage runs 8 points higher
than the US average of 29%.
At the same time, a smaller share of Saratoga County's residents lack high school equivalency (just 6%) than the national
average of 14%.

USA

New York (state)

 no high school diploma
 high school diploma or GED
 some college but less than a

15%

14%
29%

4-year degree
 bachelor's degree or higher

33%
27%

28%

29%

25%

Saratoga County

Albany (MSA)

6%
37%

8%
26%

34%

30%

28%

30%

Source: US Census Bureau (2012 American Community Survey, 1-Year Estimates)
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LABOR FORCE PARTICIPATION RATE
Labor force participation is the share of the
population age 16 or above that is currently
employed or seeking to be employed.

Saratoga County

66.4%

Official civilian labor force participation
rates are calculated by the US Bureau of
Labor Statistics, but these rates are not
Albany (MSA)

readily available below the state level.

65.2%

An alternative can be crudely calculated
from a different sample available from the
US Census Bureau's annual American
Community

Survey.

This

New York (state)

63.4%

USA

63.4%

alternative

calculation shows a noticeably higher CLF
participation level for Saratoga County
(over 66%) and the MSA (over 65%) than
the statewide or national averages of close
to 63%.

60% 61% 62% 63% 64% 65% 66% 67% 68%
Source: US Census Bureau (2012 American Community Survey, 1-Year Estimates)

AVERAGE ANNUAL UNEMPLOYMENT RATE, 1990-2013 (%)
LATEST 2013 UNEMPLOYMENT RATE RELATIVE TO THE HISTORICAL 2-DECADE RANGE
Unemployment rates nationwide rose to 12%
record highs during the recent recession
and have since inched along toward 10%
gradual improvement. Both national and
statewide jobless rates have now eased

8%

below 8%.

6%

In the Albany MSA (and in Saratoga

4%

County)

the

structural

range

of

the

unemployment rate over the past 20+
years has been lower than either the
statewide or national average.

2%
0%
USA

New York (state)

Albany (MSA) Saratoga County

Note: Because seasonal adjustment is not available for all jurisdictions, none of the rates shown
(including comparables) are seasonally adjusted.
Source: US Bureau of Labor Statistics, CPS (US rate) and LAUS (state & county rates)
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UNEMPLOYMENT RATES COMPARED
THE REGIONAL EMPLOYMENT CYCLE IS INCREASINGLY DISCONNECTED FROM THE US AVERAGE
12-MONTH MOVING AVERAGE OF THE SEASONALLY UNADJUSTED JOBLESS RATES
Local unemployment rates (both MSA and county) have generally moved roughly in parallel with the statewide and national
averages. But while general movements have been parallel, the levels have not. While New York State has exceeded or
toggled places with the US average, the local rates have always remained structurally lower, even when moving in the same
general direction.
The widest discrepancies between local unemployment rates and state/national rates have typically occurred during
recessions. High levels of local employment in state government (and to a lesser extent higher education) have helped to
keep employment in the region relatively stable during times of economic turbulence.
10%
9%
8%
7%
6%
5%
4%
3%
2%
1%

USA

New York (state)

Albany (MSA)

2013

2012

2011

2010

2009

2008

2007

2006

2005

2004

2003

2002

2001

2000

1999

1998

1997

1996

1995

1994

1993

1992

1991

0%

Saratoga County

Source: US Bureau of Labor Statistics, CPS (US) and LAUS (state & county)
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CHANGE IN THE NUMBER OF UNEMPLOYED RESIDENTS IN THE ALBANY MSA
ROLLING 12-MONTH CHANGE SINCE JANUARY 1991*
At the depths of this labor cycle in 2009, the Albany MSA's jobless rolls were rising at a rolling rate of close to 10,000 per
year. As in previous recessions, the majority of the MSA's jobless claims were not in Saratoga County.
Unemployment levels stabilized in 2011 and 2012, with more measurable recovery occurring over the past year.
+12,000

+10,000

GETTING WORSE
more jobless ►

+8,000

+6,000

+4,000

+2,000

GETTING BETTER
◄ fewer jobless

+0

-2,000

-4,000

-6,000

Saratoga County

2013

2012

2011

2010

2009

2008

2007

2006

2005

2004

2003

2002

2001

2000

1999

1998

1997

1996

1995

1994

1993

1992

1991

-8,000

Rest of MSA

*Note: presented as a 12-month rolling change because data not seasonally adjusted
Source: US Bureau of Labor Statistics, LAUS series
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PRIVATE-SECTOR* UNION COVERAGE RATIOS
SELECTED MSAs IN NEW YORK AND SURROUNDING STATES AS OF 2012
Union coverage ratios for private-sector employment in the MSAs of New York and the 4 adjacent states differ substantially.
Of the 33 MSAs located in this 5-state region, the 4 highest as of 2012 were in upstate New York. Albany was at the top of
this list with an estimated 26% of private-sector workers covered by unions.
Not all of the MSAs in upstate New York followed this pattern. Both Binghamton and Rochester had among the region's
lowest union coverage ratios for the private-sector workforce.
Albany-Schenectady-Troy, NY
Poughkeepsie-Newburgh-Middletown, NY
Kingston, NY
Utica-Rome, NY
Springfield, MA-CT
Norwich-New London, CT-RI
Buffalo-Niagara Falls, NY
Barnstable Town, MA
Syracuse, NY
New York-Northern NJ-Long Island, NY-NJ-PA
Altoona, PA
Erie, PA
Johnstown, PA
Harrisburg-Carlisle, PA
Pittsburgh, PA
Worcester, MA-CT
Scranton-Wilkes Barre, PA
Providence-Fall River-Warwick, MA-RI
Allentown-Bethlehem-Easton, PA-NJ
New Haven, CT
Philadelphia-Camden-Wilmington, PA-NJ-DE
Boston-Cambridge-Quincy, MA-NH
Hartford-West Hartford-East Hartford, CT
Danbury, CT
Leominster-Fitchburg-Gardner, MA
Rochester, NY
Waterbury, CT
Burlington-South Burlington, VT
Bridgeport-Stamford-Norwalk, CT
Binghamton, NY
Lancaster, PA
Reading, PA
York-Hanover, PA

26.0%

0%

5%

10%

15%

20%

25%

Note: Calculations exclude government workers and public-sector union coverage
Source: Annual analysis of CPS data by Barry Hirsch, Georgia State University, and David Macpherson, Trinity University (unionstats.com)
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GEOGRAPHIC DISTRIBUTION OF OCCUPATIONAL EMPLOYMENT IN THE
ALBANY MSA
AS OF 2012
Saratoga accounts for about 1 job of every 5 in the Albany MSA. This rate differs across occupational groups. In
occupational areas such as agriculture or the military, both of which are relatively small employers in the MSA, Saratoga
County captures a higher share of the jobs.
Saratoga also captures a moderately higher share of occupational groups associated with tourism, including workers in artsrelated careers and in food services.
As of 2012, however, Saratoga was providing a relatively small share of the MSA's employment in skilled fields such as
science, engineering, IT, law, and health professions.
Military
Farming, fishing, & forestry
Sales
Arts, design, & media
Food preparation & serving
Production
Construction & extraction
Personal care & service
Transportation & material moving
Management*
Business & financial operations
Education, training, & library
Property maintenance

55%
31%
27%
26%
26%
24%
23%
22%
22%
22%
22%
21%
21%

REGIONAL AVERAGE (ALL SECTORS)

21%

Installation, maintenance, & repair
Architecture & engineering
Office & administrative support
Computer & mathematical science
Healthcare (technical)
Healthcare (support)
Life, physical, & social science
Legal
Protective service
Community & social services

20%
19%
18%
16%
15%
15%
14%
13%
12%
10%
0%

10%

20%

Saratoga County

30%

40%

50%

60%

70%

80%

90% 100%

Remainder of MSA

*Note: Management occupations include self-employed real estate agents and farmers & ranchers as well as construction managers and general managers.
Source: EMSI Complete Employment - 2013.4
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2012 JOB BASE BY OCCUPATIONAL GROUP IN THE ALBANY MSA
A little more than one quarter of the MSA's entire workforce (28%) falls into two occupational groups: office administration
and sales. This is not an unusual pattern for urban areas to employ large numbers of workers in these categories.
One occupational group that does appear relatively high is for IT workers. The MSA employs more than 16,000 individuals
in fields related to computer and mathematical sciences. For an MSA of this size, this is a relatively high number of
employees in this field.

Office & administrative support

83,522

Sales

65,907

Business & financial operations

38,818

Education, training, & library

34,747

Food preparation & serving

34,574

Management*

33,050

Healthcare (technical)

29,883

Transportation & material moving

24,054

Personal care & service

23,713

Construction & extraction

22,789

Property maintenance

19,437

Production

17,824

Computer & mathematical science

16,439

Installation, maintenance, & repair

16,175

Arts, design, & media

16,107

Healthcare (support)

14,628

Community & social services

10,416

Protective service

10,205

Life, physical, & social science

9,710

Architecture & engineering

8,840

Legal

6,977

Military

3,177

Farming, fishing, & forestry

1,132
0

20,000

40,000

60,000

80,000

100,000

*Note: Management occupations include self-employed real estate agents and farmers & ranchers as well as construction managers and general managers.
Source: EMSI Complete Employment - 2013.4

TIP STRATEGIES, INC

PAGE | 84

SARATOGA COUNTY, NY

ECONOMIC DEVELOPMENT STRATEGIC PLAN

OCCUPATIONAL JOB TRENDS IN THE ALBANY MSA, 2009 THROUGH 2012
WIDE DIFFERENCES IN OCCUPATIONAL VOLATILITY OVER THE PAST FOUR YEARS
The recent recession swept through some occupational groups far more heavily than others.
Net job losses were especially heavy in 2009 and 2010 for workers in office administration, construction, transportation,
and production. Few of these net losses had been recovered as of the end of 2012. Even though the MSA has recovered
most of its lost jobs in overall net terms, the subsequent gains are not necessarily one-for-one replacements of the most
impacted professions.
Other occupational groups continued to see job growth during the recession. For those workers in business/finance,
personal services, healthcare, and property maintenance, there have been no net losses in any year since 2009.

2009

2010

2011

+3,000

+2,000

+1,000

+0

-1,000

-2,000

-3,000

-4,000

4-year
Net Change
Sales +2,171
Food preparation & serving +1,974
Business & financial operations +1,829
Personal care & service +1,716
Healthcare (technical) +1,287
Property maintenance +1,026
Healthcare (support)
+805
Arts, design, & media
+268
Computer & mathematical science
+215
Management*
+97
Architecture & engineering
+5
Military
-1
Life, physical, & social science
-8
Education, training, & library
-130
Farming, fishing, & forestry
-188
Legal
-351
Installation, maintenance, & repair
-466
Protective service
-567
Community & social services
-590
Production -1,342
Transportation & material moving -1,655
Construction & extraction -2,085
Office & administrative support -3,628

2012

*Note: Management occupations include self-employed real estate agents and farmers & ranchers as well as construction managers and general managers.
Source: EMSI Complete Employment - 2013.4
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NET JOB CHANGE WITHIN THE MSA, 2009-2012
Saratoga County's share of the MSA's net job gains and losses over the past four years has differed significantly by
occupational group.
For business and finance occupations, Saratoga picked up more than half of the MSA's total net job gains since 2009. In
other skilled occupational groups such as computer sciences, management, and engineering, Saratoga has added jobs
even as the rest of the MSA experienced net losses.
Sales
Food preparation & serving
Business & financial operations
Personal care & service
Healthcare (technical)
Property maintenance
Healthcare (support)
Arts, design, & media
Computer & mathematical science
Management*
Architecture & engineering
Military
Life, physical, & social science
Education, training, & library
Farming, fishing, & forestry
Legal
Installation, maintenance, & repair
Protective service
Community & social services
Production
Transportation & material moving
Construction & extraction
Office & administrative support
-4,000

-3,000

-2,000

Saratoga County

-1,000

+0

+1,000

+2,000

+3,000

Remainder of MSA

*Note: Education includes all public schools, colleges, & universities, i.e., these jobs are not included with local or state government
Source: EMSI Complete Employment - 2013.4
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MEDIAN HOURLY WAGE RATE BY OCCUPATIONAL GROUP
ALBANY MSA MEDIAN WAGE PRESENTED IN THE CONTEXT OF THE NATIONAL WAGE RANGE
In most occupational categories, the median wage in the Albany MSA falls near the middle of the national wage range.
Not surprisingly, high skilled occupations in law, engineering, management, healthcare, and computer sciences tend to
draw higher median earnings than lower skilled jobs in service occupations such as food preparation.
$75
$70
$65
$60
$55
$50
$45
$40
$35
$30
$25
$20
$15
$10
$5

▬ MSA median

Legal

Architecture & engineering

Management*

Healthcare (technical)

Computer & mathematical science

Business & financial operations

Life, physical, & social science

Education, training, & library

Protective service

Construction & extraction

Community & social services

Installation, maintenance, & repair

Production

Office & administrative support

Military

Arts, design, & media

Transportation & material moving

Sales

Farming, fishing, & forestry

Healthcare (support)

Property maintenance

Personal care & service

Food preparation & serving

$0

 national occupational wage range between the 10th and 90th percentiles

*Note: Management occupations include self-employed real estate agents and farmers & ranchers as well as construction managers and general managers
Source: EMSI Complete Employment - 2013.4
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OCCUPATIONAL GROUP CONCENTRATIONS IN THE ALBANY MSA
LOCATION QUOTIENT ANALYSIS
Occupational groups with high location quotients underscore the Albany MSA's core economic strengths. Scientists, IT
workers, and educators all score high regional location quotients. (Legal workers also draw a high LQ, but this is not
unusual in capital cities where lobbyists, courts, government agencies, and special interests employ disproportionately large
shares of legal occupations.)

Life, physical, & social science
Legal
Community & social services
Computer & mathematical science
Education, training, & library

▲ ABOVE
Business & financial operations
Healthcare (technical)
Office & administrative support
Architecture & engineering
Healthcare (support)
Arts, design, & media
Protective service
Construction & extraction
Sales
Food preparation & serving
Personal care & service
Management*
Installation, maintenance, & repair
Property maintenance
Transportation & material moving

AVERAGE

▼ BELOW

1.75

1.50

1.25

1.00

0.75

0.50

0.25

0.00

Production
Military
Farming, fishing, & forestry

*Note: Management occupations include self-employed real estate agents and farmers & ranchers as well as construction managers and general
managers.
Source: EMSI Complete Employment - 2013.4
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THE ALBANY MSA'S OCCUPATIONAL MIX BY AGE AND GENDER
Differences exist in the age of workers across occupational groups. Some of this is to be expected. Food preparation and
serving, for example, is an entryway into the workforce for many younger workers. It makes sense that as workers age they
move into other occupations. Conversely, there's a small share of managerial workers under the age of 35. This makes
sense as well, as these posts tend to be filled by more experienced candidates.
Food preparation & serving
Farming, fishing, & forestry

19%

45%

36%

Sales

20%

41%

39%

Healthcare (support)

15%

40%

45%

Personal care & service

9%

26%

65%

26%

41%

33%

ALBANY MSA OVERALL

31%

47%

22%

Office & administrative support

31%

46%

23%

Computer & mathematical science

31%

Education, training, & library

31%

Transportation & material moving

30%

Property maintenance

30%

Construction & extraction

29%

Military

29%

Protective service

28%

Life, physical, & social science

28%

46%

Arts, design, & media

27%

49%

Community & social services

27%

48%

Healthcare (technical)

26%

51%

Installation, maintenance, & repair

25%

Production

25%

15%

54%

25%

44%

21%

49%

23%

47%

16%

55%

26%

45%

23%

48%

26%
24%
26%
24%
21%

54%

22%

53%

Architecture & engineering

23%

Business & financial operations

22%

52%

26%

Legal

21%

53%

26%

Management*

29%

55%

16%
0%

24%

53%

25%
Under 35

50%
35-54

75%

100%

Over 55

*Note: Management occupations include self-employed real estate agents and farmers & ranchers as well as construction managers and general
managers.
Source: EMSI Complete Employment - 2013.4
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OCCUPATIONAL

MIX

BY

AGE

AND

GENDER

(CONTINUED)
The occupational divide by gender is starker. Female workers are much more likely to be employed in the region's
healthcare, education, and social and personal service industries. Male workers cluster heavily in maintenance, repair,
construction, engineering, and transportation fields.
These patterns matter at the household level. Economic recessions can hit certain types of occupations disproportionately.
Local policymakers must consider these issues carefully when structuring economic development strategies and workforce
training programs to best match local needs.
Healthcare (support)
Personal care & service
Healthcare (technical)
Office & administrative support
Education, training, & library
Community & social services
Food preparation & serving

18%
26%
29%
33%
33%
42%
46%

ALBANY MSA OVERALL

82%
74%
71%
67%
67%
58%
54%

52%

Sales
Legal
Arts, design, & media
Property maintenance
Life, physical, & social science
Business & financial operations
Military
Protective service
Management*
Computer & mathematical science
Production
Transportation & material moving
Farming, fishing, & forestry
Architecture & engineering
Construction & extraction
Installation, maintenance, & repair

48%

54%
55%
57%
58%
58%
58%
62%
62%
67%
70%
76%
80%
81%
83%
91%
92%
0%

25%
Male

50%

46%
45%
43%
42%
42%
42%
38%
38%
33%
30%
24%
20%
19%
17%
9%
8%
75%

100%

Female

*Note: Management occupations include self-employed real estate agents and farmers & ranchers as well as construction managers and general
managers.
Source: EMSI Complete Employment - 2013.4
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ECONOMY & INFRASTRUCTURE
THE JOB BASE IN THE ALBANY MSA
JOB PEAK IN 2008 REGAINED BY 2012
According to EMSI, "complete" employment

600,000

(this includes full-time and part-time jobs and

590,000

self-employed workers) peaked just below

580,000

540,000 in the MSA in 2008.

570,000

◄ history

projection ►

560,000
The MSA did not match this previous peak job

550,000

level again until four years later in 2012.

540,000

expected to be on par with pre-recession
years. EMSI projects roughly 50,000 new jobs
for the 5-county region between 2012 and

530,000
520,000
510,000
500,000
2001
2002
2003
2004
2005
2006
2007
2008
2009
2010
2011
2012
2013
2014
2015
2016
2017
2018
2019
2020
2021
2022

The pace of job growth in the years ahead is

2022.

Note: The base includes the "complete" job count of public and private sector, covered
employment and self-employment, F/T and P/T employment
Source: EMSI Complete Employment 2013.4

ANNUAL NET JOB CHANGE IN THE ALBANY MSA
WITH PROJECTIONS FOR THE DECADE AHEAD
In the best years of the past decade—2003,

+10,000

2005, and 2012—the MSA added more than

+8,000

6,000 jobs.

+6,000

◄ history

projection ►

+4,000
EMSI projects that job gains for the overall
MSA over the next decade will run mostly
4,000 to 6,000 per year on average.
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-6,000

Source: EMSI Complete Employment 2013.4
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JOB BASE BY INDUSTRY SECTOR IN THE ALBANY MSA
AS OF 2012
The pillars of the regional economy—state government, healthcare, and education—together employ about 167,000
workers, or about 3 of every 10 jobs in the MSA.
Industries associated with tourism—hotels/restaurants and arts/entertainment—represent a smaller share of the regional
economy than other, larger sectors such as professional services or finance/insurance.
Healthcare

69,634

Education*

55,665

Retail trade

54,759

Professional services

43,614

State government

41,615

Finance & insurance

35,777

Restaurants, bars, & hotels

32,223

Personal & other services

25,968

Manufacturing

23,819

Construction

23,197

Property sales & leasing

22,090

Administrative services

20,006

Local government

18,234

Transportation & warehousing

15,480

Wholesale trade

13,592

Arts & entertainment

11,931

Information & media

9,815

Corporate & regional HQs

7,111

Federal government (civilian)

4,657

Agriculture

3,486

Federal government (military)

3,245

Utilities

1,720

Oil, gas, & mining

792
0

10,000

20,000

30,000

40,000

50,000

60,000

70,000

*Note: Education includes all public schools, colleges, & universities, i.e., these jobs are not included with local or state government
Source: EMSI Complete Employment 2013.4
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GEOGRAPHIC DISTRIBUTION OF JOBS IN THE ALBANY MSA
AS OF 2012
As previously noted, Saratoga County accounts for 21% of the MSA's job base. The county's share of jobs in Mfg.,
finance/insurance, and industries associated closely with tourism tend be disproportionately higher than the overall
average.
The other end of the spectrum presents few surprises. Hardly any of the MSA's jobs in state government or federal civilian
agencies are located in Saratoga County.

Federal government (military)
Arts & entertainment
Agriculture
Oil, gas, & mining
Wholesale trade
Finance & insurance
Manufacturing
Property sales & leasing
Restaurants, bars, & hotels
Construction
Retail trade
Administrative services
Personal & other services

55%
37%
32%
32%
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29%
29%
28%
27%
25%
24%
23%
21%

REGIONAL AVERAGE (ALL SECTORS)

21%

Professional services
Education*
Local government
Transportation & warehousing
Information & media
Utilities
Healthcare
Corporate & regional HQs
Federal government (civilian)
State government

20%
20%
19%
17%
16%
16%
15%
13%
3%
2%
0%

20%
County

40%

60%

80%

100%

Remainder of MSA

*Note: Education includes all public schools, colleges, & universities, i.e., these jobs are not included with local or state government
Source: EMSI Complete Employment 2013.4

TIP STRATEGIES, INC

PAGE | 93

SARATOGA COUNTY, NY

ECONOMIC DEVELOPMENT STRATEGIC PLAN

JOB TRENDS BY ECONOMIC SECTOR IN THE MSA, 2009 THROUGH 2012
A WIDE GAP IN THE TYPES OF JOBS GAINED AND LOST DURING THE RECESSION
An earlier chart on occupational job changes over the past four years showed relatively heavy losses in office
administration. Comparing those occupational losses with this industry-oriented exhibit, we can infer that many of these
occupational job losses were associated with state and local government or with administrative services (a private-sector
category that includes, among other things, temp agencies and call center-type jobs).
Both the finance and healthcare sectors grew steadily even at the depths of the downturn in 2009. This also aligns with
occupational patterns shown in previous exhibits.
The Mfg. sector experienced significant net job losses in 2009-2010, but rebounded sharply in 2011-2012.
4-year
Net Change
Finance & insurance +4,900
Healthcare +3,153
Property sales & leasing +2,242
Restaurants, bars, & hotels +2,217
Education* +1,471
Arts & entertainment
+960
Manufacturing
+295
Personal & other services
+288
Federal government (civilian)
+234
Utilities
+213
Oil, gas, & mining
+168
Federal government (military)
-1
Agriculture
-196
Wholesale trade
-425
Corporate & regional HQs
-566
Transportation & warehousing
-803
Information & media
-944
Professional services -1,003
Local government -1,349
Retail trade -1,804
Administrative services -2,203
Construction -2,263
State government -4,525

-6,000

-4,000
2009

-2,000
2010

+0
2011

+2,000

+4,000

+6,000

2012

*Note: Education includes all public schools, colleges, & universities, i.e., these jobs are not included with local or state government
Source: EMSI Complete Employment - 2013.4
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NET JOB CHANGE WITHIN THE MSA, 2009-2012
The past four years of job growth in the MSA on an industry-by-industry basis have been mixed across counties. Saratoga
has picked up all of the net job gains in manufacturing even as the remainder of the MSA as a whole has shed
manufacturing jobs.
Meanwhile, the MSA's biggest scale-back at the industry level was in state government, where most of the losses occurred in
Albany County.

Finance & insurance
Healthcare
Property sales & leasing
Restaurants, bars, & hotels
Education*
Arts & entertainment
Manufacturing
Personal & other services
Federal government (civilian)
Utilities
Oil, gas, & mining
Federal government (military)
Agriculture
Wholesale trade
Corporate & regional HQs
Transportation & warehousing
Information & media
Professional services
Local government
Retail trade
Administrative services
Construction
State government

-6,000

-4,000
County

-2,000

+0

+2,000

+4,000

+6,000

Remainder of MSA

*Note: Education includes all public schools, colleges, & universities, i.e., these jobs are not included with local or state government
Source: EMSI Complete Employment - 2013.4
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MSA JOB BASE IN 2012 + PROJECTED 10-YEAR CHANGE
As US demographics change over the coming decade, healthcare will inevitably be a major job gainer, but other sectors,
including finance/insurance and professional services will also be among the largest job gainers for the MSA, according to
recent projections by EMSI.
Technological innovations will continue to produce productivity gains in Mfg. and business-to-consumer sales (retail trade),
which means fewer jobs are likely to be added in these sectors than might otherwise have been expected.

2012

80,000

70,000

60,000

50,000

40,000

30,000

20,000

10,000

0

-10,000

10-year
Net Change
Healthcare +13,585
Education* +3,317
Retail trade +547
Professional services +5,073
-421
State government
Finance & insurance +7,327
Restaurants, bars, & hotels +4,943
Personal & other services +4,005
Manufacturing +330
Construction +1,299
Property sales & leasing +5,648
Administrative services +3,125
Local government +1,030
Transportation & warehousing +544
Wholesale trade +112
Arts & entertainment +1,945
Information & media
-928
Corporate & regional HQs +878
Federal government (civilian)
-429
Agriculture
-154
Federal government (military)
-66
Utilities +158
Oil, gas, & mining +231

10-year projected net change

*Note: Education includes all public schools, colleges, & universities, i.e., these jobs are not included with local or state government
Source: EMSI Complete Employment - 2013.4
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MSA INDUSTRY SECTOR STRENGTHS RELATIVE TO THE US
LOCATION QUOTIENT ANALYSIS
State government has a disproportionately large concentration of jobs in the MSA.
Except for education, which also commands an above-average LQ, most other industries tend to be represented more or less
in proportion to what might be expected. Industries with LQs falling between 1.25 and 0.75 are typically considered to be
in the average range.

State government
Education*

▲ ABOVE
Local government
Finance & insurance
Professional services
Utilities
Corporate & regional HQs
Retail trade
Information & media
Healthcare
Arts & entertainment
Construction
Property sales & leasing
Restaurants, bars, & hotels
Transportation & warehousing
Federal government (civilian)
Personal & other services

AVERAGE

▼ BELOW

US average for each industry = 1.00

regional strength > 1.25

3.25

3.00

2.75

2.50

2.25

2.00

1.75

1.50

1.25

1.00

0.75

0.50

0.25

0.00

Wholesale trade
Manufacturing
Federal government (military)
Administrative services
Agriculture
Oil, gas, & mining

regional weakness < 0.75

*Note: Education includes all public schools, colleges, & universities, i.e., these jobs are not included with local or state government.
Source: EMSI Complete Employment - 2013.4
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INDUSTRY SECTOR STRENGTHS RELATIVE TO THE US
LOCATION QUOTIENTS FOR THE ALBANY MSA AT THE 6-DIGIT NAICS LEVEL
(GREATER THAN 1.5)
 extremely high (> 2.50)  above average (> 1.25)
NAICS CLASSIFICATION
BROAD
SECTOR

6-DIGIT CODE & DESCRIPTION

Mfg.

325212

Mfg.

333611

Prof. serv.

541720

Mfg.
Fin. & ins.
Mfg.
Education*

313320
525190
337920
611410

State govt.

902999

Mfg.
Mfg.
Mfg.
Mfg.

333912
322121
337910
325211

Prof. serv.

541712

Fin. & ins.

524114

Fin. & ins.
Info. & media
Healthcare
Mfg.

525120
519120
623990
335931

Retail trade

451220

Retail trade
Mfg.
Per. & other serv.

454311
334413
813920

Education*

611310

Oil, gas, & min.
Healthcare
Healthcare
Healthcare
Mfg.
Per. & other serv.

212321
621498
623210
624310
311511
813910

Per. & other serv.

813930

Fin. & ins.

524126

Mfg.
Arts & Ent.
Utilities

311811
713210
221122

Wholesale trade

423730

TIP STRATEGIES, INC

Synthetic Rubber Mfg.
Turbine & Turbine Generator Set Units
Mfg.
R&D in the Social Sciences &
Humanities
Fabric Coating Mills
Other Insurance Funds
Blind & Shade Mfg.
Business & Secretarial Schools (Private)
State Government, Excluding Education
& Hospitals
Air & Gas Compressor Mfg.
Paper (Exc. Newsprint) Mills
Mattress Mfg.
Plastics Material & Resin Mfg.
R&D in the Phys., Engineering, & Life
Sci. (Exc. Biotechnology)
Direct Health & Medical Insurance
Carriers
Health & Welfare Funds
Libraries & Archives
Other Residential Care Facilities
Current-Carrying Wiring Device Mfg.
Prerecorded Tape, Compact Disc, &
Record Stores
Heating Oil Dealers
Semiconductor & Related Device Mfg.
Professional Organizations
Colleges, Universities, & Professional
Schools (Private)
Const. Sand & Gravel Mining
All Other Outpatient Care Centers
Residential Mental Retardation Facilities
Vocational Rehabilitation Services
Fluid Milk Mfg.
Business Associations
Labor Unions & Similar Labor
Organizations
Direct Property & Casualty Insurance
Carriers
Retail Bakeries
Casinos (Exc. Casino Hotels)
Electric Power Distribution
Warm Air Heating & Air-Cond. Equip.
& Sup. Merch. Whsle.

LEVEL IN 2012

WORKFORCE
COMPOSITION

NET CHG
TO 2022

LQ

JOBS

AVG.
NET JOB
% <35 % >55 % FEMALE
EARNINGS
GAIN (LOSS)

34.39

1,138

$128,423

15%

27%

15%

-155

29.11

2,588

$150,836

22%

25%

20%

-224

11.78

2,327

$55,312

31%

21%

49%

-374

11.41
7.64
6.66
6.20

277
2,599
261
314

$67,866
$32,726
$45,667
$42,315

28%
18%
25%
32%

19%
32%
13%
18%

31%
24%
32%
60%

-2
+1,258
-39
+82

6.08

41,615

$79,893

21%

22%

45%

-421

5.73
5.64
5.34
5.30

361
1,111
368
886

$106,885
$89,830
$70,459
$137,609

17%
20%
22%
9%

23%
25%
16%
29%

15%
13%
31%
15%

-101
-260
+39
-268

5.16

7,231

$109,418

27%

24%

30%

+369

4.70

5,252

$81,057

25%

18%

69%

+812

3.91
3.72
3.60
3.44

937
391
1,838
345

$42,119
$24,014
$38,636
$65,782

15%
26%
43%
21%

30%
34%
20%
22%

22%
65%
71%
31%

+210
-124
+75
-115

3.21

266

$96,923

44%

11%

25%

-261

2.96
2.85
2.76

355
1,632
707

$55,563
$130,926
$76,301

12%
30%
19%

28%
16%
29%

22%
26%
66%

-128
+1,869
+187

2.73

15,210

$48,648

48%

19%

55%

+2,313

2.43
2.39
2.29
2.29
2.25
2.21

296
863
2,889
2,476
355
897

$51,505
$46,033
$32,456
$30,782
$74,245
$76,669

14%
34%
38%
30%
23%
18%

24%
20%
23%
27%
16%
28%

12%
80%
74%
56%
10%
65%

-16
+621
+1,340
+82
+27
+220

2.15

842

$60,255

13%

32%

53%

+316

2.15

3,128

$76,236

23%

16%

66%

-340

2.14
2.13
2.08

543
589
1,328

$31,853
$37,706
$143,186

39%
36%
19%

19%
31%
21%

42%
45%
20%

+90
+148
+301

2.07

365

$85,292

15%

23%

16%

+85
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 extremely high (> 2.50)  above average (> 1.25)
NAICS CLASSIFICATION
BROAD
SECTOR

6-DIGIT CODE & DESCRIPTION

Mfg.

312111

Wholesale trade

424130

Retail trade
Arts & Ent.
Mfg.
Trans. &
warehousing
Mfg.

334510

Info. & media
Fin. & ins.
Info. & media

515112
522120
511130

Wholesale trade

423110

Admin. serv.
Per. & other serv.
Healthcare
Trans. &
warehousing
Wholesale trade

562910
813410
624110

Electromedical & Electrotherapeutic
Apparatus Mfg.
Radio Stations
Savings Institutions
Book Publishers
Automobile & Other Motor Vehicle
Merch. Whsle.
Remediation Services
Civic & Social Organizations
Child & Youth Services

493110
424810

Info. & media

518210

Healthcare

621493

Wholesale trade
Fin. & ins.
Wholesale trade
Education*
Fin. & ins.
Restaurants,
bars, & hotels
Admin. serv.

LEVEL IN 2012

WORKFORCE
COMPOSITION

NET CHG
TO 2022

AVG.
NET JOB
% <35 % >55 % FEMALE
EARNINGS
GAIN (LOSS)

LQ

JOBS

2.01

447

$76,434

21%

11%

9%

-53

2.00

361

$80,048

18%

24%

29%

-17

446130
711212
323110

Soft Drink Mfg.
Ind. & Personal Service Paper Merch.
Whsle.
Optical Goods Stores
Racetracks
Comm. Lithographic Printing

1.97
1.94
1.90

418
405
1,101

$45,348
$34,974
$60,802

44%
16%
22%

14%
23%
14%

67%
26%
23%

-70
-248
-155

482110

Rail Transportation

1.83

1,307

$91,609

22%

30%

19%

+267

1.79

315

$81,886

14%

33%

18%

+60

1.77
1.76
1.74

517
948
464

$32,970
$49,722
$66,410

32%
47%
21%

17%
19%
22%

33%
84%
54%

-182
-177
-85

1.74

609

$47,253

19%

35%

16%

-97

1.73
1.73
1.68

412
2,175
1,094

$83,967
$12,813
$20,770

23%
49%
37%

15%
18%
24%

11%
68%
80%

+80
+668
+488

General Warehousing & Storage

1.66

3,165

$53,643

42%

14%

29%

+504

1.63

494

$65,624

44%

9%

8%

+170

1.63

1,611

$74,304

28%

17%

46%

-251

1.62

529

$76,485

33%

20%

78%

+309

423420
525110
423710
611610
522130

Beer & Ale Merch. Whsle.
Data Processing, Hosting, & Related
Services
Freestanding Ambulatory Surgical &
Emergency Centers
Office Equip. Merch. Whsle.
Pension Funds
Hardware Merch. Whsle.
Fine Arts Schools (Private)
Credit Unions

1.61
1.56
1.55
1.52
1.51

475
492
351
1,061
1,069

$71,795
$52,234
$52,211
$8,390
$63,431

25%
15%
24%
28%
45%

20%
29%
13%
31%
18%

28%
23%
21%
62%
80%

+62
+144
-15
+385
+270

722213

Snack & Nonalcoholic Beverage Bars

1.51

2,402

$16,122

78%

6%

56%

+648

562111

Solid Waste Collection

1.50

615

$62,537

18%

15%

13%

+139

Source: EMSI Complete Employment - 2013.4
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MAJOR EMPLOYERS IN THE ALBANY MSA
The Albany MSA's largest employers are mostly institutional—government, schools, hospitals, etc.
The Albany region is fortunate to have a cluster of major corporate R&D-related employers like GE and Bechtel.
EMPLOYER
New York State
St. Peter's Health Care Services
US Government
General Electric Company
Albany Medical Center
Golub Corporation
University of Albany
Hannaford Brothers
Verizon
Bechtel Marine Propulsion Corp.
County of Albany
Lockheed-Martin
Ellis Medicine
Glens Falls Hospital
Center for Disability Services
Rensselaer Polytechnic Institute
Rensselaer County
Shenendehowa School District
Empire Blue Cross/Blue Shield
City of Schenectady School District
City of Albany
GLOBALFOUNDRIES
Albany City School District
Saratoga County
Saratoga Hospital & Nursing Home
Stewart's Ice Cream Co., Inc.
St Mary's Hospital
Schenectady County
Columbia Memorial Hospital
State Farm Insurance Company
National Grid
KeyCorp
MVP

INDUSTRY
Government
Health Care
Federal Government
Energy, Research, Industrial
Health Care
Retail Grocery, Headquarters, and Dist. Center
Educational Services
Retail Grocery
Telecommunications Service
Research and Development
Government
Security Technology
Health Care
Health Care
Health Care
Educational Services
Local Government
Educational Services
Health Insurance
Educational Services
Local Government
Semiconductor Mfg.
Educational Services
Local Government
Health Care
Dairy Products
Health Care
Local Government
Health Care
Insurance
Electric and Gas Utility
Banking/Financial services
Health Insurance

2012
51,409
11,749
7,901
7,000
6,560
6,392
4,700
3,580
3,000
2,900
2,738
2,600
2,517
2,335
2,090
1,872
1,802
1,800
1,700
1,633
1,488
1,465
1,453
1,416
1,387
1,352
1,318
1,305
1,203
1,136
1,100
1,100
1,100

2003
64,091
3,321
8,600
9,000
5,257
6,834
—
2,100
3,030
2,650
2,928
—
1,375
1,811
—
1,720
1,802
1,565
1,794
1,542
1,450
—
1,500
1,264
—
2,840
—
1,300
—
1,877
1,575
1,800
—

NET CHG
-12,682
+8,428
-699
-2,000
+1,303
-442
—
+1,480
-30
+250
-190
—
+1,142
+524
—
+152
+0
N/A
-94
+91
+38
—
-47
+152
—
-1,488
—
+5
—
-741
-475
-700
—

Source: Albany County Airport Authority
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MAJOR EMPLOYERS IN SARATOGA COUNTY
Like the MSA overall, Saratoga County counts institutional employers—schools, universities, hospitals—among its major job
providers. There is also a significant presence of chip and SME manufacturers. These include, among others, GLOBALFOUNDRIES,
LAM Research, ASML, Tokyo Electron, and Applied Materials (of which the latter two are in the process of merging).
Another larger employer, Momentive Performance Materials, represents perhaps the theoretical manufacturing firm of the future.
With some of its roots going back to GE, it is a recently born company "created" by a private equity firm which acquired and
assembled materials divisions from various owners. The result is a new company designed to be competitive in its specialized field
in a way that a conglomerate could not be. Kitware, another company with a significant presence in the county, is highlighted in a
later exhibit. In recent years, Kitware has been one of the leading companies in the Albany MSA for attracting federal awards for
small business innovation.
EMPLOYER
GLOBALFOUNDRIES
Saratoga Hospital
Shenendehowa Central
School District
Navy – Personnel at GE Lab
Saratoga County
State Farm Insurance
Skidmore College
Saratoga Springs City School
District
Momentive Performance
Materials
Stewart's Ice Cream Co.
Quad Graphics, Inc.
Ballston Spa Central School
District
Target Distribution Center
Wesley Health Care
Saratoga Bridges
Sysco Foodservice
Prestige Services, Inc.
US Foodservice
Four Winds – Saratoga
Ace Hardware Distribution
Center
DA Collins Co.
Lockheed Martin – Knoll
Atomic Power Lab
Cengage
SCA Tissue Co.
New Country Motor Car Group
Curtis Lumber Co., Inc.

LOCATION
Malta
Saratoga Springs
Clifton Park, Malta,
Halfmoon
Milton
Ballston Spa
Malta
Saratoga Springs
Saratoga Springs,
Greenfield, Wilton
Waterford

2013
2,160
1,850
1,800

EMPLOYER
nfrastructure
Adirondack Trust Company
Ball Corporation

LOCATION
Halfmoon
Saratoga Springs
Saratoga Springs

2013
223
220
200

1,500
1,400
1,153
1,120
1,010

County Waste
Cascades Tissue Group
Espey Mfg. & Electronics Co.
Bast Hatfield, Inc.
Logistics One

Clifton Park
Mechanicville/Waterford
Saratoga Springs
Halfmoon
Saratoga Springs

200
183
167
160
152

1,000

Ballston Spa National Bank

Ballston Spa

123

Countywide
Saratoga Springs
Ballston, Milton, Malta

990
850
730

Kitware
Bobrick
Tokyo Electron

Clifton Park
Clifton Park
Malta

85
71
60

Wilton
Saratoga Springs
Ballston Spa
Halfmoon
Clifton Park
Clifton Park
Saratoga Springs
Wilton

700
680
580
403
400
389
380
305

Degussa
SEDC- CNSE
Guyson Corporation
Apprenda
KLA-Tencor
ASML
Crystal Rock
Applied Materials

Waterford
Halfmoon
Saratoga Springs
Halfmoon
Malta
Clifton Park
Halfmoon
Malta

55
50
48
42
40
40
30
30

Wilton
Milton

500
300

Slack Chemical
DNSE

Saratoga Springs
Malta

24
22

Clifton Park
South Glens Falls
Saratoga Springs
Countywide

275
269
254
234

Leonard Bus
LAM Research
Panalpina (with 3 Way)

Saratoga Springs
Clifton Park
Clifton Park

21
20
20

Source: Saratoga County Economic Development Corporation
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FREIGHT RAILROADS IN NEW YORK
Seven Class I railroads serve the United States. Four of these—US-based CSX and Norfolk Southern and Canada-based CN
and Canadian Pacific—are active in the State of New York. The other three Class I railroads (Union Pacific, BNSF, and
KCS) operate mostly in the western US states.
In addition to Class I railroads, New York State is served by an ample infrastructure of short-line railroads.
The Albany region is crisscrossed by major routes of both CSX and Canadian Pacific. Canadian Pacific's route passes
through Saratoga County.

Source: Association of American Railroads
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REGIONAL ROAD, RAIL, AND AIR TRAVEL
NEAREST COMMERCIAL AIRPORT IS ALBANY INTERNATIONAL AIRPORT

Source: ESRI, TIP Strategies research.
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ALBANY INTERNATIONAL AIRPORT
A SNAPSHOT OF TRENDS AND PATTERNS: PART 1, PASSENGER TRAFFIC & AIRLINE MARKET
SHARES
Passenger enplanements at ALB have steadily
declined in this economic cycle and have not
yet recovered.

TOTAL ENPLANED PASSENGERS
1,800,000
1,600,000
1,400,000

Southwest

1,200,000

enplaned fewer than one-quarter of ALB's

1,000,000

passengers in 2003, but in 2012 its market
share had risen to 41%. Airline mergers such

800,000

as United/Continental and Delta/Northwest

600,000

have resulted in a realignment of carrier

400,000

options

in

recent

years.

With

the

American/US Airways merger still pending,

200,000

this consolidation process is likely to continue,
at least in the near future.

MARKET SHARES OF THE 5 LEADING
SCHEDULED PASSENGER CARRIERS*
*based on total enplaned passengers
Other
Scheduled
Carriers
29%

Southwest
Airlines
41%

0

MARKET SHARES OF THE 5 LEADING
SCHEDULED PASSENGER CARRIERS*
*based on total enplaned passengers
Other
Scheduled
Carriers
29%

US Airways
Express
(Republic)
8%

Southwest
Airlines
24%

2003

2012
Delta
Connection
(Pinnacle)
7%
US Airways
United
7%
Express
(Express
Jet)
8%

2012

extent.

2011

some

2010

to

2009

consolidated

2008

have

2007

carriers

2006

passenger

2005

of

2004

shares

2003

As this decline has occurred, the market

United
Airlines
7%
Northwest
Airlines
8%

US Airways
19%
Delta
Airlines
13%

Source: Albany County Airport Authority
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ALBANY INTERNATIONAL AIRPORT
A SNAPSHOT OF TRENDS AND PATTERNS: PART 2, PASSENGER TRAFFIC & DESTINATIONS
The realignment of air passenger carriers is significant for both tourism and local business. Vigorous airline competition is
necessary for keeping fares as low as possible. Meanwhile, it is in the region's collective interest to maximize the number of
non-stop destinations available since this enhances the MSA's accessibility.
Currently 14 major metropolitan regions are accessible from ALB via 17 airports with non-stop service. Of these
metropolitan areas, all are domestic airports. These 14 metropolitan regions are served by 7 airlines. Southwest serves 6 of
these 18 airports.

Atlanta
Boston
Charlotte
Chicago
Cleveland
Detroit
L as Vegas
Miami/South Florida
Minneapolis
New York/Northern NJ
Orlando
Philadelphia
Tampa
Washington/Baltimore

ATL
B OS
CL T
OR D
MDW
CL E
DTW
L AS
FLL
MS P
E WR
MCO
P HL
TP A
B WI
IAD
DCA

US Airways E xpress

United E xpress

Cape Air

US Airways

Delta

United

Southwest

NON-STOP ALB DESTINATIONS
as of February 2013

























Note: Origin & Destination ("O&D") passenger traffic measures where ticketed customers depart and where the ultimately arrive, regardless of the number
or location of intermediate stops or plane changes.
Source: Albany County Airport Authority; OAG; USDOT
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ALBANY INTERNATIONAL AIRPORT
A SNAPSHOT OF TRENDS AND PATTERNS: PART 2, PASSENGER TRAFFIC & DESTINATIONS
(CONTINUED)
Origin-and-destination (O&D) traffic declined between 2003 and 2012 in many of the top markets where ALB is either the
origin or the destination airport. It is unclear whether this decline is due to economic conditions or airline consolidation or
something else entirely. Whatever the case, the declining numbers for Washington/Baltimore and the southwestern US (Los
Angeles, Phoenix, San Diego, Las Vegas) are notable.
Of the 14 metropolitan regions with non-stop service, only one (Las Vegas) lies west of the Mississippi River. Now compare
this with ALB's top O&D markets in 2012. Las Vegas, Los Angeles, Denver, San Francisco, Phoenix, Dallas/Ft. Worth,
Houston, and San Diego all lie west of the Mississippi, but only one is currently accessible by non-stop.
LEADING ALB ORIGINATION & DESTINATION PASSENGER MARKETS*
Net change from 2003 through 2012
2012
2003
Washington/Baltimore
225,750
286,380
Orlando
201,620
223,180
Miami/Southeast Florida
162,130
162,340
Tampa/Southwest Florida
159,790
118,440
Chicago
122,130
117,480
Las Vegas
88,120
100,920
Atlanta
67,020
75,030
Los Angeles
56,880
74,330
Denver
56,790
45,600
San Francisco
52,560
—
Charlotte
52,030
—
Phoenix
41,480
62,220
Dallas/Ft. Worth
37,650
37,370
Houston
37,260
37,070
Raleigh/Durham
34,360
55,130
Minneapolis
33,870
34,920
San Diego
32,740
46,190
Detroit
31,900
33,930

NET CHG
-60,630
-21,560
-210
+41,350
+4,650
-12,800
-8,010
-17,450
+11,190
—
—
-20,740
+280
+190
-20,770
-1,050
-13,450
-2,030

*Note: Origin & Destination ("O&D") passenger traffic measures where ticketed customers depart and where the ultimately arrive, regardless of the number
or location of intermediate stops or plane changes
Source: Albany County Airport Authority; OAG; USDOT
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TOURISM INDICATORS
According to estimates by Tourism Economics, traveler spending in the Capital-Saratoga region has risen over the past two
years.
Tourism Economics estimates the industry to be about $1.7 billion in annual sales. It pegs just over 33,000 jobs in the
region as being tied to this industry.
ANNUAL TRAVELER SPENDING IN THE
CAPITAL-SARATOGA REGION
($ BILLIONS)

2012 TOURISM IMPACT IN THE
CAPITAL-SARATOGA REGION

$1.69

billion

$866.31

million

1.75

Tourism spending

1.70

Payroll

1.65

Employment

33,558

1.60

Local taxes

$116.19

million

State taxes

$92.74

million

1.55

jobs

1.50
1.45
1.40
2010

2011

2012

Source: Tourism Economics , "The Economic Impact of Tourism in New York, 2012 Calendar Year" (prepared for the State of New York)
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INNOVATION INDICATORS IN THE MSA
There are very few ways to effectively measure "innovation" in a workforce or an economy. The solution is to use the best
tools available, whatever their drawbacks.
One option is to look at the geographic distribution of innovation awards given to US companies for promising research.
These awards are sourced across all federal agencies. Over a long period of time, a picture can evolve to explain patterns
in a metropolitan area's economic development. In the Albany MSA, it is DoD and HHS that lead the federal government in
awarding grants to local companies. A number of companies in the region have been multi-year recipients, including
Mohawk Innovative Technology, Kitware, and X-Ray Optical.
The other frequently used benchmark for innovation is patent counts. While SBIR/STTR awards are targeted toward smaller
companies, patent filings accumulate more often for corporate and institutional applicants. In the Albany MSA in recent
years, patent grants have been awarded with some frequency to GE, Lockheed Martin, RPI, IBM, and Tokyo Electron.
FEDERAL SBIR & STTR AWARDS IN THE ALBANY MSA
By Federal Agency Source
2002
Annual
$ total
DOD

2010

2011

9,878,933 14,223,582 14,375,860 12,618,574 10,772,717 11,687,109 11,346,664 16,084,657 20,544,536

2003

2004

2005

2006

2007

2008

2009

99,994

Agency
Total

1,142,501

6,661,954

6,010,830

3,675,155

5,372,112

4,552,214

4,831,654

7,336,921

11,024,518

54,098,438

Army

356,708

2,856,688

3,255,663

1,184,778

2,724,698

1,658,584

2,538,995

2,399,348

1,667,591

19,677,838

Navy

349,833

949,376

1,409,256

139,991

799,183

149,927

1,346,398

1,489,466

3,692,912

11,993,496

AF

197,559

849,337

948,616

1,341,586

1,248,257

2,445,962

847,940

98,624

474,000

198,000

712,553

199,295

DARPA
OSD
MDA

139,777

820,000

197,741
100,000

500,000

908,800

DTRA

98,321

794,141

944,578

9,815,964

1,803,972

4,219,569

6,991,906

849,994

199,940

2,860,000

199,928

2,493,015

100,000

199,974

100,000
99,974

SOCO
HHS

66,245
5,963,009

4,681,465

3,537,968

5,341,949

2,483,425

4,039,760

3,969,195

4,127,486

5,023,294

42,017,508

DOE

98,713

995,729

1,697,693

948,700

846,585

945,365

1,142,518

1,348,445

2,135,989

10,999,338

NSF

1,295,878

790,484

1,596,451

770,100

528,921

1,049,954

1,043,339

1,761,894

949,990

10,977,845

NASA

769,011

568,965

738,245

1,587,814

819,996

99,986

200,000

1,199,946

899,680

8,104,325

EPA

364,821

224,993

69,984

294,856

341,682

140,000

225,000

DHS

99,999

DOT

100,000

DOC

75,000

USDA

70,000

299,996

1,661,336

999,829

1,399,824

624,690

199,993

299,992

99,994

1,024,677
651,817

80,000

159,958

NIST

80,000
89,965

86,072

476,030
89,965

Note: SBIR/STTR data Include Phase 1 and Phase 2 grants; partial SBIR/STTR data for 2011; patent applications are tabulated based on the address of
the patent application
Source: US Small Business Administration, Technet; US Patent & Trademark Office (calendar year data)
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FEDERAL SBIR & STTR AWARDS IN THE ALBANY MSA
By Recipient
2002
Annual $ total

2003

2004

2005

2006

2007

2008

2009

2010

2011

9,878,933 14,223,582 14,375,860 12,618,574 10,772,717 11,687,109 11,346,664 16,084,657 20,544,536

99,994

Agency
Total

Mohawk Innovative
Technology Inc.

