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ECONOMIC DEVELOPMENT
Mission Statement & Strategies

Mission Statement

Uphold a strong commitment to economic development to advance
sustainable job growth, enhance commercial vitality, and maintain
quality of life for all.

Strategies

1. Position Burbank as a competitive regional, statewide
and national hub for business and residence
. Focused business attraction, retention and expansion
. Enhanced business outreach and communications
. Continue evolution of Downtown Burbank
. Position Burbank as a travel and tourism destination
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Total Public/Private Partnership
Budget is $1,947,798

Visit
Burbank Downtown

$733.210 Burbank
$691,000

Economic
Development
$523,588




Downtown Economic Visit
Burbank Development Burbank
$691,000 $523,588 $733,210

Administration X
and Operations - \asak el
Promotions/ 15% . Renewal
Events 5%
35%

Capital
Improvements/
Maintenance
38%

ontractual
— —Services
Training —__ . 3% :
Advocacy/ 0% = - o Marketing
Administration Travel /" > = y and Branding
18% 1% | Marketing & Bkl Consulting 80%
Membership Advertising 9% Services
Dues 22% & 6%
1% Downtown Office
P PBID
Contractual Contingency/ Assessments 1% Annual budget from FY T3-14,
Ob‘llgatl_ons Renewal 4% Total budget value based on 1%
with City 3% Adopted budget from Fiscal Year 14-15 includes Ecenomic Development assessment from total room revenue.

6% operating expenses, plus total offset of $159.400 from Downtown Burbank
Partnership and Visit Burbank.







MANAGING

CITY OF BURBANK

EVOLVING

s EAM

BUSINESS

SPRING/SUMMER 2015 CLASS SCHEDULE

Provided through the Burbank Team Business program in partnership
with Leas AngelesValley College, New Horlzons, and Counterintuity,
Social Media Seminar 4/22 8:30am - 10:30am
Basic Microsoft Office Academy Every Monday 4/27-5/11 9:00am - 12:00pm
Basic Microsoft Office Academy EveryMonday 4/27-511 1:00pm - 4:00pm
Providing Excellent Customer Service

How to Reduce Overhead

10;00am- 12:00pm
10:00am- 12:00pm
Motivating Your Employees 2:00pm - 4:00pm
Search Engine Optimization 8:30am - 10:30am
Managing Conflicts 2:00pm - ::00pm
Advertising Excellence 8:30am - 10:30am

Business Development Classes are located

in the City of Burbank Community Services Building,
150 M. Third Street, First Floor, Room 104,
Downtown Burbank (Free parking is availabbe)

Teamn Business is a collaboration of the C-ty of Burba nk with;
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REDUCING BUSINESS WASTE

Wednesday, June 10, 2015  6:30pm-2:00pm

Save time, space, money, and resources? Get motivated (o roll outa
waste reduction plan. Examine your purchasing, supply chain,
training, and recycling habits. Burbank Green Alliance &nd the
Burbank Recycle Center are launching this hands-on workshop
that every retail, office, and manufacturing business can used
Burbank businesses are eligible for additional assistance including
one-on-one help, site visits, and an- Implemematlon wnr‘kshap
Due to limited resources, class is limited to first 15 Tegistrants.

Burbank Recycle Center

Conference Room,

500 South Flower Street 31505

BU RB@ I E ;
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CONSULTING SERVICES FREE!

Team i professional
consulting servlces FREE to Burbank businesses, residents and

Burbank Chamber of Commerce members. Areas of interest
Ineluele busi planning, fi Ing, business loans, marketing,
sales, operations, starting up a new business, management
or general business issues. For an appointment please call
818.238 5193, Consulting services are limited and are
provided an a first come first serve hasis.

RBAMK_
LEQCENTE|

ONE-ON-ONE TRAINING SERVICES FREE!

Team Business is interested in helping your business grow.
IF your company would like free speclalized training for your
employees, please contact us at 8182385198,

Visit www.burbankteambusiness.com
or call 818.238.5198 for full course
descriptions and to register.
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Fiscal Year 14-15 YTD

Class attendance

Classes offered

Business Development
Consultations with LAEDC
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on October 14th the Burbank City Councll approved the development of Talara at Burbank Talana at Burbank Is an
energy-efficient, sustainable, state-of-the-ant development and Is slkated to be the first LEED-certified Qreem ThasCity of Blirbank ié Brivid 1o
residential bullding. This mixed-use project will repurpose 3.86 acres of property with 241premium rental units and Buﬂm{ madqua,mfmm”
a 42,950 square foot whole Foods Market. and his team transformed the f

af the art modification body sh
Coast Custams officially ap

Job Creation Revenue December 7, 2014 as Mayor
welc I ;
The Talarts 3t Burbank will create: - Whole Foods Market Is estimated to gensrate $110,000 vekomid Hhe new usness
for Sarik West Coast Customs has 40 «
+ 200-275 construction Jobs for two years during 1o $150,000 annually in sales tax revenue for Burbank. renavate thelr 40,000 square f
development - The Talana at Burbank project Is estimated to generate h?’nl with floaring, rocfing, gl
mmuch morne. On January Sth, t
- 2550 jobs assoctated with the residenti| component $337,000 annually from property taxes. such as paint & body, vinyl w
- 150200 jobs anticipated for the whole Foods Market - Collective ly, the estimated property tax and sales tax pragramming. West Coast Cust
2014 Downitown Burbank Car C
component. revenue will amount to $447,000 w0 5487 000 annually. Rt el s

West Coast Customs is widely re
high-end modification shop!

