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EXECUTIVE SUMMARY 
With the state and region finally gaining some economic momentum, Clearwater has a unique opportunity to position itself for future investment by embracing a new 

regional cluster development initiative as well as by committing its own resources and policies to economic development. Historically, Clearwater has benefitted from 

its scenic location on the Gulf of Mexico, popularity among American and international tourists, position within the Tampa Bay MSA, and rising property values. These 

assets, however, are no longer sufficient to guarantee Clearwaterôs continued growth and prosperity in the face of vigorous competition for new investment and jobs in 

the region. Clearwater must adopt a more assertive approach to attract new investment, tax base, and high-wage employment in growth industries. Rather than being 

primarily reactive to new opportunities, Clearwater should actively pursue and direct future investments that will create a strong foundation for economic vitality. 

The Challenge 
This project began as the sluggish recovery from the Great Recession was just taking 

hold; however, business consolidations, high unemployment rates, declining tax 

revenues, and tight credit still characterized the current economic landscape. In 

response, communities around the nation were forced to reassess their strategies for 

attracting new investment and jobs. Cities and regions dependent on retail and 

construction for economic growth were forced to accept that it will be years before 

those jobs are restored. This reality has hit many communities in Florida, including the 

Tampa Bay region. In response, the Tampa Bay Partnership completed an effort to 

design a new ñRegional Business Planò for economic growth. In parallel, Clearwater 

engaged TIP Strategies to assist in developing a new economic strategy for Clearwater 

that would refocus the cityôs economic development efforts as well as build upon the 

new regional initiatives. 

Like the region, state, and nation, unemployment in Clearwater sits at or near a 20-

year high. A unique challenge for Clearwater is its reliance on residential real estate 

taxes. Housing accounts for approximately two-thirds of the cityôs property tax base. 

(See adjacent figure.) Future growth in Clearwaterôs assessed property values will 

need to rely more on upgrades of non-residential property as well as new commercial 

and industrial infill developments. In addition to the tax-base challenge facing the City 

are two formative demographic trends: (1) Clearwater is home to an aging population, 

and (2) the city has a larger share of low-income households than the region, state, 

and nation. For example, 47 percent of the nationôs residents are under the age of 35 

Distribution of assessed property values in Clearwater

*NOTE:  includes industrial, personal, & other property

SOURCES: City o f Clearwater
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compared to only 36 percent of residents in Clearwater. Conversely, Clearwater has a higher share of seniors (20 percent) in its resident population than the overall 

US average (13 percent). Complicating the demographic shift is the income mix: one-third (32 percent) of Clearwater households earn less than $25,000 a year, 

compared to 25 percent for the nation and 27 percent for the MSA and state. While salaries in Clearwater increased during the previous decade, many jobs in 

Clearwater still pay relatively low wages. For instance, in 2008, about 27 percent of the jobs in the City of Clearwater paid at least $40,000 per year. By comparison, 33 

percent of St. Petersburg's jobs paid this level or more. To ensure long-term economic vitality, Clearwater must attract a younger mix of professionals in higher-wage 

occupations over the next decade.   

The most significant challenge facing Clearwater is the lack of available greenfield development sites. Existing Class A office space does not meet the needs of local 

businesses and many property owners have failed to make improvements to existing structures that high tech firms require. To prevent existing businesses from 

leaving the city in search of preferable space and in order to create the conditions to attract new firms, Clearwaterôs primary goal must be to promote higher intensity 

employment opportunities on new and existing sites. Establishing a stock of new and re-developed professional buildings will help the City attract target industries and 

accommodate higher wage jobs, which, in turn, will diversify the Cityôs tax base and improve the demographic mix. 

The Response 
The plan that follows outlines the steps for achieving economic development success. To do nothing is to see investment and talent continue to flow to other 

communities. Although the cityôs resources are constrained by fiscal realities, the importance of setting the stage for redevelopment projects and new investment in 

Clearwater is 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 analysis, TIP proposes 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. Business vitality refers to the city and its 

economic development partners taking a more active role in helping existing 

businesses to expand and new enterprises to form.  

These guiding principles can only become a reality if goals are established as pillars to support key proposals. We believe that the following five goals will accomplish 

that: 

Á Goal One: Land Use ï Encourage the development of sites and buildings needed to accommodate higher intensity employment opportunities. 
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Á Goal Two: Investment Climate ï Develop the policies and tools to compete for new private investment and jobs. 

Á Goal Three: Business Retention and Expansion ï Create an environment that promotes the vitality and growth of existing businesses. 

Á Goal Four: Business Development ï Support an entrepreneurship and innovation ecosystem and collaborate with regional partners to market Clearwater to 

target industries. 

Á Goal Five: Talent and Place ï Improve the existing amenities in Clearwater and continue to invest in the cityôs infrastructure, amenities, and people. 

Priority Strategies 
TIP, with the strong encouragement of the Clearwaterôs leadership, has sought to address the question of the cityôs future economic vitality in a practical way. Based 

on our understanding of the cityôs opportunities and challenges, and in light of current economic conditions, we believe the six strategies outlined below represent the 

highest priorities for Clearwater. 

Á Establish an employment center overlay district to encourage higher-wage 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 

Clearwater and marks the entrance to the peninsula across Gulf to Bay Boulevard. BayCare Health Systemôs interest in consolidating its regional 

headquarters and shared service center just to the east of US 19 could also provide a catalyst for employment growth in the area. Current zoning along the 

corridor is primarily commercial. However, there are parcels scattered throughout the area that would not be compatible with the growth of professional 

services and other non-retail employment. In addition, some aspects of the current zoning, such as height restrictions, might not be conducive to the type of 

development required to support the growth of a regional employment center. 

A fixed overlay district could be used to encourage redevelopment and infill along the US 19 corridor.1 The objective would be to facilitate development 

projects generating higher wage jobs for the region by permitting higher density development and transitioning out incompatible uses over time. In particular, 

the area around US 19 is well-positioned to attract higher intensity employers due to location and transportation access. Existing retail sites along US 19 are 

also being adversely affected by current highway reconstruction projects, making this a critical opportunity to reconsider how this corridor can be transitioned 

into a vibrant professional center. 

  

                                                 

 
1 The 2008 TEILS report also recommends that a ñbroader range of use and corresponding density/intensity should be accommodated within one or more of the current plan categories.ò 
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Á Create a technology district to encourage 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 concentration of software and IT industry firms and 

professionals. These high-tech firms and entrepreneurial individuals are a significant economic asset to the community, not only because this industry offers 

high wages, but also because of the potential for óspinoffô firms resulting from new innovations. As a result, the attraction, retention, and expansion of the 

software sector should be a high priority for the city. Local software and IT companies, however, report a shortage of industry-standard IT infrastructure in 

existing commercial office buildings. Moreover, many claim building owners are unwilling to make the necessary investments and upgrades to make their 

properties more competitive. Consequently, the city is in danger of losing several of its valuable software employers. Clearwater should, therefore, establish a 

technology district in order to retain IT and software companies as well as to remain competitive as a location for firms to re-locate. 

The technology district could be structured to incentivize building improvements in existing structures Downtown, in the Cleveland Street District, and along 

the East Gateway. Buildings in the technology district could be eligible for a funds-matching program administered by the city that would help defray the 

significant costs associated with investing in IT infrastructure. The program could function as an opportunity to (1) improve existing commercial structures, (2) 

encourage employment density downtown, and (3) create a destination that can be marketed to attract software and IT firms in the future. 

Á Create a medical overlay district to encourage new healthcare sector development and employment in the area surrounding Morton Plant Hospital. 

In terms of employment, healthcare is Clearwaterôs largest sector. It is expected to continue to grow considerably over the next 10 years. Not only are 

healthcare services of critical importance to the aging population in Clearwater, but healthcare is also one of the few national sectors of the economy that has 

continued to grow throughout the recession.  

In particular, Morton Plant Hospital is a valuable asset to the City of Clearwater. With over 90 years in the community, the facility is well-known and highly 

regarded throughout the region. In order to fully leverage this asset, the Morton Plant facility should be promoted as a cornerstone of the local economy. A 

medical overlay district should be applied to the area surrounding the hospital, including the Missouri Avenue Corridor, to encourage other companies in the 

healthcare sector to locate in Clearwater. 

Á Adopt a formal incentives policy and utilize new tools to encourage desired development.  

In order to be more competitive for new investment, Clearwater should adopt a new policy outlining the incentives and tools the city will use to use to stimulate 

business investment. A formal policy should provide clear guidance on the standards to qualify for incentives, especially tax incentives. The policy should 

function as a broad set of guidelines rather than a restrictive checklist: projects should always be evaluated individually. Some projects that may not meet 

minimum qualifications may still merit consideration for assistance due to other positive impacts they offer according to the cityôs guiding principles. Specific 

tools the city should consider utilizing include: development fee reduction, fast-track permitting, ad valorem tax exemption, and public participation in real 
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estate development. These incentives are in addition to a recommended city grant to incentivize building improvements in as part of a Clearwater Technology 

Zone. 

Á Refine the Clearwater business visitation program. 

A vibrant business retention and expansion (BRE) program should be the cornerstone of any economic development program. When existing businesses 

thrive, so does the community. In 1997, the Clearwater City Council adopted an official business visitation program. Over the life of this program, over 150 

different businesses representing over 10,250 employees in the Clearwater area were visited. Currently, the current business visitation program consists of a 

monthly meeting with the president/CEO of a Clearwater business and representatives from the City of Clearwater (possibly including the mayor, a member of 

city council, city manager, and/or economic development staff). Monthly meetings are scheduled on a regular basis but conflicts often arise, making this 

method of communication with local businesses relatively unreliable. To supplement findings from the employer survey and enhance the cityôs capacity to 

maintain relationships with local businesses, city economic development staff and leaders should visit at least 30 Clearwater businesses per year. The 

purpose of the visits should be to gauge the ability and needs of local businesses to operate successfully and possibly expand in Clearwater. A set procedure 

should be established for these visits to ensure that consistent information is gathered. 

Á Continue enhancing public amenities and aesthetics. 

Many Clearwater business owners and professionals stated their interest in preserving and expanding the cityôs parks, recreational facilities, and natural 

amenities. Not only is this a strong value held within the community, it also makes economic development sense. Communities across the country clearly 

recognize the importance of recreation, parks, and preserved natural resources in their ability to make themselves more attractive to talented workers and 

new businesses. 

These six priority strategies address some important short-term and long-term economic development needs of Clearwater. These strategies in isolation, however, are 

not sufficient. Other strategies in the plan include encouraging innovation among existing businesses, promoting entrepreneurship and small business development, 

raising Clearwaterôs profile regionally and nationally, and marketing to target industries.  

Approach 

The information for the planning effort was gathered through data analysis and stakeholder meetings. Interviews and discussions were conducted with individuals 

representing business, municipal government, public service, and economic development in the Clearwater area. The consulting team also led eight focus group 

discussions involving representatives from various local business sectors and city leadership. The focus groups included local sector representatives of manufacturing, 

professional services, information technology, healthcare, finance and insurance, real estate, tourism, and regional economic development partners. 
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TIP would like to thank the individuals who gave their valuable time to participate in this process. We would also like to thank city staff for scheduling and organizing 

these meetings. 

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

Á Clearwater is at a competitive disadvantage for attracting new investment compared to other communities in the county and region. This is seen as being due 

to its development process and development code. The City of Clearwater is not perceived to be business friendly. Real estate professionals, developers, and 

existing businesses reported the cityôs development and redevelopment process is too costly and protracted. 

Á Some of the cityôs prominent commercial office building owners are not making necessary investments in their properties. For example, several local software 

businesses reported that many buildings lack proper IT infrastructure.  

Á Traffic congestion along Gulf to Bay Blvd and the lack of other efficient east-west thoroughfares limit the attractiveness of downtown Clearwater and the 

Gateway area to significant employers.  

Á Large commercial office projects are more likely to locate in eastern Clearwater, especially near or along US-19, due to access and site availability. 

Á The cityôs existing supply of industrial land and facilities are not competitive, especially the Hercules Industrial area. The facilities are old and the sites lack the 

capacity to accommodate expansion. Some manufacturers report they are likely to look elsewhere in Pinellas County when the time comes for them to 

expand. 

Á Clearwaterôs stock of higher end housing is aging and may not be appealing to business executives and professionals. 

Summary of Data Findings 

DEMOGRAPHICS 

Á Population growth in Clearwater has remained flat during the past decade. According to Census estimates, Clearwater ï like Pinellas County as a whole ï 

experienced a slight population decline between 2000 and 2009. Clearwater is also home to an older population than the region, state, and nation. 

Specifically, it has a smaller percentage of residents below the age of 35 and a higher share of senior residents age 65 and older. 
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MIGRATION & MOBILITY 

Á Clearwater serves as an employment center within the Tampa Bay metro area, generating more daily inbound traffic than outbound traffic. In 2008, 

Clearwater was home to approximately 20,000 more jobs than employed residents. Those workers commuting to Clearwater are employed in a balanced mix 

of office-using jobs (includes real estate, finance, professional services, and information), institutional jobs (includes healthcare and educational services), and 

tourism-oriented jobs (includes retail, hotel, and restaurants). Most commuters to Clearwater are Pinellas County residents. Clearwaterôs high daytime 

employment population is amplified by the tourists and visitors it attracts to Clearwater Beach. 

