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Clearwater, Florida

EXECUTIVE SUMMARY

With the state and redjioally gaining soemonomimomentunpClearwater has aqu@ opportunity to position itself for future investmbradiyg a new
regional cluster development initiative as well as by committing its own resources and policies to ecdHistoiccaddyfd@pwestet has benefitted fro
its scenic lation on the Gulf of Mexico, popularity among American and internapiosgiciowvittiie Tampa Bay MSA, and rising propertyThaises
assetshoweveasre no longer sufficient to guar@fdeevatérs cont i nued g hedaseohvigarousicorppetition forenew invgstmenhan
the regiorClearwatenust adopt a more assertive appradtfacoew investment, tax base hagtvageemployment gnowthndustriesather than being
primarilyeactive to new oppoitiesClearwater shoatttivelpursueand direduture investmesrihat will create a strong foundation for economic vitality.

The Challenge

This project begas thesluggisimecovery from the Great Recessi®ijust taking

hold havever, @isines consolidations, high unemployment rates, deglimgribution of assessed property values in Clearwater
revenues, and tight cretit characteridethe current economic landsdape 75%
responsezommunities around the nation were forced to reassess their strateﬂi'%s ‘
attracting new investment apsl @ities and regions dependent on retail aggl%
construction for economic growth were forced tihaciteptll be years before -~
those jobs are restored. This reality has hit many communities in Florida, inctl_)ug/(i)ng _lcr;]g;te:tr:g:;?t&
Tampa Bay region. In respgheebmpa Bayartnership completed an effort t%o%

desyn a new fAR@eY§graaonal oBu gncparale sClearwatgrr o w
engaged TIP Strategies to assist in developing a new economiCletaateafgfor a5%
thatwould ef ocus t he pment éfferts asomelimalsl oporthe d e4(\)/%e

0,
new regional initiatives. 35%
30%

Like the region, state, and nation, unemployment in Giéaatatemear a-20 25%

year highA unique challenge for Clearigatemreliance on residential real estateov

taxes. Housing@unts for approximatelttlwoi r ds of t he ¢ i 159 ¢ base.
(Seeadjacenfigure)Fut ure growth iin Clear watigx —— P er ty valu
need to rely more on upgrades -oésidantial property as well as hew commercigy,

and industrial inflevelopments. addition to the-tsase challenge facing the City g

are two formative demographic t(@pdeearwater is home to an aging population § § S 8
and(2)the city has a larger share ehtmme households than the region, state DN

)
OTE: includes industrial, personal, & other property

and nation. Ferx a mp | e, 47 percent of the s=pactignegends residents are under

e==Residential

Commercial

Other*

2004
2005
2006
2007
2008
2009

TIP Strategies, Inc. Theory Into Practice 3




Clearwater, Florida

compared to only 36 percent of residents in Clearwater. Conversely, Clearwater has a higher share of simigsi¢2dtpeopetdal)iom than the ove
US average (13 part).Complicating the demographic shift is the incametmmok:(32 percent) of Clearwater households earn less than $25,0(
compared to 25 percent for the nation and 27 percent for the MSWhiledsstiatées in Clearwater increasegl the previous decade, many jobs
Clearwater still pay relatively low wages. For instance, in 2008, about 27 percent of the jobs in the Cay lebh€i&d@yader paid/ear. By compariso
percent of St. Petersburg's jobs paiddgh@s leorélo ensure lotgrm economic vitality, Clearmaisattract a younger mix of profegdsion higherage
occupations over the next decade.

The most significant challenge facing Clearwater is the lack of available greenfielssleivrisiimyeGtasis A office space does not meet the needs
businesses and many property owners have failed to make improvements to existing structures that high melvdmmexistipgrdusmesses fra
leaving the city in seargbreferable space and in order to create the conditions to attra@ hesvdirmsyat er 6 s pri mary goa
employment opportunities on new and existibgtaliishing a stock of new atel/edoped professional bgddinll help the Gityract target industried a
accommodate higher wage jobs, which, in turn, wil!/ diversify t

The Response
The plan that follows outlines the steps for achieving economic devedgsme&ntdo nothing is to see inveatmetatientontinue to flow to othe
communitiedlthough thei t y 6 s r e s o u byfiseayealiiestee intportancdsattiag thme estefmr redevelopment projects andhmestment in
Clearwates critical

Guiding Principles

Guiding principles reflect the values of the community. In the context of an economic
development plan, they are a set of statements expressing how a community defines
economic vitality. Based on our research and amlpsaposes the plan be
organized around the core goals of pursuing tax base diversification, higher paying
jobs, and business vitality. The need for greater tax base diversification and higher
wage jobs is fully supported by the data. Businessfarisatitytihe city and its

economic development partners taking a more active role in helpinq_“egﬁjlséipg,aying Jobs
businesses to expand and new enterprises to form.

AAVININNS FAILNDTXS

Economic Vitality

Tax Base Diversification

Business Vitality

These guiding principles can only become a reality if goals aressidlblisedsupport keppsals. We believe that the following five goals will acc
that:

A Goal Ond:and Use Encouragthe development of sites and buildings needed to accommodate higher intensity employment opportunitie

TIP Strategies, Inc. Theory Into Practice 4
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A Goal Twdnvestment ClimatBevelop the padis and tools to compete for new private investment and jobs.

A Goal Thredusiness Retention and Expan&iogate an environment that promotes the vitality and growth of existing businesses.

A Goal FouBusiness DevelopnieStipport an entrepreneursipirnovation ecosystem and collaborate with regional partners to market G
target industries.

A Goal Fiv&Talent anBllacé Improve the existing amenities in Clearwater and continughednivestynds i nfrastruct ur e

Priority Strategies
TIP, with the strong encouragementCoff tkea 5 lsadérship, dias sought to address the quéestioa ofuturetegoomic vitality in a practical way. B
on our understanding of t iméghtoficarrgnd econanycranditions,we bdiretsiteges aitlinedhbaldwl repnesgrd
highest priorities @earwater.

A Establish an employment center ovetlafrictto encourage highevage employment in strategic locations.

The US 1%¢cridor is a logical place for the creation of a regional employment center. The highway is heavily travelecrthyandrketgtmf
Clearwater and marks the entrance to the peninsuf@auHctosBaoulevardBay Car e He mtersthn c@gofidatimgnits gegion
headquarters and shared service center just to the east of US 19 could also provide a catalyst for emplagaeBugientthanitigeatong t
corridor is primarily commercial. However, there are pameeélshsoagfeout the area that would not be compatible with the growth of
services and other snetail employment. In addition, some aspects of the current zoning, such as height restrictions, might meotylpe odng
developmentaeired to support the growth of a regional employment center.

bional
i to th

AAVAIMNS FAILNDIXS

A fixedoverlay district could be used to encourage redevelopment and infill along the! U8el8bjectiderwould be to facilitate develop
projects generating higher wage jdis fegion by permitting higher density development and transitioning out incompatible uses over ti
the area around US 19 ispwsitioned to attract higher intensity employers due to location and transportation accedgsEimtigd)@tbd are
also being adversely affected by current highway reconstruction projects, making this a critical opportaritystooetorsider e transition
into a vibrant professional center.

part

1The 2008 TEILS report also recommends that a fAbr owmdeiri nr oomgee oaf mosree arfd tceer rce md i
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Clearwater, Florida

A Create a technology district to enage building improvements in Downtown, the Cleveland Street District, and the East Gateway.

A focus group with local software and IT professionals revealed that Clearwater is home to a growing caneartritiomdostspffivas an
profesimnals. These hitgith firms and entrepreneurial individuals are a significant economic asset to the community, not only bfeeise
hi gh wages, but al so because of t he podule the attradtion,fraiention) ang éxpaasforf ¢
software sector should be a high priority for the city. Local software and IT companies, however, reponystsinoldadéTomimdsisticture i
existing commercial office buildings. édonearry claim building owners are unwilling to make the necessary investments and upgrade
properties more competitive. Consequently, the city is in danger of losing several of its valuable softwate reshololgetheGiéamtablish a
technology district in order to retain IT and software companies as well as to remain competitive as eelocatien for firms to

The technology district could be structured to incentivize building improvements in existingvatruottinesdovetdand Street District, and &
theEast Gateway. Buildings inteittenologglistrictould be eligible for a fundiching program administered by the city that would help d
significant costs associated with investingastilianfre. The program could function as an opportunity to (1) improve existing commercia
encourage employment density downtown, and (3) create a destination that can be marketed to attract stievarteir@nd IT firms in

=

AAVININNS AAILNDIXE

A Create a edical overlay district to encourage new healthcare sector development and employment in the area surrounding Mspiiah Pl

I n terms of empl oyment , healthcare is Clear wat pextd® yedrsaMoganly ar
healthcare services of critical importance to the aging population in Clearwater, blsobaaltbfcére fisw national sectors of the economy t
continued to grow throughout the recession.

In particular, Morflant Hospital is a valuable asset to the City of Clearwater. With over 90 years in the communitintvenfacitityicp
regarded throughout the region. In order to fully leverage this asset, the Morton Plant facility shoaldooeepstoneted the local econom
medical overlay district should be applied to the area surroundingitickitiivgptted Missouri Avenue Caoriglocpurage other companies in
healthcare sector to locate in Clearwater.

A Adopt a formal @entives policyand utilize new toots encourage desired development.

In order to be more competitive for new investment, Clearwater should adopt a new policy outlining théhanceptiwvdisuaerddaads to stimulg
business investmehtformal policy should provide clear guidance on the standards to qualify for incentives, especially tagyirstentiges
function as a broad set of guidelines rather than a restrictive checklist: projects should always belyevabrategrojicislubht may not me
minimum qualifications may still merit consideration for assistance due to other positive anpacts they ioffery t o t h.Spedfic t
tools the city should consider utilizing: idelitedepent fee reduction, faatk permitting, ad valorem tax exemption, and public participati

| poli

{an)

eal
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estate developmeértiese incentives aradditiotoa recommended city graimicentivize building improvemeas it of &learwatere€hmlogy
Zone

A Refine the Clearwater business visitation program.

A vibrant business retention and expansion (BRE) program should be the cornerstone of any economic developxistimgobosinessés
thrive, so does the community997, the Clearwdity Council adopted an official business visitation program. Over the life of this prog
different businesses representing over 10,250 employees in thar€eamegatesited. Currently, the current business visitation prograiaco
monthly meeting with the president/CEO of a Clearwater business and representatives from the City of Qledingater (pagsiblg member
city council, city manager, and/or economic development staff). Monthly meetingeraee reghdaiuteatsis but conflicts often arise, maki
method of communication with local businesses relatively unreliable. To supplement findings from the emptogee surtelr &d enhat
maintain relationships with local busire#ssesonomic development staff and leaders should visit at least 30 Clearwater businesses
purpose of the visits should be to gauge the ability and needs of local businesses to operate successfutlyiraQiiepoasitdy. éxpabpdore
should be established for these visits to ensure that consistent information is gathered.

A Continue enhancing public amenities and aesthetics.

Many Clearwater business owners and professionals stated their interest in preserving ang éxgandima thekci |, recreat
amenities. Not only is this a strong value held within the community, it also makes economic development c@sseth€ mominytielsa|
recognize the importance of recreation, parks, amel pratgeal resources in their ability to make themselves more attractive to talented
new businesses.

ALVINAINS FAILNDIXS

Thessesixpriority strategies address some importaetishand lorgrm economic development ne€lisapfvatelhese strategies iolasion, however, are
not sufficient. Other stratégiéise plan includeceuraging innovation among existing businesses, gntnretérgeurship and small business develop
raisingcl ear wat er 6 s pr ofandnerketirgigogedimdastriésy and nationally

Approach

The information for the planning effort was gatheredathranglysis asthkeholdaneetingsinterviews and discussions were conductedividinals
representing business, municipal government, public secocemaocdievelopment in the Clearwater area. The consulting team also led eight
discussions involviagresentativé®mvarious local business sectors and city leadership. The focus groups included local sector representatives
professional services, information technology, healthcare, finance and insurance, real estate, tecusorendeegiopalent partners.

i grol
hnufa
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TIP would like to thank the individuals who gave their valuable time to participate in toiglgralsedikeNe thiank city staff for scheduling and org
these meetings.

Below are some key points TIP consistently heard in the focus groups and interviews.

A Clearwater is at a competitive disadvantage for attracting new investment congranedrtitiestia the county and.régisiis seen as being
to its development process and development code. The City of Clearwater is not perceived to be businegw ffiessiyndtealesthdpers, a
existing businesses reported the y 6 s devel opment and redevel opment process is

A Some of the cityds prominent commercial of fi c eexanpld $eceialiogal softwa
businesses reported thahy buildings lack proper IT infrastructure.

A Traffic congestion along Gulf to Bay Blvd and the lack of othere#ii¢hoeasshfares limit the attractiveness of downtown Clearwater and
Gateway area to significant employers.

A Large commaatbffice projects are more likely to locate in eastern Clearwater, especially né@r dualmnaco&ss and site availability.

A The cityds existing srenptmdmpetivd, espeniallytisetHerdulad Indistdaeaiacilities dre didaacdithie sitesilae
capacity to accommodate expansion. Some manufacturers report they are likely to look elsewhere in Pinefteescomagyfavhibarthtoti
expand.

