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MEETING AGENDA

October 22, 2015
9:00 a.m.

Main Location:
UNLYV Richard Tam Alumni Center
4505 S. Maryland Pkwy.
Las Vegas, NV 89154

1. Call to Order, Roll Call and Establish Quorum
2. Public Comment

For Possible 3. Acceptance of Minutes from September 24, 2015
Action
4. Chairman/Committee Comments

5. Research Staff Report
6. Presentations

a. The State of the Las Vegas Convention Market
- Rossi Ralenkotter, Las Vegas Convention and Visitors Authority

b. Show Promoter Panel Discussion

- Karen Chupka, Consumer Electronics Association

- Megan Tanel, Association of Equipment Manufacturers

- Tony Calanca, UBM/Advanstar

- Christopher Brown and Justine McVaney, National Association of
Broadcasters

- Christopher Kersting and William Miller, Specialty Equipment
Marketing Association

- Tim McGuinness, International Council of Shopping Centers

c. Operator Perspective | Las Vegas Sands
- George Markantonis, Pete Boyd, Kirsten Dimond and Chandra
Allison, Las Vegas Sands, Sands Expo Center

d. Operator Perspective | MGM Resorts International
- Michael Dominguez, MGM Resorts International, Mandalay Bay
Convention Center



For Possible
Action

8.

9.

10.

e. Operator Perspective | Caesars Entertainment
- Michael Massari, Caesars Entertainment

f. Future of Transportation
- Bruce Belzowski, UMTRI

g. Convention Logistics
- Jeff Pressman, ConvExx

h. The Competitive Convention Market
- Charles Johnson, Johnson Consulting

December Meeting Preview
Committee Member Comments
Public Comment

Adjournment

NOTE (1) THIS AGENDA HAS BEEN POSTED NO LATER THAN THREE WORKING DAYS
PRIOR TO THE MEETING AT THE FOLLOWING LOCATIONS:

oS 3I—mFTmSQ@hoo0 T

GOED, 808 W. Nye Ln, Carson City, NV

Sawyer Building, 555 E. Washington Avenue, Las Vegas, NV

Nevada State Library, 100 N. Stewart St., Carson City, NV

Nevada State Capitol, 101 S. Carson Street, Carson City, NV

LVGEA, 6720 Via Austi Parkway., Suite 130, Las Vegas, NV

City of Las Vegas, City Hall, 400 East Stewart Avenue, Las Vegas, NV

City of North Las Vegas, City Hall, 2250 N. Las Vegas Boulevard, North Las Vegas, NV
Clark County Government Center, 500 S. Grand Central Parkway, Las Vegas, NV
City of Boulder, City Hall, 401 California Avenue, Boulder City, NV

City of Henderson, City Hall, 240 Water Street, Henderson, NV

City of Mesquite, City Hall, 10 E. Mesquite Boulevard, Mesquite, NV

Lincoln County Regional Development Authority, P.O. Box 1006, Caliente, NV

Nye County Regional Economic Development Authority, P.O. Box 822, Pahrump, NV
GOED website www.diversifynevada.com

Nevada Public Notice website http://notice.nv.gov

NOTE (2) Persons with disabilities who require special accommodations or assistance at the meeting
should notify Lynne Taylor-Bullock, Governor’s Office of Economic Development, 555 E. Washington
Ave., Suite 5400, Las Vegas, Nevada 89101 or by calling 702-486-2700 on or before the close of
business two business days prior to the meeting date.

NOTE (3) The Committee reserves the right to take items in a different order, combine items for
consideration and/or pull or remove items from the agenda at any time to accomplish business in the
most efficient manner.



NOTE (4) All comments will be limited to 3 minutes per speaker. Comment based on viewpoint may
not be restricted. No action may be taken upon a matter raised under the public comment period unless
the matter itself has been specifically included on an agenda as an action item. Prior to the
commencement and conclusion of a contested case or quasi-judicial proceeding that may affect the due
process of individuals, the Committee may refuse to consider public comment. See NRS 233b.126.

NOTE (5) For supporting material please contact Lynne Taylor-Bullock, 555 E. Washington Avenue,
Suite 5400, Las Vegas, Nevada 89101, (702) 486-2700, ltaylor@diversifynevada.com. Materials may
be obtained at the following public locations: Governor’s Office of Economic Development, 555 E.
Washington Avenue, Suite 5400, Las Vegas, Nevada 89101 or Governor’s Office of Economic
Development, 808 W. Nye Lane, Carson City, Nevada 89703.
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SOUTHERN NEVADA TOURISM INFRASTRUCTURE
COMMITTEE MEETING
September 24, 2015

The meeting of the Southern Nevada Tourism Infrastructure Committee was called to
order by Chairman Hill at 9:00 a.m. in the Blasco Event Wing at the UNLV Foundations
Building.

1. ROLL CALL/CALL TO ORDER/ESTABLISH QUOROM
BOARD MEMBERS PRESENT

Mr. Steven Hill, Committee Chairman

Dr. Len Jessup, Committee Vice Chairman

Ms. Carolyn Goodman, Mayor of City of Las Vegas

Ms. Kristin McMillan, President and CEO of the Las Vegas Metro Chamber of
Commerce

Mr. Tom Jenkin, Global President of Caesars Entertainment

Mr. Bill Noonan, Senior Vice President of Boyd Gaming

Mr. William Hornbuckle, President of MGM Resorts International

Ms. Kim Sinatra, Executive Vice President of Wynn Resorts

Mr. George Markantonis, President and COO of The Venetian and The Palazzo
Mr. Mike Sloan, Senior Vice President of Station Casinos

APPOINTED COMMITTEE MEMBERS ABSENT
Mr. Steve Sisolak, Chairman of the Clark County Commission
ADVISORY COMMITTEE MEMBERS PRESENT

Ms. Elizabeth Fretwell, City Manager of the City of Las Vegas

Mr. Donald Burnette, County Manager of Clark County

Ms. Rosemary Vassiliadis, Director of Clark County Department of Aviation

Ms. Tina Quigley, General Manager of Regional Transportation Commission of Southern
Nevada

Mr. Rossi Ralenkotter, President and CEO of Las Vegas Convention and Visitors
Authority

Mr. Guy Hobbs, Managing Director of Hobbs Ong & Associates

2. PUBLIC COMMENT: 9:04 a.m.
Mr. Ed Uehling feels people like ESPN and Live Nation need to be on boards such as the
LVCVA or SNTIC because they are the ones who are responsible for bringing the people
to Las Vegas.

There are no more public comments. Chairman Hill closes Agenda Item 2.
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3. ACCEPTANCE OF MINUTES FROM AUGUST 27, 2015: 9:06 a.m.

Chairman Hill opens the floor to any motion to accept or make changes to the minutes.
The acceptance of the minutes passes unanimously.

Chairman Hill closes Agenda Item 3.
CHAIRMAN/COMMITTEE COMMENTS: 9:07 a.m.

Chairman Hill reiterates the first five meetings of the Tourism Infrastructure Committee
are centered on the five major topics the committee has been asked to address. He
apologizes that the meetings for the next three subjects will be long as they are very
important to the region and there is a significant amount of information that needs to be
reviewed in order to make recommendations to the Governor and the Legislature in the
summer of 2016. Chairman Hill points out that the role of the committee is to make
recommendations to the Legislature where public entities may need to engage in order to
ensure Las Vegas has the infrastructure necessary to remain competitive in its core
industry. It is not the committee’s role to choose between competing private interests for
facilities that may be built.

There are no more comments. Chairman Hill closes Agenda Item 4.
RESEARCH STAFF REPORT: 9:09 a.m.

Mr. Jeremy Aguero references the Staff Report and October Meeting Preview. The Staff
Report highlights some of the key statistics brought up from the meeting in August,
particularly focusing on how many people go through McCarran International Airport.
Measured by the origin and destination passengers, McCarran is the second-busiest
airport in the nation, serving as a lifeline to Las VVegas’s core tourism industry. Issues
discussed include the timeline for reaching the airport’s maximum capacity, risks
associated with having a single resource of jet fuel in southern Nevada, and the potential
need for a new airport at lvanpah. Mr. Aguero then highlights possible recommendations.
He notes that while lvanpah has been a significant part of the community dialog as it
relates to building airport capacity, in the near and mid-term, the community’s focus
needs to be on preserving the site and evaluating alternative funding options. He also
highlighted the potential of creating a pilot program to address taxi wait times at
McCarran International Airport.

Mr. Aguero then references the upcoming committee meeting on convention centers.
Southern Nevada is home to three of the top 10 convention centers in the United States
and has ranked number one in the trade show 200 for 21 consecutive years. Mr. Aguero
notes that southern Nevada has a larger visitor-based convention and meeting economy
than most markets have tourism economies in total, and the Las Vegas convention
industry adds significantly to economic output, wages and salaries paid, taxes collected,
and employment. Mr. Aguero acknowledges that other markets are seeking to be more
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competitive with Las Vegas and that technology advancements may have the potential to
adversely affect convention and meeting travel in the future.

A question was raised last meeting relative to the balance between the hotel rooms that
southern Nevada has in the development pipeline and the projections that Mr. Aguero
presented as a baseline relative to visitor volume. Mr. Aguero provides a projection
matrix that depicts potential room occupancy rates in southern Nevada and alternative
compounded annual growth rates for visitor volume for various periods into the future.
The matrix estimates how many additional hotel rooms would be needed to meet demand
under various alternative scenarios. Mr. Aguero states that the visitor volume projections
were shifted from a midpoint growth rate of about 2 percent per year to a midpoint
growth rate of about 1.25 percent per year. Notably, this is a decrease from where the
region grew last year and where expectations are for this year. This reduction is going to
mean that occupancy rates will need to exceed current levels, as the inventory of hotel
rooms in the development pipeline is insufficient to meet demand at current visitation
growth levels. The slower baseline rate of growth reduces total visitor volumes in the out
years of the projection period. Referencing the provided chart, there would need to be
11,272 additional rooms at the reduced rate of growth if occupancy rate were to remain
roughly stable. The goal is not to project this with a particular degree of precision but
rather try to provide a reasonable expectation in terms of the hotel room supply that is
going to have to come online to meet the demand that is expected within the southern
Nevada tourism market. Mr. Aguero states the other pages provided in the exhibit
illustrate the same projections out to 2050, ultimately estimating hotel room inventory
and McCarran International Airport capacity.

Mr. Hornbuckle states that room yield and average daily room rates are not a
consideration provided by the projection matrix. He notes that the industry is still down
about 15 percent in terms of hotel room yield, which is a critical consideration. Thus, the
market has to catch up in terms of pricing if any significant investment is going to occur.

Chairman Hill closes Agenda Item 5.
PRESENTATIONS: 9:20 a.m.

a. Importance of Major Events to Southern Nevada’s Tourism Economy
-Las Vegas Convention and Visitors Authority (LVCVA): 9:20 a.m.

Chairman Hill welcomes Mr. Rossi Ralenkotter from the Technical Advisory Committee.
Mr. Ralenkotter introduces Ms. Cathy Tull, the Senior Vice President of Marketing at the
LVCVA, and Mr. Kevin Bagger, the Director of Research at the LVCVA.

Mr. Ralenkotter states the LVCVA is the leading organization that establishes the brand
image of Las Vegas. Last year, Las Vegas attracted a record-breaking 41 million visitors
and is on track to increase that to 42 million visitors in 2015. The LVCVA looks to
market segments and activities to not only drive visitation but to also increase average
daily rates and returns. The LVCVA dedicates resources and sales efforts to various
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market segments in Las Vegas with the intent of expanding the amount of visitation and
exposure for Las Vegas as a destination.

