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Roshaunda Bradley - Fwd: Providing Tourist Development Tax for Performing Arts Center FY
2011 Operating Budget

From: Scott Ross

To: Bradley, Roshaunda

Date: 1/7/2011 3:57 PM

Subject: Fwd: Providing Tourist Development Tax for Performing Arts Center FY 2011 Qperating Budget

Attachments: Agenda Item 4_Performing Arts Center.pdf

>>> "McCraw, Rick" <Richard.McCraw@talgov.com> 12/13/2010 4:04 PM >>>
Scott, :

On Octaober 18, 2010, the CRA Board approved providing the Florida Center for Performing Arts and Education, Inc. (FCPAE, the
proposed performing arts center), with $215,000 in operational funds for £Y 2011. These funds come from the fourth one cent of
Tourist Development Tax, as outlined in the interlocal agreement between the City, County and CRA that governs the Downtown
District Community Redevelopment Area.

Under the terms of the proposed agreement between the CRA and FCPAE, the CRA will provide the funds through two equal
payments — the first payment upon execution of the agreement (expected in early January or sooner), the second payment by
April 1, 2011, provided the FCPAE meets the conditions listed in the agreement.

Please let me know information you need to provide the CRA with the $215,000. Attached is a copy of the agenda item from the
October CRA Board meeting. We will provide you with a copy of the agreement once it is fully executed, but don’t want to wait
until the agreement is executed having access to the funds. We quI not make any FY 2011 operational payments to the FCPAE
until the agreement is fully executed.

Please call/email Sherri Baker (891-6464, sherri.baker@talgov.com) or me if you have any guestions or need additional
information.

Thanks,
Rick

Rick McCroun, ACP

Community Redevelopment Coordinator

Department of Economic and Community Development,
Community Redevelopment Agency

850-891-6459 (Office)

850-879-0631 (Cell)

850-891-6455 (Fax)

b
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CITY OF TALLAHASSEE

COMMUNITY REDEVELOPMENT AGENCY

COMMUNITY REDE VEL OPMENT AGEN Ccy A G’ENDA

ITEM EM
ACTION REQUESTED ON: | October 18, 2010 |
SUBJECT/TTYLE: Funding Request From Florida Center for Performing
. Arts and Education Inc.
TARGET ISSUE: Econoriic Development
STATEMENT OF ISSUE

On February 25, 2008, the Tallahassee Commumty Redevelopment Agency approved a request
from the Florida Center for Performing Arts and Education Inc. (FCPAE) for $562,500 in
designated Tourist Development Tax revenue. FCPAE requested the funds to hire a professional
staff to provide public information, marketing and fundraising services necessary to develop the
proposed performing arts facility. The funding was provided to support FCPAE operating
expenses for an'18-month period, March 1, 2008 through September 30, 2009.

The FCPAE has submitted a request for $215,000 in funding to support their operational costs
for the period of October 1, 2010 through September 30, 2011. If approved, thm funding would
be provided from the demgnated Tourist Development Tax revenue.

RECOMMENDED ACTION

Option 1: Authorize the City Manager or her designee to execute an agreement with the Florida

Center for Performing Arts and Education Inc. in the amount of $215,000 for the period of
October 1, 2010 through September 30, 2011,

FIsCAL IMPACT '
The funding will be drawn from the Tourist Developmcnt Tax revenue collected to support the

Performing Arts Center. The balance of funds available as of September 30, 2010 is
approximately $3.5 million.

v-;‘l'*ﬁompso h

~ Michael K. Parker, Exetutivé Director i
Clty Manager

Tallahassee Community Redevelopment Agency
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SUPPLEMENTAL MATERIAL/ISSUE ANALYSIS

HISTORY/FACTS & ISSUES

In 2003, the City and County adopted Capital Culture: A Cultural Plan for the Future of the City
of Tallahassee and the Capital Area, This cultural plan outlined a series of actions and policies
that should be pursued to further cultural development in the community. One element of that
strategy recommended, “The City develop a plan for the construction of a performing arts
venue.” At that time, a number of the citizen volunteers that had participated in the development
of the cultural plan, began to develop a strategy for creating a performing arts center,

In 2004, the City, County, and Comummity Redevelopment Agency entered into an interlocal
agreement that governed the creation and operation of the Downtown Community
Redevelopment District. One component of that agreement was the addition of one cent to the
Tourist Development Tax for use in developing and operating a Performing Arts Center. The
agreement stipulated that the Community Redevelopment Agency Board was responsible for the -
allocation of funds collected by the additional penny in Tourist Development Tax revenue.

In 2005, the Redevelopment Agency authorized an agreement with the Cultural Resources
Commission to hire a consultant to develop the preliminary plans for a Tallahassee Performing
Arts Center. Theafre Projects Consultants Inc., developed a preliminary pian that recommended
the construction of a 242,000 square-foot facility that would include a 2,200-seat performance
hall and 700-seat multipurpose theatre. The consultant study also recommended that the new
facility be placed on the “John’s Building block”. This is a 2.65-acre downtown parcel that the
City recently acquired from the State, and is the hlock bounded by Gaines Street, Duval Street,
Madison Street and Bronough Street,

In 2006, the Florida Center for the Performing Arts and Education Inc. (FCPAE) was formed.
This nonprofit organization was created to promote the development of the Tallzhassee
Performing Arts Center. In 2007, the City granted an option agreement to FCPAE to allow them
to purchase the “Johns Building block™ for the proposed performing arts center. The option
agreement allows the FCPAE five years to demonstrate that they can accumulate the necessary
resource to purchase the site and construct the facilify. The agreement includes milestones at
years 1, 3 and 5 to demonstrate that FCPAE is making sufficient progress in their fundraising to
finance the construction of the proposed facility. On August 25, 2010, the City Commission
approved a two-year extension to the Option Agreement, which extends the term to July of 2014.

On Fehruary 25, 2008, the Redevelopment Agency approved an agreement with FCPAE to
‘provide $562,500 allocated from the designated Tourist Development Tax revenues to allow
them to hire a professional staff and launch a public marketing campaign. Prior to that date, all
of the activities of the organization had been performed by volunteers. The agreement for that
funding was for an 18-month period and expired on September 30, 2009.

FCPAE has submitted a reqﬁest for $215,000 to support their operational expenses for the 2010-
2011 fiscal year (Attachment 1). The total proposed operating budget for that time period is
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$318,239 and includes the use of $103,239 in CRA funding, which FCPAE has retained from the
prior funding agreement. A proposed itemized budget (Attachment 2) has been provided and
FCPEA has identified $96,000 in in-kind contributions over the proposed budget period.

FCPAFE was granted a two-year extension on their option agreement because they had not been
successful in reaching the fundraising goals prescribed in the agreement. FCPAE provided a
detailed explanation for their failure to meet the fundraising goals (Attachment 3), which was
primarily attributed to fite economic downturn aund its impact on charitable giving.

In response to the dramatic changes in the economic enyironment, FCPAE developed a
comprehensive strategic plan, in 2009 (Attachment 4) to guide the organization to its overail
“objective of building a performing arts facility. The strategic plan provides itemized tasks to be
implemented by 2012 and focuses on: a public awareness campaign regarding the performing
arts facility, a financing strategy which includes advocating for the performing arts facility to be
included as part of an extension of the 1% local option sales tax, developing the programming
that would be offered at the performing arts facility, implementing an aggressive capital -
campaign to secure the necessary prwate funding, and developing and strengthemng the FCPAE
Board of Directors.

A Performing Arts Center is a major element in both the adopted Cultural Plan and the
Downtown Community Redevelopment Plan. The interlocal agreement for the Downtown
Redevelopment District identifies the Community Redevelopment Agency as the entity
responsible for distribution of the Tourist Development Tax funds that have been designated for
the Center. FCPAE is an organization established by local residents that are committed to--
developing a Performing Arts Facility in Tallahassee. The Strategic Plan that has been
established by this organization provides a viable method to secure the funding and support for
the proposed facility. If approved, the proposed agreement will include performance
requirements that will be developed from the elements in the strategic plan.

OPTIONS

1. Authorize the City Manager or her designee to execute an agreement with the Florida
Center for Performing Arts and Education Inc., in the amount of $215,000 for the period
of Octaber 1, 2010 through September 30, 2011.

2. Do not authorize the requested funding and provide further guidance to staff.

ATTACHMENTS/REFERENCES
1. Funding Request Letter
2. Proposed Itemized Budget
3. Report on Activities
4. Strategic Plan

1§
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October 11,2010

" Mr. Michael Parker

. Executive Director

' Tallahassee Community Redevelopment Agency

‘435 N. Macorb - Renaissance Office Complex

tabasse, Aonda Tallahassee, FL 32301-1050

Wiz § . ‘
. RE: FY 2011 CRA Funds Request and Report
Ehone 4.

Dear Michael:
. 20092010

' The Florida Center for Performing Atts and Education, Inc. {s pleased to submit this report

- summarizing our activities and operations since receipt of the first CRA funds in 2008, along

“with our FY 2011 funds request.

" The report contains highlights of our accomplishments including public awareness and
* fundraising efforts that have resulted in over 1300 members and $1.6 million raised in pledges,

. cash and in-kind glfts toward the 320 million Building the Stage for Our Future private ™~

fundraising campaign goal.

: Complete financial reports, including a list of transactions from 2008 through September 2010
for all CRA funds expended, are contained in Section E of this report. There is a remaining
* balance of $103, :.9 as of September 30, 2010, rom the $562,500 received per the 2008

7 apreement.
Bl Montiod | &
GloiaPugh :E

We are currently requesting an additiopal $215,000, to be disbursed in equal installments in

: November 2010 and April 2011, to fund the attached operations and development budgets for
" FY 2011. Also attached are the proposed performance measures for FY 2011, on which our

. progress will be reported to you quarterly.

' ]fyou have any questions regarding the report or request, prior to consideration by the CRA

We look forward to a successful year ahead as we advance our gfforts to build the stage for our
commumty s future.

Campalgn Executive Director fi S_mccrely,

lanS.fry | % .

