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Requesting Department: 
 
Economic Development 

 
 
 
TO: HONORABLE MAYOR AND TOWN COUNCIL 

THROUGH: JOHN KROSS, TOWN MANAGER 

DOREEN COTT, ECONOMIC DEVELOPMENT DIRECTOR 

FROM: MARNIE SCHUBERT, CHIEF MARKETING/PUBLIC 
INFORMATION OFFICER 

RE: DISCUSSION ON TAKING MARKETING TO THE NEXT LEVEL 
AS DISCUSSED AT THE 2013 TOWN COUNCIL RETREAT  

 
DATE: DECEMBER 4, 2013 

 
Discussion:  
Over the past three years, Queen Creek has grown its image on a regional level, 
establishing the community as a tourist destination focused on food and the outdoors. 
The Town has initiated marketing campaigns, including Visit the QC and Rediscover 
Your Community, overhauled the website to include a more active tourism component, 
and amplified the social media sites to encourage exploration of destinations in the 
community. 
 
As part of its 2013 retreat, the Town Council requested that staff make 
recommendations that would “take marketing to the next level.” In order to get to the 
next level, staff is recommending that the Town partner with larger, regional 
organizations that can provide far-reaching resources and measurable results. As such, 
staff is recommending marketing partnerships with Visit Mesa, the East Valley’s regional 
convention and visitors’ bureau, and the East Valley Partnership, a regional coalition of 
community, business, educational and government leaders. 
 
By partnering with these larger organizations with far reaching resources, Queen Creek 
gets the benefit of their marketing dollars while continuing to establish our own unique 
brand. 
 
Visit Mesa 
The Town has worked with Visit Mesa over the past two years as we began our tourism 
marketing efforts. The Town has a presence in the annual Visit Mesa Visitors Guide and 
Map, participates in a limited number of familiarization tours with tourism media, and is 
mentioned on their website. The goal of the organization is to attract visitors to the East 
Valley, and they use all of the assets of the region, including Queen Creek’s agritourism 
focus, to achieve that task. 
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In 2012-13 Visit Mesa invested $1.2 million in sales and marketing. In 2013-14 estimated 
sales and marketing expenses will be $1.3 million. This represents an investment that 
Queen Creek could not make on its own, and demonstrates the commitment to 
promoting the East Valley. Queen Creek also benefits because the destinations in the 
Town are complements to the offerings in Mesa and the surrounding areas, not 
competition.  
 
Although Queen Creek does not yet have a hotel, partnering with Visit Mesa would offer 
the opportunity to interact with new event promoters and potentially bring new events to 
the community, further enhancing the Town’s attractiveness to hotel development and 
visibility in the industry.  
 
The Visit Mesa brand is an extension of the City of Mesa’s “City Limitless,” but the brand 
promise is already very inclusive of Queen Creek and other regional partners. As a 
representative of the region, the organization’s targeted sectors include: 
• National Group Sales (generated $480K in direct future visitor spending in 2012-13) 

o Markets-Midwest, Washington DC, Pacific Northwest 
o Demographics-Association, Corporate, Religious, Fraternal 

• Sports Sales (generated $13.7 million in direct future visitor spending in 2012-13) 
o Markets-Colorado, Indiana 
o Demographics- Youth and Amateur 

• Travel Industry Sales (generated $8.6 million in direct future visitor spending in 2012-
13) 

o Markets 

 Domestic- West and Pacific Northwest, Midwest and Northeast 

 International- Canada, Mexico, United Kingdom, Germany and China 
o Demographics 

 Individual travelers, young explorers, active adults, families, lifestyle 
focused 

 Motorcoach 

 Escorted tour series  

 Preformed tailored tours 
 
Visit Mesa uses a wide variety of resources to market to these sectors, including: 
• Print 
• Media (placed & earned) 
• Digital 
• Trade shows 
• Sales mission trips 
 
Print/Media 
Advertising – The Town currently advertises in select regional and national publications 
with an approved budget of $28K per year. Visit Mesa publishes advertising and 
advertorial in targeted publications domestically and internationally. Many of their dollars 
reach out to the Canadian market, including major newspapers in Toronto, Calgary, 
Vancouver and Montreal. Many of these advertisements are placed by leveraging co-op 
funds provided by the Arizona Office of Tourism, which the Town of Queen Creek is 
ineligible to receive because we are not a Destination Marketing Organization, nor do we 
have the option of establishing one. 
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Print ads are also placed in several sports publications aimed at event planners. 
Currently the focus is on youth and amateur baseball and swimming events, but there is 
an opportunity to discuss including equestrian as the Town solidifies a partnership with 
Visit Mesa. The current ads would also benefit Barney Family Sports Complex and the 
parks and trails in the community. 
 
This partnership would provide the Town with opportunities to co-op space in these 
campaigns, as well as inclusion in destination marketing materials such as itineraries, 
maps and visitors guides. This is in addition to providing space at all Visit Mesa locations 
for Queen Creek-specific marketing materials. 
 
Public Relations - With regard to earned media (versus advertising), Visit Mesa works 
with reporters throughout the year to generate publicity. The Town does not currently 
have access to these pools of reporters, nor would Queen Creek have the opportunity to 
pitch them at events because it is not a destination marketing organization, nor can it 
become one. During 2012-13 Visit Mesa hosted 52 media representatives as they 
explored the East Valley, and assisted another 316 members of the media. This resulted 
in the publication of 314 articles valued at $729,597. This means that 
travel/tourism/sports/food & wine reporters wrote feature articles, many of which 
included Queen Creek destinations, that equate to the amount of space it would cost 
upwards of $700K to purchase. To put into perspective how that affects Queen Creek, 
Visit Mesa tracked $148k as the earned media value for articles featuring Queen Creek 
tourism destinations, with a combined circulation of more than 27 million. This $148K 
represents about 20% of Visit Mesa’s total earned media value from its annual program 
of work. Please note that in the first quarter of 2013-14, Queen Creek visitor experiences 
have already received nearly $70K in earned media value with more than 48 million in 
circulation. 
 
Visit Mesa also publishes an annual visitor’s guide, which has a print distribution to 
50,000 tourists a year, along with 75,000 copies of the map. Both of these publications 
are available for download on the Visit Mesa website which receives more than 400,000 
unique views annually. The Town has traditionally purchased an ad in these 
publications, and this proposed partnership would amplify Queen Creek’s presence in 
these key tourism resources. 
 
Digital 
The Town currently has a tourism feature on the website, offering daytrip itineraries, a 
video showcasing the community, and links to the Shop Queen Creek program. With a 
partnership with Visit Mesa, Queen Creek and its destinations will be part of marketing 
efforts on a wide array of travel-centric websites where Visit Mesa uses banner ads, 
contests, and other marketing campaigns to promote the region. Those digital partners 
include sites such as: 
• TravelZoo.com 
• TripAdvisor 
• Vacationfun.com 
• Southwest Airlines Vacations 
• Allegiant Vacations 
• Facebook.com 
These sites direct visitors to the Visit Mesa website, which, as part of this partnership, 
would have a dedicated Queen Creek microsite that Town staff would administer. This 
microsite would include dynamic content and messaging that would be controlled by 
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Town staff and can be updated regularly to reflect desired messaging. Digital marketing 
URLs could also be assigned for tracking purposes. 
 
The Town’s microsite would be unlimited. We would have the opportunity to include 
videos, itineraries, descriptions or any other campaign materials. There is no size limit or 
restrictions on content. 
 
The partnership also includes the opportunity for the Town to send out e-blasts to 
targeted audiences via Visit Mesa’s partners and/or the targeted media that Visit Mesa 
reaches out to following sales missions and trade shows. 
 
Trade Shows & Sales Mission Trips 
In an effort to target specific travel-oriented planners and journalists, Visit Mesa 
participates in a variety of trade shows and sales missions. As part of this partnership, 
Visit Mesa would provide an opportunity for Queen Creek to have a physical presence at 
strategically chosen major trade show events to be part of the pitch process to tour 
operators. These trade shows are appointment-based, allowing Visit Mesa to pre-screen 
all tour operator clients to ensure that they are worthy of spending time with. Visit Mesa 
would provide follow up on all leads generated during these meetings for the Town to 
arrange experiences and connections. The Town would also be generating a database 
of leads to continue the conversation via newsletters, brochures, etc.  
 
The trade shows that have been discussed as strategic to the partnership include, but 
are not limited to: 
 
• Small Market Meetings Conference in Mesa, AZ – This event hosts 120-150 meeting 
planners to assist them in learning more about what the East Valley offers and what 
types of activities their clients can do while attending conferences in the East 
Valley/Phoenix Metro area. This event does include familiarization tours, and as part of 
the partnership, Queen Creek would be invited to participate in those tours to showcase 
the community. 
• IMEX America in Las Vegas, NV – This is the largest incentive meeting/planning show 
in the United States and hosts the executives planning trips that will serve as rewards for 
employees (i.e. trip awarded to a salesperson of the year). This event is designed to 
showcase unique experiences, of which Queen Creek has many.   
• International PowWow in Orlando, FL – This is the largest international tour operator 
show in the country. This show is designed to attract large groups to the East Valley by 
showcasing our unique experiences.  
• TEAMS in Las Vegas, NV – This is the largest event for planners of non-professional 
sporting events, including equestrian. Two years ago Visit Mesa used this event to 
attract the Tough Mudder event to the East Valley. 
 
Visit Mesa also arranges a wide variety of sales missions throughout the year to key 
feeder cities. These trips provide pre-arranged opportunities to pitch media, tour 
operators and travel agents on the benefits of the East Valley. Some of sales missions 
include: 
 
• Travel industry sales missions – Each year Visit Mesa partners with Southwest Airlines 
Vacations to purchase a suite at a Cubs game to host meeting planners and top travel 
agents from Southwest Air.  



Page 5 of 8 

• Sports sales missions also take place in strategic locations. The Olympic Committee 
which represents all of the national governing bodies of all of the Olympic sports, is one 
of Visit Mesa’s clients. 
 
