CITY OF SULTAN
AGENDA ITEM COVER SHEET

Agenda ltem : A-1

Date: March 27, 2008

SUBJECT: Rural Business Opportunity Grant Application @I/

CONTACT PERSON: Donna Murphy Grants and Economic Development Coordinator

ISSUE:

Application to United States Department of Agriculture (USDA) for a Rural Business Opportunity
Grant.

SUMMARY STATEMENT:

At the Council Retreat it was determined that Economic Development and marketing Sultan is a
primary Budget Theme for the City Council.

Mayor Eslick and staff have been working with Mayor Hill of Gold Bar and the Snohomish
County Office of Economic Development and identified the USDA Rural Business Opportunity

grant that could fund a Retail Economic Development Strategy for the Cities of Sultan and Gold
Bar.

A cost estimate is $70,000 (Negotiable) and was provided by Buxton Company, a consulting
firm that specializes in retail development strategies that match retailers and restaurants to the
client's market potential. The maximum grant amount is $50,000 and the additional $20,000
will be shared equally with Gold Bar and provided as in-kind.

The federal grant is highly competitive and demographics for Sultan and Gold Bar are similar. It
was determined that the best and most cost effective strategy is for Sultan and Gold Bar to
partner in the application. The match of $20,000 will be shared equally and can be provided as
in-kind. (e.g. staff time, meeting rooms, supplies).

The Grant award will be in June 2008.

STAFF RECOMMENDATION:
Mayor Eslick and staff recommend approval to apply for this grant.

RECOMMENDED MOTION:

I move to authorize Mayor Pro-Tem Blair to direct staff to apply to USDA for a $50,000 Rural
Business Opportunity Grant.

Attachments: :
Buxton CommunitylD Proposal - *NOTE: This proposal is an estimate provided by the

Consuitant with the understanding that if funded, the City is required to follow the bidding
process and Buxton will be invited to submit a bid.
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Proposal to Develop:

A RETAIL ECONOMIC DEVELOPMENT
STRATEGY

For:
City of Sultan, WA

And:
City of Goldbar, WA

From:
Trey Goodwin

February 27, 2008

Expiration Date: May 27, 2008
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I. SUMMARY

Community/D® is a proven retail development strategy that can be immediately
implemented by the Cities of Sultan and Goldbar, hereafter referred to as “the
Client.”

Buxton infegrated proprietary technical capabilities with more than 500
cumulative years experience in retail management and local economic
development to create Community/D®. This unique strategy has brought both
innovation and a disciplined approach to municipal retail development efforts.

During the 60 business days it takes to complete Community/D®, civic leaders
are actively involved in the process and make important decisions that guide the
direction and results. The four main phases of the process are:

Researching and Verifying the Client’s Retail Trade Area

This phase staris with the in-depth collection of the same location variables that
Buxton uses to qualify locations for retail clients. Because of Buxton’s unique
capabilities, we can translate this retail-specific information into market
intelligence that community Ieaders need to attract and grow their retail sectors.

Evaluating the Client’s Retail Potential

The evaluation phase will clarify what makes the Client distinctive and valuable
from a retailer's viewpoint. Through daily involvement in retail location analysis,
Buxton has acquired the unmatched ability to evaluate a community’s retail
potential.

Matching Retailers and Restaurants to the Client’s Market Potential

The consumer profile of the Client's trade area will be matched against the
customer profiles of over 5,000 retailers and restaurants in Buxton’s proprietary
database. The final match list is developed with the input of community leaders
so that it reflects the needs and desires of the residents.

Delivering the Client’s Marketing Packages

Individual marketing (pursuit) packages for each retailer match are delivered in
both hard copy and in SCOUT®. Our exclusive online marketing system,
SCOUT® helps you to showcase your city in the best light. It gives you the ability
fo create presentations and quality documents and to share information in the
match reportts.

With Community/D®, the Client can unleash its full retail potential, seize new
retail opportunities and expand existing businesses.

Buxion
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[i. INTRODUCTION TO BUXTON

Since our founding in 1994, Buxton has been a leading force in retail location and
development. We are recognized for creating solutions that provide results.

Buxton began as a service fo help retailers make informed site selection
decisions by understanding their customers and precisely determining their
markets. Buxton leaders soon realized that the company’s expertise in retail
location and market analysis could also be leveraged to benefit communities
desiring refail expansion. Please note that in this proposal the term “retail” is
inclusive of all retail concepts.

Community/D®

Designed specifically for use in community economic development programes,
Buxton's Community/D® process has assisted more than 350 public sector
clients nationwide, resulting in the development of more than 15 million square
feet of retail space. We integrate our impressive technical capabilities with more
than 500 cumulative years of retail management and local economic -
development experience to help municipalities achieve their retail goals.

More than simply providing data, Community/D® supplies custom marketing
materials and strategies targeting the unique location requirements of retailers,
developers and commercial real estate brokers. Community/D® clients achieve
outstanding success using our tools for retail identification, selection and
recruitment. And our clients benefit from our unique understanding of retail site
selection from the retailer’s point of view. The combination of technical expertise
and professional guidance gives municipalities the capacity to immediately
implement an effective retail development program.

Benefits of Communityl/D®

With Community/D® you have immediate access to:

¢ Retail Industry Expertise. Gain a competitive position by working with
professionals who have years of retail management experience plus
current insights into your community and site selection processes and
trends.

« Community Development Best Practices. Expand and sharpen your
retail development focus by incorporating best practices discovered by
Buxton through daily work with municipalities across the nation.

