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I. EXECUTIVE SUMMARY 
Middle market (MM) companies — those with revenues between $10 million and $1 billion — are a critical growth and 
employment engine for the economy of the Greater Philadelphia Region (GPR). Taken as a group, Greater Philadelphia’s 
middle market companies1:

• Represent 27% of total employment despite accounting for only ~1% of companies
• Have a combined revenue of over $180 billion for the Greater Philadelphia Region
• Project revenue growth 4.8 percentage points higher than the middle market nationwide2

The middle market has outperformed the broader market over the last ten years and should receive increased focus going 
forward as an engine of growth for the region. Nationally, middle market companies have outpaced the growth of com-
panies in the S&P 500, growing at 6 percentage points faster than their larger counterparts over the past year3. Middle 
market growth also outpaces large company growth in the Greater Philadelphia Region (Exhibit 5). In addition, the middle 
market is a traditionally underserved segment of the economy, both too small to realize the benefits of scale associated 
with larger companies and too large to receive many of the small business development benefits.

The Greater Philadelphia middle market spans all industries across its 11 counties, with approximately 20% of middle 
market revenue concentrated in Philadelphia County, which represents ~27% of the total population. However, the middle 
market is not evenly distributed across population centers and, for many counties, specific industries play outsized roles 
in the middle market economy (e.g., manufacturing in Montgomery County, PA and information in Chester County, PA). 
The strength of the middle market in these counties has been driven by county-specific government initiatives, strong 
business associations, underlying regional economic and demographic characteristics, and supporting infrastructure.

 •  The desired outcome of this report is increased awareness of the importance of the middle market in Greater 
Philadelphia’s business engine and how it can be supported.

Through the analysis of a regional survey, interviews with middle market businesses and organizations participating in 
the middle market, and focus groups; six clear themes emerged for what is needed to support middle market growth in 
Greater Philadelphia:

•  STEM and front-line talent: Approximately 50% of survey respondents cited hiring of engineering and operations 
talent as a major challenge. Exacerbating this issue, the Philadelphia metropolitan statistical area (MSA) ranks below 
comparable MSAs in the percentage of STEM graduates, and faces a unique degree of competition for regional talent 
given its proximity to New York and Washington DC. Despite these challenges, a 2014 Campus Philly report confirmed 
that 64% of graduates from regional schools choose to stay within the GPR for at least a year after graduation, provid-
ing a talent pipeline to companies that are able to access it. Beyond STEM graduates, industries such as manufacturing 
and construction face a retiring workforce without a sufficient pipeline for replacement. Stigmatized, as described by 
interviewees, as “dangerous, dark, dirty, and declining” these industries face a significant shortage of experienced front-
line workers.

•  Sustaining growth in closely held businesses: Privately-owned businesses make up the bulk of the middle market 
at 75% nationwide, and approximately two thirds of the privately-owned businesses are closely held4. Many of these 
organizations are struggling to determine when and how to attract the top management talent needed to sustain their 
businesses’ success beyond the founder’s generation. For family businesses in particular, succession planning is criti-
cal to the long-term success of the business; by the fourth generation, only 3% of family-owned businesses around the 
world retain majority ownership within the family. As ownership of these businesses changes hands, the impact is felt 
beyond the family, as consolidations may result in site relocation out of the founding region.

•  Access to capital needed for growth: 16% of lower middle market survey respondents (organizations with $10M-
50M in revenue) in the Greater Philadelphia Region identified accessing capital to fuel growth as one of their top three 
challenges. Publicly-traded firms of this size in the region in 2005 grew revenues at 20% annually over the next ten years 
and project growth of 11% over the next year, driving a need for ample access to capital — both for major capital invest-

1.  Includes only non-subsidiary companies identified in Hoover’s dataset

2.   National Center for the Middle Market: 2016Q2 Middle Market Indicator, 2016 Chamber Middle Market Regional  
Business Survey

3.  National Center for the Middle Market: 2016Q2 Middle Market Indicator

4.  2015 report on America’s economic engine, Deloitte; Closely held indicates that over 50% of equity is owned by a small 
number of individuals
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ments and for working capital. The challenge faced by most firms in this size range is not the absence of capital, but 
rather a lack of awareness on how to access and prioritize alternative sources of capital outside of banks, family, and 
friends. Nationwide, approximately two thirds of middle market companies are unaware of viable alternative sources of 
capital such as private equity (PE)5. 

•  Business climate: 34% of our survey respondents cited taxation among their top three challenges. Many middle market 
companies located in Philadelphia County and in some high-cost townships in the region perceive the tax burden to 
be high — indeed the region’s indexed tax cost is highest among comparable MSAs. However, the counties surrounding 
Philadelphia County have a much lower tax burden, for both individuals and corporations, and a strong transit network 
enables companies to thrive outside of the city center. In addition, since 2002, the city has increased tax abatement 
payments by 4% per year to offset cost and complexity and bring its cost of doing business in line with peers. For mid-
dle market companies that are able to navigate the tax breaks, these breaks facilitate financing and growth, but not all 
companies are taking advantage of these opportunities. 

•  Transportation infrastructure: Infrastructure is critical for middle market businesses that need to transport goods 
from, to, and around the Greater Philadelphia Region and that hope to attract and retain talent with short commuting 
times. Among middle market executives, there is a perception of poor overall infrastructure in the region, with a particu-
lar focus on congestion along key corridors. Overall, however, the Greater Philadelphia region’s congestion is lower than 
comparable MSAs and has, in fact, declined significantly over the past decade. On other transport metrics (e.g., rail, 
airport, public transit, port), the region compares well and its transportation assets are often cited as one of the main 
benefits of locating within the region.

•  Industry hubs and startup pipeline: Greater Philadelphia Region middle market companies see the development of 
industry hubs as one of the greatest opportunities to support their companies. The density of employees and capital 
that industry hubs bring is of particular benefit to the middle market, which has a more regional perspective. While 
large companies are able to influence the region on their own, industry hubs provide support that would not otherwise 
exist for individual middle market companies. The life sciences industry in particular has many of the elements that 
would help grow a prominent industry hub, including renowned research institutions, supporting large corporations, and 
location in the nation’s densest megalopolis. However, the region falls out of the top five MSAs in terms of funding for 
biotech and is below average among peer MSAs in total venture funding. 

Local governments, non-governmental organizations, business associations, and middle market companies themselves 
in the Greater Philadelphia Region have the opportunity to develop programs and capabilities that address many of these 
themes.

Supporting the middle market will allow the region to surpass its overall growth projections due to the high-growth poten-
tial for the middle market as a whole and the concentration of middle market businesses in faster growing industries.
 

