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Scope of Work and Process

Sparks, Nevada is a city of 90,000 located in the
Truckee Meadows of Northern Nevada. They share
their beautiful valley with their famous neighbor,
Reno, and are only a little over an hour’s drive

from scenic Lake Tahoe. Sparks is in a high desert
climate at an elevation of nearly 4,500 feet with four
full seasons and sunshine almost 80% of the year.
Most widely known as the premier special events
venue for northern Nevada, with events at Victorian
Square such as Hometown Farmers Market, Hot
August Nights, Nugget Best in the West Rib Cook-
off and Hometown Christmas, bringing hundreds of
thousands of visitors.

The City of Sparks is interested in developing a
unigue community identity that will create a place
that is vibrant and attractive to both locals and
visitors alike. The City has retained Destination
Development International (DDI) to assist them in
an evaluation of Sparks tourism potential and status
as a visitor destination.

The primary goal of this effort has been to develop
a comprehensive vision or “brand” for Sparks that
maximizes its current assets and amenities. DDI

has developed this detailed Action Plan, which
provides the road map to accomplish this goal
through branding, product development and
marketing initiatives. The implementation of this
plan will result in increased tourism spending in the
community, increased overnight stays (overnight
visitors spend three times that of day visitors), and
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a vibrant community that attracts local residents
into the downtown during evening and weekend
hours. As the plan title implies, it includes the

brand direction — what you want to be known for;
development — what you need to build or do so you
“own”the brand; and marketing — how to tell the
world. This action plan is a to-do list that involves
many organizations since it “takes a village” to
implement a successful effort.

Task 1: Community Assessment, Marketing
Effectiveness and On-Site Assessment

For the Marketing Effectiveness Assessment, people
from the DDI team were assigned to take a look at
Sparks from the standpoint of a first time visitor.
Sparks was “secret shopped” to determine the
effectiveness of the current marketing efforts. The
team looked at websites, guidebooks, called visitor
information and requested materials, asked specific
questions and took a professional look at Sparks
marketing efforts.

Then, the DDI team made an initial visit to Sparks
to view the community through the eyes of a first
time visitor. The team took dozens of photographs,
assessed the signage (both public and private),
wayfinding (ease of getting around), gateways
into the community (first impressions are lasting
impressions), critical mass (shopping and dining
options), customer service, attractions mix,
amenities (parking, visitor information, public
restrooms, etc.), branding efforts, beautification,

pedestrian friendliness, attractions, seasonality,
overall appeal, etc.

Task 2: Assessment Findings and Suggestions
Workshop

Following the assessment process, DDI presented
a workshop where we showcased the findings. DDI
noted shortcomings or drawbacks and provided
suggestions on how to increase visitor spending in
each area. The workshop also included community
branding essentials to inform and educate the
participants as to what branding is, the steps
involved in branding a community and how
branding can benefit Sparks. Information obtained
from the assessment process was used to help
develop specific recommendations in the plan.

Task 3: Site Visit

Once Sparks decided to move forward with a
Branding, Development and Marketing Action
Plan, the next step was a site visit. Two members
of the DDI team came to Sparks to hold interviews
with key leaders and stakeholders. Representatives
from city government, both the Reno-Sparks

and Sparks Chambers of Commerce, the Reno-
Sparks Convention and Visitors Authority, land
developers, community advocates and significant
retailers and attraction owners were part of this
process. Information was gathered about Sparks in
general, as well as perceived strengths, weaknesses,
opportunities and threats, and other issues facing
the Sparks community.



Task 4: Research Review

DDI conducted demographic research and used
secondary segmentation research to determine
primary and secondary target markets. DDI
reviewed reports and studies that have been
previously prepared for Sparks.

Task 5: Market Analysis

DDl reviewed existing marketing materials
produced for Sparks, looked at tourism trends
and neighboring community marketing brands
and marketing materials. We also performed a
competitive analysis of neighboring towns to
determine whether there were niche markets
not being used in the area that Sparks could
pursue. We also looked at the size and profile of
the larger regional market population for Sparks
to gain insight into the viability of any brand we
recommend.

Task 6: Brand Identification: The Charrette

The Charrette is an intense, week-long process
that brings together leaders, stakeholders and
interested members of the community to address
all aspects of the feasibility of the future brand.
The week started with an open, public meeting to
educated the public about the basics of branding a
community, as well as solicit the values, vision and
needs of those involved. Throughout the ensuing

days, the team held meetings to create alternative
plans, testing and refining them with the end
goal being the creation of a feasible plan that the

good graphics, a robust Internet presence, public
relations, collateral materials, partnerships between
the public and private sector and advertising.

community can embrace.

Task 7: Product Development

Brands are grounded on being able to deliver

on the promise, therefore before any marketing

is done, the community must ensure that the
visitor experience exists through adequate
product development. After the charrette

process concluded, DDI determined the

product development necessary to reinforce

and contribute to the growth of the brand. The
specific recommendations can be found in the
Recommendations section of this plan and include
suggestions on the business mix, infrastructure,
wayfinding, and recruitment as well as approximate
costs, and the organization or organizations
responsible for each item.

Task 8: Marketing Recommendations

Telling the world about Sparks’ new brand direction
requires a sound marketing plan. DDI examined
the existing promotional collateral, websites and
other promotional efforts and developed a series
of recommendations specific to attracting local

and regional visitors to Sparks because of the
brand. These include key marketing messages,
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The Brand Promise

Sparks, next door to Reno, is Nevada's Festival City.
Home to the beautiful Victorian Square with a lively
nightlife, great restaurants and fabulous performing
and event venues, Sparks is alive with festivals and
events all through the year. Two hundred days per

year there is something going on in Sparks.

Victorian Square and the connection to the Sparks
Marina and The Legends will make Sparks a stand-
alone destination for water, food, art, music and
shopping. People throughout the region are always

asking, “l wonder what'’s happening in Sparks.”’
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Abbreviated Brand Promise

Sparks is Nevada's Festival City with over
200 event days per year. There's always

something going on in Sparks.
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@ Vision

Vision

The vision for Sparks is one that is vibrant, full of
life and character. With over 200 event days per
year, there is literally always something going on in
Sparks. People from the surrounding region begin
to make their weekend plans and the first question
that comes to mind, “l wonder what's happening in
Sparks?”

Anchored by the beautiful Victorian Square,
Sparks is the festival and events capital of Nevada.
People come from far and wide to visit Sparks

and participate in a broad range of events, from
concerts to car shows to sporting events and
competitions. The calendar of events is robust
and draws a steady stream of visitors into the
community.

The festivals and events spur the continued
development of Victorian Square, bringing new
life to the businesses there. It becomes a central
meeting space for locals and visitors alike, THE
place to hang out in Sparks. With great restaurants,
shopping and numerous events throughout the
year, it is the hub of activity in Sparks with a lively
atmosphere where people enjoy spending their
time. Artisans, street performers and musicians
add to the festival atmosphere in Victorian Square,
giving people something to see and do simply

as they are walking down the street. Cafes and
restaurants have outdoor dining where people can
enjoy coffee or a meal and be in the midst of the
activity.

12 Sparks, Nevada - July 2009

Visitors rent segways in Victorian Square and ride
out to the Marina where they’ll find yet another
destination in and of itself. The Marina is alive with
activity; boat rentals, fishing and food carts make
the Marina a fun place to spend time, enjoying
the ambiance of the water. The Legends provides
another hub of activity, with world class shopping,
dining and entertainment throughout the year.

Outside organizations, such as car clubs, sports
clubs and organizations and artisans hold annual
events in Sparks that attract a loyal following. The
festival atmosphere attractions a hip, young crowd
as Sparks becomes THE place to hang out.



The Sparks Brand @

Sparks, Nevada - July 2009 13



@ The Sparks Brand

2009
EVENTS

4

,;S parks

T’S HAPPENING HERE!

ACTIVITIES GUIDE

WELCOME TO THE FESTIVAL CITY

Lorem ipsum dolor sit amet, consectetur adipiscing elit.

Praesent in ante in nunc luctus egestas. Etiam ac pede.
Proin nec dolor. Praesent augue nisi, scelerisque quis,

bibendum sed, viverra vel, nunc. Suspendisse non arcu
a pede mattis tempor. Ut id purus nec dui vulputate

www.visitsparks.com or call (800) 555 - 6655 for more informatio n
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BEST OF
SPARKS

20 best places to see, stay and eat

arks

IT’S HAPPENING HERE!
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WELCOME TO THE FESTIVAL CITY

Lorem ipsum dolor sit amet, consectetur adipiscing elit.
Praesent in ante in nunc luctus egestas. E tiam ac pede.
Proin nec dolor. Praesent augue nisi, scelerisque quis,
bibendum sed, viverra vel, nunc. Suspendisse non arcu a
pede mattis tempor. Ut id purus nec dui vulputate blan -
dit. Duis non magna eu orci sollicitudin egestas. D onec
vehicula risus at arcu. M orbi ut quam. Vivamus ac urna
sit amet sapien hendrerit cursus. Pellentesque a quam.
In eleifend orci egetleo. M auris at orci sit amet ipsum
molestie pellentesque. Nam dui.

IT’S HAPPENING HERE!

www.visitsparks.com or call (800) 555 - 6655 for more information
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10 THINGS TO DO IN SPARKS

(After you are finished with
your conference, that is)

« Lorem ipsum dolor sit amet,
consectetur adipiscing elit.

« Praesent in ante in

« Nunc luctus egestas. Etiam
ac pede. Proin nec dolor.
Praesent augue nisi,leriss que
quis, bibendum

« Sed, viverra vel, nunc.
Suspendisse non arcu a

« Pede mattis tempor. Ut id
purus nec dui vulputate
blandit. Duis non magna

« Su orci sollicitudin egestas.
Donec vehicula risus at arcu.
« Morbi ut quam. Vivamus ac
urna sit amet sapien hendrerit
cursus. Pellentesque a quam.

« In eleifend orci eget leo.
Mauris at orci sit amet ipsum

molestie pellentesque. Nam

INSERT FINAL LOGO HERE

INSERT FINAL LOGO HERE
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Sparks

IT’S HAPPENING HERE!

WHATTO DO WHERE TO STAY WHERE TO EAT
UPCOMING EVENTS

4/6 Arts Fair

4/10 Wine Fest

4/22 Chili Fest

5/3 Art Walk

5/10 Motorcycle Show

WEEKLY EVENTS

Farmers Market
Art in the Park
Live music in the square

SIGN UP FOR OUR NEWSLETTER

GETTING HERE EVENTS PHOTOS DOWNLOADS

WELCOME TO THE FESTIVAL CITY

Lorem ipsum dolor sit amet, consectetur adipiscing elit.
Praesent in ante in nunc luctus egestas. Etiam ac pede. Proin
nec dolor. Praesent augue nisi, scelerisque quis, bibendum sed,
viverra vel, nunc. Suspendisse non arcu a pede mattis tempor.
Ut id purus nec dui vulputate blandit. Duis non magna eu orci

Convention and Trade Full Event list
Chamber info Living Here
Kids and Family Press Room

CONTACTS
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IT'S HAPPENING HERE!

FOOD

THE FESTVAL CITY
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Executive Summary

The purpose of this plan is to provide Sparks

with a guide for brand development, product
development necessary to support the brand, and
an ongoing marketing plan. This branding process
is designed to help Sparks become a unique and
attractive city for both residents and visitors,
helping to keep more local spending in Sparks, and
attract more visitor spending from those who are
visiting this region of Nevada. This plan outlines

a specific course of interrelated actions to brand
Sparks as Nevada'’s festival city, the place where
something is always happening. Much more than
alogo or a slogan, a city’s brand is the image and
feeling that it portrays. It is a perception in people’s
minds, the promise of an expected experience.
When that promise means an active experience
that is unique and fun for locals and visitors, such
as attending a lively weekend-long event and
enjoying some great shopping and dining while in
town, the city becomes an attraction within itself.

Every branding effort requires product
development, but which brand-niche can best
succeed with the least amount of investment,

and produce the fastest return? In many cases the
answer lies in leveraging something that is already
working in the community to capture and “own”

a new brand identity — one not being used by
another community tapping into the same markets.
In other cases, something entirely new is developed
as the brand.

20 Sparks, Nevada - July 2009

Brands Considered

During the week-long charrette process, we
discussed several different brand options. The DDI
team also did research to determine what brands
could be found in the surrounding communities.
We took into account the current assets of Sparks,
potential limitations on available funds for future
development, the character of the city, the desire
of the community to retain its homegrown feel and
qualities that have attracted many of the residents
there, and most importantly, the essential criteria
by which successful brands are created.

Based on the assets found in Sparks, the research
we conducted and the feedback and ideas during
the charrette, we considered the following brands:

Water: There are a variety of water sports available
in Sparks, from the Marina to the Wild Island water
park. However, Lake Tahoe is already well branded
as a stand-alone destination, the whitewater park is
located in an industrial area and is not easy to find
and Pyramid Lake is purposely left “low key.”

Sports: The Golden Eagle Regional Park is world-
class and developers could provide additional
facilities. Sports are very seasonal and availability of
facilities could be a major concern.

Family Destination: Sparks has a wholesome,
homegrown character with an abundance of kid-
friendly activities already there. However, Nevada

is generally not known for family travel, broad age
ranges that encompass families are a challenge and
shoulder season travel could be a challenge if the
brand is tied to families.

Events: Sparks is already known for its events

and a fuller events schedule could spark further
development of Victorian Square. Sparks also has
good cooperation between the public and private
sectors. The challenge is that 40 events per year
isn't enough to build a brand and the staff is already
maxed out with current events, so some work
would need to be done in order to truly own this
brand.

Recommended Brand

We recommend that Sparks becomes Nevada’s
Festival City, the place where something is always
happening. In considering this brand, we tested it
against specific criteria that need to be met for a
successful brand. Using the following criteria, we
determined that this brand would be a good fit for
Sparks.

Narrow focus: Good brands always begin with

a narrow focus. Being all things to all people no
longer works. This is the age of specialization

and creating a niche that is unique within the
marketplace is a winning formula. This does not
mean that existing assets that bring current visitors
to Sparks should be discouraged or ignored. The



more one has to offer, the better the destination. It
does mean, however, that the brand becomes the
single idea of what Sparks is known for, particularly
to more distant markets.

Extensions: Good brands begin with a narrow
focus but also have the potential to add additional
features that add to the lure and the diversions that
keep customers spending. For example, an initial
focus on festivals and events will bring people into
Sparks and they can enjoy other activities while
they are in town, such as the Marina, shopping and
dining.

Wide appeal: While narrow in focus, the brand
should have wide appeal within the market and
have economic stability.

Uniqueness: Our research of the area shows no
other community has a brand based on festivals
and events. Many communities have some events,
but that is not their primary draw, nor do they have
event calendars that warrant being known as a hub
of festivals.

Existing assets: Sparks has assets that will help build
the festivals and events brand. Victorian Square is
poised for further development and can become
the center of festivals and events in Sparks. The
Marina and the Legends project add to that base.

New money: Drawing from the surrounding region,
this brand will introduce new money into Sparks,

where it will be spent by local proprietors with the
potential to provide an economic multiplier effect
in the local economy.

An environment for locals: A collection of shops
and restaurants as well as exciting activities will
attract locals as well as visitors, particularly if there
are things to do in the evening hours. This “place-
making"” or providing opportunities for locals to
come together to interact, visit and share ideas, has
proven to be a significant quality of life factor in
communities who have attempted it.

Victorian Square will become the centerpiece of
the brand, home to many of the exciting festivals
and events held in Sparks. There are several key
components to making the brand a success:

1. The"“Lure”is the thing that brings visitors
from their home to the destination. It is
usually the best of something or totally
unigque - something the visitor cannot get
closer to home. It must be compelling enough
for visitors to make the trip. One of the
primary reasons visitors will travel to Sparks
is to participate in festivals and events. With
something always going on in Sparks, potential
visitors will find a variety of reasons to come at
different points throughout the year. The “lure”
in Sparks is the festivals and events calendar.

2. “Diversions” are the visitor experiences that

the consumer might find closer to home, but
chose to do in the destination because they
are already there. For example, retail shopping,
dining out, attending a movie, bar hopping and
hanging out with friends. The most common
diversions include shopping and dining - the
activity done by more visitors than anything
else.

The “Icon”is the photographic opportunity in
the destination. When you take your picture in
front of this single object, it says “l was here!” An
example of an icon is the castle at Disneyland
and DisneyWorld. The lure is the experience of
the park, and the icon is the castle. In Sparks,
the icon will be...

“Amenities” are the things in the destination
that make the experience comfortable and
simple. Great hotel rooms and good dining
options are amenities. Good signage and
wayfinding are amenities; so are convenient
public restrooms, benches, free Wifi, parking,
gathering spaces and shade trees.

“Ambience” is another visitor attractor.
Ambience is the overall environment in
which visitor experiences take place. Historic
buildings, public art, landscaping, flowers and
water fountains are all ambiance.

21
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All of these are important, but none so important
as the lure, that which brings the visitors, and

the diversions, that keep them spending in the
destination.

Marketing the Brand

The stronger the product, the easier marketing

a brand becomes. Creating a full and diverse

festival calendar will make marketing the brand
more successful. The fact that the festivals brand is
unique to the area is also a strong plus. A number of
marketing tools are available for “telling the world”
about Sparks’ new brand. Most important is the Key
Message you need to communicate.

The Key Message for the brand is this: Sparks is THE
place for festivals and events in Nevada. There is
always something going on in Sparks and you'll find
a lively, fun atmosphere full of events and activities.

Visitors will be attracted to Sparks through a variety
of marketing initiatives, such as:

« The Sparks visitor website will be the most
important marketing tool. It will include a
robust section devoted to festivals and events
with plenty of specifics, and great photography.
Videos on YouTube, podcasts, photos, blogs
and “twitters” will help connect with the tech-
savvy market. And a full 94% of web users utilize
the Internet as their primary travel planning
resource; it is clearly the best way to reach the
most people.

22  Sparks, Nevada - July 2009

Public relations and event sponsorships will
help spread the word about Sparks’ festivals
and events, providing valuable third-party
endorsements.

Development of key collateral materials,
including an Activities Guide, a Best of Guide
and a Festival and Events Calendar will help
close the sale. The Activities Guide will provide
potential visitors with all the information they
need to plan a trip to Sparks; the Best of Sparks
Guide will showcase the best you have to offer,
the real gems of the community; and the Festival
Calendar will become a collectors piece that
showcases the key lure, festivals and events,
and will create top of mind awareness of what is
happening in Sparks.




WHY BRAND SPARKS?

Over the past year Sparks has been exploring its
“brand” - what the city wants to be known for -
besides “east Reno” or a bedroom community. The
big question that often comes up is “why now?”

When times are tough, the tough get going. This
age old adage has never been more appropriate
than it is today. More then ever before a city needs
to think like a business. And, like any business, a
city needs to import more cash than it exports.
Otherwise it doesn't survive.

In the case of Sparks, while being an attractive
bedroom community has its own advantages, the
city knows that it needs to create jobs and industry
- the foundation for any healthy community. This
includes both tourism and non-tourism economic
development. In the long run, this is about building
tax base. The more tax base the city has, the better
it can serve its citizens.

This is what virtually EVERY city is trying to do. There
are thousands of cities across America looking for
new ways to import new cash into the community.
Nearly every city in North America was founded

on a natural resource (mining, fishing, timber,
agriculture) or transportation (rail, freeways, rivers).
But as communities lose those core industries, they
are looking to diversify into new industries, and
tourism is a primary focus. Sparks is one of these
many communities reaching out to diversify and

build a solid economic foundation.

Communities are looking for a point of
differentiation — what sets it apart from all

the others; what gives it the edge. What the
community is known for. What makes it a great
place to live, to work, and to play - that is different
from everyone else — who also use those same
words to describe themselves. What sets Sparks
apart from other communities and makes it a
special place - one in which people would choose
to live, to start their business, or to visit? What puts
Sparks on the map?

Competition among communities is fierce. In order
to compete, attract new industry, new business
and visitors, cities need to stand out from all the
rest with a unique image. This is the absolutely
time to be developing the Sparks brand. Now’s

the time to come out with both barrels blazing.

It is NOT the time to hunker down, hide and wait
for the economy to get better. Those communities
that are proactive, rather than reactive, are the
communities that will succeed.

Now is the time to find what it is you want to be
known for, driving that stake in the ground and
claiming ownership of your brand.

So, over the past year, Sparks has gone through
the process of finding its “unique position” as a
destination, not just for visitors, but for residents as
well. What will put Sparks “on the map?”

Once a brand has been identified, the goal is
to have it open up business and development
opportunities, creating new tax base.

THE BRAND

The Sparks brand builds on its already well-known
foundation as a “Festival City. But while this brand
is being developed more completely, Sparks will be
known as a “Happening City” where there is always
something going on.

“I'm in Sparks. Where are you?”
“It's happening in Sparks!”
“This weekend in Sparks.”

This doesn't require the creation of new large-scale
events or festivals, but activities. Some examples
mightinclude:

« Segway rentals that will take visitors from Victorian
Square to The Legends. (A business opportunity)

. Paddle boat rentals at the marina (a business
opportunity)

« Fishing derbies at the marina

« Golf and sports tournaments (business
opportunities)

- Concerts in Victorian Square or at The Legends

« Evening entertainment and the Brewery

« Car and motorcycle shows

« Current festivals such as Hot August Nights

« The Sparks Farmers Market — expanding it and
giving it a permanent home (expanded business
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opportunities)
« The recruitment of outside events to Victorian
Square

The idea is to make Sparks a hub of activity. The
place where there is always something going on.
The goal is to have 200 “event days” a year in Sparks,
and the community is already a third of the way
there with more than 70 event-days a year including
its farmers market.

PRODUCT DEVELOPMENT STRATEGIES

To be successful the city needs to develop
numerous projects that will encourage additional
spending and private development in Sparks. The
city is already in the beginning stages of much of
this development. Brands are built on product, not
marketing, so creating the product to support the
brand is essential.

Projects include:

« A citywide wayfinding system - if you can't
connect the dots, sales will drop and businesses will
suffer

« Development of Victorian Square as a dining and
entertainment district

- Creation of a pedestrian-friendly transportation
route from Victorian Square to the Sparks Marina
and to The Legends

« Recruitment of vendors into the Sparks Marina —
and renaming it so it’s a destination, not just a place
to moor boats (the definition of a marina)
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« Recruitment of new events into Sparks

« Creation of a permanent site for an expanded
open air market in Victorian Square.

- Redevelopment of the boulevard that runs along
the north side of I-80, so that the visual brand of
Sparks is obvious and attractive: street trees to
create some screening, business improvements
(facades, signage, etc.), underground utilities.
Community brands often revolve around visual
cues, and what visitors currently see of Sparks, from
the freeway, is not positive, and so this needs to be
a priority project.

As you can see, brands are built on product — not
marketing, not slogans, not logos. Those are all just
tools to market the brand.

Sparks is a stunningly beautiful city, but like most
cities in Nevada, it has no real “third place” - the
place for residents as well as visitors to simply hang
out and spend time. Of all the cities in Nevada,
though, Sparks has a better opportunity than most
to create the best “third place” in the state with
Victorian Square. The city has just needed a focus:

a brand. And that can help steer development and
investment into this potentially awesome gathering
place - for locals and visitors alike.

Economic Impact of Festivals and Events

While there are many different types of benefits

to communities from festivals and events, the
economic impact is the one benefit that governing
bodies are usually most concerned with. Events
and festivals are an economic generator that can
leverage a significant amount of spending by their
attendees. This spending can cover a broad range:
a visitor to a festival might eat at a local restaurant,
buy souvenirs, pay for parking, buy gas, spend the
night in a local hotel. The spending affects many
sectors of the local economy, and, in turn, affects
local business owners and residents, as well as
paying the local taxes for each purchase.

Besides having a positive economic impact,
festivals and events also benefit their localities by
providing social and recreational activities. They
bring people together in a positive celebration

in the community, providing healthy emotional
releases and enjoyment together. They can

help overcome a feeling of isolation and foster
community spirit and pride. They can also
encourage a spirit of volunteerism by providing fun
opportunities for locals to volunteer their time and
energy.

Some fairs and festivals provide educational
benefits for the public about a variety of topics
such as food and agriculture, interpreting historical
events, and celebrating heritage.



For the purpose of helping revitalize a downtown,
festivals and events held in the downtown district
give residents (and visitors) a new reason to spend
time there. With increased pedestrian activity,
downtown businesses are able to thrive, and new
business opportunities become available. For a
city that sees considerable retail leakage, finding
reasons to encourage downtown visits by its own
residents is vital.

The immediate economic impact of festivals and
events is only a portion of the benefit that cities see.
When visitors come to an event, if they like what
they see of the community, they might come back
for another visit, move their business, or relocate
their residence. Locals who are lured downtown

by an event may find shops, restaurants, and
entertainment that are new to them, and they may
spend more time downtown. The image of the

city to both residents and outsiders can become
much more positive — a great PR benefit. Festivals
and events can help put the city “on the map”-
making it stand out from other cities for its unique
experiences.

Festivals and events can contribute hugely to the
local economy. The Travel Industry Association
estimates that there are approximately two million
annually recurring events each year in North
America, and the International Festivals & Events
Association estimates total attendance at these
events at 405 million, with an economic impact of
$25 billion.

A 2003 study of 21 of Ottawa, Canada’s many
festivals showed that these events generated over
$57 million in direct spending and $93.3 million in
economic activity for the city that year. The festivals
allow Ottawa to benefit from a larger business

and residential tax base, and they have found that
Ottawa'’s festivals are one reason many people
decide to move there. Local employers state that
the festivals are an important factor when trying to
attract employees from other cities.

According to the Connecticut Commission on
Culture & Tourism and the Connecticut Center for
Economic Analysis, the estimated economic impact
of the state’s food and wine festival, A Taste of The
Litchfield Hills, and the state’s harvest festival, The
Litchfield Hills Harvest Festival, was $1,882,655

in direct annual local spending. The festivals
generated 23 jobs annually, $1,117,170 in local
personal income, and $237,915 in annual local and
state tax revenue.

Riverfest, an annual festival held in Arkansas

that draws nearly 250,000 people, generates an
estimated economic benefit of $1.6 million each
year from out-of-town visitors in gross sales,
personal income and indirect business taxes.
When the city of Mena’s Lum & Abner Festival was
reintroduced to Mena in 2006, sales tax revenue
increased 10 percent for that month compared to
that month the previous year. The advertising and
promotion commission tax increased 12.9 percent.
The three-day Toad Suck festival brings in more

than 300 vendors and about 165,000 people.

The West Virginia Pumpkin Festival, a four-day
festival in Milton, WV, produced a $5 million
economic impact according to a 2005 review by
the Cabell-Huntington CVB. The Cabell County Fair
generated a $1.8 million impact.

A 2006 study by the Tripp Umbach firm showed that
the Mountain State Forest Festival in Elkins, WV had
a total annual economic impact on the West Virginia
economy of $25.8 million. Of that, $11.2 million was
the result of direct spending, and $14.6 million was
in indirect impacts.

Rockford, lllinois holds a three-day music festival
each fall, “On the Waterfront” Attendance in 2008
was 299,349 people, and the festival generated
$14.2 million for the local economy. Of that $14.2
million, $3.8 million was spent on wages and
salaries of workers in Rockford and the surrounding
area, supporting the equivalent of 138 annual

jobs. The $14.2 million resulted in $966,690 in

taxes collected for state and local governments -
$244,750 of that for the city.

Ontario, Canada holds numerous festivals and
events, and has done extensive research on their
economic impacts, examining 97 of the province’s
2003 festivals and events. The overall impact of
these cultural, sports, recreation and community
events amounts to nearly $80 million in returns to
the province’s gross domestic product. They also
generate over $30 million in taxes for all levels of
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government and help create 2,600 jobs and over
$50 million in wages and salaries.

The 39 small festivals (those with less than $75,000
in expenditures) provide a GDP impact of $12.9
million and help create 420 jobs, generating $5.2
million in taxes. The 37 medium events (between
$75,000 to $300,000 in expenditures) provide a GDP
impact of $27.5 million, help create 900 jobs, and
generate $10.9 million in taxes. The 21 large events
(more than $300,000 in expenditures) provide a
GDP impact of $38.2 million and help create 1,250
jobs, and generate $15 million in taxes. Clearly,
Ontario’s festivals and events provide an important
economic impact for the province.

In addition to these economic impacts, the study
is quick to point out that these festivals and events
impact the province in ways that go beyond
economic considerations. They contribute to a
happy and healthy quality of life by strengthening
communities, providing unique activities, building
awareness of other cultures, and generating
community pride.

The city of Valparaiso, Indiana holds an annual
Popcorn Festival, and Valparaiso University’s
Community Research and Service Center conducted
a survey of attendees in 2005. An estimated 60,000
people attended the festival, and the estimated
spending of each person attending was just over
$48. Among the findings of the survey were:
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« The most spending per person was at craft and
vendor booths (average $26.10), followed by food
and non-alcoholic beverages ($18.19) and alcoholic
beverages ($11.38).

« Approximately 25 percent of festival attendees
spend money in local stores.

« 82.9 percent of those surveyed agreed that the
Popcorn Festival is a great event for the city.

+ 72.2 percent said the festival made them more
aware of the businesses in downtown.

Shepherdstown, WV’'s Contemporary American
Theater Festival, begun in 1991, is responsible for
bringing more than $1.5 million directly into the
local economy during the month-long event. Total
economic impact was more than $2.1 million,
according to the Gateway New Economy Council.
Besides ticket sales for the plays held on the
campus of Shepherd University, attendants also
spent money at restaurants, hotels, grocery stores,
retail shops, gas stations, and other businesses.
Sixty percent of those attending a play were from
out of state, in spite of the record-high gas prices.

The Gretna Heritage Festival, held in New Orleans,
had a record turnout in 2007, more than 100,000
people for the three-day event. The festival
generated a $1.1 million economic impact
according to a study by the University of New
Orleans Research Center and the Jefferson Parish
CVB. Of that, about $530,000 is actually spent
outside the festival.

Clearly, festivals and events can be powerful
economic engines for communities. The key to
making the beneficial effects of holding events

last around the year is to hold events throughout
the year, giving people more reasons to visit. And
the benefits to the community go far beyond the
economic impacts - helping communities achieve a
more healthful and satisfying quality of life for their
residents.

Please also see the two reprinted articles in the
Supplemental Information section of this plan for
examples of festivals held in Burnet, Texas and New
Haven, Connecticut.



Target Markets

A closer analysis of the markets for Sparks was
conducted to better understand potential

for various brand directions. DDI used ESRI’s
“Tapestry” LifeMode segmentation to understand
the composition of residents in various “drive
time” market areas: 30 minute drive times; 60
minute drive times; and 120 minute drive times.
These detailed reports are in the Supplemental
Information section of this plan.

“Tapestry” groups consumers into segments (and
gives them a name) by their common lifestage
and lifestyle characteristics in order to better
understand the travel habits, media habits, and
purchasing characteristics of the market. These
segments provide general guidance into the size of
the market for a particular product or experience,
as well as clues as to how best to reach the higher
potential markets through various media.

Within a 30 minute drive of Sparks city hall, the
top six segments of the population include the
following:

1. Inner City Tenants — 13,852 households: These

are multicultural and younger than average, with

a median age of 27.9 years. Median income is
$32,497, and median net worth is $23,508. Leisure
activities include attending movies and professional
sports games, water-skiing and playing football,
basketball and soccer. They read magazines and
listen to the radio, as well as play video games. They

enjoy nightlife.

2. Aspiring Young Families - 12,511 households:
Startup families, with a mix of married couples
with and without children and single parents

with children. Median income is $50,392, and
median net worth is $74,245. Half are renters; half
homeowners. Leisure activities include vacations
to theme parks, dining out, dancing, movies, and
professional sports games. They also enjoy fishing,
weight lifting, playing basketball, and watching
movies on DVD.

