NOTICE OF CONVENTION AND VISITOR ADVISORY BOARD MEETING
CITY OF SOUTH PADRE ISLAND

WEDNESDAY, OCTOBER 27, 2021
9:00 AM CITY COUNCIL CHAMBERS, 2ND FLOOR
4601 PADRE BLVD, SOUTH PADRE ISLAND, TEXAS

1. Call to Order
2. Pledge of Allegiance

3 .Public Comments and Announcements
This is an opportunity for citizens to speak to the Board relating to agerda or non-agenda ilems. Speakers are reguired
to qddress the Board ai the podium and give their name before addressing their concerns. [Note: State law will not
permit the Board to discuss, debate or consider items that are not on the agenda. Citizen comments may be referred to
the Board or may be placed on the agenda of a fitnre Convention and Visitors Bureay meeting]

4. Approve Consent Agenda
4.1. Approve the meeting minutes for the September 22, 2021 regular board meeting. (Till)

4.2. Approve the Special Events Committee post-event reports for the following events.
(Romero)

* 2021 Food Truck Festival
* 2021 SPI Triathlon
* 2021 J¥ Zapata Fishing Tournament

5. Regular Agenda

5.1. Presentation of the Zimmerman Agency Momentum and Strategic plan for FY2022.
{Quinones/Rodriguez)

5.2. Presentation and discussion regarding the Director's Report. (Caurn)
1.) Executive Summary-Travel Outlook
2.) Visitors Center
3.Y ADR & Occupancy
4.) Arrivalist Report
5.) Social Media
6.) Cision Report
7.} Website Overview
8.) Marketing Campaigns
9.) Special Events

5.3. Discussion and possible action to approve the Zimmerman Agency Contract for FY

Agenda: OCTOBER 27, 2021
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2021/2022. (Caum)

5.4. Discussion and possible action to approve the funding request for the following Special
Events. (Romero)

*Run the Jailbreak in May 2022,

*Winter Outdoor Wildlife Expo (WOWE) in February 2022
*Ladies Kingfish Tournament in August 2022

*Lighted Boat Parade in December 2021

5.5. Discussion and possible action to approve the contract and fimding requests for Spartan
City Sprint & Kids Championship in February 2022, (Romero)

5.6. Discussion and update on Spartan Hurricane Heat in November 2021. ( Romero)
5.7. Discussion and possible action to approve the following in-house marketing buys.
(Rodriguez) '

*KRGV Channel 5-SPI Camera and Extended Beach Conditions Sponsorship
*CBS Channel 4 Media Buy

*Lamar Digital Biliboards- Oklahoma Renewal

*Texas Monthly Winter 2021 Campaign and Spring 2022 Campaign

5.8. Discussion and possible action to recommend that City Council delegate the Special
Events Committee as the music office liaison for the Texas Music Office in order for
South Padre Island to become a certified Music Friendly Community. (Caum)

5.9. Discussion and possible action on Spring Break 2022 for college and families. (Pinkerton)
5.10.  Discussion and action concerning the new meeting date for November 2021. (Till)
6. Adjourn

NOTE:
One or more members of the City of South Padre Island City Council and Special Fvents Committee may attend this
meeting; if so, this statement salisfies the requiremenis of the OPEN MEETINGS ACT.

DATED THIS DAY FRIDAY, OCTOBER 22, 202[

é@%%

Lineite Hernandez, CVB Administeative Assistani

I, THE UNDERSIGNED AUTHORITY, DO HEREBY CERTIFY THAT THE ABOVE NOTICE OF MEETING OF THE
CONVENTION AND VISITORS ADVISORY BOARD OF THE CITY OF SOUTH PADRE ISLAND, TEXAS IS A TRUE

Agenda: OCTOBER 27, 2021 - CONVENTION AND VISITOR ADVISORY BOARD MEETING Convention And Visitors
Advisory Board

Page 2 of 3




AND CORRECT COFY OF SAID NOTICE AND THAT I POSTED A TRUE AND CORRECT COPY OF SAID NOTICE
ON THE BULLETIN BOARD AT CITY HALL/MUNICIPAL RUILDING ON FRIDAY, OCTOBER 22, 2021 AT/OR

BEFORE 5:00PM AND REMAINED SO POSTED CONTINUOUSLY FOR AT LEAST 72 HOURS PRECEDING THE
SCHEDULED TIME OF SAID MEETING.

Linette Hernandez, CVB Administrative Assistant

THIS FACILITY IS WHEELCHAIR ACCESSIBLE, AND ACCESSIBLE PARKING SPACES ARE AVAILABLE.
REQUESTS FOR ACCOMMODATIONS OR INTERPRETIVE SERVICES MUST BE MADE 48 HOURS PRIOR TO THIS
MEETING. PLEASE CONTACT BUILDING OFFICIAL, GEORGE MARTINEZ AT (956)761-8103,

Agenda; OCTOBER 27, 2021 - CONVENTION AND VISITOR ADVISORY BOQARD MEETING Convention And Visitors
Advisory Board
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CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD
AGENDA REQUEST FORM

MEETING DATE: October 27, 2021

NAME & TITLE: Linette Hernandez, Management Assistant

DEPARTMENT: Convention and Visitors Bureau

ITEM
Approve the meeting minutes for the September 22, 2021 regular board meeting. (Till)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW

Sent to Legal: No
Approved by Legal: No

RECOMMENDATIONS/COMMENTS:

Item No. 4.1



CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD
AGENDA REQUEST FORM

MEETING DATE: October 27, 2021

NAME & TITLE: Linette Hernandez, Management Assistant

DEPARTMENT: Special Events Committee

ITEM

Approve the Special Events Committee post-event reports for the following events. (Hasbun)

*2021 Food Truck Festival
*2021 SPI Triathlon
*2021 JJ Zapata Fishing Tournament

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
02-593-8099

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal: No
Approved by Legal: No

RECOMMENDATIONS/COMMENTS:

Item No. 4.2



Item No. 5.1
CITY OF SOUTH PADRE ISLAND

CONVENTION AND VISITORS ADVISORY BOARD
AGENDA REQUEST FORM

MEETING DATE: October 27, 2021

NAME & TITLE: Linette Hernandez, Management Assistant

DEPARTMENT: Convention and Visitors Bureau

ITEM
Presentation of the Zimmerman Agency Momentum and Strategic plan for FY2022. (Quinones/Rodriguez)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW

Sent to Legal: No
Approved by Legal: No

RECOMMENDATIONS/COMMENTS:



CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD
AGENDA REQUEST FORM

MEETING DATE: October 27, 2021

NAME & TITLE: Ed Caum, CVB Director

DEPARTMENT: Convention and Visitors Bureau

ITEM

Presentation and discussion regarding the Director's Report. (Caum)
1.) Executive Summary-Travel Outlook
2.) Visitors Center

3.) ADR & Occupancy

4.) Arrivalist Report

5.) Social Media

6.) Cision Report

7.) Website Overview

8.) Marketing Campaigns

9.) Special Events

ITEM BACKGROUND
N?A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW

Sent to Legal: No
Approved by Legal: No

RECOMMENDATIONS/COMMENTS:

Item No. 5.2
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Key Findings to Know:

Normalcy continues to return, as the impact of the Delta variant wanes. In terms of resuming leisure
activities, fully 28% of Americans feel that the U.S. has a significant degree of normalcy, up from 24.7%
the week of October 4th. This puts Americans at a Spring 2021 level mindset but not quite near Summer.

Enthusiasm for travel is rebounding, just in time for the Holiday season. Strong feelings of excitement for
travel are up to 75.7% from 64.4% the week of October 4th. In addition, researching travel ideas and
making travel bookings have both increased in the past week, fueled by improving expectations for the
coronavirus situation (39.1% now feel things will get better in the next month, up from 26.9% just two
weeks ago). When asked about their travel state-of-mind, 82.0% of American travelers are “ready,” back
at early Summer levels.

September U.S. travel turned out to be better than expected. Even with the surge of the Delta
variant, 47% of Americans traveled, only slightly below the all-time high in July. Travel intent for the
remainder of of 2021 is looking strong. However, 47% of Americans now believe the U.S. economy
will worsen in the next 12 months, the highest since August 2020. Source: Skift



Executive Summary

Key Findings to Know:

Leisure and business travel expectations for the remainder of the year have increased. Compared to two
weeks ago, more Americans are planning overnight trips in the next 3 months—both for leisure (57.7%, up
from 49.3%) and business (14.7%, up from 11.8%). December appears to be the peak month for
overnight trips in the remainder of 2021 (32.4%). Leisure (47.2%) and business (12.4%) day trip
expectations for the next 3 months have also increased.

American workers are eager to take a break from the screen and get back to in-person meetings.
Amongst employed American travelers, 44.3% said they regularly use web conferences to conduct
business. Of these regular web-conference users 68.7% say they have felt the effects of “Zoom fatigue”
and 62.8% agree that they are tired of web conferencing and are eager to get back to the in-person
meeting experience.

Four in 10 travelers cite overcrowding and long lines as the top aspect of their next trip that worries
them the most, according to a new survey from Concur. Other worries include Staying up to date on

travel restrictions, unruly passengers, and costs. Two in 10 travelers noted no concerns about their
next trip. Source: Travel Pulse

Destinalion ¢ Analysts



https://va168.keap-link005.com/v2/click/200988da92b19e205d437846a38cebf1/eJyNUMtqwzAQ_BedLSt2W-P6FkIIxmkOpT0XYS-1qF5o1xYm-N-rNCW9tNDbMjM7O7NnRmClpXZgDZtlUdUsYwF65RVY2jlLsv8ii-q-vHvMmFb24xDc5Flz_m33xl_QevOwqTNGi4ckeXne7rr2dHg7tqcuSb0M6cZ_fMqyqMqbz_5p2x7Zuv5pDEbRfk7eyBoKE1waDSq1otegk34k8tgIEWPMKcgZtJ80Qt47IyxEFMr4VFvZd36lRRwlIY8uhOUHhYCcRuDGIaVBIUeQ6Gw-ktEphvQe7PD9ww6Wa5j1E8kRfR0=

Key Findings to Know: -

e Vaccination support continues to grow. This week, 77.4% of American travelers report being vaccinated
against COVID-19. Vaccinated American travelers are feeling more confident in the safety provided by
their vaccine (62.1% up from 52.3%). In addition, Americans are showing increased support for vaccine
requirements on airlines and “no fly” lists for problematic passengers. Right now, 66.5% agree that airline
passengers should be fully vaccinated or present a negative COVID-19 test (up from 60.3% two weeks
ago). Meanwhile, 66.3% of American travelers support a national “no fly” list to protect airline employees
and 49.8% say that establishing a national “no fly” list would make them more interested in traveling.
Meanwhile, 56.9% say they would support an indoor vaccine mandate in their own community.

e Speaking during the 2021 HSMAI Revenue Optimization Conference, Economics President Adam Sacks
noted recent surveys show travelers have heightened concerns as cases and hospitalizations spike due to
the delta variant, but those concerns have not translated into behavior. He also said hoteliers have done a
good job making the most of the strong summer leisure demand. "That concern and the effect of the delta
variant, at least in terms of the high frequency data, is not leaving a mark, at least not yet," he said. "In
terms of rates, | think the most extraordinary thing about this from a revenue optimization standpoint is how
sectnaton 10 INAustry held rate even in the midst of incredible demand volatility.” Source:Hotel News Now 11
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Visitors Center Reports

Monthly Walk-in Report 5 Year History
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Jan
2017
10,000 2018
2019
2020
7,500
| 2021
5,000
2,500 h
; T (11
Walk-ins Jan Feb Mar May Jun Jul Aug Sep Oct Nov Dec Total Trend
2016 7.475 10,195 5,603 3.409 2,958 3.470 5,102 3,502 2,193 2,596 2,564 2,975 52,042 /\_/\___
2017 8,214 8,379 4,511 2,778 2,685 3,597 4,288 2,299 1.357 2,118 2,585 3.509 46,320 _\—/\/
2018 7,318 8.838 6,244 2918 2,186 2,323 2819 2,657 1,689 1,803 1,800 3,572 44,167 /\,__,
2019 6,624 7.805 6,624 2,044 1,969 2,470 2,948 1.580 1,038 1,266 1,545 3.422 39,335 /\\_,\_/
2020 7.041 5,392 1,032 714 152 776 714 797 688 1,078 888 1,501 20,773 \,__,
2021 3,029 2,322 1,964 1,237 1,396 1,506 1,563 1,129 883 15,029 \/\




Visitors Center Reports

Monthly Calls Report 5 Year History

?
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Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
1250 m 201
2017
1000 s
w2019
2020
750 u
B 2021
500
0 I“ll—h—“—u h—“
Phone Calls Apr May Jun Jul Aug Sep Oct Nov Dec Total Trend
2016 422 540 585 563 510 507 549 442 486 427 315 361 s707 7 ML
2017 537 456 479 362 388 612 528 447 376 396 318 311 5210 \—\/\x
2018 378 381 409 250 283 361 326 375 434 227 170 178 3772 _’\/\/\
2019 283 276 283 243 384 445 283 377 258 219 173 141 3345 "“/\/\
2020 147 168 19 0 131 801 1030 758 461 274 124 205 4218 _\,/\,
2021 183 195 241 254 296 371 342 229 198 _//\
Total 1767 1821 1875 1418 1696 2726 2716 2399 2015 1543 1100 1196 22272 —\/\




Visitors Center Performance

e
on Google for September 2021 W

?!SLAND
South Padre Island Visitor Center

48,977 PEOPLE FOUND YOU ON GOOGLE

178 108

asked for directions
# -39% FROM AUGUST 2021

83 ‘- Stand out to customers with a
called you post about your business.

* -37% FROM AUGUST 2021 CREATEAPOST

visited your website
+ -33% FROM AUGUST 2021

WHAT CUSTOMERS ARE SAYING ABOUT YOU

Congrats, South Padre Island Visitor Center has a 4.5 star rating
on Google

L. 0.0 .6 6
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2021 Events Scheduled

October Events

e SPI Triathlon
o  Sept. 26, 2021 @ Parrot Eyes
o  Over 250 participants
e 33rd Annual Sandcastle Days
o Sept. 29 - Oct. 3, 2021@ Clayton’s Beach Bar
o Bad weather the initial start date
e CAF Airshow!
o Oct. 1, 2021 @ The Greens
o Bad weather, had to postpone for a Saturday evening
event
e Ride for Rotary
o Oct. 3, 2021 @ Across the Causeway/Longboard

e Walk for Women
o Oct. 10, 2021 @ Convention Centre/Louie’s Backyard

e Elite Redfish Tournament
o Oct. 23, 2021 @ Lobo Del Mar

Upcoming Events

e SPI| Muzicians Run

o Scheduled Nov. 6, 2021

o Beach Park at Isla Blanca
e SP|Beach 13.1

o  Scheduled Nov. 12-14, 2021

o Hilton Garden Inn & Clayton’s Beach Bar
e Lighted Boat Parade

o Scheduled Dec. 4, 2021 (tentative)
o  Entertainment District




KEY DATA & STR REPORT
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Occupancy STR vs. KeyData
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ADR - Hotel vs. VRM W (STR vs. KeyData)
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ADR - Hotel vs. VRM
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ADR - Hotel vs. VRM
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(STR Report)

Occupancy

ADR

RevPar

Year To Date Running 12 Months
2019 2020 2021 2019 2020 2021
1.9 62.6 70.2 65.3 59.4 855
67.9 71.8 B2.6 §2.2 65.3 594
5.9 -12.9 12.2 4.9 8.1 10.3
Year To Date Running 12 Menths
2019 2020 2021 2019 2020 2021
117.85 101.71 140.47 111.58 98.07 129.71
118.51 117.85 101.71 112.05 111.58 98.07
0.6 -13.7 38.1 0.4 -12.1 32.3
Year To Date Running 12 Meonths
2019 2020 2021 2019 2020 2021
84.74 B3.659 96.68 T2.84 58.22 8482
B0.44 8474 63.69 69.75 72.84 58.22
5.4 24.8 54.9 4.4 -20.1 45.9







SPI Visitation September
2021

?ISLAND

South Padre Island Visitation Dashboard 202 : @ aw
Total est. US Adult Trips Average Nights Average Distance Traveled
1.787.610 1.6 211.7 Miles
Top Origin Markets (DMAs) Trips by Month Trips by Origin States
DMA Trips SharaofT.  PverageUnique Nights
Harlingen/Weslaco/Brownsville/Mc.. 1,115,337  62.4% 08
San Antonio 130,832 7.3% 25
Dallag/Fort Worth 102.509 5.7% 16
Houston a7.798 5.5% 28 — 13.1%
AustinTx 88,783 5.0% 27 10.2%
Laredo 45,835 2.6% 2.0
Waco,/Temple/Bryan 18,896 1.1% 3.3
Corpus Christi 16,700 0.9% 2.0
Minneapolis/Saint Paul 12,001 07% 54 o I
Oklahoma City 10,757 0.6% 38 - -
Null 10,515 0.6% 0.6
Tulsa 6,628 0.4% an Jan Feb Mar Apr Rug Sep Oct
Trips by Day of Week Trips by Length of Stay Trips by Avg. Distance Traveled (Miles)
— =
100-250 Miles

250-500 Miles 23.4%

+ 500 Miles B.4%




ISLAND

SPI POI September 2021 %
D

P Bl — T} A ANy =5 Aﬂ'ivanst
South Padre Island POl Dashboard ECNN = LIl CE ] | (C7 M (7 R (7 — @
Total est. US adult Trips to POI Average Nights Average Distance Traveled
1.671.929 2.6 348.8 Miles
Trips by POI Trips by Month Top Origin Markets(DMA)
Point of Interest Trips T Share of Avg. Time in POI (Hours) —— DMA Trips T shareof Average Unique Nights &
Trips " Trips

Entertainment District 385,245 23.0% 2.7 19.1% Harlingen/Weslaco/Brownsyille/M.. 674,176 40.3% 10

Isla Blanca Park 211,865 12.7% 83 Dallas/Fort Worth 166,676 10.0% 40

Port Isabel Lighthouse Square 101,771 6.1% 14 San Antonio 156,248 9,3% 28

Sea Turtle Inc. 95,271 5.7% 10 p— 133% Houston 137,104 8.2% 31

Clayton's Bar & Grill 74,522 45% 24 ; Austin-Tx 98,086 5.9% 3.1

Bay Fishing 69,184 41% 31 102%  10.2% Laredo 53,963 32% 22

Schlitterbahn Waterpark 66,062 4.0% 38 - Minneapolis/Saint Paul 32,767 2.0% 56

Pearl South Padre Resort 58,713 35% 237 Waco/Temple/Bryan 26,809 1.6% 37

The Jetties 41,373 2.5% 14 Corpus Christi 19,557 1.2% 2.2

Valley International Airport 40,818 24% 21 30%  26% Oklahoma City 18,746 1.19% 44

Hilton Garden Inn 38,570 2.3% 279 - - 0.2% Kansas City 12,069 0.7% 5.2

Isla Grand Beach Resort 34,820 21% 346 N Rl W sk Nl N ol Kig  we 06 Tyler/Longview/Lufkin/Nacogdoch.. 11,352 0.7% 37

Trips by Day of Week Trips by Length of Stay Trips by Avg. Distance(miles)

100-250 Miles - 86%
2-Nights




Airport to POl September

2021
Prer’

South Padre Island POI Dashboard £ - ransportatio 2 [ (T — @ Qriivanet
Total est. US adult Trips to POI Average Nights Average Distance Traveled
62.723 4.9 1.082 Miles
Trips by POI Trips by Month Top Origin Markets(DMA)
Point of interest Trips T Shareof Avg. Time in POI (Hours) ) DMA Trips ¥ shareof Average Unique Nights T
Trips . - Trips
Valley International Airport 40,818 65.1% 2.1 Minneapolis/Saint Paul 8,746 13,906 54
Brownsville/SPl International Ajr.. 19,337 30.8% 20 Dallas/Fort Worth 6972 11.1% 37
McAllen International Airport 2,568 4.1% 16 Denver 2618 4. 7% 53
Houston 2,362 3.8% 32
Chicago 2,325 3% 51
i A s T Detroit 2,074 3.3% 6.5
. Kansas City 1,798 2.9% 50
Sacramento/Stockton/Modesto 1,453 2.3% 6.4
Saint Louis 1313 21% 47
Grand Rapids/Kalamazoo/Battle C.. 1.237 2.0% 68
Indianapolis 1.088 1.7% 55
Jan Feb Mar Apr May Jun Jul Milwaukee 1,033 1.6% 53
Trips by Day of Week Trips by Length of Stay Trips by Avg. Distance(miles)

. s s
vty I -5+
Tuesday 99%
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Travel Trends

2020 vs 2021
o Lol

Years to Compare
2021 Daily Travel Index: -8.0% @ 2020 Daily Travel Index: -5.6% @ Index Change: -2.4% @ _
2021, 2020 v
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Origin Markets

September 2021
. o

i 1 A . ¢ Dates
‘ . | 09/01/2021 - 09/30/2021 v |

Top Origins

[ United States of America v ]
Mcallen, Tx 504
Origin Region
All selected v MiSSion, TX 495
78 Day of Arrival
1 P — » Edinburg, Tx 448
Tl s e e - ] Source ;
b LR T ) 1 San Antonio, Tx 332
. e All selected v
% S S Medium Weslaco, Tx 224
e ' Al selected v
: Pharr, Tx 218
Campaign
u — v Houston, Tx 126
‘ Legend
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ORGANIC SOCIAL MEDIA
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Facebook Top Posts

By Lifetime Engagements

€) south Padre Island Tropical Travel
Fri 9/17/2021 8:42 am PDT

The jetties are a hidden treasure at the southern point of
South Padre Island T If you are looking for a peaceful
and relaxing spot this is it. Bring your family and fis!

