
Growth and Consequences in Metro Atlanta:
Inside Stories from One of America’s
Fastest Developing Regions

i s s u e s  a n d  i d e a s  f o r  g r e at e r  p h i l a d e l p a’s  l e a d e r s                     v o l u m e  2            2 0 0 9

A World Class Greater PhiladelphiaIt’s Time:



3

on the cover:
city hall – philadelphia

up front – 1

why being world class matters – 2 

olympic lessons – 4

is greater philadelphia world class? – 7

gps to success: when roadmaps aren’t enough – 13

further reading – 16

issues and ideas for greater philadelphia’s leaders                         volume 2           2009

executive editor: steve wray

editor: allison kelsey

copyeditor: christopher scoville

design: tetra strategic communications

printer: offset impressions, inc.

photos: photolibrary - istockphotography

this volume of insight was underwritten by 
the william penn foundation.

As of 07/09

foundation investors
Barra Foundation 
Dolfinger-McMahon Foundation
Lenfest Foundation
William Penn Foundation

corporate investors
regional visionary 

PECO

regional steward
Charming Shoppes, Inc.
Dow Advanced Materials

regional leader
Aon Consulting, Inc.  
Bank of America
Cephalon, Inc.
Comcast Corp.
GlaxoSmithKline
Independence Blue Cross
Keystone Mercy Health Plan
KPMG, LLP
Lockheed Martin 
PNC Bank
Radian Group, Inc.
Shire
SEI, Inc.
Sunoco, Inc.
Trion
University of Pennsylvania
University of Pennsylvania
Health System

Wachovia Bank

regional partner
AlliedBarton Security Services
Aqua America
Ballard Spahr Andrews & Ingersoll, LLP
Brandywine Global Investment
Management

Brandywine Realty Trust
Buchanan Ingersoll & Rooney
The Children’s Hospital of Philadelphia 
Citizens Bank
Community College of Philadelphia
Cozen O’Connor
Deloitte
Drexel University
Drinker Biddle & Reath, LLP 
Ernst & Young
Fox Rothschild, LLP 
Holt Logistics Corp.
Holy Redeemer Health System 
Janney Montgomery Scott, LLC
Jeffrey P. Lindtner & Associates
La Salle University
Liberty Property Trust
Mercator Advisors 
Microsoft
Mitchell & Titus, LLP
Montgomery McCracken
Walker & Rhoads

Naroff Economic Advisors
Norfolk Southern Corporation
Parente Randolph, LLC 
Pepper Hamilton, LLP
Philadelphia University
PricewaterhouseCoopers, LLP
RAIT Financial Trust
Reed Smith, LLP
Saul Ewing, LLP
Sovereign Bank
Spencer Stuart
Temple University
Tierney Communications
Thomas Jefferson University Hospital
Urban Engineers, Inc.
Wawa 
Wesley Enhanced Living
Widener University

regional entrepreneur
Executive Coach and Consulting, LLC 
Gramercy Group 
Tactix Real Estate Advsiors, LLC

regional citizen
James P. Dunigan 
Judith E. Tschirgi

staff
Steven T. Wray
Executive Director
Jennifer Egmont
Meredith L. Garfield
Alison Gold
Robert Lee Gordon, IV
Erik Johanson
Allison Kelsey
Christopher Scoville
Jeremy Tennenbaum
Judith E. Tschirgi

economy league of greater philadelphia



The global fi nancial crisis isn’t anyone’s idea of a good time. But it could be Greater 
Philadelphia’s road to a world class future. 

Right now, the global economy is in a state of almost unbelievable turbulence. From 
the biggest banks to the smallest shops, every entrepreneur faces new challenges. From 
the mightiest nations to the humblest villages, every public offi cial grapples with growing 
responsibilities. 

And while crisis means challenge, it also means opportunity. The Economy League of 
Greater Philadelphia believes that the only responsible way to answer today’s challenge is 
to fi nd and seize the opportunities to bring our region a world class level of prosperity.

When we began to consider Greater Philadelphia’s long-range economic future, it didn’t 
seem to any of us that world class was too much to ask. Our region is already home to 
a strong network of world class institutions large and small. Our schools, hospitals, and 
cultural attractions stand with anyone’s. Our collective brainpower is unmatched. We sit in 
the heart of one of the most powerful and infl uential regions on the planet. We gave birth 
to the ideas that shaped the world as we know it.

And yet, uncertainty rules the day, and with good reason. No one knows for sure what 
the changes around us mean for the institutions and industries that have sustained us. No 
one knows for sure which of our strengths could soon become weaknesses – or which of 
our weaknesses could evolve into strengths.

For the region we love, a world class future demands a world class effort to answer these 
questions. It is the essential challenge of this time. 

That is why this volume of Insight is vital. In it we examine why world class matters. We 
look carefully at how Greater Philadelphia stacks up in the eyes of the world. We consider 
the lessons learned from past attempts to land world class events, and we introduce the 
strategy the Economy League will employ to chart a course toward a world class future. 

And while that strategy is evolving, it will follow the model we’ve used successfully for 
a century. We won’t set an agenda or present a vision. We will convene the diverse and 
thoughtful leaders who make our region tick and help them defi ne a path that we can all 
share. 

Like every other place in this nation, Greater Philadelphia faces big decisions about its 
priorities. We need to make those decisions based on more than our immediate challenges. 
We need to make them with the brightest possible future in mind. 

And while it might seem the wrong time to make plans, we sell ourselves short by think-
ing that we can’t chew gum and walk at the same time. There is no reason why not and 
every reason for taking stock of current assumptions and practices and looking as far ahead 
as possible. We need to do more than weather a short-term economic storm. 

As you work through this volume of Insight, please keep a few thoughts in mind. One 
is that the twentieth century is gone, and it won’t be back. Another is that this region has 
strengths and assets that can’t be replicated anywhere else. And the third is that if we don’t 
shape our future, others – events, people – will shape it for us.

So let’s work together to chart a course toward a world class level of opportunity and 
prosperity. The people of our region deserve nothing less.

John F. Smith, III

Chair, Economy League
Partner, ReedSmith LLP

James K. Wujcik

Vice Chair, Economy League
Regional President
Sovereign Santander

B
. K

ris
t 

fo
r 

G
P

TM
C



2

why being

world class

by Steve Wray
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World class. 