A Cl earwaterds st ock drayhotbg bppealingta ilsiness exscutives and professiphals.g a n

AAVYININNS SAILND3IX3

Summary obataFHndings
DEMOGRAPHICS

A Population growth in Clearwater has remained flat during the past decade. According to Census eslikmftiscldsaBoatdy as a Whole
experienced a slight population decline between 2000 and 2009. Clearwater is also home to an older popudtaten dndmtiteoregion,
Specifically, it has a smaller percentage of residents below the age of 35 and a higher shate afesébianc:siden.

TIP Strategies, Inc. Theory Into Practice 8




MIGRATION & MOBILITY

A Clearwater sen&san employment center within the Tampa Bay metro area, generating more daily inbound traffic than outbound traffic

A Unemployment ratesraear 2§ear highism Clearwatghe greater Tampa metropolitan,regibthe stat@/hile joblesess has stabilized in

WORKFORCE

A Educational atbtment in Clearwater is on par with statewide patterns and very near national levels.

A Compared to the US, Clearwater's employed residents are less likely to work in industrial and blue celaarietdsraridgtelydothe employec

TIP Strategies, Inc. Theory Into Practice 9
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Clearwater was home to approximately 20,000 more jobs thagsieptsydthose workers commuting to Clearwater are employed in a bal
of officaising jobs (includes real estate, finance, professional services, and information), institutional jobs (imtkdiesatieatihsargiees), a

tourisnorismt ed j obs (includes retail, hotel, and r est au highrdaysne. M@ C (
employment population is amplified by the tourists and visitors it attracts to Clearwater Beach.
INCOME & HOUSING
A Conpared to the nation, Clearwater households are less affluenthiddofitmuseholds in Clearwater earn less than $25,000 a year. Howe
housing affordability in Clearwater and in Florida as a whole is close to the national benchmark.
A Clea wat erds tax base is overly reliarmt ralrs rodsitchentciialy 6rse lr o Ity e

Clearwater, the community has yet to experience much net improvement in unemployment levels since 2009.

Many of the top employers in Clearwater fall within with the regional industry clusters recommended famiayetlAg bieBfididiae &

Human Performance; Higth Electronics & Instruments; BuBinessjal, & Data Services; and Marine & Envirdatvérgghccording to data
provided by the Florida Agency for Workforce Innovation, much oirtllegaitypasel surrounding area is concentrated in Healthcare; Retai
Administrative Services; and Hotels, Restaurants, and Bars. Somewhat surprising are the nearly 9,000 manuéaataiogiobSlbasedter.

AIVANNNS IAILNDIXE

in salesadministrative, and personal services, as well as management and professional jobs.
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SWOTAnalysis WEAKNESSES STRENGTHS

TIP conducted an economic
development SWOT analysis
(strengths, weaknesses, opportunitie national
and threats) fibre city of Clearwater
based on a rew of esnomic,
demographiand workforce state/reg ion
charadristics, interviews with local
andregional business and communi
leaders, and our experience working
with communities across the countr
The following table captures the maj
findings from this analysis.

Addibnal details are provided in
Appendices A and B.

federal ort
initiative may open
new opportunities
for local p cers

~ technolog fessi
‘ potentl services,
servi

tteraj partnerm ion
t;(regrllfi?n hlgheredu
entreprene .p
rebound

m
P
m
0O
C
=
<
m
@)
C
<
=
>
Py
<

o  regional
jRngier N 9 . state/regl
unemplo ranspol econo
frastructure b
growing glob
demand for
products
service:
THREATS OPPORTUNITIES
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GOAL ONE: LAND USE

Encourage the development of sites and buildings needed to accommodate higher intensity employment opportunities.

Attracting target industries and higher wage jobs should guidendutiog
development programs and activities in Clearwater. In the aftermath |
recession and the associated hous¢
estate for approximatelyttioi r ds of the city 6 shap]
relief. Wh i | e -basehneix tieat carsbe applied6téd all eal ;
equally, recent experience in Clearwater highlights the important rol
diversification plays in ensuringelongitality.

Clearwater now finds iteedf position of having to vigorously compete for its|
high quality new investment. Thef
centers must contend with newer Class A office developments in the Tg
Focus groups conductetth Vacal industry representatives also revealed
business community is not satisfied with the quality and quantity of the ex
commercial and industrial space in Clearwater. Not only is existing inventory“a
investment, busa few greenfield sites are available for new development. It is unlikely, therefore, that Clearwatancutitettacopohaonew Fortune
500 headquarters building, as such projects are locating on greenfield sites in sulverbapiteasstshere lower. Clearwater is, however, in a position
successfully attract small and medium sized enterprises (companies with less than 500 employees) to etasting buildings and si

o f| ful

anc1 0
i nt o

fto

Adjustments in lamgk policy could set the stage frmmeded further economic diversification in Clearwater. To attract target industries and accorhmod

highesvage jobs, the city should more fully leverage existing sites and identify strategic zones for redevelopaneate heuGitgtot@ew private
infill development as well as the redevelopment of existing sites by amending city zoning districts to erecdereepGiaassA offi

The 2008 arget Employment and Industrial Land Study for the Pinellag THI®)urgyommsrilecountyand its communitfeasure the availability of
sufficient | and area to accommodate the number yarendinststyopgeoveptiie nexintpehty
yearsd TIP encourages the @m@ntation of this codegl recommendation and, in a similar vein, urges Clearwater to pursue the following strat

2 Target Employment and Industrial Land Study for the Pinellag TEit®pneiparetly the Pinellas Planning Council (PPC) and the Pinellas County Economic Development Departmen
(PCEDith WilsonMiller, Inc., April 8, 2008.

TIP Strategies, Inc. Theory Into Practice 11
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Clearwater, Florida

establish an employment center overlay category; (2) create technology district; (3) make the Morton PlanbHaspitaliche auectay district; (4)

preserve and widen the <cityés industrial, reseaslkhf amde tte@eahaotl e

development process.
A STRATEGY 1 HEstablish an employment temoverlay district to encourage higivage employment in strategic locations.

The US 19 corridor is a logical place for the creation of a regional employment center. The highway is

heavily traveled by workers to the north and south of Clearwétethenentnance to the peninsul?

acrosGulf to BaBoulevarBayCa r e  H e a | intemest $ycansokdatifgsits regional headqu/  Anoverlay districis a zoning district whi
and shared service center just to the east of US 19 could also provide a catalyst for emplg S @pplied over an existing base zoning.
the areaCurrent zoning along the corridor is primarily commercial. However, there are pa ~ CVerlay districts are used o establish
throughout the area that would not be compatible with the growth of professional services addmor.1al S,tanda,“,jd aniteria for covered
retail employment. In addition, some aspects ehthenaing, such as height restrictions, might properties in addition to those of the

) i ] underlying zoning district.
conducive to the type of development required to support the growth of a regional employr
Overlay districts should have-alefelled

Afixedoverlay district could be used to encourage redevelopment and infill along thé THe 1¢  objective, preferably one that is tied to a
objective would be to facilitate development projects generating higher wage jobs for| ~ comprehensive plan or other stated
permitting higher density development and transitioning out incompatible uses over time. | ¢0mMmunity goal. The boundaries of the
area around US 19 is -paditioned totteact higher intensity employers due to locatio d'sr'(_:t aloud b_e _Clea”y gelpeaed

. . L . Applicable provisions should be easy to
transportation access. Existing retail sites along US 19 are also being adversely affec understand and have a demonstrated link to
highway reconstruction projects, making this a critical opportunity to reconsider luan thes the objective
transitioned into a vibrant professional center.

Easing height restrictions on commercial office development is an example of standards that could be

addressed through overlay zoning. Current zoning limits office buildings to a maxinfeet. tésgig afg@ndard of 12 feet per floor, this would IimJ
ri

development in the area to four stories. When combined with other provisions, such as #tteamariraum fflaort i o , height rles
ability to make an individuplerot A penci | out . o

Action 1Establish a newerlay district to encourage new Class A office developmerit8.along US

g i

SThe 2008 TEILS report also recommendrst e rhxitt ya ditbo wladl ebe rangemmd d aitseed awidt ftiom rese omrd i

TIP Strategies, Inc. Theory Into Practice 12




Action 2 Consider applying the employment center overlay to the aréasifieBagBoulevardnd Drew Street appropriate for highetyintens

Action 3The overlay district may also be utilized to encourage commercial office development on sites currentlyeyc@ipie dRyEriscand

Action 4The city could collaboréate meighboring jurisdictions on commissioning a US 19 corridor study.

EXAMPLES: Overlay Districts

TIP Strategies, Inc. Theory Into Practice 13
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commercial office development.

mobile homes parks.

McKinneyTexasecently adopted Corridor Commercial (CC) Overlay Districttesidlemtiabproperties that are within the boundaries of the overlhy

district to build taller buildings with modified architectural design requirements. The taller structuresavet géoregadiydbeithin close proximity
of the major regional highways passing through the city. The CC Overlay Distdogataadbhet®ajor highways as an economic development
engine that may be utilized to leverage a diverse and sustasgl@etimbbax base for McKinney.
http://www3.mckinneytexas.org/uploadedFiles/Departments/Development_Services/PlanMgiRIEMORANf

Bend, Oregoestablished the Juniper Ridge Overlay Zone to promote economic, sustainable, and reasonable -govetBuimpbe Ridg
development by creating unique overlay zodisgistsofor residential, commercialfiedaicand industrial uses. Included in the overlay zone-is
320acre a Juniper Ridge Employmeili§ubt, which is intended to encourage economical, sustainable, and reasonable growth by allowing a
industrial uses, offices for reseadctievelopment, corporate and regional headquarters, and accessoryhesasd¢dseftbe primary uses.
http://www.ci.bend.or.us/depts/urban_renewal_economic_development/juniper_ridge/index.html

A Maritime Industrial Zoning Overlay Distrienhagibed by tRert of Baltimoréet o b al ance- nddaestiahl dawdl Dpr
di strict was <created to slow the redevel o-mdnsriatuseoThis dsuicatkianoafea B a |
where maritime shipping can be conducted without intrdsidnstfigamses and whvestment in maritime infrastructure is encouraged.
http://www.envisionfreight.com/issues/pdf/MIZOD_case_study.pdf
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A STRATEGY 1.reate a technologlstrict to encourage building improvements in Downtown, the Cleveland Street District, and the Egst
Gateway.

A focus group with local software and IT professionals revealed that Clearwater is home to a growing coacamdrafiomcdhfssefittsaand
professionals. These égh firms and entrepreneurial individuals are a significant economic asset to the community, not only bfeesibégthis induftry
wages, but also because of t he atioms Asmtrasudt,lthe atiwactiond retgntion, @ridfexpansian ofrthe softviaie L
sector should be a high priority for the city. Local software and IT companies, however, report a shandael oT imdresdtyucture in existing
commercial officdlimgs. Moreover, many claim building owners are unwilling to make the necessary investments and upgraeitiesamade their prop
competitive. Consequently, the city is in danger of losing several of its valuable software employelsthEtefoventestsiiitish a technology district in
order to retain IT and software companies as well as to remain competitive as a locatimatfer firms to re

The technology district could be structured to incentivize building improvemenistureiBtwgntown, in the Cleveland Street District, and along re
East Gateway. Bliinigs in the technology distiidtl be eligible for a fumdtching program administered by the city that would help defray the signijjcant
costs associated withstimg in IT infrastructure. The program could function as an opportunity to (1) improve existing commaercialratactures, [2) e
employment density downtown, and (3) create a destination that can be marketed to attract softwareumad IT firms in the fut

A Action 1Create a technology infrastructure grant program. {SgetaadEWaterbury, CT, Information Technology Zone case studies]
A Action 2:Support the development and attraction of software firms to Clearwater. [See Goal 2 for more detail]

A Adtion 3:Assist in organizing a local software council.

EXAMPLES: Technology Initiatives

Case Study:-Elgin (Elgin, lllinois)
http://www.cityofelgin.org/documentview.aspx?DID=285

Introductionin 2000, the City of Elgin, lllinois, authorized the dbrmBticmnology Action Team and a partnering grant program for center city comrl;ercie
property owners and downtown business owners involved irrdttedoiodystries. ThEIgin incentive program offers assistance to property an
business ownes &xpenses related to technology infrastructure improvements, moving expenses, and advertising costs.

Program Structur®&owntown commercial property owners and downtown business owners can qualify for up to 50 percent of @eghitati@iosts not th exc
expenditure of $60,000 ($30,000 maximum City contribution) in funding for technology infrastructure improadimgrits Gatdgas/ \Hpor better
wiring, backup power generators for technology equipment, and related hardware upgnfdesruetatedirnprovements. Additional incentives arg
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offered to higlhch businesses for installation fees associated with costs foll B&tviard Downtown commercial property owners are also eligible fo
to $2,500 annually iropaadvertisy funds when they promédgie in their ads.

OutcomesThe eElgin program was developed to address declining competiveness of commercial properties downtown as comgldred to n
developments outside of the city center. The City encopeatyedwmers to upgrade office space downtown by subsidizing the cost of retrofitting
buildings. The program has been successful in many cases, but could still be considered an underutilized resource.

up

wer
histo

The Leath Building is an excellent exainplethe program has prompted investment by the private sector. The 17,000 square foot former deparfment

was retrofitted with new technology infrastructure in 2003 and 2004, making the building an attractivarsitE fiomRuiitr @miplloyees.

