MEMORANDUM

DATE: August 14, 2007

TO: City Council Members

FROM: Jennifer Bruno and Karen Halladay, Policy Analysts
RE: Leonardo funding shortfall implications

The Leonardo has indicated that there is a construction funding shortfall in the amount
of $14.1 million. The Administration has outlined various options for filling this funding
shortfall, including usage of the City’s surplus land account as well as issuance of a sales
tax bond, to be paid out of the City’s general fund.

This memo was prepared in advance of detailed paperwork from the Administration.
Complete information from the Administration will be available in Council packets. The
intent of this memo is to provide basic background information and information on
policy implications for the Council so there is as much information available as possible
for consideration of this issue, given the short timeframe.

Council Staff would like to specify that there has not been sufficient time for a complete
financial review of this project. Such a financial review is typically multiple weeks and
generally takes place before an investment of taxpayer funds. Council Members may be
familiar with Salt Lake County Debt Review Committee process. It should be noted that
Salt Lake City does not have a formalized process for review of such requests.

CURRENT LEONARDO STATUS
A. Staff has attached the Leonardo’s responses to questions that staff gathered from
Council Members over the last few weeks.

B. The Leonardo has indicated that their funding shortfall is the result of the following
(this chart was provided to Council staff by Leonardo staff independent of the Administration’s
transmittal):

Economic Changes

Inflation (76% since 2001) $ 7,600,000
‘Higher contingencies (15% yearly) $ 2,000,000
Total Economic Changes $ 9,600,000
Design Intent Changes
Seismic Retrofit (original solution was not feasible) $ 1,500,000
Asbestos Removal (not included in 2001 estimate) $ 400,000
Third Floor Community & Culture Center (revenue generating facility) $ 1,400,000
LEED Silver Certification (not contemplated/required in 2001) $ 1,200,000
Total Design Intent Changes $ 4,500,000
Total Increase Since Original Bond $ 14,100,000




Approximately $1 million of this wi
review). It should be noted that the

C. The following chart shows The Leon
Existing Funding

11 be offset with a grant from FEMA (pending
> grant is not yet secured.

lardo’s existing and possible funding sources:

Existing GO Bond $ 10,000,000
FEMA Grant $ 1,025,328
RDA Grant $ 750,000
Total Existing Funding $ 11,775,328
Possible Funding Sources
Blue Sky Grant $ 125,000
Leonardo Restricted Donation  $ 40,000
Surplus Land Accdunt $ 4,900,000
Sales Tax Bond $ 8,000,000
Total Needed Funding $ 13,065,000
Total $ 24,840,328

ADMINISTRATION RECOMMENDAT
A. The Administration is proposing tha
voter-approved bond to address this

[TON

t the City make a contribution in addition to the
shortfall in the following way:

Sales Tax Bond $8,200,000
Surplus Land Account: $4,900,000
Hansen Planetarium - $1,200,000
Warehouse at the International Center* - $3,700,000
Total Proposed City Contribution $13,100,000
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part of the Public Safety Facilitie
general fund portion of the 10 ye
Obligation bond, which allow th
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Light Rail improvements along North Temple

in FY 2010 (this is likely necessary, but is an example of the further demand
on the CIP rather than a savings to offset new proposed debt service for the

Leonardo).




C. Staff has not had an opportunity to thoroughly review this proposal and assess the
impacts on the overall balancing of the plan.

BACKGROUND INFORMATION
A. CIP related background information - "

1.

For many years the City had a policy goal of dedicating 9% of general fund
revenues to the CIP budget. This was based on a full assessment of the City’s
deferred infrastructure needs.

After a lengthy study involving prioritization and budget constraints in every
department, the City’s consultants recommended a 10 Year Inventory of
Capital Needs, that would be fully funded over the life of the plan, if the City
dedicated a total of 7.95% of total general fund revenue to capital projects
every year of the plan (some years would be shortfall and other years would
be a surplus, but over the life of the plan, funding needs and funding sources
would balance).

The amount recommended in the 10 Year Plan is short of ideal, in that it
attempts to balance the needs for maintenance and replacement of the City’s
assets with the reality of sometimes limited available resources.

Since the plan was adopted, the Administration has not recommended
budgets that meet the 7.95% goal of the plan.

While the Council has supplemented the Administration’s recommended
budgets with additional funds, the Council has also fallen short of the 7.95%
goal since the plan was adopted, meaning projects scheduled to be completed
have had to be delayed.

a. InFY 2007, after additional money was added by the Council, a total
of 7.1% of general fund revenue was dedicated to CIP.

b. InFY 2008, a total of 7% of ongoing general fund revenue is dedicated
to Capital Improvement Projects (this does not include $1.4 million in
one-time money that was added by the Council, which is still $500,000 short
of the amount of money that 7.95% would generate).

Note: The 7.95% “balancing” figure assumes that all of that money will be
spent on projects on the list. Any CIP money spent on projects not on the list,
therefore delays projects that were on the list.

a) InFY 2008, there are 18 project requests that are not on the CIP 10
Year Plan. Of the $5.3 million worth of projects, approximately $1.2
million is recommended for funding.

b) There are also 12 projects (for a total of $7.3 million) that are
scheduled for FY 2008 in the 10 Year Plan but are not recommended
for funding.

The CIP 10 Year Plan does include debt service, and the retirement of both
the City and County building, and the Motor Fuel Excise Tax (MFET) debt
service. When this debt responsibility expires (in FY 2012 & FY 2010
respectively), the plan considers that money as an “addition” to the overall
general fund, of which the 7.95% is calculated. Therefore, the retirement of
the debt services is interrelated with the amount of money needed to make
the 7.95% figure balance over the life of the plan.



3. The following chart shows the date and amount of the various bonds and
their maturity dates:

Bond Debt Service Source Expiration Date Bond Amount Debt Service
Street improvement General Fund February 1, 2009 $g,580,000 $733,000!
projects (Motor Fuel Excise

Tax - MFET)

City & County Building Property Tax/General Fund June 15, 2011 $14,975,000 $2,956,000
(GO tax not seperated)

Baseball Stadium, Fire  General Fund (RDA offset October 1, 2015 $14,767,000 $2,290,000
Stations, Cemetery, approx. $500,000/year)

Wasatch Hollow Park,

Forest Dale, 400 West

Library GO - property tax levy June 15, 2019 $65,965,000  $6,912,000
Zoo/ Aviary GO - property tax levy June 15, 2024 $10,930,000 $881,000
Grant Tower/Trax General Fund (RDA offset 2026 $8,530,000 $663,000
Extension approx. $275,000/ year) )
Fleet Facility (not in the General Fund ($1.5m is general 2028 $25,000,000 $1,500,000
FY 2008 budget) fund portion, Fleet and Refuse

Fuds will also ¢ontribute)

Note: the Leonardo bonds have not yet been released. As such they do not
appear on this chart.

7. Currently, the Leonardo project is not in the 10 Year Plan, so in order to hold
the plan (and the capital projects in it) harmless, any money spent on this
project would have to be above and beyond the 7.95%.

8. The debt service on the Administration’s proposed $8 million sales tax bond
is $610,000.

9. An $8 million general obligation bond would mean a $7.24 property tax
increase on a $300,000 home, or a $43.80 property tax increase on a $1 million
commercial business.

10. Examples of other projects the Council has funded for around $600,000:

9th & 9th Streetscape project ($750,000)

Liberty Park Tennis Courts ($630,000)

Liberty Park Concessjons ($500,000)

Multiple ADA Park Playground projects (average $300,000 each)

Portions of the Jordar] River trail ($300-400,000)

California Avenue street reconstruction ($770,000)

11. Due to the construction market, the Council has recently needed to allocate
additional funds after projects have been bid. The Pioneer Park project is in
need of an additional $300,000 (funds above and beyond the $300,000 would
be needed to include components such as a dog off leash area).

B. Surplus Land Account information

1. The Administration has indicated that the Surplus Land Account could be a
possible source of funds to offset the funding shortfall for the construction of
the Leonardo.

2. There is currently $132,858 available in the account. Of this amount,
approximately $50,000 will be needed (in a forthcoming budget amendment)
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to offset property managements recent activities including appraisals and
other due diligence for potential property acquisitions.

3. The City recently sold the Hansen Planetarium for $1.2 million. It is likely
that this money will be available in the surplus land account after the
property closes, which will likely be sometime in September.

4. The other possible property which could supplement the surplus land
account is the warehouse at the International Center. The Administration
indicates in their paperwork that this would generate $3.7 million.

OPTIONS

A. Administration’s recommendation - Sales Tax bond and draw from surplus land
account.

B. Appropriate $1.6 million from general fund (to be reimbursed by $1 million from
FEMA grant) to conduct seismic work and asbestos removal. Assess construction
and possible phasing of Leonardo project at a later date.

C. Appropriate $1.6 million from general fund (to be reimbursed by $1 million from
FEMA grant) to conduct seismic work and asbestos removal. Issue GO Bonds ($10
million) and construct a “first phase” of the Leonardo project.

D. Agree to place $14 million on the November ballot. The annual impact for property

owners would be as follows:
a. $300,000 residential property - $12.47/year
b. $1 million commercial property - $75.60/ year

MATTERS AT ISSUE/POLICY IMPLICATIONS

A.

Members of the City Council have indicated concern about a number of long-term
costs (both capital and non-capital related) that have been identified over the last few
years - examples: street lighting program, concrete program, police officers and fire
fighters, historic districts and related staffing, energy-efficiency projects, technology
enhancements, other issues identified in Council audits. Any significant amount of
money that is drawn from the general fund would affect the City’s ability to consider
and/or fund these projects.

The Council may wish to consider the further shift of the CIP budget from on-going
project and capital asset maintenance/management to debt service. In FY 2008, the
total amount recommended for the CIP budget was $13.24 million. Of this amount,
just over half, or $6.8 million, is dedicated to debt service (independent of GO debt
service), Another $600,000 would bring this share up to 56%, leaving $6.44 million in
on-going funds for other CIP projects (this does not include the Fleet Facility bond,
which will take another $1.5 million away from “pay as you go” projects to debt
service).

The Council may wish to consider the policy of management and maintenance of
existing city assets vs. development of new ones or consider future necessary
ongoing support when assessing the development of new projects.

The Council may wish to ask the Administration to clarify that the $25 million
construction cost estimate is realistic, given the recent dramatic construction cost
Increases experienced.
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E. The Council may also wish to clarify with the Administration if the money that has
been raised thus far is certain, as it is not immediately clear that there are legally
binding documents. The City has
that Real Salt Lake will be donating| to the Regional Sports Complex.

F. Thg Council may wish to ask the Administration to provide it's assessment of the
Leonardo’s business plan. Council staff has identified the following questions that
may be worthy of future study:

The Leonardo has indicated fjn conversations with staff that they have raised

1.

$10 million for operations/e
of 2003. According to the A

w obtained a letter of credit for the $7.5 million

hibits since the bond was passed in November
ministration’s paperwork the Leonardo has

collected $5.2 million of the total “Pre-Opening Capital Campaign,” which is

$20.7 million (just under 259

of the goal).

The Leonardo has indicated to Council Staff that they have raised

approximately $10 million fc

r operations and exhibits. According to the

Administration’s paperwork, approximately $3.5 million of that has been

spent on ramp up costs, and
pledges (not cash in hand).
The total amount of fundrais

approximately $3.4 million is accounted for in

ing in the first 3 years of operations is $3-5

million (depending on average or conservative revenue/attendance projects)
to have a balanced budget. This is beyond the fundraising describes in

numbers 1 and 2 above.
There is a line item in the rev

enue section of the budget noted as “Public

Funding”. This amount ranges from $200,000 to $500,000 over the first 3
years of operations. The Council may wish to clarify the source of this public
funding, as there are separate line items for “State Funding” and “Federal

Funding.”

The attendance is anticipated to be the following:

“Normal”| Assumption “Conservative” Assumption
Year 1 300,000 225,000
Year 2 180,000 135,000
Year 3 190,000 190,000

The report notes that attenda
Gateway is 96,000. Council S
figure was prior to the muset
The business plan anticipates

nce at the Children’s Museum of Utah/Project
taff has been informed that this attendance
1m’s location at the Gateway.

revenue from students. The Council may wish

to clarify whether there will be a charge for school “field trip” visits, or

whether this revenue relates

to individual students.
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OFFICE OF THE MAYOR
Council Transmittal

9 August 2007

From: Ross C. Anderson Z [ ) ,,7

Mayor
To: City Council
Subj:  The Leonardo

Additional funding is being sought to complete the construction of The Leonardo
on Library Square. We urge the Council to approve funding of $13.23 million, $5.23
million from the City’s Surplus Property Account and $8 million from a new sales tax
bond. Although a sales tax bond would be preferable, another alternative the Council
might consider is a general obligation bond. The City Administration and The Leonardo
request an opportunity to address this urgent and vital funding need with the City
Council.

Background

In November 2003, Salt Lake City voters supported a $10 million bond for The
Leonardo — with the condition that an additional $10 million be raised. The matching
funds - to be used for exhibits - have been raised. City voters, citizens, and corporate
sponsors have enthusiastically supported The Leonardo. However, Utah’s strong
economy has sparked construction cost increases, derailing the ability to begin
construction without additional resources. Also, it appears that initial cost estimates were
too low. In light of past and continued community support for The Leonardo — and due to
The Leonardo’s significant value to the City — we urge the City Council to approve the
necessary additional funding.

The Leonardo is a first-of-its kind art, science, technology, and culture center that
will be a key educational resource supporting broad learning and entertainment
experiences. The Leonardo is strategically located on Library Square, which draws in 3
million visitors annually — second only to Temple Square in yearly visitor traffic. With
the opening of The Leonardo, the entire block will become a major draw for residents and
tourists.

451 SOUTH STATE STREET, ROOM 306, SALT LAKE CITY, UTAH 84111
TELEPHONE: 801-535-7704  FAX: 801-535-6331

www.slcgov.com
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Fund

The projected cost to complete the

$25 million — which includes inflation an
contract bid in May 2008, after the compl]
work can be completed to allow a May 2
August 2007. (Information regarding the

ing Shortfall

> design and construction of The Leonardo is
d contingency funding. The cost assumes a
etion of on-going design work. Such design
08 contract bid, if funding is approved in
$25 million design and construction cost

requirement is attached.)

The Leonardo currently has the following funds secured or reasonably expected.

November 2003 $10 million v
FEMA grant funding for seisn
RDA funding of $750,000

oter-approved bond
nic upgrade of $1.02 million

This leaves a shortfall of $13.23 million to complete the required design and
construction of The Leonardo. The City Council can fund this shortfall through the
following means.

- $5.23 million from the City’s
An $8 million sales tax bond ¢
obligation bond.

Surplus Property Account
1, with voter approval, an $8 million general

Funding Information

November 2003 Bond. This bong
75 days for proceeds to be available.

I may be issued at any time and will take 60 to

FEMA grant. The City has filed the required State Historic Preservation Office
(SHPO) documents with FEMA. The City will continue to provide necessary information
to FEMA. FEMA obligation of funds is expected by mid-September.

RDA funding. The RDA has appfroved $750,000 for The Leonardo. This
approval will have to be extended by the RDA after 12 August.

Surplus Property Account. The City’s Surplus Property Account currently
contains $132,000. On 30 July, the City signed an agreement to sell the Hansen
Planetarium to OC Tanner for $1.2 millign. The proceeds from that sale are expected
within the next 30 days. After November|of this year, the proceeds from the sale of the
City’s warehouse at the International Center - $3.7 million - will be available. (Currently,
the warehouse proceeds are designated for use in support of land acquisition associated
with the public safety facility complex. After the public safety facilities bond election in
November, those warehouse proceeds will be available for distribution to The Leonardo.)
In addition, the City has begun the process of surplusing the Garfield School. It is
anticipated that some time early next year, proceeds from the sale of that property will be
available in the Surplus Property Account. In order to complete design and construction,

2



the City Council could approve $5.23 million from the City’s Surplus Property Account —
as funds become available in that account.

Sales Tax Bond. An attached information sheet prepared under the direction of
the City Treasurer shows the issuance costs and the debt service for an $8 million sales
tax bond. It is estimated that the annual debt service for a sales would be $610,000
annually. The annual debt service on this bond will be covered by general fund revenues
made available from the close-out of debt obligations over the next few years. (See
attached chart labeled “General Fund Commitment to Future Debt Service.) Notably, the
City will cease paying annual debt service of $725,000 on the motor fuel bonds in 2009.

General Obligation Bond. An alternative to a sales tax bond could be a general
obligation bond that would provide The Leonardo $8 million for construction. An
attached information sheet shows the issuance costs and debt service for a general
obligation bond.

We ask the Council to consider a sales tax bond rather than a general obligation
bond. A sales tax bond is certain and allows The Leonardo to proceed with final design
and construction — thus avoiding future increased construction and inflation costs, and
increased interest rates. If you approve a general obligation bond, The Leonardo may
have insufficient time to educate the voters. A community education campaign in support
of a general obligation bond will require the expenditure of funds that could be used for
programs and expenses. Also, a general obligation bond might compromise the success of
the City’s public safety facility bond.

10-year CIP Plan Adjustments

This project — and likely funding relating to the Airport Light Rail Line — are not
in the current 10-year CIP Plan. We propose 10-year Plan revisions as follows.

- A reduction of $550,000 in the City’s transportation CIP plan. Transportation
reductions include: reducing the Citywide Traffic Signal Replacement Project
from $600,000 annually to $300,000 per year beginning in fiscal year 2009;
reducing the Residential Street Lighting Project from $500,000 per year to
$250,000 per year beginning in year 2008.

- A delay of the $3.415 million replacement of Fire Station #3, with a plan date
of fiscal year 2016/2017.

- The Leonardo project would be added to the 10-year CIP Plan effective this
year, if approved by the Council.

- An estimated $3.62 million for Airport Light Rail North Temple
improvements are expected in fiscal year 2009/2010.



Business Plan

Attached is the current business plan (Five Year Strategic Plan) for The Leonardo.
Also attached are responses to Council business plan questions. City Administration and

staff of The Leonardo are available to address Council questions regarding the business
plan.

Value of The Leonardo in relation to other City-funded projects

The Leonardo is an extraordinary project, particularly in light of its educational
and civic features. Attached is a listing of past projects funded by the City Council and
the RDA. For perspective on funding priorities we offer the comparison. We look

forward to working with the Council in developing solutions to the challenges presented
by this remarkable opportunity.

Attachments




The Leonardo

$8 million general obligation bond



$8,120,000
Salt Lake City, Utah

* General Obligation Bonds x-
Series 2008

Sources & Uses

Dated 02/01/2008 | Delivered 02/01/2008

Sources Of Funds :
3 Par Amount of Bonds 3¢- K $5.120,000.00 K |

Total Sources $8,120,000.00

Uses Of Funds

Total Underwriter's Discount (0.600%) 48,720.00
Costs of Issuance 68,068.00
K Deposit to Project Construction Fund Y€ K 000,000.004
Deposit to Project Fund 3,212.00
Total Uses $8,120,000.00

FOR DISCUSSION PURPOSES ONLY
File | Leonardo_Project.SF | SLC GO $8M project Series | 8/ 6/2007 | 3:35 PM

Wells Fargo Brokerage Services, LLC

Public Finance




$8,120,000
Salt Lake City, Utah
General Obligation Bonds

Series 2008 Cpprovimats

Net Debt Service Schedule \[/
Date Principal Coupon )K* interest Total P+l Net New D/S
06/30/2008 485,000.00 3.740% 112,580.00 587,580.00 597,580.00
06/30/2009 275,000.00 3.790% 318,601.00 594,601.00 594,601.00
06/30/2010 285,000.00 3.830% 308,178.50 594,178.50 594,178.50
06/30/2011 295,000.00 3.860% 298,263.00 503,263.00 593,263.00
06/30/2012 310,000.00 3.890% 286,876.00 596,876.00 596,876.00
06/30/2013 320,000.00 3.930% 274,817.00 594,817.00 594,817.00
06/30/2014 335,000.00 3.960% 262,241.00 597,241.00 597,241.00
06/30/2015 345,000.00 4.000% 248,975.00 583,975.00 593,975.00
06/30/2016 360,000.00 4.040% 235,175.00 5985,175.00 595,175.00
06/30/2017 375,000.00 4.090% 220,631.00 595,631.00 595,631.00
06/30/2018 390,000.00 4.150% 205,293.50 595,293.50 595,293.50
06/30/2019 405,000.00 4.190% 189,108.50 594,108.50 594,108.50
06/30/2020 425,000.00 4.230% 172,139.00 597,138.00 597,139.00
06/30/2021 440,000.00 4.270% 154,161.50 594,161.50 594,161.50
06/30/2022 460,000.00 4.300% 135,373.50 595,373.50 595,373.50
06/30/2023 480,000.00 4.360% 115,593.50 595,503.50 595,693.50
06/30/2024 500,000.00 4.390% 94,665.50 594,665.50 594,665.50
06/30/2025 520,000.00 4.420% 72,715.50 592,715.50 502,715.50
06/30/2026 545,000.00 4.450% 49,731.50 594,731.50 594,731.50
06/30/2027 570,000.00 4.470% 25,479.00 595,479.00 505,479.00
Total $8,120,000.00 - $3,782,598.50 $11,902,598.50 $11,902,598.50 %

*WWWMW:#f?S}OOO
%*BM%WWMWX@%@&W
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FOR DISCUSSION PURPOSES ONLY
File | Leonardo_Project.8F | SLC GO $8M project Series | 8/6/2007 | 3:35 PM

Wells Fargo Brokerage Services, LLC

Public Finance
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SALT LAKE CITY, SALT LAKE COUNTY, UTAH
SPECIAL BOND ELECTION
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Acting City Recorder, Salt Lake City

CITY PROPOSITION NUMBER 2
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Leonardo Ballot Proposition



Sait Lake City, Utah
Estimated Impact of Annual Debt Service
for $8 Million Project - 20-year Amortization

Taxable Value (b) Taxable Value (b) Taxable Value (b) Taxable Value (b)
Annual D/S Estimated for Home of Estimated for Home of Estimated for Home of Estimated for Home of Estimated
Date Payment Tax Levy (a) $200,000 Annual Tax $300,000 Annual Tax $400,000 Annual Tax $500,000 Annual Tax
2007 0 0.0000000 110,000 0.00 165,000 0.00 220,000 0.00 275,000 0.00
2008 597,580 0.0000440 110,000 4.84 165,000 7.26 220,000 9.68 275,000 12.10
2009 594,601 0.0000438 110,000 4.82 165,000 7.23 220,000 9.64 275,000 12.05
2010 594,179 0.0000438 110,000 4.82 165,000 7.23 220,000 9.64 275,000 12.05
2011 593,263 0.0000437 110,000 4.81 165,000 7.21 220,000 9.61 275,000 12.02
2012 596,876 0.0000440 110,000 4.84 165,000 7.26 220,000 9.68 275,000 12.10
2013 594,817 0.0000438 110,000 4.82 165,000 7.23 220,000 9.64 275,000 12.05
2014 597,241 0.0000440 110,000 4.84 165,000 7.26 220,000 9.68 275,000 12.10
2015 593,975 0.0000438 110,000 4.82 165,000 7.23 220,000 9.64 275,000 12.05
2016 595,175 0.0000439 110,000 4.83 165,000 7.24 220,000 9.66 275,000 12.07
2017 595,631 0.0000439 110,000 4.83 165,000 7.24 220,000 9.66 275,000 12.07
2018 595,294 0.0000439 110,000 4.83 165,000 7.24 220,000 9.66 275,000 12.07
2019 594,109 0.0000438 110,000 4.82 165,000 7.23 220,000 9.64 275,000 12.05
2020 597,139 0.0000440 110,000 4.84 165,000 7.26 220,000 9.68 275,000 12.10
2021 594,162 0.0000438 110,000 4.82 165,000 7.23 220,000 9.64 275,000 12.05
2022 595,374 0.0000439 110,000 4.83 165,000 7.24 220,000 9.66 275,000 12.07
2023 595,594 0.0000439 110,000 4.83 165,000 7.24 220,000 9.66 275,000 12.07
2024 594,666 0.0000438 110,000 4.82 165,000 7.23 220,000 9.64 275,000 12.05
2025 592,716 0.0000437 110,000 4.81 165,000 7.21 220.000 9.61 275,000 12.02
2026 594,732 0.0000438 110,000 4.82 165,000 7.23 220,000 9.64 275,000 12.05
2027 595,479 0.0000439 110,000 4.83 165,000 7.24 220,000 9.66 275,000 12.07

(a) Taxable Value provided by Salt Lake City. This amount is net

of Redevelopment Agency Value.

Estimated Base Tax amount for 2007 equals

(b} Alf residential homes receive a 45% exemption

FOR DISCUSSION PURPOSES ONLY

$13,568,105,280 (Includes 2% growth over the 2006 figure of $13,302.064,000)

Wells Fargo Brokerage Services, LLC

Public Finance

File = impact $14 Million 20 yrs

8/6/2007 16:17
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The Leonardo

$8 million sales tax bond



$8,125,000

Salt Lake City, Utah
%’ Sales Tax Revenue Bonds %
Series 2008

Sources & Uses

Dated 02/01/2008 | Delivered 02/01/2008

Sources Of Funds

* Par Amount of Bonds € J  $8,125,000.00 *
Total Sources $8,125,000.00
Uses Of Funds
Total Underwriter's Discount (0.600% 48,750.00
Costs of Issuance 73,575.00

k- Deposit to Project Construction Fund K %  8,000,000.00 Y&
Rounding Amount ) 2.675.00
Total Uses $8,125,000.00

FOR DISCUSSION PURPOSES ONLY
File | Leonardo_Project.SF | SLC Sales Tax $8M project | 8/ 6/2007 | 3:35 PM

Wells Fargo Brokerage Services, LLC

Public Finance




$8,125,000
Salt Lake City, Utah

Sales Tax Revenue Bonds QPMMM,

Series 2008 Qrvnsnl. defit gerrunz
Net Debt Service Schedule \L

Date Principal Coupon * * interest Total P+l Net New D/S
06/30/2008 - - - - R
06/30/2009 215,000.00 3.740% 394,962.58 609,962.58 609,962.58
06/30/2010 280,000.00 3.790% 328,638.50 608,638.50 608,638.50
06/30/2011 295,000.00 3.830% 317,683.25 612,683.25 612,683.25
06/30/2012 305,000.00 3.860% 306,147.50 611,147.50 611,147.50
06/30/2013 315,000.00 3.890% 294,134.25 609,134.25 609,134.25
06/30/2014 330,000.00 3.850% 281,490.00 611.490.00 611,490.00
06/30/2015 340,000.00 3.980% 268,206.50 608,206.50 608,206.50
06/30/2016 355,000.00 4.020% 254,305.00 609,305.00 609,305.00
06/30/2017 370,000.00 4.060% 239,658.50 609,658.50 609,658.50
06/30/2018 385,000.00 4.110% 224,235.75 609,235.75 609,235.75
06/30/2019 405,000.00 4.170% 207,879.75 612,879.75 612,879.75
06/30/2020 420,000.00 4.240% 190,531.50 610,531.50 610,531.50
06/30/2021 440,000.00 4.280% 172,211.50 612,211.50 612,211.50
06/30/2022 460,000.00 4.320% 152,859.50 612,858.50 612,859.50
06/30/2023 480,000.00 4.350% 132,483.50 612,483.50 612,483.50
06/30/2024 500,000.00 4.410% 111,018.50 611,018.50 611,018.50
06/30/2025 520,000.00 4.440% 88,449.50 608,449.50 608,449.50
06/30/2026 545,000.00 4.470% 64,724.75 609,724.75 609,724.75
06/30/2027 570,000.00 4.500% 39,719.00 609,719.00 609,719.00
06/30/2028 585,000.00 4.520% 13,447.00 608,447.00 608,447.00

Total $8,125,000.00 - $4,082,786.33 $12,207,786.33 $12,207,786.33 *‘

¥ Qpprovimets amennge ammuat dett pernies. = §610,000.
*¥ Baged o ument intrrget pate Lraniisromant WTZW

FOR DISCUSSION PURPOSES ONLY
File | Leonardo_Project. SF | SLC Sales Tax $8M project | 8/ 6/2007 | 3:35 PM

Wells Fargo Brokerage Services, LLC

Public Finance







The Leonardo

Comparison of City & RDA funded projects



MUNICIPAL BUILDING AUTHC

Series 1990A
Steiner Aquatic Center

Series 1993A

Baseball Stadium (RDA pays $17.96 million P&I)
Third Circuit Court Parking

Fire Station #13

Fire Station #6

Fire Station #1
Cemetery Irrigation
Wasatch Hollow Park
Forest Dale Clubhouse
400 West Street
California Avenue

Series 1999A
Plaza 349

Series 1999B

Ice Arena (roa pays all debt|
Fire Training

service to 10/1/2015)

Parks Block Project (RDA pays all debt service)

Series 2001
Justice Court
Pioneer Precinct

MOTOR FUEL EXCISE TAX BONDS (MFET)

Series 1993
Class C Road Projects

Series 1999

Class C Road Projects Final maturity 2/1/2009)

NAWORD\Bonding List.doc

) 3

DRITY (LEASE REVENUE BONDS)

$ 1,825,000

$12,928, 000
366,000
850,000
310,000

2,670,000
1,008,000
239,000
1,200,000
500,000
800,000

S 6,767,000

$15,000,000
900,000
4,000,000

$ 5,825,000
4,371,000

$ 6,831,000

$ 4,566,000



GENERAL OBLIGATION BONDS

Series 1986

City/County Building Restoration
(No property tax levy. Final maturity 6/15/2011)

Series 1999
Library

Series 2002
Library

Series 2004 (Nov. 2003 voter approved)
Hogle Zoo
Tracy Aviary

$34,500,000

$81,000,000

$ 3,000,000

$10,200,000
1,100,000

Series Not Yet Issued (Nov. 2003 voter approved)

Sports Complex
The Leonardo
Open Space
SALES TAX REVENUE BONDS

Series 2007

Grant Tower (roa pays debt service on $3.1 million)

TRAX Extension

Redevelopment Projects

1993
Block 57

(Main to State & 200 S. to 300 S.)

