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INTRODUCTION

Gwinnett County has reached a critical juncture in its history. Fueled by immense
population growth, Gwinnett is now maturing into a dynamic urban community with
a strong presence in the Atlanta region. Gwinnett must proactively reorient local and
external perceptions to embrace the reality that — as the second largest county in the
State of Georgia — the County is a major economic player to be supported and
respected by the state’s and region’s leaders.

To that end, the Gwinnett Chamber of Commerce and title sponsor Scientific
Atlanta, along with partners in government, education, health care and business,
initiated the creation of this Community and Economic Development Plan — entitled
Partnership Gwinnett: A Shared Vision for the Future — to develop a consensus
vision for Gwinnett’s future growth and an action plan to achieve it.

The Partnership Gwinnett effort represents a call-to-action for Gwinnett’s economic
and community development leaders. Gwinnett has reached a point in its growth in
which its most prudent strategic mandate is to proactively pursue economic
opportunities and aggressively address competitive challenges before they become
liabilities.

This strategic document provides a blueprint for a higher level of investment in
Gwinnett’s economic and community development work. The goals, objectives and
action steps in the Partnership Gwinnett Strategy were carefully selected based on the
findings of an extensive research process to identify Gwinnett’s key strengths and
competitive concerns.

For successful implementation, this strategic effort will require significantly
enhanced capacity and resource-allocation investments that the community has not
previously dedicated to economic and community development work. In addition,
Gwinnett will need to reevaluate strategic priorities and acknowledge that its recent
tradition of incredibly rapid growth is simply not sustainable. Future developments
will need to be viewed through the prism of the Partnership Gwinnett Strategy’s
directives for progressive and equitable change.

The time is now for Gwinnett to make a strong step forward toward sustainable long-
term economic prosperity for its companies and residents.

Partnership Gwinnett
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PROJECT OVERVIEW

This Partnership Gwinnett: A Shared Vision for the Future strategy is one of the final
two pieces of a six-month process to develop a community and economic
development strategic plan for Gwinnett County. This strategy was developed based
on an extensive research process which included the following primary components:’

1. Competitive Assessment: This document presented how Gwinnett County
compared to three benchmark communities in four areas that are crucial to
the economic development competitiveness of an area. The four areas of
analysis were: education and workforce development, infrastructure, business
costs and capacity, and quality of life.

2. Stakeholder Input Process: Market Street conducted three stakeholder
meetings for key community representatives, a number of interviews and
focus groups, and an online survey to gather as much public input as
possible. A website was also developed — www.partnershipgwinnett.com —in
order to provide broad access to the strategic planning process and its reports.

3. Target Business Analysis: This document presented an analysis of
quantitative and qualitative research in order to determine priority target
industry sectors for Gwinnett County to pursue. It included an analysis of
current business concentrations, future projections and an assessment of
Gwinnett’s current workforce development capacity for each sector.

This strategy includes recommendations derived from the above research, and the
initial findings of the 2030 Unified Plan process available to Market Street as of
December 2006.” Partnership Gwinnett and the Unified Plan are mutually-
beneficial processes focused on the attainment of the County’s full potential.

This Strategy was followed by an Implementation Plan that helps guide Gwinnett’s

implementation process. The document included prioritization of key action steps,
identification of primary implementation entities, development of initial timelines,
and initial research of current and potential funding sources.

At the end of this process, the Gwinnett Chamber of Commerce and its partners now
have a strategy focused on the community’s most pressing needs and opportunities,
and the action steps and implementation guidelines necessary to achieve success.

" The primary findings of the research process are provided in the Appendix in two sections — the
Competitive Assessment key findings, which included the findings of the stakeholder input process, and
the Target Business Analysis key findings.

* More details on the Unified Plan development process are provided in the Appendix.

Partnership Gwinnett
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e Work with the Gwinnett Unified Plan process to ensure that target-
specific sites and districts are formalized in the Comprehensive Plan.

- Partner with County planning and development staff and
elected officials to re-zone affected properties and districts to
reflect their designation in the Comprehensive Plan.

v' Utilize incentives, regulations and other strategies to facilitate development — and
redevelopment — supportive of Gwinnett’s target industries.

e More effectively utilize existing local and state incentives to spur target
development.

e Allow for and promote the use of Tax Allocation Districts, Enterprise
Zones, New Market Tax Credits, and other programs to support
development and redevelopment activities that generate opportunities
related to the target business sectors.

e Partner with the Gwinnett Office of Economic Development to offer
expedited site-plan review and permitting — and a fast-tracked zoning
hearing — for projects within the five target business sectors that qualify
for this incentive.

- Ensure that target sectors recommended in this Partnership
Gwinnett Strategy are included in Gwinnett’s list of industries
eligible for County incentives.

- Work with prospect companies to structure relocation and
expansion projects to meet the County’s incentives criteria.

e Determine the feasibility of land banking, transfer-of-development-rights
or similar tools to reserve suitable buildings and sites for businesses in
the target sectors.

v" Focus attention on regional opportunities in each target to leverage fast-growing
counties in the Northeast Atlanta region.

e Strive to become a regional hub for specific target opportunities in the
same way that Gwinnett has become a regional retail center.

TARGET-SPECIFIC STRATEGIES

Health Care

v' Develop a Recruitment Initiative targeting physicians potentially interested in
establishing a new practice or branch office in Gwinnett.

e Partner with local hospitals to support their related recruitment
endeavors.

e Focus on physicians in specialties identified to be currently underserved
in Gwinnett.

e Consider possible subsidies for leasing office space or relocation support
services to offer to prospective physicians.

Partnership Gwinnett Strategy
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Via the 2030 Unified Plan development process, consider creating an official
“medical district” designation buffering Gwinnett’s primary hospitals to
encourage further development of physician’s offices, specialty-care-center space,
medical manufacturing, and potential R&D-focused efforts in these districts.

Ensure that sites and districts designated for health-care development in
the Comprehensive Plan are correspondingly codified in the County’s
zoning ordinance.

Identify potential health care suppliers, service providers, and partners of existing
businesses that would help fulfill local and regional needs, and attract them to
Gwinnett.

Examples include: specialty care centers, purveyors of elective medical
procedures (i.e., laser eye surgery), transitional residential services for
older adults, and medical supplies and equipment wholesalers and
manufacturers.

Utilize the Gwinnett Chamber’s enhanced business retention and
expansion program (see Objective Two) to identify opportunities.

Leveraging the “medical district” designation, pursue the possibility of
incentivizing R&D activities, clinical trials, lab space development, and related
work to support development of pharmaceutical and medical equipment/devices
and related opportunities in Gwinnett County.

Work with local and regional private sector, university, and public sector
researchers to encourage technology transfer of research findings into
new enterprises based in Gwinnett.

Establish partnerships with research centers in Gwinnett — including the
Centers for Disease Control (CDC) facility and Emory University’s Yerkes
National Primate Research Center — to leverage any potential economic
opportunities that can be derived from their work.

Partner with local health care providers and institutions to identify “niche”
market opportunities to strategically pursue.

Examples include: certain types of elective surgical procedures; clinical
trials for specific classes of pharmaceutical; pediatric-care specializations;
etc.

Also consider niche-market opportunities that leverage or link to regional
assets, including those at regional universities, hospitals, and the Centers
for Disease Control.

Advocate for state-level approval required to ensure Georgia’s Certificate of Need
process enables Gwinnett’s health care institutions to meet the local population’s
demand for available health care services.

Partnership Gwinnett Strategy
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Distribution and Trade

v Work with local firms in Distribution and Trade and related sectors to help
identify opportunities to develop and strengthen supply-chain linkages in the
local economy.

v' Establish linkages between Gwinnett’s Distribution and Trade firms, and
representatives of Georgia Institute of Technology’s School of Industrial and
Systems Engineering, Georgia Tech’s Supply Chain and Logistics Institute, and
the Georgia Transportation Institute.

e Encourage Georgia Tech’s logistics-related faculty, researchers, and
administrators to work with the new Distribution and Trade Business
Council (see Objective Two), potentially on a fee-for-service basis.

e Work with the Supply Chain and Logistics Institute to identify logistics-
related opportunities for Gwinnett County.

- Consider commissioning a student studio project focused on
expansion of Gwinnett’s logistics sector.

v' Be aregular advocate for addressing the transportation infrastructure needs of
Gwinnett’s Distribution and Trade sector — inclusive of development and
maintenance of area roads, highways, railways, and airports.

e Support implementation of the Briscoe Field/Gwinnett County Airport’s
Master Plan, and work to identify ways in which the airport could be
more effectively used to accommodate air cargo operations.

Headquarters, Regional Offices, and Professional Services

v" Focus recruitment activities on headquarters, regional offices, and subsidiary
operations of existing firms, or new leads derived from existing firms.

e Utilize the Chamber’s enhanced business retention and expansion
program (Objective Two) to identify sector-related opportunities,
including possible regional “leakages” to capture in professional services.

v" Leverage local incentive and regulatory processes to support growth in the
Headquarters, Regional Offices, and Professional Services sector.

e Advocate that the zoning-approval process gives priority to site plans and
projects that support the Headquarters, Regional Offices, and
Professional Services target, and that fast-track permitting services are
offered for qualified projects.

- Partner with Gwinnett’s Office of Economic Development and
elected officials to add Headquarters, Regional Offices and
Professional Services to the list of target industries eligible for
incentives.

- Consider modifying the incentives-eligibility criteria for this
target to focus on revenue from average salaries as opposed to
investments in infrastructure.

Partnership Gwinnett Strategy
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e Ensure that land currently reserved for office development in the
Comprehensive Plan is zoned for this purpose.

e Utilize existing incentives tools for recruitment in this target sector by
calculating a cost-benefit analysis with an emphasis on job and wealth
creation versus pure capital investment.

v' Develop a recruitment initiative targeting professionals potentially interested in
establishing a new practice or branch office in Gwinnett.

e Consider possible subsidies for leasing office space or relocation support
services to offer to prospective professionals.

e Focus on professionals in specialties identified to be currently
underserved in Gwinnett. The Target Business Analysis found Gwinnett to
currently be underserved by legal services and accounting/bookkeeping
services.

e Also focus on professionals who are multi-lingual, or otherwise have the
capacity to serve Gwinnett’s limited-English-speaking population.

e Develop closer working relationships with commercial real estate brokers
to help further this initiative.

v" Support implementation of the Briscoe Field/Gwinnett County Airport’s Master
Plan as it relates to enhancement of existing facilities and enhanced
accommodation of corporate jet operations.

e Ensure optimal connectivity between Gwinnett and Hartsfield-Jackson
International Airport for local corporate users.

- Determine the viability of offering County-sponsored, fee-for-
service helicopter transport of local executives from Gwinnett to
Hartsfield-Jackson.

Information Technology and Advanced Communications

v" Focus Information Technology (IT) and Advanced Communications recruitment
activities on the following:
e IT departments of corporations that have an existing presence in
Gwinnett and would benefit from relocating IT professionals locally.
e IT and Advanced Communications firms that provide products and
services specific to the five target business sectors.
e R&D-focused IT and Advanced Communications firms.
e IT and Advanced Communications firms that will create buyer-supplier
linkages with existing businesses.
e Regional technology firms that would benefit from Gwinnett’s
competitive business costs and quality of life.
v" Connect local or relocating firms with opportunities in IT and Advanced
Communications available through local governments and incumbent firms.
v" Work with the Gwinnett Office of Economic Development to ensure Information
Technology and Advanced Communications are categorized as eligible sectors for
County incentives.

Partnership Gwinnett Strategy
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e Consider reworking incentives-eligibility criteria for firms that provide
average salaries significantly above the County average, while not
necessarily making major investments in infrastructure.

v Help local IT and Advanced Communications firms connect with regional
colleges, universities and organizations with technology-related missions.

e Determine the potential to locate satellite research departments or offices
of these entities in Gwinnett.

v' If circumstances require, develop an initiative focused on proactively helping
skilled professionals displaced from telecommunications-related
firms/occupations to find local employment, or open a new business in
Gwinnett.

Objective 2: Retain and expand existing firms

Some of a local economy’s greatest assets are the businesses currently operating in
the area. These are firms already established in the community, employing local
residents, generating sales revenue and income, and enhancing the tax base.
Effectively managing and acting on the expansion, workforce, and infrastructure
needs of these companies should be a primary concern of local economic developers.

The majority of new job growth is derived from the expansion of existing firms. This
is particularly true for communities that have successful business retention and
expansion programs. Additionally, the support provided to businesses — from
workforce development to road improvements to international trade development —
helps ensure these businesses continue to be satisfied community advocates. With a
successful business retention and expansion program (BREP), a community can
develop a reputation as being business friendly, thus making it more attractive to new
companies considering a relocation to the area.

While a comprehensive BREP should focus on the needs of businesses in the target
sectors, this does not necessarily mean overlooking key employers in other sectors.
An enhanced BREP will be a primary means for generating expansion and prospect
leads in Gwinnett’s targets of Health Care; Distribution and Trade; Headquarters,
Regional Offices, and Professional Services; Information Technology; and Advanced
Communications.

An excellent business retention and expansion program model to follow is that of the
Greensboro Economic Development Partnership in North Carolina. As much
importance is placed on their BREP as on traditional business recruitment efforts. In
some years, the success of the BREP in terms of investment and job creation has
surpassed that of recruitment. The strength of the Greensboro program is their
professional staff team, which has a good understanding of local companies and
industries and has earned these firms’ trust and confidence.

Partnership Gwinnett Strategy
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Action Steps

v" Create a comprehensive, best-practice business retention and expansion program
for Gwinnett County.

Commit one or more Gwinnett Chamber staff full-time to the program’s
success, with the overarching purpose of identifying and addressing the
needs of existing businesses.

Obtain a software package to aid in the collection and maintenance of all
relevant data and information

Establish a regular, sequenced business-calling program, prioritizing
firms in target business sectors.

Develop a survey instrument to solicit basic corporate information, as
well as questions to identify 1) potential leads; 2) concerns to be
addressed; 3) opportunities to support potential expansions, including
international trade and government procurement opportunities.

Follow up on all leads, concerns, and opportunities identified in the
interview process.

Effectively address all competitive issues identified in the site visits and
interviews.

Develop a core group of volunteers within each target area to support
Chamber staff on BREP site visits.

Garner awareness — internally and externally — regarding the successes of
the program via a public relations and marketing effort.

- Track results of efforts, including the following data measures:
net change in employment at existing companies, additional
capital investment, number of businesses contacted, number of
resource interventions, and number of recruitment leads
generated.

v' Create/redefine local target-specific task forces, with top-level representation
from businesses within the targets, educational and workforce development
institutions, local government officials, and other relevant partners.

The mission of the task forces is to serve as: a forum for networking; a
means of identifying business needs specific to the targets; and an
opportunity to assess the value of establishing standing councils to serve
these purposes.
Task forces include:
- The Gwinnett Medical Alliance serving as the Health Care
Business Task Force.
- Anew Life Sciences Business Task Force.
- A new sub-group of the Gwinnett Technology Forum serving
as the IT and Advanced Communications task forces.
- A new Distribution and Trade Business Task Force.
- A new Headquarters, Regional Offices, and Professional
Services Business Task Force.