SPOTLIGHT ON ... ONEBurbank Customers their many reality shows such

- MTV Pirnp My Ride;

- TLC's Street Customs and Str
Buddys All Stars Inc., sp2cialiang in uniforms for college, BWP alio provided them with a mig ration path for addrtional and now on thel new show, ¥
high school and Litle League teams, has been a loyal bandwidth on an as needed bass to support their future West Coast Customs can be
Burbank business for 32 years Buddy's was experiencing growth. The ONE Burbank fiber service has proven essential Sports 2. For more informatior

continuous issues with their iIntemet prowvider and, after o the growth of Buddys All Stars’ California and Arzona
several tonnectivity” lssues, cheched out Burbank Water operatons and will no doubt play an even mose vital mole for
and Powers (BWF) ONE Burbank fiber optics services. the company as they continue to grow.

B P met thelr requirements and replaced the old copper
besed services with fiber optics Since the Implemantation,

upstream and downstream speeds have been consistent L
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The City of Burbank is proud to welcome West Coast Customs to their new
Burbank Headguarters. Owner and autometive legend Ryan Fredlinghaus
and his team transfarmed the formerly vacant industrial space into a state
of the art modification body shop located at 2107 W Empire Avenue. West
Coast Customs officially opened with a VIP reception on Sunday,
December 7, 2014 as Mayer Gorden and City Cauncll representatives
welromed the new business.
West Coast Customs has 40 smployees at their new location. To help
renovate their 40,000 square foot facility, they hired local contractoss to
help wath flooring, rocfing, glazing, painting, structure fabricating, and
much maore. On January 9th, they also held a job fair to hire for positions
such as paint & body, vinyl wrap installation, audio & wvideo, and art &
programming, West Coast Customs was also a sponsor and exhibitor of the
2014 Downtown Burbank Car Classic. The Downtewn Burbank Partnership
Iooks forward to mare collaboration efforts for the 2015 show.
West Coast Custams is widely regarded by car enthusiasts as, “the premiere
high-endl medification shop” They have years of experlence on air with
their many reality shows such as

- BATV'S Pimp Mty Ride;

« TLC's Street Customs and Street Customs Berling

- and rawe on their new showy, West Coast Customs, being taped in Burbank
Wist Coast Customs can be viewed Sunday nights at 7pm PST on Fox
Sports 2. For more information, please visit www.WestCoastCustorns.com

ONOMIC INDICATORS
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Mews brought to you by the City of Burbank Economic Development Team

WEST COAST CUSTOMS BURBANK HEADQUARTERS OPENED

Edition #136 « Jlanuary 2015
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News brought te vou by the City of Burbank Economic Development Divisian

Edition #4137

THE BURBANK COLLECTION IS READY FOR ITS CLOSE-UP!

The Burbank Collection is a popular urban specialty retail center
with exciting retailers and restaurants like Pinkberry, Panera Bread,
Sketchers, Asian Box, and Barney's Beanery, The development is
located in the heart of Downtown Burbank and is co-anchored by
AMC 16 Theaters, one of the top performing theaters in the nation.
The 39,400 sgquare foot urban retail center compliments the
vibrant commercial district that features 300 shops, 100 restau-
rants, Flapper’s Comedy Club and The Coleny Theater.

The Burbank Collection was recently acquired by Goldstein Plant-
img Investments {GPI). GPlinvested millions of dellars to upgrade
the aesthetics of the retail center to increase leasing activity and
re-purpose existing tenants. The new enhancements complement
the dynamic retail/restaurant scene in Downtown Burbank and
imcrease the appeal of the destination attracting more visitors to
the area, Improvements include:

Elevator corridor enhancements

Wood paneled seating
LED lighting

New water fountain feature

New ramp and landscaping to the anchor space

Remodeling of all existing storefronts

Enhanced lighting and way finding signs

TechMD, Inc., founded in 2002 and located in Burbank since
2012, 15 a quality-minded audio and video design consultancy
for some of the best names in the entertainment industry such
as Walt Disney Imaginesring. They design warld-class audio,
video, and control systems for themne parks, museums and other
large volume entertainment venues.

‘When the company first moved to Burbank, they utilized the two
major internet service providers for the area but experienced
frequent outages. Their service troubles were compromising
their ability to do business and grow as a company. Operations

ECONOMIC INDICATORS

NEBURBANK CUSTOME

New major tenants will come next adding to the already
attractive mix of merchants in Downtown Burbank. Several
opportunities are available for restaurant and retail tenants to
join the refreshed new project, including 4,100 square feet
next to Barney’s Beanery on First Street! For more space
leasing information regarding what's available, please con-
tactus at 818-238-5180.

