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6 \We intend

to be a city where
the world’s

most innovative
companies thrive
and where our
diverse, dynamic
population
prospers.”

Mayor Kasim Reed
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PREFACE

Atlanta’s symbol is the Phoenix, the legendary bird that rose from the ashes. In Atlanta’s
case, the Phoenix represents the city’s rise following the Civil War; it adorns the City's seal
along with the motto “Resurgens,” which means “rising again.” The Phoenix is an apt symbol
for the city, which has a long and proud history of self-reinvention — a place where entire
industries have been reimagined and where Dr. King’s hopes have been realized in ways few
other American cities can boast of.

Atlanta is the capital and most populous city in the State of

als the cap populous city The Atlanta
Georgia; it is the cultural and economic center of the Atlanta . h
metropolitan statistical area (MSA), the ninth largest MSA in MSA IS home
the United States." The Atlanta MSA is home to almost 5.5 to qlmosl' 55
million people and 150,000 businesses.” More than two-thirds 11

beop | _ _ * million people

of all goods and services produced in Georgia are produced in d
the Atlanta MSA.? The sustainability of the state’s economy, an ]501000
as well as that of the Southeast region — a region of 78 million bUSinesseS.
people — is tightly tied to Atlanta’s success.

Since its founding as “Terminus,” at the intersection of two railroad lines, Atlanta has played a
critical role as a transportation hub. Today, Atlanta boasts the busiest airport in the world with
over 94 million passengers in 2013.% The city’s strength as a hub of passenger transportation has
helped to attract and grow a strong base of Fortune 1000 corporate headquarters, including
Coca-Cola, Turner Broadcasting, Delta, Porsche, Equifax and PulteGroup. It has also fostered
the growth of smaller businesses in the financial technology, health information technology,
global non-profit, logistics, and film/television production sectors, among a host of others.

Today, Atlantaisonce again reinventing itself—as a hotbed of innovation and entrepreneurship,
made possible by the city’s robust knowledge-based economic ecosystem and highly skilled
workforce. The region is home to 66 colleges and universities with 275,000 students. In fact,
Atlanta ranks seventh in student enrollment among America’s largest urban areas, and Forbes
ranked Atlanta as a top 10 city for new college graduates.’

Global access, a low cost of living and doing business, and educational and cultural amenities
all provide a strong foundation for Atlanta’s economy. Atlanta attained international



prominence in the decades following the civil rights movement for its progressive views and
powerful public-private partnerships.

However, Atlanta faces challenging economic headwinds. From 2001 to 2012, the MSA's GDP
per capita fell by 7.2 percent while by the same measure, the average US MSA increased
by 6.5 percent.® The relative weakness of the last decade’s economic performance has
manifested itself in housing values, among other indicators. In 1991 housing prices in the
Atlanta MSA were comparable to national averages; they are now 25 percent lower than
the national average.’

Atlanta’s historic strengths and success in periodic self-
AHG nta 'S reinvention offer a means to reverse these trends. Indeed,
hiSi’O ric resurgence may already be underway: the region’s growth
in GDP since 2009 has outpaced that of both the New
York City and Los Angeles regions, making it the country’s

strengths and

SUcCcess In seventh largest in total GDP. In the coming decades,
periodic se|f— Atlanta’s challenge and its great opportunity will lie in
. |' its ability to capture an appropriate share of regional
reinvention growth: for the region to continue to prosper, its urban
OH:er a means core must thrive as a place to live, work, and do business.®
to reverse these
In an effort to build on strengths and mitigate weaknesses,
trends.

Mayor Kasim Reed, Chair of Invest Atlanta, commissioned
this Economic Development Strategy. It builds on previous
efforts, notably including a 2004 effort called the “New Century Economic Development
Plan,” conceived as an impetus to focus City government on supporting business growth and
development. That Plan contained a set of specific action items; a 2007 audit by the City of
Atlanta’s City Auditor’s Office concluded that the City had completed half the action items
and was progressing well on the remainder. In addition, this strategy builds upon and provides
a framework for advancing the goals detailed in other economic development plans, such as
the Atlanta Regional Commission’s (ARC’s) Regional Economic Competitiveness Strategy, ARC's
Livable Center Initiative, and the City of Atlanta’s Strategic Community Investment Report.

Seeking to build on this progress, Mayor Reed convened a steering committee to guide this effort.
It was comprised of representatives from the Atlanta BeltLine Inc., Central Atlanta Progress, the
Atlanta Housing Authority, Georgia Power, Invest Atlanta and constituencies from around the



city. The result of their work and that of the Invest Atlanta staff and their consultants is this
document, Without Limits: A Three Pillar Strategy for a Resurgent Atlanta Economy.

As with the New Century Economic Development Plan of ten years ago, this strategy
contemplates setting the stage for concrete, implementation-oriented plans. Its principal aim
is to focus public and private entities throughout the city on what needs to be done in order to
achieve sustainable economic growth and maintain Atlanta’s global competitiveness. Success
in constructing the three pillars of the strategy and implementing the recommendations
that compose each pillar will require building a broad collaboration to enhance Atlanta’s
economic future. Deeper analysis and focused action plans will be required. Simply put, this
strategy outlines where the city wants to go and describes why those aspirations are plausible.
Subsequent plans will develop specific and measurable steps needed to get there.



STRATEGY OVERVIEW

This document begins with Mayor Kasim Reed'’s call to action: “Atlanta must be a city where
the world’s most innovative companies thrive and where our diverse, dynamic population
prospers.” Achieving this vision requires a comprehensive understanding of Atlanta’s
competitive position and a commitment to leverage its strengths in order to overcome its
weaknesses. As the authors of this strategy considered how to frame their presentation of
baseline conditions and the recommendations that flow from them, they conceived of the
strategy as a platform from which economic resurgence can spring — a platform built on three

pillars, the building blocks of each are a set of recommendations. The three pillars of this

economic development strategy are:

I PILLAR ONE Solidify Fundamentals

In order to compete for 21st Century talent and businesses, certain prerequisites must be
in place. Economically successful cities are safe, well-managed, well-educated, easy to
traverse, exciting, and attractive. Just as importantly, they are perceived to be all those things
as well. Ensuring balanced growth throughout the city is a central tenet of Mayor Reed’s
administration. Every neighborhood needs to thrive; every individual who wants to and can

work should be well-prepared for the workforce.

1 PILLAR TWO Foster Innovation and Entrepreneurship

Sustainable growth requires innovation and entrepreneurship, which create wealth
opportunities for Atlanta’s residents, enhancing the competitiveness of existing businesses,

and increasing the city’s economic diversity.

I PILLAR THREE Attract, Retain and Grow Investment

Atlanta is already a hub for certain industries, and increasing jobs and productivity in those
sectors is a priority. Atlanta also has the opportunity to foster emerging industries that are

nascent in Atlanta and/or growing elsewhere. By focusing on ways to bring investment and



development to both traditional employment centers and areas of the city that have not
traditionally experienced growth, Atlanta will have a more balanced, stronger economy.

This strategy also recognizes that the city is part of a dynamic metropolitan region. While Atlanta
is at the core, other jurisdictions within the region derive benefit from each other and from being
part of an integrated regional economy. As such, several of the recommendations within this
report transcend governmental jurisdictions and apply to the entire metropolitan area.



WITHOUT LIMITS:
A Three Pillar Strategy for a Resurgent Atlanta Economy

PILLAR ONE
Solidify Fundamentals

RECOMMENDATION 1

Make Atlanta a great place to live.

RECOMMENDATION 2
Align tax regime to address the
fundamentals.

RECOMMENDATION 3
Improve public safety through
community partnerships.

RECOMMENDATION 4
Create a workforce development
ecosystem agenda.

RECOMMENDATION 5
Ensure K-12 education is meeting
employer needs.

RECOMMENDATION 6
Re-establish an economic
development subcabinet.

PILLAR TWO
Foster Innovation and
Entrepreneurship

RECOMMENDATION 7

Promote entrepreneurial connections.

RECOMMENDATION 8
Increase capital for innovation
businesses at every stage.

RECOMMENDATION 9
Enhance the City’s business support
services.

PILLAR THREE
Attract, Retain And Grow
Investment

RECOMMENDATION 10
Convene public-private industry
working groups.

RECOMMENDATION 11

Bolster exports.

RECOMMENDATION 12
Market Atlanta’s strengths.




PILLAR ONE
Solidity Fundamentals



PILLAR ONE
SOLIDIFY FUNDAMENTALS

Economic growth requires certain fundamentals be in place to provide citizens and businesses
with an environment to invest capital and raise families. Further, strong fundamentals allow
cities to minimize the effects of global and national recessions. Atlanta must be — and be
perceived to be — safe, affordable, diverse, well-managed, well-educated, easy to traverse,
exciting, and attractive.

Atlanta has made great strides in improving safety. Atlanta’s crime rate is at its lowest level
since 1969. The crime rate dropped 38 percent from 2000 to 2012, compared to a 12 percent
decrease nationally during the same time period.? The City now has the largest number of
police officers in its history, with 2,000 men and women on the force.”® Atlanta’s continued
investments in public safety are a way to guarantee safe business districts and neighborhoods.

Despite record-breaking decreases in the City’s overall crime rate, however, Atlanta’s violent
and property crime rates remain higher than those of benchmark cities (Boston, Dallas,
Denver, and Seattle, as described in the Methodology chapter). The perception that many
of Atlanta’s neighborhoods are not safe places to raise families and conduct business is a
deterrent to investment in the city by both residents and employers. Atlanta’s efforts such as
the establishment of the Community Oriented Policing Section, which has deployed 50 officers
to build community partnerships, the opening of the Loudermilk Video Integration Center
for centralized surveillance, and the realignment of the Police Department’s beat structure
to improve response times are important steps toward ensuring that all types of crime will
decrease, enhancing the city’s safety for its residents and businesses.
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Figure 1: Part 1 crime rate per 100,000 residents in Atlanta and select peer cities
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Atlanta has improved its financial footing, providing confidence to investors and businesses.
Businesses and investors may be unwilling to place their capital in cities that cannot effectively
manage their own finances. They need confidence that a city has the resources to provide
services during both good and bad times, whether a natural disaster or a global recession.
Over the last five years, the City of Atlanta has grown its reserves from $7.4 million to $138
million, the highest level in the City’s history, driving an improved bond rating of Aa2 and
A1."" Mayor Reed, in collaboration with Atlanta City Council and the City’s employee union,
ushered in pension reform legislation that will save Atlanta $270 million over ten years and
$500 million over 30 years.”” The City has balanced its budget, and has also made critical
investments in infrastructure, without raising property taxes. The current administration is
keenly focused on continuing to make strides in this area.

PROGRESS IN ATLANTA THE ATLANTA BELTLINE

The Atlanta BeltLine will be an interconnected system of public parks, multi-use trails and
transit built alongside historic railroad corridors encircling downtown. Construction is
already underway on the parks and trails components of the BeltLine. Completed portions

on the east side of the city have catalyzed new real estate development. While funding is
still being pursued for subsequent phases of the project, including an innovative light rail
network that will connect 45 neighborhoods, the project recently received an $18 million
grant from the Federal Transit Administration, and Mayor Reed has made implementation
a priority of his administration.

12



Atlanta must become a city recognized nationally for its high quality of life. Atlanta is a
city of distinctive neighborhoods, many of which are well-maintained, offer excellent open
space infrastructure, rich cultural amenities and a high quality of life. Atlanta’s welcoming
environment attracts new talent to the city building a stronger community for all Atlantans.
A rich sports culture includes an embrace of the city’s three major professional teams, two
universities that compete in Division | NCAA athletics, investment in a new football stadium,
and the recently opened College Football Hall of Fame. A robust park and open space system
is found through much of the city; these spaces improve public health, bolster property values,
and attract talent. The BeltLine is the City’s signature investment in beautifying and improving
its public realm. Smaller-scale initiatives such as the “Love Your Block” campaign demonstrate
that Atlantans are passionate about their neighborhoods.

ZEREREEEEEE]
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Atlanta boasts a $300 million arts industry, supporting 9,400 full-time equivalent jobs, anchored
by institutions such as the Woodruff Arts Center, which is home to the Atlanta Symphony
Orchestra, the Alliance Theatre and the High Museum of Art. Atlanta is a culturally rich city
that offers a diverse theater and arts environment, including a variety of exhibitions, events,
concerts, and festivals for citizen enjoyment.”® Continuing to enhance the city’s culture,
art and creative infrastructure is a critical component of a long-term strategy for economic
development aimed at attracting and retaining businesses and residents, especially among
population segments for whom urban living has become increasingly attractive.

13



Atlanta must improve the capacity of its residents to participate in the 21st Century economy.
Atlanta’s residents are highly educated. The city is home to over 20 colleges and universities
and 120,000 students. In addition to being a draw for students, its top tier universities and
research institutions, such as the Georgia Institute of Technology, Emory University, and the
Centers for Disease Control and Prevention help attract a highly educated workforce from
around the world. Compared to the state and nation, Atlanta has a higher share of population
with a bachelor’s, graduate, or professional degree. It is widely recognized, however, that
Atlanta must improve its public K-12 system and provide residents the skills to match the
needs of 21st century employers. A Workforce Development Strategy commissioned by the
Mayor was recently completed and recommended a framework for aligning labor supply with
industry demand to meet the needs of current and prospective employers.

Figure 2: Average Scores on National Assessment of Educational Progress Tests, 8th Grade, 2013
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Transit and infrastructure conditions require attention to ensure access to jobs for those
with limited means. Compared to residents of the benchmark cities of Dallas, Denver, and
Seattle, Atlantans face significantly longer commutes. Unlike each of those cities, Atlanta
has not significantly expanded its regional rail transit network since 2000, a way to enhance
alternatives to auto commuting. The significant costs in time and money of commuting
in Atlanta limits the ability of low-income and captive riders from participating in the
employment opportunities elsewhere in the city and region. Efforts such as Invest Atlanta’s
Comprehensive Housing Strategy, to be completed in 2014, seek to enhance affordable
housing options throughout the city and will be critical to addressing this imbalance.
Additional strategies that either enhance mobility through transportation investments or
attract jobs to affordable neighborhoods will support both local economic development
and alleviate the cost of congestion.

Figure 3: Average Commute Time, 2012
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Also important to the fundamentals are the tools
and infrastructure allowing seniors to age in their
communities of choice. Some of these include
integrating healthcare into neighborhoods, having
a variety of housing options and ensuring transit
access for seniors. The City should continue to
support current efforts while finding ways to expand

on these opportunities.
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PILLAR ONE

Recommendations



RECOMMENDATION 1

Make Atlanta a great place to live.

While the city remains a desirable place to work, it must also compete as a place to live. Approaches
to growing the residential base and bolstering Atlanta’s attractiveness as a place to live might
include modernizing neighborhood, intra-city and regional infrastructure; concentrating new
mixed-income housing at transit nodes, such as MARTA, the streetcar and the BeltLine, which will
connect residents with employment centers throughout the city; and incentivizing publicemployees
to live in the city (perhaps inspired by the Atlanta Police Foundation’s Housing Incentive Program),
among a host of other initiatives for which there are strong national precedents. Since 1994, the
Atlanta Housing Authority has partnered with the private sector to leverage $300 million of public
housing development funds into $2 billion of new investments in mixed-income housing, de-
concentrating poverty, and increasing neighborhood attractiveness.™ In Downtown Atlanta, the
city is taking a mixed approach through the creation of the streetcar system to enhance mobility
and increasing vibrancy through an expanded university presence, among other initiatives.

PROGRESS IN ATLANTA PONCE CITY MARKET

One of the largest buildings in the Southeast is gaining new life in a redevelopment project
billed as the largest adaptive reuse project in Atlanta’s history. Ponce City Market will

revitalize 1.1 million square feet of the historic Sears, Roebuck & Company building, creating
300,000 square feet of retail and restaurants, 450,000 square feet of Class A loft office
space and 260 residential units adjacent to the Atlanta BeltLine. Jamestown Properties, the
developer of Ponce City Market, purchased the property from the City of Atlanta in 2011.

EXAMPLE REVITALIZATION OF CENTER CITY PHILADELPHIA

In the early 1990s, Center City Philadelphia was widely viewed as dirty, dangerous, and,
after office workers left for the day, empty. Through a multifaceted and coordinated effort
by city agencies and the Center City District (CCD), a business improvement district, the
neighborhood has been transformed. Intensive marketing, signage, cleaning, greening,
and safety programs by CCD have made the area more attractive for residents, and a ten-
year property tax abatement on new construction has led to a boom in the development
of both residential and commercial property in the area. The growth in the residential
population that followed (a 26 percent increase from 1991 to 2011) helped support a four-
fold increase in fine dining establishments as serious crimes in the neighborhood fell by
half. The benefits associated with the revitalization of Center City have spilled over into
other neighborhoods, broadening the appeal of urban living throughout the City.

17



RECOMMENDATION 2

Align tax regime to address the fundamentals.

New programs and infrastructure to solidify fundamentals will require creative funding
approaches without further burdening businesses or residents. Atlanta’s Tax Allocation District
(TAD) program is one method for financing economic development projects without relying
on the State or additional local sources of revenue. Through a $170 million TAD investment
in parking, roads, utilities, and environmental remediation at Atlantic Station, Invest Atlanta
helped catalyze 20 million square feet of new development that has supported 15,000
permanent jobs and 30,000 construction jobs. That project, among others, demonstrates
the potential of this program. By taking a more active role in identifying and supporting
significant transformational projects, Invest Atlanta can position the TAD program to address
comprehensive, place-based strategies for economic development. Through more intensive
evaluation of projects in meeting the City's economic development goals and monitoring
progress toward these goals, the TAD program will be better able to make investment decisions
over the life of each district. Through this orientation, the TAD program can more effectively
leverage non-TAD funding resources, including private investment, thus maximizing its impact
on the ground and replicating success stories like Atlantic Station throughout the city.

