
AGENDA 
 
 

WORK SESSION OF THE CITY COUNCIL OF THE CITY OF COTTONWOOD, 
ARIZONA, TO BE HELD APRIL 9, 2013, AT 6:00 PM., AT THE COUNCIL 
CHAMBERS, 826 NORTH MAIN STREET, COTTONWOOD, ARIZONA. 

 

I. CALL TO ORDER

II. ROLL CALL

III. ITEMS FOR DISCUSSION

Comments regarding items listed on the agenda are limited to a 5 
minute time period per speaker. 

1. UPDATE REGARDING THE CITY'S PROPOSED BRANDING 
PROJECT.

2. UPDATE ON THE FINANCIAL STATUS OF THE CITY.

3. DIRECTION REGARDING THE 10TH STREET RECONSTRUCTION 
PROJECT FROM MAIN STREET TO MINGUS AVENUE.

4. DIRECTION TO STAFF REGARDING SETTING THE CITY'S STREET 
PROJECT CONSTRUCTION PRIORITY LIST.

5. UPDATE ON OLD TOWN JAIL PARKING LOT. 

6. DIRECTION TO STAFF REGARDING THE GOALS TO INCREASE 
REVENUES AT THE COTTONWOOD RECREATION CENTER AND 
REDUCING EXPENDITURE COSTS TO REACH COST RECOVERY 
GOALS FOR THE CENTER.  

IV. ADJOURNMENT

 
 
Pursuant to A.R.S. 38-431.03.(A) the Council may vote to go into executive session on 
any agenda item pursuant to A.R.S. 38-431.03.(A)(3) Discussion or consultation for 
legal advice with the attorney or attorneys of the public body. 
 
The Cottonwood Council Chambers is accessible to the disabled in accordance with 
Federal 504 and ADA laws. Those with needs for special typeface print or hearing 
devices may request these from the City Clerk (TDD 634-5526.) All requests must be 
made 24 hours prior to the meeting. 
 
Members of the City Council will attend either in person or by telephone conference 
call.



 
 

City of Cottonwood, Arizona  
City Council Agenda Communication  
 

 
 Print 

Meeting Date: April 9, 2013

Subject: City of Cottonwood Branding Update 

Department:

From: Casey Rooney 

REQUESTED ACTION 

No action required 

SUGGESTED MOTION 

If the Council desires to approve this item the suggested motion is:

BACKGROUND 

Casey Rooney, Cottonwood Economic Development Manager, Lindsey Higginson, Old Town 
Association President, Lana Tolleson, Chamber of Commerce and Scott Havice, Havice 
Design are informing City Council regarding the proposed City branding project. 
  
Every city is trying to capture a little bit of the branding magic that has helped put some of 
America's best known cities on the map.  Many are associate with catchy slogans-not 
necessarily developed by city governments themselves-like "keep Austin Weird" or "What 
Happens in Vegas Stays in Vegas."  Other places have an instantly recognizable nickname, like 
the Windy City, the Motor City or the Big Easy.  Those in the branding community say that 
while a slogan or motto is a part of a brand, they're more concerned with projecting a broader 
image of a community, like the reputation Portland, Ore., has as a haven for independent-
minded hipsters, Santa Fe's position as a destination for those embracing Southwest arts and 
culture, or Miami's role as a place for sun, surf and nightlife. 
  
But most cities such as Cottonwood aren't Portland, Sante Fe or Miami.  The vast majority of 
America's small and midsized cities don't have much of a reputation beyond their boarders.  
That is where branding consultants (experts) come in, pledging to help communities 
distinguish themselves. 
  
The typical product provided includes a logo, a slogan and a broader message or narrative 
about a community, as well as a list of steps that should be taken to help spread the story.  
Phrases such as "small town charm with big-city amenities" might be extremely relevant about 
a place, but it is not the least bit distinct.  Our branding process will identify the characteristics 
and qualities that make Cottonwood distinct. 



  
The City administration and the Cottonwood Economic Development Council (CEDC) is very 
interested in updating our City brand.  The City has an outdated brand that has outlived it's 
useful life expectancy.  We will have at least 3 partners and possibly 5 in this project.  They are 
the City, CEDC, APS, Old Town Association and the Chamber.  The cost will be devided 
among the majority of the partners.  The estimated cost of phase 1 (brand) & 2 (website) is  
approximately & $13,000.  All partners will maintain their unique identity, but synergy in the 
brand will flow through the other organizations. 
  
Three proposals from 3 different consultants have been received.  Since receiving these 
proposals, the scope of the project has been expanded to include updates to the website.  The 
website documentation from the consultants is being proposed but as yet not received at the 
City. 
  
A collaborative process will be initiated to develop the updated brand.  There will be a small 
lean committee representing the partners and the community to carry out the City branding 
project. 
  
Scott Havice, our main presenter has been working with our community on other projects and 
he will be able to describe the branding process in much greater detail.  We will need 
approximately 20 minutes for this presentation (update). 

JUSTIFICATION/BENEFITS/ISSUES 

COST/FUNDING SOURCE 

 

ATTACHMENTS:

Name: Description: Type:

No Attachments Available

 



April  3,  2013
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Download Estimate as PDF Print Estimate

Type Description Quantity Unit Price Amount

Service Brand Questionnaires, Interviews & Market Research 
(Hours estimated for 10 respondents) 

--Create Brand Questionnaires and Distribute to key decision makers and
other designated recipients 
--Collect Responses, review feedback and Schedule 30 minute to 1 hour
Interviews with each respondent 
--Conduct Interviews with each designated respondent (1 hour with each
interview with 30 minutes for note refinement after each interview) 
--Research Competitors and Peers for Best Practices

30.00 $75.00 $2,250.00

Service Brand Summary Document - City of Cottonwood only, with affiliates as
sub brands within recommendations 

--Consolidate Brand Questionnaire Responses ] 
--Compile Feedback into First Draft of Comprehensive Summary 
--Edit Document with First Draft Responses 
--Create Final Draft of Comprehensive Summary Document for Approval

12.00 $75.00 $900.00

Service Parent Logo & Identity Development 

--Round 1 - Three or more logo options presented, one option chosen for
refinement 
--Round 2 - Chosen option refined and presented with color studies 
--Round 3 - Final refinements made and implemented into basic collateral
(Business Card & Letterhead) 

30.00 $75.00 $2,250.00

Subject

Logo for Havice Design From Havice Design
1625 E. Palmaire Ave. 
Phoenix, AZ 85020 
look@havicedesign.com 
480.326.7452

Estimate For Cottonwood Estimate Id CTWD-003

PO Number CTWD-003

Issue Date 03/30/2013

Cottonwood (and affiliate organizations) - Brand Strategy and Development

https://rshavice.harvestapp.com/client/estimates/c5d213647d0c99345e92ef997aea6f01774ea9aa.pdf
https://rshavice.harvestapp.com/client/estimates/c5d213647d0c99345e92ef997aea6f01774ea9aa#
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Service Design and Development of Affiliate Logos (3) - Parent Logo evolved and
modified to represent three affiliate organizations of Cottonwood
(Cottonwood Economic Development Council, Cottonwood Chamber of
Commerce, Old Town Association) while maintaining integrity of the
parent brand, The City of Cottonwood, AZ. 

--Round 1 - Design modifications presented for each affiliate 
--Round 2 - Refinements made to Round 1 Designs, Color
Options/Palettes Presented 
--Round 3 - Final Refinements Made to all three affiliate logos 

Please note, all three rounds of changes require feedback to be given
completely and simultaneously from each affiliate in order to progress to
the next round

18.00 $75.00 $1,350.00

Service Logo Files and Standards Sheets - Parent logo and three affiliate logos 

--Final Logo Files in standard formats created & Packaged. 
--Single Page Logo Standards created to accompany distribution of logo
art files to vendors, contractors media and other resources for the purpose
of maintaining brand consistency when used in applications outside the
control of the client.

18.00 $75.00 $1,350.00

Service Website Strategy & Architecture 
--Discuss content and desired functionality with four key decision makers,
one from each main component in the overal website (City of Cottonwood,
CEDC, Cottonwood Chamber of Commerce, Old Town Association) 

--Round 1 - Sitemap Created 
--Round 2 - Sitemap Update and Interactive Wireframes Created 
--Round 3 - Wireframe Refinements, Technology recommendations
document (for bidding purposes) 

Final Deliverables: Sitemap, Interactive Wireframe, and Technology
Recommendations Document to be used to obtain accurate bidding for
Phase 2: Website - Design and Build

30.00 $75.00 $2,250.00

Service Meetings, Phone Calls, Emails and Texts - Estimated 20.00 $125.00 $2,500.00

Service PLEASE NOTE: Any necessary travel & lodging outside of Phoenix to be
billed as project expenses (with pre-approval by client.)

0.00 $0.00 $0.00

Estimate Total $12,850.00

Notes

Standard Terms of Work Agreement 

Relationship 
Direct and ongoing interaction with final decision-makers, for input and approvals during the process of the project, is critical to the proper
development and timely delivery. Therefore, it is agreed by the client that the appropriate (final) decision-makers will be available and involved
during the process of the project. 

Deposit and Pay Schedule 
Traditional: A 50% payment is due up-front to begin each major component of the overall project (each component will be mutually
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determined before the beginning of the project as a whole), 25% payment will be due upon mutually agreed upon milestone for each
component and the remaining 25% due upon final delivery of each component. 

Alternative Structure (For larger, ongoing and more complex projects): A 100% deposit payment of the estimated hours for 90 days, or a
mutually agreed upon amount, is due up front to begin the project. Work will be performed for hours associated with 75% of that initial
payment with the remaining 25% held as a security deposit for the completion of the project at which point it will be subtracted from what is
owed on the final invoice. Once the hours for the initial 75% have been accounted for in work performed invoicing will occur every two weeks
until  the completion of the project based solely on hours and tasks performed. The remaining 25% of the deposit at will be credited to the final
billing at the completion of the entire project. 

Pay Structure & Payments 
Payments for services shall be made out to Havice Design. Payment for services will be due net 15 days upon receipt of invoices. The costs
outlined in this estimate are based on reasonable hour approximations for a project of this size and scope that is well managed on both the
client and vendor side. The final costs will be related to actual final hours and not a flat fixed fee. 