~
.2

ISLAND

€) South Padre Island Tropical Travel
Thu 10/14/2021 1:31 pm PDT

Need an idea to cruise around the Laguna Madre Bay in
style? = Join us on a boat ride with SP| Water Rentals
#SoPadre

€) South Padre Island Tropical Travel
Thu 9/30/2021 2:18 pm PDT

10 Masters of Sand are currently working on their
masterpiece = If you ever wanted to learn from the best,
this is your chance! Activities, including sandcastle

Total Engagements 3,224 Total Engagements 2,415 Total Engagements 2,081
Reactions 840 Reactions 439 Reactions 350
Comments 129 Comments 101 Comments 52
Shares 76 Shares 18 Shares 42
Post Link Clicks 1 1 Post Link Clicks 1
Ott 2,178 1,856 1,636

@ @

sproutsocial




Facebook Video

Performance

?ISLAND

Video Performance
View your aggregate video performance during the reporting period.

View Metrics

90,356

Total Views

Organic Full

3,302

24,582

Paid Full

6,067

Paid Partial

ALl LY

Viewing Breakdown

Organic Views

31%

Paid Views

Auto Plays

87%

sproutsocial




Instagram Audience

Growth

?!SLAND

Audience Growth
See how your audience grew during the reporting period.

Net Follower Growth Breakdown, by Day

40
30
20

10

-10

-20

-30
16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 1 2 3 4 5 6 7 8 9 10 1 12 13 14 16
SEP ocCT

@ rollowers Gained @ Followers Lost

Audience Metrics Totals % Change -
20.5%

Followers 44,339 _
sproutsocial




Instagram Top Posts

ISLAND

visitsouthpadreisland visitsouthpadreisland visitsouthpadreisland

Mon 9/27/2021 2:53 pm PDT Sat 9/18/2021 11:55 am PDT Wed 10/6/2021 4:10 pm PDT
Happy #WorldTourismDay! Whether you visit from near or What's your go-to drink on South Padre Island? If you did not get a chance to attend this year's Sand
far, Texas' only tropical Island is always waiting for you® @driftwood_spi has plenty of options ¥ If you are Castle Days i You can still go see the sandcastles at
Let us know where you visit us from! #SoPadre undecided, try one of their flavored margaritas. In th: Clayton's while they still stand. Here is one of this ye

Total Engagements 1,203 Total Engagements 932 Total Engagements 870
Likes 1,146 Likes 899 Likes 850
Comments 25 Comments 14 Comments 13
Saves 32 Saves 19 Saves 7

@ @

sproutsocial




CISION REPORT
CISION




Cision Monthly Report
August 2021

ISLAND

3.2K

Total Mentions Reach -
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Cision Report August 2021 W

ISLAND

e Top Stories (Headlines) e Top Locations by Country

® Thousands demanding refunds after South Padre Island music festival

falls flat e United States 3,095
® This is what you're missing at America's lesser-visited places e Canada _ 6
® Coasts with the most: America's beautiful seaside drives e Puerto Rico 2
® Tropical Storm Nicholas to bring heavy rain, flash flooding to parts of Gulf

Coast

® America's most epic spots to stay in your RV

Share of Coverage by Media Type

Share of Coverage by Media Type
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Website Analytics

2021 vs 2019
o Lol

Sep 15,2021 - Oct 15, 2021
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3. M United States Austin TX .
sop 15201t 18,20 e Top Metro Leaders include:
Sep 15,2019 - Oct 15, 2079 . 1349015 77%) 1 Da."aS'Fort Worth
4 :':h':;smu Harlingen-Weslaco-Brownsville-Moallen TX o 2 HOUSton’ Tean
Sep 15,2021 - Oct 15, 2021 B,402 (170w 3. AUStin, TX
B 14,201 -014.2079 | ey 4. Harlingen-Weslaco-Brownsville-
5. :a:::dStm San Antorsa TX =t MCA"en TX
TR PR 5. San Antonio
Sep 15,2019 Oct 15,2019 . 4,883 501
= _ e Other Metros in Top 10
Sep 15,2021 - Oet 15,2021 4,179 237%) . WaShIngton DC
Sep 15 2019-0ct 15,2019 | 2,27 (208w . United Kingdom
‘% Change 84.02%
7. W8 Unitad States mmgou_ . TuISa’ OK
Sep 15,2021 - Oct 15, 2021 | 2,694 (282 . Denver’ CO
Sep15,2019-0ct 15,2019 2,097 (244%)
% Change 2B.84%
8. B United States Minneapolis-St. Paul MN |
Sep 15,2021 - Oct 15,2021 1,771 (1asw)

Google Analytics

‘Bep 15,2019 - Oct 15,2019 1,700 (1.99%)




Website Analytics

2021 vs 2020
o Lol
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2021 vs 2020
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2021 compared to 2020, there
has been growth to the site
from all markets, except

San Antonio.

Top Metro Leaders include:
1.

2.
3.
4

5.

Dallas-Fort Worth

Houston, Texas

Austin, TX
Harlingen-Weslaco-Brownsville-
McAllen TX

San Antonio

Other Metros in Top 10

Washington DC
United Kingdom
Tulsa, OK
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Activit

Stats @ e~ Top Pages @ Month «
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http://drive.google.com/file/d/1RtEiuMcY3-wrcihLG8Kxo_NT38amxVZG/view
http://drive.google.com/file/d/1RtEiuMcY3-wrcihLG8Kxo_NT38amxVZG/view

Spring Break

Banner Ads

WELCOME TO

*»SPRING BREAK ISLAND#

WELECOME 7,

;3?“\“5 BH[AK

A ISLAND K

SPRING
BREAK

PISLAND®

Social Ads
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Spring Break

Social Ads

Instagram

visitsouthpadreisland
Sponsored

Learn More

Qv . H

visitsouthpadreisiand Don't miss Spring Break on South
Padre! When you ask your parents to go, remind them
of all the enriching activities! &

ISLAND

visitsou
Spo

Don't miss Spring Break on South
Padre! Ask your parents about... more

Instagram

visitsouthpadreisland
Sponsored

Learn More >

Qv H

visitsouthpadreisiand Spring Break on South Padre is
fun, therapeutic, and culturally enriching & Ask your
parents today about attending!




Gl

Spring Break

@ South Padre Island Tropical Travel
Sponsored (demo) - & Spring Break on South Padre is fun, therapeutic, and culturally enriching &2 Ask
your parents today about attending!

South Padre Island Tropical Travel
Sponsored (demo) - &

Don't miss Spring Break on South Padre! When you ask your parents to go, remind
them of all the enriching activities! &

South Padre Island Tropical Travel
Sponsored (demo) - £

Spring Break on South Padre is fun, therapeutic, and culturally enriching ¢z Ask
your parents today about attending!

Building Peer
Relationships Learn More Mug

o Like (D comment nent @ Share

Spring Break on South Padre is fun,
therapeutic, and culturally enriching @
Ask your parents today about attending!

A
SOPADRE.COM Learn More
Spring Break Island Lo More
(& )
oY Like (D Comment /> Share -

Social Ads




Spring Break

Social Ads

* For You




Spring Break

Social Ads

2:424

| Visit South Padre Island

Thingsdp say to your parents
about §9ring Break Island.
|

o B

ISLAND

(,‘ 2:429

Visit South Padre Islanc

#SpringBreakisland

Plan your epic spring break at
sopadre.com/springbreak

(, 2:429
Visit South Padre Island




CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD
AGENDA REQUEST FORM

MEETING DATE: October 27, 2021

NAME & TITLE: Linette Hernandez, Management Assistant

DEPARTMENT: Convention and Visitors Bureau

ITEM
Discussion and possible action to approve the Zimmerman Agency Contract for FY 2021/2022. (Caum)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
02-594-0530
02-594-0531

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW

Sent to Legal: Yes
Approved by Legal: Yes

RECOMMENDATIONS/COMMENTS:

Item No. 5.3
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Z'MMERMAN

October 6, 2021

Mr. Randy Smith

City Manager

City of South Padre Island

4601 Padre Boulevard

South Padre Island, Texas 78597

Dear Randy:

This Letter of Agreement (the “Agreement”) sets forth the terms and conditions between the City
of South Padre Island (hereinafter referred to as the "Client”) and The Zimmerman Agency, LLC
(hereinafter referred to as the "Agency”) and outlines the services and compensation to which
the parties have agreed.

1. Appointment

Client appoints Agency as Client's marketing communications firm in connection with the
products and/or services of Client described in Schedule 1, attached hereto, for a term
("Term"} as hereinafter provided.

2. Scope of Services

Agency will provide Client with the marketing communication services {the “Services”)
provided in Schedule 1, attached hereto. Should Client or the City of South Padre Island
request Agency to alter the Services or perform additional services beyond what is
provided in Schedule 1, Agency and Client will negotiate in good faith with respect to the
terms, conditions, and compensation for such additional services. Any agreement for
additional services between the sither the Client or the City of South Padre Island will be
agreed in writing in a format similar to Schedule 1 and considered an addendum to this
Agreement. Schedule 1 and any subsequent addendums will collectively be referred to as
Schedule 1.

3. Ownership

All trademarks, service marks, slogans, artwork, written materials, drawings, photographs,
graphic materials, film, music, transcriptions, or other materials that are subject to
copyright, irademark, patent, or similar protection (collectively, the “Work Product’)
produced by Agency pursuant to Schedule 1 are the property of the Client provided: (1)
such Work Product is accepted in writing by the Client; (2) Client pays all fees and costs
associated with creating and, where applicable, producing such Work Product. Work
Product that does not meet the two foregoing conditions shall remain Agency's property.
Further excluded from Work Product and remaining Agency's property shall be (i) ali
materials owned by or licensed to Agency prior to, or independent from, the performance
of Services undar this Agreement, (i) all generic or proprietary information, ideas,
methodologies, software, applications, processes or procedures used or developed by the

1821 Miccosukee Commons, Tallahassee, Florida 32308
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Agency in the general conduct of its business, and (iii} all materials not created specifically
for Client hereunder, (iv) all ideas or concepts presented to and rejected by Client.

Notwithstanding the foregoing, it is understood that Agency may, on occasion, license
materials from third parties for inclusion in Work Product. In such circumstances,
ownership of such licensed materials remains with the licensor at the conclusion of the
term of the license. In such instances, Client agrees that it remains bound by the terms of
such licenses. Agency will keep Client informed of any such limitations.

4. Term

The initial term of the Agreement shall be one (1) year commencing on October 6, 2021.
Upon the expiration of the original term, this Agreement shall be automatically renewed for
up to two additional one (1) year periods unless either party gives the other party written
notice of its intent not to continue the relationship at least ninety (90) days prior to the
renewal date. During any renewal term of the Agreement, the provisions set forth in this
Agreement shall remain in effect. Prior to the renewal of the Agreement, Client and
Agency shall review the compensation, and upen the agreement of both parties may make
adjustments based on budget, scope-of-services and manpower requirements.

This agreement may be terminated by either party in the event of any material breach of
the terms and conditions of any of the terms and conditions of this Agreement by the other
party which breach continues in effect after the breaching party has been provided with
written notice via certified mail of breach and ninety (90) days to cure such breach and
fails to cure such breach. As used herein, “material breach” shall mean a failure by a party
to this Agreement to perform any of its obligations, the effect of which would substantially
impair the value of this agreement to the other party.

In the event of early termination, Client shall pay Agency for all Services performed
(including payment of any monthly retainer set forth in Schedule 1} through the effective
date of termination, as well as any non-cancellable third-party costs or expenses incurred
by Agency.

During the Notice Period, each party’s rights, duties, and responsibilities shall continue.
Upon termination and Client's payment of all obligations, Agency will transfer and/or
assign to Client: (1) all Work Product in Agency's possession or control belonging to
Client, subject to any rights of third parties or Agency; and (2} all contracts with third
parties, including advertising media or others, upon being duly raleased by Client and any
such third party from any further obligations.

5. Force Majeurs
No party shail be liable to the other, or held in breach of this Agreement if prevented,
hindered or delayed in the performance of observance of any provision contained herein
by reason of act of God, epidemics, terrorism or other similar causes. Performance times

under this Agreement shall be extanded for a period of time equivalent to the time lost
because of any delay that is excusable under this Section.

6. Compensation and Billing Procedure

1821 Miccosukee Commons, Tallahassee, Florida 32308
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Agency will be compensated and Client will be billed as provided in Schedule 1, attached
hereto. All Agency invoices are net and due within 30 days of date of invoice. Any Agency
invoice not paid within 30 days of receipt shall accrue interest at a rate of 1.5% per month
from the due date on the unpaid balance.

The Agency may require Client to advance certain agreed upon third-party fees, costs or
expenses associated with the Services, including but not limited to production or media
costs. In the avent Agency elects to enforce this right and provides Clisnt with notice
thereof, the Agency will not be abligated to advance such expenses or be in breach of this
Agreement for failing to perform Services which are contingent upon or related to the
advancement of such monies.

Further, Agency reserves the right, in case 1} credit insurers decline coverage, or revise or
withdraw coverage on Client, or 2} Client's credit rating {through Euler Hermes or other
source) adversely changes, to change the requirements (but not the amount} as to terms
of payment under this Agreement (including the right to require payment in advance) for
the Agency's fee and third party costs.

7. Approvals

Agency agrees that Client shall have the right to approve of any and all material or content
created or developed by the Agency on behalf of the Client before publishing or
distribution by Agency. in the event that Client makes any correction or change in copy or
other materials submitted to it by Agency, Agency shall have the right to approve said
changes prior to publication or distribution.

8. Confidentiality and Safeguard of Property

Client and Agency respectively agree to keep in confidence, and not to disclose or use for
its own respective benefit or for the benefit of any third party (except as may be required
for the performance of services under this Agreement or as may be required by law), any
information, documents, or materials that are reasonably considered confidential regarding
each other's products, business, customers, clients, suppliers or mathads of operation;
provided, however, that such obligation of confidentiality will not extend to anything in the
public domain, information that was in the possession of either party prior to disclosure,
information that becomes available to either party on a non-confidential basis from a
source other than the disclosing party, or information that is developed or discovered by a
party independent of its receipt from the disclosing party. Agency and Client will take
reasonable precautions to safeguard property of the other entrusted to it, butin the
absence of negligence or willful disregard, neither Agency nor Client will be responsible for
any loss or damage resulting from a breach of this Section 7.

9. Indemnities

Agency agrees fo indemnify and hold Client harmless with respect to any damages, claims
or actions by third parties against Client to the extent such claims are the result of
Agency’s material breach of this Agreement, or Services that are libelous, slanderous,
plagiaristic, an invasion of privacy, or infringing of a third party’s copyright or trade secret,
except where any such claim or action arises out of material supplied by Client.

Client agrees o indemnify and hold Agency harmless with respect o any damages, claims
or actions by third parties against Agency to the extent arising out of materials furnished

1821 Miccosukee Commons, Tallahassee, Florida 32308
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by Client (including any products or services manufactured and/or sokd by Client), or
Client's modification or use of the Services contrary to the agreed upon terms, or Client's
breach of this Agreement. For purposes of clarity, information or data obtained by Agency
from Client to substantiate claims made in advertising shall constitute materials furnished
by Client. Client further agrees to indemnify and hold Agency harmless with respect to
risks which the Agency has brought to Client's attention in writing where the Client has
elected to proceed, and any third-party Investigation of the acts or practices of Client to
which the Agency is not a named party, including compliance with any third party
subpoena or discovery request.

10. Commitmentis to Third Parties

Agency is authorized to act as agent for Client in purchasing the materials and services
required to produce the Services hereunder. As Agency is acting as an agent fora
disclosed principal, all such goods and services will be purchased under the principle of
sequential liability, where Agency will be held liable for payments to third parties only 1o
the extent Agency has been paid by Client for such purchases. For amounts owing but not
paid to Agency, Client agrees that it will be held solely liable.

Purchases from third parties on Client’s behalf will be subject to Client’s prior approval.
Client reserves the right to cancel any such authorization, whereupon Agency will take
reasonably appropriate steps to affect such cancellation, provided that Client will
indemnify and hold Agency harmless with respect o any costs or damages incurred by
Agency as a result of such cancellation.

If at any time Agency obtains a discount or rebate from any supplier as a result of
Agency's provision of Services to Client and Client’s timely payment to Agency, Agency
will pass through such discount or rebate to Client.

Agency shall use best efforts to prevent loss to Client through the failure of suppliers to
propery execute their commitments, but Agency shall not be held responsible or liable for
any such failures.

11. Limitation of Liability

IN NO EVENT IS EITHER PARTY LIABLE TO THE OTHER PARTY FOR ANY
CONSEQUENTIAL OR INCIDENTAL DAMAGES, HOWEVER CAUSED, BASED ON ANY
THEORY OR LIABILITY. FURTHER, IN NO EVENT SHALL EITHER PARTY'S LIABILITY
ARISING QUT OF THIS AGREEMENT EXCEED THE AMOUNT OF FEES PAID TO
AGENCY PURSUANT TO THIS AGREEMENT DURING THE 12-MONTH PERIOD
PRECEDING THE OCCURRENCE OF THE ACTION OR INACTION GIVING RISE TO THE
CLAIM AT ISSUE.

12. Amendments
Any amendments to this Agreement must be in writing and signed by Agency and Client.

13. Govemning Law

This Agreement shall be interpreted in accordance with the laws of the State of Florida
without regard to its principles of conflicts of laws. Jurisdiction and venue shall be solely
within the State of Florida.

1821 Miccosukee Commons, Tallahassee, Florida 32308
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IN WITNESS WHEREOF, Agency and Client have executed this Agreement.

The Zimmemman Agenpy, LLC

Title: President

City of South Padre Island Convention & Visitors Bureau

By:

Name: Randy Smith

Title: City Manager
Data:

1821 Miccosukee Commons, Tallahassee, Fiorida 32308
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CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD
AGENDA REQUEST FORM

MEETING DATE: October 27, 2021
NAME & TITLE: Linette Hernandez, Management Assistant
DEPARTMENT: Special Events Committee

ITEM
Discussion and possible action to approve the funding request for the following Special Events. (Romero)

*Run the Jailbreak in May 2022.

