
FRA Award Submission
Category: MANAGEMENT PROGRAMS/CREATIVE PARTNERSHIPS
Submission: HALLANDALE BEACH FOOD AND GROOVE FESTIVAL HOW 
EVENTS BRAND A CITY

Description:
Festivals provide a way for every city to produce a unique brand: a theme that becomes embedded in the identity of the locale. 
For the past three years, the Hallandale Beach Community Redevelopment Agency has partnered with the South Beach Food and 
Wine Festival (SOBEWFF)  to produce a larger-than-life event in a city of only 4.6 square miles. The event is designed to showcase 
our biggest DVVHW��UHVWDXUDQWV�WKDW�UHSUHVHQW�ȴYH�FRQWLQHQWV�RI�FXOWXUH�DQG�FXLVLQH��:LWK�RYHU�������DWWHQGHHV�RQ�)HEUXDU\�����RXU
�ODUJHVW� turnout to date), the festival was a celebration of the City’s culinary entrepreneurs, diversity, and resilience.

Innovation - How the project used new ideas to solve problems or to 
carry out the project or program*
Festivals are not new; however, they make their mark in economic 
development when they become key innovative drivers for commercial 
activity, the local economy, and tourism by becoming an integral part of 
a city’s brand identity. What made the Hallandale Food & Groove Festival 
unique was the unusual nature of a partnership between a large, popular 
LQWHUQDWLRQDO�EUDQG��WKH�6RXWK�%HDFK�)RRG�DQG�:LQH�)HVWLYDO��DQG�D�VPDOO�� 
6RXWK�)ORULGD�FLW\��ΖQ�������WKH�+DOODQGDOH�%HDFKȇV�([HFXWLYH�'LUHFWRU��'U�� 
Jeremy Earle saw an opportunity and seized upon it. He recognized that the 
internationally-renown South Beach festival in Miami could be replicated on 
an alternative scale in Hallandale Beach, a much smaller destination that lies 
between the two hubs of Fort Lauderdale and Miami. Dr. Earle approached 
the South Beach organization with a proposition: The CRA would provide the 
venue, the restaurants, and the attendees while they would provide the 
marketing power of a global brand. The  South Beach Food and Wine 
Festival’s name brand recognition as a household name and presence on 
major social media channels provided aggregate marketing power to 
Hallandale Beach’s restaurants. It enabled them to leverage a global brand to 
promote their chefs, menus, and cuisine. Together, both SOBEWFF and the 
CRA ZRXOG�HVWDEOLVK�DQ�HYHQW�WKDW�GHOLYHUHG�WKH�H[FLWHPHQW�DQG�SUHVWLJH� of 
the former to the home-grown culture of the latter. 

Community Impact – How the project improved economic, social, design, 
cultural assets of the community.
The Hallandale Food and Groove Festival became a home-grown phenomenon. An integral part of the HBCRA’s economic 
development related programming was the approval of an Arts and Culture in Public Places initiative, that was designed to 
VXSSRUW�DUW�DQG�FXOWXUDO�DFWLYLWLHV��LQFOXGLQJ�WKH�FXOLQDU\�DUWV��LQFHQWLYL]H�WKH�ORFDO�HFRQRP\��DQG�FUHDWH�EUDQG�DZDUHQHVV�DQG�D� 
FXOWXUDO�LGHQWLW\�IRU�WKH�&LW\�RI�+DOODQGDOH�%HDFK��ΖQ�LWV�ȴUVW�\HDU��WKH�HYHQW�VROG�RXW�WR�����WLFNHW�SD\LQJ�DWWHQGHHV��ΖQ�LWV�VHFRQG� 
\HDU�������DQG�GXULQJ�WKH�SDQGHPLF��D�PRUH�FDXWLRXV�DWPRVSKHUH�VWLOO�VDZ�D�VROG�RXW�FURZQ�RI�����WLFNHW�SD\LQJ� 
DWWHQGHHV��+RZHYHU��WKLV�\HDUȇV������IHVWLYDO�WKH�&5$�ZDV�SOHDVHG�WR�VHH�D�VHOO�RXW�FURZG�RI�RYHU� 
������DWWHQGHHV�Ȃ�GRXEOH�WKDW�RI�WKH�SUHYLRXV�\HDUV��7KH�HYHQW�ZDV�FXVWRPL]HG�WR�IRFXV�RQ�WKH� 
FKHIV�DQG�PHQXV�RI����SDUWLFLSDWLQJ�ORFDO�UHVWDXUDQWV��ΖW�SURYLGHG�YLVLELOLW\�IRU�RQH�RI�+DOODQGDOH� 
%HDFKȇV�ELJJHVW�HFRQRPLF�DVVHWV��UHVWDXUDQWV��FRHH�VKRSV��EDNHULHV��DQG�EDUV��)RU�WKHLU�
participation and costs incurred for providing food and labor at the festival, each restaurant was 
UHLPEXUVHG��������E\�WKH�&5$��7KH�HYHQW�ZHQW�D�VWHS�IXUWKHU�WR�KRVW�D�FRQWHVW�IRU�WKH�ORFDO�FKHIV�� 
KDQGLQJ�RXW��VW���QG��DQG��UG�FDVK�SUL]HV��7KH�SXEOLF�DZDUHQHVV�FUHDWHG�E\�WKH�HYHQW�DQG�WKH�VRFLDO�
media that promoted it, helped particpants learn all about the City’s restaurant culture and 
how it is a convenient destination for foodies and tourists alike. The design of the event was 
consistent with these objectives. Our restaurants were represented at the festival in a wide, 
open outdoor setting where attendees could go table to table, meeting local chefs and 
VDPSOLQJ�WKHLU�FXLVLQH��7KLV�H[SHULHQFH�ZDV�FRPSOHPHQWHG�ZLWK�OLYH�PXVLF��VWUHHW�HQWHUWDLQHUV��
and several famous hosts. 

