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EXECUTIVE SUMMARY 

INTRODUCTION 

This strategic plan will guide Lubbock’s economic development efforts over the next five years. This plan sets out a 
common vision, a set of goals, and specific strategies to grow the local economy. It also supports the broader 
community vision and goals developed as part of the Imagine Lubbock Together plan. This document provides a 
roadmap for Lubbock’s economic development program, but the ultimate success of the recommendations will 
depend on the level of commitment from the Lubbock Economic Development Alliance (LEDA) and its partners in 
executing the strategies laid out in this strategic plan. 

Organizational Background: In 1995 Market Lubbock, Inc., a 501(c)4 non-profit corporation, was formed for 
the purpose of promoting economic development across the city of Lubbock.  Market Lubbock Inc., is funded through a 
property tax allocation approved annually by the City Council.  Subsequently in 2004, the Lubbock Economic 
Development Alliance (LEDA) was formed as a result of a majority vote of Lubbock voters.  LEDA, as a Texas Type A 
Corporation, is funded through a dedicated sales tax for financing certain economic development projects and for 
certain economic development purposes.  LEDA, together with Market Lubbock Inc., continues to offer an expansive 
and flexible vehicle for promoting and facilitating economic growth and development for Lubbock. 

LEDA’s Mission: LEDA’s mission is to promote economic growth by creating high-quality jobs, investing in new 
capital improvements and improving Lubbock’s quality of life. LEDA accomplishes its mission by developing 
relationships with corporations and individuals across the region, state and nation that help to provide 
organizations a business-friendly environment and a skilled, qualified workforce. 

This strategic plan is structured around a single vision, three guiding principles, and three goals. This framework is 
presented below. 

VISION 

Lubbock  w ill bu ild on  it s  s t rong econom ic base to em erge as a nat ional cen ter  
for  innov at ion , inv es tm en t , and en t repreneu r ial grow th  by  lev eraging the 

w or ld - class  com ponen t s  of  the Tex as Tech  Un iv ers it y  Sy s tem , as w ell as  t he 
cit y ’s  other  ou t s tanding educat ional in s t it u t ion s , ex is t ing bu s inesses, cu ltu ral 

and en ter ta inm en t  des t inat ions, and com m un ity  leaders . 



STRATEGIC PLAN  LEDA 

 THEORY INTO PRACTICE  PAGE | 2 

GUIDING PRINCIPLES 

The strategic plan is built on a framework of three guiding principles. These principles are designed as reference 
points for the goals and strategies to ensure that Lubbock’s economic development efforts provide tangible benefits. 
Each principle also serves to keep the city’s focus on creating a more prosperous future instead of only looking at its 
current limitations. 

   
1. FORWARD-THINKING 2. TALENT-DRIVEN 3. COLLABORATIVE 

Lubbock is on the cutting-edge  
of entrepreneurship and innovation 
thanks to research taking place in the 
Texas Tech University System and the 
creativity of local companies. 

Lubbock’s amenities support a strong 
quality of place that attracts  
and retains companies, talented 
workers, entrepreneurs, and university 
graduates. 

Lubbock’s public and private sector 
leaders work together to create an 
environment that supports economic 
development, community investment, 
and public-private collaboration. 

GOALS 

The following three goals support the vision statement and the guiding principles. Together, the vision, the guiding 
principles, and the goals form the framework for the strategic plan. 

1. BUSINESS DEVELOPMENT 

Grow Lubbock’s economy through the retention and expansion of existing employers, and through the 
recruitment of new businesses. 

This strategic plan aims to challenge Lubbock’s leadership with bold ideas and a fresh approach to economic 
development inspired by the Imagine Lubbock Together process. Nonetheless, there remains a core set of baseline 
economic development activities that must be continued and expanded on to maintain the community’s positive 
economic momentum. These activities are focused on business retention and expansion, business recruitment, and 
marketing. 

STRATEGIES: 

 Support the continued growth of Lubbock’s existing employers through an expanded business retention and 
expansion program. 

 Cultivate relationships and networks with business executives, commercial real estate brokers, and site 
location consultants for the recruitment of new businesses to Lubbock, especially in key industry clusters. 
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 Enhance Lubbock’s image as an attractive place to do business through traditional and non-traditional 
media channels. 

 Ensure that the appropriate sites and infrastructure are in place to support the growth of existing employers 
and the attraction of new businesses. 

 Engage community leaders more closely in economic development activities and initiatives. 

 Establish a consistent funding stream for economic development to ensure Lubbock’s long-term 
competitiveness. 

2. TALENT MANAGEMENT 

Develop, retain, and attract talented workers to support current and future employers. 

Communities that can successfully attract and retain talented workers possess a huge advantage in today’s 
economy. The components of the Texas Tech University System are Lubbock’s strongest assets for economic 
development and can be further leveraged to develop, retain, and attract talent. Yet, that alone does not guarantee 
that Lubbock will compete successfully for talent. The city must also provide an environment that attracts and retains 
talent (i.e., downtown, amenities, public spaces, entertainment). In addition, Lubbock must foster collaboration 
among its public, private, and academic leaders to create better educational and employment opportunities for all 
residents, including those that have been historically underserved. 

STRATEGIES: 

 Launch a talent management system on the national stage focused on developing, retaining, and attracting 
a highly skilled talent base for Lubbock employers. 

 Strengthen existing partnerships and create new connections between Lubbock’s employers and 
educational institutions. 

 Create a community college campus in an underserved area of Lubbock to support the growth of each of 
Lubbock’s universities, to offer more educational opportunities for local residents to gain the necessary skills, 
and to provide local employers with a strong pipeline of talent. 

 Promote downtown as a destination for investment and company headquarters and other office support 
operations, and support ongoing downtown revitalization efforts as a way to attract and retain talent. 

 Encourage citywide investment in amenities and recreational infrastructure that will enhance Lubbock’s 
quality of place. 

3. ENTREPRENEURSHIP & INNOVATION 

Create a culture of entrepreneurship in Lubbock by tapping into the research and innovation assets of all the 
components of the Texas Tech University System, its partners, and other stakeholders. 
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The components of the Texas Tech University System are not only Lubbock’s strongest asset for the development and 
attraction of talent; they are also the most significant source of entrepreneurship and innovation within the 
community. Both Texas Tech University and the Texas Tech Health Sciences Center have more than doubled their 
annual academic R&D investments since 2008. The Board of Regents and the Chancellor of the Texas Tech 
University System are also placing a much greater emphasis on entrepreneurship and technology-based economic 
development. Texas Tech University has invested in new efforts such as Double Time, the Accelerator, and the 
Research and Technology Park. Many of the necessary ingredients are being put in place for Lubbock to become a 
national hub for technology and innovation. Nonetheless, it is essential for the community’s future economic 
prosperity to embrace R&D and entrepreneurship as core components of its economic development strategy.  

STRATEGIES: 

 Work closely with the components of the Texas Tech University System to strengthen Lubbock’s 
entrepreneurship and innovation ecosystem. 

 Pursue major R&D catalyst projects leveraging the components of the Texas Tech University System along 
with city and business leaders. 

 Create an entrepreneurial environment that attracts and retains start-ups and entrepreneurs in Lubbock. 

 Expand the availability of start-up capital by formalizing access to existing capital in Lubbock and by 
developing stronger ties to angel and venture capital investors outside of Lubbock. 
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PRIORITY PROJECTS 
 

LAUNCH A TALENT MANAGEMENT SYSTEM ON THE NATIONAL STAGE 

Enhance Lubbock’s economic development program to prioritize the development, 
retention, and attraction of talent in the same way that business development has been 
emphasized. LEDA should leverage the reach of the components of the Texas Tech 
University System along with individual and business relationships throughout the country to 
showcase opportunities in Lubbock. 

ATTRACT MAJOR R&D CATALYST PROJECTS LEVERAGING THE 
COMPONENTS OF THE TEXAS TECH UNIVERSITY SYSTEM WITH CITY & 
BUSINESS LEADERSHIP 
Business and community leaders should work closely with the components of the Texas 
Tech University System to identify and pursue significant publicly and privately funded 
R&D projects that will draw in talent, capital, and technology to the city. 

ADVANCE LUBBOCK AS A HUB OF INNOVATION AND 
ENTREPRENEURSHIP 

Partner with the components of the Texas Tech University System, its partners, and other 
stakeholders to play an active role in the ongoing development of the Three Day Start Up 
Weekends, Double Time, the Accelerator, and the Research and Technology Park, and 
prioritize other efforts to strengthen the city’s entrepreneurship and innovation ecosystem. 

DOWNTOWN AS A DESTINATION FOR INVESTMENT & EMPLOYMENT 

Build on the wave of positive momentum in the revitalization of downtown Lubbock. 
Leverage the success of the Overton District along with key private sector investments 
(including the planned performing arts center) to promote downtown as a destination 
for investment, mixed-use development, and company headquarters and other office 
support operations.  

ESTABLISH A COMMUNITY COLLEGE CAMPUS IN LUBBOCK 

Create a community college campus in an underserved area of Lubbock to support the 
growth plans of each of Lubbock’s universities, offer more educational opportunities for 
local residents, and provide local employers with a strong pipeline of talent. 
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STRATEGIC PLAN 
This strategic plan will guide Lubbock’s economic development efforts over the next five years. This plan sets out a 
common vision, a set of goals, and specific strategies to grow the local economy. It also supports the broader 
community vision and goals developed as part of the Imagine Lubbock Together plan. This document provides a 
roadmap for Lubbock’s economic development program, but the ultimate success of the recommendations will 
depend on the level of commitment from the Lubbock Economic Development Alliance (LEDA) and its partners in 
executing the strategies laid out in this strategic plan. 

Organizational Background: In 1995 Market Lubbock, Inc., a 501(c)4 non-profit corporation, was formed for 
the purpose of promoting economic development across the city of Lubbock.  Market Lubbock Inc., is funded through a 
property tax allocation approved annually by the City Council.  Subsequently in 2004, the Lubbock Economic 
Development Alliance (LEDA) was formed as a result of a majority vote of Lubbock voters.  LEDA, as a Texas Type A 
Corporation, is funded through a dedicated sales tax for financing certain economic development projects and for 
certain economic development purposes.  LEDA, together with Market Lubbock Inc., continues to offer an expansive 
and flexible vehicle for promoting and facilitating economic growth and development for Lubbock. 

LEDA’s Mission: LEDA’s mission is to promote economic growth by creating high-quality jobs, investing in new 
capital improvements and improving Lubbock’s quality of life. LEDA accomplishes its mission by developing 
relationships with corporations and individuals across the region, state and nation that help to provide 
organizations a business-friendly environment and a skilled, qualified workforce. 

This strategic plan is structured around a single vision, three guiding principles, and three goals. This framework is 
presented below. 

VISION 
Lubbock  w ill bu ild on  it s  s t rong econom ic base to em erge as a nat ional cen ter  for  
innovat ion , in v es tm en t , and en t repreneu r ia l grow th  by  lev eraging the w or ld- class 

com ponen t s of  the Tex as Tech  Un iv er s it y  Sy s tem , as w ell as the cit y ’s  other  
ou t s tanding edu cat ional in s t it u t ion s, ex is t ing bu s inesses , cu ltu ra l and en ter ta inm en t  

des t inat ion s, and com m un ity  leaders. 

This vision is not an impossible dream. It is an attainable aspiration. The path forward for achieving this vision is 
well underway. The Texas Tech University System is one of the fastest growing higher education institutions in Texas 
and the nation, both in student enrollment and in academic R&D investments. The Lubbock economy has grown at 
an accelerated pace in recent years thanks to its strengths in higher education, health care, and natural resources. 
And the city’s quality of place continues to improve thanks to current and planned investments in the Overton District 
and downtown. However, Lubbock needs a focused economic development program to take these activities (and 
the community) to the next level and to fully capitalize on the multitude of opportunities for economic vitality. 
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GUIDING PRINCIPLES 
The Strategic Plan’s three guiding principles are designed as reference points for the goals and strategies to ensure 
economic development efforts provide tangible benefits that move Lubbock towards embodying the vision. Each principle 
also serves to keep the city’s focus on creating a more prosperous future instead of only looking at the current limitations. 

1. FORWARD-THINKING: Lubbock is on the cutting-edge of entrepreneurship and innovation thanks to research 
taking place in the Texas Tech University System and the creativity of local companies. 

2. TALENT-DRIVEN: Lubbock’s amenities support a strong quality of place that attracts and retains companies, 
talented workers, entrepreneurs, and Texas Tech graduates. 

3. COLLABORATIVE: Lubbock’s business and community leaders work together to create an environment that 
supports economic development, community investment, and public-private collaboration. 

GOALS 

The following three goals support the vision statement and the guiding principles.  

GOAL 1. BUSINESS DEVELOPMENT: Grow Lubbock’s economy through the retention and expansion of existing 
employers, and through the promotion of Lubbock as a destination for new investment, employment, and business creation. 

GOAL 2. TALENT MANAGEMENT: Develop, retain, and attract talented workers to support current and future 
employers and support the creation of amenities that will draw talent from across Texas and the U.S. 

GOAL 3. ENTREPRENEURSHIP & INNOVATION: Create a culture of entrepreneurship in Lubbock by tapping 
into the research and innovation assets of all the components of the Texas Tech University System, its partners, and 
other stakeholders. 

 BUSINESS DEVELOPMENT GOAL 1.

Grow Lubbock’s economy through the retention and expansion of existing employers, and 
through the promotion of Lubbock as a destination for new investment, employment, and 
business creation. 

This strategic plan aims to challenge Lubbock’s leadership with bold ideas and a fresh approach to economic 
development inspired by the Imagine Lubbock Together process. Nonetheless, there remains a core set of baseline 
economic development activities that must be continued and expanded on to maintain the community’s positive economic 
momentum. These activities are focused on business retention and expansion, business recruitment, and marketing. 
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STRATEGIES & ACTIONS 

1.1. Support the continued prosperity of Lubbock’s existing employers through an expanded business retention and 
expansion (BRE) program. 

1.1.1. Enlarge and maintain LEDA’s database of existing businesses. The database should continually be 
expanded with a focus on companies that serve external markets or are suppliers to Lubbock’s 
primary employers. 

1.1.2. Strengthen LEDA’s business visitation program. LEDA should set a goal of meeting with at least 75 
employers each year. Business visitations should be prioritized using criteria such as employer size, 
employer growth rates (if known), and target industries. The visits should be structured to gauge the 
abilities and needs of local businesses in order to operate successfully and possibly expand in Lubbock. 

1.1.3. Develop a questionnaire to capture critical information from business executives and owners during 
visits. The information captured during the visit should be routinely entered into the employer 
database for future reporting. 

1.1.4. Expand the utilization of Customer Relations Management (CRM) software to better monitor business 
issues and concerns. 

1.1.5. In conjunction with the Lubbock Chamber 
of Commerce, develop an annual online 
business survey as a means for keeping 
in touch with local businesses and 
documenting specific needs or expansion 
plans. Include questions on the survey for 
employers regarding their attitude toward 
the business climate, talent availability, 
and workforce quality in Lubbock. Utilize 
the online employer survey developed as 
part of this project as a starting point. 

1.1.6. Utilize local experts to assist businesses in areas such as access to funding, international trade, lean 
manufacturing, succession planning, Foreign Trade Zone activation, etc. 

1.1.7. Consider partnering with local organizations to develop an online portal for business technical 
assistance programs, including the Northwest Texas SBDC, SCORE, the Lubbock Chamber of 
Commerce, Texas Tech University (TTU), the Texas Tech University Health Sciences Center (TTUHSC) 
the City of Lubbock, and others. 

1.1.8. Host periodic roundtable discussions including “CEO Breakfast” events to allow business leaders the 
ability to interact in person with local partners in the areas of economic development, small business 

BUSINESS RETENTION & EXPANSION 

A vibrant BRE program should be the cornerstone of any 
economic development program. When existing 
businesses thrive, so does the community. The U.S. 
Chamber of Commerce estimates that 40 to 80 percent 
of all new jobs are created by existing firms. Prosperous, 
competitive businesses are more likely to remain and 
grow in the community, providing the best opportunity to 
expand a community’s tax base. 
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assistance, talent management, and education. Informal roundtables often stimulate topics of 
discussion that a survey or questionnaire cannot. 

1.2. Cultivate relationships and networks with business executives, commercial real estate brokers, and site 
location consultants for the recruitment of new businesses to Lubbock, especially in key industry clusters. 

1.2.1. Build awareness of Lubbock as an emerging national center for Health Care/Bioscience, Agriculture, 
Advanced Technology, Energy, Financial Services, Tourism/Hospitality, and Higher Education within 
the region and other targeted markets. 

• Compile and maintain resource information for each target industry cluster and key subsectors. 
This would include identifying trade and industry associations for each sector as well as following 
industry trends by monitoring trade publications or purchasing industry data and reports from 
private sources. 

• Develop and maintain a database of companies in each target industry cluster. 

• Join and participate in trade or industry associations for the priority target sectors. LEDA staff 
should research appropriate organizations and attend events and trade shows.  

• Conduct at least six call trips/marketing missions per year (once every two months) to meet with 
company executives in regions where each target industry concentration is the highest. These trips 
can be conducted in addition to other events organized by the High Ground of Texas. 

1.2.2. Expand LEDA’s database of developers, brokers, and site consultants. TIP can provide LEDA a 
database of approximately 500 site consultants that includes contact information for site selectors in 
all 50 states. The database was developed by researching various organization/publication 
websites, including Economic Development Directory Publishing LLC, LinkedIn, Site Location 
Partnership, Site Selection Group, and Site Selection magazine. 

1.2.3. Continue calling on site consultants in targeted metropolitan areas, particularly the DFW Metroplex. 
Utilize LEDA’s site selection database to identify targets and periodically set appointments to discuss 
the Lubbock market and development opportunities. 

1.2.4. Explore the possibility of exhibiting at the North Texas Commercial Association of Realtors and Real 
Estate Professionals (NTCAR) Commercial Real Estate Expo. Attendees at the half-day convention 
include brokers, developers, investors, and corporate real estate professionals. According to NTCAR, 
this event is the largest commercial real estate trade show in the southwest. Economic development 
organizations in the DFW Metroplex and other areas of the state regularly exhibit at the event. 

1.2.5. Continue organizing conferences and meetings in target industries. For example, leverage TTU’s 
UpTec (Unconventional Production Technology and Environmental Consortium) to organize and 
promote future events related to the oil and gas industry. Also, utilize Visit Lubbock’s convention and 
meeting recruitment efforts to target key occupations, groups, and industries.  
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1.2.6. Set up a prospect response team to be available to meet with visiting prospects. This team would 
include key stakeholders such as utility providers, local government permitting staff, talent 
management personnel, educational institutions, and existing employers within the same industry as 
the prospect. 

1.3. Enhance Lubbock’s image as an attractive place to do business through traditional and non-traditional media 
channels. 

1.3.1. Regularly update information and statistics within the Site Selector Brochure. 

1.3.2. Develop marketing information and materials that speak directly to LEDA’s target industry clusters. 
This should include, at a minimum, the creation of industry-specific marketing brochures for Lubbock’s 
primary industry clusters: agribusiness, biomedical/biotechnical, energy, specialty manufacturing, 
and transportation and logistics. 

1.3.3. Attend at least six industry trade shows per year, focusing on events that provide opportunities to 
market directly to key decision makers in LEDA’s target industries. A list of industry associations, 
2015 trade events, and publications is provided in Appendix D. 

1.3.4. Continue marketing Lubbock through targeted ads in key industry publications. Use non-traditional 
methods to evaluate the effectiveness of LEDA’s advertising campaigns: 

• Use Alexa.com (an Amazon company that ranks websites based on their traffic) to compare the 
size of potential audiences for each industry publication. 

• Compare the amount of social media attention (number of Twitter followers, number of Facebook 
fans, etc.) garnered by industry publications as another way to estimate the potential audience size. 

1.3.5. Manage and positively influence Lubbock’s online and social media image. 

• Pay close attention to Lubbock’s entry on Wikipedia and to local organizations that utilize social 
media. 

• Ensure that the information being communicated through these channels is positive, consistent, 
and accurate. 

1.3.6. Establish a Digital Ambassadors Program that utilizes a network of “connectors” who share positive 
stories about Lubbock and the South Plains region online. Social Toaster (www.socialtoaster.com) 
provides a platform for structuring and managing such a program. (See the adjacent text box for a 
description of a similar initiative in NW Arkansas.) 

• Identify who the connectors and thought leaders in Lubbock are, and encourage them to be 
digital ambassadors for the city.  
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• Develop content that portrays a positive image of the business climate and highlights 
opportunities for business and talent to be successful in the region. 

• Create an incentive system that rewards digital ambassadors for actively participating.  

• Promote the program across Market Lubbock’s and the Lubbock Chamber of Commerce’s local 
communications channels, including traditional and social media. 

1.3.7. Work with other local and regional organizations to utilize social media to update and inform 
businesses and residents of new announcements, upcoming events, and salient issues.  

1.4. Ensure that the appropriate sites and infrastructure are in place to support the growth of existing employers 
and the attraction of new businesses. 

1.4.1. Continue to market the Lubbock Business Park, Lubbock Rail Port, and Reese Technology Center as 
locations for new and expanding companies in the logistics, distribution, wholesale trade, and 
manufacturing industries. 

1.4.2. Market Reese Technology Center and the 
TTU Research and Technology Park as 
locations for new R&D facilities. 

1.4.3. Market downtown Lubbock as a 
destination for new headquarters, back 
office, and R&D facilities.  

1.4.4. Continue supporting critical local and 
regional transportation infrastructure 
investments. 

1.4.5. Preserve, improve, and market Lubbock’s 
commercial air service capacity at 
Lubbock Preston Smith International 
Airport. Pursue new opportunities to 
expand commercial air carriers and 
connections to important markets. 

1.4.6. Encourage the City of Lubbock to 
develop an expedited permitting services 
program for commercial development. 

1.4.7. Encourage the City of Lubbock to create location-specific (e.g., downtown) and industry-specific 
(e.g., R&D) incentives for business expansion and attraction.  

NW ARKANSAS DIGITAL AMBASSADORS 
INITIATIVE 

The Northwest Arkansas Council created the Digital 
Ambassadors initiative as a way to improve the 
region’s image and to disseminate information about 
the region in a cost-effective way. The program 
currently boasts more than 400 individual Digital 
Ambassadors. Each Digital Ambassador receives 
emails with new, exciting content to share on 
Facebook, Twitter, Instagram, and LinkedIn. The 
content includes information about regional job 
growth, quality of life amenities, educational 
achievements, the local economy, and other ways the 
metro area stands out. Digital Ambassadors are 
encouraged to share the content to promote a positive 
image Northwest Arkansas. The ambassadors earn 
points based on how often they’re active and how they 
share their messages, and top participants are eligible 
to win monthly prizes. The program is a good avenue 
for enhancing the internal image of Northwest 
Arkansas. It also helps local residents and 
businesspeople become more aware of the positive 
aspects of living and working in Northwest Arkansas. 
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1.4.8. Support the Ports-to-Plains Alliance’s efforts to enhance Lubbock’s transportation access to 
international markets. 