EXAMPLE THE CAPITOL RIVERFRONT IN WASHINGTON, DC

In 2008, the District of Columbia created a new Tax Increment Finance (TIF) district around
the Nationals Ballpark, which provided $1.8 billion in financing for the completion of
the Ballpark, further investment in public infrastructure, and a community benefits
fund for neighborhood revitalization. This financing strategy, which was conceived as a
component of a comprehensive development framework for the Anacostia Waterfront,
helped catalyze one of the most successful neighborhood transformation efforts in the last
decade. This 350-acre neighborhood surrounding the Washington Navy Yard has attracted
more than 12 million square feet of mixed-use development and more than $3.3 billion in
public and private development that is completed or currently under construction. There
are currently 4,000 residents in market-rate and affordable housing living in the Capitol
Riverfront, a daytime population of 35,000 workers, and new waterfront parks. The Capitol
Riverfront Business Improvement District estimates that 2.6 million people attended events
at Nationals Park, the Navy Museum, and the Yards Park during 2012.

18



RECOMMENDATION 3

Improve publicsafety through community partnerships.

Economic prospects will be enhanced not only through a lower crime rate, but also an
enhanced image of the city as one with safe neighborhoods and business districts. Place
management organizations, such as Community Improvement Districts (CIDs), neighborhood
and civic associations, and other community-based organizations can foster place-based public
safety improvements. These districts, often self-taxed, employ community liaisons to provide
“eyes on the street,” a significant deterrent to crime and a method of fostering a sense of
security. To the extent that these entities are able to achieve lasting changes to the patterns
and perceptions of crime in their areas, they also complement Atlanta Police Department
resources for areas of the city with less community organization infrastructure.

EXAMPLE UNIVERSITY CITY DISTRICT IN PHILADELPHIA

In Philadelphia, business improvement districts have had notable successes in improving
many neighborhoods. The University City District (UCD), an alliance of businesses, residents,
and major institutions in West Philadelphia, including the University of Pennsylvania, Drexel
University, the University City Science Center, and the Children’s Hospital of Philadelphia is a
notable example. Prior to UCD intervention, the area represented by the UCD experienced
high poverty and violent crime rates, which were believed to be barriers to attracting talent
to businesses. Through a multi-faceted program that includes a commitment to public
safety, the UCD has helped achieve a 20 percent reduction in serious crime and has helped
attract nearly $4.5 billion in new investment to the neighborhood.

19



RECOMMENDATION 4

Create a workforce development ecosystem agenda.

Atlanta has a plethora of people, businesses, organizations, and resources dedicated to
ensuring members of the current and future workforce are prepared and connected with
meaningful work in the region’s economy. Together, these entities comprise the region’s
“workforce development ecosystem.” This ecosystem is complex and operates among
multiple geographic, customer, funding, and service boundaries and networks. The ecosystem
requires a clear agenda for action, which includes developing a better understanding of the
current capacity of workforce programs/services; strengthening ties with industry to ensure
workforce development programs are actually meeting employer needs and are aligned with
the City’'s economic development strategy; and starting a broader conversation about how the
city might better position itself so that the region’s human capital enhances its competitive
advantage and spurs economic growth.

EXAMPLE HEALTHCARE INDUSTRY TRAINING IN BALTIMORE

After consultation with the Baltimore Workforce Investment Board, local hospital employers
and the State, the Community College of Baltimore County (CCBC) created a program to
address the health industry’s workforce needs. The CCBC's School of Health Professions
and Division of Continuing Education added training capacities to meet the staff needs
of hospitals, skilled nursing homes, and other providers of healthcare professionals. CCBC
realized that these opportunities were only possible when they cultivated relationships
with industry. In turn, the health industry helped CCBC identify gaps in its curriculum and
how to address the gaps in a manner that best met industry’s needs.

20



RECOMMENDATION 5

Ensure K-12 education is meeting employer needs.

Across the country, employers and cities are finding that new job opportunities are being
created at a range of skill levels: it is not the case that all 21st century jobs require four years
of college. Nonetheless, those same employers and cities are finding that the local labor force
is largely unprepared to meet emerging needs. Internships and mentoring programs should
be expanded, and should focus on both college and high school students, promoting interest
and excellence in Science, Technology, Engineering, and Mathematics (STEM) occupations.

EXAMPLE PATHWAYS IN TECHNOLOGY EARLY COLLEGE HIGH IN NEW YORK CITY

Founded in 2011 as a partnership among the New York City Department of Education,
IBM, and City University of New York, Pathways in Technology Early College High (P-Tech)
focuses on graduating students that are equipped with the skills to immediately enter
the technology workforce. Housed in the former Paul Robeson High School in Crown
Heights, Brooklyn and graduating 100 students annually, P-Tech’s curriculum is focused on
STEM subjects and information technology. In addition to its focus on workforce readiness,
P-Tech is distinguished by its unique program that extends beyond traditional high school
by including two years of post-secondary education.

21



RECOMMENDATION 6

Re-establish an economic development subcabinet.

An empowered economic development subcabinet could address the fundamental issues
critical to the health of Atlanta’s economy. This subcabinet would be composed of key Mayoral
staff, relevant departmental heads, and, in an advisory capacity, private and nonprofit sector
leaders. The subcabinet would be tasked with addressing neighborhood-specific livability
issues related to providing neighborhood amenities, improving education, and reducing
crime. The subcabinet’s agenda would be explicitly focused on establishing and strengthening
the links among these issues and the economic health of the city by:

e Matching problems with opportunities

Creating a prioritized agenda with actionable items
Designating responsibility for specific projects
Overseeing research and strategic programs

e Measuring progress

EXAMPLE PlaNYC

New York City's PlaNYC initiative represented a comprehensive effort to address urban
fundamentals. Mayor Bloomberg commissioned PlaNYC to plan for the sustainable growth
of New York City’s population from 8 million to 9 million over the next 20 years. PlaNYC sets
forth city-building policies, describes specific projects, and lays out performance measures,
which are regularly updated and tracked. Atlanta’s own BeltLine Subcabinet, which charted
a strategy and funding plan to deliver the BeltLine, serves as a similar, locally-relevant
precedent for a strategy of this type.

22
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Foster Innovation &
Entrepreneurship



PILLAR TWO
FOSTER INNOVATION &
ENTREPRENEURSHIP

Atlanta is a hotbed for entrepreneurship and innovation. These are critical elements of a healthy
and sustainable economy. Increasing entrepreneurship and fostering innovation will create jobs,
support wealth creation, and diversify the industrial makeup of the city. There is a strong base

g

The higher education
infrastructure in
Atlanta, from
Georgia Tech to
Georgia State,
supports innovation
in a variety of ways.

to grow from in Atlanta and recent momentum, but
challenges remain and must be addressed.

Innovation in Atlanta is supported by a strong
institutional research and development (R&D)
base. Innovation in Atlanta stems from the R&D
and commercialization activity occurring at its
educational institutions and businesses. The higher
education infrastructure in Atlanta, from Georgia
Tech to Georgia State, supports innovation in a
variety of ways. These institutions graduate nearly
3,200 undergraduate students in STEM fields each
year, providing the talent needed for innovation

industries and to enhance business. Atlanta outpaces the benchmark cities in the number
of STEM undergraduates and all but Boston in the number of STEM master’s students.
Atlanta’s educational institutions also house a robust R&D apparatus, innovating new ways
of doing businesses and advancing science. The R&D functions of these institutions continue
to grow, with the National Science Foundation reporting that R&D expenditures by academic
institutions in metropolitan Atlanta have grown by 35 percent since 2007."

Figure 4: STEM Degree Completions, 2010
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From 2000 to 2011, businesses in the Atlanta metropolitan area had the 20th highest number
of industry patents at 14,400."® Innovation can occur in any industry, but certain sectors are
generally considered “innovation sectors,” and their importance in Atlanta has increased.
From 2007 to 2012, the number of innovation jobs grew seven percent to roughly 132,000 jobs,
making up six percent of total jobs in Atlanta. Greater efforts to support college mentorships
and internship programs could help to connect the city’s students to its employers and to
retain talent within the region.

Incubators, collaboration venues,
and a citywide fiber strategy would
foster greater entrepreneurial
opportunities. Venues such as the
Advanced Technology Development
Center, VenturelLab, Flashpoint,
Atlanta Tech Village, Startup Atlanta,
the Iron Yard, the AT&T Foundry, and
the Goat Farm, to name only a few,
bring entrepreneurs together and
increase the probability that their
businesses will succeed. Support for
entrepreneurs has grown, as evidenced
by growth in the Small Business
Innovation Research Program which
reported $127 million in grants in
2012, a 52 percent increase since 2007.
Other considerations for increasing
entrepreneurial activity include the need to better market Atlanta’s assets and resources
to potential entrepreneurs, foster entrepreneurship opportunities for the high volume of
minority engineering graduates and a fiber network to support smart city technologies.
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Figure 5: Share of Population (Ages 16+) Self-Employed in Own Incorporated Business, 2006-2011

6%

5.2%

5%

3.9% 4.0%

4.3%

4% -

3.6%

3% 1 2.6%
2% - 1.8%

N I

0% - ‘ ‘ ‘

Atlanta City Boston City Dallas City Denver City Seattle City

Source: US Census Bureau, Garner Economics

atdc floshpoint

GEORGIA TECH Grliocrgia Toch

Georgialnstituie
o Techhologw

=

¥ STARTUP N\
4% ATLANTA

ATLANTA

TECH VILLAGE

AT&T

FOUNDRY

Georgia  United States

A recent Kauffman Foundation study,
however, found that Atlanta‘s entrepreneurial
activity ranking had slipped to ninth out of
15 studied metropolitan areas.”’ Research
suggests entrepreneur outmigration s
occurring, in part due to a lack of local venture
capital to expand growing businesses, as
well as a lack of connections between early
stage ventures/startups and larger companies.
According to PricewaterhouseCoopers Money
Tree data, venture capital firms invested $403
million in Georgia companies in 2013, a 7
percent decrease from 2007.%
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RECOMMENDATION 7

Promote entrepreneurial connections.

Successful entrepreneurship in the 21st century economy requires a robust network that
provides connections and support to inexperienced entrepreneurs. Without effective links
to venture capital and management expertise, entrepreneurs may not be able to access the
resources necessary to overcome challenges and expand when ready. Likewise, without a pool
of desirable investment opportunities, funders may direct their investments to other cities.
While Atlanta rates highly in terms of the ability to start businesses, it lacks the physical, social,
and financial networks to help bring these enterprises beyond their early stages. In order for
Atlanta to maximize the impact of its citizen entrepreneurs, its STEM graduates, and spinoff
from its institutional base, it must better connect these potential entrepreneurs to the resources
and acumen necessary to transform ideas into businesses and sustain those businesses.

These connections can be fostered through programmatic interventions as well as through
place-based strategies. In the Silicon Valley, Y-Combinator is a private entity that brings seed
capital, advice, networking, and connections to venture capital together under one umbrella
and has helped bring high-growth startup companies from around the country to the Silicon
Valley region. Boston has implemented a strategy that focuses on the creation of an “Innovation
District,” described in greater detail below. Atlanta Tech Village is a small-scale version of this
strategy, a 103,000 square foot space composed of collaborative work spaces, mentorships, and
programming aimed at “creating engineered serendipity.” However, Atlanta Tech Village has
been primarily sponsored through private companies, rather than public entities. By adopting
a combination of both types of strategies, and increasing its direct involvement supporting
entrepreneurs, Atlanta can strengthen its brand as a premier destination for employers and
make important strides in advancing its already strong base of entrepreneurial activity.

EXAMPLE BOSTON INNOVATION DISTRICT

As a part of its redevelopment efforts in the South Boston Waterfront, the City of
Boston has established an “Innovation District.” This neighborhood has been marketed
as a destination of new businesses, having been outfitted with infrastructure aimed at
promoting collaboration through proximity, public space, and programming (including
public meeting spaces aimed at germinating innovative ideas). The development of new
housing, retail, food service, and entertainment options is also being encouraged as a
means of attracting high skilled workers to a new, 24-hour neighborhood. In addition to
providing critical support for innovation, this District also helps create a physical destination
for the investment of venture capital.
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PROGRESS IN ATLANTA STARTUP ATLANTA

Startup Atlanta, a program initiated by Invest Atlanta, serves

".-. STA RTUP as an entrepreneurial connector and portal for Atlanta’s
‘23 ATLA N TA entrepreneurs. This independent non-profit serves as an
information conduit, connecting entrepreneurs, enabling

organizations (such as incubators and business development programs), and sources of
capital (including both angel and seed investors) to each other, as well as supporting
activities, programs, and initiatives. Through these efforts, Startup Atlanta not only helps
advance individual entrepreneurial enterprises, but also builds a network of trust, support,
and knowledge among these entities, helping to form a foundation for structural change
in the city’s innovation economy.

RECOMMENDATION 8

Increase capital for innovation businesses at every stage.

The deeper pools of venture capital in regions such as the Silicon Valley and Boston provide
those regions with a competitive advantage in retaining and attracting innovative businesses.
By expanding the resources available to innovative businesses in Atlanta, the city will be
better able to leverage its existing innovation infrastructure, commercialize innovation, and
create innovation jobs. The Startup Atlanta Pre-Seed Fund Project provides a template. This
fund aims to fill a critical gap in Atlanta’s innovation ecosystem, funding for businesses that
have advanced beyond the point where they can expand on the basis of investments from
friends and family, but are still too early-stage to attract institutional capital. Through small
investments of $50,000 to $250,000, this fund aims to advance innovative businesses to the
point where they are sufficiently established to draw interest from private sources of venture
capital. However, while this fund helps to advance innovation businesses in Atlanta, it must be
matched by additional, complementary funds in order to make Atlanta competitive with other
regions rich in venture capital resources.
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EXAMPLE EARLY-STAGE LIFE SCIENCES FUNDING INITIATIVES IN NEW YORK CITY

In 2013, New York City, in partnership with members of the pharmaceuticals industry and
other venture capital organizations, launched a $100 million venture capital fund which
includes a $10 million City share. This fund is aimed at fostering innovation in the biosciences
to develop new companies engaged in scientific research as part of the New York Early-
Stage Life Sciences Funding Initiative. The purpose is to improve New York City’s competitive
position against that of other cities that have traditionally offered greater resources both
in terms of funding and lab space. It is anticipated that the Funding Initiative will help to
launch 15 to 20 breakthrough ventures by 2020.

RECOMMENDATION 9

Enhance the City’s business support services.

Business attraction and retention can be improved through enhancements to the myriad
points of interaction between businesses and city government. Whether determining parking
requirements for a new restaurant, reviewing building permits for an office expansion, or
evaluating requests for export assistance, each interaction provides an opportunity for the
City to either engage and support business owners or deter their efforts. These interactions
not only have a direct impact on the ability for businesses to grow and thrive in Atlanta,
but also contribute to an overall sense within the business community regarding whether or
not Atlanta is a good place to do business. By reducing fragmentation among departments,
improving coordination, streamlining permitting and licensing processes, and improving
online services, Atlanta can promote a more accessible, effective, and well-regarded City
government. Responsiveness to businesses’ needs can be achieved through a robust Business
Retention and Expansion (BRE) program, that provides assistance to business owners in
streamlining the approvals process which reduces business costs, facilitates growth, and
improves Atlanta’s brand as not only a low-cost place to do business, but also as an effective
place to do business. In 2013 the Invest Atlanta BRE program visited and surveyed over
200 businesses which had earned annual revenue of approximately $255 million. The BRE
program projects approximately 400 business visits in 2014.
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EXAMPLE LICENSING AND PERMITTING WIZARD IN BOSTON

The City of Boston helps businesses learn about permitting requirements through an
online “Licensing and Permitting Wizard.” New and expanding businesses can take a short
questionnaire and receive a customized checklist with the permits required for their specific
business type and — where applicable — the renovations their business will be undertaking.
The checklist also includes contact information for each city department and links to
online applications. This improves the prospects for businesses to successfully navigate the
sometimes onerous permitting processes by helping to make the steps and requirements
clearer to business owners. This constitutes critical support to businesses when they are in
their most vulnerable, early stages of development.
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PILLAR THREE
ATTRACT, RETAIN, &
GROW INVESTMENT

Atlanta is an attractive location for employers. Employers choose Atlanta because it has
numerous world-class institutions of higher education, high enrollment in college and
graduate school, and high rates of graduation. Companies likely to succeed in the globalized
21st century economy, including long-standing Atlanta-based corporations like Coca-Cola
and newcomers to Atlanta like Porsche and Dell SecureWorks, choose Atlanta because of its
talent pool. Institutions including Georgia Tech, Emory University, Georgia State, Morehouse
College, Spelman College, and Clark Atlanta University ensure that local talent has the
skill sets employers need. In fact, a higher percentage of Atlantans are enrolled in college
and graduate schools than in Boston, Dallas, Denver, or Seattle. Further, graduates of local
institutions are particularly likely to have become skilled and choose careers in STEM fields -
Atlanta is home to more undergraduate and graduate students in these fields than all of the
aforementioned cities.

Atlanta has unparalleled market access, with the

Atlanta has world’s busiest airport and the ability to reach 80
Unpara"eled market percent of .the U.nlted States’ populétlon within two
. h h hours of flight time, and a short distance from the

access, with the airport to Midtown/Downtown. Atlanta’s proximity
WOl'IdIS busiesf to the Savannah Port, the fourth busiest in North
airport cmd the Amerlce.a an.d the most r.apldly growing seaport |n.the
. world; its interstate highway access; and the city’s
Gblllf)’ to reach Southeast Rail Terminus all provide businesses with

80% of fhe USA'S high-quality, multimodal freight access, and will do

. ol so for years to come. With this access, the Atlanta
population within 2 oy ome: T T .
region is becoming an increasingly cosmopolitan

hOUI"S OF ﬂlg ht hme area. Its rapidly growing international population

(8.1 percent foreign-born in 2010) and high degree of

foreign investment (130,000 of the region’s jobs are

attributable to companies headquartered outside of the US) testify to the region’s increasingly
global connectedness.”*

Atlanta offers a business-friendly regulatory regime that can be enhanced through other
business-government interactions. In its 2014 Competitiveness Alternatives report, KPMG
ranked Atlanta as having the third-most favorable tax structure for business among US cities.?
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Being seen as business-friendly through tax policy fosters economic development, but must
be accompanied by improving other business-government interactions. Responsiveness to
business needs and streamlining approval processes reduces business costs, facilitates growth,
and improves Atlanta’s brand.

Atlanta is particularly attractive to firms in six key sectors. These sectors, which were identified
in stakeholder conversations and by research conducted by Garner Economics, should be
targeted for additional growth, building on existing assets and addressing any challenges to
future growth.

