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INTRODUCTION & BACKGROUND

ABOUT THE PROMISE ZONE

INTRODUCTION
The San Diego Promise Zone (SDPZ) is a geographic area comprising three City of San Diego Community Plan Areas: Barrio Logan,
Southeastern, and Encanto Neighborhoods. Historically disadvantaged and suffering from a lack of economic investment, these
SDPZ neighborhoods have long been characterized by their relatively high unemployment, high poverty, and low educational
attainment rates. With a higher share of minorities and immigrants, the culturally-rich communities within the SDPZ also possess
unique barriers to economic growth.
The SDPZ is roughly bounded by the San Diego Unified Port District to the west; downtown San Diego and State Route 94 to the
north; National City to the south; and the City of Lemon Grove to the east. All 19 SDPZ census tracts were certified by the IRS as
Opportunity Zones in 2018. Tax benefits provided to those who invest capital gains in property and projects within an Opportunity
Zone are designed to promote economic growth and job creation in these economically distressed communities.
The SDPZ is home to 86,790 residents which represents 2.6 percent of the region’s total population. Since 2012, the SDPZ’s
population has grown by 4.3 percent, slower than the regional growth rate of 5.9 percent.i

FIGURE 1 / CITY OF SAN DIEGO PROMISE ZONE & OPPORTUNITY ZONES
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DEMOGRAPHICS

ABOUT THE PROMISE ZONE
FIGURE 2 / SDPZ POPULATION BY AGE & SEX, 2017
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RACE & ETHNICITY

FIGURE 3 / SDPZ FOREIGN-BORN
POPULATION BY PLACE OF ORIGIN
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SDPZ is from Mexico.

FIGURE 4 / SDPZ POPULATION BY RACE & ETHNICITY
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DEMOGRAPHICS

ABOUT THE PROMISE ZONE

POVERTY & EDUCATIONAL ATTAINMENT
According to the U.S. Department of Housing and Urban
Development’s 2019 Choice Neighborhoods data mapping
tool, the “Neighborhood Poverty” for the SDPZ is nearly 40
percent.iv Poverty in the SDPZ is more than double state
and regional rates. Poverty thresholds are defined by
the federal government and vary by family size, but don’t

TABLE 1 / POVERTY RATE BY AGE &
EDUCATIONAL ATTAINMENT LEVEL, 2017
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household median income in 2017 was $37,156,
compared to $74,535 in the City of San Diego as a whole.
Generally, higher levels of educational attainment are

Source: ACS 5-year estimates, 2017

correlated with lower poverty rates. However, even those

who possess a bachelor’s degree in the SDPZ have relatively high poverty rates, with 12.7 percent of bachelor’s degree holders
living in poverty – more than double the rate for the region.v
SDPZ residents have much lower rates of educational attainment than the residents in the San Diego region. Roughly 12
percent of the population over the age of 25 has obtained a bachelor’s degree or higher compared to 37 percent region-wide.
Furthermore, severe disparities exist when looking at educational attainment by race and ethnicity. In the SDPZ today, educational
attainment rates for the Black (12.2 percent) and Hispanic (2.3 percent) population over the age of 25 fall far short of the regional
rate (37.4 percent).

FIGURE 5 / SHARE OF POPULATION POSSESSING A
BACHELOR’S DEGREE OR HIGHER, 2012, 2017
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BUSINESS CLIMATE

ECONOMIC LANDSCAPE
2.3%
5.3%

A decade after the Great Recession, San Diego’s overall economy is

FIGURE 6 / SDPZ BUSINESSES BY SIZE
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FIGURE 7 / SDPZ BUSINESSES BY SECTOR
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BUSINESS CLIMATE

ECONOMIC LANDSCAPE

SPOTLIGHT

Micro-enterprises, those employing fewer than five people, are at the core
of the SDPZ’s business ecosystem. Employing roughly 10.8 percent of the
SDPZ’s total workforce, micro-enterprises account for more than half – or 50.8
percent – of all businesses. In regard to business distribution by sector, microenterprises are heavily skewed toward locally-serving or population-driven
industries such as other services, healthcare and social assistance, retail trade,
and professional, scientific, and technical services. viii

MICROENTERPRISES

The median-priced San Diego home is $656,600, almost three times the
national average.ix A severe shortage of housing units has led to a “housing
crisis.”x According to the San Diego Housing Commission’s 2017 Report on
Addressing the Housing Affordability Crisis, San Diego Housing Production
Objectives 2018-2028, “Housing affordability impacts 100 percent of lowincome residents and a large portion of moderate-income households.
Roughly 70 percent of moderate-income households cannot afford
home ownership, and more than 30 percent cannot afford rent.” xi In the
promise zone today, 81 percent of households with annual incomes below
$50,000 are rent burdened, paying more that 30 percent of their income
towards housing costs.xii The region’s high cost of living places additional
economic pressure on an already disadvantaged population.