3. Up and Coming Families — 10,098 households:
Young, affluent families with younger children.
Median income is $77,444, and median net worth is
$162,486. Usually college degree or some college.
Leisure activities include dining out, playing
softball, going to the zoo, and visiting theme parks,
as well as watching DVDs.

4, Old and Newcomers — 9,383 households:

These are people in transition, either starting
careers or retiring. Frequently renters. Median
household income $42,971, and median net worth
$74,682. Leisure activities include reading books,
newspapers and magazines, watching TV, playing
sports such as racquetball and golf in addition to
jogging or walking, going to the zoo, and cooking.
5. Exurbanites - 7,865 households: Median age of
44.6 years, well educated, 40% are empty nesters.
Median income is $88,195, and median net worth
is $277,391. Nearly 80 percent own at least two

vehicles. Leisure activities include working on their
homes and gardens, boating, hiking , kayaking,
playing Frisbee, photography, bird-watching,
travel, playing golf and visiting national parks. They
are involved in civic activities and volunteer work.

6. Cozy and Comfortable - 5,855 households:
Usually middle-aged, married couples,

comfortably settled in single-family homes in older
neighborhoods. Median income is $65,768, and net
worth is $176,556. Leisure activities include home
improvement projects, lawn care, playing softball
and golf, gambling in casinos, dining out, watching
movies on DVD, and watching television.

Within a 60 minute drive of Sparks city hall, the

top six segments of the population include the

following:

1. Up and Coming Families - 17,058 households
2. Aspiring Young Families — 16,075 households
3. Inner City Tenants — 14,248 households

4. Old and Newcomers — 12,005 households

5. Exurbanites — 11,408 households

6. Midland Crowd - 10,539 households: With

a median age of 36.9 years, more than half of

these households are composed of married
couple families, half of whom have children.
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Approximately 30 percent have attended college,
and they live in housing developments in rural
areas. Homeownership is at 84 percent. Median
income is $49,748, and net worth is $86,362.
Traditional lifestyle, and many own a truck or
motorcycle. Leisure activities include hunting,
fishing, woodworking, and they usually opt for fast
food when eating out. They enjoy country music,
watching rodeo/bull riding, truck and tractor pulls,
and fishing programs and news on TV.

Within a 120 minute drive of Sparks city hall, the
top six segments of the population include the
following:

1. Exurbanites — 43,701 households
2. Up and Coming Families — 39,770 households

3. Boomburbs — 32,968 households: Median age

of 33.8 years, these communities are home to
young families who are living a busy, upscale
lifestyle, usually dual-income households, and

well educated. Median household income is
$117,782, and median net worth is $246,566. Home
ownership rate is 91 percent for these suburban
dwellers. This segment is the top market for
purchases of goods. Leisure activities include family
vacations, especially to Disney World and Universal
Studios. They play tennis and golf, ski, and go
jogging. They watch DVDs, attend baseball games
and golf tournaments.

4. Aspiring Young Families — 32,039 households
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5. Rural Resort Dwellers - 27,390 households:
Median age for this group is 46.9 years, with 35
percent being older than 55, and they live in rural
nonfarm areas. Retirement looms, but most of this
group still works. Median household income is
$47,311, and median net worth is $105,077. This
group enjoys modest living and working on their
homes and gardens. They frequently are active

in local civic issues, and enjoy boating, hunting,
fishing, snorkeling and canoeing, and listening to
country music.

6. Inner City Tenants - 26,953 households

In addition to the Tapestry reports, DDI reviewed
Retail MarketPlace Profiles, also prepared by ESRI, to
determine the retail potential of various industries
in Sparks compared to the retail sales. This shows

if there is a gap between potential and sales, to
determine what leakage may be occurring. We
reviewed the reports based on a 10 minute drive
time from Sparks city hall, a 20 minute drive time,
and a 30 minute drive time. These detailed reports
can also be found in the Supplemental Information
section of this plan.

By carefully studying the Retail MarketPlace Profiles,
it becomes apparent what types of retail are
underserved in the city. This presents opportunities
for these retail businesses in Sparks.

Within a 30 minute drive of downtown Sparks, the
following retail segments are currently experiencing

leakage - people are driving outside of this area to
make many of these purchases:

« Auto parts, accessories, tire stores

« Furniture and home furnishings

« Electronics and appliance stores

« Building materials, garden equipment and supply
stores

« Food and beverage stores, including grocery
stories, specialty food stores, and beer, wine and
liquor stores

- Gasoline stations

« Shoe stores

- Jewelry, luggage, and leather goods stores

+ Hobby, book and music stores

« General merchandise stores, including
department stores

« Food services and drinking places, including full-
service restaurants

In order to slow the leakage from these retail gaps,
recruiting additional businesses into downtown
Sparks will be very important. It will also be
important to show that the customer base will be
drawn downtown as well, to help these businesses
achieve success. Attracting Sparks residents
downtown will be an important strategy, and

one of the best ways to lure residents into their
downtown is to hold events and festivals. People
are drawn to activities, and if there is “always
something going on in Sparks,” residents will want
to be participating.



Looking at the economic impacts of festivals and
events in other cities, we have seen that frequently
residents become aware of retail shops while

they are at a downtown event. Also, much of the
economic impact of events takes place outside of
the event - with outside retailers and businesses.
Events and festivals can provide the necessary
attractions to entice residents and visitors into
downtown to discover the businesses there, spend
money, and likely return again.

This also indicates the importance of targeting
residents of Sparks as the number one market for
events and festivals, at least to begin with. While
the primary goal of tourism is to import cash from
outside the community — usually visitors from over
50 miles away — with Sparks’ retail leakage, there

is tremendous opportunity to target the residents
in order to recapture some of that lost revenue.
Visitors within a one to two hours’ drive should also
be an important market, followed by attracting
some of the visitors to Reno.

Based on the characteristics of the Tapestry
LifeMode segments of the population within a

30 minute drive of downtown Sparks, this market
comprises households that are primarily active,
younger, and who enjoy many various leisure
pursuits, as well as dining out. Many of these earn
above the median national income. This market, in
general, will be very interested in spending leisure
time at events and festivals.

Likewise, the market segments within a 60 minute
drive time also include many households that will
be drawn to events. The two largest groups are Up
and Coming Families and Aspiring Young Families,
both of whom are excellent potential markets for
Sparks festivals and events.

While the first priority for marketing the festivals
should be Sparks own residents, and the second
target area should be further out from Sparks,

up to a two hour drive, a third market could be
targeted as well. Visitors to Reno could be attracted
to Sparks festivals and events as a diversionary
activity — something to do while they’re in the
area. It wouldn’t necessarily be the primary draw to
the Reno-Sparks area, but would be an activity to
pursue in addition to all their other activities.

According to the Reno-Sparks Convention and
Visitors Authority in their 2007 Visitor Profile
Study, an estimated 5,097,591 people visited the
Washoe County area in 2007. Of visitors to the
Reno-Tahoe area, 17% visited Lake Tahoe. Only
15% visited the area primarily for gaming; however,
85% participated in gaming while there. Visitors
also enjoyed shopping (56%), sightseeing (43%),
entertainment (33%), and visiting with friends or
family (29%). This is a very large market to offer
additional recreational and entertainment options
while they're already visiting the area.

In conclusion, the number one target market for
Sparks festivals and events should be residents of
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Sparks itself. The secondary market also has great
potential, and that is the area further out from
Sparks, including Reno. Visitors coming to the Reno/
Tahoe area should comprise the third market.
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Strengths, Weaknesses, Opportunities and Threats

Based on our reconnaissance of Sparks and the
surrounding area, research and personal interviews,
we have identified and summarized the specific
strengths, weaknesses, opportunities and threats
that have an impact on the community and
community development. Strong consideration is
given to the strengths of a city, which can become
the foundation for a particular brand. Likewise,
opportunities previously undeveloped can often
inspire strong branding ideas. Weaknesses are
sometimes fatal to branding efforts, but many times
they can be overcome. Threats represent potential
possibilities and are generally uncontrollable by the
community. However, both threats and weaknesses
can often be mitigated through understanding the
limitations and careful planning.

Strengths

1. Proactive: the community is motivated and
proactive about making positive changes that
will make Sparks a better place for residents as
well as visitors.

2. Abusiness climate conducive to growth with
a low tax structure. This will encourage new
development.

3. Almost no leakage; most of the money spent by
locals is spent in Sparks.

4. Three hundred days of sunshine per year.
5. Family focused - a bedroom community

6. Local attitude toward Sparks is very positive;
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there is a homegrown feeling

Weaknesses

1. There is no critical mass of shopping, dining and
activities in Victorian Square.

2. There is no real downtown area in Sparks.

3. Thereis a lack of wayfinding; the best of Sparks
is hard to find.

Opportunities

1. Victorian Square is ready for development and
already a central gathering space.

2. Becoming a better “partner” with the RSCVA

3. Getting everyone on the same page and
pulling in the same direction; businesses and
organizations are willing to come to the table to
work together.

Threats

1. A house divided: organizations and businesses
are doing their own thing without cooperation.
Much of the community is working independent
of each other creating redundancy, wasting time
and efforts moving in different directions.

2. Lack of funding for capital projects.

3. Lack of private development in Victorian Square.
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Recommendations

Recommendation #1 - Year One
The Brand Leadership Team

The formation of a Brand Leadership Team was
initially recommended in the draft version of this
plan, and as a result of that recommendation, it
has been formed. This team is made up of key
community and business leaders who are being
empowered by the City’s Tourism and Marketing
Committee to begin implementing the branding
program. We suggest keeping the membership to
no more than thirteen people.

The role of the BLT is to be the motivation behind
this plan, the people who see it through and keep
the plan on track. They also need to be the brand
cops, making sure relevant organizations are using
the brand and everyone is pulling in the same
direction.

We suggest that the BLT work under the city while

a 501(c)(6) is being developed. The team may act
much like a planning commission. They report
directly to the City Manager and the Mayor and
have no status as an organization other than that of
an advisory committee.

The BLT should develop a 20-minute PowerPoint
presentation to show to Kiwanis, Rotary and
other auxiliary organizations, as well as the school
district, chamber dinners, city council, RSCVA, and
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other local organizations that could play a role in
the brand. Their focus should be first the product
development laid out in this plan, including
Victorian Square and the greenway. Second will
be helping the city recruit more events to help the
brand promise come to fruition.

The BLT should request the city adopt the plan

in its entirety. The city is not being charged with
implementing the plan, but with pledging support
for the plan and implementation of items on their
to-do list.

Any successful branding effort requires pioneers,
those who will tirelessly champion the cause. We
surveyed 400 well-branded towns in North America
and in 396 of those communities the brand was

a grass roots effort. Rarely will a “top down” effort
yield success. This plan needs the voices and action
of people who are willing to spend time and money
in bringing this plan to fruition.

Implementation: City of Sparks

Estimated Cost: No cost is associated with this
recommendation



Recommendation #2 - Year One
Additional Goals for the BLT

Year one of the Branding Plan implementation
requires quite a bit of preparatory work, including
the formation of alliances, additional research, and
clearly defining the actions needed.

Some of these additional goals for the BLT include:

« Determine the economic impact of events for
Sparks. The executive summary of this plan includes
examples of the economic impacts of various
festivals on their particular communities. The
Division of Professional Services of the National
Recreation and Park Association has published a
helpful book, “Measuring the Economic Impact of
Visitors to Sports Tournaments and Special Events”
by John L. Crompton that may also be helpful.

« Build alliances with City officials and staff, Sparks
businesses, Reno and the RSCVA.

« Define how to create an identity for Sparks while
maximizing and supporting regional tourism
efforts.

+ Research what city/venue needs to provide to
attract new events.

« Define support required from the City of Sparks.
« Procure local Public Relations help.

Implementation: Brand Leadership Team

Recommendation #3 - Year One
Obtain URLs to promote the brand

Obtain several URLs for use on the visitor website
that promote the brand and help make Sparks
easier to find on Internet searches. People are
interested in activities and experiences, not
geography, so counting on people to search for
Sparks, NV won't work. Using URLs that speak to the
festivals brand will help more potential visitors find
the Sparks website and draw more people to the
festivals and events.

Suggested URLs include:
www.TheShowThatNeverEnds.com
www.ImInSparks.com
www.WhereAreYou.com
www.FestivalSparks.com

Implementation: Brand Leadership Team

Estimated Cost: $150

Recommendations @
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Recommendation #4 - Year One
Develop a Brand Style Guide

Develop a style guide for Sparks’ new, branded
logo for the City and other entities that will use
the logo. This guide will contain graphic design
standards for logo and slogan usage, templates
for website development, and usage guidelines
for the production of printed sales and marketing
materials, as well as the proper use of key
marketing, advertising and promotional messages.

The guide contains a system of coordinated visual
elements that make up the community’s graphic
identity. It provides specific rules about proper use
of the logo and brand to help maintain the integrity
of the design.

Continuity is critical in developing a strong
branding program. The City departments, Sparks
Chamber of Commerce, Visitor Information Center,
local organizations and all other parties that
represent Sparks’identity to the public should use
the Style Guide. This will ensure a strong branding
effort that creates top-of-mind awareness.

The guide should include identities for the

City, Chamber, events organization, Economic
Development organizations, etc.; pole banners
and wayfinding concepts; advertising, website and
brochure concepts; usage guidelines, color palette,
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as well as logo dimensions, approved sizes, fonts
and colors. Wrong usage of the logo and other
graphic elements needs to be spelled out as well.

Implementation: Brand Leadership Team

Estimated Cost: $25,000
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Recommendation #5 - Year One
Logos and Tag Lines

The Key Message for the brand is this: Sparks is THE

place for festivals and events in Nevada. There is

always something going on in Sparks and you'll find

a lively, fun atmosphere full of events and activities. NEVADR

With this message in mind, the Sparks logo concept -;)// aréj
I

has been developed to portray Sparks as a vibrant, TS HAPPENING HERE!
fun, happening city - where something is always

going on. The tag line “It's Happening Here” should
be joined to the logo, as it reinforces the message.

IT'S HAPPENING HERE!

In bold marketing efforts, such as billboards and »\\S aré{
2009 OF,

EVENTS "
ACTIVITIES GUIDE

signs, include the line “Welcome to Nevada'’s
Festival City”

In print ads promoting Sparks, where the ad
includes a photo, such as of a person having fun
among a crowd of people, include “I'm in Sparks,
where are you?” perhaps with the person holding
up their cell phone.

Implementation: BLT

Estimated Cost: No cost

www.visitsparks.com or call (800) 555 - 6655 for more informatio n
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@ Recommendations

Recommendation #6 - Year One
Recruit Activity Vendors to the Marina

The Marina is a wonderful asset, and it has great
potential. Adding more things to do will make it
more appealing for both locals and visitors, and
help utilize this park to its greatest potential. The
Marina needs to become an additional hub of
activity, adding to the variety of things to do in
Sparks. Visitors may come to Sparks for a festival,
but for them to stay longer than the few hours they
are spending at the event, they’ll need other things
to do.

We recommend recruiting activity vendors to the
marina, such as:

« Fishing pole rentals

« Segway rentals (possibly an extension of
another Segway rental company that would be a
concessionaire to the city)

«  Small, non-powered boat rentals such as canoes,
paddle boats and rafts

« Food vendor carts during peak season
attendance

Additionally, decorative pole banners should be
added to the light poles in the Marina, which

will add to the sense of place and help create
cohesiveness with the brand, Victorian Square and
The Legends project.

Implementation: City of Sparks, BLT
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Estimated cost: No costs to the City are associated
with this recommendation; the activity vendors
would be private enterprises.
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Recommendation #7 - Year One
Create a Sparks Festival Calendar

Another key marketing tool will be a Sparks Festival Implementation: BLT
Calendar. This will be a high-quality, collectors .
edition piece showcasing the best festivals and Estimated Cost: 510,000 annually

events in Sparks each year.

« The calendar should be a 17"x24" poster that
includes professional photography, as well as
continuity with the graphic identity for Sparks.

It will include the festivals and events for the
year and each year will be redesigned to create
collectors editions that people will want to keep.

+ Initially print 2,000 copies of the calendar and
have 500 of them framed and distributed to
hotels, restaurants and front-line shops.

- Asecond version of the calendar should be
created: a three sided table tent. Each side would
represent a season and showcase the events
taking place. It should have a cohesive look and
feel with the poster version, and be displayed in
hotel rooms and restaurants.

« Since Sparks will become THE place for festivals
and events in Nevada, those events need to be
promoted all over town. With easy access to the
events calendar, visitors will be able to see at a
glance what is happening in Sparks. And as the
list of events grows as the brand rolls out, the
calendar will become more impressive, giving a
visual image of the breadth and variety of events
happening in Sparks.

Sparks, Nevada - July 2009
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Recommendation #8 - Year Two-Four
Create a Wayfinding System

Wayfinding, as the name implies, is simply how
you help people find their way in and around your
community. One of the significant weaknesses

in Sparks was found to be the lack of wayfinding;
visitors don't know how to find the best of Sparks,
or even what the best activities and attractions are.
Creating a professional wayfinding system will help
make each attraction, amenity and venue easy to
find.

The wayfinding system should be professionally
developed. It can be hard for locals, who already
know how to get from point A to point B, to see
gaps and omissions in existing signage, so it’s best
to use the services of a professional wayfinding
firm.

The wayfinding plan should include:

« Design and location of gateways for the city,
Victorian Square, the Marina and the Legends

« Design and location analysis of directional
signage

« Inventory of attractions, amenities, and
services; the placement on each sign; testing for
readability at speed; fit and design

+ Signage specifications for bidding purposes, cost
estimates, phasing and bid documentation

« Decorative pole banner designs
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Coordination with city, county and state
for setbacks, restrictions, and construction
standards

Precise wording and exact locations for each
new sign, as well as mounting options, so it can
be used to obtain fabrication and installation
bids from regional sign manufacturers

A visitor information kiosk program: Visitor
kiosks are an important component of making
information easily available to Sparks visitors.
They should be placed at key locations to cross
promote attractions and locations in Sparks
(Victorian Square, the Marina, the Legends),

as well as promote events and activities.

This should include taking back the existing
underutilized kiosks in Victorian Square as well
as placing additional kiosks around Sparks -
perhaps four at The Legends, one at the Marina,
and half a dozen at local retail centers, hotels
and at golf courses.

Visitor kiosks should be designed to
complement local architecture as well as
enhance the festivals brand. The kiosks should
provide weatherproof brochure holders for 24/7
visitor information, as well as display maps, a
calendar of events, attractions, local services
and amenities, and lodging and dining options.
They should have adequate lighting and include
prominent signs indicating “Visitor Information”.

. The easier it is for visitors to find the attractions,
events and amenities, the longer they will stay.
Providing well-stocked, attractive and easy
to find visitor kiosks ensures visitors will have
access to relevant information at any time,
even when visitor centers aren’t open. And
only about 5% of visitors ever stop at Visitor
Information Centers, so placing kiosks with
visitor information near major attractions and
amenities makes | easy to cross-sell activities and
events and help travelers find more to do; hence,
they spend more time, and money, in your
community.

Implementation: City of Sparks

Estimated Cost for Plan: $120,000
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Recommendation #9 - Year Two-Four

Develop a Recruitment Program for
Victorian Square and the Marina

To continue development of Victorian Square

and create the critical mass of retail shops and
restaurants necessary for it to become a great
visitor destination, we recommend hiring a business
recruitment specialist to focus on this important
aspect of the plan - creating the product necessary
to own the brand. This person would be hired and
report to the Brand Leadership Team.

The job would be a full-time, contracted position,
and the individual selected must have a business
license and be responsible for his or her own taxes,
benefits and overhead. The recruitment specialist
would not be a city employee, but should report
to the Brand Leadership Team administered by the
City.

The following are desirable traits to look for in
selecting a business recruitment specialist:

« Excellent track record in commercial real estate
sales.
« Well-spoken with excellent writing skills

« Experience dealing and negotiating with small
businesses and property owners

« Has a strong understanding of local real estate,
development industries and markets

« Has extensive contracts in the development and
business industry

« Understands public/private finance, land use,
zoning, leasing, covenants and other issues that
need addressing during the recruitment process

« Self-motivated, a strong leader and results
oriented

- Understands commercial finance, TIF, BID and
incentive programs, etc.

- Isindependent of local politics and
entanglements or “baggage” that might hinder
their performance

+ Has the ability to help implement business
location changes, working with property owners
to rearrange the business mix

The recruitment specialist will be responsible
for recruiting the destination retail, vendors, and
restaurants to fill Victorian Square, as outlined in
Recommendation #7, as well as for recruitment
of the vendors for the Sparks Marina as outlined
in this plan, handling the vendor contracts and
measurables.

To create a vibrant, active, prosperous community
that attracts both locals and visitors, it is necessary
to offer a critical mass of the types of shops, dining
and entertainment that people want. Often,

however, the right business mix doesn’t happen
on its own - it needs help from a recruitment
specialist. This person will be able to work with the
local property owners and business owners to help
fill the spaces in Victorian Square and the Marina,
putting together the pieces to make a vibrant
community.

Implementation: City of Sparks

Estimated Cost: $50,000 each year for two years
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@ Recommendations

Recommendation #10 - Year Two-Four
Develop City Ordinances for Victorian Square

City Ordinances should be developed that address
street vendors and performers, retail signage and
outdoor displays, and outdoor dining in Victorian
Square.

« Entertainers and street vendors: Street
performers provide a valuable public service
that can enhance the character of any
downtown and provide an immediate jump-
start to help establish the animation of its
pedestrian destination. Street performers
may include acting, singing, playing musical
instruments, pantomime, juggling, magic
acts, dancing, reading, puppetry and other
activities that attract the attention of the
public. The ordinance should address locations,
safety issues, obstruction issues, signage, and
prohibited actions.

« Beautification and retail signage: Establish
a retail signage and outdoor display review
board comprised of downtown property
and retail shop owners. A peer-driven Sign
Review Board should be created to protect the
aesthetic integrity and maintain a consistent and
complimentary design scheme for commercial
signs within Victorian Square. This board would
be charged with reviewing and approving sign
design, providing display guidelines for other
businesses and enforcement.
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Outdoor dining: Sidewalk dining adds
considerable character to the assortment of any
community’s restaurants. Sidewalk faces provide
open-area dining on public sidewalks. Virtually
every popular downtown pedestrian destination
provides for the ambiance of outside dining.
The city ordinance should address outdoor
furnishings, space, overhead structures, signage,
lighting, heaters, vending machines, insurance
requirements, and cleanliness.

Implementation: City of Sparks

Estimated Cost: No costs area directly associated
with the recommendation.




Recommendation #11-Year Two-Four

Provide Wireless Internet Access in
Victorian Square

Install a Wifi system in Victorian Square providing
free wireless Internet access to the area. Either the
city or a non-profit corporation can install, operate
and maintain the network.

Free Wifi is becoming increasingly common in
communities across the country. Cities wanting to
bring more business downtown are finding that
offering free Wifi is a good incentive. In addition

to attracting new business, a wireless zone also
allows downtown workers to work outside, spurs
the development of sidewalk cafes and coffee
shops and facilitates city functions such as parking
enforcement with the use of hand-held devices.

People appreciate easy access to their email and the
Internet and providing free wireless Internet access
is a great way to add value for locals and visitors
alike. It helps create place where people want to
spend time and will make the Victorian Square
experience even more appealing.

Implementation: City of Sparks

Estimated Cost: Approx. $125,000 per sq mile

Recommendation #12 - Year Two-Four
Recruit Events to Sparks

Clubs and organizations can be a mainstay of
events in Sparks. Car and motorcycle clubs have
shows, artists can showcase their work, and
sporting events draw visitors as well. Recruiting
clubs and organizations to hold their events in
Sparks will help round out the festivals and events
calendar, reinforcing the brand and bringing in a
wide variety of things to do in Sparks.

Go through the book of Associations, USA and the
National Directory of Non-Profit Organizations to
make a database of clubs and organizations that
would be good candidates for events in Sparks.

Clubs and organizations to target include:

Car clubs
+  Motorcycle clubs
« Sporting events
«  Biking clubs
» Kayaking clubs
« Ski-gear auctions with vendors, etc.
+ Artists in action shows and clubs
« Culinary events, cooking shows
+ Flower and garden clubs and shows
« Mineral, fossil, and gem clubs and shows

« Dance groups

« Antique shows
«  Photography clubs and shows

Invite the clubs and organizations to hold their
events in Sparks — they’'ll handle the organization of
the event, and the City makes them welcome.

It is important to note that these events need to
be open to the public, rather than private shows.
The more events on the calendar, the more people
will start to ask, “What's going on in Sparks this
weekend?”

Implementation: City of Sparks Parks and Rec
Dept, BLT

Estimated Cost: $70,000 per year for one additional
full time staff person to recruit, organize, and
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Recommendation #13-Year Two-Four
Develop New Events

The goal for Sparks is to have 200 event days

per year. Then Sparks will truly be a place where
something is always happening. To this end, new
events will need to be developed to begin to round
out the festivals and events calendar.

New events can include:
- Railroad/train festivities

«  Weekend crafters markets

«  Museum hosted historical events such as Native
American music and dance

« Permanent, open-air farmers market in Victorian
Square

+  Wine walk

« Trick or treating on the Square

+ Victorian home and Museum tour
+ Artshows

« Veteran’s Day Parade

« Formal New Year’s party

« Sparks birthday celebration annually
«  St. Patrick’s Day celebration

+ Sparks marathon

« Sparks book fair

« Battle of the Bands
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National skate board competition
Annual miniature train collector convention
Red Bull water contest at the Marina
Chinese New Year event

Clown convention

Railroad rendezvous

Chainsaw carving competitions
Pow wows

Harvest festival

Antique tractor and farm show
Microbrew competition

Victorian Christmas with strolling carolers,
mulled wines, horse drawn carriages and
Christmas crafts

Acoustic music competition
Scrapbooking conventions
Youth soccer tournaments
Country music festival
Annual regatta at the Marina
Canoe races at the Marina
Bike tours and races

50-state softball tournament

Wine and jazz

+ Drive-through lighted Christmas displays

«  Spooky street and assorted Halloween
entertainment

« Spam festival

« Chicken wing festival

«  Oktoberfest

« Mardi Gras festival and parade
+ Spring festival

« Easter egg hunt at the Square

+ Sailing competition and paddle boats at the
Marina

« Paintball events

« Bridal fairs

- Green living/earth day expo
+ Outdoor chess tournament
« Ethnic festivals

«  Cooking competitions

. Storytelling festival

« Puppet shows

+ Flea markets

Success of events lies in nine areas, and the event
planners will need to be mindful of each of them
when recruiting events into the downtown.



The product: The event should be of high quality,
regardless of its size. Old events need to be
rethought and refreshed. Events should be unique
or have a unique feature, so it's not a“been there,
done that” experience. The events should have a
local appeal.

The price: Take into consideration the financial
demographics of the target audience. Will there

be an entry fee? Is the cost of food, rides, and
entertainment in line with expectations? How many
attendees are needed to “break even” on the cost of
the event?

The place: This is where Victoria Square, the Marina,
and The Legends can really shine. Good signage for
parking and diversions in the entertainment district
are important to making the place attractive to
event planners.

Public relations: Sparks should be prepared to offer
superior public relations results for events.

Positioning: Sparks can help any event planner
make a success of their event by providing advice
on how best to position it. Local research, intuition,
evaluation of previous events, and knowing

the needs and wants of the target market can

help position an event in the best way to attract
attendees.

Partnership: Sparks should strive to develop long-
term partnerships with sponsors, organizations, and

event coordinators whose brands are compatible
with the events and Sparks image.

People: The quality of the front line people will be
noticed and interactions with event attendees can
be the difference between a successful event and a
mediocre one.

Packaging: If the value of packages makes sense to
the consumer, they will bring additional people and
could be the margin that makes an event profitable.

Programming and Planning: Planning really shows
at events. Are schedules maintained? Is there
enough food for sale? Does the music meet the
crowd’s expectations? Are there enough activities?
Is there a contingency for bad weather? Successfully
addressing these issues only comes from good
planning.

Implementation: City of Sparks Parks and Rec Dept
with local organizations, BLT

Estimated Cost: No direct cost is associated with
this recommendation
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Recommendation #14-Year Two-Four

Develop Event Sponsorships with
Local Media & Corporations

Develop event sponsorships with local media such
as newspapers and radio stations. Local media
outlets are often interested in partnering with
other organizations on events and this will bring
additional publicity to the events.

For example, a local newspaper or regional radio
station could become the sponsor of a Sparks
Marathon. They get publicity at the event as

the sponsor, bringing further awareness to the
attendees of the event about their newspaper or
radio station. The event, and hence Sparks, gets
greater publicity through the newspaper or radio.
These kinds of event sponsorships are beneficial
to both parties, helping to draw attention to the
media outlet as well as gaining additional publicity
for the events.

Work to find corporate sponsors for events as
well. As events gain a track record of success,
corporations will become willing to invest in

sponsorship. Research corporate sponsorship
opportunities through Foundationcenter.org.

Implementation: BLT

Estimated cost: No cost is associated with this
recommendation
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Recommendation #15 - Year Two
Develop a Street Performer Program

Develop a street performer program that includes
artists, musicians, magicians and other performers.
Street performers provide a valuable public

service that can enhance the character of Sparks
and provide an immediate jump-start to help
establish its festival city brand. Street performances
may include acting, singing, playing musical
instruments, pantomime, juggling, magic acts,
dancing, reading, puppetry, and other activities that
attract the attention of the public. This program
should have some funding to bring in quality
performers and should be laid out in partnership
with local businesses.

Street performers bring vitality to a town. They
provide people with street-side entertainment as
they wander between shops, restaurants or event
venues. It creates an ambiance of excitement, of
things happening, of entertainment - exactly what
we are trying to accomplish in Sparks.

Be creative with funding and payments to the
performers. Possibly use a system of a small fee plus
allowing performers to collect donations. Musicians
performing for outdoor restaurant patrons could
possibly be remunerated by the restaurant.

Implementation: City of Sparks

Estimated Cost: $10,000 annually

Recommendation #16-Year Two-Four
Rolling out the Brand

Brands are much more than logos and slogans; they
are built on product, and they MUST be earned. You
never roll out a brand before you can truly deliver
on the promise. Brands are what people think of
you, not what you tell people you are. That is why
brands need to be built on the product, on the
experience people have in your community, rather
than just some flashy logos and catchy taglines.

Begin to roll out the brand when you have at least
120 event days per year. Currently Sparks has
about 50 event days, with as many as 60 event days
coming in 2009. You're looking to have something
going on in Sparks every weekend from April
through October, and some weekends during the
holiday season, for a total of about 26 weekends of
events per year. And the goal is to have multi-day
events. Rather than aiming for 120 separate events
per year, multi-day events help create a robust
festivals and events schedule that will draw more
visitors to Sparks.

The ultimate goal will be to have 200-plus event
days in Sparks, but you can begin to use the brand
when the calendar is beginning to fill and you can
deliver on the brand promise.

Implementation: City of Sparks and BLT

Estimated Cost: No cost



Recommendation #17 -Year Two-Four
Redevelop ALL marketing materials

All of the Sparks marketing materials need

to be redeveloped to reflect the brand and

have a solid focus on festivals and events. The
following recommendations will explain the
various marketing pieces in detail, but it can't be
emphasized enough that the marketing materials
for the community need to be in keeping with the
brand effort.

Continuity is key to brand development. Imagine
if every independent Coca-cola bottling plant
developed its own logo — the Coke brand would
not exist. It takes a village, a community-wide
effort, to develop a strong and sustainable brand.
This applies to both images and events. You need
to make sure that all the applicable organizations
and businesses in Sparks are pulling in the same
direction, and continuity of marketing materials is
an important piece of that process.

The recommendations that follow will outline the
specific marketing pieces we recommend, and the
important consideration is that they promote the
brand.

