Agenda
Planning and Policy Committee
West Olive Administration Building - Board Room and YouTube
12220 Fillmore Street, West Olive, Michigan 49460
Tuesday, February 11, 2025
9:00 AM

Public Comment
Approval of Agenda
Consent Resolutions:

I. Approval of the minutes from the January 14, 2025, Planning and Policy Committee

Meeting.

Agenda and Action Requests:

I. Purchase of Development Rights Program 2025 Scoring Criteria

Suggested Motion:
To approve and forward to the Board of Commissioners the 2025 Purchase of Development
Rights Scoring.

2. Grand Haven Area Convention and Visitors Bureau Agreement

Suggested Motion:
To approve and forward to the Board of Commissioners the agreement to join the Grand
Haven Area Convention and Visitors Bureau Assessment District.

Health and Human Services Updates:

l. Community Action Agency, Jennifer Brozowski
2. Department of Veterans Affairs, Jason Schenkel
3. Community Mental Health, Dr. Michael Brashears
4. Department of Public Health, Adeline Hambley

5. Ottawa Food, Sierra Schuetz
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Committee Report

l. Campbell Plant — Rich Houtteman, Consumers Energy

Public Comment

Adjournment at Call of the Chairperson

Note: Public Comments on the day’s business are to be limited to three (3) minutes.
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DATE:

TIME:

PLACE:

PRESENT:

PP 25-001

PP 25-002

PP 25-003

PP 25-004

PLANNING AND POLICY COMMITTEE

Proposed Minutes

January 14, 2025
9:18 a.m.
Fillmore Street Complex

Jim Barry, Jordan Jorritsma, Douglas Zylstra, Jacob Bonnema, Joe Moss, Kendra Wenzel,
John Teeples, Sylvia Rhodea, Philip Kuyers, Josh Brugger, Allison Miedema. (11)

SUBJECT: PUBLIC COMMENT
1. Lori Burks-Georgetown Township
SUBJECT: APPROVAL OF AGENDA

Motion: To approve the agenda of today.
Moved by: Moss UNANIMOUS

SUBJECT: CONSENT RESOLUTIONS

Motion: To approve the minutes from the December 3, 2024, Planning and Policy
Committee Meeting and the December 17, 2024, Health and Human Services Meeting.
Moved by: Moss UNANIMOUS

SUBJECT: ELECTION OF COMMITTEE VICE CHAIR

Motion: To elect Jim Barry as Vice Chairperson of the Planning and Policy Committee
for 2025.
Moved by: Bonnema

Motion: To elect Sylvia Rhodea as Vice Chairperson of the Planning and Policy
Committee for 2025.
Moved by: Miedema

Roll Call Vote:

Teeples-Barry Moss-Rhodea
Barry-Barry Bonnema-Barry
Rhodea-Rhodea Zylstra-Barry
Wenzel-Rhodea Miedema-Rhodea
Jorritsma-Barry Brugger-Barry

Kuyers-Barry

With 7 votes, Jim Barry is elected as Vice Chairperson of the Planning and Policy
Committee for 2025.
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PP 25-005

PP 25-006

PLANNING AND POLICY COMMITTEE 1/14/2025

SUBJECT: OTTAWA COUNTY PARKS FOUNDATION PROJECT AGREEMENT FOR
ROSY MOUND EXPANSION

Motion: To approve and forward to the Board of Commissioners the Project Agreement
between Ottawa County Parks Foundation and Ottawa County Parks and Recreation
Commission for the Rosy Mound Expansion.

Moved by: Moss

The motion passed by the following votes: Yeas: Jim Barry, Josh Brugger, Doug Zylstra,
Jacob Bonnema, Kendra Wenzel, Allison Miedema, Joe Moss, Jordan Jorritsma, John
Teeples, Sylvia Rhodea, Phil Kuyers. (11)

SUBJECT: HISTORIC OTTAWA BEACH, WEST MICHIGAN PARK ASSOCIATION,
VANDYK PARKING LICENSE

Motion: To approve and forward to the Board of Commissioners the License Agreement
to provide access and parking for West Michigan Park Association, VanDyk lot (O North
Park Avenue), or one substantially similar.
Moved by: Moss
The motion passed by the following votes: Yeas: Jacob Bonnema, Jordan Jorritsma,
Josh Brugger, Allison Miedema, Kendra Wenzel, Jim Barry, Sylvia Rhodea, Joe Moss,
Doug Zylstra, John Teeples, Phil Kuyers. (11)

SUBJECT: HEALTH AND HUMAN SERVICES UPDATES

Community Action Agency — Jennifer Brozowski gave a Community Action Agency update.

Department of Veterans Affairs - Jason Schenkel gave a Department of Veterans Affairs
update.

Community Mental Health — Dr. Michael Brashears gave a Community Mental Health
update.

Department of Public Health — Adeline Hambley gave a Public Health update.

Department of Health and Human Services- Kendra Spanjer gave a Department of Health
and Human Services update.

SUBJECT: PUBLIC COMMENT

1. Becky Patrick-Allendale Township

2. Virginia Greenlee-Park Township

3. Beth VanHoven-Georgetown Township

SUBJECT: ADJOURNMENT

The chairperson called for adjournment at 11:20 a.m.



