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The Phoenix Trolley Museum has relocated from its 
long-time home to a new location on Grand Avenue 
in Phoenix.  A board of dedicated volunteers is 
revitalizing the organization and developed this detailed 
business plan to guide the transition.  The business 

plan serves two functions:  First, it describes how the Museum 
will obtain financial support for its mission, thus documenting 
for the community and potential donors how their investment in 
the organization will be returned.  Second, it serves as a guide 
for leadership and members of the Museum to reach the goal 
of constructing a new museum to house and protect historic 
street cars in Phoenix.  The business plan will guide activities of 
supporters and organizers as we embark on a journey to build a 
new museum telling the story of Phoenix and its trolleys.

The business plan begins with a discussion of the Museum’s mission, 
vision, values, and goals.  The goals section provides a detailed road 
map of short and long-rang objectives.  This is followed by a location 
and market analysis.  This section explains why the new Grand Avenue 
location is a good one for the Museum.   The market analysis shows 
there is significant support for the proposed history attractions and 
activities at the site.  A detailed examination of proposed revenue 
sources and expense categories follows.  This section culminates in a 
representative budget for when the Museum is completely operational in 
the new location.  A review of current leadership and officers is included.  
This is paired with a description of proposed staffing for the Museum, 
for both paid and volunteer positions.  A marketing plan is included 
as a sub-set of the business plan.  It provides a concise summary of 
marketing activities that will guide museum leadership and supporters 
in achieving the goals and objectives.  Finally, the business plan has a 
number of imaginative visions for what the future museum could be.

Executive Summary

IMAGINE a fully restored functioning 
Phoenix trolley car traveling up and
down Grand Avenue, as it once did.Creating Experiences that

 Connect People to Our Community

Trolley Car tokens used to 
ride the line for 5c each.

phoenixtrolley.org

Background 

F rom 1887 to 1948, 
Phoenix’s trolley system 
was the way that most 

people got around downtown. 
Numerous streetcars ran on 
the line, which covered Phoenix 
and eventually extended into 
Glendale.  The trolley system 
operated successfully through 
World War Two, transporting 
thousands of people to their work 
and leisure destinations.  The 
system floundered in the post-
War period, and came to an end 
in 1947 when a fire destroyed 
most of the streetcars.  Only a 
few survived this catastrophic 
event and those that did were 
later lost after the cars were 
converted to other uses.

Two of the streetcars have 
been preserved by a small 
group of volunteers.  
They were led by Larry 
Fleming, a lawyer and 
trolley enthusiast.  Fleming 

wrote the definitive book on 
street railways in Phoenix, Ride 
a Mile and Smile the While: A 
History of the Phoenix Street 
Railway, 1887-1948.    The 
Phoenix Trolley Museum was 
founded in 1975.  The Museum 
was established as a 501(c) 3 
nonprofit organization in 1978 
as the Arizona Street Railway 
Museum, doing business as 
the Phoenix Trolley Museum 
(PTM). The PTM is dedicated 
to the preservation of historic 
Phoenix trolley cars and 
associated memorabilia, as well 
as educating the public about the 
transportation history of Phoenix. 



While there is a considerable interest in rail history 
in Arizona, including the Arizona Railway Museum in 
Chandler, the McCormick-Stillman Railroad Park in 
Scottsdale, and the Arizona Railroad Museum in Williams, 
our Museum is the only one in Phoenix dedicated to the 
story of the Phoenix Railway using original streetcars 
from the system.  Tucson has an active trolley museum.

In the spring of 2016, the Museum learned that it must 
relocate.  As a result, the Museum has executed a plan 
to relocate the Museum and position the PTM as a 
successful and sustainable entity.  PTM has a very real, 
pressing mandate and a perfect storm of opportunity:  

to bring the PTM to life, energize it and make it one of 
the city’s significant cultural assets again. By extension, 
PTM can become the spark that will ignite a movement 
to unite the varied facets of our community interested in 
telling the story of Phoenix history. 

PTM completed its relocation plan and vacated its long-
time Hance Park site in December 2017.  We are ready 
to initiate our next planning efforts and develop the new 
Museum, located on Grand Avenue.

Our target markets are individuals and groups who are 
interested in regional history, transportation history and 

the technical and aesthetic aspects 
of the rail system, such as railroad 
hobbyists. Leadership consists of a diversified group of 
men and women who share an interest in Phoenix history 
and who are contributing a wide range of knowledge 
and experience in museum operations and historic 
preservation to the project. Leadership is committed to 
the mission, the vision, and the continuous improvement 
of the PTM.

On Washington Street looking east 
at 7th Avenue. This is the earliest 
known photo of the trolley system.

(Arizona Photography Association)

Streetcar #116 
on display in 
downtown Phoenix.

M E M B E R

IMAGINE the story of Phoenix’s rise to 
prominence unfolding in front of you as you 
stroll among the Museum artifacts.



The board of the Phoenix Trolley 
Museum has established a specific 

mission statement and a vision for the 
new Museum.  These are listed below.  
In addition, the board has established 
a series of short-range and long term 
goals for the Museum now that it has 

relocated to Grand Avenue.

Mission 
Our mission is the preservation of the rolling stock and the 
associated collection, as well as educating the visitors to the 
Museum about the Phoenix Trolley and the impact it had on 
the community. 

We tell the Phoenix Trolley story, by … 
• Engaging the community 
• Offering interactive educational experiences 
• Collecting, preserving, and showcasing historic streetcars

Vision
Our vision is to be the leader in interpreting the history of 
Phoenix as it relates to early transportation in the community, 
with a particular focus on historic and modern street railways. 

Values 
• Integrity
• Excellence
• Community Involvement 
• Passionate Advocacy for Phoenix History 

Goals 
The following goals apply to the three elements contained in 
our mission statement.  In addition, a fourth goal area applies 
to administration and management of the organization.  
The goals and objectives are time sensitive; included in the 
description is an indication of the priority shown in parentheses 
(now, 1-year, two years, longer).  Following a discussion of the 
goals by mission area, a chart summarizes the goals in priority 
order.  

Key goals and objectives include:

• Execute the business plan and position PTM as a successful 
and sustainable museum.

• Complete the purchase of the leased location on Grand 
Avenue. This location meets the needs of size, accessibility, 
and visibility.

• Raise the visibility of Car #116, through a mural at the new 
site and/or temporary exhibit(s).

• Develop new museum facilities at the Grand Avenue site.

• Complete an assessment and restoration plan for 
trolley cars #116 and #504.

