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Introduction and Summary 
The City of Benicia is a small1, waterfront community with a unique 

history as one of California’s Capitols (1853-1854), and a Civil War 

military post. Today, Benicia boasts a historic Museum and Camel 

Barns, a beautiful waterfront pier and marina and a high quality of life 

for its residents. 

To build on its history and waterfront location along the Carquinez 

Strait, as well as its burgeoning artist community and downtown (First 

Street), a tourism campaign was initiated in 2008 to bring tourists, 

“Benicia, A Great Day by the Bay”. In 2010 Sunset Magazine ran a 2-

page article promoting Benicia, “an East Bay day trip”. 

In addition to the City’s natural resources and beauty, the Benicia Port 

and the Benicia Industrial Park drive the economic strength of the City. 

The Benicia Industrial Park (BIP) has more than 8 million square feet, 

450 businesses and 6,500 employees and is home to diverse anchors 

such as Valero Refinery, Dunlop Manufacturing, BioRad Laboratories 

and Schoenstein & Co. Pipe Organs, the oldest and most successful 

pipe organ manufacturer in the Western United States. 

Project Purpose 

Given the current economic turmoil, private and public, and declining 

revenues of local government, it is prudent for cities to re-evaluate and 

adjust their economic (activities that encourage economic growth) and 

business development (activities focused on business) action plans to 

address current issues and opportunities. As part of evaluating and 

updating actions for economic development, a team of experienced 

economic development and downtown/tourism professionals 

conducted an assessment of past activities. Purpose is to learn from 

the past, plan for the future and take advantage of current 

opportunities.  

                                                           
1
 Population as Jan 2011, 27,118, CA Dept. of Finance, US Census 

The City of Benicia created and Council adopted an Economic 

Development Plan in 1994-95 and updated the strategy in 2007. Many 

of the initiatives outlined in the 2007 Economic Development Strategy 

have been accomplished (Section 2.0). The City has also made 

significant capital investments in projects related to economic 

development and has provided operating funds to various 

organizations, particularly for tourism activities (Section 1.2). 

The Benicia Economic Development Board, appointed by the Council, 

has provided guidance to implementing economic development 

actions, both business development and tourism. 

The intent of this project is to create a Business Development Action 

Plan, based on the assessment. The Action Plan should be an 

addendum to the 2007 Economic Development Strategy, which will 

reflect actions that are needed in the current economic environment. 

The 2007 Economic Development Strategy will still need to be updated, 

but the economic situation requires immediate action.  

The objectives of the Business Development Action Plan are to focus 

activities and actions that will:  
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 continue to create economic prosperity and jobs for the 

community, and, 

 in the near term generate and increase tax revenues to maintain 

and support the quality of life Benicia’s residents enjoy.  

Business Development Action Report/Process 

The report is divided into four sections:  

1.0 Situational Analysis. This section outlines the “current situation” 

regarding the local economy and initiatives.  

Tasks included: 

1.) Review of the General Plan and Economic Development 

Element to identify economic development goals, 

2.) Review of existing reports and studies,  

3.) Analysis of economic indicators, comparing Benicia to 

Solano County and the California State Average from 2005 

to present, 

4.) Preparation of a retail market analysis, 

5.) Competitive assessment of the industrial park/properties, 

6.) Defining the City’s key economic drivers,  

7.) Status of project implementation of the 2007 Economic 

Development Strategy, 

8.) Synthesis of City’s investment in organizations, programs 

and capital improvements, and, 

9.) Review of organizational operations, participants in 

economic development and dedicated staff time. 

 

2.0 Economic Development Assessment. The Economic 

Development Assessment is based on the theory that economic 

prosperity is derived from three interrelated economic 

generators and activity:  

1) Export-Oriented  businesses 

producing goods and services in 

Benicia but selling them outside 

the city bringing new dollars to the 

community; 

2) Population Driven  the demand 

for and purchase of goods and 

services by the local resident at 

local businesses; and 

3) Visitor Potential  the potential for visitors (those living 

outside of Benicia) to spend at local businesses. 

Using these categories, the Economic Development Assessment 

encapsulates the Strengths-Assets, Challenges and 

Opportunities of Benicia’s three economic generators and 

employment centers: 

 Benicia Industrial Park,  

 Commercial Centers, and  

 Tourism related activities including Downtown, Arts, 

History, Waterfront and Recreational Activities. 

3.0 Business Development Action Plan. Based on the assessment 

and consultant findings, the Business Development Action Plan 

recommends specific actions to increase economic activity 

(prosperity, jobs and revenues) over the next 18-24 months. 
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4.0 Implementing the Business Development Action Plan. This 

section provides recommendations for implementing and 

operationalizing the Business Development Action Plan. 

Key Findings 

Economic expansion is critical to maintaining and growing the City of 

Benicia’s operating budget to provide basic community infrastructure 

and services.  

Benicia is unique in that it has three economic generators – export-

oriented businesses, commercial centers serving residents and 

numerous venues and events for the visitor (see Section 2.0 for further 

description).  

Over 47% of the City’s revenue is directly attributed to business activity 

with 39% contributed by the businesses located in the Benicia 

Industrial Park.  

The largest economic and revenue drivers for the City are the 

businesses in the Benicia Industrial Park (BIP). However, newer and 

more modern industrial parks, properties and buildings have been 

developed in the surrounding communities since the Benicia Industrial 

Park was first built, mitigating the BIP’s once “coveted” competitive 

advantages of location, highway access and port facilities.  

For the City to maintain its Quality of Life – support arts, parks, schools, 

safety, good road, et al – the Benicia Industrial Park must be a thriving 

economic engine generating revenue. With the age and condition of 

the Park and nearby state-of-the-art industrial properties, the City will 

need to become more aggressive and strategic to compete for new 

businesses and to retain existing ones.  

The City’s “seeding” and implementation of tourism initiatives have 

generated some early results and should be continued. Future 

priorities should include increased collaboration among stakeholder 

groups and creation of both an annual work plan and a comprehensive 

tourism strategy. 

Downtown Benicia is the core commercial, civic, cultural and social 

center in the City. It has made continual improvement—both physically 

(streetscape, promenade) and economically, with overall good first 

floor occupancy (92%), and a multitude of strong events. Leveraging 

this momentum, it can now turn more attention to sustaining 

established businesses and targeting merchandise/other niches to fill 

vacant space. 

As noted in Section 2.0, the City has many opportunities for economic 

growth in all three economic generators, such as:  

10.) Working with existing businesses on expansion plans;  

11.) Industrial space available to attract new businesses;  

12.) Retail sales leakage of $341 million annually with the potential 

to fill numerous retail niches; and 

13.) Available commercial and retail spaces. 

These opportunities and actions are addressed in Section 3.0 Business 

Development Action Plan.  

To successfully implement economic development activities for all 

three economic generators it will take community collaboration, 

partnership on strategies and activities and prioritizing to get results. 

No one group can do it alone – it will take working together and 

developing consensus on moving forward actions. 

This Business Development Action Plan will challenge the city to be 

strategic, focused, more responsive to business, competitive in the 

marketplace and earn a “business friendly” reputation. 
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Section 1.0 Situational Analysis 
The City of Benicia’s economic development is guided by several 

documents and reports. The goals2 for economic development are 

embodied in the City’s General Plan and Economic Development 

Element, the long-range vision for the City. The City also updates an 

annual Strategic Plan3 which addresses strategies over a two year 

period, tied to current budgets, which provides shorter-term objectives 

that directly relate to the goals of the General Plan and 2007 Economic 

Development Strategy.  

In addition to the General Plan, several reports and studies support 

economic development initiatives:  

14.) 1995 Economic Development Strategy 

15.) 2007 Economic Development Strategy 

16.) Strategic Tourism Marketing Plan, April 2008 

17.) Benicia Downtown Market Study, October 2002 

18.) Lower Arsenal Development Plan 

The status of the 2007 Economic Development Strategy is outlined in 

Section 1.2. The 2007 Strategy priorities focused on developing  

1.) tourism plan/brand, encouraging first-floor retail uses, fund a 

Business Improvement District and capital improvement in 

downtown and  

2.) update zoning code to encourage clean-tech and 

research/development, technology needs assessment and fee 

deferral program.  

                                                           
2
 Benicia General Plan, June 15, 1999, Chapter 2-B, pages 37-& 3; and 2007 Economic 

Development Strategy  
3
 City of Benicia, Strategic Plan, FY 2009-2011, www.ci.benicia.ca, Strategic Plan 

Economic Development Goals 

City of Benicia General Plan  

Chapter 2-B – Economic Development Element 

Goal 2.5: Facilitate and encourage new uses and development 

which provide substantial and sustainable fiscal and 

economic benefits to the City and the community 

while maintaining health, safety and quality of life. 

Goal 2.6: Attract and retain a balance of different kinds of 

industrial uses to Benicia. 

Goal 2.7: Attract and retain industrial facilities that provide 

fiscal and economic benefits to – and meet the 

present and future needs of – Benicia. 

Goal 2.8: Maintain the viability of the Port now and in the 

future to benefit the City of Benicia. 

Goal 2.9: Ensure adequate land for Port activity. 

Goal 2.10: Provide for carefully-defined visual and physical public 

access where security and safety considerations 

permit. 

Goal 2.11: Encourage the retention and continued evolution of 

the lower Arsenal into a historic, cultural, commercial, 

industrial center of mutually compatible uses. 

Goal 2.12: Strengthen the Downtown as the City’s central 

commercial zone. 

Goal 2.13: Support the economic viability of existing commercial 

centers. 

http://www.ci.benicia.ca/
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As noted in Section 1.2 most of these priorities have been acted upon 

and completed.  

The Strategy also identified “benchmarks” for measuring progress 

which have also been included in Section 1.2 

This Section, 1.0, of the Business Development Action Plan provides an 

overview of the current situation in the City of Benicia as it relates to 

economic development, including: 

1.1 Economic Development Organizational Structure  

1.2 Status of the 2007 Economic Development Strategy  

1.3 Economic Indicators 2005-Current 

1.4 Retail Market Indicators, July 2011 

1.5 Key Drivers of the Economy and City Revenue 
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1.1 Economic Development Organizational 
Structure 

For the City, economic development is the responsibility of The 

Economic Development Division, which is assigned to the City 

Manager’s Office. Economic Development Division is responsible for 

implementing the adopted Economic Development Strategy (2007), 

facilitating businesses relocating to or expanding within Benicia, 

monitoring the status of the City’s economy, recommending strategies, 

initiatives, and projects to improve economic vitality citywide, and 

representing the City's developable real estate interests4. 

City of Benicia, Economic Development Board 

The Economic Development Division also serves as staff liaison to the 

Economic Development Board (EDB) which is appointed by the City 

Council. The Board serves to identify and investigate economic 

development needs and opportunities in the City and annually make 

recommendations to the Council regarding those needs and 

opportunities on both a short and long-term basis. There are seven 

members on the Board each serving four year terms and there are two 

subcommittees, Business Retention & Recruitment and Tourism 

Committee. 

                                                           
4
 http://www.ci.benicia.ca.us/index.asp?Type=B_BASIC&SEC=%7BFE4A1884-3AE3-

4F59-AFEC-C7012F0B1E93%7D 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Tourism Committee formed in December 2008, which includes 

representatives of organizations and groups (restaurants, lodging, 

merchants, Benicia Main Street, historical, visual arts, glass arts, 

performing arts, real estate, transportation, marketing, Chamber of 

Commerce, recreation, public) involved in Tourism to coordinate local 

visitor attraction efforts. After a brief hiatus in late 2010/early 2011, 

the Tourism Committee has recently been re-engaged and meeting 

monthly. 

“Economic Development Division is 

responsible for implementing the adopted 

Economic Development Strategy (2007), 

facilitating businesses relocating to or 

expanding within Benicia, monitoring the 

status of the City’s economy, recommending 

strategies, initiatives, and projects to 

improve economic vitality citywide, and 

representing the City's developable real 

estate interests.” 
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The Business Retention and Recruitment Sub-committee was formed in 

early 2010 and has developed a preliminary list of goals5:  

1) Organize, develop, and institute an Ambassadorship and 
Ombudsman program between EDB, local business, and City 
staff. 

2) Encourage a culture at City Hall of business promotion. 

3) Develop a one-stop-shop program to make doing business with the 

City as efficient as possible. 

4) Provide awareness of government programs and grants available to 

our business community. 

5) Develop incentives for businesses & property owners. 

6) Solicit Specific Targeted Businesses or Types of Businesses. 

These sub-committee goals have been incorporated in the Business 

Development Action Plan. 

Economic Development Division Staff 

Economic Development has always been an initiative for the City of 

Benicia but has ebbed and flowed over the years. One of the first 

economic development strategies was adopted in 1995 as a 5-year 

strategy. In 1999 the General Plan Economic Element was adopted and 

in 2007 a new Economic Development Strategy was prepared.  

Staffing for Economic Development has varied since 2000: 

                                                           
5
 Economic Development Board, Feb 23, 2011, Agenda Item – Business 

Retention/Recruitment Sub-Committee Draft Report 

2000-2002  Full-time Assistant City Manager/Economic Development 

Director and half-time support, Administrative Secretary. The position 

was reclassified to Assistant City Manager to a full time Economic 

Development Manager reporting to the City Manager after Assistant 

City Manager left in 2002. 

2002-2008 –Economic Development Manager was full time with 

Administrative Secretary support but at 30% time. 

2008-2010 – After a personal leave of absence, the ED Manager was 

part-time (3 days a week) Economic Development Manager with a full-

time budgeted Administrative Secretary.  

Oct. 2010-Present: Management Analyst on loan from City’s Parks & 

Community Services Department is Acting Economic Development 

Manager (full time) with support from Administrative Secretary at 

approximately 30%.  

Ultimate responsibility of Economic Development is with the City 

Manager. New City Manager was appointed in late 2010. His economic 

development background and experience were among the reasons for 

his selection, an indication of the Council’s priority for economic 

development. 

The pie charts on the following page indicate the economic 

development activity percent of time spent by the Acting Economic 

Development Manager and the Administrative Secretary. The City 

Manager is also expending approximately 15-20% of his time on 

economic development along with 5% from other city staff 

participating on projects. 
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The Economic Development Division operating budget includes contracts for 

tourism and downtown services, memberships and a small amount for 

development of materials and other contract services.  

Economic Development in Benicia involves not only the City but many 

other organizations, particularly organizations involved with attracting 

visitors – downtown, arts, history and recreation.  

 

 

Chart 1  City of Benicia Economic Development Division 
2011-12 Operating Budget 

Main Street (contract)  $127,000 

Wolf Communications (contract)  $50,000 

Sunset Weekend  $3,000 

Civitas Advisors (2007 Strategy BID 

Feasibility/Formation) 

 $10,000 

Chamber of Commerce (membership)  $6,200 

Solano EDC (membership)  $9,500 

Solano SBDC (contract)  $3,000 

Materials, Brochures  $3,000 

Training, Travel, Memberships, Misc. Publications  $4,500 

Contract Services – Miscellaneous  $12,500 

Total Economic Development Operating Budget 

(not including staffing) 

 $233,700 



Benicia Business Development Action Plan | March 2012 10 

 

Figure 1 – Benicia Economic Development Program – Current, below is graphically overview of the current economic development program, including 

guiding reports, existing and active initiatives and projects as well as management and collaboration tasks. 

The current program focus has been Tourism, Downtown and special projects.
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Economic Development in Benicia involves not only the City but many other organizations, both formal organized entities and informal groups or 

individuals. As indicated in Figure 2 there are many formal organizations involved with attracting visitors – downtown, arts, history and recreation – 

there are also many individuals interested and involved. Figure 2 is to provide an overview of the extent of those involved. 
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1.2 Status of the 2007 Economic Development Strategy  

The 2007 Economic Development Strategy focused on three priority actions aligned with the overall goals of the General Plan: 

1. Increasing Tourism, 

2. Supporting and maintaining downtown as the community core, and 

3. Increasing research and development (R&D) and campus-style office uses in the Benicia Industrial Park (BIP), through zoning changes, 

incentives or other means. 

Chart 2 is an overview of the recommendations and project status of the 2007 Economic Development Strategy: 

Chart 2  2007 Economic Development Strategy – Recommendations & Status 

Recommendations Status 

1. Develop a tourism plan for the community, 
starting with a tourism brand, which will drive 
future marketing programs and partnerships 
with the City and private sector. 

 Tourism Plan completed (2008),through Wolf Communications contract (October 2009 
and ongoing) and City staff support, implemented branding, advertising, web site, media 
relations, social media, Sunset Celebration Weekend, etc. 

 Implemented directional and interpretative signage upgrades. 

 Hosted successful Sunset Magazine bus tour event. 

 Refined and implemented expanded downtown Benicia event calendar. 

2. Encourage first-floor retail uses on First Street.  Mixed Use Master Plan (DMUMP) adopted in 2007 encourages ground floor retail in 
First Street core and recommends design and code approaches to encourage same. 

 Main Street Benicia promotes retail uses on ground floor. 

3. Fund Business Improvement District (BID) 
start-up costs if requested by a ratepayers' 
committee. 

 Awarded contract to Civitas (April 2011) to complete feasibility study; ongoing. 

4. Invest in capital improvements downtown: 

• First Street tourism-oriented 
beautification - plaza and more benches 
on street, nighttime accent lighting on 
trees and/or street poles, hanging flower 
baskets, wayfinding signage, information 
kiosk, etc. 

 Benches have been added. 

 Nighttime accent lighting on trees and street poles, under review. 

 Way finding signage created. 
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Chart 3  2007 Economic Development Strategy – Recommendations & Status 

Recommendations Status 

• First Street circulation and parking 
improvements - bulbouts at crosswalks, 
crosswalk improvements (special paving, 
lighting, etc.), implement angled parking 
(or painted Ts), use trolley for special 
events. 

• Develop E Street lot as mixed-use 
residential over commercial building with 
public parking component.  

• News rack ordinance leading to 
standardized racks. 

 Parking Study completed.  

 Mixed Use Master Plan (DMUMP) addresses circulation improvements. 

 City actively pursued E Street lot development with private developer; on hold due to 
economy. 

 Painted Ts installed. 

 Bicycle Racks to be installed 

 News rack ordinance enacted 
Note: City actively pursued E Street lot development with private developer which is currently on 
hold due to economy. It should be noted that comments given to the city reflected the process 
was not inclusive or consensus building which leads to fragmentation. 

5. Update Zoning Code to encourage clean 
energy, high-tech, research and development 
(R&D) uses in industrial districts, and/or 
create new overlay for certain technology 
uses without discouraging existing businesses 

 The intent of this recommendation was to articulate “permitted uses” as part of 
marketing and attraction and to ensure certainty in the process and minimize the 
company’s entitlement time and costs. Nov 2009 staff submitted report with 
recommendations which was supported by a letter from BIPA. As of Sept 2011, staff has 
submitted changes to Planning Commission who has requested some revisions which 
are being worked on and will be brought back to Planning Commission. 

Note: The current industrial use classifications
6
 allow for a breadth of permitted uses in the 

industrial park, including clean energy, high-tech, and R&D. The code allows staff flexibility in 
determinations. The intent of the recommendation was to provide certainty on the process. This 
could be accomplished with internal staff processes and promotion of a “fast-tracked” or 
streamlined process.  

6. Work with Benicia Industrial Park Association 
(BIPA) to conduct technology needs 
assessment for present and future Industrial 
Park users; implement its recommendations. 

 BIP Broadband Survey and Final Report were completed September, 20107. Over 30% of 
the BIP tenants believe Internet services are inadequate and 20% feel connections are 
insufficient. This report provides data on the level of broadband usage, amount of 
current broadband that’s being met and the potential demand for broadband services 
3-5 years out. City has had initial meetings with service providers. This is an on-going 
initiative. 

                                                           
6
 Benicia Municipal Code, Chapter 17.16 Use Classifications, 17.16.060 Industrial Use Classifications, http://www.codepublishing.com/ca/benicia/ 

7
 Broadband Needs Assessment for the Benicia Industrial Park, Prepared by Successful.com, September 15, 2010 
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Chart 4  2007 Economic Development Strategy – Recommendations & Status 

Recommendations Status 

7. Revise fee deferral program to target high-
wage job growth; consider sales tax rebates 
and other financial incentives only for high-
wage paying companies 

 The action requested “revising” a fee deferral program, however, there has not been 
and there is currently no formal “fee deferral policy”. Deferrals have been used on a 
case-by-case basis, such as, Holiday Inn Express, a multi-family project and Insight Glass. 
Fee deferrals are based on a repayment plus interest. Also a sales tax sharing 
agreement was used with the Bio Rad project. Criteria for any incentive offering, fee 
deferral or sales tax sharing, is based on the economic impact of a project to the city – 
retention or attraction of jobs and tax base.  

The 2007 Economic Development Strategy also recommended key benchmarks, illustrated below in the matrix is 2006 benchmarks recommended and 

2010 benchmark data. Data reference for 2006 Economic Development Strategy, pages 8-10, 2010 data source City of Benicia records.  

Chart 5  Benchmarks 

Downtown & Tourism Benchmarks 2006 2010 

Sales Tax Revenue to City $204,981 $156,9788 

Jobs 477 3559 

Rental Rates (Source: LoopNet) 

Retail $1.80-$2.50 $1-$1.50 

Office $2.00 $1.25 

Hotel Tax (TOT)*Holiday Inn Express opened 2009 $200,011 $279,320 

 
  

Industrial Area Benchmarks 2006 2010 

Sales Tax $3.8M $3.5M 

Jobs 6,336 6,500 

Rental Rates (Source: Colliers International) 

Warehouse $0.33-$0.75 $0.42 

Manufacturing Flex $0.52-$0.80 $0.59-$0.65 

                                                           
8
 Sales Tax Data Source: City of Benicia, HdL Companies Sales Tax Data, Summary GEOS, CY 2010 

9
 City of Benicia Business License List, 2011 
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Since the adoption of the Economic Development Strategy the City has invested over $1.5 million in organizations that support economic development, 

business development and tourism efforts in the City and nearly a $1 million in Capital Improvements and Other Investments. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Chart 6  City of Benicia  
Annual Organizational Funding  

Organization 2008 2009 2010 Current 

Main Street $114,500 $114,000 $149,000 $127,000 

Arts $85,620 $89,700 $71,830 $49,530 

Museum $80,000 $50,000 $50,000 $50,000 

Theater Groups $10,550 $10,675 $8,545 $9,260 

Chamber of 
Commerce 

$5,990 $6,045 $6,045 $6,200 

Solano EDC $10,000 $9,500 $9,500 $9,500 

Solano SBDC $3,000 $3,000 $3,000 $3,000 

Contracts Funded:     

Tourism (contract) -- $140,000 $140,000 $57,000 

BID Feasibility -- -- -- $20,000 

Total Annual $309,660 $422,920 $437,920 $331,490 

Total 2008-2011       $1,501,990 

Chart 7  Capital Improvements and Other  
Investments, 2005-2010 

Project Investment 

First Street Peninsula Project – 2005 $816,201 

Benches & Trash Cans $10,000 

Bicycle Racks $30,000 

Signage – Way Finding $15,110 

Tourism Advertising (beyond tourism contract) $25,598 

Brochures-Tourism $7,595 

Web Development $20,000 

Rose Drive Bicycle/Pedestrian Bridge $2,500,000 

Benicia Bridget to Jefferson $400,000 

Total Investment $3,824,504 
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1.3 Economic Indicators Analysis 2005-201010 

For this report, Applied Economics conducted an Economic Indicator 

Analysis. The information looks at key economic indicators over a 

period of time (2005-2010) and compares City of Benicia to Solano 

County and the State of California (as a baseline average).  

 

 
                                                           
10

 Appendix – City of Benicia, Economic Indicators Report, 2005-2010, prepared by 
Applied Economics 

 

 

Indicators analyzed include population, quality of life, median income, 

labor force, economy, construction, taxable sales, municipal revenue 

and assessed value. The full analysis is included in the Appendix. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

2005-2010  

Benicia Economic Indicators Analysis Highlights 

 Almost no net new population growth, 0.1% growth. 

 Lowest unemployment rate in Solano County and nearly 40% 

less than the State. 

 Highest per capita income and median household income in 

Solano County, and 14% above state levels. 

 Despite a 21% decline in retail sales, total taxable sales grew by 

30%. 

 Taxable per capita sales are 66% greater than the state and 59% 

greater than the county. 

 Of the total taxable sales 69% are from non-retail sales. 

 Over 86% of the businesses have less than 10 employees. 

 19% of Benicia’s employment is in basic industries. 

 Significantly higher share of manufacturing compared to state 

(19% vs. 10%), a positive factor for economic stability. 

 Rank high for patents issued and new business formation. 

 SAT Score 110% of the state.  

 The largest share of revenue to the City is local taxes. 

Benicia’s Top 10 Private Employers 2010 

Valero Refining Co 516 

Dunlop Manufacturing Inc. 248 

Cytosport 221 

Bio-Rad Laboratories 209 

Coca-Cola Enterprises, Inc. 162 

Valley Fine Foods Company, Inc. 133 

The Pepsi Bottling Group 119 

Radiator Express Warehouse, Inc. 106 

Benicia Fabrication & Machine 104 

Cycle Gear, Inc.  103 

Source: City of Benicia, Economic Development Division, June 2011 
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As part of the Economic Analysis, a Benicia Local Business 

Taxonomy was prepared, Chart 6.  

The Taxonomy Chart is a snapshot of the business segments 

based on both a jobs impact and a wealth/prosperity impact.  

The purpose of the Taxonomy Chart is to diagram the type 

and mix of businesses in the City. Businesses are mainly 

categorized as:  

1)  “Micro/small business” which mainly serve the local 

market, with sales less-than $1M and typically less-than 

5 employees,  

2)  “Small ‘tweener’ and start-up lifestyle” businesses that 

serve a regional market, sales less-than $5M, employees 

10-50, and  

3)  “Mature Mid-Market and Major Corporations” are those 

who have growth potential for serving markets beyond 

Benicia, sales $5-$50M and more than 10 employees. 

In addition to national corporations with a local branch, over 

40 establishments consider Benicia their headquarters (no 

size criteria defined). 

In each category there are emerging business sectors 

appearing, noted in each category as “ET”. Those businesses 

include energy conservation planning, custom programming, prepackaged software and surgical instruments. As identified in the Economic Indicators 

Analysis 86% of Benicia’s businesses have less than 10 employees. 

 

Chart 8  Benicia Local Business Taxonomy 

Source: Dun & Bradstreet Marketplace, Q1 2011 
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1.4 Retail Market Indicators, July 2011 

An updated Retail Market Indicators11 was prepared for this report; the previous analysis was conducted in 2002. Using various demographics and 

household data sources the Retail Market Indicators provides an overview of the retail market area, the Benicia market profile (referred to as the 

Tapestry Market Segments, consumer preference & purchases), visitor spending and the retail market potential. 

2011 Benicia Retail Market Indicators Highlights 

 Retail Market Area population of over 87,500 persons and 

33,300 households. 

 A large business marketplace of over 1,600 businesses and 

12,800 employees in City of Benicia, generating demand for 

retail goods and services throughout the year. 

 Retail sales leakage of nearly $342 million (or 1.4 million sq. 

ft.) of retail space in the Market Area. 

 Greatest untapped demand in General Merchandise, 

Restaurants and Apparel. 

 With little or no population growth, Benicia is challenged to 

capture a greater share of existing market demand from 

residents, visitors and employees. 

 Benicia’s developable commercial acreage is limited for 

chain store and big box development, pointing to specialty 

and convenience goods as the ‘best bets’ for retail expansion 

and attraction. 

