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CHAPTER ONE – EXECUTIVE SUMMARY 
 INTRODUCTION 

Virginia Beach Department of Parks and Recreation (“Department”) selected 
PROS Consulting, INC. to help update its Strategic Plan. This plan seeks to assess 
existing practices, desired future direction and ensure alignment between current 
resources and practices with community needs. 

Through the collection and analysis of data, the strategic planning process has 
identified what is needed based on community priorities, as well as action steps 
for the Department over the next five to ten years. 

 VIRGINIA BEACH PARKS AND RECREATION 

Virginia Beach Parks and Recreation is a reputable national leader in the provision 
of parks, facilities, and recreational programs. It manages more than 290 park 
sites on over 7,000 acres, seven community recreation centers, a municipal 
marina, and an athletic complex.  The Department offers a variety of year-round 
recreational opportunities and programs and serves as the single largest childcare provider in the City through 
its Before and After School, Early Childhood, and Day Camp programs.  In addition, the Department also 
contributes landscape management and maintenance for municipal buildings, public schools, park sites, and 
designated roadways throughout the City.  The magnitude of the Department’s size and scope of operations is 
reflected in its nearly 1,400 full and part-time staff and an operating budget of nearly $65 million in total. 

The Department has also been recognized nationally for originally achieving CAPRA Accreditation in 1999, and 
being reaccredited in 2004, 2009 and 2014 through the National Recreation and Parks Association (NRPA).  
Virginia Beach was the first park and recreation agency to be accredited in Virginia and nineteenth in the 
country out of the 165 CAPRA accredited agencies in the entire United States, and one of only ten agencies in 
Virginia that are CAPRA accredited.  CAPRA accreditation signifies excellence in operation and service in parks 
and recreation, and maintaining this notable status demonstrates the commitment of the Department to be a 
leader in the field. 

  STRATEGIC PLAN OBJECTIVES 

The goals and objectives associated with this Strategic Plan include: 

• Engage the community, leadership and internal/external stakeholders through varied public input to 
build a shared vision for programs, technology, and customer service and retention. 

• Utilize a wide variety of data sources and best practices to predict trends and patterns of recreational 
facility and program uses for current and future Virginia Beach residents. 

• Focus on community priorities that include access, the environment and outdoors, healthy lifestyles, 
and stewardship.  

• Shape financial and operational preparedness through innovative and “next” practices to achieve the 
strategic objectives and recommend actions to deliver core services.  

• Develop a dynamic and realistic strategic action plan that creates a road map to ensure programs and 
services are aligned with the departmental mission and City Council goals, as well as action steps to 
support the family-oriented community and businesses that call Virginia Beach home.  
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 PLANNING PROCESS 

The Strategic Plan has outlined a clear set of objectives and direction for Parks and Recreation staff, the City 
Council, the Parks and Recreation Commission, the Bikeways and Trails Committee, and the Open Space 
Advisory Committee to follow over the next five to ten years.  There were numerous steps taken in the 
planning process, with the following key areas of focus being foundational components: 
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CHAPTER TWO  – SITUATIONAL ANALYSIS AND PUBLIC ENGAGEMENT 
 SWOT ANALYSIS 

PROS Consulting engaged staff department-wide in discussions to identify strengths, weaknesses, opportunities, 
and threats (SWOT) of Virginia Beach Parks and Recreation.  The consulting team facilitated sessions with 
various levels of staff with the intent of developing a fundamental understanding of the organization in its 
current state and identifying a vision for the future from the perspective of Virginia Beach employees. 

2.1.1 SWOT DEFINITIONS 
The following SWOT definitions were utilized to facilitate discussions and organized feedback into key findings 
that will provide a foundation for the entire planning process. 

STRENGTHS 
Strengths are an internal analysis of what an organization does well, it is useful to think of strengths as special 
capabilities or expertise. These are things that have enabled the organization to be successful to this point, 
and how it has prepared itself to compete in the future.   

WEAKNESSES 
Weaknesses are also considered to be an internal analysis, and is the opportunity for an organization to identify 
areas of improvement.  They include problems that need to be corrected, deficiencies recognized through a 
comparison with other agencies or best practices, or deficiencies such as lacking the resources to grow.   

Once strengths and weaknesses have been identified, the SWOT analysis becomes more external in nature and 
involves identifying ways in which the organization can better position itself for increased success in the 
future.  

OPPORTUNITIES 
Opportunity seeking is an external analysis of strategic factors that can enhance or improve services the 
organization offers, both new and existing services, and a defined customer group at which that service is 
targeted, including new and existing customers.   

THREATS 
Threat identification is also external in nature as “internal threats” are considered to be weaknesses. Threats 
are external trends or forces that adversely affect the organization that cannot be ignored or left unaddressed. 

2.1.2 SUMMARY OF STRENGTHS, WEAKNESSES, OPPORTUNITIES, & THREATS 

STRENGTHS 
• Broad based community and political support (parks and recreation centers) 
• Budget and funding ($65m + $9m capital – 886.53 FTE’s: 509 FT + 377.53 PT) 
• Well maintained parks, facilities and equipment 
• High park acreage level of service 
• Partnerships with other departments - ongoing and future 
• Good mix of talented young professionals with many established professionals; a passionate and 

committed staff 
• 151 Fund – the Department controls their destiny (plus fund balance); Dedicated real estate tax 
• Marketing staff size (7 dedicated staff) 
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• High quality programs (e.g. Aquatics, Out of School Time - After School, Silver Sneakers, Therapeutic 
Recreation and Inclusion, Summer Camps) 

• Greater staff engagement with Thinkisms & Focus Groups 
• Strong community ties and history 
• High performing agency (National Accreditation - CAPRA) 
• Parks and Recreation Commission are great advocates 
• Cohesive departmental leadership 
• Emphasis on service classification and cost recovery 
• Implementation of StrengthsFinders - both professional and organizational development benefits 
• Awareness of market gaps and overlaps 
• Staff certifications and training opportunities; mentoring and staff development programs 

2.1.3  WEAKNESSES 
• Lack of funding and debt capacity in the future due to other larger projects in the City 
• Aging parks and recreation infrastructure  
• Programming based on "passion" not on practicality; Slow to react to trends in programming due to city 

processes and/or lack of proactive planning  
• Limited use of technology for security at facilities and parks 
• Resistance to new ideas / Fear of change with well-seasoned personnel 
• Staff turnover, especially part-time 
• Not rotating coordinators and some supervisors (complacency) 
• Inability to move some people (either to another position or out of the organization) quickly before 

damage occurs 
• Old and antiquated maintenance facilities - Euclid, Lifecycle and Resort Maintenance 
• Lack of public art - especially at P&R Facilities (inside on walls and outside at facilities) 
• Need better technology for greater efficiency 
• Municipal bureaucracy and process focus hinder competitiveness and agility 
• Communication challenges within and across divisions and from mid-management down 
• Wi-Fi connectivity in internal facilities and no Wi-Fi at parks 
• Don’t do a good job of telling their story 
• Don’t take risks and need to build an innovative culture 

2.1.4  OPPORTUNITIES 
• Partnerships and Collaborations: Health systems, Arena, Sports Center, and Oceanfront 
• Demographic Changes including Military; Aging community can help increase some programs and non-

peak usage at parks and recreation centers 
• Competition: Potential to capture those who do not want to pay private club prices 
• Cross promotion with other departments 
• Outsource special events or we take over external ones  
• New parks and open spaces for development 
• Privatization of certain services or combine services (beach and rec center lifeguards) 
• New Director - new goals and challenges. Dream it all over again. 
• Changing consumer demands and industry trends 
• Technology and Software improvements 
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• "Progressive Long-Range Planning (Modernization study, Outdoors Plan, Comp. Plan, ITA Plan)/ 
Connecting City goals to Departmental and Division Goals and Objectives 

• Sports Tourism (PAAC) 
• New Admin Building/Team member consolidation 
• Utilizing Millennials and their strengths 
• Increase cross training/job shadowing/succession planning 
• Inclusion & Diversity Awareness 
• Foundation support 
• Data is available in Power BI to assist leadership in making business decisions 
• Sponsorships 

2.1.5  THREATS 
• Competition will become more fierce and more nimble 
• Politics and outsourcing/New Council and City Leadership/New Director  
• State funding most likely will be cut (or monies diverted to social services) 
• All day kindergarten and the need to plan the Department’s future 
• Special interest driven requirements for niche offerings 
• Cultural Affairs Division needs help to support the city's cultural offerings and needs 
• End of Open Space Acquisition Program 
• Aging parks infrastructure 
• "OST team vacancies/part-time recruitment & retention - affects customer service and ability to staff 

programs 
• Citywide HR does not support the Department's needs 
• ActiveNet doesn’t meet our need for statistical data or complex registrations like OST or online dog 

park registrations  
• Climate change - resiliency 
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  MARKET ANALYSIS 

A key component of the Strategic Plan is a Demographic, Psychographic and Recreation Trends Analysis which 
helps provide a thorough understanding of the demographic makeup of City residents, as well as national, 
regional, and local recreational trends.  

2.2.1 DEMOGRAPHIC ANALYSIS 
The Demographic Analysis describes the population within Virginia Beach.  This analysis is reflective of the 
City’s total population and its key characteristics such as age segments, income levels, race, and ethnicity.  It 
is important to note that future projections are based on historical patterns and unforeseen circumstances 
during or after the time of the analysis could have a significant bearing on the validity of the projected figures. 

VIRGINIA BEACH DEMOGRAPHIC OVERVIEW 
 

 

 

 

 

 

 

 

 

 

 

 

 

  

2017 Total Population 

461,663 

2017 Total Households 

173,684 

2017 Median Age 

36.4 

2017 Median Household Income 

$67,313 
2017 Race and Ethnicity 

65% White Alone 
19% Black Alone 
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METHODOLOGY 
Demographic data used for the analysis was obtained from U.S. Census Bureau and from Environmental Systems 
Research Institute, Inc. (ESRI), the largest research and development organization dedicated to Geographical 
Information Systems (GIS) and specializing in population projections and market trends.  All data was acquired 
in October 2017 and reflects actual numbers as reported in the 2010 Census and estimates for 2017 and 2022 as 
obtained by ESRI.  Straight line linear regression was utilized for 2027 and 2032 projections.  The City boundary 
shown below was utilized for the demographic analysis.  (See Figure 1.)   

Figure 1: Virginia Beach City Boundaries 
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RACE AND ETHNICITY DEFINITIONS 
The minimum categories for data on race and ethnicity for Federal statistics, program administrative reporting, 
and civil rights compliance reporting are defined as below.  The Census 2010 data on race are not directly 
comparable with data from the 2000 Census and earlier censuses; therefore, caution must be used when 
interpreting changes in the racial composition of the US population over time.  The latest (Census 2010) 
definitions and nomenclature are used within this analysis. 

• American Indian – This includes a person having origins in any of the original peoples of North and South 
America (including Central America), and who maintains tribal affiliation or community attachment  

• Asian – This includes a person having origins in any of the original peoples of the Far East, Southeast 
Asia, or the Indian subcontinent including, for example, Cambodia, China, India, Japan, Korea, 
Malaysia, Pakistan, the Philippine Islands, Thailand, and Vietnam 

• Black – This includes a person having origins in any of the black racial groups of Africa 
• Native Hawaiian or Other Pacific Islander – This includes a person having origins in any of the original 

peoples of Hawaii, Guam, Samoa, or other Pacific Islands 
• White – This includes a person having origins in any of the original peoples of Europe, the Middle East, 

or North Africa 
• Hispanic or Latino – This is an ethnic distinction, a subset of a race as defined by the Federal 

Government; this includes a person of Mexican, Puerto Rican, Cuban, South or Central American, or 
other Spanish culture or origin, regardless of race 
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VIRGINIA BEACH POPULACE 
POPULATION 

The City’s population experienced a marginal growth rate of 5.40% from 2010 to 2017 (0.77% per year), which 
is just below the national growth rate of 0.87% annually over the same period.  The total number of households 
also increased at a similar rate to the population in recent years (5.21% since 2010).   

Currently, the population is estimated at 461,663 individuals living within 173,684 households.  Projecting 
ahead, the total population and total number of households are both expected to continue growing over the 
next 15 years.  Based on 2032 predictions, the City is expected to have 512,323 residents living within 192,321 
households. (See Figures 2 & 3) 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

  

Figure 2: Virginia Beach Total Population 

Figure 3: Virginia Beach Total Number of Households 
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AGE SEGMENT 

Evaluating the City by age segments, the population is comparatively young, with a median age of 36.4 years 
old that is almost 2 years below the US median age of 38.2 years.  Assessing the population as a whole, the City 
is projected to undergo a gradual aging trend.  Over the next 15 years, the 55+ population is expected to gain 
7% of the total population distribution.  This is largely due to the increased life expectancies and the 
remainder of the Baby Boomer generation shifting into the senior age groups.  (See Figure 4).  

Due to the continued growth of the older age segments, it is useful to further segment the “Senior” population 
beyond the traditional 55+ designation.  Within the field of parks and recreation, there are two commonly used 
ways to partition this age segment. One is to simply segment by age: 55-64, 65-74, and 75+. However, as these 
age segments are engaged in programming, the variability of health and wellness can be a more relevant 
factor. For example, a 55-year-old may be struggling with rheumatoid arthritis and need different recreational 
opportunities than a healthy 65-year old who is running marathons once a year. Therefore, it may be more 
useful to divide this age segment into “Active,” “Low-Impact,” and/or “Social” Seniors. 

  

 

  

Figure 4: Virginia Beach Population by Age Segments 
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RACE AND ETHNICITY  

Analyzing race and ethnicity, the service area’s current population is relatively diverse.  The 2017 estimate 
shows that 65% of the population falls into the White Alone category, while the Black Alone category (19%) 
represents the largest minority.  The racial distribution of the City varies slightly from the national population, 
which is approximately 70% White Alone and 13% Black Alone.  The predictions for 2032 expect the population 
to continue diversifying, with minor decreases in the White Alone and Black Alone populations accompanied by 
increases among all other races. (Figure 5) Based on the 2010 Census, those of Hispanic/Latino origin currently 
represent just under a tenth of the service area’s total population (9%), which is significantly lower than the 
national level of 18% Hispanic/Latino population.  The Hispanic/Latino population is expected to continue 
growing over the next 15 years, increasing to 13% of the City’s total population by 2032. (Figure 6) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Figure 5: Virginia Beach Population by Race 

Figure 6: Virginia Beach Population by Ethnicity 
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HOUSEHOLD INCOME 

The City’s median household income is currently $67,313, which is significantly above the national average 
($56,124).  Virginia Beach’s per capita income ($32,983) is just slightly above the national average of $30,820.  
As seen in Figure 7, both median household income and per capita income are expected to continue growing 
over the next 15 years increasing 26.7% and 33.1% respectively. This has significant implications on the 
community’s expectations of the Department since there is a higher expectation of quality and service that 
accompanies the residents’ willingness and ability to pay for them.  

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  
Figure 7: Virginia Beach Income Characteristics 
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DEMOGRAPHIC COMPARATIVE SUMMARY 

The table below is a summary of Virginia Beach’s demographic figures.  These figures are then compared to the 
US population.  This type of analysis allows the Department to see how the City’s population compares on a 
national scale.  Highlighted cells represent key takeaways based on the largest discrepancies between the City 
and the U.S., which include reduced growth rates for population and households and a much more diverse 
populace. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  
Figure 8: City Demographic Comparative Summary Table 
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KEY DEMOGRAPHIC FINDINGS 

• Virginia Beach’s population annual growth rate (0.77%) is below both the state (0.92%) and national 
(0.87%) growth rates  

• Virginia Beach’s average household size (2.60) is marginally higher than both Virginia’s (2.56) and 
U.S.’s (2.59) average household size 

• When looking at age segments, Virginia Beach’s percentage distribution essentially mirrors both state 
and nation distributions 

• The City’s racial distribution is slightly more diverse than Virginia and the U.S., with 34.6% of Virginia 
Beach’s population represented as minority races 

• Virginia Beach’s percentage of Hispanic/Latino population (8.8%) is roughly half of the national (18.1%) 
average 

• The City’s per capita income ($32,983) and median household income ($67,313) are both greater 
than national averages ($30,820 & $56,124)  

 

 

 

 

  



2018 Strategic Plan 

15 

2.2.2 PSYCHOGRAPHIC ANALYSIS 

TAPESTRY SEGMENTATION 
ESRI’s Tapestry Segmentation is a geo-demographic system that 
classifies U.S. neighborhoods based on their socioeconomic and 
demographic compositions.  This market segmentation tool 
integrates consumer traits with residential characteristics to identify 
individual markets within a specified area.  The Tapestry provides a 
classification model with 67 distinct, behavioral market segments 
that depict consumers’ lifestyles and lifestages, and detail the 
diversity of the American population.  These individual market 
segments are then arranged into 14 LifeMode groups that have 
similar characteristics and market profiles.  A brief summary of the 
14 LifeMode groups is provided in the table below.  A complete 
listing of these groups’ characteristics and the individual segments 
that comprise each LifeMode group is available in Appendix B.  (Source: ESRI) 

 

The ESRI Tapestry Segmentation provides an understanding of consumers’ lifestyle choices, what they buy, and 
how they spend their free time for a specified service area.  This information is useful in identifying target 
markets, as well as highlighting segments that are being underserved, to ensure that Virginia Beach’s offerings 
are in line with the unique characteristics and preferences of its users.   

 

  

Group Name Brief Description
Affluent Estates Established wealth- educated, well-traveled married couples
Upscale Avenues Prosperous, married couples in higher density neighborhoods
Uptown Individuals Younger, urban singles on the move
Family Landscapes Successful younger families in newer housing
GenXurban Gen X in middle age; families with fewer kids and a mortgage
Cozy Country Living Empty nesters in bucolic settings
Ethnic Enclaves Established diversity- young, Hispanic homeowners with families
Middle Ground Lifestyles of thirtysomethings
Senior Styles Senior lifestyles reveal the effects of saving for retirement
Rustic Outposts Country life with older families, older homes
Midtown Singles Millenials on the move; single, diverse, and urban
Hometown Growing up and staying close to home; single householders
Next Wave Urban denizens; young, diverse, hardworking families
Scholars and Patriots College campuses and military neighborhoods

LifeMode Summary Groups
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TOP 5 TAPESTRY SEGMENTS 
This section reveals the top five Tapestry Segments, expressed as percentage of households, for the City of 
Virginia Beach as a whole and compares them to the national averages.  Analyzing the dominant Tapestry 
Segmentation allows the City to assess its market profile by examining the distribution of household types and 
summarizing the general characteristics and behaviors expected from each group.  Appendix B describes the 
broader LifeMode Groups containing each of the following Tapestry Segments. (See Figure 9) 

 

 

 

 

 

 

 

 

 

KEY TAPESTRY SEGMENT DESCRIPTIONS 
Below are brief summaries of the characteristics and consumer behaviors for the most prevalent Tapestry 
Segments within the City. 

BRIGHT YOUNG PROFESSIONALS (13.4% OF VIRGINIA BEACH HOUSEHOLDS) 

• Married or unmarried couples living in single family and multiunit homes on the outskirts of large 
metropolitan cities with median age of 32.2 and median household income of $50,000. 

• Young, educated, and diverse white-collar working professionals with a mix of food service and part-
time jobs among college students within the group. 

• Consumers up on the latest technology and get most of their information from the internet. 
• Leisure activities include going to bars/night clubs, attending concerts, going to the zoo, renting 

movies, and participating in variety of sports (backpacking, basketball, football, bowling, Pilates, 
weight lifting, and yoga). 

• Concern for the environment impacts their purchasing decisions. 