Partnership Gwinnett Strategy
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v/ Maintain an ongoing commitment to strengthen relationships with local, state,
and federal officials responsible for local education, infrastructure, tax and
regulatory structures, quality of life factors, and other considerations that can
impact the future competitiveness of Gwinnett’s business climate.

e Work to better utilize existing incentives tools for the retention and
expansion of local firms by better marketing available incentives to
companies; valuing high-wage job creation as strongly as capital
investment in incentives awards; and working more effectively with state-
level partners on determination of incentives eligibility.

Objective 3: Nurture entrepreneurs and small business
opportunities

Raising awareness about small business support services and resources and creating
additional capacity where needed would potentially greatly augment job and wealth-
creation in Gwinnett. Thus, this objective focuses on the needs and opportunities
related to entrepreneurs, small businesses, and other support dynamics for start-up
enterprises and fledging ventures in Gwinnett’s economy.

In 2004, 85 percent of Gwinnett County’s establishments had less than 20
employees; 94 percent had less than 50.* As the County’s economy is dominated by
small businesses, the expansion of these firms can be a tremendous source of job
growth. There are many prospective entrepreneurs that have the knowledge-base and
motivation to open a new business, but lack the awareness of local financial resources
and other support services. Marketing these resources, developing additional
capacity, and nurturing an entrepreneurial spirit among the County’s students at the
elementary, secondary, and higher-educational institutions are all potential strategies
to facilitate existing and future small business development. Finally, there are
potential opportunities for Gwinnett to leverage assets in the Atlanta region for local
venture creation.

Gwinnett County’s entrepreneurs and small business owners are currently provided
resources through the University of Georgia Small Business Development Center
(SBDC) at the Georgia Gwinnett College campus, and the small business initiatives
of the Gwinnett Chamber of Commerce.

The following are actions the Gwinnett Chamber, local SBDC, and other area leaders
can take to enhance existing small business support services, networking events, and
financial resources in Gwinnett. Certain action steps are applicable to all targets and
general small business development efforts, while others are based on best-practice

* Source: U.S. Census Bureau County Business Patterns.

Partnership Gwinnett Strategy
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programs of the Greater Kansas City Chamber.” Other action steps are organized by
target sector.

Action Steps

v" Establish an Entrepreneurial Networking Group coordinated by the Gwinnett
Chamber in partnership with the University of Georgia SBDC and other
stakeholder organizations.

e Create an email list for the group to advertise local and regional events,
seminars, and other announcements. Consider modeling the list after
the newsletter of North Carolina’s Piedmont Triad Entrepreneurial
Network.’

e Offer a diverse array of programming, including field trips, guest
speakers, and other events in partnership with researchers and faculty
from the Atlanta region’s prominent universities and the University of
Georgia.

e Pursue additional means to maintain a strong partnership between the
Gwinnett Chamber, SBDC, and other small-business-serving entities in
the provision of support services, resources, networking opportunities,
and marketing initiatives.

v" Fully leverage Gwinnett County’s designation as an "Entrepreneur Friendly
Community" from the Georgia Department of Economic Development.

e Utilize the designation in marketing materials and to facilitate receipt of
certain state and federal grants.

v" Develop new initiatives focused on potential opportunities in Gwinnett’s target
business sectors, including the development of marketing materials, training and
support programs (i.e., regarding business plan writing, regulations, marketing,
management, financing, etc.), and advertising aimed at prospective and existing
small business owners.

e Health Care:

- Work with physicians, nurses, technicians, and staff interested in
opening a new practice or other small business locally.

- Seek out and assist medically-trained, foreign-born local residents
with obtaining full licensure to practice in Gwinnett, and help
them establish practices or specialty centers in the County.

- Foster relationships with medical and health care-related R&D
programs in the Atlanta region, Augusta (Medical College of
Georgia), and Athens (University of Georgia) to identify
opportunities to convert newly developed products or processes
into Gwinnett-based ventures.

* Kansas City’s program was profiled in the June 2003 “Best Small Business Practices” report of the
United States Conference of Mayors and Partner America. Accessed online, 13 October 2006.
<http://www.usmayors.org/uscm/best_practices/smallbusiness_o603.pdf>. For more information, visit
http://www.kcchamber.com.

° Piedmont Triad Entrepreneurial Network. http://www.pten.org.

Partnership Gwinnett Strategy
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e Distribution and Trade

Work with individuals interested in pursuing a new wholesale
trade business, or other venture that contributes to the
Distribution and Trade industry.

Leverage the Gwinnett Chamber’s BRE program, International
Trade Initiative and other programs to source small-business
opportunities in Distribution and Trade for local entrepreneurs.

e Professional Services

Encourage and help professionals interested in opening a new
firm in their area of expertise.

Work with local foreign-born professionals to secure the state and
federal licensure needed to operate businesses in Gwinnett.
Leverage the Gwinnett Chamber’s BRE program, International
Trade Initiative and other programs to source small-business
opportunities in Professional Services for local entrepreneurs.
Establish relationships with professional services-related
organizations and academic programs in the Atlanta region and
Athens to advertise opportunities for starting Gwinnett-based
businesses.

e Information Technology

Work with IT professionals interested in opening a new business
venture in their field of expertise.

Leverage the Gwinnett Chamber’s BRE program, International
Trade Initiative and other programs to source small-business
opportunities in Information Technology for local entrepreneurs.
Establish relationships with IT-related R&D programs in the
Atlanta region and Athens to identify opportunities to convert
newly developed products or processes into Gwinnett-based
ventures.

e Advanced Communications

Work with engineers and other Advanced Communications-
related professionals interested in opening a new business
venture in their field of expertise.

Leverage the Gwinnett Chamber’s BRE program, International
Trade Initiative and other programs to source small-business
opportunities in Advanced Communications for local
entrepreneurs.

Establish relationships with engineering and other Advanced
Communications-related R&D programs in the Atlanta region —
particularly at Georgia Tech — to identify opportunities to convert
newly developed products or processes into Gwinnett-based
ventures.

e Minority and Women-Owned Businesses

Focus on encouraging and supporting minorities and women
interested in creating start-up businesses by connecting them

Partnership Gwinnett Strategy
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with available training, funding, and government procurement
opportunities.
- Track the percentage of Gwinnett Chamber member companies
that are minority and/or women-owned, and maintain a
percentage that — at a minimum — reflects the County’s overall
minority and female business-ownership rates.
Garner local and regional support to establish a small-business incubator in
Gwinnett as a partnership between Georgia Gwinnett College, Gwinnett Tech
and other local higher educational institutions.

e Provide on-site business-development assistance, shared services and at
least one full-time staff person coordinating incubator operations.

e Prioritize businesses in the target industry sectors for entry into the
incubator.

Work with local and regional leaders to develop special bank loans, micro-
enterprise grants, revolving loan funds, and other small business capital-support
tools for business ventures in target, minority and women-owned business
ventures.

e Establish seed-capital funding streams to support “high-tech” and other
capital-intensive small business start-ups.

Expand participation in the SCORE program among mentors and mentees,
particularly within minority populations.

e Consider developing a more comprehensive, structured mentoring
program managed by the Chamber — modeled after the Kansas City
Chamber’s POWER/Helzberg Entrepreneurial Mentoring Program.

Continue to acknowledge, nurture and celebrate local small-business success
stories.

e Expand the scope of the existing “Gwinnett Small Business Celebration”
event.

- Increase the number of small business that are recognized at this
event each year.
- Obtain a nationally recognized speaker to make the keynote
address.
- Announce the winner(s) of the Chamber’s business-plan
competition.
Advocate for Georgia Gwinnett College to eventually evolve into an institution
with R&D activities in fields related to the target sectors of Health Care,
Distribution and Trade, Information Technology, and Advanced
Communications.

e  Work with local leaders, including state-level elected officials representing
Gwinnett County, to pursue the development of a long-term research
strategy for Georgia Gwinnett College.

’ The Helzberg Entrepreneurial Mentoring Program provides long-term mentors to coach
entrepreneurs. Participation lasts three years, and applicants are determined eligible based on criteria
including the age of the company and annual revenue. For more information, visit:
http://helzbergmentoring.org

Partnership Gwinnett Strategy
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v' Expand entrepreneur awareness and small business ownership education
programs in local public and private K-12 schools, Gwinnett Technical College,
and Georgia Gwinnett College.

e Encourage institutions to work with the Gwinnett Chamber, SBDC, and
other partners to establish curricula, guest speakers, and additional
activities.

e Consider incorporating the best practice North Carolina REAL
Enterprises entrepreneurship education program into local curricula.”

Objective 4: Advance economic opportunities for
international and minority businesses

Building stronger support structures and programs for entrepreneurs, professionals,
and other businesspersons in the local international and minority communities is
necessary for Gwinnett to achieve its full economic potential. This objective focuses
on activities specifically related to supporting existing international and minority
businesses, fostering small business development, and creating support structures
for pursuing all relevant trade opportunities.

Gwinnett is already one of Georgia’s most internationally diverse counties. In
August 2000, the Atlanta Journal-Constitution named Gwinnett, “Georgia’s largest
immigrant hub.” The Gwinnett Civic Center has hosted Pakistan Independence Day
and India Independence Day celebrations within a week of each other. Bosnian,
Chinese, Korean, Spanish, and Vietnamese are just a few of the languages regularly
spoken by Gwinnettians.

Asians in particular have been identified as a driving force behind local investment
and new development projects. No doubt, overseas Asian financiers have developed
an association with Gwinnett as a business-friendly community.” This overseas and
domestic recognition of Gwinnett as a center of Asian, Hispanic, and other
immigrant populations is a tremendous advantage to leverage for local investment.

Action Steps

v" Continue to focus Gwinnett Chamber outreach efforts on integrating minority
and foreign-owned firms into the local business community, including through
participatory and leadership roles at the Chamber.

® North Carolina REAL Enterprises. http://www.ncreal.org.

° Feagans, Brian. “Immigrants transform Gwinnett.” Atlanta Journal-Constitution Online News
Archives. 15 August 2006. Accessed 3 October 2006. < http://nl.newsbank.com>; Woods, Walter.
“Asian Infusion: A touch of Asia thrives in Gwinnett.” Atlanta Journal-Constitution Online News
Archives. 29 July 2006. Accessed 3 October 2006. <http://nl.newsbank.com>.
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v" Create an International Investment Group at the Gwinnett Chamber.

e The Group will serve as a forum for networking opportunities, as well as
an opportunity to identify business needs and connect entrepreneurs/
small business owners with potential funding sources.

v' Increase participation in the Chamber’s Community Connection initiatives.

v" Pursue the possibility of establishing a network of “angel” investors in the local
minority community.

v" Develop a comprehensive International Trade Initiative focused on helping local
firms connect with import/export opportunities.

e Position Gwinnett as the Southeastern United States’ gateway to Asian
markets.

e Coordinate an annual, Gwinnett Chamber-led trade mission to Asia.

e Partner with local and regional international and minority business
associations, chambers of commerce, and government entities, (i.e., the
Georgia Department of Economic Development) to grow Gwinnett’s
international businesses.

e Work with local international business leaders to identify trade and
development opportunities for Gwinnett businesses.

e Solicit trade support from local firms with headquarters or subsidiary
offices overseas.

e Pursue the feasibility of luring consulate generals and similar
international trade representatives to Gwinnett County.

v' Help connect existing and prospective minority business owners with available
training, funding, international trade opportunities, and government-
procurement contracts.

e Focus support on business opportunities within the five target business
sectors.

e Leverage regional minority-enterprise development organizations for the
benefit of Gwinnett’s minority population through one-day counseling
events in the County, teleconferencing, distribution of informational
materials, one-on-one fee-based counseling, and other efforts.

v Work with Gwinnett County, local municipalities, regional organizations, and
potential financiers to ensure the successful completion of large-scale
internationally-funded and themed developments in Gwinnett with strong
destination appeal.

v" Consider establishing a retail incubator focused on launching minority-owned
businesses and boutique retail operations.”

e Create a micro-loan fund to support these start-up businesses.

 For example, in Delray, Georgia, a large, vacant grocery store space was divided into small units for
vendors to sell their merchandise, and benefit from co-locating and shared advertising/marketing
efforts.
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GOAL I1: EDUCATION AND WORKFORCE EXCELLENCE

No economic and community development strategy is complete without addressing
the key components of education and workforce training. As noted in the Competitive
Assessment, Gwinnett’s educational programs have been praised for meeting the
County’s population growth and demographic challenges; education was also
regularly cited as a “key local strength” by public input contributors. Gwinnett
County Public Schools’ 2006 average composite SAT score of 1541 is 23 points above
the national average and 64 points above Georgia’s average. This is the highest
GCPS has ever been above the national average. In 2006, Newsweek ranked six of
Gwinnett’s high schools among the best in the nation.” Gwinnett County Public
School system was recently chosen to share its best practices in professional learning
with a select group of public school leaders and CEOs from around the nation.” And
Buford City Schools maintains a low teacher-to-student ratio and competitive student
achievement scores. Gwinnett’s well-regarded private schools add to the dynamic
range of educational choices available to local families.

Gwinnett must maintain its high-quality public and private education in the face of
increasing population growth and diversity, and the impact these changes have on
new facility needs, management of cultural differences and language barriers, and
English as a Second Language (ESL) classroom capacity.

The intersection between available post-secondary school training and local
employers’ needs is also a crucial issue. Better leveraging Gwinnett Technical
College and Georgia Gwinnett College — and increasing collaboration among all
education and workforce providers and the local business community — will be
critical to maintaining a responsive and well-trained workforce.

Fostering continued success in education and workforce development will enable
Gwinnett to be successful in target business retention, expansion, and attraction
efforts, where workforce-related concerns are of paramount importance.

Objective 1: Ensure the pre-K through 12" grade educational
system is able to serve local needs

A critical factor in creating a competitive workforce is maintaining a first-class
education system. The quality of graduates coming from Gwinnett County Public
Schools (GCPS) and Buford City Schools (BCS) — and local private schools — has long
been one of Gwinnett’s key strengths. Quality public and private educational
opportunities contribute to Gwinnett’s ability to educate its existing workforce, attract
new residents, and retain existing residents who seek a strong education for their

" www.msnbc.msn.com/id/7761678/site/newsweek
” www.apqc.org
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children. However, Gwinnett’s rapid pace of growth and shifting needs presented by
changing demographics of the local population require even more dynamic K-12
educational delivery systems for the future.

Unlike many communities, Gwinnett County already has many of the pieces in place
to produce quality graduates. The focus in this objective is therefore three-fold:
enhance existing programs that are already working; strengthen programs that focus
on maximizing the advantages of having a diverse population; and concentrate new
energy on collaborative efforts that will address new challenges in education.

Action Steps

v' Pursue creative approaches to funding and cost-saving measures for the

Gwinnett County and Buford City school districts to support capital and
operating costs.

e Continue to promote the accomplishments enabled by the education
SPLOST, to maintain community support for potential future extensions
to the SPLOST to fund GCPS’ capital needs (i.e., new facilities and
equipment).

e Promote widespread private sector support of the new Gwinnett County
Public Schools Foundation Fund, Inc.

