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CAPITAL DEVELOPMENT COMMITTEE
State Capitol Building, Room 029
Denver, Colorado 80203-1784
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Attachment B

August 25, 2010

Representative Terrance Carroll, Chair
Executive Commuttee of the Legislative Council
200 East Colfax #029

Denver, Colorado 80203

Dear Representative Carroll and Members of the Executive Committee of the Legislative Council:

On August 2, 2010, the Capital Development Committee (CDC) considered a recommendation
from the Capitol Building Advisory Committee (advisory committee) concerning fund-raising for repairs
to the State Capitol dome. The fund-raising proposal was prepared by Colorado Preservation, Inc. (CPI).

House Bill 10-1402 authorizes the CDC to oversee and approve a broad-based, grassroots
fund-raising effort for the purpose of repairing the State Capitol dome. The bill directs the CDC to
provide periodic reports, as needed, to the Executive Committee of the Legislative Council about the
types and status of fund-raising efforts under constderation for approval. The CDC approved the
Sfund-raising proposal recommended by the advisory committee and prepared by CPL Furthermore, the
CDC directedthe Office of Legislative Legal Services to prepare a contract formalizing the fund-raising
agreement between the state and CPI. The CDC will consider this contract at its September 8, 2010,
meeting. After the contract is approved by the CDC, it will be presented to Speaker Carroll and
President Shaffer for their signatures.

A memorandum, prepared by Legislative Council Staff, outlining the fund-raising proposal is
appended as Attachment A. The fund-raising proposal, as approved by the CDC, 1s appended as
Attachment B.
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If you have any questions or concerns about the CDC's recommendations, please call
Kon Donaldsen, Legislative Council Staff, at 303-866-4976.

Sincerely,

Bote [parcr—

Senator Bob Bacon
Chair, Capital Development Committee

c:  Capital Development Committee Members
Executive Committee of the Legislative Council Committee Members
Debbie Haskins, Office of Legislative Legal Services
Jennifer Thomsen, Legislative Council Staff
Kori Donaldson, Legislative Council Staff
CDC File

SALCS\CDC\LETTERS\FY2011Letters\ExecutiveCommittee_10.08.27.wpd
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MEMORANDUM
g:Pw‘sucm[ o section 24-72-202(6.5)(b), research memoranda and other Jinal products of
i Legislative Council Staff research that are not related 0 proposed or pending legislation are’
i considered public records and are subject to public inspection. If you think additional research
is required and this memorandum is not a final product. please call the Legislative Council
i Librarian at (303) 866-4011 by September 1, 2010, :

August 25,2010
TO: Members of the Executive Committee of the Legislative Council
FROM: Kort Donaldson, Research Associate. (303) 866-4976

SUBJECT: Fund-Raising Plan for Renovation of State Capitol Dome

This memorandum provides background about the State Capitol dome renovation
project, outlines the legistation authorizing fund-raising and the transfer of funds for the
project, and summarizes the fund-raising plan  submitted by Colorade
Preservation, Inc. (CPI) to the Capital Development Committee (CDC) for consideration
and approval at the August 2, 2010, CDC meeting. This memorandum is intended to
supplement the CDC report to the Executive Committee of the Legislative Council
(executive committee) about the types and status of fund-raising efforts under consideration
for approval. Additional reports will be provided, as needed. in order to keep the executive
committee advised.

Project Background

The Department of Personnel and Administration has submitted a capital
construction request in each of the last three fiscal years to make repairs to the State Capitol
dome enclosure. In 2006. a section of cast iron gave way and fell onto an exterior
observation deck. A temporary net with a recommended life span of two years was
installed to preserve the existing facade. The temporary fix was funded from the Controlled
Maintenance Fmergency Fund.  For safety reasons, the Office of the State Architect
employs an outside consultant to conduct quarterly reviews of the continuing deterioration
of the dome enclosure.

The dome renovation project will replace cast iron fixtures. windows, gutters, and
steel anchors. The project will also repair the dome ribbing and all associated walls,
flooring. and other surfaces impacted by scaffolding that is installed for the project. The




mast recent cost estimates for the project are based on extensive visual analysis and past
experience by structural consultants; however unknown conditions may exist behind the
cast iron pieces.  As most recently requested, the repairs are expected to cost about
$11.6 million. The CDC is scheduled to consider an emergency supplemental request for
cash funds spending authority for the project at its September 8. 2010, meetmg,

Authorizing Legislation

Although the State Capitol dome renovation project was originally requested from
state funds, the lack of available funds due, in partt, to the economic recession led to the
consideration of alternative methods of funding.

Consideration of alternative funding. 1n Jly 2009, the CDC considered and
approved a proposal from the Capitol Building Advisory Commitiec (advisory commitiec)
to submit an application to the 2010 Most Endangered Places list on behalf of the State
Capitol dome. The advisory committee also received approval to work cooperatively with
CPL a private, nonprofit statewide historic preservation organization, to develop a
fund-raising campaign for the project. Subsequent to this meeting, CPl received a donation
from AngloGold/Ashanti North America that it used to hirc Creative Strategies Group, a
Denver-bascd marketing consultant, to assist in the development of a tund-raising
campaign. The State Capitol dome was named to the 2010 Most Endangered Places list on
February 4, 2010. Later in February, the CDC considered a preliminary project funding
strategy from CPI, whichincluded a cause marketing campaign. The CDC then determined
to sponsor a btll to authorize the proposed fund-raising campaign.