According to the Downtown Neighborhood Assaociation, the program would benefit from additional advertisiagicuidrrafxetitindncampaign
that highlighted the 6downt own wo eddos yang grofessiofaks,entrgprenedirialdirsns, and otreer ireividl
and businesses associated with the O0creative class. 0

Case Study: Information Technology Zone (Waterbury, Connecticut)
http://www.waterburyitz.com/

IntroductionTraditionallyma nuf act uri ng community, Waterbury, C T NaugatacHallesEdonamiw @ d:i
Development Corporation created a tax abatement program designedtexhtiiracs bigthe city. The suffering dowratevdentified as a geographic
area of opportunity due to high vacancy rates as well as convenient access to transportation.

Program StructurdBusinesses located within the Information Technology Zone (ITZ) could receive btoefitersadbatements on personal
property taxes, including new or used equipment acquired or leased by the business new to the City; abatgrteerds fppleaiipeojoeincreases in
the assessed value of the property as a result of infrastructoeafrimpitty space.

OutcomesThe program initially attracte& fsmpanies and 200 jobs to the city. The degree of the abatement (100 percent), the broad definitionjof pr

eligible (not limited to infrastructure improvements that woule siég) wath wrell as the duration of the abatement (no cap on number of years as |
the company maintained the location) offered significant savings to businesses relocating from New YorkaGiysafithetiesmmbtrst in the

e ar | yha®alsigrifidast impact on the industries attracted by the program, although a few firms remain today. Basassebiishedtmaugh
state law, a firm could still apply for the benefits, although the city does not actively piltisbiedhe ITZ a

alsb

ng a
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Case Study: Information Technology Zone (Meriden, Connecticut)

http://www.meridenbiz.comtédt/IT_Zone.asp Information Technology Zone (Meriden, Connecticut)
Real Property Tax Breaks
Introduction:The program in Meriden, CT, is similar to the ITZ zone in Waterb
abatements are more targeted. $3 million or more YeaiOne- 100% 6 Years
Year Twol00%
Program Structurdnformation technology companies that locate into new or reghabilitated ng: gg[frggg’f
buildings in the InforomatTechnology Zone may qualify for breaks in real and| personal Year Five40%
roperty taxes. Fdivg types of companies can qualify as an IT company, |inohdina vear Six20%
property ' N@ yp - P aq pany, $500,000 or more Year Onel00% 2 Years
manufacturers, service businesses, etc. Personal property taxes are abate 5 Year Twe75%
. : . 25,000 Year One50% 3Y
companies at 10@rgent for three years. Companies are able to submitlatew |IT 25000 °rmore Voot Twos0% ears
equipment purchases annually. Real property is assessed in accordance with _the following Year Three50%

schedule:

. L Clearwater's job base by industry sector
A STRATEGY 1.ZTreate a medical overlay district to encourage neWteiminary Figures as of March 2010

healthcare sector develment and employment in the area surrounding Healthcare |

Morton Plant Hospital. Retail rade
Administrative support services [IINNEEREGEGEGES

In terms of employment, healthcare | s"™Eryaeeyss | argest
I ——

Hotels, restaurants, & bars

continue to grow considerably over the next 10 years. Not only are healthcare SeRicgS.a services
of critical imgance to the aging population in Clearwater, but healthcare is one of the Government EEEEE———
Wholesale trade

few national sectors of the economy that has continued to grow throughout the' " "
recession. Finance & insurance

Transportation & warehousing

In particular, the Morton Plant Hospital is a valuable asset to the City of Clearsweatesmanagement
Wth over 90 years in the community, the facilifgniswmetind highly regarded e =2 & eesre
throughout the region. In order to fully leverage this asset, the Morton Phkant.faciity s recreation
should be promoted as a cornerstone of the local economy. A medical overfaspierstritses & raning
should be applied to the area surrounding the incipital the Missouri Avenue 'nformii;r;i:;s:
Corridorto promote anaccommodate néwgh quality healthcareestment and Agriculture
employment in the ar€arrently, many of the existing healthcare practices and

*NOTE: Other sectors include utilities, oil i and
SOURCES: Florida Agency for Workforce Innovation, Labor Market Statistics Center, 2010

o

TIP Strategies, Inc. Theory Into Practice

2,000 4,000 6,000 8,000 10,000 12,000 14,000 16,000

16

s ec

(O



Clearwater, Florida

companieare operating $mall, aging structures that have been converted to medical loffioganks; distrdbuld bedesignedo encourage the
consolidaticand redevelopmerfitsmaller individual facilities into Glagsr Anedical office buildifigsadditiorip fill new or renovated space, location
incentivesould be targeted to compafassified as partlvd SRtlefined\pplied Medicine & Human Perforahastes.

A Action 1Establish a medical overlay district in the neighborhawtisgstireoMorton Plant Hospital.
A Action2Pr omote and expand Clearwaterds growing healthcare sector.

A Action3As part of the citagdesompanhnessiApsidMediond&tiumanP&britangettinslustry t
cluger: senior Health & Wellness, Human Performance, Clinical Trials & Destination Medicine, Medical Inatrdifesits Baloaviatsn
Technology & Bioinformatics

EXAMPLES: Medical Districts

Griffin, Georgishas established a Medical OvéstagtiMOD) to support the investment of
various institutional uses. The MOD will place restrictions on those uses deemed in¢
the future land uses anticipated in the area. The area is also intended to have ¢
pedestriafriemly character in the future, and therefore replacement standards that ¢
vision are included in the overlay district. Finally, mapped limitations on heights will | o L
. . . ) ) facilities to anchor their mixed use developments.
impact of largeale uses on the surrounding neighborhoodsraiondids also been giv .

o ) o - ] Users of these facilities generate demand for
to the add_ltlon of an En'Ferpr.lse Zong Wlthln t.he MOD to faC|I|t.ate the recruitmentof p o, servicéshousing, retail, dining, and
http://www.cnyofgrlffm..com/LlnI.<CI|ck.aspx’?f|Ie.tlcket=kjtl.80u.rNdc%3D8ftat.)|d:37 . hospitality and employees of the facilities often
Punta Gorda, Floridsstablished a Medical OveitagdD(MO) in its 2025 comprehensive, ..., higher thétre average income. This built
The district was established to provide for the logical expansion of the medical  in demand, in turn, increases the attractiveness
necessary to accommodate the growing community and region in an effort to accon!  of the development to tenants, allowing the
specialized, unique uaed development types related to the medical field. The intent developers to charge premium rents and even
district is to be as generous as possible in permitted uses while at the same time\ expedite the development timeline.
clean, attractive community that provides an extension of the communitynpdioatily Te

practices.
http://www.chnep.org/info/HH/compplans/Punta%20Gorda.pdf

Healthcare as an Anchor

Although healthcare and education facilities are
often not on a commuinityo
mae often developers are using these types of

TIP Strategies, Inc. Theory Into Practice 17
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A STRATEGY 1.Bxpandthe use of the Industrial, Research and Technology Distrirt

(IRT). IRTZon?d Properties Hercules Industrial Area

SUNSET GROVE LN

]

One significant challenge facing Clearwater is the availability of undevel@pace|éewt! r""‘"" O
greenfield sites for development, and few, if any, sites meet the requirerseais % $ ]
manufacturing. The 2008 TIELS Report; s
industrial land is not as readily available as in oti#oegiions and land costs are hi§
Costs for raw land vary dramatically based upon many factors, but scarcity certs
c ons i dEor @daiwvater to diversify its economic base, significant steps shoul
acquire and asdelen parcels of land suitable for industrial activity.

ININE
illtf—

— CALUMET ST,
o IRT
B——% CALUMET §

[ 11l

LOGAN ST

O INIHSNNS.

AV SYHLNOYV.

The Hercules Industrial Park is the ¢ LA
home to some of Clearwaterodos | argest L e
Instument Transformers. In discussions with the consulting team, industrial emplo T
the park identified aging structures, many of which are too small to accommoc
expansion. However, since the park is pbdggef propertiesated in the Clearwater ¢ osR
limits and on unincorporated county land, it is very difficult to privately assemble
properties for expansion purposdbefefford, several employers admit they will be fL
relocate out of Clearwater tegnoutgrow their existing sites and facilities.

=

 WEAVER PARK OR 3

;

N HERCULES AVE

PALMETTO ST
CARRIAGE LN/
MHDR
Note: IRT district shaded purple. White areas are
A Action linvestigate the lelegm feasibility of converting Clearwater Executive Golf Unincorporated county land.

to an Industrial, Research and Technology District.

Located adjacent to the Hercules industrial peed gblé course represanth e best opportunity for

SUNSE

:
i_
3

E

g ==

expand.i

industrial property. For adutiliandlocked city with little industrial land this isledseniiglhopes to exghéis manufacturing base, ttisther

similarly underutiliggfowned properties should be evaluated for accommodating new industrial development.

A Action 2investigate the feasibility of combining adjaseneditgarcels and facilities in the industrial park into acajpajidesittaccommodating a

major industrial expansion or relocation.

4TEILS Report
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Clearwater, Florida

A Action3: Evaluate other Radustrial sites in the city appropriate for converting existing zoning to IRT.
A Action4: Protect existing industrial land in the city from conveetinpés.ot

A Action 5:Consider providing incentives to property owners or business to assist in rehabilitating/updating old facilities.

A STRATEGY 1EBval uate the ci tandappravgprocesstonpakeahaprocedueesand eeguirements more lsss

friendly

For Clearwater to successfully attract, expand, and retain private investment and jobs, the city mustrisndiiopepuiasimesBecause of the cost
and time involved in the cit ytlssis cdrrentlenotadhe tesGearwateEhis seatimenawas echpedrimeveryt
focus group and interview.

A Action 1Work with representative ¢btlakbusinessid developmemmmunity gather input on the development review process

ng

A Action 2Hae Planningnd Developmdpartment personnel internally review development review procedures and requirements to identify. afeas \

the process can be improved.
A Action3: Identify regional benchmarks to assess areas where permitting progessean be im
A Action4: Consideexpanding h e fasttrackypérsitting process as an economic development incentive.

A Acton5Revi se the cityds devel opment code to include aomssptabl elr

EXAMPLES: Fast Track Permitting Policies

ec

Osceola Countprovides a-@ay fastrack Permitting process made possible by Osceola | DO Team. The | Do Team is comprised| of Ic

governments, county departments, utility providers, representativescidstatd athers as determined by each project. The team meets or
as needed basis with the client to identify permitting needs and potential delays so that those issues méy dredaefti iyl qiiskgives
the client and/or their ragriedive direct contact with the team member that will be reviewing their permit application. Performed in conce

becomes a measure of success, not a hassle.
http://chooseosceola.com/EconomicDevelopment/tools_for_success/i_do_team.cfm

TIP Strategies, Inc. Theory Into Practice 19
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The Cityof Tavareo f f er s fAf ast tracko permitting as a matter of courlfs e
Committee meets every Wednesday at 9:00 a.m. All city departments involved in any facet of developmentrsivigie tebie arseanedt
one on one with the applicant seeking development approvals. Comments and suggestions are provided tg theaagipdjEadbiruvmeti.
Al l approvals are handl ed t hr ou gQificet Gereralfy onaseplasstcanpe revieweoh and appravgdoin| aC o
matter of a few weeks rather than months that it takes in some jurisdictions.
http://www.tavares.org/index.aspx?nid=435
The City of Boca Ratprovides services to assist the developmestfpraceslocated or expanding company that meets certain criteria. Basefl on
the needs of the company or business, the city will offer assistance to eligible businesses during the devalfiporemopmooesottihe
following programs or fumtio
q Site Selection Assistance
1 Individualized Development/Building Plan Review Team
1 Expedited Permitting
1 Online Permitting
1 Delay of Payment Date of Development and/or Permit Fees
1 Reduction of Development and/or Permit Fees
http://www.ci.beedon.fl.uscodev/incentpol.shtm
Silver Springs, Marylahdas r ecei ved nati onal recognition for its Green | Tape

redevelopment zone are assigned to a Green Tape team member to help speqagesse keddy a permit technician, the multi

departmental team makes Green Tape projects their top priority, with a goal of issuing permits within ttevapeksatfarceiving
http://www.epa.gov/smartgrowth/case/greentap.htm
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http://www.epa.gov/smartgrowth/case/greentap.htm

Neighboring Community Permitting Process Benchmarks

Does your community
have a fast track
permitting process

What is the average day
to-permit for a
commercial project?

How many permits are

processed annually?

Is there a coordinated
development review
committee?

TIP Strategies, Inc.

City of Clearwater

Yesi Early start option on

commercial projects (before

are formally approved).

First review:8Bweeks; afterre
submittal, within 5 working de

Currently 7,000/year. Down fi
10,00€12,000 5 or 6 years ag

Yesi Building permit review

committee meets weekly.

City of Dunedin

No insufficient staffil
to move application:
through the process
more quickly.

1 week

3,0084,000 currently
(compare to 8,000
permits in 2005)

Yes; all large projec
meet with City

stakeholders at the
onset of the project

City of St. Petersbure
Yes, for commercial anc
residential. Early start
option on commercial

projects (befoptans are
formally approved).

1012 business days

Did not mention.

Yes

Theory Into Practice

City of Sarasota

None

2-3 weeks, @ending or
the quality of the plans

5,000 permits/year

Yes, for larger project:

Clearwater, Florida

City of Lakeland

Only at the discretion of tt
building official.

2-3 weeks

Over 8,0Mpermits last yee

An owner or demeér can
present a project in the
concept state (no formal
plans) to a Design Reviev
Teamand get feeddg0
30 day limit for DRT to
respond on a formal
submission
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Develop the policies and tools to compete for newepiivastment and jobs.