SPOTLIGHT

HOUSING SHORTAGE AND
LACK OF AFFORDABLE
HOUSING OPTIONS

FIGURE 8 / MAP OF SDPZ BANKS
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IMPROVING ECONOMIC ACTIVITY

Recent rezoning, vacant land along high traffic corridors, and a central location that is well-served by public transit are existing
conditions that can be built upon to enhance the economic vitality of the SDPZ. The City of San Diego and its Promise Zone
partners are working to improve the quality of life and accelerate revitalization, which includes a goal to strengthen the business
base of the SDPZ by offering support for small businesses, entrepreneurs, and self-employed residents by providing small
business owner training and removing barriers to start-up/expansion capital.

SMALL BUSINESSES DRIVE ECONOMIC GROWTH
Small businesses have the potential to create jobs. Nationwide, almost half (47.3%) of all jobs in 2016 were created by businesses
with fewer than 500 employees, and almost a sixth (16.6%) were created by businesses with fewer than 20 employees.xiii Further,
a recent study indicates that a company’s age, rather than its size is strongly correlated with job growth. Specifically, this study
found that startups “account for only 3% of employment but almost 20% of gross job creation.”xiv
Regionally, small businesses – those with fewer than 100 employees – represent 98 percent of San Diego’s firms and employ
nearly 60 percent of the workforce. A regional survey of more than 522 small businesses, found that more than two-thirds of
small businesses are in local-serving industries and nearly one-quarter have operated for more than 20 years. This regional
survey found that most small businesses are primarily engaged in business-to-business (B2B) sales or direct to consumer sales,
with most having local customers within the county.
In the SDPZ, a survey was conducted in late 2018 to better understand the specific needs of businesses and entrepreneurs,
especially businesses without storefronts, as these populations are not typically surveyed. As part of this effort, data were
collected from 129 small business owners and 101 prospective business owners in the SDPZ’s 92102, 92113, and 92114 zip
codes. Respondents were given the choice of taking the survey in English or Spanish. Surveys were conducted via door-to doorinterviews using iPads, direct email invitation, at community centers, and targeted social media solicitations.
Nearly three-quarters (74%) of SDPZ business owners surveyed own their business alone and most (71%) work from home.
The businesses are primarily in the service (29%), food (24%), and retail (20%) sectors, with few respondents reporting owning
professional or contractor businesses. Revenues vary widely, with median monthly revenue of $1,500.

FIGURE 9 / TYPE OF BUSINESS OWNED IN SDPZ
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IMPROVING ECONOMIC ACTIVITY

PROSPECTIVE BUSINESS OWNERS
Prospective SDPZ business owners report planning business primarily in the service and food sectors, and the majority plan to
operate their business out of their home. The biggest challenge facing one half of them is they have no idea how to get their
business started or where to even go for advice. Half also feel they don’t have enough money to get started and many have
concerns over a loss of income while getting started. The expected amount of money required to start varies, depending on
where they are in the process. Overall, the median amount needed is $15,000 while those who have already started saving to
start a business anticipate needed a median of $2,500 more to go before they can start. Many anticipate funding the start up
from savings or borrowing from non-profits, with most other forms of financing often not being considered.

UNEMPLOYMENT IN SDPZ

Promise Zone Unemployment
FIGURE 10 / UNEMPLOYMENT
IN SDPZ
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underemployed. Additionally, minority
entrepreneurs tend to be overrepresented in less-successful industries and have a higher rate of failure due to lack of resources
including startup up capital, access to credit, and access to new markets.xv
While minority and low-income entreprenuers certainly face additional challenges when creating businesses, entreprenuership
in disadvantaged communities also holds the promise of generating wealth and creating jobs. With the right support, including
access to necessary resources and programming, entreprenuership should be encouraged as a means to increasing economic
prosperity in the SDPZ.
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RECOMMENDATIONS

STRATEGIES THAT RESPOND TO SDPZ
Small businesses provide a potential pathway out of poverty for low-income residents, who can
take advantage of area business resources to establish and repair credit, create savings, and
build assets. In addition to full-time endeavors, part-time home-based businesses or “side gigs”
provide low-income residents with the potential to generate supplementary income, which is
especially important given San Diego’s high cost of living and lack of affordable housing. The
following strategies are aligned with evidence-based recommendations in anti-poverty work and

32%
of residents
speak English less
than “very well”

are designed implemented together, using the strengths of CDFIs and place-based nonprofits
to enhance the lending ecosystem by providing a comprehensive and complementary suite of
lending products and training.

STRATEGY #1

PROVIDE BASIC FINANCIAL EDUCATION IN BOTH
ENGLISH AND SPANISH TO RESIDENTS AT TRUSTED AND
ACCESSIBLE NEIGHBORHOOD LOCATIONS.

