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1 Executive Summary 

1.1 Introduction 
The City of Irvine (“Irvine”, “the City”), located in Orange County, California, contracted The Superlative 
Group in August 2018 to determine a Fair Market Value for Naming Rights and other corporate 
sponsorship opportunities as means of generating additional revenue for the City. Specifically, the City 
tasked Superlative with performing a comprehensive Asset Inventory & Valuation Analysis for City-owned 
assets within the Orange County Great Park. 
 
This report is a Fair Market Value analysis of the potential Naming Rights and benefits to be realized from 
a Naming Rights Partnership for assets within Orange County Great Park as identified by Superlative and 
the City during the Phase I process.  
 
1.2 Strategic Objectives of this Study 
This report identifies and values Naming Rights opportunities and revenue-generating opportunities in 
order to maximize corporate investment in Great Park’s facilities.  
 
The key objectives of this study are to:  

• Identify Great Park assets which are most likely to deliver incremental revenue in order to support 
further developments; 

• Allow City leadership to benefit from establishing financial and other systems of support from 
local, national and international businesses;  

• Strengthen the alliance between Irvine and its events, visitors, local citizens and businesses in 
the City, and by extension, the greater Orange County region; and 

• Develop strategies specifically focused on generating revenue for Great Park. 
 
1.3 Background & Methodology 
Sports and entertainment venues have traditionally attracted the highest value Naming Rights 
agreements, as they allow corporate partners to reach substantial markets of people beyond venue 
attendees. However, the revenue-generating benefits of Naming Rights and corporate sponsorships have 
become increasingly prevalent in a wide range of sectors:  
 

– Parks Districts 
– Aquatic Centers  
– Outdoor Amphitheatres;    
– Convention Centers; and     
– Municipal Marketing.   

A Naming Rights sponsor can benefit from greater awareness, wider reach and better marketing via 
Naming Rights, as compared to traditional advertising because its name is featured anywhere and 
everywhere that the venue and its activities are mentioned (e.g., on exterior signage and within the 
venue, but also through newspapers, posters, schedules, magazines and websites). Activation of Naming 
Rights and corporate sponsorship programs involves merging private and public funds to provide 
additional revenue while building both private and public sector brands in a manner that reflects the 
stability and values of the community, its people and its goals for the future.  
 
The Superlative Group developed its Valuation Methodology over time and through our experience of 
securing revenue-generating opportunities for clients across the United States and Europe. Superlative 
uses a combination of impressions-based valuation of media exposure and benchmarking to generate 
valuations that will form the opening negotiating position with target companies during the sales process. 
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1.4 Valuation Process 
This document presents the asset inventory and sponsorship valuation for Great Park’s marketable 
assets, including the following components: 

• Database of assets that could be included in a Naming Rights program. The database includes:
- Description of each asset;
- Estimated term of sponsorship; and
- Estimated value range for each asset.

• Identification of Naming Rights opportunities for potential Category Partners;
• Category sponsorships for Orange County Great Park.

1.5 Property Overview 
The City of Irvine is home to more than 277,000 people and 100 global corporations. Destination Irvine 
represents the City as the official Destination Marketing Organization responsible for promoting Irvine as 
an overnight destination for groups, sports events and visitors. Owned by the City of Irvine, Orange 
County Great Park sits on a section of the former Marine Corps Air Station El Toro. As an arts and sports 
recreation hub, attractions at Orange County Great Park include the Palm Court Arts Complex, Great 
Park Sports Complex, Farm & Food Lab and Farmers Market among others. The entire project spans 
approximately 1,300 acres in the center of Orange County. 

Sections 2 and 4-6 of this report provide further information about the City of Irvine’s facilities, programs 
and assets at Orange County Great Park. 

1.6 Naming Rights and Sponsorship Value Ranges 
At the outset of the project, Superlative conducted site visits and staff discussions to determine which 
Great Park facilities, assets and features would be most amenable to corporate partners. A list of these 
assets can be found on the following page: 
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Facility Naming Rights 
 
Table 1.6.1 

Naming Rights Opportunity - 
Valuation Summary Value Range Term TOTAL incl. 2.6% Esc 

  Opportunity Floor Ceiling Years Floor Ceiling 
 Soccer Stadium $50,000  $100,000  25 $1,730,184  $3,460,368  
 Baseball Stadium $50,000  $100,000  25 $1,730,184  $3,460,368  
 Softball Stadium $25,000  $50,000  25 $865,092  $1,730,184  
 Tennis Center $25,000  $50,000  25 $865,092  $1,730,184  
 Volleyball & Basketball Courts $20,000  $30,000  25 $692,074  $1,038,110  
 Palm Court Arts Complex $20,000  $30,000  10 $225,099  $337,648  
 Reflecting Ponds & Viewing Pier $5,000  $15,000  10 $56,275  $168,824  
 Historic Hangar 244 $20,000  $30,000  10 $225,099  $337,648  
 Farm & Food Lab $15,000  $25,000  10 $168,824  $281,373  
 Kids Rock Playground $5,000  $15,000  10 $56,275  $168,824  
 Terraced Lawn $30,000  $40,000  10 $337,648  $450,197  
 Farmers Market $25,000  $35,000  10 $281,373  $393,923  
 Irvine Global Village Festival $20,000  $30,000  10 $225,099  $337,648  
 Spooktacular Fun Days $15,000  $25,000  10 $168,824  $281,373  
 Movies on the Lawn $10,000  $20,000  10 $112,549  $225,099  
  Total $335,000  $595,000    $7,739,688  $14,401,770 

 
Category Partnership Opportunities 
 
Table 1.6.2 

Category Partnership Opportunities 
- Valuation Summary Value Range Value Range Term TOTAL 

  Opportunity Floor Ceiling Years Floor Ceiling 
 Beverage Rights TBD TBD 5-10 TBD TBD 
 Automotive $50,000 $100,000 5-10 $250,000 $1,000,000 
 Technology/Communications $50,000 $100,000 5-10 $250,000 $1,000,000 
 Financial Services $50,000 $100,000 5-10 $250,000 $1,000,000 
 Health Care $50,000 $100,000 5-10 $250,000 $1,000,000 
 Energy $50,000 $100,000 5-10 $250,000 $1,000,000 
 Sporting Goods/Equipment $50,000 $100,000 5-10 $250,000 $1,000,000 
 Landscaping Services $50,000 $100,000 5-10 $250,000 $1,000,000 
 Lighting $50,000 $100,000 5-10 $250,000 $1,000,000 
  Total $400,000 $800,000+   $2,000,000  $8,000,000+  

 
The Superlative Group initially valued the Naming Rights to the entire Orange County Great Park but did 
not include in the final report at the request of the City. Sections 5 and 6 of this report further explain 
these findings. 
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1.7 Valuation & Sales Process 
This report forms the first output of our phased valuation and sales process: 
 

i. Task 1 – Comprehensive Assets and Opportunity Inventory; 
ii. Task 2 – Naming Rights and Sponsorship Valuation; and 
iii. Task 3 – Activate strategic sales campaign.  

 
Our Phase I Asset Inventory and Valuation Report focuses on Task 1 and Task 2 as identified above. 
 
1.8 Conclusions & Recommendations 
Due to the number of potential opportunities, there will be a need to prioritize opportunities, based on the 
estimated revenue potential and most saleable opportunities. Superlative provides its initial views on 
priority opportunities below: 
 
Priority Opportunities 

i. Soccer Stadium; 
ii. Baseball Stadium; 
iii. Softball Stadium; 
iv. Tennis Center; 
v. Beverage Rights; 

 
Second Tier Opportunities 

vi. Other Naming Rights 
a. Volleyball & Basketball Courts; 
b. Palm Court Arts Complex; 
c. Reflecting Ponds & Viewing Pier; 
d. Historic Hangar 244; 
e. Farm & Food Lab; 
f. Kids Rock Playground; 
g. Terraced Lawn; 
h. Farmers Market; 
i. Special Events (Irvine Global Village Festival, Spooktacular, Movies on the Lawn); 

vii. Other Category Partnerships (Automotive, Financial Services, etc.). 
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2 Introduction 

2.1 City of Irvine 
Introduction 
Incorporated in 1971, the City of Irvine encompasses 66 square miles within the heart of Orange County, 
California. Irvine ranks as one of the best cities to live in the United States (MONEY, 2019) and the safest 
city in the country (FBI crime rankings, since 2005). In 2017, Irvine ranks as the 14th most populated city 
in the state of California and the 73rd most populated city in the United States. Between 2010 and 2017, 
Irvine saw a 30.8% population growth, which ranks as the 8th highest growth percentage for cities of 
50,000 or more in the United States. 
 
Population and Demographics  
According to the U.S. Census Bureau, the population of Irvine is estimated to be 282,584 residents. The 
2018 American Community Survey has the estimated median household income at $101,667. The same 
survey estimated median house or condo value at $753,400. 
  
The demographic composition of Irvine residents is detailed below: 
 
Age 
0-14 years: 18.9% 
15-24 years: 17.1% 
25-34 years: 16.2% 
35-44 years: 14.7% 
45-54 years: 12.6% 
55-64 years: 11.0% 
65+ years: 10.6% 
 
 
 
Source: U.S. Census Data 

Race & Ethnicity 
White:   38.9% 
Black/AA:    1.0% 
Amer. Indian/Alaska:   0.4% 
Asian:   42.5% 
Native HI/Pacific Isl.:   0.1% 
Two or more races:   4.2% 
Hispanic or Latino: 12.5% 
 
Gender 
Male:  48.9% 
Female: 51.1% 

 
Accolades and Awards  
The City of Irvine has received numerous recognitions from organizations across the United States. Some 
of those include: 
 

• Voted “Best City to Live” 4th consecutive year (Best of OC, 2010) 
• 6th best park system in the United States (Trust for Public Land, 2019) 
• Ranked #1 in Latest Fiscal Strength Survey (Truth in Accounting, 2019) 
• Ranke #3 Best Places to Raise a Family (WalletHub, 2019) 
• Top 100 Best Places to Live in America (MONEY, 2019) 
• Ranked 2nd Happiest City in America (WalletHub, 2019) 
• Top 100 Best Places to Live (Livability.com, 2018) 
• America’s Safest City of 250,000 or more in the nation for the 14th consecutive year, based on 

FBI statistics for violent crime 
• Best Cities for Young Families (ValuePenguin, 2018) 
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2.2 Orange County Great Park 
Orange County Great Park totals 1,300 acres owned by the City of Irvine and sits on the former El Toro 
Marine Corps Air Station. With 200 acres developed, and 688 acres under development, Great Park 
offers numerous amenities to the residents of Irvine and Orange County. Those amenities include: the 
world-class Great Park Sports Complex, Great Park Ice, Great Park Balloon, Historical Timeline, Hangar 
244, Palm Court Arts Complex and the Farm & Food Lab (see Appendix A for map of Orange County 
Great Park). 
 
Orange County Great Park has an agreement with Five Point Communities to develop Great Park 
Neighborhoods, which is adjacent to Great Park. The agreement allows Five Point Communities to build 
more than 9,000 housing units within the neighborhood. Five Point Communities is also helping fund 
improvements so surrounding roads through other agreements with the City of Irvine. 
 
Sports Complex 
Part of the new development is the 194-acre Great Park Sports Complex. Located within the Sports 
Complex is the Championship Soccer Stadium that seats up to 2,500 spectators. The Sports Complex 
also includes 24 soccer fields, a tennis center with 25 courts, five sand volleyball courts, four basketball 
courts, a baseball stadium, softball stadium and 10 more baseball/softball fields. The 270,000 square foot 
Great Park Ice is also on the grounds of Great Park and is the training facility for the National Hockey 
League’s Anaheim Ducks. Future phases include more trails and open space as well as additional 
commercial recreation opportunities (see Appendix B for map of Great Park development site). In 2018, 
the Sports Complex hosted events with a total attendance of 312,560. 
 
Special Events 
Besides sports and recreation, Great Park is also host to a number of special events put on by the City of 
Irvine for its residents. The Irvine Global Village Festival celebrated its 17th anniversary in 2018 and 
includes performances, cuisine, activities, crafts, exhibits and an international marketplace that 
represents cultures and religions from around the world. The Irvine Global Village Festival sees as many 
as 30,000 attendees per year. 
 
Movies on the Lawn is a summer series of free family-friendly movies taking place at the Palm Court and 
Terraced Lawn at Great Park. Admission and parking are free for attendees and food trucks are available 
on site. The seven movie events attracted a total attendance of nearly 9,000 people in 2018. 
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2.3 Key Statistics 
The following provides a brief overview of some of the main sources of impressions for Great Park’s 
marketable assets.  
 

• City of Irvine Population: 282,584 
• Orange County Population: 3,185,968 
• Overnight Visitors: 3,930,000 
• Average Annual Daily Traffic (AADT) counts near the facilities1: 

o SR-133 NB (south of Irvine Blvd): 46,900 
o SR-133 SB (north of Irvine Blvd): 46,900 
o I-5 NB (Sand Canyon Ave exit):  243,700 
o I-5 SB (Sand Canyon Ave exit):  272,000 
o Irvine Blvd (4 signs east of SR-133): 21,000 
o Irvine Blvd & Sand Canyon Ave: 27,000 
o Sand Canyon Ave & Trabuco Rd: 32,000 
o Trabuco Rd (west of Sand Canyon Ave): 11,000 
o Sand Canyon Ave (under I-5 & SR-133): 27,000 
o Barranca Pkwy & Marine Way: 16,000 
o Alton Pkwy & Barranca Pkwy: 30,000 

• Social Media 
o Orange County Great Park Followers: 47,776  

! Facebook: 32,572 
! Twitter:  11,557 
! Instagram: 3,647 

o Orange County Parks & Recreation: 63,287 
! Facebook: 38,569 
! Twitter:  15,007 
! Instagram: 9,711 

o City of Irvine: 56,310 
! Facebook: 15,992 
! Twitter:  33,320 
! Instagram: 6,998 

o Orange County SC: 27,551 
! Facebook: 11,328 
! Twitter:  9,165 
! Instagram: 7,058 

o Orange County Events: 320,774 
! Facebook: 158,340 
! Twitter:  38,017 
! Instagram: 124,417 

• Annual Event Attendance 
o Great Park Sports Complex (2018): 312,560 
o Orange County SC: 41,982 
o Irvine Global Village Festival: 30,000 
o Spooktacular: 21,200 
o Movies on the Lawn: 8,984 

• Website Views 
o Great Park (ocgp.com): 156,903 
o Orange County (ocgov.com): 5,340,000 
o City of Irvine (cityofirvine.org): 5,180,994 

                                                
1 City of Irvine Average Daily Traffic. Retrieved from: 
http://www.caltrans.ca.gov/trafficops/census/docs/2016_aadt_volumes.pdf and 
http://legacy.cityofirvine.org/civica/filebank/blobdload.asp?BlobID=21099. 

44 



Orange County Great Park  Asset Inventory & Valuation Report 

© 2019 The Superlative Group. All rights reserved. 11 

3 Background & Methodology 

3.1 History of Naming Rights 
Sports and entertainment venues have historically attracted the highest values for Naming Rights 
agreements because of the potential for corporate partners to reach millions of people over and above 
venue attendees. With a long tradition of naming academic or housing facilities after individual 
benefactors and donors, many Universities have also begun selling Naming Rights to their athletic 
venues as well. Increasingly, over the last decade, local community facilities, including health and 
recreational centers, aquatic centers and youth sports complexes have begun to attract interest from 
corporate partners.  

In recent years, The Superlative Group has been working to expand the traditional scope of Naming 
Rights and corporate sponsorships to include a large number of new industries and organizations. 
Convention centers, theatres, transit agencies and municipalities are increasingly turning to the private 
sector to help fund public services and overcome shrinking budgets via Naming Rights sales. Over the 
past three years alone, Superlative has secured the following nontraditional Naming Rights agreements 
for its clients:  

• Cleveland Convention Center sold to First Merit for $10.5 million over 20 years.  
• Two Rockford, IL Park District Facilities, one sold to UW Health for $1.9 million over 10 years, 

one secured by Mercy Rockford for $2.1 million over 10 years.  
• San Diego MTS Blue Line sold to UC San Diego Health for $37 million over 30 years.  
• St. Paul Saints’ new ballpark sold to CHS, Inc. for $15 million over 13 years.  
• Santa Monica Bike Share sold to Hulu for $3.6 million over five years.  
• Cleveland Bike Share sold to University Hospitals for $1.4 million over 5 years.  

Our intense focus on innovation allows us to lead and shape the Naming Rights and sponsorship 
industry, which is continually changing because we are changing it. 

3.2 Valuation Measurement Strategies 
Despite the growth of sponsorship and Naming Rights agreements in both sporting and non-sporting 
contexts, industry experts struggled to establish an objective method to value sponsorships because 
many of the benefits associated with sponsorships, such as public image, do not have a physical 
presence and are therefore intangible. Sponsorship and Naming Rights agreements frequently differ in 
terms of duration, breadth of benefits available, reach and value. This is largely due to the bespoke 
nature of each contract and the need to predict present and future benefits, quantified in present-day 
dollar terms. 
 