In addition to the missions above, Visit Mesa has indicated that there are specific, large-
scale sales missions that would serve Queen Creek best. Those include: 
 
• Sales mission to the United Kingdom scheduled for September 2014. Mesa is the best 
selling area in the southwest U.S. for the UK. Visit Mesa indicated that Queen Creek is a 
large part of that interest and would like to see the community represented on this sales 
mission should the partnership be approved. 
• Sales mission to China scheduled for October 2014. The Chinese travel market is 
ranked as the #1 up-and-coming tourism feeder for the southwest by the Arizona Office 
of Tourism. Visit Mesa plans to embark on a six-day sales mission to meet with 
strategically chosen travel agents. 
 
In addition to a physical presence at the above events, Visit Mesa participates in dozens 
of additional events in which Queen Creek would have printed materials present and be 
part of the pitch, but would not require a physical presence from Queen Creek staff.  
 
East Valley Partnership 
The Town is a member of the East Valley Partnership’s “PHX Cities East” marketing 
committee, which was based on a mayoral initiative in the region. Designed to attract C-
suite level executives to explore options in the East Valley, this campaign will be run in 
conjunction with the Greater Phoenix Economic Council and Arizona Commerce 
Authority. 
 
Members of Queen Creek’s Economic Development and Communications & Marketing 
teams sit on the committees that are outlining the focus and breadth of the marketing, 
and have an active role in setting targeted sectors and budgets for advertising. This 
campaign provides another opportunity for Queen Creek to take advantage of the 
broader range of resources and budget of a larger, more regional organization, while 
maintaining the Town’s unique brand and identity. 
 
The budget for this campaign has not yet been set, but EVP will be seeking partners 
from both the public and private sectors in the 2014-15 budget year. 
 
Conclusion 
The vast majority of the benefits of partnering with Visit Mesa and the East Valley 
Partnership would be unattainable by the Town marketing on its own. Because we are 
prohibited from forming a Destination Marketing Organization, we cannot participate in 
any of the Arizona Office of Tourism co-op buys or take part in any of their funding 
sources for tourism.    
 
All of the marketing provides measurable outcomes for the community, offering a level of 
resources that Queen Creek could not match, no matter the budget. These partners 
have far-reaching international distribution and sales channels with established 
relationships. 
 
By partnering with these well-known and well respected organizations, Queen Creek 
would be able to further its brand at minimal cost to taxpayers.  
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This proposal is in addition to the partnerships that already exist with the Greater 
Phoenix Economic Council, local destinations such as Queen Creek Olive Mill, Schnepf 
Farms, Barney Family Sports Complex, Queen Creek Performing Arts Center and the 
Queen Creek Chamber of Commerce. 
 
Fiscal Impact: 
The total for Queen Creek to participate in an all-encompassing partnership with Visit 
Mesa, which includes the co-op placement of print advertising and materials, microsite 
on the Visit Mesa website, brochure distribution, participation in sales calls and trade 
shows (including all travel): $56K annually. This does not include any follow-up 
marketing (i.e. packets mailed out to interested media), nor does it include any additional 
advertising dollars. This $56K would be requested as part of the Town’s standard budget 
approval process for 2014-15. 
 
In 2013-14 the Town budgeted $28K for advertising purchases. As part of the Town’s 
budget process staff will be evaluating any additional marketing needs, including 
additional advertising, the replenishment of Town promotional materials (pins, pens, 
mugs, etc.). Any requests for marketing funds would be part of the Town’s standard 
budget approval process. 
 
Staff recognizes that with the enhancement to the Town’s marketing program, it would 
require a large investment in time and resources to maximize the impact of these 
proposed campaigns. As such, should the Council agree with these partnership routes, 
staff would submit for funding of an additional Communications & Marketing staff 
member as a supplemental to the 2014-15 budget. 
 
Alternatives:  

1. The Town could evaluate new opportunities to purchase advertising in tourist-
focused magazines and publications. 

2. The Town could evaluate aligning with Scottsdale or Phoenix CVBs versus 
Mesa’s. 

3. The Town could delay implementing a “next level” marketing plan and continue 
the current strategy for another year. 
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EXHIBIT A 
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EXHIBIT B 

(Visit Mesa Annual Report) 
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ANNUAL REPORT \ 2012 2013      

This past fiscal year will go on record as the year of dynamic change for the City of Mesa’s destination 
marketing organization. Along with new leadership, one of the first achievements of this past year was the 
name change to Visit Mesa, a simple move that allowed our efforts to be more aligned with our mission. 

In the first quarter, Visit Mesa President & CEO Marc Garcia led the effort to engage Mesa’s visitor 
industry and have their voices be heard. What is Mesa? Where is Mesa going as a destination? How do 

we compete in the marketplace? A necessary, and welcomed, brand audit 
was conducted by Mindset, Inc. to help leaders define Mesa as a travel 
destination. This comprehensive audit was a shared effort to gauge not only 

how Mesa was seen through the eyes of past visitors and clients, 
but also to see how our hotels, attractions, restaurants and other 
vital constituents saw Mesa and our shared borders with the 

regional communities of Gilbert, Queen Creek and Apache 
Junction. In tandem, Visit Mesa hosted two stakeholder 

sessions applying the nominal group technique with the 
goal of determining what course of action to take as stewards of this community. 

These sessions helped identify the priorities for Mesa’s visitor industry. The results 
were overwhelmingly positive and the unified outcome became the ‘spark’ setting 
Visit Mesa on the course of rebranding Mesa, Arizona. 

ORGANIZATIONAL STRUCTURE & PERSONNEL 
At the start of the fiscal year, Garcia  

re-engineered the Visit Mesa staff and 
adjusted the reporting structure to better 

align roles and responsibilities for each 
department. Part of the restructuring 

included the addition of Vice President 
of Sales & Marketing Kimberly Freer 
who joined the Visit Mesa team in 

October. Freer’s first initiative was 
to develop specific and targeted goals and objectives for 

each employee, a measurement that did not previously  
exist. Adding measurements and target incentives put 

Visit Mesa in the position to operate more efficiently. 
Most importantly, the staffing changes helped better 

serve Mesa’s hospitality community and created new 
open lines of communications to our sales managers 

and directors.

EXECUTIVE SUMMARY

VISION
Mesa and its surrounding regional partners 
are globally recognized as the preeminent  

visitor destination in Arizona.

B I L L  W I N D I S H  •  P R O D U C T I O N / D E S I G N

1 9 1 3 0  N .  9 1 s t  S t r e e t  •  S c o t t s d a l e ,  A Z  8 5 2 5 5

3 0 0  E .  B a s s e  R d .  # 2 4 0 8  •  S a n  A n t o n i o ,  T X  7 8 2 0 9

[ 6 0 2 ]  7 5 7 - 5 6 0 3
e  b i l l w @ m i n d s e t i n c . n e t  •  w w w . m i n d s e t i n c . n e t

g e t  e n g a g e d

Mesa + Gilbert + Queen Creek + Apache Junction  
+ Tonto National Forest = [ ]

MISSION \   Visit Mesa impacts the City of Mesa, Arizona and its partnering East Valley communities’ economies 
by marketing the region as a premier travel destination. The dynamic Visit Mesa team of sales, marketing and 
communications professionals accomplishes this by promoting Mesa’s core destination drivers, attracting distinctive 
meetings business, inspiring leisure and corporate travel, and showcasing opportunities that position. The City of Mesa 
as an elite sports, cultural, and event destination — all while delivering comprehensive services that enhance the Mesa 
guest experience.

visitmesa.com

BOARD OF DIRECTORS
GARY LEVINE, Chairperson    Hilton Phoenix/Mesa

JOHN BERSCH, Vice Chairperson    Hyatt Place Phoenix/Mesa

WAYNE BALMER, Secretary    Town of Queen Creek

DAVE WIER, Treasurer    Wells Fargo Bank

STEVE WEST, Past Chairperson    Udall Shumway

MEMBERS OF THE BOARD 
RICH ADAMS    Southwest Business Credit Services

DONALD GIBSON    Phoenix Marriott Mesa

REX GRISWOLD    CPI-Commercial Properties Inc

MARC HEIRSHBERG    Parks and Recreation-City of Mesa

MELISSA HOPKINS    Country Inn & Suites

JAY LARSCHEID    Longbow Golf Club

MAT LEBERT    Mesa Spirit RV Resort

JAYE O’DONNELL    Economic Development-City of Mesa

TOM RHODES    Arque Capital, Ltd.

SCOTT SOMERS    City of Mesa Councilmember

RANDY VOGEL    Mesa Arts Center

CLAUDIA WALTERS    Mesa United Way

MARTY WHALEN    Gateway Bank

MIKE WHALEN    Centurion Custom Security
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After thorough review, Visit Mesa implemented a new Customer Relations 
Management System (CRM), hosted by Simpleview. The web-based system is 
fully integrated into every department and function of the organization from 
sales, targeted marketing, website, visitor center and services to accounting, 
communications and social media. Visit Mesa conducted several training sessions 
for Mesa hotels and attractions, with additional training scheduled in FY 13-14.
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AUDITED FINANCIAL STATEMENT 
FISCAL YEAR: JULY 1, 2012 TO JUNE 30, 2013 
 

REVENUE 
  City Bed Tax  $  $1,786,000 
  Interest and Dividend Income  $  2,638 
  Miscellaneous  $  1,714 
  Sub‐Lease Rent and Utilities  $  7,630 
  Spring Training  $  19,853 
  Economic Development Program  $  19,425 
  Cooperative Advertising 
    Visitors Guide and Map & Guide  $  100,860 
    Allegiant Sunseeker In‐Flight Guide  $  12,900 
    Gateway Terminal Display Boards  $  15,350 
    Website  $  14,584 
    101 Things to Do Brochure  $  4,500 
    Good Sam Directory  $  1,475 
  Prop 302 Program  $  350,306 
  Prop 202 Program  $  20,000 
  Sales & Marketing Events and Programs  $  88,428 
  Rebranding Campaign  $  100,000 
  Total Revenue  $  $2,545,663  
 
EXPENSES 
  Marketing 
    Airport  $  17,472 
    Community Relations  $  276,854 
    Professional Dues and Meetings  $  22,740 
    Advertising  $  56,395 
    Prop 302 Program  $  356,539 
    Communications  $  50,426 
    Postage  $  11,727 
    Printing  $  79,387 
    Promotional Items  $  12,420 
    Sports Sales  $  38,501 
    Travel Industry Sales  $  68,078 
    National Sales  $  47,947 
    Website Marketing & Maintenance  $  46,935 
    Prop 202 Program  $  387 
    Spring Training  $  36,591 
    Economic Development Program  $  27,149 
    Re‐Branding  $  44,969 
    Total Marketing  $  1,194,517 
 
  Administrative 
    Accounting/Miscellaneous  $  42,851 
    Building Maintenance, Utilities, Insurance  $  38,870 
    Capital Expense  $  2,985 
    Employee Benefits  $  107,923 
    Office Equipment/Database Maintenance  $  34,811 
    Office Supplies  $  6,568 
    Salaries and Payroll Taxes  $  886,563 
    Telephone  $  10,833 
    Total Administrative  $  1,131,404
    Total Marketing and Administrative Expenses  $  2,325,921 
NET INCOME   $  219,742 

AUDITED FINANCIAL STATEMENT   FY JULY 1, 2012 TO JUNE 30, 2013

Invested in 
Visit Mesa

in future estimated  
direct expenditures

DIRECT
VISITOR 

SPENDING 

TRACKING
AND 

MEASUREMENT

A LOOK 
AHEAD... 

