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Orlando Science Center respectfully requests support of $10 million 
through the grant process for the unencumbered Tourist Development Tax 
funds to support the next phase of our Unlock Science campaign. This gift 
would support the design, development, and construction of Life, our new 
permanent nature and environment exhibit hall. 

Since completing the first two major phases of our multi-stage $35 million 
comprehensive fundraising campaign, we have seen a 17% increase in attendance. 
Orange County’s investment of TDT funds to enhance the capacities of local 
arts and cultural organizations is a sound approach to broaden its tourism 
infrastructure. Your investment is also integral for attracting a high-quality 
workforce and improving the quality of life for Orange County residents. 

Our funding request to support Life offers an optimal balance of Orange 
County’s initiatives to enhance the profile of the community while maximizing 
benefits to the county’s economy and vital tourism industry. The support 
Orange County has provided throughout our long history together, including the 
first two phases of our Unlock Science campaign, has changed the course of 
the Science Center, and we are not done improving just yet. Your generosity 
and care for Orlando and the greater metropolitan area has reached millions 
of people and will reach millions more. 

MEMBER
HOUSEHOLDS

PEOPLE REACHED - 
THE HIGHEST ATTENDANCE EVER

673, 124

12,129

43, 967

1,492

FREE OR REDUCED 
PRICE ACCESS

165,000
ORLANDO SCIENCE CENTER 

UNLOCK SCIENCE CAMPAIGN



Tourist Attraction. Host exceptional traveling visitor counts, need times, multi-hotel 
guaranteed room blocks, lengthy stays, and high F&B.

Measure 1: 
Tourism 

Expansion

TDT ARC Evaluation Criteria

Advertising Reach. Generating extended periods of international coverage with positive impact.

Tourism Industry Collaboration. Significant local room bookings and advertising partnerships 
with tourism partners.

Tourist Attraction
OSC has exceptional attendance with over 670,000 visitors annually. We reach 520,000 visitors on-site, of which 46% are 
from outside Orange County including over 83,000 (16%) of our on-site visitors who are non-local from outside the defined 
seven county area. With an average group size of three visitors, we estimate 75% of non-local tourist visitor groups to OSC 
are generating at least one room night. OSC generated an estimated 15,138 room nights for FY2018 and we project a 10-15% 
increase in annual room nights will be generated from our tourist visitors in FY2022 upon completion of Life’s inaugural year. 
We have engaged Rich Maladecki, President and CEO, of the Central Florida Hotel and Lobby Association, the DoubleTree 
in downtown Orlando, and Expedia to explore partnership opportunities and increase our capabilities to actively drive 
Orange County tourism. With several indoor and outdoor settings, OSC serves as a venue for an array of events, which 
include retreats, conventions, and weddings. In FY2018, we hosted a robust schedule of 200 events, including 80 weddings. 
We have also built a network of key connections within the region which has led to OSC being a destination for corporate 
conference bookings for regional, national, and international companies. Specifically, OSC has hosted prominent organizations 
and businesses such as Apple, Smithsonian, Yelp, Boston University, Whole Foods Market, and Deloitte. Please review detailed 
narrative responses provided on pages 14-15 in Attachment A for a list of additional corporate bookings. 

Advertising Reach
Our strategic marketing plan includes national and international coverage through traditional advertising channels and social 
media and is contributing to increased attendance. OSC has collaborated in the past and will continue a partnership with Visit 
Orlando to extend our promotional reach beyond our region to attract national and international interest. Past promotional 
efforts have generated highly positive results for our new exhibits KidsTown and STEM Discovery Center and generated OSC 
national and international media coverage in 2018 as a top destination to visit in Orlando. Our FY18 self-generated digital media 
received over 3.6 million hits. Please review Attachment H for further detail. 

Tourism Industry Collaboration
As a member of  Visit Orlando, we receive promotions in various publications and websites promoting 
Orlando as a destination. Partnership with Visit Orlando is integral to target local residents, travelers 
across Florida, and non-local tourists. The Group Advertising helps us promote to our Hispanic audience 
through radio, digital, print, outdoor and TV promotions. Hispanic radio and TV partners have helped 
increase our reach to the Hispanic market which now comprises 18% of our total audience. Our strategic 
marketing efforts to reach a broader audience have led to year-over-year increases in attendance and 
as a result we have seen a 63% growth in attendance over the last five years. For the past 2 years OSC 
has been featured in the opening film at the International Association of Amusement Parks (IAAPA) 
international exposition and was the only Florida museum featured in IAAPA’s 2018 film. OSC is highlighted 
as a STEM partner by the Interservice/Industry Training Simulation and Education Conference (I/ITSEC) 
and participates in events and conferences held by the Association of Science Technology Centers (ASTC). 
Please review detailed narrative responses provided on pages 11-14 in Attachment A and Attachment H 
for notable media spotlights.  

a

a

a



Quality/Longevity Maintenance, Care, and Stewardship. Long-term facility will avoid 
obsolescence, excellent history and plan for care and maintenance.

Measure 2: 
Project

Soundness

TDT ARC Evaluation Criteria

Process/Design and Planning. Shovel ready project with great design/build team, permits, 
plans, and approvals.

Operational Readiness. Extremely strong and experienced board and leadership, 
logistics confirmed, project implementation guaranteed.

Financial Readiness. Strong project financial plan and budget, good financial experience, 
strong financial partnerships and good cashflow.

a

a

a

a

Quality/longevity Maintenance Care and Stewardship
Life will comply with our current LEED Gold status and long-term sustainable design criteria ensures energy and water efficiency and 
minimal maintenance or upkeep issues for at least a 10-year life cycle. Our existing NatureWorks exhibit has been maintained at a level 
above industry standards, and has remained in operation and good condition for over two decades. We have $1.3 million in financial 
reserves held for operating and maintenance purposes and long-term major maintenance planning will reserve $325,000 per year to 
fully fund over $8 million of major maintenance needs planned for the next 25 years.  

Process/design and Planning
The site is “shovel ready” and the project teams in place are ready to begin work once funds have been secured. Plans for closures and 
safety during the 26-month buildout are arranged and ready to be implemented as soon as construction begins. McCree, our general 
contractor and architect, will perform all demolition and construction needed to refit the space to accommodate the new range of 
habitats and exhibits. Roto, our exhibit designer and primary project manager, has completed the conceptual designs and will provide 
fabrication and load-in and installation of the entire exhibition, and will manage the general contractor, McCree, with OSC oversight. 
Please review Attachment B and Attachment C for exhibit design and construction renderings and project timeline respectively. 

Operational Readiness
OSC has confirmed the logistics of the 26-month build according to the conceptual project timeline developed by Roto. The Advisory 
Committee for Life is comprised of an exceptionally knowledgeable group of individuals with expertise from sectors ranging from 
local government, natural sciences, utilities management systems, construction, and zoology. We have worked with our Life Advisory 
Committee since late 2015. Our 51 member governing Board of  Trustees advises on matters of finance and operations to ensure 
organizational health. Their unique skills, industry knowledge, social and demographic backgrounds ensure that diverse opinions and 
experiences are represented. JoAnn Newman has led OSC for the last 9 years as President/CEO. Collectively our Senior Team has 
over 50 years of museum experience and successfully led OSC through the first two phases of our Unlock Science campaign. Please 
review detailed narrative responses found on pages 6-7 in Attachment A and Attachment L. 

Financial Readiness
We have successfully completed the first two phases of our $35 million Unlock Science campaign by raising the first $10 million. We have 
strong financial partnerships for our comprehensive campaign, through which we have received generous funding from individual donors, 
foundations, corporate partners, and other agencies. PNC Bank has served as our construction credit partner for previous phases of the 
Unlock Science campaign. We have a proven track record of being a diligent steward of funding from private and public entities, including 
support received from Orange County particularly through the County’s Arts and Cultural Affairs grant initiatives, and completed Unlock 
Science campaign projects on time and within budget. Please review Attachment D for further details on total revenues raised. 



Economic Benefit
Cultural excellence is crucial to Orlando’s economic development and the success of businesses large and small in the 
Central Florida area. Renovations to Life and general operations after its debut will enhance tourism, impact the growth in 
local employment across several industries including tourism, and increase local spending power in Orange County. Utilizing 
economic impact metrics for the arts and cultural field, we determined the number of full-time equivalent jobs supported 
by our organization’s total expenditures, and then by our audiences’ expenditures. OSC’s expenditures will support a total of 
389 full-time equivalent jobs, with our audiences’ expenditures supporting 569 full-time equivalent jobs. At the conclusion of 
Life’s inaugural year of operation, these expenditures will support 454 and 641 jobs respectively. Furthermore, as a cultural 
institution committed to STEM education, OSC is an important resource for high-wage job employers. Please review detailed 
narrative responses on pages 14-15 in Attachment A.

Tax Revenues
Life, as a major attendance driver, will contribute to a year-over-year growth in local government revenues earned as it pertains 
to the impact of our organization and visiting audience. At the completion of Life, OSC activities will generate $521,488 in 
local government revenues, with our audience providing $1,214,229 in revenue for Orange County. These figures jump to 
$556,658 and $1,286,259, respectively the following year. OSC helps leverage a substantial amount of event-related spending 
from visitors that are both local and non-local. Visitors pay for parking, Sunrail and other local transportation, lunch or dinner 
at a restaurant, souvenirs, and spending at other local businesses and tourist destinations while in town. As one of nine cultural 
organizations located in the region’s premier cultural center, Loch Haven Cultural Park, our visitors have an opportunity to 
patron other local arts and cultural organizations within walking distance. OSC generated over $100,000 in sales tax from 
our own onsite activities, including special on and offsite events, program fees, facility rentals, our Coffee Spot and café, gift 
shop, and other earned income sources. Please review detailed narrative responses on pages 14-15 in Attachment A.

Economic Benefit. Notable large scale project preferred by high wage job employers, driver 
of surrounding new development, construction and operating jobs, and helps nearby business. Measure 3: 

Project
Soundness

TDT ARC Evaluation Criteria for Life

Tax Revenues. Hosts many extended stay visitors, drives sales tax growth by high visitor 
spending, promotes new development. 

a

a



Venue /Project Description Yes, applicant confirms they carefully read the “TDT 

Section 1 
PRELIMINARY INFORMATION 

Company/Organization Orlando Science Center, Inc. 

Address 777 E. Princeton St. 

City Orlando 

State FL 

Zip Code 32803 

E-mail Address jnewman@osc.org 

Authorized Agent Name JoAnn Newman 

Authorized Agent Title President/CEO 

Contact Person Name JoAnn Newman 

Contact Person Title President/CEO 

Work Phone (407) 514-2024

Home Phone/Cell Phone ( ) FAX ( ) 

Venue/Project Website  www.osc.org 

Do any employees of your 
organization work in any capacity 
for Orange County government? 
(Any unresolved conflict of interest 
or conflict not reported in advance 
may result in termination of 
contract). Learn more about ethics 
at http://www.ethics.state.fl.us/ and 
at 
http://www.orangecountyfl.net/Port 
als/0/resource%20library/vendor% 
20services/Vendor%20Ethics%20 
Policy.pdf. Learn about the County 
lobbying ordinance at: 
http://www.orangecountyfl.net/Ope 
nGovernment/LobbingAtOrangeCo 
unty.aspx 

   No. 