Action Request

Committee:  Planning and Policy Committee

Meeting Date: 02/11/2025

Requesting
4 Department:

Strategic Impact

Ottawa County | Submitted By: Paul Sachs
Where Freedom Rings Agenda
ltem:

Purchase of Development Rights Program 2025 Scoring Criteria approval

Suggested Motion:

To approve and forward to the Board of Commissioners the 2025 Purchase of Development Rights
Scoring.

Summary of Request:

In accordance with Sections 7G and 4Ci of the Ottawa County Farmland Development Rights Ordinance
13-1, the Ottawa County Agricultural Preservation Board is submitting the 2025 Scoring Criteria for
approval.

Financial Information:

Total Cost: General Fund Included in
$0.00 Cost. $0.00 Budget: [] Yes | ] No N/A

If not included in budget, recommended funding source:

Action is Related to an Activity Which lIs: [] Mandated [] Non-Mandated [] New Activity

Action is Related to Strategic Plan:

Goal: Goal 2: To Contribute to the Long-Term Economic, Social and Environmental Health of the County.

Objective: Goal 2, Objective 1: Consider initiatives that contribute to the economic health and sustainability of the County and its’ residents.

Goal 2, Objective 3: Consider initiatives that contribute to the environmental health and sustainability of the County and its’ residents.

Administration: Rarommended [CINot Recommended [Jwithout Recommendation
County Administrator: };47 e

Committee/Governing/Advisory Board Approval Date:

Form Last Revised 9/20/2017



Ottawa County
Purchase of Development Rights Program

Ottawa County Scoring Criteria
Farw Wk@m VDM %JDV\Z

The Ottawa County Farmland Development Rights Ordinance (13-1), as amended, authorizes Ottawa County to
purchase development rights to farmland from landowners who voluntarily offer those rights for sale. The purpose
of this ordinance is to protect farmland from future development. These scoring criteria are designed to prioritize
land for preservation based on specific characteristics identified by the local Agricultural Preservation Board. Each
year, parcels will be prioritized based on score; however, the Agricultural Preservation Board will also evaluate
each parcel individually and, if deemed necessary, reprioritize the applications, per Section 7F of the Ordinance.
These scoring criteria are evaluated annually and revised as needed.

1. AGRICULTURAL CONSERVATION EASEMENT PROGRAM (ACEP) SCORE

Priority is placed on applications that have a higher probability of receiving ACEP funding from the

Natural Resource Conservation Service. Further, the ACEP Ranking Form addresses a number of criteria
that are valued by Ottawa County. Total points awarded on the ACEP Ranking Form, which is included in
its most current version as an addendum to this Scoring Criteria, will be entered here. 400 points possible.

Points for Criterion 1: |:|

2. DEVELOPMENT PRESSURE

Ottawa County is the fastest growing county of the top ten most populous counties in the State. Its
population is projected to grow by 6.7% by 2030. Population density in 2022 was 534 person per square
mile. Priority is placed on preserving parcels located in townships have higher projected population growth
and density, both indicators of potential development pressure that could lead to farmland loss. 55 points

possible.

® JAMIESTOWIL.....eiiieiiiiiee ettt ettt e ettt e e ettt ee e sttt e e sttt eeesabteeesnbaeeseansbeeesnsaeessansaeessansaeessanseeeennns 55 pts
® BIENAOM ... ettt st e s te et e et e e bt e s neesnteenteenseenseenseensaens 50 pts
® TAIMAAZE ..cvveievieiieciiecie ettt et sr e e eb e e b e et e e teestbeetbeetbeesbeesbeesseessbesssessseasseenseeseesseens 45 pts
@ PATK .ttt sttt e e be et e et e e bt e s nteente e teenbeenseeseenaaens 40 pts
® ZECLANM......oiiiieiieiiecie ettt e b e e b e e beebe e be e tt e rbeeebeeebeerbeenbeereenraens 35 pts
® CTOCKETY ..ttt b et sttt s b et b e e bt et s bt e st et e bt et e sbe et enbesbeente b 30 pts
® OLIVE 1riitieetieiieit et ettt et et e s bt e e b e s b e et b e e b e e bt e ta e tbeatbeetbearb e e ba e rteetbeaebearbearbeerseetaentaenrrearres 25 pts
L 200] 031117 ) OSSPSR 20 pts
® POLKEOM ..ttt sttt ettt et et e st e b e et e et e e teestbestbeesbeesbeebaestaeasseasbeesbeerseessaetaesraeerreanres 15 pts
® WIIGNL .ttt ettt ettt bbbt ettt sbe et nbeeaeen 10 pts
L O 1T PRSPPI 5 pts

Points for Criterion 2: |:|

3. ECONOMIC IMPACT

Priority is placed on farmland that produces one or more of the many specialty crops (as defined by the
United States Department of Agriculture) that are critical to Ottawa County’s agricultural industry or
produces products in one of the top five market sectors in ag receipts (2022 Ag Census). In addition,
agricultural products that are sold locally have a greater economic impact. Note: points are awarded only
for the crop that comprises the majority of the revenue for the farm enterprise. 35 points possible.



https://www.miottawa.org/Departments/Planning/pdf/Databooks/2020PopulationEstimates_OttawaLUGs.pdf
https://www.miottawa.org/Departments/Planning/pdf/Databooks/2020PopulationEstimates_OttawaLUGs.pdf
https://www.ams.usda.gov/sites/default/files/media/USDASpecialtyCropDefinition.pdf

