






 
 
 

Sidewalk Grinding 
 
At the August 27th meeting, the advisory board approved a project with the city to significantly 
reduce the number of trips and falls to the downtown area. The vendor, American Grinding 
Company, successfully completed 5270.75 linear feet of grinding throughout the district. Original 
expectations were for only 5000 linear feet and capture Park Avenue only.  
 
At this time, the city is evaluating the proposal and determining financial commitments to this 
project for the next fiscal year. 
 

 
alternatives | other considerations 

 
N/A 
 

fiscal impact 
 

N/A 

 
 

 

 



Winter Park 2015

Work in Downtown Winter Park, FL in 2015. Assigned to Juan 
and then Charlie
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Survey Results 
 
Survey Methodology 
The survey1 was administered by employees of Magic Ice over the season from November 20th 
through January 10th. We also received additional survey data from Groupon and Square.  We 
received 9 survey response from Magic Ice and over 100 responses from our other sources.  
The respondents, to the survey administered by Magic Ice, were heads of households for 
visiting participants with an implied household size of approximately 4 persons.2  
 
Key Findings 

• 45% of respondents were new to the Winter in the Park season this year, indicating a 
continued growth in awareness. 

• 45% of all respondents came from Winter Park or Maitland zip codes. 
• 100% of respondents were Delighted or Satisfied with the season. 
• 67% found pricing of the event to be reasonable. 
• 100% were Delighted or Satisfied with Magic Ice staff. 

 
Economic Impact 
Most of visitors to Winter in the Park planned to shop or dine after skating.  This creates a 
topline estimate of nearly $400,000 in direct planned purchases based on 2013 data. This 
provides proof that downtown Winter Park is a perfect fit for the Winter in the Park season. 
With a total event attendance of approximately 30,000 (skaters and spectators) this implies 
that Winter in the Park adds nearly 500 shoppers each day in the downtown during the season.  
This equates to a direct economic impact for local businesses.  
 
Visitor Experience 
The visitor response to quality of Winter in the Park is still overwhelmingly favorable. 100% 
rated their feelings of the 2015 season as Satisfied or Delighted. 67% felt the ticket pricing was 
reasonable, and 100% were Satisfied or Delighted with the staff.   
 
 
Marketing & Special Events 
This year the season was heavily promoted through partnerships with radio and TV as well as 
print media. The CRA spent $18,558.63 in marketing and building awareness for the season. 
With nearly half of attendees being new to the season, this seems to have been effective in 

                                                           
1 See Attached Appendix B – Winter in the Park Survey 
2 Based on the number of people stated to be in the party of the survey respondent. 
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drawing new people. Additionally the rink collected hundreds of buck slips ($1 off coupons) 
from paying skaters which highlight efforts to distribute coupons through local grocery stores, 
outlets, civic facilities, and local businesses and $2 off coupons from Orlando Sentinel ads. The 
data gathered from this year’s marketing efforts will further allow refinement in how dollars 
can be best expended for subsequent seasons.   
 

Summary & Recommendations 
Winter in the Park is continuing to grow as a staple in the Winter Park community during the 
holidays. Word of mouth suggests most expect the ice rink annually and plan family activities 
around coming to the rink. 
 
Conversations with major sponsors have been very favorable and indicate room to grow in 
future years. The success of continued support by the Winter Park Wealth Group, Winter Park 
Memorial Hospital, Winter Park Hospital for Children, the Winter Park Chamber of Commerce, 
and the Parke House Academy enabled the event to maintain sponsor revenues.   
 
For future consideration staff suggests the following: 
 
Evaluation of sponsorship packages. It has been a few years since staff significantly updated its 
sponsorship packages. Staff is currently working on additional ways to promote our sponsors 
through several media forums.   
Partnerships. There is a finite pool of potential sponsors in the Winter Park area. By working 
with event staffing firms around the region, new sponsors may emerge that will continue the 
fiscal solvency of the rink.  
General Admission. A survey of ice rinks around the Central Florida area and responses from 
the survey suggest consumers are ok with a slight price increase. Staff suggests evaluating $1-
$2 increase. 
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Appendix A –Graphs 
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Appendix B – Winter in the Park Survey 
 

We’d like your opinion 
PLEASE RETURN COMPLETED SURVEY TO THE TICKET BOOTH FOR YOUR COMPLIMENTARY 

TICKET. GOOD AT YOUR NEXT VISIT TO WINTER IN THE PARK! 
 

1. WHAT IS YOUR ZIP CODE? ____________________________ 

2. DID YOU ATTEND THIS EVENT LAST YEAR?  □YES  □NO 

3. How do you feel about your visit?  
□ Delighted   
□ Satisfied 
□ Neutral 
□ Disappointed 

4. Did you feel the ticket price 
was: 
□ Too low 
□ Reasonable 
□ Too high 

5. How would you rate the event 
staff? 
□ Delighted   
□ Satisfied 
□ Neutral 
□ Disappointed 

 
6. HOW DID YOU HEAR ABOUT THIS EVENT? (SELECT ALL THAT APPLY) 

Newspapers: 
□ Winter Park/Maitland 

Observer 
□ Orlando Sentinel 
□ Park Press 
□ Orwin Manor Newsletter 
□ Sweetwater Newsletter 
□ Baldwin Park Living 
□ Community Paper (College 

Park) 
□ Other 

____________________ 

 Newsletters & Online: 
□ Winter Park Home 
□ Winter Park Lifestyle 
□ Facebook 
□ Twitter 
□ City’s Website 
□ Other 

____________________ 

Other: 
□ TV 
□ Radio 
□ Drive By 
□ Friends/Family 
□ Bus Benches/Banners 
□ Utility Bill 
□ Press Releases 
□ Other 

____________________ 

 
7. HOW MANY PEOPLE WERE IN YOUR PARTY? ____________________ 
 
8. HOW MANY PEOPLE WITHIN YOUR PARTY WERE SKATERS? ____________________ 
 
9.  DO YOU PLAN TO SHOP AND/OR DINE IN WINTER PARK TODAY?  
_____________________________ 
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10. WHAT OTHER ACTIVITIES WOULD YOU LIKE TO SEE HAPPENING AT THIS EVENT? 

_____________________________________________________________________________________ 

ADDITIONAL COMMENTS  
  