Section 2 
VENUE / PROJECT INFORMATION 

Venue/Project Name Unlock Science: Life 

Venue /Project Location (Must be 
in Orange County), and Project's 
Orange County District # _5   & 
Commissioner’s Name 
Emily Bonilla 

777 E. Princeton St. Orlando FL 32803 

Sponsoring Organization/Name Orlando Science Center 
■ 

Please confirm you have carefully 
read the “TDT Application (Capital 
Projects and Venues) Additional 

Application (Capital Projects and Venues) Additional 
Information and Clarifications” (Attachments A to F) included 
at the end of this application. 

mailto:jnewman@osc.org
http://www.ethics.state.fl.us/
http://www.orangecountyfl.net/Portals/0/resource%20library/vendor%20services/Vendor%20Ethics%20Policy.pdf
http://www.orangecountyfl.net/Portals/0/resource%20library/vendor%20services/Vendor%20Ethics%20Policy.pdf
http://www.orangecountyfl.net/Portals/0/resource%20library/vendor%20services/Vendor%20Ethics%20Policy.pdf
http://www.orangecountyfl.net/Portals/0/resource%20library/vendor%20services/Vendor%20Ethics%20Policy.pdf
http://www.orangecountyfl.net/Ope
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Information and Clarifications” 
(Attachments A to F) included at 
the end of this application. 
Please, at a minimum, include in 
the project description: 
a) Who owns the facility?
b) Who owns the land?
c) Is the land use approved?
d) If it is leased to the applicant
(how long is the lease
term/remaining term of lease)?
e) What is the status of site work
required?
f) Are you consulting a real estate
lawyer?
g) Purpose: Acquisition 
New Construction
Renovation  Equipping 
h) Age of the building referenced
in the application (new
construction up to historic facility),
i) Are there any special approvals
needed (historical, environmental,
governmental, etc.)?
j) Are there any third-party
contingencies?
k) Describe the professional team
of architects, engineers, owner’s
reps, construction firms, etc. you
have working on the project?
l) Does the project have a
feasibility study to submit?
m) Describe the status of the
required permitting, design work
and plans, and any construction
work already performed.
n) Provide construction timeline
and milestones.
o) Describe the project funding
contingency, available financial
reserves, and insurance
protections (see Attachment E).
p) Please provide an operating pro
forma for the next five years of
project operation (following
construction or renovation project
completion) to show how the
facility operations will be funded,
and the funding of renovation and
maintenance costs of the facility.

a) The City of Orlando

b) The City of Orlando

c) Yes. Renovations would happen to an existing facility on the land.

d) The term of the lease is 50 years, and currently 28 years remain.

e) Please review the Status of Site Work Required narrative section

provided in Attachment A.

f) Not Applicable.

g) ✔ Renovation

h) 21 years old

i) No.

j) No

k) Please review the Project Team section provided in

Attachment A.

l) No.

m) Please review Attachment B Project Blueprint/Design and

Permitting, Design Work and Plans and Construction Work

narrative section provided in Attachment A.

n) Please review Attachment C.

o) Please review Attachment M for Certificates of Insurance and

Project Funding Contingency, Financial Reserves, and Insurance

Protections narrative section provided in Attachment A.

p) Please see Attachment N.

Project Start Date 
(MM/DD/YY) 

6/1/2019 

Project Completion Date 
(MM/DD/YY) 

8/1/2021 
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Is this a non-profit organization? Yes No 

Tax Code Status 501(c)(3) 

Is this organization tax exempt? Yes No 

What is your Federal ID# as it 
appears on Form W-9? 

59-0896343

If you believe that any potential 
patrons would be exempt from 
paying hotel occupancy tax, 
please explain. 

Not Applicable. 

THIS SECTION TO BE 
COMPLETED BY COUNTY 
STAFF 
Category (please check one) 

Major Sports Professional Sporting Facility 
Non- Major Sports or Amateur Sports Facility 
Special Event Facility 
Music/Arts Event Facility 
Other Facility (Please Explain) 

If the facility will have primary 
tenants or entertainment series 
affiliations, please describe the 
tenant and secondary tenant 
information: 
Primary Tenant Information 

Please provide the below estimated 
figures for the primary venue 
tenant: 

Name(s) of Tenant(s): 

Contact Information/Website(s) 

Number of Annual Event(s): 

Projected Avg. Event Attendance: 

Projected Room Nights Per primary 
group event(s): 

Please attach a calendar of 
finalized/potential events 

Please provide room night and 
attendance calculation 
methodologies and confirmation in 
the form of surveys, audits, room 
contracts or receipts, ticket sales or 
other projection methods. 

Not Applicable. 
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Secondary Tenant #1 Information 

Please provide the below estimated 
figures for a secondary venue 
tenant: 

Name of Tenant: 

Contact Information/Website 

Number of Annual Events: 

Projected Avg. Event Attendance: 

Projected Room Nights Per Event: 

Please attach a calendar of 
finalized/potential events 

(Please provide room night and 
attendance calculation 
methodologies and confirmation in 
the form of surveys, audits, room 
contracts or receipts, ticket sales or 
other projection methods. 

Not Applicable. 

Secondary Tenant #2 Information 

Please provide the below estimated 
figures for a secondary venue 
tenant: 

Name of Tenant: 

Contact Information/Website 

Number of Annual Events: 

Projected Avg. Event Attendance: 

Projected Room Nights Per Event: 

Please attach a calendar of 
finalized/potential events 

Please provide room night and 
attendance calculation 
methodologies and confirmation in 
the form of surveys, audits, room 
contracts or receipts, ticket sales or 
other projection methods. 

Not Applicable. 

If expected major events in the 
facility are known or under contract, 
please provide the information 
below: 
Major Event #1 Information 

Not Applicable. 
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Please provide the below estimated 
figures for a major venue event: 

Name of Tenant: 

Contact Information/Website 

Number of Annual Events: 

Projected Avg. Event Attendance: 

Projected Room Nights Per Event: 

Please provide room night and 
attendance calculation 
methodologies and confirmation in 
the form of surveys, audits, room 
contracts or receipts, ticket sales or 
other projection methods. 

Not Applicable. 

Major Event #2 Information 

Please provide the below estimated 
figures for a major venue event: 

Name of Tenant: 

Contact Information/Website 

Number of Annual Events: 

Projected Avg. Event Attendance: 

Projected Room Nights Per Event: 

Please provide room night and 
attendance calculation 
methodologies and confirmation in 
the form of surveys, audits, room 
contracts or receipts, ticket sales or 
other projection methods. 

Not Applicable. 

What are the target audiences for 
the facility? 

Please review the Target Audience narrative section provided in 
Attachment A. 

Do contracts include hotel room 
night rebates? If yes, amount of 
rebate per room night. 

YES $ 
NO NOT SURE 

How many annual room nights do 
you project this venue/project will 
bring to Orange County? 

Please review the Annual Room Nights section provided in 

Attachment A. 

How many annual room nights do 
you guarantee this venue/project to 
bring to Orange County? 

Please review the Annual Room Nights section provided in 
Attachment A. 
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What is the projected Cost Per 
Acquisition of Each Event at this 
facility? 

$1.09 

Expected Event Attendee Origin 
(Local, Non-Local In-State / Out of 
State) Percentage 
“Local” defined as Florida Counties: 
Orange, Osceola, Lake, Polk, 
Brevard, Seminole, Volusia 

In-State: 84 % Non-Local In-State 

Out of State: 16 % 

How do you intend to provide a 
valid estimated count of attendance 
and room nights for each event at 
this venue? 

Please review the Event Attendance and Room Night 

Methodologies section in Attachment A. 

Total amount of grant funding being 
requested from the County TDT for 
this project? Please also provide 
the timing of the funding needed 
during the project timeline. Total 
Project Amount $ 10,000,000

(Indicate if this is part of a larger, 
multi-phase project, and total of 
entire project $ 35,000,000 ) 

$ 
10,000,000 

For two phases: 1) Construction 
phase, and 2) Operating phase 
Number of full-time and part time 
jobs to be created from project 

Full-Time: Construction 75 Operating 6

Part-Time: Construction 25 Operating 2

Intended Use of Funds (Please 
see attached “TDT Grant Policies 
and Procedures” form) 
Note: Please remember to attach 
itemized expenditures to be funded 
by this grant. Attach a complete pro 
forma budget for the project 
including a listing of all anticipated 
funding sources and expenditures. 
Will you be partnering for promotion 
with Visit Orlando or another local 
agency or group? 

Please review the Intended Use of Funds section in Attachment A 
and full project budget details in Attachment D. 

List ALL other actual or potential 
city/county/state/federal funding 
sources for this project 
including: 
Visit Orlando 

Visit Florida 
Central FL Sports Commission 
Parks & Recreation Department, 
Department of Cultural Affairs, 
Orange County Cultural Tourism 
Etc. 

Failure to disclose other 

funding sources may result in 

denying future TDT funding of 

facility/venue projects. 

Florida Division of Cultural Affairs Cultural Facilities - $500,000 - 
Potential 
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List all other non-governmental 
contributors, sponsors, and sources 
of funding for this project other than 
the TDT from Orange County. 

Failure to disclose other 

funding sources may result in 

denying future TDT funding of 

facility/venue projects. 

Not Applicable. 

What additional sources of funding 
have you sought or do you intend to 
seek outside of those listed above? 

Failure to disclose other 

funding sources may result in 

denying future TDT funding of 

facility/venue projects. 

Not Applicable. 

If applicable, list past Florida TDT 
funding (to include each year with 
Florida County, amount requested, 
amount granted, amount spent, and 
purpose). 

Orlando Science Center has not received support from the TDT 
unencumbered fund. 

Section 3 
PROJECT MARKETING AND ECONOMIC IMPACT DETAILS 

What are your marketing and 
advertising plans (local, regional, 
national, and/or international)? 
(Please see attachment F) 

Will you be partnering for promotion 
with Visit Orlando or another local 
agency or group? 

Please review the Marketing and Advertising Plans section in 
Attachment A. 

Please provide a description of 
Security Plans after the facility 
opens (including anticipated cost) 
as it relates to the need for private 
security or public/law enforcement 
availability 

Please review the Security Plans section in Attachment A. 

Annual Economic Impact for 
Orange County 

$ 
Please review the Annual Economic Impact section in Attachment A.

Section 4 
PROJECT BUDGET RECAP 

Applicants can use other forms of Budget they may already have from accredited sources, so 
long as the information below is provided at a minimum 

Tourist Development Tax Funding 
Request 

$ 10,000,000

Contributors, sponsors and other 
funding sources (include in-kind) 

$ 

$ 
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Failure to disclose other 

funding may result in denying 

future TDT funding of 

facility/venue projects. 

$ 

$ 

$ 

$ 

$ 

TOTAL CONTRIBUTOR/SPONSOR 
FUNDS 

$ Please see Attachment D for full project budget details. 

Other income sources (i.e. 
capitalized ticket surcharges, seat 
license fees, naming rights, 
pouring rights, advertising 
revenues) 

Room Night Rebates $ 

$ 

$ 

$ 

$ 

$ 

$ 

TOTAL OTHER INCOME $ 0 

TOTAL INCOME $ 0

Section 5 
EXPENSES 

Applicants can use other forms of Budget they may already have from accredited sources, so 
long as the information below is provided at a minimum 

Please list ALL project expenses 
and indicate which items will 
utilize TDT funds (Please attach 
any additional expenses) 

=$ 

=$ 

=$ 

=$ 

=$ 

=$ 

TOTAL EXPENSES 
$ Please see Attachment D for full project budget details. 
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Section 6 
CERTIFICATIONS 

I have reviewed this GRANT APPLICATION hereby submitted to Orange County. I am 

in full agreement with the information contained in this submitted application and its 

submitted attachments as accurate and complete. I further acknowledge my 

understanding that the County in making a capital grant does not assume any liability or 

responsibility for the ultimate viability, suitability or financial profitability of the project 

for which the grant is awarded. The County, unless otherwise specifically stated, is only 

a financial contributor to the project and not a promoter or co-sponsor, and will not 

guarantee or be responsible or liable for any debts or financial liability incurred for or 

arising from such project. All third parties are hereby put on notice that the County will 

not be responsible for payment of any costs or debts for the project that are not paid by 

the grant applicant. 

I understand the above guidelines and agree to comply with them. I understand full 

receipt of grant funding is based upon the organization's compliance with all regulations. 

Authorized Agent 

Title 

Authorized Agent Signature 
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Section 2: Venue/Project Information 

Project Description 

Orlando Science Center is currently in the midst of an ongoing $35 million Unlock Science campaign, 

and as part of that campaign we have raised $10 million and invested those dollars into the Science 

Center, completing the first two phases of the campaign. The next phase of renovations to our Science 

Center will be the largest and most transformational in terms of space and capacity.  In 1997, we opened 

the Orlando Science Center’s current facility, and with it came our popular NatureWorks exhibit. 

Though the iconic four-story cypress tree and the array of alligators, fish, turtles, and other reptiles still 

draw considerable attention from our visitors, the educational content and exhibits need to be updated to 

reflect current standards and research within our field. As part of our Strategic Plan 2020, we intend to 

expand the current 7,000 sq. ft. NatureWorks space to 10,000 sq. ft. by utilizing the now vacant area of 

our former KidsTown exhibit—which was reimagined in a new space in Phase 1 of the Unlock Science 

Campaign, thanks in part to support from Orange County.  

This expanded space will be the home of our new, immersive nature and environment experience: Life. 