YOUNG AND RESTLESS (11.2% OF VIRGINIA BEACH HOUSEHOLDS) 

• Single-person and shared households living in multiunit rentals in densely populated neighborhoods with 
median age of 29.4 and median household income of $36,000. 

• Well-educated, diverse young workers in professional/technical occupations and sales and 
office/administrative support roles that are not yet established, but striving to get ahead. 

• Careful shoppers, aware of prices, and demonstrate little brand loyalty; like to be the first to try new 
products, but do research before buying the latest technology. 

• Most of their information comes from the Internet and TV; no landline telephones for majority of 
households, and use cell phones for everything. 

• Activities include dancing, playing pool, watching MTV and Comedy Central, reading fashion and music 
magazines, listening to music, and playing volleyball.  

% of Virginia Beach 
Households

% of U.S. 
Households

1 Bright Young Professionals 13.4% 2.2%

2 Young and Restless 11.2% 1.7%

3 Home Improvement 9.4% 1.7%

4 Soccer Moms 8.9% 2.9%

5 Exurbanites 6.8% 1.9%
49.7% 10.4%Total:

Virginia Beach's Top 5 Tapestry Segments

Tapestry Segments

Figure 9: Tapestry Segment Comparison 
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HOME IMPROVEMENT (9.4% OF VIRGINIA BEACH HOUSEHOLDS) 

• Married-couple families living in low density suburban neighborhoods; median age of 37 and average 
household size 2.86. 

• Spend a lot of time on the go and eat out regularly at both fast-food and family restaurants. 
• Residents are cautious consumers who do their research before buying. 
• Activities include home improvement and remodeling projects. 

SOCCER MOMS (8.9% OF VIRGINIA BEACH HOUSEHOLDS) 

• Are affluent, family-oriented market who prefer living in the suburban areas over living in the city.  
• Most households are married couples with children, with median age of 36.6 and median household 

income of $84,000. 
• Most households have at least 2 vehicles with longer commutes into the city for work and a high labor 

for participation rate. 
• Outdoor activities and sports are characteristic of life in the suburban, such as bicycling, jogging, 

golfing, boating, and target shooting. 
• Carry a high level of debt, including first and second mortgages and auto loans. 

EXURBANITES (6.8% OF VIRGINIA BEACH HOUSEHOLDS) 

• Married couples with no children living in single family homes with median age of 49.6 and median 
household income of $98,000. 

• College educated individuals with many retirees, or near retiring. 
• As consumers, interested in quality before price. 
• Use the internet for everything from shopping to managing finances. 
• Sociable and hardworking, while still finding time to stay physically fit. 
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2.2.3 RECREATIONAL TRENDS ANALYSIS 
The Trends Analysis provides an understanding of both national and local recreational trends.  This analysis 
examines participation trends, activity levels, and programming trends.  It is important to note that all trends 
are based on current and/or historical patterns and participation rates.   

NATIONAL TRENDS IN RECREATION 
METHODOLOGY 

The Sports & Fitness Industry Association’s (SFIA) Sports, Fitness & Recreational Activities Topline 
Participation Report 2018 was utilized in evaluating the following trends:  

• National Trends in Sport and Fitness Participation 
• Core vs. Casual Participation 
• Activity by Generation 

The study is based on findings from surveys carried out in 2017 and the beginning of 2018 by the Physical 
Activity Council, resulting in a total of 30,999 online interviews – both individual and household surveys. A 
sample size of 30,999 completed interviews is considered by SFIA to result in a high degree of statistical 
accuracy. A sport with a participation rate of five percent has a confidence interval of plus or minus 0.27 
percentage points at a 95 percent confidence interval. Using a weighting technique, survey results are applied 
to the total U.S. population figure of 298,325,103 people (ages six and older). The purpose of the report is to 
establish levels of activity and identify key participatory trends in recreation across the U.S. 

CORE VS. CASUAL PARTICIPATION 

In addition to overall participation rates, SFIA further categorizes active participants as either core or casual 
participants based on frequency.  Core participants have higher participatory frequency than casual 
participants. The thresholds that define casual versus core participation may vary based on the nature of each 
individual activity. For instance, core participants engage in most fitness and recreational activities more than 
50 times per year, while for sports, the threshold for core participation is typically 13 times per year.  

In a given activity, core participants are more committed and tend to be less likely to switch to other activities 
or become inactive (engage in no physical activity) than causal participants. This may also explain why 
activities with more core participants tend to experience less pattern shifts in participation rates than those 
with larger groups of casual participants. 

INACTIVITY RATES / ACTIVITY LEVEL TRENDS 

SFIA also categorizes participation rates by intensity, dividing activity levels into five categories based on the 
caloric implication (i.e., high calorie burning, low/med calorie burning, or inactive) and the frequency of 
participation (i.e., 1-50 times, 50-150 times, or above) for a given activity.  Participation rates are expressed 
as ‘super active’ or ‘active to a healthy level’ (high calorie burning, 151+ times), ‘active’ (high calorie burning, 
50-150 times), ‘casual’ (high calorie burning, 1-50 times), ‘low/med calorie burning’, and ‘inactive’.  These 
participation rates are then assessed based on the total population trend over the last five years, as well as 
breaking down these rates by generation. 
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NATIONAL TRENDS IN GENERAL SPORTS 

The sports most heavily participated in the United States 
were Golf (23.8 million in 2016) and Basketball (23.4 
million), which have participation figures well in excess of 
the other activities within the general sports category.  The 
popularity of Golf and Basketball can be attributed to the 
ability to compete with relatively small number of 
participants.  Even though Golf has experienced a recent 
decrease in participation, it still continues to benefit from 
its wide age segment appeal and is considered a life-long 
sport.  Basketball’s success can be attributed to the limited 
amount of equipment needed to participate and the 
limited space requirements necessary, which make 
basketball the only traditional sport that can be played at 
the majority of American dwellings as a drive-way pickup game.    

Since 2012, Rugby and other niche sports, like Boxing, Lacrosse, and Roller Hockey have seen strong growth.  
Rugby has emerged as the overall fastest growing sport, as it has seen participation levels rise by 82.8% over 
the last five years.  Based on the five-year trend, Boxing for Competition (42.6%), Lacrosse (35.1%), and Roller 
Hockey (34.2%) have also experienced significant growth.  In the most recent year, the fastest growing sports 
were Boxing for Competition (13.1%) and Pickleball (11.3%).   

During the last five years, the sports that are most rapidly declining include Ultimate Frisbee (-39.1%), Touch 
Football (-22.8%), Tackle Football (-16.0%), and Racquetball (-13.4%). For the most recent year, Ultimate 
Frisbee (-14.9%), Badminton (-12.6%), Gymnastics (-10.7%), and Volleyball-Sand/Beach (-9.9%) underwent the 
largest declines.  

In general, the most recent year shares a similar pattern with the five-year trends; suggesting that the 
increasing participation rates in certain activities have yet to peak in sports like Rugby, Lacrosse, Field Hockey, 
and Competitive Boxing. However, some sports that increased rapidly over the past five years have 
experienced recent decreases in participation, including Squash, Ice Hockey, Roller Hockey and Volleyball-
Sand/Beach. The reversal of the five-year trends in these sports may be due to a relatively low user base 
(ranging from 1-5 million) and could suggest that participation in these activities may have peaked.  

CORE VS. CASUAL TRENDS IN GENERAL SPORTS 

The most popular sports, such as Basketball and Baseball, have a larger core participant base (engaged 13+ 
times annually) than casual participant base (engaged at least 1 time annually).  Less mainstream, less 
organized sports such as Ultimate Frisbee, Roller Hockey, Squash, and Boxing for Competition have larger 
casual participation.  Although these sports increased in participation over the last five years, the newcomers 
were mostly casual participants that may be more inclined to switch to other sports or fitness activities, 
resulting in the declining one-year trends.  
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Figure 10: General Sports Participatory Trends 

2012 2016 2017 5-Year Trend 1-Year Trend
Golf * (2011, 2015, and 2016 data) 25,682 24,120 23,815 -7.3% -1.3%
Basketball 23,708 22,343 23,401 -1.3% 4.7%
Tennis 17,020 18,079 17,683 3.9% -2.2%
Baseball 12,976 14,760 15,642 20.5% 6.0%
Soccer (Outdoor) 12,944 11,932 11,924 -7.9% -0.1%
Softball (Slow Pitch) 7,411 7,690 7,283 -1.7% -5.3%
Football, Flag 5,865 6,173 6,551 11.7% 6.1%
Badminton 7,278 7,354 6,430 -11.7% -12.6%
Volleyball (Court) 6,384 6,216 6,317 -1.0% 1.6%
Football, Touch 7,295 5,686 5,629 -22.8% -1.0%
Soccer (Indoor) 4,617 5,117 5,399 16.9% 5.5%
Football, Tackle 6,220 5,481 5,224 -16.0% -4.7%
Volleyball (Sand/Beach) 4,505 5,489 4,947 9.8% -9.9%
Gymnastics 5,115 5,381 4,805 -6.1% -10.7%
Track and Field 4,257 4,116 4,161 -2.3% 1.1%
Cheerleading 3,244 4,029 3,816 17.6% -5.3%
Racquetball 4,070 3,579 3,526 -13.4% -1.5%
Pickleball N/A 2,815 3,132 N/A 11.3%
Ultimate Frisbee 5,131 3,673 3,126 -39.1% -14.9%
Ice Hockey 2,363 2,697 2,544 7.7% -5.7%
Softball (Fast Pitch) 2,624 2,467 2,309 -12.0% -6.4%
Lacrosse 1,607 2,090 2,171 35.1% 3.9%
Wrestling 1,922 1,922 1,896 -1.4% -1.4%
Roller Hockey 1,367 1,929 1,834 34.2% -4.9%
Rugby 887 1,550 1,621 82.8% 4.6%
Field Hockey 1,237 1,512 1,596 29.0% 5.6%
Squash 1,290 1,549 1,492 15.7% -3.7%
Boxing for Competition 959 1,210 1,368 42.6% 13.1%

*2017 information not ava i lable for Golf.  Information to be released by National  Gol f Foundation.  Participation 
figures  above reflect 2011, 2015, and 2016 data .

National Participatory Trends - General Sports

Activity
Participation Levels % Change

Legend: Large Increase 
(greater than 25%)

Moderate 
Increase

(0% to 25%)

Moderate 
Decrease 

(0% to -25%)

Large Decrease 
(less than -25%)

NOTE: Participation figures are in 000's for the US population ages 6 and over
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NATIONAL TRENDS IN GENERAL FITNESS 

Overall, national participatory trends in fitness have 
experienced strong growth in recent years.  Many of these 
activities have become popular due to an increased interest 
among Americans to improve their health and enhance 
quality of life by engaging in an active lifestyle.  These 
activities also have very few barriers to entry, which 
provides a variety of options that are relatively inexpensive 
to participate in and can be performed by most individuals.   

The most popular fitness activity, by far, is Fitness Walking, 
which had about 110.8 million participants in 2017, 
increasing 2.7% from the previous year.  Other leading 
fitness activities based on total number of participants include Treadmill (52.9 million), Free Weights (52.2 
million), Running/Jogging (50.7 million), Weight/Resistance Machines (36.2 million), and Stationary Cycling 
(36.0 million).   

Over the last five years, the activities growing most rapidly are Non-Traditional / Off-Road Triathlons (74.7%), 
Trail Running (57.6%), and Aerobics (32.7%).  Over the same time frame, the activities that have undergone the 
most decline include: Boot Camps Style Cross Training (-11.3%), Stretching (-7.5%), and Weight/Resistance 
Machines (-6.9%).  

In the last year, activities with the largest gains in participation were Triathlon Non-Traditional/Off Road 
(10.1%), Running/Jogging (7.1%), and Trail Running (6.6%).  From 2016-2017, the activities that had the most 
decline in participation were Traditional/Road Triathlon (-8.9%), Cardio Kickboxing (-3.0%), and 
Calisthenics/Bodyweight Exercise (-2.6%). Core vs. Casual trends in general fitness 

It should be noted that many of the activities that are rapidly growing have a relatively low user base, which 
allows for more drastic shifts in terms of percentage, especially for five-year trends. Increasing casual 
participants may also explain the rapid growth in some activities. For instance, core/casual participation 
trends showed that over the last five years, casual participants increased drastically in high impact aerobics 
(62%) and tai chi (36.8%), while the core participant base of both activities experienced more steady growth.  

Recent declines in extremely popular activities, such as fitness walking and running / jogging, paired with 
widespread growth in activities with lower absolute participants, may suggest that those engaging in fitness 
activities are actively looking for new forms of exercise and trying new activities on a casual basis.  

CORE VS. CASUAL TRENDS IN GENERAL FITNESS 

It should be noted that many of the activities that are rapidly growing have a relatively low user base, which 
allows for more drastic shifts in terms of percentage, especially for five-year trends. Increasing casual 
participants may also explain the rapid growth in some activities. For instance, core/casual participation 
trends showed that over the last five years, casual participants increased drastically in Non-Traditional/ Off 
Road (119.6%) and Tai Chi (26.9%), while the core participant base of both activities experienced significantly 
less growth.   
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Figure 11: General Fitness National Participatory Trends 

2012 2016 2017 5-Year Trend 1-Year Trend
Fitness Walking 114,029 107,895 110,805 -2.8% 2.7%
Treadmill 50,839 51,872 52,966 4.2% 2.1%
Free Weights (Dumbbells/Hand Weights) N/A 51,513 52,217 N/A 1.4%
Running/Jogging 51,450 47,384 50,770 -1.3% 7.1%
Weight/Resistant Machines 38,999 35,768 36,291 -6.9% 1.5%
Stationary Cycling (Recumbent/Upright) 35,987 36,118 36,035 0.1% -0.2%
Stretching 35,873 33,771 33,195 -7.5% -1.7%
Elliptical Motion Trainer* 28,560 32,218 32,283 13.0% 0.2%
Free Weights (Barbells) 26,688 26,473 27,444 2.8% 3.7%
Yoga 23,253 26,268 27,354 17.6% 4.1%
Calisthenics/Bodyweight Exercise N/A 25,110 24,454 N/A -2.6%
Choreographed Exercise N/A 21,839 22,616 N/A 3.6%
Aerobics (High Impact) 16,178 21,390 21,476 32.7% 0.4%
Stair Climbing Machine 12,979 15,079 14,948 15.2% -0.9%
Cross-Training Style Workout N/A 12,914 13,622 N/A 5.5%
Stationary Cycling (Group) 8,477 8,937 9,409 11.0% 5.3%
Trail Running 5,806 8,582 9,149 57.6% 6.6%
Pilates Training 8,519 8,893 9,047 6.2% 1.7%
Cardio Kickboxing 6,725 6,899 6,693 -0.5% -3.0%
Boot Camp Style Cross-Training 7,496 6,583 6,651 -11.3% 1.0%
Martial Arts 5,075 5,745 5,838 15.0% 1.6%
Boxing for Fitness 4,831 5,175 5,157 6.7% -0.3%
Tai Chi 3,203 3,706 3,787 18.2% 2.2%
Barre N/A 3,329 3,436 N/A 3.2%
Triathlon (Traditional/Road) 1,789 2,374 2,162 20.8% -8.9%
Triathlon (Non-Traditional/Off Road) 1,075 1,705 1,878 74.7% 10.1%

*Cardio Cross Trainer is merged to Elliptical Motion Trainer

National Participatory Trends - General Fitness

Activity
Participation Levels % Change

NOTE: Participation figures are in 000's for the US population ages 6 and over
Large Increase 

(greater than 25%)

Moderate 
Increase

(0% to 25%)

Moderate 
Decrease 

(0% to -25%)

Large Decrease 
(less than -25%)Legend:
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NATIONAL TRENDS IN OUTDOOR RECREATION 

Results from the SFIA report demonstrate a contrast of growth and decline in 
participation regarding outdoor / adventure recreation activities.  Much like the 
general fitness activities, these activities encourage an active lifestyle, can be 
performed individually or within a group, and are not as limited by time constraints.   

In 2017, the most popular activities, in terms of total participants, from the outdoor / 
adventure recreation category include: Day Hiking (44.9 million), Road Bicycling (38.8 
million), Freshwater Fishing (38.3 million), and Camping within ¼ mile of 
Vehicle/Home (26.2 million).  

From 2012-2017, BMX Bicycling (83.4%), Adventure Racing (56.3%), Backpacking Overnight (38.3%), and Day 
Hiking (30.1%) have undergone the largest increases in participation. Similarly, in the last year, activities 
growing most rapidly include: BMX Bicycling (10.0%), Backpacking Overnight (8.1%), and Day Hiking (6.6%). 

The five year trend shows activities declining most rapidly were In-Line Roller Skating (-20.7%), Camping within 
¼ mile of Home/Vehicle (-16.5%), and Birdwatching (-9.2%).  More recently, activities experiencing the largest 
declines were Adventure Racing (-15.7%), Traditional Climbing (-9.4%), and In-Line Roller Skating (-2.1%) 

CORE VS. CAUAL TRENDS IN OUTDOOR RECREATION 

Regarding the national trend of outdoor activities participation is on the rise, all activities, except for In-Line 
Roller Skating and Freshwater Fishing, underwent increases in casual participation over the last five years. Any 
decline in participation over the last five years was mainly ascribed to decreases in core participants for 
activities such as In-Line Roller Skating (-32.6%), Skateboarding (-10.7%), Road Bicycling (-10.4%), Camping 
Recreational Vehicle (-10.0%), and Archery (-3.2%). 
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Figure 12: Outdoor / Adventure Recreation Participatory Trends 

2012 2016 2017 5-Year Trend 1-Year Trend
Hiking (Day) 34,519 42,128 44,900 30.1% 6.6%
Bicycling (Road) 39,790 38,365 38,866 -2.3% 1.3%
Fishing (Freshwater) 39,002 38,121 38,346 -1.7% 0.6%
Camping (< 1/4 Mile of Vehicle/Home) 31,454 26,467 26,262 -16.5% -0.8%
Camping (Recreational Vehicle) 15,903 15,855 16,159 1.6% 1.9%
Fishing (Saltwater) 12,000 12,266 13,062 8.9% 6.5%
Birdwatching (>1/4 mile of Vehicle/Home) 13,535 11,589 12,296 -9.2% 6.1%
Backpacking Overnight 7,933 10,151 10,975 38.3% 8.1%
Bicycling (Mountain) 7,265 8,615 8,609 18.5% -0.1%
Archery 7,173 7,903 7,769 8.3% -1.7%
Fishing (Fly) 5,848 6,456 6,791 16.1% 5.2%
Skateboarding 6,227 6,442 6,382 2.5% -0.9%
Roller Skating, In-Line 6,647 5,381 5,268 -20.7% -2.1%
Bicycling (BMX) 1,861 3,104 3,413 83.4% 10.0%
Adventure Racing 1,618 2,999 2,529 56.3% -15.7%
Climbing (Traditional/Ice/Mountaineering) 2,189 2,790 2,527 15.4% -9.4%

National Participatory Trends - Outdoor / Adventure Recreation

Activity
Participation Levels % Change

NOTE: Participation figures are in 000's for the US population ages 6 and over

Legend: Large Increase 
(greater than 25%)

Moderate 
Increase

(0% to 25%)

Moderate 
Decrease 

(0% to -25%)

Large Decrease 
(less than -25%)
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NATIONAL TRENDS IN AQUATIC ACTIVITY 

Swimming is unquestionably a lifetime sport, which is 
most likely why it has experienced such strong 
participation growth among the American population.  
In 2017, Fitness Swimming is the absolute leader in 
overall participation (27.1 million) for aquatic 
activities, due in large part to its broad, 
multigenerational appeal.  In the most recent year, 
Fitness Swimming reported the strongest growth (2.0%) 
among aquatic activities, while Aquatic Exercise and 
Competitive Swimming experienced decreases in 
participation. 

