CONFIDENTIAL DRAFT

CONVENTION & HOSPITALITY FUTURES STUDY FOR EAST BILOXI

For Discussion Purposes Only

PREPARED AND PRESENTED BY CONVENTIONS, SPORTS AND LEISURE, INTERNATIONAL
June 30, 2019

0

June 30, 2019
Mr. Leonard Bentz
Executive Director
Southern Mississippi Planning and Development District
10441 Corporate Drive, Ste. 1
Gulfport, MS 39503
Dear Mr. Bentz:
Conventions, Sports & Leisure International (CSL) has completed a Convention & Hospitality Industry Futures Study for East Biloxi. The study was commissioned by the Southern Mississippi Planning and
Development District (SMPDD), with participation by a number city of Biloxi stakeholders. The attached report presents our research, analysis and findings and is intended to assist the SMPDD and other
project stakeholders in evaluating the viability of facility development.
The analysis presented in this report is based on estimates, assumptions and other information developed from industry research, data provided by study stakeholders, surveys of potential facility users,
discussions with industry participants and analysis of competitive/comparable facilities and communities. The sources of information, the methods employed, and the basis of significant estimates and
assumptions are stated in this report. Some assumptions inevitably will not materialize and unanticipated events and circumstances may occur. Therefore, actual results achieved will vary from those
described and the variations may be material.
The findings presented herein are based on analysis of present and near-term conditions in the Biloxi area as well as existing interest levels by the potential base of users for a convention center project.
Any significant future changes in the characteristics of the local community, such as change in population, corporate inventory, competitive inventory and visitor amenities/attractions, could materially
impact the key market conclusions developed as a part of this study. As in all studies of this type, the estimated results are based on competent and efficient management of the potential facility and
assume that no significant changes in the event markets or assumed immediate and local area market conditions will occur beyond those set forth in this report. Furthermore, all information provided to us
by others was not audited or verified and was assumed to be correct.
The report has been structured to provide study stakeholders with a foundation of research to provide decision makers with the information necessary to evaluate issues related to potential future decisions
concerning the convention and hospitality industries in Biloxi and should not be used for any other purpose. This report, its findings or references to CSL may not be included or reproduced in any public
offering statement or other financing document.
We sincerely appreciate the assistance and cooperation we have been provided in the compilation of this report and would be pleased to be of further assistance in the interpretation and application of our
findings.
Very truly yours,

CSL International
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INTRODUCTION: Project Background
Conventions, Sports & Leisure, International (CSL) was retained by the Southern Mississippi Planning and Development
District (SMPDD) to prepare a Convention & Hospitality Industry Futures Study for East Biloxi, Mississippi. Due to the
distance between a majority of the area’s hotel inventory and the Mississippi Coast Coliseum & Convention Center, many
within the community believe that the market does not have the convention and hospitality product required to attract
new high economic impact event activity, including conventions, conferences and tradeshows. This loss of share in the
regional and national event marketplace represents the impetus for this study, and an important study objective is to
investigate whether an East Biloxi convention center could recapture lost business, while also attracting new economic
impact generating events to the area.
The study process consisted of detailed research and analysis, including a comprehensive set of market-specific
information derived from the following:
1. Experience garnered through more than 1,000 convention, event and hospitality facility planning and benchmarking
projects throughout the country.
2. Local market visits at the outset of the project, including community and facility tours, and discussions with study
stakeholders.
3. Benchmarking research and analysis of facility data and interviews conducted with 13 competitive/regional and 14
comparable convention center facilities.
4. In-depth review of entertainment districts and concert venues throughout the country that can provide insight into
potential hospitality and event facility development in East Biloxi.
5. Evaluation of convention industry trends as they relate to macroeconomic activity, facility design and facility
operations.
6. Completed telephone interviews with over 40 potential users of a convention center in East Biloxi, representing nearly
1,000 rotating events.
7. Preparation of an in-depth site analysis that explored the suitability of 11 locations in East Biloxi to accommodate a
demand-based convention/event center product.
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1. LOCAL AND REGIONAL ANALYSIS
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1. LOCAL & REGIONAL: Hotel and Motel Inventory
As shown in the adjacent images, there are 17 hotel properties throughout Biloxi that offer at least 75 sleeping rooms. A significant majority of the market’s room
inventory is located east of I-110, where the properties collectively offer nearly 5,400 rooms. The Beau Rivage Resort and Casino represents the market’s largest single
property, offering 1,740 sleeping rooms, followed by the IP Casino Resort and Spa with 1,088 rooms. All properties under 200 rooms are non-casino, including the Hilton
Garden Inn and Watermark, which are both scheduled to open in 2019.
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Hotel/Motel Name
Beau Rivage Resort & Casino
IP Casino Resort & Spa
Golden Nugget Biloxi
Hard Rock Hotel & Casino
Harrah's Gulf Coast
Margaritaville Resort & Family Entertainment Center
Margaritaville II*
Palace Casino Resort
Super 8 By Wyndham Biloxi Beach
Treasure Bay Casino & Hotel
DoubleTree By Hilton Biloxi
Margaritaville Waterpark Hotel*
Quality Inn Biloxi Beach
Watermark*
Best Western Oak Manor
Hyatt Place Hotel
Hilton Garden Inn*
Holiday Inn Express - Biloxi
South Beach Biloxi Hotel & Suites
Motel 6 - Biloxi Beach
White House Hotel

Room Count
1,740
1,088
706
479
454
373
370
236
210
208
195
160
148
138
116
114
110
100
99
86
76
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1. LOCAL & REGIONAL: East Biloxi Casino Hotel Commitability
As a substantial majority of the hotel room inventory in the area east of I-110 reside within casino properties, it is important to consider the these properties’ willingness to
commit room blocks for a potential off-site convention/event center in the area. As such, management from each of the area’s casino hotel properties were asked to
summarize the high-end number of rooms they would offer to help house a large off-site conference or convention. Note that these high-end estimates focus on midweek periods, with significantly lower commitability during the Friday to Sunday period. We also note that there will be traditionally low midweek occupancy periods during
which commitability could be up to 20 percent higher that the typical mid-week high-end commitability total.
We also present the room block commitment levels for non-gaming hotels in East Biloxi. Based on conversations with the CVB, it is common for these properties to
commit up to 70 percent of their room inventory for an off-site group event. The specific room block commitment data for each property is provided below. The map to the
left identifies each hotel site, sized according to their indicated number of high-end committable rooms.
These data indicate that accommodating any large non-local group event will require room commitments from multiple properties in East Biloxi, regardless of where a new
Biloxi convention/event center is located.
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Source: Mississippi Gulf Coast Regional Convention and Visitors Bureau, 2019.
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Beau Rivage Resort & Casino
IP Casino Resort & Spa
Golden Nugget Biloxi
Margaritaville Resort
Margaritaville II*
Harrah's Gulf Coast
Doubletree by Hilton Biloxi
Margaritaville Waterpark Hotel*
Watermark*
Best Western Oak Manor
Hilton Garden Inn*
Hard Rock Hotel & Casino
Hyatt Place Hotel
Palace Casino Resort
White House Hotel
Hampton Inn Biloxi

1,740
1,088
706
373
370
454
195
160
138
116
110
479
114
234
76
71
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500
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261
259
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137
112
97
81
77
75
75
56
53
50
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1. LOCAL & REGIONAL: Hotel Performance Benchmarking Analysis
Based on data collected and provided by the Mississippi Hotel and Lodging Association, the hotel occupancy and average daily rate (ADR) for the Biloxi-Gulfport market have
ranked favorably relative to competitive markets throughout the state and region. For the first time since 2012, Biloxi-Gulfport had the highest occupancy among all of the
Mississippi markets compared in 2018. The area also had the highest ADR among Mississippi markets, rating just above the Tupelo/North area.
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1. LOCAL & REGIONAL: Area Hotel Performance
Partially due to the build out of new hotel properties after Hurricane Katrina in 2005, Biloxi-Gulfport’s hotel occupancy underwent a gradual decline between 2006 and 2016,
rebounding from 55 percent to 62 percent over the last two years. As shown in the exhibit to the right, Biloxi-Gulfport had both the highest hotel occupancy and ADR among
all Mississippi markets reviewed. These data, in addition to the ongoing private sector investment in the incoming Hilton Garden Inn and Watermark property, suggest a
relatively stable Biloxi-Gulfport hotel market.

Biloxi-Gulfport Hotel Industry Statistics
Occupancy

Comparison of Hotel Industry Statistics
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Source: Mississippi Hotel and Lodging Association, 2019.
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1. LOCAL & REGIONAL: Existing Meeting/Event Space Inventory
Facility Name

Total
Sellable
(SF)

Largest
Contiguous
(SF)

1

Mississippi Coast Coliseum & Convention Center

243,900

133,300

2

IP Casino Resort & Spa

41,200

19,000

3

Beau Rivage Resort & Casino

27,500

15,400

4

Golden Nugget Biloxi

20,300

8,000

5

Biloxi Civic Center

15,800

15,200

6

Hard Rock Hotel & Casino

15,100

7,500

7

Biloxi Visitors Center

3,988

3,988

8

Treasure Bay Casino & Hotel

3,600

3,600

9

South Beach Biloxi Hotel & Suites

2,600

2,600

10

Margaritaville Resort & Family Entertainment Center

2,500

1,300

Map
Key
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36
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104

There are currently ten primary event facilities within the Biloxi area that host varying arrays of local and non-local group business, and that could possibly compete for segments
of group business with a potential new East Biloxi convention/event facility. However, each facility features limitations that negatively impact their ability to host convention
business with significant hotel room night generation. Only the Mississippi Coast Coliseum & Convention Center (MCCCC) offers more than 19,000 square feet of contiguous
space. However, there is a lack of hotel properties walkable to this venue, representing a significant competitive disadvantage when trying to attract non-local events. Event space
at the other facilities reviewed range from the 2,500 square feet of total sellable space at the Margaritaville Resort and Family Entertainment Center, to the 41,200 square feet at
the IP Casino Resort & Spa.
The following page provides a more detailed overview for the market’s three largest event facilities: the Mississippi Coast Coliseum & Convention Center, the IP Casino Resort &
Spa and the Beau Rivage Resort & Casino.

Source: Mississippi Gulf Coast Regional Convention and Visitors Bureau, 2019.
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1. LOCAL & REGIONAL: Biloxi Primary Event Space Summaries
IP Casino Resort and Spa

Mississippi Coast Coliseum and
Convention Center

Owner

County

Contiguous Space

133,300 square feet

Total Space

243,900 square feet

Hotel Rooms

n/a

Event Activity Notes

• Hosts between 150 and 190
events per year.
• Generates between 70,000 and
80,000 room nights per year.
• Sports represents largest
event segment (31% of
events), followed by
associations and corporate
(both 15%).

Source: Mississippi Gulf Coast Regional Convention and Visitors Bureau, 2019.

Beau Rivage Resort & Casino

Owner

Private

Owner

Private

Contiguous Space

19,000 square feet

Contiguous Space

15,400 square feet

Total Space

41,200 square feet

Total Space

27,500 square feet

Hotel Rooms

1,088

Hotel Rooms

1,740

Event Activity Notes
(from sales personnel)

• Hosts approximately 200 events
per year.

Event Activity Notes
(from sales
personnel)

• Approximately 80 percent of
business made up by state
associations.

• State associations represent
significant majority of event
activity, followed by regional
corporate groups.
• Studio B, the property’s largest
event hall, includes columns
and is not optimally configured
for conferences or conventions.

• Remaining 20 percent made up
of regional associations, and
some incentive travel groups.
• Generates 60,000 to 65,000
group room nights per year.
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1. LOCAL & REGIONAL: MCCCC Historical Operations (2013 – 2018)
As part of our analysis, we performed a high-level review of the event levels, business mix and hotel room night generation at the Mississippi Coast Coliseum
and Convention Center for the period spanning 2013 through 2018. The declining event and attendance levels and relatively static room night generation
summarized below indicate a mature product that has likely reached its ceiling as an economic impact generator assuming no substantial improvements to the
overall convention/hospitality product are made in the areas surrounding the Center.
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1. LOCAL & REGIONAL: MCCCC 2018 Business Mix
The chart below illustrates the types of event activity that were hosted at the MCCCC (inclusive of flat floor and fixed seating areas) over the course of 2018. As
shown, Sports events (including MMA, gymnastics, cheer, basketball, volleyball tournaments, etc.) represented the largest portion of the building’s event mix,
followed by Association and Corporate groups (22 each), Education events (20), and Concerts (15). The building’s event mix reflects its emerging identity as a high
quality sports center that can also host a number of flat floor shows from the corporate or association segments.
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1. LOCAL & REGIONAL: Major Area Non Casino Attractions
Partially due to its coastal location, the Biloxi area offers a unique set of attractions and amenities. A sampling of some of its primary attractions and the number of
reviews on Trip Advisor are presented below. These types of amenities are critical to attracting non-local event/attendees in a highly competitive market sector.

Biloxi Beach & Gulf
Coast Attractions
959 reviews

Institute for Marine
Mammal Studies

In addition to beach activities, the Biloxi Gulf Coast offers access to highly unique amenities including Ship Island (pristine
barrier island with historic sites), Deer Island Coastal Preserve, Gulf Island National Seashore in nearby Ocean Springs, deep
sea fishing and other activities. Private vendors provide dolphin watching boat tours, sunset cruises and private charters.
The Institute for Marine Mammal Studies is a world class organization focused on public education, conservation and
research of marine mammals. The Ocean Adventures Marine Park provides close up access to aquatic and bird species
including Sea Lions, Dolphins, Rays, Macaws, and Parrots.

523 reviews

Biloxi Lighthouse
431 reviews

Ohr-O’Keefe Museum
of Art
258 reviews

Maritime and Seafood
Industry Museum
179 reviews

The Lighthouse opened in 1848, and is today a major tourist destination for Biloxi and the Gulf Coast. Tours are offered
several times during the day, and the site is highly visited. The Biloxi Visitor Center faces the Lighthouse, and is located in an
historic Gulf Coast mansion, offering 23,000 square feet of historic displays, food services, shopping and event space.

The Ohr-O’Keefe Museum of Art is a Frank Gehry designed structure and campus highlighting the art of Biloxi potter George
Ohr, other artist exhibits and Gulf Coast history and heritage. The Museum offers classes and workshops, tours, event space
and other assets for the community and visitors.

Established in 1986, the Museum’s mission is to preserve and interpret the maritime history and heritage of Biloxi and the
Mississippi Gulf Coast. The Museum provides a wide variety of exhibits highlighting the seafood industry, natural aspects and
history of the Coast. Educational programs, Sail-n-Sea camps, theater events and other activities are headquartered at the
Museum.

Note: Review county and star rating indicate reviews found on TripAdvisor.com

13

1. LOCAL & REGIONAL: Major Area Non Casino Attractions (continued)
MGM Park

The 6,067 seat ballpark hosts the Class AA Biloxi Shuckers. The Park provides an important entertainment amenity for the
community and visitors, and is located near the emerging downtown Biloxi, providing important economic development
synergies.

159 reviews

Escape Family Entertainment Center is a 55,000-square foot adventure arcade located inside Margaritaville Resort Biloxi. The
Center features over 200 arcade games and attractions, ranging from a ropes course and rock climbing wall, to virtual reality
golf and action/adventure games. The Center also offers several dining and retail options.
Escape Arcade &
Entertainment 42 reviews

Mississippi Aquarium
(opening 2019/2020)
Redeveloped Howard Ave
(completed by 2021)

Mississippi Aquarium
(opening 2019/2020)

In an effort to turn the corridor back into the heart of downtown Biloxi, the city began a $1.9 million revitalization project
along Howard Avenue in 2018. Initial steps of the project calls for two-way traffic from Reynoir to Lamuese streets, along with
more parking, more sidewalks and more incentives to set up shop in that area. The city expects to invest $54 million along
the Avenue over the course of several years to support the development of residential, retail and entertainment.
Opening by the end of 2019 or by early 2020, the Mississippi Aquarium will be a premier institution that delivers both a
walkable entertainment experience and which supports animal research and conservation. The Aquarium will feature both
indoor and outdoor exhibits across 5.8 acres of beachfront property, and will celebrate Mississippi’s unique combination of
marsh and gulf environments.

As advertised by GolfCoast.com, “With Mississippi Gulf Coast Golf Packages you’ll find 18 award-winning, year-round golf
destinations designed by architects at the top of their game. In addition to Donald Ross, Jack Nicklaus and Arnold Palmer,
you can play courses by Davis Love III and Tom Fazio. Or, take your game to courses by Mark McCumber, Jerry Pate, John
LaFoy and Earl Stone, just to name a few.” These assets are highly valuable for attracting corporate and association events.

Gulf Coast Golfing
Note: Review county and star rating indicate reviews found on TripAdvisor.com
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1. LOCAL & REGIONAL: State/Regional Venues
Fourteen convention facilities throughout the region were identified that offer 30,000 square feet or more of contiguous event space, falling within the competitive
spectrum for various rotating convention, conference, banquet, meeting, corporate, tradeshow, and other such events. It is important to consider the size of these
facilities, as a potential new Biloxi convention/event center could serve to fill a “gap” in the event space marketplace. Only two primary competitors exist in Mississippi
(the MCCCC and Jackson Convention Complex) while four facilities reside in Alabama and eight in Louisiana. Removing the New Orleans Morial Convention Center from
the calculation, these potentially competitive venues average approximately 72,600 square feet of contiguous space and 129,400 square feet of total sellable space.
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Source: facility management, websites and publications, 2019.

Market

Largest
Contiguous
Space

Sellable
Space

Rooms
at HQ
Hotel
2,403

1

New Orleans Ernest N. Morial Convention Center

New Orleans, LA

965,600 1,294,900

2

Mississippi Coast Coliseum and Convention Center

Biloxi, MS

133,100

253,600

148

3

Von Braun Center

Huntsville, AL

100,800

163,800

295

4

Arthur R. Outlaw Mobile Convention Center

Mobile, AL

100,000

141,400

374

5

Birmingham-Jefferson Convention Complex

Birmingham, AL

95,800

274,700

757

6

Shreveport Convention Center

Shreveport,LA

95,000

132,200

313

7

Jackson Convention Complex

Jackson, MS

85,000

107,600

0

8

Renaissance Montgomery Convention Center

Montgomery, AL

75,500

104,400

342

9

Baton Rouge River Center

Baton Rouge, LA

70,000

145,100

-

10

Hyatt Regency New Orleans

New Orleans, LA

48,100

155,700

1,193

11

Houma-Terrebonne Civic Center

Houma, LA

39,600

49,700

-

12

Pontchartrain Center

Kenner, LA

34,600

63,500

122

13

Cajundome/Lafayette Convention Center

Lafayette, LA

34,100

58,100

153

14

Alexandria Riverfront Center

Alexandria, LA

31,900

31,900

160

Average (1)

136,400

212,600

500

Average (2)

72,600

129,400

400

(1) - average figures include New Orleans N. Morial Convention Center.

(2) - average figures exclude New Orleans N. Morial Convention Center.
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2. COMPARABLE ANALYSIS: Introduction
As part of this study, we have conducted an analysis of
various physical characteristics and resources of
comparable facilities and markets from throughout the
country. These data are used to understand the level of
space and inventory of visitor industry amenities offered by
comparable facilities and destinations; on-going or planned
expansion/enhancements within comparable markets; and
how this inventory may contribute to defining event potential
for future East Biloxi convention/event center development.
The venues and destinations considered as part of this
analysis have elements relevant to the Gulf Coast such as a
resort brand element, or markets with both a large
tradeshow facility (such as the MCCCC) and a separate
convention/event venue.
This is an important component of our analysis given that
event planners consider a number of characteristics while
determining the ability of a destination to host their
convention, conference and tradeshow business.

The specific elements considered for this analysis include
the following.
•

Facility event space

•

Hotel inventory within ½ mile of the venue

•

Headquarter hotel room inventory

•

Restaurant and nightlife amenities

•

Air access

Convention Centers

In addition to these metrics, we have developed case study
analyses of various types of entertainment venues and
districts designed to accommodate music, festival and other
event types. This type of development can help create a
walkable environment with nightlife and vibrancy beneficial
to the convention and conference industry.
The following two pages identify and summarize the
comparable convention facilities/markets reviewed, followed
by more detailed data summaries.

Entertainment Districts

Concert Venues
17

2. COMPARABLE ANALYSIS: Comparable Convention Facilities (>140k sf)
Virginia Beach Convention Center

Kentucky International Convention Center
(Louisville, KY)
Owner

Kentucky Venues

Operator

Kentucky Venues

Sellable SF

299,700

Comp
Similarities

Co-exists with larger expo
center (KEC).

Owner

City

Operator

CVB

Sellable SF

208,100

Comp
Similarities

Coastal market and highly
walkable site.

Savannah Convention Center
Mobile Convention Center

Owner

GIMTCA

Owner

City

Operator

GWCCA

Operator

SMG

Sellable SF

143,300

Sellable SF

141,200

Comp
Similarities

Coastal market, similar pop.
& airlift

Comp
Similarities

Coastal market, shore
location, market size

Ocean Center (Daytona Beach, FL)
Palm Beach Convention Center (West Palm
Beach, FL)

Source: facility management, websites and publications, 2019.

Owner

County

Owner

County

Operator

CVB

Operator

Spectra

Sellable SF

179,400

Sellable SF

141,600

Comp
Similarities

Coastal market and
amenities near site.

Comp
Similarities

Coastal market and
amenities near site.
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2. COMPARABLE ANALYSIS: Comparable Convention Facilities (<140k sf)
Monona Terrace (Madison, WI)
Gatlinburg Convention Center

Owner

City

Operator

City

Owner

City

Sellable SF

62,900

Operator

CVB

Comp
Similarities

Waterfront architecture,
outdoor space, co-exists
with expo center

Sellable SF

97,000

Comp
Similarities

Leisure and drive-in
destination

Branson Convention Center
Owner

City

Operator

SMG

Sellable SF

87,100

Comp
Similarities

Leisure and drive-in
destination, highly walkable
surroundings

Shreveport Convention Center

Myrtle Beach Convention Center

Grand Wayne Convention Center (Fort
Wayne, IN)

Owner

City

Owner

Allen County CIB

Operator

SMG

Operator

Allen County CIB

Sellable SF

132,200

Sellable SF

76,000

Comp
Similarities

Similar pop. and airlift,
regional competitor

Comp
Similarities

Similar pop. and airlift, coexists with expo center

Source: facility management, websites and publications, 2019.

Owner

City

Operator

City

Sellable SF

130,300

Comp
Similarities

Coastal destination, similar
pop.

Charleston Area Convention Center
Owner

City

Operator

City

Sellable SF

114,700

Comp
Similarities

Coastal destination
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2. COMPARABLE ANALYSIS: List of Comparable Convention Facilities
Total Sellable
Largest
(SF) Contiguous (SF)

HQ Hotel
Rooms 1/2 Mile Hotels

FACILITY

Market

Kentucky International Convention Center

Louisville, KY

200,500

58,900

40,300

299,700

200,100

393

5,138

Virginia Beach Convention Center

Virginia Beach, VA

150,000

27,100

31,000

208,100

150,000

97

389

Ocean Center

Daytona Beach, FL

135,200

32,300

11,900

179,400

93,000

744

1,727

Savannah Convention Center

Savannah, GA

97,800

20,500

25,000

143,300

97,800

403

2,441

Palm Beach Convention Center

Palm Beach, FL

99,300

20,300

22,000

141,600

99,300

400

1,058

Arthur R. Outlaw Mobile Convention Center

Mobile, AL

100,000

25,700

15,500

141,200

100,000

363

1,171

Shreveport Convention Center

Shreveport, LA

95,000

19,000

18,200

132,200

95,000

313

1,442

Myrtle Beach Convention Center

Myrtle Beach, SC

100,800

12,500

17,000

130,300

100,800

400

2,502

Charleston Area Convention Center

Charleston, SC

77,000

12,700

25,000

114,700

77,000

255

1,494

Gatlinburg Convention Center

Gatlinburg, TN

66,900

13,000

17,100

97,000

66,900

-

2,815

Branson Convention Center

Branson, MO

47,200

17,200

22,700

87,100

47,200

294

846

Grand Wayne Convention Center

Fort Wayne, IN

48,500

11,500

16,000

76,000

48,500

246

495

Monona Terrace

Madison, WI

37,200

5,300

20,400

62,900

37,200

240

1,137

AVERAGE

96,600

21,200

21,700

139,500

93,300

300

1,700

MEDIAN

97,800

19,000

20,400

132,200

95,000

300

1,400

133,100

84,100

36,400

253,600

133,100

148*

261

Mississippi Coast Coliseum and Convention Center Biloxi, MS

Source: facility management, websites and publications, 2019.