465,194

1,941,782

1,526,401

4,050,897

1,499,335

534,496

1,590,831

1,705,372

1,047,003

16,171,995

Kitware Inc.

219,994

1,427,831

1,661,494

670,500

1,279,477

1,519,508

829,813

3,097,120

4,884,063

15,589,800

X-Ray Optical
Systems, Inc.

2,295,517

895,964

599,843

1,313,453

421,530

3,031,043

299,132

1,108,362

649,992

12,232,658

Foster-Miller
Technologies

3,604,039

3,900,491

522,357

175,000

439,881

2,273,135

819,457

989,988

99,949

1,769,798

699,965

170,000

976,667

798,243

International
Electronic Machines
Corp.
Applied Science
Innovations, Inc.
Simmetrix, Inc.

693,592

489,875

496,549

Interscience, Inc.

889,424

162,364

1,314,233

Solidus Biosciences,
Inc.

498,625

8,393,486

169,995

749,940

379,987

359,998

1,999,446

1,399,970

6,499,126

69,291

199,452

1,015,899

5,677,439

1,509,590

134,941

1,314,663

5,425,187

550,000

350,607

500,000

99,986

209,986

1,808,911

1,369,942

3,488,825

169,949

2,169,953

100,000

2,639,902

739,322

99,972
1,681,469

Kent Optronics, Inc.
Zomega Terahertz
Corporation
Autoquant Imaging,
Inc.

1,479,983

200,000
99,958

749,175

88,784

2,482,300

149,927

847,117

State University of
New York
99,999

Mtech Laboratories,
LLC

416,387

452,342

97,489

750,000

169,000

200,000

400,000

69,995

879,996

999,829

100,000

96,585

745,897

98,321

3,937,591

1,502,210

4,241,782

TransTech Systems
Inc.
Clever Fellows
Innovation
Consortium, Inc.
All other recipients

727,974

1,336,216

1,723,284

3,501,924

1,938,868

7,713,359

3,580,701

99,814

ADC Acquisition
Co. (d/b/a
Automated
Dynamics)

Policy Research
Associates, Inc.

99,994

334,907

69,999

1,397,462

2,464,505

100,231

2,284,697

2,384,928

400,252
100,000

2,275,542
150,000

299,994

2,068,994
2,049,820

2,290,930

99,000

1,834,860

4,301,864

0 28,427,682

Note: SBIR/STTR data Include Phase 1 and Phase 2 grants; partial SBIR/STTR data for 2011; patent applications are tabulated based on the address of
the patent application
Source: US Small Business Administration, Technet; US Patent & Trademark Office (calendar year data)
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NEW UTILITY PATENT GRANTS IN THE ALBANY MSA
By Applicant
2002

2003

2004

2005

2006

2007

2008

2009

2010

2011

Albany-Schenectady-Troy, NY

764

661

583

468

544

492

516

554

736

713

General Electric Company

577

458

398

320

372

306

305

292

378

405 4,556

15

18

18

17

8

11

10

16

31

15

181

Rensselaer Polytechnic Institute

6

12

10

13

14

24

10

14

20

9

144

International Business Machines Corp.

3

8

2

3

2

4

11

14

41

48

136

1

4

16

22

46

28

117

9

Lockheed Martin Corporation

Tokyo Electron Limited
Plug Power Inc.

20

15

14

5

Org
Total

9

6

1

2

1

104

Sabic Innovative Plastics, LP BV

1

14

31

30

21

97

Momentive Performance Materials Inc.

2

12

20

16

7

57

Albany International Corporation

5

3

7

5

5

5

2

4

4

3

52

MTI Microfuel Cells, Inc.

1

5

10

4

6

8

5

4

2

1

46

1

5

7

6

9

6

6

2

42

Superpower, Inc.
Molecular Optoelectronics
Corporation

9

1

X-Ray Optical System, Inc.
Albany Molecular Research, Inc.
Research Fdn. of State Uni. Of NY

2
4

5

2

32
2

6

5

1

1

2

5

4

31

5

7

7

29

6

3

1

2

2

1

4

3

2

29

individuals

29

30

35

25

27

30

24

23

33

27

360

all others

88

106

80

67

85

77

90

96

112

133 1,126

Note: SBIR/STTR data Include Phase 1 and Phase 2 grants; partial SBIR/STTR data for 2011; patent applications are tabulated based on the address of
the patent application
Source: US Small Business Administration, Technet; US Patent & Trademark Office (calendar year data)
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SALES TAX BASE
According to the New York State Department of Taxation and Finance, the taxable sales base in Saratoga County took a hit
during the recession. Taxable sales peaked at about $3.4 billion in 2008 and then declined modestly in 2009 and 2010.
The county's taxable sales for 2011 and 2012 showed a recovery, surpassing the peak level of 2008.
More than half (57%) of the county's sales tax base falls to the retail trade sector. Another 13% comes from the tourismoriented sector that includes hotels, restaurants, and bars.
TAXABLE SALES IN SARATOGA
COUNTY ($BILLIONS)

SARATOGA COUNTY'S
SALES TAX BASE

3.70
All other
sectors
30%

3.60
3.50
3.40

2012

3.30

Retail
Trade
(stores)
57%

3.20
3.10
3.00
2.90
2008

2009

2010

2011

2012

Hotels,
Restaurants
& Bars
13%

Note: Taxable sales years ending February of the stated year
Source: New York State Department of Taxation and Finance
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COMPARATIVE PROPERTY TAX RATES
Compared to other counties in the MSA, Saratoga's property tax rates have historically been the region's lowest.
Since the cyclical economic downturn in 2008, government budgets have been stressed and this has forced some upward
movement in tax rates. As this has happened, the gap between Saratoga's overall rate and the comparable rates of the
other counties has widened.
$45

$40

Rate per $1000 value

$35

$30

$25

$20

$15

$10

$5

Saratoga

Albany

Rensselaer

Schenectady

2011

2010

2009

2008

2007

2006

2005

2004

2003

2002

$0

Schoharie

Note: Tax rate is per $1000 of taxable value. Tax rates in each county are based on a combination of levies, for county, city, town, village, school district,
and special district purposes.
Source: New York State Department of Taxation and Finance
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ASSET INVENTORY
AGRICULTURE
ORGANIZATION
Saratoga County Agricultural
Promotion Committee
Saratoga County Agricultural
Society
Town of Charlton Agricultural
Task Force
Open Space Institute

New York State Department of
Agriculture & Markets - Division
of Agricultural Development
Saratoga County Farmland
and Open Space Protection
Program
Soil and Water Conservation
District
American Farmland Trust

Saratoga Springs Farmers
Market

Saratoga County Farm
Bureau

Cornell Cooperative
Extension
Saratoga PLAN

New York Thoroughbred
Breeders Inc.

NYS Thoroughbred Breeding
and Development Fund

TIP STRATEGIES, INC

DESCRIPTION
The Saratoga County Agricultural Promotion Committee promotes
awareness of the farming community with the public-at-large
The Saratoga County Agricultural Society is a not-for-profit
organization whose mission is to present the annual Saratoga
County Fair in Ballston Spa.
The Town of Charlton Agricultural Task Force seeks to advance
the primary recommendation of the 2007 comprehensive plan
by planning for the preservation of farmland.
The Open Space Institute protects scenic, natural and historic
landscapes to provide public enjoyment, conserve habitat and
sustain communities.
The Division of Agricultural Development's mission is to
strengthen the viability and consumer awareness of New York’s
food and agricultural industry
The program’s intent is to use limited county funds to attract
federal, state, local and private matching funds to achieve the
goal of protecting as much high quality open space as possible.
None available
AFT is committed to protecting farm and ranch land and
improving the economic viability of agriculture. Our staff of
farmers, policy experts, researchers, and scientists work with
federal, state, and local leaders to develop legislation, policies,
and programs to protect farmers and their land.
The Saratoga Springs Farmers Market Association provides a
marketplace for area farmers, offers consumers a source of
quality agricultural products, and provides a center of activity in
market locations (displays, literature, games, etc.)
Dedicated to supporting and enriching agriculture, the Saratoga
County Farm Bureau provides a voice for individuals interested
in the food system, land issues, and rural living. We are active in
the political system on a broad range of issues including
taxation, conservation, and local food availability.
Cornell Cooperative Extension builds coalitions with individuals,
communities, organizations, and government agencies around
issues of mutual concern.
Assists landowners with conservation plans and provides stewardship
for over 3,500 acres of farmland, forest, natural habitat, trails, historic
sites, and water resources in Saratoga County.
The official authorized representative of the thoroughbred breeding
industry in NY State, NYTB coordinates activities with breeding and
racing associations and agencies. NYTB also supports activities that
aid in the development of breeding and racing industries.
Established in 1973, the NY State Thoroughbred Breeding and
Development Fund is a public benefit corporation that oversees
the registration process for foals and stallions and distributes
awards to promote responsible breeding of quality horses.

CITY
Ballston Spa

URL

Ballston Spa

www.saratogaco
untyfair.org

Charlton

www.townofcharlt
on.org/Pages/Ch
arltonNY_BComm
/Agriculture/Index
www.osiny.org/s
ite/PageServer

Albany

www.saratogafar
ms.com

Albany

www.agriculture.
ny.gov

Ballston Spa

www.saratogaco
untyny.gov/?pag
e_id=1780

Ballston Spa

www.saratogaco
untyny.gov/?pag
e_id=1567
www.farmland.org

Saratoga Springs

Saratoga Springs

www.saratogafar
mersmarket.org

Ballston Spa

www.facebook.c
om/pages/Sarat
oga-County-FarmBureau/132650
570243083

Ballston Spa

www.cce.cornell.
edu/Pages/Defa
ult.aspx

Saratoga Springs

www.saratogapl
an.org

Saratoga Springs

www.nytbreeders
.org

Schenectady

www.nybreds.com
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ECONOMIC DEVELOPMENT
ORGANIZATION
Saratoga Co. Chamber of
Commerce
The Chamber of Southern
Saratoga County

Saratoga Economic
Development Corporation
Saratoga County IDA

Center for Economic Growth
Capital Region Economic
Development Council
Empire State Development

Saratoga County Planning
Department

Capital District Regional
Planning Commission

Malta Business & Professional
Association
Ballston Spa Business and
Professional Association
Burnt Hills-Ballston Lake
Business & Professional
Association
The Business Council of New
York State

TIP STRATEGIES, INC

DESCRIPTION
The Saratoga County Chamber of Commerce represents
businesses with the intent of helping build a stronger economy
and an environment to conduct business successfully.
The Chamber of Southern Saratoga County represents the
communities of Ballston Lake, Ballston Spa, Burnt Hills, Charlton,
Clifton Park, Crescent, Halfmoon, Jonesville, Malta,
Mechanicville, Rexford, Round Lake, Stillwater, Vischer Ferry,
and Waterford.
Services include: industrial development agencies, business
assistance, Foreign Trade Zone 121, and other services. (See
links in full description for details.)
The SCIDA provides financial assistance to the private sector to
stimulate capital investment and job creation in the economy of
Saratoga County. (See full description for details.)
The CEG is a private, not-for-profit economic development
organization for NY State's Capital Region and Tech Valley.
The Capital Region Economic Development Council is one of ten
regional councils across New York that serves as a single point
of contact for economic activity in the region.
NY's chief ED agency. Promotes growing economy, encourages
job growth, works to increase state and municipal revenue.
Enhances business investment through loans, grants, tax credits, etc.
The primary duty of the Saratoga County Planning Department is
assisting the county’s 19 towns, 2 cities, and 9 villages in the
administration of their land-use ordinances as effectively as
possible.
CDRPC is a regional planning and resource center serving
Albany, Rensselaer, Saratoga, and Schenectady counties.
CDRPC provides data analysis, promotes intergovernmental
cooperation, and facilitates regional initiatives. Other functions
include: aviation system planner, crime control coordinator, data
and info center.
MBPA promotes growth in the Malta area, provides business
support and networking opportunities for Malta business leaders.
Works in conjunction with Village government and other groups
to enhance the Ballston Spa community.
Supports business, civic, and networking programs for Ballston,
Charlton, and Glenville.

CITY
Saratoga Springs

URL

Clifton Park

www.southernsar
atoga.org

Saratoga Springs

saratogaedc.com

Ballston Spa

www.saratogaco
untyida.org

Albany

www.ceg.org

Troy

regionalcouncils.
ny.gov/content/c
apital-region

Troy

www.esd.ny.gov

Ballston Spa

www.saratogaco
untyny.gov/?pag
e_id=1764

Albany

www.cdrpc.org

Malta

www.maltabpa.
com

Ballston Spa

www.ballston.org

Ballston Lake

bhblbpa.com

The leading business organization in NY State. Membership is
made up of thousands of companies (72% small businesses, but
also large corporations like IBM, Verizon, Citigroup, and JP
Morgan Chase), local chambers of commerce, and trade
associations. Members employ 1.2 million New Yorkers. The
organization advocates for employers in the state political arena,
serves as an information resource, and helps members cut costs
and provide employee benefits.

Albany

www.bcnys.org

www.saratoga.org
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Mechanicville-Stillwater
Chamber of Commerce
SCORE
Small Business Development
Center

Tech Valley Chamber
Coalition

Small Business Strategic
Alliance
Eastern New York Angels
(ENYA)

Adirondack Regional
Chamber of Commerce

TIP STRATEGIES, INC
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DESCRIPTION
Independent, non-profit, non-partisan membership corporation
that advances commercial, industrial, agricultural, civic, and
cultural interests of the area.
Offers free, confidential mentoring services (financing, strategy,
sales) to businesses and not-for-profit organizations.
Premier business assistance organization in NY State. Provides
management and technical assistance to businesses.
Administered by SUNY and funded by the US Small Business
Association, the State of NY, and host campuses. Through 24
campus-based centers and 29 outreach offices, full-time
professional SBDC advisors apply university, private, and
government resources to foster business and entrepreneurship,
emphasizing services for women, veterans, people with special
needs, and minority clients, focusing on projects that advance
job development, investment, and economic growth in NY State,
with an emphasis on manufacturers, exporters, and technologyoriented firms.
Founding member of the Tech Valley Chamber Coalition,
Albany-Colonie Regional COC, and the Chamber of
Schenectady County. The TVCC includes 24 Chambers of
Commerce, 21,000 businesses, and 531,000 individuals,
making it the largest regional partnership of its kind. A primary
aim is marketing NY's Tech Valley.
Five star concierge business services.
Formed in 2001 by Tech Valley company investors, ENYA's
primary goal is to provide seed funding and mentorship to
startups while creating jobs in Tech Valley and delivering
reasonable investment returns to members.
The Adirondack Regional Chamber of Commerce represents
businesses with the intent of helping build a stronger economy
and an environment to conduct business successfully.

CITY
Mechanicville

URL

Albany

www.scorealban
y.org

Albany

www.nyssbdc.org

Albany

www.techvalley.org

Clifton Park

www.businessfirstcl
ass.org/index.asp

Albany

www.easternnya
ngels.com

Glen Falls

adirondackcham
ber.org

mechanicvillestillw
aterchamber.com

PAGE | 115

SARATOGA COUNTY, NY

ECONOMIC DEVELOPMENT STRATEGIC PLAN

EDUCATION
NAME
TEC-SMART (HVCC)
Skidmore College
SUNY College of Nanoscience and Engineering
Metrix Learning System
Mechanicville City School District
Schuylerville School District
South Glens Falls School District
Waterford-Halfmoon School District
Corinth School District
Edinburg Common School District
Galway School District
Shenendehowa CSD
Saratoga Springs CSD
Ballston Spa CSD
Burnt Hills-Ballston Lake CSD
Stillwater CSD
Hudson Valley Community College
Rensselaer Polytechnic Institute (RPI)
Excelsior College
State University of New York at Albany
Empire State College
SUNY - Schenectady County Community College
College Of Saint Rose
Siena College
The Sage Colleges
Union College
Albany College Of Pharmacy & Health Sciences
Albany Law School
Maria College
Albany Medical College
Bryant & Stratton Business Institute
Mildred Elley College
Belanger School of Nursing (Ellis Hospital)

CITY
Malta
Saratoga Springs
Albany
Albany
Mechanicville
Schuylerville
South Glens Falls
Waterford
Corinth
Edinburg
Galway
Clifton Park
Saratoga Springs
Ballston Spa
Glenville
Stillwater
Troy, Albany, Malta, North Greenbush
Troy
Albany
Albany
Saratoga Springs
Schenectady
Albany
Loudonville
Troy, Albany
Schenectady
Albany
Albany
Albany
Albany
Colonie
Albany
Schenectady

New School of Radio and Television
Shenendehowa Dollars for Scholars
SUNY Adirondack
SUNY - Fulton-Montgomery Community College
SUNY - Columbia-Greene Community College
Union Graduate College
State University of New York at Cobleskill

Albany
Clifton Park
Queensbury
Johnstown
Hudson
Schenectady
Cobleskill

TIP STRATEGIES, INC

URL
www.hvcc.edu/tecsmart
www.skidmore.edu
www.sunycnse.com/Home.aspx
saratogacountyny.gov/upload/2013090613.pdf
www.mechanicville.org
www.schuylervilleschools.org
www.sgfallssd.org
www.whufsd.org
www.corinthcsd.com
www.edinburgcs.org
www.galwaycsd.org
www.shenet.org
www.saratogaschools.org
www.bscsd.org
bhbl.org
www.scsd.org
https://www.hvcc.edu
www.rpi.edu
www.excelsior.edu
www.albany.edu
www.esc.edu
www.sunysccc.edu
strose.edu
www.siena.edu
www.sage.edu
www.union.edu
www.acphs.edu
www.albanylaw.edu
www.mariacollege.edu
www.amc.edu
www.bryantstratton.edu
www.mildred-elley.edu
www.ellismedicine.org/school-ofnursing/default.aspx
www.thenewschool.us
shenendehowa.dollarsforscholars.org
www.sunyacc.edu
www.fmcc.suny.edu
www.sunycgcc.edu
www.uniongraduatecollege.edu
www.cobleskill.edu
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INCUBATOR
ORGANIZATION
Albany Center for Economic
Success
College of Nanoscale
Science and Engineering

Watervliet Innovation Center

Incubator for New Ventures
in Emerging Sciences and
Technologies (INVEST)

Emerging Ventures Ecosystem
(EVE)
Innogen Business Accelerator

Siena College Center for
Innovation and
Entrepreneurship
The Lighting Cultivator (Linc)

East Campus Biotech
Business Incubator

Skidmore-Saratoga
Entrepreneurial Partnership

Saratoga Technology
Accelerator

TIP STRATEGIES, INC

DESCRIPTION
The Albany Center for Economic Success makes low-cost flexible
loans to social and micro-entrepreneurs, and provides training
and technical assistance services to support lending activities.
The College of Nanoscale Science and Engineering is a facility
that provides strategic support through outreach, technology
acceleration, business incubation, pilot prototyping, and testbased integration support for onsite corporate partners, as well
as other “next generation” nanotechnology research activities.
The Watervliet Innovation Center is a technology and business
accelerator focused on emerging homeland and national security
technology companies
INVEST is a well-equipped incubator/accelerator affiliated with
Russell Sage College in Troy, NY. INVEST offers 21 wet-lab
workstations suitable for nanotechnology, energy,
pharmaceutical, and biotechnology clients. A separate wing has
office suites available to users of lab space and is flexible for
"dry" ventures in IT or other fields and micro-enterprise.
EVE at Rensselaer Polytechnic Institute accelerates the growth of
new businesses and boosts the transfer of scientific/technological
breakthroughs from the lab to the marketplace.
Facilitates the commercialization of tech-based products and
services, creating a dynamic environment of innovation within
NY's Capital Region.
Interdisciplinary program primarily focused on student business
creation, but with a secondary focus on outside business ideas.

CITY
Albany

URL

Albany

www.albanyna
notech.org/Ho
me.aspx

Watervliet

www.ceg.org/
wic

Troy

www.sage.edu/
invest

Troy

www.rpi.edu/a
bout/eve/index
.html

Schenectady

www.innogenny
.org

Loudon

www.siena.edu
/CIE

Not-for-profit corporation working with Rensselaer Polytechnic
Institute's Lighting Research Center on the Lighting Technology
Greenhouse project, fostering commercialization of new
sustainable lighting products. Located at the Saratoga
Technology + Energy Park.
The East Campus Biotech Business Incubator offers lab and office
space, conference facilities, support services including reception
and access to office equipment, and fee-for-service access to
essential research services at the Center for Functional
Genomics. Current tenants include bioscience, chemical, and
nanotech companies.
SSEP is an applied consultancy, partnering Skidmore
management and business students with clients in Saratoga and
the Capital District. Student-client teams create strategic
consulting reports over the course of a 13-week semester.
Offers startup businesses access to a network of seasoned hightech entrepreneurs. STA staff members also provide IT support,
benefits administration, and recruiting services.

Troy

www.lightingcul
tivator.org

Rensselaer

www.albany.ed
u/eastcampus/i
ndex_bus_incu.
html

Saratoga Springs

www.skidmore.
edu/ssep

Saratoga Springs

www.staccel.co
m/home.html

www.mycommu
nityloanfund.org
/aces.html
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Schenectady County
Community Business Center

U-Start Business Incubator

Energy and Environmental
Technology Applications
Center (E2TAC)
Incubators for Collaborating
& Leveraging Energy And
Nanotechnology (iCLEAN)

TIP STRATEGIES, INC
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DESCRIPTION
Housed in a state-of-the-art business facility in the Hamilton Hill
neighborhood, the SCCBC is a resource for new and growing
businesses, offering office and light-manufacturing space. The
building contains 19,000 sq. ft. of leasable space. The building
is located in a NY State Empire Zone and is a designated
Federal Renewal Community, designations that can provide
significant tax savings to qualified businesses.
Near Union College, U-Start is a business incubator offering
rental space, meeting rooms, administrative services and
equipment, and a mentor network of business and technical
advisors to growing businesses. A dedicated Board of Advisors
tailored to your company's needs.
An expansion of the College of Nanoscale Science and
Engineering, the E2TAC works with companies in the energy and
environmental industries toward integration of nano-electronics
and nanotechnology in advanced applications.
iCLEAN offers entrepreneurs, scientists, engineers, inventors, and
innovators incubation and commercialization assistance,
including access to facilities and equipment, prototyping and
advanced development capabilities, manufacturing and training
expertise, along with mentoring and entrepreneurship education
and outreach programs.

CITY
Schenectady

URL

Schenectady

N/A

Albany

e2tac.org/e2ta
c/Home.aspx

Albany

e2tac.org/e2ta
c/CentersProgra
ms/iClean.aspx

www.sccbc.org
/incubator/smal
l_business_incub
ator.cfm
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INDUSTRIAL PARK
ORGANIZATION
Luther Forest Technology Park

WP Grande Industrial Park
NYSERDA - STEP

Saratoga Industrial Park at
Wilton
East Greenbush Tech Park

Harriman Research and Tech
Campus

Rensselaer Tech Park

Vista Technology Campus,
Bethlehem

Saratoga Technology + Energy
Park® (STEP®)

Moreau Industrial Park

Alpine Business Park
Blue Lupine Commerce Park

TIP STRATEGIES, INC

DESCRIPTION
The Luther Forest Technology Park is a 1,414 acre campus,
designed for nanotechnology manufacturing and research and
development.
None available
NYSERDA's STEP is a 280-acre site in Malta master-planned for
1.25 million sq. ft. of office, lab, and light mfg. space. Home of
Hudson Valley Community College's TEC-SMART facility and the
admin. Offices of GLOBALFOUNDRIES, whose mfg. facility is
located nearby. STEP is a knowledge community offering
programs, services, partnerships, and amenities for clean-energy
and environmental companies looking to grow in Tech Valley.

CITY
Malta, Stillwater

URL

Saratoga Springs
Malta

N/A

www.lutherforest.org

www.nyserda.ny.go
v/Energy-Innovationand-BusinessDevelopment/Sarat
oga-Technologyand-EnergyPark/AboutSTEP.aspx
N/A

None available

Wilton

East Greenbush Technology Park offers world class educational,
cultural, research, and entertainment facilities enhanced by
nanotechnology. The perfect blend of state-of-the-art business
facilities and a natural wooded setting. Provides full time on-site
maintenance staff, utilities, and access to fiber optic technology.
Features a Marriott Residence Inn Hotel.
Existing 300 acre state office campus being transformed into a
world-class research, development, and technology park.
Located adjacent to Albany NanoTech. Existing buildings
available immediately. Development sites with fast-track
construction options.
Home to over 65 global and startup companies, the Rensselaer
Technology Park is equipped with state-of-the-art infrastructure
and backed by the Rensselaer Polytechnic Institute. A unique
environment for technology ventures focused on the interface
between industry and education. Over 1,250,000 sq. ft. of
offices and labs.
Near the College of Nanoscale Science and Engineering, the
Vista Technology Campus, Bethlehem has 440 acres subdividable into 30 properties. Amenities include nature trails, bike
paths, a retail complex, and condominiums.
The Saratoga Technology and Energy Park (STEP), located in
Malta, NY is a knowledge community with resources for cleanenergy and environmental companies looking for strategic
locations to build and grow in the heart of New York's Tech
Valley.

Albany

www.greenbushas
sociates.com

Albany

www.harrimanca
mpus.com

Troy

www.discoverrens
selaer.com

Delmar

www.vistatechcam
pus.com

Malta

Moreau Industrial Park is a 243 acre park with adjacent land
available. Lots range from 2.7 to 26.9 acres and can be
combined. On site utilities.
Industrial zoned business park.

Moreau

www.nyserda.ny.go
v/Energy-Innovationand-BusinessDevelopment/Sarat
oga-Technologyand-EnergyPark.aspx
www.townofmore
au.org/industrial_
park.asp

This park is convenient to Exit 16 of the Northway and heavily
traveled Route 50. 2.95-4.76 acres each, priced at $75,000
per acre. C3 business/light industrial zoning allows warehouse
& distribution, fabrication, self-storage etc.

Wilton

Corinth

www.shovelready.c
om/FactSheet.asp?
190
www.shovelready.c
om/FactSheet.asp?
712
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Saratoga Glen Commercial
Park

Ballston Commercial Park

Tech Valley Flex Park

Ushers Road Industrial Park
(North)
Northway 10 Industrial Park

Mahserjian Light Ind. Land
Global Business Park - North

ALLCO Industrial Park

Northway 8 Development Park

TIP STRATEGIES, INC

ECONOMIC DEVELOPMENT STRATEGIC PLAN
DESCRIPTION
This is a shovel-ready, vacant commercial site. Owner will build
to suit. Needs site plan approval only. All utilities are available
on site, including fiber optic. Adjacent to Luther Forest
Technology Park on Cold Springs Road
The Ballston Commercial Park and East Line Commons is a
40.87 acre park with 324,000 square feet of approved
commercial, retail, office, mixed use, and residential Space.
This is a conveniently located flex park, minutes from
GLOBALFOUNDRIES Fab 8. Includes 4 buildings of 12,500 sf
under construction for fall 2011 occupancy. Additional buildings
of 23,000, 32,500 & 38,500 sf approved with occupancy 120
days from contract.
Light Industrial/Commercial park with 85.48 acres of space
available. It is located 14.7 miles from Albany International
Airport and features various utilities.
Industrial park located 13 miles from Albany International
Airport. The park has multiple sites available, with utilities and
rail service.
Nineteen acres of land with utilities available for light industrial
use.
Sixty-eight acre commercial site with New York State Certified
Shovel Ready Site designation. The site can accommodate up to
400,000 SF of light industrial businesses.
Currently the 23 acres site has a 1.3 acre cleared site shovel
ready and is subdivided with road access Route 4&32. Utilities
are located on site. The site is located 10 miles from
GLOBALFOUNDRIES at Malta.
A light industrial park with 59.22 subdivided acres. Utilities
available. Site is less than 10 miles from Albany International
Airport.

CITY
Stillwater

URL

Ballston

www.hrschultz.com

Clifton Park

http://www.shovelr
eady.com/FactShee
t.asp?535

Clifton Park

www.shovelready.
com/FactSheet.as
p?523

Clifton Park

www.shovelready.
com/FactSheet.as
p?150

Clifton Park

www.shovelready.
com/FactSheet.as
p?513
www.shovelready.
com/FactSheet.as
p?533

Halfmoon

www.shovelready.c
om/FactSheet.asp?
576

Mechanicville

www.shovelready.
com/FactSheet.as
p?691

Halfmoon

www.shovelready.
com/FactSheet.as
p?542
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MUNICIPALITIES
NAME
Town of Ballston
(Village of Ballston Spa) Ballston Spa Business & Professional Association
Town of Charlton
Town of Clifton Park
Town of Clifton Park Industrial Development Agency
Town of Clifton Park Office of Community Development
Town of Corinth
Town of Corinth Industrial Development Agency
Village of Corinth
Town of Day
Town of Edinburg
Town of Galway
Village of Galway
Town of Greenfield
The Greenfield Community & Business Association
Town of Hadley
Hadley Business Association
Town of Halfmoon
Town of Malta
City of Mechanicville
City of Mechanicville Community Development Agency
Mechanicville-Stillwater Industrial Development Agency
Town of Milton
Town of Moreau
South Glenn Falls, Town of Moreau Chamber of Commerce
Town of Northumberland
Town of Providence
Village of Round Lake
Town of Saratoga
City of Saratoga Springs
City of Saratoga Springs Industrial Development Agency
Village of Schuylerville
Village of South Glens Falls
Village of South Glens Falls Local Development Corporation
Town of Stillwater
Village of Stillwater
Town of Waterford
Waterford Canal Development Committee
Town of Waterford Industrial Development Agency
Village of Waterford
Village of Waterford Local Development Corporation
Town of Wilton
Village of Victory Mills

TIP STRATEGIES, INC

URL
www.townofballstonny.org
www.ballston.org
www.townofcharlton.org
www.cliftonpark.org
www.cliftonpark.org/townhall/cpida
www.cliftonpark.org/index.php?page=townhall&subNav=profile&orgId=8
1&orgName=community-development
www.townofcorinthny.com
N/A
www.villageofcorinthny.com
www.townofday.com
www.edinburgny.com
www.townofgalway.org
N/A
www.townofgreenfield.com
www.thegcba.org
www.townofhadley.org
www.hadleybusinessassociation.net/about_us.html
www.townofhalfmoon.org
www.malta-town.org
www.mechanicville.com
www.mechanicville.com/index.aspx?nid=435
www.mechanicville-stillwater-ida.org
www.townofmiltonny.org
www.townofmoreau.org
www.sgfchamber.com
www.townofnorthumberland.org/index.asp
www.townofprovidence.org
www.roundlakevillage.org
www.townofsaratoga.com
www.saratoga-springs.org
N/A
www.villageofschuylerville.org
www.sgfny.com
sgfny.com/ldc.htm
www.stillwaterny.org/residents/luther-forest-campus.asp
villageofstillwaterny.org
town.waterford.ny.us
N/A
www.town.waterford.ny.us/government/ida.html
waterford.drupalgardens.com
waterford.drupalgardens.com/content/village-waterford-local-developmentcorporation
www.townofwilton.com
villageofvictory.org/index-number.htm

PAGE | 121

SARATOGA COUNTY, NY

ECONOMIC DEVELOPMENT STRATEGIC PLAN

TOURISM
ORGANIZATION
Saratoga Convention &
Tourism Bureau
Saratoga Springs City Center
Authority
Saratoga Springs Downtown
Business Association
NY Racing Association

Saratoga Performing Arts
Center
Saratoga National Historical
Park

Saratoga Rowing Association
Saratoga County Arts
Council
NY State Canal System

Lakes to Locks Passage, Inc.

TIP STRATEGIES, INC

DESCRIPTION
The Saratoga Convention & Tourism Bureau provides
professional services for conventions, trade shows, and special
events.
The Saratoga Springs City Center Authority is a public benefit
corporation established to manage, sell, market, and operate the
Saratoga Springs City Center (convention facility).
The Saratoga Springs Downtown Business Association promotes
retail trade and encourages cooperation among the downtown
businesses
The New York Racing Association, Inc., manages racing at
Aqueduct, Belmont Park, and Saratoga horse-race tracks.
The Saratoga Performing Arts Center hosts events at the Spa
State Park amphitheater, presents concerts and festivals, and
oversees the National Museum of Dance.
Saratoga National Historical Park is a United States National
Historical Park. The park preserves the site of the Battles of
Saratoga, the first significant American military victory of the
American Revolutionary War.
The Saratoga Rowing Association promotes the sport and culture
of rowing.
The Saratoga County Arts Council promotes the arts and
operates the Arts Center, which hosts exhibits, performances,
and workshops.
The New York State Canal System is a navigable 524-mile inland
waterway that spans upstate New York. The waterway connects the
Hudson River with Lake Champlain, Lake Ontario, Cayuga Lake,
Seneca Lake, and Lake Erie via the Niagara River. The Canalway
Trail features more than 260 miles of scenic hiking and biking trails,
and there are more than 20 Canal-related museums and learning
centers along the Canal.
The historic Lakes to Locks Passage is a scenic waterway that
provides access to cities, rural landscapes, and Adirondack
hamlets. It is also a tourist destination with numerous historic,
natural, cultural, and recreational experiences.

CITY
Saratoga Springs

URL

Saratoga Springs

www.saratogacityce
nter.org

Saratoga Springs

www.saratogadown
town.com

Queens, Long
Island, Saratoga
Springs
Saratoga Springs

www.nyra.com/aqu
educt

Stillwater

www.nps.gov/sara
/index.htm

Saratoga Springs,
Saratoga
Saratoga Springs

www.saratogarowin
g.com

State-wide

www.canals.ny.gov

Crown Point

www.lakestolocks.or
g/index.php

discoversaratoga.org

www.spac.org

www.saratogaarts.org/
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TRANSPORTATION
ORGANIZATION
Erie Canal
Intermodal in Mechanicville

Mechanicville

Amtrak

Saratoga Springs

Saratoga & North Creek Railroad
CSX
Norfolk Southern

Saratoga Springs
Saratoga Springs
Mechanicville

The Port of Albany
Saratoga County Airport (5B2)
Garnseys Airport (B04)
Heber Airpark (K30)
Plateau Sky Ranch Airport (1F2)
Round Lake Airport (W57)
Albany International Airport
The Port Authority of New York and New Jersey
Canadian Pacific Railway
Pan Am Southern

Albany
Ballston Spa
Schuylerville
Gansevoort
Edinburg
Mechanicville
Albany
New York
Albany, Boston
Spa, Watervliet
Albany

Capital District Transportation Committee
Federal Marine Terminal

Albany
Albany

TIP STRATEGIES, INC

CITY

URL
www.eriecanal.org
www.nscorp.com/content/nscorp/en/ship-with-norfolk-southern/shippingoptions/intermodal/terminals-and-schedules/albany-ny-mechanicville.html
www.amtrak.com/servlet/ContentServer?pagename=am/am2Station/Station_
Page&code=SAR
www.sncrr.com
www.csx.com/index.cfm/about-csx/company-overview
www.nscorp.com/content/nscorp/en/ship-with-norfolk-southern/shippingoptions/intermodal/terminals-and-schedules/albany-ny-mechanicville.html
www.portofalbany.us
www.nafsinc.com
N/A
N/A
none available
www.angelfire.com/ny/roundlakeairport
www.albanyairport.com
www.panynj.gov
www.cpr.ca/en/Pages/default.aspx
www.nscorp.com/content/nscorp/en/ship-with-norfolk-southern/shippingoptions/corridors/pan-am-southern.html
www.cdtcmpo.org
www.fmtcargo.com/about_fmt/index.html
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WORKFORCE
ORGANIZATION
Saratoga One Stop Center

Saratoga-WarrenWashington Workforce
Investment Board
NYS Department of Labor

Capital Region Career
Consortium
Tech Valley Global Business
Network
Tech Valley Connect

Job Assist

TIP STRATEGIES, INC

DESCRIPTION
Saratoga County Employment & Training Department, otherwise
known as the Saratoga One Stop Center, has a variety of
workforce services available for jobseekers and business
customers.
The Saratoga-Warren-Washington Workforce Investment Board
provides policy guidance and oversight as part of the Workforce
Investment Act. The aim of the Act is to support workforce
development.
The NY State Dept. of Labor enforces state labor laws to protect
workers, assist the unemployed, help job seekers, and protect the
safety and health of workers and the public. Free services
include: resume help, career guidance, job placement,
apprenticeships, training referrals, and online access to job
listings in the NY Job Bank. The dept. also helps businesses find
workers, save money with tax credits, and get training grants.
A collaboration of college and university career center
professionals that partners with organizations to provide career
and internship opportunities for students.
Volunteer-based, not-for-profit collaboration of five area business
organizations that provides education and networking
opportunities for expanding international trade in Tech Valley.
Provides assistance to relocating professionals. TVC's mission is
to increase retention and recruitment of top talent to the Capital
Region.
Job Assist is a free job referral program serving youths 13-18 in
Clifton Park and Halfmoon.

CITY
Ballston Spa

URL

Queensbury

www.thejoblink.o
rg/workforceinvestment-board

Albany

www.labor.ny.go
v/home

N/A

www.crcareerco
nsortium.org

N/A

www.tvgbn.org

Troy

www.techvalleyc
onnect.com

Clifton Park

jobassist.cliftonpa
rk.org

www.saratogaco
untyny.gov/?pag
e_id=1508
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ABOUT US

TIP Strategies, Inc. is a privately held Austin-based
economic development consulting firm committed
to providing quality solutions for public and
private-sector clients. Established in 1995, the firm’s
primary focus is strategic economic development
planning. In addition, TIP has experience with
entrepreneurship,
target
industry
analysis,
workforce, and redevelopment. TIP’s methods
establish a clear vision for economic growth.
Community leaders across the country have
embraced the TIP model of Talent, Innovation, and
Place to achieve successful and sustainable
economies.

Global Logistics Development Partners is an
independent investment advisory firm that creates
growth solutions in emerging logistics hub markets.
GLDP was founded in 2010 to address opportunities
created by changing global trade and logistics
patterns, new public policies, shifting markets and a
keen interest in economic development through
international trade.
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EXECUTIVE SUMMARY
Arlington is a city with enviable assets. Centrally located between two major urban areas—Dallas and Fort
Worth—it has ready access to three interstate highways (I-20, I-30, and I-35) and a Class I railroad. One of the
world’s 10 busiest passenger airports, Dallas-Fort Worth International Airport, is minutes away. It has a
growing population, a branch of the University of Texas (UT-Arlington), a major theme park (Six Flags), and the
largest industrial park in the region. In fact, the 7,000-acre Great Southwest Industrial District offers more than
82 million square feet of space. If that weren’t enough, Arlington is home to facilities that host two
professional sports franchises: Globe Life Park, a baseball-only facility created for the Texas Rangers, and AT&T
Stadium, which hosts the Dallas Cowboys.
Yet, like most cities of its age, the City does have some challenges. Arlington went through a period of rapid
expansion during the latter half of the 20th Century, fueled by industrial growth surrounding the General
Motors Arlington Plant and a burgeoning regional aerospace sector. Arlington’s recent job growth, however,
has been in low-wage sectors related to its growing hospitality, tourism, and retail sectors. Many of the city’s
residential and commercial developments were built during the boom years—now more than three decades
ago—and are aging. Opportunities for greenfield development are more limited in Arlington as the city
approaches build out. At the same time, many Metroplex suburbs have ample land and aggressive incentives
to attract businesses and developers.
These issues are not uncommon among Metroplex communities, but Arlington’s challenge goes further.
Arlington is, in effect, the “Third City” of the region. Its transition from bedroom community to core city
requires not only a more forward-looking economic perspective, but a broader change in image and
perception. Unlike a number of other first-ring suburbs, Arlington has achieved its own distinct status.
Because of its advantages, not the least of which are sports-related, the city has international recognition. Its
economic importance is evident in the name of the metropolitan area itself—the region was officially named
the Dallas-Fort Worth-Arlington Metropolitan Statistical Area in 2003.
Resources behind economic development in the city have ebbed and flowed over the past decade. Since
2007, when economic development became a division in the city manager’s office, both financial and human
resources have remained relatively steady. The efficiency of services compares well with many of Arlington’s
peers. The city has had notable, and sizeable, victories—AT&T Stadium, Arlington Highlands, Viridian, and
GM’s recent investment. The economic development office is currently staffed by four full-time employees—a
manager, two specialists, and an administrative coordinator. In addition, they can pull in resources from any
department, as needed. This structure allows for a great degree of creativity and flexibility. Under this
structure, the office has honed its project management skills and is known for its ability to usher projects
successfully through the city’s development and incentives process. The volume and scope of the project
load, even in the wake of the country’s largest recession, has been demanding.
In addition to this, the office is tasked with activities such as administering the city’s four tax increment
reinvestment zones, conducting business retention and expansion visits, responding to requests for proposals
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for potential projects, and conducting outreach to the business community. The small staff also maintains
relationships with community partners such as UT-Arlington, the Great Southwest Industrial District
Association, the Dallas Regional Chamber, and Workforce Solutions. There are also the demands of vetting
potential projects, preparing special studies and research, spearheading the city’s international efforts,
performing research and analysis, and administrative duties. Prioritizing different functions is difficult due to
the high volume of tasks, and staff resources are not necessarily optimized.
The result of this structure is an office that is highly responsive. The staff, however, does not have the flexibility
to be visionary or to actively solicit new projects. While prospective projects are finding their way into the
city’s pipeline, the city does not have the capacity to deliberately pursue projects or companies. This risks a
situation where “first come, first served” is the order of the day.
Some of the most successful economic development organizations in the Metroplex have from 4 to 10
employees with budgets 2 to 10 times larger than Arlington’s. While the structure of competing organizations
is similar (business retention and expansion, business recruitment, and administrative help) there is an
enormous gap in capacity. Most of these organizations have both a lower administrative burden (because
they are not part of a city) and have more staff to help with administration, research, and special projects. The
level and intensity of project assistance at the City of Arlington is second to none, but the office has less time
for industry research, for outreach and marketing, for forging relationships and building connections, and for
attending trade shows. These functions are essential activities in building the network necessary to realize the
kinds of projects the City of Arlington is eager to capture.
To be sure, the City of Arlington has done an exemplary job with the resources it has. It could, however, be the
leading organization among the Mid-Cities, if not the entire Metroplex. It could be a more active player on the
national and international stage. In fact, Arlington could be the leading destination for international
investment in its target industries. Whatever the opportunities, the city’s economic development program is
hard-pressed to capitalize on new and emerging trends.
To address these challenges and chart a new direction for economic development, the City of Arlington
engaged TIP Strategies to prepare an economic development strategy. The plan draws on existing analyses
and studies and incorporates extensive input from city officials, business leaders, and others. Figure 1 provides
a starting point by presenting a SWOT analysis (strengths, weaknesses, opportunity, threats). This helps set a
context and points the way to actionable strategies.
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FIGURE 1. SUMMARY OF ARLINGTON SWOT ANALYSIS

COMMUNITY COMPETITIVENESS

ORGANIZATION

STRENGTHS


Location of Metroplex, generally



Location between Dallas and Fort Worth



Transportation access: Interstates 20 and 30, rail
(UP), air



Reputation for supporting and executing
on large-scale, highly-visible projects



Close connection with city officials



Efficient execution of programs with existing
(limited) resources



Proximity to DFW airport



UT-Arlington



High level of technical expertise



Top-notch GA airport: Arlington Municipal
Airport



Close relationship with planning department and
other development related services



Attractiveness to manufacturing, healthcare,
retail



Ability to pull resources from departments across
the city



In national/international spotlight as home of
Rangers and Cowboys (media exposure)



New branding initiative



Event venues and amusement parks that attract
an international audience



High number of visitors (8 million annually)



Parks and trail system



Inability to be proactive due to capacity
and financial constraints

WEAKNESSES


Perception of public schools



Aging housing, particularly multifamily



Aging commercial/industrial product and
ownership structure, particularly in GSW



Limited resources in comparison to Metroplex
peers



Lack of higher-end housing products (executivelevel)



Support of projects to create lower wage, service
sector jobs



Limited greenfield sites for industrial uses





Lack of urban-lifestyle amenities

Less established relationships with the business
community



Limited and aging Class A office space



Attractiveness to professional companies and
workers (especially tech)



Lack of access to public transportation
(regional/local)



Lack of full-service, resort-style hotels to support
event venues
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COMMUNITY COMPETITIVENESS

ORGANIZATION

OPPORTUNITIES


Supporting high-impact, transformational
redevelopment projects



Elevate Arlington to be a more competitive
ED player on a national and international stage



Further revitalizing GSW: redevelopment and
attracting new business



Access to dedicated funding streams



Leveraging presence of existing aerospace assets
to become a regional center for aerospace R&D

Access to resources at regional service providers







Leveraging momentum of entertainment venues
and ancillary development opportunities

A more deliberate and active approach to
redevelopment and industry recruitment—tying
these together





Leveraging proximity to DFW to attract
businesses needing that amenity

Better alignment of ED development
opportunities with the CIP



Strengthening relationship with UT-A and
supporting the expansion of higher education in
the community

Engage business community around economic
development and redevelopment
opportunities



Strengthen ED Committee





Retaining UT-A students after graduation

THREATS


High cost of redevelopment versus greenfield
development in other Metroplex cities



Ability to compete with well-capitalized ED
programs in the Metroplex and beyond



Difficulty in diversifying away from
manufacturing and service sector economy



Loss of opportunities because of lack of capacity
to manage project load and be proactive



Loss of expanding companies to neighboring
communities with new product



Status-quo



Tight credit market and ability to secure
financing for more visionary projects



Large percentage of tax-exempt property in
Downtown



Continued aging of residential base
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RESPONSE
Arlington has great potential. The very wealth of the city’s assets, coupled with the real challenge posed by its
threats, suggests an aggressive response is required. This plan focuses on the region’s opportunities in
tangible ways to set a course of action for the city. These actions coalesce around three goals:
1: THE ELEVATION OF ARLINGTON’S COMPETITIVE POSITIONING IN THE REGION TO CAPTURE A
LARGER SHARE OF HIGH-WAGE, HIGH-IMPACT GROWTH.
The Metroplex is one of the most dynamic economies in the country. Arlington’s position in the metropolitan area
affords it a wealth of opportunities for business recruitment and expansion. Capturing a larger share of the region’s
and the nation’s high-wage growth will require a more deliberate and dynamic approach towards economic
development than the city has taken to date.
2: THE REJUVENATION AND TRANSFORMATION OF KEY ECONOMIC CENTERS INTO VIBRANT
DESTINATIONS.
Many of the city’s areas are ripe for redevelopment. In a competitive environment like the Metroplex, successful
redevelopment often requires a strong public sector role.
Identifying desired outcomes and defining clear
FRAMEWORK: GUIDING PRINCIPLES
guidelines for city involvement will provide the
foundation for the rejuvenation and transformation of
The Strategic Action Plan was built around three
guiding principles:
key economic centers into vibrant destinations.
3: THE CREATION OF THE AMENITIES AND
ASSETS THAT WILL SECURE ARLINGTON’S
POSITION AS A MAJOR ACTIVITY HUB IN THE
METROPLEX.
This goal focuses on creating amenities and assets that
will secure Arlington’s position as the third city in the
region and elevate it into a major hub of economic
activity for the Metroplex. Strategies address issues that
will help the city attract and retain the talent needed to
support existing and future employers, including the
need to create more diverse housing options and
address perceptions of the local school district.
Overall, these goals seek to bring greater clarity to the
city’s economic development process. While many of
the strategies presented in this plan are not new, they
are brought together around a common focus. For

1. Globally-connected. Arlington’s employment centers are premier locations for
companies who are engaged in the global
marketplace and who represent the next
generation of innovation in their
industries.
2. Vibrant. Arlington’s amenities create a
quality of place that attracts companies,
retains UT-A graduates, and entices
visitors to extend their stays.
3. Innovative. Arlington is a hotbed of
innovation in the Metroplex in multiple
facets: its economic development
practices, the research taking place at UTArlington, and the research and
development taking place in local
companies.
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the sake of continuity, the actions build on ideas and
analyses that have come from prior plans and
programs. In many cases, the specific action reflects
standard economic development practices.
The city may be well-positioned to continue its rise
within the region, but fully realizing Arlington’s
potential will require a concerted effort and strategic
timing. The projects listed below have been identified
as priorities for action:

FRAMEWORK: ASPIRATIONS & VISION
With the guiding principles as a foundation, the
following aspirations paint a clear vision for the
city:


Great Southwest Industrial District (GSW) is
a premier location for globally-connected
companies engaged in next generation
manufacturing.



The entertainment district functions as a
business district and activity hub for the
Metroplex.



Companies are attracted to Arlington for its
amenities, including the Tier I research
university, as well as its prime location.



An expanded business retention and
expansion program to support Arlington’s
employers

The downtown is a vibrant activity hub for
the region.



A targeted outreach campaign to attract
national and international companies that
would be good additions to Arlington

UT-A students want to stay in Arlington
after graduation and have desirable housing
and employment options.





A strong network of partners that will
enhance Arlington’s economic development
potential

Visitors linger for a multi-day, multi-faceted
experience. They might even consider living
or working in Arlington.

