Wayzata City Council Workshop Meeting Agenda
Wayzata City Hall Community Room, 600 Rice Street
TUESDAY, JANUARY 21, 2020

WORKSHOP TOPICS FOR DISCUSSION:
1.

Interview for Boards and Commission Candidate Terri Huml (5:00 p.m.)

2.

Update of Panoway on Wayzata Bay Phasing & Logistics Plan (5:10 p.m.)

3.

Discussion of Long Term Options for Gianni's Patio (6:00 p.m.)

4.

Review of Panoway on Wayzata Bay Marketing and Communications Launch Plan (6:20 p.m.)

5.

Update of City Hall Remodel Costs (6:50 p.m.)
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City Council Workshop
City Council Agenda Report

MEETING DATE: January 21, 2020
WORKSHOP AGENDA ITEM: 1.
TITLE: Interview for Boards and Commission Candidate Terri Huml (5:00 p.m.)
PREPARED BY: Kathy Leervig, City Clerk
REVIEWED BY: Jeff Dahl, City Manager
DISCUSSION OBJECTIVE:
To listen and ask questions of the interested community member.
BACKGROUND:
This fall, the City solicited applications for vacancies on all commissions including the Housing and
Redevelopment Authority. Currently, an open seat is still vacant. An application was received from community
member Terri Huml. The City Council will interview the candidate at the January 21 workshop and consider an
appointment at the regular meeting on February 4, 2020.
ATTACHMENTS:
None
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City Council Workshop
City Council Agenda Report

MEETING DATE: January 21, 2020
WORKSHOP AGENDA ITEM: 2.
TITLE: Update of Panoway on Wayzata Bay Phasing & Logistics Plan (5:10 p.m.)
PREPARED BY: Emily Goellner, Community Development Director, Mike Kelly, City Engineer/Director of
Public Works
REVIEWED BY: Jeff Dahl, City Manager
DISCUSSION OBJECTIVE:
To receive an update on the phasing and logistics plan for the first phase of the Panoway Construction Project
(Lake Street, Lake Street Plaza, and Dakota Rail Trail Regional Extension) and construction impact mitigation
tactics, prior to soliciting bids.
BACKGROUND:
At its December 17 meeting, the City Council approved the project plans and authorized Stahl Construction,
on behalf of the City, to rebid Phase I of the Panoway Construction Project.
Stahl has delayed rebidding until late January in order to allow for additional time to collect feedback from
Lake Street stakeholders (business owners, property owners, Chamber, Lake Effect Conservancy, etc.). More
specifically, they have called business owners along the 600 block, walked and met with business owners
along the 600 block, met with property/business owners at the bookends of the project, held an open house on
Jan 7 to stakeholders, and discussed the project with other stakeholders such as the Chamber and Lake
Effect Conservancy.
For this item on the workshop agenda, Stahl will be summarizing the feedback received and go over a
preferred phasing and logistics plan which address the main objectives of the construction project:



To mitigate negative impacts to community stakeholders as well as property and business owners
adjacent to or near Lake Street; and
To complete the construction as quick and financially efficient as possible.

In addition to the phasing, Stahl and staff will discuss tools that businesses have inquired about which could
help meet the aforementioned objectives above. Those tools include: valet parking (public), allowing
construction work during off hours, a robust communication plan, increased signage, builders risk insurance,
taking a pre-construction inventory, and waiving of fees.
Generally speaking, staff wants to eliminate any potential "red flags" prior to taking this project to the market
and therefore additional review by the Council is needed. Next steps will be to rebid in late January and award
mid to late February for an early Spring construction start.
ATTACHMENTS:
None
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City Council Workshop
City Council Agenda Report