Exhibit Space Meeting Space

Ballroom
Space

* - denotes Motel 6 property near facility.
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2. COMPARABLE ANALYSIS: List of Comparable Convention Facilities
Comparable Facility Observations (from previous slide)
The markets summarized on the previous page are ranked by total sellable space,
inclusive of exhibit, meeting and ballroom space. The amount of sellable space
ranges significantly, from nearly 63,000 square feet in Madison to nearly 300,000
square feet in Louisville. These data suggest that there is no common, specific size
parameters across markets, and that the appropriate sizing for an East Biloxi
convention/event center, assuming market demand exists, will depend on factors
unique to the community.
We also note that the headquarter hotel inventory averages approximately 300
sleeping rooms within the comparable venue set, and that any future East Biloxi
convention/event center will require a dedicated hotel. The comparative lack of
rooms proximate to the MCCCC has been a limiting factor in attracting conventions,
and has led to a greater reliance on sporting and other events that still deliver value
and impact to the community. More detail on hotel needs for the project is
presented later in this analysis. The hotel inventory within one-half mile among the
compared venues averages nearly 2,000 rooms.
As previously noted, there are challenges with available rooms in Biloxi, particularly
during the Friday to Sunday period, given the high value of gaming customers and
the importance of dedicating rooms to this segment. Even in mid-week periods
during high occupancy months, generating significant room blocks from casino
properties can be challenging. The future success of an East Biloxi convention/event
center will depend on the ability to access necessary proximate, committable hotel
rooms.
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2. COMPARABLE ANALYSIS: Sellable Space
The MCCCC ranks high in terms of sellable and largest contiguous space among comparable markets reviewed. The use of this space to attract larger
consumer, trade and sporting events has led to viable occupancy, and has benefited the community in terms of providing a venue for important community
events and in generating economic impact.

Total Sellable Space

Largest Contiguous Space

Louisville, KY

299,700

Biloxi, MS

253,600

Virginia Beach, VA

208,100

Daytona Beach, FL

179,400

Louisville, KY

200,100

Virginia Beach, VA

150,000

Biloxi, MS

133,100

Myrtle Beach, SC

100,800
100,000

Savannah, GA

143,300

Mobile, AL

Palm Beach, FL

141,600

Palm Beach, FL

99,300

Mobile, AL

141,200

Savannah, GA

97,800

Shreveport, LA

132,200

Shreveport, LA

95,000

Myrtle Beach, SC

130,300

Daytona Beach, FL

93,000

Charleston, SC

114,700

Gatlinburg, TN

97,000

Branson, MO

87,100

Fort Wayne, IN

76,000

Madison, WI

Average =
147,700

Charleston, SC

Median =
136,700

Fort Wayne, IN

48,500

Branson, MO

47,200

62,900
0

50,000

100,000 150,000 200,000 250,000 300,000 350,000

Source: facility management, websites and publications, 2019.

77,000

Gatlinburg, TN

66,900

Madison, WI

Average =
96,100
Median =
96,400

37,200
0

50,000

100,000 150,000 200,000 250,000 300,000 350,000
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2. COMPARABLE ANALYSIS: Hotel Inventory
Hotel inventory proximate to the MCCCC is limited and, as previously noted, limits the ability to attract non-local conventions. For a future East Biloxi
convention/event center, both headquarter hotel and proximate room inventory will have to be addressed. The following exhibit highlights headquarter rooms,
as well as the room inventory within one-half mile of the respective centers. The one-half mile figure reflects room inventory that is generally considered
walkable (within a 10 minute walk) of the center.

Headquarter Hotel Rooms

½ Mile Hotel Rooms

Daytona Beach, FL

744

Louisville, KY

5,138

Savannah, GA

403

Gatlinburg, TN

Myrtle Beach, SC

400

Myrtle Beach, SC

2,502

Palm Beach, FL

400

Savannah, GA

2,441

Louisville, KY

393

Daytona Beach, FL

Mobile, AL

363

Shreveport, LA

313

Branson, MO

294

Charleston, SC

255

Fort Wayne, IN

246

Madison, WI

240

Biloxi, MS
Virginia Beach, VA
Gatlinburg, TN

1,494

Shreveport, LA

1,442

Mobile, AL

1,171

Madison, WI

1,137

846
495

Virginia Beach, VA

200

300

Source: facility management, websites and publications, 2019.

400

500

600

700

800

Median =
1,400

389

Biloxi, MS
100

Average =
1,700

1,058

Fort Wayne, IN

0

Charleston, SC

Branson, MO

Median =
300

97

1,727

Palm Beach, FL

Average =
300

148

2,815

261
0

1,000

2,000

3,000

4,000

5,000

6,000
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2. COMPARABLE ANALYSIS: ½ Mile Amenities Analysis
The restaurant and entertainment amenities proximate to the MCCCC are limited. The combination of these data with the limited hotel inventory help to
emphasize the fact that a new East Biloxi convention/event center would compete for a unique market segment that would be “net new” for the area. This
includes non-local events that require walkable hotel/restaurant inventory, while the MCCCC can continue to attract large exhibit/floor space oriented events
including consumer, trade and sports events.
The following several slides compare aerial representations of the hotel, restaurant and entertainment environment surrounding three selected comparable
markets (Shreveport, Mobile and Branson) to both the MCCCC area and East Biloxi. These images further highlight the 1) lack of walkable assets surrounding
the MCCCC, and 2) the significant opportunities that exist in East Biloxi to leverage existing and emerging walkable entertainment.

½ Mile Amenities

½ Mile Hotels

Mobile, AL

Mobile, AL

Branson, MO

Shreveport, LA

Shreveport, LA

Branson, MO

Biloxi, MS

Biloxi, MS
0

Restarurant
Source: Yelp, Google Maps, 2019.

5

10

Fast Food/Carryout

15

20

Café/Bakery

25

30

35

40

0

1

2

3

4

5

6

7

8

Bar/Lounge/Nightlife
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2. COMPARABLE ANALYSIS: ½ Mile Amenities Analysis (MCCCC Site)

Shreveport,
LA

Mobile, AL

Branson,
MO

Biloxi, MS

Source: Yelp, Google Maps, 2019.
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2. COMPARABLE ANALYSIS: ½ Mile Amenities Analysis (East Biloxi Site)

Shreveport,
LA

Mobile, AL

Branson,
MO

East
Biloxi, MS

Source: Yelp, Google Maps, 2019.
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2. COMPARABLE ANALYSIS: Airlift Comparison
Air access is an important asset when trying to attract events with more of a national audience. As noted below, the air access into Gulfport/Biloxi is
comparatively limited, with only five markets reachable with non-stop direct flights. These data suggest that the primary non-local event markets for an East
Biloxi convention/event center will consist of regional events with drive-in and some fly-in attendee base.

2017 Enplanements

Non-Stop Flights
3,110,450

Palm Beach, FL

1,945,699

Charleston, SC

1,694,329

Louisville, KY

Louisville, KY

1,684,738

Virginia Beach, VA

1,192,340

23
22
19

Madison, WI

483,259

Branson, MO

25

Savannah, GA

903,155

Madison, WI

26

Gatlinburg, TN

963,752

Gatlinburg, TN

27

Palm Beach, FL

1,131,959

Myrtle Beach, SC

31

Charleston, SC

Virginia Beach, VA

Savannah, GA

55

Myrtle Beach, SC

13

Branson, MO

12

Fort Wayne, IN

360,369

Fort Wayne, IN

Daytona Beach,
FL

346,470

Shreveport, LA

Biloxi, MS

324,611

Biloxi, MS

5

Mobile, AL

5

Mobile, AL

288,222

Shreveport, LA

270,395

Average = 1,105,800
Median = 963,800

Daytona Beach, FL

7

2

Average = 20.5
Median = 22

Note: Averages and medians do not include Biloxi, MS.
Source: FAA, facility Websites, 2019.
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2. COMPARABLE ANALYSIS: Comparable Facility Operations
CSL also conducted an extensive benchmarking analysis of the operational performances of several of the compared venues, in addition to a number of other
mid-sized convention centers from around the country. Based on requests for confidentiality that are commonly made by facilities providing this type of data, the
names of the facilities/cities have not been specifically attributed to the data that are listed.
The convention centers included in this analysis provide a very broad comparative basis from which to evaluate potential East Biloxi convention/event center
financial operations. Note that unique aspects within each venue make a direct comparison difficult, however a general assessment of relative performance
can be made. Several observations are made.
• All but three centers operate at a loss. The median operating loss among centers reviewed is nearly $1.3 million.
• Adjusting for building sellable square footage, the median operating loss among centers reviewed is $9.57 per square foot of sellable space.
• Reviewed facilities operate at a a median coverage level of 72.4 percent.

Operating Profit/Loss for Comparable Convention Centers
$1,000,000
$500,000
$0
-$500,000

Facility Facility Facility Facility Facility Facility Facility Facility Facility Facility Facility Facility Facility Facility Facility Facility Facility Facility Facility Facility Facility Facility
E
H
I
O
Q
N
C
B
P
M
T
V
A
G
F
K
S
U
J
D
R
L

-$1,000,000
-$1,500,000
-$2,000,000
-$2,500,000
-$3,000,000
Source: FAA, facility Websites, 2019.

Average = ($1.16 million)
Median = ($1.26 million)

Average per SF = ($10.54)
Median per SF = ($9.57)
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2. COMPARABLE ANALYSIS: Comparable Entertainment DISTRICTS/VENUES
The consideration of an entertainment district or venue as
part of an overall East Biloxi complex could provide walkable
vibrancy that is critical to successfully attracting non-local
events, and to creating a unique entertainment asset for
residents and visitors.
We have considered comparable concepts that are centered
around a district that include event space and restaurant,
retail and other commercial projects; as well as stand-alone
entertainment venues.
The markets and projects considered for this study are listed
to the right.
For each of these projects, we review the types of spaces,
general cost structures, sizing, event parameters and other
elements. A summary of findings is presented on the
following pages.

Comparable Entertainment Districts
KC Live!

Kansas City, MO

Waterside District

Norfolk, VA

District Wharf

Washington, D.C.

CityPlace

West Palm Beach, FL

Comparable Concert Venues
Express Live!

Columbus, OH

Toyota Music Factory

Irving, TX

Reno Events Center

Reno, NV

C.W.T. Pavilion

The Woodlands, TX
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2. COMPARABLE ANALYSIS: Comparable Entertainment Districts
Waterside District (Norfolk, VA)

KC Live! (Kansas City, MO)
Owner

The Cordish Properties

Cost

$350* million

Square
Feet

25,000 (pavilion)

Reasons
Chosen

Covered event venue
surrounded by retail,
bars, and entertainment;
walkable distance to
convention center.

District Wharf (Washington, D.C.)

Source: facility management, websites and publications, 2019.

Owner

The Cordish Properties

Cost

$40 million

Square
Feet

140,000

Reasons
Chosen

Bayside entertainment
venue with food hall;
across the street from
downtown convention
center.

CityPlace (West Palm Beach, FL)

Owner

PN Hoffman/Madison Marquette

Owner

The Palladium Co.

Cost

$2.5 billion

Cost

$550 million (over 10+ years)

Square Feet

1 million

Square
Feet

600,000

Reasons
Chosen

Highly walkable mixed-use
environment; creatively
redeveloped piers to enhance
placemaking; site of a world
class concert venue.

Reasons
Chosen

Open air mixed-used
development that spurred
downtown revival; includes
outdoor concert venue/event
plaza; within close walking
distance of downtown
convention center.

* - includes significant utility/infrastructural improvements.
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2. COMPARABLE ANALYSIS: Event/Entertainment Districts
DISTRICT:

KC Live!

City, State:

Kansas City, Missouri

Developer:

The Cordish Companies

District
Specs:

Square Footage:
Restaurant/Retail Tenants:
Cost:

Notes:

• Located across from the Sprint Center and in the middle of the Power and Light District, KC Live! is a multi-level
dining and entertainment venue featuring a unique mix of fifteen restaurants, taverns, and entertainment
attractions. The ground level primarily consists of bars and restaurants, while the second level is made up of night
clubs and various entertainment concepts.

25,000 sf Pavilion (2.8 acre overall site)
14
$350 million (majority of which was spent on
significant utilities/infrastructure improvements)

• The development group received $295 million in city-backed revenue bonds to help pay for the $850 million
District, of which $350 million was allocated toward the KC Live! plaza. An established TIF zone helps cover the
annual payments on the bonds, with the city’s general budget acting as the financial backstop.
• At the heart of the venue is a covered outdoor plaza with a permanent stage for major concerts, events and watch
parties that is the central entertainment gathering place for the city, attracting millions of visitors per year to the
region's biggest events. Marquee events include Kansas City's Biggest Halloween and New Year's Eve Bashes, the
Rock the Block Fashion Show and more.
• KC Live! hosts approximately two ticketed concerts or performances per month, with established touring acts that
charge between $20 and $30 per ticket. The complex can host a maximum capacity of 8,000 guests. Venue
infrastructure features include: a canopied roof, built-in stage, sound, lighting, 15’x25’ ft. LED Screen, infra-red
heaters, fire pits, and flexible event set ups.
• The Cordish Company successfully lobbied the Missouri General Assembly for a new law pertaining to any
"entertainment district" in Downtown Kansas City, which allows patrons to carry any alcoholic beverage out of an
establishment in the District and carry it openly throughout the portions of the District.
• The map on the following page highlights the KC Live! pavilion, as well as surrounding facility and hospitality
amenities.
Source: facility management, websites and publications, 2019.
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2. COMPARABLE ANALYSIS: KC Live!
Key

1

2
3
4

1

3

KC
Live

5
Power and
Light District

6

Source: facility management, websites and publications, 2019.

2

Hotel

1

KC Marriott

2

Hotel Phillips Curio

3

Holiday Inn

4

Crowne Plaza KC
Downtown

5

Hilton President

6

Courtyard by
Marriott

Key

Attraction

1

Kansas City
Convention Center

2

Sprint Center

3

Municipal
Auditorium
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2. COMPARABLE ANALYSIS: Event/Entertainment Districts
DISTRICT:
City, State:

Waterside District
Norfolk, Virginia

Developer:

The Cordish Companies

District Specs:

Square Footage:
Restaurant Tenants:
Cost:

Notes:

• Opened in May of 2017, Waterside District in Norfolk, VA, is a $40 million overhaul and rebranding of Norfolk’s
140,000-square foot Waterside Festival Marketplace. City officials estimate that 500,000 people visited
Waterside during its first 90 days in business.

140,000 sf
14
$40 million

• Located along the Elizabeth River waterfront of downtown Norfolk, the Waterside District offers residents and
visitors entertainment, a full range of culinary options, nightlife and activities for all ages, including live music,
festivals and other community events.
• The District is anchored by The Market, an eclectic and vibrant food hall featuring “pop up” versions of popular
local and regional restaurants, as well as national chains such as Guy Fieri’s Smokehouse, Blue Moon
TapHouse, PBR Norfolk, The Fudgery, Chipotle and Stripers Waterside. The District is located across the street
from the Waterside Marriott, the city’s primary event space for meetings and conventions.
• The District routinely hosts eclectic and popular events such as “Silent Discos” and “Office Trivia Nights”, as
well as traditional concerts that attract people living in the area and visitors. Waterside will occasionally host
ticketed events featuring headliners such as Weezer, Taking Back Sunday and Radio Romance. Indoor space in
the District can also be rented out by corporate/wedding groups ranging between 25 to 500 people.
• The site also includes the Skystar Observation Wheel, a 136-foot Ferris wheel with 36 enclosed climatecontrolled gondolas that overlook the Elizabeth River. Rides cost $15 for adults and $12 for children.
• Day and evening cruises and ferries depart from The Waterside Marina and hotels, shopping, Nauticus, the
battleship Wisconsin, MacArthur Memorial, Harbor Park and much more are within walking distance.
• The map on the following page highlights the District, as well as surrounding amenities.
Source: facility management, websites and publications, 2019.
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2. COMPARABLE ANALYSIS: Waterside District
Key Hotel

2
3
Downtown Norfolk
1

1
Waterside
District

Source: facility management, websites and publications, 2019.

1

Waterside
Marriott

2

Sheraton
Waterside

Key Attraction

2

1

Town Point
Park

2

Battleship
Wisconsin

3

Nauticus
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2. COMPARABLE ANALYSIS: Event/Entertainment Districts
DISTRICT:

District Wharf

City, State:

Washington, D.C.

Developer:

PN Hoffman/Madison Marquette

District Specs:

Square Footage:
Restaurant/Retail Tenants:
Cost:

Notes:

• The District Wharf in Washington, D.C. is a multi-phase mixed use development along the Potomac River in
Washington D.C. that includes 335,000 square feet of restaurant and retail space, three hotel properties totaling
800 hotel rooms, 1,375 residential units and three concert venues.

1 million sf
45+
$2.5 billion

• The development also includes significant investments for the public realm, including four “themed” piers that
each feature distinct amenities, including water taxi services, kayak/paddleboard launches, an outdoor concert
area, an indoor/outdoor event space, waterfront seating, swings, and the oldest open-air fish market in the
United States. The area also features a total of 2,500 parking spaces, 1,150 bike spaces and 400 boat slips.
• Phase I has been a three-year, $2.5 billion project overhauling a mile-long neighborhood stretching across 24
acres of land. The area officially opened in October of 2017 and local officials estimate that it has attracted
several million visitors over the past 17 months.
• At the heart of the Wharf is The Anthem, a $60 million indoor concert venue that has variable capacity
depending on the placement of a movable stage. The venue can accommodate between 2,600 to 6,000 people
and hosts a variety of acts ranging form full symphony orchestras, to production-heavy EDM shows, to major
rock and hip hop shows. The venue also features theater-style boxes with a total of 450 fixed seats that hang
over the crowd on both sides of the venue. It also led indoor club venues across the country in terms of 2018
ticket sales.
• The project was primarily funded through private equity and debt, as well as $198 million in TIF funding and
$95 million of free leased land from the city.
• The map on the following page illustrates the attractions and hospitality amenities along the District.
Source: facility management, websites and publications, 2019.
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2. COMPARABLE ANALYSIS: District Wharf

Key Hotel

Downtown West
Palm Beach
2
CityPlace
6
1
1

5
1

2

2

3

Source: facility management, websites and publications, 2019.

3

1

2

3
4

1

Intercontinental

2

Hyatt House

3

Canopy by Hilton

Key

Attraction

1

Market Pier

2

Transit Pier

3

District Pier

4

Recreation Pier

5

Market Square

6

The Anthem
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2. COMPARABLE ANALYSIS: Event/Entertainment Districts
DISTRICT:

CityPlace

City, State:

West Palm Beach, Florida

Developer:

The Palladium Co.

District Specs:

Square Footage:
Restaurant/Retail Tenants:
Cost:

Notes:

• Opened in October of 2000, CityPlace (West Palm Beach) is an upscale lifestyle center in downtown West Palm
Beach, Florida along South Rosemary Avenue. The Center includes open air restaurants, shopping, rental
apartments, condos, offices and a number of public art installations. The property, which constitutes several
city blocks, is chiefly credited for West Palm's urban renaissance

600,000 sf
100+
$550 million

• The district was opened more than ten years after 77-acres of the city’s former downtown was demolished.
The City used eminent domain and borrowed $25 million to buy the land, and then created a national
competition to select a developer for the area. The proponents of the winning concept promised to donate 25acres of the property back to the city for a convention center.
• AMC Parisian 20 and IMAX, LA Fitness and Publix are the district’s anchors. A fourth anchor (Macy’s), closed in
2017. An 80,000-square-foot Restoration Hardware recently opened that features indoor and outdoor retail
space and designer artwork, as well as a rooftop bar and restaurant that adds vibrancy to the area.
• The site of the former Macy’s has since been converted into an arts and culture venue called the “Culture Lab”
that features two-story murals on its exterior and a host of rotating temporary art exhibitions inside.
Preliminary plans involve transforming the structure into a residential high rise.
• The District’s central Square regularly hosts free outdoor programming on Fridays and Saturdays, and
occasionally hosts ticketed concerts or other events such as art exhibitions, special yoga sessions, etc.
• The dining/shopping/entertainment district was developed by The Palladium Co., and is now owned and
managed by The Related Companies, L.P.
• The map on the following page highlights CityPlace’s proximity to nearby hotels, event facilities and attractions.
Source: facility management, websites and publications, 2019.
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2. COMPARABLE ANALYSIS: CityPlace
Key Hotel

Downtown West
Palm Beach
2
CityPlace
1
2

3

Source: facility management, websites and publications, 2019.

1

Hilton West Palm
Beach

2

Residence Inn

Key

Attraction

1

CityPlace Square

2

Kravis Center for
The Performing
Arts

3

Palm Beach
Convention
Center

1
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2. COMPARABLE ANALYSIS: Sample of 2019 Events at Ent. Districts

Hosts around 2 ticketed concert events per
month, including notable touring acts.

DJ Pauly D

Noe Palma

The Struts

Taking Back
Sunday

Scotty
McCreery

Primarily hosts free concerts and ticketed
social events, but hosts 2 to 3 ticketed
concerts per year.

NYE Live!

Event plaza that primarily serves as space
for community-focused programming.
Some festival events are ticketed.

Culture of
Change Yoga

Wicked
Waterside

Wellness
Wednesdays

Taking Back
Sunday

Live Music
Series

Downtown
Art Festival

As shown above, the entertainment districts included in this analysis each host a distinct mix of programming. KC Live! hosts ticketed concert events within its covered
pavilion structure on a semi regular basis, while CityPlace’s central Square primarily hosts community-oriented programming. Waterside District in Norfolk represents a
hybrid model, hosting both ticketed concerts several times per year, as well as ticketed social events and free community get togethers. Though not listed above, the
District Wharf also hosts a mix of free public programming at its outdoor stages, while The Anthem hosts major ticketed concerts.
Within the remainder of this section, we focus on dedicated concert/entertainment venues versus the district concepts discussed above. Four projects nationally were
selected for review in terms of their applicability for a future East Biloxi development.
Source: facility management, websites and publications, 2019.
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2. COMPARABLE ANALYSIS: Comparable Concert VENUES
Toyota Music Factory (Irving, TX)
Owner

ARK Group

Operator

Live Nation

Seating
Capacity

2,500 to 8,000

Reasons
Chosen

State of the art
indoor/outdoor
amphitheater with
retractable walls.

Reno Events Center (Reno, NV)
Owner

City of Reno

Operator

RSCVA

Seating
Capacity

7,000

Reasons
Chosen

Multipurpose event
center for concerts,
sports and flat floor
events; downtown
location; located in
casino town.

Source: facility management, websites and publications, 2019.

Express Live! (Columbus, OH)
Owner

Nationwide
Realty/PromoWest

Operator

AEG Live

Seating
Capacity

2,300 to 5,200

Reasons
Chosen

Indoor/outdoor
performance hall
venue with innovative
technology.

Cynthia Woods Mitchell Pavilion
(Woodlands, TX)
Owner

Local 501(c)3

Operator

Live Nation

Seating
Capacity

6,500 to 16,500

Reasons
Chosen

Imaginatively
designed, covered
amphitheater;
component of greater
campus development.
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2. COMPARABLE ANALYSIS: Unique Concert Venues
DISTRICT:

Toyota Music Factory

City, State:

Irving, Texas

Developer:
Operator:
Facility Specs:

ARK Group
Live Nation
Seating Capacity:
Cost:
Year Opened:
Acreage:

Notes:

• The $173 million Toyota Music Factory is a multi-purpose entertainment complex located in the Las Colinas
neighborhood of Irving, Texas, located approximately 10 miles northwest of downtown Dallas.

2,500 to 8,000
$25.8 million (estimated)
2017
16 acres/5 acres (campus/venue)

• The Pavilion, the complex’s dedicated live music venue (estimated to cost approximately $25.8 million),
features flexible ”garage doors” that accommodates both an indoor theater configuration and a larger, indoor
/ outdoor amphitheater configuration. The indoor/outdoor capabilities of the venue accommodate year-round
utilization, with the indoor theater configuration hosting events year-round and the indoor/outdoor
amphitheater configuration hosting events from the late spring to early fall months annually.
• Opened in 2017, the venue is owned by real estate development firm ARK Group and operated by Live Nation.
Development costs were split evenly by the public and private sectors.
• In 2018, the facility’s first full year of operations, the venue hosted 84 Pollstar-reported events, 99 percent of
which were either concerts or comedy shows. The majority of concert and comedy utilization was derived
from Tier 2B, Tier 3 and Tier 4 acts, with additional utilization from Tier 2A and Tier 1 artists.
• In total, the venue averages approximately 225,000 attendees on an annual basis, with an average of 3,503
paid attendees per show paying an average ticket price of approximately $52.00.

Source: facility management, websites and publications, 2019.
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2. COMPARABLE ANALYSIS: Unique Concert Venues
DISTRICT:

Express Live!