SECTOR 1 DIGITAL ARTS AND MEDIA PRODUCTION
Digital arts and media production refers to motion picture production, software and computer
programming, audio production, broadcasting, and internet publishing. Georgia film and
television productions generated a record $3.3 billion in
economic activity during 2013, anchored by Atlanta’s four
major production facilities — Tyler Perry Studios, Screen Gems
ENCOMPASS Studios, CNN and Turner Broadcasting.26 Atlanta offers these
protiab mEpia companies a talented pool of potential employees, as well
as access to the State’s attractive Film, Television, and Digital
Entertainment Tax Credit (which includes a generous 30
percent tax incentive for qualified production expenses)
and excellent broadband availability. In-state spending on

A N r

REEY
.:’ e, film and TV production increased 75 percent between fiscal
= (} = year 2009 and fiscal year 2010. Employment in this sector is
5 K forecast to grow nine percent over the next five years.
vo\

Figure 6: Film/TV Production Counts and Direct Spending Trends in Georgia
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SECTOR 2 LIFE SCIENCES

Life Sciences refers to the use of living organisms or molecular
and cellular techniques to produce chemicals, foods and =
services. Atlanta offers a deep labor pool, well-trained by the COVIDIEN

region’s research institutions and medical schools, including

the Emory School of Medicine, Morehouse School of Medicine,

Georgia Center for Oncology Research and Education, GaICCtin 'c‘
Georgia Bioscience Commercialization Center, Emory’s Saint SR et |
Joseph’s Translational Testing and Training Laboratories and

Technology Enterprise Park, Atlanta Medical Center, the

Centers for Disease Control and Prevention, and more. Employment in this sector is forecast to
grow nine percent over the next five years, particularly in medical and diagnostic laboratories
and related industry subsectors.”’

PROGRESS IN ATLANTA EMORY PROTON THERAPY CENTER

More than 2,200 cancer patients a year will receive the next generation of radiation
oncology in Midtown Atlanta when the new Emory Proton Therapy Center opens its doors
in 2016. Located just blocks from Emory University Hospital Midtown, patients at the facility

will undergo treatment that minimizes radiation to healthy tissue and provides more
effective treatment with fewer side effects. The $200 million, 107,000 square foot facility
will be operated by Emory Healthcare and funded by the Georgia Proton Treatment Center.
Construction on the facility will create 950 jobs and the Center will employ approximately
150 full-time highly-skilled professionals, once fully operational.
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SECTOR 3 APPLIED COMPUTATIONAL PROCESSING AND
ENGINEERING

Applied computational processing and engineering refers to
industries using highly specialized engineering applications
and techniques. Local firms include AMEC Engineering,
Analytical Environmental Services, Byers Engineering, GE
Energy Management, Georgia Power, Newcomb & Boyd,
Scientific Research Corporation, Southern Company and TRX,
among others. Atlanta can offer these companies high-quality
broadband access and a talented pool of potential employees,
many with graduate degrees in engineering, including the
nearly 5,000 students who graduated with STEM degrees in
Atlanta in 2010. Employment in this sector is forecast to grow

Energy
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SECTOR 4 CORPORATE HEADQUARTERS AND
PROFESSIONAL AND MIANAGEMENT SERVICES

Corporate  headquarters and professional and
management services refer to headquarters and
administrative management as well as management
consulting. Local firms include Kurt Salmon Associates,
Capgemini, Bain & Company, McKinsey & Company,
and The Boston Consulting Group, among others. The
metropolitan area provides a robust customer base for
these companies with 16 Fortune 500 companies and 12
additional Fortune 1000 companies. Furthermore, Atlanta’s
premier national and international air access and short
distance to the airport reduce costs and improve quality of
life for traveling employees. Employment in this sector is
forecast to grow 15 percent over the next five years.”’

Figure 7: Distance from Downtown to Airport
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SECTOR 5 ADVANCED LOGISTICS

Advanced logistics refers to freight and air transportation as
well as distribution and logistics consulting services. Firms in
this sector include Delta Air Lines, Genuine Parts, The Home

Depot, UPS and Advanced Technology Logistics, among

Associates.

others in the region. Atlanta provides unparalleled access and
freight activity via Hartsfield-Jackson International Airport

and the Savannah Port. Port tonnage at Savannah Port grew

Georgia Tech
Supply Chain &
Logistics Institute

the next five years.*'

Figure 8: Port Tonnage Trends, 2001 to 2011
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SECTOR 6 CONVENTIONS AND TOURISM

Conventions and tourism refers to services that cater
to convention, business, and leisure travelers, such
as transportation services (e.g. airlines and taxicabs),
hospitality services (e.g. hotels and resorts), and
entertainment venues (e.g. amusement parks, casinos,
shopping malls, music venues, and theatres). Key anchors
include destinations such as the Georgia Aquarium, the
Georgia World Congress Center, Zoo Atlanta, Centennial
Olympic Park, the World of Coke, the Wren’s Nest, and
Fernbank Museum of Natural Science, among others.
Atlanta is within two hours by plane of 80 percent of the
nation’s population, making Atlanta not only a world-
class destination for conventions and tourism, but also a
convenient one.
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by nearly 80 percent between 2001 and 2011, significantly
faster than in competitor ports in Norfolk and Baltimore.*
Employment in this sector is forecast to grow 11 percent over

r 160

r 140

Tons, Millions in 2011

74 AN
AN L

GEORGIA

WoRrRLD

CONGRESS

HALL or FAME
CENTENNIAL
OLYMPIC PARK
\MI CENTER FOR CIVL
AND HUMAN RIGHTS

G

GEORGIA AQUARIUM

37



PROGRESS IN ATLANTA CENTER FOR CIVIL AND HUMAN RIGHTS

The lessons of international icons, from Rosa Parks to Mahatma Gandhi are celebrated
at the Center for Civil and Human Rights, a $100 million, 42,000 square foot facility that

opened in June 2014 adjacent to Centennial Olympic Park. The Center is a world-class
cultural institution dedicated to exploring stories of civil and human rights from around
the world. Permanent exhibitions include the Morehouse College Martin Luther King, Jr.
Papers Collection.

Atlanta needs to capitalize on a missed opportunity to build a vibrant export economy that
creates jobs by leveraging global demand for goods and services. As of 2012, the Atlanta
metropolitan area had exports totaling $25.5 billion.>* From 2005 to 2011, per capita exports
increased nearly 20 percent, after adjusting for inflation. However, a 2013 report by the
Brookings Institution Metropolitan Policy Program ranks Atlanta 73rd for goods traded
internationally.®

PROGRESS IN ATLANTA FORT McPHERSON

In use by the military since the 1830s, the 488-acre site of Fort McPherson is targeted for
redevelopment into an Employment Center/Live, Work, Learn and Play Community on
Atlanta’s southern edge. With close proximity to the airport and two MARTA stations adjacent
to the property, Fort McPherson is expected to draw market interest when ownership of the

property is transferred from the Department of Defense in 2014. Within the first ten years
of development, 5,000 jobs will be created, generating approximately $12 million in annual
state income tax revenues. Plans call for 10,600 jobs and 1,700 housing units at full build-
out. Not only will this transformative economic development effort bring transit-accessible
employment and housing opportunities to the historically disadvantaged south side of the
city, but it will also create the facilities necessary to foster the growth of innovative, export-
oriented business in Atlanta.
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RECOMMENDATION 10

Convene public-private industry working groups.

A tool for promoting the City’s attractiveness to businesses in targeted industries, as well as
company headquarters, would be to convene industry-specific working groups. These working
groups, one for each of the target sectors discussed above, would first identify and prioritize
the industry’s needs for human, physical, and financial capital, as well as the optimal regulatory
framework. The working group would then suggest refinements to local economic development
policy, including changes to incentives, public-private partnership structures, and mandates. For
instance, a working group might identify the need for stronger linkages between components
of the industry value chain and community colleges; the need for business expansion sites of a
particular size, location, and configuration; the need for seed capital for entrepreneurs; or the
need for relief from a particular tax or fee at a particular point in a company’s life cycle. There
are similar efforts already underway, like the Atlanta Committee for Progress, which assembles
issue-based task forces composed of corporate executives, civic leaders, and content experts to
address Atlanta’s economic development goals. These efforts would be significantly enhanced
by additional participation by the City of Atlanta. Such an approach will ensure that Atlanta
utilizes its current resources to attract additional businesses in the targeted sectors.

EXAMPLE POTENTIAL INDUSTRY WORKING GROUP OUTCOMES
Precedents from around the country provide examples of the working group approach:

¢ Digital Arts and New Media Production: targeted marketing campaign. In New York City,
the Mayor’s Office of Media and Entertainment launched the “Made in NY"” campaign,
which has improved the profile of and supported the attraction of film and other digital
media business activity to New York City.

e Bioscience/Life Science Research and Commercialization: incubator development. San
Francisco’s Biotechnology Payroll Expense Tax Exclusion helped incentivize a real estate
partnership including the University of California’s Institute for Quantitative Biomedical
Research (QB3) and Dewey Land Company that will produce the city’s latest incubation
facility known as QB3@953. This facility will double the biotech incubation space available
in San Francisco and anchor the biotech industry in the Dog Patch and Mission Bay
neighborhoods.

e Applied Computational Processing and Engineering: gigabit broadband. Chattanooga
is the first city in the Western Hemisphere to offer one gigabit per second fiber internet

40



service to all residents and businesses. At 200 times the speed of the national average,
gigabit access opens the door to new ways of learning, playing and conducting business. The
Federal Communications Commission’s Chairman said the gigabit broadband infrastructure
set up in 170,000 businesses and homes in Chattanooga was a factor for bringing large
companies such as Amazon and Volkswagen to the community and created more than
3,700 new jobs over the past three years.

e High Value Professional and Management Services: incentives for the creation of new
urban housing options. In 1999, the City of Los Angeles adopted the Adaptive Reuse
Ordinance, which has been hailed as a major success in bringing professionals back to
downtown Los Angeles by making it easier and less expensive for developers to turn
dilapidated office structures into housing. Since 1999, the number of residential units
downtown has more than doubled, attracting young professionals who seek an urban
environment with easy access to transit, work, and entertainment options.

e Specialized Business Support Services: workforce development and employment
incentives. Des Moines, lowa provides numerous tax advantages, incentive programs tied
to job creation, and funding for workforce development to the financial services industry.
Between 2002 and 2011, this sector has grown 20 percent there while it has shrunk in
Boston, New York, and Chicago.

e Advanced Logistics: support for infrastructure investment. In Southern California, the $2.4
billion Alameda Corridor project improved logistics development potential significantly.
The project reduced the cost of trade through the Port of Los Angeles/Long Beach by
creating a high-speed, dedicated right-of-way for freight rail.

e Tourism: coordinated niche marketing. In Philadelphia, the Greater Philadelphia Tourism
Marketing Corporation has established a marketing campaign in coordination with local
cultural institutions and organizers that specifically address niche segments of leisure
travelers such as foodies, African-Americans, and Latinos. Philadelphia tourism has increased
44 percent since 1997.

41



RECOMMENDATION 11

Bolster exports.

To capitalize on international trade, in 2013 the City and the Brookings Institution announced
creation of a new Metropolitan Export Plan. The Plan will be completed in 2014; it is expected to
includetargetedstrategiestobetter connectcompaniestotheirglobal customers.Implementation
of the Metropolitan Export Plan will enhance Atlanta businesses’ competitiveness through the
use of market intelligence to develop targeted export-related services. Exports are also an
important driver of job creation in Atlanta and the U.S. Every $1 billion in exports of U.S. goods
and services supports more than 5,000 U.S. jobs.

In 2010, Atlanta exported $20 billion in goods and services abroad, ranking 13th among US
metro areas.*® A large percentage (53 percent compared to 33 percent nationwide) of those
exports came in the form of services, attributable to the presence of the airport.*®> Because export
services, as opposed to manufactured goods, often require little upfront capital investment,
they are more likely to be provided by small business enterprises than are manufactured goods.
As such, the expansion of exports in Atlanta is likely to offer greater benefit to small businesses
than would be true in other regions. Further leveraging this strength and marketing Atlanta’s
exportable services can advance this important aspect of the economy.

EXAMPLE WASHINGTON, DC’'S CHINA CENTER

In 2012, following a visit by the city’s Deputy Mayor for Planning and Economic Development
to China, the District of Columbia opened the DC China Center in Shanghai, the city’s first
foreign trade office. The purpose of this office is to market the city’s export businesses
(which, like Atlanta, are largely in the form of professional services) and to promote DCas a
target for Chinese investment. Having a dedicated entity with a physical presence in China
is expected to play a critical link for the city’s smaller businesses who would otherwise be
unable to gain access to this market, either as a destination for their products or services
or as a source of capital.
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RECOMMENDATION 12

Market Atlanta’s strengths.

Leveraging the rich resources in Atlanta requires that these resources be identified, advertised,
and delivered to current and potential stakeholders in the city. A non-profit partnership with
Invest Atlanta would supplement traditional government marketing and outreach functions. Its
purpose would be to close deals with business prospects by flexibly raising and deploying private
funding and provide private-sector and confidential oversight of economic development efforts
through board participation from corporate leadership dedicated to strengthening Atlanta’s
economic competitiveness. The relationships fostered through these partnerships could support
the customer discovery process for startups, allow larger companies to create new efficiencies
and innovations, and attract new employers.

EXAMPLE WORLD BUSINESS CHICAGO

World Business Chicago (WBC), the nonprofit economic development organization for
that city, facilitates business retention and attraction. As one example of its success, WBC
worked for a year to coordinate communications between the Cinespace development
team and City and State agencies. Cinespace will bring 450,000 square feet of film studio
space to Chicago as a result of WBC's efforts and a $5 million state grant.
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CONCLUSION

This strategy sets the stage for creating jobs, enhancing Atlanta’s competitiveness, and
sustaining growth. While Atlanta is well-positioned to compete in the global economy and
provide opportunities for its citizens, it continues to face challenges that limit its ability to
leverage its strong advantages. Progress is underway, as highlighted throughout this strategy,
and the City is making great strides in addressing these challenges. However, further action,
as outlined in the three pillars and 12 recommendations described in this strategy, is necessary
to advance Atlanta’s economic growth.

This strategy also calls upon the City and its public and private partners to create actionable
plans with concrete initiatives and performance metrics by which their progress can be judged.
A sample of such performance measurement metrics can be found in Appendix A. Through
their input and collaboration in creating this strategy, the City and its partners can begin the
implementation of these efforts with a shared vision for economic development.

Successful execution will require effective leadership, expanded funding, and strong
governance. The City and Invest Atlanta will fulfill many of these functions. The recently
convened Focus on Results Atlanta (FOR Atlanta) housed in the Mayor’s Chief Operating Office
provides a platform for organizing and supporting implementation, providing expertise in
enabling strategic thinking, designing pilot projects, and measuring performance. A well-
equipped City, in combination with the resources of other supportive entities, will ensure
thoroughness and efficiency in responding to the strategy and achieving results.
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METHODOLOGY

Invest Atlanta, the official economic development authority for
the City of Atlanta, authored this strategy, in partnership with a
steering committee comprised of economic development leaders
and stakeholders and informed by research prepared by a consulting

team led by Garner Economics.
INVESTATLANTA

Atlanta’s Development Authority

The following research underpins the three pillars and 12 recommendations:

e Demographic, workforce, and economic analyses to diagnose the City’s competitive position,
including a comparison against benchmark cities identified by Invest Atlanta — Boston,
Massachusetts; Dallas, Texas; Denver, Colorado; and Seattle, Washington.

e A competitive assessment of the City’s overall strengths and weaknesses in terms of the
local economic development program, the relationship between government and business,
and Atlanta’s quality of place.

e Focus groups, stakeholder meetings, and electronic surveys that provide a rich understanding
of existing and prospective business and stakeholder needs.

Invest Atlanta also considered best practices from other successful economic development

strategies and adapted them to fit Atlanta’s unique profile and needs.
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APPENDIX A

Sample Performance Metrics



Performance Metric

How to measure the metric

Job Creation

* New direct jobs created
* New indirect jobs created

* Retained jobs (as it relates to a potential
employer moving and jobs being reduced/
eliminated)

Net Employment

Total number employed per year vs. State average
and compared to the previous year

Business Incubation Services

* Number of services used per year

¢ Number of exits from incubators

New Private Investment

Total amount of new investment per year

Redevelopment metric

Amount of private investment leveraged to
supplement public dollars used for redevelopment

e Dollar value of tax incentives per year

¢ Number of transactions

Incentives
e Economic impact analysis of the investment related
to the incentive/inducement
Average Wage Percent of city average wage

Gross Regional Product

Annual dollars

Venture/Angel Capital

¢ Number of funds
¢ Dollar amount of funds
e Number of users

e Startup capital raised

Tax Revenue Generated

Annual revenue stream

Invest Atlanta
Partnership Investor Mix

* Revenues generated

¢ Number of investors

Real Estate Metrics

* Percent vacancy rate by asset type
e Absorption rate
* Acreage used

* Units filled (related to housing )

Real Estate Cost

Cost per square foot by asset type
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Performance Metric

How to measure the metric

Available Developable Land

e Acres of shovel ready sites
e Acres of developed sites

e Acres of greenfield sites

Available Buildings
for Development

Number and square footage of move in buildings

Number of Qualified Prospects

Number of visits to qualified businesses, or businesses
visiting Atlanta for possible investment

Conversion Rate of Prospects

Percent of conversion from prospect to project

Target Cluster Maturity

¢ Number of new direct companies

*  Number of new indirect companies

High School and Tech School
Graduates

Number of grads per skill-set — tied to target
industry requirements

College and University Graduates

e STEM completions

e Number of grads per skill-set - tied
to target industry requirements

Utilization of Development
Programs

Percent of programs used for talent
and workforce development

Talent Retention

*  Number of in-bound migration

*  Number of out-bound migrations

Educational Attainment

* Percentage Ph.D.
* Percentage graduate
* Percentage undergraduate

* Percentage associates

Industry & Educational Alignment

Identify whether key skill sets are being fulfilled
by the education system

Competitiveness Ranking

The Milken Institute Annual Rankings*

(*The Milken Institute ranking is an objective, third party ranking
using valid metrics to measure each MSA. The metric variables in-
clude measures of job, wage, and technology performance to rank
the nation’s 200 large metropolitan areas and 179 smaller metros.
Unlike other “best places” rankings, it does not use quality-of-life
metrics, such as commute times or housing costs. In the Institute’s
index, employment growth is weighted most heavily due to its
critical importance to community vitality. Wage and salary growth
measures the quality of jobs created and sustained.)
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APPENDIX B:
FOCUS GROUP & ELECTRONIC SURVEY

The following pages summarize the responses to the questions posed in the focus groups.