Accounting over thirty (30) days shall be subject to a 18% service charge. Fees do not include any taxes, duties, tariffs or other governmental
charges or expenses imposed in connection with this agreement and such taxes shall be billed, if required by the scope of work outlined
above. Havice Design shall have the right to terminate this agreement and/or suspend its services upon three (3) days’ prior written notice, if
any invoice remains unpaid sixty (60) days after the invoice date. 

If the Scope of Work is changed materially, the estimated amount of the fee structure shall be subject to change. This estimate is subject to a
10% contingency. Updated estimates will be provided, if requested. Changes to approved structure, functionality or design, or additional
changes beyond the individual elements outlined above, will be at an hourly rate of $100.00 per hour. 

Production 
We take great pride in making every effort to find the best and most cost-effective production solutions for your needs. This includes
identifying and engaging with reliable, price-competitive vendors to assist with your production needs. We have long-standing, trusted
relationships with vendors that we know will provide a quality end result. However, we understand and respect relationships that you may have
with vendors that we currently do not work with – and will engage with those vendors upon specific request. If estimation, coordination, and
management with new vendors are requested, during the term of this contract, applicable hours will be billed at a rate of $75.00/hr. 

Research, production, fulfillment, photography, stock photos and other hard costs will be itemized, client-approved and billed separately, with
a standard 18 percent industry markup. 

Client-approved out-of-pocket expenses are billed separately and at cost. Expenses can include: photocopies, courier service, postage,
supplies, long-distance telephone and fax charges, clipping and media tracking services, travel, accommodations and meals, and/or other
client-approved charges. 

Termination 
This agreement may be terminated at any time by either party by giving written notice from one to the other, thirty (30) days prior to
termination. In the event of termination pursuant to this paragraph, Havice Design will perform services and receive payment for services
performed up to the effective date of termination. 

License of Right/Copyright 
Subject to Havice Design's portfolio rights below, Havice Design grants to the Client rights to reproduce, display, distribute, and create
derivative works based on, the selected final design in all media. All preliminary, unused, and in-progress artwork remains the property of
Havice Design and no rights to use such preliminary works are granted hereunder. Under U.S. Copyright law, Havice Design retains all
copyright in and to the preliminary works and the final design. 

Portfolio Rights 
Robert Scott Havice retains the nonexclusive, perpetual and worldwide right to display, reproduce and distribute the designs in Designer’s
portfolio and website, and third party trade publications or exhibits, solely for the purpose of promoting or exemplifying Designer’s work, and
the right to be credited with copyright ownership and authorship of the designs in connection with such use. 

-- 
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Powered by Harvest
 

-- 

THANK YOU FOR THE OPPORTUNITY! 

R. Scott Havice 
Creative Director & Owner 
Havice Design 
480.326.7452 
look@havicedesign.com 

-- 
-- 

HAVICE DESIGN - GENERAL RATE STRUCTURE 

$125/hr 
• Meetings, Phone Calls, Emails & Texts 
• Creative Direction 
• Strategy & Documentation 

$100/hr 
• Graphic Design & Copywriting 
• Project Management 

$75/hr 
• Production - Design, Print and Web 
• Maintenance - Design, Print and Web 
• Administrative Services 
• Print Management 

Specialty Services (Price TBD) 
• Coding & Development 
• Video 
• Photography 
• Illustration 
• Audio

https://www.getharvest.com/
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GENERAL INFORMATION: 

Legal Name:   Moses Anshell, inc. 
Address:   20 West Jackson Street, Phoenix, AZ 85003
Main person of contact concerning proposal:   Jodi Elle
Phone:   602-254-7312
Email:   jodielle@mosesanshell.com 

About Us 

Our roots are deep in creative. Our guts are filled with strategy. And our passion is to solve cli-
ents’ business problems. Moses opened its doors in 1982 and clients have been coming to us for 
creative problem solving ever since. Our agency was named one of the top 20 creative shops in 
the country by Creativity Magazine. Communication Arts magazine called us the most creatively 
awarded small agency in the Southwest. And Fast Company magazine called our founder, Louie 
Moses, the poster-child for creativity in Arizona.

Moses is a full-service integrated communications company. We pride ourselves on a diverse 
mix of clients that include Fender Guitars, Papa Murphy’s Pizza, Arizona Citizens Clean Elec-
tions Commission, Grand Canyon University, Shutters Hotel on the Beach and US Airways. Our 
culture is unique, from the inside basketball court to dogs roaming the halls. We believe that 
approach fosters our creativity. But there’s more inside our building than foul shots and barking 
pups.

We never stop improving, learning and challenging the status-quo. We start each project with a 
blank slate- no preconceived notions and assumptions. We explore new frontiers, new distribu-
tion channels and new creative solutions to solve your business challenges.

At Moses, we have a passion for results and a commitment to making a difference.

EXPERIENCE AND QUALIFICATIONS

Statement of Experience 

A lot of agencies claim expertise in branding, but few deliver on that promise as well as we do at 
Moses. As one of the premiere branding agencies in Arizona and throughout the Southwest, it 
probably comes as no surprise that we’ve worked with a long list of organizations and companies 
to create and promote their brands. Many of these brands enjoy strong recognition and loyalty, 
as the result of our understanding of what is required for competitive success and forward-think-
ing collaboration. In fact, many of these brands are very recognizable and in use today. 

One of the very first brand identities the agency developed was for The Phoenician, an iconic 
five star hotel in Arizona. The design language we crafted (the logo is still prominently displayed 
at the bottom of their signature pool) is an elegant, timeless embodiment of this grand legacy. 
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A few years later, the agency was presented with the unique opportunity to develop a visual 
framework for the Arizona Office of Tourism. We can think of no higher distinction than having 
created the mark that has been in use for the entire 20 year relationship between the Arizona Of-
fice of Tourism and Moses. We are proud of our heritage as the agency that successfully branded 
Arizona to the rest of the world. 

Our pedigree doesn’t just stop there; we can happily take credit for other distinctive brands such 
as the Scottsdale Convention and Visitors Bureau, the Arizona Grand, Shutters on the Beach and 
the most recognizable master planned community in Arizona, Verrado.

This body of work has risen out of our commitment to innovative research, smart and strate-
gic thinking, and unparalleled creativity. This fine-tuned combination builds brands that cut 
through the noise, connect with consumers and withstand the test of time.

References 

PROJECT APPROACH 

Tourism in Arizona is the lifeblood of our state. There are so many treasures to be seen and fun 
experiences to be had. The incredible beauty of The Verde Valley is certainly on everyone’s ‘must 
see’ bucket list. The City of Cottonwood and her neighboring cities of Jerome, Camp Verde, 
Clarkdale and Sedona share breathtaking views, abundant wildlife and outdoor adventures. 
Cottonwood has experienced growth in recent years through tourism, but there is opportunity to 
further expand this success through innovation and leadership. The City has done an excellent 
job of laying out the 5 year plan for growth in the City of Cottonwood Focus on Success May 
2009 Strategic Economic Development Plan. Capitalizing on your existing strengths such as 
eco-tourism, birding, outdoor enthusiasts and the burgeoning wine industry is an excellent 

First Things First
Liz Barker Alvarez
Senior Director for Communications
4000 North Central Avenue, Suite 800
Phoenix, Arizona 85012
Direct: 602.771.5063
lbarker@azftf.gov

Grand Canyon University
Eric McHaney
Asst. Vice President, Executive of Marketing
PO Box 11097
Phoenix, AZ 85061
602-693-6938 
emchaney@gcu.edu

Arizona Department of Health Services 
Bureau of Nutrition and Physical Activity
Dana Goodloe
Nutrition Network Program Manager
150 North 18th Avenue, Suite 310
Phoenix, Arizona 85007-3242
602.364.0354
Dana.Goodloe@azdhs.gov
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place to focus. Surprising to some outside of the tourism industry in Arizona, birding is a $32 
billion dollar industry in the United States and the number-one attraction in southern Arizona. 
The popularity extends into the Verde Valley, offering visitors exciting glimpses of rare birds, 
native only to this region. If you want to kick your outdoor adventures to the next level there 
is plenty of mountain biking, hiking, boating on Deadhorse Lake and even hang gliding. But if 
the outdoors isn’t your style, Cottonwood is one of the highlights of the Verde Valley wine tour, 
featuring the Page Springs Vineyards & Cellars who have been turning out Rhone-inspired wines 
for years. Downtown has also enjoyed the recent opening of the Pillsbury Wines Tasting Room. 
That should be enough to satisfy anyone’s sense of adventure and exploration, but Cottonwood 
offers so much more. From the historic Blazin’ M Ranch to the Tuzigoot National Monument 
overlooking the Verde River, there truly is something for everyone. 

But no city can survive on tourism alone. The 11,000+ people who call Cottonwood home need 
a vibrant quality of life, education for their families, and a strong workforce with opportunity 
to fuel the local economy. Setting your sites on encouraging your residents to spark their 
entrepreneurial spirit is exactly the type of progressive thinking your community needs. I am 
sure there is a lot more, and we are excited about the opportunity to learn all there is to know 
about the City of Cottonwood. This is more than just a flashy new logo and a glib tagline. Moses 
will help you utilize the strategies that will lead you through smart growth and set you apart 
from the rest.

Moses is often thought of as an advertising agency. True, we are quite proud of all of our 
awards and amazing results for our clients. But that’s just one small aspect of who we are. First 
and foremost, we generate strategic ideas. All of our projects are seated firmly in research and 
strategy. They are all built to perform, and we would like to apply these ideas to the City of 
Cottonwood.  Why is Moses the best fit to be your strategic partner? Many reasons. To start, we 
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have significant experience in:

Growing cities – Helping a city to grow is a point of pride for us at Moses. Our 
experience with clients such as the Scottsdale Convention and Visitor’s Bureau,  
Pinetop-Lakeside, and the City of Surprise, show we already have an idea of 
what some of your challenges may be before they even come up.

Strategic consulting – Moses has a talented and experienced team dedicated 
solely to strategy. They focus on nothing but defending your goals, finding 
opportunities, developing strategies and seizing the methods to make those 
strategies come to life.

Research – Primary, secondary, intercepts, surveys, focus groups. You name 
it – we’ve done it. But it isn’t about the doing, it’s about the key takeaways the 
research generates and how to best apply it. That’s where we really excel.

Growth – We understand growth, because we’ve gone through it ourselves and 
with many of our partners. It must be strategic, planned, managed, and authentic 
– never an exercise of taking shots in the dark for what “might” work.

Attracting tourism – From the Arizona Office of Tourism, a client for more 
than 20 years, to casinos to hotels, Moses understands the value that tourism 
can provide. With its quaint, small town feel and near perfect weather, the City 
of Cottonwood is beginning to capitalize on these visitors. Let’s build on that.

Building commerce - Partnering with the Arizona Department of Commerce and 
the Phoenix Chamber of Commerce taught us that companies are always looking 
for great locations for their own growth.

Working with government entities – When you’ve worked with state, city, county 
and national government agencies, you learn what it takes to get approvals, how 
to speak the language of constituents and how to make everyone successful. From 
the Maricopa Integrated Health Services to USDA to Arizona Department of 
Health Services, our success is built on your success. 

Sure, we’ve got the experience. But that’s only part of the story. In fact, we believe that’s 
the lesser part. Here’s some food for thought for what really creates a successful strategy 
partnership:

Passion – We love what we do, but more importantly, we’re excited for the 
opportunity to work with the City of Cottonwood. 

Partnering – Many agencies say they like to partner with their clients, but they 
don’t walk the walk. For us, it isn’t optional. We’ll bring our strategic expertise to 
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blend seamlessly with your expertise of Cottonwood. Together, we’re a powerful 
force.

Authenticity – We won’t sugarcoat what we think. We won’t make promises we 
can’t keep. There will be no fancy language. We want to focus on getting the job 
done, being honest and upfront with you, and being genuine. We just don’t see 
any other way. We hope you’ll do the same for us.

Personal attention – No “b” teams here. You get our full attention and the quality 
experts you deserve.

Fresh perspective – We will look at Cottonwood through unbiased eyes, as would 
new residents or prospective businesses. That affords us the unique opportunity 
to understand how the city is perceived and where the “low hanging fruit” for 
strategies will be found. We want to hit the ground running, and this helps us to 
ensure we begin to make significant inroads sooner rather than later. So that’s 
us. We hope you feel our enthusiasm. All that’s left to say is we’d really like to 
partner with you. Simply put, we deliver a broad range of services because we 
believe expertise in all areas gives us the best possible chance of “getting to” our 
intended targets. 

How This Will Work

In order to identify specific targets, clarify the brand position and differentiators, analyze your 
existing efforts, and build a strategic platform that will be the basis for our plan, we will need to 
complete a comprehensive branding and strategic planning phase.
Goals for this project include:

• Review current branding efforts, such as your website, visitors guide, digital media, 
print ads, billboards, social media, and other means by which consumers are 
interacting with the Cottonwood brand.

• Aggregate and analyze relevant research to ensure that key findings are being utilized 
and executed properly.

• Identify and profile target audiences
• Establish positioning and messaging tailored to target audience
• Define brand positioning
• Build an efficient marketing plan aligned with brand positioning
• Outline measures for success

To achieve these goals, Moses recommends the following methodology.

Phase: Discovery
First, we will conduct what we call a “discovery” session, a conversation between 
your team and ours. It will include a review of your competition, market conditions, 
organizational needs, opportunities, development and other issues impacting The City. 
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This important phase helps all involved set tangible goals to measure success. 

Discovery begins with an extended conversation between all the involved partners. 
Together we will explore, ask questions and seek out the project’s myriad needs. This is 
a 3-4 hour kick off meeting between the key players of the agency, your key stakeholders 
and leadership. The strategy team creates a customized, organized question set to gain an 
overview of your key business objectives, strengths, weaknesses, opportunities, threats, 
target audiences, differentiators, competitive landscape, messaging outlets, etc. 

The strategy team will use the information provided in this conversation to create a 
game plan on how to best explore the opportunities via the materials provided, available 
secondary research, and primary research.

Goals
• Understand Cottonwood’s history, current situation, and upcoming plans
• Solidify goals, milestones and other needs
• Explore barriers and areas of opportunity
• Identify existing assets and needs for positioning, branding and marketing
• Create consensus on project needs, directions and deliverables
• Outline measures for success

Phase: Review of current branding efforts
Every time someone opens their water bill, gets an email, drives by a sign or clicks 
through to your website, they are interacting with your brand. They are making decisions 
based on perceptions and you want to make sure that you are consistently conveying the 
right image - that you are spurring them into the action you want them to take.

Goals
• Integrate and prioritize all insights, conclusions and key considerations/

observations revealed by each of the above phases
• Ensure information and insights can be translated into actionable 

recommendations

Phase: Methodology Development
With the expertise of our team, we will be able to make a recommendation on how to 
best gain qualitative feedback from your stakeholders and customers. We’ll discuss the 
pros and cons of different approaches and make a specific recommendation on how to 
approach the project for maximum return on investment.

An overall recommendation may include one or more of the following techniques in 
order to get the most fertile information:

• Focus groups
• Peer groups
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• One-on-one interviews (phone or in-person)
• Online feedback
• In-field intercepts

Phase: Insight Report
The Moses team will create a presentation/report that encapsulates the insights 
discovered via each “get smart” phase of the project. From the gathered analysis, the 
strategy team will recommend a planning approach, key message points and other 
business considerations and implications. Moses is happy to provide additional 
presentations to key stakeholders, conference groups, and boards of directors.

Phase: Primary Research
We know you have a fairly good idea who your targets are and where they are coming 
from. But how do we know what position or message is most compelling to each of these 
groups? We start by getting to know each of the targets inside and out. The better we 
understand what they think, feel and do, the better to predict their actions – and more 
importantly, how to motivate action. We’ll learn about barriers we didn’t expect so we 
can avoid them. We’ll also find opportunities we might not have seen otherwise. Since 
you already have a lot of research at your disposal, let’s gather up what’s relevant and 
search for insights that we can layer into our primary research. Next, we’ll conduct 
market research. This will help us uncover how Cottonwood is perceived, how the current 
branding and messaging resonate, other potential messaging, and competitors for those 
valuable visitor dollars. It will also help us explore what marketing methods would work 
best with each target segment. 

Goals
• Explore target segments to gain deep knowledge into their perceptions, habits 

and propensity to act
• Understand the drivers and potential drivers for choosing Cottonwood over 

other cities
• Identify propensity to travel and possible barriers
• Test potential messaging or brand aspects

Once we have conducted research, we will compile it into a report and develop a strategic 
and creative overview. This plan will include:

Phase: Overview and Implications Presentation
It’s time to put it all together. The research, the insights, the priorities. How does it 
all fit? How do we ensure it all works together? We integrate what we’ve learned and 
prioritize.

Goals
• Integrate and prioritize all insights, conclusions and key considerations/

observations revealed by each of the above phases



9

• Ensure information and insights can be translated into actionable 
recommendations

Phase: The Brief
The Brief is a single page document used as the foundation for all brand and marketing 
initiatives.

Goals
• Create the meter stick against which all future marketing and branding efforts 

will be compared to ensure consistency and accuracy
• Provide the foundation for all ensuing marketing planning, creative concepting 

and execution development 

Phase: Enacting the Plan
Together, each above step creates the foundation for how we’ll identify opportunities 
and help them come to fruition. Every stage helps more closely determine the scope of 
work, what executions are needed, what resources are already in hand, what the goals 
and measures should be, and so forth. As part of that plan, attention will be given to the 
following areas of focus:

1. Product Development
First, we need to define what we want to show to residents, visitors and businesses. 
What are the authentic benefits of Cottonwood, Arizona? What exists already and 
what has yet to be developed? What community assets are already available and 
marketable?

2. Positioning
What are Cottonwood’s key assets? How will we stand apart against other cities in 
Arizona and around the Southwest? What are current perceptions of Cottonwood 
and where do they need to be? Can we take advantage of a down economy and turn 
it into our favor? What’s the next step?

3. Market and Competitive Landscape
What are the current market perceptions about the City of Cottonwood? What 
other cities or other competitors are we fighting when it comes to dollars and/or 
positive perceptions? Can we make opportunities and differentiators apply solely to 
Cottonwood?

4. Targets
Who are the decision makers? The residents? The visitors? The businesses? How do 
we get them involved and believing in the growth of Cottonwood? How can we best 
speak to them, both in messaging and in key means of communication?
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5. Strategy Development
How will we ensure that we achieve our goals, talk to the right people in the right 
way, and create the foundation for all of our marketing efforts?

6. Planning
How do we get into our targets’ heads, both by tactics to reach them and messaging 
to move them? What marketing programs are needed? How do we ensure the most 
compelling campaign to convince decision makers to seize on new opportunities? 
How do we make those opportunities come to life?

7. Partnerships
With 30 years of partnerships under our belt, Moses can help recommend who to 
work with for additional efficiencies, economies or value-added opportunities. Who 
can we tap for additional resources? For extension of messages? For support and 
approvals? Plus, Moses has worked with cities all over Arizona and the Southwest, 
partnering to make them all tourism destinations.

8. Financing
How do we finance each step of the plan? What do budgets need to look like? What 
is the expected ROI and timeframe to achieve it? What infrastructure is available, 
under-developed or missing?

9. Execution and Analysis
Putting the plan into action. Measuring the results. Learning as we go along and 
changing according to best practices. For each step of the plan, Moses and the City 
of Cottonwood will work hand in hand, not just to develop the plan, but to execute 
it and monitor the plan over time. Results won’t be measurable in a week or even 
a quarter, so benchmarks must be created for each deliverable overtime. Only by 
watching these indicators together can we know how the plan is doing and whether 
it needs adjustments or not.

PROJECT PLAN

Brand Identity

A brand’s identity is the designed expression of a company’s values, vision and mission to the 
outside world. An identity system is comprised of not just a name, but a logotype or mark, 
related communications and graphic elements. Ideally when designing an identity system, we 
don’t strive to merely create a killer logo (though we do that in the process) we strive to create a 
visual language that best represents your company. 

1. Research
Knowing we are going to be designing the brand identity ahead of time, we can make sure 
our research in the naming process gives us the data, both qualitative and quantitative 
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that we need to initiate this process. This step includes steps 1 and 2 from the naming 
process, but applied towards design. The end result will be information and conclusions 
that are pertinent for building branding elements. 

2. Define Brand Elements
We develop mood boards that attempt to describe the essence of the brand, a short 
description, keywords, and visual elements to help articulate the most important aspects 
of your company. 

3. Creative Brief
Having the benefit of our research, market analysis, competitive analysis and the brand 
element presentation we compose the Creative Brief for identity development. This is 
shared and approved by the client as well as the creative teams. Then creative exploration 
begins. 

4. Brand Identity Development
Using the creative brief as their guide, the creative teams begin to explore ideas, concepts 
and designs for the visual language/logo. This exploration includes typography, graphics, 
symbols, color, form and function all geared to visually reflect the brand. This is an 
intensive process of collaboration, discussion, artistic execution and critique. We then 
present the 3-6 best directions and decide which ones best solve the creative brief.

5. Refinement
At this point we bring in the client and agency stake holders and present our 2-3 refined 
identities. The designs are shown using contextual applications to highlight how it will be 
implemented across various marketing needs. A decision based on this refinement will 
drive the development of the larger design language. 

6. Architecture
Given our final logo design, we build out all the design extensions and brand 
architecture. We demonstrate how the logo will look in various accept forms and how it 
will be expressed in broader terms than simply the logo design. 

7. Identity System and Guidelines
After all this work, we want to make sure everyone knows how to properly use our new 
brand identity. From internal teams to vendors we will give your team the tools to use 
your new visual language effectively and consistently. This will include general usage 
rules, specific how-to’s, and any pertinent files needed to leverage your new brand

Website

A company’s website is one of the most important, relevant and powerful tools they have in 
their communication plan. It’s more and more likely that their site is also the element that their 
consumer interacts with most often. This is especially true with tourism sites, since travelers like 
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to check out their destinations before taking off on an adventure. All of this makes the design, 
narrative, structure, purpose, utility, back-end technology, maintenance, and focus of a tourism 
site essential in sharing a compelling reason to visit. If produced correctly, It can help persuade 
a visitor to come visit, spend more time and money while here, and convince others to do the 
same. Simply said, your website is the doorway through which most will visit Cottonwood. It is 
the first step in a rewarding journey, and as such we are excited to have the opportunity to help 
augment this experience, and develop it into the best tourism site it can be. 

There is a wealth of information on your current site. Generally the visitor’s experience with 
the site would yeild the information they are looking for. There are however, many ways in 
which a new site could improve upon your current offering for all the stakeholders and visitors 
to Cottonwood. Allow us to share an overview of how we’d approach the website platform in 
general terms.

 The Development Process Simplified
Without going into too much detail here’s a quick outline of our website development process. 

Research - Most digital projects start out with more than a little bit of research. 

Quantitative - Where are our visitors coming from? How are they using the site? How 
long are they staying? How does that differ from our desired outcomes? 

Qualitative - What perceptions are being reinforced by our current offering? Are we 
conveying the message we intend?  

Analyzing Requirements
Content Strategy - content is king. We want to leverage what we have, create the right 
kind of new content, and allow people to share it all at will. A strategy at to how this will 
be produced and managed is key. 

Usability - Defining what platforms (mobile, tablet, desktop) and for what audiences 
we are building for helps focus the design and development of a project. Intelligent and 
intuitive interfaces grow out of solid usability decisions.

Integration - Most modern sites are actually themselves complex networks of connected 
systems. Knowing what back-end platforms are needed and bringing them into harmony 
with the front-end experience is essential to build a flexible, secure and stable website. 

Design and Prototyping
Wireframing - used correctly, wireframes can help demonstrate key features while 
keeping the focus on functionality without taking up too many resources before decisions 
are made

Design - More than mere decoration, designing on the web is all about solving problems. 
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How to focus the user on the right things at the right time, how to organize and clarify 
information, how to direct a visitor throughout the experience, and how to get them to do 
what you want them to do.

Prototyping - After most if not all site requirements have been decided, we can begin 
building a prototype of the site. The main point of this is to make sure all interactions of 
the site will be accepted by the users, before flaws are disguised by visual fit and finish. 
This is often an internal exercise but can be shared with the client from time to time. 

Construction and Testing
Content Management System - Sometimes borrowed from other projects, sometimes 
built from scratch, and sometimes bought from others - a good content management 
system allows various parties to update the information, structure and content of a site. 
This transfer some of the ownership away from the builder and towards the client, which 
is usually a desired outcome. 

Integration - As what we expect from the Internet continues to become more and more 
demanding, our projects have to communicate with other web entities, like web apps, 
databases, other CRM systems, API’s and all other sorts of objects. Anything that adds to 
the usefulness of the site should be explored and planned for. 

Building - There are a lot of programmers out there, but we strive to build sites with 
elegant, compliant, and working code. We strive to build from the inside out with future 
flexibility considered. 

Testing - We test to ascertain if the project has delivered on the project’s objectives. This 
includes usability, performance, integration, and user acceptance performance. 

Deployment & Evaluation
Launch preparation - We used to be able to load a few files onto a server and the launch 
was complete. Now, we must double-check templates, integrate with other systems, set 
up analytics, migrate any data, transfer ownership of responsibilities, and coordinate 
with any marketing endeavors. The end result is confidence and certainty when you 
decide to give the green light. 

Social Strategy - A project site now includes related social communities that connect, 
share and communicate with a website. Managing this relationship is something that is 
not taken for granted and can help our site meet its traffic targets.

Measurement - Getting a site live isn’t the goal, we must make sure it’s doing what we 
want it to do. This is done using analytics, A & B testing, heatmaps, clickstream analysis, 
and other metrics. Page views are no longer sufficient  markers of success, we’ll also look 
at unique visitors and time spent while factoring in all the variables that can effect the 
data. On a larger level, we’ll make sure visitors are getting the experience they need. 



14

The process we just went through may seem pretty complicated, but when ran by a 
competent, engaged and experience team, it can be a fairly smooth timeline. In full 
transparency, you can find other interactive shops that will implement a similar process, 
but a framework without insight will result in a website that lacks heart and soul (and 
ultimately effectiveness.) To be clear we firmly believe that you do not have to sacrifice 
digital competency for brand vision.

  City of Cottonwood website

Every consumer touch-point (not just a website and an ad,) must work in conjunction in 
today’s cultural, technological and business landscape. Success and efficiency demand it. 
Lucky for us, our branding experience more than complements our digital prowess. We 
understand the state, the tourism industry, the traveling consumer, and the economy’s 
impact on all of it.  With that in mind there is quite a bit we will consider when working 
with you towards putting together a plan for your website. 

Design
Content
Mobility
Social Media
Flexibility

In summary, we have assembled a unique team to work on your brand. There are some 
with more than a decade (or two) of experience working to help promote the state of 
Arizona, through good times and bad. More than a few of us have many years experience 
spent solving problems and helping the agency promote our unique destinations. Moses 
is a team of technologists, strategists, developers, digital designers and art directors with 
an deep understanding of your brand, and an intense desire to bring it to life on your 
digital domain.

Launch Program

Once we have our new brand, we need to maximize its impact and recognition in the market-
place. When possible, we coordinate the timing of public relations, advertising, digital assets 
and printed materials into a launch program. We consider all customer touch points and make 
recommendations based on our research and best practices. 
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Cost Per Services 

1.  Brand Questionnaires, Interviews & Market Research
· Create brand questionnaires and distribute to key decision makers and other designated 
recipients.
· Collect responses, review feedback and schedule interviews with respondents.
· Conduct interviews with respondents.
· Research competitors and peers for best practices.

 
2.  Brand Summary Document

· Consolidate brand questionnaire responses.
· Compile feedback into first draft of comprehensive summary.
· Edit document with first draft responses.
· Create final draft of comprehensive summary for approval.

3.  Logo & Identity Development
· Three or more logo options presented, one option chosen for refinement.
· Chosen option refined and presented with color studies.
· Final refinements made and implemented into basic collateral.
 

4.  Logo Files & Standards Sheet
· Final logo files in standard formats created & packaged.
· Single page logo standards created to accompany distribution of logo art files.

5.  Travel, Meetings, Phone Calls, Emails, & Texts – Estimated

6.  Website design and development
 In order to give an accurate quote we would need to have a little more information. But in leu 
of that we can tell you that a basic site that is primarily a repository of information and images for 
potential visitors to Cottonwood, including design, wireframes and development typically starts around 
$20,000. There are many features that could enhance your site from video players, user generated 
uploads, blogs, data collection, booking engine, streaming video and more that all impact the cost. 
We are excited to explore this further and give you a firm price cost estimate once we have more 
information.

Total Estimated Budget 

Research, Branding and Logo development - $66,000 
Website - $20,000 - on up

Travel – Estimated $1,000 (this is very dependent upon how many trips we need to make up, so it could 
be more or it could be less. We don’t charge for phone calls, emails or texts, just miles.)
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Some Brands We’ve Developed: 
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An Award Winning Ad For Dos Cabezas Wineworks
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FENDER Branding, Creative, Interactive and Social Media

When Fender® wanted to create a revolution, they tapped Moses to launch 
“Girl Rock Nation,” a way to change how women feel about being in the 
music community. The mission of “Girl Rock Nation” is to inspire and 
motivate young women to rock – whether it’s picking up a guitar, writing a 
song or to just rock in life overall.

The Challenge

Girl Rock Nation was born out of the client's desire to empower women to participate in music, whether 
they play, produce, are songwriters or simply enjoy listening to music. The aim was to provide a unify-
ing message of support and encouragement for women and girls of all musical styles and abilities.

The client’s internal team had been working on this project for over three years and just could not get 
it quite right. Moses was tasked with creating the brand for this initiative that embodied the youthful 
female spirit of this project without being overly girly or too ‘hardcore’. It was no easy task,  this project 
had to have broad appeal. It needed to resonate as powerfully with "tweens" as with college grads, with 
serious musicians as well as those who did not even play an instrument. This was a passion project of 
the Fender® EVP of Marketing, so the pressure was on for Moses to create something extraordinary. 

We took Fender® on an interactive tour of how this brand 
would live and breathe in real life: logo concepts were sten-
ciled on downtown sidewalks, graffiti art was painted on the 
walls and on concrete to show some unique guerrilla execu-
tions. Moses staff wore temporary tattoos and branded T-
shirts to simulate ambient experiences at concerts and festi-
vals. 

We also developed GirlRockNation.com – a place for the movement to help connect girls from all over 
the country. With artist video bios and words of wisdom from female role models, a ‘rock wall’ was 
developed where girls can give each other shout outs for doing amazing things and an interactive events 
map that showcased opportunities to connect and support each other on a local level was included. Mo-
ses created the backbone for the social media campaign that linked Facebook, Twitter and YouTube to 
the website that all worked together to encourage interaction and participation.

Moses also worked with Fender® on media and public relations for a national launch event at The 
GRAMMY Museum in Los Angeles to help spread the word about this Girl Rock Nation movement.

The Results

Not only was the client thrilled with the response and support this initiative was garnering, the cam-
paign caught the eye of Communication Arts - which spotlights the best in national design, advertising 
and interactive media. They named the Girl Rock Nation site its "Webpick of the Day." 
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ARIZONA OFFICE OF TOURISM - Branding, Research, Creative and Media

As the leader in Arizona’s tourism industry, the Arizona Office of Tourism 
(AOT) is committed to building the brand architecture that will define the 
Grand Canyon State as a premier travel destination.  Over the last 20 years 
we have developed many marketing campaigns for AOT, but in 2012 we 
developed the “One Word” campaign for target cities and this effort made 
a huge impact on the State’s tourism. 

The Challenge

The Arizona Office of Tourism’s marketing efforts have endured a number of challenges in recent years, 
including a tough political climate, an economic recession and reduced marketing budgets. The Arizona 
Office of Tourism is under pressure to drive visitation to Arizona with fewer and fewer resources.

These issues created a strong need to develop an advertising campaign that transcended politics and 
economic conditions, while still connecting to the target audience on a deeper, timeless level. To achieve 
this goal, we had to devise a campaign to increase reach among qualified targets and generate visita-
tion to Arizona. After careful analysis, Moses recommended a targeted traditional campaign focusing 
on only two key feeder markets, Los Angeles and Chicago. These two cities were determined to have the 
most opportunity for immediate lead generation and campaign effectiveness. These key locations were 
chosen through a target cities analysis across 30 possible markets.

With a strategic shift of getting “back to basics” coupled with extensive research, the “One Word” cam-
paign was born. This campaign primarily featured Arizona’s unique signature scenery.    
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The Results

During this seven month campaign period, there were over 8,000 inbound calls, peaking between 
January-March. Call volume increased 114% in Chicago and 110% in Los Angeles year-over-year. Web-
site traffic increased by 12% with over 74,000 web inquires for the Official State Visitor Guide. The 
campaign generated an impressive 112,729 leads and delivered 176,146,002 impressions. To top it all 
off, the Moses media team was able to negotiate a one-for-one value added to the media campaign 
of $1,798,431 with added value impressions of 32,261,045 which increases the State’s exposure and 
stretches limited funds further.

The results of the “One Word” advertising campaign were 
positive. It reached the agency’s audiences, generated recall 
and influenced travel to Arizona. In one word, the campaign 
was a success.
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ARIZONA OFFICE OF TOURISM - Branding, Research, Creative and Media

As the leader in Arizona’s tourism industry, the Arizona Office 
of Tourism (AOT) is committed to building the brand architec-
ture that will define the Grand Canyon State as a premier trav- el 
destination. Moses was tasked with creating a campaign for summer 2012 

to promote in-state tourism. 

The Challenge

The Arizona Office of Tourism’s ValueAZ in-state summer 
marketing campaign had served as the platform for the previ-
ous three fiscal years. It emphasized local deals for Arizona 
residents to take quick weekend “staycations” during the 
summer months and keep their vacation dollars at home. 
Unfortunately, research was showing that although we were 
driving traffic to the website we were not capturing a more 
qualified audience. Our ‘value’ message, deals focus and 
Boomer target was not capturing that higher household in-
come traveler or the younger Gen X family target. It was time 
for a big change.

In order to develop the campaign, we switched gears and 
changed up our primary target. We created a campaign that 
was relevant to our technology driven, mobile audience, one 

that encouraged residents to share Arizona. By utilizing a look and feel that played off the popular Ins-
tagram application, we crafted a campaign that engaged Arizonans to share their favorite hike or secret 
spot for fishing or best place for star gazing. This approach also allowed for a strong push to rural com-
munities, as well as highlighting the cooler North and North Central regions, which experience their 
high season during the summer months and which the previous “value” messaging did not apply. Moses 
wanted to make this a fun, experiential campaign.
 
The Results

We doubled traffic to the website www.sum-
merinAZ.com from the previous years cam-
paign, with almost 90% being new visitors. We 
delivered 69,645,819 impressions during the 
three months of the campaign. The sharing 
nature of this was such a unique approach that 
the Arizona Office of Tourism received acco-
lades from across the state and all the way up 
to the Governors Office. 

Discover the Arizona less traveled. 
  1.234.567.8910  |  Visit arizonaguide.com/adventure

Route 66, AZ

“Kicks” included classic road stops, scenic views and  
a town of friendly burros. 
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OUR CURRENT CLIENTS
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City of Cottonwood, Arizona  
City Council Agenda Communication  
 

 
 Print 

Meeting Date: April 9, 2013

Subject: Fiscal Update

Department: Administrative Services 

From: Jesus R. Rodriguez, CGFM, Administrative Services 
General Manager

REQUESTED ACTION 

No Action Requested

SUGGESTED MOTION 

If the Council desires to approve this item the suggested motion is:  
 No Action Requested  

BACKGROUND 

Every year the Finance Department updates the Council on the financial status of the City prior 
to beginning the regular May budget meetings. This session prepares the Council on what 
challenges are being faced by staff as they have their meetings and prepare to bring a balanced 
budget to the City Council. The update covers the major revenue sources as well as some 
upcoming budgetary issues. As usual, some of these issues are related to external pressures that 
are out of the City's control such as insurance, retirement, and health coverage, to name a few. 
These external pressures are usually mitigated by making modifications to the budget through 
delaying some expenditures as well as eliminating non-essential items. In the past the City has 
been very fortunate to have been able to make adjustments to the budget to accommodate the 
many outside pressures. The various departments will again do their best to manage these 
external costs. A power point presentation will be provided at the council meeting.

JUSTIFICATION/BENEFITS/ISSUES 

This is the first in a series of budget related meetings that will occur through July. These 
presentations afford the public an opportunity to see the budget process and provide some 
feedback to the Council as well as staff.

COST/FUNDING SOURCE 

N/A

 



ATTACHMENTS:

Name: Description: Type:

No Attachments Available

 



 
 

City of Cottonwood, Arizona  
City Council Agenda Communication  
 

 
 Print 

Meeting Date: April 9, 2013

Subject: 10th Street Design 

Department: Development Services 

From: Morgan Scott, Development Services Manager 

REQUESTED ACTION 

Provide direction to staff concerning the design of the 10th Street, Main to Mingus Project.  

SUGGESTED MOTION 

If the Council desires to approve this item the suggested motion is: N/A

BACKGROUND 

The City of Cottonwood received a $270,000 Community Development Block Grant (CDBG) to 

reconstruct the portion of 10th Street from Main Street to Mingus Avenue. Originally the project 
was also intended to reconstruct a portion of Cochise Street, but this portion was dropped when 
federal funds decreased the amount of the grant. The current plans include bike lanes, vertical 
curb, gutter and 5 foot wide sidewalks on both sides of the road. Staff and the designer attempted 
to fit 6 foot wide sidewalks along the road, but this was not possible without substantial vertical 
utility relocation.  
  
City staff has procured Shephard-Westnitzer to design the street and the firm has developed the 

set of plans attached. A Public meeting was held on March 20th to gather the public’s comments 
and concerns as well as show the proposed project to those most impacted. The comments 
expressed included:  

1)      Placement of private driveways  
2)      Drainage concerns  
3)      Placement of mailboxes  
4)      Adding Street lights  
5)      Placing enough conduit underground for future projects  

  
Staff has worked with the local post office and plans to place one or two group boxes along the 
street with the project. Staff will also work with APS on the possibility of placing more street 

lights on 10th Street. 
  
Shephard-Westnitzer has developed the cost estimate below for the project.  
  

1  General and Miscellaneous  $28,000  

2  Grading  $36,000  

3  Roadway  $308,400  

4  Drainage  $17,300  

5  Signage and Marking  $15,800  

6  Water/Reclaim  $130,000  



  

7  Sewer  $3,500  

8  Contingencies  $26,950  
  TOTAL  $565,950  

JUSTIFICATION/BENEFITS/ISSUES 

NA 

COST/FUNDING SOURCE 

CDBG/General Fund/HURF  

 

ATTACHMENTS:

Name: Description: Type:

 60%_PLANS,_3-18-13.pdf Plans Cover Memo

 



COCONINO ST

MAIN ST

COCONINO ST

MINGUS AVE

COCHISE ST

PRELIMINARY

NOT FOR CONSTRUCTION,

BIDDING OR RECORDING



–

“
”

’
“ ”

”

–

’

” ’

” ’

“ ”

“ ”

“ ”

’

”

’

’

’
’

PRELIMINARY

NOT FOR CONSTRUCTION,

BIDDING OR RECORDING



PRELIMINARY

NOT FOR CONSTRUCTION,

BIDDING OR RECORDING



PRELIMINARY

NOT FOR CONSTRUCTION,

BIDDING OR RECORDING



PRELIMINARY

NOT FOR CONSTRUCTION,

BIDDING OR RECORDING



PRELIMINARY

NOT FOR CONSTRUCTION,

BIDDING OR RECORDING



PRELIMINARY

NOT FOR CONSTRUCTION,

BIDDING OR RECORDING



 
 

City of Cottonwood, Arizona  
City Council Agenda Communication  
 

 
 Print 

Meeting Date: April 9, 2013

Subject: Streets Priority List 

Department: Development Services 

From: Morgan Scott, Development Services Manager 

REQUESTED ACTION 

Provide direction to staff regarding the street construction priority list.  

