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Two of the greatest strengths of America
are the cultural diversity and the
opportunities that afford everyone the

chance to start and grow a business.  No other
country in the world provides these
opportunities the way America does, which
encourages entrepreneurial risk taking.  From
our initial entrepreneurial leaders, such as Ben
Franklin, Thomas Jefferson, Lewis and Clark
to James J. Hill, John David Rockefeller,
Henry Ford, Donald Trump, Mary Kay, Bill
Gates, Oprah and millions of other bright and

capable business leaders, they have all sought
the freedom, responsibilities, challenges and
the rewards of starting their own business.
Today, whether it is an Internet company like
E-Bay, an industry service company, real estate
development or retailing, America offers greater
opportunities than ever before.  Many people
are immigrating to the U.S. just for the entrepre-
neurial opportunities that are unique to America.

Minnesota has a plethora of opportunities for
entrepreneurs, with an increasing diversity that 

F e a t u r eReal Estate Communication and
the Great American Melting Pot

by Tim Hilger, Diversified Acquisitions, Inc.

Location: Highway 41 & Pioneer Trail,
Chaska, MN

Opened: June 1997

Owner: Aurora Investments, LLC

Leasing Agent: Luigi Bernardi, Aurora
Investments, LLC (952) 831-5002

Architect: KKE Architects, Inc.

Construction Contractor: Kraus-Anderson
Companies and Benson-Orth Associates, Inc.

GLA: 145,658 square feet with the opening of
Phase 4

Current Occupancy: 100%

# of Stores: 29 plus 12 more with Phase 4

Anchor Tenants: Rainbow Foods, Home
Depot, Ridgeview Medical Clinic

Market Area Served: Chaska, Chanhassen 
and Victoria

Construction Style: Concrete block, steel 
and brick

Additional Facts/Narrative: Phase 4 of
Chaska Commons will break ground in July.
This is a 23,064 square foot retail addition on
the highly visible corner of Pioneer Trail and
Highway 41, featuring a beautiful courtyard
with a fountain. Chaska Commons is located
across the street from a Super Target.  Other
tenants include: Caribou Coffee, Culvers,
Sylvan Learning Center, Planet Beach, Post
Net, Great Clips, Movie Gallery, Golf
Unlimited, Papa Johns, GNC, Clean N Press,
Aurora Wines & Spirits, First National Bank of
Chaska, Beadville USA, Nextel, H&R Block
and Royal Treatment.

S n a p s h o tChaska Commons



opens doors to a broadening array of
business startups and expansions.
Immigrants come from Asia Pacific, China,
Russia, India, Mexico, Caribbean, Central
and South America, Middle East, Africa
and other global regions.  In turn, this
realizes more interaction with Minnesota
real estate professionals and these new and
expanding business leaders.  Consider the
numerous new and expanding food concepts
from restaurants, ethnic grocery stores, and
“deli” or take out food services to other
retail businesses, such as apparel and
personal care.  In many instances these new
business owners do not speak and under-
stand American English or are “English
challenged” with English as their second or
third language.  Therefore, we real estate
professionals need to have an appreciation
of these communication challenges and
learn to communicate effectively with our
non-English speaking clients and prospects.

We should slow our speech, articulate
carefully, and avoid common American
English slang and idioms, which can create
confusion and misunderstandings.  Carefully
explain what is meant or included with the
common terms of our industry.  Do not
assume that the other person understands.
From our perspective, they may be nodding
or verbally agreeing with what you are
saying, but from their cultural background
they may merely be expressing that they
hear you, or not want to reveal their lack of
understanding, or not wish to imply any
disrespect to you and what you are saying.
If you have ever traveled abroad and did
not speak the language of the country you
visited, imagine discussing lease terms and
conditions with someone.  Now, put
yourself in the shoes of the new immigrant
to this country.

Sometimes a prospect may not fully under-
stand the usual definition of words and terms,
but they grasp the direct monetary meaning
when costs are mentioned.  For example,
instead of breaking out the various cost
components, base rent, operating costs, etc.
in the initial discussions, give them the
estimated gross monthly and annual rent
due the landlord and briefly identify what
other costs and expenses are additional,
such as utilities.  What many prospects are
seeking is an estimated cost of occupancy
and they calculate that into whatever
business model they are planning.

Language can be a major barrier that needs
the assistance of a fluent translator, but even
that does not always ease the communication
process.  A local landlord and landlord
broker were negotiating a lease for a
Chinese restaurant in a shopping center.  To
facilitate the transaction, the landlord hired
a Chinese-speaking professor from a local
university to translate.  This did help,
however, the translator and the restaurant
operator spoke different dialects of Chinese.
(So be prepared to be creative, but patient.)
The landlord completed the transaction, the
broker was paid and the restaurant is
successfully operating today.

In a real estate transaction, the leasing
professional and the person who will be
managing the property should try to work as
an effective team to transition the non-
English speaking prospect into a new client/
tenant.  The leasing pro can work the deal
and the management person can make sure
that the client/tenant is not abandoned the
moment the lease is executed.  The leasing
and management professionals, and any
other participants in the transaction (lawyer,
accountant, developer etc.), can assist in
minimizing misunderstandings going into
transaction and after the lease is executed.

