
Locational Assessment and 
Recommended Strategic Plan for 

Economic Growth

November 4, 2010

Deliverable Two: Recommended Strategic Plan
For Economic Growth

Tampa Hillsborough Economic Development Corporation



This document is the second of two deliverables that comprise the Biggins Lacy Shapiro & Co., (BLS & 
Co,) engagement on behalf of the Tampa Hillsborough Economic Development Corporation’s (Tampa  
Hillsborough EDC’s) efforts to develop a Locational Assessment and Strategic Plan for Economic 
Growth for Hillsborough County and the cities of Tampa, Plant City, and Temple Terrace

• This report comprises Parts Three and Four of the Tampa-Hillsborough Locational Assessment and Strategic 
Plan for Economic Growth and is our final deliverable:

– Industry Targeting Analysis:  This analysis will identify five strategic targets that can create significant jobs and 
investment for Hills borough County’s economy

– Based on quantitative analysis of their job generation, and investment attraction potential and on assets 
described in the Locational Assessment previously submitted

– Tampa Hillsborough EDC will focus its marketing efforts on these strategic targets, as described below

– Strategic Plan Inputs:  The report includes economic development recommendations to position Tampa-
Hillsborough County to capitalize on job creation and capital investment opportunities.  Activities include:

– Marketing approaches to cultivate and “sell to” the targeted sectors

– Recommended business climate enhancements to strengthen Tampa-Hillsborough County’s business case to 
attract, retain and develop investment in the targeted industries

– Recommended local incentive program modifications based on locational assessment inputs and needs of 
the targeted industries, as a component of overall marketing

– Implementation roadmap for Strategic Plan implementation and recommended next steps

• The results provide the basis for adoption of a formalized Three Year Plan and Budget for Economic Growth
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SECTION ONE:
INDUSTRY TARGETING
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Industry Targeting: Overview

• Selection Process

• Target Industry 
Identification

• Recommended 
Industry Profiles

This section reviews potential target industries and advises the Tampa Hillsborough EDC on priority 
sectors for investment attraction and development.  These are targets deemed advantageous for 
Tampa-Hillsborough County today and capable  of positioning the County and the broader region for 
economic growth in the future

• Through the course of developing the Phase One Locational Assessment, and in 
meetings with local industry experts, employers, government and academic 
leaders, and other stakeholders, a long-list of current and aspirational target 
industries and subsectors has emerged

• In this section we subject these industries to a deeper analysis of their economic 
development potential based on the always important dimensions of:

– Total present employment (by residents of Hillsborough County)

– Past and projected  job growth (locally and across the US)

– Wages and wage growth nationally compared to all sectors of the economy

– Recent growth in capital investment

• We then further explore the viability of these industries, per Tampa-Hillsborough’s 
locational assets and shortfalls, and identify five broad clusters to focus economic 
development marketing and planning for the next three years

• The following pages describe our approach to industry selection and identification
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The Selection Process
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Some Useful Definitions

The following nomenclature will be used in this analysis
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• Clusters: In this report we refer to “clusters” of related activity that comprise subsector industries which 
themselves may be organized in functional groups.  For example, the “Financial Services” cluster, as it pertains 
specifically to Tampa-Hillsborough, is depicted here as including both “Middle Office” and “Back Office” 
functions.  To further refine our targeting strategies, these two functions, in turn, comprise a series of NAICS 
code subsectors chosen because the activities of those specific industries best define (in our opinion) what 
occurs in financial services middle and back office operations

• NAICS Codes:  As noted above, we used North American Industrial Classification System (NAICS) codes to 
identify specific subsectors that would comprise the functions or industries that make up each cluster 
described in this report.  NAICS is a widely accepted standard for the classification of thousands of different 
industry sectors and subsectors.  As an example, the NAICS  codes and subsectors describing Financial 
Services Middle Offices include NAICS 5182 (Data Processing, Hosting and Related Services), NAICS 5223 
(Activities Related to Credit Intermediation) and NAICS 5231 (Securities Contracts and Intermediation, etc.).

• Function:  Continuing with the example from above, the functions that might occur in a financial services 
middle office include accounting, compliance, risk management and others.  

• Segment: Further specialization within industries, for example, surgical instruments, banking

• Niche:  As used later in this report, niche refers to a specific industry sub-segment to base unique sales 
messages and marketing value proposition



Process for Targeting: Steps

Our industry targeting methodology involved the following activities 

1. A review of current and aspirational industries and business 
functions in Tampa-Hillsborough County, based on 
quantitative research, the Locational Assessment and our local 
market experience. Also considered were:
• Current Tampa Hillsborough EDC targets 

• Enterprise Florida High Tech Growth Corridor targets 

• Work-in-progress targets for the Tampa Bay region

2. Categorization of the industries and  business functions into 
appropriate market groupings or clusters

3. Quantitative analysis of employment, wage and capital 
expenditure data at the NAICS 4-digit industry level (and 
occasionally the even more specific 6-digit level)

4. Further analysis of competitive location factors for the 
industries, based on the Locational Assessment and a review 
of industry trends  and prominence

5. Short-listing  and prioritization of targets for further analysis 
based on the previous inputs

6. Profiles of five recommended target clusters and identification 
of niches to target marketing and strategy development
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Process for Targeting: Factors for Selection

We considered the following menu of factors in the selection of target industries….geared towards 
creating jobs and opportunities for the residents of Hillsborough County

• Employment – is there at least a modest job presence in Tampa-Hillsborough County conducive for 
further cluster development? 

• Concentration – is there a greater share of an industry’s employment locally than is the case 
nationally…an indicator of potential competitive advantage?

• Scale – are the potential target industries (and the players within the industries) of sufficient size to 
establish a meaningful footprint?

• Job Growth – what has been the growth history of these industries; do they tend to relocate to or 
expand within Tampa-Hillsborough County?

• Projections – which of these industries also are predicted  to grow nationally?

• Wages – do the industries have the potential to boost local wages?

• Capital Expenditures – have the industries exhibited above average investment activity nationally?

• Agglomeration Opportunities – are there cross-industry synergies that, in combination, have the 
potential to create more jobs and wealth than can any single sector?
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And, all in all, how distinguished is the Tampa-Hillsborough business case, based on the Locational 
Assessment, for the particular industry?…the basis for designing a winning value/sales proposition?



Target Industry Identification
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Starting Point: Tampa-Hillsborough County’s Designated Targets

Tampa-Hillsborough Economic Development Corporation (Tampa Hillsborough EDC) has recognized the 
following broad categories as current target industries:

• Advanced Manufacturing
• Agri-technology
• Aviation and Aerospace
• Biotechnology and Life Sciences
• Cyber Security

Additionally, Enterprise Florida has identified clusters and corridors for the Tampa trr

Additionally, Enterprise Florida has identified clusters and corridors

Additionally, Enterprise Florida has identified industries for the broad High Tech corridor…and most recently, the 
Tampa Bay Regional Partnership has issued draft  recommended target sectors for the Tampa Bay region

TAMPA BAY PARTNERSHIP:                                                             
Draft Recommendations: High-Potential Clusters for Tampa Bay 

Region (September 24, 2010)

• Life Sciences and Medical Services

• IT Services & Electronics

• Aerospace, Defense & National Security

• Financial Services

• Business Services

• Marine & Environmental Activities

Recommended Targets: 

Health & Human Performance; High-Tech Electronics & Instruments; Data 
Management, Analytics & Services; Marine & Environmental Activities

ENTERPRISE FLORIDA:                                                                                              
Target Industries for Florida’s High Tech Growth Corridor

• Agri-technology

• Aviation and Aerospace

• Digital Media/Interactive Entertainment

• Financial Services

• Information Technology

• Life Science/Medical Technologies

• Microelectronics/Nanotechnology

• Modeling, Simulation and Training

• Optics and Photonics

• Sustainable Energy

Considering these inputs, along with our research and interviews, what broad clusters should drive Tampa-
Hillsborough County’s marketing efforts for the next three years?

• Financial and Professional Business Services
• Port and Maritime Industries
• Sustainable Energy
• Warehouse and Distribution
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Cluster Description

Agribusiness • Winter fruit crops predominate Hillsborough County’s agricultural sector, the fifth largest in Florida.  The area also is a key 
supplier of phosphate which is increasingly in short supply world wide.  The Plant City campus of Hillsborough Community 
College is home to a branch of the University of Florida and its Institute of Food and Agriculture Sciences (IFAS). IFAS offers 
degrees in environmental horticulture, agricultural education, natural resources conservation and geomatics in Plant City.

Alternative
Energy & 
Sustainability

• This cluster represents biofuels production and the creation of a sustainable built environment (e.g., LEED certification) as well as 
solar energy infrastructure

• Plans were recently approved for a 3,000-acre renewable energy park on the site of the former Sydney Mine near Brandon

• USF as a member of the Florida Energy Systems Consortium, is participating in a $50 million grant for a solar park demonstration 
project.  USF also is taking the lead to develop smart grid technology in partnership with TECO

Biotechnology & 
Medical Devices

• This cluster includes the work being performed at M2Gen, the promising Moffitt joint venture with Merck.  M2Gen combines 
tissue sampling with sophisticated bioinformatics to help build smaller but better defined populations for clinical trials

• Also notable are Draper Labs, a spinoff of MIT, that is applying miniaturization technology originally developed for missile 
guidance and communications systems along with wireless technologies to develop nanotechnology based drug delivery systems 
at its site in the USF Research Park.  Draper also is developing cochlear implant technologies with the USF Auditory Therapy 
department

Cross-Business 
Functions

• We use the term “Cross-Business Functions” to describe industry subsectors that perform value-added work in support of global 
business enterprises

• These operations cut across multiple industries and can include headquarters enabling functions such as marketing and finance
to complex business analytics, consulting, and mainframe computer skills that are core to the organizational structures of mid-
size and larger companies

Defense & 
Security

• It is challenging to accurately gauge the size of the Defense and Security cluster in Tampa-Hillsborough because it appears that 
so much of it is both classified and focused on services and niche security devices employing emerging technologies such as 
biometrics rather than weapon systems manufacturing and assembly or modification and repair

Current and Aspirational Industries: Cluster Profiles
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We started with numerous broad clusters and associated functions and NAICS subsectors based on 
what we learned and what he heard during the earlier Locational Assessment – some of these 
potential targets already are established, others are aspired to:



Current and Aspirational Industries: Cluster Descriptions

Cluster Description

Transportation • This cluster represents activities directly related to goods movement and ancillary industrial activities benefitting from local 
infrastructure (including the Port of Tampa and Tampa International Airport)

• The Port of Tampa provides a focal point for distribution for the Central Florida market (representing more than eight million 
consumers).  Much of the 2,500 acres under Port Authority control is available for expansion, including port-side development…

• …However, beyond the Port, Florida DOT will not sanction additional distribution center development approvals in Eastern 
Hillsborough as I-4  is said to be at capacity

• Ship building and repair niche activities also represent potential growth opportunities at the Port, even though Tampa employment is 
down considerably over the past ten years in the overall industry segment

• Tampa International Airport’s air cargo operations represent an important transportation resource and job generator as well as an 
important transportation asset for area goods producers

Financial 
Services

• The financial services industry constitutes a backbone of the Tampa regional economy and includes major players such as Citi,
Depository Trust and Clearing Corporation, JP Morgan Chase, T. Rowe Price, USAA and Raymond James Financial (in St. Petersburg)

• Front-office financial service functions (e.g., corporate finance, trading, market analysis) tend to remain concentrated proximate to 
the major money markets (e.g., New York, London, Hong Kong).  However, research and other so-called “knowledge center” activities 
are trending towards middle offices in more remote locations such as Tampa

• The rise of so-called “Middle Office” functions such as the design of accounting applications, regulatory compliance and global 
treasury signal the ongoing and upward evolution of the financial services industry in the Tampa market from more traditional
activities such as call centers

• However, these back office functions still represent opportunity and good entry-level jobs into this vital Tampa industry sector

Hospitality & 
Entertainment

• This cluster, while not typically within economic development recruitment efforts, creates economic impacts, quality of life and 
prestige benefits via  media exposure  and visitors who stay in local hotels, frequent attractions, attend conventions, etc.

• As an example, this potential cluster would include a proposed amateur sports tournament facility, possibly located in Plant City at 
the site of the former Cincinnati Reds spring training camp.  Potential organizers have hoped to lure 30 – 40 softball and soccer 
tournaments per year, and reap additional benefit for the area’s destination theme park and hotels

Medicine & 
Medical
Management

• This cluster includes emerging industries such as Electronic Health Records (also known as healthcare IT) which received a significant 
boost in the recent economic stimulus package

• The promise of Medical Simulation and Training is largely dependent on the future of the Center for Advanced Medical Learning
(CAMLS)  project, described in the Locational Assessment

• Specialized Medicine acknowledges the advances in personalized medicine being made at the H. Lee Moffitt Cancer Center as well as 
the brain injury and repair program at USF College of Medicine and veterans reintegration efforts at the Haley VA hospital
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Industry Analysis: Quantitative Factors

We assigned primarily 4-digit NAICS codes to each cluster and subsector grouping to aid in the quantitative 
analysis of each and to help determine which would best serve economic development efforts in Tampa-
Hillsborough over the next three years

• As our clusters do not align neatly with defined NAICS industry categories, we calibrated multiple NAICS 
codes to paint a picture of  specific industries and activities in Tampa-Hillsborough County

Additionally, Enterprise Florida has identified clusters and corridors

• Results are depicted 
on the following  
pages and measure 
local performance in 
the following factors:
– Employment and 

job growth
– Concentration
– Wages
– Capital 

Expenditures

• There will be some 
overlap because 
some NAICS 
industries are 
represented in more 
than one cluster, as 
depicted in this 
matrix
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NAICS Code and Industry Agribusiness

Alternative 

Energy & 

Sustainability

Biotech and 

Medical 

Devices

Cross-Business 

Functions

Defense & 

Security

Financial 

Services

Hospitality & 

Entertainment

Medicine & 

Medical 

Management Transportation

NAICS 1111 Oilseed and Grain Farming

NAICS 1113 Fruit and tree nut farming

NAICS 1125 Aquaculture

NAICS 2123 Non-metallic mineral mining / quarrying

NAICS 2361 Residential Building Construction

NAICS 2362 Non-residential building construction

NAICS 237130 Alternative energy structure construction

NAICS 3118 Bakeries & tortilla mfg

NAICS 3119 Other food  manufacturing

NAICS 31211 Soft Drink Manufacturing

NAICS 3251 Basic Chemical Manufacturing

NAICS 3253 Pesticide, Fertilizer, other agr.   chem.  mfg.