• Continue and expand fund raising activities.

• Recruit board members with specific skills and 
enhance board development.

• Hire staff, establish programs, and recruit additional 
volunteers to operate the Museum. 

Mission, Vision, Values & Goals

This rendering is a mechanical 
drawing of a Birney Safety Car 
made by American Car Company 
and purchased by the City of 
Phoenix in 1928



Engage The Community

Goal 1: Maintain and grow membership

Objective: Obtain renewal of 80% of existing 
members (1-year)

Objective: Double membership in 2018 (to 
100 members) (1-year)

Objective: Connect with membership through 
monthly newsletters (now)

Goal 2: Build non-member following and 
brand identity

Objective: Create mural of Car 116  
at Grand site (1-year)

Objective: Develop Car 116 as an asset (1-year)

Objective: Develop marketing initiatives (now)

Objective: Raise social media profile (now)

• Create Facebook and Instagram posts at 
least weekly

Offer Interactive Educational Experiences

Goal 1: Exhibit development

Objective: Develop exhibits that support the 
interpretive plan and can be achieved at  
1117 Grand (2-years)

Objective: Install two major exhibits (2-years)

Goal 2: Develop educational events 
throughout the year

Objective:  Conduct school tours (1-year)

Objective: Create and operate a speaker’s 
bureau (1-year)

Objective: Conduct a destination event, such 
as a “gala” (1-year)

Goal 3: Develop public programs that 
connect people to PTM

Objective: Sponsor partnerships and traveling 
exhibits (2-years)

Collect, Preserve, and Showcase 
Historic Streetcars
Goal 1: Develop new museum facilities 

Objective:  Purchase 1117 Grand property 
(1-year)

Objective: Conduct site survey including 
soils, utilities, existing building assessment 
(2-years)

Objective: Design new facilities (2-years)

Objective: Obtain necessary permits and 
zoning entitlements (2-years)

Objective: Build new facility (3 + years)

Goal 2: Get car #116 working on a 
demonstration track 

Objective: Identify requirements and 
equipment needs for trolley infrastructure 
(2-years)

Objective: Create restoration plan for car 
#116 (2-years)

Objective: Create an exhibit utilizing the relic 
streetcar #504 (2-years)

Goal 3: Organize and manage collections

Objective: Inventory historic collections and 
possessions (1-year)

Objective: For non-historic items, decide what 
to keep and what to liquidate (now)

Objective: Liquidate unwanted assets (now) 
• Yard sale

 

Mission Element 1: Mission Element 2: Mission Element 3: 

IMAGINE watching 
trolley Car No.504 being 
restored in a living history 
setting, as engineers and 
technicians put it back 
together while you watch 
history being remade.



Goal 1: Recruit additional committee/board members  
with needed expertise

Objective:  Fill vacant board of directors positions (now)
Objective:  Recruit additional working committee members (now)

Goal 2: Operate museum with regular hours
Objective: Clean up/spruce up existing facilities (1-year) 

• Get plumbing in working order 
• Resolve front walk ADA issues 
• Replace front door 
• Repair/finish out front two rooms

Objective: Develop volunteer program (now)
• Recruit volunteers
• Create volunteer manual/standardize  

talking points

Goal 3: Build capacity to raise operating  
and capital funds (now)

Objective: Identify and develop revenue sources (now)
• 20th Century Electric Railway Foundation
• Marley Foundation
• APS
• BNSF
• Money making events and programs
• Entrepreneurial activity at Grand Avenue site

Goal 4: Build political and community connections
Objective: Develop organizational partnerships (now)
• Represent PTM at networking events
• Reach out to naturally allied organizations and museums
• Participate in/cosponsor downtown events
• Participate in museum association events
Objective: Engage political connections (now)
• Contact city elected officials
   

Administration:  
Running an Effective Organization

IMMEDIATE:
• Maintain and grow membership through monthly newsletters
• Build non-member following and brand identity through marketing initiatives
• Raise social media profile with weekly Facebook and Instagram posts
• Develop volunteer program by recruiting volunteers; create volunteer manual  

and standard talking points
• Begin to organize and manage collections by liquidating non-historic and unwanted assets
• Recruit board members with specific skills and enhance board development
• Recruit additional working committee members
• Build capacity to raise operating and capital funds
• Identify and develop revenue sources for operating and capital expenses
• Build political and community connections by contacting elected officials and developing 

organizational partnerships

SHORT TERM:  1 YEAR 
• Maintain and grow membership by renewing of 80% of existing members  

and doubling membership in 2018
• Engage the community by creating a mural of Car 116 at the Grand Avenue site
• Develop brand  identity by using Car 116 as an asset and attraction, at the site  

or elsewhere if needed
• Conduct educational events by offering tours for school children
• Create and operate a Speaker’s Bureau
• Develop and conduct a destination event, such as a “gala”
• Purchase the Grand Avenue site
• Complete an inventory of historic collections and possessions
• Clean up/spruce up existing facilities

LONG TERM:  YEARS 2 to 5
• Develop exhibits that support the interpretive plan and can be achieved at 1117 Grand
• Install two major exhibits, including an exhibit utilizing the relic streetcar
• Sponsor partnerships and traveling exhibits
• Implement outreach programs
• Develop plans for new museum building:  Site survey and assessment,  

design new facilities, obtain permits and zoning
• Begin construction of new museum building
• Create plan to restore Car 116 to street-ready condition; Identify requirements  

and equipment needs for trolley infrastructure

Summary Chart:
Goals by Priority

The Trolley at the Grove in Los 
Angeles is the centerpiece of a 
fabulous shopping experience.



Location & Market Analysis

Analyzing the resident and 
tourism markets available  
to support PTM:

The location and market analysis undertaken in preparing this 
business plan is based on the following tasks: 

• Evaluating the site and facility from a marketing and 
operational perspective

• Analyzing the resident and tourism markets available to 
support PTM 

• Researching similar museums for their operating and 
success strategy

• Estimating revenue potential and expenses and preparing 
pro forma financial statements 

• Identifying sources of non-operational revenue including 
grants, contributions, gifts and non-cash goods, or services 

• Developing a marketing plan 
• Developing an interpretative/exhibit plan 
• Preparing a personnel plan 

The marketing plan is included here as a component of 
the business plan.  The interpretive plan was completed in 
January of 2018 and addressed several potential audiences 
for the Museum that have unique location and marketing 
requirements.  The interpretive plan is a separate document 
and is available on the Museum’s website:  http://www.
phoenixtrolley.com/

Site Evaluation:
The new Phoenix Trolley Museum site is located at 1117 
Grand Avenue.   The new location was chosen after a lengthy 
and detailed site selection process.  A key factor in selecting 
the Grand Avenue location included keeping the Museum 
in Phoenix, so it would maintain its relation to its historic 
location.  Other factors include sufficient size to house three 
streetcars, accessibility to surrounding streets, and visibility to 
the public.  In terms of accessibility, the board wanted to allow 
for future operation of the cars in the streets of Phoenix.  The 
Grand Avenue location allows this, as access is provided on 

two sides of the property.  Additionally, the historic streetcars 
once operated on Grand Avenue starting in the 1890s.  In a 
sense, returning to Grand Avenue is returning to the trolley’s 
historical roots.