Legislation authorizing fund-raising and funding for the State Capitol dome
restoration project. During the 2010 session, the General Assembly considered two bills
that made provisions for repairs to the State Capitol dome. House Bill 10-1402, a
CDC-sponsored bili, authorized a nonprofit statewide historic preservation organization to
raise money for crucial dome repairs using cause marketing, a children's campaign, a public
campaign, gifts, and/or grants. House Bill 10-1402 created the Capitol Dome Restoration
Trust Fund and outlined the process by which moneys raised by the nonprofit organization
will be credited to the newly created fund. Senate Bill 10-192 directed the transfer of
moneys from the State Historical Fund to the Capitol Dome Restoration Fund for repatrs
to the State Capitol dome. The bill will transfer up to $12.0 million from the State
Historical Fund to the newly created Capitol Dome Restoration Fund over the course of
three fiscal years beginning in FY 2010-11, or $4.0 million annually. The nmoneys
transferred in 'Y 2011-12 and FY 2012-13 are to be reduced by the amount donated by the
nonprofit organization and/or the amount granted for the dome repair project by the
Cotorado Historical Society:,




Fund-Raising Proposal

Pursuant to House Bill 10-1402, the CDC selected CPI to conduct a fund-raising
campaign for the State Capitol dome restoration project. The CDC considered and
approved a tund-raising proposal at its August 2, 2010, meeting. CPI proposes to raise
$8 million for the dome restoration project between September 2010 and June 2012, The
project is estimated to cost $12 million, with the first $4 million payable from the State
Historical Fund. CPTwill make a donation of money raised through its fund-raising efforts
annually on June 1 to the Capitol Dome Restoration Trust Fund for the duration of the
fund-raising campaign.

The fund-raising campaign is Jimited to two years beginning in July 2010, and is
planned in two discrete stages. The first stage of the fund-raising effort includes a public
awareness campaign and a corporate partners' campaign. This stage of the campaign will
span the entire fund-raising period and is intended to raise $4 million in the first year and
$3.6 million in the second year. The corporate partners' campaign will take the form of
cause marketing. Cause marketing is a commercial marketing partnership between a
business and a nonprofit that creates opportunities for the nonprofit to market a product or
service linked to a social cause or issue to companies, corporations, and trade associations.
The second stage of the fund-raising campaign will incorporate two gift campaigns: a
children’s campaign and public gift campaign. This stage of the campaign will span the
second year of the fund-raising period and is intended to raise $0.4 million. The fund-
raising propesal components are outlined below,

Public awareness campaign. The public awareness campaign is intended to raise
awareness and support for the project and has been underway since CPI received initial
CDC approval to raise funds. This campaign includes the selection of a campaign logo and
trademark. CPI selected "Share in the Care Colorado” as its fund-raising logo. A copy of
the logo and trademark can be viewed in the full fund-raising proposal.

Corporate partners’ campaign. CPl has selected a cause marketing approach as
its main method of fund-raising. According to CPL, this choice was made, in part, so as not
to compete with the capital campaign currently underway to help fund-raise for the new
state history museum. CPl's corporate partners’ campaign offers six levels of corporate
partnership, ranging from the corporate partner level ($10,000 investment) to the presenting
partner level ($1.0 million investment). Based on the level of involvement, the typical
sponsorship benefits will include:

«  licensing rights to the "Share in the Care Colorade" trademark:

+  exclusive presentation rights to a "Share in the Care Colorado™ campaign
element such as the children's campaign, product tie-in, or special event;

+  brand and name recognition statewide:
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+  brand and name recognition at the project site and at various events and press
activities during the project;

. Internet and social media recognition and promotions;

*  hospitality and himtted-edition merchandise rights for client and staff
entertainment; and

+  opportunities for business-to-business networking,

CPI created a sponsorship policy as part of its fund-raising proposal in order to
establish basic criteria for sponsorship activities, including the use of the "Share in the Care
Colorado™” trademark. The sponsorship policy prohibits specific business categories such
as tobacco products, lists inappropriate sponsorship marketing approaches and/or actions
such as those that promote hostility or violence, and limits sponsors from creating an
impression that the state is sanctioning or promoting any particular product or business.
The tull sponsorship policy is included in the fund-ratsing proposal. CPI has indicated that
it will report to the CDC and the advisory committee each time it has signed a new project
sponsor.  Additionally, in order to approve cause marketing proposals from various
sponsors, the advisory comumnittee recommended to the CDC that it form a task force to
approve the tastefulness and appropriateness ot such proposals. The CDC approved the
development of a task force and will determing its parameters at its September 8, 2010.
mecting.

In order to recognize major project sponsors, CPI proposes to place signage in
Lincoln Park. A sample sign is included in the fund-raising proposal. The CDDC and the
advisory committee will consider exact sign placement at a later date. No corporate
rccognition will be made on any portion of the dome, the dome scaffolding, and/or scrim.

CPI will earn an administrative fee of 15 percent of the gross revenue gencrated by
the corporate partners’ campaign. CPI will not earn an administrative fee for any other
component of the fund-raising campaign.

Children’s campaign and public gift campaign. The gift campaigns will engage
and involve school children and promote donations from the public at large. Neither gift
campaign has been developed yet. CPI plans to develop, conduct, and pay for the two gift
campaigns from at least 7 percent of the total proceeds of the administrative fee earned
from the corporate partners' campaign conducted in the first year of fund-raising. The
scope of the gift campaigns will be determined by the revenue generated in the first year
ot fund-raising. CPI will request approval from the CDC for the gift campaigns in
May 2011.
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Overview and Timeline

In response to the events outlined in the tmctable provided below, Colorade Preservation, Inc.
{CPI) agrees to conduct a cause-related marketing campalgn to raise $8 million to be distributed to
the State tor the exclusive purpose of restoring the Colorado Statehouse Capitol Dome as

authorized by 5B-10-192 and HB-10-1402.
The 3 segments of funding are defined as follows to help clanty discussion:

A Part I = 34,000,000 denved from the State Historical Fund, July 2010

B. Part 2 = §4000,000 Share in the Care Colorado’s funding goal for September 2010 10 June
30, 2011

C. Pare 3 = §4,000,000 Share in the Care Colorado’s funding goal for Julv 1, 2011 to June 30,
2012.

Share in the Care Colorado, Colorado Preservation, Inc’s hwo year, statewide campralgn (ithe

Campaign) has fout separate components:

Public Awareness Campaign,
Corporate Partners’” Campaign,
Chitdren’s Campaign and
Public Gifr Campaign.

oo =

In Part Two (Seprember 1, 2010 to fune 30, 2011), Colorado Preservation, Inc. will continue the
Public Awareness Campaign {which has been underway since receiving inimal CDC approval 1n
2009), and will initiate the Corporate Partners Campaign (the marketing campaigns).

Colorado Preservadon, Inc. will earn an administrative fee of 15% of the gross revenue generated by

the marketng campaigns. From the administrative fee revenue earned by Colorado Preservation,
Inc.,, CPLwill develop, conduct and pay for the expenses of the proposed Children’s Campaign

and the Public Gift Campaign (¢ gifl compaigns). CPIwill not earn an administrative lee for the gift

campatgn portions of the Campaign.

In Part Three (July 1, 2011 to campaign termination on July 1, 2012), Colorado Preservation, Inc.
will initiare the proposed Children’s Campaign and the Public Gift Campaign. The cost to
Colorado Preservation, Inc. of the gift campaigns will not be less than 7% of CPI'y 2ross
administrative fec. The revenue generated by the marketng campaigns in Part Two will determined
the scope of the gift campaigns; e.g. 1f we raise $4 million during Part Two, we will be able to
launch the gift campaigns based on a “not less than budger” of $42,000. In tus regard, a propasal
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outhning the scope and detads of the gift campaigns will be presented wo CBAC/CDC for approval

on or before May 1, 2011,

Reportung

As required by Flouse Bill 10-1402, Colorado Preservaton, Inc. “whall submit guaricrly reports ta the
Capital Developrent Committee and the Department of Personnel on the stutns of the fund-ratsing efforts and the
amosnt of moneys raised, inclading any interest earned on the mioneys and the amonnt and fype of in-kind pifts and
donations.” House Bill 10-1402, Section 1 (6)(a)(I}. The first such report will be delivered at the end of
the 2010 calendar fiscal year fourth quarter; Le. by December 30, 2010,

Colorado Preservaton, Inc. will request that it be included on the agenda of cach CBAC meceting
beginning in Septernber 2010 so that it may report on 1aterdm progress for the Campaign. In
addigenal Colorado Preservation, Inc. will gladly be available to report to CBAC, CDC, the office of
the State Architecr, the Department of Personnel upon reasonable request, and/or any such sub-

committee as might be created by these entibes.

Transfer of Funds

As required by House Bill 10-1402, Section 1 (6)(a)(11I),Colorado Preservation, Inc. has already
coordinated a plan for the transfer of funds 1t raised with the Department of Personnel. By mural
agreement, CPI shall transter all funds and interest raised by any poruon of the Campaign to the
State on June 1, 2011 and June 1, 2012

Campaien Percentage Goals

In order to reduce or echminate the need o for addinonal rransfers of monies from the statewide
grant program of the SHF, 1t 13 the goal of Colorado Preservation, Inc. to raise 100% of the second
$+ muthon required for the capitol dome restoration via the marketing campaigns prior to June 1,
2011,

In Part Three, Colorado Preservation, Ine’s goal will be 1o raise 90% ot the final $4 miilion {or $3.6
million) via the marketing campaigns. The goal for the gift campaigns, therefore, has been set at
$400,000, or five percent of the $8 mullion target.

As required by HB 10-1402, the Campaign must terminate on July T, 2012, A final gansler of any
additional revenue generated by the components of the campaign will be made to the Department
ot Personal on Juiy 2, 2012, to be credit to the Capitol Dome Restoratdon Trust Fund as required by

law.

rrequently Asked Questions

Q1. HB-10-1402 contains hrtle informaton about legislative oversight for the
Campaign beyond reporung and rthe transfer of funds. What role, if any, does the CBAC foresee

itself playing on an on-going basis?

A This 35 a guestion that the committee will need to answer. CPL wifl be happy to comply with any system
thal is proposed by the commrittee that does nof canse excessive delay for o sponsor fo support the (?(J/fi/)fﬁgfr.

t2
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Q2 If a wvisitor o the Capitol expresses interest in making a donadon, should the wour guides refer
the visitor to CPI?

A it is permissible the Capitol shoudd be cquipped with "donation boxes" far anonymons individnal gifks
of cash and checks. Ul donations nist be credized by the Treasurer to the Capitol Dowme Reitoration Trust

Find.
(3. Wil CPI be prepared to accept individual donations?
A Yes, CPL bas been equepped since last A ugist 1o accept on-line and by-miail contributions which are

deposited into the restricted Dome Aeconnt curvently held by Colorade Business Bank. This is done via the
CPI website, and upon approval of the plan, an andependent Share in the Care Colorado webiite wilf be

lannched. CPI acknowledges alf donations in writing and meaintains a database of donory sa that they may be

appropriately recogrized. As a 307(c)(3) non-profit organization, all financial information of the
arganization is publically available and is annnally independently andited by an aceonnting firm.

(4. Whar is the rauonale for walting unti the second year of the Campalgn to inigate the public gift
campaign?

A CPE peeds to raise sufficient revenne fo design, obtain approval from CDC and launch the proposed Cifl
Campazgn elenients of the. This revenne will be derived from the Corporate Camparen. The public gijt
canipargns will be ek more successful when CPI can annoznce that significant pragress bay boen wade with
the Corporate Camipaign. We are a small organization with limited capacity. We bave io reserve our
resonrces and wse thens where they will have the greatest impact during the limited amonnt of fme we beve
eci granied fo raise the reguired §4 nerlfion die by Jane 2007, and the final 8 mitlion by June 2072

Please also nofe that the act says (Section 1, 2-3-1304.3 (b)] that the CDC is awthorized ta .. "approve a
broad-based grassroots find-raising effort that incindes canse-refated markeling and may include outreach
canipeaigns fo Colorado school children and to the prbiic..." W hile we cerlainly want conduct the prbiic gift
poriions of the Campaign they will be scaled fo match the amonnt of funding available lo arapierment them.

Q5. What 1s Creative Strategies Group's role, if any, in the fund-raising? Who will be approaching
potenual corporate partners to seek support?

A Creative Strategies Group is the marfketing consultan! retained and compensated by CPI to develap and
assist in the wmiplepmentation of the Campaign. James Hare, CPI staff and board, and members of the Share
in the Care Colorado Canipaign Comprtice, will close sponsorships with corporate partners. CPI will
determine who is best equipped close a sponsorship.

Q6. Are all expenses of the Campaign paid from CPI's 15 percent administrative fec?
AL Yes
(7. Have expenses related ro Creative Strategies Group's services and the development of the

corporate sponsorship and public awareness campaign been paid from the $50,000 gift from
AngloGold/ Ashant North America?

-
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A Yes AngleGold/ Ashanti North Anerica feels very stranely in their corporate commiitment lo this
impartant life-safety issue af the Capitol. Their S30K gift was made to CPI specafically to enable CPI o
refain the services of a markefing expert. To-date CPI has expended approximately 20% af the wift.

Q8. How 1s the admunsstratuve fee pad? Is 1t withheld trom the amounts transferred to the state on
June 1, 2011, and June 1, 20127

AL Yes.

(29, The Corporate Partnership Opportenities document lists as a typical sponsorship benetic
"hospitality and hmired-echuon merchandise nights for client and stalf entertainment and the
opportunity for business-te-business networking.” What does this entail?

A This is infentionally broadly stated. Euach sponsoring corporation will want to incorporate the approved
basic elements of the Campaign inty their specific marketing and public relations efforts, and utifize them o
maximige their benefir fo their corporate goals. A5 a hypothetical excample, Corporatian . mipht hoid a
benefif golf towrnament ta belp publicice its support of the canpaign at which golf balls imprinted with the
Share in the Care Colorado trademark might be provided, 1t no fipe is il anticipated that a sponser
will be creating campaion merchandise for sale to the public nsing the campaien loge, and any such effort

wouid have te be approved by the CBACH CDC.

Q0. A corporate parmer receives licensing rights to the Share inn the Care Coloradologo and
"Proud Sponsor” meniker statewide. Will the corporate partner use the togo and moniker only on
advertsements that are spectfically designed for the Share ia the Care program?

A Neo While i1 s concervable and bighly desirable that a corporate partner pighi weant lp creaie a specific
ad promoting ils affiliation with the Campaion, partners will most likely nse sponsorships of the Campaion
a5 an added elerrent in their exesting adyertising and promotianal prograns by including the loge aund
mpniker in e, Frach sponsor shonid be expecied fo handie their affilintion with the campaion in unigne

and creative wes.

Q11.Who will design the adverusements — Colorado Preservation Inc., Creative Strategics Group,

the corporate partoer?

A The corporate pariner is solely responsible Jor designing its own adpertisements. CPI/ CSCG will bave no
involvemient in advertising/ promotion design Jor sponsors beyond adiising thens about the spectfics of the

approved Capitol Dome Sponsorshipy Policy.

