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Kim	  J.	  Briesemeister	  
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Terrell	  N.	  Fritz	  
Senior	  Associate/	  
Project	  Manager	  

Sharon	  McCormick	  
Vice	  President	  
MarkeCng	  



About RMA 
•  RMA	  Principals,	  Kim	  J.	  Briesemeister	  &	  Christopher	  J.	  

Brown	  have	  more	  than	  50	  years	  combined	  
experience	  in	  redevelopment	  

•  Created	  Business	  Improvement	  District	  (BID)	  
OrganizaNon	  Plans	  for	  Naples	  and	  Winter	  Park,	  FL	  

•  Surfside	  Project	  Manager	  has	  BID	  management	  
experience	  in	  Coral	  Gables	  and	  Miami	  Beach	  

•  Current/recent	  RMA	  projects	  include	  	  management,	  
public/private	  partnerships,	  finance,	  markeNng,	  and	  
public	  investment	  

•  Diverse	  team	  of	  RMA	  employees	  with	  experNse	  in	  
markeNng,	  urban	  planning,	  economic	  development,	  
and	  finance	  
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Purpose of Meeting 
•  Introduce	  the	  Business	  Improvement	  
District	  (BID)	  concept	  

•  Explore	  BID	  program	  opNons	  for	  Surfside	  
•  Conduct	  a	  group	  discussion	  of	  Strengths,	  
Weaknesses,	  and	  OpportuniNes	  

•  Describe	  the	  formal	  process	  for	  possibly	  
creaNng	  a	  BID	  
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Town of Surfside 

•  5-‐Year	  Strategic	  Tourism	  Plan,	  working	  
with	  CJF	  MarkeNng,	  InternaNonal	  

•  Business	  Improvement	  District	  (BID)	  
OrganizaNon	  Plan	  for	  Downtown	  Surfside	  
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Overall Goal of the 5-Year 
Strategic Tourism Plan 

To	  provide	  the	  Surfside	  Tourist	  Board	  with	  
recommenda6ons	  for	  the	  most	  effec6ve	  and	  efficient	  
ways	  to	  spend	  future	  resort	  tax	  funds	  to	  increase	  
and	  enhance	  tourism	  for	  the	  Town	  of	  Surfside.	  
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Hotel Development 
Best	  Western 	   	   	   	   	  	  91	  
Solara 	   	   	   	   	   	  	   	  	  62	  
Sun	  Harbour 	   	   	   	   	  	  19	  

	   	   	   	  	  	  	  	  	  	  	  TOTAL	  =	  172	  
	  

	  
Grand	  Beach 	  	   	   	   	  270	  +71	  
Marriod	  Residence	  Inn 	   	  175	  
Surf	  Club 	   	   	   	   	   	  100	  

	   	   	  	   	  	  	  TOTAL	  NEW	  =	  616	  
	  

	   	   	  TOTAL	  ROOMS	  =	  697	  
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Budget Impact 
•  Current	  Year	  (Oct.	  2012	  –	  Sept.	  13)	  income	  for	  
the	  Tourist	  Board	  is	  projected	  to	  be:	  	  $81,940	  
(rooms	  only)	  
– 2013/14 	   	   	  +	  $	  70,000	  
– 2014/15 	   	   	  +	  $250,000	  
– 2015/16 	   	   	  +	  $300,000	  (+	  Surf	  Club)	  
– 2016/17 	   	   	  +	  $325,000	  (+	  Surf	  Club)	  
– 2017/18 	   	   	  +	  $350,000	  (+	  Surf	  Club)	  
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Budget Impact 
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Miami Leads America in 
Lodging Performance 

•  Hotels	  in	  the	  Americas	  posted	  solid	  performance	  
results,	  according	  to	  March	  data	  compiled	  by	  STR	  and	  
STR	  Global.	  	  

