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DISCLAIMER

The conclusions included in this report are based on the information refeezasedVe have made
several assumptions in preparthggs document:

The VoyageuConsortium current leadership and commiaatysed philosophy will be maintained.
The new facility wild/@ be completed with the fea

There are no catastrophic natural or politaigasters that result in Voyage&bonsortium closing
prematurely.

Our conclusions are based on a fair and reasonable assessment of the information. However, we note that
historical events are not necessarily a reliable indicator of future performatheesanake no warrants
about our ability to predict the future.
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Voyageur Academy Brand
Assessment

INTRODUCTION

The purpose of this stuyto determine whether the Voyag&€ionsortium could potentially grow its

enrollment to justify the new facility. To answer this question, our approach was to assess the strengths of the
VoyageurConsortium reputation and attributes in terms of ityatoilrecruit, enroll and retain students now

and in the future. We reviewed the historical and recent charter school environment, local demographic
trends, VoyageC o n s o r toricalam@ mecent en®mliment figurets academic performance aother

factorsthat provide insight into the strength of the Voyageamsortium brand

We note that charter schools primarily receive their funding by per pupil payments from the state of
Michigan. Thus, thability to recruit and enroll studentigicalto both the short and lortgrm viability of
the VoyagewConsortiurmprogram

EXECUTIVE SUMMARY

Founded in 1998, Voyageur Academy (Voyageur) is a Public School Academy and governmental agency of
the State of Michigan. It received its authomzg charter from Ferris State L
mi ssion is to ocreate and enhance the educational
and determination to achieve academic excellence through consistent disciplinégéoteasd continuous

hard wor ko.

From its inception, Voyageur created strong ties to the local community and continues to serve underprivilege:
students and families in Metro Detroit. Initially offeringsadrriculum, Voyageur Acadedrglementary

curriculum includes grade levels K I n 2000, Voyageurdés charter was
offer middle and high school curriculums for grad&2.7Voyageur offers its middle and high school

curriculums through the Consortium Collegaategy High School (Consortium).

VoyageurConsortium operates three buildings on two campuses. The Aca@@mydiates from two

campuses. The elementary grade leveB)(&perate at 4321 N. Military Avenue, Detroit, Ml 48210
(O0Voyageur wC€alagen faddit)es. iThe middle and high school, grade lev&R) @perate

from the Consortium College Preparatory High School campus located at 1250 Rosa Parks Blvd., Detroit, Ml
48216.
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However, to better meet the needs of its students and thwaty, it has purchased over 7 acres of land on
the 4321 N. Military Avenue campus to build a staitehe-art facility. The new facility is designed to
provide a high tech efficient building with functionality and versafilt. consolidation of tikampus and

the new facility provide a comprehensi¥#¢2 program that positions position Voyag€lonsortium in an

elite status of quality schools.

Given the progressive power of the VggairConsortium brand; the ability toeet or exceed itenrollment
objectives are definitelgeasonable VoyageurConsortium could reacheatgollmenbbjectives earlier if it

so chooses to deploy marketing initiatives that actively promote the stkitgtleputation and success

along with the attraction of a stat#-the art facility in the city of Detroit; especially during this time when

heavy national and state focus is on the status and improving the educational system of a city that is deemed
G national disgrace. 6

Detroit has become a competitive environment where schools are competing for student eDedlpitent.
the exodus of families from Detraitd DPS$It is still the largest school
district in the state of Michigaihepool of 100,000 plus students will
remain attractive to charter schools and traditional schools. Itis now a
competitive environment that demands a minimum level of quality and
service to not only attract students but keep stud&ssutation,
creativity, and inn@tion are requirements to maintain student
enrollment which drives the economics of every school program.

VoyageurConsortium hasnsistently provided quality educatsince

its beginning in 1998. It has survived the exodus of families out of
Detroit. Retention rates have remained high and stable and the
reputation of the ilgh school, middle school and elementary are
impressiveThe hi gh school s reputation
college acceptance rate, college maintenance rate, retention rate of
students, and the providence of a safe and secure environment.

Pas¢ performance indicates that Voyagebonsortium has always
operated at capacity even when progressively adding grade levels.
VoyageurConsortium has been competitive oveyédags with less
than stateof-the art facilities.

