
            
AGENDA

REGULAR ECONOMIC DEVELOPMENT AUTHORITY MEETING
June 27, 2017

6:30 PM
Room 170

 

Todd Larson, Chair; Geraldine Jolley, Vice-Chair
Robyn Craig, Steve Wilson, Hannah Simmons

Jake Cordes, Steve Corraro

1. CALL TO ORDER

2. PLEDGE OF ALLEGIANCE

3. ROLL CALL

4. APPROVE AGENDA

5. CITIZENS COMMENTS

6. CONSENT AGENDA

(a) Meeting Minutes (April 27, 2017 Regular Meeting)
(b) Monthly Financial Statements

7. PUBLIC HEARINGS

8. DISCUSSION ITEMS

(a) Downtown Facade Improvement Grant Program Application - Advance Auto Parts
(b) Approve Last Hope Closing Date Extension
(c) 2018 Business Climate DEED Ad

9. DIRECTOR'S REPORT

(a) June Director's Report

10. ADJOURN



City of Farmington
430 Third Street

Farmington, Minnesota
651.280.6800  - Fax 651.280.6899

www.ci.farmington.mn.us

TO: Economic Development Authority

FROM: Cynthia Muller, Administrative Assistant

SUBJECT: Meeting Minutes (April 27, 2017 Regular Meeting)

DATE: June 27, 2017

INTRODUCTION/DISCUSSION
Please find attached the draft meeting minutes from the April 27, 2017, EDA meeting.

ACTION REQUESTED
Approve the April 27, 2017, EDA minutes.

ATTACHMENTS:
Type Description
Exhibit Minutes

http://www.ci.farmington.mn.us


MINUTES 

ECONOMIC DEVELOPMENT AUTHORITY 

Regular Meeting 

April 27, 2017 
 

1. CALL TO ORDER 

 The meeting was called to order by Vice-Chair Jolley at 7:00 p.m. 
Members Present: Jolley, Cordes, Simmons, Wilson 

 Members Absent: Larson, Craig, Corraro 
Also Present: Adam Kienberger, Community Development Director; Laurie 

Crow, Open to Business 
Audience: Laura Hanks, Mainstreet Nails; Eric Zeimet, E Z Auto Repair; 

Kara Hildreth, Farmington Independent 
 

2. PLEDGE OF ALLEGIANCE 

 

3. ROLL CALL 

 

4. APPROVE AGENDA 

 Community Development Director Kienberger added item 8c) Downtown Façade 
Improvement Grant Program Application – E Z Auto Repair 

 MOTION by Wilson, second by Simmons to approve the Agenda.  APIF, MOTION 

CARRIED. 
 

5. CITIZEN COMMENTS 

 Member Simmons invited Laura Hanks to the meeting to inform the EDA about her 
business.  She currently has a conditional use permit to have a one-room nail salon in her 
home.  She would like to expand it to a full-day spa in her home.  She will be meeting 
with the Planning Commission at their May meeting.  Her business is Main Street Nails, 
400 Main Street. 

 

6. CONSENT AGENDA 

 MOTION by Cordes, second by Wilson to approve the Consent Agenda as follows: 
 a) Approved Meeting Minutes (March 23, 2017, Regular Meeting) 
 b) Received Monthly Financial Statements 

 APIF, MOTION CARRIED. 

 

7. PUBLIC HEARINGS 

 

8. DISCUSSION ITEMS 

 c) Downtown Façade Improvement Grant Program Application – E Z Auto 

Repair 

  Mr. Eric Zeimet recently purchased E Z Auto Repair, formerly M R Auto at 321 
Elm Street.  The façade work would include painting three sides of the exterior of 
the building and replacing existing lights with LED lights.  The total project cost 
of $5,485 makes him eligible for a $2500 grant.  MOTION by Simmons, second 
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by Wilson to approve the downtown façade improvement grant application in the 
amount of $2500 for E Z Auto Repair.  APIF, MOTION CARRIED. 

 

 b) Open to Business Program Update 

  Laurie Crow provided an update on the Open to Business program and how it is 
working in Farmington.  The program is supported through the county and the 
city. 

 

 a) Downtown Façade Improvement Grant Program Application – Farmington 

Steak House 

 Ms. Ari Kontinakis, owner of the Farmington Steak House, 329 Third Street, has 
applied for a grant for new doors on the front and back of the building and a new 
awning.  The project cost is $5,967 and makes her eligible for a $2500 grant.  
MOTION by Cordes, second by Wilson to approve the downtown façade 
improvement grant application for the Farmington Steak House in the amount of 
$2500.  APIF, MOTION CARRIED. 

 

8. DIRECTOR’S REPORT 

 The Rambling River Center Plaza Open House was held prior to the EDA meeting 
tonight.  This is an action item from the downtown redevelopment plan. 

 
 At the April 17, 2017, City Council meeting, Community Development Director 

Kienberger presented the Community Development Annual Report. 
 
 The 2016-2018 Strategic Plan for Economic Development was provided. 
 
 The next regular EDA meeting is scheduled for May 25, 2017.  Staff has a conflict on 

that date and there are no items at this time.  Therefore, staff proposed to cancel the May 
EDA meeting.  If any items do come in, a special meeting can be scheduled.  Members 
agreed. 

 
 Member Wilson suggested having a joint meeting with the City Council in the future. 
 
 Member Jolley stated over 300 cars came to the shred fest last Saturday and over 9,000 

lbs of shredding.  People came from other communities and organizers received great 
comments.  There are many things Farmington provides that other communities do not. 

 

9. ADJOURN 

 MOTION by Wilson, second by Cordes, to adjourn at 8:18 p.m.  APIF, MOTION 

CARRIED. 
 
Respectfully submitted, 
 
 
Cynthia Muller 
Administrative Assistant 



City of Farmington
430 Third Street

Farmington, Minnesota
651.280.6800  - Fax 651.280.6899

www.ci.farmington.mn.us

TO: Economic Development Authority

FROM: Adam Kienberger, Community Development Director

SUBJECT: Monthly Financial Statements

DATE: June 27, 2017

INTRODUCTION/DISCUSSION
Please find attached the monthly financial statements for the EDA.

