FARRAGUT BOARD OF MAYOR AND ALDERMEN
MINUTES
FEBRUARY 11, 2016

WORKSHOP
Discussion of MOU between the Town of Farragut and Farragut Business
Alliance
6:00 PM

BEER BOARD MEETING
6:55 PM

BMA MEETING
7:00 PM

. Silent Prayer, Pledge of Allegiance, Roll Call

Il. Approval of Agenda

lll. Mayor’s Report
A. Oath of Office for Keith Alley, Farragut Municipal Judge-Administered by the Honorable Chuck
Cerny, Judge of the Knox County General Sessions Court

IV. Citizens Forum

V. Approval of Minutes
A. January 28, 2016

VI. Ordinances
A. First Reading
1. Ordinance 16-03, an ordinance to rezone Parcels 18 and 18.01, Tax Map 162,
located at 1006 McFee Road, approximately 6 Acres, from R-1 to R-2 (John and Teresa
Kirkland, Applicants)

Vil. Business ltems
A. Approval of Memorandum of Understanding between the Town of Farragut and the Farragut
Business Alliance

VIIl. Town Administrator’s Report
IX. Town Attorney’s Report

It is the policy of the Town of Farragut not to discriminate on the basis of race, color, national origin, age, sex, or disability pursuant to Title Vi of the Civil
Rights Act of 1964, Public Law 93-112 and 101-336 in its hiring, employment practices and programs. To request accommodations due to disabilities,
please call 865-966-7057 in advance of the meeting.
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The Farragut Board of Mayor and Aldermen met in a regular session on Thursday, January 28, 2016 at 7:00
p.m. Members present were Mayor McGill, Aldermen LaMarche, Markli, Pinchok and Povilin.

Approval of Agenda

Motion was made to approve the agenda with the withdrawal of item VI.A.1, First Reading of Ordinance 16-03.
Moved by Alderman LaMarche, seconded by Alderman Povlin; voting yes, Mayor McGill, Aldermen LaMarche,
Markli, Pinchok and Povlin; no nays; motion passed.

Mayor’s Report
Oath of Office for Keith Alley, Farragut Municipal Judge-Administered by the Honorable Chuck Cerny,
Judge of the Knox County General Sessions Court

Approval of Minutes

Motion was made to approve the minutes of January 28, 2016 as presented. Moved by Alderman
LaMarche, seconded by Alderman Povlin; voting yes, Mayor McGill, Aldermen LaMarche, Pinchok and Povilin;
no nays; Alderman Markli abstained; motion passed.

Business Iltems
Approval of Memorandum of Understanding between the Town of Farragut and the Farragut Business

Alliance

The following citizens spoke about their concerns with the MOU.
David Purvis, FBA representative

David Freeman, 12037 Broadwood

Carol Christofferson, 11320 Gates Mill

Harry Moskos, 405 East Fox Den Dr.

Kristi Hulsey, 11724 Weathervane Dr.

Robert Hill, 11504 Mountain View Rd.

Mike Mitchell, 716 Brixworth

Brent Watts, 11625 Georgetown

Tim Williams, Farragut/West Knox Chamber of Commerce
Cheryl Nehls, 221 Smith Rd.

Brigham Thomas, 11731 Weathervane Dr.

Michael Wilson, 333 Burney Circle

Phil Dangel, Shrimp Dock

After much discussion a motion was made to table the item for more time to research and discuss the MOU.
Moved by Alderman Markli, seconded by Alderman LaMarche; voting yes, Mayor McGill, Aldermen LaMarche
and Markli; Aldermen Pinchok and Povlin abstained; no nays; motion passed.

ij;ng adjourned at 8/5%:%

Ralph MEGill, Mayor

Luwoes Ywu

Allison Myers, Town Red};rder




FARRAGUT BOARD OF MAYOR AND ALDERMEN
AGENDA
FEBRUARY 11, 2016

WORKSHOP
Discussion of MOU between the Town of Farragut and Farragut
Business Alliance
6:00 PM

BEER BOARD MEETING
6:55 PM

BMA MEETING
7:00 PM

. Silent Prayer, Pledge of Allegiance, Roll Call

Il. Approval of Agenda

lil. Mayor’s Report
A. Oath of Office-Keith Alley, Farragut Municipal Judge

IV. Citizens Forum

V. Approval of Minutes
A. January 28, 2016

VI. Ordinances
A. First Reading
1. Ordinance 16-03, an ordinance to rezone Parcels 18 and 18.01,
Tax Map 162, located at 1006 McFee Road, approximately 6 Acres, from
R-1 to R-2 (John and Teresa Kirkland, Applicants)

VIl. Business Items
A. Approval of Memorandum of Understanding between the Town of Farragut and
the Farragut Business Alliance

VIII. Town Administrator’s Report
IX. Town Attorney’s Report

It is the policy of the Town of Farragut not to discriminate on the basis of race, color, national origin, age, sex, or disability pursuant
to Title VI of the Civil Rights Act of 1964, Public Law 93-112 and 101-336 in its hiring, employment practices and programs. To
request accommodations due to disabilities, please call 865-966-7057 in advance of the meeting.



FARRAGUT BEER BOARD
February 11, 2016
6:55 PM

I.  Election of Officers
A. Chairman
B. Vice-Chairman
C. Secretary

Il. Approval of Minutes
A. January 14, 2016

lll. Business Items
A. Approval of an Class 4, On-Premise Tavern, beer permit for
Water into Wine, 607 N. Campbell Station Road (Candace Viox,
Applicant)

1t is the policy of the Town of Farragut not to discriminate on the basis of race, color, national origin, age, sex, or disability pursuant
to Title VI of the Civil Rights Act of 1964, Public Law 93-112 and 101-336 in its hiring, employment practices and programs. To
request accommodations due to disabilities, please call 865-966-7057 in advance of the meeting.



FARRAGUT BEER BOARD
JANUARY 14, 2016

Ron Pinchok, Vice-Chairman, called the beer board meeting to order at 6:55
PM. Elected officials present were Mayor McGill, Aldermen LaMarche,
Markli and Pinchok.

Approval of Minutes

A motion was made to approve the minutes of December 10, 2015 as
presented. Moved by Alderman LaMarche, seconded by Mayor McGill;
voting yes, Mayor McGill, Aldermen LaMarche, Markli and Pinchok; no
nays; motion passed.

Business Items

Approval of an On-Premise Beer Permit for Snappy Tomato Pizza, 11507
Kingston Pike (Change of Ownership)

A motion was made to approve an On-Premise Beer Permit for Snappy
Tomato Pizza, 11507 Kingston Pike. Moved by Alderman LaMarche,
seconded by Mayor McGill; voting yes, Mayor McGill, Aldermen LaMarche,
Markli and Pinchok; no nays; motion passed.

Beer Board meeting adjourned at 7:00 PM.

Ron Pinchok, Vice-Chairman

Allison Myers, Town Recorder

1t is the policy of the Town of Farragut not to discriminate on the basis of race, color, national origin, age, sex, or disability pursuant
to Title VI of the Civil Rights Act of 1964, Public Law 93-112 and 101-336 in its hiring, employment practices and programs. To
request accommodations due to disabilities, please call 865-966-7057 in advance of the meeting.



AGENDA NUMBER “ I.A‘- MEETING DATE February 11, 2016

REPORT TO THE BEER BOARD

PREPARED BY: Allison Myers, Town Recorder

SUBJECT: Approval of a Class 4 On-Premise, Tavern Beer Permit for Water into Wine, 607 N. Campbell
Station Road.

DISCUSSION:

The purpose of this agenda item is the approval of a Class 4 On-Premise Tavern & Class 5 Off-Premise permit
for Water into Wine, 607 N. Campbell Station Road. The Board of Mayor and Aldermen revised the beer
permit ordinance in May 2014 to allow for additional classes of permits. The details of the Class 4 & Class 5
permit are below. This is the third request for a class 4 beer permit.

Class 4 On-premise-Tavern where beer is sold for consumption at a tavern. Tavern shall mean a business
establishment whose primary business is or is to be the sale of beer to be consumed on the premises. There shall not
be more than a total of three (3) taverns located within the corporate limits of the Town of Farragut. To qualify for a
Class 4 On-Premises permit, an establishment must, in addition to meeting the other requlations and restrictions in
this chapter:

a. Be housed in building space and/or tenant space that does not exceed three thousand (3,000) gross square feet.

b. Not make or allow the sale of beer between the hours of 12:00 a.m. and 12:00 p.m. on Sundays, and between
12:00 a.m. and 10:00 a.m. on all other days of the week.

c. In no event will a permit be issued authorizing the manufacture or storage of beer, or the sale of beer within
three hundred forty (340) feet of any school or church. The distances shall be measured in a straight line from the
nearest point on the building from which the beer will be manufactured, stored or sold to the nearest point on
the building of the school or church. No permit shall be suspended, revoked or denied on the basis of proximity of
the establishment to a school or church if a valid permit had been issued to any business on that same location,
unless beer is not sold, distributed or manufactured at that location during any continuous six-month period.

d. Provide throughout with an approved, supervised automatic fire sprinkler system installed in accordance with
NFPA 13.

The application and information are in order.

RECOMMENDATION BY:
Allison Myers, Town Recorder, for approval.