This increase in square footage will allow for a considerable renovation that will leave behind only the 

cypress tree and portions of the current swamp area. The exhibit will be completely redesigned to 

feature a more encompassing nature and environment message supported by three different habitats: the 

ocean, the rainforest, and the swamp. Each habitat will host a diverse set of animals with varying life 

support systems, and different levels of care and space needed to thrive. In addition to animals, new 

interactive experiences will be installed in each zone to educate visitors about our shared environment 

and how we impact the ecosystems around us, sharing a positive message of conservation and 

empowering us to create meaningful change. Experiences range from touch tanks with various aquatic 

life and an interactive coral reef exhibit that teaches visitors about coral bleaching in the ocean habitat; 

to the running river and open-air aviary in the rainforest; and finally to the swamp where the cypress 

tree, alligators, and giant lily pads immerse learners of all ages into their boggy surroundings. 

In order to construct and house these experiences, considerable demolition and infrastructure renovation 

will be needed to prepare the current space for Life. New structural concrete and steel will be installed to 

support the redesigned shape of the space. Additionally, infrastructure like electrical wiring, HVAC, and 

plumbing will have to be reworked, or expanded upon, to accommodate the new structures. New walls, 

doorways, and floors will all impact how the current infrastructure can be used, and new flooring will 

need to be installed across the entire exhibit. Other renovation needs include rough carpentry to build 

wood framing for walls and exhibit spaces, hanging drywall, painting and finishing the walls, and 

installing fire protection measures. All materials and processes will conform to our current LEED Gold 

status. Infrastructure will all be designed as energy and water efficient. Given this sustainable design, we 

do not foresee Life to suffer from maintenance or upkeep issues, and fully expect this exhibit to have at 

least a 10-year life cycle. Much like the current NatureWorks exhibit which has been maintained at a 

level beyond industry standards, and has remained in operation and good condition since the building 

opened, 21 years ago. 

To support the creation of our newest experience and the overall renovation project, McCree General 

Contractors and Architects will perform all demolition and construction needed to refit the space to 

accommodate the new range of habitats and exhibits. Roto, our exhibit designer and primary contractor, 
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will provide the design, fabrication, load-in and installation of the entire exhibition, and will manage the 

general contractor, McCree, with OSC oversight. 

Project Need 

As we have progressed in renovations through our Unlock Science campaign, it has become increasingly 

apparent through assessments and interfacing with various stakeholders that our existing NatureWorks 

exhibit has shortfalls in terms of meeting the needs of our organization and community as a whole. 

Support for the next phase in the Unlock Science campaign, Life, will help the Science Center meet the 

needs of our visitors.  

As we progress through the Unlock Science campaign in updating our content and exhibit spaces, OSC 

has made concerted efforts to support a welcoming environment and minimize language barriers. The 

signage, labels, and all other text will be in both Spanish and English. All text and images also will be 

inclusive toward the range of family structures represented in our community. As our audience 

continues to diversify, it is becoming increasingly necessary to reach all populations in a way that best 

suits their needs. Together with improving museum operations and infrastructure, we will also be 

updating our capacity for 21st century learning styles as part of the Unlock Science campaign initiatives. 

The existing NatureWorks exhibit design contains learning styles from over 20 years ago and no longer 

supports the modern capabilities and educational needs of our community. From 2010 to 2018, our 

annual attendance has increased by 168% from 250,408 to 673,124 visitors, which made OSC the most 

visited science center in the state. However, while our growth in those years has been explosive, our 

facility is 21 years old, and was designed during a different era for informal learning and science 

museums. To provide the hands-on, immersive learning experiences visitors expect from a leading 

science center, we need to renovate the aging Nature exhibit to support 21st Century learning skills. 

Currently, our Strategic Plan 2020 addresses this renovation and expansion by outlining a $35M 

comprehensive campaign to revitalize all of the Science Center’s experiences and content.  

Beyond the educational needs that this project will serve, there are also accessibility concerns to take 

into account. While ADA compliant, when the Science Center was first built, access, inclusion, and 

diversity were not at the forefront of exhibit design and development. Since exhibit and facility design 

has continued improving since 1997, we are using this opportunity to eliminate barriers toward 

participation by developing the exhibition of Life with a strategic focus on inclusion, and a major focus 

on ease of movement throughout the new exhibition.  

The first major need for this project is to reclaim the space left behind by our former KidsTown exhibit, 

which was completely reimagined and redesigned in a much larger exhibit hall as part of the first phase 

of our Unlock Science campaign. The now vacant 3000 sq. ft. space left unused will be incorporated into 

Life in order to expand back of house operations (BOH), upgrade life support systems (LSS), and 

increase the museum floor space. Expanding the square footage of both the back of house operations and 

the museum floor will give the Science Center the ability to provide a more robust exhibit experience in 

terms of interactives, learning opportunities, and public programs. 

Additionally, the larger BOH area and the upgraded LSS are required to meet the comprehensive 

standards for accreditation from the Association of Zoos and Aquariums (AZA), which we will be 

seeking as we open Life. The AZA governs the highest level of accreditation given to museums, and 
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imposes strict standards on animal handling, care, and living space. With accreditation from AZA and 

our current AAM accreditation, we will be only the 5th science center in the nation to receive both. This 

project’s need is a result of the lack of immersive high-level environment educational experiences in the 

region and effectively communicating conservation awareness protects wildlife and their fragile habitats 

in the long run. Additionally, the absence of experiences like this speaks to the educational shortfalls 

present across Central Florida’s cultural and informal learning landscape. 

Life will address the most pressing and relevant issues facing our planet today. The three proposed 

habitats will relate to specific problems dealing with ocean acidification, invasive plant and animal 

species, and deforestation. These overarching themes impact Central Florida in clear and explicit ways: 

ocean acidification bleaches and kills coral leading to massive loss of habitats for marine life, and 

contributes to the rising sea levels seen around the world; invasive plant and animal species upset the 

delicate homeostasis of our fragile swamp and wetland ecosystems that filter freshwater supplies; and 

deforestation continues to reduce viable habitats for wildlife, while also decreasing the Earth’s natural 

ability to filter carbon emissions. These conditions reflect the need for interactive exhibits and hands-on 

learning opportunities pertaining to these pressing environmental issues.  

Along with the completely overhauled exhibit experience, Life will also support a range of 

programming, such as: daily animal feeding and touch experiences, hands-on workshops related to the 

three content areas, and expanded possibilities for events like our Earth Day celebration. We will be able 

to provide up to date daily programming, discussing the latest challenges of these habitats, the animals, 

and the impact it has on us. The public programming will be used to showcase a wide array of ways to 

get involved, and participate in citizen science projects so that you can feel what it is like to be a part of 

the solution to these challenges. 

Along with staffing and animal care needs, we expect to see a 3% total increase in yearly utility costs to 

operate the Life exhibit, which amounts to around $12,000 in additional facilities operating expenses. 

Additional electricity and water will be needed to run the new fresh and saltwater Life Support Systems, 

the digital components of the entire exhibition, and any increase in HVAC and lighting needs the 

renovated space may have.  

We expect to offset the increased programming costs by continuing to pursue grant opportunities, 

partnerships, and sponsorships. This new exhibit and its programming will open funding avenues, and 

provide a worthy project for our current contributors to fund. Additionally, once open, we expect that 

Life will be a major attendance driver and contribute to an increase in revenue beyond what is presently 

forecasted. Current projections predict our total operating revenue climbing to $13.7M in FY22 after the 

opening of the new area, which greatly offsets the increase in expenses incurred from the added utility 

and staffing burden. Since Life is anticipated to be extremely popular and varied enough to encourage 

repeat visits, we do not foresee any financial hardships as a result of this project. 

Community Impact of Project. Life will provide a completely reimagined range of programming, 

interactive experiences, animal encounters, and educational opportunities. As new science emerges 

about animal habitation, plant species, and climate change we have an obligation to present relevant and 

timely information to our visitors in order to provide the most impactful experiences possible. By 

addressing the pressing environmental issues of today we will better equip our visitors with the 

awareness and resources needed to solve these crises together.  
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It is becoming increasingly important for citizens to have a reasonable level of science literacy, and to 

understand the problems facing our environment and species. Life teaches visitors the story of human 

impact on three different ecosystems: the ocean, the rainforest, and the swamp. Each habitat presents 

hands-on learning experiences that highlights the importance of these ecosystems and their 

corresponding issues. In the ocean zone, interactive exhibits show the toll ocean acidification and rising 

water levels and temperatures have on coral and the 1/4th of all marine life that depend on reefs as 

shelter. Additionally, the rainforest habitat focuses on deforestation and the impact it takes on the earth’s 

ability to naturally filter carbon emissions. Finally, the cypress swamp underscores the significant effect 

invasive species and plants have on Florida’s ecosystem and the swamp’s ability to filter the earth’s 

fresh water.  

 

Since these specific environmental issues impact Central Floridians, one of our key impact goals is to 

inspire learners of all ages to engage in actionable steps to reduce their own carbon footprint and 

influence their immediate surroundings. This space will serve as a hub for a variety of conservation 

efforts in the region, and will show how people of all ages can get involved with groups and causes that 

are most relevant to them. In creating this immersive exhibit space that connects visitors to the 

environment, teaches them about the forces impacting the three specified ecosystems, and then 

providing the resources to act in a meaningful manner, OSC is asking the community to think more 

critically about our own impact. This project will ask people to see themselves as part of the natural 

world and empower them to be proper stewards of the environment.  

 

Ultimately, the project’s most important impact on our community is inspiring the next generation of 

climate and environmental scientists, botanists, zoologists, and biologists. Hands-on learning coupled 

with striking exhibits and experiences can be the spark needed to set off a lifetime of STEM learning. 

These experiences may lead to a career in a related field where our visitors can now solve the crises they 

first confronted at OSC. Or, even without becoming a scientist, we hope to empower our visitors to take 

the conservation of our world seriously. 

 

With these overarching impact goals in mind, it is important to note that Life will come at a time when 

the Science Center is well into an organization-wide push to increase accessibility, diversity, and 

inclusion. Regardless of class, gender, race, sexual orientation or ability, we are committed to providing 

equitable access to all of our experiences: exhibits, programs, services and events. Since adopting 

accessibility as a strategic goal in 2009, we have taken the necessary steps to address inequities that 

persist throughout cultural and informal learning institutions. To stand as an essential asset to our 

community, we have to ensure that our messaging and calls to action apply to every person in our 

community. 

 

Financial Impact of Project. Given that these renovations will lead to a significantly improved upon 

and expanded nature and environment experience, we expect that Life will enjoy a high level of success 

and popularity. We have experienced above 11% average annual attendance growth over the last 5 

years. Since opening KidsTown two years ago, we grew our reach by roughly 100,000 annual visitors. 

Our current forecasting, which accounts for the expected increase in attendance and memberships from 

the opening of the exhibit, predicts our total operating revenue increasing to $13.7M, not including our 

capital campaign funds, for FY22 following the opening of the exhibit space. The increase in revenue, 

driven primarily by the exhibit and traditional year-over-year growth, will be able to fully cover the 
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increase in facility, staffing, and animal care needs. Through a partnership with Disney and Animal 

Kingdom, many of our animal care needs will be provided through veterinarians with Disney, which 

will be provided as an in-kind, reoccurring gift.    

 

In addition to the revenue that the exhibit will provide, we will also continue to pursue grants and 

partnerships to offset programming costs, and to fund new nature and environment programs within Life. 

OSC understands that partnerships are essential in creating accessible programs to promote education, 

awareness, and marketing of sustainable conservation values to the public. OSC will seek new and 

existing strategic partnerships to help promote public education and champion successful calls to action 

on environmental and conservation efforts within the community. Providing informative and engaging 

programming and helping facilitate tangible conservation projects within our community will help 

increase the public’s understanding of how to implement sustainable practices needed for a resilient 

community. We anticipate that Life’s updated and expanded content and clearly defined message will be 

attractive to prospective partners.  

 

Environmental Impact of Project. One of Life’s main messages is about the impact that we all have on 

our environment and what we can do to lower our own carbon footprint and work toward building a 

sustainable future. Life will empower visitors to make smart choices about recycling, and encourage 

them to participate in environmental conservation and protection efforts. The expectation is that this 

project will impact the environment beyond the sustainable building materials used and the LEED 

certified requirements we are following. We expect for Life to inspire our visitors to contribute to 

stopping the human-caused issues they learned about within the exhibit. By providing simple ideas and 

actionable opportunities, our community can immediately take steps to protect the natural world and 

steward long-term conservation efforts. 