* Proprietary Systems. Gather useful information by having Buxton's
technology specialists analyze your trade area accessing data stored on
Buxion’s in-house databases.

Buxaton
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* Personalized Content. Advance your retail recruitment program by
receiving personal guidance from our staff and ongoing insight into key
industry topics via our monthly e-newsletter, webcasts and other
interactive tools.

¢ Long-Term Partnership. As a Buxton client and partner you have
unlimited access to our staff to help optimize your marketing efforts at the
International Council of Shopping Centers (ICSC) annual meeting in Las
Vegas, NV.

¢ Marketing Data and Tools. Enhance your marketing messages and
presentations by using SCOUT®, Buxton’s online trade area database
and marketing tool, available to you for one year after project delivery.

¢ Add-On Research. Keep your Community/D® updated and focused by
- getting special rates on additional research, including retail marketing
packages and refreshes of basic information.

Buxton
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Ill. NEEDS/CHALLENGES

The Client wants to understand and then capitalize on the retail development
opportunities.

As communities increasingly compete for retail dollars, attracting the attention of
retailers has become more challenging than ever. Marketing your community
plays a dominant role in today’s competitive economy. The challenge for the
community is to attract retailers and developers by providing trade area
information that is complete, accurate and up-to-date.

Using our proprietary methodologies, Buxton will collect and analyze your
community's trade area information and give it to you in a format that is easy-to-
use and appealing to real estate executives and developers. The best
information, however, is useless without a plan for using it. Much more than data
collection, Community/D® is an execution strategy that can help you build or
revitalize your existing marketing and economic development program.

With Community/D®, you will be prepared to:
' « Achieve your retail potential by establishing a long-term partnersh:p with
Buxion
+ Integrate retail development into your economic development program
* Increase your success by preparing the Client to meet the needs of
retailers
s Effectively position your community by leveraging your locations’
strengths and minimizing weaknesses
Convey the Client’'s advantages over competitors’ advantages
Establish credibility with retail decision makers
Maximize time and resources by not pursuing ungualified prospects
Win the confidence and trust of prospects by understanding their pr;or:tles
Use competltlve analysis to close the sale

e & 9 &

Buxion
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IV. GOALS AND DESIRED RESULTS

The primary goal of Community/D® is to prepare the Client to successfully :
expand its retail sector.

Community/D® serves as the framework for developing a sustainable marketing
program that not only achieves short-term goals but also endures to ensure the
economic viability of the retail sector over the long-term. Such a marketing
program will bring the following desired resulis:

Residents’ desires to shop and dine at home will be fulfilled
Retail leakage will be minimized

Tax revenues (property and sale/use taxes) will increase
Employment opportunities will grow

The Client's ability to capture other economic opportunities will be
enhanced

Buxdon
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V. PROCEDURES/SCOPE OF WORK

Once you have engaged Buxton to work with you in developing Community /D, a
project team will be assigned to guide you through the entire process—from
initial data collection to final presentation of the results. This team consists of.

-« . Client services manager, who will serve as your primary source of
communication during the project
o Geographic Information System specialist, who will analyze your trade
areas and create customized maps and reports
+ Professionals with backgrounds as retail executives and economic
development practitioners, who will address your unique challenges and
_help maximize the Client’s retail opportunities

Staff Visits

During visits to the community, Buxton's staff is able to make clear and candid
assessments of the community’s strengths, weaknesses and potential by using
the same analytical programs and location matrixes that are used to qualify
communities and sites for our retail clients. Our daily involvement with over 1,700
retail and restaurant clients in finding optimal locations keeps us current on retail
location trends. This provides a rational and analytical basis for helping the Client
decide how to best focus resources on the most promising retail opportunities.

Data Collection
Buxton uses over 250 consumer and business databases that are updated

- throughout the year, and in some cases, every month. Although it is possible to
obtain these databases for less expense on a community or regional basis,
Buxton buys and is licensed to use the complete U.S. datasets. With this
information Buxton will compare the Client’s potential location to the universe of
ali retail locations operating in the U.S. '

The following are some of the more well-known sources used in our studies, but
there are dozens more that we employ to provide additional insight:

Mediamark

Acxiom

InfoUSA

Claritas

National Research Bureau
Navteq Geographic Data

Dunn & Bradstreet Business Data

* @ & & & &

Buxton
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Identify Market Influencers

All communities have special and often unigue features that impact the local
retail market and have to be taken into consideration to fully understand the
market potential of the community. Such influencers include larger ethnic
populations, significant new or expanded developments, military bases,
universities and colleges, destination tourist attractions, prisons, medical facilities
or major employers.

After identifying these market influencers in your community, Buxton will quantify
and qualify their influence on the retail market and help to match retailers that
can capitalize on these customer bases.

You will benefit from the project team’s expertise and insight in these four areas:
1. Researching and verifying the Client's retail trade area
2. Evaluating the Client's retail potential
3. Matching retailers and restaurants to the Client’'s market potential
4. Delivering the Client's marketing packages

These four major components comprise the Community/D® process. Each
component is explained in detail as follows:

1. Researching and Verifying the Client’s Retail Trade Area

The location decision process for all retailers begins with the collection, analysis
and evaluation of numerous location variables such as demand density,
customer buying habits, economic trends, competition, traffic volumes, and
available sites, to name a few.