•  Miami	  posted	  the	  largest	  increases	  across	  the	  board:	  	  
–  Occupancy	  grew	  by	  4.1	  percent,	  to	  89.1	  percent;	  	  
–  Average	  Daily	  Rate	  skyrocketed	  by	  14.4	  percent,	  to	  $238.12,	  

the	  only	  double-‐digit	  rate	  increase	  in	  the	  region	  
–  RevPAR	  was	  up	  by	  19.1	  percent,	  to	  $212.20.	  	  
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Downtown Vision Action 
Committee (DVAC) 

•  Downtown	  Code	  Enforcement	  
•  Parking	  Lot	  Improvement/

Landscaping	  
•  Vacant	  Window	  Ordinance	  
•  News	  Rack	  Ordinance	  
•  Awnings	  Ordinance	  
•  Moratorium	  Ordinance	  
•  Upgrading	  Alleys	  
•  Wayfarer	  Signage	  Program	  
•  Branding	  
•  Business	  Improvement	  District	  
•  Façade	  Upgrading	  Program	  

•  Abbod	  Avenue	  Parking	  Garage	  
Feasibility	  Study	  

•  The	  Current	  Forty	  Foot	  Height	  
Allowance	  and	  AmalgamaNon	  
of	  ProperNes	  

•  Development	  of	  an	  East	  West	  
Corridor	  on	  95th	  Street	  from	  
Abbod	  Avenue	  to	  the	  Beach	  

•  Rebuilding	  of	  Harding	  Avenue	  
Sidewalks	  

•  Sidewalk	  Café	  Ordinance	  and	  
FDOT	  Agreement	  

•  Miami-‐Dade	  	  “Mom	  &	  Pop”	  
Grants	  
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A Downtown Surfside BID 
•  Enhanced	  services	  for	  Downtown	  Surfside	  

–  downtown	  markeNng	  programs	  
–  maintenance	  for	  specialty	  landscaping	  
–  business	  retenNon	  &	  recruitment	  efforts	  
–  extra	  police	  protecNon	  &	  cleanup	  for	  expanded	  
special	  events	  

–  other	  programs	  developed	  in	  conjuncNon	  with	  
tourism	  strategic	  plan	  and	  capital	  improvements	  
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What is a Business 
Improvement District (BID)? 

•  A	  formal	  organizaNon	  of	  property	  owners	  
within	  a	  commercial	  district	  to	  assess	  
properNes	  in	  order	  to	  fund	  programs	  for	  
district-‐wide	  benefit.	  

•  BID	  programs	  are	  developed	  to	  meet	  the	  
unique	  needs	  of	  the	  district.	  
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BID Advantages 
•  Unified Strategy for Improvement 
•  Increase Activity – Local Market and Tourism 
•  Increase Retail & Restaurant Sales! 
•  Business Retention/Recruitment – Shops/Restaurants 
•  Increase in Rents and Property Values 
•  Support Property Values in Surrounding Residential 

Areas 
•  Increase Local Government Revenues 
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BIDs v. Merchant Associations 
While property owners and tenants could participate in a voluntary 
merchants association, the BID model presents two distinct advantages: 

Business Improvement Districts Merchant  Association 

Provides a steady and reliable source 
of funding 

Does not offer a continuous source of 
funding because it depends on 
voluntary contributions 

Legislation states that all property 
owners in a BID must pay assessment; 
there are no free riders. 

Cannot enforce the financial 
participation of all stakeholders in a 
given district 
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Organizing the BID Plan 
•  Build	  ownership	  and	  consensus	  amongst	  commercial	  

property	  and	  business	  owners	  regarding	  
improvements,	  programs,	  services,	  and	  management	  
of	  the	  BID.	  

•  Establish	  the	  geographical	  boundaries	  of	  the	  BID.	  
•  Establish	  a	  proposed	  budget	  and	  determine	  the	  

formula	  for	  property	  assessments.	  
•  Present	  the	  district	  plan	  to	  the	  public.	  
•  Prepare	  property	  owners	  and	  the	  merchants	  for	  formal	  

establishment	  of	  the	  BID	  pursuant	  to	  	  
Florida	  Statutes.	  
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Why BIDs are Formed 
•  Public	  Safety	  /	  Hospitality	  

–  Police/Security	  
–  District	  Ambassadors	  
–  Visitor	  InformaNon	  
	  

•  Maintenance	  
–  Street	  /	  sidewalk	  cleaning	  
–  GraffiN	  removal	  
–  Maintenance	  of	  public	  areas	  
–  Landscape	  maintenance	  
	  

•  MarkeNng	  
–  Special	  events	  
–  District	  public	  relaNons	  
–  PromoNonal	  materials	  
–  Holiday	  decoraNons	  

•  Capital	  Improvements	  
–  Streetscape	  improvements	  
–  Wayfinding	  signage	  
	  

