
Section VI:  First Event Narrative Statement  – Applicants MUST complete this form 
for each event or program.  Use only the space provided. 

Applicant Organization: 

Title of Event/Program:   

A. Tourism Development Programming Detail– 30 points  (1 page) 
a. Arts/Culture/Heritage/Festival quality and importance of the event or program – why is this

event or program worthy of grant support from an arts, culture, festival or historic 
significance perspective? (1200)

b. What are the qualifications of personnel involved (performers, technicians,etc.? (744 )

c. How will this event or program generate future interest in the cultural development of
St. Johns County? (460)

d. Why is an ACH Grant needed to support this event or activity? (184)



B. Marketing & Advertising Plan to attract tourists – 30 Points  (2 pages) 

a. How does this project differentiate the marketplace – how and why is it different and why will 
it attract tourists? (930)

b. What is your target market and how do you intend to reach it? What are the demographic and
geographic targets? (736)

c. What is the earned/contributed income potential of this program or event? (368)

d. What is your evaluation plan to determine event success or failure and to track tourism draw? (920)



e. What is your advertising and promotion plan and schedule? Specifically address Out-of-County 
advertising and promotion. (4140)



B-1  Twelve Month Advertising and Marketing Summary for period June 2012 thru 
May 2013   

Paid Advertising (1250)
Ad type (print, radio, TV, etc.) Market Placement Run Dates 

Print Materials and Placement  (1045)
Type (poster, flyer, brochure)      # Pieces Printed Where Distributed 

Publicity, Social Media, other advertising and promotion 
Summarize items such as # Facebook Fans/Likes and Posts, Twitter posts. Include Stories/articles 
published about your event outside St Johns County.  (736)



C.  Program/Project Schedule in relation to tourism demand – 25 points 
a. Is this event or activity scheduled for a Peak, Near Peak or Moderate Demand tourism period?

If Peak demand period explain how it will generate incremental overnight stays. (910)

D. Lodging and Hospitality Industry Partnerships – 5 points 
a. Describe existing or planned lodging hospitality industry partnerships.(730)

b. List of Industry Partners – note current, confirmed or requested.(1023)

c. Provide a brief description and list website URLs (max. 5 examples) that show current or 
planned Hospitality “packages.”  (555)



E. Demonstrated Program Management Capability – 10- points 

a. Describe your organization’s management and administrative ability to plan, implement and
manage this event or activity. Briefly describe responsibilities of key staff and/or volunteers
for this event or activity. (1023)

b. Have you done this or a similar scale activity before?  If yes, what and why were you
successful?  (552)

c. What is your organization’s ability to raise matching funds and provide necessary cash flow to 
meet the terms of this grant, i.e. if you project unidentified or unconfirmed earned income in 
excess of  25% explain  how you intend to generate those funds. (910)

d. If you project a surplus (profit) from this event/program, explain why an ACH grant is needed
 and what the surplus funds will be used for. (184)