Clearwater finds itself in a highly competitive market regitun, thiate, and nafamnew
investment and jobs. Maloyidacommunities compete to attract new businesses by
various types of financial incerliwdse competitive, the City of Clearwatalsoursttively
and judiciously utilize targeted incentives to attract and retain valuable employers
commercial development and revitalization. Indeed, the city has successfully
Bravnfields funds to stimulate new private investment in and around the downtown cc

TIP recommends that Clearwater foamdlipgoritiztae use of incentives and other fina
and nonfinancial tools to promote and accommodate new investhstap ifihdofing so is t
clearly articulate the communityds go
consideration, the value and success (or lack thereof) of a private enterprise shoulc
more than the number of jobs drdateother words, job creation should not be the
determining factor in the use of i nce
provision in the policy.

Along with job creation, consideration should be given to devélastpsscbon:

1 Capital investment (i.e., the value of real property and personal proper
machinery and equipment)

1 Number and types of new jobs, with preference given to employers that @
wage jobs (e.g., 120 percent above the mmadsaary for the region)

1 Location (desired development areas as evidenced by existing and planned
as well as the comprehensive land use map),

Clearwater, Florida

GOAL TWO: INVESTMENTMATE

i
Incentives
Formal incentives policies should be carefully cra
a transparent manner to ensure that they yield a n
benefit to area taxpayers. The following principals
shauld be considered when establishing a policy:

V the targeted investment would not occur witho
the incentive

V the investment should generate new economig
activity in the area instead of displacing existin
businesses

When creating an incentives deal fticalga
prospect, we recommend the following:

V a statement demonstrating how the proposed
incentive relates to the broader economic
development strategies,

V aformal cost/benefit estimate weighing the estim
direct/indirect benefits (e.g., tax baseembat,
increase in retail sales, increase in wage rates) ta
incentive costs (e.g., tax abatements, training
subsidies, infrastructure improvements) associate
with a particular deal, and

V a Arecaptured agr eeme

1 Local annuadles and propetdy generated to the city

1 Site plan characteristics

TIP Strategies, Inc. Theory Into Practice

ed in
et

er i

ated

the

nt

community by requjriome expectation of
performance from the recipient.
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1 Targeted Buiness sectors (e.g., software, professional services, finance and insurance, and high tech electronics.)

1 Specific community goals (e.g., incentivizing projects that meet affordable housing
or energy efficiency goals or that utilize local labonaioronstterials)

Some communities choose to adopt strict incentives policies in order to protect public

investmentddowever, TIP recommendse Ci ty of Cleexactvat er 6s, policyv state = hat
projectvill be evaluated aftaseby-case basisising the gling principles articulated Tax Base Diversification

bytheplan.

A STRATEGY 2Adopt a formal incentives policy. Higher Paying Jobs Business Vitality

A formal policy should provide clear guidance on the standards to qualify for incentives, especially tagyirstentisdfsnctienpasi a broad set of
guicklines rather than a restrictive checklist: projects should always be evaluated individually. Some projeatsirimtmayuabficatenhs may still
merit consideration for assistance due to other positive impaeciscivelynoffer thegity gui diing princi pl es

Eligibility for and

gualifications with respeicivisstment and jobs. For example, Pinellas County requires that the project provide a net capital investitieont of at leas
Pinellas County and the company must create at least net new high wage jobs (jobs paying at least 150
percentf the aerage county wage) to be eligible for the Job Creation Incenfive Program. |Existing Incentives

A Action 1Determine incentives to be offered. Consideration should be given to a broacll:?é of  Qualified Target Industry (QTI) Tax R

ncentives
both financial and #i@ncial incentives which are available to the city. T — Incumbent Worker Training (IWT)
Training Quick Response Training (QRT)
A Action 2 Determine thresholds that will trigger incentives and recapture provisions  |Location Brownfields Incentives
Incentives HUBZonProgram
p Community Redevelopment Agency (
A Action 30nce a policy is in place, actively promote the availability of incentives. Enterprise Zone

5 http://www.largo.com/egov/docs/1227623613_4795.pdf

TIP Strategies, Inc.

t he

Clearwater, Florida

Economic Vitality

value of the incent i vngsautherities will establish mibirausae

[rYPE ___JEXAMPLES |

Theory Into Practice 23

C
$50



Clearwater, Florida

EXAMPLESarasota County Economic Development Policy Guidktipedww.edcsarasotacdyrcon)®

Vv firhe following factors shall be applied when the Board makes its determination as to whether to grant any éocpatiie,deve lsgmuesting
business, and, if applicable, the amount, the duration and percentage ofdhe Exemption:

A. Numier of new fdlme Sarasota County positions created by the Business as the result of relocating to or expanding in Sarasota County.
1. Under 10 employédselow average score
2. 1025 employeésaverage score
3. 2650 employeésabove average score
4. Over 50 engyees$ excellent score
B. Average Wage of the new Employees of the Business located in the County.
1. Average wage under MSA annual aveelger average score
2. Average wage between MSA annual average and up to 125% of MSA dnanericgecsagee
3. Averge wage between 125% of MSA annual average and up to 150% of MSA aaioaiceaeeagge score
4. Average wage over 150% of MSA annualiaegcafient score
C. Amount of Capital Investment
1. Capital investment under $2.5 inbebow average score
2. Capital investment between $2.5 million and $&wathge score
3. Capital investment between $5 million and $IGbuNiemverage score
4. Capital investment over $10 midiarellent score
D. Innovative Business
1. Type of business
2. Energy efficiency
3. Recipient of awards
4. Community involvement
E. Commitment to local procurement
F. Net positive contribution to the local economy
1. Exporting percentage

6 Source: Sarasota County Board of Commissioners, Regfltfion No.
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2. Business diversification
Sales Factor as applied to Enterprise Zones (foicE2@relopment Ad Valorem Tax Exemption Incentive only)

firhe following Economic Development Policy Guideline Worksheet shall be used as a means to quantify theugipess ikepagiplitzohttdy
have on the economic sustainability of theig@mmun

Score: Score: Score: Score:
Below Avg. Average Above Avg. Excellent

Enter an "x" in the scoring boxes (only one per row) 1 2 3 4 Score:
1. Number of current and projected employees 0.000
2. Average Wage of Employees 0.000
3. Amount of capital investment 0.000
4. Innovative Business 0.000
5. Commitment to local procurement 0.000
6. Net positive contribution to local economy 0.000
7. Sales Factor for Enterprise Zones Only 0.000
Tax exemption score percentage: 0%

A STRATEGY 2dse incentives and other tools to encourage desired development.

GoalOnehighlights several areas in the city where development activity should be directed. Given this focus and #iesaick Gegresée the
majoty of new development will be infill and redevelopment projects. These types of projects frequently faderhagists mdl deeglisitment costs

than greenfield sites because of surrounding uses, contamination, and/or the effectmtidmakket spmdt, these types of projects typically face highjr

cost structures, making them difficult to finance through traditional means. Specific actions to addrestetbidudadiltengenmmolinity lenders about
the value of infill prtgeand identifying opportunities for increased public participation in the form of incentives and othercsisttegies to reduce

The following are examples of tools to encourage development:

1 Development fee reduct@m appropriate projects, fsloiuld consider waiving or rebating a portion or the entire amount of city fees cha
the regulation of land development. These reductions could be tied to specific performance criterion giniiiled fothosentbredegbove).

TIP Strategies, Inc. Theory Into Practice 25
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Fast tack permittin§ee Strategy 1Hhe local langse decision making process can

create a significant barrier for infill and redevelopment projects. For examply
developers to submit detailed development plans at the beginning of the ¢
review process can add significantly to costs, increasing the risk and, in ¢
making the project financially infeasible.

Ad valorem tax exempt@me of the most common forms of local property tax ir
in Florida is the ad valorem tampgdan. Local citizens must vote in a refere
authorizing a city or county to offer these exemptions. To support desakebl
new development and redevelopment, the City of Clearwater should ewidide
ballot authorizing the targetedf this tax exemption.

Public participation in land developieanhcourage certain commercial, industt
residenti al devel opment s, public p
projects can take a number of foohglingcquiring propeayd constructing a buils
tosuit facility, sdlaseback arrangemgse text bgxandrebating sales taxes t
paying some or all of the costs of required infrastructure.

TIP Strategies, Inc. Theory Into Practice
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Example: Saleeaseback Incentive

The saldeaseback incentive tool is an alternative to a
traditional arrangement community whereby a
community pays for the developnmeminfilcto-
suitfacilityor a specific employer and chargatah

rate substantially below marketUemntst a sale
leaseback arrangement, a community would sell a
buileto-suit facility to an invedmreloper for an

amount above construction cost. The communi
receve a bonus cash paynfrem the investor who

will own the buildilrgturn, the community would sign
a longerm fixed lease {A®years) on the facility ¢
market rate, which it would theleasito an
employefor the same period at the conymauaittal
rate.

) pI0

The sakeaseback investor will pay the community
more than the brick and mortar cost of the building as
the investor is paying for the building on the basis|of
the longerm lease commitment of the commiait
community then has ofithree options: (1) it takes

the cash bonus from the invest@loper for itself;

(2) it passes the bonus on to the company as a cash
grant or forgivable loan; or (3) it reduces the rent to the
company by the amount of the cash bonus. By
investing theash bonus into an intdvesting

account, the community may further reduce rents by
the amount of interest generated.

Because the community has rteased the entire
building, it may not be obligated to pay real estate
taxes. In many jurisdictitns penefit can be passed
on to the community's tenant as an additional
incentive.
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EXAMPLESublic participation in land development

Case Stdy: Spectrum (Pearlandy

IntroductionThe Spectrum at Clear Creek in Pearland, Texas is a 1,000 acre mixed use
development at the intersection of Beltway 8 and Hwy 288 South. Pha
development is a 2@0e mixedse business and technop@gi. The park is .(‘,;'_
marketed to firms in the advanced scienbedechnology, life sciences, i
nanotechnology.

The total area is owned by numerous owners. However, the City of Pearlan d
Economic Development Corporation (PEDC) havetaership role in envisionin(
development and putting in place the tools to make that vision be realized. T
place two management districts that cover the full 1,000 acres. Each of the®™

funded by a halnt sales taXhe city has also adopted adfased code to encouragiisss
higher quality design standards and uses its infrastructure strategy to enable and prioritize

the types of development envisioned f orsonthémanayemert district boardsFandnttee lcdngisient t h

involvement of stakeholder groupsdthehigy and PEDC generaténldoy the development vision among the various land owners.

Program Structur&he PEDC has dedicated its business recetiitmergnd resources to attracting businesses to the Spectrum. To secure an anc
the technology park, the Pearland Economic Development Corporation pacchgsaded ibOthe developritdet.community successfully attracted
Cardiovasculaystems, In¢CSl), a Minnesdiased medical device manufactormgang s t he dev el o pBeauseé BEDC eontrolled r
the parcel, it was able to offer CShaduitfacilitthat CSI could lease from PER®elovmnarket ratdt dso offered CSI $6.25 million in incentives and
helped CSI secure an additional $600,000 from the Texas Enterprise Fund.

OutcomesPearland was able to beat out 200 other communities with its incentives package to attract Cardiovasculan&isteritis,thecaActalir
in place, the PEDC was able to more effectively markét ttevpgatikate surgical facility is scheduled to open at the Spectrum in 2011.
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Case StudySRI Internationébt. Petersburdel)

Introductionin 2006, SRI Interoatil (SRI) proposed establishing a newbdleeidlaesearch, development, engineering, and technology transfer centgr in
St. Petersbung associatonwWihtS F6s Center for Ocean Technol ogy. F othe CitylofeSt. Petershugc t | t ©
the Florida Department of Transportation (FDOT), and the State of Florida offered SRI significant public incentives.

Program Structuréfhe City of St. Petersburg was awarded a $5 million grant from the Florida Setiparaifdaispoomic Development Council
(FSTED) and Pinellas County provided $5 million in matching funds for the design and conStuPgbersibting BRility at the Port of St. Petersburg.
Pinellas Countyds cotntmdtbhah itom ke vedatasd sa IhiGh Batersbargtwasoreasponsible fdri@ls i g n
design and construction costs exceeding $10 meill@ity. of St. Peterslihempprovided SRI with ayg@r lease on tB8,00&quare foot fagiata
nominal rate$l in annual rent for 10 yéaraddition, the City of St. Petersburg coordinated $1.5 million in wharf improvements and site demglition
preparation costs. The project also included a $20 million grant from thdeStatefiseFIBRIt . P e t e-upscbsts ifog thesfirdisgeaes roft
operation, as well as other substantial state funding related to the partnerships between the company aodtthEltfideerSBY. dfefersburg
invested $3.5 millinrthe project.

Outcomesin return for tax incentives, SRI agreed to employ 100 employees by 2012. The jobs are supposed to carfipa@fiade $6&069.0f
Today, SHSt. Petersburg isemadingnember of the St. Petersburg Ocean Tears, avhatsortium for marine science, oceanographic, and environmeiptal
research agencies and institutions and is one of the top such industry clustersha tdoms@tiom and its related cluster agencies and businessigs
employ over 800 people ard Bin annual payroll in excess of $24 million.
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1 Enerqy efficiency retrofit gramisemerging tool for promoting new investment ar-'

reinvestment in commercial and industrial properties is public assistance
efficiency retrofits. Such measre increasingly welcomed by the private sector
help to reduce energy costs, improve the property market values, and supp
company efforts to become Agreener ¢
tool allowing locabvgrnments to assist with private energy efficiency retro
Preferred Assessed Clean Energy (PACEEbdegt bax)

A Action 1Streamline existing development review and approval processes for those
that achieve infill and redevelogoeat

A Action 21dentify and promote other incentives and tools, such as PACE Bonds or
Zones that could facilitate development in desired areas.