Given the proportion of the SDPZ population that speaks Spanish, the lack of educational attainment, and the lack of
neighborhood mainstream financial institutions, exacerbated by some residents’ distrust of unknown organizations, it makes
sense to provide basic financial education, such as credit education, counseling, and coaching, at accessible and trusted locations
throughout the SDPZ. Prospective and existing small business owners seeking capital within the SDPZ often have poor credit.
Providing basic financial education will benefit residents and empower them to understand how taking steps to improve their
credit can result in them paying less interest, and down the road will better position them for asset-building opportunities such
as small business or home ownership.

STRATEGY #2

ADVOCATE FOR AND/OR PROVIDE AFFORDABLE
SMALL DOLLAR LOANS TO HELP LOW-INCOME
RESIDENTS AND SMALL BUSINESS OWNERS
AVOID HIGH-COST ALTERNATIVE LENDERS.

Alternative lenders have proliferated following a reduction in small business lending by banks following the Great Recession. Both
individuals and small businesses that are unbanked often turn to alternative or fringe financial service providers such as payday
lenders and non-bank check cashers to meet immediate needs for cash. In exchange for convenience, such fringe financial
service providers often charge much higher interest rates than banks or nonprofit small business lenders. An analysis of 104
businesses that applied to California-based Opportunity Fund to refinance loans that they’d previously taken out from alternative
lenders demonstrated that the mean APR these businesses were being charged was 93.9%. It is worth noting that those who
use fringe financial service providers also do not receive consumer protections that are available in the banking system.
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RECOMMENDATIONS

STRATEGIES THAT RESPOND TO SDPZ

STRATEGY #3

INCREASE COLLABORATION AMONG PARTNERS,
INCREASING AWARENESS OF AND ACCESS TO
EXISTING RESOURCES.

Greater cross-collaboration among resources and agencies will build upon existing partner trust and networks. Targeted
marketing campaigns with clear, linguistically-appropriate messaging will help Collaborative partners reach new audiences.
Paid advertising in both English and Spanish on sites such as Yelp will directly compete with area payday lenders and check
cashing services, allowing low-income residents to retain a greater portion of their earnings. A longer-term outgrowth of this
Collaborative strategy is to develop a single client-facing portal, that is useable by Collaborative Partner staff and clients on the
front-end and seamlessly redirects clients to individual partners’ systems on the back end. This type of system investment would
benefit both area service providers and residents and could be a mechanism to integrate with or expand to other areas of
lending (e.g., first-time homebuyer loans for low-to-moderate income residents).

STRATEGY #4

EXPAND ACCESS TO FLEXIBLE CAPITAL FOR
SMALL BUSINESS OWNERS.

Providing small businesses with access to the flexible capital that they need to grow their businesses and create jobs is an
important way that nonprofits working in the SDPZ can support a stronger local economy. Flexible capital is highly sought out
by small businesses. In fact, 14 percent of all small businesses cited financial stability and cash flow as their most significant
challenge. Among the few who have applied for financing, most used it to purchase equipment, build inventory, or cover start-up
costs. Perhaps most startling is the fact that one in three business owners have no knowledge of any finance options available to
them.
The biggest challenge SDPZ business owners reported facing is credit/financing. Among the few who have applied for financing,
many found only expensive options or were declined due to bad credit or income requirements. One in three (35%) business
owners have no knowledge of any finance options available to them. Few (12%) have ever applied for business financing mainly
because they think their business is too small or they have credit issues.

FIGURE 11 / CHALLENGING AREAS REQUIRING SUPPORT
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STRATEGIES THAT RESPOND TO SDPZ

STRATEGY #5

PROVIDE WORKSHOPS OR SEMINARS ON
TOPICS OF INTEREST AT ROTATING LOCATIONS
THROUGHOUT THE SDPZ.

More than anyone else, business owners rely on each other for business advice, but a full third don’t know who to consult
with regarding their questions. To address low resource utilization, awareness, and promote the exchange and sharing of
business advice, existing neighborhood assets should be utilized to host educational and networking events catered to
current and prospective business owners; designating these spaces will allow for and encourage the sharing of knowledge and
individual experiences. Understanding that business owners are most inclined to trust one another, there is still an educational
opportunity for presentations by local, trusted organizations within the SDPZ community to provide greater insight regarding
existing business resources. Rotating locations will increase the likelihood that home-based business owners are reached and
are able to access educational resources that will allow them to contribute to the local economy.

FIGURE 12 / WHERE SDPZ BUSINESS OWNERS GO FOR ADVICE
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The needs and interests expressed by SDPZ small and home-based business owners provide insight into potential investments
that could improve the economic vitality in the SDPZ.

FIGURE 13 / CHALLENGING AREAS REQUIRING SUPPORT
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STRATEGIES THAT RESPOND TO SDPZ

STRATEGY #6

EXPAND ACCESS TO ENTREPRENEURSHIP
TRAINING & ACCELERATOR PROGRAMS FOR LMI
POPULATIONS.

