DESTINATION

PANAMA CITY
FLORIDA

WHERE LIFE SETS SAIL

DESTINATION PANAMA CITY
REGULAR MEETING
Location: Destination Panama City Visitor’s Center
101 West Beach Drive, Panama City, FL 32401
Regular Meeting - 4/11/2024

1) Roll Call
2) Approval of Minutes - March 14, 2024 Special Meeting
3) Acceptance of TDT Revenue Reports - FY24, February 2024
4) Financial Status Report - Period Ending January 31, 2024
5) Living Shoreline Project Presentation
6) CEO Updates
a) St. Andrews School Update
b) Florida Black History Museum Update
c) Marketing Update - VF Co-Op Bronze Package
d) Public Relations Update - Judy & Len Garrison
e) Legislative Update
f) Commercial Insurance Update
g) Events Update
h) Strategic Plan - 2015
7) Public Participation

8) Adjournment

101 West Beach Drive ¢ Panama City, FL 32401
850.215.1700 ¢ DestinationPanamaCity.com






MINUTES 3/14/2024

Panama City Community Development Council
dba Destination Panama City
Agenda Item Summary

1. PRESENTER NAME: 2. MEETING DATE:
Jennifer M. Vigil
President & CEO 4/11/2024

3. REQUESTED MOTION/ACTION:

Board accept the Board Meeting Minutes of 3/14/2024 as presented.

4. AGENDA 5. IS THIS ITEM BUDGETED (IF APPLICABLE)?: Yes [ No [ IF No, STATE ACTION REQUIRED [] N/A
BUDGET ACTION:

PRESENTATION [] FINANCIAL IMPACT SUMMARY STATEMENT:

PUBLIC HEARING []

CONSENT L]

REGULAR X DETAILED ANALYSIS ATTACHED?: YES [ No []

6. BACKGROUND: ( WHY IS THE ACTION NECESSARY, WHAT ACTION WILL BE ACCOMPLISHED, (WHO, WHERE, WHEN & HOW)

Board Meeting Minutes 3/14/2024 have been prepared for review and acceptance.




DESTINATION

PANAMA CITY

——ee FLORIDA WHERE LIFE SETS SAIL

DESTINATION PANAMA CITY BOARD MEETING
March 14, 2024 - 12:00PM

Called the Meeting to Order — Chairman Banker called the Meeting to Order.

L.

Roll Call — Chairman Banker, Secretary and Treasurer Street, and Board Member Lucas, Board
Member Capps, Board Member Haligas and Board Member Rohan were present. Vice Chairman
Grainger was absent.
Approval of Minutes — February 8, 2024.

a. Motion to approve Minutes as presented was made by Secretary and Treasurer Street.

b. Motion was seconded by Board Member Capps.

¢. The motion was approved unanimously.
Acceptance of TDT Revenue Reports — FY24, January 2024.

a. Motion to approve the TDT Revenue Reports was made by Chairman Banker.

b. Motion was seconded by Board Member Rohan.

¢. The motion was approved unanimously.
Financial Status Report — Period Ending January 31, 2024, Suzanne Kennon, of Kennon
Accounting Solutions was in attendance to present Financial Status Reports.

a. Motion to approve the Financial Status Report was made by Board Member Lucas.

b. Motion was seconded by Board Member Capps.

c. The motion was approved unanimously.
FY23 Audit (Prepared by CRI) — Rich Moeria, of Carr, Riggs, and Ingram, presented a summary
of the audit. Mr. Moreia commented that this audit was the first year after the conversion to the
private accounting firm and things went very smoothly. Additionally, he reported it was a clean
audit. Board Member Lucas inquired under what circumstances the $500,000 reserve funds could
be used. CEO Vigil responded reserve funds are allowed to be used in circumstances of disaster
or opportunity. Board Member Lucas commended CEO Vigil and her team for a job well done.

a. Motion to approve the FY23 Audit was made by Board Member Lucas.



b. Motion was seconded by Board Member Capps.

c. The motion was approved unanimously.

6. St Andrews School Bid Tabulation and Award Consideration — CEO Vigil explained the bids
came in over the budgeted amount and due to the manner in which the Request for Proposal was
written, there is no way to negotiate with the lowest bidder to bring the total cost down. CEO
Vigil recommends the Board reject bids, revise scope, and rebid. Board Member Halligas asked
how the budget line item was decided. CEO Vigil provided information about how Quality of
Life estimated the budget project and budget estimates were taken from that project. Board
Member Lucas asked if we could prepare the new RFP to include the ability to negotiate the bid.
CEO Vigil confirmed. Board Member Rohan asked who the architect is, CEO Vigil answered the
project architect was Carter Quina, of Quina & Grundhoefer out of Pensacola, Florida.

a. Motion to reject bids, revise scope, and rebid was made by Chairman Banker.

b. Motion was seconded by Board Member Halligas.

c. The motion was approved unanimously.

7. CEO Updates - Tourism Appreciation Day is May 6 from 11a-2p. This is a reoccurring event
celebrating the citizens and partners that make Panama City a premier traveler’s destination. It
features a free lunch in exchange for signups to the newsletter. Worker’s Compensation Insurance
is being cancelled due to travel to conferences to states not covered by Auto-Owners Insurance.
CEO Vigil stated insurance was a commodity that did not require an RFP and that staff would be
going out for quotes with local companies. CEO Vigil stated she is currently working on the
FY25 Budget and asked the board to let her know if there were any special initiatives they would
like to see included. CEO Vigil stated she received a suggestion from a citizen requesting
Destination Panama City host a boat show at the Panama City Marina. CEO Vigil suggested this
could be a potential replacement to the Thursday Downtown After Dark concert that kicks off
Panama City Songwriters weekend as it is generally has a lower attendance level than the spring
Downtown After Dark events.

8. Board Member Comments:

a. Board Member Haligas asked about the RedFish Film Festival bookings at Hotel Indigo
and Board Member Jean Capps responded saying the rooms filled up quicker than any
other event to date.

b. Board Member Haligas also asked about Flamingo Magazine requesting a hard copy.
CEO Vigil offered her personal hard copy of the magazine to Board Member Halligas
and explained the significance of this earned media.

9. Public Participation —



a. Film Commissioner Julie Gordon of 2118 Bent Oak Ct, Panama City Beach FL 32408
thanked Hotel Indigo and other hotels in Panama City for their great rates and willingness
to take on big projects and host different film crews for upcoming films.

b. Rona Nix of 100 Cherry St #401, Panama City FL, 32401 thanked Board Member
Halligas for her work in the Cove neighborhood and asked specifically about the
Grammar School. Rona Nix requested more information about the Grammar School from
Board Member Halligas.

c. Grey Dodge of 501 Harrison Ave, Panama City FL 32401 added more information about
the Grammar School. Grey Dodge spoke about RedFish Film Festival and the Cultura
event and asked about the possibility of ordering an Economic Impact study from the
Economic Development department at the city and voiced a willingness to share them
with Destination Panama City. CEO Vigil stated Destination Panama City already
conducts these studies for all events happening in Panama City. Grey Dodge stated his
department is happy to help support these studies financially.

10. Adjournment — Meeting Adjourned by Chairman Banker.



Tourist Development Tax Collections

Panama City Community Development Council
dba Destination Panama City
Agenda Item Summary

1. PRESENTER NAME: 2. MEETING DATE:
Jennifer M. Vigil
President & CEO 4/11/2024

3. REQUESTED MOTION/ACTION:

Board approve the Tourist Development Tax collections as reported by Bay County Clerk of Court.

4. AGENDA 5. IS THIS ITEM BUDGETED (IF APPLICABLE)?: Yes [ No [ IF No, STATE ACTION REQUIRED [] N/A
BUDGET ACTION:

PRESENTATION [] FINANCIAL IMPACT SUMMARY STATEMENT:

PUBLIC HEARING []

CONSENT L]

REGULAR X DETAILED ANALYSIS ATTACHED?: YES [ No []

6. BACKGROUND: ( WHY IS THE ACTION NECESSARY, WHAT ACTION WILL BE ACCOMPLISHED, (WHO, WHERE, WHEN & HOW)

Tourist Development Taxes are collected by Bay County Clerk of Court and reported to Destination Panama
City.




TDT Year over Year Stack Comparison

2,500,000.00
2,000,000.00
1,500,000.00
1,000,000.00
500,000.00
FY24 FY23 FY22 FY21 FY20 FY19 FY18 FY17 FY16 FY15
mOCT WNOV mDEC MJAN HWFEB mMAR MAPR EMAY EJUN mJUL WAUG mSEP
FY24 FY23 FY22 FY21 FY20 FY19 FY18 FY17 FY16 FY15
ocT 128,772.76 136,847.79 135,808.08 128,768.79 123,861.73 53,465.19 101,281.73 112,754.00 94,571.27 -
NOV 95,487.49 112,426.73 100,118.98 101,630.73 91,643.79 40,942.54 69,765.50 73,327.00 66,059.88 -
DEC 87,289.14 96,525.57 81,802.37 78,649.26 82,443.03 37,691.14 69,355.65 65,657.00 62,079.90 -
JAN 111,642.43 115,133.81 132,165.89 78,908.76 79,980.05 50,642.49 66,053.88 70,339.00 78,155.39 63,069.50
FEB 104,794.42 124,075.17 104,387.19 87,288.10 73,996.73 59,891.56 82,266.95 85,637.00 92,804.00 87,845.52
MAR 193,796.73 182,793.74 195,307.74 88,811.23 80,393.83 147,842.53 155,229.00 159,731.00 200,483.24
APR 173,560.21 180,812.49 219,349.92 66,107.75 112,406.97 148,755.72 149,230.00 153,227.00 130,848.26
MAY 210,329.81 188,943.25 280,541.00 102,481.39 139,913.92 160,287.99 159,517.00 152,286.00 146,220.71
JUN 234,804.29 263,818.71 326,761.40 280,201.96 187,808.86 240,405.16 203,829.00 210,619.00 201,906.34
JUL 275,804.87 306,533.79 434,980.46 176,685.02 231,805.34 275,072.33 262,982.00 265,911.00 238,143.02
AUG 149,325.94 170,409.27 197,980.46 125,871.61 158,028.14 132,766.82 123,488.00 108,223.00 118,070.60
SEP 128,546.36 129,369.86 158,520.08 132,963.41 125,158.45 116,889.75 113,733.00 99,494.00 95,907.58
TOTAL 527,986.24 1,951,177.28 1,976,963.62 2,288,686.70 1,425,047.70 1,278,148.43 1,610,744.01 1,575,722.00 1,543,161.44 1,282,494.77
YTD Comparison 585,009.07 554,282.51 475,245.64 451,925.33 242,632.92 388,723.71 407,714.00 393,670.44 150,915.02
Variance -9.75% -4.74% 11.10% 16.83% 117.61% 35.83% 29.50% 34.12% 249.86%
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Tourist Development Tax, Bay County, Florida

Panama City

Accrual Attribution Data

$140,000.00

$120,000.00

$100,000.00

$80,000.00

$60,000.00
$40,000.00

$20,000.00

$-

Oct

Nov Dec Jan Feb

W 2023/2024 As of 3/31/24 m 2022/2023 As of 3/31/23

Accrual Attribution Data

2023/2024 As 2022/2023 As of Variance Variance % 2022/2023

of 3/31/24 3/31/23 FINAL 3/31/24

Oct $ 125922.87|$ 136,389.24 | $ (10,466.37) -7.67%| $ 137,637.85

Nov $ 96,198.74|$ 108,428.32 | $ (12,229.58) -11.28%| $ 108,715.74

Dec $ 87,413.91|$% 102,065.75| % (14,651.84) -14.36%| $ 117,467.56

Jan $ 109,977.51|$ 103,117.17 | $ 6,860.34 6.65%| $ 104,087.55

Feb $ 103,056.76 | $ 115,791.40 | $ (12,734.64) -11.00%{ $ 117,288.85
Mar-Sep | $ 346.44 | $ 636.76

$ 522916.23 | $ 566,428.64 | $ (43,222.09) -7.63%| $ 585,197.55

Bay County Tourist Development Tax, Post Office Box 1230, Panama City, Florida 32402

Fax: (850) 747-5212
Visit us at: https://TDC.BayCoClerk.com/TouristTax/ Email: TDC@BayCoClerk.com

Express Delivery: 225 McKenzie Ave, Panama City, Florida 32401
Phone: (850) 747-5226
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Tourist Development Tax, Bay County, Florida

140,000
120,000
100,000
80,000
60,000
40,000
20,000

Cash Collection Analysis
Panama City
Month of February

2023-2024  2022-2023 2021-2022 2020-2021 2019-2020

FEB*

700,000
600,000
500,000
400,000
300,000
200,000
100,000

Year to date

104,794 124,075 104,387 87,288 73,997

Cash Collection Analysis
Panama City
Five Months Ending February

2023-2024 2022-2023 2021-2022 2020-2021 2019-2020
527,986 585,009 554,283 475,246 451,925

Bay County Tourist Development Tax, Post Office Box 1230, Panama City, Florida 32402
Express Delivery: 225 McKenzie Ave, Panama City, Florida 32401

Phone: (850) 747-5226  Fax: (850) 747-5212

Visit us at: https://TDC.BayCoClerk.com/TouristTax/ Email: TDC@BayCoClerk.com






Financials

Panama City Community Development Council
dba Destination Panama City
Agenda Item Summary

1. PRESENTER NAME: 2. MEETING DATE:
Jennifer M. Vigil
President & CEO 4/11/2024

3. REQUESTED MOTION/ACTION:

Board accept the financial status reports as presented for period ending February 29, 2024, 2024.

4. AGENDA 5. IS THIS ITEM BUDGETED (IF APPLICABLE)?: Yes [ No [ IF No, STATE ACTION REQUIRED [] N/A
BUDGET ACTION:

PRESENTATION [] FINANCIAL IMPACT SUMMARY STATEMENT:

PUBLIC HEARING []

CONSENT L]

REGULAR X DETAILED ANALYSIS ATTACHED?: YES [ No []

6. BACKGROUND: ( WHY IS THE ACTION NECESSARY, WHAT ACTION WILL BE ACCOMPLISHED, (WHO, WHERE, WHEN & HOW)

Attached is the February 2024 Financial Package for Board review and approval.




Management Report

Destination Panama City
For the period ended February 29, 2024

DESTINATION

) PANAMA CITY

————— FLORIDA | WHERE LIFE SETS SAIL

Prepared on

March 12, 2024

For management use only



Statement of Net Position

Total
ASSETS
Current Assets
Bank Accounts
10001 Checking - Bankcorp South 476,577.23
10003 Checking - First Federal 10,400.29
Total Bank Accounts 486,977.52
Accounts Receivable
11500 Accounts Receivable (A/R) 378,822.75
Total Accounts Receivable 378,822.75
Other Current Assets
15510 Prepaid Insurance 5,541.28
15520 Deposits 700.47
Total Other Current Assets 6,241.75
Total Current Assets 872,042.02
Fixed Assets
16500 Allowance for Depreciation -78,694.13
16600 Fixed Prop Machinery & Equipment 24,908.99
16610 Buildings & Land 1,360,555.00
16630 Furniture & Fittings 2,730.00
16700 Leased Equipment 2,280.00
16800 Accumulated amortization -855.00
Total Fixed Assets 1,310,924.86

TOTAL ASSETS

$2,182,966.88

LIABILITIES AND EQUITY
Liabilities
Current Liabilities
Accounts Payable
20200 Accounts Payable (A/P)
Total Accounts Payable
Other Current Liabilities
20400 Advance Deposits
21600 Compensated Absences
Payroll Liabilities
21803 FL Unemployment Tax
21821 Health Insurance
21822 Dental Insurance
21824 Life Insurance
21825 Vision Insurance
Total Payroll Liabilities

10,238.44
10,238.44

100,000.00
35,711.65

31.45
-1,533.78
-313.84
-82.40
-72.20
-1,970.77



Total Other Current Liabilities
Total Current Liabilities
Long-Term Liabilities
22500 Lease Payable
Total Long-Term Liabilities
Total Liabilities
Equity
27100 Fund Balance - Unrestricted
Retained Earnings
Net Revenue
Total Equity
TOTAL LIABILITIES AND EQUITY

Total
133,740.88
143,979.32

1,425.00
1,425.00
145,404.32

1,707,886.62
310,258.50
19,417.44
2,037,562.56
$2,182,966.88




Statement of Revenues, Expenses and Change in Net Position

Total
Feb 2024 Oct 2023 - Feb 2024 (YTD)
REVENUE

31000 Bay County TDC Contract 136,140.00 944,266.74
34132 Co-Op Advertising Revenue 3,000.00 4,900.00
35000 Event Income 8,560.57
36200 Facility Rent Income 1,918.80 7,443.80
366140 Pvt Contribs & Donations 40.00
38000 Interest Income 299.91 2,026.87
39000 Misc Revenue 400.00 906.99
Total Revenue 141,758.71 968,144.97
GROSS PROFIT 141,758.71 968,144.97

EXPENDITURES
51200 Regular Salaries 27,122.37 132,220.33
52100 FICA 2,058.96 10,001.81
52200 Retirement Contributions 1,538.84 7,389.27
52207 Health Insurance 2,231.16 15,326.06
52208 Dental Insurance 134.70 1,013.75
52300 Life Insurance 30.90 226.60
52400 Workers Comp 481.00
52500 Unemployment Insurance 11.95 369.55
53100 Professional Services 925.00
53200 Accounting & Auditing 3,000.00 16,174.25
53400 Other Contractual 4,249.15 10,290.95
53401 Marketing Contractual Services 2,881.99 92,970.25
54000 Travel per Diem Staff 95.00 11,139.32
54001 Travel Per Diem Non-Staff 2,293.04
54100 Communications 929.55 4,667.63
54200 Postage & Freight 744.90 2,726.98
54300 Utility 25,504.09 29,008.21
54400 Rentals & Leases 560.05 2,469.69
54500 Insurance 1,114.36 6,068.58
54600 Repair & Maintenance 900.00 5,881.27
54700 Printing & Binding 2,5630.28
54800 Promotional Activities 65,292.86 460,389.78
54801 Creative Services 7,905.00
54900 Other Current Charges 151.81 2,435.94
55100 Office Supplies 566.17
55200 Operating Supplies 72.51 10,805.81
55400 Books, Pubs, Memberships 915.00 36,293.05



Total

Feb 2024 Oct 2023 - Feb 2024 (YTD)

56200 Buildings 76,157.96
Total Expenditures 139,540.15 948,727.53
NET OPERATING REVENUE 2,218.56 19,417.44

NET REVENUE $2,218.56 $19,417.44




Destination Panama City
Budget vs. Actuals: FY24
October - February 2024

Explanation provided for line items greater than 55% of annual budget
Percentage of Year complete = 41%

% of
Actual Budget Remaining Budget Explanation
Revenue

31000 Bay County TDC Contract 944,266.74  3,110,434.00 2,166,167.26 30.36%

34132 Co-Op Advertising Revenue 4,900.00 10,000.00 5,100.00 49.00%

35000 Event Income 8,560.57 20,000.00 11,439.43 42.80%

35915 Event Booth Rental 0.00 5,000.00 5,000.00 0.00%

36200 Facility Rent Income 7,443.80 0.00 -7,443.80 100.00%

366140 Pvt Contribs & Donations 40.00 0.00 -40.00 100.00%

38000 Interest Income 2,026.87 3,500.00 1,473.13 57.91%

39000 Misc Revenue 906.99 0.00 -906.99 100.00%

39600 Unrestricted Cash 0.00 350,000.00 350,000.00 0.00%

Contributed income

Donations directed by individuals 0.00 400,000.00 400,000.00 0.00%
Grants from other nonprofits 0.00 500,000.00 500,000.00 0.00%
Total Contributed income $ 0.00 $ 900,000.00 $ 900,000.00 0.00%
Total Revenue $ 968,144.97 $4,398,934.00 $ 3,430,789.03 22.01%
Gross Profit $ 968,144.97 $4,398,934.00 $ 3,430,789.03 22.01%
Expenditures

51200 Regular Salaries 132,220.33 351,942.62 219,722.29 37.57%

51500 Special Pay 0.00 6,000.00 6,000.00 0.00%

52100 FICA 10,001.81 26,666.72 16,664.91 37.51%

52200 Retirement Contributions 7,389.27 35,194.26 27,804.99 21.00%

52207 Health Insurance 15,326.06 44,762.64 29,436.58 34.24%

52208 Dental Insurance 1,013.75 3,047.64 2,033.89 33.26%

52300 Life Insurance 226.60 618.00 391.40 36.67%

52400 Workers Comp 481.00 3,125.00 2,644.00 15.39%

52500 Unemployment Insurance 369.55 2,000.00 1,630.45 18.48%

53100 Professional Services 925.00 8,000.00 7,075.00 11.56%

53200 Accounting & Auditing 16,174.25 25,000.00 8,825.75 64.70% CRI progress billing
total paid $14,000
for 22/23 audit.
Expenditures for
audit will not
continue throughout
the fiscal year.

53400 Other Contractual 10,290.95 15,000.00 4,709.05 68.61% $3,000 paid Feb to
BTW Services for
Oct - Dec
Administration of St
Andrews School
Grant

53401 Marketing Contractual Services 92,970.25 275,000.00 182,029.75 33.81%

54000 Travel per Diem Staff 11,139.32 40,000.00 28,860.68 27.85%

54001 Travel Per Diem Non-Staff 2,293.04 15,000.00 12,706.96 15.29%

54100 Communications 4,667.63 12,000.00 7,332.37 38.90%

54200 Postage & Freight 2,726.98 17,000.00 14,273.02 16.04%



54300 Utility 29,008.21 25,000.00 -4,008.21 116.03% FPL billed for 8
months of electric
service at St
Andrews School in
Feb.

54400 Rentals & Leases 2,469.69 13,000.00 10,530.31 19.00%

54500 Insurance 6,068.58 30,000.00 23,931.42 20.23%

54600 Repair & Maintenance 5,881.27 24,000.00 18,118.73 24.51%

54700 Printing & Binding 2,530.28 40,000.00 37,469.72 6.33%

54800 Promotional Activities 460,389.78 1,000,000.00 539,610.22 46.04%

54801 Creative Services 7,905.00 60,000.00 52,095.00 13.18%

54802 Media Commissions 0.00 40,000.00 40,000.00 0.00%

54803 Photography/Videography 0.00 20,000.00 20,000.00 0.00%

54900 Other Current Charges 2,435.94 20,000.00 17,564.06 12.18%

55100 Office Supplies 566.17 1,700.00 1,133.83 33.30%

55200 Operating Supplies 10,805.81 25,000.00 14,194.19 43.22%

55400 Books, Pubs, Memberships 36,293.05 40,000.00 3,706.95 90.73% Annual
Subscription/membe
rships for Placer
Labs 16,000,
Destinations FL
3,801, US Travel
Association 6,350,
Destinations
International 3,804

55500 Training 0.00 15,000.00 15,000.00 0.00%

55700 Operational Reserve for Contingency 0.00 66,377.12 66,377.12 0.00%

56200 Buildings 76,157.96  2,088,500.00 2,012,342.04 3.65%

56400 Machinery & Equipment 0.00 10,000.00 10,000.00 0.00%

Total Expenditures $ 948,727.53 $4,398,934.00 $ 3,450,206.47 21.57%
Net Operating Revenue $ 1941744 $ 0.00 -$ 19,417.44
Net Revenue $ 1941744 $ 0.00 -$ 19,417.44



A/R Aging Summary

Tourism Contract
Bay County Contract 23-24
St Andrews School

Total Tourism Contract
TOTAL

Current

350,289.23
28,533.52

378,822.75
$378,822.75

1-30

$0.00

31-60

$0.00

61-90

$0.00

91 and over

$0.00

Total

0.00
350,289.23
28,533.52

378,822.75
$378,822.75 B




A/P Aging Summary

Beach Radio, Inc

Beach TV Cable Company, Inc

BTW Services, Inc

Carr Riggs & Ingram

Down to Earth Outdoor Services, LLC
VISA

Wells Fargo Vendor Financial Services, LLC
TOTAL

Current
1,000.00
464.40
3,000.00
3,000.00
600.00

101.65
$8,166.05

1-30

2,072.39

$2,072.39

31-60

$0.00

61-90

$0.00

91 and over

$0.00

Total
1,000.00
464.40
3,000.00
3,000.00
600.00
2,072.39

101.65
$10,238.44

B



3/12/24, 8:07 PM about:blank

Destination Panama City

10001 Checking - Bankcorp South, Period Ending 02/29/2024
RECONCILIATION REPORT
Reconciled on: 03/12/2024
Reconciled by: Suzanne Kennon

Any changes made to transactions after this date aren't included in this report.