5.  National Center for the Middle Market, “Access to Capital”
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II. INTRODUCTION
This report focuses on the middle market (MM) of the Greater Philadelphia Region, seeking to address three  
key questions:

•  Why the middle market? The report identifies the drivers behind the focus on the middle market for this project and 
what the middle market means for the region more broadly.

•  Who is the middle market in the Greater Philadelphia Region, and what drives its recent performance? The middle 
market in the Greater Philadelphia Region has traditionally been under-studied, leading to a lack of basic awareness of 
what industries, companies, and communities primarily make up the region’s middle market. Understanding what demo-
graphics, policies, and organizations have shaped the middle market will help to inform what support is still needed to 
accelerate growth.

•  What does the middle market need to maintain or exceed current growth, and how can local organizations better 
support the middle market? Given its unique place in the regional economy, there are a set of challenges that are 
specific to the middle market — or segments therein. Unpacking these challenges is critical to understanding where the 
opportunities are for regional middle market companies and how to sustain their outsized growth. By borrowing best 
practices from within the Greater Philadelphia Region and other regions, the report outlines a series of options for how 
local organizations can better support the region’s middle market.

This research has been undertaken to better understand and make actionable the opportunities and resources required to 
sustain and extend the growth of Greater Philadelphia’s middle market.

The Chamber of Commerce for Greater Philadelphia (The Chamber) received pro-bono support from the local office of 
McKinsey & Company to collect and evaluate middle market regional data in the fall of 2016. Four main sources of data 
were used in the development of this report:

•  102 survey responses from middle market companies in the Greater Philadelphia Region
•  41 interviews with executives spanning middle market companies, financiers, economic development organizations, 

universities and governmental entities
•  Five focus groups with regional middle market executives and middle market service providers
•  US regional economic and demographic data

Throughout this report, several terms are used to describe the middle market and the region:

•  Middle market: Market segment comprised of companies earning $10M-1B in annual revenue, as defined by the 
National Center for the Middle Market 

•  Lower, core, and upper middle market: Sub-segments of the middle market corresponding to $10-50M, $50-100M, and 
$100M-1B in annual revenue, respectively, as defined by the National Center for the Middle Market

•  Peer MSAs: Set of five metropolitan statistical areas that have been identified as being demographically, industrially, 
and economically similar to the Philadelphia MSA. These MSAs are highlighted in Exhibit 2

•  Greater Philadelphia Region (GPR): The report area is the 11-county Greater Philadelphia Region (GPR). This is the 
definition used by a number of organizations, including The Chamber and its Select Greater Philadelphia Council. The 
GPR comprises the following 11 counties: Bucks, Chester, Delaware, Montgomery and Philadelphia, PA; Burlington, 
Camden, Gloucester, Salem and Mercer, NJ; and New Castle, DE. Where feasible, data is presented for the GPR, but in 
some instances is available only at the MSA level. 
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EXHIBIT 1: GREATER PHILADELPHIA REGION

DELAWARE

MONTGOMERY

CHESTER

NEW 
CASTLE SALEM

GLOUCESTER CAMDEN

PHILA

BURLINGTON

MERCER
BUCKS

NEW JERSEY

PENNSYLVANIA

DELAWARE

PHILADELPHIA METROPOLITAN STATISTICAL AREA (MSA): AS DEFINED BY THE OFFICE OF MANAGEMENT AND BUDGET 
(OMB), DIFFERS FROM THE GPR BY INCLUDING CECIL COUNTY, MD AND EXCLUDING MERCER COUNTY, NJ.
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III. WHY THE MIDDLE MARKET?
The Chamber has undertaken this project as a result of the growing importance of the middle market in the national and 
regional economy. Nationwide, the revenue of middle market companies is growing at 7.2% annually, outpacing the reve-
nue growth of the S&P 500 by 6 percentage points and representing 33% of total employment. 

The trends on a national level suggest that the middle market could be an important engine of growth in the Greater 
Philadelphia Region as well. This is particularly important as the Greater Philadelphia MSA has grown slower than the 
US economy overall and is currently projected to continue at a slower rate into the future. To help quantify the economic 
performance of the region, a peer set of five additional MSAs was developed based on (i) GDP, (ii) population, (iii) employ-
ment, and (iv) industry mix. These metrics are chosen to maximize the relevance of findings in one MSA to the broader 
group. The regions identified as peers are shown in Exhibit 2 and, across this peer set, the Philadelphia MSA has the 
lowest projected 2014 – 2024 growth rate at 1.8% annually. 

In addition, the middle market is a traditionally underserved segment of the economy, both too small to realize the bene-
fits of scale associated with larger companies and too large to receive many of the small business development benefits.

EXHIBIT 2: GROWTH RATE OF PHILADELPHIA MSA LAGS ITS PEERS AND THE US OVERALL



6

By taking a closer look at the industries that make up the regional economy in Exhibit 3, we can uncover some of the 
underlying drivers of this growth projection. Industries are represented as bubbles, proportional to their contribution to 
regional GDP and plotted vertically by future projected growth and horizontally by specialization within the MSA. Indus-
tries located in the top right quadrant are more focused in the Philadelphia MSA than the US overall and are projected to 
grow faster than the expected national GDP over 2014 – 2024. Similarly, industries in the bottom right are more focused 
in the Philadelphia MSA but need additional support if they are to realize growth on pace with the national average. 

EXHIBIT 3: PHILADELPHIA MSA GDP IS CONCENTRATED IN FINANCE AND REAL ESTATE,  
BOTH EXPECTED TO GROW SLOWER THAN THE NATIONAL AVERAGE

 

Overall, the two largest industries in the region, real estate and finance/insurance, are heavily dependent on macroeco-
nomic trends and, as the country’s recovery from the Great Recession levels out, the strong growth in these industries 
over the past few years is not expected to continue; projected growth rates are 1.6% and 1.7% for finance and real estate, 
respectively6. 

There are areas of opportunity that suggest the region has potential to outperform these projections. The area overall 
is well prepared for increasing globalization–of industries where the Philadelphia MSA is highly specialized7, 57% of 
the 2014 GDP comes from businesses that produce goods and services that can be easily exported to other regions. In 
addition, strong local academic centers (Exhibit 4) fuel the growth of professional services, which includes the scientific 
research in nascent biotech companies. Due to the low capital requirements for many companies in professional ser-
vices, this is an area where the middle market thrives.