' Bob Inzet
" President
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THE FLORIDA CENTER FOR PERFORMING

ARTS AND EDUCATION, INC.

'FY 2011 Budget
October 1, 2010 — September 30, 2011

CRA Funds Balance as of 09/30/10 $103,239.00

FY2011 CRA Funds Request $215,000.00

Yotal Cash $318,239.00

Total In-Kind/Non-Cash $96,000.00
TOTAL $318,239.00 $96,000.00 1 _

EXPENSES
Personnel
Office 517, 600 00 $5,000.00
Professional Services $47,000.00 £40,000.00
Anditing. - - . - 9.0
DEVELGEVENE >
Events $36,400.00 $10,000.00
Printing and Marketing 3$14,800.00 $£35,000.00
Total Cash $318,200.00
Total In-Kind/Non-Cash $96,000.00
TOTAL $318,200.00 $96,000.00

| SR
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EXPENSES
Operating Budget
Personnel
Salecies o $150,000
Chief Executive Officer $115.000
Executive dssistant 3 35,000
' 130,600
" Taxes i T $11,400 .
Benefits : $32.000 R
Total Personnel $193,400
Office
Building Rental $7,000
Communications — Phone and Internet " $1,600
Insurance — Property, Liability, D&O , $3,000
Office Supplies $1,500
Postage : $1,000
Projector $2,500
Repairs ' $1,000
Total Office $17.600
Professional Services ' - ﬁ e
Accounting $7.000 )
Consulting $£10,000
Public Relations $30.000
Total Professional Services - " $47,000
Auditing N , $9.000
TOTAL Operating Budget : $267,000

I's
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Development Budget
Events
Audio Visual $ 4,200
Catering ‘ $15,000
Insurance ' & 500
Invitations ' $ 2,500
Parking : $ 1,000
Photography 5 1,000
Programs $ 3,000
Rental . . 3 8,000
Signage - § 1.200
Total Events . $36.400
Printing and Marketing
Campaign Méterials . : ' $6,300
Holiday Cards . $1,500
Website Hosting and Maintenance $1,000
Advertising | $6.000
Total Printing and Marketing ' $14,800
TOTAL Developient Budget $ 51,200
TOTAL BUDGET : $ 318,200

i8
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Executive Summary

Since the execition of the 2008 agreement with the Tallahassee Community Redevelopment
Agency (CRA), which covered the period March 1, 2008 through September 30, 2009, The
Florida Center for Performing Arts and Education, Inc. (The Floxida Center) has met or exceeded
all reporting and performance requirements, and has continued to make significant progress in
the overall effort to develop a performing arts center in Tallahassee. With the economic
downturn worsening in 2008 and the recession negatively affecting charitable giving and
fundraising throughout the U.S. in 2009 and earty 2010, The Florida Center strategically, and
successfully, focused its efforts on campaign planning and preparation, potential donor
identification and cultivation, Board recrnitment, organizational development, strategic planning,
education and public awarencss. s ' '

Impact of ihe Recession on Fundraising

After hiring a Campaign Executive Director in September 2608, The Florida Center conducted a
Camypaign Planning Study consisting of fifty-eight individual interviews conducted between
November 2008 and March 2009. Despite the November 2008 announcement, by the National
Bureau of Economic Research that the US economy had been in recession since December 2007,
-+ the study showed overwhelming community support for the creation of the performing arts
center, the propesed fimding plan, end Building the Stage for Char Fuiure, the $20 million private
fundraising carapaign. _ : ‘ : ,

During the study, participants expressed concerns that the campaign would not be successful in
the shori~term due to the difficult econormic environment with only fifty percent (50.7%)
believing that the $5 million private funding milestone, required in the Johns Site Option
Agresment, could be achieved by July 2010. However, participants were more optimistic about

- long-term success with seventy-five percent (75.7%) believing the campaign goal of $20 million
could be achieved within the next seven years. Fifty-eight percent (58%) of participants
indicated they would consider making a major gift ($25,000+) to the campaign, but many
“indicated they were imable 0°do 50 at the time of the study, citing declines in personal wealth
and concerns about the future. Study participants’ concerns were consistent with the findings of
Bridgespan Group’s November 2008 survey of charitable leaders in which seventy-five percent
(75%) of respondents reported they had already suffered from the recession and fifty-three
percent (53%) reported a drop in charitable donations.

Upon completion of the study, the results and positive support for The Florida Center were
viewed against the backdrop of a deepening recession that saw economic declines throughout the
region, state and country. By March 2009, property values in Leon County had dropped over

$1 billion and sales tax revenues were on the decline, forcing city and county governments, and
local school districts, to deal with severe budget deficits. The February 2009 Leon Cotinty
unemployment rate of six percent (6.1%) would increase by forty-one percent (41%) to eight
percent (8.6%) by February 2010, and the Florida unemployment rate would exceed twelve
percent (12%%), the highest coumty and state unemployment levels since records were first
compiled in 1970. Investors experienced major losses in their portfolio values, and 401K and
retirement plans plummeted after a forty percent (40%) drop in the stock market. Even the most
conservative investors were impacted by declines in the bond market and the entire economy was

affected by the credix crisis.
1

[N
w
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Individuals, corporations and foundations across the board were significantly affected with
decreases in assets, profit losses and endowment declines. Since major gift donors typicaily
make dovations from accumulated wealth and discretionary income, non-profits throughout the
country experienced a decline in charitable giving as a result. The Center on Wealth and
Philanthropy at Boston College reported that household wealth declined by an average of
twenty-four percent (24.5%) between 2007 and the first quarter of 2009. Unlike past recessions
that had a minimal, if any, negative effect on charitable giving, this recession was proving to be
‘different with almost everyone and every industry affected, leaving even the very wealthy with
apprehension and tmcertainty abovt their firtures.

As aresult; many individuals, corporations and grant-making foundations not only reduced their
chanitable giving, but also revised their piving programs so they could make smaller gifts/grants
- to a larger number of charitable organizations that were struggling to keep their doors oper and

" continue operations. Many also revised their giving priorities and shifted their focus to non-~
profits that provided buman and health services. According to Giving [/S4, charitable giving to
the arts accounted for only four percent (4%) of total charitable giving in 2008 and 2009, with
the rts, culture and humanities sector xanked seveuth, sccond from the bottom, of the mine types
of recipient organizations in donations received.

Jn response, many non-profits made decisions to delay starting capital campaigns, extend the
length of campaigns, or lower fundraising goals. This trend was reported in a 2009 suxvey of
over three hundred non-profiis with campaign goals ranging from less than $1 million to $1
billion ox more, with a median goal of $13 million, conducted by fimdraising consulting firm
Campbell & Campbell and research coropany. Slover Linett Strategies. The survey concluded
that “with the recession making it harder to raise money, 51 percent of nonprofit organizations
now in capital or endowment campaigns have extended the length of their drives, and another 11
percent have reduced the amount they are trying to raise.”

The negatwe impact of the recession and decline in charitable giving were substantiated by the
June 2009 Giving US4 teport that found charitable giving dropped by $6.5 billion in 2008, the
largest drop in the more than forty years that records have been kept and the frst since 1987.
Giving USA also reported that two-thirds of public charities saw donation decreases in 2008 with
arts and culinral groups being one of the hardest hit, and forecast that 2009 would bé just as

dismal.

In June 2010, Giving US4 released giving statistics for 2009 and results were as predicted.
Charitable giving suffered another steep decline with a drop of $7.5 billion from 2007 pre-
recession levels. The Center of Philantlropy’s Giving Index also found that ninety-four percent
(94%) of charitable organizations surveyed felt the recession had a negative, or very negative,
effect on fundraising in 2009.  Additionally, The Foundation Center reported that “grant-making
plummeted in 2009” with the nation’s more than 75,000 grant-making foundations foreed to cut
thejr giving by $4 billion with significant declines in charitable giving by fa;m]y and mdependaut
foundations, corporate fmmdanons and community foundations.

While the statistical evidence of the recession’s effect on non-profit fundraising is convincing, ~
the front page of the local newspaper has provided even more compelling evidence. News -
stories reporting the decrease in charitable contributions to Jocal non-profit organizations, and
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the unfortunate financial and operational repercussions, have been numerous over the past two
. ,

Decision to Delay Solicitations and Prepare for Economic Recovery

- Within the context of the recession and it’s negafive impact on charitable giving, and in order to
maximize fundraising opportumities, The Florida Center Board of Directors felt it in the best
interest of the organization and the fimdraising campaign not to aggressively solicit major gifts
and grants in 2009 and early 2010. This strategic decision was based on three main concerns.

First, that asking for donations during this difficult time, when many individuals, businesses,
other arts groups, and charitable organizations providing much needed luman services were
struggling, would create more enemies than friends for The Florida Center by appear.mg tohe
insensitive to the hardships being expenenced in the community. -

Secondly, as suggested in the Campaign Planning Study and lafer substantiated by giving
statistics, there was concern ihat many prospecuve donors who want and intend to support The
Florida Center had suffered major declines in their wealth, assets and income, and would not
make gifts if solicited in the difficult economic environment.

Thirdly, that even if these prospective donors made gifis, they would only give a small fraction
of the amount they would have donated prior to 2008, or will donate as the economy recovers. -
Major gift ﬁmdra.lsmg is a lengthy process of donor cultivation and :elattonshlp building that
culminates in a major gift solicitation or “ask.” Timing of the ,sohm_tation i5 crucial and quite
often there is only one opportunity to make an “ask ™ If a donor fesponds with a “no” or only

‘aprees to make a smaller gift than requested, there may not be a second chance to go back and
ask again or ask for more,

Positioned for Success and Moving Forward

Therefore, with the decision being made to delay solicitations until the economy improved,

The Florida Center focnsed on identifying and cultivating, rather than soliciting, major donors.
By seeking to inforin, educate and engage, The Florida Center worked to build lasting
relationships that will result in private financial support as the economy improves, in addition fo
focusing on public awareness, comnrunity outreach, and the organizational readiness and Board
development needed to support the campaign and suctessfill development of The Florida Center.