1.5. Engage community leaders more closely in economic development activities and initiatives. 

1.5.1. Facilitate annual community tours involving the Chamber, TTU, TTUHSC, and the City of Lubbock to visit 
peer cities that have achieved success in downtown revitalization, entrepreneurship promotion, 
community investment, and talent retention/attraction. 

1.5.2. Help to organize a regular community issues meeting that brings together key stakeholders (e.g., 
non-profit organizations, educational institutions, business owners) to discuss the challenges and 
opportunities of the city’s economy. 

1.6. Establish a consistent funding stream for economic development to ensure Lubbock’s long-term 
competitiveness. 

1.6.1. Annually benchmark the level of funding and resources for LEDA and Market Lubbock against 
communities that Lubbock regularly competes with for new private investment.  

1.6.2. Continue working with the City of Lubbock to ensure that property tax allocation funding for Market 
Lubbock is competitive and stable.  

1.6.3. Explore the potential for generating private sector financial support for Market Lubbock through a 
capital campaign or annual memberships. 
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 TALENT MANAGEMENT GOAL 2.

Develop, retain, and attract talented workers to support current and future employers. 

Communities that can successfully attract 
and retain talented workers possess a huge 
advantage in today’s economy. The Texas 
Tech University System is Lubbock’s 
strongest asset for economic development 
and can be further leveraged to develop, 
retain, and attract talent. Yet, that alone 
does not guarantee that Lubbock will 
compete successfully for talent. The city 
must also provide an environment that 
attracts and retains talent (i.e., downtown, 
amenities, public spaces, entertainment). In 
addition, Lubbock must foster collaboration 
among its public, private, and academic 
leaders to create better educational and 
employment opportunities for all residents, 
including those that have been historically 
underserved. 

LEDA is well positioned to serve as a 
facilitator and catalyst for local talent 
attraction and retention efforts. It has the ability to convene regional stakeholders and apply resources where 
needed. It is already providing funding to support education and workforce training initiatives. In 2014, LEDA 
provided a $30,000 grant to the Lubbock Independent School District and Byron Martin Advanced Technology 
Center to purchase equipment needed in the district’s manufacturing program. LEDA is also contributing financially 
to the Texas Tech University Health Sciences Center (TTUHSC) to expand the supply of nursing graduates to meet a 
shortage in the South Plains region. Lastly, LEDA is partnering with the Lubbock Chamber, Workforce Solutions 
South Plains, and the local chapter of the Society of Human Resource Management to conduct an online wage and 
benefit survey of regional employers.  

Beyond these initiatives, LEDA can play a central role in ensuring that Lubbock and the South Plains region have a 
well-coordinated, demand-driven talent management system. It can do this by seeking to improve industry-education 
alignment. LEDA can also continue supporting the expansion of local education opportunities and workforce 
training programs at the community college level. To make Lubbock more competitive in attracting and retaining 
younger residents, downtown revitalization and community investment in lifestyle amenities should be a top LEDA 
priority. At the same time, LEDA should help regional employers to strengthen their talent recruitment and retention 
efforts. 

AREA DEVELOPMENT CORPORATE SURVEY 2013* 
COMBINED RATINGS 

SITE SELECTION FACTORS 2013 2012 

RANKING   

1. Availability of skilled labor  95.1 89.4 (3)** 
2. Highway accessibility  93.5 90.1 (2) 
3. Labor costs  90.8 90.8 (1) 
4. Occupancy or construction 

costs 
 87.4 82.8 (5) 

5. Availability of advanced ICT 
services 

 84.6 85.1 (4) 

6. Available buildings  83.3 78.4 (8) 
7. Corporate tax rate   82.4 79.3 (7) 
8. State and local incentives  81.9 71.1 (13) 
9. Low union profile  81.4 73.5 (10) 
10. Energy availability and costs  80.8 81.3 (6) 

*All figures are percentages and are the total of “very important” 
and “important” ratings of the Area Development Corporate Survey 
and are rounded to the nearest tenth of a percent. 

**(2012 Ranking) 

Source: AreaDevelopement, 28th Annual Survey of Corporate 
Executives,  Q1 2014 
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STRATEGIES & ACTIONS 

2.1. Launch a talent management system on the national stage focused on developing, retaining, and attracting a 
highly skilled talent base for Lubbock employers. 

2.1.1. Collaborate with the components of the Texas Tech University System and other higher education 
institutions on joint marketing and talent attraction activities.  

• Participate in selected Texas Tech Alumni Association events in Dallas-Fort Worth, Houston, 
Austin, and other markets. LEDA can bring community and business leaders along on these trips 
to showcase employment, business, and investment opportunities available in Lubbock. 

• Provide information to regional alumni networks regarding employment opportunities tied to 
major business attraction and expansion in the Lubbock area. 

• Incorporate into LEDA’s economic development marketing materials information regarding 
specific academic and training programs at TTU, TTUHSC, Lubbock Christian University (LCU), 
South Plains College (SPC), and Wayland Baptist University (WBU), especially those programs 
linked to target industry clusters. 

• Provide updated local information, data, and events to TTU, TTUHSC, LCU, WBU, and SPC for 
inclusion, as appropriate, on institutional websites, and in recruitment materials. 

• LEDA and Market Lubbock representatives should participate in TTU, LCU, WBU, and TTUHSC 
student, faculty, and staff recruitment activities or other events of mutual interest. 

• Help promote and publicize conferences and events at TTU, LCU, WBU, and TTUHSC connected 
to existing employers and target industry clusters. 

2.1.2. Research and identify best practices for talent recruitment and retention from regional and national 
companies. 

• Communicate with local employers to evaluate if such programs or initiatives could be replicated. 

• Work with workforce, education, and HR stakeholders to identify local partners who could 
implement and manage the program in their community.  

• Assist select local companies with talent recruitment and retention activities. 

2.2. Strengthen existing partnerships and create new connections between Lubbock’s employers and educational 
institutions. 

2.2.1. Plan a South Plains talent summit to convene a broad base of stakeholders from industry, education, 
nonprofits, economic development, and workforce training. The purpose of this summit would be to 
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share regional trends in talent management, best practices and lessons learned, and make 
connections between the stakeholders. During breakout sessions, stakeholders can explore issues in 
greater detail and collaborate to devise a solution. 

2.2.2. Financially support and help identify a location for a new career and technical training facility in 
Lubbock for high school and community college students. 

2.2.3. Work with regional employers and K-16 education providers to expand school-to-work programs in 
the area (e.g., internships, apprenticeships, work-based learning, plant tours, career days, etc.). 

2.2.4. Assist regional employers in articulating their worker education, training, and skills needs through an 
online employer survey (Goal 1, Strategy 1.1.5). 

2.2.5. Publicize local high-demand jobs and career opportunities to help drive students toward the fields of 
study that support those careers. 

2.3. Create a community college campus in an underserved area of Lubbock to support the growth of each of 
Lubbock’s universities, to offer more educational opportunities for local residents to gain the necessary skills, 
and to provide local employers with a strong pipeline of talent. The requirements for the establishment of a 
public community college are laid out in Sections 8.21 through 8.36, Title 19 (Education), of the Texas 
Administrative Code.  

2.3.1. Form a steering committee of at least seven members comprised of business, education, and local 
government leaders to provide leadership on behalf of the proposed community college.  

2.3.2. The committee should examine issues such as legal requirements, funding, governance, program 
demand, and the location for a new community college. 

2.3.3. The committee must prepare and circulate a petition requesting an election on the establishment of a 
community college district. The petition must be signed by at least 10 percent of the qualified voters 
in the proposed district. The Texas Higher Education Coordinating Board (THECB) must approve and 
authorize an election, which must be passed by a majority of voters. 

2.4. Promote downtown as a destination for investment and company headquarters, and support ongoing 
downtown revitalization efforts as a way to attract and retain talent. 

2.4.1. Create a “Downtown Investment Package” of materials (online and in print) to highlight and market 
downtown as a target investment location. Market this package to site consultants and business 
executives searching for locations to accommodate such uses as company headquarters, professional 
services, and office support operations. 
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2.4.2. Work closely with the City’s downtown 
master developer, the McDougal 
Companies, and other real estate 
companies to market downtown 
properties and investment opportunities.  

2.4.3. Launch a Downtown Lubbock website 
that serves as a one-stop-shop for all of 
the public and private efforts to 
revitalize downtown Lubbock. 

2.4.4. Support the establishment of higher 
education facilities and programs in 
the downtown. Such facilities could 
include a community college campus, 
a career and technical training facility, 
a satellite TTU or TTUHSC facility, and student housing.  

2.4.5. Urge the City to conduct a corridor study of Avenue Q to evaluate the potential for making the corridor 
more pedestrian-friendly and less of a barrier between the Overton development and downtown. As part 
of the study, consider making the roadway more narrow and turning it into an attractive boulevard, 
balancing this with the need to maintain capacity on Avenue Q as a major transportation corridor. 

2.5. Encourage citywide investment in amenities and recreational infrastructure that will enhance Lubbock’s quality 
of place. 

2.5.1. Publicly support and work toward the 
implementation of the recommendations 
in the Imagine Lubbock Together plan 
that address arts and culture, 
beautification and image, downtown 
revitalization, education, entertainment 
and recreation, and neighborhoods. 

2.5.2. Continue supporting efforts to build the 
Buddy Holly Hall of Performing Arts and 
Sciences in the downtown. 

2.5.3. Ensure that any public investments in parks 
& recreation infrastructure on the city’s 
east side (bike trails, dog run, splash pads, 
etc.) complement the new investments in 
downtown, creating greater connectivity 
between downtown and East Lubbock. 

 
Source: Downtown_Lubbock_from_I-27 by Voltin via Wikimedia 
Commons (CC BY-SA 3.0) 

REDEFINING PLACE 

Much has been written about the importance of quality of life 
to the site selection process. Communities throughout the 
nation have positioned themselves by touting their advantages 
in this regard—good schools, safe streets, pleasant weather. 
Such factors are important. However, they also tend to be 
narrow in focus. Quality of life assumes that everyone thrives 
in the same environment and is attracted to the same 
amenities. It assumes that current residents’ views of what 
makes a community would be shared by all. 

By contrast, quality of place considers what is attractive to a 
range of residents, both old and new. The idea of quality of 
place accommodates growth and recognizes the benefits of 
change. It recognizes that one person’s “good place to raise 
a family” might translate into another’s “there’s nothing to 
do in this town.” Quality of place is about providing options, 
not just for current residents, but also for those who will be 
residents in the future. 
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 ENTREPRENEURSHIP & INNOVATION GOAL 3.

Create a culture of entrepreneurship in Lubbock by tapping into the research and innovation 
assets of all the components of the Texas Tech University System, its partners, and other 
stakeholders. 

The components of the Texas Tech University System are not only Lubbock’s strongest asset for the development and 
attraction of talent; they are also the most significant source of entrepreneurship and innovation within the 
community. Both Texas Tech University and the Texas Tech Health Sciences Center have more than doubled their 
annual academic R&D investments since 2008. The Board of Regents and the Chancellor of the Texas Tech 
University System are also placing a much greater emphasis on entrepreneurship and technology-based economic 
development. Texas Tech University has invested in new efforts such as Double Time, the Accelerator, and the 
Research and Technology Park. 

Many of the necessary ingredients are already in place for Lubbock to become a hub for technology and 
innovation. Nonetheless, a more proactive approach is needed. It is essential to the community’s future prosperity to 
embrace entrepreneurship as a core component of its economic development strategy. The best approach is one 
that leverages and actively supports TTU’s innovation efforts, but also engages local government officials and 
private sector leaders in an effort to strengthen the entrepreneurship ecosystem of the entire community. 

STRATEGIES & ACTIONS 

3.1. Work closely with the components of the Texas Tech University System to strengthen Lubbock’s 
entrepreneurship and innovation ecosystem. 

3.1.1. Hire a full-time Director of Innovation to serve as LEDA’s key point-of-contact for engaging with the 
economic development and technology-based entrepreneurial activities taking place at TTU and 
TTUHSC. 

3.1.2. Play an active role (including financial support) in the ongoing development of the TTU Accelerator. 

3.1.3. Support Texas Tech’s efforts to commercialize research taking place within the University. 

3.1.4. Leverage the Texas Tech Alumni Association’s network to identify and communicate with alumni who 
are entrepreneurs, seeking to invest in Lubbock, or are considering returning to Lubbock. 

3.2. Pursue major R&D catalyst projects that leverage the components of the Texas Tech University System along 
with city and business leaders. 

3.2.1. Build a coalition of local and state elected officials, leaders from the private sector, and key 
stakeholders from within TTU and TTUHSC to identify and pursue major research projects that align 
with the institution’s academic and research specialties. 
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3.2.2. Ensure that the coalition of public, 
private, and academic leaders is 
prepared to respond when a major 
research opportunity becomes 
available, particularly if it has the 
potential to transform Lubbock’s 
economy into a more knowledge-based, 
technology-driven community. 

3.2.3. Study successful efforts in other 
communities that have worked 
collaboratively to leverage their 
research university to attract a major 
R&D catalyst project. Organize a 
knowledge-gathering trip to one of these 
communities, taking along some of 
Lubbock’s public, private, and 
academic leaders to learn about what 
worked for them. 

3.2.4. The Director of Innovation should regularly meet with faculty and researchers at the Texas Tech 
University System to identify promising areas of research and development that could be leveraged 
into new federal and private investment. 

3.2.5. Utilize the resources, networks, events, and services offered by the Federal Laboratory Consortium for 
Technology Transfer and by the State Science & Technology Institute that are designed to connect 
local governments and economic development organizations with federal R&D transfer and 
commercialization opportunities. 

3.3. Create an entrepreneurial environment that attracts and retains start-ups and entrepreneurs in Lubbock. 

3.3.1. Support the expansion of networking groups, speaker series, and other events that bring together 
area entrepreneurs, small business owners, and investors. 

3.3.2. Encourage “grass-roots” innovation among K-12 students and young adults throughout the community 
by facilitating the creation of programs at local educational institutions that emphasize innovation, 
technology commercialization, and business development. 

3.3.3. Work with local media outlets (TV stations, Lubbock Avalanche-Journal, radio stations, etc.) to 
highlight success stories of local start-ups and entrepreneurs. 

3.4.  Expand the availability of start-up capital by formalizing access to existing capital in Lubbock and by 
developing stronger ties to angel and venture capital investors outside of Lubbock. 

ABOUT THE SBIR PROGRAM 

Small Business Innovation Research (SBIR) grant awards 
occur in two phases: 

Phase I. The objective of Phase I is to establish the 
technical merit, feasibility, and commercial potential of the 
proposed R/R&D efforts and to determine the quality of 
performance of the small business awardee organization 
prior to providing further federal support in Phase II. SBIR 
Phase I awards normally do not exceed $150,000 total 
costs for 6 months. 

Phase II. The objective of Phase II is to continue the R/R&D 
efforts initiated in Phase I. Funding is based on the results 
achieved in Phase I and the scientific and technical merit 
and commercial potential of the project proposed in Phase 
II. Only Phase I awardees are eligible for a Phase II award. 
SBIR Phase II awards normally do not exceed $1,000,000 
total costs for 2 years. 

Source: www.sbir.gov 
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3.4.1. Work with area banks and local investors to form an angel network. The network could serve as a 
seed capital source that connects local investors with deals across Texas, focusing on Lubbock and 
West Texas to the extent possible. 

3.4.2. Encourage local entrepreneurs to tap into federal funding in the Small Business Innovation Research 
(SBIR) and Small Business Technology Transfer (SBTTR) grants. 

• Improve awareness of these programs among local businesses and support companies that have 
already received grants. 

• Consider also targeting companies that have received SBIR and SBTTR grants from other cities 
and providing incentives to expand/relocate in Lubbock. Targeting companies that have received 
federal SBIR/STTR awards allows for focused recruitment of potential high-growth companies with 
products/technologies in development and receiving federal research funding. The U.S. Small 
Business Administration’s (SBA) Office of Technology administers the SBIR/ Program (see 
adjacent text box). Data on specific companies that have received awards are publicly available 
on www.sbir.gov (e.g., type of project, award info, address, contact info, etc.). 

3.4.3. Market qualified Lubbock-based start-ups to outside angel investors and venture capital firms. Focus 
on investors from Austin, Dallas-Fort Worth, and Houston. 
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PERFORMANCE METRICS 

An important and often overlooked component of a successful strategic plan is the development of metrics by which 
progress toward the plan’s implementation will be measured and tracked. The types of performance measures 
normally established and used by organizations include: 

 Input measures, which identify the amount of resources needed to provide a particular product or 
service, including labor, materials, equipment, and supplies; 

 Output measures, which represent the number of products or services provided and focus on the level of 
activity involved in providing a service or making a product (workload measures are one of the most 
common type of output measures); 

 Efficiency measures, also known as productivity measures, which reflect the cost of providing products 
or services, in either terms of dollars or time; 

 Quality measures, which reflect the effectiveness in meeting the expectations of customers and 
stakeholders in providing a service or product (these can include reliability, accuracy, courtesy, 
competence, responsiveness, and completeness associated with the product or service provided); and 

 Outcome measures, which reflect the actual results achieved with a service or a product. 

While it is difficult to directly connect the success of any economic development strategic plan to local-level macro-
economic statistics (e.g., median household income), tracking some economic indicators provides a general 
understanding of the relative economic health of Lubbock. TIP recommends Lubbock use the following indicators to 
measure program effectiveness and economic growth in the community. 

GOAL METRIC DATA SOURCE 

Business 
Development 

Number of jobs created/retained 
Texas Workforce Commission, business 
interviews, surveys, and media reports 

Average wages of jobs created/retained 
Texas Workforce Commission, business 
interviews, surveys, and media reports 

Growth of private capital investment Business interviews, surveys, and media reports 

Private non-farm employment 
Texas Workforce Commission (Labor Market and 
Career Information) 

Amount of new office space (square feet) 
added to regional market 

Regional commercial real estate brokerage (e.g., 
CB Richard Ellis) 

Amount of new industrial space (square feet) 
added to regional market 

Regional commercial real estate brokerage (e.g., 
CB Richard Ellis) 

Retail sales growth Texas Comptroller 

Growth of commercial tax base Lubbock Central Appraisal District 
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GOAL METRIC DATA SOURCE 

Hotel occupancy 
Office of the Governor, Economic Development & 
Tourism, Texas Hotel Performance Reports 

Annual air travel passengers 
U.S. Department of Transportation (Bureau of 
Transportation Statistics) 

Talent & 
Management 

Population age 25+ with a bachelor’s 
degree or higher 

U.S. Census Bureau – American Community 
Survey (1-year estimates) 

Percent of the population age 20-34 
U.S. Census Bureau – American Community 
Survey (1-year estimates) 

Number of enrolled college and university 
students 

Texas Tech University System, South Plains 
College, Lubbock Christian University 

Annual unemployment rate 
Texas Workforce Commission (Labor Market and 
Career Information) 

Graduation rates of area high schools Lubbock ISD, Frenship ISD, Lubbock-Cooper ISD 

Entrepreneurship 
& Innovation 

Private business establishment growth 
U.S. Bureau of Labor Statistics (Quarterly Census 
of Employment and Wages) 

Number of new businesses formed Business interviews, surveys, media reports 

Number and dollar value of venture capital 
and angel investment deals Business interviews, surveys, media reports 

SBIR/ awards 
U.S. Small Business Administration 
(www.SBIR.gov) 

Utility patent grants U.S. Patent & Trademark Office 

Growth of academic R&D investments 
National Science Foundation, Texas Tech 
University System 

To help evaluate the success of the strategies in specific areas of the community, some metrics should also be 
tracked by geographic area within Lubbock (e.g., downtown, the north and east side, inside Loop 289 vs. outside 
Loop 289). Such metrics could include the amount of new private sector investment, number of new businesses 
formed, taxable assessed value of commercial property, new industrial/office space added to the market, new hotel 
rooms, and new housing units constructed. 
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IMPLEMENTATION MATRIX 

A strong implementation strategy can be the key to bringing a plan to fruition. Identifying opportunities and the 
steps needed to make them reality is not enough. Setting priorities is perhaps the most important role that a solid 
implementation strategy should fulfill. Having clearly established priorities is essential for effective use of public 
resources. 

The implementation matrix provides a graphic representation of when the actions should realistically be 
implemented and suggested potential partners to help carry them out. 

ACRONYM DEFINITION 
COC Chamber of Commerce 

ISD Independent School District 

LAR Lubbock Association of Realtors 

LBB Lubbock Preston Smith International Airport 

LCU Lubbock Christian University 

LEPAA Lubbock Entertainment/Performing Arts Association 

RTC Reese Technology Center 

SBDC Small Business Development Center 

SCORE SCORE Association 

SPC South Plains College 

TTU Texas Tech University 

TTUHSC Texas Tech University Health Sciences Center 

TxDOT Texas Department of Transportation 

WBU Wayland Baptist University 

WSSP Workforce Solutions South Plains 

 

STRATEGIES & ACTIONS FOR LEDA 
POTENTIAL 
PARTNERS 

TIMELINE 
0-6 

MOS 
6-12 
MOS 

1-3 
YRS 

3-5 
YRS 

GOAL 1. BUSINESS DEVELOPMENT 

1.1. Support the continued prosperity of Lubbock’s existing employers 
through an expanded business retention and expansion (BRE) 
program. 

 

    

1.1.1. Enlarge and maintain LEDA’s database of existing 
businesses. The database should continually be 
expanded with a focus on companies that serve 
external markets or are suppliers to Lubbock’s primary 
employers. 

Regional employers 
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STRATEGIES & ACTIONS FOR LEDA 
POTENTIAL 
PARTNERS 

TIMELINE 
0-6 

MOS 
6-12 
MOS 

1-3 
YRS 

3-5 
YRS 

1.1.2. Strengthen LEDA’s business visitation program. LEDA 
should set a goal of meeting with at least 75 employers 
each year. Business visitations should be prioritized 
using criteria such as employer size, employer growth 
rates (if known), and target industries. The visits should 
be structured to gauge the abilities and needs of local 
businesses in order to operate successfully and possibly 
expand in Lubbock. 

Regional employers 

    

1.1.3. Develop a questionnaire to capture critical 
information from business executives and owners 
during visits. The information captured during the 
visit should be routinely entered into the employer 
database for future reporting. 

