
am said.
Work has begun on bring-

ing in the new 6-inch wafer 
equipment, and it should be 
operational by the second 
or third quarter of next year, 
Witham said.

TriQuint has chosen ven-
dors for the new equipment, 
and those suppliers have 
selected subcontractors to 
help with related work on 
its mechanical and electrical 

infrastructure. “These tools are big, bulky 
and heavy, and you need people to help you 
bring them into the facility,” Witham said.

TriQuint’s Richardson facility, the com-
pany’s largest manufacturing center, sits on 
roughly 38 acres of land at 500 W. Renner 
Road. The 540,000-square-foot facility in-
cludes around 48,000 square feet of “clean 
room” space, which has very low levels of 
environmental pollutants such as dust or 
chemical vapors. The rule of thumb is that 
clean rooms cost around $2,000 per square 
foot, according to Witham.

TriQuint is using around two-thirds of 
the clean room at its Richardson plant. The 
company has enough real estate to accom-
modate its expansion needs locally, offi-
cials said.

Less revenue, higher margins 
Two of TriQuint’s three major operations 

are based in Richardson: its defense and 
aerospace unit, whose products are used 
by the likes of Lockheed Martin Corp., 
Northrop Grumman Corp. and Raytheon 
Co., and its networks business, whose tech-
nology aids in the transfer of phone calls 
and data across wireless and wired net-
works.

The defense and aerospace business 
is a “good, steady business, with mod-
est growth,” Witham said. The networks 
business is a big growth area, especially 
in developing countries that don’t have 
much wired telecom infrastructure, and are 
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by Jeff Bounds S / Staff Writer

In response to growing demand for its 
communications semiconductors, a Pacific 
Northwest company is boosting its head 
count at a Richardson factory by about 31 
percent this year and plans to invest $100 
million in new equipment at the plant in the 
next five years.

As of Oct. 4, TriQuint Semiconductor 
Inc., which is based in Hillsboro, Ore., had 
669 full-time employees in Richardson, up 
about 27 percent from 527 at the beginning 
of the year. By year-end, the company’s 
Richardson staff should number closer to 
700, officials said.

And in the first six months of 2011, 
TriQuint (Nasdaq:TQNT) will likely bring 
aboard roughly 100 temporary workers to 
work in its fabrication operation in Richard-
son, officials said. Most of those temps will 
likely become full-timers within six to nine 
months after they’re hired, officials said.

“The demand for our products is really 
going up,” Howard Witham, vice president 
of Texas operations at TriQuint, said in an 
interview.

Wages vary for the jobs that TriQuint is 
filling in Richardson, as the positions range 
from engineers, designers and technicians 
to support professionals, salespeople and 
marketers, officials said, adding that most 
of the spots pay well.

Worldwide, TriQuint has 2,600 employ-
ees and 120 open positions, company of-
ficials said.

In addition to the new hires in Richard-
son, TriQuint is bringing in new equipment 
for making its chips and other components, 
which are used in various electronics. 
Among other things, TriQuint will be add-
ing capacity to print its chips on six-inch 
wafers made of a compound called gallium 
arsenide.

The plant currently prints its chips on 
4-inch wafers. The 6-inch wafers will pro-
vide the basis for making more chips. “It 
means more real estate on the wafer,” With-

Chipmaker adds jobs, output
instead building out wireless systems, he 
added.

In 2009, defense and aerospace account-
ed for roughly 12 percent of the company’s 
$654.3 million in revenue, according to 
TriQuint’s annual report. That would mean 
defense and aerospace brought in $78 mil-
lion, while the networks segment, which 
clocked 25 percent of sales, accounted for 
closer to $163.5 million. The third major 
segment, called mobile devices, was 63 
percent of sales, according to the company.

On a stand-alone basis for 2009, the 
Richardson plant accounted for about 42 
percent of TriQuint’s net fixed assets and 
roughly 18 percent of revenue, the annual 
report says.

TriQuint uses high-performance, special-
ized materials for its chips and other com-
ponents. Semiconductors made in Richard-
son, for instance, are built using gallium 
arsenide, a dark gray compound that allows 
electrons to move as much as five times 
faster than silicon, the basis for most of the 
world’s chips. That enables the Richard-
son-made chips to deliver better speed and 
performance with less “noise,” extraneous 
signals or other disturbances.

TriQuint says the market for its chips is 
not affected by concerns of overproduction.

The flip side: Chips that use gallium ar-
senide cost more than silicon-based chips, 
according to Will Strauss, president of the 
Arizona market research firm Forward 
Concepts. Partly for that reason, silicon has 
been the most-used base for chips, while 
gallium arsenide is a “niche,” Strauss said.

“It’s a valuable niche, but nevertheless, 
it is” a niche, he said. The niche was big 
enough for TriQuint to post a $16.2 million 
profit on $654.3 million in revenue in 2009, 
compared with a $14.6 million loss and 
$573.4 million in sales in ’08.

The company’s stock closed Tuesday 
at $9.20, not much off its 52-week high 
of $9.85. TriQuint had a market value of 
around $1.43 billion as of the Tuesday 
close.
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increase at Cowboys games, despite 95 per-
cent of  stadium seating already being sold 
in long-term deals, he said. 