 

In 2012, we were the first nonprofit in Florida to earn LEED Gold status from the US Green Building 

Council and the first LEED Gold certified building in the City of Orlando, under the Existing Buildings 

Operations and Maintenance standard. We covered five key areas in the guidelines for Leadership in 

Energy and Environmental Design for Existing Buildings: Energy Efficiency, Water Conservation, 

Indoor Air Quality and Environment, Site Sustainability, and Materials and Construction.  

 

This renovation project will be held to the same standards necessary to qualify us for LEED Gold status. 

When available, all materials will be built from sustainable resources and current water, lighting, and air 

infrastructure will be replaced with more energy-efficient equipment.  

 

Our Green Building includes an energy-efficient HVAC system and lighting, 144-panel rooftop solar 

array, window tinting, reflective roof coating, and a strong recycling program. As a direct result of these 

changes, we have reduced electricity costs by 50%, lowered water usage by 84%, and gas usage by 67%; 

ensuring that we are responsible stewards of the environment.  

 

Our chilled water HVAC system is oil free and uses magnets to reduce friction—improving efficiency 

and reducing greenhouse gas emissions. It enabled us to switch to the "green-certified" HFC 134A 

refrigerant. The HVAC system is controlled through a building automation system that uses digital 

timers and sensors to regulate airflow and space temperatures. The HVAC system captures condensate, 

treating the water and using it for the cooling towers. This has reduced potable water consumption by 

almost 30%. 
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Our Solar Photovoltaic (PV) array generates up to 41.5 kW of green electricity, enough to power about 

5.5 houses every month. Except for some specialty bulbs, all lighting throughout our facility was 

replaced to utilize fluorescent, compact fluorescent or LED bulbs. These lights provide the same 

illumination, last longer and use 60% less energy than traditional lights. Newer fluorescent tubes are 

smaller and contain fewer hazardous materials, such as mercury. 

 

Our single-stream recycling program diverts plastics, metals, and glass from the landfill. The Paper 

Retriever program diverts paper products, including junk mail, phone books, and corrugated cardboard. 

We recycle 100% of used batteries, light bulbs and electronic equipment. Recycled paper products are 

used whenever possible (i.e. copy paper, tissues, napkins, etc.). We also started a composting program 

that has successfully diverted nearly 3 tons of food waste from our café. All of our custodial and 

cleaning chemicals are Green Seal certified. 

 

We model our recycling, construction, and building utilities after the education we are committed to 

providing to the Central Florida public. We are an organization that provides education about 

environmental stewardship, green technologies, and ways to counteract our own impact on the earth. 

This message cannot be properly taught to our audience if we are not actively working to reduce our 

own footprint, and practicing what we teach. 

 

Status of Site 

The site is considered “shovel ready,” and project teams in place are ready to begin work once funds 

have been secured. Plans for closures and safety during the 26-month buildout have been decided on and 

are ready to be implemented as soon as construction begins. This includes any wayfinding signs for 

visitors, proper identification for contractors, and taking the proper safety concerns to close off the work 

site to unauthorized visitors and staff. 

 

Project Team 

Roto: 

Roto was created to serve the demanding needs of modern science and technology-oriented interactive 

museums. By deliberately integrating creative design and technical execution services within a single, 

flexible team and elevating both to world-class standards, Roto offers science museums unparalleled 

depth, breadth, and service. 

Roto's team of 85+ professionals offers a broad and unique skill set, combining design and development 

excellence with in-house engineering and fabrication for a wide array of exhibits and attractions. Roto’s 

core management team shares 20 years of experience working together to grow and support the 

company’s industry-leading services. 

McCree General Contractors and Architects:  

McCree General Contractors & Architects provides concept to completion design-build services for all 

your commercial building needs. Whether it is through our customer-centered design-build process, 

general contractor services or construction manager at risk services, McCree helps people in Central 

Florida realize value in their projects. 
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Unlock Science Advisory Boards: 

Organization Staff: 

This project will be overseen by Ms. JoAnn Newman, President and CEO of the Orlando Science Center 

and an engineer by profession. Orlando Science Center Senior Team, with a combined experience of 

over 50 years, has been deeply involved in the first two stages of the Unlock Science campaign 

renovations of KidsTown and the STEM Discovery Center, and will assist in overseeing the renovations 

and construction of Life.  

 

Status of Permitting, Design Work and Plans, and Construction already performed: 

Conceptual designs have been completed for this project, and were produced by our exhibit designer and 

primary contractor Roto. Our site is “shovel-ready” and demolition can begin when funding for the 

project has been secured. OSC has a proven track record of being a diligent steward of the County’s 

funding, and has completed projects for phase 1 and 2 of this comprehensive campaign on time and 

within budget. Our team bring more than 50 combined years of museum service, and is the same team 

that oversaw phases 1 and 2 with the completion of KidsTown, the learning lab renovation, and the 

creation of our Makerspace—all projects that have been funded by the county in some capacity.  

Kidstown 

Sarah Sprinkle, Director of Elementary Education, Florida Virtual School 

Dr. Sharon Carnahan, Professor and Director of the Child Development Center at Rollins 

Valerie Lovegreen, Clinical Director Providence Foundation 

Linda Sutherland, Executive Director Health Start Coalition of Orange County 

Sonya Hill, Senior Program Manager Orange County Headstart 

Pamela Clark, Early Childhood/VPK Coordinator at Orange County Public Schools 

Carol McNally, Early Childhood Director, Jewish Community Center 

Cindy Metz, Director of Instruction, UCP of Central Florida 

Karen Sinclair, Preschool Director, First Congregational Church of Winter Park 

Dr. Ines Schmook, Associate Superintendent, Orange County Public Schools 
 

Life  

Chris Castro, Director of Sustainability, City of Orlando Sustainability 

Scott Gass, Director of Zoological Communications & Interpretation, SeaWorld 

Keith Winsten, Executive Director, Brevard Zoo 

John Brangan, Deputy Director, Brevard Zoo 

Jim Duby, Natural Lands Program Manager, Seminole County Government 

Matt Seguin, Senior Aquarium Biologist-Husbandry, MOTE Marine Laboratory & Aquarium 

Dr. Ed Metzger, Wildlife Biologist, University of Florida 

Bob Finfrock, Owner and President, FINFROCK Industries 

Laurie Cunnif, Former Deputy Director Community Environmental & Development Services Orange 

County 

Zak Gezon, Former Animal Programs Administration, Walt Disney World 

Phillip Flynn II, Former CEO, Central Florida Zoo and Botanical Gardens 

Byron Knibbs, Former Vice President Emerging Technologies, Orlando Utilities Commission 

Katie Warner, Former Program Manager, Audubon of Florida Birds of Prey 
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Design, Permitting, and Construction Timeline: 

The following timeline is assuming funds are approved by June 1, 2019 and the project timeline may 

begin earlier or later depending on funding. Please see Attachment C for full project timeline.  

Target Audience 

As we make considerable progress toward reaching our strategic goals of becoming an essential 

community resource and removing barriers toward participation, we are seeing a record number of 

visitors come to the Science Center. We served over 670,000 visitors in FY2018, which is a 17% 

increase in our attendance over the last two years and our highest annual attendance in history. Primary 

audiences of Orlando Science Center include resident families, pre-k-college students, teachers, adults, 

seniors, and tourists and business convention attendees and their families. OSC tracks on-site and offsite 

attendees and ticket sales to collect annual visitor reach data. Our attendance data is available on our 

website, published in our annual Community Impact Report, and Central Florida Foundation donor 

portrait. As a member of the Association of Science-Technology Centers (ASTC), we track and report 

attendance and tourism data for their analysis and during our presentations at ASTC’s international 

conferences. ASTC works with science centers around the world to help further science center’s 

capabilities to attract tourists, be a community asset for economic development, and encourage 

innovation in informal science learning.  

Our attendance continues to grow as we build new state-of-the-art exhibits and refresh our content as 

part of our ongoing Unlock Science capital campaign. We recently completed our STEM Discovery 

Center (SDC), which includes seven renovated Learning Laboratory classrooms, a state-of-the-art Flight 

Simulation Lab, and a new fabrication space called The Hive. The SDC provides our visitors new 

opportunities to experience STEM content in creative ways and bolster programming as we incorporate 

modern tools and equipment into our camps, classes, and general program offerings. OSC also utilizes 

these revitalized exhibit spaces during our special events and programs, such as Otronicon and Science 

Night Live. The improved quality of the exhibit spaces and modern amenities held within provide for a 

more engaging environment between visitors and our community partners, vendors, and artists that 

come to showcase or present.   

Our programs build an understanding of STEM and help develop 21st century skills needed for success 

in school, work, and life. Our education programming impact is local, regional, and growing. We served 

152,000 students from school districts throughout Florida through STEM fieldtrips, breaks and summer 

camps, and classes in FY2018. In addition to our STEM field trips, for local PreK-12 students and 

teachers we also offer camps, classes, workshops, outreach programs school field trips and labs that 

support Florida’s curriculum standards. Over the last three years, OSC has worked with international 

travel agencies such has JC Travel and Flying J from China as well as other agencies in Japan and 

Mexico to provide group booking for students and adults visiting Orlando.  

Other services include homeschool programs, science competitions, scout programs and a career-

focused teen volunteer program. We engage children in hands-on skill building through our Young 

Maker’s workshops. OSC provides impactful professional development training for teachers through the 

Engineering is Elementary program in partnership with the Boston Science Museum and computer 

science workshops with our regional partner, Code.org. 

We have made concerted efforts to remove barriers to participation and access through initiatives such 

as Science for All and Family Science Nights. These events and programs focus on fostering 
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engagement and inclusivity of students from predominantly underserved communities, families from 

low-income households and for people of all ages with physical and/or developmental disabilities. We 

also host our quarterly Sensory Sundays in which we turn the entire museum into a more a welcoming 

space for guests who have sensory processing disorders.  

For our Spanish-speaking audience, we offer bilingual traveling exhibits and programs. OSC has 

incorporated bilingual signage on permanent and touring exhibits to support a welcoming environment 

and minimize language barriers.  

As our visitor base is complex and categories go beyond race and ethnicity, we ensure that our 

advertising materials accurately represent our diverse regional community audience. We focus 

marketing efforts towards other underrepresented populations in the community, such as people 

identifying as LGBTQ, girls, young children, adults and so forth to capitalize on audience growth 

opportunities. We have strategically focused on expanding marketing efforts to appeal within the 

Hispanic community. We have a long-term relationship with Hernan Tagliani and his firm, The Group 

Advertising, who advises and supports our Hispanic Marketing efforts. The Group develops and 

implements Spanish marketing campaigns to help us attract members of the Hispanic community. These 

efforts to reach a broad Hispanic audience have led to a year-over-year increase in attendance. The 

Hispanic population currently comprises 18% of our total audience. 

Projected Room Nights 

Through our annual programs and events, the Science Center generates an average of 15,138 room 

nights for Orange County.  Our projections for FY2022 are that our non-local tourism visitors will 

generate 16,476 annual room nights for Orange County.  

 

Expected Event Attendee Origin 

It is our long-term practice to obtain zip code information from each on-site visitor to the Science 

Center. Based on our average group size of three visitors, 75% of non-local tourist visitor groups are 

generating one room night for Orange County. We estimate a total of 16% of OSC’s total annual visitors 

are non-local visitors from outside the defined seven county area. Furthermore, we estimate a total of 

40% of OSC total annual visitors originate from six of the defined counties, excluding Orange County.  

 

Event Attendance and Room Night Estimate Methodologies 

Orlando Science Center tracks on-site and offsite attendees and ticket sales to collect annual visitor 

reach data. As mentioned previously, we obtain zip code information for on-site visitors to the Science 

Center in order to determine attendee origin. It is also our practice to utilize written and electronic guest 

surveys, which also aid in tracking attendee origin. OSC analyzes past attendance data for the Center 

and all annual programs and events on and offsite to project future attendance. Projected room nights 

estimates are based on OSC zip code tracking data.  

 

Project Funding 

The Life exhibit represents just one phase in our multi-phase Unlock Science campaign to revitalize the 

Science Center’s core exhibits, refresh our programming content, and bolster our educational offerings. 

The Unlock Science campaign is budgeted at $35 million. OSC has completed the first two phases of the 

campaign, with $25 million remaining to be raised. The total funds raised to date for the Unlock Science 
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campaign is included in this application as Attachment D. 