Lubbock COC, 
Regional employers 

    

1.1.4. Expand the utilization of Customer Relations 
Management (CRM) software to better monitor business 
issues and concerns. 

 

    

1.1.5. In conjunction with the Lubbock Chamber of Commerce, 
develop an annual online business survey as a means 
for keeping in touch with local businesses and 
documenting specific needs or expansion plans. Include 
questions on the survey for employers regarding their 
attitude toward the business climate, talent availability, 
and workforce quality in Lubbock. Utilize the online 
employer survey developed as part of this project as a 
starting point. 

Lubbock COC, 
Regional employers  

    

1.1.6. Utilize local experts to assist businesses in areas such as 
access to funding, international trade, lean 
manufacturing, succession planning, etc. 

Northwest Texas 
SBDC, SCORE, 
Lubbock COC, TTU, 
TTUHSC, City of 
Lubbock, local 
organizations, Texas 
Manufacturing 
Assistance Center 

    

1.1.7. Consider partnering with local organizations to 
develop an online portal for business technical 
assistance programs, including the Northwest Texas 
SBDC, SCORE, the Lubbock Chamber of Commerce, 
Texas Tech University (TTU), the Texas Tech 
University Health Sciences Center (TTUHSC) the City 
of Lubbock, and others. 

Northwest Texas 
SBDC, SCORE, 
Lubbock COC, TTU, 
TTUHSC, City of 
Lubbock, local 
organizations 

 

   

1.1.8. Host periodic roundtable discussions including “CEO 
Breakfast” events to allow business leaders the ability to 
interact in person with local partners in the areas of 
economic development, small business assistance, 
talent management, and education. Informal 
roundtables often stimulate topics of discussion that a 
survey or questionnaire cannot. 

Lubbock COC, SBDC, 
WSSP, TTU, TTUHSC, 
SPC, LCU, WBU, 
regional ISDs 
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STRATEGIES & ACTIONS FOR LEDA 
POTENTIAL 
PARTNERS 

TIMELINE 
0-6 

MOS 
6-12 
MOS 

1-3 
YRS 

3-5 
YRS 

1.2. Cultivate relationships and networks with business executives, 
commercial real estate brokers, and site location consultants for 
the recruitment of new businesses to Lubbock, especially in key 
industry clusters. 

 

    

1.2.1. Build awareness of Lubbock as an emerging national 
center for Health Care/Bioscience, Agriculture, 
Advanced Technology, Energy, Financial Services, 
Tourism/Hospitality, and Higher Education within the 
region and other targeted markets. 

High Ground of Texas, 
Team Texas, TexasOne 

    

1.2.2. Expand LEDA’s database of developers, brokers, and 
site consultants.  

TIP Strategies 
    

1.2.3. Continue calling on site consultants in targeted 
metropolitan areas, particularly the DFW Metroplex. 
Utilize LEDA’s site selection database to identify targets 
and periodically set appointments to discuss the 
Lubbock market and development opportunities. 

 

    

1.2.4. Explore the possibility of exhibiting at the North Texas 
Commercial Association of Realtors and Real Estate 
Professionals (NTCAR) Commercial Real Estate Expo. 
Attendees at the half-day convention include brokers, 
developers, investors, and corporate real estate 
professionals. According to NTCAR, this event is the 
largest commercial real estate trade show in the 
southwest. Economic development organizations in the 
DFW Metroplex and other areas of the state regularly 
exhibit at the event. 

RTC  

   

1.2.5. Continue organizing conferences and meetings in target 
industries. 

UpTec (TTU) 
Visit Lubbock     

1.2.6. Set up a prospect response team to be available to 
meet with visiting prospects. This team would include 
key stakeholders such as utility providers, local 
government permitting staff, talent management 
personnel, educational institutions, and existing 
employers within the same industry as the prospect. 

Regional utility 
providers, City of 
Lubbock, WSSP, TTU, 
TTUHSC, SPC, regional 
ISDs, regional 
employers, Lubbock 
County Commissioners 

    

1.3. Enhance Lubbock’s image as an attractive place to do business 
through traditional and non-traditional media channels. 

 
    

1.3.1. Regularly update information and statistics within the 
Site Selector Brochure. 

 
    

1.3.2. Develop marketing information and materials that speak 
directly to LEDA’s target industry clusters. This should 
include, at a minimum, the creation of industry-specific 
marketing brochures for Lubbock’s primary industry 
clusters: agribusiness, biomedical/biotechnical, energy, 
specialty manufacturing, and transportation and 
logistics. 
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STRATEGIES & ACTIONS FOR LEDA 
POTENTIAL 
PARTNERS 

TIMELINE 
0-6 

MOS 
6-12 
MOS 

1-3 
YRS 

3-5 
YRS 

1.3.3. Attend two to three industry trade shows per year, 
focusing on events that provide opportunities to market 
directly to key decision makers in LEDA’s target 
industries. 

 

    

1.3.4. Continue marketing Lubbock through targeted ads in 
key industry publications. 

 
    

1.3.5. Manage and positively influence Lubbock’s online and 
social media image. 

 
    

1.3.6. Establish a Digital Ambassadors Program that utilizes a 
network of “connectors” who share positive stories of 
Lubbock and the South Plains region online. 

 

    
1.3.7. Work with other local and regional organizations to 

utilize social media to update and inform businesses 
and residents of new announcements, upcoming events, 
and salient issues.  

City of Lubbock, 
regional nonprofits 

    

1.4. Ensure that the appropriate sites and infrastructure are in place to 
support the growth of existing employers and the attraction of 
new businesses. 

 

    

1.4.1. Continue to market the Lubbock Business Park, Lubbock 
Rail Port, and Reese Technology Center as locations for 
new and expanding companies in the logistics, 
distribution, wholesale trade, and manufacturing 
industries. 

RTC 

    

1.4.2. Market Reese Technology Center and the TTU 
Research and Technology Park as locations for new 
R&D facilities. 

RTC, TTU 

    
1.4.3. Market downtown Lubbock as a destination for new 

headquarters, back office, and R&D facilities. 
 

    
1.4.4. Continue supporting critical local and regional 

transportation infrastructure investments. 
Ports-to-Plains Alliance, 
TxDOT     

1.4.5. Closely monitor commercial air passenger service and 
connections at Lubbock Preston Smith International 
Airport and the potential impacts of the expiration of the 
Wright Amendment. Consider forming a local task force 
to address the preservation of commercial air service 
capacity and connections if major carriers begin 
reducing service to Lubbock. 

LBB, City of Lubbock, 
TTU, TTUHSC, regional 
employers 

    

1.4.6. Encourage the City of Lubbock to develop an expedited 
permitting services program for commercial 
development.  

City of Lubbock, 
regional real estate 
community 

 
   

1.4.7. Encourage the City of Lubbock to create location- and 
industry-specific incentives for business expansion and 
attraction. 

 

    
1.4.8. Support the Ports-to-Plains Alliance’s efforts to enhance 

Lubbock’s transportation access to international markets.  
Ports-to-Plains Alliance, 
TxDot     

1.5. Engage community leaders more closely in economic 
development activities and initiatives. 
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STRATEGIES & ACTIONS FOR LEDA 
POTENTIAL 
PARTNERS 

TIMELINE 
0-6 

MOS 
6-12 
MOS 

1-3 
YRS 

3-5 
YRS 

1.5.1. Facilitate annual community tours involving the 
Chamber, TTU, TTUHSC, and the City of Lubbock to 
visit peer cities that have achieved success in downtown 
revitalization, entrepreneurship promotion, community 
investment, and talent retention/attraction. 

Lubbock COC, TTU, 
TTUHSC, City of 
Lubbock, Visit Lubbock 

 

   

1.5.2. Help to organize a regular community issues meeting 
that brings together key stakeholders (e.g., non-profit 
organizations, educational institutions, business owners) 
to discuss the challenges and opportunities of the city’s 
economy. 

Regional nonprofits, 
TTU, TTUHSC, SPC, 
regional ISDs, regional 
employers 

 

   

1.6. Establish a consistent funding stream for economic development 
to ensure Lubbock’s long-term competitiveness. 

 
    

1.6.1. Establish a consistent funding stream for economic 
development to ensure Lubbock’s long-term 
competitiveness. 

City of Lubbock   
  

1.6.2. Continue working with the City of Lubbock to ensure 
that property tax allocation funding for Market Lubbock 
is competitive and stable. 

City of Lubbock 

    

1.6.3. Explore the potential for generating private sector 
financial support for Market Lubbock through a capital 
campaign or annual memberships. 

Regional employers   
  

GOAL 2. TALENT MANAGEMENT 
     

2.1. Launch a talent management system on the national stage 
focused on developing, retaining, and attracting a highly skilled 
talent base for Lubbock employers. 

 
    

2.1.1. Collaborate with the components of the Texas Tech 
University System and other higher education institutions 
on joint marketing and talent attraction activities. 

TTU, TTUHSC, LCU, 
SPC, WBU, regional 
alumni networks 

    

2.1.2. Research and identify best practices for talent 
recruitment and retention from regional and national 
companies. Work with workforce, education, and HR 
stakeholders to identify local partners who could 
implement and manage the program in their 
community. 

WSSP, regional HR 
directors 

  

  

2.2. Strengthen existing partnerships and create new connections 
between Lubbock’s employers and educational institutions. 

 
    

2.2.1. Plan a South Plains talent summit to convene a broad 
base of stakeholders from industry, education, 
nonprofits, economic development, and workforce 
training.  

TTU, TTUHSC, SPC, 
LCU, regional ISDs, 
WSSP, regional 
employers 

 

 

  

2.2.2. Financially support and help identify a location for a 
new career and technical training facility in Lubbock for 
high school and community college students. 

Lubbock ISD, SPC 

   
 

2.2.3. Work with regional employers and K-16 education 
providers to expand school-to-work programs in the 
area (e.g., internships, apprenticeships, work-based 
learning, plant tours, career days, etc.). 

Regional employers, 
regional ISDs 

    



STRATEGIC PLAN  LEDA 

 THEORY INTO PRACTICE  PAGE | 27 

STRATEGIES & ACTIONS FOR LEDA 
POTENTIAL 
PARTNERS 

TIMELINE 
0-6 

MOS 
6-12 
MOS 

1-3 
YRS 

3-5 
YRS 

2.2.4. Assist regional employers in articulating their worker 
education, training, and skills needs through an online 
employer survey.  

Lubbock COC, 
regional employers     

2.2.5. Publicize local high-demand jobs and career 
opportunities to help drive students toward the fields of 
study that support those careers. 

Avalanche-Journal, 
regional media outlets, 
regional ISD 
publications 

    

2.3. Create a community college campus in an underserved area 
of Lubbock to support the growth of each of Lubbock’s 
universities, to offer more educational opportunities for local 
residents to gain the necessary skills, and to provide local 
employers with a strong pipeline of talent. 

  

   

2.3.1. Form a steering committee of at least seven members 
comprised of business, education, and local 
government leaders to provide leadership on behalf 
of the proposed community college. 

TTU, TTUHSC, SPC, 
LCU, WBU, regional 
ISDs, City of Lubbock, 
Lubbock COC, 
regional employers 

   

 

2.3.2. The committee should examine issues such as legal 
requirements, funding, governance, program 
demand, and the location for a new community 
college. 

TTU, TTUHSC, SPC, 
LCU, WBU, regional 
ISDs, City of Lubbock, 
Lubbock COC, 
regional employers 

   

 

2.3.3. The committee must prepare and circulate a petition 
requesting an election on the establishment of a 
community college district.  

TTU, TTUHSC, SPC, 
LCU, WBU, regional 
ISDs, City of Lubbock, 
Lubbock COC, 
regional employers 

    

2.4. Promote downtown as a destination for investment and company 
headquarters, and support ongoing downtown revitalization 
efforts as a way to attract and retain talent. 

 
    

2.4.1. Create a “Downtown Investment Package” of materials 
(online and in print) to highlight and market downtown 
as a target investment location.  

McDougal Companies, 
City of Lubbock 

 
  

 

2.4.2. Work closely with the City’s downtown master 
developer, the McDougal Companies, and other real 
estate companies to market downtown properties and 
investment opportunities. 

McDougal Companies, 
City of Lubbock, 
Regional real estate 
companies, LAR 

 

   

2.4.3. Launch a Downtown Lubbock website that serves as a 
one-stop-shop for all of the public and private efforts to 
revitalize downtown Lubbock. 

McDougal Companies, 
City of Lubbock, 
Lubbock COC, LAR 

 
  

 

2.4.4. Support the establishment of higher education 
facilities and programs in the downtown.  

TTU, TTUHSC, SPC 
    

2.4.5. Urge the City to conduct a corridor study of Avenue Q 
to evaluate the potential for making the corridor more 
pedestrian-friendly and less of a barrier between the 
Overton development and downtown.  

McDougal Companies, 
City of Lubbock 

  

  

2.5. Encourage citywide investment in amenities and recreational 
infrastructure that will enhance Lubbock’s quality of place. 
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STRATEGIES & ACTIONS FOR LEDA 
POTENTIAL 
PARTNERS 

TIMELINE 
0-6 

MOS 
6-12 
MOS 

1-3 
YRS 

3-5 
YRS 

2.5.1. Publicly support and work toward the implementation of 
the recommendations in the Imagine Lubbock Together 
plan that address arts and culture, beautification and 
image, downtown revitalization, education, 
entertainment and recreation, and neighborhoods. 

Lubbock COC, LEPAA 

    

2.5.2. Continue supporting efforts to build the Buddy Holly Hall 
of Performing Arts and Sciences in the downtown. 

Lubbock COC, LEPAA 
    

2.5.3. Ensure that any public investments in parks & 
recreation infrastructure on the city’s east side (bike 
trails, dog run, splash pads, etc.) complement the 
new investments in downtown, creating greater 
connectivity between downtown and East Lubbock. 

Lubbock COC, 
regional nonprofits 

    

GOAL 3. ENTREPRENEURSHIP & INNOVATION 
     

3.1. Work closely with the components of the Texas Tech University 
System to strengthen Lubbock’s entrepreneurship and innovation 
ecosystem. 

 TTU, TTUHSC 

    

3.1.1. Hire a full-time Director of Innovation to serve as 
LEDA’s key point-of-contact for engaging with the 
economic development and technology-based 
entrepreneurial activities taking place at TTU and 
TTUHSC. 

TTU, TTUHSC     

3.1.2. Play an active role (including financial support) in the 
ongoing development of the TTU Accelerator. 

TTU, TTUHSC 
    

3.1.3. Support Texas Tech’s efforts to commercialize research 
taking place within the University. 

TTU, TTUHSC 
    

3.1.4. Leverage the Texas Tech Alumni Association’s network 
to identify and communicate with alumni who are 
entrepreneurs, seeking to invest in Lubbock, or are 
considering returning to Lubbock. 

TTU, TTUHSC  

   

3.2. Pursue major R&D catalyst projects that leverage the components 
of the Texas Tech University System along with city and business 
leaders. 

 
    

3.2.1. Build a coalition of local and state elected officials, 
leaders from the private sector, and key stakeholders 
from within TTU and TTUHSC to identify and pursue 
major research projects that align with the institution’s 
academic and research specialties. 

City of Lubbock, TTU, 
TTUHSC, regional 
employers     

3.2.2. Ensure that the coalition of public, private, and 
academic leaders is prepared to respond when a 
major research opportunity becomes available, 
particularly if it has the potential to transform 
Lubbock’s economy into a more knowledge-based, 
technology-driven community. 

City of Lubbock, TTU, 
TTUHSC, regional 
employers 
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STRATEGIES & ACTIONS FOR LEDA 
POTENTIAL 
PARTNERS 

TIMELINE 
0-6 

MOS 
6-12 
MOS 

1-3 
YRS 

3-5 
YRS 

3.2.3. Study successful efforts in other communities that have 
worked collaboratively to leverage their research 
university to attract a major R&D catalyst project. 
Organize a knowledge-gathering trip to one of these 
communities, taking along some of Lubbock’s public, 
private, and academic leaders to learn about what 
worked for them. 

City of Lubbock, TTU, 
TTUHSC, regional 
employers 

    

3.2.4. The Director of Innovation should regularly meet with 
faculty and researchers at the Texas Tech University 
System to identify promising areas of research and 
development that could be leveraged into new 
federal and private investment. 

TTU, TTUHSC 

    

3.2.5. Utilize the resources, networks, events, and services 
offered by the Federal Laboratory Consortium for 
Technology Transfer and by the State Science & 
Technology Institute that are designed to connect 
local governments and economic development 
organizations with federal R&D transfer and 
commercialization opportunities. 

TTU, TTUHSC 

    

3.3. Create an entrepreneurial environment that attracts and retains 
start-ups and entrepreneurs in Lubbock. 

 
    

3.3.1. Support the expansion of networking groups, speaker 
series, and other events that bring together area 
entrepreneurs, small business owners, and investors. 

Lubbock COC 

    

3.3.2. Encourage “grass-roots” innovation among K-12 
students and young adults throughout the community by 
facilitating the creation of programs at local educational 
institutions that emphasize innovation, technology 
commercialization, and business development. 

Regional ISDs 

    

3.3.3. Work with local media outlets (TV stations, Lubbock 
Avalanche-Journal, radio stations, etc.) to highlight 
success stories of local start-ups and entrepreneurs. 

Local media outlets 

    

3.4. Expand the availability of start-up capital by formalizing access to 
existing capital in Lubbock and by developing stronger ties to 
angel and venture capital investors outside of Lubbock. 

 
    

3.4.1. Work with area banks and local investors to form an 
angel network.  

Regional banks, 
regional investors 

    

3.4.2. Encourage local entrepreneurs to tap into federal 
funding in the Small Business Innovation Research (SBIR) 
and Small Business Technology Transfer (SBTTR) grants. 

SBDC 
    

3.4.3. Market qualified Lubbock-based start-ups to outside 
angel investors and venture capital firms. Focus on 
investors from Austin, Dallas-Fort Worth, and Houston. 
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APPENDIX A: STATISTICAL BENCHMARKING 

ABOUT THE DATA 

To provide a baseline understanding of the Lubbock region’s relative economic position, TIP compiled demographic and 
economic data for the Lubbock metro area and 14 other peer metro areas in the central U.S. The purpose is to document 
the region’s competitive advantages and disadvantages vis-à-vis its peer regions and compared to the U.S. average. 

We selected a group of peer/competitor regions based on the following methodology: each region sits in the 
central portion of the U.S. (no locations on the East or West Coast) and falls into at least one of three categories. 

Category #1: The region has a large public university 

Category #2: The central city has undergone some recent success in downtown revitalization 

Category #3: The region is in West Texas  

In each case, we compared the entire Lubbock metro area with the metro area of the peer regions, with the 
exception of Midland-Odessa which includes a combination of the Midland and Odessa metro areas. The tables in 
this section are organized with the U.S. average as the point of reference. The 15 metro areas—14 peer 
regions and Lubbock—are ranked by performance rather than numeric value to facilitate 
comparisons. Metro areas that outperform the nation are stacked above the U.S. figure; those that do not fare as 
well on the U.S. are shown below. The resulting tables enable a quick comparison of Lubbock’s performance on 
each data point relative to the national average and the benchmark regions. 

KEY FINDINGS 

The statistical benchmarking points to three major findings about Lubbock’s economy: 

1. The components of the Texas Tech University System are Lubbock’s strongest assets for 
economic development. Lubbock’s higher education assets are the region’s key differentiator. In fact, Texas 
Tech University is the only major research university (having at least $100 million in annual academic R&D 
expenditures) in the state of Texas, west of the IH-35 corridor. And Texas Tech University’s R&D investments 
have grown by 129 percent from 2008 to 2012, much more than the U.S. growth rate of 22 percent and much 
higher than any of the major universities in the benchmark regions (Kansas State University ranks second with a 
24 percent growth rate). Thanks in large part to the components of the Texas Tech University System (and to a 
lesser extent, South Plains College, Lubbock Christian University, and Wayland Baptist University). Lubbock has 
almost twice as many enrolled college/university students per capita than the U.S. (0.13 vs. 0.07, respectively). 

2. Lubbock’s economy has enjoyed steady growth in recent years. The region’s growth has outpaced 
the U.S. economy and has been comparable to many of the peer regions. Total employment in the Lubbock 
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metro area grew by 11.4 percent from 2001 to 2014, more than double the U.S. growth rate of 5.1 percent 
and higher than 8 of the 14 benchmark regions. Lubbock’s labor force grew by 13.7 percent from 2000 to 
2013, compared to a 9 percent U.S. growth rate. Lubbock’s population grew by 17.5 percent from 2000 to 
2013, compared to a 12.3 percent U.S. growth rate. 

3. Lubbock offers an affordable, low cost environment. This is great for businesses and challenging for 
the retention/attraction of talent. Lubbock’s industrial electric rates are lower than the rates of each of the 
benchmark regions except for Des Moines, IA and Amarillo, TX. The Lubbock metro area has the lowest wages 
(median hourly earnings of $16.13) among the benchmark regions, about 20 percent lower than the U.S. as a 
whole ($20.06). Lubbock’s housing costs are low, with a median home value of $104,800 compared to the 
U.S. median home value of $173,900. Lubbock has a more affordable housing stock than all but two regions 
(Midland-Odessa and Abilene) based on the ratio of home values to household income levels.  