Mr. Ralenkotter points out that there are three key market areas instrumental to growth in
southern Nevada. These include the meeting and convention market, international
travelers and special events. Mr. Ralenkotter emphasizes that the LVCVA has been very
successful in this effort. Mr. Ralenkotter points out that meetings and conventions
represent about 13 percent of the market share and international visitation represents
about 19 percent. Mr. Ralenkotter has charged his staff with taking international
visitation from 19 percent to 30 percent over the next seven years.

Mr. Ralenkotter moves on to the special events segment, which generates about 2.9
million visitor trips per year. The LVCVA has been in the special events business since
the late 1970s. Mr. Ralenkotter says components of special events are important in that
many of them are midweek, are capable of targeting slow periods during the year and
bring first-time customers to Las Vegas. Las Vegas Events (LVE) was formed in 1983 to
aid in creating a country-western experience around the National Finals Rodeo. Mr.
Ralenkotter suggests if this formula is emulated every time there is a special event in
town, it would translate into substantial economic growth for the tourism industry.

Mr. Ralenkotter states that in 1983, the state Legislature also enacted a 1 percent room
tax broken into two components: three-eighths of that 1 percent was provided to the state
for the funding of the Nevada Commission on Tourism and the other five-eighths of that
1 percent went to the convention centers in Reno and Las Vegas to fund the promotion of
special events. It was the only line item in the LVCVA’s budget that rolled over each
year. This agreement was in place for 16 years and generated $107 million for event
promotion. But since 1999, the Legislature redirected the five-eighths share to the school
district, eliminating this funding source from the LVCVA’s budget. Mr. Ralenkotter
stresses how important having this type of budget is for the state since other states, such
as Texas, have a budget specifically for special events that allowed them to compete for
and almost capture the National Finals Rodeo last year.

Mr. Ralenkotter moves on to say the LVCVA and LVE have a multilayered approach.
LVE works through the LVCVA promoting sponsorships, doing some production of
special events and going out to prospect new events for Las Vegas. The LVCVA looks at
destination and media-driven events that provide visitation. Currently, the LVCVA
provides $7.5 million to LVE for the sponsorship and promotion of events, while
investments in LVCVA funded events are at $1.5 million and media-funded events are at
$5.4 million. The LVCVA and LVE generate about 1.3 million attendees annually for
special events and provide and estimated economic impacts of $660 million per year,
with most of the events held during the weekends.

Mr. Ralenkotter states that Cashman Center is a community center that opened in 1983
and is owned and operated by the LVCVA. There were 203 events at Cashman last year,
which generated a little over 440,000 attendees. The LVCVA has an agreement with the
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City of Las Vegas for the redevelopment of Cashman to maximize the acreage of the
center.

Chairman Hill opens the floor to questions.

Mr. Markantonis asks about where Mr. Ralenkotter is looking to increase international
travel to 30 percent over the next seven years. Mr. Ralenkotter believes international
travel and special events have the largest growth potential for the future. The LVCVA’s
goal is to surpass the 2007 peak for meeting and convention delegates. The increase in
international visitors is predicated on the amount of potential air lift that has increased
materially in Las Vegas in recent years. Mr. Markantonis then asks why the addition of
meeting facilities is necessary if we are still a million delegates short of the peak from
2007. Mr. Ralenkotter states many of the conventions and trade shows that want to come
into the destination are prohibited due to lack of space since the market has multiple
shows wanting to come into town during the months of January through May, October
and November, but are unable to be accommodated.

Chairman Hill asks for clarification on the math regarding the international growth
increasing from 19 to 30 percent. Mr. Ralenkotter states some reasoning behind this
increase includes countries such as China and Brazil that are allowing more visas, and
Las Vegas is the fastest-growing destination in the nation as far as new international
airplane seats. Trade shows also bring in a large international crowd. The LVCVA is
always looking to improve the mix of visitors, as international visitors stay longer and
spend more money as compared to traditional leisure travelers.

Chairman Hill asks about the potential of implementing a state-funded source for a
special events budget again. Mr. Ralenkotter estimates the budget would probably be
around $20 million today if the LVCVA still had the special events fund. The challenge
with not having this budget is that there is a competitive disadvantage, when competing
for large events with states like Texas that have such fund. The significant feature to the
budget that was allocated by the room tax was that it could not be used for anything
besides event promotion and it rolled over so it could then be projected forward for future
events. For Las Vegas to compete in the future there needs to be some funding
mechanism either through the LVCVA or the state.

Mr. Markantonis asks for clarification on if any of Las Vegas’s facilities are big enough
to attract large sporting events. Mr. Ralenkotter says that the region has constraints on
sporting events, facility size, and being able to cover the cost of bringing these types of
events to southern Nevada. Bigger sport facilities and arenas would allow for more
events, but there is a cost involved in that venture that needs to be discussed.

Chairman Hill closes Agenda Item 6a.

b. The State of the Events Market
- Las Vegas Events: 9:53 a.m.
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Mr. Pat Christenson, President of Las VVegas Events, discusses the evolution of venues
and events in Las Vegas and how LVE works with the LVCVA to secure events. The
key selling factor for Las VVegas is when an event is being produced here, it is being
produced for the world. This unique feature helped form a partnership between the event
and the community that allowed large events like the National Finals Rodeo to make
southern Nevada their long-term home.

Mr. Christenson states the LVCVA does research on each event by surveying the crowds.
At the end of the month, LVE’s board reviews the impact of the event from an economic
return perspective. Criteria used for deciding what event LVE will work to develop and
promote include those that are located at a neutral site, have a strong brand following,
possess a sponsorship component, generate 30,000 incremental room nights, occur during
off-peak weekends and mid-week, and have strong growth potential for visitors and hotel
partners. The LVE board aims to work with the promoters to bring the event to southern
Nevada and develop the event in the hopes that will be successful and self-supporting in
to the future.

Mr. Christenson reiterates that the funding for LVE sponsorships comes through the
LVCVA. The primary role of the LVE’s marketing department is to support not only the
events that LVE produces but also the events their partners are producing. LVE created a
signature event process where they work to connect event producers with the hotels and
work with the hotels to do spin-off events.

Mr. Christenson offers there are about 10 events that Las Vegas is unable to host due to
the lack of venue. Mr. Christenson states that the one component Las Vegas is missing is
a stadium.

Chairman Hill asks if there are any questions.

Mr. Noonan asks how the LVE plans to keep Sam Boyd a relevant facility should a new
stadium be built in the future. Mr. Christenson feels it would still be useful even though
some of the events will shift to new venues.

Mr. Sloan raises a question on the source for financing a stadium and what revenue it
might generate. Chairman Hill says there will be a meeting in the spring dedicated to
financing and the recommendations the committee may have for this.

Mayor Goodman asks about the size of property being considered. Mr. Christenson
references 40 to 100 acres in order to include the parking that would be needed. He also
feels it would take about three years from design to completion. Transportation will
always be an issue that will require a master plan for moving people throughout the city.

Mr. Jessup asks if Mr. Christenson believes Las Vegas would be pulling away some of
these events from other cities if it simply had a comparable venue. Mr. Christenson does
believe that Las Vegas can attract events now taking place in other cities if the
community had a large, modernized venue in a prime location.
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Mr. Hornbuckle asks what types of events LVE wants to bring to the market. Mr.
Christenson says LVE is working on targeting five to six events and talking with the
LVCVA about how to fund them. LVE is not thinking about events that cost $5 million,
but less expensive events are being considered as long as Las Vegas can provide the
infrastructure and funding for them.

Chairman Hill closes Agenda item 5b.

c. Major Operator Perspective:
- MGM Resorts International: 10:53 a.m.

Mr. Mark Prows, Senior Vice President of Arenas for MGM Resorts International, Mr.
Rick Arpin, Senior Vice President and Corporate Controller for MGM Resorts
International, and Mr. Chris Baldizan, Senior Vice President of Entertainment for MGM
Resorts International, give an overview from their perspective as a major operator of
arena and festival venues in Las VVegas. Mr. Arpin feels that entertainment events in
particular are a key driver of the southern Nevada tourism industry. Mr. Arpin states that
MGM has been an entertainment innovator due to its partnerships with Cirque du Soleil
and the introduction of venues for large-scale festivals. The venues in Las Vegas
generate significant economic impact and drive increased visitation, but growing the
volume and quality of events is imperative to increasing visitation. Special event visitors
are typically international visitors who stay longer and spend more money than a standard
leisure visitor.

Mr. Baldizan introduces himself and discusses the logic behind the investment MGM has
made for multipurpose, outdoor festival grounds. In 2012, MGM invested $4.5 million in
15 acres of land that is directly across the street from the Luxor, referred to as Las Vegas
Village. It has now hosted more than a dozen events. The essence of the festival grounds
is to allow for unique experiences that have the potential to drive large, diverse crowds
over a defined period of time.

In 2013, Rock in Rio brought its brand to North America for the first time, and the most
important factor in that decision was the venue. MGM developed approximately 43 acres
of land next to the SLS, referred to as the Las Vegas Festival Grounds. The venue is on
Las Vegas Boulevard within close proximity to the resort corridor and downtown and has
a capacity of 85,000 attendees. Rock in Rio is further evidence of large-scale events that
have the potential to financially impact the economy long term and attract new visitors to
Las Vegas. In regards to transportation, statistics show 38 percent of attendees walked
from their hotel, 23 percent took the monorail and 19 percent came via taxi. For these
venues to be successful they must be treated as community venues that are available for
use by all parties. Also, for event producers to have a successful event, it is imperative
that events are supported by the community.

Mr. Prows states that the end of this year will mark the 22" anniversary for the Grand
Garden Arena and at that juncture MGM will have hosted about seven million guests to a
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variety of 900 events. Additionally, during the past 17 years, Mandalay Bay Events
Center has hosted 2.7 million fans at about 600 events. These events feed the economic
engine and create room lift for all the properties across the resort corridor.

Mr. Prows notes that MGM is in the process of building the Las Vegas Arena with their
partner AEG. This new $375-million arena is on time and budget for a spring 2016 grand
opening. In the design process, MGM has studied many arenas around the world and
feels they have established a best-in-class venue. This also ensures that Las Vegas is
ready for a major league arena sports franchise. MGM’s strategy for this arena is to
provide a neutral site in the resort community. They want their resort customers to have
the same access, experience and availability to premium products at the new arena. Mr.
Prows states the estimated economic impact with the new adjusted Live Entertainment
Tax regulations is expected to be $600 million while attracting 1.2 million visitors
annually. MGM plans to maximize the programming of this flexible venue with events
that complement the programming of their other venues and increase visitation across the
board.

Mr. Arpin states that MGM is looking to grow the number of events significantly for their
three arena venues and two festival sites. However, MGM believes the entire community
needs to rally around these events and participate in order to make them a success. The
Las Vegas Arena is a neutral site in an effort to achieve that goal, and they have many
hotel partners who have purchased premium seating. Another benefit to the arena being a
neutral site is MGM will be able to sell blocks of tickets with promoters alongside all
other premium providers. Mr. Arpin asserts that MGM’s role is to provide an excellent
guest experience and ensure everyone has access to the venues. MGM wants to involve
the promoters, artists and managers to help elevate guest experiences.

MGM is working on creating a traffic and parking plan. Their traffic plan for Rock in
Rio, which had no parking spaces, worked very well and was an example of a great
partnership with the community.

Mr. Arpin states MGM believes there needs to be a stronger economic incentive structure
to entice major event producers and events need to be funded in a dedicated way. MGM
expresses there is a need for enhanced transit options. Mr. Arpin believes that although
there is a need for enhanced transit opportunities, focusing on interim solutions can
alleviate some issues, such as moving pedestrian and vehicle traffic around the resort
corridor as well as the proper management of future ridesharing. Long-term projects
include expanding the Interstate 15 corridor and the Interstate 11 project into Phoenix to
open travel for new markets.