Funding – How the project leveraged funding and in-kind assistance.
Direct funding for the Hallandale Food and Groove Festival was paid for by the HBCRA; 
however, the CRA was able to leverage the powerful marketing resources of the South Beach 
RUJDQL]DWLRQ��SURPRWLRQDO�FRYHUDJH��HYHQW�GHVLJQ��VRFLDO�PHGLD��FHOHEULW\�FKHIV��DQG�PXFK�
more). The venue owner, Gulfstream Park, also contributed resources to the event in terms of 
personnel and logistical services. The City of Hallandale Beach and the HBCRA partnered to provide 
numerous services to ensure that the evening was safe and successful these included police, emergency 
services, parks services, and at least ���YROXQWHHUV��



Problem Solving – How the project used problem-solving to address unique local issues*
The chief problem-solving endeavor of the Hallandale Food and Groove Festival revolved the need to create a 
distinct kind of brand awareness and tourist destination for Hallandale Beach. While South Florida has many 
EHDFKIURQW�FLWLHV�WKDW�RHU�HQWHUWDLQPHQW�DQG�DWWUDFWLRQV��+DOODQGDOH�%HDFK�KDV�EHHQ�VHHNLQJ�WR�FRQFHQWUDWH�
RQH�RI�LWV�JUHDWHVW�DVVHWV��DQ�LQWHUQDWLRQDO�DUUD\�RI�UHVWDXUDQWV��LQWR�D�EUDQGHG�HYHQW��7KH�+DOODQGDOH�)RRG�
and Groove Festival embodies this very notion and ties itself to the excitement of the South Beach brand. 

2Q�DQRWKHU�OHYHO��WKH�SDQGHPLF�DOVR�SUHVHQWHG�VRPH�FULWLFDO�FKDOOHQJHV�����KRZ�WR�
FRQYHQH�ZHOO�RYHU�������DWWHQGHHV��SHUVRQQHO��DQG�EXVLQHVVHV�VDIHO\�LQWR�D�ODUJH�
RXWGRRU�VSDFH�DW�D�WLPH�ZKHQ�WKH�SDQGHPLF�ZDV�VWLOO�TXLWH�DFWLYH��DQG����KRZ�WR�JHW�
SHRSOH��PDQ\�RI�ZKRP�KDYH�EHHQ�ORFNHG�LQ�WKHLU�KRPHV�IRU�RYHU�D�\HDU�LQ�TXDUDQWLQH��
WR�HPEUDFH�WKH�RSSRUWXQLW\�WR�DWWHQG�WKH�HYHQW���7KH�ȴUVW�ZDV�D�FKDOOHQJH�RI�
public safety while the second was a challenge of overcoming the lethargy of economic 
shutdown and encouraging consumers to come out and support our neighborhood 
UHVWDXUDQWV��7KLV�HYHQW�SURYLGHG�WKH�SV\FKRORJLFDO�XSOLIW�LQ�FRQȴGHQFH�IRU�ORFDOV�DV�ZHOO�
as commercial activity and awareness for our businesses. Hallandale Beach Community 
Redevelopment Agency looks forward to producing an even bigger and better even in 
�����ZLWK�D�QHZ�WKHPHV��FRQWHVWV��DQG�IHDWXUHV�

Applicability to Other Communities –Why this project or program could be trans-
ferred to other communities.
Communities have a very useful economic tool at their disposal when it comes to the 
creation of special events; especially those which become tied to the identity of the re-
JLRQ�E\�FDSLWDOL]LQJ�RQ�LWV�VSHFLDOL]HG�DVVHWV��)RU�+DOODQGDOH�%HDFK��WKRVH�DVVHWV�ZHUH�LWV�
UHVWDXUDQWV��WKH�VXEWURSLFDO�HQYLURQPHQW��DQG�WKH�RSHQ�DLU�YHQXH�RI��*XOIVWUHDP�3DUN��
ZKLFK�LV�DOUHDG\�D�GHVWLQDWLRQ�IRU�PDQ\�6RXWK�)ORULGLDQV�ZKR�FRPH�IRU�WKH�KRUVH�UDFHV��
FDVLQRV��DQG�VKRSSLQJ�PDOO���<HW��PDQ\�FLWLHV�KDYH�GLHUHQW�DVVHWV�WKDW�DUH�
KLVWRULFDO��JHRJUDSKLFDO��QDWXUDO�IHDWXUHV��HFRWRXULVP��VFHQLF�EHDXW\��HWF����RU�EDVHG�RQ�D�FRQFHQWUDWLRQ�RI�VSHFLȴF�LQGXVWULHV��
Each city must determine how to create an event based upon the unique combination of these assets.

Other Things to Tell the Judges – 
+DOODQGDOH�%HDFK�&RPPXQLW\�5HGHYHORSPHQW�$JHQF\�ORRNV�IRUZDUG�WR�SURGXFLQJ�DQ�HYHQ�ELJJHU�DQG�EHWWHU�HYHQ�LQ������ZLWK�D�
QHZ�WKHPHV��FRQWHVWV��DQG�IHDWXUHV�




