
  
OFFICE OF THE CITY CLERK             
 
 

COUNCIL MINUTES 
 
 
September 20, 2012 
 
 
The City Council of the City of Mesa met in a Study Session in the lower level meeting room of the 
Council Chambers, 57 East 1st Street, on September 20, 2012 at 7:33 a.m. 
 
 
COUNCIL PRESENT 

 
 
COUNCIL ABSENT 

 
 
OFFICERS PRESENT 

   
Scott Smith Scott Somers Christopher Brady 
Alex Finter  Debbie Spinner 
Christopher Glover  Linda Crocker 
Dina Higgins   
Dennis Kavanaugh   
Dave Richins   
   
 
 (Mayor Smith excused Vice Mayor Somers from the entire meeting.) 
 
1. Review items on the agenda for the September 24, 2012 Regular Council meeting. 
 
 All of the items on the agenda were reviewed among Council and staff and the following was 

noted: 
 
 Conflict of interest: None  
 
 Items removed from the consent agenda: None 
 
2-a. Hear a presentation, discuss and provide direction on the La Mesita development project. 
 
 Environmental and Sustainability Deputy Director Scott Bouchie displayed a PowerPoint 

presentation (See Attachment 1) and provided a brief update of the La Mesita development, 
which is a low-income housing tax credit project. He explained that by October 18, 2012, the 
developer must submit to the Arizona Department of Housing (ADOH) its draft equity closing 
documents, as well as the civil engineering and building permits in order for construction to 
commence by November 1st.  

 
 Mr. Bouchie offered a short synopsis of the “deal points” of the Development Agreement 

associated with the project (See Page 4 of Attachment 1) and noted that La Mesita must meet 
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all of ADOH’s requirements. He also commented that the City was in the process of awarding 
30 project-based housing vouchers for the La Mesita development project. 

 
Mr. Bouchie further remarked that the parties have entered into 20-year Loan Agreement, 
wherein the City will loan $500,000 (0% interest) to La Mesita, with full payment due at the end 
of Year 20.       
 
Mayor Smith clarified that there were many “moving parts” to this project and emphasized that 
the City’s $500,000 loan to La Mesita was simply one of those components.    
 
Mr. Bouchie responded that La Mesita has already purchased the property from the City of 
Mesa and added that there are other loans associated with the development of the site. He 
reiterated that the Development Agreement and the Loan Agreement are the two documents 
associated with the City of Mesa and merely “a piece” of the entire project. 
 
Mr. Bouchie stated that staff was seeking Council approval of the following items: 1.) The 
Development Agreement and Loan Agreement; 2.) Delegating authority to the City Manager to 
modify the documents; and 3.) Reserving the right, if substantial changes to the documents 
occur between the September 24, 2012 Council meeting (when the Council adopts resolutions 
related to the two agreements (items 4b and 4c)) and October 18th, that such modifications 
would be brought back to the Council for their review and consideration.    
 
City Manager Christopher Brady thanked Mr. Bouchie and staff for their efforts and hard work in 
this regard. 
 
Discussion ensued relative to the fact that staff encountered certain legal issues with respect to 
the City’s transfer of the property to La Mesita, but such matters have been resolved.  
 
Mayor Smith expressed appreciation to Mr. Bouchie for the presentation. 
 

2-b. Hear a presentation and discuss an update on the Strategic Branding Review process for the 
Arizona Museum for Youth. 

 
 Arizona Museum for Youth (AMY) Administrator Sunnee O’Rork recognized various Arts and 

Culture staff and members of the Arizona Museum for Youth Friends (AMYF) Board of Directors 
who were present in the audience. 

 
 Ms. O’Rork displayed a PowerPoint presentation (See Attachment 2) and reported that staff is 

currently halfway through the strategic branding review process for AMY. She explained that 
AMY, which was founded in 1978, is the original children’s museum focused on art not only in 
Arizona, but also in the country. She pointed out that there is confusion with respect to what 
AMY actually offers to the public, which is one of the primary reasons for conducting the 
strategic branding review process. (See Page 2 of Attachment 2) 

 
 Ms. O’Rork briefly highlighted the three phases of the branding review process, as well as the 

consultants associated with each phase. (See Page 3 of Attachment 2)  
 

Ms. O’Rork advised that although the research revealed that AMY could maintain the status 
quo, there are challenges/obstacles with respect to growth as it relates to the misinformation 
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concerning what AMY is as an institution. She noted that AMY engages children of all ages and 
remarked that 78% of the adults participate with the children at the museum. Ms. O’Rork added 
that the top three reasons that the public visits AMY include its exhibitions, Artville and ArtZone.  
 
Ms. O’Rork said that the research also revealed that AMY’s visitors experience cultural 
engagement, creative passion that connects with their childhood roots, and pass on such 
creativity and culture to their children. She noted, in addition, that these individuals also visit 
other museums, libraries and live performances. She further remarked that AMY attracts 
“curious and creative families who love to learn together.” 
 