Mr. Aprin comments on Nevada’s limitation to put a private name of a sponsored venue
on a federal highway, which hinders trying to promote events in these venues.

MGM will use its influence and scale to try to grow this market and cultivate business
partners with entities that share the same vision, while growing the economy through
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increased visitor volume by bringing events to Las Vegas. MGM proposes that greater
funding be dedicated by LVCVA and LVE to event procurement and sustainability.
MGM supports further development of McCarran and investigation of a high-speed rail
between Las Vegas and California. They also support the addition of entertainment
venues where appropriate. They do feel there is a need for a larger venue if it has the
right capacity and proper financing.

Chairman Hill opens to floor to questions.

Ms. McMuillan poses a question of what sources of revenue places like Texas and Orlando
are using for similar funding mechanisms. Mr. Aprin suggests that it is typically hotel
room tax, car rental type fees and any sort of targeted sales and other tax in the area of the
facility. The private portion often comes from a team owner, which Vegas would not
have. One thing Texas has done is that they have made it more of a partnership through
economic impact and room rate lift from the promoters.

Chairman Hill asks how frequently MGM thinks events will be at the outdoor facilities.
Mr. Baldizan states it will be reasonable to have three to four large-scale public events in
the spring and in the fall. The use of these venues for private events such as conventions
has not yet been ventured.

Chairman Hill asks if there is a generally accepted definition of neutrality. Mr. Arpin
conveys that it means everyone has access to the venue. At the Las Vegas Arena, when
they went to sell premium seating, they put it out to all the gaming resort companies first
before they went to other companies or other individuals. They made sure that local
casino operators would be treated equally. The general signage will include 10 or so
founding partners along the concourses, but a customer of any resort company will not
see another resort company’s signs in those locations. The resorts may sponsor events
but there are specific guidelines in place to be considerate of the goal of keeping access
for everyone.

Chairman Hill thanks MGM for their presentation and welcomes the
representatives from the University of Nevada, Las Vegas.

- University of Nevada, Las Vegas: 11:41 a.m.

Gerry Bomotti, Senior Vice President of Finance and Business, and Don Snyder,
Presidential Advisor for Strategic Initiatives, are introduced by Mr. Jessup. Mr. Jessup
highlights that at UNLV they aspire to have an impact and be a top-tier university. They
are currently on a landlocked campus without room for expansion. UNLV has an
opportunity to obtain a 42-acre parcel that is the only large, contiguous piece of ground in
close proximity to the current campus. Mr. Jessup states that UNLV is currently in the
process of purchasing the parcel and hopes to conclude this process by the end of fall, but
it needs approval from the Board of Regents to purchase that land. UNLYV needs the land
for a variety of purposes, one being to build a large stadium for the football team. UNLV
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also needs research and teaching space, as well as additional housing for students and
services for those students.

Mr. Bomotti states that the Thomas & Mack facility generally ranks in the top 10 to 15
nationally for commercial events and in about the top 25 internationally. The venue
generates about $33 million in gross revenue every year, and 16 percent comes from
UNLYV activities. The Thomas & Mack and Sam Boyd activities generate revenue for the
university that goes back to support UNLV athletics. Without those venues, UNLV
athletics would lose about $5 million a year. Renovations to Thomas & Mack were
estimated at $72 million as it is a 32-year-old facility. Sam Boyd recently widened the
field, so it was regulation for rugby and soccer; it also received new turf that is certified
for rugby, soccer and football.

Mr. Snyder reviews the recent history of trying to establish a new UNLV stadium. It
goes back a little over five years with conversations starting with Majestic Realty
(Majestic) engaging in possibilities with the university. Majestic had spoken with a few
members of the UNLV Foundation and approached the president about a stadium. The
initial conversations were focused on a facility modeled after a flexible seating stadium,
but that idea quickly morphed into a domed stadium that could seat 50,000 to 55,000
attendees. Mr. Snyder states that these discussions took place in 2013, but the university
ultimately ended its relationship with Majestic due to the project needing to have broader
engagement with the resort industry and community.

Mr. Snyder shows that adding 42 acres on top of the 330 acres that the current campus
has as its footprint will be a substantial increase. The proximity to the Las Vegas Strip
makes the location attractive for connecting to the community. Mr. Snyder states the
county land is restricted as to what can be constructed on it. However, the addition would
not only provide an important and effective bridge from the main campus to the new
parcel, but it would also enhance the visual experience during the transition from and to
the adjacent airport.

The benefits of a new stadium include stimulating employment and economic impact,
and providing a neutral site for larger events. It will allow them to attract new special
events and provide media exposure for Las Vegas. Mr. Snyder stresses that in order to
have a great community, there needs to be a great university connected to it, and a new
stadium would be part of that. Building a new stadium is fundamental to UNLV’s plan to
become a top-tier university, but it would have to be a public-private partnership. The
business model would also require help from the state.

Mr. Snyder shows a quote from Dr. Mark Rosentraub, a leading academic in sport
facilities. Mr. Rosentraub typically argues against these types of facilities being
developed in a public-private partnership. However, in his quote presented by Mr.
Snyder, Mr. Rosentraub notes why a new stadium would be beneficial for Las Vegas,
justifying Mr. Snyder’s argument.

Chairman Hill opens the floor to questions.
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Mr. Markantonis poses a question in regards to the report by Dr. Mark Rosentraub about
whether the stadium would add to economic activity or whether it would just reposition
economic activity by taking it away from something else in the state. Mr. Bomotti states
that Las Vegas is unique and creating a new venue would add incremental activity in
terms of new and larger events. If Las Vegas does not have the adequate venue for an
event, Las Vegas will in essence lose it to Dallas and other places that are capable of
hosting these larger events.

Mr. Sloan states that it is increasingly important to understand the sources of financing,
especially since taxes have already been created and raised during the last legislative
session.

Mr. Hornbuckle raises a question regarding the scale and scope of the stadium UNLYV is
dedicated to building. From a community point of view, Mr. Snyder feels that if the
university is going to build this facility, there is an obligation do it in a way that
maximizes the value to the community and the resort industry. A facility that is large
enough to attract these types of events while meeting the community’s needs over the
next 30 to 40 years needs to be a facility that can seat 55,000 to 60,000 people. Mr.
Snyder cannot imagine building a facility in Las Vegas that is not covered. One
advantage he finds is that Las Vegas does not need the NFL dictating economics, and
UNLYV would prefer to partner with the resort industry and community with hopes that in
the future NFL events such as the Super Bowl would come to Las Vegas.

Ms. McMillan asks what the remaining charge is of the CIAB (Campus Improvement
Authority Board) between now and when the Legislature meets in 2017. Mr. Snyder says
the Legislature continued the CIAB and the membership for an additional two years with
the charge to produce a report by September 30, 2016, so the 2017 Legislature could act
on it as they did in 2015. That committee is informally scheduled to start meeting in
early 2016, which was positioned prior to the executive order that created the SNTIC. He
feels it would confuse the process to have two groups who do not collaborate, and he
feels they need a way to come together.

Chairman Hill asks if there has been a significant traffic study done in regards to plans
for a UNLV stadium. Mr. Snyder says there were substantial consultants involved and
studies done on traffic and airport-related issues, and he would be pleased to provide that
information.

Chairman Hill closes Agenda Item 6c.

d. Competitive Landscape: 1:01 p.m.
Mr. Bill Rhoda is the President of Legends Global Planning and has worked on the
majority of professional sport arenas, including 31 of the 32 NFL stadiums that have been

built in this country, and over 75 collegiate athletic venues. For Las Vegas, there are
about two million people in the consolidated statistical area. This is important when
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talking about venues in this marketplace. Dallas, Houston, Indianapolis and New York
would be the competition for the type of non-recurring major stadium events that Las
Vegas would compete with. From a market perspective of collegiate facilities, Las Vegas
would compare with north Texas, Minnesota, and Texas A&M.

Las Vegas is a small market in terms of population and corporations but it has a unique
nature when looking at the industry jobs, specifically the percentage of jobs in leisure and
hospitality. The volume of out-of-town visitors is something most other competitive
locations do not have; it is a competitive advantage for southern Nevada. The number of
hotel rooms also separates Las Vegas in regards to infrastructure. Las Vegas has an
abundance of small- to mid-sized arenas, but the one thing missing is a large-sized venue.
Thomas & Mack has 17,000 seats, Cox Pavilion has 2,500 seats, Sam Boyd has 34,000
seats, Orleans Arena has 9,000 seats and the new MGM arena will open up next year with
20,000 seats. About 84 percent of the revenue for Thomas & Mack, Sam Boyd and Cox
is from non-UNLYV events.

In terms of comparable venues, Las Vegas is ranked 31% in the country in terms of
population for top markets and is the largest market that does not currently have a
professional sports franchise. In fact, the majority of other markets have multiple sports
franchises, which suggests Las Vegas’s has the ability to support an NHL or NBA team.

The public-private funding allocation for NBA and NHL venues differ dramatically
around the country. Square footage of these buildings is important to ensure the
accommodation of an NBA or NHL team. The average size is about 700,000 square feet.
The cost of these buildings has increased greatly, so venues had to reduce their square
footage.

Some of the comparable buildings that compete for major events that could occur in Las
Vegas include AT&T Stadium in Arlington, Texas, which does four to five concerts per
year, college football, WWE and soccer games. The capacity of this building is less than
80,000 but can go up to 100,000 with temporary seating and standing room. It is a three-
million-square-foot building, which makes it one of the largest buildings in the U.S., and
it was built for about $1.2 billion in 2009. The City of Arlington contributed 36 percent
of the actual debt. AT&T Stadium hosts anywhere from 12 to 20 major ticketed events
that draw a significant amount of people into the Dallas-Fort Worth metroplex who in
turn spend a great deal of money.

Mr. Rhoda points out University of Phoenix Stadium as a neighboring competitor for the
types of events in this area. The stadium is a 62,000-seat venue and about 1.7 million
square feet. The facility was built for about $443 million before costs started to escalate.
The majority of this stadium was publicly financed.

The competition nationally for comparable types of events for convention centers
includes about 14 venues. The important thing is that most of the markets are planning
an expansion or renovation to their buildings. In terms of prime exhibition space,
Chicago ranks first at 2.6 million square feet and is building an arena attached to the
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outside of the convention center that will be operated by the center. The Las Vegas
Convention Center ranks third with 1.9 million square feet of prime exhibit space.

Ballroom space is something the Las Vegas Convention Center does not have, whereas
others do. Mr. Rhoda stresses that meeting space is becoming incredibly important.
Orlando has 420,000 square feet of meeting space while Las VVegas has 242,000 square
feet. When looking at the comparison to the industry, Las Vegas is much higher both in
exhibition space and meeting space, but it lacks the ballroom space.

One of the critically important things when any community thinks about the expansion
and development of a convention center is its ability to accommodate the events through
the hotels. Las Vegas has the highest hotel inventory within a half-mile of the Las Vegas
Convention Center.

Mr. Rhoda states the reasons for why communities build these large facilities are for
professional sports, economic impact and value these teams bring. Las Vegas is different
in that it has the ability to leverage and capitalize on events unlike other markets. People
stay longer, thus are more likely to come and spend more money. The economic impact
we see from these types of venues is significantly higher in Las Vegas than in any other
market.

Looking at the Las Vegas Arena, the construction period will produce 1,500 direct jobs
and wages of almost a half-billion dollars in the local community. On an annual
recurring basis, it will generate about $600 million of total economic activity, including
direct spending, and indirect and induced impacts, and that generates about $43 million
of public tax revenue for the community.

The convention center has the largest impact, at about $1.6 billion on the local
community and the expansion would provide an extra $700 million of economic impact.
The loss of one mid-sized tradeshow equates to about a $72 million economic loss for the
local community.