A Action 3Work with local lenders to ensure that adequate financing options are ave
suppprt infill and redevelopment projects.

A Action 4Explore optiosach as saleaseback arrangemédotgpublic participation in
selected infill or redevelopment projects.

TIP Strategies, Inc. Theory Into Practice
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Property Assessed ClI e

The proceeds of a Property Assessed Clean Energy
(PACE) bond are provided to commercial and
residential property owners iorineof a loan to
finance energy retrofits (efficiency measures and
small renewable energy systems). The loans :
repaid by the property owner over 20 years via an
annual assessment on their property tax bill.

PACE bonds can be issued by muniaipzhén
districts or finance companies and the proceeds [can
be typically used to retrofit both commercial and
residential properties.

Florida is one of several states that have passed
legislation enabling Florida communities to create
PACE Energy Districts.

SOURCE: pacenow.org
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GOAL THREE: BUSINESISTENTION AND EXPADI$

Create an environment that promatesprosperity and growth of existing businesses.

TIP recommendhe City of Clearwater expgarmbmmitment to supporting the retention and expansion of existing businesses. A vibrant business refentio

expansion (BRE) program should be the cmradratny economic development program. When existing businesses thrive, so does the community
Chamber of Commerce estimates that 40 to 80 percent of all new jobs are created by existing firms. Prosgieessecarepattigdikrisetnain and
grow in the community, providing the best 0 p p or tasurvivalyandtgmwthetixap lacal d

The

a

businesses face, particularly during difficult times. Such a program alsostppanstaexisting firms. Actively offering support is crucial because establlshed

businesses often get over |l ooked -generatmg bosinesses. EEnstriggiherioesucdtess wfsexistrng compaaies r
also aidbusiness attraction, as firms considering moving will often talk to existing firms in the community.

Considering thmited staff and financial resoavedable t hi s strategy offers the hi ghreedihthairgdstyr n = ¢
focus groups with the consulting team. Many business owners and representatives expressed a desire fod segupartibie Gistieocsomic
development professionals. However, the Economic Development and HoussgdDspé#itieetiy staffed to maintain an aggressive BRE program.

A STRATEGY 3Ruild and maintain a database of existing businesses in Clearwater.

The City of Clearwater requires a business license which must be renewed annually. An ecosamieydackidpohevith licensing forms in the past
has been an effective mechanism for reaching out to companies. The licensing process provides a primendppodiimimabwoolecdl businesses,

e C I

including number of employees, NAICS oddas,oa. The city could more fully leverage the survey to (1) establish and maintain an accurate dgtaba

businesses operating in Clearwater, (2) gain insights about the existing business base, and (3) offer snpparatmbutiaessgalémanding of
staff time.
A Action 1Maintain an inventory of the types of businesses already in the community, as well as new locations and expansions.

0 The city should continue to document existing businesses and available properties.

o Utilize other lable sources of information about the local business base, such as business tax records, utility hookunzfeemd ownerstijip tra

A Action 2:Install and utilize a customer relationship management (CRM) software system for maintaining they businessl inverdon a g i n
relationships with local businesses.

o Evaluate systems utilized by other economic development organizations in the region.
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o0 Advocate for the adoption of a common CRM program by Pinellas County Economic Developmentemubthie ohevetipahent
departments in the countjeed, the adoption of a regional CRM is a recommendation of Tampa Bay RegionahBusgiitkehgsedan.
CRM programs are Sage Act! and Salesforgstablishing a common cewidiy CRM platforatt will allow for the development of a
comprehensive existing business database. Each economic development entity will be able to independentigtedh&iatabiassend up

A Action 3Administer a regularly scheduled employer survey.
0 This survesould be administered alongside the business licensing process or separately.
o Ideally, both the licensing process and the survey could be conducted online so that data could be angigatededficiaatly.and u
0 Survey Monkey and Google Formseding free/leswst online survey options that allow for the rapid analysis of data.
0 The survey results should be entered into the CRM system.
A Action 4Produce an annual report of BRE activities and employer survey results.
o Provide ongoing evaluatioda r eporting by preparing an annual report toltHhe
A STRATEGY 3Refine the Clearwater business visitation program.

In 1997, the Clearwater City Council adopted an official business visitatientheljfeuwf. tBig program, over 150 different businesses rapmesenting
thanl10,250 employees in the Clearwater were visited. This program prioritized companies in the following orést: (@) qurbpeces pain over 50
employees; (3)dimesses located in Clearwater 10 years or more; (4) tenants in Class A office buildings; (5) industrial saage etiipl mifill
Pinellas County Economic Development and the Business Assistance Program (BAPS) allowedithiostaifel tbustiess retention responsibilities,
but this program no longer exists.

The current business visitation program consists of a monthly meeting with the president/CEO of a Clearwaiszrivasiusssf@andhrepCity of

Clearwater (pbly including the mayor, a member of city council, city manager, and/or economic development staff). Mdretilyedemtirgs are
regular basis but conflicts often arise, making this method of communication with local businesbis fadativepfamesiidindings from the employer
survey and enhance the cityds capacity to mai nteaders should Visittati least 80h i |p s
Clearwater businesses per year. The purposesité gteowid be to gauge the ability and needs of local businesses to operate successfully and[[):)oss
expand in Clearwater. A set procedure should be established for these visits to ensure that consistentdnformation is gathere

vl

A Action 1Evaluate theisting business visitation program and make necessary changes to optimize the process.
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o

Assess the method by which businesses are identified and prioritized for visitation.

Tailor the employer survey instrument to best capture critical informatisn &xacittiveés and owners during the visit.

o

0 Set in place procedures for entering information gathered from the visit into the CRM system.
0 Set specific goals for the program (e.g., conduct at least 30 visitations annually.)

A

A Action 2:Support SRl Intermatim| 6 s 2010 r ec omme nd a twide BRE touireacthrandtassiatanee pmgrazno or di nat €d

o0 Collaborate with fi@mpa Bay PartnersRipgllas County Economic Develgppmenhe Clearwater Chamberestablish a coordinated
business visii@ program.

o Work with Pinellas County Economic Development to establish a formal Business Assistance Partner counsatirg location in Clear

A Action 3Create regular business forum.
o Provide opportunities for local businesses to meet regularly withthes | eader shi p, economic devied dqpn

o0 Hold a quarterly business forum or industry roundtables organized around a specific topic of interest (suchirag ipkaresngr and z
transportation infrastructure). Thedangsedo not need to be elaborate or costly. Local restaurants will often donate meeting space‘injretur:
the lunch or dinner traffic. The goal is simply to keep an open line of communication between employers and public officials.

A STRATEGY 3Bicreae staffing for BRE activities

Establishing and maintaining relationships with local businesses is essential to business retention and @&uansaia.iMaintaion, soliciting
input, and addressing company concerns directly are allSmaffortars a significant challenge for maintaining a strong BRE program in Clealwate!
Currently, economic development staff is | i mit gahdcoaperaionds aneans 0 a
to limit # staffing resources required for BRE activities; however, increased staffing will also be necessary tormgyoiditafiomyaidoguam in
Clearwater. For Clearwater to maintain strong relationships with its existing business cqratauoitynendimaestment and jobs, the city must
commit resources to conduct business retention and expansion.
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A Action 1The city should commit resources to hiringtiome $taff personcntribute
to Clearwaterds bustviiesss retenti on

0 See the text box for suggested responsibildigfeand

TIP Strategies, Inc. Theory Into Practice
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ﬁmary business retention and expansiom

responsibilities and duties include (but are not
limited to):

1 Building and maintaining databases of existing
businesses and preferred business sites.

1 Researching and compiling site location,
demographic, and economic information
regarding Clearwater for investment prospects
and site location consultants.

1 Designing and updating a community profile
1 Preparing prospect packets.
1 Researching prospects and target employers.

1 Representing Clearwateagous economic
development events throughout the region.

I Conducting existing business visitations.

1 Administering a local employer survey.

Planning local business roundtablesy
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GOALFOURBUSINESS DEVELOPMENT

Support an entrepreneurship and innovation ecosystdroollaborate with regional partners to market Clearwater to target industries.

At its simplestconomic activity is driven byiidgess that get turned into a product or a servicetthidinsught to market. As technology has become mor
ubiquitous (helping taioedlabor and material cobt®,t Aii dea d par t odnintrdagnghelargerasharemithe vadus. It is torctlismeason t
governments around the world have focused on the role of innovation. Communities that can facilitate thie tamstetibetgflaeanare likely to have

more econonactivy than those who do not.

Small businesses and entrepreneurial activity stimulate job creation, spur innovation, and diversifyHhteeprenemegeageeptional assets to a city
because they tend tabeply rooted in their communigégsifying theeconomic and sociahtribution3 he rising interest in entrepreneurship alstheflects
flexibility in work environments enabled by tedhuolaggodayare less bound to a specifie mlagob than prior generdtiimgctioninglraost as an
feconomy of one. 0 Location decisions are made [Piadlas Gourdyandithe greatebTampa t
region are home to a number of highly recognized individuals and praggamsugglicihg new business development and ekpdmasinass the
economic power of entrepreneutshigifyshould support innovation by conrectiiyisinesseand entreprenewghtheseresourcessuch as the Small
Business Development€e(SBDC) ®Rinellas Courigonomic Developnaerd the University of South Fat&F) While directly supporting innovation and
entrepreneurship may be beyond the technical and financial cagitycitglpintp¢o fostan ecosystem of rasas available to entrepreneurs in the region
should be a priority. Facilitating awareness and use of existing programs is an excellent first step in this process.

As Clearwategfines its economic development program and as resoyrteifyesioiildalsoengage in business recruitment éffadgional business
recruitment is a natur al compl ement t oTheaprindagy purpese yfaraditional econdmid developm
recruitment is to generatrdst from companies with ekpens relocation planbe city and its partners should work toward creating an awareness
Clearwater a®t only a great place tolbiveals@san excellent location to do business. Given the available raspuoe®ytiand people), it becomes
apparent that local economic development professionals must focus their recruitment efforts on industeaseitzogpovideities &pr success. Attracting
a higher concentration of skilled professi@amgés industrisach asoftware, Professional Senace§inance & Insurancepsuimotsustained economic
vitalityfor the community
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A STRATEGX.1 Encourage innovation among existing busindssedly and regionally.
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Innovation drives producti t y gains, fosters new business devel opment ,nefientide b ol
economic development strategy. The essence of an innovation strategy is connecting companies and emesprénmmuosatith sod intellectual
capitalPinellas Counéind the regidmoast several well respeorg@nizations dedicated to assisting existing businesses .td onsopptet the
devel op me ntinnovitioentregrenaursigpi econystlnCity dflearwateshould

connect local businesses with those resources

A Action1: Encourage local companies to work with the SBDCs at Pinellas Cour SBIR Program
University of South .Flarlsa Peters.burg to pursue federal grants to support,isootia; SBAG6s Office of Technol (i
as the Small Business Innovation Research (SBIR) Program and the Sm  pygness Innovation Research (SBIR) Program and

Technology Transfer (STTR) Program. the Small Business Technology Transfer (STTR)

; _ _ o _ Program. Through these two competitive programs,
A Action 2Work with thieampa Bay PartnershipRindllas County SBDC to assist comp  SBA ensures that the nation's smalkdtigh

in identifying other sources of tedssisdince, such as the Florida Manufacturing E>  innovative businesses are a significant part of the
Partnership. federal governnts research and development
efforts. Eleven federal departments participate in|the
A Action3: Support SRI 6s recommendation to SBIR program; five departments participate in then o v a

ecosystem and actively gigate in working group efforts as well as the Tam  STTR program awarding $2 billion to smedthigh
Partnership. businesses. www.sba.gov/sbir

A Action4: Become an affiliate member of the Tampa Bay Technology Forum.
STRATEGX2: Promote entrepreneurship and small business development.

Moving beyond business rete(sien Goal )3 Clearwater should promote the development and growth mfipsclicsissful entrepreneurial
development involves a strategic, organized, and communitywide support system that provides the physicalir@nensepat iefuastndoh
programs also connect entrepreneurs to capital, trainingicahdstgstance needed to start and grow their busisessegsthat entrepreneurs feel

st

ad

valued by helping them establish relationships and recognizing their fucerasgdiec ont ri but es t o a comwhlenift yps

econonai development professionals may consider business creation to be difficuintensiresaheedenefits a community reaps from a successfifll
entrepreneurship program can be immense. Fostering an entrepreneurial climate can help acanmaoviiaretaird lalent, build and keep wealth in
the area, and contribute to the communityds character.

A Actionl: Consider incentives targeted toward entrepreneursipsiéhstader to support new business development and growth in Clearwater.
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0 Thecity may also consider establishing a Revolving Loan Fund (RLF) to provide operating capital for small dav€lepingatanmpanies i
especially those engaged in targeted sectors such as creative services and information technologyapuehl eotesptigesa growing
portion of future business activity and employment in Clearwater. To assist in capitalizing an RLF, the gigntdwoh abplEd@nomic
Devel opment Administration (ED#&amthrough the agencyo6s Revo| vi

o Another approach that may be effective ifafeaswcreating virtual incubators by using public funds to subsidize private lease spice f
gualifying small businesses. Such a tool offers the advantage of both supporting small leunsiasssallea®liilfing vacant office space.