Our vision for the site includes a rehabilitated historic building 
for the Museum exhibits, a trolley shed for maintenance, 
display of several cars, and space for a coffee shop/café/
microbrewery. The PTM facility conceptual design has been 
prepared by Bob Graham, principal architect at Motley Design 
Group. 

Grand Avenue originates at the intersection of 7th Avenue 
and Van Buren Street, and cuts diagonally toward the 
northwest across the urban grid to Glendale, Peoria, Sun 
City, Wickenburg, and ultimately Las Vegas. The first mile 
of Grand Avenue is from the 7th Avenue and Van Buren 
intersection up to where Interstate 10 crosses over, just north 
of the 15th Avenue and Roosevelt Street intersection.  This 
one-mile stretch is known as Historic Grand Avenue.  In 
recent years, the area has been colonized by artists and small 
businesses and is in rapid transition to becoming an arts and 
retail destination for the entire Valley.   As noted above, by 
the 1890s Grand Avenue was a route for the trolley with the 
territorial fairgrounds as a destination.

Historic Grand Avenue’s property owners and tenants are 
represented by the Grand Avenue Merchant’s Association 
(GAMA). GAMA is actively working with the City of Phoenix 
Planning Department to build a consensus for future 
development of the area. Planning efforts to date have 
coalesced around the general idea of a walkable, vital, and 
exciting streetscape experience, focusing on preservation 
and rehabilitation of the existing building stock while 
allowing enhancement of the streetscape with the addition 
of compatible new features. Historic Grand Avenue area is 
poised for revitalization in keeping with the renaissance of 
downtown Phoenix, the success of the Roosevelt Row Arts 
District, the rapid improvements on the Capitol Mall, and the 
new downtown Arizona State University campus. 

The PTM expects to attract visitors from both resident 
and tourist markets.  However, the Museum’s local 
residents will be a significant source of visitors. The 
primary source of visitation is expected to come from 
downtown residents and visitors in the area close to the 
Museum.

Important museums like the Heard Museum, Phoenix 
Art Museum, Children’s Museum of Phoenix, the 
Arizona Science Center, Arizona State Capital Museum, 
and the Rosson House are located in downtown 
Phoenix, as are numerous galleries, major cultural 
facilities and the Phoenix Convention Center. Every first 
Friday of the month, thousands of arts patrons and 
revelers descend upon downtown for one of the largest 
monthly art walks in the country. 

The range of attractions in Phoenix has contributed to 
a growing employment base. Over 64,000 employees 
work within a one-mile radius of downtown. Downtown 
Phoenix is home to 9,000 residents who live in a 
variety of residential units from hi-rise to single family 
homes.  There is a thriving community of residents in 
well-preserved historic neighborhoods. This burgeoning 
residential community will be augmented by projects 
under construction that should add several thousand 
more residents in the coming years.  This will include 
both permanent residents and students.  The Arizona 
State University Downtown Phoenix campus is home 
to 15,000 students enrolled in programs in journalism, 
nonprofit management and nursing, including the 
renowned Walter Cronkite School and the Sandra Day 
O’Connor College of Law. Also in close proximity is the 
University of Arizona medical school and associated 
health science facilities.  Seven million people attend 
cultural, sports and entertainment events in the 
downtown area each year. 



Most museums are non-profits which relieves them 
of a significant tax burden.   However, nonprofit 
status also means that museums must develop 

sustainable revenue streams from a variety of sources. Four 
main categories of typical museum funding include grants, 
private donations, earned revenue (attendance and retail 
sales) and investment income. The typical U.S. museum 
derives just over 24 percent of its operating revenue from 
grants. Over the years, the bulk of this has come from 
state and local governments. The largest share of museum 
operating revenue, 38 percent, comes from donors in the 
private sector. This is defined as individuals, charities and 
philanthropic foundations, as well as corporate sponsors. 
The third operating revenue segment at 26 percent is 
commonly referred to as earned revenue. This is defined as 
those revenues resulting directly from museum exhibitions, 
programs, retail sales or rentals. Admission fees are included 
in this category, although such fees account for a very small 
percentage of museum revenue, generally around 5 percent. 
The fourth revenue category is investment income. On 
average, U.S. museums derive nearly 12 percent of revenue 
from investments. 

We expect the PTM to operate within this range of 
percentages, realizing that revenue percentages will vary with 
time and in comparison to other institutions.  In one example, 
the Rosson House Museum located at Heritage Square in 
Downtown Phoenix gets 4 percent of revenue from grants, 5 
percent from donations, 90 percent from earned revenue and 
1 percent from investments.  Rosson House earns 25 percent 
of its earned revenue from tenant rentals and 46 percent from 
venue rentals, sources of revenue not all museums have 
available. Admission fees account for 15 percent of earned 
revenue.  A different example, the Desert Caballeros Western 
Museum in Wickenburg, gets 4 percent of revenue from 
grants, 28 percent from donations, 54 percent from earned 
income and 5 percent from investments. Admission fees 
account for 22 percent of earned revenue. 

Today, we have the opportunity to re-imagine the Phoenix 
Trolley Museum in a whole new light, as a brand new 
modern entity, commensurate with the best Phoenix has 

to offer and telling the fuller story of Phoenix.

The streetcar is a nostalgic icon in some of the most romantic 
and heritage-rich locales in America, including San Francisco, 
New Orleans and Chicago.  Streetcars are immortalized on 
stage and screen in classics including ‘Meet Me in St Louis’ and 
‘A Streetcar Named Desire.’  The streetcar chronicles America 
through vehicles, from the earliest horse-drawn carriages to the 
height of their popularity in the 1920s and 30s.  Communities 
such as El Paso Texas re-imagined the past in their new trolley 
system, which harkens back to history by pairing mechanically 
modern streetcars that are vintage in their form & style.

