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CHAPTER ONE RECREATION PROGRAM ASSESSMENT 

1.1 OVERVIEW 

1.1.1 INTRODUCTION 
As part of the Community Needs Assessment process, the consulting team performed a Recreation 
Program Assessment of the programs and services offered by the Boca Raton Recreation Services 
Department (“Department”). The assessment offers an in-depth perspective of program/service offerings 
and helps identify strengths, weaknesses, and opportunities regarding programming.  The assessment 
also assists in identifying core programs, program gaps within the community, key system-wide issues, 
areas of improvement, and future programs and services for residents.  

The consulting team based these program findings and comments from a review of information provided 
by Department and Beach & Park District staff including program descriptions, financial data, partnership 
agreements, promotion methods, etc.  This report addresses the program offerings from a systems 
perspective for the entire portfolio of programs, as well as individual program information.  

1.1.2 FRAMEWORK 
The mission of the Department is to “enrich the life of each resident and to contribute to the 
enhancement of Boca Raton as a community by providing exceptional recreational, educational and 
municipal programs, facilities and sites in a fiscally responsible manner.” 

In order to help achieve this mission, the Department provides a broad range of recreation and leisure 
programming for all ages.  These program offerings are supported with dedicated spaces which include: 
40+ parks, three (3) community centers, three (3) tennis centers, two (2) community pools, two (2) 
libraries and one (1) 27-hole golf course (championship course and executive course) and two (2) 9-hole 
golf course. 
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1.1.3 PROGRAM ASSESSMENT OUTLINE 
Below are some overall observations that stood out when analyzing the program assessment sheets: 

 Overall, the program descriptions effectively communicate the key benefits and goals of 
each Core Program Area.   

 Age segment distribution is good, and should continue to be monitored annually to ensure 
program distribution aligns with community demographics. 

 Program lifecycles:  Approximately 16% of the system’s current programs are categorized in 
the Introduction Stage; while 9% of programs fall into the Decline Stage.  A complete 
description of Lifecycle Stages can be found in Section 1.4.2. 

 The City has an excellent volunteer program which allows residents and organizations to 
easily get involved and give back to the community through various volunteer opportunities, 
special events, programs, etc.  Currently, the City has a large number of volunteers who 
contribute, on average, thirty-five hours of service each year.  

 From a marketing and promotions standpoint, the staff utilizes a variety of marketing 
methods when promoting their programs including: printed/online program guides, websites, 
flyers/brochures, direct mail, email blast, newsletters, in-facility signage, blogs, and various 
social media channels as a part of the marketing mix.   

 The Department currently lacks a unified voice when it comes to marketing, which 
is primarily due to staffing restraints.  A dedicated marketing position would assist 
with a consistent voice and branding throughout the system.  

 The Department would benefit from identifying marketing Return on Investment 
(ROI) for all marketing initiatives  

 Opportunities exists to increase the number of cross-promotions 

 Currently, customer feedback methods are sporadic.  Moving forward, it is highly 
recommended that the Department begins incorporating user input, on a more consistent 
basis, as a key performance measure that can be tracked over time.  Specifically, pre-
program evaluation and lost customer surveys are feedback tools that should be considered 
moving forward.  Customer feedback can be conducted in person, using paper or electronic 
(E.g., iPads) questionnaires, or remotely via online surveys by emailing hyperlinks to users.  

 Pricing strategies are diversified across the varies Core Program Areas.  Currently, the most 
frequently used approaches include: residency rates, group discounts, family/household 
status, and cost recovery goals.  These are good practices and must be continued.  In 
addition, it is essential to understand current cost of service to determine ideal cost 
recovery goals.   

 Financial performance measures such as cost recovery goals aren’t currently being utilized 
on a consistent basis by the Department.  Moving forward, it is recommended for staff to 
begin tracking cost recovery, more frequently, for all program areas.  When doing so, the 
staff should factor in all direct and indirect costs pertaining to programming.  A focus on 
developing consistent earned income opportunities would be beneficial to the Department’s 
overall quest for greater fiscal sustainability.   
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1.2 CORE PROGRAM AREAS 

Public recreation is challenged by the premise of being all things to all people.  To help reach this goal, 
it is important to identify Core Program Areas based on current and future needs to create a sense of 
focus around specific program areas of greatest importance to the community.  The philosophy of the 
Core Program Area assists staff, policy makers, and the public focus on what is most important.  Program 
areas are considered as Core if they meet a majority of the following categories: 

 The program area has been provided for a long period of time (over 4-5 years) and/or is expected 
by the community. 

 The program area consumes a relatively large portion (5% or more) of the agency’s overall 
budget. 

 The program area is offered 3-4 seasons per year. 
 The program area has wide demographic appeal. 
 There is a tiered level of skill development available within the program area’s offerings. 
 There is full-time staff responsible for the program area. 
 There are facilities designed specifically to support the program area. 
 The agency controls a significant percentage (20% or more) of the local market. 

1.2.1 EXISTING & POTENTIAL CORE PROGRAMS 
In consultation with Department staff, the planning team identified the following ten Core Program Areas 
currently being offered as well as potential future Core Program Areas: 

 

 

  

Existing Core Program Areas 

Adaptive Programs Education Programs 

Aquatic Programs Golf 

Athletic Programs Health & Wellness Programs 

Camps Racquet Sports 

Cultural & Performing Art Programs Special Events 

Potential Core Program Areas 

E-Sports Virtual Programs 

Figure 1: Existing Core Program Areas 
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ADAPTIVE 

The Adaptive Program Area provides children with special needs, such 
as autism or other related disorders, a safe and healthy environment 
for learning.  The Department aims to provide classes that address 
social skills, teamwork, communication, improving motor skills, and 
emotional expression.  Examples of Adaptive Programs include: 

 Beginners Social Skills Group 
 Occupational Therapy Group 
 Special Spirits Dance & Movement Class 
 TOPSoccer 
 High Five 

AQUATICS 

The Aquatics Core Program Area’s goal is to serve the public 
with outstanding swim lessons, special events, and an 
assortment of water safety-based programming.  Additionally, 
Aquatics also provides lifeguards with training and 
recertification needed to ensure their skills are kept to the 
highest standards set by the American Red Cross, while also 
instilling a sense of teamwork.  Examples of Aquatic Program 
offerings include: 

 Swim Lessons 
 Deep Water Fitness 
 Lifeguard Class 
 H2O Bootcamp 
 Boca Mantas swim team 

ATHLETICS 

The Athletics Core Program Area offers enrichment classes and 
leagues for both youth and adults.  The goal is to provide safe, 
high quality, and affordable recreational programs for people 
of all ages to play, learn, and build relationships.  Examples of 
Athletic Programs include: 

 Taylored Athletes Basketball 
 Traditional Gymnastics 
 Sand Turtles Volleyball 
 COBRA Youth/Adult Leagues 
 Cheerleading 
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CAMPS 