SUGGESTED MOTION 

If the Council desires to approve this item the suggested motion is:  
N/A  

BACKGROUND 

Council has requested that staff provide a list of proposed street projects for council to review, 
discuss, comment on and provide direction to staff concerning the priority of the projects. The 
purpose of this staff report is provide a list of proposed streets that are to be chip sealed, 
reconstructed and receive/replace sidewalks. This report will also discuss another common 
situation throughout the city where streets shoulders are crumbling and degrading. Staff would 
like to request that council review the lists and provide feedback such as if the priorities should 
be different or if there are any projects that are missing from the lists which council would like 
to see added.   
  
Chip Seal Projects  
  
Rather than provide a list of proposed streets to be chip sealed a map has been compiled that 
describes the age of streets throughout the City. This map is attached and displays (in dark bold 
lines) the year that streets were originally constructed. The map is color coded to show the year 
that a street was chip sealed. For instance the oldest chip seal was in 1996 and 1997 and these 
streets are displayed in red and green.   
  
The second attachment is the same map with staff's recomendation on streets to be chip sealed 
highlighted. Staff suggests that newly constructed streets receive the highest priority to be chip 
sealed and these streets are highlighted in yellow. The second highest priority has been placed 
on the streets which were last sealed in 1996 and 1997. These streets have been highlighted in 
red on the second attachment.  
  



Finally, if the streets highlighted in yellow and red on the attached map can be completed 
within the next two chip seal projects staff would suggest the following public parking lots be 
the third priority to be sealed.  Parking lots will likely not be chip sealed, but rather receive 
another type of seal to be specified by the Engineering Department.  
  

1)      Public Safety  
2)      Library  
3)      Recreation Center  
4)      Finance  
5)      Council Chambers  
6)       NW corner of Pima and Main  
7)      Orion Parking Lot (Cactus Street)  

8)       NW corner of Pinal and 1 st street  
9)      CATS  
10)  Development Services  
11)  Court  
12)  Public Works  
13)  Riverfront Park  
14)  Gardner (North Old Town) Parking Lot  

  
Sidewalk Projects  
  
The third item attached to this report is a list of 27 areas that staff has found which are either 
missing sidewalk or which the existing sidewalks are in poor condition. Staff has provided a 
rough cost estimate of these projects, but it should be noted that only the sidewalk and adjacent 
curb and gutter was priced. Some of these projects may have other hindrances such as cut 
and/or fills, driveways, ramps etc. These hindrances would add to the cost of the 
project. Currently $80,000 is budgeted each year for the installation/repair of sidewalks.    
  
Street Reconstruction Projects  
  
Also attached is a list of streets which will require complete reconstruction. These projects 
have been divided into two separate categories. The first is major streets which will include 
curb, gutter, sidewalk and complete design of the street. The second is streets in which only 
asphalt is being placed and therefore will be considerably less expensive and may not require 
complete design.  
  
Degraded Shoulder Projects  
  
As staff compiled the above lists it became apparent that there was another common problem 
throughout the City. Many streets which have been chip sealed multiple times do not have the 
structural strength at the edge of the street to support vehicles exiting and entering the 
streets. This has resulted in degraded shoulders as can be seen in the attached pictures. Staff 
 has developed a few possibilities to correct the issue and has developed a cost estimate for just 
one street in town. This estimate is meant to provide an example of the cost difference between 
the many options.   
  
The first option, which is the cheapest, is to chip seal the street which is a temporary fix and 
not recommended. A second option is to place a 4 foot wide strip of asphalt along the edge of 
the street in order to reinforce the shoulder and then chip seal the street which would seal the 
joint between the existing street and the new asphalt.  
  
Third, the asphalt could be completely replaced, but still leaving a rural edge without curb. The 



fourth option developed was to place curb, gutter and sidewalk along side the existing street in 
order to protect the shoulder. Finally, the road could be completely redesigned and 
reconstructed with new asphalt, curb, gutter and sidewalk which is the most expensive option.  
  
A list of some of the streets which will require shoulder work is attached and below is an 
example of the costs for each option.  
  

  
If council chooses option #4 the 16 streets listed on the final attachment for shoulder repair 
would be added to the 27 sidewalk projects previously mentioned.  

#  A 1,320 foot long road was used as an example  Estimated Cost  

1  Chip Seal  $30,622  

2  4’ wide asphalt strip and chip seal  $74,789  

3  Remove and replace asphalt (no chip seal)  $306,031  
4  Add on curb, gutter, sidewalk and chip seal  $78,322  

5  Complete reconstruction with curb, gutter, sidewalk and chip 
seal  

$384,353  

JUSTIFICATION/BENEFITS/ISSUES 

NA  

COST/FUNDING SOURCE 

General Fund/HURF  

 

ATTACHMENTS:

Name: Description: Type:

 

2__Proposed_chip_seal_projects.pdf 
2 Proposed Chip seal Streets Cover Memo

 3__Sidewalks.pdf 3 Proposed Sidewalks Cover Memo

 4__Street_Reconstruction.pdf 4 Proposed street reconstruction Cover Memo

 6_Edge_Reconstruction.pdf 6 Proposed edge reconstruction Cover Memo

 1__Pavement_Age-Layout1.pdf Pavement Maintenance History Cover Memo

 5__P3240382.jpg 5 Picture Cover Memo

 5__P3240382_(2).jpg 5 Picture Cover Memo

 5__P3240382_(3).jpg 5 Picture Cover Memo

 5__P3240382_(4).jpg 5 Picture Cover Memo

 5__P3240382_(5).jpg 5 Picture Cover Memo

 





CITY OF COTTONWOOD 
SIDEWALK PRIORITY LIST

# Project Name/Location Distance Width Area Cost Est. curb and gutter Street Category Adjacent other hindrances Public Requests
Does not account for hindrances Private land

1 Cottonwood Street across from Safeway 800 6 4,800 $67,200.00 yes Minor Collector Developed
bus stop, 3 HC ramps, 3 driveways, 
crosswalk

Hearing officer, former council member, CATS 
users

2 Main Street near cemetery, replace 100 6 600 $8,400.00 yes Arterial Developed existing sidewalk Risk management concerns
3 Main Street, old town jail to Hippie Emporium 450 6 2,700 $48,600.00 no Arterial Developed Bridge, driveways Council 
4 12th Street, Cherry to DMV 215 7 1,505 $21,070.00 yes Collector Developed one driveway
5 12th Street, Cherry to Pueblo Apartments 220 8 1,760 $24,640.00 yes Collector NOT None, y p , $ , y

6 Marauder and Five Star neighborhood (Replace) 4000 5 20,000 $280,000.00 yes residential Developed
multiple driveways and ramps, 
remove old sidewalk Risk management concerns

7 Marauder and Five Star neighborhood (new) 3550 5 17,750 $248,500.00 yes residential Developed multiple driveways and ramps Risk management concerns
8 Verde Heights, Pima to bend in road at top of hill 1300 5 6,500 $162,500.00 no residential Dev/Und multiple driveways and ramps
1st St, Yavapai to Pinal, both sides 900 4 3,600 $72,000.00 no residential Developed multiple driveways and ramps

9 Aspen Street 2090 5 10,450 $188,100.00 No Minor Collector Developed 15 driveways and 8 ramps schools and rec center
10 Main Street Hippie Emporium to Grey Fox sidewalk 450 6 2,700 $48,600.00 no Arterial Developed 5 driveways
11 Camino Real West side, south of Elm St 300 6 1,800 $32,400.00 No Collector Developed None High school use

12 Elm Street, South side near Camino Real 550 5 2,750 $38,500.00 yes Minor Collector Developed
Retaining wall needs to be moved 
back

church (one corner) has requested the 
sdiewalk and offered to held pay.

13 Camino Real near 89A, west side 250 6 1,500 $27,000.00 No Collector Developed one driveway
14 Camino Real near 89A east side 720 6 4,320 $77,760.00 No Collector Developed one driveway
15 Camino Real near Fir St, east side 490 6 2,940 $52,920.00 No Collector Developed one driveway, Oak wash crossing15 Camino Real near Fir St, east side 490 6 2,940 $52,920.00 No Collector Developed one driveway, Oak wash crossing
16 Willard, 89A to Cottonwood St, west side 700 6 4,200 $58,800.00 yes Collector NOT None
17 Willard, 89A to Mingus Ave, east side 450 6 2,700 $48,600.00 No Collector Developed 4 driveways

18 Willard, 89A to Mingus Ave, west side 2600 6 15,600 $280,800.00 No Collector Developed
7 driveways, RR wash and AC water 
line Hospital, schools, Heavy use

19 Willard, Mingus to Main, west side 2313 6 13,878 $249,804.00 No Collector NOT
2 driveways, Needs a large retaining 
wall Schools

20 Mingus, Airport Rd to 89A east side 1390 6 8,340 $116,760.00 Yes Collector Developed
6 driveways, slope and utility 
problems

21 Mingus, Airport Rd to 89A west side 1390 6 8,340 $150,120.00 Yes Collector Developed
5 driveways, slope and utility 
problems

22 6th St, 89A to Aspen, west side Road to be reconstructed in 2016 Schools
23 Mingus, Willard to Main St.  Road to be reconstructed in 2014‐15
24 10th St Mingus to Main east side reconstruct in 2013 Road to be reconstructed in 2013 14 Schools24 10th St, Mingus to Main, east side, reconstruct in 2013 Road to be reconstructed in 2013‐14 Schools
25 10th St, Mingus to Main, west side,  reconstruct in 2013Road to be reconstructed in 2013‐15 Schools



CITY OF COTTONWOOD 
STREETS RECONSTRUCTION PRIORITY LIST

# Project Name/Location Estimated 
Cost

1 12th Street, Fir to 89! $3,500,000
2 10th St, Main to Mingus $570,000
3 Mingus Ave, Willard to 10th $2,500,000
4 Mingus Ave, 10th to Main $1,500,000
5 6th St, Mingus Ave to SR 89A $1,300,000
6 6th St, SR89A to Fir Unknown
7 Main St mill‐n‐fill Unknown

SMALLER PROJECTS
1 Odgen Ranch Road, Sr260 to top of hill $52,200
2 Cottonwood St, Clover to 6th St. Unknown
3 Yavapai Street, Main to 3rd Unknown
4 Yuma St, Main to Kindra Heights Unknown



CITY OF COTTONWOOD 
STREETS EDGE RECONSTRUCTION PRIORITY LIST

COST ESTIMATE

Complete Curb, gutter Complete
Length  Chip Seal Edge Reconstruct Reconstruction and sidewalk Reconstruction

# Street Name of Street and chip seal no curb, gutter, SW and chipseal with curb, gutter, SW

1
4th St, Elm to Date and most of 
unit 8 1320 $30,622 $74,789 $306,030.83 $78,322 $384,353.06

2 Ridge Circle, Fir to end Not yet available

3 Neighborhood near cemetery "
4 8th Street, Fir to 89A "
5 17th Pl, Birch to Cherry "
6 17th St, Aspen to Coconino "
7 18th St, Birch to Cherry "
8 Cherry St, Main to 18th "
9 Cypress, 6th to end "

10 Date St 10th to 3rd "10 Date St, 10th to 3rd "

11
Graham, Verde Heights to 
Yucca "

12 Ocotillo, Organ Pipe tp end "
13 Organ Pipe, Graham to end "

14
Palo Verde, Verde Heights to 
Graham "

15 Prickly Pear, Pinal to end "
16 Yucca, complete street "















 
 

City of Cottonwood, Arizona  
City Council Agenda Communication  
 

 
 Print 

Meeting Date: April 9, 2013

Subject: Discussion – Cottonwood Recreation Center, In-depth 
Study and Analysis of Cost Recovery Options 

Department: Community Services 

From: Richard Faust 

REQUESTED ACTION 

Staff is requesting Council direction pertaining to goals to increase revenue generation for the 
Cottonwood Recreation Center coupled with reducing overall budget expenditure costs to 
reach previously established goals for Cost Recovery at a minimum rate of 60%.  

