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OFFICIAL MINUTES OF THE OXFORD MAYOR AND COUNCIL MEETING
WORK SESSION
MONDAY, May 20, 2019 - 6:00 PM
CITY HALL

MEMBERS PRESENT: Mayor Jerry D. Roseberry; Councilmembers: Jim Windham, Jeff Wearing, Sarah Davis
George Holt, David Eady, and Mike Ready.

OTHERS PRESENT: Matt Pepper, City Manager; Dave Harvey, Police Chief; Kevin Potter, New Police Officer;
Connie Middlebrooks, City Clerk; Jody Reid, Utility Superintendent; Hoyt Oliver, Art and Laurie Vinson, Cheryl
Ready, Dave Huber, Laura and Evelyn McCanless, Robert Foxworth, Chairman Friends of Covington Fireworks,
inc,

Annual Budget Public Hearing

The Public Hearing was Called to order by Mayor Jerry D. Roseberry.

This Public Hearing was scheduled to allow Mayor and City Council to receive both written and oral comments
from citizens about the FY2020 Annual Operating and Capital Budgets. No citizen concerns or comments were
presented. The Council is scheduled to adopt the budget at it’s Regular Session Meeting on June 3, 2019 at 7:00
p.m.

Public Hearing adjourned at 6:02 p.m.

The meeting was called to order by Mayor Jerry D. Roseberry.

Agenda {Attachment A)

1. Mayor's Announcements
Chief Dave Harvey Introduced to Council the City’s newly hired officer Kevin Potter. Officer Potter brings to the

city over twenty years of law enforcement experience. Mayor Roseberry informed Council that for the month of
April the police department responded to 100 calls, issued 48 citations, 74 warnings, and made 8 arrest. The
Mayor reminded Council of the upcoming retirement of Jim Dove and Mott Beck and requested anyone who
wishes to contribute to the scrapbook please turn those submissions in to Matt in the coming weeks. Mayor
Roseberry introduced to Council Mr. Robert Foxworth Chairman of Friends of Covington Fireworks, Inc. Mr.
Foxworth was in attendance to address Mayor and Council regarding the opportunity for the City to financially
contribute to the annual July 4™ firework celebration hosted by the City of Covington.
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2. Tourism Product Development Report

Matt informed Council of Newton County’s inquiry into the city’s interest in participating in the creation of a
Tourism Product Development Report. The report would offer recommendations on how the city could utilize
their existing resources as tools to develop their tourism. It was the consensus of Council to proceed with the
report. (Attachment B)

3. 6153 Emory Street Welcome Sign Project Draft Plan

Ms. Cheryl Ready updated Council on the progress of the Welcome Sign Project. She presented a drawing of the
proposed sign and a drawing of proposed landscape which will consist of native trees and shrubbery.
Councilmember Holt expressed his concern the sign is similar to the college signage and it should be more
reminiscent of Oxford. Councilmember Eady questioned how the city would absorb the cost of the design and
fandscaping. Councilmember Windham suggested that the city not skimp on this project considering this to be
the gateway to the city. {Attachment C})

4. City Pollinator Garden

Councilmember Windham informed the Council that the best location for the initial pollinator garden is George
Street Park. He requested additional funds be considered in the budget to cover the cost to complete a pathway
and plantings. Mayor Roseberry suggested there may be areas in the new city park for additional gardens once
the park is complete.

5. City Park Name

Councilmember Holt recommended Council to consider the suggested name of Oxford City Park. It was the
consensus of Council to support the suggestion.

6. Operating Budget and Capital Budget for FY2020

Councilmember Ready informed Council of changes that had been made to specific line items per the suggestion
of the operating budget committee. Those suggestions consisted of the following recommendations: the city
maintain the same current millage rate of 6.62 mills; General Building Permits have a budget of $15,000 to cover
projects initiated by the college; Telephone System Upgrades line item increase to $8,200 to include two new
phones for maintenance facility; additional $200 to Telephone — Postage for monitoring cost for new park
surveillance; decrease to Computer Upgrades to $10,500; increase to E-911 Center to reflect increase in call
volume; increase in Supplies and Material to $20,000 to cover toiletries and supplies for new park; addition of
line item to cover utilities associated with new park; additional line item for $2,200 for security system install at
hew park; decrease in City Park and Trail Maintenance to $35,000; additional $5,000 for city pollinator gardens;
increase to Depreciation to $215,520 to include city’s new sewer line on Emory Street; and finally the addition of
new line item for $8,500 for security system upgrade for Maintenance Facility. Councilmember Windham
suggested that the recommendations to the budget take into consideration a higher skill level when compiling
the job description for the potential groundskeeper position. (Attachment D)

7. Service Delivery Strategy Update

Mayor Roseberry updated Council on the Service Delivery Strategy negotiations between Newton County and
the five Municipalities. The deadline for the parties to reach an agreement is June 30, 2019 in order to remain
eligible for grants and other programs administered by the Department of Community Affairs.

8. July 4" Parade Route and Grand Marshal

City Clerk Connie Middlebrooks requested that Council approve the route which would have the parade ending
on West Clark Street as it did the year prior. This request takes into consideration that of portions of Wesley
Street and Pierce Street will be closed for the Oxford College Pierce Street Improvements Project. Connie also
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suggested that Council nominate a Grand Marshal for the Parade and advised Council that the suggestion of Mr.
Anderson Wright or Former City Clerk Lauran Willis be considered. The consensus of Council was to nominate
Mr. Anderson Wright as a recognition for his contributions to the city. This matter will be placed on the June 3™
Regular Session agenda for an official vote.

Woaork Session Adjourned at 6:50 pm.
CALLED MEETING CALLED TO ORDER 6:55 PM.

Executive Session 6:55 p.m.

Motion to go to Executive Session - Ready — Second — Wearing, Approved 7-0

Council discussed matters regarding personnel.

Motion to adjourn Executive Session — Holt — Second — Davis, Approved 7-0

Executive Session Adjourned 7:23 p.m.

Returned to Called Meeting

Motion was made to approve salary increase to $50,000 for Police Chief Dave Harvey and to create the
position of Assistant Public Works Supervisor to be filled by Scottie Croy with a salary increase to $42,016.57
Motion — Ready — Second — Holt, Approved 7-0

Motion to Adjourn Called Meeting — Ready — Second — Wearing, Approved 7-0

Adjourned: 7:33 p.m,

Respf‘ctfully Submitted,

(' Ornes pwdelidrvots

Connie D. Middlebrocks
City Clerk
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ATTACHMENT A

OXFORD MAYOR AND COUNCIL
WORK SESSION
MONDAY, MAY 20, 2019 — 6:00 P.M.
CITY HALL
AGENDA

ANNUAL BUDGET PUBLIC HEARING - 6:00 PM

*We will have the public hearing on the proposed operating budget and capital budget for
FY2020 (July 1, 2019 — June 30, 2020). We have attached & copy of the public hearing
notice.

1. Mayor’s Announcements

2. * Tourism Product Development Report — Newton County has approached the cities to
inquire about their interest in participating in the creation of a Tourism Product
Development Report for the county. The report offers recommendations on how a city or
county may utilize their existing resources as tools to develop their tourism. It is completed
with help from the Georgia Department of Economic Developmient. In 2016, the City of
Porterdale completed a report for the city. We have attached a copy of Porterdale’s report.

3. * 6153 Emory Street Welcome Sign Project Draft Plan — Council will review the Trees,
Parks and Recreation Board’s draft pian for the welcome sign and landscape for the city-
owned lot located at 6153 Emory Street. We have attached 2 copy of the plan.

4. City Pollinator Garden — Councilmember Windham requested that Council discuss
planting pollinator gardens in sections of the city’s right-of-way.

5. City Park Name — Council will discuss the name of the new city park.

6. * Operating Budget and Capital Budget for FY2020 — We have attached the Budget
Calendar, the Operating Budget, the Capital Budget, and the Budget Resolution. These will
be on the agenda for adoption at the June 3™ meeting.

7. Service Delivery Strategy Update — Mayor Roseberry will update the Council on the
recent negotiations with Newton County regarding Service Delivery Strategy.

8. July 4" Parade Route and Grand Marshal — We need to confirm the Parade Route. We
need to nominate a Grand Marshal at the June 3™ meeting,

*Attachments

**The Mayor and Council will hold a Special Called Meeting (Executive Session) on May 20,
2019 following the Work Session at City Hall to discuss personnel matters,**






m ATTACHMENT B
Gaither’s at Myrtle Creek Farm

o 270 Davis Ford Road
i " Covington, Georgia 30014

Newton/Covington Chamber of Commerce
Ralph Staffins, President

2101 Clark Street

Covington, Georgia 30014

Dear Mr, Staffins,

The committee members of Gaither's at Myrtle Creek Farm had a meeting with our representative from the
Georgia Department of Economic Development. At that time, this was Rebekah Snyder. We were asking for
direction to implement a tourism development plan for Gaither. Rebekah instructed us to have Chairman
Marcello Banes send a letter to DCA requesting a Tourism Product Development Resource Team (TPD) come
to Newton County. The TPD team would spend one (1) to three (3) days with us to help with a short and long-
range plan. The only expenses involved would be accommodations and meals.

Recently | spoke to Tracle Sancheg, the representative with DCA, regarding this. Newton County will be fourth
in line for TPD visits in 2020. Ms. Sanchez also asked that | contact other municipalities to see if anyone else
had a need. She requested that we plan a visit to include everyone who is interested. This is to eliminate

muitiple visits to the same county.

| read a few highlights from visits with our counties/cities. One example from the TDP report from Perry is a
new wayfinding initiative and city app that links visitors from places in the county to downtown. Another
example is to bundle products together highlighting different areas in the county while bringing them to and
from downtown areas for weekend getaways.

