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YOUR CUSTOMER EXPERIENCE IS THE BRAND
EXPERIENCE CREATION

STRATEGY

ASK THE RIGHT QUESTIONS
ARCHITECTURE & INTERIOR DESIGN

DESIGN

HAVE A STORY TO TELL
DEVELOPMENT MANAGEMENT

GET IT DONE
CONSTRUCTION MANAGEMENT

DEVELOP

DELIVER
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HOTELS

resort

fast food
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33 Acres
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A single source
for the branding, design, fabrication and installation of
hospitality and luxury residential interiors.

BUSINESS CASE
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Pursuit .

« Financial
«Brand

» Strategic Value

Financial
Return

Aesthetics

e
—
—
— « Delight
«Style
+Quality
Focus on building sustainable, escalating value in everything we do. .
Always contemplate the long-term. .
Have an ownership mentality. .
Focus on the details, at every level. .
Think past the what and how...to the why. .

Innovation

Due Pre- Pre- . Open &
Diligence . Development . Construction . Construction . Operate

« Creativity
+ Problem Solving

» Process

INSPIRATION
IDEATION

N
A\

Function

IMPLEMENTAT IoN

« Operability
» Life Cycle Cost
« Reliability

Value a proper project launch.

Take the time to plan and think through all possibilities.

Be curious and continue to expand your knowledge base and that of your team.
Delight our customer.

Learn from your successes and your mistakes.

Michael D.

LINCZYC



E=allEzl

Action

Market Evaluation
Strategic Fit
Resources Required

Method

Cross Disciplinary Discussion
Appoint Development Lead
Make output available to Co.

Development Council

OQutput

Opportunity Brief

Outcome

Ready for
Leadership Review

Validation of Assumptions
Conceptual Proforma
Design Plan

Design Story
Visual Treatment
Design Statement
Economics & Business Plan

GROUP “A”

Draft Playbook,
Schedule, Budget
Phase Exit Criteria

Political Support

Full Entitlement

Ready for Leadership Review

PRE-
DEVELOPMENT

Schematic Design
Design Development
Final Proforma
Program
Procurement Strategy

Design Brief
SD & DD Packages
Proforma Review
(By Discipline)
Program Review

GROUP “B”

Revised Playbook,
Schedule, Budget
Full DD Package
Program Document
Project Reporting

Ready for Pre Construction

PRE-
CONSTRUCTION

CDs
Pre-Leasing
Financing
Cost Certainty
Revenue Certainty

Design Detailing
Program Evolution
Buyout Value Assurance
COs and VE

GROUP “B”

Revised Playbook
Permit-able Drawings
Financing In Place
Buyout Commitments &
Lease Agreements
Pre and Closed Sales

Ready to Build

DESIGN THINKING PHASES

CONSTRUCTION

Construction Process
Operating Plan
Pre-Opening Strategy

Design Execution Fidelity
Operating Execution
Fidelity
COs and VE

GROUP “B”

Buyoff and Punchlist
Cof O
Deployed Marketing
Program
Ops Staffing and Training

Ready to open

OPEN &
OPERATE

Opening Event
Sustaining Marketing
Project Closeout
Warranty Walk

Post-Mortem
Signature Design Elements
Quality Assurance

Group “B”

Prioritized Enhancements
& Budget

Quality Assurance
Program
Final Playbook Revision

Operating Optimally

Michael D.

LINCZYC



Design Develop Deliver

SITUATIONAL ASSESSMENT: PROCESS : BRANDING: SELECTION & FIT-OUT:

Local & Regional Market Research Development Management Strategy Brand Essence, Identity and Voice On-Site'& Virtual Design Centre
SWOT Analysis Phasing, Schedules and Budgets Brand and Creative Manual Purchasing Agency
Site Topography Business Plan Brand Experiences — Physical, Virtual & Digital RoomPlus

CREATIVE: PLACE + POSITIONING: SALES AND MARKETING: EVENTS & ACTIVATIONS:

Identify Collaborators and Consultants Architecture and Landscape Masterplans i Marketing Plan Event Creation and Production
Creative Workshop: Icons and Signature Amenities g Sales Collateral Creative & Design Strategic Engagement Initiatives
Have a Story to Tell Product Mix IS | On-Site Sales & Marketing Co-branding and Activation

Hotel & Residential DevelopmentExample
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Concept Phase Deliverables Sample PLAYBOOK

* Design Story

A narrative story fully depicting the end result of the project including perspectives from tenants, owners,
partners, municipalities, staff and the general public/market.