 

                                                           
11

 Appendix – Benicia Retail Market Indicators, July 2011, prepared by Marketek 

Martinez 

Benicia Retail Market Area Map 
5-Mile Radius Map 

The Retail Market Area is the geographic area from which the majority (75%-80%) of 
Benicia’s customers emanates. This market area is used to estimate demand from local 
consumers. Visitor spending is not included.  
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Chart 9  Competitive Regional Retail Centers  

Vallejo 

Vallejo Plaza Shopping Center  Location: 3505 Sonoma Blvd, Vallejo 

Year Built: est. 2000 or newer  GLA: 239,695 SF 
Vacancy: 9,700 SF (4%) – spaces range from 1,210 SF to 2,956 SF 

Asking Rent: $9/SF/NNN for 2,956 SF to $21/SF/NNN for 1,210 SF; Est. 
average asking rent is $18/SF/NNN 

Anchor: Dollar Tree 

Cotenants: DD' s Discounters, Seafood City, Factory-2-U, Rent-A-
Center, Togo' s, Starbucks, Bank of America, Les Schwab Tires, The UPS 
Store, Radio Shack, Eastwood Insurance, Labor Ready, Metro PCS, 
American General Finance 

Fairfield 

Westfield Solano Shopping Center  Location: 1350 Travis Blvd, 
Fairfield 

Year Built: pre-2000 GLA: est. 1,000,000 SF 

Vacancy: unknown 

Asking Rent: unknown 

Anchors: Best Buy, JC Penney, Macys, Sears, Forever 21, Old Navy, 
Edwards Cinema Fairfield Stadium 16 

Cotenants: Applebee’s, AT&T Wireless Store, Hollister, Lane Bryant, 
Lens Crafters Radio Shack, Wet Seal 

Gateway Plaza  Location: 114-173 Plaza Drive & Turner Pkwy, Vallejo 

Year Built: est. mid 2000s  GLA: 548,871 

Vacancy: 56,767 SF (10%) – spaces range from 960 SF to 42,049 SF 

Asking Rent: Negotiable 

Major Tenants: Bed Bath & Beyond, Black Angus Restaurant, Century 
Theaters, Costco, CVS, Marshalls, Michaels, OfficeMax, Old Navy, Party 
City, Pep Boys, PETCO, Pier 1 Imports, Ross Dress For Less 

Winery Square  Location: 1955 West Texas Street, Fairfield 

Year Built: unknown GLA: est. 186,240 SF 

Vacancy: 15,230 SF (8%) – spaces ranging from 900 SF to 4,240 SF 

Asking Rent: Negotiable 

Anchors: Food Maxx, Walgreens 

*A Wal-Mart-anchored center with a Dollar Tree is currently under 
construction in Fairfield 

Park Place  Location: Sonoma Boulevard and Solano Drive, Vallejo 

Year Built: est. mid 1980s  GLA: 150,766 

Vacancy: 16,941 SF (11%) – spaces range from 1,200 SF to 3,720 SF 

Asking Rent: Negotiable  

Anchor Tenants: Raley's, 24 Hour Fitness, Aaron's 

Cotenants: Aura 88 Hair Salon, Bank of the West, Bayside Family 
Optometry, Cigarette City, Fashion Mart, H&R Block, Hair Love Beauty 
Supply, Jiffy Lube, L&L Hawaiian Barbecue, London Nails, Paradise 
Jewelry, Park Place Wash 'n Dry, Rainbow Shops 

Martinez 

Wal-Mart 
Location: 1021 Arnold Drive, Martinez 

GLA: est. 115,000 SF 

 

 

Note: Additional competitor Retail Centers includes Vacaville outlets, Sun 
Valley, Concord, Broadway Plaza, and Walnut Creek. See Appendix Retail 
Market Indicators, Competitive Regional Retail Centers. 
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1.5 Industrial Park Competitiveness  

The Benicia Industrial Park (BIP) is a key asset for Benicia. As noted in the Economic Indicators Analysis, Benicia is fortunate to have such a significant 

industrial base. Basic industries, those that bring in wealth from outside the area, make up approximately 19% of Benicia’s employment and generate 

approximately $13.4 million in total tax revenue12 to the City annually.  

The BIP has approximately 1.5 million square feet vacant and available13 

of the total 8 million square feet in the BIP, a 15-18% vacancy. 

According to several real estate brokers interviewed competitor areas 

include Fairfield, Richmond, Vallejo and vacant buildings, which may or 

may not be in an industrial park setting but new in development and 

product offering.  

Brokers interviewed noted that the age of the industrial park is a 

challenge; many of the competitor areas have new buildings and 

infrastructure which meet current requirements of users. They also 

indicated I-5 locations are also becoming very attractive to those 

companies with inbound and outbound trucking freight. There is also 

new demand for rail served sites because of the cost of truck 

transportation (fuel).  

Inventory of available space is extremely high with over 19.8 million 

square feet of industrial space availability throughout the region14. Over 

19 Industrial Parks are directly competing with the BIP as depicted in 

Chart 8 Industrial Park Competitors. 

                                                           
12

 Tax Revenue Estimates (Sales, Property, Utility, Franchise, Business) FY 2011 Finance Department 
13

 LoopNet Search, properties 10,000-100,000 sq. ft. 
14

 Sources: Colliers International Research & Forecast Reports 
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 Chart 10  Industrial Park Competitors 

City Industrial or Business Park Location Zoning 

Fairfield Green Valley Corporate Park I-80, I-680, Hwy 12 Industrial Business Park 

  Green Valley Office Park I-80, I-680, Hwy 12 Regional & Neighborhood Commercial 

  Fairfield Corporate Commons Suisun Valley Rd, adjacent to Solano Community 
College 

Industrial Business Park 

  Solano Business Park Between Chadbourne Road and Beck Avenue Limited Industrial, Industrial Business Park 

  Busch Corporate Center I-80 and Hwy 12 Limited Industrial, Industrial Business Park 

  Tolenas Industrial Park NE Fairfield along Air Base Parkway & Peabody 
Road 

Heavy Industrial, Limited Industrial 

  South Cordelia Park I-680, along Fulton Drive  Limited Industrial 

  Gateway 80 Business Park I-80 and Hwy 12 Light Industrial  
Vallejo 39 acre site  790 Derr Street IU Industrial Use  

Vacaville Vacaville 140 I-80 Industrial Park & Ag 20 

Dixon Interstate 80 & State Hwy 113 I-80 & Hwy 113 Highway Commercial, Light Industrial, Office 

Suisun City Lambie Industrial Park/Creed Road 12 miles East of I-80 (East of Travis AFB) Zoning: MG3 | General Manufacturing, 
minimum 3 acres 

Richmond Pinole Point Business Park Atlas Road & Giant Highway Warehouse/distribution; manufacturing 

  Richmond Distribution Center 211-213 Cutting Blvd, West   

  Regatta Business Center I-580; immediate access to I-880 Industrial 

  Harbour Business Center I-580 M2 Zoning/R&D 
  Britannia Business Center 3023-3075 Research Drive   

  Point Richmond Tech Center – Ph. I Point Richmond historic downtown    

  Point Richmond Tech Center – Ph. II Point Richmond historic downtown    

Note: Bold Industrial Parks are main competitors. 
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Chart 9 provides an overview of the vacancy rates in the region for first and second quarter, 2011. Vacancy rates are an indicator of the competition in 

the market. Benicia’s main competitors also have high vacancy rates – available space for industry.  

 

Chart 11  Vacancy Rates Comparisons  

 

Overall 
Office 

Industrial/ 
Manufacturing Warehouse R&D Flex 

Overall 
Industrial 

Solano & Napa Counties 25.1% 12.4% 21.5% 15.4% 14.7% 

Benicia 1.7% 15.4% 22.0% 8.8% 18.6% 

Fairfield 31.1% 16.5% 11.4% 16.8% 12.7% 

Vacaville 28.3% 13.0% 18.0% 65.4% 17.8% 

Vallejo 10.9% 7.5% n/a n/a 5.9% 

Walnut Creek/North I-680 Corridor 1.5% 10.9% 26.3% 14.3% 13.6% 

Concord 17.5% 12.7% 6.6% 17.3% 12.9% 

Pittsburg n/a 4.2% 28.6% n/a 9.2% 

Martinez n/a 8.9% 31.3% 14.3% 11.9% 

Antioch n/a 20.7% 27.6% 14.8% 23.8% 

Oakland I-80/I-880 Corridor 15.7% 6.8% 10.3% 12.4% 8.8% 

Richmond n/a 19.7% 10.9% 8.7% 13.8% 

Oakland 11.1% 4.9% 11.1% n/a 6.9% 

Stockton/San Joaquin County 19.5% 13.4% 16.6% 19.1% 15.6% 

Sources: Colliers International Research & Forecast Reports: Fairfield: Solano & Napa Counties Q1 2011 Industrial & Q1 Office; Oakland Q2 2011 
Industrial & Q2 Office; Walnut Creek/North I-680 Corridor Q1 2011 Industrial& Q2 Office; Stockton/San Joaquin County Q1 2011 Industrial & Q1 
Office. 
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Chart 10 shows the actual square footage available. According to brokers interviewed Fairfield and Richmond are the key competitors based on the 

type and size of buildings in their inventory.  

 

Chart 12  Vacant Square Feet      

 Overall 

Office 

Industrial/ 

Manufacturing Warehouse R&D/Flex 

Total 

Industrial 

Solano & Napa Counties 1,162,881 1,574,788 4,225,322 294,835 6,094,945 

Benicia 2,142 568,160 953,139 23,042 1,544,341 

Fairfield 545,184 443,289 971,605 57,128 1,472,022 

Vacaville 145,585 208,253 814,141 87,733 1,110,127 

Vallejo 25,548 41,560 n/a n/a 41,560 

Walnut Creek/North I-680 Corridor 3,358,565 1,488,462 750,885 165,009 2,404,356 

Concord 1,130,358 808,770 17,341 117,490 943,601 

Pittsburg n/a 129,786 230,471 n/a 383,951 

Martinez 168,065 79,564 37,242 19,980 136,786 

Antioch n/a 336,33 454,050 16,801 807,189 

Oakland I-80/I-880 Corridor 5,187,382 4,363,439 5,923,578 1,204,811 11,491,828 

Richmond 703,449 1,003,606 465,760 298,533 1,767,899  

Oakland 1,881,885 1,104,276 1,181,690 n/a 2,285,966 

Sources: Colliers International Research & Forecast Reports: Fairfield: Solano & Napa Counties Q1 2011 Industrial & Q1 Office; Oakland Q2 2011 Industrial 
& Q2 Office; Walnut Creek/North I-680 Corridor Q1 2011 Industrial& Q2 Office; Stockton/San Joaquin County Q1 2011 Industrial & Q1 Office. 
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Chart 11, based on Colliers International first and second quarter report, and shows the average lease rates by county by type of facility as well as 

average lease rates by city by type of facility.  

 

Chart 13  Lease Rates (monthly rate /s.f.) 

 

Class A 

Office 

Class B 

Office Office/ Flex 

Industrial/ 

Manufacturing Warehouse R&D/Flex 

Solano & Napa Counties $2.13 $1.61 $1.59 $0.68 $0.45 $0.85 

Benicia n/a $1.78 n/a $0.65 $0.42 $0.59 

Fairfield $2.42 $1.35 $1.69 $0.68 $0.50 $0.68 

Vacaville $1.91 $1.55 n/a $0.68 $0.40 $0.80 

Vallejo n/a n/a n/a $0.35 n/a n/a 

Walnut Creek/North I-680 Corridor $2.24 $ 1.70 n/a $ 0.83 $ 0.30 $0.90 

Concord $1.89 $1.52 n/a $0.95 n/a $1.14 

Pittsburgh n/a n/a n/a $0.64 $0.35 n/a 

Martinez n/a $1.50 n/a n/a n/a n/a 

Antioch n/a n/a n/a $0.58 $0.29 $0.87 

Oakland I-80/I-880 Corridor $2.34 $1.71 $1.71 $0.57 $0.38 $0.64 

Richmond n/a $1.34 $1.34 $0.38 $0.33 $0.71 

Oakland $2.56 $1.88 $1.88 $0.38 $0.37 n/a 

Stockton/San Joaquin County $1.80 $1.25 n/a n/a $0.28-0.35 n/a 

Sources: Colliers International Research & Forecast Reports: Fairfield: Solano & Napa Counties Q1 2011 Industrial & Q1 Office; Oakland Q2 2011 Industrial & Q2 
Office; Walnut Creek/North I-680 Corridor Q1 2011 Industrial& Q2 Office; Stockton/San Joaquin County Q1 2011 Industrial & Q1 Office. 
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Besides real estate brokers, the Solano EDC has been the main entity to 

market the BIP available properties. Through industry cluster reports 

developed by Collaborative Economics, the Solano EDC promotes 

available properties to six key industry sectors – biotech & light 

manufacturing, value-added food & beverage processing, transportation-

logistics-distribution, construction production materials, research and 

development (including tech-based start-ups) and clean-tech & energy. 

The BIP has a good mix of manufacturing businesses, as noted with the 

Top 10 Employers, including manufacturing, wholesale trade, 

transportation, suppliers to major anchor businesses and emerging new 

technology businesses, such as, information technology, software, 

biotech, instruments and environmental services.  

Solano County EDC Key Industry Targets 

Biotech & Light manufacturing,  

Value-added Food & Beverage Processing,  

Transportation-Logistics-Distribution,  

Construction Production Materials,  

Research and Development (including tech-based start-ups)  

Clean-tech & Energy 
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1.6 Key Drivers of Economy & City Revenue 

Benicia’s basic industries, those that bring in wealth from outside the area, are the drivers of the local economy and the City’s tax revenue. Basic 

industries, those located at the Benicia Industrial Park, have the largest economic impact on the local, regional and state economics – these industries 

drive the “multiplier effect” – the number of times the dollar turns over in the community being spent on goods and services. The other benefit of 

business, according to Association of Government, is they typically generate more revenue than they cost a city in services. 

 

 

 

 

 

 

 

 

 

 

 

 

Chart 12  Benicia Business-Driven Tax Revenues, 2010 

 

Benicia 
Industrial Park 

Commercial 
Centers Downtown 

Sales Tax  $3,568,000 $801,765 $156,978 

Property Taxes  $4,238,434 $162,954 $294,778 

Utility User Tax (Est.) $3,987,000 $493,859 n/a 

Hotel Tax n/a n/a $279,000 

Total Tax Revenue $11,793,434 $1,458,578 $730,756 

Source: 2010 HdL Summary Sales Tax Revenue, Property Data; Est. Utility Tax City Finance 
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2.0 Benicia Economic Development Assessment Findings 
Economic prosperity is built on three economic drivers: 

Export Oriented Economy – businesses that produce goods and services that are “exported” 

out of the community, bringing new dollars into the community; 

Population Driven Economy – demand for goods and services by local residents of the 

community and who purchase those goods and services from local business (keeping dollars 

local); and 

Visitor Potential Economy – the potential of increasing the dollars spent in the community at 

local businesses by attracting visitors and ‘importing’ new dollars. 

The goal of developing a business development action plan is to increase economic activity of key 

drivers, which are referred to in this report as Economic Generators and Employment Centers. The 

City of Benicia has three distinct economic generators and employment centers that contribute to 

the City’s economic prosperity, job base and revenue for services and infrastructure: 

1. Benicia Industrial Park, the largest employment center in the city as well as the largest tax 

revenue generator to the city;  

2. Commercial Centers, the four major commercial centers and strip commercial areas, would be classified as “community serving”. These centers 

provide a majority of goods and services required by local residents and contribute significant tax revenue to the City.  

3. Visitor Destinations, Downtown, Waterfront, Historical and Arts venues are areas positioned to not only serve local residents but draw visitors to 

Benicia who spend outside dollars at local venues.  

The economic development assessment is a review of the Strengths/Assets, Challenges and Opportunities of each of the economic generators and 

employment centers in Benicia. These findings were prepared by the Consulting Team from research (Section 1.0), interviews, meetings and on-site 

tours of Benicia, July and August 2011. The Situational Analysis and the Assessment Findings are the foundational context for recommended actions, 

Business Development Action Plan, Section 3.0. The following chart, Figure 3, provides an overview of the three economic generator and employment 

centers in Benicia with Assessment Findings following: 
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2.1 Assessment Findings July 2011  Benicia Industrial Park 

Geography/Description – Benicia Industrial Park: The Benicia Industrial Park has over 3,000 acres, 8+ million square feet of built space with direct 

access off of I-680 and a direct route to I-80 via I-780. The Industrial Park also includes the area referred to as the “Arsenal”. Unique to the Industrial 

Park is the Port of Benicia, operated by AMPORTS with 640 acres and 140,000 square feet of buildings. The Port’s deep-water pier which can berth 

three vessels at the same time and a pier owned by Valero. Operating depth is 38 ft. MLLW. Rail is provided by Union Pacific Railroad. 

Strengths/Assets – Benicia Industrial Park  
 Industrial Park -– The City of Benicia, a community of under 30,000 in 

population is fortunate to have such a large Industrial Park with over 450 
businesses and 6,500 employees. This contributes to Benicia’s low 
unemployment rate of 7.5%

15
 as compared to the State’s 12.1% and Solano 

County’s 12.0%, June 2011. 

 Available Space – Approximately 900,000 to 1.5 million sq. ft. is available for 
lease in the Industrial Park, with sizes ranging from 10,000 to over 100,000 
sq. ft. and lease rates slightly below average for Solano County

16
. There is a 

variety of space available from older industrial to newer, more modern 
warehouse and warehouse/office and some R&D. 

 Location, Access & Transportation – easy access to Napa, Fairfield and across 
the bridge from Contra Costa and East Bay markets. Served with easy access 
to I-680 and I-780. 

 Port – an inland, non-congested port with ability to handle up to three 
vessels at a time. Rail availability is noted but needs to be verified as to actual 
service, locations and delivery.  

 Existing businesses – There are anchor businesses, i.e., Valero, that draw 
supplier companies. There is also a strong and stable mix of businesses in the 
Industrial Park, large and small.  

 Safety – businesses interviewed valued the safety and security of the park. 

 Labor – According to interviews with businesses the quality of the labor living 
and working in Benicia is ranked very high. There is a high level of 
professional also living in Benicia and traveling to the surrounding metro 
areas. There are several workforce development and community college 
programs to work with businesses on building specialized skilled sets. 

 Job Rich Community – Although many Benicia residents commute to work 
outside of Benicia, the City of Benicia imports workers, which bring additional 
dollars to the community. Businesses interviewed estimated 50% of their 
employees live in Benicia, with the other 50% commuting to Benicia.  

 Business Climate – “Business climate” is typically a reflection of a 
community’s desire and actions to support business. A number of factors 
indicate that the city is supportive of business – General Plan goals, 
championing the tourism initiative, capital investment in downtown and 
historical venues, and contracting the business services of SBDC and Solano 
EDC. More recently the City has become more proactive as it relates to 
businesses in the Industrial Park, meeting with businesses and brokers. 

 Benicia Industrial Park Association (BIPA) – The BIPA under the umbrella of 
the Chamber is organized to work with businesses at the park, new 
businesses coming in, as well as with the City on the needs of businesses at 
the park and to ensure the quality of the park is maintained to attract new 
users.  

 

                                                           
15

 Labor Force and Unemployment, California Employment Development Department, LMID, June 2011 Data 
16

 LoopNet, Aug 2011, Industrial Space Search, space available 10,000-100,000 sq. ft. – results 18 facilities/spaces, total 869,344 sq. ft. and Colliers Reports, Section 1.5 Industrial Park 
Competitiveness. 
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Challenges / Weaknesses – Benicia Industrial Park  

 Loss of Businesses & Employees – The number of businesses at the Industrial 
Park has decreased from 600

17 
to the current 452 businesses and from 7,000 

to 6,500 employees since 2006
18

.  

 Business Consolidation – A challenge, which is beyond the control of the 
City, is business consolidation, businesses deciding to consolidate divisions 
and departments into one location, which may or may not be in Benicia – this 
is a reality of economic times. However this could be an opportunity – 
companies looking to consolidate in central location to reduce costs. 

 Business Climate – Although shown as a strength, there is a perception by 
businesses in the park, and businesses that serve businesses in the park, that 
the City is not demonstrating with “actions” that the Industrial Park or the 
businesses contributing tax revenue are priorities.  

 Age of Buildings – Though the available space is noted as a strength, 
according to Brokers interviewed a challenge for the Benicia Industrial Park is 
that the building and infrastructure is older. Many of the buildings do not 
meet the requirements of many businesses seeking space in today’s 
marketplace, i.e., clear height. Also a challenge for older properties is their 
cost competitiveness to newer buildings in newer parks. According to Colliers 
Market Data Reports, average lease rates in Benicia are slightly lower than 
Fairfield ($.65/sq. ft. average Benicia versus $.68/sq. ft. avg. Fairfield) and 
there is also a high vacancy rate in Fairfield for industrial space with over 1.4 
million sq. ft. available. According to the Solano EDC, recent inquiries seeking 
manufacturing space have selected West Sacramento vs. Solano County 
because of cost. 

 Infrastructure – Both brokers and existing businesses list infrastructure as a 
weakness of the Park, particularly streets (flooding), cell/broadband service 
and “curb appeal” (attractiveness of park to new tenants, entry points). 

 Rail – Business location in today’s market will be about reducing cost. 
Trucking transportation is a major cost for many businesses and they are 
looking at alternative methods to reduce those costs, i.e., using rail for 
inbound and outbound products. Benicia has rail service, but it is not clear 
from research and interviews, how many rail-served sites are available and 
operating. This would have to be verified with the rail company. 

 Formal Retention Program – The former Economic Development Manager 
scheduled Green Team Visits to BIP businesses with the Chamber Director 
and a member of the Planning Department. These have been on hold. 
Recently staff has started to reach out through one-on-one business 
meetings.  

 Marketing Materials / Economic Development Website – Benicia is served 
by several large brokerage firms who provide quality flyers on specific 
buildings, however, the city has limited marketing materials on why Benicia is 
the location for R&D, light industrial or heavy industrial – from brochure to 
maps. Finding economic development and related information on the city’s 
website is a challenge in itself and material currently posted is out-of-date. 
Linkage to other sites could be beneficial.  

 Competitiveness – One of Benicia’s biggest challenges is the overall 
competitiveness of the industrial park. Compared to other industrial parks 
and available facilities, Benicia’s product is older (both facilities and 
infrastructure) and does not necessarily meet the needs of today’s 
businesses. Both Fairfield and Richmond have more modern facilities, nicer 
park settings, fiber technology and competitively-priced lease rates. 
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 Benicia Community Profile March 2006, City Website 
18

 Source: 2007 Economic Development Strategy, 2006 Economic Profile and Current City Data (Economic Development Division) 
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Opportunities – Benicia Industrial Park  

 Economic Opportunity – The Benicia Industrial Park (BIP) is the economic 
engine of the City. It is the key driver of the City’s taxable sales and revenue. 
The BIP’s large employment base also supports business throughout the City, 
providing goods and services to employees and visitors to the BIP. 

If the BIP were to gain back the almost 500 jobs that have been lost since 
2008 (a high of 7000 employees) the economic impact could be significant. 
The economic impact of a manufacturing job (considering direct, 
intermediate and induced impacts) averages $100,000 to $150,000 per 
manufacturing worker in a community. That equates to a potential 
$106,250,000 economic impact for Benicia.
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 Business Attraction Opportunity – The good news is over the past six months 
there has been an increase in market activity for space – Benicia has over 1.5 
million sq. ft. of space available to attract new businesses. 

 Business Consolidation is a major industrial trend. Although a challenge it 
can also be an opportunity – providing space and location solutions for those 
businesses considering consolidation could be a competitive advantage.  

 Business Expansion Opportunity – Considering the large existing business 
base at the park, even with the down economy, some of these businesses 
may have expansion opportunities or other issues/opportunities where the 
City, through a formal Business Retention/Expansion Program could assist.  

 Infrastructure – The time is now to address the infrastructure issues of the 
Industrial Park, even if it is with a long term plan detailing what can and will 
be done to improve streets and flooding. What business wants to know is (1) 
they are being heard and (2) something is actually happening on some 
timeline.  

Note: The City did take action on the Broadband issue, BIP Broadband Survey 
Report, July 22, 2010 and meetings with carriers. This is a continuing priority 
for the park. “Curb appeal” – Amenity improvements would go a long way to 
improving the appearance of the Industrial Park, particularly at key entrances 
and along the freeway – help make the Park look fresh and not “older 
inventory.” 

 Go to Person – The time is right for the City to have a point person for the 
BIP and industrial businesses. The go-to person that businesses in the park, 
brokers and others call for issues or expediting projects. That person needs to 
have the authority, with the City Manager, to pull teams together to expedite 
and service projects. 

 Collaboration – There is opportunity to work closely with and engage the 
Chamber of Commerce and the Benicia Industrial Park Association as well as 
brokers and property owners in marketing the park. 

 Regional Economic Development Organizations – There are a number of 
regional initiatives, which may be opportunities for the City, such as, Solano 
EDC business attraction efforts, the East Bay iHubs are working with regional 
technology firms, whose service maybe appropriate for Benicia businesses 
and the Workforce Development Board just completed a Regional Innovation 
Cluster Strategic Action Plan to address working with cleantech and water 
technology businesses. 

 Economic Development & Sustainability – Opportunity to align economic 
development and environmental sustainability so as not to have conflicting 
goals. Use the opportunity to develop a “business tool” program for the Park 
businesses. 

 
 

See Section 3.0 Business Development Action Plan for recommendations. 
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 Vacant Space Economic Impact Potential - Manufacturing worker impact, est. 1,000 sq. ft./worker and average $130,000 generator/workers. 
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2.2 Assessment Findings July, 2011  Downtown Benicia and Tourism 

Geography/Description – Downtown Benicia & Tourism: Downtown Benicia is Benicia’s core commercial, civic, cultural and social center. It is 

approximately one mile or 12 blocks long with First Street as ‘Main Street.’ It extends from the joining of Military West and Military East on the north 

to the pier at the end of the peninsula to the south. 

Strengths/Assets – Downtown & Tourism  

 Several documents guide downtown actions including the Downtown Mixed 
Use Master Plan (2006) and Tourism Marketing Plan (2008). 

 Benicia Main Street spearheads downtown promotion and other efforts and 
organizes and manages 27 events a year. 

 City’s support of downtown has been significant, with hundreds of thousands 
of dollars in investment over the last 5 years, including street/lighting 
maintenance, wayfinding signage and development of the pier and currently 
spearheading a BID feasibility study. 

 City’s support of tourism has also been very strong, >$300,000 for Wolf 
Communications, public relations, advertising support. City also has ongoing 
investments in heritage tourism resources — both of historic properties and 
organizations promoting history. 

 City’s $3 million contribution to preserve and restore the historic Commanding 
Officers’ Quarters (COQ) is a benefit not only for Benicia’s history but also as a 
potential economic generator for special events, meetings, etc., depending on 
the final usage of the building.  

 Downtown is uniquely situated on a peninsula in Carquinez Strait with a 
panoramic view at the tip. It is an exceptional business location with views of 
water from many downtown vantage points. 

 Diverse multi-faceted marketplace: local residents, area employees, visitors 
and highway travelers/business visitors

20
. 

 In addition to arts, there has been a growing retail element in the Arsenal 
including clothing, furniture, and consignment stores. 

 Downtown makes a very positive impression with recent streetscape 
improvements, on-street parking and most properties in good condition. 

 Benicia is becoming positioned as a Bay Area visitor draw — especially for 
day trips (arts, history, shopping) 

 Arts Benicia is a focal point for the local artist community (400 in town), 
though only a few studios are organized for drop in visitors. The organization 
is very eager to build bridges and collaborate with Benicia businesses, 
downtown, visitor attraction, industry, etc. 

 There are many vital, quality specialty businesses and restaurants to cross 
promote. For example, Main Street identifies 22 dining establishments that 
together make downtown a destination for eating and entertainment — 
attracting visitors, employees and residents in the area. 

 Main Street reports a 92% ground floor occupancy rate, which is very good in 
the current economic climate. 

 Benicia Main Street historically has had strong public and private (EX: Valero 
Oil & Allied Waste) partners/funders. 

 Depot Visitor Center is open 7 days a week with increasing numbers of 
visitors. In June 2011, 1,554 people were counted.  

 Tourism Committee was formed in December 2008 and with City staff 
support seeks to coordinate all local visitor attraction efforts. 

 There are buildings and site, such as the Majestic Theatre, that are important 
assets for downtown.  
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 Retail Market Analysis, Appendix, reports market demographics 
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Challenges – Downtown & Tourism  

 Local retail market area population is relatively small (27,000 City, 87,500 in 
5-mile radius) and is not growing. 