When real estate professionals think of con-
tinuing education, we should all seriously
consider learning another language.  As
America continues to diversify, the future will
reward those of us who have an effective
working knowledge of additional languages.�

2004 Legislative Recap
The 2004 Legislative Session will be
remembered for what did not happen.  The
legislature failed to balance the budget,
pass a bonding bill and amend the sexual
predators laws, all of which were priorities
at the beginning of session.  The following
issue updates were among MSCA’s 2004
legislative priorities, and note that there
was no significant legislative activity
regarding local government fees. 

Commercial Industrial Taxes
The Senate tax bill changed the statewide
business property tax structure from a fixed
dollar amount adjusted for inflation to a tax
rate fixed at the pay 2002 level.  This would
have increased commercial-industrial
property taxes by $74.2 million payable in
2005 and $116 million payable in 2006.  

The Senate bill also eliminated the phase-out
of limited market value for homes, cabins
and farms.  Without phase-out of the limited
market value, businesses would have paid
an additional $84.5 million in 2003.

The House tax bill did not contain either of
these provisions.  Since the Senate and
House could not agree on a tax bill, neither
of these provisions prevailed.

Transportation Funding
MSCA and the Minnesota Transportation
Coalition focused on the 2004 bonding bill
(state’s borrowing bill) in an effort to dedicate
25% of the approximately $800 million
bonding bill to transportation projects.

The House easily passed its bonding
proposal.  However, Senate was never able to
secure enough Republican support to pass the
bill, and the session adjourned without
adopting it.  

Land Use
A Coalition of businesses proposed several
significant changes to land use law, of which
two passed that contain important changes.

A new law (Chapter 178) places new
controls on fees charged by municipalities
regarding real estate development and park
dedications.  This law requires that fees
must have a nexus to the actual cost
incurred by the municipality and that the
municipality must provide an explanation
of the basis for its fees. 

A second new law (Chapter 258) limits a
municipality’s authority to extend
moratoriums by placing a limit of 120 days
on extensions when final approval by
another federal, state or metropolitan agency
has not been completed at least 30 days
before the expiration of the moratorium, and
up to 12 months if the municipality did not
have an adopted comprehensive plan when
the interim ordinance was adopted.  This
law also grants landowners the right to
reinstitute a nonconforming use that was
destroyed by fire or other peril.

In conclusion, MSCA defended the property
tax reform enacted in 2001 from significant
changes proposed by the Senate.  MSCA
also successfully participated in the Coalition
that made some important changes to
Minnesota’s land use law.  Unfortunately, the
Transportation Coalition was unsuccessful in
securing additional transportation funds
through the bonding bill. �
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Electricity Costs
Electricity costs are expected to be up 3.5%
during the summer months from the same time
last year.  Electrical supplies in general are
expected to be adequate, but regional shortages
are possible, particularly in California.
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What began as a small direct-mail
company in Sandpoint, Idaho in
1984 has become a recognized

national retailer of women’s apparel and related
accessories sold through catalogs, over the
Internet and in a rapidly growing number of
retail stores.  The first catalog was an 18-page
mailer distributed to a customer file of about
2,000 names.  During fiscal 2003, they mailed
117.8 million catalogs.  

The first test stores opened in November 1999,
marking the transition from direct marketing to
a retail store-based business model.  38% of the
total net sales generated in the fiscal 2003 were
from retail store business.  Coldwater recently
completed the testing of two attractive store
models that are set for national rollout.  Their
core new store model, consists of 5,000 to 6,000
square feet. They are also introducing a smaller
store model of 3,000 to 4,000 square feet
designed to access smaller markets and to
increase their presence in larger metropolitan
markets.  In the Twin Cities, there are currently

two stores located at Rosedale Center and the
Shoppes at Arbor Lakes.

Over the next several years, they will pursue
their goal of opening 400 to 500 stores in key
markets across the country.  As of January
2004, they operated 66 full-line retail stores, 25
of which were opened in 2003, as well as two
resort stores and 16 merchandise clearance
outlet stores in 51 markets.  The company
plans to open 45 stores in 2004.  

The company went public in 1997 and
currently trades under the symbol CWTR.
www.coldwatercreek.com �

R e t a i l e r  P r o f i l eColdwater Creek, Inc.
by Lisa Diehl, McDonald’s Corporation

J u l yMember News
Garrison Joins KKE
Christopher Garrison, AIA, joins KKE
Architects, Inc. as a senior design associate
with their Retail Team. In his new position, he
will be responsible for providing retail design
leadership in collaboration with other retail
market leaders across KKE’s offices.

Griffin Lists Timber Lodge
Griffin Companies has listed for sale as
sale/leaseback investments five Timber Lodge
Steakhouse restaurant units.  Three are located
in the Twin Cities, one in Eau Claire, Wisconsin
and one in Appleton, Wisconsin.  The units can
be purchased as a package or individually.  

Baja Fresh Arrives
The first Minnesota Baja Fresh restaurant
opened June 29 at Riverdale Village.  The 
3,500 sf upscale Mexican Grill features a
bright, clean and energetic atmosphere that

reflects their uncompromising “no microwaves,
no can openers, no freezers, no lard,  no msg”
philosophy.  Architectural Consortium LLC
provided architectural services from design
through construction documents.

RSP Names New Senior Associates
Tina Cox, Mary Deeg, Tom Kouri, Derek
McCallum, Marc Partridge, Mark Strousland,
Cheri Welch and MSCA member Bill Wittrock
have been named as senior associates for 
RSP Architects. 

