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Economics Research Associates

November 19, 2001

Council Study Session
305 North El Dorado Street
Stockton, CA 95202

Dear Council Study Session Attendee:

Economics Research Associates (ERA) was retained by the City of Stockton
(City) on October 1, 2001 to perform an arena/meeting center feasibility study based on
the following scenarios (both of the scenarios also involve a hotel):

1 — Feasibility of an arena with potential trade/exhibit uses to be located within
the arena and at the other existing meeting facilities already constructed
within the City (similar to the Bank of America Centre in Boise, Idaho)

2 — Feasibility of an arena and a new meeting center located adjacent to one
another (similar to the proposed project in Vancouver, Washington).

The proposed project components are to be located on the potential North Shore
redevelopment site. Throughout our study, we have been reporting to Steve Pinkerton
and to Sue Brause, and have spoke to several individuals throughout the City.

To date, we have prepared and delivered a memorandum regarding the viability
of the hotel being added to the Stockton marketplace in addition to the proposed a 128-
room Hilton Garden Inn Hotel, with approximately 2,500 square feet of meeting space, is
in the final planning stages and about to be developed. It is proposed to be developed on
the March Lane corridor near the Courtyard by Marriott and the Residence Inn hotels.

We have been asked to present our “very preliminary” findings to date at the City
“Council Study Session” (Study Session) on Friday, November 30, 2001. At the Study
Session, we anticipate coming to an agreement as to the next steps in the study and plan
to pass out additional documents. Your input and involvement is extremely helpful and
can and will make the feasibility study the best that it can possibly be.

In advance of the Study Session, we have prepared a brief information package
describing ERA, our qualifications, an outline of what we plan to discuss at the study
session, and a variety of published selected articles regarding arenas, conventlon centers
and development surrounding theses public assembly projects.

Economics Research Associates

ERA is a California Corporation founded in 1958. ERA has a 40-plus year
history and is the nation’s largest independent firm specializing in land use economics.
We maintain eight offices (full-service offices in San Francisco, Los Angeles,
Washington, D.C., Chicago, and London plus smaller, full time offices in New York, San
Diego and Dallas). There are currently approximately 90 professional staff firm-wide.

In domestic and international projects, ERA has completed more than 14,000
research and consulting assignments for both public and private clients. Fusing talents of a
multi-disciplined staff, the firm's experience has concentrated in five interrelated fields: (1)
recreation, tourism, and leisure time; (2) public assembly facility feasibility and operations;
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(3) economic development and planning; (4) real estate and land use; and (5) management
and marketing services.

Previous Stockton Assignments

Below is a sample of some of the projects that ERA has completed in the City of
Stockton:

® Market and economic analysis for a proposed Stockton
convention/conference center

® Market and financial analysis of the proposed Rio Blanco golf course

* Valuation of the Brooks Country Club
® Market and financial analysis for golf course and conference hotel

® Market analysis of Weston Ranch (residential and commercial uses)

The Sports and Entertainment Industry

The sports and entertainment industry is a highly specialized and complex
industry. Successful consulting to this industry requires an in-depth knowledge and
extensive experience in a broad range of areas. Sports and entertainment consulting
encompasses not only diverse organizational and technical issues, but many projects must
also be performed under public scrutiny in a complex marketing, financial, and statutory
environment. Day-to-day project work and the results of all project activities must be
consistent with industry practices and procedures. Skills in a variety of functional and
technical areas must be exercised to support the range of services required by the

industry. We have a dedicated sports practice group that specializes in arena and stadium
studies in the following locations:

®* Vancouver, Washington (near Portland, Oregon) — 7,000-seat arena and

connecting convention center to be used for minor league sports and other
events.

Boise, Idaho — a real estate appraisal for the refinance of a 5,500 seat arena
which is used for minor league sports. This analysis is to be used in a
financing package with Piper Jaffray.

¢ California State University, Fresno — market and financial analysis of the
proposed 16,000 seat Save Mart Center to be located on the campus. This

analysis is currently being used in an offering statement with Salomon Smith
Barney.

Las Vegas, Nevada — market and financial feasibility study of a proposed
minor league sports arena to be located as part of the “Freemont Street
Experience” in downtown Las Vegas. Anchor tenants are to be either minor
league hockey or the Harlem Globetrotters.

Savannah, Georgia — market and financial analysis of the existing 10,000 seat
Martin Luther King, Jr. Arena or the potential for a new arena.
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* Springfield, Missouri — 8,000 to 10,000 seat arena to be used for minor
league sports and other events.

* Prospect Heights, Illinois (near Chicago, Illinois) — 11,000-seat arena to be
used for minor league sports and other events. Analysis currently being
distributed as part of a financing package by UBS PaineWebber.

* Glendale, Arizona — feasibility of an approximate 6 to 7,000 seat arena to be
used for minor league events.

* Louisville, Kentucky — financial analysis for the proposed downtown arena
which was to be the future home to the National Basketball Association
(NBA) Vancouver Grizzlies.

* Market and financial analysis of a renovated baseball stadium in Portland,
Oregon, as well as the acquisition of Class-AAA and Short-Season Class-A
minor league baseball franchises. This analysis was prepared for a
Prudential Securities bond offering.

* Review of market and financial projections for the proposed arena for the
City of Los Angeles. Subsequently, we prepared a market, financial and
valuation consulting for the LA Arena Company (Staples Center) regarding
entertainment and retail uses surrounding the arena and Convention Center.

* Several on-going consulting assignments related to wvarious Dodger
Stadium issues, potential minor league venue relocation issues, spring

training relocation or sell issues, among others, for the Los Angeles
Dodgers.

® Spring training alternatives for the Texas Rangers baseball club.

® Market and financial overview for a Class-A League minor league baseball
franchise to relocate to Oxnard, California.

®* Market and financial feasibility for a proposed Independent League
Baseball stadium in Springfield, Massachusetts

Convention Center Industry

Within our public assembly facility practice, ERA has completed several hundred
studies of initial development or expansion of a wide variety of meeting and exhibition
facilities. These include some of the largest convention centers in North America, as well as
modest sized community-scale facilities, and very small conference and retreat centers.
Recent work at the large end of the continuum includes:

* San Francisco — expansion feasibility and economic impact for the Moscone

Convention Center.
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* Los Angeles — national assessment of best practices in the management and
marketing of major convention centers for application to the Los Angeles
Convention Center.

e Salt Lake City — feasibility of expansion for the Salt Palace, as well as feasibility

of a second exhibition facility in Sandy, Utah, to accommodate local public
shows.

* Vail, Colorado — market analysis, financial feasibility, and operating projections
for a conference center.

* San Mateo, California — feasibility of a day-use corporate conference center as
part of the expansion program for the San Mateo County Expo Center.

* San Jose, California — market support and financial projections for exhibition
facilities and conference center facilities at the Santa Clara County fairgrounds.

* Red Bluff, California - feasibility of a conference center to work in conjunction
with existing hotels.

* Sequoia National Park — feasibility of the Wuksatchi Village with and without a
conference center/meeting facility component.

* Palm Springs — evaluated the feasibility of expanding the existing
convention center.

* Reno - feasibility of an approximate 100,000 square foot convention center
to be located in the downtown area.

* (California Expo, Sacramento — feasibility of proposed convention center
facility

* San Francisco — expansion feasibility and economic impact for the Moscone
Convention Center.

Los Angeles — national assessment of best practices in the management and

marketing of major convention centers for application to the Los Angeles
Convention Center.

* Salt Lake City — feasibility of expansion for the Salt Palace, as well as
feasibility of a second exhibition facility in Sandy, Utah, to accommodate
local public shows.

* Vail, Colorado — market analysis, financial feasibility, and operating
projections for a conference center.

* San Mateo, California — feasibility of a day-use corporate conference center
as part of the expansion program for the San Mateo County Expo Center.

* San Jose, California — market support and financial projections for
exhibition facilities and conference center facilities at the Santa Clara
County fairgrounds.
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» Pomona — feasibility of a conference center to work in conjunction at the
Los Angeles Fair.

Outline of Study Session Topics (subject to change)
Demographics and General Overview
* List of existing meeting facilities within Stockton

*  General Stockton Demographics
- Population

- Income
- Employment
- Other
Arena Analysis
* Trends in Mid-Sized Arenas
¢ Comparable Mid-Sized Arenas
- Name
- Location
Year Built

Seating Capacity
* Competitive Arena Market Areas
* Comparable Arena Market Areas
* Potential Arena Anchor Tenants/Sports Leagues
- West Coast Hockey League
- Central Hockey League
- American Hockey League
— Arena Football 2
— Indoor Professional Football League
— National Professional Soccer League
- World Indoor Soccer League
- Continental Basketball Association
- National Basketball Development League
- Others
* Other Arena Events
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Family Shows
Concerts
Other Sports
Community Events
Trade Shows
Other

* Arena Operating Revenues (General)

Ticket Revenues

Concession (food and beverage) Revenues
Novelty (merchandise) Revenues

Parking Revenues

Other Revenues (public skating, box office fees, etc.)

* Arena Operating Revenues (Contractually Obligated Income)

Luxury Suite Revenues
Club Seat Revenues
Advertising and Partnership Revenues

Naming Rights Revenues

* Arena Operating Expenses

Staffing Expenses

Utility Expenses

Management Expenses

Non-Recoverable Event Related Expenses
Property Tax Expenses

Other Expenses (administration, building, professional fees, insurance,
etc.)

* Arena Development Issues

Establishment of an Anchor Tenant(s)
Competition from other Competitive Venues
Community/Corporate Support

Public Sector Participation

Project Funding
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Convention Center Analysis
* Local Meeting & Exhibition Facilities in the Stockton-Lodi MSA
— Name
- Location
— Year Built and Last Renovation
— Total Function Space
-  Primary Use
* Competitive Convention Center MSA Markets
- Demographic overview

- Major Meeting & Exhibition Facilities (Location, Year Built, Last
Renovation, Total Function Space)

- Total Function Space (Meeting & Exhibition Facilities and Hotel
Properties)

— Total Hotel Inventory
¢ Comparable Convention Center MSA Markets
- Demographic overview

- Major Meeting & Exhibition Facilities (Location, Year Built, Last
Renovation, Total Function Space)

— Total Function Space (Meeting & Exhibition Facilities and Hotel
Properties)

— Total Hotel Inventory

Review of Hotel Marketplace
— Hotel Room Inventory in the Stockton-Lodi MSA
- Hotel Occupancy in the Stockton-Lodi MSA
- Hotel Room Rates in the Stockton-Lodi MSA
— Planned and Proposed Hotels in the City of Stockton
—  Future Outlook for Hotel Marketplace

Selected Published Articles

We have included at the end of this memorandum, a selection of recent articles
from various arena and convention industry publications, including Amusement
Business, TradeshowWeekly, Urban Land, and Leisure Management. These articles
illustrate some of the current development and market dynamic trends found within the
overall industry. Below is a chronological list of the articles provided.
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Arenas

Mooradian, Don. “Celebrating Spokane Arena 5 Great Years! Putting this
Sleepy East Washington Town on the Map.” Amusement Business
Spotlight 18 Sept. 2000: 13+.

Barbieri, Kelly. “New Jersey’s Sovereign Bank Arena to End First Year on
Strong Note.” Amusement Business 18 Sept. 2000: 10.

Mooradian, Don. “With 14,000-Seats & 16 Luxury Suites, CenturyTel

Center is the Pride of Bossier City.” Amusement Business Spotlight 23
Oct. 2000: 13+.

Emmons, Natasha. “Draw Low for Women’s Pro Football League, But
Demographic’s Desireable.” Amusement Business 23 Oct. 2000: 10.

Mooradian, Don, et al. “New Venues One Year Later.”” Amusement
Business Spotlight 30 Oct. 2000: 16 — 22.

Mooradian, Don. “Nutter Center Wright State University. Still Going
Strong 10 Years After Putting Wright State and Dayton on the Map.”
Amusement Business Spotlight 25 Dec. 2000: 72 — 73.

“Top 20 Venues.” Amusement Business 25 Dec. 2000: 52.

Deckard, Linda. “Year in Review 2000 Chart Topper: Van Andel Arena.
Grand Rapids, Mich.” Amusement Business 25 Dec. 2000: 52.

“Top 20 Venues.” Amusement Business 25 Dec. 2000: 54.

Deckard, Linda. “Year in Review 2000 Chart Topper: Madison Square
Garden. New York City.” Amusement Business 25 Dec. 2000: 54.

“Arenas & Stadiums Opened in 2000.” Amusement Business 25 Dec. 2000:

60.
“New Venues. Facilities Set to Open This Year.” Amusement Business 8
Jan. 2001: 18.

Muret, Don. “Venue Managers Scramble to Fill Void Left by CBA.”
Amusement Business 19 Feb. 2001: 8.

Deckard, Linda. “Global Spectrum Invests in Planned $42 Mil London
(Ont.) Hockey Arena.” Amusement Business 19 Mar. 2001: 9.

Emmons, Natasha. “Cox Pavilion. One of the Industry’s Finest
Entertainment Complexes Just Got Better with $16.8 Million Cox
Pavilion.” Amusement Business Spotlight 21 May. 2001: 9.

Emmons, Natasha. “Partnerships Essential for Success in Vegas Market.”
Amusement Business Spotlight 21 May. 2001: 10.

Emmons, Natasha. “Promotions Help Generate Big Picture.” Amusement
Business Spotlight 21 May. 2001: 11.
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Emmons, Natasha. “UNLV Boasts Long Tradition Providing Top
Entertainment.” Amusement Business Spotlight 21 May. 2001: 14.

Emmons, Natasha. “Selling Backstage Amenities to Keep Performers on
Stage.” Amusement Business Spotlight 21 May. 2001: 14.

Muret, Don. “$32 M Renovation of Milwaukee Aud A Go Despite Bradley
Center’s Plans.” Amusement Business 4 Jun. 2001: 10.

Deckard, Linda. “Scooby Doo Hits Theaters ‘At Last’.” Amusement
Business 4 Jun. 2001: 10.

Guier, Cindy Stooksbury. “Adapting to Tour Market is More Than Just
Theater.” Amusement Business Spotlight 11 Jun. 2001: 11 — 13.

Guier, Cindy Stooksbury. “Luring Shows is No Mean Feat.” Amusement
Business Spotlight 11 Jun. 2001: 11 - 12.

Deckard, Linda. “Ten Creative Ways to Fill Dark Days.” Amusement
Business Spotlight 11 Jun. 2001: 14 — 15.

Zoltak James. “Marketing: Smaller Markets Offer Unexpected
Opportunities.” Amusement Business Spotlight 11 Jun. 2001: 16.

Mooradian, Don.  “Nothing Secondary about Concert Experience in

Secondary Markets.” Amusement Business Spotlight 11 Jun. 2001: 18 —
19.

Muret, Don. “It’s ‘“True’: Winnipeg Site for New 16,800-Capacity Arena.”
Amusement Business 6 Aug. 2001: 23.

Deckard, Linda. “Arena Networking Theaters Add Scheduling Options.”
Amusement Business 3 Sept. 2001: 8.

Mooradian, Don. “Bridgeport Arena at Harbor Yard. New Facility to Put

Southern Connecticut on Touring Map.” Amusement Business Spotlight
8 Oct. 2001: 9+.

Mooradian, Don, et al. “New Venues One Year Later.” Amusement
Business Spotlight 29 Oct. 2001: 13+.

Convention Centers

Mattson-Teig, Beth. “Omaha Plans New Convention Center.” NREI 15 Oct.
2000: 92.

“Convention Centers, Theaters Opened in 2000.” Amusement Business 25
Dec. 2000: 62.

Puma, LynNita.  “Marketing Techniques of Small Town CVBs.”
TradeshowWeek 12 Mar. 2001: 12+.

Mather, Joan. “Show Managers Choose Hotels as Venues Because of Event
Size, Cost Savings.” TradeshowWeek 16 Apr. 2001: 9 — 10.
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Deckard, Linda. “Variety of Sites Being Converted into Expo Centers to
Lure Shows.” Amusement Business 18 Jun. 2001: 10.

Deckard, Linda. “Competition for Headquarter Hotels Heats Up as
Construction Boom Continues.” Amusement Business Spotlight 2 Oct.
2001: 15 -16.

Mooradian, Don. “Not a Bad Idea. Getting In Bed with CVBs.” Amusement
Business Spotlight 2 Oct. 2001: 16.

Mooradian, Don. “Public Shows Grow in Stature, Profitability.” Amusement
Business Spotlight 2 Oct. 2001: 18 — 19.

“Convention Center — New Construction, Expansion & Renovation.”
Amusement Business Spotlight 2 Oct. 2001: 20.

Sherborne, Pam. “Latte and Laptops Land on Convention Center Menus.”
Amusement Business Spotlight 2 Oct. 2001: 22.

Zoltak, James. “Venues Feel Double Whammy of Economy, War.”
Amusement Business Spotlight 22 Oct. 2001: 11 - 12.

Deckard, Linda. “Running Out of Space. Recent Expansions Start from
Scratch.” Amusement Business Spotlight 22 Oct. 2001: 13+.

“Convention Center — New Construction, Expansion & Renovation.”
Amusement Business Spotlight 22 Oct. 2001: 14.

Additional Developments

Jacob, Paul, and Thom Mckay. “Mixing Sports with Retail.” Shopping
Center Business Oct. 2000: 54+.

Trainman, Steve. “More Than $2.4 Billion Spent on New Venues.”
Amusement Business 25 Dec. 2000: 30+.

Myers, David W. “Development Soars.” Real Estate Southern California
May 2001: 20.

Sanford, Jeff. “River Roll.” Urban Land May 2001: 53 - 57.

Shearin, Randall. “Skating to Success.” Shopping Center Business May
2001: 114+.

“Kaernten Arena.” Leisure Management Sept. 2001: 11.

Bodamer, David. “Arena/Retail Synergy Sometimes Elusive.” Shopping
Centers Today Oct. 2001: 38+.
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Closing

We hope that this brief information package is helpful to you, and we hope that
you find the Study Session to be very informative. We encourage any additional
comments and inputs you may have to help our efforts in preparing this feasibility study.
We look forward to seeing you on November 30. If you would like to contact us in
advance of the Study Session, please do so at (310) 477-9585.

Sincerely,

irector of Sports Facilities Consulting
Jeff.Cohen(@econres.com

-

Yvette Hwee
Associate

Yvette. Hwee(@econres.com
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East Washington Town

On The Map

SPOKANE, Wash. — During the five years that the 12,000-seat Spokane Arena
has been open, the venue has lived up 10 expectations and then some.

Each vear the Spokane Arena staff tries to bring in at least one, big ‘marquee’ event.

“Its fun to have one major event for people 1o focus on,” said Amy Brown, as-
sistant general manager/marketing manager for the arena.

The 1997 National Collegiate Athletic Assn. Women’s Volleyball Championship
sold out and set a new attendance record with 21 088 atiending the two-date event.
“It helped get us on the map for NCAA," said Brown. The American Volleyball
Coaches Assn.s annual convention is held in conjunction with the tournament, so
there were an additional 1,500 coaches in Spokane for the games.

The arena was designed to play host 10 two basketball games at one time or
four volleyball games al one time, and there are five team rooms 1o accommodate
lournaments. 5o it 1s not surprising that more major sporting events are in its fu-
ture. The 2001 NCAA Division 1 Women's Basketball West Regional and the 2003
NCAA Division 1 Men’s Basketball First & Second Rounds are planned for the fa-
cility.

“The Spokane Arena has brought a big spotlight to the community, moving it
from a tertiary market 10 a secondary marker,” said Jack Lucas, vice president of
TicketsWest.com, a division of Spokane-based WestCoast Hospitality, an enter-
tainment, hotel and real estate services company. “The arena has helped capture
some of the acts that rypically would by-pass us.”

“Theres no question we've been able to bring a higher quality of entertainment
to the community. We position ourselves as a ‘small-but-important’ market,” said
Kevin Twohig, general manager of Spokane Arena. “As long as we don't flood the
market with attractions, we'll do well.” The five-year average has been about 150
events per year, and it is likely to stay at that level for awhile, Twohig said.

A big event for the arena was when Garth Brooks sold out five shows in late
July 1998. He had played other venues in and around Spokane before, but the 1998
series of conceris was a chance for the new arena to show its capabilities. “Those
five [Garth Brooks| shows sold out without any problems,” said Lucas, whose com-
pany is responsible for ticketing at Spokane Arena. “It was a great event for the com-
munity and for the arena and the team that works here. Qutsiders saw we could
handle this kind of show.”

The arenal market is a 250-mile radius, including most of Washington along with
portions of 1daho, Montana and Canada, said Lucas. A survey showed 50% of the
people attending the Brooks concerts came from 100 miles away or farther, Brown
said. “Guest services are important because of that,” she added, “and the big events
produce economic-impact dollars that are import 10 us as part of the community "

“This is a more traditional market, but it is very active. The communiry has been
very supportive of the events coming in here. People want to come o the events,”
said Lucas.

“We feel we have a responsibility to the community to provide a variety of events
and we're always looking for a good mix,” said Brown. “We're very proud of the mix
we have.”

Continued On Next Page
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SPOTLIGHT

SEPTEMBER
Sept. 16

UPCOMING EVENTS

..Land Rover Spokane welcomes Bill Cosby Live!

Sept. 17. ..Spokane Arena Public Open House
Sept. 19.... Red Hot Chili Peppers

with Special Guests Stone Temple Pilots and Fishbone
Sept 243 iz Spokane Chiefs begin 2000-2001 Season

..The Black Watch
..T) Maxx 2000 Tour of World Gymnastics Champions
..Christmas Memories

.The Blue Collar Comedy Tour featuring Jefl Foxworthy
..Mens Collegiate Basketball:

Washington State Univ. vs. Colorado State Univ:
Nov. 20 - Dec. 3 ....Disney on Ice: 75 Years of Disney Magic

DECEMBE

Dec. 7 ...................5pokane Symphony — Classical Mystery Tour:
A Salute 10 the Beatles

DecB&9............Washington State University Cougar Shootout

WRITTEN BY DON MOORADIAN

Anniversary Celebration Chance To
Tout Spokane Arena’s Virtues

SPOKANE, Wash. — The Spokane Arena is celebrat-
ing its fifth anniversary with a variety of entertainment
and sporting events, along with an open house giving
guests a behind-the-scenes look at the facility.

The Minneapolis-hased architect firm of Ellerbe Beck-
et did the initial design work on the Spokane Arena.
“They were used for all the things that make the build-
ing work as a modern arena,” said Kevin Twohig, gen-
eral manager of the facility: Then the community turned
toa local architect firm to implement the plans and fine
tune them to the market.

“What we brought to the table was an understand-
ing of the neighborhood. Also, we were instrumental
in saving the structures that now serve as the arena’s
administration building and storage building,” said Jeff
‘Warner, a principal with ALSC, the Spokane architect

firm. The arena’s administration building attached 10
the Spokane Arena and its storage building once served
as warehouses and other businesses. Bath were brick
and considered worthy of reuse.

“We are most proud of how much arena we were
able to build for the money.” said Warner of the $39.1
million, 12,000-seat facility.

“This is kind of like the Taj Mahal for hockey [ans in
Spokane,” said Twohig of the facility that is home 10 the
Spokane Chiefs of the Western Hockev League. “It is
such an improvement over the old Spokane Coliseum.
This is really a hockey building; a pure hockey build-
ing,” said Twohig Apparently the community agrees
since the Chiefs average about 7,200 for home games,

The Chiefs have occupied offices in a front section

Continued On Next Page
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That mix includes everything from
Ringling Bros. and Barnum & Bailey,
the Harlem Globetrotters and ice
shows to rodeos, wrestling, bull rid-
ing and monster trucks — all of
which make it to Spokane Arena on
aregular basis. And the market is big
©on country music, said Brown. Coun-

try acts it has welcomed include Reba
McEntire in December 1995 (10,953
attendance), George Strait in April
1996 (12,357), Dunn & Brooks with
Reba in November 1997 (11,382),
Shania Twain in June 1998 (11,948),
and the Dixde Chicks in June this year
(11,106), just to name a few of the
bigger shows.

Other popular acts at the arena
have included Neil Diamond, who
brought in more than 12,000 fans in
both 1996 and 1999, and Elton John.
who packed the house with 12,235
people in May 1999. Rockers like
Metallica and Aerosmith have
brought in more than 11,000 fans
when they appeared in 1997 and

World Music Theater, Tinley Park, Hlinois /

Oslo Speckirum, Oslo. Norway / Georgia

1998, respectively.

The future will include continued
efforts to provide a variety of events,
Spokane Arena is a member of the
Los Angeles-based ArenaNetwork.
The 30-member consortium seeks
out acts that might be available for its
[acilities. Twohig said he anticipates
the organization will help bring in an
even wider selection of events. This
will be going on while there are con-
tinued enhancements to the building
for both the guests and the perform-
ers, said Brown, adding, “They are
both important to us.”

FIFTH ANNIVERSARY
CELEBRATION
When Spokane Arena celebrated
its fifth anniversary with an open
house Sept. 17, it is the facility itsell
that was the center of attention. The

Spokane Arena General Manager Kevin Twohig and Amy Brown, assistant gen-

eral manager and marketing manager

event was 10 be themed “Places you
canl go,” allowing visitors to take a
behind-the-scenes look at some of
the arena’s operations.

Visitors were able to go inside the
Chiefs locker room, visit the press
box, and have their picture taken
while they sit on the Olympia ice
resurfacer. There was to be enter-
tainment in the Star Theatre sepa-
rated by a hanging curtain from a
basketball floor where visitors could
take shots. Birthday cake was served

and there were prizes tying into the
“five” theme.

Seventeen thousand people at-
tended the area’s first open house
when it opened [ive years ago. It
included a monster truck that peo-
ple could sit in, one of the Harlem
Globetrotters, the (nearby)
Fairchild Air Force Base Band, and
an exhibition game betweem the
National Hockey League’s San Jose
Sharks and the Vancouver
Canucks. 2

Minncapolis / The Spectrum, Philadelphia / The
Palace of Michigan
/Los Ang WE s / Bradley
Center, M| APPRECIATE bme, New
Orleans / BEING A PART do Arena,
Byl OF YOUR

rlando. FACILITY Toronto,
Ontario / Joe Louis
Arcna. D4 SIAH Lﬂmmf i andover,
Maryland spnm&%mm osemont,
inois / B hMissouri /
Meadowl Arena Solutions: lord, New
Jersev / T Performance Stages / Georgia
Dome. At Seating Risers ter, Cedar
Rapids, 1¢ ADA Stairs and Ramps brivention
Center, ( Crowd Barricades aj Mahal,
Atlantic Ice-floor Cover _’ni\'ersi[)z
\\VGCO, TC StageRight Corp grounds.

h 495 Holley St., Clare M1 48617 ) .
Columbuy wiwsiitaperlight-£orp o nvention
2! (B0O) 438-4499, (517) 386-7393 .

Center, S fax (517) 3863500 bnvention
Center. N STAGE RIGHT ‘an Andel

Arena, Grand Ray
Florida, Gainesvil

jan / University of

/ Rushmore Plaza

Civic Center, Rapid City, South Dakota / Las
Vegas Convention Center, Las Vegas, Nevada /

CONGRATULATIONS

On Five Great Years!
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a
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anniversary celebration...
Continued From Page 13

of the arena since it opened five years ago. “Having them
in front of the building gives them a sense of pride and
participation in what goes on here,” said Twohig.
While the building works well for hockey, it “can han-
dle just about any show out there,” said Twohig.
Planners paid close attention to the back-of-the-house
considerations. “We have a very well built arena and
events can move in and out very easily,” said Shardell
Shrum, general manager of operations at the arena.
The enclosed service yard is about two acres. Eight
semis can back up to the arena at one time and unload
into almost 6,000 square feet of marshalling space with-
in the facility. There is a large “elephant door” that allows
easy access 1o the arena [loor — not a glamorous [eature
but an important one, according to Amy Brown, assistant
general manager/markeling manager for the facility.
“The feedback I've gotten from all the production peo-
ple 1s that the physical plant is fantastic. It was designed
with the backend in mind. Its a five-star [acility as far as
the backend goes,” said Jack Lucas, vice president of Tick-
etsWest.com, which does ticketing for the venue along
with promotion and co-promotion of some events there.
The community, especially the business community,
also enjoys the overall design of the arena. *Businesses
are big supporters of the arena,” said Twohig, Even with
all 14 haxury suites taken,
there was still, at one
lime, a waiting list of 23
more businesses or indi-
viduals who wanted a
suite. Two more suites are
being added but the wail-
ing list is still some 20
names long. A 600-
square-[oot suite, includ-
ing tickets to all events,

4

. Shardell Shrum, general man- is $35,000 a year. It is

$25,000 a year for a 500-
square-foot suite, which
also includes tickets to all of the arena’s events. “The suites

ager of operations

i have all been sold for every day of every event since we
. opened,” said Brown.

“Hot Tickels™ is an innovative program that allows its
members to reserve the best event tickets in the house
along with other preferred treatment, said Chris Martin,
marketing coordinator. There is a $200 initiation fee and

$400 annual fee. There are about 250 members of the
Hot Tickets program, about 75% of them being corpo-
rate members. “It sort of i
makes up for us not hav- X
ing a ‘club level' in the
arena,” said Martin,
Members pay full price
for tickets but get first
shot at buying up to four
of the best (non-hockey)
tickets in the house. They
also have access to the §f .
arenas Cluband canuse . ~ .,
an arena entrance re- Chris Martin,
served for suite-holders. marketing coordinator
Hot Tickets members can
also attend an annual party for special guests and suite-
holders.

BUILT FOR SHOW AND GO

The arena is wired with fiber optics and is actually a
hub for fiber running on the north side of the Spokane
River, which traverses through the city.

The building has two levels and one main concourse
between them which is wide and has lots of light.

The arena also has an expandable section of Hussey
Vari-rise seating, which provides the best possible sight
lines for either hockey or basketball.

In response Lo strong demand, two new luxury suites
are now being added, bringing the total 1o 16. And being
planned is a new 5,000-square-fool meeting room. Al a
cost of about $1.1 million, it will offer about 3,200 square
feet of meeting space that can be divided in two.

Unused backstage areas are being readied as rooms for
the working press {or the upcoming 2001 NCAA Division
1 Women’ Basketball West Regional and the 2003 NCAA
Division 1 Men’ Basketball First & Second Rounds.

The Spokane Arena also has developed the Star The-
atre, which (using a large Nloor-1o-ceiling curtain) cuts
the house down from 12,000 to a more intimate 6,000
seats. The theater fills a gap in the market, providing a
venue in between the arenas 12,000 seats and the 2,700-
seal Spokane Opera House. The theater has its own styl-
ized chandeliers and other decorative touches that give
it a distinct look. “It {eels like a different venue,” said
Twohig. He hopes to provide evenis in the theater four
or five times a year. 2
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Arena Scores With Chiefs

SPOKANE, Wash. — The Spokane
Arena gels tave reviews from its
major tenant, the Spokane Chiefs of
the Canadian Hockey Leagues West-
emn Hockey League. “The Spokane
Arena is one of the premier arenas
for its size in the country™ said Dave
Pier, vice president of Brett Sports and
Entertainment, which, along with the
team, is headquartered in the arena.

The Chiefs, owned by Bobby Brett,
had input when the Spokane Arena
was being designed, said Pier, adding
that the 5-year old arena is a vast im-
provement over the city's older
Spokane Coliseurn, which was razed
to make room for parking at the
newer building

“The Spokane Arena is a [abulous
facility. Its always clean. The stall
there does an exemplary job. It is laid-
out well. The lighting is good and it
is easy 1o find seals. It draws you into
the event. And the guests know they
can expect that kind of [acility when-
ever they go there. They know they're
going to have a good time.”

The Chiels’ hockey seating capac-
ity is 10,440 — aboul twice as many
as the 4,900 seats at the old colise-
um. In fact, some seats in the old fa-
cility were not used because the roof
overhead leaked, Pier said.

“The old coliseum had a lot of
character but it had outlived its use-
fulness. It wasn' a very fan-friendly
place to go,” Pier said, describing the
old facility as dark, wet and “fore-
boding.” He said a person had to re-
ally want to attend an event i[ they
were going o go to the coliseum.

The additional seating and newer
facility have obviously contributed
to increased atlendance at Chiefls
games. “A lot of people who never
would have gone to see hockey or a

we'll he

<& /@) Spokane

«c» Chiefs

HOCKEY CLUB

concert before will go now,” said Pier.

There are 72 home and away reg-
ular season games with playoffs run-
ning from mid-March through the
first part of May. The average atten-
dance for home games is 7,211. Total
attendance [or the 1999-2000 season
was 309,921 (including playofis).
Season tickets can run from $310to
$450 for some “super seats” that in-
clude wait-service. Day-of-game
prices are $7, $10, $12.50 and $14.

The Canadian Hockey League
consists of the Quebec Major Junior
Hockey League, the Ontario Hock-
ey League, and the Western Hock-
ey League, of which the Chiels are
the 1999-2000 West Division Cham-
pions.

“We led the league in average at-
tendance and we're the most attend-
ed sport in the city,” Pier said. Bein,

Jack Lucas, vice president of Tick-
etsWest.com, the ticketing company
and sometimes promoter at the
Spokane Arena, with Tracy Turner be-
hind the window

the West Division champs of the
WHL helps bring in the fans, also.
“We are to the CHL as the National
Collegiate Athletic Assn. is to the Na-
tional Hockey League in the United
States,” said Pier.

That's why the new arena is also
an important recruiting tool for the
Chiefs, said Pier. “We can compete
with other arenas in the league,” he
said, referring to the Spokane Arena’s
locker room, workout facilities, the
bench and the ice, itself. “It is a place
the players [eel good about,” Pier said.

“Everybody’s impressed with the
can drive their bus right into the fa-
cility and unload in a warm, dry en-
vironment,” said Pier.

“The greatest thing about the arena
staff is they never stand stll. They are
always looking to make it better for
the patrons, the players and the per-
formers,” said Pier.

“What’s good for the hockey team
is good for the arena, and what is
good for the arena is good for the
team,” said Pier. “Kevin [Twohig, the
arena’s general manager] and the
board have done a good job in co-
operating. There are other good fa-
cilities in the country, but what sets
us apart is good cooperation.”

Possibly the best example of the
cooperation between the team and
the arena was during the CHL
Memorial Cup playoffs in May 1998.
Some 90,000 fans attended the week-
long event that was broadcast in the
U.S., Canada and around the world.

The event set an all-time record for
Memorial Cup attendance and was
a milestone in showing what the
arena was capable of handling. “This
is the event the facility was built 1o
host,” said Pier.a

“from start

fo finish
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Concessions Keep 'Em
Coming Back For More

SPOKANE, Wash. — Friendly [olks are good for business, said Scott
Middleton, general manager for Volume Services America at the Spokane
Arena,

“During period breaks [at hockey games), people flood out of their
seats. People here enjoy socializing and interacting with one another.
Thats been very good for us,” he said.

Spokane Arena has seven permanent concession stands, three of which
offer traditional [are under the name American Grill and Just Dessents
The other four are Cantina Mexicana, Pizza Pipeline (with [resh pizza
dough), and two called Espresso Caffe, which do quite well, accord-
ing to Middleton. ltalian ice and Barvarian nuts sell well and sofl Lacos
from Cantina Mexicana do “tremendous” business, he added. Desserts
are popular toward the end of an
event.

At one place the arena’ main
concourse widens allowing
ample space for both permanent
and pontable concession stands.
The result is a food court-type
approach. And people donl have
to walk far 10 get 1o the food be-
cause the food court is close to
the stands and “close to the ac-
tion,” said Middleton.

VSA offers a larger variety of
foods than had been available at
the Spokane Coliseum, the citys
[ormer assembly facility. “The rate of consumption has increased and
we are selling more [ood,” Middleton said. The Spokane Arena carmies
Pepsi products, along with beverages from Anheuser-Busch, Miller,
Coors and some regional microbrews. There are 81 hot dogs at $2 or
a 20-ounce beer [or $4. “We offer a good value at the threshold of pric-
ing,” said Middleton. “We have to offer good value.”

Middleton said he strives for good customer service and, as [ar as the
staff goes, there is low turnover, relative to the industry. “Although there
is low unemployment, we have steady workers,” he said.

This season, Middleton will be adding Asian food under the name of
Rikshaw Rosies. The menu will include a variety of dishes, including
vegetarian and tofu selections.

With 10 years left on VSAs contract with the arena, the company also
serves the Spokane Center including the Spokane Convention Center,
the Spokane Opera House, The Ag Trade Center and Joe Albi Stadium.

Having other contracts in the area helps spread the cost of shared staff
and enlarges the company’s capabilities. “1f it were just the arena. 1
wouldn! be able to afford an executive chel,” said Middleton. “We offer
all the services that any major arena would offer, including suite cater-
ing, event catering and seat service Lo premium seats at hockey games.”

With a full-service kitchen in the arena, Middleton’s stafl is capable
of providing a wide selection of entrees, buffets and other food items 1o
the arena’s luxury suites. However, Middleton said [ood in the suites
tends toward hor d'oeuvres with Mexican and Asian [lare, lots of chips
and dips and sandwiches.

There is a lot of catering business in the arena, including pre- and
post-event gatherings, Christmas parties and other community and pri-
vate functions. Meeting and social roo ms used a1 the arena include
Spotlight Landing and the Champions Meeting Room.

The arena’s governing board recently approved an expansion that will
add about 3,200-square feet of meeting space to the area, a development
Middleteon said would increase opportunities for VSASs food and bever-
age service there. 0

Scott Middleton, general manager for
Volume Services America.
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New Jersey’s Sovereign Bank Arena
To End First Year On Strong Note

By Kelly Barbieri
The Global Spectrum-managed Sov-
ereign Bank Arena, Trenton, NJ., will
celebrate its first year of operation
Oct 1 with higher than projected at-
tendance and revenues.

More than 500,000 people at-
tended the 170 events booked in the
faciliry’ first year.

According to Manager Scott Slo-
man, not only are event numbers
and attendance up, but revenues are
as well. “We projected 150 events
the first year,” he said. “Everything
is higher than we expected.”

Two major rehearsal bookings
helped the 10,000-seat arena this
summer.

The Diana Ross & the Supremes
Return to Love tour, which was
aborted early in its national run, re-
hearsed there June 1-9. The “Poke-
mon Live!” [amily show rehearsed
at Sovereign Bank Arena from Aug.
28 1o Sept. 12.

The New Jersey location is ideal,
according to Sloman, and the build-
ing has the technical capabilities of
a 20,000-seal arena, including 3,000
amps of show power and an end

stage rigging capacity that can ac-
commodate up to 60 tons.

“The rehearsal days are good for
us because they fill the building on
days when it would be dark,” said
Sloman. “Amphitheaters take many
of the music events from us in sum-
mer.”

Sovereign Bank Arena will further
market the building as rehearsal
space in the future, utilizing the slo-
gan “Take it to Trenton, then take
it on tour.”

The building is home to three
sports teams: East Coast Hockey
League's Trenton Titans and the In-
ternational Basketball League’s Tren-
ton Shooting Stars, and the most
recent addition — Indoor Profes-
sional Football Leagues Trenton
Lightning.

The arena seats 8,100 for hockey
and football, 8,600 for basketball,
10,500 for concerts. The Sovereign
Bank Arena has more than 3,500
parking spaces within walking dis-
tance of the arena. Parking lots open
two hours before the events sched-
uled time.

Sovereign Bank Arena offers 34

Amusement Business
Spotlights

New Venues

Join Amusement
Business as we look
back at the venues
that opened in 1999. It was
one of the biggest years ever
with over a dozen new
facilities opening from coast
to coast. We will examine
how their first year of
business was,

hughlighes/lowlights,
and any surprises
they may have
encountered.

ISSUE DATE: October 30
AD DEADLINE: October 11

Contact your nearest sales representative to reserve your space
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Man ORce NORTHEAST/EUROPE MiowesT WEST CoasT/AsiA
615/311 4250 646/654-4703 312/583-5516 323/525-1316
FAX 615/327-1575 FAX 646/654-4705 FAX 312/583.5503 FAX 323/515-2285

luxury suites, 30 of which sold dur-
ing the buildings first few months of
opening. Suite prices run from
$40,000-560,000 depending on lo-
cation.

Each huxury suite includes theater-
seating for 14, a color TV with re-
mote, a bar and dining area, a seating
area with a sectional sofa, a pantry
and service area, and a private en-
trance.

Sovereign Arena Events
TRENTONTITANS . ............. 42
TRENTON SHOOTING STARS . )
FaMILY SHOws ........ I ) )
EVENT REHEARSALS . . . .26
OTHER COLLEGE SPORTS . I b
CONEERTS: 1vscisvinmvsmniw st 11
OTHER SPORTS (RODEO, ETC.) ..... 6
RELIGIOUS/COMMUNITY EVENTS ... 4
BANQUETS: o covinmmmsissimnss it

Improvements during year two
will include transforming a storage
area into a l12.game arcade and
adding cockuail furniture and tele-
visions to the building’s club level.

All improvements will be rade or
barter with local vendors. “While we
have done well, we are not in a po-
sition to make a great capital out-
put,” said Sloman.

Building management also hopes
to book ice shows and high school
graduations and additional concerts
through Electric Factory and Met-
ropolitan Entertainment Group.

“I think that it is a great venue,”
said Keith Beccia, vice president of
Metropolitan Entertainment. “We
will definitely continue working with
them in the future.”

Food Manager Paul Salter, for-
merly of the Five Seasons Cenler,
Cedar Rapids, lowa, has been with
the building since it opened and
oversees Volume Services America's
operation of six concession stands
and 18 themed food and beverage

carts.

Much of the food service, accord-
ing to Salter, centers around local fa-
vorites, such as BBQ rib sandwiches,
Arroz Con Pollo, and deli sand-
wiches and salads, from locl restau-
rants such as Maxine’s, Malagas and
The Red Onion.

Branded and themed foods are
among the best sellers.

Per caps [or the first year have
been good, Salter told AB. Hockey
brought in the highest per cap at
$7.75; basketball second at $4.70;
and all other events averaged $3.50.

To further increase per caps, the
popular carving station, located on
the club level, will play host to more
themed nights. There are also tenta-
tive plans to add another carving sta-
tion to the concourse level in 2001,

Another popular item is the Kid's
Meal, which includes a small hot
dog, soda and bag of chips in a sou-
venir bucket for $4.

Two brands of hot dogs, Berk's
($2) and Shofar Kosher ($2.50),
both 8/1, will be added to the
menu. O

Heard In The Hallways
At IAAM Arena Conference

By Don Muret
WESTMINSTER, Colo. — Promotion Management Inc. partnered
with Texas-based independent David Smalley 10 provide the food
and drink concessions for the traveling NFL Experience, said John
Dederich, PMI's manager at Brown County Arena, Green Bay, Wis.
Real construction on the new building there starts in another week,
to be completed by September 2002.

[ ]
The historic Paramount Theatre in Cedar Rapids, [owa, a Compass
Facility Management venue, will undergo a $5.7 million renovation,
said GM Sharon Cummins.

[ ]
The first event at the new $79 million Alerus Center in Grand Forks,
N.D., will be a Feb. 10 Bill Cosby concert, said GM Jefl Kossow.
That is also a Compass building. In addition, industry veteran Larry
Gawronski is now working for Compass out of his New Orleans
home. He was hired during the IAAM convention in Nashville

»
Staples Center, Los Angeles, will be a test market for a new on-
line fan interactive system called “The Hive" that allows them Lo
order tickets, food/drink and merchandise, scan team statistics, down-
load video clips and use the Web. VP Lee Zeidman said he’s 1ar-
geting the system to be in place for the NBA playoffs next spring.

[}
The Tom Powell Memorial Softball Game returns after a one-year
hiatus when the contest takes place at Los Angeles Memorial Col-
iseum during next year’s IAAM international convention, according
to Earl Duryea, who produces events at the L. A. Sports Arena. Arena
Manager Pat Lynch has reportedly given the OK.

[ ]

Rene Proulx, GM at Colisee’ Pepsi and head of Expo Quebec in Que-
bec City, is leaving the industry, according to Denis Jobin, opera-
tions manager at the arena. Expo Quebec attendance this year was
365,000, down 7%-8% from last year. There were seven days of bad
weather.

.
E Center in Salt Lake City is considering a $§1 million renovation
that would include four party suites to accommodate VIPs during
the 2002 Winter Olympics, said Assistant GM Craig Martin.

]

There are rumors the al2, which just finished its first season, and
the 3-year-old Indoor Football League will possibly consolidate into
one entity, said Russ DeCurtins, GM of Sioux Falls (5.D.) Arena,
home of an IFL franchise. Mary Ellen Garling, al2 executive di-
rector, said the Arena Football League's Los Angeles Avengers have
been inviled to play exhibitions in Japan.

DEN VER SKYLINE — Canadians attending the Arena Management
Conference in Westminster, Colo., include Jim Wakeham, left, Winnipeg
(Mant.) Enterprises, and Denis jobln, Colisee Pepsi, Quebec. (AB Photo)

PLEASE BE ADVISED that written materials submitted to Amusement
Business other thon works made for hire are accepted for
publication upon the express understanding ond agreement that
submissicn confers ¢ non-exclusive, royalty-free license upcn the
publisher to republish such materiols in their original or edifed
form, in English or in transiation. in any print or electronic medio
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With 14,000-Seats & 16 Luxury Suites,
CenturyTel Center Is The Pride Of Bossier City

BOSSIER CTTY, La. — The CenturyTel Center is get-
ting the word out that the newest and most modern
arena within a 200-mile radius in the northwest cor-
ner of the state is located right here in Bossier City:

“This market has been bypassed for a number of
years,” said Steve Tadlock, general manager of the $56.5
million, 14,000-seat venue managed by SMG. “We are
200 miles to the nearest competing market. That is a
good distance from any other competing, modern [a-
cility.™ The market is a three- to four-hour drive from
Dallas, Litde Rock, Ark., Jackson, Miss., or New Or-
leans.

And outsiders' impressions to the contrary, this is not
a sleepy linle market. According to local promoters, it
is one of the fastest growing gaming communities in the
country and home to casinos and hotels from Horse-
shoe, Isle of Capri and Casino Magic with facilities from
Harrah’s and Hollywood planned or underway.

Bossier City and Shrevepor, its neighbor on the op-
posite bank of the Red River, play host 1o more than
67,000 overnight visitors each week and are within a
one-hour drive for nearly two million people.

The market is accessible from Interstates 20 and 49.
The metropolitan population is 380,000 and is
Louisiana’s fastest growing community.

“The CenturyTel Center is a new building in an up-
and-coming markel, and we are trying to promote
Shrevepont and Bossier City as a market unto itself,”
said Tadlock. “We are mounting an awareness cam-
paign 1o let people and promoters know where we are.
We know where we are and that there are so many

facilities and a limited supply of shows on the road.”

He said the facility’s marketing plan is designed to
overcome the markets somewhat obscure name recog-
nition. “Knowing we're not a must-play market, we'll
work hard 1o be promoter-friendly. We need market-
ing 1o do extra work for the shows because the more
work you can do for promoters, the easier you make it
for them 1o do their jobs,” Tadlock said. “We're try-
ing to be as all-inclusive as we can. We don't want to
nickel-and-dime promoters.

“There is so much pent-up demand for entertain-
ment locally. People have to travel 200 miles to see the
type of entertainment they want,” Tadlock said. “Ul-
timately, the success here will be determined by how
well the people suppon it What will determine whether
shows come here will be whether the community buys
tickets. Ticket sales will be the overriding factor.”

Tadlock is anticipating B0-100 events per year, in-
cluding hockey and af2 games. The result will be about
a 50-50 mix of traditional sporting events and other
forms of entertainment,

“The inten of our initial bookings was to show how
diverse the events will be. We donY want to be classi-
fied as just a hockey arena or concen venue. We want
people to see the whole spectrum of what the arena can
do,” said Tadlock.

DESIGNED FOR EASE OF OPERATION
“This is a very modern facility for a market this
size and it has many National Hockey League-
type amenities,” said Tom Williams, operations

manager of the arena. “But this is definitely one
of the nicest minor league facilities around and
it is easy 10 manage.”

The building’s backstage design is split in two
with food service, operations and storage in one
half and performers, lockers and administration
in the other. Williams said this is in keeping with
some of the newer design trends that allow these
functions 10 keep out of each
other’s way.

The [reight elevator is lo-
cated right next to the
kitchen and trash compactor
and it goes all the way 1o the
catwalk. Security includes 12 mon-
itoring cameras, 24-hour staffing and
three holding cells. The facility's
lot behind the loading dock can
handle 64 cars or 32 buses or
semis, and the public park-
ing lots can accommodate
more than 4,000 vehicles.

There are dedicated
power connections in the
northeast parking lot for
potential outdoor events.
“Winters are pretty mild
here and we'll have a lot of options to do some
outdoor things,” said Williams.

The Arthur Ray Teague Parkway runs from the

Conanued On Next Page

Written By Don Mooradian
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SPECIFICATIONS
SEATING CAPACTTIES

Hockey: 12,440
BASKETBALL: 13,300
CONCERT (FULL HOUSE): 13,500
CONCERT (IN-THE-ROUND): 14,000

ARena FLOOR: 258'x126.5'(MORE THAN 30,000 SQUARE FEET)
Ice FLoor: 200'x85" (17,000 SQUARE FEET)

MEETING ROOM: 1872 SQUARE FEET WITH ADJACENT KITCHEN AND STORAGE, LOCATED
ON EVENT LEVEL.

SOUND: EXPLODED LOUDSPEAKER CLUSTERS DESIGNED TO ACCOMMODATE SPORTING
EVENTS AND CONVOCATIONS IN END-STAGE OR CENTER-STAGE
CONFIGLRATION.

LIGHTING: METAL HALIDE. QUARTZ AND FLUORESCENT LIGHTING, FIVE 1 50-FOOT CANDLES
WITH MOTORIZED SHUTTERS FOR INSTANT ON/OFF. THE SPORTS LIGHTING
SYSTEM IS OF TELEVISION PRODUCTION QUALITY.

DRESSING ROOMS: TWO *STAR® DRESSING ROOMS, FOUR LOCKER ROOMS (WITH
CONNECTING DOORS); A GREEN ROOM, TWO PRODUCTION/SHOW OFFICES.
STAGING. 80'x40" IN 4'XB’ SECTIONS, VARIABLE HEIGHT OF 4' 70 6.5

STAGE BARRICADE UF TO BO' LONG.

RIGGING: 120.000 LBS. TOTAL CAPACITY WITH BEAMS ON 21" CENTERS FORMING A GRID
77'8" FROM ARENA FLOOR

SPOTLIGHTS. FOUR 2.000 WATT SUPER TROUPER II's, FOUR 3,000 WATT GLADIATOR s,
CLEAR COM COMMUNICATION SYSTEM

SCOREBOARDS: TWO AUXILIARY SCOREBOARDS, A CENTER-HUNG, FOUR-SIDED
SCOREBOARD, FEATURING FOUR LED VIDEO SCREENS.

SHOW POWER: TWO BOO AMP. TWO 400 AMP, AND EIGHT 200 AMP SERVICES.

LOADING: TWO LOADING DOCKS WITH THREE LOADING BAYS,

SHOW PARKING: 34 BUS/TRACTOR TRAILER SPACES, 68 AUTOMOBILE SPACES

MEETING CAPACITY THEATRE STYLE: 13,000

BANQUET Capacrry: 1,200

ToTaL SQuARE FEET OF FUNCTION SPACE. 30,000

10" x 10° BooTss: 160

HOTEL RooMs: OVER B,000 WITHIN A 10-MILE RADIUS

OcTOBER 23, 2000
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the pride of bossier...

Contirued From Page 13

front doors of casinos in down-
town Bossier City to the front
door of the CenturyTel Center,
just a few miles away. The city
plans to develop a walking/jog-
ging trail along the Red River
that runs parallel to the parkway.
Three picnic areas will be along
the trail, including one in front
of the arena. It is anticipated that
the unused land between down-
town and the arena will eventu-
ally see mixed-use development.

Although the CenturyTel Cen-
ter is not being positioned as a
convention facility, Tadlock said
eventually he might try to com-
plement conventions coming to
the market. “The complex as a
whole is very multi-purpose,”
said Tadlock.

SMOOTH PROJECT

“I feel the city got a lot of
building for its money,” Tadlock
said. And it came in on time and
on budget with just 18 months
from groundbreaking to com-
pletion.”

LAN Daly of Houston is the
design firm for the CenturyTel
Center in association with A.E.
Design Group of Shreveport, the
architect firm of record. Roy An-
derson Corp. of Jackson, Miss.,
is the contractor.

“It’s been a really smooth pro-
ject. There have been no major
issues that have hurt the budget
or the timetable,” Tadlock said,
adding that an advantage to
being involved with the project
during the construction stage is
that it allows him to be more fa-

tions

Steve Tadlock
General Manager

miliar with the entire building
and all its nuances,

“I'm most proud of the crea-
ture comforts and finishes,” Tad-
lock said of the arena. “The bids
came in higher than the original
budget. The community leaders
made a commitment to find the
funds for things like cushioned
seats with cup holders. The arena
has a lot of big league amenities
for a second tier or tertiary mar-
ket,” he said.

“When people come into the
building, we want them to see
that it is bright, shiny, safe and
clean,” said Williams, adding
that its “great food and great
sight lines™ are also important.

The main concourse is very
open with finished ceilings in-
stead of the exposed underside
of the bowl seating. “It’s one of
those things they spent more
money on,” said Williams. There
are also drop ceilings and paint-
ed walls in the corridors on the
event level giving much of the
behind-the-scenes area a more
finished look.

“It's nicer compared to the
usual ‘concrete cavern look,””
Williams said.

“People have a level of expec-
tation and if you don't have cer-
tain things some people won't
come back,” said Williams.

The main concourse is 35 feet
wide and there are elevators to a
mini-concourse on the third level
making it accessible to wheel-
chairs. The 270,000-square-foot
building has an overall seating
capacity of 14,000.

The facility has two food
courts that are also becoming a

- 5

CenturyTel Center Operations Ma
Arancibia, event coordinator.

popular design trend. They allow
for the consolidation of utilities,
equipment and staff. People can

" see all their food options in one
. place instead of wandering about

until they find what they are
looking for. And if the space is
big enough and the counters are
large enough and there is enough
stafl, things should move
smoothly, said Williams.

“The two food court areas are
quite large given the square
footage of the arena. We didn't
just take two small concession
stands and call it a food court,”
said Williams.

The courts are about 2,300
square feet each and there is one
on opposite sides of the arena on
the main concourse. Each will
have six television monitors with
the assumption that people won't
mind waiting in a line if it is
moving well and they can still
see the game.

There are more than 200

Larry Wilson
Assistant General Manager

restroom [acilities and all sets of
public restrooms (which meet
“potty parity” guidelines) also
include family restrooms that can
also be used by handicapped per-
sons.

Eleven of the arena’s 16 luxu.
ry suiles have been sold, each at
$50,000 per year.

Two additional contracts are
pending. The luxury suite pack-
age includes 16 tickets to every
event and they are being built
out by the arena.

“And all the luxury suites have
restrooms which is not always
a standard in a market this size,”
said Williams.

K
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Marketing Team
Getting Word Out

BOSSIER CITY, La. — The Centu-
ryTel Center marketing department
has been busy building community
suppon, securing sponsorships and
advertisers, and keeping promoters
in the know.

“We don' have the biggest build-
ing around and maybe not all the
bells and whistles. But everything we
do have is of excellent quality and we
do have some interesting bells and
whistles,” said Becky Bonnevier, sales
and marketing manager of the facil-
ity. “This arena will be good for the
shows, for our sponsorship partners
and for the spectators.”

CenturyTel, a diversified telecom-
munications company headquartered
90 miles east of the Shreveport-
Bossier Ciry area in Monroe, La., ac-
Quired the naming rights 1o the
building in July. It will invest $5 mil-
lion aver a 10-year period for the
sponsorship rights and will have a re-
tail kiosk and signage in the faciliry
through 2010.

“The arenat close proximity 1o our
company’ corporale headquarters
and CenturyTels ability to present a
bundled mix of product to the
Shreveport-Bossier market makes this
aperfect match,” said Glen F Post 111,
president and CEO of the company,
which provides a variety of telecom-
munications services in various mar-
kets across the country. In several
categories, il is among the top 10
providers of these services.

