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San Pablo Economic Development 
Corporation Strategic Plan 2013-2015 

Introduction 

In January 2013, the San Pablo Economic Development Corporation (SPEDC) launched a strategic 

planning process to transform the organization from a City redevelopment agency into an independent 

nonprofit organization. When the state of California eliminated redevelopment as a local financing 

mechanism, cities across the state had to determine what to do with residual staff, funds, and assets. 

The entities that emerged had to redefine their mission and form new strategies. This document is part 

of the process of the SPEDC recreating itself into an independent nonprofit. 

The SPEDC contracted with Resource Development Associates to facilitate a strategic planning process 

that involved an environmental scan, research about comparable nonprofit EDCs in cities of similar size 

to San Pablo, research about how other jurisdictions are coping with the loss of redevelopment, the 

creation of a new mission, vision, and values statement, and a work plan with goals and objectives for 

the next three years.  

Environmental Scan 
 

To begin the strategic planning process, SPEDC leaders identified their organization’s strengths and 

weaknesses as well as external threats to local opportunities for economic development.  Appendix A 

includes a list of SPEDC key informants and a Strengths, Weaknesses, Opportunities and Threats (SWOT) 

assessment.  

 

A summary of SPEDC’s internal strengths and weaknesses is shown in Table 1. 

 

Table 1. Internal Strengths and Weaknesses 

Strengths Weaknesses 

City supports EDC with funding and staff Over-representation of City elected officials 
and staff on Board 

Talented, engaged Board without political 
agendas or controversy 

New organization with part-time staff and 
unclear governance structures 

 

Table 1 shows that the City of San Pablo’s support is both a strength and a challenge for the 

organization. In order to establish more independence from the City, stakeholders expressed the desire 

that the new mission and responsibilities of the SPEDC will require a change in staffing and leadership. 
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On the other hand, many stakeholders expressed enthusiasm about the City Manager and Assistant City 

Manager serving as “executive staff”. 

 

Stakeholders also commented on the opportunities and threats facing the SPEDC from outside the 

organization. These results are summarized in Table 2. 

 

Table 2. External Opportunities and Threats 

Opportunities Threats 

New attention focused on San Pablo’s 
business community 

Casino dominance magnifies the 
dependence on a single employer and need 
to diversify general fund income 

New source of revenue from Measure Q  for 
public/private partnerships 

Low educational attainment of residents 
Residents often lack their own resources to 
support education/employment 

 

SPEDC leadership believes that the new organization will spark excitement among business-serving 

groups and other partners, and lead to new revenues. However, there was also concern about the 

dominant role that the Lytton Casino plays in the community. Leadership wants to diversify the local 

economy. The number one concern among stakeholders was that educational attainment in San Pablo 

was too low to support new industries or to satisfy the needs of businesses. In order to achieve better 

educational outcomes, SPEDC leaders stressed the need to offer more access to industry-recognized 

credentials, associate’s degrees, educational technology, and other resources to support educational 

advancement. 

 

This SWOT analysis is based on the perceptions of key stakeholders. San Pablo demographic and 

workforce data, highlighted below, supports their observations. 

 

The total population of the City of San Pablo is 29,139, as reported by the US Census 2010. Residents of 

the City of San Pablo are predominantly Hispanic, representing 57% of the total population. The Asian 

and Black populations are sizable in San Pablo, each comprising about 15%. Non-Hispanic Whites are 

about one tenth of the population, and the remaining three percent are of all other races. Chart 1 

graphically illustrates this breakdown. 
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Chart 1. Race and Ethnicity 

 
Source: US Census, 2010. City of San Pablo. 

 

SPEDC leaders viewed San Pablo’s ethnic and racial diversity as a strength. They shared the view that 

San Pablo would be a much less interesting place without the numerous ethnic restaurants, family-

focused activities, festivals, and other cultural offerings that such diversity brings. 

San Pablo is also a young city, with over half (55%) of its residents under the age of 40. Less than one-

third (28%) of residents are between the ages of 40 and 59; and 18% are over the age of 60. Chart 2 

shows the age breakdown. 

 

Chart 2. Age Breakdown 

 
Source: US Census, 2010. City of San Pablo. 

The City’s relative youth has certain benefits and challenges. On the one hand, some businesses are 

attracted to a younger workforce that offers talent at lower wages than an older population. On the 
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other hand, younger families may not have the wealth and assets that help to stabilize and grow 

communities. 

Perhaps San Pablo’s greatest challenge from a workforce development perspective is the low level of 

educational attainment among residents. When compared to the rest of Contra Costa County, San Pablo 

residents are, overall, neither as educated nor as technically trained. Chart 3 presents a breakdown of 

educational attainment rates among residents over the age of 25, comparing the City of San Pablo to 

Contra Costa County as a whole.  

 

Chart 3. Educational Attainment (Residents 25+ Years Old) 

 
Source: American Community Survey, 1-Year Estimate, 2011. City of San Pablo. 