Q12 The document states that the logo and moeniker may not be used as a commercial endorsement
without "express written permussion.” Who does the committee believe should grant this permission

e the CDC, the commutiee, CPI2

A CPLwill report to the CBACS CDC, or a suboommittee thereaf, each finwe a sponsor has been signed #p

Jor the campaign and has made s sponsership pledge. W'e ruggest that af this point approval of the sponsor
by CBACY CDC, or a subommitice thereaf, shanld indicate that "excpress written permission” has been

granted iy the sponsor.

Q13 What s meant by the language promising opportunitics to interact with government leaders?

4
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AL dnteraction i defined as attending Campagn evenis to which povernment leaders have also been invited,
We stncerely bope that both sponsors and government leaders wiil want to attend such events. Oppartunities v
lobizy government leaders are not and will never be promiused to sponsors of the Campaign.

Q13 Pocs the commitree wish 1o consider including a requirement for final review and approval of
adverusements by a member of the committee, the CIC, or the Executive Committee of the

Legislatve Council?

A. Please note that there conld easily be hyndreds of advertiserments and pieces of marketing collateral
associated with the Campagn. It woald be very burdensome Jor a carymrittee fo review and approre each one.
The parpase of the Share in the Care Campaion Sponsorshap Policy is to ontline any restrictions so that
sponsors can be aware of them prior to ireating any adpertising or promotion that affthates therr corporution

with the Campargn.

Q14. Does the Share in the Care Campaigy Sponsorship Policy explicitly state that advernsements shall
not create an impression that the State of Colorade is sanctioning or promoting a particular product

or business?
A Yer

(215. Does the sponsership policy state that corporate logos will not be displaved on the serim or
the Capitol buillding?

A Yes. The Sharc in the Care Colorado trademark &5 the only element that we are requesting be
placed on the scrim. Corporate logos will not be permitted on any portion of the scrim covering the scaffolding
arer the domre. The signage proposed for Lincoln Park, if approved. is the uppropriaie location for campaign
SPOATOr recognition.

Events Timeline

June 23, 2009:
¢ Following the State’s inability to provide $8 million 1o match $3 million offercd by State Histonical
Fund (SHEF), the Denver Post prints an editorial “Capitol could use a gold rush — Coloradans should
siep in an save the people’s house.
s SHF withdrawals its §3 million offer and asks Colorado Preservation. Inc. (CP1) s 1t would consider
leading n campaign to rasse the estimated $12 million required for the restoration.

July 16:
*  CPI Executive Commitiee permuts the organization 1o express its inrterest in Jeading the campaign o
the Capitol Building Advisory Committec {CBAC).

July 17
*  The CBAC moves to take to the Capital Development Commirttee (CDC) an application for
Colorado's Most Endangered Places designadon prior to the August 1, 2009, deadline for such applicauon,
and further moved to recommend to the CDC that Colorado Preservation, Inc.. be allowed o seart
fundraising for dome renovauon.
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¢ T'he monon passed without objecton.
July 28:

»  CI2C moves 1o allow the Capitol Buldding Advisory Committee to assist Colorado Preservation, Inc.
in the development of a public-private fund-raising campaign to finance the restoraton of the Srare
Capitol Dome and give the CBAC Commitiee pernussion to apply for the 2070 Codorads s Most
Eindangered Plaves List on behalf of the State Capiol Dome.

*  The mouon passed on a vote of 5-0-1.

December 19:

e CPI secures a gitt of §50,000 from AngloGold/Ashant North America to enable it w0 engage the
services of Denver-based markenng specialist, Creatve Suategies Group, to act as consultant and
co-developer with CPPl ol a cause-marketing campagn based on best practices used 1o restore both
the Statue of Liberty and the Washington Monument.

*  The cause-related markenuny approach is selected by CPlin order to minimize any competition with

the capital campaign for the new Colorado State History Museum, for which the Colorade Historical
Society had contracted the professional fundraising services of Alexander-Haas, Inc. of Atlanta,
Georgia.

Fehruary 4, 2010

Capitol Dame s officaily announced as one of Codoradse’s Mast Fadangered Placer at the CPVs 2010
Saving Places Statewide Histonic Preservation Conference.

February 1%

* P presents imual draft of cause-related marketing campagn proposal to the CBAC

s CBAC moves that the commitiee recommend that the CDC consider the dome renovaton proposal
as presented.

*  The motion passed without objecton.

May 25:

¢ The Governor signs SB-10-192 and HB-10-7402.

+  Scnate Bill 192 directs the transfer of moneys from the State Fistorical Fund o the Capitol Dome
Restoration Trust Fund for repairs to the State Capitol Building dome. The act specifies that all
moneys transferred from the State Historical Fund will come from the portion of the fund reserved
for the Statewide Grant Program for preservation.

*  SB-192 creates the Capitol Dome Restoration Trust Fund to be vsed exclusively for the direct and
in-direct costs associated with implementing the repair of the state capirol dome.

e SB-192 makes a change to current law to require that some of moneys otherwise reserved for the
statewide grant program be transferred in each of the next three fiscal years for repairs to the State
Capitol Dome.

¢ House Bl 1402 authonzes a private, nonprofil, statewide histonc preservation organization 1o rase
funds for crucial dome repairs wsing cause marketing, a children's campaign, a public campaign, gifts,
and/or grants.