*Winter Outdoor Wildlife Expo (WOWE) in February 2022
*Ladies Kingfish Tournament in August 2022

*Lighted Boat Parade in December 2021

ITEM BACKGROUND

Run the Jailbreak: Requesting $25,000 for 2022

Winter Outdoor Wildlife Expo (WOWE): Requesting $5,000 for 2022
Ladies Kingfish Tournament: Requesting $5,000 for 2022

Lighted Boat Parade in December: Requested $7,000 for 2021

BUDGET/FINANCIAL SUMMARY
02-593-8099

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW

Sent to Legal: No
Approved by Legal: No

RECOMMENDATIONS/COMMENTS:

Item No. 5.4
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APPLICATION FOR INITIAL FUNDING

TolarsDate: 10/11/21

ORGANIZATON INFORMATION

Jailbreak Race Events
Name of Organization:

Kiddenses 15080 fm 156

] Justin, TX, 76247
City, State, Zip:

Tim Scrivner Tim@RunSPl.com
Contact Name: Contact Email:

940-453-6231
Contact Office PhoneNumber;

940-453-6231
Contact Cell PhoneNumber:

) RunTheJailbreak.com
Website Address for Event orSponsoring Entity:

for-profit 27-2634042
Non-Profit or For-Profit status: Tax ID #:

. Feb 2010
Entity’s CreationDate:

Fé'ﬁ'go“lfr%fd'é' ‘Eﬁﬁggfggffvﬂy through fun and creative events

EVENT INFORMATION

Jailbreak SPI
Name of Event:

05/07/2022
Date(s) of Event:

Andy Bowie Park to Beach Access #5
Primary Location of Event:

$25,000

Amount Requested:

R Sotrsa Tun on the beath
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How will the hotel tax funds be used: (please attach a list of the hotel tax funded expenditures?
adverusing, marketing, 10aging and transporaton

Percentage of Hotel Tax Support of Related Costs

W% Percentage of Total Event Costs Covered by Hotel Occupancy Tax

Percentage of Total Annual Facility Costs Covered by Hotel Occupancy Tax for the Funded Event

Percentage of Annual Staff Costs Covered by Hotel Occupancy Tax for the Funded Event

If staff costs are covered, estimate percentage of time staff spends annually on the funded event(s)

compared toother activities %

Are you asking for any cost reductions for city facility rentals or city services, and if so, please quantify and
explain:

no

Which Category or Categories Apply to Funding Request & Amount Requested Under Each Category:

a) Convention Center or Visitor Information Center: construction, improvement, equipping, repairing,
operation, and maintenance of convention center facilities or visitor information centers, or both.
Amount requested under this category:$

b) Registration of Convention Delegates: furnishing of facilities, personnel, and materials for the
registration of convention delegates or registrants. Amount requested under this category:$

) Advertising, Solicitations, Promotional programs to attract tourists and convention delegates or
registrants to the municipality or its vicinity. Amount requested under this category: $

d) Promotion of the Arts that Directly Enhance Tourism and the Hotel & Convention Industry: the
encouragement, promotion, improvement, and application of the arts that can be shown to have some
direct impact on tourism and the hotel/convention industry. The impact may be that the art facility or
event can show hotel nights that are booked due to their events or that guest at hotels attend the arts
event. Eligible forms of art include instrumental and vocal music, dance, drama, folk art, creative writing,
architecture, design and allied fields, painting, sculpture photography, graphic and craft arts, motion
picture, radio, television, tape and sound recording, and other arts related to the presentation,
performance, execution, and exhibition of these major art forms: $

e) Historical restoration and preservation projects or activities or advertising and conducting
solicitation and promotional programs to encourage tourists and convention delegates to visit
preserved historic sites or museums. Amount requested under this category: $

f) Expensesincluding promotional expenses, directly related to a sporting event in which the
majority of participants are tourists. The event must substantially increase economic activity at
hotels within the city or its vicinity. Amount requested under this category: $ 25,
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6K+

How many attendees are expected to come to the sporting related event?

70%

How many of the attendees are expected to be from more than 75 miles away?
Quantify how the sporting related event will substantially increase economic activity at hotels within the city
or its vicinity?

Thousands of runners, along with their friends and family, have made a tradition of

spending Jailbreak weekend on SPI.

g) Funding transportation systems for transporting tourists from hotels to and near the city to any of the
following destinations: 1) the commercial center of the city; 2) a convention center in the city; 3) other
hotels in or near the city; and &) tourist attractions in or near the city. Please note that the ridership of any
such transportation must be primarily tourists to qualify for hotel tax funding. Amount requested under this
category: $

What sites or attractions will tourists be taken to by this transportation?

Will members of the general public (non-tourists) be riding on this transportation?

What percentage of the ridership will be local citizens?

h) Signage directing tourists to sights and attractions that are visited frequently by hotel guests in the
municipality. Amount requested under this category:s

What tourist attractions will be the subject of the signs?

QUESTIONS FOR ALL FUNDING REQUEST CATEGORIES
9 (missed '20, covid)

How many years have you held this Event?

Expected Attendance: Bk+

0,
How many people attending the Event will use South Padre Island lodging establishments? 47%

1.6

How many nights do you anticipate the majority of the tourists will stay?

Will you reserve a room block for this Event at an area hotel(s)? m

Where and how many rooms will be blocked?
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List other years (over the last three years) that you have hosted your Event or Project with amount of
assistance given from HOT and the number of hotel rooms used:

MonthfYear Held Assistance Amount Number of Hotel Rooms Used
05/2021 $25,000 700
OS/2079 $30, 00U TOUU+
QUoIZ078 B30, 000 TOUU+

How will you measure the impact of your event on area hotel activity (e.g.; room block usage
information, survey of hoteliers, etc,)?
&fﬁ code surveys and mp'cod’es

Please list other organization, government entities, and grants that have offered financial support to your
project

, Yes $30-$55

If so, what is the cost per person?
yes

Will the event charge admission

Do you anticipate a net profit from the event?

If thereis a net p what is the anticipated amount and how will it be used?
est $20,000, it will be used 1o Tacilitate year-round operations

All marketing and promotions will be coordinated through the CVA's agency, unless exempted from this
requirement by the Executive Director, in which case all creative must be pre-approved by the Executive

Director (or designee) and payments will be on a reimbursement basis. Please list all promotion efforts your

organization is planning and the amount estimated for each media outlet:

* Newspaper: $
*  Radio: gORON
+ TV $
*  Website, Social Media: s 12K-T9K
*  OtherPaid Advertising: s

57

Anticipated Number of Press Releases to Media:

Anticipated Number Direct Emails to out-of-town recipients: 15-20

OtherPromotions:

Alink to the CVB must be included on your promotional handouts and in your website forbooking
hotel nights during this event. Are you ableto comply? es DNo

We Wil BrSmote SRYIAING Negotated by Tha G tract ovemight stays?

{If we have a tour operator, we will require them to use that service.]
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What other marketing initiatives are you planning to promote hotel and convention activity for this
event?

e encourage participants to come Friday for packet pickup and to stay till Sunday for
the Tull 'Jailbreak Weekend™ experience.

Who is your target audience? malefflemale 25-45

What hi i rketing to?
RGV. Coattal Bana. San Antonio Austin, Houston, DFW

If the funding requested is related to a permanent facility (e.g. museum, visitor center):

¢  Expected Visitation by Tourists Monthly/Annually:

*  Percentage of those who visit the facility who indicate they are staying at area hotels/lodging
facilities: % (use a visitor log that asks them to check a box if they are staying at an area
lodging facility)

What amount of event insurance do you have for your event and who is the carrier:
$1miifs2mil RHCA

[Insert South Padre Island Minimum Event insurance Coverage Minimums and duty to list South Padre
Island as an additionally insured]

Any marketing for the event must be consistent with the brand image for South Padre Island and all
such marketing pieces that are funded with hotel tax must be coordinated and developed by the South

Padre Island CVB marketing agency. Are you able to comply?

es D No

Where appropriate, the CVB will require access to event participant database information that will show
zip code data to measure likely impact from the funded event.

Submit to complete applications to:

Marisa Amaya

Event Development Manager

CJO City of South Padre Island Convention and Visitors Bureau
7355 Padre Blvd.

South Padre Island, TX 78597

Phone: (956) 761-3834

Email: marisa@sopadre.com
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ST —
South Padre Island Convention & Visitors Bureau
[ | u 2
Special Event Applicant Checklist
THIS FORM MUST BE COMPLETED BY APPLICANT
Jailbreak SPI 10/12/2021
Name of Event Date Submitted
¢’| Received and understood the separate Special Events Palicy
¢’ | Received and understood the separate HOT Funding Guidelines
¢/| Completed the South Padre Island Hotel Tax Funding Application form
t/| Enclosed a description of all planned activities or schedule of events (REQUIRED)
Enclosed a sponsor list (categorized by “confirmed” and “pending”)
Enclosed a vendor/exhibitor list (categorized by “confirmed” and “pending)
Enclosed an event map
Enclosed security/safety plans
] Enclosed a complete detailed budget (REQUIRED)
V"Enclosed an advertising/marketing and promotion plan (REQUIRED)
Enclosed copies of promotional materials (if available)
D Enclosed a summary of previous special event experience of organizer(s)
D Enclosed a history of event (if previously produced)
I:] Indicated the type(s) of assistance requested
E’ In Room night projections, with back-up, for the Funded Event (REQUIRED)
amount of financial support (if requested)
-
)0 -1 =2
Authorized Sigr\ﬂure Date
% ; oryvn ="
Print Name
7
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Jailbreak SPI
2022 Marketing Plan

The 10% annual Jailbreak Beach Escape will be held on May 7th,
2022. Social media, particularly Facebook and Instagram, will be our
prlmaty means of advertising and marketing. We will also be engagmg
in our statewide email database of more than 45,000 past participants in
a Jailbreak event. We typically work with local (RGV) radio stations.

Timeline:
December-Event: Social media and Email marketing
March-Event: Radio and possible local TV

Jailbreak SPI
Schedule of Activities

December-Event: Marketing/Promotion
May 6%, 3pm-8pm: Early Packet Pick-up
May 7% :
7am: Packet Pick-up/Late Registration
8:30am: Dirty Rascals 1 mile run
9am-12pm: Waves of 400-500 runners begin every 30 minutes

Expected Room Nights

1000+
Estimated number is based on historical room night numbers
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Jailbreak South Padre Island

2022 Proposed
Profit & Loss
Income
Sales 95,000.00
Sponsorship 35.000.00
Total Income 135,000.00
Expense
Advertising and Promotion 32,000.00
Property/Permitting 1,260.00
Charitable Contributions 1,200.00
Equipment Rental 2,200.00
Event Expense 54,640.00
Obstacle Expense 8,200.00
Professional Fees 1,600.00
Travel Expense 8.900.00
Total Expense 110,000.00
Net Income ___20,000.00
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South Padre Island Convention & Visitors Bureau

South Padre Island Tax
Funding Application

Hotel Occupancy Tax Use Guidelines Under Texas State Law
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APPLICATION FOR INITIAL FUNDING

10/5/2021

Today’'s Date:

ORGANIZATON INFORMATION

Numef Oiganiteailion: South Padre Island Birding Nature Center and Alligator Sanctuary

Address: 8801 Padre Bivd
City, state, zip: SOUth Padre Island, Texas 78597 )
Contact Name: CTiStIN Enholm Contact Email: SNOWard@spibirding.com
Contact Office PhoneNumber: 900-761-6803
956-778-2910

spibirding.com

Contact Cell Phone Number:

Website Address for Event or Sponsoring Entity:

NON- Profit raxip #,20-3288155

Non-Profit or For-Profit status:

2009

Entity’s CreationDate:

Purpose of your organization:

EDUCATION AND CONSERVATION

EVENT INFORMATION
Winter Outdoor Wildlife Expo ( WOWE)

February 8 - 12, 2022
Primary Location of Event: SPI BIRDING CENTER
4. $5,000.00

Name of Event:

Date(s) of Event:

Amount Requeste

Primary Purpose of Funded Activity/Facility:

The primary purpose of WOWE is to provide and educational and entertaining event for visitors

to SPI that enhances their understanding and knowledge of our unigue environment to the Lower Rio Grande valley.
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How will the hotel tax funds be used: (please attach a list of the hotel tax funded expenditures?
Advertising locally and throught out the valley with digital and print and to help cover the fee of Johnathon Wood's raptor project.

Valley Momning Star, Brownsville Herald, Port Isabel Press, The Monitor, Coastal Current.

Percentage of Hotel Tax Support of Related Costs

_ Percentage of Total Event Costs Covered by Hotel Occupancy Tax

_ Percentage of Total Annual Facility Costs Covered by Hotel Occupancy Tax for the Funded Event
____ Percentage of Annual Staff Costs Covered by Hotel Occupancy Tax for the Funded Event

If staff costs are covered, estimate percentage of time staff spends annually on the funded event(s)
compared toother activities %

Are you asking for any cost reductions for city facility rentals or city services, and if so, please quantify and
explain:

NO

Which Category or Categories Apply to Funding Request & Amount Requested Under Each Category:

a) Convention Center or Visitor Information Center: construction, improvement, equipping, repairing,
operation, and maintenance of convention center facilities or visitor information centers, or both.
Amount requested under this category: s

b) Registration of Convention Delegates: furnishing of facilities, personnel, and materials for the
registration of convention delegates or registrants. Amount requested under this category: $

c) Advertising, Solicitations, Promotional programs to attract tourists and convention delegates or
registrants to the municipality or its vicinity. Amount requested under this category: $ 5.000.00

d) Promotion of the Arts that Directly Enhance Tourism and the Hotel & Convention Industry: the
encouragement, promotion, improvement, and application of the arts that can be shown to have some
direct impact on tourism and the hotel/convention industry. The impact may be that the art facility or
event can show hotel nights that are booked due to their events or that guest at hotels attend the arts
event. Eligible forms of art include instrumental and vocal music, dance, drama, folk art, creative writing,
architecture, design and allied fields, painting, sculpture photography, graphic and craft arts, motion
picture, radio, television, tape and sound recording, and other arts related to the presentation,
performance, execution, and exhibition of these major art forms: s

e) Historical restoration and preservation projects or activities or advertising and conducting
solicitation and promotional programs to encourage tourists and convention delegates to visit
preserved historic sites or museums. Amount requested under this category: $ —

f) Expenses including promotional expenses, directly related to a sporting event in which the
majority of participants are tourists. The event must substantially increase economic activity at
hotels within the city or its vicinity, Amount requested under this category: $
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How many attendees are expected to come to the sporting related event?

How many of the attendees are expected to be from more than 75 miles away?

Quantify how the sporting related event will substantially increase economic activity at hotels within the city
or its vicinity?

g) Funding transportation systems for transporting tourists from hotels to and near the city to any of the
following destinations: 1) the commercial center of the city; 2) a convention center in the city; 3) other
hotels in or near the city; and 4) tourist attractions in or near the city. Please note that the ridership of any
such transportation must be primarily tourists to qualify for hotel tax funding. Amount requested under this
category: $

What sites or attractions will tourists be taken to by this transportation?

Will members of the general public (non-tourists) be riding on this transportation?

What percentage of the ridership will be local citizens?

h) Signage directing tourists to sights and attractions that are visited frequently by hotel guests in the
municipality. Amount requested under this category: s

What tourist attractions will be the subject of the signs?

QUESTIONS FOR ALL FUNDING REQUEST CATEGORIES

How many years have you held this Event? 25 years
Expected Attendance: 2,000

How many people attending the Event will use South Padre Island lodging establishments? 28%

How many nights do you anticipate the majority of the tourists will stay? 1-2

Will you reserve a room block for this Event at an area hotel(s)? N°

Where and how many rooms will be blocked?
N/A
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List other years (over the last three years) that you have hosted your Event or Project with amount of
assistance given from HOT and the number of hotel rooms used:

Month/Year Held Assistance Amount Number of Hotel Rooms Used
Jan/2019 $2,000.00 28%
Jan/ 2018 $2.000.00 N/A
Jan/ 2017 $2.000.00 N/A

How will you measure the impact of your event on area hotel activity (e.g.; room block usage
information, survey of hoteliers, etc.)?

Seeking sponsorships from local community memebrs and business's

Please list other organization, government entities, and grants that have offered financial support to your
project: Seeking sponsorships from local community memebrs and business's

Will the event charge admission? YES If so, what is the cost per person? $8.00

Do you anticipate a net profit from the event? YES

If there is a net profit, what is the anticipated amount and how will it be used?
A seed account will be set up for next year and the profits will go into our general education fund

All marketing and promotions will be coordinated through the CVA’s agency, unless exempted from this
requirement by the Executive Director, in which case all creative must be pre-approved by the Executive
Director (or designee) and payments will be on a reimbursement basis. Please list all promotion efforts your
organization is planning and the amount estimated for each media outlet:

= Newspaper: $2,500.00
* Radio: $
* TV: $
=  Website, Social Media: $
*  OtherPaid Advertising: $

Anticipated Number of Press Releases to Media: 3

Anticipated Number Direct Emails to out-of-town recipients: 2-3 e
Other Promotions: Attending the Winter Texan Expo January 18-19 in Mcallen

A link to the CVB must be included on your promotional handouts and in your website forbooking
hotel nights during this event. Are you ableto comply? Yes D No

Will you negotiate a special rate or hotel/event package to attract overnight stays?

[If we have a tour operator, we will require them to use that service.]
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What other marketing initiatives are you planning to promote hotel and convention activity for this
event?
We work with Welcome Home RGV and attend several events to promote WOWE

Who is your target audience? Wintering gue3t§

What geographic region(s) are you marketing to?
RGV

If the funding requested is related to a permanent facility (e.g. museum, visitor center):

»  Expected Visitation by Tourists Monthly/Annually;

* Percentage of those who visit the facility who indicate they are staying at area hotels/lodging
facilities: % (use a visitor log that asks them to check a box if they are staying at an area
lodging facility)

What amount of event insurance do you have for your event and who is the carrier:

The birding center carries insurance with Texas Mutual

[Insert South Padre island Minimum Event Insurance Coverage Minimums and duty to list South Padre
Island as an additionally insured]

Any marketing for the event must be consistent with the brand image for South Padre Island and all
such marketing pieces that are funded with hotel tax must be coordinated and developed by the South
Padre Island CVB marketing agency. Are you able to comply?

Yes I___lNo

Where appropriate, the CVB will require access to event participant database information that will show
zip code data to measure likely impact from the funded event.

Submit to complete applications to:

Marisa Amaya

Event Development Manager

C/O City of South Padre Island Convention and Visitors Bureau
7355 Padre Blvd.