 

Standing in stark contrast with the rest of the County, over a quarter (28%) of San Pablo residents have 

not obtained a high school diploma, whereas only 12% of Contra Costa residents have not obtained a 

high school diploma. Very few residents of San Pablo have obtained a bachelor’s, graduate, or 

professional degree (only 17%), whereas almost 40% of Contra Costa residents have obtained such 

degrees. 

 

Employment data reveals that most jobs in San Pablo do not require a postsecondary degree 

(bachelor’s, master’s, professional, or doctorate degree). Nearly half (48%) of all jobs in San Pablo do not 

require college nor work experience for employment; rather, on-the-job training is provided to prepare 

employees for job responsibilities. Less than a third of all jobs (32%) require a bachelor’s degree or 

higher for employment. Chart 4 illustrates this break-down graphically. 
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Chart 4. Employment by Educational Attainment 

 
Source: Economic Modeling Specialists, Intl., 2012. City of San Pablo. 

 

San Pablo employers’ relatively low educational expectations, combined with low educational 

attainment of the workforce, create a specific set of conditions within which the SPEDC must plan for 

job-readiness and job training programming. Rather than insisting that everyone go to a four-year 

university, programs could be developed that emphasize appropriate credentials and certifications.  

 

Regional Economic Forecast  

An analysis of current employment data shows that San Pablo had a projected job growth rate of 10.9% 

for 2012-2020, as shown in Chart 5 and Table 3. This rate exceeds that of Contra County (9.7%), but is 

below the California Department of Finance’s prediction for the State as a whole (13%). However, San 

Pablo’s unemployment rate remains one of the highest in Contra Costa County at 16.7%. 

 

Chart 5. Projected Job Growth (2012-2020) 
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Region 2012 Jobs 2020 Jobs Change % Change 

Richmond/San Pablo 68,325 75,795 7,470 10.9% 

Contra Costa County 478,124 524,570 46,446 9.7% 

Source: Economic Modeling Specialists, Intl., 2012. City of San Pablo. 

 

Growth Industries 

Economic projections through the year 2020 predict the following job creation figures for San Pablo’s 

top ten industries by absolute job growth as detailed in Table 4.  

 

Table 4. Top 10 Industries by Projected Job Growth 

Industry 
2012 

Jobs 

2020 

Jobs 
Change % Change 

2012 Average 

Annual Wage 

HMO Medical Centers 3,199 4,697 1,498 47% $140,861 

Other Activities Related to Credit Intermediation 2,178 3,659 1,481 68% $93,802 

Research and Development in Biotechnology 844 1,282 438 52% $111,038 

Nursing Care Facilities 909 1,267 358 39% $47,110 

Warehouse Clubs and Supercenters 573 878 305 53% $42,822 

Supermarkets and Other Grocery (except Convenience) Stores 1,267 1,538 271 21% $39,297 

Janitorial Services 1,067 1,313 246 23% $19,627 

Commercial and Institutional Building Construction 800 1,040 240 30% $90,953 

Residential Remodelers 417 639 222 53% $46,288 

All Other Consumer Goods Retail 249 451 202 81% $38,202 

Source: Economic Modeling Specialists, Intl., April 2012. City of San Pablo. Complete Employment. 

 

Half of the above industries are projected to have over 50% increases in job growth over the next 7 

years. The “HMO Medical Centers” industry is currently the largest in the City and is projected to remain 

the largest job generator for San Pablo into the year 2020. The “Other Activities Related to Credit 

Intermediation,” otherwise known as the remittance industry, is currently San Pablo’s second largest job 

generator and is projected to produce an increase of 68% in jobs by the year 2020. The businesses in the 

credit intermediation area include check cashers, money transmission services, traveler check issuers, 

and other non-bank financers. Other emerging industries and their projected growth rates include 

“Research and Development in Biotechnology” (52%), “Warehouse Clubs and Supercenters” (53%), and 

“All Other Consumer Goods Retail” (81%). 

 

In addition to identifying the industries that generate employment, it is important to acknowledge 

growing occupations, many of which staff more than one industry. Registered nurses are projected to 

see the highest absolute change, an increase of 330 jobs (27%), followed by loan officers, an increase of 

262 jobs (62%). An increase of about 250 jobs is projected for cashiers (18%), retail salespersons (14%), 

and customer service representatives (33%). Table 5 provides more detailed information by occupation, 

including median hourly earnings, annual openings, and educational requirements for employment. The 

majority of these top ten occupations do not require a postsecondary degree. The highest educational 

attainment level required among these occupations is for registered nurses (associate’s degree). 
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These data are based on the National Industrial Classification System (NAICS) for industries and Standard 

Occupational Categories (SOCs) for occupations. Labor market data should be examined both for 

industry trends and occupational trends. While the two are linked, there is not a one-to-one 

correspondence between the two. For example, the occupation “janitors and cleaners” exists in almost 

all businesses, nonprofits and governments. Similarly, an industry like “credit intermediation” has an 

occupational profile that might be very different from what one might expect from the title. Therefore, 

when digging deeper into a particular industry’s growth, one must cross-walk that industry against the 

occupational profile (often called a staffing pattern) for the different businesses within that industry. 

