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TOWN CLERK/FRONT OFFICE REPORT
JANUARY 2015 UPDATE

Meetings:

Ms. Griffin & Ms. McAuley attended weekly meetings of the Black
History Month Committee. The February 14™ event at the Public
Playhouse will take us through the history of the American Civil Rights
Movement during the 1960s. Ms. Griffin made a pilgrimage to the
Playhouse to scope the layout and plan logisitics

Ms. McAuley attended Management Team Meetings.

Ms. Griffin organized refreshments for the TNI meeting.

Ms. Griffin organized refreshments for the Community Forum

CDBG

PY 40 agreement documents have been received (58 Avenue) and
work will take place in spring of 2015 when weather improves.

Building a Better Bladensburg, Block by Block

Ms. McAuley attended the kick-off meeting, where a group of persons
concerned about the aesthetics in Bladensburg and the impact of
quality of life and economic development constraints due to a lack
thereof. She and Ms. Peck volunteered to Co-Chair the group. The
notes from the first meeting are attached to this report.

After the Battle!




Please review the outside report that shows the impact of the Battle of
Bladensburg commemoration on our area. This report was
commissioned by ATHA, that led the Taskforce through almost a five
year effort to bring our role in the War of 1812 to Maryland and far
beyond.

Some of the Tasks taken on by the Front Office

Log in and disseminate Mail;

Answer inquiries by phone and in person to numerous visitors to our
office on a continuing basis;

Schedule use of Town facilities;

Schedule Town bus use;

Keep all official Town Record;

Review and sign invoices along with the Town Treasurer;
Handle many of the logistics for special events and meetings;
Act as the conduit for Public Information Act requests;
Communicate information to Mayor, Council and Staff:
Assist with the Newsletter;

Assist in travel arrangements for conferences;

Serve as the Town’s State Retirement Coordinator.
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Highlights of the Study

The Bicentennial Commemoration of the Battie of Bladensburg attracted an estimated
2,500 to the waterfront of the Anacostia River near the site of the battle where the
Americans were defeated allowing the British to burn the U.S. Capitol and the White
House. While the battle was devastating the bicentennial re-enactment was not. Visitors
enjoyed activities such as living history, performers, children's activities, and river boat
tours.

Unfortunately the weather for the bicentennial event experienced heavy rain throughout
the day, which detracted visitors.

The Battle of Bladensburg was supplemented by a $64,100 grant from the Maryland War
of 1812 Bicentennial Commission. In return, the bicentennial commemoration generated
$110,974 in total economic impact for the State of Maryland.

Forty-seven percent of event visitors came from outside of Prince George's County and

spent $23,487 with local restaurants, hotels, retailers, etc. Local spending generated an

additional $16,441 in indirect impact. Thus, the total impact of the Battie of Bladensburg
in Prince George's County is estimated at $39.926.

The Battle of Bladensburg also increased business revenues statewide- outside of Prince
George's County but within the State of Maryland. Commemoration visitors increased
business revenue throughout the state by $41,793. The recirculation of the direct impact
produced an additional $29,255 in indirect irnpact which makes a total economic
impact of $71,048 generated elsewhere in Maryland as a result of bicentennial events.

The direct spending by visitors to the Battle of Bladensburg resulted in substantial tax
revenues for the State of Maryland. Sales tax, alcohol tax and gasoline excise tax
brought in an estimated $4,485 for the State.

The majority of survey respondents indicated War of 1812 and Bicentennial activities
(73.2%), museum and historic sites (57.1%) and the food truck rally (49.3%) were most
important to them during their trip to Prince George's County. Thirty-one percent of
visitors dedicated more than one day to the Battle of Bladensburg bicentennial events.

The Battle of Bladensburg fostered interest in the history of the Maryland War of 1812,
Eighty percent of survey respondents indicated they are very interested or interested in
learning more about the history of the Maryland War of 1812. Consequently, 67.0%
indicated they were likely to participate in other events commemorating the War of
1812.