Aquatic Exercise has had a strong participation base of 10.4 million, however it also has recently experienced a 
slight decrease in participants (-1.1%).  Based on previous trends, this activity could rebound in terms of 
participation due largely to ongoing research that demonstrates the activity’s great therapeutic benefit 
coupled with increased life expectancies and a booming senior population.  Aquatic Exercise has paved the way 
as a less stressful form of physical activity, while allowing similar benefits as land-based exercises, such as 
aerobic fitness, resistance training, flexibility, and balance.  Doctors are still recommending Aquatic Exercise 
for injury rehabilitation, mature patients, and patients with bone or joint problems.  Compared to a standard 
workout, Aquatic Exercise can significantly reduce stress placed on weight-bearing joints, bones, and muscles, 
while also reducing swelling.  

 

 

 

 

 

 

 

 

 

CORE VS. CASUAL TRENDS IN AQUATIC ACTIVITY  

While all activities have undergone increases in participation over the last five years, most recently, casual 
participation (1-49 times) is increasing much more rapidly than core participation (50+ times).  For the five-
year timeframe, casual participants of Competition Swimming increased by 56.2%, Aquatic Exercise by 24.8%, 
and Fitness Swimming by 21.0%.  However, core participants of Competition Swimming decreased by -6.5% and 
Aquatic Exercise declined by -4.6% (from 2012 to 2017).  

Figure 13: Aquatic Participatory Trends 

2012 2016 2017 5-Year Trend 1-Year Trend
Swimming (Fitness) 23,216 26,601 27,135 16.9% 2.0%
Aquatic Exercise 9,177 10,575 10,459 14.0% -1.1%
Swimming (Competition) 2,502 3,369 3,007 20.2% -10.7%

National Participatory Trends - Aquatics

Activity
Participation Levels % Change

NOTE: Participation figures are in 000's for the US population ages 6 and over

Legend: Large Increase 
(greater than 25%)

Moderate 
Increase

(0% to 25%)

Moderate 
Decrease 

(0% to -25%)

Large Decrease 
(less than -25%)
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NATIONAL TRENDS IN WATER SPORTS / ACTIVITIES 

The most popular water sports / activities based on total participants in 
2017 were Recreational Kayaking (10.5 million), Canoeing (9.2 million), and 
Snorkeling (8.3 million).  It should be noted that water activity participation 
tends to vary based on regional, seasonal, and environmental factors. A 
region with more water access and a warmer climate is more likely to have 
a higher participation rate in water activities than a region that has long 
winter seasons or limited water access.  Therefore, when assessing trends in 
water sports and activities, it is important to understand that fluctuations 
may be the result of environmental barriers which can greatly influence water activity participation.  

Over the last five years, Stand-Up Paddling (138.9%) was by far the fastest growing water activity, followed by 
White Water Kayaking (33.1%), Recreational Kayaking (28.7%), and Sea/Tour Kayaking (20.8%).  Although the 
five-year trends show water sport activities are getting more popular, the most recent year shows a different 
trend.  From 2016-2017 Stand-Up Paddling Recreational Kayaking reflect much slower increases in participation 
(3.3% and 5.2%), while White Water Kayaking (-2.0%), Sea/Tour Kayaking (-5.4%) both show decreases in 
participation numbers. 

From 2012-2017, activities declining most rapidly were Jet Skiing (-22.6%), Water Skiing (-19.4%), and 
Wakeboarding (-10.8%).  In the most recent year, activities experiencing the greatest declines in participation 
included: Boardsailing/Windsurfing (-9.4%), Canoeing (-8.2%), and Scuba Diving (-7.6%). 

 

 

 

 

 

 

 

 

 

 

 

 

CORE VS. CASUAL TRENDS IN WATER SPORTS / ACTIVITIES 

As mentioned previously, regional, seasonal, and environmental limiting factors may influence the participation 
rate of water sport and activities. These factors may also explain why all water-based activities have more 
casual participants than core participants, since frequencies of activities may be constrained by uncontrollable 
factors. 

  

Figure 14: Water Sports / Activities Participatory Trends 

2012 2016 2017 5-Year Trend 1-Year Trend
Kayaking (Recreational) 8,187 10,017 10,533 28.7% 5.2%
Canoeing 9,813 10,046 9,220 -6.0% -8.2%
Snorkeling 8,664 8,717 8,384 -3.2% -3.8%
Jet Skiing 6,996 5,783 5,418 -22.6% -6.3%
Sailing 3,841 4,095 3,974 3.5% -3.0%
Water Skiing 4,434 3,700 3,572 -19.4% -3.5%
Rafting 3,756 3,428 3,479 -7.4% 1.5%
Stand-Up Paddling 1,392 3,220 3,325 138.9% 3.3%
Wakeboarding 3,368 2,912 3,005 -10.8% 3.2%
Kayaking (Sea/Touring) 2,446 3,124 2,955 20.8% -5.4%
Scuba Diving 2,781 3,111 2,874 3.3% -7.6%
Surfing 2,545 2,793 2,680 5.3% -4.0%
Kayaking (White Water) 1,878 2,552 2,500 33.1% -2.0%
Boardsailing/Windsurfing 1,372 1,737 1,573 14.7% -9.4%

National Participatory Trends - Water Sports / Activities

Activity
Participation Levels % Change

NOTE: Participation figures are in 000's for the US population ages 6 and over

Legend: Large Increase 
(greater than 25%)

Moderate 
Increase

(0% to 25%)

Moderate 
Decrease 

(0% to -25%)

Large Decrease 
(less than -25%)
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ACTIVITY BY GENERATION 

Analyzing participation by age for recreational activities reveals that fitness and outdoor sports were the most 
common activities across all generations. Breaking down activity level by generation shows a converse 
correlation between age and healthy activity rates.  

Generation Z (born 2000+) were the most active, with only 17.6% identifying as inactive.  Approximately 65% 
of individuals within this generation where active in 2017; with 26.3% being active to a healthy level, 18.5% 
being active & high calorie, and 20.1% being casual active & low/med calorie.  

Almost half (46.7%) of millennials (born 1980-1999) were active to a healthy level (35.4%) or active & high 
calorie (11.3%), while 24.0% claimed they were inactive. Even though this inactive rate is much higher than 
Generation Z’s (17.6%), it is still below the national inactive rate (28%). 

Generation X (born 1965-1979) has the second highest active to a healthy level rate (35.0%) among all 
generations, only being 0.4% less than Millennials.  At the same time, they also have the second highest 
inactive rate, with 28.1% not active at all.  

The Boomers (born 1945-1964) were the least active generation, with an inactive rate of 33.3%. This age 
group tends to participate in less intensive activities. Approximately 34% claimed to engage in casual & 
low/med calorie (4.3%) or low/med calorie (29.6%) burning activities.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

35.0%

9.1%
9.1%

18.7%

28.1%

Generation X (1965-1979)

26.5%

6.3%

4.3%

29.6%

33.3%

The Boomers (1945-1964)

35.4%

11.3%
13.0%

16.4%

24.0%

Millennials (1980-1999)

26.3%

18.5%

20.1%

17.4%

17.6%

Generation Z (2000+)

*Times per year: Casual (1-50), Active (51-150), Active to Healthy Level 
 

Active to a Healthy Level        Active & High Calorie        Casual & Low/Med Calorie        Low/Med Calorie 
Inactive 

2017 PARTICIPATION RATES BY GENERATION 
US population, Ages 6+ 
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NATIONAL TRENDS IN FITNESS AND SPORTS SPENDING 

SFIA excluded the National Trends in Fitness and Sports Spending in their 2018 report. Based on latest available 
from the previous data from SFIA, fitness and sports related spending decreased slightly from 2014 to 2016. As 
outdoor recreation activities became more popular, spending in that category increased in the most recent 
year. Gym membership/fees and travel expenses for recreation also underwent increases in 2016. Notably, 
spending on team sports, both at and outside school, experienced relatively large declines in 2016.  

Ownership of health and fitness tracking devices has also increased in recent years. More than a quarter of all 
active participants owned a fitness tracking device in 2016, which includes fitness trackers that sync with 
computer/tablet/smartphone, pedometers, and heart rate monitors. Wearable fitness tracking is emerging as 
the most popular tracking option for both active and inactive participants.  
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NATIONAL AND REGIONAL PROGRAMMING TRENDS 
PROGRAMS OFFERED BY PARK AND RECREATION AGENCIES 

NRPA’s Agency Performance Review 2018 
summarize key findings from NRPA Park Metrics, 
which is a benchmark tool that compares the 
management and planning of operating resources 
and capital facilities of park and recreation 
agencies. The report contains data from 1,069 park 
and recreation agencies across the U.S. as reported 
between 2015 and 2017.  

The report shows that the typical agencies (i.e., 
those at the median values) offer 161 programs 
annually, with roughly 60% of those programs being 
fee-based activities/events.  

According to the information reported to the NRPA, the top five programming activities most frequently 
offered by park and recreation agencies, both in the U.S. and regionally, are described in the table below.  A 
complete comparison of regional and national programs offered by agencies can be found in Figure 15 on the 
following page. 

When comparing Southern agencies to the U.S. average, team sports, themed special events, social recreation 
events, fitness enhancement classes, and health and wellness education were all identified as top five most 
commonly provided program areas offered regionally and nationally. 

 

 
 

 

  

Top 5 Most Offered Core Program Areas 
 (Offered by Parks and Recreation Agencies)  

U.S. (% of agencies offering) Southern Region (% of agencies offering) 

• Team sports (86%) • Team sports (91%) 

• Themed special events (84%) • Themed special events (85%) 

• Social recreation events (81%) • Social recreation events (80%) 

• Fitness enhancement classes (78%) • Fitness enhancement classes (77%) 

• Health and wellness education (78%) • Health and wellness education (77%) 

Southern 
Region 
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In general, programs offered by park and recreation agencies in the Southern Region resemble agencies 
nationwide.  However, based on a discrepancy threshold of 5% or more, Southern agencies are offering 
programs such as team sports and cultural crafts, at a higher rate than the national average.  Contradictory, 
the agencies in the South are trailing the national average in regards to safety training, aquatics, performing 
arts, and golf. 

 

 

 

 

 

 

 

  

Figure 155: Programs Offered by Parks and Recreation Agency 
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TARGETED PROGRAMS FOR CHILDREN, SENIORS, AND PEOPLE WITH DISABILITIES 

For better understanding of targeted programs by age segment, the NRPA also tracks program offerings that 
cater specifically to children, seniors, and people with disabilities, on a national and regional basis.  This 
allows for further analysis of these commonly targeted populations.  According to the 2018 NRPA Agency 
Performance Review, approximately 79% of agencies offer dedicated senior programming, while 62% of park 
and recreation agencies provide adaptive programming for individuals with disabilities. 

Based on information reported to the NRPA, the top three activities that target children, seniors, and/or 
people with disabilities most frequently offered by park and recreation agencies are described in the table 
below.  A complete comparison of regional and national programs offered by agencies can be found in Figure 
16. 

Agencies in the Southern Region tend to offer targeted programs at a slightly higher rate than the national 
average.  Southern agencies are offering summer camps, specific senior programs, and programs for people 
with disabilities at a significantly higher rate, while preschool and before school programs are the only 
targeted program in which Southern agencies are below the national rate.   

 

 

 

 

 

 

 

 

 

 

 

  

Top 5 Most Offered Core Program Areas 
 (Offered by Parks and Recreation Agencies)  

U.S. (% of agencies offering) Southern Region (% of agencies offering) 

• Summer camp (84%) • Summer camp (89%) 

• Senior programs (79%) • Senior programs (85%) 

• Teen programs (63%) • Programs for people with disabilities (67%) 

Figure 16: Targeted Programs for Children, Seniors, and People with Disabilities 
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2.2.4 LOCAL SPORT AND LEISURE MARKET POTENTIAL (MPI) 
The following charts show sport and leisure market potential data for the Virginia Beach, as provided by ESRI.  
A Market Potential Index (MPI) measures the probable demand for a product or service within the City.  The 
MPI shows the likelihood that an adult resident of the target area will participate in certain activities when 
compared to the U.S. national average.  The national average is 100; therefore, numbers below 100 would 
represent lower than average participation rates, and numbers above 100 would represent higher than average 
participation rates. The service area is compared to the national average in four (4) categories – general sports, 
fitness, outdoor activity, and commercial recreation.   

Overall, the City demonstrate above average MPIs numbers for a majority of activities.  This was particularly 
noticeable when analyzing the general sports and fitness market potential tables, which both have all activities 
with MPI scores above 100.  Analyzing the outdoor activity and commercial recreation MPI charts, each have 
one activity (fresh water fishing and spent $1-$99 on sports/recreation equipment) with below average MPI 
scores, but overall a majority of these activities score well above the national average.  These overall high MPI 
scores show that Virginia Beach residents have a rather strong participation presence when it comes to 
recreational activities.  This becomes significant for when the Virginia Beach Parks and Recreation considers 
starting up new programs or building new facilities, giving them a strong tool to estimate resident attendance 
and participation. 

As seen in the charts below, the following sport and leisure trends are most prevalent for residents within the 
City.  The activities are listed in descending order, from highest to lowest MPI score.  High index numbers 
(100+) are significant because they demonstrate that there is a greater potential that residents within the 
service area will actively participate in offerings provided by Virginia Beach Parks & Recreation Department.  

GENERAL SPORTS MARKET POTENTIAL 
When analyzing the general sports MPI chart, tennis (122 MPI), golf (118 MPI), and soccer (118 MPI) are the 
most popular activities amongst Virginia Beach residents when compared to the national average. 

 

 

 

 

 

 

 

 

 

 

 

 

  Figure 16: General Sports Participation Trends 
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FITNESS MARKET POTENTIAL 
When analyzing the fitness MPI chart, Pilates (129 MPI), jogging/running (125 MPI), and Yoga (122 MPI) are the 
most popular activities amongst Virginia Beach residents when compared to the national average. 

 

 

 

 

 

 

 

 

 

 

 

 

 

OUTDOOR ACTIVITY MARKET POTENTIAL 
When analyzing the outdoor activity MPI chart, hiking (123 MPI), mountain biking (119 MPI), and 
canoeing/kayaking (116 MPI) are the most popular activities amongst Virginia Beach residents when compared 
to the national average. 

 

 

 

 

 

 

 

 

 

 

 

  

Figure 17: Fitness Participation Trends 

Figure 18: Outdoor Participation Trends 
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COMMERCIAL RECREATION MARKET POTENTIAL 
When analyzing the general sports MPI chart, went to an art gallery (125 MPI), went to a museum (121 MPI), 
visited a zoo (117 MPI), and visited a theme park (117 MPI) are the most popular activities amongst Virginia 
Beach residents when compared to the national average. 

 

 

 

 
 

 

 

 

 

  

99
104

107
109
109
110
110
111
112
112
114
116
117
117

121
125

0 20 40 60 80 100 120 140

Spent  $1-99 on sports/rec equip

Visited indoor water park in last 12 months

Spent $100-249 on sports/rec equip

Attended a movie in last 6 months

Went overnight camping in last 12 months

Did photography in last 12 months

Danced/went dancing in last 12 months

Attended sports event

Did painting/drawing in last 12 months

Visited a theme park 5+ times in last 12 months

Spent $250+ on sports/rec equip

Played board game in last 12 months

Visited a theme park in last 12 months

Visited a zoo in last 12 months

Went to museum in last 12 months

Went to art gallery in last 12 months

MPI Scores

Commercial Recreation 
Virginia Beach MPI National Average

Figure 19: Commercial Recreation Participation Trends 



2018 Strategic Plan 

35 

CHAPTER THREE – COMMUNITY ENGAGEMENT  
 KEY LEADERSHIP AND FOCUS GROUP INTERVIEWS 

The consultant team conducted interviews with key community leaders, stakeholders, and park and recreation 
employees. This interaction provided an insight toward identifying issues and key themes among those users 
about the organization.  

 

 

 

The work conducted in this study provided the consulting team with an understanding of apparent strengths, 
weaknesses, opportunities and desired future among the groups that are consistently associated with the work 
of Virginia Beach Parks and Recreation. As is customary in what PROS calls a community mining process, the 
consultant team developed a facilitation guide that included a series of questions designed to stimulate 
conversation. Follow up questions were asked as appropriate. Involved groups included: 

• Deputy City Manager 
• Convention and Visitors Bureau (CVB) 
• GrowSmart (Division of Economic Development) 
• Director Parks and Recreation, Norfolk, VA. 
• Virginia Beach Parks and Recreation Commission  
• Director of Libraries  
• Volunteer Manager 
• Sports Tourism Staff for the Convention and Visitor Bureau 
• Five Focus Groups with Virginia Beach Park and Recreation Employees 

The following passages synthesize and summarize the feedback received pertaining to strengths, weaknesses, 
and strategic opportunities for the Department, as well as the desired vision for the future. 

3.1.1 STRENGTHS 
Key leaders in Virginia Beach feel the strength of the parks and recreation department is represented by the 
variety and quality of parks, facilities and programs offered to the residents of the community. The city 
administration communicates the value that Virginia Beach Parks and Recreation adds to improving the quality 
of life for the residents. The employees and volunteers provide a high level of service through the parks, 
facilities and programs. 

Representatives of the Convention and Visitors Bureau feel the Department employees work to make positive 
connections with other organizations in the community. The assets of the department are well maintained. The 
staff in the department is viewed as being great people that have strong job skills. They like how the staff 
work with other organizations to nurture partnerships and mutually beneficial relationships to enhance the 
products they deliver. The ability to connect families through programming is a strength, while the 
continuation of hiring strong staff is an improvement. There is a need to accelerate the process to retain high 
quality candidates since the process can be slow at times. There is a perception that the use of technology in 
the department is sufficient for the current times. 

The Department staff feel the strength is in the parks, facilities and recreation programs. They agree with the 
CVB representatives that these systems are supported with a strong roster of employees who care for the 
wellbeing of the consumer and their access to activities. The employees are proud of Virginia Beach Parks and 
Recreation. The large parks and sport complexes have emerged as sport and recreation tourism destinations for 



Parks and Recreation Department 

36 

many tournaments and special events, bringing people in from the outside, while the diverse program portfolio 
provides opportunities for residents of all skill levels and abilities. 

Employees have a sense of security in the positions they hold, and there are many opportunities for learning 
new skills. They like the benefits and flexible work schedules allowed to employees. Through their work, they 
attract residents to get involved in the facilities and programs as many of the facilities are within walking 
distance of the residents’ homes. 

3.1.2 WEAKNESSES 
There are many issues associated with technology that pose challenges to staff including, but not limited to, 
their ability to interface with the internal and external customers in the best way possible. The lack of 
hardware in the field, e.g. tablets, etc. hinder the ability for real time feedback and reaching the customers 
where they are. The current data system is not sufficient for the needs of the centers and the staff, and they 
recognize the difficulty in purchasing a new system in the city. 

The marketing of the department also provides opportunities for growth. Program costs do not include 
marketing costs built in, and social media utilization can continue improving to keep up with new marketing 
trends while optimizing spending on marketing and capturing the return on investment.  

Pickleball courts are desired by the recreation center staff as there appears to be significant interest (as in 
other communities) among an aging population.  Staff would like freedom to experiment with new 
programming.  

Staff believes there are no opportunities for advancement in the department. In some cases, people who are 
hired may not be the best qualified for the position, while in other areas, it seems that decision making is very 
personality based and seems to focus on accommodating the recreation center manager first and the 
community member later.  