 Benicia’s small local market and the significant nearby retail chain store/big 
box selection in Vallejo, Concord and Walnut Creek challenge it to create a 
critical mass of comparison retail to retain local shoppers

21.
 

 Main Street organizations typically focus on filling vacancies and developing 
properties (through their Economic Restructuring Committee) as well as on 
community events and retail promotions (through the Promotion 
Committee). Although downtown Benicia has a well-developed Promotion 
Strategy, Economic Restructuring appears to be lagging. This includes the 
need to align available retail space with business targets and pursue business 
attraction and expansion campaigns. 

 City and Main Street staffs share business visitation activities. More clarity is 
needed on who does what, the method and process, follow-up, deliverables 
and expected results. Other organizations like the Chamber of Commerce and 
Small Business Development Center can play an active role as well. 

 Downtown needs to clearly distinguish itself and create a market position as a 
unique waterfront specialty shopping and entertainment district within the 
region. 

 Lack of unified leadership among business and property owners, with 
unrealistic expectations of City government for managing and spearheading 
change in the district. EX: Many would like the City to compel downtown 
businesses to work together. Many believe the City is putting too much 
emphasis on tourism; others believe the City should be putting significantly 
more resources toward tourism. 

 Mixed expectations by the EDB and business owners are evident about what 
role the City should play in attracting and supporting businesses downtown. 
Some believe this is Main Street’s charge and that the City should focus on 
industrial; others place limited value on industrial and want the City to focus 
on First Street business. 

 Long linear nature of First Street is challenging for shoppers to navigate. The 
adopted Downtown Master Plan, Sept 2007, addresses notes of designated 
activity, creating ‘sense of place’ and use of public place which would 
provide a sense of ‘breaking up’ the long linear feel. 

 Unclear who is ‘in charge’ of tourism marketing/development, except that 
most stakeholders do not see the Chamber in this role. City manages the 
Tourism Committee and consultant contract; Main Street runs downtown 
events; Benicia Historical Museum organization runs Camel Barns/Museum; 
Arts Benicia focuses on arts events/activities; and the City contributes to 
historic and downtown organizations. 

 Coordination among organizations involved with downtown and tourism 
occurs ‘on paper.’ In reality, it appears that organizations are very focused 
on their own agendas and communication is sometimes challenged. The 
recent bus tour is a good model for future cross-promotion among local 
visitor assets. 

 A divide exists between ‘old timers and new comers’ as expressed by 
multiple business owners. The division is reflected in differing priorities and 
the limited ability to work together in a unified fashion. 

 Visitor spending within Solano County has declined in recent years (Source: 
Dean Runyan) and will hopefully turn around with increased advertising and 
marketing. 

 Benicia’s visitor brand (A Great Day by the Bay) is focused on day trips, 
which are very important. Yet, overnight visitors are known to spend up to 
3X more at a local destination. As one example, Benicia’s Transient 
Occupancy Tax (TOT) collections were declining rapidly in the 2006-2009 
years from $249k (06-07) to $228k (09-10). The new Holiday Inn has helped 
boost TOT up to $279k (10-11). 
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Opportunities – Downtown & Tourism 

 Benicia is becoming known as a unique visitor destination and is beginning to have brand recognition in the very large Bay Area marketplace. Promotion should 
continue to build and expand the brand. 

 There is a need and a desire among some local organizations to better connect the tourism pillars  Art, History, Shopping and Dining  to capitalize on 
opportunities and promotional efforts. 

 Restaurants are a key downtown draw for both visitors and locals. Organized promotions of the restaurant cluster can be another important building block for 
customer traffic in downtown Benicia.  

 Downtown Benicia has the opportunity to position itself as the region’s one-of-a-kind, locally owned business district  the antidote to homogenous big box 
shopping. Over 90% of downtown businesses are locally owned and operated.  

 The Retail Market Analysis identified significant retail leakage in categories where downtown has a good start at a business cluster and is poised to expand: 
Apparel, Specialty Retail (EX: Kitchen Shop, Running Store, Fabric Arts), and Home Furnishings. These are ‘best bets’ for a business development and attraction 
program for downtown Benicia.  

 The southern end of downtown could be a potential location for a convenience grocer.  

 Now that the tourism initiative has been seeded and being moved forward, the time is opportune for a focus on Downtown business expansion/attraction 

opportunities  fill niches in the categories identified above as a start to business attraction.  

 

See Section 3.0 Business Development Action Plan for sample targets and recommended business development approach.  
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2.3 Assessment Findings, July 2011  Benicia Commercial Base 

Geography/Description – Commercial Base: In addition to downtown, Benicia has four commercial shopping centers, not counting downtown: 

Southampton, Rose, Solano Square, and Parkway Plaza. The centers range in size from 30,000 sq. ft. to 160,000 sq. ft., in age from 1980s to 2007 and in 

vacancy rate from 2% to 31%.22 

Strengths/Assets – Commercial Base Challenges – Commercial Base 

 Very good selection of convenience goods merchandise in Solano Square and 
Southampton Centers in particular. 

 Household incomes are well above the state average—attracting attention 
from expanding retailers.  

 Over 1,600 businesses (including industrial park) and almost 13,000 
employees in the City of Benicia

23
 — a very strong daytime marketplace that 

supports/expands the local resident market. 

 Solano Square and downtown Benicia are nearly adjacent providing the 
opportunity for cross-marketing and connecting customers, promotions and 
activities. 

 The City enacted a Vacant and Foreclosed Property Ordinance (2008) to 
require maintenance of vacant, neglected and foreclosed properties 
(commercial, residential, etc.) and help ensure that their appearance is not a 
deterrent to their surrounding neighborhood. 

 Limited residential growth may limit retail attraction. Retailers focus mainly 
on ‘rooftops’ not visitor numbers in making location decision. 

 Retail competition is significant within a short drive, especially for comparison 
goods shopping, i.e., major regional centers. 

 Retail vacancy rates are uneven at shopping centers throughout town; help 
may be needed to ‘fill gaps’ or reposition centers in lagging locations. 

 City’s role in supporting and assisting Benicia’s shopping centers and 
commercial space outside of downtown appears to be very limited and is not 
defined.  

 Commercial incentives are minimal. This could be a competitive disadvantage. 
(Note the City has had incentive agreements in the past). 

 The City does not have an organized retail recruitment effort to fill retail gaps.  

 Benicia has limited commercially zoned developable acreage
24

 to 
accommodate large format retailers, chains and/or big box stores. Benicia’s 
niche, with their downtown and neighborhood shopping area, is in the 
smaller, unique and niche businesses who can utilize or adapt existing space 
for their operations. As noted in the recommendations any commercial/retail 
attraction plan will need to be focused on existing space. 
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 Benicia Commercial Center Overview, Appendix 
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 Business Data Source: InfoUSA 
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 2007 Economic Development Strategy identified 55 total acres, with most being located in the historic Arsenal area not ready for development 
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Opportunities – Commercial Base 

 Retail leakage in Benicia’s 5-mile market area is $341.7 million (2010)25, or the equivalent of 1.39 million square feet of commercial space. 
According to the Retail Market Indicators report there is sales leakage in all merchandise categories except Home Improvement. Largest gaps are 
General Merchandise, Restaurants and Grocery. If Benicia focused on capturing just 10% of that leakage, it would equate to approximate 139,000 
square feet.  

 Downtown Benicia and Benicia’s commercial strip centers have many small size spaces available to accommodate specialty businesses. This is a 
prime opportunity to promote in concert with a marketing emphasis on Benicia as the ‘Home of Small Business’ or the ‘1st Choice for 
Entrepreneurs.’ With the average locally owned specialty/boutique store at <2,000 sq. ft. and a specialty grocery at about 15,000-20,000 sq. ft., 
several businesses could easily absorb the demand noted above. 

 As with Downtown, working with partners (Chamber of Commerce, strip mall managers, Main Street) a commercial business retention and 
recruitment program could be implemented focused on small, unique, quality retail/service businesses to fill vacant spaces.  

See Section 3.0 Business Development Action Plan for recommendations. 
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Benicia Business Development Action Plan | March 2012 39 

 

3.0 Business Development Action Plan 
Based on the findings from Section 1, Situational Analysis, and Section 

2, Assessment Findings, Section 3.0 is the recommended Business 

Development Action Plan.  

The Business Development Action Plan does not replace the 2007 

Economic Development Strategy but is an addendum focused on 

actions related to providing direct services to businesses and increasing 

the “business development activity”, which will result in economic 

activity and revenue to the City. It is critical that jobs, investment, 

economic growth and competitiveness lead Benicia’s agenda during 

these difficult economic times and budget challenges. 

The Business Development Action Plan outlines specific action 

initiatives and tasks for each of the economic generators and 

employment centers:  

Action Initiative 3.1: Benicia Industrial Park  

Action Initiative 3.2: Downtown 

Action Initiative 3.3: Tourism  

Action Initiative 3.4: Commercial Centers  

Recommended actions include continuing some current efforts to 

starting new and more aggressive programs, such as, business 

attraction. Each Action Initiative outlines why it is important to the 

local economy, current and existing efforts and recommended actions 

which address the opportunities and/or weaknesses identified in 

Section 2.0 Assessment Findings.  

Section 4.0 provides recommendations for implementing the Business 

Development Action Plan.  

Before reviewing the Action Initiatives, however, there are two 

overriding “catalytic” strategies/changes that Benicia needs to 

address to see successful economic return on the City’s time and 

investment, as well as support Benicia’s overall quality of life.  

Catalytic Strategies for Success 

1. Realign the economic development priority to the Benicia 

Industrial Park  identified in the General Plan, “Attract and retain 

industrial facilities that provide fiscal and economic benefits to – 

and meet the present and future needs of – Benicia.” Refocus 

greater percentage of staff time and resources on the Benicia 

Industrial Park. The Industrial Park is the key economic driver in 

the City. It needs to be preserved and enhanced to increase 

economic prosperity and raise revenue for City to support the 

quality of life for its residents.  
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2. Adopt mantra “Working Together to Achieve Results”.  

The City seeded critical work and programs around Tourism and 

Downtown and continues to provide significant investment and staff time 

in programs and capital improvements.  

With budgets decreasing and critical decisions needing to be made for 

investment, it is time for all the stakeholders and organizations wanting to 

participate in Tourism/Downtown activities, which are interlinked, to 

come together in a spirit of cooperation and collaboration.  

Leadership and responsibility are needed across all organizations and 

among different points of views for a collaborative “Visitor Attraction” 

initiative, working together to achieve results. 

As the Economic Development Board, Council and City staff reviews, 

prioritizes and implements the Business Development Action Plan, it is 

important to consider the current needs given current economic 

conditions for long-term economic prosperity. This Business Development 

Action Plan focuses on the Key Drivers of the Economy. The largest 

economic impact is generated by the Benicia Industrial Park, followed by 

the commercial centers26 that provide goods and services to residents of 

Benicia.  

Visitor attraction efforts are a key part of Benicia’s identity bringing new 

people to visit the arts, history, waterfront and downtown bringing 

‘outside’ dollars to the City.  
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 Data Source: Commercial Brokers, LoopNet, Google Earth July 2011 
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Action Initiative 3.1: Benicia Industrial Park 

Why Benicia Industrial Park is Important: 

• The City has an excellent industrial base. Industrial businesses provide the highest economic impact multipliers to a community as well 

as typically generate revenue in both property and business-to-business sales taxes. 

• As noted in Section 1.6, 47% of the City’s Budget is derived from business-driven revenue. Of the total business-driven tax revenue, 

$13.9 million, 84% of the revenue (sales, property, and utility) is directly attributed to business activity at the Industrial Park, which 
supports 39% of the City’s annual budget.  

• New industrial users can generate on average $130,000 per worker economic impact.  

• The Industrial Park is also a major employment center for the City of Benicia.  

• Throughout the economic downturn the Industrial Park faired relatively well. With a 25% decrease in the numbers of businesses there 

was only a 7% decrease in employment and an expansion of industrial space from 6 million to 8 million sq. ft. Still, there is almost 1.5 
million square feet available for expansions or new users.  

Current Efforts for the Benicia Industrial Park: 

• City Manager and Acting Economic Development Manager meeting one-on-one with businesses in the Park; 

• Meetings organized with Solano EDC and real estate brokers regarding best methods to market the Park and service existing 

businesses; 

• City completed a Broadband Study in July 2010 and have continued to meet with service providers to address the issue of quality 

broadband service at the Industrial Park; 

• Numerous CIP projects have been planned, funded or are underway including street resurfacing (2012 Industrial Way Overlay-$600K, 

2013 overlay/patching $300K representing 50% of the discretionary funding for street resurfacing, water maintenance, sewer repairs, 
storm drain cleanings, trash removal and street signs27. 
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 June 7, 2011 Letter to BIPA President Subject: Industrial Park Information Request 



Benicia Business Development Action Plan | March 2012 42 

 

Recommended Actions for Benicia Industrial Park: 

1.0 Business Retention/Expansion Program28. Initiate a formal business retention and expansion call program to businesses in the Park (Business is a 

Priority Program).  

1.1 As the Park is large with over 450 businesses, segment the Park to 

economic hubs to facilitate calls (staff has developed an initial map 

segmenting the Park).  

1.2 Use Executive Pulse Business Intelligence System as the customer-

relation database and communications platform29. 

1.3 Coordinate program with Chamber’s Benicia Industrial Park Association 

(BIPA) and BizNet. Also there could be an opportunity to partner with 

Workforce Investment Board of Solano County. Also inform Solano EDC 

and SBDC on program implementation. 

1.4 Prepare a package of the business assistance programs available (some 

of these programs will be provided by partner organizations and will 

require some meetings to identify how their resources can be brought 

to existing businesses in Benicia), such as: 

 Access to capital – loans, angel, venture and other non-traditional 

financing 

 Business counseling 

 EB-5 Visa program 

 Innovation programs, research development, commercialization 

 Workforce development, hiring or incumbent workers 

 Permitting Assistance 

 Deferred fees or structured fee payments 
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Note this action incorporates the Business Retention/Recruitment Subcommittee Goal #1 & #4. 
29

 ExecutivePulse, http://www.executivepulse.com/ 

Benicia Industrial Park 

Preliminary Economic Hub Designations 
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1.5 As part of the Business Retention Program, “Business is a Priority Program”, the city should identify those companies incurring State Use 

Tax (purchase of equipment, materials and fixtures from out of state) and initiate a Business Cooperation30 review, which designates 

Benicia as the first function use of the equipment. 

1.6 As part of the Business Retention & Expansion Program, align economic development program with sustainability strategy so as not to be 

in conflict with goals as well as avert any perception of new regulations or business risk.  

 Institute a direct service program, BIP Sustainable Management Program that supports and assists businesses in the Industrial Park 

with initiating sustainability practices and developing a company Sustainability Plan. A specific BIP Sustainable Management Program 

would:  

o support businesses with a value-added service,  

o create collaboration with the Chamber’s BIPA and Green Business Committee31 and  

o align economic development services with the City’s Climate Action Plan.  

 Review program outline32 with VIP/GNSC for funding (see Appendix BIP Sustainable Management 

Program). 

 Formalize the program to be offered to businesses at the Industrial Park (a service to assist the 

businesses with planning and implementing their sustainability strategies). 

 The City should also provide grant funds (from the VIP/GNSC Agreement) to businesses to 

implement sustainability recommendations and actions, i.e., landscaping, recycling, energy 

efficiency or other programs/training. Work with VIP/GNSC on creating a Sustainability Set Aside 

Fund for BIP businesses. 

1.7 In addition to the sustainable business assessments, perform a sustainable landscaping assessment of 

the Industrial Park for opportunities for “curb appeal” improvements. 

1.9 Green Business Projects, work with the Chamber to identify businesses that may be developing new 

green products that may need assistance in the development or launch phase of the businesses. 

Review with VIP potential for a grant/loan program for new green product development assistance.  
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 Business Cooperation Program, City of San Jose http://www.sjeconomy.com/bcp/overview.bcp.brochure.pdf 
31

 The Chamber of Commerce has formed a Green Business Committee and will be initiating a Green Recognition Program similar to the Lafayette Green and other Bay Area programs. 
32

 BIP Sustainable Management Program Outline 
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1.9 Promote the Business Retention/Expansion program and the businesses through a new economic development website.  

1.10 Coordinate with BIPA on an electronic newsletter and LinkedIn Group.  

1.11 Initiate a business recognition program. Institute a formal presentation (10-min) of the company, their products, employees and 

contributions to the City starting with the top 20 business that have the largest economic impact on the City Presentation should be made 

to the Economic Development Board and the City Council 

2.0 Industrial Park Competitiveness. The EDB Retention & Recruitment Committee, in collaboration with staff and the Benicia Industrial Park 

Association (BIPA), should lay out a “competitiveness plan” for the Industrial Park33. As noted in Section 1.5 Industrial Park Competitiveness the 

Benicia Industrial Park is competing with multiple available sites and buildings in over 19 industrial parks within the region. According to real 

estate brokers, many of these parks have newer buildings at very competitive lease rates (see Chart 11, Section 1.5). Also, brokers and existing 

businesses interviewed indicated because of the age of the park there are three primary infrastructure issues that are of concern to existing 

businesses and potentially new businesses – street conditions (i.e., flooding), broadband and curb appeal. The Industrial Park’s competitiveness is 

important to both the retention of existing business and the attraction of new businesses. The competitiveness plan should encompass: 

2.1 Infrastructure  

 Re-start the Benicia Industrial Park Needs Assessment Committee, which previously had two representatives from the EDB, two from 

the BIPA and one-at-large. This committee, or the representatives, could become members of the Retention & Recruitment 

Committee. The Committee should review and update the infrastructure needs report (prepared in 200934), identify priorities and 

potential funding sources (such as, CDBG).32 

 Coordinate completing a more in-depth infrastructure evaluation and assessment which would determine the lifespan and capacity of 

all BIP infrastructure, transportation, sewer, water, utilities, broadband, etc. 

 Review and determine next steps of the completed Broadband Study to begin resolving the issues – broadband is a critical 

infrastructure for all businesses. 

 This could become a disincentive for existing and new businesses at the Industrial Park.  

 Discuss with broker’s the “curb appeal” issue and best methods to address critical locations for improvements. 

 Receive input from BIPA on other services, issues and opportunities at the Industrial Park, such as, safety. During interviews businesses 

commented on the safety aspect of the Industrial Park, the businesses appreciate the dedicated service of the city to provide security 

at the Industrial Park, it is highly valued. This could be a key selling point for the Industrial Park. Safety and security are major concerns 

for most businesses.  
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 Note this action incorporates the Business Retention/Recruitment Committee’s Goal #2 & #3 
34

 Reports of infrastructure needs and priorities were developed in mid-2009 and capital improvements are listed in the City’s Capital Improvement Program (CIP).  
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 Depending on the outcome of redevelopment in California, creating a redevelopment for the BIP should be investigated. 

2.2 Streamline Permitting Process 

 Identify specific actions/commitments that will create competitiveness by being more responsive to business. In particular, pledge 

certainty in the permitting process and streamlining the permit process.  

 Form a permit streamlining task force which would include City Planning, Building Official, ED Manager and real estate brokers to 

recommend improving the efficiencies of the permitting processes (administrative and discretionary) and increasing internal 

coordination.  

 For the priority buildings to be marketed (top 10), Task Force should tour and review these buildings to assist the ED Manager in 

identifying allowable uses and providing any comments that would assist in marketing the buildings Institute any “pre” actions to help 

shorten the timeline for permit and location.  

 Create a “14 days or less” permit pledge/process for pre-permitted uses for buildings in the BIP. The streamlined process should be 

promoted as faster than any one in Solano County or the East Bay.  

 The Task Force would review current processes, develop recommendations for efficiencies for permitting uses in the BIP, create Plan 

Check Flow Chart, which designates how permits (for permitted uses) will be issued in 14-days35 and identify any other potential 

methods to reduce time. Take recommendations to EDB and Council. 

 Post 14-Day Plan Check Flow Chart on City website along with the CEQA Guidelines (posted now). 

2.3 Sites / Buildings  

 Inventory and prioritize the existing buildings to determine the best use for the building (which should be tied to the permitting task of 

reviewing buildings for expedited permits). Also identify those that may need maintenance or curb appeal improvements, which 

should be referred to the BIPA for action. These buildings would then be aligned to prospects for Business Attraction. 

 Inventory sites which are rail-served. Contact rail provider to ensure that rail service is available to the building and any requirements 

for service. 

2.4 Business Resources / Incentives 

 This action would be started with the Business Retention Program but is also needed for the Business Attraction program, 

documenting all the resources available to businesses (list of resources is included in 1.0 Retention & Expansion Program). 

 Prepare any documentation or criteria for incentives, such as, fee deferral programs or Business Cooperation assistance. 
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 Sample Plan Check Flow Chart, http://www.ci.porterville.ca.us/depts/CommunityDevelopment/documents/Flowchart_Final.pdf 
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 Schedule meetings with regional and state organizations on opportunities to leverage existing programs and initiatives, such as, 

Innovation Hubs (iHubs) – how can Benicia tap these resources for their business retention/expansion program as well as attraction 

program. 

2.5 Website 

 Develop a stand-alone economic development website with updated information, overview of the Benicia Industrial Park and featured 

properties and buildings, maps, permitting process and other key information for businesses. This website should have a separate URL 

but linked to the City’s main website.  

 Recommend using the EDsuite36 economic development website platform, an easy to use website platform that has: 

o Content Management System, allows staff to manage all content, 

o Community Profile, 

o Custom Profile Builder, 

o News & Press Release, 

o Site & Buildings Database, 

o On-line Proposal System and 

o Mobile Website Option 

 Remove and update data and reports on City’s main website. Currently there is out-of-date information residing on the website. 
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 EDsuite, http://www.edsuite.com/EDs/ 
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3.0 Initiate a Business Attraction Program  

3.1 With the existing vacant space of over 1.5 million sq. ft. there is opportunity to structure an aggressive 

and proactive attraction program. It will require some initial meetings with key stakeholders, BIPA, 

brokers, owners, Solano EDC, etc. to identify who is doing what and where the best opportunities exist 

for attraction.  

3.2 The Business Attraction Program should be built on Business Attraction Marketing principles 1) Product 

available to new businesses (buildings); 2) Targets – who is mostly likely candidate to locate and 3) Benefit 

to that business for locating in Benicia. Basic steps are listed below: 

 Buildings – inventory all available space; obtain flyers sheets and floor plans from brokers. As noted 

in BIP Action Plan 2.2. Permitting, at minimum do “walk-throughs” of building to determine 

readiness for permitting. 

 Targets – Because Benicia is mainly marketing available buildings, the buildings should be aligned 

with potential targets. Solano EDC has identified target industries (Section 1.0) BioTech, Food & 

Beverage, Transportation, Construction, Research & Development and Clean-Tech. It will be best to 

match buildings to certain industry type users within these categories as well as identify potential 

value chain or supplier industries that support existing businesses, such as the new CODA 

operations. Many communities conduct separate target industry analysis to facilitate identifying the 

target and business case of why the business should be located in Benicia. After the targets have 

been identified and business case developed, a marketing campaign and call program on those 

specific targets can be initiated.  

 Targets – Benicia is fortunate to have an active real estate broker’s network to work with on this 

effort as well as involving the BIPA who could assist in identifying targets that could be key suppliers 

to businesses in the park (including the Health Clinic, identified in 2009, which may or may not still 

be a priority of the businesses). 

 Business Benefit - Create, prepare and develop marketing pieces (also post on website) 

o Business Resource and Assistance Programs/Policies (this is included in Retention and 

Competitiveness), 

o Expedited permitting policies,  

o Maps and flyers on priority buildings to market; 
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o Business case (why a business should locate in Benicia), 

o Develop key selling points – product, access, cost, safety, workforce, local initiatives.  

 Selling the benefit. MetroComp37 is a software model that can compare a business’ annual operating costs in Benicia to competitor 

areas. This can be very useful to demonstrate the cost advantages of a location in the Industrial Park plus other advantages provided 

by the city.  

 Prepare a marketing campaign schedule, procedures and define roles and responsibilities of all involved. 

4.0 Document, report and publicize City activities and results of industrial retention, expansion and recruitment to EDB, business owners and other 

key stakeholders. 

Lead Organization 

Collaborators:  

Expected Outcomes of 

the BIP Action Plan:  

City of Benicia 

Benicia Chamber of Commerce, Benicia Industrial Park Association, Solano EDC & Real Estate Brokers 

Create a reputation for a proactive, business oriented (retention and attraction) program; create plan and 

timeline for infrastructure development; through business calls retain and expand existing businesses and 

attract new tenants to the Industrial Park. 

 

 

                                                           
37

 MetroComp, developed by Applied Economics, http://www.appliedeconomics.net/impact.html  Appendix 11 

http://www.appliedeconomics.net/impact.html%20-%20Appendix%2011
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Action Initiative 3.2: Downtown 

Why Downtown is Important: 

• Downtown Benicia is the community’s main destination for visitors and local residents —the Waterfront, Shopping/Dining and History 

are all key tourist attractions. Downtown is also the heart of the community and closely linked to Benicia’s identity. Although 
downtown is a relatively small contributor to sales/property tax revenues compared to the Industrial Park, its health and vitality have a 
significant impact on business location decisions and contribute to Benicia’s quality of life.  

• Downtown was identified as one of the key priorities in the 2007 Economic Development Strategy: Support and Maintain Downtown 

as the Community’s Core. This is still relevant today. 

Current Efforts in Downtown:  

• Benicia Main Street is one of only 25 certified California Main Street Districts that follow the Four-Point Main Street approach. The 

Four-Point Main Street program approach focuses on Design, Organization, Promotion and Economic Restructuring. The City provides 
a significant annual operating contract to Benicia Main Street (which is unusual for many Cities, Main Street are most often funded by a 
BID and membership). 

• Benicia Main Street is the primary customer marketing organization for downtown and the community at large with 27 events 

annually.  

• The City of Benicia’s annual financial support for downtown through Benicia Main Street ($127,000/annually) remains strong though 
contributions are declining with City revenues as a whole. 

• The City has made significant capital improvements to the downtown (streetscape, marina, signage, and promenade) and provides 

extensive staff time assisting in events and projects. 

• City and Main Street staff shares business visitation activities.  

• City-funded Business Improvement District (BID) feasibility study is underway. 
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Recommended Actions for Downtown: 

1.0 BID Feasibility Study  Complete BID feasibility study and delegate recommended action plan to the business community. This is a very good 

opportunity to shift the responsibility for setting priorities and working together to those who have the most to benefit and who would like to 

better control what goes on downtown. Depending on the study outcome (‘go or no go’) and the types of services and/or improvements desired 

by businesses (EX: promotion and marketing, lighting/décor, pedestrian improvements, etc.) discuss and determine how the work funded through 

the BID could be incorporated into the work plans of an existing organization or committee. 

2.0 Benicia Main Street  Continue to support Benicia Main Street as lead event organizer for downtown and visitors. Continue to detail and augment 

measurement of event results and impacts (local vs. visitor foot traffic, business sales, event visitor surveys, community PR value, etc.). Encourage 

expanded, 'fresh' merchant/business participation in Promotion/event activities and organization. Conduct annual business satisfaction survey as 

part of business visits. Identify and respond to top recommendations for downtown program.  

3.0 Business Retention and Attraction  Prepare a specific Downtown Business Development Work Plan that focuses on improving the business mix, 

filling vacant space and enhancing properties. This is a prime opportunity for the City to collaborate with its key downtown partner, Benicia Main 

Street on business retention and attraction. Together a highly functioning business assistance and recruitment team could implement a 

downtown business development work plan. Steps to create work plan include:  

3.1 Focus business development on blocks identified in Downtown Master 

Plan at the heart of the retail core and which are the highest foot traffic 

shopping areas. 

3.2 Review Retail Market Indicators; expand on local preferences, shopping 

patterns and resident needs. 

3.3 Block by block; prepare a generalized business clustering plan to help 

guide the types of businesses to be targeted38 for expansion and 

recruitment. 

3.4 Identify and inventory key properties that provide the chance to influence 

the business mix: vacancies in the prime retail blocks as well as properties 

where leases may soon be up. 

3.5 Assess the condition of priority properties and with property owners, 

create a game plan for any needed improvements. 