The vision painted by these aspirations is as
follows:



A revamped redevelopment program that
reinforces the city’s economic development
priorities

Arlington is a key city in the Metroplex—
a destination for globally-recognized commerce
and industry, entertainment and recreation,
as well as research and innovation.



The re-orientation of the Economic
Development Committee to serve as a
sounding board for the Office of Economic Development









The expansion of the city’s economic
development capacity to create a program
that can compete on the national stage
The enhancement of the current investment
fund to support economic development
projects

Implementing these projects will provide the City of Arlington with the capacity and tools it needs to realize a
forward-looking economic development program. These investments will give the city the ability to
conceptualize projects and pursue companies and industries that it views as vital to the economic health and
revitalization of the city. These priority projects will give the city the structure for creating higher wage jobs,
attracting additional investment into the city’s redevelopment areas, generating additional leads from
targeted industries, and becoming an economic development leader in the region and beyond.
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CONCLUSION
This plan for the city requires an increased capacity for economic development. For catalyst projects to be
successful and for economic growth to offer wider benefits, new measures and new processes must be brought
to bear. Arlington is a major city in its own right, not just another DFW suburb. As a major city, Arlington needs to
pay constant attention to its competitive position both in the region and nationally. Having an increasingly
strong identity based on higher education, sports franchises, and tourist attractions is a wonderful starting point.
Economic development opportunities, however, have to be fought for with determination and new tools.
Arlington can realistically position itself as a hub for high profile projects that draw on its university and on the
technology companies that make up an increasing share of its talent pool. Led by a forward-looking team and
strategic new goals, the city’s prospects are greater than they have ever been.
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FRAMEWORK
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FRAMEWORK
At its core, this plan is shaped by the factors that have the greatest
impact on economic vitality: a commitment to talent, innovation,
and place. Talent emphasizes the attraction and retention of
skilled workers; innovation encompasses strategies for engaging
industry leaders and fostering growth in high-wage sectors; and
place focuses on the characteristics of Arlington that make it
appealing to residents and visitors. Collectively, this framework
suggests an approach to economic development that leverages
assets and maximizes opportunities to differentiate Arlington from
the region. These factors are woven throughout the framework
below.

GUIDING PRINCIPLES
The Strategic Action Plan was built around three guiding principles.
These principles are designed as reference points for the goals and
strategies—a way of ensuring that Arlington’s incentives and
investments provide tangible benefits. Each of the principles is also
a way of being forward-looking, of identifying industries and
projects that position the city within the Metroplex and that can
result in spin-off benefits.

1. Globally-connected. Arlington’s employment centers are
premier locations for companies who are engaged in the
global marketplace and who represent the next generation of
innovation in their industries.

2. Vibrant. Arlington’s amenities create a quality of place that
attracts companies, retains UT-A graduates, and entices
visitors to linger.

3. Innovative. Arlington is a hotbed of innovation in the
Metroplex in multiple facets: its economic development
practices, the research taking place at UT-Arlington, and the
research and development taking place at local companies.
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ASPIRATIONS & VISION
Drawing from these guiding principles, the following aspirations paint a clear vision for what the city could
be:



Great Southwest Industrial District (GSW) is a premier location for globally-connected companies engaged in
next generation manufacturing.



The entertainment district functions as a business district and activity hub for the Metroplex



Companies are attracted to Arlington for its amenities, including the Tier I research university, as well as its
prime location.



The downtown is a vibrant activity hub for the region.



UT-A students want to stay in Arlington after graduation and have desirable housing and employment options.



Visitors linger for a multi-day, multi-faceted experience. They might even consider living or working in
Arlington.

The vision that these aspirations paint are of Arlington as the third city—a central hub of commerce,
entertainment, and higher education. These ideas are captured in the vision statement below:

Arlington is a key city in the Metroplex—a destination for globally-recognized
commerce and industry, entertainment and recreation,
as well as research and innovation.
The path forward for achieving this vision is already underway. In GSW, a transformation is just beginning—
the success of the Pioneer 360 business center’s redevelopment, and the recent GM stamping plant and
retooling demonstrate the district’s potential. Likewise, new development activities in the downtown, the
progress of UT-Arlington towards its goal of achieving Tier I status, and the East Lamar Redevelopment Project
are all moving Arlington towards these aspirations. However, these investment activities have not yet reached
the tipping point and may not, without a sustained economic development effort.
These guiding principles, aspirations, and vision prescribe a transition for the City of Arlington—both in reality
and in perception. The City of Arlington must elevate its economic development programs if it is to truly fill
the role of the third city of the Dallas-Fort Worth-Arlington metropolitan area.
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GOALS
The goals of a strategic plan form the pillars to support the vision painted by the guiding principles and
aspirations. For Arlington, the planning team identified three goals:

GOAL 1. THE ELEVATION OF ARLINGTON’S COMPETITIVE POSITIONING IN THE REGION TO CAPTURE
A LARGER SHARE OF HIGH-WAGE, HIGH-IMPACT GROWTH.

GOAL 2. THE REJUVENATION AND TRANSFORMATION OF KEY ECONOMIC CENTERS INTO VIBRANT
DESTINATIONS.

GOAL 3. THE CREATION OF THE AMENITIES AND ASSETS THAT WILL SECURE ARLINGTON’S POSITION
AS A MAJOR ACTIVITY HUB IN THE METROPLEX.
These goals provide a solid foundation for the Strategic Action Plan outlined in this document. However,
success will require a strong partnership between the city, the private sector, and the existing network of
organizations involved in the economic development arena.
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STRATEGIC ACTION PLAN

Strategic Action Plan
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GOAL 1. COMPETITIVE POSITIONING
The elevation of Arlington’s competitive positioning in the region to capture a larger share
of high-wage, high-impact growth.
Arlington is fortunate to be situated in the center of the Metroplex. This prime location places the city squarely
in the path of growth from Dallas and Fort Worth. Coupled with tremendous infrastructure assets and a solid
employment base, the city’s geography helps generate numerous leads from companies, across the US and
the world, looking to relocate or expand in the region.
For the most part, existing prospects represent the manufacturing sector, with some healthcare, retail,
hospitality, and housing projects. Those typically not in the mix are professional services and other office
users, which are precisely the kinds of prospects that would change the composition of employment growth
in the city. Some of these leads come from the Dallas Regional Chamber and the Office of the Governor, and
some come directly to the city. Rarely do any of these leads surface as a direct result of outreach and
marketing activities on the part of the city itself.
FIGURE 2. CITY OF ARLINGTON PROJECTED EMPLOYMENT GROWTH BY MAJOR SECTOR, 2012-17
Sectors where average earnings per job* is below the regional average ($52,325) are in orange
2013 AVG.
EARNINGS
PER JOB

2012
JOBS

2017
JOBS

Health Care and Social Assistance

59,938

20,088

24,635

4,547

Accommodation and Food Services

19,848

18,408

21,421

3,013

Administrative and Support

38,469

12,190

14,341

2,151

Arts, Entertainment, and Recreation

51,057

5,465

7,107

1,642

Retail Trade

35,926

18,354

19,353

999

Government

72,111

11,463

12,419

956

Construction

56,987

6,191

7,038

847

Manufacturing

70,072

11,045

11,861

816

Professional, Scientific, and Technical Services

75,854

5,657

6,463

806

Finance and Insurance

80,146

8,249

9,028

779

Wholesale Trade

72,668

8,137

8,861

724

Other Services (except Public Administration)

29,865

6,420

7,142

722

Transportation and Warehousing

62,028

4,191

4,626

435

Educational Services (Private)

42,396

2,207

2,500

293

Real Estate and Rental and Leasing

48,992

2,932

3,187

255

Utilities

130,867

373

478

105

Management of Companies and Enterprises

91,282

1,043

1,104

61

Mining, Quarrying, and Oil and Gas Extraction

117,043

63

77

14

Information

63,214

2,112

2,093

-19

DESCRIPTION

CHANGE 2012-2017

Source: EMSI Complete Employment - 2013.2. City of Arlington defined using the following zip codes: 76001, 76002, 76006, 76010,
76011, 76012, 76013, 76014, 76015, 76016, 76017, and 76018. *Note: average earnings per job includes wages and salaries, plus
supplemental compensation such as bonuses, stock options, and contributions to 401(k) plans, for all jobs in a specific metro or
industry. Because EMSI includes non-wage/salary compensation, EMSI ‘sindustry earnings numbers should not be treated as “average
salary.” They are generally higher than average salary by industry numbers that may come from other sources.
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Due to the mix of prospects, the patterns of
employment growth in the near future will
likely follow the same trends. Figure 2 shows
Arlington’s projected growth over the next five
years. These projections are based on historic
growth patterns and show what Arlington’s
economy will look like with “more of the
same”— growth in low-wage sectors related to
hospitality and food services and less growth in
higher-wage sectors. To change these trends,
the City of Arlington must embark on an
aggressive campaign to capture a larger share
of the higher-wage sector growth in DFW.

FIGURE 3. ARLINGTON OFFICE SCENARIOS
What would it mean for Arlington to capture a larger
share of DFW office-using employment?
BASELINE
Proj. Change in Office-Using1 Employment
DFW Core Counties

2014-2018
+48,573

2

Arlington

+2,020

Arlington Share of DFW Core Growth

4.2%

SCENARIOS

+10%

Arlington’s
Share of DFW
Core Growth
4.6%

Additional
Office Jobs
(Total)
+2,222

Additional
Office Space
Required (SF)3
+555,500

+15%

4.8%

+2,323

+580,750

Increase

5.0%
+2,424
+606,000
+20%
The table to the right (Figure 3. Arlington Office
5.2%
+2,525
+631,250
+25%
Scenarios) shows an example of what could
happen if Arlington captures a greater share of
Notes: 1) Office-using employment estimated by TIP Strategies
based on typical occupancy patterns. 2) DFW Core Counties are
office employment in the core counties of the
Collin, Dallas, Denton, and Tarrant 3) Assumes 250 square feet per
Metroplex (Collin, Dallas, Denton, and Tarrant). If
office worker.
Arlington increases its share of growth from 4.2
Source: EMSI Complete Employment 2012.3; TIP Strategies
percent to somewhere between 4.6 and 5.2
percent, it could capture an additional 2,222 to
2,525 office workers. These additional workers would translate to an additional 555,500 to 631,250 square feet of
office space.

To capture a greater share of this high-wage growth, Arlington needs to attract best-in-class office and industrial
product to be able to compete with the Las Colinas and Alliances of the nation. It needs to develop an environment
that offers the corporate feel and amenities that higher profile corporate users seek.
This is not without its challenges. According to CBRE’s Q42013 Office Report, while the office market in DFW is one of
the nation’s strongest, the vacancy rate is 18 percent. This figure includes all types of office space and is likely lower
for high-quality assets that would be considered Class A. Lease rates have been climbing steadily in the past year,
surpassing pre-recession levels in 2013. In addition, just over 5 million square feet of new office space is under
construction. As a result, there has been a strong increase in the flow of capital to DFW’s commercial real estate,
particularly its high quality assets. In other words, the fundamentals of the market are fairly strong and appear to be
improving. The primary challenge that Arlington faces, however, is that it is not known as a destination for
Class A office product. The city must make the case for why it should be.
On the industrial side, CBRE highlights the strength of the regional industrial market. Vacancy is at a low of 7
percent, net absorption has been steadily positive for the last 12 quarters, and the industry outlook is positive. The
primary challenge for Arlington is, again, having a competitive product. Alliance and Port of Dallas offer well-

THEORY INTO PRACTICE

PAGE | 14

ECONOMIC DEVELOPMENT STRATEGIC PLAN

PREPARED FOR THE CITY OF ARLINGTON

serviced, largely greenfield, and highly competitive product. While Arlington has a very well-established industrial
district, the infrastructure, buildings, and development patterns are less than optimal and property values in many
areas of the district are declining. The demand for Arlington’s existing product is there, but it is not the high end of
the market. To change this, Arlington will need to continue and strengthen its efforts to rejuvenate its industrial
market, particularly in GSW.
Promoting this growth will require closer collaboration with developers and an aggressive outreach strategy to secure
anchor tenants. Relationship building is at the core of this goal — relationships with local private sector leaders, with
regional economic development organizations, with developers and brokers within the Metroplex, and beyond. The
relationships themselves, however, will not be enough. The city must leverage those relationships to educate these
players of opportunities for investment in Arlington and projects the city would like to see. Leveraging these
relationships will allow the city to promote its vision, which will, in turn, generate more targeted leads and projects
that will help it meet its vision.

STRATEGY 1. BE A LEADER IN ARLINGTON AND IN THE REGION.
Improving Arlington’s position in the DFW real estate
market will require Arlington to raise its profile among
the private sectors players that could be potential
investors in Arlington. To achieve this, the City of
Arlington will need to take more of a leadership role both
locally and regionally. Convening groups, organizing
events, communicating regularly, and bringing
stakeholders together are all activities that could
reinforce Arlington’s leadership position. These activities
will also help to educate players on the opportunities
present in Arlington and the benefits of investing there.
Actions:
1. Engage the business community around this vision
for Arlington.

PRIVATE SECTOR ENGAGEMENT
The basics. The most successful strategies for
engaging the private sector in public initiatives
start with a basic principle: use their time wisely.
This means scheduling meetings at convenient
times, such as early morning or during lunch,
and ensuring agendas are action-oriented.
Give them a reason. Including an item of
interest to the local business owners as part of
each meeting, such as presentations on
financing mechanisms and regulatory issues,
can help encourage regular participation. This
approach takes a little extra planning and
requires an in-depth knowledge of the needs of
area businesses but can be highly effective.



Engage business leaders who are willing to
participate actively in Arlington’s economic
development activities.



Leverage Arlington’s business leaders to reach
corporate decision-makers and investors who
would be interested in making investments in
Arlington.



When appropriate, incorporate business
leaders into recruitment activities to help sell Arlington as the ideal location.

A two-way street. At its core, private-sector
engagement is about creating relationships.
Working towards a shared objective, rather than
driving a unilateral agenda, is more likely to
bring success. The private sector role should be
clearly defined and structured in a way that
encourages long-term participation.
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2. Maintain active relationships with brokers, developers, and site selectors to communicate vision and
initiatives.


Continue to participate in the Great Southwest Industrial District Association.



Continue to participate in the North Texas Commercial Association of Realtors (NTCAR), participate at the
Commercial Real Estate Expo, and ensure Arlington properties are featured on the DFW Bus Tours.



Forge personal relationships with site selectors that specialize in site location in Arlington’s target sectors.



Host a site selector or developer day and/or familiarization tour in Arlington to promote Arlington’s vision,
and feature the properties available to support this vision.



Regularly host brokers, developers, and site selectors at the city’s entertainment venues to strengthen
relationships.

3. Through this network of businesses, brokers, developers, and site selectors, advance Arlington’s vision, project
ideas, redevelopment sites, incentives programs, and other economic development projects and initiatives, as
appropriate.


Communicate with this network through regular, relevant eNewsletters, include recent
announcements, current initiatives, and upcoming opportunities for investment. Promote Arlington’s
positive attributes and the benefits of investing in Arlington.



Hold one-on-one meetings with groups or individuals who are particularly well-positioned to partner
with the city to move a project or idea forward.



Convene groups of these stakeholders as necessary to discuss the city’s opportunities and engage
these stakeholders in projects that would take advantage of these opportunities.



Participate in as many of the regional economic development marketing activities to make the City of
Arlington a top-of-mind destination for investment.

4. Promote regional collaboration around areas of mutual interest. Examples include regional branding and
addressing workforce challenges.


Participate in a regional economic development summit to create a forum for discussing the outlook and
opportunities specific to the Mid-Cities region of DFW. This can help elevate the Mid-Cities’ position in the
region and could help Arlington emerge as the leader.



Build stronger relationships and increase participation in the Dallas and Fort Worth Regional Chambers,
DFW Airport, the DFW Marketing Team, and TexasOne. This will help Arlington increase its visibility in the
region.



Support Workforce Solutions Tarrant County and the Regional Workforce Leadership Council to ensure
that Arlington’s employers have access to the labor force they need.
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STRATEGY 2. EXPAND THE CITY’S PORTFOLIO OF BUSINESS RETENTION,
EXPANSION, AND ATTRACTION TOOLS AND ACTIVITIES.
Currently, Arlington’s Office of Economic Development
CITY OF ARLINGTON
has a full-time staff of four with some administrative
OFFICE OF ECONOMIC DEVELOPMENT
support. In addition, they are able to pull in resources
The Office of Economic Development is
as needed, and as available, from other departments
currently staffed by four full-time employees – a
across the city. Under this structure, the office has little
manager, two specialists, and an administrative
capacity to execute on forward-looking activities; they
coordinator.
spend most of their time on active projects and
The primary functions of the office are:
pressing matters. For example, the Business Retention
 Internal relations & administration
and Expansion program prioritizes which companies
 Manage / monitor ED-related funds &
staff will visit based on size, taxable property, lease
incentives agreements
expiration, industry and importance. This is a great
 Research & analysis
approach to prioritizing business visits, but staff do not
 Lead generation, marketing, and general
have enough time to visit enough companies for the
outreach
program to have significant impact. Furthermore, the
 Business and development assistance
department’s Business Recruitment activities are
largely reactive. Staff are highly responsive to prospects
Source: City of Arlington.
that are referred to them or call them directly.
However, the office has little time and resources to market to corporate decision-makers in the target
industries or to develop closer connections to site selectors. To bring in a different mix of prospects and to
keep a better pulse of Arlington’s businesses, the Office of Economic Development will need to expand their
activities and tool box.
Actions:
1. Create and maintain fresh and current content for marketing tools.


Continue to update and improve the city’s economic development website.



Design an eNewsletter template and blog that will provide Arlington’s stakeholders and target
audiences with relevant information on economic development in the city. Share content at least
quarterly and through various channels, including Facebook and Twitter.



Update and improve Arlington’s proposal template to respond to inquiries from prospects more
quickly and effectively. This template should be designed to be informative and to make Arlington
stand-out among its peers.



Create a sales-presentation template to showcase Arlington for prospects and site selectors.

2. Continue to develop analytical and reporting capabilities to inform decisions and report results.


Expand and maintain the existing business database.



Maintain an inventory of key sites and buildings that will be a focus of business recruitment efforts.
THEORY INTO PRACTICE
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Conduct in-depth market research in target
industries to track trends and stay informed of
industry happenings.
Continue to perform economic and fiscal
impact analyses, cash flow modeling, and
calculate return on investment to inform
incentives negotiations and the city’s project
participation.
Track performance metrics related to strategic
plan implementation, and create an annual
report card.
Conduct other specialized analyses and
research to inform major decisions.

3. Ensure that the city’s incentive policy is
competitive and is realizing net benefits for the
city. (See Goal 2, Strategy 2).




Review peer communities’ incentives policies
and recent deals to stay abreast of the
competitive environment and what is
successful in the region. Currently, the city
offers competitive incentives with the
exception of having a dedicated investment
fund.
Provide an overview of the incentives
negotiation and approval process to set the
expectations of the prospect.



Incorporate fiscal and economic impact
analysis into the process, and establish
thresholds for return on investment.



Structure prudent performance agreements
to ensure that the interests of the city are
protected.



Monitor compliance and analyze results to
evaluate the effectiveness of the city’s
incentives process on an on-going basis.

SMART INCENTIVES
Is this a good deal? Smart incentives start with a
solid understanding of the benefits they are likely
to generate. This can be evaluated along three
lines:
Project benefits:


Does it have favorable characteristics (jobs,
wages, investment, location)?



Does it fit with your economic development
strategy?



What is the likelihood of success? How does
that compared with risk level?

Fiscal & economic impact


How do projected tax revenues compare with
any increase in cost of service?



What is the timing of the incentive, and what
are the implications with regard to budgets?



What is the estimated contribution to the
local economy?

Was this a good deal? A smart policy means
taking time to figure out what is working and
what is not.


Monitor compliance using clearly defined
performance agreements.



Evaluate performance after the fact. Did the
incentive affect the choices businesses made?
Were any existing businesses harmed? Did
the project’s benefits outweigh the costs of
incentives?



Report findings, and use them to inform
future incentives policies.

Source: Adapted from Business Development Advisors
presentation to the National League of Cities, Economic
Development Financing Tools workshop, November
2013
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Profile the City’s use of the following tools on the website to be more competitive with neighboring
communities:
 Inclusion in Foreign Trade Zone No. 39: Because the zone has been designated a “Usage-Driven
Foreign Trade Zone Site,” any business located in Tarrant County is eligible to apply for inclusion
in the FTZ through an expedited process.
 Financing Assistance: The city provides support with asset-backed financing through the Texas
Economic Development Bank’s Texas Product/ Business Fund.
 Fast-Track Permitting: The city provides an accelerated review and development process, through a
close partnership with the company, to ensure any bottlenecks or issues are addressed in a timely
manner.
 Special Financing Districts: List the existing TIF districts in the description of the city’s incentives on its
website.
Create a dedicated investment fund, or enhance an existing fund, to be able to make strategic
investments in economic development projects. The fund would allow the city to participate in highimpact catalyst projects and compete with those cities that have sales tax revenues dedicated to
economic development. Examples of uses for the fund are forgivable loans or economic development
grants, seed for a revolving loan fund, reimbursements to other city departments for revenues
foregone due to incentives agreements, or land banking.

4. Expand the business retention and expansion program.


Maintain and expand the current database of businesses operating in Arlington and use this database
as the foundation of a customer relationship management system to track business and retention
activities.



Increase the number of business visits conducted annually.



Create a more strategic plan for hosting businesses at the City’s entertainment venues.



Conduct an annual business climate survey that collects information from Arlington employers about
their outlook and needs.



Forge relationships with the headquarters of major employers in Arlington that are branches, regional
offices, facilities, or plants.



Reach out to new businesses in Arlington with information on the city’s economic development
programs.

5. Launch a more extensive marketing and outreach campaign to recruit businesses to Arlington.


Gather industry intelligence and stay abreast of trends in target industries on a continual basis.



Identify companies that are likely to expand within target industries, to create a database of potential leads.
Look at metrics such as increasing sales, infusions of capital, restructuring, and other indicators that provide
reasons to believe a company may be expanding in the near future. Look at both domestic and multinational companies.
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Develop and maintain relationships with site
selectors, particularly those who represent
clients in Arlington’s target industries.

METRO ATLANTA CHAMBER
GLOBAL COMMERCE COUNCIL



Attend key trade shows and industry events to
gather industry intelligence and make
connections with industry players.

Through its Global Business Growth team, the
Metro Atlanta Chamber (MAC) offers industry
expertise and site selection services—including



Forge relationships with key decision makers
at target companies. For relevant contacts in
the leads database, establish and follow a
contact protocol that includes an initial
contact,
follow-up,
and
on-going
communication through an informative email
newsletter.

to expand in metro Atlanta.



Participate on US and international trade
missions and recruitment trips with regional
partners where appropriate.



Partner with DFW Airport to attract investment
from international markets such as Sao Paulo,
Dubai, Beijing, Hong Kong, Guangzhou and
other target regions.



Create, perhaps in partnership with the
Arlington Chamber or UT-A, a Global Business
Council to use as a source of leads for
international business recruitment and as
support for hosting prospects (See text box on
Metro Atlanta Chamber.)

STRATEGY 3. STRENGTHEN PARTNERSHIPS WITH AREA INSTITUTIONS AND
ORGANIZATIONS.

analyzing available incentives, matching
companies with needed professional services,
and identifying research and academic
resources—to international companies looking
One key to the program’s success is the Global
Commerce Council. Comprised of 300
members representing some of the region’s
largest employers, including Delta Airlines and
Georgia-Pacific, the council meets every other
month and hosts a number of high-profile
events throughout the year. Council members
make connections locally and globally in
support of three objectives:


attracting foreign investment and jobs into
metro Atlanta



helping Atlanta-area companies expand
their business abroad



helping newly landed foreign companies
continue to grow in Atlanta

Council members are surveyed to capture as
much detail as possible about their areas of
expertise and other information, including
languages spoken within the company. This
information is entered into a secure database
which allows MAC to quickly provide a foreign
company looking to invest in the metro Atlanta
area with industry-specific contacts.

Current economic development practices have moved
beyond business attraction and site development.
They now include such functions as entrepreneurship
Source: MAC website
and innovation, economic gardening, workforce
development, small business development, and
tourism promotion. The Dallas-Fort Worth region has a robust network of service providers that fill many of
these roles. To avoid duplication, the City of Arlington should leverage partnerships with area providers to
enhance its economic development program and prospects.
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Actions:
1. Maintain and leverage the city’s strong partnership
with UT-A.


Actively support UT-A’s quest to become a Tier 1
research university.



Highlight UT-A’s assets prominently when selling
Arlington to prospects. Involve UT-A directly in
the selling whenever possible.



Support efforts to elevate UT-A as a prominent
player in the region’s innovation economy
through its research as well as its technology
transfer and commercialization.



Support UT-A’s transition from a commuter
campus to a residential campus through highimpact community development projects,
particularly in downtown (See Goal 3).

2. Tap into the network of service providers to support
new and existing businesses in Arlington. Potential
partners include the following organizations:


Workforce development: UT-A and Workforce
Solutions



Entrepreneurship: Arlington Chamber of
Commerce, UT-A, LaunchDFW, DFW Start-Up
Weekend, Entrepreneurs Organization Dallas, TiE
Dallas

FORT COLLINS, CO
UNIVERSITY CONNECTIONS
Sparked by an informal conversation between
the city manager of Fort Collins, Colorado, and
the president of Colorado State University
(CSU), UniverCity Connections is a coalition of
foundations, higher education, and local
government seeking to create positive
connections among three community assets:
CSU, downtown Fort Collins, and the Poudre
River.
Since its formation in 2006, the partnership and
its stakeholders have envisioned and
implemented a number of ideas designed to
enhance the attractiveness of the Poudre River
for residents and visitors, spur infill and
redevelopment in the downtown/CSU area,
establish a downtown “Brewery District,” and
help realize the creative arts as an economic
driver, including the creation of the Arts
Incubator of the Rockies.
Encouraging sustainable development through
programs and promoting the city’s unique
brand are important elements of the initiative.
Source: http://www.univercityconnections.org/



Small business support: SBDC, SCORE, and
ACCION Texas



Other technical assistance: TMAC, Arlington Chamber of Commerce

3. Enhance the city’s Business Retention and Expansion and Business Recruitment programs through
partnerships.


Use the existing networks, such as the Chamber and GSWIDA, to distribute the BRE survey.



Assemble a team of community leaders to assist in conducting business visits as part of the BRE
program, as needed.



Partner with regional chambers and near-by communities to enhance external marketing efforts.
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Use teams of community leaders to sell Arlington to prospects. Team members could be drawn from
the city’s Economic Development Committee, and/or the Global Business Council.

4. Leverage the city’s economic development resources through a strong partnership with the private
sector.


Develop strong relationships with the private sector and clearly communicate the city’s vision and
opportunities (See Goal 1, Strategy 1)



Create and adopt a public-private partnership policy to define the city’s purpose and parameters for
entering into these partnerships.



Be a strong partner to the private sector through a wide range of activities, from providing project
management assistance on key projects to making active investments in projects.
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GOAL 2. TRANSFORMATIONAL REDEVELOPMENT
The rejuvenation and transformation of key economic centers into vibrant destinations
Like many Metroplex cities, one of the primary challenges facing Arlington is the fact that the city is largely
built-out. According to the city’s most recent Annual Growth Profile, the city had slightly more than 11,200
acres of vacant land in 2012, roughly 22 percent of the total developable land area. The largest share of vacant
developable land—more than 4,000 acres—is zoned Planned Development (PD), with the lion’s share slated
to be part of the Viridian PD, a master planned community in north Arlington. An additional 1,600 acres of
vacant land (roughly 14 percent of total vacant land) is zoned for agricultural uses. However, this designation
is often applied to annexed parcels which are then rezoned at some future date.
In addition to the challenges created by the
city’s approaching build-out, a large share
of Arlington’s existing hardscape was built
during periods of rapid growth in the 1970s
and 80s. As a result, much of the city’s
development and related infrastructure is
aging and in need of improvement. While
the city is not facing the massive task
confronting older communities in other
parts of the US, redeveloping older
properties and targeting infrastructure
repairs and replacement must be part of the
mindset.

FIGURE 4. VACANT LAND

As a result of the lack of large greenfield
sites and the aging of the city’s buildings
and infrastructure, redevelopment will be a
Source: City of Arlington, Community Planning & Development
large part of Arlington’s economic
development program. The areas targeted for evaluation as part of this planning process should be the
starting point for a transformational strategy:


Downtown/UT-Arlington. Recent development projects have helped generate interest in this area. A
focus on creating better linkages and attracting missing services, including professional services,
residential offerings, shopping, and lodging, will be key to creating a vibrant center for employment,
housing, and nightlife.



Great Southwest Industrial District. With the majority of buildings more than 30 years old and pockets
of chronic vacancy, this property has slipped relative to other industrial properties in the Dallas-Fort Worth
area. Making use of existing tools, such as the unused management district designation, and putting in
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place new tools, like a fund to mitigate the costs associated with bringing buildings up to code, will be
required to maximize the potential of this regionally significant property.


Entertainment District. Arlington’s entertainment district boasts assets that would be the envy of any
major city; its sports stadiums and related attractions bring in roughly 8 million visitors annually and make
the city an internationally recognized destination. Leveraging these assets will require a vision beyond
simply maximizing the area’s hospitality and leisure potential. The addition of high-end lodging and
residential offerings, along with the attraction of major employers, must also be emphasized.



Lamar/Collins Overlay Area. With aging apartment complexes, low income levels, and high crime rates,
this area has suffered from disinvestment over the past few decades. However, planned projects,
including the East Lamar Redevelopment Project—a 66-acre project featuring market-rate apartments,
structured parking, and walking trails—could help attract other investors to this troubled area of the city.
Supporting major catalyst projects and maximizing the controls provided under the existing overlay
district will be critical to transforming this area.

The strategies and actions outlined below provide a
structure for creating a sustainable urban core.
Supported projects should help build the city’s urban
core by contributing to the property tax base and
emphasizing density, where applicable. Creating a
quality of place—one that helps retain existing
residents and attracts new people to the city—should
be the ultimate objective in any development or
redevelopment plan.

STRATEGY 1. ALIGN REDEVELOPMENT
STRATEGIES AND ECONOMIC DEVELOPMENT PRIORITIES
Given the limited number of greenfield sites,
maximizing the potential of infill and redevelopment
projects should be emphasized. This means ensuring
city policies are in place to encourage development
that furthers economic development goals, such as
creating employment centers, enhancing the tax
base, and providing opportunities for higher wage
jobs.

PORTLAND DEVELOPMENT COMMISSION
COMMERCIAL PROPERTY REDEVELOPMENT
LOAN PROGRAM
The Commercial Property Redevelopment Loan
Program was created by the Portland
Development Commission (PDC) to further
economic
development
in
designated
commercial areas or corridors by filling the gaps
between available financing and project costs.
Typically, the PDC provides 10-20 percent of
project funding for property development or
rehabilitation that reflects the strategic priorities
of PDC. Eligible projects include specific
business categories, such as target or highgrowth industry clusters, as well as projects that
support historic preservation, transit-oriented
development, and green building practices.
Between July 2009 and July 2012, the PDC
invested $28.4 million through the program,
leveraging an additional $179.1 million of
private capital, a 1:6 ratio.
Source: Portland Development Commission website and
Economic Development Strategy: Three-Year Status
Report, July 2012.
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Actions:
1. Create a clear framework for advancing
redevelopment projects that meet economic
development goals.


Evaluate potential infill/redevelopment sites to
better understand the current conditions and
determine if there are barriers that need to be
mitigated for development to occur.



Review the city’s development process and fee
structure to ensure that they encourage
redevelopment. For example, impact fees put in
place to manage greenfield growth can inhibit
redevelopment. Continue to offer a fast-track
process
for
particularly
high-impact
redevelopment projects.



Identify nodes of underutilized and/or poorly
maintained parcels, and explore the possibility of
land assembly to provide the ability to influence a
larger scale catalyst project.



Structure clear guidelines that define the city’s
role as a partner in redevelopment projects. Use
successful public-private partnerships as models
for formulating these guidelines. (See Goal 1,
Strategy 3).



Establish specific thresholds in terms of economic
development metrics that redevelopment/infill
projects must meet to receive priority status.

2. Participate in and promote redevelopment projects
that meet economic development priorities.


Work with area developers and brokers to identify
and conceptualize redevelopment projects that
promote growth in target industry sectors.



Incorporate Class A office and corporate campus
plans into mixed use projects where possible—
particularly in entertainment district.



Explore the potential of infill and redevelopment

CITY OF SAN ANTONIO
INNER CITY REINVESTMENT INFILL POLICY
The City of San Antonio’s Inner City Reinvestment
Infill Policy (ICRIP) was created as part of a
comprehensive strategy to prioritize public and
private sector investments within specific areas of
the city. The goal of the policy is to coordinate and
concentrate public incentives in these areas in
order to improve the utilization of vacant and
underused properties, enhance and rehabilitate
existing structures, and support the city’s business
recruitment and assistance efforts.
Target areas are identified using a proprietary
market value analysis (MVA) tool developed by
The Reinvestment Fund and the University of
Texas at San Antonio. The MVA uses spatial and
statistical cluster analysis to characterize local
markets in terms of their ability to support healthy
growth. Addressing barriers to development in
these areas is a core objective and the ICRIP is
designed to bring “all the tools in the toolbox” to
the challenge. Examples of strategies include
zoning, timing of infrastructure, parking
incentives, financing tools, and dedicated staff
support for regulatory and procedural issues.
Supporting initiatives include a searchable online
database of city-owned properties for sale and the
adoption of the San Antonio Development
Agency’s (SADA) Real Property Disposition Plan
which prioritizes the disposition of SADA-owned
properties for development of affordable or atmarket-rate
housing. Increasing investor
confidence and encouraging stakeholder
involvement are key elements of the program.
Source: Inner City Reinvestment Infill Policy (no date),
accessed at http://www.sanantonio.gov and case
studies of The Reinvestment Fund’s Market Value
Analysis tool at www.trfund.com.
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as a strategy for retaining existing businesses that are in expansion mode. This approach can help keep
successful companies from going elsewhere in the region and promote a “business friendly” image for the city.

STRATEGY 2. STRENGTHEN TOOLBOX FOR INFILL AND REDEVELOPMENT
PROJECTS
Infill and redevelopment projects frequently face a number of barriers relative to greenfield sites. For example,
they can face higher land acquisition costs and development costs because of surrounding uses,
contamination, or the effects of market speculation.
This tendency, coupled with the difficulties in establishing the market value of the finished development, can
make infill and redevelopment projects difficult to finance through traditional means. Identifying and
mitigating barriers to development can help increase the likelihood of success.
Actions:
1. Establish a straight-forward, transparent, and predictable incentives program to attract new and
expanding businesses to redevelopment areas. (See Goal 1, Strategy 3)
 Create a framework for the prioritization of available incentives and resources, including specific
criteria that must be met to qualify for incentives. A market based approach, such as the market
value analysis tool created for the City of San Antonio (see case study on previous page), is one
example.


Modify the existing tax abatement guidelines to increase the differential between investing in a
targeted area versus the rest of the city.



Ensure that target areas align with existing plans and the vision of stakeholders to the extent possible.



Promote identified areas and available sites to prospective developers.

2. Expand Arlington’s toolbox to include a variety of tools to address barriers to infill and redevelopment.


The city already utilizes most of the tools available. Consider the use of other incentives including:
 New Market Tax Credits: These credits are available for commercial projects that benefit lowincome areas. These credits could help fund new commercial market rate projects in areas such as
the Lamar/Collins area.
 A dedicated economic development investment fund: A sub-set of this fund could be used to offset
costs of upgrade buildings to meet code requirements or to support desirable infill and
redevelopment projects by providing access to capital.
 Special fee waivers for projects in the target redevelopment areas.



Create a tax increment reinvestment zone for the Great Southwest Industrial District, or activate the
existing municipal management district. (See GSW Study Area profile, Strategic Considerations),
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Work with the private sector or other partners to facilitate land assembly for larger projects. Where
necessary or where an extraordinary
opportunity exists, use land banking as a tool
to assemble land.
OKLAHOMA CITY “MAPS”

STRATEGY 3. IDENTIFY AND ADVANCE
CATALYST PROJECTS
Unlike traditional real estate ventures, catalyst
projects offer the potential to engage stakeholders
and help redefine a community or region. These
high-impact projects typically generate substantial
returns—in employment or tax revenue or both—
and often jumpstart development in the surrounding
area. Because of the scale, public-sector involvement
may be required to bring some projects to fruition.
This involvement can range from marketing the
project to providing subsidies to land acquisition.
Actions:
1. Set the stage for the advancement of priority,
high-impact projects.


Establish specific criteria for prioritization of
potential projects:
 Leverage Will this project generate a
response from the private sector? Will
the city’s investment attract other
investors?
 Focus Is the project well defined?
 Impact Does it create well-paying
jobs? Enhance the tax base? Spur
private investment?
 Funding Does it align with priorities of
potential funding organizations (e.g.,
the US Economic Development
Administration, other federal/state
programs)?

Now in its third iteration, Oklahoma City’s
Metropolitan Area Projects program, better
known as MAPS, has become a nationally
recognized model for financing public facilities.
Funded through a temporary one-cent sales
tax, the first MAPS program resulted in the
debt-free construction of $350 million in public
facilities—most in the city’s urban core—in just
over a 10-year period.
Approved by voters in December 1993, the
original MAPS tax generated $309 million in
direct revenues during the 66 months it was in
effect and an additional $54 million in interest.
The MAPS projects were also linked to
additional $600 million investment in the
downtown, planned over the same period.
MAPS for Kids (MAPS 2) raised $514 million for
Oklahoma City public schools, along with a
$180 million bond. MAPS 3 is expected to raise
$777 million between April 2010 and December
2017, which will be used to make a number
quality of life improvements, including a new
downtown convention center and public park,
improvements to the Oklahoma River and State
Fairgrounds, trail and sidewalk construction,
and the introduction of a rail-based streetcar
system.
Proposed MAPS projects were reviewed by an
11-member Citizens Advisory Board. Eight
citizen sub-committees were appointed to
provide additional input to the Advisory Board.
Source: http://www.okc.gov/MAPS

 Local considerations Is there political
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and community support? Does it link with community development priorities?
 Market viability Will the private sector support it?
 Schedule Can it be achieved within a realistic timeframe?


Work closely with the Economic Development Committee (See below) to define a project list.



Where applicable, provide resources needed to vet potential projects (i.e., staff time, feasibility studies,
due diligence, etc.)



Put in place policies and tools that promote and encourage the advancement of the catalyst projects.

2. Create a structure for identifying and vetting other potential projects beyond those identified to date.


Participate in broad regional planning initiatives. Wider involvement with regional partners can inform
potential projects and position the city for a leadership role in those projects.



Use the Economic Development Committee as a sounding board for catalyst projects. The functions of
the committee will be to:
 Build support for existing catalyst projects and for a more active role for the city in advancing
selected projects.
 Identify and conceptualize other catalyst projects on an on-going basis, determine feasibility
of those projects, and prioritize them using the evaluation criteria.
 Advance projects by building community support for projects, identifying funding sources,
and designating project teams to ensure the project is realized.

3. Support the Economic Development Committee’s activities to move projects forward.


In partnership with committee members, work closely with the appropriate stakeholders to raise
awareness of projects and potential benefits.



Act as an advocate for projects with committee members where political support or political action is
needed.



As needed, use the resources of the city to help advance priority projects.
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GOAL 3. HIGH-IMPACT COMMUNITY DEVELOPMENT
The creation of the amenities and assets that will secure Arlington’s position as a major
activity hub in the Metroplex
Always an important consideration, the availability of skilled labor has emerged in recent years as an essential
factor in corporate location decisions (see Figure 5). Competitiveness is no longer defined simply by the ability
to provide sites in an industrial park, but rather the ability to support innovative companies and talented
workers. Under this model, the retention and attraction of businesses is directly tied to the attraction and
retention of talent. This is, in turn, is heavily influenced by the “quality of place”.
As a result, a comprehensive approach to economic development must balance traditional business
recruitment and retention strategies with those that focus on retaining and attracting people. This is
particularly true in a competitive environment like the Metroplex. Without an attractive quality of place and
world-class amenities, the city’s capacity to support existing and future employers could be compromised.
The concept of quality of place is outward looking, compared with the more traditional notion of quality of
life. The latter seeks to build on the things that are important to current residents, while a place orientation
focuses on enhancing the area’s diversity of options that will appeal to a broad audience. The idea of quality of
place encompasses a range of amenities and touches on topics ranging from entertainment to housing to
education. For Arlington to fulfill its potential as an economic powerhouse in the region, concerted attention
to quality of place will be essential. The strategies outlined below suggest a framework for raising the bar.
FIGURE 5: TOP LOCATION DECISION FACTORS, SURVEY OF CORPORATE DECISION MAKERS
TOP LOCATION DECISIONS

2012

2011

2010

2009

2008

2007

2006

2005

Labor Costs

1

2

T

2

1

2

2

1

2

Highway Accessibility

2

1

1

2

1

1

2

1

Availability of Skilled Labor

3

2

7

6

6

4

8

3

Availability of Advanced ICT Services

4

–

–

–

–

–

–

–

Occupancy/Construction Costs

5

5

4

7

3

5

7

7

Energy Availability & Costs

6

7

9

4

5

3

9

10

Corporate Tax Rate

7

4

6

5

8

7

3

6

Available Buildings

8

–

–

–

–

–

Tax Exemptions

9

8

3

3

Low Union Profile

10

10

–

–

T

–

–

4

10

T

6

8

9

10T

–

–

Source: Area Development Magazine, Corporate Surveys, 2005 to 2012 as presented by Jennifer Zeller of Georgia Power at EMSI 2013
Annual Conference. Notes: ICT = information and communication technology; – Not in top-10 factors for year shown; T = Factors tied
for second place.
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STRATEGY 1. PROMOTE DEVELOPMENT OF DIVERSE HOUSING PRODUCTS
The concept of quality of place is also closely linked to housing. Many Dallas-Fort Worth area communities are
skewed toward single-family detached housing because of their origins as suburbs. As these communities
mature, they draw in new businesses and residents who bring with them a variety of experiences and
preferences with regard to housing. Ensuring that Arlington offers a strong mix of housing options, including
multifamily, townhomes, and downtown living, should be an essential element of this high-impact
community development strategy.
Actions:
1. Support high-impact housing projects in Arlington that will be market makers.


Continue to support Viridian, Tierra Verde, and the Lamar/Collins project.



Encourage the development of a downtown urban apartment project that would appeal to UT-A
graduates and other young professionals in the Metroplex.



Incorporate a range of housing products in the Entertainment District.

2. Keep Arlington’s mix of housing healthy and diverse. Accomplish this by increasing the momentum
around the renovation or redevelopment of aging multifamily housing projects and low-density housing.


Create a clear policy and toolbox for encouraging the construction of high-quality housing in targeted
redevelopment areas where appropriate.



Consider creating a fund to fill the gap between construction costs for infill and redevelopment
projects—which tend to be significantly higher than greenfield development — and loan amounts
available through commercial lenders.



Conduct on-going outreach and relationship building with developers active in the DFW area to sell
Arlington as a destination for high-quality, market rate housing projects.
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STRATEGY 2. COLLABORATE WITH KEY STAKEHOLDERS TO IMPROVE THE
PERCEPTION OF ARLINGTON ISD
A quality school district is a key consideration for many when choosing a place to live. Four different school
districts are or will be represented in the City of Arlington—Arlington ISD, Mansfield ISD, Kennedale ISD, and
soon Hurst-Euless-Bedford ISD. Arlington ISD, however, covers the vast majority of the city’s residents.
Figures from the city’s most
FIGURE 6. SELECT DFW SCHOOL DISTRICT RANKINGS
recent
satisfaction
survey
TEXAS
(published in February 2013)
RANK
#
(OF 933)
DISTRICT
STUDENTS
indicated a high level of
approval for Arlington ISD.
594
Arlington Independent School District
64,484
Among residents with children
21
Frisco Independent School District
37,279
attending Arlington ISD, nearly
132
Keller Independent School District
32,746
one-half (47 percent) were “very
140
Grapevine-Colleyville Independent School District
13,670
158
Plano Independent School District
55,568
satisfied” with the quality of
166
Mansfield
Independent
School
District
32,251
education, and another 40
268
Hurst-Euless-Bedford Independent School District
21,046
percent
were
“somewhat
328
Kennedale Independent School District
3,185
satisfied.” However, Arlington
583
Grand Prairie Independent School District
26,532
ISD ranks fairly low when
752
Fort Worth Independent School District
81,651
compared to its surrounding
780
Irving
Independent
School
District
34,243
communities and some of its
Source: National Center for Education Statistics, U.S. Dept. of Education, and Texas
peers. While this ranking system
Education Agency via SchoolDigger.com
does not necessarily correspond
with the reality of AISD, this
system is a tool that is used by site selectors and companies to evaluate communities. These rankings also
contribute to perceptions held by families looking at the Metroplex for relocation.
In 2012, Arlington ISD launched its 3-year strategic plan: Achieve Today. Excel Tomorrow—a concerted effort to
become recognized as a premier school district. It aims to accomplish this through developing inspired
learners, having effective leadership, and enhancing its community. As it implements this strategic plan,
Arlington ISD is taking bold steps towards transforming itself into a model of 21st Century education.

THEORY INTO PRACTICE

PAGE | 31

ECONOMIC DEVELOPMENT STRATEGIC PLAN

PREPARED FOR THE CITY OF ARLINGTON

Actions:
1. Convene stakeholders to identify regional
resources to support excellence in Arlington’s P12 education system.


Encourage Arlington ISD to join the North
Texas P-16 Council.



Identify gaps in resources, and create a plan to
help Arlington ISD connect with needed
resources.



Help link innovative initiatives within
Arlington ISD to community support through
organizations such as the Arlington Tomorrow
Foundation, GM’s Community Affairs, JP
Morgan Chase Foundation, and Educate
Texas.

2. Ensure career and technical education is aligned
with the workforce needs of regional businesses.


Encourage Arlington ISD’s participation in the
Regional Workforce Development Taskforce
on the sector councils that apply to Arlington.



Help Arlington ISD and the regional service
center engage the city’s largest employers, to
understand how the implementation of HB-5
can help create a pipeline of talent for those
employers.



Assist Arlington ISD in tailoring its
specialization tracts that are part of its dualcredit and Early College High School to be as
responsive to employers’ needs as possible.



Partner with Workforce Solutions to ensure
Arlington is involved in their initiatives to
align employers’ needs with workforce
development and education.

ACHIEVE TODAY. EXCEL TOMORROW.
ARLINGTON INDEPENDENT SCHOOL
DISTRICT (AISD)
As part of their 2012-2015 strategic planning process, (Achieve Today. Excel Tomorrow.), the AISD set
out to prepare graduates to excel in higher
education or the career of their choice. A number of
programs are designed to meet this goal:
CTE Dual-Credit Program: For this initiative, the
AISD career and technical education department
partnered with Tarrant County College to offer
Certificate of Completion dual-credit programs.
Areas of study include Automotive Engine Analysis,
Fire/EMT, and Welding, among others. Programs
give students 15 to 30 hours of college credit to
apply toward an associate degree.
Early College High School (ECHS): Also in partnership with Tarrant County College, ECHS is a Texas
Education Agency designation which allows
innovative schools to provide students, who would
not otherwise consider attending college, with an
opportunity to earn a high school diploma and up to
60 college credit hours. The program begins in fall
2014 and will consist of approximately 100 freshman
students.
Paving the Road to College and Career Readiness:
Paving the Road to College and Career Readiness is
an AISD program designed to use effective teaching
and leadership to better equip students to extend
their educational path. The initiative includes a
comprehensive, year-round, test preparation
program to ensure students have higher
achievement on college entrance exams and to
increase the number of AISD National Merit scholars.
Source:
http://www.aisd.net/information/strategic_plan.aspx.

3. Promote and publicize the strengths and innovative initiatives at Arlington ISD.


Help Arlington ISD tell the story of its successes, such as its International Baccalaureate program and
the launch of its Early College High School and dual credit programs.
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Feature information on Arlington’s education options that highlights Arlington ISD’s strengths on the
Office of Economic Development website.



Publicize Arlington ISD’s innovative programs that support workforce development in the Office of
Economic Development’s eNewsletter and/or blog.



Provide Arlington ISD an opportunity to sell its assets to prospects looking to locate in Arlington.



Support Arlington ISD’s initiatives to engage the community.

STRATEGY 3. PRIORITIZE PROJECTS THAT HELP TRANSFORM ARLINGTON’S
QUALITY OF PLACE
The notion of quality of place requires economic development practitioners to take an outward-looking
stance. This approach means viewing local assets in terms of their ability to meet the needs of existing
residents, as well as students and visitors. Under this framework, fundamental aspects of place, including
downtown, tourism destinations, and higher education institutions, take on a new significance. They serve as
both an amenity for Arlington residents and as a means for enticing others to the city, whether for a brief or an
extended stay. The city should support the efforts of organizations and initiatives connected with these highimpact assets.
Actions:
1. Partner with appropriate groups to identify priority projects to vet.


Challenge the Economic Development Committee to identify projects that will enhance Arlington’s
quality of place.



Work with the Downtown Arlington Management Association to identify catalyst projects to attract
investment and enhance the quality of place of downtown. Focus on truly mixed-use development
that incorporates high-density housing that appeals to young professionals and empty-nesters.



Partner with the Convention and Visitors Bureau to form a tourism task force to identify projects that
will capture visitors’ spending and increase their length of stay.



Establish a mechanism by which community groups and stakeholders can submit ideas to be
evaluated.

2. Continue to strengthen the connection between UT-Arlington and the community at-large.


Actively partner with UT-A to hasten its transition from a commuter school to a residential campus.



Continue to support the growth of the Downtown/College Park District to create a more uptown feel,
attractive to students and recent graduates.



Work with UT-A and Arlington employers to create meaningful internship opportunities, develop
work-based learning experiences, and help connect UT-A students and grads with Arlington-based
companies.
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Support the Downtown Arlington Management Association in increasing community events and the
portfolio of unique establishments that would tie UT-A students more closely with the community.