ACTION REQUESTED

ATTACHMENTS:
Type Description
Backup Material June Financial Snapshot

http://www.ci.farmington.mn.us


EDA
Actual vs Budgeted

2017

Page 1 of 1

Object
Account

January
Actual
2017

February
Actual
2017

March
Actual
2017

April
Actual
2017

May
Actual
2017

June
Actual
2017

July
Actual
2017

August
Actual
2017

September
Actual
2017

October
Actual
2017

November
Actual
2017

December
Actual
2017

Dec YTD
Actual
2017

Dec YTD
Budget

2017

Dec YTD
Actual Budget
Variance 2017

Intergovernmental 0 0 0 0 9,000 0 0 0 0 0 0 0 9,000 9,000

Investment Income (441) 244 323 317 0 0 0 0 0 0 0 0 442 2,374 (1,932)

Misc Revenue 0 0 5,000 0 0 0 0 0 0 0 0 0 5,000 0 5,000

Total Revenues (441) 244 5,323 317 9,000 0 0 0 0 0 0 0 14,442 2,374 12,068

6401 - PROFESSIONAL SERVICES 0 0 0 0 0 0 0 0 0 0 0 0 0 11,680 (11,680)
6403 - LEGAL 912 207 1,011 48 0 0 0 0 0 0 0 0 2,177 4,000 (1,823)
6404 - IT SERVICES 673 673 673 673 673 0 0 0 0 0 0 0 3,365 8,075 (4,710)
6422 - ELECTRIC 21 20 20 20 21 0 0 0 0 0 0 0 101 300 (199)
6426 - INSURANCE 10 10 10 10 10 0 0 0 0 0 0 0 50 200 (150)
6450 - OUTSIDE PRINTING 0 0 0 0 0 0 0 0 0 0 0 0 0 1,000 (1,000)
6455 - LEGAL NOTICES PUBLICATIO 0 0 22 0 0 0 0 0 0 0 0 0 22 22
6460 - SUBSCRIPTIONS & DUES 295 420 250 188 0 0 0 0 0 0 0 0 1,153 2,500 (1,348)
6470 - TRAINING & SUBSISTANCE 265 0 771 305 0 0 0 0 0 0 0 0 1,341 3,000 (1,659)
6485 - MILEAGE REIMBURSEMENT 0 0 208 0 0 0 0 0 0 0 0 0 208 1,000 (792)
6550 - DEVELOPER PAYMENTS 0 9,000 0 0 0 0 0 0 0 0 0 0 9,000 9,000
6570 - PROGRAMMING EXPENSE 0 0 5,716 0 0 0 0 0 0 0 0 0 5,716 13,500 (7,785)
Services and Charges 2,176 10,329 8,681 1,243 704 0 0 0 0 0 0 0 23,133 45,255 (22,122)

Total Exp 2,176 10,329 8,681 1,243 704 0 0 0 0 0 0 0 23,133 45,255 (22,122)

Transfers In 3,333 3,333 3,333 3,333 3,333 0 0 0 0 0 0 0 16,667 40,000 (23,333)

Transfers Out (827) 0 0 0 0 0 0 0 0 0 0 0 (827) 0 (827)

Other Financing Sources 2,506 3,333 3,333 3,333 3,333 0 0 0 0 0 0 0 15,840 40,000 (24,160)

        Net Change in Fund Balance (111) (6,752) (25) 2,408 11,630 0 0 0 0 0 0 0 7,149 (2,881) 10,030



City of Farmington
430 Third Street

Farmington, Minnesota
651.280.6800  - Fax 651.280.6899

www.ci.farmington.mn.us

TO: Economic Development Authority

FROM: Cynthia Muller, Administrative Assistant

SUBJECT: Downtown Facade Improvement Grant Program Application - Advance Auto Parts

DATE: June 27, 2017

INTRODUCTION/DISCUSSION
As part of the Downtown Redevelopment Plan, business owners are encouraged to improve their buildings’
front and back curb appeal through façade improvements such as awnings, paint, tuck pointing, exterior
lighting, decorative signage, windows, doors, gutters, accessibility improvements, etc.  The EDA has
approved the creation of a Downtown Façade Improvement Grant Program to fund matching grants of
$1,500 up to $2,500 out of a pool of $20,000 annually.
 
Attached is an application from Advance Auto Parts for their building located at 210 Oak Street. They are
requesting a grant to assist with improvements being planned for the building. These proposed
improvements include:
 

Removing 80% of the brick on the east half of the building front
Repair any damage and replace with stucco

 
The total project cost is estimated to be $11,500 including the grant request of $2,500.

ACTION REQUESTED
Review and approve the attached Downtown Façade Improvement Grant application and contract for
Advance Auto Parts.

ATTACHMENTS:
Type Description
Exhibit Grant Application
Exhibit Grant Agreement

http://www.ci.farmington.mn.us










City of Farmington 

Downtown Façade Improvement Program 

Grant Agreement 
 
This agreement is made and entered into this 22nd day of June, 2017 by and between Gary Van 
Erp (applicant), Advance Auto Parts (business name) at 210 Oak Street (address) (hereinafter 
referred to as “Grantee”) and the city of Farmington Economic Development Authority (EDA), a 
public body corporate and politic, having its principal offices at 430 Third Street, Farmington, 
Minnesota (hereinafter referred to as “Grantor”). 
 
WHEREAS, the Grantor has established a Downtown Façade Improvement Program funded by 
the EDA to assist businesses in the downtown commercial district, as designated on the zoning 
map, with building façade improvements; and 
 
WHEREAS, the Grantee has applied for Downtown Façade Improvement Program funds for 
façade improvements at 210 Oak Street (address); and 
 
WHEREAS, the Grantor has reviewed the Grantee’s application and determined that the 
proposed improvement project meets the requirements of the Downtown Façade Improvement 
Program. 
 
NOW THEREFORE, in consideration of the grant, the parties agree as follows: 
 

1. The Grantor agrees to provide a maximum of $2,500 in EDA funds to the Grantee for 
façade improvements. 

2. The Grantee agrees to use the proceeds of the grant solely for façade improvements with 
a minimum project cost of $5,000. 

3. The project shall be completed in a timely manner and all grant funds must be used 
within six months from the date of the Grant Agreement.  The agreement may be 
extended once, with the length of the extension to be determined on a case-by-case basis. 

4. Grant funds will be paid on a reimbursement basis only after all improvements have been 
completed according to the authorized scope of work and have been accepted by the 
Grantor. 

5. The Grant Agreement will be terminated 90 days from the date of the agreement if 
construction work has not yet begun. 

6. The Grantee shall defend, indemnify, and hold harmless the officers and employees of 
the Grantor from all liability and claims for damages arising from bodily injury, death, 
property damage, sickness, disease, or loss and expense resulting from or alleged to result 
from Grantee’s operations under this agreement. 

 
IN WITNESS WHEREOF, the parties hereto have hereby executed this agreement as of the year 
and date above. 
 
GRANTOR:      GRANTEE: 
CITY OF FARMINGTON    ADVANCE AUTO PARTS 
 
BY: ___________________________  BY: ____________________________ 
 
ITS: ___________________________  ITS: ____________________________ 



City of Farmington
430 Third Street

Farmington, Minnesota
651.280.6800  - Fax 651.280.6899

www.ci.farmington.mn.us

TO: Economic Development Authority

FROM: Cynthia Muller, Administrative Assistant

SUBJECT: Approve Last Hope Closing Date Extension

DATE: June 27, 2017

INTRODUCTION/DISCUSSION
On March 23, 2017, the EDA approved a Contract for Private Development with Last Hope for
construction of a building on the Riste lot, at 209 Oak Street.  A copy of this contract is attached for your
reference.  The closing date was set for June 30, 2017. Because the Last Hope board is still working on
finalizing plans and costs with a contractor, they are requesting to extend the closing date for the sale of the
Riste lot to August 31, 2017, or sooner if possible.  Site plans should be presented to the EDA on or before
August 24, 2017.  Because of this, the date to begin construction has also been moved to on or before April
30, 2018. 
 
An Amendment to the Contract for Private Development is attached.  The developer has one year from the
date of the amendment to complete the improvements.

ACTION REQUESTED
Approve the Amendment to Contract for Private Development with Last Hope for the sale of the Riste lot,
209 Oak Street.

