
 

MEETING SYNOPSIS 

January 27, 2022 | Daugherty Conference Room 

The following is a summary of the seventh meeting of the Cultural Arts and Tourism 
subcommittee. The meeting attendance sheet and presentation are attached to this 
summary. The agenda can be found on the website under About > Meetings.   

Feasibility Study Update 

Brendan Moore (City of Tuscaloosa) introduced Ryan Johnson, Brandon Dowling, and 
Charlie Johnson with Johnson Consulting.  Ryan Johnson reviewed the overall process that 
we are in with the feasibility study.  There is more work to be done after this point, but 
today marks a significant milestone in the work.   

The market analysis for the Tuscaloosa area revealed that the largest existing conference 
and event space provides about ten thousand square feet at most in a single space, which 
can accommodate about 600 attendees in a seated configuration.  Johnson Consulting also 
reviewed available entertainment and athletic venues in the market area.   

The firm reviewed operations for the Tuscaloosa Amphitheater and Tuscaloosa River 
Market venues for the previous four years.  Due to the high level of utilization both venues 
have enjoyed, Johnson Consulting believes the Tuscaloosa market will be favorable to a 
new venue or venues.  Consumer spending behavior was reviewed and shows the types of 
entertainment activities that people in Tuscaloosa spend money on, relative to spending in 
Alabama and the United States.  Live theater, rock music, and country music make up the 
top three most popular events, with classical music, opera, and dance rounding out the list. 

Local hotel supply of facilities with more than 100 rooms was reviewed, noting that many 
are also in the development pipeline and will be available soon.  We have concentrations of 
hotels in our downtown/riverfront area and along Interstate 20/59.  Occupancy rates for 
upper-tier hotels are near 70 percent, on average.  In 2019, the average daily rate charged 
by these hotels was one hundred twenty dollars per night.  Hotel seasonality was reviewed.  
January and December are the two lowest demand months, but we range above 60 percent 
occupancy in most of the other months (which is healthy). 

Event venues across Alabama were reviewed and summarized.  Those shown in bold in the 
presentation are located in the local Tuscaloosa market.  There is a lot of competition 
among venues where the largest event space is 12,000 square feet (SF) and under.  There is 
a significant gap above that, up to 70,000 SF.  A strategic decision could be made to provide 
a venue that falls within this size gap.  In particular, Johnson Consulting believes a 20,000 SF 
space should be considered.  This size could seat up to 1,500 people in a seated 
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configuration.  This large space could be constructed in a flexible way that allows it to be 
subdivided into smaller areas.  The consultants noted that it will be important to 
complement the facilities already in our market, including both other event venues and 
hotels.  We should focus on providing good meeting and ballroom spaces to fill the gap not 
served by existing facilities. 

Tuscaloosa Tourism and Sports (TTS) estimates that Tuscaloosa lost events that could have 
brought about 34,000 hotel room nights in 2020.  Adding a component that is missing from 
our market could help reduce lost events.  The recommended space could support up to 
30,000 room nights and should be able to accommodate trade shows, athletic events, 
meetings, and entertainment events.  In the exhibition industry, recovery to pre-COVID 
levels of net exhibition ballroom space is expected by 2023.   

Meeting planners evaluate a number of factors when choosing an event location.  These 
are summarized in the presentation.  Tuscaloosa should perform well in a lot of these 
factors, if not most – we just need facility space to offer. 

Next, Johnson Consulting reviewed venue case studies from which we can learn lessons.  
Tuscaloosa’s situation about an hour away from a major airport is a very important factor 
that affects our market, but we are not alone in that across the country.   

The Yards at Champaign-Urbana, Illinois (a college city) is a unique development on a 
former train station site in the central business district.  This was a public-private 
partnership with the city, private developer, and the university.  The city’s contribution 
focused on land assemblage and parking.  Johnson’s work on this project focused primarily 
on right-sizing the ballroom and meeting space.   

The Soundside in Dare County, North Carolina was discussed.  This is in an upscale area on 
the Outer Banks, and the residents wanted a high quality development.  They are looking 
to build a 25,000 SF glass box facing the waterfront, and the plan also identifies hotel space 
on the property.  Their market has very pronounced peak and off-seasons.  The key thing 
with this as a benchmark is focusing on “special” and quality features; we have an 
opportunity to do the same in our market due to the sites available here. 

The convention center in Hattiesburg, Mississippi is one of the busiest facilities Johnson 
Consulting has ever analyzed, with an extraordinarily high utilization rate.  The reason for 
this is that it serves so many different community organizations in the area, including 
university, medical, civic, and general public interests. 

Johnson Consulting next presented a summary of the user-group and other surveys they 
performed for Tuscaloosa.  Their Access Intelligence data provide insights into quarter-
over-quarter meeting planner sentiment.  The data for Quarters 3-4 of 2021 showed a nice 
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pandemic recovery coming along.  One lingering issue for trade shows is supply chain 
challenges, which are an important factor that influences these shows.  Vendors and 
manufacturers are having trouble getting their products to the showroom floor.  The most 
significant issues for attendees are traveling to the locations and hotel access.  “Sunbelt 
cities” have recovered their convention business – pandemic restrictions are lower and they 
have rebounded better.  One optimistic revelation is that almost 40 percent of respondents 
were planning to launch a completely new event within the next two years. 

Johnson also conducted a local user survey (24 responses) and a second survey that 
focused on Alabama statewide events rights holders and organizers (31 responses).  The 
results of the local survey reinforce the limited ability (currently) to host both trade shows 
and events with exhibits.  Most local organizers need 5-10,000 SF.  Tuscaloosa needs to 
offer capacity for 1,000 to 1,500 people.  Again, 20,000 SF are needed to have a seated 
event for 1,500.  The space needs to be able to be partitioned in order to offer smaller 
events within the total space.  The users’ largest events are not being held in Tuscaloosa 
currently (or if they are, they have to bring in tents to accommodate, limit the total 
attendees, or split the event into multiple time occurrences).  As far as COVID recovery, 
most local users already have their events occurring in-person again.  Most responded that 
they plan no changes due to the effects of COVID. 

For statewide user groups, most respondents were statewide organizations or event 
organizers and promoters.  These users most often host meetings and conventions with 
exhibits.  Air service will be needed to attract most national or large regional events.  Since 
Tuscaloosa currently lacks this amenity, Johnson is focusing more on what we should build 
to attract those within a reasonable drive time.  These groups most often need 5-10,000 SF.  
However, their largest events cannot be accommodated at all in Tuscaloosa’s market 
currently.  This translates to at least half of the events in the state for which we are not 
competing.  Johnson’s experience tells them that the colleges in our market will drive 
demand for new event space.  The positive ranking of the Bryant Conference Center (BCC) 
for state users shows a willingness to come to Tuscaloosa and is an indicator of a good 
chance for success with a new venue.  State user groups also reported being back to pre-
COVID activities for their events and do not anticipate any major changes.     

Next, Johnson Consulting presented a SWOT analysis for the Tuscaloosa market.  In terms 
of assets, our waterfront is one of our most valuable; the large manufacturing sector is a 
strength for trade shows and the like.  We have opportunities to bring new events, grow 
existing events, and bring more room nights.  Our biggest threat is a lack of air service.  
However, efforts are underway to change that.  Many new hotel rooms have flooded into 
our market in the last few years.  A new event venue would provide a demand driver to 
help fill these new hotels, achieving higher utilization rates.     
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Johnson Consulting’s preliminary recommendations for event space are summarized in 
their presentation.  Having a multipurpose, large central meeting area that is divisible 
should be a much better investment for our market than providing a variety of fixed spaces 
in different sizes.  The breakout meeting space that serves the largest event space will be a 
critical planning element for a successful venue.  Our demand analysis indicates we need to 
pursue the SMERFE market, sporting events, trade shows, etc.  Placing the facility near the 
highest concentration of high quality hotels is recommended, and proximity to downtown 
and the university are important considerations.  Long-term, growth can be expected for 
the venue in our market.  Johnson Consulting recommends planning for an expansion to 
provide more exhibit space.  When an expansion occurs, the first phase of space can 
become the ballroom and event space.  This would allow us to start off appropriately sized, 
but plan for growth from the outset.   