Expand programs, such as the Urban Design Center, that provide students with opportunities to apply
their skills in a professional, real-world setting and to increase their connection with the community.



Collaborate with UT-A’s Division of Communications on the College Town UT-A newsletter to leverage
this communications channel to establish a stronger connection between students and the
community.



Work with UT-A to organize industry-focused events that will draw attention to UT-A’s research
strengths and aid the city’s economic development efforts.



Support UT-A’s efforts to launch a business incubator.
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ORGANIZATION & PROGRAMS
Economic development, particularly business attraction, is competitive on an international playing field.
Countries have crafted industrial policies to foster growth in key sectors. Within the US, most states have
identified target industries and are working aggressively to grow those sectors through business formation,
expansion, and recruitment. At the local level, communities are spending significant resources on economic
development as well. However, there is wide variation in those resources from state to state and community
to community.
Within the Metroplex, economic development is particularly competitive because of the number of
communities that have dedicated sales tax revenues for economic development. There are 64 cities with over
10,000 inhabitants, many of which have 4A or 4B (or both) corporations. The following two maps show the
locations of the region’s economic development programs with dedicated sales tax revenues.
4A CORPORATIONS IN DFW REGION

Source: Texas Comptroller of Public Accounts.
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4B CORPORATIONS IN DFW REGION

Source: Texas Comptroller of Public Accounts.

PEER COMPARISON
A recent report by Atlas Advertising found a clear correlation between communities’ economic development
budgets and economic development outcomes - jobs and capital investment announced. Communities that
spend $250,000-$499,000 annually, on average, announced 542 jobs and $219 million in investment.
Communities that spent over $2,500,000 annually, on average, announced 3,987 jobs and $499 million in
investment. 1
To gain an understanding of the kinds of resources Arlington competes against within the region, we looked
at peer cities. Most of Arlington’s peers spend over $2.5 million annually on economic development. In
addition, the communities have larger staffs dedicated to economic development.

1

Source: http://www.atlas-advertising.com/community-marketing-presentations.aspx
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Most of Arlington’s surrounding communities are staffed similarly to Arlington, but have significantly higher
budgets. Arlington’s neighboring cities, however, do not have economic development programs as
comprehensive as those of other communities. As a result, there is a significant opportunity for Arlington
to stand out among the mid-cities if it elevates its economic development to be more comprehensive
and aggressive.
PEER COMPARISON (LOCAL)
ORGANIZATION

STAFF

CITY OF ARLINGTON

4A/4B

2012
BUDGET

2010
POPULATION

3

—

406,000

365,438

CITY OF DALLAS

45

—

4,632,678

1,197,816

DALLAS REGIONAL CHAMBER

10

—

—

1,197,816

6

—

—

741,206

CITY OF FORT WORTH ECONOMIC DEVELOPMENT

71

—

5,129,598

741,206

FRISCO ECONOMIC DEVELOPMENT CORPORATION

8

4A

8,800,316

116,989

3.5

—

IRVING ECONOMIC DEVELOPMENT PARTNERSHIP

5

—

3,900,000

216,290

MANSFIELD ECONOMIC DEVELOPMENT
CORPORATION

4

4A

3,899,868

56,368

CITY OF PLANO

4

—

855,758

254,525

FORT WORTH CHAMBER OF COMMERCE

CITY OF GRAND PRAIRIE

—

175,278

Source: TIP Strategies Research, US Census Bureau.

While the City of Arlington’s Office of Economic Development executes many of the same functions as its
peers, there are two notable exceptions: target industry recruitment and international outreach. Although
Arlington does have target industries, it has not undertaken a concerted effort to market directly to decision
makers in those industries with the goal of recruiting them to Arlington.
In addition, some of the OED functions are limited due to capacity constraints. While the analytical capabilities
of the city are exceptional, they have not been utilized in support of economic development as fully and
regularly as they could be. Most of the OED’s marketing and lead generation is passive. The economic
development staff themselves describe their prospect management and business assistance to be largely
reactive. Finally, the business retention and expansion program could be expanded and some aspects, such as
relationship building activities, could be better formalized and tracked.
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MARKETING & LEAD GENERATION
SITE SELECTION & RELOCATION ASSISTANCE
INCENTIVES
INFRASTRUCTURE & TRANSPORTATION
REAL ESTATE & SITE DEVELOPMENT







INTERNATIONAL OUTREACH
BUSINESS RETENTION & EXPANSION



E-SHIP & COMMERCIALIZATION

UT-A

SMALL BUSINESS DEVELOPMENT

SBDC

TOURISM PROMOTION & MARKETING

CVB

PLACE MAKING & REDEVELOPMENT
















IRVING ECONOMIC
DEVELOPMENT PARTNERSHIP



CITY OF PLANO

TARGET INDUSTRY RECRUITMENT




MANSFIELD EDC

City /
Chamber

CITY OF GRAND PRAIRIE

POLICY & ADVOCACY

FRISCO EDC



CITY OF FORT WORTH

DATA COLLECTION & PUBLICATION

FORT WORTH
CHAMBER OF COMMERCE

ORGANIZATION

CITY OF ARLINGTON

PEER FUNCTIONAL COMPARISON






















































TALENT DEVELOPMENT & ATTRACTION
WORKFORCE DEVELOPMENT
K-12 SYSTEM SUPPORT & IMPROVEMENT

WFS







Source: TIP Strategies Research.
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It is also useful to look beyond the DFW region and understand how Arlington would compete with national
peers. If Arlington were a stand-alone city, not sandwiched in the Metroplex, it might compete with similarly
sized cities such as Wichita, St. Louis, Tulsa, and Tampa.
Most of the cities the size of Arlington have robust public/private partnerships that serve as regional chambers
of commerce or economic development organizations and cover multiple counties in the region. In St. Louis,
there is an Economic Development Partnership between the city and the county that provides economic
development services county-wide. There is also a regional chamber of commerce that covers the multicounty Greater St. Louis region.
The peer organizations have between 13 and 23 employees dedicated to economic development. The
budgets of the peers who made that information available are all over $2,500,000.
SUMMARY STATS FOR CITIES OF ARLINGTON’S SIZE
ORGANIZATION

TYPE

STAFF

OVERALL
BUDGET

2010
POPULATION

GREATER WICHITA ECONOMIC DEVELOPMENT
COALITION (WICHITA, KS)

Public/Private

23

n/a

382,368

TULSA REGIONAL CHAMBER (TULSA, OK)
GROWMETROTULSA

Public/Private

14

$2,555,685

391,906

TAMPA HILLSBOROUGH ECONOMIC
DEVELOPMENT CORPORATION (TAMPA, FL)

Public/Private

18

$2,940,747

335,709

ST. LOUIS ECONOMIC DEVELOPMENT
PARTNERSHIP (ST. LOUIS, MO)

Public/Private

13

n/a

319,294

Source: TIP Strategies Research.

As would be expected, Arlington’s peer organizations have more comprehensive economic development
programs. The table on the following page summarizes the functions that each of the peer organizations
execute.
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MARKETING & LEAD GENERATION
SITE SELECTION & RELOCATION ASSISTANCE
INCENTIVES

ST. LOUIS ECONOMIC
DEVELOPMENT PARTNERSHIP
(ST. LOUIS, MO)

TARGET INDUSTRY RECRUITMENT

TAMPA HILLSBOROUGH
ECONOMIC DEVELOPMENT
CORPORATION (TAMPA, FL)

POLICY & ADVOCACY

TULSA REGIONAL CHAMBER
(TULSA, OK)

DATA COLLECTION & PUBLICATION

GREATER WICHITA ECONOMIC
DEVELOPMENT COALITION
(WICHITA, KS)

PEER FUNCTIONAL COMPARISON (NATIONAL)



































INFRASTRUCTURE & TRANSPORTATION
REAL ESTATE & SITE DEVELOPMENT
INTERNATIONAL OUTREACH
BUSINESS RETENTION & EXPANSION
E-SHIP & COMMERCIALIZATION
SMALL BUSINESS DEVELOPMENT









TOURISM PROMOTION & MARKETING



PLACE MAKING & REDEVELOPMENT
TALENT DEVELOPMENT & ATTRACTION
WORKFORCE DEVELOPMENT










K-12 SYSTEM SUPPORT & IMPROVEMENT
Source: TIP Strategies Research.
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PROGRAMMATIC & FUNCTIONAL PRIORITIES
The table below summarizes in the first column what the OED is currently doing. The second column indicates
which are core functions of basic economic development programs. The fourth column indicates what the
Arlington city council identified as priorities. The final column indicates what TIP recommends that Arlington
do. The orange markers indicate that these functions can be accomplished through partnerships.
FUNCTION
DATA COLLECTION & PUBLICATION

CURRENT

CORE





COUNCIL
PRIORITY



TARGET INDUSTRY RECRUITMENT
MARKETING & LEAD GENERATION
SITE SELECTION & BUSINESS ASSISTANCE
INCENTIVES
INFRASTRUCTURE & TRANSPORTATION
REAL ESTATE & SITE DEVELOPMENT














INTERNATIONAL OUTREACH
BUSINESS RETENTION & EXPANSION



SMALL BUSINESS DEVELOPMENT
TOURISM PROMOTION & MARKETING







E-SHIP & COMMERCIALIZATION

PLACE MAKING & REDEVELOPMENT

RECOMMENDED



TALENT DEVELOPMENT & ATTRACTION







B-2-B RELATIONSHIP FACILITATION
WORKFORCE DEVELOPMENT



K-12 SYSTEM SUPPORT & IMPROVEMENT




Source: TIP Strategies Research.

In the table that follows, we have mapped these functions to programs. For each program, we have included a
description and sample activities. This map is meant to provide a guide for the city as it implements this
strategic plan.
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PROGRAMS

DESCRIPTION

SAMPLE ACTIVITIES

BUSINESS RETENTION
& EXPANSION

Keeps a pulse on
Arlington’s business
community members
and supports their
growth (big & small
employers/new &
established)

 Designs, conducts, and analyzes business surveys
 Schedules and conducts employer visits
 Identifies and works to address any challenges employers have
doing business in Arlington

 Connects businesses with resources to ensure needs are met
 Manages expansion or retention projects, providing assistance to
the business as needed

INDUSTRY
RECRUITMENT
(DOMESTIC)

Markets expansion or
relocation to
Arlington to
companies in target
industries

 Researches and stays abreast of trends in target industries
 Attends key trade shows to gain industry intelligence and forges
relationships with industry decision makers as well as site selectors

 Identifies companies who may be looking to expand in the near
future

 Prepares responses to Requests for Proposals from site selectors and
companies seeking new locations
INDUSTRY
RECRUITMENT
(INTERNATIONAL)

Markets expansion or
relocation to
Arlington to
companies in target
countries

 Identifies countries with which Arlington already has a strong
connection — through Sister Cities, through its residents, through
UT-A programs, or through its multi-national corporations. (Target
international markets)

 Conducts research on business practices in the target markets
 Researches and stays abreast of trends in the target international
markets

 Attends key trade shows to gain industry intelligence and forge
relationships with industry decision makers as well as site selectors
in the target international markets

 Identifies companies who may be looking to expand in the near
future

 Prepares responses to Requests for Proposals from site selectors and
companies seeking new locations
REDEVELOPMENT
AREAS

Markets opportunities
in redevelopment
areas to landowners,
developers, and
brokers

 Develops profiles of redevelopment areas to use to inform
landowners, developers, and brokers of opportunities and
incentives available in redevelopment areas

 Meets with landowners, developers, and brokers to raise awareness
of the opportunities

 Organizes familiarization tours to showcase key opportunities
 Develops a deep understanding of financial tools that can be used
to support redevelopment projects

 Proposes (internally) financial structure for any city participation in
projects

 Runs supporting financial models to test feasibility and measure
return
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DESCRIPTION

SAMPLE ACTIVITIES

Manages projects
related to expanding
or relocating
businesses and
significant
development projects
that will help
Arlington meet its
economic
development goals
Supports the
Economic
Development Office
by providing relevant
research and data

 Helps identify suitable sites
 Helps structure incentives proposal and performance agreement
 Works as a liaison with Community Development & Planning, Public
Works, city council, and other city departments to ensure that the
project moves efficiently and predictably through the development
and incentives process

 Performs in-depth analysis to track progress, evaluate strategies,
and inform decision making

 Performs data analysis and prepares studies to inform activities of
other program areas

 Provides necessary community data and analysis for responses to
RFPs, for the website, and for the community profile
FINANCE & BUDGET

MARKETING &
COMMUNICATIONS

Manages, tracks, and
reports all financial
aspects of the
Economic
Development Office

 Manages special financing districts and other funds
 Performs fiscal and economic impact analyses for projects

Manages the
brand/image and
messaging of
Arlington’s economic
development
program








(including estimates of ROI)

 Tracks the department’s revenues and expenses
Creates collateral
Maintains an up-to-date website
Seeks co-marketing opportunities
Supports recruitment efforts
Maintains a social media presence
Writes press releases and manages general public relations
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STUDY AREAS
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STUDY AREAS
As part of the Economic Development Strategic Plan, TIP evaluated the city’s targeted redevelopment areas
and made strategic recommendations for each area. The profile for each study area includes a vision for the
area, a snapshot of ownership and current uses, an overview of special districts and tools used in the area, an
inventory of recent and current projects in the area, and strategic considerations.
The targeted redevelopment areas profiled were:


Downtown



The Great Southwest Industrial District



The Entertainment District



The Lamar / Collins Overlay



The Airport Overlay

LAMAR / COLLINS

DOWNTOWN
ENTERTAINMENT
DISTRICT

GSW

AIRPORT
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DOWNTOWN
A vibrant destination for residents, families, students, artists, visitors, and entrepreneurs

THE VISION
As the historic center of Arlington, downtown will solidify its position as an activity hub. Adjacent to the
university, it plays a pivotal role in maintaining the city’s “college town” environment. As the university
transitions from a commuter school to a residential campus and Tier 1 research institution, the downtown will
play an increasing role in student life—housing, shopping, dining, and entertainment. The amenities that
support students will also support recent graduates and young professionals. With greater density and a
critical mass of urban amenities, downtown will also become more attractive to employers.
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SNAPSHOT OF OWNERSHIP AND USES
The downtown area consists of 435 acres in the heart of the City of Arlington. Division Street and Abram Street
serve as the primary East-West corridors, and Center Street and Mesquite Street serve as the primary NorthSouth corridors. UT-Arlington is the largest anchor of the downtown area, while the City of Arlington’s
municipal buildings serve as a secondary anchor.
The vast majority of the parcels are
under local ownership. Over 85
percent of the land area is owned by
someone in the DFW region; only 10
percent of the land area is owned by
someone who lives outside of the
state of Texas. This distribution may
help avoid some of the chronic
issues of absentee landlords.

FIGURE 7. TOP TEN LANDOWNERS IN DOWNTOWN
State of Texas

LAND AREA
(ACRES)

OWNER

60

PERCENT
(%)
13.7%

City of Arlington

49

11.3%

Board of Regents, UTA

19

4.4%

Breof East Border LP

16

3.6%

First Baptist Church Arlington

14

3.2%

Arlington Senior Housing LP

9

2.0%

First United Methodist Church Arlington

8

1.9%

County of Tarrant

7

1.6%

Afallon Investments Inc.

5

1.2%

The largest land owners are public
5
111 Realty Investors LP
1.2%
entities—the State of Texas (as
Source: City of Arlington, Tarrant County Assessment District.
owner of UT-Arlington), the City of
Arlington, and Tarrant County (see
Figure 7). These public entities account for almost one-third of the land area in downtown. Other non-profits
and churches account for another 10 percent of the land area. This means that over 40 percent of the land
area downtown is exempt from property taxes. There are only four private individuals or corporations that
own more than 5 acres of land in downtown.
FIGURE 8. SUMMARY OF LAND USE IN DOWNTOWN
TOTAL VALUE
(DOLLARS)

LAND USE DESCRIPTION

Vacant-Undevelopable

$164,804

Vacant-Developable

PERCENT
(%)

$9,772,829

Single Family

0%

LAND AREA
(ACRES)
0.9

PERCENT
(%)
0%

4%

39.2

9%

$6,112,264

2%

20.8

5%

Multifamily

$25,454,558

10%

22.2

5%

Office

$58,868,709

23%

61.6

13%

Institutional

$78,829,122

31%

168.6

37%

$180,912

0%

0.4

0%

Entertainment/Recreation
Commercial/Retail

$52,228,883

21%

112.0

24%

Transportation/Utilities/Communication

$4,953,544

2%

12.8

3%

Manufacturing/Warehouse/Industrial

$5,414,497

2%

16.0

3%

Park/Open

$417,964

0%

2.1

0%

Mixed Use

$9,500,000

4%

3.2

1%

TOTAL

$251,898,086

459.9

Source: City of Arlington, Tarrant County Assessment District.
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By assessed value, the downtown area
represents $252 million (see Figure 8,
previous page). Office, commercial,
and institutional uses account for over
$50 million each of assessed value in
the downtown. In all, office and
commercial account for 44 percent of
the total value in downtown.
Multifamily uses account for another
$25 million, or about 10 percent of the
total value in downtown.
Currently, only 39 acres remain vacant
and developable. However, downtown
contains a large number of parcels
used for relatively low-density / lowintensity uses.
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FIGURE 9. SUMMARY OF ZONING BY CATEGORY
LAND AREA
(ACRES)

PERCENT
(%)

110

24.0%

Light Industrial

56

12.2%

Multifamily

32

7.0%

Duplex

22

4.8%

Planned Development

15

3.3%

Community Service

10

2.2%

Neighborhood Service

3

0.7%

Office

3

0.7%

Landmark Preservation

3

0.7%

ZONING DESCRIPTION

Downtown Neighborhood Overlay:
Business

Residential
Downtown Business
UTA
Mixed Use

1

0.2%

108

23.5%

89

19.4%

7

1.5%

Source: City of Arlington

In terms of zoning, the overwhelming
majority of the land is designated as downtown business and business categories (see Figure 9), which allows
for a wide range of institutional and commercial uses as well as dense multifamily, in the case of downtown
business. Other uses cover a wide spectrum from light industrial (56 acres) to multifamily and duplex
residential (54 acres). The planned development and mixed use categories, which account for 22 acres, will
allow for some flexibility in uses of those designated areas.
SPECIAL DISTRICTS AND TOOLS
The Downtown Business District was established to aid in the revitalization of Arlington’s original urban core
by permitting uses that contribute to the area’s role as the “unique civic and ceremonial heart of the city.”
Among the permitted uses are specialized retail, cultural, commercial, office, research and development, and
institutional.
The Downtown Neighborhood Overlay District was established as an overlay zoning district to encourage
the revitalization of the area around the Downtown Business District into a high-density, pedestrian-oriented
neighborhood.
The Downtown Design Standards apply to both the Business District and the Overlay district. They were
created to establish an architectural character for downtown that would encourage high-quality and
pedestrian-oriented development.
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In terms of financing tools, the downtown area has both a Tax Increment Reinvestment Zone (TIRZ) and a
business improvement district (BID). The funds are managed by the Downtown Arlington Management
Corporation (DAMC).
The TIRZ in the downtown area, TIRZ 1, was established in 1998 and will expire in 2018. It was established to
provide a financing mechanism to facilitate redevelopment in the downtown area. As of September 2013, the
fund had accumulated almost $6.5 million. Since the establishment of the TIRZ, the area’s taxable value has
appreciated by $45.4 million, an increase of about 62 percent. Funds from TIRZ 1 have supported the
following projects:





the development of the Vandergriff Building
improvements associated with Center Street Station
annual payments for the parking garage associated with the College Park development
improvements at 300 E. Abram

The Downtown Arlington BID was established in 2010. Funds generated from the BID may be used for
marketing, economic development, security, and beautification.
In addition, the Building Facade Improvement Program provides funds to support redevelopment in the
downtown. The program is part of the city’s revitalization efforts in the Central Arlington Neighborhood
Revitalization Strategy Area. Non-residential property owners and business lessees are eligible to apply for
funds to be used for façade rehabilitation or repair and other exterior improvements.
RECENT AND CURRENT PROJECTS
DAMC and the City of Arlington have facilitated a number of projects in recent years that have contributed
significantly to the revitalization of downtown. These projects include:






College Park District
Levitt Pavilion
Various marketing initiatives: brand launch, banner program, other marketing and promotion
Beautification: litter patrol, installation of trash receptacles
Organization of multiple community events to draw people downtown

In addition, there are a number of other projects in the pipeline:


Abram Street Roadway & Streetscape Enhancements: as a continuation of the improvements made
to Center Street, the Abram Street improvements will expand Downtown’s connectivity and
walkability with a more continuous look and feel. The Abram Street improvements from Collins to SH360 were slated to begin at the end of 2013. The section of improvements to Abram from Cooper to
Collins will likely begin in 2015.
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Downtown Library Redevelopment: the library, which opened in 1973, currently sits on 3.5 acres in
the heart of downtown. While the presence of a library downtown is considered essential, there is the
potential to reinvent the library and put its current location to a more intense, urban use that would
be a major catalyst for downtown revitalization.

STRATEGIC CONSIDERATIONS


Work with DAMC, downtown developers, and downtown business owners to create a short-list of
desired tenants that would enhance the downtown experience. Partner with DAMC to recruit these
tenants to available sites and to new development projects. Downtown has a good mix of unique
establishments that can be used as a springboard for attracting other businesses appealing to the
college student and young professional demographics.



Develop a list of downtown office users. Identify which ones have multiple locations across the city or
in the region and work with them to consolidate their offices downtown. Use this strategy to generate
interest in developing office space downtown. Once office users express interest in consolidating
downtown, approach developers who might be interested in incorporating office space into their
mixed-use projects. Public sector office users could be a logical starting place.



Encourage the incorporation of office space in mixed-use projects that can accommodate a range of
business sizes, including later stage start-up companies that may spin-out of the Center for Innovation
or that are associated with UT-A. This will provide space that can be used as a landing pad for
companies graduating from nearby incubator/accelerator space, providing a more robust foundation
for an active entrepreneurial ecosystem.



Use city-owned land (Municipal Court and Library) as catalyst projects that will help downtown
revitalization projects reach critical mass. Market-rate housing and office space should be priorities. A
hotel could be another consideration.



Leverage existing and planned office space as part of the city’s efforts to attract and retain office users
and professional services.
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GREAT SOUTHWEST INDUSTRIAL DISTRICT
A leading manufacturing and logistics hub

THE VISION
The Great Southwest Industrial District (GSW) will re-establish itself as a premier location for manufacturing
and logistics in the nation. The transportation linkages present in Arlington and the DFW region provide GSW
with access to supply chains and markets that give it an unparalleled competitive advantage. The aging
infrastructure and buildings (which have led to a decline in rents and aesthetics) are steadily improved upon.
A strong partnership with the area’s property owners allows the GSW to be revitalized into a high-quality
location for globally connected companies—both small and large—in search of Class A facilities that
command premium rents.
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SNAPSHOT OF OWNERSHIP AND USES
GSW incorporates over 8,000 acres of land in both Arlington and Grand Prairie. The former comprises 3,611
acres and 23 million square feet, and the latter 5,500 acres and 35 million square feet. The Arlington portion of
the district is along SH-360 extending from Arkansas Lane to Brown Boulevard and includes a small segment
along I-20 between New York Avenue and SH-360.
FIGURE 10. TOP TEN LANDOWNERS IN GSW
Land ownership is dominated by General
LAND AREA PERCENT
Motors Co. and the Six Flags Fund II Ltd (see
OWNER NAME
(ACRES)
(%)
Figure 10). Together the two make up
249
7.94%
General Motors Co.
almost 15 percent of the total acreage with
217
6.93%
Six Flags Fund II Ltd.
Prologis
75
2.23%
just over 466 acres. The General Motors
City
of
Arlington
70
2.05%
land holdings consists of the 249 acre
64
1.58%
CLPF Pioneer 360 LP
Arlington Assembly Plant. The Six Flags
50
1.24%
Texas Turnpike Authority
Fund holdings include the 189 acre
Arlington MHP Ltd.
39
1.04%
amusement park as well as 26 acres of
Ken-Ran Development Inc.
33
0.98%
vacant land adjacent to the park. The
Western Investments Ltd.
28
0.88%
Prologis holdings are spread across nine
26
0.83%
BHP Sale Builders Hardware Ltd.
properties localized east of Great
Source: City of Arlington, Tarrant County Assessment District.
Southwest Parkway between Ave E and
Randol Mill as well as two significant parcels on Pioneer Parkway. The next largest owner, the City of Arlington, owns
almost 70 acres, which includes a large parking lot across from the Convention Center and a number of vacant
parcels along Timberlake Dr. The three-building Pioneer 360 Business Center, which is the fourth largest land owner,
is one of the newest complexes in GSW-Arlington with 1.1 million square feet of space on 64 acres. The Arlington
MHP and Western Investment parcels are mobile home parks located north of I-30 just east of Ballpark Way.
FIGURE 11. SUMMARY OF LAND USE IN GSW
TOTAL VALUE
(DOLLARS)

LAND USE DESCRIPTION
Vacant-Undevelopable

PERCENT (%)

LAND AREA
(ACRES)

PERCENT
(%)

$667,655

0%

Vacant-Developable

$40,185,120

3%

347.7

11%

Single Family

$85,139,771

7%

245.9

8%

Multifamily

$95,651,520

8%

192.7

6%

$151,189,721

13%

219.2

7%

$6,387,134

1%

32.4

1%

Office
Institutional
Entertainment/Recreation
Commercial/Retail
Transportation/Utilities/Communication
Manufacturing/Warehouse/Industrial

1%

$71,597,101

6%

247.6

8%

$265,631,454

22%

449.4

14%

$19,707,611

2%

54.7

2%

$451,238,955

38%

1,255.8

40%

$484,078

0%

27.9

1%

$–

0%

–

0%

Park/Open
Mixed Use
TOTAL

31.4

$1,187,880,120

3,104.6

Source: City of Arlington, Tarrant County Assessment District.
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The total assessed value of GSW is $1.2 billion (see Figure 11, previous page). Within the district, 75 percent of
the total value of the district is from commercial uses—office, commercial, transportation, and industrial.
Another 15 percent of the value is from residential uses. Almost 348 acres of GSW are vacant and developable.
There are 456 buildings in the core of Arlington’s GSW; the average age of these buildings is 36 years. In terms of
types, 62 percent are industrial, 15 percent office, and 24 percent flex. In terms of land value, Manufacturing/
Warehouse/Industrial accounts for almost 40 percent of the value in the area; Commercial/Retail accounts for 22
percent and Office accounts for 13 percent. 2
As of August 2012, 13 buildings had
been consistently vacant. Some of
the reasons stated for this include
lack of public transportation,
roadway, crime concerns, and code
issues.
Additional
contributing
factors include the type of building
being custom/specific, ownership
expectations, sale/lease limitations,
and the condition of the building. 3

FIGURE 12. SUMMARY OF ZONING BY CATEGORY
ZONING DESCRIPTION
Entertainment District:
Business

LAND AREA
(ACRES)

PERCENT
(%)

8

0%

Festival

338

11%

Industrial Manufacturing

560

18%

Agriculture

27

1%

Business

80

3%

Community Service

23

1%

1,576

50%

14

0%

Industrial Manufacturing
Light Industrial

143
5%
Multifamily
Over the past year, the industrial
68
2%
Manufactured Home
market in DFW has tightened,
4
0%
Neighborhood Service
reaching a total vacancy rate of 7.3
4
0%
Office
percent, which is the lowest level
112
4%
Planned Development
since the second quarter of 2001. 4
172
5%
Residential
Likewise, the market for product in
Source: City of Arlington
GSW has also tightened. As of August
2013, there were 16 buildings that were entirely vacant compared to 25 vacant buildings in August 2012.

In terms of zoning, 2,136 acres, or 68 percent, of the district is zoned for Industrial Manufacturing (see Figure
12). An additional 338 acres is zoned for Festival, which largely corresponds with the Six Flags Theme Parks. In
terms of residential uses, 143 acres is zoned for multifamily and 172 acres for other residential. In addition, 68
acres are zoned for manufactured homes. About 133 acres are zoned for other commercial uses, including
light industrial, office, and retail. Planned Development accounts for 112 acres of the district.

City of Arlington, City Council Work Session. Sept 4, 2012.
IBID.
4
CBRE. Dallas / Fort Worth Industrial MarketView. Q3 2013.
2
3

THEORY INTO PRACTICE

PAGE | 54

ECONOMIC DEVELOPMENT STRATEGIC PLAN

PREPARED FOR THE CITY OF ARLINGTON

SPECIAL DISTRICTS AND TOOLS
In 2003, the Great Southwest Improvement District was established by the Texas Legislature to promote,
develop, and maintain GSW. However, there was not enough support among property owners to levy an
assessment. The statute authorizing the district in the Texas Special District Local Laws Code is still in effect.
A portion of the district also falls into the Entertainment District Overlay. The Entertainment District Overlay
is intended to provide a more sustainable mix of uses and activities, while promoting high quality
development and an aesthetically pleasing environment in an area including two major sports venues, Six
Flags, and Hurricane Harbor.
RECENT AND CURRENT PROJECTS
Arlington has completed a number of projects in recent years. The city invested over $20.8 million in
improvements to 23 railroad crossing and to major corridors, including Stadium Drive (Division to Chapman
Cut Off), Six Flags Drive (Randol Mill to Division), Randol Mill (SH-360 to East City Limit), and Avenue F (Avenue
E to Great Southwest).
Other recent projects in the GSW area include the following:


Division Street / SH-360 Interchange: This project included the widening of SH-360, the rebuilding
of both the Division Street and Union Pacific bridges, and improving the frontage road and access
ramps between Abram and Galleria Drive. The construction was completed at the end of 2012.



Pioneer 360 Business Center: The former Forum 303 Mall was transformed into 1.3 million square
feet of office/warehouse space that is the largest LEED Gold Core and Shell Industrial project in Texas.
The $65 million investment was completed in 2008. The city provided a 10-year real property tax
abatement. Kaplan University was the first tenant to sign a lease. Other current tenants include
Stewart & Stevenson, Cardone, and ADPI.



Forum 303 Crossing: Approximately $22.5 million was invested to construct just over 500,000 square
feet of speculative office/warehouse space. The project was completed in 2009 by Panattoni
Development and was sold to Weeks Robinson Properties of Atlanta in 2011. Current tenants include
Pitney Bowes, Southpak, Sarnova, Tire Centers, and TSF Sportswear.



General Motors: GM recently completed a $240 million retooling of its assembly plant and a $200
million addition of a stamping plant.
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In addition, numerous projects are planned or underway. These include:


Abram Street (SH-360 to City Limits): This project will involve a street rebuild and widening from 4
lanes to 6 lanes along with drainage, water, and sewer renewals, as well as streetscape improvements.
The project began in 2012 and is scheduled to end mid-2014.



Park Row (SH-360 to City Limits): This project involves the rebuild of Park Row Drive. The project
began in 2013 and is scheduled to be completed in 2014.



Great Southwest Parkway (Avenue E to Abram Street): This project will involve rebuilding Great
Southwest Parkway from Avenue E to Abram Street, including water and sanitary sewer renewals,
pavement markings, and streetscape improvements. The project is expected to start in 2015 and end
in 2017.

STRATEGIC CONSIDERATIONS


Continue to track vacant properties and work in partnership with area brokers and developers to
conceptualize renovations or redevelopment options to increase the usefulness and value of these
properties. The consistently vacant buildings with rail accessibility should be a priority, as that access
provides them with a competitive advantage



Using the county’s parcel data and assessment information, map the deed dates and owners. This can
help identify investment hotspots as well as active investors who may be assembling larger parcels.
Target these hotspots and investors with outreach efforts to inform them of the city’s redevelopment
vision and tools to support it.



Create a grant fund dedicated to assisting tenants and landowners in upgrading older buildings to
meet code requirements.



Work closely with the GSWIDA to increase landowner participation and interest in the revitalization of
GSW. Identify potential landowners who could be champions for a plan to fund a management district
or another type of special district and create a working group to help forward the initiative. Creating
smaller sub-districts within the existing management district would likely be more feasible. Consider
creating one district on the north side of GSW around the oldest section (between Ave E & Randol Mill)
and a second district on the south side near Pioneer Parkway.



Assess the feasibility of establishing a TIRZ in a section of GSW that is ripe for redevelopment. The
southern part of the district between Arkansas and Division could be a starting point. Road
improvements are planned in the area, and Pioneer 360 and Forum 303 have demonstrated the
redevelopment potential in those areas. Furthermore, five of the 13 consistently vacant buildings are
located in this region and could be targeted specifically for redevelopment projects supported by the
TIRZ funds.



Encourage the assembly of 40+ acre sites that could be used to spur further redevelopment of GSW.
Land assembly could be done through partnerships with developers or through purchase by the city
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itself. Assess underutilized parcels or consistently vacant buildings for purchase. Underutilized parcels
could include obsolete malls and shopping centers, mobile home parks, and public storage. The city
should only purchase land as part of this strategy as a way of bridging ownership to facilitate a private
owner’s assembly of land, under unique circumstances that present a rare opportunity (e.g.
foreclosure), or due to another such unforeseen necessity.


Prioritize infrastructure investments in GSW, particularly with respect to roads and drainage. Consider
dedicating a set percentage of the city’s capital improvements budget to GSW-related project to
ensure the district receives a consistent share of public infrastructure investments.



Work with Union Pacific to understand their recent land acquisitions and strategic direction for the
investment in GSW. Explore ways to improve intermodal access in GSW and ways to leverage the
existing rail assets.



Partner with Grand Prairie and GSWIDA to create a stronger brand identity, a beautification plan, a
plan for heightened public safety. These programs could be partially funded through an activated
management district or a business improvement district.



Support the prioritization of the I-30 / 360 direct connect project as this will significantly enhance
access into and out of the district.
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ENTERTAINMENT DISTRICT
The Central Business District in the Mid-Cities Region

THE VISION
The Entertainment District is home to internationally known destinations including the AT&T Stadium, Texas
Rangers Ballpark, Six Flags over Texas, and even the US Bowling Congress. With room for new development
and visionary ideas, Arlington’s Entertainment District becomes a primary business district in the Metroplex
with world-class amenities; Class A office product; and exceptional shopping, dining, hospitality, and
entertainment destinations.
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SNAPSHOT OF OWNERSHIP AND USES
The Arlington Entertainment District consists of approximately 2,018 acres near the intersection of I-30 and
SH-360. The north-south borders are roughly Lamar and Division, and its east-west borders are SH-360 and
Center Street.
The City of Arlington, as well as the
FIGURE 13. TOP TEN LANDOWNERS IN ENTERTAINMENT DIST.
Six Flags fund and corporation,
LAND AREA
PERCENT
dominate land ownership in the
OWNER NAME
(ACRES)
(%)
242
12.01%
City
of
Arlington
district with a combined 25 percent
217
10.77%
Six Flags Fund II Ltd.
of total land ownership. The city’s
50
2.46%
Texas Turnpike Authority
parcel includes AT&T Stadium as
47
2.32%
Six Flags Theme Parks Inc.
well as surface parking lots and
45
2.25%
Lincoln Square Dunhill LP
parkland. The remaining parcels are
29
1.41%
Pbdil Holdings LLC
owned by just over 1,100 companies
26
1.27%
Premier Tierra Holdings Inc.
and individuals (see Figure 13). The
19
1%
Maharishi Global Dev. Fund
Texas Turnpike Authority parcel is
19
1%
Rangadass, Vasudev
an undeveloped parcel at the
18
1%
Heller-Roberts Texas
intersection of I-30 and SH-360. The
Source: City of Arlington, Tarrant County Assessment District.
PBDIL Holdings parcel (also an
undeveloped parcel) is located along Division, directly to the south of AT&T Stadium. The Premier Tierra
Holdings parcels are part of the Six Flags Mall complex. The Maharishi Global Development Fund parcel and
the Rangadass, Vasudev parcel are largely undeveloped. The Heller-Roberts parcel is a distribution center.
FIGURE 14. SUMMARY OF LAND USE IN ENTERTAINMENT DISTRICT
TOTAL VALUE
(DOLLARS)

LAND USE DESCRIPTION
Vacant-Undevelopable

$39,857

PERCENT
(%)
0%

LAND AREA
(ACRES)

PERCENT
(%)

0.7

0%

Vacant-Developable

$56,433,190

3%

217.2

11%

Single Family

$57,040,710

3%

177.8

9%

Multifamily

$92,541,785

5%

136.9

7%

$194,254,706

10%

192.9

10%

$55,327,483

3%

73.5

4%

$1,002,417,783

50%

407.2

20%

$440,925,462

22%

528.6

26%

Transportation/Utilities/Communication

$15,918,044

1%

30.1

1%

Manufacturing/Warehouse/Industrial

$83,796,265

4%

196.5

10%

Park/Open

$3,013,453

0%

46.8

2%

Mixed Use

$0

0%

0

0%

Office
Institutional
Entertainment/Recreation
Commercial/Retail

TOTAL

$2,001,708,738

2,008.1

Source: City of Arlington, Tarrant County Assessment District.
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and recreational uses account for just
over $1.0 billion in value (see Figure
14, previous page). This is 78 percent
of Arlington’s entertainment and
recreation tax base and represents 13
percent of Arlington’s tax base that is
not residential, institutional, or open
space. A full 50 percent of the total
value of the area is derived from
entertainment and recreational uses.
Commercial and office uses account
for 32 percent of the total value.
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FIGURE 15. SUMMARY OF ZONING BY CATEGORY
ZONING DESCRIPTION

Entertainment District Overlay:
Business

LAND AREA
(ACRES)

PERCENT
(%)

41

2%

Community Service

133

7%

Duplex

144

7%

Festival

689

34%

Industrial Manufacturing

604

30%

43

2%

116

6%

6

0%

Office

15

1%

Planned Development

53

3%

Light Industrial
Multifamily
Neighborhood Service

169
8%
Residential
The
most
common
zoning
designation in the Entertainment
Source: City of Arlington
District is Festival, which covers 689
acres, or 34 percent, of the district (see Figure 15). Industrial Manufacturing covers 604 acres, which represents
30 percent of the district. This largely falls in the part of the district that is in GSW. Other commercial uses
account for 238 acres. Fifty-three acres are zoned as Planned Development. About 20 percent, or 429 acres, of
the district is designated as residential use of some kind.

SPECIAL DISTRICTS AND TOOLS
TIRZ 5 covers the entertainment district. It was established in 2006 and will expire in 2036. The full quantity of
revenues generated by TIRZ 5 covers debt service for bonds issued to finance public improvements in the
district. The total outstanding debt is $54.1 million. Since the zone was established, the city’s taxable value in
the district has appreciated by $67.7 million, an increase of about 10 percent.
The Entertainment District Overlay is intended to provide a more sustainable mix of uses and activities,
while promoting high quality development and an aesthetically pleasing environment in an area, including
two major sports venues, Six Flags, and Hurricane Harbor.
RECENT AND CURRENT PROJECTS
Recent projects in the study area include the following:


I-30 (Cooper Street to Ballpark Way): This project includes the widening of I-30 between Cooper
Street and the Tarrant County line, as well as the construction of new bridges and an interchange at
Baird Farm Road and Center Street. The project was completed in 2012.
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US Bowling Congress: The United States Bowling Congress built a 100,000 square foot bowling
campus, relocating its headquarters from Wisconsin to Arlington in 2008. The campus includes the
International Bowling Museum and the International Bowling Training and Research Center. It is also
the training center for Team USA and hosts numerous teams throughout the year for intensive
training camps.



AT&T Stadium: The official stadium of the Cowboys was completed in 2009 and represents a $1.15
billion investment in the entertainment district. The stadium hosts numerous events, including the
Dallas Cowboys home games, and attracts millions of visitors to Arlington. To support the
construction of the stadium, the city financed over $325 million of the project through a bond
issuance. These bonds are paid through the proceeds of a 1/2-cent sales tax, a 2 percent increase in
hotel occupancy tax, and a 5 percent increase in car rental tax. These taxes have generated
considerably more revenues than anticipated, allowing for the early repayment of the city’s bonds.



Vought Aircraft: Vought Aircraft recently signed a lease to relocate its engineering services
operations, including aerospace product development, as well as its division management and shared
services to the facility recently vacated by Siemens. The new location will house up to 80 engineers.

Current and planned projects include:


Stadium Drive (Division Street to Abram Street): This project involves the rebuilding and widening
of Stadium Drive to include an underpass at the railroad tracks. Water and sewer renewals, as well as
streetscape improvements, will also be made. The project is scheduled to start in 2014 and end in
2016.



The Ranger’s Ballpark has recently announced $4 million of improvements to the Diamond Club.

STRATEGIC CONSIDERATIONS


Work in partnership with Experience Arlington to establish the vision for the district and develop a
strategic plan specific to the area. This plan should guide development in the district as well as guide
outreach, communications, and marketing efforts of Experience Arlington, the Convention Center,
and the Office of Economic Development. The plan should also identify strategies for tying the
entertainment assets together to create an environment that retains visitors for multiple nights. These
tourism amenities should include strong hubs of retail, dining, and nightlife that can also serve as
amenities for office users and residents.



Expand the mission of the Trolley District to be an association of stakeholders in the Entertainment
District. The association should coordinate implementation of the vision and strategy (such as the
DAMC) in partnership with Experience Arlington.
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Use city-owned parcels as stages for blue-ribbon public-private partnerships that catalyze
development in the district and bring essential elements to the district, such as a full-service hotel,
more convention space, dining and shopping destinations, and Class A office space.



Leverage the district’s stadiums and international events for business attraction purposes by building
a brand around them (and Arlington’s other large assets). Use the city’s access to those events to build
relationships with decision makers in target industries as well as with major employers, developers,
site selectors, and brokers. Formalize this relationship-building program by creating a list of potential
invitees each quarter and ensuring the full utilization of the city’s access to world-class events with this
targeted list of invitees. (See Goal 1, Strategy 2, Action 3).
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LAMAR/COLLINS OVERLAY
A high-quality/high-amenity housing and activity hub attractive to young professionals
and empty nesters

THE VISION
The Lamar/Collins area will become an urban residential village with upscale apartments, connected trails,
walkable boulevards, and mixed-use neighborhood centers that offer unique shopping and dining options.
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SNAPSHOT OF OWNERSHIP AND USES
The Lamar/Collins overlay district is situated on the junction of I-30 and North Collins Street, which, together,
make up the east and south border. The almost 300 acres consist largely of aging apartment complexes
developed mostly in the 1970s. Deterioration of these apartment complexes has led to a decline in the area’s
tax base by 35 percent from 2007 to 2012. Adjacent areas showed a decline in tax base of 14 percent, from
2007 to 2012. 5
While 40 percent of the owners in the
district hold Arlington or DFW
addresses, over 49 percent live
outside the state of Texas. The largest
landowner is Moritz Interest, which
owns three parcels on the south side
of
Lamar
that
are
largely
undeveloped (see Figure 16). Of the
other top 10 landowners, all but
Texas
Health
Resources
are
apartment complexes built in the
1970s and early 1980s. All but the
Pacific Chase and Raamco holdings
have been acquired, or have at least
filed new deeds, since 2005.

FIGURE 16. TOP TEN LANDOWNERS IN LAMAR/COLLINS
LAND AREA
(ACRES)

PERCENT
(%)

Raamco Texas Properties, LP

17

6%

Irg Polk LLC

16

6%

Texas Health Resources

15

5%

Roc Tx Oak Creek LLC

14

5%

Madera-Summer Oaks LP

12

4%

Pacific Chase Inc.

12

4%

Landmark At Heritage Fields LP

OWNER

Moritz Interest Ltd. et al.

29

11%

10

4%

Arlington Hills LP

9

3%

724 Polk LLC

9

3%

Source: City of Arlington, Tarrant County Assessment District.

In terms of land use, over 50 percent of the value in the district is from multifamily uses (see Figure 17).
Another 35 percent is from office and other commercial. Fourteen percent or 36 acres of land in the area
remains vacant and developable.
FIGURE 17. SUMMARY OF LAND USE IN LAMAR/COLLINS
LAND USE DESCRIPTION
Vacant-Undevelopable
Vacant-Developable

TOTAL VALUE
(DOLLARS)
$0

PERCENT
(%)
0%

LAND AREA
(ACRES)

PERCENT
(%)

-

0%

$10,190,600

8%

36.3

$0

0%

-

Multifamily

$63,094,596

50%

158.6

60%

Office

$22,993,933

18%

31.0

12%

$5,248,422

4%

6.9

3%

Single Family

Institutional
Entertainment/Recreation

5

0%

14%
0%

-

0%

Arlington Voice. “Hundreds Pack Town Hall to Learn More about Lamar - Collins Development.” Accessed December, 20, 2013.
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TOTAL VALUE
(DOLLARS)

LAND USE DESCRIPTION
Commercial/Retail

$21,951,520

PERCENT
(%)

Transportation/Utilities/Communication

17%
0%

Manufacturing/Warehouse/Industrial

$3,260,835
$0

0%

Mixed Use

$0

0%

$126,739,906

100%

PERCENT
(%)

28.0
-

3%

Park/Open
TOTAL

LAND AREA
(ACRES)

11%
0%

5.1
-

2%
0%

-

0%

265.8

100%

Source: City of Arlington, Tarrant County Assessment District.

The overlay district designates 46
percent of
the district for
multifamily—18 or 22 units per acre
(see Figure 18). Over 70 acres, or 27
percent, is designated business, and
11 percent for community services.
Forty-three acres is designated as
Planned Development.

FIGURE 18. SUMMARY OF ZONING BY CATEGORY
LAND AREA
(ACRES)

PERCENT
(%)

121

46%

Business

71

27%

Community Service

30

11%

Planned Development

43

16%

ZONING DESCRIPTION

Lamar/Collins Mixed-Use Overlay:
Multifamily

Source: City of Arlington

SPECIAL DISTRICTS AND TOOLS
The Lamar/Collins Mixed Use Overlay establishes special use and development standards to promote highquality, high-density, mixed-use development in this specific location. The overlay was established in 2005
and allows for a variety of uses, including townhouses, duplexes, row houses, live/work units, full service
hotels, business offices, night clubs, galleries, general retail stores, and restaurants. Aside from allowing the
mix of uses, it has minimal parking requirements, structured parking for multifamily, 16-foot streetscapes, and
six-story maximum building heights.
RECENT AND CURRENT PROJECTS
Current projects include:


Lamar Boulevard (Collins to Ballpark Way): This project involves the rebuilding of Lamar,
expanding it from four to six lanes, renewing water and sewer, and installing new streetlights and a
new signal at Collins. Although this project is adjacent to the study area, it contributes to the viability
and appeal of projects in the study area itself.
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Planned projects include:


The East Lamar Redevelopment Project: JCKPL plans to invest $160 million to redevelop 31-acres
near the intersection of Lamar Boulevard and Collins Street. The project will involve the demolition of
four existing complexes and the construction of 1,600 or more high-end housing units. As part of the
project, the city pledges to rebate 90 percent of the city’s property taxes and invest in improvements
along Lamar and Parkway Central Park. The project aims to be a significant catalyst in the overlay
district and spur further private sector investment in the surrounding areas.

STRATEGIC CONSIDERATIONS


Support the East Lamar Redevelopment Project as much as possible because of its potential to attract
other private investment and its community benefit. Ensure that uses other than multifamily are wellrepresented to create a more integrated, urban environment.



Actively promote the East Lamar Redevelopment Project to raise awareness of the project among
developers in order to attract other investment. Use press releases and social media to raise awareness
of the project, invite developers to tour the project, and continuously communicate the city’s vision to
these audiences.



Hold a forum for landowners in the district to raise awareness of the city’s vision for the district and
awareness of investments that the city will be making as part of the East Lamar Redevelopment
Project. Continue to forge relationships with interested landowners through an eNewsletter, periodic
contact (email or phone calls), and invitations to the city box at one of the stadium events.



Regularly track HUD programs to identify programs, such as the Sustainable Communities Challenge
Grants, that could be used to incentivize mixed-use development, affordable housing, and the re-use
of existing buildings. An injection of federal funding could spur further development in the area.



Continue to monitor ownership in the area to track investment trends and notable transactions.
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AIRPORT
A premier reliever airport and innovative employment center for the DFW region

THE VISION
The airport is already home to a large aviation/aerospace presence and a strong mix of tenants. In addition,
Bell Helicopter and Agusta Westland have research and development divisions nearby. With new acreage
opening up for development, the airport will strengthen its position as the premier reliever airport in the
Metroplex and become a destination of aerospace research and development.
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SNAPSHOT OF OWNERSHIP AND USES
Located near the intersection of I-20 and SH-360 in south-central Arlington, the Municipal Airport is well
situated relative to the city’s primary transportation links. The airport is owned by the City of Arlington, and
covers approximately 500 acres. The city also manages 96 t-hangers, a 10,000 square foot hanger, and 51 tie
down spaces. It is considered a full-service general aviation “reliever” airport. A significant portion of airport
traffic is general aviation.
The Airport Overlay District covers
almost 1400 acres, including the
airport. The City of Arlington owns
38 percent of the land in the district
(see Figure 19). The next largest
owner is Bell Helicopter, which owns
119 acres on the west side of the
airport. To the west of the Bell
Helicopter site is just over 100 acres,
owned by Chesapeake Land Dev.,
Jim Sowell Construction Co., and
Louis Land Co. The 16.5 acres owned
by Clint Hurt (across Collins from the
airport) is largely undeveloped.

FIGURE 19. TOP TEN LANDOWNERS AT THE AIRPORT
LAND AREA
(ACRES)

PERCENT
(%)

119

9%

Chesapeake Land Dev. Co. LLC

52

4%

Jim Sowell Const. Co. Inc.

36

3%

CLF Arlington LP

25

2%

Louis Land Co. Ltd.

25

2%

Compound Properties LLC

18

1%

Clint Hurt

17

1%

Bardin Greene Apartments LLC

16

1%

1300 W I-20 LLC

14

1%

OWNER

City of Arlington

528

Bell Helicopter Inc.

38%

Source: City of Arlington, Tarrant County Assessment District.