. Aesthetic Brief

Avisual and design treatment generally depicting the styles, motifs, approaches and artistic intent for the
project.

*  Design Statement
A summary of key information broken out between a Market Perspective and Design Perspective.

»  Economics and Business Plan
A summary of the overall project economics and a business plan including financial assumptions, constraints
and requirements, alternatives, possible pitfalls to avoid, Project Pearls brand and legacy implications and
project phasing.

 Development Packages
By extension, the Program, Schematic, DD and CD document packages are included as part of the Playbook.

Michael D.
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Phase 4 Phase 5 Phase 6
Design Construction > Main Contract
Development Documentation Tender

Phase 1 Phase 2 Phase 3
Project Inception Project Initiation Concept Design

A |

e | e Lo

Brand Essence —> Brand Identi —> Brand Experience Phase 7 5 Phase 8 § Phase 9
g P Construction . Project Opening . Active Operations

Marketing Marketing
Strategy ¥ Collateral

| | l | |

Market Research Public Relations —> Production —  Event Production

Development Strategy & Strategic Brand
Brand & Creative Marketing & A cthaton Venue Management

Management Handbook EUEREemeT Communication Plan & Event Production
Manual Matrix Programing

Agree Project Vision and Objectives Market Research Design Charette Refine Budgets and Feasibility
Capital Outlay Benchmark Formalize Design Brief Commission Specialist Studies Schematic Design Report
ROI Parameters Space Planning Schedule Concept Design Presentation | Value Engineering/Sustainable Design
Location and Execution Parameters Feasibility & Masterplan Update Budget and Feasibility | Design Development continues
Present Project Approach Workshop Formal Concept Design Report Local Authority Approval

PURSUIT m PRE-DEVELOPMENT PRE-CONSTRUCTION
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workshop.

diverse teams

Define target audience and needs
Undertake competitive landscape study

Consider feasibility issues

the right

Identify commercial opportunities

World-class facilities and services

One-of-a-kind experiences

story ?
Form a compelling narrative

Ensure a sustainable business model
‘ "":‘vf;‘;‘-.‘rlt |

STRATEGY

OPERATIONS

Michael D.

LINCZYC




workshop.

Business

Segments, brand, messaging
Corporate strategy

Sales cycle, brand architecture

Brand

Value proposition, messaging
Positioning

Channel effectiveness

Brief.

Corporate strategy

Opportunities and challenges

FINANCE

MARKETING

TECHNICAL SERVICES
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MASTERPLAN STRATEGY STRATEGY CONCEPT STRATEGY CONCEPT MASTERPLAN CONCEPT

PIER SIXTY-SIX

HOTEL & MARINA

ml
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Anhquo ond Borbudo

pico re:

ml

Montpeher Estate Antigua

ml Tavistock Development Antigua SAILS Half Moon Bay, Antigua ml Montpelier Estate Antigua FOOD Theatre ml Creative Minds Workshop

Concept, design Strategic A strategic plan A wide-ranging In support of the The almost Concept and A creative
and planning consulting for for the creative, exploration of concept and limitless design for 20 workshop and
approvals for a Government of branding opportunities to master plan for possibilities of hotels, 12,000 concept
$500m world- Antigua and marketing and create a the Heritage entertainment rooms and 60 presentation for
class destination Barbuda; an execution for a sustainable and Site, a detailed and education restaurants. The the developers of
resort with opportunity to luxury villa profitable report on driven by the multi-branded hotel and
condos, retail, create a sport development co- destination tourism, concept of properties are part entertainment
offices and 127 tourism and branded with a attraction fora demographics creating a live of a 26 hotel complex, including
slip super yacht festival program. luxury resort 200-acre site on and the business venue built on complex in an MGM Grand and
marina in Fort property under Antigua. and financial Food and Theatre. Makkah. Bellagio on an
Lauderdale, construction in models. island site in
Florida Antigua. Dubai.