Summary uUsD
Statement beginning balance 518,274.12
Interest earned 299.83
Checks and payments cleared (43) -283,638.93
Deposits and other credits cleared (16) 333,730.91
Statement ending balance 568,665.93
Uncleared transactions as of 02/29/2024 -92,088.70
Register balance as of 02/29/2024 476,577.23
Cleared transactions after 02/29/2024 0.00
Uncleared transactions after 02/29/2024 -60,441.82
Register balance as of 03/12/2024 416,135.41
Details

Checks and payments cleared (43)

DATE TYPE REF NO. PAYEE AMOUNT (USD)
01/09/2024 Bill Payment 10611 325 Force Support MWRF... -5,000.00
01/20/2024 Bill Payment 10641 Quina Grundhoefer Archite... -19,157.96
01/20/2024 Bill Payment 10634 Aubrey Haskell VENDOR -598.50
01/20/2024 Bill Payment 10640 MWB -11,573.04
01/20/2024 Bill Payment 10643 The Local Palate -750.00
01/20/2024 Bill Payment 10644 Verizon -258.01
01/20/2024 Bill Payment 10646 WOow -681.54
02/02/2024 Bill Payment 10654 Lamar Companies -2,300.00
02/02/2024 Bill Payment 10649 Beach TV Cable Company,... -484.31
02/02/2024 Bill Payment 10651 Down to Earth Outdoor Ser... -600.00
02/02/2024 Bill Payment 10655 Laurie Rowe & Company -9,500.00
02/02/2024 Bill Payment 10657 Panama Business Machines -49.31
02/02/2024 Bill Payment 10653 FPL Northwest FL -38.23
02/02/2024 Bill Payment 10650 Carr Riggs & Ingram -3,000.00
02/02/2024 Bill Payment 10648 Alabama Media Group -124,000.00
02/02/2024 Bill Payment 10652 Earthshine Cleaning -208.49
02/02/2024 Bill Payment 10659 Raymond James -769.42
02/02/2024 Bill Payment 10658 Print Source -1,273.30
02/02/2024 Bill Payment 10656 Lawnmasters of Panama C... -600.00
02/02/2024 Bill Payment 10660 Wells Fargo Vendor Financ... -101.65
02/02/2024 Payroll Check DD Lauren E. Beauchamp -1,765.55
02/02/2024 Payroll Check DD Jennifer Vigil -4,254.28
02/02/2024 Payroll Check DD Shelbie L. Scippio -2,032.22
02/02/2024 Payroll Check DD Aubrey E. Haskell -1,687.24
02/02/2024 Payroll Check DD Jessica A. Bright -1,125.58
02/02/2024 Payroll Check DD Jordan Seamster -132.98
02/07/2024 Tax Payment IRS -3,554.24
02/13/2024 Bill Payment 10667 First Federal Bank -37,842.14
02/13/2024 Bill Payment 10661 Alabama Media Group -31,000.00
02/13/2024 Bill Payment 10666 Brock Lawn and Pest Cont... -48.15
02/13/2024 Bill Payment 10662 WMBB -1,880.00
02/13/2024 Bill Payment 10665 Aaron Rich Marketing -1,201.00
02/13/2024 Bill Payment 10664 City of Panama City -616.24

about:blank 1/3
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3/12/24, 8:07 PM about:blank
DATE TYPE REF NO. PAYEE AMOUNT (USD)
02/13/2024 Bill Payment 10663 Raymond James -769.42
02/14/2024 Check ACH Florida Department of Rev... -49.81
02/16/2024 Payroll Check DD Jordan Seamster -105.28
02/16/2024 Payroll Check DD Shelbie L. Scippio -2,032.22
02/16/2024 Payroll Check DD Aubrey E. Haskell -1,797.73
02/16/2024 Payroll Check DD Jennifer Vigil -3,912.53
02/16/2024 Payroll Check DD Lauren E. Beauchamp -1,765.55
02/16/2024 Payroll Check DD Jessica A. Bright -1,343.38
02/21/2024 Expense 1163558-1001-3/24 Principal Life Insurance Co... -315.06
02/22/2024 Tax Payment IRS -3,464.57
Total -283,638.93
Deposits and other credits cleared (16)
DATE TYPE REF NO. PAYEE AMOUNT (USD)
01/31/2024 Deposit 57.72
02/01/2024 Deposit 900.00
02/04/2024 Deposit 579.60
02/06/2024 Receive Payment 996221 Jennifer Vigil - AR 5.34
02/06/2024 Deposit 483.20
02/09/2024 Receive Payment A007352 Tourism Contract:St Andre... 214.44
02/09/2024 Receive Payment A007351 Tourism Contract:Bay Cou... 95,229.42
02/11/2024 Deposit 417.44
02/14/2024 Deposit 637.92
02/15/2024 Deposit 156.35
02/22/2024 Receive Payment A007363 Tourism Contract:St Andre... 58,713.29
02/22/2024 Deposit 1,000.00
02/22/2024 Deposit 57.75
02/22/2024 Receive Payment A007362 Tourism Contract:St Andre... 4,755.33
02/27/2024 Deposit 584.54
02/29/2024 Receive Payment A007371 Tourism Contract:Bay Cou... 169,938.57
Total 333,730.91
Additional Information
Uncleared checks and payments as of 02/29/2024
DATE TYPE REF NO. PAYEE AMOUNT (USD)
11/19/2023 Bill Payment 10574 Panama City Symphony Or... -800.00
02/29/2024 Bill Payment 10671 Krewe of St. Andrews Inc. -26,300.00
02/29/2024 Bill Payment 10670 Hotelbeds USA, Inc -30,000.00
02/29/2024 Bill Payment 10669 Bay County Chamber of C... -3,250.00
02/29/2024 Bill Payment 10668 Southeast Tourism Society -825.00
02/29/2024 Bill Payment 10672 Sun and Shield Designs, LLC -620.60
02/29/2024 Bill Payment 10673 Verizon -258.01
02/29/2024 Bill Payment 10680 Lawnmasters of Panama C... -300.00
02/29/2024 Bill Payment 10675 iHeartMedia -960.00
02/29/2024 Bill Payment 10676 Panama City Lions Club -90.00
02/29/2024 Bill Payment 10677 FPL Northwest FL -25,243.18
02/29/2024 Bill Payment 10678 Print Source -2,697.86
02/29/2024 Bill Payment 10679 Panama Business Machines -72.51
02/29/2024 Bill Payment 10674 WOow -671.54
Total -92,088.70

about:blank
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3/12/24, 8:07 PM about:blank

Uncleared checks and payments after 02/29/2024

DATE TYPE REF NO. PAYEE AMOUNT (USD)
03/01/2024 Payroll Check DD Shelbie L. Scippio -2,032.23
03/01/2024 Payroll Check DD Jennifer Vigil -4,254.27
03/01/2024 Payroll Check DD Lauren E. Beauchamp -1,776.01
03/01/2024 Payroll Check DD Jordan Seamster -105.29
03/01/2024 Payroll Check DD Jessica A. Bright -1,343.36
03/01/2024 Bill Payment 10681 Raymond James -769.42
03/01/2024 Payroll Check DD Aubrey E. Haskell -1,637.03
03/06/2024 Tax Payment IRS -3,610.06
03/11/2024 Bill Payment 10689 VISA -2,072.39
03/11/2024 Bill Payment 10683 Beach TV Cable Company,... -464.40
03/11/2024 Bill Payment 10686 Down to Earth Outdoor Ser... -600.00
03/11/2024 Bill Payment 10687 First Federal Bank -21,916.99
03/11/2024 Bill Payment 10690 Wells Fargo Vendor Financ... -101.65
03/11/2024 Bill Payment 10688 Raymond James -769.42
03/11/2024 Bill Payment 10682 Beach Radio, Inc -1,000.00
03/11/2024 Bill Payment 10684 BTW Services, Inc -4,000.00
03/11/2024 Bill Payment 10685 Carr Riggs & Ingram -3,000.00
03/15/2024 Payroll Check DD Aubrey E. Haskell -1,797.73
03/15/2024 Payroll Check DD Jessica A. Bright -1,343.37
03/15/2024 Payroll Check DD Lauren E. Beauchamp -1,776.02
03/15/2024 Payroll Check DD Shelbie L. Scippio -2,032.22
03/15/2024 Payroll Check DD Jennifer Vigil -3,912.53
03/15/2024 Payroll Check DD Jordan Seamster -127.43
Total -60,441.82

about:blank 3/3



NOPR 723

30/27
PANAMA CITY COMMUNITY DEVELOPMENT COUNCI
101 W BEACH DR
PANAMA CITY FL 32401-2740
STATEMENT DATE
02/29/24
ACCOUNT NUMBER

INFOLINE 1-888-797-7711

2023 CHECKING YEAR TO DATE INTEREST PAID 5,022.70
* * * % % % * * * * CHECKING ACCOUNT SUMMARY * % * % * * % * * *
PREVIOUS BALANCE 518,274.12 AVERAGE BALANCE
+ 16 CREDITS 333,730.91 445,200
- 43 DEBITS 283,638.93 YTD INTEREST PAID
- SERVICE CHARGES .00 716.72
+ INTEREST PAID 299.83
ENDING BALANCE 568,665.93
DAYS IN PERIOD 29

* % %k % * % * % % CHECKING ACCOUNT TRANSACTIONS * * * % % % * * *
DEPOSITS AND OTHER CREDITS

DATE.......... AMOUNT . TRANSACTION DESCRIPTION CHK NO/ATM CD
02/01 57.72 SQUARE INC 9424300002
L206858907691 240201p2 CCD
02/01 900.00 DEPOSIT
02/05 579.60 SQUARE INC 9424300002
L206859460136 240205pP2 CCD
02/06 5.34 DEPOSIT
02/07 483.20 SQUARE INC 9424300002
L206859816922 240207p2 CCD
02/09 214.44 BAY COUNTY MASTZ 4596000512
5113 PC TDT TX CCD
02/09 95,229.42 BAY COUNTY MAST2 4596000512
5113 PC TDT TX CCD
02/12 417.44 SQUARE INC 9424300002
L206860535508 240212p2 CCD
02/15 637.92 SQUARE INC 9424300002
L206861068031 240215p2 CCD
02/16 156.35 SQUARE INC 9424300002
L206861276354 240216pP2 CCD
02/22 4,755.33 BAY COUNTY MASTZ2 4596000512
5113 PC TDT TX CCD
02/22 58,713.29 BAY COUNTY MAST2 4596000512
5113 PC TDT TX CCD

02/22 1,000.00 DEPOSIT


CDC1
Highlight


NOPR 723

30/27
PANAMA CITY COMMUNITY DEVELOPMENT COUNCI PAGE 2
101 W BEACH DR
PANAMA CITY FL 32401-2740
STATEMENT DATE
02/29/24
ACCOUNT NUMBER

* % %k % * % * % % CHECKING ACCOUNT TRANSACTIONS * * * % % % * * *
DEPOSITS AND OTHER CREDITS

DATE.......... AMOUNT . TRANSACTION DESCRIPTION CHK NO/ATM CD
02/23 57.75 SQUARE INC 9424300002

L206862307232 240223p2 CCD
02/28 584 .54 SQUARE INC 9424300002

L206863060547 240228p2 CCD
02/29 169,938.57 BAY COUNTY MAST2 4596000512

5113 PC TDT TX CCD
02/29 299.83 IOD INTEREST PAID

CHECKS
DATE..CHECK NO........... AMOUNT DATE..CHECK NO........... AMOUNT
02/13 10611%* 5,000.00 02/16 10655 9,500.00
02/01 10634%* 598.50 02/08 10656 600.00
02/06 10640%* 11,573.04 02/07 10657 49.31
02/01 10641 19,157.96 02/20 10658 1,273.30
02/28 10643%* 750.00 02/05 10659 769.42
02/01 10644 258.01 02/06 10660 101.65
02/01 10646%* 681.54 02/28 10661 31,000.00
02/09 10648%* 124,000.00 02/22 10662 1,880.00
02/08 10649 484.31 02/20 10663 769.42
02/15 10650 3,000.00 02/21 10664 616.24
02/07 10651 600.00 02/26 10665 1,201.00
02/08 10652 208.49 02/22 10666 48.15
02/09 10653 38.23 02/21 10667 37,842.14
02/09 10654 2,300.00
OTHER DEBITS

DATE.......... AMOUNT . TRANSACTION DESCRIPTION CHK NO/ATM CD
02/02 132.98 PAYROLL 4462800242

17100606 PAYROLL CCD
02/02 1,125.58 PAYROLL 4462800242

17100606 PAYROLL CCD
02/02 1,687.24 PAYROLL 4462800242

17100606 PAYROLL CCD
02/02 1,765.55 PAYROLL 4462800242

17100606 PAYROLL CCD
02/02 2,032.22 PAYROLL 4462800242

17100606 PAYROLL CCD
02/02 4,254 .28 PAYROLL 4462800242

17100606 PAYROLL CCD
02/07 3,554.24 IRS 3387702000

227443866055760 USATAXPYMT CCD
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Highlight


NOPR 723

PANAMA CITY COMMUNITY DEVELOPMENT COUNCI
101 W BEACH DR
PANAMA CITY FL 32401-2740

* % %k % * % * % % CHECKING ACCOUNT TRANSACTIONS * * * % % % * * *

OTHER DEBITS

* % * % % * %k * % * * DATILY BALANCE SUMMARY * * * % % % * % * * *

105.
1,343
1,765
1,797.
2,032
3,912

315

3,464

28

.38

.55

73

.22

.53

.06

.57

. .. .BALANCE

518274.12
498535.83
487537.98
487348.16
475678.81
471958.46
470665.66

. TRANSACTION DESCRIPTION

FLA DEPT REVENUE 7596001874

8738475
PAYROLL
17100606
PAYROLL
17100606
PAYROLL
17100606
PAYROLL
17100606
PAYROLL
17100606
PAYROLL
17100606
PLIC-SBD
PACT#224934226
IRS

co1
4462800242
PAYROLL
4462800242
PAYROLL
4462800242
PAYROLL
4462800242
PAYROLL
4462800242
PAYROLL
4462800242
PAYROLL
9GPSBD0000
INSUR CILM CCD
3387702000

CCD

CCD

CCD

CCD

CCD

CCD

CCD

227445366041678 USATAXPYMT CCD

DATE....... BALANCE DATE. ..
02/09 439771.29 02/21
02/12 440188.73 02/22
02/13 435188.73 02/23
02/14 435138.92 02/26
02/15 432776 .84 02/28
02/16 412476 .50 02/29
02/20 410433.78

PAGE

STATEMENT DATE
02/29/24
ACCOUNT NUMBER

CHK NO/ATM CD

371660.
430736.
430793.
429592.
398427.
568665.
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30/27
PANAMA CITY COMMUNITY DEVELOPMENT COUNCI PAGE 4
101 W BEACH DR
PANAMA CITY FL 32401-2740
STATEMENT DATE
02/29/24
ACCOUNT NUMBER

* % * * % * k * * * INTEREST RATE SUMMARY * * * % * % % % % *

EFF-DATE RATE

01-31-24 0.00350000 49,999
0.00600000 99,999
0.00850000 999,999

0.01090000


CDC1
Highlight


3/12/24, 8:08 PM about:blank

Destination Panama City

10003 Checking - First Federal, Period Ending 02/29/2024
RECONCILIATION REPORT
Reconciled on: 03/12/2024
Reconciled by: Suzanne Kennon

Any changes made to transactions after this date aren't included in this report.

Summary uUsD
Statement beginning balance 10,000.21
Interest earned 0.08
Checks and payments cleared (0) 0.00
Deposits and other credits cleared (1) 400.00
Statement ending balance 10,400.29
Register balance as of 02/29/2024 10,400.29 T
B
Details
Deposits and other credits cleared (1)
DATE TYPE REF NO. PAYEE AMOUNT (USD)
02/12/2024 Deposit 400.00
Total 400.00
about:blank 11



g P.O. Box 2029
Lake City, FL 32056

FirsT FEDERAL BANK

PC COMMUNITY DEVELOPMENT COUNCIL
JENNIFER M VIGIL 0
JOSHUA J STREET

101 WEST BEACH DRIVE

PANAMA CITY FL 32401

Account Statement

Page 1 of 1

Statement Period:
02-01-24 thru 02-29-24

Account XXXXXX8627 INTEREST CHECKING PF

Beginning balance on 01-31-24 $10,000.21
Credits and deposits + 400.08
Debits and withdrawals - 0.00
Ending balance on 02-29-2024 $10,400.29
Interest Information
Interest Earned: 0.08  Daysin Period: 29
Interest Paid This Period: 008  Annual Percentage Yield Earned: 0.0100%
Interest Paid 2024: 0.17
Your Account Activity
Date  Description Credits Debits Balance
02-12-24 New Account Opening Promotion 400.00 10,400.21
02-29-24 Interest 0.08 10,400.29
Itemization of NSF Paid and Returned Item Fees
Total for Total
This Period Year to Date
TOTAL OVERDRAFT FEES: 0.00 0.00
TOTAL RETURNED ITEM FEES: $0.00 $0.00
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TCM BANK JENNIFER VIGIL
PC COMMUNITY DEV ADMIN V’SA .

Account Number: #### #H5 #5H 0922

Page 1 of 3
Account Summary Account Inquiries
Billing Cycle 02/01/2024 ’é“ Call us at: (800) 883-0131
Days In Billing Cycle 3 Lost or Stolen Card: (800) 883-0131
Previous Balance $2,654.94 |
Purchases + $2,072.39 é Go to MyCardStatement.com
Cash + $0.00
Elance Tenafen: + i <] wite us at PO BOX 105666, ATLANTA, GA
el * i 30348-5666
Credits - $0.00
Payments - $2,654.94- Payment Summary
Other Charges + $0.00
Finance Charges + $0.00 NEW BALANCE $2,072.39
NEW BALANCE $2,072.39 MINIMUM PAYMENT $2,072.39
Credit sllmmary 9/ PAYMENT DUE DATE 02/26/2024
Total Credit Line $50,000.00
Available Credit Line $0.00 NOTE: Grace period to avoid a finance charge on purchases, pay
Available Cash $0.00 entire new balance by payment due date. Finance charge accrues on
Amolint Over Credit Line $0.00 cash advances until paid and will be billed on your next statement
Amount Past Due $0.00
Disputed Amount $0.00
Cardholder Account Summary
Trans Date | Post Date [Plan Name|  Reference Number | Description | Amount
01/01 01/02 PBUSO1  24445004002000410371770 PY *STORAGE DEPOT 850-640-2161 FL $458.40
01/01 01/02 PBUSO1  24692164001103328962822 IN *GORGEOQUS 850-8888474 FL $1,268.00
01/02 01/03  PBUSO1 24906414002190659716224 EIG*CONSTANTCONTACT.COM 855-2295506 MA $343.00
01/09 01/09 1626512920 INTERNET PMT-THANK YOU $2,654.94-
01/24 01/24 PBUSO1 24692164024100668769570 APPLE.COM/BILL 866-712-7753 CA $2.99

Additional Information About Your Account
THE TOTAL FINANCE CHARGE PAID ON YOUR ACCOUNT DURING THE PAST YEAR WAS $.00.

This credit card account was closed and new accounts opened at First Federal because
of ongoing billing issues we have had since Summit Bank sold to Bancorp, Cadence, etc.

PLEASE DETACH COUPON AND RETURN PAYMENT USING THE ENCLOSED ENVELOPE - ALLOW UP TO 7 DAYS FOR RECEIPT VK"

TCM BANK NA [ Account Number |

PO BOX 105666
ATLANTA GA 30348-5666 HHHHE #HEEE #HEHE 0922

Check box to indicate
name/address change
on back of this coupon

AMOUNT OF PAYMENT ENCLOSED

Closing Date| | New Balance T:;;:fg':t"g:;“ Payment Due Datq
02/01/24 $2,072.39 $2,072.39 02/26/24 $
"
JENNIFER VIGIL = MAKE CHECK PAYABLE TO:
PC COMMUNITY DEV ADMIN =
PO BOX 1880 = HHanarm AU ai Mo Ui
B = & ettt el Wb gl e ]
e VISA
PO BOX 6818

CAROL STREAM IL 60197-6818

21 4009 7?7?25 5501 0922 00207239 00207239 §



IMPORTANT INFORMATION

Finance Charge Calculation Methods and Computation of Average Daily Balance Subject to Finance Charge: The Finance Charge Calculation Method
applicable to your account for Cash Advances and Credit Purchases of goods and services that you obtain through the use of your card is specified on the
front side of this statement and explained below:

Method A - Average Daily Batance (including current transactions): The Finance Charge on purchases begins on the date the transaction posted to your
account. The Finance Charge on Cash Advances begins on the date you obtained the cash advance, or the first day of the billing cycle within which it is
posted to your account, whichever is later. There is no grace period.

The Finance Charges for a billing cycle are computed by applying the Periodic Rate to the “average daily balance” of your account. To get the average daily
balance, we take the beginning balance of your account each day, add any new purchases or cash advances, and subtract any payments, credits,
non-accruing fees, and unpaid finance charges. This gives us the daily balance. Then we add up all the daily balances for the billing cycle and divide the total
by the number of days in the billing cycle.

Method E - Average Daily Balance (excluding current transactions): To avoid incurring an additional Finance Charge on the balance of purchases (and cash
advances if Method E is specified as applicable to cash advances) reflected on your monthly statement, you must pay the New Balance shown on your
monthly statement on or before the Payment Due Date. The grace period for the New Balance of purchases extends to the Payment Due Date.

The Finance Charges for a billing cycle are computed by applying the Periodic Rate to the “average daily balance” of purchases (and if applicable, cash
advances). To get the average daily balance, we take the beginning balance of your account each day and subtract any payments, credits, non-accruing fees,
and unpaid finance charges, We do not add in any new purchases or cash advances. This gives us the daily balance. Then we add up all the daily balances
for the billing cycle and divide the total by the number of days in the billing cycle.

Method G - Average Daily Balance (including current fransactions): To avoid incurring an additional Finance Charge on the balance of purchases (and cash
advances, if Method G is specified as applicable to cash advances) reflected on your monthly statement and, on any new purchases (and if applicable, cash
advances) appearing on your next monthly statement, you must pay the New Balance, shown on your monthly statement, on or before the Payment Due Date.
The grace period for the New Balance of purchases extends to the Payment Due Date.

The Finance Charges for a billing cycle are compuied by applying the Periodic Rate to the “average daily balance” of purchases (and if applicable, cash
advances). To get the average daily balance, we take the beginning balance of your account each day, add any new purchases or cash advances, and
subtract any payments, credits, non-accruing fees, and unpaid finance charges. This gives us the daily balance. Then we add up all the daily balances for the
billing cycle and divide the total by the number of days in the billing cycle.

Payment Crediting and Credit Balance: Payments received at the location specified on the front of the statement after the phrase "MAKE CHECK PAYABLE
TO" will be credited to the account specified on the payment coupon as of the date of receipt. Payments received at a different location or payments that do
not conform to the requirements set forth on or with the periodic statement (e.g. missing payment stub, payment envelope other than as provided with your
statement, multiple checks or mulliple coupons in the same envelope) may be subject to delay in crediting, but shall be credited within five days of receipt. If
there is a credit balance due on your account, you may request in writing, a full refund. Submit your request to the Account Inquiries address on the front of
this statement.

By sending your check, you are authorizing the use of the information on your check to make a one-time electronic debit from the account on which the check
is drawn, This electronic debit, which may be posted to your account as early as the date your check is received, will be only for the amount of your check.
The original check will be destroyed and we will retain the image in our records. If you have questions please call the customer service number on the front of
this billing statement.

Closing Date: The closing date is the last day of the billing cycle; all transactions received after the closing date will appear on your next statement.

Annual Fee: If your account has been assessed an annual fee, you may avoid paying this annual fee by sending written notification of termination within 30
days following the mailing date of this bill. Submit your request to the Account Inquiries address on the front of this statement. You may use your card(s)
during this 30 day period but immediately thereafter must send your card(s), which you have cut in half, to this same address.

Negalive Credit Reports: You are hereby notified that a negative credit report reflecting on your credit record may be submitted to a credit reporting agency if
you fail 1o fulfill the terms of your credit obligations.

BILLING RIGHTS SUMMARY

In Case of Errors or Inquiries About Your Bill: If you suspect there is an error on your account or you need information about a transaction on your bill, send
your written inquiry to the Account Inquiries address on the front of this statement within 60 days of the date of the statement containing the transaction in
question. You may telephone us, however a written request is required to preserve your rights.

In your letter, give us the following information:

* Your name and account number.
. The dollar amount of the suspected error.
+ Describe the error and explain, if you can, why you believe there is an error. If you need more information, describe the item you are unsure about.

You do not have to pay any amount in question while we are investigating, but you are still obligated to pay the parts of your bill that are not in question. While
we investigate your question, we cannot report you as delinquent or take any action to collect the amount you question.

Please provide a legal document evidencing your name change, such as a court document.
Please use blue or black ink to complete form

NAME CHANGE gt
First P Middle
ADDRESS CHANGE Street
City State ZIP Code
Home Phone | ) “ Business Phone { ) i
Cell Phone | ) " E-mail Address B -
SIGNATURE REQUIRED

TO AUTHORIZE CHANGES Signature

37914 - 26223
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JENNIFER VIGIL V’SA

PC COMMUNITY DEV ADMIN
Account Number: #55¢ #HHHE #HHEE 0922
Page 3 of 3

Finance Charge Summary / Plan Level Information

1 FCM = Finance Charge Method
(V) = Variable Rate If you have a variable rate account the periodic rate and Annual Percentage Rate (APR) may vary.

Plan Plan FCM! Average Periodic [ Corresponding | Finance |Effective APR| Effective| Ending
Name Description Daily Balance Rate * APR Charges| Fees* APR Balance

Purchases

PBUSO1 PURCHASE G $0.00 2.27000%(M) 27.2400%(V)  $0.00 $0.00  0.0000% $2,072.39
001

Cash

cBUSO1 CASH A $0.00 2.52000%(M) 30.2400%(V) $0.00 $0.00 0.0000% $0.00
001

* Periodic Rate (M)=Monthly (D)=Daily Days In Billing Cycle: 31

** includes cash advance and foreign currency fees APR = Annual Percentage Rate

37914 - 26223



£8 ) FIRST FEDERAL BANK

Corporate Account Name: PANAMA CITY COMM DEVELOPME
Account Name: PANAMA CITY COMM DEVELOPME

Previous Account Balance $37,842.14

Payments and Credits $37,842.14
Purchases and Debits $21,916.99
Cash Advances $0.00
Fees $0.00
Finance Charges $0.00
New Ending Balance $21,916.99
Total Amount of Disputes $0.00

Page 1 of 5

Corporate Number: 205388
Account Ending In: 0506

Statement Closing Date 03/03/2024
Days This Period 29
Credit Limit $80,000.00
Available Credit $58,012.00
Cash Limit $40,000.00
Available Cash $40,000.00
Payment Due Date 03/28/2024
Payment Amount Due $658.00

Questions? View your account information online at www.ffbf.com or call our Customer Service Center toll free at 1-855-609-3578 or 1-877-499-0572.

Send Billing Inquiries and Correspondence to:
P.O. Box 2087, Omaha, NE 68103-2087

Mail Payments to: P.O. Box 2711, Omaha, NE 68103-2711

THANK YOU FOR CHOOSING FIRST FEDERAL BANK FOR YOUR CREDIT CARD NEEDS.

REWARDS SUMMARY REFLECTS POINTS ACTIVITY THROUGH THE END OF THE PREVIOUS MONTH.
ALWAYS REFER TO YOUR UCHOOSE REWARDS ONLINE ACCOUNT FOR YOUR CURRENT POINTS BALANCE.

First Federal Bank
4705 HWY 90 W
Lake City FL 32055-4884

VISA

PANAMA CITY COMM DEVELOPME
101 W BEACH DR
PANAMA CITY FL 32401-2740

Account Ending In 0506

Payment Due Date 03/28/2024

New Balance $21,916.99

Minimum Payment Due $658.00
Make Check Payable To: $ |

First Federal Bank
P.O. Box 2711
Omaha NE 68103-2711

4241694500121 54°70000006540000002291L999




IMPORTANT INFORMATION

Interest Charge Calculation Methods and Computation of Average Daily Balance Subject to Interest Charge. The Interest Charge Calculation Method applicable to your account for Cash
Advances and Credit Purchases of goods and services that you obtain through the use of your card is specified and explained below:

Explanation of Interest Charge for Cash Advance Plans and Retail/Purchase Plans

Cash Advance Plans - Average Daily Balance (including current transactions). The Interest Charge on cash advances begins from the date you obtained the cash advance, or the first day of the
billing cycle in which it is posted to your account, whichever is later. There is no grace period provided for current cycle transactions.

The Interest Charges for a billing cycle are computed by dividing the Annual Percentage Rate (APR) by 12 and applying to the "average daily balance" of cash advances. To get the average daily
balance, we take the beginning cash balance of your account each day, add any new cash advances, and subtract any payments, c redits, non-accruing fees, and unpaid Interest Charges. This gives
us the average daily cash advance balance. Then we add up all the daily balances for the billing cycle and divide the total by the number of days in the billing cycle.

Retail /Purchase Plans - Average Daily Balance (including current transactions). To avoid incurring an additional Interest Charge on the balance of purchases reflected on your monthly statement
and on any new purchases appearing on your next monthly statement, you must pay the New Balance shown on your monthly stateme nt on or before the Payment Due Date. The grace period for
the New Balance of purchases extends to the Payment Due Date.

The Interest Charges for a billing cycle are computed by dividing the Annual Percentage Rate (APR) by 12 and applying to the "average daily balance" of retail /purchase balances. To get the
average daily balance, we take the beginning retail/purchase balance of your account each day, add any new purchases, and subtract any payments, credits, non-accming fees, and unpaid Interest
Charges. This gives us the average daily retail/purchase balance. Then we add up all the daily balances for the billing cycle and divide the total by the number of days in the billing cyc le.

Payment Crediting and Credit Balance: Payments received at the location specified on the front of the statement after the phrase” MAKE CHECK PAYABLE TO” will be credited as of the date of
receipt to the account specified on the payment coupon. Payments received at locations other than the address specified or pa yments that do not conform to the requirements set forth on or with the
periodic statement (e.g. missing payment stub, payment envelope other than as provided with your statement, multiple checks or multiple coupons in the same envelope) may be subject to delay in
crediting, but shall be credited within five days of receipt. If there is a credit balance due on your account, you may request, in writing, a full refund. Submit your request to the address indicated on
the front of this statement after the phrase "SEND INQUIRY TO".

By sending your check, you are authorizing the use of the information on your check to make a one-time electronic debit from the account on which the check is drawn. This electronic debit, which
may be posted to your account as early as the dat your check is received, will be only for the amount of your check. The original check will be destroyed and we will retain its image in our records.
If you have questions please call the customer service number on the front of this billing statement.

Closing Date: The closing date is the last day of the billing cycle; all transactions received after the closing date will appear on your next statement.

Annual Fee: If your account has been assessed an annual fee, you may avoid paying this annual fee by sending written notification of termination within 30 days following the mailing date of this
bill, to the address found at the top of the first page of this bill under your financial institution's name. You may use your card(s) during this 30 day period but inmediately thereafter must send your
card(s), which you have cut in half, to this same address.

Negative Credit Reports: We may report information about your account to credit bureaus. Late payments, missed payments, or other defaults on your acc ount may be reflected in your credit
report.