Parking Structure
Block 56

(State to 200 E. & 200 S. to 300 S.)

Parking Structure

1994
BRlock 57

(Main to State & 200 8. to 300 S.)

Gallivan Plaza
Rose Wagner Phase 1 &2

2001
500 W. Park Blocks

NAWORD\Bonding List.doc

$15,300,000
10,200,000
5,400,000

$ 5,600,000
2,810,000

$24,215,052

$ 4,701,053

$11,929,353

$ 1,150,000

$18,700,000



.

2006
Sugar House Monument S 375,000
300 S. Medians $ 1,500,000
2008
100 Public Parking Spages $ 6,000,000

NAWORD\Bonding List.doc




The Leonardo

$25 million design and construction costs



08 August 2007

THE LEONARDO Job # 652301

FUNDING, SCOPE OF WORK AND SCHEDULE,

See attached PRIORITIZED WORK spreadsheet

|
SCOPE OF WORK: includes asbestos removal, seismic upgrade, LEED Silver certification,
development of floors 1, 2 and 3 and minjmal works for storage areas and offices in

basement level 1 and no work in sub basrment. This is the BOD (Basis of Design) Program

BUDGET: $25 MM

developed 4-9-07 that includes additive alternates for the third floor catering kitchen and
classrooms, auditorium renovation, café seating area finishes, and blue sky solar panel
allowance. The work renovates the buildi;g with new HVAC equipment, New Electrical
components including lighting, new interior finishes, code required upgrades for ADA,
fire, electrical and occupancy, and meetsrthe intent of the 2002 bond resolution

Schedule: Upon budget finalization the scope of work the schedule will proceed as
follows: ‘

|
|
¢ Program ( scope of work ) redefinition based upon realized funding: 2 weeks

e Design contract and team remobilization , schematic, design development,
construction documents: 8 months +/-

» Bid package #1 - asbestos & seismic construction design and construction
accomplished during design period.

¢ Advertise, bid, negotiate and award: 2 to 3 months

+ Bid package #2 - general construction work: 7 - 12 months +/- based on funding

e Close out: 1 month

» Approximate total of 23 months design and construction

» Leonardo exhibit installation: 3-4 Tnonths




PROJECT-ESTIMATE - - CONSTRUCTION CONTROL.CORPORATION . . 81812007
PROJECT NAME..... ........THE LEONARDO
LOCATION............oee SALT LAKE CITY. UT
ARCHITECT ............ ...EWING COLE
STAGE OF DESIGN......... PROGRAMMING
BOD PROGRAM

DESCR!

4-8-07 CHANGES

TOTAL PROJECT COSTS

INTERIOR REMODEL $ 12,110,992
ENTRY ADDITION $ 360,461
LEED $ 301,900
SHPO ALLOWANCE $ 150,000
TOTAL CONSTRUCTION COST $ 12,923,352
INFLATION TO FALL 07* 8% $ 1,033,868
INFLATION FALL 07' TO MAY 08' 9.5% $ 1,227,718
TOTAL CONSTRUCTION COST 15,184,939
PROJECT PROGRAMMING EXPENSES 7/2005 THRU 7/2007 $ 350,000
Demolition Permit $ 2,165
Plan Check Fees $ 44,759
Building Permit $ 68,861
1% State Permit Fee $ 689
impact Fees $ 100,000
Geotechnical/ Soils Study $ 30,000
Environmental Studies/Remediation $ 10,000
City Engineering Mngmt Fee 1.5% $ 227,774
Project Delivery System $ 340,000
Architectural design fees $ 1,366,645
Architectural Reimbursables $ 75,000
Enhanced Commissioning $ 100,000
Accelerate Hazmat & Demo $ 7,000
Owner's Construction Contingency 15% $ 1,518,494
Special Inspections & Testing 75% $ 113,887
Art- NIC 1% $ 151,849
TOTAL PROJECT COST- 3-05-07 $ 19,692,062
ALTERNATE #1 CATERING OPTION AT THIRD FLOOR (Changes Building Occupancy $ 1,534,778
ALTERNATE #2 THIRDFLOOR CLASSROOMS $ 2,500,314
ALTERNATE #3 AUDITORIUM RENOVATION $ 737,354
ALTERNATE #4 CAFE SEATING AREA FIT OU” $ 347,986
ALTERNATE #5 BLUE SKY SOLAR PANELS W/ PARTIAL RMP GRANT $ 200,000
TOTAL PROJECT COST $ 24,812,493

** ASBESTOS ABATEMENT NUMBER IS SUPPLIED BY CITY & SUPPLIED HERE FOR INFORMATION ONLY*
**ESCALATION IS ESTIMATED UNTIL MAY OF 08' ESCALATION BEYOND MAY OF 08' NEEDS TO BE CALCULATATEL
AT A RATE OF 1.5% PER MONTH*

Page 1




The Leonardo

Project Status & Value



THE PROJECT

“We cannot expect Utah to beaﬁmrmmer in science and tedmology if we do not adequately irmest in an
tnfrastructure that cultiates its importance at the fundamental level. With the laundb of The Leonarda, Salt Lake

will be setting the standard for saence centers worle

“The Leonardo is a project whase tirre has cone. For
Salt Lake bas alwunys ladked a really ‘public’ square,

The Leonardo will be a key educational re
and a healthy job pipeline.
This new world-class facility will help drive

public building.

THE SQUARE

“The City Library already draus ower three millio

The Leonardo is a furst-of-its kind art, culy
the cultural life of downtown, engaging vis

The Leonardo has proven itself a supporti
campaign, completing the match, and deve

hade”
--Dv. Dinesh Patel, Managing Director, 5 pn'ng} Caprtal

1ll the beauty and attraction of ather dountoun sies, [ beliew that
a ‘commons ' 1f you like. The Leonardo offers just the kind of

wistitution and prograns that will dvaw onr dierse population together.”

--Bishap Carohn Tanner Irsh, E piscopal Diocese of Utah

ure and science center that will add immeasurably to
itors from across the city, state— and beyond.

source that will support broad learning experiences

economic growth downtown.
ve partner with the city, spearheading the bond
loping compelling programming to enliven an historic

m assitors a year. With the opering of The L eonardo, the entire

blode will becorre a major draw for residents and tourists alike The L eonardo’s commutment to creating a world-

dass faclity will build both economc and ailtural
Lake for many years to cone.”

ptrmgtb in the area, and serwe as an asset to dowrntoun Salt
--Lane Beattie, Salt Lake Chamber of e

Library Square draws in 3 million visitors annually and is second only to Temple Square n yearly

visitor traffic. With the opening of The Leonardo and the completion of the square, the entire

block will become a major draw for reside

THE PROMISE

“In ordler for the wsion of Library Square to be fully
Wath its inmoutive, multidisaplinary mission, The Le
--Nancy Tes:

world-dass status.”

Library Square 1s positioned to become a 1
by encouraging respectful dialog, personal

The Leonardo is the best use of the old pu
o Salt Lake City voters have declared

by choosing to invest to transform

o The Leonardo enhances the educa

o Tremendous investments have alre
both the private and public sectors:

$10 mullion voter-endorsed
$10 million match, dedicate
$1 million FEMA grant for
$750,000 pledged by the R
Architectural and exhibit p

nts and tourists.
rew civic center. The Leonardo will be an ideal anchor
engagement and shared knowledge.

valized, the right tenart must inhabit the old library building,
conardo is the ideal comparion, and will belp the square reach
mun, Former Director, Salt Lake City Public Library System

blic library:

their preference for reuse of the old library building
the structure into a home for The Leonardo.

tional and civic mission of the new library.

ady been made in the building and programming by

bond
d to supporting exhibits and programs
seismic upgrades

DA

rogramming near completion.




WHY NOW?

Timeline: Last spring, architects presented several options for the seismic upgrades. The City,
the Council and The Leonardo selected a “north seismic solution” that carried an additional
price tag. The Leonardo took the initiative to conduct a short-term campaign to test community
mnterest in funding the project. No funder came forward within the timeframe, so the architects
were charged with coming up with a less expensive seismic solution, as well as the remaining
architectural program. This process, which involved several revisions and continued fundraising
efforts, continued until earlier this month. At one point, The Leonardo had secured a firm
commitment for a donation that would cover additional building costs. Unfortunately, the donor
backed out at the very last minute.

FEMA: The Leonardo and the City worked together to secure a $1 million grant from FEMA to
cover most of the seismic retrofitting. FEMA obligation of funding is expected mn mid-
September.

Momentum: Without a solution to the building, The Leonardo cannot move forward with
fundraising. Private donors, and corporate donors especially, need resolution on this subject
before they are willing to commit additional funds.

Intflation: Construction costs will only continue to rise, leaving the city with a building that needs
seismic, life-safety, and system upgrades with no funding mechanism to address the costs.



The Leonardo

City Council Business Plan Questions & Responses



. A

Cash Flow: What is The Leonardo’s present financial condition? Does the Leonardo
have the capacity to cover its present #nd future operational expenses? The building
furniture/fixtures, exhibit design/fabrication?

The Leonardo has the capacity to conlmue operations at an adjusted rate provided $500
K is raised in FY 0708. ‘

What is the Leonardo's business plan?,
How much will admittance be?

What revenue does it project? # of visitors?

We have put forth scenarios based on bo
See strategic/business plan document for

th average and conservative industry standards.
details.

Is the plan sound? Has it been reviewed by third parties? Is the business plan part
of its strategic plan? Past, present and future?

The plan is the second iteration developed with the help of a special outside group of
business advisors. (See names attached).|The plan includes an above-average earned
income component that leverages the unigueness of both the space and location. The
Leonardo included these components to reduce our reliance on ongoing fundraising, and
support the long-term viability of the project

Didn’t the Leonardo commit to raising the remaining Building/Exhibits AND
Operating funds when the public voted FOR the original $10 million bond?

The commitment made in connection with
million toward building renovations, The
exhibits and programs. Release of the bo
delivering on its promise—which it did o

The Leonardo made additional efforts to

1 the bond was that if voters committed 810
Leonardo would raise $10 million toward its
nd monies was contingent on The Leonardo
ver a year and a half ago

help “close the gap” between the 310 million

bond and the rising costs of renovating the building—which grew to include additional
seismic, asbestos, LEED certification, etc.

In spring 2006, the city, The Leonardo, the council, and community leaders
overwhelmingly supported moving forward with a seismic solution (the” north seismic

2

solution”) that carried with it additional

The Leonardo took the lead on a short-te
opportunity and related funding for the s

COSLS.

'm campaign to identify a possible naming
olution. In addition, The Leonardo worked




closely with the city to secure about $2 million in additional funds toward the building
(RDA funds, FEMA, Blue Sky). We also came close to securing a substantial private
donation that would have completely addressed the issue.

After many months of attempting to fill the building budget gap with grants and private
donations, The Leonardo and the administration have determined that it is time to
explore other options. The urgency lies in the dramatic cost escalations, the need to
regain fundraising momentum, and a pending deadline from FEMA, which requires we
make a decision regarding building scope by mid-September.

How much of the $10 million match has not been spent?
Following is a breakout of the funds that have NOT been spent:
The Leonardo’s Current Assets $2.1 M

(includes $261 K receivable from the City, checking,
investments and account receivables)

Guarantees 33.4 M
Portion of USC current assets 804 M
Balance to be received from DOE 802 M
TOTAL FUNDS NOT SPENT $6.1 M

As of June 30" 2007, The Leonardo has spent $3.5 million on ramp up costs, and exhibits
and programs. CDA and USC have spent $400,000 on exhibit development and pilots.

How solid are The Leonardo funding commitments?

The funding commitments made to The Leonardo, including those that are part of the

match, have proven to be very solid. The pledge collection rate to date is near 100
percent,

Of course, every nonprofit faces a certain percentage of risk when it comes to funding
commitments. Our track record of collecting pledges is good. We also build high
contingencies into all cost estimates to account for the risk.



ATTACHMENT

Business Plan Advisory Group

Gyroscope

Jim Gist, Control4

Michael Keene, Westminster College
Peter Klinge, OneAccord

Bob Springmeyer, Bonneville Ventures
Jeff Unruh, Alerion
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Dear Leonatdo Board Members
The Leonardo is approaching a new and exciting phase in its development.

Since Salt Lake City issued the RFP for reuse of the old main library building, The Leonardo team

has accomplished so much—from the public bond, to achieving broad-based support from both the
private and public sectors.

The Leonardo is now in the final design stage of the exhibit planning process. We have assembled
an amazing staff, are refining relationships with our founding organizations, and forging new bonds
with other content providers. The Founding partners are evolving in their ramp-up capacity and
working steadily toward exhibit design and content deadlines.

Following is a Five-Year Strategic Plan that outlines the process of how The Leonardo can move
from where we are now to opening, and beyond. The plan frames our vision, and provides a
roadmap to the successful implementation of The Leonardo.

A vital part of continuing to successfully develop and execute this vision is our identity—our shared
commitment to who we are, what we do, and how we are different. This strong, consistent identity
will inform every aspect of The Leonardo, from out business and personnel policies, to the content
partners and corporate sponsors we choose, to what and how we communicate with our audiences.

As we discussed at the last Board meeting, our project is not without significant challenges. We need
to accomplish the following in a very timely manner to show momentum and succeed in our goals.

o Get the basic building program and budget in line and communicate to the community that the
building is underway.

o Achieve considerable fundraising success in both the short and long term as we complete the
capital campaign, including support for continued ramp-up. As soon as possible we need to find
financial support for the significant building add-in alternatives like the auditorium and third
floor which influence our ability to achieve earned income goals.

o Finalize founding partner relationships through various avenues including merge, affiliation
agreements, and the lease. Announce significant affiliate partner relationships to the community
in September.

This Strategic Plan captures the story of a project that has evolved into a truly unique endeavor,
which now has the opportunity to change our community, and transform visitors with our “New
Ways of Seeing” approach.

[ look forward to strategically working together to move The Leonardo from an internal vision to a
public one that increases community awareness, buy-in, and involvement.

Thank you for your diligent efforts and support.
Best,

Mary Tull




THE LEONARDO PROJECT

The impetus for The Leonardo Project
Library on Library Square. Having identifi
left with the question of what to do with
south west corner of Library Square, 209
2001 Salt Lake City began soliciting from
use of the Building. The RFP, following
discussions and numerous Council dec
majority of the building” for displays,
activities. Preference was to be given to

was the construction of the new Salt Lake City

ed the need for a modern new facility, the City was

the existing main library building situated on the

Fast 500 South, (the “Building”). Consequently, in

the community at large, via REP, proposals for re-
on extensive City Council and committee meeting

isions, stipulated continued public use “for the

classes, exhibitions, performances, and related
rganizations with a “strong public purpose,” and

monetary incentives by way of nominal Building lease-back costs wete to be extended to
not-for-profit organizations. Beside the public-use mandate, the City also requited that the
re-use of the building should clearly provide an enhancement to Library Square and become
a complement to the new Public Library.

Many organizations responded to the City’s tequest, but it was determined by City officials -
that bringing together the Utah Science Center (“USC”), the Center for Documentary Atts
(“CDA”), and Youth City Artways (“YCA™) could best meet the broad public-use mandate
that had been envisioned for the Building. In January, 2002, the Arsicles of Incorporation were
executed and the Library Square Foundation for Art, Culture and Science (“The Leonardo™)
was legally incorporated as a 501(c.)(3)), not-for-profit, foundation. Its By-Laws were
adopted and ratified in July of 2002. The yrticles of Incorporation wete structured to include the
three “founding Partners,” USC, CDA and YCA, but also require representation from the
Salt Lake City Library, and the Salt Lake City community at large.

On October 7, 2003, the Salt Lake City|Council adopted a resolution calling for a special
bond election in November of 2003 for the sale of General Obligation Bonds, $10.2 million
of which was to be allocated for the refurbishment of the Building for use by The Leonardo.
The Bond issue for The Leonardo, Proposition Number 2, was approved by the voters “for the
purpose of renovating, improving and preserving the old main library building. . .
[and] to establish a science, culture and art education center currently know as The
Leonardo...” r

MISSION OF THE LEONARDO

The Leonardo at Library Square celebrat
Renaissance master Leonardo da Vinci af
Leonardo 1s committed to exploting and
ways to enrich our lives, expand oy
opportunities, and enhance our communi|

es the spitit of wonder and humanity that guided
1d inspites our own exploration of the world. The
connecting Art, Culture, and Science in imaginative
it consciousness, provide high quality learning

ty.
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As a “next-generation museum,” The Leonardo’s cote objectives ate to expand creativity
and enrich the intellectual life of our community in the broadest sense of that term. It 1s a
gathering/connecting place for the diverse components of this community to meet, to
discuss, and to understand one another. The Leonardo provides a public forum for
exploring, learning and creating activities in the areas of science, technology, culture and the
arts. Its namesake, Leonardo da Vinci, personified the ideals of creative thinking, innovative
perceptions, and the inter-relationship of the arts and sciences that permeate all facets of the
operation.

The Leonardo is committed to a “triple bottom line,” i.e., its operation must be financially
sustainable, socially responsible, and environmentally sound. In all its operations and affairs
The Leonardo stands for socially responsible, ethically sensitive behavior towards others;
concern and active support of the environment; as well as business operations and practices
which ensure the long-term viability of the institution.

The multidisciplinary mission of The Leonardo requires it to promote and support relevant
activities of its partners, affiliates, sponsors and community organizations insofar as they too
contribute to The Leonardo’s core objectives in serving the public. The Leonardo also seeks
to complement the programs and activities of the Salt Lake City Public Library, and to
enhance Library Square and Downtown Salt Lake City.

OUR FIVE-YEAR STRATEGIC OBJECTIVES

Over the course of the past few years we have identified several key principles that are
necessary to “birthing” The Leonardo, supporting the institution’s mission, and to making it
a wholly unique experience for out visitors. These principles are incorporated in and drive
the Strategic Plan. ‘They ate:

Financial and Operational Sustainability

The Leonardo is keenly aware of its responsibility to fulfill the mandate given it by the City
and voters. We are accountable to the community for efficient use of the resources that
have been entrusted to us. Inherent in that stewardship is the onus of making The
Leonardo, independent, financially viable and long-lived.

Given the scope of our mission and in view of the many and unpredictable factors affecting
community support of the Project, a ctitical objective of our business planning has been to
build into the operation as many facets of financial sustainability and independence as
possible. Also informing our planning has been the relatively high degree of uncertainty
which attaches to market demand for The Leonardo’s product. We recognize that The
Leonardo will of necessity compete in the consumet’s mind with an almost infinite number
of alternative “entertainment” options. Consequently, besides aggressively developing an
exciting Leonardo product, we have taken steps to reduce our reliance on base admissions,
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that is, to diversify the risk components of the Project by emphasizing the potential of

earned tevenues.

Establish The Leonardo Brand

The Leonardo is a new model, something that has not been created before. It is crucial to

create the brand, and begin to communic
time, The Leonardo’s objective is to bec
high quality, in-depth programming that
great place to hang out.”

ate it to stakeholders and the general public. Over
bme a trusted brand, which people associate with
you cannot get anywhere clse, as well as with “a

Open The Leonardo on Time with Operations and Programs in Place
Exhibit planning and design is well under way for opening; and it is a crucial strategic
objective for us to open on or about da Vinci’s birthday in April 2009, with a full program

and staffing in place.

Achieve Attendance Projections
The Leonardo will only be as successful

as its visitors make it. It is our objective to make

The Leonardo a community gathering place, where patrons feel welcome to come together, |
to discuss issues, to exchange ideas and view-points, to understand differences, pethaps to
resolve conflict, and, in a more general sense, it will be an exciting and stimulating place just
to be. Our objective is to serve the needs of visitors from all the diverse sub-sectors of this

community. Areas of the Building and

programming have been designed to further the

objective of The Leonardo as a community gathering place. Attendance projections ate

based on local community touchstones,
national comparables, and industry provid

Establish a Partnership Model

Le., similar “museum-like” products in our area,
ed statistical norms.

The multidisciplinary natute of The Legnardo and its role in the community imply that

programming contributions will necessatil

y come from a wide array of partners and affiliates.

Thus, the operating / organizational format of The Leonardo, as well as the design of the
Building have been generated with a view to flexibility. ‘This adaptability of both our

organization and our physical facilities will enable us to funnel in a vatiety of progtamming |

and exhibits from founding partners, partners who in the future may join The Leonardo and
have Board representation, programming pattners, affiliates, sponsor institutions and
contributors of many differing hues.

Offer a Variety of Experience
Our audience research to date cleatly indicates that in order to drive market demand, to keep
out visitors coming back, it will be critical to provide frequent changes in programming and
exhibits. This necessatily increases operating expenses. The obvious management objective
will be to balance the need for freshness, timeliness and change in The Leonardo experience
with the demands of economic sustainability.




Achieve Patron Participation

A key objective of The Leonardo is to involve its visitors in as many aspects of the
experience as possible.  This has led to the creation of Workshop and Studio spaces
configured and staffed to enable visitors to participate in learning, creating and sharing
activities. This will be very different from a more traditional, static museum experience in
which visitors essentially walk-through and view a standing collection. The Leonardo will

draw on the backgrounds and creativity of its visitors to make contributions to the intuition’s
milieu.

PROJECT IMPERATIVES

PROJECT IMPERATIVE 1: THE BUILDING
Renovate and modify the Building to meet the long-term needs of the Project.

RENOVATION PLAN. On September 15, 2005 EwingCole was engaged to plan the
renovation of the Building.

Besides developing iterations of Project-specific renovations, EwingCole has focused on the
core scope of the renovation. As of May 4, 2007 The Leonardo Board is committed to
limiting the cote scope of the building project to bringing it into compliance with seismic
requirements, abating asbestos in the facility, and to addressing critical HVAC, plumbing and
electrical deficiencies. Seismic modifications will entail the placement of an exterior concrete
shear wall on each of the Building’s four elevadons. These shear walls are to be placed
inside the granite faced panels that hang from the cantilevered Second and Third floors.
This approach has been taken so as to minimize the effect on the Building’s appearance and
to minimize the disruption to operations. HVAC, electrical and plumbing upgrades will be
kept to a minimum so as to meet budget constraints, while still qualifying for Silver LEED
certification and meeting City stpulations that the Building be fully functional for the
duration of the lease term—50 years.

Renovation plans, depending on funding, include:

»  Replacing the Building’s prominent escalators with a staircase to facilitate larger crowds,
to provide greater safety for younger visitots, and to reduce maintenance costs.

» Modifying the north east corner of the First (Piazza) Level to accommodate build-out of
a Café and Café Kitchen, including providing outside door access to the Plaza.

¢ Electrical, mechanical and plumbing alterations to the Basement to facilitate construction
of the 1,450 square foot Catering Kitchen by the Catering/Convention operator.
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Upgrading of the Center for Co
Catering/Convention facility.

The Center for Community and Cultu
and enlarged to enable The Leonardq
symposta, and performing arts produc

wmunity and Culture on Level Three for the

re auditorium on the Thitd Level will be renovated
to provide top level movie screenings, speakers,
rons.

The core renovations and the Project-specific changes detailed above will be built for a

cost of approximately $14 million whi
approximately $1 million proceeds of

ch will be funded by the City Bond proceeds,
a FEMA Grant to the Project, Salt Lake City

Redevelopment Agency (“RDA™) mohies of $750,000, and other City funds. As
additional development funding is secured, the remainder of the Center for Community

and Culture including the auditorium, ca
east side, a new restroom, the motion st

total cost of about $5.1 million, will

upgrades and enhancements of the Builg

allows.

The core renovation of the Building a
installation are shown on the Building Ma

tering and convention area, the classrooms on the
udio; as well as the First floor cafe and kitchen -
be added to the Building Project. Additonal
ding and its galleries will be budgeted as funding

nd the development of key project-components
ster Time Line below:
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PROJECT IMPERATIVE 2: EXHIBITS AND PROGRAMS

MISSION AND VISION, EXHIBITS AND PROGRAMS
As outlined in the mission statement, The Leonardo’s aim is to bridge art. culture and

science; allowing participants to encounter phenomena, new ideas and perspectives, and
learn new skills while trying out new tools.

It is the core imperatve for The Leonardo to deliver on our promise to offer our visitors’
opportunities to experience New Ways of Seeing.

How can this be achieved?

The Leonardo’s programming vision is complex, combining content from many sources:
founding partners, program affiliates, local and national groups, performers and instirutions,
down to participants who conduct a one-time demonstration event in a wotkshop. The
content will be organized around a number of core programming threads that will be woven
together into a meaningful whole.

Hence, The Leonardo’s role consists of the blending of diverse content providers and the
public to create an exciting new programming mix. In this coming together of people and
programs, The Leonardo will be a catalyst, enabling all players—visitors, staff and program
providers—to both impact and be changed by their collaboration.

The outcome of this process is our “product”—The Leonardo Experience—which can best
be desctibed as a transformation of how we see and explote our wotld.

Imperatives

« A Platform: The Leonardo will offer original content, created in-house, and combine this
with a variety of other elements — be they films, a guest lecture, performances, traveling
exhibits etc. In that sense, The Leonardo will become a platform for the display of work
by The Leonardo’s founding partners, as well as for many other groups, artists, and the
community at large.

o Art, Culture, Science and Credibility: In delivering our mission, and creating an inspiring
and cohesive experience for our visitots, disciplinary boundaries will begin to soften.

However, The Leonatdo is also committed to uncompromising quality in each discipline
and within each subject area. Culture, science and art will be guided by a vision
statement, ensuting all three core disciplines are represented, and satisfy core
stakeholders.




Advisors: In keeping with the impera
work closely with advisors for each of

tive for disciplinary credibility, The Leonardo will
the themes, or “big ideas.” Each major area—such

as Story, Human Rights, Sustainability, Music or Digital Anatomy—will be guided by

someone who 1s working in the field, v
to important topics and/or people i
several advisory boards will guide the 1

Layers of Learning: It is part of The L
what way, and how deeply to engage w

vho can help point The Leonardo and partner staff
1 their respective ateas of expertise. In addition,
igger programming pictute.

conardo’s new model to allow visitors to choose in

ith the facility, or any given subject.

Meeting each visitor whete s/he is and giving him/her the opton to explore either more

broadly, or more deeply, is achieved in

two ways: First, floor staff will engage with each

visitor and function as guides on the path chosen by the visitor; and second, The

Leonardo’s new model of “layered leas

ning.”

Programming will be organized in layers — Exhibits, Workshops and Classes: Exhibits

will provide a variety of interactive

and contemplative experiences for first-time or

occasional users. The Workshops will offer a range of activities and resources that

connect to The Leonardo’s exhibits

and philosophical principles. Workshops will host

drop-in activities, facilitated learning experiences and classes.

Big Ideas: The Leonardo’s programming will be guided by a number of core themes, or
‘big ideas’. These represent a commitment to those areas, which will be represented to

some degree at all times.

Big Ideas include Sustainability/Environment, Memory, Community, Human Rights,
Sound, Story, Nutrition/Food, Petformance, Innovation and Creativity.

These themes, or ideas, will map ont
changing emphasis on each one.

Rate of Change: Focus group participg
frequently changing. This change will
rotating exhibits, which will be change

o the physical gallery and workshop spaces; with

nts have expressed great interest in a facility that is '

be accomplished to an extent through traditional
d within the constraints of operating budgets. But

change and variety will be facilitated also via an active, fluid layer of programming which

incorporates a changing offering of p

erformances, lectutes, demos, workshops, forums

etc. In addition, The Leonardo’s commitment to community and its visitors has resulted
in a large number of ‘user-made’ contributions that will combine to both a visual layer of
art and objects, and a form of building community and dialogue around The Leonardo

Expertence.

Timeliness and Relevance: All of The Leonardo’s exhibits and programs are designed

flexibly to allow us to react to cutrrent

issues, news stories, or debates more nimbly. The

Leonardo — both onsite and online - will become 2 resource from which the community

10
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can find information about curtent issues in art, science and culture, with continued
emphasis on and tie-in to “big idea” themes

o Floor Staff: It is crucial to hire, train and foster a certain kind of personality to facilitate
visitor expetiences on the floor. Whether it is ticketing, café, or workshop staff, their
attitudes, ability to connect and meet visitors in a manner that is comfortable for them,
and their own sense of curiosity and exploration is probably the most important element
to ensure a successful delivery of a programming vision that centers around the visitor.