Just as other performing arts cemters under development, including Orlando’s Phillips Centar and
the Asheville, Noxth Carolina Pé:rfonning Aris Certer, both who delayed project timelines due to
the recession and are again moving forward, The Florida Center has begun to acnve:ly solicit

major-gifts as the economy has begun to improve. _ -

Direct fundraising efforts and solicitations have already resuumed with the creatipn of the
Founding Partners giving program that targets major statewide, national, and international
corporations that are not headquartered here, but that do business in Florida and want to have a
positive presence in Florida’s Capital City. Promising discussions are already underway with
several corporations, who are each being asked to donate at least $1 million to become Founding
Partmers of The FIonda Center. While these discussions are proceeding favorably, a gift of this
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amount requires a lengthy cultivation period and a formal proposal that often must be submitted
to a corporate foundation, following its policies, procedures and timeline for review and
approval. We Jook forward to apnouncing our first Founding Partner in the near fisture.

A detajled brochure explaining the program and donor recogrition benefits is included in the -
campaign materials contained in the plastic sleeve of this report. Highlights of this fandraising
effort, as well as a summary of other major achievements, follow with detailed supporting
documents In the indexed sections of this report.

Summary of Accomplishments

- 2008 : ‘
v Hired Campaign Executive Director Jean Frey, now Chief Executive Officer, ag fizst

staff member in September afier a nafional search by a vohmtcer Citizen Search
Commitiee,

=  Begao Campaigp Planning Study to inferview community members, and identify and
engage prospective donors and leadership, assess campaign feasibility and support,
and determifie potential issues and challenges.

= Established office in Wood & Pariners building at 612 8. Copeland Street in
Tallahassee,

Executed agreement with the Leon County Clerk of the Courts office to manage the
funds received from the Community Redevelopment Agency.

= Lanunched new website (theflcenter.org) as part of pubic awareness, commumity
outreach and fundraising efforts.

® Created The Sporlight e-newsletter that is currently sent to almost nine hundred
subscribers.

*  Held Community Membership Drive Kick-Off Event with Tallahassee Network of
Young Professionals. :

= Expanded commumity outreach with presentations to local civig, community and arts
groups, membership table at Downtown Getdowns, and Previews at events in
Southwood and Wakulla County.

- Held commumity ceremony celebrating the start of demolition on the Johns and
Clemons Buildings.

* Exceeded goal of 1000 Chaster and PACTeam members by year end.

2009 .
s Secured designation of fifty percent (50%) of the 5™ cent of the Tourist Tax for The

Florida Center beginning in 2012 with ueanimous approval by the County
Commission. ,
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s Completed Campaign Planning Study showing positive support for the creation of
The Florida Center and the private fundraising campaign.

- = Drafted comprehensive Campaign Plan and created Campaign Committee chaired by
Kim Williams.

= Identified Top 50 Individual and Family F()\mdauon Prospects and Top 100 .
Corporate and Foundation Prospects with continuing research and cultivation of these

prospective donors.

= Expanded communication and ouireach efforts to include social networking on
Twitter and Face book w:ith almost one thonsand fans and followers.

= Promoted The Florida Center and supported other local arts groups such as :
Tallahassee Symphony Orchestra, Young Actors Theatre, Tallahassee Little Theatre,
FSU’s 7 Days of Opening Nights, Raa Middle School, and Lemoyne Chain of Parks .

Arts Festival with program ads.

v Drafted Pre-Design Phase to engage citizens in planning their performing arts center
while creating interest and demand for The Florida Center, and positively impacting
the sales tax extension referendura and fimdraising efforts. The phase would lead to
the architectural design phase and ensure that an affordable, sustainable performing
atts center that meets the needs and desires of the comummity is built.

= Issued RFP and confracted with Law, Redd, Crona, and Munroe, PA, who completed
the first ennual andit with Andit of Fiscal Year 2008 Financial Siatements, to perform

2008-2010 audits.

s Recruited seven new Board Members, selected from over sixty candidates for their
diverse kuow]edge, experience, leadership skills and dedication to i improving the
community, to ]Dm the 2010 Board of Directors.

® Received a gift-in-kind of services from JRA. Architects to create a computer model
video marketing the Johns Site as the ideal location for The Florida Center, showing
the proximity to the Cultural Corridor and other landmarlks such as The Capitol, Imax
Theatre, Kleman Plaza, Cascades Park and Gaines Street.

201¢
* . Created 2009-2012 Strategic Plan that further defined the vision and mission of The

Florida Center, and outlined the necessary steps to successfully achieve them.

» Continied to follow best practices with adoption of Compensation Policy, Conflict of
Interest Poliey, Document Retention Policy and Whistleblower Pohcy by the Board

of Directors.

» Established the Board Education Committee, chaired by Donna Callaway, and Public
QOutreach Committee, chaired by Glenda Thomton, to further define the educational
component of The Florida Center and engage the educational community, and to
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develop promotional and markefing strategies to grow membership and public
stpport.

Hired Amy Harllee, from-over five hundred apphcants toj _]om The Florida Center
staff as Executive Assistant.

Held a cultivation and recognition event on May 13 for two hundred prospective
donors, members, and community leaders to update oi The Florida Center PIOgTESS
and fature plans with perfozmances by Raa Middle School students.

Secured services of A Voice Beyond LI1.C, winner of several indusuy and Emmy
awards, to create a video, currently in production, providing an overview of The
Florida Center and promoting the Johns Site as the ideal location. The video will

- include the computer model, flyover video of downtown; donaied by JRA Architects,
that highlights the advantages of the location including its proximity to other cultural
and historic landmarks such as Gaines Street and Cascades Park. The video will be
used on the website, in group presentations and sent to prospective donors throughout
the state and nation, allowing them to envision The Florida Center as am integral part
of the vibrant eighteen-hour downtown envisioned for Tallahassee’s furture.

Achieved one hundred percent (100%) Board membership and financial support, and
total giving of $1.6 million, displaying financial commitment and support by The
Florida Center Board of Directors and the private sector for the Buzfdmg the Stage for.

Owr Futzzre campaign.

Met with Tallahassee Democrar Editorial Board, which resulted in two editorials
supporting the extension of the Johns Site Option Agreement and develcapment of The
Florida Center.

Successfully obtained City Commissio:i approvel for a two-year extension of the
fundraising milestones required in the Johns Site Option Agresment, so that.

$5 million must be raised by July 1, 2012 and a total of $10 million raised by
July 1,2014.

Established fiture pubhc awareness and fundraising strategies, including the
Founding Partners giving program, and revised benchmarks to successfully maintain
the revised Johns Site Opthll Agreement and achieve the $20 miltion Building the
Stage for Our Future campaign goal. .

[ .

L
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ATTACHMENT A

LOCAL VENDOR CERTIFICATION

The undersigned, as a duly authorized representative of the vendor listed herein, certifies to the best of his/her
knowledge and belief, that the vendor meets the definition of a “Local Business.” For purposes of this section,
"local business" shall mean a business which:

a) Has had a fixed office or distribution point located in and having a street address within the four county area of
Leon, Wakulla, Gadsden and Jefferson for at least six (6) months immediately prior to the issuance of the
request for qualification by the City; and

b) Holds any business iicense required by the four county area of Leon, Wakuila, Gadsden, and Jefferson
{please attach copies); and

¢) Employs at least one (1) full time employee, or two (2) part time employees whose primary residence is in the
four -.county area of Leon, Wakulla, Gadsden, and Jefferson, or, if the business has no employees, the
business shall be at least fifty percent (50%) owned by one or more persons whose primary residence is in the
four county area of Leon, Wakulla, Gadsden, and Jefferson, /

Please complete the fallowing in supporl of the seif-certification and submit copies of your County and/or City

business licénses. Failure to provide the information requested will result in denial of cerfification as a local

business.

"Business Name: ' ] _ Phone:

Current Local Address: Fax

If the above address has been for less than six monthe, please provide the prior address:

| Length of time at this address:

Number of Employees and hours worked per week by each;

Name and Address of Owner(s) who reside in the four county areas of Leon, Wakulla, Percentage of
Gadsden, and Jefferson and who in total own at least 50% or more of the business. Ownership
Afttach additional sheets as necessary.

1.

2.
Signature of Authorized Representative Date

STATE OF COUNTY OF -

The foredoing instrument was acknowledged before me this day of ,20

By . . of ‘

{(Name of Officer or Agent, Tille of Officer or Agent) {Name of Corporation Acknowledging})

a L ‘ corporation, on behalf of the corporation. He/she is personally
{State ar Place of Incorporation)

known to me or has produced : as identification.

{Type of ldentification)

Signature of Notary

Print, Type or Stamp Name of Notary

Tile or Rank
Serial Number, If Any

RFQ 0000-10-XX-XX Attachment A ‘ Page 1 of 1
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ATTACHMENT B

CITY OF TALLAHASSEE

MINORITY BUSINESS ENTERPRISE (MBE) UTILIZATION FORM

Proposer:

Address:

Phone: ( ) RFQ Number

RFQ Name:

MBE SUB PROPOSERS INTENDED TO BE UTILIZED ON THE PROJECT

Name of MBE Sub-Proposer/Supplier:

Address:

Phone: (_ ) s the sub-proposer a certified MBE? Yes No

If yes, please provide a copy of your certification letter or Ceﬂiﬁcé’géfi

Dollar amount of contract with sub-proposer/supplier: : %

Percentage amount of ébntract with sub-proposer/supplier: | %

Description of scope of work performed under agreement with the sub-proposer for
amount indicated above:

™

PLEASE SUBMIT A SEPARATE FORM FOR EACH SUB-PROFPOSER/SUPPLIER.

RFQ 0000-10-XX-XX . Attachment C . Page 1 of 1
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ATTACHMENT C

PROPOSER:

OATE:

This form is to be completed if proposer fails fo achieve the MBE goals established for this project. The proposer is
allowed o use an alternate method that demonstrates the good faith efforts-made to meet the goals established as
long as all of the requested infarmation is included. Failure to include all requested Tnformatlon may result in the
proposal being deterrnined as non-responsive to the MBE geals.