Perhaps two of the most overused 
words in the English (or any other) 
language. Pick up a newspaper and 
see how many times someone casu-
ally uses the term to describe, well, 
virtually anything. It is easy to throw 
around descriptions like “world class” 
and not quite understand what it 
means, let alone, what it will mean in 
the future.

Nevertheless we all want to be a 
part of or associated with something 
that is recognized as world class. Here 
in Greater Philadelphia, we trumpet 
our world class culture, higher edu-
cation, and health care assets – and 
our sports teams. We promote them to 
the rest of the globe, and we leverage 
them in ways we hope will lead to 
more people choosing to live, work, 
visit, or invest here.

Do we really know
what it means to be

a world class region?

But what exactly do we mean when 
we say something is world class? Do 
we really know what it means to be a 
world class region? 

Let’s start with some defi nitions. Web-
ster’s Dictionary says that world class 
means “being of the highest caliber in 

the world.” Sounds simple, but that’s 
quite a bar to reach. Just think about 
it. For a little bit. Of all the hundreds 
of regions in the world, how many can 
actually – and truthfully – claim to be 
of the highest caliber in the world? And 
which of the multitude of components 
that make up a region matter?

Our region’s journalists, academics, 
nonprofi ts, governments, and businesses 
are constantly comparing Greater Phila-
delphia to other regions. As a world 
shaped by fi erce global competition, 
where we rank can make the differ-
ence in whether a company expands 
here, a researcher does her work here, 
or a student chooses a college here.

When the Economy League began 
to look at what it takes to be a world 
class region in early 2008, the world 
was a very different place. We are fac-
ing an economy unlike anything any 
of us have seen in our lifetimes. Mar-
kets are in turmoil; national govern-
ments are taking unprecedented roles 
in the private marketplace. At the same 
time, regions across this country and 
the world are competing fi ercely for 
a shrinking pool of investment, jobs, 
and talent. Although buffeted, some 
regions are weathering this cycle bet-
ter than others. 

Whether our region is poised to re-
bound is signifi cant to all of us. It can 

make a difference in whether our em-
ployer – and our jobs – stays in the 
region, whether the tax base grows to 
fund public services and education, 
and whether future generations will 
want to live here when they grow up. 
That’s why we have to pay attention 
to the signals that rankings are giving 
us. If, for example, an educated labor 
supply is the number one determinant 
of where businesses locate, we need a 
strategy that will ensure that we have 
that supply. Or, if improving our in-
frastructure makes a difference in an 
energy-constrained economy, it would 
behoove us to build that train line or 
new highway connection.  

We launched World Class Greater 
Philadelphia with the somewhat naïve 
belief that we could determine which 
regions were world class and why. But 
after searching through more than 100 
ranking reports, sifting reams of data, 
and analyzing myriad methodological 
schemes, it is clear that as far as re-
gions, cities, and “places” go, there is 
no simple defi nition of world class. Yet, 
it is possible to get our arms around the 
set of their most frequently cited quali-
ties or attributes. And it is clear also that 
being perceived as world class – or as a 
place that is working hard to be world 
class – is important, particularly to those 
who make decisions about where they 
want to invest, work, and live. 
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Nothing can catapult a city 
to “world class” status like host-

ing the Olympics, and Philadel-
phia 2016 was the organization charged 

with making it happen. 

Bill Hankowsky, CEO of Liberty Pro-
perty Trust, was one of Philadelphia 
2016’s key private sector supporters. 
Melissa Grimm, formerly of the Dela-
ware River Port Authority and now Pres-
ident and Founder of Gramercy Group, 
was its executive director. Together, 
they helped craft an Olympic bid that 
was well-received but ultimately un-
successful. The United States Olympic 
Committee chose Chicago to represent 
the United States for the international 
competition that will conclude this fall. 

But if the outcome 
wasn’t all that 
they’d hoped for, 

the bidding process left Grimm 
and Hankowsky optimistic about 
Greater Philadelphia’s chances 
to raise its global profi le in the 

years to come. Both agree that no-
thing can galvanize a region quite like 
the Olympics. But both agree also that 
Greater Philadelphia can still do plenty 

to move toward world class status, even 
without the Games.

In separate interviews, Hankowsky 
and Grimm spoke with writer Bill 
Hangley, Jr. about what worked, what 
didn’t work, and what they learned 
while pursuing the kind of event that 
builds an international reputation.

In the competition for world class 
events, no prize is bigger than hosting 
the Olympics. What made you think 
that was possible for this region?

HANKOWSKY: I had a baseline 
sense that we had a fairly remarkable 
set of facilities concentrated in a cer-
tain area that was unique in the United 
States. We’re not missing that much. 
And, that as a city, we’d come a long 
way – we couldn’t have even thought 
about it in 1992. 

GRIMM: People don’t necessarily 
know Philly, but we know that when 
they come they have a high satisfac-
tion rate. We have a great cohort of 
leaders, great educational institutions, 
great hospitals, great attractions, great 
restaurants. We have an easy city for 
visitors that’s accessible and walkable. 

OLYMPIC
 LESSONS

TALKING 
WORLD CLASS

WITH 
BILL HANKOWSKY

AND 
MELISSA GRIMM

by Bill Hangley, Jr.
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they could touch it, and they thought, 
“What a great brand.” It wasn’t, “who 
is going to be working on this building 

Bill Hankowsky

or that one.” Everyone working to-
gether – that’s what world class takes. 

But because the bid didn’t get past 
the second round, the region never had 
to deliver the goods. Do you think it 
could have?

HANKOWSKY: Yes. I do. I actually 
do. We had to get 2,000 hotel rooms 
built to justify the Republican Nation-
al Convention coming. It was a very

Melissa Grimm

focused effort – but it was done. The rooms 
were built. The convention came. We were 
on the national stage. It’s not beyond the 
pale that the Philadelphia metropolitan 
area can pull off a world class event. 

GRIMM: I think we’re in a better place 
than we’ve been in a long time – in 
this tough economy, we’ve got a lot of 

Did Philadelphia have a negative im-
age in the international sporting com-
munity?

GRIMM: Philadelphia did not have a 
negative image – it had no image at all! 
That was an “aha” moment for me.

Does that “non-image” problem extend 
to the broader international community? 
Is Philadelphia an afterthought when the 
world thinks of world class cities?

HANKOWSKY: I think it’s factually 
the case, and it’s not unique to Philadel-
phia. If you’ve been to England, you’ve 
been to London, but I don’t think you’ve 
been to Manchester or Birmingham, the 
next two largest cities in the UK. If you’ve 
been to France, you’ve been to Paris, but 
have you been to Marseilles?