NAICS 3341 Computer & peripheral equip mfg.

NAICS 3345 Navigation,measuring,electromedical instr. Mfg, 

etc.NAICS 3366 Ship and boat building

NAICS 3391 Medical equipment and supplies manufacturing

NAICS 4885 Freight transportation arrangements

NAICS 4931 Warehousing and storage

NAICS 5112 Software publishers

NAICS 5121 Motion Picture and Video Industries

NAICS 5182 Data processing, hosting and related services

NAICS 5223 Activities related to credit intermediation

NAICS 5231 Securities, commodity contracts, investments

NAICS 5242 Third Party Admin of Insurance Funds

NAICS 525 Funds, trusts, and other financial vehicles

NAICS 5412 Accounting and bookkeeping services

NAICS 5413 Architectural, engineering and related services

NAICS 541512 Computer systems design services

NAICS 5416 Management and technical consulting services

NAICS 54171 Physical, engineering and biological research

NAICS 5419 Other professional, scientific,technical services

NAICS 541990 All other prof., scientific, technical services

NAICS 5511 Management of companies and enterprises

NAICS 5612 Facilities Support Services

NAICS 5614 Business support services

NAICS 56192  Convention and Trade Show Organizers

NAICS 561990 All Other Support Services

NAICS 6113 Colleges, Universities, Professional Schools

NAICS 6114   Business Schools and Training

NAICS 6115 Technical and Trade Schools

NAICS 6211 Offices of Physicians

NAICS 6223 Other hospitals

NAICS 711310 Promoters of Sports & Performing Arts

NAICS 7131 Amusement parks and arcades

NAICS 7139 All other amusement/recreation industries



Category Considerations Rationale

Jo
b

s

Concentration
An industry’s share of  total, private sector employment 
in Hillsborough County vs. its share nationally.  Depicted 
most concisely via Location Quotients

• Industry sectors or subsectors having a high concentration  locally (e.g., Location 
Quotient > 1.0) signals a potential competitive advantage for Hillsborough County

Presence
Total Hillsborough employment in an industry sector in 
2009 (the most current data)

• Indicates if an industry is of sufficient size to have a bearing on the local economy

Job Growth

An industry’s growth  (loss) of  employment in 
Hillsborough County  and the U.S. as a whole, between 
2001 and 2009.  Also projections of an industry’s growth 
across the US for the period 2008-2018

• An indicator of the likely long-term impact of an industry.  Trend data (2001 – 2009) are 
discounted somewhat because so many industries experienced negative job formation 
over that period.  Often this was the result of sharp losses in 2009 alone.

W
ag

e
s

Wage Levels
Average annual wages for an industry across the US 
compared to the average annual wages for all private 
industry

• A measure of the “quality” of jobs created or retained in a particular industry.  Wages 
levels will influence a project’s ROI when states and localities give consideration to 
potential incentives

Wage Growth
Change in average annual wages between 2001 and 2009 
for an industry across the U.S. compared to the 
percentage change for all private industry

• Another basic measure of job quality

In
ve

st
m

e
n

t

Capital 
Expenditures 
Growth

Change in capital expenditures between 2001 and 2009 
for an industry sector across the U.S. compared to the 
percentage change for all private industry

• Another indicator of basic project quality having  ROI implications

Industry Analysis: Quantitative Factors

The following factors were considered in our quantitative analysis to gauge which subsectors have 
offer the greatest opportunity for job generation, good wages and inward investment. . .

Following this analysis of quantitative factors for each current and aspirational cluster, we reintroduce and 
apply the findings of the Locational Assessment to gauge the competitiveness of each cluster vis-à-vis Tampa-

Hillsborough’s  locational strengths and challenges
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Industry Analysis: Quantitative Factors

Agribusiness

• Despite Hillsborough County’s predominance in winter fruit crops and phosphate (which is increasingly in short supply world 
wide), this cluster offers limited opportunities based on relatively low levels of employment and employment growth, lower 
wages and relatively subdued capital spending patterns

• The most promising appears to be Value-Added Agriculture with potential opportunities in neutraceuticals such as fish oil 
extracts. Also, some Central Florida crops are well-suited for biofuels. The University of Florida’s Renewable Fuels and 
Chemicals Center is studying cellulosic fuel technologies
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NAICS Code and Subsector
Value-Added
Agriculture

Related Natural 
Resources

Food & 
Beverages

1113 Fruit & Tree Nut Farming  $$

1125 Aquaculture  $$

2123 Non-metallic Mineral Mining & Quarrying  $$

3118 Bakeries & Tortilla Manufacturing  $$

3119 Other Food Manufacturing  $$

312111 Soft Drink Manufacturing  $$

3253 Pesticide, Fertilizer, Other Ag Chemical Mfg  $$

54171 Physical, Engineering & Biological Research  $$

Low Employment
High Concentration
Mod. Emply Growth
Low Wages
Mod. Capex Growth

Low Employment
High Concentration
Low Emply Growth
Moderate Wages
Mod. Capex Growth

Low Employment
Mod. Concentration
Low Emply Growth
Low Wages
Low Capex Growth

Less Attractive

Neutral

More Attractive



$$

Employment Factors

Wages & Expenditures

Key Challenge

Key Advantage



Industry Analysis: Quantitative Factors

Alternative Energy  & Sustainability

• The data point to fewer than 9,000 residents employed in industries that are applicable to Alternative Energy (e.g., have 
alternative energy applications, etc.), and few if any of these sectors is considered concentrated in Hillsborough County.  
Many of these employees are within the Management and Technical Consulting subsector that focuses on a far wider base 
of industries

• Approximately 20,000 residents are employed in the construction and design trades as well as management and technical 
consulting fields but its reasonable to assume that few of these are presently involved in sustainability efforts
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NAICS Code and Subsector
Alternative 

Energy

Sustainable 
Development,
Construction

1111 Oilseed & Grain Farming  $$

2361 Residential Building Construction  $$

2362 Non-residential Building Construction  $$

237130 Alternative Energy Structure Construction  $$

3251 Basic Chemical Manufacturing  $$

5413 Architectural, Engineering & Related Svs  $$

5416 Management & Technical Consulting Svs  $$  $$

5612 Facilities Support Services  $$

Low Employment
Low Concentration
Mod. Emply Growth
Moderate Wages
High Capex Growth

Mod. Employment
Mod. Concentration
Mod. Emply Growth
High Wages
Mod. Capex Growth

Less Attractive

Neutral

More Attractive



$$

Employment Factors

Wages & Expenditures

Key Challenge

Key Advantage



Industry Analysis: Quantitative Factors

Biotechnology & Medical Devices
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• We estimate that approximately 22,000 Hillsborough County residents are employed in industries that may pertain to 
Biotechnology and Medical Devices

• However, this is not to suggest that this comprises the base of specialized knowledge and talent that is critical to life sciences 
research and development.  These core scientific activities, which occur at the Moffitt Cancer Center, Draper Labs, and the USF 
College of Medicine (among other places) employed approximately 6,000 Hillsborough County residents in 2009, a relatively small 
population, but one that has grown rapidly since 2001.  High wages and high growth rates for capital spending also characterize this 
cluster

NAICS Code and Subsector
Biotechnology 

& 
Bioinformatics

Medical Devices

3345 Nav., Measuring & Electromedical Instru Mfg  $$

3391 Medical Equipment & Supplies Mfg  $$

5415 Computer Systems Design Svs  $$

54171 Physical, Engineering & Biological Research  $$  $$

5419 Other Professional, Scientific & Tech Svs  $$

6113 Colleges, Universities & Professional Schools  $$

6211 Offices of Physicians  $$

6223 Other Hospitals  $$  $$

Mod. Employment
Mod. Concentration
High Emply Growth
High Wages
High Capex Growth

Mod. Employment
Mod. Concentration
Mod. Emply Growth
High Wages
High Capex Growth

Less Attractive

Neutral

More Attractive



$$

Employment Factors

Wages & Expenditures

Key Challenge

Key Advantage



Industry Analysis: Quantitative Factors

Cross-Business Functions

• We estimate that there are almost 40,000 employed Hillsborough County residents in the eight NAICS codes used to 
represent this unusual and highly strategic cluster in Hillsborough County.  Wage levels are generally strong and capital 
investment has typically grown faster than the national average
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NAICS Code and Subsector
Shared Services, 

Etc.
Business 
Analytics

Information 
Technology

HQ/Enabling 
Functions

5112 Software Publishers  $$

5182 Data Processing, Hosting & Related Svs  $$

5412 Accounting & Bookkeeping Svs  $$

5415 Computer System Design Svs  $$

5416 Management & Technical Consulting Svs  $$

5419 Other Professional, Scientific, Technical Svs  $$

5511 Management of Companies & Enterprises  $$

5614 Business Support Services  $$

Mod. Employment
High Concentration
Mod. Emply Growth
Moderate Wages
Low Capex Growth

Mod. Employment
Mod. Concentration
High Emply Growth
Moderate Wages
High Capex Growth

Mod. Employment
High Concentration
High Emply Growth
High Wages
Mod. Capex Growth

Mod. Employment
Low Concentration
Mod. Emply Growth
High Wages
High Capex Growth

Less Attractive

Neutral

More Attractive



$$

Employment Factors

Wages & Expenditures

Key Challenge

Key Advantage



Industry Analysis: Quantitative Factors

Defense & Security 

• While some Tampa area companies are winning sizeable contracts for defense-related goods and services, government 
procurement data bases indicate that much of the work is actually being performed in other states such as Virginia and 
Washington

• Nonetheless, we estimate that approximately 7,000 local residents are employed in subsectors having relevance to the 
defense industries which combined with relatively high wages and moderate levels of capital spending make this an 
important cluster to consider
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NAICS Code and Subsector
Security 

Technology

Security / 
Intelligence 
Consulting

3341 Computer & Peripheral Equipment Mfg  $$

3345 Nav., Measuring & Electromedical Instru Mfg  $$

5416 Management & Technical Consulting Svs  $$

561990 All Other Support Services  $$

ND
ND
Low Emply Growth
High Wages
Mod. Capex Growth

Mod. Employment
Mod. Concentration
Mod. Emply Growth
Moderate Wages
Mod. Capex Growth

Less Attractive

Neutral

More Attractive



$$

Employment Factors

Wages & Expenditures

Key Challenge

Key Advantage



Industry Analysis: Quantitative Factors

Transportation

• The Port’s competitive advantage is based on the several thousand acres of land under the control of the Port Authority and 
largely available for expansion as well as plans to quadruple the size of the container terminal on Hooker’s Point in 
anticipation of satisfying the demand of Central Florida’s estimated eight million consumers, which also drives demand for 
distribution center space along the I-4 corridor 

• Nonetheless, employment in warehouses and distribution centers fell during the 2001-2009 period and account for just 
1,700 jobs in 2009.  These jobs generally pay below the US average for all industries

• Although the Port of Tampa boasts three shipyards and is a major ship repair center, employment in the shipbuilding 
subsector is off by almost 20% between 2001 and 2009 in Hillsborough County (compared to -5.5% among all industries).  
Across the US employment is expected to fall by approximately 11% through 2018.  761 Hillsborough County residents were 
employed in the shipbuilding industry in 2009

• Transportation related activities such as these, and air cargo, are critical base assets for Tampa-Hillsborough  but are not 
likely to be substantial employment and wealth generators for the area residents
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NAICS Code and Subsector
Distribution to 
Central Florida

Marine Repair 
& Shipbuilding

3366 Ship & Boat Building  $$

4885 Freight Transportation Arrangements  $$

4931 Warehousing & Storage  $$

Low Employment
Low Concentration
Mod. Emply Growth
Low Wages
High Capex Growth

Low Employment
Mod. Concentration
Low Emply Growth
Moderate Wages
Low Capex Growth

Less Attractive

Neutral

More Attractive



$$

Employment Factors

Wages & Expenditures

Key Challenge

Key Advantage



Industry Analysis: Quantitative Factors

Financial Services

• More than 23,000 residents are employed in industry subsectors sectors related to financial services middle office functions.
Another 18,000 or so work in subsectors that traditionally perform back office work in financial services and other 
industries.  As noted in our Locational Assessment, the Tampa area exhibits a specialization or above national average 
concentration of employment in these industries, creating a powerful competitive advantage
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NAICS Code and Subsector
Middle Office 

Functions
Back Office 
Functions

5182 Data Processing, Hosting & Related Svs  $$

5223 Activities Related to Credit Intermediation  $$

5231 Securities Contracts, Intermediation, etc  $$

5242 Other Insurance Related Activities  $$

5250 Funds, Trusts & Other Financial Vehicles  $$  $$

5412 Accounting & Bookkeeping Svs  $$  $$

5614 Business Support Centers  $$  $$

High Employment
High Concentration
High Emply Growth
High Wages
Mod. Capex Growth

High Employment
High Concentration
High Emply Growth
High Wages
Mod. Capex Growth

Less Attractive

Neutral

More Attractive



$$

Employment Factors

Wages & Expenditures

Key Challenge

Key Advantage



Industry Analysis: Quantitative Factors

Hospitality & Entertainment

• Tampa was host to four Super Bowls and has been selected as the venue for the 2012 Republican National Convention.  In 
combination with professional sports teams and popular attractions this places Tampa clearly among major North American 
cities and boosts perceptions of the area’s quality of life 

• The local convention and meetings sector, though creating significant economic impacts (see above), is not included here 
because it is not considered a traditional economic development target (it is more appropriately consigned to Tampa Bay & 
Company which leads tourism promotion efforts in Hillsborough County). The Tampa Convention Center is considered an 
important venue for major religious, professional association and medical trade shows.  With the addition of the CAMLS 
project opportunities are being explored to increase efforts in the medical meetings market (discussed later)