A Action2: Work with Pinellas County, USF, SCORE Clearwater, area chambers, and other business assistance partnemsaiketieatelarstrateg|
for publicizing entrepreneurship assets availablesi@®ingfi@and the region.

A STRATEGY3: Market Clearwater to local and regional businesses in target industries.

Distinguishing your community from others is threagketiog for
economic developm&ontcompete for new busir@ssrwatenust

posiion itself and differentiate itself not only from the other communities
inthe Tampa Bay Arbat the thousands of commariies in the

United States and abdéodudt compete for business locations and
expansions. @learwatenas the same qualitissita competitors,
companies do not have a reason to choose it over other places.
Clearwateneeds to continue to increase its visibility in orcer to

Proposed target industries
Industries well-suited for Clearwater's capacity and potential

Busmess,\/\
Financial, &

diversify its economic base and attract mavageigobs. The city Data DTG
i ) Services High-tech environmentwith

and its partners should work towaating an awareness cf \ clestionics & higher skills

Clearwateas not only a great place to live and vabatiatso an ISERLE will be an entgyel
excellent location to do business. requirementfor ing
growth industries of the

coming decade
As with all successful marketing, economic development campaigns

must be focused on clearly defined targets. The pigneeg &od
the Cityds marketing effortsiare:

P

Applied
Medicine &
Human
Performance

Marine &
environmental
activities

1 regional business leaders that can influence business location
decisions
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1 key allies, such as state and regional economic development @ngding#titinas of higher education
1 members of the media

1 sitedcation consultants

1 decisiomakers at companies within the target industries

Choosing appropriate target industries is as much an art as it Suaesmeancaiassessment analyzed demographic and economic factors affecting
regionOur analysise veal ed t hat t hemains bighly depehdemreperty tavorevendesadditisneo the target sectors recommended
by SRI for the region, TIP suggests Clearwater work to attract businesses and entrepreBefirsaireyoFiessional Services)dFinance &
Insurance

A Action1: Support and participate in regional economic development marketing activities.
o Continue participating in the Tampa Bay Partnership marketing committee.
0 Regularly participate in marketing eventedrgatiie Tampa Bay Partnership, such as call trips, trade shows, and conferences.

A Action 2: Build awareness among degisaiers in additional target industiemmended by TIP (Software, Professional Services, Finance
Insurance)

o Compile and mainteesource information for each local target industry sector.
o Join trade or industry associations for each target industry sector.
0 Attend selected industry association events and conferences.
0 Leverage tourism marketing for talent attraction, entngprand@sonomic developifseeatStrategy 4,.Action 2
A Action3: Build awareness among corporate site selectors.
o Create and maintain a database of developers, brokers, and site consultants, initially focusing on the Tampa Bay region.
o Continue to mm&ain and update site selection information on the city economic development website.
o Interact and network with Tampa Bay regional commercial real estate and site selection community.
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o Develop and distribute a quartedysdetter to local businessgina public officials, site selectors, real estate developers, investmjent
prospects, and other key stakeholders.

0 When feasible, call on site consultants in other major metropolitan areas in Florida.

o Periodically host luncheons that showcase spésijfstiahsas available land and buildings or new projects.

o Of fer assistance to aggressively market developers6 and | apd
A Action4: Establish a prospect management system.

o Formalize the process by whigbegotescan indicate interest, receive information packets, visit Clearwater, and apply for relocation assiftanc

o Post a digital form on the city economic development website allowing prospects to request an informatisit padketuisedngp a vi
indicate interest in locating in the community.

o Create a standard information packet that is provided to prospects.
A Action5: Pursue new investment from companies in the region seeking to consolidatafeailities to the
0 Visit with existing business€dciarwater that operate facilities outside of the city.
o Determine whether consolidation is a possibility and offer to assist in relocating outside operations to Clearwater.

o0 Meet with executiveSapaaybased companies to present the benefgavadtens a location for future expansion or for consolidation of
outside facilities/operations.

0 Monitor Tamj@ayregional news outlets for reports of consolidation and expansion.

v)

A Identify economic trends, which companies are expanding and dentnactihgnployment and facilities, where satellite facilitie
are, and how their supply chains are structured.

o Engage new partners for lead referral. Specific candidates include local and regional construction firmdbaels estdtecoviikens
(legal and accounting), regional industry associations, and area colleges and universities.
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A STRATEGY4 Raise Clearwateros profile regionally and national]|y.

The primary purpose of traditional economic development marketing is to gémenatenmpargss with expansion or relocation plans. However, given
the current environment in wiacly skilled professioasdsselecting place first and job second, the marketing campaign shoindlizidoatirsice
region. To do solearwi@rand its partners will need to differentibdeghe Bay Arkar om it s competitors and provigde

Cl e ar waknavn beschew and Isignificant tourism industry is an exceptional assttatbiotalmairketiddpt only is Clearwater a popular
destination among domestic tourists, it is also a popular getaway for Canadian and European families toecmatitwraed/of dthyesextent that
Clearwater already boasts and international reputation, thel@sranwexceptional platform from which to engdge/ivéttiersn town for business or
pleasur@in a conversation about the benefits of doing business in Clearwater. Conventions and conferences hostextkltilyogmoatisoigrto
en@ge talented professionals in a conversation about how they can pursue their careers, start a companyy ustieesstetanhexdtin

A Action 11everage tourism marketing for talent attraction, entrepreneurship, and economic development.
o0 ldentify a complementary theme for tourism attraction, business recruitment, and talent attraction.
A Action 2Establish an aggressive conference and convention strategy linked to target sector opportunities.
o Coordinate the targeting of specific busindss@gmaizations for holding conferences and symposia in Clearwater Beach.
0 Request that city economic development staff attend certain conferences and meetings to market Clearwafaheoteepet seutiatises

0 To supplement city staff, establiscal volunteer program through which local business professionals and/or retired entrepreneurs;ccjuld n
Clearwater asset to conference attendees.

o0 Create a brief profile and coherent and coordinated marketing message to assist staffrandpaluoteerst i ng CIl ear wat ¢r 6

0 Create a formal mechanism through which the volunteers could refer potential business relocation leads.
A Action3: Influence the image of Clearwater portrayed on the Web and through social media.

0 Assumeownershif Cl ear waterés entry on Wikipedia. Regul arly updatpke t

0 Redesign the Facebook page for the City of Clearwater. Join othesl@edfatebook groups to influence content.

o Create a Twitter account to updaiafarm businesses and residents of new announcements, upcoming events, and salient issues.
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Improve the existing amenities in Clearwater and continue to imvéstiry 6 s | anfl peapet r uct ur e

Quality of place is relevast economi c devel opment to the extent that it strengt
ability to attract and retain taMtit.scenic beaches, a desirable climate, and a variety of attra~”
Clearwater already boasts amenities that would be envied by miest. donfiactind commorn
theme that emerged throughout the focus groups conducted by TIP was the tendency
decide to relocate to Clearwater after first visiting as tourisieimdidzidnbls relocafféer having . . . )

. ) . ) i . . i quality of life to the site selection process.
a positive experienseClearwatebuttheyalsobringtheir companies and families with them Communities throughout the nation have positiofed

deciding to make the move to Clearwater. themselves by touting their advantages in this

. . . . regar® good schools, safe streets, pleasant
Increasingly, private employers rely on the skills and talent of their workforce to ret gers g pe
weather. We agree these factors are imp\éetan

competitive advantage. Compaanesdiscovered that one way to tap into talented worke take issue only with the narrowness of the focus.
locating operations in communities with a strong sense of place. This is because commtu Quality of life assumes that everyone thrives in the

mul titude of amenities are the onre kikevdse,ta  same environment and is attracted to the same 0 S =S
community that is attractive to talent will in turn be more likely to attraClitGEsrgoachiesgions ameni ti es. It assumes |t hat
now must compete not only to attract businesses, but also the talent that will support th¢  what makes a community would be shared by all.

Having employers in theoreiy no longer enough to attract talent: communities must also f¢ gy contrast, quality of place considers what is
qualitofplace amenities that matter to wokkeosapany will be less likely to locate where W attractive to a range of residents, both old and new.

are unwillirtg live. The idea of quality of place accommodates growth

_ o o _ _ and recognizes the benefits of change. It recognizes
Clearwater shogitbmote its existing assetshaaice strategic investments that will ensure itS  { hat one personés fAmgodd | pl

to attract a skilled workforabe futurd@he basic building blocks essential for attracting, e t r ansl ate i nto anotherldos #
and developing talent include, but are not limited to: (1) physical infrastrucities; g2yl town. 0 Quality of placelis
educational and workforce development resources; (3) leadership and professional  just for current residents, but for those who will be
opportunities; and (4) a broader awareness of the community within the region and beyon  residents in the future.

Redefining Rce

Much has been writdout the importance of

A STRATEGYI. Mai nt ai n a ntdhnspoxkapcanirastruttimee ci t y o

The success of the recommendations outlined above will depend on the availability todribpanetesseagtructurévhile investmemte already
being made to US tf& primary nodbuth thoroughfare, GuBapBoulevardurrently presents a barrier to growth in the western part of the city. As
primary eastest route, it is important that improvements be made to reduce congestion, improve aging infrastructur@rableé ce@adéiomséofav
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canmutershat work in the downtoris improvement is especig@ligarwater's labor shed
relevant in light@béal 1, Strategie8,vhich focus on increasing thikere people live who work in Clearwater
density of employment downtown and making the commercia
more desirable for commercial tenants. Cammesiteannot b
overlooked as a decisimker for companies makingesetion
decisions. Clearwater serves an employment center within t
Bay metro area, generating more daily inbound traffic than
traffic. In 2008, Clearwater wastbapproximately 20,000 more
than employed residemte d according to
Local Employment Dynamics (LED) daGlbassater drawmst of
itsinbound commuters from Pinellas Countyrtanalonthe coast
Relatively fewerorlers commute into Clearvieter the east side
thebay The cityds high dayti me
by the tourists and visitors it attracts to Clearwater Beach.

Like a strong public school system, physical infrastructureteioe
the economic development conversation until it becomes a
future growth. Maintaining and improving infrastructure m
consistent effort because it is a fundamental, requisite investi
ci t y 6 3o nfaintainutheequality latep that has attracted n
residents and businessesClearwaterthe city should suppor
infrastructure improvements geared towards greater transpuitauuri

connectivity both within the city and Wigmipe Bay Area. SOURCES: D3 Buieauclie Comaus, Loss Enploment remes (1£0)duese om0

A Action 1Continue planning anasting in local road infrastructure, especiatiyehsroughfares.

Clearwater, Florida

a mp

A Action2: Advocate for lotegm development of a regional light rail system with a stop in Clearwater andriecitededezetipment opportunities

in all planning efforts

A Action 3 Support expanded commercial air seflice at

A Action 4 Evaluate the need for additionalaigd maritime facilities to support commercial development, tourism, and visitor attraction.

TIP Strategies, Inc. Theory Into Practice

41




Clearwater, Florida

A STRATEGY 5Qontinue enhancing public amenities aesthetics

Many Cl earwater business owners and professi onalienalfatilfies,eadd natdrad | r [
amenities. Not only is this a strong value held within the community, it alsmimalesleponent sense. Communities across the country cleafly
recognize the importance of recreation, parks, and preserved natural resources in their ability to make tteradeltelentedevadtieers and new
businessedn addition,olsting laye recreational athletic events such as youth soccer and adult softbalatotitpdiadlitigsesents valuable
opportunities to expose Clearwater to outside busineszanutigesand professionals

A Action 1Continue cityide beautifiea efforts, such as improvements made along Cleveland Street and Gulf to Bay Boulevard.
A Action 2Maintaiandenhanceity parks and recreational facilities.
A Action 3Work with private developers and building owners to promote visually apriealiagddarstiscaping that is consistent with city standards
A Action 4Explore opportunities to developro@sgsional anetreational sports facilities.
o One idea mentioned is a privately developed sports complex associated with Bright iéddise Networks F
A Action 5Continue enhancargl expandingh e ci t yés $®ublic harbor marina
A STRATEGXY.3 Support regional partners in workforce development, attraction, and retention efforts.

Even with todayds hi gh un e mpdiffiowtyniieding wotkers; gaiticularly | teghhicalyoecupations. actinentingere jiona
skillsets and identifying training gaps is just one benefit of-bh wackioxcee d appr oach t o economic devel olp mf nt
solidunderstanding of the regional labor market is an essential foundation for a talent management strategyaDuring thedcouvse af u a | @ s |[c a
will most likely move through a series of jobs, often across multiple industrieadé&starrdsgtwhnat skills are transferable and ensuring a range jof

options for career growth are prerequisites for attracting the talent needed to support new and emerging industries.