Jim Page (subcommittee member) asked what acreage is needed for a 20,000 SF primary 
area.  The consultants said two acres+/- at a minimum, but five acres would provide more 
comfort for logistical access and expansion plans.  He also asked if we have enough 
demand through local users and state associations to justify the 20,000 SF facility size.  The 
consultants responded that we need layers of demand – local users and state associations 
are only two.  We also need to recruit trade shows and athletic events.  BCC can fit 50 
booths for trade shows, which is too low.  Therefore, we are not currently competing in this 
sector.  Mr. Charlie Johnson added that offering a special venue that is unique in the state 
will open up additional layers of demand. 

Jimmy Warren (subcommittee member) asked what kind of sporting events could be 
attracted.  Johnson Consulting cited examples including cheer, dance, gymnastics, and 
power lifting events; probably not basketball, volleyball, and the like.  He also asked if the 
consultants’ work will estimate the costs to manage and operate the space (yes).   

Jasmine Rainey (TTS) echoed the feedback she heard today – she thinks it is relevant and 
she experiences a lot of the insights in her daily work. 

Heather Dill (subcommittee member) stated that we should consider who the users are 
and think about how they will use hotel space for their event.  Ideally, the space would be 
programmed to make the most of the event calendar in a way that fills hotel rooms.   

Brandon Dowling presented findings for the sports tourism market.  The firm continues to 
conduct local interest group research due to a lack of participation thus far in their athletic 
surveys.  In terms of large indoor space, Tuscaloosa is in a very competitive market in both 
the State of Alabama and within our general 4-hour drive time radius.  However, this 
industry is less reliant on air travel than the event industry is.  Two athletic facilities that 
would be direct competitors include the Hoover Met and the Birmingham Crossplex.   
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The group used ESRI (a national research firm) data, which relies on user surveys, to 
determine the projected demand for athletic facilities in our local market.  The 170,000 
total market penetration shown in the presentation is the size of all players available in the 
market, not what we could anticipate attracting annually.  Quantities of playing surfaces 
needed to qualify for various sporting events were obtained so that we would know 
minimum facility sizes that should be built.   

In terms of national trends, a lot of the growth in indoor sports facilities are in the 
Southeast U.S., which may be driven in part by weather in our region.  Another factor 
driving growth was deferred maintenance on the facilities that were used for these types of 
events in the past – they were overdue for replacement or maintenance, and so a lot of 
new facilities have been built.  The consultants reviewed sports participation trends.  A core 
participant is defined as one who plays three or more times per week; a casual participant 
plays less often.   

To combat fluctuating participation trends within individual sports, facility owners will want 
to avoid being pigeon-holed into any one or two sports.  Better venues offer more 
flexibility.  There are so many indoor sports venues within our drive-time now that we may 
have a difficult time penetrating the market.  However, if we are determined, we can 
certainly leverage our strengths and unique offerings to pursue new business.  
Multipurpose indoor facilities are very expensive and need to be scaled to the appropriate 
size and made as flexible as possible, to accommodate multiple sports.   

Rather than focusing on penetrating the very competitive indoor facility market, a better 
strategy is to instead focus on leveraging our existing assets.  For example, if Sokol Park 
were appropriately master planned and a business plan developed, we have a good 
opportunity there to find a niche within the market.  The same is true of the Phelps Center 
and Bowers Park.  We also need to look at nearby support facilities for families to find 
dining, shopping, accommodation, etc., and should consider offering something unique, 
like e-sports (a sector which tends to perform well in university markets). 

Mr. Warren noted that we cannot compete with mega complexes that already exist (such 
as Lake Point).  However, his family plays 12 to 15 other weekends each year at less-special 
venues, and those are just as busy.  It seems as if the Lake Points of the world can only pull 
in the special, giant events, and there should still be a good demand for the ongoing, 
routine competition.  Mr. Dowling agreed that this is a fair point, in terms of attracting local 
users rather than regional ones.   

Mr. Dowling noted that their firm needs some additional time to analyze the local and 
regional athletic markets more fully.  The group discussed how to get better input from the 
sports tourism industry.  The survey that went out was not necessarily geared toward all of 
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the sports that TTS recruits.  Some rights holders were surveyed, but did not necessarily 
respond.  We also need to better understand local demand for sporting events.   

Stan Adams (TTS) noted that we need to consider how events are managed currently – we 
need to be careful to factor into our plans that staffing must be available to run events and 
existing venues will need upgrades in order to host tournaments and larger events.  Mr. 
Moore echoed this thought, and the two agreed that this can be planned for and achieved. 

Mr. Warren noted that our existing spaces need to be more specialized in order to have 
enough mass at each location to host a decent-sized tournament.  The staffing point is key, 
he agrees.  Other markets are smaller than we are, have better facilities, and are booked 
regularly because they are very well-managed.  

Mr. Adams noted that he is currently working on recruiting e-sports events to the BCC.  We 
have so many opportunities to go after event organizers right now, and we simply do not 
have physical space and/or staff to host and run their events.   

Next Steps 

Copies of the presentation will be distributed to the Advisory Council, Chamber of 
Commerce, and Tuscaloosa Tourism and Sports. 

Additional analysis and investigation of the athletics markets will continue.   

Johnson Consulting will continue to develop their user demand and financial models and 
pro forma for the recommended event space.  They work with an architect to estimate the 
facility’s capital budget planning.   



Subcommittee Meeting Attendance
January 27, 2022

Name In Attendance
Brown, Joseph NO
Dill, Heather YES
Gardner, Tyshawn NO
Page, Jim YES
Patterson, Sarah NO
Poole, Gene NO
Staley, Don YES
Warren, Jimmy YES
Wolfe, Sandy YES
Brooks, Karen (EAC co-chair) NO
England, Chris (EAC co-chair) YES
Wilson, Matthew (City Council District 1) NO
Howard, Raevan (City Council District 2) NO
Crow, Norman (City Council District 3) NO
Busby, Lee (City Council District 4) NO
Tyner, Kip (City Council District 5) NO
Faile, John (City Council District 6) NO
Lanier, Cassius (City Council District 7) NO
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Local and Regional Market Analysis
Conference & Event Space Entertainment & Sports Venues

Venue Type Seating Capacity Attributes

Tuscaloosa Amphitheater Ampitheatre 7,294 outdoor venue

Coleman Coliseum UA Arena 15,000 1 basketball court

Foster Auditorium UA Arena 3,800 1 basketball court

Shelton State Humphrey Center Arena 1,800                1 basketball court

Belk Activity Center Bowers Park Community Center 350                  2 basketball courts

Bobby Miller Activity Center Community Center 6 baseball fields/1 soccer/ 1 basketball

McAbee Activity Center Community Center 375                  2 basketball courts

Shelton State Martin Complex Outdoor Sporting softball and baseball field

Bower's Park Ball Field Complex Outdoor Sporting 4 adult softball/4 youth softball

Sokol Park North Outdoor Sporting 4 youth softball/4 multipurpose

Sokol Park South Outdoor Sporting 4 adult softball/2 youth softball/ 2 multipurpose

Bama Theater Theater 1,000

Frank Moody Music Building UA Theater 938                  

Morgan Auditorium UA Theater 600                  

Rowand Johnson Building UA Theater 305                  

Sources: Pollstar, Johnson Consulting

Entertainment and Sporting Venues within Tuscaloosa County

Facility Type

Largest 

Contiguous 

Event Space

Total Event 

Space

Capacity 

(seated)