6.  Moody’s Analytics

7.  Ratio of GDP concentration in the Philadelphia region to the national economy is greater than 1
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MIDDLE MARKET PERFORMANCE
In the Greater Philadelphia Region, the performance of publicly 
traded middle market companies is consistent with the story 
on the national level. Publicly-traded middle market companies 
in 2005 out-performed their larger company peers in revenue 
growth by half a percentage point over the past decade, with 
higher growth for companies starting in the lower ($10-50M) 
and core ($50-100M) middle market segments, at 19.5% and 
12%, respectively (Exhibit 5). Both exceed the 6.7% growth 
experienced by companies with over $1B in revenue in 2005. 
Since the trough of the Great Recession in 2009, the perfor-
mance of these companies has been even more impressive, 
outgrowing the market at large by 1.5 percentage points. More-
over, the middle market makes up only ~1% of companies in 
the region yet employs nearly a third of the regional workforce, 
making it a substantial contributor and driver of our region’s 
overall economic prosperity.

Executives of regional middle market firms have high expec-
tations for growth over the next 12 months, projecting overall 
revenue growth of 9.6%, 4.8 percentage points higher than the 
middle market nationwide. Nearly 40% of regional middle mar-
ket companies surveyed expect growth over 10%, with expecta-
tions highest for companies in the lower middle market (Exhibit 

6). Providing these companies with the resources they need to continue or even exceed their current growth rates will be 
critical to ensuring their status as engines of growth and employment for the region. 

EXHIBIT 5: MIDDLE MARKET PERFORMANCE IN THE GREATER PHILADELPHIA REGION

EXHIBIT 4: AMONG ITS PEERS, THE GREATER 
PHILADELPHIA REGION TRAILS ONLY BOSTON 

IN RECEIVED FEDERAL RESEARCH FUNDS
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 EXHIBIT 6: EXPECTATIONS FOR GROWTH WITHIN THE REGIONAL MIDDLE MARKET

 

Across all industries, the strong performance of the middle market 
has been facilitated by regional strengths. The Greater Philadelphia 
Region is located in the center of the Washington-to-New York 
corridor, which represents over $2.6 trillion in GDP, over 14% of 
the total US GDP and over $1.7 trillion in disposable income8. 
This facilitates easy access to potential business customers and 
consumers for middle market companies, which often have a 
more limited physical footprint. In addition, over half of surveyed 
executives identified familiarity with the area and strength of local 
higher educational institutions as major factors in choosing to locate 
in the region (Exhibit 7). Surveyed middle market companies have 
grown deep roots in the region, with the median company having 
been in the Greater Philadelphia Region for 33 years. Altogether, 
fewer than 10% of executives stated that they had plans to leave the 
region within the next few years. Due to this commitment to Greater 
Philadelphia, investment and support of the middle market means 
those dollars will likely stay in the region; bolstering and sustaining 
the overall economy.

8.  Moody’s Analytics

EXHIBIT 7: SURVEY RESPONDENTS  
IDENTIFIED PROXIMITY TO METROPOLITAN 

AREAS AS THE TOP BENEFIT  
FOR OPERATING IN THE REGION
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IV. WHO IS THE MIDDLE MARKET?
The middle market in the Greater Philadelphia Region is embedded in many of the same industries as the overall regional 
market, with noteworthy differences in those growing fastest. If the two largest companies in the region, Amerisource-
Bergen ($135B) and Comcast ($69B), are excluded from the overall market, the middle market is more concentrated in 
wholesale trade, information, construction, and professional services, each of which is expected to grow faster than the 
US overall (Exhibit 8). Professional services in particular has a much higher concentration in the middle market. This 
category encapsulates business services (e.g., legal, tax, consulting), research and development (e.g., biotech), and com-
puter systems design. Understanding what makes the industries where the middle market is clustered in the Greater 
Philadelphia Region succeed is important to growth for the market overall.

EXHIBIT 8: THE GPR MIDDLE MARKET IS MORE SPECIALIZED IN HIGH-GROWTH INDUSTRIES  
THAN THE MARKET OVERALL
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The middle market is broken up in an 80-10-10 distribution by number of companies for the lower, core, and upper middle 
markets across all industries (Exhibit 9). However, despite making up only 10% of the region’s middle market companies, 
the Greater Philadelphia Region’s upper middle market generates an outsized contribution to the overall revenue and 
employment numbers, 54% and 48% respectively. The lower middle market is the second largest contributor with 32% of 
revenue and 39% of employment. The core middle market’s contributions to revenue and employment are 13% and 14% 
respectively. These distributions are not consistent across industries in the middle market. Finance, information, and real 
estate in particular are highly concentrated within the upper middle market for both revenue and employment, while both 
retail trade and construction have approximately 50% of their revenue generated in the lower middle market. 

Total employment is particularly varied across industries and is not proportional to industry revenue generation. This 
holds for companies outside of the middle market as well, suggesting that employment is driven as much by the required 
labor intensity in the industry as it is by revenue or number of companies.  

EXHIBIT 9: REVENUE AND EMPLOYMENT IS CONCENTRATED IN LOWER AND UPPER MIDDLE MARKETS IN 
THE GREATER PHILADELPHIA REGION



11

Across the middle market, distribution of revenue largely reflects the income of the population, with more populous and 
wealthy counties such as Montgomery County, PA making up a larger portion of overall middle market revenue. However, 
within industries, there are clear “hot spots” that represent significant revenue clusters at a county level. In particular, 
three clusters stand out (Exhibit 10):

•  Montgomery County, PA represents nearly 25% of revenue generated by manufacturing firms despite representing only 
17% of regional income, driven by proximity to transport arteries, favorable regional tax policies, and density of import-
ant ancillary elements of the manufacturing ecosystem 

•  Philadelphia and Montgomery Counties in Pennsylvania have large clusters of professional services firms, whose cus-
tomers are primarily other businesses, as a result of overall business density in those regions

•  Chester County, PA is the largest information hub in the region as a result of targeted initiatives by the local government 
and trade organizations emphasizing information technology

EXHIBIT 10: REGIONAL AND INDUSTRIAL MIDDLE MARKET HEATMAP
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Counties within the Greater Philadelphia Region that are located in Delaware and New Jersey are specialized in financial 
services and trade, transportation, and utilities, respectively. Identifying the drivers for the success of these industries at a 
regional level will provide lessons for supporting the middle market more broadly. In Exhibits 11 through 15, each of these 
communities is examined more in depth, providing detail on the governmental policies and business association initia-
tives that have built up industry hubs.

EXHIBIT 11: MANUFACTURING IN MONTGOMERY COUNTY



13

EXHIBIT 12: PROFESSIONAL SERVICES IN PHILADELPHIA AND MONTGOMERY COUNTIES  
IN PENNSYLVANIA

 

EXHIBIT 13: INFORMATION IN CHESTER COUNTY, PA
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EXHIBIT 14: INDUSTRY FOCUS IN THE NEW JERSEY COUNTIES OF THE GPR

 

EXHIBIT 15: INDUSTRY FOCUS OF NEW CASTLE COUNTY, DE
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V. WHAT DOES THE MIDDLE MARKET NEED TO MAINTAIN  
OR EXCEED CURRENT GROWTH?
Overall, middle market companies are optimistic about their performance in the near-term and enthusiastic about operat-
ing within the Greater Philadelphia region, with over half of lower middle market firms expecting revenue growth exceed-
ing 10% over the next year. As a result of their size and industries, these companies are positioned well to capitalize on 
economic growth. However, sustaining the recent performance requires capturing opportunities and addressing chal-
lenges. Interviews with executives across the middle market have surfaced six major themes that highlight the challenges 
that their organizations face, described in Exhibit 16.