Survey research proved that the Bicentennial Commemoration of the Battle of
Bladensburg was a positive experience as an overwhelming 80.1% of visitors were very
satisfied or satisfied with the events.



. Introduction

Two hundred years ago, the British Navy launched its “Chesapeake Campaign" looting, burning,
and causing economic devastation in towns along the Bay. Now dozens of Maryland
communities share a national story of tiumph which began in April 1813 when the British began
their assault at the head of the Bay and climaxed September 1814 with the successful defense
of Baltimore,

The Chesapeake Bay was a prime target for the British because it was an important center for
commerce, industry, and government. Washington, DC was the nation’s capital and Baltimore,
the third largest city in the United States, a seat of maritime trade, shipbuilding, and industry. The
Campaign of 1814 was a significant period because the British occupied our nation's capital
after the American defeat at the Battle of Bladensburg, but were repulsed during the Battle for
Baltimore. The events of the campaign are significant to American history because of their
pivotal effect on the outcome of the War of 1812 and their effect on far—reaching aspects of
American society, including the young nation's identity.

In honor of the bicentennial, state and local officials supported dozens of War of 1812 programs
and events. The vision was to educate the public through celebration and commemoration of
historic events and to expand economic development and tourism-related job creation in the
State.

The modern Chesapeake Campaign ran from May 2013 through September 2014 and featured
a series of weekend festivals that included commemorative War of 1812 events, historic re-
enactments, interactive activities, tall ships, and more. The Maryland War of 1812 Bicentennial
Commission awarded over $591,000 in grants for 10 events in eight counties in 2013 and 2014 to
support the Chesapeake Campaign commemoration. The festivals enticed tourists to explore
Maryland's charming small towns and historic cities, each filled with galleries, shops, lodging and
restaurants.

Forward Analytics, Inc. was contracted by Star-Spangled 200, Inc. ("S$S200")" to conduct
audience research for key signature events between June 2012 and December 2014
commemorating the Maryland War of 1812 Bicentennial. The primary research goal was to
measure the economic impact generated by the events. Such information is crucial to analyze
the return on investment (ROI) for citizens, event managers, sponsors, government entities and
the affected communities.

Audience research was also utilized to evaluate the extent to which Chesapeake Campaign
events provided Marylanders, and tourists, engaging opportunities to learn about and stimulate
interest in the State's significance and relevance of the War of 1812.

! Star-Spangled 200, Inc. is the non-profit 501(c)(3) organization that supports the fundraising goals of the
Maryland War of 1812 Bicentennial Commission ("Commission") and is charged with helping to ensure the
realization of successful programs, events and community investment during the multi-year
commemoration period. Established by Governor Martin O'Malley, the Commission is staffed by the
Maryland Department of Business and Economic Development, Division of Tourism Film and the Arts. The
bicentennial period ran from June 2012 through September 2014. It commemorates Maryland's unique
contributions to the defense and heritage of the nation, including the pivotal battle that led to an
American victory and the birth of "The Star-Spangled Banner."



. The Framework

The Battle of Bladensburg commemoration, known as the “Undaunted Festival," was part of
multi-year planning process to develop infrastructure and godis for the Port Town area (the
towns of Bladensburg, Cottage City, Colmar Manor, and Edmonston). Out of this planning
process, the participants developed a plan that would include interpretive signage, walking
tours, banners, streetscaping, a new monument, and the capstone "signature program."

The Undaunted Festival was made up of a week of programs leading to the Saturday event.
Tuesday had a lecture at Riversdale House Museum, Thursday was War of 1812 Night at the
Bowie Baysox, and Friday was the John Bull Roast at Riversdale House Museum. The festival

A. Purpose of Study

In support of a more in-depth understanding of the positive impacts of the Battle of
Bladensburg, $5200 retained Forward Analytics to measure its effect on the economy
and generate an Economic Impact Report. The following research study provides
tangible and reliable information to the economic and educational returns resulting from
investments and spending on the Chesapeake Campaign events. It specifically explains
the direct and indirect business volume and government revenues generated in Prince
George's County and the State of Maryland.