South Padre Island, TX 78597

Phone: (956) 761-3834

Email: marisa@sopadre.com
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South Padre Island Convention & Visitors Bureau
Special Event Applicant Checklist
THIS FORM MUST BE COMPLETED BY APPLICANT

Winter Outdoor Wildlife Expo (WOWE) 10/5/2021

Name of Event Date Submitted

@\?@

Received and understood the separate Special Events Policy
eceived and understood the separate HOT Funding Guidelines
Completed the South Padre Island Hotel Tax Funding Application form

nclosed a description of all planned activities or schedule of events (REQUIRED)

5

Enclosed a sponsor list (categorized by “confirmed” and “pending”)
Enclosed a vendor/exhibitor list (categorized by "confirmed” and “pending)

Enclosed an event map

Km]\@m\DDDEI

Enclosed security/safety plans

nclosed a complete detailed budget (REQUIRED)

closed an advertising/marketing and promotion plan (REQUIRED)
Enclosed copies of promotional materials (if available)

Enclosed a summary of previous special event experience of organizer(s)

LI

nclosed a history of event (if previously produced)

5

Indicated the type(s) of assistance requested

om night projections, with back-up, for the Funded Event (REQUIRED)

E_ID

Indicated the amount of financial support (if requested)

iffud Sl

Authrized Signature Date

( SN Ennolmn

Print Name
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Winter Qutdoor Wildlife Expo (WOWE) Marketing Plan 2022

In January WOWE will enter its 26" year. This event was started by St. Andrew’s
Episcopal Church in Port Isabel. When the church volunteers decided to discontinue
WOWE because it was too big for its volunteers to manage, its members approached
the SPIBNC to take it over as one of their annual fundraisers. In 2015 WOWE was
under the SPIBNC. The SPIBNCAS formed a steering committee and has had very
good success. We did not have WOWE in 2021 due to Covid -19. This year we have
changed the month for the event from January to February in hopes of attracting

new visitors to our event. WOWE will have a variety of presentations about the Valley's
unique ecosystem. We will use both local experts and nationally- known feature guest,
Jonathon Wood, from the Raptor Project. We also plan to continue providing marine
education trips with the Coastal Studies program. For the first time, we will expand our
program to offer several guided bus tours to local wildlife areas. Our goal is to create a
long-term plan to improve WOWE each year and make it more successful both for the
birding center and South Padre Island.

Mission statement of WOWE:

The Mission of the Winter Outdoor Wildlife Expo is to increase the knowledge,
understanding, and enjoyment of the unique wildlife and environment of the Rio
Grande Valley. WOWE is part of the South Padre Island Birding and Nature
Center’s environmental education program. WOWE is dedicated to helping the
local residents and visitors of all ages understand and appreciate our
environment through continued education.

Mission statement of the SPI Birding Nature Center and Alligator Sanctuary:

The Mission of the South Padre Island Birding Nature and Alligator Sanctuary is
to educate the public about the birds of South Padre Island and its environs: the
flora, fauna and natural environment of South Padre Island, the Laguna Madre
Bay, the Gulf of Mexico, the American Alligator, South Texas, and Northern
Mexico with an emphasis on conservation and environmental awareness.
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The target audience for WOWE is the RGV Winter Texans. Every January we attend
the largest Winter Texan Expo at the McAllen Convention Center through Welcome
Home RGV. This is a two day expo where we will primarily promote WOWE. Starting in
the month of December, our team will be visiting RV parks throughout the valley doing
presentations for the birding center and WOWE. The team will be making weekly stops
to all SPI hotels updating their staff and visiting with Winter Texans during breakfast and
happy hour events.

Heavy print advertising will start 1 month prior to event. We will advertise in the Coastal
Current, Parade, Valley Moring Star, Port Isabell Press, and the Monitor. Social media
has already begun with Facebook and Instagram. The SPIBNCAS will have all the
information and speaker line up with Bio’s of the presenters on our

website. www.spibiridng.com

The WOWE steering committee started working on this event in March, 2021. The
steering committee is made up of 10 volunteers and 2 paid staff members. Four of the
volunteers were involved with WOWE for several years when it was sponsored by St.
Andrew's. The committee will be meeting bi-weekly for several months and 2 months
prior to the event, they will meet weekly. We will have the lineup of guest
presentations/speakers by mid-December.

When WOWE was held at the convention center, it was a two-day event and saw nearly
1400 guests. The BNC decided to spread the event into 5 days to accommodate the
large attendance since we do not have a large space and parking. Around 1, 300 guests
attended the first year and the numbers have increased each year since then. This year
we will have one day-trip bus trip programs that transport visitors to a number of eco-
tourism opportunities. As WOWE's reputation grows, the number of people coming to
South Padre Island for this event will also grow.
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Rough Draft - SCHEDULE FOR WOWE 2022

Tuesday, Wednesday, | Thursday, Friday, Saturday,
Feb. 8 Feb. 9 Feb. 10 February 11 | Feb. 12
8:00 Board buses | Board Board Bird Walk Bird Walk
for field trips | busses for busses for
field trips field trips
3:30 Guest Guest Guest Guest Guest
speaker in speaker- speaker- speaker- speaker-
the conference conference conference conference
Conference room room room room
Room
11-11- | Alligator Alligator Alligator Alligator Alligator
30 presentation | presentation | presentation | presentation | presentation
and photos and photos in | and photos in | and photos in | and photos in
in auditorium | auditorium auditorium auditorium auditorium
12- Lunch Lunch Lunch Lunch Lunch
1:15
1:30- Alligator Alligator Alligator Alligator Alligator
2:.00 presentation | presentation | presentation | presentation | presentation
and photos and photos in | and photos in | and photos- | and photos-
in auditorium | auditorium auditorium auditorium auditorium
And And And
Jonathan Jonathan Jonathan
Wood's Live | Wood's Live | Wood's Live
Raptor show | Raptor show | Raptor show
in the Exhibit | in the Exhibit | in the Exhibit
Hall Hall Hall
2:30- Guest Guest Guest Guest Guest
3:30 speaker speaker speaker speaker speaker
3:45- | Alligator Alligator Alligator Alligator Alligator
415 presentation | presentation | presentation | presentation | presentation
and photos and photos in | and photos in | and photos in | and photos in
in auditorium | auditorium auditorium auditorium auditorium

GUEST SPEAKERS- We are inviting 10 guest speakers who are experts in their fields.
The speakers who are already scheduled include: John Yochum from Estero Llano
Grande. Dr. Bonca from Sea Turtle, Inc., Marilyn Lorenze, from Texas Master
Naturalists, Mark Conway, a bird banding expert, and Javi Gonzales our expert on
migrating shore birds.
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February 8-12

[r—
JONATHON WOOD DAILY TOPICS
-RAPTOR PROJECT - Presentatigp n;imdes available at
; spibirdindg.com
ShOWS Dally: Tuesday, FebmarySﬂl: Plats & Pollinators

Thursday, Friday and Saturday

Wednesday, February gth: Fishing Day

Thursday, February 1oth: Gulfand the Bay

Frldav, Februar:, Ilth South Texas Birds

outh Padre Island Birding & Nature Center
6801 Padre Blvd.

For more information visit: spibirding.com or

h . S 2022 Winter OQutdoor Wildlife Expo
----- S =y = n - 92



WOWE BUDGET 2022

Attendance Category Number Explanation

Number of Volunteers per | 15 per day Texas Master Naturalist, St. Andrew’s Church, Rotary Club

day of Port Isabel Bay Area Birders, BNCAS volunteers

Number of Customers (not | 2,000.00

including children)

Expenses Amount Explanation

Food and coffee $200.00 Morning and afternoon snacks for vendors and volunteers
each day

Printing programs and fliers | $100.00

Chair rental $100.00

Jonathan Wood $4,000.00 Thursday, Friday and Saturday/3 shows per day/Birds on

Hotel Room display all day

Advertising- Coastal $2,500.00 Coastal Current/ Port Isabel Press/ Brownsville Herald/Valley

Current, Port Isabel Press, Morning Star

Brownsville Herald

Website Website changes will be made by staff not webmaster

Total expenses $8,900.00
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Executive Summary and Survey
Highlights

The Winter Outdoor Wildlife Expo (W.0O.W.E) took place at the South Padre Island
Birding and Nature Center from Tuesday, January 22" through Saturday, January 26
2019. The five-day Expo featured different nature topics each day including the Raptor
Project presentation and was expected to attract 1,700 visitors.

To examine the spending of W.O.W.E. attendees on SPI, a short survey incentivized with
the opportunity to enter a drawing to win two nights at Schlitterbahn Beach Resort was
conducted by volunteers at the Birding Center on Tuesday through Thursday and by the
UTRGV survey team on Friday and Saturday of the event. The survey was administered
onsite for 122 completed questionnaires resulting in 46 useable responses from unique
households on the Island specifically for the event.

On average, event study respondents were predominately married (77.3%) females
(52.3%), had an average age of 49.1 years, had at least some type of college degree
(73.3%), worked full-time (40.0%), were primarily white (57.5%) and Hispanic (37.5%)
and 69.0% had an average annual income above $50,000. Survey respondents were
primarily from the US (93.2%) with 4.5% from Mexico. On average, household
participants traveled an average of 255 miles with an average of 2.48 people and spent
1.15 nights on SPI during the event.

Most survey respondents are considered promoters of the Island to others (84.4%),
resulting in an excellent net promoter score of 84.4. Most respondents are somewhat or
very satisfied with the Island experience (93.3%) and the event (93.3%) and are likely or
very likely to return to SPI for a future vacation (86.7%).

Importantly, the survey analysis found that the 323 household groups attended
W.0.W.E. and spent an estimated weighted average of $277 per household while on the
Island for a total spending of $89,636. Of this spending, lodging is the highest per
household expenditure category with 28% of study respondents spending at least one
night on the Island in paid lodging and staying an average of 1.15 nights. This resulted in
about 105 total room nights, most of which were spent in hotels.

GV i Business & Tourism
. : Research Center




With the average weighted lodging expenditure of $277 per household that spent the
night on the Island, a total of $48,391 was spent on lodging. Of this amount, 17% or
$7,031 was for the Hotel Occupancy Tax (HOT), and 10.5%, or about $4,343, is the City’s
share of the HOT. Moreover, the estimated total spending on food and beverages of
$11,327 included about $863 in taxes at the 8.25% rate or 5209 at the City 2% tax rate.
Other types of expenditures, such as clothing, nightlife and entertainment amounted to
$29,918, of which 52,280 was sales taxes, with $553 the City’s share. In total, the
$89,636 spent during W.O.W.E. resulted in $10,175 in tax revenue with $5,104.85 the
City’s share. This represents a return to the City of $3,105 for a 155.2% gain on the
$2,000 cash investment made by the CVB in W.O.W.E. as shown in the table.

Summary of Key Performance Indlicators (KPl)

KPI RESULT DESCRIPTION OF KPI PAGE
AMOUNT OF FUNDING PROVIDED BY CVB TO EVENT
CVB INVESTMENT $2,000 P1
PROMOTER
TOTAL SPENDING §89,636 TOTAL SPENT BY EVENT HOUSEHOLDS TABLE 1, P6
AVERAGE SPENT PER
$277 WEIGHTED AVERAGE SPENT PER HOUSEHOLD TABLE 1, P6
HOUSEHOLD
NUMBER OF
323 NUMBER OF HOUSEHOLDS AT EVENT FIGURE 3, P4
HOUSEHOLDS
NUMBER IN
2.48 NUMBER OF PEOPLE IN HOUSEHOLD GROUP AT EVENT  FIGURE 3, P4
HOUSEHOLD
NiGHTS oN SPI 1.15 AVERAGE NUMBER OF NIGHTS SPENT ON SPI FIGURE 3, P4
LODGING TAX $4,343 CITY SHARE OF HOT REVENUE: 10.5% OF 17% HOT  TABLE 2, P7
CITY SHARE OF TOTAL TAX COLLECTED FROM F&B
F&B SALES TAX 209 TABLE 2, P7
s SPENDING: 2% OF 8.25% OF TOTAL SALES TAX 4
OTHER SALES TAX $553  CITY SHARE OF TOTAL SALES TAX REVENUE TABLE 2, P7
ToTAL CITY TAX SHARE $5,105 ToTAL CITY TAX REVENUE FROM EVENT TABLE 2, P7
RETURN ON CVB INVESTMENT CONSIDERING ALL
TOTAL TAX ROI 155.2% TABLE 2, P7
TAXES
RETURN ON CVB INVESTMENT CONSIDERING HOT
LODGING ONLY ROI 117.1% TABLE 2, P7
ONLY
MEASURE OF CUSTOMER LOYALTY; CALCULATED AS
NET PROMOTER SCORE 84.4 - FIGURE 6, P8
IDENTIFIED PROMOTERS LESS DETRACTORS
PERCENT SOMEWHAT OR EXTREMELY LIKELY TO
LIKELY TO RETURN 86.7% FIGURE 7, P8
RETURN TO SPI
SATISFIED WITH THE SPI 93.3% PERCENT SATISFIED WITH THE SPI| EXPERIENCE FIGURE 8, P8
SATISFIED WITH EVENT 93.3% PERCENT SATISFIED WITH EVENT FIGURE 9, P9
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Lights over South Padre Island

Introduction

The Winter Outdoor Wildlife Expo (W.0.W.E) took place at the South Padre Island
Birding and Nature Center from Tuesday, January 22" through Saturday, January 26"
2019. The five-day Expo featured different nature topics each day, including the Raptor
Project presentation, and was expected to attract more than 1,000 visitors, with about
300 to 500 staying in South Padre Island lodging for two to four nights.

Activities are scheduled from 9:00am to 3:45pm daily as follows:
SCHEDULE OF ACTIVITIES

Tuesday, January 22" - Plants & Pollinators
Wednesday, January 23" - Fishing Day
Thursday, January 24" - The Gulf and the Bay
Friday, January 25" - South Texas Birds

Saturday, January 26™ - Nature in the Valley

The South Padre Island Convention and Visitors Bureau provided the South Padre Island
Birding and Nature Center with $2,000 in funding. According to the application for the
funding, the event sponsor planned to use funding to cover the $4,000 cost of the
Raptor Project and to promote the event by spending $5,000 on newspaper
advertisements and $1,000 on the website and social media, by distributing event flyers
to the Chamber of Commerce, the Visitors’ Center, hotels and existing e-mail listings
and by issuing four or five press releases.
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Method

Interviews

To estimate the economic impact of the 2019 W.0.W.E., South Padre Island Birding and
Nature Center volunteers or UTRGV interviewers administered a survey (see Appendix
A) to event attendees as follows:

e Tuesday, January 22 — Thursday, January 24", 9:00am-
3:45pm: South Padre Island Birding and Nature Center
volunteers;

e Friday, January 25 — Saturday, January 26", 8:30am-
4:00pm: UTRGV survey team

A total of 300 blank questionnaires and clipboards were delivered
to the South Padre Island Birding and Nature Center for volunteers
to distribute to event attendees throughout the week. Then, on Friday and Saturday of
the event, the UTRGV survey team and project manager were onsite to administer
surveys. All survey participants were offered a chance to win two nights at Schlitterbahn
Beach Resort as an incentive to help recruit respondents.

On Tuesday through Thursday of the event, volunteers at the SPI Birding and Nature
Center collected 36 surveys while the UTRGV survey team interviewers collected 86 on
Friday and Saturday. The survey team, wearing bright orange t-shirts and visors,
randomly approached potential respondents in a professional manner and administered
paper surveys on clipboards with the data to be entered into an online link later by the
team. Although interviews yielded 122 completed responses; a number of responses

. were eliminated as follows:

© 6 were completed by another household member;

€ 63 were from respondents not on the Island for the event;
€ 3 were from respondents who live within ten miles; and,
o 4 were outliers

The result is 46 useable questionnaires for analysis. According to
the Director of the SPI Birding and Nature Center, a total of 1,325
attended the 5-day event. With an estimated population of 323
households who passed by the interviewers, the 122 completed surveys results in a
completed responses rate of 9.2%.
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Estimated attendance

Knowing the number of people attending any event is crucial to estimating the
economic impact of the event. According to the director of the South Padre Island
Birding and Nature Center, a total of 1,325 attended the 5-day event. No breakdown by
day was provided. However, to better understand household attendance and
duplication of attendance over multiple days, respondents were asked to indicate which
of the five days’ activities they attended. A total of 116 respondents indicated attending
192 events suggesting that each household respondent attended an average of 1.66
days of events. Figure 1 shows that the most attended events were on Saturdays
(29.2%), on Friday (26.6%) and on Wednesday (22.4%).

Event participation

Saturday Nature of the Valley 29.2%
Friday South Texas Birds 26.6%
Thursday The Gulf and the Bay 10.9%
Wednesday Fishing Day 22.4%
Tuesday Plants & Pollinators 10.9%

FIGURE 1. EVENTS ATTENDED

The appropriate unit of analysis of spending impact is ‘the household’ since spending
questions are asked about household expenditures rather than individual expenditures.
To determine the number of households at the event, the total number of attendees
(1,325) is divided by the average household size (2.48) as found in the survey (see Figure
3) to determine that 535 households were at the event over the 5-day period. The
number of attendee households (535) is then divided by the average number of events
attended (1.66), as found by the survey for a total of 323 unduplicated households
attending all events.
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Results

Survey participants travel and SPI stay characteristics

In all, 46 useable surveys were
completed by people specifically
on South Padre Island for 2019
W.O.W.E. Survey respondents
were first asked to indicate their
role or participation type in the
event. Figure 1 shows that by far,
most of the respondents
surveyed were spectators (71.7%)
with the remaining event
participants volunteer/staff
(28.3%).

Next, respondents indicated how
many people were in their
household while at the event, the
number of nights spent and the
number of miles traveled to the
event. The number of people
reported in the household for the
event ranged from 1 to 7 for an
average of 2.48 as seen in Figure
3. Data featured in Figure 3 also
shows that, on average, study
participants traveled 255 miles to
attend the event, although
distances traveled ranged from
10 to 2252 miles and spent an

Participation Type

11.7%

28.3%

0.0%

Spectator Event volunteer/staff Event sponsor/vendor

FIGURE 2. PARTICIPATION TYPE

Number in household, nights
spent and miles traveled

255

248 1.15
Number in household  Nights spent on 5Pl Average miles traveled

attending

FIGURE 3. AVERAGE MILES TRAVELED, GROUP SIZE AND
NIGHTS SPENT

average of 1.15 nights on SPI for the event with a range of 0 to 7 nights spent on SPI.
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Note that some respondents were apparently Winter Texans and reported spending
from 44 to 90 days. These responses, were deleted as outliers because their responses
would have significantly and inappropriately skewed results.

Figure 4 breaks down the percent of respondents by number of nights spent on SPI and
shows that 52.2% of respondents did not spend the night on SPI. Of those spending the
night, most

respondents spent Percent by nights spent on SPI
one (10.9%) or two 52.2%

nights (19.6%) —

although 10.9% 10.9% - 10.9%
spent 3 nights on
the Island. Four
(2.2%) spent more
than five nights on
SPI for the event. FIGURE 4. PERCENTAGE SPENDING THE NIGHT ON SPI|

2.2%

0 1 2 3 More than 5
Nights spent

Figure 5 shows the types of lodging used. While most event attenders reported not
spending the night on the Island (51.1%), of those who did, 22.2% spent the night in a

Lodging type

Not spending the night 51.1%
A friend's or family's residence {unpaid) 4.4%
My own 5P| residence  0.0%
Rented a room in someone else's residence 0.0%
Campground/RV park 8.9%
Rented condo or beach house 13.3%

Hotel/motel 22.2%

FIGURE 5. TYPE OF LODGING

hotel/motel room, 13.3% rented a condominium or beach house, 4.4% stayed with
family or friends.

With 28% (Table 1, p6) of the estimated 323 households spending an average of 1.15
nights (Figure 3, p5) on the Island, the W.0.W.E. event should have resulted in 105 room
nights.

I W.O.W.E. attendees accounted for 105 room nights.
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Estimated spending

Study respondents were asked to indicate how much money they spent in various
expenditure categories. All reported expenditure amounts were assumed to include
sales taxes except that lodging was assumed to be stated without HOT so was adjusted
upward by 17%, the HOT rate. The total average reported expenditure by category was
then multiplied times the percentage of respondents who reported spending in that
expense category to arrive at the average weighted spending per expense category.

Results in Table 1 indicate the average amount spent on lodging, as adjusted by 17%,
was $530 with a weighted average of $150 considering that 28% of respondents spent
money on lodging for a total of $48,391. Average spending on food and beverages was
$56, with a weighted average of $35, for a total category spending of $21,197, including
sales taxes. The total spent on all other categories was $29,918. In total, 323 event
households spent a weighted average of $277 for a total SPI spending of $89,636.