PTM is dedicated to the preservation of original Phoenix trolley 
cars and associated memorabilia and education of the public 
about their place in the history of Phoenix.  The Museum, with 
its objects and stories, will allow visitors to come face to face 
with those in our past who, like us, had hopes and dreams, 
frustrations and achievements.  Through this process we have 
the potential to help us better understand ourselves and help us 
make better decisions about where we are going.

Modern museums today no longer sit static, awaiting the 
older generation to wander in and quietly appreciate the past.  
Successful institutions seek to become a community asset, 
where people not only come to learn, but can congregate, 
socialize, be entertained and feel an integral part of the 
community.  They are places to showcase the rich character of 
the town. Phoenix Trolley Museum will be at the core of telling 
the greater story of Phoenix history, a town that grew from the 
100th largest city in America in 1950 to the 5th largest city in 
the US by 2017.

In future phases of the Museum we intend to adopt 
new technologies that make the modern museum more 
approachable to all age groups. There are many new ways to 
tell the story of Phoenix.

Operating and success 
strategy of similar 
museums:

Imagining the Museum 
in its new location and 
market:

Continued from Page 7 
Access to the Valley’s freeway network is 
less than five minutes from the downtown 
core. Valley Metro Light Rail passes 
through downtown and serves as the 
midpoint between destinations in North 
Phoenix and East Valley cities, Tempe and 
Mesa. The closest light rail station, located 
at 1st Avenue and Van Buren, is less than 
a mile from the Museum. 

PTM is also expecting to draw visitors 
from tourist and convention attendees 
who stay or visit downtown. Downtown 
Phoenix is home to a recently expanded 
convention center making it one of the 
premier locations for conventions and 
trade shows in the Southwest. With 
approximately 900,000 square feet 
of space, it ranks among the top 20 
convention centers in the country. There 
are 3,094 hotel rooms in and adjacent to 
Downtown Phoenix. 

Since the end of the “Great Recession 
of 2008” the airline industry has seen 
record profits.  People are taking more 
vacations.  There is an explosion of new 
specialty restaurants in the Phoenix area.  
Well over 250 people move to Phoenix 
daily.  The revitalization of downtown 
Phoenix has people moving into the area, 
creating an economic hub where there 
was none for a number of years.  All this 
means people want “new experiences.”  
Many of these individuals are seeking 
authentic history experiences.  PTM 
will fill this void and bring the historical 
Phoenix experience back to our 
community and its visitors.



Phoenix Trolley Museum will generate revenue 
from a wide variety of sources, including 
operational revenues from tickets, retail, 
facility rentals and memberships; and from non-
operational revenue sources such as grants, 
donations and interest from investments.  

Most of the revenue for the Museum will be from non-
operational sources including corporate sponsorships, 
contributions, special events, and grants.  PTM will 

regularly engage in fundraising, hold fundraising events, and 
secure operating and/or project grants when available. In-kind 
contributions such as services, marketing, supplies, and other 
non-monetary support are also a source of contributed revenue.  
This strategy is similar to those used by museums nationwide. 
Virtually all not-for-profit museums receive a substantial share of 
their total revenues from such sources. The amounts of non-
operational revenues that such facilities receive can vary widely 
based on their circumstances, and the aggressiveness of their 
organizations.

Additionally, PTM will establish financial reserves and 
endowments.  While these money-management techniques are 
not strictly considered new revenue, they are an important part 
of the financial picture.   Over time, the Museum endowment will 
become a sustainable source of interest income.

The revenue sources listed here are primarily directed toward 
museum operations.  We recognize that getting grants for 
operational purposes is more difficult than grants for capital 
campaigns, so museum operations will be supplemented from 
earned income such as entrance fees and memberships.  For 
specific capital expenses and capital campaigns, there will be a  
need for a more tailored fundraising approach.

As the Museum buildings and exhibits are completed and it 
becomes a Grand Avenue destination, earned revenue from 
operational activities will form a greater percentage of revenue.  
These include admissions, event fees, merchandise sales, group 
tours, concessions, and venue rentals to outside groups.

Based on an analysis of similar museums, PTM anticipates 
revenue from several categories:  grants, gifts, earned income, 
and investment income.  These are described below.

Grants
Government Grants:  There are a wide variety of grants 
available from government agencies. Many museums receive 
a substantial portion of their annual budget from such sources. 
Government grants will be especially useful in funding special 
educational programs, exhibit development, production and 
installation, and other focused activities.  It is anticipated that the 
City of Phoenix will be a local source of funds.  The presence of 
the Museum in Phoenix provides an important destination for 
tourism and cultural heritage visitors, and thus is worthy of City 
support.

Foundation Grants:  Foundation grants for specific activities 
can be an important source of revenue. These grants may be 
for exhibits or programs; to support educational activities, or for 
reinvestment in the facility. These are often competitive grants, 
which require the Museum to have adequate staffing resources 
for ongoing grant writing and management.   The availability of 
a matching grant from the California-based Twentieth Century 
Electric Railway Foundation is an excellent opportunity that would 
provide a 50% match to local funds.

Gifts
Corporate Sponsorships:  Corporations are increasingly 
considering sponsorship of cultural and educational institutions 
as a way to meet their charitable obligations, while gaining 
positive publicity and public recognition. An annual, targeted 
development campaign by PTM would focus on regional and 
state corporations to serve as sponsors and partners for museum 
initiatives.  These corporations are a logical choice as they would 
benefit most from the public relations exposure assisting the 
Museum will provide.    Local possibilities include Arizona’s 
electrical utilities APS and SRP, because of the association of 
electricity with the trolley.  Another partner would be railroads that 
serve the region, such as Burlington Northern.

Private Philanthropy:  Many institutions derive funds from 
annual philanthropic giving and individual gifts.  This requires 
the identification of individuals who have an interest in history, 
railroading, or technology.

Annual Gifts:  A targeted development campaign should 
focus on regional residents, both individuals and businesses, 
who have the wherewithal to provide generous support. High 
level sustaining memberships will be invited and publicly 
acknowledged.  

Small Gifts:  Small gifts can be solicited on behalf of specific 
uses.  Likewise, small gifts can be solicited for general use.  These 
cannot be ignored and have the potential to provide a backstop to 

more substantial 
donations.

REVENUE

IMAGINE a trolley replica built 
to run on the Grand Avenue line 
with AC and powered by fuel 

cells, solar, Nicola Tesla energy 
concepts, much like The Grove 

in LA or the Americana at Brand 
in Glendale, CA.