MEETING DATE: January 21, 2020
WORKSHOP AGENDA ITEM: 3.
TITLE: Discussion of Long Term Options for Gianni's Patio (6:00 p.m.)
PREPARED BY: Emily Goellner, Community Development Director, Mike Kelly, City Engineer/Director of
Public Works
REVIEWED BY: Jeff Dahl, City Manager
DISCUSSION OBJECTIVE:
To review and provide feedback regarding patio options for Gianni's Restaurant.
BACKGROUND:
Gianni's Owner, Terri Huml, has been working with staff and Civitas on design options for an outside patio
adjacent to Lake Street with the new design.
In 2012, the City granted Ms. Huml a CUP for a temporary outside patio extender on City right-of-way which
allows her to extend the patio and walkway into parallel parking stall along Lake Street. In 2016 the City
granted Ms. Huml permission to build a pergola on public right-of-way. While the new design of Lake Street
will widen the sidewalk significantly to allow for more outdoor patio space along the 600 block, the additional
width gained does not equal the width achieved through her pre-existing extended temporary patio.
As a result, Ms. Huml has been working on patio options, including permanent structures, that will both
enhance the dining experience while not significantly reducing seating capacity and the revenue that it
generates.
Staff has encouraged exploration of all options with the exception of any option that would significantly alter
the approved design of Lake Street as it would undermine the approval process and cause delays in the
construction. Ms. Huml will be in attendance to discuss all of attached options. The two main variables are the
permanency and size of the patio.
ATTACHMENTS:
1.
Patio Options
2.
Gianni's Additional Attachments
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City Council Workshop
City Council Agenda Report

MEETING DATE: January 21, 2020
WORKSHOP AGENDA ITEM: 4.
TITLE: Review of Panoway on Wayzata Bay Marketing and Communications Launch Plan (6:20 p.m.)
PREPARED BY: Emily Goellner, Community Development Director
REVIEWED BY: Jeff Dahl, City Manager
DISCUSSION OBJECTIVE:
To provide review and feedback on draft Panoway Launch Plan.
BACKGROUND:
Late in 2019, the City, along with the Lake Effect Conservancy, approved a new marketing launch that
provides a name to the Lake Effect Initiative now that the City is moving forward with construction. After
several meetings and engagement led by the Conservancy, Panoway on Wayzata Bay was selected and the
Council directed staff to move forward with putting together a Launch Plan.
Attached is a Launch Plan that has been put together by several consultants that have been partners with the
City and/or Conservancy.
Staff will be going over the Launch Plan at the meeting and walking through the attached direct and indirect
budget implications. Overall, the City's portion would be $70,000 and the Conservancy's portion would be
$30,000.
ATTACHMENTS:
1.
Panoway on Wayzata Bay 2020 communications proposal
2.
City and Conservancy Consultant Costs
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TO:

JEFF DAHL, CITY OF WAYZATA
ANDREW MULLIN, LAKE EFFECT CONSERVANCY

FROM:

SARA SWENSON, GOFF PUBLIC
ASHLEY ARAM, GOFF PUBLIC
BRIAN LUCAS, TRUE VOICE COMMUNICATIONS
EDDIE ULRICH, FUZZY DUCK

DATE:

JANUARY 13, 2020

RE:

PANOWAY ON WAYZATA BAY COMMUNICATIONS PROPOSAL

Thank you for the opportunity to submit our ideas to drive interest, understanding and enthusiasm for
Panoway on Wayzata Bay in 2020. Through the soft launch and groundbreaking and as the project
moves forward over the coming years, we have an opportunity to educate people about this regional
asset. Our efforts will help generate excitement and support, embrace change, encourage fundraising,
and foster anticipation for a brighter future for the city and the lakefront. Goff Public, True Voice
Communications and Fuzzy Duck have valued our professional relationship with the City of Wayzata and
the Lake Effect Conservancy. We look forward to the opportunity to build on the work we have already
accomplished together.

SCOPE OF WORK
January-March 2020
●

Messaging and training
$5,000
Timing: Key messages and Q&A developed; develop tagline and “re” statements in January;
messaging session in January/February
o

Develop key messages to communicate the current status of the Wayzata waterfront
improvements; specifically, the transition from the project envisioning process, called
the Lake Effect, to the project implementation, called Panoway on Wayzata Bay.

o

Develop internal reactive Q&A document to prepare spokespeople for common and/or
tough questions.

o

Develop tagline to help communicate key brand elements.

o

Develop “re” statements (e.g., “reconnect with nature”) for the six key pillars.
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o
●

●

●

Hold messaging training session to ensure project spokespeople feel comfortable using
the messaging.