 

Full and Part-Time Jobs to be Created  

The Arts and Economic Prosperity V (AEP5) calculator provides a variety of economic impact metrics 

for the arts and cultural field. This calculator provides two breakdowns for FTE jobs supported, first by 

our organization’s total expenditure, and then by our audiences expenditures. AEP 5 defines this 

category as:  

 

“The total number of full-time equivalent (FTE) jobs in your community that are supported by the 

expenditures made by your arts and cultural organization and/or its audiences. An FTE job can be one 

full-time employee, two half-time employees, etc. Economists measure FTE jobs, not the total number 

of employees, because it is a more accurate measure that accounts for part-time employment.” 

 

For the year in which construction on Life is set to begin, FY19, OSC’s expenditures support a total of 

389 FTE jobs, with our audiences’ expenditures supporting 569 FTE jobs. At the end of Life’s first year 

of operation, AEP 5 calculates that these expenditures will support 454 and 641 FTE jobs, respectively. 
 

Intended Use of Funds 

TDT Capital funds will be spent over a 26 month period during from FY19-21. TDT funds will be spent 

to hire exhibit designer and primary contractor Roto to manage the total project, including demolition, 

infrastructure changes, exhibit and habitat design, build and installation. Roto will subcontract McCree 

General Contractors to assess and carry out all demolition and construction needs. Major demolition will 

occur on level one of the Science Center, and walls and infrastructure will be rebuilt in order to integrate 

an additional 3000 sq. ft. of exhibit space into Life. The increase in square footage will support a larger 

museum floor, and also more back of the house (BOH) space needed to support the life support systems 

(LSS) required to meet Association of Zoos and Aquariums (AZA) standards.   

 

In addition to demolition, major facilities costs like structural concrete, HVAC and plumbing needs, and 

flooring installation represent the largest portion of the infrastructure spend plan. Other expenses include 

providing more structural steel to support the new exhibition space, rough carpentry needs, drywall and 

hardware installation, new electrical wiring, and exhibit wide fireproofing.  

 

Section 3: Project Marketing and Economic Impact Details 

 

Marketing and Advertising Plans 

Orlando Science Center’s strong team of internal staff and external partners continue to be extremely 

successful in marketing, public relations and social media outreach. A strategy of ad placements across 

multiple channels, combined with creative and targeted social media campaigns, and customized pitches 

leveraging strong media relationships generate awareness and call to action for our exhibits and events.  

Goals of the marketing campaign to promote the new Life exhibit will promote attendance, but also 

increase recognition of the educational value and unique visitor experiences available. Paid media will 

include print, radio and digital advertising, supported by in-kind placements on radio (for example 

iHeart Media and WMFE-FM) and TV (for example, WFTV-Ch. 9, WUCF-PBS TV, and Spectrum 
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Cable). We will also pursue an outdoor campaign through Clear Channel Outdoor to announce the 

premiere of Life, similar to our campaign when we launched KidsTown in late 2016.  

Orlando Science Center contracts with The Group Advertising to market to Central Florida’s Hispanic 

Community through targeted advertising on digital, print, radio and TV. Advertising will reach across 

the greater Central Florida region into the predetermined tourist areas. Digital advertising combined with 

our Google Ad Words campaigns, which is coordinated through Larimer & Company (a local marketing 

firm) extends our reach throughout the region and beyond. Larimer & Company manage our Search 

Engine Optimization/Pay Per Click (SEO/PPC) campaigns through our Google Grant. Their support 

maximizes our reach online and draws traffic to our website, which is further supported through a 

monthly ad words campaign that is underwritten by Google. A long-term SEO/PPC campaign will be 

instituted to promote Life and draw traffic back to pertinent pages on our website.  SEO/PPC is a cost-

effective and efficient method of getting our message to a broad audience, nationally and internationally, 

to raise awareness of our venue as a tourist destination. Paid social media and sponsored posts will allow 

us to target key demographics and geographic areas to maximize exposure to drive tourism interest in 

relevant audiences. 

Media relations and social media campaigns combined with collaborations with promotional partners 

like Visit Orlando will extend our promotion messages beyond our region to attract national and 

international interest. Past promotional efforts have generated strong, productive results for our exhibits 

and events, such as Otronicon, Mummies, KidsTown, and Hall of Heroes. As a non-profit member of 

Visit Orlando, Orlando Science Center also benefits from promotions in many of their publications, 

websites and collateral. Collaborations with the Visit Orlando PR team most recently generated national 

and international media coverage for Orlando Science Center by including our Hall of Heroes exhibit in 

media pitches promoting Orlando as a tourist destination for fans of superheroes. We will pursue 

something similar with Life targeting fans of eco-tourism and nature enthusiasts.  

In addition, Orlando Science Center’s PR team have solid relationships with regional media contacts and 

access to a media database to research additional national and international media contacts. Our team 

will make a concentrated effort to pitch story ideas to multiple regional, national and international media 

to stimulate interest in the new Life exhibit. We also benefit from relationships with Uproar PR and Sara 

Brady PR who provide volunteer PR support and pro bono consulting on media matters as needed. Their 

result will also help inform a strong, strategic PR plan to effectively promote this new exhibit to a broad 

range of media. 

Furthermore, we participate in several national and international conventions held in Orlando that are 

attended by tourists, businesses, and professionals. We are recognized as a STEM partner by the  

Interservice/Industry Training, Simulation and Education Conference (I/ITSEC), the world’s largest 

modeling, simulation, and training conference organized by the National Training and Simulation 

Association. The I/ITSEC convention helps us promote the Science Center as a prime location for tech 

industry professionals and related businesses to hold workshops and events, highlight our own 

electronics and technology event OTRONICON, and attract teachers seeking opportunities for STEM 

professional development training. Over the last two years, OSC has been featured in the opening film at 

the International Association of Amusement Parks and Attractions’ (IAAPA) international conference 

and tradeshow held for leaders in the attractions industry. In 2018, OSC was the only Florida museum 

highlighted in the opening film. Additionally, our involvement with IAAPA helps OSC keep on track 

with future trends in tourism, increase our attendance, and develop valuable relationships with other 

leaders in the tourism industry. As a science center and non-profit organization that develops and 
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facilitates informal STEM education, we are members and participate in international ASTC 

conferences. As the debut approaches and through its inaugural year, we will be marketing Life at these 

national and international conferences and using our industry/professional memberships with these 

organizations as a means to help promote and attract tourists and businesses. 

Marketing Plan for Life: 

Creative and targeted social media campaigns, combined with customized pitches, leverage strong 

media relationships. The debut of our new exhibit will target local residents, travelers across Florida, 

and out-of-state tourists. OSC seeks and leverages opportunities for national and international exposure 

through traditional channels and carefully placed social media. We partner with Visit Orlando and 

OrlandoATPlay.com to develop promotional opportunities and partner with arts and culture peers when 

possible. 

Radio: Partner with radio stations to provide added value for our budget and feature on-air personalities 

who increase awareness of Life opening. Paid advertising will be placed on both English and Spanish-

speaking local stations. Radio efforts coincide with television, outdoor, print and social media, to 

maximize impact. 

Internet: Paid advertising will be placed on sites with demographics matched to the target market and 

include a variety of ad sizes. Content is geo targeted on both mobile and desktop through Google, 

Yahoo! and other search engines and will focus on the I-4 corridor from Tampa to Daytona Beach. In 

addition, internet advertising benefits from a generous Google grant, which increases our reach with 

Search Engine Optimization and Pay Per Click campaigns. Digital marketing combined with public 

relations and social media advertising provides our best opportunity to reach tourist audiences. 

Public Relations: Leveraging strong media relationships through customized pitches and media 

opportunities, publicity campaigns are planned for the exhibit opening and inaugural year programming. 

The plan includes initial broad outreach to all contacts in advance of the opening of Life, followed by 

specific personal follow-up during the first year of operations. Unique media opportunities for events 

and programming boost media exposure, e.g. media previews of new exhibits, guest expert interviews, 

or engaging media personalities to participate in the new exhibit. Separate PR efforts are focused on 

national and international recognition, utilizing opportunities to increase awareness on a global scale. 

Collaborations with Visit Orlando, our board member Catriona Harris, co-founder of Uproar PR, and 

Sara Brady, former board member and owner of Sara Brady PR, generate insight and support, which 

maximize our efforts and strengthen our PR and media strategies.  

Television: Strategic combinations of paid advertising and public service announcements drive 

awareness and attendance. This advertising targets local and tourist audiences and coincides with efforts 

in social media, outdoor, print and radio ads. Most TV dollars are spent with public television on 

WUCF-TV to reach an audience with interests aligned with our content. When dollars are spent on 

broadcast TV, we leverage relationships to provide the strongest reach possible for the available dollars 

and depend greatly on in-kind support. For example, strong relationships with WFTV-Ch. 9 and 

Spectrum provide additional in-kind TV PSAs to support our campaigns.  

Social Media: With our internet presence on osc.org (over 3M views), otronicon.org (nearly 60k views) 

and via community partner sites, the promotional plan includes the use of Facebook (50k followers), 

Twitter (14k followers), Instagram (11.4k followers), YouTube, and other outlets to maintain a high 

level of awareness and interest. Social media provides proactive channels that directly reach the public 
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with targeted messages. We sponsor specific Facebook posts to boost exposure for larger reach and 

response. Sponsored posts can more than triple the level of engagement and awareness of traditional 

posts. Key local and regional bloggers will be targeted and provided promotional information about 

OSC offerings. Social media is also used to convey STEM (science, technology, engineering, and math) 

related stories of interest, which helps us broaden our mission to inspire science learning for life. 

Wherever possible, we will take advantage of opportunities to utilize video in social media posts 

because the live animal interactions within the Life exhibit will be incredibly visual.  

Outdoor: Digital and print billboards promote exhibits and major events with broad public interest. 

Outdoor placements are negotiated in advance, usually with additional donated space via our ongoing 

relationship with Clear Channel Outdoor. Outdoor effectively increases awareness of the Science Center 

among tourists traveling by car to and around the Orlando area and reinforces messages about OSC from 

television, radio, print and social media. We feel that this very visible presence on our busy roads also 

reaches a certain number of tourists who are driving around our city. In 2017, we began advertising on 

Lynx buses as an alternative form of outdoor advertising and we will investigate additional outdoor 

opportunities in 2019.  

Print: Ads will appear in select publications targeting the local market and out of area visitors through 

tourist-oriented publications in local hotels, resorts and welcome centers. Print ads reinforce messages 

from other media and complement media coverage appearing in those publications. Select exhibits and 

events will benefit from print advertising in Spanish. Prints ads are strategically placed in a wide range 

of publications aligned with specific content. For example, family-friendly exhibits in ads with 

Playground Magazine, Science Night Live in Watermark, Science of Wine in Orlando Magazine, and 

Otronicon in the Orlando Weekly. OSC also advertises exhibits, events, and other experiences through 

SCOPE, our member magazine that is circulated to 13,000 households.  

Internal Marketing: Usage of internal digital signage outside of every exhibit hall, OSC has more 

opportunities available to build brand awareness and reinforce upcoming events (Otronicon) Email 

marketing is also used to advertise specific programs and events to a targeted audience. Currently, OSC 

has over 50,000 email subscribers. 

Security Plans 

Due to the nature of this renovation project, our security plans will not change. Currently, we use our 

own House Managers as security for the building during normal operating hours. In conjunction with the 

Department of Homeland Security, we have refined many of our security processes through an annual 

audit process including procedures for: suspicious packages or mail, bomb threats, active assailants, key 

distribution, visitor and employee identification, threat alerts, severe weather alerts, criminal activity, 

garage closure, and suspicious person reporting. We also have an extensive camera surveillance system 

that is monitored by our House Managers for the security of our premises and above all else help ensure 

the safety of all visitors, students, and staff.  

 

During our events held at the Science Center, we generally hire 3-4 local law enforcement officers to 

roam the building and provide security for the entirety of the event. For a private rental at the facility by 

an outside party, OSC facilitates the hiring of local officers or sheriff deputies, and the client covers the 

cost for security.     
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Annual Economic Impact for Orange County 

Cultural excellence is crucial to Orlando’s economic development and the success of businesses large 

and small in the Central Florida area. Life offers an optimal balance of Orange County’s initiatives to 

enhance the profile of the community, while maximizing benefits to the County’s economy and vital 

tourism industry. OSC’s upcoming renovations to Life and general operations after its debut will 

enhance Orange County tourism, attract investments to the area, and create direct and indirect 

employment opportunities for not only museum related positions but builders, accountants, plumbers, 

advertising, and an array of occupations spanning several industries.  