Michael D.

ml

LINCZYC


http://do-great.work/Flipbooks/TAVISTOCK/P66%20Public/EDIT/mobile/index.html
http://www.do-great.work/Flipbooks/PICO/SAILS/Antigua%20Sails.html
http://www.do-great.work/Flipbooks/MLX/BSPOKE/mobile/index.html#p=1
http://www.do-great.work/Flipbooks/PICO/MONTPELIER/mobile/index.html#p=1
http://www.do-great.work/Flipbooks/PICO/MONTPELIER/REPORT/mobile/index.html#p=1
http://www.do-great.work/Flipbooks/PICO/FOOD/FOOD.html
http://www.do-great.work/Flipbooks/JODC/JODC%20Makkah.html
http://www.do-great.work/Flipbooks/PICO/MGM/MGM.html

MASTERPLAN

PIER SIXTY-SIX

~ o /. I 1
HOTE
ml Tavistock Development

Concept, design
and planning
approvals for a
34 acre $600m
world-class
destination
resort with
condos, retail,
offices and 127
slip super yacht
marina in Fort
Lauderdale,
Florida

IY TAVISTOCK PIER 66-N MASTER PROJECT e ORGANIZATION CHART 03,19.2018

POOL DECKS

Hotel & Pool Deck Parking Deck & Infrastructure Residences, Villas & Condominiums

i
tion P

Pler Sixty-Six (N) Main Consultant Team

THE ONLY WAY TO BE TRULY SATISFIED IS TO DO WHAT YOU BELIEVE IS GREAT WORK ...
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LINCZYC


http://do-great.work/Flipbooks/TAVISTOCK/P66%20Public/EDIT/mobile/index.html

DESTINATION EVENTS: CASE STUDIES

Antigua * Barbuda

PROGRAM DEVELOPMENT STRATEGY

Anfigua * Barbuda

MISSION TARGET

STRATEGY

A destination’s “Signature Event” can create the drivers
to effect significant economic impact, community pride,
global recognition unaffordable by any tourism
marketing campaign.

e

o

=
o PRy e |
e LA P X
Antigua and Barbuda

Define the engagements that
we need to help deliver our
client's promise, goals &
objectives. Identify which events
are additive to the destination

Program Our creative content and
experience driven solutions
map the audience touch-points
to the content and experiences
that we want the audience to

An integrated, multi-year
activation program

Development

Activate & Engage

ml

May 2016

pico re:

Antigua SAILS

Strategic
consulting for
Government of
Antigua and
Barbuda; an
opportunity to
create a sport
tourism and
festival program.

Ministry of Tourism,

Ecomomic t
Lnvestment aad Energy

The mission is to position, define and articulate Antigua and
Barbuda as the premier island destination by delivering
authentic, distinctive, remarkable and sustainable
experiences and events which enrich the lives of residents and
visitors year-round.

@ play Pro.

Antigua * Barbuda
EVENT PORTFOLIO STRATEGY

5-year year Event
Tourism Program

Antigua kaorbuda
“Antigua Sails”

Authentic Annual Theme

Music Concert Food Festival

Regional Events Stand UP Competition Rum & Rhythm Party

Kite Flying Celebration

Local Events Kiteboarding

branding strategy.