$22.8
MILLION

Taking into account this fiscal year’s contributions from the City of Mesa’s bed tax collections, Visit Mesa 
estimates that for every $1 invested in Visit Mesa by the City of Mesa, there is an estimated return of 
$12.13 in future direct expenditures. Visit Mesa estimates that our direct, combined sales efforts (directly 
attributed to tracked returns in National Sales, Travel Industry Sales and Sports Sales) resulted in an 
estimated $22.8 Million* in future direct spending. It’s important to note that this impact does not include 
all of Visit Mesa’s efforts to drive visitation and hotel consumption in other arenas such as Marketing, 
Communications and Social Media. With confidence, we can clearly show that Visit Mesa’s targeted 
approaches this last fiscal year will have a lasting and positive impact on future travel performance.
*$22.8M is calculated by using the $177/person/day spend formula.  $1 per $12.15 is calculated by dividing $22.8M by the City of Mesa TLT 
collections ($1.88M) provided to Visit Mesa in FY 12-13.

In FY 13-14 our partners will see the Visit Mesa team implementing the Mesa City Limitless 
brand and launching a new destination marketing campaign across the U.S., Canada 
and in select international markets. The long-anticipated opening of the new 
Chicago Cubs stadium complex is expected to garner national headlines for Visit 
Mesa and help elevate our destination appeal across all market segments. We 
hope to share new hotel and visitor attraction developments as part of this new 
offering in the near future. Travel Industry Sales will strengthen as partnerships 
are solidified with key domestic and international tour operators, and we 
expand on the affinity marketing campaigns such as Southwest Vacations that 
were started this year. Booking more group business throughout the city and 
encouraging our hoteliers to increase ADR to uphold rate integrity will be a shared 
focus over the next 12 months.



AGENT            PROGRAM

Despite anticipated occupancy gains in the third 
quarter, Smith Travel Research continued to show that 
all key indicators remained relatively flat throughout 
the year. Visit Mesa streamlined the STR data to better reflect 
Mesa’s hotel performance. 

YEAR IN REVIEW      6

A YEAR IN REVIEW    FY JULY 1, 2012 TO JUNE 30, 2013 LODGING PERFORMANCE

Visit Mesa’s sales were aggressive as we set our departments’ internal goals and 
target incentives 25% higher than FY 11-12 production totals. In the first quarter, 
Visit Mesa secured its first-ever hotel booking engine, BookDirect by Jackrabbit, 
which helped position our website as a portal to push potential guests directly 
to Mesa hotels to complete the transaction. In Sports, Visit Mesa secured USA 
Swimming’s Grand Prix event and will host this nationally-televised showcase 
through 2016. National Sales proactively pursued and ultimately booked Meetings 
Quest for January 2014, elevating Mesa’s presence with 
the core meeting planner set. The department also 
announced that Mesa will be the host city for Small 
Market Meetings 2014 annual conference. In addition, 

Travel Industry Sales launched three national travel direct marketing campaigns with 
Southwest Airlines Vacations (Winter 2012/Spring 2013) and Allegiant Airlines 
(Spring 2013). 

13
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BOOKINGS BY MARKET   FY 12-13

NATIONAL SALES 
BOOKINGS

TRAVEL INDUSTRY
SALES BOOKINGS

SPORTS SALES
BOOKINGS

67 56 68 22,719 27,657 $13.7M
439% Increase over FY 11-12 Room Nights Sold

LEADS BOOKINGS BOOKED ROOM 
NIGHTS

# OF VISITORS DIRECT VISITOR 
SPEND

61 67 14,385 17,512 $8.6M
147% Increase over FY 11-12 Room Nights Sold

56% Increase over FY 11-12 Lead Generation

LEADS BOOKINGS BOOKED ROOM 
NIGHTS

# OF VISITORS DIRECT VISITOR 
SPEND

* Smith Travel Research, Mesa Hotels Only 

    FY 11-12                 FY 12-13

61 13 1,508 1,001 $480+K
LEADS BOOKINGS BOOKED ROOM 

NIGHTS
# OF VISITORS DIRECT VISITOR 

SPEND

NATIONAL SALES

TRAVEL INDUSTRY SALES

SPORTS SALES

25%

Sales 
Goals
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COMMUNICATIONS

visitmesa.com

Visit Mesa’s Communications team succeeded in generating 
314 articles this fiscal year with key placements on national 

platforms including CNN, The Huffington Post, The Daily Herald-
Chicago, USA Today, AOL Travel, and Los Angeles Times to name a 

few. New tracking measures were implemented to help monitor 
and illustrate the value of Visit Mesa’s media outreach efforts 

and as a result our team was able to reach a combined 270 million 
readers (print), viewers (online/television), and listeners (radio). 

Travel media were pitched Mesa story ideas during media missions, 
travel writer tradeshows and pro-active, targeted outreach via press 

releases and direct one-to-one contact. In addition, the Communications 
department produced the first-ever Business Development Plan – a 

tailored piece designed to showcase the organization’s structure and 
share a department-by-department glance into the program of work and 
positioning of Visit Mesa’s brand. A new electronic communications tool 
kit featuring the Visit Mesa Insider (monthly) and MVP: Mesa Visitor Profile 
(quarterly) newsletters was also introduced to Visit Mesa partners keeping 
them informed and engaged in our daily activities, travels and efforts to 
promote the destination.

IPW 2013
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120 North Center Street \ Mesa, AZ 85201

480.827.4700  \  visitmesa.com

Day 2 –Get Away to the Gateway

The Gateway towns of Queen Creek and Gilbert offer an extended playground for 

Mesa visitors. The entire region is host to abundant shopping, dining and nightlife 

options.

AWARD-WINNING CUPCAKES – 1 hour

Locals love the cupcakes on display at The Coffee Shop at Agritopia. The bakery/

restaurant has appeared on Food Network’s “Cupcake Wars” three times! The 

cupcake selection – including a flavor of the day – and their signature scones are 

award-winning and come in dozens of flavors.

SHOPPING: SAN TAN VILLAGE – 2 hours

The largest outdoor retail mall with defined retail districts. Retailers include COACH, 

Fossil, Macy’s, and Apple. Outdoor patio dining is abundant with options from BBQ 

and breweries to steak and sushi.

SAN TAN FLAT GRILL & SALOON – 2+ hours

Located at the end of a long dusty road in the Town of Queen Creek is San Tan Flat. 

This is a great Country Western  bar in the heart of the Sonoran Desert. Live musical 

entertainment is offered Wednesday through Sunday. Keep an eye out for local 

cowboys and cowgirls. Full restaurant serves lunch and dinner.

DENIM & DIAMONDS: WESTERN SHOPPING & NIGHTLIFE – 3+ hours

Visitors can find many Western shopping stores with cowboy hats, boots and 

custom-made belts throughout Mesa and our surrounding cities including Saba’s, 

Boot Barn, and Sheplers Western Wear. A great place to show off your new boots is 

on the dancefloor at Denim & Diamonds. This country bar and night club has free 

country dance lessons each week and daily drink specials and special event seating 

for large groups.

Day 3 – Completing the Journey

ARIZONA’S AVIATION HISTORY – 2 hours

Mesa is entrenched in aviation history and continues to serve as one of the leaders 

in aviation technology and education. At Commemorative Air Force Museum – 

Arizona Wing, daredevils can take to the skies on a variety of war birds and view 

aviation exhibits. Pilots take visitors on thrilling aerial adventures on a variety of 

aircraft including the popular Sentimental Journey – a B-17 Bomber known as  

WWII’s Flying Fortress.

NATIVE AMERICAN JEWELRY – 1 hour

At All Tribes Trading Post visitors can order custom-designed Native American 

jewelry. This wholesale to public store offers some of the market’s highest quality 

Native American Indian Turquoise and Silver jewelry and Native American art. 

All Tribes represents artists from reservations across the U.S. and their jewelry 

workshop features in-house Native American silversmiths and artists working to 

create new designs, custom orders and repairs.

PHOENIX PREMIUM OUTLETS – 2 hours

Phoenix Premium Outlets brings designer outlet shopping to Mesa visitors. 

Conveniently located off Interstate 10 – just 10 miles from the Mesa border, this 

outdoor village style center is filled with an impressive collection of designer and 

name brands offering daily savings. Stores include Coach, DKNY, Elie Tahari,  

Kate Spade, Lucky Brand, Max Studio, Michael Kors, Nike, Saks Fifth Avenue Off 5th 

and more.

MOTORCYCLES ON MAIN STREET – 2 hours

On the first Friday of every month, Downtown Mesa hosts Motorcycles on Main 

Street. Motorcycle fans and owners  

come out to enjoy live music and  

events from 6:00 p.m. to 10:00 p.m.

Day 1 – Mesa – City Limitless

MESA ARTS CENTER CAMPUS TOUR – 1 hour

Mesa Arts Center is the largest performing arts, visual arts, and arts education facility 

in the Southwestern United States. The seven-acre campus is an inviting oasis by 

day and a luminous beacon by night. Serving as a central gathering place for visitors 

and residents, Mesa Arts Center architecture is inspired by the unique character 

of the Sonoran Desert – a rich desert, mountain and canyon environment. The 

Shadow Walk, a shaded outdoor plaza, hosts free concerts throughout the year.

METRO LIGHT RAIL – 1 hour

Visitors can gain easy access to Mesa hotels and the city’s core via Metro Light Rail. 

With the addition of the PHX Sky Train, connecting to and from the airport has 

never been easier. Mesa is expanding the light rail transit system and in 2015, the 

passenger train will carve through Downtown Mesa, in front of three museums, our 

higher education college campus, and in front of the renowned Mesa Arts Center.

DOWNTOWN MESA SCULPTURE WALK – 1 1/2 hours

Walking around Downtown Mesa you will find Mesa’s Permanent Sculpture 

Collection. Around every bend and strewn along Main Street are 38 different pieces 

that make up the city’s public art collection. It doesn’t matter which direction you 

are looking - they are everywhere! Guided tours available.

SHOPPING: DANA PARK VILLAGE SQUARE – 2 hours

This fashion-focused lifestyle center is a reflection of some of Mesa’s most affluent 

neighborhoods. Wide pedestrian walkways, spacious patios for outdoor dining, 

fountains and palm-tree-lined driveways are surrounded by upscale retail stores. 

Fucshia Day Spa offers spa treatments for visitors.

MESA BUSINESS & MANUFACTURING TOURS – 3+ hours

Mesa is a city of industry. Business tours can be arranged through the City of Mesa’s 

Economic Development team and serve as a vital training opportunity and learning 

experience for international clients with special educational requests. Tour operators 

can arrange these experiences in a variety of industries including: Healthcare, 

Education, Aerospace & Aviation, and Technology. Major businesses with corporate 

or regional headquarters in Mesa include:

•	 The Boeing Company: Apache Helicopter Assembly

•	 First Solar: Solar farming and manufacturing

•	 AzLABS: Arizona Laboratories for Security & Defense Research

•	 Empire CAT Southwest: Heavy Construction Equipment & Machinery 

•	 Banner Health Systems: Banner Heart Hospital and Banner Simulation  

Medical Center

•	 MD Anderson Cancer Center 

DID YOU KNOW?

When early Phoenix settlers made camp along the Salt River, they referred to 

the land above the bluff as the “mesa.” This is a Spanish word meaning table. 

Residents then began referring to their community as Mesa or Mesa City. The 

original Mesa town site was one-square mile and registered in 1878.

FAST FACTS: 

Mesa, Arizona boasts 446,000 residents and is the 38th largest city in the 

United States and the second largest city in the Phoenix Metro area. Mesa, 

Arizona is larger than Atlanta, Miami, and Minneapolis in the United States. The 

city covers 133 square miles in the Greater Phoenix metropolitan area: a 21-city 

region with a total population of 4 million, projected to be 6.3 million by 2030.

CITY LIMITLESS

From farm to fork dining, Western shopping, Native American Artist shows and immeasurable 

outdoor recreation, Mesa is a city that knows no bounds — a gateway destination to one of 

the most dynamic regions in the country. A gateway to discovery, adventure and endless 

possibilities from A to Z. Welcome to Mesa. City Limitless.

无限
无穷

永恒

Visit Mesa officials unveiled the new brand, Mesa City Limitless, on opening 
day of IPW in Las Vegas. Visit Mesa selected IPW, the U.S. Travel Association’s 
annual gathering of travel trade professionals from across the globe, as 
the premier showcase to introduce the new Arizona destination. City of 
Mesa Mayor Scott Smith helped launch the city’s new campaign at the 
event, where he also welcomed fellow elected officials at the tradeshow’s 
Policymaker Reception and announced his new position as President of the 
U.S. Conference of Mayors. Visit Mesa distributed new travel itineraries that 
were translated into Mandarin to target the emerging Chinese market, as 
well as German, another international feeder market that continues to show 
growth and visitor demand for Arizona.

Las Vegas, Nevada

·	 20 Hotel Leads
·	 17 Service Requests
· 	 2 Airline Service Leads

Travel feature Hope Bats A Thousand in 
Cactus League, March 26, 2013 highlights 
Mesa, Arizona as the country’s best Spring 
Training playground. This online travel 
article went viral and appeared on Sports 
Illustrated, ESPN, and nearly every CNN 
affiliate television station website across 
the country.

316 52 22314
271,163,280 Earned Media Impressions

MEDIA ASSISTED MEDIA HOSTED PRESS RELEASES 
DISTRIBUTED

ARTICLES  
GENERATED

Visit Mesa’s earned media value topped $700,000 this year. Earned media value is also 
recognized as the advertising equivalency rate by Public Relations professionals. This is 
the amount in actual marketing dollars that would need to be spent to secure the same 
amount of coverage in these national and international media outlets. Feature articles 
like the one shown here [Taste & Travel Magazine, June 2013] showcased a variety of key 
destination messages promoting travel to Mesa, Arizona and our surrounding region.   

$729,597 FY 12-13 \ Earned Media Value

29 Million Online  
Viewers



MARKETING 

2013 OFFICIAL VISITORS GUIDE \ MESA MAP   

SOCIAL MEDIA & ENGAGEMENT 

WEB PERFORMANCE 

As we reported throughout the year, Visit Mesa recognized early on that demand for Mesa visitor 
information was increasing on the mobile site. At fiscal year end, we charted a staggering growth 

of nearly 900% in Mobile website visits compared to last year. We know the consumer is changing 
and our marketing efforts must keep up with this same pace to help better impact the decision-

making process when it comes to spending dollars on travel. As more and more visitors sought out 
our destination information on their hand-held devices (tablets, smart phones, etc.), it was only natural 

to see a decline in other areas. We anticipate our web visits to increase in the year ahead as part of the 
nationwide campaign launch for Mesa City Limitless and the planned web re-design set for October 2013. 

This fiscal year was also a year of transition for our e-communications efforts, which were placed on hold 
in the fourth quarter to allow for a complete re-design of all mastheads and electronic content layouts. As we 

unveil a targeted, themed and consistent e-marketing campaign across all markets in FY 13-14, all figures under 
Website Performance are expected to grow.  

MARKETING      10

This fiscal year, Visit Mesa redirected the print and online 
advertising campaign to accommodate the brand audit 
and to ignite the rebranding process as demanded by 
our customers, industry partners and stakeholders. 
Visit Mesa still conducted several marketing campaigns in key feeder cities. 
Notable successes included the CT: Canadian Traveller destination feature in the 
November issue reaching more than 5.2 million online subscribers on top of the 
publication’s printed readership of 100,000. In addition, the Visit Mesa outdoor 
marketing campaign launched in Denver and Odgen, UT to support air service 
reached a combined 27.9 million impressions.   

This year, the Official Mesa Visitors Guide was re-sized to a digest format 
allowing for extended use and increased distribution. The Visitors Guide 
sales efforts were guided by Hennen Publishing and sales of the 2013 guide 
increased 25% over the previous year with a record number of advertisers.  

5.2 Million Online Subscribers

900% Growth in Mobile Visits
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MesaFlavours
Of

Foodies Find Local, Luscious & Completely 

Accessible Bounty In This Desert City

When the snow flies and the temperature plummets, 

winter weary Canadians cast their gaze to warmer 

climes. And often that gaze lingers on Mesa, a popular 

destination in the Valley of the Sun, and a place that is 

synonymous with the beauty of the Arizona desert, year-

round summery temperatures and a slate filled with the 

business of play, relaxation and retirement. 

By Josephine Matyas

V i s ito r s
G u i d e

A r i Z o N A 2 0 1 3

Take a Swing
Mesa’s 40+ Golf Courses

SouThweST Scene
New Life Brewing in 

Downtown Mesa

way ouT weST
Heading Out on the  

Historic Apache Trail

•  g i L B e RT
•  Q u e e n  c R e e k

+Hotels, AttrActions, Dining, sHopping, MAps & More

FuN & Free  
   WAys to  
explore Mesa

Featuring the Gateway 
communities  of...

2,023
BROCHURE

DOWNLOADS
3,035

INFO REQUESTS
FULFILLED
22.8% Ω

53,566
UNIQUE MOBILE

WEB VISITS
886% Ω

191,236
UNIQUE MOBILE

PAGE VIEWS
688.3% Ω

2m, 58sec
AVERAGE TIME
VISITMESA.COM

299,996
UNIQUE WEB  

VISITS
13% ≈

visitmesa.com

556
TOTAL POSTS

13.4M
SPONSORED POSTS 

IMPRESSIONS

15.5M41
ADVERTISING 
IMPRESSIONS

VISIT MESA 
ADVERTISEMENTS

9,792

5,539

5.2M

21,947

LIKES

LIKES

TOTAL REACH

TOTAL TWEETS

964,607
UNIQUE PAGE  

VIEWS
5.3% ≈

3,550
BookDirect

ONLINE REFERRALS
TO MESA HOTELS



All data presented reflects activity from June 1, 2012 – July 31, 2013. 
Printed copies are available upon request. 

120 North Center Street \ Mesa, AZ 85201 
480.827.4700  \ visitmesa.com 

VISITOR SERVICES 

ADVOCACY   

This year was a unique one for the Mesa Visitors 
Center. Visit Mesa tenants, the Mesa Chamber of 

Commerce, moved offices in November helping 
lead the way for a long-overdue office renovation. 

In January, Visit Mesa began demolition on the 
board room and public meeting room which was 

shielded from our on-site visitor traffic. In the 
spring, an overhaul of the lobby and public 

restrooms began in tandem with our main 
office renovation. The Mesa Visitors Center 

diverted guests into a temporary lobby 
and welcome center in the public meeting room (now called Idea Exchange) during our peak season.  

In May, the Mesa Visitors Center was closed to complete the renovations. On June 6, the Visit Mesa 
staff and board of directors held an open house to showcase the new Mesa Visitors Center to city 

stakeholders, community leaders and businesses, and Mesa’s hospitality industry thus completing 
Phase I of the construction. Phase II will commence in the fall of 2013 and will include upgrades to 

individual staff member offices as well as a facelift to the exterior of the building. 