PROPOSED MOTION:
To approve a Class 4 On-Premise, Tavern Beer Permit for Water into Wine, 607 N. Campbell Station Road,

subject to obtaining a certificate of occupancy.
BOARD ACTION:

MOTION BY: SECONDED BY:




VOTE/TOTAL MCGILL LAMARCHE MARKLI PINCHOK POVLIN
YES
NO e Sk — =

ABSTAIN




APPLICATION FOR BEER PERMIT

STATE OF TENNESSEE

TOWN OF FARRAGUT

| hereby make application for a permit to sell, store, manufacture, or distribute Beer under the
provisions of Tennessee Code Annotated Section 57-5-101 et seq. and base my application upon the

answers to the following questions:

1.
2.

10.

Reason for application: New Business _\/_ New Ownership Name Change Other
Type of permit requested, please circle all that apply:

Class 1 On-Premise Class 2 On-Premise, Other
Class 3 On-Premise, Hotel/Motel Glass 4 On-Premise, Tavern
Class 5 Off-Premise Class 6, Special Occasion

Name of Applicant(s) (Owner(s) of Business) O«C\ﬂ dd(ﬁ S '\/-\ 55X

Type of applicant (check one):
Person Firm Corporation \/Joint-Stock Company Syndicate Other
List all persons, firms, corporations, joint-stock companies, syndicates, or associations having at

least a 5% ownership interest in the business:

Canddce S NioX

Applicant’s presen;_home address: ) . |
_ —accagqut Hills Blvd. VYanex 37934
Date of Birth _ _:‘l — Home Telephone Number
Business Telephone Number Social Security Number B
Representative Email Address: \W ANV VAQOXKV |\l e, o AMAlLl oM

Under what name will the business operate? \A?dlej’ \ f\’ﬂ% VOVE, .

Business address__L0D] V. C‘,Qmpﬁe W Stohon Ac. ndx 3719 3"}"
Business Telephone number A0S 17]1- 010




11.

12.

13.

14,

15.

16. W

17.

18.

19.
20.

Specify the identity, email and physical address of the person to receive annual privilege tax notices
and apy other communication from the Town:

A0dace. \[1OY WoUS Fourasud Hills Rlvd
nhnox IN. 37934

Information of any manager, other than the applicant:
Name: Birth Date:
Address:
Phone Number:
Has any person having at least a 5% ownership interest, any of the managers, or any other
employee of the business, been convicted of any violation of the beer or alcoholic beverage laws or
any crime within the last ten (10) years: ____Yes No. If yes, give particulars of each charge,
court, and date convicted.

Have you or your organization ever had a Beer Permit revoked, suspended or denied in the State of
Tennessee? _\\O If so, specify, where, when, and why: |

Name and address of pr perty owner, if other than the business owner:
Sam W ~-29100-\Z\0D

t is the name and address of the Church (or other place of worshlp) nearest to your business?

W \ademn Cinureh (256

What is the name and address of the school nearest to Vour business?

Special Occasion Event Name:
Location of the special occasion event:
Event Date & Times:
Representative name & phone number:
Have you received a special event permit to hold the event in | the Town of Farragut?

Tennessee Sales Tax Number: ODD 61 3 %

Town of Farragut Business License Number f‘ 51"]




I certify that | am knowledgeable of the laws prohibiting the sale of beer to minars and that this
application contains true information to the best of my knowledge and belief.

I understand that this application is subject to the Tennessee Public Records Act and shall be open
for inspection and reproduction by any citizen. Tennessee Code Annotated 10-7-503.

I understand that by submitting this application, a background investigation shall be conducted and
any and any and all documents related to my request shall become public records.

I understand that the applicant or representative must be present at the beer board meeting in
which the permit will be discussed.

Do

—
Signature of Applicant/Owner (or authorized Corporate Official)

Sworn to and subscribed before me this 7 day of %2 Q e d O é,a: ZOﬁJ"\lem“’
3 NE L N

S s,
%&3‘&/ - % \m ;\& S'rm:g ,f' {,’;
Notary PuﬁTC‘ / T W _.i:' &‘J’ OF ". =
My Commission Expires: _iqy Compmission Explres May 7.2017 s ‘Jﬁ?g?::&ﬁf E
%, L RBE S
Notice: A non-refundable $250 fee must accompany this application. Any apphcarﬁ*}p ok “\\\ S

statement in this application shall forfeit his/her permit and shall not be eligible to recéﬂdlamul\
permit for a period of ten years.

A privilege tax of $100 is imposed on the business of selling, distributing, storing or manufacturing
beer in this state effective January 1, 1994 and each successive January 1. Any holder of a beer
permit issued after January 1, 1994 shall pay a pro rata portion of this annual tax when the permit is
issued.

FOR OFFICE USE ONLY
Application is hereby: Approved Denied
On this date: ;20

Beer Board Chairman Town Recorder




AGENDA NUMBER v \ . A' y 1~ MEETING DATE February 11, 2016

REPORT TO THE BOARD OF MAYOR AND ALDERMEN

PREPARED BY: Mark Shipley, Community Development Director

SUBJECT: Ordinance 16-03, an ordinance to rezone Parcels 18 and 18.01, Tax Map 162, located at 1006
McFee Road, approximately 6 Acres, from R-1 to R-2 (John and Teresa Kirkland, Applicants)

INTRODUCTION: This item involves a request to rezone two existing parcels along McFee Road south of
the roundabout from Rural Residential to General Single-Family Residential.

DISCUSSION: The southwest portion of the Town is still largely undeveloped and has historically been
large lot residential and agriculture. With the improvements to McFee Road that occurred a few years ago, the
area is likely to transition away from this rural character and into a more suburban plan of development. When
the land use plan was being updated in 2012, the general southwest area was primarily seen as a candidate for
open space oriented residential development. The area is known to have numerous sinkholes and an open space
overlay would work best with this land feature. The staff is not aware of any sinkholes, however, on the subject

parcels.

The request before you reflects a minimal change from the current zoning. The property owner is interested in
developing a small subdivision but the property does not currently have access to utility district sanitary sewer.
Under the existing Rural Residential Zoning District (R-1), the minimum lot size for a new lot without utility
district sewer is one acre. The applicant is requesting a rezoning to the General Single-Family Residential
District (R-2) because it permits a smaller minimum lot size where sanitary sewer is not available. In such a
case, the minimum lot size in R-2 is 25,000 square feet (a little over half an acre).

RECOMMENDATION BY: From the staffs’ perspective these parcels would best be used in
combination with larger adjoining tracts (which are not owned by the applicant) as part of an open space
overlay residential development. Such a development could also provide for a housing mixture (attached and
detached) that could transition well with the mixed use neighborhood land use that is shown on the future land

use map to the north near the roundabout.

Though the request to R-2 is not inconsistent with some of the current zoning in the area, this request should
also be considered in relation to the future development of this general area. The vision of the CLUP is a small
mixed use neighborhood node near the roundabout with abutting residential development that would provide for
appropriate transition and account for the physical characteristics of much of the land in this portion of the
Town. From the staffs’ perspective, the question is whether this rezoning request would impact the vision of
the CLUP for this general area.

At their meeting on January 21, 2016, the planning commission reviewed this request and, given the small
acreage involved, did not see any harm to the CLUP as a result of this rezoning. Consequently, the commission
recommended unanimously to approve Ordinance 16-03.

PROPOSED MOTION:  To approve Ordinance 16-03 on first reading with it being noted that if the
property is rezoned to R-2 it must be subject to the condition that either the barn will be removed and all
agricultural use of the property abandoned or the two parcels combined into a lot that is at least 5 acres. The R-
2 Zoning District requires a minimum of 5 acres for any agriculture use and structures. A rezoning cannot
create a use violation.




As noted above, the staffs’ understanding is that the applicant will be subdividing the property for purposes of
residential development. There would be no remaining agricultural use of the property.

BOARD ACTION:

MOTION BY: SECONDED BY:




ORDINANCE:
PREPARED BY:
REQUESTED BY:

CERTIFIED BY FMPC:

16-03

Shipley

John & Teresa Kirkland
January 21, 2016

PUBLIC HEARING:
PUBLISHED IN:
DATE:

1ST READING:
2ND READING:
PUBLISHED IN:
DATE:

AN ORDINANCE AMENDING THE ZONING ORDINANCE OF THE TOWN OF
FARRAGUT, TENNESSEE, ORDINANCE 86-16, AS AMENDED, PURSUANT TO
SECTION 13-4-201, TENNESSEE CODE ANNOTATED.

BE IT ORDAINED by the Board of Mayor and Aldermen of the Town of Farragut,
Tennessee, that the Farragut Zoning Ordinance, Ordinance 86-16, as amended, is hereby amended
as follows:

SECTION 1.

The Farragut Zoning Ordinance, Ordinance 86-16, as amended, is hereby amended by
rezoning Parcels 18 and 18.01, Tax Map 162, located at 932 and 1006 McFee Road, from Rural
Single-Family Residential (R-1) to General Single-Family Residential (R-2) (Exhibits A and B).

SECTION 2.

This ordinance shall take effect from and after its final passage and publication, the public
welfare requiring it.