SUGGESTED MOTION 

If the Council desires to approve this item the suggested motion is: N/A 

BACKGROUND 

Currently, membership levels are stationary at the Cottonwood Recreation Center with 
approximately 4,000 to 4,100 memberships. This is somewhat deceiving in that the facility 
currently boasts over 625 Silver Sneaker Memberships whereby only around 300 are active and 
generating income. This brings the base membership level to around 3,750. Along with this 
active participant issue, the Center has approximately 700 people who are 10 visit pass users 
that are counted into the membership data base. This actually leaves an active participant level 
at the Recreation Center of around 3,100 to 3,200 members. There is constantly room for new 
membership growth as the original Feasibility Study through Ballard King & Associates 
showed that the Center could have a full occupancy level of approximately 5,300 active 
members. Current membership use rates of the facility (members who come to the center 4 to 5 
times average per week show an increase over the past 18 months, which indicates that people 
are becoming more health conscious and aware of fitness needs. The current issues with the  

Recreation Center is as follows: 

          Declining Revenues 

l Increasing Budget Expenditures  

  



Staff feels it necessary to develop a potent plan of action in order to address the ever widening 
discrepancies between expenditures and revenues to formulate an achievable and desirable 
strategic goal towards narrowing the gap over the next three to four years. Ballard King & 
Associates identified several options for membership pricing to staff for Cottonwood and the 
surrounding area. Staff informed Council of their concern that the Center might not be 
affordable at the price levels of nearly $100 to $150 more per annum for Family residential and 
non-residential rates due in part to the lower socio-economic levels of the Cottonwood/Upper 
Verde Valley levels of mean income. However, these lower rates requested and authorized in 
2009, have somewhat crippled our ability to keep within the goals identified by Ballard King 
averaging between 60 to 70% Cost Recovery. In 2010/11, cost recovery was 59.91%. By 
2011/12, cost recovery lowered to 56.59% (3.32% decrease). By 2012/13, 6 month figures 
show a small but continuing decline whereby the Center is at an approximate cost recovery rate 
of 46%. This however is misleading in that almost all of the Centers annual memberships come 
due in April, May and June of each year, bringing in the highest levels of income annually. It is 
felt that at this time, the Center should be at around a 53 to 54% cost recovery (still another 
loss of 2.5 to 3%). These levels are concerning and need to be addressed in order to recover at 
this point in time by developing a proper plan of action.   

JUSTIFICATION/BENEFITS/ISSUES 

Staff has put together a plan of action to try to move the current level of cost recovery in a 
more positive direction with multiple pin pointed solutions to the problem. A more positive 
approach to budget management is necessary in order to effect the bottom line and move the 
recovery rate back towards the original levels identified by Ballard King & Associates as well 
as what Council had originally authorized for the facility. Therefore the following actions are 
shown for purposes of review/discussion and action:  

l  Elimination of all discount programs except for Financial Assistance program (1% of all 
memberships, Silver Sneakers program and New Membership Drive/discount program)  

l Elimination of the Recreation Manager position (currently applications are being 
reviewed)  

l On-going review and reduction of Utility Costs (implementation of Solar Panel System 
to begin April 2013). Review various opportunities to adjust and minimize utilities with 
low cost technological installations.  

l Initiate a line item review of current bi-lateral cost sharing between Rec. Center 
operations and Parks & Recreation operations. Currently the Recreation Center houses 
all out-door recreation personnel, vehicles, vehicle maintenance, utilities and percentages 
of supervisory and management staff.  

l Future reduction of In-Door Pool hours – Staff to implement closure of facilities at time 
periods deemed best for efficiency purposes when little to no activity is present.  

l Increase Banquet Hall fees by $10 per hour.  
l Eliminate Banquet Hall “No Charge” rates. Free Banquet Hall use is running the Center 

approximately $34,000 annually.  
l Increase Membership Fee Rates by 2 to 3% in July 2014 which could ultimately garnish 

an additional 5 to 6% increase in cost recovery annually.  
l Potential for Outsource of facility game room for added service to the public, and added 

revenue generation towards offsetting cost recovery gap.  

COST/FUNDING SOURCE 

N/A 

 



ATTACHMENTS:

Name: Description: Type:

 Cottonwood_Recreation_Center_Sudy__Analysis-

Discussion__Review_April_9_Power_Point_Presentation.pdf 
Rec Center Study

Backup 

Material

 Final_Membership_Fee_Structure_Program-

Rec_Center_2009.doc 

Cottonwood Rec. Center Membership Fee 

Structure Program (2009)
Cover Memo

 Council_Communications_-_December_1,_2009_-

_Recreation_Center_Fee_Schedule___Rental_Fees.doc 

City Council Communications Document, Dec. 

1, 2009 (Fee Structure Program)
Cover Memo

 

Silver_Sneakers_Council_Communication_Document.doc 

City Council Communications Document, 

June 7, 2011 (Silver Sneakers Fitness 

Program Implementation)

Cover Memo
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COTTONWOOD RECREATION 

CENTER 
 

DON’T JUST MAKE IT A WORKOUT, MAKE IT A LIFESTYLE!  
   

Parks and Recreation Department 



COTTONWOOD RECREATION CENTER 



COTTONWOOD RECREATION CENTER 



COTTONWOOD RECREATION CENTER 



COTTONWOOD RECREATION CENTER 

ANNUAL COMPARISON OF 
EXPENDITURES VS REVENUES AND FUTURE FORECASTING 

Year  Expenditures Revenues     Cost Recovery % 

2009/10 $304,798  $318,139 (first 5 months of operations Dec. 2009 through June 2010) 

2010/11 $1,221,098 $731,501    (59.91%) 

2011/12 $1,288,905 $729,354    (56.59%) 

2012/13 Estimated:  Estimated:    (Est.: 54% to 55%) – Strive for new  
$1,245,000 $675,000 to $690,000  Memberships 

 
2013/14  Requested: Goal of 10% Increase:  (Est.: 60.37% to 61.7%) – not hiring a Rec.   

$1,230,000 $742,500 to $759,000  Mgr.; Solar Panel System; Review Center hrs. 
 

2014/15 Estimated:  Goal of 5.5% Increase: (Est.: 62.4% to 63.75%) – Increase in Fee  

$1,256,000 $783,337 to $800,745  Structure – July 2014 – Contract for Game Room  
 

2015/16 Estimated:  Goal of 3% Increase:  (Est.: 62.8% to 64.2%) – Economic Recovery 

$1,284,000 $806,837 to $824,767  Strive for New Memberships 
 



COTTONWOOD RECREATION CENTER 



COTTONWOOD RECREATION CENTER  



COTTONWOOD RECREATION CENTER 

WHERE CAN WE DECREASE EXPENDITURES? 
 

• Solar Panel Installation. Cortez Recreation Center facility is seeing a current $40,000 reduction in gas bills from previous 
years due to their recent installation of Solar Panels to their facility. We have included approximately a $25,000 savings to 
our 2013/14 budget. Cottonwood has a warmer climate. 

• Eliminate the Recreation Manager Position. The Recreation Manager position could be eliminated with both 
Recreation Supervisors and Community Services General Manager picking up much of the management slack necessary to 
continue high levels of functional operations at the Center. The General Manager is recommending this option for the new 
budget cycle whereby $65,500 could be saved in the employee salary line item, along with approximately $35,000 in benefits 
(vacation, sick leave, workman’s comp., ASRS Retirement, Social Security, Medicare tax). General Manager is recommending 
the two Rec. Supervisors be paid an increase of $8,000 annually (upgrading Job Descriptions), taking on additional managerial 
tasks, additional supervision and budget program management. In addition, the Community Services General Manager is 
recommending that a position be added into the new budget cycle for a “Recreation Program Coordinator” – Job Task 
elements of all Special Event activities: Mickelsen Marathon program, all sporting event programs/leagues and assistance 
with annual events such as TVR, 4th of July, Rhythm & Ribs, and Walkin-On Main. This position would have a starting salary of 
approx. $30,000 with around $8,000 in benefits. Total saved by the elimination of the Manager position would be 
approximately $45,000 to $50,000 annually with this position being funded out of the Parks & Recreation budget. Total 
savings in the Rec. Center Budget would be approximately $84,000 annually.  

• Initiate a Line Item Review With Finance. Contact with the City of Cortez identified that approximately 2% of facility 
costs were being born by their Recreation Center budget for cross over in positions and vehicles, vehicle maintenance, and 
benefits. In addition, a study/analysis showed that phone use, utilities costs and housing of outdoor recreation personnel 
were being paid by the Recreation Center account. 

• Reduce In-Door Pool Hours. Other options would be to have staff review certain evening and weekend 
hours for the indoor pool facility whereby there is minimal or no use. Cost savings could be obtained in this 
manner as well. 