As leaders in our industry, Visit Mesa understands the importance 
of staying informed about issues affecting Mesa’s hoteliers and the 

hospitality community. With full board approval, Visit Mesa hired 
Barry Aarons to help support and protect our interests at the 

state legislature. Aarons has attended many of our monthly 
board meetings to update our directors on key legislation 

that may have an impact on Mesa’s visitor industry and 
we also communicated regularly to our constituents 

these same issues through the use of the Visit Mesa Advocate e-newsletter. 
New memberships initiated this year with leading travel industry organizations 

including Destination Marketing International (DMAI) and U.S. Travel  
Association helped provide on-going, pertinent content to share with our 

industry partners. 
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TOWN OF QUEEN CREEK 
2013 Council Retreat 

 
Francisco Grande Hotel & Golf Resort 

Casa Grande, Arizona 

August 16-17, 2013 

 
 

 

Attendees: 

 

Policy Makers 

 

Staff 

Gail Barney, Mayor 

Dawn Oliphant, Vice Mayor 

Craig Barnes, Council Member 

Robin Benning, Council Member 

Jeff Brown, Council Member 

Julia Wheatley, Council Member 

Jason Gad, Council Member 

 

 

 John Kross 

Patrick Flynn 

Doreen Cott 

Tim Lynch 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Facilitation and Summary:  Lance Decker 

 
 

http://www.franciscogrande.com/
http://www.franciscogrande.com/
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 INTRODUCTION AND BACKGROUND 
 

The Town of Queen Creek Mayor and Council held their annual planning retreat on August 

16 and 17, 2013 at the Francisco Grande Hotel in Casa Grande to discuss important issues 

germane to the Town’s operation, management, and future. The following meeting 

summary represents the product of these discussions. Appendix A contains the working 

agenda for the meeting, and Appendix B is a summary of comments from pre-workshop 

interviews. Appendix C is a description of the discussion process that will be used to focus 

the topics. 

 

MEETING OBJECTIVES  
 

The objectives for the planning session: 

 To discuss current issues affecting Queen Creek 

 To identify the policy direction and priorities of policy makers 

 To improve the Council’s ability to work effectively as a team 

 

OPENING EXERCISE  
 

After an introduction to the meeting process model being used during the retreat, Lance 

asked participants to consider three questions as a starting point for discussions: 

 

o What’s changed in the past 12 months? 

o What hopes and dreams do we share? 

o What will make us a stronger team? 

 

A spirited discussion followed, with the results being as follows: 

 

1. What are some of the changes from the last 12 months? 

 Economy is better 

 Attention to infrastructure 

 Funding for non-profits 

 Development activity is up (so is the pressure from development) 

 Sales taxes are up 

 Community is at a strategic inflection point 

 

2. What hopes and dreams do we share? 

 Sustainable community 

 Friendly atmosphere continues 

 Great community; that is, there is a resident happiness index (a metric) 

 Vibrant community 

 

3. What will make the Council a stronger team? 

 Getting to know each other 

 Camaraderie 
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 Understanding individual dreams on an individual level 

 Candid conversations – ability to speak on a professional level 

 Council seems to have personal respect for each other 

 Courtesy and respect for one another 

 After a decision is made by the Council, there is solidarity of the Council 

(message to legislators for greater unity and the Council should be more visible 

amongst them) 
 

PRE-MEETING INTERVIEWS 
 

Prior to the August retreat, Town Council members were asked their opinions on various 

topics as part of telephone interviews.  Below are the categories of topics that were 

identified as critical to the Council’s discussions: 

 

o Council Governance and Policy 

o Staff and Council Support 

o Fiscal Issues 

o School Resource Officers 

o The General Plan Amendments and 2015 Update 

o Infrastructure Development and Improvements 

o Horseshoe Park and Equestrian Center 

o Incubator 

o Housing Development 

o Council Protocols 

o Economic Development 

o Annexation 

o Signs 

o Interaction with Non-profits 

 

SUBSTANTIVE DISCUSSIONS 

 

Horseshoe Park and Equestrian Centre (HPEC). 

 

Prior to the retreat discussion the staff conducted research on the historical background of 

Horseshoe Park, what decisions prior Town councils had made concerning the Park, and 

other questions that were raised in the past by the Council.  Staff presented this 

information, and then highlighted six possible alternatives the Council might consider in 

deciding the future of HPEC.    

 

Option 1: Status Quo 

Option 2: Close HPEC 

Option 3: Take HPEC to Next Level 

Option 4: Sell Facility 

Option 5: Third-Party Operator 

Option 6: Repurpose/Additional Purposing of the Facility 

 

After lengthy discussions, the Council came to substantial agreement as follows: 
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Option 1: Status Quo:  This option was generally not acceptable…something has to change. 

 

Option 2: Close HPEC: This option was generally not acceptable; other options are better 

and the Town would still be saddled with the overall debt service. 

 

Option 3: Take HPEC to the Next Level: This option was generally ranked 3
rd

 among the 

alternatives.  Action might include modifying by adding a temporary tent for a covered 

arena, and staff was asked to bring the Council more information on this option. 

 

Option 4: Sell Facility: This option was generally not acceptable to the Council and didn’t 

seem to be viable.  

 

Option 5: Third-Party Operator:  This option was generally ranked 1
st
 among all the 

alternatives.  Actions might include finding a company that would take the lead in cutting 

operating and management costs, expanding marketing and commercial opportunities for 

revenue, and still have a strong equestrian focus.  

 

Option 6: Repurpose/Additional Purposing of the Facility: This option was generally 

ranked 2
nd

 among all the alternatives.  Actions might include changes to the services and 

programs being offered with non-equine events fostering new programs and activities. Staff 

was asked to provide more information on this option.  

 

The objectives of any alternative for HPEC would be to continue as an economic 

development attraction and engine, make Queen Creek a destination point for regional 

events, reduce operating deficits, increase revenue, and increase use by appealing to a 

wider range of the Queen Creek population.  The facility might include other recreational 

events or amenities like a pool/water park, yet not lose the equestrian community and 

heritage component. Other ideas/events mentioned by the Council for non-equine 

consideration included: monster truck, concerts, dances, a circus, and BMX.  

 

Action Item:  

Staff was asked to come back to Council with further investigation and exploration on the 

following three options – listed in order of preference.  

1. Third-Party Operator 

2. Repurpose/Additional Purposing of the Facility 

3. Take HPEC to Next Level 
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Assessment of the HPEC discussion: 

 

What did we do right?  What worked? What will we change the next time? 

 Communicated with each other 

 Shared perspectives; got better 

explanation of perspectives 

 Appreciated the staff work, history and 

financials 

 Civil to one another 

 Better understood each other’s views 

 Better adherence needed to 30-second 

soap box rule 

 Shorter answers by members are needed 

 Keep emotions in check 

 

 

 

DISCUSSION OF THE CORPORATE STRATEGIC PLAN  
 

The following portions of the Corporate Strategic Plan were presented by John Kross and 

discussed by the Mayor and Council. 

 

KRA #3; Goal #2: Council Professional Development. 

 

Consider joint meetings with similarly sized Towns to share common interests and learning 

opportunities.  

 

Action Items:  

 Schedule joint meetings with Higley and Queen Creek Unified School Districts after 

January 2014.  

 Proceed with the joint meeting when a minimum of five Council Members can commit 

to attend.  

 Publish on the Council schedule, who is available to attend up to two additional 

meetings per year.  

 Staff to screen Council meeting requests more thoroughly; evaluating mission critical 

needs for members to be in attendance. 

 

KRA#5, Goal 2: Financial Management/Internal Services and Sustainability; 

Continue progressive strategies to attract and retain high-performing staff.  

 

The Council expressed their concern about losing qualified, valuable staff and suggested 

succession planning for key town positions including those vulnerable for loss. Bench 

strength needs to part of the planning process in critical departments. The Council asked 

the manager to consider how to retain qualified staff in a growing economy and assure 

Queen Creek continues to be competitive and avoid potential loss of talented staff. 

 

Action Item:  
Staff asked to develop a report on succession planning and key positions/people eligible for 

retirement within the next five years.  

 



▲ LL DECKER & ASSOCIATES, INC. 

 

QUEEN CREEK COUNCIL RETREAT 

AUGUST 16 & 17, 2013 
6 

KRA#6, Goal 1: Image/Identity; Implement strategies that incorporate the Town’s 

heritage and branding campaign, including attracting new and enhancing existing 

festivals, tourism, marketing, and strategic partnerships.  

 
The Council discussed the possibly bringing back some community events. Community 

members are asking for more opportunities to get together as an entire community. This 

discussion may present itself during the budget development process next year.  

 

Marketing the community more proactively to prospective residents, employers, such as 

professors at GCU was also discussed. Staff suggested amplifying our program, unleashing 

the talents of our staff and consensus of the Council was to take the program to the next 

level and bring back options for doing this at an upcoming Council meeting.  

 

Action Item:   

Staff was asked to develop a report and come back to the Council for direction on options 

for enhancing our community outreach and marketing program to the region, to encourage 

relocation, investment and general interest.  

 

KRA#9, Goal 7: Public Safety; Update the Master Plan for Law Enforcement 

Services.  

 

The Council discussed how, as Queen Creek grows; there may be a need for modern 

facilities for law enforcement. No specific action item was generated as a result, but staff 

was asked to determine how many calls service District 6 responds to that are outside of the 

Town limits. 

 

DISCUSSION OF CRITICAL ISSUES 
 

Council Governance and Protocols. 

 

Several issues concerning governance and protocols were discussed.   

 

1. The Council would like to support the Town in conducting policy outreach.  It was 

suggested that staff might identify key policy issues the Council would promote in their 

interaction with the community and other elected officials.  The staff might prepare 

talking points for the Council’s use, particularly as it relates to legislative issues of 

concern. These points would be simple summaries or two-line briefing statements 

providing information on the topic.  

Action Item:   
Item/issue of the week (or month) for Council in the Weekly Packet or Council Google 

Site. These issues may lead to talking points, which staff should develop.  

 

2. Council discussed how the public might perceive them as they view the Council 

Meetings.  Might there be ways to improve interaction while on the dais?  
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Action Item:   
Engage Cary Pfeffer to attend and critique a couple of council meetings, evaluate 

individual member’s verbal and non-verbal communication; Cary to provide a summary 

critique of each member for their continued professional development.  

 
Stakeholders v. Special Interests.  

 

During the working lunch the Mayor and Council discussed how to consider a stakeholder 

and whether all interested parties to an issue are truly stakeholders, versus those that may 

better be defined as a special interest. Council shared their perspectives.  No follow-up or 

future action was directed at this time.  

 

Agenda Management.  