Voyageur has establishedélf as a high performing school with a high level of customer satisféation.
example of this satisfaction is the graduation class of 2011 had neapg2@ntof its students since
kindergarten. This is @ampressivenaintenance rate given the traargi population that has existed in Detroit
for the past decade.

VoyageurConsortium hasaistomer basehat is probably the broadest of any charter school in Detroit.
Nearly 900 students coming from 53 different zip codes and more than 20 differesit \¢ibygageur
Consortium is not a typical neighborhood or community. dicisasitongly supported by its neighborhood
and community as evidenced by a very positive community survey that galvanized suppoerf&da
residents, businesses and-piwiit organizations.

Powerful brands arevalued andreated asvaluableé o t h e ¢ o rheingand gualdyof life.e | |
VoyageurConsortium has graduated students that have been the first high school graduates in their family.
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The majority of these studegtson to institutions of higher learning. The impact to the quality of their
personal lives and the lives of their families is immeasurable.

By capitalizing on its brand powerreputation, curriculum, new facilities and most importantly success rates
withstudents, the Voyage@onsortium can reasonably expect its strong appeal to attract:

Students

Teachers and Staff
Volunteers
Financial support

X X X X

Is there arisk that Voyage@ o n s o r t i u senvalimedttobjeieeYes there is minimal risk that
enrollmenbbjectivesvould not be metHowever, we think the likelihood of this occurrence is slstn. P
enrollment numbers aad existingvaiting list aresignificanindicators that the probability of reaching
enrollmenbbjectivesis high. Another strong indicator of the high probability of success is that customers have
remained loyal to Voyageu€onsortium when facilities were less than pae middle scheblgh school has
functioned with less than the best faedlitThe new facility by itself will draw customers foutside of the
VoyageurConsor ti umds t r.dldeinew fazilityaplus tme averkaad¢cada of achievements and
successes will draw from market bases well outside the normal rangelofesrtrol

>

Maintain focus on strengthening Voyagéw nsor t i umdés ability to delive

>

Be conservative about marketing effogord of mouth will continue to be the best strategy and
reaching out to current and previous familied alumni. Traditional marketing initiatives focused on
recruitrent would successfully increasewth#ing list Howeverpuilding the list at the risk of
jeopardizing relationships with Voyagetionsortium stakeholders is counterproductive.

>

Marketingmessageshould focus on VoyageG@ron s or t i umd s ¢ cmgpgeaduatipnratee a d v
college acceptance, and accreditation,sst e gr ad e o f, datus as B Skillman éqodiSclzool i o n
and learning environment (enhanced through its new jacility

This Sectidmtentionally Left Blank
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DISCUSSION

Once upon a time, Detroit, Michigan was a powerhouse not only in the state of Michigan and the United
States, it was a powerhouse in the world econdrhg. power stemmed from the manufacturing industry with

the production of the automobilBetroitflour s hed f or decades and reached
19606s due to the hiThOthe deBnag@mdTHree@uRFomd,bi Clersys| e
dominated the world automobile market and dominated nearly 80% of the car and truck market ieithe Un
States and Canada.

As the o0o0Big Threedé flourished so did the city of
Hamtramck, and Dearbor. he posi ti on of power began to quickl~"
into the new médhnium.Market share drop has been recorded as drastic as from 80% of the U.S and

Canadian market to less than gércent The declines are due to many factdfighat analysts agree on is a
combination of:

e Increased foreign competition

e The infiltration o€ompact vehicles from foreign markets

e Increased quality of foreign competition (Especially Europe and Japan)

e The arrogance of the U.S. auto manufacturers at the beginning of the onslaught of foreign autos
e The inability of U.S. manufacturers to quiaddpond to increased competition

e The perception of the public of the quality of U.S. vehicles versus foreign

Detroit, Flint, and Lansing paid heavy prices for the decline of the U.S. automobile industry. Detroit and Flint
have paid dearly in terms of los§ mopulations, and staggering economies that have yet to recover. The
population fell 18 percent in Flint, another city heavily dependent on the auto industry and the birthplace of
General Motors. Nearly half of the state's 83 counties lost residentsscordey the ripple effect from

Michigan's reliance on the ailing manufacturing sector. Michigan has lost nearly 860,000 jobs since 2000, and
its unemployment rate has long been amongatienshighest.