A domed, multipurpose stadium will generate more economic activity than an open-air
stadium. From the construction perspective, a domed building would cost almost $900
million and an open-air stadium about $700 million. Between 4,700 and 6,000 jobs
would be created during the construction period, and personal income would be about
$337 to $430 million depending on the type of venue that was built. In regards to annual
recurring economic impact, a domed stadium would bring in about $677 million and an
open-air stadium would generate approximately $276 million in economic impact. There
is a variance of about $401 million because the domed stadium has the ability to do large
non-recurring events year-round that have a significant amount of people coming directly
because of those events. From a tax standpoint, about $37 million would be generated on
an annual basis for a domed stadium and $15 million for an open-air venue.

Chairman Hill opens the floor for questions.
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Mr. Hornbuckle asks what type of stadium Mr. Rhoda thinks the community needs and at
what scale. Mr. Rhoda does not think the community needs another arena. He does
believe the community’s need would be placed in a multipurpose stadium that could
accommodate UNLV’s events, as well as a convention center expansion. Both of those
projects would have a significant impact. The size and magnitude will come down to
financing. A domed stadium could do more events given the nature of the Las Vegas
market.

Mr. Sloan asks what percent of people who attend these stadium events live locally. Mr.
Rhoda states the majority of NFL buildings are bringing in locals whereas about 10 to 20
percent come from out of state. If UNLV becomes part of a power conference, he thinks
the university would see a significant increase in attendance since the travel for those
teams would be much more significant in this market than any other market. Third-party
events would have a much higher percentage of non-local people here than other
buildings around the country.

Mayor Goodman asks if there will be a change in what the younger generation looks for
in terms of types of sports. Mr. Rhoda highlights that millennials are one-fourth of our
population and their average income is $30,000. Sport teams are having to cater to this
by downsizing buildings and changing how they attract younger consumers. Mr. Rhoda
IS not seeing a dramatic change in which sports are leading. The NFL still routinely sells
out with the NBA being second. The league that is growing the most and probably
attracts a significant amount of millennials is Major League Soccer.

Mayor Goodman asks how many football stadiums are convertible to soccer-size fields.
Mr. Rhoda says they are all convertible, but it is just a question of what impact it has on
the field width. The real problem with newer buildings that accommodate MLS teams is
their capacity of 60,000 to 70,000 seats. The average MLS building is only about 18,000
to 20,000 seats.

Chairman Hill poses a question regarding any trends in analysis for specific locations that
make sense from a cost-benefit standpoint. Mr. Rhoda says a lot of stadiums are built
because of the leverage professional teams have. This would make Las Vegas unique in
that there is not a specific team driving the decision to build a stadium, which will allow
the facility to have a much more significant impact on the economy than those venues do
in other markets.

Chairman Hill closes Agenda item 5d.
e. Event Promoter Panel: 1:38 p.m.
The panelists include Ken Hudgens with Feld Motor Sports, Rob Cornelius with USA

Sevens-Rugby, Kurt Melien with Live Nation, John Nelson with AEG Live and John
Saccenti with ESPN Events.
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Mr. Hudgens is with Feld Motor Sports, a division of Feld Entertainment, which
produced of Siegfried and Roy for several years and bought what was the motor sports
division of Live Nation in 2008. Feld Motor Sports is comprised of two touring events
Monster Jam and Super Cross. Feld Motor Sports does 200 events every year in nearly
every major market, including 45 stadiums in the U.S. and abroad. They have been doing
motor sports events in Las Vegas for over 20 years and currently produce three
championship events at Sam Boyd Stadium. On average, they will bring in 100,000 paid
spectators, 95 percent of those will come from out of state, generating an economic
impact of $100 million per year.

Mr. Rob Cornelius brought the USA Sevens to Las Vegas from San Diego five years ago.
Their platform is global, so they start on a multi-tiered level working with world rugby on
how they can promote the Las VVegas market. The rugby brand and series is now in 10
countries and is the fastest-growing sport in America. Right now Las Vegas is their
biggest event. Last year USA Sevens had over 75,000 attend with over 28 percent from
outside of the United States market. USA Sevens had no broadcast partner when they
first came to Las Vegas but now are partners with NBC Sports that allows the games to
be viewed in over 400 million homes in 147 different countries.

Mr. Cornelius states the USA Sevens work with USA Rugby, the governing body, to
draw more international fans. In Las Vegas, USA Sevens host spin off events that center
on the growing culture of their events. With the globally growing interest for this sport,
there is potential for teams to come to the United States, but they need adequate venues to

play in.

Mr. John Saccenti is the executive director of the Las Vegas Bowl and also an employee
of ESPN Events. Las Vegas Bowl was created in 1992 by a group of individuals who
were trying to fill a window when people were not traveling to Las Vegas. After roughly
11 years, ESPN Events formed and bought the bowl game from the Las Vegas
Convention and Visitors Authority. Since the bowl game was acquired, ESPN Events
has now grown to 25 events across the country that are owned and operated. Fifteen of
those are football events; 13 are bowl games. They also own 10 basketball events, which
are three- to four-day events, but there are a couple where they do a champion classic,
rotating between two cities.

Mr. Nelson describes AEG as an international venue operator and developer with three
different subsidiary companies. The division he has worked for in Las Vegas for the last
15 years is AEG Live, which produces festivals around the world, concert tours and long-
term resident shows in Las Vegas. AEG has over 14 years in Las Vegas events, primarily
at the Colosseum and Caesars Palace and has attracted nearly eight million visitors to Las
Vegas with over $1.5 billion in direct spending on the shows. AEG has also recently
engaged with MGM in building the new Las Vegas Arena.

Mr. Melien from Live Nation describes the company as the largest concert promoter in
the world broken up into three divisions: the concert promotion division, the artist
management division and Ticketmaster, the dominant ticketing platform around the
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world. Live Nation has about 250 major artist managers who operate under Live Nation
regularly for concerts and concert promotion. They do about 40 million tickets in North

America a year and about 25,000 events. Live Nation produces and promotes events at

the Axis Theater and delivers about 35 to 40 shows across the city.

Mr. Christenson asks panelists to address their challenges with the current stadium and
how they would see their events expanding if there was an updated stadium.

Mr. Hudgens states that Sam Boyd has no capacity for championship events with room
for only about 30,000 attendees. One way for Feld to drive revenue is to increase the
average ticket price. For Monster Jam the average ticket price domestically is $18, but in
Vegas it is $100. For Super Cross the average ticket is $30, and in Vegas it is $85. This
price fluctuation is not going to allow the events to prosper long-term. Also, they are
spending a great deal of money to create an infrastructure in order to produce these
events on the stadium footprint. Mr. Hudgens expresses that there is not any funding for
events like theirs long-term.

Capacity wise, Mr. Hudgens’s company is looking for something similar to Lucas Oil
Stadium. It has a retractable roof, artificial turf that is ideal for event flexibility, great
amenities and a convention facility attached to the stadium. Having enough room outside
the stadium to activate and allow the event to expand is vital. Mr. Hudgen’s would put
capacity ahead of amenities. A 60,000 to 70,000 seat stadium is optimal. This would
allow them to grow their event from 30,000 to 70,000 attendees immediately just because
they can lower ticket prices.

Mr. Saccenti feels having a larger stadium is key. The Las Vegas Bowl has hit a point
where it cannot grow any more. The price to secure conference teams is increasing, and
the bowl is paying $3 million for the teams to come to Las Vegas. The lack of capacity
has also hindered the event from growing their business in Las Vegas. They need more
seats to sell tickets at an affordable price in Las Vegas. ESPN Events would like to make
Las Vegas a neutral field championship game site and they cannot do that with the
existing facilities. It is very difficult hosting an event at Sam Boyd because attendees get
dropped off by cab and the cabs cannot pick them back up.

Mr. Saccenti feels the stadium absolutely has to be covered due to the climate, with the
ability to seat about 50,000 to 55,000. Having the amenities, suites and club levels is
critical to maximize revenue. ESPN Events has 25 events throughout the country and
have no problem selling the most expensive tickets.

Mr. Nelson feels that Las Vegas has not had a rich history of large-scale outdoor music
events. One reason is the nature of the facility at Sam Boyd and its lack of capacity, but
another reason involves the inherent pressure to downsize entertainment events to
accommodate smaller facilities in Las Vegas in an attempt to create intimate and unique
experiences for fans. The development of a new stadium in Las Vegas could expect three
to five large-scale outdoor concerts per year.
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Mr. Melien feels that the current trend for outdoor festivals does not look like it will
change.

Chairman Hill opens the panel to questions.

Mayor Goodman agrees with the panel that there needs to be an easily accessible venue,
which can host events that younger generations can afford. We need to be building for
future generations.

Mr. Noonan asks what percentage of college students use these facilities for their events.
Mr. Hudgens says when Monster Jam is playing at college stadiums a majority of
attendees are students because it is close to campus and not very expensive.

Mayor Goodman speaks of trying to get a soccer franchise, which fell through. She feels
that there is a lot of public support and there is a need to go to the public who live off the
tourist dollar and educate them on these issues, as other cities want this business.

Chairman Hill asks if there is a certain place the panel would want a stadium as far as
location. As close to the Strip as possible is the consensus among the panelists.

Chairman Hill closes Agenda item 5e.
f. Downtown Events Center/Stadium Panel: 2:44 p.m.

Mr. Bill Arent is the Economic and Urban Development Director for the City of Las
Vegas. Downtown is seeing a surge in attraction from both locals and visitors. As far as
promoting, Downtown Las Vegas is diversifying its entertainment experience, including
Fremont East entertainment district and Symphony Park. Fremont East is a six-square-
block area; it is unique in that it does not have gaming. It is an entertainment district with
taverns, nightclubs and restaurants. Mr. Arent states that Fremont East now has more than
70 business in the district. The Freemont East Entertainment District is comprised of six
blocks that focuses on bringing music events downtown, such as Life is Beautiful.

Almost 90 percent of the visitors to the Neon Museum are from out of state, accounting
for 85,000 visitors this past year. The Mob Museum brings in over 270,000 visitors
annually with over 80 percent from out of state.

There are about 1.7 million visitors in the downtown corridor this past fiscal year. Mr.
Arent notes the city has been spending a lot of time coordinating where to invest in
assets. One investment is Cashman, which has the potential to be over 70 acres due to
the city owning a number of properties around the center. Cashman is home to the 51°s
baseball team, but given the condition of the facility, new investments need to be made.

Mr. David Abrams, Principal of Strategic Advisory Group, believes the most critical
factor to address is maintaining both the needs of the community and visitors. Mr.
Abrams stresses that revitalization and evaluating other key markets and how they
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embrace younger demographics is important. He notes that Las VVegas needs to assess
the market demand and identify the facilities needed as well as how to get people in and
out with ease. Orlando is a great market to compare to since it has an urban core
separated by its main draws, Disney World and Universal Studios. The investment that
Orlando has made to put sports and performing arts facilities in the downtown corridor
has helped to revitalize its downtown.

Mr. Laus Abdo, the Executive Director of AGP Capital, notes the City of Las Vegas will
explore new opportunities while working closely with the LVCVA. Mr. Abdo believes
the city needs to look to new events since the major competitor, Orlando, has already
eclipsed the 60 million visitor mark, which was the conservative projection in Las Vegas
for 2050. Mr. Abdo also notes that Las Vegas is seeing a younger demographic who
have particular interest in downtowns. Additionally, professional sports like soccer are
important because of its potential to attract visitors. Mr. Abdo believes a new soccer
stadium will be beneficial to Las Vegas because soccer has international appeal that can
bring more international flights while appealing to millennials. Soccer has the highest
draw of millennials than any other sport.