EXHIBIT 16: SIX THEMES ACROSS THE REGION’S MIDDLE MARKET
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1. STEM & FRONT-LINE TALENT
Across industries and regional communities in the middle market, hiring qualified workers is cited as the top challenge of 
executives. The urgency of this need varies across organization sizes and industry focus. These needs are most acute for 
smaller firms that focus on engineering/tech fields and trade skills industries such as manufacturing and construction. 
For firms looking to fill positions in the next year, nearly 50% of open positions fell within engineering/research or opera-
tions, reflecting a real need for incoming workers with these skillsets.

STEM

The Greater Philadelphia Region has well-established assets for attracting talent. While the Philadelphia MSA lags its peer 
group in terms of portion of degrees granted in STEM (Exhibit 17), Philadelphia County has the second largest college 
student population among its peer cities and business executives praise the strength of local universities (Exhibit 18). 
Furthermore, a 2014 Campus Philly report confirmed that 64% of students from these universities opt to remain in the 
Greater Philadelphia Region a year after graduation. Philadelphia County has been a magnet for young professionals over 
the past ten years, growing its millennial population by 41.2%, a larger increase than any of the other 30 largest cities in 
the United States. Philadelphia’s status as the fifth largest city by population in the United States combined with its low 
cost of living is an asset for bringing talent in and retaining it. 

EXHIBIT 17: MIDDLE MARKET FIRMS SEEK STEM GRADS
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EXHIBIT 18: 64% OF PHILADELPHIA’S LARGE POPULATION OF GRADUATES  
CHOOSE TO REMAIN IN THE CITY

Middle market companies in search of qualified STEM graduates face two headwinds for talent: larger employers and 
nearby MSAs. Larger organizations are able to staff a dedicated recruitment department to access local universities and 
can rely on brand awareness to develop interest from potential employees at an early stage. Moreover, their size enables 
them to put together more compelling compensation packages than middle market companies are able to match. Middle 
market companies with smaller human resources departments have limited resources to reach out to students at local 
schools and universities.

This challenge is compounded by proximity to New York and 
Washington DC, both of which have more highly educated 
populations than the Philadelphia MSA9 and are common des-
tinations for Greater Philadelphia Region graduates (Exhibit 
19). Helping middle market engineering and technology 
firms access the talent in the region and stand on equal 
footing with larger organizations will be critical for their 
continued success.

9.  WalletHub’s 2016 Most Educated Cities

EXHIBIT 19: A MAJORITY OF NATIVE AND  
NEARLY HALF OF NON-NATIVE GRADUATES  

SEEK TO REMAIN IN PHILADELPHIA
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Front-line Workers

Nationwide, organizations focusing on trade skills face an aging workforce and a limited pipeline of new recruits. 
The decline in domestic manufacturing opportunities has pushed students to pursue opportunities in growing industries, 
many of which require college degrees. A survey of career and technical education (CTE) credits from 1990 to 2009 found 
a 9.5% decline in students participating in preparatory training for manufacturing (Exhibit 20). 

In tandem with declining interest in manufacturing education, 
increasing technical sophistication of manufacturing pro-
cesses requires skillsets beyond what a typical high school 
student possesses, requiring less skilled workers to receive 
additional training beyond high school to be workforce-ready. 
Manufacturers in the region have begun to take action to 
address this issue locally. In Montgomery and Bucks counties, 
a manufacturing alliance was formed in 2013. The alliance 
facilitates member companies approaching local schools and 
community colleges as a collective to both recruit graduat-
ing talent as well as educate students on the opportunities 
available at their organizations. Recognizing that manufac-
turing continues to be viewed as “dangerous, dark, dirty, and 
declining”, some regional organizations are targeting students 
in secondary education and earlier to emphasize the benefits 
and technological changes of the industry. Spreading these 
initiatives and building upon their success will be an import-
ant part of a successful manufacturing hub in the region.

For both STEM and front-line talent, our surveys, interviews 
and analyses point to potential actions that local organiza-
tions can take to increase awareness of Greater Philadelphia 
as a place to live and help middle market companies reach 
the talent they need to grow:

•  Continue to market Philadelphia’s thriving center city and strong regional job market: Tell the story of the Greater 
Philadelphia Region as a “place to stay” to millennials. Emphasize a socially thriving center city with an affordable cost 
of living and the fastest growing millennial population, a strong and rapidly growing restaurant scene, a city and regional 
transport network that connects city residents to jobs throughout the area, and strong primary education systems 
outside of the city. Highlight the opportunities that exist in the job market with middle market firms that offer the prom-
ise of career growth opportunities and high compensation compared to the cost of living, as well as the burgeoning 
start-up scene for graduates interested in opportunities at smaller companies.

•  Further create opportunities to connect employers to employees: Develop a coalition of middle market companies 
who want to align with university outreach efforts, allowing commitments to the universities to hire larger numbers of 
students and matching the recruiting efforts of larger corporations. As part of these efforts partner with local organi-
zations to reach out to universities within the core region and beyond, emphasizing which industries most need new 
graduates and what skillsets they are looking for. Host middle market-focused career fairs, coordinating schedules with 
the major universities in the Greater Philadelphia Region and marketing it as a “Fast Growth Enterprise Career Fair.”

•  Organize industry field days to cultivate cradle to career opportunities: Organize regular trips to middle and high 
schools that combine both a presentation about the industry and give students an opportunity to chat with front-line 
workers about the career. The Chamber of Commerce for Greater Philadelphia has developed Future Ready, which 
provides middle school students with in-classroom instruction followed by a unique experience where they have the 
opportunity to visit a local company to meet and interact with professionals in a workplace environment. The profes-
sionals, who are from a variety of fields, explain what they do and the type of education and experience that it took to 
get where they are. Efforts should also focus on engaging parents and convincing them of the value of working in that 
industry. Follow-up field trips to interested families can include visits to multiple sites and tell a positive story about 
what it means to be employed in that industry.