Clearwater should work with regional and local partners to emhancekidcad r ce devel opment efforts. A sma|f | e
school compared to the region, state, and nation. The largest disparity is seen in the elementary schadriee¢IClaalvatérpesidents are likely
enrolled in school. This compares to 26 percent for the nation. Educational attainment in Clearwater is grat@mwitmdtaszwidear national
levelsThe city should continue to work with the WorkNet Pinellas and regional ediimasiolfiaé.inBiihellas County Schools, SPC, USF) to identiily
partnership opportunities related to the recruitment and development of a talented and diverse workforcmehs atiditidncah&npee to focus on
raisinggducational attainmerglteandmprovingareer opportunities for local residents.
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A Action 1Encourage privasector involvement in education and workforce.

o Establish a busineshication task force to initiate _
an ongoing mechanism for business, edu&dtiéRnt enroliment status of the population
and workforce tiaim leaders to discuss mutual N
® Nursery & preschool

challenges and generate ideas and solutions. Kindergarten
® Elementary school (grades 1-8)
High school (grades 9-12)

o A welknown and respected business or education « College or graduate school

leader should be identified by the core team to chair
the task force.

o The chair should take the lead in recruiting and™"* 1 4%
assemblingglmembers of the task force.

o Develop a work program that identifies strategies to
address broad issues (such as the availability and goriga 1% 5%
marketing of adult education and vocational
programs that are currently available to local Us 1% —
residents), as well as spewfds, (such as rising

dromut rates among Clearwater resldents) SOURCES: U.S.Census Bureau (American Community Survey, 2009)

0% 5% 10% 15% 20% 25%

A Action 21 everagst. Petersburg College (SPC)

o Look for opportunities to expand local workforce training activities of St. Petersburg College.

o0 Work with SPC to identify experienceddpsiriessionals to support faculty.

o Engage in cooperative marketing with SPC, USF, and other higher education institutions in Pinellas County.
A Action 3Market the value of higher education to residents.

o Work with UFC, SPC, other areaquustdary irtstions, and Pinellas County Schools to develop strategies for marketing the value offhigh
education to Pinellas County residents.
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A STRATEGY4: Create opportunities for leadership training, professional development, and networking.

Nurturing and attmagttalent is perhaps the most fundamental issue for crestimgslastginable economic vitality. The concept of talent means more thhn a
skilled workforce. It means recruiting and cultivating people with the education, experiencépiagdhetemsmuiiey remain competitive in an increasinglt

global economy. Such a talent pool includes groups as diverse as students, retirees, and entrepreneurs aldterneans@rdudtenthat the employees
and companies that have beearespi bl e for a communityds growth continue to mmgevar |a Ijea
for talent, a community must engage young professionals with area employers, with the community, and with each other.

Youig professiondlgyenerally defined as ages 25it@#Oeducated, energetic, and mobile. Because firms locate Wwieere the ta s , a commujni
growth hinges largely on its ability to retain and attrpobfgesiogpal®emographicall@earwater is at a disadvantage in this @ign@6 percent of
Clearwater's residents are under the age of 35 (compapettogithidthe US overall). At the opposite end of the age spectrum, Clearwater has a highgr sh.
of seniors (2Percent) irtsi resident population than the gdSyiation distribution by age
average overall @&cent). Clearvater relative to the benchmarks

.Youth (0-19) Young adults (20-34) Experienced working age (35-64) .Seniors (0-19)
Accordingo interviews, young professiamaliearwater feel

outnumbered by the older populationdondallso do not find

that programs like Emerge Tampa Bay meet theifheeeds,y,

Youly Professionals Association cregatasisociation with the gy,
ClearwateChambetthree years agevhich now boasts 135 4y
membersis an excelleapportunitfor young professionals in 4,

Clearwater Tampa Bay MSA Florida us

100%
13%
90%

80%

39% 70%
Clearwater to meet one another and network with other comiggnity 24% 40% 39% 60%
leaders. laalership development opportunities, professional skijls 50%
training workshops, and other activities sponsoredityny the;g 20% 0%
chamber, and Young Professionals Association will help to camsiect 18% 19% e 30%

20%

10%

young professionals a sense of community among one anothgisaid
. . . . 0
will renforce their connection to Clearwater. 10% 40 =

p 0% 0%
A Action 1Support the Young Professiéiatsciation

SOURCES: U.S.Census Bureau (American Community Survey, 2009)

A Action 2Create opportunities for young professionals to network with industry leaders in Clearwater area businesses.

A Action 3Promote internship and appeship programs for university students.
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IMPLEMENTATION

Clearwater, Florida

The followingatrixcombines all the goals, strategies, and actions in a single table. It also includes potential partners andeatimsnasdesll tase

horizon for implementation. Tipesriof the implementation matrix is to provide a graphic representation when the actions should realidt@atly be imgjeme

the most appropriate organizations to carry them out.

ACTIONS

GOAL 1: LAND USE

Encourage the development of sites and buildings needed to accommodate higher intensity employment opportunities.

STRATEGY 1.1: Establish an employment center overlay district to enapueagade employment in strategic locations.

RESPONSIBLE

PARTES

TIMEFRAME
Onaoin Oto 6 6to 12 1to2 3to5 6to 10
N9 months  months years years years

Action 1: Establish a new overlay district to encourage new Cl

developments along19S City of Clearwater A
Action 2: Consider applying the employment center overlay to

betweesUf to Bagnd Drew Street appropriate for higher intens| City of Clearwater A
commercial office development.

Action 3: The overlay district may also be utilized to encourage

commercial office development on sites currently occupied by | City of Clearwater A

retail, RV parks, and mobile homes parks.

Action 4: The city could collaborate with neighboring jurisdictions ¢
preparation of a US 19 corridor study.

City of Clearwater

STRATEGY 1.2: Create a technology distdanttiurage building improvements in Downtown, the Cleveland Street District, and the East Gateway.

Action 1: Create a technology infrastructure grant program.

City of Clearwater

Action 2: Support the development and attraction of software f
Clearwater.

City of Clearwater,
Pinellas County ED

>

Action 3: Assist in organizing a local software council.

City of Clearwater,
Clearwater Chambg
of Commerce
existing software
firms

TIP Strategies, Inc.
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ACTIONS

RESPONSIBLE

PARTES

TIMEFRAME
Onaoin 0Oto6 6to 12 1to2 3to5 6to 10
N9 months  months years years years

STRATEGY 1.3: Create a medical overlay district toagyecaaw h

ealthcare sector development and employment in the area surrounding Morton Plant Hosg

Action 1: Establish a medical overlay district in the neighborho
surrounding the Morton Plant Hospital.

City of Clearwater

A

Action 2: Promotedlane x pand t he Cl ear wa

sector.

City of Clearwater,
Pinellas County ED

>

Action3Tar get c o mp an i ApgliediMedicinei&dHum
Performandarget industry cluster.

City of Clearwater,
Pinellas County ED
Tampa Bay

Partnership

>

STRATEGY 1.4: Expand the use of the Industrial, Research and Technology District (IRT).

Action 1: Investigate the-leng feasibility of converting Clearwat
Executive Golf Course to an Industrial, Research and Technol

City of Clearwater

Action Anvestigate the feasibility of combining adjavemtdiparcels
and facilities in the industrial park into a single site capable of accc
major industrial expansion or relocation.

City of Clearwater

Action 3: Evaluate otherindustrial sites in the city appropriate f
converting existing zoning to IRT.

City of Clearwater

>

Action 4: Protect existing industrial land in the city from conve
uses.

City of Clearwater

>

Acton 5: Consider providing incentives to property owners or b
assist in rehabilitating/updating old facilities.

City of Clearwater

A

STRATEGY 1bkwv al uate the city6s de

vel opment

r e vi ementamock busipepsririendiq |

process to

Action 1: Work with represergafitiee local business and
development community to gather input on the development re
process.

City of Clearwater

A

TIP Strategies, Inc.
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ACTIONS RESPONSIBLE TIMEFRAME
PARTES SR Oto6 61012 1to02 3to5 6to 10
months  months years years years
Action 2: Have Planning Department personnel internally revie
development review procedures and requirements to identify & City of Clearwater A A
the process can be improved.
Action 3: Identlfy regional benchmarks to assess areas where City of Clearwater A A
process can be improved.
Acton 4:.ConS|der adopt'lng etrﬁnsk permitting process as an City of Clearwater A A
economic development incentive.
Action 5: Revise the cityds
recommendations for improving the development review and g City of Clearwater A
process.
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ACTIONS

GOAL 2: INVESTMENT CLIMATE

RESPONSIBLE
PARTES

TIMEFRAME

Ongoing

Oto6
months

6to 12 1to2
months years

3to5 6to 10
years years

Develop the policies and tools to compete for new private investmeitsand

STRATEGY 2.1: Adopt a formal incentives policy.

Action 1: Determine incentives to be offered. Consideration sh
given to a broad range of both financial findmzal incentives wh
are available to the city.

City of Clearwater

Action 2: Determine thresholds that will trigger incentives and
provisions.

City of Clearwater

>

Action 3: Once a policy is in place, actively promote the availa
incentives.

City of Clearwater

>

STRATEGY 2.2: Use incentasgd other tools to encourage desir

ed development.

Action 1: Streamline existing development review and approve
for those projects that achieve infill and redevelopment goals.

City of Clearwater

Action 2: Identify and promote othdiviee@md tools, such as PA(
Bonds that could facilitate development in desired areas.

City of Clearwater

Action 3: Work with local lenders to ensure that adequate finar
options are available to support infill and redevelopment projec

Cityof Clearwater

Action 4: Explore options such aeasdédack arrangements for p
participation in selected infill or redevelopment projects.

City of Clearwater

TIP Strategies, Inc.
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ACTIONS RESPONSIBLE TIMEFRAME
PARTY onaoin 0to6 6to 12 1to2 3to5 6 to 10
99 months  months years years years

GOAL 3: BUSINESS RETENTION AND EXPANSION

Create an environment that promotes the prosperity and growth of existing businesses.

STRATEGY 3.1: Build and maintain a database of existing businesses in Clearwater.

. L . . City of Clearwater,
Action 1: Maintain an inventory of the types of businesses alre| _. .
. . . Pinellas County ED A
community, as well as new locations and expansions.
Clearwater Chamb
Action 2: Install and utilize a customer relationshipemof@g®th | City of Clearwater,
software system for maintaining the business inventory and m; Pinellas County ED A
cityds relationships with | o othercities
. . City of fearwater, "
Action 3: Administer a regularly scheduled employer survey. . A
g y ploy y Pinellas County ED
Action 4: Produce an annual report of BRE activities and empl| _. ~
P P City of Clearwater A
results.
STRATEGY 3.2: Refine the Clearwater business visitation program.
Action 1: Evaluate the existing bussitgini program and make | _. .
. _g prog City of Clearwater A
necessary changes to optimize the process.
. City of Clearwater,
Action 2: Support SRI Intern_y -
. . . Pinella County ED, A
coordinated reginide BRE outreach and assistance program. -
other cities
City of Clearwater,
Action 3: Create regular business forum. Pinellas County ED A
Clearwater Chambg
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ACTIONS RESPONSIBLE TIMEFRAME
PARTY onaoin 0to6 6to 12 1to2 3to5 6 to 10
99 months  months years years years

STRATEGY 3.3: Increase staffing for BRE activities

Action 1: The city should commit resources to hiritignenstdif
person to contribute to CIl ea CityofClearwater
activities.

b
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ACTIONS

GOAL 4BUSINESSBEVELOPMENT

RESPONSIBLE

PARTY

TIMEFRAME
Onaoin Oto 6 6to 12 1to2 3to5 6 to 10
999 months  months years years years

Support an entrepreneurship and innovation ecosystem and collaborate with regional partners to market Clearwadeistogarget i

STRATEGY 4.1: Encourage innovation among existing businesses locally and regionally.

Action 1: Encourageal companies to work with the SBDCs at F

City of Clearwater,

County and the University of South FBtidetersburg to pursue | Pinellas County A
federal grants to support innovation SBDC, USF
. . L . . City of Clearwater,
Action 2Assist companies in identifyirey gburces of technical . "
! ! panies in' ! 8 ! Pinellas County A

assistance, such as the Florida Manufacturing Extension Partr

SBDC, USF

Action 3: Support SRI&6s reco
entrepreneurship ecosystem andyagéitatipate in working group
efforts.

City of Clearwater,
Pinellas County
SBDC, USF

>

>

Action 4: Become an affiliate member of the Tampa Bay Techi
Forum.

City of Clearwater

>

STRATEGY 4.2: Promote entrepreneurship and small businégsnlene

Action 1: Consider incentives targeted toward entreprenetupsa
in order to support new business development and growth in C

City of Clearwater

>

Action Xreate a strategic marketing plan for publicizing
entrepreneulighassets available in Pinellas County and the regi

City of Clearwater,
Pinellas County, U¢
SCORE Clearwater
area chambers, an(
other business
assistance partners

>
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ACTIONS RESPONSIBLE TIMEFRAME
PARTY Ongoin 0to 6 6to 12 1to2 3to5 6to 10
999 months  months years years years
STRATEGY 4.3: Market Clearwater to local and regional businesses in tstrigs.indu
Action 1: Support and participate in regional economic develof _. "
. pp. . P P g f City of Clearwater A
marketing activities.
Action 2: Build awareness among detagiers in additional target
industries recommended by TIP (Software, Professional Servi( City of Clearwater A
Finance & Insurance).
Action 3: Build awareness among corporate site selectors. City of Clearwater A
Action 4: Establish a prospect management system. City of Clearwater A
Action 5: Pursue new investment from iesmp#re region seekin¢ _. -
. - P g 1 City of Clearwater A
consolidate facilities to the area.
STRATEGY 4. 4: Rai se Clearwatero6s profile regionally and nationally.
. : . . City of Clearwater,
Action 1: Leverage tourism marketing for talent attraction, .
entrepreneurship, and economilopmant CVB, Clearwater A
P P, ' Chamber
City of Clearwater,
Action 2: Establish an aggressive conference and convention § CVB, Clearwater A
linked to target sector opportunities. Chambey local
hotels
. . City of Clearwater,
Action 3: Influentbe image of Clearwater portrayed on the Web y -
through social media CVB, Clearwater A
g ' Chamber
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ACTIONS

GOALS: TALENT AND PLACE

the exi sti

| mpr ove

ng

ameni ti

RESPONSIBLE

PARTY

es

TIMEFRAME
Onaoin Oto 6 6to 12 1to2 3to5 6 to 10
999 months  months years years years

n CI

ear water

and

cont i

STRATEGY 5. 1: Mai nt ain and

expand t

h e

cityods

transportation

i nfrastnr

Action 1: Continue planning and investing in localstoactundr,
especially easiest thoroughfares.