Dr. Ralph McGill, Mayor

Allison Myers, Town Recorder

Certified to the Farragut Board of Mayor and Aldermen this day of , 2016,

with approval recommended.



R &UM/%

RitalHolladay, Chairman

Z n L2l r—

Edwin K. Whiting, Secretary —

FARRAGUT MUNICIPAL PLANNING COMMISSION
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Parcels 18 and 18.01, Tax Map 162

From
Rural Single Family
Residential (R-1)
to
General Single Family
Residential (R-2)

Legend

Streets

IC subiect Property

|:| ParcelDvners TOF

:] A, Agricultural

[ 0s-P, Open Space/Park

[:I R-1, Rural Single-Family Residential

|:| R-2, General Single-Family Residential

F -~ {0SMR, Open Space Mixed Residential Overiay

samems ToAvn Limit

( 1in = 400 ft

Document Path: G:\Farragutiviap Documents\2016\0rdinance 16-03.mxd
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Schubert Fomily Limited Partnership
CLT 162, Parcel 50.01

Lenoir City Utilities Boord

CLT 162, Parcel 20

Plat Cab. O, Slide 272-C

Schubert Fomily Limited Partnership
CLT 162, Parcel 50.01

=/ Deed North

Plat Cab. P, Slide 284-A
Owner: Lot 1 & 2
Subd. Linginfelter S/D
County Knox Dist. 6
Jim Sullivon, Lond Surveyor Scale 1"=100' city  Farrogut
M ille, Tenn.
Ph. 406-7324 Date __Feb. 3, 2016 Stote_ Tennessee




RESOLUTION PC-16-02

FARRAGUT MUNICIPAL PLANNING COMMISSION

A RESOLUTION TO APPROVE AN AMENDMENT TO THE FARRAGUT ZONING
MAP, ORDINANCE 86-16, TO RECOMMEND THE APPROVAL OF THE REZONING
OF PARCELS 18 AND 18.01, TAX MAP 162, LOCATED AT 932 AND 1006 MCFEE
ROAD, APPROXIMATELY 6 ACRES, FROM R-1 (RURAL SINGLE-FAMILY
RESIDENTIAL) TO R-2 (GENERAL SINGLE-FAMILY RESIDENTIAL)

WHEREAS, the Tennessee Code Annotated, Section 13-4-201et seq, provides that the
Municipal Planning Commission shall make and adopt a general plan for the physical development
of the municipality; and

WHEREAS, the Farragut Municipal Planning Commission has adopted various elements
of a zoning plan as an element of the general plan for physical development; and

WHEREAS, a public hearing was held on this request on January 21, 2016;

NOW, THEREFORE, BE IT RESOLVED that the Farragut Municipal Planning
Commission hereby recommends approval to the Farragut Board of Mayor and Aldermen of an
ordinance, amending Ordinance 86-16, of the Farragut Zoning Ordinance, by adding Ordinance

16-03.

ADOPTED this 21% day of January, 2016.

Code el Cu'Luj

Rita Holladay, Chairman

C_ L, c.)_%%-'

Edwin K. Whiting, Secretary




AGENDA NUMBER ! I !. A . MEETING DATE _FEBRUARY 11, 2016

REPORT TO THE BOARD OF MAYOR AND ALDERMEN

PREPARED BY: David Smoak, Town Administratorm

SUBIJECT: Approval of Memorandum of Understanding between the Town of Farragut and the Farragut
Business Alliance

INTRODUCTION: The purpose of this agenda item is to consider approval of a memorandum of understanding
(MOU) between the Town of Farragut and the Farragut Business Alliance (FBA).

DISCUSSION: The FBA was formed in 2009 as a non-profit 501(c)6 organization whose primary mission is to
help promote businesses in the Town of Farragut. Since that time, the FBA has held several community
events, such as the Red, White and Blues Festival, the Farragut Food Festival, Light the Park and various events
during the Dogwood Arts Festival. The FBA also has been leading the marketing of the Shop Farragut
campaign during the holiday shopping season.

The attached MOU outlines several economic development initiatives the FBA will be responsible to provide
for the Town of Farragut and the businesses located within the Town (see Exhibit A — Program of Work). The
FBA’s program of work will include promoting Farragut’s businesses, retaining existing business, recruiting
new business to the Town and continuing to enhance the special events they have coordinated over the past
five years. The Town may also terminate this agreement at any time during the term.

There were three main enhancements to this MOU that are proposed that are different from the original
agreement executed in 2011. First, the FBA proposes to expand the Shop Farragut program from a holiday
promotional program held during the final six weeks of the calendar year, to a program that will promote
Farragut businesses year round. Second, in order to enhance the special events held throughout the year, the
FBA is proposing to hire a part-time special events coordinator that will focus on all special events, which
would subsequently free up the executive director to fulfill the remaining portion of this agreement. Finally,
with the completion of the Town’s branding program last year, the FBA would be responsible for promoting
the Town brand to not only businesses and citizens in the community, but those visiting and deciding to shop
in Farragut.

Due to these additional responsibilities, the FBA is requesting an increase in funding from the Town to
$185,000 for the first twelve month period of the term and $200,000 per year for the final two years of the
agreement. The FBA has given a proposed budget and how they would utilize these additional funds in the
attachment to this report. One of the main decisions before the BMA is to determine the appropriate level of
funding for the FBA in accordance with the duties and responsibilities that are being requested of the
organization. If the FBA does not take on these additional responsibilities, they would still be requesting
funding of approximately $75,000/year to continue the current services and special events they provide.

Attached to this report are the proposed Memorandum of Understanding, Program of Work, Accountability
Metrics, Marketing and Communications Plan budget, FBA draft budget and overview of Ackermann PR.




FINANCIAL SECTION:

Account Number:

Requested Amount

Total Budget (remaining 4 months) Expenditures to Date Line Item Transfer
$23,000 $61,700 $23,000 -$61,700

RECOMMENDATION BY: The Farragut Economic Development Committee voted to recommend approval of
the MOU between the Town of Farragut and the FBA, 3 in favor and one opposed, with 4 abstentions.

PROPOSED MOTION: To approve a Memorandum of Understanding between the Town of Farragut and the
Farragut Business Alliance as attached, or amended.

BOARD ACTION:

MOTION BY: SECONDED BY:

VOTE/TOTAL POVLIN MARKLI LAMARCHE PINCHOK MCGILL
YES

NO PSS G Y R la tens Al h,]

ABSTAIN

|




MEMORANDUM OF UNDERSTANDING

This Memorandum of Understanding (“MOU”) entered into as of the day of
, 2016 by and between Farragut Business Alliance, a 501(c)6 corporation filed
under the laws of the State of Tennessee ("FBA") and The Town of Farragut, a municipal
corporation created under the laws of the state of Tennessee (the "Town").

WHEREAS, the Town has secured the efforts of the FBA in the past to assist it in the
development and implementation of a strategic action plan designed to enhance awareness of
local businesses and increase marketing through the use of publications and special events for the
overall benefit of the Town’s citizens and businesses; and

WHEREAS, the Town desires to continue a relationship with FBA to further its
economic development objectives of promoting local business through the coordination of the
Town’s business community to better serve the needs of the business community, to increase
retail revenues by attracting the citizens of the greater Knoxville area to shop at the Town’s
businesses and to support the Town’s efforts to retain existing businesses and recruit new ones;
and

WHEREAS, FBA possesses the qualifications and desire to develop and implement a
Program of Work consisting of a series of defined steps all designed to bolster economic
development efforts of the Town to improve the level of business conducted within the Town;
and

WHEREAS, the parties desire to memorialize herein the terms and conditions of an
agreement whereby the Town commissions the FBA to undertake the process of developing and
implementing the Program of Work for the Town.

NOW, THEREFORE, in consideration for the terms, conditions and agreements provided
for hereinafter, the sufficiency of which are hereby acknowledged by the parties, the parties do
hereby agree as follows:

1. Engagement. The Town hereby engages the FBA to perform the following
services and to provide the following support to the Town and its businesses located within the
Town’s boundaries by implementing the steps and accomplishing the goals set out in the
attached Exhibit A entitled “Farragut Business Alliance-Program of Work (2016)” (the “Program
of Work™). The FBA accepts such engagement and will provide services necessary to
accomplish the Program of Work with reasonable assistance of representatives of the Town in
providing the FBA with relevant information possessed by the Town. As a part of its efforts,
FBA agrees to accomplish the specific metrics as set out on the attached Exhibit B entitled
“Accountability Metrics” (the “Accountability Metrics™).

2. Term. FBA shall commence work hereunder effective March 1, 2016, and shall
devote the time and attention it deems appropriate and required in order to accomplish the goals
outlined within the Program of Work and the specific Accountability Metrics. The term of this
agreement shall be three years from March 1, 2016 through February 28, 2019, except as
otherwise provided in paragraph 8 below.



3. Compensation. In full compensation for the FBA’s work hereunder, conditioned
on approval and adoption of the Town’s budget by the Board of Mayor and Alderman during the
applicable fiscal year, the FBA shall receive the sum of $185,000 for the first twelve (12) month
period of the term and $200,000 for each subsequent twelve (12) month period of the term of this
MOU paid by the Town, to be paid to the FBA in the manner provided in paragraph 4.