We’re not the fi nancial capital, or the 
political capital, or the gateway to the Pa-
cifi c. Those things tend to bring people 
for business, tourism, political reasons, 
or whatever. We might be in the same 
place as Boston. We can name a ton of 
American cities that are in that next tier.

So the region started at a bit of a dis-
advantage. But it quickly assembled a 
broad coalition to develop the bid. What 
did that teach you?

HANKOWSKY: A very big, strong, 
powerful idea can be unifying. One thing 
about the Olympics – it’s a one-time 
thing, so it has a beginning, a middle, 
and an end. People can get their arms 
around it. [And] a number of people 
who other people respect very quick-
ly signed up – that creates a sense of 
credibility. That had a rallying impact. 

GRIMM: People can see it. They watch 
the Olympics on TV – it’s a known quan-
tity that everyone understands. It was 
so big and such a dream that people 
were willing to talk about it and not get 
bogged down in the details. It was so 
high-level and so far beyond, “whose 
lunch is being eaten?” Whether people 
really knew how much it was going 
to cost the region or not, they felt like 

leaders recognizing that they need each 
other. We have lots of depth to the mar-
keting piece, and lots of ability to make 
our region be what it needs to be for 
targeted initiatives. Then you have the 
delivery piece. We need to think as a re-
gion about how we deliver for people, 
and this gets into labor, taxes, and gov-
ernments working together. 

Nobody will ever be
world class if they

don’t think it’s their job
to be adaptive  

That brings me to one thing that I 
think is really critical – adaptability and 
resourcefulness. Nobody will ever be 
world class if they don’t think it’s their 
job to be adaptive. Often, I’ll dig down 
into something, and I’ll hear why it 
can’t be done; there’s twenty-eight rea-
sons why, for example, we can’t pos-
sibly close this street on a Tuesday. 
From working with the ports across 
the country, I see that other people do 
things adaptively. 

Does the process of competing for and 
hosting world class events inevitably re-
quire entrenched interests to make sac-
rifi ces?

GRIMM: I think it involves making 
sacrifi ces for a long-term goal that will 
raise the tide for more people. I don’t 
think it involves sacrifi ces that don’t 
tie into some higher goal or mission. 
There’s no guarantee, so there has to 
be a leap of faith. And that gets down 
to people’s trust in their leadership. If 
our goal is “world class,” it absolutely 
comes down to, “do you trust the peo-
ple you have to do this with?” 

HANKOWSKY: Change is scary. When 
we said we were going to put a conven-
tion center downtown next to Chinatown 
and on top of the Reading Terminal Mar-
ket, 90% of the people said, “That’s not 
going to work. You’ll destroy China-
town, it’ll be too congested, when you 
do the Flower Show it’ll be a disaster, 
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We can be lots of things to lots of peo-
ple, but we have to be very methodical 
about the way we present ourselves – 
because we can’t be everything to all.

So, more international visitors – that’s 
an easy barometer. “World class” would 
probably mean a couple of huge inter-
national companies coming here to do 
business. I’d love to see a brand that 
people love come here to operate sus-
tainably and responsibly and in a way 
that kids coming out of the Philadel-
phia school system could be competi-
tive for those jobs. 

HANKOWSKY: I think there are three 
buckets. One bucket is event-oriented – 
keeping a lookout for events that get 
you exposure. The Olympics, the Re-
publican National Convention, the Ce-
zanne exhibition, Convention Center 
things, getting the All-Star game or the 
NCAA lacrosse fi nals at the sports com-
plex – we can hold almost any event.

The second bucket I would call in-
frastructure – it doesn’t get you there 
by itself, but without it you can’t play. 
One of my pet peeves – and it’s mark-
edly better than it used to be, but it’s 
still not there – is the airport. It’s your 
gateway, so it has got to be cleaner and 
crisper, and the signage better. 

The third is a kind of public policy 
issue. If you were the city that had the 
most advanced sustainability agenda 
of any American city, and there were 
funky windmills at the Amtrak yard or 
you had green roofs – you have made 
a statement about being progressive 
that gets people’s attention. It could be 
the most incredible park system in the 
world. It could be anything – if it’s the 
most incredible something in the world, 
or as good as anything in the world, that 
gives you a sense of being world class.

And let’s turn that around – what are 
the things we might see that tell us we’re 
moving away from world class?

GRIMM: We live in city where a 
very high percentage of children live 
in poverty. We can’t be a world class 
city without fi nding a way to have 
more opportunities for more people. 
No place that we look at where pov-
erty continues to grow is world class. 
It’s not a sexy topic, but we can’t not 
fi gure that out.

...no one is waiting for us

to get our act together.

Every body else is moving

on what they think is important. 

HANKOWSKY: When I left public 
service and started traveling a lot more, 
I came away with one overarching im-
pression: no one is waiting for us to get 
our act together. Everybody else is mov-
ing on what they think is important. Lit-
tle Greensboro, North Carolina attracts a 
FedEx airhub, a Dell chip plant, [a main-
tenance plant for] Honda’s corporate 
jets. And I’m thinking, that’s pretty im-
pressive for that region. Now, it’s easier 
there [than here], but the point is, stand-
ing still is falling behind. And I don’t 
know if that sense is particularly widely 
held in this region. You can’t take a day 
off, as a region. Whether it’s schools or 
parks or airports or subways or events, 
you can’t take a day off.

and by the way, no one will come.” 
Didn’t happen. When we said we were 
going to build the Comcast Center, peo-
ple said we were going to destroy the 
real estate market. That didn’t happen. 

There has to be a process, and it has 
to be open. Things get modifi ed as a 
part of this process. And the key is peo-
ple in leadership positions, and often 
these are political people who have to 
say, “I’m making a judgment, we’re go-
ing,” and you go. 

So what are other initiatives that can tell 
us we’re approaching world class status? 

GRIMM: We’re not trying to become 
San Francisco. We have to pick where 
we need to be and pursue some tar-
geted strategies [to get there]. 