City, State:

Columbus, Ohio

Developer:
Operator:
Facility Specs:

Nationwide Realty/PromoWest
AEG Live
Seating Capacity:
2,300 to 5,200
Cost:
$7.8 million (2019 dollars)
Year Opened:
2001
Acreage:
2.5 acres
• Express Live! is a multi-purpose concert venue located in the Arena District of downtown Columbus, Ohio. The
first of its kind in the United States, the flexible venue with reversible stage accommodates both an indoor
music hall and an outdoor amphitheater. The indoor / outdoor capabilities of the venue accommodate yearround utilization, with the indoor music hall hosting events from January to December and the outdoor
amphitheater hosting events from May to September annually.

Notes:

• In 2016, local clothing retailer Express purchased facility naming rights for an undisclosed sum.
• Key venue building program elements include maximum capacities of 2,300 within the indoor music hall and
5,200 at the outdoor amphitheater. Nearly all shows at the venue are general admission standing room-only,
with berm space at the outdoor amphitheater accommodating general admission lawn seating.
• In 2017, between the indoor music hall and outdoor amphitheater, the venue hosted 92 Pollstar-reported
events, 96 percent of which were concerts. The majority of concert utilization was derived from Tier 4 (average
attendance of 1,821) acts, with additional utilization from Tier 2B (average attendance of 6,451) and Tier 3
(average attendance of 4,846) artists.
• In total, the venue averages approximately 275,000 attendees on an annual basis, with an average of 1,999 paid
attendees per show paying an average ticket price of approximately $33.00.
• In addition to ticketed events, the indoor music hall is able to accommodate wedding, banquet and dinner
utilization through the transformation of the general admission standing room floor into a ballroom.

Source: facility management, websites and publications, 2019.
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2. COMPARABLE ANALYSIS: Unique Concert Venues
DISTRICT:

The Cynthia Woods Mitchell Pavilion

City, State:

Woodlands, Texas

Owner:
Operator:
Facility Specs:

The Center for the Performing Arts at The Woodlands (501 (c)(3))
Live Nation
Seating Capacity:
16,500 (6,500 covered, 10,000 outdoors)
Cost:
n/a, ($11 million for latest renovation)
Year Opened:
1990
Acreage:
13 acres/6 acres (campus/venue)
• Located approximately 30 miles north of downtown Houston, The Pavilion presents between 50 and 65 events
every March through December, ranging in style from rock to classical, jazz to country, and modern opera to
contemporary American ballet.

Notes:

• After selling nearly 468,000 tickets to its shows in 2018 (third nationwide among amphitheater venues) the
venue has just over 30 concerts booked for its outdoor 2019 season, including major acts such as Jimmy Buffet,
Dave Matthews Band, Spoon and Goo Dolls, as well as performing arts acts such as the Houston Symphony,
Houston Ballet and the Texas Music Festival Orchestra.
• Venue sells season tickets to its VIP seating areas (range from $3,000 to $14,000 per year) and luxury boxes
($30,000 to $42,000 per year).
• The facility has grown from its original 1990 capacity of 3,000 covered seats and 7,000 total seats over the
course of several expansions that have occurred in 1994, 1998, 2000, and 2009.
• Recent updates added two new canopy entryways, new electronic ticketing gates and a two-story VIP Club that
replaced the one-story Woodforest Bank Club.
• Also known as The Center for the Performing Arts at The Woodlands, the venue is governed by a volunteer
board of directors. The complex features educational programming for local middle and high school students,
as well as weeklong camps/clinics for aspiring classical musicians.
• The venue is served by a full-time employee staff of 21.

Source: facility management, websites and publications, 2019.
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2. COMPARABLE ANALYSIS: Unique Concert Venues
DISTRICT:

Reno Events Center

City, State:

Reno, Nevada

Owner:
Operator:
Facility Specs:

City of Reno
Reno Sparks Convention and Visitors Authority (RSCVA)
Seating Capacity:
7,000
Cost:
$27.5 million (2005 dollars)
Year Opened:
2005
Acreage:
2.5 acres
• The Reno Events Center opened in 2005 and is located in the entertainment center of downtown Reno. The REC
is owned by the City of Reno and operated by the RSCVA.

Notes:

• The multi-purpose arena offers a 7,500 seating capacity, of which 4,400 are retractable. Additionally, the REC
provides approximately 56,000 square feet of column-free space, 14,000 square feet of pre-function space, nine
meeting rooms/suites and is adjacent to the 28,000-square foot Reno Ballroom.
• Development of the Center was structured as a public/private partnership that included the City, RSCVA and
four local casinos.
• The Center averages just under 60 events per year, 60 percent of which are considered by the RSCVA as nonroom night generating events. Annual attendance generally ranges between 100,000 and 150,000.
• Sports tenant events and other sporting tournaments/competitions make up a majority of the Center’s event
activity (between 50 and 60 percent each year), but the facility also hosts tradeshows (5 to 15 percent) and
concerts (20 to 30 percent).
• On average, REC events drew nearly 6,100 total attendees per event. The existing large seating capacity within
the REC is essential to attracting many of the high impact concerts and events held at the REC. At the same
time, the overall daily use of the REC is significantly lower than other large seated venues throughout the
country of similar size.
• The facility generally operates at a loss of $300,000 to $600,000 annually.

Source: facility management, websites and publications, 2019.
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2. COMPARABLE ANALYSIS: Entertainment Industry Overview
Regardless of the type of entertainment complex developed,
there are numerous music/entertainment events that could be
attracted. A summary of this potential is presented below.
• The size of the North American concert industry hit a record
$7.3 billion in ticket sales in 2016, representing a six percent
increase over the previous year.
• The average concert ticket price for the top 100 North
American tours was $76.80 in 2016, an increase of 2.4 percent
over the previous year.
• Artist guarantees costs have increased substantially, resulting
in an upward trend in ticket prices and neutral gains in
attendance. As a result, the margins generated to promoters
and concert venues have decreased. We note that for casino’s,
the economics of the concert sector are unique given their
willingness in many cases to subsidize the cost of an act to
generate increases in gaming customers.
This could
significantly benefit the ability to attract concerts to East
Biloxi.
• Venue operators have increasingly relied on revenue from
rent, facility fees, ticket sales rebates, concessions,
merchandise, parking and advertising/sponsorships to
generate operating profits.

Source: industry/trade publications, Pollstar.com, 2019.

TIER 1
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Typical Acts
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2. COMPARABLE ANALYSIS: Scope of Concert Market
The following chart summarizes the number of promoted touring events throughout the country that occurred over the course of four months in 2018.
The analysis only includes events selling between 1,800 and 12,000 tickets, according to Pollstar, a trade publication for the concert industry. As noted
below, a venue that hosts 2,000 patrons could accommodate only 12 percent of the music event market. At a capacity of 6,000, this market capture
increases to 72 percent, and at 8,000 capacity, market accommodation increases to 84 percent.
Box Office Ticket Sales Between 1,800 and 12,000 in past four months
12,000

10,000

8,000

6,000

4,000

2,000

0

Source: Pollstar.com, 2018.
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2. COMPARABLE ANALYSIS: Comparable Entertainment DISTRICTS/VENUES
As previously noted, the inclusion of an entertainment district or venue as
part of an overall East Biloxi complex could provide walkable vibrancy that
is critical to successfully attracting non-local events, and to creating a
unique entertainment asset for residents.
The district-oriented project types, particularly developments such as KC
Live!, represent the greatest potential to create both a concert venue-like
environment, as well as surrounding restaurant, retail and other assets
needed to support the convention and event sector.
A project that is centered around a 25,000- to 30,000-square foot, covered
event pavilion, with surrounding entertainment and other commercial
development (potentially residential and small office), would provide
significant site area benefits in a more cost effective manner relative to a
dedicated venue solution.
The dedicated venue-type project can require substantially more site area,
would be more costly to develop compared to the pavilion concept, and
would ultimately have less flexibility in terms of creating a multi-use event
and entertainment environment that would complement a potential East
Biloxi convention center.
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3. INDUSTRY TRENDS: Convention/Meeting Industry
The summary of broad industry demand trends helps to address an important question in the industry – is investment, any investment, in the convention industry worthwhile,
or is the industry becoming obsolete – giving way to virtual meetings, teleconferences and other advances. Establishing the longer term relevance of the industry is an
important precursor to suggesting any material investment in assets designed to gain market share. Broad industry changes, characterized by retraction and expansion in
convention and tradeshow demand have taken place during the past decade. After significant decreases in industry demand levels during the recession that ended in June of
2009, demand for convention, tradeshow and related public assembly space has grown industry-wide.
Annual Convention Demand Change vs. U.S. GDP

Nearly all indicators suggest that the national economy is continuing a pattern of modest growth. A large collection of data
suggests that the health of the convention, tradeshow and meetings industry, like nearly all industries, has historically been
and is currently linked to the strength and fluctuations of the overall U.S. economy. This “linkage” is a fundamental
premise of any analysis of future convention and tradeshow industry performance. To address the question of future
industry trends, we need to consider how the future performance of the convention industry will respond in modest, steady
growth periods.

Annual Convention Demand Change vs. S&P Earnings per Share
S&P 500 EPS

Net Square Feet

Exhibitors

Attendees

As shown, expectations for 2018 and 2019 show continued modest industry growth along with projected GDP growth of 2.8
percent in 2019. Given the close parallels between GDP changes and changes in various measures of the convention
industry, we expect future industry growth to continue to mirror the overall health of the economy.

50%
40%
30%
20%
10%

We have also analyzed linkages between convention and tradeshow industry demand and the overall health of the corporate
sector, measured in terms of S&P 500 earnings per share. The Exhibit to the below right summarizes convention industry
and S&P 500 earnings per share annual growth percentages (or declines) for the past 15 years, in addition to projected data
for future years. A significant decline in S&P 500 earnings per share data in 2008 foreshadowed a significant yet more
modest decline in various convention industry measures in 2009. This comparison further highlights the parallels between
the convention/tradeshow industry and the overall economy.
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Notes: Convention and tradeshow data for 2017 through 2019 is based on forecasts. S&P earnings per share data for 2018 is based on forecasts.
Sources: Center for Exhibition Industry Research (CEIR), Standard & Poor’s, Goldman Sachs, 2017 & 2018
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Percent Growth

The Center for Exhibition Industry Research (CEIR) is a nonprofit organization whose mission is to advance the growth,
awareness and value of exhibitions in the United States. The annual CEIR Index Report is developed to provide an objective
measure of the annual performance of the exhibition industry focusing on square footage, exhibiting companies, attendees
and gross industry revenue. We have prepared a summary of CEIR produced historical and projected performance among
three of the four variables listed above, as compared to growth in the U.S. Gross Domestic Product (GDP), for the 17-year
period spanning 2003 through 2019, as presented in the adjacent Exhibit.

3. INDUSTRY TRENDS: Convention Center Futures Trends
Beyond industry demand and economic trends, the
convention and meeting industry product continues to evolve
and adapt to demographic, technology and other trends.
Convention planners view the site selection process in a very
broad way, considering not just the center space, but a wide
variety of amenities and services. The increasing importance
placed on the adoption and use of technology, the physical
design and flexibility of convention space, and the emphasis
on an authentic and unique destination experience, among
other elements, are indicative of the future trends within the
convention industry as a whole.

INTERIOR AND EXTERIOR FLEXIBILITY

ICONIC DIFFERENTIATORS AND PUBLIC ART

TECHNOLOGY TRENDS

In order for a potential new East Biloxi convention/event
center to remain relevant in the increasingly competitive
environment, it is critical to understand and adapt to these
needs. The following pages summarize emerging and future
trends of the convention industry as well as examples of how
facilities around the country have adapted to the changing
needs of the convention and meeting attendee.
FOOD & BEVERAGE TRENDS

SUSTAINABILITY TRENDS
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3. INDUSTRY TRENDS: Interior Flexibility
Generic convention center space is quickly being replaced by flexible and adaptive spaces that allow users to customize their event experience. Interior flexibility refers
to space within the convention center that is easily adaptable to serve multiple types of events. Organizations are willing to pay for flexible spaces that facilitate and
foster networking, create more interactive and collaborative work, and learning environments and are reflective of the unique destination. One example of that is openspace learning (OSL) environments. They represent an emerging trend that requires significant interior flexibility. This concept challenges the traditional lecture or
seminar-based formats that tend to draw attendees off the main show floor during events and instead provides unique and creative learning environments that can be
constructed in lobbies, pre-function areas, exhibit halls, ballrooms, etc. The Grand Wayne Convention Center in Fort Wayne, Indiana has invested in different types of
portable furniture that allow for movement throughout lobby/pre-function areas, transforming these spaces for a multitude of event needs. Examples of the different
types of setups and furniture are provided below.

Grand Wayne
Convention Center
Fort Wayne, IN
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3. INDUSTRY TRENDS: Exterior Flexibility
When selecting a convention center for their events, two important factors considered by meeting and event planners are event space and the character of the
destination. In an attempt to create a unique differentiation, convention center owners are combining these two important considerations by integrating functional
outdoor space into their facility complex.
Outdoor event space provides attendees with the opportunity to connect with the culture and feeling of a destination in a unique event setting while creating an additional
selling point and source of revenue for centers. Additionally, outdoor space provides a way for a convention center and its visitors to activate the surrounding area. As
convention centers are increasingly becoming more integrated into the community in which they exist, the use of adjacent outdoor event space is becoming of greater
importance.
Several examples of outdoor convention center space use are pictured in the images below. The outdoor space in a convention environment can include ground level,
rooftop or terrace areas. The space can be used for both informal gatherings and formal receptions. Permanent and temporary coverings can be installed to support
the event, and various elements of landscaping and features unique to the destination can be included.

Owensboro Convention Center
Owensboro, KY

Monona Terrace
Madison, WI

Spokane Convention Center
Spokane, WA
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3. INDUSTRY TRENDS: Iconic Differentiators and Public Art
In past decades, convention centers were primarily designed around utility – providing sufficient exhibit space, with support space for meetings and banquets. Today,
communities are increasingly viewing their convention center (typically the largest footprint in the downtown) as an opportunity for first class architecture and art.
Planners of expansion and renovation projects often times view the notion of public art as a desired component rather than a potential add-on. Ideally, the aesthetics of
convention centers become storytellers of the destination, reflective of the history, culture and community in which they exist. The Virginia Beach Convention Center
(pictured below) pays homage to the area’s history as a coastal town, featuring a 147-foot glass and steel tower resembling a lighthouse and an overall exterior that
resembles ocean waves.
Large, iconic and interactive pieces of art can also create a sense of place. For example, the “As We Are” installation at the Columbus Convention Center contains a
photobooth and recreates a person’s portrait 17 times the size of the person represented (shown below).
Virginia Beach Convention Center
Virginia Beach, VA

As We Are – Columbus Convention Center
Columbus, OH

Idea Tree – San Jose Convention Center
San Jose, CA

While expressing the spirit of the destination in design elements of a convention center can require significant investment, incorporating public art that is reflective of a
city is another way in which facilities can create iconic elements, typically at a much lower cost. Convention centers throughout the country are commissioning the work
of artists to create iconic pieces of art placed around and throughout facilities.
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3. INDUSTRY TRENDS: Technology
While not typically at the cutting-edge of emerging technology, the convention industry has incorporated various mainstream technology into overall building
development and operations. Wireless technology is common, with various experimentation as to bandwidth, accessibility and pricing. Local area networking and
broadcasting capabilities, Internet cafés, digital signage and other technology aspects are now common in the convention industry. These investments, and overall
trends in the industry reflect a process of advancement and adoption of technology within the convention industry. A decade ago, WiFi was considered an emerging
amenity, now convention centers are spending millions of dollars to continually upgrade their bandwidth and access points to allow significant and reliable access
throughout the entire facility. Summaries of forward looking trends and examples of how convention facilities have adapted these technologies are provided below.

Cell Phone and Beacon Technology: Used for event apps, provide a digital map of facility activity, for in-facility wayfinding, provide real-time attendee metrics, improve
networking and content delivery, among other features. Second-screen technology is also an emerging trend that creates a two-way conversation allowing attendees to
ask questions of general session presenters, participate in panels and take notes on slides to improve presentation engagement.
Video Streaming: As hybrid meetings continue to grow in importance, facilities are investing in technologies to accommodate virtual attendees. The redeveloped Cobo
Center in Detroit includes a 5,000 sf broadcast studio that offers all of the technologies and services needed to create programming, live event webcasting, and largescale program distribution, among other offerings.
Occupancy Sensors: Center owners are installing state-of-the-art sensor technologies. The sensors are connected to both LED lighting and thermostat controllers,
allowing for adjustments to be made depending on the number of people in a room.
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3. INDUSTRY TRENDS: Food and Beverage
The provision of food service has and is slowly changing in several ways. Food service quality has always been seen by some event planners as a differentiator when
considering destinations. Centers with better reputations for food service can have a competitive advantage. Recent trends in the food and beverage sector are more
reflective of changing demographics and how conventions and meetings are being produced. The balance between standard sit-down banquets and more informal food
options may be shifting towards the informal, and the ability of a center to offer more convenient or “pop-up” dining opportunities could become much more important in
the future. Meeting and event planners are also increasingly asking for more diverse food and beverage options. This challenges convention center caterers to be more
flexible and varied in their offerings. Examples of this type of food service diversity are presented below.

Food Trucks and Portable Options: With more attendees looking for local food options unique to the destination, food trucks are increasingly forging partnerships with
convention centers throughout the country. The Anaheim Convention Center has had great success with incorporating food trucks into their event production.
Locally Sourced/Natural Offerings: As part of their recent renovation, Cobo Center opened Go Natural, their new grab-and-go style outlet, offers quick made fresh
daily options with natural ingredients that are locally sourced. Additionally, many convention centers such as Denver, Orlando and Cleveland have started producing
their own ingredients on site.
“Crafted” Beverage Experience: The desire for locally sourced options extends beyond meats and produce. With the rise of microbreweries, distilleries and vineyards,
among others, attendees are looking for an all-around “crafted” experience. From locally grown and ground coffee to craft beer, convention centers are finding unique
ways to provide attendees with craft beverage options they can’t find anywhere else. The Owensboro (KY) Convention Center in partnership with Bulleit Bourbon &
Coastal Wine and Spirits of Kentucky opened the Bulleit Bourbon Bar to showcase more than forty local bourbons.
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3. INDUSTRY TRENDS: Sustainability Trends
Event planners have had a mixed view over time of the importance of sustainability efforts in convention facilities. Every year, several centers introduce various
elements of sustainability, including energy efficiency, recycling, green space and other elements. Looking ahead, sustainability trends will likely continue to grow in
importance. Examples within specific centers nationally are summarized below.
Green/living roof:
Reduces energy costs associated with building temperature, improves water quality due to reduced storm water runoff, improves the air quality and increases habitat
promoting biodiversity (i.e. birds, bees, etc.). At the Javits Center, their living roof has become an attraction, used for community educational programs and available for
tours.
Composting/waste diversion:
Through such programs as offering composting as a default option for attendees, or recycling waste to be repurposed as energy, among others. At the Huntington
Convention Center, their Grind2Energy system takes the excess food from events, grinds it on-site with industrial strength grinder and converts the waste into a slurry.
It is then transported to a local digestion facility that extracts the methane for energy production and produces a nutrient rich soil.
Solar panels:
Creates renewable energy to power facility electricity needs and reduce environmental impacts. Many convention centers such as Salt Lake City, Portland and Anaheim
have installed solar panels in recent years.
Water recycling:
Onsite water treatment efforts to process and reuse water for things such as toilets, irrigation, among others. Music City Center in Nashville has a 360,000 gallon rain
water cistern that in 2014 collected more than three million gallons of rain water, equivalent to approximately 40 percent of the center’s water use. The David L.
Lawrence Convention Center in Pittsburgh has an onsite wastewater treatment plant. Less than one third of the facility’s water comes from city taps as they use
reclaimed and recycled water to flush toilets and urinals.
Food donation programs:
Partnerships created with local community organizations to donate extra meals to local food banks, charities and shelters.
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4. MARKET DEMAND: Market Demand Analysis
The purpose of this chapter is to provide an analysis of the estimated market demand for a potential new convention/event center in
East Biloxi. The overall market analysis consisted of detailed research and analysis, including a comprehensive set of marketspecific information derived from the following:

• 1,000

multipurpose convention, conference, hospitality, sports, entertainment and event facility projects throughout North
America

• 2

local market visits, including community and site tours. The on-site presence provided for a firsthand assessment of the
destination and site area strengths and weaknesses.

• 20+ in-person interviews/meetings with Gulfport-Biloxi individuals, including representatives from the City of Biloxi, Coastal
Mississippi, representatives from seven local casino properties, representatives of other key area conference/meeting and hotel
facilities, potential development partners and business leaders, local facility users, and other local visitor industry stakeholders.

•

Research and analysis of local market conditions, including hotel statistics, population/demographics, air access, attractions and
other destination aspects.

•

Analysis of competitive/regional and comparable facility markets.

• 43

completed telephone interviews with event planners representing a potential customer base for an East Biloxi
convention/event center.

• 330+

events represented by interviewed state and regional association event planners.

• 660+ off-site events represented by interviewed independent and corporate meeting planners.
• 3,000+

nationally rotating events included in an in-depth analysis of the 2018 DI Mint Database. CSL conducted several market
capture assessments of the Gulfport-Biloxi region’s current convention space offerings as well as of potential new convention
product.

The remainder of this chapter is focused on summarizing survey data associated with the three primary event sectors:
1)corporate/independent meeting planners, 2) state/regional event planners, and 3) nationally rotating events. These event sectors
would be expected to represent the primary targets for new non-local, economic impact generating activity for a potential
convention center in East Biloxi.
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4. MARKET DEMAND: Market Demand Analysis
As detailed on the previous page, CSL completed 43 telephone interviews with event planners representing nearly 1,000
rotating events, including more than 660 corporate and/or independently planned events and more than 330 state and regional
association events. A listing of these interviewed organizations is presented below:
Interviewed Organizations
360 Venture Collective

International Plant Propagators Society

Poultry Science Association

AANA Rocket Awards Banquet

ITA Group

Professional Association of Innkeepers International

Agile Events

Keller Williams Realty International

Southeastern Conference of Dental Laboratories

American Council of the Blind

Living Church of God - Feast of Tabernacles

Southeastern Electric Exchange

Charles Schwab

Louisiana Hospitality Foundation

SouthEastern Equipment Dealers Association

CVS Health

Meetings Defined

Southeastern Museums Conference

Ducks Unlimited

Mid-America Orthopedic Association

Southern Building Material Association

Gordon Biersch

Midsouth Grain Association

Southern Cotton Ginners Association

Groups 360

Mid-South Independent Electrical Contractors Southern Pine Inspection Bureau

Hosts New Orleans

MS Veterans Affairs Board

Southern Psychiatric Association

IK Planning

National Agricultural Aviation Association

Southern Seed Association

Imprint Group

National Fireworks Association

Specialty Planners International

Intl. Association of Assessing Officers

NeurnbergMesse North America, Inc.

Vietnam Veterans of America

International Code Council

P and N Association Management

VPP Participants Association

International Embryo Transfer Society

59

4. MARKET DEMAND: Surveys – Corporate Events
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Summary of Preliminary Findings
•

Telephone survey of Meeting Professionals International (MPI) database of
meeting planners that plan meetings throughout the country, focusing on
warm weather destinations and/or in the Gulf States region.

•

Events include: educational and training events, executive events, tradeshows,
team-building events, company dinners/galas, annual conferences/meetings,
among others.

•

Independent meeting planners that help plan incentives trips and corporate
meetings in warm destinations noted that though Biloxi’s airlift is a challenge,
some events may be accommodated by the Louis Armstrong New Orleans
International Airport.

•

Relative to many other southern resort destinations, Biloxi is seen as very
affordable and many noted that it has slightly more moderate temperatures in
the summer.

•

Many planners noted that the area has a variety of non-casino leisure options,
but felt that these should be leveraged and marketed more.

•

Planners highly recommended the inclusion of cutting edge technology,
outdoor gathering space and connections to surrounding casinos as part of any
potential convention/event center development.

average / median total space required

•

900 / 750

Events primarily occur during the Spring and Fall months during the middle of
the week (Monday through Thursday).

•

Beyond airlift, (indicated by 26 percent of respondents) primary reasons for
lack of interest include preference for keeping events in New Orleans or other
marquee convention destinations (13 percent), and avoidance of casino
markets for events more dedicated to education/training sessions (7 percent).