• Although a few respondents cited Film and Video Production as a potential growth industry in Tampa, our analysis identified 
few current jobs, and no specialization or concentration that signal any competitive advantage

• Hillsborough County has worked hard to be a location for the growing amateur sports business through utilization of existing 
facilities like Ed Radice & the former Cincinnati Reds spring training complex.  While existing or newly developed complexes 
might have modest employment and relatively low wages the greater impact is felt by businesses (hotels, restaurants, 
shopping, groceries etc.) in areas near these facilities that cater to the out of town visitors
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NAICS Code and Subsector
Amateur Sports 

Tournaments
Film & Video

5121 Motion Picture & Video Industries  $$

7139 All Other Amusement & Recreation Industries  $$

Mod. Employment
Mod. Concentration
Mod. Emply Growth
Low Wages
Mod. Capex Growth

Low Employment
Low Concentration
Low Emply Growth
Moderate Wages
Low Capex Growth

Less Attractive

Neutral

More Attractive



$$

Employment Factors

Wages & Expenditures

Key Challenge

Key Advantage



Industry Analysis: Quantitative Factors

Medicine & Medical Management
• Although Electronic Health Records is just now emerging as an important potential economic development subsector, as 

aggregated here, the skills applicable to EHR in Tampa represented at least 25,000 local jobs in 2009.  We count employees of
physicians’ offices though certainly a good number of these will not have applicable skills or training for EHR careers

• Medical Simulation and Training is a similarly nascent subsector. We project up to 15,000 persons presently employed in 
Hillsborough County could help “seed” this new subsector.  As with the other subsectors in this cluster, wage levels are strong 
and job growth has been above average.  As with EHR, total employment numbers may be skewed by employees of physician’s 
offices. There may be opportunities for synergies with medical trade shows at the convention center arising from the new 
CAMLS project nearby in downtown
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NAICS Code and Subsector
Electronic 

Health Records

Medical
Simulation & 

Training

Specialized 
Medicine

5112 Software Publishers  $$

5182 Data Processing, Hosting & Related Svs  $$

5415 Computer Systems Design Svs  $$

541990 All Other Professional, Scientific & Tech Svs  $$

5614 Business Support Centers  $$

6113 Colleges, Universities & Professional Schools  $$

6114 Business Schools & Training  $$

6115 Technical & Trade Schools  $$

6211 Offices of Physicians  $$  $$  $$

6223 Other Hospitals  $$  $$  $$

High Employment
High Concentration
High Emply Growth
High Wages
Mod. Capex Growth

Mod. Employment
Mod. Concentration
Mod. Emply Growth
High Wages
High Capex Growth

High Employment
High Concentration
High Emply Growth
High Wages
Mod. Capex Growth

Less Attractive

Neutral

More Attractive



$$

Employment Factors

Wages & Expenditures

Key Challenge

Key Advantage



Industry Analysis: Locational Assessment Findings

Category Considerations Typically of higher importance for:

Ec
o

n
o

m
ic

s Costs 

Level of geographically variable versus fixed costs 

Level of operational knowledge complexity and uniqueness

• Lower skill-driven projects, such as  assembly and back office processing, call centers
• Also important for start-up projects driven by investment capital
• Ultimately, most site selection projects must pass cost-based business cases, but investment 

payback benchmarks are longer for knowledge/performance vs.  cost-driven projects

Incentives
Jobs and /or capital investment created

Profitability and income generation

Project prestige / multiplier effects

• Projects wherein a marginal change in financial  feasibility can effect the outcome of a location 
decision

O
p

e
ra

ti
o

n
al

 P
e

rf
o

rm
an

ce

Workforce / 
Talent Base

Level of operational knowledge complexity and uniqueness

Client facing activities versus back office activities

Complex activities versus routine activities

• Enterprise knowledge  centers (HQ, complex services/processes and technology)
• R&D activities  across industries
• Knowledge-driven industries (e.g., life sciences, information technology)

Economic Vitality Overall health of the local economy to support new investment
• Emerging companies
• Large scale enterprises

Attraction
Level and uniqueness of talent available locally  versus nationally

Relocated jobs versus local workforce

• Enterprise knowledge  centers (HQ, complex services/processes and technology)
• R&D activities  across industries
• Knowledge-driven industries (e.g., life sciences, information technology)
• Projects with significant component of relocating talent (e.g., HQ move)

Access and 
Connectivity

Supply chain aspects for goods movement

Patterns  of knowledge-sharing networks to the business

• Transportation-sensitive projects (e.g., market distribution)
• Knowledge and collaboration -sensitive projects (e.g.,  biotechnology innovation, HQ)

Operating 
Environment

Degree of sensitivity to regulatory  and tax climate
• High-regulation or environmentally sensitive activities
• Profit centers (as opposed to cost centers)

Risk
Degree of sensitive and mission critical capital investment 
(hazard risks)

• Examples include fixed data centers, or other critical corporate operations sensitive to business 
disruption (e.g. HQ operations, high capital investment facilities)

D
e

liv
e

ry Property
Size and footprint requirements

uniqueness, image and cluster proximity

Local submarket access: residential communities, airport

• Large  footprints with appropriate image  and convenient workforce commuting important for 
corporate functions

• Specialized  high-infrastructure footprints with access to collaborators  important to life sciences RD
• Manufacturing and distribution driven by  site size, infrastructure and access

Infrastructure Level  and scale of process and technical complexity
• Heavy industry
• Certain types of research, development and high-tech manufacturing; data centers

Evaluation factors from our Locational Assessment will vary in importance by industry and function
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The “Higher,” “Medium” and “Lower” Importance  weights of these location evaluative factors relative to the 
potential industry targets are depicted on the following pages



• Agriculture and related technologies and local food and beverage processing represent an important economic component for 
eastern and southern Hillsborough County.  The County provides locational opportunities for emerging agricultural 
technologies, healthy beverages, nutraceuticals, and food products for the regional market, though similar advantages may be 
available in some of the surrounding rural counties

Agribusiness

Category Factor
Value-Added 
Agriculture

Related Natural 
Resources

Food &      
Beverages

Ec
o

n
-

o
m

ic
s • Operating /Start-up Costs M / M M / H H / H

• Incentives Effectiveness L L M

O
p

er
at

io
n

al
 P

e
rf

o
rm

an
ce

• Workforce and Talent M M M

• Workforce Attraction and QOL L L L

• Eco. Vitality, Capital Access M M L

• Market Access or Connectivity H H H

• Business Synergies L M L

• Operating Environment H H H

• Hazard Risks H L L

P
ro

je
ct

   
D

e
liv

er
y

• Sites not rated not-rated H

• Infrastructure M M H

Match with Tampa-Hillsborough Location Factors Average More Competitive Average

Legend:
Tampa- Hillsborough Locational Assessment Rating

More 
Competitive

Less 
Competitive

Relative Importance  of Location Factor

H = High M = Moderate L = Low
H

HKey Advantage ►

Key Challenge ►
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Industry Analysis: Locational Assessment Findings

• The phosphate industry’s concentration 
in Eastern Hillsborough County is of 
global significance and given longer-
term global concerns on future supply, 
may represent market potential for local 
participation in the development of new 
extraction technologies

• Current water supply challenges may be 
of concern to high-water users in the 
Food & Beverage segment as well as to 
value-added agriculture



• Although Tampa-Hillsborough has the sites, infrastructure and market access for solar and biomass industry development, key 
challenges are a relatively limited talent base (as described earlier) and overall need to structure alternative energy incentives at 
the State level

Alternative Energy &  Sustainability

Category Factor Alternative  Energy
Sustainable 

Development, 
Construction

Ec
o

n
-

o
m

ic
s • Operating /Start-up Costs H / H M / L

• Incentives Effectiveness H H

O
p

er
at

io
n

al
 P

e
rf

o
rm

an
ce

• Workforce and Talent M H

• Workforce Attraction and QOL H H

• Eco. Vitality, Capital Access H H

• Market Access or Connectivity H H

• Business Synergies M M

• Operating Environment H H

• Hazard Risks M L

P
ro

je
ct

   
D

e
liv

er
y

• Sites H     Not rated

• Infrastructure H H    

Match with Tampa-Hillsborough Location Factors
Solar-Less Competitive

Biomass – More Competitive
More Competitive

Legend:
Tampa-Hillsborough Locational Assessment Rating

More 
Competitive

Less 
Competitive

Relative Importance  of Location Factor

H = High M = Moderate L = Low
H

HKey Advantage ►

Key Challenge ►
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Industry Analysis: Locational Assessment Findings

• Sustainable, smart (green) development builds 
from the well established local development 
/construction industry

• The solar industry has market potential in 
Florida, particularly for module assemblies and 
installation of solar materials, however the 
economic engine of the industry – incentives 
to achieve grid parity – face an uncertain 
future in Florida, as the State’s Solar Energy 
Systems Incentives Program expired in June

• Biofuel from biomass opportunities are more 
encouraging at present, particularly with the 
site, infrastructure, and regional focus of the 
Renewable Energy Park development near 
Brandon. The project has the approvals to 
begin construction in December 2010



• We foresee few major barriers inherent in Tampa’s locational assets other than a limited choice of special-purpose facilities or
development-ready land available in a dedicated life sciences R&D park in close proximity to USF, Moffitt, etc.

Biotechnology & Medical Devices

Category Factor
Biotechnology & 
Bioinformatics

Medical 
Devices

Ec
o

n
-

o
m

ic
s • Operating /Start-up Costs M / H M  / H

• Incentives Effectiveness H H

O
p

er
at

io
n

al
 P

e
rf

o
rm

an
ce

• Workforce and Talent H H

• Workforce Attraction and QOL H H

• Eco. Vitality, Capital Access H H

• Market Access or Connectivity H H

• Business Synergies H H

• Operating Environment M M

• Hazard Risks L L

P
ro

je
ct

   
D

e
liv

er
y

• Sites H H

• Infrastructure H H

Match with Tampa-Hillsborough Location Factors Average Average

Legend:
Tampa-Hillsborough Locational Assessment Rating

More 
Competitive

Less 
Competitive

Relative Importance  of Location Factor

H = High M = Moderate L = Low
H

HKey Advantage ►

Key Challenge ►
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Industry Analysis: Locational Assessment Findings

• That said, Tampa will face considerable 
competition from other locales for these 
industries and at present does not have a 
strong, industry-wide value proposition or 
reputation in the life science or strong 
connection to the major biotechnology 
clusters

• Overall, we view Tampa-Hillsborough’s 
business case for both to be highly 
specialized to those niches already present 
in the market…

• …a broader biotechnology and medical 
devices business appears less compelling 
at this time



• A number of high- to moderate-complexity corporate business functions align well with Tampa-Hillsborough County’s locational 
advantages

Cross-Business Functions

Category Factor
HQ/ Enabling 

Functions
Business Analytics IT Shared 

Services, etc.

Ec
o

n
-

o
m

ic
s • Operating /Start-up Costs M / H M / M M / H H / M

• Incentives Effectiveness H M H L

O
p

er
at

io
n

al
 P

e
rf

o
rm

an
ce

• Workforce and Talent H H H M

• Workforce Attraction and 
QOL

H H M L

• Eco. Vitality, Capital Access L L L L

• Market Access or 
Connectivity

H M L L

• Business Synergies H H L L

• Operating Environment M M M H

• Hazard Risks L L M L

P
ro

je
ct

   
D

e
liv

er
y

• Sites H H H H

• Infrastructure M M H    M

Match with Tampa-Hillsborough Location Factors
More 

Competitive
More Competitive

More 
Competitive

Average

Legend:
Tampa-Hillsborough Locational Assessment Rating

More 
Competitive

Less 
Competitive

Relative Importance  of Location Factor

H = High M = Moderate L = Low
H

HKey Advantage ►

Key Challenge ►
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Industry Analysis: Locational Assessment Findings

• These operations cut across 
multiple industries and can 
include headquarters 
enabling functions (e.g., 
marketing and finance),  
complex business analytics, 
consulting, and mainframe 
skills that are core to the 
structures of mid-size and 
larger companies

• A Tampa HQ business case 
will be most powerful for 
companies otherwise 
having presence in Tampa 
or where such presence 
would enable market access 
or specific synergies

• Companies also gain 
efficiencies through co-
locating multiple functions 
on one site or campus



• The homeland security related industries depicted below benefit from the unique synergies availed through the presence of 
MacDill AFB and the military commands (particularly Special Operation Command) based there.  From what we have learned, 
these relations are built primarily through the professional knowledge of current and retired military officers rather than through 
conventional procurement channels

Defense & Security

Category Factor
Security             

Technology
Security/Intelligence 

Consulting

Ec
o

n
-

o
m

ic
s • Operating /Start-up Costs M / M M / L

• Incentives Effectiveness H L

O
p

er
at

io
n

al
 P

e
rf

o
rm

an
ce

• Workforce and Talent H H

• Workforce Attraction and QOL H H

• Eco. Vitality, Capital Access H H

• Market Access or Connectivity M M

• Business Synergies H H

• Operating Environment M M

• Hazard Risks L L

P
ro

je
ct

   
D

e
liv

er
y

• Sites M L

• Infrastructure M M

Match with Tampa-Hillsborough Location Factors Average More Competitive

Legend:
Tampa-Hillsborough Locational Assessment Rating

More 
Competitive

Less 
Competitive

Relative Importance  of Location Factor

H = High M = Moderate L = Low
H

HKey Advantage ►

Key Challenge ►
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Industry Analysis: Locational Assessment Findings

• Although there is a small, specialized cluster 
for Security Technology in Hillsborough 
County, the overall presence is lower than in 
nearby Pinellas County and, in particular, 
Orlando-Orange County

• Furthermore, Orange County is a major center 
for military procurement and this has directed 
a number of defense and security industry 
companies to cluster there, rather than in 
Hillsborough County



• Tampa-Hillsborough offers a very favorable business case for middle office banking functions (for example, settlements, accounting, 
treasury services) as well as mainframe applications skills. Next generation accounting /audit skills to meet new banking regulations 
and international accounting standards represent  additional opportunities.  Finding large footprint sites remain the key local 
market challenge