Goals

Exhibits
» Exhibit Design: Create, design and deliver successful opening exhibits that fulfill The
Leonardo’s mission and visitor expectations

+ Exhibit Planning: Develop strong and cohesive 3-Year Exhibits and Programs Strategic
Plan

o Facilitators: Hire and train floor staff

Progtams
¢ Plan and schedule Year 1 Events (lectutes, petformances, symposia, etc)
» Educational Plan developed and communicated to schools

Pre-Opening Exhibits and Programs
» Develop and run programs representative of “The Leonardo Expetience”
» Conduct audience research to support Exhibit Design

Partners
* Major Program Affiliates defined and agreements in place before opening

o Other content providers Have relationships with community partners and other short-
term program providers

PROJECT IMPERATIVES 3: FINANCIAL SUSTAINABILITY

The Leonardo plans to undertake the following financial initiatives to ensure adequate
funding throughout both pre- and post-opening operations:

+ During Ramp-up, fully fund the $20.7mm Capital Campaign

» Dost-opening, ensure that all Earned Revenues models are effective in garnering the
budgeted incomme.

» Post-opening, pursue a successful Development campaign to cover operating short-falls,
build operating reserves and to fund the future of The Leonatdo.

1 D
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|
PRE-OPENING FINANCIAL SUST%INABILITY: CAPITAL CAMPAIGN

The Capital Campaign needs of The Leonardo updated as of July 1, 2007 are summatized
below. These costs are wholly independenit of the funding for the basic Building renovatons,
which are the City’s responsibility. The exceptions (as detailed below) are the three Additions
to the core Building renovations. Additional upgrades and enhancements of the Building
and its galleries will be budgeted as funding allows.

Balance to be Total Capital
Raised Campaign
Exhibits and Programs $7,500,000 $8,360,000
Ramp-up Operations $2,600,000 $6,936,000
Furniture, Fixtures and Equipment $2,000,000 $2,000,000
Reserves:
Operations $2,500,000 $2,500,000
Building / Exhibits $1,000,000 $1,000,000
Sub-total Ramp-up Budget $15,600,000 $20,796,000
Additions to Building Budget
Auditorium $700,000 $700,000
Restaurant $700,000 $700,000
Catering/Convention $3,700,000 $3,700,000
TOTAL $20,700,000 $25,896,000

Achieving the objectives of the Capital
Leonardo personnel, parmers and consul
following:

» Executive Director

¢ Management

o Partner Representatives

+ Consultants—Exoto, etc.

» Renaissance Advisory Board

ampaign will requite the concerted efforts of The
tants. The Capital Campaign Team consists of the




Sources of Capital Campaign Funding: Management anticipates the remaining capital

campaign funds coming from the following sources:

e Local Corporate Sponsorships » Federal Funding

« National Corporate Sponsorships » State Funding

+ Local Foundations + Individuals

+ National Foundations ¢ New Market Tax Credits

e Restaurant and Catering/Convention

Operators
Capital Campaign Sources
#iLocal Corporate Sponsorships
Nabonal Corporate
Sponsorships
1lecal Foundations
1,970,000
$ ’ " $200,000
A
, 3 Mational Foundations

$965,000
$985,000——._

$1,970,000~ ~—$10,656,000

s

51,970,000 -

$985,000—"
$985,000

—;

& Federal Funding

3 State Funding

& Individuals

£3New Market Tax Credits

mRegtaurant and
Catenng/Convention Dperators

Capital Campaign Focus: Capital Campaign efforts will include a variety of strategies for

specific audiences.
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Corporate

Individuals

Sponsors Foundations Federal State Tax Credits
Science
Zones Programming Building Exhibits Exhibits Naming
and Exhibits Programs
Kresge Exhibits
“Big Ideas” Campaign Programs Programming
Features Exhibits

Capital Campaign Strategies: The L

achieve Capital Campaign financial objectives.

* Renatssance Board members will aggressively pursue funding utilizing their

network of contacts.

» Consultants with specific access to
retained by The Leonardo.

e Lobbyists will be engaged to secute St’&jlte funding.

» Funding from Federal agencies will b

the Exoro.

¢ Marketing and Public Relations effort
of accomplishments, and unique natut
positive momentum for the Project th|

e The Leonardo special events and th
community awareness and excitement

sponsors, foundations and donors will be

e cultivated by the Management Team and

s will focus on expanding public awareness
e and offerings of The Leonardo, increasing
at is critical to fund raising.

e Pilot programs will also aim at building
\during Ramp-up.

 Strategic partnerships will be created tio build support for The Leonardo.

¢ Specific Targets, Deadlines, and an e
established to help keep the Capital C;

PoOST-OPENING FINANCIAL SUSTAINA]

Management’s responsibility to fulfill
particularly as regards the cridcal goal o

BILITY
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The Leonardo’s mission
t achieving financial and operational sustainability,

xpanded and active Donor Database will be
impaign focused.

ronardo will leverage the following strategies to

as discussed above,
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encompasses a number of strategic objectives. Our strategic plan is to:

» Lnsure total funding of the Project’s capital campaign (building, FF&E, Ramp-up)
including, also, funds for initial temporary exhibits, operating contingency reserves and
which anticipate an extended Project time-line.

e Exclude recourse to borrowing, which increases tisk and can compromise financial

viability.

o Outsource those Earned Revenue operations where possible, provided doing so 1s
economically and operationally advantageous to the Project.

o Create 2 $10M endowment that will fund the vibrancy of constantly changing exhibits
($500 K/year). The endowment needed to generate $400K pet year would be $10M
assuming a free investment revenue of 4% per year.

o Open with a comfortable level of staffing to guarantee the best visitor experience
possible, AND be ready to cut down staffing in Year Two should we encounter the usual
attendance downturn. It is critical to open The Leonardo with our best foot forward,
knowing that we will have only one chance to make a positive first impression on the
public.

» Prepare in advance to increase operating expenses up to $5M in Year One to cover
adverse contingencies. The Leonardo is an entirely new concept and business model.
Consequently, we must be ready to increase operating expenses up to $5M in Year One
as a “worst case” fall-back position.

o At the time of opening, have in place 6 months of operating expenses ($2.5M) as an
Operating Contingency Reserve to guarantee the survival of the Project at this “worst
case” level of cost.

e Include in affiliation agreements the provision that 50% of all operating surpluses be
allocated to the Operating Contingency Reserve, and 50% go to fund other Project
priorities as determined by the Board.

» Cap the Operating Contingency Reserve at $5M (approximately one year of operating
expenses). Once this Reserve has been fully funded, all operating surpluses will go to
fund other Project priorities as determined by the Board.

» Mitigate business risk as to the extent possible with a diversified business model centered
on efficient admission policies, workshop and studio up-charges, a reasonable
contribution from retail sales, appealing and profitable Restaurant operations, and the
Center for Community and Culture’s cateting / convention business.

15
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Consider a special business plan for

opens utilizing funds from the Operat

any operating revenue shortfalls.

Two particulatly crifical areas of int

sustainability are Earned Revenues and D

Earned Revenue: Post Opening

A basic strategic premise of The Leonard
possible. Because the admissions risk, or
unknown and, indeed, unknowable until

a diversified business model centered on|

up-charges, a reasonable contribution frg
operations, and the Center for Commur

The catering / convention model is o
it is the only component of the bu

independent of attendance assumpti

mitigating our operating risk.

The Leonardo business model includes b
its relationship to the visitor and the
business model concepts, traditional at
innovative thinking and reference to sim
outlined below:

Have a consistent and strong Develq

a major blockbuster in Year Two when UMNH -
ing Contingency Reserve.

pment plan to provide additional funds to off-set

erest for The Leonardo’s long-term financial
evelopment:

b is to mitigate operating business risk to the extent
market demand risk, for The Leonardo product is
after opening, we must limit our business risk with
efficient admission policies, workshop and studio
m retail sales, appealing and profitable Restaurant
nity and Culture’s cateting / convention business.
f particular importance in this context because
siness model which operates almost entirely
ons. Thetefore, it provides the best means of

oth traditional and non-traditional ideas in terms of
ways in which it generates earned revenues Our
1d no-traditional, have involved a great deal of
ilar operations in the industry. These models are

16




Main Earned Revenues
Models

Traditional
Business Models

Non-traditional
Business Models

General admission

$8 adults, $6
youth/senior/student

o Family fare: $22 for 2 adults
and unlimited children

o One free return 7 days after
first full fare visit

Group admission

« School groups
$3.25/child
» Promotional groups

$6/petson

Special exhibit admissions

Depending on show
$12/adult and
$8/youth/student/senior

Loyalty / “Aficionado”

No classic membership
model

3 visit pass $15 adults - §$11
youth/senior/student

5 visit pass $22.50- $17
youth/seniot/student

10 visit pass $37.50- $29
youth/seniot/student

Food and Beverage revenues

Restaurant benefiting from

Optimized use of 3d floor
Center for Community and

Studios & Workshops

repeat visitation Culture for 500 diners catered
events and rental of space for
conventions

Free drop-in Up-charges for enhanced

Paid master classes
Paid courses

products or supplies

Retail & Other

1,200 SE retail shop
Auditorium events/shows
Retail merchandising
throughout

Educational Programs

School trips and programs
in Leonardo

Field trips away from
Leonardo

Teacher “Memberships”
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Earned Revenue Models Utilized in

The Leonardo Strategic Plan

Management’s major goals in the Farned Revenue models are:

o Creation of a competitive general admission model

» Provision of incentives for multiple visits and Patron loyalty

» Optimization of the event/cateting op
and Culture on the Third Floor.

* Maximization of up-charges from muls

opportunities

Summartized below are projected contribu

portunity afforded by the Center for Community

riple visits and ancillary retail revenue

tions from Earned Revenues and Admissions

M M . 37 113 1 23
during the first three years post-opening in “normal” and “consetvative” attendance
assumptions, which, as noted above, detivie from local and industry-wide touchstones ot

comparable operations:

Earned Revenues Summary

Attendance Assumptions
Base Attendance

Ancillary Attendance
Total Artendance

Earned Revenue Source

Acimissions
per Parron (Total Ariendance}

Food and Beverage
Catering/Convention
Net to Leorardo per Artendee
Restauram
Net to Leonardo per Disrer
TotilFand B

Workshops and Smdies
per Patron (Total Atendance)

Retail and Other
per Patron (Total Attendance)

Total Earned Revenues
per Parron ¢ Torad Attendance)

Operating Expenses
et Patcon (Toral Atrendace)

Revenues / Expenses

Year Ope Seenamo

Normal Attendance Assmmptions

Jear Trv Scenario

Year Fhres Scenamp Year Ope Scenarte

300,000 180,000 190,000
135,283 83,174 8
438,283 263,174 277,406
32,165,002 1,269,000 $1,371,032
$4.94 ‘ 54,82 $4.94
569,450 $321,670 3347,754
58.50 $8.50 38.50
#157,896 $112.314 3120744
3133 8122 $1.55
$1,627,346 3634.954 3668,498
$847,300 S648,900 5651,380
51.93 $347 5246
150,931 873,409 $93,61%
$0.34 50.28 30.3H4
$4,190,379 2,626,292 $2.814,528
59,56 $9.98 $10.15
54,303,055 $4,351,428 34470, 45
53,82 5£6.53 $16.12
97.39% 611.35% 6H2.96%

Conservative Attendance Assumptions

Year Twe Sesrsame  Year Three Scenago

225,000 135,000 142,500
131783 61,370 66,281
336,783 196,370 208,781
31,687,975 $974,199 31,029,521
§4.73 #4.96 §4.93
$569,450 391,233 $417.336
58,50 SE50 35.50
$117.648 364,263 $68,330
8226 s1.30 8130
5987,098 $455,518 $483,866
§723,300 3574,300 $586,980
52.03 $2.93 s2.81
128,263 563,067
50.36 $0.33
3,526,636 52,069,283 $2,176,210
$9.58 81054 $10.42
4,291,000 54,042,000 $4,05L,080
542,03 820.58 $10.45
82.19% 3119% 53.39%
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Management believes that the only means of fulfilling the mission of The Leonardo is to
reduce business risk by adequately capitalizing the operation before opening; to pursue an
effective Development program; to initiate all means possible of generating Farned
Revenues, including the catering / convention model, which can ameliorate our admissions
risk; to undertake an effective, creative marketing campaign; and, most important, to deliver
a compelling product, (programming, exhibits, workshops/studios, service and atmosphere)
that will drive admissions.

Development: Post Opening

When the capital campaign and Ramp-up phase of the project ends, a more traditional (but
still creative) on-going development program begins to support basic operations. A
Development Director will be hired one year prior to opening to put in place the following
elements of the on-going of the fundraising strategic plan.

1) Fundraising Targets for Basic Operations

e  Year One: $1.7M
s Year Two: $1.8M
o  Year Three: $2.34M

2) Assumptions

e In Year One, operational fundraising tevenues will be lower due to the aggressive
efforts to complete the capital campaign.

» Fundraising goals increase in Yeat Two to counteract the expected dip in attendance.

o Fundraising goals in Year Three are affected by the cycle of renewals and
procurement of new corporate sponsorships that have up-coming expiration dates.

e A fully operational vibrant and successful facility will generate new opportunities for
both community and national funding of exhibits and programs.

3) Sources of Funding

Public Partnerships It is increasingly important that cultural institutions build a
foundation of on-going funding from government sources. Short of a very large
endowment, the majority of museums tely on public funding to some level with line-
item status. It is the strategic goal of The Leonardo to achieve the following;

o Line item funding from the State of Utah

o Increased public funding for outreach through ZAP and POPS programs
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o Line item funding from Saltf Lake County
o Alliances with federal agendies that result in ongoing funding opportunities

Corportate Sponsorships: The Corporate Sponsotship program is a cornerstone of the
last phase of the capital campaign. The sponsorships achieved will be the foundation of
the corporate program moving forward. The assumption is that the major zones and
features are fully sponsored at opening. These sponsors will have the right of first refusal
to renew their sponsorship at the end of their three or five year cycle. Beginning in Year
One the focus will be on bringing innew sponsots for specific exhibits and programs.
Corporate Sponsorships of special audiences, events, and community free days will be
pursued via a yearly fundraising plan

Foundations: Fund: from foundations will become a significant source of revenue once

The Leonardo is operational. Local Houndations, as yet untapped as well as those who

already gave to the Capital Campaign, will be approached in a regular cycle to fund
specific exhibits and programs. The goal is to get all significant local foundations engaged
on some level and part of The Leonardo community.

By 2009, many of the major national foundations will have progressed in a multi-year
cultivation process. It is anticipated that several planning grants will have been secured
during the capital campaign. The Leonardo’s opening will further move these cultivations
from exploratory and planning to the actual funding of exhibit and program initiattves on
a larger scale. These national foundations, including government foundations like The
National Endowment for the Humanities and The National Science Foundation, will
provide significant funding for new exhibits and programs.

Individuals and Annual Giving: Cteative donor stewardship programs will further !
develop relationships with The Leonardo’s donor base and set in motion a yearly giving |

program. In addition, individuals who have not yet joined our donor ranks will be |

identified and approached. These willrange from a small giving program on the web site
to cultivation and requests to individuals of high-level capacity. There will be many
different ways to give and multiple opportunities.

Fundraising FEvents: The Leonardo will host two major fundraising events each year.
One will be The Leonardo Birthday (Gala in April. Another event of smaller scope will
occur in the fall.

Overhead Ask: Every funding or donation proposal will include a 30% “overhead ask,”
which means that the donor will he asked to agree to contribute 30% of his/her
donation towards general operating pverheads, wholly independent of the restrictions
placed on the bulk of the donation or contribution.

4) Non-Operations Fundraising
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Endowment: The goal at opening is to have in place a strategic plan to build The
Leonardo’s endowment. The economic sustainability of the project eventually is based
on 500K of endowment revenue to operations each year... a $10M endowment. The
Executive Director working with a Board committee will develop the plan, possibly with
consultant assistance.

New Project Development: The Leonardo’s goal is to support the on-going development
of original work including publications, exhibits, traveling programs, and educational
initiatives. Post opening, a position will be added that focuses on funding new initiatives
that are beyond operational fundraising goals.

Staffing and Consultants: Post opening, The Leonardo will rely on an in-house
development team. This will include the following positions. In addition, management,
the Board of Directors, and The Renaissance Advisory Board will have critical roles in
actualizing the fundraising plan.

o Development Director
Corporate Sponsorship Assistant
Grant Writers
Lead Gift Assistant
New Project Development

O O O O

Communication consultants (Exoro) and lobbyists will be hired to assist in the public
partnership programs.

OPERATING IMPERATIVE

During the Ramp-up period it is imperative that organizational protocols and organizational
structure be developed which can facilitate the opening of The Leonardo. Operations must
also serve as the platform to develop and to deliver the unique Leonardo Visitor Experience
after opening. This will require the definition of the roles, responsibilities and relationships
of The Leonardo corporate organization, Board of Ditectors, and program providers—
regardless of where they fall on the collaboration<»merger continuum, be they tenants of the

Building, whether or not they have Board representation, or whether they are temporary
affiliates of The Leonardo.

The following graphics depict in broad, conceptual form how operations behind the scenes
support our delivery of the “on the floor” visitor expetience, and how Exhibits and Program
strategic plans ate developed, ratified and implemented.
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Exhibits and Programs Creative Team Objectives:

* Develop on-geing strategic plaps for Exhibits and Programs
for Management approval, Board ratification and then implementation.

= Ensure integrity of The Leonapdo’s Exhibits and Programs

vis 4 vis core disciplines of art and science.

& Ensure community relevance and timeliness of Exhibits and Programns.

» Develop strafegic plans that meet financial sustainability criteria.

» Oversee inter-play of disciplings in pertraving Program “Big Ideas”
and themes that achieve The Leonarde’s multi-disciplinary goals.

e Constantly moniter and evalaate efficacy and impact of E&P strategic

Plans.
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“FOUNDING PARTNERS” IMPERATIVE

The relationships between The Leonardd and its “founding Partners,” Youth City Artways,
the Utah Science Center (“USC”) and thg Center for Documentaty Arts (“CIDA”) continue
to evolve and be refined. The Building lease with Salt Lake City requires that the
relationships with and between the founding partners and The Leonardo be defined in a
Memorandum of Understanding and follow-on Affiliation Agreements. The Memorandum
of Understanding was executed in 2007 and Affiliadon Agreements are neating completion.
It is anticipated that Utah Science Center|will merge with and become part of The Leonardo
in late 2007, and USC selected Board mLmbers will setve a three year term on the Board.
The Center for Documentary Arts and| Youth City Artways will continue to have their
respective reptesentatives on the Boatrd of Directors of The Leonardo. Both will have
representatives on the Exhibits and Plogmm Creative Team, and USC Executive Director
will represent the “Science Vision” on the Cteative Team. Thus, while USC becomes part of
The Leonatdo, its is anticipated that both| through their Boatd representatives and their roles
on the Exhibits and Programs Creative Team, the objectives, specialties and interests of all
three “founding Partners” will continue tp influence all aspects of The Leonardo’s operation
throughout the five-year duration of this Strategic Plan.

MARKETING IMPERATIVE

The marketing objectives of The Leonardo are to enhance the programming, financial and
operating goals of the organization so that The Leonardo becomes a major destination for
enjoyment and learning. Following is an overview of our opportunities, as well as marketing
initiatives designed to leverage those opportunities.

KEY MARKET INSIGHTS

1. Utah is experiencing significant| economic growth, historic in-migration, and a
physical rebirth of its capital city.

2. Library Square has become a gatheting place for cultural events that attract thousands
of people annually. The new library, with its groundbreaking patron model and
striking architecture, draws visitors from across the state and country.

3. Almost 90 percent of Utahns lives within 50 miles of The Leonardo building, which
will become increasingly accessible thanks to expanding light and commuter rail lines.

4. Utal’s residents are young, family otiented, and conservatve. While these factors can
be attributed in part to the infldence of the LDS Church, many “non-Mormon”
residents share similar values and priorities.

5. Utahns are active, healthy, enjoy adventute, and attending downtown festivals,
musical events, performances and films.

6. Utahns are not as prone to atteqd traditional cultural events or attractions as one |
might find in citizens of larger metropolitan areas.
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7.

10.

Utahns are tech friendly and entrepreneutial. They ate not afraid to be the first to
adopt new gadgets and technologies. Public policies support both home-grown and
imported science, and high-tech industries. Government and business entities have
identified The Leonardo’s potential as a powerful tool in preparing young people to
become science and technology innovators.

Utahns value learning. Students perform well on national tests, graduate from high
school at high than average rates, and go on to colleges and universities more often
than their peers. In focus groups held by The Leonatrdo, parents value the facility first
and foremost as a place where they and their families can share interesting and fun
new experiences that help expand their experience, and tap into personal capabilities
and interests.

The Leonardo’s admission prices are competitive with museum-like facilities and
general leisure options.

Finally, demand for rentable space/venues is incredibly high. Out-of-town
conventions and local businesses are hungty for new and unique spaces in which to
hold events

AUDIENCE

The bulk of The Leonardo’s ticket revenue must come from sustained engagement with
local residents who pay admissions and up-charges. The success of The Leonardo depends
on strong wotld-of-mouth advocacy by satisfied users, leaders, facilitators, and volunteers.
Marketing efforts need 1) to support continually this group, and 2) to reach out to capture
effectively first-time and one-time, non-local residents and visitors.

MARKET OPPORTUNITIES

The Leonardo possesses competitive advantages arising from the foregoing market
conditions, target audience and its unique programming.

Adventurer Appeal: The Leonardo programs appeal to the “innovator” and
“adventurer” spirit deeply embedded in the Utah culture.

Filling the Gaps: Due to the state’s demographic, The Leonardo will attract families.
Few faciliies support cutriculum, academic contests, and creative learning experiences
for junior high and high school students. Focus groups indicated that parent, young
adult and teen audiences consistently mentioned the lack of and high demand for
interesting socializing or “hang out” spaces for young people.

The Power of Partners: Partnerships with groups housed on Library Square, as well as
those situated along the light rail line, provide potential access to millions of users. In
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addition, The Leonardo’s visitor exp
founders, businesses, expetts, grou
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ACTION ITEMS

Our marketing objectives ate to enhance
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will leverage the marketing conditions anc

the programming, financial and operating goals of
ed above points toward strategies and tactics that
1 our strengths to achieve these goals.

This |
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marketing practices, but the style, co
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['he Leonardo will engage in a level of “traditional”
ntent and messaging should prepare audiences for
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| beyond the expected. Fortunately, The Leonardo
t efforts. Examples of “new ways of marketing”

include;

OW! The Leonardo will cultivate a culture of
nediately. In June 2007, The Leonardo launched a
kshopping The Leonardo.” This initiative will be
going conversation with our audiences. Special
f target audiences such as young adults, teens, early
rs may be formed. By listening and responding to
even leveraging these efforts in earned and paid
1 further focus its programming and marketing to

o Audience Involvement, N
“patron participation” imm
pilot program titled “Wor
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these opportunities—and
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achieve maximum impact.
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o Social Media: Utilizing The Leonardo’s website, and other communication
channels such as bloggers, “mavens” and existing social networking sites, The
Leonardo will engage in low-cost, high-impact outreach that can emphasize
our innovative nature. At the same time we will be building a network of
connected advocates, and even forging new kinds of bonds with hard-to-reach
audiences, like teens, lawmakers and the media. Social media can also be a cost
effective way of reaching niche groups such as home school families,
photogtaphy buffs, diabetes patients and local musicians - patrons who may
have a special need or affinity for The Leonardo’s programming.

o Ounsite, Online Communication: Most cultural institutions stop marketing to
visitors once they walk in the door. Our audience research indicates a strong
need for constant communicaton during visits. This will ensure visitors
understand both the breadth and nature of opportunities at The Leonardo,
and fully understand the New Ways of Seeing and sense of “connections”
inspired by the mind of Leonardo da Vinci himself. Staff, signage, electronic
media, and other channels will be utilized to keep the lines of communication
open and operational before, and during users visits. Patrons who plan on
visiting The Leonardo in person can go online and begin engaging with The
Leonardo even before they come to the building. This technology will also
give visitors ways to extend, build upon, further personalize, or share what
they experienced while at The Leonardo. 1t will also encourage repeat visits.

O Building “the Choir”: The Leonardo’s business model assumes a certain
number of users will be converted to “aficionado” or advocate status. Outr
frequent visitor and bounce-back tickets will signal this possibility on the first,
and subsequent visits. In addition to preferred pricing, visitors who reach
certain frequency rates will receive special benefits, such as personal
interaction with Cool People, sneak previews of exhibits, special programs and
other perks. In addition, The Leonardo will use databases to track and target
user preferences. With that information we can allow users to self-select the
type of information they receive prior to and after visits. By enabling them to
customize the relationship, The Leonardo will create new kinds of bonds with
both frequent visitors, and those who may only attend once or twice a yeat.
This effort will support the brand and our business plan.

Extend Audience Through Partnerships: The Leonardo will leverage its extended
network of partners—both program and others—to reach primary audiences, and to
extend its scope. Co-marketing efforts such as a “TRAX Line Ticket,” “A Night on the
Town,” or “Hang Out” packages can be offered to help build existing categories, and to
reinforce particular audiences. The Leonatdo can offer business or group packages
through companies that want to show community patticipation and innovation. The
Leonardo can also work with groups that serve special ethnic, economic or social groups
to both create programming and communicate opportunities. While these groups may
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not make up a significant portion of paying visitors, theit continued involvement in the
project is key to The Leonardo achieving programming and strategic goals. Establishing
strong partnerships with groups like the Salt Lake Chamber of Commerce, Governor’s
Office of Economic Development, the Salt Lake Convention and Visitors Bureau, and
the Utah Office of Toutism, whose missions are to bring people and business to the area,
can result in low- or no-cost ways to ¢xpand The Leonardo’s visibility and reach beyond
the state. |

+ Statewide Outreach: The nature of The Leonardo’s mission, with its emphasis on
innovation and frequent attendance, makes it easy to focus on Salt Lake City residents as
our primary target audience. Howevet, our business and development objectives require
that we serve people across the state. By leveraging its website, The Leonardo on Wheels
educational outreach program, and focused earned and paid media opportunities, The
Leonardo can stay connected with othetr population centers and even rural areas.

» Nota School: The Leonardo will be a natural resource for learning. Howevet, our focus
group sessions showed that teens are particulatly turned off if they believe The Leonardo
is “like school.” The Leonardo must| communicate the broadet opportunities designed
specifically to students’ interests. For example, students who participate in The Leonardo
on Wheels Science at their own middle school may teceive a voucher for one free

recording session in The Leonardo’s
The Leonardo on a field ttip may 1
includes one free admission on a next

Recording Studio. High school students who visit
eceive a “bring a parent or friend” coupon that
visit, or a Friday night Club Leo schedule attached

to a “free drink” voucher.

» More Than a Venue: A portion of adults who walk through the doors of The Leonatdo
for the first ime will come not for the exhibits ot ptograms, but for conventions and
special events in the building’s convention center and other rentable spaces. The
Leonardo will have the chance to convert these “secondary visitors,” who will be
comprised mostly of local business people and convention-goets from out of state, to
repeat visitors, who bring their families, and tell their friends simply through exposure,
and with incentives like the bounce-back pass.

The Leonardo has multiple ways to engape users and become a very special destination. By
delivering a compelling visitor expetience and tapping market opportunities, we can foster
deep bonds with users that support ongoing financial sustainability, and achieve our vision
of enriching lives and enhancing our community.
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PEOPLE IMPERATIVE

While much of the Strategic Plan and our concerted day-to-day efforts focus on operational
needs, exhibits and programs creation, and certainly on financial imperatives, it 1s critical that
we not overlook the fact that the most important asset of The Leonardo is and will continue
to be its people. Our personnel drive the entre operation. They provide the creativity and
vision that are the essence of the Project. They organize and bring to life all aspects of The
Leonardo Vision. And it is they who will ensure that our Visitors are engaged at all levels,
that they are empowered to understand, learn and to create for themselves meaningful
experiences from their visits to The Leonatdo. Nowhere will the importance of our
personnel be greater than in the context of wotkshops and studios. In these venues
facilitators or “Gurus” will be critical to engaging and then channeling visitors towards a
meaningful experience.

Consequently, much effort during Ramp-up and post-opening must be on bringing to the
organization the kinds of people needed to ensure the success of our mission. Much
emphasis will need to be put both on the attributes our personnel bring with them, and on
developing, expanding and training them to be as productive as possible once they have
joined us. This implies that our staff and collaborators in the Project must be personally
committed to the principles of multi-disciplined creativity, innovation, service, and
sustainability that inform The Leonardo. They must be possessed of a high wotk ethic and
must be or become sincerely invested in the success of The Leonardo.

This commitment to our people also tequires the organization to be at the forefront of
personnel management. It must be as truly committed to the well-being and growth of its
people, as its people ate committed to The Leonardo. Not to fulfill our responsibility to our
people, will be inefficient and costly to the organization because of the increased turn-over
that abdication of that responsibility will surely create.