The Arts and Economic Prosperity V (AEP5) Calculator breaks down economic impact on local 

government revenues in two ways. First, the organizations contribution to local government revenue is 

given, and then the revenue generated from our audience is also provided. The AEP5 survey defines 

government revenue as such:  

 

“The total dollars received by your local and state governments as a result of the expenditures made by 

your arts and cultural organization and/or its audiences. Government revenue includes revenue from 

local and state taxes (e.g., income, sales, lodging, real estate, personal property, and other local option 

taxes) as well as funds from license fees, utility fees, filing fees, and other similar sources. Local 

government revenue includes funds to governmental units such as city, county, township, and school 

districts, and other special districts.” 

 

Life, as a major attendance driver, will contribute to a year-over-year growth in local government 

revenues earned as it pertains to the impact of our organization and visiting audience. When Life is 

completed, OSC activities will generate $521,488 in local government revenue, with our audience 

providing $1,214,229 in revenue to Orange County. The following year, these figures jump to $556,658 

and $1,286,259, respectively. Furthermore, while cultural organizations do count on public funding, on 

average .65 cents of every operating dollar comes from OSC’s ticket sales, program fees, facility rentals, 

and other earned income sources, compared to the national average of .50 cents. Even as a nonprofit 

exempt from sales tax, ancillary revenues within our facility generated more than $100,000 in sales tax 

last year, and more when counting indirect visitor spending at restaurants, hotels, tolls, etc.  

With a variety of indoor and outdoor settings, OSC serves as a venue for wide array of events, including 

corporate events, retreats, conventions, product expositions, and birthdays. In FY2018, OSC hosted 

roughly 200 events including 80 weddings. OSC has served as an events venue for various organizations 

and corporations including, but not limited to: Apple, AARP, Lockheed Martin, Morgan Stanley, 

Siemens, Smithsonian, Ernst & Young, Yelp, Boston University, Whole Foods Market, Deloitte, Birks 

Group, Duke Energy, Yakima Products, SonoSite, Qorvo, SimonMed, Winter Park Chamber of 

Commerce, Orlando Business Journal, and many more.   

OSC provides an essential social experience as visitors rarely come on their own, instead they come 

with friends, family, or a group. As a result, OSC helps leverage a substantial amount of event-related 

spending from visitors that are both local and non-local. Visitors pay for parking, Sunrail and other local 

transportation, lunch or dinner at a local restaurants, souvenirs, and spending at other local businesses 

and tourist destinations while in town. As one of nine cultural organizations located in the region’s 

premier cultural center, Loch Haven Cultural Park, our visitors have an opportunity to patron other local 

arts and cultural organizations within walking distance. Non-local visitors spending an average of $47 

per person, per event beyond the cost of admission and local counterparts spend on average $31.47 per 
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person. Research from Visit Orlando estimates the average daily rate for a hotel stay in Orlando for a 

tourist is $116 per night. 

In addition to the inherent value, cultural amenities such as OSC have the power to build a better Florida 

as we play an important role in attracting high-wage jobs and a creative workforce. According to the 

American’s Arts and Economic Prosperity, 87% of Americans believe that arts and culture are important 

to their quality of life. As part of the fabric of the Orlando and the greater regional metropolitan area, 

OSC helps make our community a desirable place to live. We have provided a significant return on 

investment in terms of the social capital built within Orange County and the greater metropolitan area. 

Over the last 63 years, OSC has built a diverse array of partnerships and accomplished programs for 

youth employment and volunteering opportunities, accessibility programs for underserved and 

underrepresented populations, early childhood education initiatives, and so much more.  



GENERAL
• Unless otherwise noted, all new facility walls to be 11’ in   
   height. Drywall (Level 5 Finish).
• 3-phase power at all Life Support System and 
   Back of House locations.
• Power, water, and air connections at (or near) all animal    
   enclosures, as well as all Back of House locations.
• Adequate drainage throughout gallery - specifically near   
   aquatic exhibits and inside all Life Support System / 
   Back of House locations.
• Existing track system to be utilized for show lighting.    
   Modifications and additions most likely required.

LIFE SUPPORT SYSTEM & BACK OF HOUSE
• Area utilizes original slab elevations (mostly -4’, with one   
   section of -6’) for increased vertical clearance.
• Life Support System and Back of House on two levels 
   (-4’ and +4’).  Stairs and small lift arranged inside space 
   to traverse elevation changes.
• Wet Area. Walls constructed of non-absorbent materials. 
   No drywall at lower levels or near aquatic features.
• Area open to structures above (walls 15’ in height). Ceiling to  
   exist only  between pedestrian bridge and new facility wall.

ENTRY
• Power and data connections throughout area 
   (floor access preferred).

RAINFOREST
• Tank, recessed into floor, viewing from above. [2,738 gallons, 3’ deep]
• Handrails / barriers around all guest-accessible areas of both  
   River and Tank.
• River begins with waterfall feature (cascading from the   
   covered area of the Life Support System).
• Wood (or wood-themed) footbridges spanning over river   
   feature at multiple locations.
• Planters with live plants and foliage throughout. Regulated   
   irrigation to each.
• Stained concrete floor with subtle thematic texture.

OCEAN
• Reef Tank  [11,475 gallons, 5’ deep]
• 3-phase power at all aquatic tanks 
   (4 locations - Reef, Touch Tank, Jellyfish, and Live Coral).
• “Forces” interactive integrated into wall allowing   
   for complete circulation around Reef. Area behind  
   wall capped over to create tunnel / serve as 
   access to presentation area above tank.
• Dashed lines indicate overhead elments 
   (by Roto). Additional structural support may 
   be required.
• Non-slip “water-proof ” flooring. 

SWAMP
• Swamp Tank  [9,784 gallons, varying depth - 4’ maximum]
• Plumbing from Swamp Tank to centralized Life Support   
   System (use existing where applicable).
• Additional power and data connections around Swamp Tank  
  (on mutiple floors) for lighting and special effects.
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Life: 

TASK Q10
OSC Contracting

OSC Kickoff Workshop X

GC Preliim. Facility A/E

Schematic Exhibit Design

Prelim. Interactive Exhibit Design

Life Support Preliminary Design  

Final Facility A/E

Permitting X

Detail Exhibit Design  

Detail Interactive Exhibit Design

Life Support Finalized

Animal Curation/Acquisition

Animal Exhibit Introduction

Nature Works Closes X

Demolition

Plumbing

Electrical

Concrete

Finishes

Life Support System Install

Inspections  

Exhibit Production

Fit Out Exhibits

Interactive Exhibit Install

Graphic Install

Soft Open X

Public Open

Q7 Q8 Q9

GC

OSC

Q1 Q2 Q3 Q4 Q5 Q6

Spec.
Contr.

OSC

SCHEMATIC DESIGN PHASE

DESIGN DEVELOPMENT PHASE

INSTALL/PRODUCTION PHASE

OPEN PHASE

GC

Spec.
Contr.

Spec.
Contr.

Life Timeline
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DONOR TOTAL COMMITMENT 

State of Florida $1,613,784

Orange County $1,521,160

Albert Isaacs Charitable Lead Trust $1,250,000

Florida Hospital $1,000,000

Dr. Phillips Charities $750,000

City of Orlando $675,913

Office of Naval Research $571,903

Orlando Science Center Board of Trustees $306,600

The James M. Cox Foundation $300,000

Publix Charities $250,000

Massey Inc $250,000

PNC Foundation $199,614

Margaret A. Cargill Foundation $191,806

Event Network $165,000

Marc and Sharon Hagle $150,000

Digital Assurance Certification Paula Stuart $150,000

Community Based Care of Central Florida $125,000

The Martin Andersen-Gracia Andersen Foundation, Inc. $125,000

Lacy Family $100,915

Harriett Lake $100,000

Art and Phyllis Grindle Foundation $100,000

Magruder Foundation $100,000

Hearst Foundations $50,000

Peter DiPasqua, Jr. $40,000

A Friends' Foundation $40,000

NKT Fundraising + misc. $19,321

Galloway $10,000

TOTAL FUNDS RAISED TO DATE FOR PHASES I AND II $10,156,016 

Unlock Science Campaign Info



COST BREAKDOWN  

General Contractor A/E Fee $250,000

Construction Costs (Demolition/Fit out)                           $2,100,000

Permitting $15,000

Exhibit Design/Development Fee                          $885,000

Exhibit Production                           $4,500,000

Life Support Systems                           $1,100,000

Life Support System Engineering                             $100,000

Contract Administration               $250,000

Owner Provided Items                             $300,000

Owner-Held Contingency                              $500,000

PROJECT TOTAL              $10,000,000

Life Budget





CqUNTf; Orange County Mayor

Teresa Jacobs
P.O. Box 1393,201 South Rosalind Avenue, Orlando, FL 32802-1393

Phone: 407-836-7370 • Fax: 407-836-7360 • Mayor@ocfl.net

June 7, 2018

To:

From:

Board of County Commissiqfiers

Mayor Teresa Jacobs

Subject: Tourist Development Wx Grant Application and Review Committee

In 2016, the Charter Review Commission (CRC) initially approved a proposed charter
amendment that would have created an application and evaluation process for
awarding excess Tourist Development Tax (TDT) to organizations for eligible capital
projects or events. Subsequent to the initial vote, the CRC voted to rescind its prior
action to place the Tourist Development Tax amendment on the November 2016
ballot with the understanding that the county would create a similar process through a
county ordinance. Therefore, the Board of County Commissioners (BCC) passed an
ordinance creating the excess TDT application process and established the TDT
Grant Application Review Committee (ARC). Among other duties, this committee
was created to develop applications and an evaluation process for excess TDT
based on the following criteria:

1. commitment to expansion of tourism in Orange County,
2. soundness of proposed event or capital project, and
3. anticipated return on investment.

Under this new process, any funding recommendations from this committee are to be
scheduled for consideration during the next available Tourist Development Council
(TDC) meeting. The TDC shall review the recommendation from the ARC and then
make a recommendation to the BCC. The BCC shall review the recommendation of

the ARC, the application and the recommendation of the TDC and shall either
approve or deny the request.

The ARC held their first meeting in December 2017, and have been developing the
administrative forms and processes to carry out their prescribed powers and duties.
To date, they have finalized comprehensive application documents, and are in the

final stages of approving the evaluation scoring matrix to rank proposals for funding
recommendations.
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The ARC is expected to be in a position to start accepting applications in the near
future; however, the BCC still needs to approve a TDT funding allocation for this
committee. Accordingly, my proposed budget will include a multi-year capital plan for
fiscal years 2018-2023 for the ARC process in the amount of $8 million per year. By
creating a long-term capital budget for this process, the ARC will be able to make
multiple year funding recommendations to coincide with the cash flows and
construction schedules of the recommended and approved projects.

By way of additional background, on April 1, 2016, the Central Florida Hotel &
Lodging Association (CFHLA) sent a letter to Mayor Dyer and me outlining their
priorities for TDT. The problem with this proposal, or any excess TDT spending
proposal at that time including the proposed CRC charter amendment, was that
excess TDT revenues were contractually obligated to the City of Orlando for the
venues debt, leaving virtually no significant funding for other priorities for the
foreseeable future.

Subsequently in October 2016, I proposed, and the BCC approved, the county
issuing TDT refunding debt to extinguish the city's venues debt obligation and the
obligation of the county to contractually remit excess TDT to the city - referred to as
the buy-out option. Under this proposal, the county assumed the responsibility for
making annual debt service payments on the new refunding TDT debt, but is now
retaining the much larger excess TDT revenue. This restructuring of the venues debt
is allowing the county to fund additional TDT priorities far sooner than would have
otherwise been possible.

The TDT priorities in CFHLA's 2016 letter included increased funding for Visit
Orlando, capital improvements to the Orange County Convention Center, upgrades
to the Citrus Bowl and funding for the Science Center, the Orlando Ballet and the
Orlando Philharmonic Orchestra. When ARC begins accepting applications, I would
expect that applications for these projects would be forthcoming and among the first
to be evaluated.