Mr. Abdo states that the Ader Group, an investment firm, is proposing to build a soccer-
specific stadium in downtown Las Vegas, and Cashman Field is an area of great interest
for them given that the 51s have made it known that they would like to relocate to
Summerlin. Additionally, the Ader Group is prepared to build a stadium to capitalize on
the growing popularity and demand for soccer locally, nationally and internationally. Las
Vegas is known for star power, so Mr. Abdo believes if they put the right star power on
the field, they are going to have fans that travel to Las Vegas to see top talent on the field.
The Ader Group is looking to privately fund a stadium, but their request is to have some
sort of public transportation station at that stadium that would allow them to get people in
and out efficiently while also connecting them to the airport, UNLV and the resort
corridor. They would also like to have some added capacity on the local roadways
leading to and from Cashman Field.

Mr. Jorge Cervantes, the Executive Director of Community Development for the City of
Las Vegas, states the city has implemented a mobility master plan study and is
concentrating on how to provide improved mobility downtown. Mr. Cervantes found the
amount of investment is about $3 billion but is concentrated in the downtown area such
as Interstate 15, which carries about 250,000 vehicles per day. Once improvements are
completed on Interstate 15, it will carry about 400,000 vehicles per day, and part of the
improvements is creating a new off ramp for the expressway to get directly to downtown.

The City of Las Vegas is working on creating a new interchange off of City Parkway that
would carry the third lane through and be able to better access downtown and Cashman
Field. Mr. Cervantes states the investment is about $50 million. Regional improvements
will include a light rail system to service the resort corridor and connect not only to
downtown but ultimately to Cashman, where there will be multi-modal transportation
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hubs. The city is pursuing a circulator that would provide service between the different
downtown districts free of charge.

Ms. Fretwell states that access is critically important to venues and events. The two
recommendations made for consideration are: (1) focus on the light rail transit system
that would include the Maryland corridor, the Las VVegas Boulevard resort corridor and
(2) a multi-modal transit hub at Cashman Center. Also, the connectivity along Interstate
15 is critically important as well as the interchange at City Parkway for additional
downtown access.

Vice Chairman Mr. Jessup opens the floor to questions.

Mr. Markantonis asks for specifics regarding the facility that the Ader Group plans to
build at Cashman field. Mr. Abdo states the total facility at Cashman Field proposed
would be a 22,000 seat, soccer-specific stadium with appropriate amenities. The Ader
Group is also proposing to redevelop the corridor as a mixed use masterplan and provide
attainable housing and amenities to support residents. Mr. Markantonis asks what the
build time would be for this facility. Mr. Abdo states that MLS is expected to begin
awarding franchises again in 2020. The build time on a stadium would be a couple years
after Las Vegas was awarded a team.

Mayor Goodman asks if Project Neon is fully funded. Mr. Cervantes states that it is and
they will begin construction in early 2016. It will take about three to four years to
complete all the improvements from Sahara to the Spaghetti Bowl.

Chairman Hill closes Agenda Item 5f.
g. Event Venues Have Many Forms Panel: 3:17 p.m.

Mr. Dale Eeles of Las Vegas Events introduces Steve Stallworth with the South Point
Arena and Equestrian Center, Chris Powell with Las VVegas Motor Speedway, and Andre
Filosi and Rex Berman with The Orleans Arena.

Mr. Powell says the core of his business and motor sports racing events promoted by his
company typically draw between 130,000 to 150,000 visitors. The economic impact has
consistently increased and hovered around $200 to $230 million per year. Mr. Powell
says the most interesting event at Las Vegas Motor Speedway has been the Electric Daisy
Carnival (EDC), which brings 135,000 attendees and has brought a substantial amount of
revenue to the valley.

Mr. Filosi indicates that the Orleans Arena initially focused on concerts, hockey and
community events, but has since evolved. The Orleans Arena now hosts an abundance of
diverse events such as curling. The Orleans Arena is preparing to announce that it will be
hosting a world curling cup, which will bring 80 teams to Las Vegas.
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7. CLOSING COMMITTEE BUSINESS: 3:54 p.m.

Mr. Stallworth says this year the arena and related facilities at the South Point will do 40
weeks of equestrian events that will drive about 40,000 room nights at the South Point.
The South Point also recently built two more competition areas as well as a bowling
facility. Mr. Stallworth says the South Point hosts the largest archery event in the United
States and two large BMX events that are the second-largest in the country. Their biggest
success is the World Series of Team Roping event that takes place during the National
Finals Rodeo and brings in 3,600 horses and paid out $10 million last year. With the
opening of the new bowling venue they are expecting around 95,000 bowlers for the
men’s competition.

Mr. Eeles asks the panel what challenges they face in their venues.

Mr. Powell states a current challenge at the Las Vegas Speedway is infrastructure, such
as accommodating traffic from Interstate 15. They need additional lanes on Interstate 15
as well as a spur around the National Guard armory from the Aliante direction toward
Speedway Boulevard that will help to get people from the west side of the valley to the
Las Vegas Speedway

Mr. Filosi says one of their challenges is getting content in their facility. It is difficult for
The Orleans Arena to compete with arenas that have more seating. Another challenge is
the Live Entertainment Tax and how it affects charitable organizations who come to
make profit at their event but taxes make this difficult.

Mr. Stallworth says the challenges faced by the South Point area include competing
markets in different cities that have state funds for equestrian events.

Mr. Powell brings up the Live Entertainment Tax that the state will be charging as of
October 1%, He thinks the state could have found a better way to enrich its coffers. Mr.
Powell also says that a second NASCAR race in the fall would benefit the local economy,
but Las Vegas Motor Speedway is also continuing to look for non-traditional revenue
sources.

Chairman Hill opens the floor to questions.

Mr. Markantonis asks how Las Vegas can appeal to millennials and if there are events
that the panel has recognized as being appealing to the younger generation. Mr. Powell
says that millennials clearly enjoy EDC as much as the Las Vegas Motor Speedway
enjoys hosting them. However, the younger generation is not enthusiastic about cars the
way they used to be. Thus, the motorsports industry in general is struggling to keep the
millennials’ attention.

Chairman Hill closes Agenda Item 5g.
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10.

Chairman Hill invites Mr. Aguero for a brief preview of the October meeting. Mr.
Aguero states the preview is in the packet he walked through earlier regarding
information on convention centers, and given the time he will not be going through that
in any additional detail unless Chairman Hill would like him to. He reminds everyone
that all materials are provided on sntic.org, which is the website for this specific
committee.

Chairman Hill closes Agenda Item 7.

COMMITTEE COMMENTS: 3:57 p.m.

There are no comments from the committee. Chairman Hill closes Agenda Item 8.
PUBLIC COMMENTS: 3:59 p.m.

There are no comments from the public.

ADJOURNMENT: 4:00 p.m.

MR. NOONAN MAKES THE MOTION TO ADJOURN THE BOARD MEETING.

MR. MARKANTONIS SECONDS THE MOTION. THE MOTION IS PASSED
UNANIMOUSLY.
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Pedestrian Movement in the Resort Corridor

The Las Vegas Strip is a one-of-a-kind pedestrian environment, regularly accommodating tens of
thousands of walkers concentrated along four miles of Las Vegas Boulevard. Walking along the Strip
remains a popular method of transportation for many visitors, despite long blocks that stretch a half mile
or more and the often lengthy distances between resort entrances. Pedestrian flow is restricted at many
locations because of narrow sidewalks and other infrastructure limitations. In Downtown Las Vegas,
heavy pedestrian movement is concentrated around the Fremont Street Experience and the Fremont East
Entertainment District. As visitor volume continues to grow, so will the challenges of moving a growing
number of pedestrians in the Resort Corridor.
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In 2014, 55 percent of visitors reported walking during their trips, according to the Las Vegas
Convention and Visitors Authority Visitor Profile Study. This figure represented an 11-year high (56
percent reported walking in 2003) and continued a three-year trend of near-50 percent walking rates.

Pedestrian traffic on Las Vegas Boulevard generally coincides with overall visitor peak periods. The
day of peak foot traffic is Saturday, followed by Sunday and Friday, while Wednesday has the lowest
pedestrian traffic, according to a 2010 study by Caesars International. The study also found that
September reported the highest levels of monthly foot traffic, and December reported the lowest. In
general, daily foot traffic is lowest around 6:30 a.m. and gradually rises until about 2:00 p.m. It remains
near that level throughout the afternoon and evening before declining again around midnight.

In 2012, Clark County commissioned a study of pedestrian movement along the Strip. The study
measured foot traffic at 24 locations and 14 pedestrian bridges during a summer holiday Saturday and
a typical summer Saturday. Each location was graded based on its peak-volume level of service, which
is a measure of the freedom of walkway mobility. In general, locations south of Tropicana Avenue
and north of Spring Mountain Road received better than acceptable level of service scores. By
comparison, most locations between Tropicana Avenue and Spring Mountain Road scored at or below
acceptable levels of service. Overall, pedestrian bridges received better than acceptable scores, and
only one bridge was below acceptable.

The quality of pedestrian movement can be influenced by many factors. Although sidewalk width is
generally considered the primary factor, the effective width of a sidewalk can be reduced by permanent
obstacles such as light poles, trash cans, and bus stop shelters, or non-permanent obstacles such as
street performers, handbillers, and vendors. The greater the number of obstacles along a sidewalk, the
more congested it can become when demand is heavy.

Since 2012, Clark County has empaneled a blue ribbon working group, enacted law changes, and
undertaken public works projects to improve pedestrian movement on the Strip. Recent ordinance
changes banned pets during peak pedestrian traffic times and prohibited unlicensed vendors from
selling goods on pedestrian bridges and Strip sidewalks. Additionally, ongoing construction projects
are focused on widening sidewalks and relocating sign posts, fire hydrants and other physical
obstructions to improve the flow of foot traffic.

Between 2008 and 2011, about 14 percent of all fatal auto-pedestrian crashes in Clark County involved
visitors. About half of the 19 total visitor fatalities occurred in the Core Area that includes the Resort
Corridor.
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Pedestrian Movement in the Resort Corridor
Background Resources

Clark County Pedestrian Study

Kimley-Horn and Associates, Inc.
http://www.clarkcountynv.gov/blob/public_communications/pedestrianstudykha2012.pdf

A comprehensive study of pedestrian traffic trends along Las Vegas Boulevard South between Russell
Road and Sahara Avenue. The study involved observation and analysis of foot traffic at 38 locations
along the Las Vegas Strip, identified pedestrian choke points, and listed common impediments to
pedestrian movement. Those impediments included infrastructure limitations, such as narrow sidewalks,
fire hydrants, and sign posts, as well as non-permanent sidewalk obstructions, such as street performers,
vendors, and handbillers. The study included detailed recommendations for improving pedestrian flow
along the Strip corridor.

Las Vegas Downtown Pedestrian Circulation Study

Kimley-Horn and Associates, Inc.
http://www.rtcsnv.com/mpo/plansstudies/downtownpedestrian/Final%20Report(small).pdf

A study on behalf of the Regional Transportation Commission of Southern Nevada that analyzed
pedestrian traffic trends in Downtown Las Vegas and provided a guide for future development of a
pedestrian-friendly downtown.

Pedestrian Traffic Deaths Among Residents, Visitors, and Homeless Persons — Clark County,
Nevada, 2008-2011

Centers for Disease Control and Prevention
http://www.cdc.gov/mmwr/preview/mmwrhtml/mm6328al.htm

A statistical study of trends in fatal pedestrian traffic collisions throughout Clark County. The study
includes an analysis of fatal crashes involving visitors, many of which occur in the Resort Corridor.
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I EXECUTIVE SUMMARY

During 56 years of operations, the Las Vegas Convention Center (LVCC) has constantly
changed to meet the needs of its customers in an ever-changing market, with a mission
to maximize opportunities to attract convention visitors to Las Vegas. The LVCC under
the authority of the Las Vegas Convention and Visitors Authority (LVCVA) is now facing a
significant challenge fo upgrade the aging building and increase the overall facility
capacity in order to enhance the customers’ experience, meet the current demands for
additional convention space and capture new opportunities for increased business.