The following Yist is not intended 1o be exclusive or exhaustive and the City will look not only at the different kinds of
efforts the proposer has made, but also the quality, quantity, intensity and timeliness of those efforts; it is the
responsibility of the proposer to exercise goed faith efforts. ‘Any act or omission by the City shall not relieve the
proposer of this respansibility.

Criteria listed below are consistent with the intent of Section 16.5,9 of the City's Administrative Policies &
Procedures Manual, as amended. A respanse is required to address each cited paragraph. Additional pages may
be added as necessary.

1. futteng}z:fnce at Pre-Proposal conference, if held: _ B
L _Yés ___No  ___NolHefd (10 PORITS)
2, Whether and when the proposer provided written notice to certified MBE's listed in the City of.

Tallahassee MBE andfor Leon County Government Program directories that perform the type of
work to be subcontracted and advising the MBE's of the specific work the proposer intends to
subcontract; that their interest in the contract is being solicited; and how to obtain Information for
the review and inspection of contract plans and specifications. (2R PONTES)

Al letters from proposers to prospective MBE subcontractors should be post marked a minimum of 12
.calendar days or faxed recorded 7 days prlor to propesal opening.

A. Provide complete iisl of all MBE's solicited - : -

B. Provide DATE lefters were mailed (MBE's will be canvassed as to who sent them Ietfers and what date
they were received.) Provide a copy of solicitation and all other letters sent to MBE's. Recommended
information in your solicitation letter can include, but not limited to, the following:
« Project specific information.
v o Your willingness to assist with supply purchases.
» Bonding requirements of your firm. '
» Any assistance your firm will be giving regarding bondlng requirements, lines of credit
and insurance requirements.
« Availability of specifications and plans through your office.
« Best time to reach you by phone (MBE fims will be canvassed regarding your
responsiveness to their calls and project information they received from your firm.)
= Proposal opening date and all addendum information.
»  Your requirements/fime frames/payment schedules.

RFQ 0000-10-XX-XX * S Attachment C ' Page 1 of 1
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3, Whether the proposer selected feasible portions of work to be performed by MBE's, including,
where appropriate, breaking contracts or combining elements of work into feasible units. The ability
of the proposer to perform the work with its own work force will not in itself excuse a contractor
from making positive efforts to meet the established goals. (10 POINTS)

if appropriate, detail any subcontracting category that you have hroken down to assist MBE firms and list
firms that have been made aware of this reduced scops.

Subcontracting Cateqory MBE Firm

4, Whether the proposer considered ali quotations received from MBE's and for those quotations not
accepted, the proposer should provide an explanation of why the MBE will not be used during the
course of the contract. Receipt of lower guotation from non-MBE will not in itself excuse a
proposer's failure to meet project goals: - . T (S PONTS)

List all MBE firns who quoted this project; the amount guoted, and the successful
subcontractor {if not the MBE finn}) and their quote: :
27 Name of non-MBE

Name of f MBE’s """ "Subcontractor Subcontractor’s
MBE Quote _ - Chosen . - Quote
8. Whether the proposer provided interested MBE's assistance in reviewing the contract plans and
specifications, . (S POINTS)

- Name the MBE firms provided assistance and describe how your firm provided such assistance.

8. Whether the proposer assisted interested MBE firms in obtaining required bonding, lines of credit or

RFQ 0000-10-XX-XX Attachment C Fage 1 of 1
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insurance If such assistance was necessary. . (S PQINTS)

If the project was ahove $200,000 or exempt from the City of Tallahassee's Bond Walver Program, name
the MBE's assisted and describe the assistance provided,

Indicate whether the proposer has utilized MBE subcontractors on City, or other local, contracts

within the past six months. (10 POINTS)
Project Name MBE Firms Used . Dollar Value

Whether the proposer advertised in general circuiation, frade association, and/or minority/women -
focus media concerning the subcontracting opportunities. (10 POWNTS)

List which papers carrled your ad and attach a copy of the ad.

Written documentation that the proposer contacted the City of Tallahassee's MBE Office, other jocal
MIWBE Offices or, if applicable, Federal MBE/DBE Offices, for guidance and assistance if having
difficulty obtaining minority participation and unable to identify portions of work that can be feasibly
broken down. 10 PG

List minority/women organizations contacted.
(A minimum of three organizations must be contacted.)

Oraanization ' Persen Contacted Date Contacted

10, Describe any additional efforts or circumstances, which may assist the City in determining
your Good Faith Efforts, 3
POINTS);
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REPRESENTATIONS/CERTIFICATIONS

TAXPAYER IDENTIFICATION
Bidder must complete Federal Form W-9 and submit it with their bid. The form may be downloaded from

the Internal Revenue web site at www.irs.gov.
CEFICIAL COMPANY INFORMATION AS REG_ISTERED {Typel/Print)

COMPANY NAME: -
MAIL ADDRESS:
(City) (State) (Zip Code+4}
TELEPHONE NO: VOICE: (- ) . EXTENSION:
(Toll-Free Preferred) . OTHER: ( ) CFAX: ( )
EMAIL ADDRESS:
WEBSITE URL:

COMPANY CONTACT FOR CONTRACT MANAGEMENT (Type/Print) -
PERSON NAME:

TELEPHONE NO: VOICE: { ) , EXTENSION:
(Toll-Free Preferred) OTHER: { y L FAX: ( )
- EMAIL ADDRESS:
- PAYMENT REMITTANCE ADDRESS (Type/Print) (if same as 2.8, enter “SAME 2.8")
NAME:
MAIL ADDRESS:
{City) (State) (Zip Code+4)
TELEPHONE NO: VOICE: ()= ..~ EXTENSION: = .
(Toll-Free Preferred? OTHER: ( ")' ) RN

EMAIL ADDRESS:

CONTACT FOR INVOICE INQUIRIES

NAME: _ -

TELEPHONE NO: VOICE: {© )  EXTENSION:

{Toll-Free Preferred) OTHER: ( y ‘ FAX: ( )

EMAIL ADDRESS: .

WHERE TO SEND PURCHASE ORDER (IF APPLICABLE)
COMPANY NAME:
MAIL ADDRESS:

(City) (State) Zip Coderd)

RFQ 0000-10-XX-XX Attachment D Page 10f 1
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Append_ix A — Scope of Services

HVS Convention Sports & Entertainment Facilities Consulting ("HVS") will provide the
scope cf services in three phases:

e« FPhase 1 - Market and Feasibility Analysis
+ Phase 2 - Preparation of a Reguest for Proposals
« Phase 3 - Evaluation of Responses to the Request for Proposals

HVS will use two sub-consultants to perform some of the required scope of services:
The HVYS Miami Office will provide hotel market and feasibility analysis and
Oppenheim Research will provide research and survey services. No other sub-
consultants will be utilized without the prier written consent of the Tallahassee
Community Redevelopment Agency (“CRA™). ‘ ,

Phase 1 ~ Market and Feasibility Analysis

Task 1: Fieldwork and Data Gathering

HVS will meet with representatives of the CRA to discuss our study in more detail
and to formulate a schedule for performing the fieldwork. At this time, we will gather
any information from you that may assist us in performing this assignment. Any
introductions to local hotel operators, governmental officials and business leaders
would increase the effectiveness of our research and expedite the fieldwork process. . -
HVS will also perform the following tasks: ' -

1. On ~site mspectmn of the market area and the proposed development
srte, .
2. Revlew the physical orientation of.proposed site with respect to site

access and .the supportive nature of surroundmg land uses as they relate
toa new: facility;

3. “Investigate the availability of lodging facilities to support a convention
center; ‘

4. Determine the role that the public sector intends the facifity to play in
the market;

5. Obtain previous studies and i ports from! CRA other. sources
including but not limited to [EERHETRIERT . iy

6. Conduct interviews with busmess and govarnment off‘c:als in order to
collect relevant statistical market data which will be used in locating and
guantifying demand for a convention center. Primary types of data include
quality of supply, seasonality, weekly demand fluctuations, vulnerabiiity to
economic trends and changes in travel patterns and other related factors;

7. The current and anticipated potential of the (1) corporate transient,
(2) leisure transient, and (3) meeting/group demand will be evaluated
during our fieldwork Interviews. In conjunction with the identification of
potential demand, an investigation will be made of the strengths of the

P
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respective market segments, We will analyze seascnality, weekly demand
fluctuations, vulnerability to economic trends, changes in travel patterns,
and other relgted factors.

8. Potentially competitive lodging and meeting facilities need to be
evaluated to determine their market position with respect to the subject
facility. HVS will identify this “competitive set” and we will inspect these
properties and interview managament to estimate levels of occupancy,
room rates, market penetrations, and other pertinent operational
characteristics. The competitive factors that will be specifically reviewed
include: location, market crientation, quality of facilities and amenitles,
physical cond;tlon, management expertise, operating performance, chain
afﬁhatlon and demand segmentation.

9. Use of market research to estimate the demand for feod, beverage,
banguet, and meeting facilities;

10.  Gather data on the types of events curréntly occurring in the market
area in existing venues and any plans for expansions, upgrades, or new
facilities;

11, Interview local Chamber of Commerce representatives, CVB, economic
development agencies, and other related organizations, along with an
investigation of the market area to reveal patterns reflecting growth,
stability, or decline.