- Maintain strong communication and collaboration between the
Gwinnett County Public Schools Foundation and existing cluster
or school foundations.

e Encourage GCPS to hire a grant writer to help fulfill funding needs.

e Promote use of charitable fundraising tools (for example, the BellSouth
Classic’s “Birdies for Charity” event) that can benefit local schools.”

e Encourage the development of more cost-saving measures such as the
purchasing card program which was initiated in the 2003-04 academic
year and accounted for $5 million in savings for GCPS to date.

v" Partner with the Gwinnett County school system to lobby state elected officials to

increase the district’s flexibility to self-govern rather than be held accountable for
certain state mandates.

Provide educational options for local families through the ongoing support of
Gwinnett private schools.

e Ensure that schools’ growth plans are effectively realized and promoted.
Maintain high standards of performance for all students, with particular
emphasis on minority and newcomer populations. At the same time, provide
challenging curriculum options for students capable of learning more rigorous
material beyond the core curriculum through Advanced Placement, gifted
education, and other advanced programs.

e Empower non-English-speaking parents by expanding services to support

their needs; for example, replicate the multilingual orientation DVD for

" For more information, visit https://www.bellsouthclassic.com/birdies.asp.
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high school parents in a format for middle and elementary school
parents.

e Encourage GCPS to continue studying the feasibility of an international
school for students who would benefit from a transition period before
entering traditional GCPS classroom environments.

e Consider development of a summer enrichment program for minority
students coordinated as a joint partnership of GCPS, Buford City Schools,
local private schools, the Gwinnett Chamber, and representatives from
local and regional organizations that serve minority populations.

e Expand Advanced Placement course offerings and participation at all
schools.

e  Utilize the existing Results-Based Evaluation System, which measures
accountability for all schools, to clearly communicate progress toward
national and world-class benchmarks.

e Increase the use of Gwinnett County Online Campus courses by
pursuing funding and sponsorship opportunities with local business
partners.

v" Continue expansion of English to Speakers of Other Languages (ESOL) programs

for students.

e Work with the new International Investment Group, and other local and
regional minority organizations that serve business interests, to identify
ways to incentivize participation in ESOL teaching programs.

Consider development in Gwinnett schools of foreign-language curricula from
early grades through to graduation and language-immersion classes in order to
ground local students in other cultures and dialects.

e Market the programs as a component of Gwinnett’s international
diversity and the County’s position as the Southeast’s “gateway to the
world.”

e Develop semester and summer-abroad programs, linkages with local
internationally-focused businesses, and other tools to leverage the
language-immersion programs for the benefit of Gwinnett students.

Leverage the success of existing programs to encourage further private sector
support for achievement of public education goals.

e Expand Junior Achievement classroom instruction and the organization’s
Job Shadowing program into additional schools by leveraging Partners in
Education corporate relationships and their volunteers.

e Identify additional funding to expand the “Teachers as Leaders” program,
and focus curricula on the target business sectors.

e Prioritize target businesses in the invitation and selection process for
GCPS’ “Principal for a Day” program.

e Incorporate a target business component into Gwinnett Student
Leadership Team, Inc., via a tailoring of the application process to the
targets; bringing relevant guest speakers to the summer retreat; or
adopting an underlying “target business ambassador” theme.
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Advocate for private sector maintaining a strong fiscal commitment to
Gwinnett County’s K-12 education systems.

v' Expand peer-to-peer and adult/student mentoring programs.

Encourage GCPS and BHS middle and high schools to focus on
counseling, leadership development, and career awareness as part of their
mentoring programs, and where feasible, allocate resources to enable
increased participation.

Increase adult participation — particularly from the business community —
in existing mentoring programs such as Big Brothers Big Sisters, with
particular emphasis on increasing the number of male and Spanish-
speaking mentors."

v' Better leverage potential partnerships with County departments and officials.

Partner with key Gwinnett departmental staff on issues of school-siting,
land-acquisition, development-cost assessments and revenue needs, and
other planning-related concerns.

v" Expand the scope and profile of Gwinnett County’s technical education and
enrichment programs and align with target businesses.

Maintain strong partnerships with private sector, Gwinnett Tech, and
Georgia Gwinnett College to help identify curriculum and course offering
changes to support target businesses.

Encourage GCPS to expand the Technical Education Apprenticeship
Program to increase offerings related to the target business sectors.
Consider the creation of a summer internship program focused on target
business sectors, with scholarship and course credit opportunities
provided.

Encourage local high schools to create and expand programs that offer
articulation through Gwinnett Tech, with emphasis on target business
sectors.

Support the establishment of a new GCPS math/science/technology
school near the Maxwell High School of Technology campus.

Promote greater student participation and business involvement in the
Grayson High School Technical Education Program and Maxwell High
School of Technology programs.

Encourage Buford High School’s Career Technology program to add
additional courses that support target business sectors.

Encourage BCS to expand student and target businesses’ participation in
its credit-based internship and apprenticeship programs.

v" Support flexible choices for non-traditional students to complete their degree.
v" Further enhance GCPS’ accountability efforts.

Continue annual GCPS system-wide updates similar to the “2004 Report
to the Community,” as a supplement to the current annual report that
focuses primarily on standardized tests scores.

" There are currently 149 students in Gwinnett County currently matched with big brothers or sisters.
The organization has a waiting list of 200 children, 150 of which are boys.
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e Promote use of GCPS’ Accountability Report Feedback resource on the
GCPS website by providing a link to that site on community websites,
such as the Gwinnett Chamber, Guinnett Daily Post, Gwinnett Business
Journal, and Gwinnett Magazine Online.

Objective 2: Maintain a demand-driven approach to post-
secondary education and training

As noted in the Target Business Analysis, eligibility criteria for a number of local
occupations require applicants to have a two or four-year degree. Therefore,
increasing the number and capacity of post-high-school degree opportunities in
Gwinnett will enhance the local workforce’s employability, and broaden Gwinnett’s
appeal to target-sector companies.

Quality higher educational opportunities must be complemented by a responsive
training community with diverse and scalable programs. Businesses — particularly
those in highly specialized sectors — need access to continuous and innovative
training opportunities to maintain their competitive edge in today’s global economy.

These efforts will best serve both the workforce and the business community if they
are pursued with a demand-driven approach; new degree and training opportunities
should focus on occupations within target business sectors, while program curricula
should leverage direct feedback from local employers.

As described in the Competitive Assessment, Gwinnett County is served by a Career
Resource Center which helps fulfill the Atlanta Regional Commission’s (ARC) role as
administrator of the Atlanta Regional Workforce Board. ARC'’s Center is located on
Shackleford Court in Norcross. The Georgia Department of Labor (DOL) also
operates a Career Center in Gwinnett, which is on Beaver Ruin Road, also in
Norcross. Despite this capacity, numerous public-input respondents noted that
Gwinnett’s career-resource system is underutilized, disjointed and — at times —
redundant.

Action Steps

v' Strive to establish Gwinnett County as its own federal Workforce Investment Act
area.
e As has been established for the City of Atlanta, Cobb and DeKalb
Counties, and Fulton County (not including Atlanta city), petition for
Gwinnett to become its own workforce area.”

" To become its own workforce area, Gwinnett’s chief elected official must petition the State Workforce
Investment Board for approval to make this change. Areas with a population of 200,000 or more are
eligible for becoming their own service delivery area. Source: Phone interview with Georgia Department
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e Assess the feasibility of then combining and/or co-locating the ARC
Career Resource Center with the Gwinnett-designated GDOL Career
Center to maximize resources.

- Consider the potential to site all workforce development resources
at Gwinnett Technical College.

- Ensure that all key Gwinnett County sub-areas are effectively
serviced by one — or multiple — Career Centers.

v' Strengthen partnerships between businesses, educational institutions, and job
training programs.

e Create a Workforce Task Group focused on post-secondary educational
institutions, public and private training providers, and career assistance
service organizations.

- Compel the group to meet quarterly to identify areas for
collaborations and new programs to meet the needs of the
community.

e Establish a stronger online presence for workforce assistance
organizations and resources, and cross-promote available services
through partnerships with the business community.

v' Strengthen efforts to prepare the local workforce for available job opportunities in
target business sectors.

e Increase the use of foreign-language media outlets to promote job
training and career assistance opportunities provided by the GDOL
Career Center, ARC Career Resource Center, Gwinnett Tech, and GGC.

e Via the Workforce Task Group, compile and publicize all local and
regional industry-specific and community-wide job fairs to Gwinnett
residents.

e Address the needs of the minority workers with specialized skills in a
seminar at the Business in Gwinnett (BIG) Expo and Job Fair.

v" Collaborate closely with Gwinnett Tech and Georgia Gwinnett College to meet
target business education and training requirements.

o Identify representatives at Gwinnett Tech to serve as “specialists” for the
target business sectors.

- Specialists would be responsible for understanding the workforce,
education, and training needs of the target business sectors.

- Encourage target specialists to collaborate with teams made up of
key staff from other local higher education institutions."

e Ensure that local colleges have the facilities infrastructure necessary to
effectively train students in priority degree categories.

- An example includes: a Life Sciences building and laboratory
space at Gwinnett Tech and — eventually — GGC.

of Labor official, and the U.S. Department of Labor. Accessed online 17 November 2006.
<http://www.doleta.gov/usworkforce/wia/Runningtext2.htm>

** Including the University of Georgia at Gwinnett, Gwinnett College, Lincoln College of Technology,
University of Phoenix, Philadelphia College of Osteopathic Medicine, ITT Technical Institute, and
Shorter College (Professional Studies Programs).
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- Assess the possibility of opening a Gwinnett Tech satellite
campus in the south Gwinnett area, potentially co-located with
other workforce-development services.

e Work with state officials to ensure that local colleges have the capacity to
accommodate enrollment demands in key degree categories.

e Develop academic programs and curriculum changes necessary to close
any educational or skill gaps identified by local employers in target
business councils and the BRE program.

- Priority initial programs include: a Bachelor’s degree in Life
Sciences at GGC and an Associate’s degree in Life Sciences and
another in Logistics at Gwinnett Tech.

v' Ensure that customized training programs are in sync with target business needs.

e Focus Gwinnett Tech’s recruiting efforts for the College’s new “Corporate
University” clients on target business sectors, and expand promotional
efforts to raise awareness of this initiative.

e Promote the availability of Georgia QuickStart training and increase the
number of participating companies.

v" Expand adult English to Speakers of Other Languages (ESOL) programs.

e Ensure that the Workforce Task Group works towards coordinating
efforts, unifying marketing campaigns, and pooling resources related to
ESOL training.

- Partner with the Asian American Resource Center, local
churches, faith-based organizations, and large and small
employers to leverage existing investments in ESOL training.

e Promote and expand the GCPS TV “English...Yes, I Can!” (EYIC) series
by developing partnerships with employers, non-English language media
outlets, faith and other non-profit organizations.

- Increase the number of schools that use EYIC programming to
provide after-hours classes for parents.

- Offer free or discounted EYIC materials to schools, libraries, and
non-profits by identifying funding to offset costs.

v' Expand partnerships with regional universities to leverage potential higher
educational opportunities.

e Work with the UGA campus in Gwinnett to expand graduate program
offerings with an emphasis on serving Gwinnett’s target business sectors.

e Pursue potential distance learning opportunities, and transfer credit or
dual-degree programs with regional universities to fill any gaps in local
degree program offerings related to target business sectors.

- For engineering-related programs, consider establishing a
Regents Engineering Transfer Program at Georgia Gwinnett
College with the Georgia Institute of Technology.”

7 The Program allows students to complete two or more years of pre-engineering education at a
participating institution, and then finish their engineering degree at Georgia Tech.
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GOAL Ill: QUALITY OF LIFE ENHANCEMENTS

Research suggests that both firms and workers are increasingly placing a high
priority on quality of life factors in their location decision making processes.
Everything from the attractiveness of land use patterns to crime rates, cultural assets,
and recreational opportunities have been found to impact location decisions.

The Competitive Assessment found that many local stakeholders are concerned about
Gwinnett’s often-congested local transportation infrastructure. Increasingly, local
residents and employers are calling for strong actions to alleviate congested
roadways, and progressive redevelopment that will result in more sustainable land-
use patterns. These issues are vital to Gwinnett’s future competitiveness.

The Competitive Assessment also found that Gwinnett needs to address internal and
external perceptions related to arts and cultural assets, recreational opportunities,
crime rates and code enforcement. Addressing these challenges and opportunities is
also important for Gwinnett’s attractiveness to visitors, future residents, and
prospective employers.

Objective 1: Promote redevelopment and more sustainable
development patterns

With Gwinnett almost at full build-out, local officials must acknowledge that the
County’s recent growth patterns are not sustainable and work towards enabling new
development models. Already, the County has taken strides towards facilitation of
mixed-use and higher-density development through the creation of a Mixed-Use
Redevelopment Overlay District and the addition of language to the 2020
Comprehensive Plan identifying and recognizing Major Activity Centers in
unincorporated Gwinnett that are suitable for more intense development. These
steps must be continued through the investigation of additional County locations for
“by-right” mixed-use new development in varying sizes.

These pursuits are necessary because individuals are increasingly demonstrating a
preference for activity centers with higher densities and a more dynamic mixing of
uses than unincorporated Gwinnett County currently offers. This is particularly true
of young professionals, a key workforce constituency for Gwinnett businesses.
Market Street’s research found that certain of Gwinnett County’s current zoning
regulations do not provide the transparency and flexibility necessary to enable
developers to cost-effectively create best-practice, “live-work-play” environments. The
County must continue to work with all affected stakeholder groups to ensure that
development controls reflect current market demands and provide investors the
statutory capacity to develop projects in a variety of modern configurations.
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Redevelopment of certain distressed areas, and an emphasis on more “vertical”
developments are also key to creating different types of physical environments in
Gwinnett. Thus, in addition to zoning regulations, the County and its municipalities
must facilitate and encourage redevelopment. This will not only enable more mixing
of uses and higher densities in key activity centers, but will also enable properties to
be redeveloped into sites suitable for warehouse, distribution, and manufacturing
uses.

Providing a range of quality housing choices for renters, workers at all income levels,
senior citizens, transit-dependent populations, and other constituency groups is also
a critical function of remaining competitive for workers and companies.

Action Steps

v Work with the 2030 Unified Plan’s Planning Advisory Committee and Technical
Committee to confirm Gwinnett’s recently adopted Major Activity Centers
designations — and identify potential new Activity Centers — as priority locations
for more vertical, higher-density, mixed-use, transit-oriented and pedestrian-
friendly development.

e Offer incentives in these Centers to encourage development projects in
keeping with the County’s desire for new types of sustainable, transit-
oriented environments. Incentives could potentially include: facade
improvements, redevelopment abatements, density bonuses for transit-
oriented designs, provision of infrastructure development through Tax
Allocation District funding, Enterprise Zones, New Market Tax Credits,
fast-track permitting and development reviews, and others.

- Garner strong support for passage of a 2007 special election
or 2008 general election referendum enabling Tax Allocation
Districts (i.e. a Redevelopment Powers Law) in Gwinnett
County and its municipalities.

- Partner with the Gwinnett Office of Economic Development
and elected officials to make high-quality, large-scale mixed-
use projects in designated Activity Center districts eligible for
County incentives.

e Work with the Gwinnett Department of Planning and Development and
elected officials to ensure that zoning categories correspond to usages
designated for these Activity Centers in the Comprehensive Plan.

e Consider development of Master Plans for priority Activity Centers.