I came from the Delaware River Port 
Authority where we brought three in-
ternational cruise companies to the 
city for the fi rst time on a regular ba-
sis. They all knew San Francisco, and 
they all knew New York. When I got 
them here, they said, “Wow, we love 
Philadelphia!” I was able to do that by 
showing them economic data from the 
region. It’s a substantive approach – 
really understanding what we want to 
go after and then crafting a story that 
we’re sure delivers what people need. 
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IS GREATER 
PHILADELPHIA 
WORLD CLASS

by
Economy League 

Research Staff

According to a 2007 study by Price-
waterhouseCoopers, the Philadelphia 
region has the 9th largest economy 
in the world – an impact greater than 
that of many nations. However, Greater 
Philadelphia’s public profi le has more 
to do with its history than its present, 
with what used to be rather than what 
it is now and could be in the future. 
The region is the 5th largest metro-
politan area in the US but is less well-
known nationally and internationally 
than such smaller regions as Atlanta, 
Boston, and San Francisco.

To many of us who live and work 
here, this middling perception makes 
us feel underappreciated. We have out-
standing hospitals and research labs, 
top-rated colleges and universities, the 
largest urban park system in the US, 
dozens of theaters and museums, and 
a world champion baseball team. What 
else does it take? 

World class status is shaped by two 
powerful forces: reality and perception. 
We set out to understand the intersection 
of the two by looking at the most common 
measures of places – ranking reports. 

Everyone, at one time or another, 
has picked up a magazine or spotted 
an article online claiming to have dis-
covered the best places to live, start a 
business, or raise a family, or to have 
determined the top 10 most healthful/
hippest/greenest cities. While there is 
no gold standard for these rankings 
(their methodological rigor and trans-
parency vary greatly), they have infl u-
ence in their ubiquity and viral spread. 

In this research, we set out to achieve 
three goals: to understand what quali-
ties or factors are used to rank the 
world’s best cities or regions, to gain 
insight into the places that typically do 
well in these rankings, and to deter-
mine how Greater Philadelphia fares.



four basic categories: livability reports, 
which focus on what it’s like to live, 
work, and visit the regions featured; 
business climate, which describe the 
business environment of regions, 
states, and countries; regional indica-
tors reports, which help civic and gov-
ernment leaders benchmark progress 
on achieving regional goals, either over 
time or against competitor regions; and 
global competitiveness rankings, which 
help  regions understand where they fi t 
and what their connections are to the 
emerging global economy. 

livability rankings

Livability reports include the “Best 
Places to...” rankings, examples of 
which include National Geographic’s 
“Best Places to Live and Play” and the 
Places Rated Almanac.

These are published regularly in 
magazines and other media targeted at 
the general public. They are easy to di-
gest and are often presented with lim-
ited information regarding the method-
ology or metrics used to determine the 
fi nal rankings. 

Of the metrics used to rank places 
in the 21 livability reports we analyzed, 
the most frequently cited was recreation 
(78%), which includes amenities such 
as museums, restaurants, and parks. 
Sixty-one percent of the reports looked 
at population/demographics and intra-
regional transportation, and 56% con-
sidered housing affordability. Crime 
rates, inter-regional transportation (rail/
airports), and measures of environmen-
tal sustainability were featured in half 
of the reports with metric information. 

Surprisingly, measures cited infre-
quently were K-12 student perfor-
mance, income, and poverty measures. 
To be sure, livability is a subjective con-
cept, and the amenities and character-
istics that people value vary according 
to socio-economic status and personal 
preference.

methodology

The Economy League scanned the 
landscape for reports that rank cities, 
regions, states, and nations as “best” 
and “world class” to ascertain which at-
tributes matter and which places rank 
at the top. Our search yielded more 
than 100 reports. We focused on re-
gions and cities but also included re-
ports ranking states and nations in our 
analysis in order to consider the met-
rics they employed. 

For each report, we asked the fol-
lowing questions: 

• Who commissioned the report?

• Who are the intended consumers?

• What is the primary focus or goal?

We then identifi ed attributes – those 
criteria that appeared to be key determi-
nants of relative superiority – in order to 

answer the key question: Which metrics 
are most often considered and, thus, re-
ally matter? We found 22 metrics that 
fall into fi ve categories: human capital, 
economy, infrastructure, governance, 
and quality of place (see table below). 
Next, we noted those regions and cities 
frequently cited. Finally, we examined 
how Greater Philadelphia fared.

We excluded approximately half of 
the reports because they were too nar-
rowly focused or included no informa-
tion on methodology. We kept rankings 
based on polls or surveys because they 
ascertain perception. This sifting left 57 
reports, which we then categorized by 
area of focus, target audience, and pro-
ducer. We looked at reports within each 
of these categories, as well as at the re-
lationships across these categories. 

The 57 reports could be broken into 

Human capital EDUCATIONAL ATTAINMENT
 IMMIGRANTS/IMMIGRATION
 K-12 PERFORMANCE
 POPULATION/DEMOGRAPHICS

Economy HOUSING AFFORDABILITY
 INCOME & POVERTY
 INNOVATION CAPITAL – patents issued, venture capital, R&D expenditures 
 LABOR DEMAND – unemployment, labor participation rate
 LABOR SUPPLY – workforce by sector, wages
 NON-LABOR BUSINESS COSTS – energy costs, taxes, offi ce rental rates 

Infrastructure HEALTH CARE ACCESSIBILITY
 INTER-REGIONAL TRANSPORT – air/rail connections 
 INTRA-REGIONAL TRANSPORT – commute times/congestion, public transportation

Governance FISCAL – public debt
 LAND USE – zoning 
 PERMITS/REGULATIONS – timeframe for approval, diffi culty 

Quality of place AIR/WATER QUALITY
 COMMUNITY ENGAGEMENT – voter turnout, volunteering, philanthropy 
 CRIME
 INTERNET ACCESS/INFRASTRUCTURE
 RECREATION – arts, restaurants, parks 
 SUSTAINABILITY – open space preservation, hazardous waste, walkability

M O ST P O P U L A R R A N K I N G M E T R I CS
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So, which regions dominate as the 
“most livable”? New York appeared in 
eight reports; Chicago and Austin come 
up in seven; Philadelphia joins Atlanta, 
Boston, Denver, Minneapolis, and San 
Francisco with six mentions; and Port-
land appears fi ve times. When it comes 
to livability, Greater Philadelphia ranks 
among the best in the US. 

business climate reports

The majority of business climate rank-
ings we located are produced by policy 
institutes and consulting groups and are 
targeted at business leaders, economic 
developers, site selection consultants, 
and policy makers. Magazines such as 
Business Week and Kiplinger’s also fea-
ture articles ranking the business climate 
of states and cities but are geared toward 
a more mainstream audience. Business 
climate reports tend to have transpar-
ent methodologies and focus on a small 
number of metrics. Also, most examine 
states rather than that of regions.

