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M EMORANDUM

TO: Chairman and Members

Park Authority Board
VIA: Jai Cole, Executive Director
FROM: Cindy Walsh, Division Director

Park Services Division

DATE: November 3, 2022

Agenda
Park Services Committee
(Committee of the Whole)
Wednesday, November 9, 2022 — 6:15 pm
Virtual
Chairman: Michael Thompson, Jr.
Vice Chair: Linwood Gorham

1. Summer Programs Update (with presentation) — Information

d:,\_ If accommodations and/or alternative formats are needed, please call (703) 324-8563. TTY (703) 803-3354




Committee Agenda ltem
November 9, 2022

INFORMATION

Summer Programs Update (with presentation)

Park Services staff will provide a PowerPoint presentation overview of 2022
summer programs including summer camps, Rec-PAC and the Summer
Entertainment Series.

ENCLOSED DOCUMENTS:
None

STAFE

Jai Cole, Executive Director

Sara Baldwin, Deputy Director/COO

Aimee Vosper, Deputy Director, Chief of Business and Development
Cindy Walsh, Director, Park Services Division

John Berlin, Program Branch Manager, Park Services Division



Summer Programs
Overview

CAMPS

COME OUT TO PLAY!

i, ioungy

Fairfax County Park Authority Authosity
November 9, 2022 & &3
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anty Park 1y Join the PAC

#C% FCPA Summer Programs

CAMPS

q y
Rec-PAC
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Combined registrations in summer 2022 — 32,276

anty Parg 4

@.@;’b Summer Camps — 81% (Revenue Fund)

« Provided at RECenters, Nature Centers, Parks, Schools and
CAMPS private business locations

« Offers variety — length, ages, topics, skill-levels, fees, settings
« Choice of more than 1,400 different sessions
« Extended care (pre-COVID) offered again in 2023

A v Rec-PAC — 19% (General Fund)

RecPAC . Pprovided at elementary schools across the county
« Serves elementary age children only (grades 1- 6)
« Franchise approach — all sites are similar look and feel
» Seeks to attract low-income and diverse participants

« Focus on removing barriers to access —
affordable/convenient/low up-front cost

Join the PAC)
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202 Camps — Not Just Summer Anymore

% Not just summer... » 7%
< Camps are now a 4-season business , oW
<+ Spring break 2022 record - 54 camps —/ &

1,080 campers (95% full) $327,932.00 revenue ’
% Still — 95% of business is in the summer
% Not just RECenters ...

< Camps held at lakefronts, schools, parks, nature centers,
historical sites, private business locations and remote sites

% Not just traditional “"Fun Camp”. ..

% Chess camp, combo camps, Broadway shows,
cooking, robotics, nature, and virtual

% Not just Park Services. ..
% RMD and lakefront camp registrations have grown
significantly
* Not just our staff . ..
% Private vendors now over 70% of camp programs



2% Summer Camps Are Back!
CAMPS

Today (Pre-COVID)

2022 2019
= Gross Revenue: $7.9 million $8.1 million
» Registrations: 26,105 25,969
= Number of Sessions: 1,170 1,496

gULL




4803 2022 MARKS A RETURN TO
CAMPS PRE-COVID ENROLLMENT LEVELS

Total Summer Camp Enroliment by Year
26,261 55129 25,795 25,969 26,103

21,851
I I I j

2014 2015 2016 2017 2018 2019 2020* 2021*% 2022

* Only virtual camps ** lower capacity due to social distancing
y P



COME OUT TO PLAY!

Summer Camps — Milestones

25,000

Recession

20,000

15,000

Consolidation
with CRS

10,000

5,000

Youth Services
Specialist Added

° 71995 1997 1999 2002 2005 2008 2010 2011 2012 2013 2019 2022

|l
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&80z ENROLLMENT BY CAMP CATEGORY

COME OUT TO PLAY!