§ arxtor 38ty of tarvyeie and rearytie Bra

21 0 500 13/ PATCOARON 1 1w CUBFN exparences. whether
- L]

Culturat hertage

+ Cultral ouraem Tt aesaios Do G B kw4 1 Uderstans e htory of 8 Qe Gestnaton
e wchamcigy ks wuchres aed mess

+ Underwater Custral Mertage encompasses af aspects of uman actiy tht ke or formerylny under water
0 v 8 Cutral avchseciopcal o Nskorcal aracer

Ltestyte and gastronomy
+ Expressicns of hng Cutural experences such 85 ocal music. ¥astonal events and handcrats
+ nChudes pmtoromy mnd b ages (< local teer) which refiect Be local favoun of Actgaa

vision originality iconic

engage with.

competitive L_experiential

57

Cumen vy PROJECT CATEGORIES

+ Defioed as everts Bhat aducate, srutate, Sengeg Kgether & dvarssy of pecpie, Fromote e frm s, o
o et 1> P trzadwrg of paripachies.
© nchuse MUk festvas. CONGes. Camvel and eae ofier (@ Mango a3 Presppse Fesovel)

Golf Tourism

Golf may be pursued as o secondary activiy

Sailing
« Primary tourism motivation especially in
Canbbean

+ Tourists spend most of ther time on the bost
saling from istand 10 island

+ Can be practiced aiso 8s compettion o 8
‘secondary acvity

Diving

Practice of swimming underwater efher using
Breathing apparatus (scuba diving) or hoiding
one’s breath (snorkeling)
Recreationsl diving is 8 populsr activity
Professional dving offers a range of dving
activites in underwater locatons

Iting

Cricket

+ Tradtional game introduced to ASB by Great
6rtan

+ The tourism motivation is mainly for events

Game fishing

+ Activites of catching fish for sport by
anglers

recreatonal

Water sports

+ Recreationsl sports practiced in water
+ Primary purposes are participation, improved

physical fitness, fun and social involvement

+ Water sports take place on hotel premises.

sports club of on beaches.

Sporting events

+ Primary purposes are participation. improved

physical fitness, entertanment

+ Sporting events can be compestive where &
cbjective

winner e winners can be identified by

Michael D.
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http://www.do-great.work/Flipbooks/PICO/SAILS/Antigua%20Sails.html

Masterplan

STRATEGY

The b/spoke. Journey

—

{
Architecture Interior Sales I Sales l Source Model l Design &
Prototype | Design  |= Collateral & Contad Fabricate & | Villas & | Build
Designs {  Packages Website Install Residences ‘ Program

~

Half Moon Bay

Hotel \ g S;':;:’Z:l:/ B L L Construction |

Ocean Villas

Beach Front Residences
Peninsula Residences
Hillside Residences

Half Moon Bay, Antigua

A strategic plan
for the creative, b oo o : Selrleia Hall Moon Bay, Antigua Concept B Strategy Peninsula Residences
branding o » milin ol i millin nilhin b e oo
marketing and :
execution fora = JU | W Dg: - e : s s
luxury villa ; dovtopmant v :
R attract a carefully Examine Explore
development co- el e ' = opportunits _ Innovatve
. - branding met
branded with a bt ocs the - ot T
luxury resort 7 ".‘.':;;‘.'::;."'.?.? Sowers | | nomsl
create re an 2 / events [ web
property under aspiration? Mkt gt
construction in 79 ; - ro | e
. - addition to
Antigua. S : ‘ v - A S 7 e
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http://www.do-great.work/Flipbooks/MLX/BSPOKE/mobile/index.html#p=1

Montpelier Estate Heritage Site ;.{5

CONCEPT

Feasibility Study

Site + Master PI an I' )
S B vE Hoe - -_&"’"f PAVED "oAp sccess i/ JER e
3 T . — - ll
32 Acres e ‘ an ) W
\
FREETOWN
ESTATE