In addition to working with area
businesses, the marketing department
has also been increasing public
awareness about the facility. “We
want to reach out and include the
community,” Bonnevier said. “We
wanl (o build relationships to get peo-
ple to come back again: People trust
us Lo get the right kinds of shows and
provide the right kind of services 10
support those shows ™

Prior to CenturyTe! Centers open
house this month, the marketing de-
partment had already been busy with
several special events including
groundbreaking on March 30, 1999;
topping off of the building on April
13, 2000; and the laying of the cor-
nersione (and a time capsule) on
Sept. 16.

The public “walk-through” and
open house on Oct. 28 will include a
ribbon-cutting ceremony, personali-
ties from several of the upcoming
shows, live media remotes, Mudbug
players and other activities. “These
events don\ generate revenue but they
are planting seeds,” said Bonnevier.

“The newness is something the
people will enjoy. But you have to
have the right shows and manage-
ment and procedures, too,” Bon-
nevier said. “There are a lot of people
here starving for enterainment. We're
not New Orleans and we're not Dal-
las and we're positioning ourselves
as a ‘different flavor.™

The rest of the local business com-
munity is responding enthusiastical-
ly 1o the new facility. “The CenturyTel

Center will offer the northwest
Louisiana region an outstanding fa-
cility where they can enjoy many
types of family entertainment and
leam more about our company;” said
Post of CenturyTel.

As of mid-September, 70 of the fa-
cility’ 72 advertising signs had been
sold. “We're very happy about that,”
said Larry Wilson, assistant general
manager of the arena,

Other business partners at the
arena include Eagle Distributing of
Shreveport, Horseshoe Casino &
Hotel, Coca-Cola Boutling Co. of
Shreveport, Foremost Dairy, Isle of
Capri Casino & Hotel, Aeromedical
Collections  Services, Christus
Schumpent Health System, Johnnys
Pizza, Service Experts of Northwest
Louisiana, Pizza Hut, Citizens Na-
tional Bank, The Times, Jean Simp-
son Personnel Services, Circle K, Cox
Communications, Anti-Pest, and
Bass' Fine Jewelry. Individual Part-
ners include Chuck Horne, Sandra
Braddock, Michael and Monica
Moore, and Bob and Cathy Zahn.

PACKAGES OFFERED

There are several premium pack-
ages local residents can choose from
al the CenturyTel Center. The Cen-
terTainer program offers the luxury
of convenience to guests including
the option to purchase up to four
tickets per event, prior to public sale,
subject to show approval. (The Mud-
bugs and af2 games are not included
in this program.)

These tickets can be ordered via e-
mail, fax, and mail or at the box of-
fice if purchased by a specified
deadline. Seating is in the lower level
sections and is ‘best available’ at the
time the order is filled. Other Cen-
terTainer features include access to
one space in a reserved parking area
located near the building, access to
convenient entrances, and special
concession coupons. The Center-
Tainer membership fee is $1,000 per
year and only 250 CenterTainer
memberships are being made avail-
able.

CenturyTel Center has 16 luxury
suites just 20 rows from the action.
Suites feature privale restrooms, up-
scale seating, wet bars, refrigerators,
two TV monitors, cabinets for stor-
age, independent climate control, and
access Lo upscale food and beverage
menus. They are Jocated on the con-
courses across from the food courts.
They include 16 tickets to each pub-
lic event along with four VIP park-
ing spaces. Suite agreements are
either three or five years and are
$50,000 annually.

Special seating is also available in
the arenak Casino Magic Club, 2 190-
seal club and lounge.

The Casino Magic Club is being
sold by the Mudbugs and a2 for their
games and it is $1,500 per ticket for
the season. Prices 1o sit in the club
for all other events will depend on
the event. 0

TURY

The sales and marketing team at

CenturyTel Center includes, front
row, Sarah Tullis, group sales

g coondinator; Becky Bonnevier, sales

and marketing manager; and back

row, Sarah Burch, Illinois State

University intern; and Angela

. Walker, marketing assistant

Mudbugs Set To Defend
Presidents Cup In New Home

BOSSIER CITY, La. — The Western Professional Hock-
¢y League Mudbugs are beginning their fourth season in
town, having played as the Shreveport Mudbugs at the
50-plus-year-old Hirsch Coliseum on the State Fair of
Louisiana grounds (in Shreveport) with its capacity of
about 7,500,

They are the 1998-99 and 1999-2000 WPHL Presi-
dents Cup Champions. The arena’s tenant agreement
with the Mudbugs, a seven-year contract with renewal
options, began in August, as the leam prepared 10 move
into the new facility. “With this move, the new official
name of the team shall be the Bossier-Shreveport Mud-
bugs,” said the team’ owner, Dr. Michael Plaman.

“We believe the team is a great asset Lo our commu-
nity, as well as Lo the venue,” said Steve Tadlock, gener-
al manager of CenturyTel Center. “There are 35 home
games planned for the 2000-2001 season, providing the
arena with guaranteed rental income and opportunity
for concession revenue.”

The Mudbugs will open their season as the arenak first
ticketed event with a game Nov. 2 against ready-made ri-
vals, the Moccasins, from Monroe, La., just 90 miles to
the east.

Being in a new arena helps with recruiting, said Jason
Rent, peneral manager of the Mudbugs. “We now have
the best arena in the league. Also, it is a world—class [a-
ality the local hockey fans will get 10 enjoy: A lot of older
buildings weren\ designed with hockey in mind. This
building has good sight lines.”

He also said there is plenty of parking that will help
retain loyal (ans and bring in new fans.

While major league towns can sell the “steak” of big-
time names and action, Rent said smaller arenas in small-
er markets must sell the sizzle.

“A big attraction is the accessibility of the players 1o
the fans,” said Rent. Having joined the Mudbugs just a
few months ago, he also said, “My biggest surprise has
been how die-hard some of the [ans are. They are very
loyal. We're selling a night out of entertainment that the
family can enjoy, but there is definitely a core of hock-

ﬁm.h

Rent, who most recently had been assistant general
manager of the WPHL Cotion Kings in Lubbock, Texas,
said the Mudbug dressing rooms a1 CenturyTel Center
are the best in the league. And even the visitors' dressing

Contimued On Page 18
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Food Offerings To Have
y Cajun Flavor

Decided

BOSSIER CITY, La. — Jambalaya,
shrimp Creole, frozen daiquiris, bar-
becue, homemade cheesecakes, and
sweel polato pecan bread pudding
arent found in too many arenas
across the country.

“This is not your everyday type of
arena fare,” said Larry Wilson, assis-
tant general manager of the Centu-
ryTel Center in Bossier City. Along
with neighboring Shreveport, it will
now be home 1o the newest arena in
that corner of Louisiana. Food ser-
vice at the [acility is being handled
by the SMG stafl.

“Originally we thought we'd out-
source the [ood and beverage opera-
tion. The city officials wanted
something representative of local fare,
though,” said Wilson.

The arena stafl was approached by
the owner of Bodacious BBQ, a local
company located near the arena, and
it was decided the local business
would be a good fit. The RFPs [or
pizza resulted in Pizza Hut getting
the nod. Of the four [ree-standing
concession stands in the arena’s two
food courts, Pizza Hut will serve Per-
sonal Pan Pizzas at two of the stands
and local Bedacious BBQ will serve
barbecue sandwiches, smoked
sausage, and beef ribs at one of the
stands.

And in what will be a first,
Copeland's of New Orleans will be
serving a select number of food items
in the club, suites and the fourth con-
cession stand. Copeland, long a New
Orleans landmark known for its qual-
ity Louisiana food, has 42 other op-
erations mostly in the Southeast but
spreading elsewhere.

But this is the first time the restau-
rant will have a permanent presence

CENTURYTEL
~— CENTER

in an arena, according to Bobby Cov-
ington, general manager of the restau-
rants Shreveport operation.

“The location of the arena gives us
additional exposure to a lot of folks
who have not eaten with us before,”
Covington said. “Certainly we want
to make money, but the exposure will
be great.”
bringing in out-
side vendors. 1 think the step we're
taking with Copeland’s is very
unique,” said Chuck Walter, direc-
tor of food service at the arena. “They
are very well known in the area. The
people at Copelands are very open.
[ think people are expecting region-
al food here and we both want to
please the patrons of the arena.”

Covington said, “The arena stalf
has been fabulous, truly great, |
couldn' ask for a better situation.
We're real excited about being there.”

Copelandss concession stand will
offer a shrimp and tasso pasta, shrimp
Creole, gumbo and a club sandwich.
It is planned that those same items
will be on its menu in the arenat 190-
seat Casino Magic Club along with
Bayou broccoli balls (bacon, cheese
and broccoli), stuffed mushrooms,
spinach and artichoke dip, cheese
cake and sweet potato pecan bread
pudding, In the suites, Copeland’s
will offer chicken and tasso pasta,
shrimp and sausage jambalaya, and
shrimp Creole.

Items from Pizza Hut and Boda-
cious BBQ will also be available in

the suites, as will carving stations
(with a three-day notice).

Hot dogs, nachos, chicken sand-
wiches, hamburgers along with pop-
corm, pretzels and peanuts will also
be available at the two traditional
concession stands in each of the food
courts.

A signature item may be an in-
house catfish and French fries bas-
ket for $5.50 (no drink included).
“We're trying to keep things at our
end at about $5," said Walter.

Local not-for-profit groups will staff
the concession stands and receive a
portion of the profits. “Communities
and community groups are asking
for this because it beats trying to raise
money with bake sales and car wash-
es. lt5 2 win-win situation for us, the
city and the groups,” said Walter.
There would likely be more than one
group working al any particular
event. There will be signs up at the
stands showing what groups are
working that area.

“Some guests at the arena may
want to contribute to that particular
group,” said Walter. The challenge,
he said, will be Lo train a lot of dif-
ferent groups prior to events.

Major events will probably require
75-100 workers (from not-lor-profit
groups) for concessions. However,
in-house staff will handle service 1o
the suites and club. “We'll be very in-
volved with the suites,” said Walter.

With the facility planning to open
at 6 p.m. with typical show and game
timesat 7 p.m., Walter said, “We can
capture those people to eat their din-
ner here.

“Thats my main objective. People
are asking for it and want it to be
available.” 0

mudbugs set to defend...

Contmued From Page 15

rooms are great, he said. “Thats im-
portant because the guy who comes
to play against us this year may be
knocking on our door as a potential
teammate next year,” Rent explained.

“The combination of timing, the
facility, the management and a win-
ning team is really helping build ex-
citement about the arena,” said Becky
Bonnevier, sales and marketing man-
ager for CenturyTel Center.

ARENA FOOTBALL, TOO

The arena has also [inalized an
agreement with a new af2 (arena
football) franchise, securing them
as another tenant at the CenturyTel
Center. The team will be called the
Bossier City Battlewings in reference
to the local Barksdale Air Force Base.
Dr. Plaman also owns the
Battlewings.

The af2 is a subsidiary of the
Arena Football League, which has
an association with the National
Football League. The af2 was de-
signed to develop minor leagues of
arena football teams on a regional

-

S

Jason Rent, general manager of the
Mudbugs and af2 teams.

basis North America.

The season will begin April 2001
and although a finalized schedule
has not been announced, it is
known that eight home games will
be played at the CenturyTel Center.

Rent, who will also serve as gen-
eral manager of the Battlewings, said
the biggest challenge will be con-
vincing local fans that the af2 team
will consistently deliver quality foot-

ball, Other efforts to bring some’

level of professional football to the
market have [ailed, including the
Canadian Football League and the

Indoor Professional Football League.

The Mudbugs, averaging about
4,500 lans per game, will use just
the 8,000 seats in the lower bowl.
The al2 team initially will use the
enure arena.

Sezson tickets for the 35 home
games of the Mudbugs run between
$799 (Celebriry) to $325 (Mezza-
nine). Season tickets for the Bat-
tlewings will range from $250 to
$75. Day-of-game tickets will be
about $12 for each of the teams, said
Rent.

For the al2 team, Rent said, “Our
biggest goal is to get as many peo-
ple in there — possibly as many as
20,000 — as quick as we can [or the
first two games [April 2 and April
4]." There will be discounted tick-
ets for the upper bowl [or the first
game and the team is also planning
some special events for the Arst two
games.

“The message we're trying to get
across is that we are the same oper-
ation as is behind the popular Mud-
bugs.” Rent said. We're going to try
to build on that credibility." o
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Gymnasts Tour To End Early

ARENAS

The post Olympic T]. Maxx
Tour of World Gymnastics Cham-
pions will end Dec. 4 at the Ar-
rowhead Pond of Anaheim (Calif.),
about six dates sooner than origi-
nally scheduled.

Marc Norman, HOB Concerts,
who is parmered with John Meglen,
Concerts West, in promoting the
evenl, said they will also cancel a
couple of dates that are struggling
with poor ticket sales.

The U.S. gymnasts did not do as
well as hoped and television rat-
ings for the tape-delayed competi-

tion were not up to par, Norman
noted.

Pat Christenson, Thomas &
Mack Center, Las Vegas, hosled the
show Oct. 13. It drew an atten-
dance of 4,800. It was filmed for a
tape-delay broadcast on NBC.

Financially, Thomas and Mack
Center, which promoted the event
as part of its ArenaNetwork
involvement, “maybe broke even.
We were close,” Christenson said.

Food and drink per caps for the
tour in Vegas were $4.10 and for
merchandise, $3.10, Christenson
said, “no too bad from that per-
spective." Q

ICCC Draws Record Numbers

CONVENTION CENTERS

Wireless, wired and Internet tech-
nology were among the issues dis-
cussed by more than 300 attending
the International Convention Cen-
ter Conference in Tucson Oct. 5-8.
Registration was a record, said Jack
Zimmer, executive director of the In-
ternational Assn. of Assembly Man-
agers which hosts the gathering.
Jefl Blosser, manager of the Ore-
gon Cenvention Center, Portland,

and [AAM director at large for con-
venuon centers, said the potential
profit from technology was a key
issue, particularly how to capture
wireless communication. The tech-
nology to monitor technology is
now available, he noted.

HOK sponsored the second an-
nual Hurncane Party, in honor of the
near-hurricane that cut into atten-
dance at last years ICCC, Zimmer
said. Next year, the group will meet
in Savannah, Ga., OcL 24-27.0
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SARAH SOLD OUT — At the Paul
| E. Tsongas Arena in Lowell, Mass.,
£ from left, are Sarah Brightman;
| Jack Utsick, Entertainment Fund.,

Inc.; lan Noble, Metropolitan En-
tertainment; Kim Walsh, arena
marketing manager; and Craig

| Gates, arena manager

Draw Low For Women’s Pro Football
League, But Demographics Desirable

STADIUMS

By Natasha Emmons
Average attendance for the open-
ing weekend of the Women’s Pro-
fessional Football League didn't
quite meet projections of 3,500.

But national and local media
coverage has been intense, the fans
are enthusiastic and the coaches
and players are focused on their
gamc.

“You couldn't even hear,” said
Jamie Brooks, general manager of
the New York Galaxy, who were
trounced 28-0 by the New England
Storm at Canisius College stadium
on Oct 14, about the enthusiastic
crowd.

“It’s going to take a

year or so for people

really to know about

it. It takes time.”

— JAMIE BROOKS

“1t’s going to take a year or so for
people really to know aboul it,”
Brooks said. “It takes time.”

Attendance at four games ranged
from 800 at the Orange Bowl in
Miami to 3,800 at Leander (Texas)
Stadium.,

Two teams — the Minnesota
Vixens and Lake Michigan Minx
— did a five-city barnstorming
tour in 1999. This year, the Vixens
are back, and are joined by 10
other teams. The league was
founded two-and-a-half years
ago by Carter Turner and Terry
Sullivan of minor league foot-
ball and is funded by private in-
Vvestors.

The rules of the game are the
same as NFL football, the only dif-
ference is an intermediate sized ball
is used instead of the larger ball.
Ticket prices are $20 and $15
adult, and $18 and $13 students,
and $13 and $7.50 youth. Tickets
are purchased through the league
or at the game.

With the success of the WNBA
and the USA women’s soccer team,
the time is right for women's pro-
fessional sports, Vacho said. “This

is the year to do women’s pro foot-
ball,” he said. “This is basically the
final fronter.”

Vacho played football for 18
years, has coached football and
taught physical education. He also
has a marketing background and
will earn his master's degree in
sports management soon. The
league has B0-100 full-time staff
around the country.

Vacho said the main spectator
demographic is women and men
aged 18 1o 35, but Brooks said she
saw all ages al Saturday's game at
Canisius.

MARKETING
Advertising is mainly grass roots
and done by each individual team,
but is getting a big boost because
of interest from mainstream media,

Women’s Professional Football League

TEAM STADIUM LOCATICN ATTENDANCE
MInN. VIXENS Midway Stadium St. Paul 1.850*
HoustoN ENERCY Dyer Stadium Houston NA
Okia. CITY WILDCATS Taft Stadium Oklahoma City NA
CoLo. VALKYRIES Five Star Stadium Denver NA®
AUSTIN RAGE Leander Stadium Leander, Texas 3,800
NEw York SHARKs  Mitchell Complex Garden Cuty, N.Y. NA

NEw ENGLAND STORM M. Pleasant Stadium Providence, R.I. NA

NEw Yorx GaLaxy  Canisius College Buffalo, N.Y. 1.500*

DaYTONA BEACH

BARRACUDAS Municipal Stadium Daylona Beach. Fla.  NA
Miami Fury Orange Bow! Stadium _ Miami 800
TamPa TEMPEST Pepin-Rood Stadium Tampa. Fla. NA*®

*— These teams will play st diflerent home siadiums throughou the season

I all goes well, next year will see
the addition of two new teams. The
league is looking at Los Angeles
and San Francisco. Five teams in
each division like the NFL would
be ideal, with a long-term goal of
adding fledgling programs and
women's college football programs
that players can be drafted from,
Vacho said. “It’s a dream. I think
its attainable,” he said.

LOGISTICS

The cities with teams were cho-
sen within four geographic pock-
ets so teams can be bussed to
games easily, Vacho said. “The
biggest problem with leagues in the
past was transportation costs,” he
said.

Venues chosen had 1o be at least
3,500 seats, so they are mostly col-
lege stadiums, booked on a straight
rental basis. The Orange Bowl in
Miami is the exception because
high school football teams in the
area have booked all of the small-
er stadiums, Vacho said.

Players now mainly come from
other women's sports teams in
metro areas and at colleges, in-
cluding rugby, volleyball, soccer,
and basketball. Most of the play-
ers are aged 18 to 28.

amounting to about $1 million in
free publicity in 1999, Vacho said.
“Pecple are naturally just drawn to
it out of plain old curiosity. People
are just eating it up,” he said.

No television deals are in place
yet, Vacho said, but he is talking
to several stations about broad-
casting the championship games.
“The appropriate people are talk-
ing to the appropriate people. It's
so new, I'd love to have television
this year, but I don't expect it be-
cause il is 50 new and the product
is so new,” he said.

Three teams sold out of sweat-
shirts, T-shirts and hats at the
opening games. They ranged in
price from $18 to $24 at most
games. The league is in the process
of setting up a store on the Inter-
net through Yahoo!, Vacho said.

Food sales also went well. Hot
dogs, nachos and popcorn moved
at the Orange Bow!. “The stadium
was a mess,” said Kevin Clein,
Miami Fury general manager.

The Austin Rage had hungry
fans also. “1 hear one of the fami-
ly members said we ran out of
hot dogs, which was a serious
issue,” joked General Manager
Donna Roebuck. “But that's 2 good
sign." 0
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1NEW vENuCES

O N E

Y E A R

L A T E R

rom one end of the country to the other, 1999 was a busy year for new venue
openings. During their first year of operation, these facilities have become

homes to professional football champions, hosted national political
conventions, welcomed new performers and helped bid farewell to perennial favorites. Here is a review of some of the first-
year highlights at these new facilities along with a few changes they have already made and some of their plans for the future:

ADELPHIA COLISEUM
Nashville

The National Football League’s Tennessee Titans
played in three different stadiums in as many years be-
fore moving into their new $292 million Adelphia Col-
iseumn home in Nashville with a pre-season game against
the Atanta Falcons Aug, 27, 1999. They played 10 90%
capacity crowds, initially: but that grew to sellout crowds
by the end of the first season, said Bill Dickerson, gen-
eral manager of facility operations. After winning the
AFC championship and going to the Super Bow] against
the St. Louis Rams last year. this years home games are
completely sold out at 68,400 seats, Dickerson said.

A Billy Graham revival on June 1-4 brought in
240,000 participants during the event's five services.
As many as 72,000 atiended on Saturday, June 3, sel-
ting a record for the number of people in the facility at
one ume (with about 5,000-6,000 seats on the field),
said Dickerson.

The stadium has also played host to two concens.
The George Strait Country Music Festival brought in
55.000 fans on April 30 and "N Sync played 1o 42,000
fans May 14. Dickerson said the facility is “absolutely”
going to plan more concerts.

The stadium is also the home field for the local Ten-
nessee State University Tigers football team, which uses
the lower 28,000-seat bowl for most games.

Dickerson said the facility has hosted about 200 pri-
vate parties including weddings, company gatherings
and other such funcoons since it opened.

—DJM.

AIR CANADA CENTRE
Toronto
In early October, the arena recognized its four mil-
lionth guest with a prize package that included tickets
to Maple Leafs hockey, Raptors basketball, WWF and
the Dec. 3 Tragically Hip concert.

The building, operated by Maple Leaf Sponts & En-
tertainment, opened Feb. 20, 1999.

ACC played host to 204 events in its first year and
297 10 date. OQutside of the NHL franchise, Bruce Spring-
steen has been the top-grossing event with $3 million
(Canadian) over two nights.

Springsteen shares the largest attended event with
the Hip. Air Canada recently added its fourth sports
tenant with the Arena Football League’s Toronto Phan-
toms. The National Lacrosse League’s Toronto Rock
also call ACC home.

—DM.

ALARIO EVENT CENTER
Westwego, La.

The $15.5 million John A. Alario Sr. Event Cen-
ter, opened in May 1999 in Westwego, La.

“We have hosted many memorable events,” recalled
Marketing Manager Jason Burns, “from the United
States Women's Volleyball team and Extreme Cham-
pionship Wrestling to baby showers and Christmas
parties, AAU and high school basketball tournaments,
and many trade shows.

Designed by Sizeler Architects for Jefferson Parish
and the Louisiana State Exposition District, the 3,400-
capacity, multipurpose venue has 2,400 permanent
seals, 200 VIP seats, 30,000 square feet of arena floor
space for trade show exhibits, 4,800 square feet of
meeting/breakout space and parking for 1,000 cars.

The Center has become a highly sought-after venue
for amateur basketball and volleyball tournaments,
and takes great pride
in that designation.

The venue cur-
rently plays host to
five high school and
AAU volleyball tour-
naments along with
11 basketball tourna-
ments. [t was award-
ed the Gulf Coast Athletic Conference 2001 Men’ and
Women's Basketball Championships at the Center.

The Alario Center and the Greater New Orleans
Sports Foundation teamed to submit a bid to bring
the 2000 United States Olympic Team Weightlifting
Trials 10 the Center, and was awarded the event in
1999.

“We expect to have 400,000 people visit the Cen-
ter this year,” said Burns.

—5T

ALLTEL ARENA
North Linle Rock, Ark.

The $83 million Allte]l Arena, which had its of-
ficial grand opening concert with a sold-out per-
formance by Elion John Oct. 29, concluded its first
year of operation with approximately 130 events
and a 101al attendance of more than 675,126.

The new 18,000-seat capacity building played
host to more than 29 concerts, eight Arena Fool-
ball League games, 35 Arkansas Riverblades Hock-
ey  games, 22
University of
Arkansas basketball
games and an abun-
dance of meetings
and receptions.

“Business has been
great,” said General
Manager Michael Marion. “Our biggest one-time
attendance was the WWF last December with an
attendance of 16,983. The second largest was 16,811
for Tim McGraw and Faith Hill held this past Sep-
tember.

The building hosted several
events with attendance of more
than 14,000 people. Some include
the Gaither Christmas Home-
coming which drew 16,606; 'N

Written by

Syne, 15,831; Britney Spears,
15,764, “Champions on Ice,”
15,238; Dixie Chicks, 14,934; and
U.S. Hot Rod Monster Jam,

Don J. Mooradian

14,347,

Other events this past year in-
cluded Neil Diamond, K155/Ted
Nugenv/Skid Row, Alan Jackson,

Pam Sherborne

Bruce Springsteen, ZZ Top/Lynyrd
Skynyrd, B.J. Thomas/Billy Joe
Royal, “Lord of the Dance,”

Steve Traiman

Harlem Globetrotiers, and
“Sesame Street Live.”

“We've had a lot of shows on
the weekdays and it hasn't been a
problem, and that has been in-
teresting,” Marion said. “We sold out 'N Sync on a
Wednesday and we hosted 16,600 on a2 Thursday
for the Gaither Christmas Homecoming.”

—PS.

Continued On Next Page
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AMERICANAIRLINES ARENA
Miami, Fla.

Since its grand opening on Dec.
31, 1999, with “Gloria Estefan's Mil-
lennium Concert Spectacular,” the
$203 million AmericanAirlines Arena
in Miami has marketed itself as
“South Florida's Waterfront Show-
place,” said spokesman Eric Bresler,

Built for Miami/Dade County and
operated by Basketball Properties Inc.
(NBA Miami Hear), the Arena has the
flexibility 10 accommodate a wide va-
riety of programming. It was de-
signed by the team of Arquitectonica
and Heinlein+Shrock to seat 19,600
for basketball and 15,000 to 20,000
for concerts. The venue offers the
equivalent of 79 suites with luxury
boxes, loges and Star suites; 1,800
club seats; two 150-capacity court-
side Flagship lounges and a 350-ca-
pacity Club Chivas Regal; a Team
store; and parking for 1,200 cars.

The arena already has hosted Brit-
ney Spears, Cher and Andrea Bocel-
li; Don King Productions' world title
fight between Felix Trinidad and Ma-
madou Thiam; WWF and WCW
wrestling; the International Cham-
pionship Rodeo; and family shows
like the Harlem Globetrotiers, as well
as corporate meetings and other small
gatherings.

—S5.T

BLACK RIVER COLISEUM
Poplar Bluff, Mo.
This past year, the small arena in
the heart of Ozark country played
host 10 98 Degrees, Clay Walker, the

N E W

Harlem Globetrotters, Lynyrd
Skynyrd, Professional Bull Riding and

| Carson & Barnes Circus, among

other events.

Top grossing concert was 98 De-
grees at about $125,000. Sold-out at-
tendance was 4,200. PBR grossed
$135,000 for two nights. The Trot-
ters played 1o about 90% capacity.
The circus drew 5,000 for two dates.

GM Calvin Rutledge books most
events in-house. Styx/REO Speed-
wagon/Survivor should play to a big
house on Nov. 19 with $35 and $30
ticket prices.

Other upcoming events are Su-
perstars of Wrestling, Nickelodeon’s
Franklin the Turtle and the Statler
Brothers. Black River is the home of
Three Rivers College men's basket-
ball. The team is a traditional junior
college power and averaged 4,000 in
attendance last season.

—DM.

CLEVELAND BROWNS
STADIUM
In 1996, 97 and 98, there was no
NFL football in Cleveland because
the Browns moved 1o Baltimore after
the end of the 1995 season and be-
came the Ravens. But Cleveland went
ahead and broke ground for a new
pro football stadium in May 1997,
anyway. In September 1998, the NFL
announced an expansion team would
g0 to the northern Ohio city and that
team bought the rights to the old
team’s name and colors.
The first event at the $283 million,
73.300-seat stadium was a “dry run”
on Aug. 17, 1999, with about 20,000

VENUES
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people showing up to waich a
Browns' practice. That was followed
by the team’s first pre-season game
Aug. 21 against the Minnesola
Vikings in front of 71,398 fans.

Todd Stewart, director of public
and media relations, said the high-
light of the stadiums first year of op-
eration may have been the Brown’s
first regular season home victory
against the Pittsburgh Steelers (23-
20) Sept. 17, 2000. “Just enjoying a
win and having the National Foot-
ball League back in town was im-
portant to everyone,” said Stewart.

The stadium has played host to
two concerts. The all-day George
Strait Country Music Festival on May
20, 2000, attracted about 50,000 peo-
ple. And around 30,000 people at-
tended a June 25 performance by The
Three Tenors. “These were two dif-
ferent types of events and they both
went smoothly,” said Stewart, adding
that stadium’s sound system per-
formed very well.

“Its been a great year,” said Stew-
art. “And the stadium is something
everyone in Cleveland can be proud
of.”

—DJM.

CONSECO FIELDHOUSE
Indianapolis

The nation’s first retro-themed
arena is the home of the Indiana Pac-
ers and played host to the NBA Fi-
nals last spring, Basketball seemed
just a small part of programming,

“Our first year was absolutely
fantastic,” said Jefl Bowen, vice

CEARESAR
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.~ Fax:(501) 340-5668 © Phone: (501) 340-5660
" For booking information, call: Michoe! Marion or John McDonald

president of scheduling,

We had every major concert that
came down the pike, including Elton
John, Billy Joel and Bruce Spring-
steen. Every top performer came
through the building ™

The list also included home-state
hero John Mellencamp, Backstreet
Boys, Crosby, Stills, Nash & Young,
Ricky Martin, Limp Bizkit, Barenaked
Ladies, Tina Turner, Bon Jovi, Sarah
Brightman and “Lord of the Dance.”

All told, there will be 341 events
with 2.4 million in attendance from
Nov. 6, 1999, to Nov. 6, 2000. That
includes recent concerts by Dixie
Chicks and Tim McGraw/Faith Hill.

As ol mid-October, Backstreet
Boys, with two dates, was the top
grossing act with $1.3 million. 'N
Sync, scheduled [or two shows at the
end of October, may challenge that.

“Right now, they're at $1.2 mil-
lion,” Bowen said in late September.

Other top Conseco concert gross-
es: Tina Turner, $780,000; Elton John,
$630,000; and Ricky Martin,
$450,000.

—DM.

CREW STADIUM

Columbus, Ohio
The dream of U.S. soccer fans be-
came a reality on May 15, 1999 when
The Columbus (Ohio) Crew downed
the New England Revolution 2-0 in
front of a sold-out, SRO crowd of
24,741 in the inaugural game a1 $25
million Crew Stadium, the first major
league venue built specifically for soc-

cer in America.

Since then, Crew Stadium has
chalked up a number of impressive
highlights and awards, according to
general manager Mark McCullers.
The Hunt Sports Group built and
owns the stadium, located on the
Ohio Expo Center grounds. Hunt
Sports leases the 15 acres of land for
$50,000 a year from the Ohio Expo-
sitions Commission, a 25-year lease
with a 25-year option.

Designed by NBBJ Sports & En-
tertainment, it boasts 30 open-air
loges: 1,157 club seats; a Stadium
Club; concession plazas in each of
the four comers offering clear sight-
lines of the field; a 57,000-square-
foot Crew Kicker Plaza for pre-game
festivities; the Wreck Room, an in-
teractive fun center and arcade; and
a 3B4-square-foot LED video board.

The Crew was the MLS 1999 at-
tendance champion, averaging
17,696 a game, holds the MLS
Record [or season tickets sold in 1999
a1 9,282 and the stadium was named
the 2000 Foremost Sports Facility of
the Year by the International Sports
Summit.

—ST

CROSSROADS ARENA
Corinth, Miss.

Since opening on Nov. 11, 1999
with a John Michael Montgomery
concert, the $6 million Crossroads
Arena complex has had a significant
impact on Corinth, Miss., and the
surrounding area.

Built and owned by the city and
the Alcorn County Board of Super-
visors, the complex was designed by
Johnson, Bailey, Henderson & Mc-
Neel as the new home of the Mis-
sissippi Tri-State Fair. It was last held
here in 1981, and is the first fair in
more than 15 years, notes Arena Gen-
eral Manager John Aikin.

Included are a 10,000-capacity,
150-foot by 300-foot arena with
3,100 permanent seats and 50,000
square feet of floor exhibit space; a
125-foot by 260-[oot outdoor arena,
and 5,000 square feet of meeting
space in a separale convention cen-
ter.

The arena recently hosted a good
run of “Grease” with Cindy Williams
and Eddie Mekka, and the Tri State
Fair opened a 10-day run on Oct. 27.

—S5T

THE FAMILY ARENA
St. Charles, Mo.

The Family Arena, which official-
ly opened in October, 1999, will close
out its first year of operation by doing
about 135 events and drawing be-
tween 500,000-650,000 people when
totals are finally tallied.

“Next year, it looks like we will do
between 180-185 events,” said Gen-
eral Manager Tom Engle

The 10,000-seat arena held 10 con-
certs in its first year, playing host 1o

Continued On Page 17
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such acts as John Mellencamp, which | bles and an unobstructed view of JESSE OWENS STADIUM south in Colorado Springs. can accommeodate hockey, basketball
sold out, Creed, Collin Raye, Marti- | the stage. Additional amenities in- Columbus, Ohio

na McBride, and Toby Keith. The
Worlds Toughest Rodeo was a suc-
cess as was the Lipizzaner Stallions.

The building started out with two
sports Leam tenants, but will add two
more this year.

“We started out with a UHL hock-
ey team, the Missouri River Otters,
and an [BL team, The Swarm,” Engle
said. “Now, we have signed a pro soc-
cer leam, the St. Louis Stearners, and
an ITFL team which will play in the
spring and early summer, the River
City Renegades.”

—PS.
FIRST UNION ARENA
Wilkes-Barre, Pa.
“This has been a tremendous in-

augural year,” said Andy Long, ex-
ecutive director of the $55 million
First Union Arena at Casey Plaza in
Wilkes-Barre, Pa. “From the begin-
ning we knew this was a hot mar-
ket, but I don't think anyone knew
how big the potential was.”

It took 10 years of planning to
even begin construction, including
losing a bond referendum by 47
votes, followed by the usual con-
struction woes and opening night
jitters.

The venue has welcomed
557,915 people and generated more
than $11.3 million dollars in ticket
sales.

The tone was set from the open-
ing Nov. 13, 1999 sellout for the
American Hockey League Wilkes-
Barre/Scranton Penguins, the first
of 26 SRO games.

Approximately 4,000 season tick-
ets were sold out of a capacity of
8,500, placing the “Baby Pens” third
in overall AHL percentage atten-
dance, despite a record of 23-43-
9. In the sophomore year, season
tickets have gone up by nearly 50%
1o an estimated 6,000, leaving fewer
seals available for public sale and
ensuring another record-setting year
in sellouts. For the new hockey sea-
son, the Arena played host to one
week of the NHL Piutsburgh Pen-
guins training camp, set between
TWO preseason games.

—5.1

FLEETBOSTON PAVILION
Boston, Mass.

Boston native Donna Summer of-
ficially opened the FleetBoston
Pavilion with a sold-out concert July
14, 1999, At that time, the open-air
amphitheater on the city’s historic
waterfront was called BankBoston
Pavilion, but the name changed fol-
lowing a bank merger.

The approximately 5,000-seat
pavilion has hosted about 70 events,
including a Don Henley concent
June 5, a fundraiser for the Walden
Woods Project in Concord, N.H.
Performances during the first year
by Faith Hill, Jamiroquai and Brit-
ney Spears were all “tremendous
successes,” said Fallon.

There are rwo premium packages
at the pavilion. One is the Fleet-
Boston Pavilion Corporate Box Pro-
gram, which includes guaranteed
hwxury seating for four at every per-
formance. Each box is equipped
with four cushioned chairs, tray ta-

clude wait service during the per-
formance and the opportunity to
host a private function at the Pavil-
ion.

The other is FleetBoston Pavil-
ion's Premier Season Ticket Pro-
gram. The seating is “amazingly
close” to the performers, officials
said. The program also includes
complimentary parking at the Sea-
port Hotel with shuttle service to
the Pavilion.

—DJM.

HAAS PAVILION
Berkeley, Calif.

The new $57.5 million Walter A.
Haas Pavilion is built on the site once
occupied by Harmon Gym, a revered
landmark on the University of Cali-
fornia’ Berkeley Campus.

Officials said that when the new
facility was being designed, they in-
tentionally omitted sound-baflling
devices so the UC students could
maintain what they called their “in-
timidating home court advantage.”
Adding to that intimidation is a dou-
bling of student seating — from
1,300 to 2,600 — with about 900
right at courtside, some just 88 feet
from the playing floor.

There are nearly 2,000 club seats
with chair backs. There are also wider
corridors and a quadrupling of the
number of restrooms and concession
areas.

—DJM.

The Ohio State University venue
currently books men and women's
soccer, men’s lacrosse and track
events with 3,000 ponable seats.

Mike Dolan, director of OSU fa-
cilities, said next year, capacity will
increase to 12,000 with the addition
of 9,000 permanent seats, A press box
will be built. The total cost is about
$11 million.

He said soccer attendance is av-
eraging about 1,000, “which for us,
is not bad.” Lacrosse is “growing like
mad. It used to be nobody came to
the games.” Again, average atten-
dance is 1,000,

—DM.

MAGNESS ARENA

University of Denver
The Magness Arena, centerpiece
of the University of Denvers $70 mil-
lion Ritchie Center, officially opened
Sept. 19,1999, with the Irish Tenors
and the Royal Philharmonic Or-
chestra who played to 4,000-plus
people. The arena can host hockey,
basketball, volleyball, gymnastics,
concerts, boxing and other special
events. There are 7,800 permanent
seats and additional seating space can

add about 1,000 more seats.
The arena is home to the Division
1 University of Denver Pioneers hock-
ey and basketball teams. Allan Wil-
son, house manager, said every seat
in the area is taken whenever the Pi-
oneers hit the ice against rival Col-
orado College, about an hours drive

The most widely attended event
the arena thus far, according 1o Wil-
son, was the March 17, 2000, light-
weight boxing match between Julio
Alvarez and hometown favorite Ste-
vie Johnston, who won the bout ina
second round TKO.

In its first year of operation, the
Magness Arena has hosted a variety
of shows including Tori Amos, the
Moody Blues, Counting Crows, Tracy
Chapman, a “doo-wop” extravagan-
2a and Holiday Festival on lce, and
Bumn the Floor. The fadlity works ex-
clusively with the House of Blues
Denver office.

A “half house” configuration is
being developed in the arena for per-
formers such as Sarah Brightman,
who will play there Nov. 8.

—DJM.

MANDALAY BAY RESORT
& CASINO
Las Vegas

Since opening in March 1999, the
$1 billion, 3,644-room Mandalay Bay
Resort & Casino in Las Vegas has
seen ils entertainment and trade
show venues contribule significant-
ly to the venue’ success, according
the H.C. Rowe, director of enter-
tainment.

Designed by Sink Combs Dethlefs
for owner Circus Circus Enterprises,
the 12,000-capacity Mandalay Bay
Events Center has been the setting
for superstar concerts, major sport-
ing events and TV specials. The
venue has more than 30,180 square
feet of arena floor space, 83,050
square feet of concourse exhibit space
and 26,100 square feet of meeting
space. Theres also a 4,000-seat Beach
Side Stage, a 1,700-seat Broadway
Theatre and an 1,800-capacity House
of Blues tha is booked separately by
that organization.

The Events Center has a full-size
ice rink and retractable bleachers that

and tennis, plus seven luwxury suites.
The Events Centers grand opening
April 10, 1999, fearured a sold-out,
special performance by Luciano
Pavarotti. Millennium week kicked
off with two SRO performances by
The Eagles and a New Years Eve/Day
celebration featuring Bette Midler.
This past April, The Three Tenors —
Pavarotti, Jose Carreras and Placido
Domingo — drew an SRO crowd for
the one-year anniversary evenl.
Other top music attractions in-
cluded sellouts by Ricky Martin and
the duo of Faith Hill & Tim McGraw,
KISS, Boyz 1l Men, Steely Dan, Jour-
ney, Goo Goo Dolls and Luther Van-
dross. Earlier this month, golf
superstar Tiger Woods brought in
“Tiger Jam I1I" with performances by
Christina Aguilera, LeAnn Rimes and
Seal benefitting the Tiger Woods
Foundation.
—S5T

MESA PARK
Fellsmere, Fla.

MESA Park is a stunning, 115-
acre outdoor facility, located on
Florida's East Coast, just 1.3 miles
west of Interstate 95. Since open-
ing in January 1999, MESA — an
acronym for Music, Entertain-
ment and Sports Activities — has
hosted and produced a wide va-
riety of mostly weekend musical
events, molorsports activities, fes-
tivals and holiday entertainment,
noted spokesperson Kris Ford.

Owned and operated by Aim
High Productions, and designed
by Stottler & Stagg Architects, the
complex includes four distinct
areas. A 7,500-capacity am-
phitheater with 3,000 permanent
seats and an BO-foot by 50-foot
reversible stage is the park's
showcase and centerpiece, and

Continued On Page 18

Sold out shows and a great location. It's what you want. It's what we've got. In our

first year we've sold out Neil Diamond (2 shows), Champions On Ice (2 shows), WCW,

For more information on booking call Andy Long at 578-978-3585

Harlem Globetrotters, Target Stars On Ice, Elton John (2 shows), AC/DC, WWF, Ringling
Bros. and Barnum & Bailey Circus, Red Hot Chili Peppers, Ice Wars, Creed, Barry Manilow

and your next show. Scranton / Wilkes-Barre, 1t's a mno brainer ...

give us a call.

ww . firstunionarena.com
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regularly hosts national record-
ing artists; a 7,500-capacity
wet/dry motorsports Arena has
sanctioned racing  events
throughout the year; a 50-acre
Festival Area hosts amusement
rides and midway activity; and
MESA Village serves as the hub
for commerce, shopping and food
and drink.

Amphitheater highlights for the
1999-2000 seasons kicked off
with Neal McCoy, two-time CMA
Entertainer of the Year, followed
by such other country superstars
as Ricky Skaggs, Toby Keith,
Hank Williams Jr., BlackHawk,

N E W

Tracy Byrd and John Anderson.
Young country artists featured at
MESA include Yankee Grey, Andy
Griggs, The Stevens Sisters, The
Kinleys and Ty Herndon. The
“Country Legend Series™ featured
George Jones, Loretta Lynn and
Willie Nelson.

In October, MESA played host
to the Indian River Jam, a two-
day country music festival fea-
turing Clint Black, Sawyer Brown,
Yankee Grey, Chad Brock, Aaron
Tippin, Eric Heatherly, Jessica An-
drews, Little Feat and Mont-
gomery Gentry.

—ST
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MITCHELL CENTER
UNIV. OF SOUTH ALABAMA
Mobile

From September 1999 through
August 2000, the 10,000-seat
Mitchell Center, on the campus of
the University of South Alabarna, Mo-

AR
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bile, had a total attendance of about
250,000 for events held in the build-
ing. That number has pleased offi-
ciaks, including Arena Manager Terry
Butler.

The venue is home to the univer-
sity’s men’s and women’s basketball
programs, and Butler said the mens
basketball team won the Sun Belt
Conference Championship this past
season and was undefeated at home.

“We will be holding both the mens
and women's Sun Belt Conference
championship in 2001. We are real-
ly looking forward 1o thar.”

Besides the basketball programs,
Butler said they have been very suc-

The AmericanAirlines Arena, home of the NBA's Miami HEAT and WNBA's Miami SOL is downtown
Miami's ultimate sports and entertainment showpiece. This ultra-modern jewel on the waterfront hosts
the world's most exciting events and attractions. With a flexible seating capacity of 4,700 to 20,000 the

AmericanAirlines Arena is South Florida's hottest venue in the heart of the city.

For booking information contact Eric Bresler by phone (786) 777-1122, fax (786) 777-1600
or email ebresler@heat.com. Check out our availability online at www.eventbooking.com

cessful in other events held in the
past year, including both concerts
and family shows. Most concent at-
tendance has ranged berween 5,000-
7,500, thus having used the
curtaining system quite often last
year. Some of the acts which have
played the venue include Widespread
Panic, Indigo Girls, comedian David
Spade, Sister Hazel, and Better Than
Ezra.

The building has also experienced
greal success with family perfor-
mances including two sold-out
WWEF events, Other family shows in-
cluded the Harlem Globetrotters, the
Royal Hanneford Circus, and the
Magic School Bus.

“We also do many private events
and receptions, as well as high school
graduations and our own com-
mencements,” Butler said.

—Ps.

+ NORTH CHARLESTON (5.C.)

| CONVENTION CENTER &

| PERFORMING ARTS CENTER

| The 200,000-square-foot, $38 mil-
; lion North Charleston Convention
i Center entertained approximately 50
evenls in its first year, representing
! about 150 event days, according to
Executive Director David Holscher.

“We are about five times the size
of anything previously around here
so we are nol only providing exist-
ing shows room to grow, we have
opened the doors to other large con-
sumer and trade shows that couldnt
have otherwise come here,” Holsch-
er said.

The convention center includes a
25,000-square-foot ballroom and
14,000 square [eet of meeting rooms,
but both these spaces are leased to
the connecting Embassy Suites.

The convention center is part of
the complex in North Charleston that
includes a one-year-old 2,250-seat
capacity Performing Arts Center and
the existing 14,500-seat capacity

| North Charleston Coliseum.

Two of the larger shows that played
the convention center this year in-
clude the Antique Road Show and
Food Network Live,

The $18 million Performing Ants
Center hosted 75 events in its first
year of operation, greatly pleasing city
officials.

The 2,250-seat capacity venue
opened its doors in August 1999.

“The biggest niche we developed
last year was being the location for
rehearsals and openings of Broadway
productions,” said Executive Direc-
tor David Holscher.

—PS.

PEPSI CENTER
Denver
The Mile High City's new arena
played host to 219 events in its first
year of operation, with 2.5 million in
attendance, far exceeding original ex-

Contnued On Page 19
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pectations, said GM Gene Felling.

The building houses the NBA
Nuggets and NHL Avalanche. The
Nuggets experienced the largest at-
tendance increase among all NBA
leams compared with the previous
season.

Ten of the 22 concerts booked in
the first year sold out, including
Bruce Springsteen, with two shows
grossing well over $2 million. Cros-
by, Stills, Nash & Young grossed $1.2
million.

Felling said, “Concerts sold com-
parably to New York, Chicago and
L.A., even though those cities have
10-times the population.”

The biggest challenge has been
finding dates for events, he added.
Ringling Bros. recently did 75,000 for
10 dates with a gross in excess of $1
million.

Upcoming events include SFX Mo-
torsports freestyle motocross and
monster trucks, the NHL All-Star
Game, Harlem Globetrotters, high
school state wrestling and NCAA
women’s regional basketball.

Future concerts included Bare-
naked Ladies, Limp BizkivEminem,
Dixie Chicks and Tina Turner.

—DM.

PHILIPS ARENA
Atlanta

Philips Arena, Atlanta, has had
quite a honeymoon. In its first 12
months of operation, the 20,000-
seal capacity venue held more than
200 events which drew approxi-
mately 2.5 million people, ac-
cording to Senior Vice President
Mike Oshust. Of that number of
events, the building held 42 con-
cerls grossing more than $23 mil-
lion.

Oshust said the venue is straight
rental and their relationship with
SFX Entertainment has also helped
boost the number of concerts.

Elton John opened the venue
last year with a performance on
SepL. 18. Other acts performing
throughout the year include names
such as the Dixie Chicks, Tim Mc-
Graw and Faith Hill, Cher, ZZ Top,
Vince Gill, Bette Midler, Ricky
Martin, Limp Bizkit, Widespread
Panic, Billy Joel, Tina Turner and
Lionel Richie, 'N Sync, KoRn,
Bruce Springsteen, and Crosby,
Stills, Nash & Young.

In addition 1o the concerts, Os-
hust said family shows were also
successful. The building brought
in the gamut of family fun in-
cluding “Disney on Ice.” Ringling
Bros. and Barnum & Bailey, and
WCW.

This past year was also the in-
sugural season for the new NHL
team Atlanta Thrashers. Oshust
said the team enjoyed a number of
sellouts and experienced overall
“tremendous success.”

—Ps
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RALEIGH ENTERTAINMENT
AND SPORTS ARENA
Raleigh, N.C.

From its opening in October
1999, the $158 million Raleigh
(N.C.) Entertainment and Sports
Arena has played a major role in

[SPOTL
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the region's economy, according
to Dave Olsen, vice president
and general manager for Gale
Force Sports & Entertainment
which operates the venue for the
Centennial Authority.

From October through fiscal
year-end June 30, 2000, gross re-
ceipts were $25.2 million dollars,
with about $750,000 paid out in
gross receipts tax. Payroll for full
and part-lime arena employees was
over $6.8 million, accounting for
$530,000 in state payroll taxes.
Food sales of over $7.8 million dol-
lars, parking revenues of over $1.3
million and $1.1 million in mer-
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chandise sales all accounted for
over $700,000 in local/state taxes
paid.

Designed by Odell Associates,
the arena is built on the North Car-
olina State University campus, seat-
ing up to 20,000 [or concerts,
19,900 for basketball and 18,600
for hockey: It has 6] club and con-
course level skyboxes, with 10
more in the future); 1,900 club
seats; 4,000 sideline floor-level
seals; an Arena Club
restaurant/lounge; and shared
parking for 8,500 cars with adja-
cent Carter Finley Stadium.

The venue is home to the NHL

Carolina Hurricanes, with 41 reg-
ular season hockey games the first
season; the ACC N.C. State Woli-
pack men's basketball team, with
16 games; and the Arena Football
League Carolina Cobras, with 8
games.

Highlights for the facility's in-
augural season included sellouts
of Bruce Springsteen, N'Sync, Back-
street Boys, Tim McGraw and Faith
Hill, The Dixie Chicks, WWF Raw
is War, WWF Summerslam, and
the CIAA Tournament.

—S5T
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SAFECO FIELD
Seattle
The home of Major League Base-
ball’s Mariners has been in the spot-

! load of dinners, trade shows and ca-

N E W

light during the recent playoffs. Be-
sides the regular concession opera-
tion, the team plays host to VIP
functions with large tented areas on
the upper concourse.

Building manager Neil Campbell
said the stadium has had a “truck-

reer days, a few of which have been
on the field.” He estimated that the
venue had 150 events other than
baseball.

Corporate dinners, wedding re-
ceptions and bar mitzvahs comprise

'
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the majority of alternative events.

“It’s certainly a lot different than
sitting in a hotel ballroom staring at
four walls. Our meeting rooms have
glass walls looking onto the field,”
he added.

Rental fees are negotiated de-
pending on the extent of the event.
A fully catered fundraiser on the field
for Republican presidential candidate
George W. Bush drew 5,000 this past
summer.

Campbell said officials cover the
playing surface for all other events.
Two private restaurants and two ter-
race clubs accommodate groups of
as many as 2,000.

Safeco Field would like to play host
to concerts, but serious discussions
won' begin until after the 2001 All-
Star Game here. “As a baseball-only
facility, scheduling can be very diffi-
cult,” he said.

—DM.

SKYREACH PLACE
Kelowna, B.C.

Skyreach Place in Kelowna, B.C.,
opened its doors Aug, 28, 1999 with
Canadian rockers Moist and things
haven't slowed since, said General

AR LATER
Manager Dave Dakers. “Although it
was rushed, we had a relatively
smooth opening. There were no
major hiccups, and we've kept rolling
ever since.”

The $13 million (U.S.) facility
boasts 1,000 club seats and over-
all seating capacity of 6,000 for
sporting events and up to 7,500 for
concerts.

Kelowna, about a four-hour drive
east of Vancouver, has a population
of 100,000 and serves a market area
of around 250,000 people. Prior to
the opening of Skyreach Place, there
was no other facility in the region like
it, Dakers said, adding that shows es-
sentially passed on the market

However, since August 1999, the
new arena has hosted acts as diverse
as Alice Cooper and Bill Cosby. Other
performers and shows have includ-
ed “Weird Al” Yankovic, Tom Jones,
Outlaws of Motorsports, a bridal
show, Joan Jett and the Blackhearts,
Spirit of the Dance, Ray Charles, The
Guess Who, Dwight Yoakam, WCW
“Monday Nitro™ and the Steve Miller
Band.

“All of this is new to the market.
But the arena is the perfect size [or
this market,” Dakers said.

—DJM.

SOVEREIGN BANK ARENA
Trenton, N J.

In one short year, the $53 million
Sovereign Bank Arena in Trenton,
NJ., has exceeded all expectations,
hosting more than 160 events and
750,000 attendees. Located 30 min-

utes from Philadelphia and 50 min-
utes from New York, with approxi-
mately seven million people within
a 45-mile radius, has made it a “must
stop” venue for any Lour.

“Trenton and the surrounding
markets have responded extremely
well to the arena,” said General Man-
ager Michael Scanlon for Philadel-
phia-based Global Spectrum, which
operates the venue for Mercer Coun-
ty. “Trenton being so close to both
New York and Philadelphia makes
our arena such a viable market for a
variety of shows and we've sold out
23 events including family and ice
shows, sporting events, concerts and
a nationally televised "WWF Smack-
down.”

Designed by Sink Combs Dethlefs
and the Vitetta Group, the arena has
a capacity of up to 10,500 for con-
certs and special events, including 34
private luxury suites and 1,150 club
seats. It can seat 8,100 for hockey and
football and 8,600 for basketball, and
is the proud home for three proles-
sional sports franchises: Trenton Ti-
tans of the East Coast Hockey
League, the Trenton Shooting Stars
of the International Basketball
and the Trenton Lighming of the In-
door Professional Football League.

The arena has hosted Shania
Twain, Creed, Elton John, John Mel-
lencamp, KI1SS, Third Eye Blind,
Mandy Moore, Sugar Ray, LFO,
Duran Duran and Martina McBride.

—ST
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STADIUM EXHIBITION
CENTER
Seattle

The 504,000-square-foot facil-
ity has two main exhibit halls
serving consumer shows and con-
certs.

From Oct. 31, 1999 through the
same date this year, the venue was
scheduled for 155 event days with
another 90 for load-in and load-
out, said Steve Eckerson, director
of facility sales and marketing.

“In the next 12 months, we're
projecting 175 event days. Right
now, we're booked solid until
Thanksgiving,” he said.

NEW

Eckerson works for First &
Goal, the Paul Allen-owned pri-
vate management firm operating
the building, which will eventu-
ally be part of the Seattle Sea-
hawks' new football stadium.

When the stadium is complet-
ed in 2002, there will be a third
hall with another 62,000 square
feet of exhibit space available.

Consumer shows, comprise
75% of business, but SEC had
Barenaked Ladies and played host
to Chris Isaak, Robert Cray and
Squirrel Nut Zippers in a Millen-
nium Eve show last Dec. 31.

—DM.

VENUES

O N

STAPLES CENTER
Los Angeles
Since Bruce Springsteen opened
the $330 million Staples Center with
a concert on Oct. 17, 1999, more
than three million guests have at-
tended other concerts, sporting

s PeEPSY
cenTEm
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532,924 cups of Pepsi, 15,040,674 cunces of Coors and
14 miles of hot dogs, Pepsi Center is pleased te
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events, family shows and other major
events including the Democratic Na-
tional Convention.

The mammoth 1-million-square-
foot facility (including arena, retail
and offices) is home to four profes-
sional sports franchises: the Nation-
al Basketball Assn.s Los Angeles
Lakers and Los Angeles Clippers, the
National Hockey League’s Los An-
geles Kings and the Arena Football
Leagues Los Angeles Avengers. The
Lakers ended their inaugural season
at the new arena June 19, 2000, by
winning their 12th NBA Champi-
onship. The Kings enjoyed the best
attendance and fourth-best record in

Mwmﬂnm“w‘w—w};ﬂn'
_ Creative Artists Agency, Every Dog Has Its Day, Family Life, Feld Entertainment, Inc, .
Hariem Globetrotters, House of Blues, IKO(KL-FM, KDJM-FM, Pace Motorsports, - ..

team history at their new home.
The center hosted new and long-
time favorites including Ricky Mar-
tin, Crosby, Stills, Nash & Young,
Cher, Bette Midler, Eurythmics, Joan
Sebastian, and The Eagles, Jackson
Browne and Linda Ronstadt on New
Years Eve. And Barbra Streisands final
Los Angeles concerts on Sept. 20 and
2] totaled $12.6 million at the gate.
The center also hosted major na-
tonal and international special events
including the 42nd Annual Grammy
Awards, the “Sugar” Shane Mosley
vs. Oscar De La Hoya world cham-
pionship fight, and the first-ever Latin
Grammy Awards,
—DJM.