12, Gather statistics relating-to.ge;neral econamic and demograp'ﬁic trends
that indicate future demand potential; and

13, Research expense factors relating to local conditions such as laber,

energy rates, assessed values and taxes. In most Instances, we will

: attempt to utlhze actual expense experience from comparable properties
_in the feasibility portion of our study.

v

Task 2: Market Analysis

L]

HVS will assess key -‘market variables and economlc data, culminating in-an analysis
of the foliowing: _

= local area conditions

. - Demographic and economic characteristics
. Work force characteristics '

. Projected economic growth

. Business climate and major employers

* Corporate presence

= Colleges and universities

“ .- . Meetings and assembly facilities

w7 Arts, culture, and entertainment

. Retail destihations

5 Hotel supply (including number of rooms by type and meeting space)
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S Leisure and tourism and future expected trends
a Visitor industry-related taxes

] Proposed 'deve[opment initiatives

= Transportation/air access and costs

Task 3: Hotel Market Analysis

HVS will perform an analysis for the purpose of evaluating market demand and
supply as it relates to the convention, meeting, and trade industries. HVS will
compile data on the historical performance of the Tallahassee hotel market and
estimate the occupancy and average daily room rate of a set of primary (and
secondary) properties in the market that serve the convention and meeting
industries. HVS will also analyze similar markets in Florida (and the Southeast) to
obtain hotel operating benchmarks and conduct paired-analysis. This analysis
provides the basis for estimating future underlying demand growth and
upaccommodated room night demand in the market,

The supply and demand analysis will at a minimum encompasses the following steps:

1. Using the occupancy levels and market segmentations of the market
~ properties, the number of room nights actually accommodated in each
segment is calculated by muitiplying each property's room count by its .-
occupancy by segment and 365 days. This yields the accommodated room
night demand. The annual number of room nights occupied per room in
each segment is also calculated (room nights occupied per year divided by
. the room count), and the resulting flgure serves as a competitive index.

2. Latent demand (which consists of unaccommodated and induced
demand) is estimated for each market segment.

3. In circumstances involving the development of a major new demand
" generator, we will also forecast induced demand and include this in our
overall demand projections for the market.

4, Growth rates are projected for each of the market segments.

5. The total usable room night demand {which consists of usable tatent
demand and accomimodated demand) is projected.

6. The area's guestroom supply and total room nights available are
quantified for each projection year.

7. HVS will identify potential new supply that is ptanned, under
construction, or rumored to be developed in the market area. This will
guide our projections of near-term supply growth. We will aiso use long-
term ‘historical groewth trends in room supply to guide our forecast of long-
term future supply growth.

HVS will provide a 10-year forecast of hotel supply and demand and room rates. The
forecast of convention center demand and financial operations will be coordinated
with the forecast of hotel operations. This analysis will result in a quantification and
documentation of probable future trends in the market's occupancy, average rate,
and overall room revenues. We will also comment on how the hotel industry relates
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to the convention and event industries and how future hotel trends may -affect
demand potential for a convention  center in this market,

Task 4; Industry Trends } .

This analysis will describe the convention and meeting industry and analyze trends in
the number of events, attendance, and-supply of corivention, exhibition, and meeting
facilitles. An understanding of trends in the demand for and supply of function space
provides an important context for evaluating the market potential of new venues.
Qur analysis will conclude with an assessment of the particular implications of these
trends for the proposed new conventicn center in Tallahassee.

This trends analysis will include information on natlonal regional, and state markets
and cover relevant indices and topics mclud:ng

" Industry definitions — identiﬁcation of industry event types and
facility needs and characteristics

u Industry growtfy - analysis of demand trends is based partly on
the Meetings Market Report, published every two years by Meetings &
Conventiens Magazine, which measures the demand in the meetings and
convention industry, as measured by three key demand variables: (1) the
number of events booked last year, {(2) annual attendance at these
events, and (3} total expenditures by delegates and planners involved in
the events..

= Trends -~ several trends will be analyzed: the supply and B

demand of facdllities nationwide, site selection criteria, and event
characteristics, Qur industry trends review will also include an analysis of
statewide or regional demand and what share of this market could be
served by existing and or planned meeting facilities in Tallahassee.

This trends analysis and subsequent analysis of the convention center and hotel will

highlight the important interactions of the two facilities and assess the.demand, .

operational and financial impacts they may have on each other,

Task 5: Surveys and Interviews

Surveys

HVS will identify an appropriate sample of event planners that reflects primary
segments of current and potential demand. Our survey will seek information on the
characteristics of the events that the respondents plan and their specific facllity
needs. The information obtained from these surveys will direct and support our
facility ‘recommendations. HVS will use a combination of different methods to collect
accurate and comprehensive feedback from event planners:

Internet-Based Survey Form - An internet-based survey. form HVS tailors
specifically to this analysis wiil enable a large sample of event planners to
express their views. The use of internet surveys can significantly increase the
response rate versus telephone or fax surveys due to the ease of access.

Telephone Interviews - HVS will select a subset of the survey sample to

contact directly to attain additional detail on their views of the market. These
interviews supplement the information collected via survey forms by enabling

et
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HVS to engage event planners in conversation regarding their impressions of
the market and a convention facility.

Follow-up Fax and Phone Calis - HVS will follow-up with event planners that
do not respond to the survey with phone calls and faxes, This follow-up
enables HVS to increase the response rate and eliminate contacts that are no
longer valid and replace them with other event planners.

The survey covers a variety of data polnts that assists HVS to measure the demand
potential for convention events:

Event Characteristics

Type of event

Geographic scope of event (natlonal state, local)
Types of spaces required

Types of services requirad

Attendance and room nights

Anticipated changes in event size

Past event {ocations

Interest / Impressions of the Market

Ba

sed on our extensive industry experience and our analysis of Tallahassee’s

market, HVS will determine which destination product issues are likely to have

the greatest impact on meeting/event planner decisions about where to hold .

their events: The information obtained in these surveys will enable HVS to gauge
the level of meeting planner interest in the ‘Fnarket area and convention
facilitles. HVS will survey a selection of meettng planners to draw conclusions

ahout:

Overall level of interest in utilizing the facility .
Relative attractiveness of peer and competing markets

Market attractiveness [n respect.to key site selection criteria

HVS will analyze the responses and present the data in easy to understand tables
and charis,

Interviews with Key Informants

HVS will interview kéy informants in persan or over the phone to better assess the
level of interest in using the proposed facliities. The first interview group includes
hospitality businesses and associations. HVS wiil also conduct interviews with:

1

County officials

Regianal CVB and tourism officials
Potential users '

Local hotel industry repre'sentativeé

=
w
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= Event and show promaoters

Task 6: Existing Meeting Facilities & Lost Business

Using available data, HVS will make every reasonable effort to analyze historical
operations of the existing facilities that offer meeting space, to gain insights about
facility needs, customer concerns, lost business statistics, and trends in demand
during the past several years. HVS will seek operations data including:

- Event schedules and demand
LI History of room night generation
= Historical financial operating data
LI Lost business reports

When available, the data obtained during this step will serve as a key input into our

- thinking about current trends and future demand potential for the meeting and
convention industry in Tallahassee. Historical demand will provide a basis for
understanding whether events are increasing or decreasing in size and number. Lost
business data will help us determine what types of events are considering
Tallahassee and why these events eventually ended up going to another community.
HVS will evaluate whether a convention. facility would address the concerns of a
sighificant. portion of meeting and event planners identified in the lost business
reports. Room night estimates will provide a preliminary ranking of which facilities
generate the highest volumes of economic impact. Financial operating data will
provide an understanding of the level of investments required to operate major
public facilities in this market.

Task 7: Comparable and Competitiva Facilities
HVS will analyze competitive and comparable facilities for convention center facilities

including the number, size, and quality of potentially-campetitive convention facilities
in Tallahassee’s competitive trade area. Facility attributes to be compared inciude:

" Facility size, flexibility and overall quality,

J Number of supporting hotel rooms,
. If available, levels of event demandmby avent fype,

. Marketing budgets and resources, -

= Expansion plans, and

= If avallable, the revenue and expenses of competitive facilities.

HvS will also compile and analyze data on convention facilities that may not be
competitive but are comparable (located in other parts of the country). Data on the
physlcal characteristics, event demand, and financial operations of the comparable
facilities may provide models for the convention center market in Tallahassee. The
comparable facilities will be selected in consultation with client representatives using
the following criteria:

| S
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1.  Properties that play similar roles in their communities to the stated
objectives for a convention center in Tallahassee, and’

2. Convention centers that are situated in markets of simifar size and
destination appeal characteristics.

Analysis of the data on comparable facilities will require HVS to consider each facifity
in the context of its lecal market and note the 5|m|lar|t|es and differences between
these centers and Tallahassee.

Task 8; Facility Recornmendations - Convention Center and Hotel

Convention Center

An important part of this analysis will be to provide recommendations that will allow
the CRA to maximize the potential of any new development by achieving its demand
potential and maximizing economic impacts to the community, HVS will provide
facility recommendations based on our market research, user interviews, surveys,
input from facility operators, and what we learn in our-evaluation of comparable and
competing facilities, which will culminate in facility recommendations.

If demand suggests a convention center development is warranted, the
recammended facility program will include a description of the required floar area
and adjacency for each of the following elements:

SR IR Square feet of exhibit space,
m Configuration: of préfmction/tobby space,
n Number and size of breakout/meeting rooms,
. Auditorium/theatre/fixed seating space, .
" Kitchen/banguet facilities,
] Specific support spaces,
u Plans for future facility expansion,
= Configuration of ingress/egress areas and loading docks,
" Parking areas, ‘
n Ren-tal rates,
. Technology .requirements and upgrades,
. Business services and amenities, and
- Others building characteristics that may be appropriate.

The facility program will provide information on the organization, divisibility, and
technical capabilities of function spaces in sufficient detail to inform the development
of a concept plan by a design firm. For the recommended facility development, HVS
will provide a preliminary discussion of location optmns pros and cons, and key
factars in site selectian.
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Hotel Recornmendations

HVS will analyze specific information that will zllow it to determine what hotel
product the market will be abie to absorb, if any, and which .would be most
appropriate to support any proposed convention facility recommendations., HVS
make recommendations regardmg SIinﬁcant facets of any recommended hotels,
including:

= - Number and. type oﬁ rooms,

x Amount, size and quality of meeting, ballroom and other
function spaces,

. Number, size and quality of food and beverage outlets, and

" Setvices and amenities, .

Task 9: Site Issues
Based on specific criteria, HVS will assess the site for the recommended facility
development.

HVS employs a site evaluatnon matrix that involves 20—30 variables that help to
determine Marketability, Transportation, Construct ablhty, Urban Impact, and
Financial Considerations. The site evaluation matrix also assesses issues related to
access, circulation, and parking. Service vehicle access for trucks, food service, trash
and related staging and parking areas must avoid conflict with public circulation to
facilitate simultaneous event service and attendance with minimal interference.