Manager, Amy La Force picked up a copy of Currents (Burbank
Water and Power's monthly newsletter) and learned about this
one-of-z-kind fiber optics service. The installation went smooth-
Iy and the customer service was guick and pleasant. Since their
switch to ONEBurbank a year and a half age, t!se-'_.r have not had
somuch as a second of downtime!

CAMRTERLY 07!

Bt nk o ee: IRt e the Mt

- February 2015




MEDIA DISTRICT

MAGNOLIA PARK

DOWNTOWN

CONNECTED

CREATIVE

LEED (ERTIFIED CLASS A DFACE | FLEX/TECH | TRANSIT-ORENTED
OINF RURBAKK HIGH-SPEFD FIBFR DPTIC NETWORK

LEED CERTBED CLASS A DFHCE | HER/TECH | TRANSIT-ORERTED
CINE BURBAMK HIGH- SPEED FIBER OFTIC METWORK
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MEDIA DISTRICT
MAGNOLIA PARK

DOWNTOWN
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CREATIVE

B U R BA N K LEED CERTIFIED CLASS A OFFICE | FLEX/TECH | TRANSIT-ORENTED
ONE BURBANK HIGH-SPEED FIBER OPTIC NETWORK

For mare informations 818-238-5180 | econdev@ burbonkea gov | wwsscondev. burbonloe gow




CREATIVE

BURBANK

EY E=55 TAE EREZ
-1' !.I an i na e
FRRE Beam m

gr SFSC 588 ssem SRER
¥ F B B B B B

i BN e z- —m 4}
-y e == -

)
Lol
—
O
L
Z
| Z
O
O

LEED CERTIFED CLASS A OFFICE | FLEX/TECH | TRANSIT-ORENTED
ONE BURBANK HIGH-SPEED FIBER OPTIC NETWORK

For mare information 818-23 8- 5180 | econdev@ burban kca gov | www.econdev. burbankea gov
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LV Visit Burbank, the Ec nic Development Team focuses on promoting
"T DT N retail, entertainment, dining, office and residential amenities, while
M| BUR creating a com g hrand identity the The ]
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public-private pa Burbank Partn p and

residents, and visitors.

Visit Burbank's efforts in 2013-2014 reinforced the

importance of the tourism industry while promoting

Burbank as a premier Lourist destination. Results are

reflected by ndicatars, all of which are up. LRsan s
TRANSIENT HOTEL ROO

M
OCCUPANCY. DCEUP#NCV REVENUE SprmgHill Suites by Marriott
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Events added over 37,000 visitors to Downtown Burbank.
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Events added over 37,000 visitors to Downtown Burbank.

BURBANK e Nickelodeon Expansion
FILM PERMITS [ aaadl

, Nickelodeon Animation is ¢ ding Dresence
AB 1839 signed by Governor Jetry Brown the number of employees from 300 to 740, more tha
industry, Burbank will b fit by the job atior base campus at 221 West Olive Avenue. The
re than triples funding for California's film and TV facility and a 137,229 square foot parking structure wi
solidify the strong filming production needs and administrative personnel.
ts.

yment
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arge emp :z‘lleut in the cr
ential of AB 18 3 b

tax-credit program to
esence in Burbank as seen with a 45

mation

that n
lillion. The new bil Iu:lps 5
ase in film perr

re feel at The Burbank Studios
currently spread over several
de of Burbank.

y has also leased 116,381 s

The Ni adeon
entertainment
_____ e (is Regord

add over 400 employees with an average
812 per year.

ton the Creative

o The Citywide Office Vacancy Rate at 8
tently lower than L.A. County’s 11.07 g high SALES
demand for Burbank propertie MEDIAN PER CAPITA

Sauree: CoStar Group, 2013-2014
]2
> Th Unempluyment Rate at 7.2 20 .
i ol 8 0% i - VALUES

is

s served in 2
unites the teaching expertise of top educational institutions and
5 of Burbank to educate and train emergi nd existing
cforce including: Woodbury University, Los Angeles \ralley College,
Los Angeles Community College District, Valley Economic Development Center
and Counterintuity.

55 theres of the 2013-2014 curriculum include: Entrepreneurial
Advancement Academy, Business Development Classes, Healthcare
Advancement and One-on-one professional consulting services.

Mew courses in 2014 include industry specific trainings targeting the needs of the
busin mmunity in Burbank.
Team Business offers classes designed to help entrepreneurs learn grow, and thrive.
Ta register for a class please visit http://www.itsmyseat.com/teamhbusiness. html

unemploy
n-tleu

emic Development Dn.-wr-enl 2013-2014

20122013 2013-2014
o Cnmmzrclal leldlng Permits:

y @ EURBANK O LA COUNTY
Setwre: Hil Compariise Souree: HUL Compunies.