BENCHMARK SUMMARY 
COMPONENT COUNTIES AND SELECTION FACTORS 
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Lubbock, TX Texas: Crosby, Lubbock,* Lynn 

Abilene, TX Texas: Callahan, Jones, Taylor*    

Albuquerque, NM New Mexico: Bernalillo,* Sandoval, Torrance, Valencia    

Ames, IA Iowa: Story*    

Amarillo, TX Texas: Armstrong, Carson, Oldham, Potter,* Randall    

Birmingham, AL Alabama: Bibb, Blount, Chilton, Jefferson,* St. Clair, Shelby, Walker    

Chattanooga, TN-GA Georgia: Catoosa, Dade, Walker Tennessee: Hamilton,* Marion, Sequatchie     

College Station-Bryan, TX Texas: Brazos,* Burleson, Robertson    

Columbia, MO Missouri: Boone*    

Des Moines, IA Iowa: Dallas, Guthrie, Madison, Polk,* Warren    

Lincoln, NE Nebraska: Lancaster,* Seward    

Manhattan, KS Kansas: Pottawatomie, Riley*    

Midland-Odessa, TX Texas: Ector,** Martin, Midland**    

Oklahoma City, OK Oklahoma: Canadian, Cleveland, Grady, Lincoln, Logan, McClain, Oklahoma*    

Sioux Falls, SD South Dakota: Lincoln, McCook, Minnehaha*, Turner    

*Indicates central county. **Ector is central county for Odessa MSA; Midland is central county for Midland MSA. 
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POPULATION & JOBS 

POPULATION       

2000-2013 % change     EMPLOYMENT 

Sioux Falls, SD 30.1%  LABOR FORCE  2001-2014 % change 

College Station, TX 28.1%  2000-2013 % change  Midland-Odessa, TX 52.8% 

Midland-Odessa, TX 26.6%  Midland-Odessa, TX 55.9%  College Station, TX 26.1% 

Columbia, MO 26.1%  College Station, TX 27.3%  Columbia, MO 20.8% 

Des Moines, IA 24.6%  Manhattan, KS 21.6%  Sioux Falls, SD 19.7% 

Albuquerque, NM 23.7%  Sioux Falls, SD 20.6%  Manhattan, KS 17.7% 

Manhattan, KS 20.9%  Columbia, MO 17.1%  Des Moines, IA 16.0% 

Oklahoma City, OK 20.5%  Des Moines, IA 16.7%  Lubbock, TX 11.4% 

Lincoln, NE 17.7%  Amarillo, TX 14.6%  Amarillo, TX 11.0% 

Lubbock, TX 17.5%  Lubbock, TX 13.7%  Abilene, TX 10.2% 

Ames, IA 15.5%  Abilene, TX 12.0%  Oklahoma City, OK 10.1% 

Chattanooga, TN-GA 13.7%  Lincoln, NE 11.6%  Ames, IA 9.5% 

Amarillo, TX 12.9%  Oklahoma City, OK 9.5%  Lincoln, NE 8.9% 

U.S. 12.3%  U.S. 9.0%  U.S. 5.1% 

Birmingham, AL 8.5%  Ames, IA 7.5%  Albuquerque, NM 1.2% 

Abilene, TX 4.5%  Albuquerque, NM 5.7%  Birmingham, AL 1.1% 

Source: U.S. Census Bureau  Chattanooga, TN-GA 4.1%  Chattanooga, TN-GA -1.2% 

   Birmingham, AL -1.0%  Source: EMSI 

   Source: U.S. Bureau of Labor Statistics    
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HIGHER EDUCATION 

COLLEGE & UNIVERSITY 
ENROLLMENT 

      

Enrolled students per capita       

(Fall 2013)  ACADEMIC R&D INVESTMENTS    

Ames, IA 0.36  R&D per capita (2012)    

Columbia, MO 0.31  College Station, TX $3,278    

Manhattan, KS 0.26  Ames, IA $2,824    

College Station, TX 0.25  Manhattan, KS $1,796    

Lincoln, NE 0.13  Columbia, MO $1,404    

Lubbock, TX 0.13  Lincoln, NE $806  ACADEMIC R&D INVESTMENTS 

Amarillo, TX 0.07  Lubbock, TX $662  R&D % growth 2008-2012 

Oklahoma City, OK 0.07  Birmingham, AL $398  Texas Tech U. 129% 

Albuquerque, NM 0.07  Albuquerque, NM $244  Kansas State U. 24% 

U.S. 0.07  U.S. $210  U.S. 22% 

Des Moines, IA 0.06  Oklahoma City, OK $187  U. Oklahoma 18% 

Chattanooga, TN-GA 0.05  Amarillo, TX $27  Texas A&M U. 15% 

Midland-Odessa, TX 0.05  Chattanooga, TN-GA $20  Iowa State U. 14% 

Abilene, TX 0.05  Midland-Odessa, TX $6  U. AL, Birmingham 12% 

Birmingham, AL 0.04  Abilene, TX $-    U. New Mexico 9% 

Sioux Falls, SD 0.02  Des Moines, IA $-    U. Nebraska, Lincoln 3% 

Source: Natl. Center for Education Statistics  Sioux Falls, SD $-    U. Missouri, Columbia -5% 

   Source: National Science Foundation  Source: National Science Foundation 
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INCOME & HOUSING AFFORDABILITY 

      HOUSING AFFORDABILITY 

      Home value/income ratio (2013) 

      Lower = more affordable 

      Midland-Odessa, TX 1.96 

      Abilene, TX 1.97 

      Lubbock, TX 2.22 

      Amarillo, TX 2.50 

      Des Moines, IA 2.60 

INCOME LEVELS     Oklahoma City, OK 2.73 

Median household income (2013)     Sioux Falls, SD 2.81 

Midland-Odessa, TX $62,380  HOME VALUES  Lincoln, NE 2.94 

Des Moines, IA $61,194  Median home value (owner-  Birmingham, AL 2.98 

Sioux Falls, SD $55,952  occupied units) (2013)  Chattanooga, TN-GA 2.99 

Lincoln, NE $52,300  Albuquerque, NM $176,900  Ames, IA 3.14 

U.S. $52,250  U.S. $173,900  U.S. 3.33 

Ames, IA $50,279  Columbia, MO $172,900  College Station, TX 3.46 

Oklahoma City, OK $50,136  Manhattan, KS $168,400  Columbia, MO 3.53 

Amarillo, TX $49,207  Des Moines, IA $159,100  Manhattan, KS 3.63 

Columbia, MO $48,953  Ames, IA $158,100  Albuquerque, NM 3.66 

Albuquerque, NM $48,355  Sioux Falls, SD $157,200  Source: U.S. Census Bureau, TIP Strategies 

Birmingham, AL $48,328  Lincoln, NE $153,600    

Chattanooga, TN-GA $47,702  Birmingham, AL $144,100    

Lubbock, TX $47,172  Chattanooga, TN-GA $142,600    

Manhattan, KS $46,375  College Station, TX $137,400    

Abilene, TX $44,149  Oklahoma City, OK $137,100    

College Station, TX $39,657  Amarillo, TX $122,900    

Source: U.S. Census Bureau  Midland-Odessa, TX $122,500    

   Lubbock, TX $104,800    

   Abilene, TX $86,800    

   Source: U.S. Census Bureau    
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MORTGAGES, WAGES & EDUCATION 

MORTGAGES       

% of home loans underwater*       

(Q1 2014)       

Midland, TX 8%       

Lincoln, NE 8%       

Sioux Falls, SD 8%       

College Station, TX 9%       

Ames, IA 10%     EDUCATIONAL ATTAINMENT 

Lubbock, TX 10%     % bachelor's or above (2013) 

Odessa, TX 11%     Ames, IA 48.2% 

Oklahoma City, OK 11%     Columbia, MO 45.3% 

Columbia, MO 11%     Manhattan, KS 37.8% 

Chattanooga, TN-GA 12%     Lincoln, NE 36.3% 

Abilene, TX 12%  WAGES  Des Moines, IA 35.4% 

Des Moines, IA 13%  Median hourly earnings (2014)  College Station, TX 34.2% 

Manhattan, KS 13%  Midland-Odessa, TX $20.31  Sioux Falls, SD 32.3% 

Amarillo, TX 14%  Des Moines, IA $20.28  Albuquerque, NM 30.7% 

U.S. 19%  U.S. $20.06  U.S. 29.6% 

Albuquerque, NM 19%  Ames, IA $19.72  Birmingham, AL 28.6% 

Birmingham, AL 25%  Birmingham, AL $19.46  Oklahoma City, OK 27.9% 

Source: Zillow  Albuquerque, NM $19.14  Lubbock, TX 26.9% 

*Figures are for central county only  Oklahoma City, OK $18.86  Chattanooga, TN-GA 23.7% 

  Lincoln, NE $18.35  Amarillo, TX 23.4% 

   Columbia, MO $18.07  Abilene, TX 22.1% 

   Chattanooga, TN-GA $18.04  Midland-Odessa, TX 20.9% 

   Sioux Falls, SD $17.80  Source: U.S. Census Bureau 

   College Station, TX $17.58    

   Amarillo, TX $17.28    

   Manhattan, KS $16.99    

   Abilene, TX $16.24    

   Lubbock, TX $16.13    

   Source: EMSI    
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AIR TRAVEL & ELECTRIC RATES 

   AIR TRAVEL PASSENGERS    

   2002-2013 % change  INDUSTRIAL ELECTRIC RATES 

   Manhattan, KS* 2607%  Cents/kWh (2012) 

   Sioux Falls, SD 114%  Chattanooga, TN-GA 7.71 

   Columbia, MO 84%  Ames, IA 7.61 

   Abilene, TX 79%  Columbia, MO 7.57 

AIR TRAVEL PASSENGERS  Chattanooga, TN-GA 67%  Manhattan, KS 7.14 

Passengers per capita (2013)  Des Moines, IA 40%  Sioux Falls, SD 7.11 

Albuquerque, NM 2.74  Midland-Odessa, TX 24%  Abilene, TX 7.01 

U.S. 2.61  U.S. 23%  U.S. 6.67 

Sioux Falls, SD 1.97  Oklahoma City, OK 22%  College Station, TX 6.63 

Des Moines, IA 1.79  College Station, TX 14%  Birmingham, AL 6.07 

Midland-Odessa, TX 1.64  Birmingham, AL -1%  Lincoln, NE 5.95 

Lubbock, TX 1.49  Lincoln, NE -2%  Albuquerque, NM 5.87 

Amarillo, TX 1.42  Amarillo, TX -4%  Midland-Odessa, TX 5.54 

Oklahoma City, OK 1.35  Lubbock, TX** -11%  Oklahoma City, OK 5.06 

Birmingham, AL 1.16  Albuquerque, NM -14%  Lubbock, TX 4.81 

Manhattan, KS 0.63  Ames, IA -  Des Moines, IA 4.29 

Chattanooga, TN-GA 0.57  Source: USDOT, Bureau of Transp. Statistics  Amarillo, TX 4.04 

Abilene, TX 0.49  *Manhattan airport annual passengers: 
2002 = 2,295; 2013 = 62,130 
**Lubbock airport annual passengers: 
2002 = 507,373; 2013 = 449,065 

 Source: U.S. Energy Info. Administration 

Lincoln, NE 0.42     

College Station, TX 0.35     

Columbia, MO 0.25       

Ames, IA 0.00       

Source: USDOT, Bureau of Transp. Statistics       
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APPENDIX B: WORKFORCE ANALYSIS 
The presence of a skilled workforce continues to be the number one factor in site location decisions. As part of the 
economic assessment prepared in 2013, TIP examined general labor market and occupational characteristics for 
the Lubbock metropolitan statistical area (MSA). This analysis expands on the commuting patterns data provided in 
the 2013 report and provides information at the detailed occupation level (versus the broader occupational group 
level of the prior analysis). In keeping with the focus of the strategies, the analysis focuses on understanding the 
region’s skilled workforce, with particular emphasis on STEM-related occupational groups.  

FINDINGS 

 Two-thirds of Lubbock’s workforce (66 percent) commutes 10 miles or less between home and work, 
although one in five workers (21 percent) travels 50 miles or more. The majority of workers in the city of 
Lubbock (60 percent) also live within the city limits. Workers are more likely to travel to their place of 
employment from the south or southwest, with slightly less than one-half (47 percent) of all people who work 
in the city traveling in that direction. Lubbock residents that work outside the city are more likely to work in 
goods-producing (manufacturing) industries than are those who work in Lubbock. 

 High-skilled workers comprise just 17 percent of total employment in the Lubbock MSA. This figure trails 
both the state and the nation by a significant margin. Middle skill occupations (those requiring at least a 
high school diploma and some level of formal training) are on par with Texas and U.S. figures. As a result, 
the MSA has a correspondingly higher share of low-skill employment (i.e., positions that require minimal 
training and no postsecondary education). This can be partially explained by Lubbock’s role as a regional 
service center with a high concentration of retail and restaurant employment. 

 Health care, education, and supervisory/management occupations are among the most common middle- 
and high-skills positions in the region. However, a number of the MSA’s largest and fastest-growing middle- 
and high-skill occupations have wage rates that fall below the regional median of $16.13 per hour. 
Examples include bookkeeping and accounting clerks, maintenance and repair workers, and nursing 
assistants. 

 Of the four high-skilled occupational groups examined in detail—computer and mathematical; architecture 
and engineering; life, physical, and social science; and health care—only health care jobs are more 
concentrated in the Lubbock MSA than would be expected based on national averages, as evidenced by 
the group’s 1.25 location quotient (LQs). (See page 47 for a discussion of LQs). This would be expected in 
the core county of a metropolitan area, particularly one like Lubbock, which serves as a regional center for 
a large number of outlying counties.  

 The Lubbock MSA has experienced a drop in employment levels in computer and math-related occupations 
over the past ten years. Within this occupational group, software developers (for both systems software and 
application development) have experienced the sharpest declines. At the same time, these occupations are 
expanding at the state and national levels. 
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 Lubbock offers competitive wage rates relative to the nation. Low-cost labor can be a double-edged sword. 
While it presents a strong selling point when marketing the region to business, it does not always play well 
from the perspective of talent. Helping potential newcomers to the region understand the trade-off between 
wages and cost of living can help mitigate this issue. Focusing on increasing skill levels among the regional 
population can also help improve wage rates while also adding value for employers. 

 The results of the employer survey conducted as part of the planning process suggest that local businesses 
are generally satisfied with the quality of the local workforce. Of the characteristics listed, ratings were 
highest for “trainability,” “employee attitudes,” and “productivity,” with 50 to 60 percent of respondents 
rating the workforce as “good” or “excellent” on these traits. 

 Approximately 70 percent of respondents were of the view that there were no training programs lacking in 
the region that were critical to their needs. However, the majority of respondents reported little need for 
outside training, either because they conduct all training in-house or through relationships with suppliers or 
vendors (51 percent) or because their operations were of a nature that required little or no formal training 
(11 percent). Of the 30 percent who did indicate that training was lacking, views were split on the impact 
of the gap. Roughly 12 percent of participating firms (slightly less than half of those who found the region’s 
training lacking) considered these to be “critical gaps … that negatively impact” their operations. This 
translates to roughly one in 10 employers that participated in the survey having a critical training need. 

 Respondents were also asked to rate the region on a variety of business success factors. Among these, the 
ability to attract and retain talent was rated as a top factor, with 87 percent of respondents characterizing 
this factor as “very” or “extremely” important. This rating was 23 percentage points higher than the next 
highest rated factor: access to customers. However, when asked to rate Lubbock’s performance, 
participants found this area lacking with less than one-third (27 percent) giving a “very good” or “excellent” 
rating on this factor. The highest ratings for performance were on the quality of the region’s education 
offerings (both postsecondary and K-12), access to customers, and the cost of labor and real estate.  

The Workforce Analysis is divided into four sections: 1) updated and expanded information on selected labor 
market characteristics presented in TIP’s 2013 analysis, 2) a detailed look at Lubbock’s occupational structure (with 
an emphasis on selected high-skill jobs), 3) a review of publicly available postsecondary awards, and 4) a summary 
of the employer survey. 
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LABOR MARKET CHARACTERISTICS 

CITY OF LUBBOCK COMMUTING FLOWS 
WHERE LUBBOCK’S WORKERS LIVE 

Employment in the Lubbock MSA is heavily concentrated in the city of Lubbock, which accounts for nine out of ten 
(91 percent) of the metro area’s jobs. About 60 percent of jobs located in Lubbock were held by residents of the 
city in 2011 (the most recent year for which data are available). This figure is down from roughly 71 percent ten 
years earlier, reflecting the increasing share inbound commuters comprise of the city’s workforce. 

 

 

Source: U.S. Bureau of the Census, LEHD Origin-Destination Employment Statistics (Beginning of Quarter Employment, 2Q 2002-2011).  
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PLACE OF RESIDENCE FOR LUBBOCK (CITY) WORKERS 
DISTANCE AND DIRECTION TRAVELED FROM WORK TO HOME 

Two-thirds of Lubbock’s workforce commutes from less than ten miles away. However, one in five workers travel 
more than 50 miles to their place of employment. Nearly one-half of the workforce (47 percent) lives to the south 
and west of the city, with three ZIP codes accounting for just over 30 percent: 79424 (12 percent), 79423 (10 
percent), and 79416 (9 percent). 

Top 10 ZIP Codes where Lubbock workers live 

 
Distance traveled between work and home Location of home relative to work 

  

Source: U.S. Bureau of the Census, LEHD Origin-Destination Employment Statistics (Beginning of Quarter Employment, 2Q 2002-2011). 

Less than 
10 miles
66.2%

10 to 24 
miles
7.3%

25 to 50 
miles
6.0%

Greater 
than 50 
miles

20.5%

N
12%

NE
8%

E
11%

SE
12%

S
15%

SW
19%

W
13%

NW
9%



STRATEGIC PLAN  LEDA 

 THEORY INTO PRACTICE  PAGE | 41 

CHARACTERISTICS OF COMMUTING FLOWS 
BROAD CHARACTERISTICS OF INBOUND, OUTBOUND, AND INTERNAL FLOWS 

A look at broad characteristics by commuting flows shows only minor differences in age and earnings. Residents 
who leave the city for work are slightly more likely to be under the age of 30 and to earn less than those who live 
and work in the city or who commute in from elsewhere. These workers were also far more likely to be employed in 
jobs outside the service sector than were those employed within the city limits. 

AGE EARNINGS INDUSTRY 

   
EMPLOYMENT BY NAICS SECTOR 

 

Source: U.S. Bureau of the Census, LEHD Origin-Destination Employment Statistics (Beginning of Quarter Employment, 2Q 2002-2011). 
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All Other Services
Trade, Transportation, and Utilities
Goods Producing

Share of total employment in:
Work in Lubbock (regardless of 
place of residence)

Live in Lubbock (regardless of place 
of employment)

Health Care and Social Assistance 19.0% 17.3%
Educational Services 17.9% 16.0%
Retail Trade 11.8% 11.7%
Accommodation and Food Services 10.9% 10.8%
Wholesale Trade 5.0% 4.9%
Administration & Support, Waste Mgmt. and Remediation 4.6% 5.0%
Finance and Insurance 4.3% 4.2%
Public Administration 3.7% 3.4%
Manufacturing 3.6% 4.4%
Information 3.5% 3.3%
Construction 3.2% 4.3%
Other Services (excluding Public Administration) 3.0% 3.3%
Professional, Scientific, and Technical Services 2.9% 3.1%
Transportation and Warehousing 2.5% 2.9%
Real Estate and Rental and Leasing 1.3% 1.4%
Arts, Entertainment, and Recreation 0.9% 0.9%
Utilities 0.8% 0.8%
Management of Companies and Enterprises 0.7% 0.6%
Agriculture, Forestry, Fishing and Hunting 0.3% 0.8%
Mining, Quarrying, and Oil and Gas Extraction 0.1% 1.0%
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UNEMPLOYMENT RATE COMPARISONS 
12-MONTH MOVING AVERAGE OF THE SEASONALLY UNADJUSTED JOBLESS RATES 

Over the past two decades, Lubbock’s unemployment rate has consistently remained below the state and national 
averages, a pattern that is not uncommon for university towns. Nevertheless, the most recent recession sent the local 
unemployment rate to its highest point in years.   

 

Source: U.S. Bureau of Labor Statistics, Current Population Survey (U.S.) and Local Area Unemployment Statistics (state & local). 

LUBBOCK MSA CIVILIAN LABOR FORCE 
ANNUAL AVERAGE 

 

Source: U.S. Bureau of Labor Statistics, Local Area Unemployment Statistics LAUS.  Note: Figures from the LAUS data series are based on 2009 
metropolitan area definitions. As a result, when used above, Lubbock MSA refers to Lubbock and Crosby Counties only, not the 2013 
configuration used elsewhere in this analysis, which also includes Lynn County. 
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EDUCATIONAL ENROLLMENT STATUS 
CURRENT ENROLLMENT STATUS FOR THE POPULATION 3 YEARS AND OVER 

 

The share of Lubbock’s population 
enrolled in some level of 
educational program is similar to 
the U.S., from preschool through 
high school. Because of the 
presence of Texas Tech, however, 
enrollment in higher education 
programs is roughly double the 
statewide and national rates. 

Source: U.S. Census Bureau (2012 American Community Survey, 1-Year Estimates). 

EDUCATIONAL ATTAINMENT 
HIGHEST LEVEL OF EDUCATION ACHIEVED BY THE POPULATION AGE 25 YEARS AND OLDER 

 

Educational attainment patterns in 
Lubbock look very similar to the 
statewide and national averages. 
Given the high rates of higher 
education enrollment, one might 
expect educational attainment levels 
to be higher as well. TIP’s 2013 
economic assessment pointed to a 
heavy outmigration from Lubbock to 
larger cities in Texas and beyond. 
This is presumed to be mostly due to 
college graduates following 
employment prospects. 

Source: U.S. Census Bureau (2012 American Community Survey, 1-Year Estimates). 
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OCCUPATIONAL DETAIL 

This section explores selected characteristics of the Lubbock workforce at the individual occupation level. To help 
underscore the themes of the strategic plan, the analysis is primarily directed at understanding Lubbock’s high-skill 
job base, defined here as occupations that typically require a four-year degree or higher for entry into the position. 
Occupations are classified using the Standard Occupational Classification (SOC) system, which categorizes 840 
occupations into 23 major groups.  

DISTRIBUTION OF JOBS & ANTICIPATED OPENINGS BY SKILL LEVEL 
BASED ON TYPICAL EDUCATION & TRAINING REQUIREMENTS  

Using data on entry-level requirements by occupation, we estimate that the Lubbock MSA trails both the state and 
the nation by a considerable margin in the share of high-skill occupations that comprise its workforce. The metro 
area has correspondingly higher share of low-skill jobs – those that require little or no formal training and are likely 
to require only a high school diploma or less. This distribution is likely to reflect Lubbock’s role as a regional hub, 
which translates to an above-average concentration of employment in retail, restaurants, and personal services.  

The region’s low-skill jobs are anticipated to account for a disproportionate share (52 percent) of the region’s 
projected openings in the coming years. However, this pattern is not unusual in areas that are gaining population, 
since many of these jobs (such as retail sales and food service) are tied to population growth. Moreover, the rates of 
turnover in low-skill jobs are often higher, leading to further increases in job openings for low-skill occupations. 

Share of total employment, 2013 
with comparisons to Texas and U.S. 

Lubbock MSA projected annual  
openings by skill level, 2013-2018 

 
 

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. Excludes occupations with fewer than 10 
openings projected for 2013 through 2018 period. Annual openings are an estimate of demand due to new growth and the replacement of existing 
workers in the occupation. 
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TOP 15 MIDDLE- AND HIGH-SKILL OCCUPATIONS, LUBBOCK MSA 
RANKED BY LARGEST (TOP FIGURE) AND HIGHEST PAYING (BOTTOM FIGURE) 

 

Several of the MSA’s 
largest middle- and 

high-skill occupations 
had hourly wage rates 
below the local median 

of $16.13 in 2013. 