* Nursery/greenhouse/floriCulture/S0d. .........c.vvevireiieriierierie et 25 pts

® POUITY/EEES coveenvieiieciee ettt ettt ettt et v et te e s tbeetbeerbeesbeebe e beabaesebeseseenseessaenres 20 pts
* Fruit/tree nuts/berries or other Specialty Crops .......ccccvevvereieeiieerieeneereesieee e 15 pts
® MILK FTOIN COWS .ttt ettt et s bbb et asas e s esesasssaesssesesesesesesssnsenensssnsnssnse 10 pts
* Grains/oilseeds/dry Deans/dry PEAS.......ccecvuievrieriierieriie e e et e e ste et sre e reereereereeaeas S pts
* Products are direct marketed I0CalLY ..........cccoouriririririririeieicecec e 10 pts

Points for Criterion 3: |:|

4. CONSERVATION PRACTICES

Priority is placed on property on which conservation best practices are planned and/or implemented to
help maintain the agricultural productivity and environmental sustainability of the land. Points are
awarded for properties that have had any of the following completed or updated within the past three
years. 55 points possible.

RMS Level Conservation Plan.........c.cceoeioiieeirieeiieceesee ettt sessese et sss s ssseens 10 pts
Comprehensive Nutrient Management Plan ............cccccovcvvviiiiiiiniienienienccieeeeeeee e 10 pts
Irrigation Management Plan............cccocveiiiiieiieiiiieie ettt s e e seneenneens 10 pts
MAEAP Verified — CIOPPING ......c.ceveveiiriiiiirisiereseseteteeetessssssssssssssesesesesesesessssssssssssssssesesesesesesesesenes 10 pts
MAEAP Verified — LIVESIOCK .....c.cveveveieuririiiiriririsisieeieee ettt se s ssssssssssesesesesasas 10 pts
MAEAP Risk Assessment(s) completed (only if not MAEAP verified in any systems)............. 5 pts

Note: zero points will be awarded if the farm operation, in the last three years, has been found by the
Michigan Department of Agriculture and Rural Development to be in violation (problem not resolved
within the allotted time frame) of the Michigan Right to Farm Act or has been found to be in violation of
State environmental statutes.

Points for Criterion 4: |:|

5. FUTURE SUSTAINABILITY FOR AGRICULTURAL PRODUCTION

Priority is placed on parcels located in areas that have the greatest ability to sustain agriculture in the long
term with the least amount of conflict with neighboring landowners and competing land uses. This
approach provides the benefits of clustering for farm related land use. Points can be awarded for each of
the bullet points below that apply to the property. 55 points possible.

* Future land use planned for agriCulture............coceeeveerierieniieeie e 20 pts
* 100% of directly adjacent parcels are zoned for agriculture ..........cccooceeveevineenenenencnene 15 pts
* >2 miles from municipal Water CONNECION .........ccvvieviieriieirieeireereereereereereeseresereeeneesreesvens 10 pts
* Succession and/or Land Transfer plan is documented.............ccocouvurvrurieirnieeienenererenenneseeeenenenns 10 pts

Points for Criterion 5: |:|

Total Points Awarded:

Total Score Possible: 600 points



FOR INTERNAL USE ONLY

Purchase of Development Rights Program Scoring Criteria Overview

Ottawa County
. . e Points Points
Primary Characteristics Possible | Awarded
1. Agricultural Conservation Easement Program (ACEP) score 400
2. Development Pressure 55
3. Economic Impact 35
4. Conservation Practices 55
5. Future Sustainability for Agriculture 55
Total Points 600

Revised August 2024




Addendum

Fiscal Year 2024
ACEP-ALE
Michigan Ranking
Form
Landowner Name:
Address: State: Zip: County:
Date: Easement Acres: Total Points:
Completed by:
Verified by:

Staff from entities submitting applications for ACEP-ALE funding consideration will
determine an overall score for the parcel based on the following ranking criteria. After the
parcels have been ranked, the ACEP-ALE Coordinator will review the ranking for each
parcel. Parcels will be placed in ranked order and the State Conservationist will make
funding selections by highest ranking.

Eligibility Criteria. Check one.

1. Has prime, unique, or other productive soil (attach soils map and
documentation)

2. Contains historical or archaeological resources (attach historical documentation)

3. The enrollment of which would protect grazing uses and related conservation
values by restoring and conserving land.

National Ranking Factors

1) Agricultural Capacity. Priority is placed on productive farmland that has unique
growing characteristics as demonstrated by the presence of Prime, Unique or Statewide
Importance soils (Please round to whole numbers).

Formula: Total Acre of Prime, Unique or Statewide Important Soils X 60
Total Parcel Acres
(Score must be greater than 30 points for Eligibility Criteria 1)

(Max 60 points) Points

2) Ratio of cropland, pastureland and grassland of the parcels(s) to be protected to non-
agricultural land.

ax oints oints
(Max 15 points) Poi
100% - 85% 15 pts
84% - 70% 10pts
69% - 50% 5 pts
49% - 33% 0 pts




3) Ratio of total acres of land in the parcel to average farm size in the county according to

the most recent USDA Census of Agriculture.