Financial Services

Category Factor
Middle  Office 

Functions
Back  Office Functions

Ec
o

n
-

o
m

ic
s • Operating /Start-up Costs M / M H / M

• Incentives Effectiveness M L

O
p

er
at

io
n

al
 P

e
rf

o
rm

an
ce

• Workforce and Talent H M

• Workforce Attraction and QOL H M

• Eco. Vitality, Capital Access L L

• Market Access or Connectivity H L

• Business Synergies H L

• Operating Environment M M

• Hazard Risks L L

P
ro

je
ct

   
D

e
liv

er
y

• Sites H H

• Infrastructure M M

Match with Tampa-Hillsborough Location Factors More Competitive Average

Legend:
Tampa-Hillsborough Locational Assessment Rating

More 
Competitive

Less 
Competitive

Relative Importance  of Location Factor

H = High M = Moderate L = Low
H

HKey Advantage ►

Key Challenge ►
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Industry Analysis: Locational Assessment Findings

• Tampa also enjoys a very favorable 
reputation as a growth center for the 
financial services industry at-large 

• Tampa’s position is bolstered by what has 
been considered by site selectors in the 
financial services industry as an excellent 
quality of life to attract relocating talent. 
This talent is often viewed as critical to 
start-up new functions and transfer skills 
to locally hired personnel…

• …however, there is concern, as discussed 
in the Locational Assessment, that this 
competitive advantage could erode due, in 
part, to the volatile housing market rising 
insurance costs and property taxes



• Most of the segments here-in are driven to some degree by consumer or other specific end-user demand, thus we have not 
evaluated the local convention industry or attractions as these generally fall outside the mandate of core economic 
development…that said, both represent opportunities to project favorably on quality of life and image…

Hospitality & Entertainment

Legend:
Tampa- Hillsborough Locational Assessment Rating

More 
Competitive

Less 
Competitive

Relative Importance  of Location Factor

H = High M = Moderate L = Low
H

HKey Advantage ►

Key Challenge ►
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Industry Analysis: Locational Assessment Findings

Category Factor
Amateur Sports 

Tournaments
Film & 
Video

Ec
o

n
-

o
m

ic
s • Operating /Start-up Costs M / M H / H

• Incentives Effectiveness M H

O
p

er
at

io
n

al
 P

e
rf

o
rm

an
ce

• Workforce and Talent L H

• Workforce Attraction and 
QOL

L L

• Eco. Vitality, Capital Access L L

• Market Access or 
Connectivity

H L

• Business Synergies M L

• Operating Environment M H

• Hazard Risks L L

P
ro

je
ct

   
D

e
liv

er
y

• Sites H M

• Infrastructure M M

Match with Tampa-Hillsborough Location 
Factors

More Competitive
Less 

Competitive

• …and we believe that Tampa’s 
convention venues should be marketed 
to companies in selected industry 
targets (e.g., medical) to gain visibility 
for Tampa, provide opportunities to 
demonstrate the local business  case 
and to network with specific company 
opportunities 

• Amateur sports tournament 
opportunities are a good local fit for the 
established training/stadium venue in 
Plant City, or at a new site elsewhere in 
Hillsborough, but not sufficient in scale 
to designate as a strategic target 
industry

• Film and video production is a 
specialized industry not likely to be 
competitive locally without significant 
investment



Industry Analysis: Locational Assessment Findings

• This cluster benefits from Tampa-Hillsborough’s life sciences talent base (noted earlier) and specialized niche synergies with local 
universities, hospitals and care providers.  These synergies extend to other clusters noted in this report, most notably 
Biotechnology & Medical Devices and Cross-Business Functions which include information technologies that can support 
Electronic Health Records

Medicine & Medical Management

Category Factor
Electronic Health 

Records
Medical Simulation 

& Training
Specialized Medicine

Ec
o

n
-

o
m

ic
s • Operating /Start-up Costs H / M M /H M /H

• Incentives Effectiveness H H M

O
p

er
at

io
n

al
 P

e
rf

o
rm

an
ce

• Workforce and Talent M H H

• Workforce Attraction and QOL M H H

• Eco Vitality, Capital Access L H H

• Market Access or Connectivity L M H

• Business Synergies M H H

• Operating Environment H M M

• Hazard Risks L L L

P
ro

je
ct

   
D

e
liv

e
ry • Sites M H H   

• Infrastructure M H H

Match with Tampa-Hillsborough Location Factors Average More Competitive More Competitive

Legend:
Tampa-Hillsborough Locational Assessment Rating

More 
Competitive

Less 
Competitive

Relative Importance  of Location Factor

H = High M = Moderate L = Low
H

HKey Advantage ►

Key Challenge ►
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• Overall, we view Tampa-
Hillsborough’s business 
case for Electronic Health 
Records to be on par with 
that of competing 
locations that offer a 
similar business 
environment for factors 
key to this segment

• Tampa-Hillsborough has a 
sellable business case (and 
marketing message) for 
Medical Simulation & 
Training and Specialized 
Medicine, rating highly for 
most factors important to 
these segments



• The Port of Tampa and Tampa International Airport provide focal points for several of these industry activities

Transportation

Category Factor
Distribution to Central 

Florida
Marine Repair & 

Shipbuilding

Ec
o

n
-

o
m

ic
s • Operating /Start-up Costs M / M H / h

• Incentives Effectiveness M H

O
p

er
at

io
n

al
 P

e
rf

o
rm

an
ce

• Workforce and Talent L H

• Workforce Attraction and QOL L M

• Eco. Vitality, Capital Access L L

• Market Access or Connectivity H M

• Business Synergies L L

• Operating Environment M H

• Hazard Risks L M

P
ro

je
ct

   
D

e
liv

er
y

• Sites H     H

• Infrastructure M H

Match with Tampa-Hillsborough Location Factors Average More Competitive

Legend:
Tampa-Hillsborough Locational Assessment Rating

More 
Competitive

Less 
Competitive

Relative Importance  of Location Factor

H = High M = Moderate L = Low
H

HKey Advantage ►

Key Challenge ►
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Industry Analysis: Locational Assessment Findings

• Distribution activities for the Central Florida 
market are logical targets for port-side sites 
and sites in Eastern Hillsborough County (if 
and when I-4 is deemed to have capacity to 
accommodate additional users)

• Eastern Hillsborough County faces 
competition with Polk County for I-4 corridor 
distribution, both in terms of ready to 
develop sites, local business incentives and 
the general uncertainty surrounding future 
land uses in Hillsborough’s I-4 corridor

• Ship building and repair also scores well in 
terms of specialized talent, port-side sites 
and infrastructure.  This is potentially 
significant, given growth trends in some 
segments of  the marine transportation 
industry (e.g., ferry boat building)



Recommended Strategic Targets

The following five clusters are recommended as strategic targets based on the quantitative analysis 
and the Locational Assessment
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Cluster
Quantitative 

Factors
Locational 

Attractiveness
General 
Trends

Strategic Target? Comment

Biotechnology & Medical Devices:

Biotechnology More 
Attractive

Average Up YES: Grow & Cultivate Specialized. Emerging, M2Gen indicative of potential

Medical Devices Neutral Average Up YES: Grow & Cultivate Specialized Leverages activity at Draper

Cross-Business Functions:

HQ / Enabling Functions More 
Attractive

More Competitive Stable YES: Grow & Sustain For specialized niches such as international companies

Business Analytics More 
Attractive

More Competitive Shifting YES: Grow & Sustain Evolving knowledge center functions

Information Technology More 
Attractive

More Competitive Stable YES: Grow & Sustain Significant mainframe presence for transaction functions

Shared  Services, etc. More 
Attractive

Average Shifting YES: Grow & Sustain Potential regional play in a  global shared services model; may be 
part of multi-functional footprint

Defense & Security:

Security Technology Neutral Average Up YES: Grow & Cultivate Small but significant cluster

Security  / Intelligence  
Consulting

Neutral More Competitive Up YES: Grow & Cultivate Small but significant cluster and leverages MacDill talent

Financial Services:

Middle Office More 
Attractive

More Competitive Shifting YES: Grow & Sustain Well established  presence in Tampa; changing regulatory 
requirements and  business models provide growth opportunity

Back Office More 
Attractive

Average Shifting YES: Grow & Sustain Customer contact and complex transactions centers

Medicine & Medical Management:

Electronic Health 
Records

More 
Attractive

Average Up YES: Grow & Cultivate Many location competitors likely, but sizable and synergies with the 
broader cluster

Medical Simulation  & 
Training

Neutral More Competitive Nascent YES: Grow & Cultivate Hinges on success of CAMLS project

Specialized  Medicine More 
Attractive

More Competitive Nascent YES: Grow & Cultivate Leverages Moffitt, USF College of Med



Cluster
Quantitative 

Factors
Locational 

Attractiveness
General 
Trends

Strategic Target? Comment

Agribusiness:

Value-added Agriculture Less Attractive Average Shifting No: Sustain Not strategic as limited jobs, wages and capital investment potential; 
however specialized agri-technology activities , some associated 
with  IFAS research activities, may have merit

Related Natural 
Resources

Less Attractive More Competitive Stable No: Monitor Depleting resource  may encourage new extraction technologies; 
synergies with agriculture

Food  & Beverages Mfg. Less Attractive Average Up No: Monitor No unique advantage in Hillsborough versus surrounding counties

Alternative Energy & Sustainability:

Alternative Energies Less Attractive Mixed Up No : Monitor Solar Energy Systems Incentives Program not renewed; renewable
energy park under development

Sustainable  Dev. & 
Construction

Neutral Average Up No: Monitor Leverages mature development / construction sector and LEED, 
green initiatives; though no inherent advantages from a location 
perspective

Hospitality:

Amateur Sports 
Tournaments

Neutral More Competitive Up No: Monitor County-wide niche; available venue in Plant City

Film & Video Less Attractive Less  Competitive Stable No: Monitor May be occasional shooting opportunities vis-a-vis proximity to 
Orlando cluster  but no real industry infrastructure or unique case to 
develop

Transportation:

Distribution for Central 
Florida

Less Attractive Average Up No: Sustain Not strategic but  market and site driven; Port container facilities 
may further stimulate market; competition from Polk County

Shipbuilding & Repair Less Attractive Competitive Down No: Monitor Ferry boat manufacturing may be an interesting opportunity

Targets Not Recommended at this Time 

The business case for the following clusters appears less compelling at present - however, they may  
merit attention, in some cases from a local development potential,  on a case by case basis:
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Profiles: Recommended Strategic 
Targets
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Biotechnology & Medical Devices: Profile

Description:  Clinical and R&D activities 

i

Industry and Location Trends

Biotechnology and Medical Devices (overview from Battelle/Bio State Bioscience Initiatives, 2010)

• Employment growth, even through the first year of recession (1.4% ), led by R&D, medical labs, medical devices and agricultural feedstocks/chemicals

• Drugs and pharmaceutical manufacturing lost jobs

• During recent past (2001-2008) biosciences grew 4.5 times faster than private sector as a whole

• Looking forward (2008-2018) the US Department of Labor projects 50% faster growth than  rest of private sector

• Five states, California, Indiana, Massachusetts, New Jersey and North Carolina have the most diversified bioscience clusters

• Research focused companies typically make location decisions based on presence of particular science(s) and intellectual talent, often at universities or federal laboratories

• Clinical companies (often involved in development) focus on availability of large medical infrastructure, and contract research/contract service organizations

Function Components Scope Rationale for Investment

Biotech-

nology

• Research-oriented 

companies developing 

and commercializing new 

drugs and techniques

• Moderate employment and 

concentration

• High job growth, wages and 

capital expenditure growth

• Comprises larger Life 

Sciences cluster with 

establishments engaged in 

medicine and medical 

management

• Focus around startup companies such as M2Gen  and Intezyne 

(drug delivery) and ability to grow or attract specialized talent 

such as bioinformaticists

• Overlap with Medicine and Medical Management, particularly 

opportunities at Moffitt Cancer Center 

• Potential to overlap with Cross-Business Functions in medical 

shared services environment

Medical 

Devices

• Production of biomedical 

instruments, etc for 

patient diagnostics and 

care, etc.

• Moderate employment,  

employment growth and 

concentration

• High wages and capital 

expenditure growth

• Potential opportunities for overlap with Medicine and Medical 

Management (particularly  rehabilitation and Veterans 

Integration efforts at  VA Hospital), USF College of Medicine 

and USF Engineering and Auditory/Physical Therapy 

departments
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Advantages

• High value added products and 
services

• Positive image

Challenges

• Limited choice of facilities and 
development ready land

• Considerable competition from 
others

Sustain Grow

CultivateMonitor

Tampa-Hillsborough Position:

Priority:



Cross-Business Functions: Profile

Description:  Corporate and business unit functions to run the day-to-day enterprise:

Industry and Location Trends

Headquarters/Enabling Functions

• Increasing demand for audit and regulatory 

compliance and associated skills

• Accounting movement towards globally accepted 

standards

• Opportunities for developing international trade and 

US investment from Latin AmericaéTampa offers 

lower costs than Miami

Business Analytics

• Trends towards global regional shared services 

models encompassing multiple functions

External/Internal Servicing

• Trends towards global/regional shared services 

models encompassing multiple functions

• Opportunities for developing international trade and 

US investment from Latin AmericaéTampa offers 

lower costs than Miami

Information Technology

• Reasserting the importance of mainframe skills, 

particularly in large transaction-oriented financial 

operations

• Shared services growth enabled by sophisticated IT 

platforms

Advantages

• Moderate costs

• Scalable workforce

• Noted accounting and business 
schools

• Existing footprint

Challenges

• Continuing cost and workforce 
competitiveness

• Limited large footprint sites

Industry  Alignment
• Established and growth Companies in Most Industry Sectors

• Third-party Consulting Firms

Function Components Scope Rationale for Investment

HQ  / 

Enabling 

Functions

• Corporate  suite:  

marketing, finance, HR, 

legal, governance, 

communications

• Marketing/sales

• Low  to moderate job creation 

and capital investment

• Image and leverage

• Regional  headquarters for International companies

• Corporate functions for emerging  local companies

• Regional or business unit headquarters for US companies with 

established Tampa presence

Business 

Analytics

• Accounting / financial 

applications 

• Market research

• Knowledge centers

• Business consulting and 

accounting firms

• Moderate job creation and 

capital investment

• International  Financial Reporting Standards (IFRS) and 

increased banking regulations and demand for sophisticated 

accounting  and financial processes and associated technology

• Strong local business  financial and accounting skills and 

university programs

Information 

Technology

• Mainframe Applications 

and Programming

• Data Centers

• Low  to moderate job creation 

and moderate to high capital 

investment

• Legacy  in-market mainframe system skills for large, transaction 

based companies matching a growing need

Shared 

Services, 

etc.