                                                           
38

 Appendix 3: Sample Business Clustering 

Key Retail Themes 

Nationwide, historic downtown and neighborhoods 

are recognized and celebrated as the center of 

unique, specialty, one-of-a-kind merchandise and 

entrepreneurs. Successful downtown streets are 

lined with independent, creative retailers many 

focused on the themes below: 

Lifestyle and wellness retail 

Community gathering places 

Retailers that celebrate heritage 

Stores that entertain 

Stores that celebrate local arts 

Stores that educate 

Stores with a global perspective 

Gifts and indulgences 
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3.6 Identify and promote property improvement incentives that can be developed, such as, façade program. 

3.7 Formulate a business/merchandise-type target list using Retail Market Indicators findings and identified gaps in the retail base. 

3.8 Cross match properties and business types, target particular businesses to locations. 

3.9 Package the ‘Downtown Benicia Opportunity’, a sales package to promote to targets – why they should be located in Benicia. 

3.10 Prepare a prospect list including established businesses in nearby communities, established businesses and well-prepared entrepreneurs. 

The list should include national brands and owner/operators, the best fit with Benicia will be the owner-operator retail business. 

3.11 Prepare the Business Retention & Recruitment Committee, and others, for prospect calls – key messages, data, selling points, and 

assistance. Actively track and manage the process. 

3.12 Institute communications link with businesses, organizations and realtors/brokers (locally and outside of Benicia) about the retail business 

development initiatives and opportunities. 

4.0 Streamline Permitting – As with the BIP, there is a lot of room for improving time efficiency and permit processing efficiencies to facilitate 

locating and establishing business in the downtown, such as, signage permits and exterior changes. The Permit Streamlining Task Force, BIP Action 

Plan 2.2, should also address streamlining permits for downtown. 

5.0 Capital Improvements — Prepare a list of priorities with a timeline. At this time, it will be very difficult to finance capital improvements but a goal 

should be to continue with investments as the opportunities are presented and funding is found. This is an opportunity for collaboration with 

Downtown businesses.  

Downtown stakeholders shared a number of ideas during the assessment process including: finish the streetscape at the end of 1st Street; create a 

commercial destination at the pier/edge of waterfront; provide traffic calming, pedestrian safety improvements on 1st Street; make design 

improvements to break up the linear nature of 1st Street; create safe and clear separation for all traffic modes—bike, vehicular and pedestrian. 

Many of these capital investments require City leadership. The City/EDB should lead or facilitate discussions with the downtown businesses to 

create consensus and development of the capital improvement priority list.  
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6.0 Encourage Collaboration — Discourage the formation of another downtown organization or merchants’ group as some business owners have 

discussed. There should be one organization focused on the main street centric orientation, identified as the 12 blocks along First Street from 

Military Road north and Peninsula Pier to the south. Other commercial centers should be represented separately but have a strong connection 

with downtown. Commercial Centers are addressed in Action Initiative 3.4 Commercial Centers. 

As special projects, issues or opportunities come to light encourage formation of a task force through the appropriate existing organization — 

Main Street, Chamber, Tourism Committee, Historical Society, City, Arts Benicia, etc. Encourage/ask groups to collaborate on 

marketing/promotion/business assistance/downtown appearance, etc., perhaps even as a stipulation for receiving funds or staff assistance. 

Lead Organization:  

Collaborators:  

Expected Outcomes of 

the Downtown Action 

Plan:  

City of Benicia 

Benicia Main Street, Merchants 

Clarity on downtown business development approach and implementation; increased collaboration with all 

stakeholders, increase number of businesses retained, expanded, attracted; City staff time refocused to business 

development.  
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Action Initiative 3.3: Tourism Marketing 

Why Tourism is Important: 

• Tourism development is widely recognized and supported as an important economic development strategy to retain and nurture key 

community assets including downtown, historic venues and the arts, as well as to support the Benicia small business base.  

• Tourism marketing is critical to attracting/importing consumer spending to support City services and business vitality.  

Current Efforts in Tourism Marketing:  

• Tourism program identifies the Arts, Waterfront, History and Downtown Shopping/Dining as key pillars. There are four identified 

visitors centers – Art Benicia, Historical Museum, Benicia Main Street and Chamber of Commerce. 

• Main Street Benicia currently serves as the lead promotional organization for visitors along with the arts and historical organizations 

promoting and marketing to their key audiences. 

• The 2008 Tourism Marketing Plan and brand is largely implemented through contract with Wolf Communications, (advertising, 
website, social media, PR, tracking).  

• Measuring tourism marketing results through Wolf Communications, though that is shifting some to City staff. 

• Excellent leveraging of the Sunset Magazine coverage with participation at the Sunset Tourism Weekend event, visitor bus tours and 

related activities.  

• Tourism marketing/branding emphasizes increasing traffic from the day visitor. The City provides operating support for Arts Benicia, 

Historic Museum, Benicia Main Street as well as significant investment in physical improvements and specific sites (Museum/Camel 
Barns), and technical assistance/support as needed, (EX: negotiating future control of historic state capitol building). 

• Staff assistance with Tourism Committee. 

 



Benicia Business Development Action Plan | March 2012 54 

 

Recommended Actions for Tourism Marketing: 

1.0 Marketing & Public Relations: Continue to support Wolf Communications marketing contract. The service is a valuable, results-oriented means to 

gain media coverage and capture an increasing share of the Bay area visitor market. 

2.0 Marketing Support: Clarify City staff responsibilities for essential visitor marketing functions identified as a result of reductions in Wolf 

Communication’s original contract to current 2011 contract. Responsibilities include: 

2.1 Actively updating/posting/managing the VisitBenicia.org website, Facebook page and Wiggio  

2.2 Cross-promoting among these resources and several local information websites for cross-promotion.  

2.3 Closely monitor the results from these efforts (quarterly) and the ‘cost-benefit’ of Wolf Communication.  

2.4 Clearly communicate to tourism stakeholders whose responsibility is what and what the time/budget resources are as part of ‘managing 

expectations’ for what can be added to the plate.  

3.0 Collaboration: Continue to reinvigorate and build the capacity of the Tourism Committee. The Committee has recently begun monthly meetings. 

The Committee should take leadership and more responsibility for stakeholder communication, coordination, cross-promotion and tourism 

tracking. Encourage core leadership development including volunteer chairperson with a focus on specific work plan activities. As part of this 

effort, create a Tourism Committee Charter with clear roles/responsibilities. Build well organized meeting agendas/purpose/activities.  

4.0 Annual Work Plan: For the Tourism Committee to be most effective in leadership and collaboration, create an annual work plan based on 

priorities from the 2008 Tourism Marketing Plan. In a work session update the 2008 Tourism Marketing Plan with current projects, updates, 

venues, collaborations and priorities.  

4.1  Align annual tasks and expenditures based on the expected City and partner resources/capacity to focus on tourism.  

4.2 Identify tasks where partners can collaborate and leverage resources, particularly for events and marketing.  

4.3 Utilize this annual work plan to guide resource distribution, organizational collaboration, volunteer interest and ideas for new initiatives 

that could be pursued.  

4.4 Create a clear process for adding new projects/tasks and ensuring implementation of those identified.  

4.5 Include strategies for cross-promoting existing assets/events for increased visitor attraction and visitor spending. For example, several City 

park/recreation assets are actively utilized by out of towners (’Big Slide’ Park and City Park), yet no business promotion or event promotion 

is done for or at the parks to capture those visitors into other local venues. 
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Lead Organization:  

Collaborators:  

 

Expected Outcomes 

for Tourism Action 

Plan:  

Economic Development Board, Tourism Committee, City Staff 

Glass Arts, Lodging, Marketing, Merchants, Parks/Recreation, Performing Arts, Real Estate, Restaurants, Visitor 

Centers 

Annual work plan to track progress, clear priorities and focus for action, increased collaboration and leverage of 

resources, increased tourism. 
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Action Initiative 3.4: Commercial Centers 

Why Commercial Centers Important: 

• Benicia’s commercial centers contribute 18% of City sales tax and are the primary convenience, community-serving shopping centers 

for City residents. 

• With $342 million in retail leakage39 from the Benicia market area, there is strong opportunity to grow and enhance the commercial 

base. 

• Existing centers vary in their economic health with 
vacancies ranging from 2% to 31%. 

Current Efforts in Commercial Centers:  

• City provides commercial real estate listings on 

website through LoopNet. 

• Business resources are mainly offered in partnership 
with the Solano SBDC and include business 

education/finance services, Microenterprise 
Assistance Program and Mystery Shopper Program. 

• Prime incentives are: fast track permitting, fee deferral 

offered on a case-by-case project and a local 
preference initiative, where the City commits to 
making 10% of selected purchases with local 
businesses. 

 

                                                           
39

 Appendix – Retail Market Indicators, 2011 

Trade Area based on 6 
Min Drive Time 

Benicia has excellent 'pull' from the 6-minute trade area for all 
convenience goods and should be able to capture a significant portion of 
convenience purchases in the 10-minute trade area especially north of the 
Benicia-Martinez Bridge. Specialty shopping districts like downtown will 
pull from beyond this geography for destination, comparison shopping. 

Trade Area based on 10 Min Drive Time 
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Recommended Actions for Commercial Centers: 

1.0 Outreach with Centers: EDB Business Retention/Recruitment Committee and staff meet/contact owners and/or managers of Benicia’s 

commercial shopping centers semi-annually, starting in Fall 2011. Purpose is to understand their issues, opportunities and plans for center success 

and to identify and respond to any concerns that the City can control or influence. 

2.0 Business Retention: Implement business walk program for Benicia’s commercial centers to understand business issues, challenges/opportunities 

for expansion and ways the City and partners may help.  

2.1 Utilize a consistent business outreach survey that incorporates key indicators for measuring change/results.  

2.2 Conduct work session with EDB and SBDC as part of Business Outreach Team on key messages, information to gather, information to share, 

such as, Retail Market Indicators and how they could use and the City programs.  

2.3 Prepare leave-behind packet.  

2.4 Organize timely follow-up regarding City issues or concerns. This outreach program would 

also utilize the Executive Pulse model for tracking. 

3.0 Business Attraction: Following the same process as outlined for Downtown – inventory space, 

identify key spaces to be filled, match with potential types of users, package opportunity and call on 

prospects  organize a commercial business attraction/development Team with Chamber and 

commercial strip managers.  

3.1 Inventory vacant space and post to website 

3.2 Identify “targets” by using the Retail Market Indicators as a first screen of potential types of 

businesses that could locate in specific spaces. Preliminary business targets identified from 

the Retail Market Indicators Report include Grocery downtown (Ex: Fresh & Easy), 

Recreational Apparel (Ex: Lululemon Athletica, Inc., Title Nine Sports), Bookshop downtown 

(independent), Wine Shop (Ex: Solano County Wineries) and Urban farm/garden store. A 

prospect list can be provided by an experienced retail attraction professional.  
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3.3 Coordinate with the Downtown business attraction effort to ensure specific target businesses are not duplicated and leverage calls to 

retailers. Although both will be calling on “retailers” most often the users for a commercial center will be different than for the Downtown, 

such as centers may target certain national brands and Downtown owner/operators and entrepreneurs. Coordination will reduce any 

duplication.  

3.4 Staff should be the lead for intake and follow-through process with prospects.  

3.5 Develop recruitment campaigns40 for independent and chain stores as a Phase II for this Business Development Action Plan. 

3.6 Determine a communications plan with the key targets. Add a “retail” section to the proposed Economic Development website, post 

available spaces along with Retail Market Indicators and incentives. 

3.7 From target business list work with brokers (especially those active in ICSC41) on effective strategies to promote Benicia as a business 

location. 

Lead Organization:  

Collaborators:  

Expected Outcomes 

for Commercial 

Center Action Plan:  

Economic Development Board, Retention/Recruitment Committee, City of Benicia 

Solano County SBDC, Benicia Chamber of Commerce 

Clear approach and roles/responsibilities for commercial attraction; increased businesses retained, expanded, 

attracted 
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 Appendix: Business Clustering and Recruitment Campaign Samples 
41

 International Council of Shopping Centers 
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Summary of Business Development Action Plan 

A summary overview of the recommended Business Development Action Plan initiatives is provided below.  
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4.0 Implementing the Business Development Action Plan 

The Business Development Action Plan is very extensive and comprehensive. As noted throughout this report, it is critical that the City of Benicia have 

a pro-active economic development program to maintain and enhance the City’s economic prosperity and quality of life. 

There are a number of additional operational actions that need to be resolved prior to actually implementing any initiative. These recommended 

operational items are listed below: 

4.1 Benicia Economic Development Board 

 The Benicia Economic Development Board (EDB) currently has two committees – Tourism Committee and Business Retention/ Recruitment 

Committee. Given the Business Development Action Plan is focused on the three economic generator and employment centers, recommend 

the EDB realign their committees to three committees. This would allow each committee to focus their efforts on key initiative priorities: 

 Tourism Committee, 

 Benicia Industrial Park (BIP) Committee, and  

 Commercial Business Development Committee. This committee would focus on implementing the commercial business development 

actions for downtown and the commercial centers while coordinating with the Tourism Committee.  

 To accelerate implementation, begin immediately with work sessions on each element of the Business Development Action Plan to prioritize 

actions, identify clear and specific tasks where members of the EDB can add value to the ED Division, confirm “move forward” strategy and 

methods to report progress. 

 Organize and host an annual work sessions with the EDB and council to provide an update on local economic generators, regional/state trends 

and clarify the work plan for the committees. 

4.2 Staffing – Economic Development Division, Business Development Team & Initiatives 

4.2.1 Staff – Economic Development Division 

 Designate three full time positions for economic development activities — ED Manager, ED Analyst and Administrative Support. 

 Fill Economic Development Manager position and appoint new ED Manager as the “go to person” for economic development activities and 

projects. 

 Redistribute staff time to shift the ED Manager’s focus to industrial business development (50%) with other assignments as follows: strategic 

downtown/tourism initiatives (30%), administration (10%), and special ED projects (10%). 
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 Consolidate all tourism responsibilities to the ED Analyst position at 50% of 

total time, with 30% time focused on downtown and support the ED Manager 

and 20% on reporting, marketing and other duties.  

 Administrative Support would work directly with ED Manager and ED Analyst, 

handle, with direction, business marketing (newsletters, website, etc.). 

 Relocate/delegate special projects and other assignments not related to ED to 

appropriate departments. 

 Provide staff with clear priorities, roles and responsibilities. 

4.2.2 City Manager’s Business Development Team 

 Institute economic development as a priority for all departments. 

 City Manager has created a Business Development Team comprised of the 

City’s department heads who meet monthly or more frequently as needed. 

Include Economic Development Manager in meetings. Establish additional 

meetings around Economic Development projects with all department heads if 

needed.  

 Drive a culture of business service. Create an Economic Development Mission Statement, such as, “The mission of the Economic Development 

Team is to enhance Benicia’s quality of life through the creation and preservation of healthy, sustainable businesses and good jobs. We 

accomplish our mission by working with local companies to start or expand, provide and connect businesses to services and resources, 

streamline permit process, implement strategic actions to attract new businesses and jobs (commercial and industrial) and work with local 

merchants and organizations to attract visitors to our Downtown, Waterfront, Historical and Art venues.”  

4.2.3 Partner Organizations 

 For all community/economic organizations receiving City financial assistance, clarify/connect expectations, activities and deliverables to ED 

goals/strategies. This includes Chamber, SBDC, Solano EDC, Museum, Main Street, Arts –all those who participate in business development 

and tourism/marketing.  

 Be as specific as possible in encouraging each group’s direct participation in City ED projects and performance results.  

 In addition, there should be clear procedures to define roles and responsibilities that produce results. 

Economic Development Division 

The Economic Development Division is assigned 

to the City Manager's Office. Economic 

Development is responsible for implementing 

the adopted Economic Development Strategy 

(2007), facilitating businesses relocating to or 

expanding within Benicia, monitoring the status 

of the City’s economy, recommending 

strategies, initiatives, and projects to improve 

economic vitality citywide, and representing the 

City's developable real estate interests. The 

Economic Development Division serves as staff 

liaison to the Economic Development Board. 

Source: http://ci.benicia.ca.us 

http://www.ci.benicia.ca.us/index.asp?Type=B_BASIC&SEC=%7b6ED35D53-F878-4B6F-848D-34308B0A00F5%7d
http://www.ci.benicia.ca.us/index.asp?Type=B_BASIC&SEC=%7b1D0FC4F9-94F2-46CE-9055-254DC6D30BD5%7d
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4.2.4 Specialized Services (Outsource specialized services as needed, not full time) 

 City should continue to use expertise for start-up of new initiatives and to supplement staff – similar to contract with Wolf Communications. 

Examples of services the City may wish to outsource include: 

 Prepare business target profiles and target lists, industrial and commercial, 

 Assistance with business call program, 

 Set up and begin implement Business Retention and Recruitment Program, 

 Assist Economic Development Manager identify projects that could utilize CDBG financing for expansion, 

 Identify state/federal resources for business or infrastructure projects, 

 Website development and data collection for the website, 

 Organize and development incentive fund programs for BIP, 

 Organize and implement a Sustainable Management Program, 

 Organize business attraction and marketing campaigns, 

 Create a Business Cooperation program,  

 Grant writing, 

 Facilitated work session, and 

 Annual Economic Indicators Report. 

4.3 Economic Development Tools 

The following tools should become part of the Economic Development Tool Kit: 

 Economic Development Website 

 Executive Pulse (Business Retention/Expansion and Business Attraction tracking software) 

 Metro Comp (Business Operating Cost Module) 



Benicia Business Development Action Plan | March 2012 64 

 

 Economic Impact Analysis42 (measure specific project’s economic impact and revenue potential) 

 Marketing pieces/packages for Industrial/Commercial and Communications Plan 

 Prospect Lists 

 Programs:  

 Business Cooperation  

 Sustainable Management Program for business in BIP  

 Annual Economic Indicators Report 

4.4 Budget 

The current Economic Development Division budget is $233,700 (not including staff time). However, $190,000 of the budget is allocated to 

Tourism/Downtown, $18,700 to membership with Chamber, Solano EDC and SBDC and the remainder, $25,000 is for Economic Development Division 

activities.  

This budget is insufficient to implement the initiatives outlined in this Business Development Action Plan. To accelerate business expansion, investment 

and job growth in the City, the budget will need to be increased, most for one-time activities to create effective programs and processes. The currently 

budget is sufficient only to keep the status quo which will not accomplish the goal of generating economic impact over the next 18-36 months. 

To implement the Business Development Action Plan, recommend the budget be increased by $269,000 for 2011-12 to focus on implementing the 

Business Development Action Plan, with priority implementation of Action Initiative: Benicia Industrial Park, Commercial Attraction and development 

of economic development tools, including website and marketing. After initial development the annual budget for the Division should be in the $330-

$450,000 range. 

                                                           
42

 Economic Impact Analysis, http://www.appliedeconomics.net/impact.html, Appendix 12 

http://www.appliedeconomics.net/impact.html
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Chart 14  City of Benicia 

Economic Development Division Proposed Operating Budget Current 2011-12 

Proposed Additional 

Budget 

1.0 Benicia Industrial Park   

Chamber of Commerce, Solano EDC $15,700  

Implement Initiative: Business Retention Program organization and kick-off, Create Competitiveness Plan, 

Business Attraction - inventory, marketing, prospect lists, campaign 

 $125,000 

2.0 Downtown & Tourism    

Existing Budget-Main Street, Wolf, Bid, Sunset Weekend $190,000  

Implement Initiative:   

Tourism Annual Work Plan facilitated work sessions  $15,000 

Business Attraction, coordinate with Commercial Center effort.  $15,000 

3.0 Commercial Centers   

Solano SBDC $3,000  

Implement Initiative: Work sessions on Retail Retention/Recruitment, Business Clustering Plan, Inventory of 

Space, Target Business Location Requirements, Prospect Lists, Retail Market Campaigns, Business Calls 

 $35,000 

Tools  One Time Costs for Economic Development Website, Executive Pulse, Metro Comp & Impact Analysis 

Software  

 $50,000 

Materials, Brochures $8,000 $10,000 

Annual Economic Indicators Update  $4,000 

Training, Travel, Memberships, Publications $4,500 $15,000 

Contract Services  Miscellaneous $12,500 Inc. with programs 

Total Current & Proposed New Economic Development Budget $233,700 $269,000 

TOTAL BUDGET 2011-12  $502,700 
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Notes to the Proposed Budget: 

 Budget does not include Capital Improvements for Downtown, Commercial Centers or Industrial Park – as recommended Capital Improvement list 

should be developed for each of the economic employment centers in participation with stakeholders. 

 Budget does not include the development of an incentive fund for the BIP Businesses. There are several methods to establish an incentive fund 

which will be dependent on the size of the fund (amount to be invested). Many communities invest in Revolving Loan Funds, where funds are 

loaned to businesses at low interest based on investment and job criteria. A loan fund though will require additional staff to manage the loan fund 

unless there is another entity that can manage the loan fund, underwriting and loan monitoring. To support additional staff in managing a loan 

fund, the loan fund should be at minimum $1.5m. Given the City is Small Cities CDBG Eligible, an effective method to set up a revolving loan fund 

would be to identify an expansion project or new project that could utilize the CDBG Over-the-Counter financing mechanism. 

 If the City is interested in establishing an Incentive Fund (which is recommended to be competitive), staff should provide EDB with “incentive” 

options with criteria to set up incentive packages and policies, and pros/cons of each incentive program, such as fee deferral/waivers, 

infrastructure improvements in the industrial park tied to expansion or new location projects, revolving loan fund, grant program for investment in 

capital equipment. Staff should use the capital improvement priority list, which is to be developed with BIPA. 

 At the June 29, 2011 EDB meeting the Sustainability Commission presented the Benicia Business Climate Action Plan reviewing sustainability and 

opportunities to partner as well as the VIP/GNSC funds for sustainable or green projects. It was recommended the EDB consider this an 

opportunity to apply for funds to assist businesses with sustainable and green initiatives.  

 An incentive program that can easily be implemented and aligned to Benicia’s Climate Action plan is the proposed Sustainability Management 

Program, recommended Action Initiative: Benicia Industrial Park 1.6. The Sustainable Management Program is a “program in a box”. A team of 

sustainable management professionals does actual outreach and full sustainability evaluations for businesses, looking beyond energy efficiency to 

all areas of sustainability providing a report back to the company of actions they can take to implement sustainable management practices which 

will result in reducing greenhouse gas emissions. The program would include working with the Chamber to issue Green Business Certificates as well 

as teaching a local team on performing the evaluation and reports – job creation. Because this program gives the business a report of 

“sustainability actions” from small actions to major improvements, a Sustainability Grant Fund would be of great assistance to help business 

implement conservation recommendations. 

 

Chart 15  Proposed Sustainability Management Program for BIP Businesses 

 Propose BIP Sustainability Management Program to VIP/GNSC for funding. Estimate Sustainability Management 

Assessment & Report cost, $1500-$3500 depending on size of company. Target 50 businesses. 

$125,000 

Sustainability Grant Fund  recommend a fund set aside from the VIP/GNSC Agreement specifically for BIP businesses to 

apply for grants or loans to fund sustainability report recommendations which reduce greenhouse gas emissions. 

$ 500,000 
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4.5 Priority Initiatives  

The City has “seeded” and continues to fund Tourism and Downtown initiatives. These initiatives continue to need work, mainly, collaboration, 

leveraging of resources and an annual work plan. The priority focus now should be on Business Development, business retention and recruitment of 

industrial and commercial businesses. 

4.6 Measuring Economic Performance and Effectiveness 

The goals and initiatives of the Business Development Action Plan should drive how the program is measured. The baseline goal is to Increase 

prosperity, jobs and revenue. To measure the actual economic performance and effectiveness three measuring tools should be used: 

  Key Economic Indicators Report – a baseline Economic Indicators Report was prepared for the project. This should updated annually to provide 

decisions makers with trend and data. The original baseline was compared to Solano County and the State of California. As recommended by the 

Economic Development Board, the comparison data should be to other similar or aspiring areas to Benicia and outside of Solano County. This can 

easily be added. The Economic Indicators Report should include: 

 Population 

 Quality of Life 

 Median Income 

 Labor Force & Unemployment 

 Economy 

 Construction  

 Municipal Revenues (by employment center) 

 Assessed Value 

 Taxable Sales (by employment center) 

 Economic Impact Analysis – using the economic impact model recommended, reports should be prepared for each business assistance is provided. 

Staff will be documenting individual company impacts, capital investments, job created/retained, at the end of the year an analysis could be 

prepared based on the data of each company to provide a report of the total economic impact of these companies. 

 Key Initiative Implementation & Results – the Business Development Plan has many actions for the three economic generators that staff, 

Economic Development Board and the Council will want to review to ensure the program is having a positive impact on business and the City’s 

business climate. We recommend the following: 
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Program Measurements 

Public Investment 
 

 Capital improvements – infrastructure 

 Streamline Permitting Process 

 Sustainability Management Program 

 Plans for Benicia Industrial Park needs 

 Business Resource and Incentive Program 

 BID Feasibility 

 Organization Support 

Private Investment  Business, property or equipment investment 

 Leverage of organizations funding 
Business Outreach  Number of Businesses Visited – BRE Program 

 Number of Businesses Participating in the Sustainability Management Program 

 Number of New Business Visits 

 Target niches filled (Retail) 

Real Estate  Inventory – Industrial, Commercial & Retail 

 Square Footage 

 Occupancy Rates 

 Lease & Sales Rate (compared to previous year) 

Economic Vitality  New Locations / Closures  

 Business Expansion / Retention 

 Full and part time jobs (net) for each employment center 

 Sales growth 

 Business Inquiries 

Promotion / Marketing  Develop website, website counts 

 Marketing Materials complete 

 Event counts 
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4.7 Implementation  

As noted above, implementing the Business Development Action Plan will require additional staffing, funding and outside assistance during start-up 

until the programs are fully operational. The following were identified as the top priorities to launch the Business Development Action Plan in the next 

120 days:  

 Set-up a formal Business Retention/Expansion and Business Attraction Program – including software, surveys and schedule 

 Form a Streamline Permit Process Task Force 

 Begin reviewing incentive and investment options for the Benicia Industrial Park, including Sustainable Management Program. 

 Begin creation of the Economic Development Website  

 Continue to work with CODA & Amports on opportunities to expand this niche market 

 Begin meetings with BIPA on infrastructure needs in the Benicia Industrial Park 

 Finalize operational structure (EDB, Staffing, Budget0 

4.8 General Plan Goals 

Chart 14 on the following page is a visual matrix aligning the Business Development Action Initiatives with the General Plan Goals.  
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Chart 16  General Plan Goals Aligned with Business Development Action Plan  

General Plan Goals Reference Business Development Action Initiative 

Goal 2.5: Facilitate and encourage new uses and 
development which provide substantial and 
sustainable fiscal and economic benefits to the 
City and the community while maintaining health, 
safety and quality of life. 

Section 3.0  Implementation of Benicia Business Development Action 
Plan  

Goal 2.6: Attract and retain a balance of different kinds of 
industrial uses to Benicia. 

Action 3.1: Benicia 
Industrial Park 

BIP  1.0 Initiate formal Business Retention Program 

BIP  3.0 Initiative Business Attraction Program 

Goal 2.7: Attract and retain industrial facilities that provide 
fiscal and economic benefits to – and meet the 
present and future needs of – Benicia. 

Action 3.1: Benicia 
Industrial Park 

BIP  1.0 Initiate formal Business Retention Program 

BIP  3.0 Initiative Business Attraction Program 

Goal 2.8: Maintain the viability of the Port now and in the 
future to benefit the City of Benicia. 

Action 3.1: Benicia 
Industrial Park 

BIP  2.0 Benicia Industrial Park Competitiveness 

Goal 2.9: Ensure adequate land for port activity. Action 3.1: Benicia 
Industrial Park 

BIP  2.0 Benicia Industrial Park Competitiveness 

Goal 2.10: Provide for carefully-defined visual and physical 
public access where security and safety 
considerations permit. 

Action 3.1: Benicia 
Industrial Park 

BIP  2.0 Benicia Industrial Park Competitiveness 

Goal 2.11: Encourage the retention and continued evolution 
of the lower Arsenal into a historic, cultural, 
commercial, industrial center of mutually 
compatible uses. 

