
Wayzata City Council Workshop Meeting Agenda 
Wayzata City Hall Community Room, 600 Rice Street 

Tuesday, April 3, 2018 
 
 

 
 
WORKSHOP TOPIC FOR DISCUSSION: 

  
1. Lake Effect Design Kick-Off (5:30 p.m.) Page 3 
  
2. Quarterly Update of Muni Operations (6:00 p.m. or immediately 

following) 
Page 4 
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City Council 
Mayor Ken Willcox 

Dan Koch 
Johanna McCarthy 

Alex Plechash 
Steven Tyacke 

 
City Manager 

Jeffrey Dahl 

 
600 Rice Street East Wayzata, MN 55391-1734   952-404-5300   city@wayzata.org    www.wayzata.org 

 
 
Date:   March 28, 2018 
 
To:   The Honorable Mayor and Members of the City Council 
 
From:   Jeff Thomson, Director of Planning and Building 
 
Work Shop:   Lake Effect Design Kick-Off 
 
 
Update 
Civitas will be in town from April 3rd to April 5th to kick-off the design process for the 
Lake Effect project. City staff and Civitas will be meeting with Lake Street property 
owners, the technical advisory committee (DNR, Lake Minnetonka Conservation 
District, Minnehaha Creek Watershed District, Met Council, and Hennepin County), 
Three Rivers Park District, BNSF Railroad, as well as the Lake Effect Conservancy. 
The goal of these meetings is to build on the community outreach that was part of the 
schematic design process and gather feedback and ideas that will help inform the 
design process.  
 
Scott Jordan from Civitas will be at the Council workshop to review the design 
validation phase, discuss the main considerations for each project element, and 
receive any Council input, feedback or suggestions that should be considered as the 
design process begins.    
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City Council 
Mayor Ken Willcox 

Dan Koch 
Johanna McCarthy 

Alex Plechash 
Steven Tyacke 

 
City Manager 

Jeffrey Dahl 

 
600 Rice Street East Wayzata, MN 55391-1734   952-404-5300   city@wayzata.org    www.wayzata.org 

 
 
Date:   March 28, 2018 
 
To:   The Honorable Mayor and Members of the City Council 
 
From:   Jeffrey Dahl, City Manager 
 
Work Shop:  Quarterly Update of Muni Operations 
 
 
Update 
The intent of this work shop discussion will be for “Muni” managers to provide a status 
update of the implementation steps mentioned in the 2014 study known as the 
“Delaney Report” and for the Council to provide feedback/questions. 
 
Background 
Late last year, the Council discussed having more regular communications with the 
managers of the “Muni” Operations. As a result, staff suggested meeting in a work 
shop setting on a quarterly basis. The first work shop was December 19, 2017. After 
both Kevin Castellano, Manager of Wayzata Wine and Spirits (WWS), and Jeff 
Pietrini, Manager of Wayzata Bar and Grill (WBG), provided an update of their 
operations over the past year, the Council discussed the status of a marketing study 
that was completed at the beginning of 2015.  
 
Attached to this memo are the WWS and WBG versions of the Delaney Report and a 
status summary from each manager. Also attached are the latest business plans from 
WWS and WBG---these plans are managed by AEM who meets monthly with me, 
Kevin, and Jeff. 
 
Attachments 

1. WWS Delaney Report, dated January 23, 2015   
2. Status Summary from Kevin Castellano, WWS Manager 
3. WWS 2018 Business Plan 
4. WBG Delany Report, dated January 23, 2015 
5. Status Summary from Jeff Pietrini, WBG Manager 
6. WBG 2018 Business Plan 
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Delaney Report Summary For WWS – Year End 2014 

This a very broad summarization to start off with, but the general result of the survey 
indicated that service was very much lacking, selection needed improvement, and 
that the upscale environment was nice, but was taken a bit too seriously and relevant 
signage was needed.   

The broad metrics of the business are good (location/size/convenience, etc), but there 
were many misses that my staff and I have been improving on over the last few years 
which I will go into more detail below. 

Delaney also performed a SWOT (strengths/weaknesses/threats/opportunities) analysis 
as well, which list many bullet points in each of the above 4 areas.  A lot has changed in 
the market since this last study, but in my opinion it can all be boiled down to the bullet 
points in the SWOT study.  I would like to review those bullet points in detail at the 
meeting as there are too many to list them all here, and more easily discussed. 