In addition to these previously identified priorities, another vital community project
that no one could have conceived of at the time was the need for a Pulse museum

and memorial. For time immemorial, we have honored and remembered the loss of
innocent souls - and so It should be for our 49 Pulse angels, victims of a heinous act
of terrorism. The onePULSE Foundation is committed to creating a sanctuary of
hope and healing around this tragic day in our history and in American history.
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In partnership with the Foundation, Central Florida has pledged to honor the 49 lives
that were taken, their families, the 68 injured victims, the affected survivors and the
first responders and healthcare professionals who cared for the victims. Building a
museum and memorial is of crucial importance - not only to honor those who
perished, but for history itself, as well for future LGBTQ, Latinx and Hispanic
generations.

Allocating $8 million in the current budget plus $8 million per year for the next five
years will give the ARC approximately $48 million of excess TDT to allocate to worthy
capital projects between now and September 30, 2023. Given the significance and
urgency of the Pulse museum, I am requesting the ARC expedite the evaluation and
review of their proposal for land acquisition and design of the museum.

It is also important to note that the proposed ARC funding will not impact other TDT
priorities, including TDT debt service, convention center (operations, maintenance,
on-going capital and the campus master plan projects), tourism promotion and
marketing, and other approved TDT Plan priorities. I look fon/vard to discussing my
proposed budget, including the TDT budget, during the July budget work sessions.

c: Ajit Lalchandani, County Administrator
Jeff Newton, County Attorney
Eric Gassman, Deputy County Administrator
Fred Winterkamp, Manager, Fiscal and Business Services
Application and Review Committee Members
Tourist Development Council Members
Rich Maladecki, President and CEO, Central Florida Hotel & Lodging Association



 

 
 
 
 
August 13, 2018 
  
 
 
Dear Members of the Tourist Development Tax Application and Review Committee:  
 
I am pleased to offer my heartfelt endorsement of the Orlando Science Center’s application 
for the Orange County Tourist Development Tax funding opportunity. As Central Florida 
has grown in population, diversity and industry, the Orlando Science Center has been there 
to meet the developing needs of our community. With the current success of its 
comprehensive campaign, accessibility programs and growth, the science center 
understands the needs of our community and has made it a priority to meet those needs.  
 
As Central Florida’s largest cultural institution, the Orlando Science Center has done a 
commendable job providing engaging and memorable experiences for Central Florida 
residents and tourists. Through the expansion of its hallmark exhibits and engaging 
programs, the science center reached more than 670,000 visitors last year. Furthermore, 
its “Science for All” program, which greatly reduces the price of admission and 
memberships for lower-income households, has been immensely popular with more than 
40,000 individuals and families utilizing this opportunity in 2017.  
 
The science center is also renovating its exhibits, expanding resources and creating new 
experiences to meet the changing demands of our community and the tourists it serves. For 
the past four years, JoAnn Newman and her team have raised in excess of $10 million and 
completed two phases of a $35 million, multi-year/multi-phase campaign to ensure the 
science center is ready and equipped to engage the changing needs and interest of 21st 
Century learners of all ages.  
 
Phase I and Phase 2 of its Unlock Science Campaign included the premieres of the amazing 
new KidsTown, the immersive Flight Lab, the cutting edge STEM Discovery Center and the 
dynamic makerspace known as The Hive. The science center has been a tremendous 
steward of public funds with these projects. The science center’s current request is in 
support of Phase 3, which is a vibrant, educational exhibit about nature and the 
environment called LIFE. This exhibit blends interactive technology with live animals to 
illustrate the important role humans play in protecting our fragile environment.  
  



 

As I lead Orlando’s efforts to become a stronger more environmentally-friendly city, I can’t 
think of a better tool to educate and inspire our citizens to practice conservation. LIFE is an 
important exhibit for our community and beyond. It is a shovel-ready project that can begin 
production as soon as funds are secured.  
 
In my 2016 letter to the Central Florida Hotel and Lodging Association (CFHLA), I 
supported the Orlando Science Center receiving TDT funding and I still believe funding the 
capital needs of our cultural organizations is vital to maintaining Orlando/Orange County 
as a leading tourist destination.  The science center has proven its ability to attract visitors 
from outside of Orange County’s communities and provide Central Florida with an 
educational resource that is accessible to everyone. The Orlando science Center’s efforts 
continually impact the lives of children and families throughout Central Florida and 
beyond. I strongly endorse this funding request. 
 
Sincerely, 

 
 
 
 

Buddy Dyer 
Mayor of Orlando 
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ROBERT F. STUART 
CITY COMMISSIONER 

 
October 27, 2018  

 

Tourist Development Tax Grant 
Application Review Committee 
201 S. Rosalind Ave.  
Orlando, Florida 32801 
 
Dear Honorable Members of the TDT Council and ARC Committee,   
 
I would like to express my full support for the Orlando Science Center's (OSC) 
application for Tourist Development Tax funding through Orange County to construct 
their new nature and environment exhibit hall, Life. The OSC’s project supports Orange 
County's goals of enhancing the profile of the community and maximizing the benefits 
to the local economy.  
 
Through their Unlock Science campaign, the OSC has thoughtfully planned how their 
renovations will best meet the needs of the community. I believe that the Life project will 
help Orange County meet its growing tourism needs while also improving the quality of 
life for local residents.  This project will provide both educational and economic benefits 
to the entire region.  The OSC has continuously proven their ability to attract visitors 
from outside the area and has truly become a tourist destination affording accessible 
education for all visitors. Additionally, Orange County's investment in Life will provide 
employment opportunities to the region, including an estimated 1,095 jobs of induced 
and direct employment upon completion of its inaugural year.  
 
The OSC has cultivated a sound project team with diverse experience and outstanding 
qualifications, which will assuredly lead to the successful completion of the exhibit. 
During their 64 years of operating in Orange County, the OSC has developed a robust 
framework of partnerships. Most importantly, as they have progressed through the 
renovation of their facilities through their multi-phase Unlock Science campaign, they 
have been dedicated stewards of the public and private funding they have received, 
including from Orange County and the City of Orlando.  
 
Thank you for the opportunity to share my support for the Orlando Science Center's 
project, Life, as I believe it would be a wise investment of TDT funding. I am confident 
that upon completion, this exhibit will be a major asset to the cultural fabric of our 
community and our region.  
 
 

Respectfully, 
 

 
Robert F. Stuart  









[Type here] 
 

 
 
 

November 5, 2018 
 
 
Tourist Development Tax Grant 
Application Review Committee 
201 S. Rosalind Ave. 
Orlando, Florida 32801 
 
Dear Honorable Members of the TDT Council and ARC Committee,  
We are writing to express our full support of Orlando Science Center’s application for investment through 
Orange County’s unencumbered Tourist Development Tax fund. The county’s return on investment in Life is 
best understood in terms of both quality of life and local economic return.  
 
The new nature and environment exhibit hall, Life, provides both educational and economic benefits to help 
grow Orange County’s STEM pipeline that supports the county’s priorities to advance its economic 
development with an innovative high-tech workforce.   
 
The Orlando Science Center’s mission is to Inspire Science Learning for Life, Be the Spark that Ignites 
Innovation and Create Prosperity in Our Community that Enhances Lives.  They provide high-quality, 
accessible STEM education programming to over 152,000 K-12 students annually to counties across the 
state of Florida. As a result of their extensive reach, the Science Center is a contributing factor in raising the 
profile of Orange County as a STEM education and research hub.  
 
The Science Center has been instrumental in several collaborative STEM education research partnerships 
among higher education institutions, federal agencies, public and non-profit STEM organizations, STEM 
industry leaders, and many other consortia’s. The Corridor has partnered with the Orlando Science Center for 
over 22 years through our stemCONNECT program and for their annual four-day interactive technology expo 
Otronicon, since its inception.  Their successful education programs that connect students with STEM have 
garnered support from industry leaders ranging from Boeing, Lockheed Martin, NASA, Office of Naval 
Research, Siemens, and many others.  
 
The Science Center serves as an important connection point for partnerships that help make Orange County 
a vibrant community with high-wage jobs and endless opportunities for economic competitiveness. Upon its 
completion, Life will support the region’s need to attract valuable STEM education and research partnerships 
to Orange County and the surrounding central Florida region.  
 
Orange County’s investment in Life will contribute to the Science Center’s ability to provide exemplary STEM 
education and attract a highly skilled workforce to the county. 
 
I appreciate your thoughtful consideration regarding the Orlando Science Center’s application for their 
exemplary project, Life.  
 
Sincerely, 
 
    
 
Ed Schons 
President 
 
 



DIGITAL MEDIA IMPRESSIONS

SOCIAL MEDIA & REVIEWS

Facebook:  51,700 Followers   /  29,002 Engagements 

Twitter :  14,200 Followers  /  3,140 Engagements 

Instagram:  12,300 Followers   /  23,511 Engagements 

Email: 376,977

Facebook: 3,382,428 for FY18 

Digital signage: 520,000+ in FY18 based on on-site attendance

Website: 3,775,227 average annual visits over the last two years

Orlando Science Center has a well strategized marketing, public relations, and social media outreach 
campaign to help generate awareness about our events and exhibits. In addition to our extensive 
digital and social media reach outlined in further detail below, we also reach over 50,000 people 
annually who are a part of our 13,000+ member households that receive our self-published triannual 
SCOPE magazine and e-newsletters. News coverage pertaining to our events, programs, and exhibits 
are frequently picked up by various media outlets as well. Featured articles from an array of 
international, national, and regional publications and networks from FY2018 have been included on 
the following pages for review.

You could say people ‘like’ us…. 

4.5 Stars 
from more than 

4,250 reviews

OSC MEDIA REACH

Total: 55,653Total: 78,200



You may have seen us in: 
National

Regional

MEDIA COVERAGE

IMLS
Finalist for the National Medal

Named Best 
Non-Theme Park Attraction
Orlando Magazine
Orlando Weekly

Named Best Museum
PLAYGROUND Magazine
Orlando Sentinel
Orlando Weekly
Watermark Magazine

Orlando Business Journal Honors
JoAnn Newman is CEO of the Year
Brandan Lanman is 40 under 40
Heather Norton is 40 under 40
Jeff Stanford is 40 under 40

PLAYGROUND Magazine 
Family Favorite Awards
Best Non-Religious Preschool
Best STEM Camp
Best Educational Camp
Best Museum
Best Birthday Party Venue 

TripAdvisor
Certificate of Excellence

Wedding Wire
Couples Choice Award

The Knot
Best of Weddings

International

AWARDS



MEDIA COVERAGE

National Coverage

US News, August 14, 2017 – “7 Best Orlando Museums” 
https://travel.usnews.com/features/the-7-best-orlando-museums-locals-picks

TripstoDiscover.com, August 25, 2017 – “Top 13 Things To Do on a Rainy Day in Florida”
http://www.tripstodiscover.com/top-things-to-do-on-a-rainy-day-in-florida/

Tripping.com, December 6, 2017 – “8 Best Things to Do on a Rainy Day in Orlando”
https://www.tripping.com/guides/things-to-do-on-a-rainy-day-in-orlando/

HBCUConnect, Blog, January 18, 2018 – “Why Families Should Visit the Orlando Science Center” 
http://hbcuconnect.com/content/331241/why-families-should-visit-the-orlando-science-center

Seapower Magazine, January 18, 2018 – “ONR, Orlando Science Center Partner for Flight Lab” 
http://seapowermagazine.org/stories/20180118-FlightLab.html

Washington Times, January 19, 2018 – “New flight simulator opens at Orlando Science Center”
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Inc. Magazine, May 8, 2018 – “People Are Leaving Silicon Valley and Orlando Might Be the Next Hot Spot” 
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Regional Coverage

WKMG-News 6, ClickOrlando.com, August 20, 2017 – “Orlando Science Center among Central Fla. spots gearing up for eclipse” 
https://www.clickorlando.com/news/eclipse/orlando-science-center-among-central-fla-places-gearing-up-for-eclipse

Fox-35,fox35orlando.com, August 21, 2017 – “Total Solar Eclipse: Million converge across US to see sun go dark” 
http://www.fox35orlando.com/home/total-solar-eclipse-millions-converge-across-us-to-see-sun-go-dark

Orlando Sentinel, Front Page, August 22, 2017 – “For minutes, Florida was no longer Sunshine State” 
https://www.orlandosentinel.com/business/space/os-solar-eclipse-viewing-live-orlando-20170821-story.html
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Orlando Sentinel, December 1, 2017 – “Bank of America hands Orlando Science Center $200,000 grant” 
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https://www.pressreader.com/usa/orlando-sentinel/20171205/281505046549120