Bryant Conference Center UA Conference Center 10,044 23,189 504

River Market Venue 6,000 6,000 320

Embassy Suites by Hilton Tuscaloosa Downtown Hotel 5,243 6,726 370

Hotel Capstone Hotel 4,200 9,328 300

Northriver Yacht Club Country Club 3,240 9,546 320

Wingate by Wyndham Tuscaloosa Hotel 1,350 1,350 100

Hilton Garden Inn Tuscaloosa Hotel 1,152 3,518 64

Greystone Inn & Suites Hotel 1,100 1,100 50

Yellowhammer Inn & Conference Center Hotel 700 1,200 -

Hampton by Hilton Inn Tuscaloosa-East Hotel 660 660 30

Cypress Pavillion Pavillion - 4,000 250

McDonald Hughes Community Center Community Center - - 550

Ferguson Center UA Student Center - - 325

Mercedes Benz Visitors Center Visitors Center - - 300

The University Club Historical Landmark - - 250

Druid Music Hall Theater - - 250

Drish House Historical Landmark - - 200

Half Shell Oyster House Restaurant - - 200

Phelps Community Center Community Center - - 150

Belk Activity Center Bowers Park Community Center - - 140

Smith Hall UA Museum - - 120

District Room Restaurant - - 120

Sources: CoStar, Pollstar, Relevant Facilities, Johnson Consulting

Meeting & Event Facilities within Tuscaloosa County 
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Meetings & Events Venue Data 

2018 2019 2020 2021

Number of Private Events Hosted 171               152             80               124             

Private Event Attendance 44,808         35,474       16,947       23,388       

Number of Farmers Markets Hosted 83                 78               104             158             

Farmers Market Attendance 57,750         58,000       24,650       43,500       

Total Events 254               230             184             282             

Total Attendance 102,558       93,474       41,597       66,888       

Source: City of Tuscaloosa

River Market Four-Year Event Attendance

2018 2019 2020 2021

Number of Concerts Hosted 16 13 0 15

Concert Attendance 76,176 66,727 0 64,537

Number of Private Events Hosted 6 1 8 5

Private Event Attendance 29,970 3,500 15,045 24,625

Total Attendance 110,439 70,227 15,045 89,162

Source: City of Tuscaloosa

Amphitheater Four-Year Event Attendance
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Entertainment Spending

City of Tuscaloosa 

Consumer Behavior (2021)

In the past year, I have attended a live performance of…

Sources: Johnson Consulting, Esri 
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Local and Regional Market Analysis
Hotels

Hotel Class
Built 

(Renovated)
# of Rooms

Embassy Suites by Hilton Tuscaloosa DowntownUpper Upscale 2015 154

Hotel Capstone Upper Upscale 1986(2013) 148

Hilton Garden Inn Tuscaloosa Upscale 2007 126

WoodSpring Suites Tuscaloosa Economy 2008 124

Motel 6 Tuscaloosa Economy 1983 124

InTown Suites Tuscaloosa Economy 2001 124

AC Hotels by Marriot Tuscaloosa Upscale 2021 120

Travelodge Tuscaloosa Economy 1982(2002) 120

Best Western University Inn Midscale 1974 117

Homewood Suites by Hilton Upscale 2021 114

Home2 Suites by Hilton Tuscaloosa Upper Midscale 2014 113

Residence Inn Tuscaloosa Upscale 2019 111

Holiday Inn Express & Suites Upper Midscale 2004 109

Americas Best Value Inn Tuscaloosa Economy 1973 106

La Quinta Inns & Suites Tuscaloosa Upper Midscale 2018 102

Hotel Indigo Tuscaloosa Downtown Upper Upscale 2016 101

Total 1,913

Sources: CoStar, Johnson Consulting

Hotels with 100+ Rooms within Tuscaloosa County

Hotel Location Class Phase Opening
Number of 

Rooms

Tuscaloosa, a Tribute Portfolio Hotel Tuscaloosa, AL Upper Upscale Under Construction Apr-22 110

Courtyard Northport Northport, AL Upscale Final Planning Jan-23 104

Holiday Inn Express & Suites Tuscaloosa East Cottondale, AL Upper Midscale Under Construction Jun-21 95

Holiday Inn Tuscaloosa Tuscaloosa, AL Upper Midscale Final Planning Mar-22 90

element Tuscaloosa Tuscaloosa, AL Upscale Final Planning Jan-22 89

Avid Tuscaloosa Tuscaloosa, AL Midscale Final Planning Jun-22 87

Total 575

Sources: CoStar, Johnson Consulting

Hotel Pipeline within Tuscaloosa County
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Local and Regional Market Analysis
Hotel Map of Completed and Future Hotels (some fall under 100 keys)
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Local and Regional Market Analysis
Hotel Performance

Tuscaloosa County Upscale Hotel Market Performance

Note: Includes upscale and upper upscale hotels w ithin Tuscaloosa County

Sources: CoStar, Johnson Consulting
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Sources: CoStar, Johnson Consulting
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Tuscaloosa 2019 Hotel Performance

Occupancy

Average 

Daily Rate 

(ADR)

Revenue 

per 

Available 

Room 

(RevPAR)

Jan 52.1% $83.36 $43.41

Feb 66.5% $92.52 $61.50

Mar 73.0% $91.32 $66.65

Apr 71.2% $93.79 $66.76

May 67.5% $108.03 $72.97

Jun 72.6% $91.03 $66.11

Jul 72.6% $90.50 $65.68

Aug 72.5% $105.15 $76.22

Sep 61.0% $128.58 $78.44

Oct 64.4% $125.41 $80.80

Nov 60.7% $123.04 $74.72

Dec 49.2% $85.45 $42.08
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Meetings & Events Area of Opportunity Analysis
Alabama Event Facility Area of Opportunity
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Venue

Largest 

Event Space 

(SF)

Total Event 

Space (SF)

Von Braun Center 100,800 170,000

Mobile Convention Center 100,000 317,000

Sheraton Birmingham Hotel 94,266 382,909

Birmingham-Jefferson Convention Complex 92,234 327,000

Renaissance Montgomery 72,520 296,069

The Lodge at Gulf State Park 12,160 40,000

Marriott Shoals Conference Center 11,840 34,772

Daphne Civic Center 11,800 25,000

Sheraton Resort Panama City 11,600 28,127

Bryant Conference Center UA 10,044         23,189         

Renaissance Mobile Riverview 10,000 39,438

Renaissance Birmingham Ross Bridge Resort and Spa 9,800 18,005

Perdido Beach Resort 8,500 44,000

Pelham Civic Center 7,000 30,000

Dixon Conference Center 6,519 20,000

River Market 6,000 6,000            

Embassy Suites by Hilton Tuscaloosa Downtown 5,243 6,726            

Hotel Capstone 4,200 9,328            

Northriver Yacht Club 3,240            9,546            

Wingate by Wyndham Tuscaloosa 1,200 1,350            

Hilton Garden Inn Tuscaloosa 1,152 3,518            

Greystone Inn & Suites 1,100            1,100            

Yellowhammer Inn & Conference Center 700 1,200            

Hampton by Hilton Inn Tuscaloosa-East 660 660

*Note: Some facilities may not be visualized because they are outside of the bounds of this chart.

**Note: Bold type indicates a facility located in Tuscaloosa. 

Source: Cvent, Pollstar, Relevant Facilities, Johnson Consulting
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Area of Opportunity Observations
The are four primary events venues in the Tuscaloosa market, the Bryant Conference center with a 10k ballroom + meeting rooms, River Market with a 6k multi-

purpose hall, Embassy Suites (5k SF ballroom + board room), and the Hotel Capstone with a 4,000 SF ballroom and meeting rooms. The Bryant Conference Center 

can host a sit-down banquet for about 640 people and is in high demand with a heavy focus on University of Alabama events. The other three venues can host less 

than 500 people for a seated banquet. For events that are larger than 800 people tents are needed, a key indicator that more space is needed, or the events leave 

the market or do not consider Tuscaloosa for their event. 