	Applicant name: St. Augustine Regional Council (StAR)
	Title: 2014 St. Augustine Chalk Walk-Paseo Pastel
	Program Detail: THE ST. AUGUSTINE CHALK WALK – PASEO PASTEL is a unique regional event that celebrates our City’s history with the cultural traditions of chalking or street painting, a 500 year-old art form started in Italy in the 16th Century.  Free to the public, this event is a proven attraction to those who attend chalk festivals similar to ones offered in Sarasota, Savannah, and Orlando.  StAR will market this annual event leading to the City’s 450th Celebration to a prime audience of “chalk festival followers”, and it will take place in the heart of the nation’s oldest city on sidewalks in the public promenade between the City Parking Garage and the Visitor Information Center. 70+ artists will compete for cash prizes awarded to the most elegant and iconic images, honoring the theme of St. Augustine’s Heritage. Chalk Festivals traditionally provide revenue to the local economy, fill hotel rooms, build community and become a creative activity for a diverse audience. This highly marketed, juried art show expects to attract approximately 10,000 -20,000 tourists, families and people of all ages for the weekend. 
	Personnel: 2014 featured artist, Carolyn Schultz has chalked throughout the United States for special events, art festivals and media events since 1996. Achievements include Best of Show at the 2008 & 2009 Family Days Festival sponsored by Art Haus in Port Orange, Florida; First Place for Reproduction of a Master at Disney Festival of the Masters in 2009; and invitation as a featured artist at the 2010 Colors of Willemstad in Curacao, West Indies. Carolyn is a member of the Florida Chalk Art Association , recently awarded the designation as “Maestro Madonnari” (Master Street Painter). Carolyn will support the state and national recruitment of the 70+ artists. Lee Jones, 2013 featured artist from Orlando will again conduct the Chalking Workshop
	Future interest: This unique, first time ever event, held in March 2013, can become as prominent as other FL chalk festivals with national and international promotion. (Lake Worth Street ,19th year, 100,000 attended; Sarasota, 5th year, 200,000 attended) Traditionally this educational, historical art form impacts communities with increased revenue, filled hotels, and becomes a creative activity for diverse audiences. 
	Why needed: To support advertising and marketing to national, international and statewide media outlets targeting tourists interested in this unique art form and this original event in NE Florida.
	market differentiate: There is no similar event in the North Florida region.  People are still learning about this historical art form that offers participation with artists as they create temporary art in public. A new prime audience will be those who attend and participate with other chalk-art festivals. Another audience, those who have never visited St. Augustine. The designated festival location is in the pulse of the historic area as well as the central downtown parking area, and will offer dedicated volunteers, generous sponsors, talented artists and enthusiastic visitors an “annual” chalk walk while being immersed in the history and culture of St. Augustine. 
	target market: Targeted marketing will be focused on areas north to Savannah, south to Daytona and west to Orlando/Tampa. Family radio stations, theater advertising (Epic Theaters),  TV community event shows and billboards will be used to attract families and chalk and other arts festival followers. Save the date cards will be distributed to artists and tourists at other chalk festivals: January/BOCA RATON;  February/ ALTAMONTE SPRINGS & LAKE WORTH; March/ HAINES CITY, TAMPA HYDE PARK, SAFETY HARBOR, ROYAL PALM; April/WINTER GARDEN, LEESBURG, DUNEDIN; SAVANNAH, GA.; October/ PORT ORANGE; November/ SARASOTA, DISNEY FESTIVAL OF THE MASTERS, MELBOURNE. State and national websites and social media will be used to attract tourists. 
	income potential: In 2013 $10,000 in revenue is being used for StAR to match the 2014 ACH Grant. For the second St. Augustine Chalk Walk, if there is revenue it will go towards the 2015 event. This event is free to the public and will be supported by grants, sponsorships, event posters and t-shirt sales. 
	evaluation: 1. Order and distribute 25,000+ stickers for attendees. These will allow discounts at participating local businesses and help with counting attendance.2. Survey sponsors/business partners hotels/B&B’s for # of visitors using the Chalk Festival “packages.”3. Work with the VCB to assess tourism numbers for the Chalk Festival Weekend. 4. Collect zip codes when stickers are distributed. (count those acquired)
	advert plan:      2013, Pre-TDC Grant – Dec. 1, 2013, acquire sponsorships/business partners (hotels, B&B’s, food & beverage establishments, other tourist attractions; design promo materials, update website, recruit artists, plan media buys, work on in-kind media contributions, PSA agreements, purchase publication ads, schedule feature articles and shows, produce video for TV advertising, structure social media campaign through artists, sponsors, City, VCB, StAR.      September 2013 – May 2014, contact websites of other chalk festivals, chalk artists, festivals & art events, tourism sites/calendars. Update St. Augustine Chalk Festival website to  include new artists, event details, blog of current events as they develop, feature sponsors and special eventsand links to hotel/B&B partners offering weekend packages, transportation and St. Augustine tourist information.       Oct. 2013 – March 2014, Print/ Public Service Media and community event listings for newspaper, feature publications (advertising or in-kind on media internet sites) The remainder of TDC advertising $ (approximately $3,400) will be used to purchase program ads from other chalk festivals and other tourist publications that share our target audience. PR $ will be used for production of printed materials, flyers, posters and postcards.      Airport advertising Nov. 2013- March 2014 (acquire corporate/business sponsorships to support featured advertisements at the following airports: Jacksonville, FL; Orlando, FL; Daytona Beach, FL; Jan. – May 2014, Posters, post cards distributed to NE Fl, GA. art galleries, shops, events hotels/B&B’s & restaurants  Feb. -May, 2014, Outdoor Advertising (TDC Grant $)12 Boards (3 per region on the interstate) X 8 weeks = $6,600March. –May, 2013, TV, PBS (TDC Grant $) 3x per day (a.m. community show, noon and 10:30 news) 30 days/ $3,750 X 4 markets  March – May 2014, Radio/ Orllando/Daytona/Jacksonville/Savannah markets/ Family & Arts programming; 15-30 second PSA’s with event details. Artists, StAR Council members scheduled on public service/community programs (6 weeks prior to event).NPR, Radio Advertising, $15,000 (PBS in Jacksonville and Orlando markets, Z88.3 FM  a Christian Family radio station covers Central Florida market)Social Media/ Facebook/ Twitter (ongoing), with VCB for national and statewide exposureUpdate St. Augustine Chalk Walk Facebook and Twitter pages where guests, artists and sponsors can interact and promote the St. Augustine Chalk Walk. Develop a viral campaign with Facebook and Twitter with artists - state, national, international.Collaborations with other local tourist attractions are being established for joint promotion, web presence, discounts and festival support. (I.e. Kid’s Corner chalking event )  