BILLING RIGHTS SUMMARY

In Case of Errors or Inquiries About Your Bill. If you think your bill is wrong, or if you need more information about a transaction on your bill, write us on a separate she et of paper at the address
indicated on the front of this statement after the phrase “Send Inquiries To” as soon as possible. We must hear from you no later than 60 days after we sent you the first bill on which the error or
problem appeared. You can telephone us, but doing so will not preserve your rights.
In your letter, give us the following information:

Your name and account number

-The dollar amount of the suspected error

‘Describe the error and explain, if you can, why you believe there is an error. If you need more information, describe

the item you are unsure about.

You do not have to pay any amount in question while we are investigating, but you are still obligated to pay the parts of your bill that are not in question. While we investigate your question we
cannot report you as delinquent or take any action to collect the amount you question.

Special Rule For Credit Card Purchases
If you have a problem with the quality of goods or services that you purchased with a credit card, and you have tried in good faith to correct the problem with the merchant, you may not have to pay
the remaining amount due on the goods or services. You have this protection only when the purchase price was more than $50.00 and the purchase was made in your home state or within 100 miles
of your mailing address. (If we own or operate the merchant, or if we mailed you the advertisement for the goods or services, all purchases are covered regardless of amount or location of
purchase).

Report a Lost or Stolen Card Immediately: Please notify First Federal Bank immediately if your Card is lost or stolen. You may telephone our Card Service Center at 1-855-609-3578 or
1-540-707-4026. You may also contact First Federal Bank at 1-877-499-0572 to report the loss, theft or possible unauthorized use of the Card. You may be liable for the unauthorized use of the
Card, but you will not be liable for unauthorized use that occurs after you notify First Federal Bank, verbally or in writing, of the loss, theft or possible unauthorized use of your Card. Inany case,
your liability for unauthorized use of the Card will not exceed $50. Do not use your account after you report a lost or stolen card.

OI1EIN176 - 11/02/21



£8 ) FIRST FEDERAL BANK

Account Name: PANAMA CITY COMM DEVELOPME

Page 3 of 5

Account Number Ending In: 0506

PANAMA CITY COMM DEVELOPME
Card Ending In 0506

Post Tran Reference Number Transaction Description $Amount
Date Date
02/21 02/21  7424167E400Xv4034 PAYMENT THANK YOU LAKE CITY FL 37,842.14-
Total Activity 37,842.14-
Total Fees This Period 0.00
03/03 03/03 Interest Charge on Purchases 0.00
03/03 03/03 Interest Charge on Cash Advances 0.00
Total Interest This Period 0.00
JENNIFER VIGIL
Card Ending In 0522 Total Amount  $13,736.96
Post Tran Reference Number Transaction Description $Amount
Date Date
02/04 02/01  2444500DHEJ1NSSM5 PY *STORAGE DEPOT 850-640-2161 FL 462.80
02/04 02/02  2418310DHS66IX0BT PANCAKERY-PCB PANAMA CITY B FL 27.28
02/04 02/02  2424760DH8R2SDMYQ AGS EXPO SERVICES 407-292-6162 FL 414.34
02/04 02/04  2449215DKLXXNDI96 UBER TRIP HELP.UBER.COM CA 18.36
02/05 02/05  2449215DLLW5GWX06 UBER TRIP HELP.UBER.COM CA 20.98
02/05 02/05  2449215DLMLE1IM7VG UBER TRIP HELP.UBER.COM CA 22.85
02/05 02/05  2449215DLMLON7B72 UBER TRIP HELP.UBER.COM CA 21.64
02/05 02/05  2449215DLMN9IKQ5L UBER TRIP HELP.UBER.COM CA 19.72
02/05 02/05  2494300DMP5BLBXPS HOTEL INDIGO PANAMA 8502316521 FL 111,99
02/05 02/05  2494300DMP5BOHHPM HOTEL INDIGO PANAMA 8502316521 FL 223.98
02/06 02/06  2449215DMLSFHTM4V UBER TRIP HELP.UBER.COM CA 17.78
02/06 02/06  2449215DMLWA9XVOP UBER TRIP HELP.UBER.COM CA 18.42
02/06 02/06  2449215DMLY3VL35P UBER TRIP HELP.UBER.COM CA 45.15
02/06 02/06  2469216DM2YHVVFQ3 IN *JOSIE FERRAIOLI = 850-8148783 FL 85.00
02/07 02/07  2405523DPRL4GXN51 FONTAINEBLEAU RESORT MIAMI BEACH FL 1,581.18
02/07 02/07  2405523DPRL4G93F5 FONTAINEBLEAU RESORT MIAMI BEACH FL 1,581.18
02/07 02/07  2449215DNLRRD45GE ADOBE INC. 408-536-6000 CA 299.96
02/07 02/07  2449215DNMNJ1RQWS UBER TRIP HELP.UBER.COM CA 48.73
02/13  02/13  2469216DW30IM54GB INTUIT *QBooks Online CL.INTUIT.COM CA 171.00
02/14 02/14  2400097DY3289137W HARRISONS - F&B 850-2316521 FL 69.92
02/14 02/14  2411641DZ1ZA4RXFT PAYPAL *MARK 402-935-7733 FL 650.00
02/19 02/19  2444500E28PV33IWD FSP*HSMAL 703-506-2025 VA 295.00
02/20 02/20  2442733E3LYR5WOYQ PIGGLY WIGGLY PANAMA CITY FL 28.83
02/20 02/20  2469216E335Y5WXMA BLUECROSS+BLUESHIELD ~ 904-791-6111 FL 4,193.97
02/22  02/22  2474400E5S66KE0QV GOIN' TO THE BEACH 850-2354044 FL 37.82
02/27 02/27  2470780EBOVZQOLZZ THE PRESS - HARRISON AVE PANAMA CITY FL 11.51
02/27 02/27  2403724EBS66F0XQ6 UNCLE ERNIES BAY FRONT GR PANAMA CITY FL 109.38
02/28 02/28  2443099EBR3EHQI5H APPLE.COM/BILL 800-275-2273 CA 79.99
02/29 02/29  2471705EDTAS9794D DELTA AIR 0062214377561800-2211212 CA 439.20




£8 ) FIRST FEDERAL BANK

Account Name: PANAMA CITY COMM DEVELOPME

Page 4 of 5

Account Number Ending In: 0506

Post Tran Reference Number
Date Date

02/29 02/29 04/03/241DLV

02/29  02/29 2DLV
02/29  02/29 3DLL
02/29  02/29 4DLL

03/01 03/01  2444500EEEJ4P8L22
03/01 03/01  2469216EE34GTD2MN
03/01 03/01  2471705EETASHLOKO
03/01 03/01 05/08/24 1 DL X

03/01 03/01 2DLX
03/01 03/01 3DLX
03/01 03/01 4 DL X

03/01 03/01  2475542EE8EMOH6RH

SHELBIE SCIPPIO
Card Ending In 0530

Post Tran Reference Number
Date Date

02/05 02/05  2420785DM4R8P45YE
02/08 02/08  2413746DRO14N6W92
02/20 02/20  2468807E30T51BYA8

02/29 02/29  2401134EDO0035TY5

02/29  02/29  2471705EDTASO3EVO

02/29 02/29 04/03/241DLV

02/29  02/29 2DLV
02/29  02/29 3DLL
02/29  02/29 4DLL

LAUREN BEAUCHAMP
Card Ending In 0555

Post Tran Reference Number
Date Date

02/04 02/04  2420429DK003XMGHR
02/14 02/14  2420429DX003HOTF4
02/21 02/21  2469216E42X6LQASD
02/27 02/27  2420429EA01JTF5BW
02/29  02/29  2420429EQO03A5BWO
02/29  02/29  2471705EDTASO1HIY
02/29 02/29 04/03/241DLV

02/29  02/29 2DLV
02/29  02/29 3DLL
02/29  02/29 4DLL

03/01 03/01  2475542EES8EMOH6T3

AUBREY E HASKELL
Card Ending In 1694

Post Tran Reference Number
Date Date

02/04 02/02  2471705DJTAJ56QHV

Transaction Description

ECP ATL
ATL TPA
TPA ATL
ATL ECP

PY *STORAGE DEPOT 850-640-2161 FL
IN *GORGEOQOUS 850-8888474 FL
DELTA AIR 0062215060186800-2211212 CA

ECP ATL
ATL BHM
BHM ATL
ATL ECP

SHERATON HOTELS SAND KEY 727-5951611 FL

Transaction Description

FADMO 850-2226000 FL

PUBLIX #481 PANAMA CITY FL

BEST NAME BADGES 888-445-7601 FL
BITLY.COM BITLY.COM NY

DELTA AIR 0062215241898800-2211212 CA

ECP ATL
ATL TPA
TPA ATL
ATL ECP

Transaction Description

FACEBK WG5EAYP7M2 650-5434800 CA
FACEBK BKKIQZK7M2 650-5434800 CA
SQ *HERITAGE EXCURSIONS L gosq.com FL
FACEBK 8Y7EN2G7M2 650-5434800 CA

FACEBK 2ZM8R2G7M2 650-5434800 CA
DELTA AIR 0062214175773800-2211212 CA
ECP ATL

ATL TPA

TPA ATL

ATL ECP

SHERATON HOTELS SAND KEY 727-5951611 FL

Transaction Description

DELTA AIR Baggage Fee 800-2211212 FL

$Amount

462.80
1,250.00
617.20

299.00

Total Amount $1,507.81

$Amount

785.00
79.29
169.32
35.00
439.20

Total Amount $3,993.56

$Amount

900.00
900.00
447.56
900.00
107.80
439.20

299.00

Total Amount $2,062.29

$Amount

30.00




£8 ) FIRST FEDERAL BANK

Account Name: PANAMA CITY COMM DEVELOPME

Page 5 of 5

Account Number Ending In: 0506

Post Tran Reference Number

Date Date

02/06  02/06  2449215DMLRL8YMH4
02/06  02/06  2449215DMLSFVQAILL
02/09 02/09  2469216DR2YONWY3X
02/13 02/13  2401514DW2DZP73B8
02/14 02/14  2420298DY0VZ626Q4
02/15 02/15  2476197DZ613TA7MJ]
02/27 02/27  2471705EA7VZXTTFA
02/28 02/28  2422638EQAT89Q4TO

JESSICA BRIGHT
Card Ending In 1892

Post Tran Reference Number

Date Date

02/08 02/08 2470780DPOTS56ZBAY
02/09 02/09  2470780DROT57PEOE
02/13 02/13  2469216DW30GNEFV7
02/14 02/14  2443186DY0OVZ6GDI1
02/14 02/14  2470780DX0T56ZZR9
02/14 02/14  2470780DYOVZH2SE3
02/14 02/14  2411641DZ1Z9X1QSW
02/14 02/14  2469216DX31H2R68B
02/15 02/15 2401134DY001EAMTK
02/15 02/15  2413746DZ5SDZIHTN
02/15 02/15  2469216DY325ATQKB
02/16  02/16  2444500E0BLM87042
02/28 02/28  2422638EQAT89QH2F
03/01 03/01  2413746EE018RKKK6

Transaction Description

UBER TRIP HELP.UBER.COM CA

UBER TRIP HELP.UBER.COM CA
ABF*TRANSPORTATION SVC 479-785-6440 AR
IDEMIA TSA PRECHECK ~ 877-512-6962 FL
Destination Marketing Ass512-485-3189 DC
TOASTMASTERS OTHER 1111111111 CO
ALLIANT ENERGY CENTER 1 608-2669072 WI
SAMSCLUB.COM 888-746-7726 AR

Transaction Description

BAY FOODMART PANAMA CITY FL

DAN D DONUTS PANAMA CITY FL

AMZN Mktp US*RB1E46BI1 Amzn.com/bill WA
ST. ANDREWS BODEGA PANAMA CITY FL
JUTE & PALM PANAMA CITY FL

THE PRESS - HARRISON AVE PANAMA CITY FL
PAYPAL *WA 402-935-7733 WA

SQ *LATE BLOOMER Panama City FL

LS SUNJAMMERS WATERSP  185-08193440 FL
HOBBY LOBBY #339 PANAMA CITY FL

SQ *LITTLE INDIGO SPA Panama City FL
SAMS CLUB #8151 PANAMA CITY FL
SAMSCLUB.COM 888-746-7726 AR
USPS PO 1172620051 PANAMA CITY FL

Total Amount

$Amount

5.00
19.94
446.54
78.00
595.00
40.00
809.33
38.48

$616.37
$Amount

3.00
43.85
69.67
59.57
47.52
16.05

100.84
48.60
27.02
11.76
28.00
36.74
55.75
68.00

Type of Balance Annual . Balance Interest Charge
Percentage Rate (APR) Subject To Interest Rate

Purchases 14.90% $0.00 $0.00

Cash Advance 14.90% $0.00 $0.00

Balance Transfer 14.90% $0.00 $0.00

Total fees charged in 2024
Total interest charged in 2024




Date
2/28/2024

2/20/2024

3/1/2024

3/1/2024
3/1/2024
2/29/2024
2/7/2024
2/7/2024
2/7/2024
2/6/2024
2/6/2024
2/6/2024
2/6/2024
2/5/2024
2/5/2024
2/5/2024
2/5/2024
2/4/2024
2/29/2024
3/1/2024
2/29/2024
2/6/2024
2/6/2024
2/2/2024

2/5/2024
2/5/2024

2/9/2024
3/1/2024

3/1/2024
2/1/2024

2/27/2024
2/27/2024
2/14/2024

2/2/2024
2/29/2024
2/27/2024
2/14/2024

2/4/2024
2/28/2024
2/27/2024
2/15/2024
2/15/2024
2/15/2024
2/14/2024
2/14/2024
2/14/2024
2/14/2024

2/9/2024

2/22/2024
2/14/2024

2/2/2024
2/13/2024

2/20/2024
2/20/2024

2/8/2024
2/28/2024
2/16/2024
2/14/2024
2/13/2024

2/8/2024

Posted date Merchant
2/28/2024 APPLE.COM/BILL

2/20/2024 BLUECROSS+BLUESHIELD

3/1/2024 IN *GORGEOUS

3/1/2024 DELTAAIR *******%%(186
3/1/2024 SHERATON HOTELS SAND KEY
2/29/2024 DELTAAIR *****xxx*7567
2/7/2024 FONTAINEBLEAU RESORT
2/7/2024 UBER TRIP

2/7/2024 FONTAINEBLEAU RESORT
2/6/2024 UBER TRIP

2/6/2024 UBER TRIP

2/6/2024 IN *JOSIE FERRAIOLI
2/6/2024 UBER TRIP

2/5/2024 UBER TRIP

2/5/2024 UBER TRIP

2/5/2024 UBER TRIP

2/5/2024 UBER TRIP

2/4/2024 UBER TRIP

2/29/2024 DELTAAIR *****xxxx1898
3/1/2024 SHERATON HOTELS SAND KEY
2/29/2024 DELTAAIR *****xxxx5773
2/6/2024 UBER TRIP

2/6/2024 UBER TRIP

2/4/2024 DELTAAIR Baggage Fee

2/5/2024 HOTEL INDIGO PANAMA
2/5/2024 HOTEL INDIGO PANAMA

2/9/2024 ABF*TRANSPORTATION SVC
3/1/2024 USPS PO 1172620051

3/1/2024 PY *STORAGE DEPOT
2/4/2024 PY *STORAGE DEPOT

2/27/2024 UNCLE ERNIES BAY FRONT GR
2/27/2024 THE PRESS - HARRISON AVE
2/14/2024 PAYPAL *MARK

2/4/2024 AGS EXPO SERVICES
2/29/2024 FACEBK 2ZM8R2G7M2
2/27/2024 FACEBK 8Y7EN2G7M2
2/14/2024 FACEBK BKKJQZK7M2

2/4/2024 FACEBK WG5EAYP7M2
2/28/2024 SAMSCLUB.COM
2/27/2024 ALLIANT ENERGY CENTER 1
2/15/2024 LS SUNJAMMERS WATERSP
2/15/2024 SQ *LITTLE INDIGO SPA
2/15/2024 HOBBY LOBBY #339
2/14/2024 THE PRESS - HARRISON AVE
2/14/2024 ST. ANDREWS BODEGA
2/14/2024 JUTE & PALM
2/14/2024 SQ *LATE BLOOMER

2/9/2024 DAN D DONUTS

2/22/2024 GOIN'TO THE BEACH

2/14/2024 HARRISONS - F&B
2/4/2024 PANCAKERY-PCB

2/13/2024 IDEMIATSA PRECHECK

2/20/2024 PIGGLY WIGGLY

2/20/2024 BEST NAME BADGES
2/8/2024 PUBLIX #481

2/28/2024 SAMSCLUB.COM

2/16/2024 SAMS CLUB #8151

2/14/2024 PAYPAL *WA

2/13/2024 AMZN Mktp US*RB1E46BI1
2/8/2024 BAY FOODMART

Account

0 Total
52207
52207 Total
53401
53401 Total
54000
54000
54000
54000
54000
54000
54000
54000
54000
54000
54000
54000
54000
54000
54000
54000
54000
54000
54000
54000
54000
54000 Total
54001
54001
54001 Total
54200
54200
54200 Total
54400
54400
54400 Total
54800
54800
54800
54800
54800
54800
54800
54800
54800
54800
54800
54800
54800
54800
54800
54800
54800
54800
54800 Total
54900
54900
54900
54900
54900 Total
55200
55200
55200
55200
55200
55200
55200
55200
55200 Total

Amount

$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$

79.99
79.99
4,193.97
4,193.97
1,250.00
1,250.00
617.20
299.00
439.20
1,581.18
48.73
1,581.18
45.15
18.42
85.00
17.78
22.85
19.72
21.64
20.98
18.36
439.20
299.00
439.20
5.00
19.94
30.00
6,068.73
223.98
111.99
335.97
446.54
68.00
514.54
462.80
462.80
925.60
109.38
11.51
650.00
414.34
107.80
900.00
900.00
900.00
38.48
809.33
27.02
28.00
11.76
16.05
59.57
47.52
48.60
43.85
5,123.21
37.82
69.92
27.28
78.00
213.02
28.83
169.32
79.29
55.75
36.74
100.84
69.67
3.00
543.44

Description
DO NOT REQUEST REIMBURSEMENT

Staff Health Insurance Premiums

Website Maintenance

Staff Travel

DF Marketing Summit - Staff Travel
Staff Travel

Visit Florida Encounter - Staff Travel
Staff Travel

Visit Florida Encounter - Staff Travel
Staff Travel

Staff Travel

Staff Travel

Staff Travel

Staff Travel

Staff Travel

Staff Travel

Staff Travel

Staff Travel

Staff Travel

DF Marketing Summit - Staff Travel
Staff Travel

Staff Travel

Staff Travel

Staff Travel

Living shoreline consultant - Non- staff travel
Living shoreline consultant - Non- staff travel

Visit Florida Encounter - Freight
Postage Stamps

Storage Unit
Storage Unit

Beach TV Video Interviews

Beach TV Video Interviews

Photography - KOSA Mardi Gras

Visit Florida Encounter - Tradeshow
Social Media

Social Media

Social Media

Social Media

Canoecopia Tradeshow candy
Canoecopia Tradeshow Furnishing
Public Outreach - Death by Chocolate GB
Public Outreach - Death by Chocolate GB
Public Outreach - Death by Chocolate GB
Public Outreach - Death by Chocolate GB
Public Outreach - Death by Chocolate GB
Public Outreach - Death by Chocolate GB
Public Outreach - Death by Chocolate GB
Donuts for Winter Resident Days

PCB Annual Dinner

Lunch Meeting with Advance Travel Tourism
CDME Meeting with Visit PCB CMO

TSA Precheck - Staff Travel

Lite Bites for Partner Engagement Meeting
Name Badges

Lite Bites for DPC Board Meeting

Candy for VC

Candy for VC

Guest Book for VC

Office Supplies

Ice for DPC Board Meeting

Lastfour Name on card
522 JENNIFER VIGIL

522 JENNIFER VIGIL

522 JENNIFER VIGIL

522 JENNIFER VIGIL
522 JENNIFER VIGIL
522 JENNIFER VIGIL
522 JENNIFER VIGIL
522 JENNIFER VIGIL
522 JENNIFER VIGIL
522 JENNIFER VIGIL
522 JENNIFER VIGIL
522 JENNIFER VIGIL
522 JENNIFER VIGIL
522 JENNIFER VIGIL
522 JENNIFER VIGIL
522 JENNIFER VIGIL
522 JENNIFER VIGIL
522 JENNIFER VIGIL
530 SHELBIE SCIPPIO
555 LAUREN BEAUCHAMP
555 LAUREN BEAUCHAMP
1694 AUBREY E HASKELL
1694 AUBREY E HASKELL
1694 AUBREY E HASKELL

522 JENNIFER VIGIL
522 JENNIFER VIGIL

1694 AUBREY E HASKELL
1892 JESSICA BRIGHT

522 JENNIFER VIGIL
522 JENNIFER VIGIL

522 JENNIFER VIGIL

522 JENNIFER VIGIL

522 JENNIFER VIGIL

522 JENNIFER VIGIL

555 LAUREN BEAUCHAMP

555 LAUREN BEAUCHAMP

555 LAUREN BEAUCHAMP

555 LAUREN BEAUCHAMP
1694 AUBREY E HASKELL
1694 AUBREY E HASKELL
1892 JESSICA BRIGHT
1892 JESSICA BRIGHT
1892 JESSICA BRIGHT
1892 JESSICA BRIGHT
1892 JESSICA BRIGHT
1892 JESSICA BRIGHT
1892 JESSICA BRIGHT
1892 JESSICA BRIGHT

522 JENNIFER VIGIL
522 JENNIFER VIGIL
522 JENNIFER VIGIL
1694 AUBREY E HASKELL

522 JENNIFER VIGIL

530 SHELBIE SCIPPIO

530 SHELBIE SCIPPIO
1892 JESSICA BRIGHT
1892 JESSICA BRIGHT
1892 JESSICA BRIGHT
1892 JESSICA BRIGHT
1892 JESSICA BRIGHT



2/19/2024
2/13/2024
2/7/2024
2/29/2024
2/5/2024

2/21/2024
2/15/2024
2/14/2024

2/19/2024 FSP*HSMAI
2/13/2024 INTUIT *QBooks Online
2/7/2024 ADOBE INC.
2/29/2024 BITLY.COM
2/5/2024 FADMO

2/21/2024 SQ *HERITAGE EXCURSIONS L
2/15/2024 TOASTMASTERS OTHER
2/14/2024 Destination Marketing Ass

55400
55400
55400
55400
55400
55400 Total
55500
55500
55500
55500 Total

Grand Total
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$

295.00
171.00
299.96
35.00
785.00
1,585.96
447.56
40.00
595.00
1,082.56

21,916.99

Annual Membership

Quickbooks software

Software Monthly Fee

Software Monthly Fee

DF Marketing Summit Registrations JV SS LB

Staff Training Geography
Professional Development Training
DI - PDM Certificate Registration

522 JENNIFER VIGIL
522 JENNIFER VIGIL
522 JENNIFER VIGIL
530 SHELBIE SCIPPIO
530 SHELBIE SCIPPIO

555 LAUREN BEAUCHAMP
1694 AUBREY E HASKELL
1694 AUBREY E HASKELL



Living Shoreline Project Presentation

Panama City Community Development Council
dba Destination Panama City
Agenda Item Summary

1. PRESENTER NAME: 2. MEETING DATE:
Jennifer M. Vigil
President & CEO 4/11/2024

3. REQUESTED MOTION/ACTION:

Board hear presentation by IFAS partners regarding potential living shoreline project.

4. AGENDA 5. IS THIS ITEM BUDGETED (IF APPLICABLE)?: Yes [ No [ IF No, STATE ACTION REQUIRED [] N/A
BUDGET ACTION:

PRESENTATION [] FINANCIAL IMPACT SUMMARY STATEMENT:

PUBLIC HEARING []

CONSENT L]

REGULAR X DETAILED ANALYSIS ATTACHED?: YES [ No []

6. BACKGROUND: ( WHY IS THE ACTION NECESSARY, WHAT ACTION WILL BE ACCOMPLISHED, (WHO, WHERE, WHEN & HOW)

Destination Panama City staff has been working with University of Florida IFAS extension office regarding the
potential for a living shoreline along the western sea wall of the Panama City Marina. This would be the side
perpendicular to the Destination Panama City shoreline and parallel to the western side of the Hotel Indigo.
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The team of The Sports Force, Odell, International Stadia
Consultancy, LLC (ISC, LLC), Lou Hammond and Associ-
ates, Young Strategies, and Robin Malpass & Associates
has provided an in-depth Tourism Development & Eco-
nomic Opportunity Study for the City of Panama City.

The scope focuses on saturating our design team within
the City of Panama City and the surrounding region; with
the intent to fully identify and analyze existing assets of
Panama City, Panama City Beach, and the Higher Educa-
tion Hub (FSU - Panama City and Gulf Coast State Col-
lege). It seeks to combine these existing assets with new
catalyst venues to create a unique destination.

We sincerely appreciate the opportunity to provide ser-
vices for this Tourism Development & Economic Oppor-
tunity Study. We believe the tangible content associated
with the study will ensure architectural, functional, and
financial success for the City of Panama City.

PREFACE

The Tourism Development Study is based on leveraging
a unique set of circumstances that are authentic to Desti-
nation Panama City including:

Location: Close proximity to Panama City Beach, a thriv-
ing, internationally-recognized destination that attracts
twelve million annual visitors.

Higher Education Hub: Anchored by Florida State Univer-
sity - Panama City and Gulf Coast State College.

Creative Conducive: Affordable lifestyle surrounded by ac-
cessible natural beauty.

Sense of place: A series of districts and neighborhoods
each with their own distinctive character creates a unique
sense of place.
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Lou Hammond & Associates
An integrated marketing communications company

www.odell.com
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SUMMARY

The pages that follow present a study on Panama City’s
current visitor profile and a detailed look at the destination’s
numerous assets that are prime for tourism development. We
also include activities and events that on their own attract
visitors as well as distinctive qualities that contribute to the
overall visitor experience. Additional thoughts are included
for future consideration, ranging from new services to
infrastructure preservation and enhancement. All findings
and recommendations serve one purpose: to attract new
audiences to Panama City and Bay County on a year-round
basis. By showcasing Panama City’s rich cultural heritage
and diverse communities, we have the opportunity to reach
travelers seeking enrichment and outdoor pursuits in a
scenic waterfront setting. The effects of tourism can be far
reaching — from the creation of high-paying jobs that will
benefit generations and the attraction of new businesses and
residents. After all, everyone is a visitor first.
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PROCESS

The Study reflects an expansive vision for Destination
Panama City. It is based on market research, industry ex-
pertise and an authentic sense of place.

Live
Stay
Shop

Recharge
Work
Dine

Play
Connect
Discover
Learn

Heal







PROCESS

Four (4) key districts are a focus of this study:

Downtown District

St. Andrews District
Downtown North District
Millville District
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City of Panama City | Tourist Development & Economic Opportunity



HISTORIC PANAMA CITY

“THE BAY CITY"
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ST. ANDREWS BAY IS PAN-
AMA CITY’'S GREATEST RE-—
SOURCE AND HAS THE MOST
POTENTIAL FOR FUTURE
TOURISM (CH 3 - MOVING
FORWARD). MANY CATA-
LYST VENUES WERE MOTI-
VATED BY UTILIZATION OF
AND ENGAGEMENT WITH
THE BAY, SO THE CITY CAN
RIGHTFULLY EARN THE NICK-
NAME OF: “THE BAY CITY”

e ——

| LIVE

T. ANDREW BAY

P |
_—

—_—

=
ore modern settlement began in the 1800s, the St. Andrew Bay

—————=——area-was home to Native Americans. Then, as today, the abundant

fishrrthe Gulf of Mexico and St. Andrew Bay provided fresh seafood
to those original locals, as well as visitors to the sandy white shores.

Spanish explorers gave the St. Andrew Bay its present name in the
1500's as they explored the northeast gulf coast. Pirates also found
the deep pockets of the Bay to be a prime spot to lie in wait for richly
laden European ships en route to Mexico or Spain. An old Spanish
galleon and a 700-pound cannon were unearthed during construc-
tion of a motel in the early 60s, proving the presence of such pirates...
and opening the door to the possibility of pirate treasure!

Thanks to the sinking of modern day ships for artificial reefs, the bay
and the surrounding waters are well known with sport divers, who
find treasure of a different kind in colorful marine life and underwater
adventure.