The purpose of the research was to measure the economic impact of the event activities
and also to analyze audience research for the use of planning and promoting further
historic and cultural events. In addition to economic impact analysis, audience research
was designed to measure the following:

* overall event satisfaction;

*  socio-graphics and psychographics of attendees:

* attendance motivators;

¢ communications and marketing activities; and

* Interest in the history of the Maryland War of 1812 and its commemoration events.

B. Methodology

The study employed a customized survey fo collect data from a random sample of Battle
of Bladensburg visitors. Initially, Forward Analytics collaborated with staff from $5200, the
Maryland War of 1812 Bicentennial Commission, Visit Baltimore, and the Maryland Office
of Tourism to create a 3-page template survey that was ultimately retailored for each
Chesapeake Campaign event.

In-person interviews were administered by Forward Analytics staff to 158 adult attendees
(ages 18+) during the Battle of Bladensburg commemoration events. In order to gather
representative data, Forward Analytics conducted surveys during diverse hours of the



day and at various spots of the festival. The dataq collected represents a 95% confidence
interval with a margin of error at +/-7.68%.

In addition, the methodology incorporated detailed impact information supplied by
event planners for Battle of Bladensburg. Maryland Milestones/ATHA Inc. reported back
the event's expenditure levels and geo-spatial distribution [spending locally vs. non-
locally) along with other social and cultural impact details.

C. The Economic Impact Model

The economic impact study measured the direct and indirect business volume and
government revenues generated as a result of Battle of Bladensburg. The study
employed a linear cash flow methodology first developed by Cafferty & Isaacs for the
American Council on Education. The Cafferty & Isaacs methodology is the most widely-
used impact study tool and has been used throughout the United States in impact
analyses. The economic study measured the impact of the bicentennial events in Prince
George's County and the State of Maryland.

The linear cash flow model that Wwas used in this study takes into account the re-spending
of money within the economy as a result of what professional economists term "the
multiplier effect.” The multiplier effect measures the indirect impact, or the circulation of
dollars originally attributable to the representative events, and tracked the spending by
successive recipients until the funds eventudlly leak out of the economy. The sum of
these direct and indirect expenditures represents the totql impact on the local business
volume,

The direct impact, or the direct spending, of visitors increased government revenues for
the host county and State of Maryland and are calculated herein. Government
revenues generated from bicentennial events include sales tax, alcohol sales tax, hotel
tax, and state gasoline excise tax.

lil. Research Findings

The Battle of Bladensburg bicentennial provided educational and social opportunities for
residents while also attracting tourists to Bladensburg and Prince George's County. In total, an
estimated 2,500 guests enjoyed the bicentennial remembrance of the Battle of Bladensburg. An
estimated 1,327 “locals" participated in the commemoration while 46.9% of visitors (or 1,173
people) came from outside of Prince George's County. And 29.4% of visitors came from outside
of Maryland. They traveled from surrounding states Virginia, Delaware, and Pennsylvania, but
also outlying states, like Massachusetts and Tennessee.

The Battle of Bladensburg enticed first time visitors (14.3%) to Prince George's County, as well as
frequent visitors, who generated substantial revenue for local businesses. While stimulating
tourism, the Chesapeake Campaign events also educated guests and fostered interest in the
Maryland War of 1812. Research demonstrates that the festivals provided engaging
opportunities to learn that "Maryland is recognized as the most important portal to understand
the significance and relevance of the events of the War of 1812."



+ family-friendly, educational activities (50.0%),
* interestin War of 1812 (44.0%),

*  pride in Maryland's history (34.0%),

* mere convenience (28.0%), and

* good entertainment (26.0%).

Specifically, 51% of survey respondents indicated they are very likely or likely to attend the Star-
Spangled Spectacular, celebrating the 200t anniversary of our national anthem.

There is no doubt that Battle of Bladensburg bicentennial events elevated Prince George's
County and Maryland as a premier location to live, work and visit. An overwhelming 80.1% of
visitors rated the overall event as very satisfactory or satisfactory. The historic commemoration
adds to the vitality and image of the county and state with press coverage and publications
that extend beyond the local areaq.