Formula: Ratio = (Parcel Size/Average Farm Size per County)

(www.agcensus.usda.gov). (See Appendix A)

(Max 15 points) Points
Ratio greater than 2 15 pts
Ratio of 2 — 1.1 10 pts
Ratio of 1 or lower 0 pts

4) Percent decrease of farm and ranch land acreage in the county that the parcel is located
using the last two USDA Census of Agriculture. (See Appendix A)

(Max 10 points) Points
Decrease more than 15% 0 pts
Decrease from 15% - 10.1% 5 pts
Decrease from 10% - 5.1% 10 pts
Decrease from 5% - 0.1% 5 pts
Decrease of 0% 0 pts

5) Percent population growth in the county that the parcel is located in as documented by

the U.S. Census (www.census.gov). (See Appendix B)

(Max 10 points) Points
Growth rate less than 1.0% 0 pts
Growth rate of 1.0% - 3.0% 10 pts
Growth rate of 3.1% - 5.0% 5 pts
Growth rate more than 5.0% 0 pts

6) Population density (per square mile) of the county that the parcel is located in as

documented by the most recent U.S. Census. (See Appendix B)

(Max 10 points) Points
Density less 175 0 pts
Density of 175 - 350 10 pts
Density of 351 - 525 5 pts
Density more than 525 0 pts

7) Decrease in the percentage of acreage of permanent grassland, pasture, and
rangeland, other than cropland and woodland pasture, in the county in which the parcel

is located between the last two USDA Censuses of Agriculture.
(See Appendix A).

(Max 5 points) Points
Less than 0.0% 5 pts
Greater than 0.0% 0 pts

8) Existence of a farm or ranch succession plan or similar plan established to address

farm viability for future generations.

(Max 5 points) Points
Yes 5 pts
No 0 pts
9) Proximity of parcel to other permanently protected land, including military
installations.

(Max 20 points) Points
Parcel is adjacent to protected land. 20 pts
Parcel is not adjacent to but within 42 mile of protected land. 15 pts
Parcel is not adjacent to but is more than 2 mile to within 2 miles 10 pts
of protected land.



http://www.census.gov/

10) Proximity of parcel to other agricultural operations and agricultural infrastructure.

(Max 20 points) Points
Parcel is adjacent to other agricultural operations. 20 pts
Parcel is not adjacent to but within 2 mile of other agricultural 15 pts
operations.

Parcel is not adjacent to but is more than 2 mile to within 2 miles 10 pts
of other agricultural operations.

11) Contiguous Acres devoted to agricultural use (cropland, pasture, hayland).

(Max 20 points) Points
Larger than 150 acres 20 pts
between 150 — 100 acres 15 pts
between 100 — 50 acres 10 pts
between 50 — 30 acres 5 pts
less than 30 acres 0 pts

12) Is the parcel currently enrolled in a CRP contract set to expire within a year or is
under a CRP Transition Incentive Program (TIP)?

(Max 5 points) Points
Yes 5 pts
No 0 pts

13) Will the grassland in the parcel benefit from the protection under a long term
easement?

(Max 5 points) Points
Yes 5 pts
No 0 pts

Total National Points (200 max)

State Ranking Factors

1) Zoning
Is the location of the parcel in an area Zoned for Agricultural Use?
(Max 25 points) Points
The parcel is designated for agricultural use. 25 pts
The parcel is not designated for agricultural use. 0 pts
2) To promote the diversity of natural resources protected does the easement contain forests,
lakes, rivers, or wetlands? Check all that apply. Points
Forest greater than 10 acres. 5 pts
Wetland greater than 2 acres. 5 pts
Lake or river frontage of more than a quarter mile 5 pts
3) Road frontage (paved or gravel) adjacent to parcel to facilitate access to markets and
agricultural infrastructure. Points
No road frontage. 0 pts
Road frontage less than %4 of a mile. 5 pts
Road frontage is /4 mile or more but less than /2 mile. 15 pts
Road frontage is /2 mile or more but less 20 pts
%, of a mile.
Road frontage is %2 mile or more. 25 pts




4) To provide additional socioeconomic benefits, is any portion of the subject parcel
enrolled in the Commercial Forest Act (part 512 of NREPA), Hunter Access Program, or
will the conservation easement deed provide for the non-motorized recreational use by

members of the public? Points
Yes 10 pts
No 0 pts

5) Entity Cash Match. This is determined by the following Formula:
(Entity’s Funds)/Purchase Price

(Max 20 points) Points

50% 20 pts
49%-30% 15 pts
29% - 10% 10 pts
<10% 5 pts

6) Percent Matching Funds. This is determined by the following Formula:
(Entity’s Funds + Landowner Donation)/Appraised Fair Market Value

(Max 35 points) Points

90% - 71% 35 pts
70% - 61% 25 pts
60% - 51% 10 pts
50% 5 pts

7) Is the farm MAEAP Verified in Cropping, Farmstead and/or Livestock Systems?
Please provide copy of the verification certificate or other documentation. (Michigan
Agriculture Environmental Assurance Program — www.maeap.org)

(Max 15 points) Points
Yes 15 pts
No 0 pts
8) Multifunctional Conservation Values, Social and Economic
(Max 15 points) Points
Limited Resource Farmer or Rancher 5 pts
Veteran Farmer or Rancher 5 pts
Socially Disadvantaged Farmer or Rancher 5 pts

9) To benefit Multifunctional Conservation Values, Enhancing Carbon
Sequestration and Improving Resiliency to Adverse Weather on agricultural land.
(Max 10 points) Points

Does the agricultural operation utilize no-till, permanent hay, pasture, or 10 pts
orchard?