T.R. HUGHES BALLPARK
OFallon, Mo.

TR Hughes Ballpark, the $4.4 mil-
lion home of the River City Rascals,
a Class-A prolessional baseball team
ol the independent Frontier League.
opened in June 1999 as part of the

I Ozzie Smith Sports Complex, owned
by the city of O'Fallon, Mo., a St.

Era
=l

Louis suburb.

The co-ownership group ol Mis-
souri River Baseball L L.C. was over-
whelmed by the success of the
first-year franchise, notes Mike Carv-
er, director of broadcasting and media
relations. The Rascals, who hosted
40 home dates in the 4,989-capacity
park, shattered the league’s atten-
dance record by drawing 151,661 in
their first year — a 67% increase over
the old record. The organization’s
theme is “Baseball from Another

—ST
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UNITED SPIRIT ARENA
Lubbock, Texas
The 15,000-seat capacity Unit-
ed Spirit Arena opened olficially
Nov. 19, 1999, and since then,
“business has been great,” accord-

| ing to Cindy Harper, marketing di-

rector.

“We've had outstanding response
from folks wanting to bring in big
events,” Harper said. “We are hold-
ing performances with acts that
couldn't have come here before.”

Some highlights for the $62 mil-
lion [acility this past year include a
performance by the Dixie Chicks,
which sold out in about 40 minutes.
Harper said Elton John sold out in
about two hours and KIS5 was also

. asellout for the building.

“We are also the home ol Texas
Tech Universitys men’s and women's
basketball and volleyball teams,”
Harper said. “The Texas Tech Lady
Raiders basketball team had the sec-
ond largest attendance nationwide
in college basketball with an aver-
age attendance of 12,741.”

Coming up for the building was
a WWF performance scheduled for
November.

—PS.o



NUTTER CENTER

WRIGHT STATE UNIVERSITY

Still Going Strong 10 Years
After Putting Wright State
And Dayton On The Map

DAYTON, Ohio — The continued success of the Nut-
ter Center on the campus of Wright State University in
Dayton, Ohio, has been attributed to its workable de-
sign, professional stafl, location in the region and the
community in which it is located.

In fact, the continued success of the venue is such
that, as it celebrates its 10th anniversary this month, it
is also listed at number nine this year in ABs BOXS-
CORE rankings of buildings with capacities of 10,000-
15,000.

The 12,000-plus-seat multi-use facility had a soflt
opening on Dec. 1, 1990, with a WSU commencement
followed by a WSU baskethall game. The official grand
opening was Dec. 15 to a sold-out crowd for a Boston
Pops concert.

“The Nutter Center put the Dayton market on the
map as a viable stop. Our size made that possible. As
a secondary market, we were able to pick up a lot of
major acts. We built a reputation of being able 1o put
crowds in here. The whole level of ententainment went
up about five notches. The market seemed 1o be starved
for this type of entertainment,” said John Siehl, exec-
utive director of the center.

Siehl had worked at the nearby Hara Arena for 24
years, holding the general managert spot for the last 11
years of his tenure. He said the Hara (with its seating

capacity of 5,600 10 7,000) has atracted a steady flow
of rock bands. “Dayton got to be known as a great rock
and roll 1own," said Siehl. “But once the Nutter Center
opened, it was able to attract a wider variery of acts.”

Although the Nutter Center gave the market a new
venue for big-time acts, its primary purpose was to
house the school’ indoor athletic activities and offices.
The 35-year-old school has about 17,000 students,
many of them commuters. Prior to 1990, the then Di-
vision 11 WSU Raiders had been playing in the schools
2,500-seat gymnasium.

“We were anxious to go Division I,” said Paul New-
man, assistant athletics director who has been with the
school since 1985. The university went Division 1 in
1987. And as pan of the Midwest Collegiate Confer-
ence, it has since hosted three Division 1 conference
championships with a fourth scheduled in March, said
Newman._

A highlight in the arena’s history was when the
Raiders basketball team defeated Michigan State Uni-
versity 53-49 on Dec. 30, 1999, the year the MSU Spar-
tans won the NCAA national championship. The Nutter
Center sold out at 10,600 and secured one of the biggest
upsets of the NCAA season, said Newman.

“A center like this puts you on the map,” Newman

Continued On Next Page

Written By Don Mooradian
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At-a-Glance
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ADVERTISING: The centers marketing
department provides a comprehensive
advenising program. The marketing
department also handles group sales and
sponsorship opportunities.

AWARDS: Consistently ranked in the top-10
grossing venues (compared to same-size arenas) since it opened in 1990 and
has garnered a number of industry awards.

BERRY ROOM: Provides extensive banquet facilities with a full-service catering
operation on the premises. The 5,280-square-foot Berry Room can host
conferences, receptions, seminars and teleconferences and can be divided into
three separate rooms. AudioAvisual needs can be accommodated. The
contemporary venue overlooks the arena and can seat 300-500 people.

DRESSING ROOMS: Two star dressing rooms and two team dressing rooms.

EVENT STAFFING: Provides all ushering, peer group security, tickel takers,
door guards, and parking services on an exclusive basis for all events and
activities at the facility.

EXHIBITION SPACE: There are 60,000 square feet of exhibition space in the
McLin Gymnasium, located within the Nutter Center,

FOOD: Volume Services America provides all on-site food and beverage services
on an exclusive basis for all events and activities.

GUEST PARKING: There are eight on-site lots and one nearby for a total of
4,231 spaces.

MAJOR TENANTS: Home to the Wnght State University Raiders basketball and
volleyball teams; and home ice to the professional Dayton Bombers of the
East Coast Hockey League (ECHL). It also is host to Midwestern Collegiate
Conlerence basketball tournament.

ICE SYSTEM: The ice surface measures National Hockey League regulation 200'
x B4'.

LUXURY SUTTES: There are 18 luxury suites with wet bars and cable television
hookups.

MARKET AREA: The Greater Dayton area boasts 4 million-plus with easy access
to other markets in Ohio, Kentucky and Indiana

MARSHALLING AREA: Backstage lot has parking capacity for 20 trucks and/or
buses.

OTHER AMENITIES: Located in the Nutter Center are four additional
basketball couns; a fully equipped fitness center, and a multipurpose room.

RIGGING: Height 10 rigging gnd is 96'4". Height to high steel is 110". The hang
weight for the ngging gnd is 553,000 pounds.

SEATING: The arena can be configured for 12,000 (or slightly more) seats or
scaled down to as [ew as an intimate 1,000, depending on the event.

TICKETS: The center provides ticketing services on an exclusive basis for all
evenis scheduled at the facility. Ticketmaster also handles ticket sales

NUTTER CENTER

WRIGHT STATE UNTVERSITY
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still going strong...

Continued From Page 71

said. “Others can see you've arrived
in Division L. I like the opportunity
it gives us to showcase our teams in
a first-class [acility.” He said the Nut-
ter Center and Cleveland State prob-
ably have the nicest facilities in the
conference, although the Nutter Cen-
ter is possibly host to more concerts
and other public events. “Also, the
facility is really the window to our
campus and it gives us a lot of posi-
tive visibility,” said Newman.

host both athletic and entertainment
events, the Nutter Center also hous-
es four additional gyms, athletic of-
fices, public/private meeting rooms
that can be expanded or reduced in
size, and other amenities.

Having such a multi-purpose fa-
cility can result in some busy dates,
according to John Cox, assistant di-
rector, operations. On Nov. 4, for in-
stance, the building was put to the
test with a sold-out Tina Turner con-
cert in the main arena, a National
Collegiale Athletic Assn. women's
volleyball tournament in two of the
gymnasiums and a wedding recep-
tion (including catering) in the Berry
Room, an upscale meeting space
overlooking the arena. There had also
been a pre-show party for Turner's
concert and part of another gym was
used as a storage area for equipment
used in the show.

Such {lexibility probably would not
be possible were it not for a flexible,
gung-ho stafl. “These folks have to
hustle to the get the facility ready for
the next event. They do a great job,”
said Newman.

“The staff does a great job of tak-
ing care of the promoters, the acts
and the patrons,” said Jim Brown, as-

GHT|
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John Siehl, executive director of
the Nutter Center.

sociate director of programming, sales
and marketing, “We've got to provide
a quality product. And this is their
home away from home. We've got to
make them feel comfortable. And the
facility doesn look 10 years old be-
cause the operations crew does such
a tremendous job. | don think you
ever reach a point where you have
perfect customer service, but it is
something that we strive for.”

In addition to the 30 full-time
staffers, the facility usually carries
two high school interns and several
other interns from the university. “We
use a team concept. Everyday, we
pretty much leave our egos at the
door. 1 think that’s one of the best
things about working here.”

“The facility has a great staff, they
are good people to work with," said
Phil Beach, on-premise development
manager for Pepsi Cola General Bot-
ters, in Dayton, which has served the
facility since it opened. The compa-
ny placed a panel celebrating the Nut-
ter Centers 10th anniversary and the
men’s Raiders basketball schedule on
its Pepsi and Diet Pepsi cans through-
oul the Dayton and Cincinnati mar-
kets. The four- to six-week campaign
should result in about six million ex-
posures, Beach said.

LOCATION

The Nutter Center is located near
Interstate 675, Brown said, adding,
“Dayton is a good metro market Lo
be in.” However, Brown acknowl-
edges that there is some competition
within the region with other venues
to the east in Columbus and venues
in nearby Cincinnati to the south and
Indianapolis 1o the west.

The potential for competition is
one reason the Nutter Center man-
agernent team believes it is important
1o be involved with the local com-
munity which uses the [acility and
supports events there, “We have to
look at the Wright State University
side of things; we are part of the uni-
versity. And we also are part of the
business community and the overall
community, too,” said Brown.

Apparently, though, the Dayton
market can stand on its own. Cher
played to a sold-out crowd at the
Nutter Center on Feb. 14, shortly
after having played in Columbus.
And the center has hosted a variety
of acts and events over the years,
everything from the circus to base-
ball card shows.

“We're not comfortable waiting for
events and tours to come to us,” said
Siehl. He cited the upcoming U.S.
Twirling Assn. national baton-twirling

championships as an example of the
types of events the centers staff seeks
out.

And while many arenas experience
a slowdown during the summer, the
Nutter Center may have as many as
78 events days during a 90-day sea-
son. Such events might include
something like a free movie with a
local sponsor. “Some events dont
make a lot of money, but they are
great exposure {or the [acility,” Siehl
said.

“We do have a charge from WSU
to provide diverse entertainment,”
explained Brown, noting that the fa-
cility is booked 280 days per year.
There is a practical reason for bring-
ing in a variety of events, too. “We
will continue to seek a diversity of
events here so if any particular cat-
egory takes a dive, we will sull be bal-
anced,” said Siehl.

Not to be overlooked is the eco-
nomic impact the Nutter Center has
had on the development of sur-
rounding land. Located several miles
south of downtown Dayton, the cen-
ter was built adjacent to the WSU
campus in an area that was, 10 years
ago, relatively undeveloped. Since
that time, office and retail develop-
ment has exploded. Siehl said the
Nutter Center acts as a solid anchor
to the commerce center.

CAPITAL IMPROVEMENTS

Some capital improvements un-
dertaken at the Nutter Center in re-
cent years include the repaving of the
parking lot, a new roof for the build-
ing and the replacement of some of
the seats in the back rows, said
Brown.

This summer a small two-window
box office was added to the rear of
the building where there is one ex-
isting window. The addition helps
move the crowds into the facility
quicker, said Cox, although it is tak-
ing some time for the visitors to get
used to the new capability. [n front,
there are six regular ticket windows
plus one more for physically handi-
capped patrons.

Hara Arena was also home ice to
the Dayton Bombers of the East
Coast Hockey League, but they were
outgrowing the [acility. In 1996, the
Bombers put up the money to rebuild
the Nutter Center’s floor, so it had
ice-making capabilities, said Siehl.
The team also paid for other reno-
vations at the center.

A storage building has been added
since the facility opened. The score-
board and sound system have been
improved, as have dressing rooms
and other backstage areas, said Cox.

The biggest change to the building
has been the addition of ice making
capabilities. When the Nutter Cen-
ter was designed, there was no hock-
ey team in the area. “I don't think
they intended on playing hockey
there,” said Cox.

However, with the arrival of the
Dayton Bombers it was decided to
add an ice capabilities. The Bombers
paid for the $1 million-plus project
which was completed for the 1996-
97 season. Q
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CENTER

Variety Of Acts Find Success In Dayton

JAYTON, Ohio — The opening
of the Nutter Center at Wright State
University 10 years ago ushered in
a new era of entertainment, not
only for the college but also for the
:ntire Dayton communiry.

And promoters who bring acts to
the 12,000-seat center continue to
praise the facility and its stall.

“It’s been a solid building. It's

jreat. The music community
mnows about this building and it's
well respected,” said Michael
Belkin, president of Belkin Pro-
ductions in Chagrin Falls, Ohio.
‘We've never had any technical
sroblems. It can handle almost any-
<hing,” he said.

“The Nutter Center is such a
pleasure because of the easy load-
n, which allows us to roll right up
o the stage,” said Belkin. The cen-
-er has two regular loading doors
and one elephant door and every-
thing is flat, so it is easy to roll
:quipment in and out.

“They put a lot of thought inte
-t when they built the facility. It is
still very modern and user-friend-
ly," said Rich Mischell, president of

Aischell Productions in Okeana,
Jhio.

Of the center’ siaff, Mischell said,
“They work with you. They enjoy
working with the promoters and

rtists. We've never had any prob-
:ms there in the 20 or so shows

we've done there.” He mentioned
this is true across-the-board in-
cluding operations, event manage-
ment, catering, the box office and
the marketing department. “The
stafl is very accessible and the op-
erations are well coordinated.”

The Nutter Center has opened
the door for many new acts that
might mot have played the market
before it was built. “Dayton was al-
ways preity much a hard rock mar-
ket,” said Belkin, who has brought
such diverse acts as Frank Sinatra,
Amy Grant and KISS to the center.
“But when the Nutter Center
opened, it gave us an outlet for acts
that appealed to upper demo-
graphics. Before that, these acts just
skipped Daylon,” he said.

“I'm sure they've gotten a lot of
shows that wouldn't have played
the market if they didn't have the
Nutter Center. It has served the
purpose of getting acts into the
market,” said Mischell, a promot-
er in the market for about 20 years,
concentrating mostly on country
music acts. He added that other fa-
cilities available in the area were
older and smaller and that the Nut-
ter Center was the market'’s first
major arena conducive to doing big
concers.

The first act Mischell brought 10
the center was Brooks & Dunn, a
sell-out in December 1994. Other

T
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From left, Dan Bago, events co-
ordinator, and John Cox, assistant
director, operations.

performers he has brought in in-
clude Tim McGraw, Travis Tritt,
Vince Gill, Tracey Lawrence, and
Alan Jackson who sold out perfor-
mances in both 1997 and 1998.
“We've done fine on all of them.
We've always had good crowds
there,” he said. Mischell was the
promoter for the Dec. 5 perfor-
mance of the Kenny Rogers Christ-
mas Show, a centerpiece of the
center’s 10th anniversary celebra-
tion.

“The Nutter Center brought a
new, state-of-the-art facility to the
market,” said Marc Elfenbaum, pro-
duction manager of SFX Music in
Indianapolis. “It brought a new
place, with increased capacity, 1o
bring bigger name acts.” Some of
the bigger names include Cher, Rod
Stewart, KORN, ZZ Top and, most
recently (Nov. 4), a sold-out Tina

Turner concert. “Its been a benefi-
cial addition 1o the Dayton market.
And the fans enjoy i1,” he added.
Family shows, including circus-
es, ice shows and wrestling, also do
well at the Nutter Center, accord-
ing to Jack Gaul, box office man-
ager at the center. “They are very
appealing to older audiences, in-
cluding Baby Boomers. We're used
by the entire community,” he said.
Belkin agreed, saying, “The Nut-

ter Center is a building for the,

whole community.”

The building has concert seats
for 11,400 (or more) and shows are
frequently at or near capacity, said
Gaul. “There’s not a bad seat in the
house,” he said, pointing out that
there are no balconies, poles or ob-
structed views. There are two con-
courses giving access 1o the arenas
35 rows of seats. That makes it very
“cozy" for ice events and concerts
in the round, he added.

Tickets are available through
Ticketmaster, including an online
link from the center's Web site to
the ticket company. Use of the on-
line service varies from show to
show, depending on the audience,
Gaul said.

Generally, younger patrons wan-
ing to attend concerts tend 1o use
the online service more than those
attending family shows do. The
family audience may make their de-

UPCOMING EVENTS

DECEMEER 2000

2930 U.S. Hot Rob THUNDER
NATIONAL

31  WOMEN'S RAIDERS vs. ST.
BONAVENTURE

January 2001

2 MEN'S RAIDERS vs. MOREHEAD
STATE

6 MEN's RAIDERS vs. BUTLER

9 BOMBERS vs. WHEELING

11 MeN's RaDERS vs. DeTROIT

13 Bomeers vs. TRENTON

13 MEN's RAIDERS vs. CLEVELAND
STATE

14  Bowmeers vs. TRENTON

25 MeN's RaDERS vs. Lovola

25 WOMEN's RAIDERs vs. DETROTT

26  BoMBERS vs. PEORIA

27  MEN's Raipers vs. UL.C.

27  WomeN's RAIDERS vs. CLEVELAND
STATE

31 MEN's RADERS V5. TEXAs-PAN AM

BOMBER vs. JACKSON

8 WOMEN's RAIDERs vs. Lovora

9 Bowmpers vs. ROANOKE

10 BOMBERS vs. GREENSBORO

10 Women's RAIDERs vs. U.L.C.

14 BOMBERS vs. GREENSBORO

15 MEN's RAIDERS vs U W.-GREEN
Bay

17  BOMBERs vs. GREENSBORO

17 MEN'S RAIDERS vs. U.W.-
MILWAUKEE

17 WoMEN's RAIDERs vs. BUTLER

18 Bowmsers vs. ToLEDO

20 BoMBERS vs. RICHMOND

23241FMA FREESTYLE MOTOCROSS

27  Bomsers vs. RICHMOND

cisions more spontaneously, de-
ciding at the last minute that they
will attend an event, said Gaul.

Staff at the Nutter Center offers
marketing assistance to various
shows and promoters. O

Tkenl you

WSU Nutter Center

&"" for [ grectyecrs

as business partners &

for serving the
communities of the

Kicnii Valley!
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Van Andel Arena

Grand Rapids, Mich.

Management: Richard
MacKeigan, SMG

Owner: Grand Rapids/Kent
County Convention/Arena
Authority

Opened: Oct. 10, 1996

Number of Events in 2000: 173

Van Andel Arena has topped the
facilities with capacities of 10,001-
15,000 for three years running.
Richard MacKeigan, manager there
for SMG, credits strong corporate
and strong community support.

“Historically, Grand Rapids was
underserved as far as entertain-
ment goes,” MacKeigan said. “Peo-
ple would travel to Detroit or
Chicago [2 1/2 to three hours
away].”

That market was captured and,
combined with the ability to call
corporate peers at SMG for entrees
and information, MacKeigan has
seen a successful year. “1 can call
Steve Tadlock in Bossier City [La.,
another SMG building] and say,
‘can | use you as a contact?' [t
opens up e-mail and phone lines,
what used to be doors.”

Trends: The concert industry
has been fairly strong and more di-
verse than last year, with a mix of
hot acts, from Backstreet Boys to

[ Year ia Ruvicw 2008 |
Chart Topper

Barenaked Ladies, with a touch of
the farewell tours.

Minor league sports continues
to boom. Van Andel is home to
three teams.

Coming Up: The city, county
and state have committed to a
$200 million expansion of con-
vention [acilities, also run by SMG.
“SMG will have to grow here,”
MacKeigan noted.

The first quarter of 2001 is “tight
for dates,” MacKeigan noted. He's
got the beginning of the Conti-
nental Basketball Assn. Grand
Rapids Hoops season, a Big 10
Women's Basketball Tournament
and an NCAA men'’s regional hock-
ey tournament. He's still finding
space for a few concerts.

He’s pleased the Grand Rapids
Griffins IHL team had its most suc-
cessful year on the ice ever; and the
AFL Grand Rapids Rampage have
beneflitted from NFL affiliation,
“the legitimization of the league.”
1f the CBA can get ownership is-
sues resolved, it will also bounce
back strong, he believes.

— Linda Deckard

—

THE YEAR OF THE FAMILY SHOW — With costumed character Arthur,
preparing for the 2001 tour of “Arthur — The Live Stage Show" are,

standing from left, Kari Simonson,

dance captain; Logan O'Brien, from

TV’ “Everyone Loves Raymond, "and Madilyn Sweeten, from TV “Gen-
eral Hospital,” and, kneeling, Shelley Serio, SFX Family Entertainment
general manager with her 6-month-old daughter, Emma.

»| venve camcm TOTALGROSS | \rrfNOANCE | CAPACTY | SELLOUTS
. mm@mmm $11,146,141 369,148 526,026 %
2| CENTROM CENTRE (15,0000 $10,999,566 356,769 447,309 Erd
Worcester, Mass.
3|81 CeNTER €15.000) 49,106,555 240,110 274,241 ®
| BRYCE JORDAN CENTER (15,00 8226085 | 221,044 301,624 2
5.| THE MARK OF THE GUAD CTES 12,0000 | 47 145,694 288,658 479,795 5
5. SOVEREIG BANK ARENA (10,500 $6.211.957 239,506 412,937 .
1\ RGTEE S AL YAUEY CIIY 2B | 45,145,058 196,244 278,453 4
s |SAN DEGO SPORTS ARENA (15,000) 4611562 102,017 n2.702 e
7. EEVIN L NUTTER CENTER (12,192 $3.848,179 103,654 132,580 Ly
10| LA $3,732401 174,433 2715238 5
n F\Ammmn:?:s ARENA (14,000) $3,720,835 122,873 130,527 ':
12 =L UBNCN AREHA (10,5000 $3,381,776 90,846 103,001 u
13.| IPAHO CENTER 13,000 $3.265,011 97,560 142,284 'y
" gg_'xot';:* AT AZTEC BOWL (13,000) $2,179,778 9,841 117,082 ‘j"
g, | KANLOR EVENTSE CENTER (12.4000 83054867 | 03 131,425 o
15, | PATRIOT CENTER (10.404) $2,905,060 94,745 165,113 -
”. g‘:m':ﬁilc CENTER (13,500) $2,897,481 81,709 88,070 :
19, | SMARA CIVIC AUBTORIUM (10.550) $2.714.839 79,619 85,185 v
19.| GENTENNIAL GARDEN ARENA (10400) | 33 300,096 65,701 78770 v
2. :ﬁmssnf\fﬁm (14,000) $2,274,475 70,576 78,288 ;

SOURCE: Amusement Business BOXSCORE
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They Sald It

“We always said our charge was to maximize

shareholder value.”

Mike FErrL, SFX CEO, on the company’s sale to Clear Channel

(AB, March 6)
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Madison Square Garden

Madison Square Garden

New York City

Opened: 1879, 1890, 1925 and
1968.

Non-Sports Events: 91 shows
Owner: Cablevision

Sports Tenants: New York
Knickerbockers, New York
Rangers, New York Liberty

Madison Square Garden's success
is based on the obvious — loca-
tion, location, location. And 10
Bruce Springsteen concerts and
Barbra Streisand’s “last” shows.

“It's in the greatest city in the
world,” declared Ed Micone, ex-
ecutive vice president and execu-
tive producer for Radio City
Entertainment. Cablevision, which
owns the Garden, bought Radio
City Entertainment and a 25 year
lease on Radio City Music Hall in
1999. Radic City Entertainment
books non-sports events at the
Garden now.

Madison Square Garden easily
topped the AB BOXSCORE Chart
for buildings seating 15,001 or
more. [t competes with a lot of
brand new, 20,000-plus seat facil-
ities, including the Staples Cen-
ter in Los Angeles.

The original Madison Square
Garden was built in 1879. In 1890,
it was rebuilt at a new location, on
Madison Ave. between 26th and
27th. In 1925, an even grander
Madison Square Garden was built
on Eighth Avenue between 49th
and 50th. The fourth and current
version opened in 1968, on Sev-
enth between 31st and 33rd.

Always in Manhattan and always
“The Garden,” the building's sto-
ried history is a selling point with
acts playing the building as well as
patrons buying tickets.

Micone said it’s a privilege to be
able to promote shows in Madison
Square Garden. This year, there
were an amazing 50 concerts at the
Garden, Micone said. Most arenas
are elated to get 20 concerts. Un-
like Radio City Music Hall, con-
certs at the Garden are usually
rentals.

Some of the big dates this year,
besides Springsteen and Streisand,
included Bette Midler and the
Kings of Comedy, four 'N Syncs,
two Dave Matthews Band dates,
Marc Anthony, and Elton john.
Artists play the Garden again and
again. “They’re part of our family,”
said Micone.

In addition to the concerts, the
Garden hosted 4] attractions, from
Ringling Bros.-Barnum & Bailey to
NCAA basketball.

Madison Square Garden Theater,
which is in the same building,
hosted 122 events, including 15
concerts, 28 attractions and 79 “A
Christmas Carol” performances.

Coming Up: News reports that
Madison Square Garden may be re-
built yet again are rampant. Ar-
chitects have been hired and
various land options are being ex-
plored. No timetable has been set
and Garden execs are mum for
now. o

— Linda Deckard

TOTAL TOTAL SHOWS/
# | VENUE (CAPACTTY) TOTALGROSS | AreNDANCE | CAPACTY | StLioUs
MADISON SQUARE GARDEN (20,697) 59
V| N ek $65,264,847 903,626 982,966 4
STAPLES CENTER (20,000) 15
Y hpoptpekini $29,239,448 216,733 219,433 "
MGM GRAND GARDEN (15,200) 17
% 1a Veges $28,725,437 174,636 189,357 10
PALACE OF AUBURN HILLS (20,654) n
4| Aubum Hills, Mich, $27,191,200 777,848 1,067,560 2
ICE PALACE (21,500) 73
5. | fampa $24,715712 703,493 887,942 2
CONTINENTAL 73
6.| AIRLINES ARENA (21,000 $22,356,443 722,105 1,030,113 16
East Rutherford, N_J.
FLEETCENTER (19,400) 57
7. | Boston $22,251,439 645,024 959,400 2
ARROWHEAD POND (19,400) 38
& | el Coft $21,850,990 458,160 488,086 2
MOLSON CENTRE (21,242) 76
% | Montedi, Sse. $21,568,963 57123 645,940 18
TARGET CENTER (19,000) 6
10.| Minnecpolls $20,519,953 655,000 895,850 1
REUNION ARENA (19,206) 83
.| e $19,129,397 604,709 754,409 7
PHILIPS ARENA (20,919) 3%
ER [ $18,779,108 428,287 532,136 14
AIR CANADA CENTRE (19,800) 38
13. | Lororio, Ont. $18,268,977 459,901 478,640 24
ALLSTATE ARENA (19,200) 2
14| posemont, I $17,913,826 419,898 446,829 by
FIRST UNION CENTER (21,000) o
15. | phikadelphia $16,923,397 481918 588,522 3
FIRST UNION SPECTRUM (19,000) &7
16. | Prilodelphia $15,845,908 772,268 994,440 44
COMPAQ CENTER (17,064) 25
L i nn $15,072,778 313,578 338,481 n
CONSECO FIELDHOUSE (18,500) 27
18, | nsonapols $13,963,551 330,380 396,737 A
TACOMA DOME (23,0000 3
19, | ome, Woan, $13,508,170 369,223 494,562 4
AMERICA WEST ARENA (20,000) z
20, | e $13,036,115 263,563 286,074 9

B s N

SOURCE: Amusement Business BOXSCORE
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CALIFORNIA COUNTRY — LeAnn Rimes played a sold-oul show at

the Cerritos (Calif.) Performing Arts Center Nov. 17. At a post-concert
party, from left, are Wayne Shilkret, center executive director; Mayor
Bob Hughlett; Rimes; and Marianne Hughlett and Cindy Shilkret.
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ARENAS & STApIUMs OPENED IN 2000

FACILTY NAME, COSTN CAPACITY/
LOCATION MILLIONS OWNER/OPERATOR MAJOR TENANT SIZE SPECIAL AMENITIES
Chty of 5t. Paul/ 64 executive & eight 30-seat super sultes, 2,800 club seats,
SR IiaY CENTER $160 | Minnesota Hockey NHL Minnesota Wikd 5,600 hockey. | ciub-level restaurant & lounge, feam store, TV shudko, 75-fo0-wide
N i § Ventures Group, LP concourses, 3.1 women:men restrooms.
Nationwide Insurance & 19,500 51 executive & 6 party sultes, 26 loge boxes, 1,438 club seats with
NATIONWIDE ARENA $150 Dispatch Printing Co./ NHL Blue Jockels concerts & In-seat services, Center Ice Lounge, 10,000 & 7,500-square-foot
Columbus, Ohio SMG & Columbus Blue baskethall, signature restaurants, 115 points of sale, 5,000 square feet retall
Jackets 18,500 hockey | space, 577-car aottached parking.
CENTURYTEL CENTER WPHL Bossier-Shreveport 16 sultes with cate| service, 12,440 fixed seqts, 150 club seats
Bossier City, Lo, $56.5 | City/sMG Mudbugs 14,000 with lounge area, 157 points of sore.,
22 suites, 1,000 club seats, 3,000 premium seats, 400-capacity club
Ky T CINTCAS CENTER $44 | Xavier Univ. i Makslosry  [10,100 lounges; 27,000-square-foat conference center with 875-capacity
N e banquet hall; 450-capactty sudent dining hall.
Z DESQTO COUNTY CIVIC DeSote County/ 10,000-seat arena, 20,000 square feet of convention space,
b CENTER $35 | Convention & Vistors CHL RiverKings 10,000 400-seat theater, 100,000-pound-pius rigging capocity,
(- Southaven, Miss. Bureau 2,500 parking stalls.
< TUNICA ARENA & Tunica County/ 6,000 arena, |Complex includes arena with 2,000 permanent seats, 14 huxury
EXPOSITION CENTER $20 |Convention & Visitors None 61,000 square | suites; 48,000-square-foot arena floor space plus 13,000 square feet
Tunica, Miss. Bureau fee! concourse space for exhibits; 1,100-car parking, 64-space RV park.
5,300 !
! 4,800 permanent seats for men's & women's basketball, wresHing,
BRESNAN ARENA Minnesota State North Central ICAA convocatiuns, : .
$17.5 ' | volleyball; part of Taylor Center with Hall of Champions,
Mankato, Minn. Univ.-Mankato Univ. Mavericks ;.:f.?am" odmissions oHice, welcome center.
GUELPH SPORTS & Guelph Centre
$17.5 : Multipurpose facliity integrated into two-level Eaton Mall with 30
ENTERTAINMENT CENTRE Parmership/ OHL Storm 5,000
Guelph, Ont. Ws) Nustadia Developments suites, S00 club/VIF sedts, chub loungs, team store.
CEDAR RAPIDS ICE ARENA City/
Cedar Rapids, lowa $12 Polat Ice Entertainment USHL Rough Riders 4,000 13 skyboxes, Sbarro's Halion Eatery, retail store, game arcada.
63 sultes; conclerge service and gourmet concessions for five
PACIFIC BELL PARK $319 San Francisco Giants/ MLB Giants 40,800 100-seqat club level; outdoor food cour plaza; adjocent special
San Francisco China Basin Ballpark Co. r restaurant focifity; watertront public promenade; ferry, BART, train,
bus service; odjacent parking for 5,000.
Sokkh Detroit/Wayne County 90 private I:“}D party suites; 4,000 C.Ubim 5,000-square-foot
HCA PARK Stadium Authority/ r Den . 2,000-square-foot C nge, 300-capacity
Datroit $300 | Glympia Entertainment | ML8 Tigers 43,400 ﬁpm Club, Food Courl, Besr Garden; Hall of Fame Museum
inc. lk.
PAUL BROWN STADIUM $208 {‘é’o“,‘.‘l’.??fc‘?‘r‘.é'%aﬂ NFL Bangols SEa 114 luxury boxes, 7,600 chub seats, space for wo restaurants and
Cincinngati Bengals Inc . VIP lounges, team store, eventual 5,000-car parking.
Retroctable roof, natural grass; 75 private & two party suites, 4,726
ENRON FIELD $276 Hamis County-Houston MLB Astros 42,200 club seats, 35 concession stands, 192 points of sale; Ruggles
Houston Sports Authortty ¥ Restourant with outdoor terroce seating; team store in Union
Station main entrance.
INDIAN WELLS TENNIS Three-stadium fennis/concer compiex: Center Court stadium with
GARDEN 480 PM Sports Manogement | Newsweek Champlons 16,000, 7,000, |nine private, 30 sponsor and 5 150-seat club sultes, and 5,974
Indian Wells. Calif. & IMG Cup 4000 box seats; total 20 courts; all stadia 3-5 fest below ground level for
' = viewing; parking for 7,000 cars.
7] 32,000
GERALD J. FORD STADIUM Univ./Big 12 4 23 suttes, 600 club seats, iri-level press box, odjacent Loyd All
% Dolics $56.8 |Southem Methodist Univ. | //813 12 Mustang gﬂa&%‘;m i sy Loy
[
B R PARK $46 |Biues City Baseball Club | AAA Memphis Redbirds 12,100 9,000 armchalr, 1,000 bieacher, 1,500 chub seats; 46 suftes.
o
[" RALEY FIELD $40 River City Stadium AAA PCL Socramento 10,400 35 uxury suites & 450 club seats with private bar/BBQ, right-fleid
A |West sacramento, Callf. Management River Cats ’ grassy berm seating, fully-powered for concerts.
Front gate is historic Chesapeake & Ohlo Train Shed with 22,000
S L SLUGGERHELDY | oy Sy lodava/ AAA Louisvite Redbirds  |12,000-plus [ square feef of refol shops and restaurants; 26 suftes; balcony ciub
i & seating; children's play area.
TREBELL BUAIEN ggyul Williamson 7.816 poﬂnnunombslocm Including 24 private & three 75-person
A D nty/ Express party sultes, 500 bieacher seats, grassy outfield berm for 2,700;
Round Rock, Texas 25 Round Rock Express AA Texas League 11,000 10,000-square-foot conference center; fun zone, swimming
Baseball Club pooi/hot lub beyond right fleld.
29 suites, 7,250 fixed armchair seats with 1,350 club sedts in
mlggsw $23 gmmnim smﬂ League 10,000 view-level balcony, additional seating for 2,600 on grassy berms;
L . outfield picnic ond play areas; expansive public plaza.
EAB PARK 20 private sultes, 205-seat club baicony and party suite atop
Central Islip, N.Y. $20 | Sutfolk County Attantic Leagus L1 Ducks 6,006 concourse level press box, children's play and fomily plohic areas.
6,000 seats, wraparound grassy berm for 2,500,
SMOKIES PARK City/Tennessee Smokies | AA Southem League Ten- 4
$19.4 8,500 year-round Double-piay Café, two picnic areas, playground,
Sevierville, Tenn, Baseball nessee Smokies area Weicome Center, parking for 1,800,
BELLSOUTH PARK, River Valley Pariners/ AA Southem League
Chatiancoga, Tenn, $10 |Engei Stadium Corp. | Lookouts %18 15 suites, picnic paviion.

SOURCE: Amusement Business BOXSCORE



January 8, 2001

Forecasi 2001

NEW VENUES

Facilities Set To Open This Year

Austin, Texas

FACILITY COST IN OWNER/OPERATOR CAPACITY
MILLIONS MAJOR TENANT SPECIAL AMENITIES
§ las/Th o 19,000 concens/basketball, 18,000 hockey
B;El:lcnw.{munss o $330 S-gl?:[.m ickis ;,Hctnsl:! ting Co. 132 lwxury & four party suites on three levels; 10 event-leve! founders’ suites; 2,000 club
TEFLEKS, seats, restaurants, team store, centerpiece of 65-acre master plan
ENGELSTAD ARENA Ralph Engelstad Arena Inc. 12,000 i
$85 o Ty, sl Donor-funded venue on N.D. University campus: 11,000 permanent seats, 48 luxury
Grand Forks, N.D. Unav/Div. 1 Fighting Sioux hockey, basketball suites with 1,000 seats, 200-capacity Fighting Sioux Club and Corporate Clubs
ALERUS CENTER City of Grand Forks/Co: Management 22,000, 138,000 sq. ft.
Grand Forks, N.D. $79 Univ of N.D. North Central 1ICAA Fighting Sioux 13,500 permanent seats, 17 12-seat suites; 100,000 square feet exhibit space,
ISR football, soccer 26,000-square-foot ballroom, 12 meeting rooms with 4,000-car parking
MANCHESTER Civic CENTER $67.5 City & Scheer-Stern Development/SMG 10,400 .
wn | Manchester NH. E AHL Manchester Monarchs 34 suites on two levels, 700 club seats with VIP lounge, team store
E KIMBALL ENTERTAINMENT & ARFE 8,000
i | SroRTs CENTER $40 UHL g:{;pngm Main arena: 6,800 permanent seats, 31 suites, 1,400 club seats, 200-seat restaurant;
gg | Kimball, Mich. = adjacent facility: two recreational ice rinks, two soccer/lacrosse fields, 125-seat restaurant
< [Montoan SUN ARENA 10,000
Uncasville, Conn s+ Mohegan Sun Casino Lower bow] has 4,500 retractable seats for 29,000-square-foot arena floor exhibits
9,000
:ﬁ:‘:'cngml $32 gccrhsLCRDua:z C;:v:lzuon Center Authoriry/SMG 7,000 permanent seals, 20 private boxes, 700 club seats; 20 concession/merchandise
= c2cmg hay points of sale, 25,000 square feet exhibit space and 7,500 square feet mecting space
6,350
g::ﬁ‘; P;f:ﬁ?:‘g;:z GRAND PRARiE $30 NextStage Entertainment Corp. Scalable seating to 2,800, 14 luxury suites, specialty rooms, restaurant/cafe, catering
! kitchen, merchandise areas
ALLENTOWN SPORTS & B&rS Real Estate/Global Spectrum 7.500
Eﬂggil:u;:T ARENa e UHnLdll-;E;gh Valey Ktveme, £RA B AE2 5,500 permanent seats, 17 suites, 500 club seats, lounge, retail store
MILLER PaRx Southeast Wisconsin Prolessional Baseball Park 43,000
Milwiiukee $304 District & Milwaukee Brewers Baseball Club Convertible roof, natural grass, 70 suites (50 upper, 20 lower), 4,150 club seats,
MLB Milwaukee Brewers restaurant, sports bar, picnic area, kids’ interactive area
po P
: 76,125
g:;gewn BRONCES Stabilng $364 :;E‘;‘:;L:?; Football Stadium District 124 suites, 8,500 club seats, natural grass, two 38.000-square-foot clubAounges,
three Mitsubishi large-screen colorboards
New PITTSBURGH STEELERs Sports & Exhibition Authoriry of Piusburgh & 65,000
STADIUM $235 Allegheny County/Steelers Football Club 122 luxury suites, 6,600 club seats, two club loun es, reil/entertainment area,
3 oy y B
Pitrsburgh NFL Steelers, Univ. of Pitisburgh Panthers 32 concession/nine novelty stands, team store
PNC Park Sports & Exhibinon Authority of Piusburgh & 38,000
O | Pirtsburgh $233 Allegheny County 65 corporate & four owner suites, 2,500 club & 400 home plate seats, 400-capacity
- '8 LB Pirates rooftop party deck, outdoor picnic area, outdoor river terrace with local restaurants
=] New York City Economic Develo,
i . pment 7,500
E Ez:i”:";?g STADILM $30 Corp/Leased to Brooklyn Cyclones 6,500 permanent seats, outfield area for 1,000; two-level tower with 12 suites & press
4 BT N.Y.-Penn League Class A Brooklyn Cyclones box; parking for 1,400
< parking
W | RicHMOND County Banx New York City Economic Development 7,500
BALLPARK AT ST. GEORGE 5295 Corp/Leased to Staten Island Yankees 6,500 permanent seats, 21 luxury boxes, club seals, concessions, view of lower
Staten Island, N.Y. N.Y.-Penn League Class A Staten Island Yankees Manhattan, parking for 1,400
GPU ENERGY PARK Lakewood Township/Lakewood BlueClaws 9,588
Lakewosd NS 522 Baseball Club 6,032 fixed seats, pressbox on 20 luxury suite level, 3.000 grass seating, three picnic
T Class A South Atlantic League BlueClaws areas, Claws Cove team store
RHODES STADIUM $13 Elon College 12,000
Elon, N.C. Div. LAA Phoenix [ootball, Big South soccer 8,250 permanent seats, tri-level press box, four suites, berm seating for 3,750
3,000
ANTEATER FIELD Univ. of California-1rvine 3 i i
i $10 - $3.5 million Phase 1: 600 permanent seats; $6.5 million Phase 2: 2,400 added seats, press
Irvine, Calif. Univ/Big West Anteaters box, concessions, student picnic terraces, locker rooms
KIMMEL CENTER FOR THE : ; 2,500/650
& | Perrormine Axts $255 R‘hﬁ’:ﬁl Eﬁm“ Ants Cener, Inc., 2,500-seat Verizon Concert Hall & 650-adaptable seat Perelman Recital Hall will join
E Philadelphia Fhiladelp it existing 2,900-seat Academy of Music
. Trizechahn Development Corp/ 3,600
2 KL:’D‘:: E:‘m $94 Anschutz Enterainment Group 180,000-square-foot live broadcast theater: 24 opera boxes, VIP lounge, offstage Green
i ¢ Academy Awards (2002) Room
E NEW WiLDwooDs 7,000, 260,000 square feet
CONVENTION CENTER $68 N.J. Sports & Exposition Authority 75,000 square feet exhibit space, 11,000-square-foot baliroom, 5,000 meeting space,
O | Wildwood, NJ. s 7,000-capacity for concerts, 7,100 square feet retail space, new entrance plaza
g BLaik CounTY ConvEnTiON Blair County Convention Center & Sports 115,000 square feet
= | CENTER $50.4 Facility Authority/Allegheny Mountains C&VB & 24,150-square-fool exhibit space, 15,000-square-foot/2,500-capacity ballroom:;
['Z" Altoona, Pa. Sodexho Marriott 12 breakout rooms with 12,000 square feet; 500-car indoor/220-car surface parking
fo =
? RATAMA PARK AMPHITHEATER $20 EX 20,000
g | Selma, Texas S 8,000 permanent seats, 12,000 lawn spaces
c HARBOR PERFORMING
ARTS CENTER 2 : . 7,000
U_ Portsmouth, Va. 512 City/Rising Tide Productions 3,500 covered & 3,500 lawn seats, 60 VIP boxes, Rising Tide Cale, BirdAir tensile roof
v
-1 15,000
E Msnﬁg AMPHITHEATER $5 Concrete Street Partners Ltd. 2,000 permanent & 275 VIP seats, 130-foot by BO-foot stage with 80-foot by 60-[oot roof
5 orpus Christi, Texas & 65,000-pound-capacity trusses; 100-capacity cafeteria
= | staruicrr AMPHITHEA 7,000
[ Folkston, Ga_ ER 335 Starlight Amphitheater Inc. 7,600 covered & 20,200 lawn seats with 26-loot-high berms, 130-foot by 50-foot
E 1 prefab stage, four dressing rooms, staff showers, parking for 9,000 cars, 200 buses
B
= | House OF BLUES AMPHITHEATER NA House of Blues 20,000
<

7,000-10,000 permanent seats, balance box seats & lawn seats, restaurant, lounge
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Venue Managers Scramble
To Fill Void Left By CBA

A RENAS

By Don Muret
The financial collapse of the 55-
year-old CBA translaled to at least
three teams joining the Interna-
tional Basketball League. Other
markets and arenas were lelt in the
lurch as their teams folded.

The 2-year-old IBL, with indus-
try veteran Thaxter Trafton as com-
missioner, absorbed the Sioux Falls
(5.D.) Skyforce, Gary (Ind.) Steel-
heads and Rockford (111.) Light-
ning.

Others may follow from the
wreckage of the eight-team
CBA

That is. il previous owners re-ac-
quire [ranchises from the league,
formerly owned by ex-NBA star
and current Indiana Pacers Coach
Isaiah Thomas.

Two franchises, the Quad City
Thunder and LaCrosse Bobcats,
cease L0 exisl.

Steve Hyman, GM at The Mark
of the Quad Cities, Moline, 111, said
he wasn't happy with the way in
which the CBA conducted business
this season.

The situation left 18 dates for
The Mark to attempt to fill in two
months.

“Unfortunately, | lost a [Sarah
Brightman| concert and a possible

TICKETING
MANAGER

Professional Bull Riders, Inc.
is looking for a full time
person to handle all aspects
of event ticketing. Applicants
must have a minimum of 3
years box office experience,
knowledge of ticket mani-
fests, financial settiement of
tickets and strong customer
service skills. Exp. on MS
Word, Excel, MS Explorer
and Access required. Some
travel may be required. Fax
resume and salary requirements
to 719-471-4712, email to
chris @pbrnow.com or mail
PBR, Ticketing Manager, 6 S.
Tejon Ste. 700, Colorado
Springs, CO 80903.

EOE

sporting event that I could have
booked in that period,” Hyman
said.

“l asked the league in November
to cooperate in moving some dates
and they told me, more or less,
where | could stick it.

“We were able to move one date,
which resulted in 9,000 tickets sold
for Styx/REO. What would you
rather have, 8,000 or 600 |[or bas-
ketball]?"

He said, "1t was a cowardly way
of disposing of a piece of profes-
sional basketball history. It was just
ridiculous. That was no way to do
business at all.”

The previous owner of the
Thunder, one of the CBA’ oldest
franchises, couldn't believe Thomas
wanted to sell the team back to
him

Hyman said, “1 think he said
something along the lines of
‘you gotta be kidding me. Just give
me the money you promised’
[when Thomas purchased the
league).”

As Hyman indicated, the Thun-
der was on a downward spiral any-
way. At the end, the team was
attracting less than 1,000 fans in
the 10,000-capacity arena.

He said, “With high school bas-
ketball, and the University of lowa
and University of lllinois teams,
you have to have a very high mar-
quee sports product as it relates to
basketball to get people to come.”

Relerring to the NBAs new de-
velopmental league starting this
fall, Hyman said, “In my estima-
tion, there is only one league that
can do that and it is currently being
developed.”

LaCrosse (Wis.) Center GM Art
Fahey was “sitting on top of 17
dates within a 60-day window. 1
might be able 1o fill a couple with
concerts. Bul it's not good.”

In Sioux Falls, Greg Heineman
and Roger Larsen, owners of the
Skyforce from 1993-99, bought
back the team after selling to
Thomas two years ago.

They were “reluctant” to sell the
franchise in the first place, said
Sioux Falls Arena GM Russ De-
Curtins. “They held out the
longest. They didn't want to sell.”

He said the lease is basically the
same as it was before, with the
team paying rent, reimbursing
labor costs and sharing in signage
revenues.

“They're spending a couple
thousand dollars to get back in
(the building) and get 18% of con-
cessions. We've been trying to
work with [saiah’s group to get
the team back and it [inally hap-
pened."Q

CORSO SPEAKS — Lee Corso was keynote speaker for the Stadium Managers Assn. Seminar. From left, are

Mark McCormick, attorney for the association; Corso; Bill Lester, Metrodome, Minneapolis; and Bob Talley,
Talley Management Group, Mt. Royal, N.J. (AB Photo)

Luxury To Be A Major Part Of
$58 Mil Bridgeport (Conn.) Arena

ARENAS

By Linda Dechard
Twenty percent of capacity will be
premium seating at the Bridgeport
(Conn.) Arena at Harbor Yard. That
reflects the fact “Fairfield County
is the fourth richest county in per
capila income in the U.S." said
Harold Bannon, executive director
there for Volume Services America,
which has the food as well as arena
management contracts. In most are-
nas, premium seating is closer to
10% of the total, particularly in the
minor leagues, Bannon said.

Bridgeport, home of PT. Barnum,
is a 45-minute drive from Hartford
and New Haven. The arena will be
home 1o the Bridgeport Sound Tigers
of the American Hockey League, an
affiliate of the New York Islanders
that call Nassau Coliseurn, Union-
dale, N.Y., home. Nassau Coliseum
is two hours away il commuters take
the ferry to Port Jeflerson. The Sound
Tigers begin play this fall.

Bridgeport Arena cost $58 million
and seats 10,000 for concerts; 8,500
for hockey. Funding came from the
state, $35 million; Volume Services
America, $8 million; and the city,
which is picking up the remainder
of the cost.

Premium seating will include:

* 42 suites, selling for $35,000-
$65,000 annually, and with a gross
potential of just less than $2 million.
One will go to the naming rights
sponsor and one is for the city.

* 1,300 club seats priced $1,900
per, with a potential of generating
just less than $2.5 million

* 16 loges, selling for $12,500,
with a gross potential of $200,000.

“Every seal is a good seat because
of the configuration and the size of
the building,” Bannon said. “There

are 24 rows of seating in the lower
level " The 42 suites, plus three party
suiles, overhang the top six rows of
the bowl and are less than 55 feet
from the dasher board, he said. “The
highest seat in the arena is less than
60 feet.”

Without unleashing the full ad-
vertising campaign, the arena has
sold six suites, which get tickets to
all events, and 200 club seats and a
couple of Joges, Bannon said.

LOGE OUTLOQCK

The loge seats were incorporated
in the arena in response 1o demand
for something in between the upper
level, suite-type atmosphere and the
club seat area. The loges consist of
four bar stools with a drink rail and
walls on both sides, like a miniature
press box, and includes season tick-
ets for hockey only. They are locat-
ed in the attack zone behind the
hockey goals on the same level as the
suites with access to the VIP lounge,
Bannon said. “The two we've sold
have been sold 1o corporations.”

Loges are still uncommon in most
arenas and are a function of the mar-
ket demand, Bannon said. For a con-
cert, loges would be behind the stage,
which means less seats are killed for
front stage shows.

Suites, he noted, are becoming
common for minor league arenas,
particularly in the AHL. Wilkes-
Barre, Pa., and Manchester, N.H.,
both with new arenas, will have 35-
40 suites and 600-700 club seats,
Bannon said.

The operating budget for Bridge-
port Arena will be more than $5 mil-
lion. “We are looking to tumn a profit
There is no debt on the building,"
Bannon said.

Arena management gets all in-
come {rDm premium seaung less

ticket prices and from concessions.
Having concessions “certainly helps
me in booking because | control all
the ancillary revenues. | have a bet-
ter opportunity to look at having an
event be successful in the building
knowing everything is flowing to the
bottom line.”

There is only limited parking, Ban-
non said, and those 1,000 spaces
under arena control will be for VIP
parking Within a half mule, there are
5.000 spaces not under arena con-
trol.

For the immediate future, Bridge-
port will have the “only arena in
Connecticut that has to pay the
slate’s 10% admission tax,” Bannon
told AB. Hartford and New Haven
have gotten exemptions. Bridgeport
is also seeking relief, but Bannon
doesn't know if that will come be-
fore the grand openung, which is set
for fall of thus year.

The arena will also house Fair-
field University Division | men's
and women's basketball. Bannon
anticipates 100 events the first year
of operation, including 40 hockey
games, 12-15 university games,
and the national family shows
Since Bridgeport is home to Bar-
num and his featured act, Tom
Thumb, and the PT. Barnum Mu-
seum, the Ringling Bros. and Bar-
num & Bailey Circus booking, a
full week run, should be a historic
homecoming. Major concert pro-
moters for the region are SFX and
Metropolitan Entertainment.

Prior to the opening of the arena,
the adjacent Stadium at Harbor Yard
will open in April with baseball Vol-
ume Services America has the food
and drink contract at the stadium
They will be able to cut costs by hir-
ing employees year-round for the
two buildings. 2
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DIGGIN' UP THE DIRT — At groundbreaking ceremonies for the Lon-
don (Ont.) Sports & Entertainment Centre are, from left, Controller Joe
Swan; Global Spectrum’s Michel Sauers; London Mayor Anne Marie
DeCicco; Brian Waltham, EllisDon; Chris O'Reilly, SCl/Brisban Brook
Beynon; and Mark Hunter, London Knights.

Special Olympics Draws
Record Crowd In Alaska

ARENAS

By Natasha Emmons
The good will of the corporate and
privaie community in Anchorage at-
tracted the largest sporting event
Alaska has ever seen.

The 2001 Special Olympics World
Winter Games came off without a
hitch Feb. 28-March 4, with the
celebrity-supported opening and
closing events held at the George M.
Sullivan Arena

“It brought national exposure 1o
Anchorage,” said Mark Kaufman, in-
terim general manager of the arena,
which was taken over by SMG when
the company acquired Ogden En-
tertainment last June. The contract
is up for renewal by the city now.

Anchorage has become a popular
summer tourist destination by cruise
ships and fisherman, but outside of
the Iditarod Trail sled dog race,
which overlapped this event, il has
not been known for winter sporis.
“This time during the winter, we
were able 10 put on a muli-venue
program that included figure skat-
ing to snowboarding 1o skiing,”
Kaulman said.

The successful event should help
draw the attention of national con-
cert tours, which Sullivan Arena has
had trouble securing in the past,
Kaufman added. “Right now, it put
Anchorage in the national news
[putting] us in the position for fu-
ture concerts from promoters who
wouldn't even think of Anchorage
as 2 destination point,” he said.

Right now, hockey and 1rade
shows are booked into the arena
throughout the summer, but Kauf-
man hopes 1o announce concerts
soon.

Two hockey games had 10 be
rescheduled, one of which was for-
feited, because of preparation for the
ceremonies, Kaufman said. “We were
Dol wanting to take a chance of any-
thing going wrong for Special

Olympics. The set was more detailed
than we usually see for similar con-
certs here,” he said.

The mix platform was moved
above the loading dock entrance for
the ceremonies, allowing additional
seating on the floor. About 7,700 at-
tended each ceremony. Arnold
Schwarzenegger and Mania Shriver
were among celebrity hosts.

The Pointer Sisters provided
music, and television actors Frankie
Muniz of “Malcolm in the Middle”
and Natalie Raitano of “VIP" co-hosl-
ed the opening event. Singer Kris-
tine W and actress Melissa Joan Hart
of “Sabrina the Teenage Witch™ also
made appearances. Four-time Idi-
tarod race champion Susan Butcher
carried the Olympic flame into the
arena.

The games brought 2,400 athletes
from 69 countries and required
6,000 volunteers. Many events, such
as figure skating at Tesoro Sports
Centre, drew twice the expected
crowds, at close 10 5,000. Only the
opening and closing ceremonies
were ticketed.

The city offered a similar deal to
the Special Olympics as Super Bowl
or Final Four host cities — facility
rental was waived in anticipation of
a large economic impact on the city.
A local university is working 1o fig-
ure what that impact is

Private venues negotiated dis-
counted rates with the Special
Olympics, most with exclusivity to
the games. This was part of the ini-
ual bid in 1997. Host venues were
Alyeska Resort for ski events, Kin-
caid Park for cross country and snow
shoeing, Tesoro Sports Centre for fig-
ure skating, Federal Express
for floor hockey, Hilliop Ski Area for
snowboarding, and Harry J. Mc-
Donald Center for speed skating.

Only 3% of the athletes are phys-
ically disabled, so increased handi-
capped access is nol necessary.

Continued on Page 10
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PRIVATE/PUBLIC PARTNERSHIP

Global Spectrum Invests In Planned
$42 Mil London (Ont.) Hockey Arena

ARENAS

By Linda Deckard
Global Spectrum and its partners are
investing $10 million into the new
$42 million London (Ont.) Sporis
and Entertainment Center in what
officials term a true public/private
partnership.

INTERNATIONAL NEWS

-

Vic Cote, commissioner of plan-
ning for the city of London, called
the agreement “a tough model that
only works in certain circumstances.
Its tough Lo negotiate. Its push-pull "

Cities are generally more com-
fortable simply investing the money
and hiring a management company
rather than finding a partner, but for
London, this was the preferred
mode, Cote continued. SMG and
Arthur Andersen consulted with the
city on the model, he said.