 

 

As is the case in most 
communities, health 
care practitioners 

dominate the list of 
Lubbock’s highest- 

paying occupations. Of 
the 15 listed here, only 
three occupations—all 

management 
positions—fall outside 

this category.  

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. Excludes occupations with fewer than 25 jobs in 2013 
and all low-skill occupations (those that require no formal postsecondary or on-the-job training).  

2013 JOBS  LARGEST OCCUPATIONS (NUMERIC TERMS) MED HOURLY
3,754 Registered Nurses $26.76
2,979 Postsecondary Teachers $20.00
2,011 Heavy and Tractor-Trailer Truck Drivers $17.14
1,982 General and Operations Managers $37.78
1,973 Bookkeeping, Accounting, and Auditing Clerks $13.35
1,859 Elementary School Teachers, Except Special Education $21.28
1,844 Nursing Assistants $10.81
1,658 Sales Reps., Wholesale & Mfg., Except Tech/Scientific $23.58
1,592 Maintenance and Repair Workers, General $13.14
1,548 First-Line Supervisors of Retail Sales Workers $17.57
1,538 Licensed Practical and Licensed Vocational Nurses $20.49
1,462 First-Line Supervisors of Office/Admin. Support Workers $21.59
1,346 Medical Secretaries $14.08
1,173 Secondary School Teachers, Except Special/CTE $22.10
1,071 First-Line Supervisors of Food Service Workers $12.27

2013 JOBS HIGHEST PAYING  MED HOURLY
323 Physicians and Surgeons, All Other $96.85
36 Anesthesiologists $93.09

159 Surgeons $90.05
29 Obstetricians and Gynecologists $84.59
36 Internists, General $84.31
83 Family and General Practitioners $77.02
60 Dentists, General $75.63
44 Pediatricians, General $69.31

314 Pharmacists $60.11
46 Architectural and Engineering Managers $59.64
32 Nurse Anesthetists $57.08

140 Chief Executives $56.14
84 Marketing Managers $53.31

112 Computer and Information Systems Managers $49.86
102 Nurse Practitioners $48.21
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TOP 15 MIDDLE- AND HIGH-SKILL OCCUPATIONS, LUBBOCK MSA 
RANKED BY FASTEST-GROWING IN NUMERIC (TOP FIGURE) AND PERCENTAGE TERMS (BOTTOM FIGURE)  

 

Many of the largest 
middle- and high-skill 

jobs are also projected 
to be among the fastest 

growing in numeric 
terms. Education, health 
care, and supervisory 
positions comprise a 

significant share of the 
top 15. 

 

 

Several health care 
positions are also 

expected to be among 
the MSA’s fastest 

growing in percentage 
terms through 2018. A 

number of rapidly 
expanding occupations 
have wage rates well 
above the regional 
median ($16.13). 

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. Excludes occupations with fewer than 25 jobs in 2013 
and all low-skill occupations (those that require no formal postsecondary or on-the-job training). 

  

(2013 jobs shown in parentheses)
NET CHG (#)  FASTEST GROWING, 2013-2018 (#) MED HOURLY

428 Postsecondary Teachers (2,979) $20.00
216 Registered Nurses (3,754) $26.76
210 Nursing Assistants (1,844) $10.81
195 Elementary School Teachers, Except Special Ed. (1,859) $21.28
185 Medical Secretaries (1,346) $14.08
166 Licensed Practical and Licensed Vocational Nurses (1,538) $20.49
161 General and Operations Managers (1,982) $37.78
151 Medical Assistants (773) $11.76
147 First-Line Supervisors of Food Service Workers (1,071) $12.27
144 Bookkeeping, Accounting, and Auditing Clerks (1,973) $13.35
138 First-Line Supervisors of Office/Admin. Workers (1,462) $21.59
124 Maintenance and Repair Workers, General (1,592) $13.14
115 First-Line Supervisors of Retail Sales Workers (1,548) $17.57
112 Teacher Assistants (1,056) $8.77
90 Secondary School Teachers, Except Special Ed./CTE (1,173) $22.10

(2013 jobs shown in parentheses)
NET CHG (%)  FASTEST GROWING, 2013-2018 (%) MED HOURLY

62.0% Bus Drivers, Transit and Intercity (44) $12.98
40.9% Substitute Teachers (70) $9.70
38.4% Radio and Television Announcers (69) $13.02
31.5% Computer Systems Analysts (110) $31.21
28.3% Physician Assistants (86) $47.48
27.7% Physical Therapist Assistants (54) $27.95
27.4% Nurse Practitioners (102) $48.21
26.3% Substance Abuse and Behavioral Disorder Counselors (36) $17.46
25.2% Broadcast Technicians (70) $12.85
25.0% Software Developers, Applications (138) $31.58
25.0% Nurse Anesthetists (32) $57.08
24.2% Physical Therapists (138) $38.98
24.2% Optometrists (33) $39.87
24.1% Insurance Underwriters (28) $22.12
24.0% Market Research Analysts and Marketing Specialists (159) $25.92
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LUBBOCK MSA’S OCCUPATIONAL STRENGTHS 
MIDDLE- AND HIGH-SKILL OCCUPATIONS WITH ABOVE-AVERAGE LQS IN 2013 

Location quotient (LQ) analysis is a statistical technique used to suggest areas of relative advantage based on 
selected characteristics, in this case, occupational structure. If the occupation’s share of local employment mirrors 
the national share, then the occupation will have an LQ of 1.00. LQs of 1.25 or greater are presumed to indicate a 
competitive advantage with regard to the occupation and/or the underlying industry. Texas Tech’s agricultural roots 
are evident in the region’s concentration of Agricultural and Food Science Technicians (SOC 19-4011) and Soil 
and Plant Scientists (SOC 19-1013) in the Lubbock MSA. The large number of health care occupations points to 
Lubbock’s role as a regional center for medical services, as well as the presence of Texas Tech University Health 
Sciences Center and Covenant School of Nursing and Allied Health. Finally, the concentration of corrections and 
law enforcement jobs and the projected high levels of demand for these occupations reflect the presence of the John 
T. Montford Unit of the Texas Department of Criminal Justice. 

 

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. Excludes occupations with fewer than 25 jobs in 2013 
and all low-skill occupations (those that require no formal postsecondary or on-the-job training). Annual openings are an estimate of demand due to new 
growth and the replacement of existing workers in the occupation. 

  

SOC 
Code Description

2013 LQ 
(U.S. = 1.00) 2013 Jobs

Est. Annual 
Openings, 
2013-18

19-4011 Agricultural and Food Science Technicians 10.25 214 9 $13.12
19-1013 Soil and Plant Scientists 4.38 70 3 $21.47
29-1067 Surgeons 3.50 159 8 $90.05
27-3091 Interpreters and Translators 3.45 233 12 $10.81
49-2021 Radio/CellularTower Equip. Installers & Repairs 3.13 49 — $18.09
21-1019 Counselors, All Other 2.99 95 3 $26.86
49-3041 Farm Equip. Mechanics & Service Technicians 2.77 103 3 $17.82
43-6013 Medical Secretaries 2.63 1,346 55 $14.08
27-4012 Broadcast Technicians 2.50 70 5 $12.85
49-2093 Electrical and Electronics Installers and Repairers,  2.33 36 — $22.19
29-2061 Licensed Practical/Vocational Nurses 2.16 1,538 74 $20.49
29-2057 Ophthalmic Medical Technicians 2.13 71 3 $11.75
33-3021 Detectives and Criminal Investigators 2.12 237 8 $27.83
33-1011 First-Line Supervisors of Correctional Officers 2.08 93 4 $21.37
25-1099 Postsecondary Teachers 2.08 2,979 135 $20.00
47-2171 Reinforcing Iron and Rebar Workers 2.06 37 — $17.50
33-3012 Correctional Officers and Jailers 1.94 831 33 $16.58
27-3011 Radio and Television Announcers 1.93 69 7 $13.02
29-1126 Respiratory Therapists 1.92 222 5 $26.35
17-3022 Civil Engineering Technicians 1.92 133 3 $17.70

Median 
Hourly 

Earnings
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LUBBOCK MSA’S HIGH-DEMAND, HIGH-WAGE OCCUPATIONS 
MIDDLE- AND HIGH-SKILL OCCUPATIONS WITH ≤15 EST. ANNUAL OPENINGS & ABOVE-AVERAGE WAGES 

An analysis of wage rates for middle- and high-skill occupations with the highest demand levels (based on the 
number of annual openings anticipated) demonstrates the region’s competitive labor costs. While below-average 
labor costs are typically a plus for the attraction of businesses, they can make the region less attractive from the 
standpoint of talent. Comparisons to the nation are illustrative, but may not indicate a specific reason for concern 
when local rates diverge. For some occupations, the differential between local and national wage rates may be 
more than can be offset by the region’s lower costs of living. The gap may also result from an occupation-specific 
issue. For example, the hourly wage rate shown for postsecondary teachers may reflect the use of adjunct faculty, a 
practice which varies widely from one institution to another, making relative comparisons more difficult. For other 
occupations, such as electricians, the influence of unions complicates national comparisons. Above-average wage 
rates for physicians and surgeons are likely a reflection of the health care industry’s strength in the region, but could 
also point to challenges in the attraction and retention of workers with these skills. 

 

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. Excludes occupations with fewer than 25 jobs in 2013 
and all low-skill occupations (those that require no formal postsecondary or on-the-job training). Annual openings are an estimate of demand due to new 

growth and the replacement of existing workers in the occupation. / Indicates regional wage rates less than 80%/greater than 110% of U.S. median. 
LQs of 1.25 or above are shaded and show an above-average concentration in the occupation. 

SOC 
Code Description

2013 
Jobs

Est. Annual 
Openings, 
2013-18

  
Median 
Hourly 
Earning

2013 
LQ

25-1099 Postsecondary Teachers 2,979 135 $20.00 0.64  2.08
29-1141 Registered Nurses 3,754 132 $26.76 0.84 1.43
25-2021 Elementary School Teachers, Except Special Ed. 1,859 83 $21.28 0.83 1.43
29-2061 Licensed Practical/Vocational Nurses 1,538 74 $20.49 1.02 2.16
11-1021 General and Operations Managers 1,982 72 $37.78 0.82 1.00
43-1011 First-Line Supervisors of Office/Admin. Support Wrkrs. 1,462 65 $21.59 0.89 1.06
41-1011 First-Line Supervisors of Retail Sales Workers 1,548 65 $17.57 1.04 1.09
25-2031 Secondary School Teachers, Except Special/CTE 1,173 52 $22.10 0.83 1.29
41-4012 Sales Reps., Wholesale & Mfg., Except Tech./Scientific 1,658 50 $23.58 0.91 1.15
53-3032 Heavy and Tractor-Trailer Truck Drivers 2,011 48 $17.14 0.94 1.15
13-2011 Accountants and Auditors 1,023 47 $24.02 0.78  0.79
41-3021 Insurance Sales Agents 840 39 $21.87 0.95 1.19
25-2022 Middle School Teachers, Except Special/CTE 761 34 $21.28 0.82 1.28
33-3012 Correctional Officers and Jailers 831 33 $16.58 0.87 1.94
33-3051 Police and Sheriff's Patrol Officers 632 31 $25.94 0.96 0.98
49-1011 First-Line Supervisors of Mechanics/Installers/Repairers 553 21 $23.76 0.81 1.29
29-1069 Physicians and Surgeons, All Other 323 20 $96.85 1.11  0.96
47-2111 Electricians 580 20 $17.76 0.76  0.95
49-9021 HVAC/Refrigeration Mechanics and Installers 347 20 $17.69 0.87 1.20
11-9111 Medical and Health Services Managers 397 19 $40.30 0.93 1.30
47-2152 Plumbers, Pipefitters, and Steamfitters 403 18 $19.79 0.85 1.02
49-9041 Industrial Machinery Mechanics 351 17 $18.05 0.79  1.13
15-1151 Computer User Support Specialists 469 16 $17.74 0.79  0.80
29-1051 Pharmacists 314 16 $60.11 1.05 1.11
21-2011 Clergy 390 15 $19.17 0.91 1.72
13-2072 Loan Officers 423 15 $29.30 0.99 1.41

Relative to 
U.S.

(U.S.=1.00)
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GROWTH TRENDS, SELECTED OCCUPATIONAL GROUPS, 2003-2013 
INDEXED TO 2003 EMPLOYMENT LEVELS (2003=1.00) WITH COMPARISON TO ALL OCCUPATIONS 

The remaining figures in this section focus on the four occupational groups most closely associated with the science, 
technology, engineering, and mathematics (STEM) skills required to advance the plan’s goals. With the exception of the 
Computer and Mathematical group, job growth in each field has outpaced overall employment growth in the Lubbock 
MSA over the past 10 years. The Health Care Practitioners and Technical group experienced the largest increase. 

Growth rates for individual occupations within each group are explored on the following page. In addition to showing 
the actual change between 2010 and 2013, the figure shows how many jobs would have been added or lost in the 
occupation if it had grown at the state and national levels rather than the rate experienced in the Lubbock MSA. For 
example, if Lubbock had added computer programmers at the same rate as the state, there would be 209 jobs in this 
occupation in 2013 rather than 197, an additional 12 positions. 

Computer and Mathematical Architecture and Engineering 

  
Life, Physical, and Social Science Health Care Practitioners and Technical 

  

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. Excludes occupations with fewer than 25 jobs in 2013. 
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GROWTH TRENDS, SELECTED HIGH-SKILL OCCUPATIONS, 2010 - 2013 
COMPARISON OF ACTUAL CHANGE IN JOBS TO POTENTIAL CHANGE BASED ON STATE & US TRENDS 

 
Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. Excludes occupations in each category 
employing fewer than 25 workers in 2010. Actual job change figures may not sum due to rounding. Figures show number of jobs that would 
have been gained or lost if occupation in the Lubbock MSA had changed at the same rate as the state and national level. 

Description Texas rate U.S. rate
15-1142 Network/Computer Systems Administrators 303 306 +4 +33 +17
15-1131 Computer Programmers 185 197 +12 +24 +13
15-1132 Software Developers, Applications 166 138 -28 +28 +20
15-1121 Computer Systems Analysts 114 110 -4 +21 +12
15-1133 Software Developers, Systems Software 81 69 -12 +13 +7
15-1141 Database Administrators 64 63 -1 +8 +4
15-1199 Computer Occupations, All Other 57 50 -7 +2 +1
15-1143 Computer Network Architects 42 34 -8 +5 +2
17-2051 Civil Engineers 122 124 +2 +10 +4
17-1011 Architects, Except Landscape and Naval 88 96 +7 +6 +1
17-2072 Electronics Engineers, Except Computer 70 57 -13 +3 +1
17-2071 Electrical Engineers 64 63 -1 +4 +2
17-2141 Mechanical Engineers 62 60 -2 +6 +4
17-1022 Surveyors 53 59 +5 +6 +1
17-2112 Industrial Engineers 52 48 -4 +5 +4
17-2199 Engineers, All Other 42 41 -1 +3 +2
19-3031 Clinical/Counseling, & School Psychologists 117 114 -4 +0 +3
19-1042 Medical Scientists, Except Epidemiologists 98 97 -2 +0 +1
19-4021 Biological Technicians 86 85 -1 +1 +1
19-1013 Soil and Plant Scientists 67 70 +3 +1 +4
19-2031 Chemists 62 62 -0 +3 +2
19-1012 Food Scientists and Technologists 25 23 -2 +1 +2
29-1069 Physicians and Surgeons, All Other 307 323 +16 +16 +9
29-1051 Pharmacists 301 314 +13 +15 +7
29-2011 Medical/Clinical Laboratory Technologists 182 175 -7 +8 +3
29-1123 Physical Therapists 147 138 -9 +14 +12
29-1067 Surgeons 129 159 +30 +9 +5
29-1127 Speech-Language Pathologists 128 127 -0 +5 +4
29-1171 Nurse Practitioners 94 102 +8 +9 +7
29-1122 Occupational Therapists 89 85 -4 +8 +5
29-1062 Family and General Practitioners 83 83 -0 +2 +2
29-1071 Physician Assistants 76 86 +11 +8 +7
29-1021 Dentists, General 62 60 -1 +1 +0
29-1131 Veterinarians 60 57 -3 -2 +1
29-1031 Dietitians and Nutritionists 59 56 -3 +3 +3
29-1065 Pediatricians, General 40 44 +4 +2 +1
29-9011 Occupational Health and Safety Specialists 37 38 +1 +5 +2
29-1063 Internists, General 35 36 +1 +2 +1
29-1061 Anesthesiologists 32 36 +4 +2 +1
29-1151 Nurse Anesthetists 29 32 +3 +3 +2
29-1011 Chiropractors 27 31 +4 +3 +1
29-1064 Obstetricians and Gynecologists 26 29 +3 +1 +0
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COMPUTER AND MATHEMATICAL OCCUPATIONS 
SOC 15-0000 OCCUPATIONAL GROUP OVERVIEW 

WHAT ARE LOCAL TRENDS AND HOW DO WE COMPARE? 

Employment 
2013 

% Change  
from 2010 

Lubbock / U.S. 
LQ  

2013 

Median Hourly  
Wages 

Lubbock / % of U.S. 

Total Est. 
Openings  

2013-2018 

% Age  
55+ 

Lubbock / U.S. 

1,788 -2.6% / +8.5% 0.47 $25.50 / 69% 364 18.9% / 15.7% 

WHICH INDIVIDUAL OCCUPATIONS IN THIS GROUP ARE PROJECTED TO BE IN DEMAND? 

 
WHICH INDUSTRIES ARE MOST LIKELY TO EMPLOY WORKERS IN THIS OCCUPATIONAL GROUP? 

Based on share the occupational group  
represents of total U.S. employment in the industry 

Based on share of workers in this occupational  
group in the U.S. that are employed in the industry 

NAICS Industry 
Group’s Share  

of Total Jobs  
in Industry  

5415 Computer Systems Design & Related Services 57.7% 

5112 Software Publishers 53.0% 

5182 Data Processing/Hosting/Related Services 40.3% 

3341 Computer and Peripheral Equipment Mfg. 30.9% 

5191 Other Information Services 27.7% 

5211 Monetary Authorities-Central Bank 23.8% 

5179 Other Telecommunications 18.0% 

3342 Communications Equipment Mfg. 14.4% 

5171 Wired Telecommunications Carriers 14.0% 

5232 Securities and Commodity Exchanges 13.8% 
 

NAICS Industry 
Share of Group  

Employed  
in Industry 

5415 Computer Systems Design & Related Services 27.5% 

5511 Mgmt. of Companies and Enterprises 5.5% 

5112 Software Publishers 4.0% 

5416 Mgmt., Scientific, & Tech. Consulting Services 3.4% 

5241 Insurance Carriers 3.2% 

9011 Federal Government, Civilian 2.7% 

5182 Data Processing/Hosting/Related Services 2.7% 

5613 Employment Services 2.7% 

9026 Education and Hospitals (State Govt.) 2.6% 

4234 Prof./Comm. Equip.& Supplies Wholesalers 2.2% 
 

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. 

  

Lubbock US = 1.00

15-1151 Computer User Support Specialists 469 +81 $17.74 0.79
15-1121 Computer Systems Analysts 110 +45 $31.21 0.81
15-1132 Software Developers, Applications 138 +45 $31.58 0.71
15-1131 Computer Programmers 197 +40 $27.43 0.76
15-1142 Network/Systems Administrators 306 +38 $29.27 0.83
15-1133 Software Developers, Systems Software 69 +21 $37.65 0.78
15-1134 Web Developers 75 +20 $22.27 0.80
15-1152 Computer Network Support Specialists 222 +20 $20.70 0.72
15-1141 Database Administrators 63 +12 $30.79 0.82
15-1199 Computer Occupations, All Other 50 +11 $28.66 0.73

Total Est. 
Openings, 
2013-2018

2013 
Jobs

SOC 
Code Description

Median Hourly 
Wage

 (2
5)

0 25 50 75 10
0

Openings due to:
New demand
Replacement
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ARCHITECTURE AND ENGINEERING OCCUPATIONS 
SOC 17-0000 OCCUPATIONAL GROUP OVERVIEW 

WHAT ARE LOCAL TRENDS AND HOW DO WE COMPARE? 

Employment 
2013 

% Change  
from 2010 

Lubbock / U.S. 
LQ  

2013 

Median Hourly  
Wages 

Lubbock / % of U.S. 

Total Est. 
Openings  

2013-2018 

% Age  
55+ 

Lubbock / U.S. 

1,258 +1.0% / +4.1% 0.52 $25.73 / 70% 250 21.7% / 22.6% 

WHICH INDIVIDUAL OCCUPATIONS IN THIS GROUP ARE PROJECTED TO BE IN DEMAND? 

 
WHICH INDUSTRIES ARE MOST LIKELY TO EMPLOY WORKERS IN THIS OCCUPATIONAL GROUP? 

Based on share the occupational group  
represents of total U.S. employment in the industry 

Based on share of workers in this occupational  
group in the U.S. that are employed in the industry 

NAICS Industry 
Group’s Share  

of Total Jobs  
in Industry  

5413 Architectural, Eng., and Related Services 49.9% 

3344 Semiconductor/Other Electronic Comp. Mfg. 26.5% 

3342 Communications Equip. Mfg.  22.7% 

3364 Aerospace Product and Parts Mfg. 21.7% 

3345 Navigation/Other Control Instruments Mfg. 21.2% 

3341 Computer and Peripheral Equipment Mfg. 18.5% 

2111 Oil and Gas Extraction 15.7% 

3336 Engine/Turbine/Power Trans. Equip. Mfg. 15.1% 

5417 Scientific R&D Services 15.1% 

3332 Industrial Machinery Manufacturing 14.6% 
 

NAICS Industry 
Share of Group  

Employed  
in Industry 

5413 Architectural, Eng., and Related Services 29.3% 

9011 Federal Government, Civilian 5.7% 

3364 Aerospace Product and Parts Manufacturing 4.2% 

5417 Scientific Research and Development Services 3.9% 

3344 Semiconductor/Other Electronic Comp. Mfg. 3.9% 

9029 State Govt., Excluding Education & Hospitals 3.3% 

3345 Navigation/Other Control Instruments Mfg. 3.2% 

9039 Local Govt., Excluding Education & Hospitals 3.2% 

5416 Mgmt., Scientific, & Tech. Consulting Services 2.2% 

5511 Management of Companies and Enterprises 2.2% 
 

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. 