4. Manner of Payment. Subject to the provisions of this Agreement, the
compensation payable hereunder shall be paid to FBA as follows:

(a) The sum of $185,000 for the year from March 1, 2016 through February 28, 2017
payable in four equal quarterly installments commencing on April 30, 2016 and
continuing for the following three three (3) month intervals (“Quarter” or “Quarters”)
conditioned upon the due submission of the progress reports referred to in paragraph 5
below and pending the approval and adoption of the Town’s budget by the Board of
Mayor and Alderman in the 2016-2017 fiscal year;

(b) The sum of $200,000 for the year from March 1, 2017 through February 28, 2018
payable in four equal quarterly installments commencing on April 30, 2018 and
continuing for the following three three (3) month intervals (“Quarter” or “Quarters”)
conditioned upon the due submission of the progress reports referred to in paragraph 5
below and pending the approval and adoption of the Town’s budget by the Board of
Mayor and Alderman in the 2017-2018 fiscal year;

(c) The sum of $200,000 for the year from March 1, 2018 through February 28, 2019
payable in four equal quarterly installments commencing on April 30, 2018 and
continuing for the following three three (3) month intervals (“Quarter” or “Quarters”)
conditioned upon the due submission of the progress reports referred to in paragraph 5
below and pending the approval and adoption of the Town’s budget by the Board of
Mayor and Alderman in the 2018-2019 fiscal year;

5. Progress Reports. FBA shall furnish Town with written progress reports at the
end of each Quarter from and after April 30, 2016 (i.e., July 30, 2016, October 30, 2016, January
30, 2017, April 30,2017, July 30, 2017, etc.). The content of the Progress Report should include
a summary of the actions taken by the FBA, during the subject Quarter, in furtherance of the
Program of Work and accomplishment of the Accountability Metrics. The Progress Report
should also include specific objectives that the FBA plans to meet by the next date of the
Progress Report. If FBA fails to furnish a Progress Report, or if it appears from the report that
no progress has been made in the advancement and achievements of the Program of Work and
Accountability Metrics since the last Progress Report, the Town shall have the right to withhold
the quarterly payment until FBA resumes progress on the work. In addition, the FBA shall, if the
Town so requests, confer with representatives of the Town from time to time on matters of
substance concerning the efforts that have been and will be taken to advance the goals of the
Program of Work and Accountability Metrics.

6. Delays in Completion. In the event contingencies arise that hinder the ability of
the FBA from moving forward with the Program of Work through no fault of the FBA, the FBA
shall inform the Town Administrator of such circumstances as soon as possible. The Town will
take steps within its control to assist the FBA with overcoming said contingencies.
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7. Independent Contractor. It is the mutual understanding of the parties that the
members of the FBA are undertaking the Program of Work as independent contractors, not as
employees of the Town. The FBA shall be solely responsible for reporting for tax purposes the
amount received hereunder and for the payment of any taxes of every kind that may be payable
on account of the payments provided for herein. The FBA specifically agrees to indemnify,
defend and hold the Town harmless from any such taxes and related penalties, and other costs
incurred by the Town including, but not limited to, attorneys' fees and costs incurred thereby.

8. Termination on Convenience of Municipality. For any reason the sufficiency of
which the Town shall be the sole judge, the Town may terminate this Agreement, including, but
not limited to, the non-approval of the Town’s budget by the Board, Mayor and Alderman in the
applicable fiscal year, refusal of the FBA to comply with any of the provisions of this Agreement
or for the convenience of the Town. In such event, the payments FBA has theretofore received,
plus a pro rata amount of payment as compensation for the work performed during the Quarter in
which the determination to terminate is made, shall constitute the FBA’s full and final
compensation, and FBA shall have no further claim with respect thereto.

9. Waiver. The failure of any party hereto at any time to require performance of any
of the provisions hereof shall in no manner affect the right to enforce same.

10. Governing Law. This Agreement shall be governed by and construed in
accordance with the laws of the State of Tennessee, without regard to rules concerning conflicts
of law.

11.  Further Assurances. The provisions of this Agreement are intended to be self-
operative and shall not require further agreement by the parties except as otherwise specifically
provided herein. Nevertheless, all parties agree to cooperate fully to execute any and all
supplementary documents, and to take all additional actions that are consistent with and which
may be necessary or appropriate to give full force and effect to the basic terms and intentions of
this Agreement.

12.  Severability. Any provision of this Agreement which is prohibited or
unenforceable in any jurisdiction shall not invalidate the remaining provisions hereof, and any
such prohibition or unenforceability in any jurisdiction shall not invalidate or render
unenforceable such provision in any other jurisdiction.

13.  Assignment. FBA shall not assign, transfer or otherwise dispose of any of its
rights, duties or obligations hereunder without the prior written consent of the Town. Any
attempted assignment without such prior written consent shall be void ab initio.

14.  Binding Effect. This Agreement shall be binding upon and shall inure to the
benefit of the parties hereto, their respective personal representatives, successors and assigns.

15.  Entire Agreement. This Agreement constitutes the entire agreement of the parties
hereto with respect to the transaction contemplated, and supersedes all prior agreements,
understandings, negotiations, both written and oral, among the parties with respect thereto.

16. Amendments. This Agreement may be amended only by a written instrument
duly executed by all parties or their respective successors, assigns or legal representatives.

3



This Agreement entered into as of the day and year first above written.

Farragut Business Alliance:

TOWN:

Dr. Ralph McGill, Mayor

As to form:

Thomas M. Hale
Town Attorney



Farragut Business Alliance
Program of Work (2016)

Background

In 2015, the Farragut Business Alliance (the “FBA”) determined that its Program of Work should more
accurately reflect its active role in the economic development activities of the Town of Farragut (the
“Town”). While the Town undertakes numerous economic development activities through volunteer
committees and the Board of Mayor and Aldermen (the “FBMA”), much of the work is segmented into
parts and carried out by individual departments and needs long-term coordination.

While the Town supports the Farragut/West Knox Chamber of Commerce for some of the intangible
aspects of economic development for the community, and while the Chamber remains a vital piece of
the overall economic development landscape, the FBA — through dedicated funding from the Town —
can bolster economic development efforts through customized programs, initiatives and advertising

specifically targeting Farragut.

In essence, the FBA will adjust and expand its programming to better reflect its role as a supporting
economic development arm of the Town to increase sales tax dollars by:

e Promoting Farragut’s businesses and business opportunities;

e Working to retain and support Farragut’s existing businesses; and

e Providing support in recruiting new businesses to the area.

Organization Development

Goal: Ensure compliance with the Memorandum of Understanding entered into with the
Town of Farragut and an understanding of new deliverables and factors impacting

them.

ACTION STEPS:
1. Revisit mission statement and re-work to better reflect expanded roles.

2. Maintain presence on the Town’s Economic Development Committee (or other committees as

identified by Town) and provide regular updates.

Serve on Town’s ad hoc committees as requested.

4. Monitor Municipal Planning Commission (the “FMPC”) agendas and provide input/updates as
needed.

5. Rotate FBA board members to ensure attendance/representation at as many FMBA and FMPC
meetings as possible; report back to board.

6. Provide annual progress updates to Town during budgeting process.

7. Work closely with Town administration to ensure ongoing communications and facilitate
brainstorming and planning for projects and initiatives.
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8. Host annual joint FBA-FBMA planning meeting to review/formulate/endorse following year’s
goals.
Goal: Maximize FBA board composition and involvement to reflect a variety of
businesses, locations and interests within the Town of Farragut and ensure that board
works productively towards stated FBA goals.

ACTION STEPS:
1. Hold relevant economic development-related training/information sessions for board members

(i.e., ICSC liaison, developers’ meeting, Town department heads, etc.).

2. Recruit new directors to the FBA Board as needed to further diversify representation and to
replace outgoing directors in a timely manner.

3. Develop process for new director orientation to the board and the organization.

Hold regular FBA board meetings, as outlined in bylaws.

5. Utilize directors as liaisons between working committees and board.

=

Goal: Protect 501(c)(6) non-profit trade association status by ensuring appropriate on-
time filings.

ACTION STEPS:
1. Investigate need for name change to better reflect expanded mission.

2. File 990 and/or other IRS forms in a timely manner.
3. Complete and file State of Tennessee Annual Report and other state forms in a timely manner.

Goal: Actively identify and secure supplemental funding to leverage Town’s investment.

ACTION STEPS:
1. Investigate possible public-private sponsorship programs.
2. Research and leverage grant opportunities to support tourism, main street, small business and
other economic development programs.
3. Develop a more robust and broader-based corporate underwriting program; expand
opportunities for event sponsorships; create and market program sponsorship opportunities.

Business Promotion

Goal: Expand reach of the Farragut “Brand” to become recognizable in the Farragut
community and the region.

ACTION STEPS:
1. Consistently utilize Town of Farragut, Shop Farragut and FBA logos, marks, colors and other

approved collateral assets in all communications and promotional efforts.

2. Produce and provide Farragut-branded merchandise to retail and other businesses through
contests & promotions encouraging them to “live the brand,” and through a resale program.

3. Develop, market and regionally distribute collateral and digital materials (shopping destination
brochures, tourism guides, sporting events announcements, restaurant guide, etc.).