ATTACHMENTS:
Type Description
Contract Original Contract for Private Development

Contract Amendment to Contract for Private
Development

http://www.ci.farmington.mn.us




























































City of Farmington
430 Third Street

Farmington, Minnesota
651.280.6800  - Fax 651.280.6899

www.ci.farmington.mn.us

TO: Economic Development Authority

FROM: Adam Kienberger, Community Development Director

SUBJECT: 2018 Business Climate DEED Ad

DATE: June 27, 2017

INTRODUCTION/DISCUSSION
For the third year in a row, the Minnesota Department of Employment and Economic Development (DEED)
is partnering with Livability Media to produce and distribute a statewide marketing magazine highlighting the
Minnesota business economy - Minnesota Thriving in the North. This piece is used by the state of
Minnesota and its partners to showcase Minnesota nationally and internationally.
 
Attached is a summary of the publication along with distribution methods and impact numbers. A copy of
the 2017 marketing piece will be distributed at the meeting for review.
 
Consistent with our investment during the first two years, staff is proposing renewing an ad in the economic
profile section at a rate of $2,875. This includes both print and online ad placement. The expense is included
in the 2017 EDA budget. Because we operate a very limited marketing budget, this opportunity is a way to
have our message incorporated into a high-impact economic development platform with our regional and
state partners.

ACTION REQUESTED
Approve the 2018 Business Climate ad in the amount of $2,875.

ATTACHMENTS:
Type Description
Exhibit Business Climate Executive Summary
Exhibit Business Climate Distribution

http://www.ci.farmington.mn.us


SPONSORED BY THE MiNNESOTa DEPaRTMENT Of EMPlOYMENT aND EcONOMic DEvElOPMENT (DEED) | 2018

Print 
Web
Digital 

MobileThriving in the North
MINNESOTA



Kevin McKinnon
Deputy Commissioner Economic Development

Minnesota Department of Employment and Economic Development (DEED)

Dear Business and Community Leaders, 

We are pleased to announce that work has begun on development of the 3rd annual Minnesota: Thriving in the North 
magazine and its new digital extensions, sponsored by the Minnesota Department of Employment and Economic  
Development (DEED).

We are working in collaboration with Livability Media to encourage business investment and talent recruitment to Minnesota  
by reaching corporate executives and site-selection professionals, entrepreneurs and talented individuals attracted to our 
quality of life. We will also use this publication and digital content to globally promote the many aspects of our state that  
appeal to visitors as well as corporate executives and entrepreneurs.  

In a significant expansion of our digital marketing efforts Livability.com, a rapidly growing national website reaching  
more than 10 million visitors annually, will host a content-rich home page devoted to Minnesota Economic Development.  
A digital version of the print magazine, also viewable on mobile devices, will be visible on the home page and in multiple  
other locations on the site. 

Distribution of the upcoming print edition will target industry decision-makers, site selectors, corporate real estate 
professionals, talent prospects and economic development and government partners. In addition, DEED and its partners will 
utilize the magazine as a primary marketing tool at events, trade shows and meetings. 

DEED uses digital content in the publication to push out information about the state through our website and social media 
channels. The content is used to expand awareness of statewide activity and further market Minnesota as a prime location to 
live, work and play. 

Matt McWhorter, our Livability Media representative will be contacting you soon to discuss how your business  
can participate in this program and gain year-round exposure to a vital target audience. You may also email  
mmcwhorter@livmedia.com or call (615) 957-8347 for more information.

Thank you for your continued support in this joint effort to promote Minnesota. 

Sincerely, 



Greenville, NC

THe PRoGRAM’S PURPoSe: 
Recruit and attract new businesses to the state by reaching a highly targeted audience including site selectors, relocation 
professionals, c-level executives and talent prospects. We actively promote key topics, such as business climate, innovation, 
infrastructure talent, heath care and quality of life.

PROGRaM cOMPONENTS
• Presence on Livability.com, a national quality of place and 

relocation website reaching  more than 10 million viewers 
annually.

• A newsstand-quality publication with engaging  
photography highlighting your business climate  
and quality of place.   

• An easily sharable digital magazine that’s accessible  
on computers, tablets and mobile phones.

PRiNT DiSTRiBUTiON
Print magazine that is distributed throughout the year by the 
sponsor and additional channels, including: 

• Direct mailings to site selectors and corporate relocation 
professionals 

• Fast-growth companies in target markets
• Trade shows, conferences and events 
• Targeted mailing to c-level decision-makers in key 

industries
• Major employers
• Mailing to prospects inquiring about the state
• Regional partners
• Distribution in high-trafficked venues, such as business 

hotels and corporate airports

ONliNE DiSTRiBUTiON
An inbound marketing model that consistently  
produces engaging business and quality of place content on  
Livability.com, driving readers back for more information. 
Includes:

• Search Engine Optimization (SEO)
• Social media campaigns (Facebook,  

Twitter, LinkedIn, etc.)
• Email marketing campaigns
• Content engagement campaigns
• 25% increase in traffic since 2015
• 64% of traffic comes from mobile devices

eXecUTive SUMMARY

REacH
This program reaches a targeted audience – c-level executives, 
site selectors and corporate relocation professionals. The 
publication is also sent out to talent prospects seeking more 
information about the overall business climate and quality of 
place before relocating to the area.

iMPacT
The publication allows the sponsor and surrounding 
communities to be more effective at promoting the state’s 
amenities. The program allows your organization to get in 
front of key decision-makers earlier in the site-location 
process.

aDvERTiSER aDvaNTaGES 
• Relative Exclusivity:  A limited number of advertisers 

helps increase your exposure.
• Competitive Advantage: Opportunities to be in front of 

new business prospects earlier in the decision-making 
process.

• Linkability: Multiple links from the digital magazine and 
Livability.com route prospects back to your website.

Greenville, NC



Extend your brand across multiple platforms with the LIVABILITY.COM integrated marketing program

Your Integrated 
Marketing Program 

HiGH-QUaliTY PRiNT MaGaZiNE
• The magazine mirrors national 

business publications in design 
and content to create a credible 
outbound marketing vehicle.

• Allows the state to be more effective 
at promoting key industries.

• Upgraded in design to reflect 
changes in reader habits: more 
visuals, more graphics, more 
engaging editorial content.

NaTiONal ONliNE EXPOSURE
• Your content, including your 

advertisement, featured on  
Livability.com.

• Dedicated pages on a nationally 
recognized website that spotlights 
communities and their innovative 
companies, entrepreneurs and 
quality of life.

• Responsive design provides an 
optimal viewing and interactive 
experience.

iNTERacTivE DiGiTal MaGaZiNE
• Users have instant access to your 

publication whenever they want and 
wherever they are.

• Links throughout the digital 
magazine help direct readers to 
more information.

• An effective tool to use in talent 
recruitment.

MULTiMeDiA



RiSiNG STaR PREMiUM UNiTS
These opportunities deliver web page 
dominance alongside content that 
complements your brand message. 