In the same respetihe school system of Detroit has suffered migftly.decline of the auto industry

parallels the decline of the school system in Detroit. Detroit Public Schools flourished at the same time as the
Detroit auto manufacturer$he decline has been sometmérored with a lag time due to economic factors

and the hope that the 0Big Threed would become as
happened and Detroit and Flint have become shells of the past; infested with the ills of poverty, crim
depression, and poor education systems that have made national and world headlines featuring Detroit as a
national disgrace in terms of education.

The slide in population is best summarized by Detroit once being the fifth largest city in the Usstad Stat

the 195086s with nearly two million people to a ci
cersus.The Detroit Public School System (DPS) once boasted more than 200,000 students; it now has neared
70,000 and is expected to continuedecline. The exodus of many residents has increased the suburban

areas and other neighboring and southern states.

The DPS system has been long in deffa. system maintained infrastructures for operations and student
capacity that have long passed €Titevolving door of superintendents, ckdkm boards of education, and
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now emergency financi al ma n a gAdl hase plomised ghdngegandendne D P S
have delivered.Also, the power of the union has contributed and continuegribue to the demise of
education.The American Federation of Teachers (AFT) and the National Education Association (NEA) are two
of the most powerful unions in the country.

The position of educational monopolguied the city of Detroit and DPS for decadésn t he 199060 s
Governor of Michigan, John Engler (Republican) believed that students deserve a choice in terms of their
education.He endorsed bills and introduced legislature that propelled refotenrits of primary education.

In 1994 the new legislation allowed charter schools to come into Michigan and especially areas that were
historically underserved such as Detie city of Detroit ovgrthe worse graduation rate in the country;

often estimted at less than 2percent

Charter schools were endorsed by major colleges and universities such as Central Michigan, Eastern Michiga
Ferris State University, Saginaw, and GrandValesh e charters that began i n t
hopeand skepticism. They were also met with malice from unions and the traditional DPS school advocates.
DPS believed that charters would take away their stud€itarter advocates believed that charters would

infuse and regnite the possibility of providiquality education to all students by providing a choitee

far reaching hope was and is that competition wbelg provide a higler quality of education.Parents

would no longer have to send their children to the neighborhood school if it dicchthtemeneeds.

The ramp up of charters | Number of full-time-equivalent students assigned to Detroit Public
began slowly and Schools but choosing other school districts, fall 2006
cautiously.The initial -
school s i n t h e lemiucqswo;l_o 400 600 800 1000 1200 1400 1600
and early 2[00 0u0sSc W e-d g
primarily elementary and R, ————
middle schoolsMost Clntondsle Comm Schoos (R
charters did nowant to s Sarca o WE—
managethe costofigh | .1 . e s
schoabecause of the Mehindsie Alkn Park Schoos QNS
finangal overhead Wessnood Communty Screos (S
implicationsHowever, Wadison Putic Scroos (N
as middle school students B D
began to exit in droves, PR N —-
the demand for high Garden Cay Schoot Dsvit. QD
schools became strongef. soungste Commnty Sehos Dsvct
Frizgerald Pubic Scheo's (D
Today there are Rosevile Communty Schoos D
approximate|y 265 M. Clemens Communty Scheos (D
charters schools in s =
Mlchl.gan that serve a mm’o‘ SRS :
grOWIng pOpUIatlon Of Sowthfield Public Schoo! Distect -
over 101,000 students Alen Park Public Schoos [l
statewide. The City of Wyandote Cay School Disvict ()
Detroit has % charter Others Each Recewog Fever Thn &0 SHEEENEENENED
schools that serve ¥ OB e W BN W e e e

elementary, middle, and
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high school students; 23 of the 47 are high schools and the remdimiotu8e elementary and/or middle

school programsThese programs serve over 25,000 studenBetroit which is estimated to be @heed of

the DPS population of 75,00 har t er s are not the only recipients
attend suburban districts such as Southfield or neighboring cities such as Taylor, Dearborn,daid. Melvin

Ironically, charter schools continue to grow and have only been slowed down by legislative caps and ceilings
to prevent the total demise of districts such as Detiie. cannot determine where approximately 8,500

Detroit resident (students) ares'af early January, Finlayson told Michigan Education Report, but she listed
several possibilitiesSome of the Detroit children may be attending charter schools outside the county, she
said, and some may have moved elsewhere in Michigan or out of Staleyson has requested regional and
statewide school population data to help her track the Detroit studgaged on its own analysis of

enrollment figures, The Detroit News reported irJamadiary that 5,000 students left DPS in favor of charters
and other public schools in Metro Detroit from 2005 to 2006.