Implementation: City of Sparks, BLT, Chambers of
Commerce

Estimated Cost: Varies, included in following
recommendations

Recommendation #18 - Year Two-Four

Recommendations @

Develop a Sparks Visitor Website and Utilize Internet Marketing

A new visitor website will be THE most important
marketing tool in your arsenal. This website needs
to be developed to promote and support the brand,
as well as provide visitors with all the information
they need to successfully plan a trip to Sparks - all
in an easy to read, easy access, visually appealing
format. In short, it needs to be good enough to
close the sale.

The importance of your Internet marketing cannot
be overstated.

«  75% of all US households have immediate access
to the Internet

. Ofthose, a full 94% use the Internet as their
PRIMARY travel planning resource

«  72% never go past the first page of search results

«  86% never go past the second page of search
results

+ 70% are frustrated when trying to plan travel
online; they are looking for experiences, not
locations. Activities are the most important thing
- location is secondary

Significant resources must be allocated to your
website and Internet marketing. If 94% of Internet
users utilize the Internet as their primary travel
planning resource, the Internet is clearly your best
and most efficient way to reach potential visitors.

Here is the recommended breakdown of
expenditures for a marketing budget:

50% should be spent on the Internet
30% should be spent on public relations efforts

10% should be spent on advertising (primarily to
drive visitors to the website)

10% should be spent on printed materials and
trade shows

The budget for Internet marketing must include:

Keyword purchases: pay-per-click keywords that
bring you greater exposure on search engines

Site design and weekly or monthly updates

Hosting of multiple domains (the URLs
recommended in this plan)
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Recommendation #18 - Year Two-Four (continued)
Develop a Sparks Visitor Website and Utilize Internet Marketing

+ E-newsletter management (we recommend
Constant Contact)

« Personnel to manage the site in terms of
content, updates, monthly e-newsletter,
database management, etc.

Developing the Website

It takes a team to develop an effective tourism
website. We like to think of the design and
construction of a website much like the design and
construction of a home. You need: The architect -
builds the site map, how the information flows and
decides what content should be included

The engineer - the person that develops the
backbone of the site chooses the right software and
writes the code

The interior designer — the person or persons that
make the site visually pleasing, and cohesive with
the brand and graphic identity

The builder and maintenance crew — the people
that add new content, and update/refresh older
content

When developing the site, hire professionals with
experience in the travel industry. Creating a website
that is good enough to close the sale ranges from
$40,000 to well over $100,000. For Sparks, we
recommend spending approximately $60,000 to
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$80,000, which includes the design, copywriting,
and front end/back end development.

Organize the site around activities and things to do

—“pick your season” and “pick your passion”:

Pick your season:
December/January: Holiday Festivals
February/March: Hearts and Shamrocks

+ April/May: Spring Fling

+ June/July: SummerFest

« August/September: Hot Rods and Feasts

+  October/November: Fall Festivals

Pick your passion:

+ Festivals and events

« History and culture

«  Shopping and dining

+ Entertainment
Sports and recreation
The environment

Other important Internet recommendations:

« Social media is the best form of brand building.

Utilize video clips, YouTube videos, and “Twitters."

Video clips should be a mix of professional and
user contributions. Imagine watching clips of

people having a great time at Sparks festivals;
those serve as third party endorsements which
are far more powerful at brand building than
anything you say about yourself. Twitters are
“what are you doing now” feeds; Facebook
utilizes them. The site should feature a Sparks
Twitter — what'’s going on right now in Sparks.
It plays to the brand beautifully; there's always
something going on in Sparks.

Include an online pressroom with information
for media sources. This should include
photography, story ideas, and contact
information. You want it to be easy for media
outlets to get information about Sparks and your
festivals and events.

Nothing sells a place like photography. Hire

a professional to take stunning photos of
Sparks, but not scenic vistas; you need to show
people enjoying activities. Remember, people
are looking for experiences. Utilize your great
photography throughout the site. Show people
what they’re missing.

The homepage should be clean, easy to read and
have no more than seven primary links. People
tend to get frustrated if they have to navigate
through too many options right off the bat.

Implementation: BLT

Estimated Cost: $60,000 to $80,000



Recommendation #19 - Year Two-Four
Develop a Sparks Activities Guide

Develop a high-quality Activities Guide that gives
potential visitors the information they need to
plan a trip to Sparks. The Best of Sparks guide will
show the highlights, while the Activities Guide will
provide more of an overview of what is going on in
Sparks.

This should be developed as a public/private
partnership, but not with “advertisers” - the pieces
should be in advertorial format. This will be the
flagship piece that promotes Sparks in a way that is
good enough to close the sale.

The guide can be divided into sections: “Pick Your
Season” and “Pick Your Passion”.

Pick your season - six seasons:

«  December/January: The Holidays

« February/March: Hearts and Shamrocks
« April/May: Spring Fling

+ June/July: SummerFest

« August/September: Hot Rods and Feasts
+ October/November: Fall Festivals

« It should also include what to expect by season,
including weather, activities, and special deals.

Pick your passion - activities by passion:

- Festivals and events
« Historical and cultural

« Sports and Recreation (golf, biking, hiking,
skiing, etc.)

« Environment (photography, hiking along the
river, bird watching)

«  Shopping and Dining
+  Gaming

The focus of the Activities Guide is to showcase
various events and attractions in Sparks, providing
specific information. This piece should be sent to
people inquiring about coming to Sparks, as well as
placed in the visitor information kiosks and at other
strategic locations. It needs to be full of specific
information, great photography and be good
enough to close the sale.

Implementation: BLT

Estimated Cost: Public/Private Partnership -
$30,000 Public/$50,000 Private




Recommendation #20 - Year Two-Four
Create a“Best of Sparks” Guide

Develop a new marketing brochure entitled, “The
Best of Sparks” promoting the specific businesses
and attractions in Sparks that showcase the best the
city has to offer. Special attention should be given
to businesses that support the Festivals brand. This
is the piece used to let visitors know what they can
see and do in Sparks; the reasons to come here.

The guide should include retail shops, restaurants
and activities. Each participating retailer needs to
meet certain criteria to be included:

« Open at least six days a week. If closed, it has to
be a Monday

« Highly regarded by someone other than
themselves

« Good curb appeal

+  Open until at least 7:00 at night, Thursday
through Saturday

The guide should feature something special and
unique about each featured business, written in an
advertorial format, not just a series of ads. Details
are critical. People like specifics, and the more
interesting and unusual items you can mention, the
better. If a restaurant has a signature menu item,
suggest that they order it; if a shop carries a unique
specialty item, mention it in detail. Also, include
professional photography throughout to showcase
each shop, restaurant and location.
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The guide should also contain maps, including

a map of the location of the city of Sparks, travel
times from major metro areas, directions to
Victorian Square, and a walking map of showcasing
he location of each retail storefront and dining
location. In addition to stores and places to eat,
include other interesting features such as where

to park, historical landmarks, hotels and motels,
public parks or gathering places, location of public
restrooms, etc.

The days when it was sufficient to simply list all of
the activities, shops, restaurants and attractions in
your destination are over. Convenience is at the top
of the list for visitors, and this includes the planning
stages of their visit to Sparks.

These brochures, full of stunning color
photography, and specific details and information
will convince consumers that Sparks is the place
for festivals and events in Nevada; it must be good
enough to close the sale.

Implementation: BLT

Estimated Cost: Public/Private Partnership -
$15,000 Public/$15,000 Private

Recommendation #21 - Year Two-Four
Periodic Facilitation of the Plan

Contract with an outside firm to provide facilitation
services to assist with implementation of the plan
every year for the first three years. The facilitator
should meet with the Brand Leadership Team and
representatives from all the organizations that are
responsible for implementation of the different
parts of the plan. During this meeting/workshop,
everyone would go through their lists of tasks and
give status reports. They would discuss the next
steps, determine if changes need to be made, and
talk about their progress. These meetings would
help the community keep on track. At the end of
the third year, the plan should be reviewed and
updated.

With any long-term plan that involves several
different organizations, keeping on track can
have challenges. Engaging an outside facilitator
periodically throughout implementation will help
keep the goals in focus and tasks on track.

Implementation: City of Sparks and BLT

Estimated Cost: $7,500 each visit



Recommendation #22 - Year 5+
Revisit the site plan for Victorian Square

The goal of this branding effort is to make Sparks
the festival capital of Nevada. Victorian Square

will be a large part of the product under which

the brand is built. However, at this time, Victorian
Square lacks a critical mass of shops and restaurants
necessary to make it a great visitor destination. We
recommend the plan for Victorian Square include:

- At least 20 restaurants
+ Coffee shops
« Confectioneries

« Variety of sit down restaurants: Thai, Italian,
Mexican, etc.

« Abakery
+ Pubs
+ Delis

+ Gourmet burgers and pizza

« All with room for outdoor dining and
entertainment space

- Additional, smaller, water features

« Asignature amphitheater that can seat 3,000
people and can be a water feature play area and
ice skating rink in winter

+ Professional office space and some condos on
upper level floors

+ Activity vendors: perhaps six or so, including
Segway rentals, bike rentals, etc.

+ Gateways into Victorian Square that span the
street and make a statement

« A permanent home for an Open Air Market
+ Public restroom facilities

+ Redeveloping Nugget facade to be more in
keeping with the Victorian flair of Victorian
Square

+ Shade trees every 30 feet or so to create a shade
canopy

+ Make it a strong “third place” - it needs to be THE
place to hang out

Victorian Square needs to become a great place

to hang out and spend time, not just for visitors,
but for locals. If locals don’t hang out there, visitors
won't either. To accomplish this, you need the right
mix of restaurants and retail shops, also known as
critical mass, that will attract people to come, shop,
eat and stay. One of the major tasks of the Brand
Leadership Team and the City of Sparks will be to
spearhead the product development of Victorian
Square to achieve the critical mass of shops and
restaurants, as well as the gathering spaces and
enhancements that are necessary.

Implementation: City of Sparks with BLT

Estimated Cost: $25,000 for additional concepts
and consultation

Recommendation #23 - Year 5+

Create a Strong Transportation Link Between
Victorian Square, the Marina and The
Legends Project

There needs to be a strong transportation link
between Victorian Square, the Marina and The
Legends Project, giving residents and visitors easy
access to and from each area. People want to spend
their time and money in places that offer plenty of
options for entertainment, shopping and dining.
Linking the areas together will give people easier
access from one to the other, encouraging people to
extend their experience and spend more money.

These links should include:
+ Pedestrian access
+ Bike/Segway paths and scooter rentals

« Green transportation between the three locations
or a trolley system that runs every 15 min. or so

« Make redevelopment of the avenue that runs
parallel to I-80 a priority, adding beautification
enhancements, since it’s the first impression

+ Relocate the big truck stop to create a greenway
« Additional public restroom facilities

Implementation: City of Sparks
Estimated Cost: $150,000 for design of streetscapes,
transportation planning, and feasibility planning to

connect the three locations with trolley, segways,
bikes, and pedestrian access.
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Recommendation #24 - Year 5+

Create an Electronic Readerboard Sign
along I-80 Promoting Events

Create an electronic, digital, readerboard sign to
put along Interstate 80 as visitors are approaching
Sparks from Reno. The readerboard should show
the upcoming events, along with the words “This
weekend in Sparks, it's happening here!” It must be
kept current, and show the event for the upcoming
weekend, along with events and dates coming

in the near future. This could be a public/private
partnership, with an ad for the sponsor of that
week’s posting being displayed as well.

Implementation: BLT

Estimated Cost: TBD
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Recommendation #25 - Year 5+
Newsprint Advertising

We recommend advertising regularly in various
publications targeting potential markets for Sparks
events. This would include local publications such
as the Reno Gazzette-Journal, the Daily Sparks
Tribune, the Ahora Spanish News, Sagebrush, Reno
News and Review, and Showtime Magazine.

The focus of these ads should be festivals and
events in Sparks, and of course, they should
enhance the brand and be consistent with the
graphic identity. Place the ads in the weekend
editions (which usually come out on Thursdays or
Fridays).

This targeted advertising will help spread the word
about the many things to do in Sparks, get the
word out to locals, Reno residents, and draw in
new visitors for the events, hence more visitors to
Sparks.

Implementation: BLT

Estimated Cost: TBD

Recommendation #26 - Year 5+
Plan Update

Because a successful brand is built on product

— that a visitor can experience - branding a
community can take years. Throughout the
implementation process, it is important for the
brand champions to keep on track, keep motivated
and keep working towards the goal. Every third
year for the first twelve years (until the brand is well
established), we recommend that the entire plan be
revisited to analyze the progress to date, determine
if any unforeseen developments have arisen that
affect the plan, and to refocus and reenergize all
those working on implementation.

Regardless of everyone’s best efforts to implement
the plan, as time goes on difficulties may arise,
unforeseen circumstances can complicate the
process, and the big picture can become clouded as
people work on their individual tasks. Updating the
plan every three years will help keep the plan true
to its core principals, yet flexible enough to deal
with future contingencies that may arise.

Implementation: City of Sparks

Estimated Cost: $30,000 to $50,000 every three
years



Idea for Consideration
Rename Victorian Square

Victorian Square will become the centerpiece of
the festivals brand, the central hub of activity in
Sparks. In order to tie Victorian Square concretely to
the brand, enhancing the perception of the brand,
consider requesting the City to rename Victorian
Square “Festival Place.” As part of the name change,
Victorian Avenue should also be renamed “Festival
Place”

The name Victorian Square doesn't imply “the cool
place to hang out and visit a variety of festivals and
events.” Festival Place ties in directly with the brand,
as well as the fact that it will be the primary lure to
Sparks. The name implies activity, fun, festivities —
THE place to be.

Idea for Consideration
Rename the Marina

The Marina is a key location and should have a
name that better reflects what there is to do, as
well as one that supports the overall brand. “Sparks
Marina”is a basic, and it doesn’t reflect what is
actually available there: the beach and family
recreation on the lake. A marina implies a place for
boaters, rather than water recreation of all kinds.
This lake needs a name that makes it clear it is a
special place to visit in its own right, with a variety
of activities. Consider requesting the City to rename
the Marina “Celebration Lake Park.”

Recommendations @

Suggestion
Chambers of Commerce

« The efforts of the Reno Sparks Chamber
of Commerce and the Sparks Chamber of
Commerce may be more efficient and serve
the communities better by joining forces and
consolidating. The existence of the two, separate
organizations can be confusing to residents and
visitors alike.

+  While it may be a very good idea for the two
chambers to consolidate, there are many
issues involved. We encourage both Chambers
to examine this possibility, but the Brand
Leadership Team and the branding effort needs
to take no action regarding this suggestion.
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Timeline - Prioritization of Goals for Brand Leadership Team

Year One

« #2: Determine the economic impact of events for
Sparks

- #2: Build alliances with City officials and staff,
Sparks business, Reno and RSCVA

« #2: Define how to create an identity for Sparks
while maximizing and supporting regional tourism
efforts

- #2: Research what city/venue needs to provide to
attract new events

« #2: Define support required from the City of Sparks
- #2: Procure local PR help

« #3: Obtain URLs to promote the brand

- #4: Develop a Brand Style Guide

« #5: Logos and Tag Lines

- #6: Recruit activity vendors to the marina

« #7: Create a Sparks Festival Calendar
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Years Two - Four

« #8: Create a Wayfinding System
« #9: Develop recruitment program (City of Sparks)

« #10: Develop City Ordinances for all potential
venues

« #11: Provide wireless internet access

« #12: Recruit events

« #13: Develop new events

« #14: Enhance/develop events sponsorships

« #15: Develop a street performer program

« #16: Roll out the brand

- #17: Redevelop all marketing materials

- #18: Develop Sparks Events website

« #19: Develop a Sparks Activities Guide

« #20: Create a “Best of Sparks” (type of ) Guide

« #21: Periodic facilitation of the Plan

Years 5+

« #22: Revisit the site plan for Victorian Square
« #23: Create a transportation link

« #24: Create an electronic reader board sign

- #25: Advertising

« #26: Plan update



Possible Funding Resources

Community Development Block Grant Program
The CDBG program, operated by the U.S.
Department of Housing and Urban Development,

is one of the longest continuously run programs at
HUD. A flexible program that provides communities
with resources to address a wide range of unique
community development needs, the CDBG program
provides annual grants on a formula basis to 1,180
general units of local government and States.

The CDBG program works to ensure decent
affordable housing, to provide services to the most
vulnerable in our communities, and to create jobs
through the expansion and retention of businesses.
CDBG is an important tool for helping local
governments tackle serious challenges facing their
communities.

Entitlement Communities:

The CDBG entitlement program allocates annual
grants to larger cities and urban counties to develop
viable communities by providing decent housing,

a suitable living environment, and opportunities to
expand economic opportunities, principally for low-
and moderate-income persons.

State Administered CDBG:

Also known as the Small Cities CDBG program,
States award grants to smaller units of general

local government that carry out community
development activities. Annually, each State
develops funding priorities and criteria for selecting

projects.

Section 108 Loan Guarantee Program:

CDBG entitlement communities are eligible to
apply for assistance through the section 108

loan guarantee program. CDBG non-entitlement
communities may also apply, provided their State
agrees to pledge the CDBG funds necessary to
secure the loan. Applicants may receive a loan
guarantee directly or designate another public

entity to carry out their Section 108 assisted project.

Renewal Communities/Empowerment Zones/
Enterprise Communities:

This program uses an innovative approach to
revitalization, bringing communities together
through public and private partnerships to attract
the investment necessary for sustainable economic
and community development.

For more information on CDBG programs, call U.S.
Department of Housing and Urban Development
(202) 708-1112.

Local Fund-Raising

Local fund-raising is frequently used for downtown
beautification efforts, public arts projects,
performing arts and cultural activities, and
enhancement projects. Fund-raising can range from
selling engraved bricks to be used in a construction
project, to auctions, to private donations. Consider
having limited edition prints made of some of the
murals, to be sold at auction or privately to raise

Recommendations @

funds.

Housing and Urban Development
« Office of Community Planning & Development
- Office of Economic Development

U.S. Department of Commerce

ECONOMIC DEVELOPMENT ADMINISTRATION
« Public Works Program — Investment Program

Tax Increment Financing

Tool to promote economic development: City
captures the increase in net tax capacity resulting
from new development within a designated
geographic area called a TIF District. The TIF
authority uses the tax increments, which are the
property taxes paid on the captured increase in net
tax capacity, to pay for TIF-eligible costs of the new
development that generated the increase in net tax
capacity. The funds pay for the infrastructure needs
of the new development.

Federal Land and Water Conservation Fund

The L&WCF program provides 50:50 matching
grants to States and through States to local
governments for the acquisition and development
of public outdoor recreation areas and facilities.
Financial assistance is available through the L&WCF
to provide most facilities necessary for the use and
enjoyment of outdoor recreation areas. Funding of
development proposals may cover construction,
renovation, site planning, demolition, site

Sparks, Nevada - July 2009 55



preparation, and architectural/engineering services.

Examples of development projects include: sports
& play fields, picnic facilities, trails, swimming

facilities, boating facilities, fishing/hunting facilities,

winter sports facilities, campgrounds, outdoor
exhibits, spectator facilities, community gardens,
major renovation or redevelopment of recreation
facilities, provision of access to recreation facilities
for persons with disabilities, and outdoor zoos. The
funds can also be utilized for recreation support
facilities such as access roads, parking walkways,
restrooms, utilities, visitor or interpretive centers
and pavilions.

Recreational Trails Program

The Federal Recreational Trails Program helps
States provide and maintain recreational trails for
both motorized and non-motorized recreational
trail use. The program provides funding for all
kinds of recreational trail uses, such as pedestrian
uses, bicycling, in-line skating, equestrian use,
cross-country skiing, snowmobiling, off-road
motorcycling, all-terrain vehicle riding, four-wheel
driving, or using other off-highway motorized
vehicles.

Nevada Arts Council

The Nevada Arts Council provides grants to
support the arts activities of non-arts community
organizations and public institutions, to support
community-based projects that focus on design
issues through planning, to help support arts
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organizations throughout Nevada.

Nevada Community Foundation
Publishes a newsletter for donors listing grant
requests.

Festival and Event Sponsorships through
corporations and associations.
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Quick Facts

Pop Facts: Site (-119.749° E, Site (-119.749° E, Site (-119.749° E,
Demographic Quick Facts 39.541° N) 39.541° N) 39.541° N)
0-10 mi 0 - 25 mi 0 - 50 mi

Population

2013 Projection 402,112 507,935 717,344

2008 Estimate 361,533 456,373 648,802

2000 Census 297,354 374,484 542,608

1990 Census 224,020 277,162 402,062

Growth 1990-2000 32.74% 35.11% 34.96%
Households

2013 Projection 156,685 196,688 278,923

2008 Estimate 141,124 177,143 252,454

2000 Census 116,374 145,734 211,064

1990 Census 91,126 111,339 159,428

Growth 1990-2000 27.71% 30.89% 32.39%
2008 Estimated Population by Single Race 361,533 456,373 648,802
Classification

White Alone 275,323 76.15% 356,243 78.06% 518,164 79.86%

Black or African American Alone 8,617 2.38% 9,435 2.07% 11,697 1.80%

American Indian and Alaska Native Alone 5,067 1.40% 8,317 1.82% 11,905 1.83%

Asian Alone 18,794 5.20% 20,457 4.48% 25,322  3.90%

Native Hawaiian and Other Pacific Islander Alone 1,826 0.51% 1,982 0.43% 2,320 0.36%

Some Other Race Alone 37,492 10.37% 42,705 9.36% 55,973 8.63%

Two or More Races 14,414 3.99% 17,234 3.78% 23,421 3.61%
2008 Estimated Population Hispanic or Latino 361,533 456,373 648,802

Hispanic or Latino 80,279 22.21% 92,964 20.37% 122,844 18.93%

Not Hispanic or Latino 281,254 77.79% 363,409 79.63% 525,958 81.07%
2008 Tenure of Occupied Housing Units 141,124 177,143 252,454

Owner-Occupied 82,651 58.57% 110,914 62.61% 162,077 64.20%

Renter-Occupied 58,473 41.43% 66,229 37.39% 90,377 35.80%
2008 Average Household Size 2.53 2.54 2.53

58 Sparks, Nevada - July 2009



e W':'C'd:_ ....... Sano “Rochester
TEHA A, f e Mountain Sand Pass
i i Meatiows
o Feasroir

- Greenwlle

c‘Flanigan

: Pyramid Lake
Hational : Indian
Forest s Doyl Reservation S0 mi
PILFlimfs :atr\zun,a,al Fsures’t Yo Puarid SO .
Lake : H essup
(70 . ) (447 T
QuUINcyY  East.Cuiney Dixie_
jMagaIia r’l:lr‘tcllao : Coppereid
adrrE cn L IFf BRI ‘.j ..........
Festher e
Fallz_ Sierravi
| Slerra City %
Oroville o ANy “Divwniie |Ile ;
Jrownsviles 1o ne Hatlun | Fures‘l 51 ER
Falermo A e )
T P e 1) W W=l S,
Reawgh i ME & En
YUBA T Ready “Nevada Cit
SRR Nevadai

o
Grass Squan Peak  orystalBay:
\-"alle';.-'._..- - :

Penn \f-"alleyo .
i Tahoe City

Olivehurst
. Olivvehur o Lake oorhe sl :
anama . e iy Lo REGELE . | ] ..
P LA CE - __Gr_gjne_: b @ ...... =
@ eosnos “Fenhyr Cove i
s DOUGL.&S i I
Fmn Elduradu Hatlunal b rest Stsnellne *eringtr
Auburm i Soutn,” ake Tahoe /™ -

Linc?/ ) E L Do RA DO I ) le st
e *r . ik ey
# ; Pollock K burzM o Peak . =

; i ! 1 Pines . . BY % .
Eow‘rlglﬁ%ugrlu?k[ﬁ} ISEE—ECI-?B Microsoft Corporamn andior its"suppliérs. All Tights reserved. ALFINE - \\ Sl

59



€ Jo | abed 6002/SL/L 222-262-008 |[e0 10 OBC/WOI ST MMM Je J9pIQ "dulluQ ISA[euy ssauisng wouy sdew pue spodal puewap-uQ 14S3 60020

®VSNOojU! pue |4S3 :924n0g

*10}09sqNs sjuswys!igelsy Bunjuliq %@ S89IAI8S Poo- ay) ulyim sdnoib Aisnpul Jnoj Se [[am Se “10)09s apel] |lelay aui ul sdnoib Ansnpul £g ojul palisSe|d ale sjuswysiiaelss |ieley
‘AIAnoe 2lwouods Jo adAy Arewid siayy Aq sessauisng Ajisselo 0} (SOIVN) WalsAS uonealisse|) Allsnpuj UedLswY YLION 8y} sasn |4ST "Ssjes |Ielay pue [eiuslod |leley usamiaq
20usIBYIp Y} slussaidal den |leley Sy ‘eale Spel} Sy} SPISINO WOJ) Ul UMBIP SIE SISWO0ISNI 19UM JoyJew e ‘safes |iejaJ Jo snidins e sjuasaidal anjea aaljebau v "eale apel)
ay} apisino Ajuniioddo [rejas jo ,obexes), sjuasaidal anjea aamsod v “(snjdins [e101) 00 L- 01 (a6exes) [e101) 00 L+ wouy sabuel yeyy puewsp pue Ajddns usamiaq diysuole|as ay} Jo
ainsesw e si siy] Anuniioddo |iejal o Joysdeus e sjussaid Jojoe4 snjding/ebexesT sy ‘siejjop Jusund Ul Sk Sejewilss puewsp pue A|ddng ‘sjuswysigeliss |iejed Je siawnsuod Aq
Jads junowe pajoadxs sy} sajewnss (jenusiod |e}a1) puewad ‘PAPNIOXS e S8ssauISNg 0} S9JeS "SjusWYS!IgeISa AQ SIaWNsSU09 0} sajes sajewnss (ss|es |iejal) Alddng :a10N eleq

L€ 8'0¢ €25'c26°L$ €00'688'8$ 925'218'91$ (2157 SOIVN) S8101S dISN\ pue ‘[edlpolad oog
Vi g8l 185'9v2'9-$  0v8'061L'02$  €8CVIE'ELS (1167 SOIVN) $810}S Juswinisu| [eAISN|N/AGAOH/SPOOD Buipiods
¥9L 82 996'9/9°'1$ €¥8'6,0'62$  608'952'0€$ (157 SOIVN) $81015 1SN pue oog AqqoH ‘spooy) Buniodg
Ge 1'6 G62°009°+$ 686°100°8$ ¥82°209°6$ (e8¥7¥ SOIVN) S2101S SPo0Y) Jayes pue ‘abebbnT Kijemar
9z gel (AR G61°185'G$ ¥6€'82€'L$ (287 SOIVN) s810iS 90US
sel 80 918'2€.$ 86/'/25'8Y$  ¥19'S92'6V$ (1L8¥¥ SOIVN) sa101s Buiyio|
961 ze 01£'680'v$ 286°011'298  262'961'99% (87 SOIVN) S210lS S80S0y Bulyiol) pue Buiyio|
09 6'LL- £81°095°201-$ 688'vS0'8€€$  90Lv6Y'SESS (LLYY/L¥Y SOIVN) Suoiels suljosesn
2zl €0e- ¥8L'€06'GL-$  ¥6L'OLL'LZYS  Olb'Zle'les (L9¥r SOIVN/9FY SOIVN) S8101S 81eD [euosiad B YesH
g€ ¥°0- 008'€Z}-$ /88'Ir1'SI$  £80°8LE'SIS (€S¥¥ SOIVN) 81015 Jonbr pue ‘suip ‘Jeeg
6v 0s 0SL'ev.$ 082'S10°.$ 0Ev‘8S.°L$ (25t¥ SOIVN) sa1015 poo4 Ajeroads
6L1 201 8c2'68€'19%  L1b'e8e'GGe$  6¥9'2LL'91ES (15¥P SOIVN) selois Aieooin
€02 00!t 88580029  8.G0v8°L/2$ 991'6¥8'6EES (S¥¥ SOIVN) sai0)s abeionag g pood
gl T4 €9/°206'28  ¥S6'96E'CS  L12'669'GH (ev¥v SOIVN) seloig sejddns pue juswdinb3 uspien pue umeT
oLt 0'p- €/6'0S6'7-$  GL.'€€8'¥9%  208'288'65$ (Lv¥ SOIVN) siofeaq seiddng pue [eusyely Bupjing
€et 0e 0l2'8v9'c-$  62L'082'89%  61528G5'G9$ (r¥¥ SOIVN) sei01g Alddng g “dinb3 uspien ‘sjensien Bpig
01 S0 808'9Lv$ 290°'2LL'S¥$  0/8'8¥e'or$ (Lev¥ SOIVN/EYY SOIVN) S81013 doue||ddy g SOIU0I09|g
69 90 62€'7€2$ 925'056'02$  SS8'v8L LSS (e2v¥ SOIVN) se10)s sbuiysiuing swoH
ov 26 996'252'8-¢  G8LLI6'8YS  628'859'0v$ (Lev¥ SOIVN) s210ig @inyuing
601 1'9- £29'810'8-$ L1E298'69%  ¥B9'EV8‘19$ (2¥¥ SOIVN) se10}s sbulysiuing WoH g a.nyuing
0L G/LL- 960'€2.'01-$  992'2le'SE$  0/1'681°'Ge$ (€17 SOIVN) S@I0IS 81| pUE ‘S9LI0SSO00Y ‘Shied 0Ny
LS G'Gp- 852'816'9V-$  8YE'2L0'GL$  060vS1'82$ (21¥¥ SOIVN) sisjeaq dIoIyaA 010N JOUIO
96 ¥'92- 2e2'9ee've-$ 82L'202'265% 96V'LL6'VYES (L7 SOIVN) sieeaQ ajiqowomy
/12 L'/2- 985'99870€-$ 2YEL8L'E0L$ 95.°02€'86ES (1P SOIVN) sJo[eaq sied 8 9191UaA 00N
sassauisng 10}oe4 deo jleley (sojes |1e19Y) (jenualod |1e1ay) dnoun Ansnpuj
josaqunN  snjding/abeyea Addng puewaq
oLL €L £11'G8€'9p-$ 19G'8L'6EES y¥i'€e0'€62$ (22L SOIVN) Muua 8 pood [ejoL
269°L 6'LL- 906°0S.°L2v-$  G8G°L9E'GLOC$  69'919°/8G°L$ (S¥-v¥ SOIVN) epeiL
2or'e T €20'9eL'v/v-$  9vL'98L'vSE'CS  €21°069'088t$ (22L ‘Sy-v¥ SOIVN) dulia ' poOH pue apeil |f
sassauisng  Jojoey deo jiejey (sajes |1ejey) (lenuaod |1e1ay)
J0 JIaquinN snjding/abeyea Addng puewaq Arewwng Ansnpu
Sve'ees awoou| exde) Jod 6002
€10'8e$ awoou| s|gesodsiq UelpsN 6002
6,198 Sp|oYyasnoH 6002
¥98'Gle uoye|ndod 6002
sojydesbowag Arewwing
sojnulw 0] :snipey awi] aauqg :adAj aus AN ‘s)yseds
G6E8YL'6LL- :@pnHbuoT] Aepm Joread LEY
Ly LLYS 6E :epnie] L AN ‘sxieds
| 1053 |

