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ABSTRACT

Incentives for the motion picture industry are relatively new and popular among U.S. states. Due to the relative age of state film
incentives, little research has been performed concerning the effectiveness of these programs and of the studies that exist;
their findings are mixed. We seek to add this literature by conducting a case study of Georgia’s film tax credit program. The
State of Georgia has one of the most generous state film incentive programs in the country (Trubey 2016). Yet, little is known
about the effectiveness of this program, because the state lacks a process for evaluating the incentive program (Pew 2017).
The purpose of this study is to examine the ability of Georgia’s film tax credit program at attracting film production and creating
industry jobs. The findings help to better understand the outcomes of the program for the state and add to the discourse on
targeted economic development programs for the motion picture industry.

Introduction
Targeted economic development programs are a common tool of state and local governments to attract specific industries to
their region in hopes of driving economic development. There are a various number of strategies found in these programs,
such as enterprise zones, empowerment zones, tax credits (both transferable and nontransferable), grants, hiring incentives and
tax increment financing (Leigh and Blakely 2017). Overall, the number of total incentives being offered to firms has grown
significantly over the past three decades. In 2015, it was estimated that state and local governments’ incentive programs cost
$45 billion dollars (Bartik 2017). Despite questions regarding their efficacy and the mixed results in the literature (Button 2018;
Swenson 2017; Taylor 2012; Zhang 2015), targeted incentive programs have been more heavily applied by states. One of the
more recent popular targets of state incentive programs is the film industry. State film incentives (SFI) were first adopted by
Louisiana in 1992. In 2005 only five states offered SFI, now 45 states are offering some type of SFI. According to Button
(2018), SFIs on average reduce the cost of qualifying expense by 20%. Due to the popularity and size of these programs it
is important to understand what, if any, impact they are having on the local economy. A survey of the literature shows that
few academic studies have been conducted on targeted economic development programs that focus on the film and television
industry (Bradbury 2019; Button 2018, 2019; O’Brien and Lane 2017; Thom 2018; Swenson 2017). While target economic
development programs focusing on other industries have been examined, a majority of the research focuses on immobile
industries that are unable to quickly relocate in response to changes in incentive structures (Thom 2018). This leaves a gap in
the literature concerning mobile industries that can more easily react to incentive structures.

Our intention with this research is to address this void and advance the literature on target economic development programs
by analyzing the State of Georgia’s SFI program. In 2005 the State of Georgia created its own SFI program, which was later
revised in 2008 and again in 2012 (Small and Wheeler 2016). Georgia has been recognized by other states and the movie
industry as having one of the largest and most successful tax incentive programs, with up to a 30% reduction in qualifying
expenses. The film tax credit is Georgia’s single largest tax credit (Georgia Department of Audits and Accounts 2020). Georgia
provides an excellent case study due to the age of the program and the profile of the state’s SFI. Furthermore, little is known
about the effectiveness of Georgia’s SFI program. Our intention is to examine the effect of Georgia’s SFI on production
spending, employment, wages, and business establishments in the state’s motion picture industry. Business attraction, film and
television attractions, and employment gains are all critical goals of the program. In order to quantify filming occurring in the
state, we used Internet Movie Database (IMDb) Pro database. To quantify employment, wages and business establishments we
used the Quarterly Census of Employment and Wages (QCEW). To quantify Georgia’s SFI investment, we used the Georgia
Department of Revenue’s yearly tax data and the Georgia Office of Planning and Budgeting. Furthermore, to better gauge the
SFI program in Georgia, we compare Georgia to Alabama, Louisiana, North Carolina, and Vermont.

The rest of this article is organized as follows. First, we give an overview of relative literature. This is followed by a
summary of Georgia’s SFI. Then we describe the data and the methodology used. Next, we analyze how Georgia SFI performed
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compared to control cases. Then we conclude with a discussion of our findings.

Background
There are two mainstreams of literature that are related to SFI programs. The first related stream of literature concerns the film
industry, including an overview of the industry and a discussion of how it has become more mobile and more easily able to
respond to SFI. The second related stream of literature is state film incentives and their use as economic development tools.

Film Industry
The film industry is known for clustering production companies and workers in particular areas, most notably Los Angles and
New York City (Florida, Mellander, and Stolarick 2011; Miller 2017). Historically, it was economically necessary for this
industry to have significant agglomeration. There are still many benefits from clustering, including: cost savings by sharing and
renting needed space, such as sound stages; creating markets with more buyers and sellers (Christopherson and Rightor 2010);
creating a specialized labor pool (Florida, Mellander, and Stolarick 2011); and knowledge spillovers in which individuals
more easily share ideas and best practices (Florida 2014; Glaeser 2011). Current data still supports the notion of significant
agglomerations. Additionally, a significant portion of feature films and occupations are still shot in established agglomerations
such as Los Angeles and New York, but these established clusters share of these films has been shrinking over the last two
decades.