FIGURE 20. SUMMARY OF LAND USE AT THE AIRPORT
TOTAL VALUE
(DOLLARS)

LAND USE DESCRIPTION
Vacant-Undevelopable

$9,936

Vacant-Developable

PERCENT
(%)
0%

LAND AREA
(ACRES)

PERCENT
(%)

4.4

0%

$20,279,167

5%

302.2

21%

$213,186,790

53%

345.2

24%

Multifamily

$18,014,789

5%

15.9

1%

Office

$45,835,801

11%

78.9

5%

Institutional

$11,362,264

3%

41.7

3%

-

0%

Single Family

Entertainment/Recreation

$0

0%

Commercial/Retail

$67,408,771

17%

88.7

6%

Transportation/Utilities/Communication

$18,224,326

5%

426.4

29%

$4,785,236

1%

80.8

6%

$747,962

0%

84.5

6%

0%

-

0%

$399,855,042

100%

Manufacturing/Warehouse/Industrial
Park/Open
Mixed Use
TOTAL

1,468.6

100%

Source: City of Arlington, Tarrant County Assessment District.
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20, previous page). Over 50 percent
of this value is single-family
residential. Another $112 million is
office and commercial.
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FIGURE 21. SUMMARY OF ZONING BY CATEGORY
LAND AREA
(ACRES)

PERCENT
(%)

71

5%

8

1%

61

4%

2

0%

Industrial Manufacturing

255

17%

Light Industrial

184

12%

30

2%

ZONING DESCRIPTION
Airport Overlay:
Agriculture
Business
Community Service

Over 300 acres of land in the district
remain vacant and developable.

Duplex

The Airport Overlay District also has
a portion designated as a Business
Park (see Figure 21). In all, 441 acres
are
zoned
for
industrial
manufacturing and 192 acres are
zoned for light industrial. These
industrial designations represent 42
percent of the area. Over 340 acres
are zoned residential (23 percent).
Another 291 acres are designated as
a commercial category—office,
business, neighborhood service, or
community service.

Multifamily
Neighborhood Service

8

1%

47

3%

Planned Development

109

7%

Residential

340

23%

121

8%

46

3%

186

12%

8

1%

Office

Business Park Overlay:
Business
Community Service
Industrial Manufacturing
Light Industrial
Multifamily
Planned Development

15

1%

7

0%

Source: City of Arlington

SPECIAL DISTRICTS AND TOOLS
The Airport Overlay was established to prescribe special use and development regulations for those
properties impacted by noise and flight patterns around the airport.
The Business Park Overlay includes special use and design standards to promote high-quality, highintensity, mixed-use development along the Interstate.
RECENT AND CURRENT PROJECTS


New Airport Terminal Building & Terminal Apron Expansion: A new airport terminal building was
constructed in 2011; the second floor of the terminal building was finished out in 2012 to provide
additional office space. The terminal apron expansion was completed in 2010.



Design and Construction of the West Parallel Taxiway: This project included the construction of
the new taxiway, the relocation of Taxiway Bravo, grading and drainage improvements at Taxiway
Delta, the relocation of the ASOS, as well as other taxiway improvements. The project was completed
in 2013 and opens the west side of the airport for development.
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New monument and way finding signage



Arlington Air Associates signed a land lease for a $5.0 million development of hangar and office
facilities, which could potentially house 24 additional medium to large corporate jets.



Harrison Aviation, the airport's Fixed Based Operator, constructed a 10,000-square-foot conventional
hangar.

Current projects:


The MALSF is being converted to MALSR, and is projected to be completed in February 2014.



Center Street Extension: The extension of Center Street will provide better access to the airport’s
west side. This project is expected to be completed in 2015.

STRATEGIC CONSIDERATIONS


Assist the airport in marketing the airport’s facilities and land as destinations for innovative aviationrelated businesses. Work in partnership with airport management to identify strategic prospects for
the 100 acres that will become available with the Center Street extension.



Establish an Innovation (or Technology) Corridor between Bell Helicopter and the TI site along Bardin
Road. Though the land area is relatively small, the corridor could be anchored by strong tenants on
each end and could attract investment in the infill area.



Participate in the aerospace cluster group in DFW and attend aerospace industry networking events to
establish closer relationships with aerospace companies. Market the available sites and buildings at
the airport and in the Innovation Corridor to these companies.



Publicize the recently announced Vought project in the Entertainment District to further establish
Arlington as a destination for aerospace research and development in the region.



Forge relationships with the FAA UAS testing site at Texas A&M - Corpus Christi (and the other FAA
selected sites) to determine if Arlington could collaborate in testing, particularly as it relates to the use
of UAS for public safety purposes.
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EXECUTIVE SUMMARY
INTRODUCTION
This strategic plan will guide Lubbock’s economic development efforts over the next five years. This plan sets out a
common vision, a set of goals, and specific strategies to grow the local economy. It also supports the broader
community vision and goals developed as part of the Imagine Lubbock Together plan. This document provides a
roadmap for Lubbock’s economic development program, but the ultimate success of the recommendations will
depend on the level of commitment from the Lubbock Economic Development Alliance (LEDA) and its partners in
executing the strategies laid out in this strategic plan.
Organizational Background: In 1995 Market Lubbock, Inc., a 501(c)4 non-profit corporation, was formed for
the purpose of promoting economic development across the city of Lubbock. Market Lubbock Inc., is funded through a
property tax allocation approved annually by the City Council.

Subsequently in 2004, the Lubbock Economic

Development Alliance (LEDA) was formed as a result of a majority vote of Lubbock voters. LEDA, as a Texas Type A
Corporation, is funded through a dedicated sales tax for financing certain economic development projects and for
certain economic development purposes. LEDA, together with Market Lubbock Inc., continues to offer an expansive
and flexible vehicle for promoting and facilitating economic growth and development for Lubbock.
LEDA’s Mission: LEDA’s mission is to promote economic growth by creating high-quality jobs, investing in new
capital improvements and improving Lubbock’s quality of life. LEDA accomplishes its mission by developing
relationships with corporations and individuals across the region, state and nation that help to provide
organizations a business-friendly environment and a skilled, qualified workforce.
This strategic plan is structured around a single vision, three guiding principles, and three goals. This framework is
presented below.

VISION
L u bbock w ill bu ild on it s s t r on g econ o m ic bas e t o em er g e as a n at ion al cen t er
f or in n o v at ion , in v es t m en t , an d en t r epr en eu r ial gr ow t h by lev er agin g t h e
w or ld- cla s s com po n en t s of t h e Tex a s Tech Un iv er s it y Sy s t em , as w ell as t h e
cit y ’s ot h er ou t s t an din g edu cat ion al in s t it u t ion s , ex is t in g bu s in es s es , cu lt u r al
an d en t er t a in m en t des t in at io n s , an d com m u n it y lea der s .
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GUIDING PRINCIPLES
The strategic plan is built on a framework of three guiding principles. These principles are designed as reference
points for the goals and strategies to ensure that Lubbock’s economic development efforts provide tangible benefits.
Each principle also serves to keep the city’s focus on creating a more prosperous future instead of only looking at its
current limitations.

1. FORWARD-THINKING
Lubbock

is

on

the

cutting-edge

2. TALENT-DRIVEN

3. COLLABORATIVE

Lubbock’s amenities support a strong

Lubbock’s public and private sector

of entrepreneurship and innovation

quality

attracts

leaders work together to create an

thanks to research taking place in the

and retains companies, talented

environment that supports economic

Texas Tech University System and the

workers, entrepreneurs, and university

development,

creativity of local companies.

graduates.

and public-private collaboration.

of

place

that

community

investment,

GOALS
The following three goals support the vision statement and the guiding principles. Together, the vision, the guiding
principles, and the goals form the framework for the strategic plan.
1. BUSINESS DEVELOPMENT

Grow Lubbock’s economy through the retention and expansion of existing employers, and through the
recruitment of new businesses.
This strategic plan aims to challenge Lubbock’s leadership with bold ideas and a fresh approach to economic
development inspired by the Imagine Lubbock Together process. Nonetheless, there remains a core set of baseline
economic development activities that must be continued and expanded on to maintain the community’s positive
economic momentum. These activities are focused on business retention and expansion, business recruitment, and
marketing.
STRATEGIES:


Support the continued growth of Lubbock’s existing employers through an expanded business retention and
expansion program.



Cultivate relationships and networks with business executives, commercial real estate brokers, and site
location consultants for the recruitment of new businesses to Lubbock, especially in key industry clusters.
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Enhance Lubbock’s image as an attractive place to do business through traditional and non-traditional
media channels.



Ensure that the appropriate sites and infrastructure are in place to support the growth of existing employers
and the attraction of new businesses.



Engage community leaders more closely in economic development activities and initiatives.

 Establish a consistent funding stream for economic development to ensure Lubbock’s long-term
competitiveness.
2. TALENT MANAGEMENT

Develop, retain, and attract talented workers to support current and future employers.
Communities that can successfully attract and retain talented workers possess a huge advantage in today’s
economy. The components of the Texas Tech University System are Lubbock’s strongest assets for economic
development and can be further leveraged to develop, retain, and attract talent. Yet, that alone does not guarantee
that Lubbock will compete successfully for talent. The city must also provide an environment that attracts and retains
talent (i.e., downtown, amenities, public spaces, entertainment). In addition, Lubbock must foster collaboration
among its public, private, and academic leaders to create better educational and employment opportunities for all
residents, including those that have been historically underserved.
STRATEGIES:


Launch a talent management system on the national stage focused on developing, retaining, and attracting
a highly skilled talent base for Lubbock employers.



Strengthen existing partnerships and create new connections between Lubbock’s employers and
educational institutions.



Create a community college campus in an underserved area of Lubbock to support the growth of each of
Lubbock’s universities, to offer more educational opportunities for local residents to gain the necessary skills,
and to provide local employers with a strong pipeline of talent.



Promote downtown as a destination for investment and company headquarters and other office support
operations, and support ongoing downtown revitalization efforts as a way to attract and retain talent.



Encourage citywide investment in amenities and recreational infrastructure that will enhance Lubbock’s
quality of place.

3. ENTREPRENEURSHIP & INNOVATION
Create a culture of entrepreneurship in Lubbock by tapping into the research and innovation assets of all the
components of the Texas Tech University System, its partners, and other stakeholders.
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The components of the Texas Tech University System are not only Lubbock’s strongest asset for the development and
attraction of talent; they are also the most significant source of entrepreneurship and innovation within the
community. Both Texas Tech University and the Texas Tech Health Sciences Center have more than doubled their
annual academic R&D investments since 2008. The Board of Regents and the Chancellor of the Texas Tech
University System are also placing a much greater emphasis on entrepreneurship and technology-based economic
development. Texas Tech University has invested in new efforts such as Double Time, the Accelerator, and the
Research and Technology Park. Many of the necessary ingredients are being put in place for Lubbock to become a
national hub for technology and innovation. Nonetheless, it is essential for the community’s future economic
prosperity to embrace R&D and entrepreneurship as core components of its economic development strategy.
STRATEGIES:


Work closely with the components of the Texas Tech University System to strengthen Lubbock’s
entrepreneurship and innovation ecosystem.



Pursue major R&D catalyst projects leveraging the components of the Texas Tech University System along
with city and business leaders.



Create an entrepreneurial environment that attracts and retains start-ups and entrepreneurs in Lubbock.



Expand the availability of start-up capital by formalizing access to existing capital in Lubbock and by
developing stronger ties to angel and venture capital investors outside of Lubbock.
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PRIORITY PROJECTS
DOWNTOWN AS A DESTINATION FOR INVESTMENT & EMPLOYMENT
Build on the wave of positive momentum in the revitalization of downtown Lubbock.
Leverage the success of the Overton District along with key private sector investments
(including the planned performing arts center) to promote downtown as a destination
for investment, mixed-use development, and company headquarters and other office
support operations.

LAUNCH A TALENT MANAGEMENT SYSTEM ON THE NATIONAL STAGE
Enhance Lubbock’s economic development program to prioritize the development,
retention, and attraction of talent in the same way that business development has been
emphasized. LEDA should leverage the reach of the components of the Texas Tech
University System along with individual and business relationships throughout the country to
showcase opportunities in Lubbock.

ATTRACT MAJOR R&D CATALYST PROJECTS LEVERAGING THE
COMPONENTS OF THE TEXAS TECH UNIVERSITY SYSTEM WITH CITY &
BUSINESS LEADERSHIP
Business and community leaders should work closely with the components of the Texas
Tech University System to identify and pursue significant publicly and privately funded
R&D projects that will draw in talent, capital, and technology to the city.

ADVANCE LUBBOCK AS A HUB OF INNOVATION AND
ENTREPRENEURSHIP
Partner with the components of the Texas Tech University System, its partners, and other
stakeholders to play an active role in the ongoing development of the Three Day Start Up
Weekends, Double Time, the Accelerator, and the Research and Technology Park, and
prioritize other efforts to strengthen the city’s entrepreneurship and innovation ecosystem.

ESTABLISH A COMMUNITY COLLEGE CAMPUS IN LUBBOCK
Create a community college campus in an underserved area of Lubbock to support the
growth plans of each of Lubbock’s universities, offer more educational opportunities for
local residents, and provide local employers with a strong pipeline of talent.
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STRATEGIC PLAN
This strategic plan will guide Lubbock’s economic development efforts over the next five years. This plan sets out a
common vision, a set of goals, and specific strategies to grow the local economy. It also supports the broader
community vision and goals developed as part of the Imagine Lubbock Together plan. This document provides a
roadmap for Lubbock’s economic development program, but the ultimate success of the recommendations will
depend on the level of commitment from the Lubbock Economic Development Alliance (LEDA) and its partners in
executing the strategies laid out in this strategic plan.
Organizational Background: In 1995 Market Lubbock, Inc., a 501(c)4 non-profit corporation, was formed for
the purpose of promoting economic development across the city of Lubbock. Market Lubbock Inc., is funded through a
property tax allocation approved annually by the City Council.

Subsequently in 2004, the Lubbock Economic

Development Alliance (LEDA) was formed as a result of a majority vote of Lubbock voters. LEDA, as a Texas Type A
Corporation, is funded through a dedicated sales tax for financing certain economic development projects and for
certain economic development purposes. LEDA, together with Market Lubbock Inc., continues to offer an expansive
and flexible vehicle for promoting and facilitating economic growth and development for Lubbock.
LEDA’s Mission: LEDA’s mission is to promote economic growth by creating high-quality jobs, investing in new
capital improvements and improving Lubbock’s quality of life. LEDA accomplishes its mission by developing
relationships with corporations and individuals across the region, state and nation that help to provide
organizations a business-friendly environment and a skilled, qualified workforce.
This strategic plan is structured around a single vision, three guiding principles, and three goals. This framework is
presented below.

VISION
L u b b ock w ill bu ild on it s s t r on g econ om ic ba s e t o em er ge a s a n a t ion a l cen t er f or
in n ov a t ion , in v es t m en t , a n d en t r ep r en eu r ia l gr ow t h b y lev er agin g t h e w or ld- cla s s
com p on en t s of t h e Tex a s Tech Un iv er sit y Sy s t em , a s w ell a s t h e cit y ’s ot h er
ou t s t an din g edu ca t ion a l in s t it u t ion s, ex is t in g bu s in es s es , cu lt u r a l a n d en t er t a in m en t
d es t in a t ion s , an d com m u n it y lead er s.
This vision is not an impossible dream. It is an attainable aspiration. The path forward for achieving this vision is
well underway. The Texas Tech University System is one of the fastest growing higher education institutions in Texas
and the nation, both in student enrollment and in academic R&D investments. The Lubbock economy has grown at
an accelerated pace in recent years thanks to its strengths in higher education, health care, and natural resources.
And the city’s quality of place continues to improve thanks to current and planned investments in the Overton District
and downtown. However, Lubbock needs a focused economic development program to take these activities (and
the community) to the next level and to fully capitalize on the multitude of opportunities for economic vitality.
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GUIDING PRINCIPLES
The Strategic Plan’s three guiding principles are designed as reference points for the goals and strategies to ensure
economic development efforts provide tangible benefits that move Lubbock towards embodying the vision. Each principle
also serves to keep the city’s focus on creating a more prosperous future instead of only looking at the current limitations.
1. FORWARD-THINKING: Lubbock is on the cutting-edge of entrepreneurship and innovation thanks to research
taking place in the Texas Tech University System and the creativity of local companies.
2. TALENT-DRIVEN: Lubbock’s amenities support a strong quality of place that attracts and retains companies,
talented workers, entrepreneurs, and Texas Tech graduates.
3. COLLABORATIVE: Lubbock’s business and community leaders work together to create an environment that
supports economic development, community investment, and public-private collaboration.

GOALS
The following three goals support the vision statement and the guiding principles.
GOAL 1. BUSINESS DEVELOPMENT: Grow Lubbock’s economy through the retention and expansion of existing
employers, and through the promotion of Lubbock as a destination for new investment, employment, and business creation.
GOAL 2. TALENT MANAGEMENT: Develop, retain, and attract talented workers to support current and future
employers and support the creation of amenities that will draw talent from across Texas and the U.S.
GOAL 3. ENTREPRENEURSHIP & INNOVATION: Create a culture of entrepreneurship in Lubbock by tapping
into the research and innovation assets of all the components of the Texas Tech University System, its partners, and
other stakeholders.

GOAL 1. BUSINESS DEVELOPMENT
Grow Lubbock’s economy through the retention and expansion of existing employers, and
through the promotion of Lubbock as a destination for new investment, employment, and
business creation.
This strategic plan aims to challenge Lubbock’s leadership with bold ideas and a fresh approach to economic
development inspired by the Imagine Lubbock Together process. Nonetheless, there remains a core set of baseline
economic development activities that must be continued and expanded on to maintain the community’s positive economic
momentum. These activities are focused on business retention and expansion, business recruitment, and marketing.
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STRATEGIES & ACTIONS
1.1.

Support the continued prosperity of Lubbock’s existing employers through an expanded business retention and
expansion (BRE) program.
1.1.1. Enlarge and maintain LEDA’s database of existing businesses. The database should continually be

expanded with a focus on companies that serve external markets or are suppliers to Lubbock’s
primary employers.
1.1.2. Strengthen LEDA’s business visitation program. LEDA should set a goal of meeting with at least 75

employers each year. Business visitations should be prioritized using criteria such as employer size,
employer growth rates (if known), and target industries. The visits should be structured to gauge the
abilities and needs of local businesses in order to operate successfully and possibly expand in Lubbock.
1.1.3. Develop a questionnaire to capture critical information from business executives and owners during

visits. The information captured during the visit should be routinely entered into the employer
database for future reporting.
1.1.4. Expand the utilization of Customer Relations Management (CRM) software to better monitor business

issues and concerns.
1.1.5.

In conjunction with the Lubbock Chamber
of Commerce, develop an annual online

BUSINESS RETENTION & EXPANSION

business survey as a means for keeping

A vibrant BRE program should be the cornerstone of any

in touch with local businesses and

economic

documenting specific needs or expansion

businesses thrive, so does the community. The U.S.

plans. Include questions on the survey for
employers regarding their attitude toward
the business climate, talent availability,
and workforce quality in Lubbock. Utilize
the online employer survey developed as

development

program.

When

existing

Chamber of Commerce estimates that 40 to 80 percent
of all new jobs are created by existing firms. Prosperous,
competitive businesses are more likely to remain and
grow in the community, providing the best opportunity to
expand a community’s tax base.

part of this project as a starting point.
1.1.6. Utilize local experts to assist businesses in areas such as access to funding, international trade, lean

manufacturing, succession planning, Foreign Trade Zone activation, etc.
1.1.7. Consider partnering with local organizations to develop an online portal for business technical

assistance programs, including the Northwest Texas SBDC, SCORE, the Lubbock Chamber of
Commerce, Texas Tech University (TTU), the Texas Tech University Health Sciences Center (TTUHSC)
the City of Lubbock, and others.
1.1.8. Host periodic roundtable discussions including “CEO Breakfast” events to allow business leaders the

ability to interact in person with local partners in the areas of economic development, small business
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assistance, talent management, and education. Informal roundtables often stimulate topics of
discussion that a survey or questionnaire cannot.
1.2.

Cultivate relationships and networks with business executives, commercial real estate brokers, and site
location consultants for the recruitment of new businesses to Lubbock, especially in key industry clusters.
1.2.1. Build awareness of Lubbock as an emerging national center for Health Care/Bioscience, Agriculture,

Advanced Technology, Energy, Financial Services, Tourism/Hospitality, and Higher Education within
the region and other targeted markets.
• Compile and maintain resource information for each target industry cluster and key subsectors.
This would include identifying trade and industry associations for each sector as well as following
industry trends by monitoring trade publications or purchasing industry data and reports from
private sources.
• Develop and maintain a database of companies in each target industry cluster.
• Join and participate in trade or industry associations for the priority target sectors. LEDA staff
should research appropriate organizations and attend events and trade shows.
• Conduct at least six call trips/marketing missions per year (once every two months) to meet with
company executives in regions where each target industry concentration is the highest. These trips
can be conducted in addition to other events organized by the High Ground of Texas.
1.2.2. Expand LEDA’s database of developers, brokers, and site consultants. TIP can provide LEDA a

database of approximately 500 site consultants that includes contact information for site selectors in
all 50 states. The database was developed by researching various organization/publication
websites, including Economic Development Directory Publishing LLC, LinkedIn, Site Location
Partnership, Site Selection Group, and Site Selection magazine.
1.2.3. Continue calling on site consultants in targeted metropolitan areas, particularly the DFW Metroplex.

Utilize LEDA’s site selection database to identify targets and periodically set appointments to discuss
the Lubbock market and development opportunities.
1.2.4. Explore the possibility of exhibiting at the North Texas Commercial Association of Realtors and Real

Estate Professionals (NTCAR) Commercial Real Estate Expo. Attendees at the half-day convention
include brokers, developers, investors, and corporate real estate professionals. According to NTCAR,
this event is the largest commercial real estate trade show in the southwest. Economic development
organizations in the DFW Metroplex and other areas of the state regularly exhibit at the event.
1.2.5. Continue organizing conferences and meetings in target industries. For example, leverage TTU’s

UpTec (Unconventional Production Technology and Environmental Consortium) to organize and
promote future events related to the oil and gas industry. Also, utilize Visit Lubbock’s convention and
meeting recruitment efforts to target key occupations, groups, and industries.
THEORY INTO PRACTICE
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1.2.6. Set up a prospect response team to be available to meet with visiting prospects. This team would

include key stakeholders such as utility providers, local government permitting staff, talent
management personnel, educational institutions, and existing employers within the same industry as
the prospect.
1.3.

Enhance Lubbock’s image as an attractive place to do business through traditional and non-traditional media
channels.
1.3.1. Regularly update information and statistics within the Site Selector Brochure.
1.3.2. Develop marketing information and materials that speak directly to LEDA’s target industry clusters.

This should include, at a minimum, the creation of industry-specific marketing brochures for Lubbock’s
primary industry clusters: agribusiness, biomedical/biotechnical, energy, specialty manufacturing,
and transportation and logistics.
1.3.3. Attend at least six industry trade shows per year, focusing on events that provide opportunities to

market directly to key decision makers in LEDA’s target industries. A list of industry associations,
2015 trade events, and publications is provided in Appendix D.
1.3.4. Continue marketing Lubbock through targeted ads in key industry publications. Use non-traditional

methods to evaluate the effectiveness of LEDA’s advertising campaigns:
• Use Alexa.com (an Amazon company that ranks websites based on their traffic) to compare the
size of potential audiences for each industry publication.
• Compare the amount of social media attention (number of Twitter followers, number of Facebook
fans, etc.) garnered by industry publications as another way to estimate the potential audience size.
1.3.5. Manage and positively influence Lubbock’s online and social media image.

• Pay close attention to Lubbock’s entry on Wikipedia and to local organizations that utilize social
media.
• Ensure that the information being communicated through these channels is positive, consistent,
and accurate.
1.3.6. Establish a Digital Ambassadors Program that utilizes a network of “connectors” who share positive

stories about Lubbock and the South Plains region online. Social Toaster (www.socialtoaster.com)
provides a platform for structuring and managing such a program. (See the adjacent text box for a
description of a similar initiative in NW Arkansas.)
• Identify who the connectors and thought leaders in Lubbock are, and encourage them to be
digital ambassadors for the city.
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• Develop content that portrays a positive image of the business climate and highlights
opportunities for business and talent to be successful in the region.
• Create an incentive system that rewards digital ambassadors for actively participating.
• Promote the program across Market Lubbock’s and the Lubbock Chamber of Commerce’s local
communications channels, including traditional and social media.
1.3.7. Work with other local and regional organizations to utilize social media to update and inform

businesses and residents of new announcements, upcoming events, and salient issues.
1.4.

Ensure that the appropriate sites and infrastructure are in place to support the growth of existing employers
and the attraction of new businesses.
1.4.1. Continue to market the Lubbock Business Park, Lubbock Rail Port, and Reese Technology Center as

locations for new and expanding companies in the logistics, distribution, wholesale trade, and
manufacturing industries.
1.4.2. Market Reese Technology Center and the

TTU Research and Technology Park as
locations for new R&D facilities.
1.4.3. Market

downtown

Lubbock

as

a

office, and R&D facilities.

region’s image and to disseminate information about
the region in a cost-effective way. The program
currently boasts more than 400 individual Digital
Ambassadors. Each Digital Ambassador receives

1.4.4. Continue supporting critical local and

transportation

The Northwest Arkansas Council created the Digital
Ambassadors initiative as a way to improve the

destination for new headquarters, back

regional

NW ARKANSAS DIGITAL AMBASSADORS
INITIATIVE

infrastructure

emails with new, exciting content to share on
Facebook, Twitter, Instagram, and LinkedIn. The
content includes information about regional
growth,

investments.

quality

of

life

amenities,

job

educational

achievements, the local economy, and other ways the
1.4.5. Preserve, improve, and market Lubbock’s

commercial
Lubbock

air

Preston

service
Smith

capacity

at

International

Airport. Pursue new opportunities to
expand commercial air carriers and
connections to important markets.
1.4.6. Encourage

the

City

of

Lubbock

encouraged to share the content to promote a positive
image Northwest Arkansas. The ambassadors earn
points based on how often they’re active and how they
share their messages, and top participants are eligible
to win monthly prizes. The program is a good avenue
for enhancing the internal image of Northwest

to

develop an expedited permitting services
program for commercial development.

metro area stands out. Digital Ambassadors are

Arkansas.

It

also

helps

local

residents

and

businesspeople become more aware of the positive
aspects of living and working in Northwest Arkansas.

1.4.7. Encourage the City of Lubbock to create location-specific (e.g., downtown) and industry-specific

(e.g., R&D) incentives for business expansion and attraction.
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1.4.8. Support the Ports-to-Plains Alliance’s efforts to enhance Lubbock’s transportation access to

international markets.
1.5.

Engage community leaders more closely in economic development activities and initiatives.
1.5.1. Facilitate annual community tours involving the Chamber, TTU, TTUHSC, and the City of Lubbock to visit

peer cities that have achieved success in downtown revitalization, entrepreneurship promotion,
community investment, and talent retention/attraction.
1.5.2. Help to organize a regular community issues meeting that brings together key stakeholders (e.g.,

non-profit organizations, educational institutions, business owners) to discuss the challenges and
opportunities of the city’s economy.
1.6.

Establish a consistent funding stream for economic development to ensure Lubbock’s long-term
competitiveness.
1.6.1. Annually benchmark the level of funding and resources for LEDA and Market Lubbock against

communities that Lubbock regularly competes with for new private investment.
1.6.2. Continue working with the City of Lubbock to ensure that property tax allocation funding for Market

Lubbock is competitive and stable.
1.6.3. Explore the potential for generating private sector financial support for Market Lubbock through a

capital campaign or annual memberships.
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GOAL 2. TALENT MANAGEMENT
Develop, retain, and attract talented workers to support current and future employers.
Communities that can successfully attract
and retain talented workers possess a huge
advantage in today’s economy. The Texas
Tech

University

System

is

Lubbock’s

AREA DEVELOPMENT CORPORATE SURVEY 2013*
COMBINED RATINGS
SITE SELECTION FACTORS

strongest asset for economic development

RANKING

and can be further leveraged to develop,

1.
2.
3.
4.

retain, and attract talent. Yet, that alone
does not guarantee that Lubbock will
compete successfully for talent. The city
must also provide an environment that
attracts and retains talent (i.e., downtown,
amenities, public spaces, entertainment). In
addition, Lubbock must foster collaboration
among its public, private, and academic
leaders to create better educational and
employment opportunities for all residents,
including those that have been historically
underserved.
LEDA is well positioned to serve as a
facilitator and catalyst for local talent

Availability of skilled labor
Highway accessibility
Labor costs
Occupancy
or
construction
costs
5. Availability of advanced ICT
services
6. Available buildings
7. Corporate tax rate
8. State and local incentives
9. Low union profile
10. Energy availability and costs

2013

2012

95.1
93.5
90.8
87.4

89.4
90.1
90.8
82.8

(3)**
(2)
(1)
(5)

84.6

85.1 (4)

83.3
82.4
81.9
81.4
80.8

78.4
79.3
71.1
73.5
81.3

(8)
(7)
(13)
(10)
(6)

*All figures are percentages and are the total of “very important”
and “important” ratings of the Area Development Corporate Survey
and are rounded to the nearest tenth of a percent.
**(2012 Ranking)
Source: AreaDevelopement, 28th Annual Survey of Corporate
Executives, Q1 2014

attraction and retention efforts. It has the ability to convene regional stakeholders and apply resources where
needed. It is already providing funding to support education and workforce training initiatives. In 2014, LEDA
provided a $30,000 grant to the Lubbock Independent School District and Byron Martin Advanced Technology
Center to purchase equipment needed in the district’s manufacturing program. LEDA is also contributing financially
to the Texas Tech University Health Sciences Center (TTUHSC) to expand the supply of nursing graduates to meet a
shortage in the South Plains region. Lastly, LEDA is partnering with the Lubbock Chamber, Workforce Solutions
South Plains, and the local chapter of the Society of Human Resource Management to conduct an online wage and
benefit survey of regional employers.
Beyond these initiatives, LEDA can play a central role in ensuring that Lubbock and the South Plains region have a
well-coordinated, demand-driven talent management system. It can do this by seeking to improve industry-education
alignment. LEDA can also continue supporting the expansion of local education opportunities and workforce
training programs at the community college level. To make Lubbock more competitive in attracting and retaining
younger residents, downtown revitalization and community investment in lifestyle amenities should be a top LEDA
priority. At the same time, LEDA should help regional employers to strengthen their talent recruitment and retention
efforts.
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STRATEGIES & ACTIONS
2.1.

Launch a talent management system on the national stage focused on developing, retaining, and attracting a
highly skilled talent base for Lubbock employers.
2.1.1. Collaborate with the components of the Texas Tech University System and other higher education

institutions on joint marketing and talent attraction activities.
• Participate in selected Texas Tech Alumni Association events in Dallas-Fort Worth, Houston,
Austin, and other markets. LEDA can bring community and business leaders along on these trips
to showcase employment, business, and investment opportunities available in Lubbock.
• Provide information to regional alumni networks regarding employment opportunities tied to
major business attraction and expansion in the Lubbock area.
• Incorporate into LEDA’s economic development marketing materials information regarding
specific academic and training programs at TTU, TTUHSC, Lubbock Christian University (LCU),
South Plains College (SPC), and Wayland Baptist University (WBU), especially those programs
linked to target industry clusters.
• Provide updated local information, data, and events to TTU, TTUHSC, LCU, WBU, and SPC for
inclusion, as appropriate, on institutional websites, and in recruitment materials.
• LEDA and Market Lubbock representatives should participate in TTU, LCU, WBU, and TTUHSC
student, faculty, and staff recruitment activities or other events of mutual interest.
• Help promote and publicize conferences and events at TTU, LCU, WBU, and TTUHSC connected
to existing employers and target industry clusters.
2.1.2. Research and identify best practices for talent recruitment and retention from regional and national

companies.
• Communicate with local employers to evaluate if such programs or initiatives could be replicated.
• Work with workforce, education, and HR stakeholders to identify local partners who could
implement and manage the program in their community.
• Assist select local companies with talent recruitment and retention activities.
2.2.

Strengthen existing partnerships and create new connections between Lubbock’s employers and educational
institutions.
2.2.1. Plan a South Plains talent summit to convene a broad base of stakeholders from industry, education,

nonprofits, economic development, and workforce training. The purpose of this summit would be to
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share regional trends in talent management, best practices and lessons learned, and make
connections between the stakeholders. During breakout sessions, stakeholders can explore issues in
greater detail and collaborate to devise a solution.
2.2.2. Financially support and help identify a location for a new career and technical training facility in

Lubbock for high school and community college students.
2.2.3. Work with regional employers and K-16 education providers to expand school-to-work programs in

the area (e.g., internships, apprenticeships, work-based learning, plant tours, career days, etc.).
2.2.4. Assist regional employers in articulating their worker education, training, and skills needs through an

online employer survey (Goal 1, Strategy 1.1.5).
2.2.5. Publicize local high-demand jobs and career opportunities to help drive students toward the fields of

study that support those careers.
2.3.

Create a community college campus in an underserved area of Lubbock to support the growth of each of
Lubbock’s universities, to offer more educational opportunities for local residents to gain the necessary skills,
and to provide local employers with a strong pipeline of talent. The requirements for the establishment of a
public community college are laid out in Sections 8.21 through 8.36, Title 19 (Education), of the Texas
Administrative Code.
2.3.1. Form a steering committee of at least seven members comprised of business, education, and local

government leaders to provide leadership on behalf of the proposed community college.
2.3.2. The committee should examine issues such as legal requirements, funding, governance, program

demand, and the location for a new community college.
2.3.3. The committee must prepare and circulate a petition requesting an election on the establishment of a

community college district. The petition must be signed by at least 10 percent of the qualified voters
in the proposed district. The Texas Higher Education Coordinating Board (THECB) must approve and
authorize an election, which must be passed by a majority of voters.
2.4.

Promote downtown as a destination for investment and company headquarters, and support ongoing
downtown revitalization efforts as a way to attract and retain talent.
2.4.1. Create a “Downtown Investment Package” of materials (online and in print) to highlight and market

downtown as a target investment location. Market this package to site consultants and business
executives searching for locations to accommodate such uses as company headquarters, professional
services, and office support operations.
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Work closely with the City’s downtown
master

developer,

Companies,

and

companies

to

the

McDougal

other

real

market

estate

downtown

properties and investment opportunities.
2.4.3. Launch a Downtown Lubbock website

that serves as a one-stop-shop for all of
the public and private efforts to
revitalize downtown Lubbock.
2.4.4. Support the establishment of higher

education facilities and programs in
the downtown. Such facilities could
include a community college campus,
a career and technical training facility,

Source: Downtown_Lubbock_from_I-27 by Voltin via Wikimedia
Commons (CC BY-SA 3.0)

a satellite TTU or TTUHSC facility, and student housing.
2.4.5.

Urge the City to conduct a corridor study of Avenue Q to evaluate the potential for making the corridor
more pedestrian-friendly and less of a barrier between the Overton development and downtown. As part
of the study, consider making the roadway more narrow and turning it into an attractive boulevard,
balancing this with the need to maintain capacity on Avenue Q as a major transportation corridor.

2.5.

Encourage citywide investment in amenities and recreational infrastructure that will enhance Lubbock’s quality
of place.
2.5.1. Publicly support and work toward the

implementation of the recommendations
in the Imagine Lubbock Together plan
that

address

arts

and

culture,

beautification and image, downtown
revitalization, education, entertainment
and recreation, and neighborhoods.
2.5.2. Continue supporting efforts to build the

Buddy Holly Hall of Performing Arts and

2.5.3.

REDEFINING PLACE
Much has been written about the importance of quality of life
to the site selection process. Communities throughout the
nation have positioned themselves by touting their advantages
in this regard—good schools, safe streets, pleasant weather.
Such factors are important. However, they also tend to be
narrow in focus. Quality of life assumes that everyone thrives
in the same environment and is attracted to the same
amenities. It assumes that current residents’ views of what
makes a community would be shared by all.

Sciences in the downtown.

By contrast, quality of place considers what is attractive to a

Ensure that any public investments in parks

place accommodates growth and recognizes the benefits of

& recreation infrastructure on the city’s

change. It recognizes that one person’s “good place to raise

east side (bike trails, dog run, splash pads,

a family” might translate into another’s “there’s nothing to

range of residents, both old and new. The idea of quality of

etc.) complement the new investments in
downtown, creating greater connectivity
between downtown and East Lubbock.

do in this town.” Quality of place is about providing options,
not just for current residents, but also for those who will be
residents in the future.
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GOAL 3. ENTREPRENEURSHIP & INNOVATION
Create a culture of entrepreneurship in Lubbock by tapping into the research and innovation
assets of all the components of the Texas Tech University System, its partners, and other
stakeholders.
The components of the Texas Tech University System are not only Lubbock’s strongest asset for the development and
attraction of talent; they are also the most significant source of entrepreneurship and innovation within the
community. Both Texas Tech University and the Texas Tech Health Sciences Center have more than doubled their
annual academic R&D investments since 2008. The Board of Regents and the Chancellor of the Texas Tech
University System are also placing a much greater emphasis on entrepreneurship and technology-based economic
development. Texas Tech University has invested in new efforts such as Double Time, the Accelerator, and the
Research and Technology Park.
Many of the necessary ingredients are already in place for Lubbock to become a hub for technology and
innovation. Nonetheless, a more proactive approach is needed. It is essential to the community’s future prosperity to
embrace entrepreneurship as a core component of its economic development strategy. The best approach is one
that leverages and actively supports TTU’s innovation efforts, but also engages local government officials and
private sector leaders in an effort to strengthen the entrepreneurship ecosystem of the entire community.

STRATEGIES & ACTIONS
3.1.

Work closely with the components of the Texas Tech University System to strengthen Lubbock’s
entrepreneurship and innovation ecosystem.
3.1.1. Hire a full-time Director of Innovation to serve as LEDA’s key point-of-contact for engaging with the

economic development and technology-based entrepreneurial activities taking place at TTU and
TTUHSC.
3.1.2. Play an active role (including financial support) in the ongoing development of the TTU Accelerator.
3.1.3. Support Texas Tech’s efforts to commercialize research taking place within the University.
3.1.4. Leverage the Texas Tech Alumni Association’s network to identify and communicate with alumni who

are entrepreneurs, seeking to invest in Lubbock, or are considering returning to Lubbock.
3.2.

Pursue major R&D catalyst projects that leverage the components of the Texas Tech University System along
with city and business leaders.
3.2.1. Build a coalition of local and state elected officials, leaders from the private sector, and key

stakeholders from within TTU and TTUHSC to identify and pursue major research projects that align
with the institution’s academic and research specialties.
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3.2.2. Ensure that the coalition of public,

private,

and

academic

leaders

is

prepared to respond when a major
research

opportunity

becomes

available, particularly if it has the
potential

to

transform

Lubbock’s

economy into a more knowledge-based,
technology-driven community.
3.2.3. Study

successful

communities

efforts

that

collaboratively

to

catalyst

in

have
leverage

project.

other
worked
their

Organize

a

knowledge-gathering trip to one of these
communities, taking along some of
Lubbock’s

public,

Small Business Innovation Research (SBIR) grant awards
occur in two phases:
Phase I. The objective of Phase I is to establish the
technical merit, feasibility, and commercial potential of the
proposed R/R&D efforts and to determine the quality of
performance of the small business awardee organization
prior to providing further federal support in Phase II. SBIR

research university to attract a major
R&D

ABOUT THE SBIR PROGRAM

private,

and

academic leaders to learn about what
worked for them.

Phase I awards normally do not exceed $150,000 total
costs for 6 months.
Phase II. The objective of Phase II is to continue the R/R&D
efforts initiated in Phase I. Funding is based on the results
achieved in Phase I and the scientific and technical merit
and commercial potential of the project proposed in Phase
II. Only Phase I awardees are eligible for a Phase II award.
SBIR Phase II awards normally do not exceed $1,000,000
total costs for 2 years.
Source: www.sbir.gov

3.2.4. The Director of Innovation should regularly meet with faculty and researchers at the Texas Tech

University System to identify promising areas of research and development that could be leveraged
into new federal and private investment.
3.2.5. Utilize the resources, networks, events, and services offered by the Federal Laboratory Consortium for

Technology Transfer and by the State Science & Technology Institute that are designed to connect
local governments and economic development organizations with federal R&D transfer and
commercialization opportunities.
3.3.

Create an entrepreneurial environment that attracts and retains start-ups and entrepreneurs in Lubbock.
3.3.1. Support the expansion of networking groups, speaker series, and other events that bring together

area entrepreneurs, small business owners, and investors.
3.3.2. Encourage “grass-roots” innovation among K-12 students and young adults throughout the community

by facilitating the creation of programs at local educational institutions that emphasize innovation,
technology commercialization, and business development.
3.3.3. Work with local media outlets (TV stations, Lubbock Avalanche-Journal, radio stations, etc.) to

highlight success stories of local start-ups and entrepreneurs.
3.4.

Expand the availability of start-up capital by formalizing access to existing capital in Lubbock and by
developing stronger ties to angel and venture capital investors outside of Lubbock.
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3.4.1. Work with area banks and local investors to form an angel network. The network could serve as a

seed capital source that connects local investors with deals across Texas, focusing on Lubbock and
West Texas to the extent possible.
3.4.2. Encourage local entrepreneurs to tap into federal funding in the Small Business Innovation Research

(SBIR) and Small Business Technology Transfer (SBTTR) grants.
• Improve awareness of these programs among local businesses and support companies that have
already received grants.
• Consider also targeting companies that have received SBIR and SBTTR grants from other cities
and providing incentives to expand/relocate in Lubbock. Targeting companies that have received
federal SBIR/STTR awards allows for focused recruitment of potential high-growth companies with
products/technologies in development and receiving federal research funding. The U.S. Small
Business Administration’s (SBA) Office of Technology administers the SBIR/ Program (see
adjacent text box). Data on specific companies that have received awards are publicly available
on www.sbir.gov (e.g., type of project, award info, address, contact info, etc.).
3.4.3. Market qualified Lubbock-based start-ups to outside angel investors and venture capital firms. Focus

on investors from Austin, Dallas-Fort Worth, and Houston.
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PERFORMANCE METRICS
An important and often overlooked component of a successful strategic plan is the development of metrics by which
progress toward the plan’s implementation will be measured and tracked. The types of performance measures
normally established and used by organizations include:


Input measures, which identify the amount of resources needed to provide a particular product or
service, including labor, materials, equipment, and supplies;



Output measures, which represent the number of products or services provided and focus on the level of
activity involved in providing a service or making a product (workload measures are one of the most
common type of output measures);



Efficiency measures, also known as productivity measures, which reflect the cost of providing products
or services, in either terms of dollars or time;



Quality measures, which reflect the effectiveness in meeting the expectations of customers and
stakeholders in providing a service or product (these can include reliability, accuracy, courtesy,
competence, responsiveness, and completeness associated with the product or service provided); and



Outcome measures, which reflect the actual results achieved with a service or a product.

While it is difficult to directly connect the success of any economic development strategic plan to local-level macroeconomic statistics (e.g., median household income), tracking some economic indicators provides a general
understanding of the relative economic health of Lubbock. TIP recommends Lubbock use the following indicators to
measure program effectiveness and economic growth in the community.
GOAL

Business
Development

METRIC

DATA SOURCE

Number of jobs created/retained

Texas Workforce Commission, business
interviews, surveys, and media reports

Average wages of jobs created/retained

Texas Workforce Commission, business
interviews, surveys, and media reports

Growth of private capital investment

Business interviews, surveys, and media reports

Private non-farm employment

Texas Workforce Commission (Labor Market and
Career Information)

Amount of new office space (square feet)
added to regional market

Regional commercial real estate brokerage (e.g.,
CB Richard Ellis)

Amount of new industrial space (square feet)
added to regional market

Regional commercial real estate brokerage (e.g.,
CB Richard Ellis)

Retail sales growth

Texas Comptroller

Growth of commercial tax base

Lubbock Central Appraisal District
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Talent &
Management

Entrepreneurship
& Innovation

LEDA

METRIC

DATA SOURCE

Hotel occupancy

Office of the Governor, Economic Development &
Tourism, Texas Hotel Performance Reports

Annual air travel passengers

U.S. Department of Transportation (Bureau of
Transportation Statistics)

Population age 25+ with a bachelor’s
degree or higher

U.S. Census Bureau – American Community
Survey (1-year estimates)

Percent of the population age 20-34

U.S. Census Bureau – American Community
Survey (1-year estimates)

Number of enrolled college and university
students

Texas Tech University System, South Plains
College, Lubbock Christian University

Annual unemployment rate

Texas Workforce Commission (Labor Market and
Career Information)

Graduation rates of area high schools

Lubbock ISD, Frenship ISD, Lubbock-Cooper ISD

Private business establishment growth

U.S. Bureau of Labor Statistics (Quarterly Census
of Employment and Wages)

Number of new businesses formed

Business interviews, surveys, media reports

Number and dollar value of venture capital
and angel investment deals

Business interviews, surveys, media reports

SBIR/ awards

U.S. Small Business Administration
(www.SBIR.gov)

Utility patent grants

U.S. Patent & Trademark Office

Growth of academic R&D investments

National Science Foundation, Texas Tech
University System

To help evaluate the success of the strategies in specific areas of the community, some metrics should also be
tracked by geographic area within Lubbock (e.g., downtown, the north and east side, inside Loop 289 vs. outside
Loop 289). Such metrics could include the amount of new private sector investment, number of new businesses
formed, taxable assessed value of commercial property, new industrial/office space added to the market, new hotel
rooms, and new housing units constructed.
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IMPLEMENTATION MATRIX
A strong implementation strategy can be the key to bringing a plan to fruition. Identifying opportunities and the
steps needed to make them reality is not enough. Setting priorities is perhaps the most important role that a solid
implementation strategy should fulfill. Having clearly established priorities is essential for effective use of public
resources.
The implementation matrix provides a graphic representation of when the actions should realistically be
implemented and suggested potential partners to help carry them out.

ACRONYM

DEFINITION

COC

Chamber of Commerce

ISD

Independent School District

LAR

Lubbock Association of Realtors

LBB

Lubbock Preston Smith International Airport

LCU

Lubbock Christian University

LEPAA

Lubbock Entertainment/Performing Arts Association

RTC

Reese Technology Center

SBDC

Small Business Development Center

SCORE

SCORE Association

SPC

South Plains College

TTU

Texas Tech University

TTUHSC

Texas Tech University Health Sciences Center

TxDOT

Texas Department of Transportation

WBU

Wayland Baptist University

WSSP

Workforce Solutions South Plains

POTENTIAL
PARTNERS

STRATEGIES & ACTIONS FOR LEDA

TIMELINE
0-6
MOS

6-12
MOS

1-3
YRS

3-5
YRS

















GOAL 1. BUSINESS DEVELOPMENT
1.1.

Support the continued prosperity of Lubbock’s existing employers
through an expanded business retention and expansion (BRE)
program.
1.1.1.

Enlarge and maintain LEDA’s database of existing
businesses. The database should continually be
expanded with a focus on companies that serve
external markets or are suppliers to Lubbock’s primary
employers.

Regional employers
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POTENTIAL
PARTNERS

STRATEGIES & ACTIONS FOR LEDA
1.1.2.

1.1.3.

Strengthen LEDA’s business visitation program. LEDA
should set a goal of meeting with at least 75 employers
each year. Business visitations should be prioritized
using criteria such as employer size, employer growth
rates (if known), and target industries. The visits should
be structured to gauge the abilities and needs of local
businesses in order to operate successfully and possibly
expand in Lubbock.

Regional employers

Develop a questionnaire to capture critical
information from business executives and owners
during visits. The information captured during the
visit should be routinely entered into the employer
database for future reporting.

Lubbock COC,
Regional employers

1.1.4.

Expand the utilization of Customer Relations
Management (CRM) software to better monitor business
issues and concerns.

1.1.5.

In conjunction with the Lubbock Chamber of Commerce,
develop an annual online business survey as a means
for keeping in touch with local businesses and
documenting specific needs or expansion plans. Include
questions on the survey for employers regarding their
attitude toward the business climate, talent availability,
and workforce quality in Lubbock. Utilize the online
employer survey developed as part of this project as a
starting point.

Lubbock COC,
Regional employers

Utilize local experts to assist businesses in areas such as
access to funding, international trade, lean
manufacturing, succession planning, etc.

Northwest Texas
SBDC, SCORE,
Lubbock COC, TTU,
TTUHSC, City of
Lubbock, local
organizations, Texas
Manufacturing
Assistance Center
Northwest Texas
SBDC, SCORE,
Lubbock COC, TTU,
TTUHSC, City of
Lubbock, local
organizations

1.1.6.

1.1.7.

1.1.8.

Consider partnering with local organizations to
develop an online portal for business technical
assistance programs, including the Northwest Texas
SBDC, SCORE, the Lubbock Chamber of Commerce,
Texas Tech University (TTU), the Texas Tech
University Health Sciences Center (TTUHSC) the City
of Lubbock, and others.
Host periodic roundtable discussions including “CEO
Breakfast” events to allow business leaders the ability to
interact in person with local partners in the areas of
economic development, small business assistance,
talent management, and education. Informal
roundtables often stimulate topics of discussion that a
survey or questionnaire cannot.

TIMELINE
0-6
MOS

6-12
MOS

1-3
YRS

3-5
YRS
































Lubbock COC, SBDC,
WSSP, TTU, TTUHSC,
SPC, LCU, WBU,
regional ISDs
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POTENTIAL
PARTNERS

STRATEGIES & ACTIONS FOR LEDA
1.2.

Cultivate relationships and networks with business executives,
commercial real estate brokers, and site location consultants for
the recruitment of new businesses to Lubbock, especially in key
industry clusters.
Build awareness of Lubbock as an emerging national
center for Health Care/Bioscience, Agriculture,
Advanced Technology, Energy, Financial Services,
Tourism/Hospitality, and Higher Education within the
region and other targeted markets.

High Ground of Texas,
Team Texas, TexasOne

1.2.2.

Expand LEDA’s database of developers, brokers, and
site consultants.

TIP Strategies

1.2.3.