The Camps Core Program Area provides a wide range of 
opportunities for youth to learn, develop, and explore areas 
such as sports, nature, and technology.  Examples of Camp 
offerings include: 

 Gumbo Limbo Environmental Camp 
 Explorium Science Camp 
 Camp Boca 
 Ocean Adventure Camp 
 Tennis Camps  

CULTURAL & PERFORMING ARTS 

The Cultural & Performing Arts Core Program provides a wide 
variety of culturally enriching programs to engage residents of 
all ages.  Examples of Cultural & Performing Art Programs 
include:  

 Musical Theatre Performances  
 Kangaroo Kids 
 Music Together 
 Comedy (Stand-up, Improv, etc.)  
 Songwriting Workshops 

EDUCATION PROGRAMS 

The Education Program Area offers programs to stimulate 
learning, teamwork, life skills, and social interaction that will 
benefit youth as they continue on their journey through life.  
Examples of Education Programs include:  

 Youth STEM/STEAM 
 Fundamentals of Computer Animation 
 Fundamentals of Computer Animation 
 Guided Nature Walk 
 Youth Literacy  

GOLF 

The Golf Core Program Area introduces youth to the game of 
golf while also promoting family play.  The main goal is to 
promote parents and children to participate together in the 
sport of golf in a more affordable fashion, with the secondary 
goal being the promotion of the game to the community’s 
youth.  Examples of Golf Programs include:  

 Junior Family Golf Program  
 Golf Tournaments 
 Golf Leagues 
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HEALTH & WELLNESS 

The Health & Wellness Core Program Area helps enhance 
physical and mental health, improves posture, balance, 
flexibility, and strength.  Examples of Health & Wellness 
include:  

 Stretching the Mind and Body 
 Tai Chi 
 Night Line Dancing 
 Lil Sluggers 
 Soccer Shots  

RACQUET SPORTS 

The Racquet Sports Core Program Area’s goal is to provide 
racquet sport lessons, clinics, leagues, and open play to the 
residents of Boca Raton and The Greater Boca Raton Beach & 
Park District as a community. Additionally, Boca Raton has 
recently added six new pickleball courts and are slated to open 
six more at Patch Reef Tennis Center. Examples of Racquet 
Sport Programs include:  

 Pickleball 
 Private Lessons (Tennis) 
 Junior Programs (Tennis) 
 Wheelchair Tennis 
 Open Play  

SPECIAL EVENTS 

The Special Events Core Program Area offers special events 
that provide a great, enjoyable, safe atmosphere amongst our 
community.  Examples of Special Events include:  

 Fourth of July 
 Breakfast at Wimbledon 
 Springfest 
 Food Truck Fridays 
 Holiday Street Parade  
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1.3 ALIGNMENT WITH DEMOGRAPHICS AND TRENDS 

A full study of Demographics and Trends can be found in the Market Analysis report completed earlier in 
the process.  Areas that are covered in the Market Analysis include national trends and regional trends.  
Below are the areas to highlight when developing new programs or upgrading current offerings.  

1.3.1 DEMOGRAPHIC SUMMARY 
Based on population data from the Environmental Systems Research Institute (ESRI) and PROS’ analysis 
of the data, the Beach & Park District and City’s total population experienced an increase in growth 
within recent years, increasing 10.24% from 2010 to 2019 (1.14% per year) and is currently estimated at 
126,251 individuals (2019).  Based on predictions through 2034, the Service Area is expected to have 
148,423 residents living within 67,204 households.  

The population within the 2019 estimates show that 86% of the Beach & Park District and City’s population 
falls into the White Alone category, while Black Alone (6%) represents next largest population.  Future 
projections show that by 2034 the overall composition of population stay about the same with a slight 
reduction in White alone population.  It should be noted that Hispanic is not categorized as a race 
according to the 2010 Census; instead, it is classified as an ethnicity.  Based on the 2010 Census, those 
of Hispanic/ Latino origin represent 16.6% the Service Area’s current population. 

The City’s median household income is $81,659 and per capita income is $56,640 (2019).  The Greater 
Boca Raton Beach & Park District median household income is $68,353 and per capita income is $53,235 
(2019).  The City’s and the District’s income characteristics are both significantly above the state and 
national averages.   

The overall age composition of the population is projected to follow the national trends with the 55+ age 
segments projected to be the largest representation of the total population by 2034.  Approximately 52% 
of the total population is projected to be 55+ within the next 15-years. 

1.3.2 MARKET POTENTIAL INDEX 
A Market Potential Index (MPI) measures the probable demand for a product or service by residents within 
the City of Boca Raton and/or the Greater Boca Raton Beach & Park District.  The MPI shows the likelihood 
that an adult resident living within the City/District will participate in certain activities when compared 
to the U.S. national average.  The national average is 100; therefore, numbers below 100 would represent 
lower than average participation rates, and numbers above 100 would represent higher than average 
participation rates.  The City and District are both compared to the national average in four (4) categories 
– general sports, fitness, outdoor activity, and commercial recreation.  Note: not all of these activities 
necessarily take place within the City/District boundaries however, they are participated in by 
City/District residents. 
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GENERAL SPORTS MARKET POTENTIAL 

When analyzing the general sports MPI charts, Tennis and Golf are the top two activities amongst City 
and Beach & Park District residents when compared to the national average. 

 

 

 

 

 

 

 

 

 

 

 

 

 

FITNESS MARKET POTENTIAL 

The fitness MPI chart reveals that overall, the City and Beach & Park District are both more active when 
it comes to fitness and exercising than the national average.  Both populations have Yoga and Walking 
for Exercise in the top three most heavily participated in activities when compared to the national 
average. 

 

 

 

 

 

 

 

 

 

 

 

 

  

Figure 2: General Sports Participation Trends 

Figure 3: Fitness Participation Trends 
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OUTDOOR ACTIVITY MARKET POTENTIAL 

 When analyzing the outdoor activity MPI chart, Bicycling (road), Canoeing/Kayaking, Salt Water Fishing, 
Boating, and Horseback Riding all scored above the national average for both the City and the District. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Figure 4:Outdoor Activity Participation Trends 
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COMMERCIAL RECREATION MARKET POTENTIAL 

The commercial recreation MPI charts show ‘Went to art gallery’ and ‘Went to live theater’ as the top 
two activities among both City and Beach & Park District residents, with MPI scores significantly above 
the national average.   

Figure 5: Commercial Recreation Participation Trends 
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1.3.3 CORE PROGRAM AREA RECOMMENDATIONS 
These existing Core Program Areas provide a generally well-rounded and diverse array of programs that 
could serve the community at present.  Based upon the observations of the planning team, and 
demographic and recreation trends information, Department staff should evaluate Core Program Areas 
and individual programs, ideally on an annual basis, to ensure offerings are relevant to evolving 
demographics and trends in the local community.   

After discussions with program staff and consideration of ongoing national trends, a potential future Core 
Program Area is E-Sports.  As technology and the popularity of “gaming” continues to grow the 
Department should further deliberate adding E-Sport offerings.  This is a great opportunity to get the 
teenage age segment to participate and be more involved in the system.  Additionally, in light of the 
current Covid-19 pandemic, E-Sports is a great way to have community members interact while also 
keeping proper social distancing. 