Boat/Fish 1% Aquatic 1% - Adventure 2%
= | Farm/Equest 4%
Virtual 1% /Eq ’
Art 5%

Compu/Tech 5%

Sports
0,
25% Specialty
8%
Perf Art Nature
16% 9%

Science Variety
13% 10%

Source: 2022 Summer Camp enrollment
data
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QAMPS Diversity — Summer Camps

Summer camps attract a less diverse participant base,
largely due to cost, including large up-front costs to register
far in advance, and no scholarships available (except PACT).

2020 — Fairfax County - White = 49.5%, Hispanic 17%, Asian 21%, Black 10%)

White/Non-White Non- Race / Ethnicity

White
33%
° Other - 5%

Black

6%

Hispanic 7%

White
67% Asian

Source: FCPA Summer Camp Surveys 2018-2021 9

17%
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&S Camp Categories by Race/Ethnicity

CAMPS
Category White Non-White Black Asian Other Race | Hispanic
Adventure 64% 36% 7% 12% 5% 13%
Aquatic 59% 41% 8% 23% 10% 3%
Art 65% 35% 6% 23% 4%, 7%
Boating/Fishing 67% 33% 4% 11% 9% 12%
Comp/Tech 58% 42% 6% 27% 6% 6%
Farm/Equest 71% 29% 5% 15% 2% 7%
Nature 74%) 26% 3% 14% 4% 6%
Perf 69% 31% 8% 15% 4% 6%
Science 67% 33% 4% 19% 5% 7%
Specialty 60% 40% 9% 23% 3% 7%
Sports 66% 34% 8% 15% 5% 8%
Variety 67% 33% 8% 17% 4% 7%
Virtual 67% 33% 0% 17% 6% 17%
ALL CATEGORIES 67% 33% 6% 17% 5% 7%

* Yellow indicates proportionally higher participation levels

Source: FCPA Summer Camp Surveys 2018-2021

10



% SATISFACTION, VALUE, LOYALTY

. » COME OUT TO PLAY! » a

Satisfaction and value influence loyalty, so we measure all 3.

Satisfaction

11



.. SATISFACTION WITH CAMPS HAS
©9C9  HELD STEADY SINCE 2014

COME OUT TO PLAY!

Top 2 Box Satisfaction - All Camps

76% 75% 75%

2014 2015 2016 2017 2018 2019 2021 2022

12
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@% VALUE PERCEPTIONS IMPROVING

COME OUT TO PLAY!

Camp Value Trend - % Rating 'Excellent’

55%

2014 2016 2018 2019 2021 2022

Why focus on “excellent” value?... because it has such a huge
influence on customer loyalty
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©Q - LOYALTY INDICATORS RISE SLIGHTLY

CAMPS

COME OUT TO PLAY!

Loyalty Indicators
% Rating ‘Very Likely’
Recommend/Enroll Again

8% 570, 78%
% 1% 1%
(o)
72%  71% 71% 71%
69% 70%

2014 2016 2018 2019 2021 2022
4%Enroll Again =fRecommend

% Very Likely To Enroll Again

<1249 Boating/Fishing,
Aquatic, Nature,

Adventure
~ Farm/Equestrian,

U7 Variety, Specialty,
Performing Arts

Sports, Science, Art,
Compu/Tech

00

14



~Be CAMPER ENJOYMENT, STAFF AND
i ACTIVITES MOST LIKED

What did you like most about this camp?

Kid loved it

Camp staff
Activities

Camp theme
Exercise / Outdoor
Results

Variety

Swimming

Friends, Socializing
Location
Organized, well run
Communication
Introduced child to new things
Other mentions

8 39
. 30%
I, 27 %o
. 19%

I 9%

I 9%

N 9%

I 8%

B 5%

B 4%

B 4%

B 4%

B 3%

I 12%
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é. - Camps — Growth Strategy

CAMPS
Core customer . _
(More of the what works) | Current New Ne\(/:v t|t|§s targeted at:
Programs Programs - Core Customers
Current Market Program
Markets Penetration Development

New Market
\YEIL G Development

Girls )
Asians/Hispanics / Overnight Camps

Age 10-12 E-Sports

(Jr. R.O.C.S.)