In the 1980s, the film industry shifted away from established clusters. This was due in part to technological advances in
filming, particularly the newfound mobility of production equipment, as well as pioneering developments in data storage and
film transmission.

As a result, the film industry has become more mobile outside of established clusters and has led to some decentralization of
the industry (Miller 2017; Sewordor and Sjoquist 2016). Now production companies that are geographically mobile can more
easily film on location instead of being confined to a stage. This allowed filming to be more insensitive to location. While iconic
landmarks and certain identifiers are needs for a film, these can easily be reproduced by one of three common methods: props
or set construction to disguise a location, computer graphic post-production, or an establishing shot. Therefore, if it is more cost
efficient to film in Atlanta than New York, a filmmaker can fake the location to make Atlanta look like New York in the film
instead of going to New York. Another reason for the semi-migration out of established clusters was the growth of independent
production companies and the growing demand of home video and cable television movies. Currently, this trend is being
accelerated with the growth of broadband internet and streaming services like Netflix and Hulu. The independent companies
seeking new ways to save costs did not have as strong a geographically-restricted affinity toward established agglomerations as
their blockbuster counterparts (Sewordor and Sjoquist 2016). For their part states, like Louisiana and New Mexico, capitalized
on this newfound demand for filming on location and began to open film offices to help attract and promote filming in their
borders in hopes of revitalizing their struggling economies and attempting to grow their service industry (Miller 2017; Sewordor
and Sjoquist 2016; Webb 2015). As some states became more popular, they were able to develop local concentration of workers,
businesses and services that were important to film production thus becoming more attractive as on-site locations.

Studios seek to reduce costs as much as possible since film production and development is a high-risk business, which
explains the boom of utilizing state film incentives (Thom 2019). For wide-release blockbuster flicks, budgets will regularly be
in the $100 to $200 million range. Then there are marketing costs, which quickly add to that total. While the cost of equipment
may have gone down, marketing and labor costs have only increased. As far as success at the box office goes, star power,
film making, and especially advertising are considered the biggest predictors of success (Feng and Liu 2018). Yet, it is an
investment at the end of the day since consumer reception is prone to change. Additionally, political instability in overseas
markets, currency changes, and various counterfeiting, black-market industries represent challenges and liabilities for any given
film’s success at the box office. Therefore, film producers, who have high risk and a large investment, seek ways to reduce risk,
and film incentives which lower costs are a major method of risk reduction (Thom 2019).

State Film Incentives
Through film incentives, state governments seek to spur economic development by attracting films to create jobs, attract new
industry and to create a local film industry, in addition to branding their region as a tourism destination where people will
subsequently spend money and states will benefit from tax revenue growth (Button 2018; Thom 2018; Miller 2017). Film
incentives can take the form of tax incentives, grants, tax credits, cash rebates, sales tax exemptions, lodging cost exemptions,
and favorable tax structures (Button 2018; Thom 2019; Small and Wheeler 2016; Swenson 2017). In 1992, Louisiana became
the first state to offer film incentives and by 2010, 44 states had followed their lead (Adkisson 2013). The surge in the number
of states offering film credits represents a policy convergence effect as states have aligned in their mission to attract Hollywood
into their borders, competing with each other to score the coveted films (Adkisson 2013; Sewordor and Sjoquist 2016; Leiser
2017). During this timeframe an assortment of incentives were made available by states. Tennessee, Virginia, and Texas offered
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tax grants of up to 17% of costs; 28 states provided sales tax exemptions; 27 offered tax credits (sometimes transferable); 17
gave out cash rebates for approved purchases, and a few provided postproduction grants (Swenson 2017). These incentives
are often made up primarily of various subsidies, which vary widely from state to state. The subsidies correspond to film
input costs and include categories such as: non-labor expenditures (excluding marketing, advertising), payroll of nonresidents,
and payroll of residents (Button 2019; Thom 2018). Additionally, these subsidies may be transferable, meaning the film’s tax
credits received may be sold to third party bidders through brokers (Wright, Karlinsky, and Tarantino 2009; Button 2019).
Moreover, they can be nontransferable but refundable, allowing the filmmakers to receive money back from the state upon
selling it to them (Button 2019).

There are a number of studies conducted on targeted economic incentive programs. Bartik (2017), Blakely and Leigh
(2017), Rickman and Wang (2018) and Buss (2001) synthesized the literature and have found that tax incentives have mixed
impacts. Proponents argue these incentives generate revenue, expand their economic bases, increase jobs, as well as result in
various spillover effects (Adkisson 2013; Button 2019; O’Brien and Lane 2017; Tannenwald 2010). There are studies that
found evidence to support these arguments (for example Lee 2008; Strauss-Kahn and Vives 2009; Wilson 2009). Critics of
these incentives point to other studies that have little to no effect these programs have on business location and job creation (for
example Calcagno and Thompson 2004; Freedman 2013; Thom 2018).

When it comes to specifically SFI programs the findings have also been mixed, but most studies that do show benefits also
point to a cost-benefit ratio and many lack the promised economic spillover effects (Button 2018, 2019; Dabney 1991; Luther
2010; Miller 2017; Swenson 2017). In 2015, Louisiana reported a return on investment of roughly 18 cents and New Mexico 14
cents on the dollar (Miller 2017). McHugh (2013) stated North Carolina spent $30 million to create 50-75 jobs. Massachusetts
reported that between 2006 and 2012 the state has spent $118,857 per job created for a state resident (Massachusetts Department
of Revenue 2014). Button (2018) argued that New Mexico and Louisiana, two early adapters of SFI, have seen little economic
impact since implementing these generous programs. The main benefit the states have seen has been the statistically significant
increase in feature films shot within the state. However, this did not translate into economic benefit (Button, 2018). As Button
(2018) and Thom (2018) showed: the data does not support SFIs alone as a sustainable solution to create local film industries,
which are characterized by wage growth, industry concentration, gross state product, or employment increases. A recent Florida
Office Economic and Demographic Research (2018) study examined Florida’s former film incentive program and found the
state’s program consisting of tax credits and exemptions to be positively associated with economic benefit of creating jobs,
increases in state gross domestic product, but the study also found the tax generation did not pay for the cost of the incentive
programs. Thom (2018) looked at over 40 states and their incentive packages from the years 1998 to 2013 only to find that the
incentives’ benefits were limited. For instance, lodging and sales tax waivers boasted no economic benefit, while refundable
tax credits had temporary wage effects without influence on employment; transferable tax credits did not have an influence
on employment but did have a temporary effect on wages (Thom, 2018). Others cite incentives as having modest to sizable
economic benefits (Button 2019; Bartik 1985; Freedman 2013; O’Brein and Lane 2017). Miller (2017) posited television
shows offer far more benefit to a specific region considering the longer period of time the industry will be in town offering
employment opportunities and that states should seek these opportunities over films.

While there has been increased competition over the past two decades, the effectiveness of the incentive structures
themselves began to be called into question (Small and Wheeler 2016; Miller 2017). Thom (2018) and Button (2018) both
found evidence suggesting that the average state cannot create a sustainable local film industry using SFIs. In 2015, Louisiana
scaled back its SFI program, while states like Alaska and Michigan completely abandoned their film incentive programs (Small
and Wheeler 2016). Other states, such as Georgia and New York, have expanded their programs.

Case Study: GA Film Incentives
A number of large budget movies and television series have been recently filmed in Georgia (Bradbury 2019; Mays 2017). In a
report that analyzed the top 100 best box office-performing films in 2017 and their respective filming locations, Canada came in
first with 20 of these films shot within its borders, while Georgia came in second with 15 (Film L.A. 2016). Georgia has been
given the highest rating from industry rankings, including Film Production Capital, and has been dubbed the Hollywood of the
South. One of the main reasons behind this rating and high praise from the industry is Georgia’s uncapped 20 percent base
transferable tax credit for productions that spend a minimum of $500,000 in the state with the ability to apply for an additional
10 percent to embed a Georgia logo1.

While Georgia did have a film commission office to help promote filming in the state, Georgia did not start offering film
tax incentives until 2005 when The Georgia Entertainment and Industry Investment Act (GEIIA) 2 was passed. GEIIA was
designed to entice productions to the state (Mays 2017; Meeks 2019; Small and Wheeler 2016). The 2005 GEIIA required that

1As Sewordor and Sjoquist (2016) state this additional 10% is relatively easy to obtain, thus the tax credit should be considered 30%.
2Georgia House Bill 539 (HB 539).
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a production company must invest at least $500,000 in order to be eligible for a nine percent transferable tax credit (Small
and Wheeler 2016). Furthermore, the GEIIA provided the following complementary transferable tax credits: three percent
for the employment of Georgia residents, three percent credit for investments in certain counties that met the qualifications of
being economically-disadvantaged, and two percent for expenditures of at least $20 million in the state (Small and Wheeler
2016). In 2008, GEIIA was redesigned as an attempt to attract even more productions to the state. The update eliminated
the complementary credits, but it otherwise expanded the nine percent credit to 20 percent for productions that spend at least
$500,000 in Georgia. It also included an additional incentive of 10 percent for the Georgia Entertainment Promotion (GEP)
uplift for projects approved by the Georgia Department of Economic Development (Small and Wheeler 2016). The GEP
approved projects must include an embedded logo advertising the product was made, or at least a portion was made, in Georgia.