Each of the 14 business climate rank-
ing reports we analyzed included met-
rics, with labor supply (86%) being the 
most frequently cited. Labor demand 
was used in 50% of the reports, and 
more than 40% considered income and 
poverty, innovation capital, non-labor 
business costs, and educational attain-
ment. These reports considered few 
other metrics in ranking regions, states, 
and nations. Just four of the reports 
considered taxes when ranking busi-
ness climate. Affi rming our fi ndings, 
a site selection expert interviewed for 
this analysis posited that taxes are a 
marginal expense for businesses and 
that a strong labor force and proximity 
to specifi c resources and markets are 
key in business location decisions. 

Among the small sample of studies 
concerned with cities or regions, the 
places that rank high are not necessari-
ly what one would expect. Often when 
we think of best business climate, we 
tend to think of the South and the South-
west with lower taxes and less regula-

tion. So, which locales rose to the top? 
Out of the eight business climate stud-
ies that focused on regions, New York 
and Chicago both appeared among 
the highest rated three times. Under-
scoring the relative unimportance of 
taxes, both are among the top 10 most 
expensive cities in which to do busi-
ness. Boston, Providence, Washington, 
San Jose, Los Angeles, and Seattle each 
appeared twice. And Philadelphia? We 
ranked highly only once.

global competitiveness reports

While many of the business climate 
reports focus on just a few metrics, we 
also identifi ed some that take a broader 
approach and use metrics designed to 
measure the global competitiveness of 
cities and regions. 

One such report is the Anholt City 
Brands Index. The Anholt Index is 
based on an internationally conduct-
ed survey rather than on metrics, and 
it captures public perception of key 
world class attributes.

The most recent Anholt City Brands 
Index in which Philadelphia was in-
cluded was the Second Edition, pub-
lished in 2006. (Philadelphia was not 
included in the 2007 or 2009 reports.) 
Its aim is to explore the status and 
standing of cities around the globe, 
which Anholt refers to as the “brand.” 
The report shows how cities are 
viewed by “potential visitors, investors, 
customers, and future citizens around 
the world.” 

The rankings are based on the sur-
vey responses from approximately 
15,000 people in 20 countries. The 
questions are organized according to 
six dimensions: 

1. Presence – Has the city made 
an important contribution to the 
world in the last 30 years? 

2. Place – How beautiful is the city? 
How is the climate? 

Rusty Kennedy for Select Greater Philadelphia
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3. Potential – How easy is it to fi nd 
a job in the city? Is it a good place 
to have a business? What about 
higher education? 

4. Pulse – How easily can you fi nd 
interesting things to do? How ex-
citing is the city? 

5. People – Are the people friendly 
or prejudiced against outsiders? 
Can you fi nd a community that 
shares your language and culture? 
How safe would you feel?

6. Prerequisites – How easy is it to 
fi nd decent, affordable housing? 
How are the schools, hospitals, 
public transportation?

The top cities in order of ranking 
were Sydney, London, Paris, Rome, 
and New York. Washington (#6) and 
San Francisco (#7) were also among 
the US cities in the top 10. Philadelphia 
came in at #31. 

The report identifi es three tiers of 
American cities: the global megabrands 
(New York, Washington, Los Ange-
les), second tier brands that rank high 
among US respondents but are less 
known globally (Boston, Seattle, Chi-
cago, Atlanta), and third tier brands 

that are unknown globally and poor-
ly or moderately ranked domestically 
(Philadelphia, Dallas, New Orleans). 

In addition to this overall grade, the 
study ranked cities in each of the six 
dimensions. Philadelphia received the 
highest ratings in Potential (#15) and 
Prerequisites (#17) and lowest in Pres-
ence (#49) and Pulse (#43). Rounding 
out the categories, Philadelphia ranked 
#24 for People and #37 for Place. Based 

on this survey, people think of Phila-
delphia as a pretty good place to get 
a job, an education, and fi nd housing, 
but it’s not exciting, is more functional 
than beautiful, and hasn’t made a glob-
al mark recently. 

Another recent report, the “2008 
Global Cities Index” by Foreign Policy, 
A.T. Kearney, and The Chicago Council 
on Global Affairs, defi nes “global cit-
ies” as those whose ideas and values 
shape the rest of the world. They have 
the largest capital markets, elite univer-
sities, and signifi cant international or-
ganizations. 

The authors note, “We learned long 
ago that globalization is much more 
than the simple lowering of market bar-
riers and economic walls. And because 
the Global Cities Index pulls in these 
measures of cultural, social, and policy 
indicators, it offers a more complete 
picture of a city’s global standing—not 
simply economic or fi nancial ties.”

The authors analyze 60 cities using 
24 metrics across fi ve dimensions: 

1. Business Activity – value of its 
capital markets, the number of 
Fortune Global 500 fi rms head-
quartered there, and the volume 
of goods that pass through the city

2. Human Capital – size of a city’s 
immigrant population, the num-
ber of international schools, and 
the percentage of residents with 
university degrees 

3. Information Exchange – number 
of international news bureaus, the 
amount of international news in 
the leading local papers, and the 
number of broadband subscribers

4. Cultural Experience – level of 
diverse attractions for international 
residents and travelers, from the 
frequency of major sporting events 
to the number of performing arts 
venues

G. Widman for GPTMC
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5. Political Engagement – number of 
embassies and consulates, major 
think tanks, international organiza-
tions, sister city relationships, and 
political conferences a city hosts.

The top 10, in order of ranking, 
were New York, London, Paris, Tokyo, 
Hong Kong, Los Angeles, Singapore, 
Chicago, Seoul, and Toronto. Addition-
al US cities ranked were Washington, 
DC (#11), San Francisco (#15), Boston 
(#29), Miami (#32), and Atlanta (#37). 
Although it met all the criteria for inclu-
sion, Philadelphia was not among the 
initial 60 cities analyzed, a matter that 
underscores the perceptions of Phila-
delphia articulated by respondents to 
the Anholt City Brand Index.

regional indicator reports

 Regional performance reports may 
best be described as self-assessments, 
either measuring the progress of a sin-
gle region over time or exploring how 
a region stacks up against similar re-
gions. Whether focused on a region or 
a state, these reports are typically com-
missioned by regional policy institutes, 
civic organizations, government agen-
cies, or academic centers. Targeted au-

diences are policy infl uencers. Regional 
performance reports have transparent 
methodologies and often include a 
wide range of metrics, thus providing 
good examples of how a region can 
measure itself. It is worthwhile to note 
that many regional performance reports 
don’t rank regions at all, but instead use 
benchmarks or compare a region over 
time or against specifi c goals. 