Mich Sauers, president of Global
Spectrum, said the company has had
investment obligations in facilities
before, but “none of this magnitude.”
Partners with Global Spectrum,
doing business as London Civic
Corp., are EllisDon Construction
and Brisbon Brook Beynon Archi-
tects, he said.

Peter Luukko, Global Spectrum
chairman, anticipated more and

more public/private deals like this in
future arena construction. It will
have the same potential revenue
streams as larger arenas — food,
suites, club seats, naming rights —
on a smaller scale.

“The city itsell is very intent on
bidding on other types of entertain-
ment and championships such as the
world juniors, curling champi-
onships and other Canadian events.
For these buildings 10 be successful
the community has to have a need
for enterainment and take their re-
turn long term,” Luukko said.

Major tenant of the 9,000-seal
venue will be the London Knights of
the Ontario Hockey League.

Global Spectrum has a 50-year
contract, with certain escape claus-
es for either side, to manage pre-con-
struction and operation of the venue.
It is scheduled to apen in 2002.

Cote detailed the agreement. The
city will split income, weighted to-
ward the management firm the first
five years a1 20/80. In years six 10 10,
the city gets 55% of the positive cash
flow, and, from year 11 on, 70%. The
pro forma anticipates 120 events ex-
pected Lo generate $600,000 in avail-
able cash flow in year one, increasing
10 $1 million by year 10.

Cote noted one reason the model
works for London is that it is be-
tween Toronto and Detroit for rout-
ing purposes, but far enough away
that it isn't competing with either.
The market includes 330,000 peo-

ple in the city, 500,000 in the metro
area, he said.

Dale Hunter, who owns the
Knights with his brother, Mark, said
the team has agreed to continue the
longsuanding tradition of Friday
Night Hockey at the new arena. That
Wwas ameng controversial issues. In
Canada, Friday night hockey is a tra-
dition. It was a negotiating point, be-
cause the new arena is trying to
capitalize on as many other events
s possible

The team currently plays in a
Hunter-owned facility, the 5,000-seat
Ice House. Average atiendance,
Hunter said, has been 3 800. Luukko
said the hoped for attendance in the
new building, for 35 home games,
will be 4,000-6,000 per game.

The lce House is “old and cold,”
Hunter said. The brothers have been
working on the city 1o provide new
accommodations. Hunter did not
know what would be done with the
Ice House except that it would not
compete with the new arena

There will be 38 suites selling for
$18,000-330,000 per year for hock-
ey only, Sauers said.

Cote said he has been contacted
by several other Ontario cities in-
terested in new arenas, including
Windsor, Kingston, Oshawa and
Sault Sie. Marie, but none is in the
same position as London. The $42
million, he added, excludes the cost
of land.

Groundbreaking was March 12.0
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LAS VEGAS — Multi-purpose. That is the raison detre
for the $16.8 million Cox Pavilion, which opens adja-
cent to the 17-year-old Thomas & Mack Center on the
University of Nevada Las Vegas campus May 25,

The original idea for the 78,300-square-foot intimate
complement to the larger arena came from a need for
avenue for the university’s Lady Rebels volleyball and
basketball teams, and a practice area for the schools

Written By Natasha Emmons

other teams,
The 35,785-seat Sam
Boyd Stadium, which

W T
Jogtel

opened in 1971, is eight
miles from the other two arenas.

Cox Pavilion can shrink or grow configurations from
about 1,000 1o 2,800 seats. Thomas & Mack Center
cn be expanded from 10 12,912 to 19,354 for concerts.

“The way we're going to market it is three to the
power of one,” said Director Pat Christenson. “We have
three venues in which you can use all three if you like,
or each singularly.”

The National Finals Rodeo and Professional Bull Rid-
ers Inc. will hold events in both venues at the same
time.

On nights of Rebels games, the Cox Pavilion will be
opened for pre- and post-game festivities, or a concent
may be held in the pavilion after a game, Christenson
said. “So there’s so many synergies of having the two
conmected. Literally, you can build an event from 1,500
seats to 50,000. You have
the ability to do any of

those or any kind of

aCk event.”
Cox Pavilion is wired
CENTER with high-speed data lines,

P telephone lines and elec-
= tricity, allowing for small
trade shows, But it is also
equipped with a curtain-
ing system that turns the
venue into a theater. And
the acoustics and in-house
sound system of the venue
are concent-level.

The two venues are
connected by The Link, a
12,000-square-foot area with a concession stand with
14 points of sale and 18 35-inch televisions.

The most difficult part of designing the comple-
mentary venue was that technology has changed so
drastically since Thomas & Mack opened in 1983, said
Mike Enoch, director of planning and construction.
With Cox Communications as the naming rights spon-
sor, the pavilion has state-of-the-art bells and whistles.
“To ry to get them 1o look good together as a complex
and work together properly was kind of a challenge,”
Enoch said.

The architectural style is utilitarian, but with a mod-
ern flair. “Trying to take a university faciliry and make
itable to stand up against things on the strip, you're
never going 10 be able 1o do that.” said Marry Haynes,

- €OX Pavilion

One Of Industry’s Finest Entertainment Complexes

Just Got Better With $16.8 Million Cox Pavilion

Vaddads

the project designer for Ellerbe BeckelL “But at the same
time it has to have its own special presence.”

Another advantage to having the three venues is that
an event can graduate from Cox Pavilion 1o Thomas
& Mack Center to Sam Boyd Stadium if it grows real-
ly huge. The seats at Cox Pavilion were purposely con-
figured and numbered to maich Thomas & Mack
Center in case a concent sells out the smaller venue and
the promoters want to move it and sell more tickets.

The brand new plaza area is wrapped around the
front of the two venues, separate from the parking lot.
This area can hold food and vendor booths during con-
certs and serve as a festival area. Every day, the plaza is
festooned with event banners, and a sound system an-
DOUnces upcoming events
in rotation.

“Summer its very diffi-
cult to do a festival be-
cause our temperatures
can approach 115 de-
grees, so what we're try-
ing to do is create a
festival where you get the
outdoor feel, but com-
bine the plaza, Cox Pavil-
ion, and Thomas &
Mack Center in an in-
door-outdoor festival sel-
ting,” Christenson said.
“Most of the stuff will end
up being inside, exhibit
booths and the rest, but
you'll have an atmos-

AT P
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Cox Pavilion

phere where you can go outside also.”

The first event booked 10 test this set-up is Warped
Tour on June 23. Three or four other festivals spon-
sored by radio stations are also under consideration for
this kind of format, Christenson said

The landscape of possibilities for festivals is wide and
the venues are eager to seize the opportunities. “If we
were 1o do a muluple package like, say, Styx and Jour-
ney, we would book another act into the Pavilion and
have bands on the stage out front and create a festival
with it,” Christenson said. “To get back to the days
when you had four or five acts playing on one concert,
but it would be in kind of a festival sense. Say its 5
o'clock on a Friday. You can come right from work. You
have the plaza going, a
couple of acts in the Pavil-
ion and then the main acts
would go on at a certain
time in the arena.”

Could this maximum
versatility be the wave of
the future in university
venues? “] certainly think
all facilities are wanting to
Create venues or potential
venues that can serve lots
and lots of potential events
so they can have that
many more event days,”
Ellerbe Becket's Haynes
said. “The trend is 1o ry
and maximize event days
for facilites.” Q
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Partnerships Essential For Success In Veg

LAS VEGAS — The staff of Thomas
& Mack Center, Cox Pavilion, and
Sam Boyd Stadium on the Universi-
ty of Nevada-Las Vegas campus strive
10 maintain a higher energy level and
creative juice flow than similar facil-
ities in other parts of the country, and
this involves a lot of parmering on
events and coming up with their own
events.

“We're in the entertainment capi-

tal of the world, so if we don do it,
we'll be dark,” said the facilities' di-
rector, Pat Christenson. “If we're just
sitting here waiting for promoters to
choose between us and our compe-
tidon, we would be dark.”

Outside of sports tenants, the arena
has taken a big role in promoting and
producing events over the past two
or three years, Christenson said.
“We're almost always involved as a

CONCERT SEATING:

PORTABLE SEATING:
SCOREBOARDS:

STAGING:

AT
€OX Pavilion
Facts

CONSTRUCTION BUDGET $16.8 MILLION

DESIGNER AND GENERAL CONTRACTOR:  ELLERBE BECKET

CAPACITY FOR CONCERTS: 2,800

CAPACITY FOR SPORTING EVENTS: 2,429

FLOOR AREA: 164-8y-145 FEET, 23,800 SQUARE FEET

TOTAL SQUARE FOOTAGE: 78,300 SQUARE FEET

HEIGHT TO STEEL: 36 FEET

WEIGHT CAPACITY: 80,000 pOUNDS

STAGE POWER SERVICE: ONE 400 AMP, TWO 200 AMP, THREE 100 AMP

SERVICES

SOUND SYSTEM: EIGHT MEYER MSL4 SELF-POWERED. INSTALLED
’ BY PROSOUND.

LIGHTING SYSTEM: COMPUTER-CONTROLLED DIMMERS BY ETC AND

CONTROL BY MICROLIGHT.

900 BLACK WTTH RED FABRIC (REBEL TEAM COL-
ORS) BY CLARIN,

2,600 BLACKX WITH RED FABRIC BY HUSSEY.
TWO END-HUNG BY DAKTRONICS, WITH ANC
REVOLVING AD PANELS. MESSAGE CENTERS:
Two.

40-BY-60 FOOT WITH B-BY-12-FOOT SOUND
WINGS BY STAGE RIGHT.

co-promoter and half the time in-
volved as a producer,” he said.

“Entertainment has become such
a big deal for the casinos. . .you've got
Mandalay Bay, MGM, Aladdin, you
have House of Blues, Hard Rock —
so much competition that we liter-
ally have to have the ability here 1o
go out and do our own selling and
promote it adequately,” Christenson
said.

One of the advantages to having a
$5 million naming rights deal with a
cable company is that they are very
interested in continually getting their
name out into the market. With that
goal in mind, Cox Communications
signed on as co-promoter with the
university’s Big Picture Promotions
of the pavilions grand opening event,
“An Evening with Vince Gill,” which
takes place May 25,

“Whal they are doing is bringing
a whole lot more television invento-
ry than you normally would get —
three or four times the value of what
we are paying,” Christenson said.

The Cox Pavilion may have spent
$7,500 10 $10,000 in television ads
for the Vince Gill show, but with
Cox’s co-promotion they were able
to put together a minimum of a
$15,000 schedule. In the future, co-
promotion deals with Cox will entail
a 50/50 parmership. A sponsorship
by Cox would amount to $5,000-
$7,500 in exchange for recognition
on advertising. The third kind of deal,
a media sponsorship, involves a tele-
vision ad schedule in exchange for
tickets 1o the show and identification

on advertising.

Congratulations on the opening of

COXPavilion

From your neighbors
across the street.

702-369-3366 ph
702-369-0009 fax

4520 Paradise Road
LasVegas, NV 89109

1-800-833-1516
amerisuftes

Congratulations to the staff of the Thomas & Mack Center, Sam
Boyd Silverbowl], and the Cox Pavilion on your new facility!
z :

dvanced Entertainmen
Pyrotechnics ® Theatrical Lighting
Special Effects ¢ Production services
4325 W. Reno Avenue
LasVegas, Nevada 89118
(702) 364-1847 Telephone
(702) 364-1852 Fax
WWW.aespyro

ervi

Christenson said plans call for Cox
to also co-promote future events at
Thomas & Mack Center and Sam
Boyd Stadium.

Thomas & Mack Center has at-
tracted several events that are co-pro-
moted with radio stations over the
past few years. UNLV is a 50-50 pan-
ner on the Our Big Concen 4 fest-

val and Summer Jam with Infinity |-

Broadcasting. This parmership was
launched last year, with the first fes-
tival drawing 25,000 and the second
drawing 15,000 to Sam Boyd Stadi-
um.

Not a partnership per se, but a
valuable friend to the venues is Las
Vegas Events, the arm of the Las
Vegas Convention and Visitors Au-
thority charged with bringing events
to town that will fill the 130,000 hotel
rooms, especially during off seasons.
Las Vegas Events’ venue of choice is
UNLY because it's neutral ground,
not biased toward any one hotel.
They promote six to eight events at
the venues each year.

“We really are a promoter renting
their facilities on the surface. As you
look closer, we really work collec-
dvely to help promote the events
once we put them in there,” said Kirk
Hendrix, president of Las Vegas
Events. “Plus their facilities have re-
ally gotten to be tremendous facili-
ties in the past couple of years.
They've done so much to them that
now they're really terrific, and we've
found that helps us draw more events
100."

Las Vegas Events holds the 10-day
National Finals Rodeo every De-
cember at Thomas & Mack Center.
“That’s the toughest event ticket in
our town, and probably one of the
toughest event tickets in America.
We sell it out 10 straight nights,
17,500 people,” Hendrix said.

The World Cup of Equestrian
Show Jumping is also a Las Vegas
Events show, which draws a heavily
international crowd. “Which is an
important profile customer for us,”
Hendrix said.

Las Vegas Events has also played
host to many college sporting events,
motor sports, the George Strait coun-
try music festival, and FIFA soccer at
UNLV facilides.

“We work very closely. If we do
well, the arena does well. And if they
help us do well, they benefit too. We
all know that and work together to

help identify what events would be
good for the city and ones they could
accommodate in their properties,”
Hendrix said.

Hendrix is optimistic about the
Cox Pavilion because it gives him a
place 10 put smaller events. Las Vegas
Events brings about 50 events to the
city each year.

SPONSORS
ARE PARTNERS TOO

The arenas bring in about $3 mil-
lion annually in sponsorship.

The new Sports Station brew pub,
sponsored by Station Casinos, in the
Thomas & Mack Center concourse,
serves a full menu. Philly cheese-
steak sandwiches, garlic fries, ham-
burgers and sausages can be
consumed on a balcony with a view
of the Las Vegas Strip. “What we got
out of this is another dozen points of
sale in a very different environment,”
Christenson said.

Station Casinos paid the entire cost
to build the area in lieu of paying a
sponsorship fee the first year. The
casino will pay a six-figure fee for the
next five to 10 years.

The venues' philosophy when it
comes Lo sponsors is “less sponsors,
Just higher commitment levels from
our sponsors,” said Dale Eeles, di-
rector of corporate relations for all
the venues.

Pepsi has the naming rights to the
We Got Game, which has a Cox-
sponsored $100,000 basketball shoot
game. This area was intended to be
akid’s play area with a video game
wall, but the demographic has rurned
out not to support the area, so the
video games were nixed, Eeles said.

Pepsi is one of the largest sponsors
at the arenas. The company brings
about 250,000 into the arenas an-
pually Other six-figure sponsors are
Anheuser-Busch, Cox Communica-
tions, America West Airlines, Sum-
merlin (an area housing develop-
ment}, Bank of America, and Boyd
Gaming, which, like Station Casinos,
owns casinos geared toward locals
instead of tourists.

Eeles hopes to move more into
promotions with sponsorships, such
as putting Thomas & Mack Center
and Cox Pavilion events on Coors
signs that are distributed in bars.

There are two full-time employees
in the venues' sponsorship depant-
ment. Q

Q
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Promotions Help Generate Big Picture

LAS VEGAS — Producing its own
events allowed the University of
Nevada Las Vegas to build a new
$16.8 million venue, which after an
inidal state infusion of $11.8 million
will not cost the school, state or local
taxpayers anything. The 2,800-seat
Cox Pavilion will be self-sufficient,
according to Pat Christenson, direc-
tor of the venues,

Big Picture Promotions, a tum-key,
in-house promotion arm, was offi-
cially launched recently. “Other peo-
ple may be promoting shows, I'm
sure that they do. But we've now es-
tablished a name for ourselves as a
promoter,” said Joseph Santiago, mar-
keting director.

“Someday not 100 long from today,
people are going to recognize the
name Big Picture Promotions and
maybe not even know its Thomas &
Mack, or Sam Boyd Stadium or Cox
Pavilion, but it$ a recognizable, qual-
ified and capable show promoter,”
Santiago said.

Big Picture Promotions handles
booking, show production, advertis-
ing, media buys, video production,
creative services, and day-of func-
tions, including contracts, insurance
and local transportation and accom-
modations. “We understand the big
picture,” Santiago said. “Here’s what
it takes — you've got 10 have rela-
tionships with the booking agents
where they have faith and confidence
that you can produce a show.”

Ten years ago, the university did
not give the arenas the authority to
promote their own shows because it
was (00 risky financially. But as com-
petition grew, the attention of local
promoters was stolen by other venues
and the ability 1o promote shows be-
came necessary for the UNLV venues
to continue operating,

“In order to survive in this market,
we have to be competitive, We have
to promote on our own and take our
own risks and not rely on other peo-
ple. We can't put our fate in someone
elses hands. And, No. 2, the fact that
we're a very dynamic building.
There’s nothing we cant do,” Santi-
ago said.

Big Picture Promotions still does
not have unlimited resources — it
couldn't put in a $1.5 million offer
on a show — but for an average
show, Big Picture is right there com-
peting with the local promoters.
“We've lost on a couple of shows, like
local promoters, but we've also won
on a couple of shows,” Santiago said.

Big Picture Promotions often co-
promotes shows with Goldenvoice,
Concerts West and SFX (formerly
Evening Star Productions).

“As we've grown over the years,
we've gotten a lot better at market-
ing events, and with that comes the
ability to take risks,” Christenson
said. “We have access to so many re-
sources Lo properly promote events
here. Our relationships with Cox
Communications, the radio stations,
newspaper media, potential sponsors,
season ticket holders, event clubs, so
it would be kind of sad not to take
advantage of all those things. When
you put that on paper, it gives us the

THE BIG

PROMOTIONS

ability 10 go out and make offers that
five years ago we wouldn't have
done.”

The Cox Pavilion was physically

designed to handle concerts in-house,
with about 65,000 square feet of
fiberglass acoustic paneling, and a
sound systern that is center hung, but
can be end-hung for stage shows. On
top of tha, a local sound and light-
ing company provides sound, light-
ing and video screens that hang in
the arena for large concerts.

“We spent a lot of money and time
on making the acoustics correct,” said

makes the room very, very easy to
come in and do a show; they don't
have 1o bring in a lot of gear.”
While the Las Vegas environment
is unique, Santiago said he thinks
more buildings will follow his lead
and promote their own shows. “It
doesn't hurt you to have the ability
to call up an agent and say, Listen, 1
have an in-house crew that can pro-
mote 100%, and be able to back it
up. So this is something you may see
more of in the future,” he said. 0

Jill Campbell, GM of Cox
Communications, and Pat
Christenson.

——

GREAT SHOW.
WiHour A
SHoOwROOM.

IT’s THE NaTional
Fmais Ropeo.

Irs NASCAR's
Winston Cur.

IT's THE PROS OF THE PGA, THE
LPGA anD THE SENIOR PGA.

IT"s OFF THE ROAD, ON THE TRACK
AND IN THE AIR. ;

IT°S A CITY WHERE THE SUPERSTARS
DON'T ALWAYS APPEAR IN A SHOWROOM.

FOR SPECIAL EVENT INFORMATION CONTACT
Las VEGAS EVENTS AT
(702) 260-8605 or
LASVEGASEVENTS.COM

-

What you want. When you want.
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Upcoming Events

At Thomas & Mack Center, Cox Pavilion and Sam Boyd Stadium

Event Date VENUE TickETs

An EVENING WITH VINCE GILL ... May 25 Cox PaviLion 557

e $50.50

....546.50, §36.50, $26.50
......$67.50, 547.50, $31.50
-..5T7, 547

... 541.50

'thm&mWmecmnGm.Ammep
** WITH SPECLAL GUESTS SLAYER, SKRAPE, & MORBID ANGEL

World Music Theater, Tinley Park, Hlinois /
Oslo Specktrum, Oslo. Norway / Georgia
A
Yo
Minncapolis / The Spectrum, Philadelphia / The

Congratulations

Ler,

Palace of WE Michigan
/Los Ang APPRECIATE s / Bradley
Center, M BEING A PART hme, New
OF YOUR
Orlcans / FACILITIES do Arena,
Orlando. g —— Toronto,
Ontario / COX Pavilior Joe Louis
AT
Arcna, Df Sam@oyd | andover,
STADNUM
Maryland — osemont,
Minois/§  Thomas@Mack  hissouri/
Meadow] Arena Solutions: lord, New
Jersev / T Performance Stages / Georgia
Dome, Af Seating Risers ter, Cedar
Rapids‘ 1 ADA Stairs and Ramps nvention
Center. ( Crowd Barricades aj Mahal,
Atlantic { Ice-floor Cover iniversity;
Waco. Tq . guperighi com. prounds,
1 495 Holley 51, Clare M1 48617 7
Columbt e i | g nvention
- (800) 438-4499_ (517) 386-7393 .
Ccnter, S fax (517) 386-3500 Pn\‘ennon
Center. N srma;g;-rr ‘an Andel

Arena, Grand Ra] tan / University of

Florida, Gainesvil / Rushmore Plaza

Civic Center, Rapid City, South Dakota / Las
Vegas Convention Center, Las Vegas, Nevada /

Congratulations on the grand

opening of the Cox Pavillion.

AMR Special Events: 671-6966

1200 S. Martin Luther King Blvd.
Las Vegas, NV 89102
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UNLV Boasts Long

Tradition Providing
Top Entertainment

LAS VEGAS — Ina city which it can
probably be safely said has had one
of the most rapidly changing skylines
in the world in recent years, being the
same may be the best way to be dif-
ferent.

Despite the recent multi-million-
dollar facelifts at the 17-year-old
Thomas & Mack Center and 29-year-
old Sam Boyd Stadium, and the ad-
dition of the Cox Pavilion on the
University ol Nevada Las Vegas cam-
pus, these venues have a relatively
long mradition of providing top name
entertainment to locals. Thus the
complex’s slogan — “An Entertain-
ment Tradition.”

“That’s what a brand is, it's what
separates you from the rest and dif-
ferentiates you and makes you spe-
cial,” Santiago said. “We have history:
More so than anybody else in the
arena business,”

Thomas & Mack and Cox Pavilion
have three major competitors in Las
Vegas — The MGM Grand Garden,
Aladdin Theatre for Performing Ans
and Mandalay Bay Events Center.

Other venues around town, such as
The Joint at the Hard Rock Hotel &
Casino, also offer competition for
concerts. And other hotels, including
Caesar’s Palace, are considering
adding venues. “Everybody in town

is offering entertainment,” Santiago
said.

Thomas & Mack Center isn' cut-
tng into these venues' tourist cus-
tomer base much. UNLV tried some
Strip advertising, but never really
snared impulse buys from out-of-
towners. But these Strip venues are
gamering local patronage, Santago
said.

“Alot of times the shows that play
here will play back in their own mar-
ket, so we don't put too much em-

Thomas & Mack Center ™

phasis on Las Vegas Strip in terms of
resources and money. We rely on a fo-
cused, local marketing eflon, based
on people who've used our facility.
We rely on our database o send us o
people we know are interested in
country shows or rock and roll shows.
We don' have that same information
on out-of-town visitors,” Santiago
said.

The entenainment tradition theme
has been integrated into the decor of
the Thomas & Mack Center con-
course. The upgraded area is plastered
in colorful bus wraps depicting shows
or historic sporting events that have
occurred at the venue. A number of
glass cases built into the walls display
memorabilia.

“Everything we do now in all our
advertising, all our image stuff, we oy
.+ to reinforce the brand that we've been

here,” Santiage said. “We've provid-

ed you with family entertainment for

the last 15 years, concerts the last 17,
, and rodeo the last 16. That’s what we
i thought was how we had to position
| ourselves.”a

Selling Backstage Amenities To
Keep Performers Happy On Stage

LAS VEGAS — With the cutthroat
competition for quality entertainment
products in Las Vegas, plans for the
$16.8 million Cox Pavilion and $11.5
million in upgrades at Thomas &
Mack Center, and $15.5 million in
upgrades at Sam Boyd Stadium, fo-
cused heavily on making the back-
stage experience a good one, so that
acts and their management will want
1o return.

The philosophy is a simple one —
just make things as easy as possible
for the clients, so what they remem-
ber is the great sandwiches at the
Backstage Cafe, not the red tape they
got tangled in trying to get their job
done.

Randy Bernard, CEO of Profes-
sional Bull Riders Inc., which puts
on the annual four-day Bud Light
Cup World Championships at
Thomas & Mack Center, said he has
run into layers of bureaucracy at
other Las Vegas venues that make
putting on an event ledious. “Where
at Thomas & Mack, the decision lies
with [Director] Pat Christenson,” he
said. iy e

“What we're trying to do is create
an environment where it’s very easy
to do business with us, very conve-
nient to do it, but also it’ very suc-
cessful,” Christenson said.

To get the pomnt across in full-color
interactive glory, the marketing de-
partment, headed up by Joseph San-
tiago, created two Power Point
presentations touting Cox Pavilion’s

[eatures, which can be e-mailed 10 a
direct-mail database,

“You can get your message direct-
ly to, in an interactive way with mo-
tion, an agent, a manager, to a
promoter, and it’s very, very simple,”
Christenson said.

The buildings' Web site is also
geared toward potential clients. Pro-
moters and producers can access
schematics of the buildings, infor-
mation on the ticket office, security,
backstage equipment, catering rates,
etc. “The whole idea is as soon as you
print something, it becomes some-
what obsolete. You either have 1o call
someone or fax it or mail it. This way
anybody on the road at any given
time, or anyone in their office, can
access our production information
and literally book a show,” Chris-
tenson said.

The Web site is also journalist-
friendly, with archives dating back to
1983,

To keep acts like the Dixie Chicks
from tripping over size 16 Air Jor-
dans in the locker room while trying
to prepare for a show, two exclusive
main-act dressing rooms have been
added 1o the backstage area. They

will be nicely furnished and offer in-
dividual showers and steam baths.
This area should be open in time for
an Eric Clapton concert Aug, 15.

The 600-square-foot green room
has also been renovated, a 1,000-
square-[oot press room was renovat-
ed, and the 1,000-square-foot
Backstage Cafe was created. With the
idea that substance shouldn't over-
power style, the Backstage Cafe will
be decorated with about 20 four- by
six-fool posters of big-name events
held at the arena, such as the record-
grossing Holyfield vs. Lewis boxing
match in 1999.

The floors will also be re-cement-
ed and color-coded to make navi-
gating the backstage area easier.

The cosmetic upgrades come at a
price of about $100,000

All of the arena’s marketing offices
were moved from the back of the
building to the front. “So its much
easier lo access our sports market-
ing, all of our sales and marketing,
as well as our booking and event
marketing,” Christenson said. “We
want to make sure if somebody is
looking 1o book the building that the

sales staff is right there in front." 0

-
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$32 M Renovation Of Milwaukee Aud
A Go Despite Bradley Center’s Plans

By Don Muret
MILWAUKEE — Despite Bradley
Center’ tentative plans to build its
own small venue, the Wisconsin
Center District is going ahead with
a $32 million renovation of 92-
year-old Milwaukee Auditorium.
Construction starts in November
with completion by December
2002 or early 2003,

The architecrural design by VOA
Associates includes a reduction in
seating from 6,120 to 4,400, with
intimate theater settings as small
as 2,500 seats.

Other improvements will in-
clude disability access with all-new
sloped seating, a galleried rotunda
lobby, a balcony/second level out-
door terrace, expanded restrooms,
concourses and concession areas,
new rehearsal space, revamped
meeting rooms and acoustical up-
grades.

“We've told by promoters that
they need a 4,500-seat auditorium
and we don't have one. Of the 10
facilities in the area, capacities
range from 18,000 to 1,300. But
there is not one in the 4,500 range.
Jam Productions and SFX were
asked to give us their input,” said
Dick Geyer, WCD president.

“There a history with the venue
[which opened Sept. 21, 1909], so
we have to treat it with respect.
Presidents have spoken and had
rallies there. The renovation will
increase usage and relieve pressure
on the Midwest Express Center
ballroom for convention lunch and
dinner functions.”

Project funding is through a
$27.3 million, 30-year bond issue
and $5 million in uncommitted
funds from Midwest Express Cen-
ter construction. Rick Freiberg,
WCD director of business devel-
opment, is shopping naming rights
for $5 million over a 10-year peri-
od

“We feel we can get that. There
is one particular corporation that

/ e i

a7
— -:L}

MILWAUKEE'S BEST — Enjaying new Miller Park, from left, are Wis-
consin Center Districts Kerry and Rick Freiberg and JoAnn and Dick
Geyer Freiberg is director of business development and Geyer president
of the complex that includes U.S. Cellular Arena, Milwaukee Auditori-
um and Midwest Express Center convention facility. (AB Photo)

has expressed interest,” he said. If
successful, it would be by far the
oldest facility in the nation to se-
cure a name-in-title sponsor.
Freiberg was successful in selling
a $2.1 million, six-year title spon-
sorship to U.S, Cellular for the 50-
year-old arena next to the
auditorium,

The difference in the dollar fig-
ures between the two venues, ex-
plained Freiberg, is that “the
auditorium will be a world-class
theater with three times the in-
vestment as the arena. U.S. Cellu-
lar to date is thrilled with all the
exposure and spinoll coverage it
has received from the naming
rights.”

Shortly after the district an-
nounced the venture, Bradley Cen-
ter officials reiterated their plan o
build a performing ans center con-
nected to the arena.

However, financing has yet to be
finalized. Bradley Center GM
David Skiles said more details
would be announced at a later
date.

Frank Gimbel, a member of the

WCD board who also serves on the
Greater Milwaukee Committee’s
task force on the Bradley Center,
told AB the market would not be
able to support two similarly sized
venues.

“One of them can succeed. Two
will fail. They have zero chance of
receiving tax help from any state
agency,” he said.

“1f Bradley Center wants to pri-
vatize that entire operation, they
would have to talk with Mrs.
[Lloyd] Pettit, who gave $90 mil-
lion to originally finance the build-
ing. The theater is on the Bradley
Center footprint and it has been
talked about as a saving point for
the Bucks,” the city's NBA fran-
chise.

But a scenario could develop in
which the competing bodies would
merge their interests and consoli-
date theater operations, he added.

Geyer said, “We're still going
ahead with our project and are not
even worried about what they're
doing. 1t’s all talk, a scare tactic.
They're worried about the Bucks
leaving town, but they're not.” o

Scooby Doo Hits Theaters ‘At Last’

By Linda Deckard
“Scooby Doo Live Al Last,” an SFX
Family Shows production tenta-
tively set to debut at an SFX-man-
aged theater, will embark on a tour
of performing arts centers begin-
ning this fall and touring through
May 2002.

The deal for the new show is not
100% confirmed but highly likely
at this point. It will play theaters
of 1,800-4,500 seats and is being
booked by Steve Schnepp, the
Allan Wasser Group, New York
City.

This marks the first collabora-
tive effort berween SEX and Warn-
er Bros., noted Jonathan Hochwald,
SFX Family Shows president,

Generations have grown up with

the Scooby Doo cast of characters,
which has been on the air 31 years,
Hochwald said. Its among his first
collaborative efforts he believes ap-
peals as much to several genera-
tions.

To ensure it has broader demo-
graphics than the young cartoon
crowd, production is tapping some
more adult sources, such as the
Kids in the Hall comedy troupe out
of Canada. Members of that troupe
are inolved in writing and direct-
ing the live show, including Jim
Millan is director and Mark McK-
inney.

The music is still being com-
piled, but it will include rock and
alternative music, Hochwald said.
“We're building a show that will

appeal equally to kids and par-
ents.”

The partnership with Warner
Bros. and their various TV assets,
including the powerful media clout
of AOL Time Warner, parent com-
pany, can only enhance marketing
efforts, he added.

There is a Scooby Doo feature
film coming out in November
which will help boost interest in
the live tour as well, he said.

“Scooby Doo Live At Last” is ex-
pected to debut at the Palace The-
ater, Louisville, Ky It will rehearse
there before the Oct. 26-28 pre-
miere.

Ticket prices will average $25,
he said. The first tickets will go on
sale after Labor Day.q
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SECONDARY MARKET VENUES

Adapting To Tour
Market iIs More
Than Just Theater

By Cindy Stooksbury Guier
Venues in some secondary markets
have learned that adapting is one
way 1o survive in a compelitive con-
cert industry. With higher artists
guarantees, shorter lours and fewer
acts on the road, some secondary
market facilities have become more
creative and flexible in their effont
to bring shows 1o their markets.

Both the Spokane (Wash.) Arena
and the Boise (Idaho) State Uni-
versity Pavilion, for example, are
having great success with their
scaled-down theater setups. Other
facilities, like the Van Andel Arena,
Grand Rapids, Mich., are creating
and promoting their own events,
while venues like Memphis’ Pyra-
mid Arena and Mid-South Colise-
um are paying particular attention
to — and adapting to — compeli-
tion in the marketplace.

One of the issues many mid-size
and large facilities have had to ad-
dress is the need to offer a theater-
type setup, said Amy Brown,
assistant general manager of the
12,500-seat Spokane Arena. That
arena used to simply put up a cur-
tain 1o scale down its size, but two
years ago, at the request of booking
agents who wanted a smaller venue
for their artists to play, officials cre-
ated the 6,500-seat “Star Theatre”
at the Spokane Arena.

“We wanted it to be intimate and
just throwing up a half-house cur-
tain really didn't create the intima-
cy,” said Brown. The facility
purchased a floor-to-ceiling, side-
to-side cunain that angles in toward
the audience, giving a more intimate
feel. Custom-designed chandeliers,

a red carpet adorned with gold stars,
decorative banners and other ele-
ments were added for the Star The-
atre set-up.

“Our community’s really em-
braced it because they know when
an event’s at the Star Theatre that
it’s going to be more intimate,” said
Brown. The facility presents four to
six shows a year, such as Sarah
Brightman and Barenaked Ladies,
in the theater set-up,

“Star Theatre has given us the
ability to attract shows that we
might not have had the opportuni-
ty to bring into Spokane. It's been
extremely well received,” said

98 Degrees and Paul Revere and the
Raiders. Upcoming concerts include
Godsmack in July and Moody Blues
in August.

“We fight hard for concerts. We
work very, very hard and one of the
mechanisms is through the Arena
Nerwork. We're aggressive with oy-
ing to attract shows 1o our market.
We also are cognizant of making
sure we don'l bring in too many
shows and oversaturate the market.”

Although concert bookings at
BSU Pavilion are strong, Joyce
Grimes, executive director, says it's
more dilficult 1o fill the seats.

Brown.

Overall,
Spokane Arena
is having a good
year, she said.
Family shows do
particularly well
there. The
Harlem Globe-
trotters, a rodeo,
an SFX Motor
Sports  event
were all well-re-
ceived. Ringling
Bros. is sched-
uled for Septem-
ber, and the
arena is working
with SFX for its
first free-style
mOLOCTOSS.
Brown said the
arena is on track
to do 12 10 15
concerts  this
year. The venue
recently featured
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Continued On Page 12

Luring Shows iIs
NOo Mean Feat

By Cindy Stooksbury Guier

With today's touring business being im-
pacted by everything from amphitheaters
to the radio climate to artist guarantees,
venues in secondary markets ofien have
their work cut out for them when it comes
to luring shows. For some facilities, land-
ing a spot on a tour is more difficult than
ever.

“The pricing on the acts dictates a high
ticket price, and that sometimes will not
allow for a deal to be made that will make
financial sense at the ticket prices,” said
promoter Ay Granat, of Chicago-based
Jam Productions.

Jim Walczak, general manager of the
Rushmare Plaza Civic Center, Rapid City,
5.D.,and leader of the *Lost Cities” group
of venues, said industry consolidation and
high artist guarantees mean that its often
cost-prohibitive for even major promoters
like SFX or House of Blues to bring shows
1o secondary markets. *The cost has
changed so much,” he said.

Also, when it comes to summer tours, a
secondary or tertiary market probably woni
get a show unless the market has an am-
phitheater, said Granat. When it comes to
superstar acts, the number of tour dates is
often limited, so acts might opt to skip the
smaller markets.

“Where in the past artists used to go out
and hit all those secondaries and tertiaries,
there aren't as many newer artists oul there
doing that,” said Granat. “Groups like
Aerosmith would go out and play every-
where. They used 10 go out and play, build
their fan base, and year after year or every
year or two they'd come out and play those
markets again and be able to build their
fan base so that no matter if they're hot-
ter or colder...they would have a fan base
that would support them.

“It is too bad more acts don' go out and
play those marketplaces anymore because
those marketplaces would love 1o see those
acts,” said Granat.

“It’'s an ‘event’ when a show comes to
these communities,” said Walczak. *Its not
like when I was in Denver...and there
would be 90 shows over the course of a
three-month period. When an event hap-
pens in a Billings, Mont, or a Casper, Wyo.,
or a Sioux Falls, S.D., or a Bismarck, N.D.,
to the people that we represent, it’s a big
deal. And their money spends just as good
in these markets, and as reasonably as it
does in Minneapolis, Denver, Salt Lake City
and Chicago.”

The Losi Cities includes 18 venues in 10

Continued On Page 12
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states, spanning from Yakima,
Wash., to LaCrosse, Wis. The group
was created specifically to benefit
the smaller-market venues, The fa-
cilities share in advertising and mar-
keting costs and present themselves
as good markets for a show to play,
either as a stopover between major
markets or perhaps as a string of
secondary markets. “What we are
about is connect-the-dots,” said
Walczak.

One of Walczak's biggest suc-
cesses with the Lost Cities group
was last year’s Bob Dylan tour.
Dylans camp was interested in play-
ing several of the Lost Cities mar-
kets, which were markets he had
never played. Several of the venues
landed dates on the tour. “Basical-
ly the wour did very well,” said Wal-
czak

Some secondary market venues,
like the Spokane (Wash.) Arena,
have created half-house or theater
setups to make themselves more at-
tractive to shows that draw a small-
er audience. Some venues are also
creating or promoting their own
shows, either on their own or with
assistance of organizations like the
Lost Cities or the Los Angeles-based
Arena Nerwork.

ON THE OTHER HAND
Keith Miller, vice president of the
William Morris Agency’s Nashville
office, sees secondary and smaller
markets as desirable, for several rea-
sons. Miller says the rural markets
of New York and Pennsylvania, for
example, have strong population
bases, and many markets have good

1,100- to 2,800-seal theaters.
“When you can bring a mid-line
artist to those venues, they sell a lot

SECONDARY

of tickets. They really do good busi-
ness,” said Miller, who added that
he has put virtually all of his mid-
line country acts through those type
of markets.

Another advantage of secondary
markets is that there is probably less
competition for the entertainment
dollar. “The big markets are getting
more and more difficult to play be-
cause there is more and more com-
petition for the dollar,” said Miller.
“Berween the major sports — hock-
ey, basketball, football, arena foot-
ball, soccer — it’ very competitive.”

The cost of putting on a show can
be less expensive in a smaller mar-
ket as well. Radio advertising costs
will be less expensive, for example.
“The shows can be staged a little
less expensively. That means the
ticket price can stay more reason-
able and everybody has a chance 1o
make some money,” Miller said.

Also. any market that has a radio
station that reports airplay to Bill-
board or the other industry trade
publications would often be con-
sidered a “must-play” markel.

Shows sometimes play a sec-
ondary market out of necessity. For
major tours, Miller tries 1o keep
jumps between tour dates to less
than 400 miles.

“Between Minneapolis and Seat-
tle, [secondary markets are] all you
have.”

“We are on the beaten path when
they're traveling down the road in
the middle of the week trying to get
to the next stop,” said Walczak.

“We're still a place where decent
money can be made,” he said. Wal-
czak hopes that industry consoli-
dation results in more secondary
markets becoming part of the game
plan for tours. 0

MARKET
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“Everything seems to be doing bet-
ter il it’s half-house or theater. It's
tough 1o get the big acts. And com-
petition obviously in Boise is very
great,” she said.

The 13,000-seat Pavilion used to
be the only venue in the market,
but now it competes with both the
13,000-seat ldaho Center in
Nampa, and Boise's 5,000-seat Bank
of America Centre.

Grimes said the concert business
in general is becoming increasing-
ly competitive. “I think people are
wanting more and more. They're
not only looking at a larger take of
the house but sometimes part of
the ancillary revenue as well. It's
very difficult 1o make money doing
these events.”

Grimes believes a concert thar's
a true “event” will do much better.
Brooks & Dunn's Neon Circus &
Wild West Show, for example, fea-
tures several popular country stars,
plus a midway full of sideshow acts
and other diversions. Although she
was pleased to have the show, she
expected to only break even on it.

“We are now trying to do events
along with the concert so that we
can find a way to have a little more
entertainment,” said Grimes, “1f
you're going to sell a $50 ticket,
you need more than one person up
on the stage, unless it’s a Pavarot-
n."

One of the best dates in BSU
Pavilion’s history was the Tim Mc-
Graw and Faith Hill tour last year.
Other strong shows have included

How to’
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the Harlem Globetrotiers, Sesame
Street and the Shrine circus. An
event on Grimes’s wish list is an ice
show.

Like the BSU Pavilion, Memphis'
major concert venues are feeling

the pinch of competition. In the -

case of the Memphis buildings,
competition comes from Tunica,
Miss. Casinos in the gambling
mecca, which is about a 45-minute
drive from Memphis, present loads
of entertainment each week.

“On any given weekend theres
probably 20 acts performing down
there,” said Alan Freeman, gener-
al manager of the Pyramid arena.
Freeman also oversees the opera-
tions of the Mid-South Coliseum
for SMG.

The annual Memphs in May fes-
tival is also competition for the two
venues. Freeman said this years fes-
tival presented several dozen per-
formers during a three-day period
and sold 165,000 tickets,

“It is more of a struggle, because
you have to really watch out what
your competition is in a market like
this. You need to really work on
spacing the shows out so they're
not cannibalizing each other,” said
Freeman.

“In a market like this, obvious-
ly, having a show on a Friday or
Saturday is worth several thousand
more tickets as opposed to having
it ona weeknight. All those things
we try to communicate with the
agents that are routing the shows
and the promoters that work this
market.”

Recent shows at the 20,000-ca-
pacity Pyramid have included Kid
Rock, matchbox twenty, AC/DC,
Elton John/Billy Joel and Eric Clap-
ton. Aerosmith is set for Septem-
ber.

In mid-May, Freeman was busy
negotiating with the NBAs Van-
couver Grizzlies, who plan to re-
locate to Memphis, on what
renovations need to be made 1o the
Pyramid, which would be the
team’s temporary home until a new

Continued On Page 13
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arena is built,

The future of Memphis’ 12,000-
seat Mid-South Coliseum is un-
certain. Freeman said SMG is still
working on a long-term strategy for
the venue. The company’s contract
expires al the end of the year. “It's
an older facility; it needs some cap-
ital to keep it going,” he said. Clos-
ing the facility is one of several
options being considered.

Meanwhile, the coliseum con-
tinues 1o present events, but Free-
man isn't booking anything beyond
Dec. 31. David Copperfield rented
the building for three weeks this
past February [or a television spe-
cial. Recent shows have included
Barenaked Ladies, Godsmack and
the Shrine circus. Widespread Panic
may return over Thanksgiving for
three dales; the group sold out two
shows at the coliseum last year.

Rather than wait for shows 10
come their way, officials at Van
Andel Arena are creating some
events of their own, said Lynne lke,
director of marketing for the
12,000-seat Michigan arena and the
nearby Grand Center convention
center.

One such event is the Greal
Lakes Irish Music Fest, set for Aug,
26. The event was presented by a
local pub for the past four years,
This year, the arena asked 1o pre-

ZARE

sent it, with consulting support
from the club. “We get a lot of
headliners right out of Ireland,”
said Tke.

“Thats kind of the shift that we're
taking, trying to put on some of
those events ourselves. If there is a
recession that takes a urn with the
economy, and many shows aren't
oul on the road, we'd still like to
have different fests coming through
here,” she said. “The arena's not
that old and we'd like 10 keep it at
the forefront of everybody’s mind
and try to keep them thinking
about coming downtown to the
arena.”

Meanwhile, the SMG-managed
facility has featured quite a few big
concerts recently, Ike said. Van
Andel Arena doesn't feature as
many shows as the 2446-seat
Devos Hall, located in Grand Cen-
ter, which is currently undergoing
a 5219 million expansion. “Devos
Hall holds symphony, ballet, opera,
Broadway  shows,  smaller
acts. ..thats busy every single week-
end.”

Van Andel Arena has recently
played host 10 Bon Jovi and 98 De-
grees. Upcoming bookings include
Pantera in June and Rod Stewart
and James Taylor in July.

One of the busiest secondary
market venues is the Mark of the
Quad Cities, Moline, 111. The

NA AND

12,000-set arena is having its best
summer since 1994, said Steve
Hyman, executive director. “We
find ourselves included in the rout-
ing for really what are primary mar-
ket dates for the first leg or only leg
of a major concert tour,” he said.

“We are seeing a minimum of
one and in some cases two concerts
per month, with July being proba-
bly the most active.” In July, the fa-
cility has four concerts: Blink 182,
Bon Jovi, Janet Jackson and Eric
Clapton.

The lack of an amphitheater in
the market is a big plus for the
Mark. “Many, many times we be-
come an indoor stopover between
shed dates if they're going from
Riverport in 5t. Louis to Tweeter
Center Chicago,” said Hyman.

The arena’s hockey team —
Quad-Ciry Mallards — and Arena
Football team — Quad City
Steamwheelers — are popular
draws,

Upcoming bookings include Rin-
gling Bros. in August and possibly
a Billy Graham crusade in October,

The Dane County Coliseum,
Madison, Wis., has been reasonably
busy, said Bill DiCarlo, executive
director. The 10,000-seat arena,
part of the Alliant Energy Center
complex, was preparing for a Rin-
gling date in mid-May. The facility
also plays host to a Shrine circus

EXPOSITION C
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yearly, as well as a rodeo and mon-
ster truck events.

“We're pleased with the amount
of touring shows that we've had
come through,” said DiCarlo.
Those shows have included Kid
Rock, Pantera, Mystikal, Sarah
Brightman, Blue Collar Comedy
Tour, 98 Degrees, Godsmack and
Disturbed. Although the venue has
nabbed several shows, the number
of sellouts has been declining, Di-
Carlo said.

As of mid-May, the biggest event
scheduled for the summer, the
building's slow period, was the
Dane County Fair,

Jim Walczak, general manager of
Rushmore Plaza Civic Center,
Rapid City, 5.D., has seen bookings
in his facility pick up over the last
couple of months. “This is so cycli-
cal. T've been at this for 20 years-
plus, and basically right now what
1 think we are experiencing here is
more of an upturn,” he said.

In May, the facility played host
to a Shrine circus and numerous
local events, including a Cinco de
Mayo celebration. Walczak is look-
ing forward to a Three Doors
Down/Lifehouse/Tantric date and
expects to book a Bryan Adams
date. A big event for the civic cen-
ter is the Sturgis Motorcycle Rally.
The building will serve as host
headquanters for Harley Davidson

he Tunica Arena and Eﬁsmon Center offers new state-of-the-art facilities

arena floor

plus all the attractions of the South’s
= Largest indoor arena in Mississippi
** 48.000 square feet of exhibit space on

_*® Searing capacity of 6,500

* 14 luxury skyboxes

* 366 rnodulaf livestock stalls

~ The Tunica Arena and Exposition Center is the newest

~~ with ten, big-name, 24

_entertainment and spectacular dini
labels at discount prices.

“ Discover the winning difference in Tunica. Cott 662-363-3299 , - —
: hymr‘ﬁeefvaﬂﬂamerssdcbmdymheevdue-pncked%mrsMbnﬁm

hottest new resort and gaming destination.

* Over 1,100 paved parking spaces
* 66-space RV park :
* Designed to accommodare a wide variety

_Of events: rodeos, horse shows, motor sports . =-
* ~@vents, concerts, family shows, exhibitions and

trade shows

-hour Vegas-style casinos. Our res

3873 US. Hwy 61 North Tumica. Mississippi 38676 - (662) 363-3299 office - (662)

attraction of The South's Casino Capital,
ort hotels offer 6,000 new rooms, top-name
ng at pleasing prices. And the Casino Factory Shoppes offer prestige

during the Aug. 6-12 rally, and will
have a concert during the event.

Bill Chiesa, manager of Metra-
park Arena, Billings, Mont., said
bookings are skimpy at his facility
“Ican tell you the market for music
in this part of the world — and
probably across the United States
— has been terrible. Nobody is
coming through here,” he said.

Diamond Rio and the Kinleys
played a radio station concen there
in May and drew about 6,000,
some of which was [ree admission
tickets. The arena had a successful
run in May with Women of Faith.
The inspirational event sold 10,900
$50 tickets to each of two shows.
“They did a truckload of tapes and
books. I'd like to have been a pant
of that,” said Chiesa.

Chiesa said he would like to have
five or six concerts a year, but has
been presenting about three or four.
On the schedule are Three Doors
Down, Lifehouse and Tantric in
July: Quiet Riov/Poison in August;
and Sheryl Crow and Chris
LeDoux, who will play during the
Aug. 11-18 MontanaFair. Chiesa’s
hoping 10 land a Lonestar date for
September. In December, the arena
will have a Sawyer Brown Christ-
mas show.

Chiesa is very excited about a
November booking he has yet 1o
announce. 0
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Florence Civic Center

For Booking Information,
Call John T. Mazzola, CFE
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Arena « Exhibitien Hall + Auditorium

www.florenceciviccenter.com

For booking information, call Greg Tesone at 609-449-2046

78
- Evoem ocaass

33

GICALLY LOC4

A
20 IN SOUTH CAROLS

SECONDARY MARKET

By Linda Deckard
Keeping the lights on is always a
challenge for arenas, particularly
those in secondary markets. Here
are some ideas about to be tried or
already proven successes at U.S. fa-
cilities to fill those days that aren't
blessed with a concert, sporting
event or family show.

i

REOPENING IN OCTOBER 2001

AMERICA'S SEASIDE ENTERTAINMENT CENTER

——
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* Party in the Parking Lot: I
still in the design phase, but the
First Union Arena, Wilkes-Barre,
Pa,, is looking into playing host to
happy hour-type events in the
parking lot every other Thursday
night during the summer. They
would tie in with a local beer dis-
tributor and book local bands. The

Almost 33 million people visit Atlantic City every year, drawn by the non-stop, ] &
24-hour excitement. Capitalize on all these visitors - plus thousands
entertainment - by booking your event in Boardwalk Hall,
features flexible, modem seating for up to 14,000 people, supe U :
all set in a unique beachfront location. Come to Atlantic City and be treated like a high roller. -
And with our professional and experienced staff, you're sure to win. . - 5 e :

of local residents looking for . 3
This newly renovated showplace g ;
rior acoustics, and TV-ready wiring, -
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Ten Creative Ways
TO Fill Dark Days

food and beverage concessionaire
would set up portables, said Kath-
leen Bird, marketing director.

* Rent Ice: Youth hockey
leagues are always looking for ice
time. Tom Carroll, Hara Arena,
Dayton, Ohio, said that arena start-
ed renting ice about two years ago
and it “flls a lot of dark days. The

| ice is subleased to the youth hock-
| ey leagues which then lease it to

teams. Carol Pollock, Pensacola
(Fla.) Civic Center, also rents ice
when the schedule allows and says
the key is a relationship with am-
ateur hockey programs, assuring
enough ice time will be rented 1o
Justify the expense of putting down
ice in the South in the summer.

* Cooking School: An event
called The Cooking Show, pro-
duced by Homemaker Schools
LLC, Greendale, Wis., was playing
hotels and high school auditori-
ums. Scott Breckner, Breslin Events
Center, East Lansing, Mich., saw
the potential to make it a larger
event. He talked them into playing

* his arena. It was sponsored by the

, local TV affiliate. They sold tick-

§ ' ets and drew 3,100 the first year,
| compared 1o a usual draw of 600
to 1,000,

* 3-on-3 Basketball Tourna-
ment. The Tacoma (Wash.) Dome
partnered with its local sports com-
mission, Pepsi and Pizza Hit to
develop a basketball tournament
in the dome. It takes place over a
four-week period and draws teams

. from Vancouver, Wash., to the
' Canadian border. Pizza Hut ad-
. vertised the event on 140,000 pizza
; boxes.The tournament drew 400

teams the first year and is expect-

i | ed to build 10 up to 1,000, said
. Ryan Shannon, marketing director

* In-Line Skate Park: The Prov-

_ idence (R.1.) Civic Center will be-

come an indoor skate park this
summer, open daily and hopeful-
ly drawing thousands of teens.
Larry LaPorte, manager of the
building, said it will take about
$100,000 1o build the park and the
building is seeking a sponsor to
fund the project. The potential gate
from $12 tickets is estimated at
$125,000, he said. The building
would also benefit from parking,
which is $5 for daytime use, and
concessions, which are handled by
Aramark. The plan is to charge $12
for a four-hour block of time, or
$25 for membership which enti-
Ues holders to a lesser daily charge
of $8. Jack Murphy, Octagon,
Huntington Beach, Calif | is de-
signing the park, which would be
portable so il the arena books a
cancert or other event, it could be
moved out. The plan is to operate
the skate park from June through

Continued On Page 15
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part of September, leading up 1o
the Gravity Games which will be
held in Providence Sept. 1-9.

* Christmas In The Air: Bill
Holmes, Mississippi Coast Colise-
um, Biloxi, is famous for his Coun-
try Cajun Crawf{ish Festival, an
April event that nets $150,000 in
three days and has been running
nine years. Now, he’s added a new
event with lots of potential — an
outdoor symphony concert themed
to Christmas. Put together in a
rush this year, it nevertheless made
about $8,000 for the arena from a
budget of $30,000. Tickets were
$10 aduls, $5 for kids. For $300,
a gold sponsor could buy a table
(42 were sold). Sponsors included
a bank, and cell phone, insurance
and beverage companies. There
were two slages, one {or youth
choirs which performed prior 10
the show and during intermission,
and one for the symphony. Holmes
borrowed some Christmas lights
from the city, added candleligh
and hot chocolate, and made it a
holiday event. “Now, we're part of
the symphony package,” he said.

* Drive-In Theater: This hasn
been done yet, but Russ Simons,
Gaylord Entertainment Center,
Nashville, is close to pulling it off.
He will be able to park 50 cars on
the arena floor, charging $25 per
car. The seats would be sponsored
by a radio station, sold for dial po-
sition (i.e., 99 cents, $1.01), and
the Jumbotron would be used to
view the movie. It can be lowered
1o serve the purpose.

e Rib Festival: The U.S. Cellu-
lar Center is about to embark on

Eriesistablel

Located between Pittsbur%
e

Buffalo and Cleveland, {
Ene Civic Center is a multi-
Durpose comolex.

Louis J. Tullio

firena

» 7,500 seats

» 30,000 5q. ft. of exhibition
space

Warner

Theatre

> 2,500 seats

» Broadway

» Concerts

» Meetings £
Seminars

€ne CWIC cerrier

PO Box 6140 * Ene, PA 1512

Contact john ‘Casey” Wells
phone i, 453 77 * lax. 81c 455993
www aneciviccenter com

its 14th annual Ribfest. The event
draws 25,000-30,000 outdoors. Tt
attracts national vendors. Local
bands entertain. Admission is $2
and food is extra. Vendors are
charged a flat fee based on space
used. Sharon Cummins, arena
manager for Compass Facility
Management, said the bottom line
last year was $35,000 because of
rain, but it usually makes $50,000-
$75,000. This year, new additions
will include a Family Fun Zone
with inflatables and tests of

M AR K T

strength and a Blues Day.

* Flea Markets and Super
Garage Sales: Several arenas have
tried versions of this off and on.
Pollock hasn't had one at the Pen-
sacola building for awhile, but
touts their success when all the el-
ements line up.

Critical is having a weekend date
and finding a media partner. Plus,
“the staff gets 1o clean out their
houses. We always give ourselves
a booth.”

VENUTES

® Join a Network: There are sev-
eral groupings of facilities that
count on routing clout by packag-
ing offers and sharing information.
A prominent example is the Arena
Network. Amy Brown, Spokane
(Wash.) Arena, cited that avenue
as critical in filling dark days with
The Gorge in nearby George,
Wash., and even the downtown
park next door as competition.
“We had a good season last sum-
mer and a strong summer coming
up."0

World Arena,
Colorado Springs, Colo.

They’re tearing ‘em up
in Golorado Springs

The World Arena at the base of Pike's Peak is selling them
as fast as you can bring them.