14s3 Aq pasedaid
9]1J0.d 3de|diaxlel\ |leloy

60 Sparks, Nevada - July 2009



Supplemental Information %

€ 4o g abed 6002/E /L ¥222-262-008 |[80 10 DEQ/WO0 TIST MMM Je 18pIQ "aulluQ 1sAfeuy ssauisng woyy sdew pue spodas puewap-uo 14S3 60020
@VSNOoju! pue |4S3 :991n0g
<—abeyea]—snjding—>
saoe|d Bupulq @ S80IAI8S P04
Sla|lelay aI01SUON
SJ9|Ie}ey 910}S SNO8UE||9SI
S910]S 9SIPUBYDIBN [BIBUSD)
pd
| $210}S 2ISN|\ pue Yoog “AqqoH ‘spooy) Buniodg u|v
%
| S810}S $9110sS820Y Buiyio|n pue Buiyio|n —
3
c
suolje)s auljosen [
<
$210}S aJe) [BUOSIad B YleaH Anb
o
w
S8101S wmm._®>¢m 8 PO04H %
)
1 sa10)g A|ddng g "dinb3 uspien ‘sreusre|y Bpig
$910]g 9oue||ddy B SoIu0A09|g
$8101g sBulysiuing swoH B ainjuing
slaea( siied % 9|01yap 1010\
00k 0's 0 i 00k 0'Gh- 0°0¢- 0°'Ge-
1030asqng Ansnpuj Aq 1030e4 snjding/abeyean
€6 9yl 716'609°'€$ 8EL°€95°0L$  2S9'CLIVIS (¥22L SOIVN) sebeionag 1j0y0d|y - seoeld Bunjulig
8l 1°€8 8¥6'190°'Le$  8SL'¥20‘E$ 90.'980'v€$ (€222 SOIVN) S80IAI8S poo4 [e0ads
8le 0e 650°G¥9'c-$ 1/€'6€5°29% 81E'v68'79$ (222. SOIVN) seoeld Buie3 801n18G-papwI
18€ 6°LL- 026°LL¥'8.-$  889°062852$  89.'8/8°6LL$ (122 SOIVN) siueine)say 801AI8S-(INd
0LL €/ L11'G8E'9P-$  19G'8LY'6EES  viI'EE0'E62S (222 SOIVN) seoe|d Bupjul( ® SedInIes poo
ch ot 8€€'92e 1-$ €88°1G0°L1$ S¥S'GeL'SIS (e¥S¥ SOIVN) swuswysiiqels3 Bules 1aiq
o1 6°G9- 912'60€'22-$  628'G8E'YES €11'920°2$ (e¥Sy SOIVN) siojeladQ auiyoe|y Buipusp
8 §'ce 6S1'2/8'0c$  €56'€96'SES 2ly'9e8'95$ (L¥S¥ SOIVN) SesnoH JepiO-|ie pue Buiddoys oluosos|3
€€ 9 G65°€9.L°L-$ G99°LOV'L8% 0£0'8€9'6.$ (¥S¥ SOIVN) sis|ieoy 210}sUON
ovh S'8l- 691°2L2°6-$ €2.'699'62$ ¥6G'26€'02$ (65 SOIVN) Siv|lejoy 101G SN0dUE||9ISI JOUIO
4] 1'9¢- G/0'09%L-$ evy'16L'e$ 89€'L62 LS (€€SY SOIVN) S810}S SSIpUBYIBIN POsn
16 z8l- 609'GOV'-$  PEL'ESS VIS G2S°LS0°04$ (2e5¥ SOIVN) sei01s Y19 pue ‘Aisuonels ‘seyddng eao
€2 gze- 186'0v6°2-$ 66.'666'G$ 818850'c$ (LeSy SOIVN) sistiol4
90€ 102 ¥€8'8E1L'8L-$  660'v16°2S$ G92'508'vE$ (€S¥ SOIVN) Sia|ieiay 81013 SNOBUE||9ISIN
1€ €61- 122'8€9'2e-$  982'196'00L$  650°'€CE'89% (6251 SOIVN) S910}S 8SIPUBYDIBI [BI8USY) JBUIO
e €1 2€5'09v'e-$ G09'G08'cEL$  €L0°SvE'6CLS (12g¥ SOIVN)'side@ peses Buipnjox3 s810)g Juswipedsq
SS 8- 65.'860'9-$  168'092'c€2$  2EL'899'/61$ (297 SOIVN) S2I0)S 8sIpueydIB [elausn
sassauisng  J0joe4 dep [iejey (sajes |1le1dy)  (jenuajod |1e1oy) dnoin Ansnpuj
Jo JaquinN snjding/ebeyea Addng puewaq
sajnujw Q| :shipey awi) anuqg :odAj aus AN ‘s)yieds
G6E8YL'6LL- :9pnHbuoT] Aep so381d LEY
WWLLYS 6€ epnyen L AN ‘s)ieds

14s3 Aq pasedaid

a|1j01d d9e|d19Ne|\ |1e1ey

61

Sparks, Nevada - July 2009



@ Supplemental Information

€ Jo ¢ abed 6002/EL/L $222-262-008 |[ed 10 OBC/WOI TIST' MMM Je 19pIQ "aulluQ isAfeuy ssauisng woiy sdew pue spodes puewsp-ug 14S3 60020

®VSNojul pue |4s3 :8dinog

<—abeyea]—snjding—>

(sebeianag 0110yo9)y) sade|d Bunuuq
S90INISS P04 [e10ads

sa0e|d Buneq ao1nI8S-paywI]

Sjueinejsay 90IAI9S-|IN4

syswysiqels3 bules aiia

sioyesadQ auiyoe|y Buipusp

S9SNoH JapiO-lie|\ pue Buiddoys o1uo09|3
SI9|Ie}oY 910}S SNOSUE||9ISIN JBUI0

S210)S 9SIPUBYDIBIN PasN

$910)S YID pue ‘Aisuonels ‘salddng 200
sjslol4

S2I0}S SSIPUBYIB|A [BJSUSY) J8YIO

('side@ paseaT Buipnjox3) sa10}s Juswiedsq
$810]S 2ISN|\| pue ‘[eoIpoliad ‘Yoog

$910)g JuBwWNIsU| [eaIsn|p/AqqoH/spooy) Bunlodg
S910]g SPO0Y) Jayjea] pue ‘abebbn Aijemap
S210)S 90US

se10)5 Buiyio|y

SUONBIS BUII0SED)

dnosy Aisnpuj SOIVN

S8I0)S B1e)) [eU0SIad ¥ YleoH
$210)S Jonbi pue ‘auIp, Jeeg

$910]S poo4 Ajeroadg

sa101g A19o015)

s010]g salddng pue juswdinbg uspien pue umeT
siaea( sealiddng pue [eusyepy Buipjing

$910]g @ouelddy B SOIU0I}O8(T

$210)S sBulysiuing swoH

S2I0)S aINjuINg

$810]S 81| pue ‘S8lI0SS80dY ‘Slied ony

s19[8aQ 9|0IYdA JOJO| JBUYI0

sia[eaq 9|Iqowoiny

006 008 00 009 005 00F 00€ 002 00L 00 00l 002 00g 00y 005 009

dnoun Ansnpuj Aq 1010e4 sniding/ebeyea]

sejnuiw 0]  :Shipey
G6€8Y2°6LL- :@pnubuoq
LIPS 6€ :apnule

14s3 Aq pasedaid
9]1J0.d 3de|diaxie|\ |leloy

awi] aauqg :adAj aus AN ‘s)ieds
Aem 1o181d LEY
L”AN ‘syueds

62 Sparks, Nevada - July 2009



€40 | abed

600c/EL/L

222-262-008 |[e0 10 OBC/WOI ST MMM Je J9pIQ "dulluQ ISA[euy ssauisng wouy sdew pue spodal puewap-uQ 14S3 60020

®VSNOojU! pue |4S3 :924n0g

*10}09sqNs sjuswys!igelsy Bunjuliq %@ S89IAI8S Poo- ay} ulyim sdnoib Aisnpul Jnoj Se |[am Se “10)09s apel] |lelay au3 ul sdnoib Ansnpul £g ojul palisSe|d ale sjuswysiiaelss |ieley
‘AIAnoe olwouods jo adAy Arewnd siayy Aq sessauisng Ajisselo 0} (SOIVN) WalsAS uonealisse|) Allsnpuj UedLswY YLION 8y} $asn |4ST "Ssjes |Ielay pue [e)usiod |leley usamiaq
20UsIBYIp Y} slussaidal den |leloy sy ‘eale apel} Sy} SPISINO WOJ) Ul UMBIP SIE SISWO0ISNI 19UM JoyJew e ‘safes |iejal Jo snidins e sjuasaidal anjea aaijebau v "eale spel)
ay} apisino Ajuniioddo [rejas jo ,obexes|, sjuasaidal anjea aamsod v “(snjdins [e101) 00 L- 01 (abexes) [ej01) 00 L+ wouy sabuel yeyy puewsp pue Ajddns usamiaq diysuole|as ay} Jo
ainsesw e si siy] ‘Anuniioddo |iejal o Joysdeus e sjussaid 10joe4 snjding/ebexesT sy ‘siejjop Jusund Ul Sk Sejewilss puewsp pue A|ddng ‘sjuswysigeiss |iejed Je siawnsuod Aq
Juads junowe pajoadxs sy} sajewnss (jenusiod |e}al) puewad ‘PAPNIOXS e S8ssauISNg 0} S9JeS "SjusWYs!gelSa AQ S1aWNsuU09 0} sajes sajewnss (ss|es |iejal) Alddng :a10N eleq

ov 9'9¢ 996'/82'€l$  Lve'20S'LL$  €02'06L'v2$ (2157 SOIVN) S8101S dISN\ pue ‘[edlpolad Hoog
24! 8- zze'zes'e-s  6.9'9vL've$  LSE've6'02$ (L1S¥ SOIVN) sei0is Juswnusu| [eaisniN/AqqoH/spooy Buiiods
¥81 GLL $€9'G91'6$ 926'8v2'9e$ 095V HL'GY$ (15 SOIVN) $8101S 1SN pue Hoog AqqoH ‘spooy) Buniods
L8 7’92 S0.'v80'9%  ¥E6'66V'8S  6E89'V8SVIS (e8v¥ SOIVN) S210}S SP00Y) Jayyea] pue ‘ebefitnT ‘Aijemer
e zee 685'€90'v$ 1/8'%2L'9% 991'882'01$ (287 SOIVN) s810iS 90US
8yl LLL ole'see’les  €9€°//8'16$  €/9'2l2'el$ (1L8p¥ SOIVN) sa10is Buiyio|
912 06l Y09'€vSLeS  vL1'201L'/9$  8L.'Gv9'86$ (87 SOIVN) S810}S S811085900Y Bulyiol) pue Buiyio|
S9 6'e- 621'902'82-$  852'6,9'G/E$ 628°CLY'LYES (LLYY/L¥Y SOIVN) Suoiels suljosesn
Syl 6'8- ovz'ezl'6-$  ¥e8'0vL'sS$  8/5°/19'9v$ (1L9¥¥ SOIVN/9tY SOIVN) S8101S 81D [BUOSIS B YledH
44 L LYL'OvL'YS L9G'Z18'LL$  80E'8S5 Ce$ (€S¥¥ SOIVN) 81015 JoNnbi pue ‘suip ‘Jeeg
18 G6lL Srl'ezl'e$ 9€1°689°2$ 182807 L1$ (25tv SOIVN) s81015 pood Ajeroads
vl oSl 108°/6S°121$  S/2'LL1'ShE$  280°62L'991$ (15¥P SOIVN) selois Aieooin
2ve 6L 669°120°0E1$ 2L6°€L9'0/E$  119°G69°00S$ (S¥¥ SOIVN) sai0)s abelonag g pood
12 A 8EL'66L°$ 89%°126°9$ 902°12.°8$ (e¥vv SOIVN) sai01g salddng pue juswdinb3y uspien pue ume
ocl 8'9 28/'/¥6'LLS  €05'260'28%  982'0V0'v6$ (Lv¥ SOIVN) siofeaq seiddng pue [ensiely Bupjing
IS A 02S'LvL'€l$  1.6'€90'68%  L6V°L18'COLS (¥ SOIVN) sei0ig Alddng g dinb3 usp.ien ‘sieusie bpig
eel 09 €0.'918'2$ 9€8'669°19$  6€5'915'69% (Lev¥ SOIVN/EYY SOIVN) S21013 doue||ddy g SOIU0I09|g
88 Sp- 016'G80'c-$  Le€'8e6'Ge$  Lev'ess'ees (22vv SOIVN) sei0is sBulysiuing swoH
0S L€ ¥12°09v'tv$ v19'se8'/s$  828'S82'29% (Lev¥ SOIVN) s210ig @inyuing
gel L0 0E'V.LE LS 1G6'€9L'C6$  GS2'8EL'GE$ (2¥¥ SOIVN) se10ls sbulysiuing SWoH B a.nyuing
18 6'¢e- $GG'/20'6-$  228'99L'0v$  892'6EL'LE$ (E17Y SOIVN) S2I0IS 81| pue ‘SBLI0SSP00Y ‘Shied 0Ny
85 162 Svb'vSS'/e-$  £8L'966°18%  2hETHY YIS (21¥¥ SOIVN) sisjeaq dIo1ysA 00N JBUIO
yLL LyL- 91€'Ge8'8/1-$ L02'659'869% 168'€28'619% (L7 SOIVN) sieea( ajiqowomy
€62 ¥'Gl- SLe'LIv'6le-$ 918'Zer te8$  10S'S00'209% (1P SOIVN) sJo[eaq sied 8 9191UaA 010N
sassauisng 10}oe4 deo jleley (sojes |1e19Y) (jenualod |1e1ay) dnoun Ansnpuj
josaqunN  snjding/abeyea Addng puewaq
€8 €9 8016816 €€£5'815'€8€$ LP9'CLY'SEYS (22£ SOIVN) Muua ® pood [ejoL
G861 20z 196'860°202°L-$  9/2'G86'V.G'€$  G1€'988°2LE'C$ (St-v¥ SOIVN) opeiL |1eiey [ejoL
618 0Lk~ €G8'702'051'L-$  608'€05'856'€S  956'862'808'CH (22L ‘Sh-v¥ SOIVN) dulia '8 poO- pue apeil |ieiey [eloL
sassauisng  Jojoey dey |rejoy (so[es |1elay) (lenuayod |1e1ay)
JO JIaquinN snjding/abeyea Addng puewaq Arewwng Ansnpu)
291'9z$ swoou| ende) Jad 6002
€eL 1v$ awoou| s|gesodsiq UelpsN 6002
GG6'ELL Sp|oyasnoH 6002
685°282 uoye|ndod 6002
sojydesbowag Arewwng
sojnulw 0  :snipey awi] anuqg :adAj aus AN ‘s)seds
G6E8YL'6LL- :9pnHbuoT] Aepm Joread LEY
Ly LLYS 6E :apnye L AN ‘sxieds
BCEEN

14s3 Aq pasedaid
9]1J0.d 3de|diaxlel\ |lelay

63



@ Supplemental Information

€40 g obed 6002/EL/L ¥222-262-008 /20 10 DEG/WOT HSTMMM Je JopI0 "aulluQ Isfleuy ssauisng woy sdew pue spodal puewsp-uo 1HS3 60020
@VSNOoju! pue |4S3 :991n0g
<—abeyea]—snjding—>
1 s90e|d Buulq @ S80IAI8S PO
SI9|Ie}oy 9I0ISUON
] Slo|le}oy 9101S SNOBUE||99SIN
] S810]S 9SIpuBy2IB|\ |elousy)
P4
$210}S 2ISN|\ pue Yoog “AqqoH ‘spooy) Buniodg u|v
(9]
()]
S910}S $9110sS320Y Buiyio|n pue Buiyio|n —
3
] suoljels auljosen m..
<
] $8101S 8Ie) [eUOSIad ¥ YleaH nnb
4
S8101S wmm._®>®m 8 PO04H %
)
1 sa10)g A|ddng g "dinb3 uspien ‘sreusre|y Bpig
] $910]g 9oue||ddy B SoIu0A09|g
(I $8101g sBulysiuing swoH B ainjuing
slaea( siied % 9|0Iyap 1010\
002 00k 00 00} 0°0¢- 0°0¢- 0°0v- 0°09- 0°09- 0°0Z- 0°08-
1030asqng Ansnpuj Aq 1030e4 snjding/abeyea
901 0°ge ¥08'22.L'8$ 8/8'v60°€L$ 289°'L18°12$ (¥2eL SOIVN) sebeionag 21j0yod]y - seoeld Bunjuuq
ve 9'e8 ¥22'€86'sv$ 652'667'7$ €8Y'28Y'05$ (€22Z SOIVN) $80InI8S poo4 [eloadg
092 L9 G/G'€90°2L$ v.8'290'v8$ 6y LEL'96$ (2222 SOIVN) sede|d Bules eo1nIeg-payI]
444 Le S67'GL8'V1-$ 225'958°182$ £20°186'992$ (122 SOIVN) siueinelsay 801AI8S-|INd
€8 €9 801‘v68°'1S$ €€5'815'c8¢€$ Y92y SEVS (222 SOIVN) seoe|d Bupjul( ® SedInIes poo
9l 1'69- 810'681L'701-$ €68°€1G'L2I$ §e8'vee'ee$ (e¥S¥ SOIVN) siuswysiqels3 Buljies 10a11q
St bYS- 2L0'9veE've-$ LrG'€89°vES 625°L€€°01$ (evS¥ SOIVN) siojesadQ aulyoepy Buipusp
L 0'98- LE0'90E'0V0° L-$  2/8'v68'vet 1S 118885 V8$ (L¥S¥ SOIVN) SesnoH JepiO-|iey pue Buiddoys oluosos|3
44 2'€8- 190°1¥8'891L'L-$  992'260°282'L$ G0C‘LSe'8LLS (¥S¥ SOIVN) sis|ieloy 210}sUON
€91 el 921'629'r-$ 128'v8e'veES 669'65.'62$ (6€SY SOIVN) Sio|ieloy 910}S SN0dUE|[BSI JoUIO
€5 bLL- 029'218-$ 96/2'21/1'2$ 9€1'G96°L$ (E€SY SOIVN) S2I0IS 8SIPUBLDISIN PasSN
801 G- ovy0eY‘ 1-$ 9/6'865°91$ 9€5891°GL$ (2e5v SOIVN) seli0ls Y19 pue ‘Aisuonels ‘salddns 2010
le L°0- 0£229-$ 91L2'08L'V$ V6 LLL'YS (LESY SOIVN) sistiol4
1S€ €9- 956°0€6'9-$ 692'2¥S'85$ €LE'L19'LGS (€S¥ SOIVN) Sia|ieiay 81013 SNOBUE||9ISIN
9€ ge- €e2'61E'L-$ 120650'80+$ ¥6L'6€L'001$ (6257 SOIVN) S@I0iS 8SIPUBLDIBI [BIOUSD) JBUIO
6¢ L2h S1869L'€v$ 986°G68'67+$ 108°G99°'¢61$ (L2s¥ SOIVN)side@ peses Buipnjox3 sei0)g juswipedsq
S9 99 28G'051'9e$ €10'656'252$ G65'S0V'v62$ (257 SOIVN) 81015 BSIpUBYDIBIA [eI8UD
sassauisng 1ojoeq dey [ejey (sales |1e1ay) (lenuajod [1e19y) dnoin Ansnpuj
jotaqunN  snjding/abeyean Addng puewaq
sajnujw g :shipey awi] aauqg :adAj aus AN ‘s)ieds
G6E8YL'6LL- :9pnHbuoT] Aep so381d LEY
LIPS 6€ epnyen L AN ‘s)ieds
BCEN

14s3 Aq pasedaid
9]1J0.d 3de|diaxie|\ |leloy

64  Sparks, Nevada - July 2009



Supplemental Information %

€ Jo € abed

6002/EHL

+¥222-262-008 |[e2 10 OBG/WO0I HSa MMM e JaplQ ‘duljuQ 1sAjeuy ssauisng wouy sdew pue spodal puewap-uQ 14S3 6002®

®VSNojul pue |4s3 :8dinog

<—abeyea]—snjding—>

(sebeianag 21j0yod|y) saoe|d Bupjuug

S90IAI8S P00 [e10ads

saoe|d Buileg 901AI8S-pajiwI]

SjuBINE)SaY 90IAI9S-|INS

sluswysiiqeis3 Buyies 10811

sloyesadQ auiyoepy Buipuap

S9sNoH JapiQ-|ie|\ pue Buiddoys oluonos|g
SI9|Ie19Y 910}S SNOBUE|ISDSIA JBUI0

$910)S 9SIPUBYDIS PaSN

$910]S YID pue ‘Aisuonels ‘saiddng 800
Sjstioj4

$810)S 9SIPUBYDIB [e/aUsD) 18O

(side@ paseaT Buipn|ox3) sa10}S juswiiedsq
S8101S 1SN\ pue ‘[edIpoliad ‘Yoog

$910)S Juswiniisu| [eaisn\/AqgqoH/spooy) Buniodsg
$910)S SPOOY) Jayjea pue ‘ebebbnT ‘Aljemar
$8101S 20US

sa10}5 Buiyio|y

SUOIE}S BUIOSED)

dnoin Aisnpu| SOIVN

S9I0}g 8Je) [BU0SIad B YledaH

$840)g Jonbi pue ‘auip Yeeg

$910)S poo4 Ayeloads

s910)S A19001n

s9010)S soiddng pue juswdinb3 usapier) pue ume]
slajea( salddng pue [eusje| Buipjing
$910)g 9oue||ddy %@ SolU0L08|]

$040)g sBulysiuing swoH

$910)S aJnjuINg

S8I0]S 8lI| puUe ‘S81I0SS800Y ‘Slied oIy
sia[ea 9JoIYaA J0J0 JoUI0

sia[ea ajiqowoiny

000t

008

00 0°0c- 0°0%- 0°09- 008-

dnoun Ansnpuj Aq 1010e4 sniding/ebeyea]

sajnuIw 0Z
G6E8VL°611-
LIPS 6€

:snipey
:apnyibuon]
epnyen

14s3 Aq pasedaid

a|1j01d d9e|d19Ne|\ |1e1ey

awi] aauqg :adAj aus AN ‘s)ieds
Aem 1o181d LEY
L”AN ‘syueds

65

Sparks, Nevada - July 2009



€40 | abed

600c/EL/L

222-262-008 |[e0 10 OBC/WOI ST MMM Je J9pIQ "dulluQ ISA[euy ssauisng wouy sdew pue spodal puewap-uQ 1HS3 60020

®VSNOojU! pue |4S3 :924n0g

*10}09sSgNs sjuaWYsigesy Bupjuig @ S80IAI8S PO By} Uiyim sdnolB Aisnpul inoy Se ||am Se 10}08s apel] [iejey aui ul sdnoib Alisnpul £g Ojul palISSED 8. SJUBWYSIARISS |Ieley
"ANAOE 01WOU093 Jo adA} Arewiid siayy Aq sessauisng Ajissefo 0} (SOIVN) WaisAS uoneolisse|) Ainsnpu| UBdLIBWY YLON Y} Sasn |HST 'S9[eS |[e1dY pue [elusjod |leley usamiaq
aouaJlayIp ay) syuasaldas deo |reley oYL ‘eale apel} dU} SPISINO WOI) Ul UMEIP dJe SISWO0ISNO 21ayMm Joyjew e ‘safes |iejal Jo snjdins e sjuasaidal anjea aanebau v "ease apel}

8y} apisino Ajunyoddo [iejas jo ,abexes), sjuasaidal anjea o,

sod v *(snjdins [e101) 00 L- 01 (e6exes) [e101) Q0L+ wouy sabuel yeyy puewsp pue Ajddns usamiaq diysuole|as ay} Jo

ainseauw e si siy| ‘Ayuniioddo |iejas Jo Joysdeus e sjuesaid J0joe snjding/ebexeaT sy "SIe|op JUaLINd Ul a1e Sajewnse puewsp pue Alddng ‘sjuswysiqelss |1ejas Je siawnsuod Aq
iads Junowe pajoadxe sy} sajewsa (Jenusiod |1ela1) puewsa ‘PaPN|OXa SJe S8SSauUISNg O} SIIES "SJUBWYSIqeISa AQ SI18WNSU0D 0} sajes sajewss (safes |iejal) Addng :ajoN eleq

oy 9ov 281°169'G1$  Lv2'20S'LI$  62h'celL2$ (2157 SOIVN) S8101S dISN\ pue ‘[edlpolad oog
IS las 0€8'0€l'c-$ 988'002'Ge$  950°0,0°€e$ (L1S¥ SOIVN) sei0is Juswnisu| [eaisniN/AqqoH/spooy Buiiods
161 961 29E095°c1$  €eL'‘e0L'9e$  98¥'€92'0S$ (157 SOIVN) $81015 1SN pue oog AqqoH ‘spooy) Buniodg
ov 0ve 661'€v2'9% 9/9'G/8'6$ SLL'6LLOLS (e8¥7 SOIVN) S2101S SPo0Y) Jayea pue ‘abebbnT Aijemar
8¢ G/L Sv/'9es'e$ LE1'80E'8$ 281'Ges LIS (287 SOIVN) s810iS 90US
061 8- 9z1'695°€L-$  ¥YS'E6L'V6S  8L¥'29'08% (1L8¥¥ SOIVN) sa101s Buiyio|
892 L}- 288'86L'C-$  LG9LLETLL$  GL.'8LG'80L$ (87 SOIVN) S210lS S80S0y Bulyiol) pue Buiyio|
89 20 L6v'672 1$ 28.'c28'08€$ €L2'€L0'28E$ (LLYY/L¥Y SOIVN) Suoiels suljosesn
/G1 2z 1/6'606'2L-$  €25°L/2'P9$ 2SS 19E°1G% (1L9¥¥ SOIVN/9tY SOIVN) S8101S 81D [BUOSIS B YledH
14 vl 085'8/1'9% 6G6'655'81$  605'8EL'Ve$ (ESt¥ SOIVN) S2101S Jonbr pue ‘Buip Ueeg
09 122 10L°€€9'Y$ 9G1°G68°L$ £98'825°21$ (25t¥ SOIVN) sa1015 poo4 Ajeroads
9G1 89l 6lLE L2V /YIS  6V2'€62'G9E$ 89G'02LCLSS (1S¥¥ SOIVN) Sei0ig A190015)
652 891 9/5'6€2'851$  ¥9E'8VL16ES 0V6°L86'6VSS (S¥¥ SOIVN) sai0)s abeionag g pood
22 09t 0€2'€0L'2$ 180°120°L$ 182'v.1°6$ (evv SOIVN) sai01g salddng pue juswdinb3g uspien pue ume
yel 0L 786°L69°CL$  0GL'€08'06$  YEL'GEYYOLS (Lv¥ SOIVN) siofeaq seiddng pue [eusyely Bupjing
951 L, 712'G6E'9LS  L02'V.8L6$  L2v'692VIL$ (¥ SOIVN) sei0ig Alddng g dinb3 usp.en ‘sieusie bpig
sel 0k 0/£'90¥'71$  G9S'vEL'29$  SE6'0VS'9L$ (Lev¥ SOIVN/EYY SOIVN) S81013 doue||ddy g SOIU0I09|g
16 ¥°0- L19v82-$ 812'6,9'9e$  L0L'S6E'9ES (22v¥ SOIVN) sei0is sBulysiuing swoH
4] v'L €09'vSY'6% 2S2LIe'6S$  §98'S9/'89% (Lev¥ SOIVN) s210ig @inyuing
eyl 9v 266'691 6% 0/6'066'G6$  296°091'G01L$ (2¥¥ SOIVN) se10}s sbulysiuing WoH g a.nyuing
€8 90 809'867'$ 0€6'vE0° P 8ES'EES LY$ (€LY SOIVN) S@I0IS 811 pue ‘SBLI0SSP00Y ‘Shied 0Ny
19 g'ge- gge'ore'ee-$  €0.'969'28%  8rE'9SY'6YS (21¥¥ SOIVN) sisjeaq dIo1ysA 010N JBUIO
8Ll 60L- €62'88€'0V1-$ €0L'€V0'ELL$ 0LP'S59°2LSS (L7 SOIVN) sieeaQ ajiqowomy
292 GLL- 086'621'CLL-$ 9EE'GLL'9E8%  9SE‘GHI'E€99$ (1P SOIVN) sJo[eaq sied 8 9191UaA 00N
sassauisng 10}oe4 deo jleley (sojes |1e19Y) (jenualod |1e1ay) dnoun Ansnpuj
josaqunN  snjding/abeyea Addng puewaq
998 ¥'6 592°€02'28% 682'G8/'96€$ ¥50°686'8LY$ (22£ SOIVN) Muua 8 pood [ejoL
012 S /86°2€8'G80°L-$  11G'69.'869'€$  ¥2S'1€6'2L9'C (St-v¥ SOIVN) peiL
€L6°C 0L- 22L7€9'€00'1-$  00€'GSS‘G60'V$  825°026°160°C$H (22L ‘Sy-v¥ SOIVN) dulia ' poOH pue apei |f
sassauisng 10304 dey |rejoy (soes I1elay) (lenuajod |1e1vy)
J0 JIaquinN snjding/abeyea Addng puewaq Arewwng Ansnpu
£19'92%$ awoou| exde) Jod 6002
151°2v$ awoou| a|qesodsiq uelpaN 6002
L09'ze!L SPIOYSSNOH 6002
2%9°LIE uone|ndod 6002
sojydesbowag Arewwing
sojnulw 0g  :snipey awi] aauqg :adAj aus AN ‘s)yseds
G6E8YL'6LL- :@pnHbuoT] Aepm Joread LEY
LIPS 6€ ‘apnjjen L”AN ‘s)yieds
BCEEN

14s3 Aq pasedaid
9]1J0.d 3de|diaxlel\ |leloy

66 Sparks, Nevada - July 2009



Supplemental Information %

€ 4o g abed 6002/E /L ¥222-262-008 |[80 10 DEQ/WO0 TIST MMM Je 18pIQ "aulluQ 1sAfeuy ssauisng woyy sdew pue spodas puewap-uo 14S3 60020
@VYSNoju! pue |[4S3 :824n0g
<—abeyea]—snjding—>
[ saoe|d Bupulq @ S80IAI8S P04
SIa|le}oy 9I0ISUON
] SJ9|Ie}ey 910}S SNO8UE||9SI
—/— S810}S 9SIPUBLOIBIN [BIOUSD)
P4
$210}S 2ISN|\ pue Yoog “AqqoH ‘spooy) Buniodg u|v
(9]
()]
| S810}S $9110sS820Y Buiyio|n pue Buiyio|n —
]
c
suolje)s auljosen M..
<
] S9I0}G 8JeD [BUOSIAd B UHESH Anb
o
@
[ S8101S wmm._®>®m 8 PO04H %
)
| sa10)g A|ddng g "dinb3 uspien ‘sreusre|y Bpig
$910]g 9oue||ddy B SoIu0A09|g
1 $8101g sBulysiuing swoH B ainjuing
|_I_ SsJia|ea( slied % 9|0IYaA 1010\
002 00!t 00 00k 00z 00 00y 005 009~ 00 008
1030asqng Ansnpuj Aq 1030e4 snjding/abeyean
FEE 982 gvi'ovL'oLs L2E'V8E'ELS  69V'0EL Ve (v22L SOIVN) sebeianag dljoyodly - se0eld Bumuua
o4 S8 128',06'05$ [RelegReieh 8/€'655'G5$ (€22Z SOIVN) $80InI8S poo4 [eloadg
0/2 z6 089°'G/8°L1$ €6v°1€8°L8% €L1°20L'G0}$ (222 SOIVN) sede|d Buies eo1nIeg-paywI]
09t S0 919'€29'c$ 817'816'062$ €0°265°€62$ (122 SOIVN) siueinelsay 801AI8S-|INd
998 ¥'6 G92'€02'28% 68.'G8.'96€$ $50'686'8L7$ (222 SOIVN) seoe|d Bupjul( ® SedInIes poo
yAS 1°99- G9S‘18L'E0t-$ 26.'Ge6'821$ le2'vv.'Ge$ (E¥SY SOIVN) siuawysiqeis3 Bulies 10811
St £°0G- §50'05€'ce-$ LrG'€89°vES 98y'eee’ LIS (evS¥ SOIVN) siojesadQ aulyoepy Buipusp
L L8 £02'€92'1€0°L-$  2L8'V68'VCL' LS  S9L'LEL'e6$ (L¥S¥ SOIVN) SesnoH JepiO-|iey pue Buiddoys oluosos|3
514 9'I8- 12€'562'8S1'L-$  G02'v0S'882'L$  8.8°802°0EL$ (¥S¥ SOIVN) sis|ieoy 210}sUON
feie]h 8¢ €66°688°L-$ 0LL'L¥S'YES$ 112'159'¢ce$ (6€SY SOIVN) Si9|ieloy 910}S SN0dUE|BISI JoUIO
I 87¢Cl- 0£1'9€9-$ 0€9'c18'2$ 09%7'9L1‘e$ (E€SY SOIVN) S2I0IS 8SIPUBLDIBIN PasN
gLl L0- 951'vee-$ 696'8/6'9L$  EI8'VSL'OLS (eesv SOIVN) sei0lg Yio pue ‘K1suoels ‘saliddng 200
le 8 650°181$ 912'08L'%$ G//°192'S$ (LESY SOIVN) sistiol4
8G€ 0¢c- 092'692'2-$ G80°'0C}'65$ G28'058'95$ (€S¥ SOIVN) Sia|ieiay 81013 SNOBUE||9ISIN
A S0 181 1G0°L$ 250°GE9'60+$ €€5'989°0L1$ (6257 SOIVN) S@I0iS 8SIPUBLDIBI [BIOUSD) JBUIO
og Vel 156'261'0S$ 2€9018'291$ 685‘€0e‘cle$ (L2s¥ SOIVN)side@ peses Buipnjox3 sel0lg Juswpedsq
19 98 8eY' vy 1SS ¥89'Sv¥'eLe$ gel'oe6'cees (257 SOIVN) 81015 BSIpuBYDIB| [eI8UD
sassauisng 10joeq dey [ejey (sales |1e1ay) (lenuajod [1e19y) dnoin Ansnpuj
jotaqunN  snjding/abeyean Addng puewaq
sajnujw Qg :shipey awi) anuqg :odAj aus AN ‘s)ieds
G6E8YL'6LL- :9pnHbuoT] Aep so381d LEY
LIPS 6€ epnyen L AN ‘s)ieds