‘Eat at Louies Habit’
Construction has started on ‘Eat at Louie’s
Habit’, a new concept designed by KKE
Architects, Inc.  The 2,000 sf gourmet sandwich
shop is located in the former Breadsmith space
in Colonial Square Shopping Center in Wayzata.
The restaurant will accommodate 50 people
along with outdoor patio dining.  A late summer
opening is anticipated.                                 �

Press releases are printed based
upon availability of space and
relevance to the local market.
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●  Nash Finch announces the closing of 21
stores, including several Econo Foods (two
in Rochester, MN) Sun Mart stores, the
entire Buy ‘N’ Save and Avanza chains.
The closings should be completed by the
end of Nash Finch’s second quarter.  The
grocer’s retail stores’ same store sales for
the first quarter were down 10.9%.

●  Kmart and Martha Stewart announced
the extension of their exclusive contract to
merchandise Martha’s Kmart products until
2009.  They also resolved their percentage
sales dispute mentioned in previous Tidbit
articles.

● Dairy Queen is modifying its approach
with its D.Q. franchisees, urging them to
move more aggressively into its Chill &
Grill concept emphasizing hot food.  The
franchisees have not responded robustly to
the new idea.  So, the parent company is
redesigning and merging the traditional D.Q.
concept with the Orange Julius concept.

●  The chain of Children’s Place Retail
Stores is in talks to purchase the 335-store
Disney store chain.  Included, is a long-term
license agreement that keeps the name.

●  Kmart announced that is selling at 
least 24 stores to Home Depot for $365
million.  Home Depot is growing its store
base, not just in store count, but also via
international expansion that will include
Asia in the near future. 

●  Eddie Bauer is on the block.  Its
bankrupt parent The Spiegel Group has
asked its financial advisors to solicit
parties that may be interested in acquiring
the specialty apparel retailer.

●  GNC, vitamin and nutritional-
supplement retailer, is going public.  The
5,000-store chain, including more than
1,300 franchise locations, filed for an
initial public offering of up to $345 
million in common stock.

●  JCPenney said it received the green
light from U.S. Federal Trade Commission
to sell its Eckerd drug stores.  

●  Ikea is set to open at the Mall of
America on July 14, 2004.  www.ikea.com

●  Marble Slab Creamery, Inc., a chain of
design-it-yourself ice cream stores based
out of Houston, is breaking into the Twin
Cities market in a move that will set up a
clash with the cone-customization rival,
Cold Stone Creamery.  Marble Slab
hopes to open three or four stores in the
Twin Cities over the next five years.  Cold
Stone currently has 19 locations.  

●  Costco Wholesale Corporation will
pay out its first-ever quarterly dividend.

●  Borders Books & Music signage has
taken on an added dimension.  The chain is
testing digital signage in 12 locations, with
the content displayed on 42-inch plasma
screens located throughout each store.

●  The search engine company, Google,
Inc. has announced its plans to go public.
The company has more than 200 million
searches a day.  Google’s competition
includes:  Froogle, Yahoo, and GoTo, now
owned by Yahoo.  

●  Wendy’s is expanding a test of a drive-
thru-only concept that has no dining room
but features a full menu, and is preparing
to open one of the new units near its
headquarters this summer. 

●  The long awaited vote is in.  The
Metropolitan Airports Commission voted
in June the approval to negotiate individual
contracts for 17 groups of concessions
ranging from bookstores and gift shops to
restaurants and bars. 

●  Simon Property Group, North
America’s largest shopping mall owner,
announced it is buying Chelsea Property
Group for $37.5 billion.  Simon is a 27.5
stake owner in the Mall of America and
also owns Maplewood Mall and Miller Hill
Mall in Duluth.

●  Sun Life Financial, based in Wellesley
Hills, Mass., announced that it purchased
the 61,000 sf Leisure Lane Shopping
Center in Edina from an entity called
Leisure Lane Partners.  The center was
built in 1972 and is 100 percent leased to
19 different tenants including a Bruegger’s
Bagels.                                          �

Around the MarketplaceRetail Tidbits
compiled by Tim Hilger, Diversified Acquisitions, Inc.

May Purchases Marshall Field’s

May Department Stores has agreed to
purchase Marshall Field’s for $3.24
billion, which should be completed this
summer.  Along with 62 Marshall
Field’s Department Stores, May is also
purchasing nine Mervyn’s stores in the
Midwest, including those in the Twin
Cities.  May will close all nine
Mervyn’s and the future of these stores
in unclear.  Target will retain the
remaining approximate 257 Mervyn’s
stores and will seek other buyers. May
also said that Marshall Field’s will
retain its headquarters here in
Minneapolis and there are no planned
closings of the department stores and
the Marshall Field’s name will be
retained.  May operates 438 department
stores under the well-known names of
Lord & Taylor, Filene’s, Hecht’s, May
Robinson and others.  

With the purchase of Marshall Field’s,
May Department Store becomes the
number one department store chain
based on number of stores in the U.S.,
in place of Federated Department
Stores.  As a result, the investment and
retail communities are speculating that
Dillard’s Department Stores, with 328
stores, will now be “in play”, as well as
JCPenney and other chains, for
acquisition consideration by Federated.
The Dillard family controls about 7% of
Dillard’s common stock and 99.4% of
the class B voting shares.  In spite of
uneven earnings at the Little Rock
headquarters, a “hostile take-over” of
Dillard’s is unlikely.