FIVE-YEAR BUDGETS AND FINANCIAL PROJECTS The following
component of the Strategic Plan summarizes Management’s current forecasts for financial
operations of The Leonardo during Ramp-up, July 2007 to Opening, Apsil 15, 2009; and
Year One through Year Three post-opening, 2009 — 2012. We have made every effort to
forecast accurately the results that could be expected from the opetation. Those projected
financial results are important to our planning, but an equally important purpose of this
document is to define and to explain The Leonardo business model, with an aim to getting
Board ratification of its creation and implementation commencing July 1, 2007.
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FIVE-YEAR RAMP-UP A

U

Ramp-

ND POST OPENING BUDGETS

¥r 1 up Yr2 Year One Year Three

Year Two

Ramp-

Fundraising Rev . A.BOD,000 2,340,000
ocal Carporate Sponsorships 5,500,600 5,500,000 - - -
Foundation Contributions 1 ,Ob0.000 1,060,000 350,000 700,000 800,000
Federal Funding 1,800,000 1,600,000 - - -
National Corporate Contribuiions 1,280,000 1,250,000 - - -
Public Funding - - 300,000 450,000 500,000
Corporate Funding - - 200,000 300,000 540,000
State Funding 500,000 300,000 - - -
Fundraising Events - - 100,000 200,600 300,000
Annual Giving/Individuals - - 50,000 150,000 200,000
Lp g & PR 54400 d he. b2t 24 Faint 5
Admissions Revenues - - 2,165,002 1,269,000 1,371,082
Catering/Convention - - 869,450 521,670 54ﬁ,754
Restaurant - - 157,896 113,314 120,744
Workshops/Studios - - 847,300 648,900 681,380
Relail & Other Revenues - - 150,381 73,408 93,618
Revenue from hwestmenis 82,150
DOE Grant B80,045 - - - -
Total Operating & Other Income Revenues $10,112,195 $10,031,380 $5,180,579 $4,426,203 $5,154,528

1g Expenses '
Salaries & Related Expenses
Confract Service Expenses
Exhibit renfalfupkesp
Marketing & Promaotion
Building Expenses

Partners' Pre-opening Expenses
Operaling Expenses

Travel & Meatings

Business Expenses

4509595 303,055 '$ 4351428 A70,445

1,249,120 2,187,400 2,253,560 2,322,880

1,081,974 343,460 207,980 233,600

- 589,000 944,000 944,000

661,750 450,000 270,000 285,000

9,300 553,855 581,548 610,625

'3,500 294,570 . . -
8,860 157,431 54,720 54,720 54,720
3,420 52,600 21,820 16,920 16,920
2,700 2,250 2,700 2,700 2700

2,3 432,397
Exhibits Fabrication 2,273,870 2,544,150 - -
FF&E - 1T - 1.518.247 ~ - -
FF&E - Sighage 70,000 370,000 -
Total Operating & Capital Expenses 3 4,988,578 % 8,941,892 $4,303,055 $4,351,428 $4,470,445
: Operating Surplus (Shortfall) $ 5,123,617 $ 1.089,388 3 887,524 % 74865 § 684,083 %

Note: Ramp-up period is assumed to be 22 months. Specifics

on actual dates and full implications have yet to he determined.
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Expenses . .
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4,000,000

3,500,000

3,000,000

2,500,000

2,000,000

1,500,000

1,000,000

500,000

Jul 04 to Jun

Salary & Contract Expense Trend

05

T

Jul 05 to Jun
08

T

Jul 06 to Jun
07

T = - ! '

Ramprup ¥Yr 1 Rampup Yr2 Year One Year Two Year Three

|: Grand Total ===Contract Service Expenses ===Dartners’ Pra-opening Expenses ===Salaries & Related Expenses
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Appendix 1

Barned Revenues
Assumptions and Models




Model Construct Assumptions

Farned Revenue: Admissions

Scope — 1

This Model assumes The Leorjlardo is fully operational and opens in 2009.
It is also assumed that there age 360 operating days in each year; 50 weeks.
The dollar values utilized are

possible since most market g
years in advance.

2007 values. This makes comparative pricing analyses
ompetitors do not publish their intended prices two
Certainly, inflation adjustments can be inputted whenever
necessary.

Admissions costs to Patrons are “non-inclusive.” Admissions charges will be for
entrance/entrance related costs only, that is, the price of entrance will not include
the cost of all the experiences/services available inside The Leonardo. This is in
contrast to an “all inclusive” |admissions construct in which a Patron pays a much
higher entrance fee, but can participate in all activities once inside at no additional
cost. The objective is to keep admissions prices at levels which are competitive with
other market options for our|demographic. The assumptions are that once inside,
Patrons will (1) realize the excellent experience value they get for the cost of
admission and wish to return, and (2) identify numerous extended value experiences
for which they will be willing to pay extra (“up-charges”).

2. Base Attendance — This is the primaty assumption in all Earned Revenue Admissions
models. In the Year One, Nommal, 300,000 Scenario, it is assumed that The Leonardo will attract
approximately 300,000 visitors. This atteridance number is 158% of the assumed “stabilized
attendance” number of 190,000 which will obtain starting in Year Three. ASTC statistics suggest

that we should expect about 6.6 Patrons per
of exhibit space, statistically we can expect 2

the Year Three, Normal attendance assumpt

with opening year statistics from the indust

square foot of exhibit space. Given 32,500 square feet
bour 215,000 Patrons in a normal year. This supports
ion. The spike in Year One attendance is also in line
ry. ‘There is a novelty factor to a new facility which

generally pushes attendance demand well beyond stabilized levels; promotional, celebratory opening
events, and the like will attract many visitors, media types and dignitaries who would not visit in a
normal year, for instance. Additional suppott for attendance assumptions can be seen in Appendix

I

3. Ancillary Attendance — This consttuct differentiates between the kinds of Patrons who
pass through the door for reasons or in ticketing categories that are relatively standard to the
industry, and Patrons who visit because of ancillaty features of The Leonardo which are unique to it.
These unique admissions result from Patrons who only visit Club Leo, Patrons who decide to visit

on a frequent basis (“Aficionados”), and Patrons who enter The Leonardo primarily to attend a
catering/convention event.
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4. Attendance Grand Total — This is simply a combination of the data pertaining to Base
Attendance and Ancillary Attendance.

5. Consumer Loyalty — As suggest above, it is assumed that many Patrons will develop an
affinity for The Leonardo as they use/experience it and thus become frequent users (“Aficionados”).
This construct promotes the development of Aficionados through a multi-visit admissions ticketing
option, which progressively discounts admissions costs. It should be observed that in enterprises
such as The Leonardo, where there exists the possibility of purchasing products (in this case,
admissions) on an unlimited basis for a full year, the customer loyalty concept used by airlines and
retailers has much less applicability. It is not possible, for example, to purchase an annual pass on
Delta Airlines which enables the consumer to fly as frequently as desired to whatever destinations
he/she may choose. Similarly, there is no annual pass to Borders Books which allows the consumer
to purchase as much as he/she chooses within a year. Thus, these enterprises develop customer
loyalty programs which discount products and services as a function of use. These customer loyalty
programs can be very costly and burdensome to administer. This construct employs the customer
loyalty concept to a point, but eliminates the need to track participants who have not really passed
into full loyalty or aficionado status. It assumes multi-admissions passes, like a 5 or 10 ride ski-lift
pass. Traditional Membership options, i.e., unlimited admissions for a year plus other benefits, are
categorized for purposes of this construct as part and parcel of the Development Program. They are
excluded from this model as generators of admissions revenue; Member Patrons are shown only as
contributing to the Complimentary Admissions count.

6. Key Construct Variables — The primary construct variable for gauging the earned revenue
potential of admissions is, as discussed in 2., above, the Base Attendance, the “through the door,”
assumption. There are also three secondary construct vatiables, which determine the earned revenue
potential from adsmissions. These are (1) admissions fare categories, (2) fare category pricing, and (3)
the distribution of total attendance numbers per fare category. There is also a tertiary construct
variable which does not directly impact the magnitude of earned revenue potential from admissions,
but which is none the less important from a cash-flow management perspective. That tertiary
variable is the timing of admissions revenues, i.e., when we get the cash.

This construct utlizes 15 admission fare categoties, counting the three aficionado alternatives as a
single Aficionado Fare Category. (Certainly, the admissions alternatives as ultimately presented to
Patrons will not appear this complex). The first 12 fare categories comprise Base Attendance, and
the last 3 fare categories make up Ancillary Attendance. There follows a descriptive list of each
admissions fare category including (a) category definition; (b) the category pricing, including market
assumption validation and the market rationale for its use; and (¢) the distribution of total

attendance for the fare category. (See Appendix II, Touchstones, for additional reference and
assumption validation data.)

1. Full Fate Adult

a. Definition - This is the base, local, adult admissions Fare
Category from which all other Fare Categories are priced.

b. Pricing - This Category’s price is set at $8.00. This is roughly

the price of a full fare cinema ticket, is the same as the base
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2. Full Fare Youth

3. Full Fare Student

admissions ticket for Hogle Zoo, and Clark Planetarium.
Discovery Gateway’s base fare is $8.50, and Tracey Aviary’s
adult ticket comes in at $5.00. Thanksgiving Point’s relatvely
inclusive ticket is priced at §9.50. Most larger, national venues
are priced higher, but the Smithsonian’s NASM IMAX
tickets, for example, are in line with this construct’s Full Fare
price. . The average general admission ticket for all ASTC
institutions last year was $7.10.

. Attendance Distribution - These models assume 29.33%, of the

Base Attendance will pay full adult fare. This figure includes
both local and out-of-state Patrons. This number is lower
than the 51% full fare Patrons attending Exodus. However,
school group attendance was much less than expected and
changed the anticipated proportion between the Full Fare
Adult| category and other, particulatly Discounted Student
Groups, fare categories.

Definition — A “youth” is defined as ages 5 to 18. Children
under| 5 years of age are admitted free, except in a school
group; This fare category anticipates there being
unaccpmpanied adolescent Patrons who qualify for the Full
Fare Youth pricing. Policy decisions must be taken as regards
parental/adult supervision of these Patrons; e.g., how do we
promote the “place to hang-out” feeling without getting into
a teen|babysitting mode?

. Pricing - for this fare category is set at a 25% discount to the

Full Hare admissions base, or $6.00. This discount basis is in
line with Hogle Zoo, which also gives a 25% discount to
children. Clark Planetarium, Tracey Aviary, and the Country |
Music| Hall of Fame all have child discounts in the range of }
35% to 40%. MoMA has no full fare child discount, but
admits attendees under 16 years of age for free.

. Attendance Distribution — Because this construct utilizes a

Family Fare and infers from our demographics that many
young people will attend with their parents, it is assumed that
only 1% of the Base Attendance will fall to this fare category.

Defeniion - This admissions fare category encompasses all
students, high school or above, with valid institutional ID’s.
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4. Full Fare Senior

5. Family Fare

This category will intersect with the Full Fare Youth Category
in considerable measure, but not entirely, since most college
ot university students will be older than 18.

Pricing - This ticket cost is set at a 25% discount to Full Fare
Adult, or $6.00. Many local institutions, Hogle Zoo, Clark
Planetatium, and Thanksgiving Point do not have a student
discount except in group pticing. The UofU museums allow
U students to enter gratis. Those who have student pricing,
extend discounts on the order of 12%, Smithsonian NASM,
to 40%, MoMA.

Attendance Distribution — Flexing off the relatively low Exodus
attendance for this fare category, this construct assumes that
1.8% of Base Attendance will be Full Fare Students. This
assumption and the experience from Exodus are at odds with
The Leonardo’s intent of having significant demand from
students.

Definition - Patrons 65 years of age and older will qualify for
Full Fare Senior pricing. Some museums, Red Butte Garden
for instance, lower the age requirement to 60. Since the
explosive growth of this age demographic will be a significant
factor in The Leonardo’s future, it is perhaps wise to keep 65
as the age criterion for this fare class; or raise it.

Pricing - The discount inputted to this fare class is 25%, for a
price of $6.00. Hogle Zoo’s senior discount is the same.
Tracey Aviary gives a 20% discount as does MoMA. The
Utah Museum of Fine Arts extends seniots 2 40% discount.
Not all institutions give a discount to older Patrons.

Attendance Distribution — These scenarios assume that 5% of
attendance will come by way of Full Fare Seniors. It should
be noted that older parents/grandparents may attend on
Family Fares and fall outside this distribution assumption.

Definition—  Our  demographics imply significant family
participation in The Leonardo. Consequently, we need to
craft our family admissions policies in the most advantageous
way. This construct assumes an average family size of 4.5
persons, although the definition of a family is 2 parents and
all their children under 18.
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6. Return Admissions

7. Complimentary Admissions

Pricing

- The Family Fare is priced at a 38.89% percent

discount to Full Fare, or $22.00. This computes to an
average attendance cost per family member of $4.89. None
of the pricing structures included in the Towchstones
attachment utilizes the family fare concept except in annual
or membership pricing.

Attendance Distribution —This model assumes that 6.67% of
The Ileonardo’s Base Attendance will come from families.
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Attendance Distribution — Free Return admission is assumed to

be 2.3

Definit

and [

reveny

Devel
Devel
Earne

“money
the actu,
uLseHIN
revenie
granis; o

This

differq

of ben
This
some
unlimi
nor dg

7% of total Base Attendance.

on - This category includes head counts of all Members
Donors passing through the door. Their respective
1e contributions, however, are categorized as part of the
opment Program projections.  This exclusion of
ppment revenues is in line with the strict definition of
d Revenues suggested by the AAM:

arned by providing goods or services where the amount paid is comparable to
[ value of the goods or services. [It] includes admissions revenne, food and
istore sales, building rental, faivs  and festivals, ete.  The following types of
o not qualify as earned income: undesignated, nnrestricted or general operating
niributions from individnals; bequesis; and sponsorships of special events.”

s to distinguish between the Patron’s motives; to
ntiate between a motive of consumption and a motive
eficence; to distinguish a consumer from a benefactor.
onstruct assumes that Membership revenues include
degree of giving to The Leonardo, beyond paying for
ted admissions. Other comp’s do not need defining,
es the pricing assumption.
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8. Discounted School Groups

Attendance Distribution — In marked contrast to the experience
of Exodns, where a full 28% of attendees were extended
complimentary admissions, this construct assumes a more
modest number of comp’s, 7.5%. It may prove difficult to
hold to that number in Year One, but to expand it may well
be to diminish earned admissions revenues.

Definition - An important part of The Leonardo’s admissions
vision is to have significant participation from local school
students who will attend on field trips and the like as a
supplement to their class work. This demand factor was
encorporated in the IExovdus project, although not fully
realized, and it is manifest in many of the other market
products, notably Discovery Gateway.

Pricing - This construct assumes a $3.25 price per student for
Discounted School Groups, or a 59.38% discount to full fare.
This pricing mirrors exactly the Discovery Gateway pricing.

Attendance  Distribution  —  Discounted  School  Groups
attendance is established at 25% of Base Attendance. Exodius
had planned on garneting 30% of its attendance number
from this group.

9. Discounted Promotional Groups

10. Special Exhibit Admissions

a. Definition - These are assumed to be non-school, special

C.

interest  groups, conventions, clubs, and  auxiliary
organizations.

Pricing - This construct uses the Full Fare Youth, Student and
Senior pricing discount of 25%, for a $6.00 price. Obviously,
a Discounted Promotional Group comprised of seniors
would require lower pricing, say a 25% discount to the Full
Fare Senior pricing, or $4.50. This model does not go into
that depth of detail. Discovery Gateway prices its non-school
groups at about a 21% discount to full fare.

Attendance Distribution — The Exodys exhibit realized close to
15% of its “through the door” admissions from this fare
category. Here it is assumed that 8% of Base Attendance will
be from promotional groups.
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a. Definition - This construct assumes the presence of 3 Special
Exhibits during Years One, Two and Three similar to
Leonardo3, Body of Evidence, and Jim Henson’s Fantastic World. A
blockbuster like Body World is not scheduled in the construct,
but may be planned for Year Two if operating results are
satisfactory. It appears, and this construct assumes, that these
speciaﬂ exhibits will be running, in total, 10 months of each
scenatio year.

b. Pricing Most, if not all, of the Special Exhibits will come by

way o
and

f third party contracts which specify the admission price
which give The Leonardo, within that specified

admission price, some profit margin. This construct assumes

the 3

Special Exhibits cited above will be priced at $12.00 for

adults| and $8.00 for youth/students/seniors.

c. _Attendance Distribution — Based on the annualized attendance
number from Exodus, this model assume attendance at special
exhibits to be 13.33% of total Base Attendance. The average
Special Exhibits Admission average ticket revenue is assumed

to be

11. Special Exhibit Admissions Add-on

$9.00.

a. Definition - Patrons visiting a Special Exhibit will also have
access the whole Leonardo expetience. This is different from
Exodus in the sense that there is much more value attaching
to admissions than just the exhibit. Consequently, we will
charge an add-on to Special Exhibits for the Patron’s right to
accesy the entirety of The Leonardo. This add-on cannot be
the Full Fare admissions cost, nor can it be at a low discount
to Full Fare, since the combined cost would become
prohibitive both from a demand perspective and
contrgctually.

b. Pricing - This model assumes a 75% discount to Full Fare, ot
$2.00, as a reasonable Special Exhibit Admissions Add-on.

c. Atten

lance  Distribution — Based on annualized attendance

number from FExodus, this model assumes attendance at
special exhibits to be 13.33% of total Base Attendance.

12. Out-of-State Admissions Add-on

a. Definition — This is the inverse of giving local residents a
discount to The Leonatdo. Non-Utah wisitors will be
charged an Out-of-State Admissions Add-on for all fare
categories. This is in-line with many competitors’ ticketing
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13. Club Leo Admissions

14. Aficionado Fares

structures, and can easily be justified given the considerable
support The Leonardo gets from Utah taxpayers.

Pricing — This add-on is priced at $1.50. Discovery Gateway
charges non-Utah residents an extra $1.00 at the Full Fare
Adult level.

Attendance Distribution — 1t is assumed in this construct that or
8.33% of the total Base Attendance will come from non-Utah
resident Patrons.

Definition - This fare category encompasses what are assumed
to be Patrons visiting only the night time, dance-club-like
Forum cum Club Leo.

Pricing - 1t is priced at a 68.75% discount to Full Fare, or
$2.50. The idea is to keep admission to this part of The
Leonardo at a low rate which will spur use by the target
market.

Attendance Distribution —  The model assumes Club Leo
Patrons will comprise 2.33% of total Ancillary Attendance.
Obviously, operating decisions will be taken to determine
which days of the week Club Leo will be open. It is likely
that it will open no more than 3 nights a week, in which case
the construct does not appear out of line. There are few if any
touchstones by which we can assess the validity of this
assumption.

Definition - This fare category is designed to encourage
frequent use of The Leonardo by Patrons who become
enamored of the facility and expetience. The intention is to
request purchasers of Aficionado Passes to give us their
names and contact information. With this information and
knowing of these Patrons” genuine interest in The Leonardo,
we can begin to move them towards membership and begin
building a stronger core base of devoted Patrons. 'This
construct employs the customer loyalty concept to a point,
but eliminates the need to track participants who have not
teally passed into full loyalty or aficionado status. Only
Patrons who actually purchase an Aficionado multi-visit pass
will be tracked in detail, i.e., it will not be necessary to track
every Patron who has even the slightest inclination to sign up
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— as often happens in traditional customer loyalty programs. ‘
The Aficionado Fare is constructed along the lines of the
familiar ski-lift multi-ride pass, which becomes progressively
less expensive as a function of the number of uses or
admissions purchased in advance.

Pricing - This construct utilizes 3 Aficionado Fare options:

1| 3 Visit Pass — priced at a 37.5% discount to Full
Fare, or $15.00; $5.00 per visit; ($11.00 for Youth,
Student and Senior Patrons);

i. | 5 Visit Pass — priced at a 43.75% discount to Full
Fare, or $22.50; $4.50 per visit; ($17.00 for Youth,
Student and Senior Patrons);

ii. | 10 Visit Pass —priced at a 53.13% discount to Full
Fare, or $37.50; $3.75 per visit; ($29.00 for Youth,
Student and Senior Patrons).

As cah be seen at a glance, these rates follow a rational
discount progression. They are attractive when contrasted

with a#y of the full fare categories

Aﬁmﬁﬂm Distribution — Approximately 21% of total Ancillary
Attendance is assumed to derive from this fate category. This
attendance distribution assumes a base number of Aficionado
Patrons buying a relatively constant combination of 3, 5, and
10 visit passes.

15. Catering/Convention Admissions Add-on

a.

Definition - Utilizing the same rationale applied to Special
Exhibits, above, we can reason that Patrons attending a
caterirjg/convention event in the Community and Culture
Center will also have access to the entirety of The Leonardo
and should be charged for it. As will be noted in the Model
Construct Assumptions for Catering/Convention Earned
Revenue, below, total earned revenues from catering will
come from the (1) food and beverage pricing, (2) space rental
pricing, and (3) Catering /Convention Admissions Add-ons.
Convention products will generate revenue from (1) space
rental |fees, and (2) Catering /Convention Admissions Add-
ons.

Pricing|- This model assumes a 75% discount to Full Fare, or
$2.00,| as a reasonable Catering Event Admissions Add-on
price. | Catering/Convention Admissions Add-on revenues
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are captured in this part of the construct; food and beverage
revenues and space rental revenues, elsewhere.

c. Attendance Distribution — This construct assumes that on
average about 75% of Total Ancillary Attendance will be for
Catering / Convention activities.

Scenario Results — This construct for the six scenarios assumes a Base Attendance and Ancillary
Attendance combining for an assumed total Attendance number. The construct holds the fare
category distribution of total Attendance relatively constant. Clearly, modifications in the
distribution of attendance among the fate categories will have as significant an impact on
Admissions Revenues as do changes in total attendance assumptions. It is further assumed in
calculating Ancillary Attendance that catering / convention, Aficionado, and Club Leo admissions in
these scenarios are modified on a pro rata basis using the Year One, Normal, 300,00 scenario as the
denominator. This is likely an overly conservative approach since there will be little correlation
berween admission numbers and attendance at the catering / convention facilities. Specific results
for each scenario can be seen in the Farned Revenues Summary on page 18 of the document, as well
as in each of the Earned Revenue models which follow.
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Eatned Revenue Model Admissions Scenario: Year Cane, Normal, 308,000

Aranizl Mumber  ® : 9 Tickets Bold Dizoount e Fuli Fare Loget anghivumc Recenue par Zzle Armugt Revenuse
308,00 £85.55%
1. Fult Fase Adult 263530, LOFs PR FP04,000.59
2. Full Paze Child pa S 3 35% 3000 3800 500 $18,000.00
3. Full Fazs Smacdent 155, 3400 3350 05 £32,200.00
4, Full Faie Senter BN £90,200.00
5, Pamily Fare G587 e 3408 322,80 Eexirrki)
4, Rerarn Admissisns k=] 23 100,557 F204 .02 30.00
7. Complimenrary Admissions 508 e 22500 =3 #0.0% 3000 #0.00
8. Discounted Schaol Groups feio e 30380 £243,750.40
9. Discounted Prometional Groups £ 05% 4508 5600 5602 ©345,000.00
1. Special Exhibic Admissions A0 15.38% $560.000.00
11. Special Exhibit Admissicns Add-on 2208 240 280,900.00
123 Oar-of-State Admissions Add-on 353 2RO 3135 $37,506.00
Scenagic  Base Auendancs Torals 305,000 100.00%
Eameé Baze Admissions Reverue pes Patron 2663
13, Chib Leo Admussions 4,028 4.34% [ 550 TS 315,062.08
14. Abcionado Faress Figizs Afirionwdes
3 Visit Pass FRE00 10,458 B30 1500 £75,800.0U
5 Visit Pass 5515 1280 4,30 52250 £411,500.00
16 Visiz Pass FEYLN 200 82550000
Toeal ARnonados T1ES, T4
23, Catering/ Gonventien Admiszions Add-on AT LI8: "0 3200 42,09 £204 E50 00 .
Scenarie  Ancillory Attendance Totals 138253 160.00% §357,560.00 |
Eamed Ancillary Adswizsions Berenue per Patton EE2)
Scenane Grand Tomls 438,283 2,165,001.78 |
Eaned Aduiizsions Reverus per Paon 54,94
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Earned Revenue hlodel  Admissions Scenarvior Year One. Conservafive, 225,000

Azmusl Number % Tots! ThreDioor  Tiglets Splé  Disesustss Fuli Fare Cozt ench visk Revenue per Sale Annust Revenue
228500 D06

1. Full Fare Adult €5.500 25.09% V0P E.00 3608 $527,200.86

2. Fall Faze Child 2258 1.00% 25004 36.00 36,00 13 500,00

3. Full Fare Student 4,203 1.57% R 25000 3500 5600 £25,200.00

4. Full Fare Seniot

5.05% 11358 R0 $6.0F £47,500000
5. Farily Fare 15,102 5.71% 23584, sz $73,520.2
6. Renun Admissions 2.30% 650 ety 3300 000 2040

7. Complimensary Adwissions A% ax ke 098

3. Discounted School Groups ze28n 255D L2357 5303 3525 152,512 58
9. Discoumed Pramenonal Groups 15202 595% 5500 $8.00 $6.0% SEDO0.0V
10, Special Exhibit Admtssions pakovd 12.28% nse 132307 3800 %00 3279,000 29
11, 8pecial Exhibit Admissions Add-en “570%: 3200 52.0% £0,900.00
12, Dur-of-Siace Admissions Add-on 575D 25.23%: 3350 $4.5% 325,425.06

Seenntiec  Base Anendgncs Tatals 225, B0.005% 9.72
Earmed Baze Admuizsions Ravanue per Paren $6.03

13, Club Leo Admissions

2083 S0 3238 BL5T F10,060.08
14, Aficionade Faes: Affigznndos
3 ¥isit Bass $.45% 3,547 35.00 34500 62,500.00
5 ¥isit Pass 5079 L 43,758 52,30 23050 230,800.06
10 ¥Visit Pass 3062 33,73 53750 SIE,750.00
Tuoeal Aficionadon 23507 15Ait% 6267
15, Csvering!COm'émiaxs Admizzions Add-on FTEIN 101285 el 3 320,555.20

Scenzrie Ancillary Arencdance Totsls 151,783 94,08%, $331,516.00

Ancillary Adnyzsions Revenue per Patron s2.52
Seenario Gaand Totals 356,783 $4,687,975.72
Eamed Admizsions Revenue per Pawen 3473
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Eatned Reverrae Model  Admissions  Scenario: Year Tyvo, Nopmald, 180,000

Annusl Mumber % Tot Thru|Dosar icirers Sold Dizeownt 1o Falt Fare Ceet each won Rerenus per Ssla Annust Pevenus
183,500 T0G 6%
1. Full Fare Aduh 2T98 Z8.35% 52794 Q0P 33.00 $5.00 2423,352.90
2. Full Faze Child 157 1.00% A £ Y650 34,07 1080020
3. Full Faze Srudent 3,242 1.50% 240 25005 5500 56,02 14R46,00
4, Full Face Senior S30% oW 23000 3500 2408 £53,000.06

5. Faryily Fare S5, fg Y21 5456 42200 £58,490.00
6. Rerurn Admissions 4288 257% .02 $0.90
7. Complimencary Admissions o P 000 k=] 30.00
8, Discounted Schivol Groups 2057 .38 .25 .33 $540,256.50
9. Discounted Promononal Groups £20% 14,405 50N 8.0 26.0% $50,400.80
10, Special Extibic Admissions ok 122875 23,304 13 0.0 f2:20d £25850.00
11. 8pecial Exhilit Adnvssisns Add-on sk EARE LA 23,904 RO 3200 fa ] 7,955.00
12, Our-of-Saze Admissions Add-on 14595 £53% $1.30 5130 222,481,068
Scenaric  Base Artendancs Towmls 180,60 140.20° 4 £1.084,3¢3.00
Eamed Base Admizsions Rerenne per Faton $5.02
13, Club Leo Admissions 27 2734 387 €373 #2050 it 55,000.50
14, ABcionado Fares: Afficanados
3 Visit Pras 16,4275 2508 4580 $15.00 53,0600
5 Visit Pass 2284 34,300 42250 53527300 i
10 Visit Pass 23.15% 3575 3750 313,326.00 ‘
Totd Aficonsdas Sz 3440
3. Catering/ Convention Admisuonz Add-on 3082 1250 peted 205400
Scenane Ancllary Avendance Totals 3,174 %184 80
Anciiay Adurissions Revenus per Fareen 5323
Scenario Grand Towals 263474 [ stz69,000.00
Bamed Admizsion: Resenuz per Paoon §4.52
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Earned Revenue Model Admissions  Scenartio: Year Twe, Conservative, 135,000