In 2012, more amendments came to the Georgia SFI program. In addition to minor changes regarding the Georgia promotion,
the credit was extended to apply to gaming companies (Small and Wheeler 2016). It still allows credits to be transferred, and
there is no cap in place for film or television productions but there is one for the video game industry (Small and Wheeler 2016).
Outside of the state tax incentives, the state has established other programs to enhance the industry locally, such as: Camera
Ready Communities, a program launched by the state to train and certify local film liaisons for GA counties; and the Georgia
Film Academy, which trains people to work in the film industry by partnering with the University System of Georgia and the
Technical College System of Georgia to offer classes.

Methodology and Data
For the purpose of this study, we employed a case study of the State of Georgia. We develop a pre-posttest design comparing
data prior to the state film incentive adaptation to data from post adaptation (Schutt 2010). Additionally, we compared the
findings from the State of Georgia to other states to better understand how the Georgia program performed in attracting
productions, businesses, and jobs. For developing an understanding of whether or not Georgia’s state film incentive has created
jobs and attracted businesses a case study is most appropriate. As Thom (2018) and Button (2018) stated an average state
cannot just create an SFI program alone and expect it to be effective. By examining what has been deemed by the motion
picture industry and others as a successful film location (Dockterman 2018; Film L.A. 2016; Trubey 2016), we can provide
more context to the literature about whether SFIs are effective. We also compared the data for Georgia to four control states,
three of which did have film tax incentives during this time period: Alabama, North Carolina, Louisiana and one that did not
have such a program, Vermont. Table 1 lists the details of the states’ SFI programs.

To quantify Georgia’s investment in attracting the industry, we used the Georgia Department of Revenue’s yearly tax data
and information from the Georgia Office of Planning and Budgeting. The Georgia Department of Revenue collects data on the
amount of tax credits claimed for offsetting taxes each year. These data were available from 2005 through 2016. This data
provided some insight, but because there is a 5-year period to use tax credits once they are issued this measure is not as accurate
as a year to year measure of investment. A more accurate measurement is the amount of tax credits issued during a given year.
This data was provided by the Georgia Office of Planning and Budgeting but is only available from 2009 to 2018. Additionally,
in order to track the film industries direct spending in the state we relied on data from the Georgia Department of Economic
Development.

In order to quantify the number of productions in Georgia and the control states we used the Internet Movie Database
(IMDb) Pro. IMDb is an online database with information concerning film and television productions. It contains information
on over 4 million productions. IMDb Pro allows users to search titles based upon a number of features including film location,
type of production (TV series, TV Movie, Feature Film, etc.) and year of release. Since we were unable to access the year of
production, we assume it was filmed one year prior to the release date3. Data is presented from 2002 to 2017. Additionally,
some productions were filmed in multiple states, therefore if a film was shot partially in Georgia or one of the control cases we
counted that production as occurring in the state.

To quantify employment, wages, and business establishments, we used the Quarterly Census Employment and Wages
(QCEW). QCEW is collected by the Bureau of Labor statistics for the years 2002-2017. For the purpose of this study we used
the specific North American Industry Classification Codes (NAICS) of 5122110, “motion picture and video production.” The
QCEW will only capture the workers and establishments that are classified as motion picture and video production. While
the QCEW data are seen as valid, these do not include employees that are in contract positions and thus receive a 1099 tax
form rather than a W-2. While these jobs do occur in the motion picture industry, these tend to be for individuals in “above
the line” positions (writers, producers, directors, and the main cast) and these jobs are less likely to be given to locals. As
Button (2019) states, the contract jobs are a very tiny portion of the total possible employment effects in the motion picture
industry and these contract jobs are more likely going to be filled by individuals outside of the state in already existing film
clusters. Additionally, the QCEW reports full time and part time employment together and does not allow the user to separate it.

3This method was also used by Button (2018, 2019).
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Table 1. Film Incentive Program by State

State Film Incentive Program

Georgia The Entertainment Industry Investment Act offers a one-time tax credit
of 20% with a minimum investment of $500,000. An added 10% credit
can be earned by using a fixed animated Georgia logo on approved
projects.

Georgia also offers a sales and use tax exemption that allows qualified
organizations to get up to 8% on below-the-line materials and resources.
There is no annual program cap for the film incentives and no sunset
date.

Alabama This state has an annual cap of $20 million. Qualified production
organizations are allowed 25% credit on all state expenditures and a
35% rebate on payroll paid to Alabama residents for the production.

The state offers sales tax and lodging tax exemptions, but an in-state
audit must take place before incentives are awarded.

Louisiana The new incentive program offers up to a 40% tax credit met with
specific criteria. They have a minimum $50,000 expenditure require-
ment for screenplay productions and $300,000 for all other productions.
Credits issued cannot exceed $150 million per fiscal year.

The state also offers refundable tax credit for other digital interactive
media and software development, such as games, mobile applications,
etc. An in-state audit of production activities must also be performed
to receive the tax incentives.