Ms. O’Rork commented that because staff recognizes the importance of the iMesa initiative and 
“Building a Better Mesa,” AMY is positioning its transformation to a “creative family” destination. 
She also noted that AMY is placing itself in the national spotlight by becoming a national 
museum of imagination and creativity. 
 
Ms. O’Rork stated that the PowerPoint presentation includes numerous interview comments 
from AMY’s visitors, which the Council can peruse at their leisure. (See Pages 8 through 10 of 
Attachment 2) She explained that what sets AMY apart from other children’s museums is its 
high level of engagement with adults and the fact that it inspires imagination, supports creativity, 
innovative ideas and self-expression. She added that many of AMY’s exhibitions (i.e., NASA-50 
Years of Exploration, Extreme Pets) utilize the creative arts to explore science and technology.  
 
Ms. O’Rork remarked that the research further revealed that AMY’s target market is the 
“creative family”, including “Ultra-Parents” who have a strong primary motivation for visiting 
museums.  She pointed out that AMY’s current ethnic participation is very “white” and stressed 
the importance of developing/expanding the Hispanic market of “creative families.” 
 
Discussion ensued relative to examples of a “creative family” (See Page 14 of Attachment 2); 
AMY’s brand strategic objectives (See Page 15 of Attachment 2); that John Willie, owner of 
Creative Engine, has been chosen from a Request for Proposals (RFP) to work on Phase II of 
the strategic branding in order to align such branding with what is presented inside the museum; 
that Mr. Willie utilized crowdSPRING, a global design resource for logos, graphic design and 
naming; that approximately 600 designs were submitted with respect to AMY; that staff is 
currently in the process of narrowing down the number of submissions; and that staff will also 
solicit Council input in this regard.  
 
Ms. O’Rork reviewed the next steps in the process (See Page 18 of Attachment 2) and indicated 
that staff recently spoke with Steve Carr, the Phase III consultant, who will assist staff and the 
AMYF Board of Directors in developing a marketing, communications and social media 
campaign.  She explained that it was necessary to create criteria in order to meet the new brand 
promise and added that in early 2013, staff will conduct a press conference at the museum to 
unveil the new name and brand. Ms. O’Rork added that between May 26 and June 22, 2013, 
the museum will be closed so that minor renovations can be performed, in anticipation of a 
grand reopening in June 2013. 
 
Ms. O’Rork concluded her presentation by briefly highlighting what is anticipated with the “AMY 
2.0” expanded experience (See Page 20 of Attachment 2) which includes, but is not limited to: 
focusing on art, imagination, design, science and technology; supporting creativity; and 
redesigning ArtZone and ArtVille.        
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Councilmember Finter remarked that he was excited with the recent renovations and updates to 
AMY. He also thanked Ms. O’Rork and her staff for implementing innovative processes and 
“thinking outside the box” to ensure AMY’s ongoing success. 
 
Councilmember Richins noted that he and his family are frequent “customers” of the museum. 
He stated that he was hopeful that the new brand awareness would capture the attention of 
local families who were not previously aware of AMY’s existence. 
 
Councilmember Kavanaugh commented that museums are constantly in a state of change and 
searching for an audience, and noted that facilities that stay static will be closed. He also stated 
the opinion that staff’s ongoing efforts with respect to the strategic branding review process at 
AMY are exceptional. 
 
Ms. O’Rork acknowledged Councilmember Glover for currently serving on the AMYF Board of 
Directors.  
 
Mayor Smith thanked Ms. O’Rork for the presentation.  

 
3. Acknowledge receipt of minutes of various boards and committees. 
 
 3-a. Parks and Recreation Advisory Board meeting held July 11, 2012. 
 
 It was moved by Councilwoman Higgins, seconded by Councilmember Glover, that receipt of 

the above-listed minutes be acknowledged. 
 
 Mayor Smith declared the motion carried unanimously by those present.   
  
4. Hear reports on meetings and/or conferences attended. 
  

Councilmember Glover: District 4 Building Stronger Neighborhood Program Kickoff; 
Benedictine University VIP Reception 

 
Mayor Smith: Mesa United Way Kickoff Luncheon  

  
5. Scheduling of meetings and general information. 
 

This item was continued to a future Study Session.  
 
6. Items from citizens present. 
 
 There were no items from citizens present. 
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7. Adjournment. 
 

Without objection, the Study Session adjourned at 8:21 a.m.   
 
 

________________________________ 
                  SCOTT SMITH, MAYOR 

 
ATTEST: 
 
 
_______________________________ 
LINDA CROCKER, CITY CLERK 
 
 
I hereby certify that the foregoing minutes are a true and correct copy of the minutes of the Study 
Session of the City Council of Mesa, Arizona, held on the 20th day of September, 2012.   I further certify 
that the meeting was duly called and held and that a quorum was present. 
         
 
 
    ___________________________________ 
          LINDA CROCKER, CITY CLERK 
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