HVS will consider adjacencies to other sites, particularly those owned by the CRA.
Site applicability and other possible site alternatives will be reviewed and analyzed.

Task 10: Convention Center Demand and Financial Projections

HVS will quantify the event demand in several different event categories that may be
suitable for the recommended facility. Demand projections will include the number of
events, number of event days, number of attendees, and the amount of exhibit and
meeting space utilized for the first ten years of operation for the followmg types of
events:

n Conventions Concerts and Entertammer
] Tradeshows ' Conferences -
] Consumer 1 Banquets
shows 1 Meetings
. Expositions ' Other
u Assembiies

The demand projection will consider the likely levels 'of initial demand for the facility
and the number of years it will take the project to reach a stabilized point of demand
for any new facility that may be recommended as part of this analysis.

The demand profile and data from historical operations of existing: venues and
comparable facilities serve as the primary inputs into the HVS Venue Model. HVS
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-staff will conduct research of expense factors relating to local conditions such as
labor and energy rates, The Venue Model separates the fixed and variable
components of revenue and expenses. Variable components of expenses will be
estimated based on the level of anticipated facility revenue. The fixed expenses are
projected based on data from comparable facility operations. In most instances, we
will attempt to use actual expense experience from comparable facilities. HVS will
calibrate the model to accurately refiect the unigue characteristics of the market.

HVS will incorporate demand, revenue, and expense assumptions into the Venue
Model to reflect the recommended improvements and their demand and operating
implications. HVS enters the estimated number of events and average attendance by
type of event into the operating Venue Model, which produces estimates of revenue
and expense annually over the projection period. The description of financial
projections will indude a detailed line-by-line account of all revenue sources and
expenses. The farecast of financial operations covers the same 10-year period as the
demand projections.

Task 11: Hotel Projections
Occupancy and A vérage Rale

‘Based on our market research, supply and demand analysis, and facility
recommendations, HVS will provide a projection of occupancy and ‘average daily
rates 8t the proposed subject property: Hotels in many areas may require between
12 months and five years before they reach a stabilized level of demand. Our
projections will show annual occupancy and average rate for the opening vear all the
way through stabilization. Thereafter, occupancy will stabilize and room rates are
expected to grow with inflation,

As new competitive supply or additional demand generators open in the subject's
. market area, particular years may experience substantial positive or negative
changes in occupancy or average daily rates. Qur analysis will attempt to model
these changes over the projection period, based on the most current avax!ab!e
information and planning data.

HVS will pravide a 10-year projection of occupancy and average daily rates (ADR) for
the proposed subject property, Revenue per available room (RevPAR) is a third
variable we analyze, which can be calculated by taking the product of the accupancy
and ADR for a given year, The occupancy and average rate projections allow us to
calculate annual room revenue at the proposed hotel conference center. The three
- key performance measures of occupancy, ADR, and RevPAR would become the
starting point for our financial analysis.

Forecast of Income and Expense

Annual room revenue is the starting point of our forecast of income and expenses,
But there are other. potentially important revenue categories, such as food and
beverage sales and telephone_services that we will consider, if appropriate. HVS will
identify each key revenue category for the proposed facility and forecast annual
revenue levels in each category for a 10-year period.

HVS will also project fixed and variable expenses for the proposed hotel, The HVS
proprietary SPIDER® database allows us to analyze real financial operating

L
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statements of thousands of similar hatels around the country. From this vast
financial data library, we will select a highly relevant set of “comparakble facilities” as
the basis of a detailed analysis of expense ratlos appropriate for the proposed hotel.
HVS will identify each expense category for the proposed facility and forecast annual
expense levels in each category for & 10-year period.

The forecast of income and expense results in a 10-year proforma table that will
allow you to analyze detailed revenue and expense line items and key ratios that
help to verify the reasonableness of out projections. Qur forecast of income and:
expenses will be consistent with guidance from the Uniform System of Accounts for
the Lodging Industry.

Task 13: Financing Strategies

HVS will identify alternative sources of funding the new facility. Case studies from
financing plans used in other markets (including facilities in Florida, as well as
nationwide) will help to illustrate various options. HYS will explore various innovative
approaches to project financing, including various forms of public/private
partnerships, This analysis and discussions with client representatives will lead to a
recammended financing ptan that achieves the best-practical match of project
benefits and costs. S : .

The market and financial analysis previously discussed in the proposal would provide
the necessary information on capital costs and the availability of operating revenue
to support the project. In consultation with.the CRA, and CRA financial advisors, HVS
will identify funding alternatives and estimate the future capacity of those resources
to support the construction and operations of the project. . -

Task 14: Economic and Fiscal Impact Analysis

The key to an accurate impact analysis is to estimate the net new activity in
Tallahassee caused by a new convention center. When a convention center generates
room night demand, it may capture some of the existing room night demand or
possibly displace demand that would otherwise be in Tallahassee.

Net New Demand e

In order to estimate the net increase in visitation to Tallahassee, HVS will develop a
detalled demand model and if the appropriate data is available, we will test the
validity and reliability of this model using a regression analysis.

Spending Estimates

Once the net new demand impact is known, HVS will use these estimates to calculate
the associated spending. HVS will measure four types of net new spending impacts:

Qvernight visitor spanding'

Day visitor spending
Exhibitor spending

oW Mo

Event organizer spending
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Spending estimates will be based in part on data from the latest version of the
Destination Marketing Association International (“DMAI") delegate expenditure
survey. We will adjust the DMAI survey numbers for infiation and to local market
characteristics as necessary. We will adjust this DMAI data with information on local
spending contained in the Corporate Travel Index.

HVS will estimate three types of spending impacts in the analysis:
= Direct impacts include the visitor expenditures, payroll, and
employment resulting from the events and operations occurring at the

convention cernter.

= Indirect impacts are the supply of goods and services resuiting from
the initial direct facility-related spending.

= Induced impacts represent the change in local consumption due to the
personal spending by employees whose incomes are affected by direct
and indirect spending.

Indirect and induced impacts are often referred to as the multiplier effects, which

vary depending upon the types of spending and the characteristics of the local .

economy.

HVS will use the IMPLAN input-output” model to estimate indirect and induced
“impacts. IMPLAN is a pationally recognized model commonly used té estimate
economic impacts. An input-output model generally describes the commodities and
income that normaily flow through the various sectors of the economy. The Indirect
and induced expenditure, payroll, and employment effacts result from the estimated
changes in the flow of income and goods caused by the projected direct impacts.
IMPLAN data are available by state, county, and zip code levels.

Fiscal Impact

Fiscal impacts represent the incremental tax revenue collected by the municipality
associated with the net new spending related to the actlvity at the facility. For—
example, our analysis estimates the hotel tax revenue fram an overnight stay by an
event attendee and considers this a fiscal impact. .

HVS will gather data from the CRA on tax rates. Combining this tax rate information
with our spending projections, HVS will estimate the impact on a variety of state and
local taxes, Including sales, income, hotel, food & beverage, car rental, property, and
others as applicable. The analysls will result in an estimate of new tax revenue
asSociatéd with the project in inflated dollars for a stabilized year of demand..

The fiscal impact estimates will include consideration of potential Tax Increment
Financing revenues,

_ Task 15: Operational Options

"HVS.wiil research and provide possible organizational structures that will best fit the

needs and goals in Tallahassee for a new convention center and hotel, Options
include, but are not limited to: a hotel/conference center, an integrated hotel and
convention center, or stand-alone hotel and convention center.

[

@
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Ownership and operating structures must consider the approach to financing and the
Internal Revenue Service reguiremenis for the management and ownership. A
municipal corperation or autherity, non-profit or private entities will all be considered
in the context of the operating and financing plan.

1

Reporting

Upon completion of Phase 1 analysis, HVS will submit a summary draft report in -
PawerPoint format and hold a conference call with client representative to discuss
our findings. We will discuss our findings with you and incorporate any agreed-upgon
changes to the document,

Subsequently, HVS will finalize the analysis and provide a discussion of our findings,
projections, estimates, and recommendations.

HVS will conduct the following meetings:
» The initial kick off meeting and field work in Tallahassee.

» An interim presentation and update to be conducted via a telephone
conference during or around the elghth week of the assignment.

» A final presentation of findings and our report in Tallahassee,

« A minimum of weekly phone calls and to update the primary client contact on
the project status and to discuss ongoing issues related to the study.

HVS will be available to provide a fully documented written report upon request. This
report can be completed for an additional fee that will be authorized separately and
nat exceed $5,000; provided that it is requested within 90 days of the completion of
the scope of services described above and an update of the analysis is not required.

- Phase 2 ~ Preparation of a Request for Qualifications

Working with CRA representatives, HVS will identify a list of potentially qualified
developers/operators from which CRA may wish to solicit responses. HVS has
extensive databases of operators and developers which we would access for this
project,

The solicitaticn process would occur in two phases: 1) the issuance of a Request for
Qualifications ("RFQ") and the selection of a “short-list” of qualified companies, and -
2} issuance of a Request of Proposals ("RFP) from the short-listed companies.

As a part of the Phase 2 scope, HVS would draft the RFQ document and work with
CRA project and procurement staff to finalize the document. Depending on CRA's
preference, this RFQ document may include information generated from our market
and feasibility study.

The RFQ would be advertised through various media and emailed to a comprehensive
list of potential developers/operators. HVS will also distribute the RFQ information
through the HVS Glabal Hospitality Report, a weekly email that is received by over
40,000 industry professionals. With client assistance, HVS will aiso identify local
developers that may have an interest in the project.

s
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HVS will assist in the evaluation of RFQ responses and provide a written comparative
analysis of the responses using a set of selection criteria specified in the RFQ. HVS
will be avallable by phone conference to discuss the RFQ response evaluation.

?

Phase 3 — Evaluation of Responses and Negotiation

Following identification of the short listed development teams, HVS will assist the
CRA in drafting an RFP, responding to questions from developers and participating in
a pre~proposal conference.