4. Engage in ongoing public relations efforts to help disseminate the stories of unique Farragut
businesses; include relevant businesses in proactive editorial coverage and media tours.
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5.

6.

Ensure communications with business and non-business (churches, civic groups, schools, non-
profits, neighborhood associations, etc.) sectors of the Farragut population.

Investigate opportunities to serve as “Official Welcoming Host” for visitors at regionally-
significant events, in exchange for providing attendees with Farragut-branded promotional

materials.

Goal: Increase opportunities to positively impact sales tax collections through the Shop
Farragut initiative.

ACTION STEPS:

1.

=2

10.
11.

Seek out ways for businesses to significantly increase visibility and marketability to their
potential customers by enabling their participation in marketing and promotional programs
that most businesses could not afford on their own (co-op advertising, etc.).

Expand Shop Farragut to a year-round program with seasonal blitzes.

Encourage, compile, and market special promotions and sales offered by multiple merchants
during blitz times as a basis for attracting new shoppers; expand the number of participating
retail outlets.

Significantly ramp up efforts towards extensive regional advertising campaigns (print, media,
radio, digital, outdoor, etc.) to support the Shop Farragut (“Shop Closer. Go Further.”) and “Live
Closer. Go Further.” messages.

Investigate adding a Shop Farragut loyalty/discount component.

Create, market and implement location-centered mini-events to bring consumers directly to the
doors of businesses (i.e., Village Green, West End Center, Patriot’s Corner, etc.).

Develop event-centered partnerships with hospitality industry to capture visitor spending.
Heavily cross-promote member events, specials and milestones.

Partner with other tourist-oriented Farragut venues to attract and keep visitor dollars in the
Farragut area.

Revisit potential opportunities brought about by the location of the Knoxville Open.
Continue to develop and leverage local and regional strategic partnerships, especially as they
relate to advertising and recruiting (Visit Knoxville, Knoxville Chamber, Legacy Parks
Foundation, State of Tennessee Department of Tourism, etc.); increase exposure and identify
potential opportunities for retail, restaurant and tourism growth.

Business Retention and Support/Business Recruiting

Goal: Increase the number of Farragut businesses involved in, and aware of, the FBA’s
and the Town’s efforts, and deepen their involvement and understanding.

ACTION STEPS:

1.

Laser-focus on understanding and helping meet the needs of businesses in Farragut by
identifying and training volunteer “Business Advocates” to “take the pulse” of the business
community through personal visits; gather ideas, input, concerns and other relevant

information and submit for appropriate action.
Leverage the FBA’s position in the business license process to position the organization as the

business start-up resource in Farragut.

Exhibit A
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3. Finalize and implement the Business Mentor Program to provide counseling and assistance to
new and existing businesses.

4. Identify and communicate opportunities for market exposure for businesses (i.e. Small Business
Saturday).

5. Ramp up social and digital advertising and cross-promotional efforts.

6. Engage board members to make key visits on behalf of the FBA to build and leverage strategic
relationships.

7. Continue to populate online business directory with complimentary, robust listings and links.

8. Continue to distribute business communications through traditional media, social media and e-
newsletters; merchandise back to the businesses what they are receiving for the Town’s
investment.

9. Conduct as least one survey of all Farragut businesses annually.

Goal: Assist the Town in shaping positive public opinion regarding conducting business
in Farragut.

ACTION STEPS:
1. Engage in ongoing public relations efforts to help position Farragut as a business-friendly
community.
2. Continue to engage in one-to-one meetings with community and business leaders to build
support.
Continue to build partnerships with key local and regional organizations.
4. Continue to communicate member feedback regarding processes, ordinances and other issues
of mutual importance to the Town and to businesses.

L

Goal: Help identify and assist new businesses endeavoring to open in Farragut.

ACTION STEPS:
1. Commit to sending at least one representative to the International Council of Shopping Centers

(ICSC) Conference annually.
2. Host reception for developers, retailers, etc. during ICSC conference.
3. Provide a supply of printed collateral materials (as they become available) for distribution at

ICSC.
4. Mentor new businesses as needed to support them through pre-startup processes.
5. Advocate with the Town on behalf of new businesses on issues that might arise on a case-by-

case basis.
6. Introduce new business owners/managers to other business, civic and governmental contacts

that might prove mutually beneficial.
7. Encourage new businesses to join the Farragut/West Knox Chamber, schedule ribbon cuttings,

arrange to attend/host networking events, etc.
Special Events
Goal: Disseminate the Farragut brand through events that benefit its businesses.

ACTION STEPS:

Exhibit A
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Look at ways to generate additional funds from events, such as admission rates, increased
opportunities for generating funds from concessions and ancillary sales, reaching out to more
event-specific sponsors, and positioning events more regionally.

Initiate more aggressive promotions and advertising for events.

Continue email blasts to database to promote events.

Investigate feasibility of direct mail announcements to Farragut residents prior to each event.
Continue listing events in regional online calendars, media calendars, and
governmental/organizational calendars in the region.

Develop attractive, professionally-produced pamphlet (and digital version) featuring events and
distribute via Farragut’s businesses year-round; make available at Town Hall, the Chamber,
churches, and welcome centers throughout the region.

Coordinate and execute events as identified by Town and FBA board of directors.

Identify existing events that FBA can support/sponsor/partner with in exchange for exposure.
Explore creation of an historic tour highlighting special sites in Farragut.

Exhibit A
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ACCOUNTABILITY METRICS (2016-2017 through 2018-2019)

Business Engagement

e Visit a minimum of 40 businesses per month in a business advocate capacity.

e Visit a Farragut-focused civic or volunteer group at least once per quarter.

e Increase number of online Business Directory listings by at least 30% in year one, and
10% in years two and three (baseline = 195).

¢ Secure Shop Farragut involvement (coupon, event, co-op ad participation, merchandise,
app link/development, etc.) from an average of at least 10 businesses per month in year
one, 15 businesses per month in year two, and 20 businesses per month in year three.

¢ Involve and train at least 5 business volunteers to mentor new businesses.

e Conduct survey of all businesses in the Town of Farragut at least once annually.

Media Qutreach (Town branding, Shop Farragut and Special Events)

e Increase Facebook and Twitter followers by at least 20% annually (baseline = 1469).

¢ Increase web site visits by 10% per month (baseline = 7200).

e Generate an average of at least 25 Shop Farragut app downloads per month.

e Expand advertising footprint/reach/impressions to Knoxville MSA (see attached media
impressions for specific media metrics).

e Distribute at least 5,000 brochures annually, including state welcome centers.

e Initiate at least 12 earned media instances (news stories and/or appearances) annually.

e Distribute e-newsletter at least monthly.

Special Events

e Increase involvement of business community in special events by adding at least 3 new
businesses (sponsor, vendor, etc.) to each event per year.

e Increase business exposure in special events by securing volunteers from at least 5
Farragut businesses per event.

e Weather allowing, increase total attendance of special events by at least 10% (baseline =
2700)

¢ Increase occupancy rate of hotels by 10% over the same prior year period in relation to
specific events and/or promotions.

e Hold at least one location-focused (West End Center, Village Green, Renaissance,
Patriot’s Corner, Hampton Inn, etc.) special shopping or tourism event per quarter.

Investment Partnerships

¢ Generate at least $40,000 in sponsorships in year one, $50,000 in year two, and
$60,000 in year three.

e Generate at least $100,000 in partner/cooperative advertising opportunities (Visit
Knoxville, State of Tennessee Department of Tourism, Legacy Parks Foundation,
Farragut 5K, etc.).

e Generate at least $6,000 in Farragut business cooperative advertising in year one,
$12,000 in year two and $24,000 in year three.

e Support and enhance outreach and recruiting efforts at International Council of
Shopping Centers Conference annually.

ExtiBrr B
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PLAN AND BUDGET

December 2015
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1111 Northshore Drive, Suite N-400
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OVERVIEW

The Town of Farragut has completed a major branding initiative designed to raise the

visibility of the town and to establish a strong economic and tourism development

positioning. The Farragut Business Alliance, which represents 200+ small and medium-

sized businesses, desires to leverage the new brand initiative throughout 2016 to more

effectively drive consumer traffic to Alliance members and create broader awareness of

the Town of Farragut brand.

2016 MARKETING PLAN OBJECTIVES

The following specific objectives have been defined for the 2016 Farragut Business

Alliance marketing program:

Successfully launch and fully activate the new Town of Farragut branding program.

Actively support the Alliance’s business members and actively drive consumers
to their businesses throughout the Knoxville area.

Create a broader audience for Alliance member businesses.

Identify and recruit additional key sponsors to help fund Alliance-sponsored
community events.

Establish and promote broader relationships with Business Alliance
members, event sponsors and the consuming public.

STRATEGIES

The implementation strategies for the 2016 Farragut Business Alliance marketing

program include both targeted campaign and sustained communications components.

Campaign Strategy — Implement two targeted, seasonal advertising campaigns
during 2016.

1. New Farragut brand activation campaign (April/May).
2. Shop Farragut 2016 Holiday campaign (November/December).
Sustained Communications — Utilize aggressive public relations, social media

and digital advertising to maintain a sustained Knoxville-area market presence
for the Town of Farragut throughout 2016.