June 3:

*  The Board of Duectors of Histery Colorado (The Colorado Histoneal Society) votes ro reduce the
number of 2010 State Historcal Fund grant rounds from two to one in order to accommodate the $4
million removed from the statewide grant program by SB-10-192,

June 7-8:

¢
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e CPI mects with State Archirecr and members of the Department of Personnel to discuss schedule for
transfer of donanons from CPI 1o the Stae.

*  OnJune 8 CPI, Deparuncent of Personnel and State Architecs meet with Colorado Legislanve
Coungil to review components for the Share in the Care Colorado Campaign Plan.

July 23
+  CPIwill appear betore the CBAC 1o present the Share 1n the Care Colorado Campaign Plan for

review and approval.

August 2:
*  CBAC will appear before the COC with CPI to request approval of the Share in the Care Colorado
Campaign Plan.

~1
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Corporate Partnership Opportunities

A Cause for Concern.

The People’s House - Colorado’s cast iron, geld-plated Capitol
Dome is an iconic symbo! of unparalleled historic significance in the
state. The generosity of Coloradans has been integral to the history
of the Capitol since before Colorado became a state. The very
ground on which if stands was a gift made to the Territorial
tegislature by Henry C. Brown in 1868. Originally infended by

% $11# architect tijah E. Myers to be copper-plated, the citizenry
demonded some’rhmg grander for the dome of their statehouse. So, with a hefty
donation from mining magnates of the time, the Dome was first gilded in 1908 with 200
ounces of 24-karet gold. As one of only eleven capitol buildings in the nation fo feature
a gold-plated dome, the Colorado Capitol is an architectural and historical treasure.

The Impact of Time and Weather - Regrettably, the Capitaol
Dome has fallen into serious disrepair. The cast iron
superstructure is rusting to the point that an architectural
inspection feam declared that “the potential loss of strength
as aresult of deterioration is a significant hazard to the
building and its occupants.” In 2007 a nearly ten-pound
chunk of cast ron fell from the Dome, which prompted work _
crews to install netting in order to catch falling debris. The current economic crisis
seriously hampered the ability of the State to fund the needed repairs estimated o
reach $12 million. As a resuli, the Dome's condition continues o deteriorate. The same
architectural team concluded by writing, “The entire Dome will require exltensive work
to repair curent damage and preserve the feature for future generations. This work is
time sensifive because the rate of decay is increasing with each passing winter.”
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Preserving our History. Assuring Our Legacy.

Colorado Preservation, Inc. {CPl) s Colorado's cnly nationally honored, private,
nonprofit, statewide, historic preservation organization. Founded in 1984, the
mission of the organization is o provide assistance in historic preservation to
communities in Colorada threugh a statewide network of information,

education, fraining, expertise, and advocacy.

In 2010, the Capitol Building Advisory Committee, the official body that oversees
ithe Statehouse and ifs grounds, nominaied the Dome to "Colorado’s Most
Endangered Places List,” and began a conversation with CPI to craft funding
solutions for this important project. In a demonstration of bipartisan support, the
Colorado legislature passed legislation forming a public/private initiative to fund
the project.

$4 millicn was allocated from the State Historical Fund for work on the Dome
project to begin immediately. Concurrenily, Celorado Preservation, Inc. was
authorized o lead advocacy for the project and assume the fundraising
responsibility to complete the restoration without further use of the State

Historical Fund.

CPlI believes this is an imporiant and appropriate fundraising initiative for the
public. Based on historical precedent, Colorado’s individual and corporate
citizens will have the opportunity 1o "invest” in preserving Colorado's history
while assuring our legacy for generations fo come.

@ Colorado Preservation, Inc.; Share in the Care Colorado ~ Corporate Partnership Opportunities
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Share in the Care Colorado.

Share in the Care Colorado is the name of CPI's two-year,

fi’ﬂ statewide campaign fo educate and invigorate the
,,/&[%\%}\\ public, from school children to senior cilizens, about our
AL

m shared heritage as Coloradans through cur collective
HARQ preservation of the Statehouse Dome. This initiative has

INT THE CARE

four separate butimportant componenis:

oo Onpgn

Public Awareness Campaign {Through media partnerships, public relations
etforts, strateqgic partnerships and special events, raise awareness and
support for the Dome restoration project and its pariners)

Corporate Partners Program {Gamer corporate social responsibility and
cause marketing support from Colorado businesses, corporations, and
industries, professional associations and institutions)

Children’'s Campaign {Engage and involve Colorado's school children in
school fundraising efforts supported by classroom curriculum allied with
Colorado history)

Public Campaign (Promote donations from the public at large through
various programs including web initiatives such as “Adopt a Bolt” to o
"Dollars for the Dome” retail point-of-sale program)

© Coloradoe Preservation, Inc.: Share in the Care Colorado ~ Corporate Partnership Opportunities
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Corporate Partners Program.

Blending Cause Marketing and Corporate Social Responsibility

The Corporate Partners Program for the Share in the Care Colorado campaign
has been designed around best praciices utilized for the 1983 cause-reiated
marketing campaign fo restore the Statue of Liberty and the more recent
corporately funded restoration of the Washington Monument.