Icflorida.com, January 10, 2018 – “New Flight Lab exhibit gives Orlando Science Center guests wings” 
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lines/new-flight-lab-exhibit-gives-orlando-science-center-guests-wings/681563434

Osceola News-Gazette, January 10, 2018 – “Get Tech: Otronicon returns to science center” 
http://www.aroundosceola.com/get-tech-otronicon-returns-to-science-center/

Orlando Sentinel, January 11, 2018 – “Otronicon: High-tech trek is back at Orlando Science Center” 
http://www.orlandosentinel.com/travel/attrac-
tions/theme-park-rangers-blog/os-et-orlando-science-center-otronicon-20180109-story.html

Orlando Sentinel, January 13, 2018 – “Otronicon gives Orlando kids glimpse at newest in local tech” 
http://www.orlandosentinel.com/travel/attractions/os-otronicon-tech-conference-20180113-story.html

WKMG-News 6, ClickOrlando.com, January 12, 2018 – “Otronicon returns this weekend to Orlando Science Center” 
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https://www.orlandosentinel.com/news/mobile/os-space-exploration-weekend-20180721-story.html

Orange Appeal Magazine, Sept/Oct 2018 – “JoAnn Newman: Making Science Fun, Exciting & Accessible”
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http://www.i4biz.com/social-entrepreneur/stem-satellite-proram-launches-aerospace-lessons-to-childrens-hospital-rooms/

International Coverage

ASTC Member News Blog, July 19, 2017 – “Eclipse Across America” 
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Travel Channel, September 14, 2017 – “Don’t-Miss STEM Museums” 
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El Blog De Yes, April 19, 2018 – “5 Increibles Experiencias De Superheroes En Orlando”
https://www.elblogdeyes.com/5-increibles-experiencias-superheroes-en-orlando/ 
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Attachment L | Board of Trustees

Board Member Title Company
Jerry Sullivan Vice President & Chief Information Officer Orlando Utilities Commission

Chuck Beverly Senior Vice President, Senior Relationship Mananger Bank of America Merrill Lynch

Suzanne Worthington Chief Operating Officer Orlando Health

Julie Tyk Attorney Pearson Bitman

Dennis Lind Vice President, Design & Engineering Walt Disney Parks & Resorts

Dr. Wes Naylor President & Managing Partner Coe & Naylor Group

Patrick Aland Vice President of Engineering Presidio

Joseph Durso Vice President for Community & Government Affairs Community Based Care of Central FL

Dr. Richard Signer retired FL Hospital for Children, Retired

Ty Tastepe Senior Vice President of Technologies NBC / Universal 

Joe Boutin Founder and CEO Three21

Chris Bowman Director, Distribution Design Engineering Duke Energy

Karoom Brown Senior Vice President Leidos

Chris Carmody Government Relations Attorney Gray-Robinson

Amy Chapman CPA, CFE, Principal CliftonLarsonAllen, LLP

Jim Cross retired BDO, retired

Ann Fairchild General Counsel, Region North America Siemens Corporation

Rita Flaherty Vice President, Strategy & Business Development Lockheed Martin

Catriona Harris Co-Founder and Partner Uproar PR

Gary Heath Director of Business Analysis Massey Services

Dr. Sarah Layton CEO and Managing Partner Corporate Strategy Institute, Inc

Brock Magruder Attorney & Chair of OSC Young Professionals Gray-Robinson & Young Professionals

Rusty McCranie Meteorologist WFTV, Channel 9 - Cox Media Group

Esther McKean Partner Akerman

Marilyn Moran Partner FordHarrison LLP

Brandon Naids CEO & Co-Founder Talon Simulations

Steve "Snak" Nakagawa Principal Business Development Manager Rockwell Collins Simulation & Training Solutions

Jon Nally Senior Director, People Operation, Worldwide Tupperware Brands, Inc

Robin Nauman Associate Holland & Knight

Dennis Nolte Vice President Seacoast Wealth Management

Nirav Pandya President & CEO Orion Technologies

Rina Patel Founder Rose' Girls

Sibille Pritchard Manager Chelonian Research Institute

Jamie Roche Business Development Executive Carr, Riggs and Ingram

Stephen Seay Manager Seay Business Solutions

Dr. Susan Singer Vice President of Academic Affairs & Provost Rollins College

Demetria Sloan Founder and President Vantage Point Coaching, LLC

Mila Smith Vice President, Human Resources, Southeast Balfour Beatty Construction

Marc Swanson Chief Financial Officer & Treasurer SeaWorld

Scott Wilson Partner, Assurance Services RSM, LLP

Lindsay Winter Business & Franchise Consultant Lindsay Blare, LLC

Brian Battles Deputy Chief Financial Officer City of Orlando

Lonnie Bell Director Orange County Family Services

Joie Cadle School Board Member, District 1 Orange County Public School Board

Dr. Tina Calderone School Board Vice Chair Seminole County Public Schools
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FY2019 Budget
Eight Year Operating Plan

FY2019 FY2020 FY2021 FY2022 FY2023 FY2024 FY2025 FY2026
Budget Plan Plan Plan Plan Plan Plan Plan

Attendance
Walk-Ins 145,024          3% 133,422                -8% 135,983          2% 149,581          10% 155,564          4% 161,786          4% 168,257          4% 174,987          4%

Member Attendance 206,286          1% 216,600                5% 227,430          5% 238,801          5% 250,741          5% 263,278          5% 276,441          5% 290,263          5%

School Field Trips 66,222            -2% 69,242                  5% 72,399            5% 75,700            5% 79,152            5% 82,761            5% 86,535            5% 90,481            5%

Camps & Classes 31,280            -4% 32,218                  3% 33,184            3% 34,179            3% 35,204            3% 36,260            3% 37,347            3% 38,467            3%

Off-site Programs 73,379            -11% 77,047                  5% 80,899            5% 84,943            5% 89,190            5% 93,649            5% 98,331            5% 103,247          5%

Pre-School 15,709            6% 15,709                  0% 15,709            0% 15,709            0% 15,709            0% 15,709            0% 15,709            0% 15,709            0%

Groups & Events 45,669            (0)      47,043                  3% 48,505            3% 50,058            3% 51,706            3% 53,454            3% 55,307            3% 57,269            4%

Comps 67,181            0       72,272                  8% 77,879            8% 84,067            8% 90,911            8% 98,496            8% 106,919          9% 116,290          9%

Total All Attendance 650,750          0% 663,553                2% 691,988          4% 733,038          6% 768,177          5% 805,393          5% 844,846          5% 886,713          5%

Memberships 12,592            9% 12,592                  0% 13,221            5% 14,576            10% 15,304            5% 16,069            5% 16,872            5% 17,715            5%

Revenues
Earned Revenues 8,479,342$     11% 8,656,459$           2% 9,169,521$     6% 9,992,003$     9% 10,662,890$   7% 11,396,042$   7% 12,196,845$   7% 13,071,902$   7%

Public Funding 595,983          -12% 598,028                0% 600,114          0% 602,241          0% 604,411          0% 606,625          0% 608,883          0% 611,186          0%

Contributed Revenues 1,459,346       14% 1,508,096             3% 1,559,144       3% 1,612,661       3% 1,668,834       3% 1,727,878       4% 1,790,026       4% 1,855,544       4%

Project Revenues 1,417,774       2% 1,460,306             3% 1,504,114       3% 1,549,236       3% 1,595,712       3% 1,643,583       3% 1,692,889       3% 1,743,675       3%

Total Revenues 11,952,445     0% 12,222,889           2% 12,832,893     5% 13,756,141     7% 14,531,847     6% 15,374,128     6% 16,288,643     6% 17,282,307     6%

Expenses
Product/Financing Expenses 1,109,835       32% 992,388                -11% 1,073,869       8% 1,164,614       8% 1,152,590       -1% 1,193,932       4% 1,237,479       4% 1,283,465       4%

Labor Expenses 6,899,255       16% 7,198,614             4% 7,511,217       4% 7,998,970       6% 8,346,337       4% 8,709,084       4% 9,087,915       4% 9,483,553       4%

Other Expenses:
Operations/Guest Services 490,665          7% 509,657                4% 533,927          5% 564,576          6% 603,106          7% 651,527          8% 712,506          9% 789,556          11%

Education 490,648          -6% 526,079                7% 564,707          7% 606,854          7% 652,877          8% 703,172          8% 758,175          8% 818,367          8%

Visitor Experience 1,128,502       8% 1,195,172             6% 1,268,267       6% 1,406,014       11% 1,505,109       7% 1,615,317       7% 1,738,168       8% 1,875,429       8%

Marketing/Public Relations 308,813          8% 318,182                3% 328,010          3% 338,330          3% 349,178          3% 360,594          3% 372,618          3% 385,296          3%

Development 221,398          -40% 229,831                4% 238,645          4% 247,859          4% 257,492          4% 267,564          4% 278,098          4% 289,115          4%

Finance & Facility Rentals 430,352          9% 499,189                16% 525,456          5% 553,576          5% 583,710          5% 616,036          6% 650,748          6% 688,061          6%

HR & Volunteers 126,811          0       133,151                5% 139,807          5% 146,796          5% 154,135          5% 161,841          5% 169,932          5% 178,428          5%

Executive/Administration 81,624            19% 85,705                  5% 89,990            5% 94,489            5% 99,213            5% 104,173          5% 109,381          5% 114,850          5%

Total Other Expenses 3,278,813       15% 3,496,966             7% 3,688,809       5% 3,958,494       7% 4,204,820       6% 4,480,224       7% 4,789,626       7% 5,139,102       7%

Project Expenses (excl. labor) 514,079          6% 529,501                3% 545,386          3% 561,747          3% 578,599          3% 595,956          3% 613,834          3% 632,249          3%

Total Expenses 11,801,982     12% 12,217,469           4% 12,819,281     5% 13,683,825     7% 14,282,346     4% 14,979,196     5% 15,728,854     5% 16,538,369     5%

Revenues less Expenses 150,463$        -67% 5,420$                  -96% 13,612$          151% 72,316$          431% 249,501$        245% 394,932$        58% 559,789$        42% 743,938$        33%

Maintenance reserve
Additions 224,087          200,000                200,000          200,000          325,000          400,000          450,000          500,000          
Uses (525,901)         (234,047)               (202,283)         (201,819)         (211,099)         (310,390)         (391,211)         (215,577)         
Balance 87,833            53,786                  51,503            49,684            163,585          253,195          311,984          596,407          

Assumptions:
1. Labor costs generally increase 4%.
2. Most other line items derived from 5-year CAGR experienced FY14 through FY18.
3. Life construction Jan 2019 - Dec 2020 results in 8% decrease from pre-construction attendance.
4. Life opening Jan 2021 results in 10% attendance increase over PY.

Life opens Apr 2021

+/-
PY

+/-
PY

+/-
PY

+/-
PY

Life design/construction Jan 2019 - Mar 2021

+/-
PY

+/-
PY

+/-
PY

+/-
PY
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U.S. News
August 14, 2017



Trips To Discover
August 25, 2017



Tripping.com
December 6, 2017



HBCU Connect
January 18, 2018



Seapower
January 18, 2018



The Washington Times
January 19, 2018



U.S. News
January 19, 2018



Today’s Parent
April 27, 2018



ThrillGeek 
April 25, 2018



USA Today
May 22, 2018



Attractions Magazine
May 22, 2018



MSN.com
May 27, 2018



Inc.
May 8, 2018



Click Orlando
August 20, 2017



Fox 35
August 21, 2017



Orlando Sentinel
August 22, 2017



Orlando Magazine, Metropoly Blog
September 7, 2017



Parques de Orlando
October 4, 2017



I4 Business Magazine
December 2017



Orlando Sentinel
December 1, 2017



IcFlorida.com
December 1, 2017



Orlando Sentinel
December 5, 2017



icFlorida.com
January 10, 2018



Osceola News-Gazette 
January 10, 2018



Orlando Sentinel
January 11, 2018



Orlando Sentinel
January 13, 2018



ClickOrlando
January 12, 2018



Attractions Magazine
January 29, 2018



Orlando Sentinel
February 2, 2018



Viera Voice
February 26, 2018



Orlando Sentinel
May 11, 2018



Orlando Sentinel
May 25, 2018



Orlando Sentinel
May 27, 2018



Orlando Sentinel Local & State
July 22, 2018



Orange Appeal
September/October, 2018



I4 Business Magazine
October 2018



ASTC
July 26, 2017



Travel Channel
September 14, 2017



El Blog de Yes
April 19, 2018
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