Philanthropy fact sheets
Timing: January/February

$3,500

o

Redesign existing fact sheets with Panoway branding.

o

Generate support and excitement by highlighting former, current and future project
philanthropy efforts through storytelling and fact sheets.

o

Refine fact sheet content so that it will cover both phase one (The Lake Effect) and
phase two (Panoway on Wayzata Bay) of the project.

o

Create designs/iconography and content focused on the six key pillars of Panoway
including new branding.

Website
Timing: January-March

$4,500

o

In January, update the language on conservancy and city websites (including Lake Effect,
Navigate Wayzata) to match the new language, branding and messaging of Panoway on
Wayzata Bay.

o

Keeping the original website’s template and HTML intact, update the following features
of the project’s website for full clarity and ease beginning in February and fully
implemented in advance of the launch event in March:
▪

Update the copy and logo to remove Lake Effect mentions.

▪

Update all URLs to match the new project information and branding.

Social media (Conservancy, City and Chamber channels)
Timing: January-March
o

o

$5,500

Create a content calendar using the newly developed messaging that addresses the six
project pillars:
▪

Improved lake access and community space

▪

Environmental sustainability

▪

STEM-based waterfront “living classroom”

▪

Historic preservation

▪

Supporting art and urban greenspace

▪

Bolstering Wayzata’s business community

Create up to six custom-created visual content pieces to complement primary written
content.
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●

●

●

●

Owned channels
Timing: January-March

$4,000

o

Write a message for the City, Chamber and Conservancy e-newsletter channels that
highlights the status of the project, next steps and teases the new name.

o

Customize regular messages addressing the six project pillars and include inspiring
renderings and/or Panoway graphics to generate buzz about the next phase through:
▪

Portal (monthly newsletter from the City of Wayzata)

▪

Wayzata Weekly (weekly newsletter from the City of Wayzata)

▪

E-GATEWAY (weekly newsletter from the Greater Wayzata Area Chamber of
Commerce)

▪

Email blast (Wayzata Lake Effect Conservancy)

Media relations
Timing: January-March

$4,000

o

Media relations activities during the soft launch phase should be reactive with the
exception of pitching stories with longer lead times.

o

Pitch proactive, long-form stories in January 2020 to provide reporters enough time to
cover the Panoway on Wayzata Bay in advance of the spring launch. Publications to
pitch should include:
▪

Artful Living

▪

Mpls/St. Paul Magazine

Stakeholder/donor meetings
Timing: January-March

$1,000

o

Identify key stakeholders, community influencers and current/future donors (e.g.,
Historical Society, Preservation Board, etc.).

o

Assist as needed with meetings to help these stakeholders understand the new name,
identify joint communications opportunities and pitch fundraising opportunities so they
can serve as champions of the new name and project identity.

Brand ambassador training
Timing: February/March

$7,500

o

Using the developed key messages, conduct media training sessions with key
spokespeople, board members and fundraising ambassadors to help them develop their
skills in telling the Panoway story.

o

Incorporate basic coaching on interview/presentation skills and assist in the
development and honing of each spokesperson’s “elevator speech.”
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March 2020
●

Groundbreaking event
Timing: March
o

$21,000

The primary goal with the event(s) related to the Panoway hard launch is to portray an
overall feeling of celebration, community and inclusion while officially launching the
Panoway brand. The more traditional groundbreaking image of well-dressed business
people with shovels and hard hats will be replaced with a gathering involving
community members of all ages sharing stories from the past and celebrating the future
memories that will be made there. The event would coincide with the launch of
communications platforms, like the website, e-newsletter and social media.
Additional information from event organizer Twirl Events is attached to the proposal.
The budget includes event organizing costs, tent, table and bonfire rentals, as well as a
branded giveaway. Fuzzy Duck would provide graphic design services.

March-October 2020
●

Ongoing communications and strategy
Timing: March-October

$44,000

o

The ongoing communications and strategy budget would include approximately 30
hours per month of consultant time for biweekly strategy calls and ongoing
communications efforts to keep the momentum going for future Panoway fundraising.
These communications would coordinate with the city’s Navigate Wayzata efforts, but
would go beyond construction-related updates.

o

Ongoing efforts would include media relations, social media content calendar, owned
content and graphic design.