1. What do you think are some of the biggest obstacles that inhibit Atlanta in its ability to
attract, expand or retain businesses and investment?

The majority of the groups listed transportation/traffic, weak public schools and a perception
of crime (especially in downtown, but throughout the City) as major obstacles to attracting
businesses. Others noted a lack of regionalism, lack of a skilled workforce, manifestations of
poverty, little access to capital, permitting and zoning issues, and a lack of effectiveness in
economic development programs as inhibitors. Specifically, focus group respondents noted the
following as obstacles to Atlanta’s ability to attract companies:

e Transportation/Traffic (7) * Property Taxes (2)

e Public schools (k-12) (6) e Lack of coordinated economic

e Public safety/crime (downtown) (6) development strategy and approach (2)

e Lack of regionalism (5) e Infrastructure (2)

e Qualified workforce/Skilled e State government that at times works
workforce (3) against City of Atlanta’s interest (2)

e Manifestations of poverty e Lack of land use planning (e.g. sprawl
(panhandling) (3) and not taking advantage of transit

e Access to capital (3) oriented development) (2)

e Bureaucracy involved in permitting e Too much government (2)
and zoning (3) e City (and downtown) not aesthetically

e Execution of EDO activities (3) pleasing/dirty (2)

Other obstacles mentioned within single, separate focus groups:

e Meaningful economic incentives

e True urban neighborhoods serving various economic levels

e Little alignment of core foundations for the entrepreneur ecosystem

e Little alignment of entrepreneur community with established vertical industries
e Lack of awareness of tools/resources that exist

¢ Not looking at/focusing on core competencies

* No regional/collective brand

e Slow to adopt sustainability practices
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e Lack of activity in downtown area (or effort to do so)

e No structure in place to support adult education and re-education

e Lack of methods/sources of revenue generation; too reliant on growth
e Lack of a waterfront/beach amenity

e Availability of quality and affordable housing

2. On a scale of 1 to 5 with five being best, how would you rate the business climate of the City
of Atlanta? Fulton County?

As the next stage in the process, participants were given the opportunity to comment on why
they scored the City/Fulton County as they did. Most groups noted the permit and zoning process,
as well as the lack of consistency in carrying out policies and the lack of political coordination
and communication within the City and region. Specifically, focus group respondents noted:

e Permit and zoning processes takes a long time and costs lots of money for the companies
(same for Fulton county) (5)

e Lack of consistency; processes/criteria often not standardly applied; processes should be
codified somewhere (both) (4)

e Lack of political coordination for both (4)

e Lack of communication about resources and programs (4)

e Hard to do business with the City /not customer focused/difficult to determine who decision
makers are (3)

* Not enough attention to attracting or retaining small business; focus is on large companies (3)

e Lack of incentives that other counties and cities in region offer (e.g. renewable energy
credits, entrepreneurs) (2)

* There's a shadow government that exists in the cities — neighborhood planning units become
another layer of government; they deter people from investing in certain parts of the City (2)

e City lacks feedback from businesses; can’t improve if they don’t know what'’s wrong (2)

e There is a perception that everything is political; leaders point fingers, but haven’t found a
solution (2)

e “The laws that we have are progressive; it's the implementation that is failing”

e Other areas of the region are more aggressive/passionate about trying to implement
substantive programs for entrepreneurs

e Atlanta has lots of resources but no way to let people know how to get to them and/or how
they can/should be used

e Because of its tax base, the City doesn’t really have the funds/resources or policies in place
to improve the infrastructure on a macro scale; “The business model for the City is broken”

e “The City of Atlanta taxes are higher than any other place in the region” — property and
sales taxes

e Atlanta doesn’t support things like public schools well — key issue
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Atlanta is very balkanized and not conducive for business. The City doesn’t have that much
power; other groups are taking on city functions since the City isn’t doing it; this is not the
most efficient for results

The City has not dealt with its old infrastructure or brownfields; these need to be dealt with
for development to occur

The City seems to be focused on promoting business; culture and arts feels like the second
child

I 3. What do businesses need that they can’t find in the City of Atlanta?

Responses were varied. Needs mentioned most are qualified employees/skilled workforce and

the availability of capital and hard infrastructure. Specifically, focus group respondents noted:

Qualified employees/Skilled workforce (2)

Capital (2)

Infrastructure (especially access to good power, transit, fiber, and internet) (2)
Safe environment downtown — perception at least

Transportation — not just traffic; lack of a plan; synchronized traffic signals
Ease of permitting

Control over panhandling (retail business suffers)

Lack of access to city government; few very strong people; hard to know who to get to when
you need something; need an ombudsman

Incentives

Natural amenities (mountains or body of water)

Less developed cultural infrastructure

Industrial space

. What do you see as the City’s assets?

Focus group respondents unanimously pointed to Hartsfield-Jackson Atlanta International
Airport as one of the City’s strongest assets to attract business. Groups also frequently mentioned
higher education in the region, the cost of living, diverse entertainment options, and the influx

of young and talented workers. Specifically, focus group respondents noted:

Great airport - wealth of international connections (8)

Higher education (7)

Cost of living (e.g., housing) (6)

Diverse entertainment—Arts/Culture and pro sports (6)

Good depth and breadth of workforce in certain slices; immigration of talented younger
workers (e.g., tech/software/logistics) (6)

Climate (5)
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Very accepting, welcoming community; good melting pot attitude, “Southern Hospitality” (5)
Diverse cosmopolitan attitude (4)

Technologically wired/broadband; presence of data centers (4)

Brand; reputation as a global city, lead city in southeast (4)

Diverse neighborhoods and business corridors (e.g. Midtown) in the City; variety of choices (4)
Engaged business community; collaborative (3)

MARTA - “Could be stronger, but better than most” (3)

Number of Fortune 500 companies and engagement in business climate improvements (2)
Perception of being the civil rights center/start (2)

Available real estate/space (2)

Quality of place (2)

Mayor and strong political leaders (2)

Transportation nexus — with the exception of transit (airport, highways and rail are good) (2)
Aspirational; seeds for positive change have been planted

Recreation

Healthcare

Manufacturing

Deployment of capital

Atmosphere that encourages entrepreneurship; great networking

Lower cost of operating business

All of the Chambers/EDOs have metrics on recruiting

Thick job pool for “highly” qualified individuals; lots of top notch opportunities

Family friendly

Well-functioning Metro Atlanta Chamber

Access to GA QuickStart

Green city — city in a forest

Public safety “superior”

Good infrastructure — needs improvement (water/sewer)

Collaboration between business and government are phenomenal and tie into business
success (e.g., community improvement districts)

Established African American business class — they know/think they can come here and
be successful

Open and progressive City political leadership, “best City Council in the world”

Proximity to other regions/parts of the country

In-town traffic is measurably better than in and between the region’s outer ring (outside I-285)
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5. What assets and attributes of the City do you believe are underutilized in investment
attraction?

Participants had several examples of assets/attributes they believed are not being used to their
full potential. These included:

e Not utilizing coordination among government entities (e.g. regional effort to attract the
Olympics) (2)

* Presence of historically black universities and colleges (2)

e Technical College system (2)

e Higher Education - many things going on but not leveraging them all well (2)

¢ Not marketing the quality of life issues (2)

e Diverse arts community in what they offer but not promoted as a vital part of Atlanta (2)

e Parks (not well distributed) and greenery (2)

e Logistics infrastructure

e All of the region’s assets/infrastructure is not being used in an optimal way

e Underground Atlanta

e Transit oriented development/rail system

e Airport is undersold

e Sources of capital (e.g., angel investors, micro-lenders)

* Resources for entrepreneurs (e.g., women in technology, SBA, Small Business and Technology
Development Center)

e Retiree base that could be mentors

e Retaining graduates of local universities

e Diversity (and African American business class)

e Tech incubator (e.g., GA Tech)

e Intown living; housing stock (e.g., on the South side)

6. What is the City doing well in growing entrepreneurship?

Participants gave the City mixed reviews on its attempts for spurring entrepreneurship. In addition
to the specificcomments below, many noted that support —and/or the announcement of programs
from the Mayor’s office—has increased recently. Specifically, focus group respondents noted:

e Start-Up Atlanta and efforts to attract more capital(3)

e Nothing, but the universities have good support (2)

e University efforts, e.g. ATDC — Atlanta Technology Development Center (Tech's incubator) or
Flashpoint (2)

e Cultivated a strong entrepreneurial community — software, logistics, telecommunications

e Minority/disadvantaged community programs (e.g. local public contracting/procurement
policies)
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e Silos among groups that support entrepreneurs are breaking down

* More commitment and increased staffing by Mayor’s office

e Opportunity zones (space for entrepreneurship)

e Lots of organizations to support growth (e.g., Start-up Chicks)

* Leveraging relationships on the Federal level to bring resources

e Curricula at technical colleges to encourage/support entrepreneurship

7. What could the City be doing better or differently to grow entrepreneurship?

When asked what the City could do better to grow entrepreneurship, respondents noted the need
for better communications/awareness of what is available and a role in connecting newer companies
with established ones. A few groups also suggested that existing policies should be re-examined
with an eye toward their impact on smaller companies. Specifically, focus group respondents noted:

e Set programs and communicate resources that make it easy to form a small business; link them
to the university programs (3)

e Connect smaller companies to larger ones; develop B2B network (2)

e Audit policies governing small business, make sure they aren’t redundant or have unintended
consequences - “We need a Department of Deregulation” (2)

e Attract more venture capital (2)

e Create a mentor program (2)

e Develop incentives for small companies to come into the City (e.g., use TADs, enterprise zones)

e Improve customer service of government agencies

e Ensure local procurement and vendor policies are inclusive and transparent

e More focus on the 5-50 employees category (rather than just large companies)

e Better market university research to entrepreneurs to come to Atlanta

e Follow-through on promised programs

e Recruit a large technology company that will attract entrepreneurs to come

e Create more incubators—both for technology companies but also others

e Benchmark and learn from others

e Develop a comprehensive strategy to help (efforts so far have been piecemeal; tasks are
duplicative; not effective)

e Define and publish a common set of metrics that everyone looks at on an ongoing basis

¢ Not recognizing the difference between entrepreneurs — regular old ones and techies — if you
treat them all the same, you get stuck because the needs and opportunities are different
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8. What challenges and opportunities exist as they relate to growing the City's/region’s
export capacity?

“Export” capacity was defined as the ability to attract companies that drive wealth creation in
a region primarily through the export of goods and services. This is different than attracting
companies/activities that serve only the local population. An example would be a financial
services company whose analysts are based in Atlanta but whose clients are global versus a
restaurant or service provider whose customer base is in Atlanta. Specifically, focus group
respondents noted:

9

The airport and Port (of Savannah) are huge advantages to attracting export industries
Connect large and small companies; it is difficult for small companies doing business with
large companies — hard to get in the door (2)

Improve transportation, logistics and distribution network to help them get their product
out of the region

Lack of coordination or a regional plan means there are competing priorities, no focus and
few resources to strengthen the business climate that would attract export companies

No convenient/comfortable transit options; erodes quality of place for potential workers
Decision where to locate is usually based on the region; the City has to do better to set itself
apart from other places in the region

Lack of skilled labor in some areas makes it difficult to attract companies

Lack of parking in downtown discourages people/companies to be there

Help businesses understand potential markets and help make connections to them and/or a
strategy to penetrate them

Lack of capital for smaller companies

Leverage strength of large companies and their market channels

Use consulates to identify potential markets

. Which locations (domestically and globally) do you believe are the primary competitors to

Atlanta for investment and job creation?

Competitor areas/cities noted by more than one focus group

Charlotte (8) Miami (3)

Dallas (7) Houston (2)
Raleigh/RTP (5) Denver (2)
Orlando (4) Nashville (2)
Chicago (4) Los Angeles (2)
Seattle (3) Metro Atlanta (2)
NYC (3) Boston (2)

Austin (3) Brazil (2)
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Competitor areas mentioned within single, separate focus groups

Tampa Portland

China Washington, DC
Baltimore Houston

Phoenix North Fulton

Las Vegas (convention Depends on industry
business) Jacksonville

Salt Lake City Singapore

New Mexico London
Massachusetts Dusseldorf

10. What infrastructure is missing or unsatisfactory in the City (soft and hard infrastructure)?

For this question, participants were reminded that “infrastructure” includes both hard/fixed
assets as well as those other amenities and foundations that enhance the City’s business climate.
Specifically, focus group respondents noted:

e Strategies/comprehensive plans and political collaboration to implement them (3)
e Transit and transit connectivity to other cities in the region (3)

e Hard infrastructure - all (2)

e Sidewalks (2)

e Brand Atlanta - effort to comprehensively brand the City and region (2)

e Urban nodes/areas of density (2)

e Support for homeless

e Consistency in street names

e Lack of City draw (something that makes people want to come into the City)
e Tourist infrastructure

e Marketing plan for Downtown

e Lack of parking

* Roads

e \Water/Sewer

e Education -K-12

e Open space/Green space

e Air quality

e Healthy housing choices (can walk to it)

* Progressive governance

e Shared vision that drives action and strategic approach to tackling any infrastructure need
e Gathering spaces

e Funding for the Arts
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11. Without regard to money or politics, what would you work to change about the City?

The responses below are summaries of answers provided. Responses in quotation marks are
verbatim or near verbatim recordings of the response.

e Every child will read at grade level and be a “math whiz"”; make public K-12 system world-
class and aligned with workforce needs of business (8)

e Complete regional transportation system; “MARTA has to be more of a regional solution”;
“Save TSPLOST” (8)

e Solve homelessness/panhandling — give them opportunities so they aren’t homeless (4)

e Coordination among government entities; consolidated regional government (4)

e Improve hardscape and clean up the City/urban beautification projects (4)

e Build sidewalks and bike paths; make the City less auto dependent (4)

e Create a signature retail/business development downtown: “Put Chicago’s Michigan Ave on
Peachtree St. downtown”; Miracle Mile; “Move Atlantic Station downtown” (3)

e Solve/address public safety problem/perception (3)

e Create a huge body of water in the City-reflow Chattahoochee—as an amenity and economic
development asset (3)

e Figure out how to increase economic opportunity for the very poor; everyone should be
able to get a meaningful living wage; address adult education (3)

e Make Atlanta the Center for the Arts of the South - properly fund arts and culture institutions;
dedicated funding stream for the arts (3)

e Encourage development throughout Atlanta, especially in areas where there is little traction
or attention; address blight (3)

* Promote green space/gathering places and distribute them evenly; “Finish the BeltLine” (3)

e Create honesty in government/fiscal responsibility (2)

e Shared vision of where we want to be in; buy in; drive to it with specific timetables (2)

® Recruit businesses back to downtown and embrace the idea of people being there; make it
a hotspot (2)

e Zoning or other types of approaches to increase green space/parks; protect open space;
create gathering places (2)

e Real workforce housing — wider range of housing from top to bottom (2)

e Increase residential living to raise the tax base or institute an occupation tax to broaden tax
base (2)

e Alternatives for youth to address crime issues (skate parks)/employment for youth (2)

e Bold investments in areas with the most potential (clusters) (2)

e Fix the water issue (2)

e The City needs a more developed middle class — lots of rich and lots of poor

* Invest in “mojo” - feel better about self as a city and be more unified — chase another
Olympics; Atlanta lost its mojo after the Olympics

* Implement Peachtree Corridor Task force plan
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e Promote tourism in the city

® Repository of resources—did it for Health IT—all educational initiatives (came from Governor’s
office); so a company will know where it can get support/help

e Create structure where entrepreneurs can grow 21st century businesses — like Austin

e Improve air quality

e Complete Ft. McPherson redevelopment

e Marketing plans for south and west side neighborhoods

* Internationalize Atlanta

e Work to bring Latino community back into the City. Currently not incorporated into mainstream
events/activities

12. What types of companies do you think would be a good fit for the City?

e Healthcare/medicine — e.g., Healthcare IT (3)

e International businesses because of the airport (2)

e High-tech - build on GA Tech strength (2)

e Entertainment production companies (2)

e Manufacturing

e Agriculture (given research occurring within the region, build a center of excellence)
e State/government jobs

e Video gaming (animation)

e Distribution facilities/logistics

e Casinos

e Life-sciences

e Non-technical jobs (for those who don’t have the educational attainment)
e Information security

e Hospitality (with living wage)

13. Are there any suppliers/businesses/operations that would complement yours?
This question was posed to the large employer interview respondents and entrepreneurs.

e Bring together groups of people around function in a specific area/location
e Corporate development entities — UPS, COX or companies that could invest locally
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14. What are your past experiences with and current perceptions of various economic
development efforts by the Chamber of Commerce, Invest Atlanta, the County Commission,
the City and any other group(s) involved in investment attraction and retention? How could
these efforts or groups be improved?

The focus group respondents were unanimous in their assessment of the economic development
activities in the region being uncoordinated and seemingly competitive. Where specific groups
were referenced, the reference is included below.

Themes/concerns noted in multiple focus groups:

e Theyare all disjointed and seem to compete; need a strategy to coordinate all of the activities;
no connectivity; no shared strategy; City has not been at the table “balkanized region” (8)

e Too much energy spent on recruiting companies and not enough on retaining the ones that
are here or supporting entrepreneurs (4)

e Multiple entities working on economic development — but not clear on who is taking the
lead (3)

e Unevenly effective. Some chambers better than others (2)

* Invest Atlanta doesn’t have much visibility (2)

e Need more communications about what each entity is doing (2)

e Seems like they are spread too thin; lack of resources; without focus, activities hard to
resource, not effective (2)

e Sometimes it appears that the State Legislature is working against the metro ED groups (2)

Individual responses:

e Economic development in the region tends to invest in private space instead of public space;
hence development driven by developers, not necessarily cohesive

e Mayor needs to be the chief salesperson of the City — shouldn’t be chief fixer of problems —
do we have a clear message that Atlanta is open for business?

e City/region doesn’t do a good job of telling the public of the benefit of attracting companies
to Atlanta

* Need to have a true regional chamber that gives equal attention to all of the municipalities

e Core of the competition is RACE and CLASS —drives a lot of the patterns in the City and region
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15. What programs should Invest Atlanta be engaged in, including current and potential
new ones? Currently, their mission directs them to serve as the lead in housing development,
affordable housing initiatives, tax allocation districts, entrepreneurship, business recruitment
and expansion within the City of Atlanta and New Markets Tax Credits.