Search Me
www.freetranslations.com
www.factfinder.census.gov

www.demography.state.mn.us
www.mnplan.state.mn.us



Twin Cities Retail Trade Area
According to an article in the Star Tribune, retail
leasing and development in the U.S. is hotter than
ever.  Minnesota ranks 43rd out of 50 states with
approximately 14 – 18 sf of retail per person.
Connecticut ranks #1 with approximately 28 sf per
person.  Iowa and North Dakota have approximately
16 sf per person.  However, Delaware, Florida
Nevada and Arizona all average approximately 
26 – 28 sf per person.                                        

msca news 2004 www.msca-online.com5

ACI Asphalt Contractors, Inc.
American Engineering Testing, Inc.
Aspen Waste Systems, Inc.
Associated Bank
The Avalon Group
Barry Brottlund / Insite Commercial 

Real Estate
Benson-Orth Associates, Inc.
Bremer Bank, N.A.
BTO Development Corporation
The Business Journal
Capps Companies, Inc.
CBL & Associates / Burnsville Center
C-D Products, Inc.
Chesapeake Companies NLP Group
Continental Development Corporation
CSM Corporation
Dorsey & Whitney
CD Warehouse
Dunkley and Bennett, P.A.
Exeter Realty Company
Faegre & Benson LLP
The Flanary Group, Inc.
Grootwassink-Hotzler Real Estate, Inc.
H.J. Development, L.L.P.
Heritage Property Investment Trust
Inland Commercial Property 

Management
Itasca Funding Group, Inc.
J.L. Sullivan Construction, Inc.
Jones Lang LaSalle / Rosedale Center
KKE Architects, Inc.
L.J. Melody & Company
Landform
Larkin, Hoffman, Daly & Lindgren, Ltd.

LaSalle Bank
Leonard, Street and Deinard
M & I Bank
Madison Marquette
MainStreet Real Estate Advisors, LLC
Mardell Partners, Inc.
Marketplace Management, Inc.
Master Development
McCaffery Interests, Inc./Block e
McComb Group, Ltd.
Minnesota Roadways
NorthMarq Capital, Inc.
Oppidan, Inc.
Parsinen Kaplan Levy 

Rosberg & Gotlieb
Pfeffer Company, Inc.
RLK-Kuusisto Ltd.
Robert Muir Company
Ridgedale Center
RSM McGladrey, Inc.
Ryan Companies US, Inc.
Stahl Construction Company
Stonewood Properties
Suntide Commercial Realty
TCF National Bank Minnesota
Trans Alarm, Inc.
U.S. Bank
United Properties
Walker Roofing Co., Inc.
Weis Builders, Inc.
Welsh Companies, LLC
Westwood Professional Services, Inc.
Winthrop & Weinstine, P.A.
Witcher Construction Company

S p o n s o r s2004 Golf Hole Sponsors

ACACIA Real Estate Group, LLC
Acme Comedy Company
Adolfson & Peterson Construction
Allied Blacktop Company
Arby’s/Sbarro
Architectural Consortium LLC
Arthur Murray Studio
Aspen Waste Systems
Barb Wolfe Glass
Barna, Guzy & Steffen, Ltd.
The Beard Group, Inc.
Becker Furniture World
Breadsmith
C.F. Haglin & Sons
Cafe Latte
Carbon Collaborative, Inc.
Caribou Coffee Company
CB Richard Ellis
Chanhassen Dinner Theatres
Contractor Property Developers 

Company
CSM Corporation

DLR Group
Eagle Mortgage Solutions
Evans Marketing
Gabbert & Beck, Inc.
Glimcher Properties/Northtown Mall
Great Clips, Inc.
The Guthrie Theater
Haskell’s
Herberger’s
Highland Bank
Holiday Companies
HOM Furniture
Illusion Theater
Kallberg, Phil
KKE Architects, Inc.
Kraus-Anderson Companies
Landform
Leonard, Street and Deinard
Madison Marquette
McDonald’s Corporation
Messerli & Kramer, P.A.
Minnesota Orchestra

Minnesota Timberwolves
Minnesota Twins Ball Club
Minnesota Vikings 
Minnetonka Boat Club & Rental
MN Lath and Plaster Bureau
Morrison, Fenske & Sund, P.A.
New Reflections Aveda Spa
Olson General Contractors
Outdoor Environments, Inc.
Peterson Brothers Roofing
QCumbers
Robert Muir Company
Rockler Companies Incorporated
RSP Architects
Schultz Maintenance
Science Museum of Minnesota
Sheraton Bloomington Hotel
Signcrafters
Snips SpaSalon
Specialty Systems
St. Paul Chamber Orchestra
St. Paul Saints

Stages Theatre Company
Sun Country Airlines
Superior Striping, Inc.
Theatre de la Jeune Lune
Timberlodge Steakhouse
Towle Financial Services
Treasure Island Casino
Trugreen Landcare
Twin City Grill
Twin City Outdoor Services, Inc.
United Properties
Upper Midwest Management 

Corporation
Urban Associates
VEE Entertainment Corporation
VSI Construction, Inc.
The Wall Companies 
Weis Builders, Inc.
Wellspring
Wild Mountain Recreation