TABLE 1. TOTAL AVERAGE WEIGHTED SPENDING

Expenditure category Total % spending Weighted Total spending
average incategory spending per HH per HH

Food & Beverages $56 63% S35 $11,327
Night life $49 20% $10 $3,090
Lodging $530 28% $150 $48,391
Attraction entertainment $81 30% $25 $8,005
Retail $33 37% $12 $3,978
Transportation $39 41% S16 $5,196
Parking $25 4% S1 $351
Admission fees $28 26% S7 $2,331
Clothing $53 7% $3 $1,124
Groceries §71 22% $15 $4,986
Other $41 7% $3 $857
Total $1,006 $277 $89,636

The estimated direct spending on South Padre Island as attributed to the
2019 W.0.W.E, is 589,636, within a 7.2% confidence interval of plus or
minus $6,445 given the assumptions of a random sample selection.
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Tax benefits of spending during event

To calculate the tax revenue accruing from event attendee spending, the following tax
rates are assumed:

e 17% hotel occupancy tax rate;

e 10.5% City’s share of the hotel occupancy tax rate;
e 8.25% sales tax on all non-lodging spending;

e 2%is the City’s share of non-lodging sales tax

The spending reported in Table 1 should result in the tax revenues shown in Table 2.
Total spending on lodging should result in total tax revenue of $7,031 with the City’s
share at 10.5% totaling $4,343. Total spending on food and beverages should result in
$863 in tax revenue with $209 the City’s share while total spending in all other expense
categories should yield 52,280 in sales tax revenue with $553 the City’s share.
Altogether, the tax revenue should be $10,175 with $5,105 the City’s share. The gain
from the City’s share of the hotel tax alone on the $2,000 invested in the event is
117.1% but is 155.2% considering the City’s share of all the tax revenue.

Table 2. Spending, tax revenue and ROI

Spending Amount Total Totalsales City's%

category spent HOT tax share

Lodging $48,391 17% $7,031 10.50% $4,343 117.1%
Food &

S $11,327 8.25% $863 2% $209

All nonlodging §29,918 8.25% $2,280 2% $553

Totals $89,636 $10,175 $5,105 155.2%

Total spending of 2019 W.0.W.E. attendees resulted in an estimated tax
revenue of $10,175, with $5,105 going to the City of South Padre Island.
With an investment of $2,000 in the event, the gain to the City is 117.1%
considering only the 10.5% share of HOT but 155.2% considering all the
City’s estimated tax revenue share.
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The SPI Experience

The next section of the survey asked Recommendation likelihood
W.0.W.E. attendees about their stay Net promoter score

on SPI. In this section, the “net

promoter” question was used to 84.4% 84.4
determine how likely survey 15.6% 0%
respondents are to recommend SPl as

a place to ViSit to ffiendS or Promoters Passive Detractors NPS
colleagues.

o FIGURE 6. NET PROMOTER SCORE
The results, shown in Figure 6,

indicate that most study respondents (84.4%) are promoters of SPI while a few (0.0%)
are detractors. This yields a net promoter score (NPS) of 84.4, which is excellent. For
example, the hotel industry has a NPS of 39 (www.netpromoter.com/compare).

Respondents were asked how likely

thexansito rfunita SPiand how Likelihood of returning to SPI

satisfied they were with the event. As Thas
seen in Figure 7, by far most
respondents (86.7%) are likely to =
return to the Island at some time in ' 4.4% . 8.9%
the future.
Extremely Somewhat Neutral Somewhat Extremely
likely likely unlikely unlikely
FIGURE 7. LIKELIHOOD OF RETURNING TO SPI IN THE
FUTURE
Respondents were also asked to Satisfaction with SPI
indicate their satisfaction with the SPI exbarience
experience and with the event. Result P
86.7%

shown in Figure 8 indicate that 93.3%
were satisfied with the SPI
experience and that 2.2% were 6.7% 4.4% 0.0% 2.2%
dissatisfied with SPI.

Extremely Somewhat Neutral Somewhat  Extremely
satisfied satisfied dissatisfied dissatisfied

FIGURE 8. SATISFACTION WITH SPI EXPERIENCE
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Most respondents (93.3%) were also satisfied with the event and only 2.2% reported

being dissatisfied with the event as seen in Figure 9.

Satisfaction with event

84 4%

8.9%

Extremely satisfied Somewhat satisfied

FIGURE 9. SATISFACTION WITH EVENT

0.0% 2.2%

Somewhat dissatisfied Extremely dissatisfied

NOTE: Respondents were asked to provide suggestions for improving their stay on SPI.

The unedited comments are as follows:

e Advertisements

e (onvention center + birding
center

e Free parking

e Golf carts on the beach.

e Good job,

e Great overall.

e Guided tours

e Having a cup of coffee or drinks

available. For free or to purchase,

either is fine

e |t would be nice to have a similar
event during breaks, so more
people can come.

e Lunch stands

e Market event

e Facebook TX birds + butterflies

e Marketing

e More animal exhibits

¢ Moaore bilingual

GV Business & Tourism
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More Vendors

More vendors.

Perhaps look at scheduling of
sessions. For example, the skin +
skull exhibit hardly had
attendees, but it competed
against the live raptor show,
ocelot presentation, etc., and
might have had more
participation if scheduled at
another time

Since | have monthly pass for
Nature Center, would like an
entry cost break for WOWE so |
would come and go more.

Stop constructing buildings at SPI,
because they are damaging SPI
itself

Too many cancelled programs.
Disrupted our schedule




Respondent Demographics

The remainder of the study assessed respondent demographic characteristics.

Targeted survey respondents were those 18 + years and the average age of all
respondents was 49.1 year-of-age with ages ranging from 18 to 78.

Most respondents were female (52.3%), a majority were married (77.3%) and most had
some type of college degree (73.3%) as shown in Figures 10 through 12, respectively.

Gender Marital status
52.3% 77.3%
_— 15.9% - £k
\‘;&b L’\{\%v, o&b \"Q'Q’b
S & &
Male female 0“\
FIGURE 11. GENDER FIGURE 12. MARITAL STATUS
Educational attainment
Graduate/professional degree 33.3%
Bachelor's degree in college (4-year) 33.3%
Associate degree in college (2-year) 6.7%
Some college but no degree 13.3%
High school graduate 11.1%
Less than high school degree 2.2%

FIGURE 10. EDUCATIONAL ATTAINMENT
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Most study respondents work full-time (40.0%), although 20.0% work part-time and
35.6% are retired as seen in Figure 13.

Employment status

other 0.0%
Retired more than 1 year 28.9%
Retired within past year 6.7%
Unemployed (looking for a job) 4.4%
Work part-time 20.0%
Work full-time 40.0%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 350% 400% 450%

FIGURE 13. EMPLOYMENT STATUS

Most W.0.W.E. study participants reported having a higher-than-average household
income level: 69.0% indicated an annual household income above $50,000 (Figure 14).

Household income level

$150,000 or more 7.1%
$100K to $149,999 11.9%
580K to $99,999 14.3%
570K to 579,999 7.1%
$60K to $69,999 11.9%
$50K to $59,999 16.7%
$A0K to 549,999 7.1%
530K to $39,999 14.3%
$20K to $29,999 4.8%
Less than $20,000 4.8%

FIGURE 14. HOUSEHOLD INCOME LEVEL

G : Business & Tourism
Research Center




Respondents were also asked to indicate their ethnicity but could select as many
ethnicities as appropriate. Results in Figure 15 show that 37.5% of respondents
considered themselves Hispanic while 57.5% indicated being White.

Ethnicity
57.5%
37.5%

5.0%
0.0% 0.0% 0.0%

White Hispanic Black Asian Mixed Dther

FIGURE 15. ETHNICITY

Finally, respondents were asked to indicate their home country and current residence
zip/postal code. Most respondents reported the United States as their home country
(93.2%) and 4.5% indicated being from Mexico as shown in Figure 16.

Home country
93.2%

4.5% 2.3%

i vl |

us Mexico Other

FIGURE 16. HOME COUNTRY

Specific zip or postal codes of study respondents and of study participants are shown
and mapped in Appendix B.
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STR Report

Additional data to provide evidence about the impact of an event on the SPl economy
comes from the STR Destination Report provided to the SPI CVB. STR is a “global data
benchmarking, analytics and marketplace insights” firm that gathers, analyzes and
reports data from hotel owners/operators for benchmarking purposes. The Report
includes data regarding hotel occupancy, average daily rate (ADR), revenue per available
room (RevPAR), supply, demand, and revenue as provided by reporting SPI hotel
owner/operators for last year as compared to this year. This data may be viewed in two
ways. One way is to examine trends over the month to determine whether the hotel
metrics changed because of an event as compared to the rest of the month and the
other way is to compare metrics during the event time period to those of the same time
period in the previous year.

W.0.W.E. was held from Tuesday, January 22" through Saturday, January 26th. This
means that event attendees could have spent the night on SPI from Tuesday through
Saturday night. The following figures show the hotel metrics for the Tuesday-Saturday
period (the month trend) for this year and for the same period as last year (the year
trend).

The occupancy rate for the five-day period this year was 70.0%, as compared to 64.5%
last year, which is 8.7% above the same day-period last year. This year’s event period
was above the week average (66.2%) as well as the 28-day rate of 58.8% as seen in

Figure 17.
Occupancy trends by day and by year
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FIGURE 17. STR OCCUPANCY RATES BY DAY AND YEAR
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The average daily rate (ADR) of rooms for this year’s event period was $82.03, 13.2%
above room rates compared to $72.49, the same time period last year. The average
room rate for this year’s event period was also higher than the rate for the week
(579.23) and higher than the 28-day period ($76.93) as shown in Figure 18.

Average daily rate trends by day and by year
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FIGURE 18. AVERAGE DAILY RATE

Figure 19 shows the revenue per available room (RevPAR) for the same year/month-
long time period. The average RevPAR for the five nights of the event was $57.45, which
is 23.4% above last year’s same-period average of $46.78. This year’s RevPAR, was also
above the average week rate ($52.46) and this year’s 28 day-period rate of $45.22,

Revenue per available room trends by day and year
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FIGURE 19. STR REVPAR BY DAY AND YEAR
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Similar to the other trends, the demand trend in Figure 20 shows an increase this year
over last year. Room demand for this year’s event period was 1,901 rooms as compared
to last year’s same 5-day period average of 1,753 rooms, an increase of 8.7%. Room
demand during event nights was also above the daily average demand for the month
(1,576) but not for the week (1,799).

Demand trends by day and year
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FIGURE 20. STR DEMAND TRENDS BY DAY AND YEAR

Total lodging revenue for this year’s event-period was also higher than last year’s by
23.4%. This year's W.0.W.E. nights revenue averaged 5156,083 whereas last year’s
same-days revenue was $127,091 as seen in Figure 21. The average revenue is also
higher than this year’s 28-day-long average revenue ($122,874) and last year’s

($104,232).
Revenue trends by day and year
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FIGURE 21. STR REVENUE TRENDS BY DAY AND YEAR

GV ! Business & Tourism
: Research Center




Finally, Figure 22 summarizes the average percent change in hotel occupancy, ADR,

STR hotel trend data
Comparison of same day this year to last

25.0% 23.4% 23.4%
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FIGURE 22. STR HOTEL TREND DATA 2-DAY COMPARISON

RevPAR, demand and revenue for the nights that W.0.W.E. attendees would have spent
the night on the Island. All the metrics examined for the two-night period were
significantly higher this year than last year.

The STR data suggests that W.O.W.E. could have resulted in an increase in lodging
occupancy and rates over the week or month period as compared to the same day-
period as last year. The weather during this year’s W.0.W.E. was very windy, and rainy
and cool on several days, which may have had an impact on attendance at the event
and intention to stay on the Island. In addition, other events held during the same day-
period this year or last year may have resulted differences in STR metrics.

Note: The STR data is derived from 11 hotel owner/operator reporting data for this year
and last year. This represents 35.5% of the census of 31 open hotels listed in the STR
Census and 48.4% of the hotel rooms listed, thus all results should be interpreted
accordingly without a high degree of assurances of generalizability.
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Concluding remarks

This report has detailed the amount of money spent on South Padre Island the 3029
Winter Outdoor Wildlife Expo which took place at the South Padre Island Birding and
Nature Center from Tuesday, January 22" through Saturday, January 26" 2019. The
five-day Expo featured different nature topics each day including the Raptor Project
presentation and was expected to attract 1,700 visitors, with about 300 to 500 staying in
South Padre Island lodging for two to four nights. The results of the study were
obtained by administering a short onsite survey, which offered respondents an incentive
to enter a drawing to win two nights at Schlitterbahn Beach Resort. A total of 122
completed surveys resulted in 46 useable responses for the analysis.

The study sample was comprised of predominately of married females who were an
average of years-of-age, had at least some college education, were employed full-time,
had a household income above $50,000, identify ethnically Hispanic and were from the
US. The average household came to the event with 2.48 people, had traveled an
average of 255 miles and 28% spent the night on SPI for an average of 1.15 nights.

By combining the count of people at the event and survey results, event attendees
generated an estimate 105 SPI room nights. STR data suggests that lodging metrics for
the nights of the five days of events were better than the same metrics for the week
period and for the 28-day period this year as well as last year. With an average total
weighted lodging expenditure per household of $150 event attendees spent a total of
548,391 on lodging, resulting in about $4,343 the City’s share of the Hotel Tax revenue.
Spending on food and beverages by event attendees was about $11,327, which should
yield $209 to the City at a tax rate of 2%. The $29,918 spent in all other categories
should provide the City with $553 in sales tax revenue. Together, W.0.W.E. participants
spent $89,636, generating $10,175 in total sales tax with $5,105 the City’s share.

Considering only the City’s share of the hotel tax revenue, the City gained $2,343 or
117.1% on their $2,000 investment. Considering all tax revenue from all spending, the
City should receive $5,105 in taxes for a total return of $3,105 or a 155.2% on the cash
investment provided to the event organizer.

In addition, most W.O.W.E survey participants are “promoters” in recommending SPI to
others, are likely or extremely likely to return to SP| for a future vacation and are
satisfied with their overall SPI experience during the event. This means that regardless
of the event return on investment, the overall SP| and event experience of the
attendees will likely result in some people returning to the Island for future vacations.
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Appendix A: Survey

Winter Outdoor Wildlife Expo (W.O.W.E.) Survey
This survey is to understand your household experience and spending during Winter Outdoor Wildiife Expo. The one person, older than
18, best able to report on spending for all people in your household 2t the event should complete this survey. Responses are very
important to planning future events. As 2 thank you, you may enter a drawing for 2 2-night stay at the Schiftterbahn Beach Resort
nupumummﬁdumﬂ and individual mfumhon mllm bemdudad msmtmnsu shlrldm others. Contact the Business

menrm:minmmlﬂumﬂy nmpleted 10. nnasnhlrnmo-m MMmmmmnmmendm
this survey? QJves O No  If yes, return this survey. Padre Island as a place to visit to a friend or colleague?

2.Did you come to South Padre island specifically for W.O.W.E? | Notatalllikely 0 2 2 3 4 5 6 7 8 9 10 Extremely likely
Chves L Ho: o, retun thix survey. Thanks! 11.How likely are you to return to South Padre island for 2

3. About how many miles did you travel to attend the event? vacation at some time in the future?
QExtremely likely 2 somewhat likely 2 Neutral
4. Which of the following best describes your participation 1 =isomewhat uniikely = Extremely unlikely
W.0.W.E.? [Check all that 2pply)? 12.How satisfied are you with your overall South Padre tsiand
Q spectator 3 Event volunteer/staff experience?
3 Event sponsor/vendor 3 Did not attend JEwremely satisfied ) Somewhat satisfied 1) Newtral
0 Other (write in answer) JSomewhat dissatisfied 2 Extremely dissatisfied

13.How satisfied are you with W.O.W.E.?

5.Induding yourself, how m : B
attended the event? Number in houschold OExtremely satisfied ) Somewhat satisfied Tl Newtral
e s i

hat dissatisfied 2 Extremely dissatisfied

6.Fow many nights did you (or will you) spend on 5 ~ADRE | 14.what suggestions do you have for improving W.O.W.E. or your
ISLAND while attending W.0.W.E.2 stay on South Padre island? (write on back)
7.Where are you staying (or did stay) while on South Padre % a
Cnsel eapio. g 15.What 'u your home zip or postal code? code
Q Hotel/motel Q Rented condo/beach house S5 WhILE vour heme country?
O campground/RV park O Rented a room = Us Q Mexico JCanada J Other
= My own 5PI residence O Friend /family residence (unpaid) 17.What is your age? (years of age|

Not spending the night O Other (please speci
Q { spacily) 18.What is your gender? [ Male O Female O Gender diverse
8. which W.0.W.E events will you attend? (check all thatapply) | 5 what i your marital status?

3 Tuesany Par: k Poilinator 2 Wednesdey Fishing Da
s e ey =S Lot QMarried Tsingle Dwidowed DDivorced/separated
2 Ssturoey NELUTE OF the Vality 20.What is your highest educaticnal attainment?

. SLess than high school =lassociate’s degree
9, Please give your best estimate of the total amount you and your OHigh school graduate  DBachelor's degres

household spent (or will spend) during your entire time on Jsome college, no degree  DGraduate/professional degree
South Padre Isiand for W.O.W.E.? (List only total GOIar amOURtS| , v+ ic vour current employment status?
spent on sP1) Jwork full-time 2 Retired within past year
Food & beverages (restaurants, concessions, Jwork part-time 0 Retired mere than 1 year
'f'ﬂ‘n"" s Qunemployed (looking for a job) DOther (Please specity)
Night clubs, lounges & bars (cover charges, 22.What is your combined annual household income?
drinks, etc.) 5 Qless than $20,000 2560K-568,958
5 2520x-529,90¢ S570K- $79,998
Lodging expenses (hotel, motel, condo, room) D350%- $39,999 Dse0k- 88,998
Local attractions & entertainment Ds40K- 549,909 S5100K-5148,80¢
e e : 3 ﬁrs::?s‘:::wﬁ:;mm? [sale::ts:;tm ;:;ry]
Sl oy s gt Ben) . 13 ‘Qwhite 2 Hispanic 2 Mixed
Transportation (gas, oil, taxi, etc.) s Qeiack JaAsian 2 Other
- : Enter the drawing for a }-nigh the Schlitterbaha Beach Resort
e for & I stay at eac
mhﬁmmnlﬂu- 3 Contact information is confidential and will be deleted after the drawing.
clothing or accessories $ Name
Groceries 5 Phone number:
oOther {please specify) 5 Emiail:

Winners will be notified no later than 1 week after event.

THANK YOU VERY MUCH!!!
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Appendix B: Respondent’s zip or postal code and frequency

of response and zip code map

01075 55985 78521 78578
01354 56041 78521 78578
04074 57501 78521 78578
21915 57537 78521 78578
38521 58479 78526 78578
44090 60018 78526 78586
47711 61265 78526 78586
48433 61626 78526 78586
49012 62401 78526 78597
49323 62401 78526 78597
50477 66061 78550 78597
50511 66219 78550 78597
50524 68008 78550 78597
53207 68521 78550 78597
53532 73170 78552 78597
53934 75092 78559 78597
54729 75198 78566 78597
54769 75611 78566 78597
54880 77389 78572 78597
54902 78258 78572 78615
54915 78363 78572 78633
55057 78501 78572 78840
55070 78501 78574 80118
55384 78520 78578 80701
55414 78520 78578 87114
55426 78521 78578 92084
55434 78521 78578
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South Padre Island Convention & Visitors Bureau

South Padre Island Tax
Funding Application

Hotel Occupancy Tax Use Guidelines Under Texas State Law
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APPLICATION FOR INITIAL FUNDING

10/12/2021

Today’s Date:

Name of Organization: SOUth Padre Island Chamber of Commerce

Address: 610 Padre Blvd

City, State, Zip: SPI, TX 78597

Alita Bagley . alita@spichamber.com

Contact Name: Contact Emai

Contact Office PhoneNumber: 956-761-4412
956-243-1920

spichamber.com

Contact Cell PhoneNumber:

Website Address for Event or Sponsoring Entity:

Non-Profit or For-Profit status:501 (C ) 6 Tax ID #74_2572775

February 1989

Entity’s CreationDate:

Purpose of your organization:

Promote business and tourism on SPI

Name of Event: Ladies Kingfish Tournament

Augus 12-14, 2022

Date(s) of Event:

Primary Location of Event: SPICVB

5000.00

Amount Requested:

Primary Purpose of Funded Activity/Facility:

Promote SPI as a fishing and leisure travel destination

121



How will the hotel tax funds be used: (please attach a list of the hotel tax funded expenditures?