Participants were read the elements of Invest Atlanta’s mission as listed on the website.

Themes/concerns noted in multiple focus groups:

Simplify mission; shouldnt do something others are already handling; need to figure out
priorities and what they can best do (3)

Invest Atlanta should work to build/enhance product available in the City; do something
with the Underground; create an entertainment district (3)

Focus on building businesses in clusters or defined industries rather than entrepreneurship (2)
Land use planning to more effectively develop infill projects and better focus on blight areas (2)

Individual responses:

They need to reach out and let people know what they are doing

Housing development doesn‘t seem to fit; unless it's for the purpose of bringing people to live downtown
Invest Atlanta has looked at some programs as a profit center — rather than how they tie to
the mission; programs designed for bottom line second and mission first

Might be better for Invest Atlanta to be a connector rather than trying to do it all

Access to capital is something they should deal with; work to attract more firms to the
region or connect ones who are here

Focus on attracting jobs—start-ups, big companies and existing

Workforce development

Seems like the economy has shifted so much that some of the focus areas should be adjusted
Competition is global, Invest Atlanta should work more in that space rather than against
domestic peers

Should become independent from the City

Focus on start-ups and existing businesses

Work to integrate zoning needs and planner suggestions to create more impactful development
Fund public art (would help beautification needs)

Make sure proposed development leverages transportation nodes; Invest Atlanta doesn’t
appear to be doing that currently

Stay out of the (negative) headlines

Recognize parking and its role in economic development

Figure out resource/revenue stream to pay for needed improvements

Create a cultural district using a TADs method

Invest Atlanta lost their outreach person — they need to rehire that position so everyone
knows who to call
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16. Are there any other issues of concern to you we did not ask?

To close the session, participants were asked if they had any final thoughts or if there were
issues that were not addressed earlier. Below is a summary of the responses given within all
eight groups.

e Many public infrastructure projects are in the works; look at it broadly and see where all the
public monies are being directed so they can show impact

e Beissues focused instead of “siloed” in terms of function

e Invest Atlanta should collaborate more with City departments — used to have a working
group - a “subcabinet” that met each other monthly or quarterly. The Competitiveness and
Jobs Task Force is supposed to serve this role

e Atlanta is the “biggest small town in America” — good and bad. It makes it hard for Atlanta
to get their head around who the competition is here. There is a disconnect between what
the City is like and what the leadership (business and political) is allowing Atlanta to be

* The big vision needs to be communicated so people can buy-into it

e The City has ignored public space. There is a $900 million backlog of City needs. Without
addressing this, people can’t be attracted back to the City

e Thereis arisk that Charlotte will emerge as “The City” of the South. Atlanta lost the banking
sector to it

e The City is all about looking for “the silver bullet”

e Complete opposite example is Chicago — had more problems than Atlanta, but is turning it
around. The Mayor has a plan and a vision. There is leadership and an understanding of the
importance of transportation. Los Angeles is another example

e |t seems Atlanta aspires to be a sprawling city of the 21st century

e Government isn't proactive/leading

e There needs to be a better job of marketing Atlanta — people know Atlanta’s a great place;
they just don’t know why

e Inthe late 1980s into the 1990s, there was a vibe that something great was going on. After
the mid-1990s, it dissipated; after the Olympics, we became boring

* There is a central theme around the downtown area. We have a lot of assets that we don't
talk about it; we have to make downtown more inviting on the weekends. There is no
central marketing to wrap all the activities around. Atlanta needs central leadership

e When Los Angles died, it was because transportation died — everyone left. This is not what
Atlanta should do (or allow)

e [t's all about transportation and being able to get from point A to point B with ease (e.g.,
Chicago). Along those commutes, the amenities were there and it was easy

e Atlanta needs to be safe and easy to get to

e The City needs to figure out how to leverage the failure of TSPLOST. Someone needs to
educate people what the transportation bill would have done
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Race and class are still issues; we've made great strides, but there is so much more to do. These
two issues affect everything that goes on

If you start at Lennox at 10:00 PM and head downtown from the Ritz, you will see lots of people
out; Buckhead is lively and packed. If you go from Peachtree to Midtown, there are still lots
of people. Once you get to the Ritz at Five Points and head south, you begin to wonder what
happened. This area needs to improve. Five Points should be bustling with activity...but it doesn’t
The BeltLine project meets all the challenges that were mentioned. We need to keep trying to
get it implemented. Use TAD dollars, which is a political issue

Deploy TAD in Westside locations

An area of focus should be coordination among the higher-ed institutions; we are underutilizing
the technical college system — and their services
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Focus Group Participants

Below are the participants of the eight focus groups.

e Larger Employer Group

Renee Lewis Glover, Atlanta Housing Authority
David Kimmel, Georgia Aquarium

Steven J. Labovitz, McKenna Long & Aldridge LLP
Richard J. McKay, Atlanta Falcons

Eddie Meyers, PNC Financial Services Group

Dane C. Peterson, Emory University Hospital Midtown
Trey Ragsdale, Kaiser Permanente (Georgia)
Tracey Scott, Atlanta Housing Authority

Min Whorley, Emory University Hospital Midtown
Mike Dunlap, Fifth Third Bank

Charlie DiGialomo, PNC Bank

Tracy Barlow, URS Corporation

e Small and Medium-sized Employer group

Mary Jo Peed, AT&T

Dennis Boyden, AT&T

Marti J. Blackstock, Parkway Realty Services

Chad Durham, DLB Associates

Scot Gladstone, Courtyard Atlanta Downtown

David D. Marvin, Legacy Property Group

Kent Matlock, Matlock Advertising & PR

John O’Callaghan, Atlanta Neighborhood Development Partnership Inc.
Barbara Peters, First Step Staffing

Alicia Philipp, The Community Foundation for Greater Atlanta
Arnie Silverman, Silverman Construction Program Management
Tim Smith, Breensmith

Alan M. Wise, The Boston Consulting Group Inc.

Bob Begle, Urban Courage

Ellen Macht, Wealth Builder Initiative

Kevin Cantley, Cooper Carry

Carlton Harden, ACP

Scott Taylor, Carter

Chad Durham, DLB Associates



* Entrepreneurs and Start-ups

Bernie Burgener, Green Chamber of the South
Michael J. Eckert, Atlanta Technology Angels
Stephanie Hill, Women in Technology

Adam Wilson, Huge City

Tino J. Mantella, Technology Association of Georgia
Alan W. Urech, 200 Peachtree

Patricia C. Williams CEcD, Georgia Micro Enterprise Network
Michael J. Zeto Ill, Proximus

Ric Geyer, 4731 Solutions

Eloisa Klementich, Invest Atlanta

Julian Bene, Invest Atlanta Steering Committee

Jen Bonnett, ATDC

e Education

Frederick Assaf, Pace Academy

Dr. Beverly Daniel Tatum, Spelman College
Merrick Furst, Flashpoint

Joel Konzen, Marist School

Alvetta Thomas, Atlanta Technical College
Carlton Bran, Clark Atlanta University
Mark Becker, Georgia State University
Phillip Howard, Morehouse College

* Entertainment and Digital Media

Gregory Burbidge, Metro Atlanta Arts
Tricia Ekholm, Atlanta Ballet

Jody Saka, The Snow Hill Farm Corporation
Allan Vella, The Fox Theatre

Kevin Wasson, Celebrity Management
Mandell Wells , Wells Entertainment
Raymond King, Zoo Atlanta

Craig Dominey, Georgia Film, Music & Digital Entertainment Office
Alphonso Harvey, Walls Entertainment
Tamie Pettaway, Core Concierge

Ric Ross, Capitol Records



Elected and Government Officials

Cary Aiken, Historical Preservation

George Dusenbury, City of Atlanta Commissioner

of Parks, Recreation and Cultural Affairs

Anna Foote, Invest Atlanta Board

Joan Garner, Fulton Country Commissioner

Jack Gruendler

Camille Love, Cultural Affairs, Director, Office of the Mayor
Richard Mendoza, Public Works Commissioner

Karen Rogers, City of Atlanta

James Shelby, Atlanta Planning and Community Development Commission
Violet Travis Ricks, Atlanta-Fulton County Recreation Authority
Paul Taylor, DPRCA - Office of Park Design

CJ Dauvis, City of Atlanta Police

Ellen Wickersham, Invest Atlanta

Candace Byrd, Mayor’s Office

Transportation and Logistics

Glenn Kurtz, Lanier Parking Solutions
John Mason, HDR Engineering
Russell Miller, Central Parking System
Scott Sherin, Alston Transportation
Don Cavarell, Atkins North America
Nate Conable, Atlanta BeltLine

Atlanta City Council Members

Ceasar Mitchell, President

Kristina Garcia-Bunvel, Representing Michael Julian Bond
Keisha Bottoms, District 11

C.T. Martin, District 10

Felicia Moore, District 9

Joyce Sheperd, District 12

Howard Shook, District 7

H. Lamar Willis, Post 3, at large
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Electronic Survey

The detailed results of the electronic survey are described in the charts below:

1. What do you think are some of the biggest obstacles that inhibit the City of
Atlanta in its ability to attract, expand or retain businesses and investment?

Respondents were asked to choose as many as five (5) attributes.

Transportation/traffic

Public schools (k-12)

Public safety/crime

Weak downtown

Bureaucracy (permitting & zoning)
Lack of coordinated ED strategy/approach
Lack or poor state of key infrastructure
Manifestations of poverty

Other

Property taxes

Lack of regionalism

Lack of meaningful economic incentives
Lack of venture capital

Qualified workforce

Too much government

146
128
123
:79
‘79
76
74
61:
54
42 |
50 100 150 200 250 300 350 400

Number of responses

450
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2. On ascale of 1 to 5, with 5 being best, how would you rate the business
climate of the City of Atlanta? Other jurisdictions in the metro region?

46% W City of Atlanta

M Other
Jurisdictions

Percent of
responses

7%

1-Poor 2 - Below Average 3 - Average 4 - Above Average 5 - Bestamong No opinion/Don't
peers know
Business climate is defined by those laws and policies that are enacted by local government along with its execution of them and
how they impact local businesses, e.g. taxes, permits, customer service, etc. Respondents were also given the opportunity to provide
comments on why they scored the business climate as they did.

3. What do businesses need that they can’t find in the City of Atlanta?
Other

One-stop-shop for 4%,

business start-up

information
8%
Safe environment
Effective access to / downtown
city government 18% Qualified employees
(ombudsman) 7%
9%

Capital
7%
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4. What do you see as the City’s strengths/assets?

Respondents were asked to note their top five (5) attributes. Attributes gaining more than 3 % of the responses are

noted below.
Airport
Cost of living
Higher education opportunities
Weather/climate
Educated workforce/population
Climate
Diversity
Number of Fortune 500 companies
Young population
MARTA
Available space
Access to world-class healthcare
Southern hospitality
Established African American business class
Brand as a global city
Wide variety of activities
History as center of the civil rights movement
Cultural venues

1

50

100

150 200 250 300 350 400

Number of responses

5. What assets/attributes of the City of Atlanta do you believe are
underutilized in investment attraction?

Transit oriented development/rail system

Initiatives are not well coordinated/
communicated

Downtown

Higher education institutions are not leveraged

Arts and culture (entertainment)

Retaining recent college grads '

Accessibility to North Georgia nature/

recreation
Technical College system
Diversity

Other

Airport

450

50

100 150 200

Number of responses

250
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6. How would you rate the City's actions to spark and nurture
entrepreneurship and home-grown companies?

Leverage existing incubators M Excellent
¥ Good
Provide space at favorable rates/terms " Neutral

" Poor

Tell success stories of other start-ups in the City ® Very Poor

Attract venture capital to the region

Connect new companies to needed resources (capital or
expertise)

Advertise/communicate resources available
Create policies to make start-up easier

Provide programs/training

[} 20 40 60 B0 100 120 140 160 180 200

7. What could the City of Atlanta be doing better or differently
to grow entrepreneurship?

Connect small companies

to large companies
9% _\

Give small/start-up
companies preference in
city procurement
processes
9%

Provide incentives to ge
start-ups downtown

Connect various
resources for
entrepreneurs
12%
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8. What types of companies do you think would be a good fit for the area?

Other ~Agriculture

2%

3%

Casinos

State government jobs

4%

9. Which locations (domestic and global) do you believe are the primary
competitors to Atlanta for investment and job creation? (select up to four (4))

Charlotte
Dallas
Research Triangle
Austin
Nashville
Other cities in Atlanta's metro region
Houston
Brazil
lacksonville
Singapore
Londaon
Orlando
Birmingham
Denver
Miami
Tampa

New York
Boston
Partland
Seattle
Phoenix

Los Angeles
Dusseldorf
Baltimora

Las Vegas

50

100

150

200
Number of responses

250

300

350

400
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10. What infrastructure (soft and hard) is missing or

unsatisfactory in the area?

Other Public art
1%

Fixed guideway transit
5%

Urban nodes

5%
Public schools (K-12)
13%
Better
hardscapes/
citiscapes
6%

Gathering spaces/parks

and greenspace
7%

11. If money or politics was not an issue, what would you work to change about the City

of Atlanta?

Create world-class public schools where every child reads at grade level 22.2%
Efficient and effective, consolidated regional transportation system 20.2%
Solve homelessness/panhandling 13.9%
Full implementation of the Beltline 11.2%
Place Chicago's Michigan Ave on Peachtree Street downtown 6.1%
Coordination among government entities around a regional vision and economic 6.00%
development strategy

Create and execute an economic development and marketing strategy for south- and 5.7%
waest-side neighborhoods

Consolidate jurisdictions throughout the region and create a regional governing body 4,50
Provide alternatives for at-risk youth 4.1%
Other 3.4%
Dedicated funding source for the arts 2.8%
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12. What are your past experiences with and current perceptions of various
economic development efforts involved in investment attraction and retention?

W Very Satisfied
City of Atlanta B satisfied
= Neutral
" Unsatisfied
DeKalb County M Very Unsatisfied
Government
Fulton County Office of
Economic Development
Metro Atlanta Chamber
of Commerce
Invest Atlanta
Other entities
0 20 40 60 80 100 120 140

Number of responses

13. How could the above economic development efforts be improved?

Respondents were asked to provide open-ended text responses to the above question. Responses
reflected those issues raised by the focus groups, including:

e Improve or better leverage transit-oriented development policies

e Encourage growth by providing incentives; reducing cost of doing business

e Support business retention and expansion as well as attracting new companies

e Develop a coordinated city-wide and regional strategy and designate a lead economic
development organization for the region

e Advocate for the cities/region to streamline processes for establishing and running businesses

e Address business climate issues/obstacles (e.g. poor public education, manifestations of
crime, and transportation/congestion)

e Work to encourage/attract more venture capital in the region

e Place stronger emphasis on making Atlanta a more livable, walkable, bike friendly and
cleaner city.
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14. Invest Atlanta is the official economic development authority for the

City of Atlanta. Given its mandate defined below, which areas should
Invest Atlanta continue to focus?

Execute programs for business recruitment and
expansion within the City of Atlanta
Execute programs to promote/support
entrepreneurship

Manage tax allocation districts
Lead affordable housing initiatives
Manage New Markets Tax Credits

Serve as the lead in housing development

0 50 100 150 200 250 300 350

Number or responses

A final question (question #15) allowed respondents to comment on issues they felt were not
addressed above. The following describes electronic survey respondents who were willing to
share the requested information:

(1) Are you a resident of the City of Atlanta?

Yes 68%

No 32%
(2] Is your job located in the City of Atlanta?

Yes 75%

No 25%
(3] What is your gender?

Male S8%
Female 40%
Prefer not to answer 2 %
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(4) What is your age?

Younger than 18
18- 24

25-34

35-44

45 - 54

55 - 64

&5 or older

Prefer not to answer

[5) What best describes your industry?

Mon-profit

Economic development organization
City government

State/regional government

Large company

Small company

Start-up

Education

Retail

Services

Manufacturing
Other

0%
2%
18%
25%
23%
22%
7%
3%

11%
5%
3%
1%

11%

24%
4%
5%
3%

13%
1%

19%
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APPENDIX C

Local Specialization Analysis



APPENDIX C:
LOCAL SPECIALIZATION,
COMPETITIVENESS & GROWTH

Economic development targeting is driven primarily by the assets of community: What makes the
City of Atlanta different. This uniqueness is the primary foundation that is used by companies to
select business areas that match their needs and will inform their relocation, expansion or new
business location decisions.

As such, the following provides a more detailed and in-depth assessment of the Atlanta
economy and, coupled with the other data and analysis captured in Phase |, forms the basis for
the identification of the target industries. To best capture current industry and occupational
employment in the City, an overlay of ZIP Code areas closely matching the City's boundary was
utilized. The analysis examines the local economy from several different perspectives, each
adding a supporting layer of information. The assessment’s main goals are to provide historical
context, reveal areas of unique specialization, gauge competitiveness, and help uncover
emerging trends and opportunities.

The three main areas of analysis are: major industries, occupations and industry clusters. For each
area, there are relative measures of specialization, growth, local competitiveness, and earnings.

Major Industry Sector Change

Over the last five years the largest absolute gains came from Health Care & Social Assistance, up
8,648 jobs or 17.2 percent (Figure 1 and Table 1). Other significant gains were made in Private
Educational Services (up 4,297 jobs or 33.7 percent) and Finance & Insurance (up 2,881 jobs or
8.6 percent).