The Community/D® process for the Client will also start with the in-depth
collection of data using the same location variables that we use for our retail
clients to qualify sites for the location of their retail stores and restaurants. One
goal is to define current retail situations in the Client, in the irade area and in any
neighboring communities that impact on the Client’s refail environment. The other
- goal is to understand the community’s expectations and desires. This analysis
includes personal visits to the community, collection of data components
necessary to conduct the analysis and identification of market influencers.

Buxton
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Drive-Time Trade Area Definition

Customers today shop by convenience, measuring distance based on time, not
mileage. Community/D® will employ a custom drive-time analysis to determine
the Client’s trade area. An example of a drive-time trade area is shown in
Figurei.

This custom analysis is developed using an in-house database supported by our
knowledge of individual retail client's actual trade areas.

The resulting drive-time trade area map will be a polygon that more accurately
depicts consumer shopping patterns than trade rings.

To assure the accuracy of the drive-time trade area, the draft maps are reviewed
with community leaders and verified before proceeding with the next step.

Figure 1.Example - Drive-Time Trade Area

-

Buxton
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2. Evaluating the Client’s Retail Potential

The purpose of the evaluation phése is to understand what makes the Client
distinctive and valuable from a retailer’s viewpoint and scrutiny.

Our evaluations capitalize on Buxton’s knowledge about the retail marketplace
and the location requirements and expectations of retailers. Combining this
knowledge with our economic development competencies allow us to evaluate
and recommend proven community practices. Our evaluations do not rely on
dated government research or national/state statistics, all of which fail to reflect
local realities. Rather, we implement our real-world experience gained from
- working with municipalities that have opened more than 15 million square feet of
new or expanded retail space. We know how to help the Client sharpen your
retail marketing strategy, aggressively market the city and improve your
competitive performance.

Retail LéakagelSupply Analysis

The Retail Leakage/Supply Analysis provides an estimate of retail dollars flowing
in or out of the trade area.

The two main components of this analysis are: 1) current actual sales (supply) by
retail store type and products, in dollar amounts, and 2) estimated sales potential
(demandj) for retail store type and products, in dollar amounts.

We first calculate a sales gap index that illustrates your ability to capture your
residents’ expenditures. An example of this index is shown in Figure 2.

The sales gap index provides a relative comparison of leakage/surplus and an
estimate of the dollars that are being spent outside the trade area (leakage) and
the amount of dollars coming in from outside the trade area (surpius).

Figure 2. Example - Sale Gap Index

Building Matersal & Supply Dealers -

.. Other Buikdirig, Materials Beaters

Buxton
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Customer Profiling

The Community/D® process will identify and analyze all the households in the
Client’s drive-time trade area. Based on more than 4,500 categories of lifestyles,
purchase behaviors and media reading and viewing habits (psychographics), the
households in your trade area are assessed to gain an understanding of the
types of retailers that would be attracted to your community. Our in-house
databases include both traditional demographic data and the most current
psychographic lifestyle information for over 120 million households in the United
States (as well as up to seven individuals living in each of these households).

Each household in a trade area falls into one of 66 market segments reflecting
the buying habits of customers in the household. The blue line in Figure 3
graphically profiles the households in a city’s trade area.

Figure 3: Example - Psychographic Profile
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Retail Site Assessment

Buxton’s will analyze two (2) distinct retail locations, selected by the Client.
Based on our colleciive experience in retail locations, the following factors are
considered:

Psychographic analysis of households in frade area
Demand for retail goods and setvices

Site setting, situation and configuration

Growth plans and relevant development

Retail goals of the community

the Client to select the retail site to be used for retail matching.

Buxton wiil develop a demand density profile of the Client's trade area. Demand
density measures the bottom-line value of the customers in the trade area—who
they are, how many there are and what they buy. One of the significant
advantages of Buxton is our ability to take the demand density data and to
creatively transiate it into a proactive market strategy tailored to take advantage
of the Client’s strengths and te achieve its retail goals.

Buxton
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3. Matching Retailers and Restaurants to the Client’s Market
Potential

Once the sites for retail matching have been selected and the consumer profiles
in the Client’s trade area have been determined, the Community/D® process will
match these profiles against the customer profiles of 5,000+ retailers in our
proprietary database.

In Figure 4, the blue line indicates the customer profile of households in a
community’s trade area. The red line represents a specific retailer's customer
profile. A similarity between the two profiles as shown in Figure 4 analyzed using
Buxton’s proprietary retail matching algorithm concludes that this site is an
opportunity for a specific retailer tc open a successful store.

This maiching resulis in a list of possible retailers. To develop the preliminary
retail match list, Buxton analyzes a number of factors about each possible retailer
to qualify it. This analysis is designed fo eliminate those retailers that for any
reason would not be a candidate for the Client. Considered in this analysis are
such factors as, verification of a retailer currently operating or expanding into
your market, location of operations in similar cities, and competition and
cannibalization from nearby locations.

Once this analysis is complete, the preliminary list of retailers will be discussed
and reviewed with the Client. Based on the selections by the sponsor, a final list
of up to ten (10) retailers, per site, will be created for the development of
marketing {pursuit) packages.

Figure 4. Example - Trade Area Consumers Matched with Retailer Customer Profile
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4. Delivering the Client’s Marketing Packages

Buxton will assemble individualized marketing (pursuit) packages for each
targeted retailer. At the Client’s request, Buxton will customize each marketing
package for presentation to individual retailers, developers, real estate brokers or
potential franchisees. Because it is tailored to the specific needs of the target
audience, each marketing package is ready to use as collateral marketing
materials providing compelling and precise information that demonstrates the
Client’s qualifications as a location.