  

Lubbock US = 1.00

17-2051 Civil Engineers 124 +35 $34.20 0.89
17-1011 Architects, Except Landscape and Naval 96 +26 $27.34 0.83
17-2141 Mechanical Engineers 60 +19 $27.78 0.71
17-2071 Electrical Engineers 63 +17 $34.38 0.80
17-3031 Surveying and Mapping Technicians 85 +16 $19.30 0.99
17-3022 Civil Engineering Technicians 133 +16 $17.70 0.77
17-2112 Industrial Engineers 48 +14 $36.16 0.94
17-3011 Architectural and Civil Drafters 143 +11 $21.53 0.92
17-1022 Surveyors 59 +11 $20.57 0.75
17-3023 Electrical/Electronics Engineering Techs. 73 +10 $23.82 0.85

Median Hourly 
WageSOC 

Code Description
2013 
Jobs

Total Est. 
Openings, 
2013-2018 0 10 20 30 40 50

Openings due to:
New demand
Replacement
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LIFE, PHYSICAL, AND SOCIAL SCIENCE OCCUPATIONS 
SOC 19-0000 OCCUPATIONAL GROUP OVERVIEW 

WHAT ARE LOCAL TRENDS AND HOW DO WE COMPARE? 

Employment 
2013 

% Change  
from 2010 

Lubbock / U.S. 
LQ  

2013 

Median Hourly  
Wages 

Lubbock / % of U.S. 

Total Est. 
Openings  

2013-2018 

% Age  
55+ 

Lubbock / U.S. 

1,000 -0.2% / +2.4% 0.83 $18.98 / 61% 249 22.5% / 22.7% 

WHICH INDIVIDUAL OCCUPATIONS IN THIS GROUP ARE PROJECTED TO BE IN DEMAND? 

 
WHICH INDUSTRIES ARE MOST LIKELY TO EMPLOY WORKERS IN THIS OCCUPATIONAL GROUP? 

Based on share the occupational group  
represents of total U.S. employment in the industry 

Based on share of workers in this occupational  
group in the U.S. that are employed in the industry 

NAICS Industry 
Group’s Share  

of Total Jobs  
in Industry  

5417 Scientific Research and Development Services 28.5% 

3254 Pharmaceutical and Medicine Manufacturing 16.6% 

1131 Timber Tract Operations 9.8% 

1132 Forest Nurseries/Gathering of Forest Products 9.6% 

1153 Support Activities for Forestry 8.8% 

3251 Basic Chemical Manufacturing 7.7% 

2111 Oil and Gas Extraction 7.5% 

3255 Paint, Coating, and Adhesive Manufacturing 6.9% 

6213 Offices of Other Health Practitioners 6.7% 

3253 Pesticide, Fertilizer, & Other Ag. Chemical Mfg. 5.6% 
 

NAICS Industry 
Share of Group  

Employed  
in Industry 

5417 Scientific Research and Development Services 15.0% 

9011 Federal Government, Civilian 11.9% 

9026 Education and Hospitals (State Government) 8.3% 

9029 State Govt., Excluding Education & Hospitals 6.9% 

5413 Architectural, Eng., & Related Services 6.5% 

9039 Local Govt., Excluding Education & Hospitals 6.3% 

5416 Mgmt., Scientific, & Tech. Consulting Services 6.1% 

6213 Offices of Other Health Practitioners 4.7% 

3254 Pharmaceutical and Medicine Manufacturing 3.7% 

9036 Education and Hospitals (Local Government) 3.5% 
 

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. 

  

Lubbock US = 1.00

19-4011 Agricultural and Food Science Technicians 214 +44 $13.12 0.78
19-3031 Clinical/Counseling/School Psychologists 114 +29 $25.03 0.79
19-1042 Medical Scientists, Except Epidemiologists 97 +23 $22.09 0.57
19-4021 Biological Technicians 85 +22 $12.94 0.66
19-4099 Life/Physical/Social Science Techs., All Other 43 +17 $20.43 0.96
19-1013 Soil and Plant Scientists 70 +15 $21.47 0.79
19-2031 Chemists 62 +10 $19.80 0.57
19-4031 Chemical Technicians 51 <10 $12.77 0.61

Median Hourly 
WageSOC 

Code Description
2013 
Jobs

Total Est. 
Openings, 
2013-2018 0 10 20 30 40 50

Openings due to:
New demand
Replacement
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HEALTH CARE PRACTITIONERS AND TECHNICAL OCCUPATIONS 
SOC 29-0000 OCCUPATIONAL GROUP OVERVIEW 

WHAT ARE LOCAL TRENDS AND HOW DO WE COMPARE? 

Employment 
2013 

% Change  
from 2010 

Lubbock / U.S. 
LQ  

2013 

Median Hourly  
Wages 

Lubbock / % of U.S. 

Total Est. 
Openings  

2013-2018 

% Age  
55+ 

Lubbock / U.S. 

9,933 +2.4% / +4.1% 1.26 $30.49 / 87% 2,191 20.1% / 21.6% 

WHICH INDIVIDUAL OCCUPATIONS IN THIS GROUP ARE PROJECTED TO BE IN DEMAND? 

 
WHICH INDUSTRIES ARE MOST LIKELY TO EMPLOY WORKERS IN THIS OCCUPATIONAL GROUP? 

Based on share the occupational group  
represents of total U.S. employment in the industry 

Based on share of workers in this occupational  
group in the U.S. that are employed in the industry 

NAICS Industry 
Group’s Share  

of Total Jobs  
in Industry  

6221 General Medical and Surgical Hospitals 55.0% 

6219 Other Ambulatory Health Care Services 51.6% 

6223 Specialty Hospitals (Exc. Psych. & Subst. Abuse)  51.5% 

6211 Offices of Physicians 43.3% 

6215 Medical and Diagnostic Laboratories 40.5% 

6214 Outpatient Care Centers 39.0% 

6222 Psychiatric and Substance Abuse Hospitals 38.0% 

6213 Offices of Other Health Practitioners 37.4% 

6212 Offices of Dentists 36.9% 

4461 Health and Personal Care Stores 35.1% 
 

NAICS Industry 
Share of Group  

Employed  
in Industry 

6221 General Medical and Surgical Hospitals 29.8% 

6211 Offices of Physicians 13.5% 

9036 Education and Hospitals (Local Government) 5.8% 

6231 Nursing Care (Skilled Nursing) Facilities  5.2% 

4461 Health and Personal Care Stores 4.4% 

6212 Offices of Dentists 4.1% 

6213 Offices of Other Health Practitioners 4.0% 

6216 Home Health Care Services 3.8% 

6214 Outpatient Care Centers 3.6% 

9026 Education and Hospitals (State Government) 2.9% 
 

Source: 2014.3 – QCEW Employees, Non-QCEW Employees, and Self-Employed; TIP Strategies. 

Lubbock US = 1.00

29-1141 Registered Nurses 3,754 +659 $26.76 0.84
29-2061 Licensed Practical/Vocational Nurses 1,538 +370 $20.49 1.02
29-1069 Physicians and Surgeons, All Other 323 +101 $96.85 1.11
29-2052 Pharmacy Technicians 439 +87 $14.17 0.99
29-1051 Pharmacists 314 +79 $60.11 1.05
29-2012 Medical and Clinical Laboratory Technicians 251 +65 $16.70 0.91
29-2071 Medical Records/Health Info. Technicians 241 +61 $14.52 0.86
29-1123 Physical Therapists 138 +55 $38.98 1.01
29-2021 Dental Hygienists 133 +46 $19.75 0.57
29-2034 Radiologic Technologists 237 +41 $25.28 0.95

Median Hourly 
WageSOC 

Code Description
2013 
Jobs

Total Est. 
Openings, 
2013-2018 0 25

0

50
0

75
0

Openings due to:
New demand
Replacement
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POSTSECONDARY EDUCATION 

To document the region’s postsecondary offerings, we compiled published data from the U.S. Department of 
Education’s Integrated Postsecondary Education Data System (IPEDS). Under the Higher Education Act of 1965, 
every college, university, and vocational or technical institution that participates in federal financial student aid 
programs (such as Pell Grants or federally backed student loans) is required to report annually on a range of 
indicators. Data are collected through a system of interrelated surveys and are made available through IPEDS. 

Each fall, institutions report on the number of awards conferred for credit by field of study (as defined by 
Classification of Instructional Programs or CIP code), by level (associate’s, bachelor’s, master’s, doctor’s, and 
postsecondary certificates), and by the race or ethnicity and gender of the recipient. These data are referred to as 
“completions.” Data on completions for the three most recent academic years available (2010-2011, 2011-2012, 
and 2012-2013) were downloaded from the IPEDS Data Center for all schools in the region that participate in 
IPEDS surveys. Together, the seven institutions included in the analysis conferred nearly 14,000 degrees/awards in 
2013 in credit-bearing programs. Of these, the vast majority (85 percent) were for awards of four-years or more in 
duration. 

COMPLETIONS BY YEAR AND AWARD LEVEL, 2011-2013 
SHARE OF AWARDS/DEGREES CONFERRED FOR CREDIT BY REGIONAL INSTITUTIONS 

 

The colleges and universities 
included in the analysis conferred 
nearly 14,000 awards in credit-
bearing programs in 2013, an 
increase of almost 1,500 awards 
(12 percent) from 2011. The vast 
majority of completions (nearly 
85 percent) were awards of four-
years or more. 

Source: National Center for Education Statistics, Integrated Postsecondary Education Data System (IPEDS) surveys; TIP Strategies.  

Note: IPEDS data include only schools eligible to participate in federal financial aid programs. Figures shown include first and second majors. 
Cosmetology schools were excluded from this analysis. 

*Associate’s-degree-level completions include awards categorized by IPEDS as an "Award of at least two but less than four academic years." 
**Completions characterized as “Advanced degree” represent all awards above the bachelor’s-degree level. 
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COMPLETIONS BY INSTITUTION AND YEAR, 2011-2013 
AWARDS/DEGREES CONFERRED FOR CREDIT BY INSTITUTIONS INCLUDED IN ANALYSIS 

Texas Tech University reported the majority of the region’s for-credit degrees and awards during the period 
analyzed, averaging roughly 7,000 completions annually. Covenant School of Nursing and Allied Health had the 
lowest average number of completions, at less than 150. South Plains College averaged nearly 1,300 completions 
annually over the three years, representing roughly 10 percent of the total. 

 

TOP 5 PROGRAMS OF STUDY (2-DIGIT CIP CODE LEVEL) 
SHARE OF FOR-CREDIT DEGREES/AWARDS CONFERRED, 3-YEAR AVERAGE 

 

Courses related to business management (CIP 52) and training of 
health care professionals (CIP 51) averaged approximately 2,500 
for-credit degrees/awards during the period analyzed, or roughly 
19 percent each of the regional total. A look at completions by 
detailed CIP code and award level (next page) reveals that two 
fields of study—one with in each of these broad categories— 
account for far more of the region’s average annual completions 
than any others. The first, Business Administration and 
Management, General (CIP 52.0201), had an average of nearly 
1,400 completions annually during the period analyzed. This 
popular course of study in general business principles and 
processes is often the largest source of for-credit completions in a 
region. In terms of health-care-related completions, Registered 
Nursing (CIP 51.3801) was by far the largest, with more than 
1,000 degrees/awards conferred annually on average. 

Source: National Center for Education Statistics, Integrated Postsecondary Education Data System (IPEDS) surveys; TIP Strategies.  

Note: IPEDS data include only schools eligible to participate in federal financial aid programs. Figures shown include first and second majors. 
Cosmetology schools were excluded from this analysis. 

IPEDS ID Insitution 2010-2011 2011-2012 2012-2013
228158 Texas Tech University 6,506 7,119 7,359
445346 Wayland Baptist University 2,170 2,165 2,329
226383 Texas Tech University Health Sciences Center 1,418 1,650 1,846
229337 South Plains College 1,194 1,304 1,396
229115 Lubbock Christian University 545 474 511
226675 Kaplan College-Lubbock 391 333 259
229780 Covenant School of Nursing and Allied Health 145 139 148

Total for-credit degrees/awards 12,369 13,184 13,848

Number of Awards/Degrees by Academic Year

Business/Mgt.
/Marketing & 
Related, 19%

Health 
Professions 

and Related, 
19%

Liberal 
Arts/Gen. 
Studies/

Humanities 
(CIP 24), 8%

Engineering, 
6%

Education, 
5%

All other CIP 
Codes, 43%
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TOP 25 COMPLETIONS BY FIELD OF STUDY AND AWARD LEVEL 
THREE-YEAR AVERAGE OF AWARDS/DEGREES CONFERRED FOR CREDIT BY REGIONAL INSTITUTIONS 

 

Source: National Center for Education Statistics, Integrated Postsecondary Education Data System (IPEDS) surveys; TIP Strategies.  

Note: IPEDS data include only schools eligible to participate in federal financial aid programs. Figures shown include first and second majors. 
Cosmetology schools were excluded from this analysis. 

*Associate’s-degree-level completions include awards categorized by IPEDS as an "Award of at least two but less than four academic years." 
**Completions characterized as “Advanced degree” represent all awards above the bachelor’s-degree level. 
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37%

8%

13%

29%

7%

13%

100%

6%

13%

12%

31%

100%

8%

25%

18%

57%

12%

0% 20% 40% 60% 80% 100%

Business Admin. and Mgmt., General (52.0201)

Registered Nursing/Registered Nurse (51.3801)

Liberal Arts /General Studies/Humanities (24.0199)

Multi-/Interdisciplinary Studies, Other (30.9999)

General Studies (24.0102)

Kinesiology and Exercise Science (31.0505)

Accounting (52.0301)

Psychology, General (42.0101)

Marketing/Marketing Mgmt., General (52.1401)

Mechanical Engineering (14.1901)

Law (22.0101)

Human Dev./Family Studies, General (19.0701)

Medical/Clinical Assistant (51.0801)

History, General (54.0101)

Biology/Biological Sciences, General (26.0101)

Architecture (4.0201)

Medicine (51.1201)

Hotel/Motel Admin./Mgmt. (52.0904)

Civil Engineering, General (14.0801)

Petroleum Engineering (14.2501)

Medical Office Assistant/Specialist (51.071)

Child Development (19.0706)

Electrical and Electronics Engineering (14.1001)

Finance, General (52.0801)

Criminal Justice/Law Enforcement Admin. (43.0103)

Less than 1 year At least 1, but <2 years Associate's* Bachelor's Advanced degree**
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FOR-CREDIT DEGREES/AWARDS IN SELECTED FIELDS OF STUDY 
THREE-YEAR AVERAGE IN FIELDS RELEVANT TO KEY OCCUPATIONAL GROUPS 

The following figures provide the same information for fields of study relevant to the four STEM-related major groups 
introduced in the occupational analysis:  Computer and Mathematical (SOC 15-0000); Architecture and 
Engineering (SOC 17-0000); Life, Physical, and Social Science (SOC 19-0000); and Health Care Practitioners and 
Technical (SOC 29-0000). 

Completions by award-level for SOC 15-0000: Computer and Mathematical Occupations 

 

Completions by award-level for SOC 17-0000: Architecture and Engineering Occupations 

 
continued next page 

3-YEAR
AVERAGE

106

81

70

13

11

Total completions in fields of study relevant to this group:   278

0% 20% 40% 60% 80% 100%

Computer and Info. Sciences, General (11.0101)

Mathematics, General (27.0101)

Information Science/Studies (11.0401)

Statistics, General (27.0501)

Computer Engineering, General (14.0901)

Less than 1 year At least 1, but <2 years Associate's* Bachelor's Advanced degree**

3-YEAR
AVERAGE

216

158

134

133

132

53

53

24

19

16

15

13

12

11

Total completions in fields of study relevant to this group:   997

0% 20% 40% 60% 80% 100%

Mechanical Engineering (14.1901)

Architecture (4.0201)

Civil Engineering, General (14.0801)

Petroleum Engineering (14.2501)

Electrical and Electronics Engineering (14.1001)

Chemical Engineering (14.0701)

Industrial Engineering (14.3501)

Landscape Architecture (4.0601)

Mfg., Engineering Tech./Technician (15.0613)

Drafting & Design Tech./Technician, Gen. (15.1301)

Systems Engineering (14.2701)

Engineering, General (14.0101)

Environmental/Env. Health Engineering (14.1401)

Computer Engineering, General (14.0901)

Less than 1 year At least 1, but <2 years Associate's* Bachelor's Advanced degree**
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Completions by award-level for SOC 19-0000: Life, Physical, and Social Science Occupations 

 
continued next page 

 

3-YEAR
AVERAGE

261

165

162

120

87

84

78

77

73

54

37

36

33

32

25

24

23

23

21

20

17

16

13

12

11

11

10

10

Total completions in fields of study relevant to this group:   1,574

0% 20% 40% 60% 80% 100%

Psychology, General (42.0101)

History, General (54.0101)

Biology/Biological Sciences, General (26.0101)

Political Science/Govt., General (45.1001)

Animal Sciences, General (1.0901)

Sociology (45.1101)

Agricultural Economics (1.0103)

Economics, General (45.0601)

Counseling Psychology (42.2803)

Chemistry, General (40.0501)

Geology/Earth Science, General (40.0601)

Agriculture, General (1)

Wildlife/Fish/Wildlands Science & Mgmt. (3.0601)

Biochemistry (26.0202)

Molecular Biology (26.0204)

Anthropology (45.0201)

Microbiology, General (26.0502)

Agronomy and Crop Science (1.1102)

Physics, General (40.0801)

Natural Resources/Conservation, General (3.0101)

Biotechnology (26.1201)

Forensic Science and Technology (43.0106)

Statistics, General (27.0501)

Geography (45.0701)

Biomedical Sciences, General (26.0102)

Ag./Horticultural Plant Breeding (1.1104)

Toxicology (26.1004)

Cell/Cellular and Molecular Biology (26.0406)

Less than 1 year At least 1, but <2 years Associate's* Bachelor's Advanced degree**
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Completions by award-level for SOC 29-0000: Health Care Practitioners and Technical Occupations 

 
Source (all figures): National Center for Education Statistics, Integrated Postsecondary Education Data System (IPEDS) surveys. Occupations 
matched to CIP Codes using crosswalk available from the National Crosswalk Service Center. Includes CIP Codes with an average of at least 10 
completions during the three-year period analyzed. 

*Associate’s-degree-level completions include awards categorized by IPEDS as an "Award of at least two but less than four academic years." 
**Completions characterized as “Advanced degree” represent all awards above the bachelor’s-degree level. 

3-YEAR
AVERAGE

1,038

313

154

122

105

94

90

89

61

56

39

34

27

25

21

20

13

12

11

11

Total completions in fields of study relevant to this group:   2,361

0% 20% 40% 60% 80% 100%

Registered Nursing/Registered Nurse (51.3801)

Kinesiology and Exercise Science (31.0505)

Medicine (51.1201)

Pharmacy (51.2001)

Family Practice Nurse/Nursing (51.3805)

Physical Therapy/Therapist (51.2308)

Licensed Practical/Vocational Nurse Training (51.3901)

Communication Sciences/Disorders, Gen. (51.0201)

Nursing Administration (51.3802)

Physician Assistant (51.0912)

Nutrition/Wellness Studies, General (19.0501)

Occupational Therapy/Therapist (51.2306)

Dietetics/Dietitian (51.3101)

Clinical Lab./Medical Technologist (51.1005)

Athletic Training/Trainer (51.0913)

Nursing Practice (51.3818)

Medical Radiologic Tech./Radiation Therapist (51.0907)

Radiologic Tech./Radiographer (51.0911)

Surgical Technology/Technologist (51.0909)

Audiology/Audiologist (51.0202)

Less than 1 year At least 1, but <2 years Associate's* Bachelor's Advanced degree**
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EMPLOYER SURVEY 

To better understand the opportunities and challenges associated with Lubbock’s workforce, an online survey was 
conducted as part of the strategic planning process. The survey afforded employers the opportunity to share their 
experience with hiring, retaining, and training workers in the region. The survey was distributed by the Lubbock 
Economic Development Alliance in August 2014. A total of 132 employers participated. 

INDUSTRY FOCUS 
Which of the following best describes the primary industry focus of your company? 

 

Source: Lubbock Employer Survey  
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NUMBER OF EMPLOYEES 
How many full-time workers are employed by your business in the Lubbock area? 

 

Source: Lubbock Employer Survey 

NUMBER OF YEARS IN BUSINESS  
How long has your business been located in the Lubbock area? 

 

Source: Lubbock Employer Survey 

13.2%

24.0%

20.9%

9.3%

15.5%

17.1%

More than 500

101-500

51-100

26-50

11-25

10 or fewer

Share of responding firms by size (number of employees)

62.6%

17.6%

13.7%

6.1%

0.8%

20+ years

10-20 years
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2-5 years

0-2 years

Share of responding firms by number of years in Lubbock
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HEADQUARTERS LOCATION 
Is your business headquartered in the Lubbock area? 

 

Source: Lubbock Employer Survey 

WORKFORCE CATEGORIES 
Approximately what percentage of your workforce is employed in the following categories? 

 

Management and clerical/ 
administrative occupations were the 
most commonly employed type of 
position among survey respondents, 
with virtually all firms indicating some 
percentage of their total employment 
fell into these two broad categories.  

These same groups were also most 
likely to constitute a relatively small 
percentage of the workforce, 
accounting for less than 10 percent of 
total employment for roughly 40 
percent of responding firms. 

At the other end of the spectrum, 
skilled labor and unskilled workers 
were the least commonly employed 
groups, with only about 60 to 70 
percent of responding firms reporting 
any employment in these categories. 
For roughly 15 to 20 percent of 
responding firms, however, workers 
in these two categories comprise 50 
percent or more of total employment. 

Source: Lubbock Employer Survey 
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HIRING PLANS 
Over the next 2 years, do you plan to hire additional employees within the Lubbock area? 

 

Source: Lubbock Employer Survey 

HIRING PLANS BY WORKFORCE CATEGORY 
If you plan to hire additional employees in the region over the next 2 years, in which of the 
following categories do you plan to add workers? 

 

 

Source: Lubbock Employer Survey.  Note: Of anticipated hires, 2,000 workers were reported by one firm.  

66.7%

9.9%

23.4%

Yes

No

Not sure

4.1%
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39.7%

43.8%

47.9%

49.3%

56.2%

Other types of workers
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Professional/Technical

Share of responding firms planning to hire workers in specified category
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TYPICAL HIRING TIMEFRAME BY WORKFORCE CATEGORY 
Approximately how long does it typically take to fill a vacancy for each of the following 
classifications of workers? 

 

Source: Lubbock Employer Survey 
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HARD-TO-FILL POSITIONS 
Which occupations are difficult to recruit in your industry? 

 

HARD-TO-FIND SKILLS 
Which skills are difficult to find in your industry? 

 

Source (both figures): Lubbock Employer Survey, Wordle 
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BUSINESS SUCCESS FACTORS:  IMPORTANCE 
Based on your experience, how IMPORTANT are the following factors to the success of your 
business? 