MPI Gulf States Chapter Members

15

completed telephone interviews

660+

events planned

47%

positive response

1,300 / 980

average / median attendance

24,000 SF / 18,800 SF

average / median contiguous hall size required

38,900 SF / 37,000 SF

average / median number of hotel rooms
required
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4. MARKET DEMAND: Surveys – Corporate Events
Survey information was collected pertaining to the size of potential events in terms of hotel room night requirements. Of those survey respondents indicating a positive
interest in potentially hosting one or more future events at an East Biloxi convention/event center, information was collected pertaining to expected peak hotel room
night levels (summarized in the exhibit below to the left) and event space requirements (exhibit below to the right). The smallest hotel room night requirement noted
through the survey was 250, while the largest was 2,800.
Peak hotel requirements range significantly, between 250 and 2,800 rooms. To accommodate the majority of event demand, between 1,000 and 1,500 commitable rooms
would be required. A majority of these rooms should be within convenient walking distance. This influences the viability of potential center sites, as discussed later in
this report. In terms of space needs, the largest event requires an event hall or ballroom with 70,000 square feet of space, and total event space needs range from
12,000 to 95,000 square feet. These data will influence the market-supportable space program summarized in the following section of the report.
Hotel Room Nights (Positive Respondents)

3,000
2,500
2,000

Event Space Requirements (Positive Respondents)

100,000
90,000
80,000
70,000
60,000

1,500
1,000
500

50,000
40,000
30,000
20,000
10,000

0

0
Largest Contiguous Space

Source: CSL MPI Survey, 2019.

Total Sellable Space

Note: Event attendance estimates based only on events showing positive interest in a potential new Convention Center in Biloxi.

61

4. MARKET DEMAND: Surveys – State/Regional Events
28

completed telephone interviews

330+

events planned

46%

Summary of Preliminary Findings
•

Surveys were conducted of state/regional association and SMERF meeting
planners identified from a total survey sample of over 300 contacts.

•

Events include: state/regional
conventions, banquets, and galas.

•

Completed 28 telephone interviews with planners representing more than 330
events. Approximately 46 percent of survey respondents expressed positive
interest in hosting one or more future events at an East Biloxi
convention/event center.

•

According to positive respondents, a new center in the East Biloxi area is
needed, and would compete well with New Orleans hotel/conference centers,
as well as other convention properties along the Gulf. Planners were very
approving of a new center located closer to casinos, as their attendee base
increasingly expresses interest in walkable bars/nightlife/entertainment.

•

Interested events generally preferred hotel rates ranging between $115 and
$155.

•

Only 15 percent of interested planners have hosted events in Biloxi in the past
(all at casino hotels). Most other events considered the area but found the
hotel situation near the Coliseum Convention Center unacceptable.

•

Twenty-nine percent of respondents cited a lack of interest in a potential
convention/event center due to Biloxi not being near their membership base,
14 percent prefer more urban markets, and 11 percent cited either the
presence of casinos, long-term event rotation commitments and/or a
preference for self-contained hotel facilities. In past studies conducted by CSL
for facility development in gaming markets, typically 3 to 15 percent of
state/regional event planners indicated an avoidance of casino markets.

positive response

490 / 400

average / median attendance

10,700 SF / 8,000 SF

average / median contiguous hall size required

15,800 SF / 11,900 SF
average / median total space required

230 / 130

average / median number of hotel rooms req’d.

17%/50%

respondents that require/prefer using one
hotel property

Source: CSL State/Regional Survey, 2019.

meetings,

conferences,

tradeshows,
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4. MARKET DEMAND: Surveys – State/Regional Events
State and regional organization planners were asked to indicate the likelihood of their organization using a Biloxi convention/event center, assuming it and the area’s
hotel inventory meets the needs of their event(s). The overall positive interest by respondents in rotating one or more events to Biloxi if sufficient facility space and hotel
inventory existed is 46 percent. Biloxi’s positive response is rate is compared below with other studies CSL has recently completed, rating just below average in terms of
overall positive response rate and “strength of interest”, whereby a weighting system is applied to the varying levels of positive response. For instance, “Definitely Use”
responses are given the highest weight, followed by “Likely Use”, and “Possibly Use”, respectively.

East Biloxi
Interest Levels:
Definitely Use
Likely Use
Possibly Use
Not Likely Use
Definitely Not Use

5%
23%
36%
23%
14%

10%
13%
28%
25%
23%

10%
13%
28%
25%
23%

0%
3%
9%
7%
0%

33%
29%
44%
48%
48%

Positive

46%

52%

51%

21%

86%

Strength of Interest

1.46

2.26

2.04

0.54

4.50

Source: CSL State/Regional Survey, 2019.

Reasons for Disinterest

High metric

Low metric

MEDIAN

AVERAGE

SURVEYED
ORGS

Past CSL State/Reg.
Telephone Surveys
61 Compared Markets

•

“Our organization avoids casinos.”

•

“We have a summer event and want to avoid hurricane season.”

•

“We’re southeast, but MS is not included in our chapter.”

•

“They’re certainly not centrally located.

•

“Big market destinations only for us, like New Orleans, Atlanta,
sometimes Jacksonville.”

Other Comments
•

“It would help if the immediate area were just a little more family
friendly.”

•

“Air access is somewhat important for our group.”

•

“I could see Biloxi really taking off in several years, and to be in the
middle of it instead of ten minutes out would be great.”

•

“They should include skyway connections to neighboring casinos or
other entertainment.”
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4. MARKET DEMAND: Surveys – State/Regional Events
It is also important to place the measured interest in a new East Biloxi convention/event center within a competitive context. The table below compares the positive
response rates and strength of interest scores for an East Biloxi convention/event center with those of recently completed convention/event center feasibility studies
conducted in Tupelo and Southaven, Mississippi. The outreach efforts for all three studies shared a significant number of respondents, so East Biloxi’s substantially
higher scores should be noted. These data highlight a unique opportunity to penetrate the state and regional event landscape. Specific market capture assessments
are presented on the following page, followed by a summary of key findings.

East Biloxi

Tupelo, MS

Southaven, MS

Recent Study Results in
Competitive Mississippi Markets

Biloxi
Interest Levels:
Definitely Use
Likely Use
Possibly Use
Not Likely Use
Definitely Not Use

0%
18%
29%
25%
29%

1%
4%
17%
43%
36%

3%
8%
17%
29%
43%

Positive

46%

22%

28%

Strength of Interest

1.46

0.64

1.04

Source: CSL State/Regional Survey, 2019.

Tupelo, MS Convention Center Project
•

CSL studied the feasibility of adding meeting and event space at the
BancorpSouth Arena and Conference Center in Tupelo, Mississippi.

•

Findings led to $14 million expansion.

•

Adding 15,000 square feet of conference space, growing from 48,000
to 63,000 square feet of flat floor space.

Southaven, MS Convention Center Project
•

CSL completed a feasibility study for the expansion of the Landers
Center in Southaven, Mississippi.

•

Existing facility offers 35,000 square feet of exhibit space within its
arena, and 17,000 square feet of conference space.

•

New convention hall would add between 40,000 and 50,000 square
feet of flat floor event space.
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4. MARKET DEMAND: Surveys – State/Regional Events
Total Sellable Space

Largest Contiguous Space

Peak Hotel Rooms

100%

95%

90%

85%

80%

75%

70%

65%

60%

100%

95%

90%

85%

80%

75%

70%

65%

60%

55%

50%

45%

40%

Source: CSL Surveys, 2019.

35%

100%

95%

90%

85%

80%

75%

70%

65%

60%

55%

50%

45%

40%

35%

30%

25%

20%

15%

10%

5%

-

30%

100

25%

200

20%

300

15%

400

10%

Attendance

500

2,000
1,800
1,600
1,400
1,200
1,000
800
600
400
200
5%

600
Hotel Rooms

55%

Total Attendance

700

Source: CSL State/Regional Survey, 2019.

50%

5%

100%

95%

90%

85%

80%

75%

70%

65%

60%

55%

50%

45%

40%

35%

30%

25%

20%

15%

10%

5%

-

45%

6,500

40%

13,000

35%

19,500

30%

26,000

25%

32,500

20%

Square Feet

Square Feet

39,000

15%

45,500

50,000
45,000
40,000
35,000
30,000
25,000
20,000
15,000
10,000
5,000
10%

52,000
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4. MARKET DEMAND: Surveys – State/Regional Events
Area Charts Observations (from previous slide)
The data included on the previous charts highlights the event capture associated with various space and hotel
capacities. To interpret the data, start at the upper left with total sellable space. To accommodate 50 percent of
the potential state/regional event market, approximately 9,200 square feet of sellable space is needed. To attract
90 to 95 percent of this market, closer to 40,000 square feet would be required.
In sizing an event venue, we typically suggest that a 90 to 95 percent capture target be set to both avoid limiting
potential future market capture, and to allow for future industry growth. At a 90 to 95 percent capture, the largest
contiguous space would approximate 20,000 to 25,000 square feet. The peak hotel rooms needed to accommodate
the state and regional event market ranges between 550 and 650 rooms, allowing for events with attendance
between 1,000 and 1,500. These data are used later in this report to help develop appropriate project sizing
parameters.

Source: CSL State/Regional Survey, 2019.
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4. MARKET DEMAND: National Events
360+
confirmed events included in MINT sample

57,800 SF / 50,000 SF
average / median exhibit space required

33,500 SF / 30,000 SF
average / median general session space required

595 / 560
average / median number HQ hotel rooms req’d.

965 / 910
average / median number peak hotel rooms req’d.

3,500 / 3,300
average / median total hotel room nights

Source: MINT Database, CSL Research, 2019.

Summary of Preliminary Findings
To assess the potential for attracting national convention and conference
events, we have undertaken several research components. As previously
noted, the limited air access into the destination will constrain the ability
to attract larger national events. However, the resort/leisure aspects of
the Biloxi/Gulfport markets, plus the access to the airlift and assets of the
New Orleans market will help support modest national event capture.
Specific analysis steps are outlined below, followed by research results.
• Established inventory of national events based on specific hotel and
exhibit space usage criteria using the MINT database.
• Reviewed over 360 national rotating events that have confirmed
requirements for 100 to 2,500 peak hotel rooms and 1 to 150,000 square
feet of exhibit space.
• Events include: national meetings, summits conferences, tradeshows,
trainings, conventions, banquets, and galas, among others.
• The exhibit space needs of approximately 18 percent of events in
selected sample could be accommodated by largest convention-quality
space in East Biloxi (Beau Rivage).
• In terms of available exhibit space, the MCCCC can accommodate
approximately 93 percent of the selected sample based on space needs
only.
• However, the limited hotel inventory surrounding the MCCCC (234
rooms) can accommodate only eight percent of the sample’s peak hotel
room needs.

67

The charts below summarize the exhibit space and peak hotel room night requirements of the national event sample created from the MINT database. As shown in the
exhibit to the left, the MCCCC can accommodate just under 95 percent of the identified market when considering only exhibit space. The next largest contiguous space in
the Gulf Coast area (Beau Rivage) can only accommodate 15 percent of the market. Given the limitations to the MCCCC discussed throughout this report, these data
suggest that a significant share of the national event market is unaccommodated in Biloxi. We also note that given the lack of significant air access, the national
association event market will not likely provide a high percentage of overall use for a new East Biloxi convention/event center.
Given the lesser importance of the national association market in future convention/event center use, targeting a market capture of between 50 and 70 percent is
suggested. This yields a contiguous space need of between 50,000 and 80,000 square feet. We have also assessed the committable peak hotel rooms required to
accommodate the suggested capture range, as outlined in the exhibit below to the right. This capture assessment provides for a desired range of peak hotel room
capacity of between 1,000 and 1,400 rooms. These data are used to help formulate the program and hotel recommendations presented in the following section of this
report.
Market Capture by Exhibit Space Requirements

Market Capture by Peak Hotel Room Requirements
MCC
CC

120,000

90,000

60,000

2,500
Peak Hotel Rooms

150,000

2,000

80%

1,500

Capture

1,000

50%

Capture

0

Beau
Rivage

Source: MINT Database, CSL Research, 2019.

500
MCC
CC

0

0%
4%
7%
10%
13%
16%
19%
22%
25%
29%
32%
35%
38%
41%
44%
47%
50%
54%
57%
60%
67%
70%
73%
76%
79%
82%
86%
89%
92%
95%
98%

30,000

0%
4%
7%
10%
13%
17%
20%
23%
26%
30%
33%
36%
39%
43%
46%
49%
53%
56%
59%
62%
66%
69%
72%
75%
79%
82%
85%
88%
92%
95%

Square Feet of Exhibit Space

4. MARKET DEMAND: National Events
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5. PROGRAM ANALYSIS: Market Supportable Program
The market supportable program represents a
convention/event center that would be optimized
in terms of size and finish to address the majority
of East Biloxi’s measured market demand and to
maximize room night generation and economic
impacts. At the same time, size parameters
should prevent against overbuilding, resulting in
unnecessary project costs and low occupancy
levels.
Based on the analyses undertaken, key aspects of
a market supportable facility program for a
potential East Biloxi event center are presented
to the immediate right.
The exhibit to the far right presents a visual
representation
of
how
the
assumed
convention/event center program would align
with the typical product requirements and
preferences of variety event types. The goal of
the project is to attract flat floor meetings and
conventions that otherwise would not come to the
market, while at the same time accommodating a
variety of other event types that can benefit the
community.
The program of space is designed to integrate
well with existing casino space and with the
Mississippi Gulf Coast Coliseum & Convention
Center.

Proposed East Biloxi Event Center
1. EVENT CENTER SPACE
(80,000 SF sellable, approx. 160,000 to 176,000 Gross SF)
A. Multi-Use Space:
• 60,000 SF subdividable, column-free.
Consider carpeted space in all or portion of
hall
• 30 to 35-foot ceiling height, utility floor
grids, state-of-the-industry loading/access
• Divisible into at least 4 sections
• Suitable for hosting exhibits, banquets,
presentations and general sessions
B. Breakout Meeting Rooms:
• 20,000 SF of breakout meeting/junior
ballroom space, subdividable, carpeted,
upscale

Hypothetical Alignment of Facility with Event Types
Flat Floor / Business-Focused
Conventions (with exhibits)
Conventions (without exhibits)
Tradeshows
Public/Consumer Shows
Conferences
Meetings
Banquets
Receptions
Civic meetings/assemblies
Concerts (touring)
Festivals/fairs
Graduations/commencements
Cultural/heritage events
Indoor sporting events
Legend:

2. OTHER REQUIREMENTS
• Headquarters Hotel:
attached/adjacent 300 to 400-room full-service
hotel with national brand
• Primary Supporting Hotel Rooms:
Need for additional 400+ committable, quality hotel
rooms within walking distance
• Secondary Supporting Hotel Rooms:
400 or more committable quality hotel rooms
within 1 mile

Strong alignment with facility =
Moderate alignment with facility =
Weak alignment with facility =
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5. PROGRAM ANALYSIS: Hypothetical Building & Site Area Program
The estimated potential convention/event center
market-indicated facility program is tied closely to the
unique characteristics of the East Biloxi and Gulf
Coast market.
The resulting market-indicated
building program focuses on the levels of sellable
space that would be necessary to accommodate
potential measured event demand.
The adjacent exhibit presents the convention/event
center total square footage and associated required
acreage assuming two-story construction. The nature
of the space is assumed to be consistent with
multipurpose exhibit, ballroom and meeting space
offered in modern, state-of-the-industry centers in
other markets.
In addition, site area for an adjacent hotel, outdoor
music pavilion and some element of surrounding
commercial space has been identified. These are all
general estimates, for planning purposes only.
The site area for the convention center ranges
between 2.8 and 2.2 acres. With hotel, pavilion and
commercial space, the full site area that could
accommodate all elements of the project ranges
between 5.8 and 7.4 acres.

Potential East Biloxi Event Center
Square Footage and Acreage Calculations
Center Square Footage
Sellable Areas:
Multi-Use Space
Meeting Space
Total
Support Areas:
1 to 1 ratio
1.2 to 1 ratio

Total Project Site Area

Square Feet

Project Acreage:

60,000

High

Low

20,000
80,000

Event Center
Support (1)
Total Event Center Site

2.8
1.0
3.8

2.2
0.8
3.0

80,000

Hotel Tower (2)

0.8

0.6

96,000

Entertainment Venue
Surrounding Commercial

0.8
2.0

0.7
1.5

Total Commercial Site

3.6

2.8

Built Space Range:
High
Low

176,000
160,000

Total Site Area
7.4
5.8
(1) Includes landscaping, drop off, exiting, truck access, etc.
(2) Assumes 300 to 400 rooms.

Center Site Area

Ground Floor Space:
High
Low

Square
Footage Acreage
123,200
96,000

2.8
2.2
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6. SITE ANALYSIS: Identified Site/Location Finalists
Working with the Southern Mississippi Planning and Development District and
other key stakeholders, a total of 11 potential sites were identified as possible
locations for a new East Biloxi convention/event center. These sites are
highlighted in the adjacent image and described in more detail on the following
page.
1

As important as size and configuration, the location and site of a convention/event
center can have a significant impact on the facility’s operational success and its
ability to generate new visitation and associated economic impact in a host
community. As part of the overall evaluation of a potential convention/event
center in East Biloxi, an assessment of potential site/locations was conducted to
determine which general areas might be best suited as a host site/location for a
convention/event center.

2
10

In general, a large number of characteristics and factors are important when
evaluating the attractiveness of project locations. These include:

3

9

4
11

5

6
7

8

•
•
•
•
•
•
•
•
•
•
•
•

Proximity to quality full-service hotel inventory
Proximity to other supporting select / focused service hotel inventory
Ability to leverage existing facility investment / infrastructure
Requirements / preferences of private partner (if applicable)
Size, cost and ownership complexity of site
Proximity to restaurants, retail, nightlife, entertainment
Pedestrian-friendly walking environment
Parking availability
Site visibility
Synergy with other public sector development initiatives/master plans
Compatibility with surroundings
Other considerations

73

6. SITE ANALYSIS: Brief Site Descriptions
Prior to initiating the site review and rating process, we have considered the acreage and
general location description for each site, as presented in the adjacent exhibit. The
unique aspects of each site have been applied to the evaluation criteria previously listed
in order to create a ranking among the identified sites. Those sites that offer the
greatest opportunity to successfully accommodate a new East Biloxi convention/event
center are explored further within this section. The full evaluation matrix is presented
on the following page.

1

2

Si te
Si te Name
ID

Si te Owner

Si te Descri pti on

1

IP Parking Lot

Boyd Biloxi

10.4 acres adjacent to IP, south of Bayview Avenue

2

Caillavet Street

City of Biloxi

Collection of several parcels along Caillavet Street, none larger
than 1.6 acres

3

North of Stadium

Beau Rivage
Resorts

3.7 acres north of MGM Park

4

Holly Street

Biloxi Capital

26 acres between Howard Avenue and Beach Blvd, and Holley
Street and Kuhn Street

5

Kuhn Street

City of Biloxi

8.5 acres between Howard Avenue and Beach Blvd, east of
Kuhn Street

6

Oak St

East Beach
Development
Corp.

11.4 acres between Howard Avenue and Beach Blvd, west of
Oak Street. Several additional parcels totaling 10.9 acres also
included to the east of Oak Street

7

Great Lawn

Mirmar Properties

8.3 acres south of Beach Blvd between Oak Street and Pine
Street

8

Point Cadet Green

City of Biloxi

9.8 acres at Point Cadet Green

9

Myrtle Street

Island
Entertainment

6.3 acres between Howard Avenue and 1st Street, and Myrtle
Street and Cadet Street.

10

5th Street

Clay Point
Property

10 acres north of 5th Street and south of Michael Industrial
Blvd.

11

Rue Magnolia

Various Owners

8.35 acres north of Beach Blvd between Reynoir Street and
Lameuse Street

10

3

9

4
11

5

6
7

8
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6. SITE ANALYSIS: Site Matrix Analysis (overall)
S ite

SITE 1

SITE 2

SITE 3

SITE 4

SITE 5

SITE 6

SITE 7

SITE 8

SITE 9

SITE 10

SITE 11

IP Parking Lot

Caillavet Street

North of Stadium

Holly Street

Kuhn Street

Oak Street

Great Lawn

Point Cadet Green

Myrtle Street

5th Street

Rue Magnolia

Private

City of Biloxi

Private

Private

Public

Private

Private

Public

Private

Private

Private

10.4

1.6 Maximum Parcel

3.7

26

8.5

11.4

8.3

9.8

6.3

10

8.35

Owner
Site Size (in acres)
S ite Elements

Weight

S core

R ating

S ite S uitability (29%)

57

Acreage for Optimized Program Configuration

10

50

5

Acreage for Future Expansion

7

35

5

R ating

S core

R ating

S core

R ating

R ating

S core

0

0

10

1

50

5

40

4

0

0

7

1

35

5

35

5

S core

R ating

S core

R ating

S core

R ating

S core

R ating

R ating

S core

40

4

50

5

40

4

50

5

40

4

7

1

7

1

21

3

28

4

21

3

R ating

S core

50

5

35

5

S core

Acreage for Additional Onsite Complementary Development

10

50

5

10

1

10

1

50

5

30

3

50

5

30

3

40

4

30

3

50

5

30

3

Attractiveness of the Site to Event Planners & Attendees

15

30

2

60

4

45

3

45

3

45

3

60

4

45

3

30

2

45

3

45

3

60

4

Single vs Multiple Land Parcels

8

40

5

8

1

40

5

40

5

40

5

40

5

40

5

40

5

40

5

40

5

8

1

Waterfront Visibility

7

21

3

7

1

7

1

28

4

28

4

35

5

35

5

35

5

28

4

21

3

14

2

Other Visitor Amenity Availability (20%)

29

Proximity to Restaurants/Bars

8

16

2

16

2

32

4

8

1

8

1

24

3

32

4

24

3

32

4

8

1

40

5

Proximity to Hotel/Casino Inventory

13

26

2

13

1

39

3

13

1

26

2

39

3

52

4

39

3

39

3

26

2

65

5

Walkability

8

16

2

8

1

32

4

8

1

16

2

24

3

32

4

32

4

32

4

8

1

32

4

Community S urroundings (9%)

14

Synergy with Surroundings/Setting

7

21

3

14

2

28

4

14

2

14

2

28

4

35

5

21

3

28

4

7

1

35

5

Opportunity for Induced Economic Development

7

28

4

28

4

28

4

28

4

28

4

28

4

28

4

28

4

28

4

14

2

28

4

Total Weighting (100%)

TOTAL SCORE
SITE RANK

100

333
6

164
11

278
10

319
7

310
8

413
1

376
2

346
5

363
4

373
3

297
9

S ubjective R ating
1 = Lowest/Weakest
5 = Highest/Strongest
Comment:
500 = Maximum score
Greater Than 350 = Excellent/Very Good Score
300-350 = Good Score
250-300 = Suggests Important Site Challenges/Limitations
Less Than 250 = Poor Score
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6. SITE ANALYSIS: Brief Site Descriptions
The evaluation matrix serves to identify the strengths and weaknesses of
each site, providing rankings that can be used to focus on a select set of sites
for further consideration. A brief overview of the rating for each site is
presented below.
1. IP Parking Lot Site – The IP site scores well with respect to the size,
configuration and single owner of the parcel, and ability to accommodate
future expansion. The parcel size also allows for ancillary hospitality
industry development. Site challenges include distance from existing East
Biloxi hospitality inventory along Bayshore Boulevard and the associated
attractiveness for event attendees.
2. Caillavet Street Site – The Caillavet Street encompasses several small
parcels, and will not accommodate an East Biloxi convention/event center
development.
3. North of Stadium Site – The parcel to the north of the MGM Park does not
provide sufficient acreage for the project. However, there are significant
hospitality and entertainment sector development opportunities that
connect the Park to downtown that could be explored.
4. Holly Street Site – The Holly Street site scores well in terms of parcel size
and configuration, expansion opportunities and available land for ancillary
hospitality development. Weaknesses include lack of proximity to area
bars, restaurants and casinos, as well as a disconnect between the highenergy convention/event center and the surrounding parcels.