ABOUT THE TEAM
Goff Public
Goff Public is an independent communications agency based in Minnesota. We are skilled, experienced
problem solvers who tell our clients’ stories, advocate for their interests and protect their reputations.
We deliver results and have the track record to prove it.
As a Goff Public client, you would have access to the collective knowledge and passion of our entire firm.
We assign a multiple-person team to each client so that someone is always available to assist you. Goff
Public’s core team for this project would include Sara Swenson and Ashley Aram, who together have
nearly two decades of experience building and implementing communications strategies for
governments that successfully engage and inform key audiences.
•

Sara Swenson, Director
Sara is a persuasive, sophisticated communicator. She combines her deep knowledge of
traditional media strategies with emerging and new techniques to help clients build
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comprehensive communications plans. Sara is also a key member of Goff Public’s media training
and crisis communications teams.
A passionate advocate for her community, Sara has worked with local governments and on
economic development and construction projects across the Twin Cities for a decade – including
CHS Field, the Ford Site, Palace Theater, Rice Creek Commons and Dorothy Day Place. Her
experience also includes extensive work with local and tribal governments, philanthropy, health
care, and higher education institutions. The common thread through all of Sara’s work is a
particular focus on helping citizens better understand and engage with their community and
their government.
•

Ashley Aram, Senior Account Manager
Rely on Ashley for sound strategy and flawless execution. Trained as a professional journalist
and with experience ranging from Fortune 200 companies to local government, Ashley’s passion
for and expertise in strategic communications never quits. She is an expert at crafting strong
messages for multiple audiences and platforms, and she helps clients break into the toughest
news cycles. Ashley has extensive experience working with local governments to develop and
implement communications and engagement campaigns surrounding everything from major
developments to local construction projects. She also excels at helping clients navigate crisis
situations with sound advice and thoughtful strategy.
Ashley spent years in the office of former Saint Paul Mayor Chris Coleman, serving as press
secretary and then as senior communications advisor. She started her career in corporate
communications at Land O’Lakes, Inc., where she worked on everything from social media to
public relations and internal communications.

True Voice Communications
Brian Lucas founded True Voice Communications in 2018 to focus on helping organizations and
individuals showcase their best selves through strategic and authentic storytelling. Brian comes from a
journalism background, working as a reporter for Minnesota Public Radio and later as a television
reporter in Wisconsin.
Brian’s strategic communications career started at Fleishman Hillard, an international public relations
agency, where he worked on clients including the Avenue of the Arts, the Blandin Foundation and the
Student Pledge Against Gun Violence. Brian left the agency world to work at Best Buy, Children’s
Hospitals and Clinics of Minnesota, and then the University of Minnesota, where he led communications
for all of the University's health sciences schools.
Brian is the author of Here Comes the Sun: A Young Family’s Journey Through Cancer, the 2014 Midwest
Book Award winner for best memoir. He served as the board chair for the Leukemia and Lymphoma
Society. In 2006, Brian was named to the Twin Cities Business Journal’s annual “40 under 40” list of
influential members of the local business community. He is a graduate of the Leadership Twin Cities
program and completed the Policy Fellows program at the University of Minnesota Humphrey School of
public affairs.

Fuzzy Duck
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Fuzzy Duck was founded over 25 years ago and has provided design, development and marketing
services to a variety of individuals, businesses, municipalities, organizations and educational institutions.
Our communication and audience-driven approach allows us to listen to our clients’ needs, think about
the underlying challenges, and create distinctive and effective visual solutions that meet and exceed our
client’s goals.
Experience:
•