Furthermore, developing and implementing a written formal program development process, Core 
Program Area standards, and a quality control audit process will help set the foundation to increase 
demand for services, grow participation, and keep quality standards in place to retain customers.   
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1.4 PROGRAM STRATEGY ANALYSIS 

1.4.1 AGE SEGMENT ANALYSIS 
The Figure below depicts each Core Program Area and the most prominent age segments they serve.  
Recognizing that many Core Program Areas serve multiple age segments, Primary (noted with a ‘P’) and 
Secondary (noted with an ‘S’) markets are identified. 
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Special Events P P S P S S P S P/S 

Figure 6: Age Segment Analysis 

 

For this report, an Age Segment Analysis was completed by Core Program Area, exhibiting an over-arching 
view of the age segments served by different program areas, and displaying any gaps in segments served.  
It is also useful to perform an Age Segment Analysis by individual programs, in order to gain a more 
nuanced view of the data.  Based on the age demographics noted previously in this report, current 
programs seem to be fairly well-aligned with the community’s age profile.   

That being said, the lack of primary programs dedicated to the ‘Senior Adults’ segment is noticeable.  
Seniors make up the largest potential user group for the Department.  It is important to engage seniors 
in recreation offerings as this age segment also tends to be some of the greatest advocates for recreation 
agencies.  Furthermore, a Department that is effective in capturing the senior segment is potentially 
tapping into a strong volunteer resource.  Moving forward, it is recommended that the Department 
considers introducing new programs, specifically for the 65+ age segment, to address any unmet needs.  
Programs such as walking clubs, leisure board/card games, and senior trips are popular activities amongst 
this age segment. 

It would be best practice to establish a plan including what age segment to target, establish the message, 
which marketing methods to use, create the social media campaign, and determine what to measure for 
success before allocating resources towards a particular effort.  It is recommended that the Department 
do this at least at a Core Program Area level, and for specific programs or events when realistic 
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1.4.2 PROGRAM LIFECYCLE ANALYSIS 
A Program Lifecycle Analysis involves reviewing each program offered by the Department to determine 
the stage of growth or decline for each.  This provides a way of informing strategic decisions about the 
overall mix of programs managed by the agency to ensure that an appropriate number of programs are 
“fresh” and that relatively few programs, if any, need to be discontinued.   

This analysis is not based on strict quantitative data but, rather, is based on staff members’ knowledge 
of their program areas.  The following table shows the percentage distribution of the various lifecycle 
categories of the Department’s programs.  These percentages were obtained by comparing the number 
of programs in each individual stage with the total number of programs listed by staff members. 

Lifecycle 
Stage 

Description Actual Program 
Distribution 

Recommended 
Distribution 

Introduction New program; modest participation 16% 
65% 
total 

50-60%      
total Take-Off Rapid participation growth 16% 

Growth Moderate, but consistent participation growth 33% 

Mature Slow participation growth 19%   19% 40% 

Saturation Minimal to no participation growth; extreme competition 7% 16% 
total 

0-10%        
total Decline Declining participation 9% 

Figure 7: Lifecycle Analysis 

 

The Lifecycle Analysis depicts a slightly skewed program distribution.  Approximately 65% of all 
programs fall within the beginning stages (Introduction, Take-Off, & Growth).  While this is slightly above 
the recommended 50%-60%, a heavy distribution of programs in the beginning stages helps provide the 
Department an avenue to energize its programmatic offerings.  Staff should anticipate the 33% within 
the Growth stage to transition into Mature and have several new programs ready to roll out when this 
occurs.  Moving forward, the Department needs to ensure that new programs make their way out of the 
beginning stages and are sustainable enough to reach the Mature stage or are repositioned to introduce 
other programs.  The Mature stage is the anchor of a program portfolio and to achieve a stable 
foundation, roughly 40% of programs should fall within this stage. 

According to staff, 16% of programs are saturated or declining.  It is a natural progression for programs 
to eventually evolve into saturation and decline.  However, if programs reach these stages rapidly, it 
could be an indication that the quality of the programs does not meet expectations, or there is not as 
much of a demand for the programs.  

Staff should complete a Program Lifecycle Analysis on an annual basis and ensure that the percentage 
distribution closely aligns with desired performance.  Furthermore, Departments could include annual 
performance measures for each Core Program Area to track participation growth, customer retention, 
and percentage of new programs as an incentive for innovation and alignment with community trends. 
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1.4.3 PROGRAM CLASSIFICATION 
Conducting a classification of services informs how each program serves the overall organization mission, 
the goals, and objectives of each Core Program Area.  Additionally, it also assists with how programs 
should to be funded with regard to tax dollars and/or user fees and charges.  How a program is classified 
can help to determine the most appropriate management, funding, and marketing strategies. 

Program classifications are based on the degree to which the program provides a public benefit versus a 
private benefit.  A public benefit can be described as everyone receiving the same level of benefit with 
equal access, whereas a private benefit can be described as the user receiving exclusive benefit above 
what a general taxpayer receives for their personal benefit. 

This plan proposes a classification method based on three indicators: Essential, Important, and Value-
Added.  Where a program or service is classified depends upon alignment with the organizational mission, 
how the public perceives a program, legal mandates, financial sustainability, personal benefit, 
competition in the marketplace, and access by participants.  The following infographic further describes 
each of the three program classifications. 

 

 

 

 

  

Figure 8: Program Classification Descriptions 
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With assistance from Department staff, a classification of programs and services was conducted for all 
of the recreation programs currently being offered.  The results are presented in the graphic below.  For 
a complete list of programs offered and their classifications please see Appendix A.  Approximately 18% 
of programs were deemed Essential by BRRSD staff, with 18% considered to be Important, and the 
remaining 64% being Value-Added.  This breakdown is used to identify the current distribution and make 
recommendations that help the agency achieve a balance that helps achieve cost recovery goals. 

 

As the Department continues to evolve to better meet the community’s needs, there could be an 
added benefit to managing the services if they all were classified according to the Cost Recovery Model 
for Sustainable Services depicted below in Figure 10. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Given the broad range of cost recovery goals (i.e., 0% to 40% for Essential Services or 40% to 80% for 
Important Services, 80% or higher for Value Added), it would be helpful to further distribute programs 
internally within sub-ranges of cost recovery as depicted in the previous Figure. This will allow for 
programs to fall within an overall service classification tier while still demonstrating a difference in 
expected / desired cost recovery goals based on a greater understanding of the program’s goals (e.g., 
Pure Community services versus Mostly Community Services or Community and Individual Mix versus 
Mostly Individual Mix).   