5. Kuhn Street Site – The Kuhn Street site could accommodate the project,
but is disconnected from exiting nightlife and casinos, and similar to the
Holly Street site, a convention/event center project would lack synergy
with surrounding parcels.
6. Oak Street Site – The Oak Street site provides sufficient acreage, has
space for future expansion, could accommodate additional hospitality
development, has connectivity to existing casinos, has single ownership,
and offers view corridors to the Gulf. The ability to combine sites 4, 5 and 6
is also an important element to consider. This is rated as the most viable
site for future East Biloxi convention/event center and surrounding
hospitality development.
7. Great Lawn Site – The existing Great Lawn site provides sufficient acreage
for the project, features associated hospitality development, and provides
superior views/access to the Gulf. The 8.3 acre parcel may not provide
significant future expansion opportunities. The adjacencies to hotel and
planned expansion of the Margaritaville venues to include an amusement
and water park, and added hotel inventory are an important advantage.
8. Point Cadet Green Site – The Point Cadet Green site offers sufficient
acreage for the project, offers significant views of the Gulf and access to
the developing Boardwalk, and is publicly owned, but is limited in its
ability to accommodate future development. The need to provide
significant access for large trucks associated with the convention
business could also be a challenge on the site. Also, the use of the site
for other public and private uses could be very beneficial to the
community and the visitor industry.
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6. SITE ANALYSIS: Brief Site Descriptions
9. Myrtle Street Site – The site is slightly smaller than desired, however
there is the potential to acquire adjacent parcels to provide necessary
acreage. The site offers desired views to the Gulf, access to the
developing Boardwalk, and is proximate to existing casino hotels and
entertainment. The connectivity to these assets will have to be carefully
planned in terms of landscaping and covered areas in order to provide
convenient attendee access.
10. 5th Street Site – The 5th Street site, adjacent to the shuttered Margaritaville
property, provides sufficient developable land, but lacks needed access to
casino hotel and entertainment amenities.
11. Rue Magnolia Site – The Rue Magnolia Site, north of the Beau Rivage and
Hard Rock casino hotels, provides sufficient acreage and desired walkable
access to casino hotel and entertainment amenities. The adjacency to the
emerging Downtown development is also a significant benefit. The site is
under ownership by multiple entities, has a less-than-ideal configuration,
and may lack view corridors to the Gulf. Actual view corridors will depend
on how the parcel between the Beau and Hard Rock is developed.

Summary
Based on the site ratings described previously, the following rankings have
been calculated:
1. Oak Street Site
2. Great Lawn Site
3. Rue Magnolia Site
4. Myrtle Street Site
5. Point Cadet Green
6. IP Parking Lot Site
7. Holly Street Site
8. Kuhn Street Site
9. 5th Street Site
10. North of Stadium Site
11. Caillavet Street Site
The top four sites are therefore the Oak Street, Rue Magnolia and Myrtle
Street sites. The significant land availability available with the Oak Street site
is an important advantage, allowing for long-term development of added
convention and hospitality assets. The Great Lawn site provides significant
water access and adjacencies to new hospitality development. The parcel
may not allow for significant expansion. The Rue Magnolia Site benefits by
access to the emerging downtown development, but may be difficult to
assemble. The Myrtle Street site provides desirable access to the waterfront
and adjacent land to potentially expand the parcel. Each of these are
explored in greater detail on the following pages in order of ranking.
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6. SITE ANALYSIS: Overview of Potential Site/Locations – Site 6
Site Name:
Acreage:

Ownership:

Oak St/East Beach Dev. Corp. (North of Beach Boulevard, West
of Oak Street)
11.4 acres. Adjacent parcels to the East and North of Harrah's total
an additional 10.9 acres.
Private, single owner.

Site Strengths:

Adjacencies to significant hotel inventory. Proximate to planned
Amusement Park. Sufficient acreage, rectilinear configuration.
Significant water view opportunities. Future expansion opportunities.
Single owner. The ability to combine acreage from sites 4, 5 and 6 for
future hospitality and entertainment development is also an
important strength.

Site Challenges:

Adjacencies to a single hotel. Additional inventory nearby, but not
always convenient walking distance.

Key Success
Factors

The site is located adjacent to Harrah's and proximate to the "Great
Lawn" and Margaritaville site. Development of landscaped,
convenient walking routes to the entrances of these areas will have to
be provided for. This could include some elements of shade
structure, as well as access to the developing Boardwalk. Access
across Beach Boulevard may require elevated pedestrian bridges.
These structures should be developed in such a way that they become
architectural/public art features of the project area.

1

2
10

3

9

4
11

5

6
7

8
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6. SITE ANALYSIS: Overview of Potential Site/Locations – Site 7
Site Name:

Great Lawn Site (South of Beach Boulevard between Oak
Street and Pine Street)

Acreage:

8.3 acres. Generally landlocked, limited site expansion
potential.

Ownership:

Private, single owner.

Site Strengths:

The site provides sufficient acreage for the project, features
associated hospitality development, and provides superior
views/access to the Gulf. The adjacencies to hotel and planned
expansion of the Margaritaville venues to include an amusement
and water park, and added hotel inventory are an important
advantage.

1

Site Challenges: Adding to the parcel for future expansion may not be possible.
Key Success
Factors

2
10

The site is located adjacent to Harrah's and proximate to the
Margaritaville site, both existing and planned. Development of
landscaped, convenient walking routes to the entrances of these
areas will have to be provided for. This could include some
elements of shade structure.

3

9

4
11

5

6
7

8
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6. SITE ANALYSIS: Overview of Potential Site/Locations – Site 11
Site Name:
Acreage:

1

2

Rue Magnolia (North of Beach Boulevard between Reynoir
and Lameuse)
8.35 acres north of Beach Boulevard. Smaller parcel south of
Beach Boulevard.

Ownership:

Various private owners.

Site Strengths:

Access to significant adjacent hotel inventory. Access to
emerging downtown development and nearby restaurants.
Synergy with nearby ballpark. Sufficient acreage.

Site Challenges: Irregular parcel configuration. Land assembly challenges with
multiple owners. Potential lack of view corridor to water.
Potential limitations on future expansion.

10

3

Key Success
Factors
9

4
11

5

6
7

8

The use of the parcel between the Hard Rock and Beau Rivage to
create some element of public access to the water/Boardwalk
project will be important. Development solutions that
incorporate unique assets such as Mary Mahoney's will also be
important. Given the site area size, planning for acquisition of
adjacent parcels for future expansion should also be
undertaken.
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6. SITE ANALYSIS: Overview of Potential Site/Locations – Site 9
Site Name:
Acreage:
Ownership:
Site Strengths:

1

Myrtle/Island Entertainment INC. (Bounded by 1st Street,
Howard Ave., Myrtle Street and Cadet Street.)
6.3 acres.
Private, single owner.
Parcel size is within desired range and is rectilinear. Proximity
to Palace Casino to the north, and Golden Nugget to the south.
Significant waterfront access. Proximate to developing
Boardwalk and other associated visitor amenities, and
Maritime/Seafood museum. Future expansion opportunities if
adjacent site is acquired.

2
Site Challenges: Parcel size does not meet space needs at the high estimate.
Hotel adjacencies are not direct.

10

Key Success
Factors

3

9

4
11

5

6
7

8

The site area is somewhat limited. Acquiring the parcel(s)
directly to the west of the proposed site will be important to
accomodate full facility/entertainment development, and for
future project expansion. The access to Palace Casino and The
Nugget is not direct. Significant attention should be paid to the
pedestrian linkages to these hotels, providing for landscaped,
covered, and convenient access. Linkages across Beach
Boulevard will have to be planned for, potentially including
pedestrian bridge access, with architectural/public art features.
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7. DEVELOPMENT & FUNDING OVERVIEW: Development Roles
The general recommendations for the project call for convention/event
center, headquarter hotel, and adjacent entertainment/commercial space.
These can be viewed as three distinct projects, or as a single joint
development.

The various Gaylord convention/hotel projects (Orlando, Grapevine (TX),
Washington D.C., and Denver) are large versions of this model, inclusive
of restaurant, retail and entertainment space.

Issues impacting how these assets are developed include appropriate
market demand and resulting timing for development, absorption
expectations and resulting phasing plans, land availability, funding
availability and other such factors.

For an East Biloxi convention/event center, we recommend some form
of P3 whereby a selected developer works with the City to design, build
and operate the convention/event center and hotel. The private sector
would then (1) guarantee no operating subsidies for the public sector,
and (2) that efforts will be undertaken to attract large room-night
generating events creating economic impact for the community.

Typically, the convention/event center component would be viewed as a
public project, funded and developed using public sector revenue streams
and bonding mechanisms. In some markets (Los Angeles, for example),
consideration is being given to more of a public/private partnership (P3)
model for center development, with a developer contracted to design, build
and operate the project under parameters set by the municipality. The
municipality is still tasked with funding the convention/event center.

The City has legal authority to engage in such a P3 through Mississippi
municipal laws regarding buying, selling, and leasing of real properties,
Tax Increment Financing Act, Regional Economic Development Act,
Business Improvement Districts Act, and other economic development
and incentive laws.

In other markets, event space and headquarter hotel towers are developed
as a single project, operated privately with public financial support for the
event space. These projects can be found in Norfolk, VA; San Marco, TX;
Sugarland, TX Vancouver, WA; and Bethesda, MD. Detailed case studies
for these types of projects are presented as an appendix to this report.
This type of project can be viewed as a large convention hotel rather than
distinct convention center and headquarter hotel projects. The public
sector, particularly in smaller and mid-sized markets, can view this
approach as providing convention space tied to a hotel with a lower cost
structure compared to a stand-alone center and separate headquarter
hotel.

Under this model, the public sector would still have to secure funding
for the convention/event center portion of the project, with the developer
funding the hotel portion of the project. However, construction costs
would likely be reduced given overall center/hotel synergies.
All entertainment venue and surrounding restaurant, retail and
entertainment development would be developed and funded separately
by the private sector, with potential funding incentives/support from the
public sector. Options for this type of public support are discussed on
the following pages.
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7. DEVELOPMENT & FUNDING OVERVIEW: Funding Sources
The Southern Mississippi Planning and
Development District recently conducted a
comprehensive City of Biloxi Downtown
Restoration Plan, forming a basis for the ongoing transformational redevelopment of the
Downtown Biloxi area. In this Plan, numerous
project funding sources were identified, many of
which could potentially be used for some or all of
convention/event
center,
hotel
and
entertainment development in East Biloxi.
The adjacent chart lists each of the funding
sources identified by SMPDD and the Business
Improvement Districts Act, Miss. Code of 1972,
§§21-43-1 to 21-43-133 and Regional Economic
Development Act, Miss. Code of 1972, §§57-64-1
to 57-64-31., with those relevant to one or all of
the project elements highlighted.
As noted in the adjacent exhibit, several options
exist that can support the hotel and
entertainment/commercial components of the
project.
The Commercial Tax Abatement
Program can provide significant project support
by waiving a share of ad valorem taxes.
Community Development Block Grants and New
Market Tax Credits could be implemented, as
well as Housing Incentives if housing is included
in the project.

Summary of Existing Funding Opportunities
Excerpts from City of Biloxi Downtown Restoration Plan - SMPDD
Biloxi’s Economic Development Security Fund
Commercial Tax Abatement Program
Community Development Block Grant – Entitlement Program
EB-5 Immigrant Investor Program
Economic Development Administration's Planning and Technical Assistance
Economic Development Administration’s Public Works Program
Façade Grant Opportunities
General Obligation Bonds
Healthcare Zone Incentive
Housing Incentive
Mississippi Department of Archives and History
Mississippi Home Corporation’s Blight Elimination Program
Mississippi Power’s Small Business Redevelopment Incentive
New Market Tax Credits
Revenue Bonds
Sales and Use Tax Rebate for Tourism Projects
Section 108 Loan Guarantee Program
SMPDD’s Commercial Redevelopment Program
SMPDD’s Community Development Loan
SMPDD’s Revolving Loan Fund
SMPDD's Small Business Administration CDC/504 Loan Program
Tax Increment Financing (TIF)
TIF Bonds

To a lesser extent, the Economic Development Security
Fund, Section 108 Loan Guarantee, and various SMPDD
programs could also be considered.
Several sources of funding identified by SMPDD could
be
used
for
each
of
the
hotel,
entertainment/commercial and convention/event center
components of the project. These include the Sales and
Use Tax Rebate for Tourism Projects and Tax Increment
Financing (assuming the project area is included in a
new or existing TIF district). The Rebate program could
potentially be applied to the Convention/Event center, as
well as surrounding hotel, retail and other development.
Revenue bonds could also be issued by the City
assuming a revenue source to support the bonds could
be issued.
Beyond the SMPPD identified funding sources,
convention industry projects around the country rely on
various forms of revenue to retire public sector debt
issued for financing.
These include taxes and
assessments on:
• Hotel sales
• Restaurant sales
• Alcohol sales
• Taxi cab and rental car sales
• Attraction/entertainment event sales

The following sources would have high applicability for both categories listed in the table above: Business Improvement Districts Act, Miss. Code of 1972, §§21-43-1 to 21-43-133 and Regional Economic Development Act, Miss. Code of 1972, §§57-64-1 to 57-64-31.84

7. DEVELOPMENT & FUNDING OVERVIEW: Development Roles
The concept reflects an attempt to generate taxes from
sectors positively impacted by the visitor industry, in order
to fund projects that benefit these industries. These taxes
can be implemented on a city-wide basis or within specific
districts. In many cases, varying tax rates are applied
depending on the extent to which specific visitor industry
businesses benefit from a project.
For Biloxi, the hotel tax concept does have merit and
would tie the beneficiaries of the project to a key funding
source. It should be noted that Biloxi does have a high
hotel tax rate relative to other Mississippi destinations
(five percent, in addition to the statewide sales tax rate of
seven percent). However, this is a modest rate relative to
comparable destinations throughout the country, a fact
that should be considered if the decision to increase the
rate is visited in the future.
As an alternative to a statutory hotel tax, a voluntary hotel
assessment could be negotiated with hotels participating
in a Business Improvements District that the City could
create in East Biloxi.
A structure for implementing a hotel assessment could
include the following two elements.
• Charged on a percentage basis for cash-occupied
rooms.

• A percentage structure that is tiered, with hotels very close
to the project paying a higher percentage compared to
properties located more on the periphery.
The assessment would be voluntary in nature, but could
potentially be bondable to allow for a project financing
application. The actual revenue generating potential of the
hotel assessment would depend on rates assessed, the district
in which the assessment is charged, and potentially the
location of the project assuming a graduated fee schedule is
implemented.
Other non-hotel taxes often used for tourism-related projects
such as convention centers include taxes on restaurants,
alcohol, taxis, auto rental and event/entertainment
admissions.
A number of municipalities throughout Mississippi employ a
broad tourism tax that is applied to sales at both hotels AND
dining establishments, in contrast to the Gulf Coast area’s
tourism tax that only applies to hotel rooms. An opportunity
does exist for Biloxi to consider initiating a restaurant tax that
could be implemented on a citywide basis, within a designated
district, for particular types of dinging establishments (sitdown vs. fast food), or other types of structures.
Going forward, City and SMPPD staff, working with project
developers, should work to identify implementation strategies,
conduct community outreach, and quantify revenue potential
based on selected model elements.
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8. ECONOMIC IMPACT ANALYSIS: Overview and Methods
This section presents an analysis of estimated utilization and impacts associated with a
potential new convention/event center in East Biloxi. Based on the results of the market
demand and building program analyses, estimates were prepared as to potential event
activity for the project. A stabilized year of operation is assumed to occur by the fifth full
year of convention/event center operation.
The ability of a convention/event center to generate new spending and associated
economic impact in a community is often one of the primary determinants regarding a
decision by a public sector entity to participate in investing in the development and/or
operation of such facilities. Beyond generating new visitation and associated spending in
local communities, convention/event centers also benefit a community in other
important ways, such as providing venues for events and activities attended and
participated in by local community members and drawing new visitation/traffic into core
areas.
The impact of a convention/event center project is maximized when out-of-town guests,
attendees, participants, and exhibitors spend money in a community while visiting. This
spending by visitors represents new money to the community hosting the event. This
new money then creates multiplier effects as the initial spending is circulated
throughout the local economy.
It is important to note that spending estimates associated with the potential new East
Biloxi convention/event center only represent spending that is estimated to be new to the
City (net new spending), directly attributable to the operation (and existence) of the
convention/event center. Further, the estimates herein assume a “base case” scenario,
and it should be noted that future changes in the market or macroeconomic trends could
cause these figures to vary.

Facility Impacts
Outside the subject facility itself, additional direct spending is
generated in city, county and regional areas by visitors,
spectators, attendees, participants, event staff, and exhibitors
users on lodging, gaming, food and beverages, retail,
entertainment, transportation, etc. in connection with their visit to
the area.

1. Direct Spending
•
•
•
•
•
•
•

2.
3.
4.
5.
6.

Lodging
Gaming
Restaurants/Bars
Retail
Entertainment/Gaming
Transit
Services/Other

Indirect & Induced Spending
Output (direct + indirect + induced spending)
Employment (full & part-time jobs)
Earnings (personal income)
Tax Revenue
•
•
•
•

Lodging taxes
Sales & use taxes
Car rental & transit taxes
Excise, gaming & other taxes
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8. ECONOMIC IMPACT ANALYSIS: Attendance and Room Night Estimates
The following exhibit presents a summary of the estimated attendee days by event type for a convention/event center in East Biloxi by its fifth year of operations.
A portion of the total attendee base represents non-local attendees (i.e., attendees that do not reside in Biloxi) and some of these non-local attendee represent
visitors that require overnight lodging. As such, estimates relative to hotel room nights have also been presented.

Attendee Days per Year
Banquets

Hotel Room Nights per Year
Banquets

13,125

Other Events

Other Events

11,250

Large Meetings

Nat/Regional Corporate

58,800

26,250
-

6,075

Nat/Regional Corporate

33,340

State/Regional Association

9,000

National Association

911

Large Meetings

15,000

State/Regional Association

2,126

10,000 20,000 30,000 40,000 50,000 60,000 70,000

5,103

National Association

17,010
-

10,000

20,000

30,000

40,000
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8. ECONOMIC IMPACT ANALYSIS: Annual Economic Impacts
The exhibits below presents the net new economic impacts associated with a new convention/event center in East Biloxi. As shown, most of the impacts are
estimated to be generated in the hotel, gaming, restaurant (food and beverage), and recreation industries. Spending by local residents is not included in these figures
and spending reductions have been made for a percentage of non-local attendees that would be expected to represent “day-trippers”, not requiring overnight
accommodations. As shown, a new Biloxi convention/event center is estimated to generate just over $49.5 million in total economic output, in addition to supporting
nearly $15.7 million in annual earnings/wages and supporting 570 full and part-time equivalent jobs per year. It should be noted that the analysis estimates,
including the jobs estimates, do not include impacts generated from new visitation at the proposed headquarter hotel or any event/entertainment center
development, and these impacts could be significant.

Potential Biloxi Convention/Event Center
Estimated Total Economic Output (2019$)

Potential Biloxi Convention/Event Center
Estimated Earnings and Employment Impacts

$80,000,000

500

$14,000,000

$60,000,000

$12,000,000

$49,516,000

$50,000,000

400

$10,000,000

$40,000,000

$8,000,000

Indirect Spending

$30,000,000

$10,000,000

$15,694,000

$16,000,000

$70,000,000

$20,000,000

600

$18,000,000

Direct Spending
$19,111,000
$8,870,000

$3,852,000

$6,174,000

$6,000,000
$4,000,000
$2,000,000

$6,747,000

300
200
$2,866,000

$2,081,000

100

$1,161,000

$0

-

$0

Earnings

Employment
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8. ECONOMIC IMPACT ANALYSIS: Annual Industry and Fiscal Impacts
Net new financial impacts for both the private and public sector in Biloxi has also been estimated. As shown, after factoring in profit margins for the various
industries included in our analysis, the local lodging industry is estimated to generate nearly $7.8 million in net new annual profits, while the gaming sector would
make just over $5.4 million in incremental profit.
Meanwhile, the public sector would receive an estimated $3.4 million per year in the form of net new collections derived from state sales tax, county hotel tax, city
gaming tax and county gaming tax collections. State sales tax generation would make up a significant majority of this amount, approximating $2.4 million per year.

Potential Biloxi Convention/Event Center
Incremental Industry Profit (2019$)

Potential Biloxi Convention/Event Center
Incremental Tax Collections (2019$)
$2,500,000

$2,368,000

$1,487,000
$2,000,000

$1,500,000

$7,780,000
$1,000,000
$573,000

$5,415,000
$500,000

$259,000

$154,000

$39,000

$0

Lodging

Gaming

Transport.

F&B

Retail

Recreation

Space Rent

Business Serv

State Sales

County Hotel CVB

County Hotel Col.

City Gaming
Share

County Gaming
Share
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Coralville, Iowa
Coralville Marriott Hotel and Conference Center
Facility Overview
The Coralville Marriott Hotel and Conference Center opened August 2006. The Marriott is a full-service property
offering 286 guestrooms. The Center offers approximately 56,700 square feet of total sellable space, with
approximately 29,600 square feet of exhibit space in the Coralville Conference Center, 21,900 square feet of total
ballroom space within the estimated 15,000-square foot Coral Grand Ballroom and the 6,900-square foot Oakdale
Junior Ballroom, and 5,200 square feet of meeting space throughout 10 separate rooms.
The City of Coralville is currently undertaking the development of the Iowa River Landing, a 180-acre site located
at the junction of Interstate Highway 80 and the Iowa River. The Coralville Marriott Hotel and Conference Center
was the first major component of the development. The Antique Car Museum of Iowa, Johnson County Historical
Society and River Bend commercial and residential complex also are located within the Landing. Future
programming designs include the development of a 500,000-square foot lifestyle retail center, office, condominium
and entertainment offerings, and an inter-modal transportation facility connecting the Iowa River Landing to
downtown Iowa City and the University of Iowa via car, bus, bicycle and light rail.

Year Opened:
2006
Center Ownership:
City of Coralville
Hotel Ownership:
City of Coralville
Management:
Marriott Hotel Svcs.
Hotel Brand:
Marriott
Hotel Type:
Full-Service
Hotel Rooms:
286
Convention Space:
Exhibition SF:
29,600
Ballroom SF:
21,900
Meeting SF:
5,200
56,700
Sellable SF:
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(Facility Overview cont’d)
Coralville Conference Center Floor Plan and Capacity Chart

Square

Ceiling

Feet

Height

29,600

31'

Salon A

2,756

21'

Salon B

2,756

21'

Salon C

4,922

21'

Salon D

2,756

21'

Salon E

2,756

21'

14,980

21'

First Floor
Coralville Conference Center

Coral Grand Ballroom
Salon I

1,155

21'

Salon II

1,155

21'

Salon III

2,240

21'

Salon IV

1,155

21'

Salon V

1,155

21'

6,930

21'
10'

Oakdale Junior Ballroom
Second Floor
Benson Room

500

Borlaug Room

625

10'

Chapman Catt Room

500

10'

Clark Room

625

10'

Kirkwood Room

425

10'

"Duke" Slater Room

650

10'

Van Allen Room

425

10'

Wallace Room

650

10'

Wilson Room

384

10'

Wood Room

384

10'

Total Convention Space
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Exhibition Space

29,600

Ballroom Space

21,900

Meeting Space

5,200

Total Sellable Space

56,700

Market Overview
The City of Coralville, Iowa is located in Johnson County approximately 110
miles east of Des Moines, IA and 220 miles west of Chicago, IL.
Approximately 19,500 people reside within the City, 139,000 reside within
County limits, and 221,300 people live within a 30-minute drive of
Coralville. The 2015 income per capita in the City was approximately
$30,700, with the median income for a household just over $54,400.

City, State:
City Population:
County Pop.
30 - Minute Pop.
90 - Minute Pop.
180 - Minute Pop.

Coralville is a northern suburb of Iowa City, the home of the University of
Iowa, and rests on the Iowa River. In fact, the City’s name is derived from
the fossilized coral found in the limestone along the River. In 1958 the
United States Army Corps of Engineers completed Coralville Dam along the
Iowa River four miles north of the city, creating Coralville Lake. With the
exception of the Great Flood of 1993 and the Great Iowa flood of 2008,
the dam has helped prevent serious flooding in the city.

Driving Distance
Davenport, IA
Des Moines, IA
Chicago, IL
Omaha, NE
St. Louis, MO
Minneapolis, MN

Coralville, IA
19,500
139,000
221,300
1,310,800
4,879,900
60 miles
110 miles
220 miles
240 miles
265 miles
275 miles

As previously discussed, the Coralville Marriott Hotel and Conference
Center is the cornerstone of the Iowa River Landing development.
Coralville's Iowa River Landing is a former industrial park located along a bend in the Iowa River just south of
Interstate 80. The area is seen as a gateway from the Interstate for Coralville and is envisioned as an
entertainment, retail, and dining district. Planning efforts have involved citizen groups, the City Council, and
consultants with expertise in a variety of areas. A leading commercial real estate development company has
worked with a consulting firm to develop a master development plan to transform the Iowa River Landing into a
leisure destination for a variety of non-local visitors. The plan includes space for retail, restaurants, water features,
gathering, entertainment, and offices.