Action 3.3: Tourism 
Marketing 

Action: Commercial Centers 

TM  3.0 Collaboration 

TM  4.0 Annual Work Plan 

CC  2.0 Business Retention 

CC  3.0 Business Attraction 

Goal 2.12: Strengthen the Downtown as the City’s central 
commercial zone. 

Action 3.2: Downtown DT  1.0 BID Feasibility 

DT  2.0 Benicia Main Street  

DT  3.0 Business Retention and Attraction 

DT  4.0 Capital Improvements 

DT  4.0 Encourage Collaboration  

Goal 2.13: Support the economic viability of existing 
commercial centers. 

Action 3.4: Commercial 
Centers 

CC 2.0 Business Retention 

CC  3.0 Business Attraction 



 

About the Consulting Team 

Chabin Concepts’ core competency is strategic thinking, creative marketing and economic development program implementation.  

We are more than a consulting group – we are a solutions network. We use our network to bring our clients the best practices of renowned experts in 

urban and rural economic development, site location analysis and hands-on experience in implementing and managing competitive and results-

oriented economic development programs. 

Our goal is to assist in positioning cities, counties, regions and states to win new jobs and investment by engaging the community and leadership in 

strategic planning and tactical implementation – delivering a “Roadmap” to accomplish the mission.  

The consulting team for the City of Benicia included Audrey Taylor, Mary Bosch and Sarah Murley: 

Audrey Taylor, President and CEO, Chabin Concepts, www.chabinconcepts.com 

With over 30 years’ experience, Audrey has assisted and represented over 300 communities in California, Colorado, Oregon, Washington, 

Nevada, New Mexico, Oklahoma, Hawaii, and Alaska. She has worked with companies such as 3M, Sony, Spectra-Physics, Joy Signal, Rio 

Pluma and NCI Building in strategic location analysis. Audrey is a member of the California Workforce Investment Board, Green Collar Jobs 

Council and also serves as the Marketing Chair for TeamCalifornia. 

Mary Bosch, President, Marketek, www.marketekinc.com 

Mary has completed market research, business development and management projects for a wide range of public sector and business 

clients during her 25 years of experience. Mary’s specialty is downtown development where she has conducted assignments for well over 

130 communities throughout the United States on various aspects of downtown development including market analysis, business retention 

and recruitment programming, niche marketing and cluster planning. 

Sarah Murley, Co-founding Partner, Applied Economics 

Sarah has working for 19 plus years in urban and regional economic analysis, particularly in economic development and public finance. She 

has conducted economic base analyses, business climate assessments, target industry analyses, supplier identification strategies, 

occupational assessments and labor market analyses, community improvement plans and economic impact analysis for numerous cities, 

counties, utilities and economic development agencies. 



 

 

2515 Ceanothus Avenue, Ste 100,  

Chico, CA 95973 

800.676.8455 | www.chabinconcepts.com 

11209 N. Tatum Blvd, Ste 225 

Phoenix, AZ 85028 

602.765.2400 | www.appliedeconomics.net 

9220 SW Barbur Blvd 

Portland, OR 97219 

503.636.1659| www.marketekinc.com 
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Introduction  
The economic indicators report is intended to provide a look at how 

the City of Benicia’s economy has performed over the past five to 

six years. It includes nine topic areas—population, labor force, 

income, economy, taxable sales, construction activity, assessed 

value, municipal revenues and quality of life. For each topic area, 

trends in the City of Benicia are compared to Solano County and the 

State of California over the 2005 to 2011 period. Growth rates and 

per capita measures are used to allow for direct comparisons to 

these larger geographies. The objective is to identify areas in which 

the City has made measurable improvements, as well as areas 

where there may be red flags. Although the recent recession has 

resulted in downward trends in many economic indicators, this 

report allows the city to determine if it has generally faired better or 

worse than the region and the state. 

The following key trends emerge from the economic indicators 

report. 

 Benicia is a very stable community both economically and 

demographically. The City has a slightly older resident 

base than the state and the region and has experienced 

limited growth over the past five years. 

 The city has a well educated labor force and been able to 

maintain much lower unemployment rates than the state 

despite the recession. 

 Per capita and household income levels are well above 

state averages, consistent with the more educated 

populace in Benicia 

 The local business base reflects a very strong 

manufacturing base that has continued to grow despite 

the economic downturn. 

 While Benicia has a relative small retail base, taxable sales 

have remained strong due to the large proportion of non-

retail business-to-business sales. 

 Local tax collections have remained fairly stable over the 

past six years. The modest declines in total governmental 

revenues have been primarily due to non-tax sources. Per 

capita revenues have declined less than 2 percent since 

their peak in 2008. 

Quality of life indicators reflect low crime rates and above average 

educational achievement. 
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Population 
Benicia’s had almost no net population growth 

since 2005 with an average annual growth 

rate of 0.1 percent.  

By comparison, the state average growth rate 

over this time period has been about 0.8 

percent per year and the county average was 

0.3 percent. 

Benicia’s population is slightly older than the 

state and county averages with 12.5 percent 

of the population over 65, compared to 11.3 

percent countywide.  

There are also fewer children under 18 in 

Benicia, 23.4 percent versus 24.6 percent 

countywide.  

Public school enrollment has declined by 

about 307 students since 2005, although it 

appears that a higher percentage of children 

in Benicia attend public schools than in the 

county as a whole. 

  

Figure 1 – Population Growth, 2005-2011 
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  Table 1  Population Comparison 2005-2011 

Population Comparison, 2005-2011
2005 2006 2007 2008 2009 2010 2011

Total Population

City of Benicia 27,163 26,909 27,068 27,130 27,212 26,997 27,118

Solano County 405,323 404,923 404,485 404,838 405,670 413,344 414,509

State of California 35,770,688 35,947,461 36,185,908 36,538,008 36,887,615 37,253,956 37,510,766

Annual Growth Rate

City of Benicia 0.6% -0.9% 0.6% 0.2% 0.3% -0.8% 0.4%

Solano County -0.4% -0.1% -0.1% 0.1% 0.2% 1.9% 0.3%

State of California 0.7% 0.5% 0.7% 1.0% 1.0% 1.0% 0.7%

Population by Age

Population Under 18

City of Benicia

   Number 6,319 6,311 6,400 6,549 6,704 6,317 na

   Share 23.3% 23.5% 23.6% 24.1% 24.6% 23.4%

Solano County

   Number 108,342 107,016 105,527 103,583 102,344 101,535 na

   Share 25.3% 25.0% 26.3% 25.6% 25.2% 24.6%

State of California

   Number 9,701,862 9,532,614 9,383,924 9,364,530 9,435,682 9,295,040 na

   Share 27.1% 26.5% 25.9% 25.6% 25.6% 25.0%

Population Over 64

City of Benicia

   Number 3,264 3,303 3,392 3,399 3,409 3,367 na

   Share 12.0% 12.3% 12.5% 12.5% 12.5% 12.5%

Solano County

   Number 42,016 42,859 43,857 45,436 46,804 46,847 na

   Share 11.3% 11.4% 11.6% 11.2% 11.5% 11.3%

State of California

   Number 3,868,574 3,931,514 4,003,593 4,114,496 4,148,055 4,246,514 na

   Share 10.8% 10.9% 11.1% 11.3% 11.2% 11.4%

Sources:

California Department of Finance; U.S. Census Bureau; California Department of Social Services, Annual Recipient Report.

*Includes CALWorks, Nonassistance Food Stamps, Welfare to Work, Refugee Cash Assistance, Cash Assistance for Immigrants.
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Table 2  Population Comparison, 2005-2011 (continued) 

Population Comparison, 2005-2011
2005 2006 2007 2008 2009 2010 2011

School Enrollment

School Enrollment

Benicia Unified 5,283 5,130 5,020 5,015 4,959 4,993 4,976

Solano County 71,489 70,424 69,048 68,267 67,117 65,674 64,495

State of California 6,322,141 6,312,436 6,286,943 6,275,469 6,252,029 6,189,908 6,217,113

Annual Growth Rate

Benicia Unified -1.5% -2.9% -2.1% -0.1% -1.1% 0.7% -0.3%

Solano County -0.3% -1.5% -2.0% -1.1% -1.7% -2.1% -1.8%

State of California 0.4% -0.2% -0.4% -0.2% -0.4% -1.0% 0.4%

Welfare Recipients

Number of Welfare Recipients*

Solano County 13,917 12,809 14,162 17,001 20,814 22,738 na

State of California 1,548,167 1,572,135 1,728,353 1,906,546 2,207,547 2,431,569 na

Annual Change

Solano County 0.0% -8.0% 10.6% 20.0% 22.4% 9.2% na

State of California -5.9% 1.5% 9.9% 10.3% 15.8% 10.1% na

Sources:

California Department of Finance; U.S. Census Bureau; California Department of Social Services, Annual Recipient Report.

*Includes CALWorks, Nonassistance Food Stamps, Welfare to Work, Refugee Cash Assistance, Cash Assistance for Immigrants.
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Quality of Life 
Quality of life is an important measure of the overall economic and 

social health of a community.  

Crime rates in Benicia are significantly lower than the county as a whole.  

SAT Scores are an important indicator of the education quality.  Scores 

in Benicia have increased slightly over time and are about 11% higher 

than the county average.  

 

Housing prices declined steadily throughout the period from $579,500 

in 2005 to $295,000 in 2011. Prices have dropped 49% in Benicia, 

compared to 58% in the county and 46% statewide as of June 2011.  

Despite the drop, home prices in Benicia are still 54% higher than the 

county average. 

  

Figure 2 – Median Existing Home Price Comparison, 2005-2011 
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Quality of Life

2005 2006 2007 2008 2009 2010 2011

Crime Rates 

Total Crimes (violent + property) per 100,000 Population

City of Benicia 1,538.5 1,363.2 1,422.8 1,521.4 1,274.2 na na

Solano County 1,718.3 2,543.2 2,600.7 2,732.9 2,495.4 na na

State of California 2,497.5 2,442.1 2,340.8 2,235.1 2,025.7 na na

Annual Change:

City of Benicia 6.3% -11.4% 4.4% 6.9% -16.2% na na

Solano County -19.5% 48.0% 2.3% 5.1% -8.7% na na

State of California -0.9% -2.2% -4.1% -4.5% -9.4% na na

SAT Scores*

Benicia Unified 1,085 1,640 1,612 1,663 1,652 na na

Solano County 1,000 1,488 1,465 1,482 1,489 na na

State of California 1,020 1,506 1,497 1,500 1,502 1,517 na

Benicia Percent of State 106% 109% 108% 111% 110%

Median Single Family Existing Housing Prices

City of Benicia $579,500 $555,170 $490,000 $438,500 $360,000 $331,500 $295,000

Solano County $459,475 $475,755 $424,803 $287,629 $205,017 $211,327 $191,367

State of California $525,960 $560,641 $554,450 $360,790 $276,700 $305,100 $286,415

Annual Growth Rate:

City of Benicia na -4.2% -11.7% -10.5% -17.9% -7.9% -11.0%

Solano County 21.4% 3.5% -10.7% -32.3% -28.7% 3.1% -9.4%

State of California 16.6% 6.6% -1.1% -34.9% -23.3% 10.3% -6.1%

Median Single Family Existing Housing Prices

Average Commute Time in Minutes

City of Benicia 30 30 30 30 30 na na

Solano County 29 29 30 30 30 na na

State of California 27 27 27 27 27 na na

Sources:

Note: 

SAT Test changed to SAT I in 2006.  Scores in previous years are not comparable to 2006 forward.  Total possible 

score in 2000 thru 2005 is 1600.  Total possible score in 2006 and 2007 is 2400.

Federal Bureau of Investigation; California Department of Justice; California Department of Education; California 

Association of Realtors; DQ News; American Community Survey.

Table 3  Quality of Life, 2005-2011 
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Median Income 
The most valid available measure of increased prosperity at the local 

level is per capita income.  

Per capita income levels increased 4 percent in Benicia from 2005 to 

2011, compared to 12 percent statewide and 13 percent in Solano 

County.  

However, per capita income locally is about 27 percent above the state 

average for 2011.  

 

During the same period, median household income increased by about 

10 percent in Benicia, although the annual growth rate fluctuated 

significantly.  

The overall growth in household income is slightly below the state’s 12 

percent growth rate.  

Mean household income is about 14 percent above state levels and 25 

percent above the county average. 

  

Figure 3  Benicia Income Comparison, 2005-2011 
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  Table 4  Income Comparison, 2005-2011 

Income Comparison, 2005-2011
2005 2006 2007 2008 2009 2010 2011

HUD Median Family Income 

Solano County $73,900 $74,000 $75,400 $74,300 $79,400 $79,200 $81,500

State of California $62,500 $64,100 $65,000 $67,800 $70,400 $71,000 $70,400

Annual Growth Rate:

Solano County 0.0% 0.1% 1.9% -1.5% 6.9% -0.3% 2.9%

State of California 0.0% 2.6% 1.4% 4.3% 3.8% 0.9% -0.8%

Per Capita Income (current $)

City of Benicia $52,904 $54,458 $57,160 $55,377 $54,091 $52,920 $55,086

Solano County $34,691 $36,623 $38,440 $39,442 $38,526 $37,692 $39,235

State of California $38,767 $41,567 $43,402 $43,852 $42,324 $41,769 $43,496

Annual Growth Rate:

City of Benicia 4.7% 2.9% 5.0% -3.1% -2.3% -2.2% 4.1%

Solano County 4.7% 5.6% 5.0% 2.6% -2.3% -2.2% 4.1%

State of California 5.0% 7.2% 4.4% 1.0% -3.5% -1.3% 4.1%

Mean Household Income (current $)

City of Benicia $128,129 $134,359 $140,529 $140,936 $137,488 $135,454 $140,796

Solano County $99,945 $105,132 $109,960 $112,479 $109,727 $108,104 $112,367

State of California $110,534 $118,152 $123,127 $124,005 $119,435 $118,762 $123,558

Annual Growth Rate:

City of Benicia 4.4% 4.9% 4.6% 0.3% -2.4% -1.5% 3.9%

Solano County 4.4% 5.2% 4.6% 2.3% -2.4% -1.5% 3.9%

State of California 4.7% 6.9% 4.2% 0.7% -3.7% -0.6% 4.0%

Sources:

U.S. Department of Commerce, Housing and Urban Development, 2011; Woods & Poole Economics, 2011.
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Labor Force and Unemployment 
Benicia’s unemployment rate has remained significantly 

below state and county averages during the recent 

recession, with a current rate of 7.3% versus the state 

rate of 12.1%.  

Benicia has historically been about 2% below the metro 

area and state averages.  

The resident labor force in Benicia decreased in size by 

about 300 people from 2005 to 2011, compared to a loss 

in population of only about 45 people.  

The city has been flat in terms of workforce and 

population growth over the past seven years.  

Labor force participation by population over 18 is about 

81%, which is significantly above the state average of 

65%. 

  

Figure 4 – Labor Force and Unemployment Trends, 2005-2011 
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Table 5  Labor Force Comparison, 2005-2011 

Labor Force Comparison, 2005-2011

2005 2006 2007 2008 2009 2010 2011

Total Labor Force

City of Benicia 16,800 16,800 16,800 16,900 16,900 16,800 16,500

Solano County 208,900 208,400 208,600 211,200 214,500 215,000 211,200

State of California 17,544,800 17,686,700 17,928,700 18,191,000 18,204,200 18,176,200 18,043,300

Annual Growth Rate

City of Benicia 1.2% 0.0% 0.0% 0.6% 0.0% -0.6% -1.8%

Solano County 0.9% -0.2% 0.1% 1.2% 1.6% 0.2% -1.8%

State of California 0.6% 0.8% 1.4% 1.5% 0.1% -0.2% -0.7%

Employed Persons and Unemployment

Employed Persons

City of Benicia 16,200 16,300 16,200 16,200 15,700 15,500 15,300

Solano County 197,600 198,200 197,600 196,800 191,700 189,100 186,000

State of California 16,592,200 16,821,300 16,970,200 16,883,400 16,141,500 15,916,300 15,866,883

Employment Growth

City of Benicia 1.3% 0.6% -0.6% 0.0% -3.1% -1.3% -1.3%

Solano County 1.3% 0.3% -0.3% -0.4% -2.6% -1.4% -1.6%

State of California 1.5% 1.4% 0.9% -0.5% -4.4% -1.4% -0.3%

Unemployment Rate

City of Benicia 3.3% 3.0% 3.2% 4.2% 6.7% 7.7% 7.3%

Solano County 5.4% 4.9% 5.3% 6.8% 10.6% 12.0% 11.9%

State of California 5.4% 4.9% 5.3% 7.2% 11.3% 12.4% 12.1%

Educational Attainment (population 25 and over)

Percent HS Graduates

City of Benicia 96% 96% 95% 95% 93% na na

Solano County 85% 85% 85% 85% 85% na na

State of California 80% 80% 80% 80% 81% na na

Percent College Graduates

City of Benicia 47% 47% 43% 43% 40% na na

Solano County 22% 22% 23% 23% 24% na na

State of California 29% 29% 29% 29% 30% na na

Sources:

Bureau of Labor Statistics, 2011; California Employment Development Department.  2011 reflects data through June; American 

Community Survey 2005-2009 data.
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Economy 
Benicia’s industry mix reflects an above average share of employment in 

construction (15% vs 6%), a significantly higher share of manufacturing 

(19% vs 10%), but significantly smaller share of retail and services 

employment (40% vs. 60%) than the State as a whole.  

Benica has a strong manufacturing base that supports basic industry 

jobs in the city. Basic industries, those that bring in wealth from outside 

the area, make up approximately 19% of Benicia’s employment base, up 

from 16% in 2005.  

This growth is mainly due to growth in manufacturing employment, 

despite declines in many manufacturing industries nationally over this 

time period.  

About 99 percent of the net job growth in Benicia since 2005 has been 

in construction and manufacturing.  

Basic industry is very important in terms of economic stability. While 

there are a number of large manufacturing employers, the city is 

dominated by small businesses with about 86% of firms having less than 

10 employees. 

  

Figure 5 – Distribution of Employment by Industry, 2010 
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Table 6 – Economy COmparison, 2005-2010 

Economy Comparison, 2005-2010

2005 2006 2007 2008 2009 2010

Employment by SIC Group

Number of Employees

   Total 12,196 11,929 12,679 12,544 13,042 13,225

   Agriculture 66 67 74 73 65 65

   Mining 8 19 19 19 19 1

   Utilities 8 9 10 9 10 9

   Construction 2,170 1,705 2,029 2,005 2,116 1,922

   Manufacturing 1,839 1,928 2,056 2,136 2,040 2,459

   Wholesale Trade 1,346 1,472 1,321 1,387 1,668 1,748

   Retail Trade 1,555 1,586 1,552 1,509 1,428 1,430

   Transportation & Warehousing 1,038 1,132 1,345 1,176 1,127 1,019

   Information 60 57 66 66 59 56

   Finance, Insurance & Real Estate 481 457 535 604 639 713

   Services 3,625 3,497 3,672 3,560 3,871 3,803

Basic Industry Share** 16% 17% 17% 18% 16% 19%

Establishments by Size

Number of Establishments

   Total 1,582 1,532 1,627 1,819 1,864 1,782

   1 to 4 1,146 1,078 1,138 1,330 1,360 1,307

   5 to 9 194 204 221 230 232 222

   10 to 24 137 148 160 154 153 139

   25 to 49 59 54 58 58 62 58

   50 to 99 23 27 29 27 33 35

   100 to 249 18 18 18 18 21 18

   250 to 499 4 2 2 1 2 2

   500 or more 1 1 1 1 1 1

Share of Establishments < 10 emps 84.7% 83.7% 83.5% 85.8% 85.4% 85.8%

Sources:

** Basic sectors include agriculture, mining, and manufacturing.

Dun & Bradstreet Marketplace; California Board of Equalization. 
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Economy Comparison, 2005-2010

2005 2006 2007 2008 2009 2010

Taxable Sales

Taxable Sales Per Capita

City of Benicia $15,711 $18,996 $19,675 $20,659 $20,487 na

Solano County $14,895 $15,937 $15,521 $14,901 $12,869 na

State of California $15,010 $15,569 $15,505 $14,551 $12,375 na

Taxable Sales by Category

City of Benicia ($000)

   Total $426,766 $511,162 $532,557 $560,466 $557,499 na

      Retail and Food Services $216,863 $229,966 $222,109 $199,719 $171,468 na

      All Other Outlets $209,903 $281,196 $310,448 $360,747 $386,031 na

Share of Non-Retail Collections 49.2% 55.0% 58.3% 64.4% 69.2% na

Innovation and Business Formation

Patents Issued per 1,000 Workers

City of Benicia 1.36 2.70 2.04 1.73 2.68 4.13

Solano County na na na na na na

State of California 1.63 1.62 1.60 1.61 1.69 1.74

Share of Establishments in Business for Less than One Year

City of Benicia 4.9% 9.2% 8.4% 10.9% 5.7% 8.9%

Solano County 5.4% 10.1% 9.1% 14.2% 9.3% 6.1%

State of California 4.6% 9.4% 8.7% 11.0% 7.1% 7.2%

Sources:

** Basic sectors include agriculture, mining, and manufacturing.

Dun & Bradstreet Marketplace; California Board of Equalization. 

Table 7  Economyc Comparison, 2005-2010 (continued) 
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Construction 
Since 2005 397 new housing units were built in 

Benicia, with 247 of those occurring in 2005. Since 

that time, permitting activity has continued to 

decrease with less than 20 new units per year in 

2008 to 2010.  

Similar declines in residential activity have 

occurred throughout the state as housing prices 

dropped.  

The total value of permits in Benicia has also 

declined since 2005, both in terms of residential 

and nonresidential activity.  

Residential permits represent an average of 88 

percent of the total value. Nonresidential permit 

values have been variable from year to year, but 

activity in 2009 and 2010 has been well below 

previous years. 

  

Figure 6 – Construction Activity, 2005-2010 
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  Table 8 – Construction Comparison, 2005-2010 

Construction Comparison

2005 2006 2007 2008 2009 2010

Total New Building Permit Value

Value (000):

City of Benicia $66,747 $20,072 $9,000 $11,575 $5,679 $7,136

Solano County $841,738 $535,304 $368,445 $231,016 $181,965 $135,982

New Residential Permits and Value

New Housing Units:

City of Benicia 247 65 39 16 11 19

Solano County 2,553 1,300 973 562 559 441

State of California 205,020 160,502 110,073 62,681 35,069 43,716

Value (000):

City of Benicia $64,794 $16,729 $7,690 $5,545 $3,941 $6,559

Solano County $492,308 $284,205 $214,511 $104,195 $124,971 $100,400

State of California $38,369,737 $29,614,392 $21,335,308 $12,301,095 $7,758,484 $9,120,591

New Nonresidential Permit Value

New Comm/Ind Value (000):

City of Benicia $2,880 $6,795 $7,241 $4,703 $850 $0

Solano County $311,779 $101,422 $75,476 $103,258 $43,613 $21,400

Other New Nonresidential Value (000):

City of Benicia $1,954 $3,343 $1,310 $6,031 $1,739 $577

Solano County $37,651 $149,677 $78,459 $23,564 $13,381 $14,183

Sources:

Construction Industry Research Board, 2011.
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Municipal Revenues 
City revenues generally increased each year 

from 2005 to 2009 then flattened out in 2010.  

The largest share of revenues are from local 

taxes which increased by 3% to 17% per year 

in 2005 thru 2008, but declined modestly 

recent years with the on-set of the recession.  

However, the majority of declines in 

governmental fund revenues were from non-

tax sources.  

The largest source of local revenues is 

property tax, accounting for 48% of local taxes 

and 35% of all governmental revenues. 

Property taxes, which grew by 12% over the 

past 6 years, are typically much more stable 

than sales taxes, even in economic downturns.  

Overall, local tax collections have increased 

75% over the 6 year period. General fund 

revenues grew by 29% over the same period. 

Per capita general fund revenues increased 

only 16% indicating that revenue growth is 

still exceeding population growth.  

  

Figure 7 – Total and Percapital Governmental Fund Revenues, 2005-1020 
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  Table 9 – Municipal Revenues, 2005-2010 

Municipal Revenues 
2005 2006 2007 2008 2009 2010

Local Revenues

General Property Tax

City of Benicia $11,853,045 $12,780,912 $13,633,623 $14,275,801 $13,812,912 $13,266,103

   Annual Change 5.1% 7.8% 6.7% 4.7% -3.2% -4.0%

Sales Tax

City of Benicia $4,890,592 $5,974,307 $6,986,922 $7,514,258 $7,688,775 $7,196,964

   Annual Change 2.8% 22.2% 16.9% 7.5% 2.3% -6.4%

Utility User Tax

City of Benicia $2,826,370 $3,001,316 $5,056,904 $4,190,517 $4,413,428 $4,938,585

   Annual Change 2.9% 6.2% 68.5% -17.1% 5.3% 11.9%

Franchise Fees

City of Benicia $0 $0 $0 $1,589,752 $1,851,511 $1,292,872

   Annual Change na na na na 16.5% -30.2%

Other Taxes

City of Benicia $1,702,584 $985,088 $1,032,343 $2,390,562 $2,598,979 $2,067,433

   Annual Change -12.0% -42.1% 4.8% 131.6% 8.7% -20.5%

Total Local Tax Collections**

City of Benicia $21,272,591 $22,741,623 $26,709,792 $28,371,138 $28,514,094 $27,469,085

   Annual Change 2.7% 6.9% 17.4% 6.2% 0.5% -3.7%

General Fund Revenues

Total Governmental Fund Revenues 

City of Benicia $32,581,961 $34,002,582 $37,743,667 $38,387,125 $37,811,276 $37,654,609

   Annual Change 13.7% 4.4% 11.0% 1.7% -1.5% -0.4%

Governmental Fund Revenues per Capita

City of Benicia $1,199 $1,264 $1,394 $1,415 $1,390 $1,395

   Annual Change 13.1% 5.3% 10.4% 1.5% -1.8% 0.4%

Sources:

City of Benicia Annual Budgets and Consolidated Annual Financial Reports.
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Assessed Value 
Total assessed value in Benicia increased by 27 percent from 2005 to 

2009, then dropped by 5 percent in 2010.  

Residential property value increased by 31 percent despite drops in 

2010, while commercial/industrial value increased only 10 percent.  

Values in Benicia grew more slowly than the statewide average of 40 

percent over the 6 year period due to the lack of construction activity. 

However, per capita residential assessed value in Benicia grew 31 

percent, which is well above county overall losses of 4 percent.  

Commercial/industrial assessed value per employee has increased 

modestly since 2005 showing 15 percent growth compared to 45 

percent countywide.  

Both assessed value per capita and per employee are 1.5 to 2 times 

county averages indicating high capital investment among local 

businesses and above average housing values. 

  

Figure 8 – Assessed Value, 2005-2010 
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Table 10 – Assessed Value Comparison, 2005-2010 

Assessed Value Comparison
2005 2006 2007 2008 2009 2010

Total Net Assessed Value (000)

City of Benicia $3,976,464 $4,313,837 $4,807,895 $4,806,963 $5,053,001 $4,806,780

Solano County $36,386,372 $41,544,353 $45,688,693 $45,318,103 $40,873,043 $39,256,945

State of California $3,153,065,108 $3,492,830,140 $3,927,421,514 $4,312,253,496 $4,516,532,131 $4,410,239,818

Growth Rate:

City of Benicia 5.4% 8.5% 11.5% 0.0% 5.1% -4.9%

Solano County 12.7% 14.2% 10.0% -0.8% -9.8% -4.0%

State of California 8.1% 10.8% 12.4% 9.8% 4.7% -2.4%

Residential Net Assessed Value (000)

City of Benicia $2,165,142 $2,426,739 $2,823,114 $3,082,711 $3,068,157 $2,828,919

Solano County $27,646,850 $31,908,619 $34,906,817 $33,516,048 $28,395,282 $27,075,952

Per Capita:

City of Benicia $79,709 $90,183 $104,297 $113,627 $112,750 $104,786

Solano County $68,209 $78,802 $86,299 $82,789 $69,996 $65,505

Commercial/Industrial Net Assessed Value (000)

City of Benicia $1,741,665 $1,770,459 $1,901,762 $1,646,078 $1,914,424 $1,910,236

Solano County $8,661,969 $9,494,055 $10,637,324 $11,544,794 $12,261,807 $12,004,338

Per Employee:

City of Benicia $107,510 $108,617 $117,393 $101,610 $121,938 $123,241

Solano County $43,836 $47,901 $53,833 $58,663 $63,964 $63,481

Sources:

California Board of Equalization; Consolidated Annual Financial Reports for City of Benicia and Solano County, 2010.
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Taxable Sales 
Taxable sales include both retail sales to consumers, 
and business-to-business sales by non-retail 
businesses.  

