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Ms. Susie Santo 
President & CEO 
Go Wichita 
515 S. Main, Suite 115 
Wichita, Kansas  67202 
 
Dear Ms. Santo: 
 
Conventions, Sports & Leisure International (CSL) has completed a report related to a market and economic 
assessment of Wichita’s convention center product.  The attached report presents our research, analysis and 
findings and is intended to assist Go Wichita Convention and Visitors Bureau (CVB) in evaluating the viability of 
potential future convention center and related facility/infrastructure development. 
 
The analysis presented in this report is based on estimates, assumptions and other information developed from 
industry research, data provided by the CVB, surveys of potential facility users, discussions with industry 
participants and analysis of competitive/comparable facilities and communities.  The sources of information, 
the methods employed, and the basis of significant estimates and assumptions are stated in this report.  Some 
assumptions inevitably will not materialize and unanticipated events and circumstances may occur.  Therefore, 
actual results achieved will vary from those described and the variations may be material. 
 
The findings presented herein are based on analysis of present and near-term conditions in the Wichita area as 
well as existing interest levels by the potential base of users for new/improved convention center product.  Any 
significant future changes in the characteristics of the local community, such as growth in population, 
corporate inventory, competitive inventory and visitor amenities/attractions, could materially impact the key 
market conclusions developed as a part of this study.  As in all studies of this type, the estimated results are 
based on competent and efficient management of the potential facilities and assume that no significant 
changes in the event markets or assumed immediate and local area market conditions will occur beyond those 
set forth in this report.  Furthermore, all information provided to us by others was not audited or verified and 
was assumed to be correct. 
 
This report has been prepared for the internal use of the CVB and should not be relied upon by any other 
party.  The report has been structured to provide the CVB with a foundation of research to provide decision 
makers with the information necessary to strategically plan for Wichita’s future in the convention industry, with 
a focus on protecting and growing its competitive position in the evolving regional and national convention 
industry and should not be used for any other purpose.  This report, its findings or references to CSL may not 
be included or reproduced in any public offering statement or other financing document. 
 
We sincerely appreciate the assistance and cooperation we have been provided in the compilation of this 
report and would be pleased to be of further assistance in the interpretation and application of our findings. 
 
 
Very truly yours, 

 

CSL International 
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EXECUTIVE SUMMARY 
 
 
Conventions, Sports and Leisure International (CSL) was retained by Go Wichita Convention and Visitors 
Bureau (CVB) to conduct an assessment of the convention center product in Wichita, and to analyze 
market potential and economic impact aspects of specific convention center development opportunities.  
This executive summary outlines the key findings associated with the study.  The full written report 
should be reviewed in its entirety to gain an understanding of the study’s methods, limitations and 
implications.    
 
 
Introduction 
 
The study conducted consists of research and analysis of local market conditions, historical convention 
facility operations, competitive/comparable facilities and host communities, industry characteristics and 
trends, market demand, supportable facility program, event levels and economic impacts. The study 
findings outlined herein relate to Phase I of a planned three-phased study/planning effort, with Phase II 
consisting of architectural concept, design and cost work building on Phase I findings.   
 
Originally opened in 1969, Century II Performing 
Arts and Convention Center (CII) continues to serve 
as Wichita’s primary convention facility.  A major 
expansion in 1986, adding Bob Brown Expo Hall 
(Expo Hall), and the addition of a 303-room 
headquarters hotel in 1997 were two important 
convention infrastructure improvement milestones.  
CII has served a very important role in the Wichita 
community, hosting a wide variety of local and non-
local convention, exhibition, meeting, arts, and 
entertainment event activity.  However, after many 
decades of service, CII’s space is substandard in 
industry terms and is significantly challenged with its 
marketability and functionality.  Surveys of existing 
and past users consistently report high satisfaction 
with service quality, but also cite a number of critical 
deficiencies pertaining to functionality, event 
logistics, space levels and apportionment, aesthetics 
and marketability to exhibitors/attendees.  Through 
the commission of this Phase I study, Go Wichita 
desires to receive further information in order to 
evaluate future options for CII and Wichita’s overall 
convention products and industry positioning. 
 
The convention, tradeshow and meetings industry has undergone significant change recently and over 
the past couple decades.  Issues impacting the industry, including changing demand for event space, 
technological amenities, hotels, service levels and other such characteristics, have been joined by recent 
fluctuations in event activity due to nationwide economic conditions and travel costs.    
 
A convention center acts as an economic generator and a public resource for the local community, 
hosting conventions, conferences, tradeshows, public/consumer shows, meetings, civic events and other 
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activities of both a non-local and local nature.  An important goal of a convention center is to attract non-
local events to the local area that otherwise cannot be accommodated by other existing local facilities, 
providing increased visitation and related economic impact in the local area.   
 
This Phase I market and economic assessment provides a foundation of research to give CVB and other 
decision-makers with the information necessary to strategically plan for Wichita’s future in the convention 
industry, with a focus on protecting and growing its competitive position in the evolving regional and 
national convention industry.  Importantly, this research provides direction not only as to the facility 
components that may be supportable from a market demand perspective, but also the visitor amenities 
surrounding Wichita’s primary convention facility, including hotel support.  As contracted, this Phase I 
study did not include an assessment of the market potential and facility needs for the performing arts in 
Wichita, nor did it specifically analyze the overall financial feasibility of potential added hotel product.    
 
 
Market Assessment 
 
Throughout the country, public sector investment in convention product development is increasingly 
targeting both convention facility (bricks/mortar and policies/procedures) and its supporting visitor 
amenities (hotel, restaurants, entertainment, attractions, etc.)—all geared towards enhancing 
attractiveness compared to other competitive destinations.  A majority of Wichita’s peer destinations have 
expanded or developed new convention centers within the past 15 years alone.  Further, many of these 
communities have also invested substantial public sector dollars into enhancing the convention product’s 
supporting amenity infrastructure, including incentivizing appropriate headquarter hotel products and 
entertainment/mixed use districts and infrastructure nearby the convention center. 
 
 
Century II and the State-of-the-Industry 
 
CII (inclusive of Bob Brown Expo Hall) has served a critical need in Wichita for decades—serving local and 
non-local events of a wide variety of types.  Wichita is well-established and demanded in the 
state/regional convention market.  However, beyond niche industries (e.g., aerospace and aviation), 
Wichita is currently challenged in its ability to compete in the national convention market.   
 
In today’s industry environment, CII “works” as a local event facility, but it does not compete well in the 
broader national marketplace as a convention center.  Wichita continues to fall behind its competition in 
terms of convention product and convention destination attractiveness due to limited public sector 
investment in recent decades (concerning convention and visitor industry product development).  Omaha, 
Tulsa, Oklahoma City and Overland Park are prominent examples of convention/destination return-on-
investment success stories, particularly as they relate to strategic planning and investment in facilities 
and urban planning projects relating to the convention and visitor industries. 
 
The state-of-the-industry in terms of convention center physical product aesthetics and functionality has 
continued to advance year-over-year since the original construction and subsequent expansion of CII, 
now decades ago.  As would be expected, this has degraded Wichita’s ability to compete for national 
pieces of convention, conference, tradeshow and meeting business (and its resulting economic impact).   
 
While Bob Brown Expo Hall offers a significant amount of concrete floor exhibition space (93,000 gross 
square feet in total), it has a number of characteristics that work to reduce CII’s (and Wichita’s) 
competitiveness in the national convention marketplace.   
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The graphic to the right presents a layout 
comparison of Bob Brown Expo Hall with an 
example of a newly-built, state-of-the-industry 
exhibition hall design—in this case, the Exhibit 
Hall in the North Building of the Phoenix 
Convention Center.  The Phoenix Center 
example is typical of design characteristics 
associated with state-of-the-industry exhibit 
space in convention centers throughout the 
country.  These characteristics typically include: 
 

• Column-free (or at least no less than a 
90-by-90-foot matrix), contiguous, 
concrete floor space. 

• Ceiling heights in excess of 30 feet. 

• A rectangular hall shape with a length-
to-width ratio that approximates 2:1. 

• Subdivisibility of the space into several 
individual spaces via modern movable 
air walls, with public access and service 
access separated and possible for each 
of the subdivided spaces.  This 
importantly allows for the 
accommodation of concurrent events 
and enhances marketability to events 
with exhibitions of a size smaller than 
the entire available hall. 

• Floor utility boxes on a 30-by-30-foot 
matrix. 

• Significant prefunction space leading 
into the exhibit halls. 

• Back of house service into the exhibit 
hall to allow for event set up without 
working through public spaces. 

• Covered loading docks for exhibit halls 
separate from docks for other facility 
operating needs. 

• State-of-the-industry capabilities with 
respect to wireless internet, audiovisual, 
telecommunications, electrical, etc. 

 
  

Bob Brown Expo Hall 
No subdivisibility 

Phoenix Convention Center 
(Populous, architect) 

5 subdividable halls – North Building 
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Bob Brown Expo Hall and the other exhibit space areas offered in CII are most prominently deficient 
relative to these modern industry standards: 
 

1. Contiguous Space—CII has been advertised as offering approximately 170,000 square feet of 
total exhibit space.  However, this square footage is split into 93,000 square feet in Bob Brown 
Expo Hall, 45,000 square feet in Exhibition Hall, and 32,000 square feet in Convention Hall.  The 
large majority of small and mid-sized national conventions are unwilling to split their exhibition 
activities amongst non-contiguous exhibit halls. 

2. “Prime” Space—Within the convention industry, “prime” exhibit space is that which generally 
corresponds to the industry standards outlined on the previous page.  The 77,000 square feet 
offered by Convention Hall and Exhibition Hall cannot be considered “prime” exhibit space, nor 
can 29,500 square feet of Bob Brown Expo Hall’s total space as its 14-foot ceiling height is far 
below industry standard.  Therefore, of the 170,000 total square feet in CII that has been and is 
marketed as “exhibit space”, only 63,500 square feet of this inventory is considered to be prime 
space.  The large majority of small and mid-sized national conventions are unwilling to utilize 
non-prime exhibit space. 

3. Subdivisibility—The only prime exhibit space in CII (a portion of Bob Brown Expo Hall) cannot be 
subdivided in any practical and functional manner.  This limits the facility’s ability to market to 
and accommodate concurrent events in Expo Hall.  Due to the predominantly local and in-state 
focus of event activity in CII, as well as the offering of the Convention Hall and Exhibition Hall, 
this issue of subdivisibility has not heretofore been a prominent issue in Wichita.  However, under 
either of the two development scenarios considered for this study (to be subsequently 
discussed), the importance of exhibit hall subdivisibility will increase (irrespective of its 
importance in addressing the needs of the national convention market) due to assumed removal 
of the existing event spaces within the original round structure through either repurposing of 
space or full structure demolition.  The accommodation of concurrent convention event activity 
(involving some overlap of move-in days, event/show days, and/or move-out days) is prevalent 
and typically critical for the financial and economic performance of modern convention centers 
throughout the country. 

 
 
Other Functional and Aesthetic Issues 
 
Beyond these critical exhibit space issues, there are a whole host of other functional and aesthetic 
challenges associated with CII that serve to significantly weaken its competitiveness in the national 
convention and event marketplace.  While certainly understandable given the 44-year-old and 27-year-
old ages of the two primary facility components, CII has also been hindered since its inception by the 
circular design of the original building.  The “pie slice” layout, apportionment and configuration of event 
spaces in the original “round building” are atypical—if not completely unique—in the overall event 
industry.  There are varying degrees of functional challenges associated with attracting/producing events 
of most types (convention, trade/consumer, meetings, entertainment, sports, and performing arts). 
 
Additionally, CII’s round building and its signature “blue dome”—while a recognized, iconic landmark 
unique to Wichita—gives the impression of a dated, substandard convention product to certain 
participants in the national convention marketplace, working to reduce, rather than enhance the 
competitiveness of the Wichita convention product within the broader national convention market.   
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Meanwhile, the competitive “state-of-the-industry” standard, in terms of convention center physical 
product aesthetics and functionality, has continued to advance year-over-year since the original 
construction and subsequent expansion of CII, now decades ago.  Based on a detailed benchmarking 
effort undertaken for this study, over the past 15 years, more than two-thirds of cities that are identified 
as Wichita’s key national and regional convention industry competition have expanded or built new 
convention center facilities.  As would be expected, this has degraded Wichita’s ability to compete for 
national pieces of convention, conference, tradeshow and meeting business (and its resulting economic 
impact). 
 
 
Survey of Target Convention Markets 
 
Providing an important basis for the assessment of market demand specific to Wichita, detailed telephone 
surveys and in-person interviews were conducted with planners of recurring events that could use 
new/expanded convention center facilities in Wichita.  More than 150 surveys/interviews were completed 
with planners representing more than 200 rotating, recurring conventions, conferences and tradeshows.  
Half of the telephone survey effort involved conventions of a national scope, while the other half related 
to conventions, conferences and other events of a regional, state and local scope. 
 
Estimates of the actual breadth and volume of the convention, tradeshow, conference and meetings 
industry vary widely, depending on the industry source considered.  Given the dynamic and ever-evolving 
nature of the industry and its constituent events, stakeholders and participants, a consensus as to the 
actual “number” of events comprising the overall industry has been somewhat elusive.   
 
Nevertheless, the Center for Exhibition Industry Research (CEIR), another well-respected source, tracks 
approximately 13,000 industry conventions, conferences and tradeshows that utilize more than 3,000 net 
square feet of exhibit space in convention facilities; however, not all of these events are conventions, nor 
national in scope.  
 
The MINT database, published by Destination Marketing Association International (DMAI, formerly the 
International Association of Convention and Visitors Bureaus) is widely regarded throughout the 
convention industry as one of the most comprehensive representations of rotating convention, 
conference and meeting business in the country.  MINT presently tracks several thousand individual 
convention events occurring throughout the country (with an estimated 2,500 events representing events 
with 1,000 or fewer registered attendees that also have a recent history of using convention centers, 
rather than other facilities like hotels), most of which represent “national” recurring and rotating events.  
For this study, the MINT database was used to pull a sample of national events that reported registered 
attendance of 1,000 or fewer for their most recent event. 
 
In terms of “state” conventions, the telephone survey verified that Wichita—through the present CII and 
other existing local meeting facilities—is currently able to attract and accommodate the preponderance of 
in-state convention demand.   
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As is typical elsewhere throughout the country, the volume of “regional” conventions relevant to Wichita 
and Kansas (i.e., rotating, recurring events produced by organizations that have a membership base in 
more than one state, one of which would include Kansas) is relatively small, compared to the volume of 
national and state groups.  Survey results also suggest current capture rates of this segment by existing 
Wichita facilities is relatively high.   
 
However, unlike the state and regional convention markets, the telephone survey of “national” 
convention planners indicates an opportunity for Wichita growth through improved penetration in national 
convention and tradeshow markets.  Based on these survey results, the positive response percentage 
(“definitely use”, “likely use” and “possibly use”) by national conventions and tradeshows approximates 
38 percent, with most relating the “possibly use” characterization, which is a normal response in surveys 
for other projects of this nature.  Conversely, 62 percent of all respondents indicated a lack of interest in 
utilizing Wichita as a host community for their future event(s).  Of all respondents, approximately six 
percent had hosted an event in Wichita in the past.   
 
Of those national convention respondents indicating a positive interest in Wichita, a number of additional 
questions were asked for purposes of characterizing requirements/preferences for convention center 
space and supporting hotel infrastructure.  Data associated with each metric was summarized and 
analyzed.  The individual metrics included such items as requirements for exhibit space, ballroom space, 
breakout meeting space, peak night hotel requirements, number of hotel properties used to fill the room 
block, and other such metrics.   
 
 
Weak Links 
 
Individually, on a pure numerical capture level, many of the matrices appear to indicate that CII and the 
Hyatt, through their existing event space square footage and hotel room support, are able to capture a 
fairly high percentage of the national convention market.  For instance, a review of exhibit space 
requirements alone suggests that CII (via Expo Hall) could currently accommodate between 85 and 90 
percent of national market demand.  However, importantly, these various individual requirements do not 
exist in a vacuum; rather, all the requirements normally must be met to warrant a particular group’s 
consideration of the convention facility and associated destination.  If just one of any of the multiple 
number of key characteristics relating to convention facility space and supporting hotel package is not 
met, then a “weak link” exists—meaning the convention event is not presently able to be accommodated 
by existing local product and infrastructure.  For instance, some groups might have their exhibit space 
requirements met but not their ballroom space requirement; therefore, they cannot be accommodated 
under the status quo.  For others, the weak link might be the size of the committable hotel room block 
near CII or the actual size of the available room block in the attached Hyatt alone.  
 
Of additional note, based on qualitative feedback received during the survey process, the most prominent 
“weak link” of Wichita’s existing convention product does not likely reside with square footage or hotel 
inventory issues; rather, it relates to the age, appearance, functionality and aesthetics of CII itself.  This 
weak link is not quantified through this analysis, but it is real, and it negatively affects competitiveness 
and resultant national event capture.  
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The following chart illustrates how the concept of “weak link” works to broaden the national convention 
market opportunity for incremental growth.  

 
As shown, the identification and 
analysis of weak links in 
Wichita’s existing convention 
facility product as indicated 
through data collected, from 
national conventions expressing 
interest in Wichita, suggests that 
approximately 45 percent of the 
interested national groups 
cannot be accommodated by 
existing Wichita facility product 
(due to one or more existing 
weak links per event).  This 45 
percent represents the distinct 
opportunity in the national 
convention market.  Specifically, 
using the 2,500 conventions and 
tradeshows targeted through the 

MINT database, the survey positive response percentage, and the weak link analysis, a hypothetical 
extrapolation would suggest that, should new facilities be developed in Wichita, a market opportunity 
exists relating to nearly 430 national events.  
 
 
 
Exhibit Space Demand, Occupancy and Concurrent Activity 
 
A starting point in evaluating demand for, and sizing associated with, exhibit space in a new/expanded 
Wichita convention center product is a review of historical square footage occupancy levels of exhibition 
space in CII.  Occupancy in Bob Brown Expo Hall was the focus of the analysis.  However, as will 
subsequently be discussed, both identified development scenarios involve the assumed removal of the 
existing event spaces within the original round structure (i.e., Exhibition Hall and Convention Hall) 
through either repurposing of space or full structure redevelopment.  Therefore, it was necessary to 
consider the activity using the original round structure space that would represent logical candidates for 
displacement into the assumed new exhibit space.  For instance, tradeshows, public/consumer shows, 
and some exhibition-oriented conventions/conferences that historically used Exhibition Hall and/or 
Convention Hall were identified as logical candidates that would need to “shift” into the new exhibition 
space if the original CII structure is repurposed or redeveloped.  Most Convention Hall and Exhibition Hall 
events such as performing arts, sports, entertainment and spectator events were not assumed to “shift” 
into any new exhibit space.  
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The following exhibit presents a summary of square footage occupancy for all events utilizing event space 
within Bob Brown Expo Hall and those events that would be candidates for displacement (corresponding 
to each of the historical years for illustration) should Exhibition Hall and Convention Hall be replaced.  For 
this analysis, all 93,000 square feet of Bob Brown Expo Hall was considered. 
 
 

Summary of CII Square Footage Occupancy 
(2010 – 2012) 

 
 

 
Occupancy levels, measured by square footage used within specific building areas, can indicate the 
degree to which usage of the facility is maximized.  To do so, the facility’s total sellable capacity is 
determined by multiplying the total primary exhibit space of a facility by the number of days in a given 
year and then multiplying the resulting figure by 70 percent.  The 70 percent adjustment factor accounts 
for the reality that a portion of the facility’s total capacity is un-sellable due to holidays, maintenance 
days and inherent booking inefficiencies that result when events cannot be scheduled immediately back-
to-back.  The occupancy of a facility is determined to be within a practical maximum capacity range when 
the actual occupied space in a facility reaches a level of 70 to 90 percent of total sellable capacity.  Below 
70 percent occupancy, a facility may be holding excess capacity.  Above 90 percent occupancy, a facility 
has reached “practical maximum capacity” and may be turning away significant business.   
 
As shown in the exhibit above, actual square footage occupancy in Bob Brown Expo Hall has ranged from 
a low of 58 percent in 2011 to a high of 66 percent in 2012.  This occupancy level is approaching the 70 
percent threshold that signals practical maximum capacity.  This occupancy percentage is consistent with 
industry averages throughout the country, while even higher than that normally seen in older, 
functionally-challenged facilities in other communities. 
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Hypothetically, if the exhibit space consumed by those Convention Hall and Exhibition Hall events 
identified as displaced candidates is added to the existing Expo Hall occupancy, total occupancy within 
the 93,000 square feet of Expo Hall would far exceed practical maximum capacity and would result in a 
significant level of un-accommodated demand.  However, some of this hypothetical displacement may, in 
fact, be shifted instead to a new ballroom in the convention center or another facility within Wichita.  
Nevertheless, these numbers form a relatively strong foundation of market-present exhibit hall square 
footage occupancy—prior to any consideration of incremental growth/penetration into national (and to a 
lesser extent, regional) convention markets. 
 
The ability to subdivide exhibit space in a new/expanded convention center in Wichita, to host concurrent 
event use, will be critical in accommodating (1) existing Bob Brown Expo Hall events, (2) certain 
displaced Exhibition Hall and Convention Hall events, and (3) new national and regional events. 
 
Overall, market analysis results suggest that the development of a state-of-the-industry convention 
center product, appropriately-sized and apportioned to Wichita’s measured market demand, could allow 
Wichita to significantly better penetrate national and regional convention, tradeshow and conference 
markets, in addition to reversing a projected slow decline in non-local event accommodation should no 
major capital facility investment be forthcoming in the near to mid-term future.   
 
Relative to past years, it is believed that a number of factors are currently present and in alignment (from 
a timing perspective) to form important foundations and “launching point” opportunities for new Wichita 
convention product investment, including, but not limited to: 
 

1. Continued stable economic growth—several years of positive growth and recovery in national and 
regional economies, as well as the convention industry overall. 

2. The development and success of the attractive Hyatt Regency Wichita convention headquarters 
hotel. 

3. Presently-underway downtown master planning efforts and opportunities to leverage recent and 
committed public and private investment. 

4. Go Wichita’s recent convention/destination marketing and promotion strategic planning and 
deployment of efforts. 

5. Private sector development interest in the downtown, riverfront, hotel and mixed-use projects 
with the strengthening economy and coordination with downtown economic development 
planning initiatives. 

6. The development and success of Intrust Bank Arena, in terms of it being a locally well-regarded 
success model for public sector funding engagement and subsequent disengagement. 

7. The $100 million investment in the new terminal at Wichita Mid-Continent Airport, which 
effectively will be the “front door” and first opportunity for impressions of the Wichita destination 
for national convention event planners, attendees and exhibitors. 
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Supportable Program & Development Scenarios 
 
Based on the previous analyses undertaken, key aspects of a market supportable facility program for a 
state-of-the-industry convention center in Wichita are presented below.  More specifications detail is 
provided in the body of the full report. 
 

• Exhibit Space: 

o 150,000 square feet of contiguous exhibit space in a single hall. 

o Planning consideration for an adjacent parcel to accommodate up to 100,000 square 
feet in additional exhibit space under a potential future expansion. 

• Ballroom Space: 

o Approximately 30,000-square foot, sub-dividable, column-free space 

• Breakout Meeting Space: 

o Approximately 30,000 square feet of well apportioned space 

• Hotel Support: 

o 400 full-service hotel rooms attached/adjacent.  This is an amount approximately 100 
more than presently provided by the Hyatt Regency Wichita.  A separate hotel 
feasibility study would be necessary to evaluate the overall market, financial and cost 
implications of new hotel product development. 

o 500 committable hotel rooms within close walking distance. 

o 1,000 total hotel rooms within one-half mile. 

 
The following represent important development recommendations should convention center product 
investment be pursued in Wichita. 
 

• A “new” downtown convention center is market supportable in Wichita.  With all else equal, from 
a marketability and operational perspective, the new convention center product would ideally be 
“unlinked” physically and perceptually from the original structure. 

• However, if a new public sector-led headquarters hotel is not paired with future convention 
center development in Wichita, the current site should be the location.  A convention center 
located elsewhere in Wichita without similar hotel proximity and support will not be market 
feasible. 

• The Hyatt Regency Wichita (and any new full-service headquarters hotel) needs to control its 
own ballroom and meeting space; likewise, the convention center needs to control its own 
ballroom and meeting space. 
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• Should the City make a decision to pursue a major facility investment project, Wichita's 
convention product/markets and its performing arts product/markets would be better served if 
they were physically and operationally separate. 

• Wichita has desirable "pockets" of entertainment options and attractions throughout the 
community and downtown, but they are spread out and many of which are not walkable.  
Synergy opportunities have been lost due to development of Intrust Bank Arena on a site that is 
not within close practical walking distance to CII.  Therefore, significant efforts should be made 
to develop desired visitor amenities (e.g., restaurants, bars, entertainment, ancillary hotel 
product, retail) within close walking distance of the convention center site, including a mix of 
public sector investment and private sector incentives.   

• Ideally with an orientation both towards walkable amenities of downtown and the river, 
convention center development should tie in directly with the downtown master plan strategy for 
the future—maximizing synergy and leveraging of public and private dollars. 

 
Based on the findings associated with the market and supportable building program analyses, and 
following discussions with CVB and City officials, three scenarios were developed for subsequent analysis.  
The three scenarios are: 
 

• Scenario 1: Do Nothing  

• Scenario 2: New/Redeveloped Conv. Ctr. with Renovated Round Building (Plus New Hotel Rooms) 

• Scenario 3: Redevelopment of Entire Site (Plus New Hotel Rooms) 

 
Scenario 1 presents a baseline scenario for comparison to the other two scenarios, representing a 
hypothetical case approximately eight (8) years into the future where no major convention center 
investment was made.  The eight years would generally correspond to a point in time where the 
convention center under the other two scenarios was constructed, opened and then operated for several 
years to a point when event levels and operations are assumed to have stabilized following a ramp-up 
period.  Under this scenario, without major capital investment, CII would be expected to experience a 
gradual erosion (year-over-year) of convention, tradeshow and conference business, as the rest of 
Wichita’s competitive destination set continues to invest in their convention products, “raising the state-
of-the industry bar”, and Wichita’s product continues to age. 
 
Scenario 2 would involve a new convention center development that is attached to CII’s round building.  
The round building structure would remain, including the blue dome, but a major 
renovation/redevelopment of its interior is assumed, effectively involving a “gutting” of the interior and 
re-developing it for more or less exclusive use by the performing arts.  The Phase II architectural 
assessment will determine how much of the existing Bob Brown Expo Hall structure could be utilized to 
assist in achieving the identified market supportable facility program of convention space.  This scenario 
also assumes the expansion of the Hyatt Regency Wichita hotel via the addition of a new 100-room tower 
to support the convention center.   
 
Scenario 3 would involve a complete redevelopment of the entire site, with the construction of a new 
state-of-the-industry convention center attached to the Hyatt Regency Wichita.  This scenario also 
assumes the expansion of the Hyatt Regency Wichita hotel via the addition of a new 100-room tower to 
support the convention center.  Based on discussions with key officials, the City recognizes the 
importance of the performing arts to the community and the surrounding region; therefore, the City 
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would need to assess a new facility to accommodate the performing arts that would be displaced under 
this scenario. 
 
The analysis of convention market demand indicates that an added, attached hotel room supply of at 
least 100 rooms will be critical in supporting the market supportable convention center program outlined 
under Scenarios 2 and 3.  However, this study did not include an analysis of the overall market, financial 
and cost characteristics of any new hotel development.  Therefore, a hotel feasibility study would need to 
be conducted to appropriately evaluate the overall market, financial, cost and funding implications of new 
hotel product development. 
 
 
Event Estimates and Capture Rate 
 
The exhibit below presents a summary of the number of events estimated for the convention center 
under each of the three identified scenarios.  For purposes of this analysis, performing arts events have 
not been included under any of the scenarios, including the “Current Wichita” base estimate.  Estimates 
are provided for a stabilized year of operations for each scenario, assumed for approximately eight years 
from now for Scenario 1, and four years following commencement of operations for Scenarios 2 and 3. 
 
 

Estimated Annual Number of Events for a New Wichita Convention Center By Scenario 
 

 
 

 
 
As shown above, it is estimated that event levels at a new Wichita convention center (under Scenarios 2 
or 3) during a stabilized year of operation would total just under 290 events.  Under Scenario 1, it is 
estimated that the CII product will be less and less competitive with other state-of-the-industry 
convention centers throughout the country and region, and therefore, convention capture will continue to 
erode.  Under Scenarios 2 and 3, a new Wichita convention center product is estimated to allow for the 
capture of between 10 and 13 new national conventions per year, respectively. 
 
  

SCENARIO SCENARIO SCENARIO
1 2 3

"As Is", New CC, Redevelop
Current  No Major Round Re-Use, Entire Site,

Event Type Wichita Investment New Hotel Rms New Hotel Rms

Conventions - National 5 3 15 18
Conventions - State/Regional 25 20 25 28
Public Shows 33 33 22 20
Banquets 6 5 50 50
Meetings 157 150 125 125
Other 100 100 50 45

     Total 326 311 287 286
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The following exhibit presents a hypothetical event profile and mix corresponding to national convention 
events under Scenario 3.   
 

Hypothetical Mix of National Convention Event Activity 
For a New Wichita Convention Center (Scenario 3, in a stabilized year) 

 

 
 
 
As shown, the hypothetical events range in size considerably, from 250 up to 2,500.  The 18 national 
convention events are estimated to provide just over 30 percent of the square footage occupancy for the 
assumed 150,000-square foot exhibit hall.  State/regional conventions and public/consumer shows are 
estimated to provide approximately 15 percent and 25 percent square footage occupancy, respectively. 
 
The exhibit below presents the estimated event days (number of days event attendees/delegates are in 
attendance at the convention center and in Wichita) for a potential new convention center.   
 

 
Estimated Annual Event Days for a New Wichita Convention Center By Scenario 

 

 
 
 

Rolling
Event Utilization Exhibit Hall Exhibit SF Exhibit Hall

Event Attendance Days Days SF Required Consumed Occupancy

1 250 2.0 5.0 50,000 250,000 1%
2 300 2.0 5.0 50,000 250,000 1%
3 300 3.0 6.0 50,000 300,000 2%
4 350 3.0 6.0 50,000 300,000 3%
5 400 3.0 6.0 50,000 300,000 4%
6 400 3.0 6.0 50,000 300,000 4%
7 450 3.0 6.0 50,000 300,000 5%
8 500 3.0 6.0 75,000 450,000 6%
9 500 3.0 6.0 75,000 450,000 8%
10 600 3.0 6.0 75,000 450,000 9%
11 700 3.0 6.0 100,000 600,000 10%
12 750 4.0 8.0 100,000 800,000 12%
13 1,000 4.0 8.0 125,000 1,000,000 15%
14 1,000 4.0 8.0 125,000 1,000,000 18%
15 1,000 4.0 8.0 150,000 1,200,000 21%
16 1,250 4.0 9.0 150,000 1,350,000 24%
17 1,750 5.0 10.0 150,000 1,500,000 28%
18 2,500 6.0 11.0 150,000 1,650,000 32%

SCENARIO SCENARIO SCENARIO
1 2 3

"As Is", New CC, Redevelop
Current  No Major Round Re-Use, Entire Site,

Event Type Wichita Investment New Hotel Rms New Hotel Rms

Conventions - National 16 10 53 63
Conventions - State/Regional 63 50 65 73
Public Shows 89 89 59 54
Banquets 6 5 50 50
Meetings 157 150 125 125
Other 120 120 60 54

     Total 451 424 412 419
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The exhibit on the previous page begins to illustrate the differences between the convention events and 
other smaller events (such as meetings, banquets and receptions).  While fairly small within the context 
of the total number of events, conventions represent the primary economic impact-generating events for 
the convention center and Wichita community.  They tend to be larger events in terms of attendance and 
space used, with longer durations and a large majority of attendees that do not reside in the local area.  
A significant portion of these assumed events would represent events that are “new” to the community 
(i.e., not presently hosted at local Wichita facilities).   
 
The following exhibit presents a summary of the estimated total attendance by development scenario. 
 
 

Estimated Annual Attendance for a New Wichita Convention Center By Scenario 
 

 
 
 
As shown, total convention attendance is estimated to increase significantly under Scenarios 2 and 3.  
Public Show attendance is estimated to remain relatively consistent with existing levels, while Banquet 
attendance is estimated to increase substantially under Scenarios 2 and 3 due to the assumed integration 
and center-control of a state-of-the-art ballroom in the convention center model. 
 
The exhibit below presents a summary of the estimated annual attendance that is estimated to represent 
non-local visitors to Wichita by development scenario (in a stabilized year of operation for Scenarios 2 
and 3). 
 
 

Estimated Annual Non-Local Attendance for a New Wichita Convention Center By Scenario 
 

 

SCENARIO SCENARIO SCENARIO
1 2 3

"As Is", New CC, Redevelop
Current  No Major Round Re-Use, Entire Site,

Event Type Wichita Investment New Hotel Rms New Hotel Rms

Conventions - National 9,600 4,800 52,500 63,000
Conventions - State/Regional 25,000 17,500 32,500 36,400
Public Shows 111,375 102,465 103,950 94,500
Banquets 2,040 1,500 37,500 37,500
Meetings 31,400 30,000 25,000 25,000
Other 90,000 84,000 60,000 54,000

     Total 269,415 240,265 311,450 310,400

SCENARIO SCENARIO SCENARIO
1 2 3

"As Is", New CC, Redevelop
Current  No Major Round Re-Use, Entire Site,

Event Type Wichita Investment New Hotel Rms New Hotel Rms

Conventions - National 9,120 4,560 49,875 59,850
Conventions - State/Regional 22,500 15,750 29,250 32,760
Public Shows 11,138 10,247 10,395 9,450
Banquets 306 225 5,625 5,625
Meetings 4,710 4,500 3,750 3,750
Other 13,500 12,600 12,000 10,800

     Total 61,274 47,882 110,895 122,235
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The non-local attendance estimates shown above represents a mix of overnight and daytrip visitation 
(i.e., attendees, exhibitors and event participants/guests that do not reside in Wichita) that represent the 
basis for the subsequent economic impact calculations. 
 
Assuming that the tracked 2,500 events in the MINT database (with registered attendance of 1,000 or 
fewer and also use convention centers) represents 75 percent of the actual universe of national 
convention activity within that particular size parameter, the 15 to 18 national conventions that have 
been estimated under Scenarios 2 and 3 would represent an approximate capture rate of approximately 
0.5 percent (versus the 0.2 percent that the current CII is estimated to be capturing).  Further, when 
applying the positive response rate (i.e., those expressing interest in holding an event in Wichita) of 
national conventions surveyed for this study, the estimated 15 to 18 national conventions would 
represent an approximate annual capture rate of 1.1 to 1.5 percent of the extrapolated interested 
national market, respectively.  Finally, of the extrapolated 428 events referenced earlier that represent 
Wichita’s national market opportunity that are currently being lost due to “weak link” issues, the 10 to 13 
“net new” national conventions would represent an approximate annual capture rate of between 2.3 and 
3.0 percent.  
 
 
Economic Impacts 
 
The evaluation of the economic benefits generated by convention facilities is normally a primary 
determinant regarding the decision to proceed with projects.  The impact of a convention center is 
maximized when out-of-town attendees, exhibitors and/or attendee guests spend money in a community 
while attending a convention center event.  This spending by out-of-town attendees represents new 
money to the community hosting the event.  This new money then creates multiplier effects as the initial 
spending is circulated throughout the local economy. 
 
The following exhibit presents the direct spending associated with a potential new convention center in 
Wichita by development scenario. 
 
 

Potential New Wichita Convention Center by Development Scenario by Industry 
Estimated New Annual Direct Spending (Stabilized Year of Operations, in 2013 dollars) 

 
 

 
 

  

SCENARIO SCENARIO SCENARIO
1 2 3

"As Is", New CC, Redevelop
Current  No Major Round Re-Use, Entire Site,

Industry Wichita Investment New Hotel Rms New Hotel Rms

Hotel $4,322,010 $3,125,325 $9,487,013 $10,803,135
Restaurant $4,692,468 $3,393,210 $10,300,185 $11,729,118
Entertainment $617,430 $446,475 $1,355,288 $1,543,305
Retail $1,481,832 $1,071,540 $3,252,690 $3,703,932
Auto Rental $617,430 $446,475 $1,355,288 $1,543,305
Other Local Transit $493,944 $357,180 $1,084,230 $1,234,644
Other Industries $123,486 $89,295 $271,058 $308,661

     Total $12,348,600 $8,929,500 $27,105,750 $30,866,100
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As presented on the previous page, total annual direct spending associated with a new convention center 
in Wichita is estimated at approximately $27.1 million and $30.9 million (in a stabilized year of operations 
[assumed year four] in 2013 dollars) for Scenarios 2 and 3, respectively.  This represents more than a 
threefold increase in the economic impact estimated under Scenario 1 (“do nothing”).  Spending by local 
Wichita residents is not included in this figure and spending reductions have been made for a percentage 
of non-local attendees that would be expected to represent “day-trippers”, not requiring overnight 
accommodations. 
 
The following exhibit presents a summary of the estimated direct spending impacts shown by event type. 
 
 

Potential New Wichita Convention Center by Development Scenario by Event Type 
Estimated New Annual Direct Spending (Stabilized Year of Operations, in 2013 dollars) 

 
 

 
 
 
The total estimated direct expenditures generate effects on the economy that extend beyond the initial 
expenditures.  The following exhibit summarizes the overall estimated new annual economic impacts 
within Wichita associated with estimated levels of potential event activity at the convention center by 
development scenario. 
 
 

Potential New Wichita Convention Center by Scenario 
Estimates of Net New Economic Impacts 

(Stabilized Year of Operations, in 2013 dollars) 
 

 
 

SCENARIO SCENARIO SCENARIO
1 2 3

"As Is", New CC, Redevelop
Current  No Major Round Re-Use, Entire Site,

Event Type Wichita Investment New Hotel Rms New Hotel Rms

Conventions - National $2,827,200 $1,413,600 $15,461,250 $18,553,500
Conventions - State/Regional $5,850,000 $4,095,000 $7,605,000 $8,517,600
Public Shows $1,113,750 $1,024,650 $1,039,500 $945,000
Banquets $45,900 $33,750 $843,750 $843,750
Meetings $824,250 $787,500 $656,250 $656,250
Other $1,687,500 $1,575,000 $1,500,000 $1,350,000

     Total $12,348,600 $8,929,500 $27,105,750 $30,866,100

SCENARIO SCENARIO SCENARIO
1 2 3

"As Is", New CC, Redevelop
Current  No Major Round Re-Use, Entire Site,

Event Type Wichita Investment New Hotel Rms New Hotel Rms

Direct Spending $12,348,600 $8,929,500 $27,105,750 $30,866,100
Indirect/Induced Spending $7,409,160 $5,357,700 $16,263,450 $18,519,660
Total Output $19,757,760 $14,287,200 $43,369,200 $49,385,760

Personal Earnings $10,002,366 $7,232,895 $21,955,658 $25,001,541

Employment 258 186 566 644
   (full & part-time jobs)
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As presented on the previous page, the estimated total net new output (direct spending plus 
indirect/induced spending) for the convention center in Wichita under Scenario 1 (“do nothing”) totals 
approximately $14.3 million per annum (in 2013 dollars).  Additionally, this Scenario 1 spending is 
estimated to annually support $7.2 million in personal income (or “earnings”) in the local Wichita 
economy, along with 186 full and part-time jobs.   
 
Under Scenarios 2 and 3, the estimated total net new output upon stabilization of operations is estimated 
to increase to $43.4 million and $49.4 million, respectively.  Personal earnings is estimated to increase to 
$22.0 million and $25.0 million, respectively, while the estimate of total full and part-time jobs supported 
increases to 566 and 644, respectively. 
 
In addition to the quantifiable benefits of the operation of a potential new convention center in Wichita, 
there are a number of potential benefits that cannot be quantified.  In fact, these qualitative benefits 
tend to be a critical factor in the consideration of public and private investment in projects of this nature, 
particularly those involving existing venues with a long history of service in the local community.  These 
include issues pertaining to quality of life (through attracting entertainment events that would not 
otherwise travel to the area and hosting civic and private events), ancillary economic development 
facilitation, employment opportunities, community pride and other such issues. 
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1.0.  INTRODUCTION 
 
 
Conventions, Sports and Leisure International (CSL) was retained by the Go Wichita Convention and 
Visitors Bureau (CVB) to conduct an assessment of the convention center product in Wichita, and to 
analyze market potential and economic impact aspects of specific convention center development 
opportunities.  This effort is referred to as “Phase I” of a presently contemplated three-phased effort, 
with Phase II consisting of architectural concept, design and cost work building on Phase I findings.  This 
report outlines the key findings associated with the Phase I analysis of local market conditions, historical 
facility operations, competitive/comparable facilities and host communities, industry characteristics and 
trends, market demand, supportable facility program, event levels and economic impacts. 