S p e c i a l  T h a n k s  Auction and Prize Donors
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C o m m i t t e e  P r o f i l eGolf Committee

Pictured:
Matt Alexander, Contractor Property Developers Company
Kevin Conway
Bill Flanary, The Flanary Group
Chris Hussman, Aspen Waste Systems, Inc.
Natina James, KKE Architects, Inc.
Steve Johnson, VSI Construction, Inc.
Bob Lucius, RSP Architects
Kent Larson, Weis Builders, Inc.
Tom Madsen, Benson-Orth Associates, Inc.
Dan Miller, Eagle Mortgage Solutions/Jupiter Investments
Tom Moran, Olson General Contracting, Inc.
Bob Pounds, Welsh Companies, LLC
Luann Sawochka, Rochon Corporation

ALEXANDER CONWAY FLANARY HUSSMAN

MADSEN MILLER POUNDS MORAN

JAMES JOHNSON

SAWOCHKA LUCIUSLARSON

College of Business
VIP070104

The University of St. Thomas does not discriminate on the basis of
race, color, creed, religion, national origin, sex, age, marital status,

sexual orientation or disability in its programs and activities.

A 14-Week Program
for Emerging 
Retail Leaders
Wednesday evenings, 6 to 9 p.m.
September 8 through 
December 15, 2004
Minneapolis Campus

Mini Master 
of Retail 
Excellence
Mini Master Series

Roberta
Bonoff,

president 
of Creative
Kidstuff, will

be the
featured

speaker in this
program.

www.stthomas.edu/execprofdev
(keyword: retail)

The Golf Committee, chaired by Matt
Alexander and Chris Hussman, are
responsible for coordinating the

MSCA’s highest attended event, the annual
MSCA Golf Tournament.  This committee’s
goals include streamlining the sign up

process, increasing the number of golfers,
escalating the quality and quantity of
prizes and auction items, soliciting
members to sponsor holes, developing an
intra-net web page, and enhancing
marketing and advertising efforts for this

event.  This is an excellent opportunity for
members to have FUN and CONTRIBUTE
monies through auctions, raffles and
contests to benefit the MSCA’s charity, The
Caring Tree.    �

The Caring Tree…
The Caring Tree promotes educational success for
Minnesota’s K-12 students in need by ensuring that they
have the appropriate school supplies.  In Minnesota, there
are over 110,000 children who live at or below the poverty
level that cannot afford basic necessities.  The Caring Tree
believes that no child should ever have to experience the
humiliation of not having school supplies due to financial
challenges.  On the behalf
of children throughout the
state, The Caring Tree 
thanks you for 
supporting our cause!
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Volunteers - We couldn’t 
have done it without you!!
Wendy Aaserud, Madison Marquette;
Molly Bird, United Properties; 
Martha Capps, Capps Companies, Inc.;
Lisa Chubb, Glimcher Properties; 
Tom Heuer, Aspen Waste Systems; 
Anita Johnson, A.J. Commercial; 
Mary Kalka, RSP Architects; 
Elizabeth Lee, The Wall Companies;
Stefanie Meyer, United Properties; 
Heather Nelson, Madison Marquette;
Tawnya Riggs, Park Midwest; 
Mike Sims, United Properties; 
David Stradtman, SuperValu Inc.; 
Tina Wachowiak, Park Midwest;
Jesseka Zellmer, Upland Real Estate Group

WINNERS 
Overall – Gold Course
1st place - Kim Nyberg, Kevin Dahl, Scott 

Schmidt, Dan Cook

2nd place – John Pazahanick, Greg 
McDonald, Bob Lucius, John Danen

Proximity – John Fassbinder
Longest Putt – Sara Stafford
Longest Drive (Women) – Stefanie Meyer
Longest Drive (Men) – Dan Hughes

Overall – Platinum Course
1st place – Jim Morrison, Jay Moore, Paul 

Tucci, David Stradtman

2nd place – Matt Alexander, Tom Martin,
Dick Grones, Roger Lenahan

Proximity (tie) – Kevin Campion/Jim Morrison
Longest Putt – Tom Martin 
Longest Drive (Men) – Jay Moore
Longest Drive (Women) – Jenny Lenhart

Golf Recap
We were blessed with beautiful weather for
the 13th annual MSCA Golf Tournament
held on June 21st.  This year was our best
tournament to date with 280 real estate
professionals enjoying a day of golf and net-
working with other MSCA members and
their clients to raise funds for a great cause.
The Caring Tree, founded by MSCA in 1993,
promotes educational success for Minnesota’s
K-12 students in need by ensuring that
they have the appropriate school supplies. 

The Golf and Community Enhancement
Committees put a lot of time and effort
into preparations for the event and auction
items.  In addition, many volunteers
offered their time to help make the event a
success.  Park Midwest Commercial Real
Estate sponsored the boxed lunches, and
Messerli and Kramer sponsored the lunch
beverages.  66 companies sponsored holes,
14 of which hosted raffle drawings, or
offered food and beverages.

Play was swift on the course and golfers
returned for door prizes, social hour and
silent auction around 5:30 p.m.  During the
dinner, David Stradtman, 2004 Caring Tree

President thanked the crowd for their
ongoing support for The Caring Tree.
Mike Sims returned for his third year as
live auctioneer and entertained the crowd
while soliciting many generous offers from
good-humored bidders.