Minneapolis

Coralville
Des Moines
Omaha
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Chicago

Coralville
Davenport

Development
The Old Industrial Park area adjacent to the Iowa River in Coralville accommodated industrial development in the
community throughout the 1900’s, but as the economic viability of some of the older industrial uses waned, much
of this highly visible area adjacent to Interstate 80 fell into a state of disrepair and underutilized property. The City
of Coralville was able to get the area designated as an EPA Brownfields Assessment Demonstration Pilot, providing
the City with an opportunity to begin environmental assessments, risk characterization, clean-up and remediation
of the area, followed by a comprehensive Land Use Study. The Iowa River Landing concept emerged from the
process as a model for the type of mixed use development that could best serve the needs of the community. The
net result of the planning process included a framework for future development, general design theme built on the
idea of a “riverfront district”, architectural design guidelines, and site development guidelines.
Planning efforts have involved citizen groups, the City Council, and consultants with expertise in a variety of areas
to develop the concept plan shown below. The plan includes space for retail, restaurants, water features, gathering,
entertainment, and offices. The Coralville Intermodal Facility, with park and ride, secure bicycle storage, public
ticket access, and transfer points, is also a part of the plan.
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Funding
The City of Coralville established the Highway 6 Urban Renewal Area in 1992, and five years later, created the Mall
Urban Renewal Plan Area to finance development of the Coral Ridge Mall. In 2001, the city amended its general
plan to include a hotel/convention center to be built in the Highway 6 Urban Renewal Area. However, this area
alone would not generate sufficient tax increment financing (TIF) revenue to fund the project. To resolve this
problem, the city consolidated the two previously existing urban renewal areas to finance the project. The two
areas were connected by Interstate 80. Each of the original urban renewal plans was modified to include the I-80
corridor, a strip of land along the interstate from the Coral Ridge Mall east to Highway 6. The addition of the
Interstate 80 corridor to each of the previously existing urban renewal areas physically and visually connected the
two urban renewal areas. The city called this newly created area the Mall and Highway 6 Urban Renewal Plan Area
(Urban Renewal Area).
To finance the hotel project’s construction, the city sold $33 million in Annual Appropriation General Obligation
Capital Loan Notes and $13 million in Annual Appropriation Urban Renewal Tax Increment Revenue Bonds. The
Certificates are to be repaid from the net revenues of the facility (after specific appropriations are made to various
facility operation and reserve accounts) and TIF revenues generated within the Urban Renewal Area.

Funding Summary
Taxpayer Backed
Bonds ($33.0 million)

State of Iowa
($5.0 million)

Revenue Bonds Backed
by Hotel Tax ($20 million)
Project Cost:
Public:

$58 million
$58 million (100%)
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Management and Operations
Marriott Hotel Services, Inc. (“Marriott”) was contracted by the City of Coralville to manage and operate the hotel
and conference center for a term of 20 years. As compensation, Hilton received a base management fee of
$374,000 in its first full year of operations, and a nominal fee that increases anywhere from 2.3 percent over the
previous year to as much as 16.1 percent over the previous year, for the first five years. In the fifth full year of
facility operations, the base management fee is $507,000. Beginning in the sixth year of operations, the base
management fee will be adjusted by a percentage equal to the percentage increase of decrease of the Consumer
Price Index.
After funding a Hotel Operating Reserve Account up to $1.0 million, (see Indenture document upon receipt for
more details).
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Dubuque, Iowa
Grand River Center and the Grand Harbor Resort and Waterpark
Facility Overview
The Grand River Center and the Grand Harbor Resort and Waterpark are located at the Port of Dubuque on the
Mississippi River. The $71.3 million project was part of a $188 million development initiative spearheaded by public
and private enterprises to revitalize and develop the Port of Dubuque.
The Grand River Center, opened on October 25, 2003, offers 57,900 square feet of total sellable space, including
a 30,000 square foot exhibit hall, a 12,000-square foot ballroom that can be divisible into as many as four rooms,
and ten breakout meeting rooms totaling 15,900 square feet of breakout meeting space. The Center’s most
prominent feature is the nearly 2,400 square foot River Room which is made entirely of windows overlooking the
Mississippi River.
The Grand Harbor Resort and Waterpark is attached to the Grand River Center via a skywalk. The 193-room hotel
opened in December 2002, and features Iowa’s first 25,000 square foot indoor waterpark. The facility also offers
a large interactive arcade, fitness center and restaurant.
Other developments borne from America’s River Project along the Port of Dubuque include the National Mississippi
River Museum and Aquarium, Diamond Jo Casino, Alliant Energy Amphitheater and Star Brewery, Mystique Casino,
and the Mississippi Riverwalk.
Year Opened:
Center Ownership:
Hotel Ownership:
Management:
Hotel Type:
Hotel Rooms:
Convention Space:
Exhibition SF:
Ballroom SF:
Meeting SF:
Sellable SF:
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2002 (Hotel)
2003 (Center)
City of Dubuque
Platinum Hospitality Group
Platinum Hospitality Group
Full-Service
193
30,000
12,000
15,900
57,900

(Facility Overview cont’d)
Grand River Center Floor Plan and Capacity Chart

Square

Ceiling

Feet

Height

30,000

33'

2,306

16'

GRAND RIVER CENTER
First Floor
Exhibit Hall
Second Floor
Salon A
Salon B

1,935

16'

Salon C

3,964

16'

Salon D

3,910

16'

Ballroom

12,000

16'

Meeting Room 1

2,000

12'

Meeting Room 2

2,000

12'

Meeting Room 3

2,000

12'

Meeting Rooms 1,2,3

6,000

12'

Meeting Room 1

2,000

12'

Meeting Room 2

2,000

12'

Meeting Room 3

2,000

12'

Meeting Rooms 1,2,3

6,000

12'

Riv er Room

2,376

GREAT HARBOR RESORT
Platinum A

845

12'

Platinum B

360

12'

Boardroom

300

12'

Total Convention Space
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Ex hibition Space

30,000

Ballroom Space

12,000

Meeting Space

15,900

Total Sellable Space

57,900

Market Overview
The city of Dubuque is located along the West bank of the Mississippi River
in Dubuque County, Iowa. This region is known as the Tri-State Area as it
lies at the junction of Wisconsin, Iowa and Illinois. The city sits
approximately 180 miles northwest of Chicago, Illinois and 255 miles
southeast of Minneapolis, Minnesota. Approximately 59,100 people reside
within the city, 97,600 reside within county limits and over 117,400 people
live within a 30-minute drive of Dubuque. The city’s median household
income is just under $45,500, while the population within a 30-minute drive
has a median income of $51,400.
Dubuque flourished as a center for the logging, mill working and boat
building industries until the 1980s. But with the decline of manufacturing
at the end of the twentieth century, Dubuque’s unemployment level
skyrocketed to one of the highest in the country. Residents and businesses
fled the city, and Downtown Dubuque became a blighted and vacant area.

City, State:
City Population:
County Pop.
30 - Minute Pop.
90 - Minute Pop.
180 - Minute Pop.
Driving Distance
Davenport, IA
Madison, WI
Milwaukee, WI
Chicago, IL
Des Moines, IA
Minneapolis, MN

Dubuque, IA
59,100
97,600
117,400
1,122,300
70,778,800
70 miles
90 miles
170 miles
180 miles
200 miles
255 miles

The City’s need for redevelopment prompted the Long-Range Planning
Commission to initiate a community rebuilding process called “Vision 2000”. After participation from over 5,000
citizens, Vision 2000 prompted the development of the Comprehensive Plan, which was adopted in 1995, and again
updated in 2000. From the Comprehensive Plan, a downtown development initiative dubbed America’s River Project
was formed. America’s River Project, headed by a number of private and public community leaders and
stakeholders, sought to redevelop 90 acres of brownfield property at the Port of Dubuque into place where visitors
and citizens could connect with the historical, environmental, educational and recreational majesty of the Mississippi
River.
America’s River Project, along with other development initiatives taken by the City in the past two decades has
completely turned around the decline of Dubuque. The City has experienced rapid growth in tourism, technology,
publishing, health care and education sectors. Recently, IBM moved a new technology Center to downtown
Dubuque, bringing 1,300 jobs to the region.

Minneapolis

Dubuque

Madison

Dubuque

Des Moines
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Davenport

Chicago

Development
In July 1990, the Dubuque City Council created a Long Range Planning Commission to “coordinate and supervise
the preparation and maintenance of the comprehensive plan”. This spurred a community planning process that
included community meetings, a reactor group session, a citizen input questionnaire and a community validation
and assessment survey. The resulting Vision 2000 document spurred the creation of the Comprehensive Plan,
which was formally adopted in 1995, and later updated in 2000. America’s River Project was born with the vision
of a completely redeveloping ninety acres of brownfield zone north of the historic Ice Harbor. The initial Project
consisted of five anchor components: The Mississippi Riverwalk, the National Mississippi River Museum and
Aquarium, the Grand River Center, the Grand Harbor Resort, and the historic Star Brewery complex.
The City Council approved on June 19, 2000 the Development Agreement with Platinum Holdings for the
construction of a proposed hotel/waterpark. This agreement leased City-owned property (purchased by the City
from Plastic Center, Inc.) to Platinum Holdings for fifty years. The Development Agreement specified that the hotel
complex cost no less than $20.0 million and include 200 guest rooms (of which one percent would be 3-room suites,
5 percent would be two-room suites, and 10 percent would be specialty suites), parking, a 24,000 square foot
indoor water park, a restaurant, a lounge and a gift shop. The Grand Harbor Resort and Waterpark, whose
construction was financed by private investment from Platinum Holdings, broke ground on September 21, 2001
and opened in December 2002.
The Development Agreement obligated the City of Dubuque to construct a minimum 100,000 square foot
conference and education center facility that would be managed by Platinum Holdings, in addition to the Riverwalk
improvements laid out in the 2001-2005 Capital Improvement Program. The Grand River Center broke ground on
June 24, 2002 and opened on October 25, 2003. At this time, other attractions along the Riverfront were also
added, including the River’s Edge Plaza (a river side docking port), Heritage Trail, the addition of the outdoor Alliant
Amphitheater to the Dubuque Star Brewery, and a paved Riverwalk. The Riverwalk runs ½ mile along the
Mississippi river from the Ice Harbor in the south to the Dubuque Rail Bridge and Alliant Energy Amphitheater in
the north. The other cornerstone of the Project was the refurbishment of the existing River Museum, which
reopened on June 28, 2003 as the National Mississippi River Museum. The overall project was projected to generate
500,000 new visitors a year.
In July 2002, the America’s River project partners formed the
America’s River Corporation to jointly manage the ongoing
promotion of the America’s River Project. Four of the seven
board seats are permanently held by the Executive Director of
the Dubuque Area Chamber of Commerce, the Executive
Director of the Dubuque County Historical Society, the CEO of
Platinum Hospitality and the City Manager for the City of
Dubuque.
Phase II of America’s River Project included the partnering of
Peninsula Gaming LLC and the Dubuque County Historical
Society to build a new, $50 million Diamond Jo Casino and
expand the National Mississippi River Museum. The River
Museum’s expansion, completed on June 26, 2010, included the
addition of a 250-seat IMAX-style theater (“RiverMax Theater”), a retail outlet, and a second museum complex
(“Great Rivers Center”). The new 35,000-square-foot Diamond Jo Casino, completed in Fall 2008, includes over a
thousand slot machines, 17 table games, a poker room, a deluxe 36-lane bowling center, and three dining
establishments. Phase II also included the construction of a 1,150 car parking facility that was completed in
December 2008 and is owned by the City. The overall Phase-II was projected to attract an additional 732,000
visitors and $33 million increase in annual visitor spending.
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Funding
The Grand River Center and Grand Harbor Resort and Waterpark were a part of the America’s River Project and
cost a combined $71.3 million to develop and construct. The Center cost approximately $41.3 million and the
Resort just over $30.0 million, with public funds covering nearly 65 percent of the total cost.
Platinum Hospitality Group, the private developer, contributed $25.0 million to develop and construct the Grand
River Resort and Water Park. Vision Iowa, a state fund created to assist projects that provide recreational, cultural,
entertainment and educational attractions, provided $20.0 million, which contributed toward the construction of
the Grand River Center. The City contributed the remaining $26.3 million to the Center and Resort projects. The
City issued $12.5 million in General Obligation bonds to cover a portion of their contribution, with the remainder
financed through a variety of City funds including gaming revenues, loan repayment, bond issue, a community
development block grant fund, and land exchange.
The overall price tag for Phase I of America’s River Project was $188 million, which, in addition to the Grand River
Center and Grand Harbor Resort, included $58.0 million for the revitalization of the National Mississippi Museum
and Aquarium, , $20.0 million to construct a new office building for McGraw Hill Higher Education, $19.0 million
allocated to land acquisitions and consolidations, $11.0 million to restore a former brewery and convert it into an
office building, $8.0 million for the addition of the Alliance Amphitheater to the Star Brewery, and $2.0 million to
build the Mississippi Riverwalk.
In April of 2001, the City of Dubuque and Dubuque County Historical Society was awarded a $40 million grant from
Vision Iowa. In addition, the state granted $7.5 million in direct appropriations from its general fund. Overall, the
City matched State Grant funds by committing over $47.5 million to the overall project. The community also
participated in a number of public fundraising projects resulting in voluntary contributions of over $8 million to the
Project. Additional funding sources included $50 million from the Dubuque County Historical Society and $11 million
from Federal Government grants.

Funding Summary
City’s Contribution
($26.3 million)

Platinum Hospitality Group’s
Contribution
($25.0 million)

Project Cost: $71.3 million
Public:
$46.3 million (65%)
Private:
$25.0 million (35%)

Vision Iowa’s
Contribution
($20.0 million)
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Management and Operations
The City owns the Conference Center and the land on which it sits. The City also owns the land on which the hotel
sits, and leases it to Platinum Hospitality Group for a period of 50 years. Platinum Hospitality Group operates both
the hotel and conference center. In the first two years of operation, the City of Dubuque paid approximately
$244,000 and $251,000 to Platinum Hospitality to capitalize the Operating Account, as well as an additional
$396,000 for start-up facility costs, and any remaining operating deficit for the year. Beginning two years after the
Capitalization Date, the City pays 50% of hotel tax collections from the Hotel to help cover operation expenses.
Platinum Hospitality pays all remaining expenses and retains all revenues. They are also responsible for marketing
activities.
Platinum Hospitality is responsible for day-to-day maintenance and repairs costing less than $1,000. The City pays
for one-time repairs of $1,000 or more and repairs of $15,000 in the aggregate over the course of a year. Originally
the City budgeted $50,000 and $90,000 each year for capital repairs, but found that this amount was insufficient.
Additional funds are budgeted for years they expect larger ticket repairs to occur (such as re-carpeting).
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Salem, Oregon
Phoenix Grand Hotel and Salem Conference Center
Facility Overview
The Phoenix Grand Hotel and Salem Conference Center opened in March 2005. The Phoenix Grand is the largest
hotel property in Salem, offering 193 guestrooms, each with separate work and living areas, complimentary wired
and wireless high speed Internet access and public areas offer complimentary wireless access. The Center offers
approximately 24,300 square feet of total sellable space, with approximately 11,400 square feet of contiguous
space in the Willamette River Room (divisible into four separate rooms) and 12,900 square feet of meeting space
throughout ten breakout rooms. The Phoenix Grand, Conference Center and approximately 400 parking spaces
are components of the City of Salem’s 290-acre Riverfront-Downtown Urban Renewal Area (RDURA).

Year Opened:
Center Ownership:
Hotel Ownership:
Management:
Hotel Brand:
Hotel Type:
Hotel Rooms:
Convention Space:
Exhibition SF:
Ballroom SF:
Meeting SF:
Sellable SF:

2005
City
Private
VIP's Motor Inns
Grand
Full-Service
193
0
11,400
12,900
24,300
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(Facility Overview cont’d)
Salem Conference Center Floor Plan and Capacity Chart
First Floor
Square

Ceiling

Feet

Height

Santiam Room 1

2,300

16'

Santiam Room 2

1,000

16'

Santiam Room 3

1,000

16'

Santiam Room 4

1,000

16'

Santiam Room 5

1,000

16'

Santiam Room 6

2,300

16'

Santiam River Room

8,750

16'

Willamette River Room A

3,000

24'

Willamette River Room B

2,700

24'

Willamette River Room C

2,700

24'

Willamette River Room D

3,000

24'

11,400

24'

Croisan Creek Room A

1,080

15'

Croisan Creek Room B

1,080

15'

Croisan Creek Room C

1,080

15'

3,240

15'

900

15'

First Floor

Second Floor

Willamette River Room

Croisan Creek Room

Second Floor

Pringle Creek Room
Total Convention Space
Exhibition Space
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0

Ballroom Space

11,400

Meeting Space

12,900

Total Sellable Space

24,300

Market Overview
The City of Salem is located in the center of the Willamette River valley,
approximately 47 miles from Portland. Salem is the capital city of Oregon,
the county seat for Marion County and the second largest city (along with
Eugene, which has a comparable population). Approximately 160,400
people reside within the City, 326,000 reside within County limits, and over
3.1 million people live within a 30-minutre drive of Salem. The city is home
to Willamette University and Corban College, as well as the main city in the
Salem-Keizer School District and is home to the main campus of Chemeketa
Community College.
State government is Salem's largest employer, but the city also serves as a
hub for the area farming communities and is a major agricultural food
processing center. The City’s top private sector employers include Salem
Hospital, Spirit Mountain Casino, T-Mobile, Norpac Foods and Roth’s-Your
Family Market.

City, State:
City Population:
County Pop.
30-Minute Pop.
90-Minute Pop.
180-Minute Pop.
Driving Distance
Portland, OR
Eugene, OR
Seattle, WA
Spokane, WA
Boise, ID

Seattle

Salem, OR
160,400
326,000
382,800
3,143,300
4,076,500
47 miles
65 miles
220 miles
395 miles
440 miles

Spokane

Salem

Portland

Salem

Eugene
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Boise

Development
The Mayor and Common Council of the City of Salem found that there existed conditions of blight, deterioration,
decline of property values and business vacancies, conflicts between vehicular and railroad traffic and other factors,
which constitute a detriment to the health, safety, morals and welfare of residents of the City and people frequenting
the RDURA. As such, the Mayor and Common Council found it necessary and in the public interest to implement a
plan to improve the overall appearance, condition and function of the RDURA to encourage a variety of riveroriented uses, to sustain and improve the economic vitality of the Central Business District, to relieve traffic
congestion and railroad conflicts, to encourage the use of mass transit and preserve and to create natural green
belts along existing waterways.
In 1996, the City of Salem prepared the Riverfront/Downtown Core Area Master Plan with the intent of maintaining
the character of the Downtown, while providing a vision for the next twenty years of development. The Master
Plan focused on the Core Area as the “first step” in updating an earlier Master Plan, prepared in 1972. The outlined
vision specifically included the recommendation to construct a new conference center and hotel complex in the
downtown core area.
Urban renewal activities in the City of Salem, as well as in various cities throughout Oregon and the country, are
funded through tax increment financing. This mechanism relies on the increment of taxes resulting from increased
property values during the life of the urban renewal area. Taxing districts continue to collect revenues at a capped
level set when the area is formed, until the area closes, at which point the original formula for distribution resumes.
If an urban renewal project is successful, property values will increase. The assessed valuation of all the properties
is added back into the tax rolls and taxing districts get additional tax revenues that would not have been generated
without the urban renewal activity.
When the RDURA was established in 1975, its initial assessed valuation was just under $43.3 million. In 2007, the
valuation had increased to nearly $221.6 million while just $91.2 million had been spent to renew the district.
Projects have included attracting a mall, which provided a retail anchor, connected by a system of other urban
renewal investments in skybridges, weather protection and streetscape improvements, the development of
Riverfront Park and the implementation of the Toolbox Program, which provides grants and below market interest
rate loans to help renovate, restore and construct improvements on or within historic downtown Salem buildings.
Riverfront Park Aerial View

1975

Pavilion
Eco-Earth
Globe

2005
Salem Grand Hotel
& Conference Center
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A.C. Gilbert’s
Discovery Village

Funding
The conference center and parking garage portion of the project
was publicly financed through the sale of urban renewal bonds
and a $7.2 million loan from the U.S. Department of Housing and
Urban Development (HUD). The renewal bonds are being repaid
by TIF generated within the urban renewal district, while the
federal HUD loan will be repaid by a combination of proceeds
generated from loans previously made by the City.
VIP’s originally owned the land upon which the facilities were built
and, upon the completion of the project, sold to the City the
portion of land upon which the conference center and parking
structure were built. This purchase price ($1.5 million) was
contributed immediately to the gain-loss reserve. The City will
also contribute $300,000 per year from room tax revenues to the
reserve until it has accumulated $4 million. Further, the City is
responsible for funding future capital replacements to the Center
and parking garage while VIP’s is responsible for funding capital
replacements for the hotel.
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Funding Summary
Urban Renewal

VIP's
($17 million)
VIP’s
($17
million)

HUD Loan
HUD Loan ($7.2 million)
($7.2 million)
Project Cost:
Public:
Private:

Bonds Bonds
Urban Renewal
($24.8 million)
($24.8
million)

$49.0 million
$32.0 million (65%)
$17.0 million (35%)

Management and Operations
All expenses associated with operating the Center and parking facility are paid out of revenues from these respective
facilities. There is no management fee paid to VIP’s in consideration for operating the Center and parking garage;
however, if their operating expenses exceed operating revenues, VIP’s will pay a maximum of $100,000 of the
operating loss in each of the first three years, and up to $300,000 of the operating loss in all subsequent years.
The City is responsible for covering any additional operating losses.
Further, if operating revenues exceed expenses, VIP’s will receive 75 percent of the profits, with the remaining 25
percent going to the City, until all of VIP’s past operational losses are recovered. Upon VIP’s reclamation of past
losses, any realized profit will be split equally, with the City’s portion allocated to a gain-loss reserve, which is used
to cover operational losses and to upgrade and maintain the facilities.
VIP’s expressed the desire to allocate responsibility and cost of marketing the conference center. Therefore, VIP’s
has agreed to pay $50,000 annually to the Salem Convention and Visitor Association, or the City’s current contractor,
to help cover facility sales and marketing costs.
The public/private partnership between the City and VIP’s has already provided some profitable synergies.
According to audited operational statements, over the first 16 months of operation, the Center generated operating
income of over $200,000 with gross revenues of nearly $2.7 million. This is, in part, due to the public-private
partnership in which the Center’s marketing funds (approximately $193,000 for fiscal year 2005-06) are
supplemented by a hotel tax levied on guests.
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Vancouver, Washington
Hilton Vancouver Washington and Vancouver Conference Center
Facility Overview
The Vancouver Conference Center and Hilton Vancouver Washington opened June 2005. The Hilton is a full-service
property offering 226 guestrooms. The Center offers approximately 30,400 square feet of total sellable space, with
approximately 21,900 square feet of total ballroom space within the estimated 14,100-square foot Heritage
Ballroom and the 7,800-square foot Discovery Ballroom, and 8,500 square feet of meeting space throughout nine
separate rooms.
The facility is part of redevelopment and revitalization efforts of the City of Vancouver that began in the early 2000s
with the construction of numerous condominium structures surrounding Esther Short Park and around the Uptown
Village neighborhood. The Conference Center and Hotel were developed shortly thereafter, directly across the
street from the Park, and The Columbian newspaper recently completed the construction of a new seven-story
headquarters building adjacent to the Hotel. Currently, the City is constructing a new shopping complex and there
are plans in place for the future development of a new library, Marriott hotel and approximately 250 additional
condominiums.
Year Opened:
Center Ownership:
Hotel Ownership:
Management:
Hotel Brand:
Hotel Type:
Hotel Rooms:
Convention Space:
Exhibition SF:
Ballroom SF:
Meeting SF:
Sellable SF:

2005
DRA
DRA
Hilton Hotels
Hilton
Full-Service
226
0
21,900
8,500
30,400
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(Facility Overview cont’d)
Vancouver Conference Center Floor Plan and Capacity Chart

Square

Ceiling

Feet

Height

Heritage A

3,462

18'

Heritage B

3,462

18'

Heritage C

1,771

18'

Heritage D

1,804

18'

Heritage E

1,773

18'

Heritage F

1,802

18'

Heritage Ballroom

14,074

18'

Discovery A

1,918

18'

Discovery B

1,936

18'

Discovery C

1,934

18'

Discovery D

994

18'

Discovery E

994

18'

7,776

18'

1,052

10'

Hemlock Room

1,103

10'

Oak Room

1,217

10'

2,320

10'

Pine Room

952

10'

Spruce Room

970

10'

1,922

10'

1,090

10'

Ash Room

523

10'

Birch Room

581

10'

Board Room

981

10'

First Floor

Discovery Ballroom
Alder Room
Second Floor

Hemlock & Oak Rooms

Pine & Spruce Rooms
Cedar Room

Total Convention Space
Exhibition Space
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0

Ballroom Space

21,900

Meeting Space

8,500

Total Sellable Space

30,400

Market Overview
The city of Vancouver, Washington is located in Clark County approximately
nine miles north of Portland, Oregon. Approximately 168,200 people reside
within the city, 447,100 reside within county limits, and more than 1.5
million people live within a 30-minute drive of Vancouver. The median
income for a household in the city is approximately $49,700, with the
median income for households within a 30-minute drive approaching
$56,300.

City, State:
City Population:
County Pop.
30-Minute Pop.
90-Minute Pop.
180-Minute Pop.