It provides corporate partners the opportunity to achieve their marketing and
communications objectives through the provision of tangible rights and benefits
ranging from corporate social responsibility and pubiic reiations exposure to the
opportunity to create transactional donations through purchase programs.
Based upon the level of involvement, typical sponsorship benefifs include:

» lLicensing rights {o Share in the Care Colorado tfrademark

> Exclusive presentation rights to a Share in the Care Colorado campaign element,
product tie-in or special event

Y

Brand and name recognition in the statewide, two-year promotional campaign

Signage and recognition at the project site in Denver pius at various events and
press activities throughout the restforation project

Y

= Internet and social media recognition and promoticns

» Hospitality and limited-edition merchandise rights for client and staff
entertainment and the opportunity for business-fo-business networking

There are six levels of Corporate Partnership available, each with a
corresponding-menu of rights and benefits, o presentation asset, as well as
potential promaotional activities.

v Presenting Partners (Two at $1,000,000 investment level)

v" Associate Pariners (Eight at $500,000 investment level)

v Supporling Partners {Twelve at $100,000 investment level)

v Confributing Partners (Twenty at $50,000 investment level)

v" Sustaining Partners (Twenty-five at $25,00C investment level)
v Corporale Partners {Seventy-five at $10,000 investment level)

© Colorado Preservation, Inc.; Share in the Care Colorado — Corporate Partnership Cpportunities
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Thank You for Your Consideration.

We appreciate your review of this generai opportunity outline for
Share in the Care Colorado.

Based upon your level of interest as well as the specific marketing and
communications objectives to be achieved through your participation, we will
prepare a detailed proposal for presentation and consideration.

For more information on Share in the Care Colorado, or to schedule a discussion
on how you might benefit from this statewide campaign, please contact:

James Hare Bruce L. Erley, APR, CFEE
Executive Director Fresident & CEC
Colorado Preservation, Inc. Creative Strategies Group
2100 Downing St. 11880 Upham Street, Suite F
Denver, Co 80205 Brocemfield, CO 80020
[303) 893-4260 (303) 558-8181
(303) 893-4333- Fax {303) 438-5613 ~ Fax
ihare@colorgdopreservation.org berleviwcsg-sponsorship.com
www.coloradepreservation.org WWwW . CSC-SDCnRsSorship.com

® Colorado Preservation, Inc.; Share In the Care Colorado - Corporate Partnership Opportunities
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IN THE CARE

COLORADO

Share in the Care Colorado
Presenting Partner Rights & Benefits

As Presenting Partner, (Company) will receive an extensive menu of rights and
benefits designed to provide a cause-related marketing platform to meet your
markeling and communications objectives and upon which to build corporate
social responsibility and promotiona!l initiatives. (Company)'s menu of benefits
inciude:

<+ Presenting Partnership of the Share in the Care Colorado

« Top level Presenting Partner status for Share in the Care Colorado, the
wo-year, statewide initiative to fund the restoration of the Colorado
Capitol Dome

» [Company}'s name/logo will receive marquee status with the
campaign name, (e.g. “Share in the Care Colorade — [Company)
Presenting Partner”)

«  Dominant presence to a stafewide audience for two to three years
estimated to exceed five million people

% licensing Rights

« Demonsirate (Company}'s corporate cifizenship and n
social responsibility in Colorado through your leadership jj___.g
in this high profile public inifiative LTS

+ licensing righis for term of contract fo Share in the Care %TH;CA—E
Colorado logo and “Proud Sponsor"” moniker statewide T estonana

INof fc be used as g commercial endorsement withaout
express written permission)

% Opporiunity to Create Cause-Marketing Overlay
« Opportunity to develop a cause-related marketing overlay tving
product sales with a donation back fo Share in the Care Colorado
« Overlay program 1o be developed in conjunction with Colorado
Preservation, Inc., an in accordance with the approved Capitol Dome
Sponsorship Policy.

© Colorado Preservation, Inc.. Share in the Care Colorado - Presenting Partner Benefifs  Page
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Presenting Partner Rights and Benefits (confinued)

<+ Presentation Righis for {Assetl)

e [{Company) may select and will be recognized as the presenter of
(Asset), one-of-the project’s top features. Options include:
+ "Share in the Care Colorado” Pubiic campaign
+ “Kids Share in the Care” School campaign
+ '"Dollars for the Dome"” canister campaign
¢+ "“Adopt a Bolt” campaign

+ Recognition benefiis for your show asset include:
+ Special signage associated with featured asset
+ Recognition in all publicity and premotion when [Assel) is

mentioned

+ Name recegnifion for feature in Share in the Care Colorado

mostaricle (e v Crce Statemeant Proiact Renort ate )
maie! . Qrtement, ! T Repon, erc.)

Padid | ag s e AT R R

+ COpportunity 1o create promotion associated with asset

% Extensive Media Coverage
» Top level name association and recognition, {“Share in the Care
Colorado - Presenting Sponsor [Company)”). in statewide promoticnal,
public service and public relations campaign expected to exceed 50
million impressicns over the three-year term of the project. Promotional
partners expected to include:
+ Newspaper partners statewide including:
o [The Denver Post
o Ff. Colins Coloradoan
Colorado Springs Gazefte
Boulder Dally Camera
Pueblo Chieftain
Grand Juncticn Daily Senfinel
+ Television and cable Partners statewide inciuding:
o RMPBS
o KUSA
o KCNC
O
O