The Key Raffle was successful this year,
raising $1500.  Martha Capps purchased
the key that opened up the prize box
containing two roundtrip tickets on Sun
Country Airlines and a one-week stay at a
condo in Colorado, donated by Kraus-
Anderson Companies, Sun Country
Airlines and The Wall Companies.    

All together, the putting contest, hole
sponsor raffles, key raffle, online, silent
and live auctions, and as well as donations
from the event and skins winners raised a
record total of $15,000 for The Caring
Tree, outshining last year’s total of $10,000.

Everyone who took part in this event
should be proud to know that their
generosity benefited a worthy cause – we
all look forward to next year’s event being
even more successful.

A special thank you goes out to all the com-
mittee members and volunteers who gave
their time and expertise in making this great
event possible.  A job well done! �

Online Auction Raises $1,545 for The Caring Tree!

The first Caring Tree online auction, in conjunction with the MSCA Golf Tournament,
successfully raised $1,545.  48 bids were placed on eight items during the two-day
online auction.  Special thanks to Eagle Mortgage Solutions for donating staff time to
create and host the online auction! Each bid placed gave the bidder a chance to be
entered to win a $250 Shopping Spree.  The raffle drawing was held at the June 21st
Golf Tournament, and Daniel Miller’s name was selected.  Well done!

Congratulations to the following Online Auction Winners!

Daniel Miller - Weber Gas Grill, donated by Schultz Maintenance 

Tom Martin - Minnesota Twins Tickets, donated by Barna, Guzy Steffen, Ltd. 

Mary Auldrich - Odyssey 2-ball Putter, donated by Robert Muir Company 

Kelly Doran - Spa Package, donated by Snips SpaSalon 

Darcy Winter - Guthrie Theater Tickets, donated by The Guthrie Theater 

Rich Byrne - Outdoor Fireplace, donated by Signcrafters 

Rich Byrne - Snow Blower, donated by Twin City Outdoor Services

Daniel Miller - Dream Date, VSI Construction, Inc. 

2004 Schedule of  Events
Our monthly program meeting date 
is the first Wednesday of the month
(with the exception September and
December).  All meetings will be held
at 8:00 a.m. (registration at 7:30 a.m.)
at the Sheraton Bloomington Hotel
unless otherwise noted or publicized
before the program.  Program topics
and location are subject to change.

August  4 – Retail Focus

September 8 – MSCA/ICSC Retail
Real Estate Forum

October 6 – Mall Focus

November 3 (Afternoon) – Annual
Retail Real Estate Report

December 7 (Tuesday Evening) –
Year End Ceremonies/STARR
Awards/Holiday Party
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13th Annual MSCA Golf Tournament
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Can you use your knowledge to help your
customers buy?  Can you use your training
to make your job easier and to improve
your productivity by solving some of the
challenges you face over and over again?
These were some of the pointed questions
that were asked at the June program by
local motivational speaker Thomas
Winninger, founder of the Winninger
Institute for Market Strategy.  Winninger
shared his key tips for defining the success
of your business, and refining and
nurturing its uniqueness in the marketplace.

Winninger explained that one must define
their category authority or value in the
marketplace.  By defining a position that
only you have in a category, an area in
which you take the number one position,
you outline your uniqueness to your
customers.  Winninger offers the example
of Kodak, who does not just sell film.
Kodak’s category authority is capturing
life’s magic moments, for a slightly higher
price than other film companies.  

Generally, about 17% of customers are
considered premium customers, who are
loyal to you and your company and know
the value of your product and service.

They are not interested in shopping around
for the lowest price or a different model
because they are confident in you.  Another
27% of your customers do not seek a
relationship, but instead desire the lowest
price, and base their purchase decisions on
cost alone.  The remaining 56% of your
customers consist of the uninformed
customer, who do not know how to buy.
They don’t know what to expect or what to
ask for, because they have not been taught.
If you can educate your customer about why
they need your product or service and how
they would benefit, your business will grow.

How can you reach the uninformed
majority?  To answer this question you
must turn to your premium customers,
your best buyers and develop a buying
model, based on the benefits of the
products and services that attract and keep
your best customers loyal to you.  

Some of the examples of poor customer
service included the grocery checkouts
where they have the “Less than 10 Items”
checkouts.  Winninger noted, “All they do
is encourage the shopper to purchase fewer
items so they are able to get out of the store
faster, which discourages the shoppers from
purchasing more items.”  Another client,
Hilton International, had customer survey
cards in the rooms.  He said, “the only
people you are going to hear from are the
people who have negative comments and
not the positive feedback.”

Winninger suggests that rather than
looking at what goals or objectives you
would like to accomplish in the next three
years, build a 36-month competitive plan.
Also, block your sales day, then cluster.
For example package your daily telephone
calls or emails rather than constantly
answering them.  Identify monthly

business growth
targets.  Focus on
sales progress not
just productivity.
Maintain sales
momentum.
Surround yourself
with self-directed
sales people. 

Whether it is in
sales, construction, or providing a service,
the lessons learned are applicable in our
everyday relationships.  Winninger
challenged the attendees to apply the
concepts presented to grow their business,
become stronger and more effective, and to
get more yes’.

If you missed the program or for more
information about Tom Winninger, log
onto www.winninger.com. �

Sell Easy!

In Tom’s recent Sell Easy book he lists
ten suggestions to selling easy.  If you
follow the techniques he has practiced
over the years and outlined in his book,
the key items to remember are:

Identify your category authority.

Develop a buying model of your best
customers.

Manage your time well.

Discover the needs and wants of your
customers by asking the right questions.

Sell the value (benefits) of your product
or service as it relates to your
customer’s greatest needs.

Prepare and practice functional
responses to common put-offs and
customer indecision.

Give your customers three choices:
you, you, and you.

Offset price objections by showing the
difference between price and cost.

Realize reluctance is an inherent
element of the buying cycle.

Relax.  Closing is a natural conclusion
to a well-structured sales presentation.

Thomas Winninger and Tony Pasko

Great MSCA program attendance

June Professional Showcase
Featured Dotronix, a leader in the design
of monitors with high-quality images.

P r o g r a m  R e c a pGet Smart on Retail Real Estate
by Lisa Diehl, McDonald’s Corporation



An Emerald Evening

Mark your Calendars: Saturday, 
October 9 for “An Emerald Evening”

Minnesota Commercial Real Estate
Women (MNCREW) is partnering with
Fairview Foundation and Fairview
Health Services Auxiliary to produce
this spectacular event at the
Minneapolis Hilton and Towers.
Proceeds will go toward the creation of
a Family Resource Center at Fairview-
University Children’s Hospital –
Riverside Campus.  The proposed
center will provide a serene
empowering learning environment for
families of seriously ill children.
Tickets start at $150 with table and
sponsor opportunities available.  
For more information, please call 
Judy Olsson, Fairview Foundation, 
612/672-2704.                                  
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The ICSC Convention was located at the Las
Vegas Convention Center where the Trade
Expo and Leasing Mall functions were held
and the adjoining Hilton Hotel, which held
educational sessions.

The usual group of developers and retailers
were kept extremely busy on Monday and
Tuesday at the Leasing Mall due to
approximately 36,000 attending the
convention a 6,000-person increase over
last year.  The Trade Expo contained a
large group of service and material
providers to the retail industry.  I found an
interesting computer hardware/software
provider by the name of Keyhole, which
provides aerial photography.  

Many educational sessions were offered on
various aspects of the retail industry.  

●  Power: Prepare, Overcome and Win
Every Round. Guest speaker Sugar Ray
Leonard told stories and his philosophy
that guided him to tremendous success
inside and out of the ring.

●  Lifestyle Centers. Descriptions of the
latest developments within shopping
centers were given with focus on future
trends in lifestyle centers.

●  Women in Real Estate. A panel of
women executives who shattered the
provincial glass ceiling shared their secrets
for success.

●  Capital Markets Perceptive. Industry
trends, consolidations, expansions as well
as year-end projections were presented on
a variety of national and regional retailers.

●  The New Playing Field. A lively debate
on the value of good design.

●  The Lowe’s Success Story. Guest
speakers Robert L Tillman, Chairman and
CEO of Lowe’s Home Center told how
Lowe’s has risen from a single hardware
store to a Fortune 100 Company.

●  Tackling the Big Issues in Open Air
Centers. A discussion of key issues of
filling big boxes, the case for fixed CAM,
buying and selling in today’s market and
lease clauses we love to hate.

●  Doing Business with Minority Owned
Businesses. A hugely untapped resource,
minority owned businesses, represent a
growing and important component of
professional service delivery in the real
estate marketplace.  

Steve Wynn, casino mogul and developer of
Treasurer Island, Mirage and Bellagio is at it
again with Wynn Las Vegas, a resort under
construction opening April 2005.  The 50-
story development will have 2,800 rooms, a
95,000 sf casino, 18 restaurants, 200,000 sf
of convention center space, 77,500 sf of retail
space and Ferrari and Maserati dealerships.
Located on Las Vegas Boulevard across from
the Fashion Show Mall, this development is a
must see in 2005. �

ICSC 2004 Spring Convention
by Terry R. Smith, TRS Commercial Real Estate Inc.

What’s the largest retail center
between Denver and
Minneapolis?  If you guessed

Sioux Falls, South Dakota, you’d be right.
Approximately one-fifth of the area’s labor
force is employed in retailing, with over
3,228 retail stores and 150 chain
restaurants located in the metropolitan
area, according to the Sioux Falls
Development Foundation.  Conservative
estimates place the retail trade area at
350,000 consumers, although some gauge
it to be closer to 500,000 people over a 
75-mile area. Home to the region’s largest
shopping mall, The Empire and Empire
East, the mall attracts over 10 million
visitors a year.   A Coldwater Creek store
will open here in August.

This year’s excitement focuses on the
revitalization of the downtown area.  It has
taken 10 years to connect the main
downtown street, Phillips, to Falls Park,
according to Ron Nelson, Bender
Commercial Real Estate Services.  While
the project is scheduled for completion this
fall, the results already include a vibrant
urban area featuring loft apartments,
restaurants, entertainment venues and
specialty boutiques. 

Suburban communities surrounding Sioux
Falls are experiencing high growth due to
job availability in the city.  Retail interest is
high this year, with more than a dozen strip
malls under development or construction.
The east, west and south sectors appear to
be showing the strongest retail growth,
following the new housing patterns.  Strong
residential growth on the east side is
helping to spur retail along the Tenth Street
corridor, which is currently undergoing a
significant amount of development.  