• Billboard: Expand to fill top of page 
horizontal position

• Half Page: Expand to fill dominant  
vertical position

PREMiUM cUSTOMiZaTiON: SPONSORED cONTENT SEcTiON
A custom magazine within a magazine – in both print and digital:

• Sponsored multipage publication that showcases your company or organization
• Content, photography and editing services overseen by in-house editorial team
• High-quality marketing tool that includes 1,000 overrun copies
• Stand-alone digital magazine with a unique URL
• In-feed promotion on Livability.com pages
• Paper upgrade and additional overrun quantities available

Affluent and active investors are heavy print magazine readers.
(Source: MPA; Magazine Media Factbook 2015)

Greenville, NC: What You 
Need to Know

Greenville, NC

BillBOaRD

Half 
PaGE



TaRGET aUDiENcE
• Corporate decision-makers
• Corporate site location consultants
• Corporate facilities managers
• Prospective business and industry investors
• Entrepreneurs
• Fast-growth companies
• Relocating talent

DiGiTal PROMOTiON
• Digital publication on dedicated  

Minnesota page on Livability.com
• Digital publication on select  

Minnesota communities on  
Livability.com

• Content promotion campaigns  
through social media including  
Facebook, Twitter and LinkedIn

• Digital publication on Minnesota  
DEED website

• Content highly optimized for organic search

STRaTEGiES fOR DiSTRiBUTiON
• Targeted mailings to proprietary database of business  

decision makers in key industry categories
• Targeted mailings to fast-growth companies and entrepreneurs
• Targeted mailings to Fortune 1000 facilities managers
• Targeted mailings to site location consultants
• Targeted mailings to corporate real estate professionals
• Mailings to key prospects
• Distribution at major conferences and events

TARGeTeD DiSTRiBUTion

“We use our publication and digital content to globally promote the 
many aspects of our region that appeal to tourists as well as 
corporate executives and entrepreneurs.”

Client Testimonial

– John Chaffee
President & CEO
NCEast Alliance 



livaBiliTY.cOM HiGHliGHTS
• 35% increase in sessions 

from 2015 to 2016.
• 80% of traffic comes from 

new visitors as we continue 
to attract more readers to the 
website.

livaBiliTY.cOM aUDiENcE
• The website splits almost 

evenly male and female
• Visitors are well-versed in 

our content topics and are 
likely to visit other resources 
on: travel, politics, regional/
local news, religion, online 
trading and science/nature.

2016, Google Analytics

TOP 5 ciTiES viSiTiNG  
livaBiliTY.cOM

• New York
• Chicago
• Dallas
• Houston
• Los Angeles

TOP 5 cOUNTRiES viSiTiNG 
livaBiliTY.cOM

• United States
• Canada
• United Kingdom
• India
• Australia

nATionAL eXPoSURe

37,000,000+
Pageviews

3.9
Pages per Session

2:35
Average Session Duration

9,500,000
Sessions 

GROWiNG WEBSiTE
The story of your state will be 
showcased on Livability.com, a rapidly 
growing website that highlights the 
assets of cities and regions nationwide.

DOMaiN aUTHORiTY
Leveraging the domain authority of 
Livability.com yields search and traffic 
benefits coupled with a strategic social 
media campaign. 

ORiGiNal cONTENT
Livability showcases original content 
related to both economic development 
and quality of place and regularly 
receives national media attention for its 
data-driven lists and city rankings.

phones

tablets 60%
of our traffic comes 
from mobile users

Get to Know Livability.com



livaBiliTY.cOM aS SEEN ON

Livability is a nationally recognized web platform highlighting quality of place and business climate assets of cities and 
regions nationwide

Livability.com: What’s New

livaBiliTY DaTa aND cONTENT PaRTNERS

While business expansion and retention 
remain primary goals of most economic 
development efforts, talent recruitment 
and talent retention have become 
economic development imperatives. 
Content related to those themes is a 
staple on Livability’s global and local 
pages.

Livability’s widely referenced annual 
Top 100 Best Places to Live was created 
in partnership with Richard Florida’s 
Martin Prosperity Institute and ranks 
cities based on more than 40 data points 
in categories including demographics, 
amenities, education and others.

WHAT’S neW

In August 2016, Livability partnered 
with Entrepreneur magazine to 
create and showcase “The 50 Best 
Cities For Your Startup.”



BRAnDeD HoMe PAGe

• Content about your state will be displayed on 
Livability.com as a branded home page and on 
sections of the site devoted to specific regions within the 
state page. As a result there are far more entry points to 
lead viewers to your state’s content.

• Capitalizing on Livability’s success in building traffic 
through content promotion, specific articles about the 
region’s assets will be promoted digitally to promote 
your state’s content. 

• Articles about the state or specific attributes of 
its business community will be displayed in other 
strategic locations on the site, meaning some articles 
may also display on primary cities within the state or  
as business content on the well-trafficked Livability  
state pages.

• Content promotion strategies have proven effective 
to engage readers with the state’s content and will 
continue to attract visitors to specific articles about the 
state. Linking strategies will also attract them to the home 
page for a rich overview of the state’s assets.

• Expanded visibility for the digital magazine. In 
addition to strategically placed articles and photographs, 
the digital version of the print magazine, also viewable 
on mobile devices, will be displayed on the branded home 
page, primary city home pages and the region’s state page.

• Constituent cities  will be eligible for content upgrades 
to showcase their assets on Livability’s city pages.

• Advertisers benefit by having a rotating presence 
on multiple pages displaying the region’s contents, 
including the city pages of all primary cities in the region. 
Wherever the magazine content is published, your ads will 
display. The equivalent of a billboard being on every road 
leading into town.

How We Tell Your Story

Branded Home Page Example



Connect Directly to  
Your Target Market
The Livability Media program focuses on trends and insights that affect talent recruitment, site location, economic 
development, job creation and quality of place. Get your message out to an audience primed for talent recruitment and 
business relocation. Livability.com offers engaging content – articles, photography, a digital magazine – all extending time 
spent with your brand.

DiSPlaY aDS
Display ads will link to your website, 
expanding reach and branding 
opportunities. One of these display 
ads is included in your integrated  
media package.

• Leaderboard
• Medium Rectangle

(Display ads appear alongside state 
content in multiple locations) 

iNclUSiON iN DiGiTal MaGaZiNE
Your ad not only appears in the digital 
magazine but also clicks through to your 
designated website – increasing your 
exposure across multiple platforms.

onLine vALUe

PReMiUM RUn oF STATe PLAceMenT
Positions are available throughout the popular Minnesota state pages 
where visitors may begin their search for information about locations in  
the state.  

lEaDERBOaRD

MEDiUM 
REcTaNGlE

lEaDERBOaRD

MEDiUM 
REcTaNGlE

Greenville, NC: What 
You Need to Know

Greenville, NC



Rising Star Ad Units:
Tap Into Technology

BillBOaRD
• Billboards are designed to highlight key messages and 

provide increased presence.
• Your display ad fills the width of the website, providing 

horizontal dominance without disrupting the viewer 
experience.

• General placement showcases your ad above all content 
related to the state accessed by site visitors.

Half PaGE
• Positioned beside the editorial content, the sidebar           

has generous, dominant dimensions – allowing ample 
space for design and copy related to your message.

• This unit also expands to comfortably fit in its designated 
position on the page.

• General placement showcases your ad beside content 
about your state viewed by site visitors.