The area of opportunity figure and the table on the prior page also show that there is a heavy concentration of venues in the 5,000 – 12,000 SF in the state but then a 

major gap in facilities until you get to the 72,000 SF ballroom at the Renaissance Montgomery. According to the area of opportunity chart and additional interviews 

and research, the target for the largest space at the proposed new event center should be in the 20,000 to 40,000 sf range. The research and data indicate that the 

lower target for a 20,000 SF multi-purpose hall, plus support areas, still to be defined, is most appropriate for the Tuscaloosa market. This will not duplicate what is 

already existing in the market, will provide a space that can comfortably seat 1,500 people for a banquet event or up to 100, 10x10 exhibit booths, provide a size of 

venue that is currently lacking in the state, and will be of the size category that can target the highest number of events in the regional market.
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Lost Business Data (2020) – Tourism & Sports Commission

Category Total 

TEF Investment (TEF Acct) $188,638

TTS Community Devl (Operations Acct) $0

TTS Event Mgmt (Operations Acct) $443,795

Total Investment $603,158

TTSC Revenue Created $29,275

Total Economic Impact $56,672,918

Total City Tax Revenue $836,401

# Room Nights 33,987                     

Total County Tax Revenue $41,250

Source: Tuscaloosa Tourism & Sports Commission 

Lost Business - 2020
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Industry Trends
Types of Events

Conference centers and multipurpose event facilities are, as the name implies, able to accommodate many different types of events. The matrix below categorizes each type

of event that can occur in these types of facilities, at the broadest of levels, and describes some of the key characteristics of each event type.

Conventions & Conferences Exhibitions & Trade Shows Meetings & Assemblies Consumer Shows Entertainment Events Sporting Events

Purposes

Networking

Education

Idea Sharing

Sale of Goods & Services

Advertising

Networking

Organizational Business

Idea Sharing

Networking

Sale of Goods & Services

Advertising

Community Partnerships

Entertainment

Arts & Culture

Leisure

Tournaments & Competitions

Recreation

Leisure

Facility Types
Hotels

Convention Centers

Hotels

Convention Centers

Expo Centers

Fairgrounds

Hotels

Convention Centers

Arenas

Theaters

Hotels

Convention Centers

Expo Centers

Arenas & Stadiums

Theaters & Amphitheaters

Convention Centers

Arenas & Stadiums

Convention Centers

Sports Complexes

Event Duration 2 - 5 Days 3 - 6 Days 1 - 2 Days 2 - 5 Days 1 - 3 Days 1 - 3 Days

Visitor Stay 2 - 4 Days 1 - 3 Days 1 - 2 Days 1 - 2 Days 1 Day 1 - 2 Days

Visitor Type Industry Specific Industry Specific Organization Specific General Public General Public General Public

Visitor Origin Mostly Non-Local Mostly Non-Local Local & Non-Local Mostly Local Mostly Local Mostly Local

Economic Impact $$$$$ $$$$$ $$$$ $$$ $$$ $$$
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Industry Trends
Conference & Meetings Industry Trends

Conference & Meetings Industry Trends

Sources: PCMA, Johnson Consulting
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Industry Trends
Destination Selection Criteria

Sources: Destination Analysts, Johnson Consulting

Importance of Destination Attributes for Event Planners

10.8%

23.7%

37.2%

37.7%

41.3%

45.4%

48.7%

51.5%

60.4%

62.5%

0% 10% 20% 30% 40% 50% 60% 70%

Sports venues/sporting event facilities

Contains a convention center

Ease of working with unions

Popularity of destination with exhibitors

Service provided by CVB/DMO

Street scene/vibe

Relaxing ambience

Incentives

Availability of 4 and/or 5 star hotels

Weather

Sources: The EXPERIENCE Institute, Johnson Consulting

Importance of Destination Attributes for Event Attendees

69%

75%

78%

85%

86%

86%

89%

89%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Access to Information

Things to See and Do

Service

Welcoming Environment

Cleanliness

Wayfinding

Transportation

Safety
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Case Studies – Upcoming Development
The Yards (Champaign, IL)

Overview: Johnson Consulting’s proposes a facility based on feasibility 

from a market and demand perspective, both for local events as well as 

regional and national events. This market shares many of Tuscaloosa’s 

characteristics – including its size, infrastructure, and university affiliation 

(University of Illinois at Urbana-Champaign) – and enjoys similar benefits 

from its proximity to a large metropolitan area (Peoria). However, 

Champaign-Urbana lacks much of Tuscaloosa’s dynamism. Champaign-

Urbana also contains a facility, the I Hotel and Conference Center, which is 

similarly sized as Tuscaloosa’s Embassy Suites; this property recently 

expanded to include a 12,200 SF exhibit hall. 

Program: 

• Exhibit Hall – 45,000 SF

• Ballroom – 24,000 SF

• Meeting Rooms – 15,000 SF

• Pre-function space

• 180+ room hotel to support attached convention center and that could 

provide food and beverage service

• Support spaces (Storage, Restrooms, Hallways, Mechanical, Utilities, etc.)



20

Case Studies – Upcoming Development
The Soundside (Dare County, NC)

Overview: Overall, the stakeholder and community engagement 

revealed a high level of interest in an improved event venue, including 

indoor and outdoor space, with numerous synergistic opportunities 

identified among the various groups. Of critical importance to the local 

community is a design that is respective of the unique setting provided 

by the subject site, enhancing public access, maintaining water views 

and providing green space. While there were mixed opinions 

regarding the desire for an onsite hotel, lodging growth near the site, 

as market demand increases, would be strategic for The Soundside.

Program: It is recommended that a net useable ±30,000 SF multi-

purpose event venue be contemplated for The Soundside site. This 

would complement the existing outdoor event space and ideally would 

be supported by a ±200 room hotel, which would also serve to fill a 

gap in the marketplace for hotel accommodations. If designed 

appropriately, the multi-purpose event venue could be used for 

sporting tournaments, consumer shows, music events, trade shows 

and occasional conventions, and could serve different roles during 

different seasons. More specifically, consumer shows, trade shows 

and entertainment events could be booked throughout the year, while 

during shoulder seasons and winter months, the same event types 

could be held and supplemented by sporting events and occasional 

conventions. 
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Case Studies
Lake Terrace Convention Center (Hattiesburg, MS)

Overview: Located to the northwest of downtown Hattiesburg, at the 

intersection of Interstate 59 and U.S. Highway 49, Lake Terrace Convention 

Center (LTCC) opened in 1998. The site comprises 32-acres of parkland and 

incorporates a 2-acre lake. The LTCC has emerged as an important economic 

resource for the community. Similar to Cookeville, the community is a center for 

medical services for the region and the location of the University of Southern 

Mississippi. On an annual basis, the facility hosts an average of 800 events, 

attracting around 225,000 attendees, indicating a high level of utilization and 

generating around 15,000 to 20,000 room nights annually. 

Facilities: The LTCC offers 14,755 SF of exhibit space, 7,936 SF of meeting 

space, and 6,100 SF of outdoor event space, along with pre-function space, a 

full-service kitchen, and administrative space. The following table provides a 

breakdown of meeting space at the LTCC.