@]
@}
Q
O

KMGH
Fox 31
o Comcast cable
+ Radio broadcasters statewide including:
o Clear Channel Colorado
o Regent Broadcasting
o Entercom Radio

e M P S WP PP iy
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Presenting Partner Rights and Benefits {continued)
<+ Extensive Media Coverage (continued)
+ Public service campaigns through
o Colorado Press Associafion
o Colorado Breadcasters Association
+ Plus.outdoor advertising mediums
+ Inclusion in Share in the Care Colorado public relations initiatives
+ Top level sponsor recognition in alt Share in the Care Colorado press
Kitfs and news releqses
¢ Logo on media backdrop 1o be used at all press briefings
+ Opporfunity 1o participate in select press briefings

<+ Full Promeotional Righis

= As g Presenting Partner, (Company)'s trademark will alsc be included
in all promotional malterials created by Share in the Care Colorado,
such as:

+ Share in the Care Colorado letterhead used for all correspondence,

news releases and advisories

5,000 campaign posters

100,000 project case statement brochures

500,000 campaign rack cards

All Share in the Care Colorado special event invitations

Brand recognition in Colorado Preservationist magazine published

quarterly with 5,000 circ.

«  Opportunity to create special promotions with other sponsors or media
partners

» Opportunity to provide Product/Service for contests and incentive
programs

* v s 0

< High Profile Signage & Recognition
« Logo on three Dome Restorafion Recognifion signage placed in
Lincoln Park near the Colorado Statehouse at three locations:
v Lincoln St & East 14% Ave ;
v N. Broadway & E. Colfax Ave.; and
v Lincoln $t. & E. Colfax Ave.,
with more than three million traffic impressions monthly (Provided by
Organizer)
» Audio acknowledgement at all special events, media briefings and
presentations
« Logo on media backdrop to be used af all press briefings

© Colorado Preservation, Inc.; Share in the Care Colorado — Presenting Parlner Benefits  Page 3
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Presenting Partner Rights and Benefits [contfinued)]

% Internet and Direct Marketing Access
+ Recogniiion and link to (Company)'s web site from the Share in the
Care Colorado web site (www . SharelnitheCareColorado.org)
inciuding:
+ Home page roiating banner
+ Logo, link and brief company description on Sponsor page
+ Logo on Dome-cam web link

++ Recognition in Dome Restoration Commemorative lems
s [Company) will be recognized as a Presenting Partner in special

merchandise produced to commemorate the Capitol Dome
restoration including a souvenir coffee fable book and documentary
DVD. Recognifion will include:
+ Logo on cover
+ Logo on inferior sponsor marquee page or credits
+ Editorial recognition for selected campaign feature
¢ Full page, color advertisement with premium placement (Benefit

TBD)

<+ Customer Relations and Sfaff Benefits
+ During the Share in the Care Colorado campaign and resioration, a
number of special events will be produced o commemorate various
benchmarks. Planned events include:
+ Share in the Care Colorado Kick-off Rally
Completion of the Dome scaffolding and scrim
Replacement of the first bolt
Halflway home observance
Return of the Dome to the People: project compleiion public
celebration
« As Presenting Partner, (Company) will receive invitalions to special
receptions with seating and hospitality opportunities o interact with
government, civic and corporate leaders
» Complimeniary commemorative merchandise will also be provided to
the sponsor including:
+ Framed Share in the Care Colorado poster
¢ Castiron bolt recovered during resteration presented in shadow
box with certificate of authenticity
¢+ Share in the Care Colorado Polo or T-shirt
+ Share in the Care Colorado gold lape! pin
+ Coffee table souvenir boock
¢ Deepest discount on purchasing additional commemeoerative
merchandise

* * + &
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Capitol Dome Sponsorship Policy

Ihe Capital Developmen! Commiltee via the Capifol Building Advisory Committee and
Colorado Preservation Inc. have the responsibility of oversighi for all sponsorship
associations. The criteria below establish the basic standards for sponsarship for the
Share in the Care Colorado Capilol Dome Restoration Campaign.

Any sponsorship, cause markeling relalionships. corporate partnearship or any other commercial
partnership of the Caopifel Dome Restoradion Campaign. shall not:

promote hostility, disorder or violence
aftack ethmic, racicd or religious groups

discriminate, demean. harass or ridicule any person or group of persons on tha basis
ol gender or sexual onentation

e hibelous or untruthful

inhibit the function of Share in the Care Colorado or any of its prroararms, activities or
¥ froed

avenls

averide the compaign’s characier or identity

promote, favor or oppose the candidaay of any candidaie for election or any ballot

issue

Further, sponsorshug shadl nof:

be inappropricie or tasteizss for the primary audicnoe

e offensive, ohscenes or pormographic as defined by prevalling communily
standards

promote the use of controlled drugs. fobacco or firearms

inferfere wilh Share in the communicalions or markeling programs of Share in the
Care Colorado

create an impression that the State of Colorado is sanctioning or promoling any
particulor produc or business

mclude individuol corporate recognilion on any portion of the Statehouse Dome,
cdorme scaffolding and/or scrim

siness categornies that are speciicolly prohibited inciuds;

Adiull Entertainment
redical Manuana
Tobaooo Prochusts

Hedd Limpuor
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SAMPLE SIGNAGE FOR CAPITOL GROUNDS
{ ALL SPONSORS ARE HYPOTHETICAL)
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