Program Classification Distribution 
Essential Important Value-Added 

18% 18% 64% 

Figure 9: Boca Raton Program Classification Distribution 

Figure 10: Cost Recovery Model 
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1.4.4 COST OF SERVICE & COST RECOVERY 
Cost recovery targets should at least be identified for each Core Program Area, and for specific programs 
or events when realistic.  The previously identified Core Program Areas would serve as an effective 
breakdown for tracking cost recovery metrics including administrative costs.  Theoretically, staff should 
review how programs are grouped for similar cost recovery and subsidy goals to determine if current 
practices still meet management outcomes. 

Determining cost recovery performance and using it to make informed pricing decisions involves a three-
step process: 

1. Classify all programs and services based on the public or private benefit they provide (as 
completed in the previous section). 

2. Conduct a Cost-of-Service Analysis to calculate the full cost of each program. 
3. Establish a cost recovery percentage, through Department policy, for each program or program 

type based on the outcomes of the previous two steps and adjust program prices accordingly. 

The following provide more detail on steps 2 & 3. 

UNDERSTANDING THE FULL COST OF SERVICE 

To develop specific cost recovery targets, full cost of accounting needs to be created on each class or 
program that accurately calculates direct and indirect costs.  Cost recovery goals are established once 
these numbers are in place, and the City’s program staff should be trained on this process.  A Cost-of-
Service Analysis should be conducted on each program, or program type, that accurately calculates direct 
(i.e., program-specific) and indirect (i.e., comprehensive, including administrative overhead) costs.   

Completing a Cost-of-Service Analysis not only helps determine the true and full cost of offering a 
program, but it also provides information that can be used to price programs based upon accurate 
delivery costs.  Figure 11 illustrates the common types of costs that must be accounted for in a Cost-of-
Service Analysis. 
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Figure 11: Cost of Service Analysis 
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The methodology for determining the total Cost of Service involves calculating the total cost for the 
activity, program, or service, then calculating the total revenue earned for that activity.  Costs (and 
revenue) can also be derived on a per unit basis.  Program or activity units may include: 

 Number of participants 
 Number of tasks performed 
 Number of consumable units 
 Number of service calls 
 Number of events 
 Required time for offering program/service 

Agencies use Cost of Service Analyses to determine what financial resources are required to provide 
specific programs at specific levels of service.  Results are used to determine and track cost recovery as 
well as to benchmark different programs provided by the Department between one another.  Cost 
recovery goals are established once Cost of Service totals have been calculated.  Program staff should 
be trained on the process of conducting a Cost-of-Service Analysis, and the process should be undertaken 
on a regular basis.  

 

COST RECOVERY BEST PRACTICES 

Cost recovery targets should reflect the degree to which a program provides a public versus individual 
good.  Programs providing public benefits (i.e., Essential programs) should be subsidized more by the 
Department; programs providing individual benefits (i.e., Value-Added programs) should seek to recover 
costs and/or generate revenue for other services.  To help plan and implement cost recovery policies, 
the consulting team has developed the following definitions to help classify specific programs within 
program areas. 

 Essential Programs-category is critical to achieving the organizational mission and providing 
community-wide benefits and, therefore, generally receive priority for tax-dollar subsidization. 

 Important or Value-Added program classifications generally represent programs that receive 
lower priority for subsidization.  

o Important programs contribute to the organizational mission but are not essential to it; 
therefore, cost recovery for these programs should be high (i.e., at least 80% overall). 

o Value-Added programs are not critical to the mission and should be prevented from 
drawing upon limited public funding, so overall cost recovery for these programs should 
be near or in excess of 100%. 
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1.4.5 PRICING 
Pricing strategies are one mechanism agencies can use to influence cost recovery.  Overall, the degree 
to which the Department uses various pricing strategies is sporadic.  Pricing tactics are primarily 
concentrated in residency rates, group discounts, family/household status, and cost recovery goals.  
However, some core areas also use age segment pricing, market competition rates, and customer’s ability 
to pay. 

The core areas with the largest variety of pricing strategies would be Camps and Special Events which 
both utilize 7 of the 10 options.  Considering weekday/weekend rates, prime/non-prime time rates, and 
location pricing are also valuable strategies when setting prices.  These untapped pricing strategies are 
useful to help stabilize usage patterns and help with cost recovery for higher quality amenities and 
services.  The consulting team recommends that all Core Program Areas use cost recovery goals as a 
major factor in determining pricing and look to underutilized pricing strategies to bolster participation 
and revenue.  

Staff should continue to monitor the effectiveness of the various pricing strategies they employ and make 
adjustments as necessary.  It is also important to continue monitoring annually for new direct competitors 
and other service providers.  The table below details pricing methods currently in place by the Core 
Program Area and additional areas for strategies to implement over time.  Furthermore, it should be 
noted that certain pricing strategies, such as market rates and cost recovery goals, require annual fee 
evaluations to ensure they are aligned with the market.  This may result in fees altering in order for the 
Department to stay competitive and meet goals. 
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Adaptive  X X   X   X  

Aquatics  X X   X X X   

Athletics   X   X     

Camps X X X   X  X X X 

Cultural & Performing Arts X X X   X   X X 

Education Programs  X X   X  X X  

Golf X  X  X      

Health & Wellness X X X   X   X X 

Racquet Sports X  X   X  X X  

Special Events X X X  X  X  X X 

 

  

Figure 13: Current Pricing Strategies 
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1.4.6 PROGRAM STRATEGY RECOMMENDATIONS 
In general, the Department program staff should continue the cycle of evaluating programs on both 
individual merit as well as the program mix as a whole.  This can be completed at one time on an annual 
basis, or in batches at key seasonal points of the year, as long as each program is checked once per year.  
The following tools and strategies can help facilitate this evaluation process: 

MINI BUSINESS PLANS 

The planning team recommends that Mini Business Plans (2-3 pages) for each Core Program Area be 
updated on a yearly basis.  These plans should evaluate the Core Program Area based on meeting the 
outcomes desired for participants, cost recovery, percentage of the market and business controls, cost 
of service, pricing strategy for the next year, and marketing strategies that are to be implemented.  If 
developed regularly and consistently, they can be effective tools for budget construction and justification 
processes in addition to marketing and communication tools. 

PROGRAM DEVELOPMENT & DECISION-MAKING MATRIX 

When developing program plans and strategies, it is useful to consider all of the Core Program Areas and 
individual program analysis discussed in this Program Assessment.  Lifecycle, Age Segment, Classification, 
and Cost Recovery Goals should all be tracked, and this information along with the latest demographic 
trends and community input should be factors that lead to program decision-making.  Community input 
can help staff focus in on specific program areas to develop new opportunities in what group of citizens 
to target including the best marketing methods to use. 

A simple, easy-to-use tool similar to Figure 14 below will help compare programs and prioritize resources 
using multiple data points, rather than relying solely on cost recovery.  In addition, this analysis will help 
staff make an informed, objective case to the public when a program in decline, but beloved by a few, 
is retired.  If the program / service is determined to have strong priority, appropriate cost recovery, 
good age segment appeal, good partnership potential, and strong market conditions the next step is to 
determine the marketing methods using the figure below. 