Each marketing package contains:

1. Map of the retail site and trade area

2. Map of retailer’s potential customers

3. Retailer match report that compares the site’s trade area
characteristics with the retailer’s locations in similar trade areas

4. Demographic and psychographic profiles of the households in the
frade area

5. Contact infarmation for the person at the retailer who has location
decision responsibilities

Community/D® targets not only specific companies but also the individual in the
company who has the responsibility for location decisions. To provide the best
possible reception when the Client contacts the targeted retailer, Buxton notifies
each company that the Client has been qualified by Buxton as a potential viable
location for a store, restaurant or development and should expect to be contacted
by a representative of the city. '

Buxton
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Figure 5: Example - Retail Match Report (Retail Match Report summarizes a city's
location advantages for a specific retailer).

- CommunitylD Retailer Match Report

Company: XL Company Site: State Mighway 364 & Grice Road
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DELIVERABLES

Community/D® deliverables will be presented to the Client in two bound hard
copies and in SCOUT®, an electronic format (described below).

SCOUT® is an online marketing system that will allow you to effectively use
Community/D® by enabling you to showcase your best retail site to achieve
maximum results. You can access Community/D® reports via SCOUT® to
reproduce maps, site-specific data and generate your own custom marketing
presentations.

With SCOUT® you are directly tied to the Client password protected data,
maintained and updated in Buxton’s databanks. Using your computer you can
tailor reports and presentations and immediately respond to questions or
information requests from retailers or developers. SCOUT® allows you to:

e Graphically display and count the households that appeal to specific target
retailers

+ Manage all your retail-specific data, from maps to photos to zoning
information, in a central location

» Merge your community's existing marketing materials with Community /D%
o Select the information that best makes your case

« Store and retrieve information on retail buildings and sites

+ Organize all relevant retail information in a central data center

» Present all materials electronically to recruit retailers and developers

Deliverables inciude the following:

e Drive Time Trade Area Map

* Retail Site Assessment — includes Retail Leakage/Supply Analysis and
Customer Profile

» Retail Match List
¢ Final Report and Marketing (Pursuit) Packages

« An electronic presentation highlighting the Community/D® process and
findings will be a part of the deliverables. 1t is designed for local
presentations to chambers of commerce, civic ciubs and other groups
interested in the retail development of the Client.

Buxton
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VI. PROJECT TEAM

Team members for your project will include Buxton personnel with strong retail
and economic development backgrounds as well those from operations: the
Territory Business Manager, appropriate Senior Vice President and Client
Services representative.

Trey Goodwin
Territory Business Manager,
Community/D®

As a Community/D® territory business manager, Trey works with municipalities in
their retail economic development efforts. By understanding what retailers need
to make site selection decisions, Trey enables community leaders to understand
and “speak retail.” Trey brings a strong knowledge of the Community /D® retail
economic development strategy and a solid background in client service to his
position. His focus is communities in the Pacific Northwest. Trey received his
B.A. degree from Texas Tech University. Trey is a member of the International
Council of Shopping Centers (ICSC).

: JAmy Wetzel
Senior Vice President,
Community/D® Division,
Western Region

Amy brings more than 15 years of marketing, retail and business development
experience to her position. Prior to joining Buxton, Amy held positions with the
Colleyville (Texas) Chamber of Commerce, Baylor Health Care System and
Andersen. Amy has worked with numerous communities to establish or enhance
their retail recruitment strategies and has been a featured presenter at many
organizations, including the Association of Washington Cities, the Urban Land
Institute, the National League of Cities, and the League of California Cities. She
is a member of the California Association of Local Economic Developers, the
California Redevelopment Association and the Association of Washington Cities.
Amy holds a bachelor’'s degree in communications from Baylor University.

Buxion
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i -+ Philip Davis
Managerf’Semor GIS Analyst
Community/D® Division

As senior analyst for the Community/D® division, Philip oversees every aspect of
Community/D® projects in Buxton’s GIS department. His duties include
supervising daily operations, working with clients, managing projects and serving
as a liaison between analysts and the sales team. Philip has managed the GIS
function for more than 350 Community/D® projects for such clients as San Jose,
CA; Atlanta, GA_; and Birmingham, AL. Working on projects for two divisions in
the company has given Philip a complete understanding of both the retail
industry and municipal needs, adding to his expertise in community retail

recruitment. Philip graduated from the University of North Texas with a degree in
Geography.

Bill R. Shelton, CEcD

Partner
Community/D® Division

Bill is a founding partner of Community/D®, Buxton's retail development program
for communities. For more than 20 years, Bill worked for the Fort Worth Chamber
of Commerce, serving 16 years as its president. He is a Certified Economic
Developer and is past chair of the American Economic Development Couricit. A
founding member of the Texas Economic Development Council, he has served
as the organization’s president. Bill was honored with a lifetime membership to
the International Economic Development Council. Bill's professional service also
includes serving as dean of the Basic Economic Development Course at Texas
A&M University. Bill holds a bachelor's degree in marketing from the University of

‘Texas at Austin, and he completed post-graduate studies at Texas A&M
Untversﬂy

Buxton
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L Harvey H. Yamagata
Chief Marketing Officer & President
Community/D® Division

Clients benefit from the expertise Harvey has gained during 35 years in retail,
including leadership roles in brick and mortar, catalog and website refailing. His
20-year career at Tandy Corporation covered the time when the company grew
from $350 million to $3.5 billion in sales and took him from retailing in Europe to
opening distributors in Asia. He headed the marketing efforts of the RadioShack
Business Products division at a time when they held the major share in the
burgeoning personal computer market. Harvey received a bachelor's degree
from the University of Wisconsin and a master of business administration degree
from Texas Christian University.