A. Audience Research Findings

A goal of the Chesapeake Campaign events was to draw people to the small and
charming towns along the Star-Spangled Banner National Historic Trail in Maryland. Seventy-
three percent of survey respondents indicated that the Battle of Bladensburg was very
influential or influential in deciding to visit the area.

Survey respondents were asked to indicate “up to 5 activities that are most important to you
during your trip to Prince George's County.” Below is a ranking of the top activities. War of
1812 and Bicentennial activities (73.2%), museums and historic sites {67.1%), and the food
truck rally (49.3%) were ranked highest,

Ranking of Top Activities while in the area
for Battle of Bladensburg

War of 1812/Bicenteniid activities
museums and historic sites
foodtruck rally _
outdoor recreation
music and concerts

kids acfivities
freworks |
Chesapecke Bay heritage
waterrecreation

shopping
artists |
Msiting friends and relatives
dining at local restaurants
sporting events !

staying overnight

60% a0% 100%



Even though heavy rain interfered with Saturday's bicentennial activities, the majority of
event visitors (77.5%) spend more than five hours in Prince George's County over the
weekend. And 31.4% percent of guests dedicated more than one day to the
commemoration.

Word of mouth (76.4%) and local newspaper articles (64.0%) proved to be effective
advertisement for the Battle of Bladensburg. Internet marketing through social medig
(62.3%) and online articles (34.5%) also proved to be effective tools for informing and
educating visitors about the bicentennial events. And www.princegeorgeslSlZorg,
informed 30.5% of visitors about the bicentennial events and ifinerary.

With the proper messaging about events, research shows 56.1% of visitors were familiar
that the Batile of Bladensburg was part of a series of fraveling festivals that trace the
battle lines of the War of 1812 along the Chesapeake. Even more, 61.4% of visitors were
familiar that the events were part of Star-Spangled 200, the bicentennial of the War of
1812 and the writing of the National Anthem.

While pairs and threesomes comprised fifty percent of Battle of Bladensburg visitors,
14.8% came in groups of 10 or more. Thirty-five percent of survey respondents brought a
mean of 1.05 children to the commemoration. These children range in age from0to 3
year olds (10.7%), 4 to 9 year olds (45.5%), 10 to 14 year olds (24.3%), and 15 to 18 year
olds (20.0%).

The 50+ crowd made up 37.3% of guests while one-third were under age 34. More
guests are married (54.7%) rather than single (35.9%). Sixty-five percent of guests had
earned a four-year degree or higher while 68.2% have a household income of $75,000 or
more.

B. Economic Impact Findings

Visitors to the Battle of Bladensburg had a total economic impact of $110,974 in the State
of Maryland. In Prince George's County, the total economic impact of visitor spending is
estimated at $39,926. The tcial impact consists of $23,486 in direct impact and $16,440 in
indirect impact for the County. Another $41,793 in direct spending was generated
elsewhere in Maryland. Direct spending was recirculated in the economy producing an
additional $29,255 in indirect revenue, with a total impact of $71,048 generated
elsewhere in Maryland.

Prince George's County  elsewhere in Maryland

Food at restaurants/bars $11,825 $18,236
Alcohol at restaurants/bars $1,360 $2,051
Retail/souvenir purchases $4,383 $10,759
Tourist c:Hro.ctions/ $1,020 $2,614
entertainment
Overnight accommodations $1.289 $4,711
Parking $410 $363
Gasoline $2,625 $2,848
Ground transportation $574 $21



Visitor Spending Direct Impact $23,486 $41,793
Indirect Impact $16,440 $29,255
Total Impact $39,926 $71,048

Government Revenve Impact

Battle of Bladensburg increased local business volume and also generated substantial
tax revenues for the local and state government. Tax revenues were paid directly by the
nonresident guests on purchases with local businesses as mentioned above.