 

 

 

 

 

 

 

 

 

 

 

  

Program Idea (Name or Concept):

Marketing Methods Content 
Developed

Contact 
Information

Start Date

Activity Guide

Website

Newspaper Article

Radio

Social Media

Flyers - Public Places

Newspaper Ad

Email Notification

Event Website

School Flyer/Newsletter

Television

Digital Sign

Friends & Neighbors Groups

Staff Promotion @ Events

Marketing & Promotion Methods

Internal Factors
Priority Ranking: High Medium Low

Program Area: Core Non-core

Classification Essential Important Discretionary

Cost Recovery Range 0-40% 60-80% 80+%

Age Segment Primary Secondary

Sponsorship/Partnership
Potential Partnerships Monetary Volunteers Partner Skill Location/Space

Potential Sponsors Monetary Volunteers Sponsor Skill Location/Space

Market Competition
Number of Competitors

Competitiveness High Medium Low

Growth Potential High Low

Figure 14: Mini Business Plan Examples 
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PROGRAM EVALUATION CYCLE (WITH LIFECYCLE STAGES) 

Using the Age Segment and Lifecycle analysis, and other established criteria, program staff should 
evaluate programs on an annual basis to determine program mix.  This can be incorporated into the 
Program Operating/Business Plan process.  A diagram of the program evaluation cycle and program 
lifecycle is found in Figure 15.  During the introductory stages, program staff should establish program 
goals, design program scenarios and components, and develop the program operating/business plan.  
Regular program evaluations will help determine the future of a program.   

If participation levels are still growing, continue to provide the program.  When participation growth is 
slowing (or non-existent) or competition increases, staff should look at modifying the program to re-
energize the customers to participate.  When program participation is consistently declining, staff should 
terminate the program and replace it with a new program based on the public’s priority ranking and/or 
in activity areas that are trending nationally/regionally/locally, while taking into consideration the 
anticipated local participation percentage. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Figure 15: Evaluation Cycle with Program Lifecycle Logic Matrix 



CITY OF BOCA RATON & THE GREATER BOCA RATON BEACH & PARK DISTRICT 
  

21 

1.5 MARKETING, VOLUNTEERS, AND PARTNERSHIPS 

1.5.1 CURRENT RECREATION MARKETING AND COMMUNICATIONS 
The Department’s current marketing plan communicates with residents through 
printed/online program guides, websites, flyers/brochures, direct mail, email 
blast, newsletters, in-facility signage, blogs, and various social media channels.  

When asked, during a statistically valid survey, twenty-four percent of residents 
stated that they primarily get information pertaining to recreation programs 
and events via social media.  Flyers/brochures (14%) and the Recreator (14%) 
were both also commonly used marketing mediums. 

 

 

 

 

 

 

  

Figure 16: Primary Sources for Gathering Parks & Recreation Information 
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According to the Community Assessment Survey, conducted by ETC Institute, Not knowing what is being 
offered/available is the number one barrier to participation (29%).  While this is a typical barrier that 
most communities struggle with, the Department should continue expanding its marketing efforts in 
hopes to increase awareness.  It is recommended that the Department acquire a dedicated marketing 
position to assist with these efforts. 

 

Effective communication strategies require striking an appropriate balance between the content with 
the volume of messaging while utilizing the “right” methods of delivery.  The Department has a broad 
distribution of delivery methods for promoting programs.  It is imperative to continue updating the 
Marketing Plan annually to provide information for community needs, demographics, and recreation 
trends.  

An effective marketing plan must build upon and integrate with supporting plans and directly coordinate 
with organization priorities.  The plan should also provide specific guidance as to how the Department’s 
identity and brand is to be consistently portrayed across the multiple methods and deliverables used for 
communication. 

 

  

Figure 17: Barriers to Participation 
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WEBSITE 

The Department homepage (myboca.us/321/Recreation-Services) has an online program guide with all 
ongoing and upcoming programs, activities, and events, making it easy for the user to find various 
recreational offerings.  The image below (homepage) has a blue ribbon on the left that guides users to 
various secondary pages including: Aquatics/Pools, Athletics, Beaches, Boca Raton Children’s Museum, 
Camp Boca, and several others. This blue bar is very visible and allows users to navigate the Department’s 
webpage easily. Also, located in the bottom-center of the homepage are multiple action buttons 
(permits, weddings, rentals, register) which further help save users time making the webpage even more 
user-friendly.  

However, in addition to the Department webpage, the Greater Boca Raton Beach & Park District and 
multiple parks/facilities (E.g., Sugar Sand Park, Patch Reef Park, Gumbo Limbo Nature Center, etc.) have 
their own webpages and social media accounts.  This makes it very confusing for users to know what site 
to visit in order to find the information in which they desire.  Furthermore, there seems to be a 
disconnect between residents knowing what parks/facilities are actually owned and operated by the 
City/District.  Having one aggregated site would help eliminate both of these issues. 
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SOCIAL MEDIA 

The Department uses of Web 2.0 technology with Facebook, 
Twitter, Instagram, LinkedIn, and Nextdoor.  The key to 
successful implementation of a social network is to move the 
participants from awareness to action and creating greater user 
engagement.  This could be done by:  

 Allowing controlled ‘user generated content’ by encouraging users to send in their pictures from 
the City’s special events or programs  

 Introducing Facebook-only promotions to drive greater visitation to Facebook 
 Leverage the website to obtain customer feedback for programs, parks and facilities and 

customer service  
 Maximize the website’s revenue generating capabilities  
 Conduct annual website strategy workshop with the staff to identify ways and means that the 

website can support BRRSD Social Media Trends 
 

SOCIAL MEDIA USERS 

Over the last decade, social 
media has become one of the 
Country’s fastest growing trends.  
With only ten percent of the 
country using social media in 
2008; today, an estimated 
seventy-nine percent of the U.S. 
population is currently using 
some form of social media.  With 
such a large percentage of the 
population using these online 
media platforms in their daily 
lives, it becomes essential for 
BRRSD to take advantage of these 
marketing opportunities.  Social 
media can be a useful and affordable tool to reach current and potentially new system users.  Such 
platforms as Facebook, YouTube, Instagram, Pinterest, Twitter, or LinkedIn are extremely popular with 
not only today’s youth but also young and middle-aged adults.   

Source: www.statista.com/statistics/273476/percentage-of-us-population-with-a-social-network-
profile/ 
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SOCIAL MEDIA PLATFORMS 

Below is a chart that depicts the most frequently used social media sites throughout the world.  As of 
August 2019, Facebook stands out as the most heavily trafficked social media platform, with an estimated 
2.2 billion visitors per month.  YouTube is second with 1.9 billion visitors per month. 

 

 

 

 

 

 

 

 

 

 

 

MEDIUMS USED TO ACCESS THE INTERNET 

The neighboring image is taken directly from Statista.com and depicts 
the number of internet users in the United States, number of available 
Wi-Fi locations, and internet penetration in the US.  Only 10% of 
surveyed adults state they do not use the internet in 2019.  As of 2018 
Statista, the United States has the largest online market in the world 
with 312 million users. 