Events:  Annual events are a common fundraising technique 
that normally takes the form of a single “gala” or other themed 
event.  A maximum of three smaller events will also be mounted 
during the year. 

Memberships:  Dues are a regular source of income for 
many non-profit groups.  In recent years, membership dues 
have contributed approximately 60% of PTM’s annual income. 
Memberships will continue to be an important part of the 
Museum’s income.  The board has set a goal of increasing the 
number of members and for increasing the renewal percentage 
for existing members.

Ticketing:  A nominal admission fee to enter the Museum 
and participate in the exhibits will provide a substantial portion 
of annual income.  Currently, the Museum collects voluntary 
donations for individual tours of the facility.  Standard admission 
fees will cover regular exhibits, and a special fee may be charged 
for traveling exhibits or special events.  The anticipated $37,000 
annual figure in the budget is based on 5,000 entries at an 
average figure of $7.50 each.  That is about 417 single visits per 
month; actual pricing will vary for adults, children under 12, and 
seniors.  An average figure is used in the proposed budget.   

Group Tours:  Outside of individual visits, the Museum will 
offer special group tours.  The Museum has a long history of 
hosting school tours, especially in the service of grade school 
Arizona history curriculum.  Adult chaperones receive free 
admission for assisting students with tours.  Other organized 
group tours include those from retirement communities, 
conventions and professional tourism organizations. 

Educational Programs:  In addition to school tours, the 
Museum will offer educational programs.  These will support 
the trolley theme or extend to the broader messaging of 
transportation and/or Phoenix history.  Lectures, speaking 
engagements, book signings, and demonstrations will provide 
additional income in the form of “special” program fees.

Merchandise Sales: PTM will sell tee shirts, branded 
souvenir items, and books to generate additional income for the 
organization. Numerous railroad-themed toys and collectables are 
available to serve as inventory for a small gift shop.  Furthermore, 
merchandise sales could take place through the PTM website.  

Vending:  Sales from vending machines such as food and 
beverages can make up a substantial amount of merchandise 
income with very little overhead.  We anticipate that the Trolley 
Museum will have one of the popular “penny smasher” souvenir 
machines to support our unique urban transportation messaging. 

Facility Rentals: These rental events span a wide variety of 
activities from personal events (weddings, private parties) to 
organized vehicle collector shows to periodic farmers’ markets or 
tractor shows.

Leased Concessions: The Phoenix Trolley Museum is located 
in the heart of a vibrant arts district.  The area is fast becoming 
a destination for foodies, artists, and “urbanistas” seeking 
interesting and pleasurable experiences.  This prime location is an 
opportunity to partner with one or more concessionaires that may 
need to lease space.  Currently, the Trolley Museum has a large 
vacant space where the new trolley barn will be constructed.  In 
the transitional period prior to construction of the new museum, 
this space could be leased to house one or more food trucks, 
artist stalls, or other small business.  Future planning for the new 
museum may include space for a catering kitchen, vending stalls, 
and/or larger event space that would invite concession income. 
Though viewed as a desirable amenity, PTM has no current plans 
to operate a café or food sales; such an operation would be leased 
to a concessionaire for a percentage of the gross concession 
income.  The revenue of $6,000 shown in the budget is expected 
to be primarily comprised of lease fees. 

Investment Income
Endowment:  An endowment for the Museum will be created 
and grown.  Income from the endowment should be used for 
operating revenue while preserving the principal.  Endowments 
may also be restricted to a particular use or goal or can be 
unrestricted, allowing the income generated to be used for  
any purpose.

Earned Income

IMAGINE the Museum 
as a showcase for future 
transportation technologies, 
like devices that absorbs solar 
power as well as absorbs 
water from the air that drives 
a streetcar. The Museum 
does not need to only be a 
repository of the past, but can 
feature the future as well.



Operating Revenue 
Budget

Operating
Expenses

Capital
Expenses

CONTRIBUTIONS      
Board Contributions $8,000
Private Contributions/Gifts $6,500
Grants $7,000
Contributions Sub Total $21,500

EDUCATION PROGRAM  
School Tours $5,000
Group Tours $2,000
Special Programs/Events $3,000
Education Sub Total $10,000

EVENTS  
Fund Raising Events (1 annual) $15,000
Fund Raising Events   $15,000
Facility Rental $12,000
Events Sub Total $42,000

MEMBERSHIP 
Individual $20 $1,000
Family $35 $350
Sustaining $50 $500
Patron $100 $1,000
Corporate $500 $2,000
Membership Sub Total $4,850

CONCESSIONS 
Merchandise Sales $6,000
Leased Concessions $6,000
Vending $500
Concessions Sub Total $12,500

ADMISSIONS  
Admissions (Individual tickets) $37,500
Admissions Sub Total $37,500

TOTAL REVENUE $128,350

OPERATIONS 
Bank Fees $3,000
Insurance: 
Property/Casualty $2,500
Officer/ Director $900

Office Expense $2,000
Professional Fee Accounting $2,000
Professional Fee Other $1,000
Professional Development $500
Property Tax $2,000
Utilities $7,500
Maintenance $5,000
Employee Payroll (director) $51,750
Contingency $8,000
Operations Sub Total $86,150

PROGRAMMING/EXHIBITS 
Programming $3,000

Marketing for Programs/Exhibits         $2,000
Exhibits $3,500
Supplies $500

Programming/Exhibits Sub Total       $9,000

EVENT EXPENSE  
Marketing for Events $2,000
Vendor Expense $4,000
Event/Expense Sub Total $6,000

VOLUNTEER 
Uniforms $1,000
Recruitment and training $1,000
Recognitions and Awards $800
Volunteer Sub Total $2,800

MERCHANDISE SALES  
Gift Shop Merchandise $3,000
Gift Shop Supplies $500
Merchandise Total $3,500

COLLECTIONS 
Collections Maintenance $2,000
Collections Sub Total $2,000

TOTAL EXPENSES $109,450

PROPERTY ACQUISITION 
 1117 Grand $150,000
Property Sub Total $150,000

MUSEUM BUILDINGS 
Design $75,000
House Rehab $200,000
Trolley Barn Construction $400,000
Collections Storage/Furniture $35,000
On-site Track & Electrical $75,000
Bldg Permits & Fees $20,000
Site Work $30,000
Buildings Sub Total $835,000

EXHIBITS 
Exhibits $250,000
Trolley Cars Restoration Plan $75,000
Exhibits Sub Total $325,000

TOTAL CAPITAL EXPENSES               $1,310,000

Tracks leading to the State Capitol. 
Electric generators used to power the 
Phoenix Trolley also powered the
new Capitol building in 1900.