Marketing for tournament

Percentage of Hotel Tax Support of Related Costs

__ Percentage of Total Event Costs Covered by Hotel Occupancy Tax

__ Percentage of Total Annual Facility Costs Covered by Hotel Occupancy Tax for the Funded Event
__ Percentage of Annual Staff Costs Covered by Hotel Occupancy Tax for the Funded Event

If staff costs are covered, estimate percentage of time staff spends annually on the funded event(s)
compared toother activities %

Are you asking for any cost reductions for city facility rentals or city services, and if so, please quantify and
explain:

Request use of Convention Centre facilities for Friday (12th) through Sunday (14th)

Friday set up and registration, Sunday awards lunch

a)

b)

)

d)

f)

Which Category or Categories Apply to Funding Request & Amount Requested Under Each Category:

Convention Center or Visitor Information Center: construction, improvement, equipping, repairing,
operation, and maintenance of convention center facilities or visitor information centers, or both.
Amount requested under this category: $

Registration of Convention Delegates: furnishing of facilities, personnel, and materials for the
registration of convention delegates or registrants. Amount requested under this category: $

Advertising, Solicitations, Promotional programs to attract tourists and convention delegates or
registrants to the municipality or its vicinity. Amount requested under this category: $ 5000.00

Promotion of the Arts that Directly Enhance Tourism and the Hotel & Convention Industry: the
encouragement, promotion, improvement, and application of the arts that can be shown to have some
direct impact on tourism and the hotel/convention industry. The impact may be that the art facility or
event can show hotel nights that are booked due to their events or that guest at hotels attend the arts
event. Eligible forms of art include instrumental and vocal music, dance, drama, folk art, creative writing,
architecture, design and allied fields, painting, sculpture photography, graphic and craft arts, motion
picture, radio, television, tape and sound recording, and other arts related to the presentation,
performance, execution, and exhibition of these major art forms: $

Historical restoration and preservation projects or activities or advertising and conducting
solicitation and promotional programs to encourage tourists and convention delegates to visit
preserved historic sites or museums. Amount requested under this category: $

Expenses including promotional expenses, directly related to a sporting event in which the
majority of participants are tourists. The event must substantially increase economic activity at
hotels within the city or its vicinity. Amount requested under this category: $
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How many attendees are expected to come to the sporting related event?

How many of the attendees are expected to be from more than 75 miles away?

Quantify how the sporting related event will substantially increase economic activity at hotels within the city
or its vicinity?

g) Funding transportation systems for transporting tourists from hotels to and near the city to any of the
following destinations: 1) the commercial center of the city; 2) a convention center in the city; 3) other
hotels in or near the city; and 4) tourist attractions in or near the city. Please note that the ridership of any
such transportation must be primarily tourists to qualify for hotel tax funding. Amount requested under this
category: $

What sites or attractions will tourists be taken to by this transportation?

Will members of the general public (non-tourists) be riding on this transportation?

What percentage of the ridership will be local citizens?

h) Signage directing tourists to sights and attractions that are visited frequently by hotel guests in the
municipality. Amount requested under this category: $

What tourist attractions will be the subject of the signs?

How many years have you held this Event? 40

Expected Attendance: 500

How many people attending the Event will use South Padre Island lodging establishments? 50%

How many nights do you anticipate the majority of the tourists will stay? 2

Will you reserve a room block for this Event at an area hotel(s)? No

Where and how many rooms will be blocked?
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List other years (over the last three years) that you have hosted your Event or Project with amount of
assistance given from HOT and the number of hotel rooms used:

Month/Year Held Assistance Amount Number of Hotel Rooms Used
2019 5,000.00 mktg 135
2020 5.000.00 mkta 105
2021 5,000.00 mkta 208

How will you measure the impact of your event on area hotel activity (e.g.; room block usage
information, survey of hoteliers, etc.)?
Our event registration form includes a lodging survery. Completed survey forms are presented to CVB

Please list other organization, government entities, and grants that have offered financial support to your
project:

Will the event charge admission? Y€S If so, what is the cost per person? 95@nglers 25others

Do you anticipate a net profit from the event? Yes

If there is a net profit, what is the anticipated amount and how will it be used?
Estimate $30,000 net profit which goes into the Chamber operational budget and provides the resources to

sustain our operations and to carry out the fishing tournament as well as other programs and events for businesses

All marketing and promotions will be coordinated through the CVA’s agency, unless exempted from this
requirement by the Executive Director, in which case all creative must be pre-approved by the Executive
Director (or designee) and payments will be on a reimbursement basis. Please list all promotion efforts your
organization is planning and the amount estimated for each media outlet:

* Newspaper: $1000.00
* Radio: gpsa's
TV strade
*  Website, Social Media: I
*  OtherPaid Advertising: $1000.00

Anticipated Number of Press Releases to Media: 5-10 - June July

Anticipated Number Direct Emails to out-of-town recipients: 200

Other Promotions: POster, banners, push cards, email, social media, sharing w/other FB fishing groups

A link to the CVB must be included on your promotional handouts and in your website forbooking
hotel nights during this event. Are you able to comply? EYes |:|No

Will you negotiate a special rate or hotel/event package to attract overnight stays?

No

[If we have a tour operator, we will require them to use that service.]
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What other marketing initiatives are you planning to promote hotel and convention activity for this

event?
Event listing on CVB website events page, SPlI Chamber website, FB, Chamber emails

Who is your target audience? F€Male adult and youth anglers, captains and families

What geographic region(s) are you marketing to?
RGV, Coastal TX and throughout Tx using FB fishing sites & Texas fishing publications/websites

If the funding requested is related to a permanent facility (e.g. museum, visitor center):

* Expected Visitation by Tourists Monthly/Annually:

* Percentage of those who visit the facility who indicate they are staying at area hotels/lodging
facilities: % (use a visitor log that asks them to check a box if they are staying at an area
lodging facility)

What amount of event insurance do you have for your event and who is the carrier:

1,000,000 general liability: Accord

[Insert South Padre Island Minimum Event Insurance Coverage Minimums and duty to list South Padre
Island as an additionally insured]

Any marketing for the event must be consistent with the brand image for South Padre Island and all
such marketing pieces that are funded with hotel tax must be coordinated and developed by the South
Padre Island CVB marketing agency. Are you able to comply?

@Yes D No

Where appropriate, the CVB will require access to event participant database information that will show
zip code data to measure likely impact from the funded event.

Submit to complete applications to:

Marisa Amaya

Event Development Manager

C/O City of South Padre Island Convention and Visitors Bureau
7355 Padre Blvd.

South Padre Island, TX 78597

Phone: (956) 761-3834

Email: marisa@sopadre.com
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South Padre Island Convention & Visitors Bureau

Special Event Applicant Checklist

Ladies Kingfish Tournament 10/12/2021
Name of Event Date Submitted
[1| Received and understood the separate Special Events Policy
[ 1| Received and understood the separate HOT Funding Guidelines
[1| Completed the South Padre Island Hotel Tax Funding Application form
[]| Enclosed a description of all planned activities or schedule of events (REQUIRED)
Enclosed a sponsor list (categorized by “confirmed” and “pending”)
Enclosed a vendor/exhibitor list (categorized by “confirmed” and “pending)
Enclosed an event map
Enclosed security/safety plans
0 Enclosed a complete detailed budget (REQUIRED)
[] Enclosed an advertising/marketing and promotion plan (REQUIRED)
Enclosed copies of promotional materials (if available)
Enclosed a summary of previous special event experience of organizer(s)
Enclosed a history of event (if previously produced)
N Indicated the type(s) of assistance requested
0 In Room night projections, with back-up, for the Funded Event (REQUIRED)
0 Indicated the amount of financial support (if requested)
10/12/2021
Authorized Signature Date
Alita Bagley
Print Name
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2020 Ladles Kingflsh Tournament

Activities Overview

Wednesday- at the SPI Convention Centre

Move in our tournament related supplies, trophies, merchandise, angler bags. Deliver banners to CVB
staff for hanging. Check with them regarding final setup.

Thursday - at the SPI Convention Centre

Setup merchandise booth, trophy display, stage presentation, art vendor, raffle display, inside boat/car
displays. Setup posters. Challenge table also setup.

Friday- at the SPI Convention Centre

Set up registration work area, bag pickup, onslte registration, vendors come in to setup 9-3. Bars are
setup. Volunteers arrive by 4. The room is wrapped with sponsors banners all around the room.

Event opens at 4 p.m. and registration ends at 7:00 pm. Guests may enjoy Food and drink while
shopping our merchandise booth and visiting vendor booths where they can purchase items or visit with
reps. A very active raffle area is selling chances for a vast number of raffle items. Registered participants
may enter an angler's challenge. Guests can view all of the sponsored award t rophies. This is a time
when many guests visit with friends and anglers they haven't seen since previous year. Event is open to
everyone. We usually have some type of music and during the course of the evening there is a rules
meeting.

Saturday- at the South Point Marina in Port Isabel

Fishing on the Laguna Madre and the Gulf of Mexico. Weigh in is held at the South Point Marina in Port
Isabel from 2 to 7 p.m. There Is covered seating available for audience and the Laguna Madre Youth
Center is selling food and soft beverages. 30 plus volunteers staff the weigh in tables and assist anglers
at the dock. We have a charity that collects donated fish. lots of photo ops

Sunday - at the SPI Convention Centre

Final day of festivities. Convention Hall opens at 10:00 a.m. to the public. Those with tickets can enjoy
lunch starting at 11:00. There are cash bars for refreshments. Vendors are open and our event
merchandise booth volunteers are selling items. Our raffle crew is selling tickets for the raffle until 12:00
noon. Trophies are on display. An announcer does the appropriate thank you to sponsors, donors,
various dignitaries and guests. Winners are announced and awarded trophies. Raffle drawings are held.
Angler's challenge announces winners.
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Proposed Budget LKT 2022

450000 - Ladies Kingfish Tournament -

411050 -
412050 -
413050 -
429050 -

Reg. Fees
Sponsorship
Event promo items
Miscellaneous

Total 450000 - Ladies Kingfish Tournament -

620000 - Ladies Kingfish Tournament

500050 -
502050 -
522050 -
562050 -
576050 -
606050 -
618050 -
619050 -
Total

Promotion
Awards/Prizes/Tropies
Food/Drink

Misc.

Printing

Supplies

T-Shirts/logo items
Event Bags

21,000.00
30,000.00
2,500.00
4,000.00

57,500.00

5,000.00
1,200.00
4,300.00
4,500.00

250.00

200.00
1,700.00
1,200.00

18,350.00
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2022 Proposed Media Plan

Lone Star Outdoors
Ad on website homepage - June and July

Texas Saltwater Fishing Magazine
¥ page full-color ad in July printed magazine
Large banner ad on website homepage - June and July

PI/SPI Guides Association Website
Ad on website homepage that links to event page for one year

Texas Sportsman Magazine
Full page color ad in June/July online magazine
Videos during event and while fishing and features on Texas Sportsman Show on Fox Channel 2

Gulf Coast Mariner Magazine
E-blast to over 5,000 contacts, event posted on homepage under Fishing and Fishing Events, 3 Facebook posts, 2
Twitter posts, 1 Instagram post, and banner on website for two months with click to event page

Saltwater Angler Magazine
Banner ad on website homepage in June and July

South Padre Island Street Banner
In median on Padre Blvd. two weeks prior to event

Parade
Three % page color ads (every other week and altemated with Coastal Current)
We paid for two and Parade paid for one

Full page color thank you ad in August
Coastal Current
Three ¥ page color ads (every other week and alternated with Parade)
Full page color thank you ad in August
SOCIAL MEDIA - FISHING GROUPS JOINED (10,982+ total members)
361 Fishing - 39,000 members Fishing Tournaments: South Padre Island, TX (SP1) - 68 members
Fishing Texas - 19,000 members Texas Fishing Group - 7,500 members
RGV Fishing Fanatics - 2,700 members SPI Fishing: The Jetties ~ 452 members
Texas Fishing - 1,200 members Texas Flats Fishing - 1,900 members
210 Fishing - 38,000 members

*all social media posted to Chamber’s Facebook, Instagram and Twitter, and LKT Facebook and Instagram, and
shared with above fishing groups, and numerous local groups

Registration forms and posters are also distributed during Port Mansfield and TIFT tournaments.
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Ladies Kingfish Tournament — Room night estimate

Based on 2021 attendee demographics, 55% of our registrants were from outside 75 miles of
South Padre Island.

Using an estimate of 370 registered attendees and a conservative 45% from outside 75 miles, equal
185 who may book room nights.

Conservatively estimating 3 person per room which results in 83 room nights x 2 nights = 123 room
nights total.
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APPLICATION FOR INITIAL FUNDING

10/12/2021
Today’s Date:

. . South Padre Island Convention and Visitors Bureau
Name of Organization:

7355 Padre Blvd.
Address:

. . South Padre Island, TX 78597
City, State, Zip: " Fadre’san

April Romero april@sopadre.com

Contact Name: Contact Email:

Contact Office PhoneNumber: *>°"* %%

Contact Cell PhoneNumber:

sopadre.com

Website Address for Event or Sponsoring Entity:

Non-Profit

Non-Profit or For-Profit status: Tax ID #:

Entity’s CreationDate:

Purpose of your organization:

Promote South Padre Island as a premier tourist destination.

Lighted Boat Parade 2021
Name of Event: °

Saturday, December 4, 2021
Date(s) of Event: Y

Primary Location Of Event: Entertainment District/Laguna Madre Bay

Amount Requested: $7,000.00

Primary Purpose of Funded Activity/Facility:

Provide family-friendly entertainment in support of the City's holiday program and continue a 30+ year long-standing tradition of the Lighted Boat Parade.
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How will the hotel tax funds be used: (please attach a list of the hotel tax funded expenditures?

To support the operations of the Lighted Boat Parade.

Percentage of Hotel Tax Support of Related Costs

e Percentage of Total Event Costs Covered by Hotel Occupancy Tax

__ Percentage of Total Annual Facility Costs Covered by Hotel Occupancy Tax for the Funded Event
__ Percentage of Annual Staff Costs Covered by Hotel Occupancy Tax for the Funded Event

If staff costs are covered, estimate percentage of time staff spends annually on the funded event(s)
compared toother activities %

Are you asking for any cost reductions for city facility rentals or city services, and if so, please quantify and
explain:

a)

b)

)

d)

f)

Which Category or Categories Apply to Funding Request & Amount Requested Under Each Category:

Convention Center or Visitor Information Center: construction, improvement, equipping, repairing,
operation, and maintenance of convention center facilities or visitor information centers, or both.
Amount requested under this category: $

Registration of Convention Delegates: furnishing of facilities, personnel, and materials for the
registration of convention delegates or registrants. Amount requested under this category: $

Advertising, Solicitations, Promotional programs to attract tourists and convention delegates or
registrants to the municipality or its vicinity. Amount requested under this category: $

Promotion of the Arts that Directly Enhance Tourism and the Hotel & Convention Industry: the
encouragement, promotion, improvement, and application of the arts that can be shown to have some
direct impact on tourism and the hotel/convention industry. The impact may be that the art facility or
event can show hotel nights that are booked due to their events or that guest at hotels attend the arts
event. Eligible forms of art include instrumental and vocal music, dance, drama, folk art, creative writing,
architecture, design and allied fields, painting, sculpture photography, graphic and craft arts, motion
picture, radio, television, tape and sound recording, and other arts related to the presentation,
performance, execution, and exhibition of these major art forms: $ 71000:00

Historical restoration and preservation projects or activities or advertising and conducting
solicitation and promotional programs to encourage tourists and convention delegates to visit
preserved historic sites or museums. Amount requested under this category: $

Expenses including promotional expenses, directly related to a sporting event in which the
majority of participants are tourists. The event must substantially increase economic activity at
hotels within the city or its vicinity. Amount requested under this category: $
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9)

h)

How many attendees are expected to come to the sporting related event?

How many of the attendees are expected to be from more than 75 miles away?

Quantify how the sporting related event will substantially increase economic activity at hotels within the city
or its vicinity?

Funding transportation systems for transporting tourists from hotels to and near the city to any of the
following destinations: 1) the commercial center of the city; 2) a convention center in the city; 3) other
hotels in or near the city; and 4) tourist attractions in or near the city. Please note that the ridership of any
such transportation must be primarily tourists to qualify for hotel tax funding. Amount requested under this
category: $

What sites or attractions will tourists be taken to by this transportation?

Will members of the general public (non-tourists) be riding on this transportation?

What percentage of the ridership will be local citizens?

Signage directing tourists to sights and attractions that are visited frequently by hotel guests in the
municipality. Amount requested under this category: $

What tourist attractions will be the subject of the signs?

How many years have you held this Event? ** S7'cV8 ©ver01o)

Expected Attendance: "%

How many people attending the Event will use South Padre Island lodging establishments? 10

How many nights do you anticipate the majority of the tourists will stay? 12

Will you reserve a room block for this Event at an area hotel(s)? "*°

Where and how many rooms will be blocked?

The SPICVB will package this event with local hotels and VRMs.
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List other years (over the last three years) that you have hosted your Event or Project with amount of
assistance given from HOT and the number of hotel rooms used:

Month/Year Held Assistance Amount Number of Hotel Rooms Used
December 2020 $7,000
December 2019 $3,000 80
December 2018 $3,000 81

How will you measure the impact of your event on area hotel activity (e.g.; room block usage
information, survey of hoteliers, etc.)?

QR Codes and Room Block Information

Please list other organization, government entities, and grants that have offered financial support to your
project:

Will the event charge admission? No If so, what is the cost per person?

Do you anticipate a net profit from the event? N

If there is a net profit, what is the anticipated amount and how will it be used?

All marketing and promotions will be coordinated through the CVA’s agency, unless exempted from this
requirement by the Executive Director, in which case all creative must be pre-approved by the Executive
Director (or designee) and payments will be on a reimbursement basis. Please list all promotion efforts your
organization is planning and the amount estimated for each media outlet:

* Newspaper: $
* Radio: s

e TV: s
*  Website, Social Media: g PLO0000
*  Other Paid Advertising: ¢ SL.00000

Anticipated Number of Press Releases to Media: 2

Anticipated Number Direct Emails to out-of-town recipients; *°m" P2t 10 25k indviduais

. Request all SPI-sponsored fishing tournaments to send boat parade flyers to their registratns.
OtherPromotions: " P 9 P Y 9

A link to the CVB must be included on your promotional handouts and in your website forbooking
hotel nights during this event. Are you able to comply? Yes |:|No

Will you negotiate a special rate or hotel/event package to attract overnight stays?
Yes

[If we have a tour operator, we will require them to use that service.]
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What other marketing initiatives are you planning to promote hotel and convention activity for this
event?

SoPadre website, SoPadre social media channels, the digital billboard in RGV & Austin Markets, Tx Monthly & Coastal Current, and assistance from the

Zimmerman Agency

Who is your target audience? Families

What geographic region(s) are you marketing to?
Texas - specifically RGV/San Antonio & Austin markets

If the funding requested is related to a permanent facility (e.g. museum, visitor center):

* Expected Visitation by Tourists Monthly/Annually:

* Percentage of those who visit the facility who indicate they are staying at area hotels/lodging
facilities: % (use a visitor log that asks them to check a box if they are staying at an area
lodging facility)

What amount of event insurance do you have for your event and who is the carrier:
1,00,000 TML

[Insert South Padre Island Minimum Event Insurance Coverage Minimums and duty to list South Padre
Island as an additionally insured]

Any marketing for the event must be consistent with the brand image for South Padre Island and all
such marketing pieces that are funded with hotel tax must be coordinated and developed by the South
Padre Island CVB marketing agency. Are you able to comply?