The CVB representative indicated that some of the challenges that come with the organization is the need to 
become more competitive with other private sector organizations in terms of hours of operation. The size of 
the system hinders the ability to change when engaging in a new way of thinking and acting are necessary. 
Consistency of customer service when considering the delivery among all employees could be improved. There 
appears to be silos between parks  staff and landscaping staff that prevents efficiency. 

3.1.3 STRATEGIC OPPORTUNITIES 
Key leaders in the city identify several areas where strategic opportunities can be explored. Interests are 
expressed in the potential of nurturing and building of relationships with other communities and organizations 
in and around Virginia Beach. Internally, partnerships can be expanded with other city services such as the 
library and other city departments. Externally, building relationships with the schools and the military is 
important to communicate and cooperate with programming and providing opportunities and services to the 
community. There is the potential to meet with Norfolk Parks and Recreation to perhaps jointly create athletic 
spaces that will benefit their users. Virginia Beach Parks and Recreation should determine ways to make 
connections with the diversity of the community and tie the values that diversity offers into positive energy. 

There is a desire to keep the department on the cutting edge and in front of future programming, using data to 
actively pursue innovation when delivering services. They would like to determine ways to enhance guest 
experiences like what is found in high-end private sector organizations, such as Starbucks and Disney. 
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It is felt there are opportunities to grow revenues through pricing services based on the level of experience 
gained, programming, sport tourism and creating programs during non-prime time hours in the facilities, while 
perhaps working with the private sector in areas such as physical therapy.  

There is a concern about the high turnover among staff due to retirement, and there is a need to determine 
opportunities to bridge the gap left from those departures and create new ways to engage new staff into the 
Virginia Beach Parks and Recreation culture and brand. It would be helpful to also focus on “right staffing” to 
improve the potential for employee vitality. There is a need to hire a volunteer coordinator to manage the 
large volunteer support in the city.  

The CVB representatives feel an improvement of technology would enhance connections with the internal and 
external customer. A timely and effective increase in staffing at major sport leagues and sport tournaments 
would improve departmental visibility. Negotiations for large events need to be mutual with the CVB. Trails 
could incorporate fitness features for trail patrons.  

Staff would like to determine the standards by which facilities operate. It appears that a standard has been 
established as a “one size fits all” model. The staff feel that different standards need to be established based 
on the locale, demographic, facility amenities and the assigned staffing. Individual business plans need to be 
created by the recreation center staff and subsequently reviewed by the administrator to help centers 
embrace the work that is produced. Technology improvements and updates are desired to link communication 
to internal and external customers.   

Staffing issues appear to be problematic when considering high turnover due to retirement. This turnover is 
compounded by slow turnaround time to replace employees who no longer work in the department. There is a 
desire among employees to upscale the level of new hires to further professionalize the organization’s staffing 
pool. Perhaps the part-time staff pool could be enhanced with more competitive pay.  

Staff have expressed the need for new branding to enhance the awareness of the department in the community 
and with residents. Center staff would like to see the administrators more often during their work day (days, 
evenings, and weekends). This could give them confidence that administration understands their challenges. 

3.1.4 WHAT SHOULD VIRGINIA BEACH PARKS & RECREATION BE KNOWN FOR? 
There is an interest in the parks and recreation department to be a quality, responsive and environmentally 
sensitive service provider through parks, recreation and facilities. The system effectively tells the story of how 
those attributes are delivered. It is important that the employees and community recognize the diversity (age, 
race, ability and interests) of the internal and external customer and plan services to address the needs of 
those diverse populations. This suggests that “Brand Identification” needs to be addressed, which later sections 
of this Strategic Plan will address in part by commencing the process of identifying the vision, mission, and 
core values that the Department wants to be known by as well.   

Virginia Beach is known for destination parks and facilities for families. The military has special needs, and the 
department works to locate those personnel to connect them with park and recreation services. The 
department is recognized for quality programs for special needs residents. The tournament facilities, staff, 
maintenance and associated customer service is excellent. 
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3.1.5 FUTURE FUNDING DESIRES 
Expressed desires include the need to evaluate and optimize the staffing levels in the organization, 
accompanied with competitive pay structures for the employees. There is a need to upgrade technology to 
improve the interface between internal and external customers. Ongoing facility upgrades to current or future 
standards would enhance their ability to generate new revenues. There is a significant interest in making trail 
connections throughout and between communities. Additional artificial fields and added park features are also 
desired. Properly placed food service is desired at the venues that support sport tourism. 

3.1.6  TOP PRIORITIES 
Staff feel that there needs to be an effective strategy when there are considerations for moving staff into new 
positions. A desire exists to incorporate focused staff training to allow staff to understand expectations and 
new skills that are required in existing and future positions. There are perceptions that organization silos exist 
among staff which, if true, can be a divisive deterrent to productivity and prohibit fostering of a sense of 
“team”.  Training can also be focused on levels of skill that can be incorporated in program planning to 
differentiate activities in any given program.  

The notion that the system is only as good as the individual parts is important to communicate. Parks staff feel 
as if they are a separate entity. With the large turnover that is taking place or anticipated in the future, the 
need for training and the need to reduce age or skill silos is critical. Technology upgrades is an ever-present 
issue expressed by staff. 

  COMMUNITY MEMBER INPUT 

In addition to stakeholder and focus group interviews, the consultant team also polled residents on their 
preferences for programs and amenities, as well as identifying what they would like Virginia Beach Parks and 
Recreation to be known for.  This phase included responses from approximately 130 residents and provided 
additional input opportunities for those that weren’t included in the stakeholder interviews. 

The following sections reveal the questions asked of community members and summarizes the feedback 
obtained from residents. 

3.2.1 WHAT NEW CORE PROGRAMS SHOULD WE CONSIDER? (E.G. ADVENTURE 
PROGRAMS, CULTURAL EVENTS, NATURE PROGRAMS) 

Participants in the survey expressed a desire for adventure programs, cultural arts and nature programming. 
Others expressed the desire for aquatic exercise programs such as water running. Nutrition and healthy eating 
classes and seminar comments were frequent. Programming that incorporates the outdoors and nature were 
prominent.  

There is an interest in expanding the number of parks and swimming opportunities. Some feel that the aquatic 
experiences in pools and waterways could be expanded. Attention needs to be given to seniors who experience 
ailments, and therapeutic recreation activities for adults would be beneficial. 

3.2.2 WHAT TYPE OF COMMUNITY SPECIAL EVENTS APPEAL TO YOU? 
Respondents desire family-friendly fun for all ages and events to bring nearby communities together that 
incorporate themes such as sports, the environment, and music & entertainment variety in parks and at the 
ocean front. Movie nights were a big hit in the community, and there is a desire to continue those activities 
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with other features such as cultural food fests and family entertainment. Events that celebrate different 
cultures and or, events that teach about the environment, sustainability or other local topics are also desired. 

3.2.3 DO YOU PREFER PAVED OR UNPAVED TRAILS?  HOW DO YOU USE TRAILS? 
Not all participants responded to this question. Of those that did, a total of 42 preferred paved trails, while 57 
individuals prefer unpaved trails. 

Respondents enjoy the trails for biking, running, hiking and walking as individuals and enjoying the outdoors 
with family. Most respondents felt there was a need for both types of trails. Reasons for the desire for each 
type included the need for paved trails for younger riders and families with small children. By and large, 
seniors prefer paved trails. Most respondents indicated that they enjoy the unpaved trails. They like the 
opportunity to ride and “feel” a closeness to nature and enjoying the natural environment that the trails 
provide. Residents who have dogs love the trails for the opportunity for animal/human bonding and play.    

Some respondents feel that future trails need to be placed away from main vehicular thoroughfares due to the 
potential danger when bicycles and motorized vehicles share the same spaces. The desire for a rail to trails 
program was mentioned. Some would like connectivity to other cities in Virginia. Access to the trail system was 
identified as an important consideration through the strategic placement of motor vehicles owned by people 
who bring their bicycles to the trail system. Users would like to experience an opportunity for sitting along the 
trail where possible. 

3.2.4 WHAT WOULD YOU LIKE VB PARKS AND RECREATION TO BE KNOWN FOR? 
Respondents feel the park and recreation department is known for the quality of their facilities and 
programming for all ages from preschool through seniors. They feel the parks, natural areas and facilities are 
fabulous, and the city offers the best system of recreation centers. People are really appreciative of the city’s 
stewardship of natural areas.  

In the future, there is an interest to continue to provide quality recreation programs at reasonable costs and 
distributed broadly for all ages. Focus on fitness programs and healthy lifestyles through the use of indoor and 
outdoor offerings was key for the respondents. There is a strong desire to grow programs to get people 
outdoors using parks and the existing, improved and new bike trails. They would like programs designed to help 
young people further appreciate the value of outdoor experiences.  

Senior residents would like to see an investment in programs that will encourage active, healthy living through 
the park and recreation system. The respondents would like to see the department recognized for great staff 
and volunteers who serve the residents through quality experiences. 

There is some interest in devoting park use to residents rather than non-resident participants, who seem to 
have a large extent of park use. Accessibility for people of all abilities is desired throughout the system. 

3.2.5 ARE YOU A VIRGINIA BEACH RESIDENT? 
All but one of the contributors to the inquiry are residents. There were 130 samples. Of those samples seven 
would not download and one was not discernable. 
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 ONLINE SURVEY 

In November 2017, a community survey was administered through SurveyMonkey, a 
reputable online survey platform.  The online survey was promoted through the 
department’s website and social media channels, as well as onsite at VB parks and 
facilities, garnering a total of 169 respondents.   

This survey was designed to provide additional input opportunities for residents and complement the findings 
from the previous stakeholder interviews and polling of the community.  The information solicited was 
anonymous, and the questions asked pertain to user needs for parks, facilities, amenities, trails, programs and 
services, as well as preferred hours for specific recreation center programming for the Department.  Findings 
from the online survey provide additional qualitative and quantitative data that help inform the perceived 
needs and interests of the community and contribute to the development of recommendations in the Strategic 
Plan. 

The following passages reveal the survey questions and related findings and highlight any key points of interest 
for the Department.  In instances where open-ended responses were given, the information was condensed and 
summarized. 

3.3.1  ARE YOU A VIRGINIA BEACH RESIDENT? 
The vast majority of survey respondents are currently residents of Virginia Beach, as less than ten percent of 
responses were residents outside of the City. 
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3.3.2 WHAT ARE THE KEY PROGRAMS AND SERVICES THAT NEED TO BE ADDRESSED 
IN THIS STRATEGIC PLAN? AS DEMOGRAPHICS CONTINUE TO CHANGE, WHAT 
PROGRAMS AND SERVICES DO YOU FEEL WILL NEED THE MOST ATTENTION MOVING 
FORWARD? 

Many responses were related to hours of operation at the recreation centers and the hours that programs are 
offered.  The majority of comments were related to expanded hours at the centers and the need for broader 
availability of programs throughout the day.  More specifically, there was a strong contingent of responses that 
desire expansion of the Forever Young program and additional time slots for fitness programs.  Many also 
mention the lack of program options for residents working a typical 9-5 schedule, and that there needs to be 
more availability of evening and weekend programs. 

There was also a significant response rate indicating a need to improve the focus and expand offerings in 
therapeutic recreation /adaptive recreation, serving populations with disabilities and veterans.  Many 
expressed dissatisfaction that classes are very limited and fill up quickly, which could be a product of the lack 
of staff for therapeutic programs.  Other instances suggest a void of opportunities for children with special 
needs (e.g. children with autism) and wounded warriors, a need for more therapeutic day camps, and gaps in 
service for special needs adults in developing life and social skills.  There is also a lack of child care services in 
the City for special needs families with older dependents, where teenagers and young adults often aren’t 
independent enough to be left alone.  Finally, many of the therapeutic programs currently offered are 
outdated (i.e. New Ventures) and users are beginning to lose interest in programs that are repetitive from year 
to year, pointing to the need for more variety. 

According to survey respondents, youth programs, in general, have a high level of unmet need.  Many want 
better youth sports programs, and the trend is that travel ball, AAU and competitive teams are taking over the 
area and facilities making it hard for recreation agencies to provide comprehensive athletic programming 
focused on development of players and affordable/accessible play.  Others suggest the need find more 
opportunities for organized youth programs, especially related to teen-specific activities, family activities, 
STEM programs, and better collaboration with the school system. 

Those surveyed also suggested a need for enhanced programming for adults, especially the growing senior and 
millennial populations.  The absence of programming for adults could be addressed by updating the recreation 
centers (e.g. Great Neck) to incorporate additional programming space, introducing more active adult 
programs such as athletics, enhancing and expanding the connectivity of the trail system, and expanding the 
existing weight rooms and workout areas.  Survey respondents also identified a need for more fitness events, 
better variety of fitness programs (i.e. fewer Les Mills programs), and more types of and times for walk-in 
classes.   

Better trail connectivity so residents can travel throughout the city without relying on a vehicle was an 
expressed need. Also, much of the existing connectivity includes segments of sidewalks, some of which trees 
are encroaching upon, so trails need some improvements based on design standards. One suggestion is to make 
a bike/multi use trail out of all the old Norfolk Southern RR tracks the city now owns, which an initial low-cost 
design is underway. There are strong opportunities for safer travel and a ‘green’ city that can entice businesses 
and spur economic development.  

There is unmet demand for more outdoor recreation and education programs.  Past surveys have identified this 
type of programming as a community need, yet funding and staffing is inadequate to grow as a core program 
area.  The perception is that outdoor park assets are under-utilized programmatically.  More Outdoor 
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adventure and skills classes, Kayaking, camping, fishing, archery, backpacking and wilderness survival skills are 
also desired.  

3.3.3  HOW DO YOU USE TRAILS? 
The most popular form of trail usage among survey respondents is Walking/Running (70%), followed by 
Recreation (41%), Biking (27%), and Transportation (4.85%). 

 

 

 

 

 

 

 

 

 

 

3.3.4  WHAT KIND OF TRAILS WOULD YOU WANT TO SEE MORE OF IN VIRGINIA 
BEACH IN THE FUTURE? 

By far the most desirable trail type were Paved Trails (55%), followed by Fitness Trails / Exercise Equipment 
along Trails (35%), and Loop Trails in Parks (33%).  Trail types that respondents indicated had the least need 
are Equestrian Trails (4%), Trailheads / Trail Access Points (12%), and Mountain Bike Trails (16%). 
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3.3.5  PLEASE INDICATE WHICH OF THESE CHOICES WOULD HAVE A MAJOR 
INFLUENCE, MINOR INFLUENCE, OR HAVE NO INFLUENCE ON YOUR WILLINGNESS 
TO PARTICIPATE AT RECREATIONAL FACILITIES MORE OFTEN. 

Survey respondents identified Safety and Security (78% major influence) as the most important factor affecting 
participation at Virginia Beach Recreation Centers.  Customer Service and User Experience (71% major 
influence) and Membership Fees (71% major influence) were also highly influential factors.   

According to survey respondents, Aquatic Features (24% no influence), Availability of Gym Space (22% no 
influence), and Ease of Registration (14% no influence) were the least influential factors to participation. 
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3.3.6  PLEASE INDICATE YOUR MOST PREFERRED TIMES FOR USING THE COMMUNITY 
CENTERS FOR FITNESS – SELF-DIRECTED: WEIGHT ROOM/CARDIO/CIRCUIT? 

Based on preferred times chosen by survey participants, the most popular time Monday thru Friday for Self-
Directed Fitness is from 5pm-8pm, followed by the 5am-8am and 8am-11am time slots.  Survey respondents 
consistently indicated the lowest preference to be 8pm-11pm and 2pm-5pm.  According to those surveyed, the 
most popular times for Sunday usage are between 8am and 5pm, with extremely low preference for activities 
after 5pm.  Preference for Saturday participation among survey respondents fall between 8am and 2pm, with a 
significant drop off in preference later in the day. 

 

 

 

 

 

 

 

 

 

 

3.3.7  PLEASE INDICATE YOUR MOST PREFERRED TIMES FOR USING THE COMMUNITY 
CENTERS FOR FITNESS – DIRECTED: GROUP FITNESS CLASSES? 

Similar to the previous question, survey respondents most prefer Directed Fitness Classes to take place from 
8am-11am or 5pm-8pm throughout the week.  Least preferred times Monday thru Friday are 8pm-11pm and 
2pm-5pm.  Again, Sunday users prefer to participate between 8am and 5pm, while very few indicated a 
preference for time slots after 5pm.  The highest preference for Saturday participation falls between 8am and 
2pm, while the least preferred Saturday time slots were before 8am and after 5pm. 
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3.3.8  PLEASE INDICATE YOUR MOST PREFERRED TIMES FOR USING THE COMMUNITY 
CENTERS FOR THE GYMNASIUM? 

The most preferred times for Gymnasium use Monday thru Friday are 5pm-8pm and 8am-2pm, while the 
beginning and end of each weekday are the least popular time slots.  Survey respondents most prefer to use 
the Gymnasium from 8am-5pm on both Saturday and Sunday, with little to no preference for the earliest and 
latest time slots on the weekends. 

 

 

 

 

 

 

 

 

 

 

3.3.9  PLEASE INDICATE YOUR MOST PREFERRED TIMES FOR USING THE COMMUNITY 
CENTERS FOR AQUATICS? 

During weekdays, the most preferred time to participate in aquatics is from 5pm-8pm, followed by the time 
slots from 8am-2pm.  Sunday aquatic participants most prefer the 11am-2pm time slot, followed by 8am-11am 
and 2pm-5pm times.  Survey respondents indicated they most preferred 8am-11am and 11am-2pm for Saturday 
participation in aquatics.  The least preferred time for aquatics any day of the week is the 8pm-11pm time 
frame. 
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3.3.10  PLEASE INDICATE YOUR MOST PREFERRED TIMES FOR USING THE COMMUNITY 
CENTERS FOR DROP-IN CHILDCARE? 

Survey respondents indicated a preference for drop-in childcare in the mornings and early evenings during 
weekdays, as the 5pm-8pm, 5am-8am, and 8am-11am were the top three choices Monday thru Friday.  On the 
weekends, respondents most prefer the late morning time slot (8am-11am), followed by the 11am-2pm and 
5am-8am times on Saturday and Sunday.  Those surveyed indicated little to no need for drop-in childcare after 
8pm any day of the week, while the need dwindles significantly after 5pm on Saturdays and Sundays. 
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CHAPTER FOUR – PROGRAMS, TECHNOLOGY, AND CUSTOMER 
SERVICE 

 PROGRAM ASSESSMENT 

As a key initiative in the Strategic Plan, the consultant team evaluated core services provided at VB Recreation 
Centers related to Drop-In Childcare (DIC) and Early Childhood (EC) programming.  The following analysis was 
based on data provided by the Department and viewed through the lens of best practices nationwide for parks 
and recreation systems. 

4.1.1 DROP-IN CHILDCARE PROGRAM 
As an add-on service for members, six out of seven VB Recreation Centers offer drop-in childcare for children 
2-8 years old.  The DIC service is available during designated times Monday through Saturday and can be paid 
on a per visit or monthly basis.  This DIC assessment included review and analysis of data provided by the 
Department for participation levels, revenues and expenditures, and cost recovery levels to determine the 
overall effectiveness of the program.  

DIC PARTICIPATION LEVELS BY CENTER  
The chart below summarizes participation data for Drop-In Childcare participants from the last two years.  
Actual figures were provided by the Department for all of 2017 and the first 9 months of the current fiscal 
year; then, 2018 projections were extrapolated for the full year based on the year-to-date participation levels.  
It should also be noted that Kempsville did not begin Drop-In Childcare until the 2018 fiscal year. 