 

The Town Manager presented alternatives for adjusting the Council agendas to 

accommodate the 30+ policy/issue review items that need to be addressed over the next 

several months. Discussion included how to manage the Council committee reports to 

allow for more time for policy items.  

 

Action Item:  

The Council asked staff to bring them revisions to current practices that keep the two 

meetings per month starting at 5:30 p.m. A change would include allowing for the Regular 

Session to start at 5:30 p.m. along with Work-Study Session, and fitting in Executive 

Session, as needed either before or after the Regular Session agenda. Any public hearing 

items be identified and shown as a specific time on the agenda to alert the public 

adequately.   

 

Council Committees.  

 

The Council discussed the possibility of removing Council members from citizen advisory 

committees as a way to 1) allow more residents to serve, and 2) allow the committees’ 

work to be done entirely by residents. Questions were raised about the role of staff and 

training. The general feeling of participants was to keep the status quo. No changes are 

anticipated.  

 

Annexation Policy. 

 

Staff provided a brief overview of the 2002 existing policy. Participants discussed the 

annexation consultant contract considered in January where the Council elected to not 

pursue the issue of further annexation evaluation and analysis. A discussion of how 

annexing the State Lands in the northern tier planning area of the community followed. 

Staff was asked to evaluate those next steps and update the Council on the plans to pursue a 

208 Water Quality Plan amendment via CAG. Staff will be moving forward on the 

engineering study needed for that sewer territory evaluation this fiscal year.  
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Action Item:   

Staff will review, analyze and determine the necessary logistics and steps to annex the State 

Lands located in the Town’s northern planning area and bring a report back to the Council 

at an upcoming meeting.  

 
General Plan Amendments Case Management Discussion.  
 

Town Manager Kross introduced this topic as an outgrowth from last year’s General Plan 

Amendments process. Council expressed concerns about the management of the cases 

during the last update process, and options for improved case management in the future 

was also discussed. No additional action was requested. 

 

Open for Business: A discussion on the business of business and the perceptions of the 

Town. 

 

An overview of the topic was presented by John Kross, including a staff report outlining 

issues and perceptions that members of the development community have about working in 

Queen Creek. Policy makers are asked to occasionally meet with developers and business 

owners. These meetings would be during initial discussions with these representatives to 

express and share the council member’s vision and the vision of the Town to prospective 

investors.  The common message is that the Town wants to raise the bar from a design 

perspective, and build lasting businesses and developments in general.  

 

No further action required at this time.  

 

Financing Growth of the Community: Fiscal Issues and the Budget. 

 

A white paper was presented on the current status of the primary property tax revenues for 

the community. The primary property tax is dedicated to the entire public safety program 

but has seen a 37% decline in revenues due to the effects of the Great Recession and the 

devaluation of properties. The white paper suggested the Council consider moving to a 

floating rate and/or increasing the levy that would ultimately mitigate the amount of 

transfers from the General Fund to the Public Safety program. This change would allow the 

Council to manage that program based on a more stable revenue source such as property 

taxes, versus a less stable source, sales taxes.  

 

Information was provided on the status and forecast for roads infrastructure. The Town 

Manager presented a 20-year chart aggregating all capital with operations and maintenance, 

while showing projected revenues over the same period. Significant gaps in the roads 

program are forecasted.  

 

The parks development program was also identified as having changes to revenues based 

on a reduction of impact fees going into effect in August 2014. At that time, communities 

are not able to collect impact fees for any parks greater than 10-acres. Queen Creek has 

land banked for two larger community parks of 76 and 130 acres. An option for funding 

new parks through existing state law, via a district system, was presented.  Council asked  
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the Manager to bring this issue back to Council for further discussion and analysis and add 

the parks district legislative changes to the Town’s Legislative Agenda for next session.  

 

Action Item:  
Staff will bring a report to the Council on financing growth, with particular attention to 

public safety and roads options, including the property tax white paper findings at a future 

Council Work-Study session for further discussion. Council also requested staff to add the 

parks district to the Town’s Legislative Agenda for future adoption by the Council this fall.   

 

School Resources Officer (SRO).  

 

The Town Manager presented the staff report/White Paper on the School Resource Officer 

program. The report identified trends nationally, regionally and locally. Options for 

Council’s consideration were also provided. A spirited discussion followed and comments 

included: 

 

 We need more data and crime statistics to show a cause or trends that warrant such a 

significant financial commitment by the Town.  

 What changes in statistics (calls for service) occurred at Newell Barney Jr. High 

prior to and after the SRO left that school?  

 The SRO is an issue of significant importance for the community. 

 Public safety is the most important function government performs and the SRO is 

part of the public safety picture. 

 For a small degree of resources v. the opportunity cost it is very reasonable.  

 This is an issue of priorities.  

 The SRO program is critical but it is unrealistic to expect full funding of the program 

community-wide. 

 This program, while worthy, will still not prevent the deranged individual from 

doing harm. 

 There is value in prevention, but proactive deterrence of the deranged shooter, not 

possible.  

 We need direction from our law enforcement experts and should take their 

recommendations on placement and growth of the program before categorically 

jumping feet first in.  

 

Action Item:   
Schedule the SRO item for an upcoming Work-Study Session of the Council as discussion 

only. Invite MCSO/Capt. Brice and Queen Creek Schools Superintendent Tom Lindsey to 

be part of this meeting for input.   

 
QC, Inc.  

 

The Council discussed the current status and future of the QC, Inc. Incubator Program, and 

after a lengthy discussion, staff was asked to consider all the questions and comments, and 

schedule a more complete discussion at a future Work-Study session where program mission 

and goals can be developed along with criteria for evaluating success. 
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Action Item:   
Council requested staff come back to them at a future Work-Study meeting with options on 

defining the mission/goal of the program and criteria for entering into leases at QC, Inc. 

Staff was directed to also provide the revenue and expenses financials for the program.  

 

Interaction with Non-Profits: Policy Considerations.  

 

Participants wrestled with the policy implications of funding non-profits from tax dollars.  

Key questions and comments that came from this discussion included: 

 What is the role of local government in funding non-profits? 

 Should there be a maximum dollar and/or percentage cap in place each year for 

consideration by the Council for funding (cash and in-kind) of non-profits?  

 Might the Town establish a citizens committee to review non-profit proposals and 

make a recommendation for funding to the full Council?  

 Could the Town’s water/utility billing system be used to provide residents/customers 

with an independent option to directly fund non-profits of their choosing? 

 

By the end of the discussion it appeared the Council agreed there may be some role in local 

government funding non-profits, but there was certainly no agreement on what that role 

might be, the conditions under which funding might occur, or the limits of funding.  

 

Action Item:  

Council requested staff develop a plan and process for Council discussion at a future Work-

Study meeting (options only) for how to consider non-profit funding. Options to include a 

maximum aggregate dollar cap and possibly, a percentage cap, as appropriate.   

 

PLANNING FOR ACTION 
 

Action planning is a technique for creating concrete results from meetings.  The first column 

describes the action or activity that must take place.  Focus on deliverables like specific 

reports, outcomes from projects, decisions made, or actions completed.   

 

The second column determines who, specifically by name, will make sure the action or 

deliverable gets done.  They don’t necessarily have to do the work themselves, but just need to 

be responsible for seeing it’s done.  Don’t use titles, committees or “all of us” in this box… as 

a way of spreading responsibility.  “When everyone is responsible… no one is responsible.”  

When a person’s name is in the box, they will feel personally responsible, and get the work 

done. 

 

The third column is the delivery date.  This should not be the date the activity will begin… or 

the date something will be in process.  This should be the date when all work is completed, 

and the deliverable is submitted.  This date should be when you can erase the action from the 

plan. 
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PLANNING FOR ACTION 

 

What needs to be done? 

 

Who will do it? 

By when will it be 

done? 

Complete the draft meeting notes from the retreat and transmit 

to staff for further processing. Deliverable will be the report 

transmitted to John Kross, 9/15/13 via e-mail and uploaded to 

Council Google Site. 

 

Lance Decker 8/26/13 

HPEC. Provide a report to the Town Council highlighting the 

results of research as directed at the retreat; consider using a 

Third-Party Operator, taking the HPEC to the next level, 

repurposing/additional purposing the facility, or a hybrid of 

actions with recommendations. 

 

Doreen Cott 12/4/13 

Corporate Strategic Plan (KRA#3, G#2). Staff to prepare a 

memo to the Council that addresses the following: Develop 

system to assure improved council-to-council relationships 

with other cities and towns. Council members will attend or 

hold meetings over the next year. Have someone on staff 

coordinate the Council’s calendar to support those meetings 

and interaction; set up a system to schedule council-to-council 

meetings. Each member will attend at least two meeting 

events annually. Staff to screen Council meeting requests 

more thoroughly; evaluating mission critical needs for 

members to be in attendance. 

 

Tracy Corman 9/18/13 

Corporate Strategic Plan (KRA#5, G2). Develop a report 

on succession planning for key positions within the Town’s 

staff; retirements, positions vulnerable to loss, bench strength 

in critical departments, etc. 

 

Bruce Gardner 11/20/13 

Corporate Strategic Plan (KRA#6, G1). QC needs to 

elevate and enhance its image and knowledge of the 

community. Staff to develop options on a proposed marketing 

enhancement program and submit a report to Council.   

 

Marnie Schubert 12/4/13 

Council Governance and Protocols. Item/issue of the week 

(or month) for Council in the Weekly Packet or Council 

Google Site. These issues may lead to talking points, which 

staff should develop.  

 

Tracy Corman 11/6/13 

Corporate Strategic Plan (KRA#3, G1). Engage Cary 

Pfeffer to attend and critique a couple of Council meetings, 

evaluate individual member’s verbal and non-verbal 

communication; Cary to provide a summary critique of each 

member for their continued professional development.  

 

Cary Pfeffer 12/18/13 
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Agenda Management. Bring revisions to current practices 

that keep the two meetings per month starting at 5:30 p.m. A 

change would include allowing for the Regular Session to 

start at 5:30 p.m. along with Work-Study session, and fitting 

in Executive Session, as needed either before or after the 

Regular Session agenda. Any public hearing items be 

identified and shown as a specific time on the agenda to alert 

the public adequately.   