Three reports that focus on Greater 
Philadelphia are “Rating the Region 
2007” by the Delaware Valley Regional 
Planning Commission (compares this 
region to the largest US metropolitan 
areas and to regional competitors), 
“Community Indicators for Metropolitan 
Philadelphia 2008” by the Metropolitan 
Philadelphia Indicators Project (com-
pares this region to regions identifi ed as 
“fl ourishing,“ “like us,” and to regional 
competitors), and the “Innovation and 
Entrepreneurial Index” released by In-
novation Philadelphia. 

None, however, measure Philadel-
phia against itself at regular intervals. 
Examples of places that perform mean-
ingful longitudinal studies are Metro 
Atlanta, Silicon Valley, and Long Island, 
NY. Indicators measure the strength of 

the economy and health of the com-
munity – highlighting challenges and 
providing an analytical foundation for 
leadership and decision making. 

how does philadelphia stack up? 

Greater Philadelphia fares well when 
compared to other US regions, largely 
on the strength of our quality of life. 
We consistently appear in the top of 
rankings and have many of the attri-
butes that matter most. However, there 
are some important caveats to consider 
with the good news: 

• We rarely rank high internationally, 
and in a number of cases, Phila-
delphia doesn’t even make the cut 
for inclusion in global rankings. 
(see map of frequently high rank-
ing places on page 12). 

• While Philadelphia does do well 
in domestic rankings, it is never 
at the top of the list. Three of the 
seven reports in which Philadel-
phia was ranked in the top pre-
sented a list rather than a numeri-
cal ranking of regions. Of the four 
remaining, the region ranked 6th, 
8th, and 9th. 
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• Our suburbs appear as much as 
the city. Three of the region’s top 
rankings were awarded to subur-
ban communities in the region. 

• We do well in rankings that look 
at specifi c aspects or geographic 
areas of the region. The follow-
ing is a list of the reports ranking 
Philadelphia in the top 10 (or 25 
in the case of the affordable sub-
urbs ranking):

- Great Places in America: Streets 

- Great Places in America: Neigh-
borhoods 

- 25 Best Affordable Suburbs in 
the US (West Chester, PA) 

- Best Places to Live in the US 
(Wallingford, PA) (#9)

- Best Big Cities to Live in the US 
(online poll) (#6)

- Top 10 Greenest US Cities (#8)

- Top City Economies 2020 (#9)

Size matters, although that’s not the 
whole game. Houston and Miami rank 
in the top 10 largest regions in the US 
but did not make any top rankings; 
conversely, fi ve of the cities are not in 
the top 20 largest regions. Our fi ndings 

indicate that to be consistently ranked, 
cities must have excellent amenities 
and a strong sense of place. Arts and 
cultural activities, parks and recreation-
al opportunities, and restaurants are 
important. Judging by the list, a longer 
history and transportation infrastructure 
help a region to fare well. The regions 
top-ranked six or more times have high 
public transit ridership. 

We’re a great place to live with lots of 
choices in communities, and we have 
great hospitals and universities and a 
diversifi ed economy. We are among a 
select group of regions when it comes 
to livability. In other measures, we fall 
a bit short. We’re not as connected, in-
novative, educated, or exciting as the 
places that consistently rank at the top 
of the list. 

We’re in the mix... but we do not 
measure up as a place that is thought 
of as a world class region.

The growing popularity of globaliza-
tion reports requires us to think about 
our international standing and reputa-
tion; comparing favorably to other US 
cities is not enough. We must think 
about how we will remain competitive 
in a global market when our compe-

tition includes London and Stockholm 
– not just Baltimore, Boston, Chicago, 
and Detroit. 

In order to compete effectively, every 
place needs to be known for something: 
its values, people, ambitions, products, 
landscapes or perhaps a combination of 
these. Having a brand strategy means 
knowing exactly what those talents or 
qualities or assets are, knowing how 
to use them, knowing how to show the 
world that you have them, and know-
ing how they add up to a whole that is 
unique, truthful, distinctive and attrac-
tive. – Anholt City Brands Index 2006

None of this happens by accident. 
Successful places have always been 
aware of the importance of reputation 
and have deliberately set out to raise 
their profi le.

What makes a place world class is 
something that will evolve over time. 
Our analysis provides a number of 
inputs and insights into what it will 
take to ensure a world class future for 
Greater Philadelphia... but it won’t tell 
us how to get from where we are to 
where we want to be. For that we’ll 
need a GPS.
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GPS to Success: 
When Roadmaps
Aren’t Enough

What if I told you your map was obso-
lete and incomplete? 

Your fi rst response might well be, 
“What map?” And my answer would 
be, “Any map.” Could be your battered, 
four year-old Rand McNally in the glove 
compartment. It could be your pocket-
sized tourist map of Center City. It could 
be your map of bike routes, or the map 
of the world hanging in your kids’ bed-
room, or the map of promising fi shing 
holes your friend drew on a napkin at 
dinner last night. 

It doesn’t matter – any map can be 
obsolete by the time it gets printed. 
Things change even as the proofs go to 
press. Roads open and close; construc-
tion starts and fi nishes; fi sh wise up and 
fi nd safer hangouts. Any traveler knows 
that even the very best, most up-to-date 
maps might be missing something.

“Obsolete” is one thing; “incomplete” 
is a whole other story. My road atlas can 
show me a half-dozen routes from my 
house to the King of Prussia Mall. But 
even a brand new map doesn’t show traf-
fi c. It won’t tell me which route uses the 
least gas or provides the best scenery. It 
doesn’t reveal that other malls might be 
easier to get to during rush hour. 

“Aha,” you say. “Of course maps don’t 
do those things. That’s why I have my 
GPS.” And I say, that’s exactly the point. 
There’s a reason those little screens have 
become such a common sight. They’ve 
made it possible to move beyond maps. 
Now, when we travel, instead of relying 
on a possibly obsolete but defi nitely in-
complete piece of paper, we tap into a 
database of constantly updated real-time 
information. 