Does the agricultural operation utilize strip till, conservation tillage or are there
existing buffer practices installed on the farm? 5 pts

No 0 pts

10) Multifunctional Conservation Values, Historical and Archaeological
(Max 10 points) Points

Does the parcel have any known historical or archaeological significant 10 pts
sites located on the property?

Has the parcel ever had an historical or archaeological investigation by an 5 pts
archaeologist?

None 0 pts




11) Does the parcel have habitat for a Federal or State listed or Candidate for listing

Species?

(Max 10 points) Points

Yes 10 pts
No 0 pts

12) To achieve state conservation goals in farmland protection, is the parcel currently
enrolled in the Farmland and Open Space Program (P.A. 116) or similar local program?
(Max 10 points) Points

Yes 10 pts

No 0 pts

Total State Points (200 max)

Grand Total (Copy to front page)

Entity Signature Date

Appendix A. Average Farm Size, Percent Decrease in Farm Land & Percent Decrease
in Permanent Grass land. (USDA Census of Agriculture 2012 and 2017)

County Average Farm Decrease in Decrease in Permanent
Size (Acres) Farmland (%) Grassland (%)
Alcona 163 -5% -2.23%
Alger 166 18% -3.46%
Allegan 196 -15% -0.27%
Alpena 158 -6% -2.92%
Antrim 167 -13% -1.32%
Arenac 249 7% -1.38%
Baraga 271 -1% -0.60%
Barry 165 -6% -0.50%
Bay 289 8% -0.29%
Benzie 94 -10% -0.31%
Berrien 166 -8% -0.85%
Branch 303 2% -0.61%
Calhoun 223 -5% -0.37%
Cass 266 5% -0.66%
Charlevoix 110 -20% 1.77%
Cheboygan 133 -3% 1.95%
Chippewa 209 -4% 0.14%
Clare 138 -13% 1.46%
Clinton 226 -6% 0.18%
Crawford 65 7% -3.91%
Delta 232 -17% -0.21%
Dickinson 140 -23% 0.33%
Eaton 218 -6% -1.23%
Emmet 121 -1% -2.09%




County Average Farm Decrease in Decrease in Permanent
Size (Acres) Farmland (%) Grassland (%)
Genesee 151 1% -0.51%
Gladwin 128 -13% 0.03%
Gogebic 103 -9% -2.87%
Grand Traverse 102 -7% -0.61%
Gratiot 365 3% -0.74%
Hillsdale 211 -3% -0.48%
Houghton 125 -4% -1.16%
Huron 430 9% 0.62%
Ingham 195 -11% -0.51%
Ionia 245 -6% -1.04%
Iosco 139 -11% -0.83%
Iron 176 2% 2.99%
Isabella 221 12% -1.17%
Jackson 174 -12% -1.52%
Kalamazoo 196 -3% 0.50%
Kalkaska 121 5% 0.03%
Kent 156 0% -1.10%
Keweenaw 27 -25% 0.45%
Lake 129 -17% -3.62%
Lapeer 163 -6% 1.25%
Leelanau 106 -16% -0.66%
Lenawee 283 12% -0.67%
Livingston 123 4% -2.27%
Luce 139 -15% -4.60%
Mackinac 248 12% -3.18%
Macomb 182 8% -2.08%
Manistee 151 -7% 2.52%
Marquette 169 -1% -9.20%
Mason 181 8% -0.90%
Mecosta 166 -6% -1.33%
Menominee 226 -13% -2.23%
Midland 165 2% 0.63%
Missaukee 280 14% -2.36%
Monroe 193 -2% -0.02%
Montcalm 239 -3% -1.42%
Montmorency 147 7% 2.42%
Muskegon 133 -15% 0.05%
Newaygo 160 8% -3.64%
Oakland 56 -9% 0.52%
Oceana 233 -1% -0.55%
Ogemaw 238 3% -1.02%
Ontonagon 238 -T% -6.03%




County Average Farm Decrease in Decrease in Permanent
Size (Acres) Farmland (%) Grassland (%)
Osceola 166 -6% -1.88%
Oscoda 112 -3% 0.97%
Otsego 172 3% 1.60%
Ottawa 152 -8% -1.56%
Presque Isle 200 21% 1.27%
Roscommon 120 -23% -0.56%
Saginaw 262 6% 0.01%
St. Clair 332 -4% -0.49%
St. Joseph 242 -23% 6.99%
Sanilac 217 -6% -0.52%
Schoolcraft 169 1% -0.55%
Shiawassee 273 10% -0.12%
Tuscola 266 1% -0.68%
Van Buren 159 -13% -0.88%
Washtenaw 144 5% -1.03%
Wayne 40 -36% 0.30%
Wexford 132 0% -1.50%