# Bth fastest growing city

Ia the USA

# 3/4 million pepulation base

@ Seti-contained media market

7' - 4 Median household income
g oh .-~13% above sational average

719.477.2100
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Smalier Markets Offer Unexpected Opportunities

By James Zoltak
Marketing events in smaller market
towns involves many of the same
basic principles as in larger cities, but

dealing with a smaller population and
fewer media outlets can present op-
portunities that don' exist in a major
metropolis. Of course, there are

Stabler
Arena

* Award Winning Facility-
Favorite of National Tours

Richard H. Fritz, Director
(610) 758-3770
Bethlehem, Pennsyhania

* Beautifully situated and centrally located
between New York City and Philadelphia
Minutes from [-78, the Pennsylvania
Turnpike and major international airport.

* 6,600 seat entertainment and sports
center set up with rigging and power
capabilities to handle the biggest shows.

# Serving Eastern Pennsylvania and a
well-developed tri-state market.

It’s easy to be here.

150,000

Square Feet of Usable Flat Floor Space

6,000

Free Parking Spaces

4,200

Concert, Stage Event Seating
In Our NEW Expo East

| 2,916,570

Population Within a 50 Mile Radius

Convenlent suburban location in the heart of the
largest growth area in Palm Beuch County, Florida.

Bookings Beginning in February, 2002 |
Now Being Acepted
SOUTH FLORIDA

CENTER
WEST PALM BEACH
For complete information and  comprahansive demeographi profile of the morket —
Contad Kris Pursal (561 790-5227, s-mail: kris@southforidatoir,com

unique challenges as well.

“I think it depends on the event,”
said Denny Magruder, who runs the
Wheeling (W.Va.) Civic Center.
“Sometimes it’s easier because we
don' have any competition. If we get
a show like ‘Sesame Street,' we dont
have to market against a Disney On
Ice at another arena, but then again,
we've got an amphitheater about 25
miles away from us, so unfortunate-
ly we don't see much music here in
the summer.”

Targeting a potential audience ina
smaller city is an easier task than in
a major metropolitan area, according
to some building managers.

“You are more able to quickly hone
in on your target and the medium to
reach them,” said Tom Carroll of the
Hara Center, Dayton, Ohio. “In a
major market, to reach a modern rock
audience, you may have five media
outlets to choose from 10 try and sell
ashow. In a smaller market we might
only have two primary outlets, and
that focuses your marketing efforts
because if you can hit both of those,
you probably have the entire mar-
ket tapped. The cost of marketing in
a smaller market is a ot less.”

Magruder agreed, saying that in
some smaller markets, expenses are
just not as high.

“With lower operating costs, we
can buy advertising more inexpen-
sively than in major markets, and
union rates are lower in secondary
and tertiary markets,” he said.

Sometimes a small market city
might be in the shadow of a major
market and that poses unique chal-
lenges.

“The unique challenge promoters
face is finding the right media outlet,
either TV or radio, to deliver their
message to the right population,” said
Ryan Shannon, marketing director at
the Tacoma (Wash.) Dome. “For our
venue, a lot of the media is central-
ized in Seattle and the promoters face
the challenge of finding the right
media to deliver messages into Seat-
tle as well as Tacoma and other areas.™

The Tacoma Dome markets itself
as a regional facility, and even though
it is considered a secondary market,
its proximity to Seattle helps more
than it hunts.

“To be honest, we actually benefit
from the fact that we are only 30 miles
from a major metropolitan area like
Seattle and the fact that we have the
largest [acility in the region, we actu-
ally do a lot better job than smaller
markets that aren' close 10 a big city,”
Shannon said.

The challenge for Shannon is com-
municating with divergent popula-
tions. Seattle and points north have
populations that are more urbane,
with many people working in high
tech industries such as computer
hardware and software or aviation.
To the south is a more rural popula-
tion with different tastes and sensi-
bilities,

“We have to market ourselves 10
both sides of the coin,” Shannon said

“For example, we have the SFX Mon-
ster Jam and Arenacross events that
pull a lot of people from the more
rural, country areas to the south, but
we also do high-glamour rock shows
like Elton John and Billy Joel. We are
able to cater the event schedule to hit
both populations.”

Jack Walker, marketing director for
a cluster of city-owned [acilities in
Jackson, Tenn., said his situation is
even trickier than the one in Tacoma.

“Our market is one and a half
hours to Memphis and two and half
hours to Nashville, and in this mar-
ket people will drive to those cities
and spend $50 and not bat an eye-
lash, but if you try and charge that
much here, they balk.”

Walker said he doesn't understand
the thinking behind that kind of price
resistance, but he has to deal with it
nonetheless.

“They'll say, T'm not paying that
much to see an act in Jackson.' Its like
going to a restaurant or to a hotel
room. You can get comparable food
and accommodations here that you
can in a larger market, but you are
going to spend substantially less. Peo-
ple around here know that and the
mentality filters down, even though,
by the tme they're through, its going
to cost $200 [in added travel and tick-
et costs to go to Nashville or Mem-
phis].

“The logic isn there, but that’ the
reality of it”

A smaller amount of corporate dol-
lars from which to draw is another
challenge for the small market facil-
ity, said Tammy Koolbeck of the U.S.
Cellular Center in Cedar Rapids,
lowa.

“There is not as much money at the
corporate level and what money there
is, well, they are certainly not used 1o
be paying any kind of signage or suite
prices,” she said. “We've actually
added a hockey team 1o the city and
that’s helped us because we are not
the only game in town. Now, they
have something to compare us to, and
some people who never would have
been interested in us at the U.S. Cel-
lular Center because they havent been
here are interested now because
they've been to the hockey arena.
Thats at least gotten me into a few
more doors than before.”

The 2l-year-old facility, long
known as the Five Seasons Center,
was even able 0 land a naming rights
sponsor last year, she said.

But the fact there are no major cor-
porate headquarters in town makes
things tough when wying to attract
sponsorships or sell advertising, Kool-
beck said. One strategy she likes 10
use in her pitches is to emphasize the
fact that most people in Cedar Rapids
find themselves in the U.S. Cellular
Center at least once in the course of
ayear.

“1 ory to impress the importance of
that on them, but its hard sometimes
to even get them 1o take the call” she
said.

Tim Berry, who managed the Mid-

west Wireless Civic Center in Manka-
10, Minn., sees a bit of a double-edged
sword when it comes to seeking ad-
vertisers in markets that lack corpo-
rate headquaners.

“Cerainly you don't have a lot of
corporate headquarters in secondary
markets, but it does offer the local
business community the opportu-
nity to get their name on some shows
that come in and to parner [with the
facility], and it gives them a chance
to get that ‘show business' experience.
I have found, and I don't think this is
particular to Mankato, that there are
significant dollars in the secondary
markets.”

Berry reckons that with a lot of
companies, there has been a decen-
tralization of resources allowing in-
dividual branches of a corporation 1o
spend marketing dollars individual-
Iy

“We have been successful in find-
ing sponsorships for a majority of the
shows that come in,” he said.

Another problem Koolbeck has
had 1o contend with in her particu-
lar market are skyrocketing radio ad
rates brought on by heavy consoli-
dation in the radio industry.

“In many cases radio rates are
much higher than you would think,”
she lamented. “1 have a friend in
Sioux Falls who can buy radio [or 25
bucks.”

Part of the Compass Facilities
Group, the U.S. Cellular Center in-
creasingly packages advertising deals
with other facilities under Compass
management.

“I can go to a client and say, ‘For
this price. you get all the build-
ings," " Koolbeck said. “Many of the
big arenas are not part of networks.”

Another downside of being in a
small market is limited resources, and
this rears its head in a number of
ways.

“We don't have a marketing direc-
tor,” Magruder explained. “We have
10 full-time employees. We do every-
thing ourselves, including food ser-
vice, 5o we don't have the advantage
of having a prolessional, high-pow-
ered marketing person on staff. How-
ever, on the other side of that coin,
people like my assistants and 1, we
don? specialize. It rounds us as man-
agement people. [At various times)
we are involved in concessions or
catering or box office or booking.
That allows us 1o get a lot of expeni-
ences.”

And when more firepower is need-
ed, outsourcing often offers a viable
solution, Magruder said,

“We have a couple of really good
ad agencies in town and we usually
hire therm on a commission or flat rate
basis,” he said.

“The advantage of having them is
that they have some pretty good clien-
tele bases.”

These clients are often matched
with the facility as sponsors of
events, sources of group sales and
other mutually beneficial roles, Ma-
gruder said. 0
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Nothing Secondary About Concert
EXperience In Secondary Markets

By Don Mooradian
Auending a concert in a sec-
ondary market venue is no sec-
ond-rate experience, thanks to
improvements in sound systems
and, more importantly, the
acoustic design of the building.

“Today, architects recognize the
importance of sound systems and,
especially, acoustics,” said lan
Wolle, vice president of Acousti-
cal Design Group, in Mission,
Kan., near Kansas City.

That’s particularly true in sec-

ondary markets where [acilities

usually have more than one use.
“These facilities are multi-use and
that has to be taken into consid-
eration,” said SMG’s Richard
MacKeigan, general manager of
the 12,500-seat Van Andel Arena,
Grand Rapids, Mich.

“If a facility truly wants to be
‘multi-purpose,’ acoustics is the
best place to start,” said Barry
McKinnon, senior consultant with
Mc5quared System Design Group,
in North Vancouver, B.C. And im-
proved acoustics work for every-
thing, he said, from controlling

the noise level of a tractor pull 1o
providing quality sound for a con-
cert.

Even arenas with as few as
2,000 seats want to have first-rate
sound systems and acoustics, The
result has been a vast improve-
ment in the overall sound quali-
ty, making concerts in small and
medium-sized arenas a very sat-
isfactory — if not highly pleasur-
able — experience, McKinnon
and other observers agreed.

A facility’ sound system usual-
ly is used for all of its in-house

BRAMLAGE

For Info Call: 785/532-7600 or
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public address needs with the ex-
ception of live music, whereas the
acoustic characteristics of a facil-
ity are built into its design and are
usually responsible for giving a
building its own particular
“sound.”

Although concertgoers might
assume performers merely show
up at an arena and plug into the
facility's sound system, that is sel-
dom the case. “Touring guys don't
like to use the house system. They
prefer their own equipment. A
smaller group playing in a bigger
house than usual might use it,
though,” said Wolle.

Sometimes performers use the
building'’s downstage sound sys-
tem as their feedback monitor sys-
tem, though that does not happen
often, said MacKeigan. “But there
is now a lot of competition for
acts among small and mid-sized
facilities,” he said, “and the more
capabilities your building has, the
more competitive you are.”

A competitive edge is also im-
portant at center ice or center
court. Wolfe said teams like to
hear the cheers of their fans to
give them the hometown advan-
tage. Designing a building's
acoustics specifically for this pur-
pose usually results in a “harder”
sound that is loud and readily
bounces off walls.

But, said Wolfe, the acoustics
for a concert should be more sub-

tle. “The acoustical requirements
that work for hockey don't nec-
essarily work for concerts. There
has 10 be compromise,” said
Wolle. Although there is a great
deal of coordination between ar-
chitects and the sound people, the
client makes the ultimate decision
as to what kind of system will best
meel their needs, he said.

The 5-year-old Van Andel is
home to the Griffins of the Inter-
national Hockey League and the
Rampage of the Arena Football
League.

“In the minor leagues, there is
a heavy focus on in-game enter-
tainment,” said MacKeigan. The
arena’s bowl is in a horseshoe
configuration with the one ex-
posed wall being acoustically
treated. “The sound quality is
very good, but a sporting event
might feel just a bit quiet,” MacK-
eigan said.

Some facilities, especially larg-
er ones, try to alter acoustics to
make the building more compat-
ible with the needs of non-sport-
ing events.

Large hung curtains are used in
some cases, but unless they are of
heavy velour, they don't do much
excepl creale a visual barrier,
Wolle said, Variable acoustics, for
instance, the repositioning of
acoustic panels, can provide flex-

Continued On Page 19
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We Know How To Draw A Crowd.
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Virginia. Saiem is ideally located In the mountains of southwest Virginia, only
four hours drive from major markets ke Chariotte, Greensboro and
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SALEH CIC CENTER

By Don Mooradian
In many instances sound systems and acoustics for a building are
designed alter first determining what the primary purpose of
the building will be, said Wolfe. A building with an emphasis
on sports will lead in one direction, resulting in a harder, louder
sound. A building with entertainment as its main focus likely will
lead 10 a design that is softer and more refined.

There are essentially two basic sound system configurations,
one being the “point source,” in which all the sound in the main
arena comes from a single location, such as the central scoreboard
on a basketball court. The other type of arrangement, said Wolfe,
is an “exploded cluster” or distributed sound system where speak-
ers are placed at various locations throughout the main arena as
for hockey.

The sound system has to perform many tasks and reach some
very different kinds of spaces within the building including the
large arena bowl, public concourses, luxury suites, clubs and
restaurants, dressing rooms, ticket areas, entrances and exits, load-
ing docks and other backstage areas.

Sound systems have to adapt to a variety of uses in the same
building, sometimes within a very short period of time. These ac-
tivities can include sporting events, concerts, conventions, grad-
uations, political rallies, religious gatherings, flat shows, and
banquets.

The acoustic and sound system design might take into con-
sideration that return fans, supply fans, exhaust fans, smoke fans
(used to clean smoke from indoor pyrotechnics) air pumps, cool-
ing towers, chillers and other HVAC-related equipment can cause
various levels of noise,

Also, roof and ceiling design and the types of materials for walls
must also be taken into account. o
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ible sound, but they are very ex-
pensive.

RETRO SOUND/
FUTURE SOUND

With competition for popular
acts and shows increasing all the
time and performers seeking the
best showcases for their talents,
older facilities find themselves
needing to make upgrades in their
sound systems and acoustics.

“Arena owners and operators
are starting 1o realize they get a
lot of benefit from good or im-
proved acoustics,” said McKin-
non. Even small, community-
sized [acilities realize they can
have more than, say, just an ice
arena simply by improving the
acoustics and sound system, he
said. Some facilities can get
acoustical improvements for as lit-
tle as $20,000, although the price
varies greatly depending on the
needs and characteristics of the
building, McKinnon said.

Wolle said some of the obsta-
cles faced in retrofitting a facili-
ty include the difficult task of
running wire through old or tight
conduit, litle room for equipment
racks, and difficulties in bringing
in some equipment like cranes to
reach high ceiling areas.

One of the big advantages 10 re-
fiting an older building for sound,
though, is that the clients usual-
ly know exactly what they need
and want to maximize the facili-
ty’s capabilities. “The [retrofit]
client is already knowledgeable
about how the facility is being
used and what things work or
don't work,” Wolfe said, adding
that*with a new facility, money de-
cisions might be made by govern-
ment officials or agencies trying to
decide what the facility will do.”

This kind of situation some-
times results in mixed signals
about the main function of the
building and, consequently, un-
certainty about what its capabil-
ities should be.

In the meantime, technology’s
role in both old and new build-
ings will continue 1o expand. Al-
ready, many facilities have
computerized light and sound ad-
justments. Computer controls are
being used more often 10 help op-
erators quickly adapt to different
events in their facilities and, also,
to memorize preferred settings for
recurring events (such as a hock-
ey game), said Wolfe.

And more and more, the users
of arenas are demanding that the
permanent sound systems — and
the acoustics to suppon them —
be high performance. “Even hock-
ey teams wanit good sound sys-
tems. They want their music to
rock,” Wolfe said.

Another trend sees fiber optics
rapidly becoming the unifying in-
formation technology pipeline
used in many buildings. Fiber op-
tics offer flexibility, although — be-
cause of the way packets of
information are delivered in the

SECONDARY

nothing secondary..

fiber pipeline — using audio on
such networks can be tricky, said
Wolfe. Improvements are antici-
pated in the future, though.
Also, theatrical consultants are
being brought in to work with ar-
chitects and sound people early
on in the design process. “That
only makes sense,” said Wolfe., Es-
sentially, it comes down to the
better the production, the better
the tumout and the better the rev-

enue, he said. 0
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CHATTANOOGA, TN's
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Why do the top country singers

Over 55 million people live within a day’s drive of this prosperous regional market.
Fort Wayne is a quick commute from every large city on your Midwestern schedule.
And its non-metro location means you can blanket the entire
Tri-State region (750,000+) with affordable local media.

Best of all, Fort Wayne is home to the Allen County War
Memorial Coliseum, one of the top 10 highest grossing facilities’
in the nation. An arena expansion with suites and expanded
seating capacity to 13,000 will be completed in the fall of 2002.
Call today for all the facts, figures and floor plans.

*Source 1995, 199¢, 1907, 19GF 1996 2000 Amusement Business

like to park their boots in
Fort Wayne, Indiana?

With 21% of the U.S. population nearby,
it’s a profitable stop.

ALLEN COUNTY WAR

ORIAL COLISEUM
ARENA « EXPO CENTER * STADIUM
4000 Parnell Avenue * Fort Wayne, Indiana 46805
219-482-9502 * www.memorialcoliseum.com
Randy L. Brown, CFE, General Manager
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ALGUST 6, 2001

23

AREN
B US

It’s “True’: Winnipeg Site For New 16,800-Capacity Arena

By Don Muret

Ofhcials in Winnipeg. Man., are fi-
nalizing deiails for construction of
anew 16,800-capacity arenaina
public-private financing partner-
ship. The $125 million (581 mil-
lion U.S.) venuc is to be buili on the
site of a 100-vear-old building that
formerly housed the Eaton's de-
partment store.

Tided the True North project, the
facility will include 41 luxuny suites,
1.500 club seats and two restaurants
sealing 450 1otal. Sink Combs
Dethlefs of Denver is the architect
of record. The public lunding par-
tion — coming from municipal,
provincial and federal sources —
amounts to 538.5 million (525 mil-
lion).

The arena would effectively re-
place 48-vear-old Winnipeg Arena.
current home of the Amcrican
Hockey League’s Manitoba Moose.
“Its finally arriving at the end of its
uscful presence in the communin
in terms of cconomics and physical
himitations.” said Jim Millican. the
project’s vice president of opera-
nons.

Muoose owner Mark Chipman is
among arena investors. Pending a
legal challenge surrounding the
sites herilage status. groundbreak-
ing was targeted for early next year
for the cight-ston. 800.000-square-
foat structure. “Demolition is sched-
uled for August.” Millican said.

There have been some discus-
sions about private management,
with SMG a possibility according
1o Millican. He said Aramark is the
front runner for the food conces-
sion contract, thanks 1o its presence
at Winnipeg Arena. Truc North will

Located
Buffalo and Cleveland.
Erie Civic Center 15 a multi-
DUrDose complex,

tweer, Pirtsbu:&lg.

-Q. N

by
Louis J. Tullio
firena
» 7,500 seats
» 30,000 5q. ft. of exhibition
space
i m
Theatre
» 2,500 seats
» Broadway
» Concerts
» Meetings &
Seminars

%

ene Civk center
PO Box L0+ Ene. PA 512
Comtact John ‘Casey’ wells
phone Biu as3 717" fax Biu.4t5.993
www Enecivicceniercom

seek naming rights for the building

An arena football franchise and
pro lacrosse team could join the
Moose as sports enants, he added.
“We're exploring af2 and are real in-
terested in lacrosse. There is a minor
leaguc basketball |1BA) franchise in
Winnipeg. but it generally plays 10
attendance of about 1,000, so it's
doubtful if our arena would make
a difference.”

There are no prices set for pre-

mium seating, but officials are en-
couraged by interest from the cor-
porate community.

There are 18 skyboxes in the ex-
isting venue. "Most, if not all of the
existing suitcholders are eager to
move across to the next place and
we have a waiting list. The excite-
ment of the new arena has generar-
ed a lot of cold calls from potential
customers not in the current arena,”
said Millican.

The restaurants will be split into
fine dining and the sports bar va-
riety.

The Eatons store, which closed
after the chain declared bankrupt-
cy in 1999, was a “hub” in the
dowmiown area and the arena
should “serve the same son of meet-
ing place access™ in the communi-
1y, explained Millican.

“Don Dethlefs said it was as good
a site as any for an arena. If you

drew a target in the middle of down-
town, this site would be the center
There are tremendous attributes.
Almost 50 bus routes arc dead-end-
ing or starting at the building loca-
tion.

“It will nestle very nicely into
downtown. Thal's one of the pri-
mary reasons the government came
to the table. Winnipegs downiown
has suffered some decline Thisisa
major part of the revitalization ™ 2
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Facility Managers Discuss Pros &
Cons Of Premium Seating Issue

As club seats and suite sections con-
tinue 1o grow at arenas and stadiums
making up 1% 1o 15% of wotal seat-
ing. manv faciliny and food service
professionals are wondering if pre-
mium sections are reaching some
kind of limit. ABs John Morell wlked
1o some facility managers and food
and beverage pros to fAnd out
whether thev [eel that premium seat-
ing is overdone

Is it possible that newer stadiums
and arenas arc hurting themselves
by opening and expanding premium
scaling areas in an uncertain econ-
om? And can you have too much
premium seating?

Pa1 GALLAGHER. San Francisco Gi-
ants Entertainment: There's a tricky
halance that needs 10 be maintained

seating. First
of all. eco-
nomically

vou're proba-
blv  [amiliar
with what the
market  will
bear in a
downturmn.

You'll hopefully know the demo-
graphics and market vou're appeal-
ing to You also have to take into
account whether vour facility is pn-

GALLAGHER

with premium !

vately or publically funded.

1f a venue is privately financed,
there’s likely 1o be more of an appetite
for premium seating since it’s rec-
ognized that the ownership needs 10
seck out income wherever they can
find 1t With a publically financed
venue. a large. expanded area of pre-
mium sealing can generate a bad
image among the general public.

The concept of premium seating
has proven successful and its likely
to alwavs be around in some form.
Consumers arc also becoming more
accepting of it and thev realize its a
necessan method of raising addi-
tonal capial.

Tov R, Anowhead Pond of Ana-
| heym (Calif.): During the develop-
ment

stadium or arena.
management
nas to make
sure they have
enough con-
tractually ob-
ligated revenue
coming in 1o
pav the bills.
But many
artists  who
book our facilities want 1o make sure
their fans have accessible. affordable
scating.

Thats pant of the give and ke that
has 10 occur. 1 don't think we'll ever

of a

Issue date OCT, 22 «

Convention centers are reaching an unprecedented period
of expansion. Join Amusement Business as we look at this
fascinating phenomenon and the implications it has on the
convention industry. Reach the industries top decision
makers with your ad in this special section of AB.

Distributed ar TAAMs Convention Center Canference in
Savannah, GA October 25 - 28. plus bonus distribution to
trade show management companies.

Contact vour nearest sales representative (o reserve your space
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see a venue with 100 many premium
seals, since owners are generally
aware of what their market will sup-
port. On the lood service side, its true
that a section of regular seating may

give a higher return than a section of |

club seats because of lood costs,
added labor costs, etc. However. 1
think most food service corporations
know that without these premium
areas, the nice new arenas and stadi-
ums wouldnt be built.

Douc Hawxvs, Cutting Edge Con-
cepts/Rose Garden, Portland, Ore . Pre-
mium seating challenges the food and
heverage con-

vessionaire.
which  im-
nroves  the
business.

You've got lo
be on top of
service con-
cepts and invest
in a highlv
trained staff that addresses the needs
ol this set of premium customers.
These customers are generally not as
affected by {luctuations in the econ-
omy. as it pertains to what they order
at a ballgame, so they’re not as af-
fected.

Can you stretch too [ar? It's possi-
ble. but if vou're on top of the busi-
ness you'Te aware when your service
or products are lacking because your
premium customers are the first 1o
let you know: And sometimes good
ideas have trouble working because
the infrastructure isn't there

Take in-seat [ood service. In order
1o make it work well. you've got to

[ N

HAWKINS

' reduce the number of seats in a sec-
. tion 10 allow for room for servers 1o
| get to the customers. ls the facility

willing to sacrifice those seats for that

| service? Thats a tough question.

KeLLy SoLomon. Cleveland Browns:

i Everything we do is dependent upon

customer demand and we're keeping
a close watch
on our premi-
um seating, We
have 8,600 club
seats and 147
suites, which
has worked out
well for us. Our
fan base is very
strong  and
we've traditionally done well in eco-
nomic downturns, so | don't think
the overall economy is a factor for us

The important issue [or us is how
o mal\f sure our prernium scaling
remains special.

We regularly review our program
to see that the suite and club seat ex-
pericnee stands out so that those cus-
Lomers see its value. 2

SOLOMAN

CUT DOWN TO SIZE — Brad Parsons, left. ArenaNeowork, and Eri
Bressler, American Airlines Arena. Miami. discuss the pros and cons
of customized theater sct ups in arenas. (AB Photo)

ArenaNetwork Theaters
Add Scheduling Options

By Linda Deckard

For adecade, facility managers and
promoters have talked of the need
for more venues in the 3.000-seat
range. Brad Parsons, ArenaNemwork.
Los Angeles, says arenas in that
group, most of them 15.000-20.000
scaters, are invesling up (o $600.000
each in just such a category and 1’s
paving ofl.

Sarah Brightman performed in 22
of the ArenaNetwork buildings in
1999-2000, mostly in the “theaters.”
averaging $300,000 per show for a
total of more than $6 million, Par-
sons said. That would not have hap-
pened without the theater option at
arenas.

Ol 35 venues that are members of
the ArecnaNetwork, a consortium of
major arenas that can promote and
co-promote, 17 have invesied in a
theater set up that is advertised and
booked as though it were separate
from the arena.

LUpcoming tours plaving theater
set ups in ArenaNewwork facilities
include O-Town for threc or four
dates, Aaron Carter in November.
the original Guess Who in the fall.
Songs of Worship with Michael W
Smith. booked through John Huie,
and Child of the Promise with Car-
man, Debbie Boone, Avalon and
Plus One, a Christmas tour. The set
up works [or family shows and con-
certs. The Theatre in the Clouds.
Portland. the 5.458-seat version ol
the Rose Garden arena there, just
did Snoop Dogg and other rap acts.
Parsons added

“Our goal is to add 10 shows a
year to the schedule.” Parsons said
So far, the theater option has added
two or three shows a year for most
member arenas, he said.

He ~lobbied Sarah Brightman to
play that set up,” Parsons recalled.
Her production had outgrown the
tradinional theaters but tcket sales
wouldn't justify an arena tour. The
lmporlani ('lemcm 1] th artist was

that doesnt “feel” hke an arena. Par-
sons said

Kevs 1o the success of making a
theater of an arena are numerous,
but a big component s the com-
mument of major money o creat-
ing the theater. The average was
hard to pinpeint. but Parsons said
arenas he works with spent ans-
where from $200.000 10 S600.000
Lo create a theater set up.

Its much more than a curtain. he
emphasized. The idea is o make
people forget thev arc in an arena
The move to create arena theaters
has been going strong for twavears.
Parsons added

To create the proper atmasphere,
arenas have gven the theater its own
name. such as the Theatre i the
Clouds in Portland. and The The-
atre at Arrowhcead Pond of Anaheim
(Calil.). That serves o alent the au-
dience its different. Parsons saud

1ts also eninical that “people can't
sce behind the stage.” he added
Curtains are wall 10 ceiling Ambi-
ent lighting also creates atmosphere
“In Toronto [Air Canada Centrel
they spent $300.000-5400.000 on
special lighting ™

Parsons said at this point. the are-
nas are “training” the communiny to
understand theater shows are not
Just in the arena and educating the
promoters. artists and managers this
1s a new tvpe of booking

ArenaNetwork venues that have
invested in full curtain theater set-
ups and/or lower bowl set ups. be-
sides those mentioned. include
Assembly Hall. Champaign. 111.:
Schottenstein Center. Columbus.
Ohio: Bi-Lo Center, Greenville, S.C..
Thomas & Mack Center. Las Vegas:
American Airlines Arena. Miami:
Idaho Center, Nampa: ARCO Arena.
Sacramento, Calif - Compagq Center
at San Jose (Calif.): KevArena. Seat-
tle: Spokane {Wash.) Arena: Ncel
Energy Center. St. Paul, Minn . Leon
County Civic Center, Tallahassce,

emvironment and the ArenaNetwork | Fla., and the Lawrence Joel Vets

venues claim o have created an in-
timate. +.200-scat-average sctting

Memonal Cohiseum. Winston-
Salem. N.C.a
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TOTAL COST

$58 sunion

($35 MILLION FROM THE STATE,
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AMERIA, THE REMAINDER FROM THE OITY)
TOTAL SIZE

220,00 SQUARE FEET ON 5.3 ACRES
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MENS AND WOMEN'S BASKETEALL

P T e e v -

New FécilityTo Put Southern

Za g3 e - Z o

Connecticut On Touring Map

WRITTEN
BRIDGEPORT, Conn. — The population base is there, the money is there,
the highways, airports and railroads are there and now an arena is there. Be-
ginning this month, this waterfront community now has an arena to call its
own: Arena at Harbor Yard, a new $58 million facility able 10 seat 10,000.

And the arena brings with it a new American Hockey League franchise,
the Sound Tigers, and an expanded home for Fairfield University’s Division 1
basketball teams. 11 also offers a venue capable of playing host to an appear-
ance this month by the Ringling Bros. and Barnum & Bailey Circus. This is
particularly noteworthy since Phineas Taylor Barnum called the city home for
decades and the circus has not played there since 1956,
Both cirrus and arena officials are very excited about this
“homecoming” of sons.

“Fairfield County has never had an arena before, so this
is the first of its kind,” said Harold Bannon, Volume Ser-
vices Americak executive director of the arena. “This arena
is not the biggest, but it is certainly the finest for our size.
Itis a high-tech, stateof-the-art facility — something Fair-
field County residents would demand.”

Bannon said the market has been untapped in the past,
but believes it will be attractive 10 both promoters and
pauons. “There are some promoters who don know what

BY DON MOORADIAN

we'll have here. This is another viable market in the Northeast It is a rich com-
muniry with people willing to suppon this facility,” said Bannon. The county
has the fifth highest per capita income in the United States.

“People here have had 1o drive more than an hour into New York City if they
wanted (o attend a concert or see a family show,” said Bannon.

A minor league baseball stadium opened four years ago on the lot next 10
the arena. The initial conversations about the need for an additional facility fo-
cused on what Bannon said was a “glorified ice rink " Roy Boe, long involved
in professional sports, became involved, first looking at nearby Stamford as a
possible site for an American Hockey League 1eam. Before
long. Bridgepont’ ice rink was evolving into an arena.

Volume Services Americals personnel have worked with
the Bridgeport business community to get the word out
that the facility is not just for sporting events. “We've been
working with the ity to bring in community events,” said
Bannon. “We want 1o have something for everyone.”

‘COMMAND CENTER'
One of the most unique features of the building is a “com-
mand center” within the security office area. “This is a cen-
Contnued On Page 10
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new facility to put...
Conarued From Page 9 enced crew working at the arena. with the Bi-Lo Center in Greenville,

tral point of control,” said Dan Rubi-
no, director of operations, explaining
that various mechanical systems can
be monitored and controlled from one
large office shared by security and
building supervisory personnel.

“We have information about every
vital system in one room,” he said.
The advantage, of course, is that the
arrangement will save time and cut
down on anxiety when problems
arise. “Thus is a very simple building
1o operate and maintain.

“The concourse is on the same level
as the arena floor, which makes it easy
1o work,” Rubino said. Also, he asked
that the ice floor be recessed so now
it is easy to move on and off the floor
during other events. “I got tired of
seeing people tip.” he said.

Finding part-time help has not
been a problem, Rubino said. And
even though some full-dme facility
workers are frequently drawn to the
bright lights of the nearby Big Apple,
he is confident of having an experi-

“People who have visited the facil- | 5.C., a community adjacent to Spar-

ity, including promoters,
with the ameni-
ties and quality

tanburg, where it is headquar-
tered. The [acility
opened in 1998,

the same year

of work,” Rubino said. T Volume  Services
“Iis a very user- il MLBE)~  merged with Ser-
friendly building.” vice America, a
Unique fearures of high-end food and
the building include a “light house™ | beverage company headquartered in
structure that will shoot bearns of light | Stamford, Conn.
straight into the air. It will be circled “We went into the Bi-Lo Center 1o
with neon lights, as will the main | see if facility management was a busi-
body of the building. ness we wanted to pursue. We had
Also, there is no center-hung score- | such a success with the Bil.o Center
board, which gives the interior bowl | that the company made a strategic de-
a more wide-open appearance. There | dision to look for similar opportuni-
are long scoreboards on each of the | ties,” said Dan Smith, senior vice
long sides of the interior bowl and | president of facility management in
smaller scoreboards at either end of | the Northeast. Following the merger
the interior, with Service America, the Bridgeport
project presented itsell. VSA made an
FROM MENUS $8 million investment in the arena
TO MANAGING and, also. becamne the food and bev-

Volume Services America’s first
foray into [acility management was

World Music Theater, Tinley Park, Illinois /

Oslo Specktrum. Oslo.

Congratu

Norwav / Georgia

lations

erage supplier for the adjacent minor
league baseball stadium.

Some of the other factors that made
the Bridgeport project attractive, said
Stith, were that it will be the only fa-
cility between New York City and
Hartford in a market with a large,
wealthy population. Bridgeport is the
largest city in Connecticut, and the
facility is located right off of Interstate
95 in addition to having rail service
to nearby communities.

There will be efficiencies in having
a staff that can service two facilides
within walking distance of one an-
other, 100, Smith said. “Our strategy
has been 10 find the best possible peo-
ple to manage the operations: indus-
try veterans. It will be easy for the staff

From left, Lynn Carlotto, director of marketing; Harold Bannon, executive

' e .:-
ry LS = - "

director of the arena; and Dan Rubino, director of operations.

to walk across the street,” he said.
The key to the success of the
Bridgeport facility will be in provid-
ing events for the entire community.
The American Hockey League’s new
Sound Tigers will play about 40
games there and Fairfield Universi-
ty will be using the arena for its menis
and women's basketball teams. But
Smith pointed out that those spon-
ing events would account for a small
portion of the hoped-for 130-plus
event days per year. *This is truly an
entertainment facility as opposed 1o
just a hockey or sports facility,” he

- said.

. Apparently, there is interest in the
Arena at Harbor Yard with promoters
anxdous to get dates set, according to
Smith. Although the formal an-
nouncements [or specific dates have
not yet beerrmade, officials for the
arena have said it will play host to all
the types of events a community
would expect at such a [acility.

Even beflore the arena in Bridgeport
was up and running, Smith said VSA
is already looking at four or five more

possible projects in the East, Midwest

and Western regions of the counmy.
He said there are about 1,500 poten-
tial facilities in North America and
only about 150 are under private
management.

Although signs of an economic
slowdown do not appear to be letting
up, Smuth is confident the impact on
VSAs plans will be minimal. In such
economic times, communites fre-
quenty look to outsource some op-
erations. a situation that could bode
well for VSAs plans 1o manage more
[acilities,

And as [ar as potential customers
for such facilities are concerned, Smith
said people may [orego an expensive
vacation and, instead. take a trip or
two to the local arena lor a sporting
event or concert. “Typically, in a con-
strained economy. entertainment —
not necessarily the really big shows
— does well,” he said.

In all, Smith is confident about
VSAs plans for its future in facility
management. ~We've made a com-
mitment and a significant capital in-
vestment to grow this business,” he
said. 0
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Marketing Efforts To Tap Local Strengths

BRIDGEPORT, Conn. — Untl now, residents of Fair-
field County and its county seat, Bridgeport, have had 1o
travel to Manhattan or Hardord to attend concents, fam-
ily touring shows and many other special events. But
officials at the new Arena at Harbor Yard in Bridgeport
say that will change.

“We think that when they see there is an alternative [to
going into the city], we'll get remendous suppon for this
state-ol-the-art facility,” said Lynn Carlotto, director of
marketing at the new building.

Its location is one of the big factors working in the new
facility’s favor. The building will be able to take advantage
of the interstates criss-crossing southern Connecticut, one
of the most important being 1-95, which runs right next
1o the new arena.

Fairfield County has 800,000 residents and they spend
a lot of discretionary income on ententainment, said Car-
lotto. And in addition to the immediate market, the arena
is aiming at a wider regional market of 2 million to 3 mil-
lion people, she said.

“Considering its size, the market has a real diversity of
individual demographics and psvchographics,” said Car-
lotto. Students from nearby colleges will be targeted, as
will the areas large resident family population.

Marketing to such an area will take careful planning,
said Carlotto, since there is no television nerwork affili-
ate in Bridgeport — a media market dominated by broad-
casters in New York City. The media mix to reach the
market will be geared to a variety of local outlets.
lies will provide the reach needed to connect with resi-
dents in the area, Carlotto said. adding that there is almost
“too much [local] media” 1o choose from. “Since there
has never been an arena in this market, there is no tried-

and-true approach,” she said. “Besides, the Manhattan
media is expensive. We'll be using more community-based
media.”

Carlotto said the new building, itsell, would be an im-
portant marketing tool. “Its such a magnificent building,
it should be easy 1o market,” she said. “We realize you
have to have events people want to anend. We know peo-
ple don buy tickets 1o the building itself. But the build-
ing will help give you an edge.”

Apparently the market is responding. “We've had good
response Lo the ‘executive’ suites. This market has never
had an arena with suites. We're faced with an education
process,” said Carlotto, adding that once the business
community sees the facility and what events will be held
there, any remaining premium seating will go quickly.

“By using the term ‘executive suites,’ we're promoting
the perception that this is a corporate investment, not
something frivolous,” said Doug Kay, premium seating
manager. “Particularly in this economy, companies want
to make sure they get a good return on their investment.

“We've gorten good local suppert, but we want to move
out to a wider area,” Kay said. Particularly attractive is
nearby Stamford, a community thick with corporate head-
quarters. The arena will be good for company’s that want
to entertain clients or potental clients. And it also can
serve as an attractive perk for emplovees. said Kay: “A lot
of the employees who work in those offices live in this
area. The arena is in their own backyard.” he said.

“The main thing is that this is local and will have the
types of events people would expect. Plus, it is a state-of-
the-art arena,” Kay said.

In addition 1o the 33 executive suites, there are 1,300
club seats, 13 loge suites behind the goal. and three hos-
pitality suites. 2
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Bridgeport Arena Looks 'To Be Very Busy Place

BRIDGEPORT, Conn. — Hoops,
swoops and whoops will soon fill the
Arena at Harbor Yard, which is open-
ing this week. The new facility will
be the home of the American Hock-
ey League’s Sound Tigers and the
Fairfield Universitys men's and
women’s basketball team.

Tt also will play host to a variery of
entertainment events, including the
Ringling Bros. and Barnum & Bailey
Circus which will play later in the
month, marking a return to the town
that PT. Barnum called home for
much of his life.

The operators of the facility are ex-
cited about opening a market which
has existed in the tall shadow of the
Big Apple. “This is the first facility of
its kind in Fairfield Counrty and we
will be trying to attract those people

ROY BOE
AHLS Sound Tigers

who would go to New York City for
different kinds of sports and enter-

ticketmaster
1s your ticket to

great entertamment
at the

T HARBOfR Y"\RD

Congratulations
on your Grand Opening!

Congratulations
Bridgeport Arena
at Harbor Yard'

" We are proud to be
hsuppiuo!’yau

, tainment,” said Ron Boulia, box of-
' fice manager. “We realize there is no
. way L0 compete

with Madison Square
Garden or Manhattan. But there are
a lot of people here
and a lot of money
but no place
1o see a

game is Wednesday, Oct. 10, against
the Philadelphia Phantoms. On Fri-
day, Oct. 12, they take on (sure to be)
in-state rival, the Hardord Wolf Pack.
Then on Sunday, Oct. 14, the team
celebrates Kid's Day with a game
against the Albany River Rats.

The legendary Roy Boe, who also
founded the New York Islanders in
the National Hockey League and the
National Basketball Assn.s New Jer-
sey Nets, among other achievernents,
founded the team. He has spent the
majority of his life in Fairfield Coun-
ty and lives 12 minutes from the new
facility, where he plans to have an of-
fice.

The team will play about 40 games
at the new facility The new team will
be affiliated with the New York Is-
landers, the team Boe helped found.
And the Sound Tigers will have a
ready-made rival up the road in Hant-
ford about an hour away where the
AHI's Wolf Pack, affiliated with the
New York Rangers, plays in the civic

center.

“Obvioustly, this is an exceptional
building; one of the best minor league
facilities in the world. It has remen-

dous creature comforts that will be
great for the fans and great
for the players,
Boe.

Then
Ringling
Bros. and Bar-
num & Bailey

Circus will

appear at
the Arena
Oct. 24-28. “This is going to be real-
ly special for us. We are the living
legacy of PT. Bartnum and we are re-
turning to his town for the first time
in 45 years,” said Kenneth Feld, pres-
ident, CEO and owmer of Feld En-
tertainment, owners of Ringling Bros.
and Barnum & Bailey Circus.

The circus hasn't been to Bridge-
port since July 1956 when it was sull
under canvas. The following year, it
began playing indoor venues. In the
meantime, the closest it has gotten
to Bridgeport has been Hardord and
Madison Square Garden, the leg-
endary venue that traces its origins
to Barnum's Monster Classical and
Geological Hippodrome, which
opened in 1874,

Feld said a number of special
events and displays are being planned
at the arena and museum to coincide
with the appearance of the circus.

“Our circus is the longest running
hit in the entertainment business,”
Feld said. “It’s going to be great for
us to play in the lown where Barnum
was the No. 1 citizen. Its like com-

ing full circle back 1o where it all
started. " PT. Barnum was once mayor
of the city, had a clock factory there
and founded a museumn which is stll
in operanon.

The arena will also play host to
home games for Fairfield Universi-
ty’s National Collegjate Athletic Assn.
men’s and women's team. There will
be about 12-15 men’/ women’s dou-
ble-headers during the season. The
Division | team had been playing on
campus at Alumni Hall, which holds
about 2,500. It is anticipated that the
new Harbor Yard facility, with its
9,000-10,000 capacity, will enable the
schools fan base to expand.

TRADITIONAL SHOWS
AND EVENTS

Although final dates have yet to be
announced, the arena is anticipatng
visits from Champions on Ice, the
World Wrestling Federation, Disney
on Ice, the Harlem Globetrotters, Tar-
get Stars on Ice, SFX Motor Sports,
Lipizzaner Stallions and Ringling
Bros. and Barnum & Bailey Circus.

The arena also plans 1o play host
to concerts and special events along
with sporting events such as boxing,
lacrosse, soccer, rodeo and arena foot-
ball

Trade shows, conferences and
other business and community
events also will be held at the facili-

“However, we do think that once
people step into the building, they'll
see it as a viable alternatve to ship-
ping the kids to the city to. for in-
stance, see the circus,” Boulia said. o

Volume To Combine Traditional
And Exotic On Bridgeport Menu

BRIDGEPORT, Comm. — Pesto, gar-
lic, ginger and basil are just some of
the flavors that will season the food
at the new Arena at Harbor Yard in
Bridgeport
“There was a time when no self-re-
chef would work in an arena.
Of course, that has all changed, now,”
said Paul Cyr, Volume Service Amer-
ical general manager of food and bev-
erage at the facility. “We want to bring
in people who will think outside the
box.”

The menu planned for the arena is
evidence of the diversity of the mar-
ket and Cyrs attitude about how to
serve those who will visit the new
arena. In 1990, when Madison Square
Garden was renovated to include hox-
ury suites, Cyr designed the menus.
“Our offerings here will be based on
the type of food people would expect
mn that [New York] market, but with-
out the high prices,” he said.

The arena has one concourse where
there will be six fixed concession
areas: two for griddle/fry, wo for hot
dogs and other items; one for pizza;
and one combo.

There are also two wider areas in
the concourse: one atrium that will

PAUL CYR
Volume Services America’s general
manager of food and beverage

likely house a liquor bar; the other
part of the failirys unique lighthouse.
Both will be served by ponables of-
fering various kinds of food.
“Overall, this is a fine facility The
work areas are efficient with top line
equipment,” said Cyr.
“Full-tme staffing is a non-issue,”
Cyr said. And while the arena and its
next door stadium neighbor, the Sta-
dium at Harbor Yard, will share many
staffers, training will be a big priori-
ty for the pant-timers. “Like other sim-
ilar facilities, many times we are the

! frst employee for some of these work-

ers,” said Cyr. “The most important

thing for them 1o learn is how to be
a good employee.”

. There will eventually be about eight
10 10 full-time food and drink work-
ers, and these people will likely be

] . shared with next door neighbor, the

. Stadium at Harbor Yard, where Cyr
1 also runs the food and drink opera-

tons. As many as 100-110 pan-timers
i will be used at the arena, depending
on the evenL

DIVERSE MENU

Cyt hopes to brand a slow roast-
ed prime rib sandwich as a possible
signature item at the arena. And,
being from Maine, he will also offer
up his own version of chowder.

The kitchen at the Arena at Harbor
Yard will be serving a combination of
traditional fare and high-end, exotic
offerings. The grand opening menu
for the executive suites will include
lamb chops stuffed with spinach and
goat cheese; chicken and shrimp
scampi pasta; and tiger claws of pasta
points tossed with chicken, shrimp,
Andouille sausage and peppers in an
Alfredo sauce among other dishes. 2




wo new home venues for National Hockey League teams top the
list of new arenas that opened in the year 2000. Among the new
venues that opened during the year were a number of
university facilities. Here is a review of some of the first-year highlights

at these new facilities:

NATIONWIDE ARENA
Columbus, Ohio

Nationwide Arena, in Columbus, Ohio,
opened September 2000 with 37 events in
its first 30 days of operation. “We started
the building out at full throule,” said Jay
Cooper. general manager of the SMG-op-
erated facility. “We learned how to go on
with very little sleep,” he joked. “But from
the publics perspective, everything was
ready 1o go. 1t was fairly smooth with no
major hiccups.”
Cooper said one

Written

Don

Steve

Cindy

Mooradian
Pam Sherborne
Traiman

reason the $150-mil-
lion facility was able
to take on so many
events right afler
opening its doors is
because it used the
resources of its par-
ent company, SMG

by

Guier

“We tapped into the
network of other personnel at other SMG
buildings. They brought in people experi-
enced in different aspects of the operation
and it really did help us,” said Cooper.
“Also, we have a very dedicated stall here
in the arena and everyone worked really
hard.”

The first events in the building were a

pair of concerts by Tim McGraw and Faith
Hill on Sept. 9 and 10, 2000, which drew a
combined attendance of 38,848. The arena
has a capacity of 18,500 for hockey and up
1o 20,000 for concerts, depending on con-
figurations.

One year after opening, Nationwide
Arena had hosted 203 events and welcomed
1.2 million guests. “We have been surprised
at how quickly the arena and the ‘arena dis-
trict’ have become a destination for Colum-
bus and the surrounding area,” Cooper said,
adding that that includes both nights when
there are events at the facility and nights
when there aren't.

The area near the arena has been devel-
oped with retail and commercial projects.
A large plaza outside the arena's entrance
has become a gathering place for various
community activities. It became all the
more functional on New Year's Eve with the
unveiling of a gigantic television screen on
the wall of an adjacent parking garage. “It’s
kind of like a smaller version ol Times
Square,” said Cooper.

The Columbus Blue Jackets, the new Na-
tional Hockey League expansion team
which calls Nationwide Arena home, has
garnered a 99.3% renewal rate on season
tickets. The rate is among the very best rates
in the league, Cooper said.

In addition to a variety of traditional fam-
ily and touring shows, the arena has also
hosted three small trade shows.

The Greater Columbus Convention Cen-
ter, another SMG-managed building, is a
short walk from the front doors of the
arena. The two buildings have tag-teamed
on al least two major gatherings during the
past year and plan to do so in the future.
“We're in discussion with several groups
interested in using both buildings,” said
Cooper.

“The most pleasing surprise is how well
the Blue Jackets and the arena have been
received by Columbus. We're looking to
build on that,” said Cooper.

XCEL ENERGY CENTER
St. Paul, Minn.

Xcel Energy Center’s major tenant. the Na-
tional Hockey Leagues Minnesota Wild. sold
out all 43 home games lasi year, the inau-
gural season for the expansion team and the
arena. The community’s enthusiasm was like-
ly fueled by the team repre-
senting the return of the NHL
to the state since the North
Stars left Minnesota for Dallas
in 1993, said Chris Hansen,
president of the [acility.

But there have been other
reasons for the $130 million [a-
ciliry’s success. “People love the
building. It's a spectacular
building. It has a warm feel 10
it; nothing fancy but a nice,
homey [eeling,” said Hansen.
Some of its favorite attributes,
be said, include great sightlines, wide con-
courses and a good sound system. “This is
by far the best sounding arena I've been in,”
said Hansen, a 32-year industry veteran. The
arena can seat 18,800 for hockey and more
for concerts.

“It took us a while to get going,” said
Hansen. The arena hosted eight 10 10 con-
certs during the first September to June sea-
son. But from July until the end of December
of this year, the total number will be 25.
“We've got a remarkable number of concerts

Continued On Page 14
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now,” Hansen said.

July was a busy month at the
arena with a Pantera concert on the
5th, Tim McGraw on the 6th, and
Dido on the 8th. Eric Clapton
played later in the month, bring-
ing in a gross of $1 million, the
biggest gross in the [acility’s short
history: Hansen anticipates two Oc-
tober Neil Diamond shows this
past week will have been equally
successful.

“The Twin Cities has always
been a good market for all kinds of
music,” said Hansen. “We've been
able to sell a lot of concert tickets
and all the shows are doing well.”

The arena is part of the large
RiverCentre complex in St. Paul
that also includes the Touchstone
Energy Place convention center
and the Roy Wilkins Auditorium.

“There’s a lot of synergy among
the buildings and the staff works
in every part of the complex,”
Hansen said. “We work every event
really hard. The staff is passionate
about what we do. We treat every
event as a special event.”

Hansen said the staff is review-
ing a number of ways to market
the facility’s non-hockey activities.
They especially are focused on the
half-house configuration for con-
certs so that the facility looks like
more than just an arena with a cur-
tain hung across the middle of it.
Special lighting and carpeting are
seen as possible changes.

There has been some minor
tweaking at the facility: an indoor
smoking area on the second level
has been discontinued (the build-
ing is now totally smoke-free),
some directional signage is being
added, and another escalator may
be installed.

-D.M.

CENTURYTEL CENTER
Bossier City, La.

Officials at this $60.5-million city-
owTed [acility expected to operate at
a deficit in its first year, but so far,,
said General Manager Steve Tadlock,
they have been in the black.

“We've exceeded our expecta-
tions,” Tadlock said. “By the time our
first year is over, we will have had a
little over 120 events and our atten-
dance should be at 350,000.

The SMG-managed facility held
its first event Nov. 2, 2000. It hous-
es two tenants, the Bossier City-
Shreveport Mudbugs of the WPHL
hockey league (which has merged

with the CHL), and the af2 team Bat-
tewings. It seats up to 14,000 and
features 16 luxury suites which can
seat up to 16 people. The building
also includes a club area, team store,
two large food courts with exterior
smoking areas and 4,000 on-site
parking spaces.

Along with the hockey and arena
football games, Tadlock said the
building has hosted just about every
touring show that was out in the last
year. That includes such shows as
Stars on Ice, Champions on Ice, Dis-
ney on Ice, Ringling Bros.and Bar-
num & Bailey Circus, Harlem
Globetrotters, wrestling, monster
trucks, professional bullriding and
Sesamne Street Live.

The venue has also had many suc-
cesses with performances from such
artists as Elton John, Creed, and Bill
Gaither Homecoming. Tadlock said
they opened the building with a sold-
out performance of Elton John, with
Creed and Bill Gaither also selling
out. Other acts included an R.E.O.
Speedwagon, Styx and Foreigner per-
formance: Peter Frampton and Jour-
ney, and Lynyrd Skynyrd with Deep
Purple and Ted Nugent.

Rod Stewart played the building
and Tadlock said Matchbox 20 was
set for Sept. 11, but after the terror-
ist attacks that day. the act cancelled
and hasn' rescheduled.

Tadlock believes that one reason
the building has been so successful
in drawing performances is its loca-
tion.

“We are 200 miles from any com-
peting market,” he said. “We are def-
initely another stop on the way
through the central southwest. We
are aware we are a secondary market,
but we are also being aggressive.”

Tadlock said they have rented the
building and have co-promoted some
events. Future plans don' necessar-
ily include promoting events, but
Tadlock said that will depend on the
volume of business,

“If we aren't getting the business
we need, we will promote it our-
selves, but we'd rather stick with just
renting and/or co-promoting,” he
said. “When you start promoting, you
stan competng with your own cus-
tomers and we'd rather not do that.”

-PS

HOLMES CENTER
Appalachian State University,
Boone, N.C.

The $37 million Holmes Cen-

. ter at Appalachian State Univer-
+ sity (ASU) in Boone, N.C., has

been a big success since opening
Nov. 17, 2000, with a sellout
crowd to see the Southern Con-
ference Mountaineers take on the
ACC North Carolina Tarheels, ac-
cording to director Eddie Craw-
ford.

The [irst year of operation had
62 event days, finishing out the
ASU men’s and women's basket-
ball seasons, plus Bull Riding, an
Edwin McCain concert, a home
show and ASU events including
graduation and convocation.

Funded by the state, the mul-
tipurpose, ADA-compliant facil-
ity seats 8,325 for basketball and
7,300 for end-stage concerts with
a 100,000-lb.-capacity roof truss

N E W

for state-of-the-art in-house
sound and a lighting system with
shutters. Designed by Corley,
Redloot and Zack, the building
has an exterior of stone and brick
to fit in nicely with the Blue
Ridge Mountains terrain, and
with its beautiful landscaping
complements the rest of the cam-
pus as well as the town of Boone.

Other features include a very
large concourse to move patrons
around the building quickly and
easily; alcoves with built-in
benches used as temporary mer-
chandise stands that also create
glass-enclosed towers on two
sides of the building; and lock-
er/dressing room areas with pri-
vate vanities for each team
member.

The concourse level s
equipped with four permanent
concession stands and one per-
manent merchandise stand as
well as the alcoves noted earlier;
six women's and four men’s re-
strooms, all with flush sensor
mechanisms; and a state-of-the
art Ecco-glo glow-in-the-dark,
non-slip step nosing.

In addition to the main arena
for sports, entertainment, uni-
versity and community events,
the multipurpose [acility houses
the ASU Dept. of Health, Leisure
and Exercise Science. The acad-
emic side of center is equipped
with state-of-the-art classrooms
and laboratories.

For concert promoters and
event planners, the building of-
fers staging, chairs, tables, spot-
lights and other key services.
Management has also developed
an interactive CD-ROM that of-
fers a “virtual tour” of the arena
and backstage area, as well as
area demographics, building poli-
cies and available equipment.

All information is available on
the frequently updated website
at www.theholmescenter.com,
and an exterior electronic mar-
quee advertises all events.

“For the Holmes Center, 2002
looks even more promising,”
Crawford said, “and we recently
contracted with Tickets com for
our in-house ticketing system.”
He noted bookings for more con-
certs, bull riding events, confer-
ences, trade shows, family shows
and ASU men’s and women's bas-
ketball, with ASU women'’s vol-
leyball added to the schedule.

-5.T.

GUELPH (Ont.) SPORTS and

ENTERTAINMENT CENTRE
The $12.7 million ($21 mil-
lion Canadian) Guelph Sports

and Entertainment Centre

VENUES

opened with great [anfare on
Sept. 30, 2000, “and the build-

ing quickly won over the hearts

and envy of evervone that has

come through our facility,” said '

general manager Mike Bigelli

The project was the first ven- °

ture for Nustadia Develop-
ments/International Coliseum
Corp., committed te bringing
multipurpose venues to smaller
markets. Tt is a joint venture of
Nustadia, Guelph Centre Part-
ners, the Cochrane Group and
PBK Architects.

“The first two events set the
stage for the premier season's
success,” Bigelli noted, “with
5,100-seat sellouts.” The facili-
ty opened with “Dreams On Ice,”
a self-promoted event with such
stars as Elvis Stojko, Brian Orser,
Yuka Sato, Kristy Sargent and
Kris Wirtz. Days later was the
opening of the Ontario Hockey
League (OHL) regular season
with a win by the main sports
tenant, the Guelph Storm, over
the Kitchener Rangers.