We may chart a basic course on a map 
before we leave the house, but once we’re 
actually on the road, we’re counting on 
our GPS unit to help us adjust our course 
along the way. We can detour with confi -
dence, knowing it’s only a matter of mo-
ments before the GPS chirps, “recalculat-
ing.” And if we’ve sprung for the deluxe 
model with real-time traffi c data, we count 
on it to guide us around construction, ac-
cidents, and rush-hour bottlenecks. 

Maps are still great for basic orienta-

tion. But when it comes to guiding the 
actual journey, the GPS unit wins hands-
down because it continually adjusts. And 
here lies a lesson for this region.

Do we have
enough information 

about the routes 
we might take to 
regional success?

In Greater Philadelphia, we have in-
vested much time and energy creating 
“roadmaps” to this or that goal: retain-
ing more college graduates, increasing 
arts funding, attracting more Fortune 500 
companies, repairing critical infrastruc-
ture. But do those maps have all the real-
time data we need? Do we know enough 
about what stands between our econo-
my and prosperity? Do we have enough 
information about the routes we might 
take to regional success? 

Our experience suggests that the 
answer is no. We need to know more. 
We need a GPS unit to guide the entire 
region. We know what our goal is: to 
be a world class destination for people, 

by  Steve Wray

companies, and investors. We know also 
what some of our basic routes to this 
goal look like: building on our strengths 
in education, health care, manufactur-
ing, and tourism, for example. 

But we don’t have much real-time 
information about what’s happening 
along those routes. Some are increas-
ingly crowded. Others may be empty-
ing out. Roads to prosperity are open-
ing and closing; bridges are rising and 
falling; construction that’s slowing one 
route today may be gone tomorrow. It’s 
often said that success is a journey, not a 
destination. But not every journey leads 
to success. That’s why people love those 
little GPS units, and that’s why this re-
gion needs a big one. 

You think I’m exaggerating? Ask 
the people at Royal Dutch/Shell. They 
thought this way, and they made mil-
lions. Only they didn’t call theirs a “GPS 
strategy.” They called it alternative 
futures, or scenario, planning.

It’s a famous episode in the annals of 
business history. In 1970, while other 
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oil companies were planning based on 
what seemed like reasonable assump-
tions, Royal Dutch/Shell was considering 
a much wider range of possibilities that 
included a dramatic slowdown in output 
from Saudi Arabia. While others invested 
based on the status quo, Royal Dutch/
Shell made sure to invest in that alter-
native scenario. And when the OPEC oil 
embargo left its competitors scrambling, 
Dutch/Shell was ready. It went from be-
ing the eighth to the second largest oil 
company in the world.

In other words, Royal Dutch/Shell’s 
planners anticipated a roadblock. They 
asked themselves, “How do we succeed 
if the superhighway shuts down?” 

Scenario planning is the 
equivalent of loading data 

into a GPS so that when you 
fi nd yourself off the main road, 

your organization knows 
where to go and has what it 

needs to get there. 
Other energy companies’ maps to suc-

cess relied on the superhighway; like a 
lot of travelers, they planned to stick to 
the main road, cross their fi ngers, and 
hope for the best. But Royal Dutch/
Shell’s mapmakers made sure they knew 
the secondary and tertiary roads. 
They made sure the company had 
the wherewithal to take those roads 
if necessary – not just the alternate map, 
but the corporate equivalent of extra gas, 
tire chains, and a thermos of coffee. 

Scenario planning is the 
equivalent of loading 
data into a GPS so that 
when you fi nd yourself off 
the main road, your organiza-
tion knows where to go and 
has what it needs to get there. 
The same strategy helped Royal 
Dutch/Shell anticipate the fall of the 
Soviet Union and the advent of global-
ization. All along, the company’s desti-
nation has been the same: sell oil, and 
sell more each year than during the 
previous year. But by constantly 
preparing alternate routes to suc-
cess based on changing variables, 

Royal Dutch/Shell has profi ted where 
others have not.

So what does this have to do with a 
region like Greater Philadelphia? Our 
goals as a region aren’t as simple as 
Royal Dutch/Shell’s goal as an oil com-
pany. But many of us are trying to do 
what any company must do: prosper in 
a highly competitive environment whose 
variables are constantly shifting. 

Picture Greater Philadelphia as one gi-
ant corporation. It has a couple of large 
divisions that have become big earners in 
recent years, for example higher educa-
tion, health care, pharmaceuticals, and le-
gal services. It has a small but diverse and 
highly specialized base of manufacturers 
and other blue-collar industries. It carries 
a large workforce that includes many old-
er and retired workers. It has a massive 
physical plant which ranges from obso-
lete to overstressed to state-of-the-art. It 
has access to a wide range of markets. 

In addition, it has the legacy costs of a 
big, old company: pensions, health care, 
and retraining expenses. It has attractive 
benefi ts for prospective workers: diverse 
neighborhoods, lively cultural life. It has 
a deep pool of loyal talent. It faces stiff 

competition from 
similar regions.

So if that’s the 
basic pro-

fi le of Greater Philadelphia, Inc., consid-
er the scenarios that might lie in store for 
its primary divisions: 

• Education has been a strong performer. 
But what are the scenarios that could 
affect our 92 colleges and universities? 
Take fi nancial aid – if it gets harder to 
secure reasonable loans, how will that 
affect willingness to pay for the tradi-
tional campus experience? What’s the 
plan for a scenario in which foreign 
students, or older students, or two-
year students play a more important 
role in the marketplace? 

• The health care industry already is 
heavily subsidized, with about half 
of hospital revenues coming from 
Medicaid and Medicare. What are 
the scenarios for health care reform, 
and how could we play each to our 
benefi t? What are the scenarios that 
cost us? 

• Greater Philadelphia has critical and 
expensive choices to make about its 
transportation infrastructure. What are 
the scenarios that could shape deci-
sions about roads and rails? For ex-
ample, which will be more valuable 
thirty years from now: high-speed rail 
or an expanded airport? 

• Greater Philadelphia is a huge energy 
consumer. What are the scenarios for 
energy costs, and how will they affect 
the region? If gasoline creeps back to 
$4 a gallon and stays there, what in-
vestments should we be making now? 
How does this region’s density or its 
access to locally grown food help it in 
those scenarios? What are the zoning 
changes we could make now to en-
courage the kind of development that 
suits various alternate futures?

If Greater Philadelphia, Inc. were Roy-
al Dutch/Shell, we’d already be explor-
ing these kinds of questions. The world’s 
leading companies now routinely invest 

in scenario planning. They’re moni-
toring real-time data and loading 

their corporate GPS units with al-
ternate routes. Instead of traffi c, they 

may be watching credit, government 
regulations, advances in technology, and 
consumer spending. But it amounts to 
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the same thing: they’re trying to prepare 
for the usual route being blocked. 

