
AGENDA 

CALL TO ORDER:  Roll Call for the meeting, determine whether a quorum is present; determine whether the 
meeting has been properly noticed. 

APPROVAL OF MINUTES:  Motion to waive the reading of the minutes of the last meeting(s) in lieu of printed 
copies and approve the same. 

1. Previous Meeting Minutes 

DISCUSSION AND ACTION ITEMS 

2. Consider approval of a conditional use permit for Grandma's Ice Cream for 2026. 
3. Consider approval of contract payment with Chrome Fireworks & Displays, LLC for City 

Fireworks for June 27, 2026. 
4. Consider modernizing community engagement by transitioning to Digital-First Activity 

Guides and sponsorship options. 

APPROVAL OF BILLS 

5. Monthly Bills 

MONTHLY BUDGET REPORT 

6. Budget Report 
7. Recreation Director's Report 
8. WSRC Coordinator's Report 
9. Park Board President's Report 

REPORTS, REQUESTS, CONCERNS:  No action will be taken on any matter originating under this item. 

SET NEXT MEETING DATE:  Fourth Monday of the Month, April 27th, 2026. 

ADJOURNMENT 

Posted this 19th day of March, 2026 by 4:30 PM. 
Copy to the official newspaper the Richland Observer. 

PLEASE NOTE:  That upon reasonable notice, a minimum of 24 hours in advance, efforts will be made to 
accommodate the needs of disabled individuals through appropriate aids and services. For additional information 
or to request this service contact Ashley Oliphant, City Administrator at 450 S. Main St., Richland Center, WI. 
53581 or call 608-647-3466. Notice is hereby given that the council members who are not members of this 
committee may attend this meeting so as to constitute a quorum of the city council.  Any such council member 
attendance will be for information gathering, discussion, and/or related purposes and will not result in the direct 
decision making by the city council at the committee meeting. The City of Richland Center is an equal opportunity 
employer, provider, and lender. 
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MINUTES 
CALL TO ORDER:  Meeting was called to order at 5:01pm by President Elliott, and a quorum was present; the meeting 
had been properly noticed. 
 

ROLL CALL: Park Board members: Pat Elliott, Kathryn Lewandowski, Allicia Woodhouse, Brad Wegner, Larry Hallett, City 
Council Rep- Doug Martyniuk, County Board Rep- Chad Cosgrove, Director- Jodi Mieden. 
 

APPROVAL OF MINUTES: Motion by Hallett to waive the reading of the minutes of the last meeting(s) in lieu of printed 
copies and approve the same after edits, 2nd by Cosgrove. 
 

DISCUSSION AND ACTION ITEMS: 
2. Consider approval of discount pool passes for the Brewer Public Library. Motion to approve a 50% discount on 
pool passes for the Brewer Public Library by Lewandowski, 2nd by Woodhouse. 
3. Consider approval of the Meal Site Rental Agreement 2027-28. Updates made to the contract: Dates changed to 
January 1st, 2027 – December 31st, 2028. Start time adjusted to 7:45am to account for milk delivery. After discussion 
about current economy and long lines at the food pantry, a motion was made to approve the Meal Site Rental 
Agreement 2027-28 as presented by Wegner, 2nd by Martyniuk. 
4.  Consider approval of Junior Volleyball League Sanctioned Recreation Group for 2026. Hornet Summer Volleyball is 
a current Sanctioned Recreation Group for summer women’s league. They would like to offer 4th-8th grade girls the 
chance to participate in a Junior League. Richland Center athletes will participate in one practice per week and three 
Saturday tournaments, hosting one. Home tournament on April 25th plans for seven courts used. Fees charged according 
to the Recreation Fee Policy. Motion to approve Hornet Summer Junior League Volleyball by Hallett, 2nd by Martyniuk. 
 

APPROVAL OF BILLS: After some questions on Utilities, motion made by Cosgrove to approve the monthly bills. 2nd by 
Lewandowski. Mieden will follow up for next meeting. 
 

MONTHLY BUDGET REPORT: Mieden provided revenues for January 26-February 22, 2025 vs 2026. 
 

RECREATION REPORT: Parks/Grounds: Public Works team has been cleaning out brush and down trees from the 
riverbanks near the KP/NP footbridge to Hwy 80 bridge and under. All graveled areas, including the Rotary trail, 
campsite roads and pads, and all walking trