
A quorum of the Administration Committee, Board of Public Works, Park Board, and/or Common Council may attend this 
meeting; (Although it is not expected than any official action of any of those bodies will be taken). 
 

Menasha is committed to its diverse population. Our Non-English speaking population or those with disabilities are invited to contact the 
Community Development Department at 967-3650 at least 24-hours in advance of the meeting so special accommodations can be made. 

 
CITY OF MENASHA 

REDEVELOPMENT AUTHORITY 
Council Chambers, 3rd Floor, City Hall 

140 Main Street, Menasha 
 

February 29, 2012 
 

5:00 PM 
 

AGENDA 
 

A. CALL TO ORDER 
 

B. ROLL CALL/EXCUSED ABSENCES 
 

C. MINUTES TO APPROVE 
1. Minutes of the January 25, 2012 Redevelopment Authority Meeting 
 

D. PUBLIC COMMENTS ON ANY MATTER OF CONCERN ON THIS AGENDA 
(five (5) minute time limit for each person) 

 
E. DISCUSSION 

1. Presentation of Marketing Proposals for Lake Park Area: 
a. Ark Media Group (5:05 PM) --to be received 
b. Red Shoes PR (5:30 PM) 
c. Atomic Tribe (5:55 PM)  
d. Blue Door Consulting (6:20PM) --to be received 

2. Discussion of RDA Financial Resources 
3. Discussion of Future Progress Reporting for RDA 
 

F. ACTION ITEMS 
1. Selection of Preferred Marketing Proposal for Lake Park Development 
2. Lake Park Villas Listing Agreement for Coldwell Banker, the Real Estate Group 
3. Lake Park Square Listing Agreement for Grub & Ellis | Pfefferle 
 

G. ADJOURNMENT 

http://www.cityofmenasha-wi.gov/COM/ComDev/Redevelopment_Authority/2012/RDA%20Draft%20Minutes%201-25-12.pdf�
http://www.cityofmenasha-wi.gov/COM/ComDev/Redevelopment_Authority/2012/E.1.BRedShoesProposal.pdf�
http://www.cityofmenasha-wi.gov/COM/ComDev/Redevelopment_Authority/2012/E.1.C.AtomicTribeProposal.pdf�
http://www.cityofmenasha-wi.gov/COM/ComDev/Redevelopment_Authority/2012/F.2.ColdwellAgreement.pdf�


CITY OF MENASHA 
Redevelopment Authority 

Council Chambers, 3rd Floor, City Hall – 140 Main Street 
January 25, 2012 
DRAFT MINUTES 

 

A. CALL TO ORDER 

  The meeting was called to order at 5:00 p.m. by Chairman Kim Vanderhyden.   

B. ROLL CALL/EXCUSED ABSENCES 

  REDEVELOPMENT AUTHORITY MEMBERS PRESENT:  Kip Golden, Kim Vanderhyden, Bob 
Stevens, Gail Popp and Ald. Jim Englebert 
 
REDEVELOPMENT AUTHORITY MEMBERS EXCUSED: Linda Kennedy  
 
OTHERS PRESENT:  CDD Keil, PP Homan, Ald. Klein, Sue Schrange, Dave Wuestenberg, Corey 
Krueger, Lisa Ripley, Tom Werth, Amy Rockwell, Patrick Connor, Elizabeth Ringgold, K.C. Maurer, 
Jim Fletcher and John Gabbey 

C. MINTUES TO APPROVE 

 1. Minutes of the January 18, 2012 Redevelopment Authority Meeting 
Motion by Ald. Jim Englebert, seconded by Bob Stevens to approve the January 18, 2012 
Redevelopment Authority meeting minutes.   
 
The motion carried. 

D. PUBLIC COMMENT ON ANY ITEM OF CONCERN ON THIS AGENDA 
(five (5) minute time limit for each person) 

 1. Dave Wuestenberg commented on the importance of making social media a component of a 
marketing strategy. 

 2. Ald. Klein commented on establishing a marketing budget and questioned the source of funds to 
support it. 

E. COMMUNICATION 

 1. None 

F. DISCUSSION 

 1. Presentation of Real Estate & Marketing Proposals for Lake Park Area:  

a. Coldwell Banker, the Real Estate Group – Ripley & Krueger (5:05 PM) 

b. Coldwell Banker, the Real Estate Group – Rockwell & Werth (5:30 PM) 

c. Grub & Ellis / Pfefferle (5:55 PM) 

d. RE/MAX 24/7 (6:20 PM) 
  



F. ACTION ITEMS 

 1. Selection of Preferred Residential and Commercial Real Estate Proposal(s) for Lake Par 
Square and Lake Park Villas 
 
Commissioners discussed the qualifications of the respective firms and the proposed approaches 
to marketing.  Specific discussion was held with regard to the following matters: 
 
 

• The image of the existing development within the Fox Cities real estate market and 
strategies for overcoming negative perceptions. 

• The character of the existing Lake Park Villas development including the demographic 
profile of residents, the quality and character of housing units, the relationship of residents 
to the businesses in the Lake Park Square commercial area, and the “lifestyle” concept the 
development was predicated on. 

• The current building standards and covenants as related to builder/buyer expectations.  
• The size of existing lots and the configuration of the development as related to current 

market trends. 
• Proposed marketing approaches with respect to lot pricing, methods and media to be used 

in advertising and promotion. 
• The need for and possible sources of funding a marketing budget. 
• The creation of spec homes and the establishment of an on-site marketing presence. 
• The relationship between commercial/residential brokers and the connection with the 

Cypress Homes and Lexington Homes brokers and marketing efforts.   
 
In consideration of the above and the specific content of the proposals, Ald. Englebert made, and 
Bob Stevens seconded a motion to select Amy Rockwell and Thomas Werth representing Coldwell 
Banker, The Real Estate Group, Inc. for marketing the residential properties, and Pat Connor and 
Elizabeth Ringgold representing Grubb & Ellis / Pfefferle for marketing the commercial properties.   
 
The motion carried. 

 ADJOURNMENT 

  Motion by Ald. Englebert, seconded by Kip Golden to adjourn at 7:55 p.m.   
 
The motion carried. 

 
Minutes respectfully submitted by Greg Keil, Community Development Director. 
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P R O P O S A L / A G R E E M E N T  
Lake Park Square & Lake Park Villas 
 
Summary 
Red Shoes PR was approached by the City of Menasha regarding commercial and 
residential property that is now being handled and marketed by the Redevelopment 
Authority due to the bankruptcy of the former developer. The location of the property is at 
Lake Park Road and Hwy 10/114 and includes residential and commercial lots for sale.  
 
The City of Menasha would like to rebrand the residential development as high-end 
properties that would feature homes in the $200,000 to $220,000 price range with a 
condo-style living (but with homeowners owning their own properties). The available 
commercial property should also attract higher end businesses to the area as well. 
 
We understand that the rebranding efforts need to be done as soon as possible to meet the 
expected foot traffic of interested parties during the spring.   
 
Based on our discussion, we have put together a number of recommendations and the 
associated costs to rebrand the developments including media relations, online presence, 
design and sales collateral. This proposal also features work provided by our partners 
including A2Z Design and Stellar Blue. All three entities have worked together on a number 
of projects to provide a cohesive strategy and streamlined execution. 
 
Public Relations 
Red Shoes PR approach  
A benefit that Red Shoes PR offers clients is that we have existing relationships with the 
media and the online community.  
 
We firmly believe in the integration of traditional and online strategies to complete a 
successful PR program. It’s important for our messaging strategy to be consistent across all 
channels as well as targeted for the intended audience. 
 
We look at your brand and organization as the center of the wheel and all of the 
communication channels are the spokes. The world of communications is ever evolving and 
changing, and so are our ideas. We pride ourselves on our creative thinking and innovation 
to bring fresh, new ideas to the table. 
 
Media Relations 
Prior to outreach to The Post-Crescent we will utilize existing materials to develop a fact 
sheet that lists the highlights of the property. This is used for editorial purposes and 
provides the media with facts to use when writing their story. We will also develop a news 
release to distribute bringing attention to the new brand and awareness to the property. 
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As we discussed, it will be vitally important to conduct outreach to reporter Mike King of 
The Post-Crescent about the property. Red Shoes PR will develop a “pitch” that features the 
property, its rebranding and its appeal to families and businesses. It will also be important 
to reach out to any business publications (such as Insight on Business or The Business 
News) in the region that cover economic development stories. This will also bring attention 
to the newly branded commercial property and get it in front of the eyes of potential 
investors/business leaders.  
 
We will also develop the key messages to use during the interview and coordinate the 
interview with appropriate spokespeople. It’s also important to conduct media training 
with spokespeople prior to the interview. 
 
Investment: $3,500 (approximately 27 hours)  
Includes: Information gathering meetings, drafting of fact sheet, story pitches and news 
release, coordination with media, placement of stories.  
 
 
Online Presence and Outreach 
Because many people typically conduct searches online when researching or making 
purchasing decisions (especially when it comes to housing), it will be very important to 
have an online platform (website) in place to increase search engine optimization. For 
example, if someone outside of the area is searching for “homes in Appleton”, the content of 
the website needs to include those keywords to increase its relevancy in search engines. 
Likewise, for businesses who are searching for properties.  
 
The website should include both properties,  (residential and commercial) with separate 
profiles and content pertaining to each. The overall branding on the website (see branding 
section on Page 4), should be visually appealing to both audiences and require a call to 
action. The platform needs to serve as a lead funnel for prospects.  
 
In addition, we should research and identify where other key audiences are congregating 
online to share the message of the property. For example, we could post the website link to 
certain, relevant groups on Linkedin where business professionals share information to 
drive traffic to the commercial property information.  
 
Red Shoes PR will develop the keyword-rich content for the website and work in tandem 
with A2Z Design from a branding perspective. 
 
Red Shoes PR also suggests setting up a basic Facebook group with the new brand that 
promotes the properties. By doing this, you are able to post relevant and timely content 
about the properties and also keep people informed about any updates or information that 
they might be interested in.  
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Investment (RSPR & Stellar Blue): $4,000 (approximately 35 hours) Includes: Information 
gathering meetings, drafting copy for website, working with real estate agents to coordinate 
online efforts and sharing of information, setting up Facebook group, ongoing consultation 
 
Total costs for media relations and online presence: $7,500 
 
*Billing for website services, online presence and media relations will be invoiced directly 
from Red Shoes PR. All other services such as branding will be billed directly from A2Z. All 
other out-of-pocket expenses will be billed separately.
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P R O P O S A L / A G R E E M E N T  
Lake Park Square & Lake Park Villas 
Rebranding & Implementation 
 
02.24.12 
 
 
BRAND IDENTITY (REBRANDING) 
 
The Lake Park brand has never truly been developed and launched with a quality 
marketing and PR effort. The brand, as we have found between two different sites 
(lakepark.com and lakeparkvillas.org), are very different. Neither of them has been 
developed to encapsulate the true essence of Lake Park. 
 
Branding is often reduced to simply a logo. It would be very easy to create a 
logo/mark/icon for Lake Park Square & Villas with little or no research and slap it on 
stationery, ads, websites and collateral pieces simply because we like the way it looks or 
because we think it is “cool.” A truly successful brand delivers an authentic, compelling 
and differentiating promise to a selected audience while being appropriate, consistent 
and distinctive. The best brands start with top-level executives/directors and become the 
representation of the mission, vision and goals of the organization. In the end, Lake Park’s 
new logo should simply be the punctuation to the overall brand. 
  
Our Approach 
We recommend starting with a kick-off meeting to gather any additional background 
information necessary and put a detailed plan in place. This would be followed by a two-
hour meeting where we walk through a streamlined question and answer session. We 
normally walk clients through a full “Boot camp” that is an intense “help us help you” 
period of time where we extract as much information from you and your strategically 
selected staff/agents, etc. as possible. Because time is off the essence, we would truncate 
this portion of our process. Key pieces would be doing a simple SWOT analysis (strengths, 
weaknesses, opportunities and threats), competitors, timeline and rebrand launch simple 
strategy. 
 
Once we gather all the information needed, we will work with you to put a schedule in 
place that meets your deadlines. We utilize an online project management tool called 
Basecamp. This site is where we manage all of our projects. Your team will have access to 
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the site and we can exchange files, track milestones and post files for your review, etc. It is 
very easy to use and we have had great success working this way.  
 
We prefer to present, at least initially, the first round of branding options. Your immediate 
response is important. It also allows us to discuss them with you. We’ll work with you to 
determine if that should be done with a core of your committee or with the full committee.  
 
From there it is simply a process of narrowing the options down to your top one or two 
choices; and refinement and confirmation of the final new brand identity including colors, 
typefaces and possible key graphics. We highly recommend producing a simple brand 
guideline manual so your team and key leaders understand the new brand and how to use 
it effectively — a basic what to do and what not to do manual. 
 
Initial Thoughts About the Lake Park Brand 
Sometimes our gut instinct is correct, but most of the time we simply need more 
information. We’ve reviewed some of the information you’ve already developed about the 
property. We are familiar with this part of town and know a few people that live in the 
Villas. The recent increased popularity of Lake Park Swim & Fitness is a key factor in who 
will be attracted to this area, both commercially and as potential new residents.  
 
We doubt that any of the current “brands” resonate with very many people. We know that a 
simple but strong brand that expresses a great quality of life and a growing community 
where people can live, work and play, will resonate. The new brand needs to spark 
intrigue in this unique part of town. We’d venture to say that the brand could embody 
either a central key element (such as a fountain) or the shape and quality of the buildings, 
etc. Our goal would be to develop a brand that is classic and timeless but with modern 
tendencies. Color, typography and corresponding graphic elements and photography will 
be key to enhancing the new brand.  
 

• Q&A Meeting, research and development (local “competitors” or like properties, 
etc.)                   $500.00  

• Brand Identity — rebrand identity development (logo, typefaces, color and support 
graphics)  $3,000.00 

 > a minimum of three choices, selection, refinement and all final digital variations 
     — Pantone, print and web, delivered 
 

• Development of a basic brand identity manual         
$500.00 

     
Brand Identity Creation Sub-Total   (32 hours x $125/hr)   
 $4,000.00 
 

OTIONAL: Simple messaging strategy and tagline development  
 $1,500.00 

  > Includes work to be done by Convergent Marketing, 
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      Mark Van Pay – www.convergentmarketing.com 
     

A2Z Design Brand Identity Sub-Total      
 

• Stationery Suite Design   (8 hours x $125/hr)   
 $1,000.00 

$5,500.00 
 
IMPLEMENTATION 
 
We normally complete a stationery suite as part of a new brand launch. We can reduce 
this to minimum needs. 
 

Includes: Business cards, stationery and standard no.10 envelopes 
  > Specs to be determined, options will be explored 
  • Printing fees not included but recommendations and 
   estimates can be provided separately 
 
A key to your sales success is a well designed and well written website that has all the 
information a potential buyer would be looking for. We could create one site but have it 
branch to either commercial or residential. We’d want to do some research to see how 
other communities like Lake Park have done this and utilize some industry best practices. 
The website needs to be simple, clean and easy to navigate, but it also needs to convey a 
great quality of life and inspire people to want to learn more. 
 

• Website Design   (12 hours x $125/hr)   
 $1,500.00 

 Includes: Homepage design, secondary template(s), coordination 
  of production  
  • Text and images to be provided by client 

• This is for design only. Programming is outlined under online presence (See    
Page 2) 

 
We’d recommend a well designed sales brochure folder/packet – one for commercial (Lake 
Park Square) and one for residential (Lake Park Villas) would be required. A sales piece 
that combines as a sales brochure and a folder for specific content to the potential buyer 
would be helpful. Perhaps if your budget allows, a DVD with pertinent information could be 
inserted or included. Slots for business card(s) are very important.  
 
We’d work closely with you to look at all options based on your budget. Printing costs are a 
key factor but there are several approaches we could take whether working with a local 
printer to narrow best use of paper and quantities or utilizing more economical online 
printer resources. Getting the biggest bang for your buck is our goal. 
 

• Sales Brochure Folder Packet  (24 hours x $125/hr)   
 $3,000.00 



 7 

 (a folder with four to eight pages of a brochure stapled inside) 
 Includes: Proof 1 (proposed design); Proof 2 (alterations and additions);  

Proof 3 (final corrections); and Final Proof for Approval. 
Also included is standard image enhancement and silhouetting. 
 

  > Specs to be determined, options will be explored 
  • Printing fees not included but recommendations and 
   estimates can be provided separately 

 
 
Implementation Sub-Total        

Billing for work performed will occur at the end of each month for work in progress and at 
the end of the project. The initial payment made at signing is subtracted from final total 
due. 

$5,500.00 
 
TOTAL                          
$9,500.00 
 
TOTAL (with messaging strategy from Convergent Marketing)                 
$11,000.00 
 
This estimate does not include production costs such as stock photography, illustrations or 
printing. Client agrees to pay all approved out-of-pocket expenses.  
 
TERMS OF AGREEMENT & PROJECT BILLING  

 
 
 
AT A GLANCE: 
Media Relations:  
 

$3,500 

Online Presence:  
 

$4,000 

Brand Identity Creation: 
 

$4,000 

Optional: 
Brand Identity Creation 
(w/ work done by Convergent 
Marketing): 

 
$1,500 

Implementation: 
 

$5,500 

TOTAL: $18,500 
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A proposal to 

The Menasha 

Redevelopment Authority

for the marketing of 

Lake Park Villas and 

Lake Park Square



Company / Individual background

Joe Weidert is the managing partner of AtomicTribe and past owner/creative director of the Weidert 
Group Inc. Weidert Group Inc was a full-service ad agency providing marketing strategy, creative and 
communications to national clients that included Kraft Foods, Kimberly-Clark and CenturyTel Wireless as  
well as local clients like George Banta Company, Grande Cheese, Neenah Paper Fox River Paper Co 
and VandeHey Landscaping.

AtomicTribe currently publishes a branded direct response marketing program called delight! for 
national Cable TV, Internet and Wireless Companies.

Joe is a resident of Menasha and his wife Mary owns the Wild Apple Gallery on Mains St. in downtown 
Menasha. They are among the initiators and volunteer leaders of Downtown Menasha’s Sun Runner 
summer festival.

Services provided

Consumer Research, Strategic Planning, Media Planning, Social Media, Mobile Media, Creative Strategy 
and execution, Print and Broadcast Production, Event Planning, PR.



Our Approach for Lake Park Square and Villas


  The intent of this document is to provide insight into our thinking process and approach. It 
  does not include complete specifics or details of a full marketing plan. If our firm is selected, 
  a complete marketing plan will be provided and shared with all stakeholders.

 Marketing Strategy
  A key challenge in the marketing of Lake Park Square and Villas is a limited budget. 
  Unfortunately It is more costly than ever to compete with the constant barrage of 
  advertising being generated in all medias today. Therefore a creative approach to sharing the 
  cost of marketing will be a key strategy.

  The success of the Lake Park project will create financial opportunities for other businesses 
  besides lexington Homes and Cypress Homes LLC.Financial and mortgage institutions as 
  well as builders, home furnishing, appliance, landscape companies and businesses in the 
  development area will also benefit. 

  Our first initiative will be to solicit financial support from businesses partners who have a 
  potential stake in Lake Park’s success in exchange for a shared presents in all marketing.

 Positioning and branding
  The Lake Park project has had it’s share of negative publicity in the past several 
  years. This has not helped the image of the project. However, after speaking with some of 
  the current residence, you clearly hear about all the positive benefits of living there.

  Our second initiative will be to create a testimonial video that captures the views of these 
  residents as well the comments of successful business owners located in Lake Park Square. 
  This video will give a prospects a peek at the demographics and lifestyle of those residents.
  This video will be shot in the interiors of some of Lake Parks existing villas and businesses giving 
  prospective owners and developers something finished and tangible to relate to. This will help 
  compensate for the lack of model homes and finished commercial businesses.