HVS would then evaluate the RFP responses and meet with CRA representatives to
discuss them.

After the short-listed firms are selected, representatives of HVS will participate in the
interview sessions with the selection committee and the development teams, In
preparation for that meeting HVS will perform the following tasks:

L) Provide a prelimlnary comparison of each development proposal with
respect to: 1) the qualifications of the development team, 2) the
proposed building program, 3) projections of financial operations, 4) the
approach to project flnancing, 5) and the level of pUbllC commitment
requested by each team.

" Formulate a list of questions for each development team, which may seek

* clarification and/or additional information. These questions will form the

- agenda for an in person interview with each of the deveiopment teams to
dlscuss their proposals.

We will deliver the pretiminary analysis of the proposals and the discussion guestions
in advance of the meeting to help prepare.members of the selection team for the
interviews. Throughout the process we intend to work closely with representatives of
the CRA to assure that our analysis is consistent with your goals and policy
objectives.

Based on our review of the proposals, the interviews with each team, and on the
feasibility study, HVS will draft a memorandum that summarizes our evaluation of
the proposals. The memorandum will provide clearly articulated comparisons under
each selection criteria, analyze the strengths and weaknesses of each proposal, and
culminate in @ recommendation for selection. In the event that none of the proposals
adequately address the selection criteria, MVS will be available to assist the CRA in
soliciting revised proposals from each development team or in issuing a new request
for proposals, which would solicit the participation of additiona! development teams.

Upon the selection of the developer/operator, HVS will assist the CRA in the
negotiations of the development, operating, and room block commitment
agreements. HVS has a library of existing agreements and examples of operating
agreements for other convention denter and hotel that may serve as base
documents. -

Upon the selection of the development team, the CRA wiil need the services of a
multidisciplinary team to move the development process forward. This team wouid
ihclude legal advisors, financial advisors, and underwriters. HVS staff will be
available to continue to serve as a part of thIS team as a development advisor. Our
roles would be to

-y
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Provide ongoing financial analysis of varicus development options and
agreemernts.

Update our study at the time of permanent ﬁnancing.
Meet with members of the development group, investment bankers, rating

agencies, credit arnalysts, potential investors, and any other appropriate
parties, for the purposes of presenting the results of our study,
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Performing Arts & Edugation

Visiomns
Creating something remarkable for F lorida’s Capital City

mMissions |
To develop “Florida’s stage” where people enjoy the

o performing arts
culture

history

education and
community events

v |
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creating a Performing Arts and Education Center.
' ‘Strategic Plan Draft 4 Dage 3
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- Florlda Centerfor
Performing Arts & Education |
Strucmre__ for Dlanning |
Goal 1: Create a Public Campaign that stimulates community
-t support and input, increases memberships and supports
Capital Campaign goals.
Goal 2: Advocate for a public referendum in 2012 to extend the 1%
local option sales tax which includes The Florida Center for |
Performing Arts and Education. | :
Goal 3: Define and further refine the program offerings of The é
' Florida Center for Performing Arts and Education. |
- Goal 4: Implement a Capital Campaign that achieves fundraising ;
goals, secures community support and supports Public ;,
Campaign goals. '
Goal 5: Build a Board of Directors that achieves the goal of
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| ‘Florida Center for
Performing Arts & Education

oo |ERA R} iR

Goal 13 FO i’
Create a Public C'thpaigﬁ that stimulates écmmunity support and
input, mcreases memberships and supports Capital Campaign

goals.

Obijectives:

A, Build broad community suppcrt and vasTbxhty through
- ' public relations activrties ’ .

B. Establisha process for pubhc access to information

while promoting the image of The Center.

C. Promote opportunities for Membership/“public
ownership” and define the benefits of membership, | £5
coordinated with the Capital Campaign messaging. P&E

' Strategic Plan Dfaft 4

Auigust 11, 2009 page 3
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Flotlda Center for
Ferfmmlng Arts & Edi ucaﬂun,

€oal 1.Az

- Create a Public Campaign
that stimulates community -

support and input,
increases memberships and
supports Capital Campaign
goals.

Obijeciives:

A. Build broad community
support and visibility
" through public relations
activities.

August 11, 2009

MR INTURRAY

Key Actions Checmﬁst Coal & .A:

- 1
Wi

Create a team of public relations professionals to
implement a community-wide public education
campaign that coordinates the messages of the
Capxta{ Campaign and the Public Campaign.

a. -The Chair of the Board of Directors appoints a
Board Liaison to be the Teamn Leader.

- b. Develop a public education implementation

plan.

Establish a consistent and frequent presence in all
areas of the community.

a. Hirea part-time Community Coordinator to
implement organized representation at most

' community meetings, forma! and informal.

" 1) Recruit 100 volunteers.

. 2) Train the velunteers in networking skilis
" and tactics, as well as the history and
promise of The Center,
3) Organize their participation.
4) Track their activities, possibly using
SweatMonkey.com

Strateg:c Plan Draft 4 : L Page ¥
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coal 1.B: © Kev Actions Checklist Goaf 1.B:

Create a Public Campaign
that stimulates community

* support and input,
increases memberships and
supports Capital Campaign
goals.

£ 1. Develop an array of vehicles for the

| public to remain informed about and

participate in the development of the

Center, -

a. Develop web skills internally and
create interactive capabilities on
The Center’s website,

*

Objectives:

B. Establish a process for
public accessto
information while
promoting the image of
The Center. .

b. ‘Schedule formal and mformal
online and offline “conversations”
that involve the entire community
in planning and designing The
Center

=y .
August 11, 2009 - Strategic Plan Draft 4 Page 8




- Florlda Center for
Parforming Arts & Edugation

AT

Goal 1.C:

Create a Public Campaign
that stimulates community
support and input,
increases memberships and
supports Capital Campaign
goals. |

Obieclives:

C. Promote opportunities
for Membership/“public
ownership” and define
the benefits of
membership,
coordinated with the
Capital Campaign
messaging.

August 11, 2009

ey Actions Checklist Coaf 1.C:

1. Structure the membership with
benefits and policies,

. Define membership categories,

benefits and policies for Board
approval.

Establish and implement a regular
membership renewal procedure.

. Assign the Administrative Assistant

to maintain a current membership
database. |

. Provide the membership with

communications (some of which are
seeking input and involvement} at
least 6 times per year.

e. Coordinate with all other
messaging.
| | Page @
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Coal 25

~ Advocite for a pubhc referendum in 2012 to extend the 1% local
option sales tax which includes The Florida Center for Performing
Arts and Education.

Objectives:

A. Generate support from stakeholders and
organizations mth similar mterests

B. Identify the need for access to the programs offered
by The Florida Center for Performing Arts and
Education.

C. Communicate economic development impact on the
entire community.

Y
3
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N ~ Florlda Center for
Parforming Arts & Educatlon
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Coal Z.A:

Advocate for a public
referendum in 2012 to

extend the 1% local option

sales tax which includes
The Florida Center for
Performing Arts and
Education.

- Objfectives:

A. Generate support from
stakeholders and
organizations with

similar interests.

‘ Aqgust 1, 2009

Florida Center for

AR

(LEEELRER] | B iy

Performing Arts-& Education

. Kev Actions Checklist Goal 2.As
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1.

Create a “Referendum Success in
2012” Task Force, with a Board
Member as Chair to develop and
implement these strategies.

Develop specific strategies that fully
utilize and coordinate with the Capital
Campaign, the community input and
all messaging.

Assess the value of hiring a part-time

- coordinator or structuring the
- Community Coordinator position to
- staff this effort in mid-2010.

Implement unique strategies to
generate support from stakeholders
and organizations with similar
interests.
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‘{Fmr[da Centerfor
Eﬂerforming Arts & Education

GCoal 2.18:

Advocate for a public
referendum in 2012 to
extend the 1% tocal option
sales tax which includes..
The Florida Center for © -
Performing Arts and
Education.

Obiectives:

B. [dentify the need for
access to the programs
offered by The Florida
Center for Performing
Arts and Education.

“August 11, 2009

L] A Loty L PR e

ey Actions @heeﬁcﬂﬁsﬁ Coal 2.0

1. Through community input sessions
conducted by staff, consultants and
volunteers, build a community-wide
inclusive case for a broad spectrum of
programmmg at The Center.

a. Develop—.user-fnendly mechanisms
to capture and categorize this

i information. |

2, Create ongoing two-way |

| communications with and between

citizens to exchange ideas for The

Center’s programming. —

a. Expand the website’s capability to
accommodate these conversations.

b. Expand The Center’s staff’s ability
to manage the website internally.
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Flarldaz CGenter for

Performlng

Coal 2.C:

Advocate for a public
referendum in 2012 to
extend the 1% local option
sales tax which includes
The Florida Center for

Performing Arts and

Education.

Objectives:

C, Communicate economic
development impact on

the entire community.

August 11, 2009

1F'NWWMD’H HERRT

m_i,y Actions Checkist Coat 2.C:

1. Create a motivational and inclusive
message which addresses all sectors of
the community and how their
involvement with The Center will have
a positive personal impact.

2. Demonstrate, with statistics and
examples from other communities, the
positive economic impact on the
entire city of Tallahassee, in addition
to the downtown area.

3. Share information with the public,
through the website and in
presentations, on potential new jobs
that The Center will bring.

% & Education




- | Fiorida Center for
%Emamlfngs Arts & Education

COaE 33

Define and further refine the program offerings of The Florida
Center for Performmg Arts and Education.

Objectives:

A. Create programs spemﬁcally for ch:ldren and
schools.

B. Through a funded Pre-Design process, generate
input for programming from the community at large
providing for diverse stakeholders such as the arts
community, young professional groups, civic
orgamzations economic development organizations
and srmtlarl 1nterests.

C. ldentify ways the public (community) will benefit

. | ~ from The Center.
.

August 11, 2009 Strategic Plan Drajt 4 Page 15
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Coat 3.A:

Define and further refine
the program offerings of
The Florida Center for
Performing Arts and
Education.

Obiéctives:
A. Create programs

specifically for children

and schools.