Wild dolphins are commonly seen in the waters of St. Andrews Bay;
they are easily spotted when the waters are smooth in the mornings.
In shallower waters, St. Andrews Bay is known for vast schools of mul-
let, red fish and speckled trout. Occasionally a manatee is spotted in
the bay as well.

15
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Many of those long ago landmarks are gone forever, only remembered in the minds
of the people who lived through the changes. But, the history of a place never really
leaves it. History is part of the fabric of the Gulf Coast, and those interested in learn-
ing more can find many ways to explore the past.
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The sugar white beaches of Panama City and North-
west Florida are among the most historic and most
beautiful in the world. Although the area was alive
with settlers and the St. Andrew Bay was even the
site of a skirmish during the Civil War, Panama City
Beach’s history doesn't officially begin until 1936,
when the city was incorporated into Bay County. The
city’s name was reportedly based on being the near-
est American port to the newly opened Panama Ca-
nal. Surrounding the new city were other, small cities
known as West Panama City Beach, Long Beach and
Edgewater. Some years later, the four merged to form
a single chartered government, which kept the name
of Panama City Beach.

The beachfront became a viable tourism destination
after the St. Andrews Bay Bridge was built in 1929,
connecting the barrier island to the mainland. Origi-
nally a low-rise community of cottages, mom-and-
pop motels and laid-back bars like “The Hang Out,’
the beachfront resort area has evolved as real estate
values rose and word spread about its 27-mile white
sandy beach and spectacular Gulf of Mexico sunsets.

Gideon Thomas built the Panama City Hotel in 1935
and aggressively marketed tourism at a time most
locals were only interested in farming. Beginning
in the early 1990s, it became known as Florida’s top
Spring Break location as it welcomed student revelry
shunned by once-dominant destinations Fort Lau-
derdale and Daytona Beach.

Through the years the face of Panama City Beach has
continued to evolve and change. Today it is a pre-
miere destination for visitors from across the world,
most of whom flock to bask in the Florida sun, play
on the beautiful white sand beaches, and watch the
same amazing sunsets over the Gulf of Mexico that
travelers and locals alike have been treated to for
thousands of years.

City of Panama City

Tourist Development & Economic Opportunity
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In 1918 the Panama City Chamber Of Commerce ap-
pointed a committee to lobby for a shipyard in Mill-
ville. As a result there was a contract signed with the
U.S. Shipping Board Emergency Corporation to con-
struct eight barges at the Millville site. The ship build-
ing facility employed 400 people and was located ad-
jacent to the mill at the end of Sherman Avenue. Gulf
Shipbuilding Company also built a second shipyard
on Watson Bayou.

During WWI, the government designated Millville as
the site for construction of eight three-masted schoo-
ner barges but only one was built before the war end-
ed. It was named Millville.

During WWII, Panama City’s operation was an emer-
gency yard, built with 6 ways in the fifth wave of
shipbuilding expansion. The shipyard was known
as the Wainwright Shipyard, after General Jonathan
Wainwright. Wainwright Shipyard opened on April
12, 1942 near the east side of the Hathaway Bridge. It
produced 102 Liberty ships and six tankers. The ship-
yard closed after the war, but was still used for ship
scrapping for several years and is now part of the Port
of Panama City.

PANAMA CITY'’S SHIPBUILD-
ING PAST WAS USED AS
THE INSPIRATION FOR A
VARIETY OF PONTENTIAL
CATALYST VENUES (CH 3
- MOVING FORWARD), IN-
CLUDING THE MARITIME
MUSEUM & SHIPBUILD-
ING TECHNOLOGY CENTER
AND THE REDEVELOPMENT
OF WATSON BAYOU PARK

J
"4 J’

City of Panama City

Tourist Development & Economic Opportunity
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THE ST. ANDREW BAY SALTWORKS

A three-year drought in the St. Andrew Bay area caused a large portion of the popu-
lation to turn to salt making. Salt became one of the Confederacy’s greatest needs
due to the blockade. By 1862, St. Andrew Bay served as one of the most important
salt-making areas in Florida.

There were literally hundreds of salt works along the bays in this part of Florida,
which were constantly being attacked by gunboats and landing parties from the
US Blockading squadron. Today there are two monuments commemorating this
industry, both featuring historic cast iron kettles said to have been used during this
short-lived but essential industry.

City of Panama City

Tourist Development & Economic Opportunity
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The water is a large part of the economy in Bay Coun-
ty and specifically in Panama City. The flags of six na-
tions have flown over the St. Andrew Bay and Panama
City Beach area of Florida. Pirates sailed the coastal
waters and Confederate and Union troops fought for
control of the shorelines.

Sprawling more than 68,000 acres behind the protec-
tion of the Gulf of Mexico shoreline, St. Andrews Bay
in Panama City, Florida teems with aquatic life. The
estuary stretches for more than 20 miles and includes
a wealth of saltwater flats, seagrass beds and deep
channels that harbor a wide variety of game fish. An-
glers can find ample ways to fish the clear waters of
this extensive ecosystem that empties through a nar-
row channel into the Gulf.

Today people can enjoy snorkeling, fishing, dolphin
watching or just relaxing with the locals along the
shores or in the waterways.

25



CONNECT

THE BAY LINE

ATLANTA & ST. ANDREWS
BAY RAILROAD

THROUGH PULLMAN SERVICE

Betwoen
PANAMA CITY, FLA, AND ATLAMNTA, GA.
Via
ABStAERy, Panama City, Fla. - Dathan, Ala. — CofGaRy, Dothan, Ala. - Atlanta, Ga.
ALSIAB RY
520 PM Lv.. City, Fla, 3 [CTH Arr. 10:55 AM
B:31PM " v  TITAM
T:20FM Arr,. il " Lle. BS0AM
F:30PM Ly, ..oooin v A, B AM
11405 PM Arr. (ET1 L. 7:05 AM
MEISPM Ly, ... i " Ar. 6:30 PM
H05AM M ... Mascon, Ga Lv.  2:A45AM
(117:00 AM Arr. AHanbs, Ga oo T L i2NETOPM
26 SMOOTH DIESEL POWER — MAID SERVICE — INDIVIDUAL SEAT, RECLINING COACHES

COMMECTIONS IN ATLAMTA FOR TRAINS IN ALL DIRECTIONS

(1)}—Sleeper may be occupied until B:00 A M.
[2}—Sleeper open for occupancy at 10:00 P.M.




As with many railroads in the region, the
A&SAB began in the minds of timber in-
vestors and land developers seeking to
access the agricultural resources of the
Florida Panhandle and South Alabama.

The Atlanta and St. Andrews Bay
Railroad (A&SAB), also known as
“The Bay Line” was a Class | railroad
which operated in Alabama and

THROUGH AIR-CONDITIONED SLEEPING CAR SERVICE
BETWEEN PANAMA CITY, FLA., AND ATLANTA, GA. FI ori d a

The company was founded in 1906 and opened its mainline be-
tween Dothan, Alabama and Panama City, Florida in 1908.

As with many railroads in the region, the A&SAB began in the
minds of timber investors and land developers seeking to access
the agricultural resources of the Florida Panhandle and South Ala-
bama. Chief among them was A. B. Steele, who created the rail-
road to build south out of Dothan towards the Gulf Coast.

The company incorporated in 1906 and opened its 82-mile line
between Dothan and Panama City in 1908. Panama City was in-
corporated the following year at the terminus of the line. Plans
were soon made to extend the railroad north to Atlanta, however
financial difficulties and pressure from the Central of Georgia rail-
road put an end to any plans for extension.

World War Il brought about a considerable increase in traffic on
the A&SAB. Several military bases in the vicinity of Panama City
ensured the Bay Line would remain a hotbed of activity for the
duration of the war. Shortly after the war in 1947, the A&SAB was
granted Class | status.

Over the years the railroad had a number of different owners and
was renamed the “Bay Line Railroad” during the 1990s. Today, it is
under the direction of Genesee & Wyoming.

|
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The black community of Panama City, known as Shi-
netown, had several different names, such as East End
because it was the eastern-most section of develop-
ment in the greater St. Andrews area. The main industry
in the small community was a sawmill. The community
took its name from a man whose nickname “Shine”
probably came from his practice of making and selling
rum.

The children of the community attended classes in
homes and churches until 1928, when the first official
school opened in Shinetown. However, it operated for
only four months each year and had only grades one,
two, and three. Parents who wanted their children to
attend school beyond that had to pay for the extra
months. The parents also had to buy all the books, pa-
pers, and pencils used at the school.

In 1944, the Shinetown Post Office, which was also
known as Rosenwald, opened, but lasted only until
1949, when service was transferred to Panama City. To-
day the old Shinetown community is known as Glen-
wood.

Redwood Cemetery, which is in the Old Orchard section
of Panama City on Redwood Avenue and 7th Street,
began in 1916, when W.J. Lee sold over two acres of
land for the Colored Peoples’ Cemetery of Millville. This
cemetery across the street from the Potter Temple Holi-
ness Church has many African Americans buried there,
including one of the most famous of them for this area,
Narcisco “Hawk” Massalina.

One other cemetery for African Americans was the Black
Cemetery, which is north of Oakland Cemetery and
near the SW corner of Balboa Avenue and 15th Street in
Panama City. Over one hundred blacks were interred in
that cemetery, which later included convicts who died
at the six-acre convict camp that the state built in 1934
just south of the cemetery. Some city maps still indicate
the location of the Black Cemetery in its original place.

Panama City was the home of Rosenwald Junior Col-
lege, which began in 1958 as one of twelve black junior
colleges in Florida. Its first president was Calvin Wash-
ington, who was also principal of nearby Rosenwald
High School. Its first year enrollment of 35 total stu-
dents, including those in the vocational program, was
so much lower than the 125 expected that the junior
college had to meet in a wing of the black school, but
little by little it added students until it had 177 students
in the 1964-65 school year, before merging with Gulf
Coast Junior (later Community) College in 1966. Mr.
Washington was given a job in the school board office.

In 1994, almost three decades after the black junior
college merged with the white school, officials at Gulf
Coast Community (later State) College dedicated the
Rosenwald Junior College on its main campus.

Florida’s black community has a rich history that
is approaching its 500th anniversary during this
century.Black people have contributed to Flori-

da’s social, economic, and political development.

Massalina Bayou

African American Spanish fisherman
Josea Massalina, a free black Span-
ish merchant marine was founder of
Red Fish Point, a small community on

- " what is now Tyndall Air Force Base.
He jumped ship at St. Joseph in 1836 and made
his way to Red Fish Point to homestead. Massalina
went to Georgia and bought a slave wife and in-
vited about 40 Black families to join him. The com-
munity moved across the bay, settling along the
Bayou now named for the Massalina family. They
constructed a school and church as well as individ-
ual homes. Massalina’s son, Hawk, was a prominent
Panama City ship builder and fisherman. Many
original homes remain in this once-African Ameri-
can neighborhood.

The Rosenwald School
624 Bay Street

A Rosenwald School was the name informally ap-
plied to over five thousand schools, shops, and
teachers’ homes in the United States which were
built primarily for the education of African-Ameri-
can children in the South in the early 20th century.

Located in what was once the black business dis-
trict of Panama City, the Rosenwald School served
black students in Bay County during segregation.
The original building remains on its original site.

29
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In 2011, the college was renamed Gulf Coast State
College (GCSQ) as it changed a number of its 2-year
degrees to 4-year accredited degrees. The school had
previously been named Gulf Coast Community Col-
lege as well as Gulf Coast Junior College.

Serving the community since 1957, GCSC was the
first public two-year institution to open after the 1957
Florida Legislature established a statewide network
of community colleges. Located in Panama City on
Florida’'s Emerald Coast, Gulf Coast is one of 28 pub-
lic colleges in the state, all located within commuting
distance of 96 percent of the population.

Source: www.gulfcoast.edu

From 1957 through 1960, the College operated in
temporary facilities at the Wainwright Shipyard (lo-
cated across the street). The City of Panama City
provided 40 acres for the permanent campus over-
looking St. Andrew Bay; the College purchased the
remaining 40 acres. Construction of new buildings on
the campus began in 1959, with the actual move to
the new campus completed the next year.

For its first nine years, the College served primarily the
residents of Bay County. In the summer of 1966, Gulf
County became part of the College’s service district,
and Franklin County was added in 1984. GCSC has
an enrollment of more than 22,000 credit, noncredit,
workforce, and continuing education students.

Serving the community since

1957, GCSC was the first public

two-year institution to open after

the 1957 Florida Legislature es-

tablished a statewide network of

community colleges.

City of Panama City | Tourist Development & Economic Opportunity
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HEAL

WHITFIELD HOSPITAL

The connections between hospitals in Bay County
began weaving together in 1924 with the opening
of Adams Hospital by Dr. D.M. Adams and associates.
One of those associates, Dr. J.M. Whitfield, eventually
left and formed the Whitfield Hospital in 1930.

Dr. AH. Lisenby joined him, and the hospital changed
to the Whitfield-Lisenby Hospital, later becoming
Lisenby Hospital in 1937. The first Bay County Health
Department opened two years later after the Florida
State Board of Health appointed Dr. A.H. Ball to the
post of county health officer.

In the early 1970s, there were three hospitals in Pan-
ama City: 100-bed Bay Memorial Hospital; 40-bed
Lisenby Hospital; and 30-bed Adams Hospital. All
three facilities were aging; there was a lack of special-
ized care; and none of the hospitals had emergency
departments. Concerned about the quality of care
their patients were receiving, two local doctors, Dr.
Tim Smith and Dr. James Poyner, took a bold risk. They
decided to buy Lisenby Hospital in 1969 and turn it
into a high-quality medical center.

Lisenby hospital continued to expand from 40-beds
to 100-beds to ultimately 150-beds, but there was
a catch. The state granted a certificate of need for a
150-bed hospital, under the condition that Lisenby
close because it was outdated.

The closing of Lisenby Hospital not only marked the

end of an era it also marked the dawn of a new era in
healthcare in Bay County. Gulf Coast Regional Medical 33
Center was born.
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Existing ASSETS to leverage in Panama CITY

DOWNTOWN
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Existing ASSETS to leverage in Panama CITY

ST. ANDREWS
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Existing ASSETS to leverage in Panama CITY
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KEY:

. MLK Jr Boulevard Retail/
Dining/ Entertainment
. Massalina Bayou
. MLKJr Boulevard E 3rd St
. Historic Rosenwald High School
. Wilsons Barber Shop
. Bay Medical Hospital
. MLK Jr Recreation Center

N Cove Ave
N MacArthur Ave

N Palo Alto Ave
N Bonita Ave

. African American Culture Center
. Panama City Shopping District
10.Gulf Coast Medical Center

O O N o B W N

N East Ave
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Existing ASSETS to leverage in Panama CITY

MILLVILLE
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BUNKERS
Dining/ Entertainment
5. Gene’s Oysters
6. Watson Bayou Waterfront Park

1. Millville Gateway
7. Watson Bayou

2. Waterfront Condos

3. Watson Marina
8. Eastern Shipbuilding

4. 3rd Street Retail/
9. Paper Industry
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CHAPTER 3

MOVING FORWARD
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DESTINATION BRANDING AND LOGO DESIGN

= Develop a Genuine Brand for Destination Pana-
ma City using DMAI's preferred method of des-
tination branding “BrandScience”
Develop a BrandPromise or a unique position-
ing statement for Destination Panama City to
act as a filter in determining the appropriate
action, image and message for the brand
A distinctive destination brand provides com-
petitive advantage through differentiation, im-
proves or revitalizes a destination’s image, and
increases opportunities for strategic alliances
and partnerships

DESTINATION MARKETING PLAN

Develop goals, strategies and tactics to maxi-
mize the rollout and impact of the destination’s
brand over the first three years

Strategically focus the destination’s marketing
and messaging in advertising outlets that reach
the desired target audiences

Utilize direct-response marketing campaigns
to capture visitor leads and establish a data-
base of visitor information for future outreach
Incorporate measurable strategies to deter-
mine marketing ROI

PUBLIC RELATIONS

Creating awareness and excitement for Panama
City through an aggressive, proactive campaign
could be jump-started immediately. A segmented
plan can hit the right audiences with the right
messages at the right time. This includes couples,
arts & culture seekers, sailing/boating enthusiasts,
culinary aficionados and millennials seeking the
next“hot” spot. A local, regional and national push
is recommended with a robust proactive pitching
and visiting journalist program, offering media
and social media influencers the opportunity to
discover the many attributes of Panama City. Mea-
surement criteria to be outlined and agreed upon

in advance to ensure stakeholders understand 57

and trust the communication outreach plan.
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Panama City Leisure Travel Experience

ARTS & CULTURE

ARTS & CULTURE EXPANSION

Dynamic and diverse, Panama City’s cultural assets
have the potential to become a destination driver
for tourism development and a tool for downtown
and neighborhood revitalization. According to
a 2013 report from Mandala Research, LLC, 76
percentofall U.S.leisuretravelersengagein cultural
activities. The size of the market is estimated
at 129.6 million adults in the U.S. spending
approximately $177 billion annually. Cultural
travelers typically spend more and stay longer
than any other types of travelers. The U.S. cultural
traveler spends 60 percent more, approximately
$1,319 per trip compared with $820 for domestic
leisure travelers. Cultural travelers also travel more
often than the general leisure traveler and are
predominately affluent and well-educated. Many
are baby boomers who want to engage with locals
through “immersive experiences.”

However, a July 2014 “State of the American
Traveler” report from Destination Analytics, Inc.,
reveals the growing impact of Millennials on
cultural tourism, too. 73 percent of Millennials
stated that they want to engage in a destination’s
arts and cultural assets — the highest rated
activity of importance in the survey. Racially
diverse and technologically savvy, the Millennial
generation (born between 1977-1994) represent
the largest cohort since the Baby Boomers. Both
of these demographics are highly desirable target
audiences for a robust, expanded cultural tourism
program in Panama City.

City of Panama City

Tourist Development & Economic Opportunity



Music Matters in Panama City — Panama City has a thriving music scene that is on the
cusp of a major breakthrough. From underground venues hosting some of the region’s
acclaimed performers in the “Ghetto Palace” (located in the home of an iconic tour
professional), Mosey’s, and a 200-person ukulele orchestra to Tuesday nights when
musicians are playing at various eateries throughout the city.

Artists Welcoming Artists (or Aspiring Artists) - Panama City is also home to a collection of
talented visual artists. The city offers two dedicated places where visitors can be artists for
the day or“on the spot.”Floriopolis in St. Andrews gives travelers the opportunity to spend
an hour creating a specific art project.

Panama City Arts District — With an eclectic mix of visual and performing arts venues,
including the Panama City Visual Arts Centre, the Martin Theater, the City Arts Co-op, and
the Panama City Civic Center, downtown Panama City has a high concentration of cultural
facilities that can serve as the anchor of attraction. These authentic assets are beneficial
in establishing Panama City’s distinctive “sense of place” The existing facilities can be
expanded to attract residents, businesses, artists and other members of the creative
economies to spearhead downtown revitalization and create a critical mass of cultural
experiences. Opportunities include expansion of performance spaces, artist studios,
artist-in-residence programs, arts-related retail shops, music or media production studios,
art education and workshop venues.

Inspiring Year-Round Events — From Creative Con, a multimedia convention focusing on
celebrating and exploring (and earning a living from) the arts to Public Eye Soar, featuring
animations and films beaming on downtown’s streetscape, Panama City engages visitors
through the arts in creative ways. Panama City also celebrates the written word through
BooksALIVE!, a storytelling festival that hosts some of the country’s most acclaimed
authors.

African American Heritage — Panama City’s African-American heritage is deeply rooted.
Prior to the Civil War, a group of free blacks, such as Jose and Narcisco (Hawk) Massalina
and their families, settled what is now referred to as Massalina Bay. After the war and during
the Great Migration, many others followed suit and migrated south to Panama City. Early
on they organized the Negro Improvement League and later the Glenwood Improvement
League, both of which brought many favorable changes to the black community, including
a USO for black servicemen, a swimming pool for black youth, the pier at St. Andrews State
Park, known as Brown'’s Beach for black individuals in the 1950’s, baseball and softball
fields at Woods Field, a library, a Rosenwald school that is still standing, and much more.
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If the Florida Keys and Austin, Texas Got Married... -
If travelers are seeking a truly authentic experience,
St. Andrews is chock full of charm. From a diverse
collection of eateries, including the beloved Little
Village, and local hipster hangout Amavida Coffee, to
charming stores such as the repurposed Centennial
Bank Building at the corner of Beck Avenue and the
waterfront Oaks by the Bay park, St. Andrews is truly
a treasure waiting to be discovered.

Panama City’s Progressive Arts Culture — Established
to remove the economic barrier to the arts and to
develop the destination’s creative potential, the
Global Arts Society provides experienced and non-
experienced children, teens and adults of all ages
and abilities an opportunity to participate in visual
and performing arts.

Media Arts/Digital Arts — Defined as artworks that
depend on a technological component to function,
Panama City has the opportunity to capitalize on this
growing global trend with a core group of professional
residential digital artists, a growing digital art festival
“Public Eye Soar” and a degreed curriculum at Gulf
Coast State College. A relatively new art form, media/
digital arts are exploding in Europe and Asia with a
handful of cities recognized under the media arts
designation of the UNESCO Creative Cities Network.
This transformative art form has the potential to
rapidly change the trajectory of a destination into
a highly visual cultural experience. The Lumen Prize
Exhibition is a global annual showcase of the best in
digital arts and demonstrates the vast diversity of this
expanding art form (http://lumenprize.com/).

City of Panama City | Tourist Development & Economic Opportunity



SAILING / BOATING ENTHUSIASTS

The Wind Beneath your Sails — Panama City is a world-class sailing
destination, offering wind conditions that many coastal communities
envy. Kids begin testing the waters as early as five years of age with many
going on to compete in World Championships and even the Olympics.
Travelers also have the opportunity to sail in the deepest and largest
protected bay in the area, located on boating’s famous “Great Loop”
with easy access to the Gulf. They also have the opportunity to attend

regattas such as the A-Class Catamaran North American Championships.
Note: A local Olympian may be sailing in the 2016 Olympics in Rio de Janeiro

Extreme Breezes for Adventurous Athletes — The same wind conditions that
attract sailors to Panama City also attract water sports tricksters who excel
in “backloops” and “downloops.” Visitors can enjoy flatwater on the Bay and
wavesailing in the Gulf.

Explore Panama City’s Barrier Islands by Boat — Boasting more marinas per
capita that many destinations, Panama City is a boater’s paradise. Those who
are making the great loop are invited enjoy our undeveloped barrier islands
and unwind in Panama City for a night or two...or three.

CULINARY AFICIONADOS

Gene’s Oyster Bar — Located in the Millville community, one of the
original frontier settlements of Bay County that continues to be a true
working waterfront due to an established shipbuilding and marine repair
industry, Gene’s has been operating since 1930. This is where locals “in
the know” go for the largest, freshest oysters straight from the Gulf.

Mosey’s is so much More - Travelers are encouraged to mosey to Mosey’s
for terrific pizza and libations, including an incredible beer selection.
Nightly live music also draws Panama City movers and shakers to this
downtown hangout.

G. Foleys - For a fine dining experience without the fuss, g. Foleys is not
to be missed. Featuring local produce, Angus steaks and the freshest fish
selection from the Gulf of Mexico, g. Foleys is ideal for a night out.

Dan-D Doughnuts — The most popular woman in town during the
breakfast hour is Ms. Peggy, owner and operator of this Panama City
landmark. Traditional and avant-garde flavors and designs are featured,
including a donut the size of your head!

Just the Cook - Just The Cook is a laid back fast casual restaurant that
elevates food in St. Andrews. Serving everything from seafood to

gourmet burgers, the owner, Ernie, was handpicked by the Food Network
as one of the Top 16 Cooks in America and was featured on the Cooking
Channel’s new show Trending Bites!




RECONNECTING COMMUNITHES
BY WATER

With location being everything, Panama City’s strategic location on St. Andrews Bay provides an ideal cata-
lyst for reconnecting the destination’s diverse communities to offer travelers diverse experiences. Water has
played an important role in Panama City’s shipbuilding and fishing tradition and serves as the playground
for today’s'generation of boaters and sailors. Today, Panama City has the opportunity to leverage this im-
portant asset by connhecting its burgeoning downtown community with the eclectieSts-Andrews through
trahsportation on water taxis. After all, part of the fun can be about getting from point A to point B.
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RECONNECTING COMMUNISIES
BY TROLLEY

Affordable public transportation continues to be an important priority for travel destinations. While most
visitors currently drive or rent cars when visiting Panama City, a trolley system could serve as an ideal way

for guests to see the city in its entirety with ease. The system could begin with a*few spokes and expand as
riders and tourism infrastructure increase.

NORTH BAY

GRAND
LAGOON
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RECONNECTING COMMUNISIES
BY FOOT

Beach Drive is arguably one of the most scenic roadways in the state of Florida. To have the opportunity
to experience it by foot or bike would allow travelers to savor its beauty even more. The X-mile stretch be-
tween downtown Panama City and Oaks by the Bay could be used daily by walkers and joggers as well as
for special cemmunity walks to benefit charities or serve as an active special event component.

NORTH BAY

GRAND
LAGOON
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Things You Must Do While in Panama City

DOWNTOWN

THINGSTO DO

o B~ W N

G ETE

Excursion & US Olympic Sailing Center
Harrison Avenue

Music & Entertainment District
Multi-Family Development

Boutique Hotel & Restaurant

©

10

12

Visual Arts Expansion

Oceanography Institute & Teaching Aquarium
Culinary Institute & Boats on the Bayou
Digital Art Projection

Hotel & Conference Center

Performing Arts Venue

Creating a menu of interdependent elements to
position Downtown Panama City as the gathering
place for arts, entertainment, education, culinary
and innovation. The resulting mix of people serves
as support for retail, restaurants and new residences
of all types.



WHERE TO STAY & PLAY




The redevelopment of the marina is pivotal in
the resurgence of Panama City. A new world-
class marina could serve as a hub of entertain-

ment, retail, waterfront park, world-class hotel
and, of course, water access. Visitors could have R E D EV E I_O P
the opportunity to bring their yachts or pleasure

cruisers to dock at the Panama City marina or

book water excursions, participate in boat races
or catch a water taxi to dinner in St. Andrews.

Explore synergies with both FSU-Panama City and
Gulf Coast State College to develop new academic
and residential assets within the Downtown Core.
Potential alliances could include Hospitality, Culinary,
STEM and Arts programs.

COMMERCIAL RETAIL PERFORMING ARTS CENTER

MARINA TERMINAL HOTEL & CONFERENCE CENTER



WHERETO STAY



Hotel and Conference Center — Downtown Pan-
ama City has a strong need for an anchor 150+
room downtown hotel to serve as City’s “Gather-
ing Place” including ballroom, conference and
meeting space.




WHERETO PLAY



Multi-functional facility with potential mul-
tiple stages and seating capacities. Capable of
teaching young students and hosting variety
of performances including concerts, symphony,
Broadway shows, speaker series and other local,
regional and national events. Potentially includ-
ing an amphitheater. Next steps are to conduct a
thorough review of existing assets to determine
how to maximize this world-class location for a

world-class experience.

PERFORMING ARTS VENUE

INDOOR /OUTDOOR




Revered as a sailing community harboring one of the deepest and largest pro-
tected bays in the area with ideal winds for the sport, Panama City has the op-
portunity to become a world-class sailing destination. This is the place where
children learn to sail the same time they start kindergarten and parents raise
Olympic hopefuls. As host of the 2015 A-Class Catamaran North American Cham-
pionships, Panama City proved that it could host high-profile events. Currently
there is a need for a U.S. Olympic Training Sailing Center. Panama City possesses
attributes that the deciding body is seeking in a location.

WHERETO PLAY




EXCURSION & US OLYMPICTRAINING
SAILING CENTER




Visitors are attracted to vibrant areas of a com-
munity and the 2-block radius between Fourth
and Sixth Streets could be energized and en-
hanced with a few elements. This includes a
year-round rotating projection art program that
highlights various aspects of the community (i.e.
sailing, African American culture, shipbuilding
heritage, etc.) as well as the addition of verdant
pocket parks and the re-development of dor-
mant storefronts into creative businesses such as
galleries and art stores. Perhaps there are retail
“pop up” opportunities for the holidays or galler-
ies showcasing local art. Above the stores, artist
lofts would provide housing for the area’s talent.
A new lighting scene could further enhance the
area, enticing guests to stroll into the hours of
the night.