14s3 Aq pasedaid

a|1j01d d9e|d19Ne|\ |1e1ey

67

Sparks, Nevada - July 2009



@ Supplemental Information

€ Jo ¢ abed 600c/EH/L

$222-262-008 |[ed 10 OBC/WOI TIST' MMM Je 19pIQ "aulluQ isAfeuy ssauisng woiy sdew pue spodes puewsp-ug 14S3 60020

®VSNojul pue |4s3 :8dinog

<—abeyea]—snjding—>

(sebeianag 21j0yoo|y) saoe|d Bupjuug

S90IAI8S P00 [e10ads

saoe|d Buileg 901AI8S-pajiwI]

SjuBINE)SaY 90IAI9S-|INS

sluswysiiqeis3 Buyies 1081

sloyesadQ auiyoepy Buipuap

S9sNoH JapiQ-|ie|\ pue Buiddoys oluonos|g
SI9|ie19Y 910}S SNOBUE||SDSIA JBUI0

$910)S 9SIPUBYDIS PaSN

$910]S YID pue ‘Assuonels ‘saiddng 800
Sjstioj4

$810)S 9SIPUBYDIB [e/aUsD) 18O

(side@ paseaT Buipnjox3) sa10}S juswiiedsq
S8101S 1SN\ pue ‘[edIpoliad ‘Yoog

$910)S Juswiniisu| [eaisn\/AqgqoH/spooy) Buniodsg
$910)G SPOOY) Jayjea pue ‘ebebbn ‘Aljemar
$8101S 20US

sa10}5 Buiyio|

SUOIE}S BUIOSED)

dnoin Aisnpu| SOIVN

S8I0}g 8Je) [BU0SIad B YledaH
$840)g Jonbi pue ‘auip Yeeg

$910)S poo4 Ayeloads

s910)S A19001n

s9010)S soiddng pue juswdinb3 usapier) pue ume]
slajea( salddng pue [eusjel Buipjing

$910)g 9oue||ddy %@ SolU0L08|]

$040)g sBulysiuing swoH

$910)S aJnjuINg

S8I0]S 8lI| puUe ‘S81I0SS800Y ‘Slied oIy

sia[ea 9|oIYaA J0J0 JoUI0

sia[ea a|iqowoiny

000t 008

00 0°0c- 0°0v- 0°09- 0°08-

dnoun Ansnpuj Aq 1010e4 sniding/ebeyea]

sejnuiw 0  :Shipey
G6€8Y2°6LL- :@pnubuoq
LIPS 6€ :apnule

14s3 Aq pasedaid

awi] aauqg :adAj aus AN ‘s)ieds
Aem 1o181d LEY
L”AN ‘syueds

a|1j01d 99e|d19Ne|\ |1e1ey

68 Sparks, Nevada - July 2009



9 Jo | abed 6002/€L/L $222-262-008 |1ED 10 OBG /WO LIS MMM }e J1aplQ "duljuQ IsAjeuy ssauisng wouy sdew pue sjiodas puewap-uQ 14S3 60020

|4ST :99in0S

Jawbag Ansade] Ag spjoyasnoH jo Juadiad

sjueus) AyD Jauu 'gg

we4 Bunoj Buuidsy ‘g2

saljlwe4 Bulwo) pue dn gL

SIBWOOMBN pUe p|O ‘9€

'sn Il seyueqINx3 ‘L0
aus Il a|qeLoWOo) pue Azo) ‘gL
SS9jISsay pue BUnoA "6€
VSN ‘19943 e ve
allis ul et
SPBO0ISS0ID "L
ock 01t 00 06 08 0L 09 0'S 0 0'¢ 02 0t 00
*S'N "SA AUS
sjuawboag Ansade) uaj doy
114 %6’y %¢C'88 lejor
%C L1 %16 leyoiqng
44 %6’ ¥ %8'€ %¢ 88 %9’k pmoId puepIN ‘92 02
€ce % '8€ %80 %9'98 %8 L sumoy 8691100 "G5 61
pA] %€ LE %c'E %88 %8’} S8I0y usaI9 "L 81
96 % vE %02 %0°€8 %6 $8I4000 pue I\ "6+ L
6EL %1'2€ %t b %118 %0'¢ Buinry sdwis "2 9l
%28 %9V 1 leyoiqng
S8 %L0E %L'C %61 %E€C salinbg pajeonsiydos '90 St
Let %0'82 %8’ %8'9L %¥'e siaisaN Aidwz snosedsoid vi L
oLk %2 92 %L1 %v'L %1€ suonejoadx3 yesio ‘g €l
Les %S 2 %90 %E L %¥'€ 198 AlINoag [e100S "59 (13
VAZ4 %6°€C %t b %6°L9 %¥'€ SIN8SSIoUU0) "€0 L
%80} %L'02 lejoiqns
€2 %S'2e %S’ %S9 %9°€ SPeO0ISS0I] " 1]}
GGk %0°+2 %52 %6°09 %6°€ alfis ul gl 6
9SGt %S'8t %9'C %0°LS %07 VSN ‘19943 Ulei ‘e 8
LE %6°S L %t b %0'€S %V’ ssolisay pue Bunoa "6¢ L
691 %SV %8¢ %9'8% %8 8|qenojwo) pue Az0D 'gL 9
%L L %8’ leloiqng
962 %L L %SC %8'EY %¥9 sajueqinx3 L0 S
€6€ %26 %6 %V LE %lL’L SI8WOOMBN pue PO "9€ 14
6€2 %€ L %V'€ %L'62 %28 sel|iwed Buiwo) pue dn gL €
eey %6'E %b'2 %G°1e %20k seljlwey Bunox Buidsy ‘gz z
Sy, %Sk %S’ b %E L %E L sweua) Ayo Jeuu| 2§ 3
Xxapuj Jud949d JUELIEY] JUELIEY | pUVELIEN] wawbag Ansade] yuey
aAne|nwng aAne|nwNg
SP|OYasnoH ‘s'n Sp|oyasnoH
"A1ISa0E-AUNWWOY/SIpd/SIodedalym/ATeIqI/Wod 1SS MMM//-dIY Je punoj 8q ued suonduosap juswbas Ansade|
syuawboeg Ansade) Ayjuam) dog
sanuiw og  :snipey awi) aauqg :adAl aus AN ‘syieds
G6E8YL'6LL- :opnHbuoT] Repm sore1d LEY
IvLivg'ee  ropmine AN ‘sreds
14s3 Aq pasedaid !um..

sployasnoH Aq payuey
9|1}0.d ealy uolnejuawbag Aysade]

[©2}
©



9 jo g abed 6002/SL/L $222-262-008 |1ED 10 OBG /WO LIS MMM }e J1aplQ "duljuQ isAjeuy ssauisng wouy sdew pue sjiodas puewap-uQ 14S3 60020
|4S3 :994n0g
Tm Two
59 59
¥9 %9
€9 €9
29 29
19 19
09 09
65 65
85 85
1S 15
95 95
S5 S5
FvS FvS
es Fes
[ 25 [ 25
kLS kLS
+0os +os
G [ ¥4
81 81
Ly Ly
14 9v
St St
4 b
54 54
44 414
I Ly
ov ov
6€ [ 16€
8¢ .w_ Jmm .w_
s = se =
e < e <
€€ % €€ %
2e 2e
e Q e Q
og 3 e 3
6c B 6z D
8¢ =+ 8c =
2 @ g @
92 92
sz sz
2 2
€2 €2
4 4
12 12
0z 0z
64 61
8l 8l
LL LL
9l 9l
St St
I vl
€l €t
ct 4
L L
o] o]
60 60
80 80
20 20
90 90
S0 S0
¥0 %0
€0 €0
20 20
10 10
r T T T T T T T T 1 T T T T 1 T T T 1.1 T T 71T I
006 008 00. 009 00S OOy 0OE 002 OOk 0 0SZ 002 059 009 0SS 00S 0S¥ 00 0SE 00E 0SZ 002 0SL 00+ 0S5 O
Xapu| Xapu|
uone|ndod Aq sexapuj Ansade] spjoyasnoH Aq saxapuj Ansade]
sanuiw og  :snipey awi) aauqg :adAl aus AN ‘s)ieds
G6E8YL'6LL- :opnHbuoT] Rep sore1d LEY
LIPS 6€ -apnmeT AN ‘syiedg
| _jus3 |

14s3 Aq pasedaid
9]1}0.d ealy uolnejuawbag Aysade]

70  Sparks, Nevada - July 2009



9 jo g abed 6002/€L/L $222-262-008 |1ED 10 OBG /WO LIS MMM }e J1aplQ "duljuQ IsAjeuy ssauisng wouy sdew pue sjiodas puewap-uQ 14S3 60020

|4ST :99in0S

2zl %80 Ges'e

el %L 2ve'y

0 %00 0

121 %22 111'9

2es %G2 S6L'L

8yl %L1 99€'S

0 %00 0

8 %60 2L

0 %00 0

8¢ %0 20€°t

8l %E0 890°}

28 %90 1261

8zl %22 6£2'9

€8 %9'8 61692

9z %G'E ¥86°01

00 %19 19881

0 %00 0

IS %0 20v'L

0 %00 0

861 %001 £62°1E

0 %00 0

0 %0°0 0

0 %0°0 0

0 %00 0

7 %L°0 vee'z

0 %00 0

vl %L°0 vee'z

98l %2'S eLe'9l

s %81 vIL'S

98 %E' L 906'c

951 %9'E GeL'LL

0 %00 0

IG %60 866'2

18 %L°0 £61'2

86 %SEl 6.1'zy

8ve %9 168'61

68 %82 6v9'8

0 %00 0

0 %00 0

ore %'E 08201

18 %9'1 ¥20'S

0 %00 0

201 %Z Yl 082'v
%0°00k 259°'LLE

Xapuj juadiad JaquinN

uonendod 6002

LEL
€cc

€9l

Les
6€1

pAs)

6€
9l
8/
el
c8

LIE
€6€

4]

981

0 O - O O O O
o

—

691
LS
6L
et

6¥
€9
L6

9G¢
a8

Lye

8.

01

xapuj|

%90
%8|
%00
%V'C

%V'€
%0'¢
%00
%L0
%00
%90
%E€0
%L°0
%'
%101

%V'V
PlL
%00
%S0
%00
%9°Cl

%0°0
%0°0
%0°0
%00
%0’k
%0°0
%0k

%8'Y
%8|
%€t
%6°€
%0°0
%8°0
%80
%G EL

%9
%E'C
%00
%00
%€
%t L
%00
%GEL

%000}

juadiad

SPIOYSSNOH 6002

lel
28l
0
€062

62ty
8lv'e
0

[12°]

0

10L
cly
106
¥56°C
€92l

LEP'S
€8€'6
0

049

0
Yor'st

o O o o

jZANN
0
jZANN

GG8'S
Lee'e
Zro'L
lel'y
0
20t
220tk
G691

G98‘L
298‘c
0

0
96}y
£99°}
0
0659}

L09'zet

JaquinN

sewoidig 0} swioQg €9
sumo| 69|00 55
Aywixoid Arey
sjouied B siejoyds 97

193 Alinoag [e10os §9

Buiar] edwis £

SalUNWWO) puejleaH 0S

S19)99S UNS I0IUSS 61

Siep|3 8yl ey

saluNWWOoY juswalley 0g

seauley Hagisny 62

PIOH pue JBAIIS G

si91soN Aldw3 snosadsoid v1
so]A1S J01uas "G

ssa|isay pue BunoA 6€

SJOWOIMBN PUE P|O 9€

slajuay OB /2

slenaspuall €2

sape] pue sdoyde 80
S0V 0|0S ¥

SBWOH awodu| }S8poN 29
sSmoy ueqin ¥S
86p3 Aup one 1S
s1ons Ao Gy
sueyjodone|N 22
swbr Ano oz

sijodonely "€

s|qenojwo) pue AzoD gL
S810y UsaID) L1
s[euoissajoid Buisudisug g1
alfis U g1
siybioH oiyoed |1
a|lIA-lueses|d 01
oIyD ueqin 60

sanuaay ajeasdn g1

sajueqInx3y /0
sainbg pajeonsiydos 90
sgingng pieogess Aylesp S0
sginquioog +0
sinassiouuo) €0
Jopus|ds uequngns go
Buny doy 10

Ka100s ybIH "1

lejoL

sdnouy) apoypyayi] Annsade]

sanuiw og  :snipey
G6E€8Y2°6LL- :9pnubuo]
LWLLYS 6 :apnije

14s3 Aq pasedaid
sdnouy apopay

9|1}0.d ealy uolnejuawbag Aysade]

awi] aauqg :adAj aus

AN ‘s)leds
Aep Joread Ley
AN ‘s)yieds

1
N~



90 ¢ abed

6002/€L/L

¥222-262-008 1|29 10 OBG /WO ISa MMM Je JapiQ “duljuQ }sAjeuy ssauisng wouy sdew pue spodas puewap-ug 14S3 60020

|4S3 :904n0g
JpdAnsade]

=ANUNWWo5/S]pd/SIodedallym/ATeIqI/Wod 1S9O MMM//-0lY 1 punoj aq ued suonduosap juswbes Ansade| abeiane 'S’ 8y} SI 00| JO Xapul uy ‘Juswbas
Aq ‘sejels payun ayy ul uoieindod Jo spjoyasnoy jo Juadlad ay) o} ‘Juawbes Aisade| Ag ‘ease ay) ul uoneindod 4o spjoyasnoy jo juadiad ayj jo uosuedwod
e sI xapu| 8y ‘pooyloqybiau ajeipawwi ay} Jo Ajijenb 01LIOU0D90I00S By} S9QLIOSap pue ‘BaJe ay) ul sjuswbes pooyloquybiau saluspl 1odal siy| 810N eleq

0 %00 0 0 %00 0 payissejoun 99
0 %0°0 0 0 %00 0 [edny pejooy 9t
44 %C'V 0962 yA%4 %9°€ Lov'y Spe0ISsoI] |
0 %00 0 0 %00 0 sia||amQ 1osey einy L€
(14 %8 b 19G°G t44 %91 ev6°L PMOID pUBIpIN 92
9 %6°S 1258l GS %c’S e'9 HIND uedlidwy gl
0 %00 0 0 %0°0 0 sassedAg |einy 9g
0 %00 0 0 %00 0 UMO] dWOH €9
0 %00 0 0 %00 0 Ssa}lj|8res uiayinos gy
0 %00 0 0 %0°0 0 Buinr sureld Le
0 %00 0 0 %0°0 0 yue3 8yl Jo )es Sg
0 %00 0 0 %00 0 swiied @ sal0j0ed "1
9l %0 14474 i %0 yA4" suonepuno4 Ajjwed ¢
/2 %90 [44: 4! 92 %L°0 108
0 %00 0 0 %0°0 0 suonipell Jjeqisny ¢¢
9L %t LyL'EL 951 %0y cre'y VSN ‘19941S ureiy e
29 %L'S €Lo'9l i) %8 068'S Buiar [euonipesr oL
0 %00 0 0 %00 0 suowwo) AuD #9
0 %00 0 0 %00 0 Sol|lwed uie}Semyinos 65
0 %00 0 0 %00 0 sabeyIA ueqin Lg
€6 %0'¢ LYE'9 96 %6’} ¥62'2 S8I400] pue H|IN 61
62 %G'6 05262 6€2 %28 8600+ salliureq Buiwo) pue dn gt
9@l %9 L 160°9€ 6ch %0k c6eCh yeipod Ajiwed 61
0 %00 0 0 %00 0 sisjuay osiy UbiH 19
S %S0 2es’t 99 %S0 16S suoisuawid AiD 09
6171 %8’k 199'S 6EL %C b SISt sjuspisey 1S8/\\eN 89
018 %9+ 0L0‘9E Syl %E L1 2s8el sweus| Ayg Jeuu| gg
0 %00 0 0 %00 0 sesep SeT Ly
0 %00 0 0 %00 0 10d Buney ueqn v
14 %60 8..2 (014 %90 (872 abul4 ueqin snouisnpu| 8¢
0 %00 0 0 %00 0 aoe|djesue|\ [BUONBUIBIU] GE
1St %81 186'GY /91 %9°EL SLL9L S100Y [eqO|9 871
6L1 %82 8v9'8 9/1 %1€ 09.'¢ suopejoadx3 1esl gy
29v %G01 099°2¢ eey %20k K] saljiwe Bunox Buiidsy gz
yAZS %EEL 80€ Ly L4 %EEL L22'91 sadoH ybiH 21
%000+ 2s9'LLe %000 + L0922t |eloL
xapuj jJuaoiad JlaquinN xapuj Juadidd JaquinN
uonendod 6002 SPIO0YasnoH 6002 sdnouy apoyyay] Ansadel
solnulw O :snipey awi] anuqg :adAj aus AN ‘s)yeds
G6€8YL°6LL- :opnybuo Kep 191e4d LEY
LIPS 6€ apnen AN ‘syieds
CEEN

14S3 Aq patedaid
sdnoJay) apoa]

9|1J0ud eauy uonejuawbag Ansade)

72  Sparks, Nevada - July 2009



9 Jo G abed 6002/€L/L $222-262-008 |1ED 10 OBG /WO LIS MMM }e J1aplQ "duljuQ IsAjeuy ssauisng wouy sdew pue sjiodas puewap-uQ 14S3 60020

|HST :994n0S

6L} %82 8798

14 %60 8.,

0 %00 0

9/} %¥'v LyL'EL

0 %00 0

LL %18 €L1'Ge

cch %80 Ges'e

S %S0 2est

oi8 %9’ L 0L0'9e

9ze %S°€ 8601

(00,4 %19 1988l

9l %10 1444

8¢ %0 20g’lL

[4°i4 %S0k 099°2e

6€€ %S'€E YEE V0L

<72 %L'0 2e‘e

€6 %02 LYE'9

98 %€+ 906'€

8¢} %60 8562

PA] %L'0 fole]

0 %00 0

174 %€ 050l

0 %00 0

08 %6 8¢ev'8e

ces %S'C S6.'L

0 %00 0

0 %00 0

514" %8 b 199'G

0 %00 0

0 %00 0

0 %00 0

8L %E Y 9SP'EL

0 %00 0

0 %00 0

0 %00 0

IS %10 2ot

0 %00 0

0 %00 0

0 %00 0

0 %00 0

9 %v0 2ov‘L
%0001} 2S9'LLE

xapu| juadiad JaquinN

uonendod 6002

91
ov

9G1

0L

Lel
96
Sv.
LLE
€6€
14
6€
eey
gece

18
96
6.
(94
€9

Lve

4]

les

6€l

o

86

o o

N O O O o

xapuj|

%4E o9z'e
%90 17}
%0°0 0
%0y zZve'y
%00 0
%L'L £s's
%90 leL
%S0 165
%E 2s8'el
%ty b
%L'L £8€'6
%40 i
%9'0 Loz
%2 0L His'gh
%E€'SE gze'ey
%0} VLV
%6'+ 622
%€} Zv9'l
%80 20’
%80 220’
%00 0
%b'E 961'p
%00 0
%E'6 2se' Lt
%b'E 62y
%00 0
%00 0
A Sig't
%00 0
%00 0
%00 0
%9y vr9's
%00 0
%00 0
%00 0
%S0 09
%00 0
%00 0
%00 0
%00 0
%S0 049
%000k 109'z2H
juadiad JlaquinN

SPIOYSSNOH 6002

suolneoadx3 jealn gy
abull4 uegin snowisnpu| ge
suonipell yaqisny ¢¢
VSN ‘19841S uleiy v2
sginquioog 0

| SH{SINQ ueqin "sn

sewo|dig 0} sw.ioq €9
suoisuswid AnD 09
sjueusa] AuD Jauu| gs
SS9|Isay pue BunoA 6€
SI9WOOMBN pUe PO 9€
suonepuno AjiweS ¢
SaUNWWOY JUBWaINdY 08
sal|iwe4 Buno Buuidsy gz
11 S8 OB "vN

suejl|odosBN 22
$8I400) pue NN 6}
s|euoissajold Buisudisyug 9|
9|lIN-lueses|d O}
o1yQ ueqin 60
sqingng pieoqess Auyespm S0
$INassIouuo) €0
Buny doy 10

1 s8I oM/ EN

19S Ainosg [e100g 69
suowwo) AuD 9
slayuay asiy YbiH 19
Sjuspisey 1Se\eN 85
SMoY ueqin vS
sese) SeT /¥
s1ens AN sy
11 s481ud) uequn edioulid "zn

10d Buniay ueqIn v
wom_n:mv_‘_m_\,_ leuoneuwiaiu| gg
Ssisjuay O8N L2
Slapjaspuall €2
sabeyiA ueqin 12
sbI Ao 02
SwbleH oyoed L1
sajje] pue sdoyde] 80

| s1d1ua) ueqin jediduiid “LN

lejoL

sdnoiy uoneziueqin Ansadep

sanuiw og  :snipey
G6E€8Y2°6LL- :9pnubuo]
LWLLYS 6 :apnije

14s3 Aq pasedaid
sdnouy uoneziueqin

9|1}0.d ealy uolnejuawbag Aysade]

awi] aauqg :adAj aus

AN ‘s)leds
Aep Joread Ley
AN ‘s)yieds

™
N



940 g abed 6002/EL/L

¥222-262-008 1|29 10 OBG /WO ISa MMM Je JapiQ “duljuQ }sAjeuy ssauisng wouy sdew pue spodas puewap-ug 14S3 60020

|4S3 :904n0g

‘abelane 'S’ 8y} SI 00| JO Xapul uy ‘Juswbas

Aq ‘sejels panun ay} ul uoieindod 1o spjoyasnoy jo Jusdlad sy} 0} ‘yuswbes Ansade] Aq ‘ease ay) ul uonendod Jo spjoyasnoy jo juadlad ayy jo uostedwod
B S| Xxapu| 8y ‘pooysoqybiau ajeipawwi 8y} Jo AISUSp JuBWa8S ay) S8quIsap pue ‘ealse ay) ul sjuswbas pooyioqybiau sapnuapl podal siy] 910N eledq

0 %00
0 %00
0 %0°0
0 %00
0 %00
0 %00
0 %00
14 %8’}
0 %00
GS %8 L
ce %9'€
0 %00
/18 %60
29¢ %2
LHE %0°'S
0 %00
0 %0°0
0 %0°0
12 %9°0
8l %E€'0
981 %¢c'S
89 %¢c'9
28 %90
8ch %¢c'e
9GS %9'€
6ve %S'6
8ve %v'9
68 %8¢
18 %9 L
9t %.,"92
0 %00
0 %0°0
2148 %L’ b
€81 % b
0 %00
65 %€
%000+

xapuj juadiad

uonejndod 6002

o O O o o

L9S‘S
0
viL'S
SL2'LL

0
ceL'e
096°ctH
289Gl

0

0

0
2e8’tL
890°t
€LE9L
€02'61

126+
6€L'9
SEL'LL
05.'62
15861
6v9'8
¥20'S
180°€8

0
0
99€'S
eve'y
0
809'6

259'tIe

JaquinN

0 %00 0

0 %00 0

0 %00 0

0 %00 0

0 %0°0 0

0 %00 0

0 %00 0

44 %9’ v6'L

0 %00 0

LS %8’} Leee

(0] %¥'€ 17484

0 %00 0

1S %L'0 28

1€2 %9'€ Lov'y

88 %EY eve's

0 %00 0

0 %00 0

0 %00 0

9 %L'0 108

9l %E'0 487

691 %8'% §G68'S

09 %8'S 890°L

8/ %L'0 106

ek %2 ¥56'C

GS1 %6°'€ Lel'y

6€2 %28 860°01

95e %¥'9 G98°/L

g8 %EC 298

8L %tk 1991

(K] %€'Se ¥,0'L€

0 %00 0

0 %00 0

6cl %02 8L¥'e

€22 %8’k 28l

0 %00 0

€L %8'€ 009't
%0001+ L09'zzt

Xapuj JUELIEN] JaquinnN

SP|oYyasnoH 600C

payisseoun 99

sossedAg [einy 95

[edny p8jooy 9t

sajljjeles uiayinos gy

BuiAr] sureid g
lHeiny “Lin

sJajjemQ Mosay [einy e
pmoId puelpiN 92
yue3 ayj Jo Jes G¢
S9I0Y UBID) /|

l11einy -oin

SOIUNWWO) PUBIBdH 0G
SI9)88S UNS 10IUSS 61
SPeOISS0ID i

sumoy [[ews ‘6

UMO] SWOH €5

slap|3 aylL ey

Ajwixoud Arenin oy

uonounr ajiipIN €€

soauley Jeaqisny 62

a|geliojwo) pue AzoD g1
1l Aseyduiad uequngng 'gn

PI0Y pue JBAlIS G
sia)1saN Aidw3 snosadsold v|
alfis ul €L
saljiwe4 bulwo) pue dn g1
sajueqInx3 /0
salinbg pajeonsiydos 90
Jopus|ds uequnans 2o

| Atayduad ueqingns -2n

SOWOH 8wodu| }S8pON 29
Sol|lwed uls)semyinos 65
Buiar eidwis £
sumo] ab9||0) G5
86p3 AuD oneN LS

1l SHDISINQ ueqin 9N

lejloL

sdnoiy uoneziuequn Aysade)

sajnujw g :snipey
G6E8YL6LL- :@pnybuoT]
WIS 6€ :opnie

14S3 Aq patedaid
sdnoiy uoneziueqin

awi] anuqg :adAj aus

9|1J0ud eauy uonejuawbag Ansade)

AN ‘syieds
Kep 191e4d LEY
AN ‘syieds

74  Sparks, Nevada - July 2009



9 Jo | abed 6002/€L/L $222-262-008 |1ED 10 OBG /WO LIS MMM }e J1aplQ "duljuQ IsAjeuy ssauisng wouy sdew pue sjiodas puewap-uQ 14S3 60020

|4ST :99in0S

Jawbag Ansade] Ag spjoyasnoH jo Juadiad

we4 Bulwo) pue dn 21

we4 Bunoj bulidsy ‘g2

syueus) AiD Jeuul g

SIBWOOMBN pue p|O ‘9E

'sn Il sejueqInx3 *L0
aus [l PMOID PUBIPIN 92
allis ul et
S§INassiouuo)d €0
a|qelojwo) pue Azo) ‘gL
2IyD UBgIN 60
0'6 0'8 0L 0’9 0'S 0v 0'¢ 0¢C 0L 00
*S'N "SA AUS
sjuawboag Ansade) uaj doy
102 %LCY %298 lejor
%8°L %C'0} lelolqnsg
S6 %L'ey %L L %<2 98 %L} Jopua|ds ueqIngns "2o 174
hE %0 Ly %L %S¥8 %61 suonejoadx3 yesio ‘g 6L
00} %€ 6E %02 %928 %02 $8I4000 pue I\ 6+ 8l
8¢e %€ LE %90 %9°08 %12 198 Anoag [e100s "59 L
8€L %L 9€ %8} %S'8L %S'C sieysoN Aidwi3 snosedsoid v 9l
%V L %S 91 leyoiqng
961} %6 ¥€ %Vt %09 %82 ssojisay pue Bunoa "6e St
0L %G EE %3C'€ %G €L %E€ $810Y usaly "/} vi
ocl %€ 0€ %92 %6°69 %V'€ VSN ‘193148 ulely ve €l
9¢c %l L2 %S+ %599 %¥'€ SpPe0ISs0I] "L (13
eet %¢c 92 %L'C %}'€9 %9'€ salinbg pajeonsiydos "90 L
%8° L1 %1€ leloiqng
4% %S"€C %E" %G°'6S %+ o1yo ueqin ‘60 ol
IS1 %¢'2e %82 %V’'SS %E Y a|qenojwo) pue AzoJ gl 6
see %v'61 %V %LLS %Sy $IN8SSI0UU0Y €0 8
c6h %0'8 %S'e %9'9% %8 slfis U gl L
124" %S'S %8'€ %8’ ¥ %¥'S PMOID pUBIpIN "92 9
%L L %t 9€ leloiqng
€2 %L L %SC %b'9€ %6°S sajueqinx3 L0 S
9le %26 %6 %G°0€ %29 SI8WOOMBN pue PO "9¢ 14
[4:14 %€ L %S’ %E Ve %EL sjueus| AyQ ssuul 2§ €
0se %8'G %b'2 %0°LL %28 seljlwey Bunox Buidsy ‘gz [4
1414 %€ %t'E %88 %88 seljiwe Buiwoy pue dn "z I
Xxapuj Jud949d JUELIEY] JUELIEY | pUVELIEN] wawbag Ansade] yuey
aAne|nwn)y aAne|nwN)
SP|OYasnoH ‘s'n Sp|oyasnoH
"A1ISa0E-AUNWWOY/SIpd/SIodedalym/ATeIqI/Wod 1SS MMM//-dIY Je punoj 8q ued suonduosap juswbas Ansade|
syuawboeg Ansade) Ayjuam) dog
sajnuiw 09  :snipey awi] aauqg :adAl aus AN ‘s)iedg
G6E8YL'6LL- :opnHbuoT] Repm sore1d LEY
LWLLYS 6 -apnjyie AN ‘s)yieds
14s3 Aq pasedaid !uﬁ.

sployasnoH Aq payuey
9|1}0.d ealy uolnejuawbag Aysade]