Observations: The LTCC was built in response to growing demand for meeting 

space and to attract new dollars and add room nights to the area. Since 

opening, the LTCC has earned a reputation as a high quality, service-focused 

convention and civic center. This service distinction, the environment and setting 

of the Center, and affordability of the Hattiesburg market have allowed the CVB 

and LTCC staff attract a high volume of events and provide a strong contribution 

to the local economy.
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Access Intelligence: Event Management Outlook

ABOUT THE STUDY

Access Intelligence Research & Consulting’s Q4 2021 Event Management Outlook Study provides 

insights on some of the important issues and challenges facing the industry. This report is based on 

surveys conducted in November 2021. The surveys received responses from a diverse group of 115 

organizations. A similar study was conducted in the summer of 2021 and some of these findings are also 

included.  

The report covers: 

• Industry outlook with a focus on attendance

• In-person event reactivation status

• How key challenges are shifting

• Pros and cons related to venue services

• Supply chain impact on exhibitors

• New event launch outlook

• and more
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Insight #1: 2021 live in-person event attendance compared to 2019 level – the 

average recovery has been two-thirds vs. 59% as of summer 2021

Events held in 2021, up to November, have recovered 66% of their pre-pandemic attendance base, according to an average of responses from 

leading event producers. The lowest response in the data set was 30% and the high was 130%. The responses range widely based on industry, event 

location and audience demographics. Some events are essentially back to normal, while others are very far from their pre-pandemic size and scope.

Survey Question: If you have held a live in-person event in 2021, on a percentage basis, how has the in-person attendance level compared to when the event was last held 

assuming in 2019 or early 2020?

Average in-person 

attendance recovery vs. 

2019

August 2021 Finding November 2021

66%59%
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Insight #2: When will in-person attendance recover to 2019 levels?

Thirty-five percent of event management executives forecast 2023 as the year when attendance at their most important events will reach levels last 

seen in 2019. Yet, 42% expect this important level to be reached in 2022, and a total of 18% say their events are at or exceeding pre-pandemic 

attendance levels.

Survey Question: For your largest most important in-person event, when do you think your total number of in-person attendees will match or be roughly equivalent to the level 

seen in 2019 or in the most recent pre-pandemic fiscal period? 

When Live In-Person Attendance is Expected to Recover to 2019 Levels

Source: Access Intelligence Research & Consulting

5%

13%

29%

35%

6%

12%

Already
rebounded to
2019 levels

First half of
2022

Second half
of 2022

2023 2024 or 2025 Unsure
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Insight #3: Supply chain issues have been impacting at least some exhibitors, 

according to nearly half of event management groups

Just under half of event producers say at least some of their exhibitors have been impacted by supply chain or logistical issues. The primary 

challenge relates to bottlenecks impacting some exhibitors’ ability to have equipment or products on-site at events. 

Survey Question: Have any logistics or supply chain issues faced by your exhibitors meaningfully impacted their participation at your events?

Have Logistics or Supply Chain Issues Impacted Any of Your Exhibitors? 

Source: Access Intelligence Research & Consulting

26%

40%

52%

Yes, exhibitor freight issues or
delays to show sites or contractor

warehouses

Yes, issues (such as supply
chain) impacting their ability to

have equipment or products on-
site

No supply chain issues
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Insight #4: There have been a number of meaningful shifts in the key challenge 

areas for the in-person event business 

Over the past few months event producers have become more concerned about air travel capacity issues as well as international visitor access. It’s 

good news that a smaller percentage of the industry is less worried about low attendance due to the pandemic, yet over half of event producers 

understandably are still concerned about this critical issue. Also good news is that there is reduced concern about online alternatives replacing in-

person events. But clearly there are still many challenges facing the industry. 

Key Issues and Challenges Summer 2021 Nov. 2021 Difference

Air travel issues (pricing, availability, airlift, access) 29% 45% 16%

International visitor travel access 21% 32% 11%

Hotel availability and pricing 29% 35% 6%

Pandemic-related: increased costs for health, safety 40% 45% 5%

Pandemic-related: low attendance 72% 58% -14%

Replacement of events with online alternatives 42% 30% -12%

Gov./corp. restrictions on travel and meetings 58% 49% -9%

Areas of Increasing Concern 

Areas of Reduced Concern
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Insight #5: Over one-third of event producers are planning to launch a 

completely new in-person event over the next two years

Just over one-third of event producers say their organizations are planning to launch a completely new in-person event in either 2022 or 2023. This is 

a fairly high percentage and reflects the need to serve changing industry sectors, but also confidence in the future of in-person events. 

Survey Question: Are you planning to launch a completely new live in-person event over the next two years?

% Event Management Groups Planning a New In-Person 

Event Launch 

Source: Access Intelligence Research & Consulting

37%

63%

Yes, launch planned No
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Community Engagement
SURVEY PROCESS

In an effort to gauge the potential for locally, regionally, and nationally 

driven event demand that could be accommodated in Tuscaloosa, 

Johnson Consulting worked with the Tuscaloosa Chamber of Commerce, 

the Tuscaloosa Tourism & Sports Commission, and the City of Tuscaloosa 

to conduct a survey of association & event industry leaders and 

stakeholders. Johnson Consulting distributed two, very similar surveys –

one to local Tuscaloosa meeting & event planners, and the other to state 

associations, and association and trade organization management 

companies that represent events throughout the state, regionally, and 

nationally. Surveys were distributed to all individuals via email.  The survey 

to local stakeholders garnered 24 responses, while the other survey to 

state stakeholders garnered 31 responses – both good response rates and 

in line with other surveys conducted by Johnson Consulting. 

The following pages will summarize the results of the survey, question by 

question for each survey. 

Bryant Conference Center

River Market
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Community Engagement – Local Meetings &
SURVEY RESULTS

• Majority of respondents hold more 

than 20 events per year

• Indicates an active local meeting and 

event market Source: Johnson Consulting

What type of organization do you represent?

4.2%

8.3%

12.5%

16.7%

29.2%

29.2%

0 0.1 0.2 0.3 0.4 0.5

Government

Event Producer / Promoter

Other (please specify)

Educational Institution

Private Business

Nonprofit

Source: Johnson Consulting

How many events does your organization hold per year?

0.0%

4.3%

4.3%

13.0%

34.8%

43.5%

0 0.1 0.2 0.3 0.4 0.5

6-10 events per year

11-15 events per year

16-20 events per year

My organization does not
regularly hold events

1-5 events per year

More than 20 events per year
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Community Engagement – Local Meetings & Events 
SURVEY RESULTS

• Top event types: 

• Meetings (27%)

• Banquets (21%)

• Entertainment (10%) 

• Conferences with and without exhibits 

(each 10%) 

• Smaller consumer shows should also be a 

consideration, since they are largely absent 

from the Tuscaloosa market

Source: Johnson Consulting

What type(s) of events does your organization hold? Select all that apply.

1.5%

6.0%

6.0%

7.5%

10.4%

10.4%

10.4%

20.9%

26.9%

0 0.1 0.2 0.3 0.4 0.5

Consumer Shows

Trade Shows

Sports Events

Other (please specify)

Conventions/Conferences with Exhibits

Conventions/Conferences without Exhibits

Entertainment Events

Banquets

Meetings

Source: Johnson Consulting

Which of the following spaces do your event(s) require? Check all that apply.

3.9%

6.6%

11.8%

13.2%

17.1%

23.7%

23.7%

0 0.1 0.2 0.3 0.4 0.5

Other (please specify)

Athletic Facilities

Auditorium / Theater Space

Exhibit Space

Ballroom Space

Meeting Room Space

Food / Beverage Facilities
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Community Engagement – Local Meetings & Events 
SURVEY RESULTS

On average, how many people attend your organization's events?

Source: Johnson Consulting

0% 20% 40% 60% 80% 100%

Your organization's smallest event

Your organization's most frequently-
occurring event(s)

Your organization's largest event

Less than 300 people 300 - 499 people
500 - 999 people 1,000 - 1,499 people
1,500 - 1,999 people 2,000 people or more

• In case of largest events, the gray, yellow, 

and green cohorts (500 – 2,000+ people) 

represent about 50% percent of respondents 

• Among three largest color categories (gray, 

yellow, green), only the Bryant Conference 

center can serve the gray 

• Planners needing larger spaces opt to rent 

tents to accommodate more people, or leave 

the market 
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Community Engagement – Local Meetings & Events 
SURVEY RESULTS

On average, what square footage of space is required for your organization's events?