Please share this with your contacts. Newton County, OneNewton, has so much to offer. Each city in itself has
great assets. Working together to promote our products and including each other will be beneficial to

everyone.

If anyone is interested in hosting and participating with a Tourism Product Development Resource Team let
me know. | will be glad to forward the information that | have from DCA along with contacts. Newton County
will be participating with Gaither, Factory Shoals, Lake Varner, and Brick Store. | have attached a file that you
will need to complete that will give DCA information pertaining to your needs.

Sincerely,

Lisa Colner

attachments

Lconner@co.newton.ga.us 678-625-1372 1124 Clark Street, Covington, GA 30014

ax
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On My Mind
Georgia Department of Economic Development
Tourisim Product Development EVALUATION

Community Name: Click or tap here to enter text.

Community overview
Georgia Tourism Reglon: Choose an item.

Describe your main motivation for requesting a tourism produce development resource team:
Click or tap here to enter text.

List the members {Name, Organization) Involved in requesting this tourism product development
resource team that are prepared to be active partners in implementing the development plan:
Click or tap here to enter text.

General overview of community history (include all areas of history within community including
African American, Native American, Civil Rights, etc.):
Click here to enter text.

List any notable residents or local legends (Arts, music, sports, politics, characters): Click here to enter
text.

List all brochures, driving tours, mobile apps and other media that your community currently offers to
visitors: Click here to enter text.

List all regional cooperative marketing Initiatives or tourism trails that your community Is currently
involved In: Click here to enter text,

Does your community currently partner with neighboring citles or counties on any community or
tourism development or marketing inltiatives? Click here to enter text.

Community data

County: Click here to enter text. | County Seat: Click here to enter text. | County in Sq. Miles: Click here
to enter text. | County Population: Click here to enter text. | City Population: Click herc to enter text.
Incorporated Cities: Click here to enter text. | Unincorporated communities: Click here to enter text.
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Racial demographics Geography ::.I;.isns
B White £ Mountains
H Hispanic or Latino B Valleys

- Black or African
American

Native American or

American Indian

1 Asian/Pacific Islander

i Other

F o

M Rivers

i1 Lakes

I Swamp
inter-coastal
waterways
# Beaches

3 Sea

Y
o 4

What government or private organizations receive the funds from hotel/motel tax {(HMT)?

Click here to enter text,

Amount of HMT/other funds allocated for tourism development marketing in recent budget year:

Click here to enter text.

Median Income: Click here to enter text. | Sales Tax Rate: Click here to enter text. | HMT Rate: Click

here to enter text.

List all hotels, motels, lodges, rental properties, RV parks and campgrounds that currently

DO collect hotel/motel tax within your jurisdiction Click here to enter text.
DO NOT collect hotel/mote! tax within your jurisdiction Click here to enter text.

5 largest employers

B Waimart

N Carpet Co

i Food distributor
B Auto maker

= University

4T

Colleges and Schools

¥

B Technical Schoal

M Academy of xix

M University of GA

B Regional Community
Il Academy of 1o

Are you are certified local government with a local historic preservation ordinance/commission in

place? Click here te enter text,

Do you have National Historlc Register Districts? If so, list. Click here to enter text.

List any state or federally managed lands/parks/sites within your community: Click here to enter text,
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Agencies/Zones present

-~

N CID
T TAD
'II OPPORTUNITY ZONE

@‘ ’ ' ENTERPRISE ZONE

With which regional commission does your
community contract? Click here to enter text.

Enter the last year that your community’s
coinprehensive plan was updated, followed by
the next projected update? Click here to enter
text.

List any community development plans that have
been created by public or private partnerships

within the past 5 years (Strategic, business recruitment, downtown development, gateway

improvement, etc.) Click here to enter text.

Tourism Inventory

Check if you HAVE NOW or PLAN CAPACITY for these tourism products. Enter name of inventory item.

o)

Agritourism

CJFarm Tours: Click here to enter text.
JYou-Pick Farms; Click here to enter text.
COWedding Venues: Click here to enter text.
CIFarm Stays: Click here to enter text.
OLocal Products {Honey, jams, cheeses,
soaps): Click here to enter text.

OFruit Orchards: Click here to enter fext.
OIFarmers Markets: Click here to enter te:t.
CdRanches: Click here o enter text.
ElPetting Zoos: Click here to enter text.
CISeasonal {Corn Mazes/Pumpkin Patches/
Christmas Tree Farms): Click here to enter
text.

O0ther: Click here to entar text,

Arts

OTheatre: Click here to enter text.
CIMuseums: Click here to enter text.
CPubiic Art: Click here to enter text.
EMurals: Click here to enter text.
COMusic: Click here to enter text,
OLlocal artisans and studios (pottery,
painting, sculpture, carving, fine crafts,
quilters, etc.) : Click here to enter text.
{Jother: Click here to enter text.

Culinary

[CIDestination restaurant: Click here to enter
text.

OWinery: Click here to enter text.
CIBrewery: Click here to enter text.
ODistillery: Click here to enter text.
COGrowler Store: Click her= to enter text.
Olocal food tours: Click here to enter text,
COther: Click here to enter text,

Downtown

CIHistoric downtown (50 years or older) :
Click here to enter text.

CIMix of tourist-related retall restaurants/
lodging/services: Click here to enter text.
[JOutdoor dining: Click here to enter text.
[OGreen space: Click here to enter text.
ClWayfinding signage: Click here to enter text.
COOther: Click here to enter taxt.

Film Based Tourism

OFilm Locatlons: Ciick here to enter taxt.
OFilm Tours: Click here to enter text.

LJFilm Based Businesses or Attractions : Click
here to enter text.

Festivals & Events

OSsignature Events: Click here to enter text.
CJother: Click here to enter text.
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Heritage/Historic Preservation

[CINational Historic Register Sites, Places or
Districts: Click here to enier text,

Opriving and Walking Tours: Click here to
enter text.

Olocal Historic Districts: Click here to enter
text.

[JHistoric Cemeteries with interpretation,
brochures or tours: Click here to enter text.
[OHistorical Markers: Click here to enter text.
[JHouse Museums: Click here to enter text.
[Historically Significant Structures{Depots,
mills, covered bridges} : Click here to enter
text.

CJAfrican American : Clicl; here 1o enter text,
[Civil Rights: Click here to enter text.
[CINative American: Click hare to enter text.
Omilitary/Civil War History: Click here to
enter text.

[THistoric Gardens and Landscapes: Click here
to enter text.

[CTHistoric Churches: Click here to enter text.
f10ther: Click here to enter text.

Lodging

CMajor chain hotel: Click here 1o enter text.
Cllocally-owned motel: Click here to enter
text.

OOMotel/Motorcourt: Click here to enter text.
[JBoutique Hotel: Click here to enter taxt.
[O8ed and Breakfast: Click here io enter text,
CJLodge: Click here to enter text.

{Jcamping Slte/Campground: Click here to
enter text,

RV Parks: Click here to enter text.

[JYurts: Click here to enter text.
COFarmstays: Click here to enter text.

CJAir B&B: Click here to enter text.

[Oother: Click here to enter text,

Nature/Adventure/Recreation
DOcycling

[JRoad cycling: Click here ta enter text.
OMountaln biking: Click here to enter text.
OZip Lining: Click here to enter text.

On My Mind

[Trails — Hiking/Walking: Click here to enter
text.

COHorseback riding: Click here {o enter text.
[OState Parks: Cliclk here to enter text.
CCanoa/Kayaking: Click here to enter text.
OATVs: Click here to enter text.

CWater sports: Click here io enter text.
[CBird watching: Click here to enter text.
[JStar gazing: Click here to enter text.
OHunting: Click here to enter text.
[JFishing: Ciick here to enter text.

[OSkeet shooting: Click here to enter text,
[JOther: Ciick here to enter text.

Specialty Areas

COHaunted tours, bulldings or sites {with
interpretation or tours): Click here to enter
text.

[CJRegional Tourism Trails: Click here to enter
text.

CReligious Destinations: Click here to enter
text.

[J4-H Camps/Children Camps: Click here to
enter text.

[OOther: Click hera to enter text,

Sports

OProfessional/Minor League Teams: Click
here to enter text.

CUniversity Sports: Click here to enter text.
[CISports Venues (that draws teams from 50+
miles) : Click here to enter text.

[O0ther: Click hera to entar text.
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Tourism Impact

Is your community an active member of your Regional Tourism Assoclation (RTA)? (If yes, list
involvement} Click here to enter text.

Does the community currently have a tourism development plan (individual or a portion of another
plan)?if so, please attach to evaluation. Click here to enter tesxt.

Please list and describe the community’s current tourism marketing initiatives {and provide examples
attached If possible): Click here to enter text.

Does your community currently track tourism visitation or economic impact? If so, please describe:
Click here to enter text,

What is the number one reason that visitors currently come to your community? Click here to enter
text,

If a visitor stops a random citizen within your community and asks “what’s there to do in this
community?”, what is the average answer among the current community? Ciicl: here to enter text.

Team Coordinator

Each participant community is required to have a Community TPD Resource Team Coordinator to pian
and manage the resource team visit, follow-up research, return presentation, and initial implementation
of a community tourism development plan. This coordinator can be a local government employee,
leader of a community development organization, or a volunteer leader of the tourism initlative.

Resource Team CoordInator: Click here to enter
text.

Organization: Click here to enter text.

Title: Click here to enter text.

Phohe Number: Click here {o enter text.

Email: Click here to enter text.

Address: Click here to enter text.

Community Evaluation by: Click here to enter
text.

Organization: Click here to enter text.

Title: Click hare to enter text.

Phone Number: Click here to enter text,
Email: Click here to enter text.

Address: Click here to enter text.