In contrast to DPS, about 60 charter schools in Wayne County reported higher or the same enrollment in fall
2006 as in fall 2005, the records showhe total enrollment increase in Wayne Countytethsechool

academies was about 4,00(6tatewide, the largest increases in charter school enrollment were reported in
Wayne County, at 8 percent, and in Monroe, 19 percent, Washtenaw, 11 percent, and Oakland, 13 percent,
according to preliminary figuresofn the Michigan Association of Public School Academies.

"They (charter schools) are full. Theydre full an
said Dan L. Quisenberry, president of the Michigan Association of Public Schooie&caligere is room

and demand for more quality schoolfa district can offer a higher quality program, parents will pick that.
Thirteen thousand students | eft because they dond
quality anylonger."

In Detroit, there are quality DPS schools and quality charter schools. There are also dysfunctional charter
schools and dysfunctional public sch@atsthepositiveside,families do not have to put up with eithdhey

may choose what is bdst their children However, tte playing field still leans in favor of DP&.poor

charter school will close quicklypoor DPS school may stay open much longer.

The Renaissance Plan

Renaissance 2012 Plan - Facility Changes by Elementary School Attendance Area The Detroit Public Schools

» continues to struggle with
quality ofeducation,
budgeting and student
achievement measurds
May of 2011, DPS allowed
charter management
companies to bid and
interview for poor
performing DPS schools.
Seven schools are scheduled
for closure. Eighteen more
schools would be either
closed o operated as
charters if a viable plan
was submitted and

7
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approved. Twenggeven schools will remain open but it is unclear whether they would be operated by DPS
or as charter schools.

Approximatelyninemanagement companies interviewed of which theee selected to manage poor DPS
programs beginning this falUrtil this year, such collaboration would have seemed impodsiisia sign of
the despeate state ofDPS.

Schools that will survive in Detroit must be competitive and provide a regspradity program, at least in

the eyes of the families they serve and make adequate yearly progleissappropriate to say that

programs that are not of high quality will not attract families and therefore not remain vididaeverse

side is alsarue; darter and public schools that are conscious of quality and customer service will have the
opportunity to not only survive, but thriVieis unfortunate but the instability of the Detroit Public Schools,
especially in light of thRenaissance Blareates student recruitment opportunities for VoyaGeuasortium.

The Voyageuonsortium appears to be correctly positioned to thrive in this acgu@itieal environment
where there is heighted expectation for quality primary and secondary ecdualatstitutions.

More than a buzzword, a Bransl thegut feeling that a person has about a company, product or service
Successful brands are more than the sum total of its products, services, features, attributes and assets. It is t
fulset of benefits that come together to deliver t
successful brand positively inspires and motivates its constituents to act on its behalf. Strong brands elicit
thoughts, emotions and loyalty. Powbfands convert this loyalty into momentum that goes beyond the one

\\ V"“‘k-,

Student g
K-12 Curriculum &  Teachers, Staff & Facilities & Empowerment & Graduation Rates

L : & College
Activities Management Team Locations Personal
Development Acceptance Rates

ti me purchase or transaction. Power ful brands | e
supporters and ambassadors for their brand. That is, stakeholders who will prodhsip@ort the brand

through thick and thinin times of adversity or competitive pressure.

Here is where the pencil meets the paggow strong is théoyageurConsortium brard Can the
VoyageurConsortium branidspirethen motivate the hearts and minds of students, parents and stakeholders
who influence the placement deciBidoes it have the strengthbreak through the competitive charter

school marketplace to achieve its short and longer term enrollment abjdctig® students by 2015)?

The Voyageuonsortium brand is more than its imagebrand consists of its attribyfesaturesand
benefits
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VoyageurConsortiuthisrand also consists tife experience and the expectations that students, parents,
teachers and other constituents have when they interact witshiort, it is the Voyageronsor t i umod s
promiseof quality education delivered in a nurturing, supportive environment:

A brandds strength or power i s avertineerCompanesiliikdboy how
McDonalds, Coe@ola and Target have powkil brands because they consistently, relentlessly meet and
exceed their customersod expectations. They del i v
miserably and brands like Boston Market and Burger &mdorcedto undergo long anéxpensive

rebuilding peiods because they have disappointed thestomes by failing to consistently deliver their

promise.