Other happenings in the market include
rumors that Old Navy and David’s Bridal
are coming to town.  Similarly, many fast-
casual and fine dining restaurant chains are
said to be evaluating the market and
making site visits.  A new lifestyle center
has allegedly been announced by Noddle
Development of Omaha, Nebraska,
planned for the intersection of I-90 and 29,
however it has not been confirmed at this
time.  A new Walgreens store on the corner
of 26th and Sycamore Avenue is the fourth
location in Sioux Falls.  A new 160,000 sf
Menards on East Tenth Street opened in
April and is the second Menards in town.
By all accounts, retail is red-hot this year
in Sioux Falls.                                       �

M a r k e t  U p d a t eSioux Falls, South Dakota
by Betty Ewens, Kraus-Anderson Companies
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Title: President

Occupation:
Commercial Real
Estate Broker

Company: North Lake Properties, Inc.

Primary Career Focus: Retail
Development, Acquisitions and Sec 1031
Exchanges

Hometown: Anoka, Minnesota

Family: Three daughters, two
grandchildren

Hobbies: Travel, boating, politics

Job History: Broker since 1963, in
commercial investment real estate since
1968, CCIM since 1971 

Very First Job: Janitor at Montgomery

Ward, Movie Projectionist and
Groundskeeper at Starlite Drive-In Theatre

Dream Job: Current position, but with
better tech-computer skills

Secret Talent: Lumberjack

Favorite Foods: Wild raspberries, natural
vanilla ice cream

MSCA Involvement: Program Committee 

M e m b e r  P r o f i l e
Wayne L. Johnson, CCIM, SEC

CB Richard Ellis
Industry Focus: To serve as advisors to
our clients, seek long-term relationships,
and deliver scalable, integrated services
when and where they are needed worldwide.

Company Vision: To be the trusted advisor to
owners and occupiers of commercial property.

“MSCA fills a local void by providing
quality programs and networking
opportunities in the retail real estate
industry.”  Whitney Peyton

Cuningham Group
Architecture, P.A.

Industry Focus: To provide architecture,
interior design, urban design and planning
and landscape architecture services.

Company Vision: To create memorable
Architecture that enriches our clients and
communities by partnering with clients to
realize their visions through the design of
the built environment.

“No other local organization brings
together the caliber of professionals and
decision-makers that meet at MSCA on a
monthly basis.”  Dave Solner

Gray Plant Mooty
Industry Focus: Provide legal services to
a diverse group of clients with interests in
shopping centers. 

Company Vision: Quality service,
personal relationships, trust and confidence,
which build successful relationships.

“MSCA allows us to monitor trends and
challenges unique to shopping centers and
provides resources and contacts for us to
help our clients meet those challenges.”
Charles Wilson

Messerli & Kramer, P.A.
Industry Focus: Legal services to
organizations and individuals owning,
financing and managing retail property.

Company Vision: Where relationships
and results go hand-in-hand.

“We value our association with MSCA,
because it provides networking access to
peers in the commercial real estate market
and enables us to better understand
industry trends and market conditions.”
Paul Anderson

North American Properties, Inc.
Industry Focus: To respond to the growth
of emerging markets and remain committed
to creating the best places to shop, live and
work.

Company Vision: To develop a wide array
of properties that effectively meet the needs
of our clients and the communities they serve.

“MSCA provides an excellent forum for
interacting and networking with industry
leaders in Minnesota.” Jay Scott

RLK-Kuusisto Ltd.
Industry Focus: Site design and approval of
commercial/retail multi-use developments.

Company Vision: Creating extraordinary
communities.

“MSCA brings together the complete team
of developers, design professionals and
construction experts.  It is a great
opportunity to network, stay abreast of
industry trends and align ourselves with
industry advocates.”  John Dietrich

RSP Architects
Industry Focus: Provide a full range of
planning, architectural, and interior design
services for retail stores and malls,
restaurants and mixed-use commercial
destinations.

Company Vision: To render visionary
retail design solutions real every day.

“MSCA provides us with excellent
opportunities to exchange ideas with the
movers and shakers in the local retail
industry.”  Bob Lucius

Witcher Construction Company
Industry Focus: Construction of retail,
non-profit and housing projects.

Company Vision: To provide excellence
in construction services warranting the
highest degree of public confidence while
maintaining a professional, safe, and
friendly environment.

“We value the network of MSCA
members, the information shared between
all members and the community service all
members facilitate.  Douglas Marquart

T h a n k  Y o u !Featured Corporate Sponsors



REMINDER
Deadline August 13th

STARR Awards Call for Nominations

Minnesota Shopping Center Association
8120 Penn Avenue South, Suite 555
Bloomington, MN 55431

Congratulations to Finance and Commerce Real
Estate Thursday Raffle Winner, Arlene Gasper of
Madison Marquette, a guest at the MSCA Golf
Tournament!  The prize, valued at $1,872, is a four-
week ad schedule in Finance and Commerce REAL
ESTATE Thursday. Arlene’s ad will reach over 10,000
commercial real estate professionals each week.

The donation was given as a show of support for
MSCA and The Caring Tree from Finance and
Commerce, whose Real Estate Thursday issue is the
only weekly newspaper in the metro dedicated to
serving commercial real estate professionals.

For more information contact:
Ron Levitus

Ad Director
Finance and Commerce Real Estate Thursday

(612) 584-1535