• Enterprise Shared 

Services

• Customer-facing  

complex  business 

solutions

• Moderate to high job creation 

and capital investment

• Local track record in financial services, customer interface and 

increasingly complex processing

• Strong local business and accounting skills and university 

programs

• Financial service /pharma. and other large scale industries drive 

towards integrated global shared services with US footprint

Sustain Grow

CultivateMonitor

Tampa-Hillsborough Position:

Priority:
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Defense & Security: Profile

Description:  Defense and related contractors specializing in intelligence, military and 
security applications

Industry and Location Trends

Security Technology

• Cyber-security R&D, manufacturing and testing is a growth activity with local presence

• Emerging  collaboration linking IT and life sciences innovation into security and defense 
applications and cross fertilization of skills and occupational knowledge

• Builds from post 9/11 flow of Federal funding

• Congressional concerns from both major parties on federal deficit with unknown future 
impact on the Defense Budget

Security/Intelligence Consulting

• Constraints on budgets may create need for business process improvement and program 
efficiencies and other consultant developed cost management solutions

• Cybersecurity risk management will continually demand the highest level of IT defense 
skills

• Global market opportunities for non-classified processes and skills

Function Components Scope Rationale for Investment

Security 

Technology

• Contractors specializing 

in design, engineering 

and simulation of 

security apparatus and 

systems

• IT development and 

data management

• Systems integration

• Small to moderate but 

strategically  significant  and 

very specialized employment 

presence

• Moderate capital investment 

potential

• Possible synergies with 

biotechnology & medical 

devices clusters

• Military specific opportunities 

linked to a procurement 

process not generally based in 

Tampa

• Very strong synergies with MacDill SOCOM

• Strong base of military veterans from MacDill community

• Convergence synergies  are conceived with local medical 

device development ï(see biotechnology profile)

• Small companies  set up as veteran owned enterprises receive 

subcontract work from large government contractors

Security / 

Intelligence 

Consulting

• Consultants  engaged in 

national security and 

defense matters

• Spin-off consulting 

activities for private 

security concerns

• Small to moderate but 

strategically  significant 

presence and very specialized 

employment presence

• Limited capital investment 

potential but entrée to a 

widening base of project 

opportunities

• Connectivity with MacDill military and national defense 

channels for business insights

• Small companies  set up as veteran owned enterprises receive 

subcontract work from large government contractors
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Advantages

• Strong and very specific synergies 
with MacDill veteran talent base 
and operational commands

• Broader Tampa Bay presence and 
strong Florida industry

Challenges

• An “under the radar” sector 
making specific targeting, 
marketing  and prospecting 
difficult                                                                                                             

Sustain Grow

CultivateMonitor

Tampa-Hillsborough Position:

Priority:



Financial Services: Profile

Description:  Commercial, custodial and investment bank actions and operations

Industry and Location Trends

Middle Office

• Increasing demand for audit and regulatory compliance and associated skills

• Accounting movement towards globally accepted standards

• Complex auditing activity around isolating toxic assets

• Some industry retrenching around business service and process off-shoring

• Instantaneous trading of assets requiring ever more sophisticated and complex MIS skills, including 

mainframe applications

Back Office

• Some industry retrenching around business service and process off-shoring

• Balancing of industry job cuts and location beneficiaries of consolidation

Advantages

• Moderate costs

• Scalable workforce

• Noted accounting and business 
schools

• Existing footprint

• Existing cluster /track record

Challenges

• Continuing cost and workforce 
competitiveness

• Limited large footprint sites

Function Components Scope Rationale for Investment

Middle-

Office

• Accounting / financial / 

audit applications 

• Clearing and settlement

• Compliance and Financial 

Controls

• Fund Accounting

• Project Management
• Risk Management

• Moderate to high job creation 

and capital investment

• Moderate to high wage jobs

• Growth centers for further 

corporate investment

• Well-established track record and cluster of large middle-office 

financial services operations in Tampa

• Emerging opportunities stemming from increased regulatory 

oversight and compliance requirements

• Strong local business and accounting skills and university 

program alignments with financial services industry

• Presence of major global industry players and favorable local 

reputation

• Overlap with Cross-Business Functions cluster, particularly 

shared services, data processing and mainframe applications

Back-0ffice • Processing

• Shared Services

• Technology

• Moderate to high job creation 

and capital investment

• Local track record in financial services, customer interface and 

increasingly complex processing

• Legacy  in-market mainframe system skills for large, transaction 

based companies matching a growing need

• Non-customer facing or routine processing subject to offshoring

• Overlap with Cross-Business Functions Cluster, particularly 

Business Support Services (e.g. customer contact centers and 

similar operations)

Sustain Grow

CultivateMonitor

Tampa-Hillsborough Position:

Priority:
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Medicine and Medical Management: Profile

Description:  Clinical activities, training and health care I/T in support of improved patient 
care

Industry and Location Trends

Specialized Medicine

• Convergence of treatment, drug development, patient-physician-

insurance activities with technology interface

• Overall rise of personalized medicine

• US Department of Defense active in brain injury research - $17 million 

recently devoted to fund major study of brain injury biomarkers in 1,000 

patients

Medical Simulation & Training

• Greater credentialing and certification among health care providers

• Increasing demand for simulation-based education by FDA, others

Electronic Health Records

• The Stimulus package includes $19.2 billion to enable and incent the 

more widespread use of electronic health records (EHR)

• Presently only 28% of primary care physicians employ EHR

• EHR should be viewed in a wider context as part of the growing Health 

Informatics sector which also includes life sciences companies engaged 

in drug discovery, development and commercialization efforts

Advantages

• Prestigious health care facilities in 
the specific niches

• Talent base

• Synergies and collaboration with 
USF and  emerging biotech cluster

• Track record: Moffitt and USF

Challenges

• Limited and problematic site 
opportunities to fully achieve 
cluster / image objectives

• Many potential competitors

• Need local leadership to drive a 
unified approach

Functional  Alignment
• Cross-business Office Functions, particularly Shared Services, Data 

Processing and Mainframe Applications

Sustain Grow

CultivateMonitor

Tampa-Hillsborough Position:

Priority:

Function Components Scope Rationale for Investment

Specialized 

Medicine

• Drug and treatment 

therapies

• Provider-Patient-Insurer 

interface

• Low  to moderate job creation 

and capital investment

• Moderate  to very high wage 

jobs

• Life Sciences Cluster 

development and innovative 

real estate development

• Focused on therapies and niches around cancer treatment 

(Moffitt) and traumatic brain injury treatment (VA and USF 

College of Medicine)

Medical 

Simulation &  

Training

• Curriculum development

• Simulation

• Training and certification

• Accommodation venues

• Low to moderate high job 

creation and capital 

investment

• Moderate to very high wage 

jobs

• Life Sciences Cluster 

development and innovative 

real estate development

• Center for Advanced Medical Learning and Simulation (CAMLS) 

project may be catalyst for further developmentéor the market 

limit ïan unknown

• Land acquired in downtown Tampa to accommodate the new 

CAMLS facility

Electronic 

Health 

Records

• Application Software

• Business 

Process/Systems Design

• Systems Integration & 

Implementation

• Maintenance

• Training and Support

• Moderate to high job creation 

and capital investment

• Moderate wage jobs generally

• Functional synergies with 

established servicing, 

processing, technology local 

skills base

•ñPaperfree Tampa Bayò initiative: USF awarded $5.9 million in 

Stimulus funding to support the effort

• Secondary use of EHR: improved clinical trials ïpossible 

synergies with M2Gen

• Opportunities for alignment  with  the Cross Business Functions 

cluster  (e.g., Information Technology and Shared Services 

Centers)
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SECTION TWO:
MARKETING APPROACHES FOR 

TARGET INDUSTRIES
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Marketing Approaches for Target Industries: Overview

• Developing the 
Market Offering

• Strategies for 
Marketing, 
Collaboration and 
Business Climate 
Enhancement

This section represents a starting point for marketing the area to potential location investors in the 
highlighted target industries

• Based on competitive attributes Tampa-Hillsborough County offers to each target 
industry, and the specific needs of these industries, unique selling messages (value 
propositions) are outlined as a starting point for specific marketing tactics to 
prospective companies

• On a broader level, developing a specialized Tampa-Hillsborough County brand and 
branding messages relevant to the industry targets is essential. We outline a 
framework to initiate this process

• We propose a number of economic development strategies for  the Tampa 
Hillsborough EDC and community leadership to consider

• This section also explores potential channels for channel marketing, including 
industry associations, current companies, investor scouting,  media and public 
relations

• Resourcing may include a combination of internal Tampa Hillsborough EDC staff, 
other local stakeholders and external resources to develop formalized marketing 
and sales plan and promotional campaign
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Developing the Market Offering
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Marketing for Economic Development

The target industries represent present and longer-term opportunity for Tampa-Hillsborough County 
to grow the local economy and benefit the County’s residents. We have outlined a marketing process 
to capitalize on these opportunities, sell Tampa-Hillsborough County to potential investors and 
increase the success rate of project wins

Competitive Advantages and 
Distinguishable Value 

Propositions

ά²Ƙŀǘ ǘƘŜ ƭƻŎŀǘƛƻƴ ƻŦŦŜǊǎέ

POSITIONING- BRANDING ς
MESSAGING

Promotion

άIƻǿέ ǘƻ ŎƻƳƳǳƴƛŎŀǘŜ ǘƘŜ 
advantages

WEBSITE-ADVERTS-BROCHURES -
EVENTS

Scouting and Selling

ά²ƘƻƳέ ǘƻ ǘŀǊƎŜǘ

NETWORKS- DIRECT CONTACTS ς
PROSPECT HANDLING

Economics

ά²Ƙȅέ ςjustifying the 
decision

COST-BENEFITS-INCENTIVES

Wins
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Developing and Positioning the Tampa-Hillsborough Offering  

Developing a Marketing Mix

• The process of economic development  or “Place” marketing is essentially the same as for general product 
and service marketing and the underlying framework for developing  and tuning market messages is the 
“marketing mix”

• The “marketing mix” consists of the optimal deployment of four product/service variables, an adaption of the 
classic “marketing mix” framework as originally established by Philip Kotler:

– What Tampa-Hillsborough Offers as a Business Place: What defines the community to location 
investors and how can the County’s locational assets be converted to selling messages (value 
propositions) and a broader Tampa-Hillsborough brand?

– Whom to Target: Marketing and sales channels used to reach prospective target companies

– How to Communicate and Deliver the Messages: Specific tactics and campaigns to identify, cultivate 
and reach the target audience, once leads and opportunities are established; tactics to sell and close 
during client-shortlisting and selection

– Why make the investment: In an economic development context, the total costs of starting-up and 
operating a business enterprise in Tampa-Hillsborough County, including variables that economic 
developers can influence (primarily incentives), as tools to increase the local competitive business case 
versus other location and deployment options.  Also, in this context, recognition of the fine line 
between the strength of the value proposition for particular situations and the real need to motivate 
further through incentive offsets
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Developing and Positioning the Tampa-Hillsborough Offering  

Tampa-Hillsborough County’s Unique Market Offering

• Based on the four marketing components, we’ve developed the following framework  to build Tampa-Hillsborough’s 
market offering
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Variable Objective Guideline Elements

“PLACE”
What Tampa-
Hillsborough 
offers

Develop messages for 
recommended strategic targets 
in context of overall Tampa-
Hillsborough brand

Align locational assets with target 
needs to design value propositions

• Location assets
• Corrective actions to rectify shortfalls

“CHANNELS”
Whom to
target the 
offering to

Reach target markets through 
appropriate marketing 
channels

Understand which channels will most 
effectively reach target audiences

• Economic Development network
• Existing businesses
• Industry supply chain
• Industry associations
• Investment scouts
• Etc.

“PROMOTION”
How to reach 
prospects

Communicate marketing 
message to attract and handle 
prospects and to win projects 

Develop and implement a Tampa-
Hillsborough County Promotional Plan 
for each strategic target

• Print
• Social media
• Direct contacts/mail
• Intermediaries
• Trade shows
• Etc.