ONE BURBANK offered through
Burbank Water and Power

ONE Burbank offers local Burbank
businesses ultra-high-speed ban
es with industry-leading c

S€|

lue. Far mare infar

service an
visit wna(

eBurbank.com
Burhank Water and Power also offers:
5 Solar Power Rebates
LEED Incentive Program
» Energy Solutions Rebates

New IKEA

The largest IKEA in North America at 470,000 square feel
will open in the South San Fernando Boulevard area in 2016,
1990, IKEA has heen am the top & sales tax revenue
tors in Burbani

City of Burbank Economic Development

CONTACT Mary Hamzoian, Econemic Development Manager
ADDRESS 150 M Third Street, 2nd Floor, Burbank, California 91502
PHONE 818.238.5180
BURBANK EMAIL mhamzoian@burbankca.gov
WERBSITE econdev_burbankca.gov

yiment by up to 25%, from
y ection of products, boesting
o Enhance property values in the vicinity.
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WHO WE ARE

e $96,239

A CREATIVE DESTINATION
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Magnolia
PARK

INDULGE = SPLURGE |  UNWIND

Discover Magnolia Park

To find out more call 818-238-5180 or visit us online at www.visitmagnoliapark.com To find out more
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~ RECENT LEASING ACTIVITY
+ DOWNTOWN BURBANK - Asian Box, PizzaRev, Tender Greens

Opening soon: Five Guys Burger and Fries, Gyu KaKu, European Wax Center

+ MAGNOLIA PARK - Luna Vine Wine Bar, Pizza Studio, Previously On
Opening soon: Northend Pizzeria of Magnolia

¢ THE MEDIA DISTRICT - Coffee Commissary, Umami Burger, Lemonade, Dog Haus
Expanded Olive & Thyme
Opening soon: Kings Deli

NEXT UP

+ Springhill Suites (opening in 2015) and Hilton Garden Inn (opening in 2016)
+ IKEA Burbank is set to expand into its largest U.S. store (opening in 2016)
+ Talaria at Burbank mixed use residential with Whole Foods Market (2018)

“Downtown Burbank rivals Downtown L.A. in its evolution as the hip ‘go-to’ spot for dining, shopping and
entertainment. There is an excitement and buzz in the air as iconic restaurants and shops are opening
and taking advantage of the great weather, pedestrian-friendly streets and seven-day-a-week
traffic. This is the beginning of something big!"

- Leslie J. Mayer, Executive Director, Retail Services, Cushman & Wakefield

9 ®
FOR ADDITIONAL INFORMATION, PLEASE CONTACT:
Mary Hamzoian, Economic DEVELOPMENT MANAGER
PHONE 818-238-5180 | EMAIL MHAMZOIAN(@BURBANKCA. GOV
WEBSITE ECONDEV.BURBANKCA.GOV

 Park Burbank.
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LOS ANGELES SAN
BUSINESSJOURNAL FERNANDO
MAGAZINE
WESTERN VALLEY LEADING THE WAY THROUGH THE 215T CENTURY
Tl SHOPPING CENTER
REAL ESTATE N mnte
BUSINESS a2 BUSINESS
Publication Circulation Audience
Los Angeles Business Journal 392,000 people county-wide  Business Executives
San Fernando Valley Business Journal 120,000 people locally Business Executives
Shopping Center Business 34,000 people national Business Deal Makers
Western Real Estate Business 15,000 people regional Business Deal Makers
Where Los Angeles Magazine 3,600,000 people locally Residents and Tourists

Total Advertising Reach = 4,161,000
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Southern California IDEA Exchange
RECON Convention in May 2015

- Valley Economic Alliance
- Valley Business Expo



 BURBANK IS

- NO CITY INCOME TAX

- NO GROSS SALES RECEI

- ONE-STOP SHOP, STRE:

- ONE BURBANK HIGH-SF
SOLAR POWER REBATES




- NO CITY INCOME TAX
- NO GROSS SALES RECEIPT TAX
- ONE-STOP SHOP, STREAMLINED PERMITTING PROCESS INCREASING SPEED AND EFFICIENCY
- ONE BURBANK HIGH-SPEED FIBER OPTIC NETWORK WWW.ONEBURBANK.COM
SOLAR POWER REBATES | LEED INCENTIVE PROGRAM | ENERGY SOLUTIONS REBATES

BURBANK IS AT THE EPICENTER OF THE CREATIVE ECONOMY
WITH 1,000 MEDIA AND ENTERTAINMENT COMPANIES:
THE WALT DISNEY COMPANY | WARNER BROS. | YAHDO |
CARTOON NETWORK | NICKLEODEON | AND MANY MORE.
A vibrant commercial destination just 15 minutes
from Downtown Los Angeles, Burbank is home to:

- 105,500 residents

- 100,000 daytime workforce including
62,800 creative industry jobs

- 470,000 population within a S-mile radius
- Average family incomes exceeding $96,000
- Per Capita Sales of over 56,500

“Burbank has a rich history with the entertainment industry,
and we've been fortunate to receive lots of support from
the nearby studios, businesses and creative workers in

the neighborhood looking for a casual, comfortable place
to get a healthy meal."
Erik Oberholtzer, Co-Owner, Tender Greens

'-'l\.':;f;;-f b
Burbank
destination

# DOWNTOWN BURBANK - Gaucho Grill, Tender Greens, Gyu-Kaku, Color Me Mine,
European Wax Center, Wood Ranch BBQ & Grill, Five Guys Burger and Fries

¢ MAGNOLIA PARK - Luna Vine Wine Bar, Pizza Studio, Previously On,
Northend Pizzeria of Magnolia, Pizza Alchemy