•  Business	  Development	  
–  Commercial	  vacancy	  reducNon	  
–  Business	  mix	  improvement	  
	  

•  Management	  
–  Parking	  management	  
–  TransportaNon	  systems	  
	  

•  Advocacy	  
–  Lobbying/policies	  
–  Liaison	  with	  governmental	  

agencies/staff	  
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BID Types 
•  Capital Improvements –  

Lincoln Road/Miami Beach 
•  District Improvements, Facades 

& Marketing –  
Coconut Grove/Miami 

20	  



BID Sizes 

•  Large BIDs acts like a government 
with its own security, clean up, 
capital projects, marketing, etc. 
(Times Square) 

•  Small BIDs are an enhancement to 
government and usually provide 
marketing, events, promotions.  
(Naples, Coral Gables) 
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•  Downtown	  Jacksonville	  
•  Downtown	  Sarasota	  &	  St.	  Armands	  Circle	  
•  Fort	  Lauderdale	  Beach	  
•  Coconut	  Grove	  (Miami)	  
•  Wynwood	  
•  Naples	  
•  Coral	  Gables	  

BIDs in Florida 
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•  Special	  Events	  
•  Christmas	  Programs	  and	  Events	  
•  Seasonal	  Landscaping	  
•  Banners	  
•  AdverNsing	  
•  MarkeNng	  
•  Clean	  and	  Safe	  Program	  
•  Visitors	  InformaNon	  Center	  
•  CooperaNon	  with	  Nearby	  Districts	  

Naples BID Services 
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Coral Gables BID – Miracle Mile 
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Coral Gables BID 
•  Since	  2005,	  they	  have	  spent	  $3.3	  million	  spent	  which	  

has	  generated	  over	  233	  million	  media	  impressions	  for	  
Downtown	  Coral	  Gables	  

•  Produced	  37,620,000	  paid	  media	  impressions	  in	  
FY2010	  	  

•  shopcoralgables.com,	  facebook	  page	  and	  twider	  
accounts,	  search	  engine	  opNmizaNon,	  iPhone	  apps	  

•  Host	  visiNng	  journalists	  throughout	  the	  year	  
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ShopCoralGables.com 
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Mission of a Surfside BID 
•  To	  promote	  and	  market	  Downtown	  Surfside	  
as	  a	  unique,	  historic	  des6na6on	  for	  shopping,	  
dining,	  and	  recrea6on	  to	  Surfside/South	  
Florida	  residents	  and	  visitors	  to	  the	  area.	  

•  To	  undertake	  other	  ac6vi6es	  to	  support	  and	  
increase	  the	  economic	  vitality	  of	  the	  district.	  
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BID Program Options 
•  Downtown	  MarkeNng	  

– “where	  the	  locals	  go”	  
•  Special	  Events	  
•  Business	  RetenNon	  and	  Recruitment	  
•  Other	  Programs	  

– Organized	  parNcipaNon	  in	  district	  design	  and	  
economic	  issues	  
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MarkeNng-‐based,	  local/regional	  support	  of	  
Town	  of	  Surfside	  Strategic	  Tourism	  Plan	  

– 20-‐minute	  drive	  Nme	  
– Reinforcing	  overall	  Tourism	  MarkeNng	  Strategies	  
– SupporNng/creaNng	  special	  events	  and	  acNviNes	  
– Directly	  supporNng	  Business	  RetenNon	  &	  
Recruitment	  

Downtown Marketing Plan 
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Special Events 

•  Dine	  &	  Shop	  Programs/Other	  PromoNons	  
•  Third	  Thursdays	  ParNcipaNon	  &	  Support	  
•  Future	  Quarterly	  &	  Annual	  Events	  
•  Support	  Future	  Signature	  Events	  
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Downtown Operational Issues 

•  Access	  &	  TransportaNon	  
•  Parking	  
•  Streetscape	  &	  Environment	  
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Transit 
•  Miami-‐Dade	  Transit	  

–  Route	  107/G	  (Surfside	  –	  NW	  163rd/165th	  Streets)	  
–  Route	  108/H	  (Surfside	  –	  NE	  191st	  Street)	  
–  Route	  119/S	  (Downtown	  –	  Aventura	  Mall)	  
–  Rout	  115	  (Miami	  Beach/Mid-‐North	  Beach)	  
–  *	  Route	  120	  (Beach	  Max:	  	  Downtown	  -‐	  Aventura)	  