INCOME & HOUSING 

Á Compared to the nation, Clearwater households are less affluent. About one-third of households in Clearwater earn less than $25,000 a year. However, 

housing affordability in Clearwater and in Florida as a whole is close to the national benchmark. 

ECONOMY 

Á Clearwaterôs tax base is overly reliant on residential real estate, which accounts for about two-thirds of the cityôs property tax base. 

Á Unemployment rates are near 20-year highs in Clearwater, the greater Tampa metropolitan region, and the state. While joblessness has stabilized in 

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

Á Many of the top employers in Clearwater fall within with the regional industry clusters recommended for targeting by SRI International: Applied Medicine & 

Human Performance; High-Tech Electronics & Instruments; Business, Financial, & Data Services; and Marine & Environmental Activities. According to data 

provided by the Florida Agency for Workforce Innovation, much of the job base in the city and surrounding area is concentrated in Healthcare; Retail Trade; 

Administrative Services; and Hotels, Restaurants, and Bars. Somewhat surprising are the nearly 9,000 manufacturing jobs based in and around Clearwater.  

WORKFORCE 

Á Educational attainment in Clearwater is on par with statewide patterns and very near national levels. 

Á Compared to the US, Clearwater's employed residents are less likely to work in industrial and blue collar fields. Instead, they are more likely to be employed 

in sales, administrative, and personal services, as well as management and professional jobs. 
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SWOT Analysis 
TIP conducted an economic 

development SWOT analysis 

(strengths, weaknesses, opportunities, 

and threats) for the city of Clearwater, 

based on a review of economic, 

demographic, and workforce 

characteristics, interviews with local 

and regional business and community 

leaders, and our experience working 

with communities across the country. 

The following table captures the major 

findings from this analysis. 

Additional details are provided in 

Appendices A and B. 

WEAKNESSES STRENGTHS

THREATS OPPORTUNITIES

strong 
regional 

technology 
base

rebounding 
state/regional 

economy

lack of 
greenfield  

sites

strong 
tourism & 
healthcare 

bases

federal export 
initiative may open 
new opportunities 

for local producers

healthcare, 
professional 

services, & IT 
services

untapped 
technology 
potential

growing global 
demand for US 
products and 

services

favorable 
exchange rate 

for US$
benefits 

exporters

better 
regional 
branding

worsening 
congestion 

inhibits access to 
downtown & 

beach

high-profile, 
internationally-

recognized 
state

FL is a favored 
desination for 
residents & 

tourists

development 
process (time 

& cost)
non-

residential 
tax base

qualityof 
housing 

stock

regional
employment 

center

Desireable 
location, 

climate, and 
amenities

partnering regional 
highereducation & 
entrepreneurship 

assets

long-term impact 
of real estate 
bubble (e.g., 

prices, finance)

regional 
transportation 
infrastructure

long-term high 
unemployment

unstable 
commodity markets

protectionist trade 
policies

regional growth 
disparities

state/region

national

global

local

sluggish growth 
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aging inventory 
of industrial & 
commercial 
properties

US is a low-risk, 
high-transparency 

investment 
destination
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for growing& 
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social & 
workforce impact 

of aging 
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income 

levels of the 
population
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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 guide future economic 

development programs and activities in Clearwater. In the aftermath of the 2007 

recession and the associated housing bust, Clearwaterôs reliance on residential real 

estate for approximately two-thirds of the cityôs property tax base was thrown into sharp 

relief. While there is no óidealô tax-base mix that can be applied to all communities 

equally, recent experience in Clearwater highlights the important role economic 

diversification plays in ensuring long-term vitality.  

Clearwater now finds itself in a position of having to vigorously compete for its share of 

high quality new investment. The cityôs aging inventory of office buildings and retail 

centers must contend with newer Class A office developments in the Tampa region. 

Focus groups conducted with local industry representatives also revealed that the 

business community is not satisfied with the quality and quantity of the existing stock of 

commercial and industrial space in Clearwater. Not only is existing inventory a barrier to 

investment, but also few greenfield sites are available for new development. It is unlikely, therefore, that Clearwater will attract a major industrial project or new Fortune 

500 headquarters building, as such projects are locating on greenfield sites in suburban areas where capital costs are lower. Clearwater is, however, in a position to 

successfully attract small and medium sized enterprises (companies with less than 500 employees) to existing buildings and sites. 

Adjustments in land-use policy could set the stage for much-needed further economic diversification in Clearwater. To attract target industries and accommodate 

higher-wage jobs, the city should more fully leverage existing sites and identify strategic zones for redevelopment. The City of Clearwater could stimulate new private 

infill development as well as the redevelopment of existing sites by amending city zoning districts to encourage Class A office developments.  

The 2008 Target Employment and Industrial Land Study for the Pinellas Community (TEILS), recommends the county and its communities ñensure the availability of 

sufficient land area to accommodate the number and type of employment opportunities that will help ensure the countyôs economy remains strong over the next twenty 

years.ò2 TIP encourages the implementation of this county-level recommendation and, in a similar vein, urges Clearwater to pursue the following strategies: (1) 

                                                 

 
2  Target Employment and Industrial Land Study for the Pinellas Community (TEILS), prepared by the Pinellas Planning Council (PPC) and the Pinellas County Economic Development Department 

(PCED) with WilsonMiller, Inc., April 8, 2008. 
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establish an employment center overlay category; (2) create technology district; (3) make the Morton Plant Hospital the anchor for a medical overlay district; (4) 

preserve and widen the cityôs industrial, research and technology districts; and (5) work closely with the newly organized task force to streamline the Cityôs 

development process. 

Ā STRATEGY 1.1: Establish an employment center overlay district to encourage higher-wage 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 Clearwater and marks the entrance to the peninsula 

across Gulf to Bay Boulevard. BayCare Health Systemôs interest in consolidating its regional headquarters 

and shared service center just to the east of US 19 could also provide a catalyst for employment growth in 

the area. Current zoning along the corridor is primarily commercial. However, there are parcels scattered 

throughout the area that would not be compatible with the growth of professional services and other non-

retail employment. In addition, some aspects of the current zoning, such as height restrictions, might not be 

conducive to the type of development required to support the growth of a regional employment center. 

A fixed overlay district could be used to encourage redevelopment and infill along the US 19 corridor.3 The 

objective would be to facilitate development projects generating higher wage jobs for the region by 

permitting higher density development and transitioning out incompatible uses over time. In particular, the 

area around US 19 is well-positioned to attract higher intensity employers due to location and 

transportation access. Existing retail sites along US 19 are also being adversely affected by current 

highway reconstruction projects, making this a critical opportunity to reconsider how this corridor can be 

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 maximum height of 50 feet. Using a standard of 12 feet per floor, this would limit 

development in the area to four stories. When combined with other provisions, such as the maximum floor-to-area ratio, height restrictions can limit developerôs 

ability to make an individual project ñpencil out.ò 

Action 1: Establish a new overlay district to encourage new Class A office developments along US-19.  

                                                 

 
3 The 2008 TEILS report also recommends that a ñbroader range of use and corresponding density/intensity should be accommodated within one or more of the current plan categories.ò 

An overlay district is a zoning district which 

is applied over an existing base zoning. 

Overlay districts are used to establish 

additional standards and criteria for covered 

properties in addition to those of the 

underlying zoning district. 

Overlay districts should have a well- defined 

objective, preferably one that is tied to a 

comprehensive plan or other stated 

community goal. The boundaries of the 

district should be clearly delineated. 

Applicable provisions should be easy to 

understand and have a demonstrated link to 

the objective. 
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Action 2: Consider applying the employment center overlay to the areas between Gulf to Bay Boulevard and Drew Street appropriate for higher intensity 

commercial office development.  

Action 3: The overlay district may also be utilized to encourage commercial office development on sites currently occupied by strip center retail, RV parks, and 

mobile homes parks. 

Action 4: The city could collaborate with neighboring jurisdictions on commissioning a US 19 corridor study.  

EXAMPLES: Overlay Districts 

V McKinney, Texas recently adopted Corridor Commercial (CC) Overlay District to allow non-residential properties that are within the boundaries of the overlay 

district to build taller buildings with modified architectural design requirements. The taller structures will generally be located along and within close proximity 

of the major regional highways passing through the city. The CC Overlay District standards recognize these major highways as an economic development 

engine that may be utilized to leverage a diverse and sustainable non-residential tax base for McKinney. 

http://www3.mckinneytexas.org/uploadedFiles/Departments/Development_Services/Planning/MEMORANDUM%205.19.11.pdf 

V Bend, Oregon established the Juniper Ridge Overlay Zone to promote economic, sustainable, and reasonable growth in the 1,500-acre Juniper Ridge 

development by creating unique overlay zoning sub-districts for residential, commercial, educational, and industrial uses. Included in the overlay zone is a 

320-acre a Juniper Ridge Employment Sub-District, which is intended to encourage economical, sustainable, and reasonable growth by allowing a mix of light 

industrial uses, offices for research and development, corporate and regional headquarters, and accessory uses to serve the needs of the primary uses. 

http://www.ci.bend.or.us/depts/urban_renewal_economic_development/juniper_ridge/index.html 

V A Maritime Industrial Zoning Overlay District has been utilized by the Port of Baltimore ñto balance industrial and non-industrial developmentò at the port. The 

district was created to slow the redevelopment of Port of Baltimoreôs deep water frontage from industrial to non-industrial use. This district defined an area 

where maritime shipping can be conducted without intrusion of non-industrial uses and where investment in maritime infrastructure is encouraged. 

http://www.envisionfreight.com/issues/pdf/MIZOD_case_study.pdf 
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Ā STRATEGY 1.2: Create a technology district to encourage 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 concentration of software and IT industry firms and 

professionals. These high-tech firms and entrepreneurial individuals are a significant economic asset to the community, not only because this industry offers high 

wages, but also because of the potential for óspinoffô firms resulting from new innovations. As a result, the attraction, retention, and expansion of the software 

sector should be a high priority for the city. Local software and IT companies, however, report a shortage of industry-standard IT infrastructure in existing 

commercial office buildings. Moreover, many claim building owners are unwilling to make the necessary investments and upgrades to make their properties more 

competitive. Consequently, the city is in danger of losing several of its valuable software employers. Clearwater should, therefore, establish a technology district in 

order to retain IT and software companies as well as to remain competitive as a location for firms to re-locate. 

The technology district could be structured to incentivize building improvements in existing structures Downtown, in the Cleveland Street District, and along the 

East Gateway. Buildings in the technology district could be eligible for a funds-matching program administered by the city that would help defray the significant 

costs associated with investing in IT infrastructure. The program could function as an opportunity to (1) improve existing commercial structures, (2) encourage 

employment density downtown, and (3) create a destination that can be marketed to attract software and IT firms in the future. 

Á Action 1: Create a technology infrastructure grant program. [See the E-Elgin and Waterbury, CT, Information Technology Zone case studies] 

Á Action 2: Support the development and attraction of software firms to Clearwater. [See Goal 2 for more detail] 

Á Action 3: Assist in organizing a local software council. 

EXAMPLES: Technology Initiatives 

Case Study: E-Elgin (Elgin, Illinois)  

http://www.cityofelgin.org/documentview.aspx?DID=285 

Introduction: In 2000, the City of Elgin, Illinois, authorized the formation of a Technology Action Team and a partnering grant program for center city commercial 

property owners and downtown business owners involved in technology-related industries. The e-Elgin incentive program offers assistance to property and 

business owners for expenses related to technology infrastructure improvements, moving expenses, and advertising costs.  

Program Structure: Downtown commercial property owners and downtown business owners can qualify for up to 50 percent of capital costs not to exceed a total 

expenditure of $60,000 ($30,000 maximum City contribution) in funding for technology infrastructure improvements such as upgrading to Category 5 or better 

wiring, backup power generators for technology equipment, and related hardware upgrades related to infrastructure improvements. Additional incentives are 
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offered to high-tech businesses for installation fees associated with costs for DSL and T-1 service. Downtown commercial property owners are also eligible for up 

to $2,500 annually in co-op advertising funds when they promote e-Elgin in their ads. 

Outcomes: The e-Elgin program was developed to address declining competiveness of commercial properties downtown as compared to newer greenfield 

developments outside of the city center. The City encouraged property owners to upgrade office space downtown by subsidizing the cost of retrofitting historic 

buildings. The program has been successful in many cases, but could still be considered an underutilized resource. 

The Leath Building is an excellent example of how the program has prompted investment by the private sector. The 17,000 square foot former department store 

was retrofitted with new technology infrastructure in 2003 and 2004, making the building an attractive site for Future Link, an IT firm with 22 employees. 

According to the Downtown Neighborhood Association, the program would benefit from additional advertising and marketing. In particular, a branding campaign 

that highlighted the ódowntown workspace lifestyleô as a more urban work environment suited for young professionals, entrepreneurial firms, and other individuals 

and businesses associated with the ócreative class.ô 

       

Case Study: Information Technology Zone (Waterbury, Connecticut) 

http://www.waterburyitz.com/ 

Introduction: Traditionally a manufacturing community, Waterbury, CT, wanted to diversify its economic base. In the late 1990ôs, the Naugatuck Valley Economic 

Development Corporation created a tax abatement program designed to attract high-tech firms to the city. The suffering downtown was identified as a geographic 

area of opportunity due to high vacancy rates as well as convenient access to transportation.  