2016 CAMPAIGN STRATEGY

FARRAGUT BRAND ACTIVATION CAMPAIGN

Date — Spring, 2016 (April/May)

Duration — Eight (8) weeks

Theme — Farragut...Live Closer — Go Further

Objectives
1. Create and build awareness for the new Farragut brand in the Knoxvillearea.
2. Communicate what the Farragut brand stands for.

3. Drive traffic to Farragut businesses.

Campaign Elements

The brand activation campaign implementation will employ an integrated
strategy utilizing a combination of advertising and public relations

activities,
1. Advertising

a. Print Advertising — The print advertising includes the use of three
newspapers, the Knoxville News Sentinel, Farragut Press and
Shopper News. One quarter-page ad will be placed in the Farragut
Press and Shopper News every week during the eight-week
campaign. Two quarter- page ads will appear in the News3 Sentinel.

The Farragut Press reaches Farragut and surrounding
communities, and the Knoxville News Sentinel and Shopper News
will reach the broader Knoxuville area. All have good readership,
because they focus on local neighborhood and community news.

b. Theater Advertising — Regal’s Pinnacle Theater serves the
Farragut community and draws traffic from all over the Knoxville
area. Theater advertising is very cost-effective, reaching
thousands of people perweek at a very competitive price.

The theater advertising will run throughout the eight-week
campaign and will include 5,000+ :30-second spots.



2. Public Relations

The brand activation campaign will be widely supported by an aggressive
public relations program. The program will include press releases and
development of feature articles and interview opportunities with local
television and radio media, for example:

a. WBIR Live at Five at Four
b. WATE Tennessee This Week
c. WVLT

The 12-month Sustaining Campaign of social media postings and digital
advertising will also support the Farragut Brand Activation Campaign.

Il. SHOP FARRAGUT HOLIDAY CAMPAIGN

e Date — November/December, 2016
e Duration - Eight (8) weeks
e Theme - Shop Farragut — “You can get it all in Farragut”
o Objectives
1. Drive Holiday shopper traffic to Farragut businesses.
2. Attract new consumers from the broader Knoxville area.

3. Build awareness for the Town of Farragut.

e Campaign Elements

The integrated marketing communications components of the 2016 Shop
Farragut Campaign will include:

1. Newspaper Advertising — The campaign will utilize three newspapers:

a. Knoxville News Sentinel — Advertising will include three (3)
two-page, four-color inserts over the eight-week period.

b. Farragut Press — Advertising will include one (1} quarter-page
ad per week for a total of eightinsertions.

c. Shopper News — Advertising will include one (1) quarter-page
ad per week for a total of eightinsertions.

2. Radio —-The eight-week radio campaign is planned for WFIV. A total of
220 spots will be run throughout the eight-week campaign.



— ..
3. Theater Advertising — Over 5,000 :30-second spots will run at Regal

Pinnacle Stadium over the eight-week campaign.

4. Outdoor Advertising — Strategically placed billboards are an ideal way
tocreate awareness and drive traffic for the new Shop Farragut Holiday
Campaign. Multiple boards will be utilized over the eight-week
campaign period. Sites will be in Farragut and on street arteries that
intersect the Town of Farragut.

5. Public Relations — The campaign will include eight weeks of aggressive
public relations involving television and radio media placements, as well
as community relations activities. The 12-month Sustaining Campaign of
social media postings and digital advertising will also support the Shop Farragut
Holiday Campaign.

lll. SUSTAINING CAMPAIGN

The sustaining campaign will be used to provide ongoing communications and
outreach over the twelve months for 2016. These activities will maintain a
continuing awareness for Farragut and the Farragut Business Alliance members.
The sustaining campaign will also support and drive traffic for the four major
annual events sponsored by the Farragut Business Alliance. ‘

The sustaining campaign has three campaign components — public relations,
social media and digital advertising.

s Public Relations

A key element of the sustaining campaign is a consistent public relations
program.The specific public relations activities that will be implemented
throughout 2016 include:

1. Pre-community event press releases to announce the events,
locations and timing.

2. Pre-community event on-air promotional interviews on local television
and radio stations, e.g. WBIR’s Live at Five at Four.

3. Speaking engagements before area Rotary, Kiwanis and other
community organizations.

4. In-business promotional materials at participating Alliance businesses.
5. Post-community event media wrap-ups.
6. Event information posting on community and on-line bulletin boards.

7. Misc. press releases regarding FBA activities throughout the year.



e Social Media

While the Farragut Business Alliance has used social media, it has been only
minimally effective. An ongoing, active social media program can greatly
enhance the Alliance’s averall marketing program. Specific social media
activitiesinclude:

1. A minimum of two weekly Facebook and Twitter posts to build followers.
2. Live tweeting from Alliance community events.

3. Social media postings in support of community events to drive
trafficand attendance.

4. Pre-community event social media contests and promotions.

5. Use of social media to drive traffic to the Alliance website.

e Digital Advertising

One of the most popular and effective means for driving traffic to the Alliance
website and social media pages remains digital advertising. As a result, it is
recommended that an ongoing online advertising campaign be conducted
throughout 2016.

e Creative Production

It is important that the Alliance adopt a creative platform that is consistently
applied to all marketing materials and programs. Obviously, the new Farragut
brand needs to be integrated into the platform. A uniform look and consistency
will improve the effectiveness and efficiency of your messages and programs.

Total 2016 Marketing Communications Budget = $140,650
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MARKETING COMMUNICATIONS PLAN 2016
Media Impressions

SHOP FARRAGUT HOLIDAY CAMPAIGN — EIGHT WEEKS

Print Advertising
e Farragut Press — 8 insertions

» Circulation of 35,000/week x 8 = 280,000 impressions

o The Shopper News — 8 insertions (Bearden, Farragut, Hardin Valley)

» Circulation of 68,400/week x 8 = 547,200 impressions

o The Knoxville News Sentinel — 3 insertions (West and North Editions)

» Circulation of 104,822/week x 3 = 314,466 impressions

Theater Advertising — Pinnacle
¢ 630 :30-second spots per week x 8 = 5,040 spots
» Attendance of 90,000/month x 2 = 180,000 impressions

BRAND ACTIVATION — EIGHT WEEKS
Print Advertising
o Farragut Press — 8 insertions

> Circulation of 35,000/week x 8 = 280,000 impressions

o The Shopper News — 8 insertions (Bearden, Farragut, Hardin Valley)

» Circulation of 68,400/week x 8 = 547,200 impressions

e The Knoxville News Sentinel — 2 insertions (West and North Editions)

¥ Circulation of 104,822/week x 2 = 209,644 impressions

Theater Advertising — Pinnacle
e 630 :30-second spots per week x 8 = 5,040 spots

¥ Attendance of 90,000/month x 2 = 180,000 impressions
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MARKETING COMMUNICATIONS PLAN 2016
Media Impressions

ANNUAL TOTALS

o Farragut Press = 560,000 impressions
e The Shopper News = 1,094,400 impressions
e The Knoxville News Sentinel = 524,110 impressions

e Pinnacle Theater = 360,000 impressions




Farragut Bus ss Alliance
Pro-forma Budget - 2016
FULL-SERVICE/BRANDING OPTION

Income
Sponsorships $40,000
Town of Farragut - Grant $200,000
Events - NET* $10,000
$250,000
Expenses
Accounting $1,000
Advertising/PR** $140,650
Bank/credit card fees $250
Cell phone/mifi $1,320
Contract labor*** $70,000
FBA & Shop Farragut re-branding (internal) $7,500
ICSC trip & reception $6,000
Insurance (org, event and D&O) $1,700
Location-centered events $5,000
Memberships**** $500
Office supplies $1,200
Postage***** $7,500
Printing (misc. non-event) $840
Storage $2,040
Travel (mileage) $1,500
Website, app & hosting $3,000
$250,000

Note: Event expenses not listed; NET goals included in income section

* Assumes net income not including sponsorships

**Per Ackermann Marketing Communications Plan and Budget

***Includes executive director at 542k, special events coordinator at $18k and
misc. contracted labor at 510k

**¥*Includes FWKCC and Knoxville Chamber

*****ncludes bulk mailing for events



Farragut Bu ess Alliance
Pro-forma Budget - 2016
SHOP FARRAGUT HOLIDAY CAMPAIGN OPTION

Income
Sponsorships $25,000
Town of Farragut - Grant $75,000
Events - NET* $10,000
$110,000
Expenses
Accounting $1,000
Advertising/PR** $30,000
Bank/credit card fees $250
Cell phone/mifi $1,320
Contract labor¥** $52,000
FBA & Shop Farragut re-branding (internal) $5,000
ICSC trip & reception $6,000
Insurance (org, event and D&O) $1,700
Memberships**** $500
Misc (meetings, entertainment, food, etc.) $3,130
Office supplies $1,200
Postage $400
Printing (misc. non-event) $1,200
Storage $1,800
Travel (mileage) $1,500
Website, app & hosting $3,000

$110,000

Note: Event expenses not listed; NET goals included in income section

* Assumes net income not including sponsorships

**Primarily for Shop Farragut efforts

***Includes executive director at $42k and misc. contracted labor at S10k

***¥Includes FWKCC an Knoxville Chamber
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Letter of Introduction:

February 1, 2016

Welcome to Ackermann PR, a Knoxville-based agency with a collaborative culture and a single-minded focus on helping our clients
exceed their business goals. :

Ackermann PR is often referred to as one of the new breed of agencies. Idea-driven, we have the talent and resources of a large

agency; but we are nimble like a smaller boutique. We are constantly changing and adapting to technologies that are shifting the way
consumers interact with the social and media world in which they now live.