*The Interactive Advertising Bureau (IAB) develops industry 
standards and conducts research for the online advertising 
industry.

Rising star units provide new tools that resonate with consumers and serve as powerful advertising vehicles.

WHAT’S neW

Home > Tennessee > Williamson County > Franklin > Things to Do

BILLBOARD #1: 
(970X250, 970X90, 728X90, 320X50)

PLACEMENT: TOP

Things to Do in 
Franklin, TN
Franklin, TN has many entertaining 
things to do, from attending special 
events, getting involved in the arts 
and learning about local history to 
dining at independent restaurants and 
staying active at area parks. Read on to 
explore the options. Best Places to Live in Georgia

Here are 10 great cities in The Peach State

Why Pueblo, CO is a Great Place to 
Live

Here are 10 great cities in The Sunshine State

8 Reasons You’ll Be Jealous of 
Texans

A short-term rental can make a major move 
easier if you approach it with humor and 
patience

Why Madison, WI is the Best Place 
to Live 2016

These Americans moved abroad, then returned.

HALF PAGE: 
DESKTOP (300X600, 160X600, 
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How the NFL Is 
Making a Crucial 
Catch Off the Field
Sponsored by the 
National Football League

BILLBOARD #3: 
(970X250, 970X90, 728X90, 320X50)

PLACEMENT: BOTTOM

Things to Do in 
Greenville, NC

Greenville, NC

BillBOaRD

Half 
PaGE

BillBOaRD

Development of these new iAB* units has started the 
next generation of interactive advertising.



Content Marketing: informing and engaging a target audience by  
selling without selling

Telling Your Story,
Promoting Your Brand

Let a Livability Media team of writers, photographers, editors and designers tell 
your story in a custom publication designed for print and online exposure. An 8- or 
16-page section will be inserted in your magazine, strategically posted online and 
promoted via in-feed editorial display. In addition, the digital version of your section 
can enrich your own website with high-quality, shareable content.

HOW caN i USE THESE  
MaRKETiNG TOOlS?
Your sponsored content section is a 
great tool to promote your business 
and your cause, and can be used in a 
variety of ways, including:

• Recruiting staff, students, 
relocating businesses and/or 
families 

• Showcasing new or enhanced  
facilities and programs 

• Educating business’ decision-
makers and site-location 
professionals 

• Enriching web 
communications and social 
media profiles 

• Extending branding in print 
and online at places such as 
trade shows and events

• Sending out as a direct mail 
piece to customers and 
prospects

• Providing content for reports 
and newsletters to customers 
and/or constituents

• Highlighting the region’s 
individuality and vitality –  
its quality of place

SPonSoReD conTenT

content marketing  
is creating high-
quality, valuable 
content to attract, 
inform and engage 
an audience, while 
also promoting your 
brand.  The key word 
here is “valuable.”

Forbes

cHOOSE fROM fUll OR DiGEST SiZE SEcTiONS TO fiT YOUR MaRKETiNG GOalS:

DISCOVER YOUR AUTHENTIC

SOUTHERN IDAHO
STAY AND PLAY

Pomerelle Mountain Resort, Albion 

Choose from:

• Community Profile

• Economic 
Development

• Major Community 
Stakeholders

• Tourism



PRoGRAM HiGHLiGHTS

1  PRiNT
In addition to the exposure you’ll receive through the targeted 
print distribution network, you will receive 1,000 copies of 
the sponsored content section to use as your stand-alone 
marketing piece. Choose from:

• 8 or 16 pages
• Two sizes (full magazine or digest size)
• Four content categories: Community Profile,  

Economic Development, Major Community  
Stakeholders and Tourism

2  DiGiTal MaGaZiNE
A digital version of your sponsored content section will  
be posted prominently and also displayed inside the digital 
magazine as an interactive stand-alone feature. 

3  MaRKETiNG laNDiNG PaGE
Turnkey development of a marketing landing page on a 
dedicated page on Livability.com is included. This page 
features photographs and short copy blocks that link to  
full articles about your region. 

4  MEDiUM REcTaNGlE DiSPlaY aD caMPaiGN
We will create an attractive rotating medium rectangle ad to 
be placed on pages pertaining to your region.

5  iN-fEED PROMOTiON
Your digital sponsored content section promotion will be 
labeled and displayed alongside editorial content on relevant 
pages pertaining to your region. 

Interested in thicker paper copies? Our standard 
copies print on magazine paper, but we offer a paper 
upgrade if you’re looking for a more substantial brochure.

1  

2

4

5

3



Maximize your impact when selecting ad sizes. You have to show up to be seen … and be seen to be remembered. 
Email: ads@livmedia.com | Ad Resource Center: livmedia.com/ads

Product Specifications

SPecS

Bleed size: 16”w x 11.125”h  
Trim: 15.75”w x 10.875”h 
Live area: 15.25”w x 10.375”h  
Allow .25” for gutter on each side

TWO PAGE  
SPREAD FULL PAGE BLEED

Bleed size: 8.125”w x 11.125”h 
Trim: 7.875”w x 10.875”h  
Live area: 7.375”w x 10.375”h 

2/3  
VERTICAL 

BLEED

Bleed size: 16”w x 5.625”h  
(left/right side & bottom)  
Trim: 15.75”w x 5.5”h  
Live area: 15.25”w x 4.625”h  
Allow .25” for gutter on each side

1/3  
Vertical 
1.937"w x 9.375"h

1/8 
Horizontal 
3”w x 2.25”h

1/3  
Horizontal 
4.125”w x 4.625”h 

1/2  
Horizontal 
6.5”w x 4.625”h 

FEATURE 
JUMP

Bleed size: 5.28”w x 11.125”h 
Trim: 5.03”w x 10.875”h  
Live area: 4.53”w x 10.375”h

1/2 
HORIZONTAL  

BLEED

Bleed size: 8.125”w x 5.625”h 
(Left/right side & bottom) 
Trim: 7.875”w x 5.5”h 
Live area: 7.375”w x 5.25”h

1/3  
VERTICAL 

BLEED

Bleed size: 3.06”w x 11.125”h 
Trim: 2.81”w x 10.875”h 
Live area: 2.31”w x 10.375”h

1/4 
HORIZONTAL  

BLEED

Bleed size: 8.125”w x 3.125”h 
(Left/right side & bottom)
Trim: 7.875”w x 3”h 
Live area: 7.375”w x 2.75”h

Leaderboard  
728 pixels wide x 90 pixels high

4

2

1

Half Page  
Desktop: 300 pixels wide x 600 pixels high  
Tablet: 160 pixels wide x 600 pixels high 
Mobile: 300 pixels wide x 250 pixels high 

Medium Rectangle  
300 pixels wide x 250 pixels high

Billboard 
Desktop: 970 pixels wide x 250 pixels high  
Tablet: 728 pixels wide x 90 pixels high  
Mobile: 320 pixels wide x 50 pixels high 

3

ONLINE SIZES

1/4 
Vertical 
3.167"w x 4.625"h

PRINT SIZES

2

1
43

1/2 
Vertical 
4.125”w x 6.5”h



SUBMiT

Digital Submission Guidelines

PRODUCT INFORMATION 
• A color PDF proof will be sent for approval prior to publication  

(ads set by JCI only).

• Basic typesetting and layout included in rate.

• Custom production will be subject to additional charges.

• Please note: The quality of materials is the responsibility of the supplier.

ADS PRODUCED BY LIVABILITY MEDIA  
– PHOTO/LOGO SCANS, IMAGES AND ARTWORK MUST BE:

• Scanned/created at 300 dpi or higher to size.  
(Photos or logos from websites cannot be accepted due to low print quality)

• Set up grayscale or CMYK.

• Saved as TIFF, JPEG, EPS or high-resolution PDF files.

SUPPLIED FILES POLICY 
• Journal Communications is not responsible for enhancing advertisers’ digital 

files or resizing to match the ad space purchased.

• If any additional work is necessary or if files deviate from the size or 
specifications on this form, the files will be rejected and must be resubmitted. 
Please proof your ad carefully before submission. Resubmitted files will be 
subject to a $50 processing fee.

• Any extra charges incurred by Journal Communications due to problems with 
supplied files will be billed to the advertiser with a detailed explanation of the 
problem.

PROOFING POLICY 
• We do not provide a proof for ads we do not produce. It is understood that the 

files are set up as the advertiser intended and were approved prior to 
submission to Journal Communications.

• Please provide a color proof for content reference  
(SWOP preferred).

PRINT AND ONLINE SUBMITTED ADS 
• Print ads submitted as a high-resolution (300 dpi) PDF (PDF/X-1a).

• Online ads submitted in one of the following formats: GIF, Animated GIF, JPEG or 
Flash. If submitting Flash, also supply a backup GIF for users who do not have 
the Flash plug-in. Files may not exceed 45 KB. Additionally, the linking URL must 
be provided.

ANIMATED WEB AD SPECIFICATIONS 
• Required Files: All rich-media ads must be submitted as a .swf or .fla file with a 

backup GIF or JPEG file. The .fla file is used for troubleshooting only. If users do 
not have a Flash player installed on their machine, a backup GIF or JPEG will be 
served.

• ClickTAG: All ad units must be coded properly for clickTAGS and launch a new 
browser window when clicked on. If files do not contain the proper coding or 
deviate from the specifications on this form, the file will be rejected and must 
be resubmitted.

• DoubleClick supports ActionScript 2 in the following environments: Flash 8, 
Flash 9 and Flash 10 (Adobe CS5 and CS6), and ActionScript 3 in Flash 9 and Flash 
10 (Adobe CS5, CS5.5 and CS6).

• Adding a clickTAG to a Flash ad: Go to www.flashclicktag.com for information on 
how to insert a clickTAG ActionScript into a Flash file.

VIA FTP: WWW.JNLCOM.COM/FTP 
• Username: ads; Password: client

• Upload files and complete the contact information 
form. Once files are uploaded, a message 
indicating a successful transfer will be posted. 
Detailed FTP instructions are available from your 
sales rep.

VIA EMAIL: (ADS@LIVMEDIA.COM) 
Include business name, magazine name and  
ad size in your email message.

Compress your files into a single compressed, 
self-extracting file. We can only accept file sizes  
less than 10 MB.

Email your files to ads@livmedia.com.

VIA DISK 
We accept Mac-formatted CDs/DVDs. Please email 
PC-formatted files.

We hold supplied disks until publication. If you would 
like your disk returned, submit a self-addressed 
stamped envelope. Allow 6-8 weeks after publication 
for a returned disk.



sales@livmedia.com  
(800) 333-8842 ext. 292

725 Cool Springs Blvd., Suite 400 
Franklin, TN 37067

MEDIA

A Division of     Journal Communications



2017 Minnesota Thriving in the North
Distribution Summary
Print Run: 12,500 Copies

Industry Mailings  ATL BOS CA CHI NY PHL PHO RAL SEA TX WIS
Biotechnology and Life Sciences 677 17 47 300 28 33 92 19 47 24 58 12
Medical Device Manufacturing 280 12 48 80 48 11 37 6 4 3 28 3
Energy Technology/Renewable Energy 267 7 2 25 2 48 23 3 1 7 143 6
Data Centers/Data Processing/Computers 983 87 99 271 76 210 41 22 8 35 117 17
Food Manufacturing 610 135 34 113 107 52 41 13 4 22 72 17
Aerospace Production/Instrument Manufacturing 752 25 126 295 44 21 44 21 9 23 115 29
Pharmaceuticals 612 16 69 169 47 77 136 9 20 22 33 14

Total Industry Mailings 4181

Fast Growth 1247 81 99 210 119 147 56 110 120 136 116 53
Fast Growth Tech 490
Fortune 1000 Facilities Managers (non MN) 909

Total 2646

Site Selection Professionals 798
Corporate Real Estate Specialists 437

Total Mailings 1235

Minnesota Dept. of Employment & Economic Development 500
Minnesota Trade Office-South America 125
Minnesota Trade Office-Korea 100
Minnesota Trade Office-Europe 5
DEED Mailing List  230
DEED Second Shipment 600
Library List 378

Total DEED Mailings 1938

Total Print 12500
Industry Mailings 4181
Fast Growth/Fortune 1000 2646
Site Selection 1235
MN DEED Shipments and Mailings 1938

Total DEED 10000

Advertiser Copies 2050
Livability Media Promotional Copies 450



City of Farmington
430 Third Street

Farmington, Minnesota
651.280.6800  - Fax 651.280.6899

www.ci.farmington.mn.us

TO: Economic Development Authority

FROM: Adam Kienberger, Community Development Director

SUBJECT: June Director's Report

DATE: June 27, 2017

INTRODUCTION/DISCUSSION
Rambling River Center Plaza Concept Update
The Parks and Recreation Commission reviewed and recommended approval of a preferred concept for the
proposed Rambling River Center (RRC) Plaza identified as an action item from the Downtown
Redevelopment Plan. The preferred concept is attached. A plaza discussion is currently scheduled for the
July City Council work session. Additional information on the Downtown Redevelopment Plan and the
RRC Plaza can be found on the city’s website under Community Development.
 
2040 Comp Plan Update
City Council was provided an overview of the Comp Plan update process at their work session on June 12
– a timeline of the various components is attached. The Planning Commission began their work on the plan
at their meeting on June 13. The consultant team is in the process of finalizing a website to gather public
input and promote information on the Comp Plan update. This will be launched on the city’s website later
this week.
 
2016-2018 Strategic Plan for Economic Development
This will be a standing item of note each month in the Director’s Report. This document serves as guidance
for the work undertaken by the EDA over a three-year cycle.  The EDA’s 2016-2018 Strategic Plan for
Economic Development is included for your reference.
 
Miscellaneous Articles
Please find attached a few reports and articles you may find of interest:
 
MN companies have jobs they can’t fill – Pioneer Press 5-10-17
DEED’s May Employment Report
 
NEXT MEETING
Our next regular meeting is scheduled for July 27 at 6:30 p.m.

ACTION REQUESTED
None, this report is intended to be a monthly update on various development and industry related topics.