Despite the number of entrepreneurship training and Accelerator programs in the region, there are few that operate within
the SDPZ. Many prospective business owners don’t know where to turn for assistance. Providing entrepreneurship training
programs in languages besides English, especially Spanish, will be essential for increasing participation and generating
successful outcomes.

SPOTLIGHT

ACCION ACADEMY
FOR ENTREPRENEURIAL
SUCCESS (AAES)

AAES is a 10-week program that provides practical, hands-on training
and one-on-one business counseling to empower individuals
interested in becoming entrepreneurs. In addition to receiving access
to multiple business resources and experts for building a thriving
business, participants who complete the program are guaranteed a
business loan of up to $5,000 to cover start-up costs. Over the last
five years, AAES provided more than 250 low-to-moderate individuals
with training and resources to prepare, launch, and operate successful
ventures.

JCNI launched an innovative diversity-focused business hub, designed to
create jobs for low-to-moderate income residents. In partnership with
our Operating Partner, CONNECT, a 501(c)(3) nonprofit with more than 30
years’ experience providing world-class accelerator programming, we have
launched the CONNECT ALL @ the Jacobs Center business accelerator. By
increasing small business owners’ access to professional support services,
the accelerator will assist entrepreneurs and small business owners to
scale their business. In return for receiving no-cost business acceleration
services and up to 6-months of free access to coworking space, founders
will commit to hiring low-to-moderate income City of San Diego residents
for the jobs that are created as their businesses grow. The goal of the
accelerator is to generate at least 75 new, full-time jobs resulting from the
first three years of operation.

SPOTLIGHT

CONNECT ALL @
THE JACOBS CENTER
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WHO WE ARE

COLLABORATIVE PARTNERS

The purpose of this Collaborative is to create financial opportunity for low-to-moderate income residents in three San
Diego Promise Zone zip codes - 92113, 92114, and 92102 – improving quality of life while building financial capacity and
strengthening the local economy.

ACCION SAN DIEGO
Accion provides education and small business loans ranging from $300 to $75,000 to startup and existing entrepreneurs, allowing
for strengthened financial independence and positive impact in their local communities such as job opportunities and economic
stimulation. As a flexible non-profit lender and certified Community Development Financial Institution by the U.S. Department of
Treasury, Accion is dedicated to the equitable distribution of resources to diverse small business owners, many of whom would
otherwise face barriers to access. Charity Navigator has given Accion’s its highest 4-star rating, acknowledging the organization’s
commitment to transparency, responsible fiscal practices, and ethical governance. With 25 years of expertise, Accion partners
with community and business leaders to support local small business strategies and policies which improve the economic health
of individuals, families, and neighborhoods. The majority of the people and communities which are impacted by these efforts may
be underserved due to factors such as limited household income, lack of or past credit challenges, ethnicity or short operating
histories. By offering access to capital and business education, Accion serves primarily low- to moderate-income, minority, and
women business owners. Connecting entrepreneurs with these resources allow them to start, maintain or grow their businesses.
Since 1994, Accion has increased the capacity of more than 3,100 entrepreneurs to start, maintain or expand their businesses
with almost $39 million in total loan capital disbursed. As a member of the largest microfinance network in the country, the Accion
U.S. Network, Accion is equipped with additional knowledge, support and capacity to continue to scale to meet the local needs of
entrepreneurs. As a nonprofit 501 c 3 lender, the organization raises capital from local banks, governmental agencies, foundations
and corporations to fund flexible small business loans to these underserved small business owners supporting their dreams,
boosting the local economy and contributing to neighborhood revitalization.

LOGAN HEIGHTS COMMUNITY DEVELOPMENT
CORPORATION (LOGAN HEIGHTS CDC)
The mission of Logan Heights Community Development Corporation is strengthening individuals, families, and neighborhoods
through social and economic development, including access to affordable housing, healthy food, and equitable educational
opportunity. Logan Heights CDC works with residents and businesses to lead efforts around community empowerment, economic
growth, educational opportunity, and development of affordable housing across the sub-communities of Grant Hill, Logan,
Memorial, Sherman, and Stockton, which together form Greater Logan Heights. We work to ensure these traditionally underserved
neighborhoods have readily available business resources, and an entrepreneurially friendly atmosphere encourages new business
to the service which translates to new job opportunities and economic stability for local residents. Our Career and Financial
Advancement Center (CFAC) bundles employment services, financial coaching services, and income support services in a lifespan
approach to asset building and assisting families to increase their net worth and quality of life.
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WHO WE ARE

COLLABORATIVE PARTNERS
SAN DIEGO & IMPERIAL SMALL BUSINESS
DEVELOPMENT CENTER (SBDC) REGIONAL NETWORK
SBDC is primarily funded by the US Small Business Administration (SBA), the California Governor’s Office of Business and
Economic Development (Go-Biz), and other local funders. The SBDC provides no cost one-on-one business advising and training
workshops to help small businesses start and grow. The SBDC Network is hosted by Southwestern College in National City, with
additional service locations located throughout the county and a new location in Encanto on the second floor of the Jacobs Center
for Neighborhood Innovation. We have over 40 expert advisors to help guide businesses in the start-up process, acquiring debt
capital (loans), managing a business, marketing, digital media, acquiring angel or venture capital, and much more.