Thus, we consider occupations separately from industry in Table 5. 

 

 

Table 5. Top 10 Occupations by Projected Job Growth 

Occupation 
2012 

Jobs 

2020 

Jobs 
Change 

% 

Change 
Openings 

Annual 

Openings 

Median 

Hourly 

Earnings 

Education Level 

Registered Nurses 1,225 1,555 330 27% 511 64 $56.64 Associate's degree 

Loan Officers 422 684 262 62% 348 44 $33.62 
Moderate-term  

on-the-job training 

Cashiers 1,465 1,723 258 18% 791 99 $10.40 
Short-term  

on-the-job training 

Retail Salespersons 1,870 2,124 254 14% 693 87 $11.22 
Short-term  

on-the-job training 

Customer Service Representatives 757 1,006 249 33% 424 53 $18.95 
Short-term  

on-the-job training 

Combined Food Preparation and Serving 

Workers, Including Fast Food 
973 1,188 215 22% 433 54 $9.05 

Short-term  

on-the-job training 

Nursing Aides, Orderlies, and Attendants 575 752 177 31% 236 30 $16.76 
Postsecondary  

non-degree award 

Janitors and Cleaners, Except Maids and 

Housekeeping Cleaners 
1,088 1,250 162 15% 326 41 $13.96 

Short-term  

on-the-job training 

Real Estate Sales Agents 846 993 147 17% 300 37 $14.27 
Postsecondary  

non-degree award 

Laborers and Freight, Stock, and Material 

Movers, Hand 
925 1,065 140 15% 382 48 $12.86 

Short-term  

on-the-job training 

Source: Economic Modeling Specialists, Intl., April 2012. City of San Pablo. Complete Employment. 

 

These data suggest that biotechnology and the medical industries are burgeoning areas for the City of 

San Pablo. Alternative credit and cash transfer businesses, and retail (specifically janitorial and 

supermarket/grocery stores) are also among the top growth occupations and industries.  

 

Comparisons to Other Jurisdictions 

An analysis of economic development activities within California shows that jurisdictions of comparable 

size to San Pablo rely on city-led economic development agencies (see Table 6). In general, cities have 

either economic or community development departments, or both, which provide similar services to 
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those proposed by SPEDC. These are public agencies. In regions where nonprofit organizations lead 

economic development efforts, they rarely represent only one city. In the case of the East Bay Economic 

Development Alliance, their work is targeted toward dozens of cities in the large regions of Alameda and 

Contra Costa counties.  

Nonprofit Economic Development Corporations provide an array of services that are similar across the 

state and nation. These include: 

 Advocacy/Lobbying – Within the parameters of their nonprofit status, many EDCs lobby at all 

levels of government on behalf of business interests, often partnering with the Chambers of 

Commerce in the their regions. 

 Business Attraction –Nonprofit EDCs and local businesses often work together to craft branding 

and marketing campaigns to attract larger companies. 

 Business Promotion – Promoting the region’s economic strengths has often been the hallmark 

activities of Chambers of Commerce. Many EDCs have taken on this role as well. 

 Business Retention – Retaining existing businesses is rarely a stated objective of nonprofit 

economic development agencies. Contacting businesses in distress, responding to layoff notices, 

and offering direct support to businesses are traditionally conducted by government or 

educational institutions. In certain communities like Ventura, San Diego, and Los Angeles, 

particularly during the economic downturn, business retention was also a major activity of the 

independent EDCs. 

 Business Training – The direct training of businesses is usually provided through referrals by 

most EDCs to Small Business Development Councils, community colleges, or private 

organizations like SCORE, a nationwide network of former and current businesspeople who 

mentor other businesses. 

 Direct Business Lending – Many EDCs have begun to provide revolving loans to serve as gap 

financing for small businesses. 

 Economic Impact Studies – In regions where there is a cluster of industries that significantly 

contribute to the economy, many EDCs commission or self-produce reports about those 

important regional industries. This is one of the more frequent types of publications that EDCs 

produce. 

 Industry Cluster Development – Economic development has evolved over the last 10 years 

thanks to work by economists, like Michael Porter, who have found that by focusing on a 

region’s competitive advantage, economic development efforts can reduce unemployment 

more effectively than a less targeted approach. Many EDCs, most notably the San Diego 

Regional EDC, the North Coast Prosperity Network, and the East Bay Economic Development 

Alliance, have made clusters of economic opportunity central to their business development 

strategies. 

 Membership Benefits – Nonprofit EDCs rely on memberships, often competing with other 

industry associations in a region. As a result, many offer a variety of benefits for their members 

as incentives, from discounts to sports and arts events to free business coaching. 
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 Newsletter/Publications – Some EDCs outreach to their members about opportunities for 

training, financing, networking and other business-related activities via newsletters and social 

media. 

 Strategic Partnerships – EDCs often add to their influence and their value proposition by 

partnering with a variety of stakeholders including educators, finance people, legal experts, 

government officials, and fellow economic developers. 