It is our objective to be an 
innovative, forward facing 
organization, therefore 10% of 
our  revenue over expenses will 
be set aside to fund new ideas, 
as we find them applicable to 
making our visitors experience 
unique, exciting and contribute 
to their appreciation of history.

The budget represents a 
representative year once the 
Museum is operational during 

its initial years.  While this may be 
optimistic in our current condition, it 
should be doable with a new facility.  
Operating expenses are categorized in a 
manner similar to income.  The largest 
category is operations which include 
the major items to keep the Museum 
running, from personnel costs to 
utilities.  Other expenses are associated 
with programming, exhibits, volunteer 
activities, and merchandising.  Although 
merchandise sales can take a variety of 
forms, for the ease of categorization all 
expenses associated with this revenue 
stream are shown as “gift shop” in the 
proposed budget.  As a further note of 
clarification, the income listed in the 
budget is net of expenses for all items.  A 
line item for contingencies is listed as ten 
percent of operations expenses.

Capital expenses are the dominant portion 
of PTM’s expenses; and the most pressing 
expenditure is the purchase of the 
currently-leased property.  The Museum 
has an agreement in place with the owner 
to acquire the property for $150,000.  
For this reason, no mortgage expenses 
appear in the budget.  Major capital funds 
will be required to rehabilitate the historic 
building on the property for operational 
purposes.  Additional funding will be 
needed to construct a “barn” to house the 
historic trolley cars.

BUDGET



Proposed Staffing  
Currently, the Museum is an all-volunteer operation without any 
paid staff.  It is anticipated that staff will be added as the Museum 
grows and expands, beginning with an Executive Director.  Proposed 
staff positions are described below, followed by job descriptions for 
volunteers.  The proposed paid positions are listed in a recommended 
order of hiring priority.

Paid Staff
1. Title: Museum Director  
Main responsibilities: Oversight of the entire Museum and all other 
departments.  This position provides coordination with PTM Board of 
Directors. 

Salary:   $45,000 to start with fifteen percent for benefits; total budgeted 
$51,700.

This will be the first position hired.  It is hoped that this position will be filled in 
time to participate in planning and construction of the Museum, approximately 
one year before construction begins.

2. Title: Visitor Services Manager  
Main responsibilities: Overall management of the visitor experience from the 
time they look at our website, the moment they walk into the Museum and 
after they walk out the door.   Other responsibilities include ticket sales and the 
Museum store.

Salary: not determined

This is expected to be the second person hired since ticket and merchandise 
sales are an important aspect of our financial health.  It is anticipated that these 
items can be initially managed by a volunteer.

3. Title: Education and Volunteer Manager  
Main responsibilities: Planning and production of appropriate displays and 
coordination of the volunteer staff and school visits. 

Salary: not determined

This is expected to be the third person hired since education and volunteer 
activities can be managed by volunteer staff until such point that the Museum 
will require paid leadership.  A key aspect of this position will be to manage 
docent activities.  This includes docent education and scheduling.

Doug Kupel, President – Doug is a historian who has 
been active in several other history-related nonprofits, 
including FAZA, the Friends of the Arizona Archives, 
which successfully lobbied for, and achieved, a new 
facility for the archives of the state of Arizona. Doug also 
has a wealth of experience in working with the public 
sector, and has been an employee at the State Historic 
Preservation Office, the city of Phoenix, and the city of 
Glendale. This experience provides him with the kind of 
insight PTM needs to navigate the political issues that 
need to be addressed between PTM and the city. 

Michael Swaine, Vice-President – Mike is a Graphic 
Designer, with talents in design, marketing and web 
development. He is a past President of the Phoenix Art 
Directors Club and helped form Phx-AIGA when the two 
groups merged. Over his career as a designer he has helped 
well over a hundred non-profit groups with various projects, 
including a $20M campaign to form Young Life’s Lost 
Canyon Camp in Williams AZ. He is a former Board Member 
of the Rosson House Foundation and is still involved as a 
tour guide. He is also is the Communications Chair for the 
Central District of Boy Scouts in Arizona.

Robert Graham, Secretary – Bob is an historical 
architect based in downtown Phoenix. His talents lie in 
project management and organization as well as building 
design and real estate development. Bob also is active and 
highly visible in the downtown Phoenix community, and 
provides a conduit to a variety of outside interests, both 
political and private-sector, that may help the Museum 
achieve its goals.  He is a longtime, highly respected 
member of Arizona’s historic preservation community.

Terry Levitan, Treasurer – Terry is a CPA who 
has been practicing public accounting in the Phoenix-
metro area for more than 30 years. He is the principal 
shareholder in Levitan Tax Consulting PC, an Arizona 
professional corporation organized in 2003 to provide 
tax preparation and tax planning services to its clients. 
His expertise includes accounting and tax preparation 
services for medium and small businesses, individual 
taxpayers (domestic and foreign), estates and trusts, 
retirement plans, non-profit organizations (public charities 
and private foundations). He has served a wide variety of 
business classes and numerous professionals.

Will Keller, Board Member – Will is a retired Naval 
Architect who worked in shipyards in Pennsylvania, 
Wisconsin and Michigan.  He was an active member of the 
Railways to Yesterday Museum at Rockhill Furnace, PA 
from 1970-1979, where he assisted in the acquisition and 
initial restoration of former York (PA) Railways car #163.   
Will is a past President of the PTM. 

Lanny Trapnell, Board Member – Lanny is a retired 
software developer, computer systems analyst, and 
technical writer. He has a lifelong interest in passenger 
transportation past, present, and future. This includes 
buses, trains, planes, and more. Although his “day 
jobs” were not in transportation, they provided lots of 
opportunities for transit research near and far.
 
Jesus Aguilera, Board Member – Jesus is a paralegal.  
Since 2015, he has worked for Maricopa County, in the 
Office of the Legal Defender, Severance and Dependency 
Unit. He typically manages over 200 cases, along with 
2 attorneys.  Prior to joining the County, Jesus worked 
for several large law firms in the Phoenix area, including 
Lerner & Rowe, Snell & Wilmer, and David Wrobleski & 
Associates.  A native of Texas, he has an interest in air-
cooled transportation.