North Carolina The incentive program was replaced with the North Caroline Film
and Entertainment Grant Program in January of 2015. It offers a 25%
rebate on certain expense or production purchases. The minimum
expenditure to meet depends on the type of production: $1 million per
television episode, $5 million for feature length films, and $250,000
for commercials.

The state has no sunset date and requires an in-state audit to be awarded
tax incentives.

Vermont No program existing during the time period under examination.

Source: National Conference of State Legislatures.
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Furthermore, the QCEW data understates employment due to the presence of the motion picture and film industry because it
does not include data for employment and establishments that are subcontracted by the motion picture and video industry, such
as caterers and electricians. Despite these limitations, QCEW is seen as an appropriate data source to capture employment and
business establishments.

Analysis

Tax Credits and Film Investments in Georgia
The State of Georgia has invested heavily into its tax credit program. Figure 1 details the amount of tax credits used to offset
tax liability from 2005 to 2016.4 This is not the total value of tax credits generated in a year, but the amount of taxes offset by
film tax credits in a given year.5 This is an indication of the amount of tax credits that have been issued and used to offset tax
liability in the State of Georgia. As one can see in the Figure 1, in 2005 less than $5 million worth of film tax credits were used
to offset tax liability, but in 2016 this number was substantially more, over $283 million. From 2005 to 2016, the tax liability
offset from tax film credits used was over $1.8 billion.

Figure 2 offers a perspective of the amount of film tax credits that were certified or issued to the industry by the states
between 2009 and 2018.6,7 Since 2009, there has been a steady increase in the amount of film tax credits certified by the
Georgia Department of Economic Development. According to the Governor’s Office of Planning and Budget, in 2009 $89
million of tax credits were certified and in 2018, $801 million of tax credits were certified. From 2009 to 2018, there were
over $4 billion in tax credits issued. This was a significant increase in the amount of tax credits, which indicates that there was
growth in the amount of money that productions were spending in the State of Georgia. Furthermore, when compared to the
other states, the Georgia tax credits issued were significantly higher. In 2018, Georgia issued roughly $650 million more in tax
credits than the second highest state, Louisiana. After 2013 when Alabama, North Carolina, and Louisiana seemed to offer
fewer tax incentives, Georgia rapidly increased the number of tax credits issued.

Since the introduction of the film tax credits, the film industry has significantly increased its spending in Georgia from 2005
to 2018, as depicted in Figure 3. The data shows that in 2005 the new direct investment into the state from the film industry
was $78 million. This increased considerably, in 2018 the new direct investment into the state was $2.7 billion. The growth of
production spending in the state coincides with the introduction and revision made to the film tax credit program, with the
largest increases in spending following the 2008 revision.

Figure 4 reports the number of movies, television series, television specials and television miniseries filmed in Georgia
between 2002 and 2017. Prior to the introduction of film tax credits few were productions in the state. The number of movies,
including TV movies, ranged from 14-29, TV series ranged from 3-14, and TV specials and miniseries ranged from 2-4.
However, after tax credits were introduced, the number of productions noticeably increased. The number of films ranged
between 38-153, TV series 15-70, and TV specials and miniseries 3-21. When looking at the data, with the exception of the
years 2006 and 2013, there was steady growth every year in the total number of productions in the state.

Furthermore, we compared Georgia’s film and television productions to other states, three with SFI programs (Alabama,
North Carolina, and Louisiana) and one without SFI (Vermont) from 2002 to 2017. Figure 5 details the number of movies and
television productions shot in each state during this time period. Georgia saw an increase in the number of productions almost
every year, with the exception of 2006 and 2013, with the largest increase between 2009 and 2010. Interestingly between
2003 and 2009 Louisiana, with the exception of 2004, had more productions than Georgia. After 2009, the year after the first
amendment to the Georgia film tax credits, the State of Georgia surpassed Louisiana. Louisiana’s peak in productions was in
2012. This was followed by a steady decline in productions from 2015 to 2017. North Carolina, with a few exceptions, saw
steady growth in movie productions but experienced a decline in 2016 and 2017. Over this time period Alabama experienced
slow, steady growth, and Vermont’s film and television industry remained relatively flat.

Additionally, we compared the efficiency of the program in terms of movies and television productions per dollars of tax
credits issued. During the time period under examination, Georgia experienced a steady increase in the amount of tax credits per
production per year, with the exception of 2012. In 2009 Georgia averaged $864,000 per production and in 2017 this increased
to nearly $3.3 million per production. However, Georgia only averaged the highest per production cost in 2010, 2014 and 2017.
In all other years Louisiana outspent Georgia per production, the lowest average for Louisiana was in 2013 which was $1.07
million per production and the most spent by Louisiana was in 2016 when they spent nearly $3.2 million per production. North

4According to the GA Department of Revenue, for year 2005-2014 this was calculated using Schedule 2 from the GA 500 firm and years 2005-2008 were
calculated manually. In 2015 the Department Business Credit manager was introduced and improved the reliability of the data from 2015 forward.