MYes D No

Where appropriate, the CVB will require access to event participant database information that will show
zip code data to measure likely impact from the funded event.

Submit to complete applications to:

Marisa Amaya

Event Development Manager

C/O City of South Padre Island Convention and Visitors Bureau
7355 Padre Blvd.

South Padre Island, TX 78597

Phone: (956) 761-3834

Email: marisa@sopadre.com
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South Padre Island Convention & Visitors Bureau

Special Event Applicant Checklist

Lighted Boat Parade 2021 10/12/2021

Name of Event Date Submitted

Received and understood the separate Special Events Policy

Received and understood the separate HOT Funding Guidelines

Completed the South Padre Island Hotel Tax Funding Application form

SNIKITKHIK

Enclosed a description of all planned activities or schedule of events (REQUIRED)

Enclosed a sponsor list (categorized by “confirmed” and “pending”)

Enclosed a vendor/exhibitor list (categorized by “confirmed” and “pending)

Enclosed an event map

<

Enclosed security/safety plans

Enclosed a complete detailed budget (REQUIRED)

KIS

Enclosed an advertising/marketing and promotion plan (REQUIRED)

Enclosed copies of promotional materials (if available)

Enclosed a summary of previous special event experience of organizer(s)

Enclosed a history of event (if previously produced)

Indicated the type(s) of assistance requested

In Room night projections, with back-up, for the Funded Event (REQUIRED)

Indicated the amount of financial support (if requested)

ANNANAS

10/12/2021

Authorized Signature Date

April Romero

Print Name
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Lighted Boat Parade
Saturday, December 4, 2021

Schedule of Events:

A MUST ATTEND MEETING prior to the event of ALL BOAT
CAPTAINS or their designated representatives will be held at
SPI Convention Centre at 2:00 p.m.

o Boat Numbers and instructions will be given out.
Boats will gather at Sea Ranch Marina on Saturday at 5:30 p.m.
Parade begins at Sea Ranch Marina at 6:00 p.m.

o Designated viewing locations throughout the route will offer

public viewing.

o See map for visual route.
Parade continues through the channel by the “Entertainment District.
Judging will take place near The Greens/Docks at Jim’s Pier.
Captains will dock their boats.
Captain’s Dinner - Location TBD immediately following the
ending of the boat parade.

Schedule is tentative.
In the event of inclement weather, the parade will be postponed to
Saturday, December 11, 2021.
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Lighted Boat Parade-2021
Expenses  Detls  Budget

Boat Numbers 2 reflective banners for numbers 1-30 $800.00
Awards Dinner Captain's Dinner $1,600.00
Social Media Marketing Marketing pre-budgeted $500.00
Print Ad - Marketing Inserts $2,000.00
Operations $1,000.00
Awards $600.00
Banner $300.00
Misc. $200.00
.
TOTAL $7,000.00
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Item No. 5.5

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD
AGENDA REQUEST FORM

MEETING DATE: October 27, 2021
NAME & TITLE: Linette Hernandez, Management Assistant
DEPARTMENT: Convention and Visitors Bureau

ITEM
Discussion and possible action to approve the contract and funding requests for Spartan City Sprint & Kids
Championship in February 2022. (Romero)

ITEM BACKGROUND

Spartan City Sprint & Kids Championship:

Scheduled Feb. 19, 2021 (origmally Feb 19 & 20).

$90,000 ($10,000 in-kind)

Approved by SEC, CVAB, and Council in Sept. 2021 & Oct. 2021

BUDGET/FINANCIAL SUMMARY
02-593-8099

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW

Sent to Legal: No
Approved by Legal: No

RECOMMENDATIONS/COMMENTS:
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SPARTAN
2022 TERM SHEET
City of South Padre Island Convention & Visitors Bureau
7355 Padre Blvd.
South Padre Island, Texas 78597
Attn: Ed Caum | Executive Director

PARTNERSHIP TERM

November 1, 2021 — November 1, 2022

TERRITORY North America
INVESTMENT $90,000 to be paid within 15 days of event completion, Terms to follow
Date: February 19, 2022
EVENT(S) Event Name: South Padre Spartan City 5K & Kids North American Championship
Venue Address: 6900 Padre Blvd, South Padre Island, TX 78597
CO-MARKETING AND TRADE SUPPORT. As additional consideration for this Agreement, Sponsor will,
at its sole cost and expense, provide Spartan with the following co-marketing and trade support
benefits:
1. Parking and Transportation.
i. Venue rental for the Event (including set-up and breakdown costs and expenses).
ii. Parking support staff for the Event (including during set-up and breakdown).
iii. Use of convention center parking lot for trailer staging
2. Safety Support Staff.
i. Provide Fire and Rescue staffing and support for the Event (including any costs and
expenses)
ii. Provide Police staffing and support for the Event (including any costs and expenses).
SPONSOR 3. Sanitation and Maintenance Services. Sponsor will provide venue maintenance, waste and
CO-MARKETING AND refuse service during the Event (including during set-up and breakdown).
TRADE SUPPORT

4, Storage and Equipment. Sponsor will provide Spartan with storage prior to the Event and
tents for Spartan staff use during the Event (including any costs and expenses).

5. Online/Social Media Promotion.

i. Sponsor will promote and tag Spartan and the Event on social media posts (e.g. Facebook,
Instagram).

ii. Sponsor will collaborate with Spartan on additional social media opportunities to showcase
Sponsor’s hosting of the Event.

iii. Sponsor will collaborate with Spartan to co-author a news release and media
announcement.

iv.  Sponsor will provide digital content for Spartan’s distribution to attendees such as
“things to do,” “places to eat,” etc.

6. Logo. Sponsor hereby grants Spartan a term limited license to use Spartan’s name and logo

for Spartan’s promotion of the Event.

NON-BINDING & CONFIDENTIAL
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CO-MARKETING AND
TRADE SUPPORT,
SPONSORSHIP
BENEFITS

Spartan will provide for each Event, at no additional cost to SPONSOR (unless otherwise specified

below):

1.

Logo. Display of SPONSOR logo, as provided by SPONSOR, on Event webpage, welcome
banner and event feather banners.

Destination Promotion. Spartan will collaborate with SPONSOR to promote host
DESTINATION, as well as activities located near the Event, including but not limited to:

i.  Social media promotion; including at least Up to 3 posts (SPONSOR
must provide content 2 weeks prior to desired postdate)

ii. Spartan will provide a direct link from the Spartan website to
participating SPONSOR destination website

iii. Inclusion in pre-race emails. SPONSOR to provide link and content 4
weeks prior to the event date(s). Content must be mutually approved
by both parties.

Host Sponsor mentions. Inclusion and mention of SPONSOR in the event-related media
coverage, post event recap and event specific marketing campaign.

Exhibit Space. Spartan will grant SPONSOR one 20 feet x 20 feet exhibit space in a high traffic
area at the festival associated with each Event for SPONSOR'’s use (the “Tent”). SPONSOR will
keep exhibit open and staffed at all times during Event hours. SPONSOR acknowledges that
set-up hours are on Friday between 8:00 AM — 3:00 PM. Depending on the number of
participants at the Event, the Event may end as early as 4pm. Event tear down begins on the
last day of the Event as soon as the last participant exits the Event. Early tear down is not
allowed.

Barrier Jackets. SPONSOR may provide four (4) barrier jackets to be installed in the festival
area at the Event and/or on the racecourse. Content and design to be reasonably approved by
Spartan. Except as otherwise provided in this Agreement, SPONSOR shall be responsible for
the initial production of on-site barrier jackets and comparable signage.

Logo Inclusion. SPONSOR’s logo to be included on the Finisher Shirts, Medal Lanyards and
above-mentioned banners. SPONSOR must provide logo 4 weeks prior to event date.

Race Entries. Spartan will provide SPONSOR with up to ten (10) complimentary Event race
entries to use for promotional purposes. The start times for such race entries shall be
determined in Spartan’s sole discretion. The race entries shall be provided at Spartan’s sole
expense; provided, that any person registering for the race using such race entries shall be
responsible for the cost and purchase of the individual supplemental race insurance offered
through the race registration platform.

Event Testimonial. Spartan will provide Sponsor with a testimonial describing its experience
working with Sponsor and hosting the Event.

NON-BINDING & CONFIDENTIAL
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Payment Terms.

A. As good and valuable consideration for the Sponsorship Benefits provided by Spartan, Sponsor
agree to provide Spartan a sponsorship fee payable on the date and in the amount described in the
table below. Sponsor acknowledges and agrees that payments will be made by check or wire to
Spartan agrees to provide wire details to Sponsor upon execution of this Agreement.

2022 Event Sponsorship Fee Payment Schedule
$45,000.00 from the City of South Padre 50 % of payment shall be paid within 30
Island Convention & Visitors Bureau in days of signature. The full remaining
support of the Spartan City Sprint Event payment shall be paid within 15 days upon

letion of the Event.
$45,000.00 from the City of South Padre | _C P cHon OTthe Even

| Island Convention & Visitors Bureau in
support of the Spartan Kids North American
Championship Event

NON-BINDING & CONFIDENTIAL
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Item No. 5.6

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD
AGENDA REQUEST FORM

MEETING DATE: October 27, 2021

NAME & TITLE: Linette Hernandez, Management Assistant

DEPARTMENT: Special Events Committee

ITEM
Discussion and update on Spartan Hurricane Heat in November 2021. ( Romero)

ITEM BACKGROUND

Spartan Hurricane Heat

November 19 - 21, 2021

Est. Attendance - 100

An event they provided to us at no cost due to us sponsoring their main event in Feb. 2022.
***¥Never went to SEC or CVAB, until public comments on Oct. 19 SEC Meeting

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW

Sent to Legal: No
Approved by Legal: No

RECOMMENDATIONS/COMMENTS:
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HURRICANE HEAT
PARTNERSHIPS



WHAT IS A HURRICANE HEAT?

Welcome to the Spartan Hurricane Heat! Simply put, the Hurricane Heat is a team-building
event that teaches cohesiveness and camaraderie by pushing people to their physical and
mental limits in non-traditional creative ways under challenging conditions. We will be
implementing additional safety measures and adapting our team building practicesin
accordance to Covid-19 standards and social distancing guidelines.

The Hurricane Heat started in August of 2011 when Hurricane Irene forced the cancellation of a
Spartan Race in Amesbury, Massachusetts. Even with thousands of bummed out racers, no one
was more devastated than our founder, Joe DeSena. So, he gathered 150 athletes and Spartan
staffers at 5:30am, handed them some sandbags, did a boatload of burpees, and proceeded to
spend more than three hours covering less than four miles. Needless to say, there were some very
tired people when it was over but participants absolutely loved their experience while learning a
lot about themselves, and the Hurricane Heat was born.

At a Hurricane Heat, participants will assemble with strangers and be given tasks and missions to
figure or carry out. The tasks will quickly establish how well they can work as a team, how strong
they are mentally, and how far they can push their body, physically. Upon arrival to a Hurricane
Heat, participants will start with physical training and the Hurricane Heat leaders, called Krypteia,
will check gear ensuring everyone’s preparedness for the tasks set before them. Teams will then
be created and the excitement of the unknown begins. Working as a unit each team will solve
problems, collaborate to complete tasks, and find ways to accomplish missions. What one person
cannot do alone will be fulfilled as a team.

By the end of a Hurricane Heat, participants will feel accomplished. They may leave tired, and
maybe wet and muddy, but will leave with a sense of pride, satisfaction, and honor. And most
likely, will have gained a new set of friendships too.



https://youtu.be/iY5GVmhH0t0

VENUE REQUIREMENTS & PARTNERSHIP

A Y,
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Spartan is now accepting proposals for new Hurricane Heat locations!

Venue Requirements:

= Cell Service

= Emergency vehicle access

= 25 minutes or less EMS response time to location

=  Free or very low cost

= 50 - 100 people capacity (with social distancing)

= 30+ vehicle parking

= 48-hour access to land

= 10+ acres

= Preferavariety of terrain: woods, trails, streams,
grassy field, but not required

= Restrooms or availability of portable toilets

Partnership Benefits:

What's in it for the venue host?

Hosting a Spartan Hurricane Heat is a great introductory
Spartan product to launch Spartan in your destination and build
a relationship for future Spartan events

Marketing Exposure for your destination on our vast Spartan
social media and web platforms

Opportunity to offer a unique endurance event to your
community promoting health and wellness in a scaled and
monitored environment.

®
3

*Programming will be adapted to meet current Covid-19 restrictions and distancing practices* spn
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@ SPARTAN

If your destination is interested in partnering with
us on a Hurricane Heat please contact:

ANDI HARDY
HURRICANE HEAT DIRECTOR
andih@spartan.com
770-846-3673

THANK YOU-AROO!

RO B FotNR
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CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD
AGENDA REQUEST FORM

MEETING DATE: October 27, 2021
NAME & TITLE: Ed Caum, CVB Director
DEPARTMENT: Convention and Visitors Bureau

ITEM

Discussion and possible action to approve the following in-house marketing buys. (Rodriguez)
*KRGV Channel 5-SPI Camera and Extended Beach Conditions Sponsorship
*CBS Channel 4 Media Buy

*Lamar Digital Billboards- Oklahoma Renewal
*Texas Monthly Winter 2021 Campaign and Spring 2022 Campaign

ITEM BACKGROUND
KRGV Channel 5: $47,400 (October 2021-September 2022)

CBS Channel 4: $45,000 investment (October 2021- September 2022)

Lamar Digital Billboards Oklahoma Renewal: $49,000 (November 2021-March 2022)

Item No. 5.7

Texas Monthly: Winter 2021 Campaign $49,500, Spring 2022 Campaign $49,500 Total investment: $99,000

(November 2021-April 2022)

BUDGET/FINANCIAL SUMMARY
02-594-0531

COMPREHENSIVE PLAN GOAL
N/A
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LEGAL REVIEW

Sent to Legal: Yes
Approved by Legal:

RECOMMENDATIONS/COMMENTS:
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The Valley's News Channel
SPI CAMERA AND EXTENDED BEACH CONDITIONS SPONSORSHIP

October 1st, 2021-September 30, 2022

Sponsor Text in the bottom right corner of all SPI camera shats during KRGV newscasts.

Text will appear anytime the SPI Camera is used during all CHANNEL 5 and HECHOS VALLE newscasts.
Minimum total of Sponsor Text impressions on CHANNEL 5: 2,416

Minimum total of Sponsor Text impressions on AZTECA VALLE: 1,192

Sponsor Video Billboard adjacent to CHANNEL 5 NEWS and HECHOS VALLE extended beach conditions report.

“The beach conditions report is supported by South Padre Isiand Convention and Visitors Bureau”

Extended beach conditions report to air in the Thursday 6p and Friday 6a newscasts on CHS and Thursday Sp and Friday 7a
on AZTECA VALLE.

Video Billboard will feature five seconds of sponsor video, sponsor loge, and audio mention.

On CHANNEL S, Sponsor receives a total of 104 Sponsor Video Billboards (52 in the Thursday 6p News / 52 in the Friday 6a
News)

On Azteca Valle, Spansor receives a total of 104 Spanish Sponsor Video BB’s (52 in the Thursday 5p News/S2 in the Fri. 7a
News)

Sponsor Logo on 52 Beach Conditions Facebook posts on KRGV Weather Facebook Posts (x1 post per week)
Logo visible throughout feature / KRGV Weather Facebook Page =205,000 Fans

Sponsor Logo on 52 Beach Conditions Facebook posts on Azteca Valle Page {x1 post per week, in Spanish)
Logo visible throughout feature / Azteca Valle Facebook Page = 53,200 fans

Sponsor Logo + Mention on a total of 240 Beach Conditions promos airing on CHANNEL 5 (x20 per month}
Sponsor Logo + Mention on a total of 240 Beach Conditions Spanish promas airing on AZTECA VALLE (x20 per month)
Sponsor Logo + Mention on a total of 240 Beach Conditions promos airing on SOMOS EL VALLE {x20 per month)

360 M-F 5a-12a Sponsor Commercials on CHANNEL 5. (x30 per month)

480 M-F 5a-12a Sponsar Commercials on AZTECA VALLE (x40 per month) *

480 M-F 5a-12a Sponsor Commercials on SOMOS EL VALLE {x40 per month}

*Spanish spot must run on Azteca. If Spanish spot is not available, KRGV wiil edit 2 Spanish at no charge.

[
)
azteca

Vialle s 2
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The Valley's News Channni

SPI Camera Sponsor Text Impressions
Annual Schedule on CHANNEL 5

Days Time Program Minimum # of SPI Camera Uses/
Text Impressions
{October 1, 2021-September 30,2022)

M-F 430a-5a CHANNEL S NEWS at 430a 259

M-F 5a-530a CHANNEL 5 NEWS at Sa 259

M-F 530a-6a CHANNEL S NEWS at 530a 259

M-F 6a-7a CHANNEL 5 NEWS at 6a 259

M-F 12p-1p CHANNEL 5 NEWS at 12p 259

M-F 5p-530p CHANNEL 5 NEWS at 5p 259

M-F 6p-7p CHANNEL 5 NEWS at 6p 259

M-F 10p-1035p CHANNEL 5 NEWS at 10p 259

Sa 8a-9a CHANNEL 5 NEWS at 8a 52

Sa 6p-630p CHANNEL 5 NEWS at 6p 32

Newscast will not 8ir Sa 9/4-58-12/4 due to College Footbe

Sa 10p-1035p CHANNEL 5 NEWS at 10p 52

Su 9a-10a CHANNEL 5 NEWS at 9a 52

Su 530p-6p CHANNEL 5 NEWS at 530p 52

Su 10p-1035p CHANNEL 5 NEWS at 10p 52

Su 1030p-1105p CHANNEL 5 NEWS at 1030p 52

Minimum Total of SPI Camera Uses/Text Impressions on CHANNEL 5: 2,416

) (¢
'.k "!.

azteca
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The Valley's News Channel

SPI CAMERA AND EXTENDED BEACH CONDITIONS SPONSORSHIP

October 1, 2021 - September 30, 2022
Monthly Cost: $3,950 (Oct 21-Sep 22)
Total Cost: $47,400 (Oct 21-Sep 22)

Terms

KRGV will provide all camera equipment.

KRGV will maintain and repair all equipment as necessary.

Isla Grand rooftop shall be iocation for camera.

Isla Grand agrees to provide KRGV employees and/or vendors access to property, as needed, for
installation and maintenance requirements.

SPI CVB may use sponsor commercials for self promotion or gift spots to other businesses. Gifted spots
must include “paid for by SPI-CVB” as required by FCC laws.

2021/2022 SPi Camera and Extended Beach Conditions Sponsorship is non-canceliable unless either
party fails to perform its obligations as provided herein and does not cure item of concern after
reasonable notice and opportunity.