The greatest job losses have come from the Government sector, down 9,869 jobs or 10.6 percent.
Also experiencing significant losses were Information (down 4,981 jobs or 16.6 percent) and
Manufacturing (down 4,537 or 24.4 percent).
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Figure 1
Employment Change by Major Industry
Atlanta City ZIP Codes 2007-2012 1Q

Health Care & Social Assistance _ 8,648
Educational Services (Private) - 4,297
Finance & Insurance - 2,881

Professional, Sciethiﬁc, & Technical - 2,274
Services

Management of Fompanies & ~. 1,793
Enterprises |

Arts, Entertainment, & Recreation . 1,506

Administrative Support Services l 858

Wholesale Trade (588) i
Transportation & Warehousing (622) l
Utilities (715) i
Accommodation & Food Services (1,444) -

Retail Trade (1,897) -

Construction (3,537) -

Real Estate & Rental & Leasing (3,837) -
Manufacturing (4,537) -

Information (4,981) -

Government

(10,000) (5,000) 0 5,000 10,000




Table 1
Employment Change by Major Industry
Atlanta City ZIP Codes 2007-2012 1Q
Ranked by Absolute Change

2011 Employment
Major Industry Sector Jobs Change
Health Care & Social Assistance 58,980 8,648 17.2%
Educational Services (Private) 17,054 | 4,297 | 33.7%
Finance & Insurance 3g408 2,881 8.6%

Professional, Scientific, & Technical Services = 59,113 2,274 4.0%
Management of Companies & Enterprises 7,413 1,793  31.9%

Arts, Entertainment, & Recreation 17,006 1,506 8.7%

Administrative Support Services 33,118 858 2.7%

Wholesale Trade 11,816 (588) -4.7%
Transportation & Warehousing 12,051 | (622) -4,9%
Utilities 2,802 (715) | -20.3%
Accommodation & Food Services 42,115 | (1,444)  -3.3%
Retail Trade 33,690 (1,897) -5.3%
Construction 9,534  (3,537) -27.1%
Real Estate & Rental & Leasing 33,175 (3,837) -10.4%
Manufacturing 14,087 (4,537  -24.4%
Information 24,990 (4,981) -16.6%
Government 82,823 (9,869) -10.6%

Source: Economic Modeling Specialist, Garner Economics

Industry Earnings

A comparison of Atlanta’s average industry earnings to national averages may offer insights
into areas of unique expertise or cost saving opportunities. Atlanta’s industrial average earnings
exceed the national same-industry average in all major industries; at this level, it is more likely a
reflection of urban core specialization than overall cost competitiveness (Figure 2 and Table 2).
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Figure 2
Average Annual Industry Earnings Comparison
Atlanta City ZIP Codes 2012 1Q

Accommodation & Food Services

Retail Trade National
Average
Educational Services (Private) $50,198

Real Estate & Rental & Leasing

Administrative Support Services

dlllsll

Arts, Entertainment, & Recreation

Construction

Health Care & Social Assistance

Total

Transportation & Warehousing

Government

Manufacturing

Wholesale Trade

Professional, Scientific, & Technical Services

Information

Finance & Insurance

Management of Companies & Enterprises

Utilities

RV
o

$100,000 $200,000

w National [ Atlanta
Source: Economic Modeling Specialist, Garner Economics
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Table 2
Average Annual Industry Earnings Comparison

2012 1Q
I
Zip Codes
Utilities S167,788 5120,918
Management of Companies & Enterprises 5124,987 5113,766
Finance & Insurance 108,828 575,826
Information 106,757 582,979
Professional, Scientific, & Technical Services 595,418 572,582
Wholesale Trade 589,316 573,818
Manufacturing §75,275 574,417
Government 570,482 563,457
Transportation & Warehousing 569,347 550,258
Total $65,836 $50,198
Health Care & Social Assistance 562,629 §51,237
Construction $60,973 @ 548,088
Arts, Entertainment, & Recreation 546,855 526,657
Administrative Support Services 539,608 532,991
Real Estate & Rental & Leasing 539,171 525,631
Educational Services (Private) 537,239 535,368
Retail Trade 532,499 $30,007
Accommodation & Food Services 526,920 520,413

Source: Economic Modeling Specialist, Garner Economics

Major Occupational Change

Over the last five years the largest absolute occupational gains came from Personal Care & Service,
up 5,654 jobs or 31 percent (Figure 3 and Table 3). Other significant gains were made in Business &
Financial Operations (up 2,469 jobs or 6 percent) and Building & Grounds Cleaning & Maintenance
(up 1,692 jobs or 8 percent).

The greatest job losses have come from the Office & Administrative Support group, down 4,946
jobs or 5 percent. Other major remaining losses came from Production (down 3,027 or 18 percent)
and Transportation & Material Moving (down 2,809 jobs or 10 percent).
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Figure 3
Employment Change by Major Occupational Groups
Atlanta City ZIP Codes 2007-2012 1Q

Personal Care & Service 5,654
Business & Financial Operations 2,469
Building & Grounds Cleaning & Maintenance 1,692

Education, Training, & Library 1,211

Healthcare Practitioners & Technical 1,008
Protective Service 873
Arts, Design, Entertainment, Sports, & Media 762
Healthcare Support 729

Community & Social Services

Life, Physical, & Social Science

Farming, Fishing, & Forestry

Computer & Mathematical

Military

Management

Legal

Food Preparation & Serving Related
Architecture & Engineering
Installation, Maintenance, & Repair
Sales & Related (1,610)

Construction & Extraction (2,366)

Transportation & Material Moving (2,809) -

Production (3,027)

Office & Administrative Support

(6,000) (4,000) (2,000) O 2,000 4,000 6,000 8,000

Source: Economic Modeling Specialist, Garner Economics



Table 3
Employment Change by Major Occupational Groups
Atlanta City ZIP Codes 2007-2012 1Q
Ranked by Absolute Change

Major Occupational Groups

Personal Care & Service 23,967 5,654 31%
Business & Financial Operations 41,574 2,469 Lok
Building & Grounds Cleaning & Maintenance 23,620 1,682 8%
Education, Training, & Library 30,065 1,211 4%
Healthcare Practitioners & Technical 26,827 1,008 4%
Protective Service 14,458 873 6%
Arts, Design, Entertainment, Sports, & Media = 22,743 762 3%
Healthcare Support 9.801 729 B®
Community & Social S5ervices 8,035 277 4%
Life, Physical, & Social Science 5,380 204 4%
Farming, Fishing, & Forestry 289 [23) (7%)
Computer & Mathematical 14,914 (117) (1)
Military 2,098 {190) (B3)
Management 38,826 (298] (13)
Legal 11,111 (311) [3%)
Food Preparation & Serving Related 35,576 (B3B) (2%)
Architecture & Engineering 6,524 [953] | (13%)
Installation, Maintenance, & Repair 14,888  (1,220) @ (BH)
Sales & Related 62,002 | (1,610) (3%)
Construction & Extraction 5,469 | (2,368) | (20%)
Transportation & Material Moving 24,281 | (2,809)  (10%)
Production 13,770 | (3,027) | [18%)
Office & Administrative Support B9, 798  (4,948)  [5%)

Source: Economic Modeling Specialist, Garner Economics

Occupational Earnings

A comparison of Atlanta’s average same-occupational average hourly earnings to national
averages may offer insights into areas of unique expertise or cost saving opportunities. Similar
to Atlanta’s average industry earnings, same-occupation earnings exceed the national averages
(except for Protective Service group where national earnings are slightly higher) (Figure 4 and
Table 4).
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Figure 4

Average Hourly Occupational

Earnings Comparison 2012 1Q

Food Preparation & Serving Related
Building & Grounds Cleaning & Maintenance
Personal Care & Service

Healthcare Support

Military

Farming, Fishing, & Forestry
Production

Transportation & Material Moving
Office & Administrative Support
Protective Service

Construction & Extraction

Sales & Related

Installation, Maintenance, & Repair
Community & Social Services
Education, Training, & Library

Total
Arts, Design, Entertainment, Sports, & Media
Life, Physical, & Social Science
Architecture & Engineering
Healthcare Practitioners & Technical
Business & Financial Operations
Computer & Mathematical
Management

Legal

National
Average
$19.91

LLLLE

m!m!!ﬂlll

$0.00 $20.00 $40.00 $60.00

O Atlanta m National

Source: Economic Modeling Specialist, Garner Economics
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Table 4
Average Hourly Occupational

Earnings Comparison

2012 1Q
. . Atlanta
Major Occupational Groups 7IP Codes us
Legal 55416 542.35
Management 546.12 533.02
Computer & Mathematical 540.27 | 535.63
Business & Financial Operations 538.01 530.31
Healthcare Practitioners & Technical 537.99 534.79
Architecture & Engineering $37.16  $34.95
Life, Physical, & Social Science 534.39 531.63
Arts, Design, Entertainment, Sports, & Media 524.65 $19.93
Total 524.46 519.91
Education, Training, & Library 523.73 $23.00
Community & Social Services 523.07 520.56
Installation, Maintenance, & Repair 522.13 519.26
Sales & Related 521.67 517.14
Construction & Extraction 518.97 518.42
Protective Service 518.63 519.84
Office & Administrative Support $18.25 | 515.93
Transportation & Material Moving $17.09 | 515.67 |
Production 516.14 $15.91
Farming, Fishing, & Forestry 516.01 511.26
Military 514.53 514,52
Healthcare Support 514.05  512.70
Personal Care & Service 511.29 $10.65

Building & Grounds Cleaning & Maintenance 511.24 51141

Source: Economic Modeling Specialist, Garner Economics

The following assessment tools include a series of bubble/scatter charts and tables. Axis and
guadrant labels should be read as only general guides resulting from purely quantitative analysis,
not definitive conclusions. Each chart and table is meant as only one piece of a multiple part
analysis. To assist the reader in interpreting the bubble charts, each axis and quadrant is labeled
with broad descriptors.



Chart axis definitions:

e Specialization: Measured using location quotient (LQ). Reflects the level of relative
concentration of a particular occupation/industry/cluster in Atlanta compared to the nation. In
simple terms, high LQ’s (above 1.2) indicate what a local economy is good at doing and infers
there are unique skills, institutions, raw materials, etc. that support this position.

e Industry Effect: The portion of growth/decline attributed to a particular industry or cluster
nationwide. For example, if hospital employment grew by 5 percent nationwide in 2009, we
would expect to see the same percentage increase locally, assuming that the forces driving
nationwide growth would have a similar local impact.

e Local Effect: The proportion of growth/decline not captured by the industry effect, indicating
local unique performance. The local effect measures local activity outside the expected
nationwide trend. A consistent positive local competitive effect signals superior local
performance.

Chart quadrant label definitions:

e At-Risk: Locally specialized and recent local job losses.

e Competitive: Locally specialized and recent local job gains.

e Dedlining: Not locally specialized and recent local job losses.

e Emerging: Not locally specialized and recent local job gains.

e Local Decline/National Growth: Industry or occupation gains nationwide and local losses or
gains below nationwide trend.

* Local Growth/National Growth: Industry or occupation gains nationwide and positive local
gains or losses less than nationwide trend.

* Local Growth/National Decline: Industry or occupation losses nationwide and positive local
gains or losses less than nationwide trend.

e Local Decline/National Decline: Industry or occupation losses nationwide and local losses or
gains below nationwide trend.
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Industry Cluster Specialization & Growth

Industry clusters are geographic concentrations of interconnected businesses, suppliers, and
associated institutions in a particular field. Clusters are considered to increase the productivity
with which companies can compete, nationally and globally. For the analysis, we start with cluster
definitions developed by the Purdue Center for Regional Development and the Indiana Business
Research Center at Indiana University's Kelley School of Business through work funded by the
US Commerce Department’s Economic Development Administration. Garner Economics adjusts
cluster components to better match the location and particular economic situation.

Observations: The Business & Financial Services cluster is the largest single cluster in Atlanta.
It has experienced positive growth over the last five years, and exhibits a high relative degree
of local specialization at 1.5 (Figure 5 and Table 5). Another cluster experiencing growth and
local specialization is Arts, Entertainment, Recreation & Visitor Industries. The strongest growing
cluster is Health Services/Life Sciences, up 6,130 jobs, and identified as an emerging cluster due to
a location quotient (0.9) that does not presently indicate strong local specialization. The Printing
& Publishing cluster has the highest degree of local specialization at 2.3.
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Figure 5
Cluster Specialization & Growth
Atlanta City ZIP Codes 2007-2012 1Q

At-Risk Competitive
« Printing & Publishing
Arts, Entertainment,
Education & Knowledge Recreation & Visitor
Creation Industries.

Agnbusmess, Food % L Business & Financial
Processing & Technology - ) Services

5 0
c Transportation & Loglsm:s Health Services/Life
-8 Information Technology & Q Sciences
Il e ee . Saen
~N Telecommunications ™™
% 10 2\
3 <=
a
i Glass & Ceramics O

Chemicals & Chemical ™. " Security
Based Products
0.5
1~ Wood Products
Advanced Materials ... 7 \1 " .
Energy
Declinin Emerging
0.0 B
(4,000) (2,000) 0 2,000 4,000 6,000 8,000

Employment Change (2007-2012 1Q)

Size of the bubble represents total employment.
Clusters are not exclusive; industries may be in more than one cluster.
Source: Economic Modeling Specialist, Garner Economics

920



Table 5
Cluster Specialization & Growth
Atlanta City ZIP Codes 2007-2012 1Q

Five-Year M2 1Q

uter Job Change | "2 | Jobs
Competitive
Business & Financial 5ervices 18929 1.5 92,767
Arts, Entertainment, Recreation & Visitor Industries 14 1.7 35,534
Emerging
Health Services/Life Sciences 6,130 0.9 37,545
Security 1,783 0.8 | 12,825
At-Risk
Printing & Publishing {3,059) 2.3 | 20,859
Agribusiness, Food Processing & Technology 11,656) 1.6 12,744
Education & Knowledge Creation 1970 1.6 30,967
Transportation & Logistics [ 300) 1 244976
Information Technology & Telecommunications (657) 1.1 20,267
Declining
Advanced Materials (308&) 0.2 3,275
Glass & Ceramics (403) 0.6 515
Wood Products 1404) 04 1,721
Energy 433) 04 8,507
Chemicals & Chemical Based Products (1,087) 0.4 2.608

Clusters are not exclusive; industries may be in more than one cluster.
Source: Economic Modeling Specialist, Garner Economics

Industry Cluster Competitiveness

The Competitiveness screen seeks to reveal local competitive advantages (i.e. unique growth
beyond what industry trends would achieve).

Observations: A strong local competitive effect is exhibited by the Health Services/Life Sciences
cluster, meaning the cluster’s local growth is greater than what industry-wide trends would
predict. To a lesser amount, the Security, Transportation & Logistics, and Wood Products clusters
each had growth indicating a local competitive advantage in Atlanta (Figure 6 and Table 6).
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Figure 6
Cluster Relative Components of Growth
Atlanta City ZIP Codes 2007-2012 1Q

14.000 Local Decline/National Growth Local Growth/National Growth
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Size of the bubble represents total employment.
Clusters are not exclusive; industries may be in more than one cluster.
Source: Economic Modeling Specialist, Garner Economics
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Table 6
Cluster Relative Components of Growth
Atlanta City ZIP Codes 2007-2012 1Q

Local | Industry | 2012 1Q
S EEEE

Local Growth/National Growth

Health Services/Life Sciences 3,349 2,754 37,545
Security 1,281 493 12,825
Local Growth/National Decline

Transportation & Logistics 341 (B58) 24,976
Wood Products 129 (535) 1,721
Local Decline/National Growth

Business & Financial Services (9,031) | 10,877 99,767
Education & Knowledge Creation (3,674) 2,675 30,967
Energy (1,341) 899 8,907

Arts, Entertainment, Recreation & Visitor Industries (469) 452 35,534
Local Decline/National Decline

Glass & Ceramics (258) (148) 515

Information Technology & Telecommunications (523) (152) 20,267
Advanced Materials (48) (261) 3,275
Chemicals & Chemical Based Products (5583) (497) 2,608
Agribusiness, Food Processing & Technology (1,147) (521) 12,744
Printing & Publishing (1,194) | (1,885) 20,859

Clusters are not exclusive; industries may be in more than one cluster.

Source: Economic Modeling Specialist, Garner Economics

Occupational Specialization & Growth

Occupational groupings represent similar skills and educational qualifications. The groupings do
not necessarily reflect any specific industrial sectors or clusters.

Observations: Over the last five years, seven occupational groups have experienced growth and
had high relative local specialization in Atlanta (Figure 7 and Table 7). The largest occupational
group, also with the largest absolute five year growth is Business & Financial Operations, up 2,469
jobs to a total of 41,574. The Protective Service occupational group has the highest relative degree
of specialization at 1.49 followed closely by Arts, Design, Entertainment, Sports, & Media.
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Specialization

Figure 7
Occupational Specialization & Growth
Atlanta City ZIP Codes 2007-2012 1Q
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Table 7

Occupational Specialization & Growth
Atlanta City ZIP Codes 2007-2012 1Q

Five Year 0121

Occupational Group Change LQ ansn
Competitive
Business & Financial Operations 2,469 1.40 | 41,574
Building & Grounds Cleaning & Maintenance 1,692 1.08 | 23,620
Education, Training, & Library 1,211 1.08 | 30,062
Healthcare Practitioners & Technical 1,008 1.09 26,827
Protective Service 873 1.49 14,458
Arts, Design, Entertainment, Sports, & Media 762 146 22,743
Community & Social Services 277 1.10 8,035
Emerging
Personal Care & Service 5,654 1.00 | 23,967
Healthcare Support 729 0.69 5,801
Life, Physical, & Social Science 204 0.93 5,380
At-Risk
Computer & Mathematical (117) 1.27 145914
Management [228) 1.08 38,826
Legal (311) 2.52 | 11,111
Office & Administrative Support 14.946] 1.23 | BS, 798
Declining
Food Preparation & Serving Related 1B36) 1.00 35,576
Architecture & Engineering 1953) 0.82 6,524
Installation, Maintenance, & Repair {1,220} 0.83 | 14,888
Sales & Related {1,610] 0.89 | 62,002
Construction & Extraction {2.366) 0.39 9,459
Transportation & Material Moving {2,809) 0.79 24,281
Production {3,027) 0.49 | 13,770

Source: Economic Modeling Specialist, Garner Economics
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APPENDIX D:
UNDERSTANDING GEOGRAPHIES
& DATA AVAILABILITY

Measuring the unique characteristics and local trends of the City of Atlanta’s economy requires
the use of several different data sources, methodologies, and at times proxies to best capture its
underlying dynamics. This is true whenever measuring a municipal geography, whose boundaries
are more fluid, and reflect political rather than strict historic boundaries. As such, measuring the
City of Atlanta involves some tradeoffs in precision and timeliness that would not be present
with standard geographic units such as counties or metropolitan areas.