In 2017, there were a total of 2,874 children participating in the Drop-In program, with nearly one-third of the 
total coming from Princess Anne (32%), followed by Great Neck (22%) and Williams Farm (18%).  Based on 2018 
projections, the total participants are expected to exceed 7,700.  This significant increase in total participants 
was largely attributed to the addition of the Kempsville location and strong growth at all existing sites, except 
Great Neck.  The 2018 distribution of participants was led by Kempsville with 39% of all Drop-In participants, 
followed by Bayside (16%) and Williams Farm (15%). 

In total, projections for 2018 anticipate a 168% increase from the previous year, which included the origination 
of nearly 3,000 from the new Drop-In program at Kempsville.  This strong rate of growth also highlights 
significant growth rates for Bayside (up 199%), Williams Farm (up 132%), and Bow Creek (up 73%).  In contrast, 
Princess Anne reported a much lower rate of increase at 13%, while Great Neck was the only center reporting a 
decline (down 8%). 

 

 

 

 

 

 

 

  

Center Name
Total 

Participants 
2017

% of Total  
2017 

Participants

YTD 
Participants 

2018 
(9 months)*

Projected 
Participants 

2018*

% of Total 
Projected 

2018 
Participants

Projected % 
Increase 

2017-2018

Bayside 418                  15% 937                  1,249               16% 199%
Bow Creek 407                  14% 522                  696                  9% 71%
Great Neck 636                  22% 438                  584                  8% -8%
Kempsville n/a n/a 2,242               2,989               39% n/a
Princess Anne 908                  32% 768                  1,024               13% 13%
Williams Farm 505                  18% 878                  1,171               15% 132%
All Centers 2,874               100% 5,785               7,713               100% 168%
*Note: Actual figures for 2018 were only available for the first 9 months of the fiscal YTD.  Projections for 2018 are 
based on the assumption that participation will  remain consistent for the final 3 months of the 2018 fiscal year.
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REVENUE PER PARTICIPANT 
The table below reveals total participants and revenues for DIC services at each center, and in total, for 2017 
and the first nine months of the 2018 fiscal year-to-date.  Dividing revenue by participants provides an 
understanding of how much the Department is generating per participation in the DIC program. 

Although figures for the current year only account for nine months, the 2018 YTD revenues already exceed 
2017 total revenue by over $10,000. Per the previous section, total participations are up significantly from 
2017, as the 2018 YTD participants have already doubled from the previous year.  The influx in participants and 
revenues is largely attributed to the addition of the Kempsville site for DIC services in 2018. 

Based on the revenue per participant, the revenue generated for each guest experience dropped by almost a 
full dollar, from $5.49 in 2017 to $4.62 over the first nine months of 2018.  Assessing revenues at each center, 
only Great Neck and Princess Anne have increased the revenue per experience thus far in 2018.  The most 
notable drop in revenue stems from the Williams Farm Center, with its revenue per participant dropping from 
$9.10 in 2017 to $6.65 in 2018 YTD; however, Williams Farm remains as the leading revenue generator per 
experience by a significant margin. One concern is the low revenue per participant at Kempsville, which is the 
largest DIC program in the system but only generates $3.23 per user. The variance in revenue per participant at 
the centers is substantial and the Department should invest resources in identifying the cause for such 
discrepancies and seek competencies from high-performing centers to improve the overall level.  

 

 

 

 

 

 

 

 

 

 

COST RECOVERY FOR DIC PROGRAM 
Cost recovery is a key performance indicator that determines to what extent the cost of operating the DIC 
Program is recouped in its revenue generation.  So far in 2018, the DIC Program’s cost recovery level dipped 
slightly from the previous year to 24% (a 1% decline), which indicates the 75% of the program is currently 
subsidized.  This performance measure should be tracked on an ongoing basis as well. 

 

 

 

  

Center Name
Total 

Participants 
2017

Total 
Revenue 

2017

Revenue per 
Participant 

2017

YTD 
Participants 

2018 
(9 months)*

YTD Total 
Revenue 

2018 
(9 months)*

YTD Revenue 
per 

Participant 
(9 months)*

Bayside 418                  2,099$            5.02$               937                  3,895$            4.16$               
Bow Creek 407                  2,258$            5.55$               522                  2,550$            4.89$               
Great Neck 636                  2,416$            3.80$               438                  2,405$            5.49$               
Kempsville n/a n/a n/a 2,242               7,240$            3.23$               
Princess Anne 908                  4,326$            4.76$               768                  4,285$            5.58$               
Williams Farm 505                  4,596$            9.10$               878                  5,835$            6.65$               
Sold Elsewhere n/a 80$                  n/a n/a 520$                n/a
All Centers 2,874               15,775$          5.49$               5,785               26,730$          4.62$               
*Note: Actual figures for 2018 were only available for the first 9 months of the fiscal YTD.  

Center Name
2017 

DIC Program
All Centers

2018 YTD
DIC Program
All Centers
(9 months)*

Total Revenue 15,775$                         26,730$                         
Total Expenditures 62,052$                         112,434$                       
Cost Recovery Level (%) 25% 24%
*Note: Actual figures for 2018 were only available for the first 9 months of the fiscal YTD.  
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4.1.2 EARLY CHILDHOOD PROGRAMS 
A critical component of the Strategic Plan was to evaluate the effectiveness of EC programs currently offered 
at Virginia Beach Recreation Centers and assess the local market for these types of services to understand the 
appropriate role of the City in provision of EC services in the future.  The assessment included synthesis of staff 
interviews and review of financial data available, as well as a similar provider analysis to identify gaps and 
overlaps in service coverage related to EC programs. 

STAFF INTERVIEWS 
The consultant team interviewed key staff related to EC programs.  The goal was to establish the strengths, 
challenges, and opportunities for advancing the EC offerings from a leadership perspective.  

STRENGTHS 

The greatest strength of the EC program is the market presence of Virginia Beach Parks and Recreation.  The 
Department has captured a significant share of the childcare market, as they are currently the single largest 
school age childcare system in the city.  Virginia Beach Parks and Recreation’s positioning in the market is also 
bolstered by the quantity and distribution of VB Recreation Centers in the city. 

The Department has also made strides in developing new metrics for understanding targeted market 
demographics and staff are making a more concerted effort to cross-promote EC offerings to increase 
participation rates.  The operational model was also improved by adding a dedicated full-time Out-of-School 
staff member at each center to enhance service delivery and strengthen communication between the various 
sites. 

CHALLENGES 

Perhaps the largest challenge facing the Department’s EC programs is the fierce competition present from 
similar providers.  There are a plethora of private and non-for-profit organizations offering childcare services 
throughout the service area and in 2018 the school system began offering EC programs, which could have a 
notable impact on participation levels. 

Another significant challenge is developing a consistent product that achieves greater utilization of the 
program space dedicated to EC programs.  There seems to be great discrepancies in participation levels from 
center to center, and there is a great need to right-size EC programs for each facility and/or determine if each 
center is capable of supporting EC programs.  There are also some facilities, like Princess Anne, which have 
limited capacity of 60, that need capital improvements in the form of additional square footage via facility 
expansion, to improve the quality and grow the EC offerings. 

OPPORTUNITIES 

Staff members interviewed also revealed potential opportunities for EC programs that build on existing 
strengths and aim to address the current challenges.  The following are the key suggestions identified in staff 
interviews for enhancing the delivery of EC offerings: 

• Continue to develop metrics for assessing demographics and market competition; then, utilize the data 
to improve our marketing efforts and increase participation. 

• Determine the appropriate business model for EC facilities and whether consolidation is necessary to 
maximize utilization. 

• Consider new revenue streams and additional ages for EC, such as more Before and After School 
programs and EC for younger children. 
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• Leverage other Recreation Center offerings to differentiate EC programs (e.g. integrate Learn to Swim 
or fitness programs as part of the curriculum). 

REVENUE DISTRIBUTION BY PROGRAM 
The EC Program currently provides four different options: Preschool, Kindergarten, Preschool Summer, and 
Kindergarten Summer.  The pie chart below depicts the percentage of revenue contribution for each.  The 
Preschool program is the clear leader in revenue generation, as it brings in half of all EC program fees, 
followed by Kindergarten with approximately one-fourth (22%) of total earnings.  While the summer programs 
are more balanced between age groups, the Preschool Summer (15%) and Kindergarten Summer (13%) combine 
to generate just over a quarter of EC’s total revenue. 
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FINANCIAL PERFORMANCE  
The chart below describes the revenues, direct costs, and subsequent cost recovery levels for EC programs for 
FY15 – FY17.  Based on the financial figures, EC programs experienced a spike in FY16 output, followed by a 
sharp decline in the most recent year.  The overall volume of revenues and expenditures in the recent year is 
below the levels achieved in the initial fiscal year of data (FY15).  Although the recent financial trend is 
volatile, cost recovery levels have demonstrated steady improvement.  As a key performance indicator of 
sustainability, EC programs has maintained a much higher cost recovery level (95%-96%) in recent years than 
was originally reported in FY15 (90%).   

Although the cost recovery percentage took a slight dip in the latest year, this is still promising considering the 
scale of the business in FY16 was much larger, which typically allows for greater operational efficiencies.  
Ideally the EC financial figures will bounce back in FY18, but the Department needs to continue to closely 
monitor these metrics to ensure performance improves and seek to identify and predict what causes 
fluctuations. 

 

 

  

$803,092 

$886,631 

$791,528 

$892,355 

$927,291 

$829,680 

 $700,000

 $750,000

 $800,000

 $850,000

 $900,000

 $950,000

 $1,000,000

FY 15 FY 16 FY 17

EC Program Financial Performance (FY15 - FY17)

Revenue Direct Costs Cost Recovery (%)

90% 95%96%



Parks and Recreation Department 

52 

EARLY CHILDHOOD PROVIDER EQUITY MAPPING 
To assess the market for early childhood programming, maps were developed to represent market saturation or 
gaps in the target market around each center. A 10 and 15-minute drivetime was applied around each center to 
identify primary and secondary competitors in the provision of early childhood programs.  The table below 
serves as a key for identifying each provider numerically on the maps.  A total of eight maps were developed – 
one for all centers with drivetimes and all similar providers, then one map for each individual center. These 
providers were all provided by Virginia Beach staff based on their understanding of the local market.   

SIMILAR PROVIDER MAPS NUMBER KEY 

  

 # Site Name  # Site Name  # Site Name
1 Abundant Life Ministries 47 Haygood United Methodist Church 93 Montessori Children's House II
2 Academy of Early Learning 48 Hilltop Family YMCA 94 Mothers Day Out Preschool
3 Amberley Child Care 49 Holy Spirit Catholic Church 95 Mt. Trashmore Family YMCA Child Care
4 Angels Keepers 50 Honeygrove Learning Academy 96 Mt. Trashmore Family YMCA Preschool
5 Armed Services YMCA 51 Hope Lutheran Church 97 New Covenant Presbyterian Church
6 Atlantic Shores Baptist Church 52 Horizons Hampton Roads Academy 98 New Light Full Gospel Baptist Church
7 Azalea Garden Church 53 International Christian Church 99 Old Donation Episcopal Church
8 Bayside Baptist Church 54 International Christian Church 100 Playhouse Day Care Center Inc.
9 Bayside Presbyterian Church 55 Ivy League Academy 101 Precious Miracles of Windsor Woods

10 Bayside Village Day School 56 Just For Kids Preschool 102 Primrose School of Virginia Beach South
11 Beach Fellowship 57 Kellys Kare Academy 103 Prince of Peace Lutheran Church
12 Beach Manor School 58 Kempsville Academy 104 Princess Anne Plaza Baptist Church
13 Beach Montessori Christian Academy 59 Kempsville Church of God 105 Rainbow I Preschool & Child Care
14 Bellamy Manor School 60 Kempsville Presbyterian Church 106 Rainbow II Preschool
15 Bow Creek Presbyterian Church 61 Kiddie Academy of Virginia Beach 107 Rock Church
16 Brilliant Beginnings Learning Center 62 Kid's Kingdom Child Development 108 Rollingwood Academy
17 Brilliant Beginnings Learning Center III 63 Kid's Town Learning Center, LLC 109 Rosemont KinderCare
18 Bullfrogs and Butterflies 64 Kidz World Learning Center 110 Salem Family YMCA Child Care
19 Childcare Network - Ferry Plantation 65 Kimbi's Playworld 111 Sandpiper Montessori
20 Childcare Network - Lord Dunmore 66 KinderCare College Park 112 Shining Star Academy
21 Childtime 1001 67 KinderCare Diamond Springs 113 Sowing Seeds Pre-School
22 Childtime 1002 68 KinderCare General Booth 114 St. Gregory the Great Catholic Church
23 Childtime 1019 69 KinderCare Haygood 115 St. Gregory the Great Catholic School
24 Childtime 1020 70 KinderCare Kempsville 116 St. John the Apostle Catholic Church
25 Childtime 1021 71 KinderCare S. Independence 117 St. Matthew's Catholic School
26 College Park Day Care Center 72 KinderCare Silverleaf 118 St. Michael Luthern Church
27 Courthouse Academy 73 Kingdom World Outreach Center 119 Steppin Stones Academy
28 Courthouse Academy 74 King's Kids Child Care 120 Stratford Preschool
29 Courthouse Christian Preschool 75 L and E Bright Future Child Day Center 121 Suburban Christian Church
30 Courthouse Community Methodist 76 La Petite Academy 122 Sunnybrook Day School
31 Courthouse Montessori School 77 La Petite Academy #7140 123 Tabernacle Baptist Church
32 Discipleship Tabernacle 78 Le Bon Enfants 124 TCC Virginia Beach Child Development
33 Divine Toddler Town 79 Le Bon Enfants 125 Thalia Day School
34 Dominion Center Ministries 80 LeafSpring School at Virginia Beach 126 Thalia Lynn Baptist Church
35 Emmanuel Episcopal Church 81 Learn with Me Academy 127 Thalia Trinity Presbyterian Church
36 Emmanuel Lutheran Church 82 Learn With Me Academy - Lynnhaven 128 The Gathering at Scott Memorial
37 Enoch Baptist Church 83 Little Angels Montessori Preschool 129 The Gathering at Scott Memorial UMC
38 First Discovery Child Development 84 London Bridge Baptist Church 130 The Goddard School
39 Forever Young Montessori School 85 Mile High Kids: Hampshire Lane 131 The Little Gym of Virginia Beach
40 From Russia With Love 86 Mile High Kids: Holland Road 132 The Sitter Inc
41 Gateway Freewill Baptist Church 87 Mile High Kids: St. Aidan's 133 The Tender Touch
42 Goddard School 88 Mile High Kids: Twin Canal 134 Toddler Station II
43 Going After People Ministries 89 Mimmie's Learning Academy 135 United Jewish Federation of Tidewater
44 Grace Covenant Presbyterian Church 90 Mini Miracles Learning Center 136 Virginia Beach Free Will Baptist
45 Green Run Baptist Church 91 Miracle Christian Center 137 Wave Church
46 Happy Daycare Early Learning Center II 92 Montessori Academy Virginia Beach 138 YMCA Summer Camp @ First Tee

Number Key for Virginia Beach Drivetime Maps
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ALL RECREATION CENTERS AND SIMILAR PROVIDERS 

The following is a broad overview of all Virginia Beach Recreation Centers, including drivetimes, and all similar 
providers offering early childhood programs.  As seen below, the greatest concentration of similar providers is 
present to the west of the City, while competition is very limited to the northeast around Great Neck or 
Seatack.  The map also depicts the four westernmost centers have significant overlap with each other, with 
multiple centers falling within the primary target of 10-minute drivetime of each other.  The most significant 
gap in service coverage exists at the southeast of the City, where the secondary market of Princess Anne falls 
short of serving residents at the border.  The City of Virginia Beach is currently estimated to have 461,663 
residents. 
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BAYSIDE REC CENTER  

The service area for the Bayside Recreation Center is very competitive with close to 20 providers within the 
primary radius, and twice as many in the secondary 15-minute drivetime.  In addition, this location has two VB 
Centers, Williams Farm and Great Neck, within its target market. 
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BOW CREEK REC CENTER 

Based on the map below, Bow Creek likely has the most competitive landscape among VB Centers, with more 
than 50 similar providers within a 10-minute drivetime and nearly 40 additional providers within a 15-minute 
drive.  This location also competes in its secondary market with Kempsville, which has the highest participation 
in early childhood for VB Recreation Centers. 

  



Parks and Recreation Department 

56 

GREAT NECK REC CENTER 

The Great Neck Recreation Center is fairly isolated due to its surrounding topography and the void created by 
the First Landing State Park.  Only one similar provider for early childhood services was identified within a 10-
minute drive and approximately 10 providers in the secondary market.  There is also minimal competition from 
other VB Centers, with Bayside and Seatack on the outskirts of the 15-minute drivetime. 
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KEMPSVILLE REC CENTER 

Kempsville boasts the newest and most populous early childhood program and the highest participation levels, 
but it also resides in one of the most competitive areas of the City for such services.  Within the primary target 
of 10-minutes, there are around 50 similar providers, and extending the drivetime by 5 minutes nearly doubles 
the amount of competitors.  This center also has two major centers, Williams Farm and Bow Creek just outside 
of the primary market. 
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PRINCESS ANNE 

Princess Anne plays a very important role in the system, as it serves as the southernmost center in the City.  
Competition at this site is moderate, with less than 20 similar providers within its primary market and a strong 
contingent in the secondary market to the northwest.  This location is also the least susceptible to 
cannibalization with other VB Centers, as Seatack rests on the outer edge of the secondary 15-minute 
drivetime. Although Princess Anne is the key provider in the South, its reach falls well short of providing 
coverage the extreme south of the City boundary. 

 

  



2018 Strategic Plan 

59 

SEATACK 

Seatack serves the east portion of the city and includes the largest market along the coast, including much of 
the area related to the naval base.  This location has virtually no competition within its primary market, while 
approximately 20 providers show up in the 15-minute drivetime.  Although the competitive landscape is fairly 
docile, the center is limited in size and does not have much excess capacity to provide early childhood 
programming. 
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WILLIAMS FARM 

Williams Farm is the westernmost center in the system, and also hails from one of the most competitive service 
areas.  There is a strong presence of similar early childhood providers in both the primary and secondary 
markets for Williams Farm, as well as competition from three other VB Centers, including Bayside, Kempsville, 
and Bow Creek.  In addition, the service area for Williams Farm extends west of the City border which would 
include additional competition from the eastside of the City of Norfolk that are not depicted below. 
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4.1.3  OPPORTUNITIES – EARLY CHILDHOOD AND DROP-IN CHILDCARE PROGRAMS 
• Projections for DIC participants show a significant increase in the most recent year, which is largely 

attributed to the addition of the Kempsville site.  The strong uptick in participation would suggest the 
Department must continue to promote the value of the DIC program to members and ensure that 
resources are in place to support the sharp increase, while monitoring centers demonstrating slow 
growth or declines to ensure they operate efficiently and that they are viable sites to continue offering 
DIC. 

• The variance in revenue per participant at each center is substantial and the Department should invest 
resources in identifying the cause for such discrepancies and seek competencies from high-performing 
centers to improve the overall level of service.  While centers like Princess Anne and Great Neck have 
improved revenue per participant, the Department must address the drop off in revenue per 
participant at Williams Farm and the very low figure reported by Kempsville, which should generate 
the most revenue per participant based on economies of scale, since the site is responsible for nearly 
40% of DIC participants. 

• The department also needs to continue to monitor cost recovery levels attributed to the DIC program 
and identify why the current year has experienced a decline rate.  As the program participation 
continues to grow rapidly, the Department should be able to further develop operational efficiencies 
that lend to greater levels of cost recovery. 

• While the Department is the single largest provider of School Age programs in Virginia Beach, the 
continued growth of competition, especially as the school system entered the EC market, deems it 
necessary to closely monitor participation, financial data, and continue to utilize and develop key 
performance metrics to understand any shift in positioning in the local market in years to come.  The 
metrics being tracked should provide objective data that can help determine whether consolidation of 
EC sites would provide a greater return on investment through increased efficiency. 

• The EC program also has potential opportunities to expand its revenue earning potential by adding 
more Before and After School and exploring offerings for additional age segments.  The Department 
must also do a better job of leveraging other Recreation Center offerings to differentiate itself from 
competition and better demonstrate the value of the EC service to the user (i.e. every EC participant 
gets Learn to Swim classes). 

• Although cost recovery has shown steady improvement for EC programs, overall participation is waning 
since 2016 and competition is on the rise.  Whether the program can bounce back in 2018 will weigh 
heavily in the future model for the City providing EC programs.  If the business continues to slide, the 
Department may need to explore a leaner approach with fewer, regional centers offering EC programs 
as a more effective model moving forward. 
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 TECHNOLOGY ASSESSMENT 

Technology has been an area that has consistently been identified as one the core areas of focus and 
improvement for the Department. For a high-performing agency, the department’s technology capabilities are 
not commensurate with their overall performance or with their vision for future growth.  

An encouraging element for the future is the presence of the technology staff on the Strategic Plan Committee 
for the City and the specific goal (Goal 9 – Creation of the Smart City concept) is a good indicator of the city’s 
awareness of and focus on technology investments as a pathway for future success.  

In discussion with staff, it was evident that while there has been progress made on the technology front, there 
is significant room for improvement.  Staff is focused on ensuring they have a way to physically and 
philosophically reach customers where they are, but they currently feel hindered in delivering proactive 
customer service due to fixed desktop computers.  The overall goal is to be more mobile for people  at the 
centers and also providing a method to do intercept surveys at live major events. There is also a need for 
customer Wi-Fi at parks and our recreation centers that is separate from what staff uses.   

Staff would like the next replacement cycle to include at least four mobile devices as a way to get out in the 
field during events to get real time feedback.   

On the software front, the increased use of Business Intelligence software and analytics has been a huge step in 
the right direction to being a more data-driven agency.  

Due to current city processes with all processes being routed through IT, staff feel a sense of inefficiency and 
timeliness in addressing key areas. This seems to be largely in part due to IT being limited in their staffing 
resources and, thus, being unable to meet the department’s needs in a timely manner. As suggested in the 
recommendations section of this plan, it would be helpful for IT and the department staff to identify 
opportunities to streamline the process and empower staff with authority in certain areas to address their 
requirements internally (E.g. Creation of emails, accounts, set up an SQL Server, etc.).  Also, a move to a 
Cloud Based Solution and incorporating RFID technology similar to what Public Works currently does may need 
to be explored as well.  

To enhance efficiencies, it would be helpful to automate processes, such as account creation for new staff. In 
addition, it was mentioned that new staff often may not have access to their own data on Shared Drive for up 
to three weeks after they start work, which may also be tied to IT’s staffing resources and workload capacity.  

From a funding standpoint, overall, it would be helpful to have additional funding for new technology and 
getting it implemented.  Some examples include scan stations throughout the recreation centers to be able to 
identify user behavior with number of users and frequency/location of activities within the center.  

Staff indicated a desire to leverage technology to help with key outcomes, including expanding program 
audiences with streaming options where classes can be taken in person and/or through streaming as well for 
the participants.  These could include technology at the Point of Sale to enhance the user experience and 
create a more efficient process as well as providing these capabilities at remote sites in order to ensure staff 
can be as responsive as well and keep up with best practice industry trends.   
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Additionally, for 
understanding park 
utilization through 
Smart Benches: 
SOOFA at Mount 
Trashmore, which 
has yielded some 
good data, but it is 
limited to a single 
site at this point.  

Another aspect of 
obtaining real-
time feedback 
throughout the 
system could be 
through an app 
based solution like 
HAPPiFEETtm (www.keephappifeet.com), which is now used by several agencies nationally including Roanoke, 
VA. Alternately, elements from it could be included in the Park Finder App.  

OPPORTUNITIES  
• Ensure staff is able to physically and philosophically reach customers where they are with at least four 

mobile devices in the field during events to get real time feedback.   
• Utilize app-based solutions such as HAPPiFEETtm (www.keephappifeet.com) to obtain real-time user 

feedback and dashboard-based decision-making 
• IT and the department staff should identify opportunities to streamline the process and empower staff 

with authority in certain areas to address their requirements internally (E.g. Creation of emails, 
accounts, set up an SQL Server, etc.).   

• Staff should explore moving to a Cloud Based Solution and incorporating RFID technology similar to 
what Public Works currently does.  

• In addition, to enhance efficiencies, it would be helpful to automate processes, such as account 
creation for new staff.  

• Additional funding for new technology e.g. scan stations throughout the recreation centers to be able 
to identify user behavior with number of users and frequency/location of activities within the center 
would be helpful.  
 

  

http://www.keephappifeet.com/
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  CUSTOMER SERVICE ASSESSMENT 

A key focus of the Strategic Plan was to assess how well the Department serves its customers.  The customer 
service assessment consisted of general observation by the consultant team while on park premises and through 
extensive interaction and discussion with staff.  In addition to information shared in meetings with staff, the 
greatest perspective was gained through a ‘secret shopper’ style audit of the service delivery at each of the 
seven Virginia Beach Recreation Centers. 

4.3.1  RECREATION CENTER CUSTOMER SERVICE AUDIT 
In November 2017, the consultant evaluated the customer experience at each Recreation Center by posing as a 
secret shopper interested in joining the facility.  Staff had no prior warning these audits were taking place in 
an effort to gain candid insight as to how well center staff are delivering excellent service and making guests 
feel welcome.  Close attention was paid to consistencies and discrepancies in service delivery from center to 
center, comparing the knowledge and hospitality of staff, general facility conditions, promotion of programs, 
and policies/procedures related to the guest journey. 

PRINCESS ANNE  
• Although there were multiple staff at the front desk, the Secret Shopper was not immediately greeted 

upon entering the facility.  However, once engaged, a staff member offered a guided tour of the 
facility. 

• Staff was very helpful, personable, and had good knowledge of the facility.  The guide also promoted 
Virginia Beach as ‘kid-friendly’ and explained the value of the membership because it includes all 7 
recreation facilities. 

• The representative did a great job of interacting with small talk throughout the facility tour (e.g. 
‘where are you from?’, ‘do you have kids?’, etc.)  The tour guide also knew many users in the building 
by first name and was very visible to guests during the tour. 

• The facility was overall very clean and inviting, and there was a strong presence of good energy and 
participation throughout the center.  There was also effective signage and good displays with a variety 
of useful information. 

BOW CREEK  
• Upon entering the facility, the Secret Shopper was immediately greeted by two members of the staff.  

During the initial conversation, staff seemed engaged and did a good job of asking questions identifying 
personal interests. 

• One representative gave a good overview of the facility and granted access to the locked kid’s area, 
but then the Shopper was turned loose on a self-guided tour of the rest of the facility. 

• The check-in procedure was more involved than at the first center, which included a sign-in binder and 
a visitor tag to wear while touring. 

• During the self-guided tour, a staff member intercepted the Secret Shopper in the workout facility and 
noticed he seemed lost.  This interaction was extremely friendly and the individual did a great job 
explaining exciting things to do throughout the City for a newcomer. 

• Secret Shopper noticed inconsistent staff uniforms throughout the facility – only front desk staff had 
nametags visible and some staff were identifiable by City shirts. 
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SEATACK  
• Secret Shopper was immediately greeted by front desk staff, then the center manager was passing 

through the lobby and joined the conversation.  Once identified as a potential new customer, the 
manager took the Secret Shopper on a guided tour. 

• The facility is small and somewhat outdated but was still clean and had a good number of users 
present. 

• During the tour, the center manager had great rapport with guests of the facility and seemed to know 
most users by their first names.  The center manager was also the first staff member that asked the 
Secret Shopper’s name without being prompted. 

• Although family memberships aren’t offered, the guide proposed a go-around that each family member 
simply gets added individually versus saying, ‘we don’t offer a family package’ like the other facilities 
had done so. 

• The manager also did a great job explaining the value of membership such as it includes membership to 
all 7 centers.  He then further upsold the membership by pointing out the fee is cheaper than some of 
the private fitness clubs.  

GREAT NECK  
• Secret Shopper was impressed by Staff member; very knowledgeable, awesome energy and a pleasant 

greeting.  Staff asked, “How is your day?”.  Also provided great advice on the area and pointed to two 
other Centers that were nearby in the area. 

• Staff member was the 2nd guide that asked for the Secret Shopper’s name first. 
• Staff member asked good questions, such as the age of the shopper’s kids and what type of activities 

were of interest to the shopper and their spouse. 
• In the second facility, the Secret Shopper was required to sign-in.  However, the sheet was different 

than Bow Creek and a name tag was not required. 
• There were no name tags on most staff members. 
• First location to offer promotional giveaways. 

BAYSIDE  
• Staff member was incredibly knowledgeable and gave a thorough & informative tour of the facility.  

There was great detail about the facility and the programs.  Spoke to the robust offerings, system-
wide, such as the other recreation centers, parks and the relationship between the parks and schools. 

• Secret Shopper was introduced to multiple staff members and the Center has a very friendly 
environment.  

• This was by far the most compelling tour provided and the great salesmanship exhibited would have 
ensured that the Secret Shopper would be compelled to join right away. 

WILLIAMS FARM  
• Brand promise on the front door is admirable. 
• Facility gave a warm welcome upon entering.  Plenty of friendly staff members at the front desk.  The 

facility was beautiful and clean. 
• Staff Members brought out a Check-in Binder, but only give a sticker to the visitor to wear. 
• Staff Members did not offer a guide.  They just provided directions where everything was located sent 

the guest off. 
• The facility has good activity in the weight room, but the staff was not engaged.  Staff remained 

seated behind a desk, while users were noticed wiping down equipment. 
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• After Secret Shopper completed individual tour, no staff member followed up during or after the walk 
around was completed.  Also, no one noticed or acknowledged the Secret Shopper left. 

KEMPSVILLE  
• Facility has a ‘WOW’ factor.  Definitely has a strong appealing element to it. 
• Upon entry into the facility, staff at the front desk are friendly and give a greeting. 
• Secret Shopper was signed in and given a visitor tag. 
• Staff members provide a guide and small direction, but the tour was self-guided. 
• Secret Shopper noticed two employees on their phones while at work, instead of paying close attention 

to their supervised areas. 
• Staff member approached the secret shopper while on self-guided tour and was great in offering extra 

information about the facility and memberships. 

GENERAL OBSERVATIONS AND FINDINGS 
• Name Tags: Inconsistent among staff wearing them at all locations.  Name tags seemed more like 

employee access cards.  Names weren’t easily capable to identify and the tags hung very low. 
• Family Memberships: No ‘Family memberships’ were available.  If the establishment is “family-

friendly” then shouldn’t that be an option? 
• Lockers: Lockers are only accessible during the day and a key is required but were not rentable. 
• Program Guides:  Some  facilities provided Fall guides (ex- Princess Anne), others passed out Winter 

guides. 
• Online: Staff did great job directing people to the website for more information. 
• Check-in Binder: Procedures and steps are very inconsistent and varied within marketing materials. 
• Facilities: Staff at most facilities, did a great job promoting the sister facilities.  Stated by one of the 

employees, “this is one of our biggest strengths, which equates to the value you get in having seven 
facilities for your members.” 

• Facilities were well maintained overall. 
• Training: Need to ensure staff are trained appropriately to guide new potential members, as the best 

point of sale for memberships is when customers are in the facilities.  It’s hard for newcomers to 
understand all of the concepts of the membership and the facility when self-guided. 

OPPORTUNITIES  
• Collect user info for tour visits – combine with Customer Relationship Management (CRM) for follow 

ups.  
• Create consistent packet of marketing material for each potential customer and a consistent procedure 

for new guests. 
• Develop consistency in name tags and uniforms. 
• Train staff to cross promote VB and all its centers. 
• Move to closing the sale / upselling – not just providing information. 
• Empower Staff to enhance user experience. 
• Having front entry greeters and meeting people as they enter and using mobile devices / tablets to 

direct them to the right place could be another evolution in the overall customer journey. 
• Locker fees are poor guest experience and needs to be addressed. 
• Implement more sampling opportunities to entice new customers (i.e. a one day visitor pass, trial 

period). 
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CHAPTER FIVE  – VISION, MISSION, VALUES, & KEY STRATEGIES  
Based on key findings identified throughout the planning process, the consultant team and Department staff 
conducted a strategic work session to develop the vision and mission statements, as well as the core values and 
community priorities that will guide the Department in the future. These strategies and tactics are part of a 
living document that will help provide clear direction for the Department moving forward. The strategies are 
mentioned in the report while the detailed tactics, timelines etc. will be provided in the Appendix.  

 VISION - WHAT WE WANT TO BE KNOWN FOR 

“To be the national leader in providing enriching and memorable lifelong experiences.”  

 MISSION - HOW WE PLAN TO GET THERE 

“Exceed community expectations in an inclusive, innovative, and sustainable manner." 

 CORE VALUES 

• Empowerment 
• Inclusion 
• Innovation 
• Legendary Guest Experience 
• Sustainability 

 COMMUNITY PRIORITIES 

• Community Access 
• The Environment and the Outdoors 
• Healthy Lifestyles 
• Stewardship 

 CORE STRATEGIC PLANNING AREAS 

Key findings identified from all facets of the planning process were 
considered in the development of the four core strategic planning areas: 
programs, technology, customer service, and parks, facilities, and 
trails.  These core areas serve as the focal points for developing 
the recommendations for the Strategic Plan.  The following 
sections detail the issues and recommendations specific to 
each core area and, where applicable, identifies 
individual recommendations that align with the current 
City Council goals outlined in Appendix A. 

 

  

Core 
Areas

Programs

Technology

Parks, 
Facilities, & 

Trails

Customer 
Service
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 PROGRAM FOCUS 

Our goal for programs is to increase participation, provide tiered levels of service, and meet cost recovery 
targets. 

5.6.1 KEY ISSUES FOR PROGRAMS 
The following are the key findings and challenges related to programs that need to be addressed in this 
Strategic Plan: 

• A need exists to determine whether the Department is a facility provider, a program offeror, or both. 
• Membership Tiers are too limiting. 
• The future of Early Childhood and drop-in area is unclear. 

o Early childhood program has designated space for relatively few participants. 
• Facility utilization is not optimal, especially at non-prime times.  

o Lack of drop-in fitness classes at peak times. 
• Technology hurdles limit department’s performance. 
• Programming has a heavy recreation center vs. park focus. 
• Need to identify the potential for expanded programming (e.g. fitness, adventure recreation, etc.). 

o Premier memberships may be reducing drop-in fitness participation and revenue. 
• New core programs based on trends and community appeal needed (e.g. adventure, e-gaming, special 

events, etc.). 
• Inconsistency in program info delivery and customer service currently. 

5.6.2 KEY RECOMMENDATIONS FOR PROGRAMS 
Based on the key findings and challenges identified for programs, the consultant team developed the following 
recommendations: 

• Establish Membership Tiers driven by cost recovery range desired (conduct a Global Membership 
Review).1 

• Develop Business plans for each recreation center. 
• Utilize Data to Enhance Program and Facility Performance.2 
• Evaluate a regional approach for Early Childhood and Drop-in Care program. 
• Expand collection of user data for non-registered programs (e.g. special events attendance). 
• Continue to align programming to changing demographics.3 
• Track and communicate marketing return on investment (ROI).4 
• Update current and future recreation centers to be E-sports compatible, as viable.5   

                                                 

 

1 City Council Goal 2 

2 City Council Goal 9 

3 City Council Goal 7 

4 City Council Goal 2 

5 City Council Goal 9 



2018 Strategic Plan 

69 

 CUSTOMER SERVICE FOCUS 

Our goal for programs is to consistently provide legendary guest experiences. 

5.7.1 KEY ISSUES FOR CUSTOMER SERVICE 
The following are the key findings and challenges related to customer service that need to be addressed in this 
Strategic Plan: 

• Onboarding and trainings outdated and lack inspiration. 
• Inconsistent service delivery and experiences from one center to another. 

o People behind desks. 
o Visitor sign-in books. 
o Name tags, uniforms etc. missing or inconsistently worn or displayed. 

• Lack of consistent protocol for conversations with potential members. 
o No consistency in tours and materials provided. 

• HR hiring can be modified. 
o Not hiring for values and attitudes. 

• Focus on staff empowerment missing. 

5.7.2 KEY RECOMMENDATIONS FOR CUSTOMER SERVICE 
Based on the key findings and challenges identified for customer service, the consultant team developed the 
following recommendations: 

• Conduct Legendary Customer Service audits by site.6 
• Undertake a Customer Journey Mapping system-wide (utilizing the McKinsey model). 
• Build a common language Department-wide. 
• Ensure greater consistency between, Full Time, Part Time, Seasonal and volunteer staff training. 
• Incentivize people to join via promotions, giveaways etc. (i.e. Free Day pass). 
• Develop mechanisms to support greater staff empowerment. 
• Create a welcoming environment in the centers. 

  

                                                 

 

6 City Council Goal 5 
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 TECHNOLOGY FOCUS 

Our goal for programs is to enhance efficiency and user experience through updated hardware and software 
tools. 

5.8.1 KEY ISSUES FOR TECHNOLOGY 
The following are the key findings and challenges related to technology that need to be addressed in this 
Strategic Plan: 

• Outdated equipment and lack of in-the-field technology. 
• Lack of optimal collaboration and understanding of needs between IT vs. Virginia Beach Parks and 

Recreation. 
• Online registration opportunities missing. 
• Technology not fully integrated in parks and facilities (e.g. Wi-Fi, SOOFA, Mobile etc.). 

5.8.2 KEY RECOMMENDATIONS FOR TECHNOLOGY 
Based on the key findings and challenges identified for technology, the consultant team developed the 
following recommendations which are also supported by City Council goals 2 and 9: 

• City/IT and Parks and Recreation collaborate to develop a consolidated technology needs 
assessment/action plan.7 

• Upgrade/establish Wi-Fi connectivity at major Virginia Beach Parks and Recreation facilities, including 
parks.8 

• Improve access to Point-of-Sale and registration through mobile devices.9 
• Implement/increase the use of mobile devices to improve customer service.10 

  

                                                 

 

7 City Council Goal 9 

8 City Council Goal 2 & 9 

9 City Council Goal 2 & 9 

10 City Council Goal 2 & 9 
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 PARKS, TRAILS, AND FACILITIES FOCUS 

Our goal for parks, trails, and facilities is to continue to enhance the tiered levels of service and grow (be 
accessible). 

5.9.1 KEY ISSUES FOR PARKS, TRAILS, AND FACILITIES 
The following are the key findings and challenges related to parks, trails, and facilities that need to be 
addressed in this Strategic Plan: 

• Lack of consistency in Parks and Landscape management. 
o E.g. Consistency between neighborhood and community park maintenance. 
o E.g. Consistency in tree care: tree planting / pruning etc. 

• Non-prime times underutilized in parks and facilities. 
• Need to maintain/improve what exists. 
• User needs keep growing and evolving constantly. 

5.9.2 KEY RECOMMENDATIONS FOR PARKS, TRAILS, AND FACILITIES 
Based on the key findings and challenges identified for parks, trails, and facilities, the consultant team 
developed the following recommendations: 

• Assess efficiencies of spaces and utilization rates.11 
• Continue to conduct a lifecycle management assessment for all assets systemwide.12 
• Update all maintenance management plans.13 
• Enhance trail connections and connectivity.14 
• Conduct a special events facility feasibility study to identify need outside of the oceanfront.15 
• Reposition existing Regional Recreation Center by themes to create uniqueness in offerings. 