Benicia is unique in that about 69 percent of total 
taxable sales come from non-retail businesses in 
Benicia’s industrial base. By comparison, only 32 
percent of taxable sales statewide are non-retail.  

Despite a 21 percent decline in retail sales in the city 
over the past five years, total taxable sales grew by 
31 percent.  

Additionally, the level of taxable sales per capita in 
the city is about 66 percent greater than the 
statewide average and 59 percent greater than the 
county average.  

The city’s strong base of non-retail sales provides a 
strong non-cyclical tax base for the city. 

 

  

Figure 9 – Taxable Sales Trends, 2005-2009 
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Benicia Retail Market Area: 

5-Mile Radius from City Hall 
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Demographic City of Benicia State of

Indicator Benicia Market Area California

Population

2010 26,997 87,555 37,253,956

2015 (forecast) 27,097 87,555 38,572,507

Avg. Ann. % Change ('00 to '10) 0.05% -0.20% 1.00%

Avg. Ann. % Change ('10 to '15) 0.07% 0.00% 0.71%

Households

2010 10,686 33,330 12,577,498

2015 (forecast) 10,705 33,330 12,975,769

Avg. Ann. % Change ('00 to '10) 0.35% -0.02% 0.93%

Avg. Ann. % Change ('10 to '15) 0.04% 0.00% 0.63%

Average Household Size 2.59 2.62 2.93

Median Household Income $80,072 $73,801 $60,992

Median Age (Years) 41.4 39.5 34.4

Race

Percent White Alone 72.5% 59.9% 57.6%

Percent Other Race/2+ Races 27.5% 40.1% 42.4%

Percent Hispanic 12.0% 17.0% 37.6%

Homeownership 63.2% 60.6% 52.0%

Educational Attainment

Associate Degree 12.1% 10.8% 7.7%

Four Year Degree or More 39.6% 32.0% 29.9%

Source:  ESRI BIS

DEMOGRAPHIC & HOUSING SNAPSHOT

City of Benicia, Benicia Market Area and State of California

2010
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 2000 2010 Number Percent 2015 Number Percent

(Forecast)

City of Benicia

Population 26,865 26,997 13 0.05% 27,097 20 0.07%

Households 10,328 10,686 36 0.35% 10,705 4 0.04%

Avg. Household Size 2.60 2.59 -0.001 2.59 0.000

Benicia Market Area

Population 89,324 87,555 -177 -0.20% 87,555 0 0.00%

Households 33,399 33,330 -7 -0.02% 33,330 0 0.00%

Avg. Household Size 2.64 2.62 -0.002 2.62 0.000

State of California

Population 33,871,648 37,253,956 338,231 1.00% 38,572,507 263,710 0.71%

Households 11,502,870 12,577,498 107,463 0.93% 12,975,769 79,654 0.63%

Avg. Household Size 2.87 2.93 0.006 2.94 0.002

Source:  ESRI BIS

Geographic Area

Avg. Ann. Change Avg. Ann. Change

2000-2010 2010-2015

City of Benicia, Benicia Market Area and State of California

2000-2015

POPULATION & HOUSEHOLD GROWTH

Average Annual Population Growth Rates, 2000-2015

-0.5%

0.0%

0.5%

1.0%

1.5%

City of Benicia Benicia Market Area State of California

2000-2010 Avg. Ann. Change 2010-2015 Avg. Ann. Change
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Income City of Benicia State of

Benicia Market Area California

Less than $15,000 5.1% 14.1% 9.8%

$15,000 - $24,999 5.9% 13.9% 8.4%

$25,000 - $34,999 5.1% 10.2% 8.7%

$35,000 - $49,999 12.3% 19.2% 13.5%

$50,000 - $74,999 17.9% 22.1% 20.4%

$75,000 - $99,999 14.4% 13.3% 13.9%

$100,000 - $149,999 25.0% 4.7% 14.4%

$150,000 - $199,999 7.2% 1.2% 5.3%

$200,000 or More 7.1% 1.3% 5.6%

Total 10,686 33,330 12,577,498

Median Household Income $80,072 $73,801 $60,992

Source:  ESRI BIS

HOUSEHOLD INCOME

City of Benicia, Benicia Market Area and State of California

2010
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Age Category City of Benicia State of

Benicia Market Area California

<5 5.5% 6.0% 7.5%

5-14 12.7% 12.3% 13.8%

15-19 7.2% 6.8% 7.4%

20-24 5.6% 6.3% 7.5%

25-34 11.1% 13.0% 14.6%

35-44 13.0% 13.4% 13.6%

45-54 18.0% 16.7% 14.0%

55-64 14.7% 13.7% 10.5%

65-74 7.0% 6.6% 5.8%

75-84 3.7% 3.6% 3.6%

85+ 1.5% 1.6% 1.7%

Total 26,997 87,555 37,253,956

Median Age 41.4 39.5 34.4

Source:  ESRI BIS

City of Benicia, Benicia Market Area and State of California

2010

POPULATION BY AGE

Age Distribution of the Population, 2010
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Race/Ethnicity City of Benicia State of

Benicia Market Area California

White Alone 72.5% 59.9% 57.6%

Black Alone 5.6% 10.7% 6.2%

American Indian Alone 0.5% 0.8% 1.0%

Asian/Pacific Islander 11.4% 15.2% 13.3%

Some Other Race Alone 3.3% 6.3% 17.0%

Two or More Races 6.7% 7.1% 4.9%

Hispanic Origin (any race) 12.0% 17.0% 37.6%

Total 26,997 87,555 37,253,956

Source:  ESRI BIS

City of Benicia, Benicia Market Area and State of California

2010

RACIAL & ETHNIC COMPOSITION
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% of Hhold Median Median Consumer Preferences &

Hholds Type Age Income Purchases

1 Pleasant-Ville 13.5%

Married 

couples/ 

Families

40 $77,930

Families and middle-aged couples w/ labor force 

participation, incomes and net worth above the 

national average.  Home improvement projects are a 

priority.  Enjoy spending time with family and dining out.

2 In Style 13.5%

Married 

couples/ 

Singles

40 $70,745

Prosperous and more educated relative to the national 

average.  Many work in managerial positions.  Health 

and fitness, attending musical performances and 

reading are favorite pastimes.

3
Main Street, 

USA
10.2%

Married 

couples/ 

Singles

37 $57,196

Family-oriented and frugal. Enjoy watching rental 

movies or playing with their children.  Small "do-it-

yourself" home improvement and remodeling projects 

are a common.

4 Urban Chic 7.5%

Married 

couples/ 

Singles

43 $87,202

Well educated and fairly affluent, more than half with 

bachelor's or graduate degree.  Enjoy an active lifestyle 

that includes traveling, attending cultural events, 

outdoor fitness and yoga. Tech-savvy.  Shop at upscale 

stores.

5
Suburban 

Splendor
6.9%

Married 

couples
42 $121,661

Affluent, upwardly mobile, and well educated.  Income 

and net worth well above national averages.  Enjoy 

home improvement/remodeling projects (performed by 

contractors), spending time with family, traveling and 

fitness.

6
Old and 

Newcomers
6.3%

Singles/ 

Shared 

household

s

37 $44,601

Transitional neighborhoods.  Residents are either 

beginning careers or retiring.  Over 60 percent rent.  

Spend less at the grocery store than larger households, 

drive small cars and enjoy a variety of pastimes.

7 City Lights 5.4%
Families/ 

Singles
39 $63,959

White-collar professionals and service workers living in 

urban settings.  More likely to buy household furnishings 

than home maintenance goods.  Shop at Target, 

Macy's, Coscto, Kroger and Stop & Shop. Enjoy travel 

and entertainment.

8

Wealthy 

Seaboard 

Suburbs

4.3%

Married 

couples / 

Families

43 $96,498

Affluent  households, many employed in professional 

and management positions.  Top market for remodeling 

expenditures.  Shop at Macy's, Nordstrom, warehouse 

stores and online.  Enjoy leisure travel.

9 Metropolitans 4.1%

Singles/ 

Married 

couples

38 $60,191

Half are singles.  Employed in professional or managerial 

positions.  Live in older homes and partake in home 

improvement projects.  Financially savvy and civic-

minded.  Lead active, urban lifestyles.

10 Boomburbs 4.0% Families 34 $110,681

Prosperous and well-educated young families w/ many 

two-income households.  Own homes and spend on 

household furnishings, toys and games, big-screen TVs 

and laptop computers.  Shop and bank online.  

Vacation with family.

Source:  ESRI BIS

Total Households 75.7%

TOP TEN TAPESTRY MARKET SEGMENTS

Benicia Market Area

Market Segment

2010
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Industry # % # %

Agriculture & Mining 22 1.3% 56 0.4%

Construction 158 9.7% 1,647 12.8%

Manufacturing 105 6.4% 2,245 17.5%

Transportation 45 2.8% 453 3.5%

Communication 12 0.7% 27 0.2%

Electric/Gas/Water/Sanitary Services 6 0.4% 172 1.3%

Wholesale Trade 126 7.7% 1,701 13.2%

Retail Trade 280 17.1% 1,741 13.5%

Finance/Insurance/Real Estate 134 8.2% 473 3.7%

Services 684 41.8% 4,056 31.5%

Hotels & Lodging 3 0.2% 28 0.2%

Automotive Repair, Services, Parking 50 3.1% 483 3.8%

Motion Picture & Amusements 39 2.4% 155 1.2%

Health 54 3.3% 267 2.1%

Legal 26 1.6% 44 0.3%

Education Institutions & Libraries 21 1.3% 582 4.5%

Other Services 491 30.0% 2,497 19.4%

Government 31 1.9% 271 2.1%

Other 33 2.0% 16 0.1%

Total Employment 1,636 100.0% 12,858 100.0%

Source:  ESRI BIS

Businesses Employees

JOBS BY ECONOMIC SECTOR

City of Benicia

2010
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Source:  Dean Runyan Associates; Marketek, Inc.

TOTAL VISITOR SPENDING AT DESTINATION

Solano County

1992 to 2009
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Source: Dean Runyan Associates

VISITOR SPENDING BY COMMODITY PURCHASED

Solano County

2009
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Competitive Regional Retail Centers  

Within 20-minute Drive-time of Benicia City Hall  

Vallejo 

Vallejo Plaza Shopping Center 
Location: 3505 Sonoma Boulevard  

Year Built: est. 2000 or newer  

GLA: 239,695 SF  

Vacancy: 9,700 SF (4%) – spaces range from 1,210 SF to 2,956 SF  

Asking Rent: $9/SF/NNN for 2,956 SF to $21/SF/NNN for 1,210 SF; Est. average asking rent is 

$18/SF/NNN  

Anchor: Dollar Tree  

Cotenants: DD' s Discounters, Seafood City, Factory-2-U, Rent-A-Center, Togo' s, Starbucks, 

Bank of America, Les Schwab Tires, The UPS Store, Radio Shack, Eastwood Insurance, Labor 

Ready, Metro PCS, American General Finance  

 

Gateway Plaza 
Location: 114 -173 Plaza Drive & Turner Parkway  

Year Built: est. mid 2000s  

GLA: 548,871  

Vacancy: 56,767 SF (10%) – spaces range from 960 SF to 42,049 SF  

Asking Rent: Negotiable  

Major Tenants: Bed Bath & Beyond, Black Angus Restaurant, Century Theaters, Costco, CVS, 

Marshalls, Michaels, OfficeMax, Party City, Pep Boys, PETCO, Ross Dress For Less  

 

Park Place 
Location: Sonoma Boulevard and Yolano Drive  

Year Built: est. mid 1980s  

GLA: 150,766  

Vacancy: 16,941 SF (11%) – spaces range from 1,200 SF to 3,720 SF  

Asking Rent: Negotiable  

Anchor Tenants: Raley's, 24 Hour Fitness, Aaron's  

Cotenants: Aura 88 Hair Salon, Bank of the West, Bayside Family Optometry, Cigarette City, 

Fashion Mart, H&R Block, Hair Love Beauty Supply, Jiffy Lube, L&L Hawaiian Barbecue, 

London Nails, Paradise Jewelry, Park Place Wash 'n Dry, Rainbow Shops  
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Fairfield 

Westfield Solano Shopping Center 
Location: 1350 Travis Boulevard  

Year Built: pre-2000  

GLA: est. 1,000,000 SF  

Vacancy: unknown  

Asking Rent: unknown  

Anchors: Best Buy, JC Penney, Macys, Sears, Forever 21, Old Navy, Edwards Cinema Fairfield 

Stadium 16  

Cotenants: Applebees, AT&T Wireless Store, Hollister, Lane Bryant, LensCrafters Radio Shack, 

Wet Seal  

 

Winery Square 
Location: 1955 West Texas Street  

Year Built: unknown  

GLA: est. 186,240 SF  

Vacancy: 15,230 SF (8%) – spaces ranging from 900 SF to 4,240 SF  

Asking Rent: Negotiable  

Anchors: Food Maxx, Walgreens  

*A Walmart-anchored center with a Dollar Tree is currently under construction in Fairfield  

 
Martinez 

Walmart  
Location: 1021 Arnold Drive  

GLA: est. 115,000 SF  

 
Pleasant Hill 

Downtown Pleasant Hill  
Location: 15-140 Crescent Drive, 155-157 rescent Plaza, 60 Gregory Lane  

Year Built: est. 2000  

GLA: 345,687 SF  

Vacancy: 42,496 SF (12%) – spaces range from 932 SF to 25,000 SF  

Asking Rent: negotiable  

Anchors: Bed Bath & Beyond, Century Theatres, Lucky Supermarket, Michael’s, Ross  

Other Retail: Fleet Feet Sports, GNC, Hallmark Creations, Jamba Juice, Pasta Pomodoro, 

Paul Mitchell The School, Peets Coffee & Tea, Sweet Tomatoes, UPS Store  
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Concord  

Sunvalley Shopping Center  
Location: 1 Sunvalley Mall  

Year Built: 1967 with additions over the years; major renovation in 1985  

GLA: est. 1,400,000 SF  

Vacancy: unknown  

Asking Rent: unknown  

Anchors: 24-Hour Fitness, H&M, JCPenney, Macy’s Men’s/Home, Macy’s Women’s, Sears, 

Sports Authority, XXI Forever  

Cotenants: Abercrombie & Fitch, American Eagle Outfitters, Coach, Disney Store, Gap, 

Hollister Co., Lane Bryant, Men’s Wearhouse and Tux, The Children’s Place, Victoria’s Secret  

Pleasant Hill 

Downtown Pleasant Hill  
Location: 15-140 Crescent Drive, 155-157 Crescent Plaza, 60 Gregory Lane  

Year Built: est. 2000  

GLA: 345,687 SF  

Vacancy: 42,496 SF (12%) – spaces range from 932 SF to 25,000 SF  

Asking Rent: negotiable  

Anchors: Bed Bath & Beyond, Century Theatres, Lucky Supermarket, Michael’s, Ross Dress For 

Less  

Other Retail: Fleet Feet Sports, GNC, Hallmark Creations, Jamba Juice, Pasta Pomodoro, 

Paul Mitchell The School, Peets Coffee & Tea, Sweet Tomatoes, UPS Store  

Walnut Creek Broadway Plaza  
Location: 1275 Broadway Plaza  

Year Built: varies from 1950s to present; major renovation in 1995  

GLA: 698,985 SF  

Vacancy: unknown  

Asking Rent: unknown  

Anchors: Crate & Barrel, Macy’s, Neiman Marcus (opening in 2012), Nordstrom  

Co-tenants: Banana Republic, BCBGMAXAZRIA, Burberry’s, Coldwater Creek, J. Crew, J. Jill, 

Juicy Couture, Victoria’s Secret  

Broadway Plaza 
Location: 1275 Broadway Plaza 

Year Built: varies from 1950s to present; major renovation in 1995 

GLA: 698,985 SF 

Vacancy: unknown 

Asking Rent: unknown 

Anchors: Crate & Barrel, Macy’s, Neiman Marcus (opening in 2012), Nordstrom 

Cotenants: Banana Republic, BCBGMAXAZRIA, Burberry’s, Coldwater Creek, J. Crew, J. Jill, 

Juicy Couture, Victoria’s Secret 



Appendix 

1. Benicia Economic Indicators Report, 2005 –Current 

2. Benicia Retail Market Indicators Report, July 2011 

3. Commercial Business Clustering Guidelines 

4. Sample Commercial Targets & Marketing Campaigns 

5. LoopNet Property for Lease and 10,000-100,000 sq ft Facility Search & Map 

6. Sample  Industrial Attraction Research & Marketing 

7. Proposed BIP Sustainable Management Program 

8. Sample  “Lafayette Green” Business Recognition  

9. Sample  San Jose Business Cooperation Program 

10. Sample Plan Check Flowcharts 

11. Applied Economics, MetroComp  

12. Applied Economics, Economic Impact Analysis 

  



 



 

 

 

 

 

Appendix 

3. Commercial Business Clustering Guidelines 
  



 



 

 
   

Business Clustering 
Guidelines 

1 

In the same way that the physical environment and business anchors can reveal a great deal about pedestrian or shopper patterns, 
so too can clusters of businesses in downtown Benicia.  All of these factors together will significantly influence the location of future 
businesses. 
 
Goals 
 1. Create a Unified Shopping & Business District 
 2. Create a Critical Mass of Stores to Encourage Circular Pedestrian Traffic 
 3. Increase Sales! 
 
Principles 
Clustering is a long-established management tactic that groups businesses together in such a way as to enable them to benefit from 
each other’s customers and sales.  All successful shopping centers use clustering techniques.   
 

 Business clusters may be a grouping of similar businesses serving a target market with a variety of choices, such as having a 
number of apparel and accessory shops in downtown Benicia.  This is often called a competitive cluster. 

 

 The complementary cluster includes businesses offering different products or services but appealing to the same customer 
profile or niche.  For example, a home furnishing cluster serving newly forming households may include a wide variety of 
businesses—lighting fixtures, framing, home accessories, antiques, kitchen store, etc. 

 

 Compatible clusters are the most common.  They offer a variety of merchandise and are based upon a “one-stop” shopping 
concept.  

 
Knowing the current mix of businesses and cluster patterns will help the downtown Economic Restructuring team guide new 
businesses to the optimal downtown Benicia location.  Clustering businesses that share customers or have complementary goods 
will strengthen downtown Benicia’s perception in the trade area as a “shopping center.” 



 

 
   

Business Clustering 
Guidelines 

2 

 
 
To implement a clustering strategy, it is important to understand existing assets or clusters, to know where building vacancies exist 
and to identify and actively target businesses to suitable locations.  Clustering strategies include locating businesses near compatible 
businesses, complementary businesses, competitive businesses or traffic generators. 
 
General clustering guidelines follow: 
 
 Professional service/office uses should be located in upper stories and on secondary streets out of the retail core. 
 Beauty and personal cares services can be scattered throughout the district. 
 Restaurants can be located as entertainment anchors throughout the district with sensitivity to avoiding conflicts with 

neighboring businesses that may serve a different market segment. 
 Convenience businesses like grocery and drugstores are ideally located close to concentrations of housing.  This will be an 

important consideration in the future as downtown Benicia’s residential base expands. 
 
In an effort to create a critical mass of interesting shopping, dining and activities to attract a larger group of consumers, business 
expansion and attraction should build upon downtown Benicia’s existing clusters.  These include: Dining, Boutique apparel, Hair 
salons/spas, Health/wellness and Arts/gifts. 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

 

 

 

Appendix 

4. Sample Commercial Targets & Marketing 
  



 



 

 
   

1 

 
 
 
 
 
 
 

Samples 
 

Commercial Targeting  
and  

Marketing Campaigns 
 
 
 



Restaurant Target Market Other Location Requirements 
(parking, etc.)

Preferred            
GLA Comments Portland 

Locations Key Contact Info

Applebee's International Pop: 20,000-50,000
Core Customer Age: Adult
Senior Income: Mid
Traffic count: 20,000 Vehicles/day

Parking: 65-110 parking spaces
Preferred lease terms and renewal 
options: 15 yr. w/4 5-yr. opt.

5,300 sq. ft. Entertainment,
Discount,
Grocery/
supermarket

3 - Portland
5 - Suburban

11201 Renner Boulevard
Lenexa, KS 66219
Phone: 913-967-4000
ron.herman@applebees.com
realestate@applebees.com

Baja Fresh Not Available Preferred lease terms and renewal 
options: 10 yr. w/2 5-yr. opt.
Minimum frontage required: 70 feet

1,500 - 3,000 sq. 
ft.

All considered 4 - Portland
6 - Suburban

Deborah Larson
5900A Katella Ave, Suite 101
Cypress, CA 90630
562-391-2400
dlarson@bajafresh.com

Buffalo Wild Wings Pop Density: 40,000
Core customer income level: Mid
Core customer age: Child, Teen, 
Adult
Traffic count: 25,000 Vehicles/day

Preferred lease terms and renewal 
options: 10 yr. w/2 5-yr. opt.

5,000 - 7,000 sq. 
ft.

Entertainment,
Grocery/
supermarket

3 - Portland
1 - Suburban

Wray Hutchinson
MBH Holding, LLC
327 SW Morrison St.
Portland, OR 97204
Phone: 503-227-8862
wrayhitchinson@comcast.net

California Pizza Kitchen* Min Pop: 250,000
Core customer income level: High
Core customer age:
Child, Teen, Adult
Traffic count: 50,000 Vehicles/day

Chick-fil-A Min Pop: 45,000
Core customer income level: Mid, 
High
Core customer age: Child, Teen, 
Adult
Traffic count: 35,000 Vehicles/day

Preferred lease terms and renewal 
options: 10 yr. w/5 5-yr. opt.
Special requirements: 60 parking 
spaces; one acre for freestanding 
sites

800 - 5,000 sq. 
ft.

Fashion-oriented, 
Entertainment, 
Upscale, Discount, 
Outlet

NA Blake Goodman,  Real Estate Manager
5200 Buffington Road
Atlanta, GA 30349
Phone: 404-684-8737 
blake.goodman@chick-fil-a.com

Chili’s Bar & Grill* Min Pop: 150,000 in 5 mi radius
Traffic count: 35,000 vehicles/day

Chipotle Mexican Grill Min Pop: 30,000 in 2 mi radius
Core customer income level: Mid,
High
Core customer age: Teen, Adult
Traffic count: 25,000 Vehicles/day

Preferred lease terms and renewal 
options: 5 yr. w/5 5-yr. opt.
Minimum frontage required 27 feet
Special requirements: Area for 
patio seating; liquor license

1,200 - 2,800 sq. 
ft.

Entertainment, 
Upscale,  
Grocery/
supermarket

4 - Portland
5 - Suburban

Mark New
New & Neville
900 SW 13th Ave Suite
Portland, OR 97205
503-241-1222
mark@newneville.com

Coyote Ugly* Min Pop: 1,000,000
Core customer age: Adult

Dave & Buster’s* Min Pop: 500,000 in 15 mi radius
Core customer income level: Mid, 
High
Traffic count: 100,000 Vehicles/day

Canby Restaurant Targets



Five Guys Not Available Minimum frontage required: 28 feet 2,000 - 3,000 sq. 
ft.

All considered 3 - Suburban Email questions only
10440 Furnace Road
Suite 205
Lorton, VA 22079
Phone: 703-339-3312
site@fiveguys.com

Fuddruckers (Magic 
Restaurant, LLC)

Min Pop: 50,000 in 4 mi radius
Core customer income level: High
Core customer age: Child, Adult
Traffic count: 20,000 Vehicles/day

Preferred lease terms and renewal 
options: 10 yr. w/5 5-yr. opt.
Does company prefer to own its 
locations: Yes
Special requirements: 80-100 
parking spaces; excellent visibility; 
high traffic

4,500 - 7,000 sq. 
ft.

Entertainment, 
Upscale

1 - Suburban Holland Wiler, Broker
13101 El Camino Road
Austin, TX 78727
Phone: 512-244-6100 
hwiler@austin.rr.com

Lone Star Steakhouse* Min Pop: 100,000 in 5 mi radius
Core customer age: Adult
Traffic count:  20,000 Vehicles/day

McMenamins Not Available 1,500 - 6,500 sq. 
ft.

All considered 20 - Portland
15 - Suburban

Dan McMenamin, General Manager
430 North Killingsworth
Portland, OR 97217
Phone: 503-223-0109
DanM@mcmenamins.com

Olive Garden* Min Pop: 75,000-150,000 in 5 mi rad
Traffic count: 30,000 vehicles/day

Outback Steakhouse* Min Pop: 70,000 in 5 mi radius
Core customer income level: Mid, 
High
Core customer age: Adult, Senior
Traffic count: 25, 000 Vehicles/day

Panera Bread* Min Pop: 50,000 in 3 mi radius
Core customer income level: Mid, 
High
Core customer age: Adult
Traffic count: 20,000 Vehicles/day

Paradise Bakery* Min Pop: 50,000 in 1 mi radius
Core customer income level: Mid, 
High
Core customer age: Adult
Core customer gender: Female

Pizzicato Not Available 2,000 - 5,000 sq. 
ft.

All considered 11 - Portland 
4 - Suburban

Mark Frankel, Owner
2523 SE Ninth Avenue 
Portland , OR 97202-1048
Phone: 503-274-0375 
MarkF@pizzicatopizza.com



Red Robin* Min Pop: 70,000 in 5 mi radius
Core customer income level: Mid, 
High
Core customer age: Child, Teen, 
Adult
Customer requirement: Families

Ruby Tuesday                        
(Ruby Restaurant Group)

Min Pop: 25,000-50,000
Core customer income level: Mid, 
High
Traffic count: 25,000 Vehicles/day

Preferred lease terms and renewal 
options: 15 yr. w/3 5-yr. opt. 
Minimum frontage required: 200 
feet 
Special requirements: 100 parking 
spaces

4,500 - 5,200 sq. 
ft.

Fashion-oriented,
Upscale

1 - Suburban Steve Merrill, Franchisee 
503-544-3284
smerrill@rubytuesday.com
Maura, the person I spoke with, indicated 
he was not developing.             Did not 
provide a physical address.

Tucanos Brazilian Grill * Pop:  400,000+ in 20 min radius
Avg household income: $65,000 or 
more
Traffic counts: strong weekday & 
weekend

*Indicates restaurants whose market requirements do not match Canby.
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Appendix 

5. LoopNet Property for Lease and 10,000-100,000 sq ft Facility 
Search & Map 

  



 



Property For Lease
 
 

 
 

Page 1 of 2   Created: 8/9/2011
LoopNet, Inc. © Copyright 1995 - 2011
This information comes from users and sources believed to be reliable, but is not guaranteed.