The Voyageufonsortium brand has a strong appeal among its local comraluripjparents and
students. It has a variety sirengths including

Well-known and accessibl&oyageur has been in the community since 1998. During its 14 years, it has
maintained close ties with community leaders and busingsdss.continues to maintain an excellent

working relationship wiits business partners such as the landlords of 1250 Rosa PadK(T and Zion_

church, its members and its leadership. Voyageur regularly participates in community activities and actively
participates in block clubs, community centers, churcireessdasoperatives and other community programs

to make sure they are aware of what is going on in the community. Voyageur has also receive a petition of
over 500 signatures from local residents, business leaders and churches indicating their soppcat gf&/u r 6 s
expansion and building projeét.oy ageur 6 s a p pmutialy bemeficiasrelatianshipauthat edable
Voyageur to accept support and give support to community stakeholders.

Forwardthinking, ieative and distinctive program¥oyageuroffersquality instruction in core subjects

(math, English language arts, science and social studies), the academy offers a full complement of academic
programming including instruction in physical fithess, art, computers and library. Voyageur wpr&adb he

s t u dpersona development opportunities tdt best prepare each student for future success.

Trusted The school leadership, board and faculty have a commitment to serve the students, believing in them
and preparing each student for a dgmic future.According to the Voyageur website, thsademy achieves
excellence through dedicated staff members, strong curriculum, excellent parental involvement and a host of
extracurricular activities.

The Voyageufonsortiurnommunitipas buila strong brandover 13 years This current project will serve to
strengthen effectivenesB.e cause of iIts continual efforts to exc
promise, wehink that the VoyagurConsortium brand will soon transition to a powerful brand. It already
exhibits some of the hallmarks of powerful brands. Powerful brands are valued and considered valuable to
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the communities they serve. The 500 signature petition of parents, reighbmess and community leaders
in support otheVoyageurConsortium project attest to our conclusion.

The new facility, along with VoyageQron s or t i umds exi st i ng aeputationbndt e s ,
focus supports its transition to a Powerful Brand. The brand has been built on achievement, consistency, and
powerful vision and mission that persist over tliisthisVoyageurConsortiuthaxperiencehat is at the

heart of Voyageus ability to

achieve its short and longrm  TABLE ONE: 2002011 ENROLLMENT SNAFOT

student enrollment objectives. 900
Historically it has consistently m 800 3
its enrolimenbbjectivedecause
demand has exceeded 700
enrollment capacities at the 600 K Voyageur Campus
elementary, middle and high 500 Subtotal
school. Moving forward, 400 +— - Consortium Campu
VoyageurConsortium will 300 ++ Subtotal
continue to leverage itsand 200
equityi that isreputation 100 L Totals
benefits and promiseto 0 R
achieve its enrollment goals.
S P PP P PO
Whenthe new facility opens in ,90\ (LQOW(LQQPDWQQ (190 Woobmool\ ,LQOQ’,LQOQ (LQ\Q
2012, it will enhance the

VoyageurConsor ti umds
reputation and provide it with a compet#igsdvantage in its recruitment efforts. Parents and students will be
excited about the enriched learning environment and potential for greater academic achievement.

Voyageur 86s historical and exi stthofits abslitytoadhievenisnt pat
growth objectives its Brand Powerlt alreadyhas a following obrand ambassadors that inclutdenilies

of themost recent kindergartners to thstfhigh school alumni of 2006 as well as extraordinary community
support.

From 20022007, the VoyagewConsortiurhad experienced single digit growth rates with minimal to zero
marketing efforts. In 2008, when it implemented a marketing campaign based on the concept of a new
facility, it recruited 490 students. Unfortunatéhe construction project was cancelled and because of a lack
of physical capacityVoyageur was not able to enroll these students. This recruitment activity represented a
62 percent jump in enroliment. This experience indicated that a new faailgyhalicstrong appeal and

wasan important consideratiamparentsselecting Voyageur Academy for their sckag® child. We have

seen no data that would indicate that parents would be less inclined to select Voyageur if a new facility was,
in fact, avaidble. On the contrary, demand and appeal are even gegafiven therecentstruggles of
Detroitds public school system.