5This information provides an insight into the tax credits, but since a company has five years from date of issue to use them this will not accurately reflect
the amount of tax credits issued each year.

6While this is the preferred measure, the data is only available from 2009 forward.
7These number are reported on Georgia’s fiscal year budget that runs from July 1 to June 30. The fiscal year date denotes the actual year the budget cycle

ends (e.g., fiscal year 2017 extends from July 1, 2016 through June 30, 2017).
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Figure 1. Film Tax Credit Utilized GA Department of Revenue

Figure 2. Tax Credits Certified

OFFICIAL JOURNAL OF THE GEORGIA POLITICAL SCIENCE ASSOCIATION 46/55



MEARES ET AL., 2020.

Figure 3. Film Industry New Direct Spending in GA

Figure 4. Movie and Television Productions in the State of Georgia
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Figure 5. Number Movie and Television Productions by State

Carolina and Alabama comparatively had a lower ratio, never exceeding $857,000. North Carolina’s tax credit per production
was the highest in 2012, but following 2012 North Carolina had a steady decrease in the average cost of production. Alabama
saw a relative growth in the tax credits issued per film from 2009-2014 but saw a decrease in 2015 and 2017.

Based upon the data, it appears that the film tax credits have contributed to the growth in the number of productions and the
direct spending of the productions in Georgia. With this growth, there were large increases in the amount of tax credits Georgia
was issuing and that are being used to offset liability. Furthermore, when compared to other states in this study Georgia was
able to attract a larger number of productions to the state and spent significantly more in tax incentives. In order to understand
this growth in Georgia, it is important that we examine employment in the film and movie industry.

Employment, Wages and Establishments
In addition to attracting more films into the state, SFI programs also have goals related to job creation. Table 2 lists the states
and the employment per year in the motion picture and video production. Georgia had the largest number of employees in 2002
and in 2017. However, Georgia did not always lead the states under examination in the number of employees in this sector.
Louisiana was the leader of employment in this sector when compared to the other states from 2006-2008 and 2012-2014.
Georgia eventually surpassed Louisiana and in 2017, Georgia had roughly five times employment of Louisiana in this industry.
From 2002 to 2017 Georgia experienced a 482% growth in the number of jobs in motion picture and video production, one of
the fastest growing sectors for jobs in the State of Georgia during this time period. This was the second highest percentage of
growth out of the states under examination behind Louisiana, which had the highest percentage of growth at 504%.

Furthermore, we compared the efficiency of the program in terms of jobs per dollars of tax credits issued. From 2009-2017
Georgia ranged between $34,178.19 and $85,293.42. Out of the states under examination Georgia had the highest ratio in four
out of the nine years (2010, 2014, 2015 and 2017). Louisiana’s ratio ranged from $36,300.58 to $101,635.64. Louisiana had the
highest ratio in 2009, 2011, and 2016. North Carolina had a steady increase the ratio of credits per job between 2009 and 2012.
However, from 2013 to 2017 the ratio tended to decrease. North Carolina ranged between $3,086.42 and $107,045.13. In 2012,
North Carolina had the highest ratio of tax credits per job than any other state under examination in this time period. Alabama’s
ratio ranged from $535.97 to $42,140.71. Alabama experienced a steady increase in the ratio from 2009 to 2014, after 2014 the
ratio tended to decrease.

Another consideration for the program is the type of income that employees will receive in these jobs. Table 3 lists each
state along with the average annual wage for employees in motion picture and video production. In 2002 and 2017, Georgia
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Figure 6. Tax Credits Dollars per Movie and Television Production

Table 2. Employment in Motion Picture and Video Production

GA AL NC LA VT

Year # % Change # % Change # % Change # % Change # % Change

2002 2638 258 995 516 58
2003 2038 -23% 248 -4% 929 -7% 993 92% 72 24%
2004 1936 -5% 255 3% 850 -9% 1281 29% 85 18%
2005 1976 2% 254 0% 673 -21% 1971 54% 83 -2%
2006 1834 -7% 268 6% 632 -6% 1875 -5% 79 -5%
2007 1867 2% 303 13% 693 10% 2737 46% 76 -4%
2008 1935 4% 299 -1% 772 11% 3005 10% 83 9%
2009 2604 35% 269 -10% 747 -3% 1504 -50% 82 -1%
2010 2486 -5% 261 -3% 767 3% 2334 55% 114 39%
2011 2701 9% 250 -4% 821 7% 2221 -5% 126 11%
2012 3125 16% 276 10% 792 -4% 3610 63% 106 -16%
2013 3864 24% 262 -5% 847 7% 5513 53% 77 -27%
2014 4209 9% 291 11% 882 4% 4945 -10% 88 14%
2015 8380 99% 446 53% 1133 28% 5948 20% 102 16%
2016 10919 30% 383 -14% 1620 43% 3732 -37% 98 -4%
2017 15341 40% 409 7% 1448 -11% 3118 -16% 92 -6%