Armusl Nomber % Tomi TheDoar  Tickes Sold sonnt 1o Fubl Fase Cast ench wsit Reveue par Sale Annusi Revenpe
132,890 0%
1. Faull Fare Adul 23588 LEIS% NI 0055 4500 306 £310,704.00
2. Full Fage Child 2358 £.05% 15807 34.00 36,02 35,100.00
3. Pull Fare Studens 2433 7.36% 243 I3.060. 4800 34,02 214,350.00
4. Full Faze Sender €75 E25% 13007 .00 pi3ed 2050000
5, Family Pare 467 patv 3G 22200 #24,022.00
6, Return Admissions S0 0L 3C.00 3000 30490
7. Complimentary Admissions 14,125 % 12328 = 0.0 0T 2040
3. Discounted School Groups 39.35% $3.58 3199,487.50
9. Discownted Promotional Groups 12,505 2.85% 3600 $80G $04.300.00
18. Special Exhibit Adnesions [ 17598 1000 0T 3165,539.30
11. Spacial Exhibir Admissions Add-on 1738 17508 "B £200 5200 $38,99100
12, Oui-of-Staze Admissions Add-on 13,248 £33, 11,348 3150 $16,868.25
Scenario  Buse Anendance Towls 133,020 250.00% 13,272..
Eatazd Bose Admizsions Rerenne pe Potron 3662
13. Club Leo Admissions 27 295% B3 36,750.00
14, Aficionodo Fazes:
3 Visir Pass $433 Z24% 2,145 505 $3.00 41500 $32, 17500
5 Visiz Pass ERTCN L 3430 52250 £20,457.50
18 Visiz Pass 2A48% 262 EEREN $5.75 55750 $%,909.00
Toul Afinonsdng 14,350 FAP X 3300

15, Catering / Convention Admizziens Add-on 4BSTT 2200 $92454.00
Scenario  Ancillary Anendance Towls 77,600 98.52% $166,926.50
Ancillsry Aduissions Revenue pes Paceon 5207
Scenane Grand Totals oyl $074.496.75
Eomed Admiznon: Reverus pex Faran 84,58
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Earned Revenne Model Adinissions  Scenario: Year Thiree, Normml, 190,000

fmumal Noynber  %e Tor! ThiuDoor  TicketzBold  Discount to Fuli Fare Cost each wgit Fievenue por Sade nnw Revenue
190,000 120,045
1. Full Faze Adult 2825, 53720 DR, .00 $8.00 $445,516.00
2. Full Fare Child .55 1 o5 3650 6.0 $32,900.00
3. Full Fame Stadent 8422 1.55% 5,320 3600 5602 $20,320.06
4. Full Fare Senior 932G o5t 2300 1400 $6.07 857,900.00
5, Family Faze 2474 5 3654 4.5 2. SBLAGEEY
6. Return Admissions 2575 208 00% 20.00
¥, Complimentary Admissions 1230 e 12250 FSY 26435 $0.30
8. Discoumed Echool Groups 37500 5 .30y $5.35 3528
9. Discounted Promotional Groups 12.20% o0 15,202 .60 6,00 26.00 394,200.08
1¢. Special Exhibit Adumissions 13427 735N 25,37 13230% $9.00 59.02 2I27,945.00
11. Special Exkibit Admissions Add-on 5437 I3E, 12,50 3208 B50,554.00
12. Our-ui-State Admdssions Add-on 3230 $50
|
Scanario  Bsse Anendance Totals 153,020 105 0%
‘Eaned Base Admissions Ratemue per Patran Stz
13. Club Leo Adnissions 378 2574, 3720 $3.75% 4250 3050 5945050
14. Afcionade Faras:
3 Visit Pass 2.52¢ TG4 EE 3300 51568
5 Wisit Pass £,313 23 156 34,30 41258 2EAILOG
10 Visit Pass £.38% 375 B14,030.00
Tousl Aficionados 1613 21 95t +830
15 Catening/ Convenuos Admirsione Add-on $4.-38 . B4, 535 1200 3208 $128,5 .60
3eenario  Ancillary Avendance Totals 87,416 DEE5% 5226,427.08 |
Anciliary Admussans Rrcenss per Paceon 5259 |
Scenario  Grand Toals 277,406 $1,371,232.3%
Esrnes Admissions Berenue per Pamwsn §4.94
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Earned Revenne Mode! Admissions  Scenario: Year Three, Conservative, 142,500

Annual Number i Tautl Thi: Door Fickers Sold Dizcount s Fuli Fare Tost aach visy Revanue pex Bole Ancusi Revenne
142,58 702,065

1. Full Fare Adult 41,793 25550 41,795 U 350 3534,352.90
2, Full Fare Child B 1858 1423 360D 360 22,550.00
3. Fall Fare Smudent 155 7365 6.0 3600 21839000
4. Full Fare Sender CaE E00% TS .80 DY $42,750.00
5. Fanuly Fare 5303 2312 $4.38 $22.00 £46,467.97
&, Renun Admissions 5577 2.57% 1000 SO0 020
7. Complimenrary Admissions 10,538 5% 12,658 = 3003 Ege $0.00
8. Discounted School Groups 35808 2507 A .58 335 3323 $135,781.25
9. Discounted Promeotianal Groups 18,500 5.00% 11,403 3600 600 Sof,400.60
10, Special Exhibir Admissions 15,5235 15593 36.00 £6.0% 7085728
11. Special Exhibit Admissions Add-on 5500 2260 200

12. Our-of-Stare Admissions Add-on 11878 £.33% 1378 3u30

Scenaro Base Anendance Torals 200,004
Earned Base Admizsion: Revesue pec Pauon
13. Club Leo Admissions 2533 P2 1535 3230 BI.E% 27,0573
4. Afcionado Faress 5 -
A Visiz Pass 15.39% 275 $t3.00 E34,125.00
5 Visiz Pass 713% 435 $4,50 522,50 821,262.50
18 Visiz Pass L0% 3558 .50 $16,500.65
Tozal Aficionados 3300
1&. Catering/ Conventon Admizsiens Add-on AFL9E 4G 2A9¢ AR joan poakeed TREALL0E
Scensric  Ancillary Artendancs Totsls 60388 95,72 217407.60
Ancillory Admizzions Revenus per Pawon 2258
Feeanario Grand Towls 208,781 £4,029,621.04

Earned Adinissions Revenne per Pacon 24,93
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Model Construct Assumptions

Earned Revenue: Food and Beverage

1. Scope —-

3.

b. This Model assumes The [eo
c. It is also assumed that there a

d. The dollar values utilized are
possible since most market
years in advance.
necessary.

e. Admissions costs to Patron
entrance/entrance related co
the cost of all the experienc
contrast to an “all inclustve”
higher entrance fee, but can

natdo is fully operational and opens in 2009.
re 360 operating days in each year; 51 weeks.

2007 values. This makes comparative pricing analyses
competitors do not publish their intended prices two

Certainly, inflation adjustments can be imputed whenever

s are “non-inclusive.” Admissions charges will be for
ts only, that is, the price of entrance will not include
es/services available inside The Leonardo. This is in
admissions construct in which a Patron pays a much
patticipate in all activities once inside at no additional

cost. The objective is to keep admissions prices at levels which are competitive with
other market options for out demographic. The assumptions are that once inside,

Patrons will (1) realize the
admission and wish to return
for which they will be willing

excellent experience value they get for the cost of
and (2) identify numerous extended value experiences
to pay extra (“up-charges”).

Base Attendance — This is the primary assumption in all Earned Revenue Admissions

models. In the Year One, Normal, 3

attract approximately 300,000 visitots.

00,000 Scenario, it is assumed that The Leonardo will
This attendance number is 158% of the assumed -

“stabilized attendance” number of 190,000 which will obtain starting in Year Three. ASTC
statistics suggest that we should expéct about 6.6 Patrons per squate foot of exhibit space.
Given 32,500 square feet of exhibit gpace, statistically we can expect about 215,000 Patrons |
in a normal year. This supports the Year Three, Normal attendance, assumption. The spike

in Year One attendance is also in line

with opening year statistics from the industry. There is

a novelty factor to a new facility which generally pushes attendance demand well beyond
stabilized levels; promotional, celebratory opening events, and the like will attract many

visitors, media types and dignitaries

who would not visit in a normal year, for instance.

Additional support for attendance assumptions can be seen in Appendix I1.

Ancillary Attendance — This construct differentiates between the kinds of Patrons who
pass through the door for reasons or in ticketing categories that are relatively standard to the
industry, and Patrons who visit because of ancillary features of The Leonardo which are unique to it.
These unique admissions result from Patrons who only visit Club Leo, Patrons who decide to visit

on a frequent basis (“Aficionados”), and Patrons who enter The Leonardo primarily to attend a
catering/convention event.
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4. Attendance Grand Total — This is simply a combination of the data pertaining to Base
Attendance and Ancillary Attendance.

5. Food and Beverage Services — Total Food and Beverage Earned Income derives from all
aspects of food and beverage generated earned revenues anywhere in The Leonardo. There are two
Food and Beverage profit centers in this construct:

a. Catering/Convention — This construct assumes the designation of approximately
6,200 square feet of contiguous floor space in the north east quadrant of the Third
Floor Community and Culture Center for Catering/Convention events (the “CC
Area”). This is a departure from previous thinking on the use of that space and has
obvious build-out implications. However, this construct assumption has some very
attractive implications:

i. Positive Implications

1. 'This construct eliminates the need to intetfere with programming on
the Main and Second floors to accommodate catered/convention
events. Although we could still contemplate utilizing Main and
Second floor spaces for events on a case-by-case basis, we are not
forced into those decisions.

2. We would not need to diminish our Admission revenue assumptions
since Leonardo-only Patrons would not be excluded at times from all
or parts of the facility because of catering/convention requirements.

3. We could package a full convention/seminar product utilizing the
Third Floor CC Area for seminars and classes, for catered events
attaching to the convention/seminar; include the Auditorium in the
package for lectures, films, discussion groups; and top-off the
package with the ability of convention/seminar participants to visit
The Leonardo on the lower two floots.

4. Because the construct utilized in the Farned Revenues Admissions
model anticipates revenues from a Catering/Convention Admissions
Add-on, this source of demand will drive earned Admissions
revenues further.

5. The existence of these catering and convention/seminar products
will enable us to book revenues well in advance of the opening of
The Leonatdo; ergo the business risk of the Project is diminished.

ii. Catering/Convention Area Needs

1. Space — Caterers will need to have the capacity to host up to a 500
person, plated dinner. Caterers normally utlize 8 person rounds
(tables) for these events, and estimate that each round needs 100
square feet of floor space. That equates to an overall floor space need
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ti. The Catering/Conve
company (“Franchise
contract are noted bd

1.

of 6,250 square feet. It is optimal if the space is configured in a
simple rectangle or square to optimize crowd interaction.

Maximum flexibility for the CC Area is obtained if we install or
fixture it with portable/expanding walls so that it can be sub-divided
for smaller events, or even configured as class rooms as originally
contemplated.

The northwest quadrant of the Third Floor appears to provide the
space needed] and has spectacular views: north to the Library and

Piazza, and west to the City and County Building and northwest to

the City skylit
on the west s
of the elevato
do flooring ar

re. The idea is to take the entire width of the building
de of that floor, north to south, roughly from the top
rs, and dome in and open up the Atrium area, and re-
ound the Atrium fountain/pool so that too can be part

of the CC Area seating.

The Caterers
north side of
a staging area

Build-out of
dividing wallg
ceiling treatm
support pillar
over, and flod
and the stairs

will also need some area, 300 — 400 square feet on the
the Building, already plumbed, which can be utilized as
for food service.

the CC Area would involve the demo of existing
, decorating the area with acceptable floor, wall and
rents; installing additional lighting, perhaps on the
5; the Atrium will also need to be opened and domed
ring added. Additional Restrooms will need to be built !
expanded. The furnishing for this CC Area needs to be

on par with the 23" Floor at the Wells Fargo Building.

Full marketi
Catering/Con
and The Leon

The Franchis
time manager
beverage sery
oversight for
have oversig
although a se
this. 1t is es
$55,000 per
Franchisee, ¢
recouping th
Franchisee.

ntion function will be bid-out to a local catering
). The salient characteristics of this Franchisee
low.

ng and demand generation for The Leonardo’s:
vention product will be borne by both the Franchisee
ardo.

ee In conjunction with The Leonardo will hire a full-
(the “Manager”) to oversee all aspects of the food and
rice within the Building. This Manager will have
CC Area booking and sales. The Manager will also
ht/cootdination responsibilities for the Restaurant,
parate Café/Coffee Shop operator will be engaged for
timated that this Manager will fetch on the order of
year. The salaty cost will be borne wholly by the
t split, with The Leonardo paying half and then
at cost by way of catering trade-outs from the
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3.

b. Restaurant —

The Franchisee will be obligated to provide a range of menus both as
to cost and food content. However, the catering franchise will be
non-exclusive. That is, a list of other, pre-approved, caterers will be
allowed to use the Catering Kitchen and the CC Area for events if a
client so wishes. The Franchisee, however, will retain the right-of-
first refusal in respect of matching and winning competing catering
bids for clients.

The Franchisee will work with The Leonardo in the design and
decoration of the CC Area to ensure that the standards of both
parties are met.

The Franchisee will require the non-exclusive use of the 1,450 square
foot (“Catering Kitchen”) in the First Basement Floor. The
Restaurant will be able to utilize the Catering Kitchen as needed and
as coordinated with the Manager. (See Floor Plans).

The Franchisee will provide front-end funding for the  Catering
Kitchen: design and fixturing, including table ovens, stoves, fryers,
prep facilities, refrigeration, storage and any other necessary
furnishings or equipment. This requirement will include all aspects
of the design, sourcing and installation. It is estimated that a wholly
independent Catering Kitchen can be had for an initial investment of
about $100,000. This cost will be funded by the Franchisee and
distributed on a time line as required by suppliers and contractors.
The Leonardo will fund necessary infra-structure build-out, e.g.,
plumbing and electrical features.

It seems that a term of 8 to 10 years is what the caterers will want on
this type of an engagement. Seen in light of the suggested $100,000
front-end investment in the Catering Kitchen, this term might be
shortened.  Given a standard 20% net margin on catering, the
Franchisee would recoup its entire investment in the Year One. We
should consider increasing the initial investment amount to, say,
$200,000, in return for an 8 year contract. Monies not used for the
Catering Kitchen could be put to good use elsewhere, perhaps in the
refurbishing of the CC Area.

The Restaurant will be situated in the north east corner of the Main

Floor and will require approximately 2,100 square feet. The Restaurant area will
allow for all aspects of the operation from food preparation (some basic prep will be
done in the Catering Kitchen), cooking, customer service, customer education,
demonstration, and inter-action, seating, as well as the more mundane functions of
clean-up, bussing, dish washing, and storage. The Restaurant area will be accessible
from the north through outside doors fronting on Library Plaza and from the
interior of The Leonardo. Patrons entering the Restaurant area from outside the
building will not be charged admissions. The Health Code requirements for
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6.

restrooms for the Restaurant
Main Entrance.

The Restaurant is comprised

i

iv.

can be met by allowing diners to utilize facilities via the

of 4 revenue generating operations:

Café — The Café will include the kitchen, a service/demonstration counter,

point of sales station
capacity for approxit
expected on the Libr
go” facilities will also
purchase a prepacka
customers with limite
out food. (See Floor P

1 (“POS”), bussing stations, dishwasher, storage, and
mately 50 diners. Additional diner seating can be
ary Plaza, particularly in warmer weather. “Grab-and-
be accommodated within the Café to enable diners to
ged meal. This will promote some demand from
d time who wish to dine in the Café or purchase take-
ans).

Coffee Bar — The Coffee Bar adjoins the Café. In addition to coffee drinks,

all beverages for the
separate POS here so
Café POS|]

Retail Sales — Plac
displays of cooking,

Café will be setved from this area. [Should have 2
Coffee Bar Patrons will not have to wait in line at the

ed variously throughout the Restaurant area will be |
food, nutrition related books, Leonardo published

materials, and magazines for sale. We will also sale cooking accoutrements in

this area as space and

Healthy Bar — The

demand allow.

Healthy Bar will be situated on the Second Floor. Its

purpose will be to provide a soutrce of food and beverage products for

Patrons on that floot.

The health, nutrition and environmental aspects of

food which are incorporated in the Restaurant offering will carry-over to the

Healthy Bar. Logisti

cally, it should be envisioned as a kiosk with hot and

cold beverages, light foods, and some grab-and-go offerings. It will require 1
employee and POS capacity.

Key Construct Variables

a. The Catering/Convention

I

Gross Revenue, Ba
Crafts, whose person

model utilizes the following assumptions:

nquet Services - Based on discussions with Culinary
nel include the former manager of the 23" Flor at the

Wells Fargo Building, it is conservatively estimated that the Banquet Service
gross revenue for a normal year would be $1.5 million. Gross Revenue is
the critical variable. This construct generates the $1.5 million gross revenue

number. However,
revenue, i.e., number
guest, while reasonah
likely that Year One
However, since this ig
the more conservativ]

the exact composition of the factors producing that
of guests, size and frequency of events, and cost per
le, will undoubtedly deviate from the construct. It is
+ gross revenues could be higher than $1.5 million.
a start-up operation, the model holds gross revenues at
e normal year level. (See Catering Proposals). Scenarios

for Years Two and Three presume various, lower, attendance figures and a
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ii.

1v.

roughly proportional reduction in banquet activities. This is overly
conservative since there will be little, if any, correlation between admissions
and CC demand.

Net to Leonardo — This construct assumes that 10% of gross revenues for
Banquet Services, food and beverage sales, will flow directly to The
Leonardo.

CC Area Rental, Catering — In addition to the cost of the banquet service,
a catering client will also be charged for rental of the CC Area or other
portions of The Leonardo. With the moveable walls/doors, it is assumed that
the CC Area can only be suitably configured as a whole space, 500 guests, ot
a half space, up to 250 guests. This model uses the following Area Rental,
Catering prices:

1. CC Area, entire floor $2,500
2. CC Area, half $1,500
3. Other Building venue (200ish guests) $2,000
4. Entire Building $8,000

The frequency and size of catered events are the same as those utilized to
generate Banquet Services revenues.

CC Area Rental, Convention - The CC Area and the Auditorium will also
be rented for non-catered, i.e, convention events. This definition and use of
the CC Area can include use of the Area as classrooms. This portion of the
model does not include rentals income from classroom uses. The pricing
assumptions for convention uses are:

1. Entire floor, days $1,800
2. Entire floor,evenings/weekends $2,500
3. Half Floor, days $1,000
4. Half Floor, evenings/weekends $1,500
5. Auditorium $2,500

b. The Restaurant Revenues construct is comprised of three operations:

i

Café - The assumptions for the Café are:

1. Seating Capacity is set at 60, this assumes some seating
contribution from the Piazza, “outside overflow” in warmer weather.

2. Turnover is the number of times per 6 to 8 hour operating day that
the seating capacity is used.

3. Diners perYear is the product of diners per day (turnover X seating
capacity), multiplied by 360 operating days.

o7
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7.

follow.

C.

4. Revenue per Diner is set at $10.00 based on conservative estimates
from our F and B consultant.

5. Net to Leonardo — This construct assumes that 10% of gross

revenues fron

1 the Cafe, food and beverage income, will flow directly

to The Leonardo.

ii. Coffee Shop — This

anticipation of the p

construct separates the Coffee Shop from the Café in
ssibility of an independent Coffee Shop operator, and

(more importantly) tg enable the model accurately to capture revenues from

the early morning diners.

These diners will nip-in for theit morning

coffee/tea only, i.e, they will produce a lower per diner revenue number than

regular Café diners.

(Club Leo physical configurations will also need to

include the Coffee SHop if we capture F & B revenues from that operation).

The assumptions for

the Coffee Shop are:

1. Dinets per Day is inputted at 75. This flexes of very conservative
projections from the Cyffee Garden at Sam Weller’s start-up model.

This number also includes Club Leo beverage and snack sales.

2. Diners perY

ear, again, a 360 operating day is assumed.

3. Revenue peﬁj Diner is assumed to be $5.00, again from the Coffee

Garden data. |

Retail Merchandise — We plan to have vatrious retail displays located |

throughout the Caf
published materials,

¢ which will contain periodicals, books, Leonardo
and appropriate food, nutrition, and health related

products; and accoutrements for sale. The revenue assumptions for this

operation are:

1. Dinets perY
Coffee shop d

b

Revenue per
average retail

enhancement of Patrons will be a
exactly the same revenue vatiable as

Scenario Results - Specific results
Summary on Page 18 of this document, as

‘ear — the sum of the anticipated Café diners and the
liners.

Diner derives from ASTC statistics which calculate an |
purchase contribution of $0.72 per Patron. ‘

Healthy Bar — Situated on the Second Floor for the convenience and experence

small, kiosk-like Healthy Bar. This construct utilizes
ised for the Coffee Bar, i.e., $5.00 from each customert.

for cach scenario can be seen in the Earned Revenues
well as in each of the Earned Revenue models which
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Earmed Revenue Model Food and Beverage

Carerng/ Conventon

500 Guess Bremz CC Atea
300 Guest Events €T Asea
200 Gues: Eventz CC Area
209 Guest Events Eleawhers
Eurire Building Catering
zub-toial Banquet LEITICET
L€ Avea Rentzd Cotering,
500 Guest Evenrs Third Floor
300 Gussr Events Third Floor
208 Guest Evenss Thisg Floor
200 Guecs Brentz Eleewhere
Entire Building

sub-zotal CC Aren Rental Cotering

500 Guest Events Dav Rare
259 Guzst Bvens Day Rate
500 Guest Evenrz Evening/Weeksnd Rate
250 Guagz Bvents Evening/ Weskend Rate

Amdirorium

zub-tetal £C Area Renmd Covvention

Torol Esmmed Revenue Catering/Caonvention

Scenario; Yeiar Oneg, Normal, 300,008 pages

e Gussty Frice per Gueet Net oo Leanade
$30.98 $22,500.00
1.3 i 21060 3000 463, 000.00
37 R 300 £42,000.00
0.3 2 4050 33600 $12,000.00
pAN & RE::) 33000 210.30080
3.38 161 8,100 11,303,000.0C £160,300.80
Events per Week iz pe Grocs Revenue Net 1o Lecnnide
foeg i5 3%, 50000
L¥ v $173,000.09
Ly G $%85,000,90
232 28 248,000,002
L1z & S48 00000
188 §463,509.20
Events per Weel Eventc per Ywsc Guasts per Year Price pez Fvent Grogz Revemue Netrslecnude
1Z7E 6375 $22.75000
Loe 435,90000
LOG 127,500,603

£2,183

192,383

$38,250.0¢

133 45000

£353,650.09

$2,222 158,00 3B59,4 50,00

Eamed Revenue Model

£3312

{afé
Ceffez Shap

Rerail Merchandize

Sub-wial Earned Revenue Lafd

Hsalthy Bar

Total Eained Revenne Restaurant

Total Eamed Revenue Catering/Cenvention

Fom page

Grand Tosal Food and Beverage

Segring
60

Food and Beverage Scenario: Year One, Norual, 300,000  page2
Tupspver Diners ez Toay Dinsiz pez year Revenue pax Divar Caees Revenus Met o Leonardn
3 P 64,900 10,00 564,500.00
2 2ot 500 13,5880
1,500 3072 SR
53 $E42.086.00 514439600
% 27000 213,500,650
33 116,800 5,28 95496000 $157,896.00
12283 £330 130,00 B8 45
221,083 8320624600 | $L027,345.00
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Earned Revenue Model

Food and Bev|

erage Scenario: Year One, Conservative, 225,000 pager
Catenng/ Conventon
et Servicer Number of Guesr vents par fipek Erente gerYear Gurzsrr per Year 2 Grogs Fevenne Nt tn Leanarda
309 Gues: Events CC Azen g ) F3] 0 o L2 £22,5300.00
30% Guesz Eventz CC Ares ke i 563,000.00
200 Gue Eveny CC Ayes ¥ 14008 £42,000.00
208 Guett Evene Elrewhers %D 3% e £000 33000 112,008,800
Eprite Building Cotesing &9 .45 £ 3008
zub-1915] Bangusr services 1,506 355 1t 28,100
LL Srea Renal Coreging Ae0t per Weel Exantr paryesr Price pex Erent
50¢ Gues: Events Thitd Floax Rotailt ¥:7.4 1% 137 50000 $37,500,00
309 Guest Evenrs Third Floor frapt 23 137 i 32,3000 §175,000.9¢
209 Gues: Evente Thini Floor Ol Asen 37 ¢ JLICh B£03,000,00
206 Guest Eveni Elsewhere Frsgr e Sons 20 330,000.00
Extire Building pote e 3 FELDG.0E 2255500 245 200.90
cub-totet €C Aren Remial Corering 18 [ _swsa0men |
£ Agex Rental Couvention Xeoue Poee per Event Deagto Leonade
509 Guert Events Diay Rote G nm 1,800 $22,%30.90
238 Guest Event Day Rate fagt 27 251 008,60
500 Guest Bvents Evening/Weszkend Rate CC A $127,500.00
256 Guszs Evente Evening/Weszleend Rare CC.Ane 3t 338,250,009
Anditotiun oo 035 =7 22333000
sub-toral €C Aten Rental Convention 133 178 2,183 [seom |
Total Eamed Rerenue Catening/Convendaon 7 33t £2,232,£50.90 m
Earmed Revenue Model  Food and Beverage  Scenariot Iear One, Conservative, 225,000  page>
Pastiuant Saoting Turmerkr Dinsry poz Doy Dines pervesl e Loz Revenne et 10 Leonardg
Café o0 2 128 43,208 §16.60 443,200,900
Coifes Shop 13 25000 3500 £12,608.50
Retail Meichandze 68,4908 T2 2AY 24200
Sub-ta1sl Earned Revenue Cafi 190 patipie v o $385,045.00
Heglty Bor k3 2528 WA £12,050.00
Toral Eaimed Revenue Restavrant 260 93,6880 3783 §733,248.00 5317,048.00
Total Exrned R Cazesing /C ! 12353 ELI22550.00 154953000
fowa page §
Grand Total Food and Beverage 105,853 12,958,398.00 $987,093.00
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Earned Revernme Model

Carering / Convention

e Number of Gusen:
508 Guest Event: CC Avea 30
308 Guzzt Eventt CC Axen 3
209 Guest Evenis CC fuea 200
200 Gues: Bventz Eleewhere 2
Enrire Buikling Catexing’ 508
sub-tomd Banquet zervices ‘1,500
22 Renig <

309 Guest Event: Third Floor L deat
300 Guees Evensz Third Flear L dne
209 Guest Events Thud Flser feent

209 Guaat Event Elcewhere

Entire Building

aub-zarat CC Ares Rentol Careting

O Avas Renta] Convantien Ceran
300 Guesy Evenrs Doy Rate ? L dws
230 Guaer Evenu: Day Raw L dn
500 Gueot Eventt Evening/Weskend Rare pacagt 252
230 Guzzs Event Evening/Weskend Rate pa 2
Anditorium Asdresay

mib-1owal £C Azen Rentsd Convention

Total Eamed R

Caxering/C

D18
232

Food and Beverage

Evenrs paI VeSS
]
34
09
Esear REL N=af
]
<2
0%
&3

Scenario: Year Two, Normal, 180,000

sotr

paged

L1EBAROOY

31,333,290.00

7:":‘ 20 g‘gnﬁxﬁg
322 .500.00
$105,000.09
34550000
$23.800.08
22% 5

Nzt gn ] gnnj_xﬂn
£1337000

£30,800.00

$7,500.00

32255008

st 5700
£32%8.670.00

Bestsurant Ezaging
Café 80

Coffer Shep
Retail Merchandise
Sub-tatal Earned Revenve Cafd
Healty Bag
Torwal BEamed Revenue Restaurant
Tota} Eammed Reverte  Catering/Conventien

Hora page

Grand Total Food and Beverage

Turrgser
18

Dunzrs per sy

108

25

153

u
&
89

Earned Revenue Model Food and Beverage Scenaric: Year Two, Normal, 180,000  page >
Iiners peryear
33350

5.0

FT40

£2,039,523.00

et tp Leoaods
$38,380.00

$13,500.00
sa7
599.811.60

213.300.60

3534,083.60 |
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Eamed Revenue Model

Carering/ Convension

Food and Beverage

Scenario: Year Two, Conservative, 135,000  pages

Servics Numbaz of Gueste  Eyents phr Week Exents ger¥ear ssrs e Y&, Price per Guest
500 Guex Eventz CC Atea 5090 313 €75 3 33000
309 Guest Events CC Ares 0 842 513 3008 £28,350.00
200 Guess Event 15C Azes 250 a4dz 315 4,300 53090 $18,986.00
200 Guer: Events Elcenhere 200 als 3 53026 $5,400.00
Endre Buildiog Caresning 90 ois 2z 1620 53000 B 560,@}
sib-toral Ea;qua services 1500 Ly 41 22,345 5676,320.30 567,4‘:35‘00‘.'1
2 2} Caverts Yenus etz per Weak sz per Ve o1 Fora o< Revenpe  Nettoleenaido
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200 Guer: Evente Thizd Fleoc [ty 315 31,5000 pE +47,250.00
206 Guess Events Eksewhars Epsear Seionst 213 2 $13,007.00
Eroe Building Erese oaSeasd 245 i 3500006 28 508
sub-totat CC Ares Renta) Cateting Lat 51
CC Ares Renind Convennon Eyents per Woek Eranir ﬂ?:)"ﬂ( = et Y o1 7 Exs) 799 538
209 Guast Eventiz Day Rate 3. ez 4
239 Gueat Eveniz Day Rate L dne 045 k=il 5738
508 Guecs Evente Evening/Weskznd Rate $43 2288 14,273
259 Guest Eventr Evening/Weekznd Rate Tl 233 21475 258 1T, TILID
Aaditerium ake 53313 frel 23377780
sub-totad € Area Rental Convention 1.5 % 23482 HEEREES ] sHLILE0
Toral Eamaed Revenuz Cacering/Convention 3 135 027 E99%,867.50 $391,282.30
EHarned Revenue Model Food and Beverage Scenarior Year Two, Conservative, 135,000  psge:
Café w0 1405 673 21300 510,00 IALH05T £24,300.00
Coffee Shap 383 ¥ S £5.80
Rerail Merchangdine 38,070 3552
Sub-toral Eamed Revenue Café LTS
e 1 s 1348 €500 55630
Total Eszned Rerenue Reszaurzat : 18735 45,410 500 3395, %0448 $54.265.48
i
Tarsl Eavned Revenue  Cazering/Convention #6027 £998 967,50 SI91202.50
Som page
Grand Total Food and Beverage 95,437 +1,505,927.50 $483,317,90
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Catering / Convention
Bangas] Sarvizes
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Earned Revenue Model
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Model Construct Assumptions

Earned Revenue: Studios and Workshops

1 Scope -
f. This Model assumes The Leonardo is fully operational and opens in 2009.
g. Itisalso assumed that there ate 360 operating days in each year; 51 weeks.

h. The dollar values utilized ate 2007 values. This makes comparative pricing analyses
possible since most market competitors do not publish their intended prices two
years in advance. Certainly, inflation adjustments can be inputted whenever
necessary.

i.  Admissions costs to Patrons are “non-inclusive.” Admissions charges will be for
entrance/entrance related costs only, that is, the price of entrance will not include
the cost of all the experiences/services available inside The Leonardo. This is in
contrast to an “all inclusive” admissions construct in which a Patron pays a much
higher entrance fee, but can participate in all activities once inside at no additional
cost. The objective is to keep admissions prices at levels which are competitive with
other market options for our demographic. The assumptions are that once inside,
Patrons will (1) realize the excellent experience value they get for the cost of
admission and wish to return, and (2) identify numerous extended value experiences
for which they will be willing to pay extra (“up-charges”).