  With the approval and assistance of Coldwell Bankers and Grubb & Ellis | Pfefferle, a copy of 
  this video will be distributed to all realtors in the area. It will also be presented on a Lake Park Square 
  and Villas web site as well as a mobile site for smartphones and tablets. Parts of the video will be 
  included in a PR kit for TV media outlets.

 



  Our third initiative will be to complete a printed marketing kit. This kit will feature a new logo for the 
  development and consist of a full-color pocket folder and sell sheets that create a fresh new relaunch of 
  the project. In addition, it will house all the necessary specs, site plans and other information needed by 
  realtors to successfully sell. It will be available as a take away for all prospects who schedule a showing.

	 	 This kit will also include any businesses that are helping fund the marketing and will provide them 
	 	 with opportunities to communicate special promotional offers to all prospect who purchase a lot 
	 	 or commercial space.

	 	 Our forth initiative will be to develop an outdoor image and awareness plan for the actual site. This 
	 	 plan will take advantage of the heavy vehicular traffic on HWY 114 as well as present a fresh, and 
	 	 exciting image for the Lake Park Square development and Lake Park Villa lots as well as for Lexington 
	 	 and Cypress Homes.

 Media 
  As stated earlier, media is expensive. The most effective media will be Internet and 
  mobile. Cable TV may also be an option. 

	 	 Our fifth initiative will be to develop websites for desktop, mobile phone and tablet devices. All print 
	 	 and outdoor media will include the use of QR codes. These codes will activate our video as well as 
	 	 provide email or direct phone dialing links to the listing realtor right from a prospects smartphone or 
	 	 tablet devise.

 Relaunch Events
  We recommend a major relaunch event to be held at the site.

  Our sixth initiative will be to develop and implement a major relaunch event. This event will 
  include all participating marketing partners and should be held late enough in the spring to maximize 
  chances for good weather.

  The event will be hyped to broadcast media outlets and ideally be promoted on all participating 
  businesses websites, media advertising and in-store to maximize awareness and exposure.

 



 Coordination with partners and reporting
  All major partners will be met and consulted with prior to the development of the plan. This 
  will ensure that all stakeholders’ needs and expectations are considered.

  Weekly emails to these stakeholders will ensure they are aware of progress and critical 
  events including Web, PR and media campaign launches as well as the availability of new 
  selling tools.

  In addition, A spreadsheet containing all critical initiatives and time lines will be posted via 
  simple to use Google docs which will include week-by-week updates as well as an area for 
  questions and comments.

  Finally, the principles of our firm will provide personal phone and email contacts so that all 
  stakeholders can access us directly at any time.

 Timeline
  All initiatives listed above will be completed no later than May 1.
  Note: As part of any earlier pro bono project for the City of Menasha Community 
  Development Department, a large collection of photos has already been taken of the 
  development. Samples can be seen at the end of this proposal. This “head start”will allow 
  that the printed marketing kit explained in “our second initiative” can be ready by April 1st.

 Fees and contracts:
  We prefer to charge for each component of this plan on a project by project basis. We 
  believe this would allow the Menasha RDA more flexibility and control of costs. 

  In addition, the success of our marketing partnership idea will have a lot of impact on final 
  costs. On the following page we have provided some ballpark estimates for the major 
  initiatives stated in this proposal broken down by consulting fees and out of pocket costs.
  Note:  All consulting fees are discounted by 50% to $50 per hour.



Initiative Fees Out-of pocket cost

Our first initiative will be to solicit 
financial support from businesses 
partners who have a potential stake 
in Lake Park’s success.

$1,750 $0

Our second initiative will be to 
create a testimonial video.

$2,500 $5000

Our third initiative will be to 
complete a printed marketing kit. 

$1,500 $4500

Our forth initiative will be to 
develop an outdoor image and 
awareness plan for the actual site.

$1,000 $7500

Our fifth initiative will be to 
develop websites for desktop, 
mobile phone and tablet devices. 

$3,500 $1000

Our sixth initiative will be to 
develop and implement a major 
relaunch event

$2,500 $5000

Total $12,750 $23,000

Note: These estimates do not include subsidies from partner businesses marketing revenue.
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