- Partner with CIDs to effectively implement existing — and
future — Master Plans at Major Activity Centers that fall under
CIDs’ purview.

- Work with municipalities to encourage and implement
master planning in city activity centers, downtowns and
transportation-intensive districts.
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v" Continue to encourage the use of historic tax credits, Main Street program

designations, and other potential funding streams to support the revitalization of
the County’s historic town centers, including Lawrenceville, Duluth, Snellville,
Sugar Hill, and Suwanee (currently the County’s largest municipalities).

e In addition to rehabilitating historic buildings, encourage new context-
sensitive developments that foster a mix of uses, infill development, and
denser growth in these neighborhoods.

v" Educate local citizens via a public education campaign and/or housing
counseling services about the need for wise mortgage decision-making and
responsible eviction avoidance.

e Pursue the effort as a partnership of the Gwinnett Chamber, Gwinnett
County, municipalities, the Impact Group, and other local and regional
non-profit, public, and private organizations dedicated to homeownership
issues.

e Target the most at-risk groups for the effort, and produce all print and
electronically transmitted messages in the most widely-spoken languages
in Gwinnett (Bosnian, Chinese, English, Korean, Spanish, Vietnamese,
etc.).

e Asneeds are identified, lobby state and federal officials for stronger
legislation to prevent predatory lending, mortgage fraud, and similar
practices.

v' Leverage the findings of the Unified Plan’s housing stock assessment (and
conduct any additional assessments necessary) to identify the potential need to
incentivize the creation of higher quality affordable housing options for
Gwinnett’s existing residents.

e Ifaneed isidentified, consider best-practice means to address the issue
(for example, developer bonuses for provision of affordable housing, or a
workforce housing ordinance compelling non-participating developers to
pay into a special workforce housing fund).

Objective 2: Enhance mobility in Gwinnett and throughout
the region

With the tremendous growth in Gwinnett’s population has come a corresponding
increase in local traffic congestion and air quality concerns. Roads and highways that
were not designed to carry high levels of traffic are growing increasingly strained as
federal, state and local SPLOST-funded transportation improvements have struggled
to keep pace with the rising vehicular miles traveled (VMT) of personal and
commercial vehicles.

Traffic congestion and mobility impairments are reaching a crisis point in Gwinnett,
according to the overwhelming majority of interviewees and focus group participants
surveyed by Market Street for this strategic process. If these trends are not
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sustainably managed, many local stakeholders feel Gwinnett will not remain
competitive for population and employment growth.

The Gwinnett County 2030 Unified Plan process has acknowledged these issues as
local priorities and will identify improvements to the County’s road, highway,
interstate, and transit infrastructure. While the Competitive Assessment of the
Partnership Gwinnett planning process did not extensively study these needs, Market
Street believes that mobility is so critical to Gwinnett’s future economic health, that —
despite the Unified Plan’s comprehensive transportation focus — it would be an
egregious oversight not to include certain transportation-focused recommendations
in this Strategy.

The 2030 Unified Plan and Partnership Gwinnett processes offer the community’s
public, private, and non-profit leadership the opportunity to step forward as visionary
regional leaders for enhanced regional transit systems in the Atlanta metro area. It
should also be noted that the majority of research has shown that communities
cannot “build” their way out of congestion through construction of roadways alone.
A multi-modal, and multi-pronged program for congestion relief inclusive of
transportation/land use connectivity and other strategies will be needed to mitigate
Gwinnett’s growing congestion issues.

Action Steps

v Assess the need for creating a Transportation Management Association (TMA)®
in Gwinnett to serve as a public-private partnership to address local issues of
congestion mitigation and management.

e Ifdeveloped, the TMA should serve as a collective agency by securing
memoranda of understanding from Gwinnett community improvement
districts (CIDs), County and city governments, and other key entities to
manage County-wide mobility-related efforts.

e Seek to partially fund the TMA through receipt of federal Congestion
Mitigation and Air Quality (CMAQ) monies.

- Funding could also be secured through contracts with Gwinnett
CIDs, governments, fee-for-service arrangements, and other
mechanisms.

v" Ensure the transportation component of the 2030 Unified Plan is effectively
designed and implemented.

e Partner with the 2030 Unified Plan’s Planning Advisory Committee and
Technical Committee to encourage multi-modal transportation planning,
emphasizing priority mobility improvements and long-term
sustainability.

* TMASs are organizations that address the unique transportation needs of specific office markets or
corridors. TMAs are forums for companies to work together on mobility and workforce growth issues
that impact them all. Currently, nine TMAs in Metro Atlanta work together with the Clean Air
Campaign to promote commoute alternatives in the region.
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e Effectively coordinate the Unified Plan process with the Partnership
Gwinnett strategy to best position Gwinnett for implementation success.

- Present recommendations for high-impact congestion-relief
measures and mobility improvements as a seamless amalgam of
both processes.

e Ensure that strategies targeting Gwinnett’s most competitive business
sectors are incorporated into transportation designs, transportation-
oriented land uses, and congestion-management project prioritization.

e Continue to effectively leverage the SPLOST tool for development of
priority transportation projects, and consider issuance of a general
obligation bond and other alternative funding and operational
mechanisms, such as toll roads and design-build solutions to address
transportation-capacity issues.

- Focus SPLOST and other funds allocated to transportation on
those projects that will have the greatest impact on alleviating
congestion.

e Determine the potential to integrate intelligent transportation systems
(ITS) solutions into mobility-enhancement strategies.

- Coordinate with Gwinnett County and its municipalities on
implementation of traffic-signal synchronization, in-vehicle
information systems, alternative-route technologies, etc..

V' Aggressively lobby all levels of government for timely development of local and
regional road, highway, and transit projects designed to support quality growth
and improved mobility in Gwinnett.

e Ensure that state and national elected representatives are forceful
advocates for full-funding dedication to priority Gwinnett transportation
projects.

e Lobby state government to effectively garner elected officials’ support for
local businesses’ transportation infrastructure needs.

e Advocate for placement of priority Gwinnett transportation projects in the
Atlanta Regional Commission’s long-range plans and transportation
improvement project (TIP) funding programs.

v" Develop enhanced mass transit capacity in Gwinnett.

e Improve Gwinnett Transit’s ability to provide quality mobility options for
local residents and businesses.

- Consider potential transit-funding sources such as federal New
Starts funds, public-private funding partnerships, dedication of a
percentage of toll-road receipts to transit, etc.

- Broaden the number of Gwinnett Transit express bus lines to
additional priority destinations, including Hartsfield-Jackson
International Airport, the Perimeter Center area, and the
Cumberland office district.

- Improve intra-county circulator service to more effectively connect
employment, commercial and residential activity centers.

e Pursue partnerships to facilitate and fund regional transit solutions.
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- Actively participate in the Transportation Planning Board (TPB)
and advocate for Gwinnett’s interests as a component of a
regional transit system.

- Consider the potential to partner with adjacent regional counties
— for example Cobb County — when pursuing regional transit
solutions.

e Advocate that Gwinnett County and municipal zoning approval and
permitting processes encourage large projects to consider connectivity to
future mass transit networks in their development plans.

v Facilitate timely funding and construction of the Brain Train as a mobility-
enhancing tool and also a priority quality of life development opportunity.

e Work with the Georgia Brain Train Group to lobby state officials for
approval and funding, and garner widespread grassroots support to
provide additional pressure on state officials.

e Identify workable solutions to concerns regarding sharing the line with
commercial rail cars.

e Garner the public support of each of the colleges and universities along
the proposed Brain Train route, and ensure top leaders of these
institutions help lobby state officials to see this plan to fruition.

- Consider conducting an economic impact analysis of the Brain
Train on affected jurisdictions.

v Advocate for additional commuter or light-rail transit routes that represent
opportunity areas for improving the Gwinnett and Atlanta regional transit
systems.

o Investigate the Norfolk Southern line running from Dacula to Decatur as
a potential commuter-rail route.

Objective 3: Strengthen arts, cultural, and recreational
assets

Available quantitative data and community input regarding Gwinnett’s arts, cultural,
and recreational opportunities found that — while the community has strong assets —
there are further development opportunities available. Additionally, many
stakeholders feel local and external awareness of Gwinnett’s assets is not strong.
Overcoming these perceptions is an important first step for enhancing local
satisfaction and outsiders’ impressions of Gwinnett as a place to “play.”

Increasing local capacity for arts and culture-related development and coordination is
also vital. Key players in these efforts include: the Gwinnett Council of the Arts,
which owns and operates the Jacqueline Casey Hudgens Center for the Arts; the
Gwinnett County Parks and Recreation Department; and the Gwinnett County
Convention and Visitors Bureau (CVB).
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Action Steps

v Implement an advertising and public relations-based campaign for raising
awareness internally and externally — via Chamber publications, Gwinnett Daily
Post, and Atlanta Journal-Constitution — about arts, cultural, and recreational
assets in Gwinnett County.

v Work with the Gwinnett Council of the Arts to significantly expand its role to
serve as a partnership of all area theater, music, and dance performing groups,
and local galleries.

e Asneeded, expand the staff capacity of the Council and help raise public
and private sector funds to finance additional staff, programming, and
marketing initiatives.

- Regularly seek private-sector support, as well as available grants
and funding from state and federal-level organizations, such as
the National Endowment for the Arts, the Southern Arts
Federation, and the Georgia Council for the Arts.”

e Pursue joint advertising and marketing initiatives.

- Maintain an attractive, informative website, representing all
Gwinnett-based galleries, theaters, and music and dance
performing groups.

- Publish an online and print calendar of all local performances and
special events.

- Seek innovative, cost-effective marketing efforts (for example,
participating in the nation-wide initiative “Free Night of
Theater,”” and offering ticket discounts to those 35 years or
younger”).

- Offer joint-package deals on tickets and admissions to area
outlets.

e Work with Gwinnett’'s immigrant and minority populations to develop
events, facilities and programming responsive to the interests of these
constituencies.

- Pursue the possibility of developing an international art gallery
and performing art space. Ensure the facility is substantial
enough to draw attention from across the Atlanta region and
state.

e Continue to reach out to Gwinnett public and private schools, Gwinnett
Tech, and Georgia Gwinnett College to offer on-campus performances

 For more information, visit: http://www.arts.gov; http://www.southarts.org; and
http://www.gaarts.org.

** “Theatre Lovers Treated to a Free Night of Theater.” Out in Boston.” Accessed 18 October 2006.
http://www.outinboston.com/home/news.asprarticleid=30005. For more information, visit:
http://www.artsmarketing.org. ArtsMarketing.org is a project of Arts & Business Council of Americans
for the Arts.

' This initiative can be modeled after the “MyPhil” program of the New York Philharmonic. For more
information, visit: http://nyphil.org/attend/musicForAll/index.cfm?page=teensysc.
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and visual arts displays, and/or, include students in local area theater,
music, and dance performing groups, and gallery displays.

- Work with local K-12 and higher educational institutions to
expand their visual and performing arts academic programs to
ensure a strong local growth source for more artisans, musicians,
actors, performers, etc.

v' Establish a “Destination Gwinnett” package to market to regional travelers.

e The package could include special hotel room rates, restaurant and retail
discounts, and admissions to area attractions, theater, and sporting
events.

e Participating establishments could include: hotels, individually-owned
and chain restaurants, boutique shops and large retail centers, visual and
performing arts groups, professional and amateur sports venues,
museums, historic sites, etc.

v" Consider the possibly of creating themed bus tours of key Gwinnett destinations.

e DPossible tour ideas include a heritage or historic destinations tour, and an
“international” tour highlighting Gwinnett’s diverse, internationally-
focused amenities.

e Partner with CIDs and municipal town centers to link various Gwinnett
destinations on one or multiple routes.

v" Seek opportunities for upgrading existing hotels and pursuing additional
boutique and high-end hotel developments in Gwinnett and city activity centers.

e Determine the potential to incentivize these developments through
historic-rehabilitation grants, specialized zoning districts, bonds backed
by hotel and motel tax receipts, and other mechanisms.

v" Develop support structures for the opening of individually-owned restaurants,
bars, jazz clubs, and similar medium-to-upscale venues.

e Ensure that zoning regulations in commercial activity centers enable
developments of this type by-right.

e DPartner with small-business development organizations and officials to
assist entrepreneurs interesting in launching these types of enterprises.

v'  Strengthen the Gwinnett Center area’s status as an entertainment district for the
Atlanta region by developing a master plan for Gwinnett Center District
development.

e Consider the possibility of converting existing Gwinnett Center parking
into a Gwinnett County-funded structured parking deck with ground-level
retail, restaurant, and commercial space.

e Include pedestrian network and park space components in the Master
Plan to enhance the appeal of the area.

e Advocate that the Gwinnett Center area be zoned to encourage dense,
vertical, walkable, mixed-use development projects.

e Pursue the possibility of hosting a minor league baseball team, ideally in
close proximity to the Gwinnett Center and Arena at Gwinnett Center.

- Consider a bond referendum to help finance the construction of a
minor league baseball stadium.

Partnership Gwinnett Strategy
December 2006 37



 MARKETS!

v" Advocate for adequate expenditures to maintain existing — and fulfill future
demand for — active and passive park space and related amenities (i.e., ball parks,
soccer fields, aquatic centers, etc.), green space, and pedestrian, bike, and
equestrian trails.

e Ensure that Gwinnett County’s Open Space and Greenways Master Plan
is effectively implemented.

- Asneeded, pursue a SPLOST, bond referendum, or other viable
funding mechanism to help finance construction and
maintenance needs, and develop better connectivity between
pedestrian, bike, and equestrian trails and formal parkspaces.”

e Commit to expanding Gwinnett’s sidewalk network, focusing on
enhancing connectivity.

v" Seek ways to further leverage the potential of the Stone Mountain Tennis Center,
i.e., for tournaments (youth, amateur, or professional), concerts, conventions, and
other large-scale events.

Objective 4: Improve public safety and code enforcement

The Competitive Assessment of this strategy-development process found that
Gwinnett’s violent and property crime rates in 2004 were higher than its three
comparison areas of Cobb County, Georgia; Collin County, Texas; and Fairfax
County, Virginia. The community input process also revealed a high level of concern
about a decreasing sense of safety in Gwinnett, particularly in “pockets” in the
southern parts of the County. An increase in gang activity was another specific
concern cited by input participants.

In a survey of site selection consultants reported in the spring 2006 Consultants Site
Guide, 71 percent stated that crime rates are important to location decision-making.
Gwinnett must improve the reality and perception of its crime rates to ensure it
remains competitive.

Market Street also heard that issues related to maintenance of homes, yards and other
aspects of personal property were becoming concerns for residents in certain
neighborhoods. Ensuring that the public realm is aesthetically pleasing and code-
violators are fined are effective ways to boost neighborhood morale and maintain
property values to their fullest extent.

Action Steps

v' Identify viable funding mechanisms to expand the number of police officers in
Gwinnett County and lobby municipal police departments to also expand their
number of licensed officers.