 

Jennifer 

Robinson 

1/15/14 

Annexation Policy. Staff will review, analyze and determine 

the necessary logistics and steps to annex the State Lands 

located in the Town’s northern planning area and bring a 

report back to the Council at an upcoming meeting.  

 

Chris Anaradian 12/18/13 

Financing Growth of the Community. Bring a report to the 

Council on financing growth, with particular attention to 

public safety and roads options, including the property tax 

white paper findings at a future Council Work-Study session 

for further discussion. Council also requested staff to add the 

parks district to the Town’s Legislative Agenda for future 

adoption by the Council this fall.   

 

Patrick Flynn 3/19/14 

 

SRO. Schedule the SRO item for an upcoming Work-Study 

session of the Council as a discussion-only item...no action 

anticipated. Invite MCSO/Capt. Brice and Queen Creek 

Schools Superintendent, Tom Lindsey to be part of this 

meeting for input.   

 

John Kross 11/20/13 

QC, Inc. Staff to develop options on defining the 

mission/goal of the program and criteria for entering into 

leases at QC, Inc, and bring those options to the Council at a 

future  meeting.  

 

Doreen Cott 1/15/14 

Interaction with Non-Profits. Staff to develop a plan and 

process for Council discussion at a future Work-Study 

meeting (options only) for how to consider non-profit 

funding. Options to include a maximum aggregate dollar cap 

and possibly, a percentage cap, as appropriate. 

 

Patrick Flynn 1/18/14 
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APPENDIX A 

 

       TOWN OF QUEEN CREEK 

                        2013 Council Retreat 

                        Working Agenda 
 

Francisco Grande Hotel & Golf Resort 

Eagle’s Nest Conference Room 

Casa Grande, Arizona 

August 16-17, 2013 

POLICY DIRECTION AND PRIORITIES 

 

Retreat Objectives: 

 To discuss current issues affecting Queen Creek 

 To identify the policy direction and priorities of policy makers 

 To improve the Council’s ability to work effectively as a team 

 
Friday, August 16, 2013 

8:00 a.m. Breakfast and Conversation (Eagle’s Nest Conference Room)  

9:00 a.m. Welcome and Opening Comments                                                                              

 Administrivia                                                                                

 Review of Retreat Agenda 

 Charter and Objectives for the Retreat 

Gail Barney  

Lance Decker 

9:10 a.m. The 2013 Mayor/Council Team 

 What’s changed in the past 12 months? 

 What hopes and dreams do we share? 

 What will make us a stronger team? 

Mayor and Council 

9:20 a.m. Preparing for Discussions 

 The Discussion Model: Question… Discussion… Concerns… 

Alternatives… Direction 

 What I learned in my pre-retreat interviews. 

 Reaction to the interview presentation? 

 

Mayor and Council 

9:30 a.m. Staff Reports on Horseshoe Park and Equestrian Center (HPEC) [TAB 

2] 
 

John Kross 

Staff 

 

10:15 a.m. 

 

Break  

10:30 a.m. Initial Questions by Policy Makers (no answers yet!) 

 

Mayor and Council 

11:15 a.m. Initial Comments by Policy Makers 

 

Mayor and Council 

11:30 a.m. Responses to Policy Maker Questions  

 

John Kross, Staff 
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12:00 p.m. Lunch (Eagle’s Nest Conference Room) All 

12:45 p.m. Discussion of HPEC and Options  

 

Mayor and Council 

2:30 p.m. Break  

2:45 p.m. 

 

What direction is most appropriate? 

What instructions will we give our staff? 

What actions will we take? 

What objectives do we want to achieve? 

 

Mayor and Council 

4:00 p.m. Plus / Delta Evaluation of the Day 

 

Mayor and Council 

4:20 p.m. Wrap-Up 

 Session Summary 

 Observer Comments 

 Meeting Evaluation & Closing Remarks  

 

Mayor and Council 

4:30 p.m. Recess until Dinner (6:00 pm) 

 

 

6:00 p.m. Dinner and Conversation (Eagle’s Nest Conference Room) 

 

Mayor and Council 

6:30 p.m. Final wrap-up regarding HPEC 

 

Mayor and Council 

7:15 p.m. Saturday’s Agenda: What’s planned?  What should be changed? 

 

Mayor and Council 

7:30 p.m. Recess until 8:00 am, Saturday 

 

 

Saturday, August 17, 2013 
 

7:30 a.m. Breakfast and Conversation   

8:00 am. 

 

Reflections from Friday Evening Mayor and Council 

8:10 am. 

 

Discussion Topics 

 The Corporate Strategic Plan [TAB 3] 

 Council governance 

 Agenda Management (i.e., making time for future policy items). 

[TAB 4] 

 Council committees / Council representation [TAB 5] 

Mayor and Council 

9:15 am. 

 

Break 

 

 

9:30 am. 

 

Discussion Topics (continued) 

 Economic Development and Land Use considerations 

o Annexation Policy [TAB 6] 

o Discussion on how the Council wants General Plan 

Amendments cases to be managed, information provided (a 

follow-up from annual evaluation). 

o What does “Open for Business” Mean? A discussion of the 

business of business, perceptions of Town and strategies for 

the future. [TAB 7] 

 Financing the growth of the community; fiscal issues and the budget 

o How do we pay for growth in core programs and 

infrastructure? (e.g. public safety; critical employment 

infrastructure in northern tier of planning area?) [TAB 8] 

o How do we pay for growth in non-essential, but valued 

amenities like new parks?  

Mayor and Council 
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o Legislation needed for consideration of funding for parks 

(e.g., Districts) 

 

 Lunch (Eagle’s Nest Conference Room)  

 Discussion Topics (continued) 

 School Resource Officers: Town / School relationships [TAB 9] 

 QC, Inc. 

 Interaction with nonprofits: consideration of a policy? [TAB 10] 

 

Mayor and Council 

2:00 p.m. Break  

2:15 p.m. Planning for Action  

 Discussion on deliverables, expectations for reporting progress on 

items from the annual Council retreat 

 Who does what by when? 

 Discussion/overview of Resources for Council (Google Sites). [TAB 

11] 

 Future Council retreat dates? (January instead of August?) 

 

Mayor and Council 

3:30 p.m. Wrap-Up 

 Session Summary 

 Observer Comments 

 Meeting Evaluation & Closing Remarks  

 

Mayor and Council 

4:00 p.m. Adjourn  

 

 

 

General Reference Material  

 2012 Retreat Summary Report [TAB 12]  

 Town of Queen Creek – 2012 Organizational Accomplishments [TAB 12]  

 Economic Development Strategic Plan 2012-2015 [TAB 12]  

 2012 Citizen Survey – Conclusions & Recommendations [TAB 12]  

 Economic Impact Analysis (HPEC, Barney Family Sports Complex, Olive Mill, Schnepf Farms) [TAB 

12]  

 Biographical Information for Lance Decker, LL Decker & Associates, Inc. [TAB 12]  

 

Notes Form [TAB 13] 
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APPENDIX B 

TOWN OF QUEEN CREEK 

2013 MAYOR & COUNCIL RETREAT 

ISSUE SUMMARY 
 

The following is a summary of topics, questions and issues obtained from interviews with 

the Mayor and City Council members prior to the August 16, 2013 Council Planning 

Retreat.   

 

Council Governance and Policy 

 We’re doing okay but need to make good policy for the Town’s future.  Not just what’s 

good right now, but what’s good for our kids and our grandkids. 

 Making decisions from the “heart” or because your conscience drives you to do so is no 

substitute for analysis of the issues and doing what’s best for the entire community.  

Philosophy is only one part of the decision-making process. 

 There’s a lot at stake in being an elected official, and every one of us needs to take the 

job seriously.  

 I’m trying to get more involved in legislative policy. I have a few good connections 

within the legislature and could help move the Town’s agenda 

 

Staff and Council Support 

 The staff is very good about keeping the Council informed, but the Council members 

must be willing to read the info, ask questions in advance of the meeting, and be 

prepared to make a decision that is supportive of the community.   

 We’ve got John and the staff to help guide the Town, and the decisions we make today 

can and will make a difference in our future. 

 Staff could prepare the “Reader’s Digest” version of their reports and if a Council 

member wants more info they could go to John or Patrick. 

 Criticism that we don’t get enough information about issues is just a smoke screen for 

not doing homework in advance of the decision.  John and the staff will give you enough 

information to make your eyeballs roll to the back of your head if you want it.   

 Ongoing transparency of the Town with constituents; staff does a great job of serving 

residents; they normally ahead of the curve even before I get a question. 

 

Fiscal Issues 

 We need to get through the next budget cycle in a positive way. 

 I’d like to see us invest some money in the future and catch up with some capital items 

that we’ve put off since the recession began.  

 The Council needs to give more respect to the Budget Committee that supports the 

Council.  Council should read the reports and do more homework on questions about the 

budget before the Council meeting to approve it. 

 Strategic investments.  The budget is important.  We’re ready to start taking action to 

benefit from the recovery, but at the same time not fall back into practices of the past 

that we don’t want to repeat.  It’s a great time to refocus on long-term strategic impact.   
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 Capital improvements are needed.  Purchases of land that might be acquired as an 

investment. 

 Investments in future items that are priced well or positioned to advance our strategic 

direction.  

 How would adding rooftops affect QC? 

 

School Resource Officers 

 Partnerships with the schools are good. Resource officers at the high school are probably 

a good idea, but why does QC bear the burden? Many students who attend don’t even 

live within the town.  What benefits come to the Town from these officers?   

 Is there really a problem? The school district that owns the issues should figure out how 

to cover the cost. Why should we feel obligated to pay for the officers?   

 The school district override didn’t go through so the district is having to make some 

cuts.  

 School/Town relationships and cooperation is on the uptick with a new superintendent 

and John meeting monthly.  We need good communication with the District. 

 I’m not sure how to handle the request that the Town pay for the school resource officer 

for the schools.  

 Public safety issues revolve around school resource officers.  

 

The General Plan Amendments and 2015 Update 

 General Plan amendments are going to be asking to increase densities. 

 Council isn’t aligned on how to consider General Plan amendments.  What’s the policy?  

Are we making QC a bedroom community?  Do the impact fees cover the real costs of 

development?   

 What’s the benefit of increased density verses a change in basic character of QC? It’s a 

big picture item for the Council.   

 Cultural identity is a question. 