Alternative futures planning rarely 
provides black-and-white answers, but 
instead reveals trends and signals that, 
for their weakness in the present, might 
be easy to ignore, but if played out into 
the future could become important helps 
or hindrances. Devising strategies to 
adapt to these possibilities provides the 
data that we can plug into our regional 
GPS system to allow us to calculate the 
best route to prosperity.

All this brings me to a recent pingpong 
tournament. 

When Greater Philadelphia decided to 
bid for the 2016 Olympics, we knew it 
was a long shot. The competition is as 
intense as the process is long. But we 
felt confi dent that we had the resources 
a region needs to win: sports facilities, 
transportation infrastructure, hotels, even 
a nearly ready-made Olympic village at 
the Navy Yard. 

What we didn’t have, as Bill Han-
kowsky and Melissa Grimm related ear-
lier in this magazine, was a profi le in 
international sports. We quickly learned 
that the Olympic community is made 
up of countless smaller sporting asso-
ciations each with its own conferences 
and competitions. The way to build 
an Olympic-ready reputation is to host 
those events. 

If Philadelphia had reached out and 
established those connections fi fteen 
years ago, our 2016 bid would have 
been much stronger. But that wasn’t 
a scenario being considered in 1994. 
But now that it’s 2009, why not think 
about hosting the 2024 Games? Seen in 

that light, the fact that Drexel Univer-
sity hosted the 2008 US Olympic Table 
Tennis Team Trials takes on new signif-
icance. When we put “2024 Olympics” 
into our regional GPS, “pingpong tour-
nament” pops up as one of the stops 
along the way. 

This is the kind of awareness this re-
gion needs. It may not be in our future 
to host an Olympics. But we can map the 
route and start monitoring the traffi c. 

We need the same thinking around all 
of our world class assets and aspirations. 
We need to ask big questions about the 
scenarios that might affect education, 
health care, transportation, energy, en-
tertainment, travel, industry, and tech-
nology. And, we need to start loading 
our regional GPS with data so that when 
one road gets blocked, we can do better 
than just sitting there, blaming the traffi c 
for our failure to make the meeting – we 
can still reach our destination.

The Economy League of Greater Phil-
adelphia is in its 100th year. Since our 
founding, it has been our practice to 
convene the region’s brightest minds in 
order to plan for a better future. We’ve 
never sought to supplant other planning 
efforts, and we won’t do that now. But 
we’re convinced that the region needs a 
sustained surge of big picture scenario 
planning, and it’s our goal to help foster 
that process. 

We can thrive as a world class desti-
nation for people, companies, and capi-
tal. But to get there, we’ll need more 
than a map. 

That’s why we undertook this fi rst 
step in this project – to examine where 
we stand and what that says about how 

Greater Philadelphia is perceived in the 
rest of the world. But that’s just the start-
ing point, because being world class is 
not defi ned just by the rankings – it is 
also defi ned by attitude and commit-
ment to excellence. 

The second step is learning from other 
regions such as Silicon Valley, Washing-
ton, DC, and our Greater Philadelphia 
Leadership Exchange destinations Atlanta 
and Chicago. Third, we’ll build cross-sec-
tor working groups of people and their 
organizations who are committed to col-
laborating, coordinating, and innovating. 
Through the alternative futures planning 
process, fl exible responses to the trends 
– and also the curveballs – that lie ahead 
will be developed.

Fourth, we’ll ask Greater Philadelphians 
what they believe is a world class future. 
Sidewalk intercepts, online surveys, inter-
views, focus groups, and meetings with 
targeted groups of stakeholders will bring 
diverse voices to this discussion. 

These ingredients will be synthesized 
into the global positioning strategy, 
the GPS, one that is not the Economy 
League’s vision but rather a set of shared 
goals for the future.

While this is a new idea for Greater 
Philadelphia, it’s modeled after initiatives 
in forward-thinking cities and regions 
around the country and the world. The 
Economy League is best known for in-
depth, nonpartisan analysis of the region’s 
toughest issues. In World Class Greater 
Philadelphia, we’ve chosen to take on the 
largest, most elusive, but most important 
challenge yet. 

“A goal without a plan is just a wish,” 
said French writer and aviator Antoine de 
Saint-Exupery. How many times have we 
all wished for things to be different? The 
Economy League Board of Directors and 
staff believe that there’s no better time 
than the present for Greater Philadelphia 
to examine itself with a critical eye, bring 
people together around shared goals, 
and work collaboratively to develop a 
strategy that will ensure that this region is 
world class – not just tomorrow, but for 
decades to come.
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that have developed in cities (fi nance in 
New York, for example), as well as the way 
corporations have utilized technology. 
www.columbia.edu

Schoemaker, Paul J.H. “Scenario Plan-
ning: A Tool for Strategic Thinking.” 
MIT Sloan Management Review 
(Winter 1995). 

Case studies illustrate the how’s and the 
why’s of scenario planning.
www.sloanreview.mit.edu

“Cities of the Future.” Pricewater-
houseCoopers, 2005

“Cities of the Future” explores the themes that 
arose through interviews conducted with 
more than 40 leaders representing cities 

around the world. The report outlines 6 
areas of capital (intellectual/social, envi-
ronmental, technical, democratic, fi nancial, 
and culture/leisure) deemed necessary to 
the success of cities and how urban leaders 
are building on strengths and overcoming 
limitations in these areas.
www.pwc.com

“Competitive Cities in the Global 
Economy.” Organisation for Economic 
Co-operation and Development. OECD 
Territorial Reviews, 2006

The OECD drafted this report to share in-
novative development and governance stra-
tegies to address the challenges faced by 
urban regions from a local and national 
perspective. It is informed by horizontal re-
search, case studies of metropolitan regions, 
and analysis of national urban policy.
www.oecd.org

“Top City Economies 2020.” Pricewa-
terhouseCoopers, 2005

One hundred fi fty cities are ranked based 
on Gross Domestic Product (GDP) in 2005 
and projected GDP for 2020. While Euro-
pean, Japanese, and North American cit-
ies represent the top 10 for both 2005 and 
2020, the report illustrates the emergence 
of city economies in South America, China, 
and other developing regions. 
www.citymayors.com

To access these resources directly, go to 
www.economyleague.org/reading
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