Program Structure: Businesses located within the Information Technology Zone (ITZ) could receive benefits such as: 100 percent abatements on personal 

property taxes, including new or used equipment acquired or leased by the business new to the City; abatements for real property taxes applicable to increases in 

the assessed value of the property as a result of infrastructure improvement in the space.  

Outcomes: The program initially attracted 15-20 companies and 200 jobs to the city. The degree of the abatement (100 percent), the broad definition of property 

eligible (not limited to infrastructure improvements that would stay with the site), as well as the duration of the abatement (no cap on number of years as long as 

the company maintained the location) offered significant savings to businesses relocating from New York City and other metro areas. The dot-com bust in the 

early 2000ôs had a significant impact on the industries attracted by the program, although a few firms remain today. Because the program was established through 

state law, a firm could still apply for the benefits, although the city does not actively promote the ITZ at this time.  
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Clearwater's job base by industry sector

Preliminary Figures as of March 2010

*NOTE:   Other sectors include utilities, oil/gas/mining, and unclassified establishments.  

SOURCES:   Florida Agency for Workforce Innovation, Labor Market Statistics Center, 2010

0 2,000 4,000 6,000 8,000 10,000 12,000 14,000 16,000

Agriculture

Other sectors

Information & media

Educational services & training

Arts, entertainment, & recreation

Personal & other services

Property sales & leasing

Corporate management

Transportation & warehousing

Finance & insurance

Construction

Wholesale trade

Government

Professional services

Hotels, restaurants, & bars

Manufacturing

Administrative support services

Retail trade

Healthcare

       

Case Study: Information Technology Zone (Meriden, Connecticut) 

http://www.meridenbiz.com/Content/IT_Zone.asp  

Introduction: The program in Meriden, CT, is similar to the ITZ zone in Waterbury, but the 

abatements are more targeted. 

Program Structure: Information technology companies that locate into new or rehabilitated 

buildings in the Information Technology Zone may qualify for breaks in real and personal 

property taxes. Forty-five types of companies can qualify as an IT company, including 

manufacturers, service businesses, etc. Personal property taxes are abated for eligible 

companies at 100 percent for three years. Companies are able to submit new IT-related 

equipment purchases annually. Real property is assessed in accordance with the following 

schedule: 

Ā STRATEGY 1.3: Create a medical overlay district to encourage new 

healthcare sector development and employment in the area surrounding 

Morton Plant Hospital. 

In terms of employment, healthcare is Clearwaterôs largest sector. It is expected to 

continue to grow considerably over the next 10 years. Not only are healthcare services 

of critical importance to the aging population in Clearwater, but healthcare is one of the 

few national sectors of the economy that has continued to grow throughout the 

recession.  

In particular, the Morton Plant Hospital is a valuable asset to the City of Clearwater. 

With over 90 years in the community, the facility is well-known and highly regarded 

throughout the region. In order to fully leverage this asset, the Morton Plant facility 

should be promoted as a cornerstone of the local economy. A medical overlay district 

should be applied to the area surrounding the hospital, including the Missouri Avenue 

Corridor, to promote and accommodate new high quality healthcare investment and 

employment in the area. Currently, many of the existing healthcare practices and 

Information Technology Zone (Meriden, Connecticut) 
Real Property Tax Breaks 

Cost of Improvements 
Percentage Deferred of 
Increased Assessment Term 

$3 million or more Year One - 100% 
Year Two - 100% 
Year Three - 80% 
Year Four - 60% 
Year Five - 40% 
Year Six - 20% 

6 Years 

$500,000 or more Year One - 100% 
Year Two - 75% 

2 Years 

$25,000 or more Year One - 50% 
Year Two - 50% 
Year Three - 50% 

3 Years 
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companies are operating in small, aging structures that have been converted to medical office use. The overlay district should be designed to encourage the 

consolidation and redevelopment of smaller individual facilities into larger Class A medical office buildings. In addition, to fill new or renovated space, location 

incentives could be targeted to companies classified as part of the SRI-defined Applied Medicine & Human Performance cluster.  

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

Á Action 2: Promote and expand Clearwaterôs growing healthcare sector. 

Á Action 3: As part of the cityôs business recruitment efforts, target companies included in SRIôs Applied Medicine & Human Performance target industry 

cluster: senior Health & Wellness, Human Performance, Clinical Trials & Destination Medicine, Medical Instruments & Devices, and Health Information 

Technology & Bioinformatics.  

EXAMPLES: Medical Districts 

V Griffin, Georgia, has established a Medical Overlay District (MOD) to support the investment of the 

various institutional uses. The MOD will place restrictions on those uses deemed incompatible with 

the future land uses anticipated in the area. The area is also intended to have a more urban, 

pedestrian-friendly character in the future, and therefore replacement standards that support this 

vision are included in the overlay district. Finally, mapped limitations on heights will help reduce the 

impact of large-scale uses on the surrounding neighborhoods. Consideration has also been given 

to the addition of an Enterprise Zone within the MOD to facilitate the recruitment of prospects.  

http://www.cityofgriffin.com/LinkClick.aspx?fileticket=kjt18curNdc%3D&tabid=37 

V Punta Gorda, Florida established a Medical Overlay District (MO) in its 2025 comprehensive plan. 

The district was established to provide for the logical expansion of the medical office needs 

necessary to accommodate the growing community and region in an effort to accommodate highly-

specialized, unique uses and development types related to the medical field. The intent of this MO 

district is to be as generous as possible in permitted uses while at the same time maintaining a 

clean, attractive community that provides an extension of the community primarily for medical 

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 communityôs tax roll, more and 

more often developers are using these types of 

facilities to anchor their mixed use developments. 

Users of these facilities generate demand for 

other services ï housing, retail, dining, and 

hospitality ï and employees of the facilities often 

earn higher than the average income. This built-

in demand, in turn, increases the attractiveness 

of the development to tenants, allowing the 

developers to charge premium rents and even 

expedite the development timeline. 
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Ā STRATEGY 1.4: Expand the use of the Industrial, Research and Technology District 

(IRT). 

One significant challenge facing Clearwater is the availability of undeveloped land. There are few 

greenfield sites for development, and few, if any, sites meet the requirements for large-scale 

manufacturing. The 2008 TIELS Report echoes this limiting factor: ñIn Pinellas County, raw 

industrial land is not as readily available as in other regional locations and land costs are higher. 

Costs for raw land vary dramatically based upon many factors, but scarcity certainly is a major 

consideration.ò4 For Clearwater to diversify its economic base, significant steps should be taken to 

acquire and assemble parcels of land suitable for industrial activity.  

The Hercules Industrial Park is the cityôs principal area for industrial development and activity. It is 

home to some of Clearwaterôs largest industrial employers, including Monin, Aerosonic, and 

Instrument Transformers. In discussions with the consulting team, industrial employers located in 

the park identified aging structures, many of which are too small to accommodate significant 

expansion. However, since the park is a hodge-podge of properties located in the Clearwater city 

limits and on unincorporated county land, it is very difficult to privately assemble miscellaneous 

properties for expansion purposes. Off-the-record, several employers admit they will be forced to 

relocate out of Clearwater when they outgrow their existing sites and facilities.  

Á Action 1: Investigate the long-term feasibility of converting Clearwater Executive Golf Course 

to an Industrial, Research and Technology District.  

Located adjacent to the Hercules industrial area, the par-3 golf course represents the best opportunity for expanding Clearwaterôs stock of undeveloped 

industrial property. For a built-out, landlocked city with little industrial land this is essential. If the city hopes to expand its manufacturing base, this and other 

similarly underutilized city-owned properties should be evaluated for accommodating new industrial development.  

Á Action 2: Investigate the feasibility of combining adjacent city-owned parcels and facilities in the industrial park into a single site capable of accommodating a 

major industrial expansion or relocation. 

                                                 

 
4 TEILS Report 

IRT-Zoned Properties in Hercules Industrial Area 

Note: IRT district shaded purple. White areas are 
unincorporated county land. 
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Á Action 3: Evaluate other non-industrial sites in the city appropriate for converting existing zoning to IRT.  

Á Action 4: Protect existing industrial land in the city from converting to other uses. 

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

Ā STRATEGY 1.5: Evaluate the cityõs development review and approval process to make the procedures and requirements more business 

friendly.  

For Clearwater to successfully attract, expand, and retain private investment and jobs, the city must develop a business-friendly reputation. Because of the cost 

and time involved in the cityôs development review and permitting processes, this is currently not the case in Clearwater. This sentiment was echoed in every 

focus group and interview.  

Á Action 1: Work with representative of the local business and development community to gather input on the development review process. 

Á Action 2: Have Planning and Development Department personnel internally review development review procedures and requirements to identify areas where 

the process can be improved.  

Á Action 3: Identify regional benchmarks to assess areas where permitting process can be improved. 

Á Action 4: Consider expanding the cityôs fast-track permitting process as an economic development incentive. 

Á Action 5: Revise the cityôs development code to include acceptable recommendations for improving the development review and approval process. 

EXAMPLES: Fast Track Permitting Policies 

V Osceola County provides a 5-day fast-track Permitting process made possible by Osceola I DO Team. The I Do Team is comprised of local 

governments, county departments, utility providers, representatives of state agencies and others as determined by each project. The team meets on an 

as needed basis with the client to identify permitting needs and potential delays so that those issues may be addressed quickly and efficiently. This gives 

the client and/or their representative direct contact with the team member that will be reviewing their permit application. Performed in concert, permitting 

becomes a measure of success, not a hassle. 

http://chooseosceola.com/EconomicDevelopment/tools_for_success/i_do_team.cfm 
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V The City of Tavares offers ñfast trackò permitting as a matter of course as an economic development incentive. Tavaresôs Development Review 

Committee meets every Wednesday at 9:00 a.m. All city departments involved in any facet of development review have a seat at a single table and meet 

one on one with the applicant seeking development approvals. Comments and suggestions are provided to the applicant in writing in a single document. 

All approvals are handled through the ñone stop permittingò Community Development Office. Generally most plans can be reviewed and approved in a 

matter of a few weeks rather than months that it takes in some jurisdictions. 

http://www.tavares.org/index.aspx?nid=435 

V The City of Boca Raton provides services to assist the development process for a relocated or expanding company that meets certain criteria. Based on 

the needs of the company or business, the city will offer assistance to eligible businesses during the development process through one or more of the 

following programs or functions:  

¶ Site Selection Assistance 

¶ Individualized Development/Building Plan Review Team 

¶ Expedited Permitting  

¶ On-line Permitting  

¶ Delay of Payment Date of Development and/or Permit Fees 

¶ Reduction of Development and/or Permit Fees 

http://www.ci.boca-raton.fl.us/ecodev/incentpol.shtm 

V Silver Springs, Maryland has received national recognition for its Green Tape program. Under the program, projects proposed for the cityôs desired 

redevelopment zone are assigned to a Green Tape team member to help speed up the review process. Led by a permit technician, the multi-

departmental team makes Green Tape projects their top priority, with a goal of issuing permits within two weeks of receiving the application. 

http://www.epa.gov/smartgrowth/case/greentap.htm 

 

 

 

 

 

http://www.epa.gov/smartgrowth/case/greentap.htm
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Neighboring Community Permitting Process Benchmarks 

 City of Clearwater City of Dunedin City of St. Petersburg City of Sarasota City of Lakeland 

Does your community 

have a fast track 

permitting process?  

Yes ï Early start option on 

commercial projects (before plans 

are formally approved). 

No- insufficient staffing 

to move applications 

through the process 

more quickly. 

Yes, for commercial and 

residential. Early start 

option on commercial 

projects (before plans are 

formally approved). 

None Only at the discretion of the 

building official. 

What is the average days-

to-permit for a 

commercial project? 

First review: 3-4 weeks; after re-

submittal, within 5 working days.  

1 week 10-12 business days 2-3 weeks, depending on 

the quality of the plans. 

2-3 weeks 

How many permits are 

processed annually? 

Currently 7,000/year. Down from 

10,000-12,000 5 or 6 years ago. 

3,000-4,000 currently; 

(compare to 8,000 

permits in 2005) 

Did not mention. 5,000 permits/year Over 8,000 permits last year 

Is there a coordinated 

development review 

committee? 

Yes ï Building permit review 

committee meets weekly. 

Yes; all large projects 

meet with City 

stakeholders at the 

onset of the project. 

Yes  Yes, for larger projects. An owner or developer can 

present a project in the 

concept state (no formal 

plans) to a Design Review 

Team and get feedback; 20-

30 day limit for DRT to 

respond on a formal 

submission. 
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GOAL TWO: INVESTMENT CLIMATE 

Develop the policies and tools to compete for new private investment and jobs. 

Clearwater finds itself in a highly competitive market within the region, state, and nation for new 

investment and jobs. Many Florida communities compete to attract new businesses by utilizing 

various types of financial incentives. To be competitive, the City of Clearwater must also creatively 

and judiciously utilize targeted incentives to attract and retain valuable employers and to support 

commercial development and revitalization. Indeed, the city has successfully utilized EPA 

Brownfields funds to stimulate new private investment in and around the downtown core. 

TIP recommends that Clearwater formalize and prioritize the use of incentives and other financial 

and nonfinancial tools to promote and accommodate new investment. The first step in doing so is to 

clearly articulate the communityôs goals for new development. While job creation is an important 

consideration, the value and success (or lack thereof) of a private enterprise should be judged on 

more than the number of jobs created. In other words, job creation should not be the single 

determining factor in the use of incentives or in in triggering their return through a ñrecaptureò 

provision in the policy.  