EXHIBIT 20: DECLINE OF MANUFACTURING  
EMPLOYMENT AND EDUCATION
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2. SUSTAINING GROWTH IN CLOSELY HELD BUSINESSES
The middle market is 75% privately-owned nationwide, with approximately two thirds of the privately-held companies 
family-owned or otherwise closely held (Exhibit 21). As these companies grow past the small business stage and achieve 
sustainability, they face a different set of issues than they did as a rapidly growing upstart. Chief among these is deter-
mining how and when to develop talent at the leadership level. Middle market companies often do not have a clear sense 
of when it is appropriate to invest in upper management talent, such as CFOs, COOs, CMOs or CHROs. Then, when they 
are willing to make that jump, the ownership structure often limits willingness to invest in bringing in outside leaders. 
Private equity companies have found that fear of dilution of ownership often reduces the capabilities of the team that is 
in place for companies they acquire. Not all leaders have the full skill-set necessary to lead the company through its next 
stage of growth and any reluctance to expand control of their company can ultimately stunt growth or, in some cases, 
lead to an overall failure of the business.

EXHIBIT 21: CLOSELY HELD BUSINESSES FACE LONG-TERM STRATEGIC QUESTIONS

 

Family-owned businesses in particular play a large role in the GPR market; local banks working with the middle market 
estimate that over 90% of the businesses they interact with are family-owned. Many attributes of family businesses make 
this a positive story for the middle market. Family businesses have lower levels of financial leverage and a lower cost 
of debt than corporate peers, and publicly traded family-influenced companies frequently have higher total returns to 
shareholders10. However, what makes these companies succeed over the long term is a marriage of successful business 
acumen, long-term strategic planning, and thinking beyond the ownership of present.

Lenders frequently observe in family businesses is that the head of the business is highly capable of running the day-to-
day and even thinking strategically about near-to mid-term business plans. Issues arise in the long-term planning that 
extends beyond the tenure of the current ownership. Lenders in the middle market find that family-owned enterprises 
rarely dedicate adequate bandwidth towards succession planning, choosing instead to focus on the operation of the busi-
ness. These concerns are emotionally charged and are often not driven purely by financial motivations. Owners of middle 
market companies are rarely forced to identify their succession goals or plan how to execute on those goals. As a result, 
only 30% of family-owned businesses survive the second generation and, by the fourth generation, 3% of enterprises 
continue to be owned by the founding family (Exhibit 22). 

10.  Five attributes of enduring family businesses, McKinsey & Company
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The consequences of failure for closely held enterprises are 
significant — the motivations of local community that are 
often followed by private enterprises are unlikely to be shared 
by potential acquirers, leading to losses in local jobs. Local 
organizations can focus on supporting these enterprises as 
they grow and ensure seamless passage through generations 
through actions such as the following:

•  Establish a peer mentorship program and share best prac-
tices within an industry: Support growing middle market 
companies by connecting them with peer organizations in 
similar industries to engage in one-on-one conversations 
about key decisions through a company’s growth. In order 
to maintain relevance and utility to both companies, pairing 
should be made thoughtfully, aligning goals of both parties. 
Working with organizations such as Chambers of Com-
merce in other regions can provide an opportunity for local 
companies to connect with successful peer organizations 
that are unfettered by competition concern. 

•  Aggregate resources and support networks for family-owned businesses: Aggregate a collection of educational and 
consulting resources specific to private/family owned businesses. Partner with organizations focusing on family or 
closely held businesses to hold brief seminars and networking events where executives in family owned businesses can 
share powerful examples of the importance of succession planning and best practices for preparing organizations for 
the long term. Follow these seminars with networking sessions or directed focus groups to allow owners to talk through 
the issues, emotional and financial, that affect the long-term prospects of their business.

EXHIBIT 22: FAMILY BUSINESSES RARELY  
SURVIVE TO THE FOURTH GENERATION 
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3. ACCESS TO CAPITAL NEEDED FOR GROWTH
For many of the rapidly growing companies in the middle market, capital is a top concern. Companies surveyed in the 
lower and core middle markets anticipate growing 2-4 percentage points faster than those in the upper middle market 
and correspondingly report a greater need for capital — only 7% of upper middle market companies identified capital as 
a challenge, yet 16% of lower middle market are concerned about access to capital (Exhibit 23). In addition, the small 
size of middle market companies can make it difficult to achieve the financial performance required for financing through 
traditional lenders. Across the lower, core, and upper middle markets, firms rely primarily on banks, families, and friends 
for capital, focusing on traditional methods of debt financing rather than exploring options to finance with equity.

EXHIBIT 23: ACCESS TO CAPITAL IS A PRIORITY FOR THE LOWER AND CORE MIDDLE MARKETS,  
REFLECTING GROWTH EXPECTATIONS

 

Private equity firms have demonstrated interest--over the last six years, private equity capital invested in the national 
middle market has grown by 10% annually — but middle market firms often do not recognize what sources are available 
and find it difficult to navigate alternative financing options. Local bank executives report that for three quarters of their 
customers, they are providing guidance on how to finance capital products; the middle market companies they serve 
often do not know how to approach raising capital. For those middle market companies that want to raise equity from pri-
vate sources, determining the firm that is the best fit is an opaque process, with no clear resource for vetting. In addition, 
most local private equity firms do not focus their investments in the region. Of the 23 local private equity firms identified 
by the Philadelphia Business Journal, only 13% of their portfolio companies are located within 60 miles of Philadelphia 
County. For middle market companies that are more focused within the region, developing networks that facilitate access 
to capital in other MSAs can be difficult.

Overcoming issues around awareness of sources of capital and the process for raising capital is a primary growth 
hurdle many local middle market companies face. With over $2B in uninvested capital headquartered in the Greater Phil-
adelphia Region, the capital is available if companies can access resources to help them find it (Exhibit 24). In addition, 
private equity firms often do not restrict themselves to regional investment — managers have emphasized that proximity 
to their offices is not a primary decision factor.
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EXHIBIT 24: $900M OF INVESTABLE CAPITAL IS FOCUSED IN THE NORTHEAST REGION

 

Local organizations have many options to help middle market companies access the capital they need to grow their busi-
nesses. Potential actions could include:

•  Strengthen capital financial literacy within the middle market: Bring in a panel representing financial resources avail-
able to middle market firms in the region, spanning banks, subordinated debt sources, and alternative equity sources 
to describe the role that each of these groups plays in supporting corporate growth. There should be clear descriptions 
of the optimal funding source to target for growth goals and how companies should market themselves to succeed in 
achieving funding.

•  Establish a referral network for investment firms and middle market companies: Seek to build relationships with the 
relevant private equity and venture capital firms with interest in investing in the region, leveraging the information avail-
able in databases such as TechCrunch and StartupPHL. Help coordinate efforts of middle market companies in search 
of capital, connecting them with the appropriate vetted firms to address their needs.