Vancouver’s economy has largely mirrored that of the Northwest Region,
transitioning from a salmon and trade-based indigenous economy, the
Hudson’s Bay Company pioneered extractive industries such as fur trading
and logging. The market later moved into agriculture, growing apples
strawberries and prunes for export.

Driving Distance
Portland, OR
Olympia, WA
Seattle WA
Spokane, WA

Vancouver, WA
168,200
447,100
1,544,900
2,911,100
6,241,600
9 miles
105 miles
165 miles
350 miles

As forests became depleted and heavy industry left the United States,
Vancouver’s economy has largely shifted to high tech and service industry jobs. Additionally, the headquarters of
several large sports-oriented companies such as Nike, Adidas and Jantzen are located in the Portland/Vancouver
area.
As previously discussed, the downtown Vancouver area has undergone significant improvements in recent years to
develop the area into a more inviting destination. Esther Short Park, located across the street from the Conference
Center, was recently restored by installing a new lawn, a band shell, a public plaza and playgrounds. Additional
potential future developments in downtown Vancouver include:
•

Riverwest – a $165 million public-private mixed use development including a new civic plaza, 200 multifamily family residences, 100,000 square feet of office space, 17,000 square feet of retail space, a boutique
hotel and a 900-stall underground parking garage.

•

Esther Short Commons - $18.6 million development spanning two-square blocks including 160 apartments,
20,000 square feet of retail space, 8,000 square feet of which is occupied by the Vancouver Farmers Market,
and 100 parking spaces.

•

Waterfront Redevelopment – projected to facilitate $1.3 billion in private reinvestment and a 30:1 ratio of
private to public investment, the development is expected to add 1.0 million square feet of office, retail
and hospitality space along 35 acres of land bordering the Columbia River.

•

Vancouvercenter – $100 million mixed-use development offering 200,000 square feet of office space, 128
condominiums and an 800-car underground parking garage.
Spokane
Seattle

Vancouver
Olympia

Vancouver
Portland
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Development
In 1993, Identity Clark County (ICC), a 501(c)(3) corporation, was formed to focus corporate leadership on
economic expansion and vitality. After reviewing financial, market and site analysis, ICC concluded that a
convention center in the core downtown area of Vancouver, accompanied by a headquarter hotel, would be a
sustainable asset to the community. The Vancouver City Council approved a two-percent lodging tax in 1998 and
dedicated the revenues to support the development of a downtown meeting and event facility. In 1999, the City
Council created the Vancouver Public Facilities District (City PFD) as a means of receiving sales tax credit revenues
from the State of Washington and to explore the potential development of a event facility. In 2002, Clark County
created their own Public Facilities District (County PFD) as a means of receiving additional sales tax credit revenues
from the state in support of the special events center.
The City of Vancouver and Clark County estimated that they were losing approximately $500 to $950 million in
retail and entertainment dollars annually to other communities. Therefore, they decided to construct the estimated
$47.4 million, 226-room Hilton Vancouver Washington and Vancouver Conference Center as one vehicle to drive
new visitation to the community. In 2003, the City Council and the Downtown Redevelopment Authority (DRA)
agreed on the purchase and sale of various parcels of land to form the facility site, selected Faulkner USA to design
and build the special events center, and selected Hilton Hotels Corporation to manage the hotel and conference
facility.
The Conference Center’s design allows for an estimated 50 percent expansion as demand requires and funds are
available.
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Funding
Approximately $64.1 million in tax-exempt revenue bonds are the primary funding source for the project. The
bonds issued by the DRA covered (i) the development, construction pre-opening and initial marketing costs of the
project, (ii) the debt service on the bonds during the pre-opening period and a portion of debt service during the
first two operating years, (iii) debt service reserve funds, (iv) financing and other incidental costs, and (v) full
funding of a Renewal and Replacement Fund, Operating Reserve Fund and Lockbox Fund. FaulknerUSA
(developer/general contractor) and Hilton Hotels (the hotel operator) are each expected to purchase $1.75 million
of these bonds, for a total private contribution of $3.5 million. It is estimated that the DRA bonds will be repaid
through revenues generated through the following means:
(i)

Gross Operating Revenues received by the DRA from the operation of the Project;

(ii)

Certain proceeds of special sales and use taxes imposed by the City PFD and the Clark County Public
Facilities District (County PFD) for the development and operation of the Project (Sales Taxes);

(iii)

Certain proceeds of a special lodging tax levied by the City (Lodging Tax);

(iv)

Under circumstances described herein, payments made by the City under and pursuant to a Payment
Agreement (City Payment Agreement) between the City and the DRA; and

(v)

Investment earnings on amounts in certain funds and accounts established under the Indenture.

The City, by way of the DRA, was also responsible for the purchase of the land upon which the hotel and conference
center sit. The total acquisition price for this parcel of land was nearly $2.7 million.

Funding Summary
Tax-Exempt
DRA Bonds
($64.1 million)

TOTAL BUDGET
Land and Improvements
Soft Costs
General Construction
FF&E
Land Acquisition

$5,268,969
9,180,684
27,287,347
5,650,000
2,682,421

Total Construction Cost

$50,069,421

Total Financing Costs
Total Development Cost

Developer Bond
Purchase
($1.75 million)

Project Cost:
Public:
Private:

Operator Bond
Purchase
($1.75 million)

$67.6 million
$64.1 million (95%)
$3.5 million (5%)
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17,537,568
$67,606,989

Management and Operations
Hilton Hotels Corporation (Hilton) was contracted by DRA under a Qualified Management Agreement (since the
hotel project was publicly-financed and is publicly-owned) to manage and operate the Center and hotel for a term
of 15 years. As compensation, Hilton received a base management fee of $363,000 in its first full year of operations,
and a nominal fee that increases anywhere from 2.7 percent over the previous year to as much as 7.2 percent over
the previous year. In the ninth full year of facility operations, the base management fee is $490,000.
Revenue generated by facility operations and tax collections are transferred to a Trustee to oversee the
management of numerous Funds. These Funds cover such items as facility operations expenses, provide for the
repayment of the revenue bonds issued for facility construction and provide a safety net for facility operations in
the event of economic downturns or less than projected operational revenue generation.
Each Fund has a cap, and beginning with the fourth full year of operations, Hilton has the potential to receive up
to a $158,930 bonus, once the total dollar amount reaches the cap on certain specified Funds. This potential bonus
increases by three percent annually. Additionally, beginning with the sixth full year of operations, Hilton has the
potential to earn another bonus starting at $126,457, once additional Fund levels are capped beyond those
necessary to qualify Hilton for the first bonus. This potential bonus also increases by three percent annually. Any
additional profits from facility operations are remitted to the City PFD and the County PFD.
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San Marcos, Texas
Embassy Suites San Marcos – Hotel, Spa and Conference Center
Facility Overview
The Embassy Suites San Marcos – Hotel, Spa and Conference Center opened in October 2008 approximately four
miles southwest of downtown San Marcos, Texas on Interstate Highway 35. The Embassy Suites is a full-service
property offering 283 guestrooms. The Center offers approximately 42,300 square feet of total sellable space, with
approximately 28,800 square feet of contiguous space in the Veramendi Ballroom, a junior ballroom in the 7,200square foot Spring Lake Ballroom and 6,300 square feet of meeting space throughout eight separate rooms.

Year Opened:
Center Ownership:
Hotel Ownership:
Management:
Hotel Brand:
Hotel Type:
Hotel Rooms:
Convention Space:
Exhibition SF:
Ballroom SF:
Meeting SF:
Sellable SF:

2008
City of San Marcos
John Q. Hammons
JQH Hotels Mgmt.
Embassy Suites
Full-Service
283
0
36,000
6,300
42,300
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(Facility Overview cont’d)
San Marcos Conference Center Floor Plan and Capacity Chart
Square

Ceiling

Feet

Height

Veramendi Salon A

1,800

24'

Veramendi Salon B

1,800

24'

Veramendi Salon C

1,800

24'

Veramendi Salon D

1,800

24'

Veramendi Salon E

7,200

24'

Veramendi Salon F

7,200

24'

Veramendi Salon G

1,800

24'

Veramendi Salon H

1,800

24'

Veramendi Salon I

1,800

24'

Veramendi Salon J

1,800

24'

Veramendi Ballroom

28,800

24'

Spring Lake A

2,400

24'

Spring Lake B

2,400

24'

Spring Lake C

2,400

24'

Spring Lake Ballroom

7,200

24'

San Marcos River A

1,000

24'

San Marcos River B

1,000

24'

San Marcos River Room

2,000

24'

Chautauqua A

1,000

24'

Chautauqua B

1,000

24'

Chautauqua Room

2,000

24'

Burleson Boardroom

640

24'

JQH Private Dining 1

516

24'

JQH Private Dining 2

516

24'

Placido Boardroom

640

24'

Total Convention Space
Exhibition Space
Ballroom Space
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0
36,000

Meeting Space

6,300

Total Sellable Space

42,300

Market Overview
The city of San Marcos is located in Hays County approximately 31 miles
southwest of Austin and 50 miles northeast of San Antonio. Approximately
50,100 people reside within the city, 187,600 reside within county limits
and over 4.3 million people live within a 90-minute drive of San Marcos.
The city’s median household income is just over $29,300.

City, State:
City Population:
County Pop.
30-Minute Pop.
90-Minute Pop.
180-Minute Pop.

San Marcos, TX
50,100
187,600
427,400
4,344,400
11,028,500

The city of San Marcos was founded in 1851 when a town center was laid
out about a mile southwest of the headwaters of the San Marcos River. In
Driving Distance
1899, Southwest Texas State Normal School, now known as Texas State
University-San Marcos (TxSU) was established, which now has an
Austin, TX
31 miles
enrollment of over 28,000 students. In recent years, major tourist
San Antonio, TX
50 miles
destinations, such as the Prime and Tanger Outlet malls, Wonder World
Houston, TX
165 miles
Theme Park, Aquarena Springs, the LBJ Museum, Rio Vista Falls and the
Dallas, TX
225 miles
San Marcos River have made the city a popular tourist destination year
round. In fact, due largely to the success of the outlet malls, which draw
an estimated 7 million visitors annually, San Marcos is the third most popular tourist destination in Texas.
In 2006, the City appointed a Downtown Master Plan Task Force with the goal of creating a plan for the
reinvigoration of Downtown San Marcos. The City of San Marcos Downtown Master Plan is a part of a decade-long
process that began with San Marcos’ Horizons efforts in 1996, and stems from even earlier City master planning
efforts. In light of extraordinary growth along the Interstate-Highway 35 corridor over the past half-century, the
City’s Horizons planning document has directed development for positive community growth. The county’s
population has increased fivefold in that time period, and San Marcos has reaped both benefits and pitfalls as a
result. Some feel that development along the I-35 corridor has been positive for San Marcos in that it generates a
larger tax base for City use and draws visitors from across the region. Others feel that the corridor growth has
shifted too many businesses and patrons away from San Marcos’ historic Downtown.

Dallas

Austin

San Marcos
San Antonio

San Marcos
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Houston

Development
Developer John Q. Hammons (JQH) first approached the City Council regarding the development of a hotel and
conference center on a site located northeast of downtown San Marcos in October 2003. The original site of the
project, overlooking Spring Lake, drew wide-spread opposition by residents due to its environmental impact.
Despite concerns, the City Council signed a Memorandum of Understanding in December 2004 demonstrating an
interest in a public-private partnership to develop a hotel and conference center project. The MOU did not establish
a commitment to the project, but rather an opportunity for the City Council and staff to review JQH’s proposal and
conduct further research prior to proceeding. In March 2005, the convention center site was changed to its current
15-acre location on I-35 and McCarty Lane, and in March 2006, the City Council voted and approved a Master
Development Agreement for the hotel/conference center property with JQH, establishing a contractual arrangement
between the City and JQH.
The hotel/conference center project is expected to help generate a critical mass to the area by attracting new and
additional tourism. In-turn, City officials expect a boost in the city’s economy through additional developments and
the associated incremental sales, use, property and other tax revenue. Examples of recent growth in San Marcos
tourism infrastructure include the estimated 900,000-square foot Stonecreek Crossing retail development across
the interstate from the hotel/conference center with JC Penney’s and Target as anchor tenants, and the estimated
311,000-square foot Red Oak Village development opened in 2006 one exit north of the hotel/conference center
with Marshalls, Bed Bath & Beyond, Sam’s Club and PetSmart as major tenants.
The conference center is and is expected to continue to attract a wide range of events such as conventions and
conferences, exhibitions, graduations, special events, and business meetings of all sizes. Conferences are expected
to take place mainly outside of the peak summer period and are estimated to attract mostly association, business,
and university events that require break-out rooms. The conference center and hotel are expected to employ a
base of full and part-time staff of approximately 180 people, with peak-season employment numbers approaching
250 full-time equivalent employees. Five months prior to opening, facility representatives estimated that the
conference center had more than $700,000 in convention bookings and room reservations.
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Funding
In order to begin the development the hotel/conference center project process, the City Council loaned $1.5 million
and granted $500,000 to JQH to purchase the hotel site. The $1.5 million loan was later converted to a future
economic development grant in order to collect taxes from a Tax Increment Reinvestment Zone (TIRZ) created by
the City to pledge incremental property tax revenue from the project to reimburse construction expenses and to
repay the bonds. In November of 2006, Hays County signed an agreement with the City to participate in the TIRZ.
The San Marcos City Council sold $22.6 million in a combination of tax and revenue certificates of obligation to
finance the construction of the Center. These included approximately $15.7 million in tax-exempt combination tax
and revenue certificates of obligation, for which the City is responsible for repaying through funds generated by
the TIRZ. The approximately $6.9 million of remaining certificates of obligation are taxable and will be repaid by
JQH in the form of bi-annual rent payments. JQH is responsible for the entire estimated $50 million cost to
construct the adjacent hotel.
The cost estimates for the Conference Center project were provided by the developer and then adjusted during
negotiations between JQH and the City of San Marcos. Because cost estimates exceeded the target amount set by
the City of San Marcos, engineers revised the conference center design, allowing the project to move forward.

Funding Summary
John Q. Hammons’ Contribution
($56.9 million)

HUD Lo

Urban Renewal
Project Cost:
Bonds
Public:
($24.8 million)
Private:

City’s Contribution
($7.2 mill
($15.7 million)
$72.6 million
$15.7 million (22%)
$56.9 million (78%)
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Management and Operations
The City owns the property upon which the Center sits and leases it to JQH for a period of 25 years. JQH pays
approximately $550,000 in annual rent payments (paying a portion each January and July for the life of the lease)
and retains the option to extend the lease for an additional fifteen years. JQH owns the property upon which the
hotel sits and operates both facilities. All revenue generated from and associated with the operation of the Center
is retained by JQH, except for revenue generated through the sale of naming rights of the facility or any or the
components located therein. JQH is also responsible for operation and maintenance expenses associated with the
Center; however, the City is responsible for certain capital repair expenses such as roof, foundation, HVAC and
interior load-bearing wall repairs.
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Manhattan, Kansas
Hilton Garden Inn and Conference Center
Facility Overview
The Manhattan Hilton Garden Inn and Conference Center opened in downtown Manhattan, Kansas in the fall of
2011, and was developed as a part of the city of Manhattan’s South End Redevelopment Project. The Center offers
16,200 square feet of sellable space, which includes a 14,500 square foot-Grand Ballroom and 1,700 square feet
of meeting space allocated between three breakout meeting rooms. The attached 135-room Hilton Garden Inn
property is a limited service property that offers breakfast and dinner to guests, in addition to a bar and lounge.
Local officials spearheaded the Center’s development to address the market’s need for a larger conference facility.
The existing Alumni Center at Kansas State University was turning away event business due to its high occupancy
rates and larger events were going elsewhere in Kansas due to the market’s lack of sufficient contiguous space.
The conference center is also adjacent to a 440-space parking garage. In total, the Center, hotel and parking
garage required approximately $30.8 million to develop and construct. Additionally, local officials are planning
further hotel development in proximity to the Redevelopment Project.
Year Opened:
Center Ownership:
Hotel Ownership:
Management:
Hotel Brand:
Hotel Type:
Hotel Rooms:
Convention Space:
Exhibition SF:
Ballroom SF:
Meeting SF:
Sellable SF:

2011
Private
Private
Kinseth Hospitality
Companies
Hilton Hotels
Limited Service
135
0
14,500
1,700
16,200
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(Facility Overview cont’d)
Manhattan Hilton Garden Inn and Conference Center Floor Plan and Capacity Chart

Square

Ceiling

Feet

Height

Flint Hills

1,216

23'

Kings

1,266

23'

Konza Prairie

1,241

23'

McDow ell

1,211

23'

Tuttle

1,251

23'

Alcov e

1,233

23'

Kaw Nation

3,558

23'

Big Basin

3,536

23'

Manhattan Grand Ballroom

14,500

23'

Little Apple

549

11'

Big Blue Riv er

506

11'

Fort Riley

635

11'

First Floor

Total Convention Space
Ex hibition Space
Ballroom Space
Meeting Space
Total Sellable Space
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0
14,500
1,700
16,200

Market Overview
Located in Northern Kansas at the intersection of the Kansas and Big Blue
Rivers, the city of Manhattan is the seat of Riley County. The city is
approximately 60 miles northwest of Topeka, KS and 80 miles west of
Lawrence, KS and 120 miles west of Kansas City. Approximately 57,000
people reside within the City, 76,700 reside within County limits, and
129,400 people live within a 30-minute drive of Manhattan. As of the 2010
census, there were an estimated 21,600 households and 9,500 families
living within City limits. The median income for a household in the City is
approximately $44,800.
Founded in the 1850’s, Manhattan is best known today as being the home
of Kansas State University (KSU). Manhattan’s economy is heavily reliant
on public organizations, as KSU is the largest employer in town. In
addition, the school’s student body of approximately 25,000 help support
the retail and entertainment sectors in the city. Notably, this figure has
increased nearly 20 percent since 2010.

City, State:
City Population:
County Pop.
30-Minute Pop.
90-Minute Pop.
180-Minute Pop.

Manhattan, KS
57,000
76,700
129,400
649,800
4,627,900

Driving Distance
Topeka, KS
Lawerence, KS
Kansas City, KS
Witchita, KS

57 miles
84 miles
119 miles
130 miles

The City of Manhattan began looking at the issue of a conference center, along with the potential for enhanced
growth in its retail sector in the late 1990s and early 2000s. This eventually led to the South End Redevelopment
Project, a major downtown redevelopment that, in addition to the Manhattan Hilton Garden Inn and Conference
Center, included:
•

Flint Hills Discovery Center – a state-funded science museum that educates visitors about the geology and
ecology of the nearby Flint Hills. Construction of the Museum began in the summer of 2010 and was
completed in April of 2012. Construction costs approximated $24.5 million, and were paid for by STAR
bonds.

•

Blue Earth Plaza – designed to be the Redevelopment Project’s centerpiece, the $3.0 million Plaza includes
a water feature with a display of music-synchronized laminar jets, a monumental warming fireplace, event
plaza and seasonal shade structure composed of three large triangular sails.

•

Lot 9 – Lot 9, the final development of the Project, was developed in 2015 and includes an 84-room
Candlewood Suites hotel, a 78-room Holiday Inn Express, and Blue Earth Place, a mixed-use residential/
retail complex.

Manhattan

Manhattan

Lawrence

Wichita
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Kansas City

Development
Due to the market’s growing losses in event business and the high usage levels noted at the Kansas State University
Alumni Center, local officials determined that Manhattan was in need of a larger, higher quality conference center.
It was also determined that the top two sites for a conference center in Manhattan were either adjacent to the KSU
campus or in downtown Manhattan. While a comparison of the two general locations suggested more synergistic
benefits and the potential to draw increased events and/or attendance at the Campus site, the determination was
made to incorporate the project with the South End Redevelopment in downtown Manhattan (largely due to the
incremental cost of land and overall development at the KSU Campus site).
To acquire the necessary land for the South End Redevelopment, the Manhattan City Commission spent three years
and $15.5 million (supported by state-backed Sales Tax Revenue bonds, called “STAR bonds”) to acquire acreage.
It was announced in 2009 that the City and HCW, LLC, a real estate development company, would partner to
construct a new Hilton Garden Inn Hotel and Conference Center in the Downtown Entertainment District of
Manhattan, and an associated 400-stall parking garage, all of which was completed in fall of 2011. The City’s
agreement with the developer gives HCW ownership and operational rights of the hotel and conference center for
at least 30 years, with the City retaining ownership of the parking garage.
Additionally, the City funded the construction of South End Redevelopment Project, a nearby open space (the Blue
Earth Plaza) and the Flint Hills Discover Center in 2012. Other improvements to the area included landscaping,
sidewalks, streetscaping, decorative lighting, and an outdoor water feature. In all, the city of Manhattan invested
$31.0 million into the Project, with $36.0 million being contributed by three different private developers.
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Funding
The $30.8 million hotel, conference center and parking garage development was funded with nearly two-thirds of
the total project cost privately financed. HCW privately financed the $15.0 million hotel development and received
an interest-free loan from the City through Economic Development Funds for their portion of the Conference
Center’s construction. The loan is repaid with a $100,000 annual contribution for the first 29 years of the loan,
with a balloon payment of $2.1 million in the thirtieth year.
The City utilized Economic Development Funds for the remaining $4.0 million to construct the Conference Center.
Additionally, the City financed the $6.3 million parking garage using half STAR bonds and half general obligation
bonds.
The City’s Economic Development Fund was created in 2002 with identified goals of creating quality jobs,
diversifying the property-tax base, investing public funds to create self-sustaining economic development activities
and to use public funds to leverage private investment. The city offers assistance through economic development
funds (loans or grants), tax abatements and/or industrial revenue bond financing, depending upon the project
scope and outcomes. The city's process is primarily based on quality job creation.

Funding Summary

City Economic
Development Bonds,
$4,500,000

Developer,
$20,000,000

City GO Bonds,
$3,150,000
Project Cost:
Public:
Private:

STAR Bonds,
$3,150,000

$30.8 million
$10.8 million (35%)
$20.0 million (65%)

Appendix: Hotel/Conference Center Public/Private Partnership Case Studies
Page E-35

Management and Operations
To determine the operator of the Hilton Garden Inn and Conference Center, the City and developer conducted
interviews with local minority hotel owners to receive feedback on management candidates. After receiving
approval from the City Commission, the developer announced in 2011 that Kinseth Hospitality, an Iowa-based hotel
development and management company that already managed Manhattan’s Fairfield Inn, would take over
management of both the Hilton Garden Inn and the attached Conference Center. It was agreed upon that Kinseth
would submit its marketing plan to the City for approval on an annual basis, and such approval shall not be
unreasonably withheld. As part of the deal, the operator has to cooperate with the Manhattan Area Chamber of
Commerce in the marketing and scheduling of the Conference Center. Further, the City has access to the Center
at least once per quarter each year.
It is estimated that the Manhattan Conference Center generates approximately 13,000 to 17,000 incremental room
nights for Manhattan. Center representatives reported that the facility hosts approximately 50 events and 3,000
event attendees per month. Of note, the Center hosts two to four events with 2,000 or more attendees annually.
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North Bethesda, Maryland
Bethesda North Marriott Hotel and Conference Center
Facility Overview
The Bethesda North Marriott Hotel and Conference Center (BNCC) is located near the confluence of Montrose
Parkway, Old Georgetown Road and Rockville Pike, in North Bethesda. The Conference Center is owned jointly by
Montgomery County (County) and the State of Maryland (50/50 partnership), while the hotel is owned by the JBG
Companies of Chevy Chase. The Conference Center is operated by Marriott under an agreement with the County
signed in 2003 with a 20-year term.
The Conference Center offers approximately 39,600 square feet of total sellable space, including a 23,400-square
foot Grand Ballroom and 16,200 square feet of meeting space among 13 breakout meeting rooms. The attached
Marriott Hotel offers 436 sleeping rooms on 10 floors.
According to Marriott representatives, in a recent year of operations, the Conference Center hosted approximately
1,155 total events, down from approximately 1,200 in a prior year. Approximately 45 percent of the Conference
Center events were local (requiring limited, if any, hotel night stays); however, approximately 60 percent of
Conference Center sales revenue was generated through local event activity.