CDC SMALL BUSINESS FINANCE (CDCSBF)
As a leader in the community and economic field, CDCSBF provides access to transformative products, services and advocacy
to ensure all small businesses have equal opportunity to succeed and grow. CDCSBF has historically been at the forefront of
the critical issues that deeply affect Diverse Small Business Owners, such as lack of adequate access to capital and tailored
support services. Our lending/advising strategy is comprehensive and effective in that it creates greater measurable impact by
leveraging capital, education and advising. CDCSBF has a history of creating innovative lending products that directly impact LMI
communities. We have developed various alternative lending products as a proactive response. This includes managing a CDFI,
being an SBA Microlender, and being one of the first, and largest, SBA 7(a) Community Advantage lenders in the country. This year
we reached our 40-year milestone. In the last 40 years CDCSBF and its subsidiaries have financed $18.4 billion and have approved
$96.8 million for SBA Community Advantage loans and $10 million in SBA Microloans. Over 200,000 jobs have been created/
preserved with over 11,000 businesses funded.

THE JACOBS CENTER FOR NEIGHBORHOOD INNOVATION (JCNI)
JCNI is a place-based nonprofit with a mission to foster a thriving community envisioned and realized by its residents. Previously
the operating arm of the Jacobs Family Foundation, JCNI received a 501(c)(3) public charity advanced determination ruling from
the IRS in 2016. Over the past 20 years, JCNI has developed more than 25 acres of blighted and vacant land into assets that
benefit the community, including a community center, an outdoor amphitheater, a shopping center, affordable housing, and
park/recreation spaces. JCNI recently launched a business accelerator to serve our city’s diverse low-to-moderate income (LMI)
founders. JCNI’s proven dedication to neighborhood revitalization, significant marketing expertise, and experience as a trusted
convener make us well-suited for the role of an intermediary that coordinates efforts, provides backbone support, attracts
resources, and promotes the visibility of Collaborative activities. JCNI is one of six Implementing Partners for the federallydesignated San Diego Promise Zone. To date, JCNI’s work has created more than 500 jobs and supported more than 30
businesses.
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BACKGROUND and RESEARCH OBJECTIVES
The San Diego Small Business Lending Collaborative, a grantfunded partnership, works to support small businesses by identifying
and removing barriers to growth. The Collaborative intends to collect
data in this research that will shape the development of an actionable
Equitable Development Plan that will enable the Collaborative, and/or
any its partners to secure additional capital and/or resources that can
be deployed in response to needs identified any business owners
operating within the San Diego Promise Zone.

The objective of this research is to gather data to inform the creation
of a responsive, data-driven Equitable Development Plan that will
deployment of start-up/expansion capital and training/technical
assistance for diverse small business owners operating within the
San Diego Promise Zone zip codes.

.
4

METHODOLOGY

METHODOLOGY
Data were collected from 129 small business owners and 101
prospective business owners in zip codes 92102, 92113 and 92114.
Respondents were given the choice of taking the survey in English
or Spanish.
The Logan Heights Community Development Corporation
conducted door to door interviews using iPads.
Luth research sent e-mail invitations to opt-in residents/business
owners in the three zips using lists provided by the Collaborative.

Other organizations in the zip codes such as community colleges,
adult education centers and churches were invited to participate in
the survey. These surveys were available on paper or via link.
Postings were made on Social Media (Facebook, Instagram, etc.) to
recruit as broadly as possible within the zip codes.

6

RESEARCH RESULTS

KEY FINDINGS
BUSINESS OWNERS
➢ The majority of business owners (74%) own the business alone
and most work from home (71%). The businesses are primarily in
the service (29%), food (24%) and retail (20%) sectors.
➢ The median revenue per month amount is low at $1,500 but there
is a wide variety in revenue amounts.
➢ The biggest challenges facing business owners are
credit/financing (39%), e-commerce (32%) and
accounting/bookkeeping (29%).
➢ Nearly one half of the business owners (45%) have other owners
to go to for advice but one in three have no idea where to go for
business advice (33%).
➢ Few (12%) have ever applied for business financing mainly
because they think their business is too small or they have credit
issues.
➢ Among the few who have applied for financing, many found
only expensive options (40%) or were declined due to bad
credit (27%) or income requirements (20%).
➢ One in three (35%) of business owners have no knowledge of any
finance options available to them.
8

KEY FINDINGS
PROSPECTIVE OWNERS
➢ Prospective business owners are planning business
primarily in the service (30%) and food (29%) sectors. The
majority plan to operate their business out of their home
(58%).
➢ The biggest challenge facing one half of them is they have
no idea how to get their business started or where to even
go for advice (52%). Many also feel they don’t have
enough money to get started (50%) and have concerns
over a loss of income while getting started (47%).
➢ Few (12%) currently have a mentor to help them get
started.
➢ The amount of money required to start varies, depending
on where they are in the process. Overall, the median
amount needed is $15,000 while those who have already
started saving to start a business (48%) anticipate needed
a median of $2,500 more to go before they can start.
➢ Many (41%) anticipate funding the start up from savings
with borrowing from non-profits (19%) and other means of
financing is not being considered by many.
9

Business Owners

Zip Code of Business

• Survey participating business
owners are split relatively
equally between the 3 zip
codes of interest.