Appendix B. Population Growth Rate & Population Density (US Census, 2010)

ion Population Population Population
County lg:'lt))lvl:?l: Rate Deflsity County Gr[())wth Rate Deflsity
Alcona -4.50% 16.2 Crawfor -2.40% 25.3
Alger -1.50% 10.5 Delta -1.40% 31.7
Allegan 2.10% 135 Dickinso -0.80% 344
Alpena -2.10% 51.8 Eaton 0.80% 187.4
Antrim -1.30% 49.6 Emmet 1.50% 69.9
Arenac -3.60% 43.8 Genesee -3.10% 668.5
Baraga -2.40% 9.9 Gladwin -1.10% 51.2
Barry 0.20% 107 Gogebic -4.40% 14.9
Bay -1.50% 243.7 Grand 4.20% 187.3
Benzie 0.00% 54.8 Gratiot -1.90% 74.7
Berrien -1.00% 276.2 Hillsdale -1.90% 78.1
Branch -3.90% 89.4 Houghto -0.40% 36.3
Calhoun -0.90% 192.8 Huron -3.30% 39.6
Cass -1.30% 106.7 Ingham 1.30% 505.1
Charlev 0.70% 62.3 Ionia 0.60% 111.9
Cheboyg -1.90% 36.6 lTosco -1.80% 47.1
Chippew -0.50% 24.7 Iron -3.80% 10.1
Clare -0.90% 54.8 Isabella 0.40% 122.8
Clinton 2.50% 133.1 Jackson -0.30% 228.4




Population Population
County Grl())wth Rate Delr)lsity
Kalamaz 3.30% 445.7
Kalkask 1.40% 30.6
Kent 4.20% 711.5
Keween 2.80% 4
Lake -1.70% 20.3
Lapeer -0.20% 137.4
Leelana 0.90% 62.5
Lenawee -0.90% 133.3
Livingst 2.50% 320.2
Luce -3.20% 7.4
Mackina -0.60% 10.9
Macomb 2.20% 1,754.90
Maniste -1.30% 45.6
Marquet 0.90% 37.1
Mason 0.40% 58
Mecosta 0.90% 77.1
Menomi -1.30% 23
Midland -0.20% 162
Missauk 1.30% 26.3
Monroe -1.50% 276.7
Montcal -0.70% 89.8
Montmo -5.00% 17.9

Comy [ cominie . | e
Muskeg 0.10% 3449
Newayg -1.20% 59.6
Oakland 2.90% 1,385.70
Oceana -1.30% 519
Ogemaw -3.10% 38.5
Ontonag -9.90% 52
Osceola -1.50% 41.5
Oscoda -3.20% 153
Otsego 0.00% 46.9
Ottawa 4.50% 468.2
Presque -2.90% 20.3
Roscom -2.10% 47.1
Saginaw -2.60% 250.2
St. Clair -1.90% 226.1
St. -0.60% 122.4
Sanilac -3.70% 44.8
Schoolcr -3.80% 7.2
Shiawas -2.50% 133.1
Tuscola -3.20% 69.4
Van -1.40% 125.5
Washten 3.40% 488.4
Wayne -3.20% 2,974.40
Wexford 0.50% 57.9

The USDA is an equal opportunity provider and employer.




Action Request

Electronic Submission — Contract # 2536

Committee: PLANNING AND POLICY

Meeting Date: 2/11/2025

e Vendor/3™ Party: GRAND HAVEN AREA CONVENTION AND VISITORS

Ottawa Count BUREAY
S Y Requesting Department: PARKS AND RECREATION

Submitted By: JESSICA VANGINHOVEN

Agenda Item: GHACVB & PARKS - AGREEMENT TO JOIN ASSESSMENT
DISTRICT

Suggested Motion:
To approve and forward on to the Board of Commissioners the agreement to join the Grand Haven Area Convention and
Visitors Bureau Assessment District.

Summary of Request:
Staff recommendation: Join the Grand Haven Area Convention & Visitors Bureau Assessment District

Background: MCL - Section 141.885-CONVENTION AND TOURISM MARKETING ACT (383 of 1980) requires a building or
combination of buildings under common ownership, operation, or management that contains 10 or more rooms used in the
business of providing dwelling, lodging, or sleeping to transient guests, whether or not membership is required for the use of
the rooms to join their area assessment district.

The Idema Explorers Camp offers facilities that are below the threshold required to opt-in to the Grand Haven area
assessment district (details below), but staff is interested in the marketing services the Grand Haven Area Convention &
Visitors Bureau provides to promote the camp on a regional and national level. Owners below a threshold can choose to opt-in
to an assessment district, but once they are joined, they are unable to leave the district.

The assessment in Grand Haven is 2%, which is applied to the room charge. This would allow an organization specializing in
tourism to promote the camp locally, regionally, and nationally at the expense of the individual utilizing the facility. While
Ottawa County Parks & Recreation staff has experience creating marketing campaigns, its focus is generally on the local
community. Staff recommend joining the assessment district for additional, specialized marketing support that does not come
at a cost to taxpayers. Attached are comparative website, social media, and digital marketing metrics and additional benefits
that illustrate the value of the reach of our local assessment district park staff compiled.

Financial Information:

Total Cost: $0.00 | General Fund Cost: $0.00 Included in Budget:

If not included in Budget, recommended funding source:

Action is Related to an Activity Which Is: Non-Mandated

Action is Related to Strategic Plan:

Administration:
Recommended by County Administrator: }%7 P g._« 2/5/2025 3:03:47 PM

Committee/Governing/Advisory Board Approval Date:  2/11/2025
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CONVENTION &
VISITORS BUREAU

AGREEMENT TO BE SUBJECT TO P.A. 59

The undersigned, being the owner or manager of a building or combination
of buildings, which is within the Grand Haven Area Convention & Visitors
Bureau, Inc. assessment district, has less than 10 rooms, and otherwise
meets the definition of transient facility, (as that term is defined in Act 59 of
the Public Acts of the State of Michigan of 1984) HEREBY AGREES in
writing to be subject to the assessment levied by the Grand Haven Area
Convention & Area Visitors Bureau, Inc. pursuant to Public Act 59.