Source: Bureau of Labor Statics, QWEC
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Figure 7. Tax Credits Dollars per Motion Picture and Television Production Job

employees had the highest average annual wage when compared to the other states. In 2017, Georgia was paying almost
$12,000 more than the next highest state, North Carolina. The average annual salary for motion picture and video production
employee in Georgia during 2017 was roughly $13,000 higher than the average annual wage for employees across all sectors,
which was $52,189. During this time-frame the average annual wage for employees in Georgia increased 95%, however two
states in this study, North Carolina and Louisiana, experienced larger percent increases from 2002 to 2017, 120% and 104%
respectively. Georgia also did not have the highest average annual wage every year. The highest annual wage recorded during
this time frame was North Carolina in 2015 with an annual average wage of $72,244.

The last consideration for the film incentive program was the number of motion picture and video production establishments
in each state. Table 4 contains the number of motion picture and video establishments in each of the states under examination
from 2002 to 2017. During the time period under examination, Georgia had more motion picture and video production
establishments compared to the other states every year. In 2017, Georgia had 492 establishments which was 157 more
than North Carolina, the state with the second most establishments. However, North Carolina (77%) and Louisiana (65%)
experienced higher percentage of growth in motion picture and video production establishments than Georgia (46%).

When examining the effect of film tax incentives in Georgia, one can see the growth of film industry in Georgia in terms of
employment, number of films and television shows, establishments and wages. The growth of the industry does coincide with
the high cost of film tax credits. From 2009 to 2018, Georgia spent more than any other state in this study in film tax credits,
over $4 billion. Furthermore, when examining the cost per job in 2017, Georgia spent $52,216.86 per position in motion picture
and video production. The cost per job figure does not differentiate between full and part time workers and whether or not the
worker is a citizen of Georgia.

It is important to note that this examination looked at the direct benefits and not indirect or induced benefits of the film
industry. It does not account for job and establishment creation outside of the motion picture and video production or jobs and
establishments created to service the film industry’s presence. Additionally, a limitation of this type of analysis is that we are
unable to indicate what percentage of film and motion picture productions produced are due to the SFI. However, a number of
reports indicate that the film tax credits are an inducement for a number of film and motion picture productions in the state
(Bradbury, 2019; East 2019). Still, one must consider the efficiency of the program as it relates to the direct benefits of the
program. As the evidence demonstrates, the state did perform well on attracting the industry and creating jobs. However, the
cost of the program raises questions about return on investment, which is relatively low, and the sustainability of a high cost
program.
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Table 3. Average Annual Wage for Employees in Motion Picture and Video Production

GA AL NC LA VT

Year $ in % Change $ in % Change $ in % Change $ in % Change $ in % Change
1000s 1000s 1000s 1000s 1000s

2002 33,305 37,958 24,121 23,350 35,607
2003 39,411 18% 47,209 24% 25,959 8% 16,114 -31% 34,502 -3%
2004 44,061 12% 33,711 -29% 30,085 16% 14,827 -8% 33,964 -2%
2005 44,681 1% 36,803 9% 41,692 39% 37,092 150% 37,615 11%
2006 54,709 22% 40,758 11% 47,727 14% 32,462 -12% 43,510 16%
2007 60,625 11% 38,552 -5% 52,502 10% 38,582 19% 46,042 6%
2008 64,896 7% 39,834 3% 58,772 12% 41,086 6% 36,876 -20%
2009 61,544 -5% 39,026 -2% 55,852 -5% 62,825 53% 35,948 -3%
2010 60,001 -3% 41,429 6% 62,439 12% 65,809 5% 32,194 -10%
2011 3,041 5% 45,194 9% 59,833 -4% 70,598 7% 28,066 -13%
2012 66,487 5% 39,421 -13% 64,262 7% 48,047 -32% 28,232 1%
2013 69,587 5% 37,946 -4% 63,887 -1% 38,559 -20% 32,770 16%
2014 41,588 -40% 48,445 28% 67,490 6% 48,579 26% 34,761 6%
2015 46,161 11% 42,986 -11% 72,244 7% 47,590 -2% 39,170 13%
2016 65,352 42% 46,604 8% 55,110 -24% 43,277 -9% 41,549 6%
2017 65,014 -1% 46,738 0% 53,115 -4% 47,669 10% 34,709 -16%