 

1.5.2 MARKETING AND COMMUNICATIONS RECOMMENDATIONS 
 Ensure the marketing plan includes the components and strategies identified in 

this section. 
 Establish priority segments to target in terms of new program/service development 

and communication tactics. 
 Integrate various parks and recreation webpages and social media accounts to help 

reduce confusion for users. 
 Establish and review regularly performance measures for marketing; performance 

measures can be tracked through increased use of customer surveys as well as some web-
based metrics. 

 Leverage relationships with partners to enhance marketing efforts through cross-
promotion that include defined measurable outcomes. 

 Consider adding a dedicated marketing position to accomplish the 
recommendations above. 

Source: www.dreamgrow.com/top-15-most-popular-social-networking-sites/ 

Source: www.statista.com/topics/2237/internet-
usage-in-the-united-states/ 
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1.5.3 VOLUNTEER MANAGEMENT 
Today’s realities require most public recreation and parks departments to seek productive and 
meaningful partnerships with both community organizations and individuals to deliver quality and 
seamless services to their residents.  These relationships should be mutually beneficial to each party to 
better meet overall community needs and expand the positive impact of the agency’s mission.  Effective 
partnerships and meaningful volunteerism are key strategy areas for the City to meet the needs of the 
community in the years to come. 

CURRENT VOLUNTEER MANAGEMENT 

When managed with respect and used strategically, volunteers 
can serve as the primary advocates for the City and its offerings.  
In 2019, the Department had over 1,300 volunteers donate 
approximately 47,700 hours helping with various recreation 
programs/needs.  Currently, Boca Raton takes a citywide 
approach to volunteering.  On the City’s webpage, under Human 
Resources, residents can find a “Volunteer Program” tab for all of 
the volunteer opportunities across the City.  Some of these 
volunteer options include:  

 Coach/Assistant Coach 
 Community Emergency Response Team (C.E.R.T.) 
 Gumbo Limbo Nature Center 
 Library Volunteer 
 Sugar Sand Park 
 Sports Scorekeeper 
 Special Events 
 Starter/Ranger (Regulation and Executive Golf Courses) 
 Special Events Recycling Ambassador 

Management of volunteers includes regularly tracking individual volunteers, their skills, and hours 
volunteered.  Tracking volunteer hours can be used in budget discussions showing how well the 
Department is able to leverage limited resources.  The image below illustrates the volunteer information 
available online including: various volunteer opportunities, volunteer duties, and how to apply. 
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1.5.4 RECREATION PROGRAM PARTNERSHIPS 
The Department currently works with several different types of partners throughout the community.  
These partnerships support facilitation of programs and sponsorships of community events.  While good 
detail was provided as part of the program assessment, a centralized database for tracking partnerships 
and assigning management to oversee that the desired outcomes are reached currently doesn’t exist.  It 
is recommended that the Department develop said database to better track all partners and partnerships.  
As with tracking of volunteer hours, tracking partnerships helps show leadership how well staff are able 
to leverage resources. 

In many instances, partnerships are inequitable to the public agency and do not produce reasonable 
shared benefits between parties.  It is not suggested that the Department’s existing partnerships are 
inequitable; rather, in general many park and recreation agencies’ partnerships tend to be inequitable. 

The following recommended policies will promote fairness and equity within the existing and future 
partnerships while helping staff to manage against potential internal and external conflicts.  Certain 
partnership principles must be adopted by the Department for existing and future partnerships to work 
effectively.  These partnership principles are as follows: 

 All partnerships require a working agreement with measurable outcomes and will be evaluated 
on a regular basis.  This should include reports to the agency on the performance and outcomes 
of the partnership including an annual review to determine renewal potential. 

 All partnerships should track costs associated with the partnership investment to demonstrate 
the shared level of equity. 

 All partnerships should maintain a culture that focuses on collaborative planning on a regular 
basis, regular communications, and annual reporting on performance and outcomes to determine 
renewal potential and opportunities to strengthen the partnership. 

Additional partnerships can be pursued and developed with other public entities such as neighboring 
cities, colleges, state or federal agencies, nonprofit organizations, as well as with private or for-profit 
organizations.  There are recommended standard policies and practices that will apply to any 
partnership, and those that are unique to relationships with private, for-profit entities. 
 

1.5.5 VOLUNTEER AND PARTNERSHIP RECOMMENDATIONS 
The consulting team recommends the following regarding volunteers and partnerships: 

ESTABLISH FORMAL VOLUNTEER AND PARTNERSHIP POLICIES AND AGREEMENTS 

Following the best practice listed in Appendix B, continue to monitor and update established volunteer 
and partner policies and agreements which are tailored to the different types of volunteers and 
partnerships the Department encounters.  Additionally, continue background checks for all volunteers 
working with all programs.  Lastly, ensure the Department also continues to follow the Human Resources 
Department’s policies and recommendations. 
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1.6 APPENDIX A: PROGRAM CLASSIFICATION  

 

 

 

 

 

Classifications 

Essential 

Youth Literacy Stretching the Mind and Body International Coastal Clean-up 

Teen & Adult Literacy Kidokinetics Great American Clean-up 

Summer Reading Program Swim Lessons Veterans Day Ceremony 

STEM/STEAM Classes Lifeguard Class Tree Lighting Ceremony 

Technology Instruction Water Safety Instructor (WSI) Class MLK Day Ceremony 

Personal Skills Development Ocean Rescue Junior Lifeguard Memorial Day Ceremony 

Financial Literacy COBRA Minis Fourth of July 

Career Development COBRA Youth Basketball World's Largest Swim Lesson 

Money Smart Week COBRA Youth Volleyball Summer Reading Kick-Off 

Health & Wellness Week COBRA Youth Flag Football Mayor's Chess Challenge 

School Field Trips COBRA Youth T-Ball/Coach Pitch Story Central Series and Writing Slam 

Explorium Science Camp Gumbo Limbo Environmental Camp  

Sea Turtle Walks Camp Boca Days Off and Holidays  

Hatchling Releases Camp Boca Summer Camp  

Outdoor Marine Aquarium Feeding Tennis Spring Break Camp  

Sea Turtle Talk Tennis Summer Camp  

Beginners Social Skills Group-Special Needs Rentals  

Occupational Therapy Group-Special Needs Open Play  

Adaptive Swim Lessons   

 

 

 

 

 

  

Core Program Areas Key 
Adaptive Education Programs 
Aquatics Golf 
Athletics Health & Wellness 
Camps Racquet Sports 
Cultural & Performing Arts Special Events 
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Classifications 
Important 

Sea Turtle Camp Boca Mantas Swim Team 

Ocean Adventure Open Play - Athletic Fields 

Fun & Fitness-Summer Camp Open Play - Gymnasium 

Island Water Sports Surf School Open Skateboarding - Skate Park 

Spanish for Kids SABR Youth Soccer - Youth Sports Association 

Season Ticket/Group Pricing/Packaging East Boca Youth Tackle Football - Youth Sports Association 