92114

30%
40%

92113
92102

30%

S3: What zip code do you operate your business from?

11

Base: Business Owners n=129

Type of Business
Retail

• Service, food and retail are the
leading types of businesses
owned. Few own professional
or contractor businesses.

20%

Service

29%

Food

Contractor

Professional

Other

B1: Which of the following best describes the type of business you have?

12

24%

2%

9%

16%

Base: Business Owners n=129

Year of Business Start
2018
• The majority of the businesses
have been started in the past
two years; however, nearly one
in five have been around
approximately 20 years or
longer.

29%

2016-2017

34%

2010-2015

19%

2000-2009

Prior to 2000

B2: In what year did you start your business?

13

13%

6%

Base: Business Owners n=129

Approximate Monthly Revenue
$10,000+

• Approximately, one half of the
businesses are generating less
than $1500 per month in
revenue.

12%

$5,000-$9,999

9%

$2,5000-$4,999

10%

$2,000-$2,499

$1,500-$1,999

14%

5%
49%

$1,000-$1,499

Less than $1,000

B3: On average, how much sales or revenue does your business bring in each month?

14

15%

34%

Base: Business Owners n=129

Business Ownership
Own Alone
• Three in four of the businesses
are owned by a single individual.
There are very few businesses
in this area owned by partners or
are family-owned businesses.

Own with Spouse

11%

Single Partner

5%

Multiple Partners

5%

Family Business

5%

B4: Which of the following describes the ownership of your business?
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74%

Base: Business Owners n=129

Location of Business
Home

• Three in four of the businesses
are home based, with about one
in five involve an online
component.

71%

Online

21%

Swap Meet/Farmer's Market

13%

Special Events

Store front

6%

Office

6%

Warehouse

B5: Where do you operate your business from?

16

14%

2%

Base: Business Owners n=129

Challenges for Home
Based Businesses
No Challenges

• The lack of space is the primary
challenge facing business
owners who are operating from
their homes.

24%

Lack of Space

47%

Gov Home Based Restrictions

21%

No Interaction with Other Owners

15%

Don't Want Customers in Home

15%

Don't Know/Other

16%

B6: What are some of the challenges you face in operating your business out of your home?

17
Base: Operate business from home n=92

Challenges Finding
Space
• Among business owners whose
business is located outside of
the home, the cost of a lease
and lack of a down payment are
the primary challenges they face
when looking for space.

No Challenges

18%

Never Looked

26%

Cost of a Lease

Lease Negotiations

31%

13%

Lack of down payment

Lack of location near home

All other

21%

18%

24%

B7: What are some of the challenges you faced, if any, in looking for a business location?

18
Base: Operate business from location other than home n=62

Challenging Areas
Requiring Support

Credit and Financing

39%

Accounting and Bookkeeping
• In running their businesses,
owners are faced with many
challenges requiring support.
Credit and financing, accounting
and bookkeeping and website/ecommerce are challenges faced
by the most owners.

29%

Legal

23%

Website, e-commerce

32%

Traditional Mkt/Adv

26%

Digital Marketing
Hiring/Managing Employees
Don't Know/Other

19

B8: What areas of your business, if any, do you find challenging and would like to have
additional support to strengthen?

25%
10%
21%

Base: Business Owners n=129

Sources Used for
Advice

Other Business Owners

45%

CDC Small Business Finance
• For advice in dealing with the
challenges, most seek the
advice of other business owners
or just don’t know where to turn.
Few are contacting the non-profit
options available to them.

Banker/Accountant/Lawyer

9%

SBDC

9%

SCORE

9%

Don't Know
B9: Who do you go to for advice?

10%

Accion

Other Non-Profit

20

12%

5%
33%

Base: Business Owners n=129

Ever Applied for
Business Financing
• Very few business owners have
ever applied for business
financing for their business.

Yes

12%

87%
No

F1: Have you ever applied for any business financing?

21

Base: Business Owners n=129

Reasons for Not
Seeking Financing
Think Business is Too Small to Qualify

47%

No Established Credit
• Nearly half have never applied
for financing because they think
their business is too small. Many
don’t have established credit or
feel comfortable applying for
financing.

34%

Prefer to Pay in Cash

30%

Don't make Enough Money

28%

Don't Feel Comfortable

22%

Use Resources from Other Job

21%

No Need
Other

22

F3: You mentioned you have never applied for any kind of business financing. Which of the
following reasons describe why you haven’t applied for financing?