The trade-show industry in general is rebounding from the economic downturn of the last
few years with increases occurring across the entire market. Outpacing the industry wide
growth trend is a very specific sector of the industry, the top 250 trade shows, the primary
focus of the LVCVA. Focusing on this sector of the industry, Las Vegas has been the No. 1
frade show destination for 21 consecutive years as determined by the Trade Show News
Network (TSNN). With this position, not only is Las Vegas the best, but the competition in
other major cities across the country and internationally have idenfified Las Vegas as the
primary competition and the shows held in Las Vegas as primary targets for new business
for their cities.

A recent feasibility study by Cordell Corporation has determined that given the demands
of the current customers and the opportunity to attract new shows from the convention
and trade show industry, the LVCC needs to expand its current exhibit space by 750,000
square feet. The size of the expansion is based upon analysis of the current facility, which
indicates the facility is at maximum utilization during the highest periods of national trade
show activity - the spring and fall. Additionally, the size of the expansion is based upon
the need to relocate current show customers during extensive renovation of the existing
facility. Relocation of the shows within the campus of the LVCC will ensure the shows do
not leave Las Vegas to confract with other cities and venues due to disruptions from
renovation construction in the current facility.

The Las Vegas Convention Center District Strategic Master Plan translates that
recommendation into a four-phased approach for expansion and renovation.

Phase One was the acquisition of adjacent land area to accommodate expansion of
the convention center. Critical to the success of Phase One was Morgan Stanley’s
representation of the LVCVA in the purchase of the Riviera Hotel property. The Riviera
Hotel property was one of several land parcels considered for purchase through an
analysis of multiple fransaction characteristics. The acquisition provides the land area
required to build a new facility in which to locate frade show customers when existing
exhibit halls are taken off-line for renovation in the existing convention center and to
accommodate additional expanded exhibit space to attract new frade shows from
other national venues. Included in Phase One is the demolition of the Riviera Hotel and
ancillary structures and the development of the site to support outdoor exhibit space for
LVCVA trade show customers.

Phase Two is the development of a new facility to accommodate current trade shows
when the existing facility is being renovated. The new facility will have new exhibition
space of approximately 600,000 square feet and corresponding meeting rooms, pre-
function space, service and support areas. The total size of the new building will be
approximately 1.4 million square feet. The new facility will be located on the Gold Lot
and the recently acquired Riviera Hotel property.
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Phase Three is the renovation of the existing Las Vegas Convention Center fo
replace/repair some of the aging building components and to add features required to
meet the expectations of today’s convention and trade show visitor — such as additional
meeting rooms supporting the current exhibition space, restroom upgrades, building
ingress and egress enhancement, technology and security systems replacement, ufility
services capacity, food service distribution enhancement, interior and exterior cosmetic
upgrades, etc.

Phase Four represents the final component of the strategic master plan required fo reach
the recommended capacity identified in the Cordell feasibility study. Phase Four future
improvements will be based upon prevailing market condifions and direct feedback
from the LVCVA customers. Elements of Phase Four may include additional exhibit
space, corresponding meetings rooms and ancillary spaces, parking sfructures for
convention delegates, a campus media center, a general session space with a full
production kitchen and a landscaped public plaza adjacent to Las Vegas Boulevard.

Phase One of the master plan is currently being implemented. Unlike the subsequent
phases of the master plan, Phase One is being funded through current LVCVA resources.
Phases Two and Three have a combined projected budget of $1.4B with a funding need
as described in the Finance Plan section of this document. The projected budget for
Phase Four will be determined when the scope of the future expansion has been
established. A detailed breakdown of the master plan budget is found in another section
of this document. Phases Two and Three are anficipated to be implemented during a
time period of six to seven years.

Other private and public/private sources will be considered to develop additional
campus elements beyond this master plan such as a regional transportation hub for
convention delegates and an International Trade Center with leased office space for our
tfrade show partners.

Funding the expansion and renovation program will require additional revenues beyond
the current and projected revenues collected by the LVCVA. The LVCVA receives
approximately 32% of room tax revenue collected in Clark County. This percentage has
decreased from 100% when the room tax legislation was first enacted. Funding for the
Las Vegas Convention Center District is expected to come from a combination of new
taxes and fees.

The economic impact of this master plan is significant. The Cordell Corporation feasibility
study suggests that when the entire master plan is completed, community impact from
the total program could reach upwards of $700 million of incremental economic impact.

Note: The material in this document is prepared for the purpose of providing general information related to the
project and program. This material does not address risks including changes in economic and market
conditions, management of growth, and other conditions that may cause actual results to differ materially.
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Il ORGANIZATION OVERVIEW

HISTORY OF THE LVCVA

Las Vegas has long been a favorite recreation destination for millions of visitors. In the
early 1950s, however, community leaders realized that the cyclical nature of tourism
caused a significant decline in the number of visitors during the weekdays, throughout
the summer months and over the Christmas season. A new market was identified in order
to attract more visitors to the area during the slow periods - convention aftendees.

Visionary elected officials, convinced that convention business was crucial to the growth
of the city, went before the Nevada State Legislature to ask for funding. In 1955, the State
Legislature agreed to finance the Clark County Fair and Recreation Board (the precursor
to the LVCVA) with monies acquired from a room tax levied on hotel and motel
properties in Clark County. This revenue, paid for by tourists and not by local residents,
allowed the Las Vegas Convention Center to be constructed and operate without any
tax assessment on Clark County residents, and allowed the LVCVA to begin a program
of destfination marketing.

On April 29, 1959, the Las Vegas Convention Center officially opened with a 20,340-
square-foot rotfunda, 18 meeting rooms and a 90,000-square-foot exhibit hall. In ifs first
year of operation, the LVCVA hosted eight conventions that were attended by 22,519
delegates. Now, Las Vegas regularly hosts more than 22,000 conventions and meetings
aftended by nearly 5.2 million delegates annually.

SUPPORTING ALL OF SOUTHERN NEVADA

The entire Southern Nevada economy is heavily dependent on the hotel, gaming and
convention industry, which employ more than one-quarter of the county's labor force.
The viability of the economy in Clark County is dependent upon the volume of visitors fo
the region. The LVCVA provides a vital service for the public by contributing tfo the
growth of the economy in all of Southern Nevada. The LVCVA's marketing efforts cover
all of the more than 162,000 hotel and motel rooms in Southern Nevada. The room
inventory includes Las Vegas and surrounding areas: Laughlin, Boulder City, Jean, Primm,
Henderson, North Las Vegas and Mesquite.

ORGANIZATIONAL STRUCTURE

The LVCVA is unlke a typical conventfion and visitors bureau in that it is not a
membership-based organization. The LVCVA is a governmentfal agency. It was
established by a state law, is funded by a county room tax and is governed by an
autonomous Board of Directors.

State law establishes the number, appointment and terms of the LVCVA's Board of
Directors. The 14-member board provides guidance and establishes policies fo
accomplish the LVCVA mission of aftracting an ever-increasing number of visitors to
Southern Nevada. Although a political subdivision of the State of Nevada, the LVCVA
Board is unique as the board includes elected officials from local governments as well as
representation from the private sector. Elected officials hold 8 board seats, representing
Clark County, the City of Las Vegas, North Las Vegas, Henderson, Mesquite and Boulder
City. Private-sector members hold 6 seats, as nominated by the Las Vegas Metro
Chamber of Commerce and Nevada Resort Association.

Page 3 of 16



Las Vegas Convention Center District Strategic Master Plan

Il. SITUATION ANALYSIS

Since opening in 1959, the Las Vegas Convention Center (LVCC) has been an attraction
for conventions and frade shows worldwide. During its 56-year history, expansions and
renovations have fransformed the conventfion center's physical appearance and
economic performance reflecting the changing market of the convention and frade
show industry.

Today, the LVCC includes the original exhibition structure from 1959 along with the five
expansions. Overall the building has been maintained at a level consistent with major
public facilities across the country, but is in need of capital improvements consistent with
a 56-year old facility.

Some building elements and systems have been upgraded as expansion occurred, but
the facility is in need of a variety of upgrades, not only due to the age of the building,
but the evolving use of the facility.

As an example, the Central Hall roof has not been replaced since it opened 56 years
ago. Due toits age, during rain occurrences, the roof will leak. Exacerbating the leaking
roof is the placement of existing roof drains, which were built in less than effective
locations. This results in standing water on the roof, leading to additional leaking.

Due to multiple expansions of the facility, many of the systems are disjointed, including
the emergency nofification system and the security monitoring system. This condition
makes testing, utilization, and maintenance of the entire facility systems inefficient.

Elevator and escalator usage is a constant issue, especially during high volume events.
The lack of freight elevators results in crews using the escalators to transport tools and
exhibits fo the upper level meetfing rooms. As a result, the escalators have gone through
much more wear and fear than similar escalators of the same age.

There are over 50 freight and oversized doors throughout the facility and many are in
need of replacement or repair. As a result, a significant porfion of maintenance cost
and effort is consumed keeping these outdated doors in operation.

Additionally, customer amenities including restrooms, food service, and technology fall
short of safisfactory conditions in several areas.

One-third of the forty-six restrooms within the convention center have not been
renovated since being built before 1970. These restrooms need plumbing and ventilation
systems repair/replacement as well as cosmetic upgrades.

Food service facilities in the convention center are inadequate. Additional points of sale
and quality of product are being addressed by the LVCVA.

As part of a recent agreement with the convention center fechnology provider,
upgrades to the technology systems will occur over the next several years. Upgrades will
include wireless Internet system, distributed antenna system, meeting room A/V systems,
and technology support for the facility.

Overall, the LVCC is in relatively good condition for a facility of its age. However,

building elements and systems will confinue to degrade and the cost of repair and/or
replacement will continue to rise each year.
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In 2006, a Master Plan Expansion Program (MPEP) was created to meet the aging facility
condifions and modern program needs as developed through a study of industry
standards for tfrade show facilities and direct customer feedback.

As the 2006 expansion program began, so did the recent global economic recession. In
response fo the economic downturn, the LVCVA suspended the expansion project
before significant construction costs were incurred developing the facility improvements.
During the suspension of the project, the LVCVA replaced and expanded some of the
building’s aging infrastructure such as electrical utilities along Orange Drive and storm
water conduits through the Silver Lot as available funds allowed.  Significant
renovation/building expansion as designed in the Master Plan Expansion Program was
not implemented.

In 2013, as revenues from room taxes began fo rebound and the LVCVA had sustained
positive revenue growth for 42 months, the need to consider expansion/renovation was
revisited. As a result, CSL, a nationally recognized consultant in the convention and
frade show industry was commissioned to review the industry tfrends and consider the
long-term planning needs for the LVCC. The Updated Long Term Master Planning Analysis
of the Las Vegas Convention Center dated January 2013 submitted by CSL,
documented customer feedback similar to previous customer input regarding upgrade
and expansion needs of the LVCC.

In addition to the results of surveys and interviews with LVCC customers, the report
provided an analysis of each exhibit hall with respect to occupancy efficiency. The
findings in the report indicate an underutilized South Hall primarily due to “significant
physical deficiencies”. The deficiencies include; inconvenience of a two level stacked
exhibit space, closely spaced oversized columns, difficulty separating pre-function
events of multiple shows, meeting rooms remote to the primary convention area of the
LVCC and lack of enclosure for visitors walking between South Hall other exhibit/meeting
space in the LVCC.