ATTACHMENTS:
Type Description
Exhibit RRC Plaza Preferred Concept
Exhibit 2040 Comp Plan Update Timeline

http://www.ci.farmington.mn.us


Exhibit MN companies have jobs they can't fill - Pioneer
Press 5-10-17

Exhibit DEED's May Employment Report

Exhibit 2016-2018 Strategic Plan for Economic
Development



FA R M I N G T O N  -  R A M B L I N G  R I V E R  C E N T E R  PA R K / P L A Z A            5 . 1 7 . 2 0 1 7 H O I S I N G TO N  K O E G L E R  G R O U P

P R E F E R R E D  C O N C E P T  -  PA R K  A N D  P L A Z A  P L A N ,  P U R P O S E ,  A N D  F E AT U R E S

PURPOSE:
The impetus for this plaza/park concept was established in the Downtown Farmington Redevelopment 
Plan (Adopted in 2016) which identifies the need for a downtown ‘destination’ park/plaza.  The current poor 
condition of the Rambling River Center parking lot presents an opportunity for the city to achieve many of the 
initiative laid out in the plan through the construction of the park/plaza and improvements to surrounding 
facilities.  The preferred concept (shown above) help facilitate these initiatives by:

 »Adding a Downtown Destination - Create a major park and plaza destination with features that will attract both 
residents and visitors to Downtown Farmington
 »  Being Attractive and Interesting- Create a park and plaza which provides a variety of amenities and activities that 
offer year round interest for a broad range of users
 »  Being Flexible - Create a park with a series of unique interconnected spaces which are flexible enough to 
accommodate range of community events from daily use to major events
 »  Being Safe and Organized - Enhance safety and visual quality of the park and adjoining areas by improving 
visibility, lighting, and circulation while minimizing the impacts on existing parking 
 » Improving Function and Efficiency - Accommodate existing community events and the proposed park program while 
providing a long term net gain in public parking and improved access for RRC users, local businesses and the adjacent neighborhood

POTENTIAL PARK EVENTS/USES
Existing (and Proposed) Major 
Uses:

 »Dew Days
 »Concert in the Park
 »Movie Night in the Park (On Lawn/Plaza w/ 
Inflatable Screen)
 »Holiday Tree Lighting
 » Farmers Market
 » Live Performances (Music, etc.)
 »Annual Art Exhibition/Festival
 »Beer and Wine Tasting
 » Food Truck/Restaurant Venue (Garage Space)

Existing (and Proposed) Daily 
Uses:

 »Downtown Lunch-Hour Destination
 »A Destination for Children and Parents
 »Outdoor Green Space/Refuge
 »Bike/Trail Amenity Destination
 »RRC Indoor/Outdoor Activity Space
 »Private Event Space
 »RRC, Local Business, and Neighborhood 
Parking
 »Permanent Home for Historic Bell
 » Long Term Art Exhibition

KEY PARK FEATURES
 »  Interactive at-grade splash pad (can be turned off to enlarge plaza space for events)
 » Indoor/outdoor flexible space (Garage Renovation) with picnic table seating and glass 
roll-up doors can host music, food and beverages, art, classes, and more
 »  Interactive art that is visually interesting and physically accessible for climbing, etc.
 »  Prominent location for existing historic bell
 »  Lawn areas with sun and shade for picnicking, performance/movie watching, and 
more
 »  Rentable indoor/outdoor banquet space for private and public events/festivals
 »  Improve parking circulation and efficiency creating 67 total spaces including 6 
handicap accessible spaces, a net gain of 1 space over the existing lot
 »  Screen unattractive alley features using existing trees, tree planting, and planters/pots 
and guide views inward towards planting, art work, splash pad and other park features
 » Enhance safety and visibility by maintaining clear sight lines throughout the park, providing 
additional lighting, and activating the space with users during all ours of operation



FA R M I N G T O N  -  R A M B L I N G  R I V E R  C E N T E R  PA R K / P L A Z A            5 . 1 7 . 2 0 1 7 H O I S I N G TO N  K O E G L E R  G R O U P

P R E F E R R E D  C O N C E P T  -  P H A S I N G  D I A G R A M ,  L I G H T I N G  D I A G R A M ,  A N D  A M E N I T I E S

P OT E N T I A L  A M E N I T I E S  E X A M P L E S

M AT E R I A L S / F E AT U R E S / P L A N T I N G

PA R K / P L A Z A  L I G H T I N GP H A S I N G  D I A G R A M

B I K E  PA R K I N G  A N D  A M E N I T I E S

P L A N T E R S

O U T D O O R  B A N Q U E T  A R E A / PAT I O

PAV I N G  C O LO R / PAT T E R N

I N T E R A C T I V E  A R T / WAT E R  F E AT U R E

S E AT I N G B E N C H E S

P L AY  S C U L P T U R E  /  I N T E R A C T I V E  A R T

S I T E  F U R N I S H I N G S

C A F E  S PA C E  /  G L A S S  G A R A G E  D O O R S H O L I D AY  T R E E  L I G H T I N G

L I G H T I N G  A N D  S A F E T Y

S P L A S H  PA D  /  F O U N TA I N

WAY F I N D I N G / S I G N A G E

PARK/PLAZA 
NEAR TERM

PHASE

PARK/PLAZA 
LONG TERM

PHASE

RAMBLING RIVER CENTER 
BUILDING IMPROVEMENTS

ALLEY/ROADWAY/INFRASTRUCTURE IMPROVEMENTS

ALLEY/ROADWAY/
INFRASTRUCTURE 
IMPROVEMENTS

PARK/PLAZA 
LONG TERM

PHASE



TASK APR MAY JUN JUL AUG SEP OCT NOV DEC JAN
2018 FEB MAR _________/ /_________ SEP

Task 1. Understand Current Conditions

Task 2. Evaluate the Current Comprehensive Plan Chapters

Task 3. Update the Community Vision, Land Use, 
                and Housing Elements

Task 4. Update the Other Plan Elements

Task 5. Prepare the Complete Plan Document

Task 6. Conduct Plan Review and Seek Approvals |_________/ 6 Month Review /_________|

MEETINGS

Planning Commission

City Council  &/or Other City Commission

Community Engagement Opportunity
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Adam Kienberger

From: DEED Media <MNDEED@public.govdelivery.com>
Sent: Thursday, June 15, 2017 9:54 AM
To: Adam Kienberger
Subject: May 2017 Employment

 

For Immediate Release 
June 15, 2017 

Contact: Monte Hanson, 651-259-7149 
 monte.hanson@state.mn.us 

 
Steve Hine, 651-259-7396 

steve.hine@state.mn.us 

 
Unemployment Rate Falls  

to 3.7 Percent in May  
~Minnesota employers eliminate 7,200 jobs~ 

ST. PAUL – Minnesota’s unemployment rate fell to 3.7 percent in May, matching a post-
recession low point last seen in June 2015, according to seasonally adjusted figures released 
today by the Minnesota Department of Employment and Economic Development (DEED). The 
U.S. unemployment rate in May was 4.3 percent. 
 
Minnesota employers eliminated 7,200 jobs in May, after adding 28,200 jobs in the previous 
three months. Over the past year, the state has added 48,068 jobs, a gain of 1.7 percent. 
Jobs nationally are up 1.5 percent over the past year.  
 
“Minnesota is outpacing the nation in job growth, with all 11 major industrial sectors seeing 
gains over the past year,” said DEED Commissioner Shawntera Hardy. “These and other 
indicators point to continued strength in the state labor market.”  
 