Continue calling on site consultants in targeted
metropolitan areas, particularly the DFW Metroplex.
Utilize LEDA’s site selection database to identify targets
and periodically set appointments to discuss the
Lubbock market and development opportunities.

1.2.1.

Explore the possibility of exhibiting at the North Texas
Commercial Association of Realtors and Real Estate
Professionals (NTCAR) Commercial Real Estate Expo.
Attendees at the half-day convention include brokers,
developers, investors, and corporate real estate
professionals. According to NTCAR, this event is the
largest commercial real estate trade show in the
southwest. Economic development organizations in the
DFW Metroplex and other areas of the state regularly
exhibit at the event.

RTC

1.2.5.

Continue organizing conferences and meetings in target
industries.

UpTec (TTU)
Visit Lubbock

1.2.6.

Set up a prospect response team to be available to
meet with visiting prospects. This team would include
key stakeholders such as utility providers, local
government permitting staff, talent management
personnel, educational institutions, and existing
employers within the same industry as the prospect.

Regional utility
providers, City of
Lubbock, WSSP, TTU,
TTUHSC, SPC, regional
ISDs, regional
employers, Lubbock
County Commissioners

1.2.4.

1.3.

TIMELINE
0-6
MOS

6-12
MOS

1-3
YRS

3-5
YRS














































Enhance Lubbock’s image as an attractive place to do business
through traditional and non-traditional media channels.









1.3.1.

Regularly update information and statistics within the
Site Selector Brochure.









1.3.2.

Develop marketing information and materials that speak
directly to LEDA’s target industry clusters. This should
include, at a minimum, the creation of industry-specific
marketing brochures for Lubbock’s primary industry
clusters: agribusiness, biomedical/biotechnical, energy,
specialty manufacturing, and transportation and
logistics.
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POTENTIAL
PARTNERS

STRATEGIES & ACTIONS FOR LEDA
1.3.3.

1.4.

0-6
MOS

6-12
MOS

Attend two to three industry trade shows per year,
focusing on events that provide opportunities to market
directly to key decision makers in LEDA’s target
industries.

1-3
YRS

3-5
YRS





1.3.4.

Continue marketing Lubbock through targeted ads in
key industry publications.









1.3.5.

Manage and positively influence Lubbock’s online and
social media image.









1.3.6.

Establish a Digital Ambassadors Program that utilizes a
network of “connectors” who share positive stories of
Lubbock and the South Plains region online.

1.3.7.

Work with other local and regional organizations to
utilize social media to update and inform businesses
and residents of new announcements, upcoming events,
and salient issues.


City of Lubbock,
regional nonprofits

Ensure that the appropriate sites and infrastructure are in place to
support the growth of existing employers and the attraction of
new businesses.
Continue to market the Lubbock Business Park, Lubbock
Rail Port, and Reese Technology Center as locations for
new and expanding companies in the logistics,
distribution, wholesale trade, and manufacturing
industries.

RTC

1.4.2.

Market Reese Technology Center and the TTU
Research and Technology Park as locations for new
R&D facilities.

RTC, TTU

1.4.3.

Market downtown Lubbock as a destination for new
headquarters, back office, and R&D facilities.

1.4.4.

Continue supporting critical local and
transportation infrastructure investments.

regional

Ports-to-Plains Alliance,
TxDOT

1.4.5.

Closely monitor commercial air passenger service and
connections at Lubbock Preston Smith International
Airport and the potential impacts of the expiration of the
Wright Amendment. Consider forming a local task force
to address the preservation of commercial air service
capacity and connections if major carriers begin
reducing service to Lubbock.

LBB, City of Lubbock,
TTU, TTUHSC, regional
employers

1.4.6.

Encourage the City of Lubbock to develop an expedited
permitting
services
program
for
commercial
development.

City of Lubbock,
regional real estate
community

1.4.7.

Encourage the City of Lubbock to create location- and
industry-specific incentives for business expansion and
attraction.

1.4.8.

Support the Ports-to-Plains Alliance’s efforts to enhance
Lubbock’s transportation access to international markets.

1.4.1.

1.5.

TIMELINE

Engage community leaders more
development activities and initiatives.

closely

in




























































Ports-to-Plains Alliance,
TxDot

economic
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POTENTIAL
PARTNERS

STRATEGIES & ACTIONS FOR LEDA
1.5.1.

1.5.2.

1.6.

Facilitate annual community tours involving the
Chamber, TTU, TTUHSC, and the City of Lubbock to
visit peer cities that have achieved success in downtown
revitalization, entrepreneurship promotion, community
investment, and talent retention/attraction.

Lubbock COC, TTU,
TTUHSC, City of
Lubbock, Visit Lubbock

Help to organize a regular community issues meeting
that brings together key stakeholders (e.g., non-profit
organizations, educational institutions, business owners)
to discuss the challenges and opportunities of the city’s
economy.

Regional nonprofits,
TTU, TTUHSC, SPC,
regional ISDs, regional
employers

Establish a consistent funding stream for economic development
to ensure Lubbock’s long-term competitiveness.

TIMELINE
0-6
MOS



1.6.1.

Establish a consistent funding stream for economic
development
to
ensure
Lubbock’s
long-term
competitiveness.

City of Lubbock

1.6.2.

Continue working with the City of Lubbock to ensure
that property tax allocation funding for Market Lubbock
is competitive and stable.

City of Lubbock

1.6.3.

Explore the potential for generating private sector
financial support for Market Lubbock through a capital
campaign or annual memberships.

Regional employers



6-12
MOS

1-3
YRS

3-5
YRS

















































GOAL 2. TALENT MANAGEMENT
2.1.

2.2.

Launch a talent management system on the national stage
focused on developing, retaining, and attracting a highly skilled
talent base for Lubbock employers.
2.1.1.

Collaborate with the components of the Texas Tech
University System and other higher education institutions
on joint marketing and talent attraction activities.

TTU, TTUHSC, LCU,
SPC, WBU, regional
alumni networks

2.1.2.

Research and identify best practices for talent
recruitment and retention from regional and national
companies. Work with workforce, education, and HR
stakeholders to identify local partners who could
implement and manage the program in their
community.

WSSP, regional HR
directors

Strengthen existing partnerships and create new connections
between Lubbock’s employers and educational institutions.



Plan a South Plains talent summit to convene a broad
base of stakeholders from industry, education,
nonprofits, economic development, and workforce
training.

TTU, TTUHSC, SPC,
LCU, regional ISDs,
WSSP, regional
employers

2.2.2.

Financially support and help identify a location for a
new career and technical training facility in Lubbock for
high school and community college students.

Lubbock ISD, SPC

2.2.3.

Work with regional employers and K-16 education
providers to expand school-to-work programs in the
area (e.g., internships, apprenticeships, work-based
learning, plant tours, career days, etc.).

Regional employers,
regional ISDs

2.2.1.
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POTENTIAL
PARTNERS

STRATEGIES & ACTIONS FOR LEDA

2.3.

2.2.4.

Assist regional employers in articulating their worker
education, training, and skills needs through an online
employer survey.

Lubbock COC,
regional employers

2.2.5.

Publicize local high-demand jobs and career
opportunities to help drive students toward the fields of
study that support those careers.

Avalanche-Journal,
regional media outlets,
regional ISD
publications

2.3.2.

2.3.3.

2.5.

0-6
MOS

Create a community college campus in an underserved area
of Lubbock to support the growth of each of Lubbock’s
universities, to offer more educational opportunities for local
residents to gain the necessary skills, and to provide local
employers with a strong pipeline of talent.
2.3.1.

2.4.

TIMELINE

Form a steering committee of at least seven members
comprised of business, education, and local
government leaders to provide leadership on behalf
of the proposed community college.
The committee should examine issues such as legal
requirements, funding, governance, program
demand, and the location for a new community
college.
The committee must prepare and circulate a petition
requesting an election on the establishment of a
community college district.

6-12
MOS

1-3
YRS

3-5
YRS

















TTU, TTUHSC, SPC,
LCU, WBU, regional
ISDs, City of Lubbock,
Lubbock COC,
regional employers
TTU, TTUHSC, SPC,
LCU, WBU, regional
ISDs, City of Lubbock,
Lubbock COC,
regional employers
TTU, TTUHSC, SPC,
LCU, WBU, regional
ISDs, City of Lubbock,
Lubbock COC,
regional employers







Promote downtown as a destination for investment and company
headquarters, and support ongoing downtown revitalization
efforts as a way to attract and retain talent.



2.4.1.

Create a “Downtown Investment Package” of materials
(online and in print) to highlight and market downtown
as a target investment location.

McDougal Companies,
City of Lubbock

2.4.2.

Work closely with the City’s downtown master
developer, the McDougal Companies, and other real
estate companies to market downtown properties and
investment opportunities.

McDougal Companies,
City of Lubbock,
Regional real estate
companies, LAR

2.4.3.

Launch a Downtown Lubbock website that serves as a
one-stop-shop for all of the public and private efforts to
revitalize downtown Lubbock.

McDougal Companies,
City of Lubbock,
Lubbock COC, LAR

2.4.4.

Support the establishment of higher education
facilities and programs in the downtown.

TTU, TTUHSC, SPC

2.4.5.

Urge the City to conduct a corridor study of Avenue Q
to evaluate the potential for making the corridor more
pedestrian-friendly and less of a barrier between the
Overton development and downtown.

McDougal Companies,
City of Lubbock

Encourage citywide investment in amenities and recreational
infrastructure that will enhance Lubbock’s quality of place.
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PARTNERS

STRATEGIES & ACTIONS FOR LEDA
Publicly support and work toward the implementation of
the recommendations in the Imagine Lubbock Together
plan that address arts and culture, beautification and
image,
downtown
revitalization,
education,
entertainment and recreation, and neighborhoods.

Lubbock COC, LEPAA

2.5.2.

Continue supporting efforts to build the Buddy Holly Hall
of Performing Arts and Sciences in the downtown.

Lubbock COC, LEPAA

2.5.3.

Ensure that any public investments in parks &
recreation infrastructure on the city’s east side (bike
trails, dog run, splash pads, etc.) complement the
new investments in downtown, creating greater
connectivity between downtown and East Lubbock.

Lubbock COC,
regional nonprofits

2.5.1.

TIMELINE
0-6
MOS

6-12
MOS

1-3
YRS

3-5
YRS



















 









GOAL 3. ENTREPRENEURSHIP & INNOVATION
3.1.

3.2.

Work closely with the components of the Texas Tech University
System to strengthen Lubbock’s entrepreneurship and innovation
ecosystem.

TTU, TTUHSC

3.1.1.

Hire a full-time Director of Innovation to serve as
LEDA’s key point-of-contact for engaging with the
economic development and technology-based
entrepreneurial activities taking place at TTU and
TTUHSC.

TTU, TTUHSC

3.1.2.

Play an active role (including financial support) in the
ongoing development of the TTU Accelerator.

TTU, TTUHSC









3.1.3.

Support Texas Tech’s efforts to commercialize research
taking place within the University.

TTU, TTUHSC









3.1.4.

Leverage the Texas Tech Alumni Association’s network
to identify and communicate with alumni who are
entrepreneurs, seeking to invest in Lubbock, or are
considering returning to Lubbock.

TTU, TTUHSC





















Pursue major R&D catalyst projects that leverage the components
of the Texas Tech University System along with city and business
leaders.
3.2.1.

3.2.2.

Build a coalition of local and state elected officials,
leaders from the private sector, and key stakeholders
from within TTU and TTUHSC to identify and pursue
major research projects that align with the institution’s
academic and research specialties.

City of Lubbock, TTU,
TTUHSC, regional
employers

Ensure that the coalition of public, private, and
academic leaders is prepared to respond when a
major research opportunity becomes available,
particularly if it has the potential to transform
Lubbock’s economy into a more knowledge-based,
technology-driven community.

City of Lubbock, TTU,
TTUHSC, regional
employers
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PARTNERS

STRATEGIES & ACTIONS FOR LEDA
3.2.3.

3.2.4.

3.2.5.

3.3.

City of Lubbock, TTU,
TTUHSC, regional
employers

The Director of Innovation should regularly meet with
faculty and researchers at the Texas Tech University
System to identify promising areas of research and
development that could be leveraged into new
federal and private investment.

TTU, TTUHSC

Utilize the resources, networks, events, and services
offered by the Federal Laboratory Consortium for
Technology Transfer and by the State Science &
Technology Institute that are designed to connect
local governments and economic development
organizations with federal R&D transfer and
commercialization opportunities.

TTU, TTUHSC

Create an entrepreneurial environment that attracts and retains
start-ups and entrepreneurs in Lubbock.
3.3.1.

Support the expansion of networking groups, speaker
series, and other events that bring together area
entrepreneurs, small business owners, and investors.

Lubbock COC

3.3.2.

Encourage “grass-roots” innovation among K-12
students and young adults throughout the community by
facilitating the creation of programs at local educational
institutions that emphasize innovation, technology
commercialization, and business development.

Regional ISDs

Work with local media outlets (TV stations, Lubbock
Avalanche-Journal, radio stations, etc.) to highlight
success stories of local start-ups and entrepreneurs.

Local media outlets

3.3.3.

3.4.

Study successful efforts in other communities that have
worked collaboratively to leverage their research
university to attract a major R&D catalyst project.
Organize a knowledge-gathering trip to one of these
communities, taking along some of Lubbock’s public,
private, and academic leaders to learn about what
worked for them.

Expand the availability of start-up capital by formalizing access to
existing capital in Lubbock and by developing stronger ties to
angel and venture capital investors outside of Lubbock.
3.4.1.

Work with area banks and local investors to form an
angel network.

Regional banks,
regional investors

3.4.2.

Encourage local entrepreneurs to tap into federal
funding in the Small Business Innovation Research (SBIR)
and Small Business Technology Transfer (SBTTR) grants.

SBDC

3.4.3.

Market qualified Lubbock-based start-ups to outside
angel investors and venture capital firms. Focus on
investors from Austin, Dallas-Fort Worth, and Houston.
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0-6
MOS

6-12
MOS

1-3
YRS

3-5
YRS
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APPENDIX A: STATISTICAL BENCHMARKING
ABOUT THE DATA
To provide a baseline understanding of the Lubbock region’s relative economic position, TIP compiled demographic and
economic data for the Lubbock metro area and 14 other peer metro areas in the central U.S. The purpose is to document
the region’s competitive advantages and disadvantages vis-à-vis its peer regions and compared to the U.S. average.
We selected a group of peer/competitor regions based on the following methodology: each region sits in the
central portion of the U.S. (no locations on the East or West Coast) and falls into at least one of three categories.
Category #1: The region has a large public university
Category #2: The central city has undergone some recent success in downtown revitalization
Category #3: The region is in West Texas
In each case, we compared the entire Lubbock metro area with the metro area of the peer regions, with the
exception of Midland-Odessa which includes a combination of the Midland and Odessa metro areas. The tables in
this section are organized with the U.S. average as the point of reference. The 15 metro areas—14 peer
regions and Lubbock—are ranked by performance rather than numeric value to facilitate
comparisons. Metro areas that outperform the nation are stacked above the U.S. figure; those that do not fare as
well on the U.S. are shown below. The resulting tables enable a quick comparison of Lubbock’s performance on
each data point relative to the national average and the benchmark regions.

KEY FINDINGS
The statistical benchmarking points to three major findings about Lubbock’s economy:

1. The components of the Texas Tech University System are Lubbock’s strongest assets for
economic development. Lubbock’s higher education assets are the region’s key differentiator. In fact, Texas
Tech University is the only major research university (having at least $100 million in annual academic R&D
expenditures) in the state of Texas, west of the IH-35 corridor. And Texas Tech University’s R&D investments
have grown by 129 percent from 2008 to 2012, much more than the U.S. growth rate of 22 percent and much
higher than any of the major universities in the benchmark regions (Kansas State University ranks second with a
24 percent growth rate). Thanks in large part to the components of the Texas Tech University System (and to a
lesser extent, South Plains College, Lubbock Christian University, and Wayland Baptist University). Lubbock has
almost twice as many enrolled college/university students per capita than the U.S. (0.13 vs. 0.07, respectively).

2. Lubbock’s economy has enjoyed steady growth in recent years. The region’s growth has outpaced
the U.S. economy and has been comparable to many of the peer regions. Total employment in the Lubbock
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metro area grew by 11.4 percent from 2001 to 2014, more than double the U.S. growth rate of 5.1 percent
and higher than 8 of the 14 benchmark regions. Lubbock’s labor force grew by 13.7 percent from 2000 to
2013, compared to a 9 percent U.S. growth rate. Lubbock’s population grew by 17.5 percent from 2000 to
2013, compared to a 12.3 percent U.S. growth rate.

3. Lubbock offers an affordable, low cost environment. This is great for businesses and challenging for
the retention/attraction of talent. Lubbock’s industrial electric rates are lower than the rates of each of the
benchmark regions except for Des Moines, IA and Amarillo, TX. The Lubbock metro area has the lowest wages
(median hourly earnings of $16.13) among the benchmark regions, about 20 percent lower than the U.S. as a
whole ($20.06). Lubbock’s housing costs are low, with a median home value of $104,800 compared to the
U.S. median home value of $173,900. Lubbock has a more affordable housing stock than all but two regions
(Midland-Odessa and Abilene) based on the ratio of home values to household income levels.

BENCHMARK SUMMARY

MSA

COMPONENT COUNTIES

Lubbock, TX

Texas: Crosby, Lubbock,* Lynn

Abilene, TX

Texas: Callahan, Jones, Taylor*

Albuquerque, NM

New Mexico: Bernalillo,* Sandoval, Torrance, Valencia



Ames, IA

Iowa: Story*



Amarillo, TX

Texas: Armstrong, Carson, Oldham, Potter,* Randall

Birmingham, AL

Alabama: Bibb, Blount, Chilton, Jefferson,* St. Clair, Shelby, Walker

Chattanooga, TN-GA

Georgia: Catoosa, Dade, Walker Tennessee: Hamilton,* Marion, Sequatchie

College Station-Bryan, TX

Texas: Brazos,* Burleson, Robertson



Columbia, MO

Missouri: Boone*



Des Moines, IA

Iowa: Dallas, Guthrie, Madison, Polk,* Warren

Lincoln, NE

Nebraska: Lancaster,* Seward



Manhattan, KS

Kansas: Pottawatomie, Riley*



Midland-Odessa, TX

Texas: Ector,** Martin, Midland**

Oklahoma City, OK

Oklahoma: Canadian, Cleveland, Grady, Lincoln, Logan, McClain, Oklahoma*



Sioux Falls, SD

South Dakota: Lincoln, McCook, Minnehaha*, Turner



WEST TEXAS
PEER

RECENT DWTN
REVITALIZATION

LARGE PUBLIC
UNIVERSITY

COMPONENT COUNTIES AND SELECTION FACTORS













*Indicates central county. **Ector is central county for Odessa MSA; Midland is central county for Midland MSA.
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POPULATION & JOBS
POPULATION
2000-2013 % change

EMPLOYMENT

Sioux Falls, SD

30.1%

LABOR FORCE

2001-2014 % change

College Station, TX

28.1%

2000-2013 % change

Midland-Odessa, TX

52.8%

Midland-Odessa, TX

26.6%

Midland-Odessa, TX

55.9%

College Station, TX

26.1%

Columbia, MO

26.1%

College Station, TX

27.3%

Columbia, MO

20.8%

Des Moines, IA

24.6%

Manhattan, KS

21.6%

Sioux Falls, SD

19.7%

Albuquerque, NM

23.7%

Sioux Falls, SD

20.6%

Manhattan, KS

17.7%

Manhattan, KS

20.9%

Columbia, MO

17.1%

Des Moines, IA

16.0%

Oklahoma City, OK

20.5%

Des Moines, IA

16.7%

Lubbock, TX

11.4%

Lincoln, NE

17.7%

Amarillo, TX

14.6%

Amarillo, TX

11.0%

13.7%

Abilene, TX

10.2%
10.1%

Lubbock, TX

17.5%

Lubbock, TX

Ames, IA

15.5%

Abilene, TX

12.0%

Oklahoma City, OK

Chattanooga, TN-GA

13.7%

Lincoln, NE

11.6%

Ames, IA

9.5%

Amarillo, TX

12.9%

Oklahoma City, OK

Lincoln, NE

8.9%

U.S.

12.3%

U.S.

9.5%
9.0%

U.S.

5.1%

Birmingham, AL

8.5%

Ames, IA

7.5%

Albuquerque, NM

1.2%

Abilene, TX

4.5%

Albuquerque, NM

5.7%

Birmingham, AL

1.1%

Chattanooga, TN-GA

4.1%

Chattanooga, TN-GA

-1.2%

Birmingham, AL

-1.0%

Source: EMSI

Source: U.S. Census Bureau

Source: U.S. Bureau of Labor Statistics
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HIGHER EDUCATION
COLLEGE & UNIVERSITY
ENROLLMENT
Enrolled students per capita
(Fall 2013)

ACADEMIC R&D INVESTMENTS

Ames, IA

0.36

R&D per capita (2012)

Columbia, MO

0.31

College Station, TX

$3,278

Manhattan, KS

0.26

Ames, IA

$2,824

College Station, TX

0.25

Manhattan, KS

$1,796

Lincoln, NE

0.13

Columbia, MO

$1,404

Lubbock, TX

0.13

Lincoln, NE

$806

ACADEMIC R&D INVESTMENTS

Amarillo, TX

0.07

Lubbock, TX

$662

R&D % growth 2008-2012

Oklahoma City, OK

0.07

Birmingham, AL

$398

Texas Tech U.

Albuquerque, NM

0.07

Albuquerque, NM

$244

Kansas State U.

U.S.

0.07

U.S.

$210

U.S.

Des Moines, IA

0.06

Oklahoma City, OK

$187

U. Oklahoma

18%

Chattanooga, TN-GA

0.05

Amarillo, TX

$27

Texas A&M U.

15%

Midland-Odessa, TX

0.05

Chattanooga, TN-GA

$20

Iowa State U.

14%

Abilene, TX

0.05

Midland-Odessa, TX

U. AL, Birmingham

12%

Birmingham, AL

0.04

Abilene, TX

$-

U. New Mexico

9%

Sioux Falls, SD

0.02

Des Moines, IA

$-

U. Nebraska, Lincoln

3%

Sioux Falls, SD

$-

U. Missouri, Columbia

-5%

Source: Natl. Center for Education Statistics

$6

Source: National Science Foundation
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INCOME & HOUSING AFFORDABILITY
HOUSING AFFORDABILITY
Home value/income ratio (2013)
Lower = more affordable
Midland-Odessa, TX

1.96

Abilene, TX

1.97

Lubbock, TX

2.22

Amarillo, TX

2.50

Des Moines, IA

2.60

INCOME LEVELS

Oklahoma City, OK

2.73

Median household income (2013)

Sioux Falls, SD

2.81

Midland-Odessa, TX

$62,380

HOME VALUES

Lincoln, NE

2.94

Des Moines, IA

$61,194

Median home value (owner-

Birmingham, AL

2.98

Sioux Falls, SD

$55,952

occupied units) (2013)

Chattanooga, TN-GA

2.99

Lincoln, NE

$52,300

Albuquerque, NM

Ames, IA

3.14

U.S.

3.33

U.S.

$52,250

U.S.

$176,900
$173,900

Ames, IA

$50,279

Columbia, MO

$172,900

College Station, TX

3.46

Oklahoma City, OK

$50,136

Manhattan, KS

$168,400

Columbia, MO

3.53

Amarillo, TX

$49,207

Des Moines, IA

$159,100

Manhattan, KS

3.63

Columbia, MO

$48,953

Ames, IA

$158,100

Albuquerque, NM

3.66

Albuquerque, NM

$48,355

Sioux Falls, SD

$157,200

Source: U.S. Census Bureau, TIP Strategies

Birmingham, AL

$48,328

Lincoln, NE

$153,600

Chattanooga, TN-GA

$47,702

Birmingham, AL

$144,100

Chattanooga, TN-GA

$142,600

Lubbock, TX

$47,172

Manhattan, KS

$46,375

College Station, TX

$137,400

Abilene, TX

$44,149

Oklahoma City, OK

$137,100

College Station, TX

$39,657

Amarillo, TX

$122,900

Midland-Odessa, TX

$122,500

Source: U.S. Census Bureau

Lubbock, TX
Abilene, TX

$104,800
$86,800

Source: U.S. Census Bureau
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MORTGAGES, WAGES & EDUCATION
MORTGAGES
% of home loans underwater*
(Q1 2014)
Midland, TX

8%

Lincoln, NE

8%

Sioux Falls, SD

8%

College Station, TX

9%

Ames, IA
Lubbock, TX

EDUCATIONAL ATTAINMENT

10%

% bachelor's or above (2013)

10%

Odessa, TX

11%

Ames, IA

48.2%

Oklahoma City, OK

11%

Columbia, MO

45.3%

Columbia, MO

11%

Manhattan, KS

37.8%

Chattanooga, TN-GA

12%

Lincoln, NE

36.3%

Abilene, TX

12%

WAGES

Des Moines, IA

35.4%

Des Moines, IA

13%

Median hourly earnings (2014)

College Station, TX

34.2%

Manhattan, KS

13%

Midland-Odessa, TX

$20.31

Sioux Falls, SD

32.3%

Amarillo, TX

14%

Des Moines, IA

$20.28

Albuquerque, NM

30.7%

U.S.

19%

U.S.

$20.06

U.S.

29.6%

Albuquerque, NM

19%

Ames, IA

$19.72

Birmingham, AL

28.6%

Birmingham, AL

25%

Birmingham, AL

$19.46

Oklahoma City, OK

27.9%

Source: Zillow

Albuquerque, NM

$19.14

Lubbock, TX

*Figures are for central county only

Oklahoma City, OK

$18.86

Chattanooga, TN-GA

23.7%

Lincoln, NE

$18.35

Amarillo, TX

23.4%

Columbia, MO

$18.07

Abilene, TX

22.1%

Chattanooga, TN-GA

$18.04

Midland-Odessa, TX

20.9%

Sioux Falls, SD

$17.80

Source: U.S. Census Bureau

College Station, TX

$17.58

Amarillo, TX

$17.28

Manhattan, KS

$16.99

Abilene, TX

$16.24

Lubbock, TX

26.9%

$16.13

Source: EMSI
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AIR TRAVEL & ELECTRIC RATES
AIR TRAVEL PASSENGERS
2002-2013 % change
Manhattan, KS*

INDUSTRIAL ELECTRIC RATES
2607%

Sioux Falls, SD

114%

Columbia, MO

Cents/kWh (2012)
Chattanooga, TN-GA

7.71

84%

Ames, IA

7.61

Abilene, TX

79%

Columbia, MO

7.57

AIR TRAVEL PASSENGERS

Chattanooga, TN-GA

67%

Manhattan, KS

7.14

Passengers per capita (2013)

Des Moines, IA

40%

Sioux Falls, SD

7.11

Albuquerque, NM

2.74

Midland-Odessa, TX

24%

Abilene, TX

7.01

U.S.

2.61

U.S.

U.S.

6.67

Sioux Falls, SD

1.97

Oklahoma City, OK

22%

College Station, TX

6.63

Des Moines, IA

1.79

College Station, TX

14%

Birmingham, AL

6.07

Midland-Odessa, TX

1.64

Birmingham, AL

-1%

Lincoln, NE

5.95

Lubbock, TX

1.49

Lincoln, NE

-2%

Albuquerque, NM

5.87

Amarillo, TX

1.42

Amarillo, TX

-4%

Midland-Odessa, TX

5.54

Oklahoma City, OK

1.35

Lubbock, TX**

-11%

Oklahoma City, OK

5.06

Birmingham, AL

1.16

Albuquerque, NM

-14%

Lubbock, TX

4.81

Manhattan, KS

0.63

Ames, IA

-

Des Moines, IA

4.29

Chattanooga, TN-GA

0.57

Source: USDOT, Bureau of Transp. Statistics

Amarillo, TX

4.04

Abilene, TX

0.49

Lincoln, NE

0.42

College Station, TX

0.35

*Manhattan airport annual passengers:
2002 = 2,295; 2013 = 62,130
**Lubbock airport annual passengers:
2002 = 507,373; 2013 = 449,065

Columbia, MO

0.25

Ames, IA

0.00

23%

Source: U.S. Energy Info. Administration

Source: USDOT, Bureau of Transp. Statistics
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APPENDIX B: WORKFORCE ANALYSIS
The presence of a skilled workforce continues to be the number one factor in site location decisions. As part of the
economic assessment prepared in 2013, TIP examined general labor market and occupational characteristics for
the Lubbock metropolitan statistical area (MSA). This analysis expands on the commuting patterns data provided in
the 2013 report and provides information at the detailed occupation level (versus the broader occupational group
level of the prior analysis). In keeping with the focus of the strategies, the analysis focuses on understanding the
region’s skilled workforce, with particular emphasis on STEM-related occupational groups.

FINDINGS


Two-thirds of Lubbock’s workforce (66 percent) commutes 10 miles or less between home and work,
although one in five workers (21 percent) travels 50 miles or more. The majority of workers in the city of
Lubbock (60 percent) also live within the city limits. Workers are more likely to travel to their place of
employment from the south or southwest, with slightly less than one-half (47 percent) of all people who work
in the city traveling in that direction. Lubbock residents that work outside the city are more likely to work in
goods-producing (manufacturing) industries than are those who work in Lubbock.



High-skilled workers comprise just 17 percent of total employment in the Lubbock MSA. This figure trails
both the state and the nation by a significant margin. Middle skill occupations (those requiring at least a
high school diploma and some level of formal training) are on par with Texas and U.S. figures. As a result,
the MSA has a correspondingly higher share of low-skill employment (i.e., positions that require minimal
training and no postsecondary education). This can be partially explained by Lubbock’s role as a regional
service center with a high concentration of retail and restaurant employment.



Health care, education, and supervisory/management occupations are among the most common middleand high-skills positions in the region. However, a number of the MSA’s largest and fastest-growing middleand high-skill occupations have wage rates that fall below the regional median of $16.13 per hour.
Examples include bookkeeping and accounting clerks, maintenance and repair workers, and nursing
assistants.



Of the four high-skilled occupational groups examined in detail—computer and mathematical; architecture
and engineering; life, physical, and social science; and health care—only health care jobs are more
concentrated in the Lubbock MSA than would be expected based on national averages, as evidenced by
the group’s 1.25 location quotient (LQs). (See page 47 for a discussion of LQs). This would be expected in
the core county of a metropolitan area, particularly one like Lubbock, which serves as a regional center for
a large number of outlying counties.



The Lubbock MSA has experienced a drop in employment levels in computer and math-related occupations
over the past ten years. Within this occupational group, software developers (for both systems software and
application development) have experienced the sharpest declines. At the same time, these occupations are
expanding at the state and national levels.
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Lubbock offers competitive wage rates relative to the nation. Low-cost labor can be a double-edged sword.
While it presents a strong selling point when marketing the region to business, it does not always play well
from the perspective of talent. Helping potential newcomers to the region understand the trade-off between
wages and cost of living can help mitigate this issue. Focusing on increasing skill levels among the regional
population can also help improve wage rates while also adding value for employers.



The results of the employer survey conducted as part of the planning process suggest that local businesses
are generally satisfied with the quality of the local workforce. Of the characteristics listed, ratings were
highest for “trainability,” “employee attitudes,” and “productivity,” with 50 to 60 percent of respondents
rating the workforce as “good” or “excellent” on these traits.



Approximately 70 percent of respondents were of the view that there were no training programs lacking in
the region that were critical to their needs. However, the majority of respondents reported little need for
outside training, either because they conduct all training in-house or through relationships with suppliers or
vendors (51 percent) or because their operations were of a nature that required little or no formal training
(11 percent). Of the 30 percent who did indicate that training was lacking, views were split on the impact
of the gap. Roughly 12 percent of participating firms (slightly less than half of those who found the region’s
training lacking) considered these to be “critical gaps … that negatively impact” their operations. This
translates to roughly one in 10 employers that participated in the survey having a critical training need.



Respondents were also asked to rate the region on a variety of business success factors. Among these, the
ability to attract and retain talent was rated as a top factor, with 87 percent of respondents characterizing
this factor as “very” or “extremely” important. This rating was 23 percentage points higher than the next
highest rated factor: access to customers. However, when asked to rate Lubbock’s performance,
participants found this area lacking with less than one-third (27 percent) giving a “very good” or “excellent”
rating on this factor. The highest ratings for performance were on the quality of the region’s education
offerings (both postsecondary and K-12), access to customers, and the cost of labor and real estate.

The Workforce Analysis is divided into four sections: 1) updated and expanded information on selected labor
market characteristics presented in TIP’s 2013 analysis, 2) a detailed look at Lubbock’s occupational structure (with
an emphasis on selected high-skill jobs), 3) a review of publicly available postsecondary awards, and 4) a summary
of the employer survey.
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LABOR MARKET CHARACTERISTICS
CITY OF LUBBOCK COMMUTING FLOWS
WHERE LUBBOCK’S WORKERS LIVE
Employment in the Lubbock MSA is heavily concentrated in the city of Lubbock, which accounts for nine out of ten
(91 percent) of the metro area’s jobs. About 60 percent of jobs located in Lubbock were held by residents of the
city in 2011 (the most recent year for which data are available). This figure is down from roughly 71 percent ten
years earlier, reflecting the increasing share inbound commuters comprise of the city’s workforce.

80.0%

Share of Lubbock (city) jobs by place of residence
71.3%

60.7%

60.0%
40.0%

Live and work
in Lubbock
Work in
Lubbock, but
live outside

20.0%

2011

2010

2009

2008

2007

2006

2005

2004

2003

2002

0.0%

Source: U.S. Bureau of the Census, LEHD Origin-Destination Employment Statistics (Beginning of Quarter Employment, 2Q 2002-2011).
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PLACE OF RESIDENCE FOR LUBBOCK (CITY) WORKERS
DISTANCE AND DIRECTION TRAVELED FROM WORK TO HOME
Two-thirds of Lubbock’s workforce commutes from less than ten miles away. However, one in five workers travel
more than 50 miles to their place of employment. Nearly one-half of the workforce (47 percent) lives to the south
and west of the city, with three ZIP codes accounting for just over 30 percent: 79424 (12 percent), 79423 (10
percent), and 79416 (9 percent).

Top 10 ZIP Codes where Lubbock workers live

Distance traveled between work and home

25 to 50
miles
6.0%
10 to 24
miles
7.3%

Location of home relative to work
NW
9%

Greater
than 50
miles
20.5%

N
12%
NE
8%

W
13%

E
11%
Less than
10 miles
66.2%

SW
19%
S
15%

SE
12%

Source: U.S. Bureau of the Census, LEHD Origin-Destination Employment Statistics (Beginning of Quarter Employment, 2Q 2002-2011).
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CHARACTERISTICS OF COMMUTING FLOWS
BROAD CHARACTERISTICS OF INBOUND, OUTBOUND, AND INTERNAL FLOWS
A look at broad characteristics by commuting flows shows only minor differences in age and earnings. Residents
who leave the city for work are slightly more likely to be under the age of 30 and to earn less than those who live
and work in the city or who commute in from elsewhere. These workers were also far more likely to be employed in
jobs outside the service sector than were those employed within the city limits.
AGE

EARNINGS
More than $3,333 per month
$1,251 to $3,333 per month
$1,250 per month or less

55 or older
30 to 54
29 or younger
19%

18%

INDUSTRY

18%

33%

32%

All Other Services
Trade, Transportation, and Utilities
Goods Producing

33%
51%

53%

53%

75%

52%
44%

41%

70%

41%
29%

28%
Live and
work in
Lubbock

29%

31%

Work in city Live in city
but live
but work
outside
outside

24%
Live and
work in
Lubbock

26%

27%

Work in city Live in city
but live
but work
outside
outside

18%

24%

8%

7%

Live and
work in
Lubbock

21%

Work in city Live in city
but live
but work
outside
outside

EMPLOYMENT BY NAICS SECTOR
Share of total employment in:
Health Care and Social Assistance
Educational Services
Retail Trade
Accommodation and Food Services
Wholesale Trade
Administration & Support, Waste Mgmt. and Remediation
Finance and Insurance
Public Administration
Manufacturing
Information
Construction
Other Services (excluding Public Administration)
Professional, Scientific, and Technical Services
Transportation and Warehousing
Real Estate and Rental and Leasing
Arts, Entertainment, and Recreation
Utilities
Management of Companies and Enterprises
Agriculture, Forestry, Fishing and Hunting
Mining, Quarrying, and Oil and Gas Extraction

Work in Lubbock (regardless of
place of residence)
19.0%
17.9%
11.8%
10.9%
5.0%
4.6%
4.3%
3.7%
3.6%
3.5%
3.2%
3.0%
2.9%
2.5%
1.3%
0.9%
0.8%
0.7%
0.3%
0.1%

Live in Lubbock (regardless of place
of employment)
17.3%
16.0%
11.7%
10.8%
4.9%
5.0%
4.2%
3.4%
4.4%
3.3%
4.3%
3.3%
3.1%
2.9%
1.4%
0.9%
0.8%
0.6%
0.8%
1.0%

Source: U.S. Bureau of the Census, LEHD Origin-Destination Employment Statistics (Beginning of Quarter Employment, 2Q 2002-2011).
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UNEMPLOYMENT RATE COMPARISONS
12-MONTH MOVING AVERAGE OF THE SEASONALLY UNADJUSTED JOBLESS RATES
Over the past two decades, Lubbock’s unemployment rate has consistently remained below the state and national
averages, a pattern that is not uncommon for university towns. Nevertheless, the most recent recession sent the local
unemployment rate to its highest point in years.
10%
9%
8%
7%
6%
5%
4%
3%
2%
1%

U.S.

Texas

Lubbock (MSA)

2014

2013

2012

2011

2010

2009

2008

2007

2006

2005

2004

2003

2002

2001

2000

1999

1998

1997

1996

1995

1994

1993

1992

1991

0%

Lubbock (city)

Source: U.S. Bureau of Labor Statistics, Current Population Survey (U.S.) and Local Area Unemployment Statistics (state & local).

LUBBOCK MSA CIVILIAN LABOR FORCE
ANNUAL AVERAGE
160,000
140,000
120,000
100,000
80,000
60,000
40,000
20,000

2013

2012

2011

2010

2009

2008

2007

2006

2005

2004

2003

2002

2001

2000

1999

1998

1997

1996

1995

1994

1993

1992

1991

1990

0

Source: U.S. Bureau of Labor Statistics, Local Area Unemployment Statistics LAUS. Note: Figures from the LAUS data series are based on 2009
metropolitan area definitions. As a result, when used above, Lubbock MSA refers to Lubbock and Crosby Counties only, not the 2013
configuration used elsewhere in this analysis, which also includes Lynn County.
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EDUCATIONAL ENROLLMENT STATUS
CURRENT ENROLLMENT STATUS FOR THE POPULATION 3 YEARS AND OVER
0%

5%

U.S. 2%1%

Texas 2%2%

10%

10%

15%

20%

5%

12%

6%

25%

30%

35%

8%

Nursery &
preschool

The share of Lubbock’s population

Kindergarten

educational program is similar to

Lubbock
(city)

11%

5%

High school
(grades 9-12)

15%

College or
graduate school
2%1%

10%

4%

in

some

level

of

the U.S., from preschool through

7%
Primary & middle
school (grades 1-8)

Lubbock
2% 1%
(MSA)

enrolled

high

school.

Because

of

the

presence of Texas Tech, however,
enrollment

in

higher

education

programs is roughly double the
statewide and national rates.

17%

Source: U.S. Census Bureau (2012 American Community Survey, 1-Year Estimates).

EDUCATIONAL ATTAINMENT
HIGHEST LEVEL OF EDUCATION ACHIEVED BY THE POPULATION AGE 25 YEARS AND OLDER
100%
29%

27%

27%

28%

75%

Educational attainment patterns in
Lubbock look very similar to the
statewide and national averages.
Given the high rates of higher

29%

30%

32%

50%

25%

Bachelor's
degree or
higher

28%

14%

25%

19%

25%

33%

24%

16%

15%

Lubbock
(MSA)

Lubbock
(city)

0%
USA

Texas

Some college
but less than a
4-year degree
High school
diploma or
GED
No high
school
diploma

education

enrollment,

one

might

expect educational attainment levels
to be higher as well. TIP’s 2013
economic assessment pointed to a
heavy outmigration from Lubbock to
larger cities in Texas and beyond.
This is presumed to be mostly due to
college

graduates

following

employment prospects.

Source: U.S. Census Bureau (2012 American Community Survey, 1-Year Estimates).
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OCCUPATIONAL DETAIL
This section explores selected characteristics of the Lubbock workforce at the individual occupation level. To help
underscore the themes of the strategic plan, the analysis is primarily directed at understanding Lubbock’s high-skill
job base, defined here as occupations that typically require a four-year degree or higher for entry into the position.
Occupations are classified using the Standard Occupational Classification (SOC) system, which categorizes 840
occupations into 23 major groups.

DISTRIBUTION OF JOBS & ANTICIPATED OPENINGS BY SKILL LEVEL
BASED ON TYPICAL EDUCATION & TRAINING REQUIREMENTS
Using data on entry-level requirements by occupation, we estimate that the Lubbock MSA trails both the state and
the nation by a considerable margin in the share of high-skill occupations that comprise its workforce. The metro
area has correspondingly higher share of low-skill jobs – those that require little or no formal training and are likely
to require only a high school diploma or less. This distribution is likely to reflect Lubbock’s role as a regional hub,
which translates to an above-average concentration of employment in retail, restaurants, and personal services.
The region’s low-skill jobs are anticipated to account for a disproportionate share (52 percent) of the region’s
projected openings in the coming years. However, this pattern is not unusual in areas that are gaining population,
since many of these jobs (such as retail sales and food service) are tied to population growth. Moreover, the rates of
turnover in low-skill jobs are often higher, leading to further increases in job openings for low-skill occupations.

Share of total employment, 2013
with comparisons to Texas and U.S.

Lubbock MSA projected annual
openings by skill level, 2013-2018

100%
17%

20%

21%

36%

35%

High
18%

High

75%
35%
50%

25%

Middle
Low
52%

48%

44%

43%

Lubbock MSA

Texas

US

Low

Middle
30%

0%
Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. Excludes occupations with fewer than 10
openings projected for 2013 through 2018 period. Annual openings are an estimate of demand due to new growth and the replacement of existing
workers in the occupation.
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TOP 15 MIDDLE- AND HIGH-SKILL OCCUPATIONS, LUBBOCK MSA
RANKED BY LARGEST (TOP FIGURE) AND HIGHEST PAYING (BOTTOM FIGURE)
2013 JOBS

 LARGEST OCCUPATIONS (NUMERIC TERMS)

MED HOURLY

3,754

Registered Nurses

$26.76

2,979

Postsecondary Teachers

$20.00

2,011

Heavy and Tractor-Trailer Truck Drivers

$17.14

1,982

General and Operations Managers

$37.78

1,973

Bookkeeping, Accounting, and Auditing Clerks

$13.35

1,859

Elementary School Teachers, Except Special Education

$21.28

largest middle- and

1,844

Nursing Assistants

$10.81

high-skill occupations

1,658

Sales Reps., Wholesale & Mfg., Except Tech/Scientific

$23.58

had hourly wage rates

1,592

Maintenance and Repair Workers, General

$13.14

below the local median

1,548

First-Line Supervisors of Retail Sales Workers

$17.57

1,538

Licensed Practical and Licensed Vocational Nurses

$20.49

of $16.13 in 2013.

1,462

First-Line Supervisors of Office/Admin. Support Workers

$21.59

1,346

Medical Secretaries

$14.08

1,173

Secondary School Teachers, Except Special/CTE

$22.10

1,071

First-Line Supervisors of Food Service Workers

$12.27

HIGHEST PAYING 

2013 JOBS
323

Several of the MSA’s

MED HOURLY

Physicians and Surgeons, All Other

$96.85

Anesthesiologists

$93.09

As is the case in most

Surgeons

$90.05

communities, health

29

Obstetricians and Gynecologists

$84.59

36

Internists, General

$84.31

care practitioners

83

Family and General Practitioners

$77.02

60

Dentists, General

$75.63

44

Pediatricians, General

$69.31

Pharmacists

$60.11

46

Architectural and Engineering Managers

$59.64

32

Nurse Anesthetists

$57.08

Chief Executives

$56.14

positions—fall outside

Marketing Managers

$53.31

this category.

112

Computer and Information Systems Managers

$49.86

102

Nurse Practitioners

$48.21

36
159

314

140
84

dominate the list of
Lubbock’s highestpaying occupations. Of
the 15 listed here, only
three occupations—all
management

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. Excludes occupations with fewer than 25 jobs in 2013
and all low-skill occupations (those that require no formal postsecondary or on-the-job training).
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TOP 15 MIDDLE- AND HIGH-SKILL OCCUPATIONS, LUBBOCK MSA
RANKED BY FASTEST-GROWING IN NUMERIC (TOP FIGURE) AND PERCENTAGE TERMS (BOTTOM FIGURE)
(2013 jobs shown in parentheses)
NET CHG (#)

 FASTEST GROWING, 2013-2018 (#)

MED HOURLY

428

Postsecondary Teachers (2,979)

$20.00

216

Registered Nurses (3,754)

$26.76

Many of the largest

210

Nursing Assistants (1,844)

$10.81

195

Elementary School Teachers, Except Special Ed. (1,859)

$21.28

middle- and high-skill

185

Medical Secretaries (1,346)

$14.08

166

Licensed Practical and Licensed Vocational Nurses (1,538)

$20.49

161

General and Operations Managers (1,982)

$37.78

151

Medical Assistants (773)

$11.76

147

First-Line Supervisors of Food Service Workers (1,071)

$12.27

144

Bookkeeping, Accounting, and Auditing Clerks (1,973)

$13.35

138

First-Line Supervisors of Office/Admin. Workers (1,462)

$21.59

124

Maintenance and Repair Workers, General (1,592)

$13.14

115

First-Line Supervisors of Retail Sales Workers (1,548)

$17.57

112

Teacher Assistants (1,056)

$8.77

90

jobs are also projected
to be among the fastest
growing in numeric
terms. Education, health
care, and supervisory
positions comprise a
significant share of the
top 15.

Secondary School Teachers, Except Special Ed./CTE (1,173) $22.10
(2013 jobs shown in parentheses)

NET CHG (%)

 FASTEST GROWING, 2013-2018 (%)

MED HOURLY

62.0%

Bus Drivers, Transit and Intercity (44)

$12.98

40.9%

Substitute Teachers (70)

$9.70

38.4%

Radio and Television Announcers (69)

$13.02

31.5%

Computer Systems Analysts (110)

$31.21

28.3%

Physician Assistants (86)

$47.48

the MSA’s fastest

27.7%

Physical Therapist Assistants (54)

$27.95

growing in percentage

27.4%

Nurse Practitioners (102)

$48.21

terms through 2018. A

26.3%

Substance Abuse and Behavioral Disorder Counselors (36)

$17.46

number of rapidly

25.2%

Broadcast Technicians (70)

$12.85

expanding occupations

25.0%

Software Developers, Applications (138)

$31.58

25.0%

Nurse Anesthetists (32)

$57.08

have wage rates well

24.2%

Physical Therapists (138)

$38.98

24.2%

Optometrists (33)

$39.87

24.1%

Insurance Underwriters (28)

$22.12

24.0%

Market Research Analysts and Marketing Specialists (159)

$25.92

Several health care
positions are also
expected to be among

above the regional
median ($16.13).

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. Excludes occupations with fewer than 25 jobs in 2013
and all low-skill occupations (those that require no formal postsecondary or on-the-job training).
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LUBBOCK MSA’S OCCUPATIONAL STRENGTHS
MIDDLE- AND HIGH-SKILL OCCUPATIONS WITH ABOVE-AVERAGE LQS IN 2013
Location quotient (LQ) analysis is a statistical technique used to suggest areas of relative advantage based on
selected characteristics, in this case, occupational structure. If the occupation’s share of local employment mirrors
the national share, then the occupation will have an LQ of 1.00. LQs of 1.25 or greater are presumed to indicate a
competitive advantage with regard to the occupation and/or the underlying industry. Texas Tech’s agricultural roots
are evident in the region’s concentration of Agricultural and Food Science Technicians (SOC 19-4011) and Soil
and Plant Scientists (SOC 19-1013) in the Lubbock MSA. The large number of health care occupations points to
Lubbock’s role as a regional center for medical services, as well as the presence of Texas Tech University Health
Sciences Center and Covenant School of Nursing and Allied Health. Finally, the concentration of corrections and
law enforcement jobs and the projected high levels of demand for these occupations reflect the presence of the John
T. Montford Unit of the Texas Department of Criminal Justice.