Library Music Series Boca Braves Youth Tackle Football - Youth Sports Association 

Library Speaker Series 
Boca Raton Little League Youth Baseball & Softball - Youth Sports 
Association 

Small Business Week Boca Jets Youth Lacrosse - Youth Sports Association 

After School @ The Library Buccaneers Youth Rugby - Youth Sports Association 

Winter Break Blast Boca Hoops Youth Basketball - Youth Sports Association 

Spring Break Blast Junior Family Golf Program 

Starlab Adventure Wheelchair Tennis 

Homeschool Workshops Pickleball 

Beach Treasures 1000 Books Before Kindergarten Graduation 

Guided Nature Walk Friday Afternoon Specials 

Tai Chi Especially for Kids 

West Coast Swing Street Parade 

Night Line Dancing Springfest 

Belly Dancing MLK Day March 

Lil Sluggers Sea Turtle Day Festival 

Soccer Shots World Oceans Day 

Special Spirits Dance & Movement Class-Special Needs  
SABR TOP Soccer - Special Needs Soccer: Youth Sports 
Association  
Boca Hoops High Five - Special Needs Basketball - Youth 
Sports Association  
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Classifications 
Value-Added 

Animal Adventure Day Camp Kangaroo Kids Are You Smarter Than a Mad Scientist? 
Project Fashion & Sewing-Summer 
Camp Piano/Guitar Bright & Smart Robotics 

Project Fashion & Sewing A Walk in the Park Art Workshops S.T.E.M.-calculating Science 

Fishing Camp Drama Kids-Winter Break Take a Bite Out of Science 
Oozey Goody Mad Science Slime Day-
Winter Break KidzArt-Summer Camp Bright & Smart Robotics-Homeschool 

Zap! Electricity Day-Winter Break 
Sense of Cinema-Films for 
Thoughailt Bright & Smart Enchanted STEM 

Stronger Kids Together-Summer Camp Music Together Bright & Smart Engineering Skills for Kids 
Bright & Smart Secret Coding Genius-
Summer Camp Drama Kids-Spring Break Introduction to Computer Animation 
Bright & Smart Coding Mission to 
Mars-Summer Camp Once Upon a Story-Homeschool Fundamentals of Computer Animation 
Bright & Smart Treasure Hunt 
Decoders-Summer Camp 

Curtain Call-4 Day of Theatre Fun-
Winter Break Fundamentals of 3D Computer Modeling 

KidzArt-Summer Camp Drama Kids-Summer Camp Great Escape Days 
Boca Raton Hurricane All Stars 
Cheerleading-Summer Camp 

Once Upon a Happily Ever After-
Summer Camp Explorium Science Squad 

KidzArt-schools out 
Curtain's Up! -2 & 3 Week Summer 
Camp Early Afternoon Explorers 

Bright & Smart Engineering Skills for 
Kids-Schools Out Rock Music Camp-Summer Camp Friday Night at the Museum 

Fun & Fitness-Winter Break Once Upon a Holiday Eyes to the Skies 

Kidnastics-Winter Break 
The Why NOTs of Writing Children's 
Books Make and Take 

Bright & Smart Coding, Robotics, & 
Engineering-Winter Break Once Upon a Thyme 

Expedition: Sugar Sand Park Science 
Playground 

Fun & Fitness-Spring Break 
Humor Me-Writing Funny Children's 
Books Sensory Saturday 

KidzArt-Spring Break Once Upon a Happily Ever After Science Stories 
Bright & Smart Coding, Robotics & 
Engineering-Spring Break 

Small Format/Cabaret 
Performances Earthcaching 

Fun Chefs-Summer Camp Plays and Concerts Grab n' Go Ecopacks 

The Director's Cut-Summer Camp Magic/Specialty Performances Experiment Express 

Mad Science-Summer Camp Local Band Showcase Challenge Sheets 
Bright &Smart Coding Explorers & 
Inventors-Summer Camp VIP Events, Cast Meetings Weekend Demos 
Kids In Action Extended Care-Summer 
Camp Comedy (Stand-up, Improv, etc.) Wildlife Explorers 
Introduction to Computer Animation-
Spring Break Speaking Series (TEDx, etc.) Scout Programs 
Introduction to Computer 
Animation/3D Modeling-Summer 
Camp Songwriting Workshops The Art of Nature 

Tennis Holiday Camp S'more Science 
Intracoastal Adventures - Full Moon 
Spookanoe 

Tennis Thanksgiving Camp Intracoastal Adventures - Canoeing 
Intracoastal Adventures - Stand Up Paddle 
Boarding 

Tennis GAP Days Seining the Lagoon The Science of Nature 

 Nature Detectives Intracoastal Adventures - Kayaking 

 Ornaments Naturally Little Wonders 
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Classifications 
Value-Added 

Deep Water Fitness One Book Boca 
Previously Owned Treasure Sale/Junk in 
the Trunk 

Masters Swimming Family Fishing Derby Barkfest 

Camps- Internal Family Book Club Brunch  Veterans Day Concert 

Pool Party Rentals US Open Round Robin Boat Parade 

H2O Bootcamp Breakfast at Wimbledon MLK Day Carnival 

COBRA Adult Basketball USTA Jr. Winter Championships Food Truck Fridays 

COBRA Adult Flag Football 
USTA South Florida Wheelchair 
Championships Memorial Day Concert 

Traditional Gymnastics USTA Fall Classic Championships Splash n' Dash 

Rhythmic Gymnastics Pre-Super Bowl Round Robin Monster Mash 

Kidokinetics 
I Love Tennis - Valentine Round 
Robin Spring Egg Dive 

Cheerleading St. Patrick’s Day Round Robin Touch-A-Truck 

Taylored Athletes Basketball Cinco De Mayo Round Robin May the Fourth Be with You 

Sand Turtles Volleyball French Open Round Robin Arts Spark Kids Fest 

Kids Run Club Wimbledon Round Robin Back to School Splash 

Fencing Halloween Round Robin Earth Day Documentary Screening 

Total Fitness for Moms Thanksgiving Round Robin Luna's Birthday 

Rentals Holiday Round Robin Halloween in the Garden 

Private Lessons Shriek Week Gopher Tortoise Awareness Day 

Adult Clinics Golf Demo Day USTA Gulfstream Boys 12's Championships 

Junior Programs College Showcase Turkey Bowl Tournament 

Junior Teams 10 & Under Tournaments 
USTA National Women's Intersectional 
Team 

Leagues Jr. City Circuit Tournament Series Miami Open Bus Trip 

Round Robins Up/Down Round Robin  

Lesson Series Pirates & Princesses  

Ladders Trick 'Em Treat 'Em  

Ball Machine Rental Birthday Parties  
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1.7 APPENDIX B: VOLUNTEER/PARTNERSHIP BEST PRACTICES & 
RECOMMENDATIONS 

BEST PRACTICES IN VOLUNTEER MANAGEMENT 

In developing a volunteer policy, some best practices that the Department should be aware of include: 

 Involve volunteers in cross-training to expose them to various organizational functions and 
increase their skill.  This can also increase their utility, allowing for more flexibility in making 
work assignments, and can increase their appreciation and understanding of the Department. 

 Identify a Volunteer Coordinator (a designated program staff member with volunteer 
management responsibility) and ensure they and associated staff stay fully informed about the 
strategic direction of the agency overall, including strategic initiatives for all divisions.  
Periodically identify, evaluate, or revise specific tactics the volunteer services program should 
undertake to support the larger organizational mission. 

 A key part of maintaining the desirability of volunteerism in 
the agency is developing a good reward and recognition 
system.  The consultant team recommends using tactics similar 
to those found in frequent flyer programs, wherein volunteers 
can use their volunteer hours to obtain early registration at 
programs, or discounted pricing at certain programs, rentals 
or events, or any other City function.  Identify and summarize 
volunteer recognition policies in a Volunteer Policy document. 

 Regularly update volunteer position descriptions.  Include an overview of the volunteer position 
lifecycle in the Volunteer Manual, including the procedure for creating a new position. 

 Add end-of-lifecycle process steps to the Volunteer Manual to ensure that there is formal 
documentation of resignation or termination of volunteers.  Also include ways to monitor and 
track reasons for resignation/termination and perform exit interviews with outgoing volunteers 
when able.  

In addition to number of volunteers and volunteer hours, categorization and tracking volunteerism by 
type and extent of work, is important.  Below are some examples of how the categorize volunteers: 

 Regular volunteers: Those volunteers whose work is considered to be continuous, provided their 
work performance is satisfactory and there is a continuing need for their services. 

 Special event volunteers: Volunteers who help out with a particular event with no expectation 
that they will return after the event is complete. 

 Episodic volunteers: Volunteers who help out with a particular project type on a recurring or 
irregular basis with no expectation that they will return for other duties. 

 Volunteer interns: Volunteers who have committed to work for the agency to fulfill a specific 
higher-level educational learning requirement. 

 Community service volunteers: Volunteers who are volunteering over a specified period of time 
to fulfill a community service requirement. 

The Department should continue to encourage employees to volunteer themselves in the community.  
Exposure of staff to the community in different roles (including those not related to parks and recreation) 
will raise awareness of the agency and its volunteer program.  It also helps staff understand the role and 
expectations of a volunteer if they can experience it for themselves.  



 
Program Assessment Analysis 

  

34 
 

BEST PRACTICE FOR ALL PARTNERSHIPS 

All partnerships developed and maintained by the Department should adhere to common policy 
requirements. These include: 

 Each partner will meet with or report to the Department staff on a regular basis to plan and 
share activity-based costs and equity invested. 

 Partners will establish measurable outcomes and work through key issues to focus on for the 
coming year to meet the desired outcomes. 

 Each partner will focus on meeting a balance of equity agreed to and track investment costs 
accordingly. 

 Measurable outcomes will be reviewed quarterly and shared with each partner, with adjustments 
made as needed. 

 A working partnership agreement will be developed and monitored together on a quarterly or as-
needed basis. 

 Each partner will assign a liaison to serve each partnership agency for communication and 
planning purposes.  
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1.7.1 POLICY RECOMMENDATIONS FOR PUBLIC/PRIVATE PARTNERSHIPS 
The recommended policies and practices for public/private partnerships that may include businesses, 
private groups, private associations, or individuals who desire to make a profit from use of the 
Department’s facilities or programs are detailed below.  These can also apply to partnerships where a 
private party wishes to develop a facility on park property, to provide a service on publicly-owned 
property, or who has a contract with the agency to provide a task or service on the agency’s behalf at 
public facilities. These unique partnership principles are as follows: 

 Upon entering into an agreement with a private business, group, association or individual, the 
Department staff and political leadership must recognize that they must allow the private entity 
to meet their financial objectives within reasonable parameters that protect the mission, goals 
and integrity of the Department. 

 As an outcome of the partnership, the Department must receive a designated fee that may 
include a percentage of gross revenue dollars less sales tax on a regular basis, as outlined in the 
contract agreement. 

 The working agreement of the partnership must establish a set of measurable outcomes to be 
achieved, as well as the tracking method of how those outcomes will be monitored by the agency.  
The outcomes will include standards of quality, financial reports, customer satisfaction, 
payments to the agency, and overall coordination with the Department for the services rendered. 

 Depending on the level of investment made by the private contractor, the partnership agreement 
can be limited to months, a year or multiple years. 

 If applicable, the private contractor will provide a working management plan annually that they 
will follow to ensure the outcomes desired by the Department. The management plan can and 
will be negotiated, if necessary. Monitoring of the management plan will be the responsibility of 
both partners. The agency must allow the contractor to operate freely in their best interest, as 
long as the outcomes are achieved and the terms of the partnership agreement are adhered to. 

 The private contractor cannot lobby agency advisory or governing boards for renewal of a 
contract. Any such action will be cause for termination. All negotiations must be with the 
Department Director or their designee. 

 The agency has the right to advertise for private contracted partnership services or negotiate on 
an individual basis with a bid process based on the professional level of the service to be 
provided. 

 If conflicts arise between both partners, the highest-ranking officers from both sides will try to 
resolve the issue before going to each partner’s legal counsels. If none can be achieved, the 
partnership shall be dissolved. 
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PARTNERSHIP OPPORTUNITIES 

The Department currently has a strong network of recreation program partners.  Therefore, the following 
recommendations are both an overview of existing partnership opportunities available to the 
Department, as well as a suggested approach to organizing partnership pursuits.  This is not an exhaustive 
list of all potential partnerships that can be developed, but this list can be used as a reference tool for 
the agency to develop its own priorities in partnership development.  The following five areas of focus 
are recommended: 

1. Operational Partners: Other entities and organizations that can support the efforts of the 
Department to maintain facilities and assets, promote amenities and park usage, support site 
needs, provide programs and events, and/or maintain the integrity of natural/cultural resources 
through in-kind labor, equipment, or materials. 

2. Vendor Partners: Service providers and/or contractors that can gain brand association and 
notoriety as a preferred vendor or supporter of the City or Department in exchange for reduced 
rates, services, or some other agreed upon benefit. 

3. Service Partners: Nonprofit organizations and/or friends’ groups that support the efforts of the 
agency to provide programs and events, and/or serve specific constituents in the community 
collaboratively. 

4. Co-Branding Partners: Private, for-profit organizations that can gain brand association and 
notoriety as a supporter of the Department in exchange for sponsorship or co-branded programs, 
events, marketing and promotional campaigns, and/or advertising opportunities. 

5. Resource Development Partners: A private, nonprofit organization with the primary purpose to 
leverage private sector resources, grants, other public funding opportunities, and resources from 
individuals and groups within the community to support the goals and objectives of the agency 
on mutually agreed strategic initiatives. 

 