The power of the VoyagesEonsorti um brand exists in its achiev:
the past three years, having been one of the first charter high schools to receive and maintain accreditation
for more than five years; maintaining an average graduation rate and college acceptance rate in-the mid
ninety percentages; having satisfied customersa 13 year period of time Finally, the proof that many

students that have gone through thE2progress have been successful in college.
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VoyageurConsortium has a proven ability to retain families through the wii@experience.This is
evidencan 2011 graduating class which contained 20% of the population that started in kindergarten 13
years ago. This is aignificanaccomplishment given the transient population that has existed in Detroit for
the last 15 years.

VoyageurConsortiums Auth@izBoard, management, and administration have been a consistent part of its
successThis consistency has proven well in policy development, leadership and management.

TABLE TWO: 2032015 PROJECTED ENRMENT SNAPSHOT

1600

1400 Goal: 1,450 students by 2015
1200

1000

800 /I/. Voyager Campus

/ == Consortium Campt
600 ./ Totals

400
200
0 T T T 1
2011-12 2012-13 2013-14 2014-15
TABLE THREE: 260111 WAITING LIST SWNSHOT
600
500
400
300 ~
Voyager Campus
200 S - Consortium Campt
100 - . : - Totals
0 T T T T T T T T T 1
3 O > b b @ QO O A
S S S S ®°6\ S S S S
NI PP LY F
S LSS LSS
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Overview
The positive effects of Voyageurds graduation rat
of a "B" for itselementary and middle school for the last three years contribute to its lure and appeal.

Ultimately, the proof of the Voyage@onsor ti umés educational quality
Consortium has)average a
Graduation & College Acceptanc 35;/;’89@‘1“6‘“0“ rate over six
100% 42006 The fact_ that/oya_gel_uf _
Consortium hassignificant its
95% ®2007 | waiting list of nearly 300
90% 22008 | Students; and studentetention
2009 rate of nearly 90%also support
85% the conclusion that it delivers its
m2010 | promise of a quality educationn
80% ®=2011 | addition,VoyageurConsortion
Graduation Rate Co”egeR/:‘fgeptance familieshave a high satisfaction
rate.

Under the No Child Left Behind (NCLB) legislation, each state has developed and implemented measurement
for determining whether its school sisamimividtnalki ng ad
stateds measure of progress toward the goal of 10
least reading/language arts and math. It sets the minimum level of proficiency that schools must achieve eact
year on annual testand related academic indicators

In Michigan, AYP is based on the Michigan Educational Assessment Program (MEAP) test results, participatic
rates in MEAP testing, and attendance or graduation rates. A school or district must test at least 95% of its
students enrolled in the grade level tested for the school as a whole and for each required subgroup. In
addition, the school must meet or exceed the other acadaiigators set by the statgraduation rate for

high schools of 80% and attendance rated@mentary and middle schools of 85%. The Academy met AYP

for the last six school years, 2004/05 through 2010/11.

The Michigan Department of Education also iIissues
derived by combining student achievemiewlicators of school performance and AYP status. The Academy
received a grade of B for the Voyageur Campus and a grade of C for the CCPHS Campus for the 2009/10
school year. The rating for the el emehehighisyettor ecen
publish.

This Sectiomtentionally Left Blank

Pagel?2



Voyageur Academy Brand Assessment

School Report Cards

2001-02 Yes Yes Yes 1 1 1
2002-03 1 1 1
2003-04 C Yes Yes Yes 1 1 1
2004-05 C Yes Yes Yes 0 0 0
2005-06 C Yes Yes Yes 0 0 0
2006-07 C Yes Yes Yes 0 0 0
2007-08 C Yes Yes Yes 0 0 0
2008-09 B Yes Yes Yes 0 0 0
2009-10 B Yes Yes Yes 0 0 0
2010-11 B Yes Yes Yes 0 0 0

2002-03 Yes Yes Yes 0 0 0
2004-05 D Yes Yes Yes 99 99 99
2005-06 C Yes Yes Yes 0 0 0
2006-07 C Yes Yes Yes 0 0 0
2007-08 C Yes Yes Yes 0 0 0
2008-09 D No No No 0 0 0
2009-10 C Yes Yes Yes 0 0 0
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Studies have shown that school facilities affect learning and thécikty can have a positive, direct
impact on learning and teacher retention (e.g. Buckley, 2004; Schneider, 2002 & 2004). Based on the
Architects design, we think the new facility will become an important asset in support of the Voyageur
Consortium coramty. Some of the direct effects of facilities conditions, design, and utilization include:

e Student and staff attendance

e Retention of teachers in school and teaching

e Decrease in student disruptions

e Increase in time teachers and students spemsaction/learning activities
e Increase in visitation to the school by parents

e Increased focus on learning activities

e Extended use of learning areas

e Increased connectivity and teacher collaboration

Voyageur Academy will enter the 2012 school year witlewa Middle & High School that will meet the
demands of today and the goals of tomorrow. This school, located on the newly created Voyageur campus,
will enhance the development of 1000 students in atkigh safe, and comfortable environment.