 

  

                                                 

 

11 City Council Goal 2 

12 City Council Goal 10 

13 City Council Goal 10 

14 City Council Goal 3 

15 City Council Goal 7 
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CHAPTER SIX  – CONCLUSION 
Overall, the Department continues to provide a high quality and myriad variety of offerings to the growing 
population that calls Virginia Beach one of the best places to live in the US, it’s home for the millions of 
visitors taking a trip to one of the top destinations and beaches in the country.   

This strategic plan document is aimed at providing a roadmap for the department as it embarks upon fulfilling 
its vision of being the national leader in providing lifelong experiences, while staying true to its mission of 
exceeding community expectations.  This plan’s core areas center on programs, technology, customer service 
and parks to help achieve these goals in a financially sustainable and realistic manner.  

Most of all, staff is clear that the plan is values driven and will focus on community priorities while it stays 
abreast of national trends and changing technology to serve an ever-evolving demographic.  In observing the 
department’s past performances, their organizational culture and their commitment to serving the community, 
the consulting team has no doubt that it will not only live up to but also exceed their lofty expectations and 
continue to provide legendary customer experiences to everyone.  
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APPENDIX A – 2017 VIRGINIA BEACH CITY COUNCIL PRIORITIES 
 

Goal 1: Grow the Local Economy 

Goal 2: Create a Financially Sustainable City Providing Excellent Services 

Goal 3: Improve the Transportation System 

Goal 4: Revitalize Neighborhoods and Plan for the Future 

Goal 5: Be a Competitive First Class Resort for Residents, Businesses and Tourists 

Goal 6: Be the Safest City in Virginia 

Goal 7: We are an Inclusive Community that is Welcoming and Empowers All 

Goal 8: Our Community has World Class Schools and Educational Programs 

Goal 9: Data and Technology is used to Enhance Community Livability, Prosperity and Sustainability 

Goal 10: City Assets and Infrastructure are Well Maintained and Meet Community Expectations 
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APPENDIX B – LIFEMODE GROUPS’ CHARACTERISTICS 
 

 

 

  

LifeMode 3: Uptown Individuals Segments

Laptops and Lattes

Metro Renters

Trendsetters

-Young, successful singles in the city
-Intelligent (best educated market), hard-working (highest rate of labor force participation) 
and averse to traditional commitments of marriage and home ownership
-Urban denizens, partial to city life, high-rise apartments and uptown neighborhoods
-Prefer debit cards to credit cards, while paying down student loans
-Green and generous to environmental, cultural and political organizations
-Internet dependent, from social connections to shopping for groceries (although partial to 
showrooming)
-Adventurous and open to new experiences and places

LifeMode 1: Affluent Estates Segments

Top Tier

Professional Pride

Boomburbs

Savvy Suburbanites

Exurbanites

-Established wealth - educated, well-traveled married couples
-Accustomed to "more": less than 10% of all households, with 20% of household income
-Homeowners (almost 90%), with mortgages (70%)
-Married couple families with children ranging from grade school to college
-Expect quality; invest in time-saving services
-Participate actively in their communities
-Active in sports and enthusiastic travelers

LifeMode 2: Upscale Avenues Segments

Urban Chic

Pleasantville

Pacific Heights

Enterprising 
Professionals

-Prosperous married couples living in older suburban enclaves
-Ambitious and hard-working
-Homeowners (70%) prefer denser, more urban settings with older homes and a large share 
of townhomes
-A more diverse population, primarily married couples, many with older children
-Financially responsible, but still indulge in casino gambling and lotto tickets
-Serious shoppers, from Nordstrom's to Marshalls or DSW, that appreciate quality, and 
bargains
-Active in fitness pursuits like bicycling, jogging and aerobics
-Also the top market for premium movie channels like HBO and Starz
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LifeMode 4: Family Landscapes Segments

Soccer Moms

Home Improvement

Middleburg

-Successful young families in their first homes
-Non-diverse, prosperous married-couple families, residing in suburban or semirural areas 
with a low vacancy rate (second lowest)
-Homeowners (80%) with mortgages (second highest %), living in newer single-family 
homes, with median home value higher than the U.S.
-Two workers in the family, contributing to the second highest labor force participation rate, 
as well as low unemployment
-Do-it-yourselfers, who work on home improvement projects, as well as their lawns and 
gardens
-Sports enthusiasts, typically owning newer sedans or SUVs, dogs, and savings 
accounts/plans, comfortable with the latest technology
-Eat out frequently at fast food or family restaurants to accommodate their busy lifestyle
-Especially enjoy bowling, swimming, playing golf, playing video games, watching movies 
rented via Redbox, and taking trips to a zoo or theme park

LifeMode 5: GenXurban Segments

Comfortable Empty 
Nesters

In Style

Parks and Rec

Rustbelt Traditions

Midlife Constants

-Gen X in middle age; families with fewer kids and a mortgage
-Second Largest Tapestry group, comprised of Gen X married couples, and a growing 
population of retirees
-About a fifth of residents are 65 or older; about a fourth of households have retirement 
income
-Own older single-family homes in urban areas, with 1 or 2 vehicles
-Live and work in the same county, creating shorter commute times
-Invest wisely, well-insured, comfortable banking online or in person
-News junkies (read a dialy newspaper, watch news on TV, and go online for news
-Enjoy reading, photo album/scrapbooking, playing board games and cards, doing crossword 
puzzles, going to museums and rock concerts, dining out, and walking for exercise

LifeMode 6: Cozy Country Living Segments

Green Acres

Salt of the Earth

The Great Outdoors

Prairie Living

Rural Resort 
Dwellers
Heartland 
Communities

-Empty nesters in bucolic settings
-Largest Tapestry group, almost half of households located in the Midwest
-Homeowners with pets, residing in single-family dwellings in rural areas; almost 30% have 
3 or more vehicles and, therefore, auto loans
-Politically conservative and believe in the importance of buying American
-Own domestic trucks, motorcycles, and ATVs/UTVs
-Prefer to eat at home, shope at discount retail stores (especially Walmart), bank in person, 
and spend little time online
-Own every tool and piece of equipment imaginable to maintain their homes, vehicles, 
vegetable gardens, and lawns
-Listen to country music, watch auto racing on TV, and play the lottery; enjoy outdoor 
activities, such as fishing, hunting, camping, boating, and even bird watching
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LifeMode 7: Ethnic Enclaves Segments

Up and Coming 
Families

Urban Villages

American Dreamers

Barrios Urbanos

Valley Growers

Southwestern 
Families

-Established diversity--young, Hispanic homeowners with families
-Multilingual and multigenerational households featyre children that represent second-, 
third-, or fourth-generation Hispanic families
-Neighborhoods feature single-family, owner-occupied homes built at city's edge, primarily 
built after 1980
-Hard-working and optimistic, most residents aged 25 years or older have a high school 
diploma or some college education
-Shopping and leisure also focus on their children--baby and children's products from shoes 
to toys and games
-Residents favor Hispanic programs on radio or television; children enjoy playing video 
games on computers, handheld or console devices.
-Many households have dogs for domestic pets

LifeMode 8: Middle Ground Segments

City Lights

Emerald City

Bright Young 
Professionals
Downtown Melting 
Pot

Front Porches

Old and Newcomers

Hardscrabble Road

-Lifestyles of thirtysomethings
-Millennials in the middle: single/married, renters/homeowners, middle class/working class
-Urban market mix of single-family, townhome, and multi-unit dwellings
-Majority of residents attended college or attained a college degree
-Householders have ditched their landlines for cell phones, which they use to listen to 
music (generally contemporary hits), read the news, and get the latest sports updates of 
their favorite teams
-Online all the time: use the Internet for entertainment (downloading music, watching 
YouTube, finding dates), social media (Facebook, Twitter, LinkedIn), shopping and news
-Leisure includes night life (clubbing, movies), going to the beach, come travel and hiking

LifeMode 9: Senior Styles Segments

Silver and Gold

Golden Years

The Elders

Senior Escapes

Retirement 
Communities

Social Security Set

-Senior Lifestyles reveal the effects of saving for retirement
-Households are commonly married empty nesters or singles living alone; homes are singlel-
family (including seasonal getaways), retirement communities, or high-rise apartments
-More affluent seniors travel and relocate to warmer climates; less affluent, settled seniors 
are still working toward retirement
-Cell phones are popular, but so are landlines
-Many still prefer print to digital media: Avid readers of newspapers, to stay current
-Subscribe to cable television to watch channels like Fox News, CNN, and the Weather 
Channel
-Residents prefer vitamins to increase their mileage and a regular exercise regimen
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LifeMode 10: Rustic Outposts Segments

Southern Satellites

Rooted Rural

Diners & Miners

Down the Road

Rural Bypasses

-Country life with older families in older homes
-Rustic Outposts depend on manufacturing, retail and healthcare, with pockets of mining 
and agricultural jobs
-Low labor force participation in skilled and service occupations
-Own affordable, older single-family or mobile homes; vehicle ownership, a must
-Residents live within their means, shop at discount stores and maintain their own vehicles 
(purchased used) and homes
-Outdoor enthusiasts, who grow their own vegetables, love their pets and enjoy hunting 
and fishing
-Technology is cost prohibitive and complicated. Pay bills in person, use the yellow pages, 
read the newspaper and mail-order books

LifeMode 11: Midtown Singles Segments

City Strivers

Young and Restless

Metro Fusion

Set to Impress

City Commons

-Millennials on the move—single, diverse, urban
-Millennials seeking affordable rents in apartment buildings
-Work in service and unskilled positions, usually close to home or public transportation
-Single parents depend on their paycheck to buy supplies for their very young children
-Midtown Singles embrace the Internet, for social networking and downloading content
-From music and movies to soaps and sports, radio and television fill their lives
-Brand savvy shoppers select budget friendly stores

LifeMode 12: Hometown Segments

Family Foundations

Traditional Living

Small Town 
Simplicity
Modest Income 
Homes

-Growing up and staying close to home; single householders
-Close knit urban communities of young singles (many with children)
-Owners of old, single-family houses, or renters in small multi-unit buildings
-Religion is the cornerstone of many of these communities
-Visit discount stores and clip coupons, frequently play the lottery at convenience stores
-Canned, packaged and frozen foods help to make ends meet
-Purchase used vehicles to get them to and from nearby jobs
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LifeMode 13: New Wave Segments

International 
Marketplace

Las Casas

NeWest Residents

Fresh Ambitions

High Rise Renters

-Urban denizens, young, diverse, hard-working families
-Extremely diverse with a Hispanic majority, the highest among LifeMode groups
-A large share are foreign born and speak only their native language
-Young, or multigenerational, families with children are typical
-Most are renters in older multi-unit structures, built in the 1960s or earlier
-Hard-working with long commutes to jobs, often utilizing public transit to commute to work
-Spending reflects the youth of these consumers, focus on children (top market for 
children's apparel) and personal appearance
-Also a top market for movie goers (second only to college students) and fast food
Partial to soccer and basketball

LifeMode 14: Scholars and Patriots Segments

Military Proximity

College Towns

Dorms to Diplomas

-College and military populations that share many traits due to the transitional nature of this 
LifeMode Group
-Highly mobile, recently moved to attend school or serve in military
-The youngest market group, with a majority in the 15 to 24 year old range
-Renters with roommates in nonfamily households
-For many, no vehicle is necessary as they live close to campus, military base or jobs
-Fast-growing group with most living in apartments built after 2000
-Part-time jobs help to supplement active lifestyles
-Millennials are tethered to their phones and electronic devices, typically spending over 5 
hours online every day tweeting, blogging, and consuming media
-Purchases aimed at fitness, fashion, technology and the necessities of moving
-Highly social, free time is spent enjoying music and drinks with friends
-Try to eat healthy, but often succumb to fast food
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APPENDIX C – STRATEGY ACTION MATRIX  

FOCUS AREA: PROGRAMS 

GOAL: INCREASE PARTICIPATION, PROVIDE TIERED LEVELS OF SERVICE, AND MEET COST 
RECOVERY TARGETS. 
Strategy 1:  Establish Membership Tiers driven by cost recovery range desired (conduct a Global 
Membership Review)  

Lead: Tracey Gauthier 

Tactic 
Responsible 

Party 

Target 
Completion Date 

/ Measure 

Core 
Values 

Budget 
Outlay 

Form a membership team to evaluate the 
membership structure across the P&O Division.   
Evaluate and make recommendations for the 
following:  

- Need for Family/Household 
memberships 

- Month to Month versus Month 
membership 

- Combine memberships across all of the 
department 

- Coupons and cross promotion for 
services and products for memberships 

- Add value to memberships:  
- What should be included?  
- Drop in childcare  
- Early bird registration 
- First preference for rentals   

- Identify any discounts we want to 
propose (Ensure standardization in 
discount tiers provided)  

- Student discount?  
- Military Discount?  
- Family discount?  
- Free Day passes with purchase 

of memberships 
- Should we offer incentives to get people 

to join like give free day pass (Yes) 

Cathy / 
Tracey  

(Shirley) 

Year 1 (Aug 2018) 
/ Membership 

recommendations 
rolled out 

Legendary 
Guest 

Experience 
 

Free Memberships for Staff.  Recommendation 
for P&R Staff to receive free memberships while 
employed with the City.  All recommendations 
have been submitted. At the director level now. 
(Alternate option to provide tiered levels of 
discount based on staff tenure and experience? 
Could there also be an option for discounted 
memberships for other city employees e.g. 25%) 

Tracey / 
Director 

Year 1 June 
2018) / Discounts 

and Free 
memberships 

provided 
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FOCUS AREA: PROGRAMS 

GOAL: INCREASE PARTICIPATION, PROVIDE TIERED LEVELS OF SERVICE, AND MEET COST 
RECOVERY TARGETS. 
 

Strategy 2:  Develop Business plans for each recreation center (using ESRI’s BAO customized drive time 
audience data)  

Lead: Tracey Gauthier / Harry Young  

Tactic 
Responsible 

Party 

Target 
Completion 

Date / Measure 
Core Values 

Budget 
Outlay 

Develop format for business plan for rec 
centers (PROS can provide samples); 

Tracey/ Harry 

May 2018 

May 2019 / 
Develop at 

least 1 business 
plan every six 

months or 
complete all 
recreation 

center business 
plans within 1 

year; 
undertake 1 
business plan 

(e.g. 
Kempsville) 
within first 3 

months to 
establish 
baseline 

standard and a 
go-by for all 
other plans. 

Innovation 

Empowerment 
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Strategy 2 (cont’d):  Develop Business plans for each recreation center (using ESRI’s BAO customized 
drive time audience data)  

Lead: Tracey Gauthier / Harry Young 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / Measure 
Core Values 

Budget 
Outlay 

Disseminate Power BI documents which 
illustrate the demographics of each center 
within 15 minute drive time.   Information 
already available.  Need to disseminate 
information and plan strategically.  Set goals 
for center including Coordinators, 
Supervisors and Rec Spec II’s which touch 
each center. 

Coordinators of 
Recreation 

centers 

 

December 2019 
Inclusion  

Adjust business plans yearly to allow for 
changing demographics and market trends 

All 
Coordinators 

ongoing yearly 
Innovation 

Empowerment 
 

Develop & institute Community Involvement 
Business Plans that include diverse 
stakeholders for all appropriate 
facility/programmatic initiatives (this could 
be an action into the rec centers’ and other 
P&O work unit business plans). 

Mike Leigh Year 1 

Stewardship 

Customer 
Service 

Inclusion 

Innovation 

Empowerment 

 

Community Involvement Business Plans - 
Increase internal divisional collaboration and 
in order to achieve increased participation in 
community outreach 

Mike Leigh Year 2 

Stewardship 

Customer 
Service 

Inclusion 

Innovation 

Empowerment 

 

Community Involvement Business Plans - 
Increase opportunities for diverse community 
input and involvement at various levels. 

Mike Leigh Year 3 

Stewardship 

Customer 
Service 

Inclusion 

Innovation 

Empowerment 
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FOCUS AREA: PROGRAMS 

GOAL: INCREASE PARTICIPATION, PROVIDE TIERED LEVELS OF SERVICE, AND MEET COST 
RECOVERY TARGETS. 
 

Strategy 3: Utilize Data to Enhance Program and Facility Performance  

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core Values 
Budget 
Outlay 

Implement Quality Improvement & Assessment 
System for Youth Programs P & O Division-wide 

Work with Purchasing to submit RFP (Harry/Brandi) 

Begin Phase I (Harry/Anitra) (Train the Trainer, 
assessments, etc.) 

Harry / 
Colleen 

Year 1 

Innovation 
Empowerment 

Legendary 
Guest 

Experience 

 

Phase II of Quality Improvement & Assessment 
System for Youth Programs P & O Division-wide - 
additional sites 

Harry / 
Colleen 

Year 2 

Innovation 
Empowerment 

Legendary 
Guest 

Experience 

 

Phase III of Quality Improvement & Assessment 
System for Youth Programs P & O Division-wide - 
additional sites 

Harry / 
Colleen 

Year 3 

Innovation 
Empowerment 

Legendary 
Guest 

Experience 
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FOCUS AREA: PROGRAMS 

GOAL: INCREASE PARTICIPATION, PROVIDE TIERED LEVELS OF SERVICE, AND MEET COST 
RECOVERY TARGETS. 
 

Strategy 4:  Evaluate a regional approach for Early Childhood and Child Watch (i.e. Drop-in care) 
program  

Lead: Harry Young / Shannon Moore 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core 
Values 

Budget 
Outlay 

Evaluate current Drop In childcare trending and cost 
recovery.  Make recommendations for this program 
based on data and goals and objectives 

Shannon 
September 

2018 

Legendary 
Guest 

Experience 
 

Utilize drive-times (BAO / ESRI) to ensure access 
within a 10 minute walk to a park and a driving 
distance of 13-15 minutes for all community centers 

Shannon 
September 

2018 

Legendary 
Guest 

Experience 
 

Updated Early Childhood Plan to include marketing 
component (utilize City Growth Smart Team) 

Harry 
September 

2018 

Legendary 
Guest 

Experience 
 

Update Early Childhood Plan (to include Marketing) 
and continue working with GrowSmart office on 
regional approach 

Harry/Ed/Iris May 2018 
Legendary 

Guest 
Experience 
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FOCUS AREA: PROGRAMS 

GOAL: INCREASE PARTICIPATION, PROVIDE TIERED LEVELS OF SERVICE, AND MEET COST 
RECOVERY TARGETS. 
 

Strategy 5:  Expand collection of user data for non-registered programs (e.g. special events attendance) 

Lead: Rick Rowe 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core 
Values 

Budget 
Outlay 

Identify and implement, as appropriate, current 
national best practices for collecting accurate and 
defendable attendance data for non-registered 
events/programs (Use of an app e.g. HAPPiFEET – 
www.keephappifeet.com; use of tablets by staff on 
site) 

Rick Rowe 

Year 1 - 
August 
2018/ 

Included in 
Consultant 

Findings and 
Final Report 

Inclusion, 
Legendary 

Guest 
Experience, 
Innovation 

TBD 

Continue current attendance data collection 
practices (including some recognized as a national 
best practice) such as staff guest counts for smaller 
non-registered events/programs and staff guest car 
counts for larger events 

Rick Rowe Ongoing 

Inclusion, 
Legendary 

Guest 
Experience, 
Innovation 

N/A 

Better utilize the attendance/use data being 
collected by the SOOFA Unit installed at the Kids 
Cove Playground Area at Mount Trashmore Park 

Rick Rowe 

May 2018/ 

Data 
Received 

and 
Reviewed 

Inclusion, 
Legendary 

Guest 
Experience, 
Innovation 

N/A 

  

http://www.keephappifeet.com/
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FOCUS AREA: PROGRAMS 

GOAL: INCREASE PARTICIPATION, PROVIDE TIERED LEVELS OF SERVICE, AND MEET COST 
RECOVERY TARGETS. 
 