Along with job creation, consideration should be given to developing incentives based on: 

¶ Capital investment (i.e., the value of real property and personal property such as 

machinery and equipment) 

¶ Number and types of new jobs, with preference given to employers that create higher 

wage jobs (e.g., 120 percent above the median annual salary for the region) 

¶ Location (desired development areas as evidenced by existing and planned infrastructure, 

as well as the comprehensive land use map), 

¶ Local annual sales and property tax generated to the city 

¶ Site plan characteristics 

Incentives 

Formal incentives policies should be carefully crafted in 

a transparent manner to ensure that they yield a net 

benefit to area taxpayers. The following principals 

should be considered when establishing a policy: 

V the targeted investment would not occur without 

the incentive 

V the investment should generate new economic 

activity in the area instead of displacing existing 

businesses 

When creating an incentives deal for a particular 

prospect, we recommend the following: 

V a statement demonstrating how the proposed 

incentive relates to the broader economic 

development strategies,  

V a formal cost/benefit estimate weighing the estimated 

direct/indirect benefits (e.g., tax base enhancement, 

increase in retail sales, increase in wage rates) to the 

incentive costs (e.g., tax abatements, training 

subsidies, infrastructure improvements) associated 

with a particular deal, and 

V a ñrecaptureò agreement that protects the 

community by requiring some expectation of 

performance from the recipient. 
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¶ Targeted bus  iness sectors (e.g., software, professional services, finance and insurance, and high tech electronics.) 

¶ Specific community goals (e.g., incentivizing projects that meet affordable housing 

or energy efficiency goals or that utilize local labor or construction materials) 

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

investments. However, TIP recommends the City of Clearwaterôs policy state that each 

project will be evaluated on a ñcase-by-case basisò using the guiding principles articulated 

by the plan. 

Ā STRATEGY 2.1: Adopt a formal incentives policy.  

A formal policy should provide clear guidance on the standards to qualify for incentives, especially tax incentives. The policy should function as a broad set of 

guidelines rather than a restrictive checklist: projects should always be evaluated individually. Some projects that may not meet minimum qualifications may still 

merit consideration for assistance due to other positive impacts they offer according to the cityôs guiding principles.  

Eligibility for and the value of the incentives should be based on an understanding of the projectôs fiscal impact. Most taxing authorities will establish minimum 

qualifications with respect to investment and jobs. For example, Pinellas County requires that the project provide a net capital investment of at least $50 million in 

Pinellas County and the company must create at least net new high wage jobs (jobs paying at least 150 

percent of the average county wage) to be eligible for the Job Creation Incentive Program.5 

Á Action 1: Determine incentives to be offered. Consideration should be given to a broad range of 

both financial and non-financial incentives which are available to the city. 

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

Á Action 3: Once a policy is in place, actively promote the availability of incentives.  

                                                 

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

Existing Incentives 

TYPE EXAMPLES 

Industry 
Incentives 

Qualified Target Industry (QTI) Tax Refund 

Workforce 
Training 

Incumbent Worker Training (IWT) 
Quick Response Training (QRT) 

Location 
Incentives 

Brownfields Incentives 
HUBZone Program 
Community Redevelopment Agency (CRA) 
Enterprise Zone 
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EXAMPLE: Sarasota County Economic Development Policy Guidelines (http://www.edcsarasotacounty.com)6 

V ñThe following factors shall be applied when the Board makes its determination as to whether to grant any economic development incentive, to a requesting 

business, and, if applicable, the amount, the duration and percentage of the Exemption:ò 

A. Number of new full-time Sarasota County positions created by the Business as the result of relocating to or expanding in Sarasota County. 

1. Under 10 employees ï below average score 

2. 10-25 employees ï average score 

3. 26-50 employees ï above average score 

4. Over 50 employees ï excellent score 

B. Average Wage of the new Employees of the Business located in the County. 

1. Average wage under MSA annual average ï below average score 

2. Average wage between MSA annual average and up to 125% of MSA annual average ï average score 

3. Average wage between 125% of MSA annual average and up to 150% of MSA annual average ï above average score  

4. Average wage over 150% of MSA annual average ï excellent score 

C. Amount of Capital Investment 

1. Capital investment under $2.5 million ï below average score                                     

2. Capital investment between $2.5 million and $5 million ï average score 

3. Capital investment between $5 million and $10 million ï above average score 

4. Capital investment over $10 million ï excellent 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, Resolution No. 2010 
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2. Business diversification 

G. Sales Factor as applied to Enterprise Zones (for Economic Development Ad Valorem Tax Exemption Incentive only) 

V ñThe following Economic Development Policy Guideline Worksheet shall be used as a means to quantify the impact the applicant business is projected to 

have on the economic sustainability of the community:ò 

 

 

Ā STRATEGY 2.2: Use incentives and other tools to encourage desired development. 

Goal One highlights several areas in the city where development activity should be directed. Given this focus and the lack of greenfield sites in Clearwater, the 

majority of new development will be infill and redevelopment projects. These types of projects frequently face higher land acquisition costs and development costs 

than greenfield sites because of surrounding uses, contamination, and/or the effects of market speculation. As a result, these types of projects typically face higher 

cost structures, making them difficult to finance through traditional means. Specific actions to address this challenge include educating community lenders about 

the value of infill projects and identifying opportunities for increased public participation in the form of incentives and other strategies to reduce costs.  

The following are examples of tools to encourage development:  

¶ Development fee reduction: For appropriate projects, the city should consider waiving or rebating a portion or the entire amount of city fees charged in 

the regulation of land development. These reductions could be tied to specific performance criterion similar to those for described for incentives (above). 

Score:  

Below Avg.

Score: 

Average

Score: 

Above Avg.

Score: 

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%
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¶ Fast track permitting: See Strategy 1.5. The local land-use decision making process can 

create a significant barrier for infill and redevelopment projects. For example, requiring 

developers to submit detailed development plans at the beginning of the development 

review process can add significantly to costs, increasing the risk and, in some cases, 

making the project financially infeasible.  

¶ Ad valorem tax exemption: One of the most common forms of local property tax incentives 

in Florida is the ad valorem tax exemption. Local citizens must vote in a referendum 

authorizing a city or county to offer these exemptions. To support desirable large-scale 

new development and redevelopment, the City of Clearwater should consider a city-wide 

ballot authorizing the targeted use of this tax exemption.  

¶ Public participation in land development: To encourage certain commercial, industrial, or 

residential developments, public participation may be appropriate. The cityôs role in such 

projects can take a number of forms, including acquiring property and constructing a build-

to-suit facility, sale-leaseback arrangement (see text box), and rebating sales taxes to 

paying some or all of the costs of required infrastructure.  

 

  

Example: Sale-Leaseback Incentive  

The sale-leaseback incentive tool is an alternative to a 

traditional arrangement community whereby a 

community pays for the development of new build-to-

suit facility for a specific employer and charges a rental 

rate substantially below market rents. Under a sale-

leaseback arrangement, a community would sell a 

build-to-suit facility to an investor-developer for an 

amount above construction cost. The community would 

receive a bonus cash payment from the investor who 

will own the building. In turn, the community would sign 

a long-term fixed lease (15-20 years) on the facility at a 

market rate, which it would then sub-lease to an 

employer for the same period at the community's rental 

rate.  

The sale-leaseback 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 long-term lease commitment of the community. The 

community then has one of three options: (1) it takes 

the cash bonus from the investor-developer 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 the cash bonus into an interest-bearing 

account, the community may further reduce rents by 

the amount of interest generated. 

Because the community has master-leased the entire 

building, it may not be obligated to pay real estate 

taxes. In many jurisdictions, this benefit can be passed 

on to the community's tenant as an additional 

incentive. 
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EXAMPLES: Public participation in land development 

Case Study: Spectrum (Pearland, TX) 

Introduction: The 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. Phase I of this 

development is a 200-acre mixed-use business and technology park. The park is being 

marketed to firms in the advanced sciences ï biotechnology, life sciences, and 

nanotechnology.  

The total area is owned by numerous owners. However, the City of Pearland and Pearland 

Economic Development Corporation (PEDC) have taken a leadership role in envisioning the 

development and putting in place the tools to make that vision be realized. They have put in 

place two management districts that cover the full 1,000 acres. Each of these districts is 

funded by a half-cent sales tax. The city has also adopted a form-based code to encourage 

higher quality design standards and uses its infrastructure strategy to enable and prioritize 

the types of development envisioned for the district. Finally, the inclusion of the areaôs major developers on the management district boards and the consistent 

involvement of stakeholder groups enabled the city and PEDC generate buy-in for the development vision among the various land owners. 

Program Structure: The PEDC has dedicated its business recruitment efforts and resources to attracting businesses to the Spectrum. To secure an anchor for 

the technology park, the Pearland Economic Development Corporation purchased a 10-acre parcel in the development. The community successfully attracted 

Cardiovascular Systems, Inc. (CSI), a Minnesota-based medical device manufacturing company as the developmentôs anchor tenant. Because PEDC controlled 

the parcel, it was able to offer CSI a built-to-suit facility that CSI could lease from PEDC at a below-market rate. It also offered CSI $6.25 million in incentives and 

helped CSI secure an additional $600,000 from the Texas Enterprise Fund. 

Outcomes: Pearland was able to beat out 200 other communities with its incentives package to attract Cardiovascular Systems, Inc. Additionally, with the anchor 

in place, the PEDC was able to more effectively market the park. A new private surgical facility is scheduled to open at the Spectrum in 2011. 
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Case Study: SRI International (St. Petersburg, FL) 

Introduction: In 2006, SRI International (SRI) proposed establishing a new Florida-based research, development, engineering, and technology transfer center in 

St. Petersburg in association with USFôs Center for Ocean Technology. For the project to be successfully completed, Pinellas County, the City of St. Petersburg, 

the Florida Department of Transportation (FDOT), and the State of Florida offered SRI significant public incentives.  

Program Structure: The City of St. Petersburg was awarded a $5 million grant from the Florida Seaport Transportation and Economic Development Council 

(FSTED) and Pinellas County provided $5 million in matching funds for the design and construction of the SRI-St. Petersburg facility at the Port of St. Petersburg. 

Pinellas Countyôs contribution served as a 50 percent match to the stateôs contribution to design and construction. SRI-St. Petersburg was responsible for all 

design and construction costs exceeding $10 million. The City of St. Petersburg then provided SRI with a 10-year lease on the 38,000-square foot facility at a 

nominal rate - $1 in annual rent for 10 years. In addition, the City of St. Petersburg coordinated $1.5 million in wharf improvements and site demolition and 

preparation costs. The project also included a $20 million grant from the State of Florida to offset SRI-St. Petersburgôs start-up costs for the first 3-5 years of 

operation, as well as other substantial state funding related to the partnerships between the company and the University of South Florida. SRI-St. Petersburg 

invested $3.5 million in the project. 

Outcomes: In return for tax incentives, SRI agreed to employ 100 employees by 2012. The jobs are supposed to carry average salaries of $55,000 to $63,000. 

Today, SRI-St. Petersburg is a leading member of the St. Petersburg Ocean Team, which is a consortium for marine science, oceanographic, and environmental 

research agencies and institutions and is one of the top such industry clusters in the nation. The consortium and its related cluster agencies and businesses 

employ over 800 people and have an annual payroll in excess of $24 million.  
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¶ Energy efficiency retrofit grants: An emerging tool for promoting new investment and 

reinvestment in commercial and industrial properties is public assistance for energy 

efficiency retrofits. Such measures are increasingly welcomed by the private sector as they 

help to reduce energy costs, improve the property market values, and support individual 

company efforts to become ñgreenerò and more environmentally conscious. A new financing 

tool allowing local governments to assist with private energy efficiency retrofits is a 

Preferred Assessed Clean Energy (PACE) bond (see text box).  

Á Action 1: Streamline existing development review and approval processes for those projects 

that achieve infill and redevelopment goals. 

Á Action 2: Identify and promote other incentives and tools, such as PACE Bonds or Enterprise 

Zones that could facilitate development in desired areas.  

Á Action 3: Work with local lenders to ensure that adequate financing options are available to 

support infill and redevelopment projects.  

Á Action 4: Explore options such as sale-leaseback arrangements for public participation in 

selected infill or redevelopment projects. 

  

Property Assessed Clean Energy òPACEó Bonds 

The proceeds of a Property Assessed Clean Energy 

(PACE) bond are provided to commercial and 

residential property owners in the form of a loan to 

finance energy retrofits (efficiency measures and 

small renewable energy systems). The loans are then 

repaid by the property owner over 20 years via an 

annual assessment on their property tax bill. 

PACE bonds can be issued by municipal financing 

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: BUSINESS RETENTION AND EXPANSION 

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

TIP recommends the City of Clearwater expand its commitment to supporting the retention and expansion of existing businesses. A vibrant business retention and 

expansion (BRE) program should be the cornerstone of any economic development program. When existing businesses thrive, so does the community. The U.S. 