Buxfton
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.VII. PROJECT REQUIREMENTS

To effectively initiate this project, we request that you provide the following:
1. Project Liaison

» The Client will designate a project manager who will serve as Buxton's
primary contact during the project.
2. Community Information and Reports

+ City logo (vector file — request your ad agency and/or printer)

» Addresses and descriptive information for up to three sites that will be
evaluated

s Current fraffic count data

.» List of planned retail, commercial or mixed use {either proposed or in
development) in the community

» List of major, national or regional retailers that have closed, left or moved
from the community

* General community marketing materials, data and economic reports

Project Launch

A conference call with representatives of the Client and the Buxton Project Team
will officially launch the project. The project launch will occur when:

1. An agreement is executed

2. The initial payment is received, and

3. The Community Information and Reports are received

Buxton
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VIil. TIMELINE

The foliowing timeline is sequential and cumulative. 1t starts on the day of the
project launch conference call.

Business Days

Client Responsibilities

Buxton Responsibilities

Provide to Buxton all necessary

Start community information.
Day 1 Participate in the launch call. Participate in the launch cali.
Day 6 Trade Area Map ships.
Day 13 Approve Trade Area Map.
Day 18 Re_tall Site Assessment
ships.
Approve Retail Site Assessment
Day 25 and submit selection of site for
retail matching.
Day 40 Retail Match List ships.
Submit selections of all retail
Dav 50 matches to be included in the
y Final Report and Retail Marketing
Packages.
Day 60 Final Report and Retail

Marketing Packages ship.

By adhering to this timeline, the Community/D® deliverables (Retail Match
Reports — both the hard-copy and SCOUT®, the electronic version) will be sent
on or before 60-days after the launch date.

Any missed target dates can delay the final delivery date. If there are extenuating
circumstances that prevent target dates from being met, a new timeline will be

developed.

Delays of more than 45 days in timeline schedule by the community will result in
an administrative fee of five percent (5%) of the contract price to be charged.

Buxion
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IX. FEE FOR SERVICES
The Cost of Community/D® is $70,000; payable as follows:

1. $35,000 due upon execution of this agreement
2. $25,000 due upon delivery of retail site assessment
3. $10,000 due upon delivery of retail marketing packages

Hard copies of ali Community/D® deliverables including marketing packages will
be provided.

SCOUT® will be delivered for one-year with this agreement and includes the
following:

1. Waived - Monthly maintenance fee of $1,000 per month

2. Waived - Set Up fee of $3,000

3. Two Marketing (Pursuit) Packages at no cost

After the first year SCOUT® will be available for a $1,000 per month maintenance
fee that is not included in this agreement.

Direct travel costs will be charged for any pre-arranged, mufually agreed upon
travel associated with the project. This does not include travel associated with
the presentation or negotiation of this agreement.

For services specifically requested by the Client and performed by Buxton
outside the scope of this agreement, an hourly rate of $200 will apply.

Additional Research Services (post analysis)

Marketing {Pursuit) Packages (Match reports for additional specific retailers)
- Includes two bound hard copies and an elecironic version $2,000

Buxdon
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X. SIGNATURE PAGE

This agreement is between the Client and Buxton (the “Parties”) for the
performance of services described in this proposal. The Parties agree that an
independent contractor/employer relationship is created as a result of this
agreement. Buxton will not be considered an agent or employee of the Client for
any purpose.

The term of this agreement is one (1) year. This agreement may be terminated
by the Client at any time upon written notice of thirty (30) days. if this agreement
is terminated, Buxton will be paid for services performed up fo the date the
written notice is received.

This agreement shall be administered and interpreted under the laws of the State
of Texas. In order to avoid paying State of Texas Sales and Use Tax, the Client
may be required to provide Buxton with a certificate indicating it is a non-profit
corporation and not subject to Texas Sales and Use Tax.

Agreed and accepted this day of , 2008.
David Glover _
Chief Financial Officer
Buxton

2651 S. Polaris Drive
Fort Worth, TX 76137

City of Sultan ' (Signature)

City of Goldbar

Burgton
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XI. ENDORSEMENTSIREFERE.NCES

Buxton prides itself on exceptional client service that results in ongoing client

satisfaction. Following are just a few of many endorsements from Community/D®
clients.

Buxton
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Buon

ity of Albertville, Al
Jennifer Palmer
316 Sand Mountain Drive Fast
Albertville, AL 35950
(256) 878-3821
imoorepalmer@charter.net

vill ¢ Broadvi u
Henry Vicenik

Village President

2350 South 25™ Avenue
Breoadview, 1L 60155-3800

(708) 681-3600
hvicenik@villageofbroadview.com

Citv of Clemson, SC

Chip Boyles

Assistant City Manager
1200 - 3 Tiger Blvd.
Clemson, SC 29633 - 1566
(864) 653-2030
cbovles@cityofclemson.org

itv of Collevville, T
Scott Welmaker

Director of Economic Development

100 Main Street

Colleyville, TX 76034

(817) 503-1060
welmakers@ci.colleyville.tx.us

City of Colonial Heights, VA
Richard Anzolut

City Manager

PO Box 3401

Colonial Heights, VA 23834

(804) 5209265
citymanager@colonialtheighis.com

City of Covington, TN
Mayor David Gordon

200 W. Washington
Covington, TN 38019
(901} 476-9613
dgordon@covingtontn.com

Community/D References

City of Denfon, TX

Linda Ratliff .