Source: Johnson Consulting

0% 20% 40% 60% 80% 100%

Your organization's smallest event

Your organization's most frequently-
occurring event(s)

Your organization's largest event

Less than 5,000 square feet 5,000 - 9,999 square feet
10,000 - 14,999 square feet 15,000 - 19,999 square feet
20,000 - 24,999 square feet 25,000 square feet or more

• In case of respondents’ largest events, 

slightly more than 50% of respondents 

need 9,999 SF of space and smaller 

• Majority of respondents need 10,000 

or more SF of space to accommodate 

their largest events
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Community Engagement – Local Meetings & Events 
SURVEY RESULTS

Where have your organization's event(s) taken place?

Source: Johnson Consulting

0% 20% 40% 60% 80% 100%

Your organization's smallest event

Your organization's most frequently
occurring event(s)

Your organization's largest event

Exclusively outside of Tuscaloosa Mostly outside of Tuscaloosa Both within and outside of Tuscaloosa

Mostly within Tuscaloosa Exclusively within Tuscaloosa
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Community Engagement – Local Meetings & Events 
SURVEY RESULTS

• Top 4 venues rented:

• Bryant Conference Center (13%) 

• Embassy Suites (12%)

• Hotel Capstone (11%) 

• River Market (9%)

Source: Johnson Consulting

If your organization has held events within greater Tuscaloosa, where did they occur? Select all that 

apply.

0.0%

1.1%

1.1%

1.1%

1.1%

1.1%

1.1%

2.2%

2.2%

2.2%

2.2%

3.2%

3.2%

3.2%

3.2%

4.3%

4.3%

4.3%

4.3%

5.4%

5.4%

8.6%

10.8%

11.8%

0 0.05 0.1 0.15 0.2

Battle-Friedman House

Greystone Inn & Suites

Mercedes Benz Visitors Center

Belk Activity Center Bowers Park

Smith Hall UA

McAbee Center

The Zone (UA inside Bryant Denny Stadium)

Ferguson Center UA

Phelps Community Center

District Room

Jemison Mansion

McDonald Hughes Community Center

Drish House

Stillman College

Bama Theatre

Other (please specify)

Northriver Yacht Club

Cypress Inn Pavilion

Indian Hills County Club

The University Club

Shelton State

Tuscaloosa River Market

Hotel Capstone

Embassy Suites by Hilton Tuscaloosa…
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Community Engagement – Local Meetings & Events 
SURVEY RESULTS

Source: Johnson Consulting

What are your current plans for the format of your organization's 2022 annual meeting / 

conference / largest event?

0.0%

11.8%

17.6%

70.6%

0 0.1 0.2 0.3 0.4 0.5 0.6 0.7 0.8 0.9 1

Online/ Virtual

Hybrid

To Be Determined / Unknown

In-Person/ Face-to-Face

Source: Johnson Consulting

When do you think your organization's events will return to "normal" in primarily in-person / face-to-face 

formats?

0.0%

0.0%

5.9%

11.8%

11.8%

70.6%

0 0.1 0.2 0.3 0.4 0.5 0.6 0.7 0.8 0.9 1

My organization's events will be permanently hybrid in-person…

My organization's events will be permanently online / virtual

2023 or later

2022

To Be Determined / Unknown

My organization's events are already occurring in-person
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Community Engagement – Local Meetings & Events 
SURVEY RESULTS

Compared to your organization's in-person events that occurred before the COVID-19 pandemic began, how will 

your organization's post-pandemic, in-person events change, if at all, in terms of the following attributes:

Source: Johnson Consulting

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Amount of space
/ square footage
required for in-…

Number of in-
person

attendees at…

Length of in-
person events

Frequency of in-
person events

Decrease Slight Decrease No Change Slight Increase Increase
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Community Engagement – State Meetings & Events 
SURVEY RESULTS

• Most respondents belong to associations 

and non-profit organizations

Source: Johnson Consulting

What type of organization do you represent?

0.0%

3.2%

3.2%

3.2%

9.7%

32.3%

0 0.1 0.2 0.3 0.4 0.5

Other (please specify)

Private Business

Government

Educational Institution

Event Producer / Promoter

Association

Source: Johnson Consulting

How many events does your organization hold per year?

3.2%

3.2%

6.5%

44.4%

29.0%

45.2%

0 0.1 0.2 0.3 0.4 0.5

My organization does not
regularly hold events

11-15 events per year

16-20 events per year

More than 20 events per year

6-10 events per year

1-5 events per year
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Community Engagement – State Meetings & Events 
SURVEY RESULTS

• Top event types: 

• Meetings (29%)

• Conventions with exhibits (24%) 

• Conventions without exhibits (13%)

• Banquets (11%) 
Source: Johnson Consulting

What type(s) of events does your organization hold? Select all that apply.

0.0%

2.4%

4.9%

6.1%

8.5%

11.0%

13.4%

24.4%

29.3%

0 0.05 0.1 0.15 0.2 0.25 0.3 0.35 0.4 0.45 0.5

Consumer Shows

Entertainment Events

Other (please specify)

Sports Events

Trade Shows

Banquets

Conventions/Conferences without Exhibits

Conventions/Conferences with Exhibits

Meetings

Source: Johnson Consulting

Which of the following spaces do your event(s) require? Check all that apply.

0.0%

3.3%

5.8%

14.9%

15.7%

18.2%

20.7%

0 0.1 0.2 0.3 0.4 0.5

Other (please specify)

Athletic Facilities

Auditorium / Theater Space

Ballroom Space

Exhibit Space

Food / Beverage Facilities

Hotel Rooms
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Community Engagement – State Meetings & Events 
SURVEY RESULTS

On average, how many people attend your organization's events?

Source: Johnson Consulting

0% 20% 40% 60% 80% 100%

Your organization's smallest event

Your organization's most frequently-
occurring event(s)

Your organization's largest event

Less than 300 people 300 - 499 people
500 - 999 people 1,000 - 1,499 people
1,500 - 1,999 people 2,000 people or more

• 65% of respondents’ largest events 

have 499 or fewer attendees

• 80% of respondents’ most frequently 

occurring events have less than 300 

attendees 
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Community Engagement – State Meetings & Events 
SURVEY RESULTS

On average, what square footage of space is required for your organization's events?

Source: Johnson Consulting

0% 20% 40% 60% 80% 100%

Your organization's smallest event

Your organization's most frequently-
occurring event(s)

Your organization's largest event

Less than 5,000 square feet 5,000 - 9,999 square feet
10,000 - 14,999 square feet 15,000 - 19,999 square feet
20,000 - 24,999 square feet 25,000 square feet or more

• About half of respondents need 10,000 or 

more SF of space for their largest events, 

which currently cannot be accommodated in 

the market 

• In case of most frequently occurring events, 

70% of respondents need 9,999 SF or less, 

and 30% need 10,000 to 19,999 SF of event 

space



42

Community Engagement – State Meetings & Events 
SURVEY RESULTS

Where have your organization's event(s) taken place?