Strategy 6:  Continue to align programming to changing demographics 

Lead: Shirley Deibler  

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core 
Values 

Budget 
Outlay 

Initial Renovation Study - Big 3 & Seatack Chad/Shirley Year 1   

Continue to utilize data provided by Customer Service 
Analyst (ESRI Tapestry, Census data, Center Usage 
reports, trend analysis of market reports) 

All P & O 
Coordinators 

Year 1   

Utilize long range goals to determine 3 to 5 year plan 
(part of Business Plans) 

All P & O 
Coordinators 

Year 1-5   

Train Team Members to understand how to 
incorporate the data into building Programming Plan.  
Refer to work done in business plans once completed  

Colleen 
Wittig 

Year 1   
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FOCUS AREA: PROGRAMS 

GOAL: INCREASE PARTICIPATION, PROVIDE TIERED LEVELS OF SERVICE, AND MEET COST 
RECOVERY TARGETS. 
 

Strategy 7:  Track and communicate marketing return on investment (ROI) 

Lead: Mary Prier 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core 
Values 

Budget 
Outlay 

Utilize marketing and social media metrics (e.g 
Google Analytics, Website Metrics etc.) 

Kiara W. Ongoing 

Innovation, 
Legendary 

Guest 
Experience 

and 
Stewardship 

 

Introduce feedback mechanism to ask all registered 
participants, members and (as many as possible) 
attendees at special events about source of 
information 

Heather C. Ongoing “  

Email Metrics Heather C. Ongoing “  

Social Media Metrics Julie B. Ongoing “  

Print Metrics Mary Prier Year 1 “  

Radio Metrics Mary Prier Year 1 “  

TV Metrics Mary Prier Year 1 “  

Multimedia/Other Mary Prier Year 1 “  
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FOCUS AREA: PROGRAMMING 

GOAL: TO CONSISTENTLY PROVIDE LEGENDARY GUEST EXPERIENCES. 
 

MOVED FROM TECHNOLOGY 

Strategy 8:  Update all current and future recreation centers to be E-sports compatible 

Lead: Jane Jagodzinski 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core 
Values 

Budget 
Outlay 

Conduct feasibility study / program plan on eSports 
integration in the Recreation Centers / program 
offerings Make recommendation regarding E-Sports 
Programming 

Jane Year 1   

Meet with Andru who has experience with this to 
determine feasibility 

Jane/Andru Year 1   

Work with Rec. Services to determine possible space Jane/Shannon Year 1   

Outline rec. center needs for connectivity -  this will 
determine future steps 

Jane/IT team Year 1   
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FOCUS AREA: CUSTOMER SERVICE  

GOAL: TO CONSISTENTLY PROVIDE LEGENDARY GUEST EXPERIENCES. 
 

Strategy 1:  Conduct Legendary Guest Experience audits by site 

Lead: Andru Fratarcangeli 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core 
Values 

Budget 
Outlay 

Develop standardized surveys / site audit formats and 
customize to various areas 

Angela Ongoing 
Legendary 

Guest 
Experience 

 

Site Audits/Rec Centers Brynn D. Year 1 
Legendary 

Guest 
Experience 

 

Site Audit/OST Brynn D. Year 2 
Legendary 

Guest 
Experience 

 

Site Audit/Sports Management Brynn D. Year 3 
Legendary 

Guest 
Experience 

 

Site Audit/Parks and Natural Areas Brynn D. Year 4 
Legendary 

Guest 
Experience 

 

Site Audit/Aquatics Brynn D. Year 5 
Legendary 

Guest 
Experience 

 

Accommodation Service Surveys 
Angela / 
Colleen 

Ongoing 
Inclusion 

Cust/Svc 
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FOCUS AREA: CUSTOMER SERVICE  

GOAL: TO CONSISTENTLY PROVIDE LEGENDARY GUEST EXPERIENCES. 
 

Strategy 2:  Undertake a Customer Journey Mapping system-wide (utilize McKinsey model) 

Lead: Andru Fratarcangeli 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core 
Values 

Budget 
Outlay 

Surveying existing customer touch points Andru/Angela Ongoing 
Legendary 

Guest 
Experience 

 

Implementing Onboarding Surveys Andru Year 1 
Legendary 

Guest 
Experience 

 

Standardizing Potential Member Tours Brynn Year 1 
Legendary 

Guest 
Experience 

 

Online Customer Journey-Google Analytics Kiara Year1 

Legendary 
Guest 

Experience, 
Innovation 

 

Develop other Customer Service KPIs, in addition to 
NPS scores e.g. HAPPiFEET can provide KPIs based on 
staff response rates and Star Ratings similar to Uber 

Andru/Brynn 
Ongoing / 1 

KPI 
annually 

Legendary 
Guest 

Experience 
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FOCUS AREA: CUSTOMER SERVICE 

GOAL: TO CONSISTENTLY PROVIDE LEGENDARY GUEST EXPERIENCES. 
 

Strategy 3:  Build a common language department-wide 

Lead: Michael Kirschman 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core 
Values 

Budget 
Outlay 

Create a Department Common Language Guide 

• Informally started with Strategic Plan efforts 
& small document started for CAPRA 
reference 

• Obtain examples via NRPA Connect 
• Potential Focus groups 

Michael 
Kirschman 

Year 1 

Legendary 
Guest 

Experience 

Inclusion 

 

Develop Common Language Guide communication 
strategies and accessibility (training, posting on 
VBNet, New Employee Training, etc.) 

Michael 
Kirschman 

Year 1 

Legendary 
Guest 

Experience 

Inclusion 
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FOCUS AREA: CUSTOMER SERVICE 

GOAL: TO CONSISTENTLY PROVIDE LEGENDARY GUEST EXPERIENCES. 
 

Strategy 4:  Ensure greater consistency between, Full Time, Part Time, Seasonal and volunteer staff 
training 

LeadHR Coordinator 

Tactic Responsible Party 

Target 
Completion 

Date / 
Measure 

Core Values 
Budget 
Outlay 

Define and develop updated onboarding 
process centered on Culture, Values and 
Customer Focus (Designating ample time 
for onboarding) 

Director/Administrators Year 1 

Legendary 
Guest 

Experience, 
Empowerment, 

Innovation, 
Inclusion, 

Stewardship 

 

Establish Department/Division Required 
Training 

HR Coordinator Year 1 
Legendary 

Guest 
Experience 

 

Review Departmental Volunteer Training 
to ensure consistency with Offices of 
Volunteers 

Margaret S.-R. Year 1 
Legendary 

Guest 
Experience 

 

Expand Inclusion and Diversity training Colleen W. Year 1 

Legendary 
Guest 

Experience, 
Inclusion 

 

Expand Legendary Guest Experience 
training 

Brynn D. Year 1 
Legendary 

Guest 
Experience 

 

Train the Trainer on Fraud, Waste and 
Abuse 

HR Coordinator Year 2 

Legendary 
Guest 

Experience, 
Stewardship 
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FOCUS AREA: CUSTOMER SERVICE 

GOAL: TO CONSISTENTLY PROVIDE LEGENDARY GUEST EXPERIENCES. 
 

Strategy 5:  Incentivize people to join via promotions, giveaways etc. (i.e. Free Day pass) 

Lead: Tracey Gauthier 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core 
Values 

Budget 
Outlay 

Customer Service and Customer Retention Team 
Member ideas for incentives 

Eyal/Anthony 
September 

1 

Legendary 
Guest 

Experience 
 

Work with MRD unit and new Coordinator on 
collaborative strategies for existing members and 
gaining potential new members 

Cathy and 
Mary Prier 

One year 
Legendary 

Guest 
Experience 

 

Work with all programming units for large center 
special events 

All 
Coordinators 

One year 
Legendary 

Guest 
Experience 

 

Work on welcome packet for rec centers, skate 
parks, dog parks and other rental opportunities.  
Determine what should go in the welcome packet; 
coupons cross promotion piece 

Brynn/Cathy 
December 

2018 

Customer 

Service 
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FOCUS AREA: CUSTOMER SERVICE 

GOAL: TO CONSISTENTLY PROVIDE LEGENDARY GUEST EXPERIENCES. 
 

Strategy 6:  Develop mechanisms to support greater staff empowerment  

Lead: Shirley Deibler 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core 
Values 

Budget 
Outlay 

Define the concept of Empowerment (establish 
difference between empowerment, accountability, 
and leadership) and weave that in the onboarding 
process 

Shirley Year 1   

Obtain buy-in and support of Empowerment 
philosophy from Director and Administrators 

Shirley Year 1   

Departmental completion of Roles & Responsibilities / 
Incorporation into job descriptions/postings 

HR 
Coordinator 

Year 1   

Develop Empowerment Guidance utilizing Roles and 
Responsibilities information and weave that in the 
onboarding process 

Shirley 
Year 1 (into 

Year 2) 
  

Develop Empowerment communication strategies and 
accessibility (training, posting on VBNet, New 
Employee Training, etc.) 

Shirley 
Year 2 (end 

of) 
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FOCUS AREA: CUSTOMER SERVICE 

GOAL: TO CONSISTENTLY PROVIDE LEGENDARY GUEST EXPERIENCES. 
 

Strategy 7:  Create a welcoming environment in the centers 

Lead: Cathy Staples 

Tactic 
Responsible 

Party 

Target 
Completion Date 

/ Measure 

Core 
Values 

Budget 
Outlay 

Provide Vending Machines and / or concessions 
with healthy snacks and drinks Completed 

Cathy 

April 1st / Offer at 
least 30% if not 

higher percentage 
of healthy 
offerings 

Legendary 
Guest 

Experience 
 

Research and offer appropriate Legendary Guest 
Experience trainings for staff 

Eyal/Anthony 

September 15th / 
Identify by 

September 15th 
and provide by 

year end 

Legendary 
Guest 

Experience, 
Innovation 

 

Develop Legendary Guest Experience talking 
points and cues for staff 

Cathy / 
Brynn 

November 15th 
Legendary 

Guest 
Experience 

 

TV’s on the walls with information on programs 
and services.  Moving one of the 1st floor TV’s at 
Williams Farm to the 2nd floor. 

Chris K April 15th 

Legendary 
Guest 

Experience   
Innovation  
Technology 

 

Implement recommendations from the Aesthetic 
Study to enhance the center’s visual appeal 
(e.g. Aesthetically Painting Key Walls) 

Chris K 

November 1st / 
implement at 

least 3 
recommendations, 

as appropriate 

Legendary 
Guest 

Experience, 
Innovation 

 

Create Welcome packets for the Recreation 
centers which either highlight or coupon other 
programs and facilities that we offer 

Brynn/Cathy December 2018 
Legendary 

Guest 
Experience 
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FOCUS AREA: TECHNOLOGY 

GOAL: TO CONSISTENTLY PROVIDE LEGENDARY GUEST EXPERIENCES. 
 

Strategy 1:  City / IT and Parks & Rec to develop a consolidated technology needs assessment / action 
plan 

Lead: Shane Hughes 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core Values 
Budget 
Outlay 

Continue to identify Departmental needs through 
existing IT Tiger Team 

IT Tiger 
Team 

Ongoing 

Innovation, 
Legendary 

Guest 
Experience, 
Stewardship, 

Inclusion 

 

Create a new IT Budget Unit to streamline 
purchasing and better manage inventory and achieve 
efficiencies 

Maile H. 
Year 1 / IT 
budget unit 

created 

Legendary 
Guest 

Experience, 
Stewardship, 
Innovation 

 

Research and Pilot Tablet/Mobile Solutions 
IT Tiger 
Team 

Year 2 

Legendary 
Guest 

Experience, 
Innovation 

 

Department to demonstrate the cost-benefit of 
technology for increased revenue generation 

Shane H. 

Ongoing / 
Cost benefit 

analysis 
developed 
annually 

Stewardship  

Develop annual Technology Trends Report (Industry 
Related) – cite source, if possible. 

IT Unit 

Ongoing / 
Annual 
Report 

developed 

Legendary 
Guest 

Experience, 
Innovation 
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FOCUS AREA: PARKS, TRAILS, & FACILITIES 

GOAL: CONTINUE TO ENHANCE TIERED LEVELS OF SERVICE AND GROW (BE ACCESSIBLE). 
 

Strategy 1:  Assess efficiencies of spaces and utilization rates 

Lead: Tracey Gauthier 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core Values 
Budget 
Outlay 

Investigate possibility of Indoor Adult Athletic 
League Games being held at the Recreation 
Centers to utilize available space. 

Sports 
Management 

(Jane 
Jagodzinski) and 

Fitness and 
Athletics (Jamila 

Godfrey) 

Year 1 

Innovation 
Stewardship 
Legendary 

Guest 
Experience 
Inclusion 

 

Streamline School Use Request Process for school 
facilities and fields 

OST (Harry 
Young) 

and Sports 
Management 

(Eddy Hendricks) 

Ongoing 

Meet twice 
a year 

Stewardship 
Legendary 

Guest 
Experience 

 

Ensure adequate use of recreation center space 
with all programming units within the centers. 
All units should be represented at meeting prior 
to each rental timeframe. 

Cathy/Tracey - 
Center 

Supervisors to 
facilitate 

meeting. All 
other units 

should send a 
rep 

Ongoing 
meet 

quarterly 

Stewardship 

Legendary 
Guest 

Experience 

Inclusion 

 

Space Utilization - Define and/or create of 
percentage of space utilization for Members for 
open-use vs. programmed time 

Tracey Year 1 

Stewardship 

Legendary 
Guest 

Experience 

 

Improve the coordination and scheduling of Park 
facilities and amenities for Department programs 
- Continue to identify off-peak public use times 
that can better support the programs and not 
conflict with other public uses and/or impact 
Park System use/rental revenue 

Mike Parkman 
and Rick Rowe 

Year 1 - Re-
Start 

Quarterly 
Review 

Meetings 

Inclusion, 
Legendary 

Guest 
Experience 
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FOCUS AREA: PARKS, TRAILS, & FACILITIES 

GOAL: CONTINUE TO ENHANCE THE TIERED LEVELS OF SERVICE AND GROW (BE 
ACCESSIBLE). 
 

Strategy 2:  Continue to conduct a lifecycle management assessment for all assets system wide 

Lead: Chad Morris (PDD) 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core 
Values 

Budget 
Outlay 

Develop combined recognition of athletic complexes’ 
sports tourism impact to the City of Virginia Beach 
general fund, justifying dedication of TIP funding 
sources to develop a CIP program for future turf 
replacement. 

Jane 
Jagodzinski 

/PDD 

within 2 
years 

  

Ensure all assets are cataloged and tracked 
consistently to ensure lifecycle replacements can be 
achieved and that funding can be planned/requested 
efficiently. 

PDD/LM 
within 1 

year 
  

Ensure all processes for procurement and disposal of 
all assets are followed. 

Administrators 
within 1 

year 
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FOCUS AREA: PARKS, TRAILS, & FACILITIES 

GOAL: CONTINUE TO ENHANCE THE TIERED LEVELS OF SERVICE AND GROW (BE 
ACCESSIBLE). 
 

Strategy 3:  Update all maintenance management plans 

Lead: Frank Fentress 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core 
Values 

Budget 
Outlay 

Update based on CAPRA Standards requirements Kevin 
November 
30th, 2018 

Stewardship  
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FOCUS AREA: PARKS, TRAILS, & FACILITIES 

GOAL: CONTINUE TO ENHANCE THE TIERED LEVELS OF SERVICE AND GROW (BE 
ACCESSIBLE). 
 

Strategy 4:  Enhance trail connections and connectivity 

Lead: Chad Morris (PDD) 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core 
Values 

Budget 
Outlay 

Leverage local funding with matching grant 
opportunities for trail connectivity. 

PDD Current   

Consider all types of connectivity (recreation, alt. 
transportation, on road/off road) users, and surface 
types (mulch, dirt, asphalt, etc.) when planning for 
bikeways and trails. 

PDD 1 year   

Ensure Bikeways and Trails Plan Update reflects 
community needs 

PDD 1 year   
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FOCUS AREA: PARKS, TRAILS, & FACILITIES 

GOAL: CONTINUE TO ENHANCE THE TIERED LEVELS OF SERVICE AND GROW (BE 
ACCESSIBLE).  
Strategy 5:  Conduct a special events facility feasibility study to identify need outside of the oceanfront 
Lead: Rick Rowe 

Tactic Responsible 
Party 

Target 
Completion Date 

/ Measure 
Core Values Budget 

Outlay 
Develop and advertise RFP with Purchasing to 
secure Consultant/Contractor with significant 
Parks and Recreation experience to conduct a 
Feasibility Study and Program Analysis for the 
following key areas: 

1. Large Special Events in City Parks - 
current national trends 

2. Analysis of current special events being 
held and/or planned in the City Park 
System 

3. Analysis of current large special events 
being conducted and/or planned at the 
VB Oceanfront, VB Town Center, and 
other Regional Cities (as appropriate) 

4. Identify additional large special event 
opportunities that can and/or should be 
held outside the Oceanfront, Town 
Center, and other Regional Cities - in 
the City Park System 

5. Outdoor and Adventure Programs 
conducted in a comparable Park System 
- current national trends 

6. Analysis of current outdoor programs 
being held and/or planned in the City 
Park System 

7. Analysis of current outdoor or adventure 
programs being conducted and/or 
planned by others in the Region 

8. Identify additional outdoor or adventure 
programs that can and/or should be 
held in the City Park System 

9. Analyze current Park Events and 
Programs (PEP) Staffing and Budget - 
and provide recommendations for 
adequate resource allocations to 
support future special events and 
outdoor programs 

10. Identify current national best practices 
for collection of accurate and 
defendable attendance/use data for 
non-registered events/programs 

Rick Rowe 
Year 1 - August 
2018/Consultant 

Findings and 
Final Report 

Inclusion, 
Legendary 

Guest 
Experience, 
Innovation, 
Stewardship  

TBD 
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FOCUS AREA: PARKS, TRAILS, & FACILITIES 

GOAL: CONTINUE TO ENHANCE THE TIERED LEVELS OF SERVICE AND GROW (BE 
ACCESSIBLE). 
 

Strategy 6:  Reposition existing Regional Recreation Center by themes 

Lead: Colleen Wittig and Carol Fernheimer 

Tactic 
Responsible 

Party 

Target 
Completion 

Date / 
Measure 

Core 
Values 

Budget 
Outlay 

Initial Renovation Study - Big 3 & Seatack Chad/Shirley Year 1 Stewardship  

Continue to utilize data provided by Customer 
Service Analyst (ESRI Tapestry, Census data, Center 
Usage reports, trend analysis of market reports) 

All P & O 
Coordinators 

Year 1   

Utilize long range goals to determine 3 to 5 year plan 
(part of Business Plans) 

All P & O 
Coordinators 

Year 1 

Stewardship 

Legendary 
Guest 

Experience 

Inclusion 

 

Utilize business plan data and assess current program 
offerings and participation trends by demographics 
and participant group at each center - does one have 
a niche? What do they do well? 

 

Tracy and 
Center 

Coordinators 
Year 1 Stewardship  

Research the feasibility of changing the name of the 
center to better align with what its offerings are 
(fitness, recreation, child care, senior?) 

All P&O 
Coordinators 

Year 1 
Legendary 

Guest 
Experience 
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