Additionally, the Old Marie hotel could be trans-
formed into an urban oasis, complete with a
well-designed, yet functional room product
and a spacious lobby that encourages gather-
ing throughout the day and evening. Guests and
non-hotel guests could meet in the lobby for a
cup of coffee, craft brew or flight of wine to plot
their next“big idea.”

= Pocket Parks

= Unified Lighting

= Redevelop Dormant
Storefronts

= Unified Architecture

WHERE TO SHOP




ENERGIZE & ENHANCE
HARRISON AVENUE







Panama City’s burgeoning live music scene could
flourish with a pedestrian-friendly, dedicated
music and entertainment district that showcases
area talent and welcomes acts from all over the
country. It would be a place where major per-
forming artists play intimate gigs before going
on stage at the grand performing arts center.
Eventually, specific venues become catalysts for
smaller acts to gain exposure in the Southeast.
Annual events would be hosted in conjunction
with holidays and dedicated music festivals
would draw travelers from target markets. Craft
breweries and distinctive bar concepts are pep-
pered throughout the district to serve guests.

PANAMA CITY DISTRICT
MUSIC& ENTERTAINMENT

83



WHERETO LIVE




The multi-family development will include re-
tail and amenities lining the street and conceal-
ing structured parking within the block. Rising
up from this active streetscape will be for-rent
apartments with access to pool decks and balco-
nies overlooking the marina, St. Andrew Bay, and
a reinvigorated, revitalized downtown.

DEVELOPMENT
MULTI-FAMILY HOUSING

85



For the past 20 years, boutique hotels (proper-
ties with 100 rooms or less) have dramatically
risen in popularity. Indicators point to a positive
trend in this type of hotel development as travel-
ers continue to seek authentic, personalized ex-
periences. According to Travel Weekly magazine,
boutique hotels appeal to “creative types who
are willing to pay a premium for interesting de-
sign, a trendy approach to food, a more casual
approach to service and generally hipper feeling
than traditional lodging.”

In smaller markets like Panama City, developers
are looking to tread carefully on the trendiness
of a property and more on the timeless fusion of
cold and new. Instead of being “exclusive,” the
focusis“inclusive."Today, boutique hotels are op-
erated independently or as part of a corporate
group. ldeally, this boutique hotel would cele-
brate arts and culture, furthering Panama City's
brand.

WHERE TO RECHARGE




DEVELOPMENT
BOUTIQUE HOTEL & SPA




WHERE TO DISCOVER




Establishing a live/work scenario for Panama
City’s collection of visual artists that attracts visi-
tors to the destination while establishing a year-
round downtown population would add to the
vitality of the downtown district in a compelling
way. Storefronts, once dormant, could be trans-
formed into exhibition-style studios and galler-
ies that serve a dual purpose of housing above.
There also might be opportunities to redevelop
an existing structure into a dedicated artist fac-
tory and introduce an Artist Relocation or Artist
in Residence Program.

EXPANSION OF
VISUAL ARTS ASSET
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In conjunction with FSU’s various Ocean Science
programs, a state-of-the-art oceanographic in-
stitute and teaching aquarium could serve as a
venue for research as well as attract visitors. The
facility could also serve students participating in
the Advanced Science Diving Program as an un-
derwater classroom and lab that could engage
future generations who might have an interest
in oceanographic studies and careers.

EDUCATIONAL AQUARIUM &
OCEANOGRAPHY INSTITUTE

Fangs and jaws are g
and filters work well
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WHERE TO LEARN



Collaborative programs (potentially with educational
institutions) to develop young and innovative new
business in Downtown Panama City. The Center will
attract new millennials to Panama City and serve as
a magnet for local millennials to stay in Panama City
after graduation.

In conjunction with FSU’s various Ocean Science
programs, a state-of-the-art oceanographic in-
stitute and teaching aquarium could serve as a
venue for research as well as attract visitors. The
facility could also serve students participating in
the Advanced Science Diving Program as an un-
derwater classroom and lab that could engage
future generations who might have an interest
in oceanographic studies and careers.

INNOVATION CENTER

ENTREPRENEURIAL &

93



WHERETO LEARN & EAT



As Northwest Florida's population continues to
grow due to economic opportunities or travelers
seeing a permanent authentic Gulf Coast life-
style, the need for quality restaurants operated
by skilled professionals will continue to rise. Pan-
ama City has the opportunity to expand the pro-
grams at Gulf Coast State University and/or FSU
Panama City in the launch of a world-class culi-
nary arts program that offers hands-on learning
opportunities and, more importantly jobs, after
graduation. If partnered with a global organiza-
tion such as Laureate International Universities
which has affiliations with top rated hospitality
and culinary schools in the world, the program
could claim leadership status in the Southeast
u.s.

BOATS ON THE BAYOU &
ULINARY INSTITUTE




Tapping into Panama City’s professional digital
arts talent, less-than-desirable views could be
transformed into compelling experiences for vis-
itors and residents alike. They could also serve as
content for viral marketing opportunities.




PROJECTION
DIGITAL ART
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Things You Must Do While in Panama City

ST. ANDREWS

Capitalize on the already developing destination
feel for St. Andrews as a vibrant waterfront hub of
dining, retail, entertainment and residences. The
goal is to increase more foot traffic in the area seven
days a week, throughout the year.

THINGSTO DO

Restaurant Row
Market Pier

Beck Avenue

AW N =

Bayside Greenway






Enhance and expand the current variety of cu-
linary experiences found in St. Andrews. The
character, the sense of place is well established,
however a continuation of the already successful
dining experience of St. Andrews will only fur-
ther promote this wonderfully eclectic district of
Panama City.

ENHANCE & EXPAND
RESTAURANT ROW
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Working in conjunction with the City’s Marina
group, explore the creation of a marketplace
structure to attract new local vendors to show-
case their products in a beautiful waterfront set-
ting.

DEVELOPMENT
MARKET PIER

103
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= Pocket Parks

= Unified Lighting

= Redevelop Dormant
Storefronts

= Unified Architecture

WHERETO SHOP & PLAY



Since this street already has a good bit of de-
velopment momentum, we propose a series of
street scape enhancements to foster additional
improvements. Nice street lights, wider side-
walks capable of hosting outdoor cafes, land-
scaping and pavers will all enhance the charac-
ter of this special street.

ENERGIZE & ENHANCE
BECK AVENUE




WHERE TO RECHARGE



Develop a waterfront path open to the public
that connects St. Andrews through Downtown
to the Cove. Similar to projects in many other
cities, offer a paved connector wide enough for
walking, jogging, bicycling and skating. While
the Walk may need to be developed in stages,
this will serve as a transformative connection for
many areas of Panama City.
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Things You Must Do While in Panama City

DOWNTOWN
NORTH

Improve the appearance of Martin Luther King, Jr
Blvd while creating new modules of retail, healing
and culture to celebrate the rich heritage of the
Glenwood community.

THINGSTO DO

Martin Luther King Jr Blvd
Shopping District

Community Center

Massalina Center for African-American
Arts & Culture

Health & Wellness Mixed Use

i AW N =



Pocket Parks

Unified Lighting
Redevelop Dormant
Storefronts

Unified Architecture

WHERE TO DISCOVER



Utilize landscaping elements, (plants, public art
and flags/banners. Create an ongoing, season-
ally changing public art campaign all along MLK

and deploy a consistent program of roadside
landscaping to celebrate the legacy of Dr. King. E N E R G | Z E & E N H A N C E
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A recent trend in the shopping center industry
converts challenged facilities into premium out-
let malls. More and more companies, including
aspirational brands such as Restoration Hard-
ware, are opening outlet locations across the
country. By offering distinctive shopping experi-
ences, affluent travelers would flock to Panama
City for quality goods at great values. It would
also serve as a magnet to draw tourists at nearby
beach towns in for a “day of shopping in town”
and serve as an alternative for beachgoers dur-
ing inclement weather.

WHERE TO SHOP




ENHANCE & EXPAND
SHOPPING DISTRICT




WHERE TO RECHARGE



The creation of a new community center / YMCA
will provide a great resource for the communi-
ty and in turn greatly enhance the Downtown

North area - making it a viable local destina-
tion for all districts and providing another asset E N E R G | Z E & E N H A N C E
to promote the newly enhanced Martin Luther
King Jr. Blvd. for larger regional tourism. CO M M U N I TY c E N T E R
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WHERE TO DISCOVER




African-American travelers are one of the fast-
est-growing market segments in North America,
spending $48 billion on travel in 2014. Panama
City has the opportunity to promote its distinc-
tive African-American culture through a dedi-
cated venue that celebrates the contributions
of African American Spanish fisherman Josea
Massalina. Visitors could uncover the culture and
heritage of Red Fish Point, Massalina Bayou, the
still-standing Rosenwald School, and perhaps
trace their ancestry - also a major travel trend -
to the region through interactive technology.




Work in consort with local health providers to
create a Healing District that would enhance the
surrounding neighborhoods and begin to de-
velop the potentially lucrative market for Medi-
cal Tourism. This would include the eventual de-
velopment of additional lodging properties and
mixed income residential communities..
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HEALTH & WELLNESS
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Things You Must Do While in Panama City

MILLVILLE

Capitalize on the waterfront access in Millville to
expand the retain and dining available on 3rd Street,
and giving both tourists and residents more reasons
to spend time in Millville.

THINGSTO DO

Maritime Museum
Shipbuilding Technology Center
Third Street Retail

Watson Bayou Park

i AW N =

Watson Bayou Waterfront Dining



WHERE TO DISCOVER



The historic waterfront community of Millville is
home to Eastern Shipbuilding Group, one of to-
day’s leading innovators in marine construction
and repair. As the company continues to seek a
skilled workforce, with a dedicated effort to at-
tract veterans, and the maritime industry contin-
ues to grow with the expansions of the Panama
and Suez Canals, the timing is right for a facility
that pays homage to Millville’s past and present
while serving as a training center for future em-
ployees.
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. WHERETO PLAY




If possible, expand sidewalks from Sherman Ave-
nue (Gene’s Oyster Bar, Sweet Magnolia’s, etc.) to
the City’s Waterfront Park at Watson Bayou. This

would encourage the creation of new retail/din-
ing options and extend the scope of the Millville E N H A N C E & EX PA N D
Business District.




WHERE TO RECHARGE




Improve offerings to the public to encourage

more visitations to the park.

Create a kids' play area, using ship building and

ship artwork as a theme.

Possible rentals of canoes, kayaks, paddle boats,

etc...

REDEVELOP

WATSON BAYOU PARK

N~
[qV}
—




WHERE TO EAT



Encourage development of restaurants over-
looking Watson Bayou - either at the western
end of 3rd Street or along 5th St. / US Highway

WATERFRONT DINING
WATSON BAYOU
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Tourist Development & Economic Opportunity

CASE STUDIES

DESTINATION CASE STUDIES:

What follows are a series of case studies that represent destinations with assets similar to
Panama City. The studies demonstrate how cities can use existing resources as a catalyst for
tourism development and expansion of economic development opportunities. The studies
conducted were the following:

= BEAUFORT, SOUTH CAROLINA

= COLUMBUS, GEORGIA

= GREENVILLE, SOUTH CAROLINA
= PADUCAH, KENTUCKY

= SAVANNAH, GEORGIA



SPECIAL THANKS

We'd like to express thanks to the following list of interviewees who generously donated their time assisting in this endeavor, without their coop-
eration we would not have been able to complete a study of this magnitude.

Mayor Greg Brudnicki

Commissioner John Kady

Commissioner Mike Nichols
Commissioner Kenny Brown
Commissioner Billy Rader

Dave Dyell - President, CEO - Jellyfish
Crook and Vickie Stewart — Music Matters
Becca Hardin - Bay County Economic Development
William Harrison — Attorney

Doug Sale - Attorney

Harry Patel — Patel Hotels

Chase Patel — Patel Hotels

Christine Reiss — Panama City Sailing
Jennifer Jones — Bay Arts Alliance

John Bozarth — Bay District Schools
Helen Ballance - Art on Beach

Valerie Sale — Bay County Public Information Officer
Barbara McMinis — Martin Theatre

Stan Jones - Panama City Marina

Tony Simmons — News Herald

Heather Parker — Floriopolis

Mat Wyble - CityArts Cooperative
Margaret Webster — Public Eye Soar
Heather Clements-CityArts Cooperative

Dan Bailey-Amavida Coffee & Trading Company

Sharon Hillstrom - President, Bradenton Area Economic Development Council

Gary Pluchino - Senior Vice President, IMG Academy

Savannah Case Study

Christian Sottile — Dean, SCAD School of Building Arts

Harold Yellin — Attorney and Past Chair of Savannah Music Festival

Greenville Case Study

Knox White - Mayor

Columbus Case Study

Richard Bishop - President, Uptown Columbus, Inc.

Becca Hardin — Former VP of Economic Development, Greater Colum-
bus Chamber of Commerce

Beaufort Case Study

Richard and Deborah Stone - Owners, Beaufort Bread Company;
members, Beaufort Arts Council and Historic Beaufort Foundation

Paducah Case Study

Robin Malpass — Robin Malpass and Associates



BEAUFORT, SOUTH CAROLINA:

Home to the Beaufort Marine Air Corps base and Parris Island Recruit Depot and located
within minutes of Hilton Head, a popular tourism destination, Beaufort capitalized on its wa-
terfront location and historic architecture through an innovative partnership with the Uni-
versity of South Carolina Beaufort. As a result, its historic downtown has been completely
revitalized as an arts and cultural destination.

COLUMBUS, GEORGIA:

The Chattahoochee River has always played a vital role in the economic success of Columbus
and when the industrial boom came to an end, the City reinvented itself by opening a two-
and-a-half mile stretch of the Chattahoochee to whitewater rafting and kayaking. Thousands
of visitors now literally flow through downtown Columbus. Home of Fort Benning and a
thriving university, Columbus is now a hub for visitors and cultural creatives, who are usher-
ing in a new era of urban development.

GREENVILLE, SOUTH CAROLINA:

Through public-private investment strategies and a carefully crafted marketing campaign,
“Downtown is everyone’s neighborhood,” the city of Greenville successfully transformed
their decaying downtown into a popular destination for visitors and residents. Providing
better access to their water resources was the catalyst for revitalization. Now home to the
new Peace Center for Performing Arts and the West End Baseball Stadium and Field House,
Greenville welcomes thousands of visitors each year.

PADUCAH, KENTUCKY :

A disillusioned new resident, a sympathetic city council, and a forward-thinking local bank,
were the catalyst for an award-winning artist relocation program that transformed a sleepy
river town into a thriving destination. Now recognized by UNESCO as one of the worlds'“Cre-
ative Cities,” Paducah’s success is highlighted in the enclosed 2014 report by the American for
the Arts organization, “How to Attract Cultural Visitors and Their Spending.”

SAVANNAH, GEORGIA :

Water access and higher education were the key drivers in establishing Savannah as one of
the nation’s most successful cultural destinations. Over the past twenty-years, the Savannah
School of Art & Design has completely restored Savannah's historic downtown'’s architecture
and contributed to its artistic character. With a new convention center and arena, Savannah’s
unique sense of place attracts thousands of visitors each year.
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CASE STUDY

BEAUFORT, SC

Chartered in 1711, Beaufort is the second oldest
city in the State of South Carolina. Historically, the
community relied on agriculture and its location
adjacent to the Atlantic Ocean as the primary in-
fluences for economic vitality.

In the 1940’s, the local economy began a steady
shift to the recognition of the presence of two
large United States Marine Corp Bases and their
related facilities:

= Marine Corps Air Station Beaufort — opened in
1943 and is now home to approximately 700
Marines and Sailors, plus 600 civilian employ-
ees.

= Parris Island Marine Corp Recruit Depot — Es-
tablished in 1915 is one of two Marine Corps
Training facilities in the United States. The an-
nual population of MCRD Parris Island is 23,000
—including 16,000 recruits and 1,000 civilians.

= Beaufort Naval Hospital — Opened in 1949,
BNH serves approximately 31,000 beneficia-
ries.

Tourism began to flourish in the 1970’s and
1980’s due to a few impactful developments:

The aggressive transformation of nearby Hilton
Head Island as a tourist destination — began in
the late 1960’s and into the 1970’s. Thousands of
vacation homes were developed along with large
numbers of hotels including properties with such
national brands as Hilton, Hyatt, Westin and Mar-
riott. Hilton Head Island also became known for
its abundance of world class golf courses and is
the annual home of the PGA Tour RBC Heritage
Classic at Sea Pines Plantation. Hilton Head is now
the third most visited destination in South Caro-
lina (behind only Charleston and Myrtle Beach).

The Beaufort community realized an enormous
opportunity to take advantage of the large num-
ber of annual visitors to nearby Hilton Head Island
- Strategies were crafted to entice those visitors
to begin spending time in Beaufort - offering an
alternative to the beach oriented Hilton Head visi-
tors. Local leaders made the decision to focus on
history, arts and culture and the vibrancy created
by institutions of higher education.
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Beaufort began to become a location for the
filming of successful movies - such as The
Big Chill, Great Santini, Prince of Tides, For-
rest Gump and Something to Talk About. The
books that were the basis for Great Santini and
Prince of Tides both took place in Beaufort —
the home of author Pat Conroy. The local tour-
ism community has embraced its notoriety as
a film location and features tours specifically
designed to visit the locations shown in the
individual films.

Beaufort committed to develop as a home for
artists and their galleries — A number of local
initiatives attracted emerging young artists
to move to Beaufort and showcase their cre-
ations. The Arts Council of Beaufort County
was formed in 1991 and spearheads many of
these efforts, including the establishment of
ARTworks.

ARTworks is a creativity machine: concerts and
plays in the theater; artists working in their
viewable studios; gallery shows throughout
the year, hands-on workshops; and the offices
of the Arts Council of Beaufort, Port Royal, and
the Sea Islands. The 12,000 square foot space
is free to browse, and contains an info station
with brochures and maps leading to more lo-
cal artists. Strings-n-Things music shop is also
here.

ARTworks is a 501(c)3 organization founded
in 1991. Its mission is to apply the many cre-
ative tools of The Arts to strengthen artists and
to enrich audiences, collectors, and visitors
through high quality arts experiences and arts
education programs 365 days a year. In addi-
tion, ARTworks funds an Artists in residence
program which supplies the resources neces-
sary to establish their passion as a means of
138 financial independence.
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The growth of the University of South Carolina
Beaufort campus — Two major programs offered at
USCB are Fine Arts and Hospitality Management.

Since inception, the arts have played a critical role
at USCB. Today, USCB’s Historic Beaufort campus
is an arts and cultural hub for people throughout
the community. It's no wonder Beaufort has been
recognized as one of America’s top 100 art towns
by author John Villani, designated as a Small City
Arts Destination by AmericanStyle Magazine, and is
known as the happiest coastal town by Coastal Liv-
ing. USCB and the surrounding communities pro-
vide a vibrant art community through:

= The Sea Islands Center — on the Historic Beaufort
campus, which includes a gallery, faculty offices,
and a studio for students.

= The Nearly 20 Art Galleries - in Beaufort and the
surrounding Sea Islands, with hundreds of local
residents contributing to the art scene.

= The Center for the Arts — on the Historic Beaufort
campus, which holds a 400+ person auditorium,
two public art galleries, a drawing and painting
studio, ceramics studio, and 3D design studio.

USCB’s Center for the Arts encourages cultural
and economic development within the City and
County of Beaufort by hosting art exhibits, the-
atrical events, concerts, and other performances.

Itis also home to the USCB Festival Series hosted
by Ed Arron.

USCB’s vision calls for the Center for the Arts
(CFA), formerly known as the USCB Performing
Arts Center (PAC), to serve as a regional focal
point for the arts through quality performances,
gallery events, and academic degree programs.
The CFA has been the cultural hub for Beaufort
County for over thirty years housing the Beaufort
Orchestra, USCB Festival Series, Beaufort Theatre
Company, and countless performances of inter-
nationally acclaimed performing artists. USCB
has a long-standing tradition of endorsing and
supporting the arts, recognizing the importance
of family and community programming such as
Beaufort Children’s Theater and PJ and Play. Ad-
ditionally, USCB provides the use of a 460-seat
performing arts venue to community groups,
dance studios, festivals, and the Met Opera Live
in HD.

This year, the CFA is proud to be joining the
Emerging Pictures network of cinemas. This part-
nership offers a rare opportunity for the Beau-
fort community to enjoy pristine presentations
of first run independent, and foreign, narrative
films and documentaries, as well as a selection of
specialized events - such as the Bolshoi Ballet -
all in crystal-clear High Definition.

The combination of these efforts featur-
ing cultural arts, performing arts, history
and education has enabled Beaufort to not
only capitalize on the millions of annual visi-
tors to Hilton Head Island, but to create it
own unique identity as a tourist destination.

The University of South Carolina Beaufort also offers
major programs in Hospitality and Restaurant and
Tourism Administration. Taking advantage of be-
ing located in Beaufort and near Hilton Head Island,
USCB promotes “Coastal South Carolina: A Great
Place to Live and Learn - Study Hospitality in World
Class setting.”

With world-class golf, tennis, boating and accom-
modation facilities, beaches, creeks and marshes,
excellent dining and nightlife, arts and cultural cen-
ters, and environmental and historical educational
sites and programs, this region offers the perfect
learning laboratory for hospitality studies. A vari-
ety of internships and employment opportunities
are available for students and graduates on Hilton
Head Island, in Beaufort as well as Savannah. Many
local businesses provide tuition assistance for Hos-
pitality Management students who work in the field
while completing an internship as part of the de-
gree program.
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CASE STUDY

COLUMBUS, GA

Columbus was founded in 1828, primarily as a
major textile mill and transportation economy
based on its proximity to many large cotton plan-
tations. As the city has turned from its initial in-
dustry of textiles, it has provided a home for other
prominent industries including the headquarters
for Aflac, Synovus, TSYS and Carmike Cinemas.
Columbus’economy is also largely dependent on
the presence of Fort Benning. Opened in 1918,
Fort Benning is one of our country’s largest mili-
tary installations in the world. Columbus is also
famous as the city where Coca Cola was invented.

Like many other southern cities in the 1960;s and
1970's Columbus faced urban blight and white
flight. Early efforts to halt the gradual deteriora-
tion of downtown began with the saving and
restoration of the Springer Opera House in 1965.
With the revitalization of the Springer and its
subsequent designation as the State Theatre of
Georgia, a historic preservation movement was
sparked and various historic districts were estab-
lished in and around downtown.

Through the late 1960s and early 1970s, large
neighborhoods were built to accompany the sol-
diers coming back from the Vietnam War and for
over from Ft. Benning. Large tracts of blighted ar-
eas were cleaned up and the new Columbus Con-
solidated Government Center was constructed
in the city center. A significant period of urban
renewal and revitalization followed in the mid to
late 1990s.

With these improvements, residents and busi-
nesses began moving back to formerly blighted
areas. Examples of these municipal projects in-
cluding the construction of a softball complex
which hosted the 1996 Olympic softball compe-
tition, construction of the Chattahoochee River-
Walk along the Chattahoochee River, construc-
tion of the National Civil War Naval Museum at
Port Columbus, construction of the Coca-Cola
Space Science Center, the expansion of the Co-
lumbus Museum, and road improvements to in-
clude a new downtown bridge crossing the Chat-
tahoochee River.
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ONE OF THE KEY COMPONENTS IN THE REVI-
TALIZATION OF COLUMBUS IS THE RIVERWALK

The Columbus Riverwalk is one of the largest and most successful
such efforts in the South. It links an array of historic sites and points
of interest while also providing ecotourism and exercise opportu-
nities for the Georgia city.

The Columbus Riverwalk is the result of brilliant forward thinking
that began in 1987-1988 when the federal government required
massive upgrades to the city’s sewage and water systems. Instead
of demolishing the landscape to make way for such work, leaders
and engineers in Columbus saw it as a way to spark a revitaliza-
tion of their historic city. The results are stunning and the Colum-
bus Riverwalk is now one of the largest and most successful such
projects in the nation.

Construction of the riverwalk began with a one mile stretch in
the downtown area in 1989. Opened on Columbus Day in 1992,
the section stretched from the dam visible from the downtown
bridges to the Columbus Ironworks Trade Center, a magnificent
convention facility developed in the city’s historic ironworks. This
section of the project remains extremely popular, especially since
the addition of Columbus State University School of Music to the
downtown area.

Columbus has also established itself as a center for the fine and per-
forming arts. RiverCenter for the Performing Arts, which opened
in 2002, houses Columbus State University’s music department.
In 2002 Columbus State’s art and drama departments moved to
downtown locations. Such initiatives have provided Columbus
with a cultural niche and with vibrant and modern architecture
mixed among older brick facades.

The “Ready to Raft 2012" campaign is a project that created an es-
timated 700 new jobs and is projected to bring in $42 million an-
nually to the Columbus area. The project resulted in the longest
urban whitewater rafting venue in the world.This, in addition to
other outdoor and non-outdoor tourist attractions, led to around
1.8 million visitors coming to Columbus during the fiscal year 2015,
according to the Columbus Convention and Visitors Bureau.

The following are two stories in Georgia Trend magazine that details
the roles played by government, private sector and Columbus State 143
University in the recreation of Downtown Columbus, GA:
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COLUMBUS: COMPLETING THE
TRANSFORMATION

Success builds on success

Randy Southerland

Downtown Residential: Mathews Swift, president and COO of W.C. Bradley Co.
Real Estate Division

http://daemonpictures.com

Community Snapshot

Local Leaders

Mike Gaymon

President & CEO Greater Columbus Georgia
Chamber of Commerce

706.327.1566
mgaymon@columbusgachamber.com

Becca Hardin

Executive Vice President Economic
Development

The Valley Partnership

Greater Columbus Georgia Chamber of
Commerce

706.257.1190
bhardin@columbusgachamber.com
Teresa Tomlinson

Mayor of Columbus

706.225.3164
ttomlinson@columbusga.org

Population (2012)
198,413

Median Household Income (2011)
County, $41,088
Georgia, $46,007

Unemployment (February 2013)
Columbus, 9.3 percent
Georgia, 8.6 percent

Top Employers

TSYS, Columbus Regional Healthcare System,
Aflac, Kia Motors Manufacturing Georgia

Sources

U.S. Census Bureau, Georgia Department
of Labor, Greater Columbus Chamber of
Commerce

Fort Benning, Muscogee County School District,

The river has always been the lifeblood of Columbus and
Muscogee County. The waters of the Chattahoochee powered its
mills for more than a century and turned this small West Georgia
city into a major industrial center. Its location on the fall line
meant that ships making their way up from the Gulf anchored
here to unload passengers and freight.

These days the mills are mostly closed, but the river is still
powering an economic resurgence. Just last month, the city
officially opened a two-and-a-half mile stretch to whitewater
rafting and kayaking. Beginning just north in the old Bibb City
area, the course flows through Uptown with a takeout point just
behind the Convention & Trade Center.

“This will not only have a tremendous economic impact on the
community, but it’s a great environmental project as well,” says
Richard Bishop, president and CEO of Uptown Columbus. “We're
going to bring visitors from throughout the Southeast and attract
world-class events here at the same time.”

For many, the $26 million the city spent to breach the Eagle &
Phenix Dam and return quiet waters to their original fast-rushing
beauty was well spent. As word spreads of this year-round course,
more than 188,000 visitors are expected, which should generate
an economic impact of roughly $42 million, according to Bishop.

The river will likely solidify the quarter-century-long
transformation of Columbus from dying downtown to hip center
of culture and commerce.

Convention and Visitors Bureau official Kimberly Parker Kaup
recalls that growing up in Columbus, “We never went downtown.”
These days, the stretch of renovated mills and historic buildings
is the first place she shows people who want a taste of the real
Columbus.

Clubs, restaurants, coffee shops and boutiques fill every available
storefront. Finding a parking space even on a weekday night is a
challenge as throngs of people — mostly young — fill the streets.
Many are students and faculty from Columbus State University
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(CSU), which purchased a number of historic buildings and then
moved its music, theater, arts and communications programs here
from the main campus.