The most common—but insufficient—methods used to calculate Naming Rights valuations are: 
 

• The Cost Method; 
• The Income Method; and 
• The Market Method. 

 
These are explained in further detail on the next page. 
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The Cost Method is a time-sensitive calculation of the amount of money that must be spent to replicate 
the exact bundle of benefits available through a Title Sponsorship Naming Rights agreement by some 
other means. This approach suggests that Naming Rights can be divided into specific and separate 
benefits and that a quantification of their cost of purchase, external to the Naming Rights Agreement will 
help both buyer and seller arrive at a mutually acceptable valuation. However, there are four issues with 
this method: 

i. Many of the replicated benefits will occur in the future, but individual forecasts about the present
day value of future costs or revenue cash flows are subjective and can vary widely.

ii. No allowance or dispensation is made for the uncertainty of the future.
iii. The Cost Method always treats the impact of impressions in the same way, regardless of their

source. It does not address the variable impact of impressions from different media. To overcome
this problem, conversion ratios are used but a significant number of variables often remain.

iv. Duplication of impressions can create variability in the valuation. The number of impressions
generated is almost always higher than the total number of people reached because a
percentage of individuals will receive multiple impressions such as word of mouth impressions.

The Income Method compares the projected nominal income (present and future) expected from naming 
rights with the economic life or length of time that the intangible assets can expect to command a given 
price. An internal rate of return is then calculated to analyze the impact of alternative future scenarios 
upon the level and value of benefits accrued by the buyer. Hence, the income method deals more 
accurately with the uncertainty of the future, but remains just as susceptible as the Cost Method to the 
subjectivity of forecasting and duplication of impressions. 

The Market Method assumes that a Naming Rights proposition can be valued by reference to similar 
transactions of Naming Rights bundles within equivalent sets of local area demographic characteristics, 
comparable points in time and equivalent features. This is described as the most common approach to 
Naming Rights valuations as the nature of Naming Rights agreements immediately calls into question the 
search for similar transactions. It is also considered to be a less subjective means of valuing Naming 
Rights agreements as it makes fewer assumptions than the Cost or the Income Method. Academic study 
also advocates making adjustments to valuations in order to account for comparative analysis against 
current market rates.  

3.3 The Superlative Valuation Methodology 
Due to the lack of a universally accepted valuation methodology for naming rights and sponsorship 
valuation, Superlative developed the following valuation methodology – a combination of facets of the 
three methods described above – based on its experience in negotiating naming rights agreements. The 
diagram on the following page shows the key steps, specific activities, and outputs during implementation 
of a sponsorship marketing strategy. 
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Figure 3.3.1 
 

 

 

Project Initiation & Desktop Research 
Upon appointment as sales agents on any new engagement, Superlative carries out initial desktop 
research to review relevant documentation such as financial statement and strategic plans to gather 
contextual information such as major capital projects in the locality, specifics of the existing facilities and 
key statistics such as visitor numbers, drive-by traffic, media publications, hits on websites / 
communication channels. Our research team maintains a database that is used to compile key pricing 
and contractual data for all relevant Naming Rights and sponsorship initiatives. 

Site visits are undertaken where relevant to view the assets being valued. A digital inventory is compiled 
for each location that is used during the valuation process and subsequently, during development of 
promotional materials during the sales process. Superlative gathers site maps to document key details 
such as number of existing signage and venue specifications. This information is used to identify 
commercial opportunities as part of the Phase I valuation process.  

Assessment of Media Exposure 
Assessment of media exposure requires an understanding of the number of impressions that a corporate 
sponsorship would deliver. This involves gathering traffic statistics for specific venues and consideration 
of impressions from roadside signage, aerial views and naming on radio traffic updates or other media 
channels. Local rates are gathered from radio stations and billboard advertisers in order to establish 
accurate local benchmarks. 

With the gathered data, Superlative generates an initial model of impressions. Superlative takes the 
following factors into account when determining the appropriate amount of impressions a piece of signage 
or collateral would receive:  
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Valuation Factors 
 

– Sign Size – has a direct impact on visibility. Within a given market, advertising space carries a 
different value depending upon the number of impressions, which are used to calculate 
advertising rates. An impression indicates the number of times an advertisement is seen by 
pedestrians, motorists and transit riders. 

– Location – Rates are higher in high demand areas. Billboards in New York City will carry some of 
the highest rates in the nation. Location also dictates the demographics of the audience. Airport 
advertising rates are high due to the premium demographics of air travelers.  

– Rotation – In the case of digital advertising inventory, rates are based on the length of each 
advertisement. Rotations can range from 8 seconds to 30 seconds (depending on average wait 
time in a given location) with OOH advertising agencies aiming to maximize the number of 
advertisers on each digital ad board.  

– Demand – Premium units and high-traffic transit stations in the heart of cities may have a long list 
of advertisers waiting to display their message. The proximity of certain ads to airports, shopping 
centers and other attractions also increases demand and price. Further, other events and timing 
make outdoor inventory more "precious" and can impact rates, such as large sporting events or 
beach adjacent inventory in the summer months. 

– Population – Audience size will influence your billboard cost. 
 
Sponsorship Rates 
A naming rights buyer will typically invest in a naming opportunity based on a cost per thousand 
impressions (CPM). CPM for Naming Rights or advertising programs varies due to location, type of media 
exposure and position of sponsorship space. While an average CPM for a national television 
advertisement may be $28, a 30-second advertisement during the 2018 Super Bowl typically cost around 
$6 million, with CPMs in the range of $60 - $80. CPM values can vary considerably across the nation. As 
a result, Superlative applies local media rates to each project. Superlative made conservative 
assumptions in comparing these values to current and suggested sponsor exposure on County facilities 
and assets (e.g., main identity signage). 
 
The CPM value includes assessment of the demographics of the target audience and the quality of 
exposure to that audience. For example, sporting venues tend to be patronized by 18 - 34-year-old 
males, which is a “premium audience” in terms of the potential revenue for sponsors generated by this 
audience. Accordingly, sponsors wishing to gain exposure to this audience would target sports venues. 
The target demographic for other venues may be considerably different and hence, this must be taken 
into consideration as part of the valuation. 
 
The following table sets out the average historic media rates from the Superlative database. 
 
Table 3.3.2 Traditional Media Rates 
 

Traditional Media Rate Card  Average CPM Cost per Impression 
 TV $28.00  $0.0280  
 Magazines $17.00  $0.0170  
 Newspaper $17.00  $0.0170  
 Cable $12.00  $0.0120  
 Social Media $10.76  $0.0108  
 Radio $7.00  $0.0070  
 Internet $3.60  $0.0020  
 Mobile $2.23  $0.0020  
 Average $12.20  $0.0120  
 Average across USA (exchange wire)     
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Further, Table 3.3.3 on the below shows current out-of-home media rates for the City of Irvine considered 
as part of this study. 

Table 3.3.3 City of Irvine OOH Media Rates (2017) 
 

DMA DMA A18+ 
Population Media Type 

4-Week
Rate Per 

Face 

4-Week
Total Rate CPP CPM 

Los Angeles-San Diego, CA 
(average) 8,536,915 Bulletin (Static 

Billboard) $6,937 $281,738 $366 $5.00 

Los Angeles-San Diego, CA 
(average) 8,536,915 Posters $788 $110,565 $142 $2.21 

Los Angeles, CA 14,463,449 Digital Bulletin $7,595 $531,180 $681 $4.71 
Los Angeles-San Diego, CA 
(average) 8,536,915 Transit Shelters $384 $112,384 $145 $1.88 

Los Angeles-Long Beach-
Anaheim, CA (CBSA) 12,492,000 Bulletin (Static 

Billboard) $725 $58,075 $197 $1.84 

Los Angeles-Long Beach-
Anaheim, CA (CBSA) 12,492,000 Posters $650 $76,050 $380 $3.72 

Los Angeles-Long Beach-
Anaheim, CA (CBSA) 12,492,000 Jr. Posters $312.50 $57,675 $195 $1.86 

The quality of exposure is determined by how prevalent the sponsor’s branding is during the exposure 
period and the impact that this placement will have on the target demographic.  

Quantitative Evaluation of Impressions 
Superlative uses financial modeling to assess the dollar value of impressions from the naming rights 
opportunities offered by Great Park (e.g. signs at Great Park facilities, recognition on websites). 
Superlative assigns a CPM-based value to each component available for naming rights, based on the 
strength and reach of exposure for a possible sponsor associated with each branding opportunity.  

In developing these values, Superlative uses a template financial model it has developed over time and 
adjusted the model to fit the saleable components of Irvine. Superlative’s values are presented in Section 
8 of this report. Superlative’s values assume alternative contract terms and incorporate assumptions that 
the payments for naming rights would escalate annually in proportion to changes in the Consumer Price 
Index (CPI), which is assumed to rise at 2.6% in the state of California.       

Benchmarking to Validate Market Value 
In order to negate the short-fallings identified above in academic commentary with regard to Naming 
Rights valuation, The Superlative Group identifies sector benchmarks (or comparables) for each 
opportunity, researching commercial and contract values. 

In order to confirm that an impression-based valuation is appropriate and accurate, Superlative 
investigated the prices paid for naming rights for similar properties and assets in similar markets. When 
evaluating benchmark comparisons, Superlative considers the prestige of each asset, likely sponsor 
interest, and geographic reach of each sponsorable asset. Superlative takes into account the geographic 
reach of a sponsorship opportunity as a whole, on a local, regional and/or national basis, but also the 
geographic reach of each individual asset. For example, an individual piece of signage within the interior 
of a property would have a local reach, while recognition on publications and/or signage within a transit 
car would reach a far broader audience. Assets are then ranked in order of potential to generate revenue 
to establish priorities for the sales process. A full list of the benchmarks considered by Superlative as part 
of its analysis can be found below in Section 5.18.  

49 

--,---,--



Orange County Great Park Asset Inventory & Valuation Report 

© 2019 The Superlative Group. All rights reserved. 16 

4 Site Overview 

4.1 Introduction 
This section of the Asset Inventory & Valuation Report will provide a brief overview of Orange County 
Great Park facilities considered for Naming Rights and/or Sponsorships. 

4.2 Orange County Great Park 
Orange County Great Park 
Comprised of 1,300 acres on a section of the former El Toro Marine Corps Air Station, Orange County 
Great Park is the center of sports and recreation for the City of Irvine and Orange County. Under 
development is 668 acres of parkland, including the 194-acre Great Park Sports Complex and new home 
development in the Great Park Neighborhood by Five Point Communities. The Sports Complex includes 
the Championship Soccer Stadium and soccer fields, Baseball Stadium and baseball fields, Softball 
Stadium and softball fields, Tennis Center and tennis courts, volleyball courts and basketball courts. Also 
included at Great Park are Palm Court Arts Complex, Reflecting Ponds & Viewing Pier, Historic Hangar 
244, Farm & Food Lab, Terraced Lawn and Farmers Market. Special events hosted at Great Park include 
Irvine Global Village Festival, Spooktacular Fun Days and Movies on the Lawn. 

Figure 4.2.1 Orange County Great Park Layout 
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Championship Soccer Stadium 
The Championship Soccer Stadium at the Sports Complex features seating for up to 2,500 spectators, 
locker rooms, training facilities, box office, concession stands, viewing deck on the upper level, offices 
and berm seating. The Stadium plays host for professional and collegiate play as well as many youth and 
adult club organizations fort games and tournaments. In 2019, it served as the home field for the United 
Soccer League’s Orange County SC, the National Independent Soccer Association’s Cal United Strikers 
and the National Association of Intercollegiate Athletics Soccer National Championships. 
 
Figure 4.2.2 Championship Soccer Stadium 
 

 
 
 
 
 
 
 
 
 
 
 
 
Baseball Stadium 
The Baseball Stadium is part of the new Baseball & Softball Complex that opened in 2018 within Great 
Park. Six more baseball fields surround the main Baseball Stadium. The Baseball Stadium will host youth 
and adults teams, leagues and tournaments. The Stadium will also play host to the University of 
California – Irvine and Cal State Fullerton baseball teams when they meet on the field for an exhibition 
game. A South Korean professional baseball team has decided to use Great Park as their Spring Training 
home. 
 
Figure 4.2.3 Baseball Stadium 
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Softball Stadium 
The Softball Stadium is also part of the new Baseball & Softball Complex that opened in 2018 within 
Great Park. Four more softball fields surround the main Softball Stadium. The Softball Stadium will host 
youth and adults teams, leagues and tournaments. The Softball Stadium could also be used to host 
NCAA college softball games. 
 
Figure 4.2.4 Softball Stadium 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Tennis Center 
The Tennis Center is home to the Brymer Lewis Tennis Academy and also offers space for kids camps, 
lessons, adult team workouts, recreational programs, leagues and tournaments. The Tennis Center 
includes a championship court that seats 132 spectators, 24 lighted tennis courts, a conference room and 
offices. 
 
Figure 4.2.5 Tennis Center 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

52 



Orange County Great Park Asset Inventory & Valuation Report 

© 2019 The Superlative Group. All rights reserved. 19 

4.3 Additional Assets 
Orange County Great Park is home to numerous other facilities within the property that could draw 
interest from a Naming Rights Partner. The City of Irvine and The Superlative Group agreed upon the 
following list of Great Park amenities to be valued within this report. 

Volleyball & Basketball Courts 
The sand volleyball courts at the Sports Complex consist of four courts and a championship court with 
seating capabilities of 178 spectators. Classes are available for children ages 9-14 and leagues are 
available to adults 18 and older. The Sports Complex also has four outdoor basketball courts that are 
available for drop-in play on a daily basis. 

Figure 4.3.1 Volleyball Court 

Figure 4.3.2 Basketball Court 

53 



Orange County Great Park  Asset Inventory & Valuation Report 

© 2019 The Superlative Group. All rights reserved. 20 

Palm Court Arts Complex 
The Palm Court Arts Complex is a re-purposed military structure from the El Toro Marine Corps Air 
Station re-established as a public arts program. The Arts Complex includes the Great Park Gallery, Artist 
Studios, an event space and an outdoor performance plaza. More than 28,000 people visited the Arts 
Complex in 2018. 
 
Figure 4.3.3 Palm Court Arts Complex 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Reflecting Ponds & Viewing Pier 
Two Reflecting Ponds and the 2,200 square-foot Viewing Pier near the entrance to the park welcome 
visitors to Great Park. The ponds connect to the historical timeline and link the South Lawn to the Great 
Park Balloon. 
 
Figure 4.3.4 Reflecting Ponds & Viewing Pier 
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Historic Hangar 244  
Hangar 244 is a historic airplane hangar from World War II when the site of Great Park was the El Toro 
Marine Corps Air Station. The Hangar is an exhibition space for Stories of El Toro and features historical 
images, displays and artifacts that tell the story of the site. The Hangar also houses two World War II 
airplanes for display and rotating exhibits. The Hangar is available to rent for private events. In 2018, 
more than 35,000 people visited Hangar 244. 
 
Figure 4.3.5 Historic Hangar 244 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Farm & Food Lab 
The Farm & Food Lab is an interactive outdoor classroom for all visitors that features raised-bed gardens, 
fruit trees, vertical gardening, worm compost bin and solar and wind powered lights. This organic 
horticulture area provides visitors with educational gardening programs and facilitates community 
cooperation. The Farm & Food Lab also offers classes for disciplines such as picking and canning. In 
2018, the Farm & Food Lab hosted more than 11,000 visitors. 
 
Figure 4.3.6 Farm & Food Lab 
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Kids Rock Playground 
The Kids Rock Playground offers an environmentally conscious space for children to play, relax and have 
fun. The focus of the Playground is on educating young guests about conservation ecology and the water 
cycle. The Playground features a group of shade structures, climbing rocks, tunnels, a seating area made 
from recycled concrete and illustrated lakes and streams on recycled rubber flooring. 
 
Figure 4.3.7 Kids Rock Playground 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Terraced Lawn 
The Terraced Lawn sits at the center of Orange County Great Park and connects the North Lawn to the 
Palm Court and Great Park Balloon area. The Terraced Lawn serves as an outdoor performance venue 
for many Great Park events, including Movies on the Lawn. 
 
Figure 4.3.8 Terraced Lawn 
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Farmers Market 
On Sundays, Orange County Great Park hosts the Farmers Market and features fresh, locally grown fruits 
and vegetables, handcrafted products and food trucks. Access to the Farm & Food Lab is also available 
during the Farmers Market and guests can receive gardening tips. Weather permitting, the Farmers 
Market is open every Sunday from 10 a.m. to 2 p.m. and admission is free to all visitors. In 2018, more 
than 33,000 people attended the Farmers Market at Great Park. 
 
Figure 4.3.9 Farmers Market 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

57 



Orange County Great Park  Asset Inventory & Valuation Report 

© 2019 The Superlative Group. All rights reserved. 24 

4.4 Special Events 
The City of Irvine hosts a number of special events at Orange County Great Park. The City and The 
Superlative Group agreed the following list of events could attract a Naming Rights or Presenting Partner 
and/or other corporate sponsorships. 
 
Irvine Global Village Festival 
The City of Irvine hosted the 17th Annual Irvine Global Village Festival in 2018 with approximately 30,000 
attendees. The Irvine Global Village Festival is an all-day event designed to represent cultures from 
around the world with performances, cuisine, crafts, activities, exhibits and an international marketplace. 
2018 was the first year the Festival was held at Orange County Great Park. 
 
Figure 4.4.1 Irvine Global Village Festival 
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Movies on the Lawn 
An annual summer tradition in Irvine, the family friendly Movies on the Lawn series takes place either on 
the Terraced Lawn or at the Palm Court. Admission and parking are both free for visitors and food trucks 
are available on site. The series in 2018 saw almost 9,000 attendees to the park. 

Figure 4.4.2 Movies on the Lawn 
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5 Asset Database 

5.1 Introduction 
This section provides an overview of the Asset Database, which identifies and values the Naming Rights 
and corporate sponsorship assets of Orange County Great Park. Superlative studied numerous sources 
provided by City personnel, obtained through original research and referenced from Superlative’s 
proprietary database in order to determine a baseline level of total impressions that a Naming Rights 
partner for the site(s) could receive. Superlative made prudent assumptions as to the number and 
frequency of rotations on signage inventory and internal electronic message boards, if applicable.  

Superlative then applies modified CPM rates to each sponsorship asset and weighs them against 
external benchmarks for prices paid for similar assets in order to determine its reasonable saleable value.  

The most important factors for the purposes of the sponsorship valuation will be: 

i. The size and design of signage visible to visitors, local residents and pedestrians;
ii. The size and design of exterior signage visible to major roadways;
iii. The amount of media buy in which the Sponsor will be recognized; and
iv. Any restrictions placed on Sponsor Signage by the City in accordance with its Naming Rights

policy.

5.2 Championship Soccer Stadium Naming Rights and Benefits 
The following tables present the proposed rights and benefits to be included in a Naming Rights 
agreement to the Championship Soccer Stadium at Great Park. Specific locations of signage benefits are 
subject to change based on final design, size and location and subject to approval by the City in 
accordance with its Naming Rights policy and local signage ordinances (see Appendix C). This valuation 
represents the opportunity for a corporate partner to name the Stadium as “The [COMPANY] Stadium”. 
The exposure opportunities are identified on the left and annual benefit estimates are provided on the 
right.

Table 5.2.1 

Asset Championship Soccer Stadium Naming Rights Sponsor 

Asset Description Naming Rights Sponsorship Benefits 

Sponsorship 
Opportunity 

Subject to City of Irvine approval, the Naming Rights Agreement would include the following 
sponsorship benefits: 

Signage Exposure 
• Sponsor ID on Directional Signage (off-site)
• Sponsor ID on Stadium Entrances
• Sponsor ID on Scoreboard
• Sponsor ID on Ticket Office
• Sponsor ID on Field Sideline Banner
• Sponsor Exposure in Collateral Material
• Sponsor Exposure in Digital & Social Media
• VIP Hospitality

Term of 
Sponsorship 

Proposed Term of this Sponsorship opportunity will be a minimum of 25 years. The draft 
Agreement will include a CPI escalator and pass responsibility for design and production of 
initial signage to the Sponsor. 
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5.2.2 Championship Soccer Stadium Naming Rights Valuation 

Soccer Stadium Sponsor Exposure Weighted Impressions Annual Benefit 
 Sponsor ID on Directional Signage 5,368,430 $26,842 
 Sponsor ID on Stadium Entrances 121,823 $609 
 Sponsor ID on Scoreboard 45,522 $228 
 Sponsor ID on Ticket Office 41,384 $207 
 Sponsor ID on Field Sideline Banner 87,366 $437 
 Sponsor Exposure in Collateral Material 193,124 $12,283 
 Sponsor Exposure in Digital & Social Media 1,826,191 $7,525 
 VIP Hospitality - $7,500 
 TOTAL 7,683,840 $55,630 

Valuation Assumptions2 

Sponsor Exposure 
i. Valuation assumes Naming Rights Sponsor will be included on directional signage (off-site) and

assumes eight signs.
ii. Valuation assumes Naming Rights Sponsor will be included on stadium entrance signs that will

be visible to attendees.
iii. Valuation assumes Sponsor will be included on scoreboard signage inside the stadium.
iv. Valuation assumes Sponsor will be included on ticket office signage at stadium.
v. Valuation assumes Sponsor will be provided two field sideline banners inside stadium.
vi. Valuation assumes Sponsor will be included in collateral material produced by the City, including

brochures, tickets and a full-page ad in Inside Irvine magazine ($9,000 value).
vii. Valuation assumes Sponsor will be included on Great Park website, City of Irvine website, City of

Irvine Community Services email newsletters and Orange County Great Park email newsletters.
viii. Valuation assumes Sponsor will be included on all Great Park and City of Irvine social media

accounts and assumes one sponsor post per month each.
ix. Valuation assumes Sponsor will be allowed use of event space at Great Park for one Sponsor

company events, valued at $7,500.

Revenue Potential 
The Superlative Group proposes a value range for Naming Rights Sponsorship rights and benefits 
between $50,000 and $100,000 per annum. Over a proposed term of 25 years, Naming Rights could 
generate between $1.7 million and $3.5 million, assuming inclusion of a CPI escalator of 2.6%.  

2 Changes in these assumptions could significantly affect any outcomes for incremental revenue associated with 
securing Naming Rights Sponsorship for the City of Irvine. 
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5.3 Baseball Stadium Naming Rights and Benefits 
The following tables present the proposed rights and benefits to be included in a Naming Rights 
agreement to the Baseball Stadium at Great Park. Specific locations of signage benefits are subject to 
change based on final design, size and location and subject to approval by the City in accordance with its 
Naming Rights policy and local signage ordinances (see Appendix C). This valuation represents the 
opportunity for a corporate partner to name the Stadium as “The [COMPANY] Stadium”. The exposure 
opportunities are identified on the left and annual benefit estimates are provided on the right 
 
Table 5.3.1 
 

Asset Baseball Stadium Naming Rights Sponsor 

Asset Description Naming Rights Sponsorship Benefits 

Sponsorship 
Opportunity 

Subject to City of Irvine approval, the Naming Rights Agreement would include the following 
sponsorship benefits: 
 
Signage Exposure 

• Sponsor ID on Directional Signage (off-site) 
• Sponsor ID on Stadium Entrances 
• Sponsor ID on Scoreboards 
• Sponsor ID on Ticket Office 
• Sponsor ID on Outfield Banner 
• Sponsor Exposure in Collateral Material 
• Sponsor Exposure in Digital & Social Media 
• VIP Hospitality 

 
Term of 
Sponsorship 

Proposed Term of this Sponsorship opportunity will be a minimum of 25 years. The draft 
Agreement will include a CPI escalator and pass responsibility for design and production of 
initial signage to the Sponsor. 

 
5.3.2 Baseball Stadium Naming Rights Valuation 
 

Baseball Stadium Sponsor Exposure  Weighted Impressions  Annual Benefit 
 Sponsor ID on Directional Signage 5,171,898  $25,859  
 Sponsor ID on Stadium Entrances 106,640  $533  
 Sponsor ID on Scoreboard 28,500  $143  
 Sponsor ID on Ticket Office 27,000  $135  
 Sponsor ID on Outfield Banner 27,000  $135  
 Sponsor Exposure in Collateral Material 126,000  $11,142  
 Sponsor Exposure in Digital & Social Media 1,826,191 $7,525 
 VIP Hospitality - $7,500 
 TOTAL 7,313,229 $52,972 
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Valuation Assumptions3 
 
Sponsor Exposure 

i. Valuation assumes Naming Rights Sponsor will be included on directional signage (off-site) and 
assumes seven signs. 

ii. Valuation assumes Naming Rights Sponsor will be included on stadium entrance signs that will 
be visible to attendees. 

iii. Valuation assumes Sponsor will be included on scoreboard signage inside the stadium. 
iv. Valuation assumes Sponsor will be included on ticket office signage at stadium. 
v. Valuation assumes Sponsor will be provided outfield banners inside stadium. 
vi. Valuation assumes Sponsor will be included in collateral material produced by the City, including 

brochures, tickets and a full-page ad in Inside Irvine magazine ($9,000 value). 
vii. Valuation assumes Sponsor will be included on Great Park website, City of Irvine website, City of 

Irvine Community Services email newsletters and Orange County Great Park email newsletters. 
viii. Valuation assumes Sponsor will be included on all Great Park and City of Irvine social media 

accounts and assumes one sponsor post per month each. 
ix. Valuation assumes Sponsor will be allowed use of event space at Great Park for one Sponsor 

company events, valued at $7,500. 
 
Revenue Potential 
The Superlative Group proposes a value range for Naming Rights Sponsorship rights and benefits 
between $50,000 and $100,000 per annum. Over a proposed term of 25 years, Naming Rights could 
generate between $1.7 million and $3.5 million, assuming inclusion of a CPI escalator of 2.6%. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                
3 Changes in these assumptions could significantly affect any outcomes for incremental revenue associated with 
securing Naming Rights Sponsorship for the City of Irvine. 
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5.4 Softball Stadium Naming Rights and Benefits 
The following tables present the proposed rights and benefits to be included in a Naming Rights 
agreement to the Softball Stadium at Great Park. Specific locations of signage benefits are subject to 
change based on final design, size and location and subject to approval by the City in accordance with its 
Naming Rights policy and local signage ordinances (see Appendix C). This valuation represents the 
opportunity for a corporate partner to name the Softball Stadium as “The [COMPANY] Stadium”. The 
exposure opportunities are identified on the left and annual benefit estimates are provided on the right. 
 
Table 5.4.1 
 

Asset Softball Stadium Naming Rights Sponsor 

Asset Description Naming Rights Sponsorship Benefits 

Sponsorship 
Opportunity 

Subject to City of Irvine approval, the Naming Rights Agreement would include the following 
sponsorship benefits: 
 
Signage Exposure 

• Sponsor ID on Directional Signage (off-site) 
• Sponsor ID on Stadium Entrances 
• Sponsor ID on Scoreboards 
• Sponsor ID on Ticket Office 
• Sponsor ID on Outfield Banner 
• Sponsor Exposure in Collateral Material 
• Sponsor Exposure in Digital & Social Media 
• VIP Hospitality 

 
Term of 
Sponsorship 

Proposed Term of this Sponsorship opportunity will be a minimum of 25 years. The draft 
Agreement will include a CPI escalator and pass responsibility for design and production of 
initial signage to the Sponsor. 

 
5.4.2 Softball Stadium Naming Rights Valuation 
 

Softball Stadium Sponsor Exposure   Weighted Impressions   Annual Benefit 
 Sponsor ID on Directional Signage 3,835,013  $19,175  
 Sponsor ID on Stadium Entrances 101,890  $509  
 Sponsor ID on Scoreboard 23,750  $119  
 Sponsor ID on Ticket Office 22,500  $113  
 Sponsor ID on Outfield Banner 22,500  $113  
 Sponsor Exposure in Collateral Material 105,000  $10,785  
 Sponsor Exposure in Digital & Social Media 1,826,191 $7,525 
 VIP Hospitality - $7,500 
 TOTAL 5,936,844 $45,838 
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Valuation Assumptions4 
 
Sponsor Exposure 

i. Valuation assumes Naming Rights Sponsor will be included on directional signage (off-site) and 
assumes five signs. 

ii. Valuation assumes Naming Rights Sponsor will be included on stadium entrance signs that will 
be visible to attendees. 

iii. Valuation assumes Sponsor will be included on scoreboard signage inside the stadium. 
iv. Valuation assumes Sponsor will be included on ticket office signage at stadium. 
v. Valuation assumes Sponsor will be provided outfield banners inside stadium. 
vi. Valuation assumes Sponsor will be included in collateral material produced by the City, including 

brochures, tickets and a full-page ad in Inside Irvine magazine ($9,000 value). 
vii. Valuation assumes Sponsor will be included on Great Park website, City of Irvine website, City of 

Irvine Community Services email newsletters and Orange County Great Park email newsletters. 
viii. Valuation assumes Sponsor will be included on all Great Park and City of Irvine social media 

accounts and assumes one sponsor post per month each. 
ix. Valuation assumes Sponsor will be allowed use of event space at Great Park for one Sponsor 

company events, valued at $7,500. 
 
Revenue Potential 
The Superlative Group proposes a value range for Naming Rights Sponsorship rights and benefits 
between $25,000 and $50,000 per annum. Over a proposed term of 25 years, Naming Rights could 
generate between $865,000 and $1.7 million, assuming inclusion of a CPI escalator of 2.6%. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                
4 Changes in these assumptions could significantly affect any outcomes for incremental revenue associated with 
securing Naming Rights Sponsorship for the City of Irvine. 
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5.5 Tennis Center Naming Rights and Benefits 
The following tables present the proposed rights and benefits to be included in a Naming Rights 
agreement to the Tennis Center at Great Park. Specific locations of signage benefits are subject to 
change based on final design, size and location and subject to approval by the City in accordance with its 
Naming Rights policy and local signage ordinances (see Appendix C). This valuation represents the 
opportunity for a corporate partner to rename the Tennis Center as “The [COMPANY] Tennis Center”. 
The exposure opportunities are identified on the left and annual benefit estimates are provided on the 
right. 
 
Table 5.5.1 
 

Asset Tennis Center Naming Rights Sponsor 

Asset Description Naming Rights Sponsorship Benefits 

Sponsorship 
Opportunity 

Subject to City of Irvine approval, the Naming Rights Agreement would include the following 
sponsorship benefits: 
 
Signage Exposure 

• Sponsor ID on Directional Signage (off-site) 
• Sponsor ID on Center Entrance 
• Sponsor ID on Scoreboard 
• Sponsor ID on Center Office 
• Sponsor ID on Courtside Banner 
• Sponsor Exposure in Collateral Material 
• Sponsor Exposure in Digital & Social Media 
• VIP Hospitality 

 
Term of 
Sponsorship 

Proposed Term of this Sponsorship opportunity will be a minimum of 25 years. The draft 
Agreement will include a CPI escalator and pass responsibility for design and production of 
initial signage to the Sponsor. 

 
5.5.2 Tennis Center Naming Rights Valuation 
 

Tennis Center Sponsor Exposure   Weighted Impressions   Annual Benefit 
 Sponsor ID on Directional Signage 2,612,269  $13,061  
 Sponsor ID on Center Entrance 99,040  $495  
 Sponsor ID on Scoreboard 20,900  $105  
 Sponsor ID on Center Office 20,900  $105  
 Sponsor ID on Courtside Banner 20,900  $105  
 Sponsor Exposure in Collateral Material 92,400  $10,571  
 Sponsor Exposure in Digital & Social Media 1,826,191 $7,525 
 VIP Hospitality - $7,500 
 TOTAL 4,692,600 $39,465 
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Valuation Assumptions5 
 
Sponsor Exposure 

i. Valuation assumes Naming Rights Sponsor will be included on directional signage (off-site) and 
assumes four signs. 

ii. Valuation assumes Naming Rights Sponsor will be included on center entrance signs that will be 
visible to attendees. 

iii. Valuation assumes Sponsor will be included on scoreboard signage inside the center. 
iv. Valuation assumes Sponsor will be included on center office signage. 
v. Valuation assumes Sponsor will be given courtside banners inside the championship court. 
vi. Valuation assumes Sponsor will be included in collateral material produced by the City, including 

brochures, tickets and a full-page ad in Inside Irvine magazine ($9,000 value). 
vii. Valuation assumes Sponsor will be included on Great Park website, City of Irvine website, City of 

Irvine Community Services email newsletters and Orange County Great Park email newsletters. 
viii. Valuation assumes Sponsor will be included on all Great Park and City of Irvine social media 

accounts and assumes one sponsor post per month each. 
ix. Valuation assumes Sponsor will be allowed use of event space at Great Park for one Sponsor 

company events, valued at $7,500. 
 
Revenue Potential 
The Superlative Group proposes a value range for Naming Rights Sponsorship rights and benefits 
between $25,000 and $50,000 per annum. Over a proposed term of 25 years, Naming Rights could 
generate between $865,000 and $1.7 million, assuming inclusion of a CPI escalator of 2.6%. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                
5 Changes in these assumptions could significantly affect any outcomes for incremental revenue associated with 
securing Naming Rights Sponsorship for the City of Irvine. 
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5.6 Volleyball and Basketball Courts Naming Rights and Benefits 
The following tables present the proposed rights and benefits to be included in a Naming Rights 
agreement to the Volleyball and Basketball Courts at Great Park. Specific locations of signage benefits 
are subject to change based on final design, size and location and subject to approval by the City in 
accordance with its Naming Rights policy and local signage ordinances (see Appendix C). This valuation 
represents the opportunity for a corporate partner to rename the Volleyball and Basketball Courts as “The 
[COMPANY] Courts”. The exposure opportunities are identified on the left and annual benefit estimates 
are provided on the right. 
 