 Venture Capital Network – For those EDCs fortunate enough to have venture or angel investors 

in their region, a benefit for EDC members can be easier access to capital financing. 

 Website Houses Specific Tools for Businesses – A strong example of an EDC website with tools 

for businesses is the Economic Development Collaborative – Ventura County, which provides 

specific tools and resources for specific types of businesses.  

 Workforce Training – Most EDC literature emphasizes that a strong workforce is vital to the 

economy, but, of the nonprofit EDCs examined, none do direct workforce development. Some 

EDCs, however, provide referrals to community colleges and private education providers. 

Table 6 provides a snapshot of nine cities in the San Francisco Bay Area and their economic 

development activities. These cities have racial/ethnic diversity that is somewhat comparable to San 

Pablo, and have relatively comparable median incomes and home values. In every case, the cities and 

their partner agencies have not created the same independent agency-led economic development 

commitment as San Pablo. With the exception of Richmond, the cities maintain a great deal of control 

over the process. Richmond’s Chamber of Commerce has taken on many of the similar roles (with the 

exception of workforce development) that SPEDC has. Only Vallejo has created a business lending 

program. East Palo Alto has chosen to align with outside organizations that are focused on the broader 

Silicon Valley. Solano County’s EDC, Solano Economic Development Corporation SEDCORP, has strategic 

partnerships with Suisun City, Vacaville, and Vallejo that resemble SPEDC’s relationship with San Pablo.  
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Cities San Pablo Antioch Concord

East Palo 

Alto Newark Richmond

South San 

Francisco Suisun City Vacaville Vallejo

Population 29,139        102,372         122,067    28,155        42,573      103,701      63,632        28,111      92,428      115,942   

Nonprofit Economic 

Development Agency

 San Pablo 

EDC 

 Economic 

Development 

Commission 

(City-Led) 

 City-Led 

 Silicon 

Valley 

EDA/Joint 

Venture 

 City-Led 

 Richmond 

Chamber of 

Commerce 

 City-Led 
 City-Led/ 

SEDCORP 

 City-Led/ 

SEDCORP 

 City-Led/ 

SEDCORP 

Median Income 43,872$      66,351$         65,123$    48,734$      81,352$    54,012$      74,158$     71,795$    70,838$    61,481$   

Median Home Value 298,800$   388,300$       470,200$ 525,600$   551,900$ 408,200$    648,500$   341,400$ 377,900$ 355,300$ 

Advocacy/Lobbying X
Business Attraction X X X X X X
Business Promotion X X X X X X
Business Retention X X X X X X
Business Training X
Direct Business Lending X
Economic Impact Studies X
Industry Cluster Development X X X X X
Membership Benefits X X X
Newsletter/Publications X X X
Strategic Partnerships X X X X X X
Venture Capital Network
Website Houses Specific X

Workforce Training X

Table 6. Comparable Cities to San Pablo and Their Economic Development Activities 

Source: Independent EDC websites, population, income, and housing cost from the 2010 Census. 

SPEDC can learn from each city’s example. Further analysis can discover how keeping some of the 

economic development activities within city government (and without the support of redevelopment) 

can be successful.  On the other hand, it would be useful to meet with SEDCORP in Solano County to see 

how an independent EDC leverages the different cities’ strengths. Similarly, Richmond’s strong support 

for the Chamber of Commerce and the workforce programs (Richmond Build) is closer to SPEDC’s vision 

of independent nonprofits supporting a regional plan. SPEDC’s ongoing partnerships with Richmond’s 

programs will likely prove to be very fruitful in the years to come.   
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Mission, Vision, and Values 

During the strategic planning process, SPEDC staff and board members reviewed data from the 

environmental assessment and crafted the following mission, vision, and values statement: 

Mission Statement 
The mission of the San Pablo Economic Development Corporation (SPEDC) is to stabilize, diversify, and 

develop the local economy through education and training of our workforce and businesses. 

Vision Statement 
The San Pablo EDC will create a basis for an economically sustainable and successful community. By 

linking community resources, leveraging local assets, and partnering to deliver programs, the SPEDC will 

attract new businesses to San Pablo, retain and expand existing businesses, help people access the skills 

for higher wage jobs and establish a positive, highly visible reputation for San Pablo in the Bay Area. 

Core Values 
 Local investment and sustainable growth 

 Strong community relationships 

 Expanded economic opportunities and access for residents and businesses  

Goals and Objectives 
 

Goal 1: SPEDC will have a strong, positive reputation and brand 
 

SPEDC leaders seek to brand SPEDC as the model for business and workforce development, the 

organization in San Pablo to belong to. Board members were enthusiastic about putting the SPEDC “on 

the map” as a regional partner with businesses, governments agencies, and community-based 

organizations. The strategies they discussed focused on marketing and branding. 