•  Explore incentives that would attract capital to the region: Reach out to local PE and VC firms to understand the 
incentives they look for from local governments when considering where to locate their capital and/or how best to apply 
those incentives in efforts to draw capital.
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4. BUSINESS CLIMATE
While middle market companies are generally positive on operating a business in the region, the complexity and burden of 
local taxes was cited as a top challenge by 38% of surveyed executives in the middle market. Across business, personal, 
and property taxes, the region has the largest tax burden of its peer MSAs, driven primarily by Philadelphia County. Out-
side of DC (which has no additional state income taxes), Philadelphia is the only city of its peers to levy taxes on personal 
income. While local executives perceive the tax structure as negatively impacting talent attraction to the city, the ease of 
starting a business, and the ease of compliance with regulations; the tax disadvantage of living in Philadelphia County 
compared to the suburbs is at a 15-year low, according to The Pew Charitable Trusts11.

Philadelphia County primarily taxes three levels of business transactions, across industries:

•  Business income and receipts tax of 0.1415% on gross receipts

•  Net income tax of 6.39% on net profits, on top of a 9.99% tax levied by the state of Pennsylvania

•  City wage tax of 3.9% or 3.4% of earned wages for residents and non-residents, respectively, on top of the 3.07% tax 
levied by the state

In efforts to reduce the overall burden of taxes on corporations, Philadelphia County has developed many tax incentive 
programs, increasing the foregone tax revenue due to incentives from $15M in 2002 to $110M in 2012 (Exhibit 25). While 
local companies frequently benefit from these tax incentives, the difficulty and cost of navigating the available incentives 
for resource-constrained middle market firms often reduces the realized benefits. Interviewed middle market companies 
identified the difficulty of going through the regulatory compliance process as an additional hindrance to operating a 
business in the region. While there is general understanding of the utility of regulations, interviewed executives for this 
study are frustrated by the non-electronic submission process (e.g., for lead-paint inspection certificates and business 
licenses), the delays, and subsequent costs associated with compliance.

EXHIBIT 25: TAX CREDIT PROGRAMS IN PHILADELPHIA COUNTY REDUCE  
THE OVERALL BURDEN BUT INCREASE COMPLIANCE COMPLEXITY

 

Despite a tax burden higher than its peer MSAs, the Greater Philadelphia Region retains a cost of doing business that 
is competitive with the rest of the group and 20% lower than its peer regions on the East Coast (Exhibit 26). Executives 
find that the costs of taxes in the region are offset by its strategic location in the heart of the Washington-to-New York 
megalopolis, the low cost of commercial real estate rentals, and the high quality of life associated with being located in 

11.  Pew Charitable Trusts 2016 Brief, “The Shrinking Tax Gap Between Philadelphia and Its Suburbs”
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a city. While dissatisfaction with the tax structure in Phila-
delphia County is common, the tax burden is only part of the 
story — low energy and real estate costs in the Philadelphia 
MSA more than compensate for Philadelphia County’s higher 
taxes (Exhibit 26). 

While the Chamber’s Roadmap for Growth initiative has begun 
the conversation with the City of Philadelphia’s government 
on many of the issues noted, local organizations can work 
with middle market companies to help them navigate the tax 
process and assist in educating them about the overall rela-
tively low cost of doing business in the Greater Philadelphia 
Region:

•  Simplify the tax filing process: Work with municipal 
governments to identify difficulties with the filing process 
and highlight tax breaks that are most frequently applicable 
or used. Identify ways to simplify the filing process through 
digitization or consolidation of filings across municipal 
jurisdictions.

•  Establish a practical tax survival guide: Develop a 
fully-fledged field guide on filing taxes in the region with 
a decision-process-like flow that accounts for county of 
operation, industry and size. It would explain, in relatively simple terms how to file the minimum essential tax forms and 
accrue the basic relevant tax credits/breaks/abatements. Partnerships with local chambers of commerce and munici-
palities will help ensure that the guide correctly and completely describes the appropriate approach.

•  Continue to expedite permitting processes: Streamline and simplify permitting process through removal of unneces-
sary steps as is possible without compromising the important protections of businesses, the environment, underrepre-
sented groups, and the broader public. Identify where automation can play a role in permitting and promote the use of 
electronic filing systems.

•  Market the competitive overall cost of doing business: Develop a marketing campaign that advertises that the cost 
of doing business in the Philadelphia MSA is competitive with its peers and lower than neighboring East Coast cities. 
Although Philadelphia’s total tax burden is higher than its peers, lower costs of energy and commercial real estate rents 
make it financially attractive for businesses looking to relocate to the area. The Chamber’s Select Greater Philadelphia 
Council is actively highlighting the competitive advantages of doing business in the region, from lower office rental 
rates and lower cost of labor compared to peer cities to more affordable housing and a deep talent pool. Through their 
work and the work of other regional organizations, it is important to continue to market and advertise these strengths in 
business attraction and retention efforts to articulate the true story of doing business in Greater Philadelphia.

EXHIBIT 26: OVERALL COST OF DOING  
BUSINESS IN PHILADELPHIA MSA  

IS COMPARABLE TO PEERS
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5. TRANSPORTATION INFRASTRUCTURE
Infrastructure to transport people, goods, and services is both a critical element of a region for doing business and a 
major factor for potential employees deciding where to start and grow a family. While transportation in the Greater Phil-
adelphia Region is on par with peer MSAs, approximately 40% of surveyed middle market executives identified improve-
ments to local infrastructure as one of the top opportunities for supporting their growth. The most common concern 
voiced was congestion in and around Philadelphia County, particularly transportation along I-76. 

Despite room for improvement, congestion in the Philadelphia MSA is a positive story. Over the past ten years, the Phila-
delphia MSA has experienced a faster decline in congestion costs than any other region within its peer set, falling by an 
average of 2.2% annually (Exhibit 27). In addition, Philadelphia County has the lowest increase in travel times during rush 
hour, with congestion only delaying traffic by 50% over its normal travel time without traffic12.

12.  TomTom 2015 Traffic Index

EXHIBIT 27: PHILADELPHIA MSA CONGESTION COSTS HAVE BEEN DECREASING  
OVER THE PAST TEN YEARS
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Recent demographic trends have exacerbated some 
of the congestion issues within the region. While the 
Philadelphia MSA has grown its millennial population 
faster than other large regions, much of the middle 
market is located outside of the city core. Montgomery 
County, with 18% of the total regional middle market 
employment, is home to only 11% of millennials in the 
GPR (Exhibit 28). This imbalance necessarily increases 
the traffic on I-76 and other highways connecting the 
downtown to employers in the suburbs. However, while 
I-76 is a major bottleneck for commuters to and from 
the city and the 36th most congested nationally, major 
thoroughfares for all peer MSAs create a larger total 
delay for drivers. Annual total delays on I-76 are less than 
half that of the average of top congested roads for other 
MSAs (Exhibit 29).