“PRICE”
Why choose
the offering ? 
Cost-benefit 
and incentives

Understand the variables in the 
business case by prospects and 
existing companies

Balance overall business case  
(economic-performance-delivery 
drivers) with incentives as a key 
pricing tool

• Detailed understanding of target 
industries and their business drivers

• Industry specific business case 
benchmarks versus the competition

• Industry specific incentives tools to 
close the gap



Developing and Positioning the Tampa-Hillsborough Offering  

The Selling Message 

• A value proposition (often referred to as a unique selling message) is a competitive product offer that will 
provide compelling advantage and end value to the buyer

– These messages are geared to address trigger points and the needs of potential prospects in each of the 
target industries…

– …and provide the basis to develop specific marketing themes and sales messages for promotion

– It is also important to recognize weaknesses in the Tampa-Hillsborough offering, to address concerns 
that some investors may have, and to develop strategies to enhance overall business climate 
performance

• Outlined on the following pages are an initial framework of messages, marketing tactics and strategies to 
enhance business climate performance for each target.  These are derived from the locational advantages and 
challenges described previously

• Additional marketing research, focus groups and promotional copy, not a part of this study, will be important 
components of refining and delivering the most appropriate selling messages to the target audiences
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Developing and Positioning the Tampa-Hillsborough Offering  

The Selling Message: Biotechnology & Medical Devices 
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Industry 
Segment

Attributes to Sell Concerns to Manage
General Marketing Messages / 

Tactics
Strategies for Business Climate 

Enhancement

Biotechnology • Specialized talent base

• Business and academic 
synergies in specialized 
clinical niches

• Infrastructure

• Committed partners

• Lack specialized sites in an 
world class integrated cluster 
environment…current array of 
players is geographically 
scattered in congested 
environments

• Collaboration among key 
parties needs to improve

• Incentives addressing needs of 
start-ups

• Tampa is not in geographic 
mainstream  of Biopharma 
industry and…

•…many  competing locations 
target biotechnology

•Turnkey discovery-
development-clinical setting 
for treatment niches

•Showcase current success 
stories

•Sell  the sizzle: climate, 
attractions, venues as well as 
the technology to attract 
knowledge workers and 
supplement the local talent 
base

•Enhance visual connectiveness of 
the USF-North Tampa environs 
that sets the stage for building a 
tangible and appealing cluster 
presence for prospects

•Establish up-to-date land inventory 
with information that addresses 
market needs

• Land  banking and  life sciences 
business campus/research parks

•Develop plan for the USF 
perimeter that encourages 
redevelopment opportunities for 
synergistic uses

• Collaboration 

•Need more friendly incentives for 
startups

Medical 
Devices

• Specialized talent base

• Business /academic 
synergies in specialized 
niches aligned with local 
biotechnology and 
personalized medicine 
activities

• Recent successes

•Potential link with security 
technology

• Robust infrastructure

• Lack specialized sites in an 
world class integrated cluster 
environment

• Collaboration among key 
parties needs to improve

• Local center of excellence is in 
Pinellas



Industry 
Segment

Attributes to Sell Concerns to Manage General Marketing Messages / Tactics
Strategies for Business 
Climate Enhancement

HQ / 
Enabling 
Functions

• Quality of life for relocating talent
• Base of corporate talent
• Business risk dispersion
• Aligned with business synergies of 

specific industries
• International connectivity, 

particularly for Latin America

• Historically, not generally 
perceived as a headquarters 
location 

• Home-sale challenges for 
potential relocatees and impact 
on relocation costs

• Not necessarily a large generator 
of local jobs

• Sell high-end quality of life, lower stress and 
cost for relocating talent

• Sell business dispersal strategy relative to 
front office critical functions

• Sell Tampa location as a growth center to 
agglomerate multiple corporate functions

• NYC

• Establish up-to-date land 
inventory with information that 
addresses market needs

• Land  banking and meeting 
market needs of FSI

• Communicate the cross-
business applicability of many 
core corporate functions…and 
the presence of these skills in 
the Tampa-Hillsborough County 
labor market

• Participate in shared services 
professional/technical 
conferences and associations ---
hosting such in Tampa

Business 

Analytics

• Talent for research, analysis and 
internal consulting activities

• USF Business School synergies
• Moderate costs
• Project management capabilities

• Market-desirable large footprint 
site options are very limited

• Perception that Tampa is losing 
historical competitive advantage 
for mid-level talent

• Promote MacDill as a source of project 
management talent

• Sell business dispersal strategy relative 
corporate critical functions

• Sell Tampa location as a growth center to 
agglomerate multiple corporate functions

• Sell business costs advantages , time zone 
alignment and convenience to NYC

• Sell USF Business School quality and 
synergies

• Sell the established cross-industry cluster

IT

• Moderate cost base
• Mainframe programming skills 

from  local industry sources 
including financial services

• Scalable labor market for multiple 
functions

• Risk of off-shoring of routine 
back office processes and non-
client facing functions

Focus on those activities with proximity needs 
to the broader corporate center, needs that 
need to be in the US and legacy technology 
skills

Shared 

Services, 

etc.

• Moderate cost base
• Builds of financial service industry 

experience and other locally based 
corporate functions

• Applicable to the EHR industry
• Scalable labor market

• Risk of off-shoring of routine 
back office processes and non-
client facing functions

Sell as a North America regional hub in a 
global shared services model

Developing and Positioning the Tampa-Hillsborough Offering  

The Selling Messages: Cross-Business Functions 
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Industry 
Segment

Attributes to Sell Concerns to Manage General Marketing Messages / Tactics
Strategies for Business Climate 

Enhancement

Security 
Technology

• Defense industry 
infrastructure regionally and 
in State of Florida

• Technical infrastructure
• Presence of small but 

significant industry cluster
• Technical  engineering / 

management talent base
• Synergies with MacDill 

(SOCOM)
• Telecommunications 

infrastructure

•Not necessarily a large 
generator of local jobs

• Likely strong 
competition from 
other communities

•Nature of industry and 
security protocols 
challenged open 
collaboration

• Limited opportunity to 
procure government 
contracts locally

• Limited  number of 
local specialized 
contractors

•Promote MacDill interconnectivity, a 
source of ideas, project management 
talent, technical talent, and intelligence / 
security industry networks

•Promote convergence opportunities with 
biotechnology applications

•Develop profile of the MacDill AFB 
workforce for prospective 
employers

•Constitute specialty task forces 
within the Tampa Hillsborough 
EDC focusing on security 
technology and intelligence
consulting

•Work regionally to develop smaller 
scale contract engineering-
manufacturing environment 

•Participate in security /technical 
conferences and associations ---
hosting such in Tampa

Security / 
Intelligence 
Consulting

• Talent and pool relevant 
talent for research, analysis 
and internal consulting 
activities

•Strong MacDill synergies 
(SOCOM)

• Linguistic skills
•Telecommunications 

infrastructure

• Not necessarily a large 
generator of jobs 

• Nature of industry and 
security protocols 
challenges open 
collaboration

•Promote MacDill interconnectivity, a 
source of ideas, project management 
talent, technical talent, and intelligence / 
security industry networks

• Promote strong knowledge, business 
analytic competencies from  other local 
industries

Developing and Positioning the Tampa-Hillsborough Offering  

The Selling Messages: Defense & Security
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Industry 
Segment

Attributes to Sell Concerns to Manage
General Marketing Messages / 

Tactics
Strategies for Business Climate 

Enhancement

Middle-
Office

• Accounting and financial talent
•Project management skills 

(former military)
•Track record established with 

major FSI company presence 
and links to global money 
market centers, particularly NY

•USF business /accounting 
programs

• Plus attributes listed above for 
“front-office”

• Market-desirable large 
footprint site options are 
very limited

•Perception that Tampa is 
losing historical competitive 
advantage…and attention to 
the industry’s needs from 
local leadership

• Local misperception that FSI 
“just” back-office and call 
centers

•Sell management level quality of 
life, lower stress and cost for 
relocating talent

•Promote MacDill as a source of 
project management talent

•Sell business dispersal strategy 
relative to middle office critical 
functions

•Sell Tampa location as a growth 
center to agglomerate multiple 
corporate functions

•Sell business costs advantages, time 
zone alignment and convenience to 
NYC

•Sell USF Business School quality and 
synergies

•Sell the established and successful 
cluster

•Establish up-to-date land inventory 
with information that addresses 
market needs

• Land  banking and meeting 
market needs of FSI

•Re-charge the former economic 
development focus given this 
sector…

•Start by re-establishing a Financial 
Services Task Force within the 
Tampa Hillsborough EDC that 
addresses concerns of the 
established players

Back-
Office

• Moderate cost base
•Mainframe programming skills
• Scalable labor market for 

multiple functions

• Risk of off-shoring of routine 
back office processes and 
non-client facing functions

Focus on those activities with 
proximity needs to the middle-office, 
needs that need to be in the US and 
legacy technology skills

Developing and Positioning the Tampa-Hillsborough Offering  

The Selling Message: Financial  Services 
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Industry Segment Attributes to Sell Concerns to Manage
General Marketing Messages / 

Tactics
Strategies for Business Climate 

Enhancement

Specialized Medicine

• Specialized talent 
base

• Business 
/academic 
synergies

• Infrastructure

• Lack specialized sites in an 
world class integrated 
cluster environment

• Collaboration among key 
parties needs to improve

• Incentives addressing needs 
of start-ups

Turnkey discovery-development-
clinical setting for treatment niches

•Establish up-to-date land inventory 
with information that addresses 
market needs

• Land  banking and  life sciences 
business campus/research parks

•Develop plan for the USF 
perimeter that encourages 
redevelopment opportunities for 
synergistic uses

• Collaboration 
•Address ad valorem tax impacts on 

startups with appropriate 
incentives

Medical Simulation & 
Training

• Specialized talent 
base

• Business 
/academic 
synergies

• Infrastructure 
(CAMLS)

• Lack specialized sites in an 
world class integrated 
cluster environment

• Collaboration among key 
parties needs to improve

Sell  the sizzle: climate, attractions, 
venues as well as the technology  

Electronic Health 
Records

• Moderate cost 
base

• Transferable 
occupational skills

•University (USF) 
support

• Difficult to articulate a truly 
unique and strong 
advantage…and likely will 
have numerous locations 
competing

Get an early mover advantage or will 
be with the pack

Developing and Positioning the Tampa-Hillsborough Offering  

The Selling Message: Medicine & Medical Management
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Recommended Strategies for 
Marketing, Collaboration and Business 

Climate Enhancement
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Strategy Development: Overview

• Marketing: developing and delivering Tampa-Hillsborough’s market offering to prospective companies

• Collaboration: building local leadership capacity, a unified and consistent vision and peer dialogue to 
support economic development

• Business Climate Enhancement: to improve Tampa-Hillsborough’s competitive position in attracting jobs 
and capital investment

• These strategies are presented as potential concepts for the Tampa Hillsborough EDC and area 
government and business leadership to consider and augment as appropriate.  As an early implementation 
activity (outlined on Section Four of this report), we recommend that economic development staff and 
leadership participate in a workshop retreat to review these potential strategies and select those viewed 
most effective and feasible from a cost-benefit and ease of implementation perspective

• Factors to consider in selecting strategies for implementation include:
– Is the strategy important to Tampa-Hillsborough County (e.g., business climate, development potential, economic base and 

infrastructure)? 

– Does the strategy remedy a liability, fill a gap in Tampa-Hillsborough County’s offerings, or build on a community strength?

– Is the strategy potentially feasible?

– Does the strategy directly relate to the Tampa Hillsborough EDC’s economic development mission?

– Will implementation of the strategy significantly influence the investment decision-making process in Tampa-Hillsborough County’s 
favor?

– Can the problem be improved or ameliorated by the strategy?

– Will the strategy be implemented if the Tampa Hillsborough EDC does not do it?

– Is the Tampa Hillsborough EDC the best spearhead for the strategy? If not, which organization or group?

– Does the Tampa Hillsborough EDC and its local partners have a reasonable level of comfort with the strategy?

– Is the strategy important enough in the context of the Tampa Hillsborough EDC and Tampa-Hillsborough’s finite resources?

We have defined three strategic areas to effectively communicate Tampa-Hillsborough assets and to 
address economic development shortcomings identified in the Location Assessment:
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Strategy Development: Themes

• Balanced growth: Business growth is essential, though guided by smart growth principles, sustainable 
development, infrastructure planning and local community needs

• Image: Tampa needs a more cohesive “Place” image…it’s urban fabric is disjointed with several perceived 
cores and little connectivity among them

• Future availability of market-desirable sites:  This is a significant concern, not only in the real estate 
community, but in some of the site-sensitive clusters, particularly financial services and life sciences…to 
the point where industries may be competing among each other for the few remaining DRI approved land 
assemblages in the submarkets most attractive for cluster growth

• Inter-regional competitiveness:  Although most have seen improvements in the historical rivalry with St. 
Petersburg, there is considerable need for further regional coordination and cooperation in matters of 
economic development.  The above mentioned site challenge in Hillsborough County is a case in point in 
driving intra-regional competition rather than cooperation

• Vision:  Many well-intentioned parties want to attract higher paying jobs and capital investment to benefit 
the residents of Hillsborough County…however, a cohesive vision, vitality and coordinated drive to succeed 
remain illusive

• Commitment: Building from vision, economic development needs committed investment from thought 
leaders and champions in the business and public sectors

• Leadership: At the highest level, Tampa-Hillsborough needs business/community/public leadership –
focused on driving the vision and strategy forward to realize economic recovery and growth goals

Culminating from the extensive stakeholder interview process and the subsequent Location 
Assessment and Target Industry Analysis, the following themes emerged…each of which merited 
consideration in our identification of potential strategies
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Strategy Development: Marketing

Place-building and Branding 

• Consider supplementing current branding efforts, based on the inputs of this study to reinforce a Tampa-
Hillsborough brand that best positions the County for job creation and capital investment

– Rationale: Create and communicate a cohesive and uniform Tampa-Hillsborough brand and associated messages

– Elements: Review current branding and input from the Recommended Strategic Plan for Economic Growth, conduct 
focus group sessions, and engage specialists to modify branding as appropriate

• Enhance visual connectiveness for Tampa, developing unifying themes that reinforce a positive image 

– Rationale: address sense of arrival and orientation challenges for prospects to enhance first impressions of Tampa

– Elements:

• Mapping, themed signage, lighting  and streetscaping on major inbound corridors, particularly from TIA

• Part of a broader branding campaign

• Develop plans for a sustainable live-work-play regional urban center

– Rationale: No major land use / design plan for downtown since 1980s

– Elements:

• As an example, explore feasibility of downtown campus built around CAMLS project, with linkage to main campus via light 
rail (if approved)

• Engage local stakeholders and natural constituency for downtown in this process

– Residents

– Cultural institutions

– Property owners

– Business owners

– Young professional groups

We present the following recommended strategies for consideration with the goal of developing and 
communicating focused marketing messages to reach and influence target companies to invest in 
Hillsborough County
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Strategy Development: Marketing

Place-building and Branding (continued)

• Tap assets at MacDill AFB and area’s sizeable retired military presence to promote Tampa Hillsborough 
to international and domestic markets

– Rationale: MacDill is a huge and enormously underused asset to promote Tampa-Hillsborough County as a “Place”

– Elements:

• Central Command is prosecuting the wars in Iraq and Afghanistan. Officers from 60 coalition nations are based at MacDill 
AFB.  They can be Tampa-Hillsborough virtual “ambassadors” to investors in their home countries.