The study did also touch on some unknowingly illegal pricing strategies going on in the 
store, poor signage for pricing and product.  Marketing misses included infrequent 
tastings, and an overall lack in customer service. 

I did not find the ‘mystery shopper’ section of the study useful or very relevant, but by 
and large they touched on several very large misses/opportunities for the store in the 
remainder of the study that I very much agreed with when I was starting in 2015 as I am 
from the area and have been a customer myself.  I went to work on several of the 
bullet points right away. 

Some of the more notable items included:  

Strengths: 

 New, very nice facility.  Accessible.  Profits are a known asset to the city 
 Desireable higher ratio of wine sales 

 
Weaknesses: 
 Management with little focus on service, product knowledge, or marketing 

knowledge 
 Lack of merchandising/pricing strategy (implemented) 
 Lack of customer service and training program (implemented) 
 Lack of marketing strategy (email and text club implemented, aggressive sales 

and on trend product mix) 

Opportunities: 

 Selection: I agreed with the study that selection is one of the things that should 
differentiate us from competition.  I have worked hard to make sure that our 
selection mix of our inventory is relevant to sales, as well as improving selection in 
the right pricepoints 
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 Signage: I have implemented new promotional signage, improved wayfinding 
signage, added more categories, and made price tags and signage more clear 
to shoppers.  The store was too focused on their upscale appearance, and was 
lacking any marketing to customers. 

 Delivery program review 
 More…… 

 
Threats 
 Possible changes to the labor model (implemented) 
 Competition 

 
I’d like to review the analysis grid from the report verbally at our council discussion to 
avoid a rambling report as there are several more items that I have not touched on 
here in regards to improved store operations from a financial and personnel 
perspective.   
 
Business Plan Review 2016 – 2017 
 
I plan to have the hard copy of the business plan at the discussion, and will try not to 
overlap too much on the above, so a few condensed notes:   
 
Some items have remained static as ongoing items for improvement and review, so I will 
focus on items that we have made the most progress on. 
 
 Text Club:  Implemented this year.  Hard to measure success/results exactly, but 

as this is pretty inexpensive I am happy with the results.  Featuring a mix of 
products with a weekly message to focus on events, new products, etc.  Staff 
confirms that customers do come in asking about the mentioned items.  I’d like 
to add to this bullet point as well that we have reintroduced our email program 
with over 1400 subscribers.  The above Delaney report mentioned that we were 
struggling then with only 295 subscribed.  Text club is up to 140+ 

 In store events: Much needed item that has seen vast improvement over the last 
18 months or so.  Regular events every weekend.  Good mix of wine/beer/spirits 
events, also advertised in store with other items on our huge chalkboard at the 
tasting bar.  Also labor free as these are vendor staffed events 

 Sunday Sales: Though we have not cycled through 12 months yet to measure 
comps, it remains worthwhile to be open.  It is our slowest day of the week, but 
does have enough traffic to make it worthwhile.  Labor costs are covered, and it 
is a defensive move concerning increased competition.  Continued monitoring 
on budget impact as percentages 

 Evaluate 2nd store location: Lots of variables here, as cost of product would 
greatly improve, but has not yet been considered for serious discussion.  
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Ref # Strategic 
Objective

Measurement Strategy/Initiative
Action Items

Notes Due Date

1.00 Text Club
# of customers  
signed up

Tracking the number of people signed up for the 
Text Club. Open

1.04 1/10/18:  Over 150 people signed up to date. 6/1/2018

2.00 In‐Store Events Monthly Sales

Mixed approach of vendor staffed events, our staff 
hosting events, focusing on more variety of wine 
and craft beers. Open

2.03
Currently having beer and wine tastings (1 each 
week).

2/14/18: This is a good promotion.  Lisa owns this and 
determine the schedule. 4/1/2018

3.00 Marketing Monthly Sales

Identify marketing strategies to get awareness of 
the WWS into the community to drive traffic and 
sales. Open

3.05
Promotional Mailer (seasonal). 2/14/18:  1st weekend in March this will go out, prior 

to Easter. 4/1/18
5.00 Sunday Sales Monthly Sales Sunday liquor sales in effect July 2, 2017. Open