Additionally,it will provide the educators and staff of Voyageur Academy a professional work space to
facilitate collaboration and education.

The new Middle & High School will include fortg student learning spaces, two gymnasiums, a weight
training facility, a 3@+ seat cafeteria, a learning intervention space, and two media and technology centers.
Specialized classrooms include a Dance and Drama Studio with a performance floor system, four Science
Rooms, a Music/Band room, and an Art Studio. To create an detlmimg space in the urban Detroit
environment, a living roof will be installed on portions of thdlémstdeck. Along with general school access,
the Art Studio and a Science Room will have direct access to this green roof.

Sudents are more |ikely to succeed in academics wh
teacher and the class to build their skills and progress if a large number of students am@lfredpsent. In

addition to faling behind iracademis, students who are not in school on a regular basis and more likely to

get into trouble with the law and cause problems in their communities.

The Voyageufonsortiurattendance rate has average over 90% for over a decad¢owever, in the highly
competitive charter school marketplace, no school can rest on its achievements. New facilities have been
shown to increase student attendance as well as parental and community invoAeroeding to the

National Center for the Student Engagemenbatstare more effective in achieving high attendance rate
when parents, school leaders and community members work together to focus on reducing absence and
truancy, and keeping kids in scho@ay school that can use its assets to increase its effessivat obtain

an advantage over other schools.

The Primary Market Target analysis illustrates that Voyagensortium may conservatively exceed its
enrollment objectives early if it so choog@ger 1,100 incremental stents will be attracted from currently
served market areas.
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The power of the VoyagesEonsorti um brand exists in its achiev.
the last three years, having been one of the first charter high s¢theeteive and maintain accreditation for

more than five years; maintaining an average graduation rate and college acceptance rate in-theatyid
percentages; having satisfied customers over a 13 year period of time.

Parents are demanding that thduzation system yield resuliéoyageurConsortiuths  p abiity te n

retain families through tremtireK-12 experienceand its record of students successfullpletimg the K12
progression is an important part of its appedhis is evidence in 20ftaduating class which contained 20
percentof the population that started in kindergarten 13 years agais is a great accomplishment given the
transient population that has existed in Detroit for the last 15 years.

TheConsortium is more than a conityschool.The current student enrollees come from 53 different zip
codes and well over 20 cities which illustrates the strength of Voy@gears or t i umd s Thimas k e t
accomplished withowraditional marketing or media campaigns but ratherdlyingon customer satisfaction
and word of mouth tattractfamilies that want a quality education program.

Finally,VoyageurConsortiuta Authorizer, Board, management, and administration have been a consistent
part of its succesd.heir leadership ahpolicies has fostered an atmosphere where teachers, staff,
management and the community can interact to support the Voyagesortium mission. It is clear that this
approach, also part of its brand promise, will continue to distinguish it from D&Bearcharter schools.

1. Voyageur Academy 6. Cesar Chavez Academy
4321 N. Military Avenue, Detroit, Ml 48210 4100 Martin St., Detroit, MI 48210
2. Logan Elementary School 7. Newberry Elementary School
3811 Cicotte St., Detroit, Ml 48210 4045 29t St., Detroit, MI 48210
3. Ellis Elementary School 8. Academy of America
5611 Rich St., Detroit, Ml 48210 5680 Konkel St., Detroit, Ml 48210
4. Hope of Detroit Academy ScHoo 9. Westside Multicultural Academy
4443 N. Campbell St., Detroit, Ml 48210 4700 Vinewood St., Detroit, Ml 48208
5. Our Lady Queen of Angels School 10. Chadsey High School
4100 Martin St., Detroit, Ml 48210 5335 Martin St., Detroit, Ml 48210

Pagelb



Voyageur Academy Brand Assessment

Hope of Detroit Academylocated at 4443 N. Campbell in Detroit, Michigan is agprately 0.35 miles
from Voyageur Academy Hope of Detroit serves 484 students in gra8leSKident Ethnicity: 49% Black,
48% Hispanic, 2% White, <1 % Asian/Pacific Islander.