 

Source: Lubbock Employer Survey 
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BUSINESS SUCCESS FACTORS:  LUBBOCK’S PERFORMANCE 
How does Lubbock PERFORM on each of these factors? 

 

Source: Lubbock Employer Survey 
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BUSINESS SUCCESS FACTORS: IMPORTANCE VS. PERFORMANCE 
Based on your experience, how IMPORTANT are the following factors to the success of your 
business? (Vertical Axis) 

How does Lubbock PERFORM on each of these factors? (Horizontal Axis) 

 

Ability to attract and retain quality employees 
 

Incentive programs (grants, loans, tax abatements) for 
new or expanding businesses 

 

Access to customers 
 

Presence of suppliers & partners 

 

Cost of labor 
 

Quality of K-12 schools 

 

Cost of real estate 
 

Quality of life offerings 

 

Cost of taxes 
 

Quality of local colleges and universities 

 

Cost of utilities 
 

Regional transportation infrastructure 

 

Entrepreneur and small business support system 
 

Training and education programs to enhance skills of 
existing workforce 

 

 

Source: Lubbock Employer Survey 
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QUALITY OF THE REGIONAL WORKFORCE 
How would you rate the regional workforce overall on the following characteristics? 

 

Source: Lubbock Employer Survey 

WORKFORCE TRAINING PROGRAM UTILIZATION 
Are Lubbock's existing training programs lacking in any areas critical to your training needs? 

 

Source: Lubbock Employer Survey 
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APPENDIX C: BEST PRACTICES REVIEW 
We have organized the best practice examples around three major themes: 

1. Quality of place. These are examples of communities that have invested in themselves to create a more 
vibrant downtown district that improves the community as a whole. This is also important for talent attraction 
and retention. 

2. Leveraging universities. These are examples of cities that have forged close-knit relationships with their 
major research university to create a major new research focus that has the potential to transform the region’s 
economy, or to leverage the university’s growth for the revitalization of a specific district (such as downtown). 

3. Talent management. These are examples outside of communities and organizations that have taken a 
unique approach toward talent management. This includes the development, attraction, and retention of 
talented workers with specific skills and experience in high-demand occupations. 
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QUALITY OF PLACE: OKLAHOMA CITY, OK 
THE MAPS (METROPOLITAN AREA PROJECTS) PROGRAM 

THE CHALLENGE: 

During the early 1980s recession, Oklahoma’s energy sector 
and financial institutions collapsed, resulting in Oklahoma 
City’s inability to attract new business. This lead to what the 
city’s leaders termed “civic decline.” Consequently, 
infrastructure investment in the inner city decreased, and, in 
1992, the city lost a contract to house a new maintenance 
facility for United Airlines. The airline ultimately chose 
Indianapolis, Indiana, for its higher standard of living and 
quality of life.  

THE RESPONSE: 

The Greater Oklahoma City Chamber of Commerce 
proposed the MAPS (Metropolitan Area Projects) Program, to 
be funded by a temporary one-cent sales tax. The tax was 
designed to raise enough money to fund nine specific capital 
improvement projects without incurring any additional debt. 
Initially levied for five years, the tax was extended for one six-
month period. It raised $310 million (and generated an 
additional $52 million in income). Over an 11-year period, 
MAPS completely paid for all of the projects, which included 
new and upgraded sports, recreation, entertainment, cultural, and convention facilities. Proposed MAPS projects 
were reviewed by an 11-member Citizens Advisory Board. Eight citizen sub-committees were appointed to provide 
additional input to the Advisory Board. MAPS began on December 14, 1993, when voters narrowly approved the 
dedicated sales tax. The sales tax expired on July 1, 1999, and the MAPS board was dissolved on June 22, 2004, 
when the final project, the Ronald J. Norick Downtown Library, was completed.  

In the 20 years since the original MAPS program began, Oklahoma City has seen significant economic and quality-
of-life impacts. A 2014 city economic forecast shows that nearly $5 billion in revenue has been realized, a 
considerable return on the original investment. The increasing level of urban vitality in the city’s downtown is a 
testament to the program’s success. Further evidence of success can also be found in two subsequent MAPS 
programs. MAPS for Kids raised $514 million through a $180 million bond and taxes levied after the original 
MAPS tax expired. This money was used for repairs at OKC district schools and 23 other suburban school districts. 
The latest MAPS program, MAPS 3, was approved by voters in 2009, by the same narrow margin (54%) as the 
original program. This new one-cent sales tax took effect in April 2010 and will end in December 2017. MAPS 3 
focuses on eight projects designed to improve the quality of life for OKC residents. These will include a new 

SNAPSHOT: MAPS PROGRAM 

A voter-approved, temporary one-cent sales tax 
used to fund specific, long-term capital 
improvement projects without incurring any 
additional debt, now in its 3rd cycle. 

 

OKLAHOMA CITY (OK) MSA 

Population (2014):  1.3 million 
Employment (2014):  668,396 

Gross regional product (2013):  $57.9 billion 

Source:  EMSI 
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downtown convention center, new senior health and wellness centers, and improvements to the Oklahoma River 
and State Fairgrounds and parks and trails throughout the city. 

LESSONS LEARNED: 

The MAPS program yields two basic lessons. First, unlike with many “pay-as-you-go” programs, the goals and 
strategies of MAPS were established at the start. This resulted in projects, chosen by citizens, did not change over 
the ten years required for construction and implementation. The result was nine projects that stayed within budget 
and remained constant, even through changes in local government leadership. The second lesson is in the multi-
project approach. Any single project might not have garnered sufficient interest to achieve adequate funding. 
However, the MAPS method of bundling the projects ensured that the community bought into the entire nine-project 
program. Moreover, a selection of projects allowed the MAPS administrators to target less-expensive projects for 
early completion, providing quick results that increased community confidence in the overall program. The 
promotion and success of the two follow-up MAPS programs, MAPS for Kids and MAPS 3, is clear evidence of the 
success of this model. 
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QUALITY OF PLACE: LAS VEGAS, NV 
THE DOWNTOWN PROJECT 

THE CHALLENGE: 

Initiated by Zappos founder, Tony Hsieh, the Downtown Project 
(DTP) seeks to create a “startup city” within the City of Las 
Vegas. The project aim is to revitalize the area of downtown 
Las Vegas surrounding the former city hall, which is the new 
Zappos corporate headquarters and houses over 1,500 
employees. However, rather than make his “city” a self-
sufficient island as other corporate giants such as Google and 
Apple have done, Hsieh’s vision was to provide spaces that 
encouraged “collisions”: opportunities for residents and visitors 
alike to interact with others as often as possible, thus creating 
more opportunities for participants to learn from each other, 
and ultimately forming a more-connected community. Funded 
by Hsieh in the amount of $350 million, the DTP has 
earmarked $50 million each for small businesses, tech 
companies, and endeavors in education, the arts, and culture; 
with the remaining $200 million allocated to real estate.  

THE RESPONSE: 

DTP is based on the principles of 3 C’s: Collisions, Co-
Learning, and Connectedness. A Collision is defined as a 
“face to face interaction between two or more people, where 
at least one piece of information is exchanged and 
processed.” Collisions are what lead to Co-Learning and 
Connectedness. The Downtown Project website, at the time of this writing, claims to have created 987 jobs. These 
include both owners and operators of businesses and tech companies who have joined the DTP, as well as actual 
employees of the project itself. 

LESSONS LEARNED: 

DTP is an ambitious project that intends to build a new city within a city; one which draws innovative, creative, and 
entrepreneurial people. The primary goal of the project is to create an environment that helps Zappos attract and 
retain its 1,500 employees housed at its new headquarters. In addition, the DTP seeks to revitalize the urban core in 
the Fremont East area of Las Vegas using private venture capital and entrepreneurship. The lesson for Lubbock is 
that downtown density creates commercial opportunities that cannot be recreated on the periphery of the city. 
Moreover, the Downtown Project’s approach is one that involves employment, housing, and arts/entertainment. 
Similarly, downtown revitalization in Lubbock should also pursue multiple opportunities, including the concentration 
of professional services employment and new residential development.  

SNAPSHOT: THE DOWNTOWN PROJECT 

Downtown revitalization project funded by 
$350 million in private capital from Zappos 
founder and CEO, Tony Hsieh, designed to 
serve as a campus for the online shoe and 
clothing retailer, as well as support other 
entrepreneurs. 

 

LAS VEGAS (NV) MSA 

Population (2014):  2.1 million 
Employment (2014):  951,254 

Gross regional product (2013):  $82.5 billion 

Source:  EMSI 
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QUALITY OF PLACE: CHATTANOOGA, TN 
VISION 2000 / CHATTANOOGA VENTURE 

THE CHALLENGE: 

In the 1960s and 1970s, Chattanooga was one of the 
nation’s most polluted cities, once described as “the dirtiest 
city in the United States” by the U.S. Department of Health, 
Education, and Welfare. Its traditional base of manufacturing 
industries was eroding, and young adults were leaving to find 
better economic opportunities elsewhere, while downtown 
“mom and pop” retail stores were losing ground to suburban 
malls. Local community leaders faced the challenge of 
diversifying the economy, reinvigorating the downtown, 
integrating the city, and providing improvements to its 
primary physical asset: the Tennessee River, while also 
overcoming citizens’ pessimistic attitudes towards being 
guided to a better future by politicians. 

THE RESPONSE: 

The solution was to create a shared vision for the city. So, in 
1984, a handful of local officials, civic leaders, and business 
executives acted outside of the political process to establish 
Chattanooga Venture, a non-profit organization designed to 
turn the city around. Vision 2000, an extensive collaborative 
visioning process funded by the Lyndhurst Foundation, was 
the venture’s first project. It involved over 2,000 citizens and 
provided a grassroots participatory process that enabled the 
community to articulate its goals and objectives. The successful Vision 2000 initiative was followed, in 1993, by Re-
Vision 2000.  

Through engaging the community, a number of goals were identified. These included downtown and riverfront 
development projects, affordable housing, and initiatives to address social issues (e.g., family violence). As a result 
of Vision 2000, a private non-profit agency, the River City Company, was created to carry out redevelopment 
projects. Another, the Chattanooga Neighborhood Enterprise, took on eliminating substandard housing in the city. 
River front property was acquired, plans for the Tennessee Aquarium and for a trail system along the river were 
prepared, and work began to “save” the Walnut Street Bridge as a pedestrian bridge across the river. The 
Tennessee Aquarium opened in 1992 with the help of $45 million in private funds. A 41-unit apartment complex on 
the river became the first downtown housing built since the 1970s. The 16-acre site of a closed high school became 
an entertainment destination with the opening of the Creative Discovery Museum, an IMAX 3D theater, the Bijou 
Theatre, BellSouth Park, the Hilton Garden Inn, and River Pier Landing. 

SNAPSHOT: VISION 2000 

A long-term strategy spearheaded by 
Chattanooga Venture, a non-profit created by 
local business and civic leaders to address a 
number of community goals, including 
downtown revitalization and riverfront 
development. 

 

CHATTANOOGA (TN-GA) MSA 

Population (2014):  547,643 
Employment (2014):  254,177 

Gross regional product (2013):  $20.3 billion 

Source:  EMSI 
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Downtown Chattanooga is now a vibrant destination for both residents and tourists. Its contributions to quality of 
place have made it one of the region’s primary assets, attracting both companies and talent. According to Trevor 
Hamilton, the Vice President of Economic Development at the Chattanooga Area Chamber of Commerce, 
downtown Chattanooga is what really sells Hamilton County. 

LESSONS LEARNED: 

The success of Vision 2000 is credited to the visioning process that involved a large number of citizens bringing a 
broad base of participation and interests. Although the process was costly (nearly a quarter of a million dollars, 
underwritten by the Lyndhurst Foundation), this level of funding allowed for the use of highly experienced paid 
facilitators to train community leaders. The revitalization effort’s success was also a result of being community-
driven, rather than government-driven, allowing citizens to feel a strong sense of ownership of the process and its 
outcome. The visioning process addressed many community issues and did so at a time when the community 
recognized the need for solutions. Finally, as a result of the pre-visioning planning, the goals could proceed almost 
immediately to implementation. Without such expedient and effective results, it is quite possible that the frustration 
and skepticism, which initially led to Vision 2000, would have been exacerbated rather than eliminated. By the 
same token, Lubbock’s “Imagine Lubbock Together” community visioning process represents an opportunity to 
channel the large amount of citizen involvement into community-supported economic development initiatives. 
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LEVERAGING UNIVERSITIES: AUSTIN, TX 
SEMATECH & UNIVERSITY OF TEXAS-AUSTIN 

THE CHALLENGE: 

In 1988, Austin, Texas, beat out 137 other cities to become 
the home of SEMATECH, the non-profit research consortium 
comprising most of the U.S. semiconductor manufacturers. 
Although Austin had been an outpost, through the mid 
1980s, for such manufacturing operations as IBM, Texas 
Instruments, Motorola, and Advanced Micro Devices, it 
required careful collaboration among government, business, 
and educational institutions—especially the University of 
Texas—to create the climate that drew SEMATECH to Austin.  

THE RESPONSE: 

In 1985, after Austin had successfully competed for and 
achieved the first of its two big consortium wins—offering 
more than $20 million in incentives in 1983 to bring MCC 
(Microelectronics and Computer Technology Corporation) to 
Austin—the Greater Austin Chamber of Commerce 
commissioned a new long-range plan authored by Stanford 
Research Institute International (SRI). SRI’s plan stressed, for 
the first time, the linkage between quality of life and 
economic development and recommended four primary 
thrusts for development in the city:  

1. Continuing collaboration among business, government, and especially the University of Texas;  

2. Creation of a climate for innovation in science and technology;  

3. Development of programs to continue to attract, recruit, and grow technology firms; and 

4. Availability of training more aligned with the kinds of industry being drawn to Austin through the city’s 
educational institutions.  

Austin’s business, education, and community leaders have worked together to implement these goals, investing in 
facilities and faculty in the area’s colleges and universities, and encouraging venture capitalism to the tune of more 
than $2 billion in 2000. In particular, the University of Texas has emphasized the creation of facilities for research 
consortia and start-ups, investments to accelerate research programs, and technology commercialization. The 
climate for innovation continues to attract people, from Michael Dell, founder of Dell computers, to a growing 
number of entrepreneurs and start-ups who relocate to Austin because of the skilled workforce and a business 
culture which encourages the risk-taking that fuels innovation.  

SNAPSHOT: SEMATECH/UNIVERSITY OF TEXAS 

Collaboration of business and university 
leadership to put in place the business 
infrastructure, education, and quality of life 
improvements required to attract SEMATECH 
consortium and support technology growth. 

 

AUSTIN (TX) MSA 

Population (2014):  1.9 million 
Employment (2014):  974,178 

Gross regional product (2013):  $97.7 billion 

Source:  EMSI 
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LESSONS LEARNED: 

The importance of the University of Texas to Austin’s regional economy cannot be overstated, much like the 
importance of the Texas Tech University System’s importance to Lubbock’s regional economy. In some ways, Texas 
Tech is relatively more important to Lubbock’s economy, because the Austin economy has grown far beyond 
“college town” status. But the lesson here is that Austin’s economic success is still largely because of the role that the 
University of Texas has played in the development of the region as a national center for high-tech companies, 
thanks in large part to the partnerships forged between Austin’s academic, business, and community leaders. 
Lubbock has a similar opportunity to grow beyond its current dual status as college town and regional service center 
for West Texas. Lubbock can transform its economy over the long-term by leveraging and supporting Texas Tech 
(along with the city’s business and government leadership) to build on the university’s research and academic 
specialties in ways that develop and attract new waves of investment, talent, and business creation. 
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LEVERAGING UNIVERSITIES: COLLEGE STATION, TX 
RESEARCH VALLEY PARTNERSHIP & TEXAS A&M UNIVERSITY 

THE CHALLENGE: 

For years, the Bryan-College Station metro area had done 
little to capitalize on its biggest asset for economic 
development, Texas A&M University. Texas A&M is the 
largest recipient of academic R&D investments in Texas ($693 
million in 2012, compared to $686 million for the University 
of Texas-MD Anderson Cancer Center and $621 million for 
the University of Texas-Austin). It is also located in the center 
of the Texas Triangle, one of the country’s most dynamic 
regions. With connections to Dallas to the north, Houston and 
the Port of Houston to the southeast, and Austin and San 
Antonio to the southwest, Texas A&M is within a three-hour 
drive of the majority of Texas residents. The area also serves 
as a gateway to the nation’s multi-class rail and transportation 
network. 

THE RESPONSE: 

The Research Valley Partnership (RVP) was created to guide 
economic development efforts in the region, by focusing first 
and foremost on leveraging Texas A&M and its 
academic/research specialties in engineering, agriculture, 
animal health, energy, and the biosciences. Promoting 
“speed-to-market resources all in one location,” the RVP 
portfolio includes:  

1. The OneHealth Plus Biocorridor, which combines plant, animal, and human breakthroughs with the new Health 
Science Center and ATLAS, a first-of-its-kind master-planned community designed for companies manufacturing 
biologics and pharmaceuticals;  

2. Science Park at Research Valley, planned to support scientific innovation and technology transfer;  

3. The Business Center at College Station, a class “A” facility near the central Texas A&M campus with fully 
developed infrastructure and zoning to encourage technology and office development;  

4. Texas Triangle Park & Inland Port, which serves as an inland gateway to North America’s southwest and major 
consumer markets and focused on manufacturing, international trade/logistics, and energy research and 
development; and  

5. An amalgam of private real estate and business parks located throughout the Research Valley.  

SNAPSHOT: RESEARCH VALLEY P’SHIP/TEXAS A&M 

Creation of an economic development 
organization dedicated to connecting business 
and start-ups with the assets of Texas A&M, 
including expertise in engineering, agriculture, 
animal health, energy, and the biosciences. 

 

COLLEGE STATION (TX) MSA 

Population (2014):  245,904 
Employment (2014):  116,020 

Gross regional product (2013):  $7.9 billion 

Source:  EMSI 
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LESSONS LEARNED: 

Just as Texas A&M is College Station’s biggest asset, Texas Tech University is Lubbock’s biggest asset. The Lubbock 
Economic Development Alliance (LEDA) can further align its economic development efforts to support Texas Tech. 
Any efforts by LEDA and the City of Lubbock to support and leverage Texas Tech’s goal of growing its student 
enrollment and R&D would be well worth the effort and investment. RVP strives to facilitate increased research 
funding, talent management, and high-wage job creation at all levels for area residents as well as Texas A&M 
graduates. For example, a Master Plan has been developed for the Research Valley Biocorridor that details the 
steps required for organizing the project, promoting business development in the area, and establishing the 
academic initiatives required for implementation. The Biocorridor is planned as an international destination for 
education, research, development, commercialization, and production of innovative technologies to improve global 
health. As LEDA works with Texas Tech to determine the most effective areas for economic development, developing 
a similar Master Plan could be a major driver for long-term economic prosperity.  
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LEVERAGING UNIVERSITIES: MANHATTAN, KS 
NBAF (NATIONAL BIO AND AGRO-DEFENSE FACILITY) & KANSAS STATE UNIVERSITY 

THE CHALLENGE: 

The Plum Island Animal Disease Center (constructed in 1954 
in Orient Point, NY) had become outdated and was nearing 
the end of its planned lifespan; a new state-of-the-art 
biocontainment facility was needed to study diseases that 
could threaten U.S. animal, agriculture, and public health. 
Kansas State University (KSU), in Manhattan, KS, pursued 
contract for this facility, known as the National Bio and Agro-
Defense Facility (NBAF). KSU, already the site of the 
Biosecurity Research Institute and a major hub in the 
veterinary pharmaceutical industry, offered an ideal location.  

THE RESPONSE: 

The Department of Homeland Security and the U.S. 
Department of Agriculture jointly conducted a three-year 
search that included a thorough assessment of the risks (an 
environmental impact assessment) and the ability to meet the 
intense security requirements (Biosafety Level [BSL] 4 
containment) for the planned NBAF. A multi-year nationwide 
search that considered 29 potential sites culminated in 2008 
with the selection of Manhattan and KSU as the site for the 
NBAF project. A key factor that helped Manhattan land the 
federal project was the close partnership between Kansas 
State University, the City of Manhattan, and the Manhattan 
Area Chamber of Commerce. 

An impact report on the effects of the facility over a 25-year period was conducted. It examined the fiscal and 
economic impacts, as well as the impacts to the bioscience industry in Kansas and the KSU area. During the 
construction phase, which began in 2012 and is scheduled for completion in 2017, businesses in Kansas, 
particularly in Riley County (home to KSU) will receive more than $800 million in revenue, both directly and 
indirectly. More than 1,300 workers will be employed during construction. Once the facility begins operations, it 
will employ approximately 325 workers at an average annual salary of $77,000. The facility itself, consisting of 
two large laboratory structures and four outbuildings providing utility, parking, and guard services, is expected to 
draw more bioscience firms to the area, further expanding the economy. 

SNAPSHOT: NBAF/KANSAS STATE UNIVERSITY  

Attraction of a major federal research facility 
focused on biosciences to Manhattan, KS thanks 
to a city/chamber/university partnership that 
leveraged Kansas State University’s R&D 
strengths in veterinary sciences, agriculture, and 
bio-security. 

 

MANHATTAN (KS) MSA 

Population (2014):  102,637 
Employment (2014):  43,880 

Gross regional product (2013):  $2.8 billion 

Source:  EMSI 
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LESSONS LEARNED: 

As with the Research Valley Project, the NBAF was a suitable fit for the activities already taking place on the KSU 
campus. Finding a similar niche among the areas of strength within the components of the Texas Tech University 
System, and building on those strengths can help attract similar large-scale research projects to the area. Preparing 
an impact statement in advance will help the institution to focus efforts on areas that hold real potential for bringing 
new investments and business to the Lubbock region. (Impact DataSource, a 17-year-old Austin, TX, firm, was 
contracted to prepare the impact statement for the NBAF.) 
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LEVERAGING UNIVERSITIES: FORT COLLINS, CO 
UNIVERCITY CONNECTIONS & COLORADO STATE UNIVERSITY 

THE CHALLENGE: 

UniverCity Connections was created in response to a need to 
create better connections between the City and the University, 
a realization sparked by an informal conversation between 
the city manager of Fort Collins, Colorado, and the president 
of Colorado State University (CSU). The perception was that 
Fort Collins could only reach its full potential if the community 
could be inspired to imagine and create positive connections 
among three major community assets: CSU, downtown Fort 
Collins, and the Poudre River.  