¢ THE MEDIA DISTRICT - Dog Haus, King's Deli, Simmzy's Pub,
Simple Things Sandwich and Pie Shop

NEXT UP

# Tesla Motor Sports showroom and service center (opening in 2015)

¢ Springhill Suites (opening in 2015) & Hilton Garden Inn {opening in 2016)

¢ IKEA Burbank is set to expand into its largest U.S. store (opening in 2016)

# Talaria at Burbank mixed-use residential with Whole Foods Market (2017)

RN LAY VLN TN & .
“We're at virtually 100% occupancy for properties totaling 2.5 million square

feet in Burbank. That speaks to how strong the market is, coupled with great
demographics and a huge regional draw.”
- Geoff Martin, First Vice President, CBRE

FOR ADDITIONAL INFORMATION, PLEASE CONTACT:
BURBANK
MARY HAMZOIAN, ECONOMIC DEVELOPMENT MANAGER ®
P PHONE 818-238-5180
ECONDEV(@BURBANKCA.GOV
WEBSITE ECONDEV.BURBANKCA.GOV

Ll
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Gaucho Grilly
Downtown Burbank
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WINONA AVE.

THORNTON AVE.

EMPIRE AVE.

LS VISIA YNE TR

VAHOWEN i

AIRPORT
DISTRICT

AN JOOMATIOH

VICTORY BLVD. -

1 321E Alameda Ave. 2,477 sq.ft.
Alex Paredes (626) 441-9620

2 912-914 S Glenoaks Blvd. 2,400 sq.ft.

Sevak Hovagimyan (818) 934-1436

3 139 San Fernando Blvd. 4,700 sqft.

Christine Deschaine (310) 887-6440

4 125-135EPalm Ave. 5231sq.ft.

Geoffrey Martin (818) 502-6739

5 250N1stSt. 23,112 sq.ft.

Leslie Mayer (310) 595-2223

6 201E Magnolia Blvd. 7343 sq ft.

Ryan Burnett (818) 502-6791

10

n

12

539 N Glenoaks Blvd. 933 sq.ft. 13 4301W Riverside Dr. 4,040 sq.ft.
Brad Howard (818) 843-7850x107 ﬁ Brandon Mason (323) 851-6666
1090 N San Fernando Rd. 3,000 sq.ft.

Steve Weiss (818) 905-2400 14 2101W Alameda Ave. 4,949 sqt.
2400-2484 W Victory Bivd. 4,600 sq.ft. Joseph Khoshsima (213) 675-9775

Kirk Cartozian (562) 923-7900 15 4005 Riverside Dr. 2,182 sq.ft.

4200 W Burbank Blvd. 2,500sqft. David J. Ickovics (310) 275-8222
Roger Beck (818) 445-8200 16 4001 W Riverside Dr. 1,063 sq.ft.
833 N Hollywood Way 2,375 sq . David J. Ickovics (310) 275-8222

Sorin Matara (818) 266-5353 17 101 W Alameda Ave. 30,000 sq.ft.
ZE | $9,985,500

551N Holl d Way 2,558 sq.ft. oR s

il Uenﬂﬁg (818 ?15_09;? Brrtral Christopher Baer (213) 627-1214




the nearby studios, businesses and creative workers in
the neighborhood looking for o casual, comfortable ploce
to get a healthy meal.”

Erik Oberholtzer, Co-Owner, Tender Greens - Gaucho Grill;
Downtown Burbank

@) NORTH SAN FERNANDO BOULEVARD

A commercial corridor slated for new commercial, mived-use developments

The City of Burbank has identified multiple opportunity sites to encourage

innovative development. POSSibiIi tiES iI'ICIUdE tl'al'lSit -orie I"Ited de‘.l'e IOment, and streetscape enhancements. Improvements will link the heavily trafficked Empire Center
. . . . with the flourishing retail scenes in Downtown Burbank. The renewed corridor will contain
creative office space, mixed-use residential, hotel, and more. ST CE e Totel. s e S DAt B Catng Teskierts 2 visitors:

|1-5 CORRIDOR
Two=acre area of land that will be available for development due to the 1-5 realignment project.

9 OPPORTUNITY SITE 8
8.5 acres of land available for possible transit-oriented development.

) OPPORTUNITY SITE 6B

Opportunity for mixed-use commercial, office or residential, creative space, and more.

) OPPORTUNITY SITE 5

2.5 acre site for mixed-use commercial, office, hotel or residential.

BURBANK BURBANK ( SOUTH SAN FERNANDO BOULEVARD
BOB HOPE Mixed-use commercial, office, residential, transit-oriented development, creative space, and mare.
%y
L5 )

AIRPORT IKEA Burbank is set to expand into its largest U5, store with a 2016 opening. Springhill Suites is opening
Q%q% in 2015, and a new Hilton Garden nn is slated for 2006,

DOWNTOWN BURBANK
A magnet for shopping and dining, Downtown Burbank includes 113 restaurants, 300 shops,

Vg, a 1.2 million sq. ft. regional mall, and a dynamic retail scene. Additional attributes include 2 166-suite
Ll ._ Marriott Residence Inn, 490-room Heliday Inn, and hip cutdoor streets lined with national retailers,
AIRPORT ] 2. DOWNTOWN 619 boutiques and the AMC-16, ranking in the top two of theatrical circuits nationwide,
DISTRICT N MAGNOLIA PARK

One of the region’s coolest upmarket vintage and retro neighborhoods packed with eclectic boutigues,

E family-run eateries and entrepreneurial start-ups. The district is anchored by Porto's Bakery, voted
g ' NORTH SAN FERNANDO the =1 retail bakery in the U.5.
- s A 1-5 CORRIDOR | AIRPORT DISTRICT
g M“' ﬂ"ﬂﬁ i €) OPPORTUNITY SITE 8 A transportation hub adjacent to Burbank Bob Hope Rirport, the district boasts light industrial and office
,ﬂ“"'wﬂ © OPPORTUNITY SITE 6B use anchored by the 488-room Burbank Airport Marriott Hotel and 50,000 square foot convention center.
£ OPPORTUNITY SITE 5 AEROTROPOLIS
-1 S0UTH SAN FERNANDO The combination of transportation connections, the promise of multiple transit lines, and the existing
PARK % & DOWNTOWN BURBANK employment base of media and technology companies has turned this district into a major destination
] < x MAGNOLIAPARK and development hub grouped around technology, entertainment and media. The area is occupied by
oﬁ* E) o& a fertile mix of hi tech and media companies such as Yahoo Search Marketing, Insomniac Games, eSolar,
w2 AIRPORT DISTRICT and Technicolor Digital Cinema.
,.gu"f’a NE
N AR AL MEDIA DISTRICT
ot MEDIA DISTRICT Burbanl's high-profile media, studio and office district featuring The Walt Disney Company world headquarters,
— ABC Television, CW, The Ellen DeGeneres Show, Warner Bros. Studios, Clear Channel Communications,

New Line Cinema, KCET, Legendary Entertainment, numerous record labels and affiliated industries,

MEDIA
DISTRICT



simplethings

sandwich. salad. pie.
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THE BURBANK HOSPITALITY ASSOCIATION

The Burbank Hospitality Association, operating as Visit Burbank
was formed in 2011 and is funded by a 1% assessment on over
night stays in Burbank Hotels with over 25 rooms.

The goal of the association is to boost hotel occupancy while
positioning Burbank as a national tourism destination.
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US Airways Magazine June 2014 Edition
3.2 million readers
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Your Adventure In
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Southwest Airlines Magazine November 2014 Edition
3.45 million readers



Hotels Cahforma

Thie o ol ? 1 WareBes! e o 1o uf

Publication Circulation Frequency Target
US Airways Magazine 3.2 million Ix Inflight
Southwest Airlines: The Magazine 3.45 million Ix Inflight
Sunset Magazine 3.35 million 6x CA, NV, WA
Westways (AAA) 12.6 million 3x Southern CA

' Via Magazine (AAA) 5.2 million 2x Northern CA, NV, UT
Highroads Magazine (AAA) 490,000 1x AZ
California Road Trips 27 million Annual Travelers to CA
California Visitors Guide 500,000 Annual Travelers to CA
Los Angeles Visitors Guide 225,000 Annual Travelers to Los Angeles
LA Meeting Travel Guide 25,000 Annual Meeting Planners
China Travel Guide 100,000 Annual China Travel Market

o 31,84 million




WHERE TO S5TAY TRIP IDEAS BOOK YOUR TRIP

Check-In

Check-Out

Over 168,000 unique visitors Over 5,000 hotel
to date booking referrals
to date



Bu occupancy

achieves 80%

evenue per available room (revpar)

up 10

o B0 Cocoroten B0

. 13085
average daily rates AR08
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TOT Revenue

$BM

e s 6,428,486.40
-t Revenue as of April

2015.

The Burbank hospitality
industry invested more

than 585.5 million

in renovations and new
construction since 2013.




Burbank by the numbers

Trends are up as Burbank solidifies its lead as a branded destination

Burbank occupancy

achieves 80%

(Fiscal year 2013-2014)

revenue per available room (revpar)

up 10%

(Fiscal year 2013-2014)

average daily rates

7%

F:sca year 2013-2014)

TOT Revenue
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average daily rates

up 7%

cal year 2013-2014)

TOT Revenue

$6,548,097.11 >

FY 11/12 FY 12/13

$7,141,552.95
~ $6,428,486.40

FY13/14 FY 14-YTD

The Burbank hospitality

industry invested more

than 585.5 million

Revenue as of April
2015.



The Burbank hospitality
industry invested more

than $85.5 million

IN renovations and new

construction since 2013.




- Wizarding World of
v Harry Potter

- Phase Il Marketing
©  Efforts

 International Market

- FAM (Familiarization)
Tours

- Meeting and
Convention Attraction



DOWNTOWN BURBANK PARTNERSHIP

The Downtown Burbank Partnership was formed in 2003 to fund
and manage improvements, events/marketing and advocacy for
property owners and merchants in Downtown Burbank.