Cesar Chavez Academys approximately 1.90 miles from Voyageur Academy. CE€émvez serves 1,797
students in all grades. Student Ethnicity: 87% Hispanic, 7% White, 5% Black, <1 % American Indian/Alaskan
Native, <1 % Asian/Pacific Islander.

George Crockett Academygcated at 4851 14th Street in Detroit, Michigan is approxima2ed miles
from Voyageur Academy. Crockett serves 427 students in gra8leSkident Ethnicity: 99% Black, <1 %
Asian/Racific Islander, <1 % Hispanic.

This Sectiomtentionally Left Blank
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Voyageur Academy Brand Assessment

Zip Code Analysis by Enroliment Priority an@ity

Priority One:City of Detroit Ml
City: Detroit
Zip Codes: 48201, 48202,
48204, 48205, 48206, 48207,
48208, 48209, 48210, 48211,
48213, 48214, 48215, 48216,
48217, 48219, 48221, 48223,
48224, 48226, 48227, 48228,
48234, 48235, 48238
Priority #1

m % of Other Students
Attending VA/CCP (859

m % of Curent Student
Population (from city
noted above)

Rationale: Highest potential of incremental students within the Detmip codes. Multiple Detroizip codeshave school
age children that are potential Voyageur enrollees. RMTis the primary source of incremental students at a
conservative 949 potential forecasted students.

48201 15,08( 1.7§ 2,253 2 0.239 5
48207 21,87( 2.24 4,03( 20 2.339 30
48204 42,31¢ 2.7] 9,924 59 6.879 12]
48204 67,017 3.3 21,229 9 1.059 104
4820¢ 32,374 2.6§ 7,829 217 3.149 54
48207 25,614 2.03 4,831 6 0.709 18
48204 12,867 2.4 2,731 42 4.899 60
48209 38,894 3.26 8,783 53 6.179 82
48214 43,974 3.1 9,294 236 27.479 75
48211 10,886 2.99 2,654 4 0.479 10
48213 43,99¢ 3.13 12,49¢ 13 1.519 33
48214 32,844 2.37 6,49¢ 5 0.589 10
48214 19,224 2.74 4,743 1 0.129 5
48214 6,668 2.5¢ 1,324 217 3.149 6
48217 10,515 2.64 2,307 28 3.26Y9 20
48219 59,441 2.7 14,154 13 1.519 4q
48221 45,381 2.7] 9,113 23 2.689 20
48223 36,073 2.89 9,334 14 1.639 16
48224 55,431 2.95 14,804 16 1.869 21
48224 6,138 1.4§ 598 3 0.359 1
48227 61,118 2.7] 15,634 40 4.669 60
48228 65,051 2.817 15,864 51 5.949 65
48234 45,791 2.92 11,774 9 1.059 18
48234 53,353 2.67 11,494 19 2.219 28
48238 44,904 2.74 10,58¢ 30 3.499 40
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Voyageur Academy Brand Assessment

Priority Two: River Rouge, M
City: River Rouge
Zip Code: 48218
Priority #2

2%

m % of Other Students
Attending VA/CCP (859

® % of Curent Student
Population (from city
noted above)

Rationale: Second highest potential of incremental students come from neighboring cities and zip codes outside of

Detroit. PMTg 2 is the second priority source for student candidates. These zips represent current enrollees at \loyageur
Consortium. PMTH Q& KI @S NBl a2yl ot S o0dz&a NRdziSa FTNRBY NB&aAARSyOS ¢
cities such as River Rouge, Oak Park, Redford, and Southfield.

Priority Three: Harper Woods, Ml City: Harper Woods
Zip Code: 48225
Priority #3
1%

m % of Other Students
Attending VA/CCP (859

B % of Curent Student
99% Population (from city
noted above)

4822 14,41 2.2 2,29 0.589 1

Rationale: The third high potential of incremental students that come from cities and zips that is beyond a 5 mile radius.
This level does represent a significant number of current students that attend Voy&gesortium. Bus routes are
reasonable in some zips, however may require two transfers to reach Voy@gesortium. This priority rating includes
cities such as Dearborn, Ecorse, Inkster, and Ferndale.
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