The State of Maryland received an estimated $4,485 in tax revenue from the economic
activity generated by the Battle of Bladensburg bicentennial events. Prince George's
County gained $390. The government revenue impacts comprise the following:

Sales Tax

As outlined above, Battle of Bladensburg generated substantial revenue for
businesses in Prince George's County and the state of Maryland. Accordingly,
direct spending by nonresident guests generated $3,916 in state sales tax
revenues for the State of Maryland.

Alcohol Sales Tax

Battle of Bladensburg attendees spent $3,411 on alcohol at local restaurants and
bars. The alcohol tax hike added another $102 to Maryland tax revenue that was
attributable to bicentennial events.

Hotel Tax

Survey data suggests 2.3% of visitors spent the night at a hotel, motel or B&B in
Prince George's County or nearby. Survey research measured the average
nights stayed and average cost of accommodations. Battle of Bladensburg
guests generated a direct impact of $6,000 for the local hotel industry. The
County received $65 in hotel tax revenues (in addition to Maryland state sales tax
revenues).

State Gasoline Excise Tax

Nonresident guests spent an estimated $5.473 in gasoline while traveling to and
from and throughout Prince George's County. A gasoline excise tax of $.235 per
gallon generated $367 for the State of Maryland.

Public Safety, Fees and Permits

While the Battle of Bladensburg attracted a few thousand people to Prince
George's County and spent thousands of dollars during their stay, the event cost
the host city and county money for policing, public works, and permitting. The
event supported Bladensburg EMS and fire services by providing $2,300 in



revenue. Furthermore, the Battle of Bladensburg paid $325 in fees and permits to
Prince George's County and $100 to the State of Maryland.

Revenue Generated by Event Organizers

Lastly, the operating expenditures by event organizers were considered. Maryland
Milestones/ATHA Inc. disclosed that an estimated $22,000 of their operating budget was
spent on businesses and organizations operating in Prince George's County and over
$11.620 elsewhere in the State of Maryland. Operating expenditures included the
purchase of goods and professional services from local businesses for marketing and PR,
signage, printing, food, and entertainment, to name a few. The Battle of Bladensburg
was supplemented by a $64,112 grant from Maryland 1812 Commission. Additional funds
were raised by Maryland Milestones/ATHA Inc. through event sponsorship and donations.

v. The Value of Volunteers

Battle of Bladensburg attracted 25 volunteers providing 300 hours of service. Estimating their
monetary worth of volunteers is less critical than the notion that those who volunteered their time
could have spent it in many ways, but decided that the bicentennial events were of most
importance to them in allocating their time. If the total volunteer hours are calculated at the
government dollar value of a volunteer hour in Maryland (2013}, an estimated $7,629 is donated
in fime to the Chesapeake Campaign and Prince George's County.



Meeting @n Aesthetics

The Town of Bladensburg

The Town of Bladensburg
Aesthetics Meeting
January 14, 2015

Vision

The overall perception of our community based on the beautification, imagery, cleanliness, community
offerings, and culture.

Mission
Behavioral change

Community Goals
* Beautification
o Landscaping
Imagery
Cleanliness
Community Offerings
Culture
Elimination/remediation of blight
Current Strategies

Current strategies

Personal direct communication
Farmers Market - Bladensburg Elementary

Ideas/Brainstorming [

Better Bladensburg @
On-going education

Marketing Campaign - "B5 Campaign" -
BBBBB

Better Bladensburg Block by Block - ‘
Beautification Block Party - Saturdays -
each block marked off with balloons,
attendees: police, code, UMD groups and others - concept like a current day 'Curb Appeal' using the
opportunity for education of the community.

Join with Community Forklift to show how inexpensive the paint is, how to re-condition, upgrade, etc.

Block By Block

A Community Collaboration, ™




Plan map of how to hit each block - next meeting
Tree planting/flower planting - MD National Resources with education/outreach to community
members to participate

in the initiative,

Use Creative Arts to educate through performing arts on:
* communication
* horticulture ideas
* building improvements
s efc.

Block Party ideas - UMD Horticulture Group at the Block Party to educate on specific bushes/trees to
plant to prevent roots growing up into concrete, etc.