** Connectivity should focus both internally and externally to ensure linkages with trail systems in
neighboring counties
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e Focus on substantially increasing the number of bilingual law
enforcement officers in Gwinnett and its municipalities.

- Consider sponsoring qualified minority and bilingual persons
to attend law-enforcement training, offering them full-time
employment after graduation from the police academy.”

v" Establish a Public Safety and Code Enforcement Task Force to identify needs and
create best-practice, evidence-based solutions for crime prevention and property-
maintenance code enforcement in Gwinnett.

e Partner with the Gwinnett County Police Department, Gwinnett County
Sheriff’s Office and municipal police departments in these efforts.

e Host community dialogues to identify problems and concerns regarding
crime, safety, and law enforcement in Gwinnett.

e Maintain a strong Community Oriented Policing Services (COPS) agenda
for Gwinnett County, as a partnership of the Gwinnett County Police
Department, Gwinnett County Sheriff’s Office, municipal police
departments, and local citizens and their representative neighborhood
organization or CID.*

e Address the crime-prevention related needs and concerns of Gwinnett’s
foreign-born residents, possibly by making use of the technical services
and information resources of the Outreach to New Americans initiative of
the National Crime Prevention Council.”

e Consider basing a new Crime Stoppers program in Gwinnett.**

e Identify compelling evidence-based crime and gang activity prevention
programs among Gwinnett’s elementary, middle, and high school
students.

e Partner with Gwinnett United in Drug Education (GUIDE) to ensure the
success of local drug and alcohol abuse prevention programs.”

e Source potential funds to increase the number of code-enforcement staff
in Gwinnett and consider staggering staff work hours to extend the period
that enforcement personnel can address citizen concerns.

e Ensure that efforts are coordinated with implementation of Gwinnett’s
Operation Fixing Broken Windows program.

e Pursue the possibility of assessing residential properties in key
neighborhoods-of-need to identify uninhabitable buildings for potential
repair or redevelopment.

e Consider expanding the scope of the Task Force to address other
community concerns, including loitering, panhandling, etc.

 Best practice example: City of University City, Missouri. “Inclusive Communities Partnership Reaches
120 Cities. Nation’s Cities Weekly. 23 October 2006.

* For more information, visit http://www.communitypolicing.org/about2.html and
http://www.cops.usdoj.gov/Default.asp?Item=3s.

 For more information, visit: http://www.ncpc.org/programs/ona/index.php.

** Crime Stoppers helps investigators solve crimes by encouraging the community to share tips
regarding homicides, sexual assaults, drug trafficking, etc. For more information, visit: www.c-s-i.org.

” For more information, visit http://www.mindspring.com/~guideinc/init.htm.
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GOAL IV: MARKETING AND OUTREACH

Gwinnett has reached a point in its growth where it has matured into a strong
regional economic leader. As often occurs, perceptions have not kept pace with
reality. Many in the County, region and state have yet to acknowledge Gwinnett’s
critical role in local economic and demographic dynamics. Gwinnett must greatly
enhance its marketing efforts to advertise to the region, state and nation its growing
prominence, competitive assets and best-in-class companies. Bringing local and
regional perceptions in line with Gwinnett’s realities will be key, including the
County’s opportunities for economic growth and attractive living environments.

Gwinnett’s dramatic population and economic growth has also led to what many in
the community say is a lack of “community” among Gwinnett’s neighborhoods,
constituent groups and municipalities. While much of community-building and
inclusiveness occurs organically, there are also proven means to encourage a greater
sense of connectedness, increased levels of volunteerism and citizen outreach, and
other dynamics of a thriving, successful place for living and working.

The goal begins with an objective focused on developing a comprehensive external
marketing campaign, promoting Gwinnett as an attractive place to live, do business,
and visit.

Objective 1: Initiate an external marketing campaign

How Gwinnett County presents itself to outsiders will be a key determinant to its
future success. Within and beyond the Atlanta region, Gwinnett will be better
positioned if more are aware of its positive attributes, economic opportunities, and
quality of life.

The pursuit of a Gwinnett-focused brand and core marketing message is an essential
first step towards broadening awareness of Gwinnett’s competitive assets. To ensure
the brand takes hold among its primary audiences, it is also important that local
partners use a consistent aesthetic and message. Conflicting images and verbiage
can dilute the campaign’s impact and fail to translate the marketing message into
tangible economic benefits.

Action Steps

v Work to broaden the regional awareness of Gwinnett’s significant impacts on the
economy and demographics of Metro Atlanta.

v" Solicit professional assistance to create a brand and aggressive marketing
campaign to develop a strong identity for Gwinnett that will positively resonate
within the Atlanta region, state, nation and — potentially — a global audience.
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e Establish a small, diverse working group with representatives of
Gwinnett, its municipalities, and the private sector to help coordinate and
inform the process.

e Include a strong message of celebrating Gwinnett’s diversity and
recognizing its status as an international community —with all the
business and quality of life-amenities that provides.

e Develop a marketing strategy that appeals to young knowledge workers
and firms hire them in order to increase the number of these
professionals in Gwinnett.

v" Develop informative web pages, marketing and advertising materials, and value-
added publications that reflect the new brand and marketing message, and
establish the five target business sectors as local priorities.

e Consider targeting both priority national and international markets.

- Develop translations of print materials and websites in key,
locally-spoken languages.

v" Develop a high-profile design competition for attractive gateway markers at entry
points along Interstate-85 and other key Gwinnett transportation corridors.

e Integrate the campaign into public relations and marketing initiatives.

v" Develop a county-wide wayfinding/signage system of directional markers and
informational kiosks with a consistent theme and aesthetic.

e Gwinnett County government should partner with the municipalities to
ensure consistent implementation throughout Gwinnett.

Objective 2: Make Gwinnett attractive and welcoming for
young professionals

Young professionals are a key workforce constituency for a variety of firms in
Gwinnett’s five target business sectors. Most commonly defined as “college-educated
persons ages 25 to 35,” young professionals provide workforce continuity in the face
of large-scale retirement of Baby Boom-era workers, and often engender development
of additional arts, cultural and recreational capacity to serve their needs.

As reported in the Competitive Assessment, Gwinnett County has a higher percentage
of 25 to 34 year olds (16.1% in 2004) than the U.S. average (13.5%), but lags slightly
behind the Atlanta metro average (16.5%). This suggests some young professionals
work in Gwinnett, but live elsewhere in the metro area. However, recent trends are
promising, with 28.5 percent growth in this age group in the County from 1990 to
2004, compared to 28.9 percent growth in the MSA and a 10.4 percent decline in the
U.S.

Even so, many public input respondents noted a lack of young-professional-serving
amenities in Gwinnett, and related stories of younger workers “heading south” after
work and on weekends. Thus, Gwinnett’s private and public sector leaders must
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focus on the recruitment of young professionals, and also the retention of its existing
younger workers.

Action Steps

v

Target young professionals as a sub-component of the marketing campaign of
Goal I with a message focused on their interests and needs, including efforts to
raise awareness of local assets of interest.

Establish a Young Professionals Networking Group at the Gwinnett Chamber,
with regular social, community service, and professional development events for
members.

e Model the program after best-practice young professional groups (for
example, SynerG of Greensboro, North Carolina™).

Partner with area performing and visual arts organizations to establish young
professionals groups and special events.

e Gwinnett’s arts organizations could potentially model new programs on
the Fernbank Museum’s Martinis and IMAX events, Atlanta Botanical
Garden’s Cocktails in the Garden events, and Atlanta Symphony
Orchestra’s Bravo! young professionals group.™

Strive to continue recruiting young professionals for entry into the Gwinnett
Chamber’s Leadership Gwinnett programs.

e DPublicize local young professional leaders and their successes, including
recognition of “up and coming” leaders through luncheons, newspaper or
magazine features, and other public forums/events.

Develop a comprehensive Young Professional Retention and Recruitment
Strategy.

e Work with Gwinnett businesses with openings for professional workers
in target business sectors to develop an approach for attracting applicants
and acquiring top recruits.

- Create a group of trained young professional volunteers (possibly
from the new networking group) to help host and recruit priority
prospects for local employers.

e Encourage companies in Gwinnett’s target business sectors to increase
co-operative and internship programs for students at colleges and
universities in the Atlanta region and at the University of Georgia.

- Encourage participating businesses to offer “guaranteed
placement” contracts for top students to live and work in
Gwinnett after graduation.

* SynerG has a variety of programs, including monthly networking parties, regular arts and cultural
events, an annual college student homecoming event, and young professional leadership awards.
Source: SynerG. Accessed 13 June 2006. <http://www.synerg.org>

* For more information, visit http://www.fernbank.edu/museum/martinis.html; Atlanta
http://www.atlantabotanicalgarden.org/events/ListEvents.do#53; and http://www.bravoaso.com.
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e Host annual receptions for former Gwinnett students who graduated
from local/regional programs related to target business sectors (nurses,
engineers, etc.), but did not return to Gwinnett.

- Potentially model the program on Buffalo, New York’s “Old
Home Week” program.”

e Prioritize recruitment of young professionals with the education/
experience desired by firms in the target business sectors. Consider
providing the following incentives:

- Employment placement assistance;

- Tax credits or other financial incentives for first-time
homebuyers; and

- Tax credits or other financial incentives geared towards
encouraging Gwinnett’s high school graduates who went away for
college to return to the County.

Objective 3: Expand community-building, involvement and
outreach

A sense of community — and strong neighborhoods to foster it — is a strong local
asset. Gwinnett can enhance its appeal by strengthening its neighborhoods and
expanding its commitment to volunteerism and outreach.

There is also a local need to embrace Gwinnett’s multi-cultural population and raise
awareness of the advantages that diversity provides. For example, existing public and
private sector leadership does not adequately reflect Gwinnett’s true demographic
diversity. More effectively integrating female, minority and international populations
into elected and appointed leadership at the County level and in its cities and other
leading public and private sector organizations will be essential to fully leveraging
Gwinnett’s diversity for positive gain.

Action Steps

v" Create a Volunteer Gwinnett effort to help encourage local volunteerism, secure
donations to key community entities, and expand volunteer hours in support of
local and regional non-profits, faith-based organizations, and other entities

e Organize the effort under the leadership of a local non-profit entity, most
logically the Gwinnett Coalition for Health and Human Services
(GCHHS).

- Consider the potential of the GCHHS incorporating the
Volunteer Gwinnett effort as a component of its program-of-work.

** “How to Convince Former Residents to Come Home.” Civic Strategies. Accessed 5 September 20006.
<http://www.civic-strategies.com/resources/news/oo2.htm>
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- Ensure that GCHHS is sufficiently funded and staffed to
effectively implement the Volunteer Gwinnett program.

e Atthe Gwinnett Chamber, promote a “culture of giving” among
members, and raise expectations of what members’ responsibilities are to
the Gwinnett community.

e Commit to the ongoing success of the Gwinnett Great Days of Service
project as part of Volunteer Gwinnett’s work.”

e Work directly with other non-profit and faith-based organizations to help
support their charitable work for the community.

e Prior to upcoming elections, pursue a prominent “get out the vote”
campaign to encourage strong voter participation, particularly targeting
audiences that typically have low voter turnout (young voters, minority
voters, etc.).

v Host an annual Gwinnett Festival of Neighborhoods, focusing on highlighting
neighborhood-wide projects that help foster a stronger sense of community.

e Projects can range from carnivals, barbeques and picnics, clean up and/or
landscaping activities, or fundraisers.

e Source award money for the neighborhood project with the best
community-building potential to receive a capital improvement award.

e Model the festival on the best practice program of Kitchener, Ontario.”

v" Enhance local commitments to maintaining attractive neighborhoods.

e Encourage Gwinnett Chamber members to become active in Gwinnett
Clean and Beautiful by participating and/or investing in its programs,
including Adopt-A-Road, Bring One for the Chipper, Great American
Cleanup, and Storm Drain Stenciling.”

e Partner with the Public Safety and Code Enforcement Task Force on
efforts related to neighborhood aesthetics and beautification.

v' Increase minority and female representation in Gwinnett’s private and public
leadership.

e Initiate a public campaign to increase the percentage of women, minority
and international representatives on publicly appointed boards and
commissions.

e Continue to encourage strong minority and female participation in the
Chamber’s Leadership Gwinnett program, and the Gwinnett
Neighborhood Leadership Institute.”

e DPublicize Leadership Gwinnett and the Gwinnett Neighborhood
Leadership Institute’s minority and female graduates and their success,
including recognition of “up and coming” leaders through luncheons,
newspaper or magazine features, and other public forums/events.

* For more information, visit http://gwinnettgreatdaysofservice.org.

* For more information, visit http://www.kitchener.ca/news/MediaDetail.asp?tid=9606s5.
¥ For more information, visit http://www.gwinnettcb.org.

* For more information, visit http://www.gnli.org.
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e Support local minorities and women interested in assuming leadership
roles in the public and private sectors, including those individuals
interested in running for elected office.

e Strive to reflect the diversity of Gwinnett through continuing efforts at the
Gwinnett Chamber to hire qualified minority, foreign-born, and bi- or
multi-lingual staff persons.

v' Pursue a comprehensive internal and externally-based effort to raise awareness of
Gwinnett County as an international community.

e Establish a community website — or incorporate into the Gwinnett
Chamber’s website — pages dedicated to promoting Gwinnett’s
international community. Information should include the following:

- Upcoming internationally-themed events in Gwinnett and
neighboring areas.

- Restaurants and other internationally-themed venues in
Gwinnett.

- International businesses in Gwinnett, and support programs
available to international and minority entrepreneurs and small
business owners.

- Local, regional, and national international organizations of
potential interest.

- Translations into various other languages.

e Host Issues Forums and community dialogues to address ideas and
needs related to Gwinnett’s growing international and minority
populations.

e In Gwinnett Chamber publications (and possibly in partnership with local
and regional print media outlets), regularly profile prominent minority,
international, and foreign-born Gwinnett residents and business owners.

v Encourage Gwinnett’s municipalities to become designated “Inclusive
Communities,” a program of the National League of Cities, and implement best
practices of other “inclusive communities” in those municipalities and County-
wide.”

v' Pursue internationally-themed events, focused on creating a spirit of inclusion in
Gwinnett. Potential efforts include:

e An annual International Festival in Gwinnett — drawing crowds from
throughout Atlanta and neighboring regions — focused on profiling food,
music, and dance native to Gwinnett’s many international populations.

e Events modeled after the Korean Community Connection held at the
Gwinnett Chamber on July 18, 2006, to represent other nationalities
with large populations in Gwinnett.

e Gwinnett Chamber, Gwinnett County, and municipal-sponsored
evenings each month to highlight different local restaurants specializing
in ethnic food.

¥ For more information, visit http://www.nlc.org/inclusivecommunities.
¥ Woods, Walter. “Asian Infusion: A touch of Asia thrives in Gwinnett.” Atlanta Journal-Constitution
Online News Archives. 29 July 2006. Accessed 3 October 2006. <http://nl.newsbank.com>.

Partnership Gwinnett Strategy
December 2006 45



 MARKETS!

v" Foster a strong community spirit that values local diversity by enhancing diversity
awareness and tolerance among Gwinnett’s population.

e Encourage Gwinnett County’s public and private sector leaders to
participate in diversity awareness programs, such as at the Diversity
Leadership Academy of Atlanta.”

e Consider incorporating the Southern Poverty Law Center’s Teaching
Tolerance program into public and private school curricula.””