2 Base Attendance — This is the primary assumption in all Earned Revenue models. In the Year
One, Normal, 300,000 Scenario, it is assumed that The Leonardo will attract approximately 300,000
visitors. This attendance number is 158% of the assumed “stabilized attendance” number of
190,000 which will obtain starting in Year Three. ASTC statistics suggest that we should expect
about 6.6 Patrons per square foot of exhibit space. Given 32,500 square feet of exhibit space,
statistically we can expect about 215,000 Patrons in a normal year. This supports the Year
Three, Normal attendance assumption. The spike in Year One attendance is also in line with
opening year statistics from the industry. There is a novelty factor to a new facility which
generally pushes attendance demand well beyond stabilized levels, promotional, celebratory
opening events, and the like will attract many visitors, media types and dignitaries who would
not visit in a normal year, for instance. Additional support for attendance assumptions can be
seen in Appendix I1.

3. Ancillary Attendance — This construct differentiates between the kinds of Patrons who pass
through the door for reasons or in ticketing categories that are relatively standard to the industry,
and Patrons who visit because of ancillary features of The Leonardo which are unique to it.
These unique admissions result from Patrons who only visit Club Leo, Patrons who decide to
visit on a frequent basis (“Aficionados”), and Patrons who entet The Leonardo primarily to
attend a catering/ convention event.
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4. Attendance Grand Total — This is simply a combination of the data pertaining to Base

Attendance and Ancillary Attendance.

5. Workshops — The Project envisions having 5 participatoty workshops whete Patrons can learn,

experience and create. They will be ex
Patrons; possibly leaving behind their

panding or building on projects left behind by other

bwn respective creations for display, to stimulate and

teach others, or to add to a collective data base. A base inventory of requisite materials will be
available gratis for Patrons’ use. Those who wish to take permanent possession of their projects
will pay an appropriate up-charge cost. Hach workshop will have a POS (point of sale) function.

These workshops are best described under the rubrics of (1) their respective objectives, and (2)

their three functions or modes of use.
a. Workshop Objectives

i

1v.

The Center for the

Story — Here Patrons will learn about and participate in

the creation of and pteservation of stories and histories. It will be a place for
making and sharing stories and place for encountering and enjoying stories

made by others. Thig
booking, both audio
left behind by other 1

workshop contemplates such activities as digital scrap-
and visual; expanding or building on stories/histories
atrons. The Center will provide onsite access to digital

archives of photogrdphy, journalism, cartography, video, oral history and

genealogy along with
in personal projects.

Leonardo’s Wotksh
forms of inquiry and
variety of inventive
historical Leonardo,
Patrons visiting Leo
creating, expetiencing
miniaturized engineey

LifeWorks — In this
demands of life in

tools and activities for incorporating archival materials

op — This workshop focuses on art and innovation as
| problem solving. Here participants can engage in a

activities — some recreating devices imagined by the

bther responding to contemporary needs or challenges.

nardo’s Workshop will be involved in such physical

r, sharing, and learning activities as building robotics or

ing projects from component parts.

workshop Patrons will focus on living systems and the
a physical world. Mixing biology and physics with

movement art, sports, and engineering, this will be a versatile platform for
Patrons to understand themselves and other living systems from a variety of

perspectives.  They
mechanics of their

will participate in such activities as capturing the
own unique physical motion or reproducing their

appearance with the potential of morphing their images as a function of age,

gender or race.

The Big Picture —

This workshop will utilize a 6 foot suspended sphere

onto which can be projected various sets of data. These data can reflect
visually such interconnected issues as population growth, migration, disease

transmission

dictating their time-li

meteprological
demographic dynamigcs.

trends, environmental changes, and
Patrons will participate in selecting these data and
ne and interaction parameters. The sphere can also be

» D FT




programmed for such pedestrian uses as promoting a Participating Sponsor,
convention group, or for informing Patrons about The Leonardo. This
workshop will have a POS function.

v. Sound/Music Workshop = Patrons visiting this workshop venue will learn
about and experience the physics and mechanics of sound and sound
reproduction, language, hearing, audio processing, and musical instrument
creation. They may do such things as develop and record their own phone
ring-tone, record their own musical creation, or have their performed pieces
transposed by computer program to sheet music.

b. Workshops Functions/Modes

i. Drop-in — The workshops will be available, given the constraints of their use
for Master Classes and Courses as noted below, for all Patrons to visit on an
ad hoc basis. They will be encouraged by facilitators to jump in and immerse
themselves in the respective workshop offerings. Facilitators will be qualified
to direct the activities of Patrons of all ability levels.

ii. Master Class — Patrons who wish to pursue their interest in a particular
workshop will have the option of enrolling in 2 Master Class. This will be a 1
or 2 hour class lead by an authority in the particular workshop discipline.
Patrons will entoll for these classes in advance and pay fees that include a
base inventory of requisite matetials. Othet materials will be available at an
appropriate up-charge cost.

iii. Course — A yet more immersive version of the workshop will be offered as a
multi-class course spanning several weeks. This course work will directed by
qualified instructors. Patrons will enroll for these courses in advance and pay
fees that include a base inventory of requisite materials. Other materials will
be available at an appropriate up-chatge cost.

7. Studios — The Project includes 3 studio spaces in which Patrons enrolled in course work
with professional instructors can pursue their stll deeper interests in the respective disciplines.
Studios will not be open to Drop-in use by Patrons. All studio time will be booked and paid for in
advance and will be treated as rental income. Rentals fees will cover costs related to materials,
instructors, engineers, as well as studio operating overheads.

a. Visual Arts Studio — This studio will serve as the lab/studio space for visual arts
programs and home for The Leonardo’s Cool Person in Residence. Its primary use will be for
classes scheduled by Youth City Artways (“YAC”).

b. Recording Studio - This is a professional-grade recording suite that serves as the
lab/studio for the Sound & Music zone. The studio includes a “live” room, a control room, and
a secure storage area. It will be for cases offered by Youth City Artways, or for recording
session rentals during hours unscheduled by YAC.
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C. Movement Studio — This a

with a spring floor, ballet bar, lockers an

rea is structured as an in-house dance studio equipped
d showers. Its primary purpose is to serve the needs of

YAC. I, too, will be available fot rental when not scheduled by the Partners.

Key Construct Variables, Worksho

a. Daily Attendance — As not
300,000, plus 10,000 Patrons who are ¢

ps-

ed above, this construct utilizes the Base Attendance,
arried in the Ancillary Attendance number, for a Year

One, Notmal Scenario attendance assumption of 310,000. This number is divided by 360 days for

operational calculations.

fluctuations in attendance because of su
seasonality, etc. Similarly, at this juncrur
School Groups on workshop utilization a

b.
necessarily drop in on every wotkshop,
of Attendees will visit each workshop.
workshops per admission. Because mos

Each of the siy
Year One assumption. Obviously, finer

scenarios presented utilize a pro rated variant of this
tuning of the model is needed to address expected
ch factors as peak hours of the day, days of the week,
e we are unable to compute the impact of Discounted
nd revenue potential.

Percent of Patrons Visiting the Workshop — Clearly, all Patrons will not
although they might. This construct assumes that 50%

This implies that on average, Patrons will visit 2.5
t Patrons will visit more than one workshop, the totals

of this variable aggregate to more than 100% of total Daily Attendance; 250%. Further
refinement of the model will be possible once we determine what percentage of our Patrons ate
first time visitors, and what percentage repeat visitor. It is anticipated that first time visitors will
essentially “scout” the Building, while repeat visitors ate likely to spend more time in workshops
that particularly appeal to them.

c. Wotkshop Capacity ~ This

efficiently accommodate at one time; 25 1

is the numbetr of Patrons that each workshop can
atrons is assumed.

d. Workshop Utilization — It is anticipated that 80% of those entering each workshop
as Drop-ins will become engaged enough to stay on and actively participate in the workshop.
This assumption has implications for through-put management. In respect of Master Class and

Course modes, this number is 100%; |it is expected that all of the students enrolled will
participate.
e. Net Participating Patrons| — This is the product of the number of Patrons
dropping by the workshop and the presumed percentage of them that will engage.

f. Classes or Courses per Month — This construct in all six scenarios assumes 20
Master Classes per month, and 18 Courses per year for each workshop venue.

This is the dollar amount that each Patron can be
terials or to take possession of his/her project. For
on is $4.00; for Master Class Patrons, $6.00; and for

g. Up-Charges per Patron —
expected to pay for extra workshop mj
Drop-in Patrons the up-charge assumpt]j
Course participants, $16.00.

b. Percentage of Patrons Up-Charging — Not all Patrons who become engaged in
the workshop experience, regardless of mode, will opt to pay for up-charge materials or services.
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This construct assumes that 20% of Drop-ins, and 30% of both Master Class and Course
students will decide to pay extra,

i. Fee Costs for Master Classes and Courses — In these workshop modes
participating Patrons will pay a front-end fee. This construct assumes that Master Classes will
cost on average $100, and that Courses will be priced on average at $150.

j- Revenues — The model then calculates the total revenue expected to be generated
from up-charges, and class/coutse fees; annualizes them; and then totals both components for
total annual Workshop Revenue projections.

9. Key Construct Variable, Studios — This model assumes that in Years One through Three
the 3 studios will operate on a breakeven basis only. Consequently, no revenues are calculated and

no expenses are developed.

Scenario Results - Specific results for each scenario can be seen in the Earned Revennes Summary on
page 18 of this document, as well as in each of the Farned Revenue models which follow.
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Earned Revenue Model

Workshop

and Studio Scenario: Year One, Normal,

300,000

page 1

Total Base Attendance: 200,000
Duily Leo % Total Patrons Patcon's per Day Workshop Workshop Net panticipating Pawon's per ses or Courses Up- Charges s Patons Fee Cost per Up-Chasges Fee Torat
Astend Visiung Workshop » Woskshop Capacicy Usilization % Day, Class, Course per Month per Patron Class, Course Rev: Reveoue Revenue
583
202 25 8000 233 " $4.00 wa $67,200,00
Master Cluss 25 80.00¢ 20 20 $6.00 30.00% $32,6-40.00
Course 25 80.00% 20 150 $15.00 30.00% StEua $37,620,
workshop sub-towal 292 25 0.32 $60,000.00 $137,460.00
Leonardo's Workshop o Total Patrons Pazcon's per Day Workshop Workshop Net participating Patron's per Classes or Courses tp- Charges + Patons Fee Cost per Fee Total
Atendance Yisiting Waorkshop, Visiting Workshop Capac Participation Day, Class, Cousse. per Mash per Paron Up-Charging Revepue Revenug
583 50.00%
Drop-in (e anay anges 292 25 80.00¢ 233 i $4.00 20.00% ' 07,2 $67,206.00
Master Class 25 81,00 20 20 $6.00 30.00% $32,040.00
Course 25 80.00% 20 L50 $15.00 30.00% Shod $32.620,
workshop sub-tawal 292 25 $77,460.00 $G0,000.00 $137,460.00
$87,720.00 $126,000.00 _ $207,720.08
ifeWorks Dty Leo Total Patrons Pagon's per Day Workshiop Workshop Net pasticipating Patron's ger Classes or Courses Up- Charges « Patons Fee Cost per Up-Charges Fee Tatal
Auendance g Workshop Vasuing Workshop Canacity Day. Class, Course mer Month ner Pawen Up:-Charging Siass, Course Revenue Revenue
583 54.00%
Drop-ti (ke snay 292 25 233 o $4.00 . ST w $67,200.00
Master Class 25 20 20 $6.00 $32,040.00
Course 25 20 1.50 $15.00 30.00%, $31,020.00
workshop sub-total 292 25 $77,460.00 $60,000.00 $137,460.00
Sound and Music Workshop Dady Leo Towl Patrans Patron's per Day Workshop Workshop Net parucipaung Paron's per Chasses or Courses Up- Charges % Patons Fee Cost per Up-Charges Fee T
Auendunce 3 ng Workshop ng Wod Partici Day. Class, Course. ner Mondy per Patcon Class. Coursg Revenue Revenue Revenye
583 50.00%
DEOp-in (ke ansy 292 25 80.00% 233 na $4.00 $07,2 i $67,200.00
Master Cla 25 80.00% 20 20 $6.00 S804 $32,640.00
Course 25 80.00% 20 L50 $15.00 30.00% $32.620.480
workshap sub-total 292 25 $77,460.00 $60,000.00 $137,460.00
The Big Picture Towal Patrons Pawon’s per Day Worksiop Net partici g Parron's per Classes or Courses Up- Charges 2, Patons Fee Cost per Up-Chasges Fee Toral
Aucnd Visiting Workshop ug Workshop Capacity Day, Class, Course per Moty per Payrgn Up-Chigrrmg Class, Gouy Revenug Revenue Revenpe
583 50.00%
Drop-in (tke anay ez 292 25 233 aa $4.00 20.00% $67,200.00
Master Class 25 20 20 $6.00 30.00% S100 00 $32,640.00
Course 25 20 L.50 $15.00 $37.620,00
workshop sub-total 292 $77,460.00 $60,000.00 $137,460.00

Workshops Totals

Drap-10 (ke anay

Master Class

Course

Workshops Totals

Daily Lco I Patrans Pacon's per Day Warkshop
Anendance 1g Workst Visting W Udizagion %
583
250.00% 1458 125 186.67
583 1,458 125 186.67"

Net participating Pawon's per
Day, Class.

167

1167

Classes or Cou
per Mough

100

ses

Up- Charges
per Pareon

Fee Cost per
Class, Course

$500.00
$750.00

$1,250.00

Up-Charges
Revenue

$336,000.00
$43,200.00
$8,100.00

$387,300.00

$120,000.00

$180,000.00

$300,000.00

Toul
Revenue

$330,000.00

$163,200.00

$188,1

100

$687,300.00




Earned Revenue Model

Workshop

and Studio Scenario: Year One, Normal, 500,000

page 2

Toutal Base Mtendance: 200,000
isual Arts Studio Daily Leo “Foral Patrans Patron's per D Net particepating Pawron's per Reneals, Courses Up- Charges % Patons Fee Cost per Up-Charges Towi
Auendance Visiving Squdi Using Studio Rengal, Coprse per Manty per Paron Un:Charging  Reueal, Course Revenug Revenue
Swdio Rental s 0 15 15 15 0 $0.00 $0.00
Course [ 15 15 15 2.00 $0.00 L0 $0,00
Studio sub-total 30 30 30 $0.00 $0.00 $0.00 $6.00 $0.00 $0.00
Recording Studio Daily Leo Patron's per Day Swdio Net participating Patron's per Rentals, Courses Up- Charges Y Patons Fee Cost per Up-Charges Fee Total
Alter : d ing Swdio Capacity Rengal, Course e Month per Patron Un:Chayrging Reogal, Cc Rev Revenug Revenue
Studio Rental m.% 0.00% 15 15 15 ¢ $0.00 10.00% Stun 8t $0.00
Course 0.00% 15 15 15 0,00 10.60%
Studio sub-total 0% 30 30 30 $0.00 $0.00 $0.00 $0.00 $0.00
Movement Studio Daily Leo Pawron's per Day Stdio Net participatng Patron’s per Rentads, Courses Up- Charges Y Pasons Fee Cost per Up-Charges Fee
Attendanc Using Stiulio Capacity Rental, Course per Month per Patron Up-Charging  Rengal, Coyrse Rev Revenue
Siudio Renzat 5% 0.00% 15 15 15 [ $0.00 HL.00% S
Course 0.00% 15 15 15 Q.00 $0.04 10.00%
Studio sub-total 30 30 30 $0.00 $0.00 $0.00 $0.00 $0.00
% Total Patrons Pawon’s per Day Studios Net participating Pawran's per Rentals, Courses Up- Charges Patons Fee Cost per Fee
Visiting Swdios Visiung &1 Capacisy Renal, Course per Month 2 Renga Revenue
Studios Totals 583
Studio Reneal 0.00% 45 45 45 0 10.00% $0.00 $0.00 $0.00 $0.00
Course 0.00% 45 43 45 4 10.00% F0.00 $0.00 $0.00 $L00
Studios Totals 0.00% 90 90 90 0 $0.00 $0.00 $0.00 _ $0.00




Earned Revenue Model

Workshop and Studio Scenario: Year One, Normal, 300,000

Consolidated Workshops

+ Srudios
Towl Patrons Workshop Net participating Patron's per Classes or Courses Up- Charges Parons Fee Cost per Fee
Vissting W t Day, Class, Course oer Mowh per Paron Up-Churgring Class, Course Revenue Revenue
Drop-itt (tahe anss upschanes iy ) 250.00% 1458 125 80.00% 1167 na $336,000.00 $336,004.00
Master Class 0.00% 80.00% 100 $500.00 $43,200.00 $120,000.00 $163,200.00
Course 0.00% 80.00% 8 $2750.00 $8,100.0( $180,000,00 $188,100.00
Daily Workshops Totals 250.00% 1,458 108 $1,250.00 $387,300.00 $300,000.00 $687,300.00
Aunual Workshop Paurons 525,000
Annual Revenue per Patron $1.31
Daily Leo Ya Parrons Pawron's per Day Jruchos Swdios Net participating Puron’s per Rentals, Courses Up- Charges atons Fee Cost per Up-Charges Fee Totat
S Visitug S 5 Capacity. Uil Reunsal, Cours per Monih rer Pauron Up-Charging  Renral, Course Revenue Revenug Revenye
Swudios Totals
Swudio Rental 0.00% 45 45 100,007 45 [ 10.00% $0.00 $0.00 $0.00 $0.00
Course 45 45 100.00% 45 1] 10.00% $0,00 $.00 $0.00
Studios Totals 0.00% 90 90 90 0 $0.00 $0.00 $0.00 $0.00
Annual Stadio Patrons na
Annual Revenue per Patron na
Counsolidated Totals 1,548 90 108 $1,250.00 $387,300.00 $300,000.00 _ $687,300.00
{workshops only)
Annual Patrons 525,000

Annual Revenue per Pawron

$1.31




Earned Revenue Model

Workshop and Studio Scenario: Year One, Conservative, 225,000 gt

Total Base Atendance: 225,000
Center for the Sto Daily Leo otal Patrons Patson's per Day Workshop Workshop Net pacticipaung Pacon's per Classes or Courses Up- Charges % Patons Fee Cost per Lip-Charges Fee
Auendance i Capacity Utilizati Day, Class, Course per Month per Paion Up:Charmng  Class, Caurse Reveque Revenug
646
Drop-m (L a 323 25 80.0 258 193 $4.00 20.00% [t STH AU ) i
Master Class 25 80.00% 20 20 $6.00 30.00% $32,640.00
Course 25 50.0 20 150 $15.00 30.00% $£37,020.00
workshop sub-to1al 323 25 0.32 $84,660.00 $60,000.00 $144,660.00
Leonardo's Workshop Daily Leo Totai Patrons Patron's per Day Workshop Workshop Net participating Patcon's per Classes or Courses Up- Charges Patons Fee Cost per Up-Charges Towat
Augngdunce V. [ Vissing Wi agi Pacti n Day. Class, Course per Month per Patron Up-Charzing Class, Course Revenue Resenue
646
Drop-in ke snm 323 25 8O0 258 m $4.00 20.00% $74.,:460.00
Master Class 25 80.0 20 20 $6.00 $32,64.00
Cousse 25 80.0 20 1.50 $15.00 $37,620.00
workshop sub-total 323 25 $84,660.00 $60,000.00 $144,660.00
$94,920.00 $£20,000.00 I $214,920.00
LifeWorks Totat Pacrons Pavron's per Day Workshop Workshop Net participating Patron's per Classes or Courses Up- Charges % Pacons LFee Case per Up-Charges Fee Totat
A ce Vigiting Workshop Visiting Workshop. Capagisy Participation D per Moath per Puron -Cl i Class. Course Revenue Reveone Revenue
50.00%
Drop-1nt (tahe anay 323 25 B0.0 258 na $4.00 20.00% ST4AC $74,400.00
Master Class 25 50.00% 20 20 $6.00 30.00% $32,640.00
Course 25 20.0 20 150 $15.00 30.00% $12,020.00
workshop sub-total 323 25 $84,660.00 $60,000.00 $144,660.00
Sound and Music Workshop Daly Leo Totat Pattons Patron's per Day Workshop Nert participating Pawon's per Classes or Courses - Charges + Patons Fee Cost per Up-Charges Fee TFoal
A iung Woskshor Visiting Workshop Capacity Day, Class, Caurse Dper Maonth per Pairon Up:Charging Class,. Revenne Rexvenug Revenue
G646
Drop-mn 323 25 80.00% 258 na $4.00 20.00% $7440 $74,400.00
Baster Class 25 80.0 20 20 $6.00 30.00% ) $32,640.00
Course 25 $0.00% 20 1.50 $15.00 30.00% $37,620.00
workshop sub-total 323 25 $84,660.00 $60,000.00 $144,660.00
The Big Picture %, Toal Batrons Tawron's per Day ¥ P Net participating Patron’s per Classes or Courses Up- Charges Patons Fee Cost per Up-Charges Totl
Auendance Visifing Workshop Visiting Workshop Capacity P Day, Class, Course per Montly per Pairon Un:Charging  Class, Coursc Revenue Revenue
646 50.00%
DIop-in uhe anas v 323 25 80.00% 258 na $4.00 2000 $74,400.00
Master Cl 25 B0.00% 20 20 $6.00 30.00% $32,640.00
Course 25 80.00% 20 150 $15.00 30.00% SLaX $37.620.00
workshop sub-total 323 $84,66(.00 $60,000.00 $144,660.00
Patrons Patron’s per Day Workshops Net icipad ron's per Classes or Courses Up- Charges Fee Cost per Up-Chargces Fee Total
% Capacity Day, Class, Course per Month per Pagron, e Course. Revenue Revenug Revenue
Workshops Totals 646
Drap-in (ks o 250.00% 1615 125 1292 $372,000.00 $372,000.00
Mastes Class 100 $500.00 $43,200.00 $120,000.00 $163,200.00
Course 8 $750,00 $8,100.00 £180,000.00 £186,100.
Workshops Totals 646 250.00 1,615 i25 206.67 1292 $1,250.00 $423,300.00 $300,000.00 _ $723,300.00




Earned Revenue Model

Workshop and Studio Scenario: Year One, Conservative, 225,000 g5

Consolidared Workshops + Studios

Daily Leo Pairons awron's per Day
A d York g Waork
Workshops Torals 646
Dop-int (ke s 250.00% 1615
Master Class 0.00%
Course

Duaily Workshops Totals
Axnnual Workshop Patrons

Annual Revenue per Patron

250.00% 1,615

581,250

Daily Leo % Tocal Patrons Pawon's per Day
Adendance Vasiting Studios Visiting Studing
Studios Totals 653

Stwdia Rental
Course
Studios Totals

Annual Studio Patrons

Annual Revenue per Pawron

Consolidated Totals
(workshops only)
Annual Patrons

Aanual Revenue per Patron

45

90

na

na

1705

581,250

Workshops

Capagity

125

Swudios

Capacuy

90

Waorkshop Net part Ciasses or Courses  Up- Charges
Uilization % i per Month ner Pagron
§0.00% 1,202 na
80.00% 100
B0.00% 8
108
Swudios Net participating Patron's per Rentats, Courscs Up- Charges
Uhilization Renal, Course per Month per Patron
100.00% 45 [
100.00% 45 0
90 0
108

Yo Patons
Up:Chargin:

% Patans

10.00%

16.00%

Fee Cost per

Class, Course

$500.00
$750.00

$1,250.00

Fee Cost per
Rengal

$0.00

$1,250.00

Up-Charges
Revense

$372,000.00
$43,200.00
$8.100.00

$423,300.00

Up-Chuarges

Revenue

$0.00
3000

$0.00

$:423,300.00

TFee
Revenue

$120,000.00

£160,000.00

$300,000.00

Fee
Revenue

$0.00

$0.00

$300,000.00

Total
Revenue

$372,000.00
$163,200.00
B185,100.00

$723,300.00

$1.24

Towd
Revenue

$0.60
FIR0)

$0.00

$723,300.00




Earned Revenue Model

Workshop and Studio Scenatrio: Year One, Conservative, 225,000  pug.-

Yot Base Arendunce: 225,000
Visual Ares Siudio Total Parrons Fauon's per Day Stdio Swidio Net participating Patron's per Rentals, Courses Up- Charges Y Pajons Fee Cost per Lip-Charges Fee Taial
Atiendance Capacisy Usilization % Renad, Course per Monh per Pauon Hp-Charguge Renial, Course Reveaue Revenue Reyenug
046
Studho Re: 0 15 15 100.00% 18 [£] $0.00 10.00% Stetio $0.00
Connse '] 15 15 100.00% 15 260 16.00%. 0,00
Studio sub-owal 0.00% 30 30 30 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00
Recording Studio Daily Leo s Total Patrons Pawon's per Day Studio Swho Net panticipating Paron's per Renvals, Courses Up- Charges Y Patons Tee Cost per Up-Charges Fee Total
Augndanes 1sipng Sudio Usig Sudin Capacny Rilizagon Yo Renad, Course per Monih per Patroi Hp:Chargingy  Rental, Consse Kevenye Revenue Reyenng
646
Studio Remal £.00%, ts 15 1080.00% 15 0 .00 10.00% st SO0 30,00
Course 0.00% 15 15 100.00% 15 2,00 $0.00 10.00% $0,00
Studio sub-tauii 30 30 30 $0.00 $0.00 $0.00 $0.00 $0.00 _»n $0.00
Mavement Studio Dauty Leo Patwon's per Swdio Seudio Net p Rentals, Courses Up- Charpes Fee Cost por Up-Charges
Auend Capacity Wihization % ec Mopth per Pagon Rengal, G ¢
646
Studio Reneal 15 15 108.00% i5 0 50.00
Course 5 100.00% 18 S0
Studio sub-tatal 30 30 30 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00
Patron's per Swdios Net participating Putron's pes Reatals, Courses Up- Charpes Patons Fee Cast per Toi
Visinug Sul Reanl, Conese per Moot per Bagron Up-Cligrsing
Studios Totals 646
Studiv Bental 0.00% 45 45 1000 45 0 10.00%: $0.00 $0.00 $0.00
Cuourse 45 48 H0.00% 45 0 $0.00
Studios Totals 90 90 90 0 $0.00 $0.00 $0.00