Te]
N



9 jo g abed 6002/SL/L $222-262-008 |1ED 10 OBG /WO LIS MMM }e J1aplQ "duljuQ isAjeuy ssauisng wouy sdew pue sjiodas puewap-uQ 14S3 60020
|4S3 :994n0g
Tm Two
59 59
¥9 %9
€9 €9
29 29
19 19
09 09
65 65
85 85
18 15
95 95
(<] S5
FvS FvS
es Fes
[ 4] [ 25
kLS kLS
+0os +os
- G 17 - G
81 81
Ly Ly
14 14
St St
4 4
514 514
44 44
I Ly
oy oy
6€ [ 16€
8¢ .w_ Jmm .w_
s€ T se =
e < e <
€€ % €€ %
43 43
e Q e Q
og 3 e 3
6c B 6z D
8¢ =+ 8c =
2 @ g @
92 92
se S2
¥ ¥2
€2 €2
44 44
1z e
0z 0z
6} 6k
8L 8l
L1 L
9L 9L
SL St
L i
€l €k
1t gk
FLE FLE
—tol —tol
60 60
80 80
I 10 I 20
—— O — 00
+SO0 +SO0
—+0 ——0
ol €
e 20 e 20
T T T T T T T T T T T o T T T T T T T T T T o
0SS 00S 0Sy 00F OSE 00E 0S2 002 OS+ 00+ 0S5 O 00S O0Sy 00y O0SE O00€ 0S2 002 OSL 00 0S 0
Xapu| Xapu|
uone|ndod Aq sexapuj Ansade] spjoyasnoH Aq saxapuj Ansade]
sanuiw 09  :snipey awi) aauqg :adAl aus AN ‘s)ieds
G6E8YL'6LL- :opnHbuoT] Rep sore1d LEY
LIPS 6€ -apnmeT AN ‘syiedg
| _jus3 |

14s3 Aq pasedaid
9]1}0.d ealy uolnejuawbag Aysade]

76  Sparks, Nevada - July 2009



9 jo g abed 6002/€L/L $222-262-008 |1ED 10 OBG /WO LIS MMM }e J1aplQ "duljuQ IsAjeuy ssauisng wouy sdew pue sjiodas puewap-uQ 14S3 60020 ——N

14S3 :994n08
9L %S0 GeS'e 28 %¥'0 12 sewo|diqg o} swiod €9
vLL %80 ve'y orlL %Lk 28l sumoy 869)|0D G5
0 %00 0 0 %00 0 Aywixoid Arey
SL %Vt L1129 €0l %S’k €06'C sjollied @ sie|0Yds "9
oee %9} S6L°L 8z¢e %12 62L'y 193 Alinoag [e10os §9
101 %E’| 1129 01 %G1 9682 Buiar] edwis £
0 %00 0 0 %00 0 SOIUNWWOY pUBLBaH 05
8LL %2+ ¥56'G 16 %2+ 1.2 S19X99S UNS J0IUSS 61
0 %00 0 0 %00 0 siop|3 8yl ey
St %S0 8% oF %L'0 LLEL SenUNWWOY JusWwalileYy 0g
L %20 890°L (o] %20 487 SoallaY Jagisny 62
evl %Lk yI¥'S €L %€+ 18%'2C PIOY puUe JaAIIS S
eel %22 6le'LL 8el %G 8G6'Y sieisoN Aidwig snosedsold v1
L %08 Lie'or L. %S'6 08l salfig Jo1Uas "G
202 %22 ¥86°0 961 %82 LIP'S ssojisay pue BunoA 6€
9ze %6'% vel've 9le %29 5002tk SI8WOOMBN pUe p|O 9¢
0 %00 0 0 %00 0 sia)uay O L2
9Ll %0’k 991's LEE %2+ 6.2'C siepespuall €2
0 %00 0 0 %00 0 seyje pue sdoide 80
L9k %18 ¥28'0% 148 %101 G69'61 S10Y 0|0S "1
0 %00 0 0 %0°0 0 SOWOH aWOo9U| 1S9POIA 29
0 %00 0 0 %00 0 sSmoy ueqin ¥S
0 %00 0 0 %0°0 0 abp3 AuD one 1S
0 %00 0 0 %00 0 s1ens AN Gv
69 %L'0 sov'e €L %60 G89°I sueyjodons\ zg
0 %00 0 0 %00 0 swbr Auo oz
€l %L'0 sov'e 9l %60 G89'L sijodoslo "€
291 %9’y 206'2e LS %€y 0ee's a|qepojwo) pue Azo) gl
0l %G’ 1SY'LL 01 %€’ ¥9¥'9 S810y UsaIL) /|
0 %00 0 0 %00 0 sjeuoissajoid Buisiudislug g1
s0e %Ly 0L9'ee 261 %8'% G926 alfis U g1
0 %00 0 0 %00 0 swbieH oioed ||
e %90 856'C e %S0 20t alliA-lueses|d 0L
S62 %9'€ 0,0'81 453 %Ly 670'8 21y ueqin 60
forq ! %691 166'78 o8 %0 L1 celL'ee sanuaAy ajeasdn g
elor %19 gel'oe €2 %6'S 80V LL sejueqnx3 20
cel %l¥ 10902 eel %9'€ 120°L saunbg psjeonsiydos 90
0 %00 0 0 %0°0 0 sqingng pieogess Auyesp S0
St %2+ G96'S Ly %Lk 2902 sqinquioog 0
cle %Yy 9€0'2e Gee %S Y 0.8 $IN8sSI0UU0) €0
16 %8’k 821’6 56 %Lk Lee'e Jopus|dg ueqinans 2o
0 %00 0 0 %00 0 Buny doy 10
9zl %9 LL §5v'88 el %L 9L zes'ze Ka100s ybIH "1
%0°00L G8/'L0S %0°00L 058'761 lejoL
xapuj juadidd JaquinN xapuj juaoidd JaquinN
uonendod 6002 SploYyasnoH 6002 sdnouy) apoypyayi] Annsade]
sajnuiw 09  :shipey awi] aauqg :adAl aus AN ‘s)iedg
G6E8YL'6LL- :opnHbuoT] Repm sore1d LEY
LIPS 6€ -apnmeT AN ‘syiedg

14S3 Aq paJedaid _I.ﬁml

sdnouy apopay
9|1}0.d ealy uolnejuawbag Aysade]



90 ¢ abed

6002/€L/L

¥222-262-008 1|29 10 OBG /WO ISa MMM Je JapiQ “duljuQ }sAjeuy ssauisng wouy sdew pue spodas puewap-ug 14S3 60020

|4S3 :904n0g
JpdAnsade]

=ANUNWWo5/S]pd/SIodedallym/ATeIqI/Wod 1S9O MMM//-0lY 1 punoj aq ued suonduosap juswbes Ansade| abeiane 'S’ 8y} SI 00| JO Xapul uy ‘Juswbas
Aq ‘sejels payun ayy ul uoieindod Jo spjoyasnoy jo Juadlad ay) o} ‘Juawbes Aisade| Ag ‘ease ay) ul uoneindod 4o spjoyasnoy jo juadiad ayj jo uosuedwod
e sI xapu| 8y ‘pooyloqybiau ajeipawwi ay} Jo Ajijenb 01LIOU0D90I00S By} S9QLIOSap pue ‘BaJe ay) ul sjuswbes pooyloquybiau saluspl 1odal siy| 810N eleq

0 %00 0 0 %00 0 payissejoun 99
0 %00 0 0 %00 0 [edny pejooy 9t
1€2 %8'€ S06‘81 92e %t'€ 8199 Spe0ISsoI] |
Lz %v'0 086't e %¥'0 €L sis|jamg Hosey [einy Le
yA4" %L'S 02982 144" %V'S 6€S°01 PMOID pUBIpIN 92
90k %66 50561 66 %c'6 066°LI HIND uednBwY gl
0 %00 0 0 %00 0 sessedAg |einy 95
0 %00 0 0 %00 0 UMO] SWOH €5
0 %00 0 0 %00 0 S8llj|8res uiayinos gy
0 %070 0 0 %00 0 Buinr sureid Le
0 %00 0 0 %00 0 yue3 ey Jo Jes Se
0 %00 0 0 %00 0 swiied @ saloloed "1
(o] %10 444 6 %10 yiq! suonepuno4 Ajwed y¢
oy %6°0 98e'y 84 %0+ 986°1
0 %00 0 0 %0°0 0 suonipell Jjeqisny ¢¢
44" %9°€ 616°LL oct %b'€ ¥€G'9 VSN ‘19941S ureiy 2
SS %S'¥ 6¥.'22 1S %V’ 199'8 Buial [euonipesr oL
0 %00 0 0 %00 0 suowwo Auo ¥9
0 %00 0 0 %0°0 0 Sal|lued ulsisemyinos 65
0 %00 0 0 %00 0 sabe||iA ueqin g
86 %L'e 99201 oo} %0'¢ 028‘c S8I4000 pue H|IN 61
152 %66 €916 vS2 %8'8 8G0°LL saljwe Buiwo) pue dn z|
ock %0°CH 62209 L8} %L 0k 8/8'02 nespod Ajiwed 61
0 %00 0 0 %00 0 siajuay asiy ybiH L9
e %€°0 2es‘L 1 %€°0 165 suoisuswig AnD 09
5188 %t b 9169 (0]81 %0k €06°L sjuspisey 1S8/\\eN 89
91§ %L 816'9¢ [4:14 %E'L 8vevi sieus] AiQ Jouu| gg
0 %00 0 0 %00 0 sese) SeT Ly
0 %00 0 0 %00 0 10d Buney uequn v
8¢ %90 8L.'2 Ge %0 [R72 abul4 ueqin snouisnpu| g
€9 %0 b r8'y 9 %80 09°t doe|didMIBIN [BUOHEUISI| GE
801 %90} 986°cS 0ch %86 €016 S100Y [eqO|9 871
LEE %L’ b 8798 LEE %6 L 09.'¢ suonejoadx3 1esl gy
8.¢ %9'8 6v6°2h 0Se %28 S/0°9k saljiwe Bunox Buiidsy gz
69¢ %€ 0L 16S°LS 8v¢ %20} GE8'61 sadoH yYbiH 21
%000+ G8.°10S %0°00} 0S8‘v6+ |eloL
xapuj jJuaoiad JlaquinN xapuj Juadidd JaquinN
uonendod 6002 SPIO0YasnoH 6002 sdnouy apoyyay] Ansadel
salnulw 09  :snipey awi] anuqg :adAj aus AN ‘s)yeds
G6€8YL°6LL- :opnybuo Kep 191e4d LEY
LIPS 6€ apnen AN ‘syieds
CEEN

14S3 Aq patedaid
sdnoJay) apoa]

9|1J0ud eauy uonejuawbag Ansade)

78 Sparks, Nevada - July 2009



9 Jo G abed 6002/€L/L $222-262-008 |1ED 10 OBG /WO LIS MMM }e J1aplQ "duljuQ IsAjeuy ssauisng wouy sdew pue sjiodas puewap-uQ 14S3 60020

|HST :994n0S

bhL %Lk 8v9'

82 %9°0 8112

0 %00 0

vl %9'E 616'L)

b %2+ 596'

29 %0'L ore'se

9L %S0 ses'e

ve %E0 2eg’t

9lg %bL 816'9e

20e %22 ¥86°04

9ze %6'% vel've

ot %40 iy

b %S0 v8Y'2

8. %9'8 6v6'2Y

Lve %bv2 04522}

69 %L0 sov'e

86 %42 99201

0 %00 0

Ie %90 856'2

562 %9'E 0L0'8}

0 %00 0

gie % 9€0'22

0 %00 0

001 %L1 s€e'Ls

oge %9’} S6L'L

0 %00 0

0 %00 0

EHL %tk 916'9

0 %00 0

0 %00 0

0 %00 0

£s %62 'k

0 %00 0

€9 %0} v’y

0 %00 0

oLt %0} 991

0 %0°0 0

0 %0°0 0

0 %00 0

0 %00 0

92 %02 800°0}
%000} $8°105

Xapuj juadiad JaquinN

uonendod 6002

LEL
gc

oel
Ly
19

a8
ge
4214
961
9le

14

0s€e
6€¢c

€L
00t

3
cle

Gece

901

8ce

99

9

LEL

o o

9¢

xapuj|

%6+ 09z’
%t0 17}
%0°0 0
%b'e e’
%k 2902
%L'9 LoVl
%t0 leL
%E0 165
%E'L 8zl
%82 L'
%29 S00°2H
%10 Lyl
%L0 LIEL
%28 sL0'91
%652 Sks'0g
%60 589°1
%02 0z8‘e
%00 0
%S0 ¥20'L
%Ly 6v0'8
%00 0
%S 0.8
%00 0
%02k 8re'ee
%h'2 624
%00 0
%00 0
%0"k €06°L
%00 0
%00 0
%00 0
%hE 2e0'e
%00 0
%80 09’}
%00 0
%2+ 622
%00 0
%00 0
%00 0
%00 0
%02 €88'c
%000} 058'v61
juadiad JlaquinN

SPIOYSSNOH 6002

suoneoadx3 jealn gy
abull4 uegin snowsnpu| ge
suonipell yaqisny ¢¢
VSN ‘19841 uleiy v2
sginquioog 0

| SH{SINQ ueqin "sn

sewo|dig 0} sw.ioq €9
suoisuswid AnD 09
sjueusa] Ay Jauu| gg
SS9|Isay pue BunoA 6€
SI9WOOMBN pUe PO 9€
suonepuno4 AjiweS ¢
SaUNWWOY JUBWaIdY 08
sal|iwe4 Buno Buuidsy gz
11 S8 oldIN “vN

sueyjljodosBN 22
$8I400) pue NN 6}
s|euoissajold Buisudisyug 9|
9|lIN-Jueses|d O}
o1yQ ueqin 60
sqingng pieoqess Auleapm S0
sInassiouuo) €0
Buny doy 10

1 s8I OMI8N EN

19S Ainosg [e100g 69
suowwo) AuD 9
slayuay asiy YbiH 19
sjuspisay IS9MaN 85
SMOY ueqin vS
sese) se Ly
s1enls AN Gv
11 s12)ua) ueqin ledidulid 2N

10d Buniay ueqIn v
wom_n:mv_‘_m_\,_ leuonjeuwiaiu| Gg
Ssisjuay ONBN L2
Slapjaspuall €2
sabeyiA ueqin 12
sb1I7 A0 02
SwbleH oyoed L1
sejje] pue sdoyde] 80

| s1d1ua) ueqin jediduiid “LN

lejoL

sdnoiy uoneziueqin Ansadep

sanuiw 09  :snipey
G6E€8Y2°6LL- :9pnubuo]
LWLLYS 6 :apnije

14s3 Aq pasedaid
sdnouy uoneziueqin

9|1}0.d ealy uolnejuawbag Aysade]

awi] aauqg :adAj aus

AN ‘s)leds
Aep Joread Ley
AN ‘s)yieds

(o))
N~



940 g abed 6002/EL/L

¥222-262-008 1|29 10 OBG /WO ISa MMM Je JapiQ “duljuQ }sAjeuy ssauisng wouy sdew pue spodas puewap-ug 14S3 60020

|4S3 :904n0g

‘abelane 'S’ 8y} SI 00| JO Xapul uy ‘Juswbas

Aq ‘sejels panun ay} ul uoieindod 1o spjoyasnoy jo Jusdlad sy} 0} ‘yuswbes Ansade] Aq ‘ease ay) ul uonendod Jo spjoyasnoy jo juadlad ayy jo uostedwod
B S| Xxapu| 8y ‘pooysoqybiau ajeipawwi 8y} Jo AISUSp JuBWa8S ay) S8quIsap pue ‘ealse ay) ul sjuswbas pooyioqybiau sapnuapl podal siy] 910N eledq

0 %00
0 %00
0 %00
0 %00
0 %00
0 %00
1 %10
yA4" %L'S
0 %00
0L %S'€
8 %96
0 %00
8L %c b
pAY4 %8'€
019 % %0°'S
0 %00
0 %0°0
0 %0°0
oy %6°0
L %¢c'0
(418 %9'¥
29 %L'S
(5148 %L’k
eel %¢c'e
G0c Y%L’V
/1Se %66
2154 %9
cel %Y
16 %8 L
8L %6°62
0 %0°0
0 %0°0
L0} %E" b
1418 %80
0 %00
oy %1'C
%000+

xapuj juadiad

uonejndod 6002

o O o o o

086°t
029'8e

As| A
1508

¥G6'G
S06°8H
6598've

0

0

0
98€'y
890°L
206'ce
95€'8e

viv's
612'LL
0L9'ee
€976V
geL'0e
10902
8zL'6
091'05L

0

0
1/2'9
eve'y
0
6150}

G8/'L0S

JaquinN

0 %0°0 0

0 %00 0

0 %00 0

0 %0°0 0

0 %00 0

0 %00 0

e %¥'0 €L

124" %t'S 6ES0L

0 %00 0

18 %E'E 91’9

08 %6 9L L)

0 %00 0

16 %c’ b 1122

9ce %€ 8/9'9

G6 %9V G56'8

0 %00 0

0 %0°0 0

0 %0°0 0

(874 %0’} 986°}

(018 %20 (454

LSE %E' ¥ 0ee’'s

PA] %S'S 820l

el %E"} 18¥'2

8€L %S'C 8G6'Y

c6h %8'¥ G92'6

14514 %88 8G0'LL

1474 %6°S 80V L1

el %9'€ L20°L

G6 %L} Lge'e

18} %S'8¢ 891'GS

0 %00 0

0 %00 0

YOt %S+ 9682

04" %Lk 28l'e

0 %00 0

0S %9°C 8€0°'S
%000+ 058761

xapu| JUELIEN] JaquinN

SP|oYyasnoH 600C

payissejpun 99

sossedAg [einy 95

[edny p8jooy 9t

sajljjeles uiayinos gy

BuiAr sureid g
lHeiny “Lin

sJaj|emQ Mosay [einy e
pmoId puelpiN 92
yiue3 ayj Jo yes Ge
S9I0Y USAID) /|

l1einy o0Ln

SOIHUNWWO) puBIedH 0G
SI9)883 UNg 10IUSS 61
SPeOISSOID i

sumoj [[ews ‘6

UMO] SWOH €5

siep|3 aylL e

Ajwixoud Arenin o

uonounr ajiipIN €€

soaulley Joqisny 62

a|gelojwo) pue AzoD g1
Il Atayduad ueqngns ‘gn

PI0Y pue JAIIS G
sia)saN Aidw3 snosadsold v
alfis ul €L
saljiwe4 bulwo) pue dn g1
sajueqInx3 /0
salinbg pajeonsiydos 90
Jopus|ds uequnans 2o

| Arayduad ueqingns "0

SOWOH 8wodu| }S8pON 29
Sol|lwed uls)semyinos 65
Buiar eidwis £
sumo| ab9||0) G5
86p3 AuD oneN LS

1l SHDISINQ ueqin 9N

lejloL

sdnoiy uoneziuequn Aysade)

sajnujw 09  :snipey
G6E8YL6LL- :@pnybuoT]
WIS 6€ :opnie

14S3 Aq patedaid
sdnoiy uoneziueqin

awi] anuqg :adAj aus

9|1J0ud eauy uonejuawbag Ansade)

AN ‘syieds
Kep 191e4d LEY
AN ‘syieds

80 Sparks, Nevada - July 2009



9 Jo | abed 6002/€L/L $222-262-008 |1ED 10 OBG /WO LIS MMM }e J1aplQ "duljuQ IsAjeuy ssauisng wouy sdew pue sjiodas puewap-uQ 14S3 60020

|4ST :99in0S

Jawbag Ansade] Ag spjoyasnoH jo Juadiad

seyueqInx3 ‘L0

we4 Bulwon pue dn ‘2L

sginquioog 0

soljiwe4 Bunop Buuidsy 'gz

sn Il sJa|jamQ Hosay [einy ‘L€
als I sjueus) Ao Jauu) 'gg
allis ul et
SISWOOMBN pue p|O "9¢
VSN 1994S U v2
PMOID PUBIPIN ‘92
06 08 0L 0’9 0'S 0y 0'¢ 02 0t 00
*S'N "SA AUS
sjuawboag Ansade) uaj doy
8.1 %1'Sh %¢'08 lejor
AN %L LE lelolqnsg
091 %} 'Sy %3+ %¢ 08 %6’ | $1898S Ung JolusS “6f 174
90} %6°EY %02 %E'8L %4 $8I400) pue I\ 6+ 6}
LEL %6 ¥ Y%L’} %< 9L %E'C dllIA-jueses|d "0} 81
G6 %c 0 %S'e %6°€L %¥'C uonounr sIPIN "€€ L
68 %l LE %L'C %S L %¥'e saunbg psjeonsiydos ‘90 9l
%S0k %S'EL lelolqns
98 %0°'SE %82 %69 %V'e a|qenojwo) pue AzoJ gl St
g€l %e'2E %8’} %L'99 %S°C s191soN Aidw3 snosadsold 1 14!
€02 %1 0€ %E" | %S ¥9 %l'C o1y ueqin ‘60 €l
102 %162 %t b %S’ 19 %6'¢ SIN8SSIoUU0) "€0 (13
6 %l L2 %c'E %9°'89 %0°€ S8I0y usaI9 "L} L
%€l %S’ e leloiqng
06 %S'¥e %8'€ %9°'SS %b'€ pmoId puepiN ‘92 1]}
6V} %L'02 %92 %¢'2S %6°€ VSN ‘19918 utely e 6
6Le %81 %6 %E'8Y %E Y SI18WOOMBN pue PO "9€ 8
681 %c 9k %S'e %07y %Ly slfis U gl L
1429 %L €L %S+ %E"6€ %<c'S sweua) Ayo Jeuu| 2§ 9
%cCh %1'vE leloiqng
leg %cCh %9’k A% %E€'S sis||amQ 1osay [einy “LE S
€92 %901 %Y'2 %8'82 %29 seljlwey Bunox Buuidsy ‘gz 1%
28e %28 %EC %922 %¥"9 sginquioog ‘¥0 €
€ee %6'G %¥'e %e 9k %L L e4 Buiwo) pue dn ‘gt 4
VA% %S'C %S'e %S'8 %S'8 SssjueqInx3y "0 3
Xxapuj Jud949d JUELIEY] JUELIEY | pUVELIEN] wawbag Ansade] yuey
aAne|nwng aAne|nwNg
SP|OYasnoH ‘s'n Sp|oyasnoH
"‘Allsadel-Allunwiwod/sjpd/siadedaliym/Alelql/uod use"MMM//-dlIY 1e punoj aq ued wco_ﬂa_Lowmﬂ Em_.:@mw >:wmam._.
syuawboeg Ansade) Ayjuam) dog
sanuiw gL :shipey awi) aauqg :adAl aus AN ‘syieds
G6E8YL'6LL- :opnHbuoT] Repm sore1d LEY
LIPS 6€ -apnmeT AN ‘syiedg
14s3 Aq pasedaid !uﬁ.

sployasnoH Aq payuey
9|1}0.d ealy uolnejuawbag Aysade]

1
[o0]



9 jo g abed 6002/€L/L $222-262-008 |1ED 10 OBG /WO LIS MMM }e J1aplQ "duljuQ isAjeuy ssauisng wouy sdew pue sjiodas puewap-uQ 14S3 60020

14S3 :924n0S

99 lwo
<9 G9
%9 ¥9
€9 €9
29 29
19 19
09 09
69 65
8G 85
1S yA]
98 96
SS S
FvS FvS
FES FES
C cS C 4]
FLS FLS
+0S +-0S
6 61

IRBHIBIS
suawboag Ansade]

RABHINRIH
suswboag Ansade]

/2 2

92 92

[ 1

¥ ¥

€2 €2

44 44

12 12

0z 02

64 6}

8L 8l

yAS —————t+/L

9l O |

S S

yh i

o —————————————

1t 1t

FLE FLE

C————101L C (0]"

60 60

=80 =80

[ 10 r 10

o — <0 e — <0

S0 S0

[ ¥0 [ ¥0

ol €
[ ] 20
T T T T T T T T T o T T T T T T T o
0S5y 00y 0S€ 00€ 0SZ 002 OSk 00F  OS 0 0Se 00€ 0S¢ 002 oG+ 00} 05 0
Xopu| Xopu|
uone|ndod Aq sexapuj Ansade] spjoyasnoH Aq saxapuj Ansade]

sajnuiw Qg :snipey awi] aauqg :adAl aus AN ‘s)iedg
G6E8YL'6LL- :opnHbuoT] Rep sore1d LEY
LyLLYG'6E  1opmineT AN ‘sreds

14s3 Aq pasedaid
9]1}0.d ealy uolnejuawbag Aysade]

82 Sparks, Nevada - July 2009



9 Jo ¢ abed 6002/EL/L ¥222-262-008 ||E9 10 OBG /WO ISS MMM Je JapiQ "duljuQ isAjeuy ssauisng wouiy sdew pue sjiodas puewap-uQ 14S3 60020 %

14S3 :994n08
82 %20 Ges‘e e %10 2eL sewoldig o} swiod €9
2y %E"0 2ve'y €5 %0 28l sumoy 8bs|j0D S5
2e %10 ¥29'L ov %10 (484 Auwixoid ArepiN oy
Ge %90 LOv'8 44 %90 gle'e slolied @ siejoyss ‘g1
ford ! %9'0 ¥6L'L vel %80 8zl'y 19S AInosg [e100g 69
€8 %0} £00°€t S8 %2’ L 8/1'9 Buiar sdwig /5
L %0°0 60€ L %00 9el SeuNWWoy pueesH g
€Ll %L1 sev'ee 091 %6' L 096'6 S19X99S UNS J0IUSS 61
96 %0 991'g (o] %90 99l'e siop|3 8yl ey
¥9 %L°0 165'6 S9 %6°0 €88y SORUNWWOY JuBWaIIeY 0E
St %80 €621 84 %80 ¥8E'Y soalley Haqisny 62
102 %91 1v0‘1e €61 %8| €81'6 ploD pue JBaAIIS G
9el %ET G9.'0e g€l %G 662l sie1s0N Aidwg snosedsold v1
88 %16 L9g‘eeL /8 %L 0L €62'9S sajfig Jo1uas "G
28 %6'0 9e6° L1 18 %21 656'G sseisay pue Bunox 6
922 %Y 120°9% 6l2 %E'Y 80022 SI9WOOMBN pue p|O 9€
0 %00 0 0 %00 0 siejuay ONBN L2
29 %90 Lyb'L 09 %9°0 09z'e siepespusll €2
14! %40 €51 4! %40 29 seye pue sdojde 8o
86 %0°G 16299 16 %29 6€8°LE S19V 0[0S ¥
0 %00 0 0 %00 0 SBWOH awodu| }SepoiN 29
0 %00 0 0 %0°0 0 smoy ueqin S
0 %00 0 0 %00 0 8bp3 Aup one 1§
0 %00 0 0 %00 0 s1ons AND G
(514 %0 6.9'G 44 %50 (Wicyd sueypjodolio 22
8l %20 8052 4 %2 0 660°L swbr1 Ao oz
4! %9°0 /81'8 4! %L0 0.9'c sijodono "€
26 %92 029've 98 %b'e 8,62l a|qepojwo) pue Azo) gl
€6 %L 8YS'LY ¥6 %0'€ 0€5'Gl S910Y UddID /|
€L %L1 9/€'v1L v %L 8Lv'9 s|euolssajoid Buisudiaul g1
861 %St 66219 68l %LV 661ve alfig ul gL
0 %0°0 0 0 %0°0 0 siybioH oioed ||
yel %52 669'cE LE1L %E'T 080zt BJIIA-luesed|d 0
961 %Y Lee'ee €02 %L'2 Sle'cl 21yD UegIN 60
8LL %29k 6LLLIE 8LL %9l 0z.'v8 sanuaAy ajeasdn "z
€ee %9'8 L12'GLL A %G'8 L0L'EP sejuequnx3 20
98 %L'2 120'9€ 68 %Y 2.8CL salinbg pajeonsiydos 90
€5 %80 €850 PA°] %80 2oLy sqingng pieogess Auyesp S0
2Le %e'L L10'26 282 %Y'9 896'2€ sqinquioog 0
20z %82 €50'8E 102 %62 9e8'yl $IN8SSI0UU0Y €0
85 %2} G/9'GlL 19 %L1 €16's Jopus|dg ueqinans 2o
0 %0°0 0 0 %00 0 Buny doy 10
991 %C'€C 08s'zle €LL %022 269'ELL Ka100s ybIH "1
%0001 9ee'9ve’ L %000+ 966915 lejoL
Xapuj juaaled JaquinN Xapuj JUELIENR] JaquinN
uonejndod 6002 SPIoYasnoH 6002 sdnouy) apoypyayi] Annsade]
sojnulw Qg :snipey awi] aauqg :adAj aus AN ‘s)yieds
G6E8YL'6LL- :opnHbuoT] Repm sore1d LEY
LIPS 6€ -apnmeT AN ‘syiedg

14s3 Aq pasedaid .nHM.

sdnouy apopay
9|1}0.d ealy uolnejuawbag Aysade]



9 jo p abed 6002/ L/L ¥222-262-008 1|29 10 OBG /WO ISa MMM Je JapiQ “duljuQ }sAjeuy ssauisng wouy sdew pue spodas puewap-ug 14S3 60020

|4S3 :904n0g

jpdAnsadey
=ANUNWWo5/S]pd/SIodedallym/ATeIqI/Wod 1S9O MMM//-0lY 1 punoj aq ued suonduosap juswbes Ansade| abeiane 'S’ 8y} SI 00| JO Xapul uy ‘Juswbas
Aq ‘sejels payun ayy ul uoieindod Jo spjoyasnoy jo Juadlad ay) o} ‘Juawbes Aisade| Ag ‘ease ay) ul uoneindod 4o spjoyasnoy jo juadiad ayj jo uosuedwod
e sI xapu| 8y ‘pooyloqybiau ajeipawwi ay} Jo Ajijenb 01LIOU0D90I00S By} S9QLIOSap pue ‘BaJe ay) ul sjuswbes pooyloquybiau saluspl 1odal siy| 810N eleq

19474 %90 998 ML %0°0 8 payisseoun 99
Se %80 166°0 €€ %80 L6}y ledny pejooy 9t
o4 %02 €5€'92 fer48 %6 | 87.'6 SpeoIssoI] Ly
SYE %0°'S 16229 12¢ %E'S 06€'L2 sig||emQ Hosay |einy LE
g6 %L'€ 00¥'6% 06 %¥'€ LS'LL PMOID pue|pIN 92
et %S HE S6Y' Sl cclh %t L 9/885 HIND uedliBwWY gl
0 %00 0 0 %00 0 sassedAg |einy 9g
0 %00 0 0 %00 0 UMO] SWOH €5
0 %00 62 0 %00 (018 Sallj|ayes ulayinos gy
6 %10 6LL°1L 6 %10 oy Buiar sureld /¢
S %0 SLL'L S %0 €¥9 yue3 ayj Jo yes Gg
4 %¢ 0 €262 4 %¢c 0 660"+ swiled @ sauojoed "1
14 %0°0 444 € %00 yids suonepuno Ajlwed y¢
96 %}'e 8/€'82 S6 %t 891°clt uonounr sjlipIN €€
L %20 825 9 %¢ 0 626 suonipell y8qisny ¢¢
29l %Y 6¥9'vS 6v71 %6 €26°6} VSN ‘1984S uleiy yg
LL %9 666'G8 €L %¥'9 L9l'ee BulAl [euolpelL 0L
0 %0°0 0 0 %00 0 suowwo) Auo +9
0 %00 0 0 %00 0 Ssal|lwe UJ8}SaMUINos 65
118 %10 2S6°L LI %0 989 sabe|liA ueqin |12
L0k %€'e ozv'Le 901t %l'e 0LL°0} S8I00] pue H|IN 61
L2 %E'8 G66'LLL €22 %L L 0/.'6€ salliureq Buiwo) pue dn gt
AN %80} L9€'Syl Leh %66 922’ LS Hespod Ajiwed 67
0 %0°0 0 0 %00 0 siajuay asiy YbiH 19
Se %€°0 €ec'y 9€ %€°0 619°L suoisuawiq AnD 09
[44 %S0 9169 84 %0 €06°t Sjuspisey 1Se\\eN 85
8G¢ %S 08289 e %Z’'S €56'92 spueus] AuQ Jeuu| gg
0 %00 0 0 %00 0 seseQ se Ly
81 %10 099°L 61 %40 6€9 10d Bunjeiy ueaqin v
(514 %0’k sie'el 8¢} %80 220t abu4 ueqin snouisnpu| 8
G6 %S’ b 28961 86 %€’ b felefee] soe|dioMIBN [BUOIEUIBII| GE
/8 %G8 98y LI 66 %18 2691y S100Y [eqO|H 871
69 %L} ELEVL 0L %2’} 61€9 suonejoadx3 1esl gy
92 %29 06078 €92 %29 6€0°2€ saliwe Bunox Bunidsy gz
164 %€ L €086 184 %t 86€'8¢ sadoH yYbiH 21
%000+ 9ee'ove’L %0001} 956'91LG |ejoL
xapuj jJuadiad JlaquinN xapuj jJuaoidd JaquinN
uonejndod 6002 SP|OYasnoH 6002 sdnouy apoyyay] Ansadel
salnulw QgL :snipey awi] anuqg :adAj aus AN ‘s)yeds
G6€8YL°6LL- :opnybuo Kep 191e4d LEY
LIPS 6€ apnen AN ‘syieds
CEEN