“It was a vision that began well over a decade ago, and to me it
was a great realization of a city-university partnership,” explains
CSU President Dr. Tim Mescon.

As a generator of nearly $300 million in economic impact to the
region, the university joined a cadre of corporate entities that call
Uptown home. A few blocks away, the corporate headquarters
for Total System Services, Inc. (commonly referred to as TSYS)
overlooks the rushing waters of the river.

Describing Success

“I've been in real estate development for 25 years with the Bradley
Company, and the best way to describe it is with each successful
project, it leveraged another successful project,” says Mathews
Swift, president and COO of W.C. Bradley Co. Real Estate
Division.

After the city raised $100 million in the Columbus Challenge to
construct the RiverCenter performing arts facility, CSU undertook
its own $100-million fund-raising campaign. That allowed the arts
programs to move to Uptown. The university’s highly regarded
music school now occupies one side of the RiverCenter.

Swift’'s own company is not only headquartered in one of the
renovated mill buildings along Front Street, but it has been a
driving force in promoting Uptown as a place to live.

When the Eagle & Phenix building’s first phase was converted to
condos, they quickly sold out. Offering a commanding view of the
river, coupled with easy access to Uptown’s shops and restaurants,
they represented just the kind of urban living so many young
professionals demand.

Apartments are under construction in Mill No. 2 and the old
administration building, just a short walk away.

CSU has increased the Uptown population by converting a few of
its buildings into housing for some 450 students.

“We’re at a point where it's no longer just, ‘Can we make
downtown a very energetic and exciting place to be?’” says Swift.
“Now the question is, ‘How can we maximize all of it?"”

Metamorphosis

Some will tell you that Columbus is fast becoming a place where
the “cultural creatives” who seem to drive much urban economic
development like to hang out.

For the past two decades, developer Buddy Nelms has watched
the transformation and helped create venues where it’s fostered.
College students often frequent his bike shop, Ride On Bikes.
Young entrepreneurs have planned new products in the Iron Bank
Coffee Shop on Broadway and listened to music in The Loft, which
includes not only a music venue, but also a recording studio that
has drawn artists from around the world.

He’s ridden the ups and downs of the economy here as well, and
he sees a resurgence in the march toward revitalization. He says
there’s been something of a “turning point” in the past year or so.
Where there were once three or four calls a month inquiring about
space in a building, there are now that many in a day. Once again
success is building on success.

“It feels like people are getting their work done here,” says Nelms.
“We have staff of about 85 downtown, and they're driving. Their
eyes are wide open, and they're reaching in and not waiting for
people to fix it for them.”

Many locals like Nelms think whitewater will be the final piece of
the puzzle that tips the scale.

If so, it will be one of a series of good decisions the city has made
over the past few decades. Columbus is a city that has never been
afraid to create the infrastructure it needed to be successful and
has reaped the successes of today, according to Greater Columbus

City of Panama City | Tourist Development & Economic Opportunity



Georgia Chamber of Commerce President & CEO Mike Gaymon.
“Here we believe in change by design, not by default,” he says.

In the past three decades, the community has passed SPLOSTSs
and successfully completed a couple of $100-million fund-raising
efforts. The need for a large pipe to handle drain water turned
into the scenic RiverWalk that stretches along the entire length of
the city’s waterfront. The city built stadiums and a softball field to
host events during the 1996 Summer Olympic Games.

It also acquired land needed for a business park that helped lure
NCR’s manufacturing plant here more recently.

“Work done during the '80s and later is serving us well when you
look at the diversity of business we now have,” says Gaymon.

When most of the rest of Georgia was turning thumbs down

to a one-cent sales tax for transportation last summer, the
Columbus region said yes. Over the next 10 years, the tax is
expected to generate about $600 million to fund transportation
improvements. Those funds — most of which will be spent in the
city — will enable interchange improvements on 1-85 near Fort
Benning.

This roadwork will open up access to the new Benning
Technology Park for military contractors just inside the fort’s
main gate. When it’'s up and running, the park is expected to add
almost 2,000 new jobs to the area.

Seeking Parity

For Columbus Mayor Teresa Tomlinson, the big question these
days is not just the thriving downtown, but what to do about those
parts of the city that have not fared as well. She has been pushing
a variety of tax and bonding measures designed to bring new
business into some of the city’s poorest areas.

“To me, the next big thing for all cities is you have got to find a
way to economically redevelop your blighted area, because land is

your most precious and finite [resource],” she explains. “If you're
going to remain competitive, you have to find a way to reuse

that blighted land resource. If you can’t do that, you won’t be
competitive in the future.”

With a consolidated city and county government, Columbus
has been able to utilize urban service districts — in which the
government could lower millage rates for a blighted area,
lessening the property tax impact.

“We have just passed an ordinance, which allows council to adjust
the millage rate downward significantly, virtually acting as a tax
abatement,” Tomlin-son says.

The lower rates are available to companies that bring jobs into
areas with significant poverty, and they vary depending on the size
of the project and number of jobs.

The city also won the right to ask voters to approve tax allocation
districts (TADs). Development efforts could then be jumpstarted
with funding from municipal bonds that would in turn be paid
back with the higher tax revenues generated by the completed
projects.

A prime candidate is the city’s storied Liberty Theatre District.
This historically African American neighborhood is home to the
Liberty Theatre, which once showcased music legends like Marian
Anderson, Ella Fitzgerald, Lena Horne and Duke Ellington.

Another area on the city’s radar is Bibb City, home to the now
closed Bibb Manufacturing Company mill. Once a thriving city in
its own right, the area fell on hard times after the collapse of the
textile industry. It has potential owing to its location on a bluff
overlooking the river — one of the best views in the area, according
to Tomlinson.

Attracting Visitors

Whitewater will be taking its place among an array of tourist 147
attractions that have made Columbus something of a destination.
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The convention center has played host to big shows such as the
Georgia Republican Convention and the Southern Baptists’ state
meeting.

All told, about 1.3 million visitors came to town in 2012, They
spent some $316 million and created 4,300 jobs. They also
produced a savings of $348 million in taxes for local citizens.

“From the leisure side, we’ve got a little bit of everything,” says
Peter Bow-den, president and CEO of the Colum-bus Georgia
Convention and Visitors Bureau.

The city offers a wealth of museums. There’s the school system-
owned Col-umbus Museum, with its impressive collection of
antique furniture and American art. The Coca-Cola Space Science
Center houses an array of components from NASA, including
original flight monitor panels along with an engine nozzle and
wheels from the shuttle.

With Fort Benning nearby, military reunions are also big business.

Many military and a considerable number of non-military visitors
are trekking to the National Infantry Museum and Soldier
Center. This $100-million facility houses a vast collection of
military artifacts, and exhibits represent the timespan from the
Revolutionary War to the conflicts in Irag.

History and the military’s role are well represented. Considering
that Col-umbus was home to the Confederate Navy Shipyard, it’s
a natural place for the National Civil War Naval Museum at Port
Columbus.

Its exhibits tell the lesser-known story of the water war that was
fought on rivers and along coastlines. Among the many mockups
of famous ships from both sides, there are the startling remains
of the CSS Jackson, one of the largest ironclads built in the
South. Sitting dockside when Union cavalry captured the city in
1865, it was burned to the waterline to prevent any later use by
Confederates. Consumed in flames, the ship drifted downriver
for two weeks before finally sinking 30 miles south of Columbus.
The ship was raised in 1961 by local citizens during the Civil War

Centennial.

“It’s ironic that we have it now, because it was burned and sank,”
explains museum Executive Director Ken Johnston. “Most ships
were disassembled and sold for scrap.”

Military Outlook

Amidst all the promise, local leaders have also become a little
nervous about how federal budget cuts will affect Fort Benning.
Word got out that at least some of the units could be on the
chopping block. One study apparently recommended a reduction
of 7,100 active duty and civilian personnel. Such a move could
take a big chunk of the $4.3 billion a year impact of the base.

“Fort Benning is a huge economic engine,” says Gary Jones, the
chamber’s executive vice president for economic development
and military affairs. “That $4.3 billion is just based on salary and
contracts.”

In past years, the base has profited from closures elsewhere as
units were shifted here. The next time, the area may not be quite
so lucky.

“We know there will be cuts,” says Becca Hardin, executive

vice president of The Valley Partnership, a regional economic
development agency that is part of the Greater Columbus
Chamber. “We don’t know how Fort Benning will be impacted.
Nothing has been officially announced and confirmed. We will
be very focused on keeping soldiers there and keeping civilians
employed. If we see large cuts there, it’s going to impact housing,
retail and everything in our local economy. Fort Benning is
something we watch very closely.”

Whatever happens, it isn’t likely to dampen the optimism that
pervades this city. The glory days it once knew are here again.

This article appears in the June 2013 issue of Georgia Trend
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COLUMBUS: ROARING AHEAD

Connections, creativity and college kids

Karen Rosen

A New Era: Columbus Mayor Teresa Tomlinson

www.beckystein.com

“Up” is the operative word in Columbus, and not just because

of the new zip line that will whisk brave souls across the
Chattahoochee later this year. A desolate area on a bluff
overlooking the river is ripe for revitalization as a “creative
village.” And Columbus is pitching an ambitious plan to increase
the number of flights taking off from its airport with high-speed
passenger rail service to Atlanta’s airport.

Factor in the city’s thriving downtown, and it’s fitting that
Columbus has always called it “Uptown.”

These projects have something else in common: potential for
connections. The 1,200-foot zip line will not only link Georgia to
Alabama (at 40 mph), but will complement Columbus’ distinctive
outdoor tourist attraction, the largest urban whitewater course in
the world.

Mayor Teresa Tomlinson says that “with this new intensive
recreational use of our river that had previously been dammed up
for mills,” a new era has arrived “that is bringing this fresh look at
Columbus.”

The redevelopment of City Village — a former mid-20th century
mill town on 30 square blocks north of downtown — will tie
Uptown and the Total System Services Inc. (TSYS) campus to the
trendy Bibb Village neighborhood via the RiverWalk and the 2nd
Avenue corridor.

“It will physically connect all of that investment in Uptown to
this investment that’s been occurring naturally and through the
private sector in Bibb Village,” Tomlinson says. “You'll have this
continuity of vibrancy and intown living.”

Meanwhile, high-speed rail, planned to begin in 2030 at a cost
of $3.9 billion (in 2030 dollars, with a 30 percent contingency)
“is about connecting the economic resources of Columbus with
Atlanta,” Tomlinson says.

She hopes to make Columbus a pilot project. “I actually am going
to pitch to the Federal Railroad Administration that they need
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to come to Columbus first because we’re doable, we’re the least
expensive, we already have the right-of-way largely in hand and
we are not on a shared rail so we don’t have to fight with Norfolk
Southern and CSX,” Tomlinson says. “We’re now at the forefront
of all cities in Georgia to be the first city for high-speed passenger
rail connection to Atlanta.”

Tourism Trends

Those on the zip line will settle for high-speed connection to
Phenix City. Plans are to open by the end of the summer just
south of the Cut Bait and Powerhouse rapids. A new splash pad
with 32 jets is another new tourist attraction.

Richard Bishop, president and CEO of Uptown Columbus, says
more than 16,000 people ran the rapids last year in the first
whitewater season on the Chattahoochee.

“We only touched a small piece of the market in our metro area
and just scratched the market in the Atlanta area,” Bishop says.
“We hope to get that number up to 25,000 or 30,000 this year.”

By combining river activities with visits to the National Infantry
Museum and Soldier Center, National Civil War Naval Museum
at Port Columbus and the Coca-Cola Space Science Center, a trip
to Columbus “really becomes an overnight stay,” Bishop says. The
ultimate goal is a multi-day visit.

Bishop says 11 new Uptown businesses — mostly restaurants —
opened last year, and gross receipts for the entire area totaled
about $34 million.

He expects substantial growth this year now that a whitewater
outpost on the Georgia side of the river opened in January. Last
year, the only check-in area was on the Alabama side.

Columbus also offers numerous dry-land activities, such as
running and biking on its trails and RiverWalk, which make it a

150 destination for physically fit families.

The Convention and Visitors Bureau uses the slogan “Conquer the
Outside” in its marketing, urging visitors to “plan your outdoor
urban escape” in Col-umbus. A new app includes information
about rafting, fishing, running, biking, geocaching and even
birding. Lucky birders have already spotted the two bald eagles
that live downtown.

The number of visitors increased from 1.3 million in 2012 to the
1.7 million last year.

“We think it’s because the city keeps reinventing itself, keeps
adding product,” says Peter Bowden, president and CEO of the
CVB. “It was rare that we walked into any meeting or gathering
across the state or even in the Southeast that the conversation
didn’t start, ‘Well, tell me about whitewater.””

The bureau has been focusing more on social media and digital
marketing to tell its story and will roll out a more interactive
website this summer.

Burgeoning Downtown

While Columbus’ appeal has long been evident to those booking
family and military reunions, it has found recent success

selling downtown as a meeting campus. The convention center,
RiverCenter for the Performing Arts, Civic Center and Springer
Opera House are all within walking distance.

The Georgia Thespians, who have about 4,000 young participants,
have felt at home for several years in a city showing an increasing
commitment to the arts.

Columbus raised $100 million to build the RiverCenter, then
Columbus State University came up with another $100 million
to move its colleges of music, art, theater and communications to
what is known as its RiverPark campus. In April, CSU opened art
studios in the old Seaboard Depot.

The university’s history, geography and astronomy programs are
also based in Uptown, and CSU’s footprint continues to grow.
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At press time, President Tim Mescon was negotiating to buy the
former Ledger-Enquirer building in hopes of moving the college
of education and the health professions in the school of nursing
to the 176,000-square-foot space. That would leave room on
the main campus for an expansion of research activities and an
honors college.

“We’'re deeply involved in this whole gentrification of the
riverfront area,” Mescon says. “We’ve got over 1 million square
feet here in about a dozen different buildings and 500 student
beds downtown, but the acquisition of the Ledger-Enquirer
building would really be an exclamation point on our RiverPark
campus.”

The move would give CSU, with an enrollment of 8,300, about
3,000 students downtown.

Shuttles take students back and forth to the main campus

six miles away. “They’re only 20 minutes apart, but it's two
completely different lifestyles,” Mescon says. “No other university
in our system has this kind of a live-work-play geography for

our students on the banks of the Chattahoochee River. We think
you get a unique urban experience here, but in a smaller city
environment.”

While universities typically own their own housing, CSU
partnered with a private developer to install students in a
gorgeous three-story walkup that opened a little over a year ago.

“We said we can fill up any bed that’s built downtown,” Mescon
says. “It filled up in like 15 minutes. *

Non-students are also vying for living space Uptown, including
apartments and condominiums in renovated mills such as Eagle &
Phenix, developed by the W.C. Bradley Co., and the Lofts at Swift
Mill.

Pace Burt bought the old Swift Mill, once a large denim
manufacturer, in 2007, and didn’t abandon the project after a
massive fire destroyed 70 percent of it in 2011. However, Burt lost

his tax credits and incentives after the fire.

“The project was literally dead in the water in 2012,” Burt says.
“We were really in a big mess. The state wanted to see these
buildings renovated, but they’ve got guidelines, too, that they have
to follow.”

Burt still had 300,000 square feet left over. He worked with a
consultant to convince the state that the remaining structure had
historical significance and received tax credits to rehabilitate the
structure.

The first building opened Jan. 1, 2013, and has such artsy appeal,
Burt says, that “people want to have receptions in the hallways.”

He also has 80,000 square feet of commercial space and is
looking for the right tenant or tenants.

Meanwhile, Burt is putting 47 one-bedroom loft apartments in
a second building that should open in August. There’s already
a waiting list for the units with exposed brick and beams and
16-foot ceilings. “The only restriction on Swift Mill is historical,
which is a no-brainer,” Burt says. “That’s why people want to
be there. We've had a tremendous outpouring of support from
community and residents.

“Infill is where it's at now. Everybody wants to have walkability.”

That walkability would extend to the City Village project, which
Tomlinson says “became the talk” of the Mayors’ Institute on City
Design conference in the fall of 2012.

She envisions a neighborhood drawing “those individuals that
creative industries are looking to hire. That’s a new sector we
would like to get into in Columbus, which is everything from
software design to architecture and the cultural arts.”

Features could include urban agriculture, innovation stations
and very generous linear parks along the bluff for public space,
outdoor concerts and festivals.
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Not everyone wants to concede the entire living space to the
creative industries. “The school board is involved,” Tomlinson
says. “They’re saying, ‘Hey, can we have a teacher village?””

The site of the historic Bibb Mill, which burned down in 2008,
could be attractive for a national corporate headquarters.

It's just another repurposing of land that once revolved around
mills employing more than 30,000 people. That number has
decreased to about 800.

Growing Up

“The leaders way back 40 years ago said, ‘It's important for us to
diversify,” says Mike Gaymon, president and CEO of the Greater
Columbus Georgia Chamber of Commerce, “and today, we're
reaping a lot of the benefits from seeds that were planted many
years ago.”

Technology-based companies such as Aflac and TSYS took root
in Columbus, giving the city more mainframe computing capacity
than the rest of Georgia combined, excluding the Atlanta region.

“The big opportunities that we see are the expansion of our
existing companies here locally,” says Bill Murphy, who came
from Ohio in early 2014 to become the chamber’s executive vice
president for economic development. “Over the past 20 years, the
community has really invested in making the community not just
a great place to work or to live, but to also play.”

In 2013, the chamber and the Valley Partnership announced
3,330 jobs (including 895 retained jobs), a significant increase
over 2012, when there were 1,297 (including 350 retained jobs).

This year got off to a rousing start when Blue Cross and Blue
Shield of Georgia (BCBSGA) announced in late January that

it would build a new facility to house nearly 2,000 employees
currently in two smaller locations. The 200,000-plus-square-
foot space is expected to open by next summer in the Muscogee
Technology Park. The $50-million investment comes on the heels
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of two BCBSGA announcements in 2013 totaling more than 600
jobs.

The Kia Motors plant 40 miles to the north continues to bring in
suppliers. Hyundai Dymos, which manufactures axles, manual
transmissions and seats, will bring 350 new jobs and a capital
investment of $25 million. The company began hiring in January
and had 1,200 applicants.

Pratt & Whitney is expanding into a 105,000-square-foot building
in the Muscogee Technology Park, creating 45 jobs initially and
the potential to double its space to 200,000 square feet this year.

About 400 jobs returned to the Hostess plant, which shut down

in late 2012. The Columbus bakery reopened last summer under
new ownership, bringing Twinkies back to the shelves, while other
former Hostess snack makers remained closed.

“One of the reasons that they opened it is because of the
competitive package that was put on the table from our
development authority and our city, and the work of our chamber
helped to coordinate all that,” Gaymon says.

Now he’d like to bring a medical college to Columbus, whose
population of about 200,000 makes it neck-and-neck with
Augusta for the title of the state’s second-largest city.

A partnership with Mercer University — in which third- and
fourth-year medical students train at two local hospitals —is in its
third year. However, Gaymon wants a permanent presence, citing
a national study that claims communities with a medical college
reap 2.3 dollars for every dollar spent.

To that end, he’s looking at building sites, “so that we can recruit
Mercer Medical College here like we recruited NCR.”

The chamber didn’t bring Fort Benning to the region, but it’s
doing everything in its power to give the Army installation what it
needs — especially in light of U.S. Army budget uncertainty. Fort
Benning has 42,000 employees and had an economic impact last

year of $5.97 billion.

“We’re very comfortable that Fort Benning will be around for a
very, very long time,” says Gary Jones, the chambers’ executive
vice president for economic development and military af-fairs.
“What we want to do is help make sure that we can prepare
this region so it does not preclude growth opportunities at Fort
Benning.

“We still see Fort Benning as a growth industry.”

However, the Army has revealed it will get smaller. Jones expects
the fort’s economic impact to decrease due to the combination of
a Department of Defense drawdown, sequestration and Defense
Base Closure and Realignment (BRAC).

“But we're saying that, ‘Hey, even if that impacts the region a half
billion dollars, you're still dealing with an entity that brings in
$5.4 or $5.5 billion and that’s serious business,” he says.

Fundraising has begun on the $65-million National Armor and
Cavalry Museum that will eventually be another destination on
the RiverWalk linking Fort Benning with Uptown.

“The Chattahoochee used to be called the old brown rope that ties
us together,” Jones says. “Now the water is just clear, and that’s
because it’s back following its own path and the rapid water has
washed the silt away. [If] you stand on the banks, you can look
down and on the bottom see the fish swimming around.”

Or look up and see more of what Columbus has to offer.

This article appears in the June 2014 issue of Georgia Trend
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How Greenville, South Carolina, Brought
Downtown Back: A Case Study in 30 Years

of Successful Public/Private Collaboration

Real Estate Review, Vol. 37, No. 1, Spring 2008

Nancy P. Whitworth* and Mary Douglas Neal**

* Nancy Whitworth is the Director of the City of Greenville Eco-
nomic Development Department and has over 22 years experi-
ence in the field of economic development. She is experienced in
facilitating private development through negotiated participa-
tion by the city for major commercial developments in downtown
and across the city.

** Mary Douglas Neal (now Mary Douglas Hirsch) is the Down-
town Development Manager in the Economic Development De-
partment with the City of Greenville. She is directly responsible for
working on a day-to-day basis with business owners and develop-
ers to promote a viable downtown district.

CASE STUDY

GREENVILLE, SC

Having a strong urban core is a top priority for the
City of Greenville, South Carolina. For the past 30
years, the city has teamed with the private sector
to create unique development partnerships, stimu-
lating a major revitalization of the central business
district that has had far-reaching impacts.

With the most impressive strides being made over
the last 10 years, Greenville’s downtown has gone
from abandoned warehouses and empty store-
fronts to having a thriving central business district,
with up-scale restaurants, high-end residential con-
dos and lofts, numerous events, and major new
mixed-use developments, consisting of office, resi-
dential, hotel, and retail uses, scattered throughout
downtown. The sustained momentum is, stunning
for a small southern city of just under 60,000 resi-
dents.

Greenville’s Economic Development Department
has played an integral role in the downtown devel-
opment activity. Focusing on key anchor develop-
ments, unique natural assets, a multitude of cultural
amenities and attractions, and steady residential
growth, the city has utilized its economic and physi-
cal strengths, and those of the region, as critical
components of the revitalization process. Both local
government and private enterprise understand the
development process, realizing that a partnership
based on mutual respect between both private and
public sectors is often the best approach to achieve
successful developments.
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LOOKING BACK

Greenville, South Carolina is nestled in the foothills
of the Appalachian Mountains, midway between
Atlanta. Georgia, and Charlotte, North Carolina. The
region is home to many national and international
corporations such as Michelin North America, Gen-
eral Electric, and BMW. Greenville’s industrial devel-
opment has consistently been strong and growth
has been sustained, but not all of Greenville fol-
lowed this trend. As people moved away from the
central city, a rapid decline ensued. Once the un-
questioned retail and business center of the area,
Greenville’s downtown languished in the 1960s and
1970s as shopping centers lured the major retailers
to the suburbs, and downtown was left with count-
less vacant buildings and no people.

Greenville faced what other cities faced—a dying
downtown in the midst of a growing region. To
meet the challenge, Greenville set out to remake
Main Street and to create an atmosphere that
would be conducive to office and residential uses,
specialty retailing, entertainment, and the arts.
Downtown’s renaissance has been an evolutionary
process marked with significant achievements, and
some missteps, over the past 30 years.

GREENVILLE’S APPROACH

Greenville assessed what it had and realized some-
thing dramatic needed to happen. With an unap-
pealing and uninviting downtown with no par-
ticularly attractive buildings, downtown had to be
repositioned to provide a distinctive environment
and unique atmosphere.

As Greenville took steps to re-establish its down-
town, the city invested strategically in properties,
following a plan to develop major anchors in the
downtown area and filling in the areas in between
with deliberately chosen private sector investors.
Greenville took advantage of its small downtown

and expanded the activity centers in a logical and
connected progression based on a formula which
included retail, office, residential, entertainment,
and family needs.

No simple formula for success exists. Every down-
town is different. In fact, it is important to focus on
differentiating one downtown from another, be-
cause it is the individual character of a product that
commands the highest value in the market place.
Greenville's strategy includes a marketing line that
also reflects the city’s approach to revitalizing the
downtown: “Downtown is Everybody’s Neighbor-
hood.”

The main street streetscape design, completed
in 1979, marked the first physical improvement
of Greenville’s downtown. Although the trend at
the time was to emulate the new shopping malls,
Greenville chose not to shut down its main street
and rather to combine the best of vehicular and pe-
destrian design.

What set Greenville apart in the early days, was its
commitment and understanding that there would
have to be a successful alliance of public and pri-
vate investment. Greenville understood, long be-
fore the words public private partnerships became
common, that it was necessary for the public sector
to step forward to provide the impetus for private
investment to occur. Greenville adopted a plan fol-
lowed by a sustained commitment that led to and
continues to support a model downtown.

Greenville leaders focused on a master plan that
outlined a strategy for implementation that has
been modified and adapted over the years to re-
fleet changing market conditions. There was a will-
ingness to try new approaches, take risks, make
mistakes, and learn from the successes and the
failures. But it was not always easy and was never
without critics.

The year 1977 was a significant milestone. The
City Council, led by Mayor Max Helier, along with
a contingent of philanthropic community leaders,
took steps to begin the remaking of downtown. As
was reported in the Greenville Piedmont, “Council
charged full speed ahead despite the cries of persis-
tent doubters who believe that all the gold at Fort
Knox would not save downtown?’ And the rest is
history. Today, Greenville has transformed from an
aging mill town to one of the best downtowns in
America recognized for its boutiques, art galleries,
restaurants, vibrant entertainment scene, and buzz-
ing night life. What, in retrospect, have been the key
factors in this remarkable turnaround.

FOCUS ON DESIGN AND IMAGE

Main Street Greenville was remade to create a pe-
destrian orientation without sacrificing vehicular
traffic. Greenville was not blessed with an attrac-
tive streetscape; instead, quite the opposite. A ma-
jor thoroughfare, Main Street had overhead power
lines, four lanes of moving traffic, parallel parking,
and little landscaping. When the department stores
and shops lined the streets, the lack of physical
amenities did not seem to matter—Greenville had
people and activity. When the stores left, so did the
people, and the streets and sidewalks suddenly
turned into vast wastelands. It was often said that
you could shoot off a cannon on Main Street at
night and not hit a soul! This was not an image that
Greenville wanted to have.

Something had to be done, and a plan was born.
Designed by Lawrence Halprin and Associates,
the streetscape plan condensed the existing Main
Street from four lanes down to two lanes of vehicu-
lar traffic with free angled parking. The vast expanse
of bare pavement made way for trees. The trees,
which are now the signature element of Main Street,
made it appealing to pedestrians and also covered
up some of the unattractive and vacant buildings.
Sidewalks were made extra-wide to provide a fes-
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tive atmosphere and to encourage outside dining
and other sidewalk activity. And that was just the
beginning; setting the stage for future develop-
ment. Greenville now had an identity as a tree-lined
street with a welcoming canopy of lush green trees
that provided cool shady spots for outdoor dining
during the warm weather, an ideal that is. charac-
teristic of South Carolina.

Further planning laid the groundwork for invest-
ments in plazas anc public spaces. Planning fo-
cused on creating and highlighting one of the most
spectacular features of Greenville’s downtown—
Falls Park, whict features a 355-foot award winning
suspension bridge overlooking a 60. foot waterfall,
five stories below. Some cities work to maintain
their unique identity; Greenville had to work to un-
cover its uniqueness. Long ago, the waterfall had
beer covered with a state owned, federally fundee
bridge, which totally obscured the view of the falls
and intruded upon the park environment.

When the decision was made in early 2001 “to re-
move the bridge and free the falls,” the skeptics sur-
faced again. Greenville’s Mayor Knox White and the
City Council led the public/private effort to remove
the bridge and reclaim the heart of the city. The
park now not only boasts the bridge, but 20 acres
of gardens and amphitheaters for concerts and the
summer-long upstate Shakespeare the Park perfor-
mances. The park has become the city’s signature
public space providing a quiet respite from the ur-
ban environment and a gathering spot for people
of all ages.