Year Opened:
Center Ownership:
Hotel Ownership:
Management:
Hotel Brand:
Hotel Type:
Hotel Rooms:
Convention Space:
Exhibition SF:
Ballroom SF:
Meeting SF:
Sellable SF:

2004
County/State
Private
Marriott
Marriott
Full-Service
436
0
23,400
16,200
39,600
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(Facility Overview cont’d)
The Bethesda North Marriott Hotel and Conference Center (BNCC) Floor Plan and Capacity Chart
Main
Square

Ceiling

Feet

Height

Ballroom A

1,924

23'

Ballroom B

1,924

23'

Ballroom C

1,924

23'

Ballroom D

5,824

23'

Ballroom E

5,824

23'

Ballroom F

1,924

23'

Ballroom G

1,924

23'

Ballroom H

1,924

23'

Grand Ballroom

23,400

23'

White Flint

2,500

13'

Brookside

2,013

13'

Forest Glen

1,271

13'

Glen Echo

1,271

13'

Linden Oak

Main Level

Lower Level

Lower Lever

1,075

13'

Seneca Boardroom

864

13'

Oakley

648

13'

Cabin John

512

13'

Telepresence Studio

512

13'

Timerlaw n

486

13'

Middlebrook

486

13'

Great Falls

486

13'

White Oak

4,101

11'

Total Convention Space
Ex hibition Space
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0

Ballroom Space

23,400

Meeting Space

16,200

Total Sellable Space

39,600

Market Overview
North Bethesda is located in Montgomery County, Maryland just 14
miles northwest of Washington D.C. in one of the largest consolidated
metropolitan areas in the country, in terms of population and corporate
base. Approximately 46,100 people reside in the city, 887,900 reside
within county limits and more than 2 million people live within a 30minute drive of Bethesda. The median household income in North
Bethesda in 2015 is $93,100, with a large portion of the population
employed in management, finance and engineering fields.
In the early 19 century much of the area encompassing Bethesda and
Montgomery County was part of a 3,700 acre tobacco plantation. By
the later part of the 19th century the area became home to train stops
and into the 20th century a trolley service began. This attracted
development in the area and a number of wealthy families lived or
summered in the area. With the development of the automobile the
area was transformed into a commuter suburb of Washington, D.C. and
development of houses for the middle class began.
th

City, State:
City Population:
County Pop.
30-Minute Pop.
90-Minute Pop.
180-Minute Pop.
Driving Distance
Washington, D.C.
Baltimore, MD
Annapolis, MD
Richmond, VA
Philadelphia, PA

North Bethesda, MD
46,100
887,900
2,022,200
8,813,000
20,056,700
14 miles
40 miles
41 miles
120 miles
173 miles

The development of Bethesda has been guided by a series of Master and Sector Plans which are created through
a public process. The North Bethesda/Garrett Park Master Plan was approved and adopted in 1992 which
specifically outlines the White Flint Sector area, the area which currently houses the Hotel and Conference Center,
as an area that should be developed as the main urban center of North Bethesda. This area is viewed as a prime
area for growth in North Bethesda. Proponents of the Conference Center wanted something that would to bring
economic activity to the area.
Philadelphia

North Bethesda

Baltimore
Annapolis

North Bethesda

Washington, DC

Richmond
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Development
In 1996 Montgomery County began developing plans for a new conference center and adjoining hotel. The
Maryland General Assembly agreed to partially fund the conference center in Montgomery County and authorized
the Maryland Stadium Authority to oversee construction. However, construction was delayed on the Conference
Center because of legal constraints, zoning challenges and local resident’s concerns of increased traffic in the area.
The delay in construction caused the Conference Center’s project cost to rise from its original $60 million budget
to $80 million when construction began in 2003. The adjacent hotel was developed by Quadrangle Development
Corporation in association with Marriott Hotels.
The Maryland Stadium Authority was established by the General Assembly in 1986 originally for the purpose of
building, managing, and maintain facilities to retain major league baseball and return NFL football to Maryland.
However over the past 25 years the Authority’s role has evolved to participate in the oversight of facilities other
than baseball and football stadiums. This led to their appointed involvement in the North Bethesda Hotel and
Conference Center project in which they successfully completed the oversight responsibilities for the design and
construction of the facility. The original project was completed with an adjoining 225-room Marriott Hotel.
Three years after the opening of the Hotel and Conference Center, Montgomery County Planners approved an
expansion which added over 200 rooms and additional meeting areas. The expansion was needed to balance the
amount of hotel rooms to the available meeting space offered. City officials cited the 225 rooms as the reason the
Conference Center was unable to attract larger conventions since the facility offers the largest ballroom in the area.
The expansion was overseen by the new hotel owner JBG Companies.
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Funding
The County entered into a partnership with the State who appointed the Maryland Stadium Authority (MSA) to
oversee construction. The project had a total cost of $80 million, of which the public sector (Montgomery County
and the State of Maryland) contributed approximately $40.0 million. This included $7.5 million that Montgomery
County contributed to purchase a 12-acre site near the White Flint Metro Station. Both the County and MSA issued
lease back revenue bonds to finance the project.
During this time the hotel/motel tax raised from 5 to 7 percent in which the majority of the 2 percent increase
would go to the State, theoretically this tax would be able to pay back the bond debt on an annual basis; however,
there is no set amount allocated to the debt. Each year the Stadium Authority conducts an economic impact
analysis of the Conference Center in order to determine if a portion of the hotel/motel tax base can be used to
finance the debt on the Conference Center and so far, since its opening, the tax has been able to cover the bond
debt.
The hotel was built and financed separately by Quadrangle Development Corporation using private funding sources
of approximately $40 million. In 2006 the hotel was bought by JGB and a year later they used private funds to
expand the hotel.

Funding Summary

Private
Developer
($40,000,000)

Montgomery
County
($20,000,000)

Maryland
Stadium
Authority ,
($20,000,000)

Project Cost:
Public:
Private:

$80million
$40 million (50%)
$40 million (50%)
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Management and Operations
The Conference Center portion of the building is owned by Montgomery County and the Hotel portion was separately
built and owned by Quadrangle Development Corporation, which would later sell to JBG Companies. Each party
entered into an agreement with Marriott Hotel Services, Inc. in 2003 to manage the facility. Per the Conference
Center Management Agreement, the operations of the Conference Center is tracked, allocated and reported
separately from the hotel’s operations. A board of directors was established by Montgomery County for the purpose
of acting as the County’s representative, main contact with the manager of the facility, and to oversee the manager’s
performance.
Marriott is annually paid base and incentive management fees. The County is responsible for any operating
shortfalls associated with the Conference Center; however, since its inception, the Conference Center has not
required any county subsidy for operations. In a recent year, the facility operated at a net profit of $2.16 million,
with Marriot earning an incentive management fee in excess of $400,000.
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Olathe, Kansas
Embassy Suites and Conference Center – Olathe
Facility Overview
The Olathe Embassy Suites and Conference Center is an all-suite, full-service property offering 200 guestrooms
that is opening February 2016. The Center offers approximately 14,300 square feet of total sellable space, with
approximately 13,000 square feet of multi-purpose space in its Grand Salon and 1,300 square feet of meeting space
distributed across three breakout meeting rooms. The facility offers complimentary hot breakfast and an evening
reception, a restaurant, rooftop bar and 24-hour business center.
The development was led by Heart of America (HOA), a design, construction and management company operating
restaurants, hotels, office space, retail and hospitality space within dozens of properties throughout the Midwest.
In addition to the Embassy Suites, HOA developed and is currently operating the Holiday Inn Express and Suites
and the Hilton Garden Inn in Olathe.

Year Opened:
2016
Center Ownership: Heart of America Group
Hotel Ownership:
Heart of America Group
Management:
Heart of America Group
Hotel Brand:
Embassy Suites
Hotel Type:
Full Service
Hotel Rooms:
200
Convention Space:
Exhibition SF:
0
Ballroom SF:
13,000
Meeting SF:
1,300
Sellable SF:
14,300
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(Facility Overview cont’d)
Olathe Embassy Suites and Conference Center Floor Plan and Capacity Chart

Square

Ceiling

Feet

Height

First Floor
Salon A

1,890

24'

Salon B

1,890

24'

Salon C

1,890

24'

Salon D

1,890

24'

Salon E

1,890

24'

Salon F

1,890

24'

Grand Salon

13,038

24'

Ex ecutiv e Board Room

441

16'

JBAR Salon

500

14'

Sante Fe Conference Room

400

14'

Total Convention Space
Ex hibition Space
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0

Ballroom Space

13,000

Meeting Space

1,300

Total Sellable Space

14,300

Market Overview
The City of Olathe, Kansas is located in Johnson County approximately 20 miles
southwest of Kansas City, Kansas and 175 miles northeast of Wichita.
Approximately 132,600 people reside within the City, 568,900 within the
County, and nearly 1.4 million people within a 30-minute drive. The 2015
median household income was estimated at $79,800.
Founded in 1857, Olathe is the fourth most populous city in the state of
Kansas. The construction of I-35 in the 1950’s established a direct link to
nearby Kansas City, and has led to the tremendous residential growth that the
area still experiences today, as the City’s population surpassed the 100,000
mark in 2001, and has grown by 32 percent in just the last 15 years. In 2008,
the US Census Bureau ranked Olathe as the 24th fastest growing city in the
nation. The local economy has experienced similar growth, and is bolstered
by its commercial and industrial parks, which are home to major offices of
notable companies such as Honeywell, ALDI, Garmin and Farmers Insurance
Group.

City, State:
City Population:
County Pop.
30 - Minute Pop
90 - Minute Pop
180 - Minute Pop

Olathe, KS
132,600
568,900
1,351,700
2,735,000
5,796,000

Driving Distance
Kansas City, KS
Lawrence, KS
Topeka, KS
Manhattan, KS
Wichita, KS

22 miles
29 miles
63 miles
115 miles
175 miles

City leaders were eager to develop a hotel and conference center in northeastern Olathe to serve the growing
number of major corporations relocating to Corporate Ridge, that serves as home to tenants such as a John Deere
sales and marketing center, Farmers Insurance, Garmin International, SEM Materials, Olathe Chamber of Commerce
and Terracon Consultants. This office park was completed in August 2008.

Kansas City

Lawrence

Olathe

Olathe

Wichita
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Development
Due to projections of rapid population growth in Johnson County and existing demand from the local corporate
base, community leaders determined that it was essential to develop a first-class conference facility in Olathe.
The site at Corporate Ridge was chosen to be home to the proposed hotel/conference center because of its
accessibility to major employers, local entertainment and attractions and Highway 10, which connects Olathe to
Lawrence to the west. It is also near area college/university/vocational-technical institutions, such as Kansas State
University-Olathe, Kansas University Edwards Campus, and Johnson County Community College.
In August of 2013, the financing package was approved to fund construction of the Center on a 15-acre site located
in Corporate Ridge, and construction of the facility began in April of 2014. The project’s cost totaled approximately
$50.6 million, which included the following uses of funds:
Hotel Building
Land Acquisition
Site Improvements
Conference Center Building
Construction Overhead/Admin
Development Costs (design, architectural, etc.)
Financing
Working Capital
Franchise Fees/Insurance/Legal/Tax/Other
Total Project Costs
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$32.0
$4.7
$3.6
$3.1
$2.4
$1.9
$1.6
$0.7
$0.6

M
M
M
M
M
M
M
M
M

$50.6 M

Funding
The $50.6 million project received partial funding from the City of Olathe in the form of a $14.7 million incentive
package, which included Tax Increment Financing (TIF) and Community Improvement District (CID) funds. The
City’s TIF and CID contributions were capped at $14.7 million. Additionally, the City loaned $4.9 million to HOA to
acquire the land. The Developer (HOA) was responsible for financing the remaining $31.0 million for the project.
The established TIF and CID districts encompass only the Embassy Suites and Conference Center property. HOA
is reimbursed for incremental sales, hotel and property tax revenues that are collected by the City within the District.
An additional two percent sales tax is levied within the CID district, which also is reimbursed to HOA. The City
retains 2.5 percent of both TIF and CID collections as an administrative fee. Both the TIF and CID districts are
scheduled to sunset in 20 years.
Additionally, the City provided a $4.9 million interest free loan to HOA that was used for land acquisition. The loan
is scheduled to be repaid within nine months of receiving the loan. The City also issued industrial revenue bonds
to finance a portion of granted sales tax exemptions on the developer’s building materials and equipment purchases.

Funding Summary
TIF and CID
Financing
($14.7 million)

Developer
($35.9 million)

Project Cost:
Public:
Private:
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$50.6 million
$14.7 million (29%)
$35.9 million (71%)

Management and Operations
Heart of America retained ownership and operational control of both the Embassy Suites and the Conference Center.
They will collect all revenues generated by the hotel, conference center and facility services, and no subsidy will be
provided by the City to compensate for any annual operational deficits.
Heart of America Group projected nearly $11.1 in total revenue between hotel and conference center operations,
with $7.2 million generated by hotel room revenue and $3.9 million being generated by conference center
operations. Local officials expect the hotel’s annual occupancy to range between 67 and 71 percent, and to have
an Average Daily Rate (ADR) of approximately $152.
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Sugar Land, Texas
Sugar Land Marriott and Sugar Land Conference Center
Facility Overview
The Sugar Land Marriott and Sugar Land Conference Center opened in October 2003 along with a 600-space parking
garage. The Marriott is a full-service property offering 300 guestrooms. The Center offers approximately 26,600
square feet of total sellable space, with approximately 15,500 square feet of contiguous space in the Sugar Land
Ballroom and 11,100 square feet of meeting space throughout 13 separate rooms.
The Marriott, Conference Center and parking garage are prominent components of Sugar Land Town Square, a 32acre pedestrian-oriented, master-developed, main-street city center and business district. In addition to the
Hotel/Conference Center, Town Square includes shops, stores, services, restaurants, sidewalk cafes, entertainment,
offices, condominiums and the brand new Sugar Land City Hall.

Year Opened:
Center Ownership:
Hotel Ownership:
Management:
Hotel Brand:
Hotel Type:
Hotel Rooms:
Convention Space:
Exhibition SF:
Ballroom SF:
Meeting SF:
Sellable SF:

2003
City
Private
Crestline Hotels
Marriott
Full-Service
300
0
15,500
11,100
26,600
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(Facility Overview cont’d)
Sugar Land Conference Center Floor Plan and Capacity Chart
Square

Ceiling

Feet

Height

Sugar Land I

726

15'

Sugar Land II

726

15'

Sugar Land III

726

15'

Sugar Land IV

726

15'

Sugar Land V

4,840

15'

Sugar Land VI

4,840

15'

First Floor

Sugar Land VII

726

15'

Sugar Land VIII

726

15'

Sugar Land IX

726

15'

Sugar Land X

726

15'

15,488

15'

Sugar Land Ballroom
Cane I

549

10'

Cane II

506

10'

Cane III

635

10'

1,804

10'

Cane
Magnolia I

641

10'

Magnolia II

616

10'

Magnolia III

641

10'

2,002

10'

Veranda Boardroom

1,052

n/a

Bluebonnet

1,100

10'

Mahogany

970

10'

Monarch

970

10'

Palm

970

10'

Azalea

1,100

10'

Pecan

1,100

10'

Magnolia
Second Floor

Total Convention Space
Exhibition Space
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0

Ballroom Space

15,500

Meeting Space

11,100

Total Sellable Space

26,600

Market Overview
The city of Sugar Land is located in Fort Bend County approximately 21
miles southwest of downtown Houston and is one of the fastest growing
communities in the State of Texas. Approximately 78,500 people reside
within the city, 494,600 reside within county limits, and more than 3.2
million people live within 25 miles of Sugar Land. There is an estimated
22,400 households within city limits, with an average residential value
of more than $262,000 per household.
Sugar Land was founded in the 19th century as an agricultural center
dedicated to cultivating cotton, corn and sugar. The railroad came to
the area in the 1850s, and in 1905, the Imperial Sugar Company was
established. Shortly thereafter, a master planned community with the
sugar refinery as the core began to grow. Sugar Land has the most
master-planned mixed-use developments in Fort Bend County, which is
reportedly home to the largest number of such developments in the
nation.

City, State:
City Population:
County Pop.
25-mi Pop.
100-mi Pop.
200-mi Pop.

Sugar Land, TX
78,500
494,600
3,221,300
6,325,000
12,631,800

Driving Distance
Houston, TX
Austin, TX
San Antonio, TX
Dallas, TX

21 miles
150 miles
180 miles
250 miles

Based on 2000 Census data, Sugar Land ranked first in population growth in the greater Houston area. The city's
population increased from approximately 24,500 in 1990 to more than 63,300 in 2000, an estimated 158 percent
increase. CNN-Money recently rated Sugar Land as the best place to live in the Southwest, and the third best place
to live in America.
Over the past ten years, more than 50 companies have relocated to or expanded their facilities in Sugar Land,
adding more than 7,000 jobs and $500 million to the regional economy. Within the southwestern Houston metro
area, Sugar Land has become a premier destination for shopping, dining and entertainment, with more than 700
venues for these activities.
Dallas

Austin
San Antonio

Houston

Sugar Land

Sugar Land
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Development
The recently completed Sugar Land Town Square is a 32-acre pedestrian-oriented, master-developed, main-street
city center and business district that includes shops, stores, services, restaurants, sidewalk cafes, entertainment,
offices, condominiums, the brand new Sugar Land City Hall and the Sugar Land Marriott and Sugar Land Conference
Center.
The City’s intention with the master development of the Town Square project was to create a downtown atmosphere
and a central business district, which features upscale shops, dining, residential space, office facilities, the Sugar
Land City Hall and other amenities providing economic, quality-of-life and other benefits to the community. The
mixed-use nature of the development and the diversity among Town Square tenants help to ensure that the
restaurant, retail and office components of the development balance each other out to continuously draw in a
diverse customer base. Sugar Land Town Square is located at the intersection of U.S. 59 and Highway 6, providing
accessibility to the greater Houston market and other state and regional markets.
Phase One and Two of Town Square
were completed in 2003 and include the
300-room full-service Marriott hotel and
conference center, a new 82,000-square
foot Sugar Land Town Square City Hall,
167 mid-rise residential condos, 200,000
square feet of office space, 200,000
square feet of retail and restaurants and
a 1.4-acre pedestrian plaza. The next
phases of development are projected to
include an additional 357,000 square feet
of Class A office space and 56,000 square
feet of retail space and is projected to be
complete by 2010. Additionally, a new
214-room Hyatt Place hotel is being
constructed adjacent to the Town Square
Development site and is scheduled to
open in early 2011.
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29

P.F. Chang’s China Bistro
Shiva Indian Restaurant
Luggage & Leather
Z Gallerie
Swoozie’s
Dessert Gallery
Sweet & Sassy
Fuzziwig’s Candy Factory
Jimmy John’s
Chipotle
JoS A. Bank
Motherhood Maternity
Ann Taylor Loft
JoAnn’s
I W Marks Jewelers
Ben & Jerry’s
Vineyard on the Square Wine Bar & Bistro
A Dog’s Life! Luxury Dog Boutique
House of Blooms (Kiosk on the Plaza)
Amegy Bank
Steve Fuqua Homes
Amici
Hemline
Learning Express Toys
Kiss Kiss
Swirll Frozen Yogurt
Escalante’s Fine Tex Mex
Sona MedSpa
Loggia.food.sports.music

Food & Drink
Food & Drink
Specialty
Specialty
Specialty
Food & Drink
Specialty
Food & Drink
Food & Drink
Food & Drink
Fashion & Shoes
Fashion & Shoes
Fashion & Shoes
Fashion & Shoes
Specialty
Food & Drink
Food & Drink
Specialty
Specialty
Other
Other
Food & Drink
Fashion & Shoes
Specialty
Fashion & Shoes
Food & Drink
Food & Drink
Health & Beauty
Food & Drink

30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
A
B
C
D
E
F
G
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Olives Martini Bar & Grille
Cigar Cigar!
Christopher’s Vintage Shave
Mi Luna
Jamba Juice
Relax the Back
Japaneiro’s Sushi Bistro & Latin Grill
An Albert Luiz Salon & Spa
Cafe Express
Baker Street Pub & Grill
Fish City Grill
The Burning Pear
Starbucks
Perry’s Steakhouse & Grille
Taisho Japanese Grill & Bar (Coming Soon)
Facelogic (Coming Soon)
Fleet Feet Sports
Bath Junkie
Eye Trends
Charming Charlie
Strasburg Children
Office (16190 City Walk)
Office (2150 Town Square Place)
Office (2277 Plaza Drive)
Office (15999 City Walk)
Office (15958 City Walk)
Office (2245 Texas Drive, Future office & retail)
Office (2185 Texas Drive, Future office & retail)

Food & Drink
Specialty
Health & Beauty
Food & Drink
Food & Drink
Specialty
Food & Drink
Health & Beauty
Food & Drink
Food & Drink
Food & Drink
Food & Drink
Food & Drink
Food & Drink
Food & Drink
Health & Beauty
Fashion & Shoes
Health & Beauty
Specialty
Fashion & Shoes
Fashion & Shoes

Funding
The land upon which the Center, hotel and parking garage were built was originally owned by Sugarland Properties
Incorporated (SPI); SPI eventually changed its name to Planned Community Developers (PCD). SPI/PCD is also
the owner and master developer of the remainder of the Town Square project property. SPI/PCD agreed to sell to
the City the land upon which the Center and a portion of the parking garage would sit for approximately $769,000
and $294,000, respectively. The land upon which the hotel would sit was sold for approximately $330,000 to
Stormont Hospitality Group, LLC (SHG) – which was eventually purchased by Noble Investment, a real estate private
equity fund manager and an integrated operating and development organization. These prices were figured at $10
per-square-foot with a generally agreed upon estimate for total square footage purchased by each respective entity.
The actual cost to develop the entire Center, hotel and parking garage project was an estimated $54.8 million, and
approximately $1.2 million under the estimated budget of $56.0 million. The City’s $19.3 million portion of the
funding was generated by $10 million in certificates of obligation, funded by a local hotel occupancy tax, $1 million
generated by a 0.25 cent sales tax targeted toward economic and community development programs and another
$8.3 million of issued debt that is to be paid back by continued collections of the aforementioned sales tax.
SHG contributed approximately $34 million to develop the Center
and adjacent hotel. PCD contributed approximately $1.5 million
to develop the parking garage and an additional $11.5 million
toward the construction of infrastructure surrounding the Center
and Hotel as part of the Town Square project (which did not
figure into the total cost of the Center, hotel and parking garage
project). This $11.5 million contribution is being repaid to PCD
as funds become available through a Tax Increment
Reinvestment Zone, established by the City.

Funding Summary
Urban Renewal

VIP's Stormont Hospitality
Bonds
($17 million) ($34.0 million)
($24.8 million)

HUD Loan
SPI/PCD
7.2 million)
($1.5 million)
Project Cost:
Public:
Private:

City’s Contribution
($19.3 million)
$54.8 million
$19.3 million (35%)
$35.5 million (65%)
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TOTAL BUDGET (as of 2/25/02)
Land and Improvements
Conference Center
Hotel
Parking Garage
Total Land and Improvements

$769,500
304,400
454,400
$1,528,300

Soft Costs
Conference Center
Hotel
Parking Garage
Total Soft Costs

$1,609,100
3,253,900
429,200
$5,292,200

General Construction
Conference Center
Hotel
Parking Garage
Total General Construction

$9,855,300
19,339,200
4,161,700
$33,356,200

FF&E
Conference Center
Hotel
Parking Garage
Total FF&E

$1,928,400
4,000,800
0
$5,929,200

Operations Costs
Conference Center
Hotel
Parking Garage
Total Operations Costs

$1,132,000
2,964,400
0
$4,096,400

Other Costs
Conference Center
Hotel
Parking Garage
Total Other Costs

$405,600
5,187,200
204,600
$5,797,400

Total Cost
Conference Center
Hotel
Parking Garage
Total Cost

$15,700,000
35,050,000
5,250,000
$56,000,000

Management and Operations
Crestline Hotels and Resorts, Inc. (Crestline) was contracted by SHG and the City to manage and operate the Center
and hotel for a term of 20 years. As compensation, Crestline will receive a base management fee of two percent
of gross hotel and conference center revenues during the first year of operations and three percent of gross hotel
and conference center revenues for each successive year. Further, Crestline will receive an incentive fee equal to
15 percent of annual operating profit; however, all routine maintenance expenses for the Center and hotel must
be paid out of gross revenues.
All additional profits from the hotel, Center and parking garage go to SHG, which rents the Center and parking
garage from the City. SHG agrees to pay all applicable state and local sales or use taxes in connection with the
lease agreement, with a minimum rent of $1 per lease year. Further, if the cumulative annual rate of return is
greater than 15 percent, SHG will pay the City 36 percent of the net cash flow and net sale proceeds in excess of
the amount of that which is necessary to generate a cumulative annual rate of return of 15 percent.
To cover capital expenditures, Crestline will establish a reserve fund for the Center and a separate account for the
hotel. The contribution to the Center’s fund will escalate from 0.25 percent of gross revenues after the first year
of operation to 1.25 percent of gross revenues annually from the 11th year through the end of the term. The hotel’s
fund will increase from a 0.75 percent contribution of gross revenues during the first year of operations to a 3.75
percent contribution from the 11th year through the end of the term.

Appendix: Hotel/Conference Center Public/Private Partnership Case Studies
Page E-54