Along with increased sales, there’s been 
a strong support for the Cowboys from cor-
porate sponsors, he said. “We’re pretty well 
locked into the ticket base for the long haul, 
and for the success of  the franchise, the 
goal is to win,” Daniels said. 

For the first time in 11 years, the Texas 
Rangers picked up a playoff  game ball 

and won its first play-
off  series on Oct. 12, 
boosting the franchise 
significantly, said Kel-
lie Fischer, executive 
vice president and 
chief  financial officer 
at the baseball club. 
The real financial im-
pact won’t hit until next 

season, when the buzz of  
new ownership and play-
off  hopes take hold, she 
said.

It’s that buzz that has 
advertisers flocking to 
sports franchises. 

For Dr Pepper Snapple, 
the company is selective-
ly adding more sponsor-
ships, said Cindy Hou-
rigan, vice president of  
partnerships for Dr Pep-
per Snapple Group.

“Some companies are 
cutting back on adding 
corporate sponsorships, 

particularly venues and stadium deals,” 
Hourigan said. “We are continuing to help 
build brand equity and drive return-on-
investment with additional deals.”

The Plano-based company, which has 
sponsorship deals at Cowboys Stadium, 
Rangers Ballpark in Arlington, Pizza Hut 
Park and other area venues, is focused on 
finding new ways to leverage existing part-
nerships to help drive business, she said. 
Cuban said the team’s advertis-
ing sales continue to outperform. 
“We have a great product, (and) a great 
sales organization,” Cuban said of  his Mav-

ericks, which open the regular season at 
home on Oct. 27. “We offer great value, 
and it shows.”

The number of  corporate sponsor-
ships with the Stars has remained steady, 
with more than 100 corporate spon-
sorships, said Geoff  Moore, executive 
vice president for sales and marketing.
“Sponsorships are kind of  a funny thing, 
companies still have to advertise and for us, 
that’s been a bright spot,” Moore said.

Companies are spending more on adver-
tising, rather than buying season tickets 
or hospitality packages, but the number 
of  corporate dollars spent at the franchise 
remains the same, he said.

Doug Quinn, new president of  FC Dal-
las, said he’s ready to fill the team’s soccer 
stadium and build corporate sponsors. The 
soccer franchise currently has about 60 
corporate sponsors.

Quinn, who started with the team in Au-
gust, said the cure for any franchise is win-
ning, and that’s what he plans to do. With 
season tickets sales comparably up for next 
year’s season by 300 percent, Quinn says the 
soccer franchise is off  to a good start.

“Now we need to fight for relevance in 
a town where there’s a lot of  sports fans,” 
Quinn said.
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RETAIL: Cautious optimism based on solid back-to-school sales

ATTENDANCE: Some advertisers not pulling back from sports
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than a slight percentage increase 
to return to peak sales levels. 

“It’s going to take time,” he 
said. “The levels that we had 
three years ago aren’t going to 
return anytime soon. It is as if  
sales this year are resetting the 
bar. It’s a slow buildup to higher 
levels.”

Vaughan said sales jumps ex-
pected in the second half  need 
to be taken with a grain of  salt 

since they are compared with 
depressed periods.

“Nonetheless, it is an increase 
in comp-store sales,” he added.  

From Sozzi’s point of  a view, 
drops in volume and consumer 
confidence still pose a threat to 
retailers as they wade through 
the second half. Because of  sales 
and discounts, retailers need 
more customers and transactions 
to post high overall sales.

“The challenges to some of  
these sales forecasts would be 

if  the volume starts to drop off  
again,” Sozzi said. “The volume 
has been driving sales. If  the vol-
ume dries up, you will see sales 
start to miss.” 

High-end shoppers
Regardless of  jobs and other 

factors, there is optimism for 
higher-end retailers, such as  
Dallas-based Neiman Marcus. 

“Luxury consumers seem to 
be coming back,” said Vaughan. 
“Saks, Neiman’s and Nordstrom 

had good results earlier in the 
year. One of  the reasons this ex-
ists is because we are not seeing 
luxury buyers directly affected 
by the economy through job loss-
es or real estate declines.”

While luxury shoppers all but 
disappeared in 2009, they resur-
faced this year. 

“They always had the spending 
power, they just pulled back in 
2009,” Sozzi said. “Now they have 
a little more confidence. They 
always had the savings and the 

paychecks coming in to support 
consumption.”
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2010 163,185 10,879
2009 135,520 9,680
2008 182,266 13,019
2007 227,175 15,145

FROM PAGE 3

YEAR             TOTAL                     AVG. GAME 
                          ATTENDANCE     ATTENDANCE

FC Dallas  Capacity: 21,193

‘Now we 
need to 
fight for 
relevance in a 
town where 
there’s a lot of 
sports fans.’
Doug Quinn
President, FC Dallas

‘If the volume dries up, 
you will see sales start
to miss.’
Brian Sozzi
Retail analyst, Wall Street Strategies

FILLED WITH OPPORTUNITIES: Full stands, like these at Pizza Hut Park in Frisco, give sports teams better opportunities to sell sponsorships and advertising. 
Team and marketing officials say advertisers are enthusiastic about reaching fans at North Texas sports venues because of those fans’ excitement.
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WITHAM:
‘The demand 
for our 
products is 
really going 
up.’