Earned Revenue Model Workshop and Studio Scenario: Year Two, Normal, 180,000 .-
Toral Base Auendine, 150,000
Visual Ares Studio Dasly Leo % Total Pasrons Patron's per Day Studio Siudio Net paniicipaung Patron's per Reatals, Courses Up- Charges atons Fee Cost per Up-Chasges Fee
Auend: ng Studio g Sty Capacity i Rental, Course per Monil per Pauon Up-Charging  Rencal, Course Revenue Revenue
86l
Seudio Rental @ 15 15 100.00% 15 [ $0.00 10.00%% $0.00
Course [l 15 15 100.00% 15 0.00 $0.400 10.00%% 30490
Studio sub-total 0.00% 30 30 30 $0.00 $0.00 50.00 $0.00 50.00 ~50.00
Recording Studio Dauly Leo % Total Patrons Pawon's per Day Swdio Studio Net participating Pawron's per Reutals, Courses Up- Charges % Patons Fee Cost per Up-Charges Fee Totat
Augndancs Yisiting Studia Using Swudio Capacity Llili; , Casirse per Moady per Pagron Up:Charging  Rengal, Cou Kevenue Reveaus Revenug
861
Swdio Reacal 0.0 15 15 100.00% 15 ¢ $0.00 10.00% $0.00
Cousse 0.00% i 15 £00.00% 15 0.00 $0.00 10.60%
Studio sub-toral 30 30 30 $0.00 $0.00 $0.00 $0.00 $0.00
Movement Studio Total Patrons Patron’s per Day Studio Stucho Net participating Patron's per Rencats, Courses Up- Charges %% Patons Fee Cost per Up-Charges Fee
ing Suudie Using Studia Capacity Utilization % Renal, Course per Mo per Payron Up-Charzing  Rensal, Course Revenue Revenue
Setudio Rencal 0.00% 15 5 100.00 15 0 $0.00 10.00% SurE Suog $0.00
Course 0.00% 15 15 100.00% 15 0.00 $0.00 10.00% Sua $0.06
Studio sub-total 0% 30 30 30 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00
%, Fotal Pasrons 's per Day Studios Up- Charges % Patons Fee Cost per Up-Charges Fee
Visiung Swdios g Studios Capacity per Patron Up-Churgrag  Rencal, Course Revenue Revenue
Studios Totals s61
Swdi Rentat 0.00% 45 45 100.00% 45 i} $0.00 $0.00 86.0¢ $0.00
Course 45 43 100.00% 45 0 10.00% $0.00 $0.60 $0.00 $0.00
Studios Totals 90 90 90 ¢ $0.00 $0.00 $0.00 _ $0.00




Earned Revenue Model

Consolidated Workshops + Studios

Workshop and Studio Scenario: Year Two, Normal, 180,000 s

Workshops Totals

Master Class
Course
Daily Workshops Totals

Annual Workshop Patrons

Annual Revenue per Patron

Swdios Totals
Studio Renwal
Course
Studios Totals

Annual Stadio Patrons
Annual Revenue per Patron

Consolidated Tortals
(worhshops only)
Annual Patrons

Anuval Revenue per Pacron

Patron's per Day

g W ) Waor)
861
250.00% 1,292
0.00%
0.00%
250.00% 1,292
465,000
Daily Leo Total Patrons Patron's per Day
Auvendance Viswung Studios Vising Swudios
861
0.00% 45
0.00v% 45
0.00% 90
na
na
1,382
465,000

Workshops
Capasity

Studios
Capacuty

920

Workshop Net pacticipating Patran's per
Ulization % Day. Class, Course.
80.00% 1033
B.00%
80.00%

Net partici
fion Y Rental, Cowse.

ing Pawon's per

100.00% 45
100.00%, EES
20

Classes or Courses

per Month.
na

100

108

Rentals, Courses
per Momb

108

Up- Charges

Up- Charges Paions
er Paron Up-Charging

% Patons

per Pagron Un-Charging

10.80%

10.00%

Tee Cost per

Class, Course

$500.00
§750.00

$1,250.00

Fee Cost per

Rental, Cousse

$0.00

$0.00

$1,250.00

Up-Charges
Revenne

$297,600.00
$43,200.00

8,

$348,900.00

Up-Charges
Rexenne

$38,900.00

Fee
Revenue

$120,000.00

$300,000.00

Fee
Revenug

$0.0¢

$0.00

$300,000.00

Towal
Revenoe

$297,600.00
$163,2010.00

$1588,100.00

$648,900.00

$1.40

Total
Reveaye

$0.00
$0.0¢

$0.00

_ $6-8,900.00

$1.40




Earned Revenue Model Workshop and Studio Scenario: Year Two, Conservative, 135,000  puser

Tond Buse Attendance; 133,000

Center for the Story Daily Leo % Tatal Patrons Paton's per Day Workshop oy Net participating Parron's per Classes or Courses Up- Charges Patous Yee Cost pee Up-Charges Fee
Asendance Visitng Work: ing Workshop, Ui i Day, Class, Cou per Month per Patron Clags, Ci Revenue Revenue
388 50.00%
Drop-ust {tike 40 ap. 194 25 80.00% 155 oa $4.00 20.00% na na §44,640.00
Master Class 25 §0.00% 20 20 $6.00 30.00% $32,640.00
Course 25 80.00% 20 150 $15.00 30.00% $37,020,00
workshop sub-total 194 25 0.32 $54,900.00 $60,000.00 $114,900.00
Leonardo's Worksho Dty Leo 4, Toeul Patrons Patron's per Day Warkshop Net paniicipating Patson’s per Classes or Courses Up- Charges Parons Fee Cost per Up-Charges Fee ‘Toiat
: isiti S Yisiting Workshop Panicipati Day. Class, Course. per Month, per Pawron Un-Chaeging  Class, Course, Revenug Revenue Reyenug
Drop-m (ke o 194 25 80.00% 155 na $4.00 20.00% $44,640.00
Master Class 25 50.00" 20 20 §6.00 30.00% $32,6:40.00
Course 25 B0.00% 20) 1.50 $15.00 30.00% S13040 $37,620.00
workshop sub-total 194 25 $5-4,900.00 $60,000.00 $114,900.00
$65,160.00 $120,000.00 | $185,160.00
LifeWorks Daily Leo s Toral Parrons Parron's per Day Workshop Workshop Net participaung Patron's per Classes or Courses  Up- Charges v Patons Fee Cost per Up-Charges ee Toul
Aug: c R Visuing Workshop Capacity Participanon Day, Class. Cousse. per Mantiy per Pagon Un:Chargmg Class, Course Revenue Reveaue Revenye
388
Drop-in fuhe ana 194 25 80.00% 155 na $4.00 20.00% ! $:44,640.00
Master Class 25 80.00% 20 20 $6.00 30.00 $32,640.00
Course 25 80.00% 20 L50 $15.00 30.00% $A7,620.00
waorkshiop sub-total 194 25 $5-4,900.00 $60,000.00 $114,900.00
Sound and Music Workshop. Duily Leo » Toral Pacrons Patron’s per Day Workshop Workshop Net participaring Patron's per Classes or Courses Up- Charges Patons Fee Cost per Up-Charges Fee Total
Auendyuce ing Workshop g Workshop Capagity P ipati Day, Class, Course, per Mongh per Pagron Lp-Chasging Class, Course. Revenug Reveone
388 50.00%
Drop-in (ke anm 194 25 50.00% 155 na $4.00 20,06 $44,640.00
Masier Class 25 80.00% 20 20 $6.00 30.00% $32,640.00
Course 25 80.00% 20 150 $15.00 30.00% $37,624.00

workshop sub-total 194 25 $54,900.00 $60,000.00 $114,900.00

EE » Towl Patrons Pawon's per Day Workshop Workshop Classes or Courses Up- Charges Fee Cost per Up-Charges Fee Totat
A 4 g Workshop Vi ng Wol It Day, Class, Courge per Moneh per Patron Revenue Revenue
388 50.00
Drop-in (ke ansy 194 25 80.00% 158 na $4.00 20.00% L FHod0.00 e $44,640.00
Master Class - 25 80.00% 20 20 $6.00 36.00% $32,640.00
Course 25 80.00% 20 150 $15.00 38.00% $37,620.00

orkshop sub-total 194 $54,900.00 $60,000.00 $114,900.00

Total Patrons Parron's per Day Warkshops Workshon Netp ating Patron's por Classes or Courses Up- Charges  Patons Un-Charges Feo Total
Visising Worb ung Workshops Capagity Jti Day, Class, Gousse per Month per Paron Un-Charzing Revenue Revenue
388
969 125 124.00% 775 $223,200.00 $223.200.00
Master Class 100 $500.00 $43,200.00 $120,000.00 $163,200,00
Course $730.00 $8,100,00 $160.000.00 $186,100.00

775 $1,250.00 $274,500.00 $300,000.00 _ $574,500.00

Workshops Totals 388 250.00% 969 125 124.00




e,

Earned Revenue Model Workshop and Studio Scenario: Year Two, Conservative, 135,000 e
Toedd Base Aitendance: 133,000

Visual Arts Studio Daily Leo o Total Pavrons Pawron's per Day Swdio Swdio Net purticipuing Paton's per Rentals, Courses Up- Charges Yo Pasons Fee Cost per Up-Charges Fee Total

Auendange Visiting Studio Using Swdie Capagity Tilization % Rengal, Course. per Month per Pairon 1p-C mg  Renegh Course Reverne Revenue Revenue
388

Stwdio Rentat [ 15 15 100.00% 15 ] $0.00 14.00% $0.00

Course [ 15 13 100.00% 15 £0.00 10.00% #1.00
Studio sub-total 0.00% 30 30 30 50.00 $0.00 $0.00 $0.00 $0.00 $0.00

Recording Studio Daily Leo %% Total Parons Patron's per Day Swdio Studio Net participating Patron's per Renals, Courses Up- Charges % Patons Fee Cost per Up-Charges Fee Torat
Aaeadance Visicing Studi Vsing Stdia Capacity Hilizarion % Renal, Course per Monih per Patron Up-Charzing  Beaal Course Revenus Revenue Revenue

388

Stwdio Rental 0.00% 15 15 100.00% 15 0 $0.00 10.06% o0 so $0.00

Course 8.00% 15 15 100.00% 15 .00 $0.00 10.00 $0.00
Studio sub-totwl 0% 30 30 30 $0.00 $0.00 $0.00 $0.00 $0.00

Movement Stdio Daily Leo % Total Patrons Paon's per Day Swdio Studio Net participating Patron's per Rentals, Courses Up- Cliarges Pasons Fee Cost per Towai
Visiting Studio Ising Studio Capa Rengal, Co per Mapth per Patson Un:Charzing  Rental, Course Revenug

Studio Rental 0.0 15 15 100.00% 15 ] $0.00 §0.00

Course 0.00% 15 15 10.00% 15 0.00 $0.00 10.00% $0.00
Siudio sub-total 5 30 30 30 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00

% Total Patrons Pawon's per Day Studios Stadios Rentals, Courses Up- Charges Patons Fee Cast per Up-Charges Fee Totat
Yiajung Swdioy Yisinng swdios Capagity per Monch zer Patren by Renzal, Course Revenoe Ravenus

Studios Torals
Studio Rentat 0.00% 45 45 45 [ 10.00% $0.00 $0.00 $0.00 $0.00
Course %6 15 15 100.00% 45 i 10.00% $0.00 0,00

Studios Totals 0.00' 90 90 90 0 $0.00 $0.00 $0.00 _ $0.00




ge 3

Earned Revenue Model Workshop and Studio Scenario: Year Two, Conservative, 135,000 .
Consolidated Workshops + Studios

Duily Leo Toeal Parons Parron's per Day Workshops Net pastic ny Pawon’s per Classes ar Courses Up- Charges Parons Fee Cost per Up-Churges Fec Total
Anendance Visuing We Visiging W Capagity Day, Class, Course. Rer Month per Pairon Up-Chargin s, Course. Revenue Revenueg Revenge
Workshops Totals 388
Drop-1n (uhe anay ap-chares aniv) 250.00% 964 125 80.00%: 775 na $223,200.00 $223.200.00
Master Class 0.00% 80.00% 100 $500.00 $43,200.60 $120,000.00 $163,200.00
Course 0.00%, 80.00% B $750.00 $180.,000.00 $188,100.00
Daily Workshops Totals 250.00% 969 108 $1,250.00 $274,500.00 $300,000.00 $574,500.00
Annual Workshap Patrons 348,750
Aunual Revenue per Patron $1.65
Daily Leo Total Patrons Stwdies Net panicipating Patron's per Rencals, Courses Up- Charges Fee Cost per Up-Charges Fee Total
A i ng Sudios Capagity Rental, Conse per Month per Paan Renwl, Coursg Revenue 3 Revenue
Studios Totals 388
Studio Rencal 45 45 100.00% 45 [ 10.00% 30.00 $0.00 F0.00 $0.00
Cousse 45 45 100.00% R 0 10.00% $0.00 $0.00 $0.00 $0.00
Studios Totals 0.00% 90 90 90 0 $0.00 $0.00 $0.00 $0.00
Annual Studio Patrons na
Annual Revenue per Patron na
Consolidated Totals 1,059 90 108 $1,250.00 $274,500.00 $300,000.00 $574,500.00
(workshaps anly)
Anuual Patrons 348,750

Anuual Revenue per Pairon

$1.65




e EEEEEEEEEEEEEEE—————

Earned Revenue Model Workshop and Studio Scenario: Year Three, Conservative, 142,500  page:
Tosd Base Astendance: (42,500
Center for the Sto Daily Leo Totaf Parons Paran's per Day Net participacing Pawon's per Classes or Cou Up- Charges o Patons Yol
Asendunce Visiung Workshop. Day. Class, Course per Month per Pagson Up-Charying Revenue Revenue
409
Drop-in (tahe i upacharzes unh} 208 25 164 na $4.00 20.00 i $47,036.00
Master Class 25 20 20 $6.00 30.00% $32,640.00
Course 25 £0.00% 20 §.50 $15.00 30.0 $37,620.00
workshop sub-total 205 25 0.32 $57,396.00 $60,000.00 $117,396.00 1
Daily Leo ‘otal Parons Pasron's per Day Workshop Workshop Classes or Courses  Up- Charges % Patons Fee Cost per Up-Charges Fee Towl
A it hop. Yisiting Workshop Capacity icipintis Day, Class, Course, per Monthy ner Payon p-Charging Clags, Course. Revenug Revenue Resgenue
409
Drop-in (ke s 205 25 50.00% 106 u $4.00 20.00% $47.036 0 »a $47,136.00
Master Class 25 80.00% 20 20 $6.00 82 $32,640.00
Course 25 80.00! 20 1.50 $15.00 ShaX $300 $32,020,00
workshop sub-towal 205 25 $57,396.00 $64,000.00 $117,396.00
$67,656.00 $120,000.60 _ $187,656.00
LifeWarks Total Pawrons Patron's per Day Workshop Workshop Net participating Patron's per Classes or Courses Up- Charges Patons Up-Charges Fee
Aneasl shshop Vork: Capacity i i Day, Class, Cou e Month per Pagon Un-Charging Revenue Revenug
409 50.00"%
Drop-in fwhe swas uphaeges 205 25 80.00% 164 na $4.00 29.0 $47.136.00
Master Class 25 20 20 $6.00 30.00% S8.6+4 $32,6:40.80
Course 25 20 1.50 $15.00 30.00% L2 $37.620.00
waorkshop sub-toral 205 25 $57,396.00 $60,000.00 $117,396.00
Sound and Music Workshop. Daily Lea % Total Batrons Pasron's per Day Waorkshop Workshop Net participating Patren's per Classes ar Conrses Up- Charges Pawons Fee Cost per Up-Charges Fee Tota
Alignd Vasiting Workshop isiting Workshop Capacity Pasticipad 5. Course per Month per Pawon Up:Charping  Class, Course. Reve Revenue
409 50.00%
Drop-int (tahe anay up. 205 25 80.0f 164 na $4.00 i 7136 fa $47,136.00
Master Class 25 80.00% 20 20 $6.00 $32,640.00
Course 25 80.00% 20 1.50 $15.00 30.00% SLOX $37,620,00
workshop sub-total 205 25 $57,396.00 $60,000.00 $117,396.00 -
The Big Picture Daily Leo % Total Batrons Parcon’s prer Day Workshop Net pasticipating Pawon's per Classes or Courses  Up- Charges Patons Fee Cost per Up-Charges Fee Totat
Asrendance Visiging Workshop Visiung Workshop. Capaciry Day, Class, Course per Manth per Bagsan Un:Charging  Class. Course Reveaue Revenue Revenue
409 50.00%
Dirop-in fuube sway o 205 25 164 na $4.00 20.00% [ $47,136.00
Master Class 25 50.00% 20 20 $6.00 30.00 $32,640.00
Course 25 80.00% 20 L350 $15.00 30.00% £3¢ $37,620.00
workshop sub-total 205 $57,396.00 $60,000.00 $117,396.00
% Toral Patrons Pairon's per Day Workshops Workshop Classes or Courses Up- Charges “s Patonis Fee Cost per Up-Charges Fee
g W ng Workshops Capacity i per Mongh zer Paon lags, Co Revenue
Waorkshops Totals 100
Drop-in (uehe wwas wposhiarzes ouly} 250.0 1,023 125 8I8 $235.680.00 $235.680.00
Muaster Class 100 $500.00 $43,200.00 $120,000.00 $163,200.00
Course 8 $750.00 B8, ) $150,000,00
Workshops Totals 409 250.00% 1,023 125 130.93% 818 $1,250.00 $286,980.00 $300,000.00 $586,980.00




B R R EEE———————————

Earned Revenue Model Workshop and Studio Scenario: Year Three, Conservative, 142,500 .-

Touud Base Aueadance: 142,500

Visual Arts Studio Daily Leo u Total Parons Pateon’s per Day Swudio Studio Net participaiing Patron's per Renuals, Courses Up- Charges % Patons Fee Cost per Up-Charges Fee “Fotal
Visual Arts Studio y P 5 ¥ g
Auendange Using Siugdio itibzad Rengal, Course per Monghy per Pairon Un:=Chargmz  Rental, Course Revenus Reveous Revenue
409
Studio Rental 0 15 15 100.00% 15 4 $0.00 10.00% S0 00 $0.00
Course [ 15 5 100.00% 15 0.00 $0.00 16.00% $0.40
Studio sub-total 30 30 30 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00
Recording Studio Daily Leo Patron's per Day Studio Studio Net patticipating Pasron's per Rentals, Courses Up- Charges % Patons Fee Cose per Fee Total
endance Using Studio Capacity ion Rendal, Course per Month per Payron Up-Charging  Rensal, Course Revenue
409
Studio Rentat 15 15 160.00% 15 [ 50.00 1006% S000 $0.00
Course 0.00% 15 15 100.00% 15 0.00 $0.00 10.00%. $0.00
Studio sub-total 30 30 30 $0.00 $0.00 $0.00 $0.00 $0.00 $1.00
Movement Studio Daily Leo Totat Pavons Pason's per Day Studio Studio Net participating Patron's per Renals, Caurses Up- Charges % Patons Fee Cost per Up-Charges Total
Yisiting Swdio Lsing Susdin Renial, Course per Mongh ner Payron Un:Clharging  Rental, Course. Revenue Bexenue
Studio Rental 15 15 100.00% 15 [ $0.00 $0.00

Course 0.00% i 15 100.00% 15 0.00 5000 10.06%

Studio sub-total 30 30 30 $0.00 $0.00 $0.00 $0.00 $0.00
Daily Leo Total Patrons Patron's per Day Stdios Studios icipating Patron's per Renats, Courses rges Y Patons Fee Cost per Up-Charges Fee
A Viglung S1udios g Studios Capacuy, i Renal, Course per Month per Pacron Up-Chargang  Renpal, Course Revenue Revenue
Studios Totals 100
Studio Remat 0.00% 45 45 100.00% 45 ) 10.00% $0.00 $0.00 $0.00 $0.00
Course 45 45 100.00%, 45 ¢ £0.00% $0.00 $(.00

Studios Totals 0.00% 90 90 90 0 $0.00 $0.00 $0.00 _ $0.00




Earned Revenue Model Workshop and Studio Scenario: Year Three, Conservative, 142,500  pages
Consolidated Workshops + Studios
Total Patrans Parran's per Day Workshops Workshop Net participating Pawon’s per Classes or Counr Up- Charges % Patons Fee Cast per Up-Charges Fee Tatal
ing Workshops Capaciry Day, Class, Course per Monsh per Paron Up-Cliareing  Class. Course Revenue Revenue Revenug
Drop-in (sake sy up-ehargey ones) 250.00% 1,02 125 50.00% 818 na $235.680.00 $235.680.00
Master Class 4.00% 80.00% 100 $500.00 $43,200.00 $120,000.00 $163,200.00
Course 0.00% 80.00% 8 $750.00 $8.100.00 $180,000.60 SL88.100.00
Daily Workshaps Totals 250.00% 1,023 108 $1,250.00 $286,980.00 $300,000.00 $586,980.00
Annuat Workshiop Patrons 368,250
Annual Revenue per Patron $1.59
Daily Leo ‘otal Pawrons Patron's per Day Studios Net participating Patron's per Rentals, Courses Up- Charges “ Patons Eee Cost per Fee
Auendance Visiting Studios Yisiting Swudios Capacity Rengal, Course ner Month per Paon Up-Charging  Reaual, Cousse Revenue Revenue
Studios Totals 409
Studio Renral 0.00% 45 45 100.00% 45 0 10.00% $0.00 $0.00 $0.00 $0.00
Course 45 45 100.00% 45 0 10.00% $0.00 $0.00
Studios Totals 0.00% 90 90 90 0 $0.00 $0.00 $0.00 $0.00
Annual Studio Patrons na
Annual Revenue per Patron na
Consolidated Totals 1,113 90 108 $1,250.00 $286,980.00 $300,000.00 $586,980.00
(workshops only)
Annual Patrons 368,250
Annual Revenue per Patron $1,59
!




Earned Revenue Model Workshop and Studio Scenatio: Year NSR.@‘ 2953\“ 190,000  uges

Total Base Auemdance: 190,000

Center for the Sto Dauty Leo “u Total Patrons Pawon's per Day Workshop Workshop Net participating Paron's per Classes or Courses Up- Charges Pacons Fee Cost per Up-Charges Fee Foual
A 1 Visiting Wockshor Visiting Workshop Capagciry Uhilization % Dy Class, Course per Mol per Papon Up-Chiteging Aass, Conrse. Revenue Revenpe Revenug
573 50.00%
Drop-n (ke avas up-harzes onis} 287 25 80.00! 229 na 34,00 20.00% SO0 (10 i $060,016.00
Master Class 25 80.00% 20 20 $6.00 30.00% 28,0-40) $32,640.00
Course 25 80.00% 20 150 315,00 30.00 Shuto $37.620.00
workshop sub-total 287 25 $76,276.00 $136,276.00
Daily Leo Total Patrons Pawron's per Day Workshop Workshop Net participating Patron's per Classes or Courses tIp- Charges Yo Patons Fee Cost per Up-Charges Fee Taral
A 4 Visuing Workshop Visiung Woskshop Capacity Parucipai Day, Class, Course. per Month ner Patson p-Charping Class, Course Revenne Revenue Rexenue
573 50.00%
Drop-in (ke away up-cl 287 25 80.00% 229 na $4.00 20.00 i S0G 10 0 n $66,016.00
Master Class 25 80.00% 20 20 §6.00 30.00% RLXE $32,6-40.00
Course 235 80.60% 20 150 $15.00 30.00 Sta000 $£37.620,00
workshop sub-total 287 25 $76,276.00 $60,000.00 $136,276.00
$86,536.00 $120,000.00 _ $206,536.01)
LifeWorks Daily Leo % Total Pasrons Paron's per Day Workshop Workshop Net panticipating Patron’s per Classes ar Courses Up- Charges Patons Fee Cost per Up-Churges Fee Totat
Ausnd Vissting Waskshop, Visiong Worksho Capacity Varti Day, Clags, Course per Month per Pacron Up=Charging  Class, Course Revenue Revenue Revenne
573 50.00%
Drop-in qtake anay up-chasges onb ) 287 25 80.00 229 na $4.00 20.00¢ 1t S $60,016.00
Master Class. 25 80.00% 20 20 $6.00 30.60"% Xt EERE AU $32,640.00
Course 25 80.00% 20 150 $15.00 30.00 St 2La2000 $32,620.00
workshop sub-total 287 25 $76,276.00 $60,000.00 $136,276.00
Sound and Music Workshop Daily Leo i Toti Patrons Parron's per Day Workshop Workshop Net participating Paton's per Classes or Courses  Up- Charges o Patons Fee Cost per Up-Charges Fue Total
Auendance Visning Workshoy Visiting Workshop Sapagcit Pardcipati Day, Class, Course. per Month per Pagon Up-Charging Class, Conse Revenuye Revenpg Revenug
873 30.00%
Drop-int frake awas up-chacges aniv} 287 25 80.00% 229 na $4.00 2 a SLEA16.00 na $00,016.00
Master Class 25 80.00" 20 20 $6.00 30.00% SH.O0 U0 S2AUGAANE $32,640.00
Course 25 80.00% 20 150 $15.06 30.08% bo2a ] $37,020.0
workshop sub-total 287 25 $76,276.00 $60,000.00 $136,276.00
The Big Picture Daily Leo Pawon's per Day Workshop Workstiop Net participating Pawon's per Classes or Courses Up- Charges Patons Fee Cost per Up-Charges Fee Totwl
Astendance Visuing Workshop Visiting Workshop Capasity Pastici Day, Class, Course per Mounth per Paupn Ip-Charging  Class, Course Revenug Revenue Reveoue
573 30.00%
Drop-1 (take asar up-charges onlv) 287 25 80.00% 229 na $4.00 i Seoload nd $60,810.00
Master Class 25 20 26 $6.00 S24000.00 $32,640.00
Course 25 20 L350 $13.00 30.01 $37,620.00
workshop sub-total 287 $76,276.00 $60,000.00 $136,276.00
Daily Leo “ Total Patrons Pawon's per Day Workshops Workshop Net pardicipaung Pawon's per Classes or Courses Up- Chasges Y% Patons Fee Cost per Up-Charges Fee Totat
Auendance Visuing Work Visuing Works) Capacity a1 Day, Class, Course. per Month per Pagron Jp-Chargeng  Class, Counrse Revenue Revenue Revenue
573
Drop-u quie sy up-chaees anky 250.00% 1,433 125 183.38' 146 $330,080.00 $330,080.00
Master Class 160 F500.00 $43,200.00 $120,000.00 $163,200.00
Course 8 $750.00 $8,100.00 $180,000.00 £154.,100.00
Workshops Totals 573 250.00% 1,433 125 183.38% 146 $1,250.00 $381,380.00 $300,000.00 _ $681,380.00




Total Base Aeendance: 190,000

Earned Revenue Model

Workshop and Studio Scenario: Year Three, Normal, 190,000 .2

Visual Arts Swdio Daily Leo Total Patrons Pawron's per Day Studio Studio Net pariicipating Paron's per Rentals, Courses Up- Charges “ Patons Fee Cost per Up-Charges Fee Tatat
Aue e ng Smdio Using Swudio Capacity izt Rencal, Course per Moh per Pairon Un:Charging  Renual, Course Revenue Revenue Reyenue
Srudio Rent o 0 15 i5 100.00% 15 0 $0.00 10.00% Stk $0.00
Cearse Q 15 i 100.00% 15 0.00 10.00% ML
Studio sub-tozal 30 30 30 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00
Recording Studio Dadly Leo Patcon's per Day Studio Stdio Net parucipatng Patron's per Rentals, Courses Up- Charges % Patons Fee Cost per Up-Clarges Fee
A 1 Sidio Capacity ilizatian Rental, Course per Momb per Pawon Revenug Revenpe
Studio Rentai " 0.00% 15 15 100.0 15 [ $0.00 $0.00
Course 15 15 100.00% 15 $0,00
Studio sub-total 31 30 30 $0.00 $0.00 $0.00 $0.00 50.00 50,00
[
Movement Studio %o Yol Patrons Pawron's per Day Studio Studio Net participating Patcon's per Rentats, Courses Up- Charges %, Parons Fee Cosi per Up-Charges Fee Tatl
Visising Swdio Capacity Renzal, Course ser Month per Pagon Lip:Ch: Rengal, Course Revenue Reves
Siudio Reneal 15 15 15 [ $0.00 10.60% $0.00
Course 0.80% 5 15 100.00% 15 .00 $0.00 $.00
Swudio sub-total 30 3t 30 $0.00 $0.00 $6.00 $0.00 $0.00 $0.00
Duily Leo % Towl Patrons Studios Net panicipating Pawron's per Rent: Courses Up- Charcges % Puons Fee Cost per Tp-Charpes Fee Tutat
Aucngdance Vissting Studios. Capacigy Rental, Covrse ner Moath per Paron Up-Charping Remal, G Rerenne
Studios Torals 573
Stodiu Reaat 0.00% 45 45 45 ] 10.00% $0.00 $0.00 $0.00 $0.00
Course 44 43 45 ¢ $0.00 $0,00 .00
Studios Totals 0.00% 90 90 90 0 $0.00 $0.00 $0.00 _ $0.00




Earned Revenue Model

Consolidated Workshops + Srudios

Workshop and Studio Scenario: Year Three, Normal, 190,000  pig. s

Annual Revenue per Patron

% Total Patrons Workshops W " Net Patron's per Classes or Courses Up- Charges Y Patons ¥ee Cost per Up-Charges Fe Toa
wing Capacity Lhil i Course per Mongh ner Pagon Un-Chasei Class, Course Revenue Revenue Revenue
Workshops Totals 573
Drop-in fukcavay 250.08%. 1433 125 Li46 na $330,050.00 $336,080.00
Master Class 0.00% 80.00% 100 $500.00 $43,200.00 $120,000.00 $£63,200.00
Course 0.00% 8 $750.00 $8,106¢.00 $L80,000 00 5188, 10!
Daily Workshops Totals 250.00% 1,133 108 $1,250.00 $381,380.00 $300,000.00 $681,380.00
Aunnual Workshop Patrons 515,750
Annual Revenue per Patron $1.32
Duuly Leo ol Patrons Pawon's per Day Studios Srudios Net panticipming Paton's per Rentals, Courses Up- Charges Y Patons Fee Cost per Up-Charges Fee Totat
Aue ng Sndios ing Studios Capacity Thilizasion Y Rental, Course per Moad ner Patron Ip-Chargringr ~ Rental, Course Revenue Revenue Revenne
Studios Torals 573
Studio Rentat 0.00% 45 45 45 [ 1000 $0.00 $0.00 $0.00 H0.04
Course 45 45 45 [ 10.00% $0.00 $0.00 $0.00 $0.00
Studios Totals 0.00% 90 90 920 0 $0.00 $0.00 $0.00 $0.00
Annual Studio Pacrons na
Annual Revenue per Patron
Consolidated Totals 1,523 90 108 $1,250.00 $381,380.00 $300,000.00 $681,380.00
{workshops only)
Annual Patrons 515,750 .