The building has been received
well by all scouts, players and tal-
ent that have played the new
venue, Bigelli said. “Our build-
ing has become rated the best
building to play hockey in from
most visiting OHL teams, coach-
es and especially the scouts, and
it is by far the number one venue
in the OHL,” he said.

Other first season highlights
included Spirit of the (Celtic)
Dance, Carden Bros. and Shrine
Circus visits, a Guess Who con-
cert, and a National Hockey
League Old-timers game with
police and fire personnel.

PBK Architects had to cre-
atively integrate the building into
Guelph Mall Centre, the main
downtown shopping mall in the
heart of the city. With capacity
of 5,100 for hockey and 6.300
for concerts in the round, the
venue includes 31 luxury suites,
500 Club and Club VIP seats and
a 330-seat full service sports bar
The design of the inner bowl
provides excellent sightlines
from everywhere in the building

The first year has seen 58
event dates including concerts,
boxing, trade shows, a beer fes-
tival, figure skating competitions
and OHL hockey.

The building also has devel-
oped its own adult and kids sum-
mer hockey leagues that have
proven very successful. The fa-
cility has had virtually 100% oc-
cupancy for its prime time hours
from Oct. 1 to April 1, Bigelli

! added.

The Guelph Centre has pro-

| moted its own events and done
! some co-promotions as well, and

he expects more activity in the

i 2001-2 season.

Already booked are Travis
Tritt, plus four other concerts in
final negotiations; an Arenacross
BMX event; AWA Superstars
Wrestling, a pro boxing card fea-
turing lightweight Dave Nash
and regional figure skating
championships.

-5.T.

CINTAS CENTER
Xavier University,
Cincinnati, Ohio

“After one year of operation,
we are just beginning to compre-
hend the opportunities available
for this multi-use building,” said
Phil Jones, director of the §46
million Cintas Center that opened
in July 2000 on the Xavier Uni-
versity campus in Cincinnati.

“The uniqueness of the build-
ing, coupled with our goal to
meet the needs of the university
and the local business and social
communities, puts the facility in
a league of its own. The Cintas
Center is making a positive im-
pact on the Xavier campus and
the Greater Cincinnati commu-
nty.”

The Cintas Center’s three dis-
tinct uses make it a one-of-a-kind,
state-of-the-art facility. The cre-
ative building design by NBB]
Sports & Entertainment combines
a 10.100-capacity arena with 22
suites, 1,200 club seats, 3,800 pre-
mium seats and a 150-capacity
club lounge; the 27.000-sq.-ft.
Schiff Family Conference Center
with the 12,000-sq.-ft., 675-ca-
pacity, Jim and Caroline Duff Ban-
quet Center; and a 21.000-sq.-ft.,
450-capacity student dining hall.

The building is paying for itself
through philanthropy. a seating
program and bond issues, Jones
noted, with day-to-dav operations
funding on-going operational
coslts.

During its first vear, the Cintas
Center hosted 994 events; 929 in
the Conlerence and Banquet Cen-
ter, and 65 in the Arena. Total es-
timated attendance was more than
350,000 [rom a combination of
Xavier-sponsored and outside
business and non-profit events.

The arena has enabled the uni-
versity to bring large-scale events
such as Southern Conference
Mountaineers men’s basketball
and commencement back to cam-
pus

In addition 1o women’s basket-
ball and volleyball, in its debut
vear the arena also hosted two na-
tionally televised professional
prize fights, USA Wrestling, three
concerts. numerous high school
sporting events and graduations,
and three major religious events,
including a program of the World
Peace Council, Answer the Call
and the Archbishop of Canter-
bury.

The conference and banquet fa-
cilities hosted numerous Univer-
sity events such as Homecoming
and Founders Day, which used 1o
be hosted off-campus, as well as
non-University business and non-
profit meetings, multi-day con-
ferences, dances, wedding

Continued On Page 16
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NEW VENUES
ONE YEAR LATER

receptions and other social events.

Less than three months into the
Cintas Center’s second year of op-
eration, the facility is operating at
an increase of approximately 25%
in planned arena and conference
events, Jones reported. Current

“When building

Conte

N

bookings include a Bob Dylan
concert, an NBA exhibition game
between the Cleveland Cavaliers
and the New Jersey Nets and the
Moscow State Circus.

-S.T.

DeSOTO COUNTY
CIVIC CENTER
Southhaven, Miss.

DeSoto County Civic Center
celebrated its first anniversary Sept.
16.

“We just posted 346 events, so
we're pleased,” General Manager
Stuart Taylor said a week after the
one-year milestone. Taylor said he's

P
EW

“not satisfied, but pleased™ with
the number of events to date.
“That's more than we expected,”
he said.

The $40 million facility consists
of a 10,000-seat arena, a 20,000-
sq.-ft. convention hall and a 400-
seat theater. It is home to the
Memphis RiverKings of the Cen-
tral Hockey League and the Mem-
phis Xplorers, a first-year Arena
Football League team.

Taylor said the highlight of the
year was the RiverKings going into
the playoffs. A worship service, fea-
turing a performance by Randy
Travis, was another notable event,

a team; con

as your crowd management provid
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as was the opening night pre-sca-
son National Hockey League game

For the community overall. the
highlight was the four high school
graduations held at the facility.
“We've never had a place in our
county to hold those,” said Taylor

“We were very warmly wel-
comed when we opened. There
was a big need [for] a place to hold
local meetings and local enter-
tainment events, local youth the-
ater groups, things like that,” he
said.

In its first year the building host-
ed three concerts. The next one is
a Nov. 3 Luther Vandross date. Tay-

Services

T
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lor said the gambling mecca of Tu-
nica. Miss., a 15-minutes drive
from the complex. represents
major competition for booking
concerts

Memphis' Pyramid arena, about
a 20-minute drive. also presents
some competition. “They have
their college basketball games and
now they've got the [National Bas-
ketball Assn.] Grizzlies there. They
usually go after the big shows,
where we're trying to find the
smaller ones ourselves,” Taylor
said.

Key upcoming events at the
DeSoto County Civic Center in-
clude Stars on Ice, returning in
March. and the LoneStar Rodeo,
Jan. 18-19. Bookings for the re-
mainder of this year include
RiverKings games. regular perfor-
mances by the DeSoto Youth The-
ater, Easter Seals, a prayer
breakfast, an arts and crafis show,
an Ole Miss basketball game and
local holiday parties.

-C.G.

CEDAR RAPIDS (lowa)
ICE ARENA

Business at the Cedar Rapids Ice
Arena continues to pick up since
the 513 milhion building opened
with its first event on Jan. 8, 2000.
The facihry, which is owned in part
by the city of Cedar Rapids and
Northwest Sports, is home 1o the
Rough Riders. a Junior A hockev
team consisting of 16-20 vear-olds
playing and “hoping to either go
pro or gamn college scholarships.”
said Jefl Dralle. fazility manager.

The building contains, with two
sheets of ice. a total of 90.000-sq -
{t. One sheet of ice 1s a +.300-seat
arena and the other is a large pub-
lic skate arena. Dralle said areas of
business that continue to grow are

| in the youth and adult league ice

hockey teams. and in public skat-
ing numbers. Another area of po-
tential growth is in meetings and
special arena sessions for corpo-

, rate business.

"We have had numerous in-
quiries about these types of
events,” he said.

Dralle said they have hosted
other types ol events such as the
Shrine Circus in April and wo
concerts, one with Lori Morgan.
The circus is held 1n April after the
ice is taken out. and that is when
Dralle said they will plan anv other
types of events other than skating
events.

“When we held our concerts, we
put a false floor down over the ice.”
he said.

“It just wasn very efficient. Peo-
ple dropped food and drink on the
floor. it fell through the cracks. and
damaged the ice. When vou have
hockey two days later, it just
doesn't work.”

When the Rough Riders con-
clude their season in April or May,
depending upon playoffs, other
events may be planned. Dralle said
they keep the second sheet of ice
open vear-round. It is sand-based
so it stays frozen.

-PS.
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Omaha plans new
convention center

State-of-the-art convention
center and arena is expected
to spark economic growth.

By Beth Mattson-Teig

A new $280 million convention
center and arena is expected to
reshape downtown Omaha,

“It's really a very exciting thing,
because it's going to bring a lot of
people here,” says Vicki Krecek,
vice president of communications
for the Greater Omaha Chamber of
Commerce.

The new convention center
and arena also is likely to spark
additional hotel, restaurant, retail
and entertainment development,
adds Krecek.

The project is located on 104
acres of a 422-acre redevelopment
site near the Union Pacific rail yards
in downtown Omaha. The new
state-of-the art convention center
and arena will nearly double the
current amount of meeting space
Omaha has to offer.

“What it does for the first time in

‘the city's history is allow us to com-

pete for large conventions,” agrees
Tim McNeil, manager of marketing
and public relations at the Greater
Omaha Convention & Visitors Bu-
reau. Current meeting facilities have
a capacity to hold about 3,000 peo-
ple, so Omaha is limited to pursuing
small and mid-size conventions.
The new convention center will be
able to accommodate up to 7,500
delegates.

Four separate areas allow the fa-
cility to hold up to four events at the
same time, or all four areas can be

" incorporated to meet the needs of

one large event. The project fea-
tures 194,000 sq. ft. of total exhibi-
tion space; a 30,000 sq. ft. ball-
room; 40,000 sq. ft. of meeting room
space; an arena that can accommo-
date 14,600 to 17,000 spectators;
and 5,300 parking stalls,

The design was créated by a

team of national design firms under
the leadership of Omaha's DLR
Group. The team also included
NBBJ Sports & Entertainment of Los
Angeles and LMN Architects of
Seattle. Slte grading began this
summer, and a completion date is
scheduled for fall 2003.

The larger capacity will substan-
tially boost existing convention traf-
fic. In 1999, the Greater Omaha
Convention & Visitors Bureau pro-
cessed over 520 conventions,
which brought 250,000 delegates.
An increase in convention traffic will
be a boon for the Omaha economy.
According to the Convention & Visi-
tors Bureau, delegates spend an
average of $230 per day.

Project to spin off development

“An overwhelming majority of
people in Omaha, as well as west-
ern lowa, are very excited about the
new convention center and arena,”
says Trenton B. Magid, president of
Omaha-based World Group LLC, a
commercial real estate services
firm.

“There are expectations that the
new convention center and arena
will be a stimulant to development
along the riverfront in downtown,”
agrees McNeil. Investment in river-
front redevelopment over the next

decade is already estimated at

more than $4 billion, he notes. One
of the first projects likely to be built
is a major convention hotel. Al-
though a developer has not yet
been identified, a new, large hotel
will be needed to accommodate the
greater convention traffic.
Downtown Omaha has experi-
enced a significant amount of devel-
opment and redevelopment in re-
cent years. Several new office
projects are in the works, such as a

Downtown
Omaha’s new
convention
center will be
able to
accommodate
7,500
convention
attendees.

200,000 sgq. ft. office building for
First Data Corp.; a 40-story office
tower for First National Bank; and a
new $100 million newspaper pro-
duction facility for the Omaha
World-Herald.

Downtown's Old Market District is
another area that has seen substan-
tial revitalization in recent years with
new stores, restaurants and resi-
dential units. In addition, the city
has joined forces with businesses
and private citizens to improve
Abbott Drive, the main corridor link-
ing downtown with the airport.

New image anticipated for city

“The new convention center and
arena has the potential to redefine
our city,” says McNeil. Historically,
Omaha has been characterized not
S0 much by a negative image, but
rather as a city without an image, he
says. The new convention center
provides a catalyst for defining a
clear and concise image, he adds.

Although the city is still in the pro-
cess of crafting that new image,
Omaha is hoping to create an iden-
tity that makes a big impression with
national travelers. The Convention &
Visitors Bureau has commissioned

significant research on the metro -
area’s appeal to regional and na- -

tional travelers. One result of the re-
search is a more targeted marketing
effort.

“The downtown is a very viable
part of the city in other parts of the
country, and Omaha has never
been known for its CBD," says Nan-
cy K. Johnson, a principal with The
Lund Co., an Omaha-based real es-
tate services company. "My opinion
is that the new convention center
and arena is going to revitalize our
downtown area and get it to where it
needs to be.”

J
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Martin, Santana Lead Way For Latin...

Continued from Page 28

Gabriel’s grosses of reported
shows actually fell from 1999,
when a similar number of concerts
— 10 — made nearly twice as
much with $982,930.

Santana, Anthony, and Martin,
the latter of whom broke out last
year with the hit single, “Livin’ La
Vida Loca,” all grossed more in
2000 than 1999 in concerts re-
ported to AB.

LEADER OF THE PACK

Martin not only led the list, but
also had the highest average gross
per concert at $843,987. Joan Se-
bastian, who came in at No. 8 of
the top 10 Latin touring acts, held
the No. 2 spot, with an average
gross of $642,414 per concert.

Gabriel came in third, averaging
$584,609 per concert, and Santana
came in fourth at $574,980.

Miguel, however, was the Latin
artist to attain the highest position
on the Top 100 Concert BOXS-
CORE list, coming in at No. 6,
with an $8,220,194 eight-show

event at Auditorio Nacional in
Mexico City.

Martin and Anthony were the
only other two Latin artists to
make that chart. Martin made four
appearances, beginning at No. 27
with a $2,944,760-grossing con-
cert at the Sun Bowl at the Uni-
versity of Texas-El Paso, while
Anthony’s one show that garnered
him a spot came in at No. 94 for
three sellout shows at Miami Arena
in Florida.

Vincente Fernandez, Ana Torro-
Jjoa & Miguel Bose, Julio Iglesias
and Carlos Vives also made the Top
10 Latin touring act chart.
Chisholm expects the wave to con-
tinue, at least for Santana, as he no-
ticed that audiences have gotten
younger and more Latin.

“There seem to be more Latin
acts and more Latin acts getting
notoriety,” he said.

“It's good for us and we like
touring with other Latin bands. It
gets us into the niche that’s not in
mainstream acts and allows us to
cross over.” Q

DECEMBER 25, 2000

Pine Knob Amphitheatre

Veteran Acts Make Big Splash At Top Of Chart...

Continued from Page 28

the high ticket prices did not hin-
der sales at all.

“1 think she would sell out at
whaltever ticket price she has,” said
Brenda Tinnen, senior vice president
of event and guest services at the Sta-

ples Center.

Peresman of Madison Square Gar-
den noted that the $2,500 tickets
went the fastest. “They were the best
seats in the house,” he said.

The Phish concert created some
work when Great Northeast Pro-

ductions of Boston decided to hold
the show on undeveloped land in the
middle of Florida.

Producers not only had 1o build a
stage, but also had to create roads
leading to the area for the single-tick-
et, two-night event.

Amusement Business
<=

e

2% v
Year-End 2000

CONVENTION CENTERS, THEATERS OPENED IN 2000

FACIITY NAME, Nom | OWNER/OPERATOR SATALIYY SPECIAL AMENITIES
SAVANNAH Chatham € Georgi 1 foot exhibit 17 ith 25,000 t meeti
INTERNATIONAL TRADE & am County & rgia 00,000-square-foot exhiblt space, 17 rooms with 25, -square-foot meeting space,
CONVENTION CENTER $83 |International Maritime Trade 330,000 square feet| 25,000-square-foot ballroom: 406-seat amphitheater/auditorium, adjacent 403-room
W |savannah, Ga, Center Authority/SMG Westin Savannah Harbor Resort,
&
SQOUTH TOWNE
243,000-square-foot exhibit hall, 15,000-square-foot meeting space, 52,000-square-
E g:mmog t;:E lSJ'LEnR $50 |Salt Lake County/SMG 310,000 square feet | ;- pre-function/concourss space,
S8
U FORT SMITH CONVENTION 40,000-square-foot exhibit and 5,400-square-foot meeting/ banquet space with eight
CENTER $33 |CHty 140,000 square feet | breakout rooms, 23,000-square-foot pre-function areq, rencvated 1,374-seat Arkansas
Z Forth Smith, Ark. Broadcast Comp. PAC.
9 KI CONVENTION CENTER 35,000-square-foot exhibit and 20,000-square-foot meeting/breakout space adjacent
= |Green Bay, Wis. §$14 | City/Regency Hotel 55,000 square feet |35 45 room Regency Hotel.
LONE STAR CONVENTION Complex includes 112,000-square-foot Expo Center with 7,500-capacity (5,000-perma-
& EXPO CENTER $12.3 Montgomery County/ 7,500 arena, 58,000 [ nent) 125-foot by 250-foot show fing; 58,000-square-foot Convention Center with
Conroe, Texas = | County Commissioners Court | square feet 22,500-square-foot ballroom, 4,600-square-foot special events room, 3,600-square-foot
o ' breakout rooms; 120,000-square-foot covered suppor facilifies.

U ROO Multipurpose venue includes 6,500-capacity arena with telescopic seating for 29,000-
EAULTI#I}S(GS AREA $11.5 City/ 6,500 arena, 42,000 | square-foot exhibit space, plus 9,000-square-foot annex and 4,000 square-foot con-
Bookings, 5.D ™~ | Multiplex Area Board square feet gfcf»lutse for total 42,000-square-foot flex space; in-house catering; administrative

BN ces.
iﬁ%mm::}lg VALLEY $25 |sFx 18,500 8,140 permanent seats (952 removabile), 10,360 lawn spaces, 56 boxes, VIP boxhold-
7 Marysville, Calif. ' ers' club, two public bar areas.
g’;ﬁgﬁ:ﬂgakg%’om Three-hall complex includes tri-level, 1,600-seat opera house; 300-seat recital hall
o CENTER $23 |Univ, of Northem lowa 1,600, 300, 125 and 125-seat hall with 38-rank pipe organ; primary arts facility plus visiting artist pre-
&) E Cedar Falls, lowa senter.
GEORGIA FRONTIERE
E Open amphitheater with portable concessions, 80,000 square feet for future shops,
< ;:mﬂm $9 |Sedona Cultural Park Inc. 5,500 restaurants, galleries, museurn.
)
E MESA DEL SOL seats, apac
5 AMPHITHEATER $8  |Bemalillo County/sFx 12,000 6,000 nent , 6,000 lawn spaces, 38 boxes, VIP club, ¢ ity expandable
Albuquerque, N.M. to 15,000,
oE
-] Lackawanna County PAC
E E gROT?ESE;ETREEORMING 46 |Authority/ 19,000 Permanent tensile roof, 7,000 permanent & 12,000 kawn seats, 53 box sedts, 500 PSLs:
5 Scranton, Pa Metropolitan Entertainment x 6,000 parking spaces.
e Group

SOURCE: Amusement Business BOXSCORE
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Convention Bureaus -

Marketing Techniques of Small Town CVBs

By LynNita Puma, Staff Writer

How do small town convention and
visitors bureaus (CVBs) compete for
business against big cities like Boston,
Chicago and Los Angeles? The sprawl-
ing metropolitan areas have the obvious
advantages of major air carrier service,
sizable convention facilities and hotel
availability. But more and more small
town CVBs are realizing the appeal of
their unique locations, and are taking
advantage of the latest marketing tools
to reach their new audiences.

e-CVBs

Most CVBs have their own Web
sites. Any meeting planner or event
organizer can do a quick search on the
Internet and turn up a nationwide list.
A CVB'’s Web site usually includes
comprehensive information for its
area. For example, the Aurora Area
Convention and Visitors Bureau
(AACVB) site, www.enjoyaurora.com,
offers information on local events,
attractions, accommodations, dining,
shopping, transportation, tours and
available discounts. A special section
for meeting planners includes facility
information, a list of Planner Services
and a “Request for Bid” program.

Keep it Together

The AACVB Web site not only
promotes Aurora, IL, but also the sur-
rounding cities of Montgomery, North
Aurora, Oswego, Plano, Sugar Grove
and Yorkville. Smaller cities working
together to bring in business is a grow-
ing trend. According to Sue Vos,
Executive Director for the AACVB,
“You have to use your local connec-
tions to bring in more business.”

Working closely with convention
centers and exhibit halls allows some
CVBs to save money. Jerry Keohane,
Vice President/Director of Sales &
Marketing of the Oncenter Complex-a
Convention Center, Arena and Civic
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Convention Centers and CVBs Working Together. The Onondaga County Convention
Center, part of the Oncenter Complex in Syracuse, NY shares resources with the
Syracuse Convention and Visitors Bureau.

Center Theater in Syracuse, NY, says,
“We do co-op ads, sales blitzes and
share tradeshow booths with local
hotels and the Syracuse bureau.”

Many small town bureaus share
offices with convention center man-
agement. The St. George, UT conven-
tion center voice mail system wel-
comes callers to both the Dixie Center
and the St. George Area Convention
& Visitors Bureau. Pam Hilton,
Marketing Director for the Dixie
Center, says, “We share housing
because it’s more economical. And in
a small town, there’s a lot of overlap in
roles, so we can cut back in staffing.”

Mining the Backyard

Neighboring towns, which are in
direct competition with each other, actu-
ally can benefit from working together.
“Visitors don't care where one town ends
and the next one begins,” Vos says.
“They care about what is going on in
the region. So it benefits the whole
region to work together.”

One way CVBs work together is by
joining a state association. Aurora is a
member of the Illinois Council of
Convention and Visitors Bureaus
(ICCVB), which is running a “Keep
Your Meeting in Illinois” campaign.
The campaign focuses on referring
rotating meetings and events to other
Illinois destinations.

Vos, who also serves as Vice President
for the ICCVB, explains the benefits of

membership. “The association organizes
marketing teams made up of CVBs
around the state. These teams rarget
specific groups: the meetings and con-
vention industry, the sports industry
and the moror coach industry. They
cooperatively market to these industries
as a destination state, which increases
exposure for the small rowns.” The asso-
ciation also provides training. “Ar the
quarterly meetings, we always try to
have an educational component, cover-
ing topics such as, “Tourism and
Technology’ and “Web Based Practices’,”
says Vos. Another benefit of association
membership is a link on the ICCVB
Web site, www.iccvb.org.

Exposure Through Association

State associarions like the ICCVB
and the New York State Association of
Convention and Visitors Bureaus
(NYSACVB) provide increased
Interner exposure to small town
CVBs. Even those CVBs that do not
have Web sites yet have the opportu-
nity to list their contact information
on the state association sites.

The NYSACVB site,
www.newyorkmeetings.org, separates
information into two categories for
each city. Meeting planners can skip
over typical visitor information and go
directly to the “Meeting Planners’
Guide” for city listings. Each city list-
ing gives the CVB link, which allows

event organizers to  (Continued on p. 14)




Small Town CVBs,
continued from p. 12

get more details, including pictures of
the exhibit space they are seeking.

For example, the NYSACVRB site pro-
vides access to the Syracuse Convention
and Visitors Bureau, which in turn pro-
vides access to the Oncenter Complex.
The home page of the NYSACVB site
points out one of the main benefits of a
state association: access to “an unparal-
leled diversity of settings from the bright
lights of bustling cities to the serene

seclusion of lakeside mountain retreats.”

Unique Settings

More small town CVBs are drawing
attention to their unique locations. In St.
George, UT, the appeal is the beauriful
territory. Promotional material describes
the 47,500 square foot convention hall
in the Dixie Center as being “surround-
ed by the beautiful sandstone bluffs and
red earth of Color Country.”

Available outdoor activities such as
golf, tennis, water sports, hiking and bik-
ing can give small towns a resort atmo-
sphere, and CVBs are taking advantage
of this appeal. Kelly Yatcko, Director of
Public Relations for the Sarasota CVB,
says, “We don't have a convention center
yet, but we can accommodate smaller
events. We have the beach, and unique
places like the Mote Marine Laboratory
& Aquarium. So we send out meeting
guides with group tour package ideas
and sample itineraries.”

Sources: Sue Vos, Executive Director, Aurora Area
Convention & Visitors Bureau, 44 W. Downer Pl
Aurora, IL 60506 (630/897-5581; Fax: 630/897-5589);
Jerry Keohane, Vice President/Director of Sales &
Marketing, Oncenter Complex, 800 S. State St., Syracuse,
NY 13202-3017 (315/435-8000; Fax: 315/435-8099);
Pam Hilton, Marketing Director, The Dixie Center, 1835
Conventon Center Dr., St. George, UT 84790 (435/
628-7003; Fax: 435/628-1619); Kelly Yatcko, Director of
Public Relatons, Sarasota Convention & Visitors Bureau,
655 N. Tamiami Trail, Sarasota, FL 34236 (941/957-
1877; Fax: 941/951-2956; Web: www.sarasotafl.org).

* Indoor access from the “Recently
Renovated,” Radisson Hotel and the
Scanticon Hotel & Conference Center,
totaling 488 Guest Rooms with over
50,000 sqft of meeting space. All centrally
located to accommodate functions from 10 to
10,000 people.

 Show managers enjoy a “Right to Work,"
facility where they are in complete charge of
their set-up and move-out,

* Acoustical coatings on walls and ceilings to

R a dl:&‘s én enhance your

presentations.
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Six Cities Release
International
Convention Calendar

By Heidi Genoist, Associate Editor
(hgenoist@tsweek.com)

Six convention and visitors bureaus
have joined forces to produce the
2001-2002 International Convention
Calendar. The Orlando/Orange
County Convention & Visitors
Bureau, Inc. (Orlando CVB) pub-
lished the calendar, which includes
conventions in Atlanta, Chicago, New
Orleans, Orlando, San Diego and San
Francisco. Its English introduction
and section headings are translated
into French, German and Spanish.

William C. Peeper, President of the
Orlando CVB, says the idea came
from a similar calendar that his
bureau has been publishing for eight
or nine years. “My staff kept giving
me feedback cthat this was a hot item
when they went to international travel
shows,” Peeper says. “Since it was hot
for us, I thought it would be even
hotter if it were more comprehensive.
So I sent a note to all the major gate-
way cities, and this is the result.”

Peeper and his five CVB colleagues
hope the calendar will become a tool
that international travel industry pro-
fessionals rely on to build specialized
travel packages to U.S. conventions
and expositions.

The calendar is divided into three
sections: an overview; a combined city
list of shows by category; and a
chronological list of shows by city.
Each city section opens with a fore-
word by its CVB, maps and other
information that is useful to foreign
travelers. The calendar will be mailed
to a list of 2,800 travel and tourism
contacts worldwide. Its first printing
produced 20,000 copies.

Source: William C. Peeper,
President, Orlando/Orange County
Convention & Visitors Bureau, Inc.,
6700 Forum Dr., Suite 100, Orlando,
FL 32821-8017 (407/354-5586; Fax:
407/370-5002).
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[hﬂlcaung where each metal person
= be at all times. She says, “We
,V.sumoned them at key traffic areas,
such as near the doors at opening and
%‘ < ,rmt fimes and around concession areas
& atlunch. We rotated, so that one of
? the five was always in the booth.”

1 Meanwhile, the booth was staffed
? -+ with METALLON™ salespeople.
-~ “The metal people would hand the vis-
" itofs off to the salespeople. We didn't
4, expect the metal people to be extremely
knowledgcable about the product. The
whole idea was for them to explain why
. they were dressed that way and get peo-
“ple in the booth,” Ziprik says.

~~The Metal Buzz
* “#Draper says he is very pleased with
* the impression the metal people made
- on behalf of METALLON™ gt the
" builders’ show. “It’s a guerilla tactic,”
he says. “It’s not very expensive, but it
£ s incredibly impactful, because it
& “appeals to all the senses and makes
people want to interact with us.’
This impact can only be measured
zanecdotally for the moment, Draper
says. “We are conducting a memorabil-
ity study with people whose cards we
swiped at the show, asking them if they
can remember the metal people and
whether they tie them to our product.”
. Draper says initial customer feed-
. back indicates that many attendees
~ shought the metal people were the
"’%.’I:quhght of the show. “The building
% try media also has identified ours

T

f pne of the top exhibits,” he says.
-4 -~ ~Draper reports that Metallon™,
Inc. will use the metal people again for
~“the upcoming Kitchen/Bath Industry

, his company’s second most
- important event. Although the con-
cept will be the same, the actors will
. _come from the Orange County, FL
. area, where the show will take place.
Sources: Shawn Draper, President,
-~ Metallon™, Inc., PO. Box 1646,
.~ Parkersburg, WV 26102-1646 (866/382-
i—} ;566 Fax: 304/485-1476); Kathy Ziprik,
= blic Relations Representation, 2655
tation Way, Douglasville, GA 30135
(770/577-8255; Fax: 770/577-8257).

Hotel Exhibit Halls

Show Managers Choose Hotels as Venues
Because of Event Size, Cost Savings

By Joan Mather, Senior Editor
(mcea @mediaone. net)

Hotels are the venue of choice for
some events. Show managers say they
choose hotels because of the service
they offer, because they are cost effec-
tive, and because the entire event can
be housed under one roof. Sometimes
they choose to house their event in a
hotel, even when space in a conven-
tion center is available.

Cost and Event Size Are the Main
Determining Factors

“The size of the show is one of the
determining factors,” says Russell
Flagg, President, Flagg Management,
Inc. “We want to feel comfortable in
our environment. For a smaller show,
hotels are more accommodating. We
don’t get swallowed up.” Flagg says
this is true for the shows he produces
that span up to about 25,000 net
square feet.

Mickey Wright, President of
Meeting Management, Unlimited,
says that most of the shows she pro-
duces have a maximum of abour 40
booths. “We meet in hotels because of
the size of our events and because of
cost,” she says. Wright adds that she is
able to negotiate free exhibit space as
part of her package, something she
wouldn’t be able to do in a conven-
tion center.

Many of Wright’s clients have a
policy that all housing, meetings and
exhibits must be under one roof. This
criteria, alone, would exclude conven-
tion centers from consideration.

For the size of some events,
hotels are more economical, says
Mike Brennan, Director of
Conventions & Meetings, Anthony
J. Jannetti, Inc. Brennan says the
decision to use a horel or a conven-

tion center depends on several fac-
tors, including the size of the group
and the size of the hotels in the des-
tination. For example, a hotel such
as Opryland can accommodate large
convention business. “Bur if the
group fits into a hotel, it can be
cheaper,” he adds.

Advantages of Hotels

According to Flagg show man-
agers can command service and pro-
vide a friendly show experience for
exhibitors and attendees in a hotel.
“That doesn’t mean we can't find
thar in a convention center, but in
some we'd be overwhelmed by the
size of the facility and the number of
other events going on elsewhere in
the facility,” Flagg says.

Also, hotels offer exhibitors and
attendees added value that is not
available from a convention center,
says Flagg. All events and housing are
under one roof, so there’s a conve-
nience factor. As Flagg says, “They
can take the 6:59 elevator and be on
the show floor at 7:00.”

Hotels are geared to offering ser-
vice and special rates to attract
smaller meetings. And there are
health clubs and various other
amenities that add to the enjoyment
of the experience. Flagg markets
these amenities as part of the pro-
motional material for certain events
he produces.

Brennan points out that hotels can
also help show managers cut some of
their other meeting-related costs. For
example, they dont need busing or
shuttle service.

Choosing a Hotel

Typically, exhibitors and attendees
indicate what type of destination and
venue they prefer.  (Continued on p. 10)
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Show Managers Choose Hotels,
continued from p. 9

This can be done by pre- and post-
show surveys and by attendance fig-
ures. Choosing a hotel is also easier
when show managers listen to what
attendees and exhibitors are saying
at-show. “We try and stay close to
our exhibitors and attendees and lis-
ten to their wants and desires,”
Flagg says.

For example, Flagg produced the
New York CPA Show at a convention
center. “It wasn't as successful as the
promoters wanted it to be,” Flagg
says. Consequently, in 2001, the show
will return to a hotel. “Attendees find

hotels more accommodating and more |

convenient,” he says.

Challenges of Choosing a Hotel

Finding space at hotels is becoming
more challenging to show managers.
“Hotels are fully booked most of the
time, and there’s a requirement for
food service, rooms and other kinds of
accommodations that must be con-
tracted for in addition to the exhibit
space, itself,” says Flagg.

Wright mentions attrition penal-
ties, tougher contracts and finding
space as difficulties she has encoun-
tered. Sometimes, hotels are not as
cooperative as show producers
would like. Wright says that she has
been trying to get room pickup fig-
ures from one hotel for over two
weeks. The facility has not yet
responded, despite multiple phone
calls. “Today, in general, hotels are
looking for the dollars,” she says.
“In some cases, once they have
them, that's the end of the service.”

Sources: Russell Flagg, President,
Flagg Management, Inc., 353
Lexington Ave., New York, NY 10016
(212/286-0333; Fax: 212/286-0086);
Mickey Wright, President, Meeting
Management, Unlimited, 247
Douglas Ave., Portsmouth, VA 23707
(757/393-4288; Fax: 757/393-4389);
Mike Brennan, Director of
Conventions & Meetings, Anthony J.
Jannetti, Inc., E. Holly Ave., Box 56,
Pitman, NJ 08071-0056 (856/256-
2300; Fax: 856/589-7463).
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Hotel/Convention Center Complexes

The Hyatt Corporation plans to
build a 1,500-room hotel adjacent to
the Orlando Convention Center in
Florida. Walkways will connect the
hotel to the center. There wili be more
than 120,000 square feet of show
space, including: two ballrooms
(43,000 square feet and 30,000
square feet) and an exhibit hall
(50,000 square feet). This is expected
to be Hyatt's largest property.

Hyatt also plans to open a new
$220 MIL hotel in Denver in early
2004. The facility will be located
across from the newly expanded
Colorado Convention Center and will
feature 1,100 rooms and a 30,000
square foot ballroom with 15,000
square feet of pre-function space. A
15,000 square foot junior ballroom
and an additional 25,000 square feet
of meeting space will also be included
(312/920-2325; Fax: 312/750-8550).

Almost four years after opening its
doors, the Monona Terrace Community
and Convention Center® in Madison,
WI has announced the addition of the
Hilton Madison Monona Terrace
Hotel. An enclosed, climate-controlled
skywalk offers a direct connection to
the center. Owned and operated by
Marcus Hotels & Resorts, the new
property features 14 stories and 240
rooms overlooking Lake Monona
(608/441-3946; Fax:
608/258-4950).

An $85 MIL renova-
tion and expansion has
been completed on the
Greater Columbus
Convention Center.
The expansion project
began in June 1999. A
new 15,000 square foot
ballroom, 11 meeting

rooms and a total of 61 meeting
rooms. The interior was redecorated
with new paint and wall coverings,
carpeting and light fixtures (614/645-
5165; Fax: 614/645-5159).

The Emerald Tower, a showcase
hotel-within-a-hotel at the Opryland
Hotel Florida, is scheduled to open in
February 2002. It will be set apart
from the other areas of the hotel, giv-
ing the feel of a small, quaint hotel
with the amenities of a large resort. A
glass elevator overlooking a land-
scaped atrium will take guests to the
362 guest rooms, 26 suites and nine
Presidential suites. The Emerald
Tower will feature a 3,600 square foot
ballroom, 10 breakout rooms and 2
board rooms (615/902-8337; Fax:
615/902-8333).

In March, Renaissance Hotels
opened its newest location, the
Renaissance Pittsburgh Hotel.
Along with 286 guest rooms and 14
suites, the hotel houses more than
10,000 square feet of meeting space.
It is located adjacent to the David L.
Lawrence Convention Center, in the
Cultural District. The building has a
unique U shape and features a seven-
story lightwell to provide an excellent
view from every room (412/562-1200;
Fax: 412/562-1644).

£

rooms and 1,100 park- Breaking the lce at an Expanded Ohio Facility. County officials pound

ing spaces were includ-
ed in the expansion.
The Center now offers
426,000 square feet of
exhibit space, two ball-

through a ribbon-shaped ice sculpture at the opening ceremony of the
Greater Columbus Convention Center. Pictured (left to right) are: Bill
Jennison, Executive Director, Franklin County Convention Facilities
Authority (FCCFA); John Christie, Chairman, FCCFA, Rob Keck, CEO,
National Wild Turkey Federation; Robert Woodward, member, FCCFA;
and Guy V. Worley, Franklin County Administrator.
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ECONOMICALLY VIABLE

Variety Of Sites Being Converted
Into Expo Centers To Lure Shows

By Linda Deckard
Entrepreneurs are converting a vari-
ety of sites into exposition centers in
hopes of filling the need for priority
scheduling and affordable rents for
consumer and trade show producers.

Conventions traditionally get the
first and best dates at the big conven-
tion centers and the costs are sky-
rocketing with the general cost of
doing business. Converting existing
space can be cheaper to construct and
more cost efficient to operate, offer-
ing a more attractive package for the
mytiad of home and garden shows,
boat shows, computer shows, etc.

Examples include a converted Sams
Club. a couple of farms and a tank
factory. Mich Sauers. president of
Global Spectrum, which has formed
a specialty division. Global Expo Cen-
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AB invites you to join us
as we congratulate
American Airlines Center
on its grand opening this
summer in Dallas. This
premier sports and
entertainment venue will
be home to both the
NHL Stars and the NBA
Mavericks, and will also
host concerts, family
shows, conventions, and
other special events,
Don’t miss this ideal
advertising opportunity to
congratulate Dallas’
newest sports and
entertainment facility.
Call Jacqui Tavis at
323-525-2316 for more
information.
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ters, to develop the
concept, said con-
verting warehous-
es to be
expo-specific
space is economi-
cally viable. Most
conversion-con-
struction means
less zoning issues,
because the prop-
erties are already in established com-
mercial zones, thus minimizing impact
fees paid to governments, he said. “Im-
pact lecs are high in Florida.”

Its also “easy to convert a big box.”
like the Sam’s Clubs, Sauers said.

Glabal Spectrum will move its op-
eranons offices, now located in Tampa,
into the Pinellas Expo Center, further
controlling costs. The investment is
about $1.5 million in Pinellas Park,
Sauers said. Global Expo Centers is
also in the process of closing deals for
two more conversion projects.

“We're anticipating trends; being
pro-active,” Sauers said, [t is difficult
for convention centers to free up space
for consumer shows; this is a viable
allernative, he added.

Other conversion projects identi-
fied by AB are a diverse group, witha
range of histories. One is a non-prof-
it; one is a city project; one is private,
for-profit. The common thread is that
all lean on expositions, consumer and
trade, as a major portion of business
and all saved construction costs by
converting existing commercial prop-
erty.
5till, as a viable alternative to more
traditional convention center space
for trade shows, its not a significant
trend. David Korse, Imark Commu-
nications, chairman of the board of
the Society of Independent Show Or-
ganizers, notes that the bottom line
for trade shows is location, location,
location. Availability is a problem at
convention centers, sure, but the show
still must be closest to the marketplace
— “bring the mountain to Mo-
hammed,” he said.

The trend is toward more regional
versus international events, because
of the cost of travel, but that regional
event still needs to be in the heart of
things. As to the converted and his-
toric expo centers, Korse said their at-
tractiveness must meet the same
criteria. “It depends on who the visi-
tor [to the show] is. We all want them
to be able to fall out of bed and be in
the building,”

SAUERS

CITY PROJECT
The city of Brooklyn Center con-
verted what had been Earle Brown’s
farm into an expo center in the early
'90s. Brown willed the land to the Uni-

versity of Minnesota which sold it to
the city. Several uses were discussed,
but the city finally settled on a civic
center and commercial office space.

It later became an expo center with
abed and break(ast included. The 10-
room B&B has become a corporate
retreat, often used for key speakers or
organizers, What was three office
butldings became one, with the oth-
ers converted for exhibits and meet-
ings. “We're making too much money
off the meeting space,” said Bruce Bal-
langer, operations manager.

The original construction cost $13
million, according to Ballanger. An ad-
ditional 52.5 million was invested two
years ago, adding 3.5 acres of parking
and converting the commercial office
space to meeting space.

The former riding stable, where
Brown trained his horses, is the main
room for expos now: The entire prop-
erty was once an 800-acre farm. The
expo center occupies 11 acres with
nine buildings, all with historic sig-
nificance.

Judith Bergeland, general manager,
said Earle Brown Heritage Center
plays host to 1,200-1,400 events a year.
Of those, two thirds are corporate,
about 100 are wedding receptions, and
the balance are trade shows and con-
sumer shows.

The annual operating budget is $3.9
million, Ballanger said. Bottom line,
the expo center cleared $370,000 last
year, which was returned to the city
general fund.

This year, they are on track to do
much better, Ballanger said. As of
April, the profit stood at $219,000 al-
ready, from income of $3.4 million,

Size isa plus for these expo-specif-
ic centers, Ballanger believes. “My elec-
trical per booth is $50; at the big
convention centers, it's probably
$100."

Earle Brown can accommodate
1,200 people for a sit-down dinner. A
big part of business is luncheons, pri-
vate dinners and dinner dances, he
said. Location is a non-issue to Bal-
langer. “Either people want to be
downtown [in hotels and convention
centers] or they don't.” Nothing ex-
ternal will convince them either way.

Brooklyn Center’s investment has
been a boen to the city, Ballanger said.
“Since we opened, five new hotels
have been built here.”

A key to building business is cus-
tomer service. Earle Brown is non-
union. Its operated by a staff of 47, of
whom four are full-time. Flik Inter-
national, pant of the Compass Group,
does the [ood and drink.

Bergeland can recall only a few in-
quiries from people considering a sim-
ilar project in their cities. “We have

A TOUCH OF HISTORY — The new trade mart buildings loom large
beside the original silos from the Gonzales, La., farm that has been con-
verted into the Lamar Dixon Expo Center.

the occasional visitor who is wonder-
ing what to do with a historic build-
ing. But there is nothing like this in
Minnesota,”

The unique aspect of Earle Brown
is its historical significance and the
public support for preserving that his-
tory. That same aspect will keep fu-
ture expansion at bay. “We are what
we can be,” Bergeland said.

NOT-FOR-PROFIT

1t5 too early in the game to even de-
termine an operating budget for Lamar
Dixon Expo Center, Gonzales, La.,
near Baton Rouge. The trick is to not
make a profit. All not-for-profit clients
are given a break on the rent.

Construction has been funded by
Mary Lee and Bill Dixon. When all
is said and done, they will have in-
vested about $70 million, said Steve
Bourg, who asisted by Flo Magee, is
managing the facilities. The state con-
tributed $3 million for infrastructure.
The Dixons want to stimulate the local
economy and give back to the com-
munity. Any operating surplus will go
back into operations and construc-
tion.

The site was a farm. The only struc-
tures left that are original are the silos
and a cemetery, kept for the sake of
history: The huge arenas and exhibi-
tion halls have been built from scratch,
s0 it not as much a conversion story.
But like the rest of these projects, its
unique.

Bourg said the building is booked
for 45 weekends this first year. It
opened in January but is stll literally
under construction.

It has attracted some events that
would have gone to a downtown con-
vention center. Lobos did its home
and garden show there, drawing 4,000
people. It had been held at the Cen-
troplex in Baton Rouge in years past,
Bourg said.

The empbhasis is on equestrian and
4-H events, but the 74,000-square-
foot trade man building is expected
to be attractive to rade and consumer
shows as well.

Rental rates are per day: $750 for

the 3,000-seat main arena: $500 for
the 1.500-seat arena; $750 for the -
H building; $1,000 for the made mart;
and S800 lor the banquet room that
seats 500. Wayne Stabiler Catering has
the exclusive.

To generate more traffic and inter-
est, the YMCA is headquartered at
Lamar Dixon Expo Center. paying 1
per year in rent, and there are plans o
have more headquarters move in, in-
cluding law enforcement and agri-
cultural cooperatives.

THE ORIGINAL

The International Exposition Cen-
ter was always a commercial enter-
prise. It was built by Park Corp. for
$50 million. a conversion of a plant
first built by the U S. War Department
to manufacture B-29 bomber parts in
1942,

It was later used to produce ar-
mored vehicles. In 1977, Park Corp.
purchased it for $7 million for use as
awarehouse. In 1985 it was conven-
ed to trade show space, playing host
to the International Capital Goods
Trade Fair Oct. 18-27 of that year. It
offers 2.5 million square feet, of which
1 million is commercial space and
800,000 square feet is main floor ex-
hibit space.

1-X Centers Eric German said the
Park family was trying to duplicate
the expo center they'd seen in
Hanover, Germany. Today, it houses
mostly trade and consumer shows. It
has turned a profit for the last four or
five years, German said.

Two years ago, the I-X Center prop-
erty was sold 1o the city of Cleveland.
Eventually, they are going to use it 1o
expand the airport, but thats 10-15
years away. The city is then talking
about building a new convention cen-
ter. -
Park Corp. is a holding company
that buys real estate and then converts
it. The I-X Center is the only parcel
they've ever converted for this pur-
pose. German hardly sees it as a trend.
A key to making it financially suc-
cessful, he said, is doing everything
in-(ware)house. 2
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Competition
For Headquarter
Hotels Heats
Up As
Construction
Boom
Continues

By Linda Deckard
Competition has intensified in the convention center business
and the result is ever more creative ways 10 attract an essential
convention-town ingredient — the headquarters hotel.

A study of the hotel business in Boston is typical. It showed
convention hotel construction has remained flat for 25 years.
For every new hatel on-line, one goes off-line, said David O'Neal.
Conventional Wisdom Inc., Orlando.

On the other hand, convention center construction and ex-
pansion “has maintained its pace, which is breakneck," he said.
“We're not seeing the convention quality hotels. Instead, the lim-
ited service. suite hotels are popping up; not the four-star hotels,
except in Orlando and Las Vegas.”

To change that trend, cities are finding innovative ways to cut
threshold costs for convention hotel developers. In some cases,
publiprivate development consortiums build and own the struc-
ture. bringing in the hotel chain to manage it. Some cities give
away the land: some offer booking incentives. Sometimes the
hotel gets concessions rights at the convention center.

Thom Connors, senior vice president/convention centers for

amusement
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SMG, noted there are “no less than 30 cities trying to attract a
developer 1o come into town and build a new hotel property to
support a convention development [right now].” Thats an un-
usually high number and reflects all levels of service, from small
to large facilities, he said.

“To make a deal work, there has to be a substantial incentive
from land 1o financing, 20%-80% of financing depending on the
city,” Connors said, He sees that as a function of competition,
with more cities entering the convention market

Focus groups always find the number, quality and proximity
of hotel rooms are the top criteria for meeting planners and as-
sociation executives. Connors sees more attention being paid 10
the eflort to make the transition from convention hotel 1o the
convention center seamless.

For the hotel developer, a lot depends on location, location.
location. Hyatt Hotels manages the McCormick Place head-
quarters hotel in Chicago. The Metropolitan Pier and Exposi-
tion Authority owns it. That makes sense because that hotel
depends totally on convention business, said Chris Schallmo,
director of development, Hyatt Corp. It location is not attrac-
tive Lo corporale business.

In today’s market, it is more difficult 1o get a hotel loan, Schall-
mo said. There are rumors the business is overbuilt. In reality,
some cities are, some aren’, but the lenders look at a national
rend when assessing risk. ;

“There is a Catch-22," Schallmo said. “Half the time the ex-
perts say there are not enough hotel rooms. The other half say
there is not enough convention space. Everyone has an opin-
ion.” And an expansion.

“We judge our brand and our ability to fill a hotel. We judge
who really wants the convention center hotel to be there,” Schall-
mo said. He wants 10 hear the convention center manager has
1o turn business away.

“Financing is topsy-turvy,” O'Neal agreed. “Six months ago,
there was money available. Now theres not. Six months from
now it could be back.”

Every deal is different. The goal for the city is economic im-
pact and growth from outside money, but the means varies.

The under-construction Puerto Rico Convention Center, San
Juan, is part of the 110-acre Americas World Trade District de-
velopment. The first phase is pegged at $500 million, of which
$150 million is the publically funded conventon center and $130
million is infrastructure which the government is funding

The remainder is put out for RFPs as private development and
includes a headquarters hotel across the street for the conven-

DALLAS CONVENTWON CENTES

E NTER S

tion center, O'Neal said. The government is the catalvst for de-
velopment and all of the pieces are there and waiting for private
developers to add to the project.

In Omaha. Neb.. where development is under way for a con-
vention center and arena, the city is leading the charge to find
a convention hotel developer. said Roger Dixon. manager of the
facilities for the Metropolitan Entertainment and Convention
Authority. “We are the carrot,” Dixon said of the 195.000-square-
foot convention center. The headquarters hotel will be connected
to the convention center by a skvway:

Like many convention centers, the Omaha project has plenty
of rooms in the region. Dixon cites 9.700 in five counties. But
the downtown count is closer to 1.200. 530 of those commit-
table 10 an association booking the center. Shuutle buses are a
fact of life for any large convention. but the necessity of a near-
by headquarters hotel is evident as well. “Just as important as
expanding a convention center is expanding the room capabil-
ities,” Dixon noted.

Erik Warner. senior associate, HV'S International. consulants
on the Omaha project, adds that its imponant to realize the boom
in convention centers reflects a boom in business. Convention
planners realize such gatherings are “one of the most effective
ways of marketing products.” Warner noted. "And it doesn't cost
the people putting on the show that much.”

To attract that business, the first two ingredients are a con-
vention center and a convention hotel. But Warner adds its im-
portant to remember there is a next slep to revitalization that is
essential in attracting conventions — the restaurants. attractions
and mega-malls in the area. For a city to make the transition from
an industrial economy to a more modem economy of a diverse
number of downtown corporations, including a convention cen-
ter, it needs things for people 10 do outside the meetings and out-
side the office. Its not just about the level of technology in the
convention center or the number of rooms nearby: “They want
an experience,” Warner said of convention attendees

15 not unusual for convention center managers 1o recall five-
10-year searches for convention hotels. Bruce Sommer. Americas
Center, St. Louis, slugged through a six-year struggle 1o get a hotel
that consumed “everybody in the ciry.” His role was “to provide
good data 1o show the growth expected.” Schallmo confirmed
hotel developers prefer that data from the convention center.

A Marrion Renaissance is now under construction. The $280 mil-
lion, 1,000-room hotel is publically funded and privately managed.

O'Neal noted the Hyatis, Marriotts, Hilions, Sheratons and

Continued On Next Page
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Adams Marks “have a strategy to operate hotels. Hotel companies are
getting out of building hotels. They like to manage hotels.”

The Hyatt Regency Wichita opened in September 1997 next to the
Century Il Convention Center. It took “five to eight years to get a hotel,”
said Jim Hess, convention center manager. He was part of the sales team
and up to his ears in pro formas.

To get it done, Wichita became a partner in the process, offering fi-
nancial incentives to make it more doable. The city created a business
district, using bed tax funds to help pay for construction costs.

Hess has a shared booking and scheduling system with the hotel and
the Convention and Visitors Bureau. “They have the ability to book
all of my halls if they want to.”

To make that doable, bookings are prioritized by number of room
nights. For events requiring less than 200 room nights, bookings are
for one year out and first come, first served. For 200-400 room nights,
bookings are for up 1o two years; for more than 400, indefinite.

O'Neal noted the increased competition often results from exposition
centers built in the suburbs siphoning off the flat shows and consumer
shows that once booked downtown convention center. Hotel compa-
nies, like Gaylord Entertainment, are building destination hotels with
a 1,000 rooms and 100,000 square feet of meeting and exhibit space.
All that is driving competition.

Lakeland (Fla.) Center joined the fray, said Allen Johnson, manager
of the building, Primarily an arena, it added exhibit space and then lob-
bied for a hotel. The result was a 148-room AmeriSuites adjacent to the
hotel, leasing city land for 51 a year and benefitting from $200,000 in
infrastructure. The hotel opened in January 1999. The city was so com-
mitted to finding a developer, it had offered a $50,000 commission to
the broker who brought the developer in. As it turned out, Johnson
found one himself, looking through a magazine. He still remembers the
ad — a guy holding a handful of dirt saying “if you have one of these
[a plot of land] we have one of those [a hotel, shown behind him]."

But like most cities, Lakeland isn't done yet. Johnson said the origi-
nal goal was 400 rooms, so the hunt continues for more hotel rooms.

O'Neal said his company advises every client: Have you planned for
the expansion alter the next expansion? 2

Getting In Bed With CVBs

By Don Meoradian
Cooperation between convention
center managers and local conven-
tion and visitors blreaus has been
growing and is likely to continue
growing in the future.

“Both entities can work together.
I am a strong believer that both or-
ganizations should ‘get married,™
said Mark Gatley, general manager
of the Greater Fort Lauderdale/
Broward County Convention Cen-
ter. “The marriage is paramount to
the success of the goals.”

“Our relationship is very strong,”
said Dennis Edwards, vice president
of sales and marketing for Fort
Lauderdale Convention and Visitors
Bureau of the area’s convention cen-
ter. The two organizations have reg-
ular meetings and attend trade
shows together.

The Fort Lauderdale facility is
managed by SMG, which recently
began a program promoting coop-
eration with CVBs in markets where
it manages facilities. During sever-
al SMG visits with meeting planners,
it has invited CVBs to come along
and promote themselves. “We let
the CVB take the stage,” said Gat-
ley, adding SMG may expand the
program in the future. g

Such cooperation, in one form or
another, 1s likely to continue and in-

crease throughout the industry. “In
essence, we are selling the city as
well as they are selling us,” said
Mick Conati, director of marketing
and sales for the Evansville Audito-
rium & Convention Center, and
other operations in Evansville, Ind.

The two organizations have split
some advertising costs and shared
marketing information. And their
Web sites are linked. “We are con-
tinuing to talk about ways we can
cooperate and share costs,” said
Conati.

Also in the early stages of devel-
oping a closer relationship are the
Oregon State Fair & Expo Center
and the Salem Convention & Visi-
tors Assn.

“We've always had a good rela-
tionship, but we hadn't dedicated
mutual resources,” said Lin Wolle,
director of marketing and sales for
the fair and center. The two groups
now are discussing how they might
allocate funds for shared marketing
efforts.

Shared efforts are part of the
everyday relationship at the Salt
Palace Convention Center in Salt
Lake City, where the CVB is located
across the hall [rom the center’s ad-
ministrative offices.

“That is important because we can
go back and forth across the hallway

The South’s New Hot Spot

very easily. The result is a close
working relationship,” said Allyson
Jackson, director of sales and mar-
keting for the facility. “If there is a
question, you can just pick up a file
and walk across the hall. Or you
might run into each other in the
lunchroom.”

When the Salt Lake City CVB stalf
goes to Washington, D.C., or New
York to meet with potential clients,
someone from the convention cen-
ter goes along, too. “We try very
much to present a united front. We
have a very solid relationship,” said
Jackson.

The building and the CVB will
share the costs of a trade show if
they both go. And the building will
ante up with some type of sponsor-
ship when a “FAM" (familiarization
tour for meeting planners and oth-
ers) is brought to town, said Jack-
son. The two entities also try to
coordinate their advertising efforts
so they don't overlap one anothers
work.

Some things the two organizations
should look to do include present-
ing a consistent message and, when
possible, a consistent logo. And the
response mechanism should be
through the CVB, said Gatley, who
also has experience working with
CVBs in the Northeast. 2

ARENA AND EXPOSITION CENTER

® Largest indoor arena in Mississippi
* 48,000 square feet of exhibit space

on arena floor

* Seating capacity of 6,000
* 14 luxury skyboxes
* 366 modular livestock stalls

® Over 1,100 paved parking spaces
* 66-space RV park
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plus all the attractions of the South’s hottest new resort and gaming destination.
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trade shows.

The Tunica Arena and Exposition Center is the newest attraction of The South’s Casino Capital,
with ten, big-name, 24-hour Vegas-style casinos. Our resert hotels offer 6,000 new rooms,
top-name entertainment and spectacular dining at pleasing prices. And the Casino Factory
Shoppes offer prestige labels at discount prices.

Discover the winning difference in Tunica. Call 662-363-3299
for your free Event Planner’s Guide and your free Winner’s Guide fo Tunica.
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Public Shows Grow In Stature, Profitability

By Don Mooradian
Convention center managers say pub-
lic shows have become sophisticated
events that can give local residents
something to do on a quiet weekend
or can draw large regional crowds to
unique shopping and entertainment
experiences. In either case, public or
“consumer” shows contribute to the
facility’s profitability and re-enforce
its role in the community, according
lo managers.

The International Exposition &

convention

centers

Conlference Center in Cleveland of-
fers a good example of some of the
changes in the business. The 56-year-
old building was once used to build
tanks and was then a warehouse for
a long time. It became a convention

at the

and expo center about 14 years ago,
said Eric German, vice president for
marketing and special events at the
2.5 million-square-foot complex. It
plays host to about 165 events per
year, including everything from in-
dustrial shows to gem sales. As many
as 2 million people will go through
the facility in a year.