Goals of Downtown Burbank Partnership:

D T N  Boost sales and property values.

e Improve Downtown Burbank’s physical
B U R appearance.

e Brand Downtown Burbank as a visitor
destination

DOWNTOWN BURBANK




OWN OWNB URBANK

11000 11000 600 18000

DOWNTOWN DOWNTOWN DTN THE RINKIN
BURBANK BURBANK OktoBURFfest DOWNTOWN
CAR CLASSIC ART FESTIVAL BURBANK

TOTAL DOWNTOWN BURBANK EVENT ATTENDANCE=40,600
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- Act as liaison for potential tenants to streamline
permitting process

- Work with commercial real estate professionals,

property owners, developers and prospective
tenants to facilitate new leases

- Attend So Cal Idea Exchange & ICSC RECon to gy

promote leasing opportunities CENTER'

A

Gyu-Kaku
Japanese BBQ

P

FIVE GUYS
BURGERS and FRIES

40%

INCREASE IN . 5 0/0 e R

SALES TAX &
VACANCY RATE \%
K{‘ (

IN 40 2014
Source: Hal, Nen-Adjusted Data Sg Garden Inn WooD RANCH

Hilton
BBQ & GRILL®

—“-tr—
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Leverage private/public funding to enhance
aesthetics, safety, and maintenance of
Downtown's infrastructure
v Intensify street cleaning
v Upgrade landscapes areas
v Upgrade paseos to meet aesthetic
standards of Downtown Burbank, such as
the MUD Paseo Enhancements project.

e Al . ua
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ToP 1 O SALES
4 % TAX GENERATORS

K GENERATC PROFILE BY
n alpha Cal or
0 Barnes & Noble TYPES OF BUSINESS
GENERATED 20 [ OF BURBANK'S B7's Restaorant
SALES TAX REVENUE WITH Ba';g ?rwgoﬁe
uffalo Wild Wings
480 | Grill & Bar g
+ Burlington Coat FOOD 19 A]
| Factory 34%
| IKEA SERVICES 4%
Scurce: HdL, Non-Adjusted Data | In-N-Uut BUI’gEI’ GENERAL
! Eﬁms MERCHANDISE
avy - 0
| Ross Dress for Less 29 /0

Sears  source HoL, Non-Adjusted Data
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Industrial and Flex Vacancy

3.5%

w 3% .
E 2.5% S = — 5%  275%
S 1%

5%

FY 12/13 FY13/14
BURBANK LOS ANGELES CITY




Property Price Per
Square Footage

Retail /Restaurant

Retail /Restauran

Office

Retail /Restaurant . ..

Office
Retail /Restaurant
Industrial

$ 2.37/sq. ft.

...$3.57/sq. ft./nnn

$2.36/5q. ft.

.. $1.58/5q. ft./nnn

$3.15/5q. ft.
$3.05/sq. ft./nnn

$2.87/sq. ft.

... $3.50/sq. ft./nnn

$1.28/sq. ft.




Unemployment Rates

10.33% 3
a 592% 8.92 As .
| _ 7.29% A

FY 12/13 FY 13/14
BURBANK LOS ANGELES COUNTY

JULY 14-APRIL 15
CALIFORNIA




'Median Single Home Values

$649,800
e e TSI

- $450,000
$300,000

FY 12/13 FY 13/14 JULY 14-APRIL 15
BURBANK LOS ANGELES COUNTY







ECONOMIC DEVELOPMENT
Mission Statement & Strategies

Mission Statement

Uphold a strong commitment to economic development to advance
sustainable job growth, enhance commercial vitality, and maintain
quality of life for all.

Strategies

1. Position Burbank as a competitive regional, statewide
and national hub for business and residence
. Focused business attraction, retention and expansion
. Enhanced business outreach and communications
. Continue evolution of Downtown Burbank
. Position Burbank as a travel and tourism destination




Understand Current/Future Residents, Consumers
and Workforce by Studying Psychographic Data

Psychographic are:
v The analysis of consumer lifestyles to create a detailed customer profile.
v/ Measured by market researchers asking consumers to agree or disagree
with activities, interests, and opinions statements.
v/ Combined with the following characteristics:
Geographically (place of work or residence), and
Demographically (age, education, occupation, etc.)

to develop a more ‘lifelike’ portrait of the targeted consumer segment.




LARGEST GENERATION YET
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Millennial Entrepreneurs

/‘ MILLENNIAL
Age 18-35, starting the businesses of the future!

PRESTO MARKETING GROUP
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Millennial Entrepreneurs  ~

Age 18-35, starting the businesses of the future!

ITEM NO. 001 ITEM NO. 002
709% Of teens Say they \ i i / )) Entfe'preneurs create 75% Of a” new
)) are interested in becoming D =~ jobs in our economy every year
entrepreneurs @ ® ®
)) 54% of the Millennials plan to start
their own business this year i
i |
ITEM NO. 003 |
Statistics of Entrepreneurs Starting
Their Own Businesses \ ITEM NO 004 '
-e Time 20% e—— =
- = 2> TotalDebt of College Students = 1 Trillon Dol
i of college students say
RN e = )) 88% entrepreneurship education s vital
7%
AR < )) 7 40/ of college students have no access to
0 entrepreneurship resources on campus
ITEM NO. 005
Less than 1% of entrepreneurs ITEM NO. 006

)) come from ememe')’ fich or S s ()/. of Millenial Entrepreneurs people started
extremely poor families ) ‘ ))23 /0 a business as a result of unemployment



MILLENNIALS VALUE INNOVATION

4

BORN FROM 1980 TO 2000, MILLENNIALS NOW IN THEIR 20S AND 30S
ARE PARTICIPANTS IN THE WORKFORCE. THEY CONSIDER INNOVATION
A KEY PURPOSE OF BUSINESS AND JUST AS IMPORTANT AS PROFIT.