 What’s the vision of QC?  Growth?  Increased density? Retaining jobs and employment 

areas? 

 Are we willing to change to a bedroom community?  Do we embrace a new vision or 

stick to a historical view?  And, how should be set policy on these matters? 

 Landowners want to change employment areas to housing. This has created a stir within 

the Council, which is divided over the issue.  

 My concern is that if we reduce the land available for jobs we won’t be making good 

long-term policy.   

 General Plan and land use issues. This year it’s going to be tough with 6 General Plan 

amendments almost didn’t even get approved to even consider.   

 None of us are excited about what’s being presented, but it’s a democratic process that 

the Town needs to go through to let people have their day to present their case.   

 

Infrastructure Development and Improvements 

 Development needs to pay for itself.   

 I’m tired of people who want more service, better schools, faster response, more parks, 

but don’t see how taxes are the way these things are paid for. Want more service?  Better 

service?  They cost money, and that means taxes and fees. 
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 Bike lanes, trails and open spaces need our attention. Connectivity between different 

paths and a map showing how to use these trails would be helpful. 

 

Horseshoe Park and Equestrian Center 

 HPEC is like a house that was built too big.  Now that we’re into the deal, we can’t just 

sell it, or put it in mothballs.  

 HPEC needs to resolved, and if not full agreement, then we must agree to disagree. But 

when we walk away from the table on Friday night we need to have agreement on how 

to proceed.  I’m really looking forward to the Friday discussion of HPEC. 

 This is a new park and will require patience while it’s being developed. 

 I don’t even want to be in the room when we discuss HPEC.  We’ve discussed it and 

discussed it, and I thought we had the issue put to bed. 

 We probably need to rip the park (HPEC) apart before we put it back together.  Maybe 

Doreen should be part of the discussion, but not Tim.  The Park is his baby and there are 

things that need to be said that may offend Tim.  He’s put his heart into making it work. 

 HPEC is on the agenda.  We need to come to consensus or if not put some metrics into 

the mix so that we’ll know what we’re doing on this issue.   

 With HPEC the topics I’d like to address include 1) a list of CIP, 2) equipment 

purchases, 3) multiple year maintenance schedules with costs. 

 I love the park but probably wouldn’t have voted for it had I been on the Council when it 

was approved. 

 We can’t just close it up because it’s like having a house that’s underwater.  If we sell it, 

we still have to pay the gap between what we owe and what we’ve sold it for.   

 

Incubator 

 The Queen Creek Incubator is an issue.  Because of the process we went through to 

consider support for non-profits, I felt backed into a corner to vote to approve the 

American Legion proposal.  An alternative went through the Budget Committee and 

didn’t get full discussion. 

 I didn’t think the mission of the Incubator was to solve the American Legion problem, 

but to support business development and bring new jobs to QC.   

 I know that staff was trying to be helpful by offering the Incubator as an alternative to 

the Legion, but it set a bad precedent.  

 Is the Incubator viable?  Is it currently successful?  <Example: At Home Solutions 

company.> 

 Over half of the Incubator was dedicated to At Home Solutions, but the company didn’t 

generate any tax revenue, and brought in nothing for the town.   

 What is the mission of the Incubator?  What are the specific goals and objectives?  What 

metrics are we using to gauge success? 

 

Housing Development 

 CFD’s are ways to levy taxes on future property owners to pay for today’s development. 

The CFD keeps the price lower for the current buyer, and shifts the tax burden to the 

future.   

 

 

 Developers are now proposing QC set up community facilities districts (CFD’s) to pay 
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for roads, parks, water and sewer, and other amenities.   

 In 5 or 10 years when the people who live here want to know why they’re paying more 

taxes than their friends across town, it will be future Councils that have to explain how 

CFD’s work.  

 In the end, the Town gets to levy the tax and wear the black hat.   

 Community Facilities Districts are ways to avoid paying impact fees up front, and 

shifting them to the future.  This is a problem and no one seems to recognize how it 

really works. 

 

Council Protocols 

 We must put our best foot forward for QC as elected officials.  How we look…how we 

speak…how we behave while in the public eye are all important.   

 We have unique personalities serving on this Council.  

 I’d like us to remember that when we communicate with the public it’s often not so much 

the message but rather the way we deliver the message that makes the difference in 

public reaction. 

 We’re doing some 360-degree evaluations with Council members. 

 I sense that individual personal philosophies may get in the way of our communication.  

 Election season is approaching and political posturing might negatively affect a 

productive Council team engagement.  The best long-term interests of the Town should 

be our only objective.   

 When we discuss tough issues and set a direction on an item, we need to pursue it as a 

group. Specific, detailed action items that will get something done.  Not just agree to 

study it. 

 Need to have a discussion about being accountable to each other for Council decisions.  

If we, as a group, decide to take some action…even if we don’t fully agree with the 

direction, we must support the decision and not undermine the decision with the public.  

 It’s hard to explain to our constituents why the Council doesn’t decide the way they 

want on an issue.  Can we help Council members find ways to promote constituent 

understanding when a vote doesn’t go their way? 

 When considering competitive grants, everyone competing must follow the same rules.  

We need to discuss time lines and fairness as a component of the competition.   

 The budget cycle, Council cohesion, rules/policies should be discussed, agreed to, 

clearly understood, and then followed. 

 How can we make the Council stronger as a cohesive group?   

 Are there ways to help Council members who feel they’re on the outside of decisions? 

 Part of the problem is managing community expectations.  How does staff contribute to 

that? How does the Council manage expectations?   

 I look forward to these retreats because they give us the opportunity to talk with each 

other and to hear what’s really on our minds.  It’s easy to obscure true feelings when it’s 

just one-on-one, but in the group…you’ll get called out if your statements don’t line up. 

 

 

 

Economic Development 

 We have a huge neighbor (San Tan) that is not incorporated, thus no restrictions or 

standards for developing businesses.  If we don’t embrace an “open for business” 
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standard, we’ll be jumped over for business development. 

 I want to see the movie theater we discussed in the past get built, and a hotel constructed 

within the Town limits of QC 

 Residential permits are skyrocketing. 

 We have some opportunities and pitfalls:  Everyone on Council will say that QC is “open 

for business” but we’re seeing policies that don’t appear to support this statement.   

 What does “open for business” mean?  More staff working on attracting business?  How 

about incentives?  What else might the Town do to attract business?   

 Back to square-one with the 20 acres.  We got a proposal for a theater, but didn’t work 

out.  Then we got two theaters; one is a Harkin’s.  

 The issue of picking “winners” and “losers” in making policy.  Non-profits?  Private 

businesses?  

 

Annexation 

 Annexation is an issue.  It was on my mind last year but we didn’t get any action on it. 

Annexation has the same issues as those we face in the general plan… what about the 

public cost of annexation?  How do we address the addition of existing property without 

development fees? 

 

Signs 

 Signage is still hot. 

 Sign ordinances are lightning rods around here.  Things are heating up.  Council has 

discussed this issue over the past 6 years. 

 Signage issues are created some controversy. There’s a spectrum that we need to 

consider, so what are the ends of the spectrum, and where could we all agree to live on 

this continuum?  

 Signs and signage; how is QC “open for business” when we aren’t allowing for bigger 

signs? 

 

Interaction with Nonprofits 

 Funding of the QC Chamber of Commerce is an issue, but may be premature to discuss 

at this time. 

 Balanced funding of non-profit groups. 
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APPENDIX C 

 

THE ISSUE DEVELOPMENT PROCESS 
 
A standard part of the LL DECKER & ASSOCIATES facilitation model is the Issue Development 

Process.  Participants are asked to follow this five-step process in developing answers to key 

questions. I’ve found that this discussion process assures all have a voice … and no one 

dominates the conversation, so I insist that participants learn and use this technique as part of 

the retreat. 

 

Driving Question - One person with a good understanding of the topic is asked to describe, in 

two minutes or less, “everything we need to know” about the subject.  During this first step, the 

speaker introduces us to the issue, illustrates why this issue needs attention, gives the group an 

initial starting position for discussion, and provides an initial direction for resolution. 

 

Discussion - Participants are asked, "Who has a different position than the one just suggested?"  

With that, others who may hold opinions about the topic can provide alternative points of view 

as to what is "at issue" and the kinds of actions that might advance the organization or resolve 

the controversy. At this point no debate occurs… just presentation of opinions about the topic 

and direction that might be appropriate.  Participants are also asked to keep their comments to 

30 seconds or less… termed a “thirty-second soapbox.” 

 

Questions and Concerns - When all participants have had an opportunity to describe the 

issues in their own terms, then a second round of discussion can occur that focuses on 

questions and concerns.  Having listened to the differing opinions surrounding the topic or 

issues, participants are encouraged to raise questions and identify any concerns they may have 

about the recommendations presented by others.  Again, debate is not an appropriate format at 

this point. Participants simply state their questions about what has been said, and listen to the 

answers.  The intention is to direct questions and concerns toward the issue…not at each other.  

 

Alternatives - Once all participants have had an opportunity to speak, the group is challenged 

to summarize what they heard and propose any alternatives that have not yet been suggested.  

Hopefully, through this process, new ideas and different possible solutions may have come to 

light that can overcome concerns and help the group reach a better recommendation. Again, 

individual debate…pro/con… is not appropriate.  Simply state the preferred alternative and the 

benefits generated by that alternative. It is unnecessary to disparage the recommendations or 

suggestions of others.  

 

Possible Actions - NOW, IT’S TIME TO DEBATE!  When stating why one alternative is 

better than another, avoid comments that would be overly contentious, personally directed or 

unnecessarily provocative. Personal attacks directed toward the wisdom of another 

participant’s suggestion are not productive to the decision, extend/delay decisions, and are 

discouraged.  The group is challenged to mix and match features of the various 

recommendations; by doing so they may find better ways to resolve the issues and improve the 

relative position of all interests.   

 

Summary - Keep in mind the fundamental questions, 1) “What actions will we agree to 

collectively take… or decisions might we collectively make… to resolve the controversy or 
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address the topic?” and 2) “What direction and actions will the immediate group and other 

stakeholder interests collectively support?”  

 

Using this Issue Development Process, the group generated information, recommendations and 

direction.  As with all retreats, no final decisions were reached during the meeting; tentative 

suggestions by the group are subject to reconsideration and additional discussions, 

considerations and actions at a later time. 
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