5.01
Monitor Sunday sales impact to staffing, schedules 
and sales.  

2/14/18:  Still offering deliveries on Sun, it's very 
quiet day. 4/1/2018

6.00
2nd Store 
Analysis

Analysis on a possible second Wayzata Municipal 
Liquor Store. Open

6.01
Evaluate the cost benefit of a 2nd WWS location. 11/9:  Revist in the Spring of 2018 as community 

growth and develoment continues. 4/1/2018

8.00

Build 
relationship 
with Hotel 
Landing

Build a relationship with the concierge at the Hotel 
Landing to promote recommendations for the 
Muni Open

8.01

1/10/18:  For both the WWS & WBG, see if 
introduction can be made with concierge so that they 
are familiar with the muni, as an option to suggest to 
guests. 2/1/2018

9.00 Wine Club

Determine if there is an interest level and a 
process that would make a Wine Club a 
promotional sales option. Open

2018 Muni Business Plan
Wayzata Wine & Spirits

Kevin Castellano
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2/14/18:  Determine and develop a ay to roll out a 
Wine Club program.  Customers would sign up and 
pay to reeive a wine club item.  What is the interset 
level of customers for this type of program? 5/1/2018
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Delaney Report Update for Bar and Grill 
 

The format I will use to provide this update will be to reference specifics cited in the Delaney Report 
starting on page 8 under the Risk/Opportunity heading. 

 

1. Cross promoting with Wine and Spirits. 

We have done a number of wine tasting events over the past three years sponsored by the Wine 
and Spirits side and held in the Bar and Grill.  No noticeable benefit was realized for either side 
and the program was abandoned.  Opportunities still exist to cross promote, but from an 
operations standpoint it is clear that many of our diners shop at the Wine and Spirits very 
frequently. 

2. Training and Development 

We have completely overhauled our training program and have implemented standardized 
customer service expectations.  We have taken training elements from some of the leading 
corporate restaurants and customized them to our location.  We now have a much more 
balanced and professional demeanor across the board when interacting with our guests.  

3. Brunch/Breakfast Offering 

We researched this possibility in depth and determined that this would be an option if the 
following conditions were addressed:  A) We would need to update our equipment.  Breakfast 
is largely prepared on griddles as opposed to broilers and fryers which we currently use.             
B) Expanding exhaust and ventilation.  If we added more griddle space, it would have to be 
vented according to safety standards.  This would require structural modification and significant 
expense. C) We would need to expand our cold holding areas (coolers and freezers).  They are 
already beyond capacity to store the items for regular business. A minimum of 50% more cold 
holding space would be required and doubling the space would be ideal.  The consultants likely 
overlooked these necessities when making this recommendation. 

4. Create a condensed late night menu. 

 This was a great recommendation and was implemented in 2015 and continues to be successful. 

5. Reduce menu size and improve quality. 

The menu had been reduced by 30%, but has grown slightly from initial reduction.  Quality and 
consistency were the main focus for our team from day one.  We have dramatically improved in 
both areas and we are continually sampling new products and recipes on an ongoing basis.  We 
have worked with numerous distributors and providers to procure the best possible items and 
ingredients and a tremendous amount of effort has gone into ensuring freshness and 
consistency.  The feedback from the community has been overwhelmingly in favor of this effort. 
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6. Delivery 

We considered the viability of delivery and significant concerns over maintaining freshness could 
not be overcome.  While pizzas travel well, most other food does not and the potential for doing 
more harm than good by attempting delivery loomed large.  We decided instead to improve our 
carry out business by updating our carry out containers to better protect the quality of food.  
Consumers have different expectations when carrying out.  They accept that their fries will be 
cooled by the time they get home, but consumers who receive delivery expect quality very 
similar to dining in. 

7. Seasonal Menus 

Another great recommendation and we do have seasonal specials which have been 
implemented and embraced by our guests.  We are looking at expanding these types of specials 
starting this spring and believe it will be a popular choice among customers. 

8. Promotion and Marketing 

We have utilized many different marketing ideas to reach not only area residents, but residents 
in adjacent communities as well.  We have purchased radio spots whenever Wayzata High 
School team sports have been in any of the state tournaments, we have advertised in Lake 
Minnetonka Magazine, The Sun Post and City Pages.  We have done direct mailers and been in 
the Shop, Dine, Live Magazine.  Our text club has grown in popularity.  We try to focus on 
trackable formats so we can examine return on investment, but this is not always viable with 
sources such as radio spots.  We also promote ourselves by participating in fundraising events 
when they impact our community or adjacent communities.  