Director of Economic Development
101 S Locust, Suite 500

Denton, TX 76201

(940) 349-8303
linda.ratliff@cityofdenton.com

City of Duncanville, TX

Earle jones

Director of Economic Development
203 E. Wheatland Road
Duncanville, TX 75138

(972) 780-5093
ejones@ci.duncanville.tx.us

i { Edinl X
Ramiro Garza

Executive Director

602 West University Drive, Suite B
Edinburg, TX 78539 '
(956) 383-7124
Ramiro@edinburgedc.com

Carla Morgan

Director of Finance .
40101d Honeycutt Road
Fuquay Varina, NC 27526
(919) 552-1439
chmorgan@fuquay-varina.org

City of Gardena, CA

G. Yvonne Mallory

Economic Development Manager
1700 West 162™ Street

Gardena, CA 90247-3778

(310) 2179533

ymallory@ci.gardena.ca.us

ity of Gary, |
Ben Clement
839 Broadway
2nd Floor
Gary, IN 46402

ben_clement 99@vah_oo.com Last Revised 12-17-07



City of Hercules, CA

Steve Lawton ‘

Director of Community Development
111 Civic Drive

Hercules, CA 94547

(510) 799-8233
slawton@ci.hercules.ca.us

Citv of H ia. CA
Lisa LaMere

15776 Main Street
Hesperia, CA 92345
{760) 947-1910
{lamere@cityothesperia.us

City of Jadl ille. FI
Glenda Washington

5000-3 Norwood Ave.

Jacksonville, FL. 32208

(904) 924-1100
glenda.washington@myjaxchamber.com

Jim Neblett

County Planner

315 Main Street, Suite 2
Sterling, CO 80751
(970) 522-7879
nebletti@loganco.gov

City of Marion, IN

Wayne Seybold

Mavyor

301 S. Branson Street
Marion, IN 46952

{765) 668-4401
wsevbold@marionindiana.us

City of Marvville, MO
Lee Langerock

Maryville Chamber of Commerce
423 N. Market

Maryville, MO 64468

(660) 582-8643
ecodev@asde.net

City of McKi X
John Kessel

Executive Director of Development Services
222 North Tennessee

McKinney, TX 75070

(972) 547-7402

jkessel@mckinneyiexas.org

- City of Moore, OK

Deidre Ebrey

Direcior of Ecenomic Development
307 N. Broadway

Moore, OK 73160

(405) 793-5224
DiedreE@cityofmosre.com

City of Morganton, NC

Sharon Jablonski

Mainstreet Director

112 B West Unicn Street

Morganton, NC 28655

(828) 438-5252
downtownmorganton@compascable.net

City of New Braunfels, TX
Mike Meek

President

Greater New Braunfels Chamber of Commerce
390 South Seguin

New Braunfels, TX 78131

(830) 608-2808

meek@nbcham.org

City of Palm Sori CA
John S, Raymond, Community & ED Director
Cathy Van Horn, ED Administrator

3200 East Tahquitz Canyon Way

Palm Springs, CA 92263-2743

(760) 323-8259

johnr@ci.palm-springs.ca.us
cathyv@ci.palm-springs.ca.us

City of Paramount, CA

Joe Perez

Community Development Director
16400 Colorado Avenue
Paramount, CA 90723

(562) 220-2225
[perez@paramountcity.com

" Last Revised 12-17-07



City of Park Ridge, IL

Kim Uhlig

Economic Development Director
505 Butler Place

Park Ridge, IL 60068

(847) 318-6013
kuhlig@parkridge.us

City of Pertis, CA
Michael McDermott

Director, Real Estate and Development
101 North "D" Street

Perris, CA 92570

(951) 943-6100 ext 245
mmcdermott@cityofperris.org

Town of Pinetop-lakeside, AZ
Connie Boggs

Executive Director

1715 West John L. Fish
Pinetop-Lakeside, AZ 85929
(928) 368-4000
mainst@cybertrails.com

Richmond/Wayne County (IN) Convention
and Tourism Bureau, IN
Mary Watker

Executive Director

5701 National Road East
Richmond, IN 47374

{765) 935-8687
mwalker@visittichmond.org

City of Rochelle, 1L
Peggy Friday

Commercial/Retail Development Coordinator

420 N, 6th Street
P.O. Box A
Rochelle, IL 61068
{815) 561-2058
pfriday@rochelle.net

ity of San A
Office of Economic Development
Nanci Klein
Manager of Corporate Outreach
200 East Santa Clara Street, 14th floor
San Jose, CA 95113
(408) 535-8184
nklein@sanjoseca.gov