USE CENTRALLY LOCATED INVESTMENTS AS CATALYSTS

Developing anchor projects, through creative public/private partnerships is
one approach used by Greenville to spur redevelopment activity in down-
town. An anchor can signal a rallying point for the corn munity and serve as
the catalyst for future complementary develop ment. Combining the efforts
of the public and private sectors can help ensure its success.

Table I
Summary of Downtown Development Projects
Project Year Investment Levels Project Components
Completed Public Private Total
Greenville Commons 1982 $10 $24 $34 350 room Hyatt Regency Hotel;
million million million 43,000 SF meeting space;

Restaurant;
92,000 SF office space;
832 space parking garage

The Peace Center for the 1991 $13.9 $28.5 $42.4 2,100 seat concert hall;

Performing Arts million million million 400 seat theater;
2,000 seat outdoor amphitheater;
28,500 SF office building;
Restaurant;
Park and public space;
Cabaret theater;
Former coach factory meeting facility

West End Market 1995 $4.16 N/A $4.16 35,000 SF of retail/restaurant space;

million million 10,000 SF of office space
Poinsett Plaza/Hotel 1999/2000 $15.1 $39 $54.1 220,000 SF office space;

million million million 4 residential penthouses;
204 room Westin Poinsett Hotel;
Streetscape and park improvements;
An 843-space Parking garage

West End Baseball 2006 $8.5 $20.7  $29.2 Stadium with 4,500 fixed seats pavilion;
Stadium/Field House million million million Playground;
Green Monster media board modeled after
Fenway Park;

Mixed-use building with 40 residential condos
and 55,000 SF

RiverPlace 2005 $13.5 $37 $50.5 Two residential condo buildings with 46 total
million million million units;

115 room Hampton inn and Suites Hotel;
87,000 SF office building;
5,000 SF artist studio spaces;
285 space parking garage;
Streetscape and riverwalk improvements and
an interactive water feature

Falls Park and Liberty 2004 $13 $3.4  $16.4 Bridge demolition;
Bridge million million million Landscape and irrigation;
Stream restoration;
New pedestrian bridge;
Hardscape and buildings and design and
construction management
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GREENVILLE COMMONS

Greenville’s first anchor and first major public/
private partnership was he Greenville Commons,
which incorporated a Hyatt Regency Hotel, *men-
tion center, office complex, and parking garage. A
dedicated group of Greenville businessmen put
their investment at risk to ensure that this project
happened. The city purchased the land, built the
convention center and parking garage and leased
the air rights for the hotel and office building. The
hotel atrium was considered a city park.

The success of the Commons was not simply the fi-
nancial success of the project, although the Hyatt is
still operating, today, but rather the spilloverimpact
of the new office buildings which were construct-
ed nearby resulting from the renewed interest in
downtown development. It also began a new way
of doing business for the city as the public and pri-
vate sectors worked together to achieve the dream.
The public sector provides the spark plug, but it is
the private sector that is the engine in Greenville.
However, neither works without the other.

Continuing on with its plans and focusing on the
success of public/private partnerships, Greenville
steadily moved in a logical progression to develop

further downtown anchors, ensuring that they were
strategically located in order to maximize the po-
tential impact.

THE PEACE CENTER FOR THE PERFORMING ARTS

The Peace Center for the Performing Arts stabi-
lized a less than desirable part of town and linked
downtown to a hidden asset—the river, waterfall,
and park. The center included the addition of ma-
jor facilities, renovated several historic structures
into productive space, and gave people a reason
to come downtown at night and on weekends. The
Peace Center is a perfect example of the beauty of a
public/private partnership, with a lead gift given by
a prominent local family, and the entire community
lending support in a myriad of ways. For its part, the
city acquired the property (primarily through tax
increment financing) and provided the landscap-
ing and amenities. Eminent domain, typically used
sparingly in Greenville, was necessary to secure
some of the property.

WEST END MARKET

Greenville’s next major anchor required a different
approach. The historic West End of downtown was
blighted, yet strategically connected. Even after
completing streetscape improvements and provid-

P —

ing low interest loans, the private sector was reluc-
tant to invest. With a private donation of neglected,
historic buildings, the city, led by Mayor Bill Work-
man and City Council, took the risk of developing
the West End Market, a major 45,000 square foot
destination for residents and visitors alike. Recog-
nizing that private investments would not be taking
the lead in developing in this location, the city as-
sumed the developer role, along with the attendant
financial and market risk, to create a facility with
office, retail, restaurants, artisans, and a traditional
fanner’s market, all in a festive and park-like setting.

The financing structure required the pooling of a
number of sources: tax increment financing, a HUD
Section 108 loan, grants, city general find dollars,
and even the sale of personalized bricks. The city
took on a significant risk but learned first hand the
private side of a deal. The West End Market was sold
in 2005, yielding a net profit to the city to invest in
other projects.

The establishment of the Market led to an arts and
entertainment district of restaurants, theaters, and
the Governors School for the Arts, a year round resi-
dential school for the arts and humanities attract-
ing high school students from across the state.
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POINSETT PLAZA HOTEL

Sometimes mixed-use developments include multiple buildings and devel-
opers all within the same project. The city was working with the owner of a
vacant and neglected historic hotel when it became apparent that a park-
ing structure, required to support the hotel, should be sized to accommodate
other potential developments as well. The city approached a local bank, then
housed in an adjoining historic building, to inquire as to whether the need for
new space might become imminent. A developer was identified, who was in
the vacant and neglected hotel, and the result was the Westin Poinsett Ho-
tel, a renovated 204 room hotel. Along with the renovated hotel came a new
220,000 square-foot office building with residential penthouses and 44 con-
dominium units, which were the result of the renovation of a vacant educa-
tional wing of a nearby church.

Tax increment financing was again used, this time to construct the parking
garage with a design that incorporated the architectural elements of each
development (the sides of the garage match the building on the correspond-
ing side—one side has brick and the other concrete). Even though the city’s
financial participation was necessary, perhaps more important was its role in
bringing the various private partners together and coordinating the various
contractors with tight schedules and space.

WEST END BASEBALL STADIUM

More recently, a public/private partnership resulted in an award-winning new
baseball stadium in the West End, which was designed to feel as if it were a
long-standing community facility. The city provided development ready land
and leased the property to the owners of a new team, the Greenville Drive (an
affiliate of the Boston Red Sox), who were interested in locating in Greenville.

Constructed from old brick salvaged from demolished textile mills, the Drive
now play in a neo-traditional designed stadium with a left-field wall reminis-
cent of Fenway Park’s Green Monster. A newly constructed building including
offices, restaurants, retail, and residential condominiums lines one side of the
baseball stadium, and other restaurants and offices have located in nearby
renovated space. Another great example of a public/private partnership,
funding for the project came primarily from tax increment financing, sale pro-
ceeds from the West End Market, hospitality finds, and storm water and sewer
funds. The team owners constructed the stadium using all future stadium and
ticket revenues.

City of Panama City | Tourist Development & Economic Opportunity



RIVERPLACE

RiverPlace is the latest example of a major public/private partnership. A col-
lection of buildings along the Reedy River with office buildings, residential
condos, restaurants, artist studio spaces, and an interactive water feature, this
complicated public/private partnership required layers of ownership over dif-
ferent elevations and a marriage of public and private interests.

For many years the community had turned its back on the Reedy River river-
front. Upstream industries had been allowed to dump industrial chemicals into
the river, causing major pollution issues and contaminating the river. The chal-
lenges faced to develop this area were many.
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The revitalization of the adjacent Falls Park provided the impetus to further the
reclamation of the riverfront. For over 25 years, a 10-acre tract had been pri-
vately assembled with plans for a mixed-use development. The owners wanted
to wait until the market was ripe for a significant development. With the nego-
tiations occurring between the city and private developers, the time had come
to revitalize this area—which sits at the literal heart of downtown. The result-
ing development was environmentally sensitive to the sites and established a
design standard for the community. The city constructed underground park-
ing with private development constructed above. Public walkways and plazas
link to the park. Parking spaces along the riverfront were designed for artist
studio spaces that are leased for the cost of a parking space. Eminent domain
was required to assemble some of the public walkways.




162

% . A

w v e

ATTEND TO THE DETAILS, DETAILS DO MATTE

Downtowns are not just about the big projects and
planting of trees. As in any major development, at-
tention to the details and maintaining the value of
the investment is critical. Attractive landscaping,
seating, lighting, and sculpture alone will not make
things happen, but it does provide a backdrop for
the important elements and gives a sense of place
and identity to set the stage for a transforma-
tion. As ther. Mayor Max Heller was quoted at the
streetscape groundbreaking in 1978, “We are de-
lighted to make the beginning of the new down-
town. It will give the core of our city a much more
beautiful appearance and will be its reflection of
the whole area!” The physical environment should
be designed and programmed to encourage its use
and reinforce a sense of place with a focus always
on people.

In the years since 1978, Greenville has focused its
attention on a number of details in order to ensure
not only that people come to downtowr but that

private investment comes downtown as well.
CLEAN AND SAFE

Downtown crews provide daily clean up. Sidewalks
and streets an routinely washed. Seasonal plantings
provide color. Police officers or fQot and bike patrol
provide an enhanced level of service in downtown.

SIGNAGE/WAYFANDING

Attractive, coordinated and easy-to-read signage
pro vides pedestrians with directional wayfinding
for down town destinations. “More to enjoy” signs
on Main Stree direct visitors to retail and restaurants
on side streets.

EVENTS

Downtown averages over 250 event days per year.
Events include something for everyone, from sin-
gles to families, senior citizens to college students:
weekly concerts, art festivals, moonlight movies,
theatrical performances, musi, festivals, holiday cel-
ebrations, and parades. Downtown events achieve
a number of objectives including drawing people

into downtown for entertainment, providing them
with reason to dine in one of downtown’s eighty
plus restaurants and renewing their enthusiasm for
all that the city has to offer.

OUTDOOR DINING

Downtown Greenville’s original streetscape design
from the 1970s narrowed Main Street and enlarged
the sidewalks. The wide sidewalks provide ample
space for downtown restaurants to add tables and
chairs for outdoor dining and the generation of ad-
ditional revenues for these restaurants. The side-
walk cafes create a festive atmosphere for people
watching.

PUBLIC ART

Public art fills downtown. Whether a statue of
a famous Greenvillian, a juried sculpture, art on
construction fencing, nine bronze mice scattered
throughout Main Street with clues, quotes in the
sidewalk, bells in the trees, or sidewalk performers,
there is something for everyone, further enhancing
downtown’s personality.

City of Panama City | Tourist Development & Economic Opportunity
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SHARING THE LESSONS LEARNED IN GREENVILLE
BUILD ANCHORS

Anchors are not a guarantee, but they set the tone
for future development and the standard and direc-
tion for what can follow. Anchors should be stra-
tegically located to obtain the most impact and
should be well linked with high-quality pedestrian
corridors.

CREATE A CRITICAL MASS

To be economically self-sustaining, a downtown
must attract people not only to live and work there,
but tourists must bring their business as well. Mixed-
use developments help to provide the variety and
stability for tourism and office/residential needs.

BE AN ENTREPRENEUR

The public sector needs to think and act entrepre-
neuzially, understand and appreciate the inherent
risks of private development, and be willing to as-
sume well-calculated risks.

BRING VALUE TO THE PRIVATE DEVELOPMENT

The public sector’s value to the private develop-
ment is not just monetary. There are other ways to
provide value including the following ideas:

PROVIDE EXPEDITED REVIEWS

assist in  scheduling and staging of
construction,assign effective city staff to function as
part of the development team to serve as problem
solvers.

COMMIT IN WRITING

Agreements are essential. Expectations and respon-
sibilities of each partner should be clearly defined.
The private sector must understand the transpar-
ency of the public process and be patient. Time
commitments must be realistic. The city has an ex-
tensive history of writing development agreements
that stipulate the duties and obligations of each
sector. Both sides often return again and again to
these agreements for clarification as issues or ques-
tions arise.

INCLUDE RESIDENTIAL USES

The City of Greenville realizes the importance of
ensuring that downtown is everyone’s neighbor-
hood. Providing downtown residences is essential.
It will never be enough to just get people to visit
and work downtown; people need to actually live
downtown to support retail, restaurants, and cul-
tural venues and, most importantly, to create an
active street life. The initial focus of residential con-
struction was mainly apartments and condos above
the shops lining Main Street. Now, major residential
components are included in most of the mixed-
use developments throughout downtown. Many
of the residential units have been sold by auction.
Over the past five to seven years, approximately 500
residential units have been constructed. Currently,
there are an additional 500 units under construc-
tion and nearly one hundred more planned.
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Itis important to realize a balancing act is needed in a central business district
as the introduction of residential areas into a vibrant and lively downtown can
often result in conflict. Balancing the entertainment with residential needs is
tricky. Of late, the city, through its development agreements with private de-
velopers, is requiring an acknowledgement that some areas of the downtown
will include entertainment venues so as to head off potential future conflicts.

With the growth of new development activity, land values in the downtown
area have increased, causing some properties to be financially out of reach
of a large segment of the population. The city is addressing the affordability
of downtown residential growth in a variety of ways, including the establish-
ment of a Housing Trust Fund, land writedowns for new affordable and mixed
income housing, downpayment assistance to qualified buyers, contribution
to infrastructure to reduce development costs, partnerships with non-profit
and civic-minded developers and employment training programs designed to
raise income levels.

SUSTAINED PUBLIC COMMITMENT & INVESTMENT

Greenville’s elected officials made tough decisions along the way. It was not al-
ways easy; each project presented unique challenges. However, the city’s lead-
ership persevered. They studied the issues, took calculated risks, and invested
in the downtown, understanding that the returns may not come until much
later. The visionary, effective and persistent public policy and investment has
allowed Greenville to realize its potential.

The Greenville community supported the revitalization, which was incredibly
important and provided the elected officials a safety net. The leadership also
demonstrated to the community that due to state annexation laws limiting
how the corporate boundary could expand, its economic survival was going to
be dependent on growing from within. This focus proved fortuitous. Not only
has the downtown prospered, but so has the region. It also allowed Greenville’s
Mayor Knox White and City Council to focus on the revitalization of inner city
neighborhoods adjacent to downtown.

SUMMARY

Greenville has focused on creating a place that is authentic, sustainable, and
first and foremost for people. The city has elected to invest in public spaces,
parking facilities, and critical infrastructure required for quality private devel-
opment. The city’s mantra has been public/private partnerships, but it has not
shied away from solely taking on a development project in a blighted area if
necessary to draw private developers out of their comfort zone. The desire to
create an award-winning city is not just about pride; it is also about creating
jobs. The success of downtown is a selling tool for recruiting and keeping qual-
ity employers, whether in downtown or within the region.

The success of Main Street and downtown Greenville is a result of nearly 30
years of hard work and strong partnerships between the public and private
sectors. Together, the city along with the community has been able to realize
the potential, capitalize on Greenville’s uniqueness, and revitalize downtown.
While the heart of the city is strong, Greenville must now focus efforts to build
beyond Main Street. The city must create gateways into downtown that are
aesthetically appealing and consistent with the area. As the city undertakes
these new challenges, Greenvillians look forward to renewing partnerships
and creating new ones.
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CASE STUDY

SAVANNAH, GA

Founded in 1733, Savannah is the oldest city in
the State of Georgia and served as the original
capital of the British Province of Georgia and the
State of Georgia. Savannah has always prospered
because of its active port, playing major roles in
the American Revolution and the Civil War. Savan-
nah and Charleston were two of the few cities not
destroyed by General Sherman during the Civil
War. As a result, many of the original buildings,
homes and squares designed by James Ogletho-
rpe remain intact. In fact, Savannah’s downtown
area, which includes the Savannah Historic Dis-
trict, the Savannah Victorian Historic District, and
22 parklike squares, is one of the largest National
Historic Landmark Districts in the United States.

Savannah’s port has always been a mainstay of
the city’s economy. In the early years of the Unit-
ed States, goods produced in the New World had
to pass through Atlantic ports such as Savannah’s
before they could be shipped to England. From
2009-2014, Savannah was one of North America’s
largest ports for shipping container traffic.

Today, the Port of Savannah, manufacturing, the
military, and the tourism industry are Savannah’s
four major economic drivers. In 2006, the Savan-
nah Area Convention & Visitors Bureau reported
over 6.85 million visitors to the city during the
year. By 2011, the Bureau reported that the num-
ber of visitors the city attracted increased to 12.1
million. Lodging, dining, entertainment, and vis-
itor-related transportation account for over $2
billion in visitors’ spending per year and employ
over 17,000.

Several key factors have led to Savannah’s success
as a tourist destination: substantial investment on
cultural and performing arts programs and facili-
ties (and the events that utilize them), public in-
vestment in catalyst venues such as the Savannah
International Trade and Convention Center and
the soon to be developed Savannah Arena, and
significant growth in the development of lodging
properties including large nationally market ho-
tels, bed and breakfast inns and the opening of
boutique inns located in historic building. Possi-
bly the most impactful development in the trans-
formation in Savannah was the creation of the Sa-
vannah College of Art and Design (SCAD).
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ARTS and CULTURE

Beyond its architectural significance as being the
nation’s largest, historically restored urban area, the
city of Savannah has a rich and growing performing
arts scene, offering cultural events throughout the
year. The City actively promotes hundreds of events
that attract large and diverse crowds to the region
throughout the year. Some of these annual festivals
include:

The Savannah Book Festival - an annual book
fair held on Presidents’ Day weekend in the vicin-
ity of historic Telfair and Wright squares, includes
free presentations by more than 35 contempo-
rary authors. Special events with featured writers
are offered at nominal cost throughout the year.

Flannery O’Connor Childhood Home - a muse-
um house dedicated to the work and life of the
acclaimed fiction writer Flannery O'Connor, who
was born in Savannah. In addition to its museum,
the house offers literary programming, including
the annual Ursrey Lecture honoring American
fiction writers.

The Coastal Jazz Association — presents a variety =

of jazz performances throughout the year in ad-
dition to hosting the annual Savannah Jazz Fes-
tival.

Savannah Music Festival — an annual music fes-
tival of diverse artists which is Georgia’s largest
musical arts festival and is nationally recognized
as one of the best music festivals in the world.

Muse Arts Warehouse — founded in 2010, Muse
Arts Warehouse is a nonprofit organization com-
mitted to community-building through the arts
by providing a venue that is available, affordable,
and accessible to Savannah’s individual artists,
arts organizations and the public.

Savannah Children’s Theatre — a non-profit, year-
round drama theater company geared toward

City of Panama City |

offering elementary through high school stu-
dents (and adults) opportunities for participa-
tion in dramatic and musical productions.

Savannah Community Theatre — a full theater
season with a diverse programming schedule,
featuring some of Savannah’s finest actors in an
intimate, three-quarter-round space.

The Savannah Theatre — Savannah’s only fully
professional resident theater, producing music
revues with live singers, dancers and the most
rockin’band in town. Performances happen year-
round, with several different titles and a holiday
show.

Little Theatre of Savannah — founded in 1950,
The Little Theatre of Savannah, Inc, is a non-
profit, volunteer-based community organization
dedicated to the celebration of the theater arts.
Recognizing the unique social value, expressive
fulfillment and opportunity for personal growth
that theater provides its participants, the Little
Theatre of Savannah invites all members of the
community to participate both on-and off-stage.

Lucas Theatre for the Arts — founded in Decem-
ber 1921, the Lucas Theatre is one of several the-
aters owned by the Savannah College of Art and
Design. It hosts the annual Savannah Film Festi-
val.

Trustees Theater — once known as the Weis The-
ater, which opened February 14, 1946, this the-
ater reopened as the Trustees Theater on May 9,
1998, and hosts a variety of performances and
concerts sponsored by the Savannah College of
Art and Design. SCAD also owns the building.

Tourist Development & Economic Opportunity



CATALYST VENUES

SAVANNAH INTERNATIONAL TRADE AND CONVEN-
TION CENTER

Opened in the late 1990’s, the Center is located on
the Savannah River directly across from Historic
River Street. The 330,000 square foot venue features
over 100,000 net square feet of “Class A” convention
space and the region’s largest ballroom at 30,000
sg. ft. A 300 room Westin Hotel and Spa is located
adjacent to the venue. Water taxies help connect
attendees to historic Savannah. The opening of the
Center has allowed Savannah to actively pursue and
host large numbers of conventioneers and meeting
attendees through the entire year — helping to gen-
erate yearlong tourism business.

NEW SAVANNAH AND EVENTS CENTER

In 2013, voters approved a Special Purpose Local
Option Sales Tax (SPLOST) increase to raise $130
million for the development of a new 10,000 seat
events venue adjacent to downtown. Planning and
development for this venue are now underway. The
goals of this venue are to increase yearlong tourism,
provide improved quality of life to residents and
generate new economic impact.

SAVANNAH COLLEGE OF ARTS and DESIGN (SCAD)

Probably the most transformational dynamic in Sa-
vannah’s renaissance is the creation and develop-
ment of the Savannah College of Art and Design.
Founded in 1978 with 71 students and 7 faculty
members, SCAD now has over 11, 000 students on
multiple campuses around the world. Over 9,000 of
those students study at the Savannah campus. Most
of the buildings which house college functions are
structures which were largely dormant and in dis-
repair before SCAD purchased them. Downtown
Savannah now features dozens of buildings which
have been fully renovated and house classrooms,
residences, galleries and other university functions.
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SCAD’s efforts to work with the city of Savannah to
preserve its architectural heritage[ include restoring
buildings for use as college facilities, for which it has
been recognized by the American Institute of Archi-
tects, the National Trust for Historic Preservation,
the Historic Savannah Foundation and the Victorian
Society of America.[The college campus includes
67 buildings throughout the grid-and-park system
of downtown Savannah. Many buildings are on the
famous 21 squares of the old town, which are laden
with monuments, live oaks and a Southern-Gothic
feel.

The college’s first academic building was the Savan-
nah Volunteer Guard Armory, which was purchased
and renovated in 1978-79. Built in 1892, the Ro-
manesque Revival red brick structure is included on
the National Register of Historic Places. Originally
named Preston Hall, the building was renamed Po-
etter Hall in honor of co-founders May and Paul Po-
etter. SCAD soon expanded rapidly, acquiring build-
ings in Savannah’s downtown historic and Victorian
districts, restoring old and often derelict buildings
that had exhausted their original functions.

The university operates numerous Savannah galler-
ies, notably Gutstein Gallery, Pei Ling Chan Gallery,
Pinnacle Gallery and La Galerie Bleue.

The college holds numerous lectures, performanc-

es and film screenings at two historic theaters it
owns, the Trustees Theater and thelLucas Theatre
for the Arts. These theaters also are used once a
year for the Savannah Film Festival in late October/
early November. Past guests of the festival include
Roger Ebert, Peter O'Toole, Tommy Lee Jones, Nor-
man Jewison, Ellen Burstyn, Sir lan McKellen, Oliver
Stone, Liam Neeson, James Franco, Sydney Lumet,
Milo$ Forman, Michael Douglas, Woody Harrelson,
John Goodman, Claire Danes,James Gandolfini, and
many others.[23] With average attendance more
than 40,000, the event includes a week of lectures,
workshops and screenings of student and profes-
sional films.

Each April, SCAD hosts the Sidewalk Arts Festival
in downtown Forsyth Park. The festival consists
primarily of the chalk-drawing competition, which
is divided into group and individual categories of
students, alumni and prospective students. Similar
is the Sand Arts Festival. This sand festival is held ev-
ery spring on the beaches of nearby Tybee Island.
Contestants can work alone or in groups of up to
four people. The competition is divided into sand
relief, sand sculpture, sand castle and wind sculp-
ture divisions.

One of the College’s most notable contributions to
Savannah’s economy is the SCAD Museum of Art.

The SCAD Museum of Art was founded in 2002 and
originally was known as the Earle W. Newton Center
for British American Studies.

The museum’s collection of more than 4,500 pieces
includes works of haute couture, drawings, paint-
ing, sculpture, photography, prints and more.

The SCAD Museum of Art is a teaching museum,
serving Savannah College of Art and Design stu-
dents and as well as members of the community
and other visitors. A focal point is the Walter O. Ev-
ans Center for African American Studies, a multidis-
ciplinary center for the study, understanding and
appreciation of African American culture, art and
literature. It is complemented by the new André
Leon Talley Gallery, named for the Vogue contribut-
ing editor and SCAD Board of Trustees member.

On Oct. 29, 2011 the SCAD Museum opened its
doors to a new era, unveiling the most extensive
rehabilitation project the university has undertaken
since its inception. The revitalized museum features
new galleries and classrooms, a 250-seat theater, a
terrace and outdoor projection screen, a conserva-
tion studio, a museum café, as well as a 12-foot-long
orientation touch table. An 86-foot tall steel and
glass lantern welcomes visitors and elegantly rede-
fines the Savannah city skyline.
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SAVANNAH’S SURGING DOWNTURN
DEFIES DOWNTURN

AJC.com, Sept. 30, 2012

Greg Bluestein

SAVANNAH — A city center that Atlanta and
plenty of other cities dream about is the reality
here.

Downtown Savannah teems with tourists and
college students stroll past coffeehouses and res-
taurants in an eminently walkable urban envi-
ronment. Chocolate shops sit side-by-side with
art galleries, bawdy bars and boutique stores,
creating the type of seamless mixed-use environ-
ment that developers dream of manufacturing.

Though long been known for walkability, down-
town Savannah wasn't always this way. Sections
were plagued with empty storefronts and lagging
foot traffic just a decade ago. A fresh influx of
tourists, a renewed focus on the “creative class”
and Savannah College of Art & Design’s unortho-
dox growth strategy have led to a downtown re-
nassaince.

Atlanta certainly doesn’t have the waterfront
lure or historic charm of its older cousin. But the
importance of a pedestrian-friendly downtown
and Savannah'’s careful cultivation of a vibe that
appeals to a wide swath of residents and tourists
may hold lessons.

One of the biggest contributors has been SCAD,
the arts school that's lured thousands of affluent
students from across the nation to Savannah’s
streets.

Rather than focusing growth around a central
hub, SCAD has made its mark by buying a scat-
tering of aging or abandoned buildings across
town, rescuing several historic sites that were
vacant or in disrepair. The result is a discon-
nected campus that still manages to feel unified,
spreading youth and energy across the city.

“The SCAD phenomenon in Savannah points to
the future of urban revitalization. We're seeing
nationally this great return to cities, and Savan-
nah really is a living laboratory,” said Christian
Sottile, an urban designer who is dean of the
school’s Building Arts program. “It's more rel-
evant now than ever before as we turn our atten-
tion to sustainability to make cities less depen-
dent on cars.”

The school’s model, like those of some other ur-
ban universities, illustrates how a centralized
campus isn’'t always necessary to foster cohe-
sion and identity. The thousands of college stu-
dents spread across Savannah'’s streets take care
of that. The college-town vibe will only grow as
Atlanta’s John Marshall Law School converts a
mammoth hospital in Savannah to house its lo-
cal branch.

Atlanta city officials hope for a similar effect as
Georgia State University continues to expand
in downtown Atlanta. The school has scooped
up properties across a swath of downtown, in-
cluding the recent purchase of the Atlanta Life
Financial Group building that gives it a new foot-
hold on Auburn Avenue.

While Savannah’s 12 million annual tourists
pales in comparison to the 37 million visitors At-
lanta estimates it attracts each year, the indus-
try’s growth there has had a profound and unde-
niable impact. Savannah’s tourism draw differs,
too, since many of the visitors come in strictly
for vacations as opposed to conventions, sport-
ing events and other gatherings.
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The number of hotel rooms in Savannah has
swelled by 4,000 in the last decade , and the
surge of travelers has buoyed restaurants and
amenities a town of Savannah'’s size couldn’t
otherwise support. The struggling economy
has played a part, making a domestic destina-
tion like Savannah more attractive.

So has the city’s packed calendar of activities
and heavy policing.

“As soon as tourists don't feel safe, they don’t
come anymore,” said Brandt Herndon of the
Savannah Department of Economic Develop-
ment. “The economy downtown hasn’t really
suffered, thanks in part to tourism and the in-
flux of visitors it brings.”

