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A. INTRODUCTION

According to the Economic Development Administration
(EDA), Comprehensive Economic Development Strate-
gies (CEDS) are designed to bring together the public
and private sectors in the creation of an economic road-
map to diversify and strengthen the regional economies.

First, the CEDS is intended to provide an account-

ing of regional strengths, weaknesses, opportunities,
and threats. For this analysis, MetroCOG serving as
the regional council of governg for the Greater

e and document

ot data. The

egy that prioritizes all investment opportunitie
local and regional agencies that will be resp

sources that will help bring these opportunities to
tion. The EDA also notes that a CEDS must be a perfor-
mance-based plan resulting from an ongoing economic
development planning process, cultivated with broad
based and diverse public and private sector participa-
tion.

This Strategy Document focuses on the second and third
EDA requirements and is the culmination of the work
presented in the Technical Appendix. Ultimately, the fol-
lowing narrative details recommendations for a compre-
hensive regional economic development initiative. The
strategies presented in this document reflect the advice
and recommendations from the MetroCOG staff, the
established CEDS Strategy Committee, RKG Associates,
and the stakeholders that engaged (and were engaged)
throughout this effort. It is important to note that this re-
gional strategy is not intended to supplant continued dis-
cussion, engagement, and analysis by—and on behalf
of—the individual municipalities” economic development
efforts. Rather, this CEDS strategy is intended to supple-
ment those individual efforts, creating greater efficiency
and efficacy in those economic development initiatives
that would benefit from a regional focus, rather than a
local one.

B. METROCOG &
THE CEDS

MetroCOG is a multi-discipline regional planning
organization that is guided by a cooperative partnership
between the Region’s six member municipalities: the
City of Bridgeport and the Towns of Easton, Fairfield,
Monroe, Strafford, and Trumbull (Map 1). MetroCOG
is one of nine planning regions in the State of Connecti-
cut and is responsible for cooperative planning across
many areas including land use, transportation, housing,
public facilities, open space, environment, energy, and
economic development. Connecticut's planning regions
provide a geographic framework for municipalities to
jointly address common interests and coordinate these
interests with state and federal plans and programs.

MetroCOG works closely with its municipal partners to
identify projects, programs, funding opportunities and
best practices that are strategic to achieving a shared
vision for the Region. Member municipalities are com-
mitted.to a cooperative and proactive partership that
ens the region, home fo the state's most populous
well as key fransportation connections to metro-

efropolitan Planning Or-
includes MetroCOG's

Chief Elected Offici e ten municipalities and the
chairpersons of the®t@gion's two transit districts: Greater
Bridgeport Transit and the Valley Transit District.

As one of the nine multi-discipline, regional planning
organizations and state designated Council of Govern-
ments, MetroCOG provides a framework for municipal-
ities to jointly address common interests, and coordinate
these infterests with federal and state plans, projects, and
programs, with economic development being one of
those primary initiatives. According to Connecticut Gen-
eral Statutes 32-741, Section a.5. “a regional council of
governments, as defined in Section 4-124i" is one such
entity that can be esfablished as a Regional Economic
Development District. Furthermore, in Section B of C.G.S
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32-741, REDDs must “encompass one or more of the
planning regions” that exist in the State of Connecticut.
MetroCOG has been coordinating with the six-member
municipalities and other regional stakeholders to be-
come the designated Regional Economic Development
District. Being designated as a REDD allows the agency
fo conduct regional economic planning initiatives for
Greater Bridgeport.

C. THE CED
STRATEG
COM

MetroCOG coordi

affiliations within the Region.

| MetroCOG Regi
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Representing Organization

N | . .
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Interiors
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D. PURPOSE &
VISION

Before a strategic action plan can be developed, a
Region must first agree upon its desired outcomes. As
part of the CEDS update process, RKG and the Metro-
COG sfaff led a robust public engagement campaign
to understand elected leaders! business owners, imple-
mentation pariners, and residents’ goals for economic
development. Feedback gatheggd through a compre-
hensive outreach and engog ocess (defailed in

maitrix.

To create a unified regional econo
strategy that empowers the Regiog

strategies in an effective and efficient manner,

VISION

To position the MetroCOG Region to become the
standard for a highly effective regional economic
development strategy that preserves the Region’s rich
production-based employment history, promotes the

continued growth of existing businesses, and creating
new businesses.

E. ECONOMIC
DEVELOPMENT
GOALS

Building upon the purpose and vision, RKG Associates
met and worked with local elected officials, municipal
staff, MetroCOG staff, local businesses and the CEDS
Strategy Committee to define specific economic devel-
opment goals based on community feedback and the
empirical analyses detailed in the Technical Appendix.
These goals are meant to inform regional actions under-
taken by the various economic development stakehold-

ers within the MetroCOG Region. The broad, compre-
hensive goals are organized into two categories: [1]
Procedural Goals and [2] Outcome goals. Procedural
Goals are those actions to position the Region to
achieve economic development success through stron-
ger organization and collaboration. Outcome Goals
are those economic development actions the Metro-
COG Region seeks to achieve success.

1. PROCEDURAL GOALS

Leverage local, regional, and statewide

partners to implement action items.
Economic development activities are already under-
way within the Region. At the local level, five of the six
municipalities have professional economic development
staff, and the local chambers of commerce are active
in economic development. The planning process also
identified several private and non-profit entiies working
to promote business growth and development as well.
There are several regional and statewide agencies and
entities that offer marketing, workforce development
ond financing programs. Those resources should be
ated into the regional economic development
s, where appropriate, to increase capacity and
fise while eliminating any duplication of services.

tners and key stakeholders.
race their respective role.

will be to coordinate a
responsibilities for th

ree upon specific roles and
onal effort.

Continue to promote more predictable
and consistent review and approval pro-

cesses. Development processes are controlled at the
municipal level and are not consistent across the Region.
Establishing more consistent practices would help a
regional business recruitment and refention process by
reducing uncertainty for a prospect seeking to locate in
the region but unsure of which municipality to locate. At
a base level, having a regional ombudsman program
that is familiar with the different approaches could assist
businesses through those processes. More strategically,
working to create consistent procedures, where reason-
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able, would reduce barriers to economic development
across the region.

Become more proactive in fostering

catalyst projects. Each municipality has its own
capability and process for partnering with the investment
community fo encourage new catalyst projects. Often-
times, these investments layer local and state funding
sources together. However, that capacity sometimes

is not sufficient to bridge the gap for a project to be
financially viable. The creation and implementation of a
regional investment program co@ld accelerate catalyst
projects by bringing togethe es that are currently
unavailable.

Improve the e iveness andiefficien-

regional level. While there
nomic development efforts being imp
Region, there is no entity that is mg
nating these efforts to maximize efficiency and
This CEDS planning process led to a series of
mendations focused on the structure, operatia

Implement a proactive community

reach and education initiative. The Met-
roCOG Region’s diverse and complex marketplace
is challenging to understand for trained professionals.
Expecting citizens within each municipality to understand
the “who, what, where, when, and why" of economic
development without assistance is unrealistic. Helping
inform the community of the benefits of the economic de-
velopment process by minimizing confusion and specu-
lation will only strengthen support for and parficipation in
economic development investment. Further, the business
community currently is not well engaged in economic
development outside the local chambers of commerce
board members. The regional economic development
process will require a collaboration between the busi-
ness community and the municipalities to reach ifs full
potential.

2. OUTCOME GOALS

Engage and support more existing busi-

nesses. One of the earliest priorities that developed
through this process was to preserve and support exist-
ing businesses in the Region. Llocal leaders, professional
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economic development staff, the business community,
and citizens all noted the importance and value of
changing perceptions about being unfriendly to busi-
nesses. There also is general recognition that helping
our existing businesses thrive and grow will be a more
cost-effective way to generate new investment and job
growth. Given one in six businesses that participated in
the business survey (detailed in the Technical Appendix|
indicated their inferest in engaging with a regional eco-
nomic development partner to strengthen their business,
this initiative could create substantial investment in a short
amount of time.

Create a more comprehensive support-
ive environment to foster start-up busi-

nesses. Small business and entrepreneurial devel-
opment programs already exist within the MetroCOG
Region (i.e., SCORE at Housatonic Community College
and the IHub Coworking Space at Sacred Heart
University) but are not well coordinated or marketed.
Access to capital and investors is less organized. A
regionally coordinated entrepreneurial development
program that fies formal education, physical and finan-
ponents together would foster a more effective
rom within’ strategy in the Region.

proactive target industry

rt. Currently, business recruit-
Region is a product of the indi-
d on statewide economic
egional recruitment straf-
ith any larger statewide

e MetroCOG mu-

ifment sfrategies.

programs, it is nof cost effective
nicipalities to operate six sepa
This CEDS document identi
clusters that exist and thrj

et industry
thin the Region regardless
of specific municipalj concerted recruitment effort
will ensure a unifie rketing message, reduce costs
compared to several local efforts, and foster a more
collaborative process.

Continue implementing existing capital

improvement strategies — One of the chal-
lenges facing new development is access to or lack of
suitable fransportation and utility infrastructure. Several
efforts are underway,/recently completed to identify
strategic efforts to improve both. These investments
provide significant benefit fo existing residents and busi-
nesses while also improving the viability of longer-term
economic development efforts.



Proactively market the defined economic

development vision. Marketing and outreach
are core components of economic development. This
CEDS has litfle value if no one knows about the policies,
programs, inifiatives, and efforts underway to execute if.
Creating baseline marketing materials that detail perti-
nent refention, expansion, and recruitment information

is a fundamental need for proactive marketing. Further,
a unified economic development brand is a strong first
step in selling the MetroCOG Region as a singular mar-
ket rather than six individual markets. The CEDS process

recognized the need fo enhap facets of outreach

and social media activit
the regional effort.

F. SUSTAINABILIT
PRINCIPLES

This CEDS development process has engaged several
community leaders, critical implementation partners, the
business community, and citizens of the MetroCOG
Region. This proactive effort has identified challenges
that businesses currently face, the various perspectives of
what ‘economic development’ means, and opportunities
to improve the local business climate that can benefit all
MetroCOG residents. The CEDS process focuses on
those opportunities where there is regional consensus.
The momentum gained through this process needs to be
sustained—and expanded—for the region to maximize
its effectiveness and efficiency in preserving, expand-
ing, and attracting more business investment and job
retention/creation. Failure to maintain an active public
engagement effort and provide background on the
principles behind the region's economic development
effort can lead to dissension which reduces buy-in and
cooperation. The following principles should be focal
points as the regional economic development efforts
are formalized and executed to guide future economic
development decision making.