Other services led all sectors last month with 2,100 new jobs, following by manufacturing (up 
800) and logging and mining (up 100). Leisure and hospitality held steady.  
 
The following industries lost jobs in May: government (down 2,600), construction (down 
2,600), professional and business services (down 2,100), trade, transportation and utilities 
(down 1,900), financial activities (down 500), information (down 400) and education and 
health services (down 100).  
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Education and health services led all sectors over the past year with 20,225 new jobs. Other 
gains were posted by professional and business services (up 6,200), other services (up 
4,992), construction (up 4,375), government (up 2,841), manufacturing (up 2,776), trade, 
transportation and utilities (up 2,246), financial activities (up 1,700), leisure and hospitality 
(up 1,420), information (up 741) and logging and mining (up 552).  
 
In the Metropolitan Statistical Areas, the following regions gained jobs in the past 12 months: 
Minneapolis-St. Paul MSA (up 2 percent), Rochester MSA (up 1.1 percent), St. Cloud MSA (up 
2.1 percent), Duluth-Superior MSA (up 1.1 percent) and Mankato MSA (up 0.8 percent).  
 
DEED has added a section to its website that examines the unemployment rate by 
demographics (race, age and gender) and looks at alternative measures of 
unemployment.  
 
DEED is the state’s principal economic development agency, promoting business recruitment, 
expansion and retention, workforce development, international trade and community 
development. For more details about the agency and its services, visit the DEED website or 
follow DEED on Twitter.   

  

  Seasonally adjusted  
Not seasonally adjusted  

   

Unemployment 
Rate  May     2017 April 2017 May 2017 May 2016 

Minnesota    3.7 3.8 3.4 3.3 

U.S.    4.3 4.4 4.1 4.5 

Employment  May 2017 April 2017 May ‘16- May ‘17 
Level Change  

May ‘16- May 
‘17 % Change 

Minnesota    2,938,500 2,945,700 48,068 1.7% 

U.S.  146,135,000 145,997,000 2,223,000 1.5% 

  

  

Over The Year Employment Growth By Industry Sector (NSA)  

   OTY Job 
Change  

OTY Growth 
Rate (%)  

U.S. 
OTY             Growth 

Rate (%)  

Total Non-Farm Employment  48,068 1.7 1.5 

Logging and Mining  552 8.7 4.9 

Construction  4,375 3.6 2.8 

Manufacturing  2,776 0.9 0.5 
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Trade, Trans. and Utilities  2,246 0.4 0.5 

Information  741 1.5 -0.7 

Financial Activities  1,700 1.0 2.0 

Prof. and Bus. Services  6,200 1.7 3.1 

Ed. and Health Services  20,225 3.9 2.3 

Leisure and Hospitality  1,420 0.5 2.1 

Other Services  4,992 4.3 1.4 

Government  2,841 0.7 0.4 

   

Metropolitan Statistical Area  OTY Employment 
Change (#, NSA)  

OTY Employment 
Change (%, NSA)  

Minneapolis-St. Paul MN-WI MSA  38,465 2.0% 

Duluth-Superior MN -WI MSA  1,535 1.1% 

Rochester MSA  1,343 1.1% 

St. Cloud MSA  2,255 2.1% 

Mankato MSA  438 0.8% 

  

  

  

  

  

  -30-  

  

  

Upon request, the information in this news release can be made available in alternative 
formats for people with disabilities by contacting the DEED Communications Office at 651-259-7161. 

 
Minnesota Department of Employment and Economic Development 

Communications Office 
Phone 651-259-7149 or 1-800-657-3858 ∙ TTY 1-800-657-3973 

http://mn.gov/deed 
An equal opportunity employer and service provider. 
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Introduction 

 

The key to successful communities is their heart and soul  the unique cultures, landscapes, 
traditions and values that people cherish  and with people themselves taking action to 
enhance and sustain the places they love. Many communities are ready to protect their 
unique character, deeply engage their citizens, and meet the challenges of the 21st Century. 
Economic Development is one of those challenges, and citizens can assist with it by shopping 
locally and creating awareness to other citizens about the businesses within the City.
(Farmington 2030 Comprehensive Plan  Chapter 10: Economic Development Element) 

 

Strategic planning is a key component of economic development. A three-year strategic plan 
is a valuable tool for both elected and appointed officials, as well as staff to provide work 
direction and prioritization of new initiatives.  The following document outlines the EDA
areas of focus for 2016-2018. 

 

Participation 

EDA Members: 

Todd Larson, Chair 

Jeri Jolley, Vice Chair 

Doug Bonar 

Steve Wilson 

Kirk Zeaman 

Adam Kienberger, Executive Director 

Dr. Craig Waldron, Facilitator 
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Mission 

The Economic Development Authority mission is to improve the economic vitality of the city 
of Farmington and to enhance the overall quality of life by creating partnerships, fostering 
employment opportunities, promoting workforce housing, and expanding the tax base 
through development and redevelopment. 

Role of the EDA 

The role of the Farmington EDA is to serve as an advisory board to the City Council on matters 
related to economic development. Through policy development and implementation of new 
and existing tools, the EDA serves as the voice of economic development. 
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Strategic Priorities 

The following five priorities were ranked by the EDA at their strategic planning session and 
are defined below. These priorities will serve as the focus and primary guidance of the EDA 
from 2016-2018. 

Because new opportunities and ideas will arise during this timeframe, these priorities are 
meant to serve as the focus areas of the EDA while allowing flexibility to thoughtfully explore 
other topics deemed important. 

1. Develop tools for promoting growth and development in Farmington. 
 

2. Develop strong incentive policies to ensure proper use of tools. 
 

3. Explore plans for acquiring land for new industrial development. 
 

4. Complete the development of Vermillion River Crossings. 
 

5. Define and utilize the existing or future resources of the EDA. 
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Implementation Strategies 

1. Develop tools for promoting growth and development in Farmington. 
• Identify traditional economic development tools 
• Identify tools that can be unique to Farmington 
• Identify existing resources 
• Identify potential resource partners 
• Recommend tools to City Council 

 
2. Develop strong incentive policies to ensure proper use of tools. 

• Discuss criteria and thresholds desired for individual tools (i.e. job creation, 
wages, etc.) 

• Recommend policies to City Council 
• Allocate necessary resources 
• Promote available tools 

o Website etc. 
 

3. Explore plans for acquiring land for new industrial development. 
• Provide input on the 2040 Comprehensive Plan and land use designations 

o Encourage additional collaboration between advisory bodies 
o Joint meeting(s) with Planning Commission 

• Maintain relationships with local landowners 
• Explore additional ways to facilitate land development 

 
4. Complete the development of Vermillion River Crossings. 

• Maintain relationship with broker/landowners 
• Consider alternate land use options 
• Discuss existing assessments 

 
5. Define and utilize the existing or future resources of the EDA. 

• Do current resources align with desired tools/initiatives? 
• Explore economic development revenue opportunities 
• Joint meeting(s) of the EDA and City Council 
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2016 Work Plan  TBD 

Check in on strategic priorities at each EDA meeting to demonstrate progress or discussion 
needed. 
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