Other measures of local infrastructure quality tell a 
similar story. While customer ratings of the Philadelphia 
airport lag its peers, its ratings are within 10% of the top 
rated airport MSA and it is located less than 20 minutes 
outside of the downtown area13. Situated on the Amtrak 
line between New York and DC, Philadelphia enjoys status 
as a hub of rail transportation, with three Amtrak stations 
located within the region, the third busiest Amtrak station 
in the U.S. among them, falling behind only DC in its 
peer set in passenger throughput. In addition, Greater 
Philadelphia’s ports are poised for expansion.

In all, while there are opportunities to improve the 
transportation infrastructure in the Greater Philadel-
phia Region, the overall story is positive with declining 
congestion on roadways and improving alternative modes 
of transportation. Local organizations should continue 
to share the true advantages of Greater Philadelphia’s 
infrastructure and advocate for the transportation needs 
of the business community.

•  Tell the true story of infrastructure in Greater  
Philadelphia: Leverage The Chamber’s Select Greater 
Philadelphia Council to promote the relatively high qual-
ity of transport infrastructure in the region. A campaign 
could highlight the relatively low levels of congestion 
compared to other metropolitan areas, close proximity 
to the airport, and the strength of the regional and inter-
state rail network. To attract millennials, the campaign 
should emphasize the growing ridership of the Indego 
bikeshare and the high number of commuters that 
bike or walk to work — 8.5%, sixth among the 50 most 
populous cities14. 

•  Be a voice for the middle market’s infrastructure concerns: Work with a broad spectrum of middle market companies 
to maintain a pulse on infrastructure needs (e.g., public transportation connection to the Navy Yard). Partner with 
regional business associations to help ensure that businesses across the Greater Philadelphia Region have their needs 
reflected as capital investments are considered. 

13.  2015 JD Power and Associate North America Airport Satisfaction Study

14.  American community survey 2011-2013

EXHIBIT 28: THE MILLENNIAL  
WORKFORCE IS HIGHLY CONCENTRATED  

IN PHILADELPHIA COUNTY 

EXHIBIT 29: ADDED DELAY ON MOST CONGESTED  
REGIONAL HIGHWAYS
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6. INDUSTRY HUBS AND STARTUP PIPELINE
When asked to select the top three largest opportunities 
for their businesses, 58% of surveyed middle market 
executives identified the development of industry/sector 
hubs, a higher percentage than any other opportunity. 
This strong preference is a recognition that as industry 
hubs develop, they form a network of ancillary industries 
and elements of the value chain that can promote growth 
beyond the sector of focus. In the five years following the 
recession in 2008, regions with innovation-related indus-
try hubs have grown employment at 5% annually, faster 
than both their states and the nation overall (Exhibit 30).

Industry hubs are particularly impactful for middle 
market companies. Collocating and developing similar 
businesses in close proximity serves as an amplifying 
mechanism for attracting talent to the region. The high density of businesses provides flexibility with choice of employ-
ers and interactions with like-minded people, helping middle market firms overcome their limited recruiting reach. As 
hubs develop, they bring in other industries in the value chain, decreasing the distance to suppliers and end customers. 
For example, the manufacturing hub in Montgomery County has many resources for the companies there, with different 
organizations collocated to provide anodizing, painting, heat-treating, etc., simplifying operations for regional businesses. 
Finally, these centers serve as a focal point for capital interested in hub-related industries, bringing financing to the com-
panies who most need to fund their growth.

The Greater Philadelphia region, with its large hospital, pharmaceutical, and biotech presence has many of the pieces for 
a life sciences hub:

•  The dense network of established life sciences companies and top-tier universities provides a pipeline of mana-
gerial talent to sustain developed companies and scientific talent to bring new ideas into the ecosystem. Large phar-
maceutical companies in the area have attracted manufacturing capability devoted to production of medical products, 
facilitating greater access to the value chain (Exhibit 31). 

•  Strong research and development capabilities of the region, including a high density of specialty hospitals with 
dedicated research institutes and leading academic centers has the potential to drive thought leadership. University of 
Pennsylvania receives the fourth-highest institutional funding from the NIH and has increased its focus on commer-
cialization of academic discoveries. In 2014, the Penn Center for Innovation (PCI) was launched to facilitate transfer of 
Penn knowledge to the marketplace. Temple and Drexel have similarly increased their efforts towards commercializa-
tion of university technologies. Temple launched a satellite office at the University City Science Center’s Port Business 
Incubator in 2012 and Drexel is in the process of developing an Innovation Neighborhood on 12 acres adjacent to 30th 
Street Station with its first facility, PHL Next Stage Med, launched in 2015.

•  The low cost of doing business and ample rentable lab space of the Greater Philadelphia Region relative to other life 
sciences hubs make it a compelling location to transfer ideas into marketable products (Exhibit 32). 

•  Immediate proximity to markets and regulatory centers by virtue of the region’s location between New York and Wash-
ington DC makes it easy to interface with the investors and analysts needed to secure financing.

EXHIBIT 30: GROWTH IN INNOVATION  
INDUSTRY HUBS, 2008-2013
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EXHIBIT 31: THE GREATER PHILADELPHIA REGION HAS MANY  
ELEMENTS NEEDED TO BE A GLOBAL LIFE SCIENCES LEADER

 

EXHIBIT 32: THE GREATER PHILADELPHIA REGION HAS AMPLE  
RENTABLE LAB SUPPLY AT COMPETITIVE RATES
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Despite these strengths, the GPR is not considered a top five region for industry in life sciences (Exhibit 33). Low avail-
ability of capital, inability to retain entrepreneurial successes, and insufficient marketing hold back capitalization of the 
region’s inherent strengths. However, these challenges present great opportunities for our region. As noted in the recently 
released Greater Philadelphia Region Life Sciences Report, our region has shown incredible adaptability in the face of 
difficulties created by retrenchment, acquisitions and mergers within pharma and biotech industries, leading the nation in 
digital health, med tech and medical devices to complement our biotech and pharma assets15. 

The Greater Philadelphia Region ranked ninth in overall life sciences venture funding16 in 2014, bringing in just over 2% of 
the national total, and has very few local firms providing seed funding17. While proximity to funded startups is not typically 
the deciding factor for investment, between 1980 and 2009, nearly 50% of investments were located within 233 miles 
of the VCs18. In addition, capital recirculation, a critical element of developing a strong hub where entrepreneurs build 
start-ups, succeed in the business, and then use their profits to build another company, has not taken root in the region. 
Successful regional startups are bought out and relocated. Keeping the talent and capital local is critical for developing a 
cadre of technically and professionally successful entrepreneurs. Both of these issues highlight the need for focused  
marketing for the biotech industry in the region; to set us on the path to be universally recognized as a top tier life  
sciences hub.