Chamber of Commerce estimates that 40 to 80 percent of all new jobs are created by existing firms. Prosperous, competitive businesses are more likely to remain and 

grow in the community, providing the best opportunity to expand a communityôs tax base. A BRE program can identify barriers to survival and growth that local 

businesses face, particularly during difficult times. Such a program also demonstrates support for existing firms. Actively offering support is crucial because established 

businesses often get overlooked in a communityôs enthusiasm to recruit new headline-generating businesses. Ensuring the long-term success of existing companies 

also aids business attraction, as firms considering moving will often talk to existing firms in the community.  

Considering the limited staff and financial resources available, this strategy offers the highest return on the cityôs efforts. This sentiment was reinforced in the industry 

focus groups with the consulting team. Many business owners and representatives expressed a desire for regular interaction and support by city economic 

development professionals. However, the Economic Development and Housing Department is not sufficiently staffed to maintain an aggressive BRE program. 

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

The City of Clearwater requires a business license which must be renewed annually. An economic development survey included with licensing forms in the past 

has been an effective mechanism for reaching out to companies. The licensing process provides a prime opportunity to collect information about local businesses, 

including number of employees, NAICS codes, and so on. The city could more fully leverage the survey to (1) establish and maintain an accurate database of 

businesses operating in Clearwater, (2) gain insights about the existing business base, and (3) offer support to businesses in a manner that is less demanding of 

staff time.  

Á Action 1: Maintain an inventory of the types of businesses already in the community, as well as new locations and expansions.  

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

o Utilize other valuable sources of information about the local business base, such as business tax records, utility hookups, and ownership transfers. 

Á Action 2: Install and utilize a customer relationship management (CRM) software system for maintaining the business inventory and managing the cityôs 

relationships with local businesses. 

o Evaluate systems utilized by other economic development organizations in the region. 
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o Advocate for the adoption of a common CRM program by Pinellas County Economic Development and the municipal economic development 

departments in the county. Indeed, the adoption of a regional CRM is a recommendation of Tampa Bay Regional Business Plan. Two widely-used 

CRM programs are Sage Act! and Salesforce.com. Establishing a common county-wide CRM platform that will allow for the development of a 

comprehensive existing business database. Each economic development entity will be able to independently contribute to and update the database.  

Á Action 3: Administer a regularly scheduled employer survey. 

o This survey could 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 analyzed efficiently and updated annually.  

o Survey Monkey and Google Forms are useful, free/low-cost online survey options that allow for the rapid analysis of data. 

o The survey results should be entered into the CRM system. 

Á Action 4: Produce an annual report of BRE activities and employer survey results. 

o Provide ongoing evaluation and reporting by preparing an annual report to the community on Clearwaterôs BRE efforts and successes. 

Ā STRATEGY 3.2: Refine the Clearwater business visitation program. 

In 1997, the Clearwater City Council adopted an official business visitation program. Over the life of this program, over 150 different businesses representing more 

than 10,250 employees in the Clearwater were visited. This program prioritized companies in the following order: (1) public companies; (2) companies with over 50 

employees; (3) businesses located in Clearwater 10 years or more; (4) tenants in Class A office buildings; (5) industrial sites, etc. Initially a partnership with 

Pinellas County Economic Development and the Business Assistance Program (BAPS) allowed the staffs to split visitation and business retention responsibilities, 

but this program no longer exists.  

The current business visitation program consists of a monthly meeting with the president/CEO of a Clearwater business and representatives from the City of 

Clearwater (possibly including the mayor, a member of city council, city manager, and/or economic development staff). Monthly meetings are scheduled on a 

regular basis but conflicts often arise, making this method of communication with local businesses relatively unreliable. To supplement findings from the employer 

survey and enhance the cityôs capacity to maintain relationships with local businesses, city economic development staff and leaders should visit at least 30 

Clearwater businesses per year. The purpose of the visits should be to gauge the ability and needs of local businesses to operate successfully and possibly 

expand in Clearwater. A set procedure should be established for these visits to ensure that consistent information is gathered. 

Á Action 1: Evaluate the existing 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. 

o Tailor the employer survey instrument to best capture critical information from business executives and owners during the visit. 

o Set in place procedures for entering information gathered from the visit into the CRM system. 

o Set specific goals for the program (e.g., conduct at least 30 visitations annually.) 

Á Action 2: Support SRI Internationalôs 2010 recommendation to initiate a coordinated region-wide BRE outreach and assistance program. 

o Collaborate with the Tampa Bay Partnership, Pinellas County Economic Development, and the Clearwater Chamber to re-establish a coordinated 

business visitation program. 

o Work with Pinellas County Economic Development to establish a formal Business Assistance Partner counseling location in Clearwater. 

Á Action 3: Create regular business forum. 

o Provide opportunities for local businesses to meet regularly with the cityôs leadership, economic development staff and community planning staff. 

o Hold a quarterly business forum or industry roundtables organized around a specific topic of interest (such as planning and zoning issues or 

transportation infrastructure).These meetings do not need to be elaborate or costly. Local restaurants will often donate meeting space in return for 

the lunch or dinner traffic. The goal is simply to keep an open line of communication between employers and public officials. 

Ā STRATEGY 3.3: Increase staffing for BRE activities. 

Establishing and maintaining relationships with local businesses is essential to business retention and expansion. Maintaining accurate information, soliciting 

input, and addressing company concerns directly are all important. Staffing is a significant challenge for maintaining a strong BRE program in Clearwater. 

Currently, economic development staff is limited to a director and one coordinator. TIPôs recommendations emphasize efficiency and cooperation as a means 

to limit the staffing resources required for BRE activities; however, increased staffing will also be necessary to support a formal business visitation program in 

Clearwater. For Clearwater to maintain strong relationships with its existing business community and compete for new investment and jobs, the city must 

commit resources to conduct business retention and expansion. 
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Á Action 1: The city should commit resources to hiring one full-time staff person to contribute 

to Clearwaterôs business retention and expansion activities. 

o See the text box for suggested responsibilities and duties. 

  

Primary business retention and expansion 

responsibilities and duties include (but are not 

limited to): 

¶ Building and maintaining databases of existing 

businesses and preferred business sites. 

¶ Researching and compiling site location, 

demographic, and economic information 

regarding Clearwater for investment prospects 

and site location consultants.  

¶ Designing and updating a community profile. 

¶ Preparing prospect packets. 

¶ Researching prospects and target employers. 

¶ Representing Clearwater at various economic 

development events throughout the region. 

¶ Conducting existing business visitations. 

¶ Administering a local employer survey. 

¶ Planning local business roundtables and forums. 
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GOAL FOUR: BUSINESS DEVELOPMENT  

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

At its simplest, economic activity is driven by ideas ï ideas that get turned into a product or a service that is in turn brought to market. As technology has become more 

ubiquitous (helping to reduce labor and material costs), the ñideaò part of the equation has become an increasingly larger share of the value. It is for this reason that 

governments around the world have focused on the role of innovation. Communities that can facilitate this translation of ideas to the market place are likely to have 

more economic activity than those who do not. 

Small businesses and entrepreneurial activity stimulate job creation, spur innovation, and diversify the economic base. Entrepreneurs are exceptional assets to a city 

because they tend to be deeply rooted in their communities, magnifying their economic and social contributions. The rising interest in entrepreneurship also reflects the 

flexibility in work environments enabled by technology. Workers today are less bound to a specific place or job than prior generationsï functioning almost as an 

ñeconomy of one.ò Location decisions are made based on the ability to connect with and access a network of people and ideas. Pinellas County and the greater Tampa 

region are home to a number of highly recognized individuals and programs dedicated to supporting new business development and expansion. To harness the 

economic power of entrepreneurship, the city should support innovation by connecting local businesses and entrepreneurs with these resources, such as the Small 

Business Development Centers (SBDC) at Pinellas County Economic Development and the University of South Florida (USF). While directly supporting innovation and 

entrepreneurship may be beyond the technical and financial capacity of the city, helping to foster an ecosystem of resources 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 Clearwater refines its economic development program and as resources permit, the city should also engage in business recruitment efforts. Traditional business 

recruitment is a natural complement to a ógrow your ownô innovation and entrepreneurship strategy. The primary purpose of traditional economic development 

recruitment is to generate interest from companies with expansion or relocation plans. The city and its partners should work toward creating an awareness of 

Clearwater as not only a great place to live, but also as an excellent location to do business. Given the available resources (time, money, and people), it becomes 

apparent that local economic development professionals must focus their recruitment efforts on industries that provide the greatest opportunities for success. Attracting 

a higher concentration of skilled professionals in target industries such as Software, Professional Services, and Finance & Insurance will promote sustained economic 

vitality for the community. 
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Ā STRATEGY 4.1: Encourage innovation among existing businesses locally and regionally.  

Innovation drives productivity gains, fosters new business development, and bolsters existing businesses. As a result, ñbrokeringò innovation can be an effective 

economic development strategy. The essence of an innovation strategy is connecting companies and entrepreneurs with sources of innovation and intellectual 

capital. Pinellas County and the region boast several well respected organizations dedicated to assisting existing businesses to innovate. To support the 

development of the regionôs innovation entrepreneurship ecosystem, the City of Clearwater should 

connect local businesses with those resources. 

Á Action 1: Encourage local companies to work with the SBDCs at Pinellas County and the 

University of South Florida ï St. Petersburg to pursue federal grants to support innovation, such 

as the Small Business Innovation Research (SBIR) Program and the Small Business 

Technology Transfer (STTR) Program.  

Á Action 2: Work with the Tampa Bay Partnership and Pinellas County SBDC to assist companies 

in identifying other sources of technical assistance, such as the Florida Manufacturing Extension 

Partnership. 

Á Action 3: Support SRIôs recommendation to build a regional innovation entrepreneurship 

ecosystem and actively participate in working group efforts as well as the Tampa Bay 

Partnership. 

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

Ā STRATEGY 4.2: Promote entrepreneurship and small business development.  

Moving beyond business retention (see Goal 3), Clearwater should promote the development and growth of local startups. Successful entrepreneurial 

development involves a strategic, organized, and communitywide support system that provides the physical and social infrastructure entrepreneurs need. Such 

programs also connect entrepreneurs to capital, training, and technical assistance needed to start and grow their businesses. Ensuring that entrepreneurs feel 

valued ï by helping them establish relationships and recognizing their successes, for example ï contributes to a communityôs entrepreneurial climate. While 

economic development professionals may consider business creation to be difficult and resource-intensive, the benefits a community reaps from a successful 

entrepreneurship program can be immense. Fostering an entrepreneurial climate can help a community retain local innovation and talent, build and keep wealth in 

the area, and contribute to the communityôs character.  

Á Action 1: Consider incentives targeted toward entrepreneurs and start-ups in order to support new business development and growth in Clearwater. 

SBIR Program 

SBAôs Office of Technology administers the Small 

Business Innovation Research (SBIR) Program and 

the Small Business Technology Transfer (STTR) 

Program. Through these two competitive programs, 

SBA ensures that the nation's small, high-tech, 

innovative businesses are a significant part of the 

federal government's research and development 

efforts. Eleven federal departments participate in the 

SBIR program; five departments participate in the 

STTR program awarding $2 billion to small high-tech 

businesses. www.sba.gov/sbir 
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o The city may also consider establishing a Revolving Loan Fund (RLF) to provide operating capital for small developing companies in Clearwater, 

especially those engaged in targeted sectors such as creative services and information technology. Such enterprises may well constitute a growing 

portion of future business activity and employment in Clearwater. To assist in capitalizing an RLF, the city could apply for a grant from the Economic 

Development Administration (EDA) through the agencyôs Revolving Loan Fund Program. 

o Another approach that may be effective in Clearw0ater is creating virtual incubators by using public funds to subsidize private lease space for 

qualifying small businesses. Such a tool offers the advantage of both supporting small business development as well as filling vacant office space. 

Á Action 2: Work with Pinellas County, USF, SCORE Clearwater, area chambers, and other business assistance partners, to create a strategic marketing plan 

for publicizing entrepreneurship assets available in Pinellas County and the region. 

Ā STRATEGY 4.3: Market Clearwater to local and regional businesses in target industries.  

 Distinguishing your community from others is the goal of marketing for 

economic development. To compete for new business, Clearwater must 

position itself and differentiate itself not only from the other communities 

in the Tampa Bay Area, but the thousands of communitiesðboth in the 

United States and abroadðthat compete for business locations and 

expansions. If Clearwater has the same qualities as its competitors, 

companies do not have a reason to choose it over other places. 

Clearwater needs to continue to increase its visibility in order to 

diversify its economic base and attract more high-wage jobs. The city 

and its partners should work toward creating an awareness of 

Clearwater as not only a great place to live and vacation, but also an 

excellent location to do business.  

As with all successful marketing, economic development campaigns 

must be focused on clearly defined targets. The primary audiences for 

the Cityôs marketing efforts are: 

¶ regional business leaders that can influence business location 

decisions 

Proposed target industries

Industries well-suited for Clearwater's capacity and potential

a workforce 
environment with

higher skills
will be an entry-level 
requirement for the 

growth industries of the 
coming decade

High-tech 
electronics & 

instruments

Professional 
services

Applied 
Medicine & 

Human 
Performance

Business, 
Financial, & 

Data 
Services

Finance & 
insurance

Marine & 
environmental 

activities

Software
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¶ key allies, such as state and regional economic development organizations and institutions of higher education 

¶ members of the media 

¶ site location consultants 

¶ decision-makers at companies within the target industries  

Choosing appropriate target industries is as much an art as it is a science. Our economic assessment analyzed demographic and economic factors affecting the 

region. Our analysis revealed that the regionôs economic base remains highly dependent on property tax revenues. In addition to the target sectors recommended 

by SRI for the region, TIP suggests Clearwater work to attract businesses and entrepreneurs involved in Software, Professional Services, and Finance & 

Insurance. 