We are driven by our common passion for non-traditional thinking and innovation. We also believe brand success is built upon
engaging and motivating people by creating meaningful relationships with customers at every brand touch point.

Perhaps the most important thing that makes us different is what our clients tell us: we get it. Our culture supports a relentless
dedication to great strategy, and brilliant, unexpected creative solutions founded on deep audience insights. To accomplish this, we
have assembled an amazing group of people — disciplined, insightful and creative team members who have come together to put each
of our clients first. We come ready to roll up our sleeves and hit the ground running. Fast.

On the following pages, we give you a glimpse of who we are, how we work, the extensive kind of work we have done in strategic
thinking and planning, branding and positioning for economic development, hospitality, tourism organizations and many others, as
well as what we can do for the Farragut Business Alliance. Please don’t hesitate to call me if you need anything else to assess us as a
potential partner. Thank you for the opportunity to share our story with you.

Sincerely,

Cerly Beksssinmid

v

Cathy G. Ackermann

President | CEO
cackermann@ackermannpr.com
865.584.0550



Contact Information:

Point of contact: Cathy Ackermann
President | CEO
1111 Northshore Drive, Suite N-400

Knoxville, TN 37919
Phone: 865.584.0550
Fax: 865.588.3009

Websites:

D

www.ackermannpr.com

J

www.ackermannwire.com

Social Media Sites:

www.Twitter.com/Ackermann PR

www.facebook.com/ackermannpr

www.linkedin.com/company/ackermann-pr
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Ackermann PR Overview:

Ackermann PR is a full-service marketing, branding, public relations and communications agency founded 34 years ago in 1982. We

have 18 full-time professionals recruited from the best agencies and corporations across the country. Our firm is one of the oldest
and largest marketing and PR firms in Tennessee.

Headquartered in Knoxville, Tennessee, with offices in Texas and Washington, D.C., Ackermann’s services include strategic planning,

branding, marketing, research, creative services and graphic design, digital and social media strategies, and public/media relations.



Ackermann PR Qverview:

Ackermann PR offers a full complement of in-house research, strategic planning, marketing, public relations and communications services
that includes:

* Quantitative and qualitative market research and feasibility studies
m Strategic planning / marketing plan development

= Brand development and enhancement

®= Media relations and media training

& Creative strategies and campaign platform development

®*  Messaging and positioning recommendations

= Graphic design / collateral materials

= Website design and content creation

= Internet audits and social media strategies

= Advertising strategy / media buying

= Special events and promotions

= Community and government relations

= Employee relations / internal communications

®  Economic and tourism development

= (Crisis communications



Ackermann PR Overview:

Ackermann PR has 34 years of experience working with economic development, travel and tourism organizations. Our experience
began with the 1982 Knoxville World’s Fair and has grown over the years, providing branding, marketing, public relations,

communications and research services to dozens of travel and tourism attractions, resorts, chambers, convention and visitors bureaus

and travel transportation organizations. Our specific work for state, county and city economic and tourism development agencies

includes:

= TN Department of Tourism ® Knox County, TN

Development = Blount County, TN
" TN Department of Economic | a campbell County, TN

Devel t
evelopmen = Jefferson County, TN

= | oudon County, TN
= Roane County, TN

= Sevier County, TN

= Bell County, KY

= Swain County, NC

= Knox County Schools

* TN Department of
Transportation

= TN Technology Corridor

* Nashville Area MPO

= City of Knoxville, TN

» City of Sevierville, TN
s City of Alcoa, TN

= City of Kingsport, TN
= City of Richardson, TX
= City of Centerville, OH
= City of Kettering, OH
= City of Dayton, OH

= Branson, MO

= Richardson, TX

| Economic/Tourism Development

= Blount Partnership
= Sevierville Convention Center

= Sevier County Economic Development
Council

®» Sevierville Chamber of Commerce

= East TN Economic Development Council
= Dallas/Fort Worth Int’l Airport

= McGhee Tyson Airport

® Oak Ridge, TN Chamber of Commerce
= Eastern Band of Cherokee Indians

= Kingsport CVB

= Knoxville Area Chamber Partnership

= Knoxville Convention Center

= Knoxville CVB

® Knox County Tourist Commission

® Legacy Parks Foundation

®= Richardson, TX Chamber of Commerce




Ackermann PR Overview:

Our work with other relevant companies and organization includes
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Relevant Experience:

Sevierville Chamber of Commerce — Generating “stay” and “play”

The Challenge:

For many Sevier County visitors, the City of Sevierville was a city they passed through on their way to Pigeon Forge and Gatlinburg
The city and the Sevierville Chamber committed to an effort to attract more visitors to “stay and play” in Sevierville. The city and
chambers’ initiative was fueled by the fact that Sevierville had extensive land resources for high-guality development. The initial
development efforts included the Sevierville Convention Center and the Wilderness at the Smokies Resort. With this start, the
Chamber selected Ackermann PR to support further development and growth activities

Our Approach:

evierville

After an audit of Sevierville’s economic and tourism development assets and meetings

with city government officials and business leaders, Ackermann PR recommended the
development of a strategic branding and marketing planning process and the
implementation of a national media relations program to “tell” and “sell” the Sevierville

story. CHAMBER OF COMMERCE

The strategic plan focused on leveraging Sevierville's key market differentiator which is being “Dolly’s Hometown.” The research phase
of the planning process identified:

* Dolly Parton provides a strong emotional appeal — 61% of visitors surveyed would like to experience a greater connection with
Dolly as part of their Sevierville tourism experience.

= Sevierville visitors perceived and received high tourism value and a consistent meeting or exceeding of their vacation
expectations.

* Shopping is the number one tourism activity of visitors to Sevierville.

* Sevierville’s walking and biking trails are highly valued by visitors.



Relevant Experience:

The strategic plan included:

A complete assessment of existing advertising and communications activities and recommendations for enhancing the
activities.

Recommendations for new visitor awareness and engagement. ottt kbt s A S ey ottt fan B iy |

. ° B $
An integrated implementation schedule and seasonal campaign strategy y Sewemue 4

= Recommendations for resource allocation. : TENNEBSSEE
b Wmo Seshy Wisntaive fir Bapinete
= Comprehensive budget and program measurement recommendations. A
The Results:

The strategic plan was implemented for the 2015 tourism seasons. Results, which are proprietary, are still being evaluated; however,
preliminary measurement reveals significant positive results for the program’s initiatives.

The 2015 media relations program highlights include:

Three (3) media tours were conducted. Participants included national and
regional tourism and consumer editors and reporters.

A total of 63 media placements yielded 3,875,000 print impressions and
57,000,000 internet impressions.

Notable media outlets included: Mashable, Women’s Day, Nashville Parent,
AAA Magazine and Georgia Magazine
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Relevant Experience:

Bell County, KY — Fueling the area’s economic engine

The Challenge:

Located in the region’s depleted coal area, Bell County, Kentucky was at a critical crossroads. In order for the county to grow and
prosper, it desired to focus on the county’s economic development and tourism growth potential and how that focus could unify the
county and expand its tax base

Bell County has significant assets that can be leveraged, including abundant natural resources, a promotable history, a good location
within driving distance of more than fifty percent of the U.S. population, and a dedicated citizenry who is passionate about “fueling
the area’s economic engine.”

Our Approach:
Working with the county’s elected officials and a team of community leaders, Ackermann PR developed a brand campaign strategy to
drive economic and tourism brand development that included:

* A county-wide economic summit to define the county’s strengths, weaknesses,
opportunities and barriers to success, and to build community-wide enthusiasm.

m = Interviews with key county stakehclders
Coum v ® An extensive assessment of the county’s economic and tourism assets.

Developing a strategic branding and marketing plan that included a new brand identity

and positioning statement, advertising, public relations and communications
programs

* Introduction of the new brand and strategic plan at a county-wide economic summit.

11



Relevant Experience:

The Results:

The program is still being implemented as funding is developed. Tangible results
to date:

A dramatically increased level of county-wide cooperation.

Beautification and “face-lift” projects were developed with the county’s
two key city downtown associations.

A new website has been created.

The county-wide economic summits have been continued by Ackermann
PR on an annual basis.

A program of “improvement grant” identification and application has been put into place.

Began first steps in the development of a coal-gasification plan project that could create 1,000+ jobs.

12



Relevant Experience:

Legacy Parks Foundation — Outdoor adventure tourism

The Challenge:
Outdocr/adventure tourism is one the fastest growing tourism segments, reaching $260 billion in 2013

LEcAcY PARKS East Tennessee, anchored by Knoxville, possesses some of the country’s most outstanding
FOUNDATION

outdoor/adventure natural resources and assets. No one organization in East Tennessee was focused on
developing, marketing or promoting outdoor/adventure tourism. In the face of this void, Legacy Parks
Foundation stepped in to serve as a catalyst and driver to develop and implement an East Tennessee Qutdoor/Adventure Tourism
Program. Legacy Parks is a non-profit organization that works to assure that the East Tennessee community enjoys exceptional
recreational opportunities, natural beauty and open spaces, and that those assets exist for generations to come.