•  Town	  of	  Surfside	  Shudle	  Bus/Circulator	  
•  Future	  Shudle/Trolley/Local	  TransportaNon	  
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Parking Analysis 
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SURFSIDE PARKING STUDY
GENERAL SITE PLAN

DECEMBER 18, 2012

1

3

2

YOUNG ISRAEL THE SHUL [future]

GRAND BEACH

CHATEAU [future]

N

DOWNTOWN 
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Harding Avenue – Proposed - Day 



•  Increased	  restaurant/retail	  sales	  	  
•  Increased	  hotel	  occupancy	  in	  off	  season	  (local/regional)	  
•  Sustained	  occupancy	  rates/interest	  from	  prospecNve	  

tenants	  
•  Other	  –	  established	  according	  to	  specific	  BID	  programs	  
	  

*	  BID	  renewal	  rates	  
–  Coral	  Gables,	  and	  all	  other	  Florida	  BIDs	  (not	  Miami	  Beach)	  
–  Similar	  success	  in	  more	  than	  60	  BIDs	  in	  New	  York	  City	  

Possible Measurements  
of Success 
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Group Discussion: 
Strengths, Weaknesses, & Opportunities 

•  What	  do	  you	  love	  about	  Downtown	  
Surfside?	  

•  What	  do	  you	  wish	  you	  loved	  more	  about	  
Downtown	  Surfside?	  
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The Surfside Brand 
NOW:	  

– SHOP.	  	  DINE.	  	  STAY.	  
– Discover	  the	  Secret	  Charm	  of	  the	  Beau6ful	  
Beachfront	  Community	  

	  



Strengths & Weaknesses 
–  Strengths:	  

•  LocaNon,	  locaNon,	  locaNon	  
•  Amazing	  beaches	  
•  Quaint,	  small	  town	  feel	  
•  ExciNng	  new	  hotel	  product	  coming	  on	  line	  

–  Weaknesses:	  
•  No	  brand	  recogniNon	  in	  the	  travel	  &	  tourism	  industry	  
•  Downtown	  business	  mix	  does	  not	  offer	  what	  the	  visitor	  wants	  
•  Restaurant	  mix,	  lidle-‐known	  retail	  brands	  
•  Non-‐parNcipaNon	  of	  downtown	  businesses	  



Tourism Opportunities 
•  Primary	  product	  is	  the	  hotels,	  both	  the	  exisNng	  hotels	  

and	  the	  new	  ones	  coming	  on	  line.	  
•  “What	  to	  do”,	  which	  is	  the	  beach.	  
•  Shopping	  and	  dining	  are	  the	  number	  one	  and	  two	  

acNviNes	  of	  the	  traveler.	  This	  can	  result	  in	  a	  healthier	  
Downtown	  and	  an	  increase	  in	  resort	  tax	  from	  
restaurant	  food	  and	  beverage	  sales.	  

•  Opportunity	  to	  create	  a	  new	  brand	  that	  will	  resonate	  
with	  today’s	  traveler,	  both	  those	  already	  coming	  to	  
South	  Florida	  and	  those	  who	  will	  be	  experiencing	  the	  
area	  for	  the	  first	  Nme!	  



The Surfside Brand 
SOON:	  “What	  makes	  us	  unique?”	  	  

– A	  very	  relaxing	  and	  low-‐key	  environment	  
– Unique	  mix	  of	  hotel	  product	  coming	  online	  
– Quaint,	  historic	  Downtown	  area	  along	  	  
Harding	  Avenue	  

– Amazing	  locaNon,	  nestled	  between	  	  
Miami	  Beach	  and	  the	  Bal	  Harbour	  Shops	  

–  Central	  proximity	  to	  all	  Miami-‐Dade	  and	  South	  
Florida	  adracNons	  

	   	   	  	  
	  
	  



The Surfside Brand 
	   	   	  	  

	  
RELAX,	  YOU’RE	  IN	  SURFSIDE	  

	  	  



Elaborating the Brand 
(Tourist) 

	   	   	  RELAX,	  YOU’RE	  IN	  SURFSIDE	  
	   	  	  
– All	  that	  Miami	  has	  to	  offer,	  with	  charm	  
– A	  quiet,	  small	  town	  ambiance	  
– Don’t	  you	  deserve	  a	  stay	  in	  Surfside?	  