The CSL report also provided analysis of the general configuration of the LVCC. As
indicated in the CSL report, the LVCC ranks seventh nationally with other convention
centers in terms of contiguous space. While the overall square footage of a convention
center is important when analyzing its ability to creafte revenue opportunifies, the
configuration of the space is essential in attracting the desired trade shows to the facility.
As a result, the report suggested consideration of an additional large exhibit hall of
700,000 to 800,000 square feet.

The report also provided analysis indicafing meeting room space as a ratio to exhibit
space is significantly below industry standards. According to the report “an adequate
supply of quality meeting space has consistently ranked as one of the top three to four
natfional event planner facility selection criteria and is a crifical element to attracting
large conventions and frade shows”. The analysis suggests the LVCC needs
approximately 40,000 to 50,000 square feet of additional meetfing room space to provide
a market-supportable balance with the existing exhibit space.

In addition to the facility and trend analysis performed by CSL, the LVCVA commissioned
HNTB, an architectural firm nationally recognized in convention facility planning and
design, to conduct customer focus groups in an effort to gain direct customer feedback
regarding the current facility experience. HNTB's compilation of the comments received
from the focus groups produced the following list of improvements in order of priority
based upon the number of comments received for each:
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Ranking Issue Customers Comments

Food service issues include quality, variety, distribution
1 Improve Food Service and experience. The food service does not compare
to the Las Vegas brand.

Technology & connectivity are critical to the
2 Improve Technology tradeshows' business (Expanded role of technology in
everyday commerce).

The demand for meeting rooms has grown. Needs
3 Add Meetfing Rooms include: flexibility, modern space, built-in elements,
and proximity to exhibit halls.

Shows have shorter durations; therefore, connectivity
and flow are critical. Lobbies should be larger and
open / flexible space. Tradeshows are competing for
lobby space with other shows and vendors

Create a connection
4 between North/Cenftral
and South Halls

Add New Generdl Show Managers are holding more receptions
centered on events. General Session should be
flexible and useable for registration, exhibits or
keynotes.

5 Session Space

Build a new and extend exhibit space to grow the

convention center industry in Las Vegas.

6 Add Exhibit Space Some shows need more exhibit space - indoor &
outdoor. Shows are concerned about disruptions with

arenovation. Building a new hall will allow fransition

during renovation.

Source: HNTB Focus Group Brief November 16, 2012

In addition to these primary issues, the customers identified the need to enhance the
general ingress and egress of the facility and specifically provide a better secondary
enfrance from the east side of the convention center. The findings in the HNTB report are
consistent with the findings in CSL's report.

The Las Vegas Convention Center has over 3,200,000 gross square feet of facility
including 1,940,000 square feet of exhibition space and 240,000 square feet of meeting
room space. At ground level are the North Hall, 409,000 square feet, the Cenfral Hall at
623,000 square feet and the first level of the South Hall at 443,8000 square feet. The South
Hall features a second level exhibition space of 464,700 square feet.

Most recently, Cordell Corporation developed a feasibility study for the renovation and
expansion of the Las Vegas Convention Center. The feasibility study is contained in the
appendix of this document. The feasibility study provides a comprehensive evaluation of
the current facilities and its needs.

Page 6 of 16



Las Vegas Convention Center District Strategic Master Plan

As an indication of success, the Las Vegas Convention Center confinues to attract the
largest frade shows in the country. The average size of the events and trade shows has
increased over the last two and a half decades. Of special note is the consistent growth
of the average event size after expansion of the LVCC. This has not necessarily been
case in other major cities across the country after expansion of their respective facilities.

Additionally, as another indication of success, Las Vegas has been ranked the number
one trade show destination for each of the last twenty one years as determined by the
Trade Show News Network of the top 250 trade shows in North America.

The feasibility study produced by Cordell Corporation determined that the capacity of
the current LVCC facility is reaching its physical limit of meeting the demands of exhibit
space and meeting rooms for its existing trade show customer base and will be
challenged to capture new opportunifies.

The following illustration from Cordell’s study indicates the Las Vegas Convention Center
has reached a maximum utilization of available net square feet of exhibit space during
primary tfrade show seasons.

LVCC Exhibit Space Capacity Analysis

(2014 show Calendar)

3,000,000

2,500,000

2,000,000

1,500,000

Square Feet

1,000,000

500,000

1st Qfr 2nd Qtr 3rd Qfr 4th Qtr
Calendar Weeks

s Trade Show Top 250 I Maximum Weekly Usage  =====-- LVCC Capacity

Source: Cordell Corporation - LVCC Expansion and Renovation Feasibility Study, September 2014

Of note is the comparison of frade show occurrence at the LVCC and the national frend
of the largest trade shows in the country. As shown in the graph, the LVCC trade show
calendar reflects the national seasonality of trade shows.
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IV.  MARKET OPPORTUNITY

The recent national frend of frade shows in the US has been increasingly positive.

According to several publications, the natfional frade-show industry is expecting
continued growth in 2015 and beyond. In their most recent forecast, the Center for
Exhibit Industry Research (CEIR) has projected continued positive industry growth for 2015
(+2.8), 2016 (+2.4%) and 2017 (2.0%) based on its proprietary CEIR Index which reflects a
composite of Net Square Exhibit Space, Professional Attendance, Number of Exhibiting
Companies and Gross Revenue.

Additionally, the Global Business Travel Association (GBTA) puts out periodic forecasts. In
their most recent projections, the GBTA predict 1.6% growth in business group travel in
2015 and another 2.5% in 2016.

Finally, Trade Show Executive predicts the 2015 year-end will result in year over year
increases of 3.2% of net square feet leased, 3.0% of total number of exhibitors, 3.4% of
total number of attendees and 10.2% of total revenues.

The LVCVA conftinues to focus on the largest frade shows in the country. As a subgroup
of the totfal industry, the growth of the largest shows is expected fto oufperform the
natfional frade show industry average.

These trends provide an opporfunity to increase frade show business at the LVCC.
Increased business can be captured by expanding existing shows held at the LVCC,
attracting new shows from venues in other cities and securing co-location of similar trade
shows.

Expansion of existing shows is directly related to the success of the shows reaching a
tipping point at which the show needs additional square feet to accommodate
expanding exhibits and attendance. While this is not easily quanfifiable, opportunity can
be demonstrated among the largest trade shows held at the LVCC; Computer
Electronics Show (CES), Construction Exposition (Con Expo), and Specialty Equipment
Market Association (SEMA). Each show has indicated a desire to expand their current
exhibit space beyond the total available capacity of the LVCC by an amount of 300,000
to 500,000 square feet each.

The inability for the LVCC to accommodate current trade show customers’ desire to
expand could result in an erosion of the existing customer base - this necessitates the
renovation and expansion of the convention center to protect trade show business in Las
Vegas. Other cities are positioned to compete with Las Vegas with larger exhibit space
and expanding facility amenities.

The ability to atftract new shows to the LVCC depends on a number of issues. Primary
among these is the contractual disposition of a trade show with a host convention center
in a competing city. An internal analysis has been conducted fo idenftify frade shows
being held in other cities with commitments in the final year(s) of their contracts and
frade shows that have previously expressed interest in holding events in Las Vegas.

It has been determined that renovating and expanding the LVCC facility is needed to
provide a proactive response to the demand of the LVCVA's largest customers. In
addition, expansion and renovation will create an opportunity to increase the leased
exhibit space for all current customers and create the possibility of booking new shows
relocated from competing cities.
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V. DUE DILIGENCE/PREPARATION

The LVCVA has been preparing for an expansion and renovation of the Las Vegas Convention Center

for more than a decade. Over those years, efforts have included; acquisition of adjacent property to NRA Sub Committee
expand the campus foot print, constantly seeking and receiving input from trade show customers to Las Vegas Improvement *

L W District Concept Presented

understand what the convention center should consider to create a better business environment,
to LVCVA Board

reviewing and assessing industry frends focusing on the largest frade show in North America and
engaging in discussions with stakeholders throughout Las Vegas to determine what the next level of
enhancements should be for the convention center in order to protect and expand the trade show

. . . . . e NRA o
business creating economic impact for the entire community. Land Acquisition - . Land Acquistion -
9 P Y Sierra Vista Drive ¢ Sub Committee [Rg Riviera Hotel
LVCVA Stakeholders i
'S Presentation
Focus Groups

This illustration shows some of the key efforts and milestones in the master plan development of the Las
Vegas Convention Center.
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¢ Lancé;;-\ecg:lfcl)ttlon . Land Acquisition - g Committee IR MK B Committee
Sierra Vista Drive Presentation Presentation
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Sierra Vista Drive kg

P tati
. . — W LVCVA Creates
Board Sub Committee
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L 3 MPEP Design Begins L 3 MPEP Suspended L B MPEP Priority Projects Completed Consulting & Cordell Corp Engaged

Engaged

Downtown * Cordell Completes

Properties Id Feasibility Study
Presentation
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L 4 L d MPEP Construction Begins LVCVA Authorizes $150M 2
Sierra Vista Drive to Begin Planning

¢ HVS Drafts Funding

Strategy
CSL Updates Master Plan Y

Presentation to P
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¢ Morgan Stanely Represents LVCVA
in Land Acquisition Negotiations
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VI.  PHASED DEVELOPMENT PLAN

The Strategic Master Plan details the elements necessary to renovate and expand the
existing Las Vegas Convention Center to accommodate current needs of our customer
base and capture future trade show opportunities to increase our market share in the
frade show industry. The development will be implemented in four phases. Phase One
was the acquisition of the Riviera Hotel property, the planned demolition of all structures
associated with the land parcel and the subsequent site improvements for outdoor
exhibit space to be leased to LVCVA trade show customers. Phase Two will be the
design and construction of a new exhibit hall and associated spaces to be built on the
Gold Lot and the Riviera Hotel property. This new building will serve as ‘swing space’ to
accommodate trade shows when exhibit halls in the existing facility are closed for
renovation during Phase Three of development. Phase Three will be the renovation of
the existing Las Vegas Convention Center. Additionally, Phase Three will add spaces to
the existing facility to create a more efficient operation and enhance the customer
experience. Phase Four will be the future expansion and improvements needed to
increase exhibit capacity and aftract new trade shows.

Phase One

Phase One was the expansion of the campus land area with the acquisition of the
Riviera Hotel property. The LVCVA purchased the parcel in the spring of 2015.
Completion of the demolition of the Riviera Hotel property structures is anficipated to
occurin 2016. Site improvements to accommodate outdoor exhibit space is anticipated
to be completed in early 2017.

Phase Two

Phase Two will include the development of a new exhibit hall and its ancillary spaces on
the Gold Lot and the recently purchased Riviera property. The program elements of the
new building will include the following:

1. Exhibit Hall (approximately 600,000 square feet)

2. Meeting Rooms

3. Pre-Function Space

4. Support (service corridors, public corridors, restrooms, mechanical rooms, electrical vaults,
elevators, escalators, stairways, etc.)

5. Service (loading docks, receiving areas, move-infout storage, security offices,
maintenance facilities, food prep kitchens, food commissaries, food and beverage outlets,
food service customer accommodations - seating, queuing areas, product display, etc.)

6. Outdoor Exhibit Space

7. Surface Parking and Transportation Zones

8. Outdoor Landscape Space (Riviera property frontage on Las Vegas Boulevard)

The total gross building area for Phase Two is projected to be approximately 1.4 million

square feet. Functional layout of the elements for Phase Two will be determined during
the design phase of the project.
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Phase Three

Phase Three of the master plan will be renovation and additions to the existing Las Vegas
Convention Center.