Gail Fleming, Board Member – Gail is an elementary 
school educator and administrator, ASU and NAU adjunct 
faculty member, native Phoenician, passionate pet owner, 
world traveler, and wife of PTM founder, Lawrence J. 
Fleming.  She is an advocate for the legacy he left his 
community which is the Trolley Museum and his book 
on all things Trolley, Ride a Mile and Smile the While: A 
History of the Phoenix Street Railway, 1887-1948.

Bill Gilmore, Board Member  – Bill is third generation 
collector, who specialized in locating rare vehicles & 
railcars worldwide starting in the 1980s. He opened 
Automotive Research Services to authenticate, document 
& appraise vehicles.  He has served as a consultant for 
several top-tier US and European auto manufacturers.  In 
addition, he conducted vehicle research was an expert 
witness for major law firms. He is a journalist and 
member of the Phoenix Automotive Press Assoc., Society 
of Automotive Historians, and National Association of 
Automobile Museums. He helped organize Scottsdale 
International Auto Museum.

BOARD MEMBERS MANAGEMENT AND ORGANIZATION



4. Title: Collections and Operations Superintendent  
Main responsibilities: Organization, supervision, record-
keeping and maintenance of all artifacts in the Museum.  This 
position is also responsible for building maintenance  
and security.

Salary: not determined

The Collections and Operations Superintendent maintains 
the cleanliness of the Museum buildings and grounds; 
supervises and conducts restoration work on rolling stock 
and buildings; and maintains structural, aesthetic, and 
historical integrity of rolling stock, artifact collections, and 
museum structures.

5. Title: Finance Manager  
Main responsibilities: All business matters including finances.  
This person is responsible for all payables, such as bills for 
air-conditioning, heating, and plumbing.  Manages accounts 
receivable and  
investment income.

Salary: not determined

At first, the Museum director will be responsible for all 
financial matters.  As the Museum grows and expands there 
will be an eventual need for a dedicated finance manager.  At 
present, the volunteer Treasurer is a member of the board of 
directors.  This individual is a CPA.

Contract Staff
Exhibits:  Planning, design and fabrication of exhibits will 
be undertaken by outside consultants on a contractual 
basis.  The team or teams will be responsible for developing 
exhibits from conception to implementation for large and 
small permanent, temporary, and future traveling exhibits.  
Collaborates with Museum staff, leadership, and members 
of the community to develop and produce exhibits.

Grants Administrator (future) :  This contract position will 
coordinate grant funding and resource development programs 
for the Museum, including research, proposals, procurement, 
partnership development, and program management.  
Coordinates all grant applications submitted by the Museum.

Volunteer Staff 
Volunteers play an integral role in the Museum’s daily 
operations and special events. From working in collections 
and archives to welcoming guests at festivals and events, 
volunteers provide essential support to PTM’s mission.

Education Assistant:  Assists the education mission with 
administrative functions, art activities, science projects, school 
tours and related work.

Merchandise Sales Clerk:  Assists in retail operations 
specializing in sales of tee shirts and railroad gear. 

Docents for Public Programs:  Assists with hospitality, guest 
relations, and more.  Bilingual volunteers are a plus.
Special Event Volunteers:  This position is for those with only 
a few hours to give.  This is also tailored for large corporate or 
organizational groups.   We have many events and clean-ups 
throughout the year where limited duration volunteers are 
needed.

Publications Technician:  This individual updates 
databases, processes publication orders, and assists with 
mailings.

Maintenance Technician:  Helps to maintain the Museum 
building and grounds.  The vibrant urban setting requires 
regular and careful attention so that it remains inviting and 
accessible to guests, particularly from October through May.

Library and Archives Clerk:  Provides volunteer support 
in the care and use of our extensive resource collection, 
and assists with public research needs in the Larry Fleming 
Library.

Woodworking / Finishing / Restoration Craftsperson:  
We have significant restoration projects and need hands-
on help to restore our trolleys.  We are looking for men 
and women with woodworking and painting/finishing 
experience, who enjoy working with others on significant 
projects and who have an attention to detail. 

Exhibit Technician:  To help ensure that the Museum 
remains an engaging destination, volunteers assist with 
installation, maintenance and general upkeep of displays 
and exhibits.

IMAGINE a horse drawn 
trolley that takes you up Grand 
Avenue to the Fairgrounds or 
as a participant in the Electric 
Light Parade.

The Trolley at Disneyland is one of 
the most remembered attractions 
and a centerpiece of the park

MANAGEMENT AND ORGANIZATION



T
he marketing plan, a subset of the business plan, 
covers the marketing of PTM to potential visitors. The 
marketing plan addresses marketing strategies to build 
awareness of PTM as a cultural visitor destination, 
including tours, rentals, and various events organized 

by management. Budgets for the various marketing projects will 
be developed as they are approved. At this point, it is possible 
to estimate visitor attendance and revenue improvements. 
More experience with each endeavor will enhance our future 
estimates. 

Branding of Phoenix Trolley Museum:   Branding for the 
Museum includes restoring and reestablishing the Phoenix Trolley 
Museum in its new location on Grand Avenue. This includes 
making Trolley car # 116 a working resource for celebrating 
Trolley history in Phoenix.  The Museum will again become a 
viable destination for people of all ages and generations. The PTM 
brand will require the development of a visual symbol or logo 
consisting of typestyle, color palette, fonts and graphics elements. 
The branding also must be in sync with the description of PTM to 
provide visit motivation. 

Marketing to Potential Visitors:  The main objective here is to 
develop and increase popular awareness of PTM with potential 
visitors who are largely unaware of the existence of PTM.   The 
awareness building must be done without paid advertising 
until such time that it becomes affordable. The new branding 
will be a major help, and ways must be identified to deliver the 
branding message along with the benefits of visiting the PTM. 
Ideally, the marketing projects directly affected by the branding 
will be introduced during the same time frame. Such synergy 
is operationally important for maximizing the public relations 
introduction. 

First, the consumer discovery process must be managed. How 
do potential visitors find the web-site, and can this process be 
managed? We should check and, if necessary, improve the 
web-site appearance in the various portals; how does Google 
direct someone to PTM? How do the Convention and Visitors 
Bureau (CVB) sites direct to us? How can the new smart phone 
apps serve our discovery? Once, the PTM web-site is “found”, 

the average potential visitor will spend no more than 30 to 90 
seconds skimming the contents to find a  
reason(s) to visit. 

Brochure:   A brochure will be developed to accommodate 
the new branding. Quantities of this brochure can be used for 
distribution to CVBs and other museums. A less expensive 
version will be needed for wider distribution, for example, in 
county-wide Certified Folder Display racks, in the restaurants 
and to historical societies. 