 

Objective 1.1: Develop a recognizable SPEDC brand 
SPEDC leaders want to ensure that the EDC has an independently recognizable presence both within the 

San Pablo community and to external business locators. They supported the idea of having a branding 

consultant come in and work with them to improve and maintain the SPEDC identity.  In other 

comparable cities, a strong brand for their EDCs enables businesses to quickly identify which is the go-to 

organization for assistance.  
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Committee: Ad Hoc Operations 

Partners1: Branding consultant; current partners; local businesses; City of San Pablo 

Expected Completion: By December 2014 

Actions: 

 Hire  branding consultant ($$)2 who will: 

o Create a tagline for SPEDC ($$) 

o Develop new logo (possibly) ($$) 

o Revamp EDC website ($$) 

 Develop a line of branded merchandise ($) 

 Launch and regularly publish joint newsletter with the City of San Pablo ($) 

 Sponsor local, county, and regional events important to economic development ($$) 

 Establish criteria and create an award for “Small Business of the Year,” then nominate to the 

CCCEC’s May Small Business Award event ($) 

 Survey businesses and other stakeholders on SPEDC brand awareness ($$) 

Indicators of Success:  

 A majority of businesses surveyed recognize the EDC logo without any text 

 SPEDC begins to receive inquiries based on responses to the branding efforts 

 Increase in members who cite “reputation of SPEDC” as one of their primary motivations for 

joining 

 Increase in membership, sponsorship, and program attendance due to presence of the SPEDC at 

major events, and distribution of newsletter 

 Participate as a sponsor, as well as a nominating organization, for a county or regional “Small 

Business of the Year” award event 

 Surveys following campaigns show greater awareness of SPEDC 

 

Objective 1.2: Market SPEDC 
Staff and the Board will launch three marketing campaigns per year. SPEDC leaders identified the kinds 

of marketing campaigns that have worked in the past, specifically, “Buy Local” and “Super Bowl.” In each 

case, local businesses were showcased by the SPEDC. In the case of the Super Bowl, leaders reported 

that San Pablo residents love to come out for big sporting events, giving SPEDC representatives a chance 

to make contacts and share information. Marketing the high quality services of SPEDC ensures that 

critical stakeholders, including local businesses, community leaders, and job seeking residents, are 

aware of the current services and future opportunities available through membership and partnerships 

with SPEDC. 

Committee: Ad Hoc Operations 

Champion: Kelsey Worthy 

Partners: Local merchants, Chamber, Contra Costa Community College, Casino, City  

                                                           
1
 Partners are those organizations who can immediately add value to the initiative and help with its success. 

2
 Dollar signs symbolize cost: ($)=low; ($$)=medium; ($$$)=high 
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Expected Completion: Three marketing campaigns by end of each fiscal year 

Actions: 

 Add internal capacity to effectively leverage social media for marketing ($$) 

 Actively seek and increase the number of news appearances ($) 

 Launch three marketing campaigns ($$) 

 Actively engage outreach partners to establish greater awareness of campaigns, programs, and 

events ($) 

 Regularly participate in City of San Pablo organized neighborhood engagement events, e.g., 

Easter Egg Hunt, 4th of July, etc. ($$) 

 Utilize a traditional mailing list for businesses and residents who are not tech savvy but wish to 

be informed by and engaged with the SPEDC ($) 

Indicators of Success: 

1. Successful implementation of marketing campaigns 

2. Increase in number of positive SPEDC mentions in regional media 

3. More county-wide representation in participants; higher participation numbers overall 

4. Distribution lists expand after each local neighborhood engagement event 

5. Greater participation in events from community organizations and churhces 

 

Goal 2: SPEDC will be a fiscally sustainable organization 
 

SPEDC will work to become less reliant on City of San Pablo tax dollars, and will obtain revenue from 
grants, sales of products and services, and corporate sponsorships. 
 

Objective 2.1: Obtain grant funding 
SPEDC will seek and win grants from foundations and federal and state government. By developing the 

internal capacity of staff and by hiring grant writing consultants, SPEDC will increase ongoing grant 

seeking activities. SPEDC leaders also identified that to be competitive for federal grants; an 

organization needs a political presence in Sacramento and Washington. They suggested that SPEDC 

retain a lobbyist in one or both cities. 

Committee: Ad Hoc Finance 

Partners: Consultants, Townsend Public Affairs (already on contract with City), Contra Costa County, and 

Workforce Development Board 

Expected Completion: One grant application submitted by December 2013   

Actions:  

 Sign up for grant-search website subscriptions ($) 

 Plan a regular grant committee meeting from among strategic partnerships ($)  

 Budget for and retain a grant writer or grant-related services organization and lobbyist ($$$) 

 Foster and develop key political partnerships ($) 
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Indicators of Success:  

1. Grant writer hired and on retainer 

2. The development of a formalized grant-seeking process 

3. Number of grants applied for 

4. Number of grants received 

 

Objective 2.2: Obtain earned revenue 
SPEDC will generate revenue from its own products and services in order to help sustain the 

organization with unrestricted funds. Earned revenue will also derive from an increase in memberships. 

SPEDC will recruit new members who can make annual investments. 