The following identifies some of the primary elements to be included in Phase Three:

Upgraded Exhibit Halls (Technology, Lighting, Elec/Data, Floors/Walls/Doors)

Upgraded Meeting Rooms

Upgraded/New East Entfrance Lobby

Upgraded Restrooms Facility-Wide

Upgraded/New Food & Beverage Outlets

New Meetings Rooms (200,000 SF of additional meeting rooms to increase ratfio of
meetings rooms to exhibit floor space)

New Enclosed Connector Between the North, Central and South Halls

New Surface Parking Area (south of convention center on recently acquired property
along Sierra Vista Drive)

oL~

®© N

Specific renovation plans will be developed as the design begins, including alternatives
for consideration against cost/schedule.

In addifion, general site improvements will focus on streetscape design, pedestrian
friendly walkways (covered and uncovered), systems to move pedestrians throughout
the campus (shuttle frams and moving sidewalks) and security elements such as lighting
and cameras.

The schedule for renovation will be based upon the progress of Phase Two and will be
coordinated with trade show schedules to mitigate disruptions of our current customers.
Existing exhibit halls will be systematically taken off-ine for renovation after the
completion of Phase Two.

Phase Four

Phase Four is the final component of the strategic master plan and will include future
improvements to the LVCC based upon prevailing market conditions and direct
customer feedback. Future improvements may include expansion of the Phase Two
exhibit hall building (additional exhibit space, meeting rooms, per-function space, etc.), parking
structure(s), a campus media center, a general session space, a production kitchen, and
a landscaped plaza along the Las Vegas Boulevard frontage of the former Riviera Hotel
property.

The schedule for the future Phase Four elements will be based upon the completion of
Phases Two and Three and available funding for the program elements.
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Budget

The costs associated with Phase One of the master plan has been included in the current
operating budget of the LVCVA. The combined budget for Phases Two and Three is
$1.4B. As identified in a previous section of this document, a budget for Phase Four will
be determined at such time the scope of the future improvements has been defined.
Implementation of Phases Two and Three of $1.4B is expected to require six to seven
years.

Description Size
PHASE ONE
Land Acquisition and Riviera Hotel Purchase | 26.36 Acres
Site Improvements Demo/Site Improvements
Fully Funded
Budget
Description Size Per Phase
PHASE TWO
Expansion Exhibit Hall 600,000 SF
Meeting Rooms 150,000 SF
Pre-Function Space 210,000 SF
Support/Circulation 240,000 SF
Service 240,000 SF
Sub Totfal | 1,440,000 SF
Phase Two Budget $860M
PHASE THREE
Renovation Existing Public Spaces | 3,200,000 SF
Addf’'l Meeting Rooms 200,000 SF
North East Entry 75,000 SF
Connector Between Halls 200,000 SF
Support Spaces/Systems 100,000 SF
Sub Total | 3,775,000 SF
Phase Three Budget $540M
PHASE FOUR
Future Improvements Exhibit Hall Expansion
Media Center
General Session
Production Kitchen
Parking Structure(s)
LVCC Plaza on LV Blvd
Phase Four Budget TBD
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<

Las Vegas Conyvention Center District- 4 PHASE THREE
Strategic MasterPlan~ ~ """« "~ = Renovation and Additions

|:| Upgrades/Renovations
- New Meeting Rooms

- Exhibit Halls Connector
: New East Lobby Entry

PHASE FOUR

Future improvements

PHASE ONE
Land Acquisition — Riviera Hotel

Purchase of 26.36 Acres (completed)

Demolition of Riviera Hotel Structures

I outdoor Exhibit
I: Landscaped Public Space

PHASE TWO

New Exhibit Hall Facility

Exhibit Hall,
Meeting Rooms,

: Pre-Function Space,

Support/Service,
Parking/Taxi/Limo
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VII.  FINANCIAL PLAN

The LVCVA's primary source of revenue is a 5% Clark County lodging tax, as authorized
under Nevada statutes in 1957. At that time, the LVCVA received 100% of the room tax
collected in Clark County. The room tax rate was increased several times over the
years, exclusively for the benefit of other agencies, resulting in a fotal room tax rate
currently averaging 12%.

The LVCVA presently has discretionary use of less than one-third of each room tax dollar
collected in Clark County. This is a result of rate increases authorized for other entities
combined with subsequent mandates to redirect twenty percent of the revenues
collected on the LVCVA's assessed rate (5%). Mandated uses of the LVCVA's revenue
include the mandatory return of 10% of the LVCVA'’s gross tax room tax receipts back to
the collecting jurisdictions, as authorized under NRS. Additionally, the room tax revenues
are further reduced by a mandate to fund $20+ million annually for principal and interest
on debt service to support $300 million of bonds issued on behalf of Nevada Department
of Transportation (2007 NRS).

Room tax provides approximately 82% of total new revenues annually. The second
largest source of revenue to the LVCVA is facility use fees at the LVCC. These two
primary sources of revenue provide substantially all of the resources available to support
the LVCVA's unique dual mission of acting as both CVB and convention center operator.

The current revenue structure of the LVCVA provides adequate funding to maintain the
aging LVCC facility at a baseline operational level, focusing on health, safety, preventive
maintenance and modest aesthetic improvements. The revenue sources are insufficient
to fund significant renovations & modernization requirements on the existing facility, or an
expansion of the facility to draw additional fradeshows to Las Vegas.

The LVCVA recently acquired 26.4 acres with the purchase of the Riviera, a component
of LVCCD Phase One. Demolition and improvements to the property will also be
accomplished during this phase. The LVCVA has adequate financing capacity to
complete Phase One supported by current revenue streams. The budget balance of
$1.4 bilion for Phases Two and Three will require new revenues streams sufficient to
support a PayGo and debft financing program.

The LVCVA engaged HVS Consulting to conduct a comprehensive financial strategy
stfudy, to identify finance strategies in comparable convention centfer destinations,
develop criteriac and analyze the potential of new funding sources, estimate the
financing capacity of the most relevant funding sources, and develop a financing plan
using a combination of those sources.

The HVS study evaluated the funding sources and capital finance structures of
McCormick Place Convention Center, Boston Convention and Exhibition Center, San
Diego Convention Center, New Orleans Convention Center, Orange County Convention
Center (Orlando), and several other facilities. Additionally, staff evaluated the operating
programs of several facilities in competitive destinations. Exact comparisons fo the LVCC
are challenging due to the blended business activities and reporting structures of each
agency; however, the information available demonstrates that public convention center
costs are consistently supported through allocations of a variety of tax and fee sources,
as a reflection of the economic impact those facilities generate.
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Subsequent to the receipt of the HVS draft, staff developed a comprehensive pro forma
through FY 2030. The pro forma incorporatfes all current LVCVA operational activities
and existing debt obligations, including the completion of LVCCD Phase One.
Projections for Phases Two and Three were then integrated to identify the potfential
funding gap, which is estimated to require a combination of aggregate new revenue
sources totaling nearly $90MM in the first full year of collection.
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APPENDIX

Copies of the following documents are available for review on the flash drive included in
this booklet on the inside back cover:

Applied Analysis Economic Impacts Analysis

Cordell Corporation LVCC Expansion and Renovation Feasibility Study
CSL - Long Term Master Planning Analysis

HNTB Briefing on Customer Focus Groups

HVS Summary

LVCC Client Support

PBTK Land Investment Analysis

PKF ROI Executive Summary Draft
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“The expansion and
renovation of the LVCC are
essential for us to
continue our successful

partnership with the city.”

- Gary Shapiro
President & CEQO
International Consumer Electronics Show

“CES features more than 3,600 exhibitors,
spans more than 2 million net square feet,
and uses all three convention centersin Las
Vegas. We also have additional exhibits and
programming at the Aria, Renaissance,
Vdara, Wynn/Encore and Westgate hotels.
Demand for our show is high and frankly we
are running out of space.”

- Karen Chupka
SVP of International Consumer Electronics Show
& Corporate Business Strategy
International Consumer Electronics Show




“We have already maximized the use
of the meeting space in the facility ...
more importantly, we are
approaching a sellout of the available
exhibit space. The reality is that, in
order for us to continue to be
successful, we have to be in a facility
that offers an environment, services
and amenities that enable and
enhance the experience.”

- Chris Brown

‘ Executive Vice President of Conventions &
N/\/BS H Ow Business Operations

Where Content Comes to Life

/

National Association of Broadcasters




“Las Vegas business and
government stakeholders agree
that Las Vegas should be the
world’s #1 convention and

conference destination. However,
Las Vegas will not hold that
position if it does not invest in
updated and expanded facilities.”

SEMH - Chris Kersting
President and CEO
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“If your great city is going to maintain
its competitive edge, then local
business and civic leaders of the

Las Vegas hospitality community

need to support the plan to renovate
and expand ...”

- Timothy McGuinness
’ Staff Vice President,

Global Trade Expositions
ICSC

International Council
of Shopping Centers




“The priority assignment period
for our 2017 show just concluded,
and the demand for space grew by
more than 1 million net square
feet. It’s critical that the LVCC
keep pace with our growth, as well
as our exhibitors’ growing
demand for world-class indoor
and outdoor exhibit space.”

- Megan Tanel
VP Exhibitions & Events

Association of Equipment Manufacturers
CONEXPO-CON/AGG




“Las Vegas makes a great host city
because it too is continuously eyeing
the future for the newest trends and
what is on the horizon. This forward-
looking project expanding the Las Vegas
Convention Center will ensure the city’s
leadership role and its continued
primacy in the exhibition industry.”

{ - Tony Calanca
Y, ADVANSTAR Executive Vice President
Advanstar
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= South hall access via indoor connection from north hall

* Food service Is inadequate and lacks diversity
« Lack of social space for interaction and connectivity
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. 33.6 0111100 in construction-related local economic impact

permanent jobs
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* 379,000 convention attentees overall economic impact $813 million
* 59 events over 10 VBArS with overall economic impact $4 hillion
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NEW - reased occupancy

* Higher ADR
VISITORS . ..
MEAN * Increased airline service
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PHASE ONE

Land Acquisition — Riviera Hotel

Purchase of 26.36 Acres (completed)
Demolition of Riviera Hotel Structures

- Outdoor Exhibit

Landscaped Public Space

LVCVA Property Boundary
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PHASE ONE

Land Acquisition — Riviera Hotel

Purchase of 26.36 Acres (completed)
Demolition of Riviera Hotel Structures

- Outdoor Exhibit

Public Space

Exhibit Hall,
Meeting Rooms,
Pre-Function Space,
Support/Service,
Parking/Taxi/Limo
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PHASE TWO

New Exhibit Hall Facility

S S Exhibit Hall,
Land Acquisition —Riviera Hotel . 7 2 Pre-Function Space,
. ity 5 . Support/Service,
Purchase of 26.36 Acres (completed) 5 P -' Parking/Taxi/Limo

Demolition of Riviera Hotel Structures

- Outdoor Exhibit

Landscaped Public Space

LVCVA Property Boundary
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PHASE THREE

Renovation and Additions

Upgrades/Renovations

- New Meeting Rooms
- Exhibit Halls Connector

New East Lobby Entry

PHASE FOUR

Future improvements

PHASE TWO

New Exhibit Hall Facility

Exhibit Hall,
Meeting Rooms,

| l Pre-Function Space,
Support/Service,
Parking/Taxi/Limo

PHASE ONE

Land Acquisition — Riviera Hotel

Purchase of 26.36 Acres (completed)
Demolition of Riviera Hotel Structures

- Outdoor Exhibit

Landscaped Public Space
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- Karen Chupka - Chris Brown - Chris Kersting
SVP of International Consumer Electronics Executive Vice President of President and CEO
Show & Corporate Business Strategy Conventions & Business Operations SEMA
International Consumer Electronics Show National Association of Broadcasters
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