I affirm that the information provided is accurate to the best of my knowledge and that my community
fully supports hosting a tourism resource team to advance the tourism economy through both public and
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On My Mind
private investment. | have worked with my Tourism Project Manager on this evaluation and will invoive
them on the planning team.
E-Signature: Click here to enter text.
Date: Click here to enter text.

End of form.
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City of Porterdale
Tourism Product Development Report
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Resource Team Overview A‘
Georgia®

On My Mind

Evaluation Date: March 2016
Report Date: June 2016

The Office of Product Development assists counties, cities and individual tourism partners in giving new life to existing
resources and in fostering new tourism products within communities. Communities receive technical assistance and
financial resources in hopes of creating new opportunities/markets for Georgia tourism products through strategic
partnerships, packaging and marketing.

In October 2009, the Tourism Product Development Office created a new initiative to focus technical assistance in the form
of a reconnaissance and strategy visit to a local community interested in developing its tourism potential. The Tourism
Product Development (TPD) Resource Team works to evaluate a community's past, present and potential for tourism
growth and development in the future through innovative, unique local experiences. Selected participants host a team of
experts in tourism and community development for an in-depth analysis of the community resulting in a full report of
recommendations for existing product enhancements and ideas for future product development.

The TPD Resource Team program has resulted in millions of dollars of tourism development throughout Georgia.
Completed projects recommended through the program have ranged from small business ideas to large infrastructure
development.

Support from the TPD Team does not end with the community presentation of recommendations. The team will continue to
work with your community on product development projects and your Regional Tourism Project Manager will remain on the
ground with you as a guide through the tourism development process.
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Tourism Product Development Overview
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Which comes first: the place, the visitor or the experience?

In a marketing textbook you would start with the market you want to attract; then develop product and
experiences and create the most effective communications to reach your target market. In reality, destinations
already have product, experiences and existing visitors.

Tourism product development is a complex intertwined process that involves research, information, planning,
training and implementation, bringing all of these together. The planning and organizing of tourism products
involves:

Knowing what you have as a starting point and being able to identify what may be missing;

Securing community understanding and engagement to be inclusive in planning and impact;

Learning about tourist/visitor interests, behavior and needs to better serve and inform;

Developing a comprehensive approach to planning, developing, training and stewardship

to guiding development and maintenance;

Collaborating across multiple sites and communities for larger impact to build destination and to conduct joint
marketing;

Identifying what success will look like and developing methods and measures to assess your success and
continually improve visitors’ tourism experience.

ook ON -~

™~

Products in tourism are the places and experiences that you identify, create, and market to visitors.
Accompanying services and support systems are another element critical to implementing your vision
and planning for attracting visitors. This includes product development, marketing, becoming a
hospitable and welcoming community, and developing and sustaining the resources and capacities
needed to keep your efforts going and successful.

Adapted from Michigan State University Museum’s Product Development Guide
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Tourism Product Development: Types of Products

On My Mind

To understand the product options, it is worthwhile to consider the nature
of tourism attractions and products. Attractions can take many forms.
They can be a single product such as Disheyland or a series of products
loosely “tied” together. For example, new trails, opening across your
region, are great examples of products coming together to attract
visitors. Attractions can be commercial or cultural or natural (or all three).
They can be “hard”, such as historic sites — or “soft”, such as listening to
a particular type of music or learning an almost forgotten craft. They can
be deliberate —such as a purpose built monument—or incidental-the
architecture of your downtown that brings back memories of a simpler
time - or is built from area field stones -- and is still functional; these
reflect the uniqueness of your area.

Not all attractions are created equal. Attractions have different amounts
of “pull.” Some will attract people from across the state; others will attract
people from across the world. And not every attraction has universal
appeal. Knowing about and understanding who is attracted and why they
are important will drive your marketing efforts. Your attraction may have
special appeal to a certain audience that will travel across the world to
see it and general appeal to everyday folks who may include it in their
Sunday drive. As tourism planners, understanding the appeal or “pull” of
any attraction will be extremely useful in developing marketing.

Adapted from Michigan State University Museum’s
Product Development Guide
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Current State of Tourism in Newton County
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10 Year Trend — Tourism in Newton County

Georgia®
2004 o
550.2 million Iin direct tourism
expenditures
(inflation adjusted- $63.66 million)
790 jobs

$7119.67 million in direct tourism
expenditures

1,088 jobs

Numbers represent calendar years 2004 - 2014
Source: U.S. Travel Association: 2014 Travel Economic Impact on Georgia State, Counties and Regions;
Travel Industry Association of America Economic Impact of Travel on Georgia 2004 Profile
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Historic Preservation

Why is historic preservation important to
tourism?

Heritage tourism helps make historic preservation economically
viable by using historic structures and landscapes to attract and
serve travelers. Heritage tourism can be an attractive economic
revitalization strategy, especially as studies have consistently shown
that heritage travelers stay longer and spend more money than other
kinds of travelers. As an added bonus, a good heritage tourism
program improves the quality of life for residents as well as serving
visitors.

By promoting a healthy environment of historic preservation in your
community, historic properties can find new life in this millennium that
allows visitors to continue to connect with their significant past.
Historic downtown buildings can become unique lodging for visitors,
old farm buildings transformed into boutique art shops, and former
cotton warehouses into breweries or meeting space.

By saving a historic structure and creating a new use for it, local
communities benefit by reviving a dead structure on their tax rolls and
spurring new development in blighted areas. Many state and federal
programs aiso exist to make projects in historically significant
structures more feasible and financially beneficial to investors.

A

Georgia®
On My Mind

e : el |

Historic Photo of Downtown Rome, Ga

Historic building in Downtown mos.m. Ga
readapted as a hotel
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Certified Local Government Program Aq

Georgia®
On My Mind

Historic Preservation Commissions

Certified Local Government Program

Any city, town, or county that has enacted a historic preservation :
ordinance, enforces that ordinance through a local preservation Al

commission, and has met requirements outlined in the procedures
for Georgia's Certified Local Government Program is eligible to
become a CLG.

Eenefits

Eligibility for federal Historic Preservation Fund grants

Opportunity to review local nominations for the National
Register of Historic Places prior to consideration by the
Georgia National Register Review Board

Opportunities for technical assistance including training and
education opportunities

Improved communication and coordination among local, state,
and federal preservation activities

Eligible for HPC Members and Staff to apply for training
scholarship funds

Receive direct response from Certified Local Government
Program Coordinator for local preservation planning needs

[t takes energy to construct a new building.
[t saves energy Lo preserve an old one.
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Heritage Tourism: Mill Village Walking Tour

Mill Village Walking Tour:

Porterdale holds a plethora of rich history from the large mills
that still stand in the community to each historic mill home that
housed the individuals who built the community.

Work with local community historians to collect stories of the
community. Collect everything from the history of the first
residents to the funny antidotes of former and current
residents. Stories are key to the tour experience.

Develop a self-guided walking tour brochure that covers the
highlights history. Include history from downtown to the depths
of the residential district — make sure to tailor the stories to
themes that visitors would be interested in and cover all areas
of the cities history.

Make the tour interactive to engage visitors. An architectural
scavenger hunt is one way to do that. Provide an incentive for
finding all the elements.

Examples of Strong Community Walking Tours:

= Rome: Between the Rivers District Walking Tour
http://www.exploregeorgia.org/listing/460-between-the-
rivers-historic-district

» Downtown LaGrange Walking Tour

http://www.exploregeorgia.org/listing/1481-downtown-
lagrange-walking-tour

Downtown Vertura

e ~J
Historic W
Walking| zm)w:. J.E“rulﬂﬂ

@

Georgia®
On My Mind
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Downtown Development A‘

Georgila®
On My Mind

Why is downtown development important to tourism?

The heart and soul of every community is its downtown. The health of a community can instantly be portrayed by the
vitality of its downtown. The number one activity of visitors throughout the world is shopping, dining and entertainment
in a pedestrian friendly setting. It's typically not the reason we go to a destination, but it is the top diversionary activity
of visitors once they're there.

Secondary activities are where 80% of all visitor spending takes place. It's ok to be a “diversionary” activity. When
we're out fishing or hiking or biking, we are not spending money. When we are competing in a sports game, we are not
spending money. But when we're done, guess what? We're off looking for the nearest watering hole, great shops,
restaurants, and entertainment. Why did Disney build Downtown Disney outside of Disney World? To capture that
other 80% of visitor spending. Smart move.

Curb appeal can account for 70% of visitor sales at restaurants, golf courses, wineries, retail shops, and lodging
facilities. Many merchants have no idea how to pull customers in the door by presenting a beautiful, welcoming entry
with planters, benches, attractive signage and window displays.

If local residents do not hang out in your downtown, neither will visitors. Visitors are not looking for “best kept secrets”
or “solitude” when downtown. They are looking for places where other people go. They want to be in a lively, thriving
environment. If downtown has the activities and attractions to draw residents, visitors will want to go there too. The
number one reason people travel is to visit friends and relatives. When they visit you, where do you take them? That's
what | thought.

Adapted from Roger Brooks Intemnational Consulting
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Downtown Development

Encourage downtown businesses to have there own unique look.
Having each facade look a little different by changing the color for
each business as well as adding more whimsical signage would draw
the visitor into the businesses along main street.

@

Georgia®
©n My Mind
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Lodging

Bed and Breakfast / Boutique Hotel

Bed and Breakfast

With the lack of lodging currently available, a bed and
breakfast is a flexible option for a variety of travelers across
different markets and generations. With several historic
properties available for purchase in the city, a historic home
can create a unique experience enough of itself.

Boutique Hotel

The Old Mill Hotel in the middle of the village or several
historic buildings in downtown are prime for boutique lodging
and feasible for meeting the immediate market needs of mid-
level hotel rooms in the community.

Examples:

* Merry Acres Inn, Albany
http://merryacres.com/

* Plains Inn, Plains
http://Mww.plainsinn.net/
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Resources A‘
Georgia®

On My Mind

Georgia Hotel Lodging Association

GHLA is the state's non-partisan trade association
representing the lodging industry. Originally founded in the
1907, its mission is to promote, protect and educate the
lodging industry around the state and to ensure positive
business growth for its members. The Georgia Hotel &
Lodging Association is the voice of the lodging industry in
Georgia. GHLA is the official state affiliate of the American
Hotel & Lodging Association. Its membership includes the
Atlanta Hotel Council, Buckhead Hotel Council, Perimeter
Hotel Council, among others.

Hotel & Lodging Association

A
American
- Hotel & Lodging

Association

GHLA Member Benefits Include:
Government & Legislative Representation
Training & Education Resources
Communication on the Latest Industry Trends
Newsletter and Bulletins

Partner Discount Programs

Membership Meetings & Annual Convention
National Affiliation with AHLA

hitp://www.ghla.net/




WSNO] ' SHY




a

Why are the arts important to tourism? A.

Georgia®
On My Mind

Why are the arts important to tourism? AVERAGE PER PERSON AUDIENCE EXPENDITURES: $24.60
» Art can be a problem solver
» Art can bring people in a community unwﬂ.:wmw MM_.PWM o

together $2.31 $2.74
« Art attracts cultural heritage tourists, who eeEssoRi A ! GIFT/SOUVENIRS

spend more money on average than other - »” \

tourists $3.51 ‘ "
« Art can help interpret local stories and OVERNIGHT

history through painting, murals, theatre, LODGING

music, storytelling, etc.
» Art can help brand your town with a look, a

logo, a sound, an image that is unique
* Art can help make a community vibrant and $2.65

alive, a place where people want to live and LOLAL GROUND ¢ . W14

st P TRANSPORTATION e o,

& REFRESHMENTS
EVENT-RELATED SPENDING BY

LOCAL VS. NONLOCAL AUDIENCES

$17.42

$39.96

? : B LOCAL AUDIENCES
! H NONLOCAL AUDIENCES

Americans for the Arts
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Attracting Artists: Residencies

Part of the Mill Hill project is artist residencies. A residency gives an
artist time away from home to focus intently on his/her work.
Oftentimes, a condition of the residency is that the artist do work within
the locat community. The partners in the Mill Hill project hope that the
visiting artists and their projects will create community engagement and
encourage locals to take pride in their neighborhood.

If Porterdale feels that residencies in targeted neighborhoods would be
a good idea, then the city, county or DDA could purchase a house in
that neighborhood, fix it up, and then set up a residency program that
requires community engagement. Georgia Council for the Arts can
help, or contact the Macon Arts Alliance for input on their program.

These are Georgia organizations that offer arts residencies:
Hambidge: http://mww.hambidge.org/
Serenbe: http://www.airserenbe.com/
Newnan: http://newnanartist.org/

These resources will give you information on setting up residencies:

Alliance of Artists Communities:
http://www.artistcommunities.org/residencies

Res Artis: http://www.resartis.org/en/residencies/about residencies/

Newnan Residency Home
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Idea: Light up the Historic Gym @

before after e

The adaptation of the renovated
gym is a great addition to the . P T PN
community as an event space and & O
community center. The next step is 4
to add additional lighting.

P ik
bt L e

L]
. -

Recommendation:

On the exterior, the lighting should
be dramatic as the building should
be the focal point to welcome people
to downtown.

On the inside, having the option to
offer more delicate mood lighting will
be an attractive option for those who
want to hold events in the space,
especially weddings.
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Idea: Incorporate Art into the Trail System

The new frail is a wonderful addition to Porterdale. It also opens up
an opportunity to enhance the trail with sculpture and/or
interpretation, which would be an attraction for tourists.

Recommendation:

A Sculpture Trail could be created in many different ways. The
artwork could be permanent or temporary. It could be created by
local artists, or artists could be commissioned. It could follow a
certain theme or the pieces could be unrelated.

Interpretational signs on the trail could tell the story of the city's
history, local mills, wildlife, etc.

The Atlanta Bureau of Cultural Affairs has a directory of artists that
could create this type of work: http:/imwww.ocaatlanta.com/arts-
hub/#search/artists

The City of Suwanee brings in temporary sculpture each year for
their SculpTour: http://www.suwanee.com/whatsnew.sculptour.ph

Americans for the Arts has resources for local administrators
conceming public art: hitp://www.americansforthearts.org/by-
rogram/networks-and-councils/public-art-network/tools-

resources/public-art-administrators
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Idea: Murals

Murals are a great way to tell stories about local
history, provide directional signage, promote tourist
attractions, or to beautify specific areas. A mural
on the building at the beginning of the new trail has
the opportunity to do one or all of those things.
Because this building is across from the kayak
rental, a big tourist attraction, it is high profile. And
because it also stands at the entrance to the trail, it
is the perfect opportunity to attract those tourists to
the trail or to other local attractions.

City of Hapeville Mural

Downtown Porterdale Potential Mural Location
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Georgia®

On My Mind

Idea: Little Free Library Art Installations

Porterdale has begun an excellent Little Free
Library program that is serving to help bring
additional literacy opportunities to the local
community.

Engage visitors as well as community residents in
the program by creating Little Free Library locations
at key tourism sites. These installations would
focus on a creative component to serve as art
installations as well as photo opportunities.

Recommendation:

Consider would be the installation of a fish, boat or
kayak replica near the beginning of the Yellow
River Trail. A bench or shaded umbrella area could
be installed to encourage visitors to stay a while to
read.

Book clubs or reading meet-up groups could be
invited for a weekly or monthly opportunity to picnic
on the great lawn and read.
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Idea: Film Tours A’

Georgia*
on My Mind
If there have been any notable movies or TV shows

filmed in Porterdale, consider a walking/driving tour of
sites where filming has taken place. You are looking for
sites related to movies that people will recognize. You
are also looking for sites that were important to the .
movie. For instance, few people are interested in seeing MO VEESrrtnpseere 100 N =YV R SE O C Y
a field where Tom Hanks briefly stood for a few seconds
in Forest Gump, but a lot of people are interested in
seeing the bench where Forest sat and talked to people
while waiting for the bus.

Recommendations:

Step 1: Research locations in Porterdale that have been
in films or TV shows

Step 2: Assess whether or not you have enough sites to
make up an interesting tour

Step 3: Put together a map with directions to each
location and a brief description of what took place at
each site. The map should be available online as well as
in a hard copy.

Step 4: Find a few local volunteers that would be willing
to serve as step-on guides for group/bus tours. The
volunteer would lead the tour and provide “insider
information” on each site.
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-
Idea: Welcome Center and Community Meeting Space mA.
eorgia®

Currently being used as a collection space for the Little
Free Library system, the room located behind the
Porterdale Yak Club could serve as a combined
community room space and weekend Welcome Center.

Recommendation:

Transform the city owned depot into a welcome center
and community / visitor gathering space.

The front portion of the space could serve as a
Welcome Center manned by volunteers on weekends.
With discussion of the train car being repurposed as a
public restroom, this area makes perfect sense to be
the front grate to the Yellow Water Trail and Park.

On the front left-hand side, the addition of tables with
umbrellas and some plants in front of the space would
help the grounds to feel more inviting and usable to the
public. Signage designating the area as the Yellow
River Water Park would also be a welcome addition.
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Eco-Tourism & Recreation
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Historic Baseball Field A'

Located in near the river on the new Porterdale Walking
Trail System is the location of a historic baseball field that
once saw the action of the Atlanta Black Crackers Baseball
Team.

Explore the history of the field using local historians and
consider either:

» Locating a new community baseball field in the original
location to pay homage to the Mill Baseball teams and
provide new recreation opportunities for residents and
visitors.

* On the location of the original field, construct a replica of
the field by mocking out the home-plate, bases and the
pitchers mound. The mock-field can act as a community
field for children or pick-up teams of baseball, softball
and kickball.

At minimum, the site should be marked with interpretive
signhage to showcase the rich history of mill town baseball
and the Atlanta Black Crackers.
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Ecotourism Tours

In partnership with Oxford College, Porterdale could offer
ecotourism outings such as stargazing, birdwatching, flora
and fauna identification, and sunset guided kayak tours.
Similar programs serve as income generators for Georgia
State Parks & Historic Sites.

Printed materials catered to these various niche markets
could be developed for everyday use. Nature scavenger
hunts could be developed for children. These resources
could live online as well as being offered in a future
Welcome Center space.
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Marketing Your Community AO

Georgia®

On My Mind

Structure & Responsibility

Who markets Porterdale?

All community organizations, businesses and attractions are ultimately responsible for marketing the community;
however, the Downtown Development Authority has traditionally served as the lead organization and face of tourism
marketing and development within the community. The team recommends that the community establish a
designated destination marketing organization and product development office to manage the tourism brand,
marketing and product development. While Porterdale’s tourism industry grows, this office can be run as a
component of the City Government and Downtown Development Authority.

Refer to the Georgia Association of Convention & Visitor Bureaus for assistance in establishing and structuring a new
tourism office / convention & visitor bureau in Georgia. They can provide structure recommendations, average salary
range for positions, sample budgets, and other crucial developmental information.

Georgia Association of Convention & Visitor Bureaus | Julie Musselman, Executive Director

912-897-6339 | jmusselman@gacvb.com
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Marketing Your Community A’

Develop Your Tourism Plan...

It is your business to persuade potential tourists, residents,
and outside businesses that your town is unique--or has a
differential advantage from every other community in Georgia.

To be successful, tourism must be locally driven. A tourism
plan should create an incentive for broad local involvement _—
that the end result accurately reflects your community’s ADVERTISIN

culture, heritage, values and goals. mmpzu._ NG puBLICITY
RESEARCH

According to the National Trust for Historic Preservation, an 3 h. ” _A ml_l ~ Z m- PRiCiNG

effective tourism plan should incorporate the following five  saLes

principles: W _\ ). 7— STRATEGY

. . . piRecCT
«  Find the Right Fit —Define Your Purpose MARKETING \ — SALES
PROMOTIiON

*  Tell Your Own Story —Focus on Authenticity and Quality PRoDUET pPUBLIC

- Preserve and Protect Your Resources —Foster a PLACEMENT gL ATIONS
Preservation Ethic

» Make Tourism Sites Come Alive —Tell a Story
+ Collaborate with Partners —Form Alliance
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Marketing Your Community

On My Mind

Step #1 - Research

Do you know who is already coming to your community? And why?

The easiest place to catch fish is to fish where the fish are biting. Before you start marketing, you must
determine your audience and what attracts them. Once you have successfully tapped in to your easiest
market, you are ready to search out new ones.

Recommendation: Develop a survey of questions to ask current visitors, then use that information to help
formulate your marketing goals and strategies. Here are questions for consideration:

» Are they local or from out-of-county?

» What was the primary reason for their visit?

* How long did they stay? If overnight, where did they stay?

» Number of people in the traveling party?

» Age demographic

* What did they do while in Porterdale?

* What did they like/not like about their experience and why?

« What do they wish Porterdale had that they didn’t find or know about?

» How did they spend their money? Shopping, dining, fuel, activities, etc. How much?

Where do you find people to survey? Partner with retail and dining establishments to help conduct
surveys. Ulilize volunteers to take random surveys during special events. Take surveys during weekdays,
weekends and throughout the year to gain a more well-rounded picture of just what your typical visitor looks
like.
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Marketing Your Community

Step #3 — Identify Your Brand

Branding is NOT your logo. Your brand is your community’s
unique sense of place.

Your brand is what people experience in your community. It's
about consistently meeting expectations.

You can'’t do that with a logo. A logo merely reinforces the
brand! The first step of branding is to understand and agree
on your community’s core identity.

» Narrow your assets list with your partners and
stakeholders in your assessment. Include as many
community members as possible.

» Remember, your community’s unique history and historic
resources are tremendous assets.

» Once you have identified your top 4-6 assets, you will
need to identify the most important, or key asset. This will
be the “engine” that drives your community development
strategy. From this key asset, you will develop your brand.




NpaINg SIONSIA 2 UOIUNUOD
—— VO ‘ALNNOD —

(VIYNG WSIINO.

PUIW AW MO

DB1035)

@

‘AJlunwiwo? Jnok Joj pueaq ayj Buneats uibaq o3
$)S343)Ju| S}S1IN0} e s)aad jey) aujjbe} e A3uap] :uonEpPUIILIODDY

AIUNWIWIod aunus 8yl Aq paleys sl ssauisnq

ay) Jnq ‘sseuisnqg ay) spue| ooy anbiun ayj, "ssauisng ||e }e AJunuiwos
ay} Jnoybnouy) yuads Asuow si Jnsel ayj Jnq ‘ein| Buipunouns

s}l pue (uoneoo| Buiwiy auyy) 910 do)S JISIYAA BY) 0UdUSUXS 0} SOJUOW
0} [9ARI) SIOSIA ‘AJIUNWILIOD 3Y) 1O} OO, 3] S SaAIas ssaulsng

sy} ‘BunoJew Jiay) JO SNOO0) 8Y3 SB Uo)Ro0] enbiun siy} YUAA ‘Se0jewo]
ua9aIc) pal4 Jo uoneoo] Buiwjy ‘epsin 0] BWOY SI AJUNOY) SOJUOY
8161099 ‘Qjunos sosuop :ajdwexy

J0AE|4 [B207 JO ||nd — e161039) ‘BllepIA -
wibag sulejunNo oY} pue JosN SISAIY aY) aIsUpA — e1b10as) ‘aioy .
S80)eLU0| Usalic) palld pue s|iel] ‘sjefie] — eifioec) ‘AJuUno) aoIUOW -
ainyno pue suwn|o) ‘sieuden — ejbioan ‘sjjaabpaliy -
1seo”) Jajemysal s.eibloec) — AJunod ujoaur] .
plOS) aund s} — elbioac) ‘ebauojyeq -
spusfio] weynog
9 suelpy| ‘sAogmo)) Jo pue s.eibiosn) — e|BI0ag) ‘9|IASIaURD) .
meN Buiyjewog uoseag yoe] — eibioan) ‘g|Aslielg -
MoO|4 sinjeN pue AIo)siH a1sypa — eibloes) ‘Aueqly -

:Saljiunwiwod elbioas) Jayjo wWoly spueiq
Buons sjdwesg ‘Aunwiwod e Jo ain)nd pue juids sy) sjuesaidal puelqy

Zpueiq anbiun ano sjeyp

Ajlunwwo’ anoj Bunayiew



Marketing Your oo-::E:\E‘ A.

Georgla®

On My Mind

Step #4 — Visual Identity

Once a firm, solid brand is determined and vested by all
community members involved with the tourism industry, a

community wide logo can be constructed to represent the .ﬁ\ M
/ISCONSIN

live like you mean it

MACON, GEORGIA

Once implemented, your visual identity should be consistent
across all platforms — from visitor guides and brochures to CONVENTION mm VISITORS BUREAU
social media and online ads. %Q\!% %%&x\\ Q\ § Pm“uga&

How to Create:
+ Many Georgia companies offer creative design services to

tourism organizations and communities — GDEcD can mno<m—.

provide a list of recommended companies
= Many universities offer creative design as student work
projects — Explore a partnership with Augusta State

University for a low-to-no-cost visual identity / logo S
*, Geo _.m_m

> qonr bwn pace

Remember, the brand = the spirit (and sense of place) of the
tourism community. The logo is simply a visual identity of
that brand.
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Marketing Your Community A.

Georgia®

On My Mind

Step #6 — Internal Education

Educating Your Fellow Citizens on the Impact of Tourism
When the term “tourism” is mentioned, many umoﬂm express the
opinion that they don’t want it in their hometown. Many people are
unaware of the positive economic and social benefits that an
active tourism economy can provide in a local market.

Local media coverage: Take every opportunity available in the
local media to spread the good word of the positive impact of
tourism on Washington County.

Tourism Speakers Bureau: A “tourism” representative needs to
speak to every community organization muitiple times per year
with an update on development.

Preaching the success stories to citizens: A newsletter touting
all that is happening in tourism should be developed and
distributed 30_._5_« to every business in the county — from maijor
attractions to small gas stations. Consider sending an email alert
to local businesses and attractions each time you have a group
tour bus, event or other large group of visitors in town to have
ambassadors ready and smiles turned on!

Recommendation: Cultivate Citizen Tourism Ambassadors, Honor
__woom_ Ambassadors, Implement Be a Tourist in Your Hometown
rogram.
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Marketing Your Community

Georgia®

On My Mind

Step #8 — Advertising and Public Relations

Who'’s the target market?

Research conducted by GDEcD and the US Travel Association indicated that the target market for the
majority of Georgia destinations is 25-55 year-old women in the Southeastern United States. These women
are planning trips for the entire family, including grandparents or grandchildren.

Market Research

Market research is the process of determining what messages should be told and to what individuals they
should be told to in order to recruit new business clients. Many free resources exist for Georgia Tourism
Partners in order to effectively reach new visitors.

Free resources provided by the Georgia Department of Economic Development:
»  Visitor Volume and Demographic Reports

«  Smith Travel Research Hotel Lodging Reporis

*  Tourism Satellite Reports

*  VISA VUE International Spending Reports

Georgia Tourism Research: Andria Godfrey, Director of Research

404.962.4087 | agodfrey@georgia.org
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Marketing Your Community A.

Step #8 — Website

Your team should begin a full evaluation of the effectiveness of
your community’s tourism website. Web analytics should be used
to determine if the website is meeting the goals of driving new
visitors. If web analytics are currently not be used, Google Analytics
can be installed for free and show the following information:

* |mpressions
»  Unique Visitors e e et e e e
* Pages viewed per visit
* Time Spent on Site

* Viewer information including location, certain demographics,
etc.

< Source of viewer (what website linked them to your website)

In considering the effectiveness of your website, the following
questions should be asked:

* Does our website embody the brand and visual image of
Meriwether?

* Is our website easy to use for all demographics visiting our
website, age 20-607? Both tech skilled and unskilled?

* |Is our website visually appealing and focused on visually
stimulating images?

Recommendation: Evaluate the effectiveness of your website and
redesign to meet the needs of all visitors across a variety of
demographics.
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Marketing Your Community

Step #8 — ExploreGeorgia

Overview of ExploreGeorgia.org

Consumer website for Georgia Visitors

ALL Georgia Attractions, Hotels, Visitor Centers, Trails,
Parks, Tourism Entities, and EVENTS can be listed for
FREE

Content for e-newsletters, marketing campaigns, social
media, and all promotions is gathered from
ExploreGeorgia. To be included in any campaign, your
updated information must be on ExploreGeorgia

3.9 Million unique people visited ExploreGeorgia in 2015
with over 500 million total impressions throughout the site

Login Information available from

» Vickie Sanders, Interactive Manager, Explore
Georgia vsanders@Georgia.o

Recommendation: Make sure all events, hotels, and
attractions are listed on ExploreGeorgia and are up to date.
Be sure to include special offers!




=& 0] -

I9]ua) JOJISIA

PMIIW A U0

18100y

[)

‘umoy} JnoA ul sbuuayo
ay} ||e In0ge UoRULIO| JBACISIP PUB AJIUNWIWO? JNOA Jnoge
ulea| 0} SIO}ISIA JO} UOlJBUfSap & 9)esl) :UoljepuswLLIoday]

*AIUNWIWO? InoA Jo |je ul op

pue 2as 0} sBujyj Inepuom pue snbiun ayj e 1o uoeusLIo
ue se pue SIO)ISIA 10} eale Buibe)ls e se uonouny o) spasu
12JUa9 JONSIA 81 ] ISjUa JOYSIA B JO SJusuodwod |eanio

lle ale eale sy} Jnoge uoijewoyul pue sAeidsip ybnoioyy

pue je1s |nidjey AjpusLy ‘swool }sal 21qnd ‘Aljiqissadoe
‘Bunied ajdwy ,Jooid-joipi, Ajijioey siyy Buipuly sexyew

1ey; eBeubis [euonsalip YIm pajeso] Ajises aq pjnoys
JJUS)) JOUSIA V "BSJE JNOA O} SIOJSIA ||B 0} SWOD[IAA,
[BIOLJO JNOA S118)ua) JOJISIA 8y "SIO)SIA o) Aemeleb

ay) s 19Jua)) J0YSIA 24| AJlunwiwio?) Jnoj o) Aemales) ay |

ABajes)s Jo)ua JOJISIA [e207 — 6# dois

Alunwwion) Ino) Bunayie



-
Marketing Your Community A.
Georgia®

On My Mind

Step #10 — State Visitor Center Strategy

Utilizing Free and Low-Cost Opportunities Provided
by the State of Georgia

The #1 best FREE marketing opportunity for Georgia
communities is building strong relationships with the 11
Georgia Visitor Information Centers (VICs). A strong
relationship with the front line personnel of the Georgia
VICs will have a strong return on investment by directing
visitors directly to your community.

Recommendations:

1. Putup a display in the Augusta VIC, the closest
state visitor center to Porterdale.

2. Participate in the 11 Georgia VIC Georgia On My
Mind Days — this free show is scheduled April —
October at each Georgia center.

3. Participate in the advertising opportunities at the
Augusta VIC or the Featured Partner Program.

4. Host VIC Staff from across the state on yearly
familiarization tours of your county to showcase new
products and expose your communities to new staff
members
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ATTACHMENT D

w BIRTHPLACTL DU b\-‘ldl{\’ UNIVERSEY

Memo

File

From: Matthew Pepper, City Manager
Date: Monday, May 20, 2019
Re: FY2020 Operating Budget Detail

General Fund — Revenue:

Property Tax — the committee recommends that the city maintain the same
millage rate as the current fiscal year (6.62 mills).

General Building Permits — the committee recommends $15,000 the line item.
We are not sure how many projects the college will complete next year — this is
the main driver of the line item.

General Fund — General Government:

Increase Telephone System Upgrades line item to $8,200 to include the two
phones in the maintenance facility.

Add $200 to Telephone-Postage line item for monitoring costs for the
surveillance system at the new city park.

Decrease Computer Upgrades line item to $10,500 for the upgrade to the
city’s server.

General Fund — Police Department:

Increase E-911 Center line item to $43,000 to reflect the increase in call
volume from residents and police department.

General Fund — Parks and Recreation Department:

Increase Supplies and Materials line item to $20,000. The line item will pay for
supplies for the new city park (e.g. — toilet paper, trash can liners, cleaning
supplies, ete.).

Add a new line item for $7,000 for the cost of utilities associated with the new city
park (e.g. — sprinkler system, lighting, restrooms, etc.).

Add a new line item for $2,200 to install security system at new city park.
Decrease City Park and Trail Maintenance line item to $35,000. This line item
will pay for miscellaneous items needed for the park once it is completed. In
addition, $5,000 is budgeted for the city’s pollinator gardens.



Water and Sewer Fund — Expenditures:

- Increase Depreciation line item to $215,520. The new number includes city’s new
sewer line on Emory Street.

Electric Fund — Expenditures:
- Add a new line item for $5,800 for the upgrade to the security system for the
Maintenance Facility.

® Page 2
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Budget Calendar for FY2020 (AMENDED)

Friday, January 25, 2019
Friday, February 15, 2019

Monday, March 18, 2019

Friday, April 26, 2019

Monday, May 6, 2019

Monday, May 20, 2019

Monday, June 3, 2019

Monday, July 8, 2019

Friday, July 12, 2019
Monday, July 22, 2019
Wednesday, July 24, 2019

Monday, July 29, 2019

Budget forms distributed to department heads.
Department budget requests submitted to Ciiy Manager.

Council work session on budget to review preliminary budget.
Remind Council to begin discussion on millage rate. Discuss
budget requests and revenue estimates,

Combined advertisement appears in Covington News for
presentation to council, public hearing, and adoption. (At least a
week must intervene between the ad & public hearing.)

Draft budget presented at regular city council meeting -7:00 PM.
Meeting will include work session on budget (if necessary).

Work session and Public Hearing-6:00 PM (At least a week must
intervene between the public hearing and budget adoption.)
Remind Council about adopting the millage rate.

Adopt Budget -7:00 PM (Decision point if millage is to be raised.)
Receive Tax Digest from County Tax Commissioner.

Note: If Council does not increase millage or adopts the

rollback rate, we will have the advertisement of 5 Year History
ready for publication.

5 Year History Ad with notice of Public Hearing published.

Hold Public Hearing for Council to adopt millage rate.

Tear sheet and PT38 to Tax Commissioner.

Tax Commissioner delivers report to State.

Notice: If the millage rate is increased above the rollback rate, law requires (3) three public
hearings and advertising seven days apart from each other prior to final adoption.
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CITY OF OXFORD ANNUAL BUDGET
FY2018 FY2019 FY 2019} FY2020
Acct Number Description Actual Budget| Thru Mar. Estimatel Recommend Comments
GENERAL FUND - REVENUE 75.0%
1|100-0000-311200000  |Real Property Tax-Current Yr. 95,908 95,000 106,519 95,000 110,000]Based on county growth
2 |100-0000-311200000 | Property Tax - Prior Year 1,073 5,000 3,161 4,215 5,000
3|100-0000-312310000 | Motor Vehicle Adv. 20,938 21,500 16,040 21,386 21,000
4|100-0000-311315-000 | Motor Vehicle TAVT 35,836 28,000 30,679 40,905 45,000
5|100-0000-311340000 | Intangible Tax 3,629 4,900 2,203 2,938 3,000
6|100-0000-311600000 | Real Estate Transfer 492 1,500 672 895 1,000
7 |100-0000-311710-000  JElectric Franchise Tax 2,101 2,000 2,237 2,000 2,200
8|100-0000-311730-000 | Gas Franchise Tax 14,746 12,000 9,940 13,254 10,000
9}100-0000-311756-000  {TV Cable Franchise Tax 27,106 28,000 24,218 32,291 28,000
10}100-0000-311760-000 | Telephone Franchise Tax 4,440 6,800 0 6,800 4,500
11}100-0000-313100-000  |LOST Sales & Use Tax 355,635 240,000 293,966 340,000 360,000|Based on county-wide sales tax growth.
12|100-0000-315100-000  |General Business License 11,605 12,000 11,320 12,000 11,500
13]200-0000-316200-000  |insurance Premium Tax 141,828 141,000 152,453 152,453 161,000|One check per year, based on population.
14|100-0000-315000-000 | Penalty/Interest on Del Taxes 741 1,200 1,038 1,384 1,300
15)100-0000-322901-000  |Misc. Income 97 1,000 2,941 3,921 1,500
16{100-0000-323100-000  |General Building Permits 0 0 34,565 46,086 15,000|Building inspections contract with Buerau Veritas
171100-0000-335800-000 | Intergovernmental Revenues 25,651 25,000 26,038 25,000 26,000(LMIG from GDOT
18 |100-0000-341400-000 | Printing/Duplicating Service 163 200 76 101 200
19 |100-0000-341910-000 | Election Qualifying Fees 576 600 0 576 1,200
2()|100-0000-349100000 | Cemetery Fees 4,800 4,000 650 &67 2,000
21 |100-0000-349300000 | Bad Check Fees 540 1,000 630 840 1,000
22 |100-0000-351000-000 | Fines & Forfeitures 33,728 70,000 81,045 108,060} 80,000
23 |100-0000-361000-000 | Interest Revenues 29,283 6,500 46,436 61,914 30,000
24 |100-0000-381000000 | Rents and Rovalties 550 1,500 89 1,500/ 1,500
25|100-0000-381001-000 | Lease Agreement Income 30,000 30,000 31,710 31,710 31,710|Whatcoat Building
26|100-0000-381002-000 | Lease - Verizon 26,007 26,941 15,869 26,492 27,154|Water tower antenna - 2.5% annual increase.
27|100-0000-392300-000 | Proceeds-Dispose of Assets 5 1,000 0 0 1,000
P _ REVENUES TOTAL| $917,477| $866,641| $898,494| $1,032,588 $981,764

Printed 5/15/2019

Budget FY2020 V10
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CITY OF OXFORD ANNUAL BUDGET FY 2020
FY2018 FY2019 FY 2019 FY2020
Acct Number Description s Actual Budget] Thru Mar. Estimate| Recommend Comments
:GENERAL GOVERNMENT ‘
1|100.1500.511100000 | Regular Employees 197,762 235,717 178,095 237,460 221,854
2 |100.1500.511300000  |Overtime 5,025 6,000 2,855 3,806 6,000
3 |100.1500.512100000  |Group Insurance 49,073 70,452 40,283 53,710 60,313
4|100.1500.512200000 | Sacial Security (FICA) 15,700] 18,415 13,587 18,117 17,431
5]100.1500.512400000  |Retirement Plan Expense 30,569 31,979 23,844 31,791 13,348
6100.1500.512450.000 |Retirement Cont. (DC) 401 3,817 7,332 4,020 5,360 9,715
7|100.1500.512700000  |Workers' Comp Insurance 713 1,000 269 359| 1,000
8|100.1500.512000000 | Unemployment Payments 0 2,000 0 4] 2,000
9|100.1500.521200000 | Professional 79,642 110,000 59,501 79,335 110,000(city Attorney, CPA firm, audit services, Tax Assessor's Office,
10]100.1500.521200001 | Code Enforcement Services 0 5,000 2,315 3,087 5,000]Contract with Bureau Veritas.
12 |100.1500.521202.000 | Fire Services - Newton County 21,570] 22,000 23,871 23,871 26,500|one bill per year.
13 |100.1500.521300000 | Technical Purchased Service 40,504 40,700 35,391 40,700 42,500
14|100.1500.522200000 | Repairs & Maintenance 25,210| 30,000 17,986 23,982 40,000|Bullding repalrs {e.g. - touch up painting, plumbing, etc.)
15|100,1500,522200001 | Whatcoat Building maintenance 0 5,000 225 300 5,000
16]100.1500.522200002 | YH Welcome Center 0 100,000 0 0 30,000|Welcome Center operations costs.
17 |100.1500.523100.000 | Liability Insurance 12,029 10,000 0 10,000 11,000]annual bill in April.
Includes monitoring costs for surveillance system
18]100.1500.523200000 | Telephone - Postage 21,899 24,000 18,190 24,253 25,200|at new city park.
19]100.1500.523200001 | Telephone System Upgrades 0 0 0 0 8,200
20|100.1500.523z00000  |Advertising & Promotions 5,824 7,000 4,845 6,460 7,000
21|100.1500.523320000  |July 4th parade expenses 4,332 6,000 2,368 3,158 6,000
22|100.1500.523800000 | Dues & Fees 8,624 9,000 5,268 7,024 9,000
23|100.1500.523700000 | Education & Training 6,926 8,000 7,331 9,775 11,000
24|100.1500.531100000 | Supplies & Materials 15,408 13,000 13,904 18,539 19,000
25 |100.1500.531200000 | Energy - Utilities 15,574 15,000 12,278 16,371 16,000
26|100.1500.531600.000  |Small Equipment Under $5,000 2,221 5,000 1,611 2,148 5,000
27|100.1500.531600001 | Computer Upgrades 0 10,000 9,298 10,000 10,500|Upgrade the firewall and server at City Hall.
Upgrade security system for City Hall (e.g. - upgrade
current cameras, add new cameras, better monitoring
28|100.1500.531600002 | Security Systern Upgrade 0 0 0 0 7,000|system, etc.)
29]100.1500.531700000 | Other/Meetings & Events 3,719| 5,000 2,125 2,833 7,000|Potentially New Mayor
30|100.1500.579000000  |Contingency - General 0 26,171 0 0 30,830
31|100.1500.578010.000 | Contingencies - cash over & short 130 200 0 0 200
32|100.7220.522200000 | Building Permit {BV) 0 0 0 0 11,250| Contract with Bureau Veritas.
i } SUBTOTAL| 5566,669] $828,966] 5479,460 $632,438 $763,591
Printed 5/15/2019 Budget FY2020 V10 Page4of 12



ZI 40 53ded

OTA 020ZAd 3ebphng

6102/51/9 paauld

0Z0Z A

STEVEES 809°892$ iPI'BTTS  |Z9S°EEES |E09'Y6ZS |TvLiOLENS
000°Et 005°CC 44444 009 PSTZE 19JUd) TT6-3| O0CO0STYEGOBE0OT| /T
000°02 ooo'te 6vT'ET 000°0Z 05021 ajgeAed - spuny Sujuie.) [  000'000TS00TEOOT| 9T
000's 008'y 08T°T 000's 918C suopun|  cocoazvesoazeoor| gz
0 000'S Lt9'E 000°S 0 sapesSdn Jandwon|  Tovoostesoozeoot|yz
000°'S 000's 99 000°s 1908 000°SS Jopun juswdnbg jews|  ooooostesonze oor| €7
*pasealdu] [any j0 1503|000°0T L0¥'L §85°S 000°0T vOT'L aujosen| covorziEsa0zE0or|ZE
005°'S ey TLT'E 005's 8687 sjelalely g salddng|  cooootresonze 00T  IT
*S192140 321j0d 000 ZT 0Z1°0T 065/ 000°7T 0EL'TT 53502 9 BuISNOH Jauoslld|  000006EZS'A0ZE'00T (0T
A319 Aq u1 1ySnouq $31ewul JO 3LWN|OA PISEIIIU]
00Z 0 0 00¢ 0 a3} euacdqng| ooooseezs00zER0T(GT
0002 ¥59°T ozt 000°Z €2LT Suiuiey] wp uonesnpy| oovcosszsonzeoot| 8T
05¢ k114 91 052 0T saa4 g sang| ooooosezsooeeooT( /T
00S'S ITS'L T#9's 00s's 9£L'9 agelsog-suoydaal| ooroozezscozeaot|gT
"Judy uL |jiq [enuueopo‘zT 000'v1 0 00041 9¥8'ET soueinsuj Aupqer] [ oovootezeoozeot|ST
000‘0T 000'6 |sees 0006 TIETT uely g sneday dinb3 g yap| coooozzzsoozecot| T
0001TT 080°'TT 01£8 000'TT 6118 BIBMUNO/AIAS Y2Ing Yoa]| 00C'0DETZS00ZE'00T | ET
000°2 8vZ'8 981’9 000°L 1999 SoUeJnsuj duwso) sioyiop|  vocoosztsocee0ot|ZT
106'L £99°€ LT 0€8'9 894t T0v (D) 'HuoD Juawaiiau|  oxoskzrsoozeoot[TT
6£8°0T SSE'S £9z'9 T60TT 1001 (vD14) AlIndas [eROS|  00000Z2TS00ZEOOT| 0T
1874274 965'ST £69'TT 0TL'9E el aoueunsu) dnoig|  000'00TZISO0ZE00T| 6
00007 PEETT £67'8 000°¢T SI'6 awlusap| oooooeTTso0zE 00T
¥89°TET 96816 TTH'EL T86°TET vy TeT saaAojdw3 JenFay| cooooottsoozeoot| s
: INJWLYYdIA INT10d°
00LP1S TTLTIS ¥96'0TS 0ST'ETS zZ0'6% 1v1018NS : |
002 0 0 00¢ SLT J0jejsuel) - PPRNUO)| 000 OSBEZS00ST'O0T(Q
00Z'T 00Z'T ECT'T 00Z'T rad a8pnr- uoneanp3|  oooTocezsO0TZOOT |
000'E SS0'T 164 0SS'T STT 33D - uciyeanpl|  vooooezsoosz oot
008'% 008t 008t 008 00tz 10D1[0S - ey  000TizIZS 005z 00T |
00S 99 005 005 005 19puajaq J|Gnd - IPBJIUCY)|  COU0TZTZS00STO0T| 7
000's 000's 0SL'E 000'S 000'S a8pnr - penuoy|  000'002TZ5005T00T | T
: 14n00-
SUAWIWIO) puswwoday |33eWwps3 -1epy niy) [wedpng jenppy S " uopduaseg squny pay| |
0ZOZA4 6T0T Ad GTOZAd STOTAd
135an8 TYNNNY QqYO4X0 40 ALLD,



CITY OF OXFORD ANNUAL BUDGET FY 2020
FY2018 FY2019 FY 2019 FY2020
Acct Number Descripon Actual Budget| Thru Mar. Estimate| Recommend Comments
‘STREET DEPARTMENT | i
allocating 33% of meter reader salary; 60% of
1|100.4200.511100000  |Regular Employees-Streat 54,275 30,755 24,811 33,082 44,698 | groundskeeper salary {2); 20% of equip operatoer salary
2 |100.4200.511300000  |Overtime 1,488 1,000 960 1,280 1,000
3 |100.4200.512100.000  |Employee Insurance 9,797 5,219 4,405 5,873 15,494
4 |100.4200.512200000 | Social Security {FICA) 4,626 2,429 1,684 2,245 3,496
5|100.4200.512400000  |Retirement Plan Expense 9,521 2,060 1,558 2,077 0
6{100.4200.512450.000  |Retirement Cont. (DC) 401 859 1,443 463 617 2,580
7|100.4200.512700000 | Workers' Comp Insurance 4,865 5,400 2,941 3,922 3,500
8|100.4200521201.000 | Professional - Engineering 1,558 3,000 2,151 2,868 3,000
9|100.4200.522200000  |Veh & Equip Repairs & Maint 10,121 11,000 8,359| 11,146 12,000
10|100.4200.523700000  |Education & Training 120 500 240 319| 500
11]100.4200.523850.000  |Contract Labor - Temporary Help 47,306 12,020 9,250 12,333 13,104
12 l100.4200.531100.000  |Supplies & Materials 13,275 13,000 12,189 16,252 15,000
13|100.4200531270.000 | Gasoline/Diesel 7,159 4,000 5,080 6,773 6,300|cost of fuel increased.
14 |100.4200531600000  |Smali Equipment Under $5,000 400 1,500 0 0 1,500
15|100.4200.531700000 |Uniforms 3,257 1,800 1,875 2,500 2,500
16|100.4200.531800000 | Stormwater Management 7,000 5,500 2,000 5,500 7,000|KCNB contract for $2,000
17 |100.4200.531001.000  |City Tree Removal 26,700 30,000 12,900 17,200 30,000|Trees continue to decline
18 |100.4200.532100000  |Sidewalks 0 3,000 0 0 3,000
L . SUBTOTAL| $203,125| 5$133,627 590,865 $123,987 $164,672
Printed 5/15/2019 Budget FY2020 V10 Page 6 of 12
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CITY OF OXFORD ANNUAL BUDGET FY 2020
FY2018 FY2019 FY 2019 FY2020
Acct Number ) Description _ . Actual Budget| Thru Mar. Estimate] Recommend Comments
WATER & SEWER FUND - REVENUES $
1|505.0000.344210000 | Water Charges/Sales 507,618 510,000 377,951 503,934 510,000
2|s05.0000.344215.000 |Water Tap Fees 5,902 10,000 13,173 15,000 10,000
3 |sos.0000.344255.000 | Sewer Charges/Sales 264,051 259,000 194,928 259,904 260,000
4|s05.0000.244256.000 | Sewer Tap Fees 6,673 4,000 4,466 10,000 10,000
5|505.0000.344280.000  |Hydrant Meter 0 500 117 156 500
: i TOTAL REVENUES| $784,244| $783,500| $590,635 $788,994 $790,500
WATER & SEWER FUND - EXPENDITURES i !
6|s05.4300.511100000  |Regular Employees 37,630 37,901 27,478 36,637 37,825|allocating 33% of meter reader/equip oper salary
7|sos.4300.511300000 (Overtime 3,371 3,000 1,056 1,408 3,000
8|s05.4300,512100.000  |Employee Insurance 8,956 12,572 9,721 12,961 11,957
9|sos.4300.512200.000  |Social Security (FICA) 3,087 3,129 2,768 3,690| 3,123
10|s0s.4300.512450.000  |Retirement Cont. {DC) 401 1,335 2,219 1,302 1,736 2,270
Hp—sm.aco.m:qoabg Workers' Comp Insurance 1,681 2,500 2,205 2,941 3,000
”_.N_mom.ams.mﬁmgbs Legal & Professional 3,500 3,900 3,900 3,900| 3,900
13|505.4300521500000  |Sewer Treatment Fees 122,975 120,000 88,251 117,668 123,000
14 |s05.4300.522200000  |Veh & Equip Repairs & Maint 4,826 0 2,712 0 0|Split into four accounts below:
15|s505.4300.522200001 | Service Contracts 15,041 16,000 11,636 15,515 16,000]Includes elevated tank and two lift stations.
16 Building Repairs 2,000 0 0 2,000
17 Equipment Repair and Rental 1,500 0 0 1,500
18 Vehicle Repairs 300 222 296 300
19|s05.4300.523100000 | Liability Insurance 1,833 1,500 0 2,000 1,600]annual bill in April.
No_mnm.as.mmuso.ono Telephone-Postage 1,528 1,500 1,246 1,662 1,600
up_mamhms.ﬂwmnn.so Dues & Fees 1,161 1,300 2,043 2,724 1,300} Includes online bill pay fee.
nu_mnmhwoa.muwao.go Education & Training 3,797 2,500 1,323 1,765 3,000)Includes license fees
23 |505.4300.523850.000 | Contract Labor 8,525 25,000 4,300 5,733 20,000
24|s05.4300.531100000 | Materials & Supplies 19,469 22,000 17,510 23,347 22,000
25 |s05.4300.531200000 | Energy - Utilities 2,374 1,900 1,949 2,599 1,900
26]s05.4300.531270000 | Gasoline/Diesel 3,712 4,400 2,765 3,687 4,500]cost of fuel increased.
27 |s05.4300.591510000 | Water for Resale 220,673 218,000 143,386 191,181 210,000
28|s05.4300.531800.000 | Small Equipment Under $5,000 0 3,000 0 0 3,000
29|sos.4300.531700000 | Uniforms 3,050 2,500 2,589 3,452 3,000
wo_momhwoa.mmsoa.cs Depreciation Expense 180,607 180,607 135,457 186,000 215,520
m”_._mou.aso.m...soo.go Bad Debt Expense 5,763 7,000 0 0 6,000
wm_ua.ago.mﬁos.as GEFA Loan Interest Payback 342 20,000 712 949 20,000
33|s0s.4300.579000.000 [ Contingency 0 7,272 0 0 9,205
TOTAL EXPENDITURES} $655,635| $703,500| $464,532 $621,851 $730,500]
Printed 5/15/2019 Budget FY2020 V10 Page 8 of 12
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CITY OF OXFORD ANNUAL BUDGET
FY2018 FY2019 FY 2019 FY2020
i >mn:_sz:=..wn_. __|Bescription _1 Actual Budget] Thru Mar. Estimate] Recommend Comments
‘SANITATION FUND - REVENUES
1|s40.0000.344110.000  |Refuse Collection Charges 148,589 169,050 127,018 169,358 169,050
2|s40.0000.344130.000 | Sale of Recycled Materials 0 200 290 0 200
: s TOTAL REVENUES| $148,585| $165,250] $127,308 $169,358 $169,250
-SANITATION FUND - EXPENDITURES §
3|s40.4300.511200000  |Regular Employee - Sanitation Nn.wmh_ 13,061 17,415 No.w“_.w_m__onmz:n 80% of equipment operator salary
4|540.4200.511300.000 |Overtime moc_ [4] [+] 500
5|s40.4300.512100.000 | Group Insurance 7,595 777 1,036 7,165
6|s40.4300.512200.000 | Social Security (FICA) 1,504 999 1,332 1,582
7|s40.4300.512400000  |Retirement Plan Expense 8,350 6,231 8,307 0
8|s40.4300.512450.000  |Retirement Cont. (DC) 401 1,300 295 394 813
9|s40.4300.512700000 | Workers' Comp Insurance 3,250 358 478 500
10|s40.4300.522110000 | Disposal Services-Landfill Fees 7,084 8,000 5,347 7,130 8,000
11|s40.4300.522200000 | Vehicle & Equip Repairs & Maint 3,000 0 0 5,000
12|s40.4300.531100000 | Supplies & Materials 1,000 56 75 6,500
13 |s40.4300.523580.000 | Contract Labor 16,773 12,272 16,363 20,966
14|sa04300.531270000 | Gasoline/Diesel 5,000 1,204 1,606 5,000|cost of fuel increased.
15|540.4300.551700000  |Uniforms 1,300 363 484 1,000
16|5a0.4300.531600000  |Small Equipment Under $5,000 1,000 0 0 1,000
17|540.4300.523100000 | Liability Insurance 3,000 0 0 3,000
18 |s40.4300.522115000 | College Walk Dumpster Fees 6,650 6,700 4,433 5,911 6,700
19|540.4300.523581.000 |Contracted Garbage Pickup 67,633 82,850 60,767 81,023 82,000
20|540.4300.523600.000  |Dues & Fees 66 500 611 815 500|Fees for online bili paying.
21|540.4300574000000 | Bad Debt Expense 4,224 800 581 775 4,300
22 [540.4300.579000.000 | Contingency 0 2,154 0 0 4,401
i TOTAL EXPENDITURES $85,657] $179,359| $107,358 5143,144 $179,250

Printed 5/15/2019
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FY 2020

CITY OF OXFORD ANNUAL BUDGET
FY2018 FY2019 FY 2019 FY2020
Acct Number Description Actual Budget| Thru Mar. Estimate] Recommend Comments
Sanitation Fund
Revenues 148,589 _Gm.nmo_ 127,308 169,358 179,250
Expenditures 78,573 :m.wmm_ 102,010 136,014 179,250
540.5000.611001.000 Transfers to G/F 0 0
Transfers from Electric 10,000j 10,000
Sanitation Fund Expenditures 78,573 176,359 102,010 136,014 179,250
Sanitation Fund BALANCE 70,016 N.mmp_ 25,298 33,344 0
ALL FUNDS TOTAL
xm<m=:mm_ 4,335,293| 4,795,377| 3,448,142 4,494,279 5,101,336
mxum:&E..mm_ 3,662,889 4,809,419| 2,718,859 3,598,730 5,101,336
mm_m._nm_ 672,404 -14,042 729,283 895,549 0

Printed 5/15/2019

Budget FY2020 V10
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CITY OF OXFORD

RESOLUTION

TO ADOPT AN ANNUAL BALANCED BUDGET IN
ACCORDANCE WITH CHAPTER 81, TITLE 36 OF THE
OFFICIAL CODE OF GEORGIA ANNOTATED

WHEREAS, the City of Oxford, Georgia, hereinafter
referred to as the ("City") pursuant to O.C.G.A. Chapter 81, Title 36
is required to adopt a balanced budget where the sum of estimated net
revenues and appropriated fund balances is equal to appropriations;

and;

WHEREAS, the City published a public notice setting a
Public Hearing date in the local newspaper; and the City conducted
a Public Hearing at least one (1) week prior to adoption of the
proposed operating budget.

NOW THEREFORE, BE IT RESOLVED BY THE MAYOR
AND COUNCIL OF THE CITY OF OXFORD

1. That the Fiscal Year 2020 (July 2019 — June 2020)
Operating Budget and the Fiscal Year 2020 Capital Budget
(July 2019 — June 2024) are adopted this date.

2. That the full time positions funded by this budget shall be
limited to:

a. CITY COUNCIL —Mayor (1), Councilmember (6)
b.

GENERAL GOVERNMENT - City Manager (1),
City Clerk (1), Deputy City Clerk (1), Associate
Clerk/Court Clerk (1), Associate Clerk (2)
POLICE DEPARTMENT - Police Chief (1),
Sargent (1), Officer (1)

STREET DEPARTMENT —Groundskeeper (2)
SANTITATION DEPARTMENT - Equipment
Operator I/Recycle and Refuse Collection Worker
(D)

WATER AND SEWER DEPARTMENT - Public
Works and Utility Maintenance Worker I (1),
Equipment Operator I/Meter Reader (1)
ELECTRIC DEPARTMENT - Supervisor of
Utilities and Maintenance (1), Public Works and
Utility Maintenance Worker IT (1)






3. That no funds appropriated in a contingency account may
be spent from that account. Funds in a contingency account
must be transferred to another expenditure account before
these funds may be expended. Such transfer shall be
approved in advance by City Council.

ADOPTED THIS MONDAY, JUNE 3, 2019.

BY:

Jerry D. Roseberry, Mayor

ATTEST:

Connie Middlebrooks, City Clerk