16
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&% Camps — Management Strategy

Focus on customer satisfaction
(i.e. Summer Camp Summit)

Make data-based decisions

Employ marketing strategies
appropriate to program life cycle

Growth is in the margins and new
lines of business

Manage fees and costs

17
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county Parg 1

Camp Marketing Plan

COME OUT 10 PLAYV!

= Uses “all the tool in the toolbox”

Press Releases
Newspaper

Cable TV / Video
Schools (Postcards)
Camp Fairs
Community Events

Web Site county Parg 4
Referrals ¥ ‘

60 R
e @AY
I >

Social Media —
Banners

Road Signs C%MJ})
Magazines

Email

Word of Mouth

Expert Interviews

Camp Guides

STOrTEE R
t'onsm'sheﬁraboutUS Uit ar
uleacljuste,;”'D ren
oot

¥
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@.@% My Camp Planner ACHIEVEMENT
Winner
RESULTS

Most successful first day of summer

camp registration ever by all metrics e Msmm"“""‘

CAMPS

Compared to previous best single
registration day (February 2020)
o 10,573 registrations (up 36%)
o $3.3 million revenue (up 36%)
o 3,200 unique children (up 19%,).
o Filled 41% of our total capacity
on the first day of registration.

19






Join the PACY

q 4
Rec-PAC

mmmmmmmmmmmmmmmmmmm

What is Rec-PAC?

Rec-PAC (Pretty Awesome Children)

A 6-week structured recreation program
with an emphasis on leisure skills

Designed for elementary school children in
grades 1 - 6

Affordable and convenient —General Funded

Targets low-income and diverse children

21



Join the PACI

Rec-PAC
FMRFAX COUNTY PARK AUTHORITY

> Serving Low-Income Families

O O O O O

©)

Affordable fees - $120 per week - $3.20 per hour
Sliding scale fees based on family income
Two-thirds of participants receive reduced fees
Convenient access — walking distance for many

Sites in high risk, high poverty areas — target top
free & reduced-price meal schools

Flexible payment & registration
USDA Free Meal Program at qualifying schools

22




Rec-PAC is the Summer Safety Net

Rec-PAC

¥ PR AUTHORITY

% Rec-PAC registrants that pay reduced fee based on household
income level

Rec-PAC Registrations by Income Level)
$75,000+ NN 35%

$40,000-574,999 M 3%
$28,000-539,999 M 3%
$27,999 or lower I 2%

Scholarship/Co-Pay I,  55%

23



Main Summer Activity

Rec-PAC is the primary source of summer activity for two-
thirds of its participants.

Rec-PAC is far more likely to be the main summer activity for
children in households earning under $100K.

%0 Rec-PAC is Main Summer % For Which Rec-PAC
Activity . -
iIs Main Summer

. 81% g9y, - =
80% o Activity by Income

sso.s00
$100K+ _47%

2007 2009 2011 2013 2015 2017 2019 2022



Rec-PAC... It's Diverse

Rec-PAC
FMRFAX COUNTY PARK AUTHORITY

Rec-PAC is effective at reaching groups that annual FCPA
community surveys have shown use parks least

o Two-thirds of enrollees were non-white

o Asians and Hispanics comprised the largest share of ethnic
minority Rec PAC households

White/Non-White Race / Ethnicity

Hispanic - 26%
Black - 14%

Other I 3%




Who Attends Rec-PAC?

Almost 2 of 3 households participated for the first time in 2022.

A good indicator of its stage in the program lifecycle.