I

&£

be
il

il

8% 1% 66% 62%

of Millennials feel believe say innovation describe themselves
innovation is business innovation  is a critical requirement as “innovative.”
essential for improves society. in choosing a
business growth. potential employer.
OSOCIALCAST

Sourca: www.deloitte.com/MillennialSurvay by VITYWAre



|r- densely populated urban and suburban areas Almost
b ¥ 40% of residents are foreign-born and about
two-fifths of households have children. Workers are
~ mainly employed in white collar and service occupa-
“ tions. One-fifth of workers commute using public
transportation and more walk or bike to work than
expected. Consumers are attentive to personal style;
purchases reflect their youth and their children.

45%
Median Age-39

PLEASANTVILLE - 91506

Many couples have already transitioned to empty
nesters; many are still home to adult children. Fami-
- | lies own older, single-family homes and maintain
~ their standard of living with dual incomes. These
consumers have higher incomes and home values and
much higher net worth. Residents spend their spare
time participating in a variety of sports or watching
movies. They shop online and in a variety of stores,
from upscale to discount, and use the Internet largely
for financial purposes.

37%
Median Age-38

CITY LIGHTS - 91501, 91504, 91505

A densely populated urban market, the epitome of
equality. Household types range from single person
to married-couple families, with and without
children. A blend of owners and renters, single
family homes and town homes, midrise and high-rise

. apartments, these neighborhoods are both racially

and ethnically diverse. Many residents have complet-
ed some college or a degree, and they earn a good
income in professional and service occupations.

32%
Median Age-42




TRENDSETTERS - 90404

These educated young singles aren’t ready to settle

down; they do not own homes or vehicles and choose

to spend their disposable income on upscale city living 0

and entertainment. Dressed head to toe in the most A)

current fashions, their weeknights and weekends are

filled discovering local art and culture, dining out, or 3d i an A e_ 38
exploring new hobbies. Their vacations are often = g
spontaneous, packed with new experiences and

chronicled on their Facebook pages.

LAPTOPS AND LATTES - 90403, 90405
Residents are cosmopolitan and connected —
technologically savvy consumers, predominantly
single, well-educated professionals in business,
finance, legal, computer, and entertainment
occupations. They are affluent and partial to city

76% “C
& e 4 R living — and its amenities. Many residents walk
M ed Ia.n Age'42 bike, or use public transportation to get to work:'

a number work from home. Residents are more
interested in the stock market than the housing
market.

| METRO RENTERS - 90401
~ A highly mobile and educated market who live alone
or with a roommate in older apartment buildings and 5 5(y
# condos located in the urban core of the city. This is 0
one of the fastest growing segments. Computers and .
cell phones are an integral part of everyday life and M ed lan Age-38
are used interchangeably for news, entertainment,
shopping, and social media. Metro Renters residents

live close to their jobs and usually walk or take a taxi
to get around the city.




TRENDSETTERS - 95112, 95126

These educated young singles aren’t ready to settle
down; they do not own homes or vehicles and choose
to spend their disposable income on upscale city living
and entertainment. Dressed head to toe in the most
current fashions, their weeknights and weekends are
filled discovering local art and culture, dining out, or
exploring new hobbies. Their vacations are often
spontaneous, packed with new experiences and
chronicled on their Facebook pages.

39%
Median Age-35

A METRO RENTERS - 95134

<A highly mobile and educated market who live alone
or with a roommate in older apartment buildings and
condos located in the urban core of the city. This is
one of the fastest growing segments. Computers and
cell phones are an integral part of everyday life and
are used interchangeably for news, entertainment,
shopping, and social media. Metro Renters residents
live close to their jobs and usually walk or take a taxi
to get around the city.

61%
Median Age-34

L3l #7777 INTERNATIONAL MARKETPLACE -
' 95110, 95117, 95128

. _5.' Neighborhoods are a rich blend of cultures, found in
S densely populated urban and suburban areas Almost
40% of residents are foreign-born and about
two-fifths of households have children. Workers are
mainly employed in white collar and service occupa-
tions. One-fifth of workers commute using public
transportation and more walk or bike to work than
expected. Consumers are attentive to personal style;
purchases reflect their youth and their children.

29%
Median Age-32




- Create alternate modes of transportation (i.e.
high speed rall)

- Increase electric vehicle charging stations

- Promote high-speed fiber optic network
(ONEBurbank)

- Create walkable neighborhoods with
mixed-use housing

- Create flexible office spaces/virtual offices
- Faclilitate areas for entrepreneurship/
Incubators
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