Á Action 1: Support and participate in regional economic development marketing activities. 

o Continue participating in the Tampa Bay Partnership marketing committee. 

o Regularly participate in marketing events organized by the Tampa Bay Partnership, such as call trips, trade shows, and conferences. 

Á Action 2: Build awareness among decision-makers in additional target industries recommended by TIP (Software, Professional Services, Finance & 

Insurance). 

o Compile and maintain resource information for each local target industry sector. 

o Join trade or industry associations for each target industry sector. 

o Attend selected industry association events and conferences. 

o Leverage tourism marketing for talent attraction, entrepreneurship, and economic development. (See Strategy 4.4, Action 2.)  

Á Action 3: 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 maintain 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 quarterly e-newsletter to local businesses, regional public officials, site selectors, real estate developers, investment 

prospects, and other key stakeholders. 

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

o Periodically host luncheons that showcase specific assets, such as available land and buildings or new projects. 

o Offer assistance to aggressively market developersô and land ownersô properties and buildings to future tenants. 

Á Action 4: Establish a prospect management system. 

o Formalize the process by which prospects can indicate interest, receive information packets, visit Clearwater, and apply for relocation assistance. 

o Post a digital form on the city economic development website allowing prospects to request an information packet, set up a visit and tour, and 

indicate interest in locating in the community. 

o Create a standard information packet that is provided to prospects. 

Á Action 5: Pursue new investment from companies in the region seeking to consolidate facilities to the area. 

o Visit with existing businesses in Clearwater that operate facilities outside of the city. 

o Determine whether consolidation is a possibility and offer to assist in relocating outside operations to Clearwater. 

o Meet with executives of Tampa Bay-based companies to present the benefits of Clearwater as a location for future expansion or for consolidation of 

outside facilities/operations. 

o Monitor Tampa Bay regional news outlets for reports of consolidation and expansion. 

Á Identify economic trends, which companies are expanding and contracting in terms of employment and facilities, where satellite facilities 

are, and how their supply chains are structured. 

o Engage new partners for lead referral. Specific candidates include local and regional construction firms, real estate brokers, banks and service firms 

(legal and accounting), regional industry associations, and area colleges and universities. 
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Ā STRATEGY 4.4: Raise Clearwaterõs profile regionally and nationally. 

The primary purpose of traditional economic development marketing is to generate interest from companies with expansion or relocation plans. However, given 

the current environment in which many skilled professionals are selecting place first and job second, the marketing campaign should also attract individuals to the 

region. To do so, Clearwater and its partners will need to differentiate the Tampa Bay Area from its competitors and provide focus to the communityôs efforts. 

Clearwaterôs well-known beaches and significant tourism industry is an exceptional asset for talent-attraction marketing. Not only is Clearwater a popular 

destination among domestic tourists, it is also a popular getaway for Canadian and European families to vacation and/or buy second homes. To the extent that 

Clearwater already boasts and international reputation, the community has an exceptional platform from which to engage visitorsðwhether in town for business or 

pleasureðin a conversation about the benefits of doing business in Clearwater. Conventions and conferences hosted locally are also an excellent opportunity to 

engage talented professionals in a conversation about how they can pursue their careers, start a company, or relocate an existing business, to the city. 

Á Action 1: Leverage tourism marketing for talent attraction, entrepreneurship, and economic development. 

o Identify a complementary theme for tourism attraction, business recruitment, and talent attraction. 

Á Action 2: Establish an aggressive conference and convention strategy linked to target sector opportunities. 

o Coordinate the targeting of specific businesses and organizations for holding conferences and symposia in Clearwater Beach. 

o Request that city economic development staff attend certain conferences and meetings to market Clearwater to representatives of the target sectors. 

o To supplement city staff, establish a local volunteer program through which local business professionals and/or retired entrepreneurs could market 

Clearwater asset to conference attendees.  

o Create a brief profile and coherent and coordinated marketing message to assist staff and volunteers in promoting Clearwaterôs positive aspects. 

o Create a formal mechanism through which the volunteers could refer potential business relocation leads. 

Á Action 3: Influence the image of Clearwater portrayed on the Web and through social media. 

o Assume ownership of Clearwaterôs entry on Wikipedia. Regularly update the information and data with references. 

o Redesign the Facebook page for the City of Clearwater. Join other Clearwater-related Facebook groups to influence content. 

o Create a Twitter account to update and inform businesses and residents of new announcements, upcoming events, and salient issues.  
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GOAL FIVE: TALENT AND PLACE 

Improve the existing amenities in Clearwater and continue to invest in cityôs infrastructure and people. 

Quality of place is relevant to economic development to the extent that it strengthens a communityôs 

ability to attract and retain talent. With scenic beaches, a desirable climate, and a variety of attractions, 

Clearwater already boasts amenities that would be envied by most communities. In fact, a common 

theme that emerged throughout the focus groups conducted by TIP was the tendency for visitors to 

decide to relocate to Clearwater after first visiting as tourists. Not only do individuals relocate after having 

a positive experience in Clearwater, but they also bring their companies and families with them after 

deciding to make the move to Clearwater.  

Increasingly, private employers rely on the skills and talent of their workforce to retain or gain a 

competitive advantage. Companies have discovered that one way to tap into talented workers is by 

locating operations in communities with a strong sense of place. This is because communities offering a 

multitude of amenities are the ones attracting many of todayôs skilled and talented workers. Likewise, a 

community that is attractive to talent will in turn be more likely to attract companies. Cities and regions 

now must compete not only to attract businesses, but also the talent that will support those businesses. 

Having employers in the region is no longer enough to attract talent: communities must also focus on the 

quality-of-place amenities that matter to workers. A company will be less likely to locate where workers 

are unwilling to live.  

Clearwater should promote its existing assets and make strategic investments that will ensure its ability 

to attract a skilled workforce in the future. The basic building blocks essential for attracting, engaging, 

and developing talent include, but are not limited to: (1) physical infrastructure and amenities; (2) 

educational and workforce development resources; (3) leadership and professional development 

opportunities; and (4) a broader awareness of the community within the region and beyond it (marketing).  

Ā STRATEGY 5.1: Maintain and expand the cityõs transportation infrastructure. 

The success of the recommendations outlined above will depend on the availability of the necessary transportation infrastructure. While investments are already 

being made to US 19, the primary north-south thoroughfare, Gulf to Bay Boulevard currently presents a barrier to growth in the western part of the city. As the 

primary east-west route, it is important that improvements be made to reduce congestion, improve aging infrastructure, and create more favorable conditions for 

Redefining Place 

Much has been written about the importance of 

quality of life to the site selection process. 

Communities throughout the nation have positioned 

themselves by touting their advantages in this 

regardðgood schools, safe streets, pleasant 

weather. We agree these factors are important. We 

take issue only with the narrowness of the focus. 

Quality of life assumes that everyone thrives in the 

same environment and is attracted to the same 

amenities. It assumes that current residentsô view of 

what makes a community would be shared by all. 

By contrast, quality of place considers what is 

attractive to a range of residents, both old and new. 

The idea of quality of place accommodates growth 

and recognizes the benefits of change. It recognizes 

that one personôs ñgood place to raise a familyò might 

translate into anotherôs ñthereôs nothing to do in this 

town.ò Quality of place is about providing options, not 

just for current residents, but for those who will be 

residents in the future. 
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commuters that work in the downtown. This improvement is especially 

relevant in light of Goal 1, Strategies 1-3, which focus on increasing the 

density of employment downtown and making the commercial properties 

more desirable for commercial tenants. Commute times cannot be 

overlooked as a decision-maker for companies making site-selection 

decisions. Clearwater serves an employment center within the Tampa 

Bay metro area, generating more daily inbound traffic than outbound 

traffic. In 2008, Clearwater was home to approximately 20,000 more jobs 

than employed residents and according to the US Census Bureauôs 

Local Employment Dynamics (LED) database, Clearwater draws most of 

its inbound commuters from Pinellas County and north along the coast. 

Relatively fewer workers commute into Clearwater from the east side of 

the bay. The cityôs high daytime employment population is also amplified 

by the tourists and visitors it attracts to Clearwater Beach. 

Like a strong public school system, physical infrastructure does not enter 

the economic development conversation until it becomes a barrier to 

future growth. Maintaining and improving infrastructure must be a 

consistent effort because it is a fundamental, requisite investment in the 

cityôs future. To maintain the quality of place that has attracted new 

residents and businesses to Clearwater, the city should support 

infrastructure improvements geared towards greater transportation 

connectivity both within the city and with the Tampa Bay Area.  

Á Action 1: Continue planning and investing in local road infrastructure, especially east-west thoroughfares. 

Á Action 2: Advocate for long-term development of a regional light rail system with a stop in Clearwater and include transit-oriented development opportunities 

in all planning efforts. 

Á Action 3: Support expanded commercial air service at TIA. 

Á Action 4: Evaluate the need for additional city-owned maritime facilities to support commercial development, tourism, and visitor attraction. 

Clearwater's labor shed
Where people live who work in Clearwater

SOURCES:   U.S. Bureau of the Census, Local Employment Dynamics (LED) database, 2008
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Ā STRATEGY 5.2: Continue enhancing public amenities and aesthetics. 

Many Clearwater business owners and professionals stated their interest in preserving and expanding the cityôs parks, recreational facilities, and natural 

amenities. Not only is this a strong value held within the community, it also makes economic development sense. Communities across the country clearly 

recognize the importance of recreation, parks, and preserved natural resources in their ability to make themselves more attractive to talented workers and new 

businesses. In addition, hosting large recreational athletic events such as youth soccer and adult softball tournaments at city facilities presents valuable 

opportunities to expose Clearwater to outside business owners, executives, and professionals. 

Á Action 1: Continue city-wide beautification efforts, such as improvements made along Cleveland Street and Gulf to Bay Boulevard. 

Á Action 2: Maintain and enhance city parks and recreational facilities. 

Á Action 3: Work with private developers and building owners to promote visually appealing construction and landscaping that is consistent with city standards. 

Á Action 4: Explore opportunities to develop new professional and recreational sports facilities. 

o One idea mentioned is a privately developed sports complex associated with Bright House Networks Field. 

Á Action 5: Continue enhancing and expanding the cityôs public harbor marinas. 

Ā STRATEGY 5.3 Support regional partners in workforce development, attraction, and retention efforts. 

Even with todayôs high unemployment levels, employers continue to report difficulty finding workers, particularly in technical occupations. Documenting regional 

skillsets and identifying training gaps is just one benefit of a workforce-focused approach to economic development. In addition to addressing employersô needs, a 

solid understanding of the regional labor market is an essential foundation for a talent management strategy. During the course of an individualôs career, he or she 

will most likely move through a series of jobs, often across multiple industries. As a result, understanding what skills are transferable and ensuring a range of 

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 enhance local workforce development efforts. A smaller share of Clearwaterôs population is enrolled in 

school compared to the region, state, and nation. The largest disparity is seen in the elementary school level. In all, 19 percent of Clearwater residents are likely 

enrolled in school. This compares to 26 percent for the nation. Educational attainment in Clearwater is on par with statewide patterns and very near national 

levels. The city should continue to work with the WorkNet Pinellas and regional educational institutions  (i.e., Pinellas County Schools, SPC, USF) to identify 

partnership opportunities related to the recruitment and development of a talented and diverse workforce. In addition, the partners should continue to focus on 

raising educational attainment levels and improving career opportunities for local residents. 
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Á Action 1: Encourage private-sector involvement in education and workforce.  

o Establish a business-education task force to initiate 

an ongoing mechanism for business, education, 

and workforce training leaders to discuss mutual 

challenges and generate ideas and solutions. 

o A well-known and respected business or education 

leader should be identified by the core team to chair 

the task force. 

o The chair should take the lead in recruiting and 

assembling the members of the task force. 

o Develop a work program that identifies strategies to 

address broad issues (such as the availability and 

marketing of adult education and vocational 

programs that are currently available to local 

residents), as well as specific needs, (such as rising 

drop-out rates among Clearwater residents). 

Á Action 2: Leverage St. Petersburg College (SPC). 

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

o Work with SPC to identify experienced business professionals to support faculty. 

o Engage in cooperative marketing with SPC, USF, and other higher education institutions in Pinellas County. 

Á Action 3: Market the value of higher education to residents. 

o Work with UFC, SPC, other area post-secondary institutions, and Pinellas County Schools to develop strategies for marketing the value of higher 

education to Pinellas County residents. 

Current enrollment status of the population

SOURCES:   U.S. Census Bureau (American Community Survey, 2009)
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Ā STRATEGY 5.4: Create opportunities for leadership training, professional development, and networking. 

Nurturing and attracting talent is perhaps the most fundamental issue for creating long-term, sustainable economic vitality. The concept of talent means more than a 

skilled workforce. It means recruiting and cultivating people with the education, experience, and interest in helping the community remain competitive in an increasingly 

global economy. Such a talent pool includes groups as diverse as students, retirees, and entrepreneurs. The concept of talent also means ensuring that the employees 

and companies that have been responsible for a communityôs growth continue to see a reason to remain in the area. Ultimately, to be successful in the escalating war 

for talent, a community must engage young professionals with area employers, with the community, and with each other.  