August 11, 2009

Eerforming Arts & Education

Key Actions Checklist Goal 3.4z
1, Establish membership categories for

children and teachers.

invite schools (elementary, secondary
and post-secondary) to give input on
The Center programming and to act as
advocates for'The Center as mutually
beneficial for ail.

Seek programmatic best practice
models from other communities.
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Florlda Genter for

Coal 3.2

Define and further refine
the program offerings of
The Florida Center for
Performing Arts and
Education,

Objectives:

B. Through a funded Pre-
. Design process, generate
input for programming
from the community at
large providing for diverse
stakeholders such as the
arts community, young
professicnal groups, civic
organizations, economic
development

~ organizations and 51m1lar

interests.

August 11, 2009

Perfmm Ing Ams & Education

You etk et

Kev Actions Checklist Goal 3.5

1. Establish a range of commumcatmns
channels to involve the arts
community and young professionals’
groups in the Pre-Design planning
process.

2. Employ social networking media to
engage stakeholders from the arts
community and young professionals
groups in conversations about
programming for The Center.

3. Use volunteers to moderate the online
discussions to assure The Center’s
message is consistently delwered and
issues are flagged early.

Strategrc Plan Draft 4 Dage 18
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Florida Center for

Coal 3.C:

Define and further refine
the program offerings of
The Florida Center for
Performing Arts and
Education.

Objectives:

C. Identify ways the public
(community) will benefit
from The Center.

August 11, 2005
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Performing Arts & Education

-~

Key Actions Checklist Goal 3.C:

1. Ensure The Center is functionaily
designed to meet the needs of a
diverse array of artists, performers
and patrons. |

2. Communicate the variety of uses of

' The Center to the arts community and
' to potential Center visitors on the

" website and in publicity pieces.

1 3. ldentify community service and paid

positions which The Center might
need, once built, -

'ﬁ 4. Emphasize the vision for diverse

patrons, staff and administration at
The Center.

Strategic Plan Draft 4 Page 19
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Coat 4:
Implement a Capital Campaign that achieves fundraising goals,
secures community support and supports Public Campaign goals.
Obiectives:

A. Establish Capital Campaign ,Leédership/Committee
which fully supports Public Campaign activities.

Recruit staff to support Capital Campaign efforts.
Establish strategies for raising funds.

Develop activities focused on increasing membership
in coordination with Public Campaign message.

E. Generate supporters and continuous gifts in concert
with the Public Campaign.

August 11, 2009

Strategic Plan Draft 4 Page 20




Fiorida Center for

Perfmmlng grts & Ed ucatluns

Coal 4.A:z

Implement a Capital
Campaign that achieves
fundraising goals, secures

‘community support and

supports Public Campaign
goals.

Objectives:

A. Establish Capital
Campaign
Leadership/Committee
which fully supports
Public Campaign
activities.

August 11, 2009

T HT

Key Actions Checiklist Coal 4.Az

1. Identify Board members or volunteers
with community contacts,
commitment and influence to provide
leads and work with the Campaign
Director to cultivate and solicit
financial support.

L 2. pevelop and implement a Capital

Campaign Plan,

10 SS b3eg
’ T TRy



|

Florida Center for |

S Perfﬁrmlng Arts & Educaflon |

Goal 4.8 Key Actions Checkiist Coal 4.5:-
Implement a Capital . 1. ldentify staffing resources needed by
Campaign that achieves A the Campaign Executive Director.

fundra151.ng goals, secures 4 2. Create descriptions of the work to be 4

community support and | !

. . g performed. 1
supports Public Campaign ;8 '- |
goals. Wr 3. Determine which responsibilities can a‘

| u best be performed by staff, and which :

Objectives: 1 by contractors.

B. Recruit staff to support _
Recr pp Il 4. Secure the personnel to effectively l
Capital Campaign  implement the Capital Campaign
efforts. implement the Cap paign.

i g2

| o

F
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Goal 4.C: ey Actions Checklist Goat 4.C:

" Implement a Capital
Campaign that achieves
fundraising goals, secures
community support and
supports Pubhc Campalgn
goals.

Coordinate the message of Capital
Campaign with that of the Public
Campaign.

-—-‘__"_"::a_
P

TR

Refine the messages for seeking

financial support of The Center for a |
variety of perspectives, including
Board member, volunteer, staff i
person, and performer. i

e e S s R e e
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Objectives:

C. Establish strategies for

raising funds. Conduct fundraising workshop with

Board members.

Define financial goals for each phase
of the Campaign Plan,

Emphasize expectations of financiat
commitments for Becard members.

Jo 'L?oﬁeg
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Florida Center for

Goal 4.D:

Implement a Capital
Campaign that achieves
fundraising goals, secures
community support and
supports Public Campaign
goals, | '

Objectives:

D. Develop activities
focused on increasing
membership in
coordination with the
Public Campaign
message.

August 11, 2009

PHEF I T AIHB i mr

ey Actions Checkiist Coal 4.Ds:

1. lnvite engagement with the Pre-Design
planning process by the public to
establish a basic level of invoilvement
with The Center from which they can

2, Provide a progression of alternative
forms of involvement by which
individuals from the community
(locally, regionally and statewide) can
become increasingly active in making
The Center a reality.

3. Use social networking media to alert.
those who sign up for the service
about upcoming meetings and events
for The Center.

Strategic Plan Draft 4 Dage 25
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be encouraged to become more active.
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implement a Capital
Campaign that achieves
fundraising goals, secures
community support and
supports Public Campaign
goals..

Obijectives:

E. Generate supporters and
continuous gifts in
concert with Public
Campaign.

August 11, 2009
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Implement the Capital Campaign Pian.

Cultivate and maintain relationships
with members so they become doneors.

‘Publicize naming opportunities and
develop donor affinity packages.

Utilize Public Campaign work to
personalize gift giving and emphasize
that ‘anyone can make a gift and
everyone will be recognized’.

Craft a message which creates a sense
of importance in decision making
within the grassroots community as
funders and owners of The Florida
Center for Performing Arts and
Education.

Strategic Plan Draft 4 | Page 286 -
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Florlda Center for

Perfarmlng Arls & Education

i , : S T ARSI

coal o: |
Build a Board of Directors that achieves the goal of creating a
Performing Arts and Education Center.
Objectives:

A. Establish sustainable Board leadership which
promotes excellence in Board members.

B. Organize the human resources to focus their highest
and best use to achieve the creation of The Center.

C. Engage in continuous planning.

D. Create an advisory, Consulting Board that assists the
Board in creating The Center.

E. -Assess the benefits of hlrmg a part-time Executive
Director. '

August 1, 2009 Strategic Plan Draft 4
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. Flodlda Center for |

- .. Potforming Avis & Education

Goal d.A: Key Actions Checklist Coal 3.43 f
- . . - : . ) . : i
Build a Board of Directors 1. Define Board structure and identify i
that achieves the Goal of leadership positions, committees and :
creating a Performing Arts . their functions. g
and Education Center. | N |
) a. Create an organizational structure. |

jectives: ey . |
Objectives b. Create job descriptions.
A. Establish sustainable . » ;
Board leadership which c. ldentify tésk cl.eﬁegation and . ]
promotes excellence in develop t1mehnes for completion.
Board members. d. Align tasks and committee
descriptions with the goals of the A

! strategic pian. j

| 2. Create a succession plan for future

. Board leadership.

i

!
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Florlda Center for
Perf-nrmlng Arts & Edugation

Coal 5.2

Buiid a Board of Directors
that achieves the Goal of

creating a Performing Arts

and Education Center.

Obhjectives:

B. Organize the human
resources to focus their
highest and best use to
achieve the creation of
The Center.

August 11, 2009
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Key Actions Checmist Goal 3.B:

1.

Define the roles and responsm'al'ities
and identify opportunities for
coordination and linkages between
and among:

a. Board of Directors
b. Consulting Board
c. Campaign Cabinet
d. Volﬁn’teers

Establish frequent and effective

communications channels between

and among each of the groups listed
above.

Dage 30
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Florlda Centerfor |
) ) Performing Arts & Educal
€eal 5.C: | Key Actions Checlklist Coal 5.C: f
- . ; . ‘ “ i.gé.'
Build a Board of Directors 1. Review progress toward achieving the ]
that achieves the Goal of o goals in this plan at least quarterly.
c~redalé12gc:tl:e:f2::;r;§ Arts 2. Create, monitor and update specific t
and tducatio ) | 3 action plans for the Capital Campaign, T
Objectives: the Public Information/Referendum 2
C. Engage in continuous Campaign and the public

planning,

August 1, 2009
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relations/messaging aspects of both.
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Florida Center for
Parfomﬂng Arts & Eﬁucatﬂan

Goal 5.D:

Build a Board of Directors
that achieves the Goal of

creating a Performing Arts |
‘and Education Center.

Objectives:

D. Create an advisory,
Consulting Board that
assists the Board in
creating The Center,

August 11, 2009

Key Actions Checldist Goal 5.D:

* .
= Bl
LREL
sdiil-;
L]
s
HWor

Define roles and responsibilities for
the Consulting Board. |

Appoint a Chair and members with
terms.

Schedule informative, interactive
meetings at least twice per year.

Develop and maintain a current list of
the contacts and skills of the members
so they can contribute to The Center’s |
success. - 4
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Coal 3.k:

Build a Board of Directors
that achieves the Goal of
creating a Performing Arts
and Education Center.

Objectives:

E. Assess the benefits of
hiring a part-time
Executive Director,

August 11, 2009
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Florida Genter for |

Ingrausus) eI

P&:fmmmg Arts & Eﬂueatlmx

Key Actions Checklist Goal 5.F:

1. Seek funding to hire an Executive
Director, at least part time, to handle
the following responsibilities (among

others):

a, Staff the Board of Directors.

b, Oversee the Pre-Design activities.

c. Serve as administrative head of the
organization, assuring compliance
with all legal, financial, contractual
and other regulations.

d. With the Board and Campaign
Executive Director, be the “public

:

face” of, and the ambassador for % g

. The Center. | Eg
; _’ef"
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