Committee: Ad Hoc Finance 

Partners: Compass Point Nonprofit Services, businesses to produce branded merchandise 

Expected Completion: 20% of the SPEDC budget will come from earned revenue by the end of fiscal 

year 2015 

Actions:  

 Set up a fee schedule for training produced by SPEDC ($)  

 Establish room rental fees and policy; list the room on relevant websites and market it ($$) 

 Establish revenue generating programs that pay for themselves (break-even) or generate a 

profit ($$) 

 Develop and implement a membership drive ($$) 

Indicators of Success:  

1. Increase in revenues from non-grant sources 

2. Increase in the number of paying members 

 

Objective 2.3: Obtain corporate sponsorships 
Corporate investment in the EDC increases sustainability and makes it more attractive to even more 

funding from private and public sources. Such sponsorship can take several forms. In the case of the San 

Diego Regional EDC, large companies such as Qualcomm will very visibly underwrite events or make 

significant contributions in order to show their community commitment. Sometimes companies must 

make contributions as a result of a legal mandate. For example, banks often get involved with EDCs in 

order to satisfy Community Reinvestment Act requirements. SPEDC will market to targeted corporate 

sponsors the potential benefits they would receive for their larger investment. 

Committee: Ad Hoc Finance 

Champions: Paresh Pakhare, Erwin Reeves, and Kelsey Worthy  

Partners: Mechanics Bank, other banks, national retail chains, Lytton Casino, Chevron  

Expected Completion: By the end of fiscal year 2015, SPEDC will secure $50,000 in corporate 

sponsorships 

Actions:  

 Plan process for pricing and solicitation of event sponsorships ($)  
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 Develop an incentive plan for corporate donations ($) 

 Plan process for formal corporate solicitations ($) 

Indicators of Success:  

1. Annual increases in dollars received  

2. Annual increases in the number of companies contacted for funding 

3. Annual increases in the number of companies sponsoring SPEDC events 

 

Goal 3: SPEDC will improve local business success through 

training 
 

SPEDC will build and strengthen the capacity of local businesses through the promotion and creation of 

training opportunities. 

 

Objective 3.1: Promote existing business training 
SPEDC will identify existing training opportunities (such as those offered by the Small Business 

Development Center and Contra Costa Community College) and help to market them to local 

businesses. 

Committee: Ad Hoc Operations  

Partners: Contra Costa Community College, Escalante Center, Richmond Build, City schools, City of El 

Cerrito, East Bay One Stop, City of San Pablo, East Bay Works, Small Business Development Center, 

Stride Center, Richmond Workforce Investment Board, Renaissance, Grid Alternatives, Lao Family 

Community Development, Go Biz (California governor’s office), West Contra Costa Business 

Development Center 

Completion: By the end of fiscal year 2013, SPEDC will have an outside training marketing plan 

Actions: 

 Publicize upcoming training opportunities through newsletters, websites, direct mail, email, and 

social media ($) 

 Outreach to businesses that might need training ($) 

Indicator of Success:  

1. Annual increase in the number of businesses trained 

 

Objective 3.2: Identify training gaps 
SPEDC will assess the training needs of the area’s businesses. The result of this assessment will be that 

SPEDC can identify training gaps, steer businesses to appropriate training, and work with partners to 

develop new training. 

Committee: Ad hoc Operations 

Partners: Workforce Development Board; Contra Costa Community College 

Completion: By end of fiscal year 2014 
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Actions: 

 Create a survey of businesses around training and other needs ($$) 

 Assess degree to existing training meets business needs – gap analysis ($$) 

Indicators of Success:  

1. Clear list of priorities for training from a survey of San Pablo’s businesses 

2. Identified strengths and gaps in training offerings 

 

Objective 3.3: Develop, host, and market trainings to fill gaps (multi-lingual 
training, e.g.) 
Where gaps exist, SPEDC will create and host trainings. SPEDC's commitment to training and filling gaps 

will help local businesses stabilize and grow. SPEDC leaders intend to create up to six trainings a year in 

combination with its partners. 

Committee: Ad Hoc Operations 

Partners: Contra Costa Community College, Small Business Development Corporation, SCORE 

Completion: By end of fiscal year 2014, SPEDC will create six new training programs  

Actions: 

 Identify training partners to help develop curriculum ($)  

 Create training curriculum and logistics including fee structure ($$) 

 Develop trainings in multiple languages with Spanish as a top priority ($$$) 

 Market training to community ($) 

 Evaluate outcomes and impacts of trainings ($$) 

 Gather positive stories of training impacts for publications ($) 

 Use positive training outcomes to demonstrate success ($) 

Indicators of Success:  

1. Completion of the development of training programs 

2. Revenues generated from SPEDC created training 

3. Increasing attendance at SPEDC created training 

4. Evaluation of training reveals positive outcomes and impacts from trainings 

 

Goal 4: SPEDC will improve the skills of the local workforce  
 

SPEDC is committed to improving the skills and educational attainment of the San Pablo workforce. 