Source: Johnson Consulting

0% 20% 40% 60% 80% 100%

Your organization's smallest event

Your organization's most frequently
occurring event(s)

Your organization's largest event

Exclusively outside of Tuscaloosa Mostly outside of Tuscaloosa Both within and outside of Tuscaloosa

Mostly within Tuscaloosa Exclusively within Tuscaloosa

• This chart highlights the current 

penetration of statewide events, 

with Tuscaloosa currently receiving 

a small share of respondents’ 

largest and most frequently 

occurring events, and a somewhat 

larger share of their smallest events 

• Primary challenges for Tuscaloosa 

in capturing these events include 

facilities that are too small, and lack 

of prime date availability 
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Community Engagement – State Meetings & Events 
SURVEY RESULTS

• Outside of Tuscaloosa, respondents 

most frequently hold events in 

Birmingham, Montgomery, Huntsville, 

and Mobile

Source: Johnson Consulting

When your organization hosts events in Alabama outside of Tuscaloosa, in which market area(s) are these 

events typically held? Select all that apply.

1.1%

2.2%

3.2%

4.3%

4.3%

11.8%

12.9%

15.1%

22.6%

22.6%

0 0.1 0.2 0.3 0.4 0.5

Madison

Decatur

Dothan

Hoover

Auburn

Mobile

Huntsville

Other (please specify)

Birmingham

Montgomery
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Community Engagement – State Meetings & Events 
SURVEY RESULTS

• The top venues used in Alabama: 

• The Renaissance Montgomery (15%)

• Birmingham Convention Center Sheraton 

(10%)

• Bryant Conference Center (9%)

• The positive ranking of the Bryant Conference 

Center indicates that meeting planners are 

interested in Tuscaloosa

• Other venues mentioned: 

• The Grand Hotel (Point Clear)

• The Lodge at Gulf State Park (Gulf Shores) 

• Perdido Beach Resort (Orange Beach)

Source: Johnson Consulting

When your organization hosts events in Alabama, where are these events typically held? Select all that 

apply.

1.2%

1.2%

2.4%

4.9%

4.9%

6.1%

6.1%

7.3%

7.3%

8.5%

9.8%

14.6%

25.6%

0 0.05 0.1 0.15 0.2 0.25 0.3

Daphne Civic Center

Pelham Civic Center

Orange Beach Event Center

Mobile Convention Center

Von Braun Center

The Shoals

RTJ Golf Trail @ Capitol Hill

Birmingham-Jefferson Convention Complex

Hotel at Auburn and Dixon Conference Center

Bryant Conference Center

Birmingham Convention Center Sheraton

Renaissance Montgomery

Other (please specify)
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Community Engagement – State Meetings & Events 
SURVEY RESULTS

Source: Johnson Consulting

What are your current plans for the format of your organization's 2022 annual meeting / 

conference / largest event?

0.0%

3.7%

11.1%

85.2%

0 0.1 0.2 0.3 0.4 0.5 0.6 0.7 0.8 0.9 1

Online/ Virtual

Hybrid

To Be Determined / Unknown

In-Person/ Face-to-Face

Source: Johnson Consulting

When do you think your organization's events will return to "normal" in primarily in-person / face-to-face 

formats?

0.0%

0.0%

3.7%

7.4%

14.8%

74.1%

0 0.1 0.2 0.3 0.4 0.5 0.6 0.7 0.8 0.9 1

My organization's events will be permanently online / virtual

To Be Determined / Unknown

My organization's events will be permanently hybrid in-person
and virtual

2023 or later

2022

My organization's events are already occurring in-person
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Community Engagement – State Meetings & Events 
SURVEY RESULTS

Compared to your organization's in-person events that occurred before the COVID-19 pandemic began, how will 

your organization's post-pandemic, in-person events change, if at all, in terms of the following attributes:

Source: Johnson Consulting

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Amount of space
/ square footage
required for in-…

Number of in-
person

attendees at…

Length of in-
person events

Frequency of in-
person events

Decrease Slight Decrease No Change Slight Increase Increase
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SWOT & Recommendations
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Tuscaloosa Meetings & Events SWOT Analysis

S

O

W

T

Strengths

 Attractive downtown and destination

 Strong hotel supply

 University of Alabama

 Riverfront and Natural Amenities

 Proximity to Birmingham

 Mercedes Benz and manufacturing 

sector

 Collaborative community leadership

 Small but established role in the events 

sector

Weakness

 No commercial air service

 Proximity to Birmingham

 Small meetings and events venues

 Have to use tents for larger events or 

leave or not enter the market

 Limited exposure as a meeting and 

events destination

 Alabama has a smaller association 

market overall

Opportunities

 Increased room night generation

 New events and programming for the 

community

 Riverfront Events District opportunity

 Synergies with other development opportunities

 Anchor tenants

 University of Alabama

 Mercedes Benz

 Increased awareness and appeal of Tuscaloosa

 TTS has strong leadership and staff to help sell the 

destination and facility

 Booking strategy and policy

 Need to protect existing event venues 

 No venue with more than 10,000 SF hall

 Can’t duplicate what is already existing

 Proximity of Birmingham

 Smaller state association market

 Penetrating regional and national events 

that require air service

 Not providing new event facilities for larger, 

growing and new events

Threats
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Preliminary Recommendations – Meetings & Events 

• 20,000 SF multi-purpose hall

• Breakout meeting rooms

• Do NOT include a junior ballroom that would directly compete with Bryant, Embassy Suites, River Market or Capstone

• View this project as an expansion of the above venues to target events they can’t pursue with current size limitations 

while still benefiting from the activity and room nights generated

• Demand targets = Social, Military, Education Religious, Fraternal, Ethnic (SMERFE) focus + rotating state 

associations/conventions + local and regional events

• Should also target entertainment and consumer show events. Can also serve as an anchor for larger festivals and events

• Locate in proximity to largest concentration of high-quality hotel rooms

• Locate in proximity to entertainment and dining options

• Proximity to downtown and UA is a positive



Sports/ Market Analysis
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Local and Regional Sports Market

(In SF)
1-hour drive

4-hour drive

Planned Facility
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Regional Profiles

Hoover Met Complex (Hoover, AL) Birmingham Crossplex (Birmingham, AL)

• 750,000 SF multi-purpose athletic and meeting facility 

• Indoor Track: 6-lane, hydraulic track; 8, 60m lanes for spring/ 

hurdle events

• Olympic swimming pool: 10, 50m lanes

• Indoor court: 9 indoor volleyball courts

• Arena: 20,000 SF floor space 

• Meeting hall: 5,000 SF floor space

• Finley Center: 155,000 SF sports complex and event venue 

(11 basketball courts or 17 volleyball courts) 

• Indoor walking track

• Indoor pickleball courts

• Hoover Met Stadium: 10,800 seats

• Outdoor baseball complex: 5 baseball/ softball fields

• Multi-purpose outdoor fields: 5 full-sized turf fields

• Tennis Complex: 16 outdoor hard courts 
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Sports Market Penetration

Target Primary Market Area Demand: Under 60

Year
Total Potential 

Market

% Participated in 

Sports (ALL; last 

12 months)

% Participated in 

Soccer

% Participated in 

Lacrosse**

% Participated in 

Baseball

% Participated in 

Softball

% Participated in 

Basketball

% Participated in 

Volleyball

Total Market (All 

Sports)

2021 150,444 17.4% 4.6% 0.6% 3.5% 2.4% 3.5% 2.8% 26,192

2026 153,518 17.4% 4.6% 0.6% 3.5% 2.4% 3.5% 2.8% 26,727

Target Primary Market Area Demand: Under 60

Year
Total Potential 

Market

% Participated in 

Sports (ALL; last 

12 months)

% Participated in 

Soccer

% Participated in 

Lacrosse**

% Participated in 

Baseball

% Participated in 

Softball

% Participated in 

Basketball

% Participated in 

Volleyball

Total Market (All 

Sports)

2021 472,967 16.8% 3.9% 0.6% 3.5% 2.5% 3.5% 2.8% 79,411

2026 472,419 16.8% 3.9% 0.6% 3.5% 2.5% 3.5% 2.8% 79,319

Target Primary Market Area Demand: Under 60

Year
Total Potential 

Market

% Participated in 

Sports (ALL; last 

12 months)

% Participated in 

Soccer

% Participated in 

Lacrosse**

% Participated in 

Baseball

% Participated in 

Softball

% Participated in 

Basketball

% Participated in 

Volleyball

Total Market (All 

Sports)

2021 13,176,931 17.1% 4.0% 0.6% 3.6% 2.4% 3.6% 2.9% 2,253,255

2026 13,384,601 17.1% 4.0% 0.6% 3.6% 2.4% 3.6% 2.9% 2,288,767

**National participation in indicated sport from SFIA's 2021 Team Sports Report, since regional numbers were not available for each market.