Sustainability in behavioral change - follow up to the community - checklist they keep on hand - promote
having a Block Captain. Follow up with those blocks we hit,

End of Summer Event - "Best Improved Block" - for being Bladensburg Best Block - giving gift certificates
from Community Forklift, Home Depot, Garden Show/Magazine, Neighborhood Design Center
acknowledgment or appearance.

Some needs to revamp code concerning our above-listed goals to be consistent with our work in this
group and for Bladensburg.

Others who should be in the room:
Apt complex Managers - Chris will contact to invite to our next meeting
Business partners (local) - Dana will contact to invite to our next meeting

Use CTV and Gazette to picture before and afters and follow ups as incentives for sustainability of the
project.

Next steps -
Co-chairs - Pat McAuley, Carlyncia Peck

Goal for the first B5 Block Party - April
* Literature to be used
Partners to be involved
Dates/rain dates of each event
Strategies for what we need to do for each event sponsored
Agenda of events and order of service to the community

Next meetings
Ist and 3rd Wednesdays at 11 am bi-weekly starting February 4 and February 18
First event to be in April



Meeting on Aesthetics

Meeting Sign-In
January 14, 2015

1": ______ - ﬁr' f
John Moss S Imossi@Bladenshury net
RQ:\D’ Eif\\l"-i \Y :) R?_mc_ir_\:.l ® k(il-'-L"-"\"‘a"\}l.’dj. NEJ
B ————

&(ﬁ[& D(uf] e S @duﬁmﬁ@b‘ ad(ﬂé-\‘at\fﬁ -!’l(‘(-
P.jfh'&” ’x"1 ” j P"\“”aalhb\*nib\lrs. ned

oA L am S Dhredha M Rhdens |, ey N2k
'DAnnj NQ QO\\'\Q __ O @__mgml nnjh\xﬁ‘ - et
z ' resiclom - QX2 e pplitomy
CAH:SW(A%&(L ( @CMVdr‘-ef""d.SQU“-AOWG”""\

Cav’/t neia. S. P c K R __Car/gnmn @gmacl. cone

Hbh | 5 Jpreebobiini




8.inqsuapo)g Jo umoy ayy

SI113Y3say uo Suyaay

B




(491399 Wayy ayew am ued MOH <
{9A112349 MOH <«
{PISN am aney Jeym <
sal89je.3g JUS.LINY) «
‘U OP..............mm_mom 1no aJp ..—.Mr_; <
s9)dwex3 «
(sn 03) SJ1)8Yy3say Sululaqg <«
(¢949Y noA aue AYM pue nof e OYym) <«
UL G +#oeeereesssnennene SUOLIINPOIU| <

SS920.d a9y

SaINUIW () * e




‘utw g **°*°°-;sdajs 3xau ano aJe Jeym <

(Peal 9yl sl Oym <«
JJusawa)duiL 0]} MOH «

¢A13 01 USIM aMm Jey] Aue aiay] aly <«
wojsule.lg <
.C_.E ON.o...........wa_.mwu.ﬂ.‘_Hm ;mz A

$$920.d 9y L




**'S1 UOLJIULYSP INQ

311341598 /AIBUOIIDIP/ W0D J23SqoM-LBLIIaUW MMM/ / :d114

*86/1 UL 3sn UMOUY| 351

*a)se) ‘Ajneaq se sydaouod yons
J0 Apnis ayl yum pautaduod Aydosojiyd jo youelq ayj Sutueaw

"sasuas ay3 Aq a)qridadsiad soylIayisie :uLsLIO 3935

¢¢¢¢SINIBYISAY SL JeYM




¢¢8¢34Y S1eoyn JnQ oS




;)e0s8 pajels
Jno sulAaLyde A3yl (11m 10) auy

§Sa183RIIS JUSLIND) JNQO 34 JeYM



AZVdD O0L SI v3dl ON -Sajny

(wJojsuio.g)
M1 ue) aM yled MaN e aaay] S|




¢MOH “UBYM “‘Oym

¢5d33S IXaN