COTTONWOOD RECREATION CENTER 

WHERE CAN WE INCREASE REVENUES? 
 

• Elimination of Recreation Center Discount Program (no other state-wide Rec. Center offers discount 
programs except for Flagstaff during the Holiday Season). This could garnish approximately 1.5% to 2.5% 
increases to Cost Recovery overall. Currently we provide discounts in a variety of areas totaling 
approximately 30% to our members. We would not touch our current Financial Assistance Program which 
provides nearly $11,000 annually to the community.  

• Increase Membership Fees. The Cottonwood Feasibility Study which was completed in 2008/9 by Ballard 
King & Associates identified that membership fees should be upwards of $75 more for Residents and $125 
more for non-residents in order to obtain a cost recovery rate of 65 to 67% for Rec. Center Operations. 
Options would be to begin a marketing campaign identifying increases in January 2014. Options would be 
to inform the public that current fees are not keeping up with rising costs and depreciation on the 
recreation center facility and equipment. As a result, the cost recovery rate has remained in the mid to low 
50 percentiles. General admission/daily fees would also be increased slightly. Our goal for increasing cost 
recovery each year for the next 4 to 5 years would include a nominal increase of $10 to $12 for singles and 
$20 to $25 for couples and families. This would give us a cost recovery rate increase of around 5 to 5.5% 
annually (approx.. $42,000 to $48,000 annually). We would try to implement in July 2014.  

• Increase Banquet Hall fees by $10 per hour. Savings could be recognized by increasing Banquet Hall rates 
by $10.00 an hour which could bring cost recovery up by ½ to 1 percent.  

• Eliminate Banquet Hall “No Charge” Rates. Current policy allows for free rates for all Banquet Hall usage 
by the City Council and other City departments. Reduced rates are offered to other Government entities. 
Staff has been keeping track of Banquet Hall usage in 2011 and 2012. Totals for free usage in 2011 were 
$25,238.64 and $34,110.28 for 2012. Potentially, the city could gain an additional 1% to 1.5% in cost 
recovery funds.  



COTTONWOOD RECREATION CENTER 

• Potential for Outsource Contractor.  Review options and opportunities to seek private business or 
corporation to place business establishment on-site in the current game room facility. This would move the 
Game room down to the secondary Baby Sitting Room. This would need funding for capital improvements 
up front in order to provide for electrical outlets to operate at current levels with all computer equipment. 
Net profit could be a percentage of overall revenues or a straight monthly fee cost per square foot of 
space. Thoughts at this time would be a Coffee/Juice shop and bar or potential for Medical/Health/Fitness 
business which would be less expensive due to less need for capital upfront to cover remodeling of the 
game room facility.  



 

 

Cottonwood Recreation Center 

 

Membership Fee Structure 

Program 

 

 
 

Below are listed the general fees and resident discount fee structure for the Cottonwood 

Recreation Center.  Blue color represents Resident Discount Fees and Red color represents 

General Fees (non-resident). 

 

Recreation Center Fees:  
 

 Daily 10-Visit 1 Month 3 Months 6 Months 1 Year 

5-17 Years $3.00 $18.00 $20.00 $50.00 $85.00 $150.00 

$4.00 $24.00 $25.00 $60.00 $100.00 $175.00 

Adult $5.00 $30.00 $35.00 $85.00 $150.00 $275.00 

$6.00 $36.00 $45.00 $110.00 $200.00 $350.00 

Senior $3.00 $18.00 $20.00 $50.00 $85.00 $150.00 

$4.00 $24.00 $25.00 $60.00 $100.00 $175.00 

Couple  $50.00 $120.00 $220.00 $400.00 

$60.00 $150.00 $270.00 $500.00 

Family $65.00 $160.00 $280.00 $520.00 

$75.00 $185.00 $335.00 $600.00 

Additional 

Members 

$12.50 $30.00 $50.00 $100.00 

$15.00 $35.00 $60.00 $115.00 

 

 

• Cottonwood Chamber of Commerce Members living outside city limits would be 

offered a 10% fee reduction off of all “General Fee” categories identified in “red” 

(must show Membership Credentials). Example: 1 year membership of $600 

would be $540. An annual couple membership of $500 would be $450. A monthly 

adult rate of $45 would be reduced to $40.50. 



 

 

City of Cottonwood, Arizona 

City Council Agenda Communication 

 
 

 

 

 

Meeting Date: December 1, 2009 

 

Subject: Fee Structure Program for the Cottonwood Recreation Center 

 

Department: Parks & Recreation 

 

From:  Richard Faust, Parks & Recreation Director 

 

 

REQUESTED ACTION 

Direction to staff regarding the new fee structure for the Cottonwood Recreation Center facility. 

 

If the Council desires to approve this item the suggested motion is: 

“I move to approve the recommended Fee Structure Program for the New Cottonwood Recreation 

Center”. 

 

BACKGROUND  

Staff completed a benchmarking study of recreation centers located in Arizona and Southern Colorado 

which was designed to give staff a general understanding and knowledge as to what other large multi-

generational centers charge for public use of municipal facilities and rental rates for similar room 

amenities. Municipalities, schools and centers benchmarked were as follows: 

 

Chandler, Arizona  Tumbleweed Recreation Center 

Flagstaff, Arizona  Flagstaff Recreation Center 

Gilbert, Arizona  Freestone Recreation Center 

Mesa, Arizona   Red Mountain Multigenerational Center 

Peoria, Arizona  Rio Vista Recreation Center 

Cortez, Colorado  Cortez Recreation Center 

Durango, Colorado  Durango Community Recreation Center 

Mingus Union High School Cottonwood, Arizona 

Cliff Castle Casino  Camp Verde, Arizona 

 

Staff compiled information and figures to attain a median average of a pricing structure for membership 

within the Cottonwood Recreation Center. At this juncture, staff also recommends that a non-resident be 

levied at a rate of approximately ten percent of resident member fees. This percentage or rate was 

identified at most of the Recreation Centers surveyed. Staff would like to make sure that this “non-

resident fee” be labeled as standard “general fees” and identify residents as “resident discount” fees. 

This provides for a more digestible terminology which staff feels would assist with the positive direction 

of fees overall.  



 

The attached fee structure for public user rates is identical to that which Council reviewed in the 

September 10
th
 Council Work Session whereby staff was directed to submit these rates for discussion 

and action in an up-coming regular Council meeting.  

 

In addition, staff has also included a comprehensive fee schedule which is attached for review and 

Council action as part of the Parks & Recreation Departments recommendation for “Facility Rental and 

Amenity” Fees. These include the Community Banquet Room facilities, Gymnasium, Movement 

(Aerobics Room) Studio, Party rooms, Game/Teen Room and Pool rental rates. This document was 

reviewed by the Council at the November 10
th
 Work Session whereby Council was unanimous in 

requesting that staff also submit the rental fee structure to Council in an up-coming regular meeting for 

discussion and action. 

 

JUSTIFICATION/BENEFITS/ISSUES 

Staff has put together as a package, all information pertaining to Public Use Rates and Facility Rental 

and Amenity Fees for Council review and consideration.  All fees and rental rates are based on Councils 

direction to staff for achieving a 60 to 70% Cost Recovery for facility operational costs. Figures used are 

commensurate with those within the feasibility study conducted by Ballard King & Associates in 2005. 

Some of the rates and numbers used are slightly higher than those reflected four (4) years ago by the 

Contractor.  

 

COST/FUNDING SOURCE 

Not Applicable 

 

REVIEWED BY 

 

City Manager:   _________    City Attorney:   _________ 

 

ATTACHMENTS 

 

Two Attachments: 

• Recreation Center Public Use Fee Schedule 

• Cottonwood Recreation Center Facility Rental and Amenities 
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Meeting Date:   June 7, 2011 
 
Subject:  American Healthways Services Inc. (Silver Sneakers Fitness Program 

Implementation) – Adoption of Healthways Provider Agreement  
 
Department:  Parks and Recreation     
 
From:   Richard Faust; Community Services General Manager 

 

REQUESTED ACTION 
Council consideration and approval to accept and implement the fully executed Healthways 
(Silver Sneakers) contract agreement attached. Documentation identifies the process to take 
place effective immediately once staff has received training and is able to familiarize itself with 
the tracking, auditing and billing processes of the Healthways program.  
 
If the Council desires to approve this item the suggested motion is:  
 
I make a motion to approve the Healthways provider agreement whereby the Cottonwood 
Recreation Center can offer the Silver Sneakers program to eligible members effective 
immediately.  
 
 
 
BACKGROUND 
Over the past eight months staff has been working with Healthways to craft an acceptable 
agreement between the City of Cottonwood and American Healthways Services. The provider 
agreement will allow the City of Cottonwood to offer the Silver Sneakers Fitness Program to 
eligible members of the Cottonwood Recreation Center. After many months of collaboration 
the Cottonwood Recreation Center is ready to move forward with the implementation facet of 
the process thereby creating a partnership and giving eligible members the opportunity to 
subsidize the cost of a membership. American Healthways will be billed monthly for the cost 
of a senior membership. The attached agreement represents many months of collaboration and 
efforts of American Healthways and staff along with both legal departments from both 
agencies.   
 
 



 
 
JUSTIFICATION/BENEFIT/ISSUES 
According to Silver Sneakers representative Andrea Wirth; “there are 1452 eligible Silver 
Sneaker members that live within a five mile radius of the Cottonwood Recreation Center.” 
 The Cottonwood Recreation Center will be able to offer the Silver Sneakers Fitness program to 
all eligible members and non-members whereas the Cottonwood Recreation Center would 
allow Healthways to provide subsidized basic fitness memberships and services, on the terms 
and conditions set forth and outlined in the agreement attached. 
 
 
COST/FUNDING SOURCE 
Healthways shall compensate the Cottonwood Recreation Center at $2.50 per visit up to a 
maximum of $20.00 per program participant per month. No administrative fees will be 
incurred by the city as it pertains to the implementation of the program as the Healthways 
reporting, billing, and tracking software will be compatible with the Active System currently 
utilized by recreation center staff. American Healthways will provide all training and 
equipment at no cost to the City of Cottonwood.  
 
 
REVIEWED BY 
  

City Manager:  ______   City Attorney:  ______ 
 
ATTACHMENTS 
 
Healthways Provider Agreement 
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