| RESIDENTIAL
LOTS

Artisans Village

Heritage Center

CANE FIELDS

PELIER ESTATE

%5595 v avou Q3Avd 3uN404

WIND TURBINES

- L
5:,?:"'?; '. . ‘ * | NATURE Ao : a ‘ \ "
P A E——— o T I ] Sugar Factory - Restoration
VILLAGE 3 !, 3 LG8
Light c ..
y ST PHILIPS g / ‘ i 3
m ESTATE CANE FIELDS 1 § 5w )
— \'I RESIDENTIAL 33 Acres
ml Montpelier Estate Antigua i i HORSE FRAIL
Ex cdon s TheFarm,
Awide-ranging
exploration of Montpelier Estate Distillery & Restaurant Estate Restaurant
opportunities to
create a .
in n | l I ‘
sustainable and Ul .“““““”
profitable ‘Fﬁ'
destination J IE:H‘:‘ Ti; i -\1:!:. .
attraction for a ¥
200-acre site on
Antigua' D[stlnery School

nce ! i»nezork [f th!m (762mmg gauélines M}

extent serving the sugar cane industry. The railway was operational from around 1903

until 1971.
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http://www.do-great.work/Flipbooks/PICO/MONTPELIER/mobile/index.html#p=1

STRATEGY

Lol \ V. i1
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L
ul Montpelier Estate Antigua

In support of the
concept and
master plan for
the Heritage
Site, a detailed
report on
tourism,
demographics
and the business
and financial
models.

Economic Impact

the destination.

Total Cruise
Tourism Expenditures
($US Millions)

55% of the cruise parties that went ashore $439

purchased a shore excursion.

74% of passengers who purchased a tour did

so through their cruise line.

Passenger
Onshore Visits
(Thousands)

Research - Market

Research — Attractors

Development Cost Analysis

REPORT:

Antendance peojections
§ year Pro-forma earned revenue centers and estimates

5 year Pro-forma operating expense estimates

Prebminary project capital budget

Sensitivity Analysis

Breakeven and IRR estimates

Suggested space allocations and adjacencies
Suggested timeframe and schadule for

Total Total Employee
Employment Wage Income
($US Millions
1,170 $11.10
Average Total Passenger
Expenditure Expenditures
per Passenger ($US Millions)

Research — Analysis

| clonn reums rmcmwner
| Caribbean wim 25.7 mition
| tourism

| growth up

! 7%

Mot DR ——

sebar a2 -
Project Concept Feasibility Report

Feasibility Study

Montpelier Estate Heritage Site

Research — Cruise Market

Biggest Cruise Ship to Ever Visit Antigua

ATy |

S"""'—_
oW

Jelty Harbou
Geand Extate

——
Red Snagger Tamannd Hits Acarment
e
I
e
ke
——

Jumry Bay
Grand Estates.
NonSuch Bay.
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http://www.do-great.work/Flipbooks/PICO/MONTPELIER/REPORT/mobile/index.html#p=1
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Concept
Presentason

ml FOOD Theatre

The almost
limitless
possibilities of
entertainment
and education
driven by the
concept of
creating a live
venue built on

Food and Theatre. il g T Ny« 35 o' bl e 2 25
*Fashion Shows * | | THEVENUEZ = Movie Predbiers THE SHOW
& oy L [ 7 -
- - L
TN ey 8 Dﬁu*afl
! international
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Trend-setting F_.aci lities
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Signature Experiences
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Performance Ay
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http://www.do-great.work/Flipbooks/PICO/FOOD/FOOD.html

T SR10-NY

H10 & W11 NY

Concept and
design for 20
hotels, 12,000
rooms and 60
restaurants. The
multi-branded
properties are part
of a 26 hotel
complex in
Makkah.

Michael D.
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http://www.do-great.work/Flipbooks/JODC/JODC%20Makkah.html

CONCEPT

ml Creative Minds Workshop

A creative
workshop and
concept
presentation for
the developers of
hotel and
entertainment
complex, including
an MGM Grand and
Bellagio on an
island site in
Dubai.

Cultural Planetérium

- A

n
il

§ EV-11 Exhibition Dining

n 4 ~ 1 .
|| 4 !
EV-14 Waterfalls Projection L3 S - EV-05 Arabian Scroll
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http://www.do-great.work/Flipbooks/PICO/MGM/MGM.html

LXconsulting.co
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Thank you
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