$1.32




4. Attendance Grand Total — This is simply a combination of the data pertaining to Base
Attendance and Ancillary Attendance.

5. Retail Shop — Approximately 1,200 square feet of floor space on the Main Floor is
designated for a Retail Gift Shop. This Gift Shop will be open to the public; an admissions
ticket to The Leonardo will not be required. It is anticipated that this operation will contain
merchandise typical of a museum gift shop and a fair number of books. We expect to sell
Leonardo published materials as well. Since all assumptions and concepts related to the Retail
Shop have not been developed, this construct takes two American Association of Museum
(“AAM”) indicators, Gross Annual Retail Shop Revenue per Patron, and Gross Annual Retail
Shop Revenue per square foot of shop space; and an annualized extrapolation of the Exods
gift/bookshop experience to generate an annual revenue potential estimate for the Retail Shop.
It is assumed that only 20% of the Gross Revenues will be remitted to the Project.

6. Miscellaneous — There are numerous earned revenue opportunities within the context of
the Project, Building design and Program. All have yet to be identified. This section of the
construct contains just three obvious sources of Miscellaneous revenues.

7. Auditorium - It is assumed in this construct that we will utilize the Community and Culture
Center Auditorium for Leonardo events, independent of Catering/Convention uses of that
facility, and independent of sponsors (e.g. Sundance, Salt Lake Film Society) uses of it. This
construct assumes 6 movies per week, and 2 performing arts productions per week for the Year
One, Nomnal, 300,000 scenario. Adjustments ate made to all other scenarios as a function of
Total Attendance assumptions. Movie ticket costs are assumed to average $5.00, and
performance art tickets will average $10.00.

8. Scenario Results - Specific results for each scenario can be seen in the Earned Revenues

Summary on page 18 of this document, as well as in each of the Earned Revenue models which
follow.
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Base Attendance.

Earned Revenue Model Other

360,590

Sources

Scenario: Year One, Normal, 300,000

Retad Shop

Rexei 3hop size, o5, fr.,

1200

s Esadiuz Exapeiaed
$1.32 per Pation, Median Range 814k per 5. folar; Medsan Rsnge 36,200, Annuslizes X 2.3 g 25 izt Revenue o keonuds
£311,506.00 453,200 U0 $7HE53 64 $235,8 47,77
Miscellanzous Lot 2ach s Fagons Using Avzzase Dady Uej Asmus) Lze Annual Revenne Posenial
Cugt Chezic 5156 0% 37 ERE 97204
Srwalier Remeal 5250 12 4383 $10,357.88
Blectus Gare Remtel praxc £20% 2 20 5226300
Mizzellanesus Tos 210.80 5 £8,13¢ $37,379.81 £37,879.51
Audizoriom
Capacity. 260
Axmzmgs e Eseotpe ek Acussl dnesdasce sl Ressame Potential Pt Revensie 0 Lesoule
Morizz E) s, 126 o 36,720 $153,600.00 235,720 00
Pedommg 3 0.6 4Gt 240 z 34250 3142.806.00 £28,36000
Auditaium: Totals 26 13 54,000 $326,400.00 §63,250.00
Lacnords Pablishing
Development Funding
Wlemberskips
Donanens
Spensariips
Special Events
Lensalidated Toml £6023,134.36 $150.930.7,
|
I
Eamed Revenue Model Other Sduzces Beenario:r Year One, Conservative, 225,000
Bivse Attendance: 325,000
Re il Shop
Reezil Shap sice, og, 1,200
2 Esmapalaed
3138 pes Panon; Median Range |ot, Aledoan Range 26,202, Aunushred X 2.3 Annns] Revegus Povepts) Sar Bagemoss 3

3392230 (0 7148004
Miscellanesus Lzztzaci Arsrage Dol B AcngalVar misxal Revsaus Pox
Cont Carek S150 3400 2 49,553 $25275.24
Steoliar Ranal 425 18t i FS $5,515.38
Elecuic Cazr Renad €30ty 2 06 284
Bhzcellzneons Totsk 21000 EX 1317 $33.961.60 433,161.60
Auditorium
Copaziy. 200
AgouziencCos  Capazin Ushaadon  Amcageduendante.  Evsouper¥esk  Annud) dasndonce Azaual Reveouz Patencial a1 Ressaut to Laenatde
Mowmes X 5049 100 N 31,200 $82,008.00 SHL0.00
Pedorng Ams 06 Lo P : - Al 2120508, 24.430.00
Andiosium Tarl 20 g 43,680 275,400 $55,030.06
Leonnrdo Publishing
Development Funding
Memberstups
Dananans
Spomnrships
Speciol Events
Consalidated Towl £508,664.15 £128,202.51
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Earmed Revenue Model Orther Sources  Seenario: Year Twoe, Normal, 180,600
Hase Atrendance 156,009
Rerail Shop
Ketail Shop size, sq f1. 1,200
a Exadus Exrapoiatsd
Medizn Range 2442 per 3¢, foot; Mes $6,200; Arnalized X% 2.5 al R — $xt Ravazas 2
3308,909,60 $233,208.00 $7L503.04 £170.4653.55 334,130.91
Miscellaneqiss Costensh % Panons Lizmg Averaze Taby Use Aanun) Tz Avoud Revanae Foveast
Cuat Chiech p2%24 S0t 20 kel F19,990.30
Frsalies Remeal 32,50 336, 2 T2 30,0378
Electic Can Rentst 202 $.20% i 458 253 5
Mzscellaneanz Torsls 226 00 a8 3,268 22,957.71 £22,95%7.71
Auditorinn
Capacityr 200
Cos:  Dapamin Urilizar Avezaze Fuens per Frek reodauca 2 Porrndi 421 Beozoun 8
Moviez 3509 0o 2 D400 $5LB00 &0 S16,208.0%
Peiforming Azt 240 00 20 as PRI AMED
stz Torsks = 2 | S54,080.08 516,320.60
Leonszdo PubBslung
Developinens Funding
Mentoarsiups
Donasans
Sponsactips
Spesial Exenn
Consobdatad Toral £275,212. 2 1 £73.406.62

Earned Revenne Model Other Sources  Scenario: Year Two, Conservanve, 135,000
Baze Avendanes 135,000
Recadl Shop
Retal Shepsite, og. &t 1200
e Exanpoiated
foat; Medizn Range $0,20F; Annuwalized X 25
$153,206.06 271,553,064 %22,0625.91
Miscellanesus Cazsasn f 1 crsaar Doy Ve N Tz sl Revanus Poieasia)
Coat Caeck 2156 bod BT IR
Seratier Rentzt $230 £.20%5 & 2,088
El ¢ ¥ axt Ramenl 252,63 220 i Y
MiszeBsazous Tomls 24550 24 5216 318,730.60 $19.230.80
Anditorium,
s, Lapzzine Udlzsn Aurgoxe Eyane o TWeak  Aonal dnend: J 2 Porzntiy Nz Pavsmus w ool
Noviss 3.0 108 2 1,430 354,00 416,205.00
Frdiomng Ax 20.00 €540k P R 23060000 38,220.00
Audstorian Torals 28 15,520 $EL600.00 | $16,320.00
I
T conaido Publisling
Developraent Fanding
Bembrizhips
Denanzas
Sprusorships
Bpecial Events
Cansolidated Toml [ 5246.310.15 563.066.51
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Base Atrzndance-

Eamned Revenne Model Other

100,009

Rources

Scenatios Year Three, Normal, 196,000

Retall Shop
Rerail Shop size, 2g.

1,200

Y

A3RI Seandazg,
4055 per Paton; Median Range

B per 24

Escduz Eautrapolated
$0,206; Aznulized X 2.5 . = Far

$373,795.00 $23p,200.06 $71,563.64 $176.286.21 §35,257.24
Muscellaneous ozt cact - 2 aet DaiR: PN e Ervens P
Con Caec 5150 Fen 2 3,200 EEEN
Sreelier Renrat 2.8 1400 5 2338 $u,540 88
Elecms Care Reatal EEE 2 By SnE6TEE
Mascellanzons Tersh 420,00 52 1402 [ $25,720.84 £25.720.84
Auditezium
Capsery: 260
Azpmegionz oz Sapucie 7 Arzose Eworpec¥osk  Anuual oounl Revenus Pazend fat Revenys
Maries 3540 16 5 3,208 3102,505.00 52043000
Perteaving Az $:0.00 £0800 e i o3t 21200 01 B12,240.00
Audsionum Tacals b 3 5,642 §163,260.00 £32,640.00
Leonardo Publishing
Development Funding
Menbersips
Dronasans
Spensorziips
Spenal Eveats
Consobidared Toral $305.207.66 393,615.09
Eamed Revenue Model Other Roprces  Scenariot Year Three, Copseryarive, 142,500
Base Ateendancs 32
Reczil Shop
Reteil Shop size, =,
= Fandiz Exvirapeisced
715 per Patior; Madisz Range Zdlst; Methon Range 36,300; Aomuahzea K23 Appual Rovenue Bateniis int Bexenue s Lennade
£343,495.00 2:55,200.00 27,3636+ $149,419.55 §29,833.91
Miscellanesus Loz paan 25 Packznz Uiz Avzrzge Dol Lol N Ascuel Bavenue Sozenzial
Cear Check 150 3500 I 27t 9,307.57
Zeratier Rew 126% ) 2058
wvic Care Ranesd 2283 GIE% i a5
Sfiacelinnssys Towly 225,60 24 519.358.92
Audizenum.
Copacin: 30
A Coz: Avmzage Extoti pec Week  Auand necdange anusl Reveaus Potential 21 Rezenus te Lecaards.
Moies EE) 565203 86 3 15 626 +70,506.00 FUEIB0LH
Fesfommg Ams 219,60 [F2cc 20 24100000 29.160.20
Andizoriam Torsls 220 375 2035 { $122.400.00 $24.450,00
Leansido Publishing
Development Funding
Menbersiupz
Donasienz
Spsmeidiips
Specist Eventa
Consslidated Toral $291.178.47
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Appendix 1T

Attendance Assumptions
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A. Attendance Assumptions- The Oper

ating Expense Projections for the Operating Years 2009

— 2012 are based on several iterations of tHe primary construct vatiable which is total attendance.

1. Industry Benchmarks - The fo

attendance assumptions:

2005 and 2006 AST(
2000 Museum Financia
Musenm Retail Industry

a. American Association of Musg
AAM’s 17,500 members, 800 of w,
that museum attendance nation-wi
admissions prices have trended u

attendance is as follows:

Sourcebook of Statistics & Analysis
! Information — AAM
Report — 2004

lowing industty sources have been used to generate

eums (“AAM”) — In the most recent survey of the
hich responded with attendance data, it was concluded
de has been steady for the past six years, and that
pwards slightly. The AAM statistical breakdown for

Median 75" Percentile The Leonardo 90" Percentile
Interior Space (Square Feet) 22,800 68,700 71,310 169,200
Average Annual Attendance 33,440 120,000 Unknown 315,000
Attendance per Square Foot 1.47 Patrons 1.75 Patrons Unknown 1.86 Patrons
The Leonardo Annual
Attendance, Extrapolated: 104,825/7 124,792.5 124,792.5 132,636.6

Based on these AAM statistical dat

1 correlating total museum floor space and attendance,

The Leonardo could anticipate average annual attendance of 124,793 Patrons.

b. American Science and Technalogy Centers (“ASTC”) — The indication from ASTC

surveys of its member organizations, 205 respondents of 428 members, the average annual

attendance per squate foot of exhibi
The Leonardo anticipates 32,495 sq
on the First and Second floors,

Community and Culture, and the
indicator, The Leonardo could reaso

t space is 0.6 Patrons. The current exhibition design for
nare feet of exhibit space. This figure includes exhibits
as well as the Movement Studio in the Center for
Recording Studios. Utilizing this ASTC attendance
nably expect annual attendance of 214,467 Patrons.

Gyroscope has further analyzed 2005 ASTC data for museums with exhibit space in the
range of 20,000 to 40,000 square feet. Their conclusions are:

Average Annual Patron attendance Extrapolated Leonardo Average
pert squiare foot of exhibit space Aonual Attendance

All Museums 7.9 Patrons 256,711

Science Centers with Large Screen

Format Theaters 9.6 Patrons 311.952

Science Centers without a Large Screen 5 Patrons 162,475

Format Theaters
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Since The Leonardo will not feature a Large Screen Format theater, it might be forecast that
attendance will range between the ASTC average for all museums of 257,000 Patrons and
162,475 for more specialized science centers without Large Screen Format theaters.

Management has also done a similar study of 2006 ASTC data with the following

conclusions:

Average Annual Patron attendance

Extrapolated Leonardo Average

per square foot of exhibit space Annual Attendance
All Museums 9.6 Patrons 311,952
Science Centers with LF Theater 15.7 Patrons 510,172
Science Centers without a LF Theater 6.7 Patrons 217,717

These 2006 ASTC data support annual attendance assumptions for The Leonardo in the
range of 217,717 to 311,952 Patrons.

2. Local Benchmarks - The attendance assumptions must also anticipate the peculiarities of

the local market and our unique demographics.

Thus, attendance at local museums or

museum-like operations is also a valid indicator of possible Leonardo demand. Utah has 255
museums situated in every county of the state. More than 50% of Utah’s museums have an
annual operating budget of less than $25,000 — that is, there are many relatively small
operations within this set of museums. None the less, the state’s museums attract over six
million visitors a year, 1.5 million of which are school children in 25,000 student groups who
visit museums as part of their formal education. Overall museum attendance derives from
student groups 25%, as noted above, 43% from local residents, and a surprising 32% from

out-of-state visitors.

Attendance data and trends on certain key local museum-like venues follow.

Utah Museums Total Attendance

. , & Local (non-
25% i student) Residents
1@ Tourists
|
f O Student Groups

a. Clark Planetarium, Salt Lake City — Annual attendance numbers for Clark Planetarium
after its move to The Gateway in 2003 ate summarized below:

Year of Operation Year (date) Annual Attendance
Year 1 2003 (not a full operating year) 350,000
Year 2 2004 351,000
83
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Year 3 2005 354,000
Year 4 2006 365,000
Four Year Average 355,000

b. Thanksgiving Point, Lehi — Thanksgiving Point reported 1,200,000 Patrons for the full
year of operations in 2005. This number includes visitors to its various “farming” venues,

museum, concerts, golf course, restat

c. Hogel Zoo, Salt Lake City —
d. Red Butte Garden, Salt Lake City
e. Museum of Utah History and A

f. Exodus, at The Leonardo — The
in the autumn of 2005 drew 15,900
assumes that the Exodns exhibit wo
space of the Building, and, further, if
annual attendance for The Leonardo

187,900.
g. The Titanic, ZCMI Mall, Salt 1,
Museum of Natural History at the U

2005; attracted approximately 250,00

h. Children’s Museum of Utah / I

irants, but excludes the movie theaters.

.

rt, Salt Lake City —

Salgado exhibit entitled Exodus hosted at The Leonardo
visitors. If this result is multiplied by 2.5, i.e., if one
hld have encompassed approximately the entire exhibit
| the 11 week Exodus results were to be annualized, then
based on the Exodus experience might be inferred to be

ake City- Co-sponsored by RMS Titanic and the Utah
Iniversity of Utah; ran May 29, 2004 through January 8,
0 visitors during the 7 months of operation.

*roject Gateway, Salt Lake City

Year of Operation i Year (date) Annual Attendance
Year 1 2006 (rjot a full operating year) 96,000
2004 96,000
2005
2006
Four Year Average 96,000

i. Utah Museum of Fine Arts, Unni

j- Living Planet Aquarium, Sand
reports that attendance while they
averaged about 150,000 Patrons pe;
205,000 visitors.

rersity of Utah

y — Brent Anderson of the Living Planet Aquarium

were situated at Gateway, June 2004 to May of 20006,

year. During their first year in Sandy, they attracted
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The Leonardo

General Fund Commitment to Future Debt Service



General Fund Commitment to Future Debt Service
without the Leonardo $10 million GO bond and an $8 million GO or sales
tax bond



16,000

Annual Amounts (1,000's)

Revenues:

Transfer from General Fund
to C.I.P. for Library G/O
Series 1999

Transfer from General Fund

to C.1.P. for C&C Building G/O

Series 2001

Transfer from General Fund
to C.1.P. for Library G/O
Series 2002

Transfer from General Fund
to C.1.P. for Zoo/Aviary G/O
Series 2004A

Transfer from General Fund
to C.|.P. for MFET

Transfer from General Fund
to C.1.P. for Sales Tax Bonds*

Total

Revenues:

Transfer from General Fund
to C.I.P. for Library G/O
Series 1999

Transfer from General Fund

to C.I.P. for C&C Building G/O

Series 2001

Transfer from General Fund
to C.I.P. for Library G/O
Series 2002

Tranfer from General Fund to
C.[.P. for Zoo/Aviary Glo
Series 2004A

Transfer from General Fund
to C.I.P. for MFET

Transfer from General Fund
to C.I.P. for Sales Tax Bonds*

Total

Salt Lake City Corporation

General Fund Commitment to Future Debt Service

Fiscal Year Ending June 30th

ACIP for Library GO '99

QCIP for C&C Bldg GO '01

B CIP for Zoo/Aviary GO '04A OCIP for MFET

W CIP for Library Bidg GO '02
CCIP for Sales Tax

FY '07-'08 FY '08-'09 FY '09-10 FY '10-'11 FY 1112 FY '12-13 FY '13-14 FY '14-15 FY '15-16 FY "16-17
4,144,938 4,128,825 4,115,288 34,300 33,200 37,100 35,663 35,725 37,788 36,063
2,395,406 2,362,439 2,367,420 2,373,495 0 0 0 0 0 0
2,738,788 2,736,444 2,740,069 6,808,319 6,794,294 6,779,669 6,754,394 6,737,694 6,711,969 6,696,944

870,238 866,738 866,788 860,757 858,175 853,800 845,625 841,775 839,775 836,975
702,355 213,855 0 0 0 0 0 0 0 0
3,724,848 3,175,934 1,911,698 1,893,227 1,853,082 1,822,481 1,793,030 1,368,259 3,036,664 6,032,279

14,576,573 13,484,235 12,001,263 11,970,098 9,538,751 9,493,050 9,428,712 8,083,453 10,626,186 13,602,261

FY '"17-'18 FY '18-19 FY 19-'20 FY '20-'21 FY '21-'22 FY '22-'23 FY '23-24 FY'24-'25 FY '25-'26 FY '26-27
34,338 39,113 0 0 0 0 0 0 0 0
0 0 0 0 0 0 0 0 0 0
6,682,744 6,640,644 0 0 0 0 V] 0 0 0
837,638 836,808 834,288 840,028 838,528 844,948 844,335 0 0 0
0 0 0 0 0 0 0 0 0 0
6,021,364 6,008,455 6,003,055 6,008,937 400,957 406,557 401,482 405,732 404,195 401,787
13,576,084 13,525,020 6,837,343 6,848,965 1,239,485 1,251,505 1,245,817 405,732 404,195 401,787

*The proceeds for the Sales Tax Series 2007A, which are cefleaiedin theSatumbersMarairsesived oiyrd§,| 2008t Files\OLKF6\ Gen Fund Supported Debt FY 2008 Combined Issues with chart
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General Fund Commitment to Future Debt Service
with the Leonardo $10 million GO bond and an $8 million sales tax bond




Salt Lake City Corporation
General Fund Commitment to Future Debt Service
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Fiscal Year Ending June 30th
BCIP for Library GO ‘99 R CIP for C&C Bldg GO '01 R CIP for Library Bldg GO '02
B CIP for Zoo/Aviary GO '04A CICIP for Leonardo $10.2 M GO OCIP for Leonardo $8.1 M Sis Tx
B CIP for MFET O CIP for Sales Tax
Revenues: FY '07-'08 FY '08-'08 FY '09-10 FY '10-'11 FY'11-"12 FY'12-'13 FY '13-14 FY '14-"15 FY'15-'16 FY'16-'17 FY'17-'18
Transfer from General Fund
to C.I.P. for Library G/O
Series 1999 4,144,938 4,128,825 4,115,288 34,300 33,200 37,100 35,663 35,725 37,788 36,063 34,338
Transfer from General Fund
to C.I.P. for C&C Building G/O
Series 2001 2,395,406 2,362,439 2,367,420 2,373,495 0 0 0 0 0 0 4]
Transfer from General Fund
to C.I.P. for Library G/O
Series 2002 2,738,788 2,736,444 2,740,069 6,808,319 6,794,294 6,779,669 6,754,394 6,737,694 6,711,969 6,696,944 6,682,744
Transfer from General Fund
to C.I.P. for Zoo/Aviary G/O
Series 2004A 870,238 866,738 866,788 860,757 858,175 853,800 845,625 841,775 839,775 836,975 837,638
Transfer from General Fund
to C.I.P. for Leonardo $10.2
Million G.O. (Prop) 746,422 746,639 748,564 749,776 745,301 750,324 749,408 747,776 745,376 747,196 747,973
Transfer from General Fund
to C.L.P. for Leonardo $8.1
million Sales Tax (Prop) 0 609,963 608,639 612,683 611,148 609,134 611,490 608,207 609,305 609,659 609,236
Transfer from General Fund
to C.I.P. for MFET 702,355 213,855 0 0 0 ] 0 0 0 0 0
Transfer from General Fund
to C.I.P. for Sales Tax Bonds* 3,724,848 3,175,934 1,911,698 1,893,227 1,853,082 1,822,481 1,793,030 1,368,259 3,036,654 6,032,279 6,021,364
Total 15,322,995 14,840,837 13,358,465 13,332,557 10,895,199 10,852,508 10,789,610 10,339,435 11,980,867 14,959,115 14,933,292
Revenues: FY '18-'19 FY '19-20 FY '20-21 FY '21-22 FY '22-'23 FY '23-'24 FY '24-25 FY '25-26 FY '26-27 FY '27-'28
Transfer from General Fund
to C.L.P. for Library G/O
Series 1999 39,113 Q Q [} 0 g o] Q 0 Q
Transfer from General Fund
to C.LP. for C&C Building G/O
Series 2001 0 0 0 0 0 0 0 0 0 0
Transfer from General Fund
to C.I.P. for Library G/O
Series 2002 6,640,644 0 0 0 0 0 0 0 0 0
Tranfer from General Fund to
C.I.P. for Zoo/Aviary G/o
Series 2004A 836,808 834,288 840,028 838,528 844,948 844,335 0 0 0 0
Transfer from General Fund
to C.L.P. for Leonardo $10.2
Million G.O. (Prop) 747,638 746,269 748,850 750,151 745211 749,051 746,394 747,443 746,960 0
Transfer from General Fund
to C.I.P. for Leonardo $8.1
million Sales Tax {(Prop) 612,880 610,532 612,212 612,860 612,484 611,019 608,450 609,725 609,719 608,447
Transfer from General Fund
to C.I.P. for MFET 0 0 0 0 0 0 0 0 0 0
Transfer from General Fund
to C.I.P. for Sales Tax Bonds* 6,008,455 6,003,055 6,008,937 400,957 406,557 401,482 405,732 404,195 401,787 0
Total 14,885,537 8,194,143

*The proceeds for the Sales Tax Series 2007A, which are reflected in these numbers, were received July 10, 2007.
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General Fund Commitment to Future Debt Service
with the Leonardo $10 million GO bond and an $8 million GO bond



Salt Lake City Corporation
General Fund Commitment to Future Debt Service
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Fiscal Year Ending June 30th
OCIP for Library GO '99 B CIP for C&C Bldg GO '01 B CIP for Library Bidg GO '02
B CIP for Zoo/Aviary GO '04A OCIP for Leonardo $10.2 M GO T CIP for Leonardo $8.1 M GO
M CiP for MFET OCIP for Sales Tax
Revenues: FY '07-'08 FY '08-'09 FY '09-'10 FY'10-'11 FY'11-'12 FY'12-'13 FY'13-'14 FY '14-'15 FY '15-'16 FY '16-17
Transfer from General Fund
to C.1.P. for Library G/O
Series 1999 4,144,938 4,128,825 4,115,288 34,300 33,200 37,100 35,663 35,725 37,788 36,063
Transfer from General Fund
to C.L.P. for C&C Building G/O
Series 2001 2,395,406 2,362,439 2,367,420 2,373,495 0 0 0 0 [} 0
Transfer from Generai Fund
to C.I.P. for Library G/O
Series 2002 2,738,788  2,736.444 2,740,069 6,808,319 6,794,294 6,779,669 6,754,394 6,737,694 6,711,969 6,696,944
Transfer from General Fund
to C.I.P. for Zoo/Aviary G/O
Series 2004A 870,238 866,738 866,788 860,757 858,175 853,800 845,625 841,775 839,775 836,975
Transfer from General Fund
to C..P. for Leonardo $10.2
Million G.O. (Prop) 746,422 746,639 748,564 749,776 745,301 750,324 749,408 747,776 745,376 747,196
Transfer from General Fund
to C.I.P. for Leonardo $8.1
million G.O. (Prop) 597,580 594,601 594,178 593,263 596,876 594,817 597,241 593,975 595,175 595,631
Transfer from General Fund
to C.I.P. for MFET 702,355 213,855 [} 0 0 4] 0 0 0 0

Transfer from General Fund
to C.L.P. for Sales Tax Bonds* 3,724,848 3,175,934 1,911,698 1,893,227 1,853,082 1,822,481 1,793,030 1,368,259 3,036,654 6,032,279

Total 15,920,575 14,825,475 13,344,005 13,313,137 10,880,928 10,838,191 10,775,361 10,325,204 11,966,737 14,945,088

Revenues: FY'17-'18 FY '18-19 FY '19-20 FY '20-'21 FY '21-'22 FY '22-23 FY '23-'24 FY '24-'25 FY '25-'26 FY '26-27

Transfer from General Fund
to C.I.P. for Library G/O
Series 1999 34,338 39,113 0 0 0 0 0 0 0 0

Transfer from General Fund
to C.I.P. for C&C Building G/O
Series 2001 0 0 0 0 0 0 0 0 0 0

Transfer from General Fund
to C.L.P. for Library G/O
Series 2002 6,682,744 6,640,644 0 0 0 0 0 0 0 0

Tranfer from General Fund to
C.L.P. for Zoo/Aviary Glo
Series 2004A 837,638 836,808 834,288 840,028 838,528 844,948 844,335 0 0 0

Transfer from General Fund
to C.I.P. for Leonardo $10.2
Million G.O. (Prop) 747,973 747,638 746,269 748,850 750,151 745,211 749,051 746,394 747,443 746,961

Transfer from General Fund
to C.I.P. for Leonardo $8.1
million G.O. (Prop) 595,294 594,109 597,139 594,162 595,374 595,594 594,666 592,716 594,732 595,479

Transfer from General Fund
to C.I.P. for MFET 0 0 0 0 0 0 0 0 0 0

Transfer from General Fund
to C.I.P. for Sales Tax Bonds* 6,021,364 6,008,455 6,003,055 6,008,937 400,957 406,557 401,482 405,732 404,195 401,787

Total 14,918.350  14.866.766 ¢\pflf0:ESha setf AP ocal 3B hoorarPristnedtflaoL B BL P supbold Sery 20887383 Ehnarad dsREd 1ssues with chart
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*The proceeds for the Sales Tax Series 2007A, which are reflected in these numbers, were received July 10, 2007.
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