In general most demographic data, which represents residents, is collected by the US Census
Bureau and available at the City level. However, the data is collected primarily from the ten-year
decennial census or a smaller ongoing annual survey that offers more details, but which must be
viewed across multiple years to obtain acceptable accuracy.

Economic data, representing workers and businesses, is collected primarily by the US Bureau of
Labor Statistics. City-level economic data is rare, with counties being the smallest geographic
unit usually reported. Most county economic data is consistently collected and reported annually.
County-level data is used as the smallest geographic unit to capture the City’s economic position
and trend. Fortunately Fulton County holds 93 percent of the City’s population within its borders
and can act as a proxy for some economic information. For each benchmark economy examined
there is also a proxy county which holds the majority of the respective city’s population (Table
8). It should be noted however, that economic data is mostly silent to the residence of workers.

Table 8
Proxy Counties

| Prouy Percent City Population | Percent City Population

County Within Proxy County of Total Proxy County

Atlanta City | Fulton GA 93.3% 42.6%
Boston City | Suffolk MA 100% B5.5%
Dallas City Dallas TX 93.9% 47.5%
Denver City | Denver CO 100% 100%
Seattle City King WA 100% 31.5%

Source: US Census Bureau, Garner Economics

Certain economic data is available only at the metropolitan level. Metropolitan areas comprise
distinct multi-county regional economies, based primarily on a dense urban core with adjoining
areas serving as the source of the urban area’s workforce by means of commuting.
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Most media and business reporting use the term Atlanta broadly, most often reporting on the
multi-county Atlanta metropolitan area in lieu of the actual City. This is simply because the
amount of information available at the metro level is significantly greater than at the city-
level. It is not surprising then that for the general public and even more sophisticated business
readers, information pertaining to the Atlanta metro is often confused with the City.

Throughout this report four benchmark economies were compared to Atlanta in order to
provide a broader context of understanding as to where the city is competitively positioned
and how it might look to outside interests. The benchmark economies, like Atlanta, are each
municipal cities and urban cores of larger metropolitan areas. However, because municipalities
and metropolitan areas are not identical geographic units it is important to understand basic
differences between Atlanta and the benchmark economies (See Maps 1-5).

The City of Atlanta is the smallestamong benchmarks for total population and total employment,
while the Atlanta metropolitan area’s total population and employment is second largest, with
only Dallas larger (Table 9, Figure 8 and Figure 9). Unsurprisingly then, the City of Atlanta’s
population and employment make up a smaller share of the total metro than do the cities in
the benchmark economies.

The City of Atlanta absorbs the greatest proportion of non-city resident workers into the City
compared to the benchmark economies. Totaling 290,333, non-city residents account for 81.9
percent of the City's workforce. In other terms, City residents make a smaller proportion of the
City of Atlanta’s total workforce than in the benchmark economies.

So compared to the benchmark economies, the City of Atlanta has the greatest deviation
between its size and the greater metropolitan area; representing a smaller relative share of total
population and employment, while also absorbing a greater proportion of non-city resident
employment.
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Table 9

Benchmark Economies & Metro Areas

Atlanta | Boston | Dallas Denver Seattle
GA MA TX co WA

Residents (2010)
Metro Population 5,268,860 | 4,552,402 6,371,773 2543482 | 3,435,809
City Population 420,003 617,594  1,197.816 | 600,158 608,560
Percent City Population of Total Metro B.0% 13.6% 18.8% 23.6% 17.7%
Workforce (2010)*
Metro Employment 2,080,064 na* 2,684,800 1,139,281 1479752
City Employment 354,651 na 737,318 404,333 450,433
Percent City Employment of Total Metro 17.1% na 27.5% 35.5% 30.4%
City Residents Employed in City 04,318 na 200,378 117,900 167,601
Percent Total Employment City Residents 18.1% na 27.2% 289.2% 37.2%
Mon-City Residents Employed in City 250,333 na 536,941 286,433 282,832
Percent Total Employment Mon-City Residents B1.9% na 72.8% 70.8% 62.8%

Source: US Census Bureau, Garner Economics

2 Primary jobs, one job per worker, representing the single highest paying job per worker.

3 Data for the state of Massachusetts is not yet available for this dataset.
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Map 1
Atlanta
City and 28-County Metro

o~

Map 2
Boston
City and 7-County Metro
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Map 3
Dallas
City and 12-County Metro

Map 4
Denver
City and 10-County Metro
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Map 5
SEATTLE
City and 3-County Metro

=
[ Seattle Metro
W Seattle City

1. Fulton County Annual Population Change

Figure 10
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2010 Benchmark Economies & Population

Figure 11
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Source: US Census Bureau, Garner Economics
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3. Atlanta ZIP Codes Industry Sector Details — 2012 1Q

Highly specialized industries (LQ greater than 1.20), and high relative earnings (above $50,198,
the National average earnings per worker) are highlighted in

2012 1Q 5Y
Jobs | Change
14 (14)

Annual
Earmings

Timber Tract Operaticns 0.70 | S177 676
Fishing 14 13) Q.06 87,151
Support Activities for Crag Production 27 i3 .03 %73,053
08l and Gas Extraction 110 A 0.05 541,604
Support Activities for Mining 25 [14) Q.02 59,235
Electric Power Gaperation, Transmission and Distribution 1,625 [793) 1.3 5180430
Matural Gas Distribution 1,121 125 325 5153461
Water, Sewage and Other Systems 55 (47 a.30 %EG,297
Residential Building Construction 1,111 [634) 0.32 460,063
Nonresidential Building Construction 1,930 11,005 .24 501 435
Urility System Construction 180 [ 203 213 461,387
Land Subdiwigion 411 [282) 153 5B0,973
Highweay, Street, and Bridpe Construction 5ES (442 0.59 %E1,521
Ouker Heawy and Civil Engineering Constraction 4B T5) .10 454, 180
Foundation, Structure, and Building Exterior Contractors 483 [181) 215 534 560
Building Equipment Contractars 2.5E3 (280 .41 458,303
Building Finishing Contractors 1,787 (3R] 0.3 %35,206
ionher Spacialty Trade Contractors 446 (113 .13 S35,277
Grain and Qilzeed Milling 4] 4 0.2 454,281
Sugar and Confectionery Product Manulacturing 3D il 213 529,553
Fruit and Vegetable Freserving and Specialty Food fManutacturing 109 171 [4 Wl 478,606
Dairy Product Manulactwring 25 [282] .06 S, 028
Animal Slaughtaring and Pracedging 10 14) .02 &30, 205
Bakeries and Tartilla Manufacturing 1,368 [114) 153 453,272
Caher Food Manulacturing 4,363 [481] 810 5323,94B
Beverage Manufacturing 6,231 (12 530 299,031
Fibar, Yarn, and Thread hills 14 {19 016 | S106341
Fabric Mills 40 13) 028 | 5172 356
Textile Furnishings Mills 81 {2 .49 524,374
Cut and Sew Apparel Manafacturing 142 [101) .31 531,839
Apparel Accessonies and Other Apparel Manulacturing 45 ol | Q.77 H32.962
Veneer, Plywood, and Engineered Wood Product Manulacturing i (133 0.55 %02 867
Cekher Wsad Preduct Manufacturing 471 53 073 a6 253
Pulp, Paper, and Pagerboand BAills 2B 1 Q.09 | S18R 960
Corverted Paper Product Manufacturing 182 [2E85) 033 5151 566
Printing and Related Support Activities 1,133 (308 Q.72 461,047
Petroleum and Coal Products Manulacturing &2 5 212 | S11E 653
Badic Chermical Manufacturing 72 i1 217 503 450
Reiin, Synthetic Rubber, and Artiliaal Synthetic Fibers and Filamenls 75 (ER) 3.27 | 5107 865
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Industry

sdanufacturing

Pharmaceutical and Medicine Manufacturing 251 195 0.30 5133 794
Paint, Coating, and Adhesive Manufachuring 114 13} 063 SE3. 543
Epap, Cleaning Compeound, and Tollet Preparation Manufacturing 1T {180} 222 584, 72U
Other Chemical Prodwct and Freparation Manufacturing B7 a7) 0.24 SHIORY
Plastics Preduct Marwfacturing 155 {102) 0.14 SY1ET3
Subber Product Manufacturing 31 22y 0.0 SB3.537
Clary Product and Refractory Manufacturing 151 I 147 553 716
Glaas and Glass Product Manufaciuring 11% 125} .50 599518
Cement and Concrete Product Manufacturing 15% ELTL] 0.3y Syrioas
Lime and Gypsum Froduct Manufacturing 12 122) .24 SB35 SHE
Other Nonmetallic Mireral Product Manufacturing 271 {35) 1.24  SES68E
Foundries 18 3 005 534,135
Forging ard Stamping 102 15 0.34 552020
Architectural and Strucharal Metals Manufacturing 152 (a2 .15 555,730
Hardwrare Manufacturing 94 27 1.25 SE2 585
Sachine Shops; Turned Prodwct; and Screw, Mut, and Bolt Manufacturing a5 11 a3 557721
Coating, Engrawving, Heat Treating, ard Alled Actwities 15% 25 0.3y 553 BHE
Other Faoricated Metal Product Manufacturing E e 1 004 554579
ndustrial Machinery Manufscturing 24 10E) .0z SHEEH1
Commerncial and Service Industry Machinery Manufachuring 13 B a4y 5100808
Other General Furpose Machinery Manufachuring 2B 0,03 580,119
Efemikonductor and Sther Elecironk Companent Manufacturing 2E ? 002 | 557083
:?-::I:I::llr.:q 2zuring, Eleciromedical, and Contral Insiruments 106 {28} a.08 845 828
stanufacturing and Reproducing Magnetk and Optical Media 85 a1 1.24 5103434
Electrical Equipment Marwfacturing 135 (217 0,32 5155120
Other Elecirical Equipmeent and Component Manufacturing 52 (1% 0.1 5156,111
Sator Vehice Manufachuring 32 [2H%] 006 SHEEIS
satar Vehide Farts Manwfacharing 17T (14E] 0.13 554 906
Household ard Institutional Furnifure and Kitchen Cabinet Manufacturing 71 47 Q.10 544,933
Office Furnidune {including Fixtures| Manufacturing 177 1E .57 S5E4.005
sedical Eguipment and Supolies Manufachuring 1,150 {91} 1.1 SID4 ARy
Other Miscelaneous Manufacturing E L (Z2E) 0.34 SBEIE73
stotar Vehikcle and Maotor Vehikle Farts and Supplies Menchant Wnalesalers HET {122} 0.8k 554,994
fwrniture and Home Furnishing Merchant Wholesalers HE4 116 TH1  S1083HY
Lurmber and Other Constructon Materals Merchant Wholeslers EL 1] L7 | 5105000
Prafessional and Commercial Equipment and Supples Merchant Wholesalers TR {234) 041 | 53131000
stetal and Mineral {except Petroleum) Merchant Whaolesalers 2ED (28] 0.2 574,850
Ehectrical and Electronic Goods Merchant ‘Whol esalers s (Ba) 039 | 5131113
Handwane, and Plumb and Heating Equipmenit and Supples Merchant . .
Wholesalers * P " 4 k= =
Stachinery, Eguipment, and Supplies Merchant Whaolesalers 415 {175) a1 579,805
SMizcellaneous Durable Goods Merchant Wholesalers 1,12 278 0.8H SE2 831
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Paper and Paoer Product Merchant Whalesalers Bar 5114 605

Dnugs and Druggists’ Sundries Merchant Wholesalers i -'.-J_- 0.13 | 5133978
Apoarel, Pleoe Goods, and Motians Merchant Whalesalers 504 {102} aar 5T=02a
Grocery and Belated Product Merchane Whalesalers 1,463 183 065 SEE.T22
Chemilcal and &llled Products Merchant Wholesalers 251 {[H1} 0.75 SHE 554
2ptroleum and Fetroleum Froducts Merchant Wholesalers 52 (EED 0.1 S736TH
Seer, Wine, and Distilied Alzonalic Beverage Marchant Wholesalers JET {14} 1.54 SHZ 934
s=cellaneous Mondurable Goods Merchant Wholesalers LT {3el .24 Gid 00
‘Wholesale Slectronic Markets and Agerts and Brokers 1,850 {55 a.bLH 5108 764
sfurtomablie Dealers 511 (a8l 0.14 R i
ather Motor ¥ehiche Deabers 107 a5 a.21 535 046
Butomotive Parts, Acoessores, and Tire S5tores eq0 a5 .28 541475
furnibare SEores gor 14E 1.29 544 470
“ome Furnishings Stores 1,274 (gl 162 525, THS
tlectranics and Applance Stares HEZ {304} a.57 SED.Tha
Suilgirg Material and Supplies Dealers 1,243 L 3aH) 0.34 SaqE 307
Lawn and Ganden Equipment and Supplies Stares 111 (HH) 025 523397
Eroozny Stores 5,653 134 .75 530,122
Epecialty Food Stores 1= 118 aLr 535,134
Seer, Wine, and Liguor Stores a0& L1115 aHh 525 THE
Health and Persanal Care Stores 2,156 150 k3 G40,08E
oaaline Statons 951 133i .28 526045
Clathing Stares 2913 584} 141 524,103
thoe Stares H52 {214} 1.53 522 51H
lewelry, Luggage, and Leather Goods Stores Ear {252} 1.10 4% 961
tparting Goods, Hooby, and Muskcal Instrument Stares S 160 043 529,145
Soox, Percdicad, and Fusic Siores qED a5y 1.09 528,735
Department Stores 3,550 203 a.7H 529551
Other General Merchandise Siones 1,087F 230 .23 26085
Fonsis 304 L23) 0.7k 521 %48
Offlce Supplies, Statonery, and Gift Stores 1,283 (5a8) 0.9k 533377
Used Merchandise Stores r el LH3) a8 524 9391
dther Miscelaneous 2iore Retallers 1437 Lok} a.rz 530252
thectranic Shapping and Mall-Order Howses H1: 297 0.GH SE0.25H
Wending Machine Operators 1C2 151} aLr S52&, 774
Dureict Selling Estabdsnments 1411 194 .43 527,419
Scheduled Air Trarsportation 3,58 By 183  S103.8p1
sonscheduled &lr Transportation 31 11 a.14 GHI1 425
Aall Transporation 1% ric 0.ey LH1 TS
Deep oo, Coastal, and Great Lakes Water Transporation 14 i 011 4TS b2
aeneral Freght Trecking 2,533 13702 .5k 545,154
Specialized Freight Truceing B30 [321) a.Lh 545 2an
Urban Transk Sysbems EE] i 0.2k 570,351
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st M2 1 5
I -
’5 (2200

ribzrurban ard Rural Bus Transportation 1.37 531,585
T2l and Limousine Service bB5% Las a3l 5321, ThE
School =nd Emiployee Bus Transportation 103 50 a1y 5331973
Charter Sus Industry 1171 1135} 1.18 593 944
dther Transit and Ground Passenger Transportation 163 a3 aLd 522 97H
Zeenlc and Sightseeing Transportation, Land EL 5 Q.70 533,650
Support Adtivitles for Alr Transporiation HAeD LEL] 4.32 LH1E5h
Support Activitles for Road Transportation 101 (R a.zy 542 024
freight Transportation Arangement THE {14ai 1.7k SEEA430
Cowrers and Express Delivery Services 2,43 (227} 1.34 = E
Local Messengers and Local Dellvery 155 1 0.2H 520,560
‘Warzhousing and Storage 1,572 (23} a.ra 551620
Mewspaper, Periodical, Sook, and Directory Publishers 3,805 [£,382] | 224 SETOLE
toftware Publshers 1,350 315 152 5151870
Whotkon Ficture and Yideo Indusiries 1,1E& (3E) 084 5EL.112
Lowund Secording Industries =] (24} 237 544,774
Aadio ard Telewision Broadcasting 4,157 [EEN LAH 5134 398
Cable and Gther Subscription Pragramming 3,184 17 13.4  S11% HHY
‘Wired Telecommunications Carriers 5,531 570 279 511% 332
Wirekess Telecommunications Carriers {except Satellite) 1,347 {78 271 511F641
Other Telecommunications 1,418 {841} 245  5103,117
Data Frocessing, Hosting, and Selated Services 1,142 {1,482) | 1.18 LS, PR
Other Information Serdoes 1,439 Ehd 312 STTR2Y
sdanetary Authaorites-Central Sank 153 (534} 13.4 5101600
Deposkony Credit Intermcdiation B, 545 EEF 161 5106098
slondepository Credit intermediation 1,767 {93 O.H1 5130,531
BActwities Related to Credit intermediztion g0 {a24) a.7s S5E025
Sgcurities and Commedity Contracts Intermed|ation and Brodemge Sl s 1.78 5219234
Securities and Commodity Exchanges 115 e 141 SHE 206
Other Financiz! Investment Activities 9,614 3,834 1.11 SHI 052
nsurance Carriers aHIT 44 1405 5105150
Agencies, Brokerages, and Giher Insuranoe Related Actrdties 4,344 {295} o8 5100421
nsurarce and Employes Senefit Funds 1,751 E L 1.77 545, 742
Jther Investment Pools and Furds 520 g a.bg 53E. 520
Lessars af Seal Estate 9,253 (1,232] 1.20 550,743
Offkces of Real Estate Agents and Brokers Hu52 {10} 1.z28 S2E 217
Actwities Related to Beal Estate 12,303 (aE7) 1.73 534 551
Aurtomaotive Equiopment Sental and Leasing 1,612 {869 .28 1 il
Consumer Soods Rerda e {13} a6l 574,533
seneral Rental Centers B2 {aaH) 022 55E,154
Commerclal and Industrial Machinery and Equipment Rental 3nd Leasing 550 114 0.8k 555 6hE
Leszars of Nonfinancial Intangible Assets (except Copyrighted Works) 14 {15 017 | 5= 31E
Legal Benvioes 18,083 (545} 317 511%633
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Industry

2012 10
Jobs

Accounting, Tak Preparation, Bookkeeping, and Payrall Servipes 7.EH2 e 178 5100030
Arcnectural, Engineering. and Reied Tervices 2,342 1915 a4ai SHEOTY
Specialized Design Serdoes 3,111 {207 .47 542 320
Compuier Systems Design and Relabed Serdoss h,102 152 101 5105861
Manapement, Scientific, 2nd Technlcal Consulting Senvioes 11,822 14 191 5110042
trientific Research and Development Services rier rif ] 0.33 573, 250
Adwertising, Fublic Belations, and Aelated Services 7204 1,336 k2 SH3 BA1
Other Professional, Sclentifc, and Techrical Serddozs 2237 a1 a.75 541426
wanagement of Companies and Enterprises 7411 1,753 116 5134 3HY
Office Admiinistratie Services 2.6ES 118} 1.19 SES 522
Faciikles Support Serdces a3yl a3 asgy 542,050
Employment Services 0,341 HZH) 1.10 544,581
Jusness Support Serdaoes 2,534 q .74 542274
Travel Arangement ard Reseration Services HiZ {394a) 1.14 563,900
myestigation and Seourky Services 5,071 1,676 1.75 525 57k
Services oo Quildings and Dwellings 9,347 973 o.E4 521912
Other Support Services 1,578 a55) 1.27 551447
Waste Colectian 5H 18 0.1z 5E1.323
Waste Treatment and Disposa 3 i 025 SES 434
Zemediation and Other Waste Maragement Services uy B} o.:z3 553 BEY
tlementary and Secandary Schools (Private) 5,164 1,057 1.70 542,710
Jumbor Codeges (Private] a5 L1L 0.1y 530,333
Calleges, Unhversiles, and Frodessional Schoals [Private) 7,533 200E 1.a0 53T 206
Susiness Schoods and Compater 2nd Management Training [Private) 453 43 0.8 551325
Techmical and Trade Schools [Private] RS 1 1.248 544,075
ther Schoals and instructon [Preate) 2,613 1,034 101 521, 7h2
tducational Bupport Services (Private) 350 110 0.54 523,153
Offices of Frysicians 0,163 ZHE 1.7 5107314
Offices of Dentists 1,654 gL 063 SEE,001
Offices of Other Health Practitioners 7,132 a5 oHL 545 205
Outpatient Care Cznbers 1,284 118 064 ST1E2]
stedical and Dagrastic Laboratories S14 153 OLbE SE1,605
Hiomee Heakh Care Serdoes 2,228 Hig o.ay 533510
Other Ambalatory Hea®h Care Senvices 10% e a.11 556,144
aeneral Medical and Surgical Hosoltals {Private) 28,121 5,043 1.84 1 e B
Poychiatric and 2ubstance Abuss Hospials [Private) 1o HE 0.53 SHES1Y
Specialty (except Peychiatre and Substance Abuse) Mospitals (Private] 1,182 i) 1.84 SEZ51H
Nursing Care Facilties 2,185 111 a.eg 53T AL
Aesidentiz] Menta! Betardation, Mental Health and Substance Abuse Facilties L H2 o3l 534 440
Coammunity Care facilgles for the Elderly 430 55 018 525 LuH
Jther Residential Care Facllites 75 134} [l ] 537084
rndividual and Familly Services 3,454 H11 a3 5471504
Community Food and Housing. and Emergency and Other Rellef Serdcoes 1,132 £ .33 SE2,015
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Industry

Viocatianal Renabllitaton Serdoes 1,144 1402 536482
Chilg Day Care Services 5,2H% 1027 100 521,180
2erforming Arts Companies 1427 165 .26 535 297
Spectatar Sports 1,4e4 114 131 513314
Pramaters af Performing Arts, Sports, and SimiGar Events 1,755 125 555600
.ﬁ::inc:a nd Managers for Amists, Athletes, Entertainers, and Other Fublic o 200 374 438,763
ndependent Artists, Writers, and Performiers 5,342 EFE 1.54 52T A15
whusewms, Historcal Sites, and Similar instiutions 1,2E0 194 305 541,083
Amusement Farks and Arcades 9 2 a1z 5230248
Gambling Industries Lo EL a.13 SHT 351
ather Amusement and Recreation Indusiries 3,83 i H a3l 531247
Traveler Accommeodation 711 [EE RN 161 535622
3V {Recreational Vehiclke] Parks and Reoreational Camps 95 38 .38 541,534
Aooming and Boarding Houses 131 20 0.8H 523219
fulkService Restaurants 18,114 [1,074] 1.2H 522558
Limiteg-Service Eating Places 8.29T 38C b4 531,975
tperial Food Services 5, 1E& 18 1.8H 520,561
Driming Flaces (Alcohalic Beverages) 1,620 170 1.2H 521,709
Automotive Aepair and Maintenance 1,562 A 044 533,423
Eectronic and Precision Equipment Repair and Maintenance 11% (193) 0.2k 535914
Commercial and Industrial Machinery and Equipmenst g 13 .13 556,405
?ersorl and Houwschold Goods Repair 2nd Maintenande ad4 (22} 0.34 516,368
Persorad Care Services b,H1% 2,337 1.26 520,186
Dzt Care Seoraloes 240 2 2.5k 545297
Drycheaning and Laundry Services s {171} 101 529903
Other Personal Sendoes b, 252 1,256 1.48 526, THE
Aeligious Organizations £ bE1 HJ .83 521 806
Gramtmaking and Swing Services 1,34 BaE 114 579991
toclal Advoracy Organlzations pi] {13E] 1.2k 551457
Chwic and Social Organlzations 1,203 L5 498 531523
Suziness, Frofeszional, Labor, Polgica), and Similar Organizations 1,671 rlF 1.15 LkE482
?reate Households BaoT Z.HIE 153 55,507

tederal Government, Cheilan 11,8232 {325] 138 5111921
tederal Governmeent, Milkary Z,052 {190 023 552990
tducation and Hospitals [State Government) 13,585 GHE) 1.55 571,152
Etate Governmient, Excluding Education and Maspikals 15,053 (1,675 223 SEDLOEY
tducation and Hospitals [Local Governmeent] 19,529 [5,704] | 080 552063
Local Governmient, Excluding Education and Hospitals 19,872 [1,481] 122 SE0287

Source: Economic Modeling Specialist, Garner Economics

110



4. AHlanta ZIP Codes Occupational Details — 2012 1Q

Highly specialized occupations (LQ greater than 1.20), and high relative earnings (above $19.91,
the National average hourly wage) are highlighted in

Management Oocupations A2 HIE (2aE] 108 £46.12
Top Exccutives 12,038 11,675]) 1.57 25964
-.,.-a.-:,'::._:; nig. Marketing, Promotions, Fublic Relaticons, and Sales 3,733 113 188 554,36
Operations Specialtes Managers T504 155 1.37 25264
Other Management Occupations 16,453 370 0.7 23217
Suzness and Fimandal Operatons Oooupations 41,574 2,453 1.40 f3m01
Business Operations Soecalists 20,365 300 140 23937
Financial Specialists 20,605 2,063 1.32 23063
Compuier and Mathematical Gooupations 14914 (117) 127 24027
Computer Specialists 14,278 1130 1.2k 4035
Mathematical Science Oocupations 635 13 1.55 21054
arcnibecture and Engineering Gcoupations B.524 L 953) 82 2371
Architeots, Surseyors. and Cartographicrs 1,379 1414 1.7k 3740
Engineers 3482 1153) a.72 24241
Drafters, Engmeering, and Mapoing Technlceans 1,563 (345) a.71 23508
Life, Friysical, and Social Science Ocoupations 53D a0 033 3039
Life Scientists 635 4 an? 23735
Physical Scientists Bh2 10 a7 £39.71
Socal Scentsts and Aelated Waorkers 401k 204 111 £35.40
Life, Physical. and Socid Scence Techmiclans BL7 251 0.7 23335
Community ard Sodal Services Ocoupations 2038 rr 1.14 s30T
Counsekars, Sockal Waorkers, and Other Community and Soca
Sorvice Specialists ! s - 5 e
Religicus Workers abh 2 o.u2 23393
Legal Socupations 11,113 1311] 1.52 fRL 1k
Lawyers, Judges, 2nd Aelzted Workers Tzl (277) 2.50 LF05E
Legal Support Workers 4,080 {34] 1.5k vl Tl
tducation, Training, and Library Oocupations 20,065 1,211 1.8 £33.73
Postsecondary Teadhers 5774 {21) 1.35 f32.61
Primary, Secondary, and Special Education School Teachers 13,203 213 101 v e
Oher Teachers and Ins&ructors 2.000 gra 1.21 1565
Ubsrarians, Curators, ard Archhvists 1,007 6 1.20 21508
Other Education, Training, and Library Gocupations 4,.38L 11% a3z %1461
arts, Design, Enterainment, Sports, and Meda 23,743 TEL 140 LILES
Art and Design Workers 450 |25] 1.5k £21.83
Entertainers and Performers, Sports and Aelated Workers %914 450 1.52 23773

Medla and Communication Workers 5402 213 143 SILET
13 £21.23

E

Kedia and Communicaton Equipment ¥oreers 3,950 11



Warkers

Healhcare Praciitioners and Technlcal Oocupations 2 H2Y 1,008 149 23795
Health Diagnosing and Treating Practitioners 17,734 Big 1.13 245195
Health Techinologists and Techniclans -] 143 1402 £22.14
Other Heatheoare Practitioners and Technica! Occupations 409 : a4z £29.10

sealhvcare Suppart Oocupations 5.E01 119 oLy 1405
Nurzing, Psyochiiiric, and Home Health Aldes e 505 [T =11.50
Occupatianal and Physical Therapist Assktants and Aldes 178 o .80 £31.73
Other Heakheoare Support Oocupations 4,150 204 0.4 £16.55

Protective Senvice Oocupetions 14 258 ara 1.49 1863
First-Lime SupervisorsyManagers, Proftectve Service Workers 1,374 {500 1.86 23812
Fire Fighting and Prevention Warkers 1405 LEN 128 22098
Law Enforcement Warkers 5450 483] 1.52 £21.83
Other Protective Servioe Warkers B 230 1,350 1.80 51327

food Freparaticn and Serving Related Cocoupations 35576 H35] 1.0 =10.H2
Supenisors, food Preparation and Serving Workers 1.13% {BL) 104 21718
Cooks and Food Frepamation Workers 5,18 v231] 1.0 =11.00
Foiod and Beverage S5erving Workers 2. 734 33E) 1498 249
Other Food Frepamtion and Serving Selated Wiorkers 4,556 185] 1.12 £a.57

Juliding and Grounds Cleaning and Maintenanoe 23620 1,652 108 £11.2a

w;lrj::r:.-lsn:-':-. Juilding and Grounds Cleaning and Maintenance < 452 240] 113 518,56
Buiding Cleaning and Fest Confrol Wiorkers 19,827 1,819 1.22 £10.54
Growunds Mainbenanos Workers Feioh | 114 .52 %12.35

fersona] Cane and Service Dooupations 23367 5,E54 1M 511.25
sSupenisors, Personal Care and Service Woriers 915 1&TF o.H3 £15.27
Animal Care and Serdoe Workers 24A15 519 136 21347
Entertainment Attendants and Belated Woskiers 2,084 5% 1.1k £10.1%
Funeral Service Workers 120 o 1.11 %15.H3
Personal Anpearance VWorkers 5h22 2,145 1.34 511.485
Transportation, Towdsm, and Lodging Aftendants a7k IG5 117 £17.45
Other Persanal Care and Sersdce Workers 11513 2,581 a.ky %1003

Lales and Related Occupations 52,002 (1,E10] 0.8y 231ET
Supervisors, Sales Waorkers 6442 Rl a.75 v [
Retall Sakes Workers 15,101 W1, 159%) a.73 12,00
Sales Represoniatives, Senvoes 10,800 1,243 1.07 S3ZHD
Sales Represenfatives, Wholesale and Manufacturing 5073 1342) 0.l 238 pE
Other Sales and Related ‘Workers 20,506 | 750) 1.12 2321

Office and Administrative Suppart Oocupations B, 794 g, 5d5) 123 218.25
Supenvisors, Office and Administrative Support Workers B57Y 345) 1.50 22745
Commundications Equipment Operators 1,00H L 194 21361
Financiz! Clerss 13,543 va81] 117 S18.2E
Informiation and Becord Clerks 33,221 ] 1.3k £17.21
Materizl Recording, Scheduling, Dispatching, ared Distriouting 11 g62 12671 a.a0 16,55
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sprretarics and Administrative Assistants 12.bE2 45 7] 1.80 v ek g
Other Office and Adminstrative Support Waorkers 1%, 725 1,235) 112 215,03
farming, F=ning, and Forestry Ocoupations 283 {231 0,04 216,01
Supenyisors, Farming, Fshing, and Forestry Workers 13 {41 0.1& 21395
Agrcultural Workers 1H1 006 214875
Fishing and SHunting Waorkers 27 a.1d 515485
Forest, Conservation, and Logging Workers 4B 1l 0.1k =15.29
Construction and Extraction Jocupatians 5459 2,3i5| 034 £18.9%
Supendsors, Construction and Exiracton Workers 1,109 JET] 0Lk 52700
Constructon Trades 'Waorkers 5913 1,73%) .38 213.50
Helpers, Corstruction Trades b2 11iG) o4&z 213.73
Otheer Construction and Related ‘Warkers 1020 107] 0.73 sr2ie
Exiraciion Workers bL 151 a.az? 213.35
nstallztion, Maintenance, and Aepair Dooupations 14 5H8 1,2230) 083 22213
Supenyisors of Instaliation, Maintenance, and Bepair Workers 1434 1i=0] 112 £31.58
qE:I::r:,I:J and Electranec Bquipment Mechanics, Instzlers, and 1313 1051 117 826 10
qE'.-I:I:I'lrnl;r-: and Miobde Equipment Mechanics, installers, and 1417 1811 0.6 530,56
Other Instaliztion, Maintenance, and Bepalr Ocoapations B.T20 | TES) a3z £19.9¢
Praductlan Oooupations 13,770 3,027) a.s4 516.14
Supenyisors, Production Warkers 10HL 12T 0.54 £27.27
Assemiblers and Fabircators 24,137 958) a.£1 51416
Food Processing Workers 1246 |3E] a.54 £12.97
Fietal Workers and Flastc Workers 1036 254 ] .18 21h.41
Printing Workers 591 aa? 218.18
Textlle, Apgarel, ard Furnishings Workers 1.T2b .bb 211.56
Woodworkers 271 1zl .34 %1545
Plant and System Operators 57z |81 a.71 23836
Other Frogduction Ccoupations 4,710 534] [l cH %1542
Trarsportation and kateral Moving Ocoupations 2%, 281 ol -1l a.74 £17.05
Supendsors, Transporiation 2nd Materie! Moving ¥Woreers 1170 154 ] 103 22544
Air Transportation Warkers 1,815 133 271 25730
Mpfor Yehiclke Operators 10097 1,3e4] a.73 £17.0:
Rall Transportation Worsers L] 13 0.53 Sra1v
Water Transportation Workers 48 1 0.15 239,245
Other Transportation \Warkers LAl 54 1.56 %12.63
Materia! Mowing ¥¥oreers 10505 1,452 ] 0.7H =13.53
Slitary Oooupations 2134 1 150) .33 51£.53

Source: Economic Modeling Specialist, Garner Economics
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APPENDIX E:
OPERATIONAL TARGETING ANALYSIS

Following the Assets and Challenges Assessment, the City of Atlanta was evaluated on its
business-attraction potential utilizing Deloitte Consulting’s proprietary model, the Operational
Targeting Matrix (OTM). The OTM is a tool developed by Deloitte Consulting to evaluate
a community’s potential ability to support/attract a diverse spectrum of operation types. It
employs over 40 operating parameters to assess the ‘fit’ between a community and a particular
type of operation, based on the unique combination of operating costs and conditions each
operation type requires to compete successfully.

Representative factors and operation types considered in the OTM include:

Representative OTM Factors (inputs) Representative Operations Types (outputs)

m Production skills presence = Food manufacturing
m Professional skills presence » Technology manufacturing
= Labor availability m Life sciences manufacturing
s Labor cosis m Light manufacturing/assembly
s Labor relations m  Next-generation manufacturing
m Heavy manufacturin
m  Utility infrastructure vy ¢
= National distribution
m Real estate assets . o
. . m  Regional/localdistribution
= Environmental quality m  Moderate-skill customer contact center
» Transportation infrastructure ® Low-skillcustomer contact center
® Quality of life; amenities m Higher-skill customer contact center
m Industry cluster potential » Global headquarters
= Incentives m Regional headquarters
m  Education m Life sciencesresearch & development (R&D)
n | |

Local leadership Technology research & development (R&D)

Based upon the information collected during the Community Assessment, the City of Atlanta
was given a score on each OTM factor. The factor scores were then weighted by the critical
location needs of each facility type to calculate the Operational Fit Score. Operational types
with the top Fit Scores would be most likely to find the City of Atlanta appealing. Fit Scores
reflect the attractiveness of a location for new or expanding operations and range from 1,000
to (-)1,000. Scores above 400 are generally strong candidates.

Based on the OTM Ratings, the City of Atlanta’s strengths are most likely to appeal to research and
development, headquarters/front office, customer contact/back office, and light manufacturing
/assembly operations.
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Functional Type Functional Area Total Score Rank
Research & Development Medical and Life Science 910 1
Research & Development Technology and Related 770 2
Headguarters Regional 665 3
Headquarters Global 650 4
Customer Contact/Back Office Moderate Skill 625 5
Customer Contact/Back Office High Skill 625 6
Manufacturing Light / Assembly 490 7
Customer Contact/Back Office Low Skill 485 8
Manufacturing Food 300 g
Manufacturing Life Science 295 10
Manufacturing Technology 265 11
Distribution Local / Regional 265 12
Distribution Big Box 225 13
Manufacturing Advanced 120 14
Manufacturing Heavy 95 15

T To measure local specialization, location quotients (LQs) for each occupation, industry or cluster is derived.
LQs are ratios of an area’s distribution of employment for a specific occupation/industry/cluster compared to
a reference or base area’s distribution. In this analysis the reference area is the US If an LQ is equal to 1, then
the industry has the same share of its area employment as it does in the reference area. An LQ greater than 1
indicates an industry with a greater share of the local area employment than is the case in the reference area
and implies local specialization. LQs are calculated by first, dividing local industry employment by the all industry
total of local employment. Second, reference area industry employment is divided by the all industry total for the

reference area. Finally, the local ratio is divided by the reference area ratio.
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