Savannah hasn’'t been immune from growing
pains. Graffiti mars some buildings and alleys.
Construction and roadwork makes navigating
some streets difficult, and parking can be an
obstacle for larger businesses. And strict zon-
ing rules and building requirements can make
it tough for new construction or renovation.

“It can be a pain,” said Jake Hodesh, the head
of Creative Coast, a nonprofit that aims to lure
small firms to town. “But there’'s something
about the way it looks and feels. It just works.
And that’s really comforting. It's a reminder
that you can be successful and independent
and live a robust life without having to be in
the big city.”

Hodesh is part of another key factor that’s un-
derpinned the city center’s growth: A renewed
emphasis on creative types, from artists to
tech ventures, who call Savannah home. The
nonprofit, funded by city officials, helps small
companies push city policy, find investors and
network with other local businesses, an echo
effect that can help draw other creative indus-
tries to town.

City of Panama City
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A nascent bicycle coalition has helped pave the
way for a growing web of bike lanes throughout
town, where pedestrians now routinely dodge
cyclists. A weekly farmer’s market has also taken
root in a massive intown park, fostering a grow-
ing foodie culture.

“Savannah is creating its own modern identity.
It's no longer Savannah 1733 — it's Savannah
2012,” said Hodesh. “It’s a much more laid-back,
smaller version of the expensive town you're
used to living in.”

There are scant numbers to quantify the trend,
although the city’s population has inched up
modestly over the last decade, and the number
of city approvals required to modify the historic
buildings in downtown Savannah has almost
doubled since 2009.

The Savannah metro area’s unemployment rate
is stuck around 9.2 percent, but job-generating
projects include a $30 million development
in the city center anchored by the U.S. Attor-
ney’s Office, the first construction of its type in
decades. A proposal to build a new downtown
baseball stadium is floating around, city plan-

ners say, and Georgia Power has huge tracts of
land for sale on opposite ends of River Street.

The real difference can be felt on the ground.
Broughton Street, one of Savannah’s main cor-
ridors, could feel almost empty in the late 1990s.
Since then major retailers, including GAP and
Banana Republic moved in, and more coffee
houses and restaurants followed. Now the space
above those ground-level floors is being convert-
ed to condos or rented as vacation homes.

“Things are still really tough, but downtown Sa-
vannah is not wasting away,” said Bill Dawers,
a teacher at Armstrong Atlantic State Univer-
sity and a freelance columnist for the Savannah
Morning News. “We're seeing a really nice resur-
gence.”

Kevin Lawver moved to Savannah about four
years ago after working in San Francisco and
Washington. He’s now president of Rails Ma-
chine, a six-person web application company
with an office you'd expect to find at a Silicon
Valley startup: A ping pong table, a comfy lounge
area and a makeshift bar where a keg of beer is
always on tap. “Savannah is a perfect fit for a

certain type of company. Designers and develop-
ers can come here, work their butt off without
distractions of a big city,” said Lawver. “In San
Francisco there’s a conference or a workshop ev-
ery week, but here | can hide when | want.” Sa-
vannah'’s still grappling with competing tensions
that could strain other cities, including ongoing
fights between preservationists and local devel-
opers. But their truces have yielded triumphs
like the redevelopment of Ellis Square, a restored
greenspace surrounded by new buildings in the
heart of the city.

With questions hanging about ambitious proj-
ects that stalled out during the recession, such as
the mixed-use Savannah River Landing develop-
ment, some say the city’s future remains tied to
its past.

“The economy has changed, but the plan doesn’t
need to,” said Sottile, referencing the city squares
that Gen. James Oglethorpe laid out almost 300
years ago. “It survived the American Revolution,
the Civil War and the 20th Century. And now it’s
defining sustainability in the 21st Century.”
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CASE STUDY

PADUCAH, KY

CULTURAL TOURISM:
ATTRACTING VISITORS AND THEIR SPENDING

Americans for the Arts

2014 National Cultural Districts Exchange

Cheryl Hargrove

In 2012, Paducah, KY received a Kentucky Cul-
tural District Certification award. According to
the Kentucky Arts Council, “Cultural districts are
established to encourage city and county govern-
ments to partner with a local community non-
profit or for profit organization, businesses, and
individuals to enhance the quality of life for its
citizens. Kentucky’s program is designed to show-
case each community’s unique character and as-
sets. The arts and areas with historic structures
attract residents and tourists who also support
adjacent businesses such as restaurants, lodging,
retail, and entertainment. These districts attract a
diverse and welleducated workforce —a key in-
centive for new and relocating businesses. These
districts contribute to the creativity and innova-

"

tion of a community.

The certification program encourages commu-
nity engagement and partnerships that “facilitate
the stimulation and promotion of local cultural,
economic, community, tourism, and social assets.”
Paducah came to this recognition with one of the
nation’s first and most successful artist reloca-
tion programs. Launched in 2000, the city offered
renovated historic buildings to artists as living
and business locations in this district listed on the
National Register of Historic Places. In five years,
with the help of the Convention & Visitors Bureau,
tourists from Chicago, St. Louis, Memphis, and
Nashville came to explore events like Second Sat-
urday along with the dozen galleries and shops
open to the public in what became known as the
LowerTown Arts District.

1 Source: http://artscouncil.ky.gov/Opportunities/CulturalDistrictCertification.htm
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Following the recession, the LowerTown Arts
District rebounded with urban boutiques and
distinctive dining housed in 19th century ar-
chitecture; more than 20 artists live and work
there. The cultural district expanded in 2013
with the advent of the Paducah School of Art
and Design. The school is locating several of its
major facilities in rehabilitated structures and
future renovations will establish the campus as
the arts hub for LowerTown and Paducah. Rec-
ognized as the fan favorite of the National Trust
for Historic Preservation’s “Dozen Distinctive
Destinations” in 2011, Paducah uses its cultural
assets as its brand. A member of UNESCO’s Cre-
ative Cities Network, Paducah is one of seven
cities designated as “City of Craft and Folk Arts.”

Solid management and strong communication
is essential to sustainability of the cultural dis-
trict, not only during the planning process but
also in its ongoing development and opera-
tion. This “internal” marketing informs residents,
community leaders, local media, and cultural
district stakeholders about the opportunities
associated with marketing to tourists.

Newsletters, e-blasts, and other local corre-
spondence can be shared about the cultural
district’s development, management, and up-
coming activities and events. The internal com-
munications plan should be created by the cul-
tural district host organization and distributed
to all stakeholders: government officials, district
businesses and organizations, DMO, media, cul-
tural institutions, artists, and others engaged in
the district’s planning, development, and op-
eration. This effort helps define and recognize
the relationships and responsibilities of various
stakeholders involved in the successful devel-
opment, management, and marketing of the
178 cultural district.
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PADUCAH, KENTUCKY - CREATIVE CITY
April 15,2014

Lucy Moorman

Paducah Kentucky is a small city full of surprises. It
is located just three hours from St. Louis, two hours
from Nashville, and three and a half hours from
Memphis and Louisville making it an easy drive for
a short trip away. Paducah has been designated as
the world’s seventh City of Crafts and Folk Art by
The United Nations Educational Scientific and Cul-
tural Organization (UNESCO). Not too shabby for a
small town of 25,000 people. UNESCO recognizes
Paducah'’s longstanding tradition of the fine craft of
quilt-making and a strong presence of local artists
and galleries. This is quite a privilege and upholds
the ranks with other great art cities such as Santa Fe,
NM and Kanazawa, Japan.

Near Interstate 24, you'll see the typical Americana
of hotels, chain restaurants, and shopping malls as
well as industrial areas but to get to the good stuff
you need to drive five miles towards the rivers. The
confluence of the Ohio and the Tennessee Rivers
mark the Historic Downtown area. Here, you will
find a lovely place to walk around with views of the
Ohio river and a flood-wall painted with 50 murals
depicting Paducah’s history. Historic buildings are
on every corner. A gazebo and horse drawn carriage
linger near a large public parking lot. The warmth
and charm of Paducah is unmistakable.

A popular place for lunch is Kirchhoff’s Deli, now in
its 5th generation with Ginny Kirchhoff who has a
powerful voice as she announces whose number is
up. It's mostly soup, salads and sandwiches with the
original bakery attached for dessert lovers. Nothing
onthe menuisover $6; the place is noisy and packed
at lunch. Looking out the floor to ceiling windows,
you'll see the block-long Market House. Previously
a market place, it now houses the Yeiser Art Center,
the Market House Museum and a theatre.

Paducah is well-known for quilts but not your typi-
cal grandmother’s quilts. At the National Quilt Mu-
seum, the quilt is the canvas and fantastic shapes,
colors and designs are a feast for your eyes. Frank
Bennett, the CEO of the National Quilt Museum, is a
young man who is very knowledgable and passion-
ate about fiber art. | was blown away by the beauty
and complexity of these works of arts. This plain
looking barracks-style building houses the largest
quilt and fiber art museum in the world with a 320
piece collection on display along with 500 more
quilts in storage.

Within walking distance of Downtown Paducah is
LowerTown with about 25 art galleries. On a beauti-
ful spring afternoon, start at Etcetera Coffee House
revealing a very pleasant patio behind the building.
Sip on a frozen Chai or Mocha and soon the friendly,
warm folks of Paducah will start talking to you while
you wait for the galleries to open in the afternoon.
The folks of Paducah are happy to answer ques-
tions and share information. Since most of galleries

are also the artists’ residences, the hours are pretty
loose.

Paducah provides the Artist Relocation Program
which began in 2000 as a way to attract artists to
the area and upgrade a section of town. Offering fi-
nancial incentives for purchasing huge homes in a
dilapidated area (often as low as $1) along with the
possibility of becoming a part of a true art commu-
nity caught the attention of many artists. To date,
LowerTown artists/residents, through a generous
and innovative financial arrangement offered by
community partner Paducah Bank, have invested
over $30 million in restoring LowerTown.

The rock star of LowerTown is Caryl Bryer Fallert-
Gentry, one of the more successful fiber artists liv-
ing in Paducah (but moving in Spring 2014). Her
work is amazing and very contemporary with vivid
colors and smooth, rolling shapes. A recent mar-
riage is causing her to relocate to Port Townsend,
Washington. However Paducah gains a new artist
and the home/gallery will remain a fiber art haven
when Jo Anne and Jeff Louis will open Paper Pieces
there this summer.

LowerTown is beautiful with historic southern
homes and beautifully landscaped yards. We were
there on perfect spring day and also enjoyed the 12
miles of dogwood trail that winds through residen-
tial neighborhoods, Downtown and LowerTown.
The dogwoods were in full bloom during our visit.
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Tourist Development & Economic Opportunity

TOURISM MARKET

RESEARCH

RESEARCH OBJECTIVE:

To provide a lodging and visitor research that:

Identifies the current segmented markets, visitor geo/socio-demographic profile and spending levels.
Identifies the attractors/motivators to visit Panama City, Florida.

Identifies the core elements for future brand development.

Analyzes hotel mix and potential for increases in occupancy.

Identifies target markets, segments and strategies with the optimal ROI.

Analyzes the convention/group market and recommends strategies for growth.



Panama City, Florida

Lodging Market Analysis

Panama City STR Data

Young Strategies, Inc. purchased lodging data from STR (Smith Travel Research) in the form of
a 6-year trend report for all participating hotel/motel properties located in Panama City, FL.
The STR data reflects primarily the chain-affiliated hotel/motel properties. All tables and
charts shown on the following pages have been created from the data provided in the STR 6-
Year Trend report.

Panama City LodgingSurvey

Young Strategies, Inc. (YSI) conducted a survey of the hotel/motel properties located in
Panama City, Florida as part of a comprehensive destination analysis commissioned by the
Panama City Community Development Council (PCCDC) A one-page questionnaire was sent to
all Panama City, FL lodging properties to estimate the following key metrics for the full
calendar year 2015: percentage of occupancy driven by eight market segments, annual
occupancy, average daily rates (ADR), and RevPAR Hoteliers were also asked to provide
ranking of market segments for future sales and marketing efforts as well as top leisure feeder
markets .
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LodgingSummary

STR Data:
Occupancy & room demand have increased every year
since 2009 with no rooms added to the market during
the same period.
2015 year-end forecast is 58.6% occupancy
Weekends (leisure) outpace weekdays (business/group)
Same monthly occupancy pattern as PCB - compression

2015 Lodging Guest Segmentation:

. A healthy mix of business, leisure, military and groups
Business travelers (32%) drive a solid base weekdays
year-round
Leisure (19%) is mostly VFR & beach compression into
Panama City
Corporate meetings (15%) best group segment for
growth
Government/military transient & group are vital (21%)

Panama City Lodging Study

=0=2014 WeekDAY =0--2015WeekDAY =—#=2014 WeekEND ==@=2015WeekEND

100.0

WeekDAY vs WeekEND Trend 2014-2015-YTD
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Panama City Lodging Study

PANAMA CITY LODGING INVENTORY Panama City Lodging- Area / Era | Open | Rooms |

Panama City, Florida currently has approximately 29 properties with a total EAST — 18 properties = 68.2% of total inventory 1,336
of 1,960 rooms actively collecting the lodging occupancy tax. The majority of El Panama Motel n/a 20
the inventory was built over a 40 year time period beginning in the 1960’s Knights Inn Panama City Jun-60 101
through 1999. No new lodging construction took place from 1999 — 2005. Relax Inn Jun-63 34
Then, Panama City experienced significant growth in their lodging industry Holiday Inn Select Panama City Jan-85 173
during the period 2006 - 2010 with the development of nine new properties. Super 8 Panama City Mar-87 60
These nine properties added an additional 673 lodging rooms, accounting for ~ Quality Inn & Conference Center Panama City A b
slightly less than a third of the current lodging inventory (34.33%). No USAnn Jun-91 15
lodging development has occurred since 2010. Howard Johnson Panama City Oct-93 44
Best Western Suites Oct-94 50
La Quinta Inns & Suites Panama City Jan-98 119
Hampton Inn Panama City Mall Jul-99 59
Country Inn & Suites Panama City Oct-99 53
Courtyard Panama City Mar-06 84
Hilton Garden Inn Panama City Nov-06 111
Comfort Inn & Suites Panama City Dec-06 69
Microtel Inn & Suites by Wyndham Panama City Jul-07 63
Red Roof Inn Panama City Feb-08 73
TownePlace Suites Panama City Jan-10 103

WEST - 11 properties = 31.8% of total inventory 624

Budget Inn n/a 25
Howard’s Motel n/a 16
Fairway Inn Jun-60 31
American Quality Lodge Panama City Jun-75 160
Econo Lodge Panama City Jun-86 51
Rodeway Inn (recently reflagged formerly Days Inn) Jun-90 49
Hathaway Inn Apr-97 82
Quality Inn & Suites Panama City Jul-97 40
Comfort Inn & Suites Panama City Oct-06 52
Ramada Panama City Sep-08 49
Suburban Extended Stay Hotel Panama City Feb-09 69
29 Total # of Properties Rooms= 1,960
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Lodging Market Survey and Data

2015 ANNUAL LODGING MARKET SEGMENTATION FUTURE TARGET GROUP SEGMENTS (RANK ORDER)
When marketing a community as a travel destination, it is critical to understand the different Having established the current market segmentation for
market segments that drive occupancy in local lodging properties. These segments help those staying in Panama City, FL lodging, YSI asked the
provide an understanding of the visitor categories that drive the greatest economic impact hoteliers to indicate in rank order what markets should be
for the area. Most lodging properties track their guest segmentation through their targeted for future growth in the group markets. The
reservation system. Corporate and group business is tracked closely by rate codes while prioritized ranking for future direct sales efforts by the
leisure segment data is often estimated by the management team at the individual Panama City TDC is shown in the table below as provided
properties. The Panama City segmentation data below reveals: by the lodging properties that responded to this question.
A healthy mix of business, leisure, military and groups Eight lodging properties reported data about future
Business travelers (32%) drive a solid base weekdays year-round marketing segments.

Leisure (19%) is mostly VFR & beach compression into Panama City
Corporate meetings (15%) best group segment for growth
Government/military transient & group are vital (21%)

The top ranked segments are highlighted in blue.

Group Market Segment [ Rank Order

Panama City Lodging Guest Segmentation

64.7% Transient & Other Corporate ! 13
31.7% | Business Transient (individual business travelers) Government/Military 2 3.2
19.0% | Leisure Transient (visitors to PC, visiting beach, friends & relative, etc.) Sports B o5
12.7% | Government / Military Transient

1.3% | Other Association 4 3.8
35.3% Group/Conference/Meeting Social, Educational, - A
15.4% | Corporate Religious, Fraternal
8.7% | Government/Military E/lrgtlg:’(;l;)c:g‘\/ 6 4.4
4.8% | Sports
3.2% | SMERF (Social, Educational, Religious, Fraternal)
2.7% | Group Tour/Motorcoach
0.5% | Association
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Lodging Market Survey and Data

PLEASE LIST ANY MAJOR SHIFTS OR CHANGING TRENDS IN ROOM NIGHT SALES YOU HAVE NOTICED OVER THE LAST YEAR:

Hoteliers were asked to provide any insight into major shifts or changing trends in room night sales in Panama City, FL over the last year. Five properties
responded; verbatim comments are categorized by the two geographically segmented lodging areas, designated as East and West Panama City.

East West
« Group sales are down; more multi-night stays « More groups from sport teams
- We had more long term stays last year than we have this year with government « TDC on the beach has more event
contractors. Medical industry has started to decline YOY each year for the last 3

years.
« Increase in room nights, beach travel

HOTEL/MOTEL FUTURE SALES AND MARKETING SUGGESTIONS FOR PANAMA CITY CDC:

Hoteliers were asked to provide any insight into major shifts or changing trends in room night sales in Panama City, FL over the last year. Eight properties
responded; verbatim comments are categorized by the two geographically segmented lodging areas, designated as East and West Panama City.

East West
« Future development of downtown - Have more sport and fishing tournaments. Have a airport shuttle
« We like when there are dance competitions etc. that flood the market, that aids to all hotels. In future have a convention center.
while we are trying to capture rate from the corporate market. Marketing - Get the better transportation from ECP airport. Bring some
strategies need to be to drive occupancy on shoulder nights (Thurs, Fri, Sat, Sun) event in the time of Oct/Nov/Dec/Jan that can help the hotels.
shoulder season and off season. The market has so much military we are not - Target towards bigger companies, more sports teams instead of
able to take them during certain times of the year because the per diem rate in just baseball groups.

the area is too low. Our pattern typically has us sold out Tues, Wed and if gov’t
is not long term it is difficult to get the reservationsin.

« Would be happy to discuss in person.

. sports marketing, invest in Harder’s Park, cheer/dance camps

« promote industries to come to Panama City, promote H.G. Harder’s park,
tournaments, etc.

City of Panama City | Tourist Development & Economic Opportunity



6-YR Annual Occupancy Trend

Panama City Lodging Study

Observations:

« The Panama City annual occupancy trend
mirrors the national trend since 2009 and
consistently lags by 4-5 percentage points.

« Annual occupancy has improved from the
low year of 2009 at 49.6% to 57.7% in 2014.

70.0% - =8 Panama City =@ National
65.0% - 64.4%
—_— 62.3%
0, - . (]
60.0% - 61.4% 57 7%
55.0% - 57.5%
54.6% 54.9%
50.0% - p— — - 52.6%
49.6% 50.5% 50.7%
45.0% -
40-0% T T T T T 1
2009 2010 2011 2012 2013 2014
4-YR Monthly Occupancy Trend
—0—2012 —o—2013 —9—2014 —@—2015-YTD
90.0% -
80.0% -
70.0% -
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50.0% -
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Observations:

« The four-year monthly occupancy trend
reveals an annual consistency with July the
highest month in occupancy followed by
June and March.

« The pattern of three peak months directly
corresponds to the annual patternin
Panama City Beach indicating significant
compression for room demand coming from
the beach.
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Panama City Lodging Study

Observations:

« The three year daily average occupancy
trend line shows Friday and Saturday to be
the most popular nights and Sunday to be
the least in demand.

« Tuesday and Wednesday are typically the
busiest nights for business travelers in local
lodging.

WeekDAY vs WeekEND Trend 2014-2015-YTD

=@—2014 WeekDAY ==0-=2015WeekDAY =@=2014 WeekEND ==@=2015 WeekEND

100.0
90.0
80.0
70.0
60.0
50.0
40.0
30.0

Observations:

« The chart on the left compares weekend
and weekday occupancy levels for 2014 and
2015. Weekends consistently outpace
weekdays except during the November to
January winter months.

City of Panama City | Tourist Development & Economic Opportunity



Panama City Lodging Study

January - April Weekly Occupancy Trend
—e—SUN-MON —e—TUE-THUR —e—FRI-SAT
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Observations:

« January is a low occupancy month with no week or time within the week exceeding 45%.
+ February builds momentum into the 50% occupancy range

« March/April is one of the busiest periods of the year with Tues — Sat consistently above 60%.
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Panama City Lodging Study

Occupancy %
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May - August Weekly Occupancy Trend
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Observations:
+ Weekend occupancy rarely dips below 70% May - July.
+ Tues — Thurs occupancy peaks in July

+ School opening the first of August impacts lodging occupancy which then remains below
60% until Labor Day weekend.

City of Panama City |

Tourist Development & Economic Opportunity



Panama City Lodging Study

Occupancy %
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September - December Weekly Occupancy Trend
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Observations:
+ Labor Day weekend has high occupancy Friday and Saturday only.
« Sunday through Thursday remains below 60% September through December.
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Panama City Lodging Study

Panama City 52-Week Occupancy Trend
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Observations:
« Occupancy pattern matches PCB annual pattern.
« Weekends outpace weekdays.

104 « Sunday-Monday are typically the lowest occupancy nights.

City of Panama City | Tourist Development & Economic Opportunity



Panama City Lodging Study

Occupancy %
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Panama City 52-Week Occupancy Trend- Mid-week vs. Weekend
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Observations:

+ Weekends typically outpace weekdays during peak seasons.
+ Weekdays outpace weekends during the slower autumn and winter months
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6-YR Annual Supply vs Demand Trend

B Demand B Supply

2014 390,425 676,465

2013 — 684,486
2012 s 688,700
2011 350,486 690,945
2010 349,074 690,945
2009 | 32?'182 ‘ ‘ ! 651,211 ‘

250,000 350,000 450,000 550,000 650,000 750,000

Panama City Lodging Study

Observations:

« The annual supply of rooms in Panama City
is determined by multiplying the number of
rooms in the market by 365 days in the year.

« The chart shows the growth in supply that
occurred in 2010 when a Towneplace Suites
was opened in January of that year.

« The red bars reveal a consistent annual
growth in room demand from 2009 to 2014.

Supply vs Demand Trend 2014-2015-YTD
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Observations:

« The chart on the left displays the monthly
supply and demand for 2014 and 2015.

« Monthly room supply dips in February
which has 28 days and peaks in the months
that have 31 days.

« Demand peaks in July, followed by June and
March. April and May have solid demand
with significant room for growth in the
remaining months.

City of Panama City | Tourist Development & Economic Opportunity



6-YR Annual ADR vs RevPAR Trend

Panama City Lodging Study

Observations:

« ADR = Average Daily Rate for the rooms sold in
Panama City.

« Panama City hotels have raised their rates
annually going from $75.12 to 86.36 in 2014.

+ RevPAR = Revenue Per Available Room.

« RevPAR is calculated by dividing gross room
revenues by all rooms available. Therefore it
merges rate with occupancy to provide a
reliable metric for performance. When RevPAR
is 50% of ADR it indicates that occupancy is
50%.
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. 86.36
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$76.72 $79.61
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. 44.88
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$40.00 - $37.28
o= —C= =
$30.00 . . . .
2009 2010 2011 2012 2013 2014
$36,000,000 - 6-YR Projected Annual Revenue
$34,000,000 -
$32,000,000 - 33,718,925
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226,000,000 26,274,599
$24,000,000 - Y 1.276,751
$22,000,000 -
$20,000,000 . . . .
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Observations:

« The chart on the left reveals the annual gross
room revenues for the hotels that report to STR
for Panama City.
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Panama City, Florida

Current Visitor Profile
Final Report — December 10, 2015

Prepared for: Panama City Community Development Council
« StudyConducted: October- December, 2015
« Study period: Calendar Year 2015 & PriorYears
- Draft Report Submitted: December 10, 2015
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Purpose

To document the profile and planning preferences of those who visit Panama
City, FL. The online survey captures the perceptions of Panama City as a
destination, and the attractors that induce day trips, overnight visits, multiple
night-stays, and repeat visitation.

Methodology
An online survey instrument was prepared by the Young Strategies research

team to capture visitor perceptions of Panama City. The survey was deployed by
Panama City area businesses to their visitor databases. Each business was
provided a unique link to the survey. Email recipients were invited to take a
visitor survey and be entered into a chance to win a VISA gift card. Survey
respondents include visitors to Panama City and residents who have hosted
visitors in Panama City over the last year.

The range of surveys received from visitors and residents represents a broad
range of behaviors and experiences and is deemed to be predictive of overall
travel patterns for the destination. Survey deployment began the last week of
October and continued through November.

The survey response data identifies: travel party demographics, point-of-origin,
primary trip purpose, length of stay, spending, activities, desired new activities,
trip planning habits and trip satisfaction. The data has many parallels with the
Panama City Beach visitor research regarding visitation patterns throughout the
year and overall trip behavior.

Panama City Visitor Profile
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Visitor Survey Findings

Average age of respondents is 49, mix of Visitors (34%), Residents (60%), long
term visitors (6%)

Trip Purpose - 88.0% Leisure visit, 8.0% Business trip, 4.0% Conference/meeting

- Top 4 leisure trip purposes — VFR 36.4%; Beach 25.0%; Relaxation13.6%;
Festival/event 4.6%

Booking predominantly withinl month before the trip (short lead time).

93% drive via car/truck/van/SUV/motorcycle. 7% fly/drive

Average party size = 3.5 visitors typical party of 2 people. Parties ranged
from 1 to 17 people.

Visitors reported visiting all season and months — predominantly April, June,
July, and August

The average length of stay is 5.7 nights (leisure), with a typical stay of 1 - 4
nights.

Where did the visitors dine? PCB (74%); PC (54%)
Where did they shop? PCB (54%) PC (35%)

Where else did they visit during their trip to PC— PCB (69.1%); Downtown PC
(30.8%); St. Andrews
Marina Area (27.1%); PC Mall (23.5%)

Rating of the total experience in PC = 4.3 on a five point scale.

Desired new activities: more restaurants; smooth traffic flow; improve
downtown.

City of Panama City |

Tourist Development & Economic Opportunity



What words would you use to describe Panama City to others?

Words to describe PC - Visitors Words to describe PC - Residents
Awesome Rundown
Unfriendly Lowlncome gyerdeveloped Brpiig;iﬁ;g hospitality
pifferent Redneck Marina RElé“"‘E: con%esi:-ﬂed ) ) '”
- Overprice ocodpeople endly
Overpriced Trafﬂc N 1Cce Expeﬂ sive trafffc Run dopﬁw Bl;ddr:.vers 7
Sunny Climate events visit l
Tired taklng BeaCheS Fr]endly ‘-;‘lrj R@.dl-leac,{ Re aXlng
SprmOBreakBreat : : alue

T pri¥ey Friendly

Open CleanBeach _
Amazmg B e a u t 1 f u l :— : ;;—(—?E’f:{elf‘?{nfre H Ome ting Overdeveloped
o MMBeautlful

Older
Dated Dirty

. RelaxingFun T ez Great £un

Quaintpgy
Worngxciting Home

Small Hometown 2 l earllRest

Relaxed i Ol I r-ISty 1ow1ncome [_,Pac“heg Y
Hospitality GreatValue TeiDated njce Y
Sociahzmo Greatpeople

SpringBreak familyfriendly

Community

Postcard

Research Summary
Lodging market is healthy with room for growth
June - July, March — May have the highest occupancy
August — January below 60% need a boost
Mix of group and leisure needed
Hoteliers desire more facilities to drive groups (sports and meetings)
Events needed to drive leisure in the slower months
Improvements to gateways, infrastructure & curb appeal impact overall satisfaction
Need more unique local shopping and dining in downtown and St. Andrews Marina area

PCB is your partner to drive increased visitors in PC, keep the spending (lodging, shopping, dining) in PC
201
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Aerial View
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Storm Surge Map
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