	advert summary: WJCT-FM REACHES 51,000 ADULTS IN BAKER, CLAY, DUVAL & NASSAU COUNTIES20 Spots: March 14-22, Web in-kind exposureEPIC THEATER Cinema Advertising 15 SECOND ADTotal Number of Airs                Compliance %   Attendance   Location/Feb. 25-April 5   936                                              92%               16,430         Deland 1,872                                            100%               19,109         Deltona  1,560                                             91.70%          17,621         New Smyrna 2,496                                             98.60%            38,099        Clermont 2,496                                             99.10%            33,109        St. Augustine WYRE Radio                      Daytona-Jacksonville                    Jan.-March 231. 80 commercials2. 40 (:30 second) promos 3. 2 hour live remote including 35 (:15 second) promos, five :60 second breaks during remote4. Facebook &Web exposure Arbus 1/8 page ad         N Florida's only arts &business magazine             Jan/Feb & March/April100,000  readers1/4 page sponsor thank you ad              St. Augustine Record                    St. Johns/ area- April 14
	print: Save date cards/ Artists & Sponsors            38,000                               galleries, artists, sponsors, schools                                                                                                                  businesses, organziations (St. Johns                                                                                                                Co., J'ville, Daytona,Sarasota), 500/ Save date flyers                          500/ Posters (artwork by 2013 feature artists)Sponsor Folders; Fact SheetsSponsor Levels/Benefits; Sponsor/In-Kind Sponsor Agreement Form- Local & target market        businesses/artistsPre-Event Celebration Invite                               350                              Artists, sponsors,                                                                                                                supporters, VIP's, business &                                                                                                                      organizations
	social media: staugustinechalkwalk.com; FloridasHistoricCoast.com;Florida Chalk Artists Assoc. web/twitter/facebook VCB-3 releases/1,939 media; St. Aug Facebook- 2 posts,116,076; 2 Twitter posts-1801 followers Radio/web features WJCT, WYRE, WCOS; Folio Weekly, Jacksonville, 3/13-19St. Augustine Record, Compass Cover, 3/22/13; weekly features,editorials, artwork photos, artist featured, event calendars,Chalking Workshop PR, Feb/March; Old City Life Magazine features/calendarsArbus magazine,100,000 readers, feature articles Jan/Feb; March/April issues Coffee News weekly, St. Augustine, Vilano Beach, Palencia, Palm Coast, Flagler Beach, Bunnell,        14,000 Readers/week,St. Augustine; 7,500 Readers/Week- Palm Coast
	demand period: May 2-4, 2014 is Moderate Demand period. Rain date weekend is May16-18. 
	partnerships: StAR is planning with existing 2013 event sponsors and supporters. Collaborative discussions with local hotels-B&B’s, tourist attractions and the food and beverage industries are again being requested through their associations and via individual contacts. StAR is requesting discounts for housing/meal packages during the St. Augustine Chalk Walk/weekend, in addition to working with local businesses, transportation and other tourist attractions for joint website promotion and mutually beneficial discounts for tourists.  
	list partners: City of St. Augustine; 450th Celebration; VCB; Old Town Trolley; Trolley Drivers Association; Al’s Pizza; Beachcomber Restaurant; Borrillo’s Pizza & Subs; Cellar 6; Dairy Queen; Mango Mango’s; The Tasting Room; Saint Augustine Historic Inns Bed and Breakfasts; Howard Johnson; Historic Inn; Ocean Racquet Club; Pier Point South; Ponce Landing; Historic Coast Accommodations. Contacts are being made with SAIRA; St. Augustine-Florida B&B Association; St. Johns County Hotel/Motel Association to creatively develop weekend hospitality packages and discounts for those attending the St. Augustine Chalk Walk. 
	websites: staugustinechalkwalk.com; FloridasHistoricCoast.com; floridachalkartists.org; Not acquired as yet. The event is scheduled for May 2014. StAR Council will work with and through the VCB, SAIRA and Hotel/Bed & Breakfast Associations and other business and organziations to develop hospitality packages and joint website presence.  The "lower" season and StAR's 2012-2013 prior experience and benefits from sponsorships, collaborations and community education about what a "chalk walk" is will support development of "hospitality packages". 
	admin and mangement: As an organization of experienced professionals- Accountants, business owners, consultants, realtors, retirees, etc. StAR members have extensive experience in managing events for other organizations as well as their own businesses.  The 2013 management of this event was successful. StAR is also hiring an Event & Marketing Coordinator.  
	experience: The inaugural 2013 St. Augustine Chalk Walk was a major success: with in/out of county  marketing/advertising, in-kind PR and social media. The event attracted collaborative efforts and wide-spread support: City of St. Augustine; VCB; Children’s Museum of St. Johns; Old Town Trolley; restaurants, hotels; media; 70+ artists participated; 150 attended Pre-Event Celebration; $17,000 in sponsorships; 3500 attended first two hours prior to weather cancellation.  All partners are ready to support the 2014 event.  
	match ability: The 2013 grant was matched. StAR members are dedicated to another successful project. Volunteers are acquiring sponsorships, recruiting committees, and will manage all event logistics, media and marketing.  Members will promote the event and pre-events through their own businesses and organizations. The St. Augustine Chalk Walk  will continue as a successful annual event. Star's goal is to double the $25,000 TDC grant with sponsorships, grants and in-kind services. This organization is growing and is committed to raising the money to support the marketing and management of this annual event. 
	surplus?: ACH grant will be used for out of county marketing and advertising, and to attract state and national featured chalk artists. Some profits will be used to match next year's grant.