SOC
Code

2013 LQ
Description

(U.S. = 1.00)

19-4011 Agricultural and Food Science Technicians

2013 Jobs

10.25

214

Est. Annual
Openings,
2013-18

Median
Hourly
Earnings

9

$13.12

19-1013 Soil and Plant Scientists

4.38

70

3

$21.47

29-1067 Surgeons

3.50

159

8

$90.05

27-3091 Interpreters and Translators

3.45

233

12

$10.81

49-2021 Radio/CellularTower Equip. Installers & Repairs

3.13

49

—

$18.09

21-1019 Counselors, All Other

2.99

95

3

$26.86

49-3041 Farm Equip. Mechanics & Service Technicians

2.77

103

3

$17.82

43-6013 Medical Secretaries

2.63

1,346

55

$14.08

27-4012 Broadcast Technicians

2.50

70

5

$12.85

49-2093 Electrical and Electronics Installers and Repairers,

2.33

36

—

$22.19

29-2061 Licensed Practical/Vocational Nurses

2.16

1,538

74

$20.49

29-2057 Ophthalmic Medical Technicians

2.13

71

3

$11.75

33-3021 Detectives and Criminal Investigators

2.12

237

8

$27.83

33-1011 First-Line Supervisors of Correctional Officers

2.08

93

4

$21.37

25-1099 Postsecondary Teachers

2.08

2,979

135

$20.00

47-2171 Reinforcing Iron and Rebar Workers

2.06

37

—

$17.50

33-3012 Correctional Officers and Jailers

1.94

831

33

$16.58

27-3011 Radio and Television Announcers

1.93

69

7

$13.02

29-1126 Respiratory Therapists

1.92

222

5

$26.35

17-3022 Civil Engineering Technicians

1.92

133

3

$17.70

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. Excludes occupations with fewer than 25 jobs in 2013
and all low-skill occupations (those that require no formal postsecondary or on-the-job training). Annual openings are an estimate of demand due to new
growth and the replacement of existing workers in the occupation.
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LUBBOCK MSA’S HIGH-DEMAND, HIGH-WAGE OCCUPATIONS
MIDDLE- AND HIGH-SKILL OCCUPATIONS WITH ≤15 EST. ANNUAL OPENINGS & ABOVE-AVERAGE WAGES
An analysis of wage rates for middle- and high-skill occupations with the highest demand levels (based on the
number of annual openings anticipated) demonstrates the region’s competitive labor costs. While below-average
labor costs are typically a plus for the attraction of businesses, they can make the region less attractive from the
standpoint of talent. Comparisons to the nation are illustrative, but may not indicate a specific reason for concern
when local rates diverge. For some occupations, the differential between local and national wage rates may be
more than can be offset by the region’s lower costs of living. The gap may also result from an occupation-specific
issue. For example, the hourly wage rate shown for postsecondary teachers may reflect the use of adjunct faculty, a
practice which varies widely from one institution to another, making relative comparisons more difficult. For other
occupations, such as electricians, the influence of unions complicates national comparisons. Above-average wage
rates for physicians and surgeons are likely a reflection of the health care industry’s strength in the region, but could
also point to challenges in the attraction and retention of workers with these skills.
SOC
Code
25-1099
29-1141
25-2021
29-2061
11-1021
43-1011
41-1011
25-2031
41-4012
53-3032
13-2011
41-3021
25-2022
33-3012
33-3051
49-1011
29-1069
47-2111
49-9021
11-9111
47-2152
49-9041
15-1151
29-1051
21-2011
13-2072

Description
Postsecondary Teachers
Registered Nurses
Elementary School Teachers, Except Special Ed.
Licensed Practical/Vocational Nurses
General and Operations Managers
First-Line Supervisors of Office/Admin. Support Wrkrs.
First-Line Supervisors of Retail Sales Workers
Secondary School Teachers, Except Special/CTE
Sales Reps., Wholesale & Mfg., Except Tech./Scientific
Heavy and Tractor-Trailer Truck Drivers
Accountants and Auditors
Insurance Sales Agents
Middle School Teachers, Except Special/CTE
Correctional Officers and Jailers
Police and Sheriff's Patrol Officers
First-Line Supervisors of Mechanics/Installers/Repairers
Physicians and Surgeons, All Other
Electricians
HVAC/Refrigeration Mechanics and Installers
Medical and Health Services Managers
Plumbers, Pipefitters, and Steamfitters
Industrial Machinery Mechanics
Computer User Support Specialists
Pharmacists
Clergy
Loan Officers

2013
Jobs
2,979
3,754
1,859
1,538
1,982
1,462
1,548
1,173
1,658
2,011
1,023
840
761
831
632
553
323
580
347
397
403
351
469
314
390
423

Est. Annual
Openings,
2013-18
135
132
83
74
72
65
65
52
50
48
47
39
34
33
31
21
20
20
20
19
18
17
16
16
15
15

Median Relative to
Hourly
U.S.
Earning (U.S.=1.00)
$20.00
0.64 
$26.76
0.84
$21.28
0.83
1.02
$20.49
$37.78
0.82
$21.59
0.89
$17.57
1.04
0.83
$22.10
$23.58
0.91
$17.14
0.94
$24.02
0.78 
$21.87
0.95
$21.28
0.82
$16.58
0.87
$25.94
0.96
$23.76
0.81
$96.85
1.11 
$17.76
0.76 
$17.69
0.87
$40.30
0.93
$19.79
0.85
$18.05
0.79 
0.79 
$17.74
$60.11
1.05
$19.17
0.91
$29.30
0.99

2013
LQ
2.08
1.43
1.43
2.16
1.00
1.06
1.09
1.29
1.15
1.15
0.79
1.19
1.28
1.94
0.98
1.29
0.96
0.95
1.20
1.30
1.02
1.13
0.80
1.11
1.72
1.41

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. Excludes occupations with fewer than 25 jobs in 2013
and all low-skill occupations (those that require no formal postsecondary or on-the-job training). Annual openings are an estimate of demand due to new
growth and the replacement of existing workers in the occupation. / Indicates regional wage rates less than 80%/greater than 110% of U.S. median.
LQs of 1.25 or above are shaded and show an above-average concentration in the occupation.
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GROWTH TRENDS, SELECTED OCCUPATIONAL GROUPS, 2003-2013
INDEXED TO 2003 EMPLOYMENT LEVELS (2003=1.00) WITH COMPARISON TO ALL OCCUPATIONS
The remaining figures in this section focus on the four occupational groups most closely associated with the science,
technology, engineering, and mathematics (STEM) skills required to advance the plan’s goals. With the exception of the
Computer and Mathematical group, job growth in each field has outpaced overall employment growth in the Lubbock
MSA over the past 10 years. The Health Care Practitioners and Technical group experienced the largest increase.
Growth rates for individual occupations within each group are explored on the following page. In addition to showing
the actual change between 2010 and 2013, the figure shows how many jobs would have been added or lost in the
occupation if it had grown at the state and national levels rather than the rate experienced in the Lubbock MSA. For
example, if Lubbock had added computer programmers at the same rate as the state, there would be 209 jobs in this
occupation in 2013 rather than 197, an additional 12 positions.

Architecture and Engineering

1.15

1.15

1.05

1.15

2013

2012

2011

2010

2009

2008

2007

0.90

2006

0.90

2005

0.95

2004

0.95

2010

2009

2008

2003 = 1.00

2010

1.00

2003 = 1.00

2003

2007

1.05

2009

1.00

All
occupations

2008

1.05

1.10

2007

All
occupations

2013

1.15

2012

1.20

2011

1.20

1.10

2006

Health Care Practitioners and Technical

2006

Life, Physical, and Social Science

2003

2013

2012

2011

2010

2009

2008

2007

2006

0.90

2005

0.90

2004

0.95

2003

0.95

2003 = 1.00

2005

1.00

2003 = 1.00

2005

1.00

All
occupations

2004

1.05

1.10

2004

All
occupations

2003

1.10

2013

1.20

2012

1.20

2011

Computer and Mathematical

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. Excludes occupations with fewer than 25 jobs in 2013.
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GROWTH TRENDS, SELECTED HIGH-SKILL OCCUPATIONS, 2010 - 2013
COMPARISON OF ACTUAL CHANGE IN JOBS TO POTENTIAL CHANGE BASED ON STATE & US TRENDS
Ch a n g e t h a t w o u ld h a v e o ccu r r ed
if o ccu p a t io n h a d g r o w n a t :
2013 Actual change,
Lubbock MSA

Computer and
Mathematical

Major
Group

SOC
Code

2010
Jobs

Description

Architecture and
Engineering
Life, Physical, &
Social Science

2010 to 2013

Texas rate

U.S. rate

15-1142 Network/Computer Systems Administrators

303

306

+4

+33

+17

15-1131 Computer Programmers

185

197

+12

+24

+13

15-1132 Software Developers, Applications

166

138

-28

+28

+20

15-1121 Computer Systems Analysts

114

110

-4

+21

+12

15-1133 Software Developers, Systems Software

81

69

-12

+13

+7

15-1141 Database Administrators

64

63

-1

+8

+4

15-1199 Computer Occupations, All Other
15-1143 Computer Network Architects

57
42

50
34

-7
-8

+2
+5

+1
+2

17-2051 Civil Engineers

Healthcare
Practitioners and Technical

Jobs

122

124

+2

+10

+4

17-1011 Architects, Except Landscape and Naval

88

96

+7

+6

+1

17-2072 Electronics Engineers, Except Computer

70

57

-13

+3

+1

17-2071 Electrical Engineers

64

63

-1

+4

+2

17-2141 Mechanical Engineers

62

60

-2

+6

+4

17-1022 Surveyors

53

59

+6

+1

17-2112 Industrial Engineers
17-2199 Engineers, All Other

52
42

48
41

-4
-1

+5
+3

+4
+2

19-3031 Clinical/Counseling, & School Psychologists

+5

117

114

-4

+0

+3

19-1042 Medical Scientists, Except Epidemiologists

98

97

-2

+0

+1

19-4021 Biological Technicians

86

85

-1

+1

+1

19-1013 Soil and Plant Scientists

67

70

+1

+4

19-2031 Chemists
19-1012 Food Scientists and Technologists

62
25

62
23

+3
+1

+2
+2

29-1069 Physicians and Surgeons, All Other

307

323

+16

+16

+9

29-1051 Pharmacists

301

314

+13

+15

+7

29-2011 Medical/Clinical Laboratory Technologists

182

175

-7

+8

+3

29-1123 Physical Therapists

147

138

-9

+14

+12

29-1067 Surgeons

129

159

+9

+5

29-1127 Speech-Language Pathologists

128

127

+5

+4

29-1171 Nurse Practitioners

94

102

+9

+7

29-1122 Occupational Therapists

89

85

-4

+8

+5

29-1062 Family and General Practitioners

83

83

-0

+2

+2

29-1071 Physician Assistants

76

86

+8

+7

29-1021 Dentists, General

62

60

-1

+1

+0

29-1131 Veterinarians

60

57

-3

29-1031 Dietitians and Nutritionists

59

56

-3

29-1065 Pediatricians, General

40

44

29-9011 Occupational Health and Safety Specialists

37

29-1063 Internists, General

+3
-0
-2

+30
-0
+8

+11

-2

+1

+3

+3

+4

+2

+1

38

+1

+5

+2

35

36

+1

+2

+1

29-1061 Anesthesiologists

32

36

+4

+2

+1

29-1151 Nurse Anesthetists

29

32

+3

+3

+2

29-1011 Chiropractors
29-1064 Obstetricians and Gynecologists

27
26

31
29

+4
+3

+3
+1

+1
+0

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. Excludes occupations in each category
employing fewer than 25 workers in 2010. Actual job change figures may not sum due to rounding. Figures show number of jobs that would
have been gained or lost if occupation in the Lubbock MSA had changed at the same rate as the state and national level.
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COMPUTER AND MATHEMATICAL OCCUPATIONS
SOC 15-0000 OCCUPATIONAL GROUP OVERVIEW
WHAT ARE LOCAL TRENDS AND HOW DO WE COMPARE?
Employment
2013

% Change
from 2010
Lubbock / U.S.

1,788

-2.6% / +8.5%

LQ
2013

Median Hourly
Wages
Lubbock / % of U.S.

Total Est.
Openings
2013-2018

% Age
55+
Lubbock / U.S.

0.47

$25.50 / 69%

364

18.9% / 15.7%

WHICH INDIVIDUAL OCCUPATIONS IN THIS GROUP ARE PROJECTED TO BE IN DEMAND?
Openings due to:

100

75

50

25

(25)

Description
Computer User Support Specialists
Computer Systems Analysts
Software Developers, Applications
Computer Programmers
Network/Systems Administrators
Software Developers, Systems Software
Web Developers
Computer Network Support Specialists
Database Administrators
Computer Occupations, All Other

New demand
Replacement

0

SOC
Code
15-1151
15-1121
15-1132
15-1131
15-1142
15-1133
15-1134
15-1152
15-1141
15-1199

Total Est.
2013 Openings,
Jobs 2013-2018
469
+81
110
+45
138
+45
197
+40
306
+38
69
+21
75
+20
222
+20
63
+12
50
+11

Median Hourly
Wage
Lubbock

US = 1.00

$17.74
$31.21
$31.58
$27.43
$29.27
$37.65
$22.27
$20.70
$30.79
$28.66

0.79
0.81
0.71
0.76
0.83
0.78
0.80
0.72
0.82
0.73

WHICH INDUSTRIES ARE MOST LIKELY TO EMPLOY WORKERS IN THIS OCCUPATIONAL GROUP?
Based on share the occupational group

Based on share of workers in this occupational

represents of total U.S. employment in the industry

group in the U.S. that are employed in the industry

Group’s Share
NAICS

Industry

of Total Jobs

Share of Group
NAICS

Industry

in Industry

Employed
in Industry

5415 Computer Systems Design & Related Services

57.7%

5415 Computer Systems Design & Related Services

27.5%

5112 Software Publishers

53.0%

5511 Mgmt. of Companies and Enterprises

5.5%

5182 Data Processing/Hosting/Related Services

40.3%

5112 Software Publishers

4.0%

3341 Computer and Peripheral Equipment Mfg.

30.9%

5416 Mgmt., Scientific, & Tech. Consulting Services

3.4%

5191 Other Information Services

27.7%

5241 Insurance Carriers

3.2%

5211 Monetary Authorities-Central Bank

23.8%

9011 Federal Government, Civilian

2.7%

5179 Other Telecommunications

18.0%

5182 Data Processing/Hosting/Related Services

2.7%

3342 Communications Equipment Mfg.

14.4%

5613 Employment Services

2.7%

5171 Wired Telecommunications Carriers

14.0%

9026 Education and Hospitals (State Govt.)

2.6%

5232 Securities and Commodity Exchanges

13.8%

4234 Prof./Comm. Equip.& Supplies Wholesalers

2.2%

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies.
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ARCHITECTURE AND ENGINEERING OCCUPATIONS
SOC 17-0000 OCCUPATIONAL GROUP OVERVIEW
WHAT ARE LOCAL TRENDS AND HOW DO WE COMPARE?
Employment
2013

% Change
from 2010
Lubbock / U.S.

1,258

+1.0% / +4.1%

LQ
2013

Median Hourly
Wages
Lubbock / % of U.S.

Total Est.
Openings
2013-2018

% Age
55+
Lubbock / U.S.

0.52

$25.73 / 70%

250

21.7% / 22.6%

WHICH INDIVIDUAL OCCUPATIONS IN THIS GROUP ARE PROJECTED TO BE IN DEMAND?
Openings due to:

50

40

30

20

10

Description
Civil Engineers
Architects, Except Landscape and Naval
Mechanical Engineers
Electrical Engineers
Surveying and Mapping Technicians
Civil Engineering Technicians
Industrial Engineers
Architectural and Civil Drafters
Surveyors
Electrical/Electronics Engineering Techs.

Median Hourly
Wage

New demand
Replacement

0

SOC
Code
17-2051
17-1011
17-2141
17-2071
17-3031
17-3022
17-2112
17-3011
17-1022
17-3023

Total Est.
2013 Openings,
Jobs 2013-2018
124
+35
96
+26
60
+19
63
+17
85
+16
133
+16
48
+14
143
+11
59
+11
73
+10

Lubbock

US = 1.00

$34.20
$27.34
$27.78
$34.38
$19.30
$17.70
$36.16
$21.53
$20.57
$23.82

0.89
0.83
0.71
0.80
0.99
0.77
0.94
0.92
0.75
0.85

WHICH INDUSTRIES ARE MOST LIKELY TO EMPLOY WORKERS IN THIS OCCUPATIONAL GROUP?
Based on share the occupational group

Based on share of workers in this occupational

represents of total U.S. employment in the industry

group in the U.S. that are employed in the industry

Group’s Share
NAICS

Industry

of Total Jobs

Share of Group
NAICS

Industry

in Industry

Employed
in Industry

5413 Architectural, Eng., and Related Services

49.9%

5413 Architectural, Eng., and Related Services

29.3%

3344 Semiconductor/Other Electronic Comp. Mfg.

26.5%

9011 Federal Government, Civilian

5.7%

3342 Communications Equip. Mfg.

22.7%

3364 Aerospace Product and Parts Manufacturing

4.2%

3364 Aerospace Product and Parts Mfg.

21.7%

5417 Scientific Research and Development Services

3.9%

3345 Navigation/Other Control Instruments Mfg.

21.2%

3344 Semiconductor/Other Electronic Comp. Mfg.

3.9%

3341 Computer and Peripheral Equipment Mfg.

18.5%

9029 State Govt., Excluding Education & Hospitals

3.3%

2111 Oil and Gas Extraction

15.7%

3345 Navigation/Other Control Instruments Mfg.

3.2%

3336 Engine/Turbine/Power Trans. Equip. Mfg.

15.1%

9039 Local Govt., Excluding Education & Hospitals

3.2%

5417 Scientific R&D Services

15.1%

5416 Mgmt., Scientific, & Tech. Consulting Services

2.2%

3332 Industrial Machinery Manufacturing

14.6%

5511 Management of Companies and Enterprises

2.2%

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies.
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LIFE, PHYSICAL, AND SOCIAL SCIENCE OCCUPATIONS
SOC 19-0000 OCCUPATIONAL GROUP OVERVIEW
WHAT ARE LOCAL TRENDS AND HOW DO WE COMPARE?
Employment
2013

% Change
from 2010
Lubbock / U.S.

1,000

-0.2% / +2.4%

LQ
2013

Median Hourly
Wages
Lubbock / % of U.S.

Total Est.
Openings
2013-2018

% Age
55+
Lubbock / U.S.

0.83

$18.98 / 61%

249

22.5% / 22.7%

WHICH INDIVIDUAL OCCUPATIONS IN THIS GROUP ARE PROJECTED TO BE IN DEMAND?
Median Hourly
Wage
50

40

30

20

10

Description
Agricultural and Food Science Technicians
Clinical/Counseling/School Psychologists
Medical Scientists, Except Epidemiologists
Biological Technicians
Life/Physical/Social Science Techs., All Other
Soil and Plant Scientists
Chemists
Chemical Technicians

0

SOC
Code
19-4011
19-3031
19-1042
19-4021
19-4099
19-1013
19-2031
19-4031

Total Est.
2013 Openings,
Jobs 2013-2018
214
+44
114
+29
97
+23
85
+22
43
+17
70
+15
62
+10
51
<10

Openings due to:
New demand
Replacement

Lubbock

US = 1.00

$13.12
$25.03
$22.09
$12.94
$20.43
$21.47
$19.80
$12.77

0.78
0.79
0.57
0.66
0.96
0.79
0.57
0.61

WHICH INDUSTRIES ARE MOST LIKELY TO EMPLOY WORKERS IN THIS OCCUPATIONAL GROUP?
Based on share the occupational group

Based on share of workers in this occupational

represents of total U.S. employment in the industry

group in the U.S. that are employed in the industry

Group’s Share
NAICS

Industry

of Total Jobs

Share of Group
NAICS

Industry

Employed

in Industry

in Industry

5417 Scientific Research and Development Services 28.5%

5417 Scientific Research and Development Services 15.0%

3254 Pharmaceutical and Medicine Manufacturing

9011 Federal Government, Civilian

16.6%

11.9%

1131 Timber Tract Operations

9.8%

9026 Education and Hospitals (State Government)

8.3%

1132 Forest Nurseries/Gathering of Forest Products

9.6%

9029 State Govt., Excluding Education & Hospitals

6.9%

1153 Support Activities for Forestry

8.8%

5413 Architectural, Eng., & Related Services

6.5%

3251 Basic Chemical Manufacturing

7.7%

9039 Local Govt., Excluding Education & Hospitals

6.3%

2111 Oil and Gas Extraction

7.5%

5416 Mgmt., Scientific, & Tech. Consulting Services

6.1%

3255 Paint, Coating, and Adhesive Manufacturing

6.9%

6213 Offices of Other Health Practitioners

4.7%

6213 Offices of Other Health Practitioners

6.7%

3254 Pharmaceutical and Medicine Manufacturing

3.7%

3253 Pesticide, Fertilizer, & Other Ag. Chemical Mfg.

5.6%

9036 Education and Hospitals (Local Government)

3.5%

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies.
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HEALTH CARE PRACTITIONERS AND TECHNICAL OCCUPATIONS
SOC 29-0000 OCCUPATIONAL GROUP OVERVIEW
WHAT ARE LOCAL TRENDS AND HOW DO WE COMPARE?
Employment
2013

% Change
from 2010
Lubbock / U.S.

9,933

+2.4% / +4.1%

LQ
2013

Median Hourly
Wages
Lubbock / % of U.S.

Total Est.
Openings
2013-2018

% Age
55+
Lubbock / U.S.

1.26

$30.49 / 87%

2,191

20.1% / 21.6%

WHICH INDIVIDUAL OCCUPATIONS IN THIS GROUP ARE PROJECTED TO BE IN DEMAND?
Openings due to:

750

500

250

Description
Registered Nurses
Licensed Practical/Vocational Nurses
Physicians and Surgeons, All Other
Pharmacy Technicians
Pharmacists
Medical and Clinical Laboratory Technicians
Medical Records/Health Info. Technicians
Physical Therapists
Dental Hygienists
Radiologic Technologists

New demand
Replacement

0

SOC
Code
29-1141
29-2061
29-1069
29-2052
29-1051
29-2012
29-2071
29-1123
29-2021
29-2034

Total Est.
2013 Openings,
Jobs 2013-2018
3,754
+659
1,538
+370
323
+101
439
+87
+79
314
251
+65
+61
241
+55
138
133
+46
237
+41

Median Hourly
Wage
Lubbock

US = 1.00

$26.76
$20.49
$96.85
$14.17
$60.11
$16.70
$14.52
$38.98
$19.75
$25.28

0.84
1.02
1.11
0.99
1.05
0.91
0.86
1.01
0.57
0.95

WHICH INDUSTRIES ARE MOST LIKELY TO EMPLOY WORKERS IN THIS OCCUPATIONAL GROUP?
Based on share the occupational group

Based on share of workers in this occupational

represents of total U.S. employment in the industry

group in the U.S. that are employed in the industry

Group’s Share
NAICS

Industry

of Total Jobs

Share of Group
NAICS

Industry

in Industry

Employed
in Industry

6221 General Medical and Surgical Hospitals

55.0%

6221 General Medical and Surgical Hospitals

29.8%

6219 Other Ambulatory Health Care Services

51.6%

6211 Offices of Physicians

13.5%

6223 Specialty Hospitals (Exc. Psych. & Subst. Abuse) 51.5%

9036 Education and Hospitals (Local Government)

5.8%

6211 Offices of Physicians

43.3%

6231 Nursing Care (Skilled Nursing) Facilities

5.2%

6215 Medical and Diagnostic Laboratories

40.5%

4461 Health and Personal Care Stores

4.4%

6214 Outpatient Care Centers

39.0%

6212 Offices of Dentists

4.1%

6222 Psychiatric and Substance Abuse Hospitals

38.0%

6213 Offices of Other Health Practitioners

4.0%

6213 Offices of Other Health Practitioners

37.4%

6216 Home Health Care Services

3.8%

6212 Offices of Dentists

36.9%

6214 Outpatient Care Centers

3.6%

4461 Health and Personal Care Stores

35.1%

9026 Education and Hospitals (State Government)

2.9%

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies.
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POSTSECONDARY EDUCATION
To document the region’s postsecondary offerings, we compiled published data from the U.S. Department of
Education’s Integrated Postsecondary Education Data System (IPEDS). Under the Higher Education Act of 1965,
every college, university, and vocational or technical institution that participates in federal financial student aid
programs (such as Pell Grants or federally backed student loans) is required to report annually on a range of
indicators. Data are collected through a system of interrelated surveys and are made available through IPEDS.
Each fall, institutions report on the number of awards conferred for credit by field of study (as defined by
Classification of Instructional Programs or CIP code), by level (associate’s, bachelor’s, master’s, doctor’s, and
postsecondary certificates), and by the race or ethnicity and gender of the recipient. These data are referred to as
“completions.” Data on completions for the three most recent academic years available (2010-2011, 2011-2012,
and 2012-2013) were downloaded from the IPEDS Data Center for all schools in the region that participate in
IPEDS surveys. Together, the seven institutions included in the analysis conferred nearly 14,000 degrees/awards in
2013 in credit-bearing programs. Of these, the vast majority (85 percent) were for awards of four-years or more in
duration.

COMPLETIONS BY YEAR AND AWARD LEVEL, 2011-2013
SHARE OF AWARDS/DEGREES CONFERRED FOR CREDIT BY REGIONAL INSTITUTIONS
100%
26%

26%

26%

Advanced degree**

The

75%
Bachelor's
50%

58%

59%

Associate's*

59%

colleges

and

universities

included in the analysis conferred
nearly 14,000 awards in creditbearing programs in 2013, an
increase of almost 1,500 awards
(12 percent) from 2011. The vast

25%

0%

At least 1, but <2 years
9%
4%

8%
5%

8%
6%

2011
(n=12,369)

2012
(n=13,184)

2013
(n=13,848)

majority of completions (nearly
85 percent) were awards of fouryears or more.

Less than 1 year

Source: National Center for Education Statistics, Integrated Postsecondary Education Data System (IPEDS) surveys; TIP Strategies.
Note: IPEDS data include only schools eligible to participate in federal financial aid programs. Figures shown include first and second majors.
Cosmetology schools were excluded from this analysis.
*Associate’s-degree-level completions include awards categorized by IPEDS as an "Award of at least two but less than four academic years."
**Completions characterized as “Advanced degree” represent all awards above the bachelor’s-degree level.
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COMPLETIONS BY INSTITUTION AND YEAR, 2011-2013
AWARDS/DEGREES CONFERRED FOR CREDIT BY INSTITUTIONS INCLUDED IN ANALYSIS
Texas Tech University reported the majority of the region’s for-credit degrees and awards during the period
analyzed, averaging roughly 7,000 completions annually. Covenant School of Nursing and Allied Health had the
lowest average number of completions, at less than 150. South Plains College averaged nearly 1,300 completions
annually over the three years, representing roughly 10 percent of the total.

IPEDS ID
228158
445346
226383
229337
229115
226675
229780

Insitution
Texas Tech University
Wayland Baptist University
Texas Tech University Health Sciences Center
South Plains College
Lubbock Christian University
Kaplan College-Lubbock
Covenant School of Nursing and Allied Health
Total for-credit degrees/awards

Number of Awards/Degrees by Academic Year
2010-2011
2011-2012
2012-2013
6,506
7,119
7,359
2,170
2,165
2,329
1,418
1,650
1,846
1,194
1,304
1,396
545
474
511
391
333
259
145
139
148
12,369
13,184
13,848

TOP 5 PROGRAMS OF STUDY (2-DIGIT CIP CODE LEVEL)
SHARE OF FOR-CREDIT DEGREES/AWARDS CONFERRED, 3-YEAR AVERAGE
Courses related to business management (CIP 52) and training of
health care professionals (CIP 51) averaged approximately 2,500

All other CIP
Codes, 43%

Business/Mgt.
/Marketing &
Related, 19%

Health
Professions
and Related,
19%

for-credit degrees/awards during the period analyzed, or roughly
19 percent each of the regional total. A look at completions by
detailed CIP code and award level (next page) reveals that two
fields of study—one with in each of these broad categories—
account for far more of the region’s average annual completions
than

any

others.

The

first,

Business

Administration

and

Management, General (CIP 52.0201), had an average of nearly
1,400 completions annually during the period analyzed. This
popular course of study in general business principles and

Education,
5%

Engineering,
6%

Liberal
Arts/Gen.
Studies/
Humanities
(CIP 24), 8%

processes is often the largest source of for-credit completions in a
region. In terms of health-care-related completions, Registered
Nursing (CIP 51.3801) was by far the largest, with more than
1,000 degrees/awards conferred annually on average.

Source: National Center for Education Statistics, Integrated Postsecondary Education Data System (IPEDS) surveys; TIP Strategies.
Note: IPEDS data include only schools eligible to participate in federal financial aid programs. Figures shown include first and second majors.
Cosmetology schools were excluded from this analysis.
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TOP 25 COMPLETIONS BY FIELD OF STUDY AND AWARD LEVEL
THREE-YEAR AVERAGE OF AWARDS/DEGREES CONFERRED FOR CREDIT BY REGIONAL INSTITUTIONS
Less than 1 year

At least 1, but <2 years

Associate's*

0%

20%

Business Admin. and Mgmt., General (52.0201) 6%
Registered Nursing/Registered Nurse (51.3801)

Bachelor's
40%

60%

100%

1,038

83%

29%

642

71%
92%

General Studies (24.0102)

8%

80%

Kinesiology and Exercise Science (31.0505)

20%

87%

Accounting (52.0301) 5% 3%

13%

63%
88%

Marketing/Marketing Mgmt., General (52.1401)

7%

87%

Law (22.0101)

13%

94%

Medical/Clinical Assistant (51.0801)

6%

71%

History, General (54.0101)

84%

Architecture (4.0201)

69%

Medicine (51.1201)

12%

162
158

31%

154
8%

75%

Petroleum Engineering (14.2501)

18%

62%

32%

Child Development (19.0706) 6% 6%
Electrical and Electronics Engineering (14.1001)
Finance, General (52.0801)

6%

88%
43%

133
133
132

57%

132

100%
8%

153
134

25%

82%

Medical Office Assistant/Specialist (51.071)

199

165

92%

Civil Engineering, General (14.0801)

216

13%

100%

Hotel/Motel Admin./Mgmt. (52.0904)

261

198

29%
86%

Biology/Biological Sciences, General (26.0101) 4%

313

216

100%

Human Dev./Family Studies, General (19.0701)

335

252

100%

Mechanical Engineering (14.1901)

400

283

29%

Psychology, General (42.0101) 5%

3-YEAR
AVERAGE

1,375

37%

Multi-/Interdisciplinary Studies, Other (30.9999)

Criminal Justice/Law Enforcement Admin. (43.0103)

80%

57%

17%

Liberal Arts /General Studies/Humanities (24.0199)

Advanced degree**

80%

131
12%

124

Source: National Center for Education Statistics, Integrated Postsecondary Education Data System (IPEDS) surveys; TIP Strategies.
Note: IPEDS data include only schools eligible to participate in federal financial aid programs. Figures shown include first and second majors.
Cosmetology schools were excluded from this analysis.
*Associate’s-degree-level completions include awards categorized by IPEDS as an "Award of at least two but less than four academic years."
**Completions characterized as “Advanced degree” represent all awards above the bachelor’s-degree level.

THEORY INTO PRACTICE

PAGE | 57

STRATEGIC PLAN

LEDA

FOR-CREDIT DEGREES/AWARDS IN SELECTED FIELDS OF STUDY
THREE-YEAR AVERAGE IN FIELDS RELEVANT TO KEY OCCUPATIONAL GROUPS
The following figures provide the same information for fields of study relevant to the four STEM-related major groups
introduced in the occupational analysis:

Computer and Mathematical (SOC 15-0000); Architecture and

Engineering (SOC 17-0000); Life, Physical, and Social Science (SOC 19-0000); and Health Care Practitioners and
Technical (SOC 29-0000).
Completions by award-level for SOC 15-0000: Computer and Mathematical Occupations
Less than 1 year

At least 1, but <2 years
0%

Associate's*
20%

Bachelor's

40%

60%

Advanced degree**
80%

100%

3-YEAR
AVERAGE

Computer and Info. Sciences, General (11.0101)

106

Mathematics, General (27.0101)

81

Information Science/Studies (11.0401)

70

Statistics, General (27.0501)

13

Computer Engineering, General (14.0901)

11
Total completions in fields of study relevant to this group: 278

Completions by award-level for SOC 17-0000: Architecture and Engineering Occupations
Less than 1 year

At least 1, but <2 years
0%

Associate's*
20%

Bachelor's
40%

60%

Advanced degree**
80%

100%

3-YEAR
AVERAGE

Mechanical Engineering (14.1901)

216

Architecture (4.0201)

158

Civil Engineering, General (14.0801)

134

Petroleum Engineering (14.2501)

133

Electrical and Electronics Engineering (14.1001)

132

Chemical Engineering (14.0701)

53

Industrial Engineering (14.3501)

53

Landscape Architecture (4.0601)

24

Mfg., Engineering Tech./Technician (15.0613)

19

Drafting & Design Tech./Technician, Gen. (15.1301)

16

Systems Engineering (14.2701)

15

Engineering, General (14.0101)

13

Environmental/Env. Health Engineering (14.1401)

12

Computer Engineering, General (14.0901)

11
Total completions in fields of study relevant to this group: 997

continued next page
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Completions by award-level for SOC 19-0000: Life, Physical, and Social Science Occupations
Less than 1 year

At least 1, but <2 years
0%

Associate's*
20%

Bachelor's
40%

60%

Advanced degree**
80%

100%

3-YEAR
AVERAGE

Psychology, General (42.0101)

261

History, General (54.0101)

165

Biology/Biological Sciences, General (26.0101)

162

Political Science/Govt., General (45.1001)

120

Animal Sciences, General (1.0901)

87

Sociology (45.1101)

84

Agricultural Economics (1.0103)

78

Economics, General (45.0601)

77

Counseling Psychology (42.2803)

73

Chemistry, General (40.0501)

54

Geology/Earth Science, General (40.0601)

37

Agriculture, General (1)

36

Wildlife/Fish/Wildlands Science & Mgmt. (3.0601)

33

Biochemistry (26.0202)

32

Molecular Biology (26.0204)

25

Anthropology (45.0201)

24

Microbiology, General (26.0502)

23

Agronomy and Crop Science (1.1102)

23

Physics, General (40.0801)

21

Natural Resources/Conservation, General (3.0101)

20

Biotechnology (26.1201)

17

Forensic Science and Technology (43.0106)

16

Statistics, General (27.0501)

13

Geography (45.0701)

12

Biomedical Sciences, General (26.0102)

11

Ag./Horticultural Plant Breeding (1.1104)

11

Toxicology (26.1004)

10

Cell/Cellular and Molecular Biology (26.0406)

10
Total completions in fields of study relevant to this group: 1,574

continued next page
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Completions by award-level for SOC 29-0000: Health Care Practitioners and Technical Occupations
Less than 1 year

At least 1, but <2 years
0%

Associate's*
20%

Bachelor's
40%

60%

Advanced degree**
80%

100%

3-YEAR
AVERAGE

Registered Nursing/Registered Nurse (51.3801)

1,038

Kinesiology and Exercise Science (31.0505)

313

Medicine (51.1201)

154

Pharmacy (51.2001)

122

Family Practice Nurse/Nursing (51.3805)

105

Physical Therapy/Therapist (51.2308)

94

Licensed Practical/Vocational Nurse Training (51.3901)

90

Communication Sciences/Disorders, Gen. (51.0201)

89

Nursing Administration (51.3802)

61

Physician Assistant (51.0912)

56

Nutrition/Wellness Studies, General (19.0501)

39

Occupational Therapy/Therapist (51.2306)

34

Dietetics/Dietitian (51.3101)

27

Clinical Lab./Medical Technologist (51.1005)

25

Athletic Training/Trainer (51.0913)

21

Nursing Practice (51.3818)

20

Medical Radiologic Tech./Radiation Therapist (51.0907)

13

Radiologic Tech./Radiographer (51.0911)

12

Surgical Technology/Technologist (51.0909)

11

Audiology/Audiologist (51.0202)

11
Total completions in fields of study relevant to this group: 2,361

Source (all figures): National Center for Education Statistics, Integrated Postsecondary Education Data System (IPEDS) surveys. Occupations
matched to CIP Codes using crosswalk available from the National Crosswalk Service Center. Includes CIP Codes with an average of at least 10
completions during the three-year period analyzed.
*Associate’s-degree-level completions include awards categorized by IPEDS as an "Award of at least two but less than four academic years."
**Completions characterized as “Advanced degree” represent all awards above the bachelor’s-degree level.
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EMPLOYER SURVEY
To better understand the opportunities and challenges associated with Lubbock’s workforce, an online survey was
conducted as part of the strategic planning process. The survey afforded employers the opportunity to share their
experience with hiring, retaining, and training workers in the region. The survey was distributed by the Lubbock
Economic Development Alliance in August 2014. A total of 132 employers participated.

INDUSTRY FOCUS
Which of the following best describes the primary industry focus of your company?
Number of responding firms by primary industry
Finance/Insurance

15

Education

15

Manufacturing

14

Professional Services

14

Real Estate

10

Other

10

Hospitality

9

Government/Non-profit

9

Construction

7

Retail

6

Wholesale Trade

5

Health Care

4

IT (Hardware and Software)

4

Utilities

3

Mining/Oil & Gas

2

Support Services

2

Cultural/Recreation

1

Shipping/Storage

1

Farming

0

Management of Companies

0

Source: Lubbock Employer Survey
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NUMBER OF EMPLOYEES
How many full-time workers are employed by your business in the Lubbock area?
Share of responding firms by size (number of employees)
10 or fewer

17.1%

11-25

15.5%

26-50

9.3%

51-100

20.9%

101-500

24.0%

More than 500

13.2%

Source: Lubbock Employer Survey

NUMBER OF YEARS IN BUSINESS
How long has your business been located in the Lubbock area?
Share of responding firms by number of years in Lubbock
0-2 years

2-5 years

0.8%

6.1%

5-10 years

10-20 years

13.7%

17.6%

20+ years

62.6%

Source: Lubbock Employer Survey
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HEADQUARTERS LOCATION
Is your business headquartered in the Lubbock area?
Share of responding firms
Yes

75.6%

No

24.4%

Source: Lubbock Employer Survey

WORKFORCE CATEGORIES
Approximately what percentage of your workforce is employed in the following categories?
Management

and

clerical/

None

Less than 10%

10 to 24%

administrative occupations were the

24% to 49%

50 to 74%

75% or more

most commonly employed type of

100%

position among survey respondents,
with virtually all firms indicating some

80%

percentage of their total employment

60%

These same groups were also most

fell into these two broad categories.

likely to constitute a relatively small
percentage

40%

of

the

workforce,

accounting for less than 10 percent of
total employment for roughly 40
percent of responding firms.

20%

At the other end of the spectrum,
skilled labor and unskilled workers

LEAST
COMMON

Management

Clerical/Administrative

Professional/Technical

Sales/Marketing

Skilled Labor (e.g., skilled
production, craft workers,
machinists, welders)

0%

Unskilled/Laborers

Share of firms reporting employment in the category

Share occupational category comprises of firm's total employment:

were the least commonly employed
groups, with only about 60 to 70
percent of responding firms reporting
any employment in these categories.
For roughly 15 to 20 percent of
responding firms, however, workers
in these two categories comprise 50

MOST
COMMON

percent or more of total employment.

Source: Lubbock Employer Survey
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HIRING PLANS
Over the next 2 years, do you plan to hire additional employees within the Lubbock area?
Yes

66.7%

No

9.9%

Not sure

23.4%

Source: Lubbock Employer Survey

HIRING PLANS BY WORKFORCE CATEGORY
If you plan to hire additional employees in the region over the next 2 years, in which of the
following categories do you plan to add workers?
Share of responding firms planning to hire workers in specified category
Professional/Technical

56.2%

Management

49.3%

Sales/Marketing

47.9%

Clerical/Administrative

43.8%

Skilled Labor

39.7%

Unskilled/Laborer

23.3%

Other types of workers

4.1%

Number of anticipated hires indicated
Category not specified

2,197

Professional/Technical

515

Sales/Marketing

436

Unskilled/Laborer

278

Skilled Labor

247

Clerical/Administrative

174

Management
Other types of workers

120
5

Source: Lubbock Employer Survey. Note: Of anticipated hires, 2,000 workers were reported by one firm.
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TYPICAL HIRING TIMEFRAME BY WORKFORCE CATEGORY
Approximately how long does it typically take to fill a vacancy for each of the following
classifications of workers?
Less than 2 weeks

2 to 4 weeks

1 to 3 months

4 to 6 months

More than 6 months

Share of firms for which the category was applicable

100%

80%

60%

40%

20%

SHORTEST
TIME TO FILL

Management

Skilled Labor (e.g., skilled
production, craft workers,
machinists, welders)

Professional/Technical

Sales/Marketing

Clerical/Administrative

Unskilled/Laborer

0%

LONGEST
TIME TO FILL

Source: Lubbock Employer Survey
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HARD-TO-FILL POSITIONS
Which occupations are difficult to recruit in your industry?

HARD-TO-FIND SKILLS
Which skills are difficult to find in your industry?

Source (both figures): Lubbock Employer Survey, Wordle
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BUSINESS SUCCESS FACTORS: IMPORTANCE
Based on your experience, how IMPORTANT are the following factors to the success of your
business?
Not Important

Somewhat Important

Important

Very Important

Extremely Important

Ability to attract and
retain qualified employees

Perception of Lubbock's
PERFORMANCE (scale of 1 to 5)
3.0

Access to customers

3.5

Quality of local colleges/universities

4.1

Quality of life offerings

3.2

Cost of labor

3.4

Quality of K-12 schools

3.5

Skills training/education programs

3.1

Cost of taxes

3.1

Cost of utilities

3.0

Regional transportation infrastructure

3.2

Incentives for new/
expanding businesses

3.0

E-ship/small business support system

3.2

Cost of real estate

3.4

Presence of suppliers and partners

3.1
0%

20%

40%

60%

80%

100%

Source: Lubbock Employer Survey
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BUSINESS SUCCESS FACTORS: LUBBOCK’S PERFORMANCE
How does Lubbock PERFORM on each of these factors?
Extremely Poor

Below Average

Average

Very Good

Excellent

Views on IMPORTANCE
(scale of 1 to 5)

Quality of local colleges/universities

3.5

Quality of K-12 schools

3.3

Access to customers

3.7

Cost of labor

3.5

Cost of real estate

2.6

Quality of life offerings

3.5

Regional transportation infrastructure

3.0

E-ship/small business support system

2.8

Ability to attract and
retain qualified employees

4.3

Presence of suppliers and partners

2.7

Incentives for new/
expanding businesses

2.7

Skills training/education programs

3.2

Cost of taxes

3.0

Cost of utilities

3.0
0%

20%

40%

60%

80%

100%

Source: Lubbock Employer Survey
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BUSINESS SUCCESS FACTORS: IMPORTANCE VS. PERFORMANCE
Based on your experience, how IMPORTANT are the following factors to the success of your
business? (Vertical Axis)
How does Lubbock PERFORM on each of these factors? (Horizontal Axis)
A

Ability to attract and retain quality employees

H

Incentive programs (grants, loans, tax abatements) for
new or expanding businesses

B

Access to customers

I

Presence of suppliers & partners

C

Cost of labor

J

Quality of K-12 schools

D

Cost of real estate

K

Quality of life offerings

E

Cost of taxes

L

Quality of local colleges and universities

F

Cost of utilities

M

Regional transportation infrastructure

G

Entrepreneur and small business support system

N

Training and education programs to enhance skills of
existing workforce

HIGHEST PRIORITY
Factor with above-average
importance rating and
average perception of
Lubbock's performance.

4.50
A

4.00

3.50

Above-average importance

Average rating of factor's IMPORTANCE to success (scale of 1 to 5)

5.00

B
K

L

C
J

N
3.00

F

H
2.50
2.50

E
I

M
G

3.00
Factors to improve

D
3.50

4.00

4.50

5.00

Above-average performance (factors to market)

Average rating of Lubbock's PERFORMANCE on factor (scale of 1 to 5)
Source: Lubbock Employer Survey
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QUALITY OF THE REGIONAL WORKFORCE
How would you rate the regional workforce overall on the following characteristics?
No opinion

Poor

Fair

Good

Excellent

80%
60%
40%
20%

HIGHEST RATED

Communication skills

Math skills

Job readiness

Computer skills

Reliability

Entry-level skills

Adaptibility

Teamwork skills

Professionalism

Productivity

Employee attitudes

0%

Trainability

Share of firms rating the characteristic

100%

LOWEST RATED

Source: Lubbock Employer Survey

WORKFORCE TRAINING PROGRAM UTILIZATION
Are Lubbock's existing training programs lacking in any areas critical to your training needs?
Share of responding firms
No, we conduct all training in-house or through
existing supplier/vendor relationships

50.5%

Yes, there are gaps in training available in the region
but they do not have a critical impact on operations
Yes, there are critical gaps in training
that negatively impact our operations
No, our work requires
little or no formal training
No, the training offered by
regional providers is sufficient

16.5%
12.1%
11.0%
9.9%

Source: Lubbock Employer Survey
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APPENDIX C: BEST PRACTICES REVIEW
We have organized the best practice examples around three major themes:

1. Quality of place. These are examples of communities that have invested in themselves to create a more
vibrant downtown district that improves the community as a whole. This is also important for talent attraction
and retention.

2. Leveraging universities. These are examples of cities that have forged close-knit relationships with their
major research university to create a major new research focus that has the potential to transform the region’s
economy, or to leverage the university’s growth for the revitalization of a specific district (such as downtown).

3. Talent management. These are examples outside of communities and organizations that have taken a
unique approach toward talent management. This includes the development, attraction, and retention of
talented workers with specific skills and experience in high-demand occupations.
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QUALITY OF PLACE: OKLAHOMA CITY, OK
THE MAPS (METROPOLITAN AREA PROJECTS) PROGRAM
THE CHALLENGE:
During the early 1980s recession, Oklahoma’s energy sector
and financial institutions collapsed, resulting in Oklahoma
City’s inability to attract new business. This lead to what the
city’s

leaders

termed

“civic

decline.”

Consequently,

infrastructure investment in the inner city decreased, and, in
1992, the city lost a contract to house a new maintenance

SNAPSHOT: MAPS PROGRAM

A voter-approved, temporary one-cent sales tax
used to fund specific, long-term capital
improvement projects without incurring any
additional debt, now in its 3rd cycle.

facility for United Airlines. The airline ultimately chose
Indianapolis, Indiana, for its higher standard of living and
quality of life.
THE RESPONSE:
The

Greater

Oklahoma

City

Chamber

of

Commerce

proposed the MAPS (Metropolitan Area Projects) Program, to
be funded by a temporary one-cent sales tax. The tax was
designed to raise enough money to fund nine specific capital
improvement projects without incurring any additional debt.
Initially levied for five years, the tax was extended for one sixmonth period. It raised $310 million (and generated an
additional $52 million in income). Over an 11-year period,

OKLAHOMA CITY (OK) MSA
Population (2014): 1.3 million
Employment (2014): 668,396
Gross regional product (2013): $57.9 billion

MAPS completely paid for all of the projects, which included

Source: EMSI

new and upgraded sports, recreation, entertainment, cultural, and convention facilities. Proposed MAPS projects
were reviewed by an 11-member Citizens Advisory Board. Eight citizen sub-committees were appointed to provide
additional input to the Advisory Board. MAPS began on December 14, 1993, when voters narrowly approved the
dedicated sales tax. The sales tax expired on July 1, 1999, and the MAPS board was dissolved on June 22, 2004,
when the final project, the Ronald J. Norick Downtown Library, was completed.
In the 20 years since the original MAPS program began, Oklahoma City has seen significant economic and qualityof-life impacts. A 2014 city economic forecast shows that nearly $5 billion in revenue has been realized, a
considerable return on the original investment. The increasing level of urban vitality in the city’s downtown is a
testament to the program’s success. Further evidence of success can also be found in two subsequent MAPS
programs. MAPS for Kids raised $514 million through a $180 million bond and taxes levied after the original
MAPS tax expired. This money was used for repairs at OKC district schools and 23 other suburban school districts.
The latest MAPS program, MAPS 3, was approved by voters in 2009, by the same narrow margin (54%) as the
original program. This new one-cent sales tax took effect in April 2010 and will end in December 2017. MAPS 3
focuses on eight projects designed to improve the quality of life for OKC residents. These will include a new
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downtown convention center, new senior health and wellness centers, and improvements to the Oklahoma River
and State Fairgrounds and parks and trails throughout the city.
LESSONS LEARNED:
The MAPS program yields two basic lessons. First, unlike with many “pay-as-you-go” programs, the goals and
strategies of MAPS were established at the start. This resulted in projects, chosen by citizens, did not change over
the ten years required for construction and implementation. The result was nine projects that stayed within budget
and remained constant, even through changes in local government leadership. The second lesson is in the multiproject approach. Any single project might not have garnered sufficient interest to achieve adequate funding.
However, the MAPS method of bundling the projects ensured that the community bought into the entire nine-project
program. Moreover, a selection of projects allowed the MAPS administrators to target less-expensive projects for
early completion, providing quick results that increased community confidence in the overall program. The
promotion and success of the two follow-up MAPS programs, MAPS for Kids and MAPS 3, is clear evidence of the
success of this model.
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QUALITY OF PLACE: LAS VEGAS, NV
THE DOWNTOWN PROJECT
THE CHALLENGE:
Initiated by Zappos founder, Tony Hsieh, the Downtown Project
(DTP) seeks to create a “startup city” within the City of Las
Vegas. The project aim is to revitalize the area of downtown
Las Vegas surrounding the former city hall, which is the new
Zappos corporate headquarters and houses over 1,500
employees. However, rather than make his “city” a selfsufficient island as other corporate giants such as Google and
Apple have done, Hsieh’s vision was to provide spaces that

SNAPSHOT: THE DOWNTOWN PROJECT

Downtown revitalization project funded by
$350 million in private capital from Zappos
founder and CEO, Tony Hsieh, designed to
serve as a campus for the online shoe and
clothing retailer, as well as support other
entrepreneurs.

encouraged “collisions”: opportunities for residents and visitors
alike to interact with others as often as possible, thus creating
more opportunities for participants to learn from each other,
and ultimately forming a more-connected community. Funded
by Hsieh in the amount of $350 million, the DTP has
earmarked $50 million each for small businesses, tech
companies, and endeavors in education, the arts, and culture;
with the remaining $200 million allocated to real estate.
THE RESPONSE:

LAS VEGAS (NV) MSA

DTP is based on the principles of 3 C’s: Collisions, Co-

Population (2014): 2.1 million

Learning, and Connectedness. A Collision is defined as a

Employment (2014): 951,254

“face to face interaction between two or more people, where

Gross regional product (2013): $82.5 billion

at least one piece of information is exchanged and
processed.” Collisions are what lead to Co-Learning and

Source: EMSI

Connectedness. The Downtown Project website, at the time of this writing, claims to have created 987 jobs. These
include both owners and operators of businesses and tech companies who have joined the DTP, as well as actual
employees of the project itself.
LESSONS LEARNED:
DTP is an ambitious project that intends to build a new city within a city; one which draws innovative, creative, and
entrepreneurial people. The primary goal of the project is to create an environment that helps Zappos attract and
retain its 1,500 employees housed at its new headquarters. In addition, the DTP seeks to revitalize the urban core in
the Fremont East area of Las Vegas using private venture capital and entrepreneurship. The lesson for Lubbock is
that downtown density creates commercial opportunities that cannot be recreated on the periphery of the city.
Moreover, the Downtown Project’s approach is one that involves employment, housing, and arts/entertainment.
Similarly, downtown revitalization in Lubbock should also pursue multiple opportunities, including the concentration
of professional services employment and new residential development.