 
Originally opened in 1969, Century II Performing Arts 
and Convention Center (CII) continues to serve as 
Wichita’s primary convention facility.  A major 
expansion in 1986, adding Bob Brown Expo Hall 
(Expo Hall), and the addition of a 303-room 
headquarters hotel in 1997 were two important 
convention infrastructure improvement milestones.  
CII has served a very important role in the Wichita 
community, hosting a wide variety of local and non-
local convention, exhibition, meeting, arts, and 
entertainment event activity.  However, after many 
decades of service, CII’s space is substandard in 
industry terms and is significantly challenged with its 

marketability and functionality.  Surveys of existing and past users consistently report high satisfaction 
with service quality, but also cite a number of critical deficiencies pertaining to functionality, event 
logistics, space levels and apportionment, aesthetics and marketability to exhibitors/attendees.  Through 
the commission of this Phase I study, Go Wichita desires to receive further information in order to 
evaluate future options for CII and Wichita’s overall convention products and industry positioning. 

 
The convention, tradeshow and meetings industry has undergone significant change recently and over 
the past couple decades.  Issues impacting the industry, including changing demand for event space, 
technological amenities, hotels, service levels and other such characteristics, have been joined by recent, 
and sometimes dramatic, fluctuations in event activity due to nationwide economic conditions and travel 
costs.    
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A convention center acts as an economic generator and a public resource for the local community, 
hosting conventions, conferences, tradeshows, public/consumer shows, meetings, civic events and other 
activities of both a non-local and local nature.  An important goal of a convention center is to attract non-
local events to the local area that otherwise cannot be accommodated by other existing local facilities, 
providing increased visitation and related economic impact in the local area.   
 
Conclusions of a particular convention facility project’s feasibility can be assessed in various ways, 
including: 
 

• Market feasibility – the 
facility’s ability to attract and 
support levels of event 
activity and patronization that 
are consistent with or in 
excess of industry standards. 

• Financial feasibility – the 
ability of the facility to 
“break-even” or generate an 
operating profit focusing only 
on direct facility-related 
operating revenues and 
expenses. 

• Economic spending – the 
facility’s ability to generate 
new spending activity in the 
local community (i.e., direct 
and indirect spending that is 
attributable to out-of-town 
visitors that would not 
otherwise occur in the local 
area). 

• Tax generation – the ability 
of the facility to generate 
new tax revenue for the local area (i.e., tax revenue resulting from direct, indirect and 
induced spending that is attributable to out-of-town visitors that would not otherwise occur in 
the local area). 

• Costs/benefits/return on investment – the facility’s ability to generate new revenues (i.e., 
from taxes, operating income and ancillary facility-related revenues, etc.) in excess of 
quantifiable facility-related costs (i.e., construction costs, operating costs, marketing costs, 
public sector contribution, etc.). 

• Intangible benefits/public good – the ability of the facility to represent an important resource 
for the local community, regardless of financial or economic concerns.  These types of 
benefits add to the local community’s “quality of life” in the same way that libraries, 
museums and recreational parks do, without consideration of the economic impacts that the 
facility might generate. 
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When evaluating the feasibility of a public assembly facility, such as convention centers, communities 
throughout the country have differed in the specific criteria that best reflects the definition of “feasible” 
for their community.  For instance, one community may focus more on the ability of the project to be 
operationally self-supportive or require below a certain threshold of public sector contribution, rather than 
the intangible “public good” aspects the project would provide local residents.  The research, data, 
information and analysis provided through this study is intended to allow the CVB and other community 
constituents to draw their own informed conclusions concerning the “feasibility” of public sector 
investment in Wichita’s convention product and related infrastructure. 
 
This Phase I market and economic assessment provides a foundation of research to give CVB and other 
decision-makers the information necessary to strategically plan for Wichita’s future in the convention 
industry, with a focus on protecting and growing its competitive position in the evolving regional and 
national convention industry.  Importantly, this research provides direction not only as to the facility 
components that may be supportable from a market demand perspective, but also the visitor amenities 
surrounding Wichita’s primary convention facility, including hotel support.  As contracted, this Phase I 
study did not include an assessment of the market potential and facility needs for the performing arts in 
Wichita, nor did it specifically analyze the overall financial feasibility of potential added hotel product. 
 
This Phase I study process consisted of detailed research and analysis, including a comprehensive set of 
market-specific information derived from the following: 
 

! Experience garnered through more than 500 convention facility projects throughout the 
country. 

! Local market visit at the outset of the project, including community and site tours. 

! In-person interviews, meetings and public forums with Wichita area individuals, including 
representatives of municipal government, convention and visitor industry, local companies, 
event producing organizations, and community groups. 

! Research and analysis of local market conditions and regional and national trends as they 
relate to the convention industry. 

! Analysis of facility data obtained from over 20 competitive and/or comparable convention 
center facilities and an assessment of competitive/regional facilities. 

! Comparative analysis of socioeconomic data from competitive/regional and comparable 
facility markets. 

! Completed telephone surveys of representatives of organizations and groups that represent 
potential users of convention center space in Wichita.  Surveys and their respective target 
groups included planners of state, regional and national conventions, conferences, exhibitions 
and meetings. 

 
 
 



 

MARKET AND ECONOMIC ASSESSMENT OF WICHITA’S CONVENTION CENTER PRODUCT 
Analysis of Local Market Conditions 
Page 4 

2.0.  ANALYSIS OF LOCAL MARKET CONDITIONS 
 
The strength of the local market, in terms of its socioeconomic and demographic attributes, can provide 
an indication of an event facility’s ability to draw and accommodate convention, conference, tradeshow, 
consumer show and other event related attendees and participation.  Furthermore, a community’s 
hospitality infrastructure in terms of hotels, restaurants, entertainment, transportation amenities and 
other such factors contribute heavily to the potential success of any convention facility.  
 
An analysis of these attributes was conducted as they relate to the market potential for convention 
facilities in Wichita.  Specifically, the analysis of existing local market conditions addresses the following: 
 

• Location and transportation 
• Demographics 
• Corporate Base 
• Local Event Facility and Hotel/Lodging Inventory 
• Attractions 
• Summary 

 
 
Location and Transportation 
 
Exhibit 1 illustrates the location of Wichita and its proximity to other regional markets. 
 
 

Exhibit 1 
Location & Transportation - Roadways/Nearby Cities 

 

 Source:  Microsoft MapPoint.
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As shown, Wichita is located at the confluence of Interstates 135 and 35, connecting the city to 
Oklahoma City to the south, Topeka and Kansas City to the northeast and Salina and Interstate 70 to the 
north.  Further, U.S. Routes 54 and 400 connect Wichita to southern Kansas cities including Garden City, 
Dodge City, Eureka and Fort Scott.  The accessibility of Wichita to state and regional markets offers some 
important advantages for the City’s convention product and visitor industry. 
 
Exhibit 2 summarizes the driving distances from regional markets to Wichita, providing approximate drive 
time and the market population. 
 
 

Exhibit 2 
Location & Transportation – Driving Distance from Regional Markets 

 

 
 
 
Importantly, Wichita is located within about a half-day’s drive from major metropolitan population bases 
in Oklahoma City, Kansas City, Dallas, St. Louis and Denver.   
 
 
  

Source:  Mapquest.com, 2013; US Census, 2011

City, State
Miles from 

Wichita, KS
Approximate 
Drive Time

Market 
Population

Topeka, KS 140 2:05 128,200
Oklahoma City, OK 162 2:20 592,000
Tulsa, OK 175 2:35 396,500
Kansas City, MO 200 2:50 463,200
Lincoln, NE 280 4:20 262,300
Omaha, NE 300 4:50 415,100
Dallas, TX 360 5:20 1,223,200
Fort Worth, TX 360 5:15 758,700
Des Moines, IA 390 5:40 206,600
St. Louis, MO 440 6:25 318,100
Little Rock, AR 450 6:30 195,300
Colorado Springs, CO 500 7:15 426,400
Denver, CO 520 7:20 620,000
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Exhibit 3 demonstrates the markets and land area captured within the 25-, 100- and 200-mile concentric 
rings around the Wichita area.  These rings will be utilized throughout the report while analyzing and 
comparing demographic and socioeconomic variables. 
 
 

Exhibit 3 
Location & Transportation – Geographic Rings 

 

 
 
 
  

Source: Microsoft MapPoint.
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Demographics 
 
An important component in assessing the potential success of the convention product within a given 
market is the demographic and socioeconomic profile of the local area.  Specific demographic and 
socioeconomic information that can provide an indication of the ability of a market to support an event 
facility includes population, age, household income and corporate base.  Additionally, the proximate 
corporate base to an event facility is often an important indicator of the ability of a facility to attract 
corporate event activity. 
 
Below, Exhibit 4 provides a summary of key demographic characteristics estimated for the city of Wichita, 
Sedgwick County, markets captured in 25-, 100-, and 200-mile concentric rings around the city of 
Wichita, the state of Kansas and a United States benchmark. 
 
 

Exhibit 4 
Demographics – Wichita Area Summary 

 

 
 
 
As shown, the population of the city of Wichita was approximately 354,000 in 2000, while future 
projections based on U.S. Census data estimate Wichita’s population to be approximately 384,700 in 2013 
and 390,600 in 2018. 
 
The estimated population within 25 miles of Wichita is approximately 573,600 in 2013, which is an 
estimated 25.1 percent increase over 1990 population within that radius. This growth is significantly 
higher than the estimated 16.7 increase throughout the state of Kansas, but lags behind the estimated 
26.6 percent growth rate of the United State just slightly.  The population base within the 100- and 200-
mile rings is estimated at 1.22 million and 7.69 million, respectively.   
 
Average household income among Wichita residents approximates $58,300, which is approximately 16 
percent (approximately $11,400) less than the national average.   
  

City of Sedgwick 25-Mile 100-Mile 200-Mile State of
Demographic Variable Wichita County Ring Ring Ring Kansas U.S.

Population (1990) 313,693 403,662 458,422 1,103,329 6,293,505 2,477,574 248,709,873
Population (2000) 353,986 452,869 515,066 1,168,651 6,930,369 2,688,416 281,421,942
Population (2013 est.) 384,669 504,097 573,582 1,222,756 7,687,777 2,891,653 314,861,807

% Change (1990-2013) 22.6% 24.9% 25.1% 10.8% 22.2% 16.7% 26.6%

Population (2018 est.) 390,578 514,095 584,251 1,236,055 7,921,709 2,955,543 325,322,277
% Change (2013-2018) 1.5% 2.0% 1.9% 1.1% 3.0% 2.2% 3.3%

Avg. Household Inc. (1990) 35,803 37,124 37,043 32,185 32,965 34,182 38,453
Avg. Household Inc. (2000) 50,661 53,102 53,402 47,170 49,185 52,136 56,644
Avg. Household Inc. (2013 est.) 58,257 55,682 59,061 56,186 61,022 64,007 69,637

% Change (1990-2013) 62.7% 50.0% 59.4% 74.6% 85.1% 87.3% 81.1%

Avg. Household Inc. (2018 est.) 53,702 56,135 56,947 56,534 62,642 66,106 71,917
% Change (2013-2018) -7.8% 0.8% -3.6% 0.6% 2.7% 3.3% 3.3%

Median Age (2013, in years) 34.5 34.4 34.9 36.8 36.5 36.2 37.5

Source: Claritas Inc. 2013; U.S. Census Data 2000.
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Corporate Base 
 
The breadth and characteristics of the inventory of local corporations and employers can provide an 
indication of general potential for corporate meeting activity in a given market.  Often, the major 
employers in a local market are an important source of facility usage with regard to corporate meetings, 
banquets and other similar uses, all of which are important to maintain the utilization and financial 
viability of a convention center.  Indirectly, the size of a local corporate base also tends to be correlated 
with the level and breadth of supporting community amenities (i.e., hotels, restaurants, transportation 
infrastructure, etc.), which are relevant when considering non-local events.  Exhibit 5 outlines all public 
and private sector employers in Sedgwick County with 1,000 or more total full-time employees. 
 
 

Exhibit 5 
Demographics - Top Wichita Area Employers 

 

 
 
 
There are 20 employers in the Wichita area employing 1,000 people or more.  Collectively, these 20 
companies and organizations provide approximately 66,700 local jobs.  With approximately 10,800 local 
employees, Spirit AeroSystems is the largest employer in Wichita.  Via Christi Health and McConnell Air 
Force Base, the next largest employers, employ approximately 6,300 and 6,100 individuals, respectively.  
In terms of public sector employers, the Unified School District 259 Wichita, State of Kansas, City of 
Wichita, United States Government, Sedgwick County, Wichita State University, U.S. Postal Service and 
the Unified School District 260 Derby account for more than 32 percent of the local area jobs 
(approximately 21,500 jobs).   Other major private-sector employers include a variety of corporations 
within the aviation industry including Cessna Aircraft (4,860 employees), Beechcraft Corporation (4,500 
employees), Bombardier Learjet (2,800 employees) and Boeing Defense, Space and Security (2,160 
employees). 

Source:  Greater Wichita Economic Development Coalition; www.gwedc.org, 2013.

Top Wichita, KS Area Employers Employees

Spirit AeroSystems 10,800
Via Christi Health 6,338
McConnell Air Force Base 6,090
Unified School District 259 Wichita 5,342
Cessna Aircraft 4,860
Beechcraft Corporation 4,500
State of Kansas 3,893
City of Wichita 2,924
Bombardier Learjet 2,800
United States Government 2,737
Sedgwick County 2,691
Koch Industries 2,353
Boeing Defence, Space & Security 2,160
Wesley Medical Center 1,867
Wichita State University 1,746
AGCO Corporation 1,445
U.S. Postal Service 1,120
Unified School District 260 Derby 1,019
Cargill Meat Solutions 1,000
Johnson Controls - York 1,000
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Local Event Facility and Hotel/Lodging Inventory 
 
The purpose of this section is to inventory and analyze key elements of the existing convention/meeting 
facility and hotel/lodging properties within Wichita.   
 
 
Century II Performing Arts and Convention Center 
 
The Century II Performing Arts and Convention Center (CII) opened in 1969 and was named to 
commemorate Wichita’s 1970 centennial.  The facility offers 170,000 square feet of exhibit space and 
27,600 square feet of meeting space throughout 21 breakout meeting rooms.   CII essentially consists of 
two separate, but connected spaces.  The round building, with its iconic blue roof, was the original 
structure and is a circularly-designed building consisting of Carl Bell Convention Hall, Exhibition Hall, 
Concert Hall, the Mary Jane Teall Theater and breakout meeting rooms. 
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There is approximately 32,000 square feet of exhibit space in Convention Hall (in addition to seating 
available for over 4,700), approximately 45,000 square feet of exhibit space in Exhibition Hall, fixed 
seating for nearly 2,200 in Concert Hall and seating for approximately 650 in Mary Jane Teall Theater.  
Though there is a significant amount of event space available within this building, the nature of its design 
presents certain logistical issues with regard to event planning (i.e., issues with respect to ingress/egress, 
flow of event space, load-in/out, etc.). 
 
As such, in 1986 the complex was expanded to include Bob Brown Expo Hall, which consists of 
approximately 93,000 square feet of more traditional exhibition space (largely rectangular in design with 
high ceilings and no fixed seating elements).   
 
 
Hyatt Regency Wichita Hotel 
 
In 1997, the 303-room Hyatt Regency Wichita was constructed, connecting to Bob Brown Expo Hall, 
which offers a 10,200-square foot ballroom and approximately 7,900 square feet of breakout meeting 
space. The City-owned Hyatt acts as the headquarters hotel for CII events and regularly works in 
conjunction with CII and Go Wichita staff when booking large events requiring event space beyond what 
is available in CII. 
 

 
 
 
Importantly, the number of potentially competitive and/or supporting event facilities in the local market 
area is also an important consideration with respect to the overall viability of a market’s convention 
product.  The Wichita market currently offers a number of meeting facilities, including meeting space 
within hotel facilities and event space at specialized area facilities that would compete for and/or provide 
complimentary event space for certain conventions, conferences, tradeshows, meetings and other events.   

Hotel Guestrooms: 303

Event Space (SF)
Exhibit Space: 0
Meeting Space:! ( 1) 7,900
Ballroom Space: 10,200
Total Sellable Space: 18,100

Largest Contiguous Space: 10,200

(1) Meeting space includes Riverview Ballroom, as this space is too small to be considered convention -quality ballroom space.
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Exhibit 6 presents a listing of the primary downtown Wichita area meeting facilities that offer flat floor 
exhibit, meeting and/or ballroom space for rental. 
 
 

Exhibit 6 
Local Facilities – Downtown Wichita Meeting Facilities 

 

 
 
 
 
As presented, there are nine primary meeting facilities in downtown Wichita, aside from the previously 
discussed CII.  Intrust Bank Arena is the only other downtown facility offering exhibit space, with 
approximately 32,000 square feet of contiguous exhibit space; however, this facility lacks traditional 
meeting or ballroom/multipurpose space often necessary to accommodate large conventions, 
conferences, tradeshows and other such events.  Further, its primary function is to house ticketed events 
such as the Wichita Thunder (minor league hockey), concerts, family shows, and other such events.  As 
previously discussed, the Hyatt Regency offers approximately 18,100 square feet of total sellable space, 
including the 10,200-square foot Grand Eagle Ballroom, which is the largest ballroom in Wichita. 
 
 
 
 
  

Multipurpose/ Largest Number Rooms
Exhibit Meeting Ballroom Sellable Contiguous of Event at HQ

Facility Space Space Space Space Space Spaces Hotel

Intrust Bank Arena 32,000 0 0 32,000 32,000 0 N/A

Hyatt Regency Wichita 0 7,900 10,200 18,100 10,200 6 303

Drury Plaza Hotel Broadview 0 4,200 9,200 13,400 9,200 4 200

Hotel at Old Town 0 1,600 8,200 9,800 8,200 2 115

Wichita Scottish Rite Center 0 1,800 9,400 11,200 6,800 2 N/A

Abode Venue 0 760 6,600 7,360 6,600 1 N/A

Courtyard by Marriott - Wichita at Old Town 0 2,500 4,100 6,600 4,100 1 128

Holiday Inn Hotel & Suites Convention Center 0 1,400 1,800 3,200 1,800 3 150

Ambassador Hotel 0 3,500 0 3,500 1,600 4 117

Source:  Go Wichita, 2013
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The location of the existing primary local meeting facilities is presented in Exhibit 7. 
 
 

Exhibit 7 
Local Facilities – Downtown Wichita Meeting Facilities 
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Source:  Go Wichita, 2013
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As previously mentioned, a community’s hospitality infrastructure, in terms of hotels, restaurants, 
entertainment and other such factors, contributes heavily to the potential success of a market’s 
convention center product.  The marketability of any event facility increases when there exists the 
support of amenities and infrastructure within close proximity.   
 
This supporting hospitality infrastructure also plays a key role in generating the desired economic impact 
of added event space, particularly when considering a convention center project.  A paramount 
component of this hospitality infrastructure is the local inventory of quality hotel properties.  As such, the 
primary hospitality infrastructure for Wichita is outlined in Exhibit 8 below. 
 
 
 

Exhibit 8 
Lodging - Primary Downtown Wichita Hotels 

 

 
 
 
As shown, there are nine lodging properties in downtown Wichita with 50 or more sleeping rooms.  
Overall, it is estimated that the downtown Wichita area offers nearly 1,300 total hotel guestrooms.  The 
largest hotel properties in downtown Wichita are the Hyatt Regency Wichita (303 rooms), the Drury Plaza 
Hotel Broadview (200 rooms) and the Holiday Inn Hotel and Suites Convention Center (150 rooms). 
 
 
  

Facility Rooms Facility Rooms

Hyatt Regency Wichita 303 Ambassador Hotel 117

Drury Plaza Hotel Broadview 200 Hotel at Old Town 115

Holiday Inn Hotel & Suites Convention Center 150 Hotel at WaterWalk 88

Fairfield Inn & Suites by Marriott Downtown 131 Quality Inn 55

Courtyard by Marriott - Wichita at Old Town 128

Note: Only downtown properties offering more than 50 sleeping rooms listed.
Source:  Go Wichita, 2013

Total Estimated Downtown Wichita Hotel Room Inventory = 1,287 Guestrooms
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From a meeting planner’s perspective, assembling a room block in as few properties as possible is 
important.  As such, the location of a market’s existing and planned inventory can be critical in 
successfully accommodating events with a non-local attendee base.  Exhibit 9 presents the location of 
these existing primary downtown Wichita hotel properties. 
 
 

Exhibit 9 
Lodging - Primary Downtown Wichita Hotels 

 

 
 
 
 
As shown, there are currently four hotel properties located within approximately one-half mile of CII.  
Both the Holiday Inn Hotel and Suites Convention Center and the Hotel at Waterwalk are located on the 
far side of Kellogg Avenue, which perceptually and functionally limits the walkability of CII from these 
properties.  In all, there are approximately 750 hotel rooms that could be considered to be within 
reasonable walking distance of the Century II Performing Arts and Convention Center.  As will be 
discussed later in this report, many national association conventions, tradeshow and other event planners 
require a high percentage of rooms comprising their respective room blocks to be located proximate to 
the event facility. 
 
  

Source:  Source:  Go Wichita, 2013
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In an effort to gauge local tourism trends, we have reviewed average daily hotel room rates, as well as 
average occupancy in the Wichita area for the six-year period spanning 2007 through 2012.  Annual 
averages are summarized in Exhibit 10. 
 
 

Exhibit 10 
Local Facilities – Annual Downtown Wichita Hotel Occupancy and Average Daily Rate 

(2007-2012) 
 

 
 
 
Based on data collected and provided by Smith Travel Research and Go Wichita, the average annual 
occupancy in Wichita hotels has ranged from a high of approximately 68 percent in 2008 to a just under 
62 percent in 2011.  The average daily rate hotel room rate (ADR) has also remained relatively consistent 
over this time period.  Aside from the slight decrease in 2009, ADR within Wichita’s downtown hotel 
market has stayed very consistent, ranging from a high of $99 per night in 2011 and 2012 to a low of 
$88 in 2007.  This consistency, in spite of the nationwide recession that (oftentimes significantly) affected 
the hotel product within most markets, highlights the relative strength and maturity of the Wichita hotel 
market. 
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It is also interesting to note the seasonal patterns associated with hotel occupancy and average daily 
hotel room rates, as presented in Exhibit 11 below. 
 
 

Exhibit 11 
Local Facilities – Monthly Downtown Wichita Hotel Occupancy and Average Daily Rate 

(January 2010 – December 2012) 
 

 
 
 
As shown, occupancy rates and ADR tend to be at their lowest from November through January, with 
occupancy rates averaging approximately 52 percent and ADR approximating $95 per night.  Aside from 
these three months, occupancy and ADR remain relatively steady on a monthly basis, averaging 69 
percent occupancy and over $98 per night average daily rate. 
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In Exhibit 12, the same six-year span is summarized, but segmented by averaging the individual months 
occupancy and ADR. 
 
 

Exhibit 12 
Local Facilities – Average Monthly Downtown Wichita Hotel OCC and ADR 

(January 2007 – December 2012) 
 

 
 
 

 
As shown, occupancy rates and ADR when segmented by month are generally at their lowest from 
November through January.  The ADR follows a similar pattern as occupancy from January to April and 
again from August through December, but May through July decreases with July at its lowest of $90 per 
night, largely due to activity that occurred between 2007 and 2009. 
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In addition to reviewing the annual downtown Wichita hotel occupancy and ADR, Exhibit 13 summarizes 
occupancy and average daily rate throughout the entire Wichita hotel market. 
 
 

Exhibit 13 
Local Facilities – Annual Downtown Wichita Hotel Occupancy and Average Daily Rate 

(2007 – 2012) 
 

 
 
 
 
Hotel occupancy among all Wichita hotel properties follows a similar pattern to those properties located 
within downtown, ranging from approximately 66 percent occupancy in 2007 to 57 percent in 2009; 
however, the average daily rate was significantly lower, ranging from just $77 in 2007 to a high of nearly 
$84 in 2012. 
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In Exhibit 14, the overall Wichita market’s hotel occupancy and average daily rate is summarized and 
segmented by month from January 2010 to December 2012. 
 
 

Exhibit 14 
Local Facilities – Monthly Wichita Hotel Occupancy and Average Daily Rate 

(January 2010 – December 2012) 
 

 
 
 
 
The occupancy rates and ADR were again at their lowest from November through January for all three 
years, with occupancy rates averaging approximately 49 percent and ADR approximating $80 per night.  
Occupancy for February through October averaged 62 percent, while the ADR averaged $82 per night for 
the same time period. 
 
  

$70

$72

$74

$76

$78

$80

$82

$84

$86

$88

0%

10%

20%

30%

40%

50%

60%

70%

80%

Ja
n 

'1
0

Fe
b 

'1
0

M
ar

 '1
0

A
pr

 '1
0

M
ay

 '1
0

Ju
n 

'1
0

Ju
l '

10
A

ug
 '1

0
S

ep
 '1

0
O

ct
 '1

0
N

ov
 '1

0
D

ec
 '1

0
Ja

n 
'1

1
Fe

b 
'1

1
M

ar
 '1

1
A

pr
 '1

1
M

ay
 '1

1
Ju

n 
'1

1
Ju

l '
11

A
ug

 '1
1

S
ep

 '1
1

O
ct

 '1
1

N
ov

 '1
1

D
ec

 '1
1

Ja
n 

'1
2

Fe
b 

'1
2

M
ar

 '1
2

A
pr

 '1
2

M
ay

 '1
2

Ju
n 

'1
2

Ju
l '

12
A

ug
 '1

2
S

ep
 '1

2
O

ct
 '1

2
N

ov
 '1

2
D

ec
 '1

2

Occupancy ADR

Source:  Smith Travel Research, Go Wichita, 2013.



 

MARKET AND ECONOMIC ASSESSMENT OF WICHITA’S CONVENTION CENTER PRODUCT 
Analysis of Local Market Conditions 
Page 20 

 
 
Exhibit 15 summarizes the average monthly Wichita hotel occupancy and average daily rate for the 
overall hotel market from January 2007 to December 2012. 
 
 

Exhibit 15 
Local Facilities – Average Monthly Wichita Hotel Occupancy and Average Daily Rate 

(January 2007 – December 2012) 
 

 
 
 
 
The average monthly occupancy and average daily rates were again lowest from November through 
January at an average of 50 percent occupancy and just under $79 per night.  The highest occupancy 
rates were in June through August, averaging nearly 68 percent, while ADR was highest from August 
through October, averaging just under $81 per night. 
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Attractions 
 
Wichita offers a number of attractions and recreational opportunities.  Event planners will often focus on 
the visitor appeal of a destination when making site evaluations and selections.  Highly desirable 
destinations from a visitor perspective may support higher event attendee levels leading to a more 
successful and profitable event.  Today, the Wichita area’s existing visitation is driven in part by a variety 
of historic attractions, museums, performance arts and other amenities (both natural and man-made) 
offered within the community.  A listing of some of the notable attractions and community resources in 
and around Wichita are presented in Exhibit 16. 
 
 

Exhibit 16 
Local Facilities – Primary Wichita Attractions 

 

 
 
 
From a convention or tradeshow event planner’s perspective, these attractions allow Wichita to offer 
important amenities when considering destinations, particularly in catering to attendees and exhibitors 
that travel with relatives/friends.    

Botanica, The Wichita Gardens McCormick School Museum
Bradley Fair Mid-America All-Indian Center
Cabaret Old Town Mosley Street Melodrama
CityArts Museum of World Treasures
Coleman Factory Outlet & Museum Music Theatre of Wichita
Crown Uptown Dinner Theatre NewMarket Square
Delano District Old Cowtown Museum
Exploration Place Old Town Marketplace
Frank Lloyd Wright-Allen Lambe House Museum Orpheum Performing Arts Center
Grace Hill Winery Sedgwick County Zoo
Great Plains Nature Center Society of Decorative Painters
Great Plains Transportation Museum Tanganyika Wildlife Park
Intrust Bank Arena The Kansas African American Museum
Kansas%Aviation%Museum Ulrich%Museum%of%Art
Kansas%Cosmosphere%&%Space%Center Veterans Memorial Park
Kansas%Sports%Hall%of%Fame Warren Theatre IMAX
Kansas%Star%Casino Wichita Art Museum
Kansas%Underground%Salt%Museum Wichita Ice Center
Kansas%Wildlife%Exhibit Wichita Grand Opera
Keeper%of%the%Plains Wichita Scottish Rite Center
Lake%Afton%Public%Observatory Wichita-Sedgwick County Historical Museum
LawrenceGDumont%Stadium Wichita Symphony Orchestra

Primary Wichita Area Attractions

Source:  Go Wichita, 2013
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As part of its long-term downtown revitalization efforts and Master Plan, the City of Wichita hired Goody 
Clancy to develop preliminary master planning concepts in 2010 that involved the development of new 
residential, office/retail, hotel, civic/institutional and parking space throughout the downtown area.  
Importantly, in addition to strengthening “connectivity” among districts, amenities, and the infrastructure, 
the plan focuses on revitalizing and energizing the area around CII, the Hyatt Hotel and the riverfront.  A 
graphical overview of the downtown master plan key elements is presented below in Exhibit 17. 
 
 

Exhibit 17 
Local Facilities – Project Downtown Master Plan Overview 

 

 
 
 

 
 
 
 
  

Prepared by Goody Clancy, November 2010.
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Summary 
 
The demographic and socioeconomic characteristics of a local market are important components in 
assessing the market potential for convention center space in a community.  The strength of a market in 
terms of its ability to attract events and attendees, and generate revenues, is predicated, somewhat, on 
the size of the regional market area population and its demographic makeup as well as the level of 
competition within the regional area.  Further, a community’s hospitality infrastructure in terms of hotels, 
restaurants, entertainment and other such factors contribute heavily to the ability to attract non-local 
events. 
 
Strengths of the local Wichita market as they relate to the convention center product include: 
 

• As the largest metropolitan community in Kansas, there is a significant population and 
corporate base surrounding downtown Wichita. 

• Direct access to Interstate Highways 35 and 135, and U.S. Routes 54 and 400. 

• Geographically, Wichita is conveniently accessible by the majority of the state of Kansas, 
drive markets such as Oklahoma City, Kansas City, Tulsa, Dallas and the rest of the country 
by virtue of the presence of Wichita Mid-Continent Airport, which is presenting undergoing 
the construction of a new $100 million terminal. 

• Attached Hyatt Regency Wichita acts as a headquarter hotel to CII, while also providing 
additional ballroom and breakout meeting space to events with such requirements. 

• Affordable cost structure of key areas of visitor industry products and services. 

 
 
Some of Wichita’s challenges as they relate to the convention center product include: 
 

• Challenges with the size, quality and configuration of existing convention space within the 
Century II Performing Arts and Convention Center. 

• The CII signature “blue dome”—while a recognized, iconic landmark unique to Wichita—gives 
the impression of a dated, substandard convention product to certain participants in the 
national convention marketplace, working to reduce, rather than enhance the 
competitiveness of the current Wichita convention product within the broader national 
convention market.  This issue will be discussed further in a later chapter. 

• There is believed to be a limited perception of Wichita throughout the region (outside of the 
state of Kansas) and the nation as a “convention destination”. 

• Limitations in total number of downtown hotel rooms proximate to CII and lack of a property 
large enough to accommodate many national events. 

• Desirable entertainment and attraction "pockets" spread out throughout the community and 
downtown—many of which are not walkable from CII and the Hyatt.  

• The presence of Wichita Mid-Continent Airport provides an important component in 
supporting an attractive destination for meeting and event planners; however, the current 
level of access from domestic U.S. markets is limited compared to many competitive or 
comparable destinations. 
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3.0.  HISTORICAL CII OPERATIONS ANALYSIS 
 
 
The Century II Performing Arts and Convention Center (CII) was originally opened in 1969 and has been 
subsequently expanded most recently in 1986 with the addition of the Bob Brown Expo Hall.  Currently, 
CII offers approximately 170,000 square feet of exhibit space, including 93,000 square feet of contiguous 
exhibit space in Bob Brown Expo Hall; 27,600 square feet of meeting space; and no ballroom space.  
Since the outset, CII has accommodated high levels of use, hosting a wide array of local and non-local 
events including conventions, tradeshows, conferences banquets, meetings and special events. 
 
 

 
 
 
The purpose of this chapter is to inventory and analyze key elements of the historical operations of the 
Century II Performing Arts and Convention Center.  Understanding utilization levels, event mix and other 
such characteristics of the facility is important to provide a basis from which to evaluate short and long-
term market demand characteristics for Wichita, CII and/or a new convention center.  Additionally, we 
have examined historical and future event and room night bookings on behalf of Go Wichita for events 
taking place at CII, as well as data available pertaining to the Hyatt Regency. 
 
  

Hotel Guestrooms: N/A

Event Space (SF)
Exhibit Space: 170,000
Meeting Space: 27,600
Ballroom Space: 0
Total Sellable Space: 197,600

Largest Contiguous Space: 93,000
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We begin with an overall summary of the primary 2012 CII events by type as shown in Exhibit 1. 
 
 
 

Exhibit 1 
Historical CII Operations Analysis - Primary CII Events by Type 

 (2012) 
 

 
 
 
 
This summary highlights the wide array of events that are held at CII on an annual basis. 
 
  

Source:  Century II Center management, 2013

• ARBA Convention
• Cessna Aircraft Co. Citation Cust. Conf.
• KFCCLA State Annual Conference
• KS Agri Business Expo
• KS Livestock Assoc. Annual Conf.
• KS Rural Water Assoc. Annual Conf. 
• KS Thespian Conference
• KSDE Annual Conference
• Midwest Catholic Family Conference
• Society of Decorative Painters Intl. Conf.
• Teaching Parents Assoc. Homeschool Conf.

• All About Her Gift Mart
• Bridal & Prom Expo
• Discover the Dinosaurs
• Gun and Knife Show
• Holiday Galleria
• Midwest Beerfest
• Midwest Hunt Fest
• Outdoor Living and Landscape Show
• Quilt Show
• Starbird-Devlin Rod & Customs Car Show
• Fall Home Remodeling & Decorating Expo
• Wichita Home Show
• Women's FairPERFORMANCES

• Blue Man Group
• Mamma Mia
• Rock of Ages
• Celtic Woman

FESTIVALS
• American Indian Festival
• BlackTop Nationals

CONVENTIONS & TRADESHOWS CONSUMER/PUBLIC SHOWS

• Disney’s “The Lion King"
• Jerry Seinfeld
• Mannheim Steamroller
• The Nutcracker Ballet
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We begin our analysis with an overall summary of the total number of events, by type of event (as 
classified by CII staff), for the three-year period spanning 2010 through 2012.  Data presented herein is 
inclusive of only events held in CII and does not consider utilization of ballroom space and/or Promenade 
Level meeting space, which is controlled by the Hyatt.  Hyatt ballroom and Promenade Level meeting 
space activity will be discussed separately (see page 39).  Exhibit 2 presents the total number of annual 
events by type of event for the three-year period, 2010 to 2012. 
 
 

Exhibit 2 
Historical CII Operations Analysis - Annual Events 

(2010 – 2012) 
 

 
 
 
 
CII has hosted between 352 and 388 events annually during the three-year period reviewed.  The most 
frequently hosted events are Business events, with between 116 and 134 annual events.  Performance 
related events have accounted for between 62 and 67 annual events.  While the scope of this study is 
intended to better outline the market for convention-oriented events, Performance events have been left 
in this analysis to provide a comprehensive review of events currently held at CII. 
 
The overall level of consistency exemplified by these data provides some indication of a mature product 
with respect to the facility, hotel and related features of the destination.  Future growth may require 
some element of change/improvement to these basic convention and tradeshow amenities.  The level of 
unmet market demand for facilities in the destination is evaluated later in this study. 
 
Of the several hundred individual events hosted annually by CII, “Conventions” are the core economic 
impact-generating events, which totaled 29 in each of the past three years.  These events are multiple-
day events (most of which include tradeshow/exhibition activities) that are attended by mostly non-local, 
overnight delegates and exhibitors.  Based on a review of historical CII event data, it is estimated that an 
average of approximately 20 percent of CII’s Conventions represent “national” conventions.  Most of the 
remaining 80 percent represent conventions of state or regional scope. 
 

Source:  Century II Center management, 2013

2010 2011 2012

Business 116 134 134
Ceremony 22 19 17
Competition 6 6 6
Consumer 29 27 33
Convention 29 29 29
Festival 7 9 8
Other 3 6 3
Performance 65 67 62
Religious 33 31 66
Social Event 8 6 6
Trade Show 1 0 1
Training 35 18 23

Total 354 352 388
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Additionally, there are a number of events that are non-local state, regional or national events that are 
currently being held at the Hyatt in the Grand Eagle Ballroom and/or Promenade Level that are not 
captured as part of this analysis. 
 
In an effort to further characterize the event mix at CII, Exhibit 3 presents the total number of utilization 
days (including move-in, event and move-out days) by event type for the same 2010 through 2012 time 
period. 
 
 

Exhibit 3 
Historical CII Operations Analysis - Utilization Days 

(2010 – 2012) 
 

 
 
 
 
As shown, the total number of utilization days at CII has increased from 810 days in 2010 to 942 in 2012, 
with Performance events accounting for approximately 34 percent of annual utilization, or approximately 
295 utilization days annually.  Business events generate approximately 163 annual utilization days (or 
approximately 19 percent of total annual utilization), Consumer events and Convention events generate 
approximately 115 and 104 annual events, respectively (13 and 12 percent of total annual facility 
utilization).  Religious events have seen the largest overall increase from 44 and 48 events in 2010 and 
2011, respectively, to 87 total events in 2012.  Trade Shows account for the least amount of business at 
only two events total in 2010 and 2012, with no Trade Show events in 2011. 
 
  

Source:  Century II Center management, 2013

2010 2011 2012

Business 143 162 185
Ceremony 24 20 18
Competition 14 17 18
Consumer 114 110 122
Convention 105 98 110
Festival 35 40 37
Other 9 32 3
Performance 274 296 315
Religious 44 48 87
Social Event 9 7 6
Trade Show 2 0 2
Training 37 22 39

Total 810 852 942
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We have further segmented the data, focusing just on 2012, by number of days each type of event 
lasted.  Exhibit 4 categorizes length of events by one, two, three or four or more days. 
 
 
 

Exhibit 4 
Historical CII Operations Analysis - Events by Number of Event Days 

(2012) 
 

 
 
 
 
In 2012, of the 388 total events, 282 events (approximately 73 percent) occurred within a single day, 
suggesting that the majority of events occurring at CII attract either local event attendees or day-
trippers.  While providing important event activity, these single-day events limit a facility’s ability to 
generate significant levels of economic impact as most attendees likely either live in the market (and 
would have otherwise likely spent the same amount of money in the market anyway, and therefore are 
not generating any “net new” economic impact) or only spend a limited time in the market, thus limiting 
their overall spending (i.e., limiting need for overnight stays, increasing the potential that vehicle fuel, 
meal, entertainment and other such travel-related purchases may occur out of market, etc.). 
 
  

One Two Three Four or More
Event Day Event Days Event Days Event Days

Business 124 7 0 3
Ceremony 17 0 0 0
Competition 2 1 2 1
Consumer 15 7 8 3
Convention 2 14 9 4
Festival 3 0 3 2
Other 3 0 0 0
Performance 34 8 11 9
Religious 58 5 2 1
Social Event 6 0 0 0
Trade Show 1 0 0 0
Training 17 2 1 3

Total 282 44 36 26
Source:  Century II Center management, 2013
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Exhibit 5 outlines the total combined attendance and ticket sales by event type for the same three-year 
period among all events utilizing CII. 
 
 
 

Exhibit 5 
Historical CII Operations Analysis - Total Combined Attendance and Ticket Sales 

(2010 – 2012) 
 

 
 
 
 
Overall combined attendance and ticket sales levels have increased each of the past three years, from 
approximately 442,800 in 2010 to more than 513,000 in 2012.  On average, CII attracts nearly 472,600 
total attendees annually.  Performance events have generated more attendees in each of the past three 
years, increasing from approximately 169,600 to 230,000 attendees, and attracting an average of 
191,800 annual attendees.  Consumer shows are the next largest event in terms of total attendance, 
averaging approximately 123,500 annual attendees. 
 
On average, Festivals and Consumer shows attract the most attendees per event, with approximately 
5,000 and 4,200 attendees per event, respectively.  Performances draw nearly 3,000 attendees, on 
average, while Competitions and Conventions attract approximately 1,700 and 1,200 attendees per 
event.  While Business related events generate the most total annual events, these events draw just 230 
attendees per event. 
 
  

2010 2011 2012

Business 29,714 30,965 26,906
Ceremony 17,665 19,225 19,870
Competition 6,980 8,403 14,550
Consumer 130,420 119,881 120,273
Convention 31,978 33,158 40,480
Festival 37,274 48,332 33,396
Other 65 985 530
Performance 169,628 175,828 229,997
Religious 14,228 22,327 20,704
Social Event 1,205 1,525 2,040
Trade Show 500 0 337
Training 3,135 1,282 3,944

Total 442,792 461,911 513,027
Source:  Century II Center management, 2013
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Another useful metric when assessing a market’s convention center product is the revenue generated by 
event type.  Exhibit 6 presents a summary of total revenue by event type, by year for 2010 through 
2012.  It is important to note that the total revenue figures represented below are not utilized for final 
accounting purposes and, therefore, cannot be relied upon to present the financial strength of CII.  
However, the data does portray important relationships among the different event types, highlighting the 
relative revenue earning potential of each. 
 
 

Exhibit 6 
Historical CII Operations Analysis - Total Revenue 

(2010 – 2012) 
 

 
 
 
Total revenue figures are somewhat skewed due to Disney’s “The Lion King” performance that was held 
at CII in 2012, which generated more than $586,400 in total revenue.  If we remove this outlier from 
consideration, Consumer and Convention events generate the largest percentage of total annual revenue, 
generating approximately 30 and 23 percent of total CII revenue annually, respectively.  On average, 
Consumer shows generated $398,300 while Conventions generated $311,400 annually.  It is important to 
note, that although Business events are the most frequent events held at CII, they generate just four 
percent of annual building revenue. 
 
On a per event basis, Consumer shows generate approximately $13,400 in total revenue per event, 
followed by Conventions, which generate approximately $10,700 per event.  Potential areas of future 
growth can be found with Trade Show, Festival and Competition events, as these generate an average of 
$7,300, $6,300 and $4,800 per event in total revenue, respectively, though CII has only hosted an 
average of one Trade Show, eight Festivals and six Competitions annually (representing approximately 
four percent of total annual CII event activity, and six percent of total annual CII utilization). 
  

2010 2011 2012

Business $40,666 $67,134 $74,454
Ceremony $12,667 $14,057 $15,526
Competition $23,596 $31,737 $31,310
Consumer $378,365 $382,239 $434,361
Convention $319,581 $279,742 $334,876
Festival $37,558 $44,076 $68,762
Other $421 $205 $484
Performance $273,539 $221,034 $904,325
Religious $19,187 $30,095 $30,901
Social Event $3,142 $1,807 $8,397
Trade Show $7,666 $0 $6,860
Training $7,457 $4,865 $20,298
Other Concessions $184,496 $167,967 $0
Promenade Rooms $97,049 $0 $0

Total $1,405,391 $1,244,959 $1,930,554
Note: Concessions and catering revenue net of expenses
Source:  Century II Center management, 2013
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Rental revenue, as shown in Exhibit 7 summarizes the rental revenue collected from the same three-year 
period of 2010 to 2012 by event type. 
 
 
 

Exhibit 7 
Historical CII Operations Analysis - Rental Revenue 

(2010 – 2012) 
 

 
 
 
 
As shown, rental revenues have remained relatively consistent over the three-year period reviewed, 
especially when accounting for the nearly $80,000 in rental revenue CII generated in 2012 through rental 
to Disney’s “The Lion King”.  On average, the facility generates $626,900, or approximately 48 percent of 
total revenue, through rental revenue (when removing the atypical revenue generated through Disney’s 
“The Lion King”).  Consumer Shows and Conventions generate the most rental revenue for CII, 
accounting for approximately 33 and 25 percent, respectively.   
 
  

2010 2011 2012

Business $27,829 $44,766 $36,672
Ceremony $11,437 $12,200 $13,816
Competition $12,914 $22,322 $17,294
Consumer $220,756 $203,654 $213,722
Convention $165,590 $144,699 $164,382
Festival $26,889 $30,356 $27,944
Other $314 $205 $323
Performance $123,976 $122,683 $207,688
Religious $18,618 $29,605 $26,282
Social Event $3,038 $1,759 $1,769
Trade Show $2,880 $0 $4,200
Training $4,288 $4,590 $10,407
Other Concessions $0 $0 $0
Promenade Rooms $39,041 $0 $0

Total $657,569 $616,839 $724,500
Source:  Century II Center management, 2013
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Exhibit 8 presents a summary of the net concessions and catering revenue by event type from 2010 
through 2012. 
 
 
 

Exhibit 8 
Historical CII Operations Analysis - Net Concessions and Catering Revenue 

(2010 – 2012) 
 

 
 
 
 
Importantly, accounting practices for tracking concession revenues has changed over the past three 
years, resulting in a difficult metric to analyze in terms of concession revenue generated by event.  
However, it is important to note that total concession revenue has remained relatively constant over the 
three-year period reviewed, indicative of a mature product and market segmentation. 
 
   

2010 2011 2012

Business $6,654 $11,086 $25,571
Ceremony $0 $0 $106
Competition $0 $0 $6,368
Consumer $0 $0 $64,443
Convention $82,320 $72,236 $116,849
Festival $0 $64 $18,962
Other $0 $0 $0
Performance $825 $0 $56,191
Religious $0 $0 $2,275
Social Event $0 $0 $6,548
Trade Show $0 $0 $0
Training $2,647 $0 $9,546
Other Concessions $184,496 $167,967 $0
Promenade Rooms $58,009 $0 $0

Total $334,951 $251,354 $306,858
Note: Concessions and catering revenue net of expenses
Source:  Century II Center management, 2013
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Total other revenue includes revenues earned via utilities charges, LED signage sales, merchandise 
commissions, equipment rental income, ticketing and other sources.  Exhibit 9 presents a summary of the 
total other revenue by event type from 2010 to 2012. 
 
 
 

Exhibit 9 
Historical CII Operations Analysis - Total Other Revenue 

(2010 – 2012) 
 

 
 
 
 
When removing the nearly $480,700 in other revenue generated by CII in 2012 as a result of Disney’s 
“The Lion King”, total annual other revenue generated has averaged nearly $402,700 over the three 
years reviewed.  Consumer shows generate the highest percentage of other revenue, collecting an 
average of $164,100 annually.  Performances and Conventions generate approximately $135,600 and 
$62,700 annually in other revenue, respectively.  Collectively, these three event types generate 
approximately 90 percent of all other revenue generated at CII. 
 
  

2010 2011 2012

Business $6,183 $11,282 $12,211
Ceremony $1,230 $1,857 $1,604
Competition $10,682 $9,415 $7,649
Consumer $157,609 $178,585 $156,197
Convention $71,672 $62,806 $53,646
Festival $10,669 $13,656 $21,855
Other $106 $0 $161
Performance $148,739 $98,351 $640,446
Religious $569 $490 $2,343
Social Event $104 $48 $80
Trade Show $4,786 $0 $2,660
Training $522 $275 $345
Other Concessions $0 $0 $0
Promenade Rooms $0 $0 $0

Total $412,872 $376,767 $899,197
Note: Other revenue includes utilities charges, LED signage sales, merchandise commissions, 

equipment rental income, ticketing and other revenue.
Source:  Century II Center management, 2013
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As part of the assessment of the strength of a market’s convention center product, it is important to 
analyze the overnight stays generated by event activity at the facility.  We begin with an analysis of the 
room night stays generated on the peak night of events held at CII, as collected by Go Wichita.  Exhibit 
10 presents a summary of the room nights generated on the peak night of events. 
 
 
 

Exhibit 10 
Historical CII Operations Analysis - Peak Night Rooms Generated by Event 

(2012) 
 

 
 

 
 
As presented, of the events for which Go Wichita recorded overnight stays, the average event generated 
approximately 228 room nights on the peak night of the event.  The largest event, the American Rabbit 
Breeders Association, generated approximately 1,100 rooms just on the peak night of the event.  As will 
be discussed subsequently, a market’s ability to attract non-local event activity is limited by the existing 
hotel inventory and its ability to accommodate overnight stay demand.   
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Exhibit 11 highlights the total rooms generated by event for 2012.  While the peak night hotel room 
demand summarizes the total room nights necessary for one night, total room generation summarizes 
the total number of rooms utilized over the course of a given event (e.g., if an event lasts four days, and 
requires 25 rooms the first night 50 rooms the second night, 100 rooms the third night and 75 rooms the 
final night, the peak night room generation would be 100 rooms, while the total rooms generated is 250 
rooms). 
 
 

Exhibit 11 
Historical CII Operations Analysis - Total Rooms Generated by Event 

(2012) 
 

 
 
 
 
For 2012, Go Wichita recorded approximately 30,800 hotel room nights generated by event activity at 
CII.  The largest event, the American Rabbit Breeders Association, utilized over 5,800 total room night 
stays.  The next largest event utilized approximately 1,600 per event (the Kansas Music Educators 
Association and the Kansas Rural Water Association).  On average, CII events generated nearly 630 total 
room night stays in Wichita in 2012 per event. 
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Exhibit 12 summarizes the peak night hotel rooms generated by event for the five-year period of 2008 
through 2012. 
 
 

Exhibit 12 
Historical CII Operations Analysis - Peak Night Rooms Generated by Event 

(2008 - 2012) 
 

 
 
 
 
As shown, the maximum number of peak night hotel rooms generated by a CII event occurred in 2008, 
with the National Square Dance Convention utilizing 2,000 hotel rooms on peak.  However, aside from 
this event, no other event has required more than 1,100 rooms on peak.  In fact, only two other events 
required more than 900 rooms on peak: the North American Association for Environmental Education in 
2008 required 1,000 rooms on peak; and, the American Rabbit Breeders Association required 1,100 
rooms on peak in 2012.  Over the five years reviewed, the average event hosted by CII for which Go 
Wichita recorded hotel room requirements utilized just over 240 rooms on peak.   
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We have also summarized total hotel room night generation by CII events, as measured by Go Wichita, 
for the five-year period from 2008 through 2012, as presented in Exhibit 13. 
 
 
 

Exhibit 13 
Historical CII Operations Analysis - Total Rooms Generated by Event 

(2008 - 2012) 
 

 
 
 
 
The most total hotel rooms utilized by a CII hosted event during the five-year period reviewed was 8,000 
rooms by the National Square Dance Convention in 2008.  A total of just nine of the nearly 250 events 
(less than four percent) recorded by Go Wichita during this period generated more than 1,650 total room 
nights.  On average, the CII events requiring hotel night stays generated approximately 665 total room 
nights per event.    
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In addition to analyzing historical event activity, we have prepared an analysis of historical financial 
operations of the Century II Performing Arts and Convention Center.  Importantly, the analysis considers 
revenues and expenses generated through the operation of CII, and does not consider various non-
operating aspects, such as parking or necessary infrastructure improvements.  Exhibit 14 below presents 
a summary, by major operating line item, of the most recent three full years of CII financial operating 
results (2010 through 2012). 
 
 

Exhibit 14 
Historical CII Operations Analysis - Financial Operations 

(2010 - 2012) 
 

 
 
 
As presented, CII has operated at an annual deficit ranging from just under $1.7 million in 2012 to as 
much as nearly $1.9 million in 2011.  Total annual revenues have ranged from just over $1.4 million in 
2011 to more than $1.5 million in 2012.  Facility rental revenue has increased in each of the past three 
years, going from $867,900 in 2010 to more than $987,600 in 2012.  However, net food and beverage 
revenue has decreased slightly from $386,200 in 2010 to less than $291,900 in 2012.  Contract service 
and other revenues have remained relatively consistent approximating just under $260,000 in each year 
reviewed. 
 
Operating expenses have decreased in each of the past three years, going from more than $3.3 million in 
2010 to just over $3.2 million in 2012.  Salaries, wages and benefits expense has remained relatively 
constant during this time period, ranging from $2.02 million in 2010 to just under $2.09 million in 2011. 
 
Like CII, the large majority of publicly-owned convention centers located throughout the country 
generate an annual financial operating deficit.  On a per square foot basis, CII’s financial annual financial 
operating deficit is higher than the average comparable convention center located in similar markets—

Source:  Century II Center management, 2013

2010 2011 2012
Operating Revenues:
Facility rent $867,935 $926,543 $987,636
Food service (net) 386,218 242,273 291,853
Contract service/other 258,989 258,045 258,178

Total Operating Revenues $1,513,142 $1,426,861 $1,537,667

Operating Expenses:
Salaries and benefits $2,023,003 $2,086,620 $2,052,024
Contract labor 179,636 70,675 125,449
Utilities 873,750 887,811 894,482
Repair & maintenance 141,101 145,652 30,075
General & administrative 40,724 35,563 54,801
Supplies 53,916 53,629 64,052
Insurance 0 0 0
Other 3,140 8,382 14,766

Total Operating Expenses $3,315,269 $3,288,331 $3,235,649

Net Operating Deficit ($1,802,127) ($1,861,470) ($1,697,983)
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however, it is an outcome that would be expected, given CII’s age, substandard physical product, 
accommodated event mix, and functional/marketability challenges. 
 
As mentioned previously, there is additional event space in the Promenade Level connecting CII to the 
Hyatt Regency hotel and the Grand Eagle Ballroom within the Hyatt that are frequently utilized for larger 
events.  Exhibit 15 offers an analysis of Hyatt convention events for the same three-year period of 2010 
to 2012.  The three categories analyzed include groups of ten or more with rooms only, groups of ten or 
more with event space, and local catering events.  Groups of ten or more are groups that booked room 
blocks with the Hyatt, but did not utilize any meeting or event space.  Groups with event space are 
groups booking ten or more rooms and utilizing meeting or event space.  Local catering events comprise 
groups booking meeting or event space without requiring any overnight stays. 
 
 

Exhibit 15 
Historical Hyatt Convention Event Analysis 

(2010 - 2012) 
 

 
 
 
As shown, local catering events were highest among the three groups with a three-year average of 
approximately 515 events; however, these events generated very little non-local economic impact.  
Groups of ten or more with rooms only had a three-year average of almost 240 events, and groups with 
event space were the smallest category at approximately 150 events. 
 
Furthermore, the Hyatt generally benefits from its relationship with CII, which allows it to offer 
incrementally more meeting and event space than what a typical 303-room hotel in a similarly sized 
market could reasonably support.  As such, there are currently a number of events of a non-local state, 
regional or national nature being held at the Hyatt that likely otherwise would be held within the market’s 
convention center space. 
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Summary 
 
CII has hosted a variety of events, including conventions, tradeshows, public/consumer shows, food and 
beverage functions, meetings and other such events.  Understanding utilization levels, event mix and 
other such characteristics of the facility is important to providing a basis from which to evaluate potential 
unmet demand for event space in the market.  It should be noted that figures associated with recent 
operations of CII are representative of only events utilizing exhibit space at the center and do not include 
the many smaller events that utilize only meeting or ballroom space (managed by the Hyatt).  Based on 
our analysis, the following CII utilization characteristics were noted. 
 

• CII has hosted between 352 and 388 events annually, the most frequently hosted of which are 
Business events, with between 116 and 134 annual events.   

• Of the several hundred individual events hosted annually by CII, “Conventions” are the core 
economic impact-generating events, which totaled 29 in each of the past three years.  These 
events are multiple-day events (most of which include tradeshow/exhibition activities) that are 
attended by mostly non-local, overnight delegates and exhibitors.  Based on a review of historical 
CII event data, it is estimated that an average of approximately 20 percent of CII’s Conventions 
represent “national” conventions.  Most of the remaining 80 percent represent conventions of 
state or regional scope. 

• The total number of utilization days at CII has increased from 810 days in 2010 to 942 in 2012, 
with Performance events accounting for approximately 34 percent of annual utilization, or 
approximately 295 utilization days annually.  Business events generate approximately 163 annual 
utilization days (or approximately 19 percent of total annual utilization), Consumer events and 
Convention events generate approximately 115 and 104 annual events, respectively (13 and 12 
percent of total annual facility utilization).   

• Single day events account for approximately 73 percent of all events occurring at CII in 2012, 
limiting the facility’s ability to generate significant levels of economic impact. 

• Potential areas of future growth can be found with Trade Show, Festival and Competition events, 
as these generate an average of $7,300, $6,300 and $4,800 per event in total revenue, 
respectively, though CII has only hosted an average of one Trade Show, eight Festivals and six 
Competitions annually (representing approximately four percent of total annual CII event activity, 
and six percent of total annual CII utilization). 

• The maximum number of peak night hotel rooms generated by a CII event occurred in 2008, 
with the National Square Dance Convention utilizing 2,000 hotel rooms on peak.  However, aside 
from this event, no other event has required more than 1,100 rooms on peak.  In fact, only two 
other events required more than 900 rooms on peak: the North American Association for 
Environmental Education in 2008 required 1,000 rooms on peak, and; the American Rabbit 
Breeders Association required 1,100 rooms on peak in 2012. 

• The most total hotel rooms utilized by a CII hosted event during the five-year period reviewed 
was 8,000 rooms by the National Square Dance Convention in 2008.  A total of just nine of the 
nearly 250 events (less than four percent) recorded by Go Wichita during this period generated 
more than 1,650 total room nights.  On average, the CII events requiring hotel night stays 
generated approximately 665 total room nights.   
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4.0.  COMPARABLE FACILITIES & COMMUNITIES ANALYSIS 
 
 
This chapter provides an analysis of various physical characteristics and resources of both competitive 
and comparable facilities and communities.  The data help place the Century II Performing Arts and 
Convention Center product within a competitive and comparable market context with respect to facility 
space, hotel inventory and other related destination features. 
 
Throughout the country, public sector investment in convention product development is increasingly 
targeting both convention facility (bricks/mortar and policies/procedures) and its supporting visitor 
amenities (hotel, restaurants, entertainment, attractions, etc.)—all geared towards enhancing 
attractiveness compared to other competitive destinations.  As will be shown within this chapter, a 
majority of Wichita’s peer destinations have expanded or developed new convention centers within the 
past 15 years alone.  Further, many of these communities have also invested substantial public sector 
dollars into enhancing the convention product’s supporting amenity infrastructure, including incentivizing 
appropriate headquarter hotel products and entertainment/mixed use districts and infrastructure nearby 
the convention center. 
 
A review of various physical characteristics and resources of facilities and communities around the 
country that are competitive and/or comparable to CII and Wichita is provided within this chapter.  These 
data are used to understand how other similar markets are performing within current industry conditions, 
the level of space and hotel room inventory offered by competitive and comparable facilities and 
destinations, and other such characteristics.  A number of characteristics are considered by event 
planners in determining the ability of a community to attract convention, conference and tradeshow 
business.   
 
 
Advancing State-of-the-Industry 
 
Importantly, the “state-of-the-industry” in terms of convention center physical product aesthetics and 
functionality has continued to advance year-over-year since the original construction and subsequent 
expansion of CII, now decades ago.  As would be expected, this has degraded Wichita’s ability to 
compete for national pieces of convention, conference, tradeshows and meeting business (and its 
resulting economic impact).   
 
On the following three pages, a showcase of convention center facility “state-of-the-industry” is 
presented through a number of exterior and interior images of newly-built and expanded convention 
centers throughout the country, many of which are competitive, peer markets to Wichita.  The first page 
presents images of state-of-the-industry design in terms of convention center exteriors, the second page 
showing the same for various interior public spaces, and the third page illustrates modern interior 
function spaces. 
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Competitive Convention Facilities 
 
As a part of this analysis, we identified eight event facilities throughout the state of Kansas and the 
regional marketplace that may offer some level of competition to the Wichita convention center product.  
Exhibit 1 presents the location and name of these eight event facilities. 
 

 
Exhibit 1 

Competitive State/Regional Convention Facilities 
 

 
 
 
Exhibit 2 presents a summary of the physical characteristics and components of the primary event spaces 
of the competitive state and regional event facilities analyzed. 
 
 

Exhibit 2 
Competitive State/Regional Event Facilities 

 

 
 
 
  

City, State Facility

Kansas City, MO Kansas City Convention Center
Manhattan, KS Hilton Garden Inn Manhattan & Manhattan Conference Center
Oklahoma City, OK Cox Business Services Convention Center
Omaha, NE Century Link Center Omaha
Overland Park, KS Overland Park Convention Center
Salina, KS Salina Bicentennial Center
Topeka, KS Kansas Expocentre
Tulsa, OK Tulsa Convention Center

Total Largest
Exhibit Meeting Ballroom Sellable Contiguous

Market Space Space Space Space Space

Kansas City, MO 388,800 96,900 70,400 556,100 388,800
Omaha, NE 194,300 22,100 41,900 258,300 194,300
Wichita, KS 170,000 27,600 10,200 207,800 63,500
Tulsa, OK 102,600 22,800 57,800 183,200 102,600
Oklahoma City, OK 100,000 28,600 25,000 153,600 81,500
Overland Park, KS 58,500 15,000 25,000 98,500 58,500
Topeka, KS 62,300 5,800 0 68,100 44,500
Salina, KS 38,500 6,800 0 45,300 21,100
Manhattan, KS 0 1,860 15,470 17,330 15,470

Total 1,115,000 227,460 245,770 1,588,230
Average 123,900 25,300 27,300 176,500 107,800

Note: Largest Contiguous Space listed for Wichita and Oklahoma City inclusive of “prime” space only.
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As shown on the previous page, the amount of total sellable space (exhibit, ballroom and breakout 
meeting space) offered at the competitive facilities reviewed varies widely, averaging approximately 
176,500 square feet.  The largest facility in terms of total sellable space is the Kansas City Convention 
Center, offering approximately 556,100 square feet of total sellable space.   Importantly, the 207,800 
square feet of total sellable space at CII includes approximately 106,500 square feet of non-prime exhibit 
space.  Further, it includes 23,000 square feet of meeting space within the Promenade Level and the 
10,200-square foot Grand Eagle Ballroom, for which booking is the sole responsibility of the Hyatt 
Regency.  The characteristics and mix of the sellable space offerings within each of these competitive 
facilities underscores the importance of offering a sufficient volume and mix of functional facility spaces 
for conference and meeting events.   
 
Exhibit 3 presents the location of these meeting facilities.  As shown, most of the venues are located 
along interstate 70 between Salina and Kansas City.  Venues in these areas represent the nearest 
competitors to CII.   
 
 

Exhibit 3 
Competitive State/Regional Event Facilities 
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1 Kansas City Convention Center 5 Overland Park Convention Center
2 Hilton Garden Inn Manhattan & Manhattan Conference Center6 Salina Bicentennial Center
3 Cox Business Services Convention Center 7 Kansas Expocentre
4 Century Link Center Omaha 8 Tulsa Convention Center
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As shown, the event facilities are dispersed between Oklahoma, Nebraska and Kansas and are primarily 
concentrated along major arteries such as Interstates 70, 135, 44 and 80. 
 
 
Comparable Facility Space Analysis 
 
Certain inferences can be made by reviewing convention facilities operating in markets throughout the 
country of a similar size or geographic positioning.  The facilities reviewed were selected based on their 
characteristics, total space offered and the size and location of the markets in which they are located.  
Exhibit 4 presents a summary of selected comparable facilities and markets analyzed. 

 
 

Exhibit 4 
Comparable Convention Centers 

 

 
 
 
 
Each of the listed facilities is located in a market that is similar to the Wichita area, with respect to 
population size, geographic proximity to other metropolitan areas and/or facility size/characteristics.  As 
available, operational data was obtained and analyzed from these facilities and host communities to assist 
in the understanding of the operational characteristics of a new or expanded facility.  Case studies of the 
selected facilities are presented in Appendix A, highlighting the physical facility, use, funding and 
operational data that was obtained. 
 
  

City, State Facility

Albuquerque, NM Albuquerque Convention Center
Birmingham, AL Birmingham-Jefferson Convention Complex
Boise, ID Boise Center on the Grove
Cincinnati, OH Duke Energy Center
Dayton, OH Dayton Convention Center
Des Moines, IA Iowa Events Center
Kansas City, MO Kansas City Convention & Entertainment Centers
Knoxville, TN Knoxville Convention Center
Little Rock, AR Statehouse Convention Center
Louisville, KY Kentucky International Convention Center
Mobile, AL Arthur R. Outlaw Mobile Convention Center
Oklahoma City, OK Cox Business Services Convention Center
Omaha, NE CenturyLink Center Omaha
Portland, OR Oregon Convention Center
Raleigh, NC Raleigh Convention Center
Richmond, VA Greater Richmond Convention Center
Spokane, WA Spokane Convention Center
Toledo, OH SeaGate Convention Centre
Tulsa, OK Tulsa Convention Center
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Exhibit 5 presents a summary of facility expansions or new developments that have opened within the 
past 15 years for each of the comparable facilities and CII. 
 
 

Exhibit 5 
Comparable Convention Centers – Expansion by Facility 

 

 
 
 
As presented, since 1999 thirteen of the facilities reviewed have undergone an expansion or were newly 
opened, adding nearly 1.6 million square feet of total sellable space.  The largest expansion occurred at 
the Kentucky International Convention Center in Louisville, Kentucky where approximately 220,800 
square feet of total sellable space was added.  Additionally, three new facilities were constructed, 
including CenturyLink Center in Omaha, Nebraska (adding approximately 258,300 square feet of total 
sellable space), the Raleigh Convention Center (adding 206,500 square feet) and the Knoxville 
Convention Center (adding 167,100 square feet). 
 
The following exhibits provide comparisons of the space offerings at the selected comparable convention 
facilities, including exhibit, ballroom, breakout meeting and total sellable space.   
 
 
  

Year Expansion Sellable Total1Sellable
Facility Market Opened Year1(1) Space1Added Space
Iowa Events Center Des Moines, IA 1955 2012 114,700 223,400
Tulsa Convention Center Tulsa, OK 1964 2010 41,700 183,200
Raleigh Convention Center Raleigh, NC 2008 2008 206,500 206,500
Kansas City Convention & Entertainment Center Kansas City, MO 1994 2007 46,500 556,100
Duke Energy Center Cincinnati, OH 1968 2006 75,200 297,500
Spokane Convention Center Spokane, WA 1974 2006 43,900 156,100
Oregon Convention Center Portland, OR 1990 2003 162,000 366,900
CenturyLink Center Omaha Omaha, NE 2003 2003 258,300 258,300
Greater Richmond Convention Center Richmond, VA 1986 2002 186,400 257,400
Knoxville Convention Center Knoxville, TN 2002 2002 167,100 167,100
Kentucky International Convention Center Louisville, KY 1977 2000 220,800 291,600
Cox Business Services Convention Center Oklahoma City, OK 1972 1999 33,400 153,600
Statehouse Convention Center Little Rock, AR 1980 1999 39,400 108,100
Arthur R. Outlaw Mobile Convention Center Mobile, AL 1993 - 141,400
Boise Center on the Grove Boise, ID 1990 - 33,400
SeaGate Convention Centre Toledo, OH 1987 - 92,100
Birmingham-Jefferson Convention Complex Birmingham, AL 1976 - 274,700
Dayton Convention Center Dayton, OH 1973 - 101,000
Albuquerque Convention Center Albuquerque, NM 1972 - 240,100
Century II Performing Arts and Convention Center Wichita, KS 1969 (1) - 207,800

(1) Only expansions occurring after 1999 have been considered within the analysis above; Bob Brown Expo Hall opened in 1986.
Note: Century II Performing Arts and Convention Center Total Sellable Space includes event space for which Hyatt has sole booking responsibility.
Source:  facility floorplans, management, and industry publications, 2013.
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Exhibit Space 
 
Exhibit 6 presents a comparison of total prime exhibit space offered at the comparable facilities reviewed.  
For purposes of this analysis, only “prime” exhibit space has been included in the exhibit.  “Prime” space 
refers to the dedicated exhibition area that is column-free or with minimal columns, has a concrete floor 
and high ceilings.  While space in certain facilities may be termed “exhibit space,” only space fitting the 
aforementioned description is considered exhibit space.  Other sellable areas of facility space would be 
either considered as “ballroom/multipurpose” or “meeting space” (to be subsequently discussed).   
 

 
Exhibit 6 

Comparable Convention Centers – Exhibit Space 
 

 
 
 
As presented, the Kansas City Convention Center incorporates the largest amount of prime exhibit space 
with 388,800 square feet.  One comparable facility, Boise Center on the Grove in Boise, Idaho, does not 
offer any prime exhibit space.  The average amount of exhibit space offered at facilities offering prime 
exhibit space is approximately 157,200 square feet and the median square feet of exhibit space among 
the facilities offering it is approximately 146,900 square feet.  Wichita is above the average offering 
170,000 square feet of total exhibit space.  It is important to highlight, however, that CII is hindered by 
the circular design of the original building.  The “pie slice” layout, apportionment and configuration of 
event space in Exhibition Hall and Convention Hall are atypical—if not completely unique—in the overall 
event industry.  Ideally, state of the industry exhibition space would have a rectangular shape with a 
length-to-width ratio that approximates 2:1.  As such, there are varying degrees of functional challenges 
associated with attracting and producing events of most types (convention, trade/consumer, meetings, 
entertainment, sports, and performing arts) within CII’s exhibit space.  When only considering the 63,500 
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(1) Approximately 50,800 square feet of Iowa Events Center exhibit space is “non-prime” exhibit space.
(2) Approximately 18,500 square feet of Cox Business Services Convention Center space is “non-prime” exhibit space.
Note: Average and median figures only include facilities incorporating exhibit space, and do not take into consideration the Wichita (Prime Space) data.
Source:  facility floorplans, management, and industry publications, 2013.
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contiguous square feet of prime exhibit space in Bob Brown Expo Hall, Wichita offers the least amount of 
exhibit space among comparable venues offering such space. 
 
Exhibit 7 presents a summary of prime exhibit space totals among the comparable facilities reviewed, 
highlighting existing totals and the level of exhibit space available prior to expansions/new constructions 
that occurred within the past 15 years. 
 
 

Exhibit 7 
Comparable Convention Centers – Exhibit Space Expansion Summary 

 

 
 

 
As shown, the average expansion or new construction that occurred among the comparable facilities 
reviewed added approximately 95,400 square feet of exhibit space.  Total Wichita exhibit space ranked 
favorably relative to the comparable set of facilities reviewed prior to the past 15 years of expansions; 
however, post-expansion, facilities in Cincinnati, Louisville, Omaha, Portland and Richmond have added 
enough exhibit space to now offer more than what is available within CII.   Furthermore, facilities in 
Raleigh, Knoxville and Little Rock, by adding prime exhibit space, have also surpassed CII. 
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(1) Approximately 50,800 square feet of Iowa Events Center exhibit space is “non-prime” exhibit space.
(2) Approximately 18,500 square feet of Cox Business Services Convention Center space is “non -prime” exhibit space.
Source:  facility floorplans, management, and industry publications, 2013.
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Meeting/Ballroom Space 
 
Sufficient modern meeting and ballroom space is very important in attracting and accommodating events 
in the convention, conference and meetings industry.  Event organizers see it as an important factor in 
their selection of host cities.  Civic, exhibition, or public show-focused facilities tend to have more limited 
offerings of breakout meeting and ballroom space.  However, the inclusion of some 
meeting/banquet/multipurpose space is typically necessary to allow the facility to compete for important 
economic impact generating events with attendees originating from outside the local area.  Exhibit 8 
compares the square footage of breakout meeting space offered among the comparable facilities. 

 
 

Exhibit 8 
Comparable Convention Centers – Breakout Meeting Space 

 

 
 
 
The level of meeting space ranges from approximately 6,700 square feet at the State House Convention 
Center in Little Rock, Arkansas, to 96,900 square feet at the Kansas City Convention Center.  On average, 
the comparable convention centers reviewed offer approximately 35,400 square feet.  CII incorporates 
approximately 27,600 square feet of breakout meeting space, which is slightly below the midpoint of the 
venues reviewed.  However, this includes approximately 23,000 square feet of meeting space within the 
Promenade Level, where full control of booking responsibility is controlled by the Hyatt Regency Wichita 
hotel.  When removing this event space from CII totals, Wichita ranks near the bottom of the comparable 
set of facilities reviewed.  It is important to note that breakout meeting space presented for the Cox 
Business Services Center in Oklahoma City, Oklahoma currently includes some space that is controlled by 
the facility’s headquarter hotel property.   
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(1) Includes meeting space available within the Renaissance Oklahoma City Convention Center hotel.
(2) Includes meeting space available within the Hyatt Regency Wichita hotel.
Source:  facility floorplans, management, and industry publications, 2013.

Average = 35,400
Median = 28,400
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Another important characteristic reviewed by event planners when selecting a potential facility is the 
amount of available ballroom space.  This space can be used for general assemblies, product 
demonstrations, light exhibits and a variety of other uses.  Recognizing this, planners have increasingly 
placed a premium on such space in their selection of host cities.  Ballroom space is also desirable in that 
it tends to keep delegates in the convention center during the event as a variety of different functions, 
such as meal functions, can be conducted all under one roof.  Further, adjacent hotel ballrooms may be 
occupied with unrelated events that may prevent their use by convention center events.  In state-of-the-
industry convention centers, ballroom space tends to provide a large contiguous open area, high ceilings 
(25 to 28 feet as opposed to 12 to 15 feet for meeting space) and a slightly higher level of finish, 
including a higher grade of lighting, floor covering and wall finish.  Exhibit 9 compares the square feet of 
ballroom space offered at the comparable facilities. 
 
 

Exhibit 9 
Comparable Convention Centers – Ballroom Space 

 

 
 
 
As presented, the Kansas City Convention and Entertainment Center in Kansas City, Missouri, offers the 
most ballroom square footage with 70,400 square feet.  On average, comparable facilities offering 
ballroom space have approximately 32,700 square feet of ballroom space, with a median of 28,800 
square feet.  Though CII does not offer dedicated ballroom space, the 10,200-square foot Grand Eagle 
Ballroom in the Hyatt Regency Wichita is often utilized by groups requiring such space; however, this 
event space is controlled by the Hyatt.  It is also important to note that ballroom space presented for the 
Cox Business Services Center in Oklahoma City, Oklahoma is space that is controlled by the facility’s 
headquarter hotel property.   
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(1) Includes ballroom space available within the Renaissance Oklahoma City Convention Center hotel.
(2) Includes ballroom space available within the Hyatt Regency Wichita hotel.
Note: Average and median figures only include facilities incorporating ballroom space
Source:  facility floorplans, management, and industry publications, 2013.
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Exhibit 10 presents a summary of ballroom space totals among the comparable facilities reviewed, 
highlighting existing totals and the level of ballroom space available prior to expansions/new 
constructions that occurred within the past 15 years. 
 
 

Exhibit 10 
Comparable Convention Centers – Ballroom Space Expansion Summary 

 

 
 
 
As shown, over the past 15 years the comparable facilities reviewed have added a significant amount of 
dedicated ballroom space.  In fact, eight of the facilities reviewed did not offer any ballroom space prior 
to their expansion (however, three of these were newly constructed facilities).  On average, these 
facilities have added approximately 30,700 square feet of ballroom space per occurrence.  The largest 
expansion occurred with Kansas City, Missouri constructing a new 46,500-square foot ballroom.  
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Note: Average and median figures only include facilities incorporating ballroom space
Source:  facility floorplans, management, and industry publications, 2013.
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Total Sellable Space 
 
Exhibit 11 outlines a comparison of the total sellable space (i.e. exhibit, ballroom and breakout meeting 
space) offered at the comparable facilities reviewed. 

 
 

Exhibit 11 
Comparable Convention Centers – Total Sellable Space 

 

 
 
 
The amount of total sellable space (exhibit, ballroom and breakout meeting space) offered at the 
comparable facilities reviewed varies widely, averaging approximately 215,800 square feet, with a median 
of 207,200 square feet.  The largest facility in terms of total sellable space is the Kansas City Convention 
Center, with approximately 556,100 total sellable square feet.  The Boise Center on the Grove offers the 
least amount of total sellable space, with approximately 33,400 square feet. CII’s estimated 207,800 
square feet of total sellable space ranks near the midpoint of the facilities reviewed.  However, as 
previously discussed, this includes approximately 106,500 square feet of non-prime exhibit space and 
33,200 square feet of meeting and ballroom space for which the Hyatt has full control of booking 
responsibility.  When removing this space from the comparison, CII’s total sellable space decreases to 
68,100 square feet, which ranks second lowest among the facilities reviewed. 
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(1) Includes total sellable space available within the Hyatt Regency Wichita hotel.
(2) Includes total sellable space available within the Renaissance Oklahoma City Convention Center hotel.
Source:  facility floorplans, management, and industry publications, 2013.
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Exhibit 12 presents a summary of total sellable space expansion totals among the comparable facilities 
reviewed, highlighting existing totals and the level of total sellable space available prior to 
expansions/new constructions that occurred within the past 15 years. 
 
 

Exhibit 12 
Comparable Convention Centers – Total Sellable Space Expansion Summary 

 

 
 
 
As shown, over the past 15 years the comparable facilities reviewed have added a significant amount of 
total sellable space, including three newly constructed facilities in Omaha, Raleigh and Knoxville.  On 
average, the facilities reviewed added 106,400 square feet of total sellable space.  Prior to the onset of 
these expansion/construction projects, Wichita ranked fifth among the set of comparable markets 
reviewed in terms of total sellable space.  Currently, CII ranks 10th being surpassed by Portland, 
Louisville, Omaha (new construction), Richmond, and Des Moines.  However, when removing non-prime 
exhibit space and event space controlled by the Hyatt, CII ranks 19th among the 20 facilities reviewed. 
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Largest Contiguous Space 
 
It is also useful to assess the largest contiguous event space within a convention facility, as oftentimes 
the primary concern of event planners is whether a convention facility has a room sized appropriately to 
accommodate their specific event, regardless of the floor covering and/or wall treatments.  Exhibit 13 
outlines a comparison of the largest contiguous space offered at the comparable facilities reviewed, 
regardless of type of space (i.e. exhibit, ballroom or breakout meeting space). 

 
 

Exhibit 13 
Comparable Convention Centers – Largest Contiguous Space 

 

 
 
 
As shown, the largest contiguous space available among the comparable facilities reviewed ranges from 
approximately 24,400 square feet at the Boise Center on the Grove to 388,800 square feet at the Kansas 
City Convention Center.  On average, the largest contiguous event space offered at the facilities is 
133,400 square feet, which is significantly larger than the estimated 93,000 square feet of contiguous 
space available within CII’s Bob Brown Expo Hall.  However, as discussed, only approximately 63,500 
square feet of this space can be considered prime exhibit space, which would drop Wichita’s ranking to 
next to last among the facilities reviewed. 
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Comparable Facility Ratio Analysis 
 
In an effort to better understand the relationship of a facility’s relative supply of sellable space we have 
conducted a ratio analysis of various facility space and market-related metrics.  We begin our analysis by 
reviewing the ratio of available meeting space to prime exhibit space for facilities in the competitive and 
comparable market set, as presented below in Exhibit 14. 
 
 

Exhibit 14 
Comparable Convention Centers – Ratio of Meeting to Exhibit Space 

 

 
 
 
The need for meeting space as part of most conventions and conferences has grown in past years.  In 
particular, medical, pharmaceutical and technology-oriented events generally require large amounts of 
meeting space. 
 
A high level of meeting space intensity may be indicative of either a relatively high supply of available 
meeting space within the given facility or an undersupply of prime exhibit space.  Conversely, a low level 
of meeting space intensity may point toward either a low level of meeting space supply or a relatively 
high level of exhibit space.  As shown, the average ratio for the set of comparable facilities analyzed is 
approximately 0.23 square feet of meeting space for every square foot of available exhibit space.  The 
Kentucky International Convention Center in Louisville has the highest level of meeting space intensity, 
with approximately 0.37 square feet of meeting space for every square foot of prime exhibit space, while 
the Statehouse Convention Center in Little Rock has the lowest level of meeting space intensity, offering 
just 0.08 square feet of meeting space for every square foot of exhibit space.  
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CII offers approximately 0.16 square feet of meeting space per square foot of available exhibit space, 
which is fourth from last in the comparable set of facilities analyzed.  However, when removing non-
prime exhibit space and meeting space controlled by the Hyatt, this ratio falls to 0.07 square feet of 
meeting space per square foot of available exhibit space, which is last among the set of facilities 
reviewed. 
 
Exhibit 15 highlights the ratio of meeting space to ballroom space within the comparable convention 
centers. 
 
 

Exhibit 15 
Comparable Convention Centers – Ratio of Meeting to Ballroom Space 

 

 
 
 
The Birmingham-Jefferson Convention Complex has the highest ratio of meeting to ballroom space of 
approximately 3.45 square feet of meeting space for each available square foot of ballroom space.  This 
is demonstrating that the Birmingham meeting space is almost three and one-half times the size of their 
ballroom space.  Similarly, when including meeting and ballroom space within the Hyatt, Wichita offers 
approximately 2.71 square feet of meeting space per square foot of ballroom space, as the Promenade 
Level offers nearly three times the space of what is available within the Grand Eagle Ballroom.  The 
average ratio of meeting to ballroom space is 1.31 square feet of meeting space per square foot of 
ballroom space.  Boise on the Grove is the least meeting space intensive venue reviewed (of those 
offering dedicated ballroom space) with a ratio of 0.37 square feet of meeting space per square foot of 
ballroom space.   
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It is also beneficial to examine the relationship between a given facility’s available ballroom space to its 
available prime exhibit space.  Exhibit 16 presents this ratio for the competitive and comparable facilities 
reviewed. 
 
 

Exhibit 16 
Comparable Convention Centers – Ratio of Ballroom to Exhibit Space 

 

 
 
 
As shown, the Tulsa Convention Center currently has the highest level of ballroom space intensity, 
offering approximately 0.56 square feet of ballroom space for each available square foot of prime exhibit 
space.  It should be noted that the ratios presented above are based on aggregate ballroom space, with 
an average of 0.22 square feet of ballroom for each square foot of prime exhibit space.  Wichita, when 
including the Hyatt’s Grand Eagle Ballroom, offers approximately 0.06 square feet of ballroom space per 
square foot of total exhibit space.  When considering only the prime exhibit space within Bob Brown Expo 
Hall, Wichita’s ratio improved to approximately 0.16 square feet of ballroom space per square foot of 
prime exhibit space. 
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Combining both meeting space and ballroom space summarizes the overall ratio of carpeted meeting 
space to non-carpeted exhibition space within comparable venues.  The ratio of the combined meeting 
and ballroom space to exhibit space is shown in Exhibit 17. 
 
 

Exhibit 17 
Comparable Convention Centers – Ratio of  

Combined Meeting and Ballroom Space to Prime Exhibit Space 
 

 
 
 
The Tulsa Convention Center has the highest ratio of combined meeting and ballroom space to exhibit 
space, offering approximately 0.79 square feet of meeting or ballroom space for every square foot of 
available exhibit space.  When including the Hyatt’s Promenade Level meeting space and the Grand Eagle 
Ballroom, CII provides approximately 0.22 square feet of combined meeting and ballroom space to each 
square foot of exhibit space, which is the lowest among our comparable convention center set.  When 
considering only the prime exhibit space within Bob Brown Expo Hall, this ratio improved to 
approximately 0.60 square feet of meeting and ballroom space per square foot of prime exhibit space.  
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Comparable Market Hotel Inventory Analysis 
 
As previously mentioned, a community’s hospitality infrastructure contributes heavily to the potential 
success of a convention center.  The availability of hotel rooms to serve the requirements of the 
convention industry is a critical factor in the success of a public assembly facility.  As such, we have 
conducted a detailed analysis of hotel room inventory among the comparable markets reviewed.  The 
inventory of hotel rooms in a community is measured in many different ways, including: 
 

• Greater market area hotel rooms; 
• Headquarter hotel rooms; 
• Downtown area hotel rooms; and, 
• Hotel rooms within ½-mile of the convention facility. 

 
 
Greater Market Area Hotel Rooms 
 
Exhibit 18 details the total number of available hotel rooms in each of the comparable markets. 
 
 

Exhibit 18 
Comparable Markets – Hotel Rooms in Greater Market Area 

 

 
 
 
As shown in the exhibit, the market with the largest hotel room inventory among the comparable markets 
can be found in Kansas City, Missouri, with an estimated 32,000 rooms.  The 5,000 rooms offered in 
Boise, Idaho, represent the smallest number of rooms offered within the comparable markets reviewed.  
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The Wichita market offers approximately 8,700 total sleeping rooms, which is slightly under the average 
of 12,900 rooms. 
 
 
Headquarter Hotel Rooms 
 
From a non-local event planner’s perspective, the availability of quality, headquarters hotel support is 
normally critical when considering a destination.  In most cases, the headquarters hotel is considered 
most desirable if the hotel is physically attached to the convention facility, providing a “seamless” 
experience for overnight convention attendees (i.e., drive into town, park at the hotel, check into the 
hotel, walk through the hotel lobby into the convention center and attend functions, etc.).  The host 
convention product and destination becomes less appealing (within the context of competitive 
destinations) if convention attendees are required to either drive or walk long distances to their hotels 
from the convention center.  This becomes intensified in markets with inclement weather such as 
extreme heat or cold.  It is for this reason that most convention centers (particularly those in mid-sized 
and large markets) have one or more full-service headquarters hotel property physically attached.  
Exhibit 19 presents the number of hotel rooms attached (either within the same physical structure, or 
connected via skyway/connection) or directly adjacent to the comparable facilities. 
 
 

Exhibit 19 
Comparable Markets – Headquarter Hotel Rooms 

 

 
 
 
As shown, only one market, Portland, Oregon, does not offer a headquarter hotel; however, Portland is 
currently considering the development of a 600-room, publicly developed headquarter hotel.  Of the 
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facilities currently offering headquarter hotel rooms, the average number of rooms is approximately 485, 
while the median is 400.  The 303 rooms within the Hyatt Regency Wichita ranks below the midpoint of 
the markets reviewed, and is comparable to headquarter hotel properties in Oklahoma City (311 rooms), 
Albuquerque (295 rooms) and Knoxville (293 rooms). 
 
 
Downtown Area Hotel Rooms 
 
We have also measured the inventory of hotel rooms within the downtown area of the respective 
convention centers in comparable markets.  This is an important analysis because event planners typically 
prefer to achieve their room block in as few properties as possible and by utilizing properties located 
within a relatively short distance to the event facility.  Results are summarized in Exhibit 20. 
 

 
Exhibit 20 

Comparable Markets – Downtown Hotel Rooms 
 

 
 
 
As shown above, the largest concentration of downtown hotel rooms can be found in Portland, Oregon, 
with close to 6,800 rooms.  The 641 rooms offered in Toledo, Ohio, represent the fewest rooms offered 
within the comparable downtown areas reviewed.  Wichita offers approximately 1,287 hotel rooms, which 
ranks near the bottom of the comparable markets reviewed. 
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Next, we assess the downtown hotel rooms by segmenting by hotel classification type.  Smith Travel 
Research (STR) utilizes “chain scale segments” to categorize branded hotels into seven different groups 
based on the actual average room rates.  The seven different categories are as follows: 
 

• Luxury 
• Upper Upscale 
• Upscale 
• Upper Midscale 
• Midscale 
• Economy 
• Independent 

 
Brands/chains are based on the previous year’s annual system wide (global) average daily rate.  
Independent hotels, for example regardless of their average room rates, are included as a separate chain 
scale category.  The rate ranges defining each scale category are determined by STR and STR Global. 
 
Exhibit 21 is a comprehensive collection of each comparable city’s downtown hotel rooms by six of the 
seven total categories (no Luxury Chain properties, as categorized by STR, were located within the 
comparable markets reviewed).  
 
 

Exhibit 21 
Comparable Markets – Downtown Hotel Rooms by Hotel Classification 

 

 
 
 
As shown, Upper Upscale hotels accounted for the greatest portion of hotel rooms within the comparable 
markets reviewed, averaging approximately 880 rooms per market.  There are approximately 480 

Source:  Convention and visitors bureaus, CSL research, 2013.
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independent hotel rooms in each of the markets reviewed, on average.  The downtown Wichita hotel 
market consists of 303 Upper Upscale rooms, 128 Upscale rooms, 481 Upper Midscale rooms and 375 
Independent hotel property rooms.  This mix of rooms suggests that Wichita possesses an oversupply of 
Upper Midscale rooms and an undersupply of Upper Upscale and Upscale rooms, which tend to be the 
preference of convention, tradeshow and other business travelers.  Upper Upscale and Upscale rooms 
tend to be full-service properties offering such amenities as in-house dining and drinking options lacking 
or limited in many Upper Midscale properties. This undersupply is somewhat mitigated by the 117 rooms 
available within the Ambassador Hotel, which is listed as an Independent property, but possesses the 
quality and amenities of a typical Upper Upscale or Upscale property. 
 
The number of hotel properties downtown in which the hotel rooms are dispersed is another method of 
analyzing the total hotel inventory package a market has to offer.  Exhibit 22 presents the number of 
hotel properties within the downtown areas of the comparable markets. 
 
 

Exhibit 22 
Comparable Markets – Downtown Hotel Properties 

 

 
 
 
Downtown Portland, Oregon has the most downtown hotel properties, with 34 properties, while the 
Toledo, Ohio market offers the fewest with only two properties.  The average number of hotel properties 
available with the downtown area of the comparable markets reviewed is 11, with a median of 10 
properties.  Wichita is slightly below average with nine properties located in the downtown area. 
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Exhibit 23 illustrates the segmentation of hotel properties in the downtown area by hotel classification. 
 
 

Exhibit 23 
Comparable Markets – Downtown Hotel Properties by Hotel Classification 

 

 
 
 
The downtown Wichita hotel market consists of one Upper Upscale, one Upscale, three Upper Midscale 
and four independent properties.  The averages of hotel property disbursement based on hotel 
classification are two Upper Upscale, two Upscale, two Upper Midscale, one Midscale, zero Economy and 
four independent properties.   
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Hotels Rooms within ½-Mile of the Convention Facility 
 
We have also measured the inventory of hotel rooms within one-half mile of the respective convention 
centers in comparable markets, as this distance represents a relatively comfortable walking distance from 
which to reach the convention facility.  Results are summarized in Exhibit 24. 

 
 

Exhibit 24 
Comparable Markets – Hotel Rooms within ½-Mile of the Convention Center 

 

 
 
 
On average, there are approximately 1,590 total hotel rooms within one-half mile of each market’s 
primary convention facility.  The largest inventory among the comparable markets reviewed is the nearly 
3,900 hotel rooms within one-half mile of the Kentucky International Convention Center in Louisville, 
Kentucky.  Dayton, Ohio offers the fewest rooms within one-half mile of their convention facility, offering 
just over 460 total rooms.  There are approximately 750 sleeping rooms within one-half mile of CII, 
which ranks near the bottom of the comparable markets reviewed, similar to Boise, Idaho (759 rooms 
within one-half mile) and Raleigh, North Carolina (955 rooms within one-half mile). 
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Exhibit 25 presents the number of hotel rooms within one-half mile of convention centers segmented by 
hotel classification type. 
 
 

Exhibit 25 
Comparable Markets – Hotel Rooms within ½-Mile of the  

Convention Center by Hotel Classification 
 

 
 
 
 
The average comparable market reviewed offers approximately 630 Upper Upscale hotel rooms, 350 
Upscale hotel rooms, 210 Upper Midscale hotel rooms, 300 Independent hotel rooms and approximately 
100 Midscale or Economy rooms within one-half mile of the convention facility.  Currently, the Wichita 
market offers 303 Upper Upscale rooms, 331 Upper Midscale rooms and 117 Independent rooms within 
one-half mile of CII. 
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The number of hotel properties within one-half mile of the convention center is presented in Exhibit 26. 
 
 

Exhibit 26 
Comparable Markets – Hotel Properties within ½-Mile of the Convention Center 

 

 
 
 
 
The average number of hotel properties within one-half mile of the convention center approximates 
seven properties.  Louisville, Omaha and Spokane offer the most total properties within one-half mile of 
their respective convention facilities with 12 properties each.  Dayton and Toledo offer the fewest such 
properties, with just two hotels within one-half mile of their respective convention facilities.  Wichita is 
below the midpoint of the comparable set, offering just four hotel properties within one-half mile of CII. 
 
  

Source:  Convention and visitors bureaus, CSL research, 2013.
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When again analyzing by the hotel scale classification, the types of hotels within one-half mile of the 
convention center are presented in Exhibit 27. 
 
 

Exhibit 27 
Comparable Markets – Hotel Properties within ½-Mile of the  

Convention Center by Hotel Classification 
 

 
 
 
 
On average, there are two Upper Upscale hotel properties, two Upscale properties, two Independent 
properties, one Upper Midscale and one Midscale property within one-half mile of convention centers in 
the comparable markets reviewed.  Of Wichita’s four hotel properties within one-half mile of CII, one is 
Upper Scale, two are Upper Midscale and one is Independent.   
  

Source:  Convention and visitors bureaus, CSL research, 2013.
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Comparable Market Hotel Ratio Analysis 
 
Another measure of a given facility’s supply of exhibit space and total sellable space is to compare it 
relative to the available hotel inventory within its given market.  Therefore, we have conducted a ratio 
analysis of available hotel rooms within one-half mile of the convention center, the hotel rooms within the 
downtown area and market-wide hotel inventory to the facility’s available exhibit space and total sellable 
space.  We begin this analysis with the ratio comparison of hotel rooms within one-half mile of respective 
convention facilities to the total square footage of prime exhibit space, as presented in Exhibit 28. 
 
 

Exhibit 28 
Comparable Convention Centers – Ratio of Hotel Rooms  

Within ½-Mile of the Convention Center to Prime Exhibit Space 
 

 
 
 
The average ratio for competitive and comparable markets analyzed is approximately 0.011 hotel rooms 
within one-half mile of the convention center for every square foot of exhibit space.  Little Rock, Arkansas 
and Spokane, Washington offer the highest ratio of hotel rooms within one-half mile to available exhibit 
space, each offering approximately 0.022 rooms per square foot, while Wichita offers the fewest rooms 
per square foot of exhibit space, with approximately 0.004 rooms per square foot.  When only 
considering the prime exhibit space within Bob Brown, Wichita’s ratio improves to approximately 0.012 
hotel rooms within one-half mile to prime exhibit space.  Importantly, two markets near the lower end of 
this comparison, Portland and Kansas City, are both considering the development of headquarters hotel 
properties that would significantly improve their respective ratios. 
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Exhibit 29 presents a comparison of hotel rooms within one-half mile of the convention center to total 
sellable space. 
 
 

Exhibit 29 
Comparable Convention Centers – Ratio of Hotel Rooms  

Within ½-Mile of the Convention Center to Total Sellable Space 
 

 
 
 
The average comparable market reviewed offers approximately 0.009 hotel rooms within one-half mile of 
its convention center per square foot of total sellable space offered.  Boise, Idaho possesses the highest 
such ratio, offering approximately 0.023 rooms per square foot, while Wichita offers the fewest rooms 
per square foot, with approximately 0.003 rooms.  Importantly, when removing from consideration non-
prime exhibit space and Hyatt-controlled meeting/ballroom space, Wichita’s ratio improves to 0.011 hotel 
rooms within one-half mile per square foot of total sellable space. 
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The ratio of downtown hotel rooms to prime exhibit space is summarized in Exhibit 30 for the comparable 
markets and convention centers reviewed. 
 
 

Exhibit 30 
Comparable Convention Centers – Ratio of Downtown Hotel Rooms to Prime Exhibit Space 

 

 
 
 
As presented, there are approximately 0.007 downtown Wichita hotel rooms per square foot of exhibit 
space available at CII, which ranks at the bottom of the comparable set of markets reviewed.  However, 
when only considering the 63,500 square feet of prime exhibit space within Bob Brown Expo Hall, this 
ratio improves to approximately 0.020 rooms per square foot of prime exhibit space.  On average, the 
analyzed markets offer 0.014 downtown hotel rooms for every square foot of prime exhibit space.  
Portland, Oregon offers the most, with approximately 0.027 downtown hotel rooms per square foot of 
prime exhibit space.   
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Presented in Exhibit 31, the ratio of downtown hotel rooms is compared to the total sellable space of the 
comparable convention centers. 
 
 

Exhibit 31 
Comparable Convention Centers – Ratio of Downtown Hotel Rooms to Total Sellable Space 

 

 
 
 
Boise, Idaho offers the most downtown hotel rooms per square foot of total sellable space, offering 
approximately 0.041 such rooms, while Raleigh, Albuquerque and Wichita offer the fewest, with just 
0.006 downtown rooms per square foot of total sellable space.  However, when removing non-prime 
exhibit space and event space controlled by the Hyatt, Wichita’s ratio increases to 0.019 downtown 
rooms per square foot of total sellable space.  The average downtown market reviewed offers 
approximately 0.012 rooms per square foot of total sellable space. 
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The market-wide hotel rooms to prime exhibit space are presented in Exhibit 32. 
 
 

Exhibit 32 
Comparable Convention Centers – Ratio of Market-wide Hotel Rooms to Prime Exhibit Space 

 

 
 
 
Oklahoma City offers the most hotel rooms throughout its market relative to its available prime exhibit 
space within the Cox Business Services Convention Center with approximately 0.157 such hotel rooms.  
Omaha, Nebraska offers the fewest market-wide hotel rooms per square foot of prime exhibit space 
among markets offering prime exhibit space, with just 0.045 rooms.  The estimated 0.051 market-wide 
hotel rooms within Wichita per square foot of exhibit space ranks near the bottom of the set of markets 
and facilities analyzed.  However, when only considering prime exhibit space, Wichita’s ratio improves to 
approximately 0.137 market-wide hotel rooms per square foot of prime exhibit space. 
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The ratio of market-wide hotel rooms to total sellable space is summarized in Exhibit 33. 
 
 

Exhibit 33 
Comparable Convention Centers – Ratio of Market-wide Hotel Rooms to Total Sellable Space 

 

 
 
 
 
On average, the comparable markets reviewed offer approximately 0.067 market-wide hotel rooms per 
square foot of total sellable space offered at their respective convention facilities.  Boise, Idaho offers the 
most such rooms, with approximately 0.15 market-wide rooms per square foot of total sellable space, 
while Omaha, Nebraska offers the fewest, with just 0.034 market-wide rooms per square foot of total 
sellable space.  Wichita ranks near the bottom of the comparable markets and facilities reviewed, offering 
just 0.042 market-wide hotel rooms per square foot of total sellable space.  Wichita’s ratio increases 
when removing non-prime exhibit space and meeting/ballroom space controlled by the Hyatt to 
approximately 0.127 market-wide hotel rooms per square foot of total sellable space. 
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Comparable Market Visitor Industry Infrastructure Analysis 
 
In addition to the amount and mix of event space offered within a given convention facility, and the 
strength of the market’s hotel industry, there are a number of other important factors meeting and event 
planners consider before deciding on a destination for their event.  Some of these factors include the cost 
structure of the destination and the overall attractiveness of the destination.  We can compare cost 
structure of comparable markets by reviewing total effective hotel room tax rates and average daily 
spend among visitors, while the attractiveness of the market can be somewhat attributed to the overall 
marketing budget of the local destination marketing organization, the availability of entertainment, retail 
and other amenities proximate to the convention product and the accessibility of the market by non-local 
residents.   
 
 
Hotel Room Tax Rate 
 
In addition to hotel room availability, the total tax charged on hotel rooms is an important factor 
considered by meeting and event planners when making their site assessments.  Locations with 
considerably higher room tax rates relative to other markets can, for some events, negatively impact the 
likelihood of the location being selected.  Exhibit 34 provides a summary of total hotel room tax rates 
among the comparable markets reviewed. 
 
 

Exhibit 34 
Comparable Markets – Total Effective Hotel Tax Rate 

 

 
 
 
Many of the comparable markets utilize hotel tax revenue to fund convention and visitors bureau and 
facility operations.  Omaha charges the highest such rate (18.17 percent), while Spokane collects the 

Source:  Convention and visitors bureaus, CSL research, 2013.
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least (10.50 percent).  The total effective hotel tax rate for Wichita equates to 13.15 percent.  This ranks 
slightly below the average (14.4 percent) of the markets reviewed making Wichita competitive within the 
comparable markets when measuring the total effective hotel tax rate. 
 
 
Per Diem Travel Related Expenses 
 
Another important factor for meeting and event planners when choosing a destination is the average 
daily cost of business travel associated with a respective location.  Exhibit 35 summarizes the estimated 
average daily costs associated with hotel, auto rental and food in each of the competitive and comparable 
markets, as compiled by Business Travel News (BTN). 
 
 

Exhibit 35 
Comparable Markets – Average Per Diem 

 

 
 
 
As shown, Wichita has a total travel related per diem of approximately $253 with an estimated daily 
expense of $125 on hotel rental, $46 on car rental and $82 on food purchases.  On average, visitors 
spend approximately $134 daily on hotel room rental, $50 daily on car rental and $82 per day purchasing 
food in the comparable markets reviewed, for an average daily per diem expense of $265.  Portland has 
the highest average business travel expense, with approximately $299 spent daily.  Oklahoma City, with 
approximately $243 in daily business travel related expenses, is the least expensive of the markets 
reviewed. 
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Convention and Visitors Bureau Annual Budgets 
 
Exhibit 36 below presents a summary of the annual convention and visitors bureau (CVB) budgets for the 
comparable markets reviewed. 
 
 

Exhibit 36 
Comparable Markets – DMO Annual Budget 

 

 
 
 
As shown, CVB expenditures in Louisville are the highest at approximately $13.5 million annually, while 
Boise has the lowest annual CVB expenditures, estimated at $1.0 million.  It is important to note that the 
Destination Toledo board of directors does not release budget information.  CVB budgets in comparable 
markets analyzed have an average of just over $5.3 million per year, which is almost double the 
estimated $2.65 million budget for Go Wichita.   
 
 
  

N/A

$1,000,000

$1,600,000

$2,500,000

$2,650,000

$3,110,000

$3,400,000

$3,400,000

$3,500,000

$4,200,000

$4,500,000

$4,700,000

$4,800,000

$6,000,000

$6,500,000

$7,400,000

$10,400,000

$12,500,000

$13,500,000

$0 $4,000,000 $8,000,000 $12,000,000 $16,000,000

Toledo, OH (1)

Boise, ID

Dayton, OH

Mobile, AL

Wichita, KS

Omaha, NE

Tulsa, OK

Spokane, WA

Raleigh, NC

Des Moines, IA

Little Rock, AR

Richmond, VA

Oklahoma City, OK

Albuquerque, NM

Cincinnati, OH

Birmingham, AL

Kansas City, MO

Portland, OR

Louisville, KY

(1) Destination Toledo board of directors does not release budget information.
Source:  Convention and visitors bureaus, CSL research, 2013.

Average = $5,314,000
Median = $4,350,000



 

MARKET AND ECONOMIC ASSESSMENT OF WICHITA’S CONVENTION CENTER PRODUCT 
Comparable Facilities and Communities Analysis 
Page 80 

Local Area Accessibility 
 
Exhibit 37 represents an informal guide to the level of amenities within walking distance of the 
comparable convention and event facilities reviewed.  The Walk Score outlined below measures how 
pedestrian-friendly an area is, with the highest score of 100 (most pedestrian friendly) and lowest score 
of zero (least pedestrian friendly).  The maximum score is given for amenities within one-quarter mile of 
the venue, with no points awarded for amenities outside of a one-mile radius.  Factors influencing 
walkability include the presence and quality of footpaths, sidewalks, traffic and road conditions, land use 
patterns, building accessibility, and safety, proximity to amenities such as restaurants, parks, hotels, 
schools, etc. 
 
 

Exhibit 37 
Comparable Convention Centers – Walkability Score 

 

 
 
 
 
The Duke Energy Center located in Cincinnati, Ohio, has the highest walkability score of 97 points, while 
area surrounding CII received the lowest score of 63 points, which is considered “somewhat walkable 
where some errands can be accomplished on foot,” according to the Walk Score measurement scale.  
The average Walk Score among the comparable markets reviewed is 84, with a median of 86.   
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Air Accessibility 
 
Air access into a city can also be an important determinant of a quality convention destination and is 
often a factor that event organizers evaluate when selecting a host market for their event(s).  As such, 
we have assessed the total number of enplanements for the primary airport facility in each of the 
comparable markets, utilizing the most recent available data from the Federal Aviation Administration.  
Exhibit 38 compares the total number of passengers departing from each comparable market. 
 
 

Exhibit 38 
Comparable Convention Centers – Enplanements 

 

 
 
 
Of the comparable markets reviewed, Portland and Kansas City have the most passengers traveling 
through their respective airports, with approximately 6.8 million and 5.0 million annual passengers, 
respectively.  As presented, the Toledo Express Airport, which services the SeaGate Convention Center, 
ranks the lowest of comparable markets reviewed, serving approximately 81,000 annual passengers.  The 
Wichita Mid-Continent Airport generates approximately 740,700 annual enplanements, which is 
significantly lower than the average of approximately 2.0 million annual enplanements at the comparable 
markets reviewed.   
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Demographic and Socioeconomic Market Characteristics 
 
A primary component in assessing the potential success of the convention center product in Wichita is the 
demographic and socioeconomic profile of the local market.  To gain an understanding of the relative 
strength of the Wichita market area, it is useful to compare various demographic and socioeconomic 
characteristics among the comparable markets supporting similar venues.   
 
 
Population 
 
Exhibit 39 presents population statistics among the comparable markets reviewed. 
 
 

Exhibit 39 
Comparable Markets – Market Population 

 

 
  

Sorted by: 25-Mile Population
Source:  Claritas Inc., 2013.

Market City County 25-Mile 100-Mile 200-Mile

Portland, OR 601,913 759,127 2,160,032 3,414,075 9,310,558
Kansas City, MO 465,574 678,692 1,777,934 3,005,674 8,877,873
Cincinnati, OH 294,894 797,582 1,775,396 7,830,758 19,110,855
Raleigh, NC 431,869 963,868 1,457,643 5,739,478 17,128,676
Oklahoma City, OK 608,632 748,112 1,172,069 2,522,141 12,109,278
Louisville, KY 608,635 753,517 1,136,307 5,462,729 18,966,695
Richmond, VA 207,812 207,812 1,108,057 7,944,516 24,745,543
Dayton, OH 141,467 540,290 1,094,574 7,500,586 25,374,338
Birmingham, AL 213,421 659,125 879,728 3,525,440 16,323,203
Albuquerque, NM 562,992 680,756 854,731 1,205,866 2,098,428
Omaha, NE 416,211 533,931 839,412 1,856,765 6,973,660
Tulsa, OK 396,985 618,606 817,093 2,693,268 7,577,746
Knoxville, TN 184,984 442,355 780,041 3,789,276 22,847,227
Toledo, OH 283,409 437,629 727,069 9,604,228 26,934,791
Boise, ID 210,457 410,829 596,927 784,207 1,357,691
Little Rock, AR 197,155 390,387 595,087 1,589,339 7,580,763
Des Moines, IA 208,197 445,310 577,261 1,547,220 8,598,239
Wichita, KS 384,669 504,097 573,582 1,222,756 7,687,777
Spokane, WA 210,149 479,761 525,562 1,014,651 2,304,574
Mobile, AL 192,758 411,861 520,380 2,113,422 7,671,933

Average (excluding Wichita) 338,800 576,800 1,020,800 3,849,700 12,941,700

Wichita Rank (out of 20) 9 12 18 17 13
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Among the selected comparable markets reviewed, Dayton, Ohio’s population represents the lowest in 
terms of city population, while the city populations of Louisville and Oklahoma City represent the largest 
at nearly 608,600 each.  The overall average city population (excluding Wichita) approximates 338,800.   
 
Within a 25-mile radius, the population ranges from a low of 520,380 in Mobile, Alabama to a high of 
nearly 2.2 million in Portland, with a market average (excluding Wichita) of just over 1.0 million.  Within a 
200-mile radius, the population ranges from a low in Boise, Idaho, of almost 1.4 million to more than 
26.9 million surrounding Toledo, Ohio.  Approximately 7.69 million people reside within 200 miles of 
Wichita.  The overall average population (excluding Wichita) within a 200-mile radius approximates 12.9 
million people. 
 
Exhibit 40 presents a summary of the estimated population growth (or retraction) among the comparable 
markets since 1990. 
 
 

Exhibit 40 
Comparable Markets – Population Growth 

 

 
 
 
As shown, it is estimated that the population within 25 miles of Wichita grew at a somewhat lower rate 
from 1990 to 2000 than the comparable market 25-mile radius; however, when comparing Sedgwick 
County’s growth rate over this time period, it grew at a greater rate than that of the comparable counties 
reviewed.  Outward projections beyond current year estimates illustrate minimal population change. 
  

Source: Claritas Inc. 2013
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Average Household Income 
 
Average household income reflects a household’s income that is remaining after taxes have been paid, 
which is available for disposable spending and saving.  This statistical figure can be valuable when 
evaluating consumer capacity and propensity to expend personal income on leisure goods and services, 
such as attending certain events at public assembly facilities.  Exhibit 41 shows the average household 
income within each city, county and a 25-, 100- and 200-mile radius of the comparable convention 
markets. 
 
 

Exhibit 41 
Comparable Markets – Average Household Income 

 

 
 
 
The comparable markets’ 25-mile average household income ranges from a low of $55,600 in Toledo, 
Ohio, to a high of $77,000 in Raleigh, North Carolina.  The average household income among the 
comparable convention markets (excluding Wichita) with the respect to the 25-mile ring is approximately 
$65,300, which is approximately $6,200 higher than Wichita’s average household income.  When 
considering the average household income within the city, county and the 100-mile radius, Wichita’s 
average household income stays consistently near the bottom of the comparable markets reviewed.   

Sorted by: 25-Mile Income
Source:  Claritas Inc., 2013.

Market City County 25-Mile 100-Mile 200-Mile

Raleigh, NC $72,700 $83,471 $77,005 $58,438 $61,081
Richmond, VA $58,241 $58,241 $76,767 $93,270 $81,250
Des Moines, IA $55,947 $71,157 $73,593 $62,913 $63,651
Kansas City, MO $58,238 $59,356 $71,682 $65,574 $61,453
Omaha, NE $62,115 $68,868 $70,412 $64,099 $64,533
Portland, OR $63,890 $63,666 $70,109 $64,970 $71,681
Cincinnati, OH $50,859 $66,137 $69,569 $59,973 $57,061
Albuquerque, NM $63,830 $65,560 $66,596 $63,860 $59,204
Birmingham, AL $43,178 $58,742 $64,340 $57,654 $60,800
Oklahoma City, OK $60,749 $61,841 $64,094 $59,233 $66,650
Little Rock, AR $68,238 $64,734 $63,603 $53,997 $53,415
Louisville, KY $58,488 $62,175 $62,886 $58,837 $57,672
Spokane, WA $54,547 $61,988 $61,427 $56,819 $58,152
Tulsa, OK $54,551 $59,946 $61,171 $57,779 $56,179
Mobile, AL $57,694 $57,107 $60,001 $58,087 $58,980
Boise, ID $56,718 $62,069 $59,160 $57,127 $55,437
Wichita, KS $55,682 $58,257 $59,061 $56,186 $61,022
Dayton, OH $34,718 $50,389 $56,844 $61,738 $58,586
Knoxville, TN $44,485 $60,426 $56,409 $50,926 $58,958
Toledo, OH $41,349 $53,665 $55,636 $59,794 $59,261

Average (excluding Wichita) $55,800 $62,600 $65,300 $61,300 $61,300

Wichita Rank (out of 20) 13 16 17 18 8
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Median Age 
  
Exhibit 42 presents the median age for the selected comparable convention center markets. 
 
 

Exhibit 42 
Comparable Markets – Market Median Age 

 

 
 
 
As illustrated, the median age ranges from 33.3 years of age in Raleigh, North Carolina, to 37.6 years of 
age in Louisville, Kentucky, when comparing the market’s city median age.  The average comparable 
convention center market’s (excluding Wichita) median age is 35.2 years of age, with respect to the city 
analysis.  Wichita’s estimated median age of 34.4 is slightly below the comparable market cities analyzed. 
  

Sorted by: 25-Mile Median Age
Source:  Claritas Inc., 2013.

Market City County 25-Mile 100-Mile 200-Mile

Knoxville, TN 34.1 37.7 39.5 41.4 38.0
Dayton, OH 34.9 39.2 38.9 37.5 38.4
Louisville, KY 37.6 38.3 38.5 37.8 37.7
Toledo, OH 34.6 37.1 37.8 38.8 38.5
Richmond, VA 33.4 33.4 37.7 37.1 37.9
Birmingham, AL 36.2 37.5 37.6 37.8 36.9
Mobile, AL 36.0 36.9 37.6 37.7 36.9
Cincinnati, OH 33.5 37.3 37.4 37.7 38.1
Portland, OR 37.0 36.8 37.3 37.8 37.9
Spokane, WA 35.5 37.0 37.0 38.1 36.9
Albuquerque, NM 35.9 36.4 36.7 37.9 37.3
Kansas City, MO 35.3 36.6 36.7 37.1 36.9
Little Rock, AR 35.9 36.7 36.4 38.2 37.3
Tulsa, OK 35.3 35.6 36.3 36.9 36.9
Des Moines, IA 34.5 35.4 35.6 37.7 37.3
Raleigh, NC 33.3 35.3 35.1 37.1 37.8
Wichita, KS 34.4 34.5 34.9 36.8 36.5
Oklahoma City, OK 34.6 34.8 34.8 35.9 35.2
Omaha, NE 34.2 34.2 34.7 36.3 36.8
Boise, ID 36.2 35.4 34.5 35.2 35.7

Average (excluding Wichita) 35.2 36.4 36.8 37.6 37.3

Wichita Rank (out of 20) 15 18 17 17 18
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Corporate Inventory 
 
As discussed previously, the number of corporations in a market is an important characteristic to evaluate 
when determining the viability of a convention center.  From a direct standpoint, local corporations tend 
to provide a substantial amount of utilization for convention centers, through conferences, meetings, 
banquets, training and other such events.  Indirectly, the size of a local corporate base also tends to be 
correlated with the level and breadth of supporting community amenities (i.e., hotels, restaurants, 
transportation infrastructure, etc.).  Exhibit 43 presents the number of businesses within the comparable 
convention markets analyzed. 
 
 

Exhibit 43 
Comparable Markets – Corporate Inventory (Number of Companies) 

 

 
 
 
Portland, Oregon has the most businesses within 25 miles with approximately 94,200, while Mobile, 
Alabama’s 25-mile radius has fewer than 21,700 total businesses. The average number of businesses 
among the comparable convention markets 25-mile radius (excluding Wichita) is nearly 41,200, which is 
approximately 18,900 companies more than Wichita’s 25-mile number of businesses of approximately 
22,300.  Under the 200-mile ring, Toledo has the highest number of companies at over 1.0 million, while 

Sorted by: 25-Mile Businesses
Source:  Claritas Inc., 2013.

Market City County 25-Mile 100-Mile 200-Mile

Portland, OR 35,246 39,178 94,203 146,931 407,218
Kansas City, MO 18,092 26,540 67,270 118,512 369,536
Cincinnati, OH 14,148 33,373 63,398 280,977 698,503
Raleigh, NC 22,383 38,299 56,472 217,903 666,844
Oklahoma City, OK 28,394 35,632 48,020 106,254 478,277
Richmond, VA 13,645 13,645 45,364 311,322 971,009
Louisville, KY 13,158 31,847 43,467 199,101 708,581
Birmingham, AL 13,108 31,451 39,622 137,361 635,138
Dayton, OH 5,924 20,024 38,581 265,568 942,005
Albuquerque, NM 29,581 32,648 36,957 53,913 94,692
Knoxville, TN 20,715 23,060 35,502 152,352 886,096
Tulsa, OK 21,971 28,909 33,999 108,865 310,855
Omaha, NE 20,892 22,021 31,348 81,640 304,785
Toledo, OH 11,364 17,131 26,929 365,765 1,016,427
Little Rock, AR 13,153 20,326 26,220 64,434 296,646
Boise, ID 12,910 19,316 25,275 34,428 63,148
Des Moines, IA 9,835 19,965 23,880 71,358 376,208
Spokane, WA 13,272 22,109 23,696 48,108 105,484
Wichita, KS 16,736 19,870 22,298 54,517 319,927
Mobile, AL 12,184 16,660 21,652 87,444 314,648

Average (excluding Wichita) 17,370 25,900 41,150 150,120 507,690

Wichita Rank (out of 20) 9 16 19 17 13
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there are just over 63,100 corporations within 200 miles of Boise Center on the Grove in Boise, Idaho.  
The average number of businesses among the comparable convention markets 200-mile radius 
(excluding Wichita) is approximately 507,700 companies and within the city the average is almost 17,400.  
 
Exhibit 44 below displays a graphical representation of the relative ranking of the Wichita market to the 
other comparable facility markets among the key demographic metrics reviewed in this analysis. 
 
 

Exhibit 44 
Comparable Markets – Wichita Demographics Metric Rank 

 

 
 
 
 
 
As shown above, Wichita ranks less favorably than most of the comparable facility markets for 21 of the 
24 demographic metric categories.  The Wichita market ranks more favorably than the average market 
area with respect to city population, 200-mile household income and the city overall corporate base. 
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Comparable Facility Event Level Analysis 
 
Next, we compare the number of total events held at the comparable centers.  These events can be held 
in a variety of different locations throughout the facility and include banquets, weddings, corporate 
meetings, seminars, social gatherings and other such events.  Exhibit 45 presents a summary of the total 
number of events within each of the comparable convention centers. 
 
 

Exhibit 45 
Selected Comparable Convention Centers – Number of Events in a Recent Year 

 

 
 
 
The Oregon Convention Center in Portland, Oregon and Birmingham-Jefferson Convention Complex 
hosted the most total events in a recent year, with 538 and 530 events, respectively, while the 
Statehouse Convention Center in Little Rock, Arkansas hosted the fewest, with just 131.  Wichita hosted 
326 total events in 2012 (when excluding the 62 Performance events that were largely hosted in non-
convention related event space), while the average comparable convention facility hosted approximately 
310 events over the same time period. 
 
  

Source: Facility management, industry and website publications, 2013.
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Exhibit 46 presents the number of different types of events (conventions, public shows, banquets, 
meetings, other) hosted at CII compared to events held at five comparable convention facilities. 
 
 

Exhibit 46 
Selected Comparable Convention Centers – Number of Events in a Recent Year 

 

 
 
 
As shown, of CII’s 326 events hosted in 2012, approximately nine percent were Conventions/Tradeshows, 
ten percent were Public/Consumer Shows, two percent were Banquets, 48 percent were 
Meetings/Business events and 31 percent were Other events (not including Performances).  Among the 
comparable facilities reviewed, there were an average of approximately 260 events, of which, 
approximately 15 percent were Conventions, seven percent were Public/Consumer Shows, 25 percent 
were Banquets, 30 percent were Meetings/Business events and 24 percent were Other events. 
 
It is also important to analyze attendance data among the competitive venues.  While the average 
comparable convention center analyzed generated approximately 274,200 annual attendees (when 
excluding the outlier of Convention Center D’s 905,000 attendees), of which nearly 59,100 attended a 
Convention or Tradeshow.  Conversely, CII attracted just 283,000 total attendees, of which 40,800 were 
attending a Convention or Tradeshow.   
 
  

Total Events Century II Convention Convention Convention Convention Convention 
By Event Type Center Center A Center B Center C Center D Center E

Conventions/Tradeshows 30 46 27 51 25 40
Public/Consumer Shows 33 24 18 2 18 24
Banquets 6 134 43 32 34 86
Meetings/Business 157 49 82 26 52 174
Other 100 25 207 20 24 33
Total 326 278 377 131 153 357

Total Attendance Century II Convention Convention Convention Convention Convention 
By Event Type Center Center A Center B Center C Center D Center E

Conventions/Tradeshows 40,817       67,352       52,869       61,778       376,899     54,268       
Public Shows 120,273     159,011     55,339       2,350         341,850     112,178     
Banquets 2,040         23,624       19,745       24,261       25,760       32,731       
Meetings/Business 30,850       22,404       26,464       7,144         30,774       52,105       
Other 89,050       115,824     151,041     17,189       129,742     38,973       
Total 283,030     388,215     305,458     112,722     905,025     290,255     

Average Attendance Century II Convention Convention Convention Convention Convention 
By Event Type Center Center A Center B Center C Center D Center E

Conventions/Tradeshows 1,361         1,464         1,958         1,211         15,076       1,357         
Public/Consumer Shows 3,645         6,625         3,074         1,175         18,992       4,674         
Banquets 340           176           459           758           758           381           
Meetings/Business 196           457           323           275           592           299           
Other 891           4,633         730           859           5,406         1,181         
Total 868           1,396         810           860           5,915         813           

Source: Facility management, 2013.
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Comparable Facility Space Extrapolation 
 
One method of beginning to evaluate potential size parameters for a convention center product that 
could be developed in Wichita is to consider the sizes of comparable facilities relative to their 
demographic and socioeconomic characteristics.  While this type of hypothetical space level extrapolation 
is only one of many methods used to understand the market demand, comparing the existing space at 
the Center helps paint a broader picture of what the Wichita market could sustain and serves to provide 
some initial insight into potential sizing parameters for a new or redeveloped facility.  Nevertheless, it 
does not take into consideration the specific demand generators unique to each community.  These 
issues relative to the Wichita market will be discussed in a subsequent chapter of this report. 
 
Exhibit 47 presents a market and facility ratio analysis for a the existing Century II Performing Arts and 
Convention Center, using the average ratio of exhibit, meeting, ballroom, largest contiguous space and 
total sellable space each to population of 25-, 100- and 200-mile concentric rings in the comparable 
convention markets reviewed. 
 
 

Exhibit 47 
Market/Facility Ratios – Hypothetical Extrapolation  

(Based on the Average Comparable Facility Ratio to 25-, 100-, and 200-Mile Population) 
 

 
 
 
 

Extrapolation
Based on Existing

Avg. Metric CII Center Difference

Exhibit Space to 25-Mile Population 101,900 170,000 68,100
Meeting Space to 25-Mile Population 22,600 27,600 5,000
Ballroom Space to 25-Mile Population 23,000 10,200 (12,800)

Sellable Space to 25-Mile Population 140,900 207,800 66,900

Largest Contiguous Space to 25-Mile Population 91,600 93,000 1,400

Exhibit Space to 100-Mile Population 76,500 170,000 93,500
Meeting Space to 100-Mile Population 16,600 27,600 11,000
Ballroom Space to 100-Mile Population 19,000 10,200 (8,800)

Sellable Space to 100-Mile Population 107,100 207,800 100,700

Largest Contiguous Space to 100-Mile Population 67,000 93,000 26,000

Exhibit Space to 200-Mile Population 167,500 170,000 2,500
Meeting Space to 200-Mile Population 36,500 27,600 (8,900)
Ballroom Space to 200-Mile Population 46,700 10,200 (36,500)

Sellable Space to 200-Mile Population 239,400 207,800 (31,600)

Largest Contiguous Space to 200-Mile Population 147,700 93,000 (54,700)

Source:  Facility management and websites, Claritas, Inc., convention and visitors bureaus, CSL research, 2013.
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As Wichita is an economic center for the state of Kansas and regional area, it is believed that the more 
appropriate metric to consider in this type of analysis is the 200-mile radius rather than either the 25 or 
100-mile rings, given the significant influence of all areas within the surrounding area.  Therefore, based 
on the extrapolation, a convention center in Wichita could potentially utilize approximately 167,500 
square feet of exhibit space, 36,500 square feet of meeting space and 46,700 square feet of ballroom 
space.  As shown, these space parameters closely follow the existing program of space at CII, with the 
exception of the lack of prime exhibit space and dedicated ballroom space.  Additionally, this 
extrapolation estimates that the largest contiguous spaces supportable could approximate 147,700 
square feet, which is somewhat larger than the largest existing space at CII, the 93,000-square foot Bob 
Brown Expo Hall. 
 
For comparison purposes, we have also conducted an extrapolation analysis utilizing the city and county 
population metrics, in addition to the overall average metric utilizing all five demographic parameters 
analyzed, as presented in Exhibit 48. 
 
 

Exhibit 48 
Market/Facility Ratios – Hypothetical Extrapolation  

(Based on the Average Comparable Facility Ratio to City and County Population) 
 

 
 
 
As shown, when utilizing the average of the five individual demographic areas analyzed (city, county, 25-, 
100- and 200-mile rings), a Wichita could offer approximately 146,700 square feet of exhibit space, 
32,900 square feet of breakout meeting space and 34,700 square feet of ballroom space.  Again, with the 

Extrapolation
Based on Existing

Avg. Metric CII Center Difference

Exhibit Space to City Population 213,900 170,000 (43,900)
Meeting Space to City Population 49,400 27,600 (21,800)
Ballroom Space to City Population 48,100 10,200 (37,900)

Sellable Space to City Population 297,600 207,800 (89,800)

Largest Contiguous Space to City Population 193,400 93,000 (100,400)

Exhibit Space to County Population 173,600 170,000 (3,600)
Meeting Space to County Population 39,600 27,600 (12,000)
Ballroom Space to County Population 36,800 10,200 (26,600)

Sellable Space to County Population 238,900 207,800 (31,100)

Largest Contiguous Space to County Population 155,300 93,000 (62,300)

Exhibit Space to Population Average 146,680 170,000 23,320
Meeting Space to Population Average 32,940 27,600 (5,340)
Ballroom Space to Population Average 34,720 10,200 (24,520)

Sellable Space to Population Average 204,780 207,800 3,020

Largest Contiguous Space to Pop. Avg. 131,000 93,000 (38,000)

Source:  Facility management and websites, Claritas, Inc., convention and visitors bureaus, CSL research, 2013.
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exception of CII’s lack of prime exhibit space, ballroom space, and event contiguous space, these 
extrapolations closely follow the existing program of space available in Wichita. 
 
It is also useful to utilize other visitor industry-related metrics to gain an understanding of the potential 
supportable program of event space within the Wichita market.  Exhibit 49 presents a summary of 
exhibit, meeting, ballroom, total sellable and largest contiguous space extrapolations utilizing the average 
market-wide, downtown and ½-mile hotel room metrics among the comparable markets reviewed. 
 
 

Exhibit 49 
Market/Facility Ratios – Hypothetical Extrapolation  

(Based on the Average Comparable Facility Ratio to Market-Wide Hotel Rooms, Downtown Hotel 
Rooms, and Hotel Rooms within 1/2-Mile) 

 

 
 
 
Utilizing the average among the existing hotel product of the greater Wichita area, the downtown hotel 
room inventory and number of rooms within one-half mile of CII, the supportable program of space calls 
for approximately 113,100 square feet of exhibit space, 25,900 square feet of meeting space and more 
than 24,800 square feet of ballroom space.  These extrapolation figures may be somewhat smaller than 

Extrapolation
Based on Existing

Avg. Metric CII Center Difference

Exhibit Space to Market-Wide Hotel Rooms 125,800 170,000 44,200
Meeting Space to Market-Wide Hotel Rooms 28,800 27,600 (1,200)
Ballroom Space to Market-Wide Hotel Rooms 28,600 10,200 (18,400)

Sellable Space to Market-Wide Hotel Rooms 175,100 207,800 32,700

Largest Contiguous Space to Market-Wide Hotel Rooms 110,800 93,000 (17,800)

Exhibit Space to Downtown Hotel Rooms 111,900 170,000 58,100
Meeting Space to Downtown Hotel Rooms 25,300 27,600 2,300
Ballroom Space to Downtown Hotel Rooms 23,800 10,200 (13,600)

Sellable Space to Downtown Hotel Rooms 153,900 207,800 53,900

Largest Contiguous Space to Downtown Hotel Rooms 100,600 93,000 (7,600)

Exhibit Space to Hotel Rooms w/in 1/2-Mile 101,500 170,000 68,500
Meeting Space to Hotel Rooms w/in 1/2-Mile 23,500 27,600 4,100
Ballroom Space to Hotel Rooms w/in 1/2-Mile 22,100 10,200 (11,900)

Sellable Space to Hotel Rooms w/in 1/2-Mile 140,600 207,800 67,200

Largest Contiguous Space to Hotel Rooms w/in 1/2-Mile 88,500 93,000 4,500

Exhibit Space to Hotel Rooms Average 113,067 170,000 68,500
Meeting Space to Hotel Rooms Average 25,867 27,600 4,100
Ballroom Space to Hotel Rooms Average 24,833 10,200 (11,900)

Sellable Space to Hotel Rooms Average 156,533 207,800 67,200

Largest Contiguous Space to Hotel Rooms Average 99,967 93,000 4,500

Source:  Facility management and websites, Claritas, Inc., convention and visitors bureaus, CSL research, 2013.
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the average population metric, considering the relative lack of hotel rooms available in each of the three 
areas analyzed, relative to the comparable markets reviewed.   
 
Another helpful extrapolation utilizes enplanements and DMO budgets, as presented below in Exhibit 50.  
 
 

Exhibit 50 
Market/Facility Ratios – Hypothetical Extrapolation  

(Based on the Average Comparable Facility Ratio to Enplanements and DMO Budget) 
 

 
 
 
Based on these metrics, a Wichita convention center could support between approximately 115,900 and 
134,100 square feet of exhibit space, between 26,600 and 28,600 square feet of breakout meeting space 
and 22,200 to 29,100 square feet of ballroom space. 
 
 
  

Extrapolation
Based on Existing

Avg. Metric CII Center Difference

Exhibit Space to Enplanements 134,100 170,000 35,900
Meeting Space to Enplanements 28,600 27,600 (1,000)
Ballroom Space to Enplanements 22,200 10,200 (12,000)

Sellable Space to Enplanements 176,700 207,800 31,100

Largest Contiguous Space to Enplanements 124,900 93,000 (31,900)

Extrapolation
Based on Existing

Avg. Metric CII Center Difference

Exhibit Space to DMO Budget 115,900 170,000 54,100
Meeting Space to DMO Budget 26,600 27,600 1,000
Ballroom Space to DMO Budget 29,100 10,200 (18,900)

Sellable Space to DMO Budget 164,800 207,800 43,000

Largest Contiguous Space to DMO Budget 102,900 93,000 (9,900)

Source:  Facility management and websites, Claritas, Inc., convention and visitors bureaus, CSL research, 2013.
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Conclusions 
 
An analysis was conducted of the various physical characteristics and resources of a select set of 
comparable convention centers and their host communities.  While the total sellable space available 
within CII compares favorably to the set of comparable nationwide convention centers reviewed, the 
apportionment of this space creates a competitive disadvantage for the Wichita destination and its 
market competitiveness.  Specifically with regard to elements such as the configuration of the round 
building, the lack of dedicated ballroom space within and controlled by CII management and the ratio of 
meeting space to exhibit space.   
 
Given the relatively limited supply of convention quality hotel inventory near CII and in downtown 
Wichita, any increase in total sellable space would require a commensurate increase in hotel room supply 
to accommodate the larger groups that could potentially utilize new convention space in Wichita.  
Additionally, continued efforts will be required to improve the attractiveness of the Wichita destination, 
addressing accessibility and the visitor industry infrastructure (i.e., restaurants, entertainment, retail, 
hotels, etc.) in downtown Wichita. 
 
Lastly, a hypothetical extrapolation of a Wichita convention center was conducted using the average 
space to population and visitor industry-related metrics among the comparable facilities and markets 
analyzed.  Results begin to suggest a convention center with a better apportionment of prime exhibit 
space, dedicated ballroom space and supporting breakout meeting space than what is currently available 
at the Century II Performing Arts and Convention Center. 
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5.0.  INDUSTRY TRENDS ANALYSIS 
 
 
The market success of a convention facility can be partially attributed to the characteristics of the 
industry as a whole.  In order to assess the current and future strength of the market with regard to 
event activity that could utilize enhanced Wichita convention center product, it is important to evaluate 
the industry trends from a national and regional perspective.  Broad industry changes, characterized by—
sometimes significant—retraction and expansion in event demand and attendance/participation 
characteristics have taken place within the industry over the past decade.  Within this chapter, we 
present an evaluation of the following areas: 
 

• Convention Industry Characteristics and Trends 

• Summary/Conclusions 

 
Convention Industry Characteristics and Trends 
 
The convention, trade and meetings industries are diverse and dynamic, consisting of a wide variety of 
events, many of which focus around a collection or gathering of individuals for the purpose of 
entertainment/recreation and/or face-to-face communication and the transmission of ideas/information.  
Typical convention facility (i.e., flat floor event venue, excluding fixed seating entertainment/sports 
venues) event segments include: 
 

• Conventions – Events traditionally held by professional associations of international, national, 
regional, state or local scope.  Many of these groups tend to hold annual events that rotate 
among various destinations within a particular region.  In addition, certain large corporations 
hold annual conventions. 

• Conferences – Meetings held by professional associations, non-local corporations and local 
area companies.  While sometimes used interchangeably with the term “convention,” these 
events tend to be smaller, on average, than conventions and are also less exhibition-focused. 

• Tradeshows – Events traditionally held by professional associations of international, national, 
regional, state or local scope, as well as private events hosted by one or more corporations.  
Some of these groups tend to hold annual events that rotate among various destinations 
within a particular region, similar to conventions, while others are fixed in specific cities each 
year. 

• Consumer Shows – Exhibit-based shows are typically open to the general public and generally 
draw from the local area.  These events tend to charge a nominal fee for entry and typically 
include events such as home and garden shows, boat shows, auto shows, gun shows, antique 
shows, career fairs, etc. 

• SMERF (Social, Military, Educational, Religious, Fraternal) – Events include reunion-type 
meetings of groups and members, educational conferences and other such events.  These 
events tend to be more sensitive to cost aspects than association and corporate groups. 

• Meetings/Banquets – Events include functions hosted by local service clubs (Rotary, Shriners, 
and Elks) intended to share information, generate interest and spur membership.  Other 
private events include local corporate meetings/training, exams, wedding receptions, 
anniversary/birthday parties and private banquets. 
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Exhibit 1 illustrates a summary of traditional convention facility event types along with their key 
characteristics. 

 

Exhibit 1 
Summary of Convention Industry Event Types 

 

 
 
 
 

A variety of types of flat floor event facilities exist in communities across the country that accommodate 
some or all of these types of events.  Certain events tend to possess very specific facility and community 
requirements.  Located on the following page, Exhibit 2 illustrates differences in the physical 
characteristics and event profiles of traditional “flat floor” event facilities. 
 
  

 Event Types Primary Purpose
Key Facility 

Requirements
Typical Facility 

Used
Attendee 

Characteristics

 Conventions Information exchange, Exhibit, Ballroom Convention Center, Predominently
sales & networking & Meeting space Conference Center non-local

 Conferences Information exchange, Ballroom and Conference Center, Depends on scope of
sales & networking Meeting space Hotel, Convention group, many are

Center meeting space predominently non-local

 Tradeshows Sales & Advertising Exhibit space Convention Center, Depends on scope of
Exhibition Center, show, can have large
Tradeshow Facility percentage non-local

 Consumer Shows Sales & Advertising Exhibit space Convention Center, Mostly local
Exhibition Center

 Social, Military, Information exchange, Meeting, banquet, Civic/Community Ctr., Depends on scope of
 Educational, Religious, civic, social, networking multipurpose space Exhibition Center, group, some are
 Fraternal Events Conv./Conf. Center predominently non-local

 Meetings / Banquets Information exchange, Meeting and Ballroom Conference Center, Typically local
training, incentive Hotel

 Spectator Events Entertainment Seating, stage/event floor Arena, Civic Center, Typically local
Exhibition Center

V.  CONFERENCE CENTER MARKET DEMAND ANALYSIS
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Exhibit 2 

Typical Flat Floor Event Facility Characteristics 
 

 
 

• Convention centers, under the traditional model, typically incorporate exhibit, meeting and 
ballroom space.  Usually located in medium- to large-sized cities, convention centers tend to 
focus on attracting non-local economic impact-generating events such as conventions and 
tradeshows.  It is imperative that convention-quality hotel inventory is located close to the 
center.  Convention centers also tend to host a large number of secondary events, such as 
corporate meetings, public shows and banquets. 

• Conference centers tend to represent smaller facilities than convention centers, usually 
containing both flexible and dedicated meeting space, in addition to banquet space.  Most 
traditional conference centers do not incorporate prime exhibit space and instead focus on 
accommodating local and non-local corporate meetings/conferences along with other local 
event activity such as private receptions and banquets.  Many conference centers are 
situated within hotel facilities.  Conference centers are often broken into several categories 
related to their type/focus:  executive, corporate, resort and college/university. 

• Expo centers, or exposition/exhibition centers, traditionally consist of large exhibit-focused 
structures possessing limited or no breakout meeting and banquet space.  Expo facilities tend 
to be lower cost facilities (i.e., construction cost per gross square foot) than convention and 
conference centers.  Most of the events accommodated by traditional expo centers are local 
in nature and include events such as public/consumer shows, festivals and other large flat 
floor space using events. 

Convention 
Center

Conference 
Center

Expo 
Center

Community/
Civic Center

Equestrian
Center

Fairgrounds
Complex

Type of Space
Exhibit, 
Meeting 
Ballroom

Meeting, 
Ballroom

Exhibit, 
Limited Meeting

Multipurpose 
Space

Multiple Indoor 
& Outdoor 

Facilities, Dirt 
& Concrete, 
Spectator 

Seats

Multiple Indoor 
& Outdoor 

Facilities, Dirt 
& Concrete, 
Spectator 

Seats

Typical Events

Conventions, 
Tradeshows, 

Meetings, 
Banquets, 

Public Shows

Conferences, 
Meetings, 
Banquets

Public Shows, 
Tradeshows, 

Miscellaneous

Local 
Meetings & 
Banquets, 
Recreation, 

Other Events

Horse, Rodeo, 
Ag., Livestock, 
Public Show

Fair, Ag., 
Horse, 

Livestock, 
Public Shows, 

Festivals, 
Other

Typical Ancillary 
Characteristics

Adjacent 
Headquarter 

Hotel

Adjacent 
Headquarter 

Hotel

Parking, 
Accessibility, 

Visibility

Parking, 
Accessibility, 

Visibility

Parking, RV, 
Hookups, Large 

Acreage

Parking, RV, 
Hookups, Large 

Acreage

Economic Impact 
Generating Ability High Moderate

Limited to 
Moderate

Limited to 
Moderate Moderate

Limited to 
Moderate
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• Community/civic centers tend to vary widely in terms of their physical and operational 
characteristics.  Many centers offer multipurpose space that can accommodate a wide variety 
of events.  The large majority of event activity represents events and attendees from the 
local area and, as such, adjacent/nearby hotel inventory does not tend to be a primary 
concern for most events.  Communities tend to develop these types of facilities for the good 
and benefit of the local community rather than for economic impact generating purposes. 

• Equestrian centers are typically multi-facility complexes, often located in rural or non-urban 
settings.  Most equestrian centers focus on accommodating horse-related shows, events and 
exhibitions.  Typical equestrian centers include a variety of event, show and stable areas, 
such as arenas, exhibition facilities, show arenas, warm-up arenas, rodeo arenas, horse 
barns, livestock barns and other such areas.   

• Fairgrounds complexes are often similar to equestrian centers, including a variety of indoor 
and outdoor facilities suitable for equestrian, livestock, agricultural, exhibition and 
recreational events and activities.  The primary role of these facilities is often to play host to 
an annual fair (i.e., County or State Fairs, etc.).  Many fairgrounds complexes also integrate 
horse racetracks and grandstands for outdoor spectator events. 

 
Exhibit 3 illustrates a summary of the typical importance of various facility characteristics by event 
segment, including some traditional seated, spectator event types. 
 
 

Exhibit 3 
Typical Event Facility Requirements 

 
 

  

High Exhibit/ Upscale Nearby
Quality Lg. Event Banquet Breakout Spectator Nearby Secondary Visitor
Finish Facility Hall Rooms Seating Parking Hotels Facilities Amenities

Conventions HIGH HIGH HIGH HIGH LOW MED HIGH LOW HIGH

Conferences HIGH MED HIGH HIGH LOW MED HIGH LOW HIGH

Meetings HIGH LOW MED HIGH LOW LOW LOW LOW MED

Banquets/Receptions HIGH LOW HIGH MED LOW MED LOW LOW MED

Tradeshows MED HIGH LOW LOW LOW HIGH MED LOW HIGH

Consumer/Public Shows LOW HIGH LOW LOW LOW HIGH LOW LOW MED

Agricultural Shows LOW HIGH LOW LOW LOW HIGH LOW HIGH LOW

Equestrian Events LOW HIGH LOW LOW MED HIGH LOW HIGH LOW

Rodeos LOW HIGH LOW LOW HIGH HIGH LOW MED LOW

Tractor Pulls LOW HIGH LOW LOW HIGH HIGH LOW MED LOW

Sporting Events LOW HIGH LOW LOW HIGH HIGH LOW LOW LOW

Concerts LOW MED LOW LOW HIGH HIGH LOW LOW MED

Festivals LOW HIGH LOW LOW LOW HIGH LOW LOW LOW
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As shown in the exhibit, different types of events can have very different preferences and requirements 
with regard to facility characteristics.  For example, conventions typically place high premiums on high 
quality finish of event space, adjacent/proximity full-service hotel rooms and other visitor amenities (i.e., 
restaurants, retail, entertainment, etc.) in close walking distance, while consumer/public shows typically 
focus predominately on large, low-finish space to accommodate exhibits. 
 
This discussion begins to lay the groundwork for some important issues that will likely affect the types of 
events that will be attracted to the Wichita convention center product.  The type, level of finish, 
configuration and amenities of the space offered in any potential facility will play a strong role in 
determining the ability of the facility to attract and accommodate certain types of events. 
 
 
Macro Domestic Convention Industry Demand and Supply Issues 
 
Over the past 20 years, there are numerous industry statistics that point towards an overall linkage 
between growth in the convention and tradeshow industry and changes to the overall performance of the 
domestic economy.  During this time, there have been three noteworthy periods of economic retraction—
one during the first Gulf War and recession of the early 1990’s, a significant drop following the events of 
9/11 and the subsequent economic downturn, and finally the downturn in the economy that the nation 
recently experienced. 
 
Tradeshow Week has created an industry growth metric that tracks the performance of the largest 200 
conventions and tradeshows in the country.  The base of events included in these statistics include those 
that generally require exhibit, meeting and ballroom space, and are produced by associations or private 
tradeshow companies such as Reed Exhibitions, DMG and Advanstar.  Importantly, the Tradeshow Week 
data do not include events produced by individual corporations for their own training, marketing, 
incentive and other purposes.  These events and their impact on the industry are discussed later.   
 
The exhibit on the following page summarizes cumulative yearly percentage changes for various 
measures of large convention and tradeshow performance as measured by Tradeshow Week against 
changes in U.S. GDP since 1987.  Convention and tradeshow statistics are presented for net square feet 
of exhibit space used, number of exhibiting companies and number of event attendees.  This Tradeshow 
Week survey was discontinued in 2010, just as the industry was entering a period of recovery (as will be 
shown on the subsequent pages though other industry metrics). 
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Exhibit 4 

Macro Issues – Large Tradeshow Demand Growth 

 
 
 
As previously noted, three nationwide economic events have led to retraction or growth moderation in 
the convention/tradeshow industry since 1987.  During these periods (early 1990’s, early 2000’s and 
today), companies and associations cut spending on discretionary expenses including those for 
conventions/tradeshows.  It is important to note that the recessionary period in the early 2000’s carried 
with it the dramatic impacts of decreased demand for air travel due to the particular aspects of 9/11.  
Similarly, the current economic conditions carry with them two unique aspects that magnify the 
dampening of convention business.  The first is characterized as the “AIG effect”, or a broad public 
condemnation of group events, particularly those held in traditionally-attractive visitor destinations.  The 
second relates to hyper growth in travel costs associated with dramatic increase in fuel prices in 2008. 
 
As a result, it does appear that the large convention and tradeshow event industry recently experienced 
downturns more significant than overall economic conditions would have predicted.  For comparison, the 
more “traditional” (yet significant) recession of the late 1980’s resulted in much less severe impacts on 
various measures of the convention and tradeshow industry. 
 
Ultimately, the force of change in Gross Domestic Product (as a measure of overall economic 
performance) does appear to have historically moved the convention and tradeshow industry.  Consistent 
annual growth in GDP appears to have foreshadowed the return to positive growth in the convention and 
tradeshow industry.  As this linkage has largely remained intact, continued growth in GDP since 2010 has 
begun to pull the convention and tradeshow industry back into the growth pattern in which other industry 
metrics suggest it presently remains. 
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The previous exhibits have illustrated the industry in terms of the largest conventions and tradeshows 
across the country, and do not consider events produced internally by corporations or the wide variety of 
smaller association and private events.  Meeting Professionals International (MPI) is a world-wide 
organization comprised of variety of industry professionals.  MPI conducts annual research as to the 
future of the meetings and event industry.  The 20th annual “Future Watch” was released in March 2011. 
 
Based on MPI research, the following exhibit presents a summary of year-to-year trends in meeting 
statistics for the six year-period spanning 2006 through 2011. 
 
 

Exhibit 5 
Year-to-Year Trends in Meeting Statistics 

 

 
 
 
The focus of this research has been on five important elements that can indicate the overall health of the 
industry.  Over the past several years, survey respondents have provided feedback as to the projected 
change in the number of meetings, attendance, budgets, spending and length of their event(s).  As 
presented, each of the identified metrics have shown growth in recent years, following sharp declines in 
2008 and 2009.  In particular, the number of meetings being planned by organizations increased by eight 
percent from 2010 to 2011, while the number of delegates per meeting increased by two percent.  
Average spending at meetings has increased approximately five percent over the past year. 
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The Center for Exhibition Industry Research (CEIR) is a nonprofit organization whose mission is to 
advance the growth, awareness and value of exhibitions in the United States.  The annual CEIR Index 
Report is developed to provide an objective measure of the annual performance of the exhibition 
industry.  The CEIR Index Report measures year-over-year changes in four key metrics of industry 
performance: 
 

• Net Square Feet of Exhibit Space Sold 

• Professional Attendance 

• Number of Exhibiting Companies 

• Total Event Gross Revenue 
 
The industry’s performance within these four metrics was calculated from data provided from over 400 
events.  The 2013 CEIR Index Report displays and analyzes actual event-specific data from 2001 through 
2012 and provides a forecast for 2013 to 2015.    We have prepared a summary of CEIR produced 
historical and projected performance among three of the four variables listed above, as compared to 
growth in the U.S. Gross Domestic Product (GDP), for the 15-year period spanning 2001 through 2015. 
 
 

Exhibit 6 
Annual Changes to Convention & Tradeshow Demand and United States GDP 

 

 
 
 
As shown, the overall exhibition industry as measured by the CEIR Index had experienced a substantial 
decline in overall performance, down in nearly all categories between 2007 and 2010.  The indices appear 
to have bottomed out in 2009, during which space use showed a 10.9 percent decline and the number of 
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exhibitors fell by an estimated 10.7 percent when compared to 2008.  Looking at 2012, the moderate 
gain in the overall exhibition industry was reflected in all of the metrics of measurement presented.  This 
marks the second year of growth following three consecutive years of declines.  CEIR expects the 
exhibition industry to gain momentum in 2014 and 2015.  By 2015, the overall exhibition industry could 
be expected to grow at a rate of 3.2 percent. 
 
The U.S. economy has continued a trend of moderate growth since 2010, with GDP growing at a rate of 
2.2 percent in 2012.  Projections for 2013 have the GDP growing at a slower 1.7 percent pace in 2013.  
Improvement is expected over the following two years, with estimated GDP growth of 2.7 percent and 
3.9 percent for 2014 and 2015, respectively. 
 
As noted earlier, event attendance is an important indicator of the overall health of the exhibition 
industry.  We have analyzed the relationship between the performance of the convention and tradeshow 
industry with the United States economy by focusing on overall event attendance levels (as measured by 
Tradeshow Week) and earnings per share data for the S&P 500 since 1988.  Tradeshow Week is no 
longer being published as of 2009; we have therefore supplemented the data with attendance 
information provided by CEIR.  We have also included projected data for 2013 and 2014 for the 
performance of the S&P 500, as well as projected data for 2013 for event attendance (as measured by 
CEIR).  Exhibit 7 summarizes the data we have compiled, presented in terms of annual growth 
percentages (or declines) for the past 25 years, in addition to projected data for future years. 
 
 

Exhibit 7 
Annual Changes to Convention and Tradeshow Attendance and S&P 500 EPS 

 

 
  

Sources:  Tradeshow Week, 2010; Standard & Poor's, 2013; Center for Exhibition Industry Research (CEIR), 2011.
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As indicated, in terms of event attendance, the convention and tradeshow industry experienced the worst 
of the economic downturn in 2009, with measures of attendance falling by between eight and ten 
percent over 2008 measures.  The greatest decline in earnings per share data for the S&P 500 took place 
one year earlier, falling by an estimated ten percent in 2008.  With respect to the linkage between the 
convention/tradeshow industry and the overall economy, this comparison further highlights the parallels 
between the two and is indicative of the phenomenon whereby exhibition industry performance tends to 
follow a similar, although a slightly lagging pattern to that of the U.S. economy. 
 
While much of this chapter has focused on national industry demand and supply trends, it is critical to 
consider this information in appropriate context.  While of the utmost relevance for large, top-tier 
convention destinations, most information pertaining to the health of the national convention industry is 
of lesser relevance for small and mid-sized destinations.  Event segments for many of these smaller 
markets that carry a significant amount of relevance tend to be local events and state and regional 
events (rather than national events).  This is normally reflected in the event profiles of convention 
facilities operating in these markets.  However, these national phenomena become increasingly relevant 
for smaller markets to consider as large, first and second tier convention markets continue to search for 
additional events to fill space made available by downsized or eliminated national or other large scale 
events. 
 
As an illustration, Exhibit 8 presents an aggregated summary of the typical event profiles of a selection of 
small and mid-sized convention centers versus large convention centers.  As depicted, for the largest 
convention centers in the country, non-local events normally comprise the largest majority of facility use, 
while local events (i.e., those events where the majority of attendees reside within local driving proximity 
and do not require overnight lodging) tend to contribute less of a share in terms of event levels.  For 
smaller convention centers, these trends are typically reversed.  Wichita, and CII, has historically 
attracted events more consistent with the small/medium center model on the left.  One of the key 
questions that this market study attempts to assist in answering is to what degree could an enhanced 
convention center product and supporting amenity profile serve to shift Wichita to model closer to the 
“large center” model on the right, or at least to a point in between both models (through the attraction of 
a greater amount of non-local events—national conventions, in particular). 
 

Exhibit 8 
Macro Issues – Typical Convention/Conference Center Event Mix 
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Summary/Conclusions 
 
The market success of a convention center can be partially attributed to the characteristics of the 
industry as a whole.  Broad industry changes, characterized by—sometimes significant—retraction and 
expansion in convention/tradeshow event demand and attendance/participation characteristics have 
taken place within the industry over the past decade.  In 2009, the U.S. economy fell into a significant 
recession.  Metrics for 2008 illustrated deteriorating economic conditions that led to a decline in macro 
industry-wide demand.  However, the convention and tradeshow industry has exhibited slow, but 
consistent recovery, along with the U.S. economy, in recent years.  Metric indicators project continued 
moderate growth into the foreseeable future. 
 
With respect to the convention and tradeshow industry, however, the practical manifestations for smaller 
and mid-sized communities of the downturn in the economy should be more limited (as was largely noted 
through the consistent event levels experienced at CII over this time period), as they tend to be more 
economical and drive-in regional destinations.  These types of second/third-tier destinations often have 
lower costs of living (including lower priced hotels, restaurant meals, taxes, etc.) that become more 
appealing during hard economic times.   
 
Additionally, it is critical to recognize that every community and destination is unique, and application of 
blanket industry-wide, macro assessments of convention/meeting supply and demand phenomena do not 
consider the uniqueness of individual markets.  Like nearly everything in a free market society, individual 
convention centers operate in a “survival of the fittest” environment.  Destination appeal is normally the 
common denominator with successful projects.  Convention centers located in the strongest destinations 
tend to be the most successful, while facilities located in destinations with weak appeal and/or deficient 
visitor amenities more often struggle or underperform industry averages. 
 
Recognizing that the convention center facility itself is only one piece of a larger puzzle that non-local 
event planners tend to consider when selecting sites, more and more communities have been focusing on 
ways to strengthen the appeal of the proximate area surrounding the “box”.  This often involves 
comprehensively master planning a mixed-use or entertainment district containing the convention center, 
whereby an attractive pedestrian-friendly environment is created to welcome convention center 
attendees, through offerings of restaurants, retail, nightlife, entertainment and attractions.  
“Connectivity” issues are often addressed that physically and perceptually bring together the district to 
other nearby attractions and districts.  Healthy, vibrant and exciting environs surrounding the convention 
center are normally viewed very attractively by event planners and can provide important advantages in 
marketing a destination and its convention center. 
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6.0.  MARKET DEMAND ANALYSIS 
 
The purpose of this chapter is to provide an analysis of the estimated market demand for the convention 
center product in Wichita.  To form a basis for the analysis, a variety of techniques were used.  
Specifically, in-person interviews of local groups and individuals; follow-up telephone interviews; 
telephone survey of state and regional organization meeting planners representing annual conventions, 
tradeshows, meetings and other events that could use Wichita convention space; and survey of national 
organizations selected from the MINT database as events having up to 1,000 attendees.  This data 
provides a basis for evaluating event potential in the Wichita market, and the facility and amenity 
characteristics needed to accommodate those markets.  This survey-based technique provides a detailed 
understanding of potential user needs, their willingness to use Wichita convention space, as well as 
overall perceptions of Wichita as a potential host community for their event.  This chapter is presented in 
three sections, including: 
 

• National Organization Survey 
• State/Regional Convention Center Survey 
• Market Demand Conclusions 

 
The market analysis has also been supplemented with data from previous studies, operating results from 
competitive/comparable facilities and our review of local market conditions and visitor amenity 
infrastructure in Wichita.  Importantly, as contracted, this Phase I study did not include an assessment of 
the market potential and facility needs for the performing arts in Wichita, nor did it specifically analyze 
the overall financial feasibility of potential added hotel product 
 
 
Analysis of Targeted National Convention and Tradeshow Market Demand 
 
The survey sample of national conventions and tradeshows was selected from information in the 
empowerMINT database maintained by Destination Marketing Association International (DMAI).  In 
addition to national associations, this database is comprised of SMERF (social, military, educational, 
religious and fraternal) and corporate event contacts.  The database encompasses a majority of national 
convention and tradeshow events; however, new association events may enter the market and added 
private sector events will be planned on short notice, and these events may not be included in the 
database.   
 
National associations are membership-based organizations that typically have annual conventions that 
rotate to various cities throughout the United States.  Corporations also often sponsor major convention 
or trade events, while SMERF groups also represent significant producers of rotating event activity.  For 
purposes of this analysis it is assumed that established data sources reflect approximately 60 to 70 
percent of the actual event population.  
 
The sources used to evaluate and quantify the population of events are widely used within the industry 
and have been used for numerous similar consulting studies throughout the country.  The surveys were 
conducted to assess the likelihood that event planners would hold a future event in Wichita and to gather 
information on the characteristics of individual events.  In an effort to “frame” the market appropriate to 
Wichita, we have worked with Go Wichita leadership to query the empowerMINT database and directed 
the survey effort toward groups meeting the following conditions: 
 

• events that have been held recently (2010 through 2012); 
• events historically using convention centers; and 
• events attracting fewer than 1,000 attendees. 
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Interest in Using Wichita Convention Space 
 
Following several introductory questions, national organization event planners were asked to indicate the 
likelihood of their organization using Wichita convention center space in the future, assuming the facility 
and community met the needs of their event(s) in terms of space availability, hotel requirements, etc.  
Respondents were given various options of indicating interest in holding a future event in Wichita from 
“definitely use” to “definitely not” hold an event.  Interviews with national organization representatives 
indicated varying levels of response rates depending on the type of event.  Responses related to targeted 
national organizations surveyed are presented in Exhibit 1. 
 
 

Exhibit 1 
National Organization Survey – Likelihood of Utilizing New Wichita Convention Space 

 

 
 
 
Based on these survey results, the positive response percentage (“definitely use”, “likely use” and 
“possibly use”) by national conventions and tradeshows approximates 38 percent.  A significant 
percentage of this positive interest (30 percent) is considered “tentative” interest (i.e. those that 
indicated “possibly” hold an event in Wichita, rather than “likely” or “definitely”).  Conversely, 62 percent 
of all respondents indicated a lack of interest in utilizing Wichita as a host community for their future 
event(s).  Of all respondents, approximately six percent had hosted an event in Wichita in the past.   
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In order to provide a recent comparative basis (or context) for Wichita’s measured level of national 
organization interest, Exhibit 2 presents a summary of interest levels measured through a number of 
similar national convention and tradeshow event planner surveys recently conducted for comparable CSL 
studies. 
 

Exhibit 2 
Comparison of Positive Response Rates in Other Similar Studies – 

National Conventions and Tradeshows 
 

 
 
 
As presented in the exhibit, the Wichita market’s overall positive response rate of approximately 38 
percent ranks below larger markets recently analyzed such as Reno, Salt Lake City and Kansas City.  
However, Wichita’s overall positive response percentage is higher than markets such as Jacksonville, 
Tulsa and Oklahoma City and comparable with communities such as Fort Lauderdale and Saint Paul. 
 
While still very speculative, the data indicate that the notion of Wichita competing for some segment of 
the national event market could be considered.  As this is a highly competitive industry, a compelling 
package of center, hotel and destination amenities would have to be offered. 
 
It should be noted that the above survey comparison information may reflect slightly different data 
sources and sample characteristics; however, it does provide an indication as to the comparative strength 
of the Wichita market in terms of nationally-rotating events. 
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In order to better understand specific characteristics of this positive response, the percentage of events 
organized by survey respondents indicating a positive response in using convention space in Wichita were 
segmented by delegate attendance for their event(s).  This summary is presented in Exhibit 3. 
 
 

Exhibit 3 
National Organization Survey – Percentage of Positive Response by Delegate Attendance 

 

 
 
 
As shown above, the level of positive response rate is relatively consistent across the market segments 
analyzed.  Events attracting fewer than 250 attendees register a positive response rate of approximately 
33 percent, while those attracting between 250 and 400 attendees register a positive response rate of 
approximately 31 percent.  This level of demand is consistent among those groups attracting 400 to 750 
attendees, registering a positive response rate of 32 percent, before declining slightly for those events 
attracting more than 750 attendees.  As indicated in the chart, the average attendance of the largest 
event category, and therefore the associated economic impact, is considerably higher than those of the 
smaller attendance categories. 
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Reasons for Not Choosing Wichita 
 
To further examine the meeting planner perception of Wichita, respondents indicating that they would 
either “not likely” or “definitely not” utilize Wichita facilities, assuming they met the needs of their group, 
were asked to identify specific reasons for their overall lack of interest.  Specific responses from event 
planners not considering Wichita as a destination for their event included: 
 

• Difficult to get to from several major cities around the country, lack of amenities, lack of 
reputation and excitement.  Our attendees prefer first-tier cities. 

• We work with Kansas City and Overland Park.  They are profitable destinations for our event, so 
we would not look to add another market so geographically close. 

• Just too small and difficult to get to.  I do not know anything about Wichita and do not think it 
would be a big draw for people. 

• We would look for a more commercialized city; more of an active destination. 

• It is just not a destination our clients are interested in. 

• There are a limited number of direct flights.  We want it to be easily accessible for our members. 

• We hold our events in the cities in which the attendees’ industries are most densely populated. 

• Attendees come from all over the country and from out of the country, so airline connections are 
important.  We also try to go where the weather is conducive to outdoor activity and where they 
have gambling. 

• The concentration of our people is on the east coast. 

• Our clients are interested in travel hotspots like New York City, Chicago, Miami, San Francisco, 
Las Vegas and Dallas.  Wichita is not an airline hub. 

 
As shown, the most frequently response to a lack of interest in utilizing Wichita facilities have to do with 
the organization’s preference for cities that are more easily accessed via airline travel and the overall 
draw for attendees (due to better amenities, more commercialized, etc.).   
 
 
Event Planner Perceptions of Key Competitive and Comparable Markets 
 
As part of national convention and tradeshow market analysis, event planners were asked to assess a 
variety of national destinations in terms of their ability to accommodate a successful event and the overall 
appeal and delegate perception of the market.  Representatives were asked to rank each market on a 
scale of one through five, with one representing the least desirable rating and five representing the most 
desirable rating.   
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Results are split into two categories:  all respondents and those expressing an interest in rotating future 
events to Wichita, assuming that sufficient facility space and hotel inventory exists for their event(s).  
Exhibit 4 presents a summary for all respondents. 
 
 

Exhibit 4 
National Organization Survey – Ranking of Competitive and Comparable Markets 

(All Respondents) 
 

 
 
 
As shown, Kansas City, Missouri ranked as the top market, with a 3.08 ranking, while the average 
comparable market reviewed received an overall rating of 2.07.  Based on the survey research of all 
organizations interviewed, Wichita’s rating of 2.04 was the sixth highest rating of the comparable markets 
reviewed, which is similar to ratings for Des Moines, Iowa (2.00 rating) and Little Rock, Arkansas (2.09 
rating).  The data suggest that although Wichita ranks above several of the comparable regional markets 
(i.e., Overland Park, Topeka, Salina), it is either not well-known or well-received on the national level as a 
potential destination for events. 
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Exhibit 5 presents a summary of respondent ratings for those groups expressing an interest in hosting a 
future event in Wichita, assuming that sufficient facility space and hotel inventory exists, for the same set 
of competitive and comparable markets. 
 
 

Exhibit 5 
National Organization Survey – Ranking of Competitive and Comparable Markets 

 (Positive Respondents) 
 

 
 
 
Importantly, when those expressing a potential interest in hosting a future event in Wichita were asked 
to rate the same set of markets, Wichita’s position among the 10 other markets improved to fourth 
overall relative to the set of markets reviewed, increasing its average rating to 2.72, while the average 
rating for the comparable set of markets reviewed increased to 2.54.  These survey results demonstrate 
the preference of Wichita by those national event planners familiar with the market.  
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Facility Usage Characteristics 
 
Rotating national events typically have specific preferences and/or requirements with regard to the 
months in which their event(s) occur.  Likewise, associations typically have a rotational policy that allows 
the event to return to a specific location only after a certain period of time.  Exhibit 6 presents the 
seasonality patterns, by month, for those national organization events that represent the primary event 
market demand for Wichita.  For purposes of comparison, we have also presented the average occupancy 
rate for the downtown Wichita hotels, by month, from 2007 through 2012. 
 
 

Exhibit 6 
National Organization Survey – Event Seasonality 

 

 
 
 
The seasonality of demand can assist in understanding demand potential for multiple overlapping events.  
For example, heavy demand for a particular event type during historically busy periods can indicate a 
“clustering” of demand, and highlight the need for a center to be able to accommodate multiple 
overlapping events.  As presented above, seasonal preference among national groups with an interest in 
Wichita follow a pattern somewhat standard in the industry, specifically with regard to the strong demand 
in the spring and fall months. 
  

Note: Of those respondents with a positive interest in Wichita.
Source:  CSL National Organization Survey, Smith Travel Research, Go Wichita, 2013.
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More specifically, national organization event demand appears to peak in September and October with 
approximately 32 percent of the potential market for Wichita event space preferring to host their events 
in each of these months, respectively.  November and December represent the slowest periods, with just 
five percent of the potential market indicating a preference for holding events at that time.  This seasonal 
pattern is similar to the average Wichita hotel occupancy rate from 2007 through 2012, which is relatively 
strong throughout the year, before declining in November and December.   
 
It was also found that the average number of days the facility would be used, per event, among those 
expressing a positive interest in Wichita is 7.2 days.  Exhibit 7 illustrates the distribution of average 
estimated move-in, move-out and meeting/event days indicated through the survey via interested 
respondents. 
 
 

Exhibit 7 
National Organization Survey – Average Utilization Days 
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Hotel Requirements 
 
As discussed throughout this report, one of the most important aspects in attracting conventions and 
conferences is the availability of committable, convention-quality hotel rooms.  “Convention-quality” is a 
term that varies by particular community and type of group considered; however, the term generally 
represents full-service, upscale properties carrying the flag of a respected national brand.  Some national 
organizations with an interest in Wichita would likely be willing to use a significant portion of the local 
area’s existing and planned quality properties.  Exhibit 8 represents the requirement of a headquarter 
hotel attached or within close walking distance of the convention center. 
 
 
 

Exhibit 8 
National Organization Survey – Requirement of Headquarter Hotel Attached or  

within 3 Blocks of Convention Center 
 

 
 
 
 
The convention and conference market share captured in any community cannot expand beyond what 
the area hotels can accommodate.  Since many groups have specific requirements related to a 
headquarters hotel being located either adjacent to or within close proximity of a host facility, survey 
respondents were questioned regarding their group’s specific hotel requirements.  “Within close walking 
proximity” generally means within two to three city blocks.  Survey results indicate that 80 percent of 
national organizations with a positive interest in Wichita indicated that their group’s primary event 
requires a headquarters hotel attached or within close walking proximity to the host facility.   
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Although a headquarters hotel may be required, national organization events with a larger membership 
base may also use additional hotel properties in order to achieve their room blocks.  Exhibit 9 presents a 
summary of the number of hotels that national organization events are willing to use to fill their room 
blocks. 
 
 

Exhibit 9 
National Organization Survey – Number of Hotel Properties Willing to Use 

 

 
 
 
While smaller groups will typically only use one or two properties, larger groups generally use multiple 
hotel properties.  As shown above, approximately 39 percent of the potential national organization 
market capture would be lost if they were not able to accommodate their entire room block within one 
single headquarter hotel property.  Should three hotels be required to accommodate the organization’s 
room block, Wichita would retain approximately 28 percent of its potential market, while using more than 
three hotels would reduce Wichita’s market capture to just six percent. 
  

Note: Of those respondents with a positive interest in Wichita.
Source:  CSL National Organization Survey, 2013.
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The market share captured in any community cannot expand beyond what the area hotels can 
accommodate.  Exhibit 10 presents a summary of peak night guest room demand associated with the 
potential national convention and tradeshow market for Wichita. 
 
 

Exhibit 10 
National Organization Survey – Peak Hotel Rooms Required 

 

 
 
 
As shown above, the average national organization event with a potential interest in rotating future 
events to Wichita requires a room block of 310 peak night guest rooms.  As noted earlier in this report, 
there is a total capacity of 750 guest rooms within one-half mile of CII, of which approximately 525 total 
rooms are committable towards a room block for a large event.  Based on our research, this supply of 
hotel rooms within walking distance is able to accommodate between 75 and 80 percent of the potential 
national event market for Wichita event space. 
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As noted previously, approximately 39 percent of national organizations with a potential interest in 
Wichita require a headquarter hotel large enough to contain the entirety of their peak room night 
demand.  As increasing numbers of events share such a requirement, it is important to appropriately size 
the headquarter hotel for a given convention facility.  Exhibit 11 presents a summary of peak night hotel 
room demand for those events with a potential interest in Wichita that require a sufficiently sized 
headquarter hotel to self-contain their event. 
 
 

Exhibit 11 
National Organization Survey – 

Peak Night Hotel Rooms Required in a Single Headquarter Hotel Property 
 

 
 
 
As presented, the average national organization expressing a potential interest in Wichita requires 270 
hotel rooms on the peak night of their event.  Approximately 50 percent of Wichita’s potential national 
event market consists of events requiring approximately 180 rooms or fewer.  Approximately 70 percent 
of the potential national organization demand unique to Wichita can be accommodated with 300 
committable rooms or fewer.  Due to transient and other demand, it is assumed that of the Hyatt 
Regency Wichita’s 303 total rooms, approximately 250 rooms would be available for group bookings.  At 
this level, Wichita can currently accommodate just under 55 percent of the potential demand from 
national organizations.   
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Many event planners have particular preferences with regard to the number and size of hotel properties 
utilized to accommodate their guestroom needs.  As such, another measure of hotel demand is to 
evaluate the minimum required city-wide hotel rooms.  Exhibit 12 presents a summary of that demand 
among the targeted set of national organization event planners. 
 
 

Exhibit 12 
National Organization Survey – Minimum Required City-Wide Hotel Rooms 

 

 
 
 
As shown, the average national organization expressing a potential interest in rotating future events to 
Wichita requires 460 market-wide hotel rooms.  Approximately 50 percent of Wichita’s potential national 
event market consists of events requiring approximately 300 or fewer rooms.  Furthermore, 
approximately 95 percent of the potential national organization market for Wichita can be accommodated 
within the existing inventory of nearly 1,300 downtown hotel rooms.  While this data suggests that 
Wichita is presently well positioned to accommodate existing demand, should the City desire to increase 
event activity or attract larger groups, a commensurate adjustment to the hotel inventory located in 
downtown Wichita and (as suggested by the exhibit on the previous page) proximate to the convention 
facility is recommended. 
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Event Space Requirements 
 
In order to approximate event space requirements of the national event market specific to Wichita, event 
planners with a potential interest in the market were asked to estimate the average amount of exhibit, 
meeting and ballroom space required for their event(s).  Responses for exhibit space square footage 
needs among the targeted set of planners are outlined in Exhibit 13. 
 
 

Exhibit 13 
National Organization Survey – Total Exhibit Space Required 

 

 
 
 
Approximately 35 percent of the potential Wichita national organization event market does not require 
dedicated exhibition space, as these events lack a tradeshow/exhibit component.  As presented, the 
average amount of exhibit space utilized by Wichita’s potential national organization market that requires 
exhibit space is approximately 41,200 square feet.   Approximately 50 percent of the overall market can 
be accommodated with 11,000 square feet of exhibit space or less.  More than 85 percent of Wichita’s 
potential market for national events can currently be accommodated within Bob Brown Expo Hall’s 63,500 
square feet of contiguous prime exhibit space. 
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Another fundamental component of a complete convention center is its available breakout meeting space.  
Because meeting room space can be used for different purposes, actual square footage requirements can 
vary considerably.  Our research into the convention facility needs of event planners interested in hosting 
an event in Wichita is presented in Exhibit 14. 
 
 

Exhibit 14 
National Organization Survey – Total Meeting Space Required 

 

 
 
 
As shown, the average responding organization utilizes approximately 13,800 square feet of meeting 
space.  Fifty percent of the potential national convention and tradeshow market consists of events 
requiring approximately 10,200 square feet of meeting space or less.  Approximately 90 percent of 
respondents indicated that their event(s) require approximately 28,500 square feet of meeting space or 
less.  The current level of meeting space available at CII (approximately 27,600 square feet) is estimated 
to accommodate nearly 90 percent of the national organization market.  However, this includes 
approximately 23,000 square feet of meeting space within the Promenade Level, where full control of 
booking responsibility is controlled by the Hyatt Regency Wichita hotel.   
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Exhibit 15 presents a summary of estimated ballroom space demand among the same set of national 
organizations. 
 
 

Exhibit 15 
National Organization Survey – Total Ballroom Space Required 

 

 
 
 
As presented, the average national organization with a positive interest in Wichita convention space 
generates usage of approximately 7,550 square feet of ballroom space.  Approximately 50 percent of the 
potential national organization market for Wichita consists of events requiring less than 5,250 square feet 
of ballroom space.  As discussed earlier, CII does not currently offer dedicated ballroom space, but rather 
relies on the Hyatt Regency Wichita’s Grand Eagle Ballroom to satisfy ballroom space demand.  The Hyatt 
Grand Eagle Ballroom’s estimated 10,200 square feet is able to accommodate approximately 75 percent 
of the current market demand within this segment.  Ninety percent of respondents indicated that their 
event requires approximately 18,000 square feet of ballroom space or less.  It is important to note that 
ballroom space is the most versatile space offered in most convention/event centers and is often utilized 
for such functions as banquets, general sessions, keynote speakers and even subdivided to host 
concurrent smaller events, activities and/or meetings. 
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Exhibit 16 summarizes the total sellable space levels associated with the state/regional event market. 
 
 

Exhibit 16 
National Organization Survey – Total Sellable Space Required 

 

 
 
 
As shown, national groups surveyed require an average of 48,200 square feet of total sellable space for 
their events.  Fifty percent of the potential national organization market for Wichita can be 
accommodated within approximately 23,200 square feet of total sellable space or less.  In order to 
capture 90 percent of the Wichita potential event market, approximately 76,000 square feet of total 
sellable event space would be required.  Currently, CII is able to accommodate approximately 95 percent 
of the potential national organization event market demand for Wichita; however, the actual percentage 
is likely less than this due to the delineation and square footage apportionment of the exhibit, meeting 
and ballroom space, along with other potential marketing/operational/scheduling issues. 
 
Specifically, as previously noted, CII is hindered by the circular design of the original building.  
Additionally, approximately 29,500 square feet of Expo Hall cannot be considered “prime” exhibit space.  
Further, the 207,800 square feet of identified sellable space offered by CII includes approximately 23,000 
square feet of meeting space within the Promenade Level and 10,200 square feet of ballroom space, 
where booking responsibility is fully controlled by the Hyatt Regency Wichita hotel.  
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Average Delegate Attendance 
 
National organization event planners were asked to estimate the average total delegate attendance levels 
for their events.  The responses exclude spouses and guests, and are summarized in Exhibit 17. 
 
 

Exhibit 17 
National Organization Survey – Average Attendance 

 

 
 
 
As shown, the average national organization event with a positive interest in Wichita attracts 
approximately 590 delegates and 60 exhibiting personnel.  Approximately 90 percent of the potential 
national organization market for Wichita consists of events attracting fewer than 1,200 delegates and 135 
exhibiting personnel.  Such data with regard to attendance levels will be an important factor in 
determining the amount of economic impact potentially generated by an improved Wichita convention 
product.   
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Additional National Organization Feedback 
 
In an effort to collect open-ended feedback with regard to specific requirements or preferences regarding 
the convention center itself, in terms of its space and amenity offerings and its location and proximity to 
amenities (i.e. hotels, restaurants, shopping), national organization event planners were asked to provide 
comments.  Responses included, but were not limited to the following: 
 

• Airlift is extremely important; it needs to be cost effective to get people there from major nation-
wide airports. 

• Close to dependable airport that is heavily trafficked, easily accessible, and traveled to from 
multiple points across the country. 

• Ease of loading and unloading, usually we need a ground floor facility. 

• Make sure loading dock backs up to exhibit hall and freight elevators go up to general session 
ballroom. 

• It needs to be close to the headquarter hotel with easy access to the loading docks and a 
dedicated event manager to help with loading.  Also we need to have a recycling program. 

• We would prefer that it be attached to a hotel and that it would be in walking distance to dining. 

• Close to restaurants, and entertainment. 

• We want it to be close to shopping centers. 

• We like to be close to downtown, prefer more entertainment options to accommodate everyone. 

• Wi-Fi is extremely important.  A business center similar to Kinko's and concierge service are also 
important.  The people in the Convention spend the money where they are located and would 
prefer to have these things available as long as they are appropriately priced. 

• Wi-Fi, even in pre-function space.  

• Proximity and a huge bandwidth available for our event. 

• If possible, have outdoor space for receptions or product demonstrations. 

 
 
Additionally, we asked event planners to provide their overall impressions of Wichita as a potential host 
market and location for their events.  A sample of comments collected is presented below: 
 

• I used to live there and am well acquainted with it.  The positives are that it is centrally located 
and a nice city; the negatives are the lack of airline connections. 

• Do not know much about Wichita.  If it is close to a suitable airport, it would be a region we 
would want to tap into more. 

• I really do not know much about the city, but I fear that it might be hard to get people excited 
about it. 

• Very good impression; it is right in the center of the country. 

• We have a member association there, so I think it would be something that we would look into 
as an option. 

• It is fine, it just really depends on what is in the area, and if it can accommodate our group. 

• It is more of a 3rd-tier city, so it would likely be more challenging with regard to transportation. 
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• Wichita has never been on my radar screen, I do not think of it as a major airport city, and we 
need the accessibility of major airport cities. 

• We have never been there, but when I have checked into it there appears to be many attractions 
(i.e., restaurants and shopping) available. 

 
 
State/Regional Convention Center Demand 
 
Given Wichita’s local market characteristics, historical event profile of the Century II Performing Arts and 
Convention Center and the event profiles of other comparable convention facilities in similar markets, it is 
believed that a significant contributor of non-local event activity for the Wichita convention center product 
would be events hosted by state and regional groups.  State and regional organizations were surveyed to 
ascertain their interest in using Wichita event facility and to collect pertinent event-related data, should 
an interest be expressed.  State and regional organizations typically represent independent professional 
organizations or smaller affiliates of national organizations.  Regional organizations often produce an 
annual event that rotates among destinations within a region or states, while state organizations typically 
host an annual event within their particular state.  The majority of both state and regional organizations 
hold one or more annual events. 
 
In order to test the potential event market for a new or redeveloped convention center in Wichita, 
detailed surveys were conducted with planners of state and regional conventions, conferences and 
tradeshows.  The survey resulted in 50 completed interviews with individual planners.  Surveyed groups 
included professional associations, SMERF (social, military, education, religious, fraternal) groups, 
government groups, nonprofits and other producers of rotating state and regional events.  
 
A primary objective of the survey of the state and regional organizations was to ascertain their perceived 
interest in using new or redeveloped convention center space in Wichita for one or more future events.  
The events identified through the state surveys were analyzed in terms of potential for being held in 
Wichita and in terms of attributes unique to the individual events.  The survey results produced 
information on the likelihood concerning state and regional organization planners rotating their event(s) 
to Wichita, as well as specific event characteristics of those events that represent the potential event 
markets. 
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Interest in Using Wichita Convention Space 
 
State and regional organization planners were asked to indicate the likelihood of their organization using 
new/redeveloped Wichita convention center space, assuming it and the area’s hotel inventory meets the 
needs of their event(s).  Responses related to state and regional groups surveyed are presented in 
Exhibit 18. 
 
 

Exhibit 18 
State/Regional Organization Survey – Likelihood of Utilizing New Wichita Convention Space 

 

 
 
 
The overall positive interest by respondents in rotating one or more events to Wichita if sufficient facility 
space and hotel inventory existed is 80 percent.  Specifically, 22 percent indicated their group would 
"definitely" hold an event in Wichita, 28 percent "likely," 30 percent "possibly," 14 percent "not likely," 
and six percent "definitely not," for an overall negative response rate of 20 percent.  Based on other 
surveys that CSL has completed in recent years, Wichita’s response is characterized as moderately-strong 
overall interest level.  This will subsequently be discussed in more detail. 
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Exhibit 19 presents the likelihood of utilizing new Wichita convention center space segmented by whether 
the planners interviewed had held an event in Wichita in the past or not.  This is an important indication 
of interest levels of groups that have never been to Wichita in the past (thereby representing the 
"incremental" business that would likely be a critical target for facility investment). 
 
 

Exhibit 19 
State/Regional Organization Survey –  

Likelihood of Utilizing a New Wichita Convention Space 
 

 
 
 
A review of these data suggests that past Wichita event space users hold the community/destination in 
relatively high regard, with 92 percent (approximately 70 percent of all respondents) of respondents 
having held a past event in Wichita indicating that they would consider future events if suitable 
convention facilities were available.  Of those groups that have not held an event in Wichita in the past, 
approximately 42 percent (approximately 10 percent of all respondents) indicated that they would 
consider the area if suitable convention and hotel facilities existed to accommodate their event(s) and 
attendees.  Relative to other surveys conducted of this nature, this response (by groups that have not 
held an event in Wichita) is typical and represents an important indicator of potential "incremental" 
business that new Wichita convention space could attract, if a sufficient facility and appropriate support 
amenities existed. 
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In order to provide a comparative basis (or context) for the Wichita market’s measured level of interest, 
Exhibit 20 presents a summary of interest levels measured through a number of similar state and regional 
organization telephone surveys recently-conducted for comparable CSL studies.  Each of the communities 
listed represents small or medium-sized communities. 
 
 

Exhibit 20 
State/Regional Organization Survey –Comparison of Interest  

Levels with Other Similar Studies 
 

 
 
 
As presented in the exhibit, Wichita’s overall positive response percentage (“definitely,” “likely,” and 
“possibly”) of 80 percent is higher than the average of the similar study surveys conducted.  Further, 
while the overall positive response percentage is useful in comparatively evaluating the general interest in 
a particular destination, it is important to recognize differences in the “strength” of specific stated 
interest.  To better assess these variations, a formula was developed to consider the “strength of 
interest,” whereby a weighting system is applied to positive responses.  The highest weight is applied to 
a “definitely use” response, while the lowest weight is applied to a “possibly use” response.  Using this 
method, Wichita measures second highest among all surveys included in this comparison in terms of its 
“strength of interest” score (4.20 versus an average survey score of 1.97), reflecting stronger than 
average positive response percentages among the highest weighted categories (i.e., “definitely” and 
“likely”).   
 
As each convention destination has a different population of rotating state/regional events, a “demand 
index” was formulated.  The “demand index” uses the “strength of interest” score for each market and 
weights it against the estimated population base of rotating events.  The resulting demand index for new 
potential Wichita convention space is 3.41, which is higher than the average survey score of 2.86 among 
the telephone surveys completed for comparable projects throughout the country.  It is important to note 
that this analysis is a characterization of comparative gross demand, but does not take into consideration 
(1) competition from other regional convention/conference facilities, (2) the specific ability of a local 
community to accommodate this demand through its amenity package and the unique characteristics of 
the ultimately developed convention center and its site characteristics, and (3) other quantifiable and 
non-quantifiable cost/benefit justifications for considering facility development.   

W
ic

hi
ta

, K
S

C
ul

lm
an

, A
L

H
oo

ve
r, 

AL

Po
rt 

H
ur

on
, M

I

Sa
lis

bu
ry

, N
C

M
oo

re
 C

ou
nt

y,
 N

C

H
en

de
rs

on
vi

lle
, N

C

Be
m

id
ji,

 M
N

St
ill

w
at

er
, O

K

M
id

la
nd

, T
X

Ap
pl

et
on

, W
I

Bo
is

e,
 ID

D
av

is
 C

ou
nt

y,
 U

T

H
am

m
on

d,
 L

A

La
ns

in
g,

 M
I

G
ra

nd
 J

un
ct

io
n,

 C
O

M
us

ke
go

n,
 M

I

O
w

at
on

na
, M

N

Br
an

so
n,

 M
O

N
ew

 B
ra

un
fe

ls
, T

X

Ja
ck

so
n,

 M
I

La
re

do
, T

X

Te
m

pl
e,

 T
X

R
ic

hm
on

d,
 IN

St
. C

lo
ud

, M
N

M
cA

lle
n,

 T
X

A
ve

ra
ge

 (1
)

Interest Levels:
Definitely Use 22% 7% 8% 9% 2% 6% 4% 3% 15% 5% 11% 24% 21% 12% 33% 11% 5% 3% 10% 2% 9% 4% 0% 1% 8% 4% 9%
Likely Use 28% 7% 17% 9% 10% 18% 6% 12% 19% 11% 24% 29% 16% 11% 12% 6% 10% 4% 13% 10% 4% 3% 4% 3% 10% 7% 11%
Possibly Use 30% 15% 35% 23% 25% 27% 28% 28% 38% 30% 24% 9% 25% 42% 30% 36% 21% 36% 17% 33% 34% 23% 17% 33% 27% 18% 27%
Not Likely Use 14% 32% 17% 35% 28% 29% 34% 30% 19% 25% 19% 13% 25% 25% 7% 32% 23% 30% 27% 30% 24% 36% 44% 31% 28% 24% 27%
Definitely Not Use 6% 39% 23% 24% 35% 20% 28% 28% 9% 29% 22% 4% 13% 10% 18% 15% 41% 28% 33% 25% 29% 34% 35% 32% 27% 47% 26%

Positive Response 80% 29% 60% 41% 37% 51% 38% 43% 72% 46% 59% 62% 62% 65% 75% 53% 36% 43% 40% 45% 47% 30% 21% 37% 45% 29% 47%

Strength of Interest (2) 4.20 1.35 2.35 1.81 1.20 2.04 1.26 1.46 3.21 1.65 2.78 4.03 3.40 2.59 4.50 2.12 1.42 1.22 1.99 1.36 1.78 1.01 0.54 0.91 1.84 1.11 1.97

Population Basis (3) 0.81 0.75 0.75 1.74 1.30 1.30 1.30 1.24 0.61 2.29 1.47 0.61 0.58 0.87 1.74 1.18 1.74 1.24 1.10 2.29 1.74 2.29 2.29 1.23 1.24 2.29 1.45

Demand Index 3.41 1.01 1.76 3.14 1.56 2.66 1.64 1.81 1.96 3.78 4.08 2.46 1.97 2.25 7.82 2.51 2.47 1.51 2.19 3.11 3.09 2.31 1.24 1.12 2.28 2.54 2.86

Note: Data represented includes all organizations interviewed
(1) Average excludes Wichita.
(2) Comparative strength rating  that applies weighting  to positive responses, with higher weight applied to “definitely use” vs. lower weight for “possibly 

use.”  Strongest possible score under this rating equals 10 (i.e., if “definitely use” = 100%)
(3) Represents estimated size of state/regional event population (average state = 1.00)
Source:  Recent CSL International state/regional organization telephone surveys.



 

MARKET AND ECONOIMC ASSESSMENT OF WICHITA’S CONVENTION CENTER PRODUCT 
Market Demand Analysis 
Page 130 

 
In order to further analyze specific characteristics of this positive response, the percentage of events 
organized by survey respondents indicating a positive response in using Wichita convention space were 
segmented by their level of attendance.  This analysis is summarized below in Exhibit 21. 
 
 

Exhibit 21 
State/Regional Organization Survey – Percentage of Positive by Delegate Attendance 

 

 
 
 
As shown, the level of positive response rate decreases significantly the larger the event is in terms of 
total attendance.  Specifically, events attracting fewer than 200 attendees register a positive response 
rate of approximately 91 percent.  The positive response rate decreases to 68 percent among events 
attracting between 200 and 500 delegates, and to 57 percent for those events attracting between 500 
and 1,000 attendees.  Events hosting 1,000 attendees or more registered a positive response rate of 
approximately 50 percent. 
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Reasons for Not Choosing Wichita 
 
Event planners who indicated that they would not likely use potential new/redeveloped convention space 
in Wichita were asked to expand on their reasons.  Based on survey results, reasons for not likely rotating 
to Wichita for a future event varied among respondents.  The state and regional organization planners 
responses include the following, but were not limited to: 
 

• We tend to go further south and to more resort-type destinations. Our people tend to try to get 
away from their home, they like to spread their wings and travel more. 

• Geographically it is not centrally located for our organization. 

• It's just the location of our members; we go where our membership works and lives. 

• Less travelling the better; we will hold our event closer to where our members live. 

• Hotels put the rooms, meal and exhibits all together.  They accommodate more meeting rooms 
at a better rate. 

• Look for resorts and good weather in early spring. 

• We prefer to go to resorts, resort hotels with a spa, and a warmer climate. 

 
As shown, the majority of state and regional organizations stated that the main reason they do not 
choose to hold their events in Wichita is many organizations have preferences for locations that are close 
to where their attendees live and work or locations that are in warmer climates at resort-type 
destinations.  
 
 
Event Planner Perceptions of Key Competitive and Comparable Markets 
 
As part of our state and regional organization market analysis, overall industry perceptions were collected 
from those surveyed regarding the Wichita market in comparison with a number of selected competitive 
and comparable regional markets.  Event representatives were asked to rank several cities throughout 
the United States in terms of delegate perception and appeal.  Respondents questioned were asked to 
rank each market on a scale of one through five, with one representing the lowest possible response and 
five representing the highest.   
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Results are split into two categories:  (1) all respondents and (2) those expressing an interest in Wichita 
as a host market for their event(s).  Respondent rankings are presented in Exhibits 22 (all survey 
respondents) and 23 (respondents interested in Wichita) on this and the following page. 
 
 

Exhibit 22 
State/Regional Organization Survey – Ranking of Competitive and Comparable Markets 

(All Respondents) 
 

 
 
 
Based on the survey results, Wichita, with an overall rating of approximately 3.72, is rated at the top of 
the five markets tested.  Overland Park was second with a ranking of 3.22, with Salina receiving the 
lowest overall rating at 2.06.  On average, the competitive and comparable regional markets reviewed 
received an overall rating of 2.87.   
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Exhibit 23 presents a summary of respondent ratings for those groups expressing an interest in Wichita, 
assuming that sufficient facility space and hotel inventory exists, for the same set of competitive and 
comparable regional markets. 
 
 

Exhibit 23 
State/Regional Organization Survey – Ranking of Competitive and Comparable Markets 

(Positive Respondents) 
 

 
 
 
When those expressing a potential interest in Wichita were asked to rate the same set of markets, 
Wichita’s position among the four other markets improved slightly, remaining first rated overall, and 
improving more over the ratings of all respondents than any of the other four markets reviewed.  These 
survey results demonstrate the status of Wichita as a top destination for state and regional organization 
events. 
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Facility Usage Characteristics 
 
Exhibit 24 presents the seasonality patterns for those state and regional events that represent the 
potential market demand for new/redeveloped convention space in Wichita.  For purposes of comparison, 
we have also presented the average occupancy rate for the downtown Wichita hotels, by month, from 
2007 through 2012. 
 
 

Exhibit 24 
State/Regional Organization Survey – Event Seasonality 

 

 
 
 
 
As shown, seasonal preferences among state and regional organizations with an interest in 
new/redeveloped convention space in Wichita follow a pattern somewhat standard in the industry, 
specifically with regard to the strong demand in spring and fall months.  Specifically, October is the 
month with the strongest demand with approximately 21 percent of organizations with a potential 
interest in Wichita hosting events, followed closely by April and August, each accommodating 
approximately 18 percent, respectively, of the potential demand for event space in Wichita. 
 
  

Note: Of those respondents with a positive interest in Wichita.
Source:  CSL State & Regional Organization Survey, Smith Travel Research, Go Wichita, 2013.
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It was also found that among state and regional events expressing a positive interest in Wichita the 
average number of utilization days approximates 4.5 days, consisting of 2.7 event days, 1.0 move-in day 
and 0.8 move-out day.  Exhibit 25 illustrates the distribution of average estimated move-in, move-out and 
meeting/event days indicated through the survey via interested respondents. 
 
 

Exhibit 25 
State/Regional Organization Survey – Average Utilization Days 

 

 
 
 
 
  

Note: Of those respondents with a positive interest in Wichita.
Source:  CSL State & Regional Organization Survey, 2013.
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Hotel Requirements 
 
Exhibit 26 shows a breakdown of survey respondent’s requirements of an attached headquarter hotel or a 
hotel property within three blocks of the convention center. 
 
 
 

Exhibit 26 
State/Regional Organization Survey –  

Requirement of Headquarters Hotel Attached or within 3 Blocks of Convention Center 
 

 
 
 
 
In this case, the 15 percent negative response is likely partially a function of state and regional attendees 
who typically drive their own vehicles to an event and/or willingness to use a shuttling system between 
the convention center and hotels.  Nevertheless, the survey data strongly suggest that a large majority of 
Wichita’s potential state and regional event market would be lost without an appropriate headquarters 
hotel that is attached, adjacent or within very close walking distance to the convention center.  
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Although a headquarters hotel may be required, state and regional organization events with a larger 
membership base may also use additional hotel properties in order to achieve their room blocks.  Exhibit 
27 presents a summary of the number of hotels that state and regional organization events are willing to 
use to fill their room blocks. 
 
 

Exhibit 27 
State/Regional Organization Survey – Number of Hotel Properties Willing to Use 

 

 
 
 
 
As shown above, approximately 58 percent of the potential state and regional organization market 
capture for Wichita would be lost if they were not able to accommodate their entire room block within 
one single headquarter hotel property.  Should three hotels be required to accommodate the 
organization’s room block, Wichita would retain approximately 16 percent of its potential market, while 
using more than three hotels would reduce Wichita’s market capture to five percent or less. 
 
 
 
  

Note: Of those respondents with a positive interest in Wichita.
Source:  CSL State & Regional Organization Survey, 2013.
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Exhibit 28 presents a summary of peak hotel room demand associated with Wichita’s state and regional 
market. 
 
 

Exhibit 28 
State/Regional Organization Survey – Peak Hotel Rooms Required 

 

 
 
 
 
As shown, the average state and regional event with a potential interest in rotating future events to 
Wichita requires approximately 140 peak night hotel rooms.  Fifty percent of Wichita’s potential state and 
regional market consists of events utilizing approximately 90 rooms or fewer.  Further, approximately 90 
percent of the potential state and regional market consists of events requiring approximately 250 peak 
night hotel rooms or less. 
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Exhibit 29 presents a summary of the minimum required city-wide hotel rooms for state and regional 
events. 
 
 

Exhibit 29 
State/Regional Organization Survey – Minimum Required City-Wide Hotel Rooms 

 

 
 
 
 
The average minimum number of required city-wide hotel rooms for state and regional respondents 
approximates 170 rooms.  Approximately 50 percent of Wichita’s potential state and regional market 
consists of events requiring 100 or fewer city-wide hotel rooms.  At a 90 percent capture rate, the 
potential state and regional organizations require approximately 330 hotel rooms. 
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Note: Of those respondents with a positive interest in Wichita.
Source:  CSL State & Regional Organization Survey, 2013.
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Facility Space Requirements 
 
While conducting interviews with various state and regional organizations, those respondents expressing 
a positive interest in Wichita indicated their organization’s approximate need for square footage according 
to type of facility space.  As indicated by the following exhibits, these space requirements are separated 
into the need for exhibit space, meeting space, ballroom space and total sellable space.  State and 
regional organization planners were first asked whether exhibit space was required for their event (i.e., 
containing a tradeshow function).  Responses have been summarized in Exhibit 30. 
 
 

Exhibit 30 
State/Regional Organization Survey – Total Exhibit Space Required 

 

 
 
 
As presented, the average state and regional event with a potential interest in Wichita requires 
approximately 16,600 square feet of exhibit space.  Ninety percent of the potential market consists of 
events requiring approximately 20,000 square feet of exhibit space or less.  The 63,500 square feet of 
contiguous prime exhibit space available at CII is estimated to accommodate approximately 95 percent of 
the demand from state and regional organizations that would consider rotating future events to Wichita. 
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Exhibit 31 presents a summary of the total meeting space required among state and regional 
organizations with a  potential interest in Wichita convention facilities. 
 
 

Exhibit 31 
State/Regional Organization Survey – Total Meeting Space Required 

 

 
 
 
As shown, approximately 90 percent of Wichita’s potential state and regional organization market 
requires approximately 20,000 square feet of breakout meeting space or less.  The estimated 27,600 
square feet of meeting space currently available at CII would be sufficient to accommodate over 95 
percent of the potential convention center market demand.  However, as mentioned earlier, it is our 
experience that "breakout meeting space" requirements mentioned by meeting planners through surveys 
of this nature are often inflated to a degree (i.e., some larger "meeting space" requirements would better 
be accommodated in a larger ballroom/multipurpose room, etc.). 
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Event planners were also asked to estimate the average amount of ballroom space used for their events, 
as outlined below in Exhibit 32.   
 
 

Exhibit 32 
State/Regional Convention Center Survey – Total Ballroom Space Required 

 

 
 
 
As discussed earlier, CII does not have ballroom space currently; however, the Hyatt Regency Wichita 
offers the Hyatt Grand Eagle Ballroom, which has been utilized thus far to satisfy much of the demand for 
ballroom space.  The Hyatt Grand Eagle Ballroom, when available for use by CII, satisfies between 90 
and 95 percent of the potential market for the Wichita convention center product.  The average ballroom 
space required by state and regional planners approximates 4,700 square feet.  
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Exhibit 33 summarizes the total sellable space levels (exhibit, meeting and ballroom space) associated 
with the potential state and regional event market expressing an interest in hosting events in Wichita. 
 
 

Exhibit 33 
State/Regional Organization Survey –Total Sellable Space Required 

 

 
 
 
The average total sellable space required among state and regional respondents approximates 29,300 
square feet.  An estimated 10,800 square feet of total sellable space is required to accommodate 50 
percent of the potential state and regional organization demand for Wichita convention space.  CII is 
currently able to satisfy approximately 95 percent of potential market demand. 
 
 
Delegate Attendance 
 
Event planners were asked to estimate the average delegate and exhibitor attendance levels for their 
event(s).  These figures exclude spouses and guests of the event’s delegates.  Responses are 
summarized in Exhibit 34 on the following page. 
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Exhibit 34 
State/Regional Organization Survey – Average Attendance 

 

 
 
 
As shown, the average state and regional event with a potential interest in Wichita attracts approximately 
380 delegates and 70 exhibiting personnel.  Approximately 90 percent of the potential state and regional 
event market for Wichita consists of events attracting nearly 700 delegates and 100 exhibiting personnel.  
Such data with regard to attendance levels will be an important factor in later determining the amount of 
economic impact potentially generated by new or redeveloped CII space. 
 
 
Additional State and Regional Organization Feedback 
 
In an effort to collect open-ended feedback with regard to specific requirements or preferences regarding 
the convention center itself, in terms of its space and amenity offerings and location and proximity to 
amenities (i.e. hotels, restaurants, shopping), state and regional event planners were asked to provide 
comments.   
 
Facility-related responses included, but were not limited to the following: 
 

• Wireless free Wi-Fi with flexible meeting space.  It has to have the ability to accommodate large 
and small meetings while also being affordable. 

• A big concern is keeping the food affordable and allowing outside vendors instead of having 
exclusive agreements with one or two vendors. 

• We look for adequately sized break out meeting rooms; the location itself is not a big deal. 

• Easy access for semi-trucks. 
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• A large room for a reception and a large room to hold our meeting, a decent sound system, and 
good food with a nice selection of appetizers for our reception. 

• Since we represent unions it always helps to have a hotel where the staff is union.  We almost 
never schedule a convention in a hotel that was not built by a union. 

• The only consideration would be cost; total hotel cost including meals, room and board. 

• Customer service is really important. Helping exhibitors and clients with the arrival process is very 
important. 

• The big thing is technology, being updated as much as possible and it being available for a low 
fee or no fee.  Flat screens, projectors that come down from the ceiling, video recording 
capabilities and streaming are all very important. 

 
Exhibit 35 presents a summary of the destination-related responses regarding specific requirements or 
preferences of state and regional event planners. 
 
 

Exhibit 35 
State/Regional Organization Survey – Open-Ended Questions 

 

 
 
Thirty-three percent of state and regional event planners requested nearby restaurants as being an 
important destination amenity.  Nearby shopping and parking were amenities indicated as being 
important by approximately 20 percent and 17 percent, respectively, of the potential state and regional 
marketplace for Wichita event space.   
 
Additionally, we asked state and regional event planners to provide their overall impressions of Wichita as 
a potential host market and location for their events.  Importantly, approximately 44 percent of 
responses noted the centralized location of Wichita as being a positive influence on their decision making.  
Specific respondent comments are listed below: 
 

• It has been really great for our organization because it is a central location for all of our 
members.  Our attendance has been the highest in Wichita and hotels that we've worked with in 
Wichita have been really great. 

Note: Of those respondents with a positive interest in Wichita.
Source:  CSL State & Regional Organization Survey, 2013.
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• I think Wichita has improved dramatically in recent years in areas such as the water front, 
downtown, Old Town and the air terminal, all of which give an impressive first impression. They 
are doing a good job preserving the history / structure instead of tearing it down. 

• I like Wichita as there is easy airport access and a good downtown area. There is a lot going on 
downtown, which is nice to showcase as it is an excellent opportunity to show people that the 
"big city" is not that scary. 

• Easy to get around, easily can accommodate our group, and good shopping for spouses. 

• All of the offerings available such as restaurants, shopping, venues the botanical gardens, and 
the discovery center are great. 

• Excellent.  I think their offerings, in terms of hotel and base flow for our convention.  Further, 
there are lots of places to go after the event to have dinner, shop, or even have a drink. 

• Wichita is a very attractive and safe community. 

• There is no place to park and hotel rooms are very pricey. 

 
 
Summary and Conclusions 
 
Throughout the country, public sector investment in convention product development is increasingly 
targeting both convention facility (bricks/mortar and policies/procedures) and its supporting visitor 
amenities (hotel, restaurants, entertainment, attractions, etc.)—all geared towards enhancing 
attractiveness compared to other competitive destinations.  A majority of Wichita’s peer destinations have 
expanded or developed new convention centers within the past 15 years alone.  Further, many of these 
communities have also invested substantial public sector dollars into enhancing the convention product’s 
supporting amenity infrastructure, including incentivizing appropriate headquarter hotel products and 
entertainment/mixed use districts and infrastructure nearby the convention center. 
 
 
Century II and the State-of-the-Industry 
 
CII (inclusive of Bob Brown Expo Hall) has served a critical need in Wichita for decades—serving local and 
non-local events of a wide variety of types.  Wichita is well-established and demanded in the 
state/regional convention market.  However, beyond niche industries (e.g., aerospace and aviation), 
Wichita is currently challenged in its ability to compete in the national convention market.   
 
In today’s industry environment, CII “works” as a local event facility, but it does not compete well in the 
broader national marketplace as a convention center.  Wichita continues to fall behind its competition in 
terms of convention product and convention destination attractiveness due to limited public sector 
investment in recent decades (concerning convention and visitor industry product development).  Omaha, 
Tulsa, Oklahoma City and Overland Park are prominent examples of convention/destination return-on-
investment success stories, particularly as they relate to strategic planning and investment in facilities 
and urban planning projects relating to the convention and visitor industries. 
 
The state-of-the-industry in terms of convention center physical product aesthetics and functionality has 
continued to advance year-over-year since the original construction and subsequent expansion of CII, 
now decades ago.  As would be expected, this has degraded Wichita’s ability to compete for national 
pieces of convention, conference, tradeshow and meeting business (and its resulting economic impact).   
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While Bob Brown Expo Hall offers a significant amount of concrete floor exhibition space (93,000 gross 
square feet in total), it has a number of characteristics that work to reduce CII’s (and Wichita’s) 
competitiveness in the national convention marketplace.   
 
The graphic to the right presents a layout 
comparison of Bob Brown Expo Hall with an 
example of a newly-built, state-of-the-industry 
exhibition hall design—in this case, the Exhibit 
Hall in the North Building of the Phoenix 
Convention Center.  The Phoenix Center 
example is typical of design characteristics 
associated with state-of-the-industry exhibit 
space in convention centers throughout the 
country.  These characteristics typically include: 
 

• Column-free (or at least no less than a 
90-by-90-foot matrix), contiguous, 
concrete floor space. 

• Ceiling heights in excess of 30 feet. 

• A rectangular hall shape with a length-
to-width ratio that approximates 2:1. 

• Subdivisibility of the space into several 
individual spaces via modern movable 
air walls, with public access and service 
access separated and possible for each 
of the subdivided spaces.  This 
importantly allows for the 
accommodation of concurrent events 
and enhances marketability to events 
with exhibitions of a size smaller than 
the entire available hall. 

• Floor utility boxes on a 30-by-30-foot 
matrix. 

• Significant prefunction space leading 
into the exhibit halls. 

• Back of house service into the exhibit 
hall to allow for event set up without 
working through public spaces. 

• Covered loading docks for exhibit halls 
separate from docks for other facility 
operating needs. 

• State-of-the-industry capabilities with 
respect to wireless internet, audiovisual, 
telecommunications, electrical, etc. 
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Bob Brown Expo Hall and the other exhibit space areas offered in CII are most prominently deficient 
relative to these modern industry standards: 
 

1. Contiguous Space—CII has been advertised as offering approximately 170,000 square feet of 
total exhibit space.  However, this square footage is split into 93,000 square feet in Bob Brown 
Expo Hall, 45,000 square feet in Exhibition Hall, and 32,000 square feet in Convention Hall.  The 
large majority of small and mid-sized national conventions are unwilling to split their exhibition 
activities amongst non-contiguous exhibit halls. 

2. “Prime” Space—Within the convention industry, “prime” exhibit space is that which generally 
corresponds to the industry standards outlined on the previous page.  The 77,000 square feet 
offered by Convention Hall and Exhibition Hall cannot be considered “prime” exhibit space, nor 
can 29,500 square feet of Bob Brown Expo Hall’s total space as its 14-foot ceiling height is far 
below industry standard.  Therefore, of the 170,000 total square feet in CII that has been and is 
marketed as “exhibit space”, only 63,500 square feet of this inventory is considered to be prime 
space.  The large majority of small and mid-sized national conventions are unwilling to utilize 
non-prime exhibit space. 

3. Subdivisibility—The only prime exhibit space in CII (a portion of Bob Brown Expo Hall) cannot be 
subdivided in any practical and functional manner.  This limits the facility’s ability to market to 
and accommodate concurrent events in Expo Hall.  Due to the predominantly local and in-state 
focus of event activity in CII, as well as the offering of the Convention Hall and Exhibition Hall, 
this issue of subdivisibility has not heretofore been a prominent issue in Wichita.  However, under 
either of the two development scenarios considered for this study (to be subsequently 
discussed), the importance of exhibit hall subdivisibility will increase (irrespective of its 
importance in addressing the needs of the national convention market) due to assumed removal 
of the existing event spaces within the original round structure through either repurposing of 
space or full structure demolition.  The accommodation of concurrent convention event activity 
(involving some overlap of move-in days, event/show days, and/or move-out days) is prevalent 
and typically critical for the financial and economic performance of modern convention centers 
throughout the country. 

 
 
Other Functional and Aesthetic Issues 
 
Beyond these critical exhibit space issues, there are a whole host of other functional and aesthetic 
challenges associated with CII that serve to significantly weaken its competitiveness in the national 
convention and event marketplace.  While certainly understandable given the 44-year-old and 27-year-
old ages of the two primary facility components, CII has also been hindered since its inception by the 
circular design of the original building.  The “pie slice” layout, apportionment and configuration of event 
spaces in the original “round building” are atypical—if not completely unique—in the overall event 
industry.  There are varying degrees of functional challenges associated with attracting/producing events 
of most types (convention, trade/consumer, meetings, entertainment, sports, and performing arts). 
 
Additionally, CII’s round building and its signature “blue dome”—while a recognized, iconic landmark 
unique to Wichita—gives the impression of a dated, substandard convention product to certain 
participants in the national convention marketplace, working to reduce, rather than enhance the 
competitiveness of the Wichita convention product within the broader national convention market.   
  



 

MARKET AND ECONOIMC ASSESSMENT OF WICHITA’S CONVENTION CENTER PRODUCT 
Market Demand Analysis 
Page 149 

 
Meanwhile, the competitive “state-of-the-industry” standard, in terms of convention center physical 
product aesthetics and functionality, has continued to advance year-over-year since the original 
construction and subsequent expansion of CII, now decades ago.  Based on a detailed benchmarking 
effort undertaken for this study, over the past 15 years, more than two-thirds of cities that are identified 
as Wichita’s key national and regional convention industry competition have expanded or built new 
convention center facilities.  As would be expected, this has degraded Wichita’s ability to compete for 
national pieces of convention, conference, tradeshow and meeting business (and its resulting economic 
impact). 
 
 
Survey of Target Convention Markets 
 
Providing an important basis for the assessment of market demand specific to Wichita, detailed telephone 
surveys and in-person interviews were conducted with planners of recurring events that could use 
new/expanded convention center facilities in Wichita.  More than 150 surveys/interviews were completed 
with planners representing more than 200 rotating, recurring conventions, conferences and tradeshows.  
Half of the telephone survey effort involved conventions of a national scope, while the other half related 
to conventions, conferences and other events of a regional, state and local scope. 
 
Estimates of the actual breadth and volume of the convention, tradeshow, conference and meetings 
industry vary widely, depending on the industry source considered.  Given the dynamic and ever-evolving 
nature of the industry and its constituent events, stakeholders and participants, a consensus as to the 
actual “number” of events comprising the overall industry has been somewhat elusive.   
 
Nevertheless, the Center for Exhibition Industry Research (CEIR), another well-respected source, tracks 
approximately 13,000 industry conventions, conferences and tradeshows that utilize more than 3,000 net 
square feet of exhibit space in convention facilities; however, not all of these events are conventions, nor 
national in scope.  
 
The MINT database, published by Destination Marketing Association International (DMAI, formerly the 
International Association of Convention and Visitors Bureaus) is widely regarded throughout the 
convention industry as one of the most comprehensive representations of rotating convention, 
conference and meeting business in the country.  MINT presently tracks several thousand individual 
convention events occurring throughout the country (with an estimated 2,500 events representing events 
with 1,000 or fewer registered attendees that also have a recent history of using convention centers, 
rather than other facilities like hotels), most of which represent “national” recurring and rotating events.  
For this study, the MINT database was used to pull a sample of national events that reported registered 
attendance of 1,000 or fewer for their most recent event. 
 
In terms of “state” conventions, the telephone survey verified that Wichita—through the present CII and 
other existing local meeting facilities—is currently able to attract and accommodate the preponderance of 
in-state convention demand.   
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As is typical elsewhere throughout the country, the volume of “regional” conventions relevant to Wichita 
and Kansas (i.e., rotating, recurring events produced by organizations that have a membership base in 
more than one state, one of which would include Kansas) is relatively small, compared to the volume of 
national and state groups.  Survey results also suggest current capture rates of this segment by existing 
Wichita facilities is relatively high.   
 
However, unlike the state and regional convention markets, the telephone survey of “national” 
convention planners indicates an opportunity for Wichita growth through improved penetration in national 
convention and tradeshow markets.  Based on these survey results, the positive response percentage 
(“definitely use”, “likely use” and “possibly use”) by national conventions and tradeshows approximates 
38 percent, with most relating the “possibly use” characterization, which is a normal response in surveys 
for other projects of this nature.  Conversely, 62 percent of all respondents indicated a lack of interest in 
utilizing Wichita as a host community for their future event(s).  Of all respondents, approximately six 
percent had hosted an event in Wichita in the past.   
 
Of those national convention respondents indicating a positive interest in Wichita, a number of additional 
questions were asked for purposes of characterizing requirements/preferences for convention center 
space and supporting hotel infrastructure.  Data associated with each metric was summarized and 
analyzed.  The individual metrics included such items as requirements for exhibit space, ballroom space, 
breakout meeting space, peak night hotel requirements, number of hotel properties used to fill the room 
block, and other such metrics.   
 
 
Weak Links 
 
Individually, on a pure numerical capture level, many of the matrices appear to indicate that CII and the 
Hyatt, through their existing event space square footage and hotel room support, are able to capture a 
fairly high percentage of the national convention market.  For instance, a review of exhibit space 
requirements alone suggests that CII (via Expo Hall) could currently accommodate between 85 and 90 
percent of national market demand.  However, importantly, these various individual requirements do not 
exist in a vacuum; rather, all the requirements normally must be met to warrant a particular group’s 
consideration of the convention facility and associated destination.  If just one of any of the multiple 
number of key characteristics relating to convention facility space and supporting hotel package is not 
met, then a “weak link” exists—meaning the convention event is not presently able to be accommodated 
by existing local product and infrastructure.  For instance, some groups might have their exhibit space 
requirements met but not their ballroom space requirement; therefore, they cannot be accommodated 
under the status quo.  For others, the weak link might be the size of the committable hotel room block 
near CII or the actual size of the available room block in the attached Hyatt alone.  
 
Of additional note, based on qualitative feedback received during the survey process, the most prominent 
“weak link” of Wichita’s existing convention product does not likely reside with square footage or hotel 
inventory issues; rather, it relates to the age, appearance, functionality and aesthetics of CII itself.  This 
weak link is not quantified through this analysis, but it is real, and it negatively affects competitiveness 
and resultant national event capture.  
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The following chart illustrates how the concept of “weak link” works to broaden the national convention 
market opportunity for incremental growth.  

 
As shown, the identification and 
analysis of weak links in 
Wichita’s existing convention 
facility product as indicated 
through data collected, from 
national conventions expressing 
interest in Wichita, suggests that 
approximately 45 percent of the 
interested national groups 
cannot be accommodated by 
existing Wichita facility product 
(due to one or more existing 
weak links per event).  This 45 
percent represents the distinct 
opportunity in the national 
convention market.  Specifically, 
using the 2,500 conventions and 
tradeshows targeted through the 

MINT database, the survey positive response percentage, and the weak link analysis, a hypothetical 
extrapolation would suggest that, should new facilities be developed in Wichita, a market opportunity 
exists relating to nearly 430 national events.  
 
 
 
Exhibit Space Demand, Occupancy and Concurrent Activity 
 
A starting point in evaluating demand for, and sizing associated with, exhibit space in a new/expanded 
Wichita convention center product is a review of historical square footage occupancy levels of exhibition 
space in CII.  Occupancy in Bob Brown Expo Hall was the focus of the analysis.  However, as will 
subsequently be discussed, both identified development scenarios involve the assumed removal of the 
existing event spaces within the original round structure (i.e., Exhibition Hall and Convention Hall) 
through either repurposing of space or full structure redevelopment.  Therefore, it was necessary to 
consider the activity using the original round structure space that would represent logical candidates for 
displacement into the assumed new exhibit space.  For instance, tradeshows, public/consumer shows, 
and some exhibition-oriented conventions/conferences that historically used Exhibition Hall and/or 
Convention Hall were identified as logical candidates that would need to “shift” into the new exhibition 
space if the original CII structure is repurposed or redeveloped.  Most Convention Hall and Exhibition Hall 
events such as performing arts, sports, entertainment and spectator events were not assumed to “shift” 
into any new exhibit space.  
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The following exhibit presents a summary of square footage occupancy for all events utilizing event space 
within Bob Brown Expo Hall and those events that would be candidates for displacement (corresponding 
to each of the historical years for illustration) should Exhibition Hall and Convention Hall be replaced.  For 
this analysis, all 93,000 square feet of Bob Brown Expo Hall was considered. 
 
 

Exhibit 36 
Summary of CII Square Footage Occupancy 

(2010 – 2012) 

 
 

 
Occupancy levels, measured by square footage used within specific building areas, can indicate the 
degree to which usage of the facility is maximized.  To do so, the facility’s total sellable capacity is 
determined by multiplying the total primary exhibit space of a facility by the number of days in a given 
year and then multiplying the resulting figure by 70 percent.  The 70 percent adjustment factor accounts 
for the reality that a portion of the facility’s total capacity is un-sellable due to holidays, maintenance 
days and inherent booking inefficiencies that result when events cannot be scheduled immediately back-
to-back.  The occupancy of a facility is determined to be within a practical maximum capacity range when 
the actual occupied space in a facility reaches a level of 70 to 90 percent of total sellable capacity.  Below 
70 percent occupancy, a facility may be holding excess capacity.  Above 90 percent occupancy, a facility 
has reached “practical maximum capacity” and may be turning away significant business.   
 
As shown in the exhibit above, actual square footage occupancy in Bob Brown Expo Hall has ranged from 
a low of 58 percent in 2011 to a high of 66 percent in 2012.  This occupancy level is approaching the 70 
percent threshold that signals practical maximum capacity.  This occupancy percentage is consistent with 
industry averages throughout the country, while even higher than that normally seen in older, 
functionally-challenged facilities in other communities. 
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Hypothetically, if the exhibit space consumed by those Convention Hall and Exhibition Hall events 
identified as displaced candidates is added to the existing Expo Hall occupancy, total occupancy within 
the 93,000 square feet of Expo Hall would far exceed practical maximum capacity and would result in a 
significant level of un-accommodated demand.  However, some of this hypothetical displacement may, in 
fact, be shifted instead to a new ballroom in the convention center or another facility within Wichita.  
Nevertheless, these numbers form a relatively strong foundation of market-present exhibit hall square 
footage occupancy—prior to any consideration of incremental growth/penetration into national (and to a 
lesser extent, regional) convention markets. 
 
The ability to subdivide exhibit space in a new/expanded convention center in Wichita, to host concurrent 
event use, will be critical in accommodating (1) existing Bob Brown Expo Hall events, (2) certain 
displaced Exhibition Hall and Convention Hall events, and (3) new national and regional events. 
 
 
Conclusion 
 
Overall, market analysis results suggest that the development of a state-of-the-industry convention 
center product, appropriately-sized and apportioned to Wichita’s measured market demand, could allow 
Wichita to significantly better penetrate national and regional convention, tradeshow and conference 
markets, in addition to reversing a projected slow decline in non-local event accommodation should no 
major capital facility investment be forthcoming in the near to mid-term future.   
 
Relative to past years, it is believed that a number of factors are currently present and in alignment (from 
a timing perspective) to form important foundations and “launching point” opportunities for new Wichita 
convention product investment, including, but not limited to: 
 

1. Continued stable economic growth—several years of positive growth and recovery in national and 
regional economies, as well as the convention industry overall. 

2. The development and success of the attractive Hyatt Regency Wichita convention headquarters 
hotel. 

3. Presently-underway downtown master planning efforts and opportunities to leverage recent and 
committed public and private investment. 

4. Go Wichita’s recent convention/destination marketing and promotion strategic planning and 
deployment of efforts. 

5. Private sector development interest in the downtown, riverfront, hotel and mixed-use projects 
with the strengthening economy and coordination with downtown economic development 
planning initiatives. 

6. The development and success of Intrust Bank Arena, in terms of it being a locally well-regarded 
success model for public sector funding engagement and subsequent disengagement. 

7. The $100 million investment in the new terminal at Wichita Mid-Continent Airport, which 
effectively will be the “front door” and first opportunity for impressions of the Wichita destination 
for national convention event planners, attendees and exhibitors. 
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7.0.  ANALYSIS OF PROGRAMMATIC AND DEVELOPMENT ISSUES 
 
 
Based on the results of the analysis of local market conditions, historical facility operations, 
competitive/comparable facilities and host communities, industry conditions/trends and market demand, 
an evaluation of facility program components and relevant development issues was performed for 
potential new convention space development in Wichita. 
 
The estimated market supportable facility program is tied closely to the unique characteristics of the 
Wichita market.  The characteristics of the current/potential future hotel inventory and other visitor 
amenities in the area also influence program estimates.  Adjustments to the convention center program 
are made to reflect event segments that require hotel room blocks beyond the expected capacity of the 
Wichita area.  The resulting market-supportable convention center building program focuses on the levels 
of sellable space that would be necessary to accommodate potential convention, conference and meeting 
event demand for added/improved Wichita convention center product. 
 
Specific square footage and configuration of individual support areas for both facilities, such as lobby, 
circulation, storage, box office, administrative office and other front/back-of-house areas, are not 
specifically itemized within this analysis. 
 
 
Convention Center Supportable Program  
 
Based on the previous analyses undertaken, key aspects of a market supportable facility program for a 
state-of-the-industry convention center in Wichita are presented below. 
 

• Exhibit Space: 

o 150,000 square feet of contiguous exhibit space in a single hall (with planning 
consideration for an adjacent parcel to accommodate up to 100,000 square feet in 
additional exhibit space under a potential future expansion). 

o Ceiling heights with minimum clearance of at least 35 feet from floor surface to the 
underside of the ceiling structure. 

o Floor utility boxes on a 30-by-30-foot matrix, and including industry standard power, 
telecommunications, water, compressed air and other needed utilities. 

o Wireless Internet capabilities in the exhibit hall. 

o Column structure that provides for no less than a 90-by-90-foot matrix. 

o A length/width ratio that approximates two to one. 

o Significant prefunction space leading into the exhibit halls. 

o Back of house service into the exhibit hall to allow for event set up without working 
through public spaces. 

o Consideration of natural lighting to address emerging industry trends and environmental 
standards. 

o Support/“show” office space for event planners. 

o Covered loading docks for exhibit halls separate from docks for other facility operating 
needs.  
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• Ballroom Space: 

o Approximately 30,000-square foot, sub-dividable, column-free space. 

o Industry standard Internet accessibility (wired and wireless) in each individual room 
module. 

o Temperature and lighting controls in each individual ballroom/multi-use space module. 

o A level of finish (wall treatment, floor covering, lighting, etc.) that is characteristic of 
three or four-star hotels. 

o A demisement or breakdown of ballroom/multi-use space to allow for functional use of 
three individual modules.  Each module should offer proper dimensions to accommodate 
an individual function.  A more careful analysis of ballroom/multi-use space demisement 
should be conducted during the building programming phase. 

o Significant prefunction space leading into the ballroom/multi-use space. 

o Back of house service into the ballroom/multi-use space to allow for event set up without 
working through public spaces. 

o A generally central location within the overall building to allow for effective multiple 
overlapping event use. 

 

• Breakout Meeting Space: 

o Approximately 30,000 square feet of well apportioned space. 

o Industry standard Internet accessibility (wired and wireless) in each individual room 
module. 

o User accessible temperature and lighting controls in each individual meeting room 
module. 

o A level of finish (wall treatment, floor covering, lighting, etc.) that is characteristic of 
three or four-star hotels. 

o A demisement or breakdown of meeting space to allow for both large meeting rooms 
blocks (8,000 to 12,000 square feet) that is sub-divisible into rooms with approximately 
2,000 to 3,000 square feet.  A more careful analysis of meeting room demisement should 
be conducted during the building programming phase. 

o Significant pre-function space leading into the meeting room blocks. 

o A distribution of meeting space throughout the overall facility to allow for effective 
accommodation of multiple overlapping events. 

o Back of house service into the meeting space to allow for event set up without working 
through public spaces. 

 

• Hotel Support: 

o 400 full-service hotel rooms attached/adjacent.  This is an amount approximately 100 
more than presently provided by the Hyatt Regency Wichita.  A separate hotel 
feasibility study would be necessary to evaluate the overall market, financial and cost 
implications of new hotel product development. 

o 500 committable hotel rooms within close walking distance. 
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o 1,000 total hotel rooms within one-half mile. 

o Room Block Agreement with supporting headquarter hotel(s). 
 
 
It is important to note that these space figures represent the amount of convention facility space that 
would be required to accommodate a majority of Wichita’s event demand, particularly that which is 
currently estimated to be un-accommodated.   
 
 
Development Issues 
 
Based on the results of the market and building program analyses, the following represent important 
development recommendations should convention center product investment be pursued in Wichita. 
 
 

• A “new” downtown convention center is market supportable in Wichita.  With all else equal, from 
a marketability and operational perspective, the new convention center product would ideally be 
“unlinked” physically and perceptually from the original structure. 

• However, if a new public sector-led headquarters hotel is not paired with future convention 
center development in Wichita, the current site should be the location.  A convention center 
located elsewhere in Wichita without similar hotel proximity and support will not be market 
feasible. 

• The Hyatt Regency Wichita (and any new full-service headquarters hotel) needs to control its 
own ballroom and meeting space; likewise, the convention center needs to control its own 
ballroom and meeting space. 

• Should the City make a decision to pursue a major facility investment project, Wichita's 
convention product/markets and its performing arts product/markets would be better served if 
they were physically and operationally separate. 

• Wichita has desirable "pockets" of entertainment options and attractions throughout the 
community and downtown, but they are spread out and many are not walkable.  Synergy 
opportunities have been lost due to development of Intrust Bank Arena on a site that is not 
within close practical walking distance to CII.  Therefore, significant efforts should be made to 
develop desired visitor amenities (e.g., restaurants, bars, entertainment, ancillary hotel product, 
retail) within close walking distance of the convention center site, including a mix of public sector 
investment and private sector incentives.   

• Ideally with an orientation both towards walkable amenities of downtown and the river, 
convention center development should tie in directly with the downtown master plan strategy for 
the future—maximizing synergy and leveraging of public and private dollars. 
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Analysis Scenarios 
 
Based on the findings associated with the market and supportable building program analyses, and 
following discussions with CVB and City officials, three scenarios were developed for subsequent analysis.  
The three scenarios are: 
 

• Scenario 1: Do Nothing  

• Scenario 2: New/Redeveloped Conv. Ctr. with Renovated Round Building (Plus New Hotel Rooms) 

• Scenario 3: Redevelopment of Entire Site (Plus New Hotel Rooms) 

 
Scenario 1 presents a baseline scenario for comparison to the other two scenarios, representing a 
hypothetical case approximately eight (8) years into the future where no major convention center 
investment was made.  The eight years would generally correspond to a point in time where the 
convention center under the other two scenarios was constructed, opened and then operated for several 
years to a point when event levels and operations are assumed to have stabilized following a ramp-up 
period.  Under this scenario, without major capital investment, CII would be expected to experience a 
gradual erosion (year-over-year) of convention, tradeshow and conference business, as the rest of 
Wichita’s competitive destination set continues to invest in their convention products, “raising the state-
of-the industry bar”, and Wichita’s product continues to age. 
 
Scenario 2 would involve a new convention center development that is attached to CII’s round building.  
The round building structure would remain, including the blue dome, but a major 
renovation/redevelopment of its interior is assumed, effectively involving a “gutting” of the interior and 
re-developing it for more or less exclusive use by the performing arts.  The Phase II architectural 
assessment will determine how much of the existing Bob Brown Expo Hall structure could be utilized to 
assist in achieving the identified market supportable facility program of convention space.  This scenario 
also assumes the expansion of the Hyatt Regency Wichita hotel via the addition of a new 100-room tower 
to support the convention center.   
 
Scenario 3 would involve a complete redevelopment of the entire site, with the construction of a new 
state-of-the-industry convention center attached to the Hyatt Regency Wichita.  This scenario also 
assumes the expansion of the Hyatt Regency Wichita hotel via the addition of a new 100-room tower to 
support the convention center.  Based on discussions with key officials, the City recognizes the 
importance of the performing arts to the community and the surrounding region; therefore, the City 
would need to assess a new facility to accommodate the performing arts that would be displaced under 
this scenario. 
 
The analysis of convention market demand indicates that an added, attached hotel room supply of at 
least 100 rooms will be critical in supporting the market supportable convention center program outlined 
under Scenarios 2 and 3.  However, this study did not include an analysis of the overall market, financial 
and cost characteristics of any new hotel development.  Therefore, a hotel feasibility study would need to 
be conducted to appropriately evaluate the overall market, financial, cost and funding implications of new 
hotel product development. 
 
Event capture/utilization and economic impacts associated with these three scenarios are analyzed in the 
subsequent chapters of this report. 
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8.0.  ANALYSIS OF EVENT & USE LEVELS  
 
 
The purpose of this chapter is to analyze estimated event and utilization levels associated with the three 
identified convention center development scenarios in Wichita.  For purposes of this analysis, the building 
program and the development scenarios discussed in the previous chapter were assumed.   
 
 
Estimated Event and Use Levels  
 
Exhibit 1 presents a summary of the number of events estimated for the convention center under each of 
the three identified scenarios.  For purposes of this analysis, performing arts events have not been 
included under any of the scenarios, including the “Current Wichita” base estimate.  Estimates are 
provided for a stabilized year of operations for each scenario, assumed for approximately eight years 
from now for Scenario 1, and four years following commencement of operations for Scenarios 2 and 3. 
 
 

Exhibit 1 
Estimated Annual Number of Events for a New Wichita Convention Center By Scenario 

 
 

 
 

 
 
As shown above, it is estimated that event levels at a new Wichita convention center (under Scenarios 2 
or 3) during a stabilized year of operation would total just under 290 events.  Under Scenario 1, it is 
estimated that the CII product will be less and less competitive with other state-of-the-industry 
convention centers throughout the country and region, and therefore, convention capture will continue to 
erode.  Under Scenarios 2 and 3, a new Wichita convention center product is estimated to allow for the 
capture of between 10 and 13 new national conventions per year, respectively.  A discussion of the 
national convention supply and this assumed capture rate will be discussed subsequently in this chapter. 
  

SCENARIO SCENARIO SCENARIO
1 2 3

"As Is", New CC, Redevelop
Current  No Major Round Re-Use, Entire Site,

Event Type Wichita Investment New Hotel Rms New Hotel Rms

Conventions - National 5 3 15 18
Conventions - State/Regional 25 20 25 28
Public Shows 33 33 22 20
Banquets 6 5 50 50
Meetings 157 150 125 125
Other 100 100 50 45

     Total 326 311 287 286
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Exhibit 2 presents a hypothetical event profile and mix corresponding to national convention events under 
Scenario 3.   
 
 

Exhibit 2 
Hypothetical Mix of National Convention Event Activity 

For a New Wichita Convention Center (Scenario 3, in a stabilized year) 
 

 
 
 
 
As shown, the hypothetical events range in size considerably, from 250 up to 2,500.  The 18 national 
convention events are estimated to provide just over 30 percent of the square footage occupancy for the 
assumed 150,000-square foot exhibit hall.  State/regional conventions and public/consumer shows are 
estimated to provide approximately 15 percent and 25 percent square footage occupancy, respectively. 
 
Exhibit 3, on the following page, presents the estimated event days (number of days event 
attendees/delegates are in attendance at the convention center and in Wichita) under each of the 
identified development scenarios.   
 
 
  

Rolling
Event Utilization Exhibit Hall Exhibit SF Exhibit Hall

Event Attendance Days Days SF Required Consumed Occupancy

1 250 2.0 5.0 50,000 250,000 1%
2 300 2.0 5.0 50,000 250,000 1%
3 300 3.0 6.0 50,000 300,000 2%
4 350 3.0 6.0 50,000 300,000 3%
5 400 3.0 6.0 50,000 300,000 4%
6 400 3.0 6.0 50,000 300,000 4%
7 450 3.0 6.0 50,000 300,000 5%
8 500 3.0 6.0 75,000 450,000 6%
9 500 3.0 6.0 75,000 450,000 8%
10 600 3.0 6.0 75,000 450,000 9%
11 700 3.0 6.0 100,000 600,000 10%
12 750 4.0 8.0 100,000 800,000 12%
13 1,000 4.0 8.0 125,000 1,000,000 15%
14 1,000 4.0 8.0 125,000 1,000,000 18%
15 1,000 4.0 8.0 150,000 1,200,000 21%
16 1,250 4.0 9.0 150,000 1,350,000 24%
17 1,750 5.0 10.0 150,000 1,500,000 28%
18 2,500 6.0 11.0 150,000 1,650,000 32%
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Exhibit 3 
Estimated Annual Event Days for a New Wichita Convention Center By Scenario 

 
 

 
 
 
The exhibit begins to illustrate the differences between the convention events and other smaller events 
(such as meetings, banquets and receptions).  While fairly small within the context of the total number of 
events, conventions represent the primary economic impact-generating events for the convention center 
and Wichita community.  They tend to be larger events in terms of attendance and space used, with 
longer durations and a large majority of attendees that do not reside in the local area.  A significant 
portion of these assumed events would represent events that are “new” to the community (i.e., not 
presently hosted at local Wichita facilities).   
 
Exhibit 4 presents a summary of the estimated total attendance by development scenario. 
 
 

Exhibit 4 
Estimated Annual Attendance for a New Wichita Convention Center By Scenario 

 
 

 
 
  

SCENARIO SCENARIO SCENARIO
1 2 3

"As Is", New CC, Redevelop
Current  No Major Round Re-Use, Entire Site,

Event Type Wichita Investment New Hotel Rms New Hotel Rms

Conventions - National 16 10 53 63
Conventions - State/Regional 63 50 65 73
Public Shows 89 89 59 54
Banquets 6 5 50 50
Meetings 157 150 125 125
Other 120 120 60 54

     Total 451 424 412 419

SCENARIO SCENARIO SCENARIO
1 2 3

"As Is", New CC, Redevelop
Current  No Major Round Re-Use, Entire Site,

Event Type Wichita Investment New Hotel Rms New Hotel Rms

Conventions - National 9,600 4,800 52,500 63,000
Conventions - State/Regional 25,000 17,500 32,500 36,400
Public Shows 111,375 102,465 103,950 94,500
Banquets 2,040 1,500 37,500 37,500
Meetings 31,400 30,000 25,000 25,000
Other 90,000 84,000 60,000 54,000

     Total 269,415 240,265 311,450 310,400
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As shown on the previous page, total convention attendance is estimated to increase significantly under 
Scenarios 2 and 3.  Public Show attendance is estimated to remain relatively consistent with existing 
levels, while Banquet attendance is estimated to increase substantially under Scenarios 2 and 3 due to 
the assumed integration and center-control of a state-of-the-art ballroom in the convention center model. 
 
Lastly, Exhibit 5 presents a summary of the projected annual attendance that is estimated to represent 
non-local visitors to Wichita by development scenario.   
 
 

Exhibit 5 
Estimated Annual Non-Local Attendance for a New Wichita Convention Center By Scenario 

 
 

 
 
 
The non-local attendance estimates shown above represents a mix of overnight and daytrip visitation 
(i.e., attendees, exhibitors and event participants/guests that do not reside in Wichita) that represent the 
basis for the economic impact calculations presented in the following chapter of this report. 
 
 
Market Capture Analysis 
 
Estimates of the actual breadth and volume of the convention, tradeshow, conference and meetings 
industry vary widely, depending on the industry source considered.  Given the dynamic and ever-evolving 
nature of the industry and its constituent events, stakeholders and participants, a consensus as to the 
actual “number” of events comprising the overall industry has been somewhat elusive.   
 
Nevertheless, the Center for Exhibition Industry Research (CEIR) tracks approximately 13,000 industry 
conventions, conferences and tradeshows that utilize more than 3,000 net square feet of exhibit space in 
convention facilities; however, not all of these events are conventions, nor national in scope.  
 
The MINT database, published by Destination Marketing Association International (DMAI, formerly the 
International Association of Convention and Visitors Bureaus) is widely regarded throughout the 
convention industry as one of the most comprehensive representations of rotating convention, 
conference and meeting business in the country.  MINT presently tracks several thousand individual 
convention events occurring throughout the country (with an estimated 2,500 events representing events 
with 1,000 or fewer attendees), most of which represent “national” recurring and rotating events.   
  

SCENARIO SCENARIO SCENARIO
1 2 3

"As Is", New CC, Redevelop
Current  No Major Round Re-Use, Entire Site,

Event Type Wichita Investment New Hotel Rms New Hotel Rms

Conventions - National 9,120 4,560 49,875 59,850
Conventions - State/Regional 22,500 15,750 29,250 32,760
Public Shows 11,138 10,247 10,395 9,450
Banquets 306 225 5,625 5,625
Meetings 4,710 4,500 3,750 3,750
Other 13,500 12,600 12,000 10,800

     Total 61,274 47,882 110,895 122,235
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Assuming that the tracked events in the MINT database represents 75 percent of the actual universe of 
national convention activity (suggesting an estimated applicable event universe of approximately 3,300 
events), the 15 to 18 national conventions that have been estimated under Scenarios 2 and 3 would 
represent an approximate capture rate of approximately 0.5 percent (versus the 0.2 percent that the 
current CII is estimated to be capturing).   
 
Further, when applying the positive response rate (i.e., those expressing interest in holding an event in 
Wichita) of national conventions surveyed for this study, the estimated 15 to 18 national conventions 
would represent an approximate annual capture rate of 1.1 to 1.5 percent of the extrapolated interested 
national market, respectively.  
 
Highlighting Scenario 3 for illustration purposes, Exhibit 6 below presents a graphical summary of the 
small penetration (into the overall national convention market, as well as into Wichita’s extrapolated 
interested national convention market) required by a new Wichita convention center to achieve the event 
estimates outlined within this chapter. 
 

 
Exhibit 6 

National Convention Market Penetration Required to Achieve Estimated Event Levels— 
New Wichita Convention Center (Scenario 3) 

 
 

 
 
 
 
Finally, of the extrapolated 428 events referenced in the market analysis chapter that represent Wichita’s 
national market opportunity that are currently being lost due to “weak link” issues, the 10 to 13 “net 
new” national conventions (that are estimated for Scenarios 2 and 3 respectively) would represent an 
approximate annual capture rate of between 2.3 and 3.0 percent.  
 
 
 

0.5%
Overall Penetration
3,300 total events

(Wichita’s projected 
capture % of overall

Nat’l events) 

1.5%
Wichita Market Penetration

1,200 total events
(Wichita’s projected 

capture % of its Nat’l event 
market opportunity) 



 

MARKET AND ECONOMIC ASSESSMENT OF WICHITA’S CONVENTION CENTER PRODUCT 
Economic Impact Analysis 
Page 163 

9.0  ECONOMIC IMPACT ANALYSIS 
 
 
The purpose of this chapter is to provide an analysis of the potential economic impacts that could be 
generated by a new convention center in Wichita under various identified development scenarios, based 
on key assumptions described herein.  The evaluation of the economic benefits generated by convention 
facilities is one of the primary determinants regarding the decision to proceed with projects.  This chapter 
addresses: 
 

• Economic impact concepts. 
• Annual economic impacts. 
• Non-quantifiable impacts. 

 
The annual operations of a convention center facility can provide significant benefits to an area.  
Typically, and for purposes of this report, quantifiable effects are characterized in terms of economic 
impacts.  Economic impacts are conveyed through measures of direct spending, total output, personal 
earnings and employment.  These specific terms are defined below.   
 
 
Economic Impact Concepts 
 
The impact of a convention center is maximized when out-of-town attendees, exhibitors and/or attendee 
guests spend money in a community while attending a convention center event.  This spending by out-of-
town attendees represents new money to the community hosting the event.  This new money then 
creates multiplier effects as the initial spending is circulated throughout the local economy. 
 
It is important to note that spending estimates associated with the potential new convention center only 
represent spending that is estimated to be new to the Wichita area (net new spending), directly 
attributable to the operation (and existence) of the convention center.  The analysis does not consider 
any assumed displaced spending within the community.   
 
The characteristics of economic impact effects are generally discussed in terms of their direct, indirect 
and induced effects on the area economy: 
 

• Direct effects consist principally of initial purchases made by attendees at an event who have 
arrived from out-of-town.  This spending typically takes place in local hotels, restaurants, retail 
establishments and other such businesses.  An example of direct spending is when an out-of-
town event attendee pays a local hotel for overnight lodging accommodations. 

• Indirect effects consist of the re-spending of the initial or direct expenditures.  An example of 
indirect spending is when a restaurant purchases additional food and dining supplies as a result 
of new dining expenditures through increased patronage.  A certain portion of these incremental 
supply expenditures occurs within the local community (i.e., “indirect spending,” the type of 
which is quantified under this analysis), while another portion leaves the local economy (i.e., 
“leakage”). 

• Induced effects consist of the positive changes in employment and earnings collections 
generated by changes in population associated with the direct and indirect expenditures. 

 
The re-spending of dollars in an economy is estimated by using economic multipliers and applying them 
to the amount of direct, or initial spending.  The multiplier effect is estimated in this analysis using a 
regional economic forecasting model provided by the IMPLAN Group, Inc., a private economic modeling 
company.  The IMPLAN system uses an input-output matrix with specific data for multipliers based on 
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regional business patterns from across the country.  Financial information for the matrix of multipliers is 
collected from various sources that include, but are not limited to, the U.S. Department of Labor, as well 
as state sales and tax reports.  The system uses this data to determine the economic independence of 
specific geographic regions as well as the interdependence that exists between industries in those 
regions.  The systems provide total industry output, personal earnings and employment data for 
approximately 440 industry groups. 
 
For purposes of this analysis, results of the economic impact analyses are measured in terms of the 
following categories: 
 

• Total output represents the total direct, indirect and induced spending effects generated by the 
project.  This calculation measures the total dollar change in output that occurs in the local 
economy for each dollar of output delivered to final demand. 

• Personal earnings represents the wages and salaries earned by employees of businesses 
associated with or impacted by the project.  In other words, the multiplier measures the total 
dollar change in earnings of households employed by the affected industries for each additional 
dollar of output delivered to final demand. 

• Employment represents the number of full- and part-time jobs.  The employment multiplier 
measures the total change in the number of jobs in the local economy for each additional $1.0 
million of output delivered to final demand. 

 
The initial spending of new dollars into an economy begins a series in which the dollars are cycled 
through the economy.  The re-spending of the dollars is estimated by using the economic multipliers 
discussed above and applying them to the amount of direct, or initial, spending.  The multiplier illustrates 
that spending in a defined economy will lead to additional spending until that dollar has completed its 
cycle through leakage.  Leakage represents the portion of a dollar spent in areas outside the designated 
economy. 
 
 
Annual Economic Impacts 
 
As previously mentioned, this analysis only considers “net new” economic impact.  This impact is derived 
solely by visitors attending or participating in facility events that do not reside in Wichita.  For 
conservative purposes, our approach to economic impact estimation does not consider any spending by 
facility attendees/participants if they reside in the Wichita area.  It has been assumed that any spending 
by these local residents would represent “displaced” spending, that would have otherwise been spent 
locally on other products and services.  
 
Convention centers tend to have an easily identifiable subset of events where the majority of their 
attendance consists of overnight visitors (many times requiring overnight accommodations over multiple 
days).  Much of a convention center’s attendance, however, is still local in nature (i.e., corporate and civic 
meetings, banquets, wedding receptions, holiday parties, service club functions, educational seminars, 
etc.), but it’s the relatively small subset of conventions, conferences and tradeshows that often generate 
the large majority of net new visitation and economic impact for communities.  However, there will also 
be "day-trip" attendance draw, for what would normally be considered "local" events such as meetings, 
banquets and other/special events, from throughout the regional area that will generate measureable per 
capita "new" spending levels in Wichita.   
 
The analysis of direct spending related to convention center activity begins with estimating the number of 
event attendees that could be attracted to Wichita.  These estimates are based on the event attendance 
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and event-day information developed through the market and event analyses, as presented in the 
previous chapter. 
 
Estimates of per-day spending by non-local attendees, exhibitors and performers are based on the results 
of an annual Convention Income Survey performed by Destination Marketing Association International 
(DMAI), formerly the International Association of Convention and Visitors Bureaus (IACVB).  The survey 
collected data concerning event related expenditures by delegates, exhibitors, associations and 
convention and event production service contractors.  The results of this survey have been adjusted to 
2013 dollars and for cost of living levels and the unique characteristics of Wichita.  The estimates of 
average daily spending on a per delegate basis were applied to estimates of potential future event 
activity at the potential new convention center under the identified development scenarios, based on the 
results of the overall market analysis.  Adjustments were applied to estimated attendance levels for 
potential future event activity at the convention center to segregate estimated levels of potential out-of-
town event attendance directly as a result of the convention center. 
 
Exhibit 1 presents the direct spending associated with each of the potential development scenarios. 
 
 

Exhibit 1 
Potential New Wichita Convention Center by Development Scenario 

Estimated New Annual Direct Spending (Stabilized Year of Operations, in 2013 dollars) 
 
 

 
 
 

As presented above, total annual direct spending associated with a new convention center in Wichita is 
estimated at approximately $27.1 million and $30.9 million (in a stabilized year of operations [assumed 
year four] in 2013 dollars) for Scenarios 2 and 3, respectively.  This represents more than a threefold 
increase in the economic impact estimated under Scenario 1 (“do nothing”).  Spending by local Wichita 
residents is not included in this figure and spending reductions have been made for a percentage of non-
local attendees that would be expected to represent “day-trippers”, not requiring overnight 
accommodations. 
 
As previously mentioned, spending by local Wichita residents is not included in this figure and spending 
reductions have been made for a percentage of non-local attendees that would be expected to represent 
“day-trippers”, not requiring overnight accommodations. 
 
Exhibit 2, on the following page, presents a summary of the estimated direct spending impacts shown by 
impact estimates by event type. 

SCENARIO SCENARIO SCENARIO
1 2 3

"As Is", New CC, Redevelop
Current  No Major Round Re-Use, Entire Site,

Industry Wichita Investment New Hotel Rms New Hotel Rms

Hotel $4,322,010 $3,125,325 $9,487,013 $10,803,135
Restaurant $4,692,468 $3,393,210 $10,300,185 $11,729,118
Entertainment $617,430 $446,475 $1,355,288 $1,543,305
Retail $1,481,832 $1,071,540 $3,252,690 $3,703,932
Auto Rental $617,430 $446,475 $1,355,288 $1,543,305
Other Local Transit $493,944 $357,180 $1,084,230 $1,234,644
Other Industries $123,486 $89,295 $271,058 $308,661

     Total $12,348,600 $8,929,500 $27,105,750 $30,866,100
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Exhibit 2 

 Potential New Wichita Convention Center by Development Scenario by Event Type  
Estimated New Annual Direct Spending (Stabilized Year of Operations, in 2013 dollars) 

 
 

 
 
 
As the direct spending flows throughout the local economies, additional rounds of spending, employment 
and earnings are generated.  The total impact generated is estimated by applying specific industry 
multipliers to the initial expenditure to account for the total economic impact of the re-spending activity.  
The application of the multipliers involves calculating the product of the estimated amount of direct 
spending and the multiplier. 
 
The total estimated direct expenditures generate effects on the economy that extend beyond the initial 
expenditures.  Exhibit 3 summarizes the overall estimated new annual economic impacts within Wichita 
associated with estimated levels of potential event activity at the convention center, based on the 
application of the IMPLAN multipliers. 
 
 

Exhibit 3 
Potential New Wichita Convention Center  
Estimates of Net New Economic Impacts 

(Stabilized Year of Operations, in 2013 dollars) 
 

 
 

SCENARIO SCENARIO SCENARIO
1 2 3

"As Is", New CC, Redevelop
Current  No Major Round Re-Use, Entire Site,

Event Type Wichita Investment New Hotel Rms New Hotel Rms

Conventions - National $2,827,200 $1,413,600 $15,461,250 $18,553,500
Conventions - State/Regional $5,850,000 $4,095,000 $7,605,000 $8,517,600
Public Shows $1,113,750 $1,024,650 $1,039,500 $945,000
Banquets $45,900 $33,750 $843,750 $843,750
Meetings $824,250 $787,500 $656,250 $656,250
Other $1,687,500 $1,575,000 $1,500,000 $1,350,000

     Total $12,348,600 $8,929,500 $27,105,750 $30,866,100

SCENARIO SCENARIO SCENARIO
1 2 3

"As Is", New CC, Redevelop
Current  No Major Round Re-Use, Entire Site,

Event Type Wichita Investment New Hotel Rms New Hotel Rms

Direct Spending $12,348,600 $8,929,500 $27,105,750 $30,866,100
Indirect/Induced Spending $7,409,160 $5,357,700 $16,263,450 $18,519,660
Total Output $19,757,760 $14,287,200 $43,369,200 $49,385,760

Personal Earnings $10,002,366 $7,232,895 $21,955,658 $25,001,541

Employment 258 186 566 644
   (full & part-time jobs)
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As presented in the exhibit on the previous page, the estimated total net new output (direct spending 
plus indirect/induced spending) for the convention center in Wichita under Scenario 1 (“do nothing”) 
totals approximately $14.3 million per annum (in 2013 dollars).  Additionally, this Scenario 1 spending is 
estimated to annually support $7.2 million in personal income (or “earnings”) in the local Wichita 
economy, along with 186 full and part-time jobs. 
 
Under Scenarios 2 and 3, the estimated total net new output upon stabilization of operations is estimated 
to increase to $43.4 million and $49.4 million, respectively.  Personal earnings is estimated to increase to 
$22.0 million and $25.0 million, respectively, while the estimate of total full and part-time jobs supported 
increases to 566 and 644, respectively. 
 
 
Non-Quantifiable Impacts 
 
In addition to the quantifiable benefits of the operation of a potential new convention center in Wichita, 
there are a number of potential benefits that cannot be quantified.  In fact, these qualitative benefits 
tend to be a critical factor in the consideration of public and private investment in projects of this nature, 
particularly those involving existing venues with a long history of service in the local community.  Some of 
these potential qualitative benefits for Wichita for the convention center that have not been quantified 
include: 
 

• New Visitation – New visitors will be attracted to the area because of an event in the new 
convention center product.  These attendees, in turn, may elect to return to the area later with 
their families, etc. for a vacation after visiting the area for the first time.   

• Spin-Off Development – New retail/business tend to invariably sprout up near convention centers 
spurred by the operations and activities associated with the convention center, representing 
additions to the local tax base. 

• Community Marketing – Attendees of certain convention center events (particularly, 
convention/conference/tradeshow) represent decision-makers and executives from a broad cross-
section of industries.  This exposure can benefit the area from a long-term business development 
perspective. 

• Anchor for Revitalization – New convention center development can oftentimes be the base of 
community-wide master development plans to enhance and revitalize markets. 

• Reduction in Lost Local Impact – Physical and functional limitations of existing Wichita area event 
facilities suggests that some level of event activity produced by local area companies and groups 
may be leaving the community to be held elsewhere where suitable facilities exist.  To the extent 
that these Wichita-based groups must relocate outside of the local community (despite an 
interest in hosting events within Wichita), the spending related to these events effectively 
represents “lost” economic activity for the local area.  Upon completion of the new convention 
center product, it is possible that many of these “local” events could be recaptured. 

• Construction Period Impacts – While not specifically quantified herein, there is normally a 
substantial short-term economic impact (including many jobs created) during the construction 
phase of major public assembly facility projects of this nature. 

• Intangible Benefits – There are a number of other intangible benefits of having a major 
convention center facility in a community that have not been quantified, including:  quality of life, 
community reputation and image, local gathering point and new advertising opportunities for 
local business. 
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LOCAL MARKET FACILITIES 

 
 
 
 
 
Intrust Bank Arena 
Wichita, Kansas 
 
 

 
 
  

Hotel Guestrooms: N/A

Event Space (SF)
Exhibit Space: 32,000
Meeting Space: 0
Ballroom Space: 0
Total Sellable Space: 32,000

Largest Contiguous Space: 32,000
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Drury Plaza Broadview 
Wichita, Kansas 
 

 
 
 
  

Hotel Guestrooms: 200

Event Space (SF)
Exhibit Space: 0
Meeting Space: 4,200
Ballroom Space: 9,200
Total Sellable Space: 13,400

Largest Contiguous Space: 9,200
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Hotel at Old Town 
Wichita, Kansas 
 
 

  

Hotel Guestrooms: 115

Event Space (SF)
Exhibit Space: 0
Meeting Space: 1,550
Ballroom Space: 8,200
Total Sellable Space: 9,750

Largest Contiguous Space: 8,200
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Wichita Scottish Rite Center 
Wichita, Kansas 
 
 

  

Hotel Guestrooms: N/A

Event Space (SF)
Exhibit Space: 0
Meeting Space: 1,800
Ballroom Space: 9,400
Total Sellable Space: 11,200

Largest Contiguous Space: 6,800
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Abode Venue 
Wichita, Kansas 
 
 
 

  

Hotel Guestrooms: N/A

Event Space (SF)
Exhibit Space: 0
Meeting Space: 760
Ballroom Space: 6,600
Total Sellable Space: 7,360

Largest Contiguous Space: 6,600
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Courtyard by Marriott – Wichita at Old Town 
Wichita, Kansas 
 
 
 

  

Hotel Guestrooms: 128

Event Space (SF)
Exhibit Space: 0
Meeting Space: 2,500
Ballroom Space: 4,100
Total Sellable Space: 6,600

Largest Contiguous Space: 4,100
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Holiday Inn and Suites Hotel Convention Center 
Wichita, Kansas 
 
 
 

  

Hotel Guestrooms: 150

Event Space (SF)
Exhibit Space: 0
Meeting Space: 1,400
Ballroom Space: 1,800
Total Sellable Space: 3,200

Largest Contiguous Space: 1,800
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Ambassador Hotel Wichita 
Wichita, Kansas 
 
 

 
  

Hotel Guestrooms: 117

Event Space (SF)
Exhibit Space: 0
Meeting Space: 3,500
Ballroom Space: 0
Total Sellable Space: 3,500

Largest Contiguous Space: 1,600
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COMPETITIVE/REGIONAL CONVENTION CENTERS 

 
 
 
 
 
 
Hilton Garden Inn and Conference Center 
Manhattan, Kansas 
 
 

 
  

Hotel Guestrooms: 135

Event Space (SF)
Exhibit Space: 0
Meeting Space: 1,860
Ballroom Space: 15,470
Total Sellable Space: 17,330

Largest Contiguous Space: 15,470
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Bicentennial Center 
Salina, Kansas 
 
 

 
  

Sleeping Rooms 0

Event Space (SF)
Exhibit Space: 38,500
Meeting Space: 6,800
Ballroom Space: 0

Total Sellable Space: 45,300

Largest Contiguous Space: 21,100
Seating 7,880
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Kansas Expocentre 
Topeka, Kansas 
 
 

 
  

Hotel Guestrooms: N/A

Event Space (SF)
Exhibit Space: 62,300
Meeting Space: 5,800
Ballroom Space: 0
Total Sellable Space: 68,100

Largest Contiguous Space: 44,500

Agricultural Hall

Landon Arena

Heritage Hall

Exhibition Hall
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COMPARABLE CONVENTION CENTERS 
 
 
 
 
Kansas City Convention & Entertainment Centers 
Kansas City, Missouri 
 

         
 

• The Kansas City Convention & Entertainment Centers is owned and operated by the City of 
Kansas City.  
 

• They are Located in downtown Kansas City, along interstate 670 and next to the Kansas City 
Power and Light district.  In a 1994 expansion project, the Centers’ Bartle Hall was expanded 
over the top of I-670.  The interstate now runs underneath the facility. 
 

• The Centers’ downtown location offers direct access to numerous hotel, dining and entertainment 
options.  Within close walking distance are 7 hotels offering over 2,000 combined guest rooms; 
983 rooms are located within the adjacent Marriott Kansas City Downtown. 
 

• The Centers provide nearly 390,000 square feet of column-free exhibit space, 97,000 square feet 
of meeting space throughout 37 meeting rooms and over 70,000 square feet of ballroom space. 
 

• Operating with an annual budget of around $10.4 million, VisitKC, the Kansas City Convention 
and Visitors Bureau, is responsible for selling, marketing and promoting the Center along with its 
surrounding entertainment and hospitality venues. 
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Cox Business Services Convention Center 
Oklahoma City, Oklahoma 
 

      
 
 

• The Cox Convention Center, owned by Oklahoma City and operated by SMG, opened in 1972.  
The total construction costs of the project were $23 million. 
 

• It is located just south of the City’s business district downtown and lies directly across the street 
from both the Myriad Botanical Gardens and Chesapeake Energy Arena. 
    

• The Center offers over 150,000 square feet of sellable space, including 100,000 of exhibit space; 
nearly 29,000 square feet of meeting space, within 21 meeting rooms; and 25,000 square feet of 
ballroom space, divisible into five separate sections. 
  

• Over 1,600 hotel rooms, within 7 hotels, are located within close walking distance to the Center.  
The adjacent Sheraton Hotel Oklahoma City offers 395.  The Center’s downtown location offers 
numerous dining and entertainment options, as well. 
 

• Operating with an annual budget of around $4.8 million, the Oklahoma City Convention and 
Visitors Bureau, in conjunction with SMG, is responsible for selling, marketing and promoting the 
Center along with its surrounding entertainment and hospitality venues. 
 

• The Center hosts approximately 290 events annually. 
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CenturyLink Center Omaha 
Omaha, Nebraska 
 
   
 
 

 
 
 

• The CenturyLink Center opened in 2003 and was expanded in 2006.  Construction costs of the 
project totaled $291 million. 
 

• It is owned by the City of Omaha and operated by Metropolitan Entertainment and Convention 
Authority (MECA), a third-party facility operator. 
  

• The Center is located in downtown Omaha, just north of Interstate 280 and along the west bank 
of the Missouri River.  It is directly adjacent to TD Ameritrade Park, home of the college baseball 
world series. 
 

• The Center provides nearly 195,000 square feet of column-free exhibit space, 22,000 square feet 
of meeting space throughout 12 meeting rooms; and 42,000 square feet of ballroom space, 
divisible into three equally-sized sections. 
   

• With twelve hotels within a half-mile radius, the Center’s location provides direct access to over 
2,300 hotel rooms.  The Hilton Omaha, located directly across the street from the Center, offers 
450 rooms. 
  

• Operating with an annual budget of around $3.0 million, the Omaha Convention and Visitors 
Bureau, in conjunction with MECA, is responsible for selling, marketing and promoting the Center 
along with its surrounding entertainment and hospitality venues. 
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Overland Park Convention Center 
Overland Park, Kansas 
 

  
 

• The Overland Park Convention Center is owned by the City of Overland Park and managed by 
Global Spectrum 
 

• The Center opened in 2002 at a cost of $46.5 million 
 

• The Center incorporates a 58,500-square foot exhibit hall, a 25,000-square foot ballroom and 
over 15,000 square feet of meeting space (divisible into eight separate rooms). 
 

• The full-service Center provides a complete in-house food service operation.  
 

• In 2003 the 412-room Sheraton Overland Park Hotel, was completed.  The hotel is connected to 
the Center and provides an additional 18,000 square feet of ballroom space and 3,700 square 
feet of meeting space. 
 

• The Convention Center hosts approximately 450 events annually, approximately 60 percent of 
which are meetings and seminars. 
 

• In a recent year of operations, revenue for the Center was estimated at $4.76 million, while 
operating expenses totaled $4.40 million.  As a result, the Center ended the year with an 
operating profit of approximately $360,000, or $3.70 per sellable square foot of space. 
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Tulsa Convention Center 
Tulsa, Oklahoma 
 

   
 

• The Tulsa Convention Center opened in 1964 and is owned by the City of Tulsa and operated by 
SMG. 
 

• Since its grand opening, it has hosted more than 25 million people at over 20,000 events. 
  

• The Center is located in downtown Tulsa, just east of Interstate 244 and adjacent to both the 
Bank of Oklahoma Center and the Oklahoma State University Medical Center. 
 

• With over 140,000 square feet of total sellable space, the Center provides 100,000 square feet of 
exhibit space; nearly 28,000 square feet of ballroom space; and 11,000 square feet of meeting 
space, located within 15 individual rooms. 
 

• The Center’s downtown location offers numerous hotel, dining, and entertainment options.  
Seven hotels, with a combined 1,600 guest rooms, are located within a half-mile radius of the 
Center.  The DoubleTree by Hilton, located directly across the street from the Center offers 417 
rooms. 
   

• Operating with an annual budget of around $3.4 million, the Tulsa Convention and Visitors 
Bureau, in conjunction with SMG, is responsible for selling, marketing and promoting the Center 
along with its surrounding entertainment and hospitality venues.  
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Albuquerque Convention Center 
Albuquerque, New Mexico 
 
    
 
 

 
 
 
 

• The Albuquerque Convention Center, located in downtown Albuquerque, was built in 1972. 
 

• It is owned by the city of Albuquerque and operated by SMG, a private facility-management firm. 
 

• The Center has undergone a number of renovations/expansions since its opening, the most 
recent of which is a $20 million renovation that is currently underway and expected to be 
completed in the summer of 2014. 
 

• The Center offers over 240,000 square feet of sellable space, including 165,000 of column-free 
exhibit space; 42,000 square feet of meeting space, within 27 meeting rooms; and 31,000 square 
feet of ballroom space, divisible into three equal sections.  It also houses the 2,300-seat Kiva 
Auditorium. 
 

• The Center sits within close walking distance to over 900 hotel rooms.  The Hyatt Regency, 
located adjacent to the Center, offers 354.  Numerous dining and shopping options are also 
within short walking distance. 
 

• The Center hosts approximately 270 events annually.  
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Birmingham-Jefferson Convention Complex 
Birmingham, Alabama 
 

  
 

• The Birmingham–Jefferson Convention Complex is a sports, convention, and entertainment 
facility built in 1976.  Total cost of the project was approximately $104 million. 
 

• The Complex, located just north of I-29/59 in downtown Birmingham, is owned by the City and 
operated by AEG, a third-party venue operator. 
 

• Within the Complex are over 200,000 square feet of exhibit space; 53,000 square feet of meeting 
space, within 34 meeting rooms; and 15,000 square feet of ballroom space.  The Complex also 
includes a 17,000-seat arena, 3,000-seat concert hall, and 1,000-seat theater. 
  

• The Complex sits within close walking distance to over 1,300 hotel rooms.  The attached 
Sheraton Birmingham offers 757, while the adjacent Westin Birmingham offers 294.  Numerous 
dining and entertainment options are easily accessible, as well. 
  

• The Center hosts approximately 530 events annually, with corporate  groups making up the 
largest portion at around 70 percent. 
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Boise Center on the Grove 
Boise, Idaho  
 
   

 
 
 
 
 

• The Boise Center, located in downtown Boise, opened in 1990 and is owned and operated by the 
City of Boise. 
  

• The Center provides 33,000 square feet of sellable space, including 9,000 square feet of meeting 
space within 8 separate meeting rooms and nearly 25,000 square feet of ballroom space. 
 

• With nine hotels within a half-mile radius, the Center’s downtown location provides easy access 
to 760 hotel guest rooms.  The Grove Hotel, which is located across the street from the Center, 
offers 250 rooms.  Numerous dining and entertainment options are also available, including 
CenturyLink Arena which is attached to the Grove Hotel. 
   

• Operating with an annual budget of around $1.0 million, the Boise Convention and Visitors 
Bureau is responsible for selling, marketing and promoting the Center along with its surrounding 
entertainment and hospitality venues. 
 

• The Center hosts approximately 210 events annually. 
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Duke Energy Center 
Cincinnati, Ohio 
 
     
 

 
 
 
 

• The Duke Energy Center originally opened in 1968 and was renovated in 2006.  It is owned by 
the City of Cincinnati and operated by property management company, Global Spectrum. 
  

• The Center is located in downtown Cincinnati, just north of the Ohio River, within the City’s 
Central Business District.  The Greater Cincinnati Airport is a 20-minute drive southwest on 
interstate 75. 
 

• The Center offers nearly 300,000 square feet of sellable space, including 195,000 of exhibit 
space, 45,000 square feet of meeting space throughout 31 meeting rooms and 57,000 square 
feet of ballroom space. 
 

• The Center’s downtown location provides easy access to numerous hotel, dining and 
entertainment options.  Seven hotels within a half-mile radius of the Center offer a combined 
2,800 rooms.  Of the seven, four offer 450 rooms or more.  The Center is also in close walking 
distance to ProScan Imaging Paul Brown Stadium, home of the Cincinnati Bengals, and Great 
American Ballpark, home to the Cincinnati Reds.  
 

• Operating with an annual budget of around $6.5 million, the Cincinnati Convention and Visitors 
Bureau, in conjunction with Global Spectrum is responsible for selling, marketing and promoting 
the Center along with its surrounding entertainment and hospitality venues. 
 

• The Center hosts approximately 150 events annually. 
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Dayton Convention Center 
Dayton, Ohio 
 
 

   
 
 

• The Dayton Convention Center is owned and operated by the City of Dayton. 
   

• It is located just east of interstate 75 in downtown Dayton, an approximate twenty minute drive 
south of the Dayton International Airport. 
 

• The Center’s 100,000 square feet of sellable space consists of over 68,000 square feet of exhibit 
space; 13,000 of meeting space, located within 15 separate meeting rooms; and 20,000 in 
ballroom space. 
   

• There are two hotels within a half-mile radius of the Center offering a combined 460 guest 
rooms.  The Crowne Plaza Dayton, which sits across the street and is connected via skyway, 
offers 280 rooms. 
   

• Operating with an annual budget of around $1.6 million, the Dayton/Montgomery County 
Convention and Visitors Bureau is responsible for selling, marketing and promoting the Center 
along with its surrounding entertainment and hospitality venues. 
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Iowa Events Center 
Des Moines, Iowa 
 
 

  
 

• The Iowa Events Center is a multi-venue complex owned by the City of Des Moines and operated 
by Global Spectrum, a facility-management firm. 
 

• It is located along the Des Moines river, downtown, just south of interstate 235.  The Des Moines 
International Airport is an approximate 15-minute drive.  
 

• The Center provides nearly 150,000 square feet of contiguous exhibit space, 96,000 of which is 
prime space; over 40,000 square feet of meeting space, located throughout 37 meeting rooms; 
and a 29,000-square-feet of ballroom space.  The 17,500-seat Wells Fargo Arena is located 
across the street from the Center and is connected via skyway. 
 

• The Center sits within close walking distance of eight hotels offering a combined 1,650 rooms.  
The largest, offering 417, is the Des Moines Marriott Downtown, located just a few blocks away. 
 

• Operating with an annual budget of around $4.2 million, the Des Moines Convention and Visitors 
Bureau, in conjunction with Global Spectrum, is responsible for selling, marketing and promoting 
the Center along with its surrounding entertainment and hospitality venues. 
 

• The Center hosts approximately 320 events annually. 
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Knoxville Convention Center 
Knoxville, Tennessee 
 

    
 

• The Knoxville Convention Center opened in 2002 and is owned by the City of Knoxville.  SMG, a 
third-party facility manager, operates the facility. 
 

• It is located in downtown Knoxville, a 20-minute drive from the McGhee Tyson Airport, the 
closest major airport to the Center. 
  

• The Center consists of 167,000 square feet of total sellable space, including 120,000 square feet 
of exhibit space, 20,000 square feet of meeting space within 16 separate meeting rooms and 
27,000 square feet of ballroom space, divisible into six equally-sized spaces. 
   

• There are seven hotels located within close walking distance to the Center.  The Hilton Knoxville, 
the largest, offers 317 of the combined 1,050 rooms offered.   
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Statehouse Convention Center 
Little Rock, Arkansas 
 

  
 

• The Statehouse Convention Center is located in Little Rock, Arkansas, the capital and largest city 
in Arkansas. 
 

• The Center offers approximately 108,100 square feet of total sellable space, including an 82,900-
square foot exhibit hall, an 18,500-square foot ballroom and 6,700 square feet of meeting space 
among seven breakout rooms. 
 

• The Little Rock Marriott, offering 418 sleeping rooms, is attached to the Center. 
 

• There are approximately 11,300 total sleeping rooms available throughout Little Rock, including 
over 1,800 downtown, all of which are within one-half mile of the Center. 
 

• The Little Rock Convention and Visitors Bureau is responsible for marketing the destination and 
the Center, operating on an estimated $4.5 million annual budget. 
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Kentucky International Convention Center 
Louisville, Kentucky 
 

   
 

• The Kentucky International Convention Center opened in 1977 and is owned and operated by the 
City of Louisville. 
    

• It is located just south of the Ohio River in downtown Louisville.  Travel time from the Center to 
the Louisville International Airport is approximately 15 minutes. 
 

• The Center provides nearly 300,000 square feet total sellable space, consisting of 190,000 of 
column-free exhibit space, 70,000 square feet of meeting space located within 50 separate 
meeting rooms and 30,000 square feet of ballroom space, divisible into three equally-sized 
sections. 
 

• The Center’s downtown location offers direct access to numerous hotel, dining, and 
entertainment options.  Twelve hotels located within a half-mile radius of the Center offer a 
combined 3,900 guest rooms.  Both the Hyatt Regency Louisville (394 rooms) and the Louisville 
Marriott Downtown (616 rooms) are located directly adjacent to the Center. 
 

• Operating with an annual budget of around $13.5 million, the Louisville Convention and Visitors 
Bureau is responsible for selling, marketing and promoting the Center along with its surrounding 
entertainment and hospitality venues. 
 

• The Center hosts approximately 180 events annually. 
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Arthur R. Outlaw Mobile Convention Center 
Mobile, Alabama 
 

    
 

• The Arthur R. Outlaw Mobile Convention Center opened in September, 1993.  Total cost of the 
project was $52 million. 
 

• The Center is owned by the City of Mobile and operated by facility management company, SMG. 
 

• The Center provides 100,000 square feet of exhibit space; over 15,000 square feet of ballroom 
space, divisible into two equal spaces; and 26,000 square feet of meeting space, located within 
16 individual rooms.  45,000 square feet of outdoor terrace surrounds the building, some of 
which overlooks the river. 
 

• Located in downtown Mobile, along the west bank of the Mobile River, the Center is within close 
walking distance to nearly 1,500 hotel rooms and numerous dining and entertainment options.  It 
is also accessible from several area airports, including the Mobile Regional Airport, located 17 
miles away.   
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Oregon Convention Center 
Portland, Oregon 
 

    
 

• The Oregon Convention Center opened in 1990 on the east side of the Willamette River. 
 

• The Center is owned by Metro, the Portland area’s regional government, and operated by the 
Metropolitan Exposition and Recreation Commission. 
 

• The Center offers approximately 255,000 square feet of contiguous exhibit space, 52,500 square 
feet of meeting space among 50 breakout rooms, 59,400 square feet of ballroom space, including 
the 34,200-square foot Portland Ballroom, for a total of 366,900 square feet of total sellable 
space. 
 

• There are an estimated 12,800 sleeping rooms throughout the greater Portland area, including 
nearly 6,800 in downtown among 34 properties; however, only 1,500 rooms are within walking 
distance of the OCC. 
 

• Currently, Metro is in the attempting to develop a headquarters hotel for the Center. 
 

• The Center hosts nearly 540 annual events. 
 

• Travel Portland, the marketing organization for the greater-Portland area, operates on an 
estimated $12.5 million annual budget. 
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Raleigh Convention Center 
Raleigh, North Carolina 
 
 
 

   
 
 

• The Raleigh Convention Center opened in September 2008 at a cost of approximately $225 
million to the City of Raleigh and Wake County. 
 

• The Center offers approximately 206,500 square feet of total sellable space, including a 145,800-
square foot exhibit hall, approximately 28,100 square feet of meeting space among 18 breakout 
rooms, and a 32,600-square foot ballroom. 
 

• The Marriott City Center is attached to the Center and offers 400 sleeping rooms. 
 

• There are approximately 15,000 sleeping rooms throughout the greater Raleigh market, 
approximately 1,300 of which are located in downtown, and 955 within one-half mile of the RCC. 
 

• Visit Raleigh, the destination marketing organization for Raleigh, operates with an estimated $3.5 
million annual budget. 
 

• In a recent year of operations, the RCC attracted nearly 280 events, including nearly 50 
conventions, 25 public shows, 50 meetings, 130 banquets and 25 other events, attracting over 
500,000 total attendees. 
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Greater Richmond Convention Center 
Richmond, Virginia 
 
 

    
 
 
 

• The Greater Richmond Convention Center is owned by the City of Richmond and operated by 
facility-management firm, Global Spectrum. 
 

• It is located in downtown Richmond, approximately 10 miles northwest of the Richmond 
International Airport. 
 

• The Center provides over 250,000 square feet of sellable space, including nearly 180,000 of 
column-free exhibit space, nearly 50,000 square feet of meeting space located within 32 meeting 
rooms and 30,000 square feet of ballroom space. 
 

• With nine hotels located within a half-mile radius, the Center’s downtown location provides 
walking access to a combined 2,050 guest rooms.  The Richmond Marriott hotel, located adjacent 
to the Center, offers 410 rooms.   
 

• Operating with an annual budget of around $4.7 million, the Richmond Convention and Visitors 
Bureau, in conjunction with Global Spectrum, is responsible for selling, marketing and promoting 
the Center along with its surrounding entertainment and hospitality venues. 
 

• The Center hosts approximately 380 events annually. 
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Spokane Convention Center 
Spokane, Washington 
 

   
 

• The Spokane Convention Center is owned and operated by the Spokane Public Facilities District. 
 

• The SCC is located along the Spokane River, adjacent to the 100-acre Riverfront Park. 
 

• The SCC offers approximately 156,100 square feet of total sellable space, including an 
approximately 100,200-square foot, elliptically-shaped exhibit hall, 30,000 square feet of meeting 
space among 30 breakout rooms and a 25,900-square foot ballroom. 
 

• There are an estimated 7,100 total sleeping rooms throughout the Spokane market, including 
nearly 2,500 downtown rooms, and nearly 2,200 within walking distance of the SCC. 
 

• The Center attracts approximately 450 events annually. 
 

• Visit Spokane, the destination marketing organization for the greater-Spokane area, operates on 
an estimated $3.4 million annual budget. 
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Seagate Convention Center 
Toledo, Ohio 
 

  
 

• The SeaGate Convention Centre is located in downtown Toledo and opened in 1987. 
 

• The SCC is owned by the City of Toledo and operated by SMG. 
 

• The Center consists of approximately 92,100 square feet of total sellable space, including an 
estimated 75,000-square foot exhibit hall, and 17,100 square feet of meeting space among 20 
breakout rooms. 
 

• There are approximately 7,500 total sleeping rooms throughout the Toledo market, including 641 
in the downtown core, all of which are located within walking distance of the SC. 
 

• The Center attracted approximately 215 total events in 2012. 
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HOTEL SUPPORT OF COMPARABLE CENTERS 
 
 
 
 
 
Century II Performing Arts and Convention Center 
Wichita, Kansas 
 
 

  

– 0 hotels with more than 1,000 rooms.

– 0 hotels with 500 to 999 rooms.

– 4 hotels with 100 to 499 rooms.

1 – Hyatt Regency Wichita (303)
2 – Drury Plaza Hotel Broadview (200)
3 – Fairfield Inn & Suites (131)
4 – Ambassador Hotel (117)

½ Mile

Century II Center

1

2 4

3
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Albuquerque Convention Center 
Albuquerque, New Mexico 
 
 

  

½ Mile Radius

– 0 hotels with more than 1,000 rooms.

– 0 hotels with 500 to 999 rooms.

– 4 hotels with 100 to 499 rooms.

1 – Hyatt Regency Albuquerque (395 rooms)
2 – Doubletree Hotel Albuquerque (295)
3 – The Hotel Blue (140)
4 –Hotel Andaluz (107)

1

2

3
4

Albuquerque
Convention Center
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Birmingham-Jefferson Convention Complex 
Birmingham, Alabama 
 
 

  

½ Mile Radius

– 0 hotels with more than 1,000 rooms.

– 1 hotels with 500 to 999 rooms.

– 3 hotels with 100 to 499 rooms.

1 – Sheraton Birmingham Hotel (757 rooms)
2 – The Westin Birmingham (294)
3 – Tutwiler Hotel Hampton Inn & Suites (149)
4 – The Redmont Hotel (114)2

3
4

1

Birmingham-Jefferson
Convention Complex
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Boise Center on the Grove 
Boise, Idaho  
 
 

  

– 0 hotels with more than 1,000 rooms.

– 0 hotels with 500 to 999 rooms.

– 5 hotels with 100 to 499 rooms.

½ Mile Radius

3

2

Boise Centre
on the Grove

4

1 – The Grove Hotel (250 rooms)
2 – Hampton Inn and Suites Downtown (186)
3 – Hotel 43 (112)
4 – Safari Inn Downtown (103)

1
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Duke Energy Center 
Cincinnati, Ohio 
 
 

  

– 0 hotels with more than 1,000 rooms.

– 2 hotels with 500 to 999 rooms.

– 6 hotels with 100 to 499 rooms.

1 – Millenium Hotel (872 rooms)
2 – Hilton Cincinnati Netherland Hotel (561)
3 – Hyatt Regency Cincinnati (486)
4 – Westin Hotel Cincinnati (456)
5 – Ramada Inn Downtown Cincinnati (180)
6 – 21c Museum Hotel Cincinnati (156)
7 – Garfield Suites Hotel (152)
8 – Cincinnatian Hotel (146)

½ Mile Radius

1
3 4

5
7

8

2
Duke Energy Center

6
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Dayton Convention Center 
Dayton, Ohio 
 
 

  

– 0 hotels with more than 1,000 rooms.

– 0 hotels with 500 to 999 rooms.

– 2 hotels with 100 to 499 rooms.

1 – Crown Plaza Dayton (279)
2 – Dayton Grand Hotel Downtown (184)

½ Mile Radius

Dayton Convention Center

1

2
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Iowa Events Center 
Des Moines, Iowa 
 
 

 
  

– 2 hotels with more than 1,000 rooms.

– 2 hotels with 500 to 999 rooms.

– 13 hotels with 100 to 499 rooms.

1 – Des Moines Marriott Downtown (417 rooms)
2 – Holiday Inn Downtown (251)
3 – Hotel Fort Des Moines (235)
4 – Embassy Suites on the River (234)
5 – Renaissance Savery Hotel (218)
6 – Quality Inn and Suites Event Center (155)

5

6

1

2

3

4

½ Mile Radius

Iowa Events
Center
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Kansas City Convention & Entertainment Centers 
Kansas City, Missouri 
 
 

  

– 0 hotels with more than 1,000 rooms.

– 1 hotel with 500 to 999 rooms.

– 4 hotels with 100 to 499 rooms.

Kansas City
Convention Center

1

2

3

4

5

1 – Marriott Kansas City Downtown (983 rooms)
2 – Crowne Plaza Kansas City Downtown (388)
3 – Hotel Phillips (217)
4 – Hilton President Hotel (213)
5 – Aladdin Holiday Inn (193)

½ Mile Radius
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Knoxville Convention Center 
Knoxville, Tennessee 
 
 

  

– 0 hotels with more than 1,000 rooms.

– 0 hotels with 500 to 999 rooms.

– 4 hotels with 100 to 499 rooms.

1 – Hilton Knoxville (317 rooms)
2 – Holiday Inn – Downtown (293)
3 – Crowne Plaza (197)
4 – Four Points by Sheraton (130)

½ Mile Radius

Knoxville
Convention Center

2

3

4

1
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Statehouse Convention Center 
Little Rock, Arkansas 
 
 

  

½ Mile Radius

Statehouse
Convention Center

– 0 hotels with more than 1,000 rooms.

– 0 hotels with 500 to 999 rooms.

– 9 hotels with 100 to 499 rooms.

1 – Peabody Little Rock (418 rooms)
2 – Doubletree Hotel Little Rock (288)
3 – La Quinta Inn & Suites Downtown (261)
4 – Wyndham Riverfront (220)
5 – Holiday Inn Presidential Conf. Ctr. (150)
6 – Capital Hotel (126)
7 – Courtyard by Marriott Downtown (120)
8 – Hampton Inn and Suites Downtown (119)
9 – Residence Inn (107)

7
1

2

5

6

8

3

4

9
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Kentucky International Convention Center 
Louisville, Kentucky 
 
 

  

– 1 hotel with more than 1,000 rooms.

– 1 hotel with 500 to 999 rooms.

– 8 hotels with 100 to 499 rooms.

1 – The Galt House Hotel (1,295 rooms)
2 – Louisville Marriott Downtown (616)
3 – Hyatt Regency Louisville (394)
4 – Seelbach Hilton Hotel (321)
5 – The Brown Hotel (293)
6 – Springhill Suites Downtown (198)
7 – Hampton Inn Louisville Downtown (173)
8 – Courtyard by Marriott (140)
9 – Residence Inn by Marriott Downtown (140)
10 – Fairfield Inn and Suites Downtown (115)

½ Mile Radius

3

4

5

2
7

8

Kentucky International
Convention Center

1

6
10

9
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Arthur R. Outlaw Mobile Convention Center 
Mobile, Alabama 
 
 

  

½ Mile Radius

– 0 hotels with more than 1,000 rooms.

– 0 hotels with 500 to 999 rooms.

– 6 hotels with 100 to 499 rooms.

1 – Renaissance Riverview Plaza (375 rooms)
2 – Battle House, A Renaissance Hotel (238)
3 – Holiday Inn Downtown (209)
4 – Radisson Admiral Semmes (170)
5 – Hampton Inn and Suites (150)
6 – Ramada Inn – Civic Center (131)

Arthur R. Outlaw Mobile
Convention Center

5

6

1
2

3
4
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Cox Business Services Convention Center 
Oklahoma City, Oklahoma 
 
 

  

½ Mile Radius

– 0 hotels with more than 1,000 rooms.

– 0 hotels with 500 to 999 rooms.

– 7 hotels with 100 to 499 rooms.

1 – Sheraton Oklahoma City (395 rooms)
2 – Renaissance OKC Convention center (311)
3 – Skirvin Hilton Oklahoma City (225)
4 – Courtyard by Marriott Downtown (225)
5 – Hampton Inn Bricktown (200)
6 – Residence Inn Downtown (151)
7 – Colcord Hotel (108)

Cox Business Services
Convention Center

5

6

1 2

3

4

7
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CenturyLink Center Omaha 
Omaha, Nebraska 
 
 

  

– 0 hotels with more than 1,000 rooms.

– 0 hotels with 500 to 999 rooms.

– 10 hotels with 100 to 499 rooms.

1 – Hilton Omaha (450 rooms)
2 – DoubleTree Hotel Downtown (414)
3 – Embassy Suites Downtown (249)
4 – Courtyard by Marriott Downtown (181)
5 – Hilton Garden Inn Downtown (176)
6 – Hyatt Place Downtown Omaha (159)
7 – Residence  Inn by Marriott Downtown (152) 
8 – Hampton Inn and Suites Downtown (139)
9 – Homewood Suites by Hilton Downtown (123)
10 – Holiday Inn Downtown (114)
11 – Fairfield Inn and Suites Downtown (113)

½ Mile Radius

3

Century Link
Center Omaha

42

1

5

9
8

10

11

7

6
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Oregon Convention Center 
Portland, Oregon 
 
 

  

– 0 hotels with more than 1,000 rooms.

– 0 hotels with 500 to 999 rooms.

– 5 hotels with 100 to 499 rooms.

1 – DoubleTree Hotel Portland (477 rooms)
2 – Crowne Plaza Portland Downtown (241)
3 – Courtyard Portland Downtown (186)
4 – Red Lion Portland Conv Ctr (173)
5 – Residence Inn Portland Downtown (168)

½ Mile Radius

3
2

Oregon
Convention Center

514
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Raleigh Convention Center 
Raleigh, North Carolina 
 
 

  

– 0 hotels with more than 1,000 rooms.

– 0 hotels with 500 to 999 rooms.

– 3 hotels with 100 to 499 rooms.

1 – Raleigh Marriott City Center (400 rooms)
2 – Sheraton Raleigh Hotel (353)
3 – Clarion Hotel State Capital (202)

½ Mile Radius

3

2

Raleigh
Convention Center

1
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Greater Richmond Convention Center 
Richmond, Virginia 
 
 

  

– 0 hotels with more than 1,000 rooms.

– 0 hotels with 500 to 999 rooms.

– 7 hotels with 100 to 499 rooms.

1 – Richmond Marriott Hotel (410 rooms)
2 – Omni Richmond Hotel (361)
3 – Crowne Plaza Richmond Downtown (298)
4 – Jefferson Hotel (260)
5 – Hilton Garden Inn Richmond Downtown (250)
6 – DoubleTree Richmond Downtown (230)
7 – Holiday Inn Express Richmond Downtown (298)

½ Mile Radius

3

2

Greater Richmond
Convention Center

1

4

5

6

7
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Spokane Convention Center 
Spokane, Washington 
 
 

  

½ Mile Radius – 0 hotels with more than 1,000 rooms.

– 0 hotels with 500 to 999 rooms.

– 7 hotels with 100 to 499 rooms.

1 – The Davenport Hotel (405 rooms)
2 – Red Lion Hotel at the Park (400)
3 – DoubleTree Hotel City Center (375)
4 – Red Lion River Inn (245)
5 – Courtyard by Marriott Downtown (149)
6 – Oxford Suites - Downtown (125)
7 – Holiday Inn Express Downtown (119)1

2

3 Spokane 
Convention 

Center

4

5

6
7
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Seagate Convention Center 
Toledo, Ohio 
 
 

  

½ Mile Radius

– 0 hotels with more than 1,000 rooms.

– 0 hotels with 500 to 999 rooms.

– 2 hotels with 100 to 499 rooms.

1 – Park Inn by Radisson (400)
2 – Best Western Premier - Grand Plaza Hotel

and Convention Center (241)

1

2

SeaGate
Convention Centre
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Tulsa Convention Center 
Tulsa, Oklahoma 
 
 
 
 

 
 

 

½ Mile Radius

– 0 hotels with more than 1,000 rooms.

– 0 hotels with 500 to 999 rooms.

– 7 hotels with 100 to 499 rooms.

1 – Hyatt Regency Tulsa (455) 
2 – Doubletree Hotel Tulsa Downtown (417)
3 – Holiday Inn City Center (220)
4 – Aloft Tulsa Downtown (180)
5 – Courtyard by Marriott  (119)
6 – Fairfield Inn & Suites Downtown (104)
7 – The Mayo Hotel (102)

1

2

3
Tulsa

Convention Center

5

7

4

6