The undersigned agrees that his or her building or combination of buildings
shall be considered a transient facility for the purpose of Public Act 59.

The undersigned owner and his or her transient facility shall participate in the
marketing program for the Grand Haven Area Convention & Area Visitors
Bureau, Inc. assessment district and shall remain subject to the assessment
unless the assessment is discontinued as provided in section 8 of Act 59.

11/20/24
Date:

S N Ottawa County, acting by and through its Parks & Recreation Commission

Signature: &/_V)M

Print Name: Jason D. Shamblin; Director

Number of Rooms | Units; _8

512 Washington Avenue, Grand Haven, Ml 49417
Phone 616.842.4499
www _visitgrandhaven.com



OTTAWA COUNTY

By:

John Teeples, Chairperson Date
Board of Commissioners

By:

Justin F. Roebuck, Clerk/Register Date




Grand Haven Area Convention & Visitors Bureau

Below are comparative website, social media, and digital marketing metrics that illustrate the value of

the reach of our local assessment district.

Metric comparison

OCPRC GHACVB
Website
Total Page Views (2023) 704,889* 1,273,726
Website users-US (2023) nfa — do not track 476,350
Website users-MI (2023) hfa — do not track 168,542
Website users-International (2022) nfa — do not track 101,185
Top states interested in travel to GH | n/fa — do not track See below™™
Traffic source-organic search h/a — do not track 335,750
Traffic source-direct h/a — do not track 107,041
Traffic source-social media n/a — do not track 6,169
OCPRC GHACVB
Social Media
Facebook likes 19,231 72,550
Facebook top posts-reach 20-120,000 63,900-103,700
Facebook top posts-likes/reactions 400-1,100 1,000-8,800
Facebook top posts-comments 50-100 64-347
Instagram followers 4,274 35,410
X followers (formerly Twitter) n/a 6,454
Youtube-views 8,336 177,490
Pinterest followers 3 1,500
E-marketing
Monthly e-mail 14,597 18,000
Digital Advertising (external
agency)
Booked impressions (views) h/a 974,484
Delivered impressions n/a 1,719,549
Clicks n/a 10,460

704,889* is an estimate using an average of 58,740/month. OCPRC actual data is 234,963 from June 15, 2023 — Sep
30, 2023 The full year is not able to be reported, due to a change with Google Analytics.

**Top states with visitors interested in travel to Grand Haven Area — GHAVCB: Michigan, New York, lllinois, Virginia,
Ohio, Indiana, Georgia, Florida, Pennsylvania, Texas

Additional Benefits of an Assessment Payer

Page 1 of 2



Annual/monthly assessment comparison

Concierge-style service (phone calls/walk-ins/emails)

Visitor questions receive response within 24hrs

Summer weekly occupancy report

Identify and assess risks that may jeopardize the Grand Haven Area's image and/or brand as a
tourism destination. Work with local leaders to resolve current and prospective issues.

Annual marketing report, third-party audit, and meeting opportunity.

Lodging listing with images, content, and hot-linked phone, email, and website.

Participation and support of the Grand Haven Area Destination Marketing Organization initiative
fosters continued/future collaboration and advocacy for the travel and tourism industry.
Content creation/promotion, such as social media and blog posts, where we highlight area
businesses and attractions.

Local, State, National, and International Media Leads (photos, movies, interviews, fact-
checking, location scouting, custom-built itineraries, local contacts, etc.).

Tourism-related legislative oversight

Page 2 of 2
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Tourism Marketing
Program 2024

CONVENTION & VISITORS BUREAU



GRAND HAVEN AREA
CONVENTION & VISITORS BUREAU

OBJECTIVE:
To market the Grand Haven area as a tourism destination with a
concentration on the fall, winter and spring seasons.

Grand Haven Area. Grand Haven, Spring Lake, Allendale, Coopersville, West Qlive,
Ferrysburg

SERVICES:

The CVB provides travel information to visitors. This information
includes details on safe travel options to assessment paving lodging
properties as well as all fourism related businesses and atiractions.
The CVB provides this travel planning information by way of phone,
emall, web and through the visitors center.

The CVB marketing plan focuses towards a more balanced year
around business by frying to generate interest in the “off-season.”

The CVEB considers marketing cooperatives and alliances with local,
regional and statewide tourist organizations.

The CVE integrates the use of technology to facililate the growth and
accessibility of its assessment payers and that of all tourism related
businesses and attractions.

The CVEB works o enhance the quality of life in the Grand Haven area
by speaking on behalf of the importance of tourism and cultural
entities.

The CVB informs the public, government officials and media on the
economic advantages of the tourism industry; as well as the activities
of the CVE on behalf of tourism indusiry.

The CVB works as an advocate for tourism and its related businesses.

The CVEB conducts “Familiarization” tours for Travel Michigan, {ravel
writets, photographers, news media and tour groups.

The CVB supports festivals, tournaments and special events via
customer service and publicity.