Property Name
City, State

Suite/Floor; Date Avail; Lease Type Space Available
Rental Rate

Property Type Status Name
LoopNet ID

Benicia Industrial Park
Benicia,  CA

5301&5341;  Immediate
Direct Lease;  NNN

78,595 SF
$4.80/SF/Year

Industrial
Distribution Warehouse

Available
16029749

4601 Park Rd
Benicia,  CA

ALL;  Immediate
Direct Lease

108,000 SF
Negotiable

Industrial
Distribution Warehouse

Available
15210729

Benicia Industrial Park
Benicia,  CA

451/457/3919;  Immediate
Direct Lease

120,000 SF
Negotiable

Industrial
Distribution Warehouse

Available
16592487

Benicia Industrial Park
Benicia,  CA

437;  Immediate
Direct Lease

80,000 SF
Negotiable

Industrial
Distribution Warehouse

Available
16592487

Benicia Industrial Park
Benicia,  CA

ALL;  Immediate
Direct Lease;  NNN

50,000 SF
$3.36/SF/Year

Industrial
Distribution Warehouse

Available
16669034

Benicia Industrial Park
Benicia,  CA

C;  Immediate
Direct Lease;  NNN

25,280 SF
$5.40/SF/Year

Industrial
Flex Space

Available
16556303

Benicia Industrial Park
Benicia,  CA

ALL;  12/1/2011
Direct Lease

67,392 SF
Negotiable

Industrial
Manufacturing

Available
16904611

Benicia Industrial Park
Benicia,  CA

D;  Immediate
Direct Lease;  NNN

16,896 SF
$4.56/SF/Year

Industrial
Manufacturing

Available
15750839

Benicia Industrial Park
Benicia,  CA

ALL;  9/1/2011
Direct Lease

13,036 SF
Negotiable

Industrial
R&D

Available
17237966

4901 Park Road
Benicia,  CA

Space 1;  Immediate
Direct Lease;  N/A

41,292 SF
Negotiable

Industrial
Warehouse

Available
17263659

6620 Goodyear Road - Sublease
Benicia,  CA

Space 1;  Immediate
Direct Lease;  N/A

12,983 SF
$7.80/SF/Year

Industrial
Warehouse

Available
16352309
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Page 2 of 2   Created: 8/9/2011
LoopNet, Inc. © Copyright 1995 - 2011
This information comes from users and sources believed to be reliable, but is not guaranteed.

Property Name
City, State

Suite/Floor; Date Avail; Lease Type Space Available
Rental Rate

Property Type Status Name
LoopNet ID

Benicia Industrial Park
Benicia,  CA

ALL;  Immediate
Direct Lease;  NNN

11,292 SF
$5.40/SF/Year

Industrial
Warehouse

Available
15547951

Benicia Industrial Park
Benicia,  CA

ALL;  Immediate
Direct Lease;  NNN

11,438 SF
$6.00/SF/Year

Industrial
Warehouse

Available
16756345

Benicia Industrial Park
Benicia,  CA

B;  Immediate
Direct Lease;  NNN

15,488 SF
$3.84/SF/Year

Industrial
Warehouse

Available
15708355

Benicia Industrial Park
Benicia,  CA

ALL;  Immediate
Direct Lease;  NNN

16,090 SF
$4.80/SF/Year

Industrial
Warehouse

Available
14667031

5400 East 2nd Street, Benicia
Benicia,  CA

5080 Park Rd.;  Immediate
Direct Lease;  NNN

17,482 SF
$3.84/SF/Year

Industrial
Warehouse

Available
14873885

Benicia Industrial Park
Benicia,  CA

G & H;  Immediate
Direct Lease;  NNN

20,160 SF
$5.40/SF/Year

Industrial
Warehouse

Available
16800452

Benicia Industrial Park
Benicia,  CA

ALL;  Immediate
Sublease

41,920 SF
Negotiable

Industrial
Warehouse

Available
17073570

Benicia Industrial Park
Benicia,  CA

ALL;  Immediate
Direct Lease

122,000 SF
Negotiable

Industrial
Warehouse

Available
17161595
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Appendix 

6. Sample  Industrial Attraction Research & Marketing 
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The Oroville Gateway

Historic Downtown  

Oroville’s Commercial Core

River Front Beautification

Airport Business Park Industrial Parks

06

12

16

04

08

18

O R OV I L LE OPPORTUNITY
STARTS HERE

Myers St. Rejuvenation

10Upper Feather River 
White Water Park

14Pel lentesque habi tant morbi  t r is t ique senectus et netus et malesuada fames 
ac turp is egestas .  Sed pharetra turp is at  n ibh fac i l is is  rutrum. Vest ibulum 
pret ium, d iam non sceler isque imperdiet ,  n is l  neque e lementum turp is ,  a 
grav ida nunc urna id ve l i t .  Curabi tur ve l  sapien sapien,  s i t  amet molest ie 
enim. Praesent eros est ,  matt is  s i t  amet dapibus nec,  grav ida ac n ibh.  Nul lam 
lectus te l lus ,  u l lamcorper non e le i fend ut ,  pulv inar id eros .  Quisque nis l 
justo ,  lac in ia v i tae euismod nec,  e lementum non lectus .  A l iquam ul t r ices n ibh 
s i t  amet turp is rutrum imperdiet .  Nul lam vel i t  dui ,  dapibus in pret ium non, 
consectetur at  do lor .  In hac habi tasse p latea d ictumst .  Maur is l ibero justo , 
p lacerat ut luctus id ,  t inc idunt at  magna.  Sed s i t  amet l ibero n is i .  Nunc nec 
magna e l i t .  Sed consectetur mi est ,  id dapibus nunc.



Create The Vision at
The Oroville Gateway 

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

Aliquam ultrices nibh sit am sapien, sit amet mole 
Praesent eros est, mattis sit amet dapibus.”

“

04 05

Proposed Gateway renovation area

Park renovations have already begun

Pel lentesque habi tant morbi  t r is t ique senectus 
et netus et malesuada fames ac turp is egestas . 
Sed pharetra turp is at  n ibh fac i l is is  rutrum. 
Vest ibulum pret ium, d iam non scel  er isque 
imperdiet ,  n is l  neque e lementum turp is ,  a grav 
ida nunc urna id ve l i t .  Curab i tur ve l  sapien 
sapien,  s i t  amet molest ie enim. Praesent eros 
est ,  matt is  s i t  amet dapibus nec,  grav ida ac 
n ibh.  Vest ibulum pret ium, d iam. 

PROJECT COMPLETION STEPS TO COMPLETION

STEP 4 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

ultrices nibh sit amet ultrices nibh sit 

STEP 5 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

STEP 6 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

STEP 7 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

Pel lentesque habi tant morbi  t r is t ique senectus 
et netus et malesuada fames ac turp is egestas . 
Sed pharetra turp is at  n ibh fac i l is is  rutrum. 
Vest ibulum pret ium, d iam non scel  er isque 
imperdiet ,  n is l  neque e lementum turp is ,  a grav 
ida nunc urna id ve l i t .  Curab i tur ve l  sapien 
sapien,  s i t  amet molest ie enim. Praesent eros 
est ,  matt is  s i t  amet dapibus nec,  grav ida ac 
n ibh.  Vest ibulum pret ium, d iam. 

Development and beautification is well 
underway along the river



Aliquam ultrices nibh sit am sapien, sit amet mole 
Praesent eros est, mattis sit amet dapibus.”

“

Explore Bountiful Opportunities 
by Oroville’s Scenic Riverfront  

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

06 07

Sculpture in the Centennial Park

Completed Centennial  Park 

Pel lentesque habi tant morbi  t r is t ique senectus 
et netus et malesuada fames ac turp is egestas . 
Sed pharetra turp is at  n ibh fac i l is is  rutrum. 
Vest ibulum pret ium, d iam non scel  er isque 
imperdiet ,  n is l  neque e lementum turp is ,  a grav 
ida nunc urna id ve l i t .  Curab i tur ve l  sapien 
sapien,  s i t  amet molest ie enim. Praesent eros 
est ,  matt is  s i t  amet dapibus nec,  grav ida ac 
n ibh.  Vest ibulum pret ium, d iam. 

PROJECT COMPLETION STEPS TO COMPLETION

STEP 4 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

ultrices nibh sit amet ultrices nibh sit 

STEP 5 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

STEP 6 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

STEP 7 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

Pel lentesque habi tant morbi  t r is t ique senectus 
et netus et malesuada fames ac turp is egestas . 
Sed pharetra turp is at  n ibh fac i l is is  rutrum. 
Vest ibulum pret ium, d iam non scel  er isque 
imperdiet ,  n is l  neque e lementum turp is ,  a grav 
ida nunc urna id ve l i t .  Curab i tur ve l  sapien 
sapien,  s i t  amet molest ie enim. Praesent eros 
est ,  matt is  s i t  amet dapibus nec,  grav ida ac 
n ibh.  Vest ibulum pret ium, d iam. 

Development and beautification is well 
underway along the river

FPO



Aliquam ultrices nibh sit am sapien, sit amet mole 
Praesent eros est, mattis sit amet dapibus.”

“

Make a Splash with 
Oroville’s White Water Park 

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

08 09

Proposed white water rafting park area

Park renovations have already begun

Pel lentesque habi tant morbi  t r is t ique senectus 
et netus et malesuada fames ac turp is egestas . 
Sed pharetra turp is at  n ibh fac i l is is  rutrum. 
Vest ibulum pret ium, d iam non scel  er isque 
imperdiet ,  n is l  neque e lementum turp is ,  a grav 
ida nunc urna id ve l i t .  Curab i tur ve l  sapien 
sapien,  s i t  amet molest ie enim. Praesent eros 
est ,  matt is  s i t  amet dapibus nec,  grav ida ac 
n ibh.  Vest ibulum pret ium, d iam. 

PROJECT COMPLETION STEPS TO COMPLETION

STEP 4 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

ultrices nibh sit amet ultrices nibh sit 

STEP 5 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

STEP 6 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

STEP 7 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

Pel lentesque habi tant morbi  t r is t ique senectus 
et netus et malesuada fames ac turp is egestas . 
Sed pharetra turp is at  n ibh fac i l is is  rutrum. 
Vest ibulum pret ium, d iam non scel  er isque 
imperdiet ,  n is l  neque e lementum turp is ,  a grav 
ida nunc urna id ve l i t .  Curab i tur ve l  sapien 
sapien,  s i t  amet molest ie enim. Praesent eros 
est ,  matt is  s i t  amet dapibus nec,  grav ida ac 
n ibh.  Vest ibulum pret ium, d iam. 

Development and beautification is well 
underway along the river



“Aliquam ultrices nibh sit amet ultrices nibh sit amet ultrices 
nibh sit amet ultrices nibh sit amet ultrices nibh sit amet”

Pel lentesque habi tant morbi  t r is t ique senectus 
et netus et malesuada fames ac turp is egestas . 
Sed pharetra turp is at  n ibh fac i l is is  rutrum. 
Vest ibulum pret ium, d iam non scel  er isque 
imperdiet ,  n is l  neque e lementum turp is ,  a grav 
ida nunc urna id ve l i t .  Curab i tur ve l  sapien 
sapien,  s i t  amet molest ie enim. Praesent eros 
est ,  matt is  s i t  amet dapibus nec,  grav ida ac 
n ibh.  Vest ibulum pret ium, d iam. 

“Curabitur vel sapien sapien, sit amet.”

Pel lentesque habi tant morbi  t r is t ique senectus 
et netus et malesuada fames ac turp is egestas . 
Sed pharetra turp is at  n ibh fac i l is is  rutrum. 
Vest ibulum pret ium, d iam non scel  er isque 
imperdiet ,  n is l  neque e lementum turp is ,  a grav 
ida nunc urna id ve l i t .  Curab i tur ve l  sapien 
sapien,  s i t  amet molest ie enim. Praesent eros 
est ,  matt is  s i t  amet dapibus nec,  grav ida ac 
n ibh.  Vest ibulum pret ium, d iam. 

“Curabitur vel sapien sapien, sit amet.”

Pel lentesque habi tant morbi  t r is t ique senectus 
et netus et malesuada fames ac turp is egestas . 
Sed pharetra turp is at  n ibh fac i l is is  rutrum. 
Vest ibulum pret ium, d iam non scel  er isque 
imperdiet ,  n is l  neque e lementum turp is ,  a grav 
ida nunc urna id ve l i t .  Curab i tur ve l  sapien 
sapien,  s i t  amet molest ie enim. Praesent eros 
est ,  matt is  s i t  amet dapibus nec,  grav ida ac 
n ibh.  Vest ibulum pret ium, d iam. 

“Curabitur vel sapien sapien, sit amet.”

Be a Part of Oroville’s Newly 
Renovated Historic Downtown

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

Aliquam ultrices nibh sit am sapien, sit amet mole 
Praesent eros est, mattis sit amet dapibus.”

“

10 11



Aliquam ultrices nibh sit am sapien, sit amet mole 
Praesent eros est, mattis sit amet dapibus.”

“
Phasellus sapien urna, 
tristique eu mattis et, 
pretium tristique eu 
mattis et, pretium.”

“

“Aliquam ultrices nibh sit amet    
turpis rutrum imperdiet.”

RUTUM IMPER DIET RUTUM IMPER DIET RUTUM IMPER DIET
diam non scel  er isque 
imperdieta grav ida nunc 
urna id ve l i t  phas e l lus 
sapien urna. 

d iam non scel  er isque 
imperdieta grav ida nunc 
urna id ve l i t  phas e l lus 
sapien urna. 

d iam non scel  er isque 
imperdieta grav ida nunc 
urna id ve l i t  phas e l lus 
sapien urna. 

Pel lentesque habi tant morbi  t r is t ique senectus et netus et malesuada fames ac turp is 
egestas .  Sed pharetra turp is at  n ibh fac i l is is  rutrum. Vest ibulum pret ium, d iam non 
sceler isque imperdiet ,  n is l  neque e lementum turp is ,  a grav ida nunc urna id ve l i t . 
Curabi tur ve l  sapien sapien,  s i t  amet molest ie enim. Praesent eros est ,  matt is  s i t  amet 
dapibus nec,  grav ida ac n ibh.  Nul lam lectus te l lus ,  u l lamcorper non e le i fend ut ,  pulv inar 
id eros .  Quisque nis l  justo ,  lac in ia v i tae euismod nec,  e lementum non lectus .  A l iquam 
ul t r ices n ibh s i t  amet turp is rutrum imperdiet .  Nul lam vel i t  dui ,  dapibus in pret ium non, 
consectetur at  do lor .  In hac habi tasse p latea d ictumst .  Maur is l ibero justo ,  p lacerat 
ut luctus id ,  t inc idunt at  magna.  Sed s i t  amet l ibero n is i .  Nunc nec magna e l i t .  Sed 
consectetur mi est ,  id dapibus nunc.

“Curabitur vel sapien sapien, sit amet.”

10% 30% 60%

Join Oroville’s Growing 
Commercial Core

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

12 13



14 15

Pel lentesque habi tant morbi  t r is t ique senectus 
et netus et malesuada fames ac turp is egestas . 
Sed pharetra turp is at  n ibh fac i l is is  rutrum. 
Vest ibulum pret ium, d iam non scel  er isque 
imperdiet ,  n is l  neque e lementum turp is ,  a grav 
ida nunc urna id ve l i t .  Curab i tur ve l  sapien 
sapien,  s i t  amet molest ie enim. Praesent eros 
est ,  matt is  s i t  amet dapibus nec,  grav ida ac 
n ibh.  Vest ibulum pret ium, d iam. 

PROJECT COMPLETION

Pel lentesque habi tant morbi  t r is t ique senectus 
et netus et malesuada fames ac turp is egestas . 
Sed pharetra turp is at  n ibh fac i l is is  rutrum. 
Vest ibulum pret ium, d iam non scel  er isque 
imperdiet ,  n is l  neque e lementum turp is ,  a grav 
ida nunc urna id ve l i t .  Curab i tur ve l  sapien 
sapien,  s i t  amet molest ie enim. Praesent eros 
est ,  matt is  s i t  amet dapibus nec,  grav ida ac 
n ibh.  Vest ibulum pret ium, d iam. 

Similar projects already accomplished

Similar light post placed downtown

Roundabout placed at Washington Ave.

STEPS TO COMPLETION

STEP 4 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

ultrices nibh sit amet ultrices nibh sit 

STEP 5 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

STEP 6 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

STEP 7 diam non scel  er isque imperdieta grav ida 
nunc urna id ve l i t  phas e l lus sapien urna. 

Break Ground at the 
Rejuvenated Myers St. 

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

Aliquam ultrices nibh sit am sapien, sit amet mole 
Praesent eros est, mattis sit amet dapibus.”

“



Aliquam ultrices nibh sit am sapien, sit amet mole 
Praesent eros est, mattis sit amet dapibus.”

“
Phasellus sapien urna, 
tristique eu mattis et, 
pretium tristique eu 
mattis et, pretium.”

“

“Aliquam ultrices nibh sit amet    
turpis rutrum imperdiet.”

RUTUM IMPER DIET RUTUM IMPER DIET RUTUM IMPER DIET
diam non scel  er isque 
imperdieta grav ida nunc 
urna id ve l i t  phas e l lus 
sapien urna. 

d iam non scel  er isque 
imperdieta grav ida nunc 
urna id ve l i t  phas e l lus 
sapien urna. 

d iam non scel  er isque 
imperdieta grav ida nunc 
urna id ve l i t  phas e l lus 
sapien urna. 

Pel lentesque habi tant morbi  t r is t ique senectus et netus et malesuada fames ac turp is 
egestas .  Sed pharetra turp is at  n ibh fac i l is is  rutrum. Vest ibulum pret ium, d iam non 
sceler isque imperdiet ,  n is l  neque e lementum turp is ,  a grav ida nunc urna id ve l i t . 
Curabi tur ve l  sapien sapien,  s i t  amet molest ie enim. Praesent eros est ,  matt is  s i t  amet 
dapibus nec,  grav ida ac n ibh.  Nul lam lectus te l lus ,  u l lamcorper non e le i fend ut ,  pulv inar 
id eros .  Quisque nis l  justo ,  lac in ia v i tae euismod nec,  e lementum non lectus .  A l iquam 
ul t r ices n ibh s i t  amet turp is rutrum imperdiet .  Nul lam vel i t  dui ,  dapibus in pret ium non, 
consectetur at  do lor .  In hac habi tasse p latea d ictumst .  Maur is l ibero justo ,  p lacerat 
ut luctus id ,  t inc idunt at  magna.  Sed s i t  amet l ibero n is i .  Nunc nec magna e l i t .  Sed 
consectetur mi est ,  id dapibus nunc.

“Curabitur vel sapien sapien, sit amet.”

10% 30% 60%

Plant Roots at Oroville’s
Airport Business Park  

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

16 17



“Aliquam ultrices nibh sit amet ultrices nibh sit amet ultrices 
nibh sit amet ultrices nibh sit amet ultrices nibh sit amet”

Pel lentesque habi tant morbi  t r is t ique senectus 
et netus et malesuada fames ac turp is egestas . 
Sed pharetra turp is at  n ibh fac i l is is  rutrum. 
Vest ibulum pret ium, d iam non scel  er isque 
imperdiet ,  n is l  neque e lementum turp is ,  a grav 
ida nunc urna id ve l i t .  Curab i tur ve l  sapien 
sapien,  s i t  amet molest ie enim. Praesent eros 
est ,  matt is  s i t  amet dapibus nec,  grav ida ac 
n ibh.  Vest ibulum pret ium, d iam. 

“Curabitur vel sapien sapien, sit amet.”

Pel lentesque habi tant morbi  t r is t ique senectus 
et netus et malesuada fames ac turp is egestas . 
Sed pharetra turp is at  n ibh fac i l is is  rutrum. 
Vest ibulum pret ium, d iam non scel  er isque 
imperdiet ,  n is l  neque e lementum turp is ,  a grav 
ida nunc urna id ve l i t .  Curab i tur ve l  sapien 
sapien,  s i t  amet molest ie enim. Praesent eros 
est ,  matt is  s i t  amet dapibus nec,  grav ida ac 
n ibh.  Vest ibulum pret ium, d iam. 

“Curabitur vel sapien sapien, sit amet.”

Pel lentesque habi tant morbi  t r is t ique senectus 
et netus et malesuada fames ac turp is egestas . 
Sed pharetra turp is at  n ibh fac i l is is  rutrum. 
Vest ibulum pret ium, d iam non scel  er isque 
imperdiet ,  n is l  neque e lementum turp is ,  a grav 
ida nunc urna id ve l i t .  Curab i tur ve l  sapien 
sapien,  s i t  amet molest ie enim. Praesent eros 
est ,  matt is  s i t  amet dapibus nec,  grav ida ac 
n ibh.  Vest ibulum pret ium, d iam. 

“Curabitur vel sapien sapien, sit amet.”

Manufacture Your Future in 
Oroville’s Industrial Park

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

RUTUM IMPER DIET
diam non scel erisque imperdieta gravida  nunc urna id

Aliquam ultrices nibh sit am sapien, sit amet mole 
Praesent eros est, mattis sit amet dapibus.”

“

18 19
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2005-2006
Annual ReportAnnual Report
E l  D o r a d o  C o u n t y  E c o n o m i c  D e v e l o p m e n t



El Dorado County Office of Economic Development was established 

by the Board of Supervisors in 1998 with the following mission:

To expand employment and business opportunities 

for El Dorado County residents, entrepreneurs and 

property owners with particular focus on increasing 

the participation of traditionally underserved ares 

and populations of the County. To generate a healthy 

business climate that maintains and enhance the 

environmental quality of the county while producing 

tax revenues to support civic goals that provide goods 

and services for the populace. To support artistic, 

tourism and cultural activities and the growth of 

cultural resources for the community.

M i s s i o n



Photo, Name and Title Photo, Name and Title 
of person writing letter

W elcome letter from director or president serves as an introduction to the 
orgnization’s main goals and accomplishments for the year. Ore dignis accum 
quat, sequissenim iusting elendrem ip et, quat lamconu lutpatu sandre tincilis 

exer augiamet augiam eros eugiam, veros nisl el et lorem quam venis augait iure eugait 
lan henit alit nulpute tionsed tat ulla ad do dolorpero et ad etuer augiamc rerostrud te 
magnism lobore magna faciliquis et wisit velit, consenim do commy nis alit ad tis atis 
ex er acidui blam inci tiscipsum velendre mod dolor sis ad tat nit dolorperit, verat.

Duisl ex eraestrud dunt velit voloboreet luptat vullandrero duis dolore conum vol-
ortie consectem in veliquisl iuscinibh esequametuer suscilluptat lor si.

Lore magna feui tis aut ilis aut adipsusci tat praessim volessecte volutpatue magna 
cor sit ip ex et, quametummy num am irit ut nullaor il ut lut lut illandit adit la feu 
facipit volum irit aciduis ectem vel irit luptat, sendre tate tis accum digna core min uta-
tem ipis dolor ad do dolesto dolor summolesecte feu faccum et iure modolobortis alisi.

Lorpero dolorero od mincilluptat wisi eum volore tetue consecte mod endigni mo-
dolor iuscili uismodiam quisit lamconsequis delit iureet lum dolorem quis eugait nul-
lam, quipism doloreet, volorperos

Signature (Scanned)
Spell Out Name and Title of Person Writing Letter 

We l c o m e
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F irst paragraph style is Body Drop Cap. 
Select the drop cap and apply the charac-
ter style called Drop Cap.  en use the 

Swatches palette to make the drop cap color 
match the color rectangle at the top of the 
page. 

Heading 1
Succeeding paragraph style is Body.  vul-

landrero duis dolore conum volortie consectem 
in veliquisl iuscinibh esequametuer suscilluptat 
lor si.

Heading 2 is set in Char Styles – Heading 2 is set in Char Styles – Heading 2 is set in Char Styles Ad do 
dolorpero et ad etuer augiamc rerostrud te 
magnism lobore magna faciliquis et wisit velit, 
consenim do commy nis alit ad tis atis ex er 
acidui blam inci tiscipsum velendre mod dolor 
sis ad tat nit dolorperit, verat.

Heading 2 – dunt velit voloboreet luptat Heading 2 – dunt velit voloboreet luptat Heading 2 –

vullandrero duis dolore conum volortie con-
sectem in veliquisl iuscinibh esequametuer 
suscilluptat lor si.

Heading 1
u Bullet example.  e hanging indent is ap-

plied through Paragraph Styles.  e bullet 
is applied in Character Styles. 

u Duis dolummy nonsect tuerostie delisse 
uatet, consequipis numsan 

u Ut praesto er acipit praesecte miniamcorem 
dolorper aci blandignis augait dio consecte 
facipsu sandre con ullan enim ing 

u Eeugiamconsed tationum veliquis 
u Am dunt euis aliquatet la feuis 

Lorem zzrilla autem quam niametum iriure 

Entrepreneurship

Table Label

Table Header Hdr

Table 00

Match table color to color on page thru Table palette 000

Name of Another Company (name of city) 0

Name of Company (name of city) 00

Name of Another Company (name of city) 00

Name of Company (name of city) 00

Name of Another Company (name of city) 0

 is is an example of a caption.  is is an example of a caption. 
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F irst paragraph style is Body Drop Cap. 
Select the drop cap and apply the charac-
ter style called Drop Cap.  en use the 

Swatches palette to make the drop cap color 
match the color rectangle at the top of the 
page. 

Heading 1
Succeeding paragraph style is Body.  vul-

landrero duis dolore conum volortie consectem 
in veliquisl iuscinibh esequametuer suscilluptat 
lor si.

Heading 2 is set in Char Styles – Heading 2 is set in Char Styles – Heading 2 is set in Char Styles Ad do 
dolorpero et ad etuer augiamc rerostrud te 
magnism lobore magna faciliquis et wisit velit, 
consenim do commy nis alit ad tis atis ex er 

acidui blam inci tiscipsum velendre mod dolor 
sis ad tat nit dolorperit, verat.

Heading 1
u Bullet example.  e hanging indent is ap-

plied through Paragraph Styles.  e bullet 
is applied in Character Styles. 

u Duis dolummy nonsect tuerostie delisse 

Business Assistance

Table Label

Table Header Hdr

Table 00

Match table color to color on page thru Table palette 000

Name of Another Company (name of city) 0

Name of Company (name of city) 00

Name of Another Company (name of city) 00

Name of Company (name of city) 00

Name of Another Company (name of city) 0

 is is an example of a caption. is is an example of a caption.

 is is an example of a caption. is is an example of a caption.



F irst paragraph style is Body Drop Cap. 
Select the drop cap and apply the charac-
ter style called Drop Cap.  en use the 

Swatches palette to make the drop cap color 
match the color rectangle at the top of the 
page. 

Heading 1
Succeeding paragraph style is Body.  vul-

landrero duis dolore conum volortie consectem 
in veliquisl iuscinibh esequametuer suscilluptat 
lor si.

Heading 2 is set in Char Styles – Heading 2 is set in Char Styles – Heading 2 is set in Char Styles Ad do 
dolorpero et ad etuer augiamc rerostrud te 
magnism lobore magna faciliquis et wisit velit, 
consenim do commy nis alit ad tis atis ex er 
acidui blam inci tiscipsum velendre mod dolor 
sis ad tat nit dolorperit, verat.

Heading 2 – dunt velit voloboreet luptat Heading 2 – dunt velit voloboreet luptat Heading 2 –

vullandrero duis dolore conum volortie con-
sectem in veliquisl iuscinibh esequametuer 
suscilluptat lor si.

Heading 1
u Bullet example.  e hanging indent is ap-

plied through Paragraph Styles.  e bullet 
is applied in Character Styles. 

u Duis dolummy nonsect tuerostie delisse 
uatet, consequipis numsan 

u Ut praesto er acipit praesecte miniamcorem 
dolorper aci blandignis augait dio consecte 
facipsu sandre con ullan enim ing 

u Eeugiamconsed tationum veliquis 
u Am dunt euis aliquatet la feuis 

International Trade

 is is an example of a caption. is is an example of a caption.



F irst paragraph style is Body Drop Cap. 
Select the drop cap and apply the charac-
ter style called Drop Cap.  en use the 

Swatches palette to make the drop cap color 
match the color rectangle at the top of the 
page. 

Heading 1
Succeeding paragraph style is Body.  vul-

landrero duis dolore conum volortie consectem 
in veliquisl iuscinibh esequametuer suscilluptat 
lor si.

Heading 2 is set in Char Styles – Heading 2 is set in Char Styles – Heading 2 is set in Char Styles Ad do 
dolorpero et ad etuer augiamc rerostrud te 
magnism lobore magna faciliquis et wisit velit, 
consenim do commy nis alit ad tis atis ex er 
acidui blam inci tiscipsum velendre mod dolor 
sis ad tat nit dolorperit, verat.
u Bullet example.  e hanging indent is ap-

plied through Paragraph Styles.  e bullet 
is applied in Character Styles. 

u Duis dolummy nonsect tuerostie delisse 
uatet, consequipis numsan 

u Ut praesto er acipit praesecte miniamcorem 
dolorper aci blandignis augait dio consecte 
facipsu sandre con ullan enim ing 

Workforce Development

 is is an example of a caption. is is an example of a caption.
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F irst paragraph style is Body Drop Cap. 
Select the drop cap and apply the charac-
ter style called Drop Cap.  en use the 

Swatches palette to make the drop cap color 
match the color rectangle at the top of the 
page. 

