City Council Chambers Tuesday, February 4, 2020

Immediately Following the 7:00pm City Council Meeting

A Community For Generations.

Economic Development Authority Agenda

. Call to Order
a. Pledge of Allegiance
b. Roll Call

c. Agenda Modifications
. Approval of the Agenda
. Approve Minutes of January 7, 2020 Regular Economic Development Authority Meeting

. Business Items
a. Marketing/Work Plan Update

Other Business / Updates / Communications

. Adjournment



Economic Development Authority
Meeting Minutes
January 7, 2020

1. Call to Order: EDA President Johnson called the meeting to order at 7:36 pm.
a. Pledge of Allegiance
b. Roll Call: Members Present — Johnson, Bergley, Gordon, Reller, Lundeen and
Collison. Staff Present: Community Development Director Sheila Sellman, and
City Administrator Josi Wood.
¢. Agenda Modification: None

2. Consider Adoption of Resolution Approving ation of Advisory Board:
Bergley motioned to nominate Mayor Johnson ; 020 EDA President, second by

Collison, motion passed 6-0. Collison moti -

Vice- Premdent second by Bergley, motios

Director as Secretary and the Finance Di
motion passed 6-0. Motion by, L.undeen sec

6. { : ent into closed session to discuss the sale of EDA land at
ular meeting resumed and the EDA directed Sellman to start

start negotiation ale of 825 East Dual with the parameters discussed in the
closed session, mo passed 6-0.

7. Adjourn: Motion by Bergley, second by Collison to adjourn, motion passed 6-0.
Meeting adjourned at 7:58.

Respectfully Submitted

Sheila Sellman, Community Development Director/EDA Secretary




4.a.

A Community For Generations.

®
lsantl Memo for EDA Action

To: Economic Development Authority

From: Sheila Sellman, Community Development Director
Date: February 4, 2020

Subject: Marketing/Work Plan update

Background:

In 2015 the EDA adopted an EDA Marketing/Work plan. Now that five years have passed it is
important for the EDA to review and update the plan. Attached for discussion is a draft of the
update, suggested changes are shown by strikethroughs and underlining new language. As part of
the process the EDA filled out a short survey the results are attached.

As part of the update staff would specifically like to discuss the following items:

1. Memberships

2. Facebook

3. Rail Options

4. Housing Study update

5. Clinic/medical campus
Recommendation:

Staff recommends discussion on the draft plan and to direct staff to make any changes and bring
back a final version for adoption.

Attachments:
e Draft Plan
e Survey Results



2015 EDA Marketing / Work Plan

Adopted March-3,2045 Updated

MISSION

The Economic Development Authority promotes and supports the growth of commercial and

industrial development and tax base through the use of economic development methods and
tools.

GOALS AND OBJECTIVES

Obijectives
1-11

b2 |  rail served industrial park in Isanti.

N membership in GPS 45:93 to take advantage of regional
marketlng and prospect generation though Community Venture Network.
£ e o Suli A ¢ £ .
Committeeof this-erganizatienfor 2015 Community Development
Director Sheila Sellman is designated as the Isanti County Rep for the
Minnesota Marketing Partnership (MMP).

1-1.12 Maintain membership in Economic Development Association of
Minnesota (EDAM) to increase exposure for the City of santi and to

|
i
i
i




increase business leads. EconomicDevelopmentDirectorSullivaas

1-1.13 Maintain membership/partnership in the Chamber of Commerce
1+3321-1.14 Maintain partnership with East Central Regional Development
Commission

2) Position Isanti as a low cost, business/developer friendly, growing, healthy community

with small town feel and amenities, with a plan to grow in an orderly manner.eutting

Objectives
2-1.1 Utilize city website and oth

manufacture
objective?

approved quickly.
IAC Deferral program to area developers and

ntages of lower tax assessed values and omission from fiscal

hich result in lower property taxes.

3} Enhance the appea

Objectives
3-1.1

3-1.2 Support improved trail and sidewalk connectivity for residents, schools,
commercial and industrial areas, and neighboring communities.
3-1.3 Market existing quality housing stock and new schools.




3-1.4 Support marketing activities that highlight community events or

3-1.5

4) Support redevelopment and expansion

Objectives
4-1.1

Objectives
5-1.1

5-1.2
5-1.3

5-1.4

organizations. {{-e—addingadditionalsighsforeothereventsheldinlsant
ona-seasonal-basis-at-the NW-cornerof Hwy-65-and CSAH-No-S5-{ehnsen
Property)}

Support and assist in the recruitment of the development of a-medical
clinie, hotel, restaurants and other retail developments that will bring
people to Isanti to live.

Work with local organizations which includes but is not limited to:-such-as
Rum River BMX, Cambridge Isanti Soc sociation, ISD 911,
Firefighter’s Rodeo and Chamber: mmerce to market successes and
activities in Community

s in Historical town/Heritage Blvd.

Suppert chamber initiatives that are consistent with City Policy and
attend meetings.

Coordinate and host Mayor’s Employer Appreciation Luncheon
Conduct Business Retention and Expansion visits and listen to business
needs and concerns.

Keep Information on City Website current and highlight community
successes.




5-1.5

5-1.6

5-1.7

5-1.8

5-1.9

5-1.10

5-1.11

Work with Isanti Mayor to issue proclamation for Minnesota
Manufacturer’s Week, visit with businesses and present Certificate of
Commendation from Governor.

Continue to provide updates on city programs and services that are
helpful to businesses and promote local events in the Isantian Newsletter
or via the business list.

Email to Businesses

Establish new relationships and nurture existing relationships with area

banks, brokers and contractors.
Update Isanti Business List semi-af

Attend functions as approved b c?ig ouncil that allow Isanti to

cups,
needed).
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3, and economic
lat goals to the City in that they
financially better position by doing so.

This irfe i i o the above mentioned organizations so that they
rospects. Once prospects are identified a coordinated
ff to fallow-up with them until the prospect is no longer
llow-up withte brokers, select members of the Minnesota
Establishment of a prosp ix in 2010 and its maintenance has helped with prospect
management.

Isanti needs to continue highlight items that make it unique such as the existence of a historic
downtown and its small town feel, low total development costs in comparison to Anoka
County, the walk/bike trail connecting Isanti to Cambridge, lack of Metropolitan Council
control, the availability of City and regional business incentive programs and staff willing to help
the businesses through that process, Legacy Park, and Isanti Indoor Arena — Home of Rum River
BMX.

15
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Recruitment of businesses is helped immensely by existing businesses being ambassadors for
the community. Visiting key businesses on a regular basis and showing appreciation to all
existing businesses can nurture positive relationships that will result in a positive image for the
city.

Northern Anoka County is the home to many manufacturing businesses. Identifying and
recruiting businesses that are expanding, leasing or are unhappy with excessive tax burdens
rtunity. Utilizing existing

N identifying these opportunities.

and offering Isanti as a viable low-cost alternative is anothe

networks with business owners, realtors and banks can

medium more than print. A continued effort
medium fresh and to utilize existing media to
on LOIS, MNCAR and the State of Minnesota ha
Certified” lots located in Isanti Cen

ed in 2011. Expanding print
reasonable cost needs to be a

jects move forward. Both projects will require
substantial fun onomic conditions which could prove to be difficult for the
next few years.
Continued Support by the for the Isanti Family Farmer’s Market, Street Dances and

facilitating business meetings with area businesses downtown and throughout the community

will help strengthen community in Isanti.

Economic conditions are improving and Isanti needs to position itself as a viable option for all
types of development. This can be done by marketing the community and establishing a
presence in the financial, real estate, construction, print media and economic development
communities.

16




Focusing on existing industry in the City and looking vertically at the companies supply chains
and customers are another method of business development. Isanti has an opportunity to try
to grow green businesses and manufacturing sectors within our community.

AUDIENCE

The EDAis trying to reach an audience with this marketing plan. Each entity has different needs

or methods of communication. |dentifying how to commu santi marketing goals with

these entities is important to the success of the marketin,
Existing Businesses: Need information and suppo adily availabléin person, print and on
website. Opportunities for training, loans, ca
directly communicated to businesses when ap
Commerce_City Webpage, Facebook and the Isa
reach businesses.

would provide info

QageL

Online Media (G (prospects), City of Isanti Website {prospects and
residents), Real Est ed In, County Star, Facebook, Isanti County News, ABC
Raper, and Star Tribun leases on positive news need to be provided to these entities
when appropriate for publfeation on the internet. City economic development web pages need
to be fresh.

Financial Community (Banks, and SBA Lenders, Initiative Foundation, and ECRDC): Need
information on site availability, pricing, financial tools, and timeline and process for approvals.

Business Prospects: Provide current data on labor force, site availability and cost and maps,
public and private assistance programs, approval process and timelines, business subsidy policy

17
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guidelines, attractive development brochure that answers important questions quickly.
Utilization of Invest In Isanti Brochure, Welcome to our Community of Generations Brochure,
DEED Labor Market Profile, LOIS and MNCAR are ways to reach this audience.

Economic Development Organizations (Positively Minnesota, Chamber of Commerce, Isanti
County EDA, EDAM, GPS 45:93, Greater MSP, ECRDC, Initiative Foundation, Score, and
Connexus Energy): Must be able to provide information on site availability cost, and ownership,
public and private assistance programs when appropriate.

RESOURCES AND INITIATIVES — This information changes
staff suggests removing dollar amounts '

rly and will be outdated quickly

1)
2)
3)

ntian Newsletter, County Star, Isanti New, etc.
arch - miscellaneous signage donations and sponsorships as
ment/coordination in other signs for community events, {i-e

8}7) Presence in other conferences (Business Expos, DEED, EDAM, i.e.} where site

selectors will be present {-Freeto-$650}
918) Update Community Profile in LOIS.

10)9) Other cost effective marketing opportunities with media or economic
development organizations as identified {Freeto-$450).

18




| 1110) Miscellaneous Marketing Budget {$2,000-$5000}

12311) Explore Signage on Hwy 65 to further establish an identity for the City of Isanti.

33312) Continue communication with State and County jurisdictions to improve the
winter driving condition for key business travel routes.

1413) Utilize Heteland-Housing Market Studies to identify prospects and investors to
help increase tax capacity in Isanti.

15414) Continue to support East Central Minnesota Job Fair and encourage businesses
to participate.

Other marketing items not identified above, and not cu identified in the EDA budget, but

deemed necessary need to have prior approval from ore expenditures can be made.

heEDA-when iden ad

STRATEGIC PARTNERS

The City of Isanti has many organiz

s from EDA-and-Revebdng

t of financial assistance,

!
!
t
i

3) Anoka-Ramsey Comtitinity College (Cambridge Campus): A partner in providing training

opportunities and business start-up assistance for local businesses.

4) Centerpoint Energy: Natural gas provider for the City of Isanti. A potential financial
contributor for joint marketing efforts.

5) Community Organizations / Events / Partnerships: Isanti is home to many exciting
events each year. From 2010-2013 the City played host to the Minnesota State Cup
(Soccer Event at Isanti Soccer Complex), Rum River BMX has been selected multiple
times for the State and National BMX Finals, Isanti Civic Arena is the home venue for the

19




Minnesota Owls and the 2012 Class C State Champions call Isanti Home. The Isanti
Fireman’s Rodeo — Jubilee brings thousands to Isanti in July of each year. The Farmers
Market and Street dances sponsored by the EDA and operated through the rewly
ereated Park, Recreation and Culture Board. All of these events serve as an excellent
opportunity for the City of Isanti to work with area businesses to showcase our
community. Efforts should be made to maximize the economic impact for Isanti and the
region.

6) Connexus Energy: Primary electric utility provider for the City of Isanti. Connexus has
previously been very involved in the development o

trial parks within its service

territory. Currently, economic development acti or the utility have been focused

7)

East Central Arts Council {E : atated projects

int historical downtown.

9} East Central Regional Develop issi : A knowledgeable partner in
identifying financi

fal investment in area projects, staff assistance and

r communities in the region.

ial and collaborative partner for: financial assistance,
marketing, bu ment, and market analysis.

14) Local Financing Instiftitions (Community-Pride Bank Lake State Federal-Cradit Union,
Lendmarl-CommunityBarle-Minnco-Credit-Unien: Area banks are a financial partner for
the City of Isanti. Investment into the community helps both the City and Area banks. A

coordinated effort by all banks to recruit business to Isanti is vital to the success of
fsanti.

15) MNCAR: This organization is the best venue to advertise commercial properties. Staff
will maintain membership as long as it’s financially feasible.

20|




16) Small Business Development Center: An educational partner in business development in
Isanti County. The SBDC is helps start-up business develop business plans and existing
businesses grow. Tom Willet is the local associate.

17) DEED: A financial partner through available state financing programs. LOIS site will
benefit all of Minnesota to market sites to out of state prospects. Provides valuable
demographic and research information and generates reports upon request. DEED
provides updated Labor Market Profiles upon request for no charge.

18) SCORE: An educational partner in business development in lsanti County. SCORE
provides free and confidential business counseling tajired to meet the needs of your
small business and your personal objectives. SCO y offers workshops, for a modest
fee, for both start-up entrepreneurs and in-busj Il business owners. SCORE
assists people in starting a new business and b .
and mid-sized business owners. i

19) Workforce Center (Cambridge office)

alike. This message still needs to be
successful, the City of Isanti needs to deliver on its

promise Isanti will need to grow significantly industrially,
commercially and resid
2014, the “Welcome to yo

increase its tax base to share the cost of development. In
ommunity for Generations” brochure was developed to market
the quality of life as well as some key demographics for the young and vibrant community. A
marketing effort that states the message that Isanti is positioned to grow like it did in the mid
2000’s, has some great amenities and that there is great investment opportunities here for a
limited time needs to be communicated.

When comparing Isanti to Cambridge, North Branch and other communities to the north, the
focus is on being closer to the Twin Cities and having a commitment to keeping historical

21|




downtown viable. Celebrating the founders of the community but also embracing the new
population that has moved here since 2000 is a key component to what Isanti is today.
Highlighting the fact that the City of Isanti has higher median incomes than the rest of Isanti
County and that the median age is 31284 helps us create a vision of opportunity and
excitement. Advertising that there is new, reliable city infrastructure and that we are ready for
immediate development and investment and there are not huge infrastructure costs on the
immediate horizon is appealing to a growing business or family.

When comparing to Anoka County and the Metro Area cha ing the fact the Isanti truly has

satellite connect businesses in Isanti to the Met

such as Advanced Telemetry Syste | Coatings and Eve

i is a place a business can be

22
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10.

11

12.

2020 EDA Marketing/Work Plan Update Survey Results

Are you satisfied with this mission statement? 6 Yes 0 No

Adopted Mission Statement: “The Economic Development Authority promotes and supports the
growth of commercial and industrial development and tax base through the use of economic
development methods and tools”.

[ Support redevelopment and expansion efforts in Historical Downtown/Heritage Blvd.
6 Yes 0 No

[ support the SAC and WAC Deferral program 6 Yes 0 No

I support Tax Increment Financing (TIF) 6 Yes 0 No i
[ support Tax Abatement 5 Yes 0 No 1 no answer |
[ would support other assistance programs 3 Yes 1 No 2 maybe

[ want to explore rail options in the City of Isanti 6 Yes 1 No

The most important businesses to attract were ranked in the following order: 1)Restaurants,
2)Retail, 3)Office, 4)Entertainment, 5)Manufacture, 6)Industrial, 7)Multi-family, 8)single-family

There have been inquiries about the city owned industrial parcels, however the users have wanted ‘
to do a small building with a significant amount of outdoor storage and a minimal number of
employees; this is not the highest and best use for these parcels. What type of business would you Z
support in our industrial Park? What’s the target number of employees?

Responses: manufacturing/industrial uses. 15-25+ employees. Depends on tax revenue.

What type of marketing efforts do you want to see? Responses: Discussion on ideas, all and the
best you can do, signage, tradeshows, in person, networking, Facebook, one on one efforts to

contact interested businesses, phone calls, handouts.

. What does Economic Development mean to you? Responses: Increase the tax base by recruiting

in more businesses with mid-to-high employees. Selling and structure of the cities business parks
or areas. A good balance of industries and good planning to make it work best for everyone.
Promoting job & service creation. Business brought into the city. Value fo the city & residents.
Other Comments: “I would love to see more apartments ASAP for new residents to start putting
down roots in Isanti.” *“We need more recruiting efforts to bring in more businesses.” “You

know your job woman”’