143 Aq pasedaid .
sdnoJay) apoa]

9|1J0ud eauy uonejuawbag Ansade)

84  Sparks, Nevada - July 2009



9 Jo G abed 6002/€L/L $222-262-008 |1ED 10 OBG /WO LIS MMM }e J1aplQ "duljuQ IsAjeuy ssauisng wouy sdew pue sjiodas puewap-uQ 14S3 60020

|HST :994n0S

69 %Lk eLE'pL 0L %k 61€'9 suopejoadx3 yesin gy
6% %0k gLe'el LS %80 220y abull4 ueqin snoMsnpul 8
L %20 8252 9 %20 626 suopipelL yeqisny 2
291 %Ly 6v9'%S &bl %6'E €26'61 VSN ‘19248 Ulel ¥
22 %2 L LL0'L6 282 %9 896°2€ sqinquoog 0
6L %SG'EL 9L 181 el %bgl 19Lv9 | SUDISINQO ueqsn SN
82 %20 GES'C Le %10 2eL sewo|diqg 0} swioQ €9
Ge %E0 €62y 9e %E0 619°L suoisuawi@ AnD 09
8Ge %L'G 08289 e %S £56'02 sjueus| AyQ Jsuul g
28 %60 966 L 18 %t 656°G ssojisay pue BunoA 6
922 %b'E 120'91 6lg %E ¥ 80022 SI9WOOMBN pue p|O 9€
v %00 Yoy € %00 yAg! suonepunod Ajiwed ¢
¥9 %L'0 1656 59 %60 €88y SaNUNWWOY Juswalney 0g
9.2 %29 060'v8 €92 %29 6€0'2€ saljiwe bunoA bulidsy gz
LLL %69k 0€9°'/22 891 %2 8l 0€E'v6 1l SaID OB "vN
ey %0 6.9°'G 2y %S0 1262 sueyjodoso\ 22
L0 %ET 0zv'le 90} %12 040} Sa1j00D pue NI 6+
€L AN 9/E'vI 122 %2’ | 8l1'9 s|euolssajoid buisudisiuz 91
yel %52 669°cE L8l %E'2 0802t 3JlIA-Juesed|d 0L
961 %'g 12z'ze €02 %L'2 SL6'El oy UBqIN 60
€5 %80 £55°01 .S %80 201y sqingng pieogess Auyespm S0
202 %8 £50°8€ 102 %62 9e8'vl $IN8SSI0UU0Y) €0
0 %0°0 0 0 %0°0 0 Buny doy 1o
801 %E2L 100'991 LLL %S2l 26979 1 SelD OMBIN "eN
€zt %90 v6.°L vel %80 82zl'y 198 Aiinoag [e0os 59
0 %00 0 0 %00 0 suowwo) AN +9
0 %0°0 0 0 %00 0 siouay asiy YbIH 19
2v %S0 9169 Ly %P0 £06°L sjuspisey 1S8MeN 85
0 %00 0 0 %0°0 0 smoy ueqin ¥
0 %00 0 0 %00 0 seseQ seT Ly
0 %00 0 0 %00 0 siaAs AND Sy
02 %Lk OLL'YL g %k L€0‘9 1l s193ua) ueqin [eddutid 'zn
8l %10 099°L 6l %40 6€9 10d Buniey ueqIn v
g6 %S+ 28961 86 %€k 985'9 aoe|dieste|N [eUOHBUIBIU| GE
0 %00 0 0 %00 0 sisjuay ol L2
29 %90 Ly'L 09 %90 092'c slepespuall €2
el %10 256°1L L1 %10 989 sabe|iiA ueqin g
8l %20 8052 1z %20 6601 swbr Auo oz
0 %00 0 0 %00 0 sybieH ouoed |1
4! %10 €Ge'L 4! %10 [4L] sy pue sdojde g0
ve %92 965v€ 2e %SC 2s8eL | s18ua) uequn |ediduud LN
%000+ 9ee‘ove‘L %000+ 966915 lejoL
Xapuj juaaled JaquinN Xapuj JUELIENR] JaquinN
uonejndod 6002 SPIoYasnoH 6002 sdnoiy uoneziueqin Ansadep
sajnuiw 0gl :shipey auwli] aAug "0a>._. S AN .mv_._ﬁnw
G6E8YL'6LL- :opnHbuoT] Repm sore1d LEY
LYLLYS'6E  :opnie] AN ‘sxieds
ECIER

14s3 Aq pasedaid
sdnouy uoneziueqin

9|1}0.d ealy uolnejuawbag Aysade]

[Tp]
(c0]



940 g abed 6002/EL/L

¥222-262-008 1|29 10 OBG /WO ISa MMM Je JapiQ “duljuQ }sAjeuy ssauisng wouy sdew pue spodas puewap-ug 14S3 60020

|4S3 :904n0g

‘abelane 'S’ 8y} SI 00| JO Xapul uy ‘Juswbas

Aq ‘sejels panun ay} ul uoieindod 1o spjoyasnoy jo Jusdlad sy} 0} ‘yuswbes Ansade] Aq ‘ease ay) ul uonendod Jo spjoyasnoy jo juadlad ayy jo uostedwod
B S| Xxapu| 8y ‘pooysoqybiau ajeipawwi 8y} Jo AISUSp JuBWa8S ay) S8quIsap pue ‘ealse ay) ul sjuswbas pooyioqybiau sapnuapl podal siy] 910N eledq

evy %9'0
0 %0°0
g€ %80
0 %0°0
6 %10
cl %60
Sve %0°S
G6 %L'€
S %10
€6 %1€
SOk %6’} b
I %00
(74 %l b
€ch %0°C
28 %L'€
0 %00
96 %¥°0
4% %0
96 %L'C
414 %80
6 %9°C
99 %09
102 %9 b
9l %E'C
861 %S'¥
Lie %E'8
€ee %9'8
98 %L'C
838 %3’}
6.1 %162
0 %0°0
0 %0°0
€8 %0 L
474 %E"0
0 %00
e %€’}
%000+
xapu| juadiad

uone|ndod 6002

7998

0
1660}
6¢
6LL'L
66L°ClL

16229
00v'6¥
SLL'L
85’ LY
y17'091

60€

sev'ee
€G€'92
£60°0S

0
991°s
¥29't
8/£'82
€62’ HE
029'v¢
L7018

Lv0'Le
§9/'0¢
G52 19
G661
L12'SkL
L20'9E
G/9'GlL
610'26€

0

0
L00°'EL
cve'y
0
6ve'LL

9ee'Ove’ L

JsquinN

pxa
06

6
0l

09}
gel
6.

00l
ot
G6
34
98
g9

€61
o€l
681
€2¢e
€€
68

19

€8l

a8
€9

(43

xapu|

%00

%00
%80
%00
%10
%60

%€'S
%V'€
%10
%0°€
%811

%00
%6 |
%6’k
%8¢

%00
%9°0
%10
V&
%80
%¥'C
%E'9

%81
%SC
PlL'Y
Yl’L
%G8
%'
%l
%L'82
%00
%00
%<t
%¥°0
%00
%91

%000}

juadiad

SPIoYyasnoH 6002

8

0
161y
(o]
T4
€59y

06€°'22
LySLL
€v9

0€G'S1
0119

9€1
096'6
8v.'6
v¥8'61

0
991°e
(434
8912l
¥8€'y
8/G'CL
80.'2€

£8Y'6
G/6'CL
6617
0..'6€
LoL'ey
clsel
€16's
gLe'syl

0
0
8/1'9
28l'e
0
09€'8

956915

JaquinN

payissejoun 99

soassedAg [einy 95

leiny pajooy 9t

sall|je1es ulayinos gy

Buinr sureld L€
ey in

siaj|emQ Mosaey leiny Lg
pmoID puepIN 92
Yie3g ayi Jo Jes Ge
S0y USAID) /|

11einy ‘01N

SOIIUNWWOY puBlIesH 0G
SI9)98S UNg I0IUsS 6
Spe0ISSOI) L

sumoj [[ews ‘6

UMO] SWOH €5

siep|3 oyl €

Anwixoid Arenin oy

uonounr sjIpIN €€

soallay Jaqgisny 62

s|qelojwo) pue Azo) 8|
Il A1ayduiad uequngns 'gn

pI0Y pue JeAlIS G|
slaysaN Aildw3 snosadsold L
allisu gl
saljiwe4 buiwo) pue dn g1
seyueqInx3 /0
salinbg pajeonsiydos 90
Jopus|dg ueqingns zo

| Arayduiad ueqingns "2n

SOWOH 8wodu| }S8poN 29
Sol|lwed uls)semyinos 65
Buinr] sjdwis £g
sumo| 8b9||0) GG
86p3 AuD one LS

1l SHDISINQ ueqin 9N

lejoL

sdnoiy uoneziuequn Aysade)

sajnujw 0Z| :snipey
G6E8YL6LL- :@pnybuoT]
WIS 6€ :opnie

14S3 Aq patedaid
sdnoiy uoneziueqin

9|1J0ud eauy uonejuawbag Ansade)

awi] anuqg :adAj aus

AN ‘syieds
Kep 191e4d LEY
AN ‘syieds

86 Sparks, Nevada - July 2009



Interview Summary

The City of Sparks, population 90,000, is located in
the Truckee Meadows of Northern Nevada. Sparks
is in a high desert climate at an elevation of nearly
4,500 feet with four full seasons and sunshine
almost 80% of the year. Most widely known as the
premiere special events venue for all of northern
Nevada, with attractions on their Victorian Square
which bring hundreds of thousands of visitors to
such annual events as Hometown Farmers Market,
Hot August Nights, Nugget Best in the West Rib
Cook-off and Hometowne Christmas. They share
their beautiful valley with their neighbor to the
west, Reno and are only a little over an hour’s drive
to the scenic Lake Tahoe.

As one step in the development of a Branding,
Product Development and Marketing
Recommendation Plan for the city, Destination
Development International staff interviewed key
community stakeholders in late October 2008.
Representatives from city government, both

the Reno-Sparks and the Sparks Chambers of
Commerce, the Reno-Sparks Convention and
Visitors Authority,

Land developers, community advocates and
significant retailers and attraction owners were part
of this process.

The name of “Sparks” brings forth an interesting
history lesson and framework for the goals and
objectives the city has contracted with DDI to
complete. The City had been called East Reno, New

Wadsworth and Harriman for a while, but that did
not suit the independent spirit of the new citizenry,
and in 1904 was officially named the City of Sparks
to honor then current Governor John Sparks. In
1905 Sparks became an incorporated city and in
celebration, Governor Sparks hosted a barbecue for
all the citizens of Sparks at his Alamo Stock Farm at
Moana Springs (near the current site of the Reno
Spark Convention Center in Reno).

What'’s there to do here?

Visitors will discover much more than Black Jack
and slot machines in this community with a year-
round temperate climate. Although neighboring
Reno still pulls in a significant number of gamers,
a visitor to Sparks has much from which to sample,
including the Sparks Marina, a 77 acre lake, with
its accompanying soon-to-open Legends, a 1
million-square foot shopping and entertainment
destination. There is also the Wild Island Family
Adventure Park, the Golden Eagle Regional Park,
the largest artificial turf project in North America,
the legendary John Ascuaga’s Nugget Casino Resort
and many other exemplary attractions.

Significant Strengths

In addition to the above noted attractions, Sparks
has several other significant assets. The majority

of interviewees found that quality of life in Sparks
was one of its greatest assets, as well as something
they were seeking to strongly protect for the future.

The City has seen significant growth in the past
decades, growing from 50,000 to 90,000 since

1990 and projections are that the population will
surpass 130,000 by 2030, causing significant growth
concerns and opportunities.

Other assets include a business climate conducive
to growth, with a low tax structure. There is
currently a project being built 10 miles east of town
on |-80 to house 60 million feet of warehouse space.
The retail mix locally is such that interviewees
report very little leakage, or need to leave town to
shop elsewhere.

These assets, combined with an annual average

of 300 days of sunshine per year and a mere 7.5
inches of average rainfall, strongly suggest Sparks
is in the position for significant growth in the near
future and ideally suited for a community branding
project.

Significant Issues

The most significant issue the community currently
faces is that of a“house divided.” Despite, or perhaps
because of the abundant assets, growth and
opportunities, much of the community is working
independently of each other, creating redundancy
in spite of the fact theyre working toward the same
end goals. Every individual interviewed, regardless
of their association or organization, stated that the
communities of Reno and Sparks need to dovetail
resources, communication and projects, and also,
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Schedule for Charrette Week

SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY
16-Nov 17-Nov 18-Nov 19-Nov 20-Nov 21-Nov
BREAKFAST BREAKFAST BREAKFAST BREAKFAST BREAKFAST
TEAM MEETING TEAM MEETING TEAM MEETING Monica & Roger
STUDIO SET-UP meet with
SITE TOURING Sparks Team
Re-confirm with (Monica/Roger/lane) SYNTHESIS OF OPEN
meeting attendees | 0000 —————e- HOUSE COMMENTS STAKEHOLDER
SYNTHESIS OF MEETINGS
MEETING INFO/ CONCEPT REVISIONS &
MAKE RESEARCH CONCEPT
(Roger arrives) ASSIGNMENTS ADDITIONAL RESEARCH DEVELOPMENT
TEAM MEETING (Vicky in studio)
LUNCH STUDIO TIME/
(in the studio) LUNCH LUNCH LUNCH STUDIO OPEN TO PUBLIC I:l
; (on your own) (in the studio) (in the studio)
STAKEHOLDER MEETINGS I:l
Meet with STAKEHOLDER
Sparks Team MEETINGS CONCEPT REVISIONS TEAM MEALS I:I
& PRESENTATION
CONCEPT ADDITIONAL RESEARCH PUBLIC MEETINGS -
Meet with DEVELOPMENT DEVELOPMENT
Primary Stakeholders STUDIO & OPEN HOUSE
LOCATION:
Sierra Room at the
Monica & Vicky arrive MEETING CONCEPT Meet with DINNER Larry D. Johnson Community Center
PREP DEVELOPMENT Sparks Team (in the studio) 1200 12th Street
DINNER PUBLIC MEETING LOCATION:
(in the studio) CONCEPT Roger/Monica Nugget Casino -
REVISIONS MEETING PREP Poolside Terrace Meeting Room
5th Floor adjacent to the
MEETING PREP Vicky shut down studio East Tower elevators

OPEN HOUSE DEBRIEFING

DINNER

DINNER

88 Sparks, Nevada - July 2009



Festival Case Studies

Reprint from :

http://www.lcra.org/newsletter/true_blue/2009/
july/burnet_fiddler_fest.html#_jmp0_

BURNET, TX FESTIVAL
Burnet BBQ Cook-Off & Fiddler’s Festival

The Burnet BBQ Cook-Off & Fiddler’s Festival took
place on May 15-16 at the Burnet Fairgrounds and
attracted an estimated 2,619 visitors. This festival
combined two previously separate events to
extend the length of the new event and to bring in
additional visitors. Despite the stormy weather, the
festival was a success.

The event featured an International Barbecue
Cookers Association-sanctioned barbecue cook-off
that included chicken, pork, brisket, wild game, and
beans. Winners competed for trophies and cash
prizes. Competitors in the fiddler’s contest played
for $5,000 in cash in trophies. The event culminated
in a music festival on the evening of Saturday, May
16.

CED staff developed the survey that was used at
the event to gauge the economic impact of the
festival, as well as providing a training manual for
the volunteers who surveyed the attendees. CED
also worked with event producer Damon Beierle to
determine the best locations for surveying, entered
the survey data, and analyze the data provided by
the attendees.

“As far as the process itself, | thought it was easy
from start to finish,” Beierle said.“CED staff did all
the hard work for the project. | would recommend
this service to any event that really wanted to
know what it was doing beyond the boundaries
of the event. The information will be very useful
for presenting to the City Council and County
Commissioner’s Court, as well as having stats to
show sponsors. The how-to packet you sent was
easy to read and explained everything well. The
survey itself was easy to fill out, but also had good
information.”

Economic Impact Analysis Results The following
highlights are outlined in the Burnet BBQ Cook-Off
& Fiddler’s Festival EIA report:

The total economic impact of the Burnet BBQ Cook-
Off & Fiddler’s Festival on the City of Burnet and
Burnet County was $163,862.

In just under two days, the economic impact to
restaurants, food services, and drinking places was
$90,222, the impact to local lodging was $41,432
and the retail impact was $32,208 as a result of the
spending generated by attendees at the festival.

The average party size was 3.75 people, and the
average length of stay in Burnet was 1.89 days.

The festival supported 2.5 full-time equivalent (FTE)

jobs in the Burnet County area during the event.

The largest number of attendees came from
Williamson County to the Burnet BBQ Cook-Off

& Fiddler’s Festival. Travis, Lampasas, and Llano
counties round out the top four counties of origin.

Burnet County officials were pleased with the
results of the CED survey.

“This report really exemplifies what an impact even
one ‘small town festival’ can have in a community,”
said Teri Freitag with the Burnet County Tourism
Office.

Reprint from:

http://www.conntact.com/archive_index/archive_
pages/3546_Business_New_Haven.html#imp0_

NEW HAVEN, CT FESTIVAL

Whoever said, “If you build it, they will come,” may
have had New Haven’s International Festival of Arts
& Ideas in mind. Armed with a budget of roughly
$3.6 million and anticipating more than 150,000
visitors, festival wizards are carefully putting the
finishing touches on their own edifice. Now in its
seventh year, the event continues to attract more
international artists, encouraging regional and
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Festival Case Studies

international tourism while impacting local small
businesses.

According to Christine Franquemont, development
director for the festival, the general idea is to
“promote New Haven as a cultural destination.”
According to a survey by Quinnipiac University,

of last year’s visitors, 38.5 percent were from New
Haven, while 66 percent of attendees said they also
attended the 2000 festival. Between 1996 and 2001,
the state invested $5.7 million in the festival, while
nearly double that amount - $10.3 million - was
raised privately. Quinnipiac’s Mark Guis directed
the study and estimates that the total economic
impact was a positive $62 million, with attendance
of 664,300, over the same period.

Certainly the festival organization itself beats the
economic-development drum. Staffing ramps up
to more than 200 workers in time for the festival. Of
the $3.6 million annual budget, approximately 12
percent is spent on marketing and advertising.

“Virtually every dollar is spent in the New Haven
area,” explains Franquemont, “with the exception,
of course, of expenses for the international

artists.” Most artists are provided with lodging in
New Haven-area hotels and dine in downtown
restaurants, compliments of the festival budget.
Event organizers also encourage international
artists to stay in the city for a period of time,
participating in workshops or events at educational

90 Sparks, Nevada - July 2009

venues. In theory, at least, these talented visitors in
turn explore (and spend dollars in) local retail stores
and restaurants.

Franquemont explains that the festival likewise
employs local businesses for transportation,
hospitality and communications, and energetically
recruits local vendors to sell items at the events.

Steve Williams of Jack’s Concessions owns and
operates five mobile food-vending carts in New
Haven. During the International Festival of Arts &
Ideas and the New Haven Jazz Festival, Williams also
operates a food tent on the New Haven Green.

Says Williams: “The festival has a great impact on
the city. Bringing new people downtown puts a
positive spin on New Haven.”

No one much questions the feel-good value of

the festival, but sales directly attributable to the
event are more difficult to quantify for Williams.
“Sales are generally fair; it really depends on the
entertainment,” he says.”l do see an increase during
main-stage weekends.”

In 2001, the economic impact of the festival

was estimated at $20 million, according to the
Quinnipiac study - a 400-percent increase over
the estimated impact reported from the event'’s
inaugural year, 1996. Artists used 1,360 hotel
room-nights in New Haven during last year’s
festival. “We have trouble finding enough rooms,’

adds Franquemont. The festival box office took in
$500,000 from all ticketed events.

Says Philip Forte, general manager of the Holiday
Inn at Yale, “Festivals and events are terrific for
hotels and small businesses. Hotels do better during
[festival] time!

Ten Thousand Villages at 1054 Chapel Street, a non-
profit organization, is one of the oldest and largest
trade organizations in North America, according

to manager Elizabeth Rider. The retail craft store
has handmade crafts from artisans in 30 countries
including Asia, Africa and South America. The
business helps needy artists by displaying their
wares and paying fair market value for their crafts.
“The festivals (including the Jazz Festival) have a
totally positive impact on the store,” Rider says.

Last year Rider’s store recorded a 52-percent
increase in sales between the first two weeks in
June and the last two weeks, when the festival took
center-stage. “We are seeing more New Yorkers,
Equity players and musicians who are coming to the
Shubert or Yale Repertory Theatre,” she says. Rider

is confident that more people browsing the streets
translates into a positive return in sales.

This year the shop plans special promotions and
extended store hours to serve festival attendees.
Rider has extended store hours to 9 p.m. during
the week and opened the store on Sundays as
well. Cross-promotions with the festival include
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a 15-percent discount on all musical instruments
during every Friday in June.

Rider relies on multiple factors to come together to
benefit the store.“Town Green Special Services also
increases the number of available ‘ambassadors,
and this is helpful for the retail community in
general,” says Rider. “And finally, the festival has

an official guide that is user-friendly. Hundreds of
retail establishments are distributing nearly 50,000
program guides.” To sweeten the deal, Rider boasts
that her “folding bamboo chairs are ideal for [events
on] the Green!”

Of the 150,000 anticipated visitors to this year’s
festival, organizers estimate that 75,000 will be
visitors from within the state but beyond New
Haven. Approximately 3,000 international visitors
were counted for the first time last year.

One industry that should benefit from the

additional crowds is the bar and restaurant industry.

Hungry visitors must eat. They will sample New
Haven'’s coffee shops, hot dog stands and fine
dining establishments. The Green will be filled
with tents with an assortment of international and
traditional palate-pleasers.

According to Ashley Sheridan, co-proprietor of
both Anna Liffey’s restaurant/bar and the gift shop
Celtica: “There is definitely an economic impact on
the bar and restaurant industry. The festival is the
vehicle to get people into New Haven!”

And Sheridan counts on them eating a meal,
enjoying a show and then coming back to the
restaurant for an after-show drink.

“It's creative publicity and advertising,” he adds.
“The city could just spend money promoting [New
Haven], but this is events-based publicity and it
works.”

Sheridan points out that the events draw thousands
of people who would otherwise be caught up in
suburban life. Restaurants likewise benefit from the
artists and musicians who dine there.

“The festival has a parallel effect,” explains Sheridan.
“It sows the foundation seeds for the future while
bringing in business now.”When people are talking
about a vibrant downtown, eventually they will
come into the city to see for themselves. In his retail
operation Sheridan knows that any activity is good
for the business: On nights when a show is on at the
Shubert Performing Arts Center, for example, his
sales triple, he says.

Donna Curran, co-owner of Zinc on Chapel Street,
agrees.“"What's good for the city is good for
[businesses].” Pondering the long-term impact,
Curran recognizes that people will come back into
the city if they have had a good time. From an
immediate business standpoint, though, she says,
“The festival giveth and the festival taketh away.”

When visitors are enjoying a large event on the
Green, they are not dining in the restaurant. So
even though there are plenty of hungry bodies
nearby, Curran may have to wait for return visits
before seeing any direct impact.

The festival’s greatest economic impact, obviously,
is felt in the downtown area where most activities
take place. The hotels are clustered there and most
entertainment venues are within walking distance
of one another.

Over on Broadway, where Cutler’s Records & Tapes
is located, the impact is less tangible.

“It is difficult to see in the figures, whether positive
or negative, what impact the festival has on the
business,” says proprietor Philip Cutler.“There is
positive feedback in general, but | can't gauge
whether it's helping or hurting - although I'm pretty
sure it's not hurting [the business]. [Nevertheless,]
people don't like to walk.”

Additional income also flows into transportation
businesses such as taxi services, busses and trains,
not to mention the parking meters and lots.
These are more difficult to quantify, but there is
reasonable certainty that there is some positive
impact during the time of the festivals or any
special events that are centered in New Haven.

Says Paul Ricci, a downtown cab driver, “Last year
we got more calls and did more drop-offs at the
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Green!” More calls pays off in direct sales and more N
tips for his business.

Whether the visitors walk, drive or take public
transportation, downtown retailers appear to be
mainly united in their view of the International
Festival: Bring the crowds in, and bring them in
large numbers. Although the dollars may not be
flowing heavily for all businesses yet, most are
optimistic that they are paving the way for future
sales.

Elizabeth Franquemont quotes one shoreline
resident telling, “I haven't been to New Haven in ten
years - and I'm having a good time.”

Local business people hope that enough “good
times” at the festival will translate into healthy early-
summer sales this year and for many years to come.

e L1
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Case Studies
A Case History of Bricktown

Bricktown, located on the eastern border of
downtown Oklahoma City, was once a warehouse
neighborhood housing the freight operations of
four major railroad companies. Three generations of
unique brick buildings were constructed from the
late 1800's through 1930, the distinctive red brick
giving the area its name.

After years of prosperity, several factors contributed
to the decline of the Bricktown area. The Great
Depression brought a sudden halt to new
construction and delayed needed repairs to older
buildings. During World War Il, resources and
investments were needed in the war effort and the
area fell further into neglect. Post-war suburban
sprawl followed, along with the development of
new industrial parks away from the old commercial
centers.

By 1980, this area once known as the crossroads

of commerce was a graveyard of abandoned

and underutilized buildings in desperate need of
revitalization. Efforts and urban revitalization in the
1960s and 1970s largely ignored the area. However,
developer Neal Horton, known for bucking the
trends, saw new opportunities in the historic area.
While his plan went unrealized due to the oil and
bank crash of 1982, he was responsible for coining
the name “Bricktown’, giving the old commercial
district an identity.

In the early 1990s, Mayor Ron Norick and an army of
leaders formulated a plan to resurrect the area. The
city had lost a bid for a United Airlines maintenance
facility and saw an opportunity to make their

city competitive and attractive for future efforts.
They launched a visionary plan, the Metropolitan
Area Projects (MAPS), an ambitious program

that is one of the most aggressive and successful
public-private partnerships ever undertaken in the
country. The amount spent now exceeds $3 billion.

MAPS was a visionary capital improvement program
that included a series of nine public projects
focusing on sports, recreation, entertainment,
cultural and convention facilities. The projects
included renovations to the Convention Center,
Civic Center Music Hall and Oklahoma City
Fairgrounds, as well as construction of the 15,000
seat AT&T Bricktown Ballpark, the mile-long
Bricktown Canal, the 20,000 seat Ford Center, the
state-of-the-art Ronald J. Norick Downtown Library,
the Oklahoma Spirit trolley system and a stretch of
water transformed into river lakes with trails and
recreational facilities knows as The Oklahoma River.

MAPS was funded by a temporary one-cent sales
tax approved by city voters in December 1993.The
tax expired on July 1, 1999. During the 66 months it
was in effect, more than $309 million was collected.
In addition, the deposited tax revenue earned
about $54 million in interest. The tax was extended
by a vote of the people for six months to cover

cost increases during construction. The tax is now
complete, and the projects are all debt-free.

The number of visitors to Bricktown is increasing
every year as new developments continue to
open. According to the Bricktown Association, the
number of Bricktown visitors went from about 4
million in 1998 to more than 8 million in 2004. It
estimates nearly 10 million people will visit the
district this year.

In Bricktown you can stroll along the mile-long
pedestrian canal, dine at some of Oklahoma City'’s
best restaurants (over 4,000 dining seats available),
take in a game or concert and dance to live music.
Bricktown also includes rides in horse drawn
carriages or relaxing views from the Water Taxi on
the canal. The district is known for its diverse and
varied entertainment options.

Private investments in attractions of the Bricktown
District include Bass Pro Shops, a visually appealing,
high quality outdoor store with indoor aquariums
and an extensive collection of outdoor equipment
and clothing, and Harkin Bricktown 16, a 16-screen
cinema with comfortable seating, complete

food service and childcare facilities for patrons.
The theatre features the largest movie screen in
Oklahoma, the Ciné-Capri, measuring 70 feet wide.
Bass Pro Shops opened in November 2003, and the
Harkins Theatre opened in October 2004.
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The dining and nightlife categories are anchored by
Mickey Mantle’s Steakhouse, Toby Keith’s | Love This
Bar and Grill and Abuelos Mexican Food Embassy in
addition to numerous other quality restaurants.

Hotels in Bricktown include the Colcord Hotel,
Courtyard by Marriott, Marriot Renaissance,
Resident Inn by Marriott, the Sheraton Oklahoma
City and The Skirvin Hilton. A 10-story Hampton Inn
& Suites with a price tag of $20 million is set to open
in the summer of 2008.

The Bricktown Urban Design Committee is
implementing a new comprehensive wayfinding
system, funded by a City General Obligation Bond
Issue, to provide consistent, clear directions to
various destinations, attractions and landmarks

in the Downtown area. The system will eventually
consist of 45 vehicular signs and 22 pedestrian
signs along with 27 kiosks for more detailed visitor
information.

Bricktown is an excellent example of an aggressive
public-private partnership aimed at improving the
city for not only for visitors, but for current residents
and future businesses. The investment into the
downtown area has resulted in a vibrant, exciting
district that brims with life and activity. Southern
Living Magazine ranks downtown Oklahoma City as
one of the 5 best downtowns in the south, and with
good reason. The MAPS projects have breathed
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new life into the heart of the city, creating a thriving
entertainment and dining district out of a desolate
stretch of brick warehouses.
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A Case History of the Gaslamp Quarter

The historic heart of San Diego, California is an
eclectic 16.5 block neighborhood known as the
Gaslamp Quarter. Registered on the National
Register of Historic Places, its 94 historic and
architecturally significant structures house more
than 100 of the cities finest restaurants, 35 pubs
and nightclubs and over 100 retail shops, as well as
theaters, art galleries, offices and residential/work
lofts.

Named for the gas lamps that once lined the streets
of San Diego’s first commercial and business center,
the Gaslamp Quarter is located in the heart of the
city. New Town founder Alonzo Horton established
a wharf at the south end of Fifth Avenue in 1869.
From that point on, Fifth Avenue has served as the
commercial backbone of the Gaslamp Quarter. In
the 1880s, San Diego became a boomtown and by
the time of the Gold Rush, the population swelled
to 40,000. During the same era, a strong community
of Asian businesses began to grow in the area. The
defining character of the Gaslamp Quarter was
established by the Victorian, Italian Renaissance and
Spanish Revival buildings built between 1880 and
1910.

Because the town was a busy military port, the
original district south of Market became a red-light
district, commonly referred to as the Stingaree. llicit
businesses, catering to both miners and sailors,

flourished throughout the turn of the century. In
1912, citizens pressured police into raiding the
Stinagree. With the red-lights of the Stingaree
officially turned off, the Gaslamp Quarter flourished.
The district grew at a steady pace until the Great
Depression slowed development nationwide.