City of Clearwater,
Pinellas County, Ml

b

Action 2: Advocate for-teng development of a regional light rai
system with a stop in Clearwater and incluewitatesitdevelopme
opportunities all planning efforts.

City of Clearwater,
regional allies

Action 3: Support expanded commercial air SBAice at

City of Clearwater,
regional allies

b

Action 4: Evaluate the need for additiemaheitymaritime facilities
supportommercial development, tourism, and visitor attraction

City of Clearwater

>

STRATEGY 5.2: Continue enhancing public amenities and aesthetics.

Action 1: Continue-vitgle beautification efforts, such as improve
made along Cleveland StreeGalido Bay Boulevard.

City of Clearwater

>

Action 2: Maintain amthanceity parks and recreational facilities.

City of Clearwater

>

Action 3: Work with private developers and building owners to
visually appealing constructiomiatisthping that is consistent wit
standards.

City of Clearwats
development

community

>

TIP Strategies, Inc.
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ACTIONS RESPONSIBLE TIMEFRAME
PARTY Ongoin 0to 6 6to 12 1to2 3to5 6to 10
N9 onths  months years years years
Action 4: Explore opportunities to develop new professional ar| City of Clearwate A
recreational sports facilities. sports organization
Acton5Cont i nue enhanci ng st he c | Cityof Clearwater A
STRATEGY 5.3: Support regional partners in workforce development, attraction, and retention efforts.
Action 1: Encourage prigatgor involvement in education and Education & busine A
workforce. community
. Education & busine A
Action 2: Leverage St. Petersburg College (SPC). . A
community
. . _ . Education & busine -
Action 3: Market the value of higher education to residents. . A
community
STRATEGY 5.4: Create opputies for leadership training, professional development, and networking.
. . - City of Clearwater, -
Action 1: Support the Young Professionals Association. A
! Hpp ung ! att Clearwater Chamb
Action 2: Create opportunities for young professionals to netw( City of Clearwater, A
industryeaders in Clearwater area businesses. Clearwater Chamb
Education & busine
Action 3: Promote internship and apprenticeship prootegs for| community, City of A A
students. Clearwater,
Clearwater Chambg
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PERFORMANCMETRICS

An i mportant piece of any strategic plan i s dewgasdred gnd tnagkedt While itrisaifficult
to directly connect the success of any gpacitisstatistic (e.g., maihousehold income), tracking some indicators provides a general understanding1
relative economic vitalifledrwateth e met ri cs outl ined bel ow are intended the proposeditdrgetc t
for each metikintended to be reached once the plan is fully implemented. For example, it is not realistiétb ekpeat A00kipdated office space to be
added in the first couple of years. It will take some timgdomie of thenduse, incentives, business retention, and marketing Hotigian to be

realizedAdditionallyew investments and jabeslikelytoccur i n Cl ear wat er sesutchsseshould stifi lesourded towabdsthe a s o i

target@asthg cont r i b wteeg atld telte noimti )6 o i d a | record, storer coamé redory this dath will depiertd pnoits atakfifmgi |
internal systernapacity.

SUGGESTED METRIC TARGET DATA SOURCE

100,00€200,000 sq. ft. pe Business interviews, surveys, media,

Newand updatediass Affice space . .
year business license records

Regional commercial office brokeragi

i 0,
Office occupancy rate 90% (e.q.. CB Richard Ellis)

Improvement from histori

Greater tax base diversification (increased costraercflevenues) City tax data

trends
. . Improvement from histori Business interviews, surveys, media,
Amount of new business investment ) .
trends business license records
. . Business interviews, surveys, media,
Number of new businesses formed/attractedsedianget 30/year _ . 4
business license records
. . . . L Business interviews, surveys, media,
Number of jobs resulting from new business formation and attraction in target sectors 250/year

business license records

125% of median wage fc Business interviews, surveys, media,

Median of new jobs created
'an wag W) MSA business license records

Number of companies assistedugsart 10/year City

U.S. CensusAmerica Community

Population over 25 with a Bachelor's degree or higher US rate
Survey
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Clearwater, Florida

APPENDIX ACONOMIC ASSESSMENT

To provide a common framework for our recommérBatgas by
compiling demographic and economic Géararataszompared to th
Tampa Bay MSA, the state of Florida, and th@hwefmposs to
understandC | e a r wdativee econemic position and highbg
competitive advantaged disadvantages

About the data

We based our findings on the following elements:

A Areview of relevant studies, plans, and other material p
the Qi of Clearwatand others;

A A review of economic and demographic data from primal mﬁ’ g _»A ‘Q

secondary sourceggluding the US Census Butteairjorida
Agency for Workforce Innovation, the US Bureau of Labg
Statistics, and Economic Modeling Specia(istd $tc

! W \fo &y
¥ I e f dp e /| i B/
Lo NS TG L v, Ay v
. meEEwR SRS & h (LT i&‘-

The data and analysis is organized within five cdegogdesphicsigration amgbobilityincome and housiagonomyandworkforce.
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DEMOGRAPHICS

Figure 1

Population

120,000
110,000
100,000
90,000
80,000
70,000
60,000
50,000
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30,000
20,000
10,000
0

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

SOURCE: U.S. Census Bureau (Decennial Census, Intercensal Estimates Program)

Clearwatdrasmaintainedrelativelgtable populatisimce 2000.

Clearwater, Florida

With like vacant land available for development, the era of explosive population growth has closed. By necessisywittethesppmtuaitiinfill
development and redevelopment.
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Clearwater, Florida

DEMOGRAPHICS

Figure 2

Population growth
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SOURCE: U.S. Census Bureau (Decennial Census, Intercensal Estimates Program); TIP Strategies, Inc. 5

US population growth hovers around 1 @emcaily. Clearwater has not broken above the national population growth rate in the past decade.

The Tampa Bay region is growing much faster than Clearwater. Population growth rates in the MSA parallel the state average.
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DEMOGRAPHICS

Figure3

REGIONAL POPULATION GROWTH, '00-'09
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SOURCE: U.S. Census Bures

Withintte Tampa Bay Metropolitan Statistical Area, only Pinellas County was estimated to have lost popul@@opeadiatihJ tie @itifasts to the
healthy growth experienced lgyreatemetro area and the state of Florida.
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DEMOGRAPHICS

Figure4

Demographic comparison

Ancestry, homeownership, military service, language, & citizenship

Clearwater

Family origins

Clearwater, Florida

fretand — 16% [T 14% 12% (A 12% (NI,
Germany 3% ([T 16% 12% [ 7% (M,
Latin America  11% ([0 15% 22% - 16% [N
England  10% [N 11% 9% [N 9% NN
Africa 10% [N 13% 7% (mmm—————— 13% ("
ftaly 0% ([N 9% 7% N 6% ([N
Asia 2% I 3% 3% il 5% (I
Home

Owner 61% 68% 68% 66%
Renter 39% 32% 32% 34%

Military service
Civilian veteran 13% 13% 11% 9%
Currently in uniform <1% <1% <1% 1%

Primary language

English 85% 83% 74% 80%
Spanish 8% 11% 19% 12%
Other 7% 6% 7% 8%

Citizenship
US-born 88% 88% 81% 87%
Naturalized citizen 4% 6% 9% 5%
Not yet a citizen 7% 6% 10% 7%

NOTE: "Familyorigins" is calculated from Census tabulations across multiple categories, including ancestry, race, & ethnicity; "Military service" is calculated on the population age 18 or older
SOURCES: U.S.Census Bureau (American Community Survey, 2009)

A quick comparison of demographic indicators shows that Clearwater has a relatively low homeownership rattatemmpaneti ovigh dSrages.

Clearwatdras ehighepercentage pfimary English speakers and a lower share of primasp&gianisthan region, state, or nation.
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Clearwater, Florida

DEMOGRAPHICS

Figure 5

Population distribution by age
Clearater relative to the benchmarks

B Youth (0-19) Young adults (20-34) [ Experienced working age (35-64) [ seniors (0-19)

Clearwater Tampa Bay MSA Florida us

100% 100%

0% 0%

Clearwater is also home to an older population than the region, state, and nation. Specifically, it has af semtien{sbetonate age of 35 and a
higher share of senioidessts age 65 and ol&er.instancebaut 36 percent of Clearwater's residents are under the age of 35 conpeacedtvinthhé7
US overall.

At the opposite end of the age spectrum, Clearwater has a higher sharepefcartjoirs il@0esnt population than the US average ovpeatiéaf.

TIP Strategies, Inc. Theory Into Practice 61

>
U
as
m
pd
9
X
-
Q
®)
P4
®)
<
O
>
n
%,
m
%,
»
<
=
z
_|




Clearwater, Florida

MIGRATION & MOBILITY

Figure6

Sources of inbound and outbound traffic, 2002-2008
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SOURCE: U.S. Census Bureau (Local Employment Dynamics Origin-Destination Database)

Clearwater is an important employment center within the Tampa Bay metropolitan area. It is home to about R086@moicey prbsatsidents, thus
geneating more daily inbound than outbound traffic.

(Note: The spike in Clearwater's employment in 2003 seems to be due to a shift in the way temp jobs weenquogtedniTpattrtuaiay have bee
more stable than shown here.)
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Figure7

Impact of inbound and outbound traffic, 2002-2008
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NOTE: The daytime population is estimated as the resident population plus the net difference in inbound minus outbound commuting
SOURCE: U.S. Census Bureau (Decennial Census; Intercensal Estimates Program; and Local Employment Dynamics Origin-Destination Database)

Net inbound traffic usually flows into a metropolitan area's central or largest city, and occurs less oftitie snoth@nsedmardarga. Clearwater is an
exception to this rule of thumb.

Net inbound traffic means that a willyygpenerates a higher daytime population than its official resident population. Add to this a net unlibovof to
to access beaches and leisure activities, and these temporary populations can be even higher.
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Figure8
Commuter flow trends by general employment type, 2002-2008

[l office-using jobs (includes information/media, finance/insurance, real estate, professional services, & corporate services)*
|nst|_tut|ona_l jobs (includes healthcare and educational services)
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*NOTE: Administrative services are excluded from the office-using total because of biases related to the counting of temp workers
SOURCE: U.S. Census Bureau (Local Employment Dynamics Origin-Destination Database)

Clearwater genesatet inbound traffic needed to staff jobs in three broad categasieg,(oféiitonal, and tourisnt i e n t e dh¢t inflow &f workers
has declined in recent years for institutional andrientéijobs buhagemainedteadier for offiasing jobs.
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Figure9

According to the Us ceGlearwaterns lakarsbed. oc al
Employment Dynamics (LED) dat@heamyater ~ Where people live who work in Clearwater
drawsgmnost of itmbound commuters from Pinellas
County andorth alontpe coasRelatively fewer
workers commute into Clearfsaterthe east side o
the bay.
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SOURCES: U.S. Bureau of the Census, Local Employment Dynamics (LED) database, 2008
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INCOME & HOUSING

Figure D

Household comparison
Household size, income, and housing stock

Clearwater

Clearwater, Florida

Household profile

Persons per HH 2.15 2.47 2.59 2.63
Median HH income $39,849 $44,061 $44,736 $50,221
Median home value $174,000 $166,000 $182,400 $185,200
Affordability ratio* 4.4 3.8 4.1 3.7
HH income distrib.
<$25,000 32% (1M 27% 27% [, 25% [
$25,000-$50,000  29% [N 29% 29% MMM 25% (I
$50,000-$75,000 17% [ 19% 18% MM 18% [N
$75,000-$100,000 9% Il 10% 11% [l 12% [l
>$100,000 14% [ 15% 16% 20% I
Housing stock
Occupied 71% 82% 79% 87%
Vacant[ |29% 18%, 21%, 13%,
Age of housing stock
Built since 2000 6% Il 16% 19% (MMM 13%
1980-1999 38% (MMM 37% 39% [HMMMmmmnn-28%-
1960-1979  43% (MMM 34% 29% [ 28% (I
WWII-1959 12% (M 11% 10% [l 17% [
Built pre-WWiI 2% || 3% 2% || 14% I

*NOTE: The affordability ratio is the median home value divided by the median household income. The "ratio" equates the home prices to raw earning potential (expressed in years of
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gross income needed to pay for the home). The lower the number, the more affordable the housing.
SOURCES: U.S.Census Bureau (American Community Survey, 2009)

Clearwatelike the rest of Florida, haslhegeiydeveloped during the p@gt1l erdore than iercendf Clearwater's housing stock eete@during the
40vyear period between 1960 and R008ing stocks in todriehdly areas often have ltingeaverage vaocy ratesVith only about 7 of every 10 units
occupied by ftithe residenSlearwater has a larger vacant stock of ltleasieither the statewide or national averages.

Clearwatesless affluent thtre region, state, and naDowethird of Clearwater households earn less than $25,000C0yd&r.& HOUSING
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Figure 1
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Income distributions in Glaaregenerallgimilar tthe nation as a whole, with the exception of two incom€lbeaekatdyasa notably higher share of
households earning between $15,000 and $24,999 and a lower share earning betwdet9$99 o0 0exadple, pércent of Clearwater households
earn between $75,000 and $149,999, compared to 24 percent of t
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