Our Approach:

Ackermann PR recommended the development of a strategic brand and marketing planning process and plan. A comprehensive
research phase was the first step. We gathered input from community stakeholders, benchmarked successful adventure tourism areas
across the United States and developed a database of demographic and psychographic information regarding the cutdoor/adventure
tourist.

Informed by the research findings, Ackermann PR created a comprehensive
strategic plan that included: a structure for operating an outdoor/adventure
tourism organization; a brand strategy and platform; a multi-media marketing
plan; a plan for resource development to fund the tourism initiative; a community
communications plan to create awareness and build community support; and
measurement and evaluation.

The Results:

The implementation of the strategic plan has generated outstanding results. The sixteen-county area surrounding Knoxville and the
State of Tennessee have enthusiastically embraced the outdoor/adventure tourism initiative. We helped Legacy Parks create the
Outdoor Knoxville Adventure Center as a focal point of the initiative. Working in conjunction with the area’s long-standing Dogwood

13



Relevant Experience:

= National Media Coverage:

Q

O

Arts Festival, Legacy Parks created “Outdoor Knoxfest” which offers three days of urban
adventure that is attracting outdoor enthusiasts from across the country. CheckPoint Tracker,
the nation’s largest adventure racing series, selected Knoxville to host its 2013 National
Championships and has committed to continue to hold its championships in Knoxville’s Urban
Wilderness. Through Legacy Parks’ efforts, the State of Tennessee has designated an area of
the Urban Wilderness as the state’s 56th and only “Birding” State Park. Exemplifying the
community’s support is the fact that citizens have stepped forward to donate family-owned
land to expand the 1,000+ acre Urban Wilderness.

Knoxville gets acclaim as a “Big City Wilderness” — Backpacker Magazine
Knoxville boasted as an outdoor recreational destination — Group Tour Magazine
Knoxville ranked #5 in the top 10 U.S. October Destinations — Reuters.com
Contender for Best Mountain Town — Blue Ridge Outdoors Magazine

Unigue Singletrack in the City — Bicycling Magazine’s Mountain Bike Issue

Now-lovely Knoxville defies critics of old — Herald-Journal

Knoxville now a Jaunty City — New York Post
Today’s Knoxville offers stellar opportunities for outdoor recreation ~ Harrisburg, PA Magazine

Once Scruffy — Knoxville now tourist destination — Winston-Salem Journal

14



Relevant Experience:

Campbell County, TN — Rebuilding a “depleted” economy
The Challenge:

Campbell County is another of the depleted coal industry areas whose economy is suffering and faces high
unemployment levels.

Our Approach:

Utilizing Ackermann’s brand development process, we began by conducting cur “define and discover” analysis.

A series of focus groups were conducted with a variety of community participants.

The input from community focus groups pinpointed the most critical need was creating new jobs and increasing county tax
revenues.

Based on those needs, we developed a strategic economic and tourism development plan that included:

1. Establishment of both brick and mortar and virtual business incubators. Partnerships with
both Roane State Community College and Tech 2020 were established to support the
incubator initiative.

2. Creation of an economic and tourism development board comprised of county leaders.

3. Development of a partnership with surrounding counties to establish the Cumberland
Regional Business and Agribusiness Marketing Authority

4. Initial development of a county marketing program.

15



Relevant Experience:

The Results:
In the first twelve (12) months of the Campbell County program, the following was accomplished

* Significant, new economic and tourism initiatives under way:
1. Established full-time economic/tourism development director
2. Began formulizing an artist’s colony
3. New/expanded tourist attractions:
a. Two new bed and breakfast resorts
b. Zipline attraction
c. Outdoor music/performing arts amphitheater
d. Generated $400,000 grant for beautification projects
“ The business incubators’ results to date:
1. 36 total client companies served
2. Of these, ten (10) were new starts
3. Total number of jobs created or maintained = 190
4. Number of new jobs added in the first year = 118
5. Total annual revenue of client companies = $6.6V

6. Total funding raised by clients (debt or equity) = $620K
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Relevant Experience:

Titanic the Museum — Launching a tourist attraction

The Challenge:
The Titanic Museum Attraction hired Ackermann PR to manage all aspects of public relations for I ‘ ANI(

its grand opening and launch, in addition to ongoing public relations outreach nationally and — TWORLD'S LARGEST MUSEUM ATTRACTION —
internationally. We were tasked with creating a message consistent with the museum’s

philosophy of “honoring and respecting those who were on board the Titanic by keeping their stories alive” while building buzz,
excitement and enthusiasm to ultimately drive visitors to the attraction — one unlike any other in the Great Smoky Mountains area.
Our job was to brand and position this multi-million-dollar attraction in a way that would attract maximum attention and lead to
aggressive attendance numbers.

Our Approach:

Ackermann PR immediately identified three key audiences for the museum: tourists to the Smoky Mountains; those who were wildly
interested in the Titanic; those who were enthusiastic about James Cameron’s worldwide hit movie Titanic.

While the museum was still a construction site, Ackermann PR conducted hard-hat media tours with key journalists from around the
country who catered to our primary market segments. Those visits included television crews, magazine writers and newspaper
journalists who covered subjects including travel and tourism, entertainment, education, archaeology, history, parentlng, and major
general consumer publications.

We coordinated and managed all aspects of a four-day grand opening celebration,
unlike anything the region had ever experienced. Regis Philbin hosted the grand
opening ceremony, which was covered by nearly 50 news organizations across the
U.S. Each night culminated with a concert and a $75,000 fireworks display that’
literally stopped traffic on the Pigeon Forge Parkway. The most-watched local news
organization in East Tennessee dedicated six hours of primetime television
programming to an hour-long Titanic special they produced about the museum
followed by owner John Joslyn’s two-hour documentary about the Titanic.
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Relevant Experience:

The Results:
The grand opening was attended by 20,000 people. Print and television coverage stretched from

Asheville, NC to Baton Rouge, LA and included all major Tennessee, North Carolina, Georgia,
Kentucky and South Carolina cities. Nationally, the grand opening was covered in USA Today, ABC
News, Live with Regis and Kelly, and the Travel Channel. in the months since the grand opening,
television crews from most major cities east of the Mississippi have visited the museum, along
with national network morning shows, Channel Four (a national television network in the U.K.),
Southern Living magazine, National Geographic Television, Travel + Leisure magazine, and two
additional visits from the Travel Channel.

a4y 12 - Madeline Astor
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Relevant Experience:

Wilderness at the Smokies — “Marketing a True Tourism Destination”

i ey
The Challenge: Wl L'?ERN E\SS'
The owners of Wilderness at the Smokies resort approached Ackermann PR long before the resort had S

opened; they wanted two things: a successful, high-profile launch and high occupancy every month of the year in a summer tourist

market. Clear brand positioning and proactive, constant outreach according to a smart strategy plan was the way in which we
accomplished this.

Our Approach:

Ackermann PR conceptualized, planned, crganized and implemented a highly-visible, three-phase grand opening. The first grand
opening event was for the Stone Hill Lodge and the initial outdoor waterpark; the second was for the all-suites River Lodge resort and
the five-acre indoor waterpark; and the third was for the condominiums and Cataloochee Creek outdoor waterpark.

We also coordinated the resort’s social and digital campaigns which further established Wilderness at the Smokies as the Southeast’s
largest and most exciting resort offering. Because the resort provides a year-round tropical getaway, we maintained our public
relations efforts during what was traditionally a slower time of year for Fast
Tennessee attractions. Ackermann PR played a major role in bringing sporting
events such as gymnastics meets, volleyball tournaments, and cheerleading
competitions to Wilderness at the Smokies during the first quarter of the
year

Ackermann PR grew to be a critical part of the Wilderness at the Smokies
strategy team, working directly with the owners as well as resort
management. Promoting special events and incentives, managing all aspects
of community and media relations, cultivating and carrying out national
media coverage, driving digital and social media campaigns, and keeping
Wilderness at the Smokies at the top of visitors’ minds throughout the year.
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Relevant Experience:

The Results:

The grand openings at Wilderness at the Smokies rescrt wer
covered by virtually all media from television and radio to
newspaper and magazine gutlets throughout the Southeast in
the resort’s primary feeder markets. Coverage was extended to
family magazines including Nashville Parent, Family Fun,
Cincinnati Parent, Indianapolis Porent and many other

publications targeting families with children

On a nztional level, Wilderness at the Smokies received

coverage from USA Today, ABC News, Travel Channel, and

Parents magazine. Regionally, coverage siretched from

Asheville, NC to Atlanta to Cincinnati and included major cities in Tennessee. Half-hour specials about Wilderness at the Smokies
3 e
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The 700-acre resort now stays busy year-round — selling out entirely during the summer and operating at more than S0-percent
capacity during months of the year when most Smoky Mountain resorts are at 30 to 35 percent capacity. In the first 12 months of
operation, research showed that 42 percent of Wilderness at the Smokies

guests had never been to Sevier County, TN,