During the 1950s through the 1970s, major
commerce abandoned the smaller scaled buildings
of the Gaslamp Quarter in favor of larger sites in the
north end of downtown. The area was in disrepair
and became a low rent district until the 1970s when
a period of preservation began as public opinion
shifted to support restoring many of downtown San
Diego’s historic buildings.

In 1972 then-mayor Pete Wilson outlined an
aggressive program for revitalizing the physically
and economically blighted downtown. His goals
included drawing retail and commercial business
and residents back to the area, creating a strong
job base and regional government hub. California’s
Community Redevelopment Law provided the
major tools.

In 1974, the Gaslamp Quarter Association was
formed to protect San Diego’s historic district

and unite area business and property owners. In
1976, the first Gaslamp Quarter Urban Design and
Development Manual was adopted by the City
Council. The district was added to the National
Register of Historic Places in 1980 and features the
highest concentration of historically significant

commercial buildings in San Diego.

Mayor Wilson and the City Council created Centre
City Development Corporation (CCDC) in 1975. This
public, nonprofit corporation staffs and implements
downtown’s redevelopment, including the
facilitation of retail, residential, office, hotel, cultural,
educational and public improvement projects. On
behalf of the City and Redevelopment Agency,
CCDC facilitated the public/private partnerships
necessary to turn the area around.

In 1982, the Gaslamp Quarter became a major
redevelopment project area of the City of San
Diego. Several developers and restoration experts
were encouraged to continue restoring the
Gaslamp's Victorian buildings. This led to one of
the most profound joint urban preservation efforts
in San Diego history and capped a downtown
revitalization effort which successfully transformed
a once troubled area.

Today, Gaslamp Quarter has emerged as San Diego’s
prime entertainment and celebration destination.
Conventioneers, baseball fans and weekend diners
congregate here for its lively mixture of restaurants,
cafés, nightclubs and bars in addition to the shops
and accommodations. New residential dwellings
have crowded the downtown area including many
historic lofts. The Gaslamp Quarter continues to
serve downtown residents and employees and the
region at large, as well as downtown’s significant
numbers of tourists. The Gaslamp Quarter’s success
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has served as a catalyst for the redevelopment of
other downtown neighborhoods.

The Gaslamp Quarter features a mix of unique
lodging accommodations from the Victorian-style
132-room Horton Grand Hotel, which is comprised
of two hotels of the 1880s and was once home

to Wyatt Earp, to the 282-room Hilton San Diego
Gaslamp Quarter with its 30 residential-style lofts
and The Keating Hotel, from the same designers of
the luxurious Ferrari automobiles.

Restaurants in the Quarter include Croce’s
Restaurants & Bars, established more than 20 years
ago by Ingrid Croce as a tribute to her late husband
‘70s singer/songwriter Jim Croce and George’s on
Fifth housed in one of the most photographed
historical buildings in the Gaslamp Quarter.
International cuisines can be savored including
Afghan, Brazilian, Chinese, Indian, Italian, Mexican,
Persian, Spanish and Thai at more than 100
restaurants.

The Nightlife in the Gaslamp District features hip
lounges, flamenco dinner shows, an authentic Irish
pub, a dueling-piano bar and the Horton Grand
Theater, home the long running “Triple Espresso—a
highly caffeinated comedy.”

Shops and galleries of every variety are scattered
throughout the 16 square block district.

Shoppers can expand their wardrobe and decorate
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their homes with unique pieces found at shops
such as Villa Moda, Kurios, Splash Wearable Art,
Highlights Lighting, Kita Ceramics & Glassware,
Avitatt and Opium Gallery among others.

The Gaslamp Quarter is home to many popular
events including Mardi Gras, the largest Mardi Gras
party on the U.S. West Coast, Taste of Gaslamp and
ShamROCK (St. Patrick’s Day). PETCO Park, home of
the San Diego Padres, is located one block away in
downtown San Diego’s East Village.



Case Studies

A Case History of the Pearl District

Portland’s premier shopping and arts district

was once an area of abandoned warehouses and
railroad yards along the Willamette River. The Pearl
District’s historic industrial buildings now house
fashionable retail storefronts, restaurants, galleries,
lofts and spas; a nationally renowned shopping,
dining, cultural and urban living district.

The Pearl District began in the early 1900s as a
transportation hub for the city of Portland, with
railroad yards and associated warehousing and
storage facilities. Manufacturing and ancillary uses
boomed and the district prospered during the first
half of the 20th century.

Beginning in the 1950s, water and rail
transportation patterns shifted to highways,
interstates and air. The district was left vacant and
marginalized. Low rents attracted a diverse range
of new tenants and users. The district became an
incubator for start-up businesses, primarily artists
seeking inexpensive space with close proximity to
the downtown and a casual environment.

In the early 1980s, the Pearl District became the
focus of planning efforts to convert under-utilized
warehouses and abandoned rail yards into a
mixed use neighborhood. It started with an urban
design study in the early 1980s, followed by the
1988 Central City Plan, which laid the foundation.
The 1992 River District Vision Plan and 1994 River

District Development Plan added more details.

The efforts culminated in the River District Urban
Renewal Plan, which was adopted in 1998 and
provides tax increment financing for improvements
within the district over the next 20 years.

During the mid 1990s as redevelopment plans
were being formulated for the growing area, local
business owners wanted to find a name for the
emerging district. Many artists had already called
the area home as they lived and worked in the

low cost lofts inside the warehouses. Names like
“warehouse district” and “brewery district” were
considered but the name that stuck helped tell the
story of what was happening in the neighborhood.
The story credits local gallery owner Thomas
Augustine for the name when he compared the
artists’lofts and galleries “hidden” inside the
warehouse buildings to “pearls inside crusty
oysters.” While not poplar at first, an Alaskan Airlines
writer borrowed Augustine’s phrase and the name
stuck.

Today the Pearl District is a marriage of modern
culture and historic preservation. Art and design
remain at its heart. The district contains nearly 30
art galleries; more than 50 restaurants, cafes, bars,
brew pubs and coffee houses; nearly 60 home
furnishing stores and antique shops; more than 60
boutiques, jewelers and specialty realtors and three
public parks with two more being planned. Since
1994 when the first residential unit was erected in
the Pearl District, more than 3500 lofts, condos and

apartments have sprung up in the area.

The Pearl District is also home to three universities:
The Arts Institute of Portland, Pacific Northwest
College of Art and Willamette University.

The dynamic neighborhood is known for its
restored brick buildings, cobblestone streets, and
historic water towers, in addition to numerous
special events held throughout the year including
monthly gallery walks, an annual arts festival, a
summer concert series and a farmer’s market. It is
home to the Portland Center Stage, the Portland’s
premier professional theater company. Portland
Center Stage presents a blend of classic and
contemporary theater to an audience of more than
100,000 annually at its 599-seat main stage, The
Gerding Theater, and a 200-seat black box theater.

The Pearl District Business Association, a not-
for-profit membership based organization, is
responsible for promoting many of the activities
and events held in the district. They also produce
the Pearl District Walking Map, the district’s website,
www.explorethepearl.com, and “Explore the Pearl”
magazine.

The Pearl District, once a forlorn and abandoned
warehouse district, has become a premier
neighborhood for arts, entertainment, shopping
and dining. Visitors flock to the Pearl District to
become immersed in the arts, enjoy fine cuisine
and shopping.
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Sample Ordinance for Sidewalk Dining within the Downtown Area

Only temporary structures are allowed in sidewalk
rights-of-way. The City should adopt an ordinance
permitting restaurants to operate sidewalk cafés
in the downtown district, thereby improving it's
downtown dining ambience.

The following Sidewalk Café Guidelines stipulate
design standards, as well as rules and regulations
that apply to restaurants wanting to provide
sidewalk dining.

Sidewalk Cafe Design Guidelines
and Standards

1. SPACE AND CLEARANCE

Sidewalk cafés are permitted only on sidewalks
with a minimum width of 10 feet from the property
line to the curb face. The area designated for the
sidewalk café shall be considered an extension of
the franchise, therefore the location of the sidewalk
café must be directly in front of the franchise. In

the interest of public safety, if a traffic lane occurs
adjacent to the sidewalk, a sidewalk café will be
permitted only if the minimum sidewalk width is 15
feet.

Sidewalk cafés must maintain a clear pedestrian
path of at least five feet at all times. On sidewalks
with an adjacent traffic lane, the clear pedestrian
path must be 10 feet wide. This clear area must
be free of any obstructions such as trees, parking
meters, and utility poles to allow adequate
pedestrian passage. Sidewalk cafés shall not
interfere with any utilities or other facilities such
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as telephone poles, fire hydrants, parking meters,
mailboxes, or signs located on the sidewalk and in
the public right-of-way.

Sidewalk cafés may not impinge on required clear
distances for maneuvering around entrances or
exits. The outdoor dining area must be accessible to
disabled patrons and employees. When a sidewalk
café is located at a street corner, vision clearance
requirements shall be in accordance with city
ordinance. These regulations may also apply if a
sidewalk café is adjacent to an alley or driveway.

2. FURNITURE AND OTHER ELEMENTS

Tables, chairs, umbrellas, awnings, and any

other elements associated with a sidewalk café
must be of quality design, workmanship, and
materials to ensure the safety and convenience

of patrons as well as to enhance the visual and
aesthetic character of the streetscape and adjacent
neighborhood.

All sidewalk café elements will be reviewed as part
of the sidewalk café permitting process. Sidewalk
café tables and chairs must be placed inside the
area designated for sidewalk dining only. Table size
should be kept to a minimum to avoid crowding.
Appropriate density of tables and chairs will be
reviewed. Permanent structures are not permitted
in sidewalk cafés. Elements cannot be attached
permanently to sidewalks or public rights-of-way.
The permit holder is responsible for the restoration
of the sidewalk or public right-of-way if any damage
is caused by the sidewalk café.

Temporary physical barricades to separate
sidewalk cafés from pedestrian traffic are allowed
if they are constructed of finished quality materials
including wrought iron chains, rope stanchions,
picket fencing, planters, etc. Physical barriers are
required if liquor is sold at a sidewalk café. No
signs shall be placed on barricades. Paper products
for the consumption of food or beverages are not
permitted.

3. OVERHEAD STRUCTURES

Umbrellas and other temporary overhead
structures are subject to approval during the
sidewalk café permitting process. No portion of
any umbrella shall be less than seven feet above
the sidewalk. Umbrellas and overhead structures
cannot interfere with street trees, must be weather
resistant, and designed to be secure during windy
conditions.

Awnings, either permanent or temporary, are
subject to approval during the sidewalk café
permitting process. Awnings shall have no support
posts located within the public right-of-way, and
no portion of an awning shall be less than eight
feet above the sidewalk.

4. SIGNAGE

Signs advertising the sale of goods or services
at a sidewalk café are prohibited. This includes
sandwich boards, banners, and signs on furniture



or umbrellas. Menus are restricted to a maximum
size of 9x12 inches. A sign must be posted in a
visible location at every sidewalk café that states:
“It is unlawful to consume alcoholic beverages not
purchased at the permit holder’s establishment

or sidewalk café or to remove alcoholic beverages
from the sidewalk café.”

5.LIGHTING

Lighting for sidewalk cafés is subject to approval
during the sidewalk café permitting process.
Lighting must complement the existing building
and sidewalk café design and shall not cause a
glare to passing pedestrians or vehicles. Electrical
wires are not permitted within the sidewalk café.
Acceptable tabletop lighting includes candles and
low-wattage battery-operated fixtures. Additional
lighting may be attached to the adjacent franchise
provided that approval is obtained from the city.

6. OUTDOOR HEATERS

Outdoor heaters for sidewalk cafés are subject
to approval during the sidewalk café permitting
process.

7.VENDING MACHINES, CARS

Vending machines, carts, or other objects for sale
are prohibited.

8. SERVICE AND USE

All services provided to sidewalk café patrons as
well as all patron activity (waiting, sitting, dining,

etc.) must occur within the designated sidewalk
café area and not impinge on pedestrian traffic at
any time. No alcoholic beverages may be stored or
mixed in the sidewalk café. Equipment necessary
for dispensing any other items is subject to review
during the sidewalk café permitting process. The
franchise must provide supervision of the sidewalk
café to ensure that operations and the conduct of
patrons are in compliance with this document at all
times.

9. INSURANCE REQUIREMENTS

Every sidewalk café permit holder must furnish

a certificate of insurance proving commercial
insurance coverage of at least $1,000,000 for
bodily injury, death, disability, and property
damage liability. The policy shall provide for 30
days' prior written notice to the city if coverage is
substantially changed, cancelled, or not renewed.
The city shall be named as an additional insured on
a primary, non-contributory basis for any liability
arising directly or indirectly from the operation of
a sidewalk café. The permit holder shall indemnify,
defend, and hold the city harmless from any loss
that results directly or indirectly from the permit
issuance or operation of the sidewalk café. If
alcoholic beverages are served at the sidewalk
café, the permit holder shall provide proof of liquor
liability insurance for the sidewalk café with limits
not less than $1,000,000 in such type as shall be
acceptable to the city.

Each permit holder shall maintain the insurance
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coverage required during the permit period. The
certificate(s) of insurance shall be presented to

the zoning administrator prior to the issuance of a
permit. Failure of the permit holder to maintain the
insurance required by this document shall result in
the revocation of the sidewalk café permit.

RULES AND REGULATIONS

1. Asidewalk café permit is valid for one year from
the date of issuance.

2. Sidewalk cafés shall not operate earlier than 6:00
a.m. or later than 11:00 p.m. unless the hours of
the franchise are more restricted, in which case
the more restrictive hours apply.

3. All sidewalk café employees must comply with
all requirements and standards for a retail food
establishment.

a) Patrons must wear shoes and shirts at all
times.

b) All sidewalk cafés must have an opening for
ingress and egress at all times.

c) Atall times, sidewalk cafés must adhere
to size, design, and other requirements
approved by the city.

d) Strict adherence to hours of operation,
approved layout, and clear space for
pedestrians is mandatory.

4. All areas within and surrounding a sidewalk café
must be maintained in a clean, neat, and sanitary
condition and policed routinely by permit
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holder to ensure removal of all wrappings, litter,
and debris. Daily sanitary cleaning is required.
Sidewalks within and adjacent to a sidewalk
café must be washed down on a daily basis. The
permit holder shall not wash garbage cans or
other containers on the sidewalks. All cleaning
must be performed in accordance with city
regulations.

5. Sidewalk cafés are prohibited from playing
amplified music, whether live or recorded. No
speakers, microphones, televisions, or other
audio or video devices are permitted.

6. The operation of the sidewalk café must be
clearly incidental to the associated franchise.
The seating capacity of the sidewalk café cannot
exceed 50 percent of the establishment’s interior
seating capacity.

7. Sidewalk café tables, chairs, and other elements
must be removed immediately after the close of
daily operations. Stacking or storing of tables,
chairs, heaters, or any other element in the
public right-of-way is prohibited.

8. City code enforcement officers will monitor
sidewalk cafés after permits have been issued
and cafés are in operation. Any violations of
the provisions of these rules and regulations, or
any deviation from approved plans will result
in citations being issued and/or permit being
revoked.

9. Any permit holder, or his or her employees, who
violate or resist enforcement of any provisions
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of this document may be subject to immediate
permit revocation by the city and subjectto a
fine provided that each day that such violation
continues shall be deemed a separate and
distinct offense. The fines shall be in addition to
any expenses incurred for restoration or repair
of the public right-of-way, which shall be the
responsibility of the permit holder.

10. Permit holders shall be required to
maintain a current city business license.

11. Permit holders shall be required to abide
by all federal, state, and local laws.

12. If a permit is issued, the permit holder is
required to pay an annual rental fee in the form
of certified funds in the amount of $
per square foot.

PERMIT

In order to receive a permit for a sidewalk café

on a public right-of-way, the applicant must
demonstrate that the provisions of these guidelines
will be met. Documentation demonstrating
compliance with these guidelines must accompany
the application in order to receive a permit. A
sidewalk café permit will not be issued until

the zoning administrator and fire marshal have
conducted a site inspection of the proposed
sidewalk café and all elements to be placed therein
to ensure that the sidewalk café is in compliance.
The city will send an invoice to renew the sidewalk
café permit annually. If the permit is not renewed or
does not conform to the original conditions of the

permit, a new permit may be required.

Name of Franchise

Address

Owner/Proprietor

Owner/Proprietor Address

Owner/Proprietor Phone

Mobile

Anticipated period of use each year

Proposed hours of operation

Total area of public right-of-way to be used for
sidewalk café (in square feet)

Will liquor be sold or consumed in the sidewalk
café? Yes No

Application must include both a site plan and
seating plan with the following information:

SITE PLAN
SEATING PLAN

3 copies (8.5x11)



copies (8.5x11)

Legible
Legible

Scale
Scale

North arrow
North arrow

Name, address of franchise
Width of sidewalk adjacent to café

Name of adjoining streets, alley
Size of area proposed for café

Width of sidewalk adjacent to café
Shows building entries and exits

Location of existing improvements

Location, number of tables and chairs (utility
poles, parking meters, etc.)

Location and dimensions of sidewalk area
proposed for café and sidewalk width remaining for
public access (min. 5 feet)

Location and dimensions of any proposed
improvements associated with sidewalk café
(awnings, planters, barricades, etc.)
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From hot spots to hot zones, Wi-Fi is spreading
Spokane, Wash., Rio Rancho, N.M., and Cook County, Ill., are pushing wide-area Wi-Fi

Bob Brewin

Reprint from Computerworld

June 24, 2004 (Computerworld) Wi-Fi hot spots

are starting to morph into Wi-Fi hot zones as

local governments around the country adapt

the technology to provide broadband service for
mobile police and fire units, as well as wireless
public Internet access over wide areas. Hot

zones can now offer access in areas ranging

from downtown cores to networks that blanket
hundreds of square miles in a city or county. Just
yesterday, Spokane, Wash., turned on a Wi-Fi
network designed to provide Internet access -- as
well as broadband service to public safety units
--in a 100-block area of downtown. And the city
of Rio Rancho, N.M., located 22 miles north of
Albuquerque, plans to turn on the first phase of a
dual-use public safety and Internet access network
on Saturday. Once complete, it will eventually
cover 103 square miles. Besides providing

needed service, officials in both Spokane and Rio
Rancho view their Wi-Fi networks as key economic
development tools at a time in which high-speed
Internet access is considered a must for most
businesses. Cook County, lll., which includes the
city of Chicago, received funding and authorization
last week for the first phase of a massive Wi-Fi-
based public safety network that will eventually
cover all 940 square miles of the county. It will
provide mobile data service at speeds up to 54Mbit/
sec. to public safety users in Chicago and 128 other
towns and cities. These three local government
entities envision using a number of methods to

provide the Wi-Fi access, including mesh networks,
high-gain antennas or a combination of tall towers
and an extensive fiber-optic backbone. The goal

is to turn Wi-Fi, a technology designed for short-
range communications of between 100 and 300
feet, into the building blocks of metropolitan-area
or wide-area networks. Joel Hobson, network
services manager for the city of Spokane, said the
downtown hot zone there is a mile long and a
third of a mile wide and is covered by five 802.11b
Wi-Fi base stations and high-gain antennas

from San Francisco-based Vivato Inc. Vivato's
research and development division is located in
Spokane. Hobson said the Vivato antennas, which
used phased-array technology to electronically
“steer” narrow beams to individual users, have a
range of four miles. Public safety users access the
network through a VPN connection, and Spokane
has equipped roughly 50 vehicles, primarily fire
trucks with rugged mobile computers from locally
based Itronix Corp., to access the network, Hobson
said. Spokane eventually wants to equip between
1,000 and 1,250 police, fire and emergency services
vehicles with Itronix computers. Spokane also
hopes to eventually extend the Wi-Fi hot zone
citywide, he said, although there is no time frame
for doing so. When public safety vehicles roam out
of the Wi-Fi hot zone they automatically switch to a
cellular data network using iCare mobility software
from Itronix, which is based on the company’s
mobile network roaming software. Backhaul from
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the Vivato base stations is provided by a local
Internet service provider, OneEightyNetworks,
which has fiber-optic networks running at speeds
ranging from 155Mbit/sec. to 2.4Gbit/sec., Hobson
said. Robin Toth, Spokane’s economic development
project manager, said users will receive free
wireless Internet access for two hours per day. By
the fourth quarter of the year, broadband provider
OneEightyNetworks will make additional hours of
Wi-Fi access available through purchase of a day
pass or a monthly subscription. Toth said the hot
zone is seen as an economic development tool

to attract businesses seeking cities with a robust
telecommunications infrastructure. The hot zone,
which cost $50,000 to $75,000 to develop and
deploy, has already started to pay off in terms of
publicity, which attracts business, Toth said. The city
of Rio Rancho, which is home to an Intel Corp. chip
plant, also views its planned 103-square-mile hot
zone as an economic development tool, according
to City Manager Jim Palenick. Rio Rancho wants to
be known as a city with “cutting-edge technology”
to lure new businesses, including high-tech film and
television postproduction studios seeking state of
New Mexico funding and tax incentives for movies
and TV programs, he said. The dual-use network

is also designed to support public safety users,
schools and hospitals, Palenick said. Lisa Schimmel,
Rio Rancho’s IT manager, said the city is still
developing its plans for the network, which won't
be fully deployed until December. She expects that
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mobile police units as well as code enforcement
officers will be able to access the network using
rugged notebook computers equipped with Wi-Fi
cards. Intel helped Rio Rancho evaluate bidders for
the dual-use network, Palenick said, and last month
the city tapped Usurf America Inc. in Colorado
Springs to build it. Ken Upcraft, Usurf’s president,
said his company intends to blanket the city with

a mesh Wi-Fi network that provides service under
the 802.11a/b/g standards. The 802.11a standard
provides 54Mbit/sec. in the 5-GHz band; 802.11b
offers 11Mbit/sec. in the 2.4-GHz band; and 802.11g
offers 54Mbit/sec. in the 2.4-GHz band. Usurf
intends to install about 600 of its own design
802.11a/b/g access points in Rio Rancho, with a
wireless backhaul based on the 802.16 standard
between major mesh nodes, Upcraft said. In a
mesh network, the access points communicate
with each other in a“multihop” sequence, with the
wired backhaul at the edge of the mesh network or
subnetwork. The wireless backhaul will terminate
at a wired DS-3 (43Mbit/sec.) connection to the
Internet, Upcraft said. Communications for city
agencies will be handled over a firewalled network
with 128-bit encryption, Upcraft said. Usurf

has a tiered pricing structure in Rio Rancho for
public access that is competitive with DSL or

cable modem service, Upcraft said. Rates start at
$29.95 a month for 256Kbit/sec. service and go

up to $49.95 a month for 1Mbit/sec. service. As

for Cook County, it has ambitious plans to use

Wi-Fi hot spots as the basis of a public safety
network that will eventually support mobile users
over 940 square miles, according to Katherine
Maras O’Leary, the county’s ClO. O’Leary said she
received $12.1 million in funding this month for the
network infrastructure, which will include about
150 802.11b/g access points, which should provide
95% coverage for mobile units operating in the
county. Dudley Donelson, the county’s deputy
director for IT, said Cook County expects to boost
the range of the Wi-Fi access points by mounting
them on 200-ft.-tall towers owned by the county.
This height should provide a 3-mile range for the
access points, Donelson said. Backhaul from each
access point would be provided by a countywide
fiber-optic network, which operates at data rates

as high as 2.4Mbit/sec. Cook County has already
equipped 80 police tactical squad vehicles with
rugged computers hooked up to Cisco Systems

Inc. 3200 Series mobile routers. Besides supporting
Wi-Fi connections, these routers also have plug-

in cards that can communicate with cellular or
satellite networks, ensuring they can always
communicate if they get out of range of a Wi-Fi
tower, Donelson said. O’Leary said she expects that
2,000 mobile public safety vehicles in Cook Country
will eventually be able to access the Wi-Fi network.
Donelson said all of the Wi-Fi access points should
be installed by next year.



Wireless Downtown Information

Free WiFi is becoming increasingly common in cities
across the country. Cities wanting to bring more
business to their downtown areas are finding that
offering free WiFi can be an excellent way to add
value.

There are two basic models that cities are following.
One model involves the city buying, setting up, and
maintaining the wireless network and providing
the service to a blanket area for free. Anyone in

the vicinity can pick up the signal and use the free
internet access, whether they are on a park bench,
in a coffee shop, or sometimes even at home, if they
live in the hot spot area.

In this model, the city owns and operates the
system, and pays for the equipment and monthly
internet access fees. Many cities are utilizing a
portal site, which loads automatically when a user
hooks up to the network. This site is where the user
logs on to the system, and can also find information
about the network, troubleshooting tips, etc. Some
cities, like Long Beach, CA, are using this site to sell
advertising to local businesses, helping to offset the
monthly costs of the WiFi system.

Another model involves the city, or a non-

profit corporation as in the case of Austin, TX,
coordinating and managing the network, while
individual venues pay for their own equipment and
monthly fees. In this model, the city does not own
the entire network per se, but acts as a centralized
channel to promote and coordinate the city’s free
WiFi system.

Austin, TX is a great example of a city that is using
WiFi very successfully.

Austin Wireless, Inc. is a non-profit corporation set
up to improve the quality and availability of free
public WiFi in Austin and the surrounding areas.
They promote the managed network, coordinate
the installation of hot spots, monitor the network,
and coordinate support to the venues and users.

The venues, such as restaurants, coffee shops, etc.
pay for installation of the necessary equipment

and pay a monthly fee for broadband access. They
in turn, provide WiFi free to their customers. The
cost for equipment and installation is around

$385 and they pay less than $30 per month for the
internet access. Some businesses are eligible for
free installation from volunteers on weekends and
companies that demonstrate financial need may be
eligible for equipment donations.

They currently have 70,000 registered users who
combine for 20,000 connections per month. They
consider their model to be extremely successful,
calling it “economy-proof, politics-proof and hype-
proof”.

They have found that since starting the WiFi
program in downtown Austin, business at cafes
and restaurants has been boosted during off-peak
hours, the time when these businesses want to
increase their customers. If one hour of usage
roughly translates into a cup of coffee, bagel,

beer or sandwich, then in 2004 the 115,463 hours
represent about $500,000 of revenue pumped into
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businesses providing free WiFi.

Spokane, WA is an example of a city using the first
model; the city set up a wireless network over a 100
block area, creating a hot zone where any user can
log into the network for free. They provide up to

2 hours per day for free and subscription plans are
planned for users who want more time on a regular
basis. The system in Spokane cost approximately
$75,000 to install in 2004.

Adding WiFi, using the model that is appropriate
for the location, can be a great way to add value for
locals and visitors alike. Internet usage continues
to grow and people appreciate easy access to

their email, the Internet, etc. Offering free internet
access is a way to make your downtown more

appealing.
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Street Performers Ordinance Sample

The City should encourage such performances,
while at the same time recognizing that they
draw crowds that may create safety problems.

An ordinance should be adopted by the City that
stipulates rules and regulations governing street
performance, so the safety of performers, their
audiences, and the general public is ensured. All
street performers should be required to obtain

a permit. Street performers add a cosmopolitan
flair to a community and entertain residents and
visitors alike. The following Street Performer
Guidelines stipulate rules and regulations govern-
ing this activity. This is a compilation of docu-
ments from several cities that recognize the value
of street performance. A sample application is
included at the end of the guidelines.

Street Performer Guidelines

No person shall perform in a public area without
a permit from the city. The permit must include
the name and address of the performer, term of
the permit, and the type and location(s) of the
performance. A performer shall clearly display his
or her permit while performing and allow inspec-
tion of the permit by any city official or police
officer. All performances must comply with this
document, state and local laws, and conditions

of the permit. Permits are not transferable and
each member of a group who perform together is
required to obtain an individual permit.

Every person wanting to engage in street per-
formance is required to make a written applica-
tion for a Street Performer Permit from the city
clerk accompanied by a fee established by the
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city. The application form requires the following
information:

* Applicant’s name, address, and phone
number.

* Birth date of applicant.

* Applicant’s driver’s license or personal iden-
tification number.

* A description of the subject matter and
method of performance.

* The period for which the permit applies.

* The location of areas in which the perfor-
mance will be conducted.

* A statement as to whether the applicant has
ever been convicted of a felony.

* A 2x2 inch color photo of the applicant’s
head and shoulders.

* A signed permission slip from the property
owner, if performance is to occur on private
property.

Rules & Regulations

LOCATION:
Performances may take place in the following
locations:

a) On private property, with the written per-
mission of the owner or other person in control
of such property.

b) In public areas designated by the city.

TIME:
Hours during which performances may occur are
determined by the city.

CONTRIBUTIONS:
Performers may accept, but not verbally solicit,
contributions from audience members.

PROHIBITIONS:
No performer shall:

a) Perform without first obtaining a permit is-
sued by the city.

b) Perform outside areas indicated on the map
that accompanies this document or off the private
property for which the performer has

obtained written permission.

©) Perform within 10 feet of any bus stop,
street corner, pedestrian crosswalk, or the en-
trance to any business (during hours the business
is open to the public).

d) Block or obstruct the free and safe move-
ment of pedestrians. If a sufficient crowd gathers
to observe a performer and interferes with public
passage, a city police officer may disperse that
portion of the crowd that is blocking passage.

e) Use any knife, sword, axe, saw, torch, flame,
or other object that can cause serious bodily
injury; any amplification device; any generator,
battery, or power source that poses a fire or pub-
lic safety hazard; any electrical connection to an
adjacent building or city power source.

) Leave litter at his or her performance site.

g) Utilize or prevent the public from using any
public benches, waste receptacles, or other street
furnishings during his or her performance.

h) Place any object on a public sidewalk that
leaves less than a five foot passage for pedestrian
traffic.

i) Place his or her instruments, props, equip-
ment, or other items unattended on a public
sidewalk or right-of-way:.



) Offer any items for sale. Performers who
wish to sell items must first obtain a city peddler’s
license.

k) Display any sign other than the name of the
performer(s) and the Street Performer Permit.

D Include a minor under the age of 16 in the
performance unless accompanied at all times by
a responsible adult 18 years of age or older.

REVOCATION OF PERMIT:
A Street Performer Permit may be revoked by the
city if the city clerk has reason to believe that a
performer has:

a) Violated any provisions of this document or
any city or state laws.

b) Made a false statement in the application.

¢) Conducted a performance adverse to public
safety or prevailing community standards of pub-
lic decency.

COMPLAINTS AND APPEALS:

If a written complaint is filed with the city alleg-
ing that a performer has violated any provisions
of this document, the city clerk shall promptly
send a copy of the written complaint to the
performer, together with a notice that an investi-
gation will be made regarding the truthfulness of
the complaint. The performer will be invited to
respond to the complaint, present evidence in his
or her behalf, and respond to evidence produced
by the investigation. If, after reviewing all relevant
material, the city clerk finds the complaint to be
valid, the complaint shall be certified. If a per-
mit is denied or revoked by the city clerk, or if a
written complaint is certified, the permit holder
may appeal to a hearing before the city manager.

Supplemental Information @

After presentation by the permit holder and investigation by the city clerk, the
city manager shall make a final written determination. If the city manager de-
cides in favor of the city clerk, the action of the city clerk will be sustained and
the applicant may appeal the decision to a court of jurisdiction.

STREET PERFORMANCE APPLICATION

Name of Applicant

Address

Phone

Birth date

Driver’s License or ID Number

Proposed hours of performance

Proposed location(s) of performance
(note: written permission of property owner required if on private property)

Describe the subject matter and method of performance

Have you ever been convicted of afelony? ___ Yes _______ No
Applicant must include the following:

__ 2x2inch color photo of head and shoulders

___ Driver’s license or other photo ID

Written permission of property owner if performing on private property
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