 

Other Observations 

 

1.  Page 2 (THREATS) 

New competition has emerged and we have seen MORE than 3 restaurants opened and based 
on our improvements, our top line sales continue to grow. 

Demand for locally sourced items has not proven to be a relevant concern.  While this is a 
trendy way to promote a business, it is not a necessity. 

Our customer base has shown more diversity over the last few years.  Our commitment to 
quality and freshness has translated into broader customer appeal. 

Parking has obviously become an asset as opposed to a liability. 

2.  Page 2 (WEAKNESSES) 

Pricing has been adjusted to be competitive based on comparison shopping.   

Kitchen hourly wage has increased to reflect industry standards. 
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In summary, the Delaney Report made some relevant and impactful suggestions which were 
implemented and have seen successful results.  Some of the ideas suggested a lack of understanding 
about operational and logistical challenges which would preclude execution without major remodeling 
and enhancement. 

Management and Muni staff feel that the potential for new business and continued growth would be 
enhanced with an update and expansion of the outdoor seating area.  The warm weather season brings 
many new visitors to the area and having the premiere patio in the area would really set us apart.  We 
currently can seat 40 guests outside and often that is not enough for our customers.  The space exists to 
double that capacity and that opportunity should not go unconsidered. 

2017 was a banner year for the Muni and 2018 is shaping up to be better still.  Sales continue to grow 
and our reputation for quality food at an affordable price with great service continues to grow as well.  
We believe in fundamentals.  Gimmicks and trends are exactly that.  They change and eventually the 
novelty wears off.  Great food, professional service and welcoming atmosphere never go out of style. 

 

 

04-03-2018 CC WORKSHOP PACKET 
Page 35 of 37



Ref # Strategic Objective Measurement Strategy/Initiative
Action Items

Notes Due Date

2.00 Text Club # of customers 
signed up

Track customer enrollment in text 
club texts.

Open

2.03 Tracking Signups (goal 205) 1/10/18:  Have probably close to 100 people signed up.  Will 
look to have new check presenters added for promotion.  

4/30/2018

2.04 Sales Promotions and Specials sent via 
Text Club

1/10/18:  January & February use text club to promote specials.
2/14/18:  Mon & Tues tasks scheduled for next week.

4/30/2018

5.00 Marketing Plan Sales 2017 marketing plan Open
5.01 Mailers to new customers beyond 

the existing range of current 
customers.

9/20:  Jeff P met with marketing person yesterday re: mailers.  
Plan to review in November, planning for a January and 
February mailing to address south and east of the lake.
2/14/18:  Review markeitng options with suppliers, consider 
fliers in Cub Foods magazine.

2/28/2018

6.00 Dinner Menu Sales Open
6.02 New Menu Items 1/10/18:  New menu with new items.  2 updated recipes.  New 

wing recipe.  New giant pretzel with sauces.  New spinich dip 
(made from scratch).

3/1/18

10.00 Restaurant 
Enhancements

Continuing to improve the look and 
appeal of the restaurant.

Open

10.01 Patio Cover 9/20:  Jeff P has looked at options for a patio covering, which 
will allow for additional weeks/months of patio use.  Upgrade 
estimate would be $70K.  Looking to include Patio in the CIP 
discussions next week.
10/11:  Bid came back $150 for patio cover, does not cover cost 
for fence and fireplace; will follow up with sales person.  Jeff D 
will share pricing with council.
11/9:  Continue to review ideas, options and determine how to 
identify ROI.
2/14/18:  Updated CIP going to council in April.  Need to be 
ready to share update and info by that April meeting.

4/1/18

2018 Muni Business Plan
Wayzata Bar & Grill

Jeff Pietrini
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10.02 Refreshing Interior 2/14/18:  Looking for a designer to come in and give ideas and a 
plan to make the dining room more unique to dining and not so 
much a bar feel.

6/1/18

11.00
Build relationship 
with Hotel Landing

Build a relationship with the 
concierge at the Hotel Landing to 
promote recommendations for the 
Muni Open

11.01

1/10/18:  For both the WWS & WBG, see if introduction can be 
made with concierge so that they are familiar with the muni, as 
an option to suggest to guests. 2/1/2018
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