THE RESPONSE: 

Since its formation in August 2006, the partnership and its 
stakeholders have envisioned and implemented a number of 
ideas with the goal of enhancing the attractiveness of the 
Poudre River area. Projects designed for the benefit of 
residents and visitors included spurring infill and 
redevelopment in the downtown/CSU area, establishing a 
downtown “Brewery District,” and helping the creative arts 
become an economic driver, as illustrated by the creation of 
the Arts Incubator of the Rockies. Initial phases of the project 
involved identifying the stakeholders and the study area, 
defining the process and schedule, creating a name and logo 
for the project, and, planning and hosting the kick-off party. 
The stakeholders identified included 100 Fort Collins citizens, as well as the Downtown Development Authority and 
the Community Foundation of Northern Colorado.  

The preparatory work pinpointed a manageable number of specific goals and assigned a task group to each. In 
developing a strategy for implementing the initiatives, the task groups encouraged sustainable development and 
found ways to promote the city’s unique brand. Outcomes of this process included the Fort Collins Bike Library, a 
free bike lending service, and the Rocky Mountain Innosphere, a technology incubator. The resulting action plans 
determined responsibility for implementation, assessed and located necessary resources, and defined measurable 
indicators of success. Five years after UniverCity Connections was created, community leaders evaluated the 
program and decided to re-engage the community for the next steps. Ongoing initiatives include, Homeward 2020, 
a plan to make homelessness in Fort Collins “rare, short-lived, and non-occurring” by 2020, and FortZED, a 
proposal to build a net-zero energy district—“the electricity system of the future”—in the downtown area. 

SNAPSHOT: UNIVERCITY CONNECTIONS/CSU 

A coalition of foundations, higher education, 
local government, and citizens seeking to 
create positive connections among the region’s 
key assets by supporting sustainable 
development projects and promoting Fort 
Collins’ unique brand. 

 

FORT COLLINS (CO) MSA 

Population (2014):  321,749 
Employment (2014):  162,416 

Gross regional product (2013):  $12.6 billion 

Source:  EMSI 
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LESSONS LEARNED: 

Success comes from the right input. In the case of Fort Collins, that turned out to be a coalition of foundations, 
higher education, local government, and local citizens, all seeking ways to improve the future of the entire area. As 
the website for the project makes clear, UniverCity Connections provides three elements vital to successfully 
accomplishing the kind of growth that Fort Collins has achieved: 1) convening—finding a neutral platform that can 
enable the community connections necessary to bring about positive change; 2) connecting—providing a forum for 
streamlined communication between the stakeholders; and 3) engaging—challenging stakeholders to envision and 
implement dynamic objectives to effect positive community impacts. 



STRATEGIC PLAN  LEDA 

 THEORY INTO PRACTICE  PAGE | 85 

LEVERAGING UNIVERSITIES: PHOENIX, AZ 
ARIZONA STATE UNIVERSITY DOWNTOWN CAMPUS 

THE CHALLENGE: 

The role that vibrant downtowns play in regional economic 
development is becoming more appreciated in recent years 
thanks to the role that urban vitality plays in the attraction and 
retention of talent. Phoenix recognized this importance of 
“quality of place” as a major factor that would influence the 
city’s long-term prosperity. The city created a plan to spur 
downtown revitalization, with the construction of a new 
downtown Phoenix campus for Arizona State University as the 
centerpiece of this effort.   

THE RESPONSE: 

The City of Phoenix is centering its revitalization efforts on the 
expansion of Arizona State University’s downtown campus. 
The development of this campus was made possible by the 
approval of a $223 million bond that provided funding for 
land acquisition and construction. ASU’s main campus in 
nearby Tempe will be relocated to the new facilities, 
providing room for 15,000 students and 1,800 staff and 
faculty. The campus will be home to several areas of study, 
including the school of nursing, intended to capitalize on the 
region’s first medical school, the Phoenix Biomedical Campus 
of the Arizona University System. This “new era” medical 
school will be developed jointly by ASU and the University of Arizona. With efforts based on Richard Florida’s 
“creative class” model, Phoenix hopes that through the presence of young, educated people in the downtown, 
others will be attracted to live and work there. 

This emphasis on the knowledge economy is the most important of the seven elements comprising the city’s 
revitalization goals. Others include: developing the downtown housing market with at least 10,000 additional units; 
developing Phoenix’s unique neighborhoods to maintain a community rich in texture and opportunity; and 
continuing to construct venues for arts, culture, and entertainment. The thrust of these efforts is summed up in a 
statement from the 2004 blueprint for Phoenix’s future: “Because of its desert location,…downtown Phoenix is 
perfectly situated to become the nation’s leading ‘connected oasis,’ providing knowledge workers with both 
connection and escape. It is this notion that will create authenticity in downtown Phoenix and provide a competitive 
advantage over other regions.” 

SNAPSHOT: DOWNTOWN/ARIZONA STATE UNIV.  

Strategy to spur development and improve 
social and physical connections between 
Arizona State University and area residents 
through the creation of a significant campus in 
downtown Phoenix. 

 

PHOENIX (AZ) MSA 

Population (2014):  4.5 million 
Employment (2014):  2,006,206 

Gross regional product (2013):  $185.0 billion 

Source:  EMSI 
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LESSONS LEARNED: 

As the ASU Downtown Phoenix campus grows, it will contribute to increased urban vitality in the form of more 
students and employees, ultimately leading to a greater demand for housing, retail, and entertainment in the urban 
core. A campus located within easy reach of the downtown provides a dynamic and mutually beneficial connection 
to the community served by the university. It will be important for Lubbock’s long-term success to engage Texas Tech 
as a key partner in the community’s downtown revitalization efforts. While the Texas Tech University System will not 
follow the exact same approach as ASU (establishing a brand new downtown campus), there will be many 
opportunities for TTU and TTUHSC to play an active role in the development of downtown Lubbock as a vibrant, 
mixed-use district that attracts students, faculty, and other individuals associated with the universities. 
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TALENT MANAGEMENT: UPSKILL HOUSTON 
SKILLS GAP INITIATIVE 

THE CHALLENGE: 

The Houston region has experienced significant growth over 
the last several years, led by resurgences in energy, 
petrochemicals, manufacturing, and construction. In 2012, 
the Houston Metro area was named #1 for corporate 
expansion and relocation by Site Selection magazine. 
However, leaders from the business community have 
identified talent management as a pressing need that must be 
addressed if this success is to continue. The community must 
become a source of a qualified workforce with the 
appropriate training to fill Greater Houston’s middle-skill 
requirements. This is the population most often served by 
community and technical college training (i.e., requiring more 
than a high-school diploma but less than a four-year college 
degree). 

THE RESPONSE: 

To address the challenge, the Greater Houston Partnership 
(GHP), an economic development organization founded in 
1989 to serve Houston, Harris County, and 10 surrounding 
counties, recently launched UpSkill Houston, a campaign to 
draw attention to job opportunities in the middle-skill segment 
of the market. UpSkill Houston is dedicating $6 million to the 
initiative over the next six years to support efforts to provide workforce readiness. The initiative grew out of the 
Regional Workforce Development Task Force’s action plan which identified and included strategies for addressing 
four gaps in the workforce system: awareness, basic skills and employability, coordination, and data.  

LESSONS LEARNED: 

Upskill Houston must address a variety of challenges to create a successful talent pipeline. Key actions include 
careful and accurate identification of the sector-based needs in the region, leveraging of partnerships across those 
sectors and with the educational institutions, and efforts to grow the workforce in the area, rather than poach from 
other areas of the country. Diversity within the various program models must also be encouraged, as well as greater 
connections between non-credit and for-credit training programs. The need for financing, internship, and 
motivational strategies must be addressed. And finally, strategies must be devised to measure the program’s 
success. 

SNAPSHOT: UPSKILL HOUSTON 

A business-led initiative to address Houston’s 
talent needs spurred by the region’s explosive 
growth, with an emphasis on middle-skill 
occupations (those requiring a high school 
diploma and some training). 

 

HOUSTON (TX) MSA 

Population (2014):  6.4 million 
Employment (2014):  3,148,566 

Gross regional product (2013):  $399.0 billion 

Source:  EMSI 
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TALENT MANAGEMENT: TRILOGY SOFTWARE 
TRILOGY UNIVERSITY 

THE CHALLENGE: 

In 1989, Trilogy Software was founded by four Stanford 
College students who saw the need for customer-driven sales 
configuration software. The initial effort was successful, and in 
1992, Trilogy’s SalesBuilder software was purchased by HP 
for $3.5 million. Faced with the need to expand, Trilogy 
hired 42 new graduate school recruits. However, expansion 
presented a new challenge: how to ensure that new hires 
aligned with the company’s vision, a vision focused not on 
profits but on developing programs that solved real business 
problems. 

THE RESPONSE: 

Trilogy founder, Joe Liemandt, answered this challenge by 
founding Trilogy University (TU). TU provided a grueling short 
course for the new employees. Kicking off with the class of 
1995, the course was designed to share Liemandt’s values 
and motivations, and it eventually developed into a hugely 
successful program. Not only were recruits indoctrinated into 
the company’s history and values, they were also encouraged 
to apply brainpower in developing tools for clients. As a 
result, TU became Trilogy’s “main innovation engine” and 
developed products which drove company growth. The class 
of 1999 developed the website IveBeenGood.com, which 
sold to another firm in 2000 for $20 million. These successes let TU to become a sought-after destination for young 
computer science graduates.  

LESSONS LEARNED: 

TU is an example of how the highly competitive, creative environments and recruiting efforts of private companies 
(like Facebook and Google) can drive talent attraction. These are environments which foster extreme levels of 
innovation and professional development. Their thorough indoctrination programs prepare recruits for career 
success and weed out unsuitable candidates early on, resulting in lower company turnover. TU is also an example 
of how, if empowered and given proper direction, recruits can become drivers of company product development 
and, depending on the success of the program, how such programs can attract the highest caliber of talent. In the 
late 1990s recruits were choosing Trilogy over companies such as Microsoft. 

SNAPSHOT: TRILOGY UNIVERSITY 

Employer-created orientation program 
designed to immerse new hires in the 
corporate philosophy and culture of Trilogy 
Software with the goal of retaining talent, 
reducing turnover costs, and furthering 
individual success. 

 

AUSTIN (TX) MSA 

Population (2014):  1.9 million 
Employment (2014):  974,178 

Gross regional product (2013):  $97.7 billion 

Source:  EMSI 
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The efforts of private companies can be significant in shaping the future of the local tech labor market. Today, many 
Austin tech companies, such as HomeAway, Bazaarvoice, WhaleShark Media, and Indeed.com, have Trilogy 
veterans in leadership roles. Liemandt estimates that Trilogy brought 900 recruits to Austin over five years, and 
spent $75 million hiring and training recruits. Today’s Trilogy veterans are implementing similar internship and 
hiring programs, drawing on their Trilogy experience. 
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TALENT MANAGEMENT: WORKIT NASHVILLE 
TALENT RECRUITMENT CAMPAIGN 

THE CHALLENGE: 

One of the most persistent problems affecting the Nashville 
region is the shortage of information technology (IT) workers. 
Reports in early 2013 showed nearly 850 unfilled IT 
positions, and the number has continued to climb. Even more 
discouraging, local data show that 60 percent of job 
vacancies have gone unfilled for one year or more. As the 
CEO of Emdeon, one of Nashville’s largest private 
technology companies, said, “This is not something you can 
ignore if you want your city to prosper.” Because most of the 
unfilled positions require several years of work experience, 
the workforce must come from professionals who already 
have three to five years of IT experience on their resumes. 
This means, at least initially, drawing from other areas of the 
country rather than developing training programs in 
Nashville.  

THE RESPONSE: 

To address this problem, the Nashville Area Chamber of 
Commerce launched WorkIT Nashville, a recruiting 
campaign designed to attract technology workers from cities 
across the country. An important goal of the campaign is 
creating a more thorough, consistent marketing message that 
area companies can use to attract out-of-town workers. A 40-
page “guidebook” to Nashville has been prepared, outlining key economic indicators, profiling various 
neighborhoods, and highlighting the city’s emerging tech scene. WorkIT Nashville also created a job-matching 
website and a digital media marketing strategy. The campaign emphasizes Nashville’s below-average cost of living 
and, of course, touts the city’s well-known entertainment and cultural offerings. 

The Nashville Chamber spent $150,000 to develop the WorkIT campaign, adding another $200,000 for the 
official launch. While initial funding came from corporate partners within the Chamber, the city is considering 
offering some public money to further support the effort. To provide the longer-term solution of growing talent within 
the Nashville area, a further initiative, the “Five Pillars” program, was developed to add tech-related curriculum in 
area middle and high schools and to create internships for local college students. 

SNAPSHOT: WORKIT NASHVILLE  

Talent recruitment campaign, including web-
based portal, designed to meet region’s 
demand for hundreds of information 
technology (IT) workers due to general 
economic expansion and needs of growing 
health information sector. 

 
NASHVILLE MSA 

Population (2014):  1.8 million 
Employment (2014):  948,191 

Gross regional product (2013):  $86.6 billion 

Source:  EMSI 
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LESSONS LEARNED: 

Investing in strong, consistent, and professionally developed marketing materials ensures that the best possible 
picture of the community is represented. Distributing these materials to and standardizing a marketing message for 
local media, such as the website and TV/radio spots, ensures a strong, consistent message. Placing emphasis on 
the health and vibrancy of the whole community is important to convince job seekers that Nashville not only offers 
many possibilities for employment, but for a sustainable quality of life. Another benefit of the WorkIT campaign is 
that, because it calls attention to a specific regional workforce need, companies that need to recruit workers can 
point to the campaign as a resource that helps “sell” the community to prospective employees. This helps create a 
broader awareness of the employment opportunities available within the region and also takes some of the pressure 
off of individual companies who are trying to recruit skilled workers. 
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APPENDIX D: TARGET INDUSTRY INTELLIGENCE 

  

ENERGY 
TRADE ASSOCIATIONS  

International Association of Drilling Contractors www.iadc.org 

U.S. Oil & Gas Association www.usoga.org  

Texas Oil & Gas Association www.txoga.org 

Energy Industry Suppliers for a Stronger America www.eeia.org 

Independent Petroleum Association of America www.ipaa.org  

American Petroleum Institute www.api.org  

Texas Renewable Energy Association www.treia.org 

RELEVANT CONFERENCES/EVENTS  

2015 IADC Drilling Onshore Conference & Exhibition 

14 May 2015 Houston, TX www.iadc.org/event/2015-iadc-drilling-onshore-conference-exhibition 

2015 IADC Annual General Meeting 

4-6 November 2015 San Antonio, TX www.iadc.org/event/2015-iadc-annual-general-meeting 

Independent Petroleum Association of America Annual Meeting 

9-10 November 2014 New Orleans, LA www.ipaa.org/meetings-events/upcoming-meetings 

Midland Energy Expo 

13-14 April 2015 Midland, TX midlandenergyexpo.zacpubs.com 

Texas Renewables 2015 

12-15 November 2015 Houston, TX www.treia.org 

Ports-to-Plains Alliance Energy Summit 

31 March-1 April 2015 Lubbock, TX www.portstoplains.com/index.php/home/event-
calendar/icalrepeat.detail/2015/03/31/58/-/ports-to-plains-alliance-energy-summit 

Executive Oil Conference 

9-10 November 2015 Midland, TX www.executiveoilconference.com 

TRADE PUBLICATIONS  

Permian Basin Oil & Gas www.pbog.zacpubs.com 

American Oil & Gas Reporter www.aogr.com 

Oil & Gas Journal www.ogj.com 

Oil & Gas Investor www.oilandgasinvestor.com 

Oil, Gas & Petrochem Equipment www.ogpe.com 

http://www.iadc.org/
https://www.usoga.org/
https://www.txoga.org/
http://www.ipaa.org/
http://www.api.org/
http://www.treia.org/
http://www.iadc.org/event/2015-iadc-drilling-onshore-conference-exhibition/
http://www.iadc.org/event/2015-iadc-annual-general-meeting/
http://www.ipaa.org/meetings-events/upcoming-meetings/
http://midlandenergyexpo.zacpubs.com/
http://www.treia.org/
http://pbog.zacpubs.com/
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AGRIBUSINESS &FOOD PROCESSING 
TRADE ASSOCIATIONS  

Texas Food Processors Association www.tfpa.org 

Grocery Manufacturers Association www.gmaonline.org 

Food Processing Suppliers Association www.myprocessexpo.com/about-show/about-fpsa 

RELEVANT CONFERENCES/EVENTS  

National Value Added Agricultural Conference 

18-20 May, 2015 Austin, TX www.agmrc.org/national-value-added-agriculture-conference 

CONEXPO-CON/AGG 

7-11 March 2017  
(every 3 years) 

Las Vegas, NV www.conexpoconagg.com 

PROCESS EXPO 

15-18 September 2015 Chicago, IL www.myprocessexpo.com 

Southwest Meat Association Annual Mid-Year Conference (Co-hosted by the Texas Food Processors Association) 

3-4 February 2015 Arlington, TX www.hsouthwestmeat.org/Portals/95/MYC%202015%20Final.pdf 

TRADE PUBLICATIONS  

Food Processing www.foodprocessing.com 

AgriMarketing Magazine www.agrimarketing.com 

Agricultural Marketing Resource Center www.agmrc.org 

MANUFACTURING 
TRADE ASSOCIATIONS  

Texas Association of Manufacturers www.manufacturetexas.org  

National Association of Manufacturers www.nam.org  

Association for Manufacturing Technology (AMT) www.amtonline.org 

Farm Equipment Manufacturers Association (FEMA) www.farmequip.org 

Petroleum Equipment Institute www.pei.org 

Association of Equipment Manufacturers www.aem.org 

RELEVANT CONFERENCES/EVENTS  

FEMA Fall Marketing & Distribution Convention 

27-30 October 2015 Kansas City, MO www.farmequip.org/FC 

PEI Convention at the NACS Show 

11-14 October 2015 Las Vegas, NV www.pei.org/ShowsEvents/Convention.aspx 

TRADE PUBLICATIONS  

Manufacturing & Technology News www.manufacturingnews.com 

PEI Journal www.peijournal.org/Advertising/tabid/825/Default.aspx 

http://www.manufacturetexas.org/
http://www.nam.org/
http://www.aem.org/
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LIFE SCIENCES/MEDICAL DEVICES 
TRADE ASSOCIATIONS  

Medical Device Manufacturers Association www.medicaldevices.org 

Assoc. of Electrical & Medical Imaging Equip. Manufacturers www.nema.org 

International Assoc. of Medical Equipment Remarketers www.iamers.org 

Orthopedic Surgical Manufacturers Association www.osma.net 

Healthcare Distribution Management Association www.healthcaredistribution.org 

Healthcare Supply Chain Association www.supplychainassociation.org/? 

BioAustin www.bioaustin.com 

Analytical, Life Science & Diagnostics Association www.thealda.org 

RELEVANT CONFERENCES/EVENTS   

MDMA Annual Meeting 

29 April-1 May 2015 Washington, DC www.medicaldevices.org/events/event_details.asp?id=534169&group= 

Southeastern Medical Device Association Annual Conference 

31 March-1 April 2015 Atlanta, GA www.semda.net/conference 

Illuminations Weekend (NEMA Annual Conference) 

6-8 November 2015 Washington, DC www.nema.org/illuminations/Pages/default.aspx 

MD&M Texas 

4-5 May 2016 Fort Worth, TX www.mdmtexas.mddionline.com 

HDMA Distribution Management Conference & Technology Expo 

8-11 March 2015 Orlando, FL www.healthcaredistribution.org/events/2015-distribution-management-conference 

HDMA Business and Leadership Conference 

7-10 June 2015 San Antonio, TX www.healthcaredistribution.org/events/2015-business-and-leadership-conference 

U.S. Healthcare and Life Sciences Conference  

6 May 2015 New York City, NY www.event.ft-live.com/ehome/index.php?eventid=102870& 

Medical Informatics Annual World Conference 

4-5 May 2015 Boston, MA www.medicalinformaticsworld.com 

Medical Device Manufacturing Summit 

25-26 June 2015 Las Vegas, NV www.medicalmanufacturingsummit.com 

CIO Life Sciences Summit 

TBD Scottsdale, AZ www.ciolifesciencessummit.com 

TRADE PUBLICATIONS  

Medical Devices Business Review www.medicaldevices-business-review.com 

Medical Manufacturing Yearbook (annual) www.sme.org/ProductDetail.aspx?id=71516 

Repertoire Dail-E News www.dailenews.mdsi.org 

Life Science Leader www.lifescienceleader.com 

Burrill’s annual Life Sciences report www.burrillreport.com 

PharmaVOICE www.pharmavoice.com/magazine 

http://www.medicaldevices-business-review.com/
http://dailenews.mdsi.org/
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TRANSPORTATION & LOGISTICS 
TRADE ASSOCIATIONS  

Council of Supply Chain Management Professionals www.cscmp.org  

Journal of Commerce www.joc.com  

American Trucking Association www.truckline.com/Home.aspx  

Texas Trucking Association www.texastrucking.com  

International Warehouse Logistics Association www.iwla.com  

The Association for Operations Management www.apics.org  

Association of American Railroads www.aar.org/Pages/HomePages.aspx  

American Short Line and Regional Railroad Association www.aslrra.org/home/index.cfm  

Intermodal Association of America www.intermodal.org  

American Association of Port Authorities www.aapa-ports.org/index.cfm  

RELEVANT CONFERENCES/EVENTS   

Council of Supply Chain Management Professionals Annual Conference 

27-30 September 2015 San Diego, CA cscmp.org/annual-conference 

Journal of Commerce Inland Distribution Conference 

6-8 October 2015 Memphis, TN www.joc.com/events 

Texas Trucking Association Annual Conference 

4-6 August 2015 Lost Pines, TX www.texastrucking.com/TXTA/Event_Custom.aspx?EventKey=TMAC15 

Texas Trucking Association Quarterly Lubbock Chapter Meeting 

27 Jan 2015 Lubbock, TX www.texastrucking.com/TXTA/Event_Custom.aspx?EventKey=CHPT012015 

International Warehouse Logistics Association Convention & Expo 

8-10 March 2015 Savannah, GA www.iwla.com/events-site/iwla-convention-expo 

The Association for Operations Management Annual Conference 

 5-7 October 2015 Las Vegas, NV www.apics.org/events-landing-page-2014/2014/10/31/apics-2015 

TRADE PUBLICATIONS  

The Journal of Commerce www.joc.com 

Production and Operations Management Journal www.poms.org/journal 

American Journal of Transportation www.ajot.com 

Logistics Management www.logisticsmgmt.com 

Supply Chain Management Review www.scmr.com 

http://cscmp.org/
http://www.joc.com/
http://www.truckline.com/Home.aspx
http://www.texastrucking.com/
http://www.iwla.com/
http://www.apics.org/
https://www.aar.org/Pages/HomePages.aspx
http://www.aslrra.org/home/index.cfm
http://www.intermodal.org/
http://www.aapa-ports.org/index.cfm
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