Young professionals ï generally defined as ages 25 to 40 ï are educated, energetic, and mobile. Because firms locate where the talent is, a communityôs economic 

growth hinges largely on its ability to retain and attract young professionals. Demographically, Clearwater is at a disadvantage in this arena: only 36 percent of 

Clearwater's residents are under the age of 35 (compared with 47 percent in the US overall). At the opposite end of the age spectrum, Clearwater has a higher share 

of seniors (20 percent) in its resident population than the US 

average overall (13 percent). 

According to interviews, young professionals in Clearwater feel 

outnumbered by the older population locally and also do not find 

that programs like Emerge Tampa Bay meet their needs. The 

Young Professionals Association created in association with the 

Clearwater Chamber three years ago, which now boasts 135 

members, is an excellent opportunity for young professionals in 

Clearwater to meet one another and network with other community 

leaders. Leadership development opportunities, professional skills 

training workshops, and other activities sponsored by the city, 

chamber, and Young Professionals Association will help to connect 

young professionals a sense of community among one another and 

will reinforce their connection to Clearwater.  

Á Action 1: Support the Young Professionals Association. 

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

Á Action 3: Promote internship and apprenticeship programs for university students. 

Population distribution by age

Clearwater relative to the benchmarks

Youth (0-19) Young adults (20-34) Experienced work ing age (35-64) Seniors (0-19)

100% 100%

90% 90%

80% 80%
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60% 60%
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40% 40%

30% 30%

20% 20%

10% 10%

0% 0%

SOURCES:   U.S. Census Bureau (American Community Survey, 2009)
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IMPLEMENTATION 
The following matrix combines all the goals, strategies, and actions in a single table. It also includes potential partners and allies as well as a recommended time 

horizon for implementation. The purpose of the implementation matrix is to provide a graphic representation when the actions should realistically be implemented and 

the most appropriate organizations to carry them out. 

ACTIONS 
RESPONSIBLE 

PARTIES 

TIMEFRAME 

Ongoing 
0 to 6 

months 
6 to 12 
months 

1 to 2 
years 

3 to 5 
years 

6 to 10 
years 

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 encourage higher-wage employment in strategic locations. 

Action 1: Establish a new overlay district to encourage new Class A office 

developments along US-19. 
City of Clearwater    Â   

Action 2: Consider applying the employment center overlay to the areas 

between Gulf to Bayand Drew Street appropriate for higher intensity 

commercial office development. 

City of Clearwater    Â   

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

commercial office development on sites currently occupied by strip center 

retail, RV parks, and mobile homes parks. 

City of Clearwater    Â   

Action 4: The city could collaborate with neighboring jurisdictions on the 

preparation of a US 19 corridor study.  
City of Clearwater     Â  

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

Action 1: Create a technology infrastructure grant program. City of Clearwater    Â   

Action 2: Support the development and attraction of software firms to 

Clearwater. 

City of Clearwater, 

Pinellas County ED 
Â      

Action 3: Assist in organizing a local software council. 

City of Clearwater, 

Clearwater Chamber 

of Commerce, 

existing software 

firms 

  Â    
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ACTIONS 
RESPONSIBLE 

PARTIES 

TIMEFRAME 

Ongoing 
0 to 6 

months 
6 to 12 
months 

1 to 2 
years 

3 to 5 
years 

6 to 10 
years 

STRATEGY 1.3: Create a medical overlay district to encourage new healthcare sector development and employment in the area surrounding Morton Plant Hospital. 

Action 1: Establish a medical overlay district in the neighborhoods 

surrounding the Morton Plant Hospital. 
City of Clearwater    Â   

Action 2: Promote and expand the Clearwaterôs growing healthcare 

sector. 

City of Clearwater, 

Pinellas County ED 
Â      

Action 3: Target companies included in SRIôs Applied Medicine & Human 

Performance target industry cluster. 

City of Clearwater, 

Pinellas County ED, 

Tampa Bay 

Partnership 

Â      

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

Action 1: Investigate the long-term feasibility of converting Clearwater 

Executive Golf Course to an Industrial, Research and Technology District. 
City of Clearwater     Â  

Action 2: Investigate the feasibility of combining adjacent city-owned parcels 

and facilities in the industrial park into a single site capable of accommodating a 

major industrial expansion or relocation. 

City of Clearwater    Â   

Action 3: Evaluate other non-industrial sites in the city appropriate for 

converting existing zoning to IRT. 
City of Clearwater Â      

Action 4: Protect existing industrial land in the city from converting to other 

uses. 
City of Clearwater Â      

Action 5: Consider providing incentives to property owners or business to 

assist in rehabilitating/updating old facilities. 
City of Clearwater    Â   

STRATEGY 1.5: Evaluate the cityõs development review and approval process to make the procedures and requirements more business friendly. 

Action 1: Work with representatives of the local business and 

development community to gather input on the development review 

process. 

City of Clearwater Â      
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ACTIONS 
RESPONSIBLE 

PARTIES 

TIMEFRAME 

Ongoing 
0 to 6 

months 
6 to 12 
months 

1 to 2 
years 

3 to 5 
years 

6 to 10 
years 

Action 2: Have Planning Department personnel internally review 

development review procedures and requirements to identify areas where 

the process can be improved. 

City of Clearwater  Â Â    

Action 3: Identify regional benchmarks to assess areas where permitting 

process can be improved. 
City of Clearwater  Â Â    

Action 4: Consider adopting a fast-track permitting process as an 

economic development incentive. 
City of Clearwater  Â Â    

Action 5: Revise the cityôs development code to include acceptable 

recommendations for improving the development review and approval 

process. 

City of Clearwater    Â   
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ACTIONS 
RESPONSIBLE 

PARTIES 

TIMEFRAME 

Ongoing 
0 to 6 

months 
6 to 12 
months 

1 to 2 
years 

3 to 5 
years 

6 to 10 
years 

GOAL 2: INVESTMENT CLIMATE 

Develop the policies and tools to compete for new private investment and jobs. 

STRATEGY 2.1: Adopt a formal incentives policy. 

Action 1: Determine incentives to be offered. Consideration should be 

given to a broad range of both financial and non-financial incentives which 

are available to the city. 

City of Clearwater    Â   

Action 2: Determine thresholds that will trigger incentives and recapture 

provisions. 
City of Clearwater    Â   

Action 3: Once a policy is in place, actively promote the availability of 

incentives. 
City of Clearwater    Â   

STRATEGY 2.2: Use incentives and other tools to encourage desired development. 

Action 1: Streamline existing development review and approval processes 

for those projects that achieve infill and redevelopment goals. 
City of Clearwater   Â    

Action 2: Identify and promote other incentives and tools, such as PACE 

Bonds that could facilitate development in desired areas. 
City of Clearwater   Â Â   

Action 3: Work with local lenders to ensure that adequate financing 

options are available to support infill and redevelopment projects. 
City of Clearwater  Â Â    

Action 4: Explore options such as sale-leaseback arrangements for public 

participation in selected infill or redevelopment projects. 
City of Clearwater   Â Â   
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ACTIONS 
RESPONSIBLE 

PARTY 

TIMEFRAME 

Ongoing 
0 to 6 

months 
6 to 12 
months 

1 to 2 
years 

3 to 5 
years 

6 to 10 
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. 

Action 1: Maintain an inventory of the types of businesses already in the 

community, as well as new locations and expansions. 

City of Clearwater, 

Pinellas County ED, 

Clearwater Chamber 

Â      

Action 2: Install and utilize a customer relationship management (CRM) 

software system for maintaining the business inventory and managing the 

cityôs relationships with local businesses. 

City of Clearwater, 

Pinellas County ED, 

other cities 

  Â    

Action 3: Administer a regularly scheduled employer survey. 
City of Clearwater, 

Pinellas County ED 
Â      

Action 4: Produce an annual report of BRE activities and employer survey 

results. 
City of Clearwater Â      

STRATEGY 3.2: Refine the Clearwater business visitation program. 

Action 1: Evaluate the existing business visitation program and make 

necessary changes to optimize the process. 
City of Clearwater  Â     

Action 2: Support SRI Internationalôs 2010 recommendation to initiate a 

coordinated region-wide BRE outreach and assistance program. 

City of Clearwater, 

Pinellas County ED, 

other cities 

 Â     

Action 3: Create regular business forum. 

City of Clearwater, 

Pinellas County ED, 

Clearwater Chamber 

  Â    
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ACTIONS 
RESPONSIBLE 

PARTY 

TIMEFRAME 

Ongoing 
0 to 6 

months 
6 to 12 
months 

1 to 2 
years 

3 to 5 
years 

6 to 10 
years 

STRATEGY 3.3: Increase staffing for BRE activities. 

Action 1: The city should commit resources to hiring one full-time staff 

person to contribute to Clearwaterôs business retention and expansion 

activities. 

City of Clearwater  Â     
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ACTIONS 
RESPONSIBLE 

PARTY 

TIMEFRAME 

Ongoing 
0 to 6 

months 
6 to 12 
months 

1 to 2 
years 

3 to 5 
years 

6 to 10 
years 

GOAL 4: BUSINESS DEVELOPMENT 

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

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

Action 1: Encourage local companies to work with the SBDCs at Pinellas 

County and the University of South Florida ï St. Petersburg to pursue 

federal grants to support innovation. 

City of Clearwater, 

Pinellas County 

SBDC, USF 

Â      

Action 2: Assist companies in identifying other sources of technical 

assistance, such as the Florida Manufacturing Extension Partnership. 

City of Clearwater, 

Pinellas County 

SBDC, USF 

Â      

Action 3: Support SRIôs recommendation to build a regional innovation 

entrepreneurship ecosystem and actively participate in working group 

efforts. 

City of Clearwater, 

Pinellas County 

SBDC, USF 

   Â Â  

Action 4: Become an affiliate member of the Tampa Bay Technology 

Forum. 
City of Clearwater   Â    

STRATEGY 4.2: Promote entrepreneurship and small business development. 

Action 1: Consider incentives targeted toward entrepreneurs and start-ups 

in order to support new business development and growth in Clearwater. 
City of Clearwater    Â   

Action 2: Create a strategic marketing plan for publicizing 

entrepreneurship assets available in Pinellas County and the region. 

City of Clearwater, 

Pinellas County, USF, 

SCORE Clearwater, 

area chambers, and 

other business 

assistance partners 

   Â   
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ACTIONS 
RESPONSIBLE 

PARTY 

TIMEFRAME 

Ongoing 
0 to 6 

months 
6 to 12 
months 

1 to 2 
years 

3 to 5 
years 

6 to 10 
years 

STRATEGY 4.3: Market Clearwater to local and regional businesses in target industries. 

Action 1: Support and participate in regional economic development 

marketing activities. 
City of Clearwater Â      

Action 2: Build awareness among decision-makers in additional target 

industries recommended by TIP (Software, Professional Services, 

Finance & Insurance). 

City of Clearwater    Â   

Action 3: Build awareness among corporate site selectors. City of Clearwater    Â   

Action 4: Establish a prospect management system. City of Clearwater    Â   

Action 5: Pursue new investment from companies in the region seeking to 

consolidate facilities to the area. 
City of Clearwater    Â   

STRATEGY 4.4: Raise Clearwaterõs profile regionally and nationally. 

Action 1: Leverage tourism marketing for talent attraction, 

entrepreneurship, and economic development. 

City of Clearwater, 

CVB, Clearwater 

Chambers 

  Â    

Action 2: Establish an aggressive conference and convention strategy 

linked to target sector opportunities. 

City of Clearwater, 

CVB, Clearwater 

Chambers, local 

hotels 

  Â    

Action 3: Influence the image of Clearwater portrayed on the Web and 

through social media. 

City of Clearwater, 

CVB, Clearwater 

Chambers 

 Â     
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ACTIONS 
RESPONSIBLE 

PARTY 

TIMEFRAME 

Ongoing 
0 to 6 

months 
6 to 12 
months 

1 to 2 
years 

3 to 5 
years 

6 to 10 
years 

GOAL 5: TALENT AND PLACE 

Improve the existing amenities in Clearwater and continue to invest in cityôs infrastructure and people. 

STRATEGY 5.1: Maintain and expand the cityõs transportation infrastructure. 

Action 1: Continue planning and investing in local road infrastructure, 

especially east-west thoroughfares. 

City of Clearwater, 

Pinellas County, MPO 
Â     Â 

Action 2: Advocate for long-term development of a regional light rail 

system with a stop in Clearwater and include transit-oriented development 

opportunities in all planning efforts. 

City of Clearwater, 

regional allies 
     Â 

Action 3: Support expanded commercial air service at TIA. 
City of Clearwater, 

regional allies 
Â      

Action 4: Evaluate the need for additional city-owned maritime facilities to 

support commercial development, tourism, and visitor attraction. 
City of Clearwater     Â  

STRATEGY 5.2: Continue enhancing public amenities and aesthetics. 

Action 1: Continue city-wide beautification efforts, such as improvements 

made along Cleveland Street and Gulf to Bay Boulevard. 
City of Clearwater Â      

Action 2: Maintain and enhance city parks and recreational facilities. City of Clearwater Â      

Action 3: Work with private developers and building owners to promote 

visually appealing construction and landscaping that is consistent with city 

standards. 