THEORY INTO PRACTICE

PAGE | 74

STRATEGIC PLAN

LEDA

QUALITY OF PLACE: CHATTANOOGA, TN
VISION 2000 / CHATTANOOGA VENTURE
THE CHALLENGE:
In the 1960s and 1970s, Chattanooga was one of the
nation’s most polluted cities, once described as “the dirtiest
city in the United States” by the U.S. Department of Health,
Education, and Welfare. Its traditional base of manufacturing
industries was eroding, and young adults were leaving to find
better economic opportunities elsewhere, while downtown
“mom and pop” retail stores were losing ground to suburban
malls. Local community leaders faced the challenge of

SNAPSHOT: VISION 2000

A long-term strategy spearheaded by
Chattanooga Venture, a non-profit created by
local business and civic leaders to address a
number of community goals, including
downtown revitalization and riverfront
development.

diversifying the economy, reinvigorating the downtown,
integrating the city, and providing improvements to its
primary physical asset: the Tennessee River, while also
overcoming citizens’ pessimistic attitudes towards being
guided to a better future by politicians.
THE RESPONSE:
The solution was to create a shared vision for the city. So, in
1984, a handful of local officials, civic leaders, and business
executives acted outside of the political process to establish

CHATTANOOGA (TN-GA) MSA

Chattanooga Venture, a non-profit organization designed to

Population (2014): 547,643

turn the city around. Vision 2000, an extensive collaborative

Employment (2014): 254,177

visioning process funded by the Lyndhurst Foundation, was

Gross regional product (2013): $20.3 billion

the venture’s first project. It involved over 2,000 citizens and

Source: EMSI

provided a grassroots participatory process that enabled the
community to articulate its goals and objectives. The successful Vision 2000 initiative was followed, in 1993, by ReVision 2000.
Through engaging the community, a number of goals were identified. These included downtown and riverfront
development projects, affordable housing, and initiatives to address social issues (e.g., family violence). As a result
of Vision 2000, a private non-profit agency, the River City Company, was created to carry out redevelopment
projects. Another, the Chattanooga Neighborhood Enterprise, took on eliminating substandard housing in the city.
River front property was acquired, plans for the Tennessee Aquarium and for a trail system along the river were
prepared, and work began to “save” the Walnut Street Bridge as a pedestrian bridge across the river. The
Tennessee Aquarium opened in 1992 with the help of $45 million in private funds. A 41-unit apartment complex on
the river became the first downtown housing built since the 1970s. The 16-acre site of a closed high school became
an entertainment destination with the opening of the Creative Discovery Museum, an IMAX 3D theater, the Bijou
Theatre, BellSouth Park, the Hilton Garden Inn, and River Pier Landing.
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Downtown Chattanooga is now a vibrant destination for both residents and tourists. Its contributions to quality of
place have made it one of the region’s primary assets, attracting both companies and talent. According to Trevor
Hamilton, the Vice President of Economic Development at the Chattanooga Area Chamber of Commerce,
downtown Chattanooga is what really sells Hamilton County.
LESSONS LEARNED:
The success of Vision 2000 is credited to the visioning process that involved a large number of citizens bringing a
broad base of participation and interests. Although the process was costly (nearly a quarter of a million dollars,
underwritten by the Lyndhurst Foundation), this level of funding allowed for the use of highly experienced paid
facilitators to train community leaders. The revitalization effort’s success was also a result of being communitydriven, rather than government-driven, allowing citizens to feel a strong sense of ownership of the process and its
outcome. The visioning process addressed many community issues and did so at a time when the community
recognized the need for solutions. Finally, as a result of the pre-visioning planning, the goals could proceed almost
immediately to implementation. Without such expedient and effective results, it is quite possible that the frustration
and skepticism, which initially led to Vision 2000, would have been exacerbated rather than eliminated. By the
same token, Lubbock’s “Imagine Lubbock Together” community visioning process represents an opportunity to
channel the large amount of citizen involvement into community-supported economic development initiatives.
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LEVERAGING UNIVERSITIES: AUSTIN, TX
SEMATECH & UNIVERSITY OF TEXAS-AUSTIN
THE CHALLENGE:
In 1988, Austin, Texas, beat out 137 other cities to become
the home of SEMATECH, the non-profit research consortium
comprising most of the U.S. semiconductor manufacturers.
Although Austin had been an outpost, through the mid
1980s, for such manufacturing operations as IBM, Texas
Instruments, Motorola, and Advanced Micro Devices, it
required careful collaboration among government, business,

SNAPSHOT: SEMATECH/UNIVERSITY OF TEXAS

Collaboration of business and university
leadership to put in place the business
infrastructure, education, and quality of life
improvements required to attract SEMATECH
consortium and support technology growth.

and educational institutions—especially the University of
Texas—to create the climate that drew SEMATECH to Austin.
THE RESPONSE:
In 1985, after Austin had successfully competed for and
achieved the first of its two big consortium wins—offering
more than $20 million in incentives in 1983 to bring MCC
(Microelectronics and Computer Technology Corporation) to
Austin—the

Greater

Austin

Chamber

of

Commerce

commissioned a new long-range plan authored by Stanford
Research Institute International (SRI). SRI’s plan stressed, for
the first time, the linkage between quality of life and
economic development and recommended four primary

AUSTIN (TX) MSA
Population (2014): 1.9 million
Employment (2014): 974,178
Gross regional product (2013): $97.7 billion
Source: EMSI

thrusts for development in the city:

1. Continuing collaboration among business, government, and especially the University of Texas;
2. Creation of a climate for innovation in science and technology;
3. Development of programs to continue to attract, recruit, and grow technology firms; and
4. Availability of training more aligned with the kinds of industry being drawn to Austin through the city’s
educational institutions.
Austin’s business, education, and community leaders have worked together to implement these goals, investing in
facilities and faculty in the area’s colleges and universities, and encouraging venture capitalism to the tune of more
than $2 billion in 2000. In particular, the University of Texas has emphasized the creation of facilities for research
consortia and start-ups, investments to accelerate research programs, and technology commercialization. The
climate for innovation continues to attract people, from Michael Dell, founder of Dell computers, to a growing
number of entrepreneurs and start-ups who relocate to Austin because of the skilled workforce and a business
culture which encourages the risk-taking that fuels innovation.
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LESSONS LEARNED:
The importance of the University of Texas to Austin’s regional economy cannot be overstated, much like the
importance of the Texas Tech University System’s importance to Lubbock’s regional economy. In some ways, Texas
Tech is relatively more important to Lubbock’s economy, because the Austin economy has grown far beyond
“college town” status. But the lesson here is that Austin’s economic success is still largely because of the role that the
University of Texas has played in the development of the region as a national center for high-tech companies,
thanks in large part to the partnerships forged between Austin’s academic, business, and community leaders.
Lubbock has a similar opportunity to grow beyond its current dual status as college town and regional service center
for West Texas. Lubbock can transform its economy over the long-term by leveraging and supporting Texas Tech
(along with the city’s business and government leadership) to build on the university’s research and academic
specialties in ways that develop and attract new waves of investment, talent, and business creation.
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LEVERAGING UNIVERSITIES: COLLEGE STATION, TX
RESEARCH VALLEY PARTNERSHIP & TEXAS A&M UNIVERSITY
THE CHALLENGE:
For years, the Bryan-College Station metro area had done
little to capitalize on its biggest asset for economic
development, Texas A&M University. Texas A&M is the
largest recipient of academic R&D investments in Texas ($693
million in 2012, compared to $686 million for the University
of Texas-MD Anderson Cancer Center and $621 million for
the University of Texas-Austin). It is also located in the center

SNAPSHOT: RESEARCH VALLEY P’SHIP/TEXAS A&M

Creation of an economic development
organization dedicated to connecting business
and start-ups with the assets of Texas A&M,
including expertise in engineering, agriculture,
animal health, energy, and the biosciences.

of the Texas Triangle, one of the country’s most dynamic
regions. With connections to Dallas to the north, Houston and
the Port of Houston to the southeast, and Austin and San
Antonio to the southwest, Texas A&M is within a three-hour
drive of the majority of Texas residents. The area also serves
as a gateway to the nation’s multi-class rail and transportation
network.
THE RESPONSE:
The Research Valley Partnership (RVP) was created to guide
economic development efforts in the region, by focusing first
and

foremost

on

leveraging

Texas

A&M

and

its

academic/research specialties in engineering, agriculture,

COLLEGE STATION (TX) MSA
Population (2014): 245,904
Employment (2014): 116,020
Gross regional product (2013): $7.9 billion

animal health, energy, and the biosciences. Promoting

Source: EMSI

“speed-to-market resources all in one location,” the RVP
portfolio includes:

1. The OneHealth Plus Biocorridor, which combines plant, animal, and human breakthroughs with the new Health
Science Center and ATLAS, a first-of-its-kind master-planned community designed for companies manufacturing
biologics and pharmaceuticals;

2. Science Park at Research Valley, planned to support scientific innovation and technology transfer;
3. The Business Center at College Station, a class “A” facility near the central Texas A&M campus with fully
developed infrastructure and zoning to encourage technology and office development;

4. Texas Triangle Park & Inland Port, which serves as an inland gateway to North America’s southwest and major
consumer markets and focused on manufacturing, international trade/logistics, and energy research and
development; and

5. An amalgam of private real estate and business parks located throughout the Research Valley.
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LESSONS LEARNED:
Just as Texas A&M is College Station’s biggest asset, Texas Tech University is Lubbock’s biggest asset. The Lubbock
Economic Development Alliance (LEDA) can further align its economic development efforts to support Texas Tech.
Any efforts by LEDA and the City of Lubbock to support and leverage Texas Tech’s goal of growing its student
enrollment and R&D would be well worth the effort and investment. RVP strives to facilitate increased research
funding, talent management, and high-wage job creation at all levels for area residents as well as Texas A&M
graduates. For example, a Master Plan has been developed for the Research Valley Biocorridor that details the
steps required for organizing the project, promoting business development in the area, and establishing the
academic initiatives required for implementation. The Biocorridor is planned as an international destination for
education, research, development, commercialization, and production of innovative technologies to improve global
health. As LEDA works with Texas Tech to determine the most effective areas for economic development, developing
a similar Master Plan could be a major driver for long-term economic prosperity.
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LEVERAGING UNIVERSITIES: MANHATTAN, KS
NBAF (NATIONAL BIO AND AGRO-DEFENSE FACILITY) & KANSAS STATE UNIVERSITY
THE CHALLENGE:
The Plum Island Animal Disease Center (constructed in 1954
in Orient Point, NY) had become outdated and was nearing
the end of its planned lifespan; a new state-of-the-art
biocontainment facility was needed to study diseases that
could threaten U.S. animal, agriculture, and public health.
Kansas State University (KSU), in Manhattan, KS, pursued
contract for this facility, known as the National Bio and AgroDefense Facility (NBAF). KSU, already the site of the

SNAPSHOT: NBAF/KANSAS STATE UNIVERSITY

Attraction of a major federal research facility
focused on biosciences to Manhattan, KS thanks
to a city/chamber/university partnership that
leveraged Kansas State University’s R&D
strengths in veterinary sciences, agriculture, and
bio-security.

Biosecurity Research Institute and a major hub in the
veterinary pharmaceutical industry, offered an ideal location.
THE RESPONSE:
The Department of Homeland Security and the U.S.
Department of Agriculture jointly conducted a three-year
search that included a thorough assessment of the risks (an
environmental impact assessment) and the ability to meet the
intense

security

requirements

(Biosafety

Level

[BSL]

4

containment) for the planned NBAF. A multi-year nationwide

MANHATTAN (KS) MSA

search that considered 29 potential sites culminated in 2008

Population (2014): 102,637

with the selection of Manhattan and KSU as the site for the

Employment (2014): 43,880

NBAF project. A key factor that helped Manhattan land the

Gross regional product (2013): $2.8 billion

federal project was the close partnership between Kansas

Source: EMSI

State University, the City of Manhattan, and the Manhattan
Area Chamber of Commerce.
An impact report on the effects of the facility over a 25-year period was conducted. It examined the fiscal and
economic impacts, as well as the impacts to the bioscience industry in Kansas and the KSU area. During the
construction phase, which began in 2012 and is scheduled for completion in 2017, businesses in Kansas,
particularly in Riley County (home to KSU) will receive more than $800 million in revenue, both directly and
indirectly. More than 1,300 workers will be employed during construction. Once the facility begins operations, it
will employ approximately 325 workers at an average annual salary of $77,000. The facility itself, consisting of
two large laboratory structures and four outbuildings providing utility, parking, and guard services, is expected to
draw more bioscience firms to the area, further expanding the economy.
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LESSONS LEARNED:
As with the Research Valley Project, the NBAF was a suitable fit for the activities already taking place on the KSU
campus. Finding a similar niche among the areas of strength within the components of the Texas Tech University
System, and building on those strengths can help attract similar large-scale research projects to the area. Preparing
an impact statement in advance will help the institution to focus efforts on areas that hold real potential for bringing
new investments and business to the Lubbock region. (Impact DataSource, a 17-year-old Austin, TX, firm, was
contracted to prepare the impact statement for the NBAF.)
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LEVERAGING UNIVERSITIES: FORT COLLINS, CO
UNIVERCITY CONNECTIONS & COLORADO STATE UNIVERSITY
THE CHALLENGE:
UniverCity Connections was created in response to a need to
create better connections between the City and the University,
a realization sparked by an informal conversation between
the city manager of Fort Collins, Colorado, and the president
of Colorado State University (CSU). The perception was that
Fort Collins could only reach its full potential if the community
could be inspired to imagine and create positive connections
among three major community assets: CSU, downtown Fort

SNAPSHOT: UNIVERCITY CONNECTIONS/CSU

A coalition of foundations, higher education,
local government, and citizens seeking to
create positive connections among the region’s
key assets by supporting sustainable
development projects and promoting Fort
Collins’ unique brand.

Collins, and the Poudre River.
THE RESPONSE:
Since its formation in August 2006, the partnership and its
stakeholders have envisioned and implemented a number of
ideas with the goal of enhancing the attractiveness of the
Poudre River area. Projects designed for the benefit of
residents

and

visitors

included

spurring

infill

and

redevelopment in the downtown/CSU area, establishing a
downtown “Brewery District,” and helping the creative arts

FORT COLLINS (CO) MSA

become an economic driver, as illustrated by the creation of

Population (2014): 321,749

the Arts Incubator of the Rockies. Initial phases of the project

Employment (2014): 162,416

involved identifying the stakeholders and the study area,

Gross regional product (2013): $12.6 billion

defining the process and schedule, creating a name and logo

Source: EMSI

for the project, and, planning and hosting the kick-off party.
The stakeholders identified included 100 Fort Collins citizens, as well as the Downtown Development Authority and
the Community Foundation of Northern Colorado.
The preparatory work pinpointed a manageable number of specific goals and assigned a task group to each. In
developing a strategy for implementing the initiatives, the task groups encouraged sustainable development and
found ways to promote the city’s unique brand. Outcomes of this process included the Fort Collins Bike Library, a
free bike lending service, and the Rocky Mountain Innosphere, a technology incubator. The resulting action plans
determined responsibility for implementation, assessed and located necessary resources, and defined measurable
indicators of success. Five years after UniverCity Connections was created, community leaders evaluated the
program and decided to re-engage the community for the next steps. Ongoing initiatives include, Homeward 2020,
a plan to make homelessness in Fort Collins “rare, short-lived, and non-occurring” by 2020, and FortZED, a
proposal to build a net-zero energy district—“the electricity system of the future”—in the downtown area.
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LESSONS LEARNED:
Success comes from the right input. In the case of Fort Collins, that turned out to be a coalition of foundations,
higher education, local government, and local citizens, all seeking ways to improve the future of the entire area. As
the website for the project makes clear, UniverCity Connections provides three elements vital to successfully
accomplishing the kind of growth that Fort Collins has achieved: 1) convening—finding a neutral platform that can
enable the community connections necessary to bring about positive change; 2) connecting—providing a forum for
streamlined communication between the stakeholders; and 3) engaging—challenging stakeholders to envision and
implement dynamic objectives to effect positive community impacts.
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LEVERAGING UNIVERSITIES: PHOENIX, AZ
ARIZONA STATE UNIVERSITY DOWNTOWN CAMPUS
THE CHALLENGE:
The role that vibrant downtowns play in regional economic
development is becoming more appreciated in recent years
thanks to the role that urban vitality plays in the attraction and
retention of talent. Phoenix recognized this importance of
“quality of place” as a major factor that would influence the
city’s long-term prosperity. The city created a plan to spur
downtown revitalization, with the construction of a new

SNAPSHOT: DOWNTOWN/ARIZONA STATE UNIV.

Strategy to spur development and improve
social and physical connections between
Arizona State University and area residents
through the creation of a significant campus in
downtown Phoenix.

downtown Phoenix campus for Arizona State University as the
centerpiece of this effort.
THE RESPONSE:
The City of Phoenix is centering its revitalization efforts on the
expansion of Arizona State University’s downtown campus.
The development of this campus was made possible by the
approval of a $223 million bond that provided funding for
land acquisition and construction. ASU’s main campus in
nearby Tempe will be relocated to the new facilities,
providing room for 15,000 students and 1,800 staff and
faculty. The campus will be home to several areas of study,
including the school of nursing, intended to capitalize on the

PHOENIX (AZ) MSA
Population (2014): 4.5 million
Employment (2014): 2,006,206
Gross regional product (2013): $185.0 billion

region’s first medical school, the Phoenix Biomedical Campus

Source: EMSI

of the Arizona University System. This “new era” medical
school will be developed jointly by ASU and the University of Arizona. With efforts based on Richard Florida’s
“creative class” model, Phoenix hopes that through the presence of young, educated people in the downtown,
others will be attracted to live and work there.
This emphasis on the knowledge economy is the most important of the seven elements comprising the city’s
revitalization goals. Others include: developing the downtown housing market with at least 10,000 additional units;
developing Phoenix’s unique neighborhoods to maintain a community rich in texture and opportunity; and
continuing to construct venues for arts, culture, and entertainment. The thrust of these efforts is summed up in a
statement from the 2004 blueprint for Phoenix’s future: “Because of its desert location,…downtown Phoenix is
perfectly situated to become the nation’s leading ‘connected oasis,’ providing knowledge workers with both
connection and escape. It is this notion that will create authenticity in downtown Phoenix and provide a competitive
advantage over other regions.”
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LESSONS LEARNED:
As the ASU Downtown Phoenix campus grows, it will contribute to increased urban vitality in the form of more
students and employees, ultimately leading to a greater demand for housing, retail, and entertainment in the urban
core. A campus located within easy reach of the downtown provides a dynamic and mutually beneficial connection
to the community served by the university. It will be important for Lubbock’s long-term success to engage Texas Tech
as a key partner in the community’s downtown revitalization efforts. While the Texas Tech University System will not
follow the exact same approach as ASU (establishing a brand new downtown campus), there will be many
opportunities for TTU and TTUHSC to play an active role in the development of downtown Lubbock as a vibrant,
mixed-use district that attracts students, faculty, and other individuals associated with the universities.
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TALENT MANAGEMENT: UPSKILL HOUSTON
SKILLS GAP INITIATIVE
THE CHALLENGE:
The Houston region has experienced significant growth over
the last several years, led by resurgences in energy,
petrochemicals, manufacturing, and construction. In 2012,
the Houston Metro area was named #1 for corporate
expansion and relocation by Site Selection magazine.
However,

leaders

from

the

business

community

have

identified talent management as a pressing need that must be

SNAPSHOT: UPSKILL HOUSTON

A business-led initiative to address Houston’s
talent needs spurred by the region’s explosive
growth, with an emphasis on middle-skill
occupations (those requiring a high school
diploma and some training).

addressed if this success is to continue. The community must
become a source of a qualified workforce with the
appropriate training to fill Greater Houston’s middle-skill
requirements. This is the population most often served by
community and technical college training (i.e., requiring more
than a high-school diploma but less than a four-year college
degree).
THE RESPONSE:
To address the challenge, the Greater Houston Partnership

HOUSTON (TX) MSA

(GHP), an economic development organization founded in

Population (2014): 6.4 million

1989 to serve Houston, Harris County, and 10 surrounding
counties, recently launched UpSkill Houston, a campaign to

Employment (2014): 3,148,566
Gross regional product (2013): $399.0 billion

draw attention to job opportunities in the middle-skill segment

Source: EMSI

of the market. UpSkill Houston is dedicating $6 million to the
initiative over the next six years to support efforts to provide workforce readiness. The initiative grew out of the
Regional Workforce Development Task Force’s action plan which identified and included strategies for addressing
four gaps in the workforce system: awareness, basic skills and employability, coordination, and data.
LESSONS LEARNED:
Upskill Houston must address a variety of challenges to create a successful talent pipeline. Key actions include
careful and accurate identification of the sector-based needs in the region, leveraging of partnerships across those
sectors and with the educational institutions, and efforts to grow the workforce in the area, rather than poach from
other areas of the country. Diversity within the various program models must also be encouraged, as well as greater
connections between non-credit and for-credit training programs. The need for financing, internship, and
motivational strategies must be addressed. And finally, strategies must be devised to measure the program’s
success.
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TALENT MANAGEMENT: TRILOGY SOFTWARE
TRILOGY UNIVERSITY
THE CHALLENGE:
In 1989, Trilogy Software was founded by four Stanford
College students who saw the need for customer-driven sales

SNAPSHOT: TRILOGY UNIVERSITY

configuration software. The initial effort was successful, and in

Employer-created orientation program

1992, Trilogy’s SalesBuilder software was purchased by HP

designed to immerse new hires in the

for $3.5 million. Faced with the need to expand, Trilogy

corporate philosophy and culture of Trilogy

hired 42 new graduate school recruits. However, expansion

Software with the goal of retaining talent,

presented a new challenge: how to ensure that new hires

reducing turnover costs, and furthering

aligned with the company’s vision, a vision focused not on

individual success.

profits but on developing programs that solved real business
problems.
THE RESPONSE:
Trilogy founder, Joe Liemandt, answered this challenge by
founding Trilogy University (TU). TU provided a grueling short
course for the new employees. Kicking off with the class of
1995, the course was designed to share Liemandt’s values
and motivations, and it eventually developed into a hugely
successful program. Not only were recruits indoctrinated into

AUSTIN (TX) MSA

the company’s history and values, they were also encouraged

Population (2014): 1.9 million

to apply brainpower in developing tools for clients. As a

Employment (2014): 974,178

result, TU became Trilogy’s “main innovation engine” and

Gross regional product (2013): $97.7 billion

developed products which drove company growth. The class

Source: EMSI

of 1999 developed the website IveBeenGood.com, which
sold to another firm in 2000 for $20 million. These successes let TU to become a sought-after destination for young
computer science graduates.
LESSONS LEARNED:
TU is an example of how the highly competitive, creative environments and recruiting efforts of private companies
(like Facebook and Google) can drive talent attraction. These are environments which foster extreme levels of
innovation and professional development. Their thorough indoctrination programs prepare recruits for career
success and weed out unsuitable candidates early on, resulting in lower company turnover. TU is also an example
of how, if empowered and given proper direction, recruits can become drivers of company product development
and, depending on the success of the program, how such programs can attract the highest caliber of talent. In the
late 1990s recruits were choosing Trilogy over companies such as Microsoft.
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The efforts of private companies can be significant in shaping the future of the local tech labor market. Today, many
Austin tech companies, such as HomeAway, Bazaarvoice, WhaleShark Media, and Indeed.com, have Trilogy
veterans in leadership roles. Liemandt estimates that Trilogy brought 900 recruits to Austin over five years, and
spent $75 million hiring and training recruits. Today’s Trilogy veterans are implementing similar internship and
hiring programs, drawing on their Trilogy experience.
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TALENT MANAGEMENT: WORKIT NASHVILLE
TALENT RECRUITMENT CAMPAIGN
THE CHALLENGE:
One of the most persistent problems affecting the Nashville
region is the shortage of information technology (IT) workers.
Reports in early 2013 showed nearly 850 unfilled IT
positions, and the number has continued to climb. Even more
discouraging, local data show that 60 percent of job
vacancies have gone unfilled for one year or more. As the
CEO

of

Emdeon,

one

of

Nashville’s

largest

private

technology companies, said, “This is not something you can

SNAPSHOT: WORKIT NASHVILLE

Talent recruitment campaign, including webbased portal, designed to meet region’s
demand for hundreds of information
technology (IT) workers due to general
economic expansion and needs of growing
health information sector.

ignore if you want your city to prosper.” Because most of the
unfilled positions require several years of work experience,
the workforce must come from professionals who already
have three to five years of IT experience on their resumes.
This means, at least initially, drawing from other areas of the
country

rather

than

developing

training

programs

in

Nashville.
THE RESPONSE:
To address this problem, the Nashville Area Chamber of
Commerce

launched

WorkIT

Nashville,

a

recruiting

NASHVILLE MSA
Population (2014): 1.8 million

campaign designed to attract technology workers from cities

Employment (2014): 948,191

across the country. An important goal of the campaign is

Gross regional product (2013): $86.6 billion

creating a more thorough, consistent marketing message that

Source: EMSI

area companies can use to attract out-of-town workers. A 40page “guidebook” to Nashville has been prepared, outlining key economic indicators, profiling various
neighborhoods, and highlighting the city’s emerging tech scene. WorkIT Nashville also created a job-matching
website and a digital media marketing strategy. The campaign emphasizes Nashville’s below-average cost of living
and, of course, touts the city’s well-known entertainment and cultural offerings.
The Nashville Chamber spent $150,000 to develop the WorkIT campaign, adding another $200,000 for the
official launch. While initial funding came from corporate partners within the Chamber, the city is considering
offering some public money to further support the effort. To provide the longer-term solution of growing talent within
the Nashville area, a further initiative, the “Five Pillars” program, was developed to add tech-related curriculum in
area middle and high schools and to create internships for local college students.
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LESSONS LEARNED:
Investing in strong, consistent, and professionally developed marketing materials ensures that the best possible
picture of the community is represented. Distributing these materials to and standardizing a marketing message for
local media, such as the website and TV/radio spots, ensures a strong, consistent message. Placing emphasis on
the health and vibrancy of the whole community is important to convince job seekers that Nashville not only offers
many possibilities for employment, but for a sustainable quality of life. Another benefit of the WorkIT campaign is
that, because it calls attention to a specific regional workforce need, companies that need to recruit workers can
point to the campaign as a resource that helps “sell” the community to prospective employees. This helps create a
broader awareness of the employment opportunities available within the region and also takes some of the pressure
off of individual companies who are trying to recruit skilled workers.
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APPENDIX D: TARGET INDUSTRY INTELLIGENCE
ENERGY
TRADE ASSOCIATIONS
International Association of Drilling Contractors

www.iadc.org

U.S. Oil & Gas Association

www.usoga.org

Texas Oil & Gas Association

www.txoga.org

Energy Industry Suppliers for a Stronger America

www.eeia.org

Independent Petroleum Association of America

www.ipaa.org

American Petroleum Institute

www.api.org

Texas Renewable Energy Association

www.treia.org

RELEVANT CONFERENCES/EVENTS
2015 IADC Drilling Onshore Conference & Exhibition
14 May 2015

Houston, TX

www.iadc.org/event/2015-iadc-drilling-onshore-conference-exhibition

2015 IADC Annual General Meeting
4-6 November 2015

San Antonio, TX

www.iadc.org/event/2015-iadc-annual-general-meeting

Independent Petroleum Association of America Annual Meeting
9-10 November 2014

New Orleans, LA

www.ipaa.org/meetings-events/upcoming-meetings

Midland, TX

midlandenergyexpo.zacpubs.com

Midland Energy Expo
13-14 April 2015

Texas Renewables 2015
12-15 November 2015

Houston, TX

www.treia.org

Ports-to-Plains Alliance Energy Summit
31 March-1 April 2015

Lubbock, TX

www.portstoplains.com/index.php/home/eventcalendar/icalrepeat.detail/2015/03/31/58/-/ports-to-plains-alliance-energy-summit

Executive Oil Conference
9-10 November 2015

Midland, TX

www.executiveoilconference.com

TRADE PUBLICATIONS
Permian Basin Oil & Gas

www.pbog.zacpubs.com

American Oil & Gas Reporter

www.aogr.com

Oil & Gas Journal

www.ogj.com

Oil & Gas Investor

www.oilandgasinvestor.com

Oil, Gas & Petrochem Equipment

www.ogpe.com
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AGRIBUSINESS &FOOD PROCESSING
TRADE ASSOCIATIONS
Texas Food Processors Association

www.tfpa.org

Grocery Manufacturers Association

www.gmaonline.org

Food Processing Suppliers Association

www.myprocessexpo.com/about-show/about-fpsa

RELEVANT CONFERENCES/EVENTS
National Value Added Agricultural Conference
18-20 May, 2015

Austin, TX

www.agmrc.org/national-value-added-agriculture-conference

Las Vegas, NV

www.conexpoconagg.com

Chicago, IL

www.myprocessexpo.com

CONEXPO-CON/AGG
7-11 March 2017
(every 3 years)
PROCESS EXPO
15-18 September 2015

Southwest Meat Association Annual Mid-Year Conference (Co-hosted by the Texas Food Processors Association)
3-4 February 2015

www.hsouthwestmeat.org/Portals/95/MYC%202015%20Final.pdf

Arlington, TX

TRADE PUBLICATIONS
Food Processing

www.foodprocessing.com

AgriMarketing Magazine

www.agrimarketing.com

Agricultural Marketing Resource Center

www.agmrc.org

MANUFACTURING
TRADE ASSOCIATIONS
Texas Association of Manufacturers

www.manufacturetexas.org

National Association of Manufacturers

www.nam.org

Association for Manufacturing Technology (AMT)

www.amtonline.org

Farm Equipment Manufacturers Association (FEMA)

www.farmequip.org

Petroleum Equipment Institute

www.pei.org

Association of Equipment Manufacturers

www.aem.org

RELEVANT CONFERENCES/EVENTS
FEMA Fall Marketing & Distribution Convention
27-30 October 2015

Kansas City, MO

www.farmequip.org/FC

PEI Convention at the NACS Show
11-14 October 2015

Las Vegas, NV

www.pei.org/ShowsEvents/Convention.aspx

TRADE PUBLICATIONS
Manufacturing & Technology News

www.manufacturingnews.com

PEI Journal

www.peijournal.org/Advertising/tabid/825/Default.aspx
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LIFE SCIENCES/MEDICAL DEVICES
TRADE ASSOCIATIONS
Medical Device Manufacturers Association

www.medicaldevices.org

Assoc. of Electrical & Medical Imaging Equip. Manufacturers

www.nema.org

International Assoc. of Medical Equipment Remarketers

www.iamers.org

Orthopedic Surgical Manufacturers Association

www.osma.net

Healthcare Distribution Management Association

www.healthcaredistribution.org

Healthcare Supply Chain Association

www.supplychainassociation.org/?

BioAustin

www.bioaustin.com

Analytical, Life Science & Diagnostics Association

www.thealda.org

RELEVANT CONFERENCES/EVENTS
MDMA Annual Meeting
29 April-1 May 2015

Washington, DC

www.medicaldevices.org/events/event_details.asp?id=534169&group=

Southeastern Medical Device Association Annual Conference
31 March-1 April 2015

Atlanta, GA

www.semda.net/conference

Illuminations Weekend (NEMA Annual Conference)
6-8 November 2015

Washington, DC

www.nema.org/illuminations/Pages/default.aspx

Fort Worth, TX

www.mdmtexas.mddionline.com

MD&M Texas
4-5 May 2016

HDMA Distribution Management Conference & Technology Expo
8-11 March 2015

Orlando, FL

www.healthcaredistribution.org/events/2015-distribution-management-conference

HDMA Business and Leadership Conference
7-10 June 2015

San Antonio, TX

www.healthcaredistribution.org/events/2015-business-and-leadership-conference

U.S. Healthcare and Life Sciences Conference
6 May 2015

New York City, NY

www.event.ft-live.com/ehome/index.php?eventid=102870&

Medical Informatics Annual World Conference
4-5 May 2015

Boston, MA

www.medicalinformaticsworld.com

Medical Device Manufacturing Summit
25-26 June 2015

Las Vegas, NV

www.medicalmanufacturingsummit.com

CIO Life Sciences Summit
TBD

Scottsdale, AZ

www.ciolifesciencessummit.com

TRADE PUBLICATIONS
Medical Devices Business Review

www.medicaldevices-business-review.com

Medical Manufacturing Yearbook (annual)

www.sme.org/ProductDetail.aspx?id=71516

Repertoire Dail-E News

www.dailenews.mdsi.org

Life Science Leader

www.lifescienceleader.com

Burrill’s annual Life Sciences report

www.burrillreport.com

PharmaVOICE

www.pharmavoice.com/magazine
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TRANSPORTATION & LOGISTICS
TRADE ASSOCIATIONS
Council of Supply Chain Management Professionals

www.cscmp.org

Journal of Commerce

www.joc.com

American Trucking Association

www.truckline.com/Home.aspx

Texas Trucking Association

www.texastrucking.com

International Warehouse Logistics Association

www.iwla.com

The Association for Operations Management

www.apics.org

Association of American Railroads

www.aar.org/Pages/HomePages.aspx

American Short Line and Regional Railroad Association

www.aslrra.org/home/index.cfm

Intermodal Association of America

www.intermodal.org

American Association of Port Authorities

www.aapa-ports.org/index.cfm

RELEVANT CONFERENCES/EVENTS
Council of Supply Chain Management Professionals Annual Conference
27-30 September 2015

San Diego, CA

cscmp.org/annual-conference

Journal of Commerce Inland Distribution Conference
6-8 October 2015

Memphis, TN

www.joc.com/events

Texas Trucking Association Annual Conference
4-6 August 2015

Lost Pines, TX

www.texastrucking.com/TXTA/Event_Custom.aspx?EventKey=TMAC15

Texas Trucking Association Quarterly Lubbock Chapter Meeting
27 Jan 2015

Lubbock, TX

www.texastrucking.com/TXTA/Event_Custom.aspx?EventKey=CHPT012015

International Warehouse Logistics Association Convention & Expo
8-10 March 2015

Savannah, GA

www.iwla.com/events-site/iwla-convention-expo

The Association for Operations Management Annual Conference
5-7 October 2015

Las Vegas, NV

www.apics.org/events-landing-page-2014/2014/10/31/apics-2015

TRADE PUBLICATIONS
The Journal of Commerce

www.joc.com

Production and Operations Management Journal

www.poms.org/journal

American Journal of Transportation

www.ajot.com

Logistics Management

www.logisticsmgmt.com

Supply Chain Management Review

www.scmr.com
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1
INTRODUCTION

THEORY INTO PRACTICE
we design strategies that will
support your community’s
vision for the future

2

We have over 20 years of experience
in over 200 unique communities,
across 38 states
& 4 countries.

CURRENT & RECENT PROJECTS
Auburn, WA – Economic Development Strategy
Austin, TX – Workforce Master Plan
State of Delaware – Support for Establishment of New P3 (Public-Private Partnership)
El Paso, TX – Skills Gap Assessment for Life Sciences & Advanced Manufacturing
Fort Worth, TX – Economic Development Strategy
Green Bay, WI – Economic Development Strategy
Kaufman, TX - Economic Development Strategy
Kern County, CA – Regional Economic Diversification Strategy
Northern Iowa Corridor – Economic Development Strategy
Northwest Florida – Economic Development Strategy
Oregon Talent Council – Workforce Study & Investment Strategy
Savannah River Site, SC – Consequences Analysis
South Carolina I-77 Alliance, SC – Labor Study & Target Industry Alignment
Washington Military Alliance - Defense Industry Diversification Strategy
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TIP STRATEGIES

Jon Roberts
Managing Director

Jeff Marcell
Senior Partner

Alex Cooke
Caroline Alexander
Karen Beard
Senior Consultant Senior Consultant Senior Consultant

John Karras
Senior Consultant

Photo Credit: Timothy Valentine via Flickr

Tom Stellman
President & CEO

Ashton Allison
Consultant

SERVICES
STRATEGIC
PLANNING
WORKFORCE
ASSESSMENT
ECONOMIC
ANALYSIS
Image via missouricitytx.gov
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OUR PROCESS

OUR FRAMEWORK
Talent

Innovation

Place
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THEORY INTO PRACTICE PLANNING MODEL
DISCOVERY
site visits
assessment
benchmarking
focus groups
cluster analysis

OPPORTUNITY
visioning
goal setting
consensus
building
strategies
projects

IMPLEMENTATION
specific actions
resources
leadership
milestones
metrics
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#2THE MISSOURI CITY
PROJECT

6

PROJECT GOAL
…[to prepare an update to the City’s Economic
Development Plan ] which will utilize the results of
the RCLCo market study combined with other
elements of the Comprehensive Plan document
to guide the City in its future economic
development and redevelopment efforts over
the next five years.

WHAT WE PROPOSED
DISCOVERY

OPPORTUNITY

IMPLEMENTATION

1.1 Project Kickoff
1.2 Economic context
1.3 EDO benchmarking
1.4 Stakeholder engagement
1.5 SWOT analysis
2.1 Guiding principles
2.2 Perception survey
2.3 Incentives review
2.4 Opportunities analysis & workshop
3.1 Strategies (incl. real estate)
3.2 Implementation matrix
3.3 Final report & presentation
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PROPOSED SCHEDULE

PHASE/TASK

Apr

May

Jun

2017
Jul

Aug

Sep

Oct

Project Kick-off
Discovery
Opportunity
Implementation
Final Presentation

#2
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SUCCESS STORIES
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Image credit: Rangers Ballpark - Wide Angle by Eric Kilby via Flickr (CC BY-SA 2.0)

ARLINGTON, TX

Strategic plan with three goals: elevate competitive positioning in the
region, transform key economic centers into vibrant destinations, and
create amenities and assets to position it as a major regional activity
hub.
The plan included a situational analysis, recommended target
industries, and strategies and actions to reach the determined goals.

LUBBOCK, TX
The plan articulates a vision for Lubbock to Leverages the Texas
Tech University System to become a national center for
innovation, R&D, and entrepreneurship.
Five priority projects that the Lubbock Economic Development
Alliance (LEDA) should play a key role in pursuing.
Image Credit: Texas Tech Will Rogers Statue by Kimberly Vardeman via Flickr (CC BY 2.0)
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IRVING, TX
In response to the highly competitive environment in the DFW
Metroplex, a more aggressive approach to economic development
in Irving was needed.
The plan focused on 8 priority initiatives aimed at establishing Irving as
the leading international business center in America.

AUBURN, WA
TIP worked with partners Heartland and the Retail Coach to build upon the recent Imagine
Auburn Comprehensive Plan.
Strategies were based on input from 200 stakeholders and findings from a detailed analysis of
demographic, economic, and market data.
The goal was to leverage Auburn’s recent attraction of high profile investments and harness
Seattle’s success to shape its own economic development future as a vibrant, connected
city with a strong and diverse employment base.

Image credit: Aerial view of northern part of Auburn, Washington from the west 01 by Joe Mabel via Flickr (CC BY-SA 2.0)
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ASHEVILLE – BUNCOMBE COUNTY, NC
Strategic plan focused on BRE; entrepreneurship & innovation; talent
attraction & development; and discrete niches within established &
emerging target industries.
Process included benchmarking Asheville vs. a mix of competitor markets
(Charlotte, Raleigh, Durham, Greenville, and Nashville) and aspirational
metro areas (Austin, Bend, and Boulder).

Image credit: Asheville Downtown panorama by AbeEzekowitz via Wikimedia Commons (CC BY-SA 3.0)

?
QUESTIONS

11

THANK YOU

2905 San Gabriel Street
Suite 205
Austin, TX 78705
512.343.9113
www.tipstrategies.com
Image Credit :Austin_Texas by Ed Schipul via Flickr (CC BY-SA 20)
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0337

U.S

2081

FONDREN RD

2088

CITY OF STAFFORD

2059
2075
2078

2112

FM 1092

INDEPENDENCE BLVD

2093

2092
CARTWRIGHT RD

OPEN
DITCH

EXISTING
WALK

-10’ WIDE MEDIAN
-APPROXIMATELY 3,500 LF OF MEDIAN
-OPEN DITCH DRAINAGE ON BOTH SIDES
-UTILITY CONFLICTS ON BOTH SIDES
-NO EXISTING PLANTING IN MEDIANS
-$400,000 ESTIMATED COST

CITY OF HOUSTON

2050

.6

2115
2036

2091

D
4030

2116

2089

4028

C

2 LANES
EAST BOUND

2051

F.B. TOLL ROAD

4131

10’ MEDIAN

2077

4127

S.H

TEXAS PKWY

DULLES AVE

CITY OF SUGAR LAND

4049

2 LANES
WEST BOUND

TEXAS PARKWAY - EXISTING SECTION

BEL
TW
AY
8

A
0
.9

A

OPEN
DITCH

2090

2033

1134

2136

B

4065
4062

MISSOURI CITY BEAUTIFICATION / TEXAS PARKWAY CORRIDOR
BEAUTIFICATION PLAN
2034
Missouri City, TX

17 April 2017
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QUAIL GREEN NEIGHBORHOOD

LARGE SHADE TREE

LOW PLANTING

WRENWAY DR

FIELDLARK LN

TEXAS PARKWAY

A
FIELDCREST NEIGHBORHOOD

A
OPEN
DITCH

2 LANES
SOUTH BOUND

10’ MEDIAN

2 LANES
NORTH BOUND

OPEN
DITCH

EXISTING
WALK

MISSOURI CITY BEAUTIFICATION/ TEXAS PARKWAY BEAUTIFICATION PLAN
Missouri City, TX

17 April 2017
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LEGEND

Mayor: Allen Owen

0372

Council District Members:
District A - Yolanda Ford
District B - Don Smith
District C - Anthony Maroulis
2070
District D - Floyd Emery

1

		 GATEWAY WITH READER SIGN 		 CARTWRIGHT & DULLES

			

2

		 GATEWAY WITH NAMING SIGN 		 INDEPENDENCE NEAR FONDREN

			

3		

INTERSECTION WITH READER SIGN - 				
		 INDEPENDENCE & F.M. 1092

0506

4		

PARK READER SIGN LOACATIONS

At-Large Positions:
Position 1 - Jerry Wyatt
Position 2 - Chris Preston

0337

BEL
TW
AY
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A
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A
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2088

FONDREN RD

4

CITY OF STAFFORD

2059

TEXAS PKWY

DULLES AVE

2075

3

2078

FM 1092

CITY OF SUGAR LAND

4049

2112

INDEPENDENCE BLVD

2

CITY OF HOUSTON

2050

2077

2093

2092
CARTWRIGHT RD

4127

2116

2089

4131

2115

4028

.6

C

2036

2091

D
4030

F.B. TOLL ROAD

1

S.H

2051

2090

2033

1134

2136

4

B
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4062

MISSOURI CITY BEAUTIFICATION / MONUMENT LOCATION 2034
PLAN
Missouri City, TX

17 April 2017
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LEGEND

Mayor: Allen Owen

0372

Council District Members:
District A - Yolanda Ford
District B - Don Smith
District C - Anthony Maroulis
2070
District D - Floyd Emery

2

		 DULLES & CARTWRIGHT SIGN MOVES TO SH 6 &
L		 COLONIAL LAKES LEVEE
UPGRADE EXISTING SIGN AT FM 1092 & SH 6 TO
		 MATCH MISSOURI CITY STANDARD

0506

4		

CONSIDER A SHORT RUN OF ‘RED CARPET’ AT 		
		 CITY HALL ENTRY - 100’ EACH DIRECTION

Position 1 - Jerry Wyatt
Position 2 - Chris Preston

2081

FONDREN RD

2088

CITY OF STAFFORD

2059

4

TEXAS PKWY

DULLES AVE

2075
2078

FM 1092

CITY OF SUGAR LAND

4049
2112

INDEPENDENCE BLVD
2092
CARTWRIGHT RD

4127

CITY OF HOUSTON

2050

2115
2036

2091

D
4030

2116

F.B. TOLL ROAD

.6

3

1

2089

4028

C

2051

2077

2093

S.H

DEDICATE $50,000 TO WAYFINDING SIGNAGE 		
		 THROUGHOUT MISSOURI CITY

BEL
TW
AY
8

A
0
.9

A

5		

0337

U.S

4065

		 NAMING SIGN ON INDEPENDENCE NEAR 			
		 FONDREN BECOMES READER SIGN

3		

At-Large Positions:

4131

1

2090

2033

1134

2136

B

2

4062

MISSOURI CITY BEAUTIFICATION / ADDITIONAL MONUMENT
2034CONSIDERATIONS
Missouri City, TX

17 April 2017
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LEGEND

Mayor: Allen Owen

		 TEXAS PARKWAY ‘RED CARPET’ RUN

0372

Council District Members:
District A - Yolanda Ford
District B - Don Smith
District C - Anthony Maroulis
2070
District D - Floyd Emery

0506

At-Large Positions:
Position 1 - Jerry Wyatt
Position 2 - Chris Preston

0337

BEL
TW
AY
8

A
0
.9

U.S

A

2081

FONDREN RD

2088

CITY OF STAFFORD

2059
2075
2078

2112

FM 1092

INDEPENDENCE BLVD

2093

2092
CARTWRIGHT RD

2 LANES
EAST BOUND

OPEN
DITCH

EXISTING
WALK

TEXAS PARKWAY - EXISTING SECTION
-10’ WIDE MEDIAN
-APPROXIMATELY 3,500 LF OF MEDIAN
-OPEN DITCH DRAINAGE ON BOTH SIDES
-UTILITY CONFLICTS ON BOTH SIDES
-NO EXISTING PLANTING IN MEDIANS
-$500,000 ESTIMATED COST

CITY OF HOUSTON

2050

.6

2115
2036

2091

D
4030

2116

2089

4028

C

10’ MEDIAN

2051

F.B. TOLL ROAD

4131

2 LANES
WEST BOUND

2077

4127

S.H

TEXAS PKWY

DULLES AVE

CITY OF SUGAR LAND

4049

OPEN
DITCH

2090

2033

1134

2136

B

4065
4062

MISSOURI CITY BEAUTIFICATION / TEXAS PARKWAY ‘RED CARPET’
RUN
2034
Missouri City, TX

17 April 2017
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TEXAS PARKWAY

MO CI TY D R

A

A
12’ PLANTING

8’ WALK

10’ PLANTING

24’ LANE

10’ MEDIAN

24’ LANE

10’ PLANTING

8’ WALK

12’ PLANTING

MISSOURI CITY BEAUTIFICATION/ TEXAS PARKWAY ‘RED CARPET’ PLAN
Missouri City, TX

17 April 2017
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MISSOURI CITY BEAUTIFICATION PLAN
P repared by TB G P artners
April 17, 2017

P reliminary Opinion of P robable Construc tion Cost
B eautific aiton Options
ITEM

UNIT

QUANTITY

UNIT COST

Cartw right Road

LF

8,500

$

100.00 $

850,000.00

Tex as P ark w ay

LF

4,000

$

100.00 $

400,000.00

Tex as P ark w ay - Red Carpet

LF

200

$

2,500.00 $

500,000.00

Notes

TOTAL

CORRIDOR IMP ROVEMENTS

Corridor Subtotal= $

1,750,000.00

MONUMENTATION
Type A Signage

EA

1

$

350,000.00 $

350,000.00

Dulles & Cartw right/SH6 & Levee

Type B Signage

EA

2

$

250,000.00 $

500,000.00

Independenc e & 1092 and Independenc e near Fondren

Type C Signage

EA

2

$

150,000.00 $

300,000.00

B uffalo Run P ark and Community P ark

SH6 & FM1092 Sign Upgrade

EA

1

$

100,000.00 $

100,000.00

Wayfinding Signage

EA

1

$

50,000.00 $

50,000.00

Monumentation Subtotal=
P hase 1 Total

$

1,300,000.00
$3,050,000.00

MISSOURI CITY BEAUTIFICATION/ PRELIMINARY COST ESTIMATE
Missouri City, TX

17 April 2017
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SMALL COLUMN

OF SU
GARL
AND
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LARGE READER SIGN
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MISSOURI CITY BEAUTIFICATION/ GATEWAY WITH READER SIGN - CARTWRIGHT & DULLES
Missouri City, TX

17 April 2017
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READER SIGN

C

LARGE COLUMN GATEWAY

SMALL COLUMN

A

R

T

W

ENHANCED
PEDESTRIAN ZONE

R

IG

H

T

U
D

L
L

S
E

V
A

N
E

E
U

MISSOURI CITY BEAUTIFICATION/ GATEWAY WITH READER SIGN - CARTWRIGHT & DULLES
Missouri City, TX

17 April 2017
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LARGE COLUMN

CITY OF HOUSTON

EXISTING TRAILS

NAMING SIGN
EXISTING TREES

LARGE COMLUMN

INDEPENDENCE BLVD

24’
WEST BOUND

20’
MEDIAN

24’
EAST BOUND

MISSOURI CITY BEAUTIFICATION / GATEWAY WITH NAMING SIGN - INDEPENDENCE NEAR FONDREN
Missouri City, TX

17 April 2017
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LARGE COLUMN
ORNAMENTAL TREES

INDEPENDENCE BLVD

FM 1092
READER SIGN

LARGE COLUMN
ORNAMENTAL TREES

36’
WEST BOUND

20’
MEDIAN

24’
EAST BOUND

MISSOURI CITY BEAUTIFICATION / INTERSECTION WITH READER SIGN - INDEPENDENCE & FM 1092
Missouri City, TX

17 April 2017
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SIGN LOCATION A
SIGN LOCATION

BUFFALO RUN PARK
SIGN LOCATION B
6’

COMMUNITY PARK
MISSOURI CITY BEAUTIFICATION/ PARK READER SIGN LOCATIONS
Missouri City, TX

17 April 2017
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