BUILDING BLOCKS
FOR SUCCESS

|dentify n Analyze

Implementation is a process and not an

Build

Infrastructure

event — One of the more common challenges com-
munities face is establishing unrealistic expectations in
terms of the timing and scale of results. RKG Associates
has participated in many discussions during this pro-
cess focusing on roles and responsibilities, funding and
financing, and prioritization of a regional economic
develepment effort. While RKG encourages the com-
o debate expectations and ensure implemen-
efficiency, getting a regional initiafive functional
equire an investment of time and resources to build

will be focused on adopting an
establishing new programs an and collect-
successful

. It will be crifical for the
individual municipal rship to embrace the evolution
process for a regiongleconomic development strategy
and champion realistic, but well defined, performance

metrics.

and better track perfor

Maintain partner coordination — As men-
tioned, there are several public, non-profit, and private
entities currently engaged in various facets of economic
development within the Region. Some act at the mu-
nicipal level, others are focused on specific industries
regardless of location, and others sfill operate in and
beyond the MetroCOG boundaries. The intent of this
process is not to usurp or supplant these partners and
their efforts, but rather better coordinate and collaborate
at the regional level so that the defined goals are more
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readily, and cost effectively, achieved.

Itis RKG Associates recommendation that the public
and private sectors form a partnership fo implement the
regional economic development efforts outlined in this
plan. This approach provides three primary benefits.
First, there currently is no entity that has the technical ex-
pertise, sufficient funding, or the organizational structure
that can efficiently bring together public, non-profit, and
private funding. This regional effort will require resourc-
es beyond what the six municipalities currently invest in
economic development. Any regional implementation

alliance. Finally, a regiona
expansion, and recruitment will have
and credibility within the private sg
approach.

Be creative and flexible when im

menting — This strategy document is not i
be a literal guide for economic development effg
concepts and strategies provided by the consultant are
inferpretations of industry best practices to achieve the
defined vision based on the unique market, financial,
and political circumstances in the MetroCOG Region.
Given the long-term timeframe of several of these rec-
ommendations, many of the contributing factors relevant
fo those specific recommendations may (and most likely
will) change over time. In these situations, alternative
approaches may be more appropriate to reach the stat-
ed vision. An initial test on determining whether the ac-
fion in question remains a worthwhile pursuit is finding @
balance between the needs of the market and the stated
vision. If 'success’ no longer can be achieved without
compromising the community's collective value system,
then a different approach—or new initiative —should be
pursued. To this point, this document should be viewed
as guidelines for action and not prescriptive edicts.

Be strategic, and not ad hoc — Communi-
fies offen see an increase in investment interest upon
completing an effort like this. The potential for enhanced
community investment, more aggressive refention and
expansion efforts, and reconsideration of past policies
can increase private sector speculation within the mar-
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ketplace. Unfortunately, not all investment inferest will
be consistent with the agreed-upon goals. While RKG
encourages ifs clients to be flexible in implementation,
we also encourage them to make sure that any devia-
fions from the plan be consistent with the long-ferm vision
identified through this process. For example, approv-
ing a new residential subdivision in the middle of land
zoned for industrial development could create future
conflicts when industrial investment begins in that subdivi-
sion’s ‘back yard.’

Being proactive can provide greater

opportunities — Many communities implement
economic development efforts by reacting to demands
from the marketplace and not the vision established by
the process. Getting ahead of the investment market
provides several benefits. Most notably, engaging with
business prospects or property owners before there is an
established plan can lead to more creative solutions that
meet the needs of both the public and private partners.
This proactive engagement provides greater understand-
ing of the economic development vision and can create
investment strategies to leverage that vision.

ic development is a pursuit of opportu-

, and not a guarantee of success. The education
outreach efforts detailed in the implementation strat-

t and change to
osfs do not

ness of these regional efforfs is j
approach/actions should o
justify the results.



G. ECONOMIC
RESILIENCE

The United States Economic Development Administration
(EDA) has aptly linked regional economic prosperity

to an area’s ability to prevent, withstand, and quickly
recover from maijor disruptions (i.e., ‘shocks’) to its eco-
nomic base. Enhancing the Greater Bridgeport Region's
economic resilience enables its member communities

to more quickly recover from opéof these disruptions.
However, in the context of
economic resilience becg
' from a shock,
the ability

or international economy which impact de
locally produced goods and consumer s
* Downturns in particular industries that cons
critical component of the region’s economic @

and/or

e Other external shocks (a natural or man-made
disaster, closure of a military base, exit of a major
employer, the impacts of climate change, efc.).

At the regional level, having economic development
capacity is instrumental in building economic resilience.
Economic development professionals and organiza-
tions offen become the focal point for post-incident
coordination, information dissemination, responding to
external inquiries, and the lead grant administrator for
federally funded recovery initiatives. In building eco-
nomic resilience, it is critical that economic development
organizations consider their role in the pre- and post-in-
cident environment to include steady-state and
responsive iniiatives. Steady-state initiatives tend to
be long-term efforts that seek to bolster the community or
region’s ability to withstand or avoid a shock. Respon-
sive initiatives can include establishing capabilities for
the economic development organization to be respon-
sive fo the region'’s recovery needs following an incident.

Analysis |

Strengths Weaknesses

Proximity to Major
Markets
Transportation Network
Skilled Regional
Workforce

Production-Based
Economy

Unified Vision

Coordination/
Cooperation

Lifestyle Options

Physical Inventory
Implementation Public Perception

Infrastructure

Value Proposition

Opportunities Threats

HiCEEFET Regional Execution
Redevelopment :
Intra-Region

Local Talent Competition

Zatalyst Sites Aging Workforce

Cnirepreneurial Housing Affordability

Development L
P Parochialism
Housing Type & Price

N Funding Structure

companion nical App details the empiri-
cal, anecdotal, and engageme
in a Strengths, Weaknesses,
(SWQOT) analysis for th
which Table 1 summagi
detailed later in thi
mize the strengths o
challenges to enhance economic development opportu-

nities and address the most substantial economic threats.

er Bridgeport Region,
he implementation strategy
ment was structured to maxi-
e Region and mitigate the greatest

Most notably, the analysis revealed that the Greater
Bridgeport Region should focus on its responsive goals
in the short-term, enhancing regional economic devel-
opment capacity, collaboration, and information shar-
ing. At a base level, there is litfle formal and consistent
coordination and collaboration due to the lack of public
and private support for a regional economic develop-
ment approach. More strategically, Connecticut has a
long-standing priority for policy and engagement at the
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municipal level (codified by Public Act 152 in 1959).
Additionally, local funding structures have created disin-
cenfives for municipalities fo engage and fund regional
organizations with authority to make decisions that affect
the local municipalities. Within economic development,
a lack of regional effort can make some larger-scale
efforts very cost ineffective (as they are executed across
several smaller jurisdictions) and highly competitive (the
zero-sum game theory). From a resiliency perspective,
this microeconomic approach hinders a region's ability
to recover, identify, and mitigate those disruptive events.

That said, the included implem ion plan identifies

in addition to the Region'slare
base. Further, a more robust and pro

the target industry analysis provides recommend
on how to better diversify the regional economy while
strengthening existing clusters through growing horizonal
and vertical supply chains.

Ultimately, the CEDS implementation strategy provides
specific objectives and actions to enhance the Greater
Bridgeport Region’s ability and capability to endure—

and avoid—economic disruptions in the future.

10 MetroCOG | RKG | CEDS | Strategy

H. TECHNICAL
ANALYSIS SUMMARY

The Technical Appendix details the results of the empiri-
cal and community engagement analysis. The following
section highlights the major findings from that effort.

1. DEMOGRAPHIC
ANALYSIS

The MetroCOG region is aging — like

much of the U.S., the MetroCOG region has a large
concentration of Baby Boomers (persons born between
1943 and 1968). This population represents a dispro-
portionate share of age cohorts (particularly compared
to the Generation X cohort). As Baby Boomers continue
fo reach refirement age, the need fo find additional
workforce will be necessary to maintain existing employ-
ment levels in addition fo accommodating any new job
growth in the region.

owing need is further exacerbated by the Baby

ical housing turnover will require
iies to encourage new housing

odate a range of price
e crifical to long-term

— MetroCOG has a
arly within the City of Bridge-
t population growth trends
indicate that the region’s population base is growing in
racial and ethnic diversity. This is an economic develop-
ment opportunity, as the MetroCOG region can build
upon this momentum to develop new ethnic-based busi-
nesses and minority enfrepreneurs. Anecdotal feedback
from regional leaders identified several opportunities to
create new paths fo business and job creation through
stronger engagement with the region’s minority popula-
tions.

continuing to dive
diverse population, p
port. Historic and

The MetroCOG region has an income

dichotomy — The data analysis indicate that the City
of Bridgeport and the surrounding Towns have very dif-



ferent socioeconomic conditions, from income to educa-
tion to housing tenure. From an economic development
perspective, this dichotomy can adversely impact busi-
ness recruitment. At a base level, access to employment
centers outside Bridgeport is not always convenient or
cost effective for all workers. Having limited access to

a variety of labor skill sets can impact business location
decisions. More strategically, the changing urban/sub-
urban dynamics has created challenges to gamer public
support for some types of development.

growth within
atic and

The comparable slowe
MetroCOG is both

predictive — The
as rapidly as other Fgi

has not grown
Coast”

likely will continue to experience more modest
growth.

2. ECONOMIC BASE
ANALYSIS

The region is an employment center,

but exports labor — The MetroCOG region is
an employment center with industry concentrations in
manufacturing, health care, and retail /services. In fact,
the MetroCOG region experienced a 5 percent net in-
crease of jobs between 2010 and 2020 while Fairfield
County and the Stafe of Connecticut experienced little
or no growth. Despite this, more than twice the number
of working MetroCOG residents commute out of the
region for work than stay to work locally. Data indicates
these individuals tend to work in other coastal employ-
ment centers in Connecticut and New York.

Anecdotal data from local business leaders and real
estate professionals indicate that the MetroCOG region
offers a comparatively affordable housing alternative to
areas like lower Fairfield County, as well as strong trans-
portation connectivity. From an economic development
perspective, this presents an opportunity to market entre-
preneurial programs that would enable these workers to
create their own businesses and work closer to home.

The region needs to attract younger
workers to replace the existing aging
workforce in order to sustain existing

economic activity — Asnoted in Section 2:
Demographic Analysis of the Technical Appendix, a
substantial part of MetroCOG's and Fairfield Coun-

ty's workforce is nearing refirement age. Countywide,
this cohort {persons 55 years-old and older) fotals

more than 115,300 workers, constituting almost 28% of
Fairfield County's existing workforce. While this cohort
offers a substantial opportunity fo promote enfrepre-
neurial development (as many of these workers are very
experienced and, in the peak, earning years of their
careers), economic development efforts to ensure the re-
gion can aftract—and house—workers to replace these
individuals as they retire should be an important focus for
the region.

The region’s strongest employment
growth is in jobs requiring minimal ed-
ucation — Since 2010, jobs in Fairfield County

requiring a high school education (or less) increased by
etthan 16,700 jobs, or 15 percent. In confrast, jobs

ed by more than 9,300. While consistent with
ide and ngtional trends, this finding indicates two

ention and targeting efforts as well

as individual residents’ career ion and career

development.

ector remains the
rimary’ employment

The manufacturi
region’s larg
sector — Primary employment sectors are those
industry groups where their consumer base is largely
oufside the immediate region. These sectors are vital to
a region’s ability to increase wealth, as the profits and
salaries paid generally come from money collected

from outside the community rather than a redistribution

of money already circulating in the community. With-

in MetroCOG, the manufacturing sector is the largest
primary employment base. The CEDS analysis indicate
that a stronger regional effort fo preserve existing manu-
facturing businesses and jobs should be a cornerstone of
future economic development efforts.

MetroCOG | RKG | CEDS | Strategy 11



3. REAL ESTATE ANALYSIS

The economic development strategies

will not be universally applicable — The
land use and real estate analyses confirm that economic
opportunities and strategies vary greatly between the six
MetroCOG municipaliies. While the City of Bridgeport
is unique within the region, given its long-time industrial
and maritime hisfory, the five other municipalities have
their own development patterns and stated economic
development goals. Most notably, the Town of Easton
has very litle non-residential g and only three
brick-and-mortar businesse ys with local lead-

port remains the largest non-residential market
within the MetroCOG Region, very little new ¢

former office buildings into residential uses. In co
Monroe, Stratford, and Trumbull have realized more
than 5.7 million square feef of new commercial and
industrial development since 2000. Real estate profes-
sionals indicated several factors that have caused this
disparity including perceptions of safety, fransportation
access, and suitable land for development/ redevelop-
ment. From a real estate perspective, the lack of unde-
velopable land in Bridgeport will require adaptive reuse
and/or redevelopment for the city to capture more
investment, and the financial feasibility of those efforts
are limited at this fime.

Historic trends do not necessarily pre-

dict future opportunities — Employment
projection data, largely based on historic trends, indi-
cate the MetroCOG Region is poised to experience a
contraction in demand for new non-residential develop-
ment, particularly within the industrial sector. However,
recent market performance data and feedback from
local real estate professionals indicate that demand
remains strong, and the challenge is the appropriate-
ness of existing space more than waning demand. At a
base level, recent market performance in the industrial

12 MetroCOG | RKG | CEDS | Strategy

sector indicate that building consumption has remained
strong including the delivery of new faciliies. That said,
there was consensus among industry professionals that
business and employment growth potential is not being
maximized due to a more reactive approach being
taken regionally compared to surrounding markets in
Connecticut and New England.

There is need for better non-residential

space in the region — One of the primary issues
identified by local real esfate professionals is the mis-
match between the existing building space available to
new (or growing) businesses and their need. Most of
the Region'’s non-residential building inventory is more
than 50 years old. These spaces were built with @
different focus and available technology. More mod-
ern space with better market-defined amenities could
increase business—and job growth—within the region.
Unfortunately, the financial feasibility of delivering this
space is challenging due to limited locations that allow
this development, the need for environmental remedi-
afion, and the comparative refurn from other land use
types, particularly residential development.

ible 2: National Top Site Selection Factors | 2019
MetroCOG Regior

Construction Costs

6 Corporate Tax Rate -
7 Energy Availability and Costs v
8 Tax Exemptions v
9 Environmental Regulations v
10 Proximity to Major Markets A

A Green Triangle, Competitive Strength
VW Red Triangle, Competitive Strength

=== Black Bar, Consistent with Competitors

Source: : Area Development Magazine &
RKG Associates, Inc. 2020



Table 3: CEDS
Previous & Proposed
2009 One Coast,
One Future 2021 MetroCOG Region
BioScience legacy Manufacturing

Aerospace
Finance & Insurance P

Medical Equipment & Supplies

Healthcare Intermediate Parts

Maritime Industries Consumables Manufacturing

Tourism

Source: RKG Associate

are primarily driven af the local ley
proach is appropriate for certain scales and
developments, there is inherent value to a mo
approach in certain instances. Unfortunately,
often a disconnect between where resources aree
able and where development is most appropriate:
MetroCOG Region would benefit from a more coordi-
nated, and jointly funded, economic development effort
that could bridge those divides.

4. TARGET INDUSTRY
ANALYSIS

The target indusiry analysis combines empirical data
assessment with qualitative market analysis. Data

points, such as current location quotient and historical
employment growth, provide a clear measure of how
successful and impactful a given industry has been within
the MetroCOG Region. This information is juxtaposed
against more qualitative analysis, such as local and
regional appropriateness and land use appropriateness,
to assess and identify non-traditional targets and priori-
fize various opportunities. Each rafing criteria was then
scaled based on input from the community (detailed in
the accompanying Technical Appendix) and RKG Asso-
ciates’ professional judgment.

The MetroCOG Region has some competitive advan-
tages and disadvantages within these top site selection

criteria (Table 2. The region’s physical location pro-
vides it with many competitive advantages. The com-
munity is located along 1-95, connecting the region to
all other major markets that are located along the East
Coast. Additionally, the region is in close proximity to
both New York City and Boston, allowing MetroCOG
residents and businesses close access to these markets
as both customers, suppliers, and employers. The area’s
well-educated population means a strong availability
of skilled labor. Compared to elsewhere in Connecticut,
primarily lower Fairfield County, occupancy costs are
cheaper in the Region. This is both an advantage and
disadvantage, as the region is able to attract tenants
wanting fo be in Fairfield County but unwilling or unable
fo pay for more expensive locations. However, construc-
tion costs are similar in the MetroCOG Region to other
areas of Fairfield County, meaning that all else equal,
developers would rather build in areas where they are
likely to net a higher return.

Quality of life in the region involves tradeoffs. While the
region is relatively more affordable from a total cost
perspective, the area does not have the amenities that
other communities in Fairfield County offer. Ad-

y, the region suffers from a relatively high cost
g business, including taxes, labor costs, energy

It region that have
experienced significant econo th over the past

ten years.

The results of this effort e a list of industry clusters
that offer the Metro jurisdictions the greatest po-
tential for industry refention, expansion, and recruitment.
Table 3 details the Target Industries identified in the
2009 One Coast, One Future CEDS (of which the Met-
roCOG Region was a part) and the proposed Target
Industries for the Region in 2021. As noted, the pro-
posed Target Industries are more focused on the specific
strengths and opportunities of the MetroCOG Region,
and less so on the larger One Coast, One Region study
area (defailed in Section 2 — Demographic Analysis of
the Technical Appendix). More specifically, the pro-
posed Target Industries identify the continued oppor-
tunity and potential of key components of the Region’s
production-based economy.
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Table 4: Industry Cluster Assessment

larget Industries

Industry

Cluster Established Growth Emerging

Aerospace ) Aircraft Engine and Engine Parts Manufacturing
Manufacturing Aircraft

Manufacturing

Other Aircraft Parts and Auxiliary
Equipment Manufacturing

Medical
Equipment
Manufacturing

Surgical and Medical
Instrumentdanufacturing

Deftal Laboratories

Dental Equipment and Supplies Manufacturing
Surgical Appliance and Supplies Manufacturing
Ophthalmic Goods Manufacturing

Intermediates
Manufacturing

Measuring and Control
Instrument Manufa€turing

Maehinery Ménufecturing

Metal Treatments
Materials Manufacturing

Electrical Equipment and
Appliance Manufacturing

Consumables
Manufacturing

Commercial Bakeries
Breweries

Distilleries

Frozen Food Manufacturing

Other Artisanal Food Product Manufacturing

Health Care

Hospitals
Medical /Dental Offices

Nursing Facilities

Servicesfor the Eldérly
Confinuing,Care Facilities
Medical labefatories

Research and Development

Pharmaceuticals

Recreation and
Leisure

Dining Out Venues

Entertainment /Performing Arts Venues

Cottage Artisang

Physical Artists

Waterfront Activities

Maritime'Support Industries

Source: RKG Associates

As noted, this does not indicate that all other industry
sectors cannot be successful locally. Rather, these chosen
clusters most likely will maximize the return on staff and
money invested in marketing and assistance. Table 4
provides greater detail of specific industry groups that
provide the MetroCOG Region the best chance for

success in refention, expansion, and recruitment.
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. ECONOMIC
DEVELOPMENT
RELATED CAPITAL
PROJECTS

V'

The MetroCOG Region has several entities that invest in
capital projects to benefit the residents and businesses
within the region. These projects range from small com-
munity improvement investments to substantial transpor-
tation projects. RKG Associates identified the capital
improvement programs for each of the municipalities as
well as those for regional and state entities (i.e., the State
of Connecticut Department of Transportation) to identify
capital projects that may have catalytic impacts on the
Region's economic development efforts based on the
following criteria (Table 5).

Table 5: Capital Projects with Economic Development Potential |
Fiscal Year Mumnicipality Description Total Cost
Y2022 0015:083 Rehab Br 02475 o/ Pequonnock River $20,000,000
(Phase 2)
FY2022 0015-0368 Bridgepor Realign @ Lafayette Cir. &Improvs on $12,000,000
SR 700
Widen Br 03532 to Increase Exiting
Y20zl 0015-0382 apacity af Exit 27A to CT 8 NB $9,000,000
FY2024 0015-0385 CT 130 ab Br 03637 {Movable) o/ Yellow $15,000,000
FY2021 0015-xxx 1 [-95 $5,000,000
FY2021 0050-0220 Duck Farm Rd Fairfield $7000,000
FY2023 0050-xxx1 [-95 Fairfield /Bridg $24,000,000
FY2021 0138-0245 UsS 1 Stratford Norih RR (IBP) $23,140,000
FY2021 0138-0248 -95 Strafford Fullinterchange af Interchan $37458 486
new SB off-ramp & new
FY2021 0173-0415 CT 25 Trumbull ETQZE Br06750 | o/ Unnamed $1,830,000
FY2025 DOTO301 NHL Stratford NHL - Main Street Bridge, Stratford $35,000,000
FY2025 DOTO30I NHL Stratford NHL - East Main Street Bridge, Stratford $25,000,000
FY2023 0045-0089 Route 59 Easton Shared use path $1,200,000
FY2023 DOTO3010168 NHL Stratford NHL - DEVON Moveable Bridge $65,000,000
FY2021 DOTO410 GBTA Bridgeport GBIA - Bridgeport Infermodal Cenfer $750,000
Improvements FY 21
, Gateway To South End/Citywide
FY2022 N/A N/A Bridgeport Sirategic Acquisiion $4,000,000

confinued on next page
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Table 5: Capital Projects with Economic Development Potential |

Fiscal Year Project Route Municipality Description Total Cost

FY2021 N/A N/A Bridgeport Amphitheater Additional Funding $4,500,000
FY2022 N/A N/A Bridgeport Beardsley Zoo Improvements $6,665,000
FY2022 L084-0001 Trail Monroe Pequonnock River Trail extension $1,500,000

Route 25 & Capacity & intersection improvements
FYIED N/A Route 111 Monroe /Trumbull (see 25/111 Corridor study) $TBD
FYTBD N/A oute 127 Trumbull Trumbull Center improvments $TBD
FYTRD N /A Trumbull Long Hill G'reen neighborhood: $TBD
multimodal improvments

FYTBD Bridgeport WPCA Capital Improvements $TBD
FYTBD WPCA East Trunk Line replacement $TBD

Source: RKG Associates

(Grasmere neighborhood)

REGIONAL IMPACT

Projects were reviewed based on their overa
the greater region. Simply put, projects that
benefit to the greatest number of MetroCOG re
and businesses received priority over those that only

serve a select few.

PURPOSE AND NEED

Projects were also considered based on whether they
meet an immediate need or deficiency. MetroCOG,

member municipalities, and regional and statewide im-

plementation partners all provided some form of priorifi-
zation based on purpose and need through their Capital
Improvement Programs (CIP) programs.

FUTURE GROWTH
POTENTIAL

In this case, projects that offered the greatest short and
long-term growth potential, in terms of new develop-
ment, received the greatest priority. Projects limited to
repairing existing facilities or that do not increase the
ability of the region to attract expansion or new devel-
opment are rated lower (A full list of projects will be
included in the publicly released draft).
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J. PRIORITY ACTIONS

An Implementation Matrix was developed as part of
the CEDS Strategy Document (Page 37). The Matrix
includes detailed list of objectives and action recom-
mendations across a variety of economic development
focus areas:

[1] Organization and Coordination

[2] Business Refention and Expansion

positions the region to addre
ment goals and objectives identified
the community. Each componen
coordination with the others.

That said, RKG Associates has identified speci
ity objectives and acfions from the full Imple
Matrix that it considers essential to position the'tegi
maximize its implementation efficiency and effecfiveness.
These priority objectives and actions create the founda-
tions that will enable the MetroCOG Region to improve
its potential for success. The following sections provide
greater detail on these priority objectives and actions
The full list of objectives and actions can be found in the
Implementation Matrix beginning on Page 36 of this
document.

1. ORGANIZATION &
COORDINATION

Objective #1

Create a Public Private Partnership
(PPP) implementation entity to increase
private sector engagement and enhance
the region’s effectiveness and efficiency
at business retention, expansion, and
recruitment

One of the most substantial challenges that the Metro-
COG Region faces in executing an effective regional

Business
Retention &
Expansion

Organization &
Coordination

Outreach,
Communication

& Marketing

Asset

Development

Toolbox
Development

economic development campaign is not having a
centralized implementation entity. While there are sev-
eral organizations and entities that are executing some
portion of economic development, there is no singular
orgomzohon that is positioned to coordinate these indi-
forts info a cohesive and comprehensive region-
2gy. For example, each municipality (except for

) has a municipal-focused economic development
n the differing needs and priorities of

. While this approach makes
development efforts (i.e.,

MetroCOG communities does
different entrepreneurial devel

Further, there are several
in economic development
efforts. These well j oned and task-specific efforts
create substantial benefit to the MetroCOG Region but
could be more effective if coordinated with a larger

and organizations en

joint-funded effort that brings the public sector, these
mission-specific organizations, and the Region’s business
community fogether. This is not fo say that coordination
and collaboration does not exist. Rather, RKG Associ-
ates recognizes that there are instances where efforts
are duplicative and even conflicting, which can create
unnecessary competition amongst the implementation
partners and confusion/frustration for existing business
owners and prospective new companies. The benefits
of a regional PPP organization are three-fold.
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Engaged Business Community — The most sub-
stantial benefit of creating a regional PPP entity to
execute this regional strategy is the ability to bring the
existing business community into decision making and
investing in economic development. There are several
examples, both locally (i.e., Metro Hartford Alliance)
and nationally (i.e., Hampton Roads Alliance), where
the region’s business community actively invests and

takes a leadership role in economic development efforts.

On one hand, private sector investment increases the
resources fo execute economic development without
increasing public commitment
requires that the business cg

ds. However, this
ave a direct voice

do not require six individual efforts within the M
COG Region. The most logical examples of this are
business recruitment, workforce development, and
entrepreneurial development. These three functions can
bring substantial new business development, job growth,
individual wealth creation, and fiscal sustainability op-
portunities. However, these efforts do not require six (or
five) separate entities for effective implementation. By
partnering fogether, the six municipalities within the Met-
roCOG Region can create strong programs using fewer
respective resources. VWhen combined with the private
sector investment, it multiplies the financial benefis.

Unified and Coordinated Efforts — Economic
development is not naturally organized by jurisdictional
boundaries, but rather the strengths (and challenges)

of a natural market ecosystem. Within Connecticut's
coastal region, these natural markets tend fo cluster
around the original industrial cities. A regional econom-
ic development entity will ensure that these macroeco-
nomic-scaled economic development efforts are done
in a unified and coordinated manner. A well-operated
regional organization will have the ability to bring exist-
ing economic development partners together, provide
the necessary resources to augment existing efforts, and
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create a level of credibility with existing and prospective
businesses. While the creation of a regional economic
development entity will take substantial business and
municipal outreach, it offers substantially more opportu-
nity for the six MetroCOG communities than it creates in
logistical challenges.

As part of this CEDS process, RKG Associates analyzed
all entities and organizations that are currently engaged
in economic development. While each of these orga-
nizations are a valuable partner and component fo the
Region's economic development ecosystem, none are
currently well positioned to become the lead regional
entity. Challenges range from not having a full regional
reach (i.e., the Bridgeport Regional Business Council) to
not having the governing structure that will aftract private
investment (i.e., the COG), to not having the full breadth
of focus that the regional effort will need. Further, there
already are examples within Connecticut where a
regional public private partnership with a joint board of
directors is proving effective. Thus, the creation of a new
regional public private partnership for the MetroCOG
communities is recommended. The implementation ma-
ils specific recommendations, but the following

endas. Simply put,
ic development
based on the

for the specific benefit e jurisdiction or individual

candidate's benefi he private sector to participate,
there will need to be"an entity that these leaders believe
will execute the priorities they are supporting financially.

Investment from all municipalities — Similarly, this
inifiative will not maximize the Region’s potential if only
supported by one, or a few, of the MetroCOG com-
munities. RKG Associates recognizes that governmental
action has been almost exclusively at the municipal level
for decades. However, certain aspects of economic
development—like transportation planning—are more ef-
fective and efficient if done on a regional level. Similar
to the benefit that the Council of Government brings for
planning and transportation efforts, a regional economic



development entity will create a greater value than the
individual investments made by each municipality.

No elected officials in Board of Director seats

— Itis RKG Associates experience that private sector
investors in economic development require these organi-
zations to be apolitical. While each municipality needs
fo have an appointed seat on the Board of Directors

to ensure the public perspective is well represented in
decision-making, it is better these positions be occu-
pied by administrative leaders (i.e., town managers) or
ionals (i.e., economic
en the perception

locally employed industry profe
development directors). Avg

municipal economic development departme
the point of the regional economic develop
is to shift those specific roles that are more effe
efficient being done collaboratively. The new region-
al entity’s focus should be on business recruitment/
marketing, business retention, workforce development,
and entrepreneurial development. Actions like land use
planning are better suited for the local economic devel-
opment lead. That said, many actions within the imple-
mentation matrix envision regular communication and
joint effort to maximize success (i.e., business retention
visits). RKG Associates recommends the regional entity
have an executed Memorandum of Understanding
(MOU) with each of the municipalities that details the
regional entity’s responsibilities as a condition of public
investment.

Objective #6

Activate engaged MetroCOG citizens in
community outreach and implementation

One way that economic development efforts can
expand capacity and effectiveness without increas-

ing financial or staff commitments is to build volunteer
capacity to assist in implementation. More specifically,
there are a few strategic areas where citizen volunteers
can play important roles in expanding the implementa-

fion capacity. The following recommendations focus on
those specific areas.

Community advocates to assist in community

outreach — To date, not much effort has been used to
engage residents about the opportunities/challenges
of implementing economic development initiatives. The
citizen survey performed as part of this process revealed
there are several people who do not view economic
development the same as the goals defined through

this process. Further, awareness of existing efforts was
inconsistent across the various facets of economic
development. Given the challenge of reaching all the
different community groups (and economic development
perspectives of the Region), RKG Associates recom-
mends engaging a select group of interested citizens to
assist in community outreach and leadership. Ideally,
the community advocates would be individuals with
strong ties and broad recognition within either a specific
municipality or with a civic group. Individuals select-

ed to be advocates should be familiar with the CEDS
economic development efforts, can discuss and explain
economic development concepts, and be well spoken.
portantly, the advocates must be available to
outreach to various community and civic entfifies.
vocate effort is intended to build community-wide
enefits and challenges of implement-
elopment strategy at the local level

about doing business in the MetroCOG Region. This
group will augment the private sector Board of Director
members, who also should be active participants in the
implementation of the regional economic development
effort. The most important ambassador function is to
provide a business perspective for prospects interest-
ed in locating/expanding within the Region. Utilizing
business leaders in the recruitment process legitimizes the
recruitment effort through testimonials while leveraging
the staff's time and effort. Itis important that ambas-
sadors be well informed, well-spoken, and respected
within their industry. In other words, the most effective
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ambassadors may not be from the largest businesses.
Ambassadors should be chosen to represent each of the
major industry sectors to ensure appropriate coverage
regardless of the prospect.

Mentors to aid new entrepreneurs to be suc-

cessful — A business development mentorship pro-
gram pairs successful entrepreneurs with individuals
who have a business concept, but limited resources or
understanding of sfarfing, operating, and growing a
business. These programs provide local entrepreneur’s
access to someone who has 'bgen there” within their
industry, adding confidenced lvice and direction

growing refirement-age population in
already should be a substantial locg

ing programs be utilized for mentors to ensure
and successful efforts (i.e., the Mentor-Protégé
through the Small Business Administration or

with the regional implementation entity's efforts 16
duplication, ensure consistency, and allow for special-
izations.

2. BUSINESS RETENTION &
EXPANSION

Objective #2:

Continue to implement the business
survey annually

This CEDS process included the first region-wide busi-
ness survey (See Technical Appendix for Survey Results).
Business surveys are a cost-efficient way for economic
development organizations to gather information on
market challenges, opportunities and needs of local
businesses. The questions included in the first survey
covered fopics such as workforce needs/challenges,
market growth opportunities, competition challenges,
location/physical needs, efc. While the survey topics
should remain consistent into the future, future iterations
should be continually reviewed by the industry round-
tables and implementation partners [i.e., the Chambers
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of Commerce and municipal economic development
departments) to ensure the questions remain relevant to
regional economic development needs.

Responses have four primary purposes. First, programs
and policies can be created to address challenges/
opportunities identified by several businesses. Second,
frends/issues in each industry or municipality can be
identified and mitigated through collaboration with key
stakeholders. Third, individual responses can be used
fo ensure site visits and that individual business outreach
is targeted to those businesses that have greater op-
porfunifies fo grow or are at risk of downsizing/clos-
ing. Finally, survey findings can be tracked over time to
identify market frends and fine tune programs based on
the current and projected economic climate.

As awareness of the survey grows, it can be expand-
ed to serve as a comprehensive approach fo identify
workforce, market, regulatory, and growth needs of the
Region's business base. At that time, the results collect-
ed from this effort can guide any changes to existing
business outreach approach and help define economic
development policy focuses for the Region and each

roundtable networks can
itment fo attracting and

groups can assist in advocating
Region's role af the forefront o

usters. Meetings should be
ecommended quarterly) and
ifferent sizes and from different

preserve and grow exisi
held ot regular infer
include businesses
municipalities. In addition to convening businesses that
can help advocate for continued growth, the roundta-
bles can also provide the new economic development
entity with critical feedback on needed interventions or
improvements relevant to a specific industry cluster. This
feedback can help inform annual action plans for the
public-private partnership in the future. These roundtfa-
bles should be led by a coalition of PPP staff, municipal
economic development staff, and the identified ambas-
sadors from that specific industry cluster.



3. BUSINESS RECRUITMENT
Objective #1

Create a proactive business recruitment
effort in one target industry sector, add-
ing new target sector efforts as resourc-
es and capacity allows

The current organization and structure of the Region'’s
economic development efforts has limited the amount of

proactive recruitment done to daie. Simply put, current
staffing and investment level ade economic

To this point, the new regional economic devel
entity is the logical tool to execute targeted reg

ment. Each step builds on the success of the preyi
step. However, the steps should be repeated on
regular basis as new companies are developed and
since leadership within companies consistently shiffs.
Furthermore, the marketing process will vary from com-
pany fo company, oftentimes requiring a long ‘courtship’
process.

Target Identification — Target identification involves
developing, maintaining, and expanding a list of busi-
nesses o actively contact and recruit. When focusing
on individuals and companies that are not location-spe-
cific, the greatest success will come from focusing on
companies that are consistent with the Region’s available
physical assets and workforce. Within MetroCOG,
focusing on companies at or below 100 workers likely
will be more effective than trying to secure those “home
run” businesses. Furthermore, the new implementation
entity should use data analytic support from companies
such as Dun and Bradstreet and EMSI to find specific
targets based on exacting criteria [i.e., size of company,
regional presence, target industry...). This likely will in-
crease the success rate, as these companies will be most
aligned with the strengths and assets of the Region.

Target Communication — Target communication
includes all interaction between the implementation en-
tity and the prospects from initial contact to face-to-face
meefings. The communication process should be inifial-
ized through a combination of site selector relationships
and a direct outreach campaign using the target list just
discussed. The outreach effort should include informa-
fion about the community, business and amenity-spe-
cific information within the region, and other pertinent
documentation. If the prospect is a referral, then the
person making the referral should be involved early in
the process.

Recruitment — Communication beyond the initial
phase of contact needs to be tailored based on the
response of the prospect. The recruitment process may
require several contacts, meetings at professional trade
shows and,/or multiple outreach attempts. The goal
should be to get the prospect to visit the community ei-
ther on a one-on-one basis or as part of a recruitment/
networking visit. Regardless of the timeline, continued
confact is important in developing a rapport with the
prospect. Itis important to note that the person/persons
e of working with a prospect should be consis-
ughout the process, when possible.

gional recruitment effort should be done in co-

ment efforts on recruitment frips
ide variety of prospects while

ic recommendations i

Attend industry“eriented events — Joining na-
tional and/or international frade organizations within
the target industry sector provides a direct conduit for
the Region to engage with new business prospects and
market directly through exhibiting at regional /national
conferences.

Implement targeted recruitment trips — The Com-
prehensive Economic Development Strategy (CEDS)
should augment the partner frips with strategic site visits
to prospects within the United States. These trips often-
times identify between 10 and 15 prospective compa-
nies within a confined geography for one-on-one visits.
Developing these target lists and establishing these trips
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typically are coordinated with consultants that specialize
in prospect identification and development.

Locally-hosted prospects — The CEDS should
consider hosting individual and groups of prospects.
Hosted events should be themed in nature |i.e., vertical
supply chains for existing companies, farget industries...),
lasting between 2-3 days. The event should be highly
structured, integrating social events with ambassadors/
local industry leaders with information sessions and
strategic site visits. Partnerships with local, regional, and
statewide economic development entities to implement
site visits are highly recomme ) the short term. This

expand as resources become available.

Objective #2

Implement a more proactive entrepre-
neurial development program

The MetroCOG Region has several indicators that a co-
ordinated, comprehensive, and proactive entrepreneur-
ial development program would be an effective way

to offer residents the opportunity to build wealth while
also refaining the talent being developed in the existing
post-secondary ecosystem. The initial step in this pro-
cess is to inventory all existing local and regional small
business support providers and identify gaps/overlaps
in service/coverage. Enhancing existing efforts to
create a unified regional enfrepreneur program that
ensures both market-based and geographic coverage
would increase inferest from residents and students alike.
Most notably, the regional initiative should focus on both
augmenting any gaps in coverage and an aggressive
marketing campaign fo increase awareness. Areas of
specific opportunity identified through this effort include:

Artist and artisans — The MetroCOG Region has an
established, burgeoning artist and artisan community.
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Products range from two-dimensional and three-di-
mensional art to culinary and beverage manufacturers.
Efforts to encourage and support these operations exist
but are inadequately funded and currently not well
coordinated. One of the challenges identified is the
lack of resources available to individual organizations to
support new entrepreneurs in these secfors.

Entrepreneurial diversity — The MetroCOG Region
is one of the most racially and ethnically diverse in Con-
necticut. The CEDS outreach process uncovered that
there is an untapped market potential for entrepreneurial
development within the Region’s minority communities. It
was noted that there is both a lack of awareness of exist-
ing programs as well as a lack of frust of municipally led
efforts. Creating a more regionally focused program
that better engages existing business leaders in these
communities could create new business development
opportunities for existing residents with sfrong ties fo the

MetroCOG Region.

Collegiate program graduates — The CEDS
process included engaging with the existing two-year
our-year post-secondary academic institutions.

the different enfities has some form of entrepre-
development programs already. However, these
ams have not yielded significant new business

4. ASSET ELOPMENT

Objective #2

Identify ‘priority area’ economic develop-
ment properties and engage their owners
to connect their investment strategies with
the regional asset marketing efforts

One of the critical assefs within economic development
are the physical land and building inventories available
for business expansion and recruitment. These assets
range in size, amenities, and market potential. Given
the municipality-focused governance of Connecticut, it is



logical that marketing be done at the local level for the
small and mid-sized assets. However, there are specific
assets within every community that franscend a single
jurisdiction. These assets have regional, and offen state-
wide, economic development implications.

In these instances, RKG Associates recommends that

the regional economic development entity play a more
active role in marketing these projects. Using a more
proactive method to garner interest for these assets from
a larger area than just the immediate region provides
the potential to create a more bgneficial project than
originally conceived. Further, ional marketing effort
for these catalytic assets
inter-jurisdictional coo

marketing effort.

Objective #4

Consider a Regional Economic [0
ment Investment Fund (EDIF)

CEDS outreach efforts revealed that there are some pri-
vate business investors (called angels) within the region.
These investors seek opportunities to provide capital to
companies looking to start/grow in exchange for an
ownership stake in the company. The Economic Devel-
opment Investment Fund is a tool that enables Metro-
COG communities to leverage public investment in eco-
nomic development by partnering with these investment
entities to expand business investment and development.
This partnership also has proven to attract debt investors
(i.e., banks) by making these venture capital investments
less risky from a lending perspective. Transactions can
be formalized through a partnership arrangement.

The EDIF concept would have a public-private invest-
ment match where 80 percent to Q0 percent of the
resources come from private entities, and the remain-
der would come from a joint municipal investment. A
minimum contribution should be required for private
participation in the EDIF. Private investors will pay a
small servicing fee based on ownership percentage
and will receive quarterly (or semiannual) payments
based on tofal funding activity, ownership percentage,
and earned interest. The EDIF also could be used to

organize networking events for businesses and investors
and/or formal presentation events where business own-
ers present their business case fo secure funding (i.e., the
TV show “Shark Tank”). Ultimately, the EDIF would serve
fo better connect business ideas with the capital needed
fo implement those ideas.

More specifically, the EDIF concept should be done

in coordination with the entrepreneurial development
strategy (detailed earlier). One of the largest obstacles
fo promoting small business and entrepreneurial devel-
opment is securing funding. Many capable business
owners with viable product lines/services are not
sufficiently capitalized to inifiate and sustain a business
startup. However, these businesses offen are too small
to qualify for state or federal support. When they do
qualify, the terms often are not favorable for the busi-
ness. To meet this need, many communities have creat-
ed public/private loan consortium partnerships. These
partnerships provide a “win-win" for both the community
and the lenders. The community leverages its investment
by requiring a mafching investment from the lenders
while the lenders defray risk by pooling resources and
utilizimg the public investment to reduce their exposure.
ds can be made available in many forms includ-
ary or secondary mortgages, gap financing or
investment. The enficement fo investors is that it is

Objective #3

Establish and im
job fair

ent a MetroCOG

Despite the COVID-19 pandemic, the unemployment
rate within the MetroCOG Region remains compara-
fively low. Several business leaders interviewed for this
inifiative indicated there are substantial labor shortages,
partficularly within the production-based target industry
clusters (i.e., intermediate products manufacturing). Sim-
ply put, much of the Region's aging workforce in these
sectors is not being replaced by subsequent genera-
tions, as had been the norm in previous generations. All
that said, the Region has consistently experienced 'brain
drain,” or the loss of the local youth upon reaching work-
ing age as they pursue education or work opportunities
elsewhere.
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To these points, there is an opportunity to lead a re-
gional effort to increase awareness of existing job and
career opportunities for both adults and local students.
Part of building that awareness is to highlight existing
employers and provide the local workforce access to
understanding both the type of job as well as the pre-
requisites for obtaining that job. A regional job fair will
provide employers and job seekers an opportunity to
collectively interact, increasing the potential for employ-
ers to find workers and residents to find jobs.

The exposition is envisioned to be a two or three-day

employers will be necessa
job opportunities to local residents an
local post-secondary institutions.

RKG Associates recognizes that worker recruit
job placement efforts already exist through se
partners, particularly the post-secondary instit
However, these efforts are focused on curren
and/or are not broadly known within the community.
Creating a regional job fair initiative through the region-
al economic development organization will both [1] in-
crease potential participation from local businesses and
[2] ensure the job fair includes all MetroCOG residents.

One particular focus of the job fair should be engag-
ing school-aged children (middle school through high
school). RKG Associates has witnessed the benefit of
engaging the future labor force early and often about
the importance of education to their future eaming po-
tential. The objective of the employment exposition is to
provide separate, specialized sessions for middle school
and high school children to engage these students about
educational needs, potential career paths and typical
incomes. One of the days of the job fair should be com-
mitted to students, ensuring the programming is dedicat-
ed to middle and high school students and avoiding any
potential conflicts with adult job seekers. Furthermore,
efforts should be made to engage the students’ parents
as well, given many work and education decisions for
teenagers are made at the family level.

Uliimately, this effort is infended to be a bridge between
the Region'’s current and future workforce and the com-
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panies that require them to be appropriately prepared
for jobs. Sponsorships should be sought from participat-
ing businesses to defray the costs of holding the event.

6. MARKETING &
OUTREACH

Objective #1

Create marketing collateral to ‘sell’ the
defined economic development vision

The MetroCOG Region needs a more comprehensive
print and digital marketing effort. At a base level, the
CEDS process identified inconsistent awareness of
available programs, opportunities, and support networks
within the Region. More strategically, there is very little
information available to businesses that want to learn
more about doing business in the MetroCOG Region.
Most notably, industry-specific materials should be part
of this strategy so that targeted recruitment efforts can
focus on those programs/offerings that are relevant fo
the prospect. It is important fo note that while marketing

ing and working in
various technol-
enities of the
ividual municipality. The

uld focus on the infangibles
the MetroCOG Region, highli
ogy, workforce, cost of livin
area as a whole and ea
content should emph actors such as school perfor-
mance, cultural as roximity to road and rail trans-
portation, access to the regional metropolitan markets,
and quality/variety of leisure activities. This material is
particularly valuable in workforce recruitment and entre-
preneurial development.

Target Industry Materials — As mentioned, indus-
fry-specific marketing materials for each of the target
industries is a minimum standard. Each document should
be customized based on the cluster. The documents
should highlight information including employment and
establishment growth data, regional wage rates, current
businesses operating in the area, competitive advan-
tages of operating locally, unique incentives available



(where applicable) and local business contacts (ambas-
sadors).

Incentive Sheet — A series of incentive documents
should be created that detail all local, state, and federal
incentive programs available for businesses locating in
the Region. Each incentive sheet should focus on those
programs relevant to the industry group being targeted.
Prospective businesses can use this document to gauge
the financial benefits to doing business, and existing
businesses may be alerted to incentive programs they
were unaware of, therefore helping to ensure their con-

tiveness.

Business Testi

monials book with written statements from exis
fry leaders on topics ranging from quality of lif
climate, market performance, and personal p
fo do business locally. Getting input from compgai

that have chosen and thrive locally is valuable to industry

recruitment. Individual testimonies of leaders from busi-
nesses in the target industries should also be included in
the target industry brochures.

Objective #6

Create an online economic development
presence for the MetroCOG Region

Like the rest of society, economic development is be-
coming more virtual. Information is transacted digitally,
site selection almost exclusively begins with an online
effort to collect first-level requirement data, and busi-
ness owners/ citizens rely on websites, social medig,
and direct communication to get their information and
learn about opportunities/issues. To this point, regional
economic development will need a dedicated pres-
ence online. Regardless of how the regional economic
development plan is implemented, the following recom-
mendations are critical to better position the MetroCOG
Region for economic development success.

Develop a stand-alone regional economic de-
velopment website — The current COG website has

an economic development link under its regional plan-
ning banner. This webpage has some information about
CEDS processes and links to some of the area’s business
organizations. Municipalities have similar economic
development presences on the Infernet, but without a
robust, interactive presence that is easily navigable and
comprehensive. A baseline standard is a stand-alone
website that brings together all the data resources, busi-
ness retention and relocation information, contact data,
and regular communications from the implementing
entity (i.e., newsletters, business highlights, implementa-
tion dashboards...). The Metro Hartford Alliance (www.
metrohartford.com) is one local example of an effective
website. The Hampton Roads Economic Development
Alliance (www.hreda.com) offers a different layout with
the same baseline data. Regardless of approach, the
MetroCOG Region should invest in creating a dynamic,
comprehensive online presence that details the perti-
nent information about doing business and living in the
region.

Make the economic development website

experience user-friendly — The examples above
C good experiences for users seeking various
tion about those communities. Each economic

participants in the regional
cess is critical, as this will

back to the regional economic
important as well. This connecii
ant between the regional
and the individual munigi
websites.

Create separate business and resident sections

on the website — Given the need for better communi-
ty engagement within the MetroCOG Region, a portion
of the regional economic development website should
provide information fo residents and enable them to
interact with the regional economic development entity
staff. Having information about why economic devel-
opment is important (i.e., links to articles or locally made
resources) creates as much value as information on
what inifiatives are being pursued (i.e., upcoming events,
recent successes...). The resident portion of the website
is the ideal place to advertise and implement the annual
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resident survey and post results (both current year and
comparative past results) for the community. Connecting
the economic development performance dashboard to
both the business portion of the site as well as the resi-
dential portion of the site is recommended.

Ensure there is consistent social media activity

— While the creation of the website is a critical first step,
consistent monitoring and updating of the website, as
well as a proactive social media presence, is equally
important. Having a stagnant/out-of-date website is
equally as bad as having no website at all. Making

the online/social media presence rather than
simply posting third party content.

Bridgeport Regional
Business Council

All Chambers of Commerce
gelcl MetroCOG
(@\/:3 W Visit Connecticut

Economic Development
Organization NEW
f@@8 Fairfield Chamber of Commerce

OV Housatonic Community College
V(& Monroe Chamber of Commerce

The Workplace
4-Year Colleges

Public Utilities

Legend

Town of Easton
A Town of Fairfield

I{®]\W Town of Monroe

s

~ - Town of Trumbull R
All Municipalities
m Public School Systems

ACTION
IMPLEMENTATION

IMPLEMENTATION
MATRIX

The following pages detail the specific implementation
objectives and action items recommended for the Met-
roCOG Region’s Comprehensive Economic Develop-
ment Strategy (CEDS). The matrix is organized by topic
area and objective, and includes recommended time-
lines, estimated budgets, frequency of those costs, and
likely implementation pariners to enhance efficient and
effective execution. Itis important to note that this matrix
has a ‘menu’ of options for the regional implementation
entity to consider. Actual implementation actions will

be dictated by several factors including: [ 1] available
staffing and resources, [2] organization of the imple-
mentation entity, [3] priorities established by the govern-
ing board of directors, and [4] current/emerging market
conditions/needs within the Region. To this last point,
these recommendations should be considered guide-
lines for implementation and not prescriptive recipes
that require full adherence. This is particularly true for

City of Bridgeport (@ Consultant

Financial Insfitutions

Industry Leaders

Neighborhood Residents

PRIVATE
Cldalil

Town of Stratford Property Owners

Realtors/Brokers

>

Under $1,000

$1,000 to $10,000

(@ $10,000 to $50,000

State of Connecticut

$50,000 to $100,000

$100,000 to $250,000

$250,000 to $500,000

(€3 Over $500,000
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ECONOMIC DEVELOPMENT Public/
STRATEGY IMPLEMENTATION MATRIX NP

Private

Organization & Communication

Objective 1 Consider a new or existing organization to be designated as the implementation entity to increase
private secfor engagement and enhance the region’s effectiveness and efficiency at business retention,
Actions expansion, and recruitment

Evaluate existing board structures and explore the

feasibility of a new organizafien that can provide COG, One

public and private repres in regional econom- MUN Gl A Time

ic development

Ensure any bog COG, o i One

majority voling rafi MUN ' Time

Provide one ppointed seat fe

that seat can on j CcOG C 1 A Qne

economic develop Time

Emphasize majority private secto i One

m. . bl. f d. . C/ | A .

inimum public funding requi Time

Fund new or exisfing implementation entity co

rate with oufcome expectations. ' F Annual

Ensure the new or existing implementation enfity is

staffed commensurate with the stated goals. Annual
Objective 2 Create greater coordination and collaborationwith econ dev ent entities and partners within

Actions the MetroCOG Region

Create a memorandum of understanding (MOU) with

each municipality on the regional implementation entfity's ED, A Biannual

roles and responsibilities within their respective borders MUN

Coordinate with the respective Chambers of Com- ED, FCC,

merce on roles, responsibilities, and partnership efforts. MCC, A Biannual

This is particularly important for event coordination. BRRC

Create coordinafion protocols with MetroCOG, ED,

regional Chambers, and municipal economic develop- | cOG, A Biannual

ment enfities MUN

Develop similar operational agreements with other ED, HCC,

partners (i.e., public schools, Visit Connecticut, local ROE, A Biannual

arfs groups...) TWP UN

Provide ongoing progress reports to the MetroCOG

Board of Directors on status of projects and progress in ED A Quarterly

metrics (SEE TOOLBOX RECOMMENDATIONS)

Establish meeting schedule with all municipal econom-

ic development partners to discuss any ongoing or ED, A | Quarterly

upcoming coordination efforts MUN
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METROCOG COMPREHENSIVE

ECONOMIC DEVELOPMENT Public/

STRATEGY IMPLEMENTATION MATRIX NP

Organization & Communication

Private

Objective 3 Enhance strategic relationships with local and statewide implementation partners

Establish coordination meefings with statewide imple-
mentation parters to discuss ongoing inifiatives and

coordination opportunities (i@, the CT Department of ED, CT

the municipalities)

Objective 4 Activate engaged MetroCOG

oufreach and implementation

Work with the municipal economic development
departments to identify and train community advocates
that can engage civic groups on the intent and benefits
of regional economic development cooperation

Identify and train business ambassadors for each of the
target industry sectors to assist the economic develop- ED
ment sfaff in refention and recruitment visits

Work with the local economic development depart-
ments to coordinate a unified business mentor pro- ED
gram, using a recognized mentorship fraining program
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Timing: 2022-2026

Semi-
A Annually

Semi-
A Annually
A Monthly
B Annual
A Annual
A Annual
C Annual




ECONOMIC DEVELOPMENT Public/
STRATEGY IMPLEMENTATION MATRIX NP

Private

Business Retention & Expansion

Objective I Cregte a comprehensive regional business contact list to ensure refention and expansion efforts reach all
AN MetroCOG businesses

Work with municipal staffs to develop a consistent

business registration process that can provide the ED,

regional economic development organization with MUN A Annual

complefe business lisfs

Coordinate with t s of Commerce ED,

on their busine i ‘
nnua

Use sign-in shee ‘

update business lis Continual

Network with regional business o

roborate and update busines Quarterly

Host business activity center networking meeti

engage local businesses and collect/update

information and disseminate information on ¢ Annual

business programs

Objective 2 Confinue to implement the business survey a
Actions

Establish a fixed date each year that the survey will be One

released. Time

Work with the municipal economic development depart-

ments, local Chambers of Commerce, industry roundta- Annual

ble leaders, and other partners to market the survey

Invest in marketing and outreach at least 2 months

prior to the release of the survey each year Annual

Share general results of the survey with roundtables,

partner organizations, and the community through a Annual

special economic development publication

Use results of survey to prioritize retention/expansion

visits for the year Annual

Work with respective roundtables about industry-specific

findings from survey to defermine annual action items Annual

Retain all survey results to create a longitudinal assess-

ment tool that can help economic development efforts

become more predictive than reactive to changing Annual

market climates
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ECONOMIC DEVELOPMENT Public/
STRATEGY IMPLEMENTATION MATRIX NP

Private

Business Retention & Expansion

Objective 3 yild industry roundtables in a number of different market areas

Actions

Create an industry roundtable for every key market
sector within the Region including [ 1] Manufacturing; One
[2] Healthcare; [3] Recreation & Leisure; [4] Profes- ED A Time
sional Services, and [5] Le & Distribution
Make sure all par
fion on roundtal ‘ One
A :

Time
Meet with eac
meeting fargeted i B Quarterly
business survey results
Use roundtable meeting to di
[2] regulatory issues; [3] growth opportunities; A | Continual
implementation coordination
Use feedback from roundtables to help infor '
annual reporting requirements A Continual

Objective 4 Engage is a more comprehensive and proa
Actions
Use the comprehensive business list to identify new
companies fo visit and track past visit efforts. Annual
Use business survey results to prioritize outreach efforts
Annual

Use a CRM-type database of visited businesses to ‘
track frequency and results of the visit Continual
Activate ambassadors and Board members to assist in
oufreach, providing them training on questions fo ask Continual
and how fo frack the conversation
Create a direct "help line" initiative on the economic
development website that allows businesses to connect One
to an economic development staff member for assis- Time
tance
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METROCOG COMPREHENSIVE
ECONOMIC DEVELOPMENT
STRATEGY IMPLEMENTATION MATRIX

Business Recruitment

Implementation Lead

NP

Public/

Private

Timing: 2022-2026

Objective I Cregte q proactive business recruitment effort in one target industry sector, adding new target sector

Actions efforts as needed

Prioritize recruitment efforts to one (1) target industry
cluster (aerospace manufacturing recommended),

expanding efforts as new staff
available

resources become

ED

ED

ED

One

Time

C Continual

C Annual

fo engage about potential relocation/expans
the region

ED

Create a 'tip line' for citizens to call /Email /1
on business recruifment and any leads they
on businesses that would relocate to the region

Use a business database vendor (i.e. Dun & Bradstreet
or EMSI) to identify potential target businesses to
acfively contact and recruit to MetroCOG

B Quarterly

A Continual

Consider aftending targef industry business recruitment
frips sponsored by a regional or statewide partners

ED

B Biannual

D Annual

Objective 2

Implement a more proactive entrepreneurial development program

Create DIY materials for basic entrepreneurial con-
cepfs (i.e. how to write a business plan, how fo patent
your idea...)

ED,
MUN

Provide a robust and frequent business startup lecture
series for potential enfrepreneurs in the Region

ED,
HCC,
UN

Tri-
Annual

Semi-
Annually

Establish an entrepreneur program, expanding as
demand and resources allow.

ED, CC

C Annual

Work with the local economic development depart-
ments to coordinate a unified business mentor program

ED

Included Earlier

legend on page 26
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ECONOMIC DEVELOPMENT Public/
STRATEGY IMPLEMENTATION MATRIX NP

Private

Business Recruitment

Objective 2 Implement a more proactive entrepreneurial development program

Partner with local colleges and universities, workforce ED, HCC,
development agencies, and municipal partners for en- TWP A Annual
frepreneurial development candidates and programs MUN
Provide graduates of ith support fo ED, ‘
identify and secure i MUN R A | Confinual
Create a's U
banks and'inve ' i D, One
fund, creating ‘ MUN N F Time
an angel invesio

Objective 3 Cregte q regional eg , and leisure initiative, bringing existing partners

together

Engage existing organizations that promote to
arfs & entertainment, leisure acfivities fo devel ED A Qne
industry roundfable Time
Inventory all entertainment, recreation, and lei
destinations in the Region for a coordinated markefing A Annual
effort M
Fund a regional tourism, leisure, and entertainment
study that provides recommendations on how to best E One
organize, structure, and implement a refention and MU D Time
expansion inifiative
Create a unified marketing and outreach brand /strat-
egy that integrates all facets of tourism, entertainment, ED, C Qne
and leisure activities in the Region MUN Time
Engage with Visit Connecticut to create a MetroCOG
Region-specific local web page committed to local ED, CVB A Annual
aftractions and events
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ECONOMIC DEVELOPMENT Public/
STRATEGY IMPLEMENTATION MATRIX NP

Private

Asset Development

Objective 1 Cregte a regional property and asset database

Actions

Inventory all existing vacant commercial and industrial
land and buildings, focusing on those properties that ED, |, O A Annual
meet a minimum size,/scale lie., 2 acres minimum) MUN
Connect with all prope , ‘
ability, and vision fo O A | Confinual
Create a we One
connect f c c Time
Create an 'ope
ers and brokers fo sy Included
existing listings
Work with municipal and state
to make sure their asset lists are current and co O, A Monthly
Maintain regular communication with municig
partners and property owners fo ensure occ A Continual
developed land is removed
Objective 2 Identify ‘priority area’ economic developme erfies an their owners to connect their

Actions investment strategies with the regional asset mdirketing eff
Work with municipal partners to develop criteria and
identify those areas in the Region that provide the A Annual
greatest catalytic impact for economic development MUN
Create a comprehensive ownership database of all Tri-
commercial properties in each priority area ED c c Annual
Outreach to property owners during planning efforts to ED, ‘
understand existing investment priorifies MUN O A | Continual
Continue dialogue with owners, particularly catalytic
parcels, on a regular basis to frack changing strategies I\/I\EBN 0) A | Continual

and create new opportunities

Create a catalyst sites prospectus, defining property
ownership, implementation concepts, and available ED C,0 B Annual
incentives to help bring the vision to fruition

Utilize criteria developed for previous objective to
score potential future economic development sites ED

based on ownership changes and/or future infrastruc- MUN O A Annual
ture investments
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METROCOG COMPREHENSIVE
ECONOMIC DEVELOPMENT
STRATEGY IMPLEMENTATION MATRIX

Asset Development

Implementation Lead Timing: 2022-2026

Public/
NP

Private

Objective 3 Confinue to support local, regional, statewide and federal infrastructure improvement strategies

Champion all fransit and fransportation plans that
create greater connectivity and access to employment
centers and commercial corgidors

research for joint projects

Bring relevant municipal depa
projects early to identify and problem solve fo
potential issues

Define a funding program that brings together munic-
ipal participation for economic development projects
that have regional implications

Define the potential uses of the annual contributions to
[1] site development; [2] land acquisition; [3] speculative
building development; and [4] infrastructure investment
costs related fo specific economic development projects

Enable the use of the resources as either a direct-pay
approach or the ability o bond the revenue stream

Objective 5 Consider consistent, formulaic municipal incentive programs for eco

Create a simplified, defined threshold for financial
incentives, focusing on [1] net new jobs created, [2]
net new property value, [3] location of investment, [4]
industry sector.

Consider bonus incentive thresholds for businesses in
target industries

Consider incentive bonuses for business that locate in
economic development priority areas
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COG,
A Confinual
A Confinual
A Confinual
A Continual
One
© Time
One
A Time
One
A Time
omic development projects
ED, A One
MUN Time
MUN A One
Time
MUN A One
Time




METROCOG COMPREHENSIVE
ECONOMIC DEVELOPMENT
STRATEGY IMPLEMENTATION MATRIX

Asset Development

Implementation Lead Timing: 2022-2026

Public/
NP

Private

Objective 5 Consider consistent, formulaic municipal incentive programs for economic development projects

Include claw back provisions in all incentive packages
to ensure compliance with stated agreements

COG
ED

’

Work with municipalities e standards for tax

abatement programs

businesses with

han five (5)

existing small

Tie any incentive
employees e

opment program,/me

Workforce Development

ucation and fraining leaders together with business leaders to

A Confinual
A
A Confinual

local employment AND resident needs

ED, HCC,
BOE,

Use feedback from the annual business survey CC,
identify potential changes,/needs for future programs,/

investments UN, T
Develop a centralized tracking 'dashboard' for all ED, H
workforce programs to monitor use and placement of B
graduates. UN. TWP
Coordinate with existing workforce development part- ED, HCC,
ners to identify ways to make programs more accessible PS, UN,
throughout the Region (both physically and virtually) TWP
Work with industry roundtable partners to develop
infernship,/apprenticeship programs that provide a ED, HCC,
confinuum of opportunities, from high school graduates BOE,
fo postgraduate candidates UN, TWP

oo
A Annual
S
A AnT:L_Jo\
A Annual

legend on page 26
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METROCOG COMPREHENSIVE
ECONOMIC DEVELOPMENT
STRATEGY IMPLEMENTATION MATRIX

Workforce Development

Implementation Lead Timing: 2022-2026

Public/
NP

Private

fraining programs available to residents, businesses, and prospects

Objective 2 Create unified marketing materials that highlight local, regional, and statewide workforce and education

36 MetroCOG | RKG | CEDS | Strategy

Publish and market all existing local, regional, and ED, HCC,
statewide workforce fraining and education programs | BOE UN, A Qne
available TWP Time
Build a workforce and
fo marketing and g ings, providing ED, HCC, One
customized info ctor and/or BOE, = Time
business size UN, TWP
Develop indu B A
programs availa 3 Tri-
and the financial /i = Annual
Develop marketing and outreac
fo residents that inventory all Tri-

. B
available, and how those prog Annual
local job availability
Create a jobs matching web application for
es fo posf job opportunities and residents/infere C Qne
workers to post resumes Time

Objective 3 Egablish and implement a regional job fair
Host a regional job fair connecting local employers to ,
the existing and potential workforce each year BOF, C Annudl
UN, TWP

Outreach to all primary employers and businesses ED, HCC o
within target industry clusters within the region to exhibit ROFE, 3 Annual
at the job fair UN, TWP 2
Hold a 'school day' event where middle school and ED, HCC, o
high school students from the Region can engage with ROFE, 3 Annual
the employers about career paths UN, TWP £
Incorporate a short town hall discussion with students ED, HCC, o
on job opportunities in the Region as well as the re- BOF, 3 Annudl
quirements/challenges of qualifying for those jobs UN. TWP =




METROCOG COMPREHENSIVE
ECONOMIC DEVELOPMENT
STRATEGY IMPLEMENTATION MATRIX

Implementation Lead Timing: 2022-2026

Public/
NP

Private

Workforce Development

Objective 3 Egablish and implement a regional job fair

ined economic development vision

Work with exhibitors to have information on the educa- o
tion/training requirements and potential salaries of the ] Annual
positions they have availabl B=

-

o

2 Annual

O

<

-

_8

= Annual

O

<

legend on page 26

Create target indusiry-specific fact and informa B Annually
Create a comprehensive contact list for all imple ,

mentafion partners and engaged parties in econ Included
development within the Region MU

Create an incentive pamphlet that lists all available in- | £p M

cenfives by business type and size (where applicable) Included
Create quality of life information sheets on livability COG,

and amenities in the MetroCOG Region ED Included
Create a priority area prospectus book highlighting

available land and buildings (digital only) ED Gl Included
Create all materials in print and digital format, updat- COG/

ing regularly (minimum once a year) ED Included
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ECONOMIC DEVELOPMENT Public/
STRATEGY IMPLEMENTATION MATRIX NP

Private

Marketing & Outreach

Objective 2 Create a more robust performance dashboard to better engage municipal leadership, the business com-
Actions munity, and MetroCOG residents

Establish a formal economic development dashboard o

track performance across each of these topic areas: [1] One
refention, [2] recruitment, [3] enfrepreneurial develop- ED A Time
ment, [4] workforce devele 5] fiscal sustainability

Retention metrics sh :

formed, [2] busi i - One
ed, [4] A Time
prospect

Recruitment me

pects, [2] success i One
average annual wage, [5] total capi A Time
debrief highlights from lost oppor.

Entrepreneurial metrics should include: [1]

quiries, [2] business enrollment, [3] graduations A Qne
created, [5] debrief on businesses leaving the Time
Workforce metrics should include: [1] programs

offered, [2] program applications and enrollme One
internships, apprenticeships, and employment place- A Time
menfs, [4] businesses assisted, [5] business inquiries

Fiscal sustainability metrics should include: [1] number

of incentives, [2] value of incentives, [3] jobs created / One
preserved from incentives, [4] capital investment creat- A Time
ed, [5] new tax revenues, [6] other benefits

Provide regular updates to the COG board and mu-

nicipal partners (recommend quarterly) A | Quarterly

38 MetroCOG | RKG | CEDS | Strategy



METROCOG COMPREHENSIVE
ECONOMIC DEVELOPMENT
STRATEGY IMPLEMENTATION MATRIX

Marketing & Outreach

Objective 3

Actions

Implementation Lead

Public/
NP

Implement a proactive community engagement and education initiative

Timing: 2022-2026

Hold a annual public meeting to discuss accomplishments
and ongoing efforts for the previous,/upcoming year

ED

Confinue the resident sur
CEDS process annua

pleted as part of the
lts to determine

ED

Annual

Annual

challenges facing MetroCOG Region busine

Annual

Provide an online tool for citizens and group
questions, provide feedback on content, or T,
meetfings

Actions

activities

Quarterly

Confinual

Highlight recent economic development activity and
successes, maintaining a 'running tally' dashboard of
accomplishments for the year

Publish regular opinion editorials from Board members,
partner organizations, or invited guests focused on
topics that influence (or are influenced by) economic
development in the Region

Quarterly

Include separate topic-themed Board Chair and CEO
messages in each newsletter

Quarterly

Implement, monitor, and report the results of opinion
polls and business surveys through the newsletter

Quarterly

Highlight a different businesses (preferably from the
target industries) in each newsletter

Quarterly

legend on page 26

Quarterly
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ECONOMIC DEVELOPMENT Public/
STRATEGY IMPLEMENTATION MATRIX NP

Private

Marketing & Outreach

Objective 5 Improve awareness and relationships with the business and economic development community

Actions

Cohost networking/marketing events annually with ED,
the respective Chambers of Commerce and other MUN, B Annual
region-level colleagues cC
Host networking eve estors, developers, ED,
and business leadg ' MUN, | R B Annual
sectors for eac
Hold lect
al/nationa R C Annual
frends. This ca
Hold a virtual "State of the Region" e
leaders to discuss activities over th
es, opportunities, and share the B Annual
next year
Creafe a 'lessons learned" report that detail .
cesses and opportunities to share with the sif R A Semi-
and invesfor contacts Annually
Objective 6 Create an online economic development pr for the G Region

Actions
Implement the web-based recommendations laid out
in the other sections of this implementation matrix (i.e. '
locally managed site database) and populate the ED A | Continual
economic development website accordingly
Ensure all active links and materials are current and '
functional at least once a month ED A | Continual
Create on-site content for "What We Do" section rath-
er than have users leave the economic development ED A | Continual
webpage
Increase activity across all social media platforms (i.e. '
Twitter, Instagram...) ED A Confinual
Creatfe more consistent press releases, opinion editori- ]
als, and local media articles ED A Continual
Create a cifizens section on the website with access to
educational information, the annual survey and results '
information, contact information for the community ED A | Confinual
liaison, and the newsletter registration
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Strategy Committee

Committee Member

Strategy Committee

Committee Member

Representing Organization

Jorge Garcia

A+ Technology & Security Solutions,
Inc

Representing Organization

James Benson

Merit Insurance, Inc. Merit-PLC

Alexander Dacey

Amodex Products Inc.

Peter C. Osborne

Moneco Advisors

Ron Agababian

Angel Commercial, LLC

Daniel Donovan

NuPower

Paul Antinozzi

Anfinozzi Associates Architecture &
Interiors

Gordon Soper

PDS Engineering & Construction

Eduardo Cabrera

People's United Bank

Thomas Auray

Bridgeport Fittings Inc.

Ben Toby

Prism Energy Services, Inc.

Dan Onofrio

Edward Lavernoich

Bridgeport Regional Business
Coungil

Robert A. Scinto

Scinto R. D. Inc.

Griselda Champagne

The Vault Virtual Realty

Kenneth Scala

Centuiy 21 Scala Group

Dana Huff

Tighe & Bond

Mark Barnhart

Town of Fairfield

Kenneth Kellogg

Town of Monroe

Raymond Giovanni

Town of Monroe

Thomas Gill City of Bridgeport
Paul Grimmer City|of Shelfon
CurtJones CIVIL T
Matt Fulda

Patrick Carleton

Connecticut Metropolitan Council
of Gevernments

Mary Dean

Town of Stratford

Rina Bakalar

Town of Trumbull

Michelle McCabe

Council of Churches of Greater
Bridgeport, Inc.

Charles Scott

Tri-State Realty & Insurance

Kevin Foley

Cushman & Wakefield of CT Inc.

Eileen Lopez-Cordane

UIL Holdings Corporation

Bruce T. Moore Jr.

Eastern Land Management

Peter Mather

Union Savings Bank

Christopher Douglas

ENCON Heating & AC

Bruce Wetfenstein

Vidal /Wettenstein, LLC

Andrew Zlotnick

Fuss & O'Neill, Inc.

Douglas Wade

Wade's Dairy Inc.

Ray Thiagarajan

Ganim Financial

Willie C McBride Jr.

WC McBride\Electrical Contractors
LLIC

Maureen Funke

greenbox-is

John Reis

Wabster Bank Arena

Stephen Hodson

Hodson Realty Inc

Philip Kuchma

Kuchma Corporation

Chris McFadden

Whiting-Turner Contracting
Company
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Council of Governments

MetroCOG Staff

City of Bridgeport:
Mayor Joseph P. Ganim

Patrick Carleton, Deputy Director

Lawrence Ciccarelli, Administrative Services Director

Devin Clarke, Regional Planner

Town of Easton:
First Selectm@n
DavidgBindelglass

Matt Fulda, Executive Director

Zach Giron, Regional Planner

Mark Hoover, GIS Director

Town of Fairfield:
First Selectwoman
Brenda Kupchick

Colleen Kelleher, Finance Director

Robert F. Kulacz, PE, Engineer

Hafinch Reichle, Regional Planner

Town of Monroe:
First Selectman Ken Kellogg

Chair

Meghan A. Slg@n, Planning Director

Town of Stratford:

Mayor Laura Hoydick
Vice Chair

Town of Trumbull:
First Selectman Vicky Tesoro
Secretary

Y49 METROCOG

Connecticut Metropolitah,Council of Governments

1000dlafayette Boulevard, Suite 925
Bidgeport, CT 06604
203-366-5405  ctmetro.org

This report was prepared with financial
assistance from the U.S.

Department of Commerce, Economic
Development Administration. The opin-
ions, findings and conclusions expressed
in this publication are those of Metro-
COG and do not necessarily reflect the
official views or policies of the federal
and state agencies through which Met-
roCOG is funded.

MetroCOG staff are entirely responsible
for the design and format of this report.
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