Source: Bureau of Labor Statics, QWEC

Table 4. Establishments in Motion Picture and Video Production

GA AL NC LA VT

Year # % Change # % Change # % Change # % Change # % Change

2002 331 79 189 96 37
2003 325 -2% 79 0% 171 -10% 88 -8% 35 -5%
2004 296 -9% 88 11% 176 3% 84 -5% 36 3%
2005 314 6% 87 -1% 161 -9% 123 46% 35 -3%
2006 329 5% 86 -1% 165 2% 139 13% 32 -9%
2007 347 5% 93 8% 175 6% 161 16% 34 6%
2008 364 5% 98 5% 178 2% 170 6% 36 6%
2009 399 10% 92 -6% 188 6% 172 1% 35 -3%
2010 394 -1% 94 2% 211 12% 181 5% 35 0%
2011 401 2% 92 -2% 225 7% 186 3% 32 -9%
2012 402 0% 93 1% 245 9% 195 5% 31 -3%
2013 416 3% 92 -1% 257 5% 197 1% 28 -10%
2014 450 8% 132 43% 278 8% 193 -2% 30 7%
2015 494 10% 159 20% 310 12% 205 6% 33 10%
2016 545 10% 130 -18% 348 12% 175 -15% 32 -3%
2017 492 -10% 115 -12% 335 -4% 158 -10% 33 3%

Source: Bureau of Labor Statics, QWEC
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Conclusion
The intention of our research was to address the void in understanding SFI programs and advance the research on target
incentive programs by examining Georgia’s film tax incentives. Prior to this study little work had been done to understand the
impact of Georgia’s SFI program, which is one of the more revered programs by film industry stakeholders. After reviewing the
literature, we examined Georgia’s program and compared it to Alabama’s, North Carolina’s, Louisiana’s, and Vermont’s. We
found that after adopting film tax incentives Georgia saw increases in terms of employment gains, wages for employees, the
number of productions as well as the amount of money productions spent in the state, and in industry business establishments.
This growth accelerated rapidly after Georgia revised the SFI program in 2008. As detailed above, Georgia also enacted a
number of programs to bolster its efforts to attract and retain the film industry, such as Camera Ready Communities and the
Georgia Film Academy. The evidence presented demonstrates Georgia’s film tax incentive program was associated with benefits
for the state. Comparatively, Georgia funds a larger amount of tax credits and has a larger film industry. Additionally, Georgia
has consistently been ranked as one of the top sites in the world for blockbuster productions, these types of productions are
associated with larger budgets and spending (Bradbury 2019; Dennis 2020; Film L.A. 2016). More tax credits issued in the
state are associated with more films and employment in the film industry. Albeit those benefits were costly and not at the level
claimed by others. The SFI program did not generate the level of benefits that was touted by the Motion Picture Association of
America’s report claiming that Georgia’s film industry has generated 92,000 jobs and had a $9.5 billion dollar impact on the
economy.

Georgia’s program does raise questions concerning cost-effectiveness. In 2017, Georgia spent $801 million on tax credits,
which translates to $52,216.86 for every job in motion picture and video production. From 2009 to 2018 Georgia spent over $4
billion on tax film incentives. This is a significant transfer of resource from taxpayers to the film industry, with large opportunity
cost. Overall, the Georgia program does produce direct benefits, though the direct benefits do come at a high cost. As East
(2019) noted, the film industry in Georgia seems reliant on these incentives. Thus, the loss or alteration of the incentives could
lead to a significant decline of this industry considering its mobility. This leads to more questions about the sustainability of
such a high-cost program to retain this highly mobile industry. In 2015, Louisiana had to cap its program due to the rising costs
compared to the generated benefits, and while this appears to have negatively impacted the film industry in Louisiana the film
industry is still present. In a recent report the Georgia Department of Audits and Accounts (2020) recommended that the state
explores caps to reduce the financial risk of the state. It would be beneficial for future research to focus on the impact of caps,
such as Louisiana’s, on the local film industry to understand the effects of capping SFI on the industry’s presence.

This research contributes to the broader literature on targets economic development incentives. Specifically, targeted
incentives, such as Georgia’s SFI program, may have costly benefits. Which leads to the larger question, even if SFI programs
do meet the goals of creating jobs, attracting business, improving wages and increasing film production, is the cost worth
the benefit? Proponents of film tax incentives argue that the incentives stimulate the economy more broadly, and spillover
effects can be found in local services. However, Button (2018) estimates that the spillover effects from SFI programs are
relatively small. In order to answer the question, one must consider the opportunity costs for pursuing these incentives. Instead
of investing in other industries, public education, infrastructure, or cutting taxes, this money is disbursed to the film industry.
Evaluating the competing priorities of states, it is imperative to understand the full impact of these programs. As with any
program that is requiring a large amount of limited resources, it is important for states, including Georgia, to frequently evaluate
the effectiveness and efficiency of SFI and other targeted economic development incentive programs.
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