SPEDC plans to use both training and job placement assistance to help combat the high unemployment 

in the City of San Pablo. Critical to the success of these efforts will be matching the stated workforce 

needs of local businesses with the skills that local workers bring. Such skill matching will require that the 

trainings accurately reflect business needs. The first objective will be to develop trainings in partnership 

with Contra Costa Community College where there are known gaps. SPEDC will develop new 

partnerships as workforce development needs emerge, particularly to develop local capacity to supply 
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growing and stable industries. Such partnerships will resemble the current relationship with Richmond 

BUILD. 

Objective 4.1: Develop workforce training program in partnership with Contra 

Costa Community College 
In partnership with the Contra Costa Community College, SPEDC will use its knowledge of local business 

needs for talent to help structure courses that meet demand. In addition, through its course 

development support of the College, SPEDC will gain a greater understanding of the needs of workers to 

be able to use their skills in the contemporary marketplace. 

Committee: Ad Hoc Operations 

Partners: Contra Costa Community College, local relevant businesses, external business leaders 

Completion: By end of fiscal year 2014, SPEDC will co-create at least one workforce training program 

Actions:  

 Create an MOU with College ($) 

 Assessment of College workforce training offerings that fit demands of local businesses ($$) 

 Co-develop new workforce training courses where necessary ($$$) 

 Further assess whether business needs and workforce skills are matching and evaluate training 

($$)  

Indicators of Success:  

1. Creation of a San Pablo focused workforce training program  

2. Increase in the number of students interested in the training program 

3. Increase in the number of students completing the training program 

4. Increase in the number of people certified or credentialed for in-demand jobs  

5. Increase in the number of people who were employed as a result of their contact with SPEDC 

 

Objective 4.2: Develop public/private partnerships for workforce development, 

on-the-job training, and placement 
The federal Workforce Investment Act provides an incentive for businesses to hire workers through the 

On-The-Job Training grant (OJT). Businesses can receive up to 50% of all training costs for an eligible 

worker if they promise to hire that person after completing training. In other jurisdictions, EDCs have 

helped the workforce agencies find businesses willing to use the OJT grants in a brokering relationship. 

In some cases this relationship even generates fees for the EDC as payment for placing the grants with 

the businesses. Evidence has shown that OJTs tend to be one of the most successful workforce 

development tools, because many people learn job skills best in the actual context of their job. The 

SPEDC will work with local workforce groups to assist in placing San Pablo residents into OJT 

opportunities. 

 

SPEDC will also build partnerships and facilitate training programs as it discovers gaps in local workforce 

capacity resulting from industry growth or long-term stability. Through regular assessment of both 
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business needs and the needs of workers in San Pablo, SPEDC will ensure that there is a solid match 

between both. SPEDC will serve as a workforce intermediary, helping to bridge training and education 

gaps. 

Committee: Ad Hoc Finance 

Partners: Local businesses, Richmond Build (Sal Vaca), Eastbay Works, Workforce Development Board of 

Contra Costa, One-Stop, Chamber of Commerce, Merchant Association, East Bay EDA, City of Richmond 

Completion: By end of fiscal year 2015, SPEDC will have either implemented a plan to create and place 

OJTs or will have rejected the idea based on research 

Actions:  

 Contact workforce system -- East Bay Works, Contra Costa WDB – about the process for 

distributing OJTs in the county ($) 

 Assess number, placement, and impact of local OJTs ($) 

 Develop plan for brokering OJTs for a possible fee ($$) 

 Provide results of assessments of business needs to those interested in providing training (public 

and provide educators) ($) 

 Broker the creation of workforce training efforts where gaps are identified in partnership with 

businesses and educators ($) 

Indicators of Success:  

1. Increase in the number of On-the-Job-Training placements by the Workforce Investment Act 

funding organizations in the City of San Pablo 

2. New revenue from a contract brokering OJT placements 

3. New jobs for San Pablo residents 

4. New training opportunities created for workers 

5. Fewer reported training needs from local businesses 

 

Objective 4.3: Develop industry cluster in partnership with Contra Costa 

Community College 
SPEDC will create an industry cluster development strategy that uses the area's competitive advantage 

to both support new business location and workforce development. Such a strategy involves bringing 

together businesses that have training needs in a particular industry cluster with the appropriate 

training providers. Training workers in an industry cluster provides clear pathways from entry-level to 

higher levels of income and professional responsibility. 

 

SPEDC will gain an understanding of the competitive advantage of San Pablo, identify industries and 
occupations in those areas, and work to create career ladders for those industries that assist workers in 
their career planning. 
Committee: Ad Hoc Operations 

Partners: San Pablo Community College, businesses in identified cluster, Eastbay Works, One-Stop, and 

Workforce Development Board of Contra Costa 

Completion: By end of fiscal year 2015, SPEDC will have created a career ladder plan for one industry 
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Actions:  

 Work with Contra Costa Community College on an industry cluster plan ($) 

 Formalize the partnership with Contra Costa Community College on cluster plan ($) 

 Outreach to cluster businesses about SPEDC intentions ($)  

 Application to WIB for either Rapid Response or On-the-Job Training funding for initiative ($$)  

 Develop curriculum in partnership College and cluster businesses ($$)  

 Market classes and certifications ($$)  

Indicators of Success:  

1. Target industry cluster identified  

2. Number of and breadth of relevant college courses developed 

3. Number of relevant certificate or credential programs created 

 

Goal 5: SPEDC will attract new businesses to San Pablo 
 

SPEDC will lead the City's efforts to recruit new businesses to San Pablo and will market the City as a 
great place to work, live, and play. 
 