- Develop partnerships across schools with different socioeconomic
and racial and ethnic make-ups to help students engage in
meaningful interactions with each other.

- Implement Teaching Tolerance’s Mix It Up campaign to help
students bridge racial and ethnic boundaries by eating lunch with
different groups of students, engaging in dialogues, and other
classroom activities.

Objective 4: Partner with local and regional entities

Gwinnett County is strategically located within the Atlanta region, and in close
proximity to Athens. Resources related to education, R&D, infrastructure, and
business-support available within 45 miles of the center of Gwinnett are dynamic. If
effectively pursued, these can be further leveraged for Gwinnett’s economic benefit.
One opportunity area is Gwinnett’s positioning of itself as the economic leader of the
northeastern Atlanta area, inclusive of Gwinnett’s neighbors both within and outside
Metro Atlanta. Already a sub-regional retail center, Gwinnett can leverage its
centrality to these northeastern metro counties for growth in target sectors and other
components of its economy.

Gwinnett cannot reach its full economic potential without also working
collaboratively with its component cities and neighborhoods. Inter-jurisdictional
conflicts are detrimental to the perception of Gwinnett as a progressive, united and
business-friendly locality.

Action Steps

v" Be a regular participant and proponent for regional initiatives that are beneficial
to Gwinnett County and the Atlanta region.
v" Focus on strengthening Gwinnett’s role as a leader for the northeastern Atlanta
region (including non-metro counties that border Gwinnett).
0 Consider development of a Northeast Metro Council based in Gwinnett to
identify potential synergies and opportunities among its component
counties.

7 For more information, visit: http://dlaa.org.
* For more information, visit: http://www.tolerance.org.
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v" Pursue close relationships with key public and private sector entities that help
serve the interests of Gwinnett and the Atlanta region, including:

Georgia Department of Economic Development and other state offices;
Large regional employers with a vested interest in Gwinnett County;
The Gwinnett Municipal Association, and city and county governments in
the Atlanta region, neighboring non-metro counties, and the Athens-
Clarke County area;

Local and regional leaders in the real estate development industry;
Colleges and universities in the Atlanta and Athens areas;

Non-profit organizations, faith-based organizations,
neighborhood/homeowner associations, and CIDs; and

Other entities dedicated to improving the Atlanta region’s economy,
quality of life, and infrastructure.

v Maintain strong relationships among Gwinnett’s private sector (represented by
the Gwinnett Chamber), public sector (represented by the Gwinnett County
Board of Commissioners and the Gwinnett Municipal Association), non-profit
sector, and educational sector (represented by public and private K-12 school
systems, Gwinnett Tech, and Georgia Gwinnett College).

Ensure that all partners continue to work collaboratively in the pursuit of
Gwinnett County’s priority economic initiatives and attainment of
necessary goals related to education/workforce development,
infrastructure development, community development, and quality of life
enhancement.

v' Leverage the Gwinnett Municipal Association as a forum for pursuing joint city-
County initiatives and coordinated planning.
0 Utilize the Association to keep local leaders updated on target efforts and

strategy implementation.

0 Solicit input and participation from municipal leaders on key issues and

initiatives.
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BENCHMARKS AND PERFORMANCE MEASURES

Benchmarks and performance measures will allow Partnership Gwinnett implementation entities to monitor and assess progress
made towards the goals set forth in this Strategy. Performance measures represent indicators to monitor in the pursuit of
benchmarks, which are the ultimate indicators of implementation success.

The following benchmarks and measures are recommended for tracking implementation progress. As progress is made or
unexpected circumstances occur, they should be modified as necessary. To develop the benchmarks, Market Street used what
experience indicated were reasonable percentages for which to strive. Those same percentages were used to develop baseline data
for 20006, where current data was only available for a preceding year (i.e., 2005 or prior).”

ol Current 2011 Benchmark
oa ;
Performance Measure 0 Numeric
Area Gwinnett U.S. Average Benchmark, 2011 g’oggaz%%i Change, 2006-
2011
Total Jobs* 284,047 in 2005 110.6 million in 2005 359,398 22.2% 65,410
Total Establishments* 21,808 in 2005 8.3 million in 2005 28,209 24.6% 5,572
3 Total Wages* $12.3 billion in 2005 $4.5 trillion in 2005 $19.0 billion 44.2% $5.87 billion
(]
IS Average Annual Wage* $43,276 in 2005 $40,505 in 2005 $53,973 18.0% 8,067
§ Per Capita Income $30,570 in 2004 $33,050 in 2004 $35,347 13.1% 4,101
g Labor Force Participation Rate 80.7% in 2005 80.2% in 2005 86.7% 5.0%
5 lUnemployment Rate 4.5% in 2005 5.1% in 2005 3.60% -0.8%
Poverty Rate, Total 7.4% in 2005 13.3% in 2005 6% -1.4%
Poverty Rate, Under 18 9.6% in 2005 18.5% in 2005 8% -1.6%
O e Total Jobs, Health Care 19,553 in 2005 15.0 million in 2005 29,273 40.0% 9,720
E S % Total Jobs, Distribution & Trade 35,099 in 2005 7.6 million in 2005 42,200 17.9% 7,101
c = @
L% _8 G [Total Jobs, HQ, Regional & Prof. Svcs. 68,184 in 2005 18.9 million in 2005 96,669 35.4% 28,485
=<
% g T [Total Jobs, Information Technology 11,282 in 2005 1.9 million in 2005 15,082 28.2% 3,800
o=
G5 3 |[fotal Jobs, Advanced 9,814 in 2005 3.3 million in 2005 11,583 16.1% 1,769
ICommunications

* A Benchmarks and Performance Measures Source Guide is provided in the attached Appendix C.
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ol Current 2011 Benchmark
oa ;
Performance Measure 0 Numeric
Area Gwinnett U.S. Average Benchmark, 2011 ?oggazré)%i Change, 2006-
2011
Total firms visited annually as part of 75 .
BREP program
D6 of target business sector firms with
o= 25.0%
more than 75 empl. visited annually
Avg. Employees Per Establishment* 13in 2005 13in 2005 13 0.0% 0
Minority-Owned Establishments** 17,424 in 2002 3.9 million in 2002 26,457 26.1% 5,479
‘f:’ 28 % with High School Diploma 87.1% in 2005 84.2% in 2005 89.1% 1.8%
g S & o with 2-Yr. Degree 7.3% in 2005 7.4% in 2004 9.3% 1.8%
8 § %‘ 8 Po with 4-Yr. Degree 34.1% in 2005 27.2% in 2005 36.1% 1.8%
X
v 2 D6 Enrolled in Post-Secondary School 6.1% in 2005 6.5% in 2005 8.1% 1.8%
o Avg. Time to Complete Permitting & 50% 10 -
& 7oning Approval Process for Priority 18 to 24 months unknown 9 months 62.5% 9 to 15 months
£ Projects*** )
% 06 Commute via Public Transit 1.4% in 2005 4.7% in 2005 4.5% 2.9%
e
5 -
G pbLive & Work in Gwinnett 58.4% in 2005 72.3% work in county of 66.7% 7.5%
o residence, in 2005
b= b ;
Z  [fo Less Than 20 Minutes Commute 27.9% in 2005 44.5% in 2005 30.6% 2.5%
o
E‘ Gwinnett Council of Arts Revenue $518,067 in 2003 unknown $750,000 44.8% $231,933
<
= Gwinnett Parks & Recreation Division $143.2 million in - 0 -
2» Budget 2006 unknown $157.5 million 10.0% $14.3 million
c_:u iolent Crime Rate 304.8 in 2004 465.5 in 2004 245.9 -18.5% -56.0
8 Property Crime Rate 3180.3 in 2004 3517.1in 2004 2565.8 -18.5% -583.0
3 D6 25 to 34 Years Old 8.7% in 2005 6.7% in 2005 9.8% 1.0%
(o)) b n n - i
£ 6 of Voting Age Population Voting in 48.2% in 2004 Georgia: 30.8% in 2004 55.1% in 2008 6.9%
g5 Presidential Election
= @© Y il i i i
§ g e ofvoting Age Population Voting in 30.7% in 2002 Georgia: 42.1% in 2002 41.0% in 2010 10.2%
= = Mid-Term Election
= O B01(c)(3) Total Revenue Reported $804 million in 2006 Georgia: $26.6 billion in ‘06 $969 million 20.5% $165 million
©
3 501(c)(3) Assets Reported $1.1 billion in 2006 Georgia: $52.9 billion in ‘06 $1.3 hillion 20.5% $223 million

Notes: May not sum due to rounding; *Private sector only; ** Includes Hispanic, Black, and Asian-owned businesses; *** Priority projects are those that support
businesses in target sectors, and those that support the attainment of pedestrian and transit-oriented, mixed-used, vertical developments at existing and planned
activity centers. Sources: See the attached Appendix C.
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CONCLUSION

Grounded by the underlying purpose of achieving sustainable prosperity for the
Gwinnett’s businesses and residents, the Partnership Gwinnett: A Shared Vision
for the Future strategic plan represents a first step towards achieving sustainable,
equitable local prosperity.

The four goals of this strategy — Economic Diversification and Wealth Creation,
Education and Workforce Excellence, Quality of Life Enhancements, and Marketing
Gwinnett — are all equally important and interrelated. They were selected based on
the findings of the strategic planning process’ research component, and must be
worked on in tandem to ensure success.

Now that the Strategy’s underlying goals, objectives, and action steps have been
established, the “real” work begins. Gwinnett’s economic and community
development leaders in the public and private sectors must work together to expand
capacity, enhance resources, and make a commitment to implementing the
Partnership Gwinnett strategy within the timeframe to be defined in the
Implementation Plan.

For the Partnership Gwinnett Strategy to be effectively pursued, Gwinnett leaders must
escalate their previous commitments to community and economic development

efforts. As competition for new jobs and investment is heightened, ensuring that
Gwinnett has the capacity to be competitive will be critical to all future endeavors.

Partnership Gwinnett Strategy 50
December 2006



 MARKETS!

APPENDIX A: RESEARCH FINDINGS

Competitive Assessment

The Competitive Assessment sought to identify Gwinnett County’s key competitiveness
factors in the areas of education and workforce development, infrastructure, business
costs, and quality of life. By comparing Gwinnett County to the comparison
communities of Cobb County, Georgia; Collin County, Texas; Fairfax County,
Virginia; Georgia and U.S. averages, the following summarizes Gwinnett County’s
competitive strengths and weaknesses.

EDUCATION AND WORKFORCE DEVELOPMENT

Labor Force

Gwinnett County is defined by its immense population growth, and, when not
mirrored by employment growth, that disparity can impact labor force participation
and unemployment rates. However, as of 2004, Gwinnett County’s labor force
participation rate (82%) was in line with the comparison communities, and higher
than state (77%) and national averages (78%). The County’s unemployment rate
(4.5% in 2005) was also similar to Cobb and Collin (all three of which were lower
than state [5.3%)] and national averages [5.1%]), but Fairfax had a significantly lower
rate than the others. Thus, Gwinnett County is currently in a competitive position,
but if its current trend of a declining labor force participation rate and increasing
unemployment rate continues, that may not be the case in the future. In addition, a
difficulty voiced by certain employers to find high-skill, value-added technology and
healthcare workers is an area of concern for Gwinnett.

K-12 Education

Public school enrollment trends are matching demographic shifts in the Gwinnett
County population, with significant growth and increasing diversification defining
recent enrollment trends. Community input suggests these trends are straining
school capacity, English as a Second Language, and other special needs programs. At
this point, student performance is not lagging substantially, except for certain
minority populations. For example, the total student population for 2004-05 showed
a drop out rate for grades 77 through 12 that was 3.0 percent in Gwinnett, compared to
6.0 percent for Hispanic students. A recent study also reports that Gwinnett’s
graduation rates are potentially lower than reported dropout rates would imply. Even
so, community input indicated that Gwinnett is doing a commendable job meeting
the district’s demographic challenges, and the County’s schools are still said to be a
key local strength.
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Higher Education

While Gwinnett County has much lower total enrollment for its higher educational
institutions (4,739 in 2004) than comparisons Cobb (32,479), Collin (17,702), and
Fairfax (66,266), Gwinnett Technical College is a key asset, and the newly opened
Georgia Gwinnett College is projected to grow to five-digit enrollment in less than a
decade. As Georgia Gwinnett College evolves into a larger institution with a wider
variety of academic programs, and Gwinnett Technical College maintains its
commitment to a demand-driven approach to education, Gwinnett will become more
competitive in this area. However, the current higher education enrollment disparity
between Gwinnett and its competitors is notable.

Workforce Development Programs

Gwinnett County is equipped with several workforce development centers, including
Gwinnett Tech’s George Busbee International Center for Workforce Development, an
Atlanta Regional Commission Career Resource Center in Norcross, and a Georgia
Department of Labor Career Center, also in Norcross. Public input respondents rated
the quality and availability of Gwinnett’s workforce and training institutions as
“good.”

INFRASTRUCTURE

Road Transportation

Available Federal Highway Administration data illustrate that the Atlanta MSA has
more total road miles per 1,000 persons (4.67), daily vehicle miles traveled per capita
(34-4), and average daily traffic per freeway lane (19,512) than the Dallas-Fort Worth
or Washington, D.C. metro areas of the two other comparison counties. Even so,
Gwinnett still has significant road congestion, as reported by community input
participants. This congestion was rated as one of the County’s principal competitive
concerns by a large number of respondents, who also noted that Gwinnett’s quality of
life is being impacted by traffic congestion. Hundreds of millions of dollars have —
and will — be invested in enhancing Gwinnett’s road infrastructure, including
SPLOST monies approved by local voters. However, public input participants
indicated that these improvements seem to be falling behind Gwinnett’s high
population growth.

Air Transportation

Gwinnett County, and comparison community Cobb County, have the distinct
advantage of being in the metro area with the top international airport in total traffic
movements, as reported by the Airports Council International. While some
community input participants desire better accessibility to Hartsfield-Jackson Atlanta
International Airport (of the comparisons, Gwinnett is the furthest from its metro
area’s major international airport), the community’s proximity to this airport is
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something to embrace as a competitive advantage for office-based job growth.
Additionally, some believe Gwinnett County could more effectively leverage Gwinnett
County Airport-Briscoe Field, located in the north central portion of the County.

Rail Transportation

The Atlanta MSA also provides Gwinnett County with the advantage of its
longstanding status as a rail terminus, with CSX and Norfolk Southern running
through Gwinnett County. Availability of rail transportation was not said to be a
competitive concern for Gwinnett by public input participants who were
knowledgeable about this dynamic.

Public Transportation

Gwinnett and Cobb County, and its wider metro area of Atlanta, do not have public
transit systems that are as comprehensive and integrated as those of Collin’s Dallas-
Fort Worth metro area and Fairfax’s Washington, D.C. metro area. Community
input participants repeatedly stated that Gwinnett County Transit would be more
effective if it better served key local activity centers, and if basic infrastructure
improvements were made. Additionally, participants were supportive of the potential
benefits of the “Brain Train” commuter rail proposal, which is planned to connect
Atlanta to Athens via Gwinnett County. A number of respondents indicated that a
regional transit solution will be key to enhancing mobility in Gwinnett. In terms of
commuting, more Gwinnett employees work in their county of residence than all the
comparables except for Cobb. However, Gwinnett workers have the longest
commutes among the profiled communities.

Housing

Assessed against the three competitor communities, Gwinnett’s lower median
housing values and contract rents (only Cobb had lower monthly rents) mean that the
County is still an attractive and affordable destination for buyers looking for housing
value. Comparatively high vacancy rates and still-robust issuances of building
permits promise to continue providing pressure to keep housing costs down.

This, in turn, may exacerbate issues related to population growth, school
overcrowding and traffic congestion noted by many public input participants as
Gwinnett’s priority competitive concerns.

Access to Capital

Gwinnett County’s access to capital was very competitive compared to the
comparison areas. The average loan amount for the County’s commercial and
savings banks, and average amount of loans backed by the U.S. Small Business
Administration (SBA) in recent years, was higher than each of the comparisons.
Additionally, Gwinnett’s total SBA-backed loan amount per capita was higher than
the comparison communities. These trends point to potential opportunities to
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turther leverage Gwinnett’s entrepreneurial and small business development
capacity.

Research and Development

Without a large university or federal government presence, Gwinnett County is
comparatively anti-competitive for research and development (R&D) activity at this
point in time. However, some activity is occurring in the community, with the
number of patents issued locally growing in recent years, and a total of $22.3 million
in venture capital invested in the first quarter of 2006. Feedback during the
community input process found that it is “easier to find funding angels than getting
investments from large venture capital firms” in Gwinnett County. With R&D not
expected to be a priority for Georgia Gwinnett College in the near future, Gwinnett
will have to look to its incumbent businesses and potential regional partners to
enhance its technology transfer and commercialization capacity.

BUSINESS COSTS

Real Estate

In focus groups and interviews, Market Street was told that Gwinnett was not anti-
competitive relative to the availability, cost or quality of residential, commercial or
industrial real estate. However, a number of respondents noted that the cost to
develop property in Gwinnett is increasing due to the County’s regulatory processes
and the average time needed to secure building permits. In the online survey, quality
of commercial office space was rated by most respondents as above average, while
affordability was rated as average or below average. The responses were similar for
industrial space, with affordability rated less favorably than availability. Both the
availability and affordability of land were rated by the most respondents as average.

Labor

Average annual wages in Gwinnett have escalated at a faster rate than Collin County,
but still are low compared to Collin, as well as Cobb and — by a significant amount —
Fairfax County. Union membership rates in Georgia (5.0%) are slightly above
Virginia (4.8%), and lower than Texas (5.3%), an indicator of interest to certain labor-
intensive industries. Gwinnett’s lower comparable labor costs are a competitive
advantage for companies, but, conversely, provide less buying power and wealth for
local residents.

Utilities and Gasoline

In the online survey, most respondents rated utility costs as average. Commercial
and industrial power costs in Gwinnett County are consistent with Cobb, which are
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slightly higher than Fairfax and substantially lower than Collin. Natural gas prices in
Georgia have been consistently lower than Virginia, but higher than Texas and
national averages. Overall, utilities and fuel costs are not anti-competitive in
Gwinnett.

Taxes and Incentives

State and local tax structures have so many nuances it is difficult to do a comparative
assessment of them across geographies. Gwinnett and Cobb, which have the same
state tax structure and local sales tax rate, have comparable property tax
methodologies. However, the property tax rates are higher in Gwinnett than Cobb.
An assessment of Gwinnett’s tax revenues and expenditures over the past ten years
reveals that the community has increased its proportional reliance on sales tax
revenue and residential property tax revenue. Maintaining a balanced tax digest will
be vital to the fiscal health of the community and its ability to maintain necessary
services and infrastructure. The Special Local Option Sales Tax (SPLOST) has been
an important instrument for upgrading local infrastructure while maintaining fiscal
health. Public input respondents noted that taxes in Gwinnett are not overly
burdensome, but certain participants said that regulatory processes in Gwinnett were
cumbersome with turnaround time for receipt of permits longer than other regional
counties. These dynamics could be a result of public officials and planning and
zoning professionals responding to public pressure to better control growth and
development in Gwinnett.

Relative to incentives, Gwinnett elected officials voted in December 2005 to offer
business relocation incentives for the first time. These were said to be a factor in
Hewlett-Packard’s decision to locate a data center in Gwinnett.

Entrepreneurship and Business Support Services

Existing business services and small business support structures are vital to future
economic growth, as most job growth is derived from these opportunities. The
Gwinnett Chamber has a business resource center, counseling services, and other
programs aimed at small business owners. Additionally, there is a University of
Georgia Small Business Development Center in Lawrenceville that provides
information, training, and counseling to prospective and existing small business
owners. Public input respondents said that Gwinnett was an open and business-
friendly community and offered the means for enterprising individuals to start and
grow their businesses.
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QUALITY OF LIFE

Cost of Living

The Atlanta MSA is a relatively affordable place to live, based on ACCRA data for first
quarter 2006. Particularly affordable are utilities, housing, and groceries.

Gwinnett’s relative housing affordability within the Atlanta MSA is one reason for its
explosive population growth in recent years, but community input suggests the
available stock of affordable housing is becoming less desirable as it ages. Overall,
cost of living was said to be a competitive advantage for Gwinnett, especially in
comparison to high-cost communities such as Fairfax County.

Health Care

Community input participants were concerned about the local health care industry’s
capacity to keep up with a fast-growing population. Additionally, language barriers
are an ongoing concern for many local health care institutions. Based on available
information, Gwinnett has lower hospital bed and physicians per capita than Cobb,
Collin, or Fairfax, confirming community input perceptions that the health care
industry has not been able to keep up with Gwinnett’s population growth. Because
Gwinnett is “underserved” for healthcare, this represents a key growth opportunity
for the local economy.

Crime Rates

Community input suggested gang activity and overall crime have increased in
Gwinnett in recent years. Data support these perceptions. As of 2004, Gwinnett’s
violent and property crime rates were higher than any of the comparison
communities, and did increase in 2003 after a slight decline in 2002. Ensuring that
Gwinnett remains a safe and attractive place to raise a family will be one of the most
important concerns for the County in the coming years.

Arts, Cultural, and Recreational Amenities

Gwinnett County has numerous arts and cultural resources, as well as an extensive
trail and parks network. While the community recognizes the need for more
development in each of these areas to bolster amenities for residents and increase
tourist activity, respondents said more must also be done to advertise existing
amenities to local residents. In addition, public input participants said existing
amenities must be more accessible via transportation modes other than the
automobile. A more robust provision of off-street bike paths and sidewalks was said
by many respondents to be a key local need.
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Civic Engagement

Gwinnett’s level of civic engagement, measured by itemized charitable contributions
per capita, was much lower than Cobb, Collin, or Fairfax in the most recently
available 1997 data. However, community input indicated that Gwinnett is a very
generous place that is committed to its future. One area to note is the need to engage
all racial and ethnic groups in working toward a shared vision for the future of
Gwinnett County, and encourage more dialogue among the various groups.
Gwinnett’s increasing diversity was said by the majority of input participants to be an
opportunity to leverage rather than a challenge to overcome.

KEY CONCLUSIONS

Gwinnett and its cities remain attractive places to live, work and visit. However, as
the County continues to grow, numerous amenities that drew residents and
businesses to Gwinnett could potentially be compromised. Increasingly strained
local roadways, highways and schools pose risks to Gwinnett’s quality of life and
competitiveness in many key business sectors. How Gwinnett integrates its
increasingly diverse population into the County’s leadership, business community,
workforce and educational-support networks will also be key to determining
Gwinnett’s future capacity to generate economic development and maintain
community competitiveness. These factors will help to balance Gwinnett’s tax digest,
which is increasingly reliant on sales taxes to make up for declining relative receipts
of property taxes — more specifically, commercial property taxes.

Comparisons to the dynamic counties of Cobb, Collin and Fairfax highlight
Gwinnett’s need to bolster its percentage of educated and highly-skilled workers,
increase higher educational enrollments, provide more transportation options to
improve local mobility, reduce crime rates and augment healthcare capacity.
However, Gwinnett’s comparatively affordable business and living costs, competitive
provision of small-business lending and assistance, public school quality and overall
welcoming and business-friendly environment afford the County dynamic
advantages that must be fully leveraged to ensure continued growth in employment,
wages and incomes.
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Target Business Analysis

Market Street considered the following criteria when recommending target business

sectors for Gwinnett:

v" Does Gwinnett have a significant presence in this target sector, in terms of
employment quantity or concentration?

v" Are the businesses in the target “export” sectors?

v" Does the target sector have good growth prospects nationally?

v

Is there wealth-creation potential in the target sector, in terms of high wages

and advancement opportunities?
v' Is the existing workforce prepared to take jobs in this target sector, and do

community colleges and universities provide needed education and training

programs related to this target?
v" Do the targets, as a whole, help diversify the local economy?

After a full assessment of potential opportunity areas, Market Street identified the

following as the most promising targets for Gwinnett to pursue. Each will be defined

and described in detail in the subsequent sections of this report.

* Health Care

» Distribution and Trade

» Headquarters, Regional Offices, and Professional Services
* Information Technology

* Advanced Communications

The selected targets provide job opportunities for a wide range of income and skill
levels, as well as the opportunity to build a stronger, more diversified economy
overall. This document also included a brief assessment of Minority-Owned
Businesses in Gwinnett, because particular attention should be paid to growing
these businesses to facilitate a stronger, more sustainable individual and collective
economic health in the Gwinnett community. This is especially germane
considering Gwinnett’s notable rise in minority population in the previous decade.

There are many existing assets in Gwinnett that can and should be leveraged to
generate quality economic growth. Developing target sectors requires a multi-
pronged approach of traditional recruitment, entrepreneur and small business
development, and retention and expansion of existing businesses.

Partnership Gwinnett Strategy
December 2006

58



 MARKETS!

HEALTH CARE

Health Care focuses on leveraging existing and emerging opportunities related to
pharmaceuticals and medical products, as well as ensuring local jobs in health care
services grow at a rate at least consistent with Gwinnett’s population growth.

NAICS Definition

3254 Pharmaceutical and medicine manufacturing
3391 Medical equipment and supplies manufacturing
5417 Scientific research and development services
621 Ambulatory health care services

622 Hospitals

623 Nursing and residential care facilities

Challenges and Opportunities

Gwinnett Health System’s Duluth campus scheduled to open in October 2006 and
the planned expansion of the Lawrenceville campus scheduled to open in 2009 will
help improve the availability of health care services in the County. However, this is
likely insufficient to meet the fast-growing demand for services in Gwinnett.
Community input participants noted the need for more physicians, nurses, and other
health care practitioners in the County to serve the growing demand, and the
particularly acute need for multilingual practitioners and staff in health care facilities.
Fulfilling this demand will be the County’s greatest short-term challenge within the
Health Care target, but also its most substantial economic opportunity for local job
growth.

Currently, there is a national nursing shortage, and employment for registered
nurses (R.N.) in the United States is projected to grow at more than double the
average rate for all occupations from 2004 to 2014 (29 percent versus 13 percent).*
There are opportunities to develop more two-year health degree programs, expand
nursing programs, and advocate for more health care continuing education options at
Gwinnett Tech and Georgia Gwinnett College. The County’s health-care-related
education programs can better align themselves to meet the capacity and skill-level
needs of area hospitals and other health care businesses, and by doing so, create new
jobs. More communication and interaction among the community’s educational
institutions and Health Care sector businesses would allow them to better determine
what the industry’s needs are and how best to measure those. Raising awareness of
career prospects and earnings potential in a variety of occupations in Health Care
among the community’s K-12 student population will also help bolster future
workforce growth.

** Source: U.S. Bureau of Labor Statistics.
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Top job growth prospects in pharmaceuticals, medicine, medical equipment, and
supplies manufacturing are typically from start-up or expansion opportunities derived
from biosciences and life sciences-related R&D activities. It will be important for
Gwinnett to identify and pursue specific niche-market strengths that are viable for
the community — a process that will require further study. Supporting existing
opportunities and the creation of new activities (for example, possibly at Georgia
Gwinnett College in the longer-term future), and encouraging science and
mathematics learning and career paths among the County’s youth, will be important
means for fostering potential growth in these manufacturing sectors and for
broadening R&D activities. Also, strengthening supply and distribution channels for
existing Health Care manufacturing and services firms will be another potential
growth area related to health care product/equipment manufacturing.

DISTRIBUTION AND TRADE

Distribution and Trade focuses on strengthening supply and distribution channels
for existing firms in manufacturing, wholesale trade, and related sectors, and
leveraging trade opportunities that can be derived from Gwinnett’s internationally
diverse business owners and workforce.

NAICS Definition

423 Merchant wholesalers, durable goods

424 Merchant wholesalers, non-durable goods
425 Electronic markets and agents and brokers
484 Truck transportation

488 Support activities for transportation

493 Warehousing and storage

Challenges and Opportunities

As part of the Atlanta regional logistics economy, Gwinnett is well situated to expand
its economic opportunities in Distribution and Trade. It can use its existing
wholesale assets, as well as manufacturing and other product-dependent firms, to
identify new opportunities in wholesale trade, truck transportation, and support
activities for both truck and rail transportation.

During the community input process, participants indicated a declining amount of
land situated along key transportation routes suitable for Distribution and Trade
firms. Gwinnett’s public and private leaders should agree to preserve remaining sites
suitable for these business operations for that purpose. Also, currently occupied sites
that can be retrofitted for distribution, wholesale, and warehouse firms should be
tagged as future opportunity areas.

Gwinnett will have to work with regional leaders to stay abreast of intra-regional
transportation infrastructure needs to improve access to the immense air cargo
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activities of Hartsfield-Jackson Atlanta International Airport. Gwinnett’s location in
the Atlanta metro area and relative proximity to Hartsfield-Jackson Airport should be
presented as a key competitive advantage to market to prospective firms in
Distribution and Trade.

Gwinnett’s rapidly increasing population of international business owners, residents
and workers provides additional opportunities in Distribution and Trade. By working
to secure new trading and distribution partnerships with overseas firms, Gwinnett’s
economic development officials can leverage the County’s strong presence of
international investors for Gwinnett’s long-term gain.

Some of the major issues facing the Distribution and Trade industry include:
improving the image of the industry, recruiting employees from youth and non-
traditional labor pools, retaining entry-level workers and reducing turnover, and
developing training models and skill certifications. Companies in this sector may
consider collaborating with each other, Gwinnett Tech, and Georgia Gwinnett
College to discuss possible training solutions and employee-retention strategies.

HEADQUARTERS, REGIONAL OFFICES, AND PROFESSIONAL SERVICES

Headquarters, Regional Offices, and Professional Services focuses on ensuring that
Gwinnett continues to retain, capture, and attract firms specializing in professional,
business, and administrative support services, and leveraging service opportunities
that can be derived from Gwinnett’s internationally diverse business owners and
workforce.

NAICS Definition

524 Insurance carriers and related activities
541 Professional and technical services

551 Management of companies and enterprises
561 Administrative and support services

Challenges and Opportunities

The best approach to bolster professional services employment in the County is to
focus on the needs of existing businesses in the area. The extent to which the
population grows will increase the market size for many of these firms. Making
Gwinnett an attractive place for businesses and people — and marketing it — will also
help local professional services firms grow.

Identifying ways to foster growth in currently underserved areas — for example, legal
services and accounting and bookkeeping — will be a potential growth opportunity
area. For these sub-sectors, and other professional services firms, a growth
methodology would be to work with local residents in these professions interested in
establishing their own practice or consulting firm in their field of expertise.
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Growth in headquarters and regional offices is often most effective when it focuses
on luring parent or subsidiary offices of firms already located in Gwinnett, or the
wider Atlanta region. Thus, working closing on addressing the needs of existing
businesses, and ensuring they perceive the County as a business-friendly place to
operate, is a powerful means of attracting, and growing, corporate headquarters and
regional divisional headquarters.

Gwinnett’s diverse international population also generates economic opportunities
for firms specializing in bilingual services across a broad spectrum of professional
categories. Customizing a component of Gwinnett’s professional services targeting
efforts on servicing the non-English-speaking market will be a potentially lucrative
niche for local firms.

Finally, the majority of employees in Headquarters, Regional Offices, and
Professional Services firms are college-educated. They are often at a socio-economic
level that frees them to base their residence and employment locational decisions on
quality of life factors. Therefore, to retain and expand jobs in this target, it will be
necessary for Gwinnett to effectively market its quality of life attributes, and focus on
overcoming any perceptions or realities of the County as a less-than-ideal living and
working environment for professionals. Attributes to consider can range from
cultural and recreational amenities, to appealing mixed-use neighborhoods, to the
attitudes of the population, and whether they are welcoming to diverse populations
and points of view. To address perceptions, Gwinnett will have to consider how it
markets itself to outsiders; and to address realities, the County will have to consider
what amenity or infrastructure development it can pursue to appeal to a wider-range
of prospective residents.

INFORMATION TECHNOLOGY

Information Technology focuses on retaining and growing Gwinnett’s existing assets
in software publishing, internet broadcasting, data processing, and computer systems
design.

NAICS Definition

5112 Software publishers

5161 Internet publishing and broadcasting

5181 ISPs and web search portals

5182 Data processing and related services

54143 Graphic design services

5415 Computer system design and related services
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Challenges and Opportunities

Innovation has resulted in the rapid change in IT services and products, and
innovation will continue to drive improvements in the value that businesses get from
information and data. Innovation is fueled by three groups: government,
universities, and business and industry. Currently, Gwinnett does not have a local
university or government IT research presence, making it more difficult than it
would otherwise be to sustain strong growth potential in the IT sector. Gwinnett
does, however, have a healthy private sector presence in software publishing, data
processing, computer systems design, and other areas of the IT sector. Providing
support structures for local IT firms and individuals with the potential to create a new
venture or expansion opportunity can lead to local job and income growth.
Additionally, Gwinnett can seek to leverage opportunities from universities and other
research occurring in the broader Atlanta region.

Innovation is also driven by a workforce with the experience and education — often at
the graduate degree level — necessary to enable the creation of new ideas in products
and processes. Thus, it will be important to ensure local higher educational
institutions (Gwinnett Tech and Georgia Gwinnett College) are educating the
workforce for all occupation levels needed to sustain and grow IT businesses.
Additionally, growing the future workforce by focusing on relevant education and
career-awareness programs in IT at the K-12 level will be vital for continued growth in
the target.

Finally, like Headquarters, Regional Offices, and Professional Services, the majority
of IT employees are college-educated, and are often able to select a residence and job
opportunity based on quality of life factors. Therefore, improving the perceptions
and realities of the quality of the living and working environment for professionals in
Gwinnett will apply to this target, as much as it will to the Headquarters, Regional
Offices, and Professional Services target. This is also true for Health Care,
Distribution and Trade, and Advanced Communications.

ADVANCED COMMUNICATIONS

Advanced Communications focuses on retaining and leveraging existing
manufacturing, R&D and other strengths of Gwinnett County related to the rapidly-
changing communications industry.

NAICS Definition

334 Computer and electronic product manufacturing
335 Electrical equipment and appliance manufacturing
517 Telecommunications

5417 Scientific research and development services
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Challenges and Opportunities

Manufacturing companies across the U.S. — including those in Advanced
Communications — are continuously under pressure to compete in this global
economy. The transfer of jobs to China and other low-cost countries will continue to
be a threat. However, manufacturing is still an important part of the U.S. economy,
and companies are adjusting by becoming more productive and innovative.
Gwinnett can make itself a competitive place for advanced manufacturing by
providing a supportive business environment and focusing on developing and
attracting skilled workers.

Because of the nature of the national computer, electronic product, electrical
equipment, and appliance manufacturing industries, and the telecommunications
industry, Gwinnett’s primary focus for the Advanced Telecommunications target will
be to work with existing employers to ensure their needs are being met, and potential
expansion opportunities are pursued. To achieve this, the Gwinnett Chamber will
need a sophisticated business retention and expansion program to identify and
resolve business needs and opportunities.

A key component of that program should be identifying additional education and
training needs of local communications-design firms and manufacturers. Current
related degree programs from local higher education institutions are limited.
Discussions could be had with local Advanced Communications firms to identify
what kind of education and training programs are necessary and can be resolved via
Gwinnett Tech or Georgia Gwinnett College. The local community can also do more
to increase awareness of communications design and advanced manufacturing as
viable career options. These kinds of initiatives begin in middle or high school, and
can be in the form of internships, career days, and mentoring.

Finally, research and development activities in Advanced Communications will be the
primary means of creating new high-growth-potential venture opportunities.
Supporting existing local public and private R&D activities, as well as leveraging
relevant R&D activities in the Atlanta region for economic opportunities in Gwinnett,
will be another important means of bolstering job growth in this sector. Ensuring an
ample supply of future researchers is also important; thus, a focus should be placed
on science and mathematics fields at all levels of the K-12 educational system, as well
as relevant academic programs at Gwinnett Tech and Georgia Gwinnett College.
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APPENDIX B: UNIFIED PLAN DEVELOPMENT PROCESS

The 2030 Unified Plan is an ambitious attempt to coordinate the state-mandated
update of Gwinnett County’s Comprehensive Development Plan with updates of its
Comprehensive Transportation Plan and its Consolidated (Housing) Plan. No county
in Georgia has attempted these three processes in unison.

The ultimate goal of the Unified Plan process is the creation of a plan that can win
widespread community support, guide the key decisions the County must make over
the next decade, and protect and enhance the quality of life of Gwinnett’s current and
future residents.

Primary planning concerns of the plan development process include:

« A dwindling supply of land for development;

« Potential re-development of ageing areas;

« An increasingly complex demographic base;

o Quality of life issues;

« An over reliance on commercial development for tax-base enhancements;
« Road capacity concerns;

« Housing options and affordability;

« County planning priorities; and

« Natural resources supply/capacity.

The Unified Plan is utilizing quantitative research and qualitative input to facilitate a
“scenario-building” process to summarize different growth and development
scenarios for Gwinnett over the next decade plus. County stakeholders will act as a
sounding board for refining technical and policy recommendations of consultants
and staff, resulting in the final development of the transportation, housing, land-use,
environmental, and affiliated guidelines in the final Unified Plan. The plan will be
completed in July 2007. After a series of public hearings, the goal is to have the plan
adopted by the Gwinnett County Board of Commissioners in early 2008.

Partnership Gwinnett and the Unified Plan Similarities and Differences

The simple answer is to say that the Partnership Gwinnett plan is more actively
focused on what needs to happen for Gwinnett to grow economically, how that
growth can best be realized, and who needs to be involved in achieving that growth.
For Partnership Gwinnett, “growth” is defined more in terms of job growth, income
growth, and expansion of the workforce’s capacity and skills-base. Because economic
development today is holistic and inclusive of issues related to education and
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workforce, infrastructure, business costs and quality of life, they were incorporated
into the Partnership Gwinnett process to determine how Gwinnett can become most
competitive for the type of economic growth it desires. Partnership Gwinnett’s
community and economic development strategy is based on a five-year growth
timeframe.

The Unified Plan also focuses on issues of growth, but more in the context of
physical growth and development in the areas of land use, housing, transportation,
environmental concerns, and physical infrastructure for utilities and
telecommunications. It is assessing demographic and quality of life issues to the
extent that these trends can affect growth patterns and determine where people will
be living and working in ten years, and at what levels of density residential and
commercial development can be pursued. The Plan’s economic component is
directed at providing the infrastructure needed to support economic and physical
development. As such, development of planning scenarios will project
infrastructure-related needs based on research-informed economic growth modeling,
including the final Partnership Gwinnett strategy. The Unified Plan will be based on
a ten-year growth timeframe.

There are certainly a few overlaps between the research and development phases of
both processes, and the Partnership Gwinnett lead consultants, Market Street Services
of Atlanta, and the Unified Plan lead consultants, Parsons Brinkerhoff of Baltimore,
pledged to work as closely as possible to ensure that the two planning efforts are
complimentary and not adversarial. Areas of cooperation included sharing data and
results of interviews and focus group sessions, and Parsons Brinkerhoff determining
to utilize the Partnership Gwinnett strategy as one of its planning “scenarios” in the
development of the Unified Plan.

Partnership Gwinnett Strategy 66
December 2006



 MARKETS!

APPENDIX C: BENCHMARKS AND PERFORMANCE
MEASURES SOURCE GUIDE

Overall Strategy

Total Jobs
Source: U.S. Bureau of Labor Statistics Quarterly Census of Employment and
Wages (http://www.bls.gov/cew/home.htm)

Total Establishments
Source: U.S. Bureau of Labor Statistics Quarterly Census of Employment and
Wages (http://www.bls.gov/cew/home.htm)

Total Wages
Source: U.S. Bureau of Labor Statistics Quarterly Census of Employment and
Wages (http://www.bls.gov/cew/home.htm)

Average Annual Wage
Source: U.S. Bureau of Labor Statistics Quarterly Census of Employment and
Wages (http://www.bls.gov/cew/home.htm)

Per Capita Income
Source: U.S. Bureau of Economic Analysis Local Area Personal Income
(http://www.bea.gov/bea/regional /reis/)

Labor Force Participation Rate
Sources: U.S. Census Bureau Population Estimates Age Data
(http://www.census.gov/popest/age.html) — for potential workforce ages 18 to
69; U.S. Bureau of Labor Statistics Local Area Unemployment Statistics
(http://www.bls.gov/lau/home.htm) — for labor force

Unemployment Rate
Source: U.S. Bureau of Labor Statistics Local Area Unemployment Statistics
(http://www.bls.gov/lau/home.htm)

Poverty Rate, Total
Source: U.S. Census Bureau American Community Survey
(http://www.census.gov/acs/www)

Poverty Rate, Under 18
Source: U.S. Census Bureau American Community Survey
(http://www.census.gov/acs/www)

Goal I: Economic Diversification & Wealth Creation

Total Jobs, Health Care
Source: U.S. Bureau of Labor Statistics Quarterly Census of Employment and
Wages (http://www.bls.gov/cew/home.htm)

Total Jobs, Distribution and Trade
Source: U.S. Bureau of Labor Statistics Quarterly Census of Employment and
Wages (http://www.bls.gov/cew/home.htm)
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Total Jobs, HQ, Regional Offices, and Professional Services
Source: U.S. Bureau of Labor Statistics Quarterly Census of Employment and
Wages (http://www.bls.gov/cew/home.htm)

Total Jobs, Information Technology
Source: U.S. Bureau of Labor Statistics Quarterly Census of Employment and
Wages (http://www.bls.gov/cew/home.htm)

Total Jobs, Advanced Communications
Source: U.S. Bureau of Labor Statistics Quarterly Census of Employment and
Wages (http://www.bls.gov/cew/home.htm)

Total Firms Visited Annually for BREP Program
Source: Gwinnett Chamber

% of Target Business Sector Firms with More than 75 Employees Visited Annually
Sources: U.S. Bureau of Labor Statistics Quarterly Census of Employment
and Wages (http://www.bls.gov/cew/home.htm) — for total number of target
business sector firms; Gwinnett Chamber — for number of firms visited

Average Employees per Establishment
Source: U.S. Bureau of Labor Statistics Quarterly Census of Employment and
Wages (http://www.bls.gov/cew/home.htm)

Minority-Owned Establishments
Source: U.S. Census Bureau Economic Census
(http:/ /www.census.gov/econ/censusoz)

Goal II: Education and Workforce Excellence

% with High School Diploma
Source: U.S. Census Bureau American Community Survey
(http://www.census.gov/acs/www)

% with Two-Year Degree
Source: U.S. Census Bureau American Community Survey
(http://www.census.gov/acs/www)

% with Four-Year Degree and Trade
Source: U.S. Census Bureau American Community Survey
(http://www.census.gov/acs/www)

% Enrolled in Post-Secondary School
Source: U.S. Census Bureau American Community Survey
(http://www.census.gov/acs/www)

Goal III: Quality of Life Enhancements

Average Time to Complete Permitting and Zoning Approval Process
Source: Gwinnett County Department of Planning and Development
% Commute via Public Transportation
Source: U.S. Census Bureau American Community Survey
(http://www.census.gov/acs/www/)
% Live and Work in Gwinnett
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Source: U.S. Census Bureau American Community Survey
(http://www.census.gov/acs/www/)

% Less than 20 Minutes Commute Time
Source: U.S. Census Bureau American Community Survey
(http://www.census.gov/acs/www/)

Gwinnett Council of Arts Revenue
Source: Gwinnett Council of Arts

Gwinnett Parks and Recreation Division Budget
Source: Gwinnett Parks and Recreation Division

Violent Crime Rate
Source: U.S. Department of Justice Bureau of Justice Statistics
(http://bjsdata.ojp.usdoj.gov/dataonline)

Property Crime Rate
Source: U.S. Department of Justice Bureau of Justice Statistics
(http://bjsdata.ojp.usdoj.gov/dataonline)

Goal IV: Marketing and Outreach

% 25 to 34 Years Old
Source: U.S. Census Bureau American Community Survey
(http://www.census.gov/acs/www)
% of Voting Age Population Voting in Presidential Election
Sources: U.S. Census Bureau Population Estimates Age Data
(http:/ /www.census.gov/popest/age.html) — for population 18 and over;
Georgia Secretary of State (http://www.sos.state.ga.us/elections/
voter%sFregistration/credit_for_voting_reports.htm) — for total votes cast
% of Voting Age Population Voting in Mid-Term Election
Sources: U.S. Census Bureau Population Estimates Age Data
(http:/ /www.census.gov/popest/age.html) — for population 18 and over;
Georgia Secretary of State (http://www.sos.state.ga.us/elections/
voter%sFregistration/credit_for_voting_reports.htm) — for total votes cast
501(c)(3) Total Revenue Reported
Source: National Center for Charitable Statistics
(http://nccsdataweb.urban.org/tablewiz/tw_bmf.php)
501(c)(3) Assets Reported
Source: National Center for Charitable Statistics
(http:/ /nccsdataweb.urban.org/tablewiz/tw_bmf.php)
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