“In the beginning, it was mostly
consumer shows. Sometimes we
would get people who never did a
consumer show before,” said German,

adding that some of those early shows
were successful and continued for
many years. “But things are differ-
ent today. The challenges for putting
on that kind of show now are getting
tougher,” German said.

People have come to expect more
when they attend a public show these
days. “The cralts shows are less like
the typical church bazaar they used
to be and have become more artistic
and sophisticated,” said Donna
Drews, executive director of the Mayo

Civic Center in Rochester, Minn. The
center has about eight public shows
per year, with the most popular usu-
ally being three crafts shows held in
the spring, fall and just prior to Christ-
mas.

The convention and expo calendar
at the Mayo Civic Center usually in-
cludes a builder’s show, the Golden
Generation [or senior citizens, a
wormens show, a bridal show; the three
crafts shows, and a winter show pro-
moting leisure activities,

There also are as many as 20 1o 25
trade shows at the Mayo Civic Cen-
ter during the typical year. The mix
of public and trade shows at con-
vention centers varies [rom location
to location. In Cleveland, German
said trade shows usually are more
profitable than consumer or public
shows.

But public shows “certainly help
pay the bills,” said Mike Sweeney, gen-
eral manager of Fresno Convention
Center in central California. “Histor-
ically, we try to have one public show
per month and if we can do one a
month, we're doing good.”

“The public shows are important.
More than anything, we are a mulu-
use facility and a part of the commu-
nity,” said Drews.

“The goal is not only to create eco-
nomic impact but to provide the com-
munity a variety of entertaining things
to do,” said Bill Holmes, director of
the Mississippi Coast Coliseum &
Convention Center in Biloxi.

There is no question that the Biloxi
facility is part of the overall local
tourism industry. The growth of casi-
no business along the coast has had
a tremendous impact on the com-
munity. In 1992, there were 6,700
hotel rooms in the area. Now there
are about 18,000 rooms. “Its nice
when you've got 18,000 rooms near-
by." said Holmes.

There are trolleys and shuttles mov-
ing people to practically anywhere
they want to go. And whenever there
is a public show at the convention
center, they like to go there. “People
who come 1o the casinos want to get
out and see other things,” said
Holmes.

The area is home to hunting, fish-
ing, golfing, historical sites and a 27-
mile-long beach, 24-hour action at
the casinos, and chefs [rom around
the world. “All of that combined has
contributed (o our success,” Holmes
said.

The center plays host to 15-20 pub-
lic shows each year. The shows in-
clude gun and knife shows, a boat and
camper show (taking up all 180,000
square [eet of interior space plus
80,000 square feet in the parking lot),
Jewelry shows, and clothing shows.
One of the biggest shows is a No-
vember arts and crafls show with 350
booths attracting up to 20,000 visi-
tors during the weekend event.
“There are play areas for the kids and
the entire center is transformed into
an arts and crafts city,” said Holmes.

“Each show is popular within its
own niche,” said Holmes. The home
and garden show is about twice as big

Continued On Page 19
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as it was in 1992. Shows like the Na-
tional Corvette Show or the Nation-
al Mustang Show bring in participants
from all over the country but they also
attract local people interested in the
classic automobiles, explained
Holmes.

“This is a form of entertainment. It
generales activity in the downtown
core,” said Drews, echoing a senti-
ment shared by others in the public
show business.

Drews said thal a number of years
ago, on the first Saturday after New
Years, thousands of women showed
up for a bridal show at the Mayo Civic
Center, even though the temperature
was 30 below zero with a wind chill
of about 90 below zero.

“In this area of the country, there
isnt anything that shuts us down any-
more. Everyone drives an SUV. Every-
one has a cell phone. The parking
ramps are [ree on the weekends. We
have skyways thal connect buildings.
It's a new mindset; a lot of it is atti-
tude,” said Drews.

“We're almos! recession-proof,” said
German, explaining that in good
times, people like to come out and
shop [or items such as sporting equip-
ment, eation vehicles, and so
forth. “During bad times. maybe peo-
ple aren’t buying as much but they
like to come out to the show; buy an
ice cream cone and just window
shop.”™ he said

LOCAL TOUCH
The International Exposition &
Conlerence Center in Cleveland, with
about 800,000 square feet of space in
the main hall, has a few of its own
consumer events, such as an indoor
camnival held in April, to coincide with
school breaks, pet shows and Hal-

loween events in October.
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The Biloxi facility has put en a few
of its own shows, including a Craw-
hish Festival with Winn-Dixie grocers
as a partner.

Between 3,000 and 4,000 people
attend the one-day Golden Genera-
tion show for senior citizens. The
show is usually held in September
and those who exhibit include in-
surance companies and hospitals
along with local restaurants and trav-
el agencies. “The visitors come in the
morning for the free donuts and they
stay all day," said Drews.

She has been with the facility for
18 years, said she has seen several
changes during that time. For in-
stance, in the past there was [re-
quently some entertainment
component in the public shows.
“Now, though, the entertainment is
constant from the time the doors open
until the doors close,” she said.

“Public shows are a very imporant
part of our menu. They have been
successful,” said Holmes of the Biloxi
facility he manages. The 23-year-old
center produced a profit of $343,000

in fiscal year 1999. Profits are pumped
back into the facility. It is currently
undergoing a $180,000 upgrade to its
lighting. There have also been seat-
ing improvements and the building
is wired with fiber optics, “And we
hope our convention business will
double in the next several because of
preliminary plans [or a large hotel
next 1o us,” said Holmes.

Other [acility managers are hop-
ing the pieces of the tourism puzzle
will come 10gether soon. In Fresno,
Sweeney said the community is

A history of business and pleasure. 7. s »

A necessiy t

o

short on housing for tourists and
transportation infrastructure. “How-
ever, our new facility may enable
some of that to happen,” Sweeney
said, referring to 75,000 square [eet
of new convention space complet-
ed in late 1999. 0

convention

centers
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FACILITY NAME

LOCATION

OpENING IN 2000

KENTUCRY [STERNATIONAL CONVENT
LOLISVILLE,

1o CENTER

Convention Centers

COST IN MILLIONS
OPENING

$72 EXPANSION/RENOVATION
Jaxn

New Construction, Expansion & Renovation

OWNER/OPERATOR
CAPACITY IN SQUARE FEET

CoMMONWEALTH OF KENTUCKY/KENTUCKY STATE Falk BoarD
460,000

ARCHITECT

GODSEY AsSOCIATES, ELLERSE BECKET

$14.4 EXPANSION

Cimy oF LaCrosse

HSR AssocCiates, ELLerBE BECKET

Vis. MARCH 50,000 apDITION
Savansail INTL TRape & Convention Center $83 CHaTranM COUNTY & GEORGA INT'L MARITIME TRADE CENTER AUTHORITV/SMG  TVS&ASSCC., HANSEN ARCHITCTS. Havwbs RoBineon
Savanval, Ga May 000
CALGARY EXHIBITION & STAMPEDE

Caloary, ALTA

$31 EXPANSION/RENOVATION
May

CITv/CaLcary EXHIBITION & STAMPEDE LTD.
114,000

N/A

TELLS CONVENTION CENTRE
CALGARY, ALTA

$60 EXPANSION
May

CITY/CALGARY CONVENTION CENTRE AUTHORITY

GRaHaM Epyunps

l\DH\\ ConvENTION CENTER
InDLaNapoLLs, IND.

$45 EXPANsION
PHASE 1 JuLy; PHASE 2 EaRLY 2001

.'i-‘;}a\ggomwn' CONVENTION & RECREATIONAL FACILITIES AUTHORITY

BB R &2 Awoc BROWNNG, Day, MUt & DLarnore

Tusica Arena & ExposiTion CENTER 520 Tunica CounTV/CONVENTION & VISITORS BUREAU PRYOR-MURROW ARCHITECTS
Tuwaca, Miss ALG. 6,000 ARENA, 48,000 sQ. FT.

LONE STAR CONVENTION & ExpO CENTER $12.3 MoNTGOMERY COUNTV/COUNTY COMMISSIONERS COURT KIRKSEY & PARTNERS
ConroE, TEX ALG. 7,500 aRexA, 38,000 EXHIBIT HALL

Mongoe Civic CENTER CONFERENCE CENTER $3.7 EXPANSION iy HerserT LanD & Assoc
MonRoE, La AUG 30,000

KI Cosmvextion CENTER $14 CiT\'fRECE.\'C‘r‘ HorteL ODELL Ass0C

GREEN Bay. Wis SEPT. 55,01

SALT PALACE

SaLT Lake CiTy. UTad

s-m EXPANSION

SALT LAKE COUNTY/SMG
148.0

MHTN ARCHITECTS

BROOKINGs AREA MULTIPLEN Sll 3 ClTW'Ml LTIPLEX AREA BOaRD MILLER, SELLERS, HEROL
5D Now. 6.500 ARENA, 42.000
S0UTH TOWNE Enposimion CENTER $60 SaLT Lake Counnv/SMG GILLIES STRANSKY BREMS SMITH ARCHTECTS
SaLt Lake Ciry, Utan Dec. 310,000
SMITH CONVENTION CENTER $27 City GUEST REDDICK ARCHITECTS
FORT SanTH. ARk Dec. 140.000
To Opex N 2001

DuLeTH ENTERTAINMENT CONVENTION CENTER
i

$20 EXPANSION

DuLLTH STATE CONVENTION CENTER

STANIUS JOHNSON ARCHITECTSLMN

Jax 2001 65.000
CoLunels CONVENTION CENTER $B1 ExPaANSION FraxkLN COUNTY CONVENTION FACILITIES AUTHORITY/SMG KARLSBERGER ARCHITECTS
L, OHo Fes. 2001 150.000
ZALEZ CONVENTION CENTER $32 RENOVATION Gy KELL Musoz Vicopsky, TVS&AssoC
Tex APRIL 2001
™ CosvenTion CENTER $50.4 BLair Co. CONVENTION CENTER & SPORTS FACILITY AUTHORITY® L. RoBERT KinBALL & AssoC
LTOON Mav 2001 115,000 )

EL Paso Cosvention CENTER $20.7 EXPANSION/RENOVATION CIm/SMG JoHs M Carsox ATAV/DOw NG
EL Pazo Mip-2001 75.000 NET EXPANSION

\ GTON STATE CONVERTION & TRADT CETER
SEATTLE, WasH

$18B EXPANSIONRENOVATION
SusMEer 2001

STATE OF WASHINGTON
350.000

LMN ArCHITECTS

Sax Dieco ConvenTion CENTER
>A'\ DieGo, CALIF

$216 ExpansioN
SePT. 2001

890,01

Sax Dieco Uniriep PoRT DISTRICT/CITY & Sax DIEGO CONVENTION CENTER CoRe
00

TUCKER SADLER & Ass0c /HNTB

~ CENTER
A

32
Sept. 2001

Berks COUNTY CONVENTION CENTER AUTHORITY/SMG
185.000

STV ARCHITECTS/PBK ARCHITECTS

ALLERIA CENTRE

$22 7 ENPANSION

Cors-MarIETTA COLISEUM & EXHIBIT HALL ACTHORITY/COBB GALLERIA CENTRE

SMALLWOOD, REYNOLDs, STEWART, STEWART & Asac

ANTA, FaLL 2001 36,000
Browagn CounTy CONVENTION CENTER £33 ENPANSION Browarp CousTY/SMG HNTEB
FT LaiperpaLk, Fua. Nov. 2001 230,000
) His COOR CONVENTION CENTER $79 EXPANSION/RENOVATION CIn/SMG LMN ARCHITECTS
Menpuis, TEsN Late 2001 300,000
NEW WILDwooDs CONVENTION CENTER

Witowoon, N |

368
Late 2001

Ng SPORTS & EXPOSITION AUTHORITY
260.000

LMN ARCHITECTS

OPE\ I~ 2002-2004
INNEAPOLES COAVENTION CENTER

$191 ExPANSION

CITY OF MINNEAPOLIS

OvERLAND Park, Kan.

$60
SUMMER 2002

ConvENTION CEnTER Desicn GROLP
}1 EAPOLIS, My Jax 2002 372,000
FORT WorTH ConvenTion CENTER $70 EXPANSION/RENOVATION Ciny HOK/CARTER BURGESS
ForT WORTH Jax. 2002 Prase 1. MarcH 2003 Prase [1 133,000
ALSTIN CONMVENTION CENTER 3110 EXPANSION/RENOVATION iy PAGE SOUTHERLAND PaGE
ALSTIN SpRING 2002 470,400
THEe Patmer EVENTs CENTER 546 Ciry BARNES TaNIGUCHI & CENTERBROOK
Austs, Tex SPRING 2002 70,000
NEw Hagris County Exposimion CENTER $200 Harris CounTy SPORTs & ConvenTion Corr/SMG HEerMEs REED
Houstox, Tex ApriL 2002 1.4 MiLLION
SOLTHEAST TEXAS ENTERTAINMENT COMPLEX $55 JeFFERsON COUNTY/SMG LONG MAGNUSON ARCHITECTS
Beavmont ArriL 2002 85,000 EXHIBIT HALL, 15,000 AMPHITHEATER, 7,200 ARENA
NEW KNOWVILLE CONVENTION CENTER $110 KNONVILLE PUBLIC BUILDING AUTHORITY TV5&Assoc., McCarmy Howsaree McCarTy
Kxoxvicie, Tess Mip-2002 500,000
RENO-SPagks CoNVENTION CENTER $105 EXPANSION RENO-Sparks CONVENTION & VISITOR AUTHORITY LMN ARrcH.
RexO, NEV Mip-2002 200,000
GEORGIA WORLD CONGRESs CENTER $250 ENPANSION STATE OF GEORGIA/GWCC AUTHORITY Heery/TVS
ATLANTA June 2002 1.4 MILLION NET EXPANSION
Dallas CONVENTION CENTER $125 EXPANSION/RENOVATION CITy OF DaLLas N/A
DaLLas Juy 2 302,000 NET EXPANSION
OverLaxp Park CONVENTION CENTER TVS&A

CITY."GLDBAL SPECTRUM
0,000

SHREVEPORT CONVENTION CENTER $85 CmeMG (TENTATIVE) SLACK ALOST MIREMONT & Assoc /HOK
SHREVEPORT, La. LaTE 2002 300

GREATER RICHMOND CONVENTION CENTER $162 EXPANSION CITVGREATER RicHMOND CONVENTION CENTER AUTHORITY TVS&A/SCRIBNER, MESSER, BRaDY & WaDE
RicHyonD, Va. Earwy 2003 765.000

RIVERSIDE CENTROPLEX $35 EXPANSION Cm/SMG SkippeR POsT & Assoc/LMI

Batos Rouge. La EarLy 2003 150,000 ECHL KiNGFIsH

GEORGIA INTERNATIONAL CONVENTION CENTER  $100 Civ/CoLLEGE PARK BUsINEss AND INDUSTRIAL DEVELOPMENT AUTHORITY SMALLWOOD, REYNOLDS, STEWART &8 STEWART
CouLEGE Park, Ga EarLy 2003 205,000

WasHINGTON CONVENTION CENTER $685 WASHINGTON CONVENTION CENTER AUTHORITY TVS&TAssOC./DEP/MARIANA

WasHingTon, D.C MarcH 2003 2.3 MILLION

Davip L. LAWRENCE CONVENTION CENTER $328 EXPANSION SPORTS & EXHIBITION AUTHORITY OF PITTSBURGH & ALLEGHENY COUNTY TVS&AssoC., VITETTA GROLP, KELLY-MalELLO
PiTTsBURGH, Pa. MarcH 2003 400,000

Campria COUNTY CONFERENCE CENTER $8.25 Cameria CounTy Hays LARGE ARCHITECTS

JOHNsSTOWN, Pa Mip-2003 40,000

ORaNGE COUNTY CONVENTION CENTER 3748 EXPANSION CounTY HHCP HBPM, TVS&AssoC.

OrLanpo, Fla 2003 1 MILLION

DeNvER CONVENTION CENTER $268 EXPANSION City & County FENTRESS BRADBURN

DexvER. CoLo 2003 400,000

OnaHA CONVENTION CENTER/ARENA
EL Paso

$281
LaTE-2003

METROPOLITAN ENTERTAINMENT & CONVENTION AUTHORITY

DLRAMN ARCHITECTS BBJ SPORTS & ENTERTAINMENT

WORLD Expo CENTER
Kissimmee, FLa

$215
EarLy 2004, PHase |

MaiN STREET DEVELOPMENT CORP
989,000

FARMER, BAKER, BARRIOS

OsceoLa CounTY CONVENTION CENTER

VANCOUVER, B.C

TBD/ExpANsION
Late 2004

* OPERATED 8Y MouxTaINs C&VEB & SODEXHO MARRIOTT

$85 COUNTY/MAIN STREET DEVELOPMENT CORP. TBD
KissimwmeE, Fra. EaRLy 2004 145,000
VANCOUVER CONVENTION & EXHIBITION CENTRE LMN "

ProvinGE OF B.C
400,000

SOURCE: AB RESEARCH
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CARTS & VEHICLES INC @ MODULAR FOOD & MERCHANDISING KIOSKS @ CARTS # 1-800-831-3166

Why do so many majer
amusement parks come to us
to build their carts?

We are the
manufacturer in high
quality carts!

Built and certified to NSF specifications.
Visit us at www.allslarcans com
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Latte And Laptops Land On

Convention Center Menus

By Pam Sherborne
A cup of coffee just wont do anymore.

At least not [or today’s conven-
tiongoer.

It has to be Starbucks coffee.

And not just Starbucks coffee, but
a Starbucks coffee latte.

And while enjoying that latte a
place to plug in a laptop and check e-
mail would be nice.

So, as a resull, food and beverage
operators are hustling to supply. They
are bringing in more upscale choices
and trendy styles, more seating and
some with Intemet access, and more
recognized brands of food and bev-
erage. Perhaps the key word is choice.

“Groups are looking for healthier
and lighter foods,” said Mark King,
general manager, Culinaire Interna-
tional, the food and beverage opera-
tors at the Dallas Convention Center.
“They are wanting more vegetarian
offerings like wraps and salads. They
want smoked or seasoned meats.
They are looking at [resh and trendy
multigrain breads, instead of plain,
white bread. And branding is defi-
nitely a trend. People are more will-
ing to pay more for branded foods
because they know what they are get-
ting.”

David Berman, executive chef for

the in-house food operations at
Broward County Convention Center,
Fort Lauderdale, Fla., said they are
breaking the old rules for typical ban-
quels and concessions stands with
upscale menu items such as sushi
and chicken wraps.

“We do fine dining for the mass-
es,” Berman said. “There is nothing
ordinary about what we do.”

The message Susan Glecier, sales
and public relations director, Cen-
tury Il Convention Center, Wichita,
Kan,, said her food and beverage de-
partment is receiving from conven-
tion planners is, ‘Thanks for the
choice.’ Glecier said three years ago
when the 303-room Hyatt Regency,
which is attached to the center,
opened, the food operations went Lo
the hotel chain. But, what was also
done was the provision by Hyatl 1o
subcontract with a local concession-
aire, Wichita Canteen.

“The food requests go to the Hyar,"
Glecier said. “Then, they decide if they
will do the project or subcontract with
Wichita Canteen. The Hyatt does all
of the more complicated food requests,
while Wichita Canteen handles the
smaller food operations, If they just
want popcorn or more standard fare,
Wichita Canteen will handle it."

This has enabled Century 11 Con-
vention Center to offer anything from
paper plates 1o fine china "at an af-
fordable price.”

“Our clients have really appreci-
ated these options,” she said.

Glecier said she, too, has seen the
national move to foods with more nu-
tritional value and although they have
no national chains in the center as yet,
they are offering upscale brands such
as in colfee. The center offers a Fla-
vored Coflee Bar.

The coffee phenomenon is the one
trend which seems to be alive and
well across the country, according to
Leslie de Vries, vice president of sales,
Convention Center Services Group,
Aramark, which has food and bever-
age contracts at approximately 30
convention centers nationwide.

“We have Java City and Starbucks

Convention Centers
featuring Clarin portable
seating solutions...

Cincinnati, Cleveiand, Dallas, H Paso, Fresno
Northemn Kentucky Convention Center, Norfolk
Scope Cultural & Convention Center, Reno Sparks.

in our facilities and they are doing
great,” de Vries said.

In addition, “conventioneers are
looking for fresh, high quality foods,”
she said. “For example, at the Las
Vegas Convention Center, we have a
restaurant called the Banners. We
serve Caesar salads there, made to
order, as well as made-to-order pas-
tas and stir fry. We have a visible chef.
We will always need some pre-pack-
aged items, but the fresh-made, ac-
lion stations are growing in
popularity.”

She said they also like 10 look at
local Mlavors, such as serving salmon
in Seattle. Bringing national and re-
gional branded food into a center, and
mixing it with some of Aramark’s own
brands, has been successful. For ex-
ample, de Vries said at the Los Ange-
les Convention Center they have a
local brand called Jody Maronis
sausage and a Wollgang Puck Mar-
ket Express, known for its wood-
burning stove pizzas.

“And, when we ask our customers
what they want for their concession
stands and food courts, they say more
sealing,” she said. “They want con-
venience and variety. For catering,
they want creative and fun [ood, not
traditional. They want to offer trendy
coffees and fruit smoothies. Their con-
ventioneers want lo grab a cup of cof-
fee, plug into the Internet and check
their e-mail.”

The coflee craze is also in Volume
Services America buildings. Shaun
Beard, vice president, convention cen-
ters west, Volume Services America.
said Starbucks is in buildings such as
Louisville, Ky., and Denver, and Cal-
ifornia locations including San Jose,
Sacramenlo, and San Diego.

Beard has also seen two different
dynamics berween needs in the West
and needs in the East. He said in the
West, the tech companies are more
inclined to bring people in and feed
them breakiast, lunch and dinner, and
anything in between. In the eastern
part of the country, for many trade
shows and flat shows, there has been
an increase in retail food sales. 3

800.323.9062 clarinseating.com
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venues feel doubly whammy...

Convention

Corumued From Page 11

“It was called the Financial
Planning Assn. and they were
scheduled to bring their conven-
tion to San Diego on Sept. 12.
They were waiting for their at-
tendees 10 arrive and couldn't con-
tinue because over 70% of their
exhibitors were based in the
World Trade Center. So you would
expect them to cancel their meet-
ing.”

Other events have rescheduled
mid-September events for later in
the year, Wallace said.

“Wendy’s International has de-
cided to cancel (it’s early-October
convention) this year, but they are
coming back in 2004, she said.
“Even though the conventions are
being held, you are seeing much
reduced attendance. We just fin-
ished the Council of Neurological
Surgeons and they were off 10-
15% (from their expected atten-

Miami

Centers

dance of 4,000).”

Holiday parties scheduled at the
center have been canceling in
droves as no one wants to plan
celebrations in a time of war, Wal-
lace said.

“Our major markets are associ-
ations and corporate (conven-
tions)," she explained. “Things
are still going along, we're still
confirming business. Last week
we confirmed three conventions
for future years. Over the long
term our industry has been one of
the most recession-prool. We
book so far into the future its like
a battleship; you can't turn on a
dime. In short term, however, San
Diego's destination hotels are
being hit very hard.

Some of them in September had
single-digit occupancy. We're
working with them and the con-
vention and visitors bureau to see
what kind of marketing plans can
be put together 10 help with short-

term occupancy,” she said.

Another major meeting, con-
vention and exhibition facility, the
Washington State Convention &
Trade Center, also saw things go
from bad to worse.

“Prior to 9/11, things were
heading in a direction 1 don't
think any of us were terribly
thrilled about. The markets were
soft, the economy was soft and we
were beginning to notice a lot
higher sensitivity on the part of
clients in terms of what they were
spending on ancillary revenue.
Steak might have ended up being
chicken. They were really getting
back to basics,” said facility di-
rector John Christison.

Attendance levels at conferences
and trade shows were also begin-
ning to drop off, he said.

“It wasn't dramatic, but it was
tracking where the economy was
going. All of us were beginning to
hunker down and get ready for

CENTERS

lean times. What happened on !
Sept. 11 has obviously exacerbat- |
ed things dramatically,” said |
Christison. “We lost several pieces |
of corporate business immediate-
ly. They couldn't get people in.
Then we went through a cycle
where of a lot of association
groups were being very nervous.
They started calling asking ques-
tions. We haven't lost a lot of that
business. Now we're seeing events
are going to go on, we are still
booking, but everyone is con- |
cerned about levels of attendance
and what that's going to do.”

The fallout of the attacks (and
the economy) also aflects debt
payments for many [acilities fi-
nanced by bonds.

“A lot of convention centers are
funded based on hotel/motel taxes
as a base for payment of debt ser-
vice,” Christison said. “We hap-
pen to be one of those, so the
fewer people who stay in hotels,
the less money there is 1o convert
to debt service. And there are a lot
of new and expanded buildings
that are just coming on line. A lot
of projections were based on the
steady growth of industry.”

Things didn't seem as dire at the
Emest N. Morial Convention Cen-
ter in New Orleans.

Director of communications
Sabrina Written said the facility,
one of the nation’s largest, had not
seen a rash of cancellations.

“We haven't really had any can-
cellations far out in the future,”
she said. “There was one group
(Electronic Commerce World)
that was based out of New York.
They had a 2002 event that they
are looking 10 book at another
time.”

She said only two shows had
cancelled outright. Others have
rescheduled from the weeks im-
mediately following the attacks.

Written said that the Morial
Center strives to have multiple
shows in the building at any given
time. “We don't necessarily try to
book all large events.”

“This year we didn't have as

many corporate groups like Com-
puter Associates or
Microsoft,”  she
said. “Our corpo-
rate business was a
little lower this
year, but we have
more association
business. In gener-
al, attendance-wise,
it's a little early to
tell. I don't think
we will be as strong
as last year. Defi-
nitely with what
happened Septem-
ber 11, that really
threw a wrench in
everything and it
will affect our over-
all attendance. Be-
fore that, for some
events, some num-
bers were lower,
some were higher,
but overall we are

Los Angeles Convention Center

seeing fewer people being sent to
conventions. Whereas in the past
a company may have sent four,
now they are sending two.”

The bottom line, Written said,
was that the facility’s 75% occu-
pancy prior to September 11
could very well drop

“We only lost two shows, so
overall | think we are doing pret-
ty well. It’s going to take some
time to see how this will affect our
industry. especially our building,”
she said.

Bob McLain, Montgomery
(Ala.) Civic Center. believes the
fear of travel will help tertiary
markets to some extent. “Alaba-
ma is a huge state and we're the
center of the state.” He expects
more regional business

One event did cancel. for a loss
of about $30.000 gross, he added.

Joe Floreano. Rochester (N.Y.)
Riverside Convention Center.
rescheduled evervthing but Mi-
crosoft.

He expects a drop in atiendance
will be the main effect “il nothing
else happens.”

Jim Donnelly, Seagate Center,
Toledo, had one cancellation, a
concert, Sept. 12. On the con-
vention side, he expects more
state and regional business and
has already gotten some new in-
quiries. 2

Toronto Convention Center
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RUNNING OUT OF SPACE

Recent Expansions Start From Scratch

By Linda Dechard

The convention center industry
seems Lo have reached a new ex-
pansion phase — only this time ex-
pansion means starting over.

In Washington, D.C., and Boston,
the exisling convention centers are
landlocked and obsolete. Instead of
expanding. both cities are in the
process of building brand new build-
ings in brand new locations.

The debate continues as to
whether convention centers are over-
expanding for most cities, with those
exceptions. but more than one op-
erator told AB they will be land-
locked with this or the next
expansion. Perhaps Boston and
Washington. D.C., will not be that
different for Jong.

Lewis H. Dawley. general manag-
er and CEO, Washington (D.C
Convention Center. noted there were
insurmountable constraints to ex-

Worcester (Mass.) Centrum Centre

panding the 18-year-old convention
center there, but that wasn' the ul-
timate determining factor. “Some-
times facilities reach a point when
they are really bevond renovation.
1 dont think vou could have reno-
vated and updated it to what mod-
emn standards would be. It would be
so different from the new building.”

The new Washingion Convention
Center will be three times as big and
will cost considerably more. “The
new one will be basicallv the most
expensive one ever built at $770 mil-
lion,” Dawley said. “There have been
buildings that cost more built in
phases. But for one building, opened
at one time. this will be the most ex-
pensive.”

Dawley thinks this is not the end
of it. “The last threc buildings T've
worked in — Minneapolis, Philadel-
phia and Washington — are all new
convention centers. I've only done
one expansion.”

“You can't retrofit or expand any-
more. Its like the automobile — you
can only put a new engine in it for
so long before the body wears out.”

Carol Wallace, San Diego Con-
vention Center. has just completed
a traditional expansion to that 10-
vear-old venue “The Price Water-

house reports said if we expanded.
by our third year we'd be at 45% oc-
cupancy of the expanded space. The
reality is we're at 50% the first year”

San Diego already has over 270
conventions booked into the ex-
panded convention center.

“San Diego is a strong market. It
was a good investment for our city.
Every city can't say that,” Wallace
said. “Cities want convention cen-

- A_history.of business and pleasur
e i Y 1 I

ters because they are economic gen-
erators, but the numbers have to
back it up.”

John Christison, Washington State
Convention Center, Seattle, believes
that “truthfully, the industry is at a
condition of having overbuilt o
selves 10 a point all of us are begin-
ning to suffer a little. We've added
so much room inventory its forcing
us to keep our prices below a level

L'-‘-

CENTERS

where we can even begin to recap-
ture our operating costs. As long as
there is that much available space 10
sell, we'll be faced with that dilem-
ma”

He feels the philosophical ques-
tion is: Il we had cunailed this build-
ing boom and let the marketplace
caich up with the inventory, would
it not have allowed prices to have
gone up? “We've been so far ahead

o

of the curve in terms of building that
we keep ourselves in this condition
of being in constant competition
with available space,” Christison
said.

“What I'm hearing more and more
from operators 1 know, all of whom
have bigger buildings than 1
that they're looking for multiple

Conanued On Page 15
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CONVENTION CENTER NEW CoN

MEMPHI Cook COMENTION CEnTER
MEuPHIS, TENN,

356
OVERLAND Park, Kan Dec. 2002

STRUCTION, EXPANSION & RENOVATION

Faavumy Cost IN MILLIONS OwWNER/OPERATOR ARCHITECT
Locanon - . _ Opening Date Major TenanT o . - SE/CAPACITY
$20 Expansion DULLTH STATE CONVENTION CENTER
Jan. ) o )
R COLLMBUS CONVENTION CENTER B S8l EXPANSION FRawiUN COUNTY COMVENTION FACILITIES ALTHORTWSMG SERGER ARCH
BLS, OHI _ Fes ) B i o 23000
INDLaNA CONVENTION CENTER $45 BXPANSION Mariox COUNTY CONVENTION & RECREATIONAL FACILITIES AUTHORITY BLACKBURN & AssOC /Browing, Do, M Lins & Disinwe
INDLN AP, IND . Ari, Prase4 ) - o B 150000 FT
BLur COUNTY CONVENTION CENTER 854 - BLr (D Comenmion CoTERALTH/ALLEG BN MOUNTANS C&ZVE & Sopedio L. Rosert Kivpass & Assoc
AlTunna, Pa May B - _ 115000 FT.
v B, GONZALEZ ConvENTION CENTER T S32zmenovamon Om o T KELL Musez Viconsky, TVSEAssaC
Tex Y . _ - B 190.000 s FT.
SIATE CONVENTION & TRADE CENTER 5188 EPANSIOVRENOVATION  STATE OF WASHINGTON - LMN ARcH.
3 AUGUST o o o e 35000sQFT
- Dieco Comesmon CeNTer T 5216 Expasion © San DiEGO UNIFED PoRT DiST/CITY & SA DIEGO CONVENTION CEVTER CORP L CkeR SAnLer & ASioc /HN TR
Dieco, Cwur - SEPT. . B . 890000 5. FT
Priras Evo CEvTER R GLOBAL SPECTRUM i N AUDE, SHANDE & WiLLLans
PINELLAS Park, Fua, 3 SEPT. e - - . 1 10.\_300. Q. FT
Cope GatLER CENTRE o T S217 Bgansion ~ Copb-MARETTA COLSEUM & EXHIBT HALL ALTHORTWCOR GALLERIS CENTRE SMALLS o0, REV LD, STEWART STHa 46T & A
AL Ga. ~ ) Now - - L3 o 360005 FT
Browarp Couxy CoMENTION CENTER T S33 EEaNsion T BrowARD COUNTYSMG HNTB
FT. LaUDERDALE, FLA, . - Dec. i B 2}0_._030 S FT
To OPEN v 2002 o T
D L Lwwrence Cosvenmion CENTER $328 SPORTS & EXHIBITION AUTHORITY OF PTTTSBURGH & ALLEGHENY COUNTY RaraeL Vinowy
BURGH, Pa. ) Jax. 2002, PHase 1* o - o o _ LSsumon s
LD HoTeL FLoRIDA T T 5400 " OPRYLAND HOSPITALITY GROUP - H~EDAK Bobo GROUP
1MEE, FLA ) - Fes. 2002 B o 400,000 5q F1
Missesrons CoMesTioN CENTER T $207 BpansiON Y Convention Center Desicss Grolp
MinNEAPOUS, My - APRIL 2002 - ) . A T o _ 372000 @ FT
RELLANT CENTER $200 i Haggus Couny/SporTs & Covenmon Core/SMG HerMEs ReeD
Houston, TEx ArriL 2002 e e LAsonsg Fr
NEw WILow 0ops Cosvexmion CENTER B i N.J. SPORTS & ExPOSMION AUTHORITY - - LMN ARCHITECTS
Wibwoop, N v May 2002 o B - _ 260000q FT. .
ALsTiy CoonesTion CeNTER. ) S110 pmesiovRENovaTion. CImy - " Pack SOUTHERLAND Pace
Avstin, Tex May 2002 . R - o B - 470400 FT.
WORTH CoraesTion CENTER a STO expansionRENOVATION CrTy N ' T HOK/CarTer BURGESS
FURT WORTH. Tex MarcH 2002, Prase [** ) - o - ) B 146.000 sQ. F1._
i PasEr Events Center T os48 Cry - o - B Barnes Taniclcrn & CENTERSROON
N, TEX June 2002 o o o 131,000 5q. F. -
New KnoxviLLE ConvenTion CENTER $95 Crry & CounTe/SMG - /S&rAssOC., McCarty HoLsapte Mo Carty
KNOMVILEE, TENN. ) o - JUuNE 2002 i _509;000 SQFL. o .
EL Pasr Comvenrion Center o S20 7 EFRNSONRENVATION  CITWLMI Jorn M Cagson ALADOWNTOWS, ARCHITECTS
EL Paasr, Tex o ) Fes. 2002 - R e o - 8¢_J.000 W FT B
DarLas Comvenion CENTER T 5125 Peasion ' Cmy HKS ARCHITECTS
Dare. Tex . Sert. 2002 o o - - 350500 FT
RENO-Spagns CONVENTION CENTER $105 expansion RENG-SPaRks CONVENTION & VISITOR AUTHORITY LMN ArcH
RExO, Oct. 2002 B 400.000 s FT

$93 EPANVSIOVRENOVATION  CTSMG.
ALL 2002 .

T LMN ARCHITECTS
300000 %2 FT

* MarcH 2003, PHasE 27* 7 Sese; 2003, Prase 1

“HNTB
50,000 5 FT., 7,500 ARENA

LONG MAGNU S0 ARCHITECTS

48.600-50 -FT ENHIBT HALL. 15 000M3E4T AMPHITHEATER. T 500 -E4T (25
TVS&A & DLR ARcH.
237,000 5q FT

MID-AMERICA RECREATION AND CONVENTION COMPLEX $75 o CanAMGT

Cousa BLures, La. . Fai 2002 _ USHL OMana Lancers B B -
SOUTHEARST TENAS ENTERTAINMENT COMPLEX. $55 B JEFFERSON COUNTYSMG -

BEAUMONT, Tex. ) ) _ Fa2002; Searvg 2003 _JEFFERSON CounTy FAR o el
OVERLAND Park CONVENTION CENTER CITv/GLOBAL SPECTRLM N -

SOURCE: AB RESEARCH

951G NAMES IN

CONVENTIONS
BELIEVE

“Masterpiece Creations catering bolsters our national
and local sales by tailoring menus to satisfy each event
planner’s specific needs. Our executive chef excels at
the challenge of serving
hotel-quality cuisine that
favors a vanety of budgets.”

Teresa Evetts Horton
Executive Director P
Nashrille Convention Center

Nashville Convention Center % Exhibit hall
banquet seating for 9,000 % | 1,000-sq.ft. baliroom
* 22 meeting rooms % Let our innovative approach to
premium-level catering improve your facility’s financial
performance and industry ranking. Call Pia Brown
at B64-598-8687 and let us make a believer
out of you.

Foop * BEVERAGE * MERCHANDISE # FACILITY MANAGEMENT

Convention
Centers

Convention Centers
featuring Clarin portable
scaling solutions...” -

sales@clarinseating.com 800.323.3062 clarinseating.com
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events 1o fill up buildings That
means realistcally. we're all sall ight-
ing in the same pot.”

In the tertiary markets, expansion
is still looking wise. “We're looking
at doubling our size,” said Bob
NcLain. Monigomery (Ala.) Civic
Center.

The building is 26 years old.
“Evervthing has changed and the
numbers have grown,” Mclain said.
“Expansion is the only way 1o keep
up with the competition,” he said,
voicing the usual philosophy. The
cost would be $78 million, of which
$56 million is the convention cen-
ter, which would then have 168.000
square feet of exhibit space. It would
be part of a major riverfront devel-
opment.

The spillover effect from conven-
tions helps everywhere, from the
malls Lo the restaurants to the ho-
tels. *It keeps the city vibrant. You
have 10 expand,” Mclain said

Its that competitive [actor. agreed
Joe Floreano, Rochester (N.Y.) River-
side Convention Center.

In 1985, the Rochester center was
big enough to handle 85% of the
business. Now: it can only handle
about 35%. “Every year. we gel
smaller because the business gets
bigger.” Floreano said. “You have to
match or exceed the competition to
remain a player.”

Is it overgrown? “Sure.” Floreano
said. “excepl in some markets. like
New York City that have a steady
clientele.”

For the rest, Floreano would rec-
ommend diversification. His in-
house food service grossed $4.2
million last fiscal vear, 63.2% of the
building revenue. Even if the econ-
omy sours and conventions shrink
in these uncertain times, diversifi-

Eriesistable!

Located betweer Pittsburgh,
Buffalo and Cleveland, the
Erie Civic Center is a multi-
purpose complex.

-, T :_;_
Louis J. Tullio
firena
» 7,500 seats
» 30,000 5q. ft. of exhibition
space
Warner
Theatre
» 2,500 seats
» Broadway
» Concerts
» Meetings &
Seminars

ecc

ene civic center

PO Box 6140 * Ene. PA 16312

Contact John ‘Casey’ Weils
phone: Biy 433 717 * fax 81455 9931

www eleciviccentercom

cation will keep Rochester healthy:

Jim Donnelly: Seagate Center, Tole-
do, Ohio, thinks only a certain num-
ber of cities can or should have the
mega centers, For Toledo, at 160,000
square feet total, the size is right to
reel in the spin-off, regional business,
He will be adding a 25,000 square
foot ballroom and eight meeting
rooms. But that is planned to further
accommodate Toledo’s niche market
— the meetings that “cant go to the

PO
ENTION

big cities and pay those rates.”

STARTING OVER

The new Washington Convention
Center is across the street from the
existing one, but it wouldn be fea-
sible or practical to connect them,
Dawley said. The city is currently de-
ciding what new development will
grace the old site. Choices include
hotels, residential, and destination,
such as a music museum from the

CENTERS

Smithsonian, an outdoor amphithe-
ater, and other ants and cultural en-
tertainment options. 1t's a 10-acre
site in the heart of Washington, D.C.

Future physical expansion is also
in the mix. “We are looking at the
existing building site as a potential
expansion. 1f we wanted 10 add
300,000 square feet of exhibit space,
when the city determines develop-
ment of the site, we would have
space available.”
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THE LAND OF BIG TRUCKS,

But it would have to be buili from
scratch. There is no retrofitting
what’s there, he said “There are so
many things you have 1o have ina
new building. We have a $4-million
arts program, the fimshes will be
beautiful. We'll have a state of the an
building not only for the user but
from an operations standpoint. We'll
have computerized mechanical sys-

Continued On Page 16
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“eliantPark in Houston, home of the Refiant Astrodome; takes a back seat to nobody when t comes o sheer
size. But our versatility is also huge. Whether it's the world's biggest rodeo or simply the biggest impact
imaginable for a crowd of 300, you'll find the right facility. OK, so we'll be the largest event site in America next
year when the new Reliant Stadium and Reliant Center are finished. -. -
Tnatsﬁuwon'tmtcnourrexas-smecapmitytogemﬁgmfmm.

QReliant

RELIANT STADIUM =~

\ Park

"RELIANT CENTER

For Boolung Information, contact Jeffrey C. Gaines at 1.800.776.4995 or fax 713 799 9840.
-~ = -eliantpark.com jgmms@rﬂtanmarkcﬂm
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recent expansions...

Contmued From Page 15

tems; the doors will have electronic
hardware. You just can't go back in
an old building.”

He recalls that when he first came
to Washington, an internet hub was
installed in the old center.

“It kind of works but it really isn't
anetwork thats built into the build-
ing. The existing building was built
in the era of the block walls and not
very esthetic design. It reminds me
of convention centers built in the era
when you went into a convention

center and didn't know what city you
WEere 1n.

“Now, the design of it has to do
with the city it’s in. Washington is
a city of monuments.

“The design of the convention
center is another great monument
in the city,” he said.

“From outside the ballroom, you'll
be able to see the Washington Mon-
ument and the Capitol. The old con-
vention center just looks like another
government building. All of the new
buildings say something about the

The Ultimate Arrangement
Heartstopping role coustes, exre waces specall e
are a natural draw for the uftimat‘g‘coi‘iécr}“{aﬁu;

the new Wildwoods Cmvmmncmrréxl[ have!
_ @ Flexible capacity up to 7,000 seats .-

# Four major metropolitan ares

O N

city and they have the Anishes.” he
added.

The new Washington Convention |

Center isn't the biggest. It will have
over 2 million square feet, with
800,000 square feet of exhibit space.

“But it will serve our market, which |

is the association market. We're not
a major trade show destination like
a Chicago. We have a 60,000-square-
foot ballroom. We have large con-
course areas for large meetings.
“Size isn't all of the issue. Its about
the building. We're committed to

CENTERS

making it state of the art.”

NICHE MARKETING
Even before San Diego entered the
convention market in 1989, it was a
grealt visitor destination, Wallace

beaches

2001

R T

noted. “When the convention cen-
ter opened, we just built on that rep-
utation and now more things have
been added 10 enhance San Diego.”
Wallace said. "Thats what you find
in strong cities.”

One secrel 10 success is niche mar-
keting. San Diego focuses on the
medical meetings market and the
corporate market. “We're not look-
ing to build two mllion square feet,
but we do want to have a million.

. We have 500,000 now. We want that
¢ larger medical meeting or corporate

meeting, or to do two at one time.”

. Wallace said. “But we're not after
I Comdex and we never will be.”

Phase 11 is probably 10 vears
down the road for the San Diego

. Convention Center. “We'l be ready
| 1o start construction in five years.

The city has begun the process o get
anew hotel, which should be on line
1n 2004, Theres a new ballpark being
constructed. delayed because of lit-
1gation, but the plan is to open it in
2004. With the ballpark. the hotel.
the hotels in the ballpark district.
we'll have the capacity to support
Phase |1l expansion.”

Wallace started her career in Dal-
las in 1979 when they had just
opened Phase L. “\When vou look at
Dallas today. the facility is phenom-
enal, and it goes for the major trade
show and medical meetings. Thev're
looking for another expansion he-
cause they have the land to do that.”

Phase 111 will landlock San Diego.
“Wed have to do what Washington,
D C., is doing, put a facilitv in a
whole dilferent area™ 1o grow a
fourth time. she said.

“There 1s a point when you max
out your resources and improve
what you already have,” Wallace be-
lieves. “The numbers have 1o work.”

Seattle’s niche has been medical.

' scientific and high-tech meetings

To accommodate the market. Seatile
Just finished a 210,000 square oot
expansion which doubled the build-
ings size. It opened July 9.
Christison has now reached the

- landlocked phase. In the beginning.
| there was a very, very strong push to

put the convention center in close
proxamity to the majonty of the hotel
inventory. “A lot of buildings, as we
are, have been pushed into a very
tight urban environment where ex-
pansion is tough. We just did our last
expansion. Theres no way [ could
squeeze any more onto this site.”
Christison agrees with Dawley
that in the future, if this rate of
growth continues. there will be a
number of urban centers that can't
getany bigger and still need to cap-
ture a bigger piece of the market.
Those will have to pull up stakes
and find a new spot and build a
brand new building. “We're good
for the foreseeable future, but who
knows,” Christison said. 2
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Mixing Sports

With Retail

CNN Center, renovated last year by Turner Properties, is adjacent to Atlanta’s Philips Arena and
the Georgia Dome, home to the city’s professional basketball, hockey and football teams.

Is Ann Taylor on its way to Camden Yards? Will you be eating at Morton's in Staples Center?
Retail is meeting professional sports in the newest ballparks and arenas.

lay ball ... the wave ... sky boxes
P what does this world have to

do with shopping? As more tra-
ditional anchors have floundered or
consolidated, many developers are cre-
ating venues beyond malls and enter-
tainment centers as media for their ex-
pertise. Arenas and other sporting ven-
ues have emerged as an intriguing op-
tion, offering the opportunity for sig-
nificant economic payoffs, complex
urban locations and an appealing pool
of moneyed, educated consumers ...
the typical professional wrestling fan
notwithstanding.

Beginning with Baltimore's Oriole
Park at Camden Yards, sports venues
have experienced a significant resur-

; gence in the last decade. Along with
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Paul Jacob and Thom McKay

Baltimore, new stadiums or arenas in
Cleveland, Atlanta, Denver, San Fran-
cisco, Washington, D.C., and Los An-
geles, among others, have popped up
in the most unusual places — in down-
town locations of first-and second-tier
cities. Major league baseball alone has
opened some 10 new parks in the last
eight years.

Camden Yards, designed by HOK
Sport with RTKL as urban designer,
proved that these massive behemoths
did not have to be located out in the
suburbs like weird alien spaceships
that just landed in an ocean of surface
parking. Camden Yards sits comfort-
ably and proudly in the heart of Balti-
more, relying on neighboring parking
garages, public transport, some his-

54 « SHOPPING CENTER BUSINESS « OCTOBER 2000

I L L T T T T P Y )

toric buildings and the tourism draw
of the city’s Inner Harbor as its keys
to success. And, of course, the Orioles
play there, too. New parks in Atlanta
(Turner Field), and Cleveland (Jacobs
Field) also rely on dense downtown
locations and other tourism draws,
creating a type of built-in nostalgia and
conjuring up romantic notions of a by-
gone era. Suddenly, magical places like
Ebbets Field and the Polo Grounds
were possible again.

But these special places also intro-
duced a new factor into the equation
— the seductive possibility that retail-
ing could thrive on the large number
of crowds that attend events. The pos-
sibility is indeed intriguing, and the
last few years have seen many devel-




Rendering courtesy of RTKL

! both those desires. The shopper is

Adjacent to Staples Center, the L.A Entertainment Center will contain
retail that is being masterplanned by L.A. Arena Company.

opers, retailers and franchise owners }
tinkering with the retail mall formula }
and attempting to apply it to stadi-
ums. What this has shown, however,
is that a new sports formula is not
quite like the old mall formula or even
the new entertainment formula. In
fact we believe these sports-related op-
portunities are unique to each loca-
tion across a broad spectrum of fac-
tors. They are not formulaic at all.

THE FAN EXPERIENCE ... THE SHOPFER
EXPERIENCE

Let’s begin with the experience. Con-
sider the experience in two ways — the
shopping experience and the fan experi- :
ence. While the two are far from being
the same thing, they are not necessarily :
mutually exclusive. For example, both :
shoppers and fans would agree that !
many of the practical issues they face,
like parking, getting to their destination,
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value or the potential for joy or disap- :

pointment, overlap.
Remember those articles, books

and speeches where we talked about :

bundling retail and entertainment and
choreographing the guest experience¢
Well, if you understand the potential
emotional commitment of a fan and
of a shopper, you can begin to imag-
ine an environment that capitalizes on
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there for a purchase; the fan is there
for the game. Any experience the shop-
per has (what they see, smell, touch,
etc.) must augment the purchase; any
experience the fan has (what they see,
smell, touch, etc.) must augment the
game. This may sound dogmatic or
overly simplistic, but it goes to the
heart of the issue: shopping is a com-
mercial exercise with recreational un-
dertones, and going to the game is a
recreational exercise with commercial
undertones. Understand that and
you're more than halfway home.

Camden Yards, Baltimore.

ENTER BUSINESS « OCTOBER 2000
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Okay, you say, a lot has been made
in the last few years of the importance
of “the experience” to shopping, but
this philosophy does not necessarily
apply to sports fans. Consider the con-
flicting demographics (or psycho-
graphics) of a professional wrestling
fan and an Ann Taylor customer. The
mind reels.

We agree ... to a point. In some re-
cent work with a major league fran-
chise, focus groups were conducted
with fans to test the acceptability of
certain commercial activities — incor-
porating national retail chains, fash-
ion retail, themed restaurants and chil-
dren’s play areas, among other ideas.
The message the fans sent back was
that, sure, these ideas were great, but
they were strongly disinclined to ac-

cept anything that distracted from the
game. A very vocal and important
group of customers goes to the stadi-
um to see sports, not buy a sweater or
get a tattoo, and anything that dis-
tracts from that is a potential impedi-
ment ... to the game, to repeat visits,
to one’s loyalty to the franchise (i.e.,
the brand). We can rationalize some
of this by saying that many of those
taking part in the surveys might be
considered “hard-core” fans and thus
give us a skewed sample, but we can-
not ignore the message.

solicitation of an offer to buy any of these securities. These offerings are made only by the prospectuses

Boston Corp. All rights reserved.

These announcements are neither an offer to sell nor a
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And yet, there is still something in-
triguing about those large crowds. One
of the most attractive aspects of Cam-
den Yards is Eutaw Street, a long, open-
air promenade flanked on one side by
an historic warehouse and on the oth-
er by the ballpark. Prior to game time,
fans meander through this wonderful
urban space, vacuuming up a surpris-
ingly appealing food offer, some retail
and the general pre-game vibe. Smoke
billows from open barbecue pits and
the place simply hums with excite-
ment. While this space has nothing to
do with the game, it is where the fan
experience unfolds. Eutaw Street in
many ways defines Camden Yards,
makes it distinctly Baltimore, and it is
here where the pre-game experience
becomes enjoyable. The goal, of
course, is to extend that experience on
the front end (get fans to the park ear-
lier) as well as the back end (keep them
there after the event).

Not all venues have as fortunate a
location as Baltimore. In fact, the more
downtown becomes a viable location,
the less public or open-air space be-
comes a possibility. Many new arenas,
especially basketball/hockey venues,
are situated in downtown locations
with little if any large public gather-
ing space. But therein lies the oppor-
tunity, that they are part of a larger
urban fabric. The challenge here is to
build on the drawing power of the
sports venue and the large crowds they
can attract as a key element in the cre-
ation of a viable commercial district.

Our work for the Los Angeles Are-
na Land Company, master planning
the 33 acres around Staples Center, il-
lustrates the point. The success of Sta-
ples Center has provided the much-
needed critical mass for development
in the area. That achieverent has in-
creased the momentum for downtown
Los Angeles to become the central
place that accommodates a rich, vi-
brant, a round-the<clock environment
with a variety of shops, services, en-
tertainment, places to eat and cultural
offerings appealing to both residents
and visitors. Much like a traditional
: anchor, the sport venue becomes part
of a greater whole. The event becomes
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more than just the game, and the ex-
periences of shopping and sport have
an opportunity to connect.

Dealing with crowds has always
been a major challenge in retail and
entertainment, and sport arenas are
no different. Pedestrian flow is obvi-
ously a key to how we deal with
crowds at a very utilitarian level. To
achieve this, emphasis must be placed
on a safe and memorable pedestrian
environment. Urban design solutions
should give primacy to open-air street
frontages incorporating continuous
sidewalk-oriented, ground-floor store-
fronts.

Many hard-core fans — especially
concert-goers — show up several hours
prior to the show, making queuing a
genuine challenge. Having the oppor-
tunity to browse various commercial
offerings is a natural; after all, retail-
ers clamor for crowds just outside their
door (surely some of them will walk
in and buy something). Sports venues
can take advantage of this pedestrian
flow by positioning retail and food of-
ferings at the street. These uses then
can also function 24/7, even when a
game is not scheduled.

THE MERCHANDISING MIX

What kind of retailing can be di-
rectly related to the sports experience¢
Fashion retail seems a stretch (would
you buy a pair of chinos on the way
to a basketball game¢), though some
portable consumer goods (CDs,
books, etc.) may be appropriate, with
food a very logical answer. It seems
almost cliché to say that the typical
fan has an insatiable appetite for hot
dogs, sausages and beer. And it is ax-
iomatic that every arena should have
a sports bar with lots of screens, in-
teractive games and perky wait staff
who introduce themselves before serv-
ing you ... but how many of these
places can be truly viable¢ We are clear-
ly seeing a major shake-out of the
theme restaurant industry and, sadly,
sports bars do fall into that category.

While a sound merchandising strat-
egy is an obvious first step in any re-
tail enterprise, a greater challenge in
sport retail is the food strategy. Many
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arenas rely on a very comprehensive
and very lucrative concessions busi-
ness to make the bottom line sing.
Anything that jeopardizes that — and
major chain restaurants and rogue hot
dog vendors just outside the gates do
offer competition — is considered the
enemy.

Savvy operators are getting very
smart in developing a food offer of di-
verse cuisine at various price points.
Houston’s Enron Field boasts such
gourmet delicacies as tomato and moz-
zarella salad and basil-pesto mashed
potatoes, while San Francisco’s Pac
Bell Park does a very credible sushi.
Atlanta’s Philips Arena has several out-
posts from one of the city’s top restau-
rant operators, Buckhead Life Group,
which features a selection from such
glitzy restaurants as Buckhead Diner
and the Atlanta Fish Market. It’s not
your typical ballpark fare, but you get
the idea.

Keep in mind, though, that con-
sumers aren’t simpletons, and taking
a family of four to a game is no small
expense. If there is a perceived sense
that concessions do not offer the val-
ue consumers demand — however
trendy the food may be — fans simply
will stop buying. While many conces-
sionaires may think they have a cap-
tive audience, consumers have repeat-
edly proven their canniness in finding
value and a good, inexpensive meal.

But of course, this is the typical fan.
As arenas become more complex and
more expensive to operate, the corpo-
rate dollar becomes the more impor-
tant and far more profitable engine.
Corporate boxes, suites, club levels
and premium service have all stepped
to the fore in today’s arena design, of-
fering a golden opportunity for spin-
off revenues from higher-end conces-
sions, retail and other sponsorship
platforms. And yet few arenas have
truly taken advantage of serving the
retail/commercial needs of this poten-
tially lucrative market.

Similarly, sponsorship and adver-
tising is a natural extension of sport
retail and can often serve as a signifi-
cant revenue stream for developers or
owners. The big-business worlds of
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Vincennes

Big Lots Plaza

Up to 33,000 SF available. Will
build-to-suit. Come join Big Lots
and Beuhlers Buy Low.

Concord

New power center development of
150,000 SF on I-393 and Loudon
Road. Located across from Super
Wal-Mart and 1/4 mile from
Steeplegate Mall and Home Depot.

Crosspointe Centre

Phase Il strip center development
of 210,000 SF with Marshall’s, Oid
Navy, Goody’s Family Clothing,
Books A Million, and Michaels.
Located on Western Boulevard and
Highway 17.

Bridgehampton

New center development

of 30,000 SF located on Montauk
Highway and Ocean Avenue.