South Padre Island CVB representative Date

KRGV Representative Date

azteca
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Oxahoma Clty

123 NW S0th Sbreet
Oxiahoma City, OK 73118
Phone: 405-528-2683
Fax; 405.557-1648

CONTRACT # 3693438

CONTRACTED BY AGENCY ON BEEHALF OF ADOVERTISER

Customer # 135256-0

Mame SOUTH PADRE ISLAND GONVENTION & VISITORS
Address 7355 PADRE BLYD

Clty/State/Zip S50UTH PADRE ISLAND, TX 78597

Contact Lori Moare

Email Addrass Irai @aapadra.com

Phoneg # (996) 761-6387

Fax #

P.D/ Referance # 266-S0U-21

Advartiser/Product  |SOUTH PADRE ISLAND CONVENTION & VISITORS
Campalgn

Date 9302021
Naw/Henewal: REMEWAL
Account Executive: Lisa Garza
Phone: 4085.528-2683

#of Panels: 8 Billlng Cyla: Evary 4 wasl:sl

Panel # Market I Location I Illum I Media Siza | Mige | Sarvice Dates | # Sarvice | Invest Par Cost
TAB ID Typa Perlods Porlod
o2 266-OKLAHOMA k40, .3 ml E/O Yes Dighal 140" x48'QF 121-08/20022 5 52,000.00 $10,000.00
304486858 COUNTY, OK MERIDIAN, SEAVF Bullatin
9005 266-CMLAROMA BCON. W44 (STATEFAMR  Yes Digdal 14'0"x48'0° VAN 210320722 5 52,000.00 $10,000.00
$4931092 CEUNTY. QK GROUNDS) ES/SF Bullatin —
o015 266-ORLAHOMA 4507 5. .44, 810 SW Yoz Dighal 14' 0" x48'0° 11021-03/20022 ] £3.200.00 $18,000.00
234876 COUNTY, OK 4TH, WSINF Bullatin _
5021 266-CHLAHOMA 7003 M. BROADWAY Yes Digal 14'0°x 480 T 200202 5 sﬁmm $10,000.00
A0637770 COUNTY, DK EXT, .6 mi 510 Bullatin
WILSHIRE, WSMNF s— —
5002 266-0KLAROMA, 40, 3mi E/O Yes  Digital 14'0° x 4807 0Ar21122-03127182 1 563,00 583 00
0440858 COUMTY, OK MERIDIAN, SSAVF Bullatin
9006 266-CKLAHOMA 2400 N. 1-235, ES/SF Yes Diglal 1407 x 48 Q" 032 1122-03127 122 1 $554.00 5584 00
14931063 COUNTY, OK B_ulleth _
9015 266-OKLAHOMA 4507 5. |-44, S0 SW Yes Digildl 14'0° x 4807 3211220317122 1 $1,250.00 $1,250.00
234676 COUNTY. DK 44TH, W3NF B_I.Illﬂth _
8021 Z288-DKLAHOMA 7003 N. BROADWAY Yes Digilad 14'0"x 480" QA1 220307122 1 $583.00 £583 00
J0637TT0 COUNTY, OK EXT, .6 mi 310 Bulletin
WILSHIRE, WE/MNF
Total Space Costs: £49,000.00

Special Considerahons: Addibanal bonus: Two 3-day Evert Packages to be used at the advertiser's discretian during the term of the contract.
Advenising on panel 2015 on this contract, as well as the bonus advertising, will be guararteed space. Al othar digital boards will be pre-emptiva space.

Advertiser authorizes and @giucts The Lamar Companies (Lamar) to dsplay in gooad and workmanlike manner, and io meintain lor ihe terms sel farih above, cutdoor advertising
digplays dascribed sbove or on ihe atlached ligt. In consideration vereot, Advertisar agrees to pay Lamar all contraciad amounts within thirty {30 days atter (he date of billing
Adverliger scknowledges and agrees io be bound by the terma and conditions on all pages of this contracl

Tha Agancy representing this Adverliser in the conract exacubes this contrach as an
ageni for a discloged principal. but hereby expressly agreas to ba liabi e jointly and

severally and in olida with Adwertiser for the full and laithiul performance of
Adverliser's obligations hereunder. Agency walves notice of dataud and conzents ko

Meadia Buyer

The urdersigned reprosenialive or agenl of Advertiser hereby warrants 0 Lamar thal
hefghe is the

{Oficar/Titie)

&l extensions of payment. of the Adverliser and is aulhorized 1o execute this contracl on behalf of ihe Adverliser
SOUTH PADRE ISLAND CONVENTION & SOUTH FADRE ISLAND CONYVENTION &
Agency/Buyng Service: VISITORS Advertlser: VISITORS
Signatura; ISignature:
{signature above) {signature abova)
|Name: |Nama;
{print name above} {prinl name above)
|Date: JDate:
(date above) {dale above)
INITIALS e |I ||||‘ ||||||I || I||||||| |H |m|| ‘I l]|| |‘| |||| |‘H HH ||H|| ml“"l"m |’ |H||| Page 1af3
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Okdahama Chty Date: 5R02021
123 NW 50th Straed e New/Renewat: RENEWAL
Oktahoma City, OK 73118 Actount Exequlive: Lisa Garza
Phong: 405-528-2653 CONTRACT # 3693438 Phone 4055282683
Fax 405-557-1648

THE LAMAR COMPANIES This pontract is NOT BINDING UNTIL ACCEPTED by a Lamar General Manager

ACCOUNT EXECUTIVE: Lisa (B3arza GENERAL MANAGER DATE

STANDARD CONDITIONS

1. Late Artwork: The Advertiser must provide or approve art wark, materials and installaton instructions ten {10} days prior o the inibal Senace Dale. In the
case of defau't in furnishing or approval of arl work by Advertiser, billing will occur on the initial Service Dala

2 CopyrightTrademark: Advertiser warrants that alt approved dasigns do not infinge upon any trademark or copyright, stale or federal Advertiser agrees 1o
defend, indemnify and hold Lamar free and harmiess from any and all loss, Rability, claims and demands, including attornay's faes arising out of the character
contents or subjact matier of any copy displayed or produced pursuant to Ihis contract.

3 Payment Terms: Lamar will, from time to tima at intarvals following cammencement of service, bill Advertiser al the addresa on the face hereof Advartiser
will pay Lamar within thifty (30) days after lhe dale of invoice. If Advertiser fails to pay any invoice when it is due, in addition to amounts payable thereunder,
Adveriiser will promptly re'mburse callection costs, including reasonable attorney's fees plus a monthly service charge &t the rate of 1.5% of the cutstanding
balance of the invaice 1o tha extent permitted by applicable law. Delinquent payment will ba considerad a braach of this contract Payments wiil be applied as
daesignaled by the Advertiser; non designated payments will be applied to the oldest invoices outstanding.

4 Service Interruptions: IF Lamar is prevented from posting or maintaining any of the spaces by causes beyond its control of whatever naturs, including but
not limited to acts of God, etrikes, work stoppages or picketing, or in the event of damage or dastruction of any of the spaces, or in the event Lamar is unable
1o delrver any portion of the service requirad in this contract, including buses in repair, or maintanance, this conlract shall not terminate, Cradit shall ba
allowed to Advertisar at the standard rates of Lamar for such space or service for the period that such space or servica shall not be furnished or shall ha
diseontnuad or suspended. In the case of [Iumination, should there ba more than a 0% loss of ilumination, a 20% pro-rata credit based on four wasak billing
will be givan. If this contract requires illumination, it will be provided from dusk until 11:60p.m. Lamar may discharge this credit at its option, by fumishing
advertiaing service on substiule space, to be reasonably approved by Advertiser, or by exteriding the term of the advertising serace on the same space for a
periad bayond the expiration date. The substituted or extended service shall be of a value equal to the amount of such credit.

5 Entira Agreement: This contract, all pages, constilutes the entire agrearment between Lamar and Advertiser. Lamar shall not be bourd by any stpulations
conditions, or agreements not set fonth in this contract. Waiver by Lamer of any breach of any pravision shall net constitute a waiver of any other breach of
ihal provision or any other provision.

6. Copy Acceptarice: Lamar reserves the rdght 1o determine if copy and design are in good taste and withun the moral standards of the individual communities
in which it is 1o be dsplayed. Lamar reserves the nght to reject or remave any copy either before or after installation, inciuding immadiate termination of this
contract.

7 Terminalion Al contracts are non-cancellable by Advertiser without the written consent of Lamar Breach of any provisions contained in this covrac may
rasull in cancellation of this contract by Lamar.

8. Materials/Storage: Production matenials will be held at customar’s written request. Storage fees may apply
9. Instaliation Lead Time A laaway of five {5) working days from the initial Service Date is required to complete the installation of all non-digital displays

10 Customer Provided Production: The Adverfiser is responsible for producing and shipping copy production. Advertiser 13 rasponsible for all space costs
involvad in the event production doas not reach Lamar by the eslabiished Serace Dales. These materials must be producead in compliance with Lamar
production specificalions and must coma with a 60 day wamranly against fading and tearing

11. Bullelin Enhancamants: Cutouts/extensions, whers allowed are imited in size to 5 Fest above, and 2 foet to the sides and 1 foot below normal display
area The basic fabrication charge is for a maximum 12 manths.

12 Assignment: Advertiser shall not sublet, resell. Iransfer, donate or asaign any advertising spaca without the prior writan consent of Lamar

S—
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OMahoma City Date: 5/30:2021
123 NW 50th Strest NewiRenawal: RENEWAL
Oklahoma City, OK 73118 Achount Exacutive; Lisa Garza
Phong: 405-528.2683 CONTRACT # 3693438 Phone: 405-526-2683

Fax: M)5-557-1648

13, Digital Provisions: Lamar will strive 10 pravide Advertizsers with 100% of the tima they contract. However, due to problems with power interruplions,
emergency governmental warnings (e.9. Amber Alerts) or other unforeseen interruplions, Lamar is guarantaeing copy will be displayed an average of 92.5%
of the lime contracted. If a localion should be lest during the period of display for any reagon, a digilal lacation ol equal advertising value will be substituted or
credit issued for the loes of service. For purposes ol determining whether a creditis due, the average number of guarantesd impressions per day will be
measured over the duration of the contract, e.g., during a four week contract, the available impressions during the entire four week term ol the contract will be
calculated and 82 5% of that numbar will ba usad as the basis to determine whether a credit is due the Advertiser. If Lamar has pravided 52 5% or greater of
available impressians, then no cradit will be dus_

14, Customer Supplied Conten! (iSpots) License and Indemnity Agreamant

Copyright/Tracemark: Advertiser warrants that all approved designs do not infringe upon any trademark or copyright, state or federal. Advertiser agrees 1o
defend, indemnify and hold Lamar free and harmiass from any and all loss, liability, claims and demands, including attorney's fees arising out of the
character, contenis or subject matter of any copy displayed or produced pursuant Lo this contract.

14(a) - Customer Supplied Content - When Advertiser desires to purchase digital advertising from Lamar featwring images, photographs, graphics, text, data,
or other such media {*Customer Supplisd Contenl (CSCY') thal will be provided by Advertiser, some of which may be owned andior provided, directly or
indirectly, by a third party (hereinafter “Third Party Cuatomer Supplied Content or Third Party CSC"):

i) the Adveniser shall ba solely responsible to ensure the appropriateness and inoffensive or otherwise innocwous nature of tha CSC or Third Party CSC.

(iiy Advertiser acknowledges that Advertiser is solely responsible for acquiring, licensing, andfor purchasing any Third Party CSC andior hag the authorily to
use and o license CSC and Third Pany CSC

{iii) Advertiser warrants that the CSC andfor Third Party CSC will comply with all applicable local, state and federal laws and ragulations

(iv} Advertiser shall be solely responsible for the truthfulness, accuracy, integrity, and lawlulness of the CSC and/or Third Party CSC,

(v] Advettiser shall defend, cover, indemnify arx hold Lamar harmiess for all loss, expanse or damages, of whatever nature, which may be incurred by Lamar
a3 a result of any claims or actions in connection with Lamar's or Lamar's affilates and subsidiaries for use of the CSC or Third Party CSC. Claims or Actions
shall specifically include but not be limited to the CSC's or Third Farty CSC's public appropriateness. The foregoing duty to defend, cover and indemnify shall
inchide, without limitalion. a duty to pay any attameys' fees and other costs of defense incurred by Lamar and its affiliates or subsidiaries

{v1) Advertiser hersby grants to Lamar a paid up. non-exclusive, royaity-Ires license to vse, reproduce, display, perform and modify the CSC and Third Party
CS3C, onits digial displays or to adapt the GSC and Third Parly CSC for such use. The license granted herain includes the fight 1o prepare works which may
be considerad denvative works of the CSC and/or Third Party CSC or any inteliectual property contained thevein. Additionally, Advertiser grants o Lamar
such rademark license rights as may be necessary for Lamar to use the GSC and Third Party CSC on its digital displays.

Sa—_—
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Item No. 5.8
CITY OF SOUTH PADRE ISLAND

CONVENTION AND VISITORS ADVISORY BOARD
AGENDA REQUEST FORM

MEETING DATE: October 27, 2021

NAME & TITLE: Linette Hernandez, Management Assistant

DEPARTMENT: Convention and Visitors Bureau

ITEM

Discussion and possible action to recommend that City Council delegate the Special Events Committee as the music
office liaison for the Texas Music Office in order for South Padre Island to become a certifed Music Friendly
Community. (Caum)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal: No
Approved by Legal: No

RECOMMENDATIONS/COMMENTS:
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MEMORANDUM OF UNDERSTANDING
BETWEEN THE

TEXAS MUSIC OFFICE WITHIN THE OFFICE OF THE GOVERNOR
AND THE
CITY OF SOUTH PADRE ISLAND
FOR MAINTENANCE OF THE TEXAS MUSIC INDUSTRY DIRECTORY

This Memorandum of Understanding (“MOU”) for ongoing maintenance of the South Padre Island
dataset of the Texas Music Directory is entered into by and between the Texas Music Office within the
Office of the Governor (“O0G”) and the City of South Padre Island (“City”). The OOG and City shall be
referred to collectively as the “Parties.”

. PURPOSE

The purpose of the MOU is to document the responsibilities of the Parties for export and maintenance
of the South Padre Island dataset within the Texas Music Industry Directory (the “Directory”). The
Directory consists of listings of recording studios, music venues, booking agents, producers, musicians, and
other music businesses and is published on the State-owned and managed website, TexasMusicOffice.com.
The Directory will be matched and updated from the correlating City-owned dataset of South Padre Island
-area music businesses with the (956) area code.

This MOU encourages mutual cooperation of the Parties to maintain the accuracy of the information
within the South Padre Island dataset to help the OOG meet its legislative mandate of promoting the
development of the music industry in Texas by informing members of that industry and the public about
the resources available in the state for music production. Additional information on the websites, dataset
format, and the primary contacts assigned to maintain those datasets are described in this MOU. In addition,
this MOU permits the City to use information exported from the Directory to create and maintain a South
Padre Island Music Industry dataset to promote the development of the South Padre Island music industry.

The Parties, in consideration of the mutual covenants and agreements to be performed as set forth in
this MOU, agree as follows:

1. TERM

Upon execution by the Parties, this MOU shall commence effective upon the signature of the last Party
to sign this MOU (“Effective Date”), and shall remain in effect for a period of one year, unless extended
by option of the Parties or terminated earlier pursuant to the terms of this MOU. This MOU may be
extended by agreement of the Parties in any increment of months, for up to thirty-six (36) months.

Il. SCOPE

The South Padre Island dataset will be exchanged between the Parties twice a year. Both Parties shall
have the ability to receive updated dataset information from the other Party. Maintenance includes the
exporting, updating and monitoring of the South Padre Island dataset of the Directory. The Parties will
cooperate in good faith at all times to comply with all applicable laws. The Parties shall cooperate when
developing priorities and performing maintenance activities with respect to the South Padre Island dataset,
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and will share information to create a more accurate Texas Music Industry Directory for the mutual benefit
of both Parties.

The Parties shall identify primary contacts for all ongoing correspondence and communication related
to this MOU. Requests for the twice-a-year export of the dataset and questions about information within
the dataset will be managed by these contacts.

The Parties acknowledge that the directory is a priority and agree to dedicate staff time as necessary to
perform the tasks required to ensure proper maintenance of the South Padre Island dataset of the Directory.

V. MANAGING PARTIES

CITY OF SOUTH PADRE ISLAND TEXAS MUSIC OFFICE WITHIN THE
CONVENTION & VISITORS BUREAU OFFICE OF THE GOVERNOR

Linette Hernandez Brendon Anthony

Management Assistant Division Director

7355 Padre Boulevard Texas Music Office

South Padre Island, Texas 78597 1100 San Jacinto Boulevard

(956) 761-8386 Austin, Texas 78701
Linette@SoPadre.com (512) 284-1999

brendon.anthony@gov.texas.gov

V. OOG RESPONSIBILITIES
The OOG shall undertake the following activities during the term of the MOU term:

1. Export the current South Padre Island Music Industry dataset twice annually during the months of
January and July as an Excel spreadsheet or tab-delimited file. The dataset includes and is limited
to: business name, business sort code (how the business is sorted alphabetically), business address,
business phone number, contact name & contact job title, business email address, business website
URL, genre businesses work within, business category, year business was established, and a
business description. The OOG contact will then email an Excel spreadsheet and/or tab-delimited
file of the export to the City so that the City may create a South Padre Island Music Industry dataset
to be published on the City’s website, and so that the City may research the accuracy of the dataset.

2. Ensure that the City is kept aware of any website changes that may affect the South Padre Island
database.

3. Establish and maintain communication with businesses in the Texas Music Industry Directory to
assist in the updating of the current listings as necessary.

VI. CITY RESPONSIBILITIES
The City shall undertake the following activities during the term of the MOU term:

1. Assist the OOG in maintaining the South Padre Island Music Industry dataset, located at:
https://gov.texas.gov/apps/music/directory/results/All/p1/city/south%20padre%?20island

2. Review and update where possible all exported entries within the South Padre Island Music
Industry dataset.
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3. Update and export the South Padre Island dataset twice annually during the months of January and
July, to be sent to the OOG for update of the online Directory within 3 months of receiving the
exported dataset from the OOG.

4. Promote public awareness of the South Padre Island Music Industry dataset and encourage
utilization by industry members.

VIl.  TEXAS PUBLIC INFORMATION ACT

The exchange of information by the Parties is not a release of information to the general public, but
rather a transfer of records for an official purpose. Notwithstanding any provisions of this MOU, the Parties
acknowledge that they are subject to the Texas Public Information Act, Texas Government Code Chapter
552 (the “PIA™), and that this MOU and any information created or exchanged in connection with this MOU
is subject to the PIA. The Parties agree to notify each other in writing within a reasonable time from receipt
of a request for information covering the subject matter of this MOU. The OOG, in consultation with the
City, will make a determination whether to submit a request received by the OOG for a ruling under the
PI1A to the Attorney General.

VIIl. AMENDMENT
This MOU may be amended only upon written agreement signed by the Parties.
IX. TERMINATION

The Parties understand that participation in this MOU is voluntary and may be terminated by either
Party by giving thirty (30) days’ written notice to the other Party of its intention to terminate. Within a
reasonable time prior to the final termination of this MOU, the Parties will cooperate with each other to
ensure that each Party receives the most current South Padre Island Music Industry dataset.

X. COSTS

Each Party will bear its own costs in performing its obligations under this MOU.

SIGNATORIES. IN WITNESS WHEREOF, the Parties have executed this MOU as of the
Effective Date stated above.

CITY OF SOUTH PADRE ISLAND TEXAS MUSIC OFFICE,
OFFICE OF THE GOVERNOR

RANDY SMITH, CITY MANAGER CHIEF OF STAFF OR DESIGNEE

DATE DATE
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CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD
AGENDA REQUEST FORM

MEETING DATE: October 27, 2021

NAME & TITLE: Linette Hernandez, Management Assistant

DEPARTMENT: Convention and Visitors Bureau

ITEM
Discussion and possible action on Spring Break 2022 for college and families. (Pinkerton)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW

Sent to Legal: No
Approved by Legal: No

RECOMMENDATIONS/COMMENTS:

Item No. 5.9
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CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD
AGENDA REQUEST FORM

MEETING DATE: October 27, 2021

NAME & TITLE: Linette Hernandez, Management Assistant

DEPARTMENT: Convention and Visitors Bureau

ITEM
Discussion and action concerning the new meeting date for November 2021. (Till)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW

Sent to Legal: No
Approved by Legal: No

RECOMMENDATIONS/COMMENTS:

Item No. 5.10
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