City of Clearwater, 

development 

community 

Â      
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ACTIONS 
RESPONSIBLE 

PARTY 

TIMEFRAME 

Ongoing 
0 to 6 

months 
6 to 12 
months 

1 to 2 
years 

3 to 5 
years 

6 to 10 
years 

Action 4: Explore opportunities to develop new professional and 

recreational sports facilities. 

City of Clearwater, 

sports organizations 
    Â  

Action 5: Continue enhancing the cityôs public harbor marinas. City of Clearwater Â      

STRATEGY 5.3: Support regional partners in workforce development, attraction, and retention efforts. 

Action 1: Encourage private-sector involvement in education and 

workforce. 

Education & business 

community 
   Â   

Action 2: Leverage St. Petersburg College (SPC). 
Education & business 

community 
Â      

Action 3: Market the value of higher education to residents. 
Education & business 

community 
    Â  

STRATEGY 5.4: Create opportunities for leadership training, professional development, and networking. 

Action 1: Support the Young Professionals Association. 
City of Clearwater, 

Clearwater Chamber 
   Â   

Action 2: Create opportunities for young professionals to network with 

industry leaders in Clearwater area businesses. 

City of Clearwater, 

Clearwater Chamber 
   Â   

Action 3: Promote internship and apprenticeship programs for college 

students. 

Education & business 

community, City of 

Clearwater, 

Clearwater Chamber 

   Â Â  
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PERFORMANCE METRICS 
An important piece of any strategic plan is developing the metrics by which the success of the planôs implementation will be measured and tracked. While it is difficult 

to directly connect the success of any plan to specific statistic (e.g., median household income), tracking some indicators provides a general understanding of the 

relative economic vitality of Clearwater. The metrics outlined below are intended to reflect the overall success of Clearwaterôs economy. Moreover, the proposed target 

for each metric is intended to be reached once the plan is fully implemented. For example, it is not realistic to expect 100k-200k of new and updated office space to be 

added in the first couple of years. It will take some time for the outcomes of the land use, incentives, business retention, and marketing actions in the plan to be 

realized. Additionally, new investments and jobs are likely to occur in Clearwater without the cityôs assistance. These successes should still be counted toward the 

targets as they contribute to the cityôs overall economic vitality. Finally, the cityôs ability to track, record, store, count and report this data will depend on its staffing and 

internal systems capacity.  

SUGGESTED METRIC TARGET DATA SOURCE 

New and updated Class A office space 
100,000-200,000 sq. ft. per 

year 

Business interviews, surveys, media, and 

business license records 

Office occupancy rate 90% 
Regional commercial office brokerage 

(e.g., CB Richard Ellis) 

Greater tax base diversification (increased commercial share of revenues) 
Improvement from historical 

trends 
City tax data 

Amount of new business investment 
Improvement from historical 

trends 

Business interviews, surveys, media, and 

business license records 

Number of new businesses formed/attracted in target sectors 30/year 
Business interviews, surveys, media, and 

business license records 

Number of jobs resulting from new business formation and attraction in target sectors 250/year 
Business interviews, surveys, media, and 

business license records 

Median wages of new jobs created 
125% of median wage for 

MSA 

Business interviews, surveys, media, and 

business license records 

Number of companies assisted (start-ups) 10/year City 

Population over 25 with a Bachelor's degree or higher US rate 
U.S. Census - American Community 

Survey 
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APPENDIX A: ECONOMIC ASSESSMENT 
To provide a common framework for our recommendations, TIP began by 

compiling demographic and economic data on Clearwater compared to the 

Tampa Bay MSA, the state of Florida, and the nation. The purpose is to 

understand Clearwaterôs relative economic position and highlight its 

competitive advantages and disadvantages. 

About the data 

We based our findings on the following elements: 

Á A review of relevant studies, plans, and other material provided by 

the City of Clearwater and others; 

Á A review of economic and demographic data from primary and 

secondary sources, including the US Census Bureau, the Florida 

Agency for Workforce Innovation, the US Bureau of Labor 

Statistics, and Economic Modeling Specialists Inc. (EMSI). 

The data and analysis is organized within five categories: demographics, migration and mobility, income and housing, economy, and workforce. 
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DEMOGRAPHICS 

Figure 1 

 

Clearwater has maintained a relatively stable population since 2000.  

With little vacant land available for development, the era of explosive population growth has closed. By necessity, growth opportunities will be centered on infill 

development and redevelopment.  

Population

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

Figure 2 

 

US population growth hovers around 1 percent annually. 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. 

Population growth 

+2.4% +2.4%
+2.2% +2.2%
+2.0% +2.0%
+1.8% +1.8%
+1.6% +1.6%
+1.4% +1.4%
+1.2% +1.2%
+1.0% +1.0%
+0.8% +0.8%
+0.6% +0.6%
+0.4% +0.4%
+0.2% +0.2%

+0% +0%
-0.2% -0.2%
-0.4% -0.4%
-0.6% -0.6%
-0.8% -0.8%
-1.0% -1.0%
-1.2% -1.2%
-1.4% -1.4%

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

Figure 3 

 

Within the Tampa Bay Metropolitan Statistical Area, only Pinellas County was estimated to have lost population during the 2000-09 period. This contrasts to the 

healthy growth experienced by the greater metro area and the state of Florida.  

REGIONAL POPULATION GROWTH, '00-'09

-1.4%

30.3%

19.1%

35.8%

14.3%
15.5%

-5%

0%

5%

10%
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25%

30%

35%

40%

Pinellas Co. Hernando Co. Hillsborough Co. Pasco Co. Metro Area Florida

SOURCE: U.S. Census Bureau
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DEMOGRAPHICS 

Figure 4 

 

A quick comparison of demographic indicators shows that Clearwater has a relatively low homeownership rate compared with MSA, state, or national averages. 

Clearwater has a higher percentage of primary English speakers and a lower share of primary Spanish speakers than region, state, or nation.  

Demographic comparison

Ancestry, homeownership, military service, language, & citizenship

Family origins

Ireland |||||||||||||||||||||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||||||||||||||| |||||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||||||||||

Germany ||||||||||||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||||||||| |||||||||||||||||||||||||||||||||||||||||||||||||

Latin America |||||||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||||||||||||||||||| |||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||| |||||||||||||||||||||||||||||||||||||||||||||||

England ||||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||||| ||||||||||||||||||||||||| |||||||||||||||||||||||||||

Africa |||||||||||||||||||||||||||||| |||||||||||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||||||||||||||||||||||| |||||||||||||||||||||||||||||||||||||||

Italy ||||||||||||||||||||||||||||| |||||||||||||||||||||||||||| |||||||||||||||||||| |||||||||||||||||

Asia ||||| ||||||||| |||||||| |||||||||||||||

Home

Owner

Renter

Military service

Civilian veteran

Currently in uniform <1% <1% <1%

Primary language

English

Spanish

Other

Citizenship

US-born

Naturalized citizen

Not yet a citizen

NOTE:   "Family origins" is calculated from Census tabulations across multiple categories, including ancestry, race, & ethnicity; "M ilitary service" is calculated on the population age 18 or o lder

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

81% 87%

85% 83% 74% 80%

8%

7% 6% 10% 7%

Clearwater Tampa Bay MSA Florida US

4% 6% 9% 5%

7% 6% 7% 8%

88% 88%

11% 19% 12%

9%

1%

39% 32% 32% 34%

10% 9% 7% 6%

2% 3% 3% 5%

10% 13% 17% 13%

10% 11% 9% 9%

16% 14% 11% 12%

11% 15% 22% 16%

61% 68% 68% 66%

13% 13% 11%

13% 16% 12% 17%
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DEMOGRAPHICS 

Figure 5 

 

Clearwater is also home to an older population than the region, state, and nation. Specifically, it has a smaller percentage of residents below the age of 35 and a 

higher share of senior residents age 65 and older. For instance, about 36 percent of Clearwater's residents are under the age of 35 compared with 47 percent in the 

US overall.  

At the opposite end of the age spectrum, Clearwater has a higher share of seniors (20 percent) in its resident population than the US average overall (13 percent). 

  

Population distribution by age

Clearwater relative to the benchmarks

Youth (0-19) Young adults (20-34) Experienced work ing age (35-64) Seniors (0-19)

100% 100%

0% 0%

Clearwater Tampa Bay MSA Florida US

18%
24% 24% 27%

18%

19% 19%
20%

44%
40% 39%

39%

20% 17% 17% 13%
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MIGRATION & MOBILITY 

Figure 6 

 

Clearwater is an important employment center within the Tampa Bay metropolitan area. It is home to about 20,000 more jobs than it has employed residents, thus 

generating 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 were counted. The actual employment pattern may have been 

more stable than shown here.) 

Sources of inbound and outbound traffic, 2002-2008

SOURCE: U.S. Census Bureau (Local Employment Dynamics Origin-Destination Database)
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MIGRATION & MOBILITY 

Figure 7 

 

Net inbound traffic usually flows into a metropolitan area's central or largest city, and occurs less often in the secondary cities of an urban area. Clearwater is an 

exception to this rule of thumb. 

Net inbound traffic means that a city typically generates a higher daytime population than its official resident population. Add to this a net inflow of tourists and visitors 

to access beaches and leisure activities, and these temporary populations can be even higher. 

Impact of inbound and outbound traffic, 2002-2008

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)
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MIGRATION & MOBILITY 

Figure 8 

 

Clearwater generates net inbound traffic needed to staff jobs in three broad categories (office-using, institutional, and tourism-oriented). The cityôs net inflow of workers 

has declined in recent years for institutional and tourism-oriented jobs but it has remained steadier for office-using jobs.  

Commuter flow trends by general employment type, 2002-2008

office-using jobs (includes information/media, finance/insurance, real estate, professional services, & corporate services)*

institutional jobs (includes healthcare and educational services)

tourism-oriented jobs (includes retail trade, hotels/restaurants/bars, and arts/entertainment/recreation)

*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)
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MIGRATION & MOBILITY 

Figure 9 

According to the US Census Bureauôs Local 

Employment Dynamics (LED) database, Clearwater 

draws most of its inbound commuters from Pinellas 

County and north along the coast. Relatively fewer 

workers commute into Clearwater from the east side of 

the bay. 

Clearwater's labor shed
Where people live who work in Clearwater

SOURCES:   U.S. Bureau of the Census, Local Employment Dynamics (LED) database, 2008
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INCOME & HOUSING 

Figure 10 

 

Clearwater, like the rest of Florida, has been largely developed during the post-WWII era. More than 80 percent of Clearwater's housing stock was erected during the 

40-year period between 1960 and 2000. Housing stocks in tourist-friendly areas often have larger-than-average vacancy rates. With only about 7 of every 10 units 

occupied by full-time residents, Clearwater has a larger vacant stock of housing than either the statewide or national averages. 

Clearwater is less affluent than the region, state, and nation. One-third of Clearwater households earn less than $25,000 a year. INCOME & HOUSING 

Household comparison

Household size, income, and housing stock

Household profile

Persons per HH

Median HH income

Median home value

Affordability ratio*

HH income distrib.

<$25,000 ||||||||||||||||||||||||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||||||||||||||||| |||||||||||||||||||||||||||||||||||||||||| |||||||||||||||||||||||||||||||||||||||

$25,000-$50,000 |||||||||||||||||||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||||||||||||||

$50,000-$75,000 |||||||||||||||||||||||||| |||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||| |||||||||||||||||||||||||||||

$75,000-$100,000 ||||||||||||| |||||||||||||||| ||||||||||||||||| |||||||||||||||||||

>$100,000 |||||||||||||||||||||| ||||||||||||||||||||||| |||||||||||||||||||||||| |||||||||||||||||||||||||||||||

Housing stock

Occupied
Vacant

Age of housing stock

Built since 2000 |||||||| |||||||||||||||||||||||| |||||||||||||||||||||||||||||| |||||||||||||||||||||

1980-1999 ||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||||||||||||||||||||||||||||||||| |||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||||||||||||||||||

1960-1979 |||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||||||||||||||||||||||||||| |||||||||||||||||||||||||||||||||||||||||||||| ||||||||||||||||||||||||||||||||||||||||||||

WWII-1959 ||||||||||||||||||| ||||||||||||||||| ||||||||||||||| |||||||||||||||||||||||||||

Built pre-WWII || |||| ||| ||||||||||||||||||||||

*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 

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)

$39,849
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29% 18% 21%

2.59

17% 19%

16%14%

2.63

$50,221

29% 28%

10% 11% 12%

13%

20%

2% 3% 2% 14%

17%11% 10%

$182,400

4.1

$185,200

3.7

$174,000

4.4

43% 34%

12%

38% 37% 39% 28%

6% 16% 19% 13%

2.47

$44,061

71% 82% 79% 87%

32% 27% 27%

Clearwater Tampa Bay MSA Florida US

15%

$44,736

25%

9%

29% 29% 29% 25%

18% 18%

$166,000

3.8
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INCOME & HOUSING 

Figure 11 

 

Income distributions in Clearwater are generally similar to the nation as a whole, with the exception of two income brackets. Clearwater has a notably higher share of 

households earning between $15,000 and $24,999 and a lower share earning between $75,000 and $149,999. For example, 17 percent of Clearwater households 

earn between $75,000 and $149,999, compared to 24 percent of the nationôs households. 


