9%
4%

Base: Business Owners who
never applied for financing
n=114

Challenges Faced in Financing
Found only expensive options

40%

Declined based on credit
• Most owners who have sought
out financing, found only
expensive options or were
declined based on credit or
income.

27%

Declined because income too low

20%

Qualified but not for enough money

20%

Not comfortable with application
Not comfortable going to a bank

7%

Not knowing where to go

7%

No challenges
F2: What challenges did you face when seeking capital for your business?

23

14%

20%

Base: Business Owners who
have applied for financing n=15

Finance Options Used
in Past Year

None

80%

Credit Card
• The majority of business owners
did not use any financing in the
past year. About one in ten used
their credit card for financing.

Line of credit

3%

Loan from Non-Profit

2%

Loan from online lender

2%

Bank loan

2%

Merchan cash advance
Other

24

12%

F4: In the past 12 months, have you received any financing for your business through any of
these options?

1%
3%

Base: Business Owners n=129

Source of Financing
Options Awareness
Friend/Word of Mouth
• Similar to seeking business
advise, many business owners
do not know where to go to learn
about financing options. Friends
and online searches are used
most frequently.

Online Search

F5: How did you learn about these finance options?

21%

Agency referral

6%

Mailing

6%

Other/Don't Know

25

34%

35%

Base: Business Owners n=129

Financing Uses
Equipment

• Among business owners who
have sought out financing, more
than half used that financing for
equipment. Inventory and start
up costs are also leading uses
for business financing.

62%

Inventory

38%

Start up costs

38%

Marketing

15%

Expansion

12%

Tenant improvements

Hiring employees

F6: What did you use the financing for?

26

8%

4%

Base: Business Owners who
obtained financing in past year
n=26

Approximate Amount
Borrowed
• The mount of business financing
borrowed in the past year varies
substantially, likely by the size of
business. The majority of
business owners borrowed a
small amount of capital that was
$2,500 or less.

$100,000+

15%

$10,001-$99,999

15%

$5,001-$10,000

$2,001-$5000

$1,000-$2500

Less than $1,000

F7: How much money did you borrow for purpose previously selected in the past year?

27

8%

15%

23%

31%

Base: Business Owners who
obtained financing in past year
n=26

Finance Rate Paid
20%-30%
• The cost of the financing was
high for many of them, with only
one in four borrowing with an
interest rate less than 10%.

27%

10%-20%

42%

Less than 10%

Don't know

28

F8: As best as you can remember, what is the highest interest rate you have ever paid for
business financing?

27%

4%

Base: Business Owners who
obtained financing in past year
n=26

Finance Rate Paid

• Expensive options were used
due to the lack of awareness of
more affordable options or due
to the simplicity of the chosen
option (e.g., just charged to the
credit card).

29

Did not know of more affordable options

29%

It was a simple process

29%

Interest rate wasn't clear

14%

I needed money fast

14%

F9: You mentioned you paid over 20% or did not know your interest rate. Which of the
following best describes your reasoning behind this choice?

Base: Business Owners who
obtained 20%+ interest
financing in past year n=7

Future Hires
10

• Many of the business owners
have hiring plans for the next
two years, with only one n four
not planning to hire anyone.

8%

5

3,4

15%

12%

2

1

None

F10: How many employees do you plan to hire in the next 2 years?

30

23%

15%

27%

Base: Business Owners n=129

Financial Needs
Have Current Need

34%

• The majority of business owners
claim a need for financing, with
one in three having an
immediate need and one half
acknowledging a future need.

No Financial Needs

Not Now, But Near Future

G1: Are you currently in need of financing to invest in your business?

31

20%

46%

Base: Business Owners n=129

Investment Financing
Needed for

Equipment

61%

Marketing

57%

Expansion

45%

Inventory

36%

Start up costs

G2: What are you looking to invest in?

32

34%

Tenant improvements

20%

Hiring employees

20%

Base: Business Owners who
have a need for financing n=44

Amount of Financing Needed
$100,000+

• The anticipated future financing
need amounts are varied,
ranging from under $1,000 to
many requiring more than
$100,000.

23%

$10,001-$99,999

34%

$5,001-$10,000

23%

$2,001-$5000

11%

$1,000-$2500

Less than $1,000

G3: How much money do you anticipate needing to borrow previously selected?

33

7%

2%
Base: Business Owners who
have a need for financing n=44

Prospective Owners

Residence Zip Code

• Survey participating residences
in the zone of interest who plan
to start a business owners are
split relatively equally between
the 3 zip codes of interest.

92114

35%

39%

92113
92102

25%

35

Base: Prospective Owners n=101

Type of Business
Retail

• Services and food related
businesses are the leading type
of business that future owners
are interested in starting up.

13%

Service

30%

Food

Contractor

Professional

Other

36

H1: You mentioned you have a hobby or idea that you are considering setting up as a
business. What type of business are you interested in starting?