City of San Jose, CA

San jose Redevelopment Agency
Anne Stedler

Senior Development Officer

200 East Santa Clara Street, 14th floor
San Jose, CA 95113

(408) 795-1817
anne.stedler@sanjoseca.gov

City of Salem, IL

Tracey McDaneld

Economic Development Director
321 W. Main Street

Salem, [L 62881

(618) 548-7021
ecodev@salemil.us

City of Selma, CA

D. B, Heusser

1710 Tucker Street
Selma, CA 93662
(559) 260-4577
dbh@cityofselma.com

City of South Bend, IN
Bill Schallial

Economic Development Planner
1200 County City Building
South Bend, IN 46601

(574) 235-5842
bschalli@southbendin.gov

City of St. Paul, MN

Craig Blakely

Strategic Planner

25 West Fourth Street

City Hall Annex, 1100

St. Paul, MN 55102

{651) 266-6697
Craig.Blakely@ci.stpaul.mn.us

City of Sui CA
Suzanne Bragdon

City Manager

701 Civic Center Blvd
Suisun City, CA 94585
(707) 421-7300

shragdon@suisun.com

Last Revised 12-17-07



City of Sumter, SC
Ray Reich
Downtown Director
21 North Main Street
Sumter, SC 29150
{803) 436-2535
rreich@sumter-sc.com

City of West Plains, MO -

Kris Norman

Economic Development Director
401 Jefferson Avenue

West Plains, MO 65775

(417) 256-4433
kris@wpchamber.com

City of Yukon, OK
Jim Crosby

City Manager

500 W. Main Street
Yuken, OK 73085
{405} 354-1895
jerosby@ci.yukon.ok.us

Last Revised 12-17-07



Additional references who took positions at difierent cities:

City of San Jose, CA

Kelly Kline

City of Cupertino, CA
Redevelopment/Economic Dev. Manager
10300 Torre Avenue

Cupertino, CA 95014

(408) 777-3200

kellyk@cupertino.org

Last Revised 12-17-07



Population 10,000 and below

City of Andalusia, Al
- Richard "Tucson" Roberts
Economic Development Director
505 E. Three Notch Street
Andalusia, AL 36420

(334) 222-7040
ccedc@alaweb.com

City of Bridgeport, TX
‘Mr. William Myers

Director of Economic Development

City of Bridgeport
1107 8" Street
Bridgeport, TX 76426
(940) 683-6633

_Village of Broadview, IL
Henry Vicenik

Village President

2350 South 25® Avenue
Broadview, IL 60155-3800
(708) 681-3600

hvicenik@villageofbroadview.com

City. of Covi IN
Mayor David Gordon

200 W. Washington
Covington, TN 38019
(901) 4769613
dgordon@covingtontn.com

Lawrence County, Al
Vicki Morese

Executive Director
12001 AL Highway 157
Moulton, AL 35650
(256) 974-1658

lcc@hiwaay.net

Sealy Economic Development Corporation, TX

Kim Meloneck

Economic Development Director
415 Main

Sealy, TX 77474

{979) 885-3511
kmeloneck@ci.sealy.tx.us

i - ide, AZ

Connie Boggs

Executive Director

1715 West John L. Fish
Pinetop-Lakeside, AZ 85929
(928)-368-4000
mainst@cybertrails.com

Population 10,000 - 30,000

City of Albertville, AL

Jennifer Palmer

316 Sand Mountain Drive East
Albertville, AL 35950

(256) 878-3821
imoorepalmer@charter.net

City of Clemson, SC
Chip Boyles

Assistant City Manager
1200 - 3 Tiger Blvd.

Clemson, $C 29633 - 1566
{864) 653-2030
choyles@cityofclemson.org

City of Colonial Heights, VA
Richard Anzolut

City Manager

PO Box 3401

Colonial Heights, VA 23834
(804} 520-9265

citymanager@colonial-heights.com

Citv of Fai Wy
Jay Rogers

City Planner

200 Jackson Street
Fairmont, WV 26554
(304) 366-6211

cityplanner@cityoffairmontwy.com

Citv of F Varina, NC
Carla Morgan

Director of Finance
4010Id Honeycutt Road
Fuquay Varina, NC 27526
(919) 552-1439

chmorgan@fuguay-varina.org

Last Revised 12-17-07



City of Hercules, CA
Steve Lawton

Director of Community Development
111 Civic Drive

Hercules, CA 94547

(510) 799-8233
slawton@ci.hercules.ca.us

1 County Planni { Zoni Q
Jim Neblett

County Planner

315 Main Street, Suite 2

Sterling, CO 80751

(970) 522-7879

nebletti@loganco.gov

City of M ille. MQ
lee Langerock

Maryville Chamber of Commerce
423 N. Market

Maryville, MO 64468

(660) 582-8643
ecodev@asde.net

City of Mgrgantgﬁ. NC

Sharon Jablonski

Mainstreet Director

112 B West Union Street

Morganton, NC 28655

(828) 438-5252
downtownmorganton@compascable.net

City of Park Ridge, IL

Kim Uhlig

Economic Development Director
505 Butler Place

Park Ridge, IL 60068

(847) 318-6013
kuhlig@parkridge.us

City of Rochelle, IL
Peggy Friday

Commercial/Retail Development Coordinator

420 N. 6th Street
P.O. Box A
Rochelle, IL 61068
(815) 561-2058
pfriday@rochelle.net

City of Salem, IL

Tracey McDaneld

Economic Developmént Director
321 W. Main Street

Salem, Il. 62881

(618) 548-7021
ecodev@salemil.us

City of Selma,CA

D. B, Heusser

1710 Tucker Street
Selma, CA 93662
(559) 260-4577
dbh@cityofselma.com

City of Suisun, CA
Suzanne Bragdon

City Manager

701 Civic Center Blvd
Suisun City, CA 94585
(707} 421-7300

sbragdon@suisun.com

Citv of West Plains, MO
Kris Norman

Economic Development Director
401 Jefferson Avenue

West Plains, MO 65775

(417) 256-4433
kris@wpchamber.com

City of Yukon, OK
Jim Crosby

City Manager

500 W. Main Street
Yukon, OK 73085
{405) 354-1895

~ jerosby@ci.yukon.ok.us

Population 30,000 —- 50,000

City_of Duncanville, TX

Earle jones

Director of Economic Development

203 E. Wheatland Road
Duncanville, TX 75138
(972) 780-5093
elones@ci.duncanville.tx.us

Last Revised 12-17-07



itv of Edinburg, TX
Ramiro Garza
Executive Director
602 West University Drive, Suite B
Edinburg, TX 78539
(956) 383-7124
Ramiro@edinburgedc.com