EXHIBIT 33: THE GREATER PHILADELPHIA REGION FALLS OUT OF THE TOP FIVE MSAS  
IN LIFE SCIENCE RANKINGS

15.  IHS Economics, Greater Philadelphia Region Life Sciences Report

16.  Life Sciences Cluster Report, 2014

17.  Philadelphia Business Journal identifies only 12 VC firms in the region

18.  Local Bias in Venture Capital Investments, Journal of Empirical Finance
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While the Philadelphia MSA lags its peers in per capita venture capital raised (Exhibit 34), venture funding has grown by 
18% annually between 2013 and 2015, increasing from approximately flat funding (Exhibit 35). New support for startups 
in the Greater Philadelphia Region such as StartupPHL, Drexel’s Innovation Neighborhood, the Health Care Innovation 
Collaborative, Rowan University’s Center for Inno-
vation and Entrepreneurship, the Penn Center for 
Innovation, and the Emerging Enterprise Center in 
Delaware, builds on more established institutions 
such as Ben Franklin Technology Partners and the 
University City Science Center, increasingly driving 
the Greater Philadelphia Region to become an attrac-
tive place for business ventures and investment. 
As the region’s middle market businesses continue 
to grow and realize scale, it is also important that 
startups and small businesses be able to access the 
resources they need to enter the middle market.

•  Tell the story of Life Sciences in Greater Phila-
delphia: Partner with multinational life sciences 
companies and universities within the region to 
develop a marketing campaign that tells the story 
of the Greater Philadelphia Region as a place 
to develop cutting-edge marketable solutions in 
life sciences. Build on efforts of the Chamber 
of Commerce for Greater Philadelphia’s Health 
Care Action Team, The Chamber’s Select Greater 
Philadelphia Council, and Life Sciences Penn-
sylvania to tell a unified story for the region. The 
marketing campaign needs to target entrepreneurs 
and sources of capital in addition to multi-national 
corporations by emphasizing the quality of life 
for employees in the region, resources available, 
and growing innovation venture funding over the 
past two years. The University City Science Center 
and Ben Franklin Technology Partners should be 
highlighted, and new developments such as the 
Penn Center for Innovation, the Drexel Innovation 
Neighborhood, Rowan University’s Center for 
Innovation and Entrepreneurship, and the Emerg-
ing Enterprise Center in Delaware, among many 
others, need to be emphasized as driving elements 
of regional innovation. 

•  Support increased funding for leading business incubators: work with universities, local governments, and other 
regional organizations to drive momentum towards increasing funding for business incubators. Highlight the 3.6x return 
that the Commonwealth has realized in additional state tax revenue from its investment in Ben Franklin Technology 
Partners and the knock-on effects of additional job opportunities. Explore additional funding sources such as impact 
investing, where wealthy individuals or corporations can invest in the incubators and increase available resources to 
fund nascent enterprises. 

EXHIBIT 34: THE GREATER  
PHILADELPHIA REGION LAGS PEER CITIES  

IN INVESTMENTS PER CAPITA

EXHIBIT 35: GROWTH OF VC INVESTMENT  
HAS SHARPLY INCREASED SINCE 2013
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VI. CONCLUSION
Over the past decade, publicly traded middle market companies in the Greater Philadelphia Region have outperformed 
their larger peers and surveyed middle market executives anticipate continued rapid growth over the next twelve months. 
At 27% of regional employment, middle market companies are a critical engine of regional growth and serve as an attrac-
tor for millennial talent due to the higher concentrations of professional services jobs, which are expected to grow faster 
than the economy more broadly.

Supporting the middle market requires a mix of increasing awareness of these key businesses and their needs, providing 
resources to educate and mentor middle market companies on the concerns that matter most, and coordinating available 
local resources across organizations to present a coherent voice for the middle market. Organizations need to work with 
state and local governments to convey both the importance of the middle market and the actions needed to support its 
growth. In addition, local organizations need to support the middle market through:

•  Education of middle market executives on best practices for accessing capital and planning for transitions of leader-
ship

•  Mentorship opportunities between companies and peer institutions in other regions to provide industry-specific input 
on key strategic decisions

•  Marketing the region to potential employees, entrepreneurs, and investors, highlighting its relatively low cost of doing 
business, strong infrastructure, growing millennial population, proximity to metropolitan areas, and strong presence of 
life science companies

•  Communication of the needs of middle market companies in areas such as infrastructure, industry hub development, 
and tax policy

•  Coordinating resources across middle market companies and supporting organizations to provide services such as 
outreach to regional universities

Each of the six themes surfaced through interviews and surveys has a set of potential solutions to support the growth of 
the middle market.

STEM AND FRONT-LINE TALENT
•  Work with partners across Greater Philadelphia to strengthen marketing and promotion of the region to millen-

nials as a place to stay and grow your career.

•  Develop a coalition of middle market companies with similar talent needs to consolidate their hiring demand 
and compete with the recruiting efforts of larger corporations. 

•  Expand exposure to high demand front-line career opportunities with an emphasis on necessary skills and 
points of entry. 

SUSTAINING GROWTH FOR CLOSELY HELD MIDDLE MARKET COMPANIES
•  Form peer mentor networks that provide high-fidelity networking to facilitate practice sharing among middle 

market executives about key business decisions and shared growth strategies.

ACCESS TO CAPITAL NEEDED FOR GROWTH
•  Develop opportunities to educate middle market executives on available sources for capital and the best 

routes to financing their growth.

•  Strengthen relationships between middle market executives, and private equity and venture capital firms to 
foster a stronger regional investor community.

BUSINESS CLIMATE
•  Work with municipal governments and the regional business community to facilitate communication and 

understanding around filing processes, available tax breaks, and the permitting process to enhance ease of 
doing business within the region. 
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TRANSPORTATION INFRASTRUCTURE
•  Work with a broad spectrum of middle market companies to maintain a pulse on infrastructure needs. 

•  Identify opportunities to support middle market businesses in construction and infrastructure related indus-
tries that are poised for growth. 

INDUSTRY HUBS AND START-UP PIPELINE
•  Utilize assets and regional partnerships to maximize a marketing campaign highlighting the health care and 

life sciences hub to drive business, capital attraction and expansion to the region. 

•  Identify support opportunities for those businesses at the brink of entering the middle market to ensure they 
are able to surpass the growth hurdle. 

With low costs of living and doing business, the fastest growing millennial population amongst large cities, the presence 
of top tier research institutions, and the culinary and cultural vibrancy of the seventh largest metropolitan area in the 
nation, the region has the pieces it needs to propel the middle market forward. 

The focus of the Greater Philadelphia Region’s middle market on high growth industries positions it as a future engine of 
growth for the overall region. Collaborating across the private and public sectors can help it achieve growth in accordance 
with its potential.