29%

4%

11%

14%

Base: Prospective Owners n=101

Anticipated Challenges
Don't know where to start/who to go to for
advice
• Prospective business owners
are anticipating many challenges
with one half not even knowing
where to start or how to go about
doing it. Others are trying to
save enough money and many
are also concerned about he
loss of income while starting a
bsuiness.

52%

Saving or borrowing enough money

50%

Loss of income while starting up

47%

Finding the right location

Other

H4: What challenges do you think you will face in starting your own business?

37

35%

6%

Base: Prospective Owners n=101

Advice from Mentors

• Very few prospective business
owners are currently seeking
advice from mentors. Nearly
one half are currently raising
money to start the business but
one in four need help to figure
out how much financing they are
going to need.

Currently raising
money

Advice from Mentors

Need help to figure out
financing

Yes
Yes
Yes
15%

25%
48%

52%

75%

85%
No

38

H6: Are you currently getting advice from any mentors?
H8: Are you trying to raise money for your business?
H10. Do you need help is figuring how much to raise?

No
No

Base: Prospective Owners n=101

Amount of Financing
Needed
$50,001 +
• Prospective business owners
are anticipating the need for
fairly substantial financing, with
the median amount being
$15,000.

6%

$20,001 to $50,000

26%

$10,001-$20,000

30%

$5,001-$10,000

$5,000 or less

39

H9: How much do you anticipate you need to raise?

23%

15%

Median $15,000

Base: Prospective Owners n=101

Approximate Amount of
Financing Needed
• The amount of capital
anticipated by prospects already
raising capital is much less. The
majority of these prospective
business owners figure they
need to raise less than $2,500 to
start their business.

$100,000+

15%

$10,001-$99,999

15%

$5,001-$10,000

$2,001-$5000

$1,000-$2500

Less than $1,000

H1: How much do you anticipate you need to raise?

40

8%

15%

23%

31%

Base: Currently raising money
n=48

Plans for Financing
Savings

41%

Loan from family or friends
• Nearly one half of prospective
business owners plan to finance
their business with their own
savings. One in five plan to get a
loan from a non-profit.

27%

Bank Loan

22%

Loan from a non-profit organization

19%

Seek out investors interested in an equity
share

17%

Credit Card
Line of Credit
Loan from an online lender

12%
7%
4%

None of the above
Other: (PLEASE SPECIFY)
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H7: How do you plan to finance your business?

19%
12%
Base: Prospective Owners n=101

Planned Location of
Business

Home

58%

Online
• Over one half of prospective
business owners plan to work
out of their home, with one in
four indicating there will be an
online component to their
business.

Store front

17%

Swap Meet/Farmer's Market

13%

Special Events

13%

Office

13%

Warehouse
Don't Know
H2: Where do you plan to operate this business from?

42

24%

5%
13%

Base: Prospective Owners n=101

Sources Plan to Use
for Advice

Other Business Owners

32%

CDC Small Business Finance
• One half of prospective business
owners have no idea where to
turn to for advise on their
business. One in three will turn
to other business owners for
guidance, with few planning to
use non-profits to help get
started.

21%

Banker/Accountant/Lawyer

11%

EDC

11%

Accion

9%

SBDC
SCORE
Other Non-Profit
Don't Know

43

H3: Who would you go to for advice about your business?

8%
5%
3%
51%

Base: Prospective Owners n=101

Resources Needed
Financing/Capital

• Prospective owners recognize
the need for financing and
equipment to start their
business. Fewer than one half
recognize the need for mentors
in getting started.

88%

Equipment

58%

Space

55%

Mentors

Other

44

H5: What resources do you need to launch your business?

42%

5%

Base: Prospective Owners n=101

DEMOGRAPHICS

Race
43%

Hispanic/Latino

49%
24%
27%

African American or Black
6%
7%

Caucasian

9%

Asian

Biracial or Multiracial
Native American
Other
Decline to say
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D1: What race do you identify with?

5%
7%
4%
2%
1%
3%
1%
7%
7%

Base: Business Owners n = 129
Prospective Owners n=101

Gender
67%

Female
65%

30%

Male
31%

47

D2: What gender do you identify with?

Base: Business Owners n = 129
Prospective Owners n=101

Topics of Interest
62%
61%

Resources for
Entrepreneurs
Business
Workshops

60%

Networking
Events and
Conferences

43%

Training and
Technical
Assistance…

34%

Information on
Loan Capital

33%

Business
Incubation
Opportunities

28%

Information on
Investment
Capital…

24%

Business
Acceleration
Opportunities

Decline any
additional
information
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What topics are of interest to you?

47%

42%
44%

36%

30%

23%
23%

Resources for
Established
Business…
Other
resources
(PLEASE…

68%

13%

17%

2%
1%
0%

13%
Base: Business Owners n = 129
Prospective Owners n=101
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