Attraction Listings:  Another way for the potential visitor to 
find our web-site is via attraction listings found in various 
Maricopa County publications and CVB webs-sites. All of these 
attraction listings should reflect the new branding, especially the 
descriptive language. Most media listings are free or low cost. All 
broadcast, print and internet listings should be supplied with up 
to date copy and graphics; all CVBs should be introduced to the 
new branding for their own web-sites and promotions. 

Public Relations Program:  The principal strategy for developing 
popular awareness of PTM must be a consistent public 
relations program designed to provide, at minimum, monthly 
exposure on a variety of vehicles. Eventually, responsibility for 
the PR program will be assigned as a major job function to 
the Executive Director. All Maricopa County media outlets are 
constantly looking for popular interest programming that will 
appeal to the various interests of their audiences. Whether it is 
a short 30 second idea for a weekend activity for TV or radio 
news or a major feature article for newspapers or magazines, 
PTM can fill this media need by making the media contacts and 
developing interesting announcements and story ideas. The 
internet vehicles, especially Twitter and Facebook can develop 
followers and increase awareness. Key to effectiveness is 
frequent message freshening. Ideas can and should come to the 
internet “manager” from any of the volunteers responsible for 
PTM programs. The PR program can promote the unique tours 
of the PTM choosing from ten specific reasons to visit, each 
capable of being the basis for release to general interest media, 
special interest media or exhibitions in the PTM. 

Market Analysis 
Summary: MARKETING PLAN

The immediate need is to develop 
and implement a fundraising 
strategy. PTM needs startup funds 

(SEED money) to activate the new 
location and to be able to sustain that 
location as the Museum is operating. 
PTM needs to be more well-known in 
the city; it is hampered by a less-than 
visible location, by financing needs, 
and by organizational needs. So, a 
large part of our strategy will be to turn 
these weaknesses into strengths. We 
will do this by adopting an aggressive 
marketing and fundraising program 
focused on increasing awareness and 
attracting partners willing to provide 
financial support and technical expertise. 

There are three goals for program 
implementation: 
• Development of fundraising strategies 
• Recruiting of individuals with skills 

we need to implement and grow our 
marketing and fundraising strategy 

• Creation of a network of individuals 
who will operate the Museum both as 
employees and volunteers 

Fundraising Strategy:
• Funding sources include private 

donations, federal, state and city grants, 
grants from private foundations, and 
business sponsorship

• Cash Donations 
• Gift of Appreciated Stock 
• Legacy Gifts: a planned gift in a will, 

trust, or other estate plan 
• Corporate Giving and Sponsorship: 

Businesses can provide cash or grants. 
Businesses are also encouraged to 
participate in fundraising 



Marketing PTM Rentals:  Another awareness generator, 
and important as a revenue producer, are the rentals of 
the PTM for meetings and small events.

The PTM and its meeting spaces provide a unique 
setting particularly convenient to downtown clients. On-
site food and drink or nearby restaurants with catering 
packages could be developed and marketed to enhance 
the uniqueness of the setting and to provide additional 
amenities for tours. 

Marketing the uniqueness of PTM can benefit from 
cooperation of the Phoenix CVB and downtown 
hotels. The CVBs forward planner reservation system 
is available for members. It provides convention 
reservations and planner contacts for the next five years. 
A contact system should be established for the distant 
planners and Phoenix planners that can be used for 
providing off-site meeting ideas to add variety to the 
convention and meeting programs. The unique historical 
and non-commercial nature of the Museum plus the 
location and restaurant packages should be attractive. 
Smaller hotel organized events are a separate market but 
the same motivation applies: event planners are always 
looking for outside attractions to add variety to their 
affair, especially if it can be part of the package. 

Marketing School Tours:  PTM tours can be designed 
for elementary school students which have American 
history and geography as a curriculum standard 
specified by the Arizona Department of Education. 
Marketing outreach can be directed to 800 charters, 
parochial and private schools in Maricopa County. 
A school program brochure could be developed to 
market school tours. The new PTM branding will have 

to be integrated into the school tour marketing. Also, 
changes in the web-site should improve communication 
of the school programs to both teachers and parents. 
New marketing ideas for education, as well as the 
current student tours, will be important topics for the 
public relations program. Articles will be submitted to 
newspapers and education publications. It will be critical 
to develop a menu of doable education tactics and 
then concentrate resources on those few which can be 
executed each year. 

Sponsor Marketing:  The President and the Board 
of Directors should recruit businesses, especially 
downtown, to sponsor PTM programs with 
contributions, advertising in their marketing vehicles 
and promotions in return for naming and other visibility 
in PTM marketing activities. Local and downtown 
businesses are better targets than regional or national 
companies which are not as closely connected to the 
downtown Phoenix area. Such businesses might be 
eager to lend their names to programs/promotions, or 
even to features within the Museum. PTM should have 
great appeal for corporate linkage. It is an historical, 
non-commercial organization, and has an adult and child 
education value. There are many significant awareness 
values to sponsorship; these include having the 
company name association with elements of PTM which 
brings its own established awareness and enhances the 
value of PTM elements. 

Awareness is further extended when the sponsor 
includes PTM in its marketing: ads, PR, website, 
social media promotions. Media sponsorships can be 
especially productive for promotions or events. They 
can amplify exposure by 100% on a typical 50% paid (at 

charity rate) 50% donated basis. A sponsorship can be 
even more meaningful if connected to an element of  
the PTM. 

The President and Board should develop a target 
sponsor list based on known contacts and perceived 
value to the sponsor. Then a manageable schedule of 
approaches can be set. It may be helpful to involve 
an outside influencer who can lend authority to the 
potential value of the sponsorship. 

Community Outreach:  PTM should look for 
opportunities to align with larger historical or 
architectural entities which create awareness leverage 
for the subject.   Examples include an association of 
history museums in Maricopa County, such as those 
within the Central Arizona Museum Association (CAMA), 
or perhaps a new organization dedicated to local history. 
Four to eight museums might provide sufficient funding 
for group advertising and promotions to the large 
audience interested in local history and architecture. 
Phoenix Magazine and the Arizona Republic, with their 
extensive photo files, might be interested sponsors. 

IMAGINE sitting in one of our preserved trolleys, as a virtual/augmented 
reality time machine theater, complete with motion base simulator 
technology, shows you what it was like riding down the palm-lined 
streets of Phoenix back then. 



Business Plan
If you have a big enough 

I M A G I N A T I O N 

It Can Happen 

phoenixtrolley.org