• There are reportedly 150 retired generals living in and around Tampa.  Many sit on corporate boards and each could 
represent an important networking connections for Tampa-Hillsborough

• Develop profile of the MacDill AFB workforce for prospective employers

– Rationale:  There are an estimated 30,000 total family members associate with base personnel.  They constitute a 
highly skilled workforce that includes many degreed and professional personnel. Furthermore, the average enlisted 
member at MacDill is 30 years old with an AA degree.  The average officer is 35, all have undergraduate degrees and 
about one-half have earned Masters. 

– Elements:

• Communicate the facts: MacDill is not a depot-level facility, much of the work done is white collar (linguistics, logistics, 
intelligence and counter intelligence, security and IT), and very much in alignment with the type of industry Tampa-
Hillsborough seeks

• Profile skills of the 100,000+ military retirees in the Tampa area (many retire after as little as 20 years of experience)

• Promote USF, UT, HCC, Hillsborough County schools and other foundation academic resources 
more fully
– Rationale:  Academic partner alignment, partnership and promotion is key to knowledge-based economic 

development as well as to specific talent and research needs of several target industries

– Elements:  

• For example, promote USF’s high position on Carnegie Scale (in lieu of Association of American Universities designation)
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Strategy Development: Marketing

Prospect Identification

• Reach prospects in the target Industries

– Rationale: forge direct links with company decision makers and indirect links with  business advocacy groups, media 
and multiplier organizations in key sectors and investment source regions

– Elements: Design and implement a comprehensive prospecting campaign, or series of campaigns in each of the target 
industries. Aspects include among others:

• Organize the effort – consider including a third party investment scouting component

• Set up industry specific task forces

• Identify target companies and prospects in the strategic target industries and niches therein

• Consider conducting supply chain research of companies (where they are invested and for what, and source geographies) 
as an method to uncover additional targets and broaden understanding of the opportunities

• Organize a Latin America networking campaign with the respective trade communities, particularly focused on growth 
markets (e.g., Brazil, Mexico) and latent opportunities (e.g., Cuba, Colombia)

• Tap networks of CENTCOM foreign officers to help investment attraction efforts from their home countries (consider 
these networks when planning foreign trade missions)

• Position and differentiate marketing / sales messages

• Communicate Tampa-Hillsborough’s niche-specific value propositions and develop relevant promotional content

• Contact prospective prospects and design/implement relevant customer relationship management (CRM) tools

• Sponsor and host specific events aimed at niches to present focused “Invest in Tampa” messages 

• Follow-up and evaluate
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Strategy Development: Marketing

Promotion

• Develop promotional campaign(s) aimed at the target audiences

– Rationale: Communicate the marketing messages, aimed at the target industries/companies

– Elements: In alignment with prospecting, elements might include

• Programs stressing “can do” attitude and team approach

• Advertisements germane to specific target industries

• Media consultation regarding placement of specific articles, ads, announcements, etc. to reach target industries

• Website populated with useful and meaningful industry-specific local content

• Leveraging university, current cluster companies in target industries, suppliers and vendors, and other foundation assets

• Developing conferences for specific target industries

• Focusing familiarization tours on key industry companies and associations – not just site selection consultants

• Aligning orchestration of VIP and client /prospect visits with target industry specialized needs
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Strategy Development: Collaboration and Leadership

Collaboration and Leadership

• Instill a collaborative culture among Tampa-Hillsborough County’s economic stakeholders

– Rationale: to instill a trusted environment of collaboration among all of local partners for economic development, 
including industry, academia and government, under the auspices of the Tampa Hillsborough EDC. Partnership and 
cooperation of business, academic and government partners is key to developing successful emerging industry clusters 
such as Silicon Valley

– Elements: 

• Enhance partnerships at local, county, regional and state level

• Increase cooperation among private-sector economic development interests

• Broaden outreach efforts to build collaboration within and among the emerging industry clusters

• Some potential activities might include:

– Continue current networking

– Establish guidelines for partnership

– Reinforce links with key stakeholder organizations involved in core economic development

– Set up forums with Tampa, Plant City, Temple Terrace and other communities in Hillsborough County

– Initiate change management seminars

– Strengthen academic-government-industry partnerships

– Build economic development outreach efforts to the community at large

• Building a consensus and cooperation around mutually agreed goals and outcomes, though an important step, is only a 
ǎǘŜǇΧŎƻƭƭŀōƻǊŀǘƛƻƴ ƛǎ ŀ ŘŜǇŀǊǘǳǊŜ ŦǊƻƳ ŎƻƴǾŜƴǘƛƻƴŀƭ ǿŀȅǎΣ ŀ ǎƘƛŦǘ ƻƴ Ƙƻǿ ǇŀǊǘƴŜǊǎ ƛƴǘŜǊŀŎǘ ǿƛǘƘ ŜŀŎƘ ƻǘƘŜǊ

• Encourage a champion to step to the plate to drive the vision, goals and collaborative spirit forward

We present the following strategies for the Tampa Hillsborough EDC and Tampa and Hillsborough County 
leadership to consider with the goal of fostering  economic development partner collaboration and 
leadership to drive implementation of  the vision and goals for Tampa-Hillsborough’s economic development
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Strategy Development: Collaboration and Leadership

Collaboration and Leadership

• Consider establishing “cowork” space as a way to foster entrepreneurship within emerging clusters such 
as Electronic Health Records, Medical Devices, Business Analytics, Information Technology…..

– Rationale:  Coworking is a strategy to accomplish the objective of fostering entrepreneurship within emerging 
technologies that may have relevance to Hillsborough County

– Elements:  A cross between an incubator, shared office space and an entrepreneurial club house.  But, differs from 
executive suites, accelerators and incubators because they are intended to foster the social, collaborative, and 
informal aspects of the innovation process.  The model varies, but coworking places generally exhibit the following 
characteristics:

• They can be anywhere, but the best examples are often in urban environments

• They can be affiliated with an incubator

• Memberships are generally very flexible and available “a la carte”.  They are often started by entrepreneurs for 
entrepreneurs

• Features go beyond physical amenities and can include many of the support services and networking/collaboration 
opportunities that attracted us to the incubator concept in the first place

• They can (but don’t necessarily have to be) affiliated with an economic development organization or an institution of 
higher education
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Strategy Development: Business Climate Enhancement

Land and Sites

• Establish up-to-date land inventory with information that addresses market needs
– Rationale: there is a disconnect  between what is publically considered available land for development in Hillsborough 

County versus what the industry end-users and the development community consider  as market-appropriate sites. 
This may have profound implications for  the future viability of Hillsborough County as a finalist contender for large 
scale job creation and capital investment corporate projects. Replenishing a dwindling inventory of market-desirable 
sites is essential

– Elements: Using Planning Commission data base as foundation, identify properties capable of being offered for 
economic development, considering:

• Size and potential adjacent land that can be aggregated

• Infrastructure

• Zoning/approvals status

• Consider “Shovel Ready” or similar designation

– Inventory available DRIs (or properties managed via Developers Agreements) for potential capacity – prioritize then 
perform transportation analysis  to identify which can accommodate more growth.  Explore opportunities to convert 
residential entitlements to commercial entitlements (without adversely impacting existing residents)

– Identify sites and potential assemblages in inner submarkets, for example:
• The aging industrial inventory along Columbus Avenue in East Tampa for potential port-related or other uses.  (5-7 acre 

assemblages).  Transportation impact fees are waived in almost the entire East Tampa CRA ; 

• Identify any remaining redevelopable land in Drew Park – many institutional users there are tax exempt, proximity to 
airport makes sites valuable.  Look for assemblage opportunities because largest vacant parcel is said to be 3 acres

– Include the 56th street redevelopment in Temple Terrace and underused industrial sites proximate to Plant City airport

– Disseminate information via convenient channels (such as the Tampa Hillsborough EDC  website)

– Market to brokers and site selectors

We present the following strategies for the Tampa Hillsborough EDC and Tampa and Hillsborough 
County leadership to consider with the goal of addressing some of the key shortfalls…and potential 
site selection red flags…that impede local economic development success
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Strategy Development: Business Climate Enhancement

Land and Sites (continued)
• Develop plan for the USF perimeter that encourages redevelopment opportunities for synergistic uses

– Rationale: Need new marketing plan (perhaps revised development plant) to help fill USF Research Park.  DRI 
approvals in place of several million sf, now several users there plus the incubator.  Legislature gave land to university 
on long term lease. Development to date has been very slow and perhaps too restrictive

– Elements: Identify and plan for economic development potential, e.g., medical cluster, larger R&D park. Size and 
potential to be aggregated

• Network more closely with the Tampa Hillsborough EDC, etc. – market more broadly 

• Focus on adaptive reuse of the University Mall site. Increase patrols and community involvement in nearby University 
Community Area

• Inventory sites adjacent to USF perimeter that can be repurposed, including USF golf course on Fletcher as appropriate

• Consider linkage with downtown via light rail (if approved)

• Ready the County-owned site in New Tampa
– Rationale: Don’t presume life sciences is highest and best use

– Elements:  Put entitlements in place and  let commercial property market decide. Adjacent land is still available for aggregation 
– look to assemble as much adjacent land as possible – embrace a big vision!!

Tampa International Airport
• Improve Domestic and International Access from TIA.  Improve other local airports

– Rationale: Tampa International is a business travelers’ airport, more so than Orlando (up to 38% of passenger volume 
at TIA).  Feedback suggests there is insufficient nonstop service to key international and US West Coast destinations 
(Seattle, San Francisco, San Diego). 

– Elements:  

• Maintain ongoing lobbying effort directed towards local carriers

• Tampa Executive Airport (jet service) could provide additional advantage for Hillsborough.  Conduct feasibility study of 
time and costs associated with improving local access, specifically Sligh Avenue
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Strategy Development: Business Climate Enhancement

Organizing For Economic Development
• Ensure the Tampa Hillsborough EDC’s financial model includes representation from targeted industries 

on its Executive Committee and Board of Directors
– Rationale: Targeted sector input, guidance and leadership is critical to ensure that Tampa Hillsborough EDC’s 

marketing, recruitment and retention efforts resonate with targeted sectors

– Elements: Engage targeted industry sector leaders to gain insights into their respective industries to help broaden 
Tampa Hillsborough EDC’s marketing programs

• Establish key industry task forces within the Tampa Hillsborough EDC

– Rationale: Board representation of the key industry  clusters of the industries that will drive the success of Tampa-
Hillsborough County

– Elements: Establish specialty task forces in each of the following industries. These  task forces would focus on business 
issues, retention, networking/lead generation for new investment, locally generated innovation and trends in the 
industry which could provide opportunity or threaten activity in Tampa

• Financial Services

• International Trade

• Foreign Direct Investment

• Transportation

• Life Sciences

• Security
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SECTION THREE:
INCENTIVES PROGRAMS REVIEW
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Incentives

• In 2010 the Legislature made several important changes that increase the reach of Florida’s state-wide 
Qualified Target Industry program including
– Making customer contact centers an eligible category
– Adding $1,000 per job benefits in counties offering a 50:50 match

– Adding $2,000 per job benefits for High Impact Sector projects

• As noted in the earlier Locational Assessment, Hillsborough does offer its Premier Business Bonus 
Incentive Program. This grant has traditionally comprised a 50:50 split between the County and the City of 
Tampa.  The program provides cash grants of up to $3,700 per new job for projects creating at least 100 
new jobs.  However, the project minimum wage attached to this program (200% of the state average 
wage) sets a standard that is significantly more restrictive than the state wage test for programs such as 
QTI (115% of the state or the County average wage, whichever is lower)

• The job creation and wage requirements of the Premier Business Bonus program have been set in such a 
manner as to make them largely unattainable by small, entrepreneurial firms of the sort that the County’s 
leadership wants to attract and grow.  Nor are these types of companies presently able to offset the cost 
of ad valorem taxes on business property which can be especially burdensome in the early stages.  Startup 
and emerging life sciences companies, including one housed in the USF’s on-campus incubator/accelerator 
with whom we spoke,  often have out-sized tax obligations resulting from specialized and very expensive 
laboratory equipment.  

Florida has strengthened one of its key incentive programs in the wake of the recession.  Tampa-
Hillsborough incentives, while potentially compelling for large projects with highly-compensated 
individuals, otherwise do little to address the needs of startup and emerging enterprises
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• The outcome of a Hillsborough County referendum to approve property tax exceptions for new or 
expanding businesses will be known by the time this report is issued.  Should it fail we would urge the 
County the revisit the initiative next year
– The ballot measure, which would allow up to a 100% abatement of ad valorem taxes for up to 10 years, and contains 

provisions for proportional remedies in the event of a unforeseen shortfall, would help to address a critical gap in 
Hillsborough County’s efforts to attract and retain highly prized knowledge economy jobs

– We would urge consideration of very low minimum job creation thresholds for certain targeted clusters such as 
biotechnology and bioinformatics

– By our count, an increasing number of Florida jurisdictions are seeking to exercise their local option ad valorem tax 
abatement, including the following on this November’s ballot

• Dade County is reportedly attempting to address a similar issue with a new ordinance that rewards high 
capital intensive projects, as opposed to job creation projects.   What is proposed  is not an abatement, 
but a grant that reimburses up to 100% of the ad valorem tax increment resulting from a new project for 
six years, or longer at the County’s discretion.  From our perspective an abatement has several advantages 

over a grant program.  
– First and perhaps foremost, it is automatic
– Neither is it subject to appropriations

• We also recommend reconsideration of the wage threshold currently governing the Premier Business 
Bonus Incentive Program.  At a time when localities are struggling to attract and retain good jobs why set a 
standard that could be attainable for so many economic development projects?

Incentives

Potential solutions in Hillsborough County can address the needs of these smaller companies
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• DeSoto County
• Holmes County
• Indian River County
• Melbourne City (Brevard Co)
• Milton City (Santa Rosa Co)
• Mount Dora City (Lake Co)

• Osceola County
• Polk County
• Port St. Lucie City (Saint Lucie Co)
• Washington County
• Winter Springs (Seminole Co)



SECTION FOUR:
RECOMMENDED IMPLEMENTATION 

GUIDELINES

70



Partnering for Economic Development

• Core : The lead economic development organization – the Tampa Hillsborough EDC - will be the essential 
partner for business recruitment, retention and expansion, leading the way to a future that is prosperous 
and sustainable. The Tampa Hillsborough EDC “unites the leadership of Hillsborough County and the cities 
of Tampa, Plant City and Temple Terrace to provide sustainable and diverse job growth, producing increased 
prosperity and opportunities for our citizens” : Tampa ςHillsborough EDC Vision Statement 2010

• Partners: Tampa Hillsborough EDC partners are the key academic, government and business/financial 
leaders in Tampa-Hillsborough County, regionally and the State level including:

– Tampa Bay & Company

– Greater Tampa, Brandon, Plant City, Temple Terrace, Ruskin/South Shore and Ybor Chambers of Commerce

– Tampa Bay Partnership

– Cities of Tampa, Plant City and Temple Terrace

– Hillsborough  County government and its citizens, represented by the County Commissioners

– State government, particularly Enterprise Florida, Workforce Florida and the Governor’s Office of Trade and Economic 
Development

– TECO, Port of Tampa, Tampa International Airport and other core infrastructure and trade partners

– USF, University of Tampa, HCC, HCSD and other core academic foundation partners

– MacDill Air Force Base

– Moffitt, VA Hospital, USF Medical and other components of the local health care medical complex

– Private sector leaders in the established and emerging industries and in the capital formation sector

– Real estate, development  and construction industry

– Vibrant partnerships, relationships and strategic alliances among the private, public and professional associations 
within the County and the broader region

Collaboration is the key:  Shared planning and decision making that is adopted in the business 
decisions of involved parties ςwith all working towards shared goals
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Delivery Stages for Strategic Plan for Economic Growth: Concept

ÁSharpen the Tampa Brand

ÁMarketing Plan, Materials, Website

Á Scouting/Lead Generation/Road Shows

ÁFine-tune Website

ÁReady Prime Development Sites

ÁLong-term Land Banking Strategy

ÁPermitting Refinements

Six-Month 

Horizon

ÁSelect and Prioritize 
Strategies/ Socialize with 
Stakeholders 

ÁAct on and Short-term 
Priorities/Opportunities

ÁFunding/Budget

ÁEstablish Measures

ÁAdoption and Roll-out

ÁReal Estate Inventory

Á Industry Task Forces

ÁFoster Collaboration and 
Leadership 

ÁEmergence of 
“Champions”

Á Integration of Long-term Strategy

ÁEvaluation per Measurements, Metrics and 
Continuous Improvement
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* Implementation can advance sooner, as opportunities arise
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Recommended Next Steps 

1. Tampa Hillsborough EDC Board level concept agreements on 
recommendations and six-month consensus-building actions among key 
partners

2. Facilitated off-site Board(s) workshop to prioritize and adopt strategic 
actions; agree on principles of collaboration and community leadership

3. Tampa Hillsborough EDC Board to: 

• Implement fundraising model to support designated Tampa Hillsborough EDC programs 
arising from the Strategic Plan for Economic Growth

• Prioritize short-term opportunities and strategic needs (e.g., land inventory/corporate site 
strategy)

• Set up Tampa Hillsborough EDC targeted and emerging industry task forces

• Initiate longer-term planning

4. Establish performance measures for success, both for these initial steps and 
for milestones as the longer-term strategy unfolds
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Note:  As the broader program unfolds, consider pragmatic shorter term actions 
that can be implemented with relatively little up-ŦǊƻƴǘ ŎƻƳƳƛǘƳŜƴǘΧ 



• Adopt  Implementation Plan and Establish Implementation Team: current team and 
volunteer advisors plus early emergence of a champion to drive the vision forward 

• Develop Industry Specific Networks in the Target Industries

• Increase Business Internship Opportunities: to supplement staff 

• Pursue Short-term Networking Opportunities: focus on the strategic targets

– Initiate/strengthen relationships with the major players involved in these clusters

– Develop each respective value proposition and reinforce  with pertinent and compelling information 
as well as focused insights and testimonials

• Conduct a Marketing-Promotional-Scouting Campaign workshop: led by outside consultant, 
to discuss alternatives for approaching target companies

Early Actions to Move the Program Forward

There are several short-term ‘quick-wins’ requiring minimal to moderate investment and 
providing the positive momentum resulting from early achievements 

74



APPENDIX: NAICS DATA
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Industry

2009 

Location 

Quotients 

Hillsborough 

County

2009 

Employment 

Hillsborough 

County

% Change 

Hillsborough 

Employment 

2001 - '09

% Change US 

Employment 

2001 - '09

Projected % 

Change US 

Employment 

2008 - '18

US Avg Wage 

Index vs All 

Industries

Change in US 

Avg Wages vs 

All Industries

Capex 

Growth 2001 - 

2008 vs All US 

Industries     

(US = 1.00)

Base Industry: Total, all industries 495,498 -5.5% -2.2% 10.1% 1.00 1.00

NAICS 1111 Oilseed and Grain Farming ND ND ND 38.9% ND 0.67 1.28 NA

NAICS 1113 Fruit and tree nut farming 5.31 4,518 75.6% 13.5% NA 0.46 1.11 NA

NAICS 1125 Aquaculture 2.78 75 -26.5% -8.7% NA 0.66 1.09 NA

NAICS 2123 Non-metallic mineral mining / quarrying 0.76 318 835.3% -19.4% -1.2% 1.13 0.74 1.49

NAICS 2361 Residential Building Construction 0.91 2,665 -19.6% -18.5% 19.8% 0.98 0.76 1.92

NAICS 2362 Non-residential building construction (7) 0.79 2570 22.0% -11.2% 19.8% 1.39 1.55 1.92

NAICS 237130 Alternative energy structure construction (7) 0.57 346 -3.9% -41.0% 0.8% 1.28 1.81 1.92

NAICS 3118 Bakeries & tortilla mfg (8) 0.49 615 -30.0% -9.2% -2.0% 0.74 0.71 0.74

NAICS 3119 Other food  manufacturing (8) 0.27 204 12.7% 6.6% 3.1% 1.03 0.7 0.74

NAICS 31211 Soft Drink Manufacturing 5.36 2383 ND -16.8% -7.3% 1.00 0.76 0.37

NAICS 3251 Basic Chemical Manufacturing 0.13 90 60.7% -19.3% -34.3% 1.82 0.80 1.08

NAICS 3253 Pesticide, Fertilizer, other agr.   chem.  mfg. 6.02 1,025 -17.1% -20.0% -3.0% 1.51 1.08 0.54

NAICS 3341 Computer & peripheral equip mfg. ND ND ND -41.4% -31.7% 2.55 1.41 -0.95

NAICS 3345 Navigation,measuring,electromedical instr. Mfg, 

etc.
0.04 75 -73.9% -11.4% -1.7% 1.8 1.38 0.38

NAICS 3366 Ship and boat building (2) 1.27 761 -19.0% -11.5% -10.8% 1.10 1.45 0.85

NAICS 3391 Medical equipment and supplies manufacturing 0.89 1,261 92.2% -1.7% 16.1% 1.27 1.30 1.97

NAICS 4821 Rail Transportation ND ND ND 85.2% 4.8% 0.99 0.52 0.43

NAICS 4885 Freight transportation arrangements (9) 0.52 409 -38.5% -4.0% 11.9% 1.19 1.09 0.68

NAICS 4931 Warehousing and storage 0.58 1710 -21.7% 24.4% 12.3% 0.85 0.96 6.01

NAICS 5112 Software publishers 1.28 1,518 574.6% -5.8% 30.0% 2.56 0.42 1.39

NAICS 5121 Motion Picture and Video Industries (10) 0.41 650 -48.8% 1.7% 14.1% 1.24 0.94 -0.61

NAICS 5182 Data processing, hosting and related services 2.48 2,824 -30.8% -22.1% 52.7% 1.63 1.51 0.95

NAICS 5223 Activities related to credit intermediation 2.86 3,497 -43.1% 13.4% 11.6% 1.28 0.71 3.53
Notes : 1] Capex for NAICs  312 is  based on 3121, Beverage Mfg; 2]Capex for NAICs  3366 is  based on sum for 3365, 3366 and 3369; 3]Capex for NAICs  5182 is  based on NAICs  5142; 4] Capex for NAICs  524292 is  based on NAICs  5242; 5] Capex 

for NAICs  525 is  based on NAICs  5251 and 5259; 6]Capex for NAICs  6223 is  based on NAICs  6222 and 6223; 7] Capex for NAICs  2361, 2362 and 237130 is  based on NAICs  23; 8] Capex for NAICS 3118 and 3119 is  based on NAICs  311; 9] Capex 

for NAICs  4885 is  based on NAICs  488; 10} Capex for NAICs  5121 is  based on NAICs  512; 11] Capex for NAICs  6113, 6114 and 6115 is  based on NAICs  611; 12] Capex for NAICs  7131 and 7139 is  based on NAICs  713; 13] Capex for NAICS 541930 

and 541990 is  based on NAICS 5419; 14] Capex for NAICs  56192 and 561990 is  based on NAICs  56; 15] Capex for NAICS 54171 is  based on NAICs  5417; 16] Capex for NAICS 481111 is  based on NAICS 481; 17] Capex for NAICS 711310 is  based 

on NAICS 711
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Industry

2009 

Location 

Quotients 

Hillsborough 

County

2009 

Employment 

Hillsborough 

County

% Change 

Hillsborough 

Employment 

2001 - '09

% Change US 

Employment 

2001 - '09

Projected % 

Change US 

Employment 

2008 - '18

US Avg Wage 

Index vs All 

Industries

Change in US 

Avg Wages vs 

All Industries

Capex 

Growth 2001 - 

2008 vs All US 

Industries     

(US = 1.00)

NAICS 5231 Securities, commodity contracts, investments 0.98 3,680 58.3% -2.4% 11.8% 4.58 0.73 1.93

NAICS 5242 Third Party Admin of Insurance Funds 2.22 1,336 69.8% 14.9% 14.5% 1.25 1.15 0.63

NAICS 525 Funds, trusts, and other financial vehicles ND ND ND -0.2% 17.3% 2.06 1.60 3.09

NAICS 5412 Accounting and bookkeeping services 1.82 7,710 33.6% 3.9% 20.9% 1.24 0.85 0.63

NAICS 5413 Architectural, engineering and related services 1.55 9,462 18.8% 3.9% 22.5% 1.63 1.38 0.63

NAICS 5414 Specialized Design Svs 0.80 456 -37.5% -4.6% 45.8% 1.21 0.79 -0.70

NAICS 541512 Computer systems design services 1.30 3,864 3.7% 25.9% 45.2% 1.94 0.68 0.3

NAICS 5416 Management and technical consulting services 1.50 6,844 42.1% 31.6% 82.8% 1.77 0.97 1.24

NAICS 54171 Physical, engineering and biological research 

(15)

0.52 1,319 150.3% 19.8% 27.1% 2.15 1.56 3.04

NAICS 5419 Other professional, scientific,technical services 0.9 2382 -0.3% 20.1% 21.9% 0.85 1.45 2.3

NAICS 541930 Translation and Intrepretation Services (13) 0.48 45 137.3% 350.0% 21.9% 1.06 1.57 2.3

NAICS 541990 All other prof., scientific, technical services (13) 1.15 428 135.8% 282.1% 21.9% 1.24 1.24 2.3

NAICS 5511 Management of companies and enterprises 0.88 7,589 133.1% 8.1% 5.4% 2.09 1.31 3.53

NAICS 5612 Facilities Support Services 0.26 160 81.8% 35.2% 30.8% 1.01 1.28 1.05

NAICS 5614 Business support services 1.99 7,511 145.9% 5.6% 15.1% 0.75 1.00 0.36

NAICS 56192  Convention and Trade Show Organizers (14) 0.21 43 -11.4% -76.6% 2.9% 1.05 0.99 0.66

NAICS 561990 All Other Support Services 0.92 787 17.6% -17.0% 2.9% 0.83 0.77 0.66

NAICS 6113 Colleges, Universities, Professional Schools (11) 0.66 3410 115.6% 24.0% 12.5% 1.1 1.29 2.11

NAICS 6114   Business Schools and Training (11) 2.63 947 -21.9% -11.4% 12.5% 1.24 1.43 2.11

NAICS 6115 Technical and Trade Schools (11) 0.93 509 49.7% 25.3% 12.5% 0.87 1.02 2.11

NAICS 6211 Offices of Physicians 0.99 10,450 19.1% 193.5% 34.1% 1.61 1.1 1.42

NAICS 6223 Other hospitals ND ND ND 46.4% 10.1% 1.13 1.68 2.28

NAICS 711310 Promoters of Sports & Performing Arts (17) 2.20 723 18.3% 52.0% 19.5% 0.73 0.48 3.49

NAICS 7131 Amusement parks and arcades (12) ND ND ND 3.2% 4.5% 0.51 0.62 1.47

NAICS 7139 All other amusement/recreation industries (12) 1.05 5227 44.4% 10.8% 7.7% 0.4 0.62 1.47
Notes : 1] Capex for NAICs  312 is  based on 3121, Beverage Mfg; 2]Capex for NAICs  3366 is  based on sum for 3365, 3366 and 3369; 3]Capex for NAICs  5182 is  based on NAICs  5142; 4] Capex for NAICs  524292 is  based on NAICs  5242; 5] Capex 

for NAICs  525 is  based on NAICs  5251 and 5259; 6]Capex for NAICs  6223 is  based on NAICs  6222 and 6223; 7] Capex for NAICs  2361, 2362 and 237130 is  based on NAICs  23; 8] Capex for NAICS 3118 and 3119 is  based on NAICs  311; 9] Capex 

for NAICs  4885 is  based on NAICs  488; 10} Capex for NAICs  5121 is  based on NAICs  512; 11] Capex for NAICs  6113, 6114 and 6115 is  based on NAICs  611; 12] Capex for NAICs  7131 and 7139 is  based on NAICs  713; 13] Capex for NAICS 541930 

and 541990 is  based on NAICS 5419; 14] Capex for NAICs  56192 and 561990 is  based on NAICs  56; 15] Capex for NAICS 54171 is  based on NAICs  5417; 16] Capex for NAICS 481111 is  based on NAICS 481; 17] Capex for NAICS 711310 is  based 

on NAICS 711
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