2022 Rec PAC
First Year vs. Repeat Participants

Repeat
37%

First Year
63%



Rec-PAC Key Metrics 2022

Rec-PAC
FAIRFAX COUNTY PARK AUTHORITY

82% Top 2
67% “Excel
81% “Very
80% Very

Box Satisfaction
ent’” Value

_ikely” to Recommend

_ikely” to Enroll Again

With the exception of value, all key measures increased

from 2021.

Rec-PAC is not a second-tier program - all measures
higher than Summer Camps



Scholarships — A Constant Need

o 1,535 individual children served

o 3,405 scholarship weeks of Rec-PAC

o Two-thirds of participants receive discounted fees




Rec-PAC Gives Back

" Community Service Theme Week at all Rec-PAC Sites

Rec-PAC

FAIRFAX COUNTY PARK AUTHO

Rec-PAC kids donated canned foods to Western Fairfax
Christian Ministries (WFCM) serving more than 2,500
different families.

Campers, many of whom come from low-income families--

—]- wrote letters to sick children
| and soldiers deployed overseas

made bead necklaces for homeless kids

cleaned up schoolyards

collected school supplies

planted trees

made cards for firefighters, police

29
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Summer Entertainment Series



decral  Summer Entertainment Series

summer
Enter‘tamment
Series 202

9 supervisory district weekly entertainment series, some with
multiple venues, plus Chairman’s Series

12 concerts, 5 children’s performances and a drive-in movie
series ' Gur

18 weekly venues

180+ scheduled events

e

Estimated up to 30-40,000 attendance 7,

All events free to the public, ,
underwritten by sponsors through the e e
Fairfax County Park Foundation

31



ool Concerts — What's New?

PARK AUTHORITY

' Eﬁt"g'ﬂ%'{nmem New this summer ..

Series 202

e 184 shows scheduled @ 18 locations —
50 more than last year

* New Series — Providence Presents
Global Music and Dance at Graham
Road Community Building.

 Wine tasting and sales at Grist Mill Park
for Mt. Vernon Nights.

e New children’s show before Drive-in
movies at Trinity Center

 Celebrate Kids! Pre-show children’s
activities at Springfield Nights

32



i¢ =@ Challenges — 2023 and Beyond

)\ summer

Entgr‘tainment
Series 202

Rising costs for sound/tech support and performer fees

Sound/Tech Cost Per Show FY24 budget
$1.200 request of $150k
additional
51,000 1,000 baseline to
2 $800 address increase
zﬁ 600 in sound costs,
& number of
o $400 concerts and
$200 s444 437 ¥ increased length
and complexity of
>0 shows
2014 2015 2016 2017 2018 2019 2020 2021 2022

YEAR

33



Type of music/band and location were

most influential attendance drivers

Which of the following most influenced your

decision to attend performances this past summer? * It's all about the ’rype of
Best Activity at the Time performdnce and
2% .
location.
Convenient
Day / Time
12% Convenient
Location * 57% of respondents were most
29% driven by the performance style

or act when deciding to go to

. 2022 SES events.
Particular
Performer /

Group 22%

Type of Music,
Performance * Almost one in three were most

35% influenced by the series’

convenient location.
34



i 2022 Concerts — How Are We Doing?

Summer

Entertainment
Series 202

84% of concert-goers felt the series was very

important to the quality of life in Fairfax County.

* 90% of concert-goers were satisfied.
 88% felt the performers were high quality.
 70% think favorably of sponsors

* 95% plan to return next summer.

Concerts are one of FCPA’s most popular programs

Net Promoter Score
Promoters vs. Detractors

-1

Summer Entertainment Series.... 84
Summer Camps (MNPS) .......... 61
RECenter Passholders .. ........... 43



Concerts - Voice of the Customer

“What's not to like? Free top-quality entertainment
in a beautiful setting. The range and quality were
superb. While there are a lot of entertainment
options in the area, they tend to be very expensive,
especially for an entire family. So these performances
give opportunities for a family to go out and be
exposed to the arts without busting the budget.”

“Makes Fairfax feel like a community.”
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