Heading 1
Succeeding paragraph style is Body.  vul-

landrero duis dolore conum volortie consectem 
in veliquisl iuscinibh esequametuer suscilluptat 
lor si.

Heading 2 is set in Char Styles – Heading 2 is set in Char Styles – Heading 2 is set in Char Styles Ad do 
dolorpero et ad etuer augiamc rerostrud te 
magnism lobore magna faciliquis et wisit velit, 
consenim do commy nis alit ad tis atis ex er 
acidui blam inci tiscipsum velendre mod dolor 
sis ad tat nit dolorperit, verat.

Heading 2 – dunt velit voloboreet luptat Heading 2 – dunt velit voloboreet luptat Heading 2 –

vullandrero duis dolore conum volortie con-
sectem in veliquisl iuscinibh esequametuer 
suscilluptat lor si.

Heading 1
u Bullet example.  e hanging indent is ap-

plied through Paragraph Styles.  e bullet 
is applied in Character Styles. 

u Duis dolummy nonsect tuerostie delisse 
uatet, consequipis numsan 

u Ut praesto er acipit praesecte miniamcorem 
dolorper aci blandignis augait dio consecte 
facipsu sandre con ullan enim ing 

u Eeugiamconsed tationum veliquis 
u Am dunt euis aliquatet la feuis

Lorem zzrilla autem quam niametum iriure 
ming eugait et, quatem zzriliq ametumm les-
tie doloreetum vero od tatumsandre dolobor 
etummod etummy non ullan volorpe aesecte 
conum zzrit lumsan ulla con hendit lam quatis 
dolore vel ulluptatie magna conse volor sum 
init at, commy nulput ipiscil quam, venibh erit 
nos at ilit ad delessit ut wis alit lore el ulla ad 
tionulputat doloreriure molortisl del ea feugue 
mod tin ver iliscin velent iriusti nsectem incilit 
iurerat. Ut la aliquamet, volore dolor sis adiam 

Arts & Resources

 is is an example of a caption. is is an example of a caption.
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F irst paragraph style is Body Drop Cap. 
Select the drop cap and apply the charac-
ter style called Drop Cap.  en use the 

Swatches palette to make the drop cap color 
match the color rectangle at the top of the 
page. 

Heading 1
Succeeding paragraph style is Body.  vul-

landrero duis dolore conum volortie consectem 
in veliquisl iuscinibh esequametuer suscilluptat 
lor si.

Heading 2 is set in Char Styles – Heading 2 is set in Char Styles – Heading 2 is set in Char Styles Ad do 
dolorpero et ad etuer augiamc rerostrud te 
magnism lobore magna faciliquis et wisit velit, 

consenim do commy nis alit ad tis atis ex er 
acidui blam inci tiscipsum velendre mod dolor 
sis ad tat nit dolorperit, verat.

Heading 2 – dunt velit voloboreet luptat Heading 2 – dunt velit voloboreet luptat Heading 2 –
vullandrero duis dolore conum volortie con-
sectem in veliquisl iuscinibh esequametuer 
suscilluptat lor si.

Business Climate

 is is an example of a caption. is is an example of a caption. is is an example of a caption. is is an example of a caption.

Heading 1
u Bullet example.  e hanging indent is ap-

plied through Paragraph Styles.  e bullet 
is applied in Character Styles. 

u Duis dolummy nonsect tuerostie delisse 
uatet, consequipis numsan 

u Ut praesto er acipit praesecte miniamcorem 
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L ore dignis accum quat, sequissenim iust-
ing elendrem ip et, quat lamconu lutpa-
tu sandre tincilis exer augiamet augiam 

eros eugiam, veros nisl el et lorem quam venis 
augait iure eugait lan henit alit nulpute tionsed 
tat ulla ad do dolorpero et ad etuer augiamc re-

Financial Report
rostrud te magnism lobore magna faciliquis et 
wisit velit, consenim do commy nis alit ad tis 
atis ex er acidui blam inci tiscipsum velendre 
mod dolor sis ad tat nit dolorperit, verat.

 is is a subhead
Duisl ex eraestrud dunt velit voloboreet 

luptat vullandrero duis dolore conum volortie 
consectem in veliquisl iuscinibh esequametuer 
suscilluptat lor si.

Lore facil ilis niat, veliquat nim aliquip ssisl 
esecte ea amcommo ignisci et laorem quissenis-
mod magna feugiat vent volendi niam, commy 
num irit ut dolor illum dunt vel utatie corper-

SOURCES OF FUNDINGSPENDING CATEGORIES
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El Dorado County 
Board of Supervisors

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

C o n t a c t s

Economic Development 
Staff

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Other Contacts as 
Needed

(Business advisory council? 
workforce agencies? Board of 
Directors? etc.)
center content as necessary, depend-
ing on length

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail

Firstname Lastname
Title
Phone
e-mail



330 Fair Lane
Placerville, CA 95667

(530) 621-5570



 

 

 

 

 

Appendix 

7. Proposed BIP Sustainable Management Program 
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Appendix 

8. Sample  “Lafayette Green” Business Recognition 

 (file attached)  
  



 



 

 

 

 

 

Appendix 

9. Sample  San Jose Business Cooperation Program 
  



 



 
 
 
 
 
 

Benefits of Program 

• Your liability in terms of 
allocation errors from 3rd Party 
vendors is reduced 

• You enhance City revenue without 
increasing additional tax 
liabilities 

• You are compensated for 
undertaking the allocation 
process 

• Provides you the additional 
opportunity to publically 
recognize the important 
contributions that you make to 
our community. 

Phone: 408-535-8178 
Web site: www.sjeconomy.com 
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City of San Jose 
Office of Economic Development 

200 E. Santa Clara Street 
San Jose, CA 95113 

 
p: 408.535.8178 
f: 408.292.6719 

 economic.development@sanjoseca.gov 

The Business Cooperation Program is an effort 
where the City and you work together for 
mutual benefit in allocating use tax dollars back 
to the City of San Jose.  In exchange for 
undertaking the tax liability and reporting to the 
State of California, the City of San Jose will 
reimburse you a portion of the local tax that 
was collected. 
 
This program results in: 

• Your tax liability in terms of allocation 

errors from 3rd Party vendors being reduced 

• You enhance City revenue without 

increasing additional tax liabilities 

• Provides you the additional opportunity to 

publically recognize the important 

contributions that you make to our 

community.  

What is the Business 
Cooperation Program Firms making purchases of equipment, materials and 

fixtures from out of state will remit use tax to the State 
of California through either a: 

• Direct Pay Permit 

• Sub Seller’s Permit  

Firms designate “San Jose” as the first function use of 
the equipment.  The City will reimburse you for the 
administrative burden of monitoring and allocating the 
tax. 

Business Cooperation Example 
  
Purchase Price of Widget   $5,000,000 
Santa Clara Co. Tax Rate   8.25% 
Total Tax Collected by Buyer  $412,500 
  
Use Tax Rec'd by SBOE   $412,500 
State of CA Portion 6.25%   $312,500 
County/VTA Portion 1%   $  50,000 
City of San Jose Portion 1%   $  50,000 
 
You are Reimbursed 20%   $ 10,000 
 Resulting San Jose Share  $  40,000 

Getting Started 
Getting started with the Business Cooperation Program 
is simple as 1-2-3. 
 

1. Contact the Office of Economic 
Development (OED) regarding your 
interest in the Program BEFORE you 
make specific purchases of equipment 
or machinery. 

2. The City will determine if your particular 
purchase is subject to use tax and works 
within the State approved allocation process 

3. The City will assist you with either acquiring 
a sub sellers permits or direct pay permit 

 
Once a sub sellers permit or direct pay permit is in 
place, you are now ready to accrue and remit the 
appropriate tax liability. 
 

Claims Process 
Participating companies in the Business Cooperation 
Program will request in writing 45 days after the close 
of the reporting quarter a claim for rebate to the City.  
City staff will verify the claim to ensure the California 
State Board of Equalization has received the use tax 
allocation.  Upon verification, the City will process the 
appropriate rebate for the participating company as 
outlined below. 
 

Net New Use Tax Received by 
the City of San Jose  

Rebate 
Percentage 

Tier 1: 0-$200,000 20% 

Tier 2: $200,001-$500,000 25% 

Tier 3: $500,001 and greater 30% 
 
If the total allocation for four consecutive quarters 
exceeds Tier one or Tier two, there will be a one time 
true up payment in the fourth quarter from the City at 
the next higher Tier.  However, if a firm over four 
consecutive quarters does not exceed Tier one 
threshold, they receive the minimum 20%.  

 

Process 

FAQ 
Is this Common in other communities? 

Yes, the CA State Board of Equalization has provided 
the two avenues, Sub-Sellers Permit and Direct Pay 
Permit to allocate use tax to communities. 

Is there a cost? 

There is no cost to obtain a Direct Pay Permit. There is 
also no cost to acquire a sub seller’s permit.  

Do I pay more tax? 

No.  You will not pay any more tax than you would 
normally.  The difference is you accrue the liability and 
remit the tax instead of having a reseller accrue and 

remit the tax. 



 

 

 

 

 

Appendix 

10. Sample Plan Check Flowcharts 
  



 



Field
Services

Fire

Building

Planning

Engineering

Fire

Building

Planning

Engineering

Permit
Counter Applicant Permit

Counter

Timeframe
Two Weeks One Day Dependent on Applicant Two Weeks

After review, the Fire Department transfers
their comments to the Building Division's two
copies of the plans and places their comments 
into Eden.

Building delivers the plans
and comments to the 
applicant and retains one 
copy for the office.  Fire 
Dept. keeps their original copy.

The applicant updates
the plans according to
the comments received.

The applicant delivers
three (3) copies of the 
revised plan set.
Building deposits the
plans in the plan
checking area in the 
Building Division, and 
each department checks 
for errors or corrections. 
If ready, each department
signs off on the stamp
and enters it into Eden.
If not, the department
does not sign stamp
and then provides 
additional comments 
on the plans and/or
written.  Department
makes sure that the 
comments are entered 
into Eden.

If each department has
signed off on the two copies 
of the plans in Building Division
(Fire Dept. discards third copy)

Permit
Issued

Repeat
Process

If there are additional
comments or 
corrections.

Plancheck Flow Chart
Start

Each department signs off in Eden and includes comments.

Field
Services

Planning will consult
with Parks & Leisure
Services when needed.

Planning will consult
with Parks & Leisure
Services when needed.
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Applicant submits three (3) copies of the 
plans for permit along with a copy of the 
Project Review Committee (PRC) letter 
(if applicable), and the building permit 
checklist. 
The application must contain ALL of the 
required materials and plans must meet 
minimum standards prior to acceptance 
over the counter.

Other than the Fire Department, each 
department reviews the plans at the Building 
Division table, makes comments on the
plans and enters their comments into Eden.
Additional written comments may be left
with the Building Division.  

If each department
has signed off on 
the two copies 
of the plans in 
Building Division
(Fire Dept. discards
third copy)

Entered into Eden

If there are 
comments or 
corrections.

Applicant

Application
Review

Staff from the Engineering and Planning 
Divisions* reviews the application, PRC 
letter and checklist with the applicant.  
If the application is complete, the counter 
staff enters the permit information into 
Eden, deposits the plans plan checking
area in the Building Division, and sends 
an email out to each department regarding 
the new plans.

If not complete
the application
is returned to
the applicant.

* - For the application review process, The Engineering staff
used shall be (1) Dave Behrens, (2) Javier Sanchez, 
(3) Michael Reed.  The Planning staff used shall be the
project planner (when applicable).  If there is no project
Planner assigned, the Planner assigned to counter at the
time of submittal shall be used.
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Appendix 

11. Applied Economics, MetroComp  
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Attachment 13 – Work Session Notes 
 

The draft Business Development Action Plan was reviewed in three different public work sessions: 

 September 21, 2011 – Plan review with the Economic Development Board 

 October 12, 2011 – Three public work sessions overviewing each section of the plan – 
Downtown/Tourism, Commercial Centers and Benicia Industrial Park 

 October 25, 2011 – Special Joint Meeting, City Council & Economic Development Board 

The following are notes and comments provided at each work session. 

 

September 21, 2011 – Economic Development Board Work Session Notes  

1. Appendix 1 Economic Indicators, could additional information be added to the school information 
about the quality of the schools. Additional comments on quality of schools compared to Danville 
was cited from audience. 

2. Economic Indicators, benchmark to other areas (competitors or comparative areas) vs. Solano. Feel 
that Benicia should “stretch” itself to the next level.  

3. Update of the zoning ordinance is a priority and deserves attention. 
4. Projections on tax revenue numbers 2010 reflect refinery expansion which will end this year.  
5. Audience comment: Can do the Sustainable Management Program immediately through the Good 

Neighborhood, recommend the Board submit application, very interested in funding…have done 
two already with residence, Ron Myska volunteered to be the pilot project.  

6. Question from audience “What would be the comparison of sales tax leakage to other cities” (cities 
would need to be selected and report run, there could be major difference depending on the retail 
mix of the cities chosen for comparison).  

7. Staff should be concierge to people coming to the city.  
8. Need to fund it. 
9. Change "work together to get results" to "working together to get results". 
10. Concierge for BIP. 
11. What are good "measures" for tourism. 
12. Question on marketing – would there be key message platform? 

 
October 12, 2011 – Public Work Sessions  

1. Downtown / Tourism Work Session 

 Impediments to new business locating or expanding in downtown – Historic Preservation and 
Design Review Board  

 Curb Appeal is needed at the major entrance off the freeway  

 Update – the Park Committee has received a grant for Waterfront Master Plan  

 A concern brought up about the Traffic Flow of Main Street 

 Comments from several attendees the “modern-type” businesses that attract the young 
working classes is not located in downtown 

 Socially responsible planning should be done for key buildings in the downtown 

 Business Retention is a priority, however, not sure “who is on first”. Need to clearly articulate 
the team and what tools are available to assist business (note one business in attendance who 
needed immediate help with relocation) 

 Gap in the business mix of the 12-19 year old group demographic, which represents 10% of the 
populations who feel not welcome downtown and creates wandering teens 



 Question from an attendee: is there a ratio of retail to service business for a vibrant downtown? 
Also are there methods to control the ratio via zoning 

 Recommendation from attendee that the plan, or some planning should be done to bridge all 
the economic generators, particularly the downtown and Industrial Park 

2. Commercial Centers Work Session 

 Discussion about Buying Local. An attendee mentioned a website call New Rules Project, The 
Institute for Local Self-Reliance (ILSR), www.newrules.org.  

 The Business Alliance for Local Living Economies is also a good resource for Think Local First. 
www.livingeconomies.org 

 An attendee asked about implementing a Buy Local Campaign – several other attendees noted 
there was a campaign by the Chamber Benicia First. The Buy Local Campaign may need to be 
“refreshed”. http://www.newrules.org/retail/tools-growing-local-businesses 

 Agreement that there needed to be better Internal Marketing to Benicia’s residents 

 Technology in the Downtown may also need to be evaluated 

 Trader Joe’s is a desired business and should be targeted  

 Recommendation from attendee to look at what big boxes offer that we would like to have in 
the community and that are not currently being offered, be entrepreneurial and design own 
small footprint stores to provide those goods  

 Should also have connections with businesses in Napa to promote their products locally 

3. Benicia Industrial Park 

 Communications on the status of the DTSC needs to be improved. Quarterly Meeting 
w/property owners was promised but have been missed. Brad Kilger, City Manager, responded 
to direct inquiry and status and acknowledged could do a better job of informing owners and 
those affected 

 Rail most likely not viable 

 Toll are a cost factor that is being considered by companies when looking for a location. 

  

http://www.newrules.org/


October 25, 2011 Joint City Council & Economic Development 
Board Work Session Notes 

 
The draft Business Development Action Plan was reviewed with the Council and EDB by sections, with 
comments from public at end of each section: 
  

Section 1 – Situational Analysis 
 Reallocation of staff time 
 Parking study (revisit) 
 Timeline – entry to recession late / may come out late 
 Historic Overlay affects the location of businesses 
 Width of First Street – build-outs, vehicular & pedestrian traffic 
 Rents downtown – price of rents attracts new business 
 Building bridges between 3 economic generators  
 Merchants have a voice 
 DTSC in Industrial Park 
 Higher rent, higher occupancy – better infrastructure 

 
Section 2 – Assessment Findings 

 Views of the waterfront are an asset, should take better advantage of it 
 Coastal Conservancy Master Plan 
 Majestic Theater – explore asset that could be better used 

o Majestic Theater Corporation is 501 (c) (3) – Larry Whitney 
 Specific ways businesses are/can be collaborating between the 3 economic generators – 

downtown, Arsenal and Benicia Industrial Park  
 Need a map to help tie everything together (this would help residents better 

understand what is available) 
 Revenue from Industrial Park not sufficiently considered in budget. Need to continue to 

focus on this 
 Refocus on commercial centers and Industrial Park 
 Working together to achieve results is important  
 Who takes the lead? 
 Need examples or Best Practices of similar demographics 

o Industrial Park, commercial centers, population downtown  
o Uniqueness creates opportunity 

 Employees in vibrant commercial park will drive to other retail businesses 

 
Section 3 – Business Development Action Plan 

 Zoning – priority streamlined permitting 
 CEQA – Environmental Review/Plan 

Section 4 – Implementing the Action 
 How do We Measure Success? 

o Performance Measurement Tool (add bullet 120 day launch schedule) 



 BIP Infrastructure Priorities – future 
 Matrix for Assessment/Action (EDB) 
 Incubator 
 Benchmarking/Measurement 
 Technical Advisory Taskforce 
 BIPA list of needs/priorities with staff help 
 Website Business Directory 

 
Final Comments 
The City Council and the Economic Development Board accepted the Draft Business 
Development Action Plan and directed staff to move forward with implementation of the 120-
day launch for priorities with the added performance measures and reporting back to Council at 
the end of that time.  

 


	BDAP (March 2012)
	Appendices 01 Economic Indicator Report Aug 26, 2011 v 3
	Appendices 02 Retail Market Indicators July 2011
	Appendices 03-12
	Appendices 13 Work Sessions Notes (March 2012)




1 
 


January 1, 2009 Business Name   ____________________________________________________  


Lafayette Chamber of Commerce 
“Lafayette Green” Business Recognition Program 


 
Instructions: 
To be recognized as a Lafayette Green Business you must implement a variety of measures to save energy, water, 
reduce waste, etc.  There are six general areas listed below.  You will need to adopt the minimum number of specified 
measures from each area for a minimum of twenty-seven (27) measures in order to be recognized as a “Lafayette 
Green” business.  Please print this form, check off the items you have implemented, sign and return to the chamber for 
review.  For questions, contact the Lafayette Chamber of Commerce at 284-7404.  


 
General 
 
Two (2) or more general practices required. 


 1. Track water and energy usage and solid and hazardous waste generation. 
 2. Provide 3 on-going incentives or training opportunities to encourage management and employee  


    participation in the Green Business program.  
 3. Assist at least one other business in learning about becoming a Green Business. 
 4. Complete a carbon calculator for your business.  
 5. Attend a training class or seminar on how to green your business.   
 6. Submit an environmental “success story” at www.sustainablelafayette.net 


 
Solid Waste Reduction & Recycling 
 
Three (3) or more waste reduction practices required. 


 1. Discourage the printing of emails. 
 2. Set copier/printer defaults to double-sided.  
 3. Use computer fax modems (Efax) that allow faxing directly from computers without printing. 
 4. Use a bulletin board or routing lists for memos and journals to reduce printed copies. 
 5. Reduce all unwanted mailings: 
 Eliminate duplicates by returning labels requesting all but one be removed. 
 Reduce junk mail. Guidance and a PDF kit are at http://stopjunkmail.org  Reduce catalogs at 


www.catalogchoice.org    
 Eliminate duplicates in your own mailing lists. 


 6. Work with vendors to minimize packaging. 
 7. Eliminate the use of non-recyclable packaging, such as Styrofoam. 
 8. In the lunch/break room, replace disposables with permanent items (e.g., mugs, dishes, utensils,  


    towels/rags,   coffee filters, etc.) and use refillable containers for sugar, salt & pepper, etc. to avoid  
    individual condiment packets. 


 9. Reduce single-use plastic water bottles.    
 
Two (2) or more of the following reuse practices required. 


 1. Print on previously printed-paper, or designate a tray on printers as a “draft” tray.  
 2. Reuse office paper as scratch paper.    
 3. Reuse envelopes by covering old addresses and postage, and affixing new.  
 4. Offer a small incentive to customers bringing their own shopping bags, coffee mugs, etc. 
 5. Have your customers return packaging to you for reuse. 
 6. Reuse paper or plastic packaging materials. 
 7. Reuse garbage bag liners. 



http://stopjunkmail.org/

http://www.catalogchoice.org/
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January 1, 2009 Business Name   ____________________________________________________  


 8. Have your toner cartridges refilled for reuse. 
 9. Donate furniture, supplies, scrap materials, etc., or use a waste exchange program where another  


    business can take your unwanted items (www.ciwmb.ca.gov/CalMAX). 
 
Recycle four (4) or more of the following recyclables. 


 1. Cardboard 
 2. Newspapers, office/mixed paper, junk mail 
 3. Glass bottles and jars 
 4. Metal cans, containers, and aluminum foil 
 5. Plastic bottles and containers 
 6. Ewaste: batteries, CLFs and old Fluorescence tubes. 
 7. Other:           


 
 
Buy/sell three (3) or more items with recycled content. 


 1. Copier/printer paper with at least 30% post-consumer waste. 
 2. Copier/printer paper with 100% post-consumer waste. 
 3. Folders or other paper products. 
 4. Envelops. 
 5. Letterhead. 
 6. Business cards. 
 7. Garbage bags. 
 8. Recycled or remanufactured laser and copier toner cartridges. 
   9. Sell products made with recycled content. 


 


Energy Conservation 
 
Save energy in at least three (3) ways.  
 


ENERGY EFFICIENT EQUIPMENT & FACILITY FEATURES: 


General 
 1. Use electrical equipment with energy saving features (e.g. Energy Star®) and ensure Energy Star  


    settings are enabled.   
 2. Use computer and printer hardware and software programs that save energy by automatically going  


    into energy savings mode after a short period of non-use. 
   3. Complete regularly scheduled maintenance on your HVAC (heating, ventilation and air conditioning) and  


           Refrigeration systems. 
 
Lighting 


 1. Replace incandescent bulbs with more efficient compact fluorescents.  
 2. Replace older T-12 fluorescent lighting with energy-efficient T-8 or T-5 fixtures with electronic ballasts. 
   3. Use lighting controls such as occupancy sensors, bypass/delay timers, photocells, or time clocks,  


           especially in low occupancy areas such as closets and restrooms.  
 
Heating, Ventilation & Cooling 


 1. Shade sun-exposed windows and walls: use awnings, sunscreens, shade trees or shrubbery,  
          ceiling fans (use   98% less energy than central AC units), programmable thermostats for HVAC, 
          and shade for AC condensers. 


 



http://www.ciwmb.ca.gov/CalMAX/
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ENERGY CONSERVING PRACTICES: 


General 


 1. Institute a formal policy that all electronic devices and lighting be turned off when not in use. 
 2. Rearrange workspace to take advantage of areas with natural light and design for increased  


    natural lighting when remodeling. 
 3. Timer switches to automatically turn off equipment when not in use. 


 
Heating, Ventilation & Cooling 


 1. Set thermostat to 78° F for cooling, 68° F for heating and use the thermostat’s night setback. 


 
Water Conservation 
 
Facility: Save water in at least two (2) ways. 


 1. Assign a person to monitor each water bill for sudden rises in water use. Call your water company  
    should this happen.  You can also ask for ways to save water. 


 2. Regularly check for and repair all leaks in your facility. Leaks in toilet tanks can be detected with  
    leak detecting tablets, which may be available from your local water provider. 


 3. Install low-flow aerators and showerheads (your water company may offer these for free): 
 As low as 0.5 gpm and no greater than  


2.5 gpm for lavatory sinks 
 2.0 gpm or less for kitchen sinks 
 2.0 gpm or less for showerheads 


 4. Use signs in restrooms to encourage water conservation and to report leaks. 
 5. Use only dry methods to clean outdoor hard surfaces. 
 6. Indoors, use dry floor cleaning methods, followed by damp mopping, rather than spraying or hosing  


    with water. 
 7. Change window-cleaning schedule from “periodic” to “as required.” 
 8. Set up an annual program with water supplier to educate staff about the benefits of efficient water use. 


 
Landscaping: Save water in at least three (3) ways.* 


 1. Mulch all non-turf areas. 
 2. Modify your existing irrigation system to include drip irrigation. 
 3. Install water efficient shrubs, ground cover, cobblestones, brick, or mulch in place of turf. 
 4. If installing new turf, limit area and use drought tolerant species, space sprinkler heads such that  


           the water from one sprinkler head reaches the adjacent sprinkler heads. 
 5. Install rain shut-off devices that turn off the irrigation system during rain. 
 6. Plant drought tolerant plants (assistance is available from your water company). 
 7. Hydrozone: Group plants with similar water requirements together on the same irrigation line,  


          separating plants with different water requirements on separate irrigation lines. 
 8. Install irrigation controllers that have at a minimum the following features: precise  


    1-minute runtime capability; a minimum of  
    3 separate programs; and 3 cycle start time features. 


 9. Reduce irrigation system water pressure to no higher than 50 psi (pressure-reducing valves must be  
    installed to do this). 


10. Use reclaimed water for irrigation and other approved uses. 
11. Install a self-adjusting weather-based irrigation controller that automatically tailors watering schedules    


          to match local weather, plant types, and other site-specific conditions. Controller must be certified  
   under the Irrigation Association’s SWAT protocol. 


 12. Work with your water company to develop a site-specific “water budget”. Track your water use to    
             ensure efficient watering. 


 13. Adjust sprinklers for proper coverage, optimize spacing and avoid runoff onto paved surfaces. 
             * Not Applicable. This business does not possess or directly manage landscaping 
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Vehicle Trip Reduction & Pollution Prevention 
 
Reduce vehicle emissions in two (2) or more ways: 


 1. Join the Air District’s “Spare the Air” program (see box below) and notify staff of “Spare the Air” days. 
 2. When possible, arrange for a single vendor who makes deliveries for several items. 
 3. Patronize services close to your business (e.g., food/catering, copy center, etc.) and encourage  


          employees to do the same. 
 4. Link trips to run all errands in one outing. 


 
Commute Alternatives 


 5. Offer telecommuting opportunities and/or flexible schedules so workers can avoid heavy traffic  
           commutes. 


 6. Hire locally. 
 7. Offer secures bicycle storage for staff and customers. 


 
Greenhouse Gas Emissions 


 1. Complete a CO2 or eco-footprint calculator to determine your own greenhouse gas emissions. 
 2. Dispose of hazardous waste properly. 
 3. Identify actual and potential sources of pollution, and ways to prevent it in each area of your business. 
 4. Use formaldehyde-free paint and finishes. 


 
Green Purchasing 
 
Make green purchases for your business in three (3) or more ways: 


 1. Buy products in bulk. 
 2. Choose products using reduced packaging or recycled/recyclable packaging. 
 3. Purchase products with post-consumer content. 
 4. Purchase “green” merchandise for business marketing (e.g., paper, pencils, etc.) 
 5. Use one or few multipurpose cleaners rather than many special-purpose cleaners. 
 6. Purchase biodegradable tableware 
 7. Use services or products offered by other Contra Costa Green Businesses!  Please identify:  


 
                    
 
Note: The measures above that appear in bold print also appear on several of the Bay Area Green Business 
Program checklists.              
 
 
I certify that            (Business Name)  
has satisfied the required number of measures specified on the “Lafayette Green” Business Recognition  
Program self-certification form and submit this form for review by Lafayette Chamber of Commerce staff. 
 
 
Signed:       Date     
      
Printed Name & Position:             
 
Tell #:           Email:        
      