Source: Esri BAO, SFIA, Johnson Consulting

Target Market Demand - Sports
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Sports Market Penetration, Cont.

Target Primary Market Area Demand: Under 60

Year Total Market
Total NET 

Population

Estimated 

Market 

Penetration

Total Penetration

2021 26,192 26,192 30% 7,858

2026 26,727 26,727 30% 8,018

Target Primary Market Area Demand: Under 60

Year Total Market
Total NET 

Population

Estimated 

Market 

Penetration

Total Penetration

2021 79,411 53,219 15% 7,983

2026 79,319 52,592 15% 7,889

Target Primary Market Area Demand: Under 60

Year Total Market
Total NET 

Population

Estimated 

Market 

Penetration

Total Penetration

2021 2,253,255 2,173,844 7.0% 152,169

2026 2,288,767 2,209,448 7.0% 154,661

168,010

170,568

Source: Esri BAO, SFIA, Johnson Consulting

Total Penetration (2026 NET)

Total Penetration (2021 NET)

Final Demand Analysis - Sports
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Sports/ Industry Trends
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Industry Trends
Sports Industry Facility Trends

Throughout the past decade, youth sports facilities aimed at generating tourism through large multi-day tournaments have become increasingly common, as their magnitude is 

often able to draw demand from surrounding states, and sometimes the entire country. While generating sports tourism demand relies on several factors, the generally 

accepted standard for a facility to qualify as a sports tourism facility for each surface type are as follows:

• Baseball/Softball Facility: 10 or more surfaces

• Basketball/Volleyball Facility: 6 or more surfaces 

• Soccer/Multipurpose Facility: 10 or more surfaces

As mentioned, the number of surfaces is not necessarily the only determining factor for whether a facility will generate sports tourism. Other factors that influence the success 

of sports tourism facilities include:

• Strategic location: Facilities that have major metropolitan areas within close proximities (~4-hour drive time) are accessible to larger amounts of people, and thus have more 

opportunities to host larger events, and can rely on steady local and regional events to provide consist demand and out of town visitors. 

• Proximity to other competitive sports tourism facilities: While a sports tourism facility with an ideal strategic location near a major US city may initially seem like an ideal 

development, it is possible that similar facilities have already been developed nearby and would represent significant competition for a new facility.

• Quality: The quality of the surfaces is often a major selling point for the most prominent sports tourism facilities in the country. Significant investment in the development and 

upkeep of top-quality surfaces and buildings, as well as other features such as lighting, parking, and management are essential for acquiring major events that bring in 

visitors from farther destinations.

• Partnerships and sponsorships: Gaining recognition through an affiliation with a well-known sports team (ex. NBA, NFL, or MLB team) or prominent athletic/sports-based 

company (ex. Nike, Under Armour, Gatorade) can help propel a facility to national recognition, depending on the prominence of the sponsor/partner.



Facility Development 
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65

'Mega' Sports Complexes: 2009-2019

Outdoor Multipurpose Baseball and Softball Indoor Multipurpose

Qualifying Program:

Outdoor Multipurpose - 20+ Fields
Baseball & Softball - 12+ Diamonds
Indoor Multipurpose - 8+ Courts

57
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Type of Sports Complex Number of Surfaces

Outdoor Multipurpose

Baseball & Softball

Indoor Multipurpose

58

**Qualifying Program: 

• Outdoor Multipurpose – 20+ Fields

• Baseball & Softball – 12+ Diamonds

• Indoor Multipurpose – 8+ Courts 



Type of Sports Complex Number of Surfaces

Outdoor Multipurpose

Baseball & Softball

Indoor Multipurpose

Timeline

2000 → 2005 → 2010 → 2015 → Today
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**Qualifying Program: 

• Outdoor Multipurpose – 20+ Fields

• Baseball & Softball – 12+ Diamonds

• Indoor Multipurpose – 8+ Courts 
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Industry Trends
Sports Industry Participation Trends
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Sports Participation Trends by Sport: Traditional Outdoor

Sources: SFIA 2020, Johnson Consulting

Baseball Total Participation (2014-2019)
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Softball (Fast-Pitch) Total Participation (2014-2019)

12.6 12.6
11.9

12.0
11.4

11.9

0

2

4

6

8

10

12

14

2014 2015 2016 2017 2018 2019

P
a
rt

ic
ip

a
n
ts

 (
M

ill
io

n
s
)

Casual Core

Sources: SFIA 2020, Johnson Consulting

Soccer (Outdoor) Total Participation (2014-2019)
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Football (Tackle) Total Participation (2014-2019)
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Sports Participation Trends by Sport: Indoor

Sources: SFIA 2020, Johnson Consulting 

Basketball Total Participation (2014-2019)

23.0 23.4

22.4

23.4
24.2 24.9

0

5

10

15

20

25

2014 2015 2016 2017 2018 2019

P
a
rt

ic
ip

a
n
ts

 (
M

ill
io

n
s
)

Casual Core
Sources: SFIA 2020, Johnson Consulting

Volleyball Total Participation (2014-2019)
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Cheerleading Total Participation (2014-2019)
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Gymnastics Total Participation (2014-2019)
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SWOT & Recommendations
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Tuscaloosa Sports SWOT Analysis

S

O

W

T

Strengths

 Strong and affordable hotel supply

 University of Alabama and existing 

sports “niche”

 Proximity to Birmingham

 Collaborative community leadership

 Strong baseball & Softball exposure

 Size, breath and location of Sokol park

Weakness

 No commercial air service

 Proximity to Birmingham

 Sports facilities are all spread out

 No tournament quality complex today

 Later entrance, many surrounding 

regions have established venues

 No large scale (80,000 SF) indoor venue 

available

Opportunities

 Increased room night generation

 Diversify the tourism demand base with the ability 

to host large scale sports tournaments

 Leverage University of Alabama for appeal and 

identify in the sports world

 Leverage existing asset such Sokol with a 

dedicated Master plan for future improvements 

and development of that park.

 Serve as catalyst for additional family 

entertainment options

 TTS has strong leadership and staff to help sell the 

destination and facility

 Larger regional tournament quality venues 

continue to grow their market share.

 Seasonality of the market.  UA game 

weekend absorb room nights availability 

 Proximity of Birmingham

 Limited existing family entertainment 

options

 Additional sports facility development 

nearby

 Cost of development and return on 

investment

Threats
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Preliminary Recommendations – Sports

• Based on market research, there appears to be significant regional competition for large multipurpose indoor sports 

facility (Birmingham, Hoover)

• New indoor in Hoover – Finley Center (150,000 SF, less than an hour from Tuscaloosa)

• The current recommendation of 20,000 SF is not conductive for large basketball/ volleyball events.  The size 

constraints would limit the number of actual courts, thus impact breadth and scale

• Consider cheerleading, dance, gymnastics and wrestling as part of the recommended 20,000 SF hall. Pickleball may 

be another consideration but again would be limited by the size and space

• Leverage existing assets and consider the development of a strategic master plan for Sokol Park, Bowers, and Phelps 

Center



NEXT STEPS

Demand Projections

Recommended Size/Program

Site Analysis

Capital Construction Analysis

Financial & Operating Analysis
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