Table 5.6.1 
 

Asset Volleyball & Basketball Courts Naming Rights Sponsor 

Asset Description Naming Rights Sponsorship Benefits 

Sponsorship 
Opportunity 

Subject to the City of Irvine approval, the Naming Rights Agreement would include the 
following sponsorship benefits: 
 
Signage Exposure 

• Sponsor ID on Wayfinding Signage (on-site) 
• Sponsor ID on Scoreboards 
• Sponsor ID on Basketball Courts 
• Sponsor ID on Court Signs 
• Sponsor Exposure in Collateral Material 
• Sponsor Exposure in Digital & Social Media 

 
Term of 
Sponsorship 

Proposed Term of this Sponsorship opportunity will be a minimum of 10 years. The draft 
Agreement will include a CPI escalator and pass responsibility for design and production of 
initial signage to the Sponsor. 

 
5.6.2 Volleyball & Basketball Courts Naming Rights Valuation 
 

Volleyball & Basketball Courts Sponsor Exposure  Weighted Impressions  Annual Benefit 
 Sponsor ID on Wayfinding Signage (on-site) 171,280  $856  
 Sponsor ID on Scoreboards 40,756  $204  
 Sponsor ID on Basketball Courts (4) 161,024  $805  
 Sponsor ID on Court Signs 348,464  $1,742  
 Sponsor Exposure in Collateral Material 19,500  $9,332  
 Sponsor Exposure in Digital & Social Media 1,826,191 $7,525 
 TOTAL 2,567,215 $20,464 
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Valuation Assumptions6 

Sponsor Exposure 
i. Valuation assumes Naming Rights Sponsor will be included on wayfinding signage (on-site) and

assumes two signs.
ii. Valuation assumes Sponsor will be included on scoreboard signage at the championship

volleyball court.
iii. Valuation assumes Sponsor ID will be painted on all four basketball courts.
iv. Valuation assumes Sponsor will be included on court identification signs for all nine volleyball and

basketball courts.
v. Valuation assumes Sponsor will be included in collateral material produced by the City, including

brochures, tickets and a full-page ad in Inside Irvine magazine ($9,000 value).
vi. Valuation assumes Sponsor will be included on Great Park website, Orange County Parks

website, City of Irvine website, City of Irvine Community Services email newsletters and Orange
County Great Park email newsletters.

vii. Valuation assumes Sponsor will be included on all Great Park, Orange County Parks and City of
Irvine social media accounts and assumes one sponsor post per month each.

Revenue Potential 
The Superlative Group proposes a value range for Naming Rights Sponsorship rights and benefits 
between $20,000 and $30,000 per annum. Over a proposed term of 10 years, Naming Rights could 
generate between $692,000 and $1 million, assuming inclusion of a CPI escalator of 2.6%. 

6 Changes in these assumptions could significantly affect any outcomes for incremental revenue associated with 
securing Naming Rights Sponsorship for the City of Irvine. 
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5.7 Palm Court Arts Complex Naming Rights and Benefits 
The following tables present the proposed rights and benefits to be included in a Naming Rights 
agreement to the Palm Court Arts Complex at Great Park. Specific locations of signage benefits are 
subject to change based on final design, size and location and subject to approval by the City in 
accordance with its Naming Rights policy and local signage ordinances (see Appendix C). This valuation 
represents the opportunity for a corporate partner to rename the Palm Court Arts Complex as “The 
[COMPANY] Arts Complex”. The exposure opportunities are identified on the left and annual benefit 
estimates are provided on the right. 
 
Table 5.7.1 
 

Asset Palm Court Arts Complex Naming Rights Sponsor 

Asset Description Naming Rights Sponsorship Benefits 

Sponsorship 
Opportunity 

Subject to City of Irvine approval, the Naming Rights Agreement would include the following 
sponsorship benefits: 
 
Signage Exposure 

• Sponsor ID on Wayfinding Signage (on-site) 
• Sponsor ID on Gallery and Artist Studios Entrance 
• Sponsor ID on Interior Signage 
• Sponsor Exposure in Collateral Material 
• Sponsor Exposure in Digital & Social Media 

 
Term of 
Sponsorship 

Proposed Term of this Sponsorship opportunity will be a minimum of 10 years. The draft 
Agreement will include a CPI escalator and pass responsibility for design and production of 
initial signage to the Sponsor. 

 
 
5.7.2 Palm Court Arts Complex Naming Rights Valuation 
 

Palm Court Arts Complex Sponsor Exposure  Weighted Impressions  Annual Benefit 
 Sponsor ID on Wayfinding Signage (on-site) 199,453  $997  
 Sponsor ID on Gallery and Artist Studios Entrances 117,198  $586  
 Sponsor ID on Interior Signage 109,372  $547  
 Sponsor Exposure in Collateral Material 120,884  $11,055  
 Sponsor Exposure in Digital & Social Media 1,826,191 $7,525 
 TOTAL  2,373,098 $20,710 
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Valuation Assumptions7 

Sponsor Exposure 
i. Valuation assumes Naming Rights Sponsor will be included on wayfinding signage (on-site) and

assumes two signs.
ii. Valuation assumes Sponsor will be included on gallery and artist studio entrances.
iii. Valuation assumes Sponsor will be included on interior signage and assumes four signs

throughout the Arts Complex.
iv. Valuation assumes Sponsor will be included in collateral material produced by the City, including

brochures, tickets and a full-page ad in Inside Irvine magazine ($9,000 value).
v. Valuation assumes Sponsor will be included on Great Park website, City of Irvine website, City of

Irvine Community Services email newsletters and Orange County Great Park email newsletters.
vi. Valuation assumes Sponsor will be included on all Great Park and City of Irvine social media

accounts and assumes one sponsor post per month each.

Revenue Potential 
The Superlative Group proposes a value range for Naming Rights Sponsorship rights and benefits 
between $20,000 and $30,000 per annum. Over a proposed term of 10 years, Naming Rights could 
generate between $225,000 and $338,000, assuming inclusion of a CPI escalator of 2.6%. 

7 Changes in these assumptions could significantly affect any outcomes for incremental revenue associated with 
securing Naming Rights Sponsorship for the City of Irvine. 
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5.8 Reflecting Ponds and Viewing Pier Naming Rights and Benefits 
The following tables present the proposed rights and benefits to be included in a Naming Rights 
agreement to the Reflecting Ponds and Viewing Pier at Great Park. Specific locations of signage benefits 
are subject to change based on final design, size and location and subject to approval by the City in 
accordance with its Naming Rights policy and local signage ordinances (see Appendix C). This valuation 
represents the opportunity for a corporate partner to rename the Reflecting Ponds and Viewing Pier as 
“The [COMPANY] Ponds and Pier”. The exposure opportunities are identified on the left and annual 
benefit estimates are provided on the right. 

Table 5.8.1 

Asset Reflecting Ponds and Viewing Pier Naming Rights Sponsor 

Asset Description Naming Rights Sponsorship Benefits 

Sponsorship 
Opportunity 

Subject to City of Irvine approval, the Naming Rights Agreement would include the following 
sponsorship benefits: 

Signage Exposure 
• Sponsor ID on Wayfinding Signage (on-site)
• Sponsor ID on Pier Signage
• Sponsor Exposure in Digital & Social Media

Term of 
Sponsorship 

Proposed Term of this Sponsorship opportunity will be a minimum of 10 years. The draft 
Agreement will include a CPI escalator and pass responsibility for design and production of 
initial signage to the Sponsor. 

5.8.2 Reflecting Ponds and Viewing Pier Naming Rights Valuation 

Reflecting Ponds and Viewing Pier Sponsor Exposure   Weighted Impressions   Annual Benefit 
 Sponsor ID on Wayfinding Signage (on-site) 163,780 $819 
 Sponsor ID on Pier Signage 82,890 $414 
 Sponsor Exposure in Digital & Social Media 1,826,191 $7,525 
 TOTAL 2,072,861 $8,758 

Valuation Assumptions8 

Sponsor Exposure 
i. Valuation assumes Naming Rights Sponsor will be included on wayfinding signage (on-site) and

assumes two signs.
ii. Valuation assumes Sponsor will be included on pier signage.
iii. Valuation assumes Sponsor will be included on interior signage and assumes four signs

throughout the Arts Complex.
iv. Valuation assumes Sponsor will be included on Great Park website, City of Irvine website, City of

Irvine Community Services email newsletters and Orange County Great Park email newsletters.
v. Valuation assumes Sponsor will be included on all Great Park and City of Irvine social media

accounts and assumes one sponsor post per month each.

Revenue Potential 
The Superlative Group proposes a value range for Naming Rights Sponsorship rights and benefits 
between $5,000 and $10,000 per annum. Over a proposed term of 10 years, Naming Rights could 
generate between $56,000 and $169,000, assuming inclusion of a CPI escalator of 2.6%. 

8 Changes in these assumptions could significantly affect any outcomes for incremental revenue associated with 
securing Naming Rights Sponsorship for the City of Irvine. 
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5.9 Historic Hangar 244 Naming Rights and Benefits 
The following tables present the proposed rights and benefits to be included in a Naming Rights 
agreement to the Historic Hangar 244 at Great Park. Specific locations of signage benefits are subject to 
change based on final design, size and location and subject to approval by the City in accordance with its 
Naming Rights policy and local signage ordinances (see Appendix C). This valuation represents the 
opportunity for a corporate partner to rename the Historic Hangar 244 as “The [COMPANY] Hangar”. The 
exposure opportunities are identified on the left and annual benefit estimates are provided on the right. 
 
Table 5.9.1 
 

Asset Historic Hangar 244 Naming Rights Sponsor 

Asset 
Description 

Naming Rights Sponsorship Benefits 
 

Sponsorship 
Opportunity 

Subject to City of Irvine approval, the Naming Rights Agreement would include the following 
sponsorship benefits: 
 
Signage Exposure 

• Sponsor ID on Wayfinding Signage (on-site) 
• Sponsor ID on Hangar Entrance 
• Sponsor ID on Interior Hangar Signage 
• Sponsor ID in History Room 
• Sponsor Exposure in Collateral Material 
• Sponsor Exposure in Digital & Social Media 

 
Term of 
Sponsorship 

Proposed Term of this Sponsorship opportunity will be a minimum of 10 years. The draft 
Agreement will include a CPI escalator and pass responsibility for design and production of 
initial signage to the Sponsor. 

 
5.9.2 Historic Hangar 244 Naming Rights Valuation 
 

Historic Hangar 244 Sponsor Exposure   Weighted Impressions   Annual Benefit 
 Sponsor ID on Wayfinding Signage (on-site) 223,521  $1,118  
 Sponsor ID on Hangar Entrance 64,877  $324  
 Sponsor ID on Interior Hangar Signage 134,482  $672  
 Sponsor ID in History Room; shown on screen before 
documentary 33,621  $672  

 Sponsor Exposure in Collateral Material 148,638  $11,527  
 Sponsor Exposure in Digital & Social Media 1,826,191 $7,525 
 TOTAL 2,431,329 $21,838 
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Valuation Assumptions9 
 
Sponsor Exposure 

i. Valuation assumes Naming Rights Sponsor will be included on wayfinding signage (on-site) and 
assumes two signs. 

ii. Valuation assumes Sponsor will be included on Hangar entrances. 
iii. Valuation assumes Sponsor will be included on interior signage and assumes four signs 

throughout the Hangar. 
iv. Valuation assumes Sponsor will be shown on screen before video documentary in the History 

Room. 
v. Valuation assumes Sponsor will be included in collateral material produced by the City, including 

brochures, tickets and a full-page ad in Inside Irvine magazine ($9,000 value). 
vi. Valuation assumes Sponsor will be included on Great Park website, City of Irvine website, City of 

Irvine Community Services email newsletters and Orange County Great Park email newsletters. 
vii. Valuation assumes Sponsor will be included on all Great Park and City of Irvine social media 

accounts and assumes one sponsor post per month each. 
 
Revenue Potential 
The Superlative Group proposes a value range for Naming Rights Sponsorship rights and benefits 
between $20,000 and $30,000 per annum. Over a proposed term of 10 years, Naming Rights could 
generate between $225,000 and $338,000, assuming inclusion of a CPI escalator of 2.6%. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                
9 Changes in these assumptions could significantly affect any outcomes for incremental revenue associated with 
securing Naming Rights Sponsorship for City of Irvine. 
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5.10 Farm & Food Lab Naming Rights and Benefits 
The following tables present the proposed rights and benefits to be included in a Naming Rights 
agreement to the Farm & Food Lab at Great Park. Specific locations of signage benefits are subject to 
change based on final design, size and location and subject to approval by the City in accordance with its 
Naming Rights policy and local signage ordinances (see Appendix C). This valuation represents the 
opportunity for a corporate partner to rename the Farm & Food Lab as “The [COMPANY] Lab”. The 
exposure opportunities are identified on the left and annual benefit estimates are provided on the right. 

Table 5.10.1 

Asset Farm & Food Lab Naming Rights Sponsor 

Asset Description Naming Rights Sponsorship Benefits 

Sponsorship 
Opportunity 

Subject to City of Irvine approval, the Naming Rights Agreement would include the following 
sponsorship benefits: 

Signage Exposure 
• Sponsor ID on Wayfinding Signage (on-site)
• Sponsor ID on Outdoor Garden Signage
• Sponsor Exposure in Collateral Material
• Sponsor Exposure in Digital & Social Media

Term of 
Sponsorship 

Proposed Term of this Sponsorship opportunity will be a minimum of 10 years. The draft 
Agreement will include a CPI escalator and pass responsibility for design and production of 
initial signage to the Sponsor. 

5.10.2 Farm & Food Lab Naming Rights Valuation 

Farm & Food Lab Sponsor Exposure  Weighted Impressions  Annual Benefit 
 Sponsor ID on Wayfinding Signage (on-site) 79,318 $397 
 Sponsor ID on Outdoor Garden Signage 42,575 $213 
 Sponsor Exposure in Collateral Material 36,413 $9,619 
 Sponsor Exposure in Digital & Social Media 1,826,191 $7,525 
 TOTAL 1,984,497 $17,753 

Valuation Assumptions10 

Sponsor Exposure 
i. Valuation assumes Naming Rights Sponsor will be included on wayfinding signage (on-site) and

assumes two signs.
ii. Valuation assumes Sponsor will be included on outdoor garden signage and assumes four signs.
iii. Valuation assumes Sponsor will be included in collateral material produced by the City, including

brochures and a full-page ad in Inside Irvine magazine ($9,000 value).
iv. Valuation assumes Sponsor will be included on Great Park website, City of Irvine website, City of

Irvine Community Services email newsletters and Orange County Great Park email newsletters.
v. Valuation assumes Sponsor will be included on all Great Park and City of Irvine social media

accounts and assumes one sponsor post per month each.

Revenue Potential 
The Superlative Group proposes a value range for Naming Rights Sponsorship rights and benefits 
between $15,000 and $25,000 per annum. Over a proposed term of 10 years, Naming Rights could 
generate between $169,000 and $281,000, assuming inclusion of a CPI escalator of 2.6%. 

10 Changes in these assumptions could significantly affect any outcomes for incremental revenue associated with 
securing Naming Rights Sponsorship for the City of Irvine. 
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5.11 Kids Rock Playground Naming Rights and Benefits 
The following tables present the proposed rights and benefits to be included in a Naming Rights 
agreement to the Kids Rock Playground at Great Park. Specific locations of signage benefits are subject 
to change based on final design, size and location and subject to approval by the City in accordance with 
its Naming Rights policy and local signage ordinances (see Appendix C). This valuation represents the 
opportunity for a corporate partner to rename the Kids Rock Playground as “The [COMPANY] 
Playground”. The exposure opportunities are identified on the left and annual benefit estimates are 
provided on the right. 
 
Table 5.11.1 
 

Asset Kids Rock Playground Naming Rights Sponsor 

Asset Description Naming Rights Sponsorship Benefits 

Sponsorship 
Opportunity 

Subject to City of Irvine approval, the Naming Rights Agreement would include the following 
sponsorship benefits: 
 
Signage Exposure 

• Sponsor ID on Wayfinding Signage (on-site) 
• Sponsor ID on Playground Entrance 
• Sponsor Exposure in Digital & Social Media 

 
Term of 
Sponsorship 

Proposed Term of this Sponsorship opportunity will be a minimum of 10 years. The draft 
Agreement will include a CPI escalator and pass responsibility for design and production of 
initial signage to the Sponsor. 

 
5.11.2 Kids Rock Playground Naming Rights Valuation 
 

Kids Rock Playground Sponsor Exposure  Weighted Impressions  Annual Benefit 
 Sponsor ID on Wayfinding Signage (on-site) 156,280 $781 
 Sponsor ID on Playground Entrance 78,140 $391 
 Sponsor Exposure in Digital & Social Media 1,826,191 $7,525 
 TOTAL 2,060,611 $8,697 

 
Valuation Assumptions11 
 
Sponsor Exposure 

i. Valuation assumes Naming Rights Sponsor will be included on wayfinding signage (on-site) and 
assumes two signs. 

ii. Valuation assumes Sponsor will be included on playground entrances. 
iii. Valuation assumes Sponsor will be included on Great Park website, City of Irvine website, City of 

Irvine Community Services email newsletters and Orange County Great Park email newsletters. 
iv. Valuation assumes Sponsor will be included on all Great Park and City of Irvine social media 

accounts and assumes one sponsor post per month each. 
 
Revenue Potential 
The Superlative Group proposes a value range for Naming Rights Sponsorship rights and benefits 
between $5,000 and $15,000 per annum. Over a proposed term of 10 years, Naming Rights could 
generate between $56,000 and $169,000, assuming inclusion of a CPI escalator of 2.6%. 
 

                                                
11 Changes in these assumptions could significantly affect any outcomes for incremental revenue associated with 
securing Naming Rights Sponsorship for the City of Irvine. 
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5.12 Terraced Lawn Naming Rights and Benefits 
The following tables present the proposed rights and benefits to be included in a Naming Rights 
agreement to the Terraced Lawn at Great Park. Specific locations of signage benefits are subject to 
change based on final design, size and location and subject to approval by the City in accordance with its 
Naming Rights policy and local signage ordinances (see Appendix C). This valuation represents the 
opportunity for a corporate partner to rename the Terraced Lawn as “The [COMPANY] Lawn”. The 
exposure opportunities are identified on the left and annual benefit estimates are provided on the right. 
 
Table 5.12.1 
 

Asset Terraced Lawn Naming Rights Sponsor 

Asset Description Naming Rights Sponsorship Benefits 

Sponsorship 
Opportunity 

Subject to City of Irvine approval, the Naming Rights Agreement would include the following 
sponsorship benefits: 
 
Signage Exposure 

• Sponsor ID on Wayfinding Signage (on-site) 
• Sponsor ID on Lawn Signage 
• Sponsor Exposure in Collateral Materials 
• Sponsor Exposure in Digital & Social Media 

 
Term of 
Sponsorship 

Proposed Term of this Sponsorship opportunity will be a minimum of 10 years. The draft 
Agreement will include a CPI escalator and pass responsibility for design and production of 
initial signage to the Sponsor. 

 
5.12.2 Terraced Lawn Naming Rights Valuation 
 

Kids Rock Playground Sponsor Exposure  Weighted Impressions  Annual Benefit 
 Sponsor ID on Wayfinding Signage (on-site) 1,812,762 $9,064 
 Sponsor ID on Lawn Signage 805,672 $4,028 
 Sponsor Exposure in Collateral Material 195,598 $12,325 
 Sponsor Exposure in Digital & Social Media 1,826,191 $7,525 
 TOTAL 4,640,223 $32,942 

 
Valuation Assumptions12 
 
Sponsor Exposure 

i. Valuation assumes Naming Rights Sponsor will be included on wayfinding signage (on-site) and 
assumes nine signs. 

ii. Valuation assumes Sponsor will be included on lawn signage and assumes four signs. 
iii. Valuation assumes Sponsor will be included in collateral material produced by the City, including 

brochures, tickets and a full-page ad in Inside Irvine magazine ($9,000 value). 
iv. Valuation assumes Sponsor will be included on Great Park website, City of Irvine website, City of 

Irvine Community Services email newsletters and Orange County Great Park email newsletters. 
v. Valuation assumes Sponsor will be included on all Great Park and City of Irvine social media 

accounts and assumes one sponsor post per month each. 
 
Revenue Potential 
The Superlative Group proposes a value range for Naming Rights Sponsorship rights and benefits 
between $30,000 and $40,000 per annum. Over a proposed term of 10 years, Naming Rights could 
generate between $338,000 and $450,000, assuming inclusion of a CPI escalator of 2.6%. 

                                                
12 Changes in these assumptions could significantly affect any outcomes for incremental revenue associated with 
securing Naming Rights Sponsorship for the City of Irvine. 
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5.13 Farmers Market Naming Rights and Benefits 
The following tables present the proposed rights and benefits to be included in a Naming Rights 
agreement to the Farmers Market at Great Park. Specific locations of signage benefits are subject to 
change based on final design, size and location and subject to approval by the City in accordance with its 
Naming Rights policy and local signage ordinances (see Appendix C). This valuation represents the 
opportunity for a corporate partner to rename the Farmers Market as “The [COMPANY] Farmers Market”. 
The exposure opportunities are identified on the left and annual benefit estimates are provided on the 
right. 

Table 5.13.1 

Asset Farmers Market Naming Rights Sponsor 

Asset Description Naming Rights Sponsorship Benefits 

Sponsorship 
Opportunity 

Subject to City of Irvine approval, the Naming Rights Agreement would include the following 
sponsorship benefits: 

Signage Exposure 
• Sponsor ID on Wayfinding Signage (on-site)
• Sponsor ID on Market Entrance
• On-Site Promotional/Activation Space
• Sponsor Exposure in Collateral Materials
• Sponsor Exposure in Digital & Social Media

Term of 
Sponsorship 

Proposed Term of this Sponsorship opportunity will be a minimum of 10 years. The draft 
Agreement will include a CPI escalator and pass responsibility for design and production of 
initial signage to the Sponsor. 

5.13.2 Farmers Market Naming Rights Valuation 

Kids Rock Playground Sponsor Exposure  Weighted Impressions  Annual Benefit 
 Sponsor ID on Wayfinding Signage (on-site) 113,325 $567 
 Sponsor ID on Market Entrance 63,437 $317 
 On-Site Promotional/Activation Space; 10’ x 10’ area - $7,500 
 Sponsor Exposure in Collateral Material 195,598 $12,325 
 Sponsor Exposure in Digital & Social Media 1,826,191 $7,525 
 TOTAL 2,113,047 $26,780 
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Valuation Assumptions13 

Sponsor Exposure 
i. Valuation assumes Naming Rights Sponsor will be included on wayfinding signage (on-site) and

assumes two signs.
ii. Valuation assumes Sponsor will be included on market entrances.
iii. Valuation assumes Sponsor will be given on-site promotional/activation space, valued at $7,500.
iv. Valuation assumes Sponsor will be included in collateral material produced by the City, including

brochures and a full-page ad in Inside Irvine magazine ($9,000 value).
v. Valuation assumes Sponsor will be included on Great Park website, City of Irvine website, City of

Irvine Community Services email newsletters and Orange County Great Park email newsletters.
vi. Valuation assumes Sponsor will be included on all Great Park and City of Irvine social media

accounts and assumes one sponsor post per month each.

Revenue Potential 
The Superlative Group proposes a value range for Naming Rights Sponsorship rights and benefits 
between $25,000 and $35,000 per annum. Over a proposed term of 10 years, Naming Rights could 
generate between $281,000 and $394,000, assuming inclusion of a CPI escalator of 2.6%. 

13 Changes in these assumptions could significantly affect any outcomes for incremental revenue associated with 
securing Naming Rights Sponsorship for the City of Irvine. 
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5.14 Irvine Global Village Festival Presenting Sponsor and Benefits 
The following tables present the proposed rights and benefits to be included in a Presenting Sponsorship 
agreement to the Irvine Global Village Festival. Specific locations of signage benefits are subject to 
change based on final design, size and location and subject to approval by the City in accordance with its 
Naming Rights policy and local signage ordinances (see Appendix C). This valuation represents the 
opportunity for a corporate partner to be the Presenting Sponsor of the Irvine Global Village Festival as 
“The Irvine Global Village Festival presented by [COMPANY]”. The exposure opportunities are identified 
on the left and annual benefit estimates are provided on the right. 
 
Table 5.14.1 
 

Asset Irvine Global Village Festival Presenting Sponsor 

Asset Description Presenting Sponsorship Benefits 

Sponsorship 
Opportunity 

Subject to City of Irvine approval, the Presenting Sponsorship Agreement would include the 
following sponsorship benefits: 
 
Signage Exposure 

• Sponsor ID on Park Utility Pole Banners 
• Sponsor ID on Festival Signage 

 
Sponsor Exposure in Additional Marketing Materials 

• Sponsor ID on All Festival Print Collateral 
• Sponsor ID on Festival Tickets 
• Sponsor ID in Festival Program 
• Full-Color, Full-Page Ad in Inside Irvine Magazine 

 
On-Site Opportunities 

• Activation Opportunity during Festival 
• Sponsor ID in Stage PA Announcements 

 
Website & Digital Exposure 

• Sponsor ID on City of Irvine and Great Park Websites 
• Sponsor ID on City of Irvine and Great Park Social Media Accounts 
• Sponsor ID in Irvine and Great Park Email Newsletters 

 
Term of 
Sponsorship 

Proposed Term of this Sponsorship opportunity will be a minimum of 10 years. The draft 
Agreement will include a CPI escalator and pass responsibility for design and production of 
initial signage to the Sponsor. 
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5.14.2 Irvine Global Village Festival Presenting Sponsor Valuation 

Sponsor Signage Exposure  Weighted Impressions  Annual Benefit 
 Sponsor ID on Park Utility Pole Banners 225,000 $1,125 
 Sponsor ID on Festival Signage 450,000 $2,250 
 Total 675,000 $3,375 

 Sponsor Exposure in Additional Marketing Materials  Weighted Impressions  Annual Benefit 
 Sponsor ID on All Festival Print Collateral 75,000 $1,275 
 Sponsor ID on Festival Tickets 28,500 $485 
 Sponsor ID in Festival Program 22,500 $383 
 Full-Color, Full-Page Ad in Inside Irvine magazine; 
Summer/Winter issues, $4,500 value 105,000 $4,500 

 Total 231,000 $6,642 

 On-Site Opportunities  Weighted Impressions  Annual Benefit 
 Activation Opportunity during Festival -  $7,500 
 Sponsor ID in Stage PA Announcements 135,000 $1,620 
 Total 135,000 $9,120 

 Website & Digital Exposure  Weighted Impressions  Annual Benefit 
 Sponsor ID on City of Irvine and Great Park Websites 548,129 $1,973 
 Sponsor ID on City of Irvine and Great Park Social Media 94,584 $577 
 Sponsor ID in City of Irvine and Orange County Great Park 
Email Newsletters 81,279 $406 

 Total 723,992 $2,957 

 TOTAL 1,764,992 $22,094 
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Valuation Assumptions14 

Sponsor Signage Exposure 
i. Valuation assumes Presenting Sponsor will be included on park utility pole banners during the

event and assumes 10 signs.
ii. Valuation assumes Presenting Sponsor will be included on festival signage throughout the park

during the event and assumes 20 signs.

Sponsor Exposure in Additional Marketing Materials 
iii. Valuation assumes Sponsor will be included in all marketing collateral materials produced by the

City for the event and is assumed to be five pieces of collateral for every estimated attendee.
iv. Valuation assumes Sponsor ID will be included on all tickets produced for the event and assumes

one ticket printed for every attendee.
v. Valuation assumes that Sponsor messaging will be included in all programs for the event and

assumes one program printed for every attendee.
vi. Valuation assumes Sponsor will be given a full-page ad in Inside Irvine magazine for two issues

and is valued at $4,500 according to current rates.

On-Site Opportunities 
vii. Valuation assumes Sponsor will be provided he opportunity for on-site activation during the event,

which is valued at $7,500.
viii. Valuation assumes Sponsor will receive recognition in stage announcements during the event.

Website & Digital Exposure 
ix. Valuation assumes Sponsor will be included on Great Park website, City of Irvine website, City of

Irvine Community Services email newsletters and Orange County Great Park email newsletters.
x. Valuation assumes Sponsor will be included on all Great Park and City of Irvine social media

accounts and assumes two sponsor posts before and after the event.

Revenue Potential 
The Superlative Group proposes a value range for Naming Rights Sponsorship rights and benefits 
between $20,000 and $30,000 per annum. Over a proposed term of 10 years, Naming Rights could 
generate between $225,000 and $338,000, assuming inclusion of a CPI escalator of 2.6%. 

14 Changes in these assumptions could significantly affect any outcomes for incremental revenue associated with 
securing Naming Rights Sponsorship for the City of Irvine. 
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5.15 Spooktacular Fun Days Presenting Sponsor and Benefits 
The following tables present the proposed rights and benefits to be included in a Presenting Sponsorship 
agreement to the Spooktacular Fun Days. Specific locations of signage benefits are subject to change 
based on final design, size and location and subject to approval by the City in accordance with its Naming 
Rights policy and local signage ordinances (see Appendix C). This valuation represents the opportunity 
for a corporate partner to be the Presenting Sponsor of the Spooktacular Fun Days as “The Spooktacular 
Fun Days presented by [COMPANY]”. The exposure opportunities are identified on the left and annual 
benefit estimates are provided on the right. 

Table 5.15.1 

Asset Spooktacular Fun Days Presenting Sponsor 

Asset Description Presenting Sponsorship Benefits 

Sponsorship 
Opportunity 

Subject to City of Irvine approval, the Presenting Sponsorship Agreement would include the 
following sponsorship benefits: 

Signage Exposure 
• Sponsor ID on Park Utility Pole Banners
• Sponsor ID on Event Signage

Sponsor Exposure in Additional Marketing Materials 
• Sponsor ID on All Event Print Collateral
• Sponsor ID on Event Tickets
• Sponsor ID in Event Program
• Full-Color, Full-Page Ad in Inside Irvine Magazine

On-Site Opportunities 
• Activation Opportunity during Event

Website & Digital Exposure 
• Sponsor ID on City of Irvine and Great Park Websites
• Sponsor ID on City of Irvine and Great Park Social Media Accounts
• Sponsor ID in Irvine and Great Park Email Newsletters

Term of 
Sponsorship 

Proposed Term of this Sponsorship opportunity will be a minimum of 10 years. The draft 
Agreement will include a CPI escalator and pass responsibility for design and production of 
initial signage to the Sponsor. 
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5.15.2 Spooktacular Fun Days Presenting Sponsor Valuation 
 

Sponsor Signage Exposure  Weighted Impressions  Annual Benefit 
 Sponsor ID on Park Utility Pole Banners 159,000 $795 
 Sponsor ID on Event Signage 318,000 $1,590 
 Total 477,000 $2,385 
      
 Sponsor Exposure in Additional Marketing Materials  Weighted Impressions  Annual Benefit 
 Sponsor ID on All Event Print Collateral 53,000  $901 
 Sponsor ID on Event Tickets 20,140 $342 
 Sponsor ID in Event Program 15,900 $270 
 Full-Color, Full-Page Ad in Inside Irvine magazine; 
Fall/Winter issues, $4,500 value 105,000  $4,500  

 Total 194,040 $6,014 
      
 On-Site Opportunities  Weighted Impressions  Annual Benefit 
 Activation Opportunity during Event -   $7,500  
 Total -  $7,500 
      
 Website & Digital Exposure  Weighted Impressions  Annual Benefit 
 Sponsor ID on City of Irvine and Great Park Websites 548,129 $1,973 
 Sponsor ID on City of Irvine and Great Park Social Media 94,584 $577 
 Sponsor ID in City of Irvine and Orange County Great Park 
Email Newsletters 81,279  $406  

 Total 723,992 $2,957 
      
 TOTAL 1,395 $18,855 
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Valuation Assumptions15 

Sponsor Signage Exposure 
i. Valuation assumes Presenting Sponsor will be included on park utility pole banners during the

event and assumes 10 signs.
ii. Valuation assumes Presenting Sponsor will be included on event signage throughout the park

during the event and assumes 20 signs.

Sponsor Exposure in Additional Marketing Materials 
iii. Valuation assumes Sponsor will be included in all marketing collateral materials produced by the

City for the event and is assumed to be five pieces of collateral for every estimated attendee.
iv. Valuation assumes Sponsor ID will be included on all tickets produced for the event and assumes

one ticket printed for every attendee.
v. Valuation assumes that Sponsor messaging will be included in all programs for the event and

assumes one program printed for every attendee.
vi. Valuation assumes Sponsor will be given a full page ad in Inside Irvine magazine for two issues

and is valued at $4,500 according to current rates.

On-Site Opportunities 
vii. Valuation assumes Sponsor will be provided he opportunity for on-site activation during the event,

which is valued at $7,500.

Website & Digital Exposure 
i. Valuation assumes Sponsor will be included on Great Park website, City of Irvine website, City of

Irvine Community Services email newsletters and Orange County Great Park email newsletters.
ii. Valuation assumes Sponsor will be included on all Great Park and City of Irvine social media

accounts and assumes two sponsor posts before and after the event.

Revenue Potential 
The Superlative Group proposes a value range for Naming Rights Sponsorship rights and benefits 
between $15,000 and $25,000 per annum. Over a proposed term of 10 years, Naming Rights could 
generate between $169,000 and $281,000, assuming inclusion of a CPI escalator of 2.6%. 

15 Changes in these assumptions could significantly affect any outcomes for incremental revenue associated with 
securing Naming Rights Sponsorship for the City of Irvine. 
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5.16 Movies on the Lawn Presenting Sponsor and Benefits 
The following tables present the proposed rights and benefits to be included in a Presenting Sponsorship 
agreement to the Movies on the Lawn. Specific locations of signage benefits are subject to change based 
on final design, size and location and subject to approval by the City in accordance with its Naming Rights 
policy and local signage ordinances (see Appendix C). This valuation represents the opportunity for a 
corporate partner to be the Presenting Sponsor of the Movies on the Lawn as “The Movies on the Lawn 
presented by [COMPANY]”. The exposure opportunities are identified on the left and annual benefit 
estimates are provided on the right. 
 
Table 5.16.1 
 

Asset Movies on the Lawn Presenting Sponsor 

Asset Description Presenting Sponsorship Benefits 

Sponsorship 
Opportunity 

Subject to City of Irvine approval, the Presenting Sponsorship Agreement would include the 
following sponsorship benefits: 
 
Signage Exposure 

• Sponsor ID on Event Signage 
 
Sponsor Exposure in Additional Marketing Materials 

• Sponsor ID on All Event Print Collateral 
• Full-Color, Full-Page Ad in Inside Irvine Magazine 

 
On-Site Opportunities 

• Activation Opportunity during Event 
• Sponsor ID in Pre-Movie Announcements 

 
Website & Digital Exposure 

• Sponsor ID on City of Irvine and Great Park Websites 
• Sponsor ID on City of Irvine and Great Park Social Media Accounts 
• Sponsor ID in Irvine and Great Park Email Newsletters 

 
Term of 
Sponsorship 

Proposed Term of this Sponsorship opportunity will be a minimum of 10 years. The draft 
Agreement will include a CPI escalator and pass responsibility for design and production of 
initial signage to the Sponsor. 
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5.16.2 Movies on the Lawn Presenting Sponsor Valuation 
 

Sponsor Signage Exposure  Weighted Impressions  Annual Benefit 
 Sponsor ID on Event Signage 67,380 $337 
 Total 67,380 $337 
      
 Sponsor Exposure in Additional Marketing Materials  Weighted Impressions  Annual Benefit 
 Sponsor ID on All Event Print Collateral 22,460 $382 
 Full-Color, Full-Page Ad in Inside Irvine magazine; Summer 
issue, $2,250 value 105,000 $2,250 

 Total 127,460 $2,632 
      
 On-Site Opportunities  Weighted Impressions  Annual Benefit 
 Activation Opportunity during Event -   $7,500  
 Sponsor ID in Pre-Movie Announcements 8,086 $97 
 Total 8,086 $7,597 
      
 Website & Digital Exposure  Weighted Impressions  Annual Benefit 
 Sponsor ID on City of Irvine and Great Park Websites 548,129 $1,973 
 Sponsor ID on City of Irvine and Great Park Social Media 94,584 $577 
 Sponsor ID in City of Irvine and Orange County Great Park 
Email Newsletters 27,093 $135 

 Total 598,868 $2,253 
      
 TOTAL 801,794 $12,819 
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Valuation Assumptions16 

Sponsor Signage Exposure 
i. Valuation assumes Presenting Sponsor will be included on event signage throughout the park

during the event and assumes 10 signs.

Sponsor Exposure in Additional Marketing Materials 
ii. Valuation assumes Sponsor will be included in all marketing collateral materials produced by the

City for the event and is assumed to be five pieces of collateral for every estimated attendee.
iii. Valuation assumes Sponsor will be given a full page ad in Inside Irvine magazine for one issue

and is valued at $2,250 according to current rates.

On-Site Opportunities 
iv. Valuation assumes Sponsor will be provided he opportunity for on-site activation during the event,

which is valued at $7,500.
v. Valuation assumes Sponsor will be included in pre-movie announcements.

Website & Digital Exposure 
i. Valuation assumes Sponsor will be included on Great Park website, City of Irvine website, City of

Irvine Community Services email newsletters and Orange County Great Park email newsletters.
ii. Valuation assumes Sponsor will be included on all Great Park and City of Irvine social media

accounts and assumes two sponsor posts before and after the event.

Revenue Potential 
The Superlative Group proposes a value range for Naming Rights Sponsorship rights and benefits 
between $10,000 and $20,000 per annum. Over a proposed term of 10 years, Naming Rights could 
generate between $113,000 and $225,000, assuming inclusion of a CPI escalator of 2.6%. 

16 Changes in these assumptions could significantly affect any outcomes for incremental revenue associated with 
securing Naming Rights Sponsorship for the City of Irvine. 
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5.17 Facility Naming Rights Benchmarks 
Table 5.18.1 below provides details for Naming Rights Agreements with multi-sport facilities in the United States from Superlative’s proprietary 
database of sponsorship agreements that the project team referenced in determining a Fair Market Value for Naming Rights sponsorships at 
Orange County Great Park. 

Table 5.17.1 Sports Facilities Benchmarks 
Nationwide Benchmarks 

City Facility  Sponsor  Year  Term (years)  Total Fee  Annual 
Fee 

 Williamsville, NY  Erie Community College Athletic Sites  West Herr Automotive Group 2014 10 $3,000,000 $300,000 
 Cranberry Township, PA  Dick’s Sporting Goods Sportsplex at Graham Park  Dick's Sporting Goods 2009 10 $2,000,000 $200,000 
 Amherst, OH  Mercy Health & Recreation Center  Mercy Hospitals $2,000,000 
 Rockford, IL  MercyRockford Health Sportscore  MercyRockford Health 2015 10 $2,000,000 $200,000 
 Rockford, IL  UW Health Sports Factory  UW Health 2015 10 $1,900,000 $190,000 
 Woodbury, MN  HealthEast Sports Center  HealthEast 2017 14 $1,764,000 $126,000 
 Cary, NC  WakeMed Soccer Park  WakeMed Health System 2014 3 $1,000,000 $333,333 
 Topeka, KS  Midwest Health Aquatic Center  Midwest Health 2015 10 $1,000,000 $100,000 
 Shenandoah, TX  Woodforest Bank Stadium  Woodforest Bank 2007 10 $1,000,000 $100,000 
 Worcester, MA  Commerce Bank Field at Foley Stadium  Commerce Bank 2007 10 $1,000,000 $100,000 
 Sanford, FL  Boombah Sports Complex  Boombah 2017 10 $750,000 $75,000 
 Medford, OR  US Cellular Community Park  US Cellular 2007 6 $650,000 $108,333 
 Pleasanton, CA  Patelco Sports Complex  Patelco 2016 5 $625,000 $125,000 
 Overland Park, KS  Scheels Overland Park Soccer Complex  Scheels All Sports 2015 5 $625,000 $125,000 
 Bakersfield, CA  Kaiser Permanente Sports Village  Kaiser Permanente 2018 5 $500,000 $100,000 
 Bakersfield, CA  State Farm Sports Village  State Farm 2011 5 $500,000 $100,000 
 Romeoville, IL  Edward Hospital Athletic and Event Center  Edward Hospital 2015 5 $500,000 $100,000 
 Gloucester, MA  New Balance Track and Field at Newell Stadium  New Balance 2011 10 $500,000 $50,000 
 Cary, NC  Sahlen’s Stadium at WakeMed Soccer Park  Sahlen Packing Co. 2017 5 $400,000 $80,000 
 Goldsboro, NC  Bryan Multi-Sports Complex  Bryan Foundation 2018 10 $300,000 $30,000 
 Pleasanton, CA  Stanford Children’s Health Stadium Field  Stanford Children’s Health 2016 5 $250,000 $50,000 
 Bakersfield, CA  Aera Park  Aera Energy 2009 15 $250,000 $16,667 
 Bakersfield, CA  Tarina Homes Sports Complex at Mesa Marin  Tarina Homes 2018 3 $200,000 $66,667 
 Scottsdale, AZ  Scottsdale Health Fitness Center  Scottsdale Health 2006 3 $150,000 $50,000 

 Average 8 $987,565 $121,636 
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5.18 Qualitative Benefits 
Qualitative benefits add value to sponsorship, but fall outside traditional media platforms and are often 
difficult to quantify. The qualitative benefits represent the premium value a sponsorship demands over 
alternative marketing investments. Qualitative benefits are classified into five broad categories as 
identified in Table 5.18.1. 
 
Table 5.18.1 City of Irvine Qualitative Benefits 

Intangible Benefit Scorecard (1 – 10) 
Prestige of Property 9 
Value of Audience 9 
Sponsorship Activation 10 
Sponsorship Protection 10 
Geographic Reach 9 
Total Score 47/50 

 
The City of Irvine and Orange County are premier tourism destinations, welcoming almost 4 million 
visitors per year, and Orange County Great Park sits in the middle of the county. The 1,300-acre park 
with sports, recreation, arts, history and many more features leads to a score of 9 for prestige. The 
audience primarily targeted through these Naming Rights opportunities will be families involved with 
youth, recreational and amateur athletics. Irvine has a median household income over more than 
$95,000, which is almost $40,000 higher than the median household income in the United States. 
Offering access to these marketing demographics generates a score of 9 for audience value. The City 
offers numerous channels through which a Naming Rights Sponsor can activate its sponsorship in and 
around the numerous events taking place at its facilities. Superlative has given activation a perfect score 
at 10 for this reason. Further, the City will also have full control of its facilities and signage opportunities to 
ensure full protection and exclusivity for its Naming Rights Sponsors. Superlative has scored sponsorship 
protection at 10. As a large tourist destination, Irvine is located in a prime location with a major highway 
(Interstate 5) running through the city and right by Great Park. Its location in Southern California also 
helps with accessibility, just 45 miles south of Los Angeles and 90 miles north of San Diego. While 
California is a large state with a rich culture for sport, there will be competition in the sport tourism space 
that could impact the attractiveness of Orange County Great Park. While the facility will attract some out-
of-state attendees, the majority of visitors will reside within the surrounding counties and states, and most 
likely, a prospective sponsor would be a company with a large local presence. This leads to a score of 9 
for geographic reach. The Superlative Group uses these scores to compare the value of the sponsorship 
opportunity against similar marketing and sponsorship opportunities in order to justify premium values 
placed on the tangible assets.   
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6 Category Partnerships 

 
6.1 Introduction 
Category Sponsorships are an important part of any corporate sponsorship program. They allow 
companies to correlate their brand to that of Orange County Great Park in a way that is unique outside of 
traditional advertising opportunities or a Naming Rights Agreement. These sponsorships can provide 
additional revenue and in-kind support for venues in a number of different areas and in return the partner 
company receives greater brand recognition and enhanced advertising value. In addition, if Category 
Partnerships were to be expanded to include more City assets outside of Great Park, the total value of 
these packages could increase significantly. This section outlines nine category sponsorships which 
should be considered by the City, including:  
 

-  Exclusive Beverage Rights; 
-  Automotive;  
-  Technology/Communications; 
-  Financial Services; 
-  Health Care; 
-  Energy; 
-  Sporting Goods/Equipment; 
-  Landscaping Services; 
-  Lighting; and 
-  Other categories, to be discussed.  

 
Please note that these sponsorships are independent in terms of available inventory, quality of 
impressions, and category exclusivity. This means that the higher the number of categories available for 
sale, the lower the value each of the categories will deliver. In addition, category sponsorships are directly 
affected by any Naming Rights sale, as the Naming Rights sponsors will consume the sponsorship 
category for its industry (each category can only be used once). For example, if the Naming Rights 
partner for the Orange County Great Park is an automotive brand, the package outlined in this report for 
the automotive category will become a part of the Naming Rights package and will not be available as a 
separate category partnership. 
 
6.2 Single-Source Beverage Pouring Rights 
This partnership is built on the need for category exclusivity. We expect a beverage partner to have the 
ability to sell their products at vending machines located at any Great Park facility. As well, all beverage 
vending machines, fountains and other point of sale locations will be branded with sponsor’s brand. The 
beverage partnership has significant potential if combined with additional City procurement efforts. The 
standard beverage agreement consists of a sponsorship in conjunction with pouring rights. A brand like 
Pepsi or Coca-Cola could utilize the City’s sports facilities to showcase their sports drinks like Gatorade or 
PowerAde. 
 
Examples of similar locations and facilities include: 

• City of Miami Beach and Coca-Cola have a 10-year agreement for $7 million as the official non-
alcoholic beverage partner of the City of Miami Beach; 

• Cook County (IL) and Pepsi have a 10-year agreement worth $4.1 million as exclusive soft-drink 
provider within all Cook County government facilities; 

• Grand Park Sports Campus in Westfield, IN receives $2 million over 10 years from PepsiCo; 
• EPIC Waters Indoor Water Park in Grand Prairie, TX has a 5-year, $150,000 per year deal with 

PepsiCo that also includes a $50,000 signing bonus in year one and $25,000 in year six and 
seven (if renewed). 
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Proposed Approach  
Superlative’s position is that Great Park would be best served treating Exclusive Beverage Agreements 
less like sponsorships, and more like vendor relationships. In order to maximize revenue from beverage 
companies, asking brands to bid against each other has proven to produce the best results. These 
Exclusive Partnerships would include a guaranteed minimum fee, signing bonus, and product rebates, 
among other benefits. The Superlative Group proposes a procurement process structured as follows: 
 
Evaluation Process 
In support of its financial and operational objectives, each respondent should provide a detailed proposal 
to outline its Exclusive Beverage Partnership Plan. The document should be structured to reflect the 
following sections: 
 

i. Partnership Plan – including sales and revenue objective for the partnership, innovative 
distribution channels and marketing plans; 

ii. Product Plan – including product scope, equipment and service proposals; 
iii. Pricing Proposal – respondents are required to provide detail of annual sponsorship fees, 

signing bonuses, commissions and additional financial compensations; 
iv. Service Plan – respondents are required to provide detail of the proposed service arrangements; 
v. References – respondents are required to provide detail of three references. 

 
After a thorough review, Great Park would enter into a contract with the successful vendor. Based on 
market benchmarks, the length of the contract should be a minimum of three to five years, or longer. If 
Great Park is unable to negotiate and sign a contract with the selected vendor, they reserve the right to 
seek an alternative vendor.  
 
Proposals should clearly identify benefits that the bidder will offer to Great Park. To ensure equal 
comparisons, all proposals should clearly address the following benefits, which are standard within 
Pouring Rights agreements.  
 

1. Annual Sponsorship Fee; 
2. Signing Bonus; 
3. On-going compensation in the form of rebates, volume incentives, bonuses, etc.; 
4. Marketing initiatives to support Great Park facilities; 
5. Other creative value added benefits such as expanded marketing outreach on Great Park’s 

behalf, etc.; 
 
Structuring proposals in this manner allows for itemized comparisons between bids, and more accurate 
analysis of which proposals fit Great Park’s objectives. 
 
Proposed Value 
Because Great Park’s Exclusive Soft Drink agreement will be dependent on volume, Superlative has not 
included Beverage revenue in these projections until further information is received (volumes, etc.). 
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6.3 Automotive 
Great Park’s parking lots could be a prime asset for an automotive partner. An automotive partner may 
wish to provide their vehicles as the ‘Official Vehicle of Great Park’ or specific facilities. Depending on the 
automaker and the selection of models produced, this could offer Great Park and the automotive partner 
significant exposure. The partner may request some or all the following elements incorporated into the 
package: 

• Sponsorships of Great Park car park areas;
• All Great Park vehicles (support, transport, etc.) will be of the sponsor’s brand;
• Vehicle displays in car parks; and
• Special parking privileges for individuals who drive the partners’ brand of car. This could be a

prime parking spot, reduced parking fees or valet service.

According to the City of Irvine 2018-19 Adopted Budget, Fleet Services has 520 vehicles to maintain and 
more than $3.6 million budgeted for services, supplies and capital equipment. An automotive partner 
could provide a percentage of that as in-kind support. 

Partnerships between municipal venues and automotive partners include: 
• Lexus – Cleveland Playhouse Square

o Exclusive Luxury Vehicle and Parking Sponsor
o 7+ years – $200,000 per year

• Jeep – City and County of Denver
o Official Vehicle of Red Rocks Amphitheatre/Naming Rights to Summer Event Season
o 3 years – $150,000 per year

• Echo Park Automotive – Douglas County, CO School District
o Naming Rights to Echo Park Stadium (High School football stadium)
o 5 years - $500,000 total donation

• Hare Chevrolet – Town of Noblesville, IN
o Naming Rights to Hare Stadium (High School football stadium)
o 10 years - $125,000

Proposed Value 
The Superlative Group proposes a value range for the Automotive Category between $50,000 and 
$100,000 per annum. Over a proposed term of 5-10 years, the Category Partnership could generate 
between $250,000 and $1 million. 
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6.4 Technology/Communications 
This partner could offer several options to a technology partner, depending on where Great Park or the 
sponsor set limitations on the definition of “technology” (e.g., Verizon Wireless has rebranded as a 
Technology company, not just a cellular service provider). This may be decided by the limitations of the 
products produced by the potential partner. We expect the technology partner to incorporate at least 
some of the following products into the sponsorship: televisions, computers, computer monitors and 
servers. Sample elements of their package could include: 
 

• Sponsor could supply necessary technology equipment for Great Park facilities in high visibility 
locations with Sponsor ID visible;    

• Sponsor could supply the computers, servers, computer monitors and other services or products 
for Great Park;   

• Wi-Fi or Small Cell partnership within facility sites. This opportunity would allow the Technology 
provider significant exposure through an online registration page to sign up for the Wi-Fi and 
selected signage opportunities while furthering its network coverage;   

• A branded ”call area” located within each facility where visitors may make calls in a private 
environment. This call area could be modeled after phone booths, except the service will be free 
to call certain locations and will be branded with the sponsor’s ID. 

Examples of Telecom partners with governmental properties include: 
• U.S. Cellular – Town of Medford (OR) Department of Parks and Recreation 

o Naming Rights to 132-acre athletic complex (11 synthetic turf fields and 1,300-seat 
stadium field) to become US Cellular Community Park 

o 6 years - $650,000 total 
• Midcontinent – City of Sioux Falls, SD 

o Naming Rights to Spellerberg Park Swimming Pool to become MidCo Aquatic Center 
o 10 years - $2.2 million total 

 
Proposed Value 
The Superlative Group proposes a value range for the Technology Category between $50,000 and 
$100,000 per annum. Over a proposed term of 5-10 years, the Category Partnership could generate 
between $250,000 and $1 million. 
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6.5 Financial Services 
This is one of the staple categories for Naming Rights in the United States. There is a lot of competition 
within the financial industry for customer loyalty and service options and people love to see their bank 
where they travel. The financial category is splintered with some companies offering a wide array of 
services and others staying relatively focused. It is our suggestion that financial services partners with 
international growth strategies and a wide range of services are considered both for Naming Rights and 
additional partnerships. The sponsorship package for a financial partner could include the following: 

• Servicing Great Park’s corporate banking requirements;
• ATM Placement and Service at Great Park facilities;
• First-year Signing Bonus;
• Naming Rights to Great Park Facilities;
• Event Sponsorship and/or on-site Activation Activities.

Examples of Financial partners with municipal properties include: 
• Commerce Bank – City of Worcester, MA

o Naming Rights to Commerce Bank Field at Foley Stadium
o 10 years – $1 million total donation

• MB Financial Bank – City of Rosemont, IL
o Naming Rights to an outdoor plaza - MB Financial Park
o 4 years - $3 million total (renewed for additional 4 years in 2016)
o MB Financial is Rosemont’s largest employer

• Bank of Springfield - City of Springfield, IL
o Naming Rights to plaza adjacent to the Prairie Capital Convention Center
o 2 years - $90,000 total
o Bank of Springfield took over Naming Rights to the entire Convention Center facility in

2016 for $1.5 million over 10 years
• North Carolina State Employee’s Credit Union - Asheville, NC

o Naming Rights of an outdoor public plaza adjacent to the Asheville Art Museum;
o 30 years - $1.5 million

• US Century Bank – Florida International University
o Naming Rights to US Century Bank Arena
o 5 years - $1,000,000 total fee

• Bank of Springfield
o Naming Rights to Bank of Springfield Center
o 10 years - $1,500,000 total fee

• Mountain America Credit Union
o Naming Rights to Mountain America Expo Center
o 10 years - $4,000,000 total fee

Proposed Value 
The Superlative Group proposes a value range for the Financial Services Category between $50,000 and 
$100,000 per annum. Over a proposed term of 5-10 years, the Category Partnership could generate 
between $250,000 and $1 million. 
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6.6 Health Care 
Due to the ongoing changes in healthcare, hospitals and health insurance providers have increased 
activity in the Naming Rights and corporate sponsorships marketplace. In 2008, the Greater Cleveland 
Regional Transit Authority, through the Superlative Group, secured a 20-year Naming Rights deal with 
two local hospitals for the Bus Rapid Transit Line (Euclid Corridor). 

Recent examples of Healthcare systems partnering with municipal organizations include: 
• HealthEast – Town of Woodbury, MN

o Naming Rights to HealthEast Sports Center (indoor facility with 150+-acre athletic
complex)

o 14 years - $1.8 million
• Prairie Lakes Health Care – Town of Watertown, SD

o Naming Rights to Prairie Lakes Wellness Center (100,000- Square Foot Athletic &
Community Facility)

o 25 years - $2.2 million total
• WakeMed Health Systems – Town of Cary, NC

o Naming Rights to WakeMed Soccer Park (150-acre athletic complex including four fields
and a 7,000-seat soccer-specific stadium)

o 3 years – $1 million total
• UW Healthcare – City of Rockford, IL

o Naming Rights to UW Health Sports Factory (100,000 square foot indoor athletic facility)
o 10 years - $1.9 million

• Mercyhealth – City of Rockford, IL
o Naming Rights to Mercyhealth Sportscore 2 (180-acre sports complex)
o 10 years - $2.0 million

• Sioux Valley Hospitals and Health System – Sioux Falls, SD School District
o Official Sports Medicine Provider at State HS championship tournaments
o 5 years – $520,000

• Northwestern Memorial Healthcare – Chicago METRA Authority
o Official Defibrillator supplier for all METRA trains and facilities
o 5 years – $400,000 total

Proposed Value 
The Superlative Group proposes a value range for the Health Care Category between $50,000 and 
$100,000 per annum. Over a proposed term of 5-10 years, the Category Partnership could generate 
between $250,000 and $1 million. 
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6.7 Energy 
Energy companies are increasingly using the category sponsorship to increase awareness of their 
brands, showcase products and entertain customers and prospects. In instances where municipalities 
own and run a large number of venues and events, energy companies often provide in kind benefits in 
return for promotion opportunities. This sponsorship package could include the following elements: 
 

• Solar power sockets available to the public branded with the partner’s ID 
• Display areas where guests could learn about the energy partner and their business.  

There may be opportunities for energy companies interested in showcasing their green initiatives, 
especially at LEED Certified facilities or the miles of paved and unpaved trails throughout Great Park. 
 
Examples of Energy partnerships with Municipal programs and events include: 

• NRG – Minneapolis Convention and Visitors Bureau 
o Community Partner 
o $100,000 per year 

• DTE Energy – City of Detroit 
o Sponsor of Annual Christmas Tree Lighting in Campus Martius Park 

• Sacramento Municipal Utility District – Sacramento Nature Conservancy 
o Conservation Sponsor of Rancho Seco Recreational Area, Amanda Blake Memorial 

Wildlife Refuge and Howard Ranch Trail (1,800 total acres) 

Proposed Value 
The Superlative Group proposes a value range for the Energy Category between $50,000 and $100,000 
per annum. Over a proposed term of 5-10 years, the Category Partnership could generate between 
$250,000 and $1 million. 
 
6.8 Sporting Goods/Equipment 
With programs and facilities that encompass Orange County Great Park, and will attract hundreds of 
thousands of attendees/participants in sports programs and visits to its sports complex, Superlative 
believes that Great Park could leverage a deal with a Sporting Goods supplier including facility or event 
naming rights and sponsorships.  
 
Recent examples of sporting goods suppliers partnering with municipal organizations include: 

• The North Face – Maryland Department of Natural Resources 
o Official Partner of “Explore Your Parks” Program 
o Deal involves trail signage, free gear rental, campsite maintenance at five State Parks 

• New Balance – Town of Gloucester, MA 
o Naming Rights to municipal stadium 
o New Balance Track and Field at Newell Stadium 
o 10 years - $500,000 total donation 

 
Proposed Value 
The Superlative Group proposes a value range for the Sporting Goods/Equipment Category between 
$50,000 and $100,000 per annum. Over a proposed term of 5-10 years, the Category Partnership could 
generate between $250,000 and $1 million. 
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6.9 Landscaping Services 
Orange County Great Park’s outdoor areas, especially the parks and athletic fields, warrant exploration of 
a landscaping partnership. Great Park’s Landscaping Partner may wish to provide their equipment as the 
‘Official [Brand] of Great Park”, Depending on the brand and the selection of equipment produced (lawn 
tractors, golf carts, etc.), this could offer Great Park and the partner significant exposure, in addition to in-
kind budget relief for facility maintenance. Target entities include brands such as Cub Cadet, Toro, John 
Deere, Poulan and Craftsman. 
 
Proposed Value 
The Superlative Group proposes a value range for the Landscaping Services Category between $50,000 
and $100,000 per annum. Over a proposed term of 5-10 years, the Category Partnership could generate 
between $250,000 and $1 million. 
 
6.10 Lighting 
This partnership could be a key source of financial support for Great Park’s facilities. The market is 
continuing to shift away from halogen lights to low-cost high-lumen LED fixtures, especially in the public 
sector. Although LED light fixtures are inexpensive to maintain—and change out—companies like GE 
Lighting, Philips, GreenCreative, W.W. Grainger and other nationally-recognized brands are likely to pay 
a premium for the opportunity to showcase their product to facility visitors, emphasizing that Great Park 
facilities are “powered by” the company, including exterior luminaires, interior fixtures, control panels and 
bulbs. Great Park can provide a showcase for a lighting brand to highlight its offerings, while also 
receiving in-kind product that helps relieve some operational budgets.   
 
Proposed Value 
The Superlative Group proposes a value range for the Lighting Category between $50,000 and $100,000 
per annum. Over a proposed term of 5-10 years, the Category Partnership could generate between 
$250,000 and $1 million. 
 
6.11 Proposed Value Ranges 
Based on benchmarks, numerous target entities in the region and Great Park asset values determined 
through this study, Superlative projects that Category Partnerships could generate additional cash or in-
kind revenue. The table on the next page lists the Categories, how much each could be worth and the 
total potential revenue from all Category Partnerships (excluding Beverage Rights for the reasons noted 
above in Section 6.2). 

Table 6.11.1 
 

Category Partnership Opportunities - 
Valuation Summary 

Value 
Range Value Range  TOTAL 

  Opportunity Floor Ceiling Term 
(Yrs) Floor Ceiling 

 Beverage Rights TBD TBD 5-10 TBD TBD 
 Automotive $50,000 $100,000 5-10 $250,000 $1,000,000 
 Technology/Communications $50,000 $100,000 5-10 $250,000 $1,000,000 
 Financial Services $50,000 $100,000 5-10 $250,000 $1,000,000 
 Health Care $50,000 $100,000 5-10 $250,000 $1,000,000 
 Energy $50,000 $100,000 5-10 $250,000 $1,000,000 
 Sporting Goods/Equipment $50,000 $100,000 5-10 $250,000 $1,000,000 
 Landscaping Services $50,000 $100,000 5-10 $250,000 $1,000,000 
 Lighting $50,000 $100,000 5-10 $250,000 $1,000,000 
  Total $400,000 $800,000+   $2,000,000  $8,000,000+  
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7 Risks & Contractual Issues 

7.1 Overview  
This section of the report provides an overview of potential risks and limitations that may impact the 
marketability of the assets and benefits of the Naming Rights and Corporate Sponsorship program for the 
Great Park. Section 7.3 below provides an overview of the main clauses that should be included in the 
draft Naming Agreement.   
 
7.2 Risk Register 
A risk register will be developed to identify, monitor and mitigate key risks and limitations associated with 
the Corporate Sponsorship/Naming Rights project. Project risks will fall under the following categories. 
 
Reputational Risks 
Risk Risk Rating Mitigation Factor(s) 

Public trust may be damaged by Sponsorships that 
are aesthetically displeasing, politically oriented, 
inconsistent with the City’s objectives and core 
services, or otherwise inappropriate or offensive to the 
audience. 

Low All proposed sponsorships must 
comply with signage guidelines. 
City of Irvine Sponsorship Policy, 
being developed as part of this 
project, would provide further 
clarity regarding acceptable 
target sponsors.  

 
Legal Risk 

Risk Risk Rating Mitigation Factor(s) 

Lack of clarity regarding objectives and definitions of 
Naming Rights and Corporate Sponsorships. 

Low Thorough legal review of 
definitions by Superlative, City of 
Irvine and target sponsor legal 
departments. 

Lack of clarity regarding other legal aspects of the 
Naming Rights Agreement, such as definition of 
specific benefits, licenses to use Trademarks and 
Service Marks, Artworks and Signage costs, and 
resolution of disputes between the City of Irvine and 
any Naming Sponsor.      

Low Inclusion of a detailed Schedule 
of Rights and Benefits as an 
Appendix to the Naming Rights 
or Sponsorship Agreement. 
Signage designs and renderings 
should be agreed and included 
where possible.  

 
Economic Risks 

Risk Risk Rating Mitigation Factor(s) 

Economic failure of a Naming Rights or Sponsorship 
partner during the term of an agreement 

Low The City should carry out 
financial Due Diligence on any 
Naming Rights or Exclusive 
Partners prior to signature of any 
major agreement. This would 
include review of Financial 
Statements and third party 
assessments. 
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Risk Risk Rating Mitigation Factor(s) 

Concern that a Naming Rights partnership does not 
provide adequate return for the proposed schedule of 
benefits.  

Low Value ranges for all Naming 
Rights and Sponsorships should 
be agreed before progressing 
with the sales phase. The City of 
Irvine should withdraw from 
negotiations with companies 
when negotiations reach the floor 
of the value range. 

 
Policy Risks 

Risk Risk Rating Mitigation Factor(s) 

Lack of political backing for the proposed Naming 
Rights partnership. 

Low Engagement with City of Irvine 
representatives and other key 
stakeholders should mitigate any 
potential political conflicts, both 
internal and external. 

Divergence of support between City of Irvine and other 
Stakeholders. 

Low Structured and regular 
communication channels at key 
stages of the sales process. 

 
Signage Regulations 

Risk Risk Rating Mitigation Factor(s) 

Compliance with signage regulations reduces Naming 
Rights Sponsorship inventory, which reduces the 
Naming Rights value range. 

Low Signage designs should be 
developed and reviewed in 
parallel with the sales program. 

 
Project Delay 

Risk Risk Rating Mitigation Factor(s) 

Risk that a delay to construction of City of Irvine 
facilities has a detrimental impact on the Naming 
Rights or Sponsorship sales program. 

Medium Timelines for development of the 
remaining Great Park projects 
could fluctuate or be extended 
given the size/scope of the 
project, creating medium risk. 
However, this can be mitigated 
through regular progress reports 
and communication between 
Irvine and Superlative. 

 
All risks should be logged, monitored and updated as part of the monthly reporting procedure. Superlative 
will work directly with key stakeholders within the City of Irvine administration to mitigate and eliminate 
these risks whenever possible. 
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7.3 Sample Term Sheet 
As the nature of any Naming Rights or Sponsorship agreement will differ, the Terms of each sponsorship 
opportunity must be refined to the specifics of the program. Template term sheets, as a starting point, will 
help to ensure consistency of format and increase the ability to monitor addition/removal of important 
clauses. The following provides an overview of some of the important elements that we would expect the 
template to include.   
     
Licenses to Use Trademarks and Service Marks   

a. Subject to the terms of the Agreement and so long as the Naming Sponsor is not in breach of any 
term or condition hereof, Great Park may grant the Sponsor non-exclusive and royalty-free right to 
use trademarks/service marks/logos. Any and all materials produced by the Sponsor using Great 
Park marks would be submitted to Great Park for review and prior approval, which approval shall not 
be unreasonably withheld or delayed. 
 

b. All rights of approval of the use of a trademark, service mark, logo or other identification of a party 
(the “Marks”) should be a continuing right so that any party may later object to the use of Marks that 
had been previously approved should circumstances change or other reasons arise that, in the 
reasonable judgment of the party objecting, make continued use potentially damaging to reputation 
or image of the Marks or to the objecting party. 
 

c. All uses of Marks by a party shall inure to the benefit of the party granting the license in their own 
marks and not the licensee. No licensee should make any claim of ownership or other interest in any 
Mark licensed to them hereunder. 

 
Artwork and Media Costs; Installation and Replacement Costs 
a. Artwork and Media Costs. The Naming Sponsor should bear the costs of the design and 

production of the initial signage. In the event the Sponsor determines it is necessary to engage a 
third party to assist in developing the artwork and media, the Sponsor will bear the third party’s fees 
and other costs. 

b. Schematics of Signage. In order for the Sponsor to develop the artwork and media associated with 
the facility, Great Park should provide the Naming Sponsor with the schematics of the facility upon 
execution of the Agreement. 

c. Installation. Great Park should install any signage developed by the Naming Sponsor pursuant to 
this Agreement.  

d. Replacement. The Naming Sponsor should bear all costs of replacement or repair of the signage. 
 

Payment of the Sponsor Fee 
In return for the rights granted above, the Naming Sponsor will pay to Great Park:  

(i) a fee in the amount of $ [x] Thousand/million ($[x]) being due within fourteen (14) days after 
execution of this agreement; and  

(ii) (ii) [x] annual fee payments of $ [x] Thousand/Million ($[x]) due and owing by [date] in each 
consecutive year, collectively, the “The Sponsor Fee”. The total sum of The Sponsor Fee is $ 
[x] Thousand/Million over the course of the Initial Term, which is defined below. 

Term  
The Term of this Agreement shall be for [x] years commencing on [date] and ending on [date] (“Term”). 
Great Park agrees that the Naming Sponsor shall have the sole and exclusive option to renew this 
Agreement, under terms acceptable to Great Park, at the end of the Term. The Initial Term and any 
subsequent renewals are collectively referred to as the “Term”.  
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Termination 
Termination for Breach 

The Agreement will state the initial term and timescales to exercise the option to extend under the same 
conditions as the original agreement. Termination would be invoked under the following examples: 

i. Breach of a material term or condition of the Contract (30-day notification period); 
ii. The Resort ceases to operate the program for any reason; 
iii. Other – as agreed with Great Park. 

 
If the contract is terminated by Great Park in accordance with (i) – (iii) above, Great Park may have to 
reimburse the Contractor for the pro rata received Contract Amount for the term.   

The notice of material breach or default should set out the act or omission giving rise to a breach of the 
Agreement and should specify in detail what is reasonably expected of the breaching party in order to 
cure the breach. If an alleged breach were a matter of dispute, the parties would attempt to resolve it 
under the terms of the Dispute Resolution Process Identified below. 
 