Elaborating the Brand  
(Local/Regional) 

	   	   	  RELAX,	  YOU’RE	  IN	  SURFSIDE	  
	   	  	  

– South	  Florida	  the	  way	  you’ve	  always	  loved	  it	  
– So	  close	  and	  yet	  a	  beach	  away	  
– Don’t	  you	  deserve	  a	  day	  in	  Surfside?	  
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RELAX,	  YOU’RE	  IN	  DOWNTOWN	  MIAMI!	  
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	  Relax,	  you’re	  in	  Surfside	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  .	  .	  .	  everything	  Miami,	  just	  less	  of	  it	  
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	  Relax,	  you’re	  in	  Surfside	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  .	  .	  .	  take	  a	  day	  away	  from	  it	  all	  
	  



Benefits of a “Place Brand” 
•  Redefine	  and	  strengthen	  the	  Town’s	  
compeNNve	  idenNty	  

•  Foster	  a	  more	  accurate	  contemporary	  and	  
posiNve	  image	  

•  Provide	  a	  unifying	  and	  strategically	  focused	  
decision-‐making	  framework	  

•  SNmulate	  pride	  in	  the	  Town	  and	  a	  renewed	  
sense	  of	  purpose	  

•  Generate	  improved	  results	  for	  tourism	  &	  
Downtown	  

	  

*	  DESTINATION	  BRANDING	  FOR	  SMALL	  CITIES	  –	  BILL	  BAKER	  ©	  2012	  
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Legal Framework for the BID 

•  Florida Statute 170.01(3)  
  ….for the purpose of stabilizing and improving or 

any combination of such districts, through 
promotion, management, marketing, and other 
similar services in such districts of the municipality, 
subject to approval of a majority of affected 
property owners 
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Assessment Methodology 
•  170.02	  –	  Special	  assessments	  shall	  be	  assessed	  
upon	  the	  property	  specially	  benefited	  by	  the	  
improvement	  in	  propor6on	  to	  the	  benefits	  to	  
be	  determined	  and	  prorated	  according	  to	  the	  
foot	  frontage	  of	  the	  respec6ve	  proper6es	  or	  by	  
such	  other	  method	  as	  the	  governing	  body	  of	  
the	  municipality	  may	  prescribe.	  
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Assessment Methodologies 

•  Assessed	  Value	  
•  Parcel	  Square	  Footage	  
•  Building	  Square	  Footage	  
•  Linear	  Front/Side	  Footage	  
•  CombinaNon	  of	  above	  
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Establishing the District 
by Resolution of Town Commission 

•  170.04	  –	  Plans	  and	  Cost	  EsNmates	  on	  File	  
•  170.05	  –	  Newspaper	  AdverNsement	  
•  170.06	  –	  Preliminary	  Annual	  Assessment	  Role	  
•  170.07	  –	  AdverNse	  Public	  Hearing	  
•  170.08	  –	  Public	  Hearing	  for	  Final	  
ConsideraNon/Equalizing	  Board	  Hearing	  
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BID Governance 
•  501(c)(6)	  non-‐profit	  corporaNon	  (likely)	  
•  Stakeholder-‐based	  Board	  of	  Directors	  might	  
include:	  
–  Property	  Owners	  
–  Business	  Owners	  
–  Town	  Liaison(s)	  
–  Business	  OrganizaNon	  Liaison	  
–  Resident	  Liaison	  
–  Other	  
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Next Steps 
•  July	  17,	  7pm	  –	  Public	  MeeNng	  to	  discuss	  
Business	  Improvement	  District	  (BID)	  

•  August	  –	  Approval	  of	  5-‐Year	  Strategic	  
Tourism	  Plan	  

•  August/September	  –	  IniNate	  formal	  BID	  
creaNon	  process	  
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Questions & Thoughts 
•  Status	  of	  Downtown	  Projects	  

– Hotel	  Development/Tourism	  Plan	  
– Streetscape	  Plans	  
– Parking	  Analysis	  

•  Possible	  BID	  Programs	  
•  BID	  CreaNon	  Procedures	  
•  Other	  Issues	  
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Thank you for 
your time! 
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