Developers Realty Corporation

E-mail: joe@developers-realty.com

PO. Box 17335/ West Hartford, CT 06137
Contact: Joseph Baranowski / 860-233-6221 / 860-232-2227 fax
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sport, sponsorship, advertising and
information have collided into a jum-
ble of ancillary industries and for-
tunes. Major players such as An-
heuser-Busch, Nike, Wheaties and
Coke have always understood the val-
ue of sponsorship deals with athletes
and cross-branding with major fran-
chises or events, and this opens the
door for new retail opportunities.

Our design for a new retail and
entertainment destination for Fleet-
Center in Boston emphasizes the val-
ue of everchanging advertising and
media (which you lease by the
minute) over the value of a conven-
tional retail lease (which you lease
by the year). The goal was to create
a multi-media platform for sponsors
and advertisers who would capitalize
on the association with a winning
team, location and brand.

Naming rights are a phenomenon
that has only just begun to catch on.
While they seem to be the bastion of
capital-rich tech companies right now,
it is only a matter of time before re-
tailers, manufacturers and developers
move into the game.

Finally, possibilities abound in the
advent of new technologies. How
long will it be before fans attend the
game with a hand-held computeré A
Palm Pilot in Yankee pinstripes is sure-
ly just around the corner. If I can or-
der luxury goods from an airplane, I
can certainly download the latest
pitching stats, place an order for a
hot dog and beer and buy the super
deluxe warm-up jacket from the gift
shop without having to leave my
bleacher. And have the jacket shipped
to my home address.

The world of sport has some very
significant relationships with our con-
sumer desires and also, we believe,
with our urban fabric. The two to-
gether can make for an interesting
pastime. SCB

Paul Jacob and Thom McKay
are directors of ID8, the entertainment
division of RTKL. Jacob is based in
the firm’s Los Angeles office.
McKay is based in Baltimore.
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AUDS & ARENAS

OVERVIEW

By Linda Deckard
The year is only as good as the
prime tenants make it for most
venues, which is why Russ Simons,
Gaylord Entertainment Center,
Nashville, hit the nail on the head
when summarizing 2000 this way:

“Any year you get a Bruce
Springsteen dale is a good year.”

Consolidation of the concert in-
dustry, particularly promoters, con-
tinues to be the major influence in
the success or failure of the bottom
line at arenas. As mega promotion
companies like SFX gear up 1o
wield the muscle they've bought,
more and more concerts bear their
corporate logos.

“We're seeing more national
tours,” noted Peter Luukko, pres-
ident of Comcast/Spectacor Ven-
tures, Philadelphia, which owns
the First Union Center and First

Year In Review 2000

Consolidation, National Tours Have
Affect On Venues Over Past Year

Union Spectrum there and the
Global Spectrum private manage-
ment firm. “That makes it easier
for arena managers. They're sim-
pler deals, quick and more effi-
cient, because it's the same.

“You certainly have to be con-
sistent in your deals, because
you're dealing with the same peo-
ple,” Luukko continued.

He was watching with interest
the “new” player — Concerts West
— as a division of the Anschutz
Entertainment Group and with Irv-
ing Azofl, Azoff Entertainment, as
one of the co-chairmen (AB, Dec.
11). “Irving is a player; for sure Irv-
ing will mix it up,” Luukko said.
“He'll be a force.”

The whole SFX acquisition scare
was possibly over-rated. Simons
suggesled that “SFX was our Y2K,"
referring to the unfounded fears
a computer glitch would cause
havoc Jan. 1, 2000. *It was much

ado about nothing,” Simons sum-
marized.

The big stories of 2000 in AB
often centered around SFX. In
chronological order, some of the
headlines heralded:

* Comcast-Spectacor bought a
majority interest in Globe Facility
Services. The new company, which
combined GFS and Comcast-Spec-
tacor venues, was christened Glob-
al Spectrum (AB, Jan. 17).

* The Kingdome, Seattle, host-
ed its last season, a sellout for foot-
ball. The building was imploded
(Jan. 31).

*The World Wrestling Federa-
tion announced plans to launch
the XFL, a spring football league
to begin play in 2001 (Feb. 14).

¢ Clear Channel Communica-
Lions sealed the deal to buy SFX
Entertainment for $3.3 billion in
stock and $1.1 billion in debt

Continued on Page 38

ENERGY. SYNERGY. SUCCESS.

Houston's Compag Center is a crowd pleaser. Each year, over 2 million
guests are drawn lo our eosy-access location and unmalched amenities.

Clients return year after year for another sold-out success.
Contact Jerry MacDonald or Byran Blaum. Two of the pros
who make us Houston’s power venue. 10 E. Greenway
Plaza, Houston TX 77046-1002. Phone: 718-843-3900.

www.compagqcenter.com

CSME>

Fifth Third Field, Dayton, Ohio

More Than $2.4 Billion
Spent On New Venues

CHART ANALYSIS: See chart, page 60

By Steve Traiman
Picking up where the old century
left off, new venue openings kicked
off the new millennium with a
bang,

A total investment of more than
$2.4 billion is represented by
an eclectic group of 34 arenas,
stadiums, convention centers, am-
phitheaters, performing arts cen-
ters and theaters.

Major debuts include a trio
of arenas, the Nationwide Arena
in Columbus, Ohio; Xcel Energy
Center in St. Paul, Minn.; and Cen-
turyTel Center in Bossier City,
La

Three Major League Baseball sta-
diums helped the leagues 1o a new
attendance record: Houston's
Enron Field, Pac Bell Park in San
Francisco and Detroit's Comerica
Park, while the National Football
League welcomed Paul Brown Sta-
dium in Cincinnati.

A quartet of new exposition cen-
ters include the Savannah (Ga.) In-
ternational Trade & Convention
Center, Salt Lake City's South
Towne Exposition Center, the Fort
Smith (Ark.) Convention Center
and the Tunica (Miss.) Arena &
Exposition Center.

Here’s a sampling of creative de-
sign elements and innovative fan
amenities from the new venues of
2000:

* Virtually all have pro-active
Web sites that offer [ans de-
tailed coming-attraction informa-
tion, seating plans, online ticket-
ing links and special needs
contacts.

* Many are wired for fiberoptic
telecommunications that open the
door to such offerings as in-seat
cell phones, PDA (personal digital

assistant) rentals and in-booth lap-
top computer hookups.

ARENAS

The $150-million Nationwide
Arena, home of the expansion Na-
tional Hockey League Blue Jack-
ets, is described by General
Manager Jay Cooper as “a slale-of-
the-art facility that’s one of a kind.”

Privately funded by Nationwide
Insurance Enterprise and the Dis-
patch Printing Co., the building is
leased to the Blue Jackets and op-
erated by SMG.

For the anchor structure within
a 95-acre downtown redevelop-
ment project, the architectural
combine of NBBJ and Heinlein +
Schrock created a 70-foot-tall,
glass-enclosed atrium, open lob-
bies and concourses, two B0-[oot-
tall ‘party towers' that anchor the
stage end, and a practice ice rink,
the first for any NHL arena. The
six seating levels, all with excellent
sightlines, include 52 suites and
1,500 club seats, with capacity of
18,500 for hockey, 19,500 for bas-
ketball and up to 20,000 for con-
certs.

The Greater Columbus Con-
vention Center, just a block away,
is adding 253,000 square feet for a
total of 1.7 million when com-
pleted early next year. “Having two
buildings just a block apart makes
them very marketable as a com-
bination,” observed Robert New-
man, SMG regional general
manager.

As the new home of the expan-
sion NHL Minnesota Wild, the
$160 million Xcel Energy Center
is described by HOK Sport lead ar-
chitect Ray Chandler as “a great
piece of architecture that blends
into the context of St. Paul and the

Continued on Page 56
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“Obviously, we

have some ex-
plaining to do to
the promoters.”

ANDY LoNG, First
Union Arena, Wilkes-
Barre, Pa., on the fact

his was the third build-
ing with First Union as
a title sponsor; and
then it changed to Sov-
ereign Bank.

(AB, Jan. 31)

More Than $2.4...
Continued from Page 30

old buildings in the area.”

Creative elements include locat-
ing the arena floor 30 feet below
street level with entrances into the
main concourse. A wall of glass at
the front opens up the west wall,
s0 approaching visitors can see a
glow of activity inside the arena.
Once inside, there are vistas of the
St. Paul Cathedral, the state capi-
tol, the history center and the Mis-
sissippi River valley.

One unique element is the Zam-
borgan, an organ made to look like
a Zamboni ice resurfacer. With 72
suites and 2,800 club seats, the
venue can handle 18,600 for hock-
ey and from 13,475 for end-stage
concerts up to 19,355 for in-the-
round events.

In Bossier City, La., the $56.5
million CenturyTel Center was de-
signed by the A&E Design Group
for ease of operations, with the
backstage area split in two. Food-
service, operations and storage are
in one half, and performers, lock-
ers and administration in the other,
in keeping with the newest trend
to keep these functions out of each
other’s way, said General Manag-
er Steve Tadlock.

Located next to the kitchen, the
freight elevator goes all the way to
the catwalk, and there are dedi-
cated power connections in one
major parking lot for potential out-
door events. As home to the West-
ern Professional Hockey League
Mudbugs, the venue has 16 suites
with catering service, and seats
12,440 for hockey, 13,300 for bas-
ketball and up to 14,000 for con-
certs.

Nationwide Arena

The $12.7 million (U.S.) Guelph
(Ont.) Sports & Entertainment
Centre is the first venture for In-
ternational Coliseum Corp./Nus-
tadia Developments and PBK
Architects, committed to bringing
multipurpose venues to smaller
markets.

As part of the Guelph Mall Cen-
tre, it is home to the Ontario Hock-
ey League Storm, with a seating
capacity of 5,000. General Manag-
er Mike Bigelli notes such features
as 31 suites, 350 club/VIP seats,
350 lounge-level seats and expan-
sive team lockers and performer
dressing rooms,

BALLPARKS

This year's MLB record atten-
dance of 72.7 million is credited in
a large part to the three new stadi-
um openings, each with innovative
design elements. The $276 million,
42,200-capacity Enron Field in
Houston had HOK Sport incorpo-
rate the historic Union Station as
the main entrance with an Astros

2

team store, a retractable roof with
natural grass, 75 private and two
party suites, 4,700 club seats and
a Ruggles Restaurant with outdoor
terrace seating overlooking the feld.

Detroit's $300 million, 40,400-
capacity Comerica Park used a
combine of SHG, HOK Sport and
Rockwellgroup to include 90 pri-

vate and 10 party suites, 4,000 club
seats, a 5,000-square-foot Tiger
Den Lounge, 2,000-square-foot
Club Lounge, 300-capacity Ball-
park Club, a Food Court, Beer Gar-
den and Tigers' Hall of Fame
Museum Walk.

San Francisco’s $319 million,
40,800-capacity Pac Bell Park is
served by ferry, BART, train and bus
service, and offers a waterfront
public promenade. Focusing on fan
amenities, the HOK Sport design
includes 63 suites and a 5,100-seat
club level with concierge service
and gourmet concessions, an out-
door food court plaza and adjacent
special restaurant facility.

HNTB Sports Architecture is re-
sponsible for a quintet of new
minor league baseball facilities. In-
cluded are the $40 million, 10,400-
capacity Raley Field in West
Sacramento, Calif., for the AAA
PCL River Cats; the $34 million,
12,000-plus capacity Louisville
(Ky.) Slugger Field for the AAA

Continued on Page 58
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t President Dick

Geyer gets together with Welsh soprano Charlotte Church and Minnie
and Mickey Mouse of “Disney on Ice.” (Photo by Frankie B. Cole)
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STADIUM — 40,001 & MORE | $6,145.912 BEN HARPER & THE INNOCENT | 136,695 | three shows | $45.50 |sPx Music Group East N,
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FACILITY — 5,001 - 10,000 |$42,750,198 CIUNSTMAS SPECTACULAR 1248778 | 3i7anows | $97.$29 |Radko Clly Enterinment | ROdke Clty Music Hat,
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Redbirds; the $23 million, 10,000-
capacity Fifth Third Field in Day-
ton, Oho, for the Class A Midwest
League Dragons; and the $19.4
million, 8,500-capacity Smokies
Park in Sevierville, Tenn., for the
Class AA Southern League Look-
outs.

Martin DiNitto, HNTB national
director, minor league ballpark de-
sign, emphasized “the key is to
make each park uniquely its own
as the context of the architecture
is important to that city. Fan in-
teraction and intimacy of the ball-
park is very important, with family
entertainment areas to bring repeat
visits. Minor league baseball has
maintained a low-cost initiative,
supported with better revenue gen-
erators like private suites and cor-
porate picnic areas that are
virtually sold out.”

OUTDOOR CONCERTS
A trio of new amphitheaters got

exceptional high marks for
their opening seasons. The $6 mil-
lion, 19,000-capacity Coors
Performing Arts Center at Montage
Mountain near Scranton, Pa., has
an eye-catching tensile roof
covering 7,000 permanent seats.
Architect Jim Kane of the Spring-
wood Group said, “It's very im-
portant for general admission
attendees to have a quick exit, so
many of the new sheds like ours
are built with an eye to easy free-
way access.”

Dennis Paoletti, whose compa-
ny installed the sound system, be-
lieves the most important feature
for all amphitheaters is a noise
monitoring system, based on con-
cerns for surrounding residents
and/or wildlife.

SFX opened a pair of new
sheds out west: the $25-million,
18,500-capacity Sacramento Val-
ley Amphitheater in Marysville,
Calif., and the $8 million, 12,000-
capacity Mesa Del Sol Amphithe-

HISTORY REPEATS ITSELF — Kenny Rogers checks out a photo of his

1982 concert at the Peoria (1ll.) Civic Center before taking the stage
there Dec. 4. With him is Debbie Ritschel, arena general manager.

Xcel Energy Cent

ater in Albuquerque, N.M.

In California, Heller-Manus ar-
chitects set off the shed against the
surrounding agricultural area, with
8,140 permanent seats, 56 boxes
and a VIP boxholders’ club. There's
a giant fountain with three water-
falls and walk-through misters, and
at night the 20- to 30-foot-tall rees
are lit with twinkle lights.

Mesa Del Sol architect Sustaita
& Associates used the mountain
setting to face the audience west,
taking advantage of the stunning
sunsets, and incorporated 6,000
permanent seats, 38 boxes and a
VIP club, with total capacity ex-
pandable to 15,000 in the future.

COMMUNITY SERVANTS

The $83 million Savannah (Ga.)
International Trade & Convention
Center tops the list of new expo
hall debuts. The architectural ven-
ture of TVS&A, Hansen Architects
and Haynes Robinson took ad-
vantage of the historic Savannah
Harbor environment to combine
100,000 square feet of exhibit

space, 25,000 square feet of meet-
ing space and a similar size
ballroom, and a 406-seat am-
phitheater/auditorium, with the ad-
jacent 403-room Westin Savannah
Harbor Resort marketed as a con-
ference headquarters.

The $20 million Tunica Arena
and Exposition Center was built
by the county and is operated
by the Convention & Visitors Bu-
reau to meet the needs of casino
operators in what is one of the top
U.S. gambling destinations. Pryor-
Morrow Architects designed the
venue for multipurpose use, with
2,000 permanent seats expandable
to 6,000 for concerts plus 14 lux-
ury suites; 48,000 square feet of
arena floor space for exhibits plus
13,000 square feet of concourse
area; two 20-foot by 20-foot load-
ing doors and a large catering
kitchen.

“We are another amenity to
be offered to guests to help the
casinos better market themselves,”
said Executive Director A.C. Chap-
man. O

They Sald It
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"I feel the loss.
It's sad it's ending

this way again."

- STU HURWITZ, Spring-
field (Mass.) Civic
Center, of his newly-
earned distinction of
managing the last
building on the Ice Ca-
pades 2000 route

under new ownership
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AR, : Scottish Exhibition
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$1,086,722 27,456 $111.93, |Kennady Skeat Wembley Arena
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Development Soars

BY DAVID W, MYERS
Editor

- SEVERAL DEVELOPERS are moving

forward with major projects across San

- Diego County, even as a local brokerage

_ largest emplovers says it

- tellus Urban Deve- < ,
lopment has announced  San Diego’s Proposed Ballpark.

firm reports that leasing
activity in the region’s
office and industrial
markets is cooling and
one of the county's

will move to smaller, ¥
less-expensive digs.
In Downtown, Ca-

plans to start construc-

, tion early next year of a 26-story, 507,000-
- sf office tower on a site near the Santa Fe
+ Depot. It would be the first office highrise

to be built in the area in a decade.

San Francisco-based Catellus has
hired LA-based architectural giant
Daniel, Mann, Johnson & Mendenhall
to design the building. It would stand on
a parcel bounded by Broadway, Pacific
Highway and a future extension of C
Street. A 20-story, 373,900-sf tower
would be built later on a neighboring
parcel, raising the toral cost of the devel-

opment plan to about $255 million.

Meantime, San Diego officials voted
earlier this month to increase the
amount of money the city will contribute
toward construction of a new Downtown
baseball stadium by $16 million. The
City Council, sitring
as the Redevelopment
Agency, voted unani-
mously to raise its
q stake for acquisition of
land for the project
from $61 million to
$77 million.

The ballpark is the
cornerstone of the
city's latest Downtown
redevelopment plans,
and several office and retail projects in
the area have been postponed until a
timeline for construction of the sports
facility is solidified. About half the cost of
the $450-million stadium would be
financed by taxpavyers.

A bit south, in Chula Vista, construc-
tion of the $72-million Gateway Chula
Vista office and retail center is moving
forward at H Street and Third Avenue.
Coast Pacific Properties and Chula Vista
Asset Management are principals in the
development partnership.

McCabe Harris of San Diego is the
architect for the three-building, 347,000-
sf redevelopment project. The $24-mil-
lion, 100,000-sf first phase began in March
and is set for completion in January.

All this development activity comes
in the wake of reports by locally based
Burnham Real Estate Services that leas-
ing in the county has slowed dramatical-
ly (see Industry Economics, below). It
also comes as many of the county’s
largest employers continue to cut staff
and, in some cases, throw some of their
current space back on the market.

Late last month, computer-making
giant Gateway Inc.—which announced
plans to layoff about 3,000 of its 24,000
workers nationwide earlier this year,
including several hundred in
California—said it would move its cor-
porate headquarters from San Diego's
University Towne Centre area to less-
expensive Poway, about 15 miles away.
In making the move to Poway's Parkway
Business Centre, Gateway will also
reduce the overall amount of space it
uses by more than 42,000 sf.

The move will save the company about
$140 million over the next 10 years, a
Gateway official says.

“I feel sorry for the folks in University
Towne Centre, but this move will be a
real boon for us,” says Poway Chamber of
Commerce CEO Jim Baumann.

(Section continues on page 22)

Industry Economics

First-Quarter Leasing Slump

Two new reports from San
Diego-based brokerage giant
Burnham Real Estate
Services says that leasing

~ of both office and industri-

al/R&D space across the
county has dropped sharply,

as companies fret about the

state's energy crisis and wait

© to see if the economy regains
. its lost steam.

Office leasing plummeted

to just 62,200 sf in the first
quarter of the year, one of the
studies by Burnham reveals,
The net absorption rate
dropped to its lowest level
since the recession in 1991,
when a net 243,000 sf was
leased in the entire year.

But the study says the
office market remains in
good balance, with a vacancy
rate of just 7.4%. That's up

only slightly from 6.5% at
the end of 2000. More than
763,600 sf of new office space
was completed during the
tirst three months of 2001,
and another 3.7 million sf are
scheduled to come on line by
the end of the year, the
report adds.

A separate Burnham study
says that net absorption in the
county's industrial/ R&D sec-
tor in the first quarter totaled
just 247,000 sf, down sharply
from an average of 975,000 sf

in the first quarter of each of
the previous four years.

Mike Philbin, Burnham
Real Estates director of trans-
actional services, says there’s
no cause for alarm. “If annual-
ized, the first quarter’s net
absorption would equare to
nearly one million sf of net
absorption—a still very res-
pectable amount of activity.”

Fortunately, adds Philbin,
construction of industrial
space also has slowed so there's
little fear of overbuilding.
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JEFF SANFORD

joday, more people live in downtown Memphis than in downtown Houston.
So, how has America’s 18th-largest city managed to bring more people back

to its core than Houston, the fourth-largest city? How has MemI;hjS, draw-

ing froma fneﬁopo]jtan area of just over 1 million people, built a downtown,
market-rate, residential population of more than 8,000? More than the number of
downtown dwellers in Houston—with a metropolitan statistical area (MSA) popu-
lation of 4.2 million—and even the number of residents in the downtowns of Dal-
las, Charlotte, and several other larger urban centers. How have the planners and
managers of Memphis’s central city ignited what can only be described as a boom in
residential development? And how has Memphis succeeded at this task where so many
other urban centers have failed? Credit could be given to good planning, good plan-
ning management, and good luck. There is no single answer to these questions, but
the many answers all begin with a single Memphis asset—the Mississippi River.

Other cities have waterfronts—some on the very same river—but Memphis and
the Mississippi River share a common history rich in lore, lies, and a series of semi-
nal triumphs and tragedies. And this cultural quirk is what turned Memphis’s first
downtown redevelopment plan upside-down. (See “Memphis Moves” page 56, Feb-
ruary 1999 Urban Land.)

Like most U.S. cities in the late 1960s and 1970s, Memphis was moving to stop the
exodus of commercial and retail interests to the far suburbs to stabilize its critical
downtown tax base. The effort resulted in a formal 15-year master plan that centered
on the development of new office, shopping, and entertainment complexes in and
around the central business district. Eventually, the planners said, the city should look
to provide new housing, sited principally along and nearby its historic riverfront. The
housing was expected to follow the commercial projects and occur in the last years
of the process. But in the recession economy of the mid-1970s, Memphis discovered

it could generate almost no demand for new commercial space downtown. The city
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was to learn, however, that it did have an immediate market for
downtown housing, owing to the following:

B A good stock of attractive, usable buildings vacated during the
rush to suburbia.

B An inventory of historic and architecturally significant offices
and warehouses abandoned by a much-changed cotton industry.

M A handful of people with modest amounts of capital and lots of
pioneer spirit.

B A riverfront offering one of the only truly distinctive places a
Memphian could live.

B A riverfront that provided Memphis’s only escape from the
Levittown-like sameness of the suburbs, and that offered the sole
place to watch a blazing sun sink into the river’s broad Arkansas
shore, and to reflect on one’s ancestors.

At that time, housing was not simply downtown's best market;
it was that area’s only market.

As Memphis approached the 1980s, the downtown claimed a small
core of round-the-clock residents who breathed life into streets that
previously had been deserted at night and on weekends. These resi-
dents pushed for residential issues such as police protection and
garbage collection, and for needs such as grocery stores and parking
spaces. They jogged and walked their dogs; they wanted newspaper
deliveries and cable television. These residents were bent on making
downtown nothing less than a living and livable neighborhood.

These small bootstrap successes, and the public interest they
generated, prompted downtown leaders and city officials to focus
on residential development and to put in place the money and pro-
grams to support it, including a new, professional management
agency with the legal clout to get things done.

In 1977, the Center City Commission was established as a
public/private partnership to spur redevelopment. Armed with the
tools to make things happen, it moved immediately to build the fu-
ture of downtown Memphis on a small, but growing, demand for
modern, market-rate, single- and multifamily housing. By imple-
menting a publicly subsidized, low-interest loan pool; granting tax
freezes; issuing bonds; assisting private developers in the assembly
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Among the projects that helped
to spur the downtown tum-
around in Memphis was the
completion of a five-mile trolley
system. ¢

The multipurpose 21,000-seat

% Pyramid arena is home to area

% athletic events, as well as
concerts. ¥

g
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of land; and providing expert staff counsel in planning, finance, de-
sign, and marketing, the commission helped to launch a period of
growth that today impresses even the most optimistic of its founders.
Projects spurring the downtown turnaround throughout the
1980s and into the mid-1990s include the following:
B Reopening the Peabody, considered by some to be the South’s
grandest hotel.
B Redevelopment of the
historic Beale Street Enter-
tainment District, home of
the blues and birthplace of

rock’ n’ roll, now the most
popular tourist attraction in
" Tennessee.

1T 3

B Opening of the multipur-
pose, 21,000-seat Pyramid
arena, home of the Tigers, the
University of Memphis bas-
ketball team; NCAA men’s
and women’s regional tour-
naments; and a full range of
concerts.
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B Completion of a five-mile
downtown trolley system, today
moving annually more than 1
million businesspeople, resi-
dents, and visitors around Main
Street, Beale Street, the Civic
Center, and sites along the river-
front.

More than $2 billion worth
of new commercial and residen-
tial development recently has
opened or now is underway in
downtown Memphis, including:
B A new, $72 million state-of-
the-art ballpark for Triple-A
baseball’s Memphis Redbirds, a
team that drew 920,000 fans last
year in its inaugural season, and g

;

5 o

a project that has triggered an-
other $82 million in ancillary
development.

demand fer downtown housing.
i

B The $1 billion—plus expansion

of the downtown campus of St. Jude Children’s Research Hospital.

B The 300,000-square-foot Peabody Place Entertainment and Re-
tail Center, with a 22-screen cineplex, a variety of restaurants, and
entertainment and shopping venues, Coupled with new and reno-
vated office spaces, apartments, stores, and parking facilities in sur-
rounding neighborhoods, Peabody Place is one of the largest mixed-
use historic restoration projects in the United States.

B A $92 million, 150,000-square-foot expansion of the Memphis
Cook Convention Center, including a new 35,000-square-foot ex-
hibition hall, and a 30,000-square-foot ballroom, plus a 2,100-seat
center for the performing arts.

B A $10 million addition to the National Civil Rights Museum.

T R ——

Some 25 years.ago, a public/private
parinership moved to build the future
of Memphis on a small, but growing,

%

B A new, $14 million public elementary school for children living
downtown and those of downtown employees.
B A $25 million renovation of Mempbhis’s old Central Station
into a modern Amtrak rail and local public transportation facility—
with 63 market-rate apartments on top.
B Construction of a manufacturing facility for world-famous Gibson
guitars and the Rock’ N’ Soul Museum, one of the Smithsonian In-
stitution’s only permanent exhibitions outside Washington, D.C.
Most Memphis officials concur that these projects can be traced
back to the residential base that began to develop in the downtown
area almost 25 years ago. In 1976, the dwellings in the downtown
core numbered somewhere in the low hundreds. By 1989, the num-
ber of new and renovated apartments and condominiums there
had reached almost 1,600. By 1995,
the number had doubled to more
than 3,000 and the downtown pop-
ulation had hit 5,000. The growth
A5 during that period was sparked by
- anagreement between the city gov-
ernment and private developers
B that opened up residential devel-
K opment land across the top of
Chickasaw Bluff, situated at the
south end of downtown and look-
ing down and across the Mississip-
7 pi. The lure of the bluff and the riv-
er views it offered were powerful
draws, and a “new town in town”
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Harbor Town, a planned development of
4,000 residents, is located on Mud Island, a
finger of land that stretches out into the
Mississippi River.

comprising upscale cooperatives and
single-family homes quickly grew.
Also in the early 1990s, at the north

end of downtown, a planned develop-

ment called Harbor Town was approved

for Mud Island, a finger of land stretch-

es out into the river. Featuring narrow,

pedestrian-friendly streets, vest-pocket

parks, and sensitive design, Harbor Town

and the local developer who conceived it,

Henry Turley, have received national at-

tention. Mud Island, with Harbor Town

as its centerpiece, now is a community of

4,000 residents, none of whom were there just ten years ago.

Despite the almost explosive growth of housing in downtown

Memphis, apartment occupancy rates consistently have supported
more, not less, development. As of March, the occupancy rate for
downtown apartments, with monthly rental rates as high as $2,500,
was 96 percent, significantly higher than the apartment occupan-
cy rate for the Memphis area as a whole. Moreover, the average
downtown apartment rent this year is $733, or $0.82 per square
foot, compared with $635, or $0.58 per square foot, for the rest of
the Memphis market. The average price of a downtown residential
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The lure of the historic Mississippi riverfront has been credited with much of the clty's success with spurring redevelopment.
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property is $192,092, or $108 per square foot, compared with the
metropolitan area’s $127,170, or $63.25 per square foot.

This financial success has caught the attention of national de-
velopers and has generated a new wave of interest among local de-
velopers as well. The result has been a second boom in residential
planning and construction, fueled in part by the Center City Com-
mission’s financial incentives and assistance programs.

Current projects include a 385-unit, market-rate apartment com-
plex adjacent to and overlooking the Memphis Redbirds’s Auto-
Zone Park; 400 new apartments on Mud Island; 112 luxury apart-
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ments in the heart of the downtown core in what was a vacant, 15-
story office building; 130 lofts in a former warehouse complex along
the river’s bluff; and new lofts in, around, and above some 18 new
art galleries, shops, and restaurants in the trendy South Main His-
toric District.

These projects, along with other new single-family homes, apart-
ments, and condominiums under construction on the river’s bluff,
on Mud Island, and in the traditional core of downtown—about
1,500 new units in all—should boost the city center’s population
to 10,000 within the next year or so. According to a 1998 study by
the Washington, D.C.~based Brookings Institution, the market-rate
residential population of downtown Memphis could climb as high
as 14,000 by 2005.

City officials, led by Mayor Willie Herenton; the Mempbhis hous-
ing authority; Memphian Jack Belz, developer of Peabody Place;
and Turley are poised to launch Uptown, perhaps the most ambi-
tious of all the residential and redevelopment projects undertaken
by the city so far. Uptown will be located on the northern edge of
downtown, abutting the large and expanding research and treat-
ment campus of 5t. Jude Children’s Research Hospital, in the midst
of several declining 19th-century neighborhoods and two 1950s-
style public housing complexes. One of the complexes will be lev-
eled, creating space on which affordable single-family homes and

apartments are to be built. The other will be renovated into mod-
ern, affordable family housing. The balance of the project area, in-
cluding hundreds of vacant lots that will be purchased from pri-
vate owners, will be used for a wide variety of affordable housing.
The Uptown project, which should change the face of an entire sec-
tion of downtown, is designed to move forward on a public/
private funding budget totaling $193 million and is scheduled for
completion in 2015. ; ’

If the past is prologue, the Mississippi River will cast its spell on

“Memphis for generations to come. As when Mark Twain wrote Life

on the Mississippi in 1883, people will continue to be drawn to this
mighty river, to walk along its bluffs, sit on its banks, gaze at it, float
on it, fish in it. But neither Twain nor any Memphian could have
predicted that a century later, people—by the thousands—would
return to downtown to live by the river. Was it good planning? Good
vision? Good luck? Yes. But ultimately, there is just no getting around
it: The Memphis success story ends where it began—with the Mis-
sissippi River. 5]

JEFF SANFORD IS PRESIDENT OF THE MEMPHIS CENTER CrTY COMMISSION.
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ringing major league hockey :
Bto Columbus, Ohio, has kept
the new Nationwide Arena :
; downtown hopping about 50 times
this past year with pre-season and -
regular season games. And, who
| knows, the Blue Jackets might soon
be an NHL playoff fixture. .
Even better, the Arena, a joint ven-

‘ ture of Columbus-based Nationwide
‘ and Dispatch Printing Company, is :
busy another 100 nights a year with
shows, concerts and other sporting :
' events. In all, Nationwide Realty In-
' vestors President Brian . Ellis expects :
the Arena — on its own — to draw :
nearly 2 million people each year to :
Columbus's downtown. ;
Nationwide Realty Investors is the
| real estate arm of Nationwide, one
1 of the largest diversified financial
‘ services and insurance providers in :
the United States, with $120 billion
in assets and more than 35,000 em-
ployees. Nationwide Realty Investors
is active throughout the United States
with a diverse portfolio of office, re-

ssssssans

CENTER REVIEW

tail, hotels, luxury apartments and
development land. Directly and
through joint ventures, Nationwide
Realty Investors controls more than
$900 million in real estate invest-
ments.

Now, Nationwide is well under-
way with its development of the

Skating To Success

Nationwide Realty Investors” Arena District provides 24/7
buzz for downtown Columbus, Ohio.

sresene ssssssme -

[

high-energy, $500-million Arena Dis-
trict, a spectacular mixed-use urban
development. Features include more
than 600,000-square feet of office
space for downtown, retail, dining,
residences, an urban-scaled cinema
and a novel indoor-outdoor perform-
ance center which can be an intimate
jazz cabaret one night, and a coun-
try concert amphitheater with seat-
inng under the stars, the next. The
Arena District has become the hub
of a burgeoning downtown Colum-
bus, bringing business together with
entertainment and residential; and
integrating older neighborhoods
with the construction of newer
neighborhoods. A few steps away is
the highly successful Columbus Con-
vention Center. Expected soon to ac-
commodate close to 1.5 million visi-
tors per year, the currently expand-
ing center has been ranked among
the 25 Most Active Convention Cen-
ters in North America. As might be
expected, plenty of hotels are close

by.
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| “With its entertainment venues, of- .
fice opportunities, ample parking, traf-
fic, great restaurants and residences, :
the Arena District defines high ener- !
gy, which will complement and fur- :
ther stimulate all the exciting expan- }
sion in downtown Columbus,” says
Ellis. “We have created a demand gen- :
erator. Our office leasing is going ex- !
tremely well and we continue to at- :

tract interest
from highly suc-
cessful local and
national restau-
rants. We are
now focusing
our attention on
attracting the
same high quali-
ty retailers. The
combination of
office, entertain-
ment, restau-
rant, retail and
residents who
savor this con-
venient, urban lifestyle is the formula
for meaningful 24/7 use that all de-
velopers are striving for today.”

FIRST TO SCORE

At face-off time, Nationwide Real-
ty Investors sought strong tenants to
get the Arena District off to a rousing
start-and to keep everyone well fed
along the way. According to Ellis, the
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Arena District has already proved its
salt for the project’s pioneer tenant:
Buca Di Beppo Italian Restaurant.

“Buca Di Beppo opened in May of
1999. 1t is one of the nation’s best-re-
viewed and most successful restaurant
concepts, with many excellent loca-
tions, but the downtown Columbus site
has already claimed the Number 1 rank-
ing. That's impressive and indicates the
strength of this market,” Ellis says.

Other restaurants that have since
launched include: Gordon Biersch
Brewery Restaurant, a German brew
pub and restaurant; O’Shaughnessy’s
Public House, a 299-capacity pub and
casual dining establishment, whose
owners are native to Columbus;
Chipotle Mexican Grill, specializing
in gourmet burritos; Starbucks Café;
Blue Jackets Bistro, featuring casual
bistro dining; and the Black & Blue,
an upscale, French-inspired, open
kitchen dining experience.

Bounded by North High Street to
the east, Neil Avenue to the west,

A e L T R L R L

Kimco Realty Corporation has
$1 Billion ready to invest in 2001.
We are seeking shopping centers that are:

Institutional grade, with long term
leases;

100,000sf or greater;

Well ocated in key growth markets
or regional locations;

Able to be financed to 70% - 75%.
. If you have a property that meets our
criteria, give us a call. We can be creative
in structuring a deal and have the ability
to handle the purchase of portfolio
acquisitions.

To learn more about us, log onto the
* web at www.kimcorealty.com.

For more information contact:

Edward Senenman, Dir of Acquisitions
516-869-7230 edward@kimcorealty com

Georgia Misoulis, Sr. Acquisitions Analyst
516-869-7235 gm@kimcorealty. com

Elaine Hassan, Acquisitions Analyst
516-869-7280 elaine@kimcorealty.com

Vince Giovinco, Acquisitions Analyst
516-869-7264 vince@amcorealty com
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Circle No. 75 On Reader Service Card

Spring Street to the south and railroad
tracks to the north, land uses and at-
tractions rising from The Arena Dis-
trict’s 95 acres include:

s The Nationwide Arena, at 685,000
square feet, home of the NHL Colum-
bus Blue Jackets (opened Fall 2000).
* As much as 1.5 million square feet
of office space. Five buildings com-
prising approximately 600,000 square
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Baltimore 410.727.6773 Boston 617.225.0200 4
Fort Worth 817.222.0500 Los Angeles 714.327.1600 78

. www.c-b.com infoac-b.com

118 » SHOPPING CENTER BUSINESS = MAY 2001

sessessessssessassssessnsenas

feet are already completed, with three
more under construction. The build-
ings have been designed to provide
density to the overall project and range
from four to eight stories, with provi-
sion for high-end, first-level retail. El-
lis expects to do exceptionally well
with business workers, Arena District
residents, as well as sports and enter-
tainment patrons. While develop-
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ments like The Arena District are
meant to enhance and serve the
Columbus metro area, Ellis adds that
it will help attract conventions to an
already busy Convention Center
schedule and even draw a modest
amount of tourism that didn’t exist
before.

“Now, Columbus has become a su-
per Midwest weekend or two- or three-
day getaway, much as Nashville or
Lexington might be,” Ellis says.

* Innovative entertainment venues,
including the eight-screen Arena
Grand Theatre with 1,700 seats (open-
ing August 2001), the PromoWest
Pavilion (opening Fall 2001) and, Are-
na District Television or ADTV, the
giant outdoor video screen unveiled
this past New Year’s Eve.

* Covered and surface parking total-
ing 15,000 spaces, apportioned to best
serve all of the convention, entertain-
ment, lodging and business activities
of The Arena District and surround-
ing downtown, as well as intelligent-
ly accommodate both vehicular and
pedestrian traffic.

¢ Abundant green space, including
tree-lined Nationwide Boulevard, the
Arena District’s pedestrian-friendly
“Main Street.” McFerson Commons,
a 3-acre park named after former Na-
tionwide CEQO Dimon McFerson, fea-
tures the historic Union Station Arch;
and outdoor plazas at the East and
West Arena plazas.

Overall, the festival atmosphere is
solidified by an intelligent architectur-
al and space planning design. The Are-
na District’s early industrial look,
sprinkled with cutting edge design like
the ADTV screen and plenty of open
glass for nighttime lights to serve as a
welcome beacon, integrates well with
its surroundings.

The Arena District’s Master Plan
was developed by Myers Schmalen-
berger of Columbus in collaboration
with Sasaki and Associates of Boston.

MAJOR LEAGUE STATUS; SMALLER TOWN
SMARTS

Columbus takes its place among a
string of comfortably sized, progressive

el h e



but modest Midwestern city successes,
including the likes of Indianapolis, In-
diana, and Nashville, Tennessee.

In some cases, prosperity is served
by government and education, and
Columbus is home to both Ohio's state
government and the sprawling cam-
pus of The Ohio State University.
However, as pointed out in a recent
Wall Street Journal report (February 22,
2001), Columbus is one of those cities
that has found a comfortable, reces-
sion-resistant middle ground “between
new and old economies.” Diversity is
the key, with strong contributions
from financial services, health care, re-
tail, the food industry and wholesale
trade. In fact, manufacturing accounts
for only 11 percent of the city’s em-
ployment.

Like Tennessee, home turf for de-
livery giants FedEx and UPS, Colum-
bus has proved an excellent location,
and is far enough south to capitalize
on the economic potential of shipping
and distribution. Its once-mothballed
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Rickenbacker Air Force Base, 20 miles
southeast of the city, has emerged as
one of the nation’s leading express and
distribution “megaplex-
es.” Renamed Ricken-
backer International Air-
port, the 5,000-acre air-
field is the world’s largest
airport dedicated solely
to cargo.

a e, <

NATIONWIDE ARENA: NOT
THE ONLY GAME IN TOWN

The new NHL fran-
chise, the Columbus Blue
Jackets, does represent a
coming of age and claim,
in Midwestern style, to
major league status, as it
has for cities like Nashville
and Indianapolis, but it is
only one component of
the project’s potent enter-
tainment mix.

Opening this year, the
Arena Grand Theatre, to
be managed by the Drex-
el Theatre Group, with its
multilevel design, balcony
seating and Bistro Club
level; and the PromoWest
Pavilion, an all-weather,
all-season, many-sized
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performance home, are highly antici-
pated by Columbus’s movie, concert
and club-goers.

“Certainly, it's a highly competitive
entertainment marketplace,” Ellis says,
“And it's been demonstrated in other
areas that people will by-pass or hop-
scotch other venues for something as
compelling and exciting as the Arena
District.”

Designed to go “inside or outside,”
24,000-square-foot PromoWest Pavil-
ion, developed by Nationwide Realty
Investors and Columbus-based Pro-
moWest Productions, will accommo-
date from 500 people to 2,500 people

‘indoors. The pavilion's stage can also

be rotated, turning the venue into an
outside stage and amphitheater, hold-
ing up to 4,000 people. Ellis expects
200 events at the PromoWest Pavilion
to draw as many as 250,000 people
each year.

“The Pavilion is perfect to handle
events or performances needing a larg-
er space than what a restaurant or club
would offer, but more intimate than
the Nationwide Arena. All forms of
entertainment in the Arena District
will be able to find their best stage and
setting,” Ellis emphasizes. SCB

— Randall Shearin
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stadium

Austria is to
have a new sta-
dium which promises to
unlike anything they've had

before. Hold on to your seats.

Laernten Arena

It all started with a man and his love of football. There's nothing
unusual about that - the world's full of men who worship the
game. But there's something quite remarkable about this man.
For this is Egon Putzi, a man who so loves football that he took
over his home team, Bad Bleiberg, and
took them from the lowest league in Aus-

with around 90 elements. A collection of sports themed attrac-
tions, the sports entertainment park is set around the stadium
centrepiece. Designed to appeal to a wide range of ages and
interests, the park will feature a Soccer Hall of Fame, a Dragster
Coaster, a Formula One test track and
Sega Gameworks, as well as a host of

tria, to lead the second league in five
years. His aim is to take them up to the
Austrian premier league by spring 2002.

And if that weren't enough, Putzi now
wants to build a stadium for his team,
but not just any stadium. It's taken 18
months for his company, holding and
operations conglomerate, Putzi Beteili-
gungs-und Handelsgesellschaft mbH,

“meﬁMmhwﬁkﬁehﬂpii

vate stadium in Austria. Unlike its

des:gnedtopmdeenleﬂnmmem B
bteverydoyo!lheporwihils -
combmuﬁonofsport.enleﬂuumm

other sports themed attractions.

ENTERTAINMENT 247

Much of the 45 hectare site will be cov-
ered to allow year round entertainment.
“Ninety per cent of the elements are
indoor,” explains Rohrer. “You can't goto
all the trouble of organising an event and
let it get spoiled by the weather.”

working with design company, TREE AG,
to develop a concept Putzi was satisfied
with. But satisfied he is and for good reason - the Kaernten
Arena is unlike anything seen in Europe.

SO MUCH MORE THAN FOOTBALL

Putzi's original idea to build a soccer stadium has grown into a
multi-functional concept where soccer is just one element. “We
realised very early on that it did not make sense to just build a
soccer stadium,” says Harald Rohrer, project manger for the
development, “With the high cost of construction and the
expected loss of about Euro 1 million per year, in line with most
stadiums, we tried to develop a multi-functional concept.”

This concept includes two arenas, holding 45,000 and 30,000
people respectively, a four star hotel with 200 rooms, cofiee
shops, bars, a kindergarten and a sports entertainment park

The developers envisage hosting five
big concerts a year and up to twenty
smaller events. In theory any mix is possible says Rohrer: “We
could have a soccer tournament together with a rock concert
and a motorcar competition lasting three to four days.”

Located close to Villach and Carinthia, 10 minutes from the
ltalian border, the Kaerrten Arena has a catchment area of 22
million people. KPMG analysis shows a potential of 1,75 million
guests a year, The costs to date are in the region Euro 7 million
and the company has already had offers to sell the brand for
Eurc 20 million. “We have tried to develop a completely Euro-
pean concept and design as the majority of our guests will be
from Europe, " says Rohrer.

The concept will be continually updated with new attractions
added every year. The developers say there's nothing like it in
Europe. Here hoping. ]
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Growing pains for hybrid malls

Outdoor portions need work, experts say

By EpMuND MANDER
vbrid malls — part enclosed, part open air —
H\\ ere designed to excite shoppers bored with the
conventional mall, lure them back and keep

them there longer. But developers have had a tough job
getting people to visit the outdoor portions ar all.

"What we're going through is

have
sec-

Not only
the outdoor
tions opened piece-
meal, plagued by
the delayed open-

an education process."
— James L. Czech,
Urban Retail Properties

ing of anchor ten-
ants such as cinemas and restaurants, but shoppers have
been slow to accept the dual concept.

When Mall of Georgia in Buford opened in August 1999,
featuring bath an enclosed mall and an attached ourdoor sec-

tion, the industry heralded it as the first major change to
the mall layout since the 1956 opening of Southdale Cen-
ter, Edina, Minn., the first enclosed shopping center. Mall
of Georgia, 1.4 million square feet on the inside, features a
140,000-square-foor outdoor “village™ containing big-box
retailers, some local and national stores, restaurants and
entertainment, and was developed by Atlanta-based devel-

opers Ben Carter Properties and Scott Hudgens Corp., in g

parmership with Simon Property Group.

Other “inside-outside” malls opened in quick succes-
sion, including Westcor’s Flatlron Crossing, Broom-
field, Colo.; Urban Retail Properties Co.'s Galleria at
Roseville (Calif.) near Sacramento; and Valencia Town
Center, north of Los Angeles.

But, alarmingly for developers, for a while people

See HYBRID MALLS page 76

Balleria at Roseville, one of the first hybrid malls in America.

By DeerA HAZEL

ames C. Kramer, CSM, manager of Colonial Mall,

had a problem. His center in Brunswick, Ga., had
become a hangout for loitering teens and, more
alarmingly, a surrogare baby-sitter for younger children.
“This weekend, we had six little girls between 3 and 9
years old in the mall at 11 p.m. waiting for a ride,” he
said one day in August. “We once had a 9-year-old and
a 13-year-old here at 1 a.m. on a weekend, waiting for a
ride." In both cases, center security and local police

Centers turn to curfews as last resort to cope with teens

made sure the children got home.

For Colonial Properties, owner of the mall, the solu-
tion was to establish a parental escort policy; it was the
second mall in the Colonial portfolio to do so. To shop
in the center on Friday and Saturday evenings, children
under 18 must be accompanied by an adult.

The move was made after other measures taken over
18 months had proved ineffective, Kramer said.

Colonial, based in Birmingham, Ala., is not alone.
Last March, CBL & Associates Properties established a

similar requirement at its Hamilton Place mall in Chat-
tanooga, Tenn., its second project to do so. Yet in estab-
lishing escort policies, center managers are facing an
issue still controversial in the industry: how to deal with
unruly youngsters, who can be a mall nuisance today,

while not alienating potential shoppers of tomorrow.
As a result, parental escort policies, or curfews, remain
relarively rare; the largest mall developers have curfews at
less than a handful of centers, and some have none ar all.
See CURFEWS page 77

Columbus discovers

streetscape concept

By EDMUND MANDER
ormer cornfields in Colum-
Fhus‘ Ohio, are growing their
most lucrative crep yet: a
incarly $2 billion midtown.

Easton, a 1,200-acre develop-
ment in the city’s northeastern
quadrant, will add up to 6 million
square feet of office space — equal
to half of what Columbus already
has in its downtown — plus 1,500
apartments, three hotels and up 1o 4
million square feet of retail.

At its core is Easton Town Cen-
ter, a collection of fashion retailers,

restaurants,
comedy clubs i
and other 3
types of enter-
tainment that
has  boosted
the mnightlife
in Columbus, #
while Easton
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as a whole is doing wonders for the
city’s day life, officials say.

“What we're building essentially
here is a small town," said Marshall
Rose, chairman of The Georgetown

See EASTON page 25

PHOTO CRYSTAL R
Easton Town Center, Columbus,
Ohio, is one of a new breed
of centers that relies on outdoor
streetscapes.

SPECIAL REPORT

ON ASIA STARTS
ON PAGE 45

Arena/retail synergy
sometimes elusive

By Dave BoDAMER
n the movie “Field of ¥

IDreams." a ghostly
voice instructs
Kevin Costner’s charac-
ter, “If you build it, he
will come,” which in-
spires the farmer to
uproat some of his farm-
land and build a baseball
diamond that becomes a
nexus for deceased ball-
players. For some cities,
though, simply planting
a sports arena in the
middle of an urban land-
scape has not had the

same magical effect on retail development.

But a handful of ongoing projects, where development of
retail and other commercial space is planned in conjunction
See STADIUMS page 38

The Sah Diego Padres are teaming

with the city for a stadium project.




Stadiums

from page 1

with sports venues, is showing that it is pos-
sible to use these facilities as centers of eco-
nomic development.

“An arena can't stand on its own and be
an instant draw for other development,” said
John Filipos, managing director of Insignia
ESG, Washington, D.C,, a retail real estate
brokerage firm. “Picking a location that is
synergistic with commercial, retail and office
uses is the key in using a sports faciliry as a
comerstone for other growth.”

& Leasing

Washington’s MCI Center; Nationwide
Arena in Columbus, Ohio; and San Diego's
as-yet-unnamed baseball stadium are all cen-
terpieces of ongoing development projects in
those cities. [n each case, the city has rezoned
the areas around the new facilities and drawn
up cohesive master plans — an approach
that stands in stark contrast with the past
decade, when sporting venues were plunked
down without any long-term scheme for
associated development; in some cities, such
as Buffalo and Phoenix, development along-
side new venues has been minimal.

But that is not the case with Washington’s
MCI Center, which opened in 1999 on a site

Development

bordering F Street and 7th Avenue. The sta-
dium is near the city’s geographic center but is
east of its densest business and commercial
districts. The arena, which was paid for
entirely by Abe Pollin, the owner of Wash-
ington’s NBA and NHL franchises, is in an
area that was the center of commercial activ-
ity until the 1968 riots drove businesses away.

“It took a giant leap of faith by Mr. Pollin
to build the arena downtown,” said Seamnus
Houston, senior director of marketing and
communications for Washington's down-
town Business Improvement District (BID).
The BID has authority over a 110-square-
block area in the sector of the city in
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Scan/US is now integrated with Census 2000 maps and data.

As a retailer, commercial broker, leasing agent or consultant, you can't
afford to trust some fly-by-night company when the stakes are this high.
The market mapping company vou know and trust, with the experience
and knowledge of four censuses under its belt, will help you make
better-informed decisions with affordable software that’s, as always,
ready to use straight out of the box. Don't let it go to your head.
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Scan/US
BasePak
Starts at just
$495

30-day money-back
guarantee

Ask about our
money-saving bundies.

5 out of 5 rating

“For over twenty years, I've depended on Scan/US
data experts to provide me with reliable market data
Jor daily real estate and marketing decisions. And
Scan/U'S' market mapping tools allow me to quickly
explore all dimensions of that data to facilitate this
decision-making process.”

Bob Shechan

Independent Retail Consultant, former Director of

Market Research at The Richard E. Jacobs Group

which the arena was constructed. Houston
estimates there are 35 developments under
way with a cumulative value of $5.5 bil-
lion.

The arena irself fearures a few retail en-
ants, and the owners are discussing opening
up its F Street wall for smeetscape retail
development. Moreover, Western Develop-
ment Corp., Washington D.C,, is building
the $200 million mixed-used Gallery Place
project that will share a plaza with the arena
(SCT, April 2000). Confirmed tenants at
Gallery Place include a Virgin Megastore,
Jillian’s, a 12-screen AMC theater and two
restaurants.

Growth in downtown Washingron has
been helped by rezoning to increase the
amount of housing, and rents in the area
around the arena have gone from about $20
per square foot to more than $70 per square
toot since the arena opened, Filipos said.

Columbus gets an NHL arena

An arena is also the centerpiece for down-
town development in Columbus, Chic.

In 1997 the NHL granted an expansion
franchise to the city to begin play in 2000.
Nationwide Realry Investors, Columbus,
the real estate arm of the Nationwide insur-
ance company, stepped forward soon after
with a plan to finance and build the Arena
District, a $500 million project encompass-
ing a new stadium, 1.5 million square feet of
commercial and office space, 500 apart-
ments and several entertainment venues.
The arena opened last year, and the rest of
the district is under construction.

The arena Eﬂ\)ne \»\'ﬂuld not ha\'e been
enough to make the district vibrant,
explained Brian Ellis, Nationwide Realry
Investors president. Alchough it is expect-
ed to host 175 events a vear and draw
about 2 million people, “We really needed
to do more” to spur other business, he said-

Part of the plan entails other entertain-
ment venues, including an eight-screen
movie theater opening this fall and the Pro-
moWest Pavilion, a live music performance
space that will host 200 events a year. Ellis
estimates that the movie theater and the
Pavilion will bring another million cus-
tomers into downtown Columbus annually.

The first round of retail tenants is a collec-
tion of bars and restaurants, including Buca
Di Beppo, an ltalian restaurant thar opened
in May 1999, which claims this to be its high-
est grossing site in the company's chain.

Columbus' tenants illustrate a common
aspect of sports facility redevelopment
zones: The first wave of retail often comes
in the form of restaurants and bars.

“People want to have a bite to eart atter
work, before the event,” Filipos said
“After the event, they don't just wanr to
jump in their cars and go home.”

San Diego’s ballpark district
On the West Coast, the San Diego
Padres are building a new ballpark down-
town. The Padres, along with the cirv and
the San Diego Redevelopment Agency,
have assembled a “ballpark district” encom-
passing 26 blocks to hold the stadium and
associated development. It will include
200,000 square feet of rerail, 350,000 square
feet of office space and 800 hotel rooms.
See STAD/UMS page 40
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“The city and the Padres basically formed
a parmership to develop the ballpark togeth-
er," said Albert A. Corti, a principal at local-
ly based Corti Gilchrist, which has been
brought in as the project’s retail advisor and
leasing agent. “In order for the city to partic-
ipate, they required the Padres to develop
other commercial uses within the district.”

The team expects the project to be com-
pleted by the 2004 season. The delays, how-
ever, have kept Corti Gilchrist from con-

& Leasing

firming tenants for the rerail portion,
although they've talked with dozens of suit-
ors, Corti said. Los Angeles is poised to join
this list, with the City Council in early Sep-
tember approving a plan to rezone 27 acres
near the Staples Center sports arena as a $1
billion shopping and entertainment district.

Learning from successful projects

In planning new projects, developers have
looked to previous models — both good and
bad. The most common example cited as a
successful integration of sporting facility and
urban setting is Baltimore's Oriocle Park at
Camden Yards, which moved the Orioles
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The San Diego Padres are building an arena
complex that encompasses 26 blocks.

from the city’s northern outskirts to the
tourist-friendly Inner Harbor.

Oriole Park, which was finished in early
1993, coincided with other revitalizarion
activity, including the Harborplace shop-
ping center and the renovation of the
National Aguarium. Since then, other
pieces have been added to the area, includ-
ing a new football stadium, the PowerPlant
retail facility and infrastructure linking
Inner Harbor to Baltimore's Lictle lealy.

“You take the 3 million people coming
for baseball games annually and the 70,000
to 80,000 coming to eight foorball games
and that has to have a positive effect on our
business," said Michael Durham, president
of the Harborplace Merchants Association.

The main difference between Baltimore
and what developers are trying to create
now is that Baltimore's growth was not
part of a long-term scheme or the product
of one development entity; Inner Harbor's
redevelopment occurred before plans for
Camden Yards were approved.

A lack of a cohesive plan or coordinated
group has, in some cases, led to misfires. In
Buffalo, N.Y., for instance, the recently
built Marine Midland Arena has failed to
spur development, Ellis of Nationwide said.

A similar problem has arisen with Bank
One Ballpark, in downtown Phoenix, which
cost $238 million and opened in 1998.
While the stadium generates $167 million
annually, $129 million of that is spent ar the
ballpark, and only $38 million goes to the
surrounding district, according to a study
produced for the Downtown Phoenix Part-
nership by Elliott D. Pollack and Co., a local
economic and real estate consulting firm.
Cases like Phoenix have led some econo-
mists, including Roger Noll, with the Brook-
ings Institute, Washingron, D.C., and author
of a book on the economic impact of stadi-
ums, to argue that sporting facilities do nor
create new revenues for cities. He contends
that such facilities instead shift spendinz
from one part of a city to another.

But handled the right way, stadiums can
generate new wealth, according o Briun
Raabe, an economist from Samford Univer-
sity, Birmingham, Ala., who specializes 1n
stadium and convention center impact. “It’s
not the size of the city, it's not the quality of
the teams, it’s not the novelty of the park
that determine a stadium’s impact. What
tms the project is management skill. Its a
long-term effort and more often than not its
up to the commitment of the people
involved.” K