City of Moore, OK

-Deidre Ebrey

Director of Economic Development
301 N. Broadway

Moore, OK 73160

{405) 793-5224
DiedreE@cityofmoore.com

City of Palm Springs, CA

John S. Raymond, Community & ED Director
Cathy Van Horn, ED Administrator

~ 3200 East Tahquitz Canyon Way

Palm Springs, CA 92263-2743

(760) 323-8259

iohnr@ci.palm-springs.ca.us
cathyv@ci.palm-springs.ca.us

City of Perris, CA
Michael McDermott

Director, Real Estate and Development
101 North "D" Street

Perris, CA 92570

(951 943-6100 ext 245
mmcdermott@cityofperris.org

Richmond/Wayne County Convention
a rism Bur IN '
Mary Walker

Executive Director

5701 National Road East

Richmond, IN 47374

{765) 935-8687
mwalker@visitrichmond.org

Population 50,000 - 70,000

City of Cupertino, CA

Kelly Kline

Redevelopment/Economic Dev. Manager
10300 Torre Avenue

Cupertino, CA 95014

(408) 777-3200

kellyk@cupertino.org

City of Duncanville, TX

Earle Jones

Director of Economic Development
203 E. Wheatland Road
Duncanville, TX 75138

(972) 780-5093
ejones@ci.duncanville.bx.us

City of Mation, IN
Wayne Seybold, Mayor

301 S. Branson Street
Marion, IN 46952

(765) 668-4401
wsevbold@marionindiana.us

City of New Braunfels, TX

Mike Meek

President

Greater New Braunfels Chamber of Commerce
390 South Seguin

New Braunfels, TX 78131

(830) 608-2808

meek@nbcham.org

City 6f P -
Joe Perez, Community Development Director
16400 Colorado Avenue

Paramount, CA 90723

(562)220-2225

iperez@paramountcity.com

Population 70,000 +

ity of nT

_ Linda Ratliff

Director of Economic Development
101 S Locust, Suite 500

Denton, TX 76201

{940) 349-8303
linda.ratliff@cityofdenton.com

City of Gary, IN

Ben Clement

839 Broadway

2nd Floor

Gary, IN 46402

ben clement 99@yahoo.com

[ast Revised 12-17-07



Glenda Washington Office of Economic Developmen
5000-3 Norwood Ave. Nanci Klein ‘
jacksonville, FL 32208 Manager of Corporate Qutreach
(904) 924-1100 200 East Santa Clara Street, 14th floor
glenda.washington@myiaxchamber.com San Jose, CA 95113

(408) 535-8184
nklein@sanjoseca.gov

City of Gardena, CA ,

G. Yvonne Mallory i ter,
Economic Development Manager Ray Reich

1700 West 162™ Street Downtown Director
Gardena, CA 90247-3778 21 North Main Street
(310) 2179533 ‘ Sumter, 5C 29150
vmallory@ci.gardena.ca.us (803} 436-2535

rreich@sumtersc.com

'City of Hesperia, CA

Lisa LaMere City of South Bend, IN
15776 Main Street Bill Schalliol
Hesperia, CA 92345 Economic Development Planner
(760) 947-1910 . 1200 County City Building
lamere@cityofhesperia.us South Bend, IN 46601

(574} 235-5842
City of McKinney, TX bschalli@southbendin.gov
John Kessel ‘
Executive Director of Development Services City of St. Paul, MN
222 North Tennessee Craig Blakely
McKinney, TX 75070 Strategic Planner
{972) 547-7402 25 West Fourth Street
jkessel@mckinneytexas.org City Hall Annex, 1100

St. Paul, MN 55102
City of San Jose, CA {(651) 2666697
San Jose Redevelopment Agency Craig.Blakely@ci.stpaul.mn.us

Anne Stedler

Senior Development Officer

200 East Santa Clara Street, 14th floor
San Jose, CA 95113

(408) 795-1817
anne.stedler@sanjoseca.gov

Last Revised 12-17-07



SmallCity/D References

City of Andalusia, Al
Richard "Tucson™ Roberts
Economic Development Director
505 E. Three Notch Street
Andalusia, AL 36420
(334) 222-7040
ccedc@alaweb.com

ity of Brid IX
Mr. William Myers

Director of Economic Development
City of Bridgeport

1107 8" Street

Bridgeport, TX 76426

(940) 683-6633

Lawrence County, AL
Vicki Morese

Executive Director
12001 AL Highway 157
Moulton, AL 35650
(256) 974-1658

lcc@hiwaay.net

nomi velopmen rporati

Kim Meloneck

Econcemic Development Director
415 Main

Sealy, TX 77474

(979) 885-3511
kmeloneck@ci.sealy.tx.us

Last Revised 12-17-07