The CVEB staff works o involve its members in assisting with the
direction the marketing goals of the CVEB.



THE FUTURE: INCREASE THE BOTTOM LINE FOR
AREA TOURISM BUSINESSES

8 Assisting individuals with safe travel information about the area
8 Increasing off-season activity

8 Use the CVB website to promote area year-around destination;
focusing on the businesses and overall destination appeal

g Market travel getaways fo magazines, newspapers and niche markets
g Promofe activities that are not weather dependent

g Develop community awareness of the CVEB and the economic impact
of tourism. Keeping local policy makers informed.

g Product development: 1) Grand Haven Area Community Walking
Tour Art Map. Donating time and resources to develop and establish
a map to promote all the unigue public art pieces located within the
community. Create a digital and print product. Work with the City of
Grand Haven to assist in moving the project forward. 2) Spring Lake
Area Community Walking Tour Map. Donatling time and resources to
develop and establish a map to promote all the unique public art
pieces located within the community. Create a digital and print
product. Work with the Village of Spring Lake to assist in moving the
project forward.3) Grand Haven Lighthouse Conservancy. Deonating
time and resources to promote the historic restoration of these iconic
structures. Working together with the board to develop plans to open
lights o the public with a gift shop. Financially supporting/Parinering
on advertisement and providing creative services for advertisements
and marketing fundraising efforis.

& Promote our destination to the national media in effort o capture the
visitors interest and generate new business

g Expand the horizons of tourism marketing
g Target marketing

g Work toward higher occupancy for assessment payers on a year
around basis

8  Work with area CVB's on cooperative marketing
8 Working with local industry during off-season
8 Marketing as a small convention/meeting destination

8 Encourage tourism related businesses to offer packages that utilize
the areas attractions



CORE PERFORMANCE AREAS WITH STRATEGIC
PRIORITIES:

Marketing

1. Raise awareness and recognition of the Grand Haven area as a
desirable travel destination.

2. Target the customers in the key geographic markets: In-State
(Detroit, Lansing, Ann Arbor) Out-of-State (lllinois, Indianapolis, Ohio).

3. Promote the Grand Haven area as a year-around destination.

4. Develop marketing themes where the Grand Haven area has a distinct
competitive advantage: beaches, water, maritime heritage, historic
downtown shopping, unique festivalsfevents, u-picks and farm
markets.

5. Develop and maintain cooperative marketing relationships with
Beachtowns, Lakeshore CVBs, and Travel! Michigan/Pure Michigan.

Visitor Information Services

1. Optimize the use of quality customer setvice and the trave! inguiry
fulfillment system.

2. Optimize the use of the travel information.
3. Enhance the integration of technology solutions.

4. Develop high customer service standards and training oriented toward
the visitor.

5. Maintain a welcoming and informative Visitors Center fo meet the
diverse needs of the visitor and the communities of the Grand Haven
area.

Tourism Outreach

1. Expand communications o media relafing to the Grand Haven
area news.

Meet with area lodging owners/managers at least twice a year.

Maintain communication with downtown businesses by way of
Grand Haven Downtown Development Authority.

4. Travel Technology - optimize our system to provide up-to-date
travel information online.

5. As a member of MACVE, GHACVB, stays informed on public
policy making issues as it relates to the travel and tourism
industry: thus, keeping our local community informed as
needed.



PUBLICATIONS

¢ Visitors Guide

¢ Calendar of Events

e District-wide Tear Off Map

e (Grand Haven Area Community Walking Tour Art Map
e Spring Lake Area Community Walking Tour Art Map

PRIMARY WEBSITE PAGES
¢ Home

e Events

e Things To Do

e Area Lodging - Assessment Payers
e Top 10 List

e Attractions

¢ Beaches

¢ Food and Drink

¢ Lodging Deals

¢ Qutdoor Activities

¢ Shopping



CVB ADVERTISING & PROMOTIONAL EFFORTS

The Visitors Guide for Grand Haven Area

50,000 printed annually in February

Online version available

Main tourism fulfillment piece for GHACVE

48 pages of travel information complete with lodging,
attractions, restaurants, events, maps, and campgrounds

Fall / Winter / Spring
« Establish a promotional campaign to drive interest in the
shoulder/off-season

¢ Use all forms of marketing and promotion o help balance
vigitor traffic

Online Marketing Campaign
¢ Target markets
Specific travel/visitor-based sites
Graphic driven ads
Digital Advertising
Strong social media presence

¢ @& & @

ASSESSMENT PAYERS PROMOTIONAL OPPORTUNITIES
s Free listing of assessment payer information in the
accommodations section of website & visitors guide
¢ Free assessment payet link to lodging home page
Free CVEB lodging report of availability of rooms during special
events and weekends
¢ Free listing of lodging packages & promotions

Group & Association
Meetings/Corporate Retreats
Reunions/Family Gatherings
Weddings

FAM/Travel Writers
Traveling Sports

Print Advertising

s« Michigan Travel Ideas (Official Mi Travel Guide)
AAA Travel Guide
Crossings/Canadian Market
WMTA - Carefree Guide/Lighthouse Map
Michigan Trails

e @ @ @

Digital Advertising

e Work with marketing firm to determine best approach for
our destination based on data, markets and messaging.

e Build brand messaging for 2024 with strong destination
images that align with our appeal.

For questions please contact the GHACVEB at 616 842-449%9.
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