Effect of Termination 
Upon termination or expiration of the Agreement: 

i. All rights to use the signage cease and Great Park should remove all signage from 
advertisements and other instances where Great Park had been using signage prior to the 
termination; and  

ii. All licenses granted in the Agreement would terminate. 
 
Dispute Resolution Process 

a. Parties acknowledge that the establishment and operation of the affiliation requires an ongoing 
commitment by all parties to cooperate and make best efforts. Accordingly, the parties seek to 
resolve any disputes regarding the Agreement or any other terms of the Agreement. Any party 
may at any time issue a notice that a dispute exists if such Party believes that another Party has 
caused a material breach of the Agreement, or a situation or circumstance exists which 
frustrates, in a material manner, the achievement of the objectives of the Agreement. Such 
notice would start a process of Progressive Dispute Resolution, which would involve a good faith 
attempt to resolve the dispute for a period not to exceed one hundred twenty (120) days. 

b. The agreement of the Parties to these Progressive Dispute Resolution procedures is for the 
benefit of the Parties and is not intended to create any legal, equitable, or beneficial interest in 
any third party or to vest in any third party any interest with respect to the enforcement of 
performance of these procedures. 

c. The provisions of this clause would survive any termination, amendment or expiration of this 
Agreement unless all the parties hereto otherwise expressly agree in writing. 

  
The agreement would also include provisions in relation to the following points: 

• Warranties; 
• Indemnities; 
• Insurance coverage; 
• Severability; and  
• Governing Law. 

The specific terms of the agreement would be drafted and negotiated with the sponsorship partner.  
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8 Conclusions & Recommendations 

8.1 Introduction  
This report has examined the principal asset marketing opportunities available to a Naming Rights 
Sponsor and Category Partners for Orange County Great Park. Naming Rights and Category 
Partnerships can provide additional revenue and in-kind support for Great Park, and in return each 
partner company receives greater brand recognition and enhanced advertising value. 
 
This report outlines the opportunities that should be considered as components to Naming Rights or 
Category Partner package that can increase the value proposition to potential Partners. Please note that 
some of the rights and benefits included in this study may be dependent on available inventory, quality of 
impressions and category exclusivity, pursuant to the recommendations provided in Sections 5 and 6. 
 
8.2 Proposed Values 
Orange County Great Park Naming Rights Value 
If all available assets are sold, The Superlative Group projects that Naming Rights could generate 
additional revenue for Great Park between $7.7 million and $14.4 million over the life of the terms. The 
total revenue projections are if all inventory and assets are sold. Table 8.2.1 lists the breakdown by asset. 
 
Table 8.2.1 Naming Rights Values 
 
Naming Rights Opportunity - Valuation Summary   Value Range  Term  TOTAL incl. 2.6% Esc 
 Opportunity   Floor   Ceiling  Years  Floor  Ceiling 
 Soccer Stadium $50,000  $100,000  25 $1,730,184  $3,460,368  
 Baseball Stadium $50,000  $100,000  25 $1,730,184  $3,460,368  
 Softball Stadium $25,000  $50,000  25 $865,092  $1,730,184  
 Tennis Center $25,000  $50,000  25 $865,092  $1,730,184  
 Volleyball & Basketball Courts $20,000  $30,000  25 $692,074  $1,038,110  
 Palm Court Arts Complex $20,000  $30,000  10 $225,099  $337,648  
 Reflecting Ponds & Viewing Pier $5,000  $15,000  10 $56,275  $168,824  
 Historic Hangar 244 $20,000  $30,000  10 $225,099  $337,648  
 Farm & Food Lab $15,000  $25,000  10 $168,824  $281,373  
 Kids Rock Playground $5,000  $15,000  10 $56,275  $168,824  
 Terraced Lawn $30,000  $40,000  10 $337,648  $450,197  
 Farmers Market $25,000  $35,000  10 $281,373  $393,923  
 Irvine Global Village Festival $20,000  $30,000  10 $225,099  $337,648  
 Spooktacular Fun Days $15,000  $25,000  10 $168,824  $281,373  
 Movies on the Lawn $10,000  $20,000  10 $112,549  $225,099  
 TOTAL $335,000  $595,000    $7,739,688 $14,401,770 
 
 
 
 
 
 
 
 

103 



Orange County Great Park  Asset Inventory & Valuation Report 

© 2019 The Superlative Group. All rights reserved. 70 

Category Partner Value 
In addition to Naming Rights opportunities, The Superlative Group projects that Category Partnerships 
could generate additional cash or in-kind revenue for Great Park valued between $400,000 and 
$800,000+ per annum. Over a proposed 5 to 10-year term, total cash or in-kind revenue generated could 
be between $2 million and $8+ million. Table 8.2.2 lists the breakdown by category.  
 
Table 8.2.2 Category Partnership Values 
 

Category Partnership Opportunities - 
Valuation Summary 

Value 
Range Value Range Term TOTAL 

  Opportunity Floor Ceiling Years Floor Ceiling 
 Beverage Rights TBD TBD 5-10 TBD TBD 
 Automotive $50,000 $100,000 5-10 $250,000 $1,000,000 
 Technology/Communications $50,000 $100,000 5-10 $250,000 $1,000,000 
 Financial Services $50,000 $100,000 5-10 $250,000 $1,000,000 
 Health Care $50,000 $100,000 5-10 $250,000 $1,000,000 
 Energy $50,000 $100,000 5-10 $250,000 $1,000,000 
 Sporting Goods/Equipment $50,000 $100,000 5-10 $250,000 $1,000,000 
 Landscaping Services $50,000 $100,000 5-10 $250,000 $1,000,000 
 Lighting $50,000 $100,000 5-10 $250,000 $1,000,000 
  Total $400,000 $800,000+   $2,000,000  $8,000,000+  

 
8.3 Proposed Strategy 
The Superlative Group approaches its Sales strategy by always taking the most valuable and/or 
marketable assets to market first. When the valuations contained in this report have been discussed, 
finalized and agreed with by the City, Superlative proposes to move forward with a phased sales process 
as identified below: 

Priority Opportunities 

i. Soccer Stadium; 
ii. Baseball Stadium; 
iii. Softball Stadium; 
iv. Tennis Center; 
v. Beverage Rights; 

Second Tier Opportunities 
vi. Other Naming Rights 

j. Volleyball & Basketball Courts; 
k. Palm Court Arts Complex; 
l. Reflecting Ponds & Viewing Pier; 
m. Historic Hangar 244; 
n. Farm & Food Lab; 
o. Kids Rock Playground; 
p. Terraced Lawn; 
q. Farmers Market; 
r. Special Events (Irvine Global Village Festival, Spooktacular, Movies on the Lawn); 

vii. Other Category Partnerships (Automotive, Financial Services, etc.). 
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Contact and Evaluate Potential Marketing Partners 
Superlative utilizes a systematic approach for contacting potential sponsorship partners during the 
Sponsorship Program Implementation consisting of five distinct steps to ensure comprehensive coverage: 
 

i. Exhaust Superlative’s continually updated contact database of thousands of regional, 
national and international corporate contacts. 

ii. Identify and research prospective corporations through various subscribed databases to 
match the marketing needs of corporations with the logical and most valuable assets. 

iii. Collaborate closely with Great Park personnel and maintain communication on any 
recommendations and / or existing relationships. 

o Superlative will meet with key stakeholders in order to outline and explain the 
implementation of any sponsorship programs and train key departmental staff for 
future partnership fulfillment needs.   

o Superlative will work directly with Great Park executive leadership – including legal, 
purchasing, operations, etc. – who would be involved in any sponsorship programs to 
implement partnerships and mitigate any possible issues. 

iv. Promote revenue-generating campaigns with a description of Great Park assets and 
initiatives. 

v. Create Presentation Material – Such material will provide specific information for potential 
corporate partnerships with Great Park, including:  

o Market/demographic data 
o Measured media value 
o Value justification for unmeasured media 
o Sponsorship benefits and options 
o Options for renewal 
o Financial investment 

 

Negotiate and Complete Agreements 
Superlative will assist in any way that is most appropriate for Great Park. Superlative’s executives will be 
the upfront negotiator and advise affected County departments or administration. 
 

Present to the Media  
Superlative is well versed in the appropriate procedures for announcements to local and national media 
outlets. Superlative will work with Great Park to effectively present negotiated corporate partnerships to 
the appropriate Great Park executives and media. It is important that partnerships be communicated 
accurately, both financially and politically, while being cognizant of objections and concerns. 
 

Manage Contract Fulfillment  
Superlative will work with Great Park to develop a system that accurately tracks the status of newly 
developed corporate partnerships. The company’s experience shows that contract fulfillment requires 
participation from sales, legal and accounting functions to ensure high quality partner relationships. 
 

Manage and Audit Ongoing Rights/Royalties  
Superlative establishes post-contract review mechanisms to ensure that all benefits owed to Great Park 
are captured, and that the project is meeting its obligations under these contracts. Superlative is a strong 
advocate of audits, especially where payments are royalty-based.  
 

Activation and Audit (Terms of Agreement) 
After delivery of a campaign agreement, Superlative will support Great Park in the activation and 
compliance of each aspect of that agreement. Specifically, Superlative shall: 
 

• Finalize agreement terms and conditions;  
• Assist Great Park with activation of the Sponsorships;  
• Assist in the development of payment schedules and compliance issues; 
• Assist Great Park’s advertising consultants with signage placement and design; 
• Provide other services as requested by Great Park. 
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Appendix A – Orange County Great Park Map 
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Appendix B – Great Park Development Area Site 
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Appendix C – City of Irvine Naming Policy 

CITY OF IRVINE PROCEDURE  
COLLABORATIONS, CITY SUPPORTED PARTNERSHIPS AND SPONSORSHIPS AGREEMENTS  
SECTION: III  
PAGE: 9 of 12 EFFECTIVE: 5/25/11 REVISED: NA  
SECTION III CORPORATE SPONSORSHIPS APPROVED: 5/24/11  
  
Definition – Corporate Sponsorships 1. Corporate support of a facility, project, event or program, either 

financially or through  provision of products or services, in exchange for tangible and/or intangible 
benefits to the sponsor that include, but are not limited to, advertising the sponsor’s products or 
services.   

Policy 1. The City actively seeks Corporate Sponsors that assist the City in:  a. Meeting community 
needs; b. Protecting public interests in the short and long term; c. Providing opportunities that are 
open and accessible to all citizens of Irvine; and d. Meeting City strategic plans, mission, core values 
and priorities.  

 Financial and in-kind sponsorships are appropriate for four broad types of City activities and 
amenities: a. Events–City-organized on City property or City-designated site(e.g., sponsor for Irvine 
 Global Village Festival).  
 Projects – specific City-sanctioned project (e.g., funding and/or material donation for a 
 playground).   
 Programs – City-led for the public; sponsor recognition may continue throughout and  following 
the program’s duration (e.g., funding for summer concert program).   
 Site sponsorship–specific City location or feature (e.g., funding or equipment for a Fine  Arts 
studio or Senior Center computer lab).   
 Sponsorship could entail funding or provisions of products or services in exchange for  tangible 
and/or intangible benefits to the sponsor that include, but are not limited to,  advertising the sponsor’s 
products or services.   
 Sponsorship association with the City may not be utilized to the advantage of the sponsor  in any 
competitive bidding, contract or other City-related activity. The City shall strive to make Agreements 
equitable across City Departments, and shall ensure all entities and individuals that meet defined criteria 
have equal opportunities to provide sponsorships.   
Procedures below (Section III, C1. through C.3d.) are administrative and may be modified by the City 

Manager or designee, as and when appropriate.   
v. Approval of the Department Director or designee is required for solicitation materials for 

sponsorships of up to $100,000. City Manager approval is required for solicitation materials for 
sponsorships greater than $100,000.   

vi. Approval of Sponsorship Agreements up to $100,000 shall be in compliance with signature levels 
as established in Financial Policies and Procedure 4.2 – Contracts. Approval of Sponsorship 
Agreements of $100,000 or greater must be reviewed by the Finance Commission and approved 
by City Council.   

vii. DepartmentDirectorshalldesignateDepartmentstafftodevelopspecificpackets/packages for 
sponsorship opportunities within each Department. The following decision points shall be 
considered when reviewing corporate sponsorship offers of a City activity or venue: a. 
Compatibility of prospective sponsor’s products, services and marketing goals with the  City’s 
mission/values and Strategic Business Plan; and  

 Proposed sponsorship supports current priorities, programs and core services of the  City, as 
defined in the City’s current budget or other documents; and   
 Sponsorship marketing benefits and temporary advertising are compatible with design standards 
or visual integrity of City facilities and/or events as defined in the City’s Logo Policy, Zoning Code, 
Municipal Code and the City’s Brand Management and Style  Guide; and   
 TangibleandintangiblebenefitsarebalancedforboththesponsorandtheCity.   
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D. Definitions 1. Sponsorship: financial or in-kind gift from an entity or individual for a specific
program,  event, project or site in exchange for tangible and intangible benefits to the sponsor.

2. Advertising: signage created by the entity or individual to promote a product (usually
placed in a designated, purchased space). Paid advertising space may be available in
certain City printed materials and publications.

3. Temporary advertising: temporary display of corporate logos, branding or advertising
copy  at a City event or on related materials associated with an event or program.

4. Events: one-time activities for the benefit of the public, organized by the City and held on
City property, generally continuing less than one week.

5. Projects: one-time City efforts, often with a product or defined end result.
6. Programs: ongoing, organized activities led by City for the public that generally involve

staff supervision.
7. Sites: specific places, varying in scale from individual features or areas to an entire park

or  facility.
8. Marketing benefits: opportunities provided to the sponsor for temporary visibility of

branding, products, name and logo on City property and/or materials.
E. Sponsorship Agreements 1. Department Director and/or designated staff will negotiate

Sponsorship Agreements  (contracts, Memoranda of Understanding, Letters of Agreement) which
may include, but will not be limited to, the following: a. A detailed description of the sponsor’s and
City’s obligations; and b. A detailed description of benefits based on program sponsorship level
such as, marketing opportunities (product promotion and temporary advertising) on City property
and/or at events, free-of-charge booth space at events, City Council acknowledgment in public
and/or mention on City publications; and c. Authorization enabling the sponsor to promote its/their
investment with the City and/or use the City’s logo on promotional materials; and d. Conditions for
termination of the Agreement; and e. Insurance may be required in accordance with City policy.

2. The applicable Department Director, or designee, will review all Sponsorship Agreements and will
process those requiring City Manager or City Council approval, as set forth in Corporate Sponsorships,
Section III, C.1 through C.3d. above.
F. Benefit Guidelines 1. Sponsorship levels vary according to the duration of exposure and the type of
sponsorship
(e.g., park amenity versus a one-day event). The City typically offers a choice of sponsorship levels, with
appropriate benefits associated with each level. Depending on the details of the Sponsorship Agreement,
a sponsor’s name may be associated directly with the site, event or program (“name title”), and may
derive other benefits consistent with City regulations and policies that may be available.

2. Department Director, or designee, must signify Department approval of all sponsorship marketing
approval. The City Public Information Office (PIO) will also review all sponsorship marketing
materials including, but not limited to, banners, brochures, cards, signs, posters, newsletters and
labels on products such as t-shirts, in advance of printing/placement and ensure all materials
comply with the City’s Logo and Publication policies. Application for use of the City Logo by a
sponsor must be approved by PIO.

3. Staff will establish locations for temporary advertising and sponsorship recognition, including at
specific outdoor park facilities and indoor recreation centers or other City facilities where
appropriate, based on visual impact.

4. Corporate sponsors may print recognition and company logos on an unlimited number of “walk-
away” products (e.g., t-shirts, water bottles). PIO approval of the product is required in advance.

5. All “Naming Rights” sponsorships for permanent facilities must be approved by the City Council.
G. Sponsorship does not entitle a sponsor to any additional privileges not specified in or beyond the
scope of the Sponsorship Agreement.
H. Acceptance of a sponsorship does not imply endorsement of any individual, entity or product by the
City of Irvine.
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Promotions Orange County Great Park 
Spooktacular Prospectus 2018 
Zoning Division 7 Signs 

Other References 
American Fact Finder (https://factfinder.census.gov/faces/nav/jsf/pages/community_facts.xhtml) 
California Department of Transportation (www.dot.ca.gov/trafficops/census/docs/2016_aadt_volumes.pdf) 
CalTrans (www.caltrans.ca.gov/trafficops/census/docs/2016_aadt_volumes.pdf) 
City of Irvine, California 2018-19 Budget Adopted 
Cityofirvine.org (multiple pages) 
Destinationirvine.com (multiple pages) 
Irvine, California Visitor Impact, 2005-2017P – Dean Runyan Associates 
Publitas – City of Irvine Brochure (https://view.publitas.com/colorscape-

graphics/irvinecitybrochure2016_v06finalsinglepgs_crops_digital/page/1) 
SimilarWeb.com 
Soccer Stadium Digest (www.soccerstadiumdigest.com/2018-usl-attendance/) 
U.S. Census Data 

Contracts Received 
Contract 9726 – Five Point Operating Company 
Contract 10053 – Heritage Fields El Toro, LLC. 
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