Team of professionals with multiple areas of skills and experience

•

Located in Wayzata – familiar with the area, its residents and its businesses

•

Creative marketing and visual communication strategy

•

Visual branding, graphic design and motion graphics

•

Web design, development and digital marketing

•

Content strategy and creation

At Fuzzy Duck, our internal philosophy follows a “Listen. Think. Create” process and we continually apply
this approach to all our projects. Simply put, we “Listen.” to our clients in order to discover their specific
needs and goals, “Think.” through strategies to meet their needs and accomplish their goals, and then
“Create.” and implement unique and effective communications and solutions.
When the project requires, Fuzzy Duck has extensive experience in web and digital marketing. We were
an early adopter of mobile responsive sites, and have been creating engaging online experiences for well
over 15 years.
Our clients range from small business start ups to global companies such as Pentair and General Mills.
Our experience in the commercial and corporate markets allows us to bring a fresh perspective to every
project we are involved in.
•

Eddie Ulrich, Founder & President
A long-time community resident and Wayzata business owner, Eddie has contributed as both a
volunteer and a business partner to the city and surrounding businesses and organizations. His
local client relationships are both numerous and long-lived.
With awards for entrepreneurism and over 26 years of personal experience, Eddie’s business
background, combined with his talent for brand positioning and messaging, has resulted in
repeated success stories for Fuzzy Duck’s clients.
Beyond overseeing Fuzzy Duck’s daily operations, Eddie’s roles include marketing strategist,
working directly with clients to help establish their branding and messaging strategies, as well as
creative director, ensuring that the creativity and quality level remain high on all projects.
Creatively, he has worked on everything from children’s books to independent feature films.
These experiences have strengthened his role at Fuzzy Duck by honing his abilities to simplify
and convey concise, purposeful messages through visual and written communications.
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BUDGET
SCOPE OF WORK
Soft launch/preparations for hard launch
January-March 2020
• Messaging and training
• Philanthropy fact sheets
• Website
• Social media
• Owned channels
• Media relations
• Stakeholder/donor meetings
• Brand ambassador training
Groundbreaking event
March 2020
Ongoing communications
March-October 2020
TOTAL

BUDGET
$35,000
• $5,000
• $3,500
• $4,500
• $5,500
• $4,000
• $4,000
• $1,000
• $7,500
$21,000
$44,000
$100,000
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Panoway Consultant Costs for City in Partnership with the Conservancy
Previously Approved
Marketing/Communications
Section Foreman's House
Conservancy Administration
Lobbying
Total
Surplus/Deficit(-)

2019 Budget
$
25,000.00
$
61,900.00
$
$
25,800.00
$ 112,700.00

City
2019 Actual
2020 Budget
$
10,000.00 $
$
32,100.00 $
$
$
53,000.00
26,500.00
$
17,000.00 $
$
59,100.00 $
79,500.00
$
53,600.00

2021 Budget
$
$
$
54,600.00
$
$
54,600.00

Proposed Update
Marketing/Communications
$
70,000.00 $
35,000.00
Section Foreman's House
$
35,000.00 $
Conservancy Administration
$
25,000.00 $
25,000.00
Lobbying
$
26,500.00
Total
$ 156,500.00 $
60,000.00
*For 2020, the Conservancy is budgeting approx. $80,000 for marketing, administration, engagement efforts.
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City Council Workshop
City Council Agenda Report

MEETING DATE: January 21, 2020
WORKSHOP AGENDA ITEM: 5.
TITLE: Update of City Hall Remodel Costs (6:50 p.m.)
PREPARED BY: Jeff Dahl, City Manager
REVIEWED BY: N/A
DISCUSSION OBJECTIVE:
To receive an update on the City Hall Remodel Project Costs and Capital Improvement Plan Implications.
BACKGROUND:
At the last City Council Meeting, the City Council approved the City Hall Remodel Project plans with the
conditions that:






Removal of any new office furniture from the project that can be delayed without adding future costs;
Value engineering front desk improvements;
Waiving of building permit fees;
Reduction of Construction Management fees based on updated project; and
the increase in costs would be offset but other CIP refinements.

As mentioned, the overall project was approximately $200,000 over budget.
Since the last meeting, staff has worked with consultants on reducing the project cost by approximately
$30,000 (or $60,000 if the front reception improvements were omitted). In addition, staff will update the
General Fund CIP with refinements that will reduce other project related costs by approximately $250,000.
Staff will briefly highlight those refinements at the workshop.
ATTACHMENTS:
None
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