Objective 5.1: Market the City as a place to do business 
SPEDC will work with City, strategic partners, and consultants to create messages and marketing tools 

that will help to spread the word about San Pablo. Positive messages and materials like a business 

attraction website and branded merchandise will help to attract new business. Future activities will 

include creating externally targeted marketing tools, attending conventions, conferences and trade 

missions, and collaborating with other East Bay business attraction efforts. 

Committee: Ad Hoc Governance 

Partners: East Bay EDA, City, other East Bay cities, East Bay Chamber of Commerce 

Completion: By the end of December 2013, SPEDC will have created an external marketing strategy 

Actions: 

 Advertising the City in online and print business focused media ($$) 

 Creation of a City of San Pablo business attraction marketing campaign to include materials, 

travel, trade missions, and trade shows ($$$) 

Indicators of Success:  

1. Number of ad placements 

2. Advertising tracking shows that ads are being viewed 

3. Numbers of trade shows attended; states and countries visited 

4. Increase in positive media for City of San Pablo 

5. Increase in numbers of businesses seeking San Pablo as a location 
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Objective 5.2: Develop a business attraction strategy 
SPEDC will seek out business locators from around the world to market the City. Business locators make 

the decisions for companies on where to locate. Understanding their criteria requires a deep 

understanding of the demographics and the factors that people use to make purchase decisions 

(psychographics).  Similarly, SPEDC should develop expertise on the key economic drivers such as the 

mix of businesses, available land, and overall business-friendly climate. 

Committee: Ad hoc Operations 

Partners: City of San Pablo; Consultants  

Actions: 

 Develop a database of existing and available properties and leases ($$) 

 Research the mix of retail industries already in existence. Determine where gaps exist in the 

retail offerings in San Pablo ($) 

 Use consultants to develop a psychographic profile of San Pablo to entice business locators 

($$$) 

Indicator of Success: Adoption of business attraction strategy by Board. 

Conclusion 

This strategic plan provides SPEDC staff and board members clarity of vision, mission, goals, and 

achievable objectives. It provides a framework for SPEDC operations and actions for the next 1-3 years 

and a basis for evaluating the organization’s performance. In addition to completing the goals and 

objectives highlighted in this plan, the SPEDC staff and board members have committed to the following 

next steps, which will enable them to transition from a city-run redevelopment agency to a community-

based nonprofit organization: 

 Development of bylaws 

 Operational plan, including budget, roles and responsibilities, tasks, and timeline 

 Plan for ongoing evaluation and programmatic improvement 
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Appendix A. Strengths, Weaknesses, Opportunities and Threats (SWOT) 

Analysis 
 

 

Strengths 

 City support ($, Measure Q) 

 Great staff 

 Dedicated office space 

 Board with diverse skillset 

 Cohesive, non-controversial board 

 Support from other organizations 

 Not much political controversy 

 Pioneers in repurposing redevelopment 

Opportunities 

 Clean slate 

 Excitement/buzz about EDC 

 New type of nonprofit organization 
(new model like Portland Development 
Commission or foundations) 

 Model of success for other EDCs 

 Resource for business development/TA 

 Education and training for employers  

 Build community reputation/branding 

 Unique offering 

 Leveraging existing connections with 
federal, state and county governments 

 New grants – Affordable Care Act 

 Create revenue generating programs 

Weaknesses 

 New organization 

 Credibility challenges/Track record 

 Financing (line of credit, etc.) 

 City ties – New Market Tax Credit requires 
more independence 

 Corporate governance documentation 

 Conflict of interest (city ties) 

 Corporate governance transition 

 Part-time staff 

 Long-term sustainability/financing 

 Limited set of peers (local examples 
elsewhere) 

Threats 

 Low educational attainment of residents 

 Limited resources for education 

 Lack of capital 

 Casino competition (may lead to 
reduction in revenue) 

 Casino dominance of economy 

 Opposition from outside groups, like 
school districts 

 City boundaries (small, landlocked, not as 
much room for growth) 

 Some predatory, and/or low-wage 
businesses 

 Lack of cultural offerings 

 Digital divide 

 Succession-planning, retirements of key 
leaders 

 Lack of interest in public sector among 
youth 

 Muddy reputation – low-income, working 
class, crime 

 Economic uncertainty 

 Business disruption due to lack of 
emergency preparedness 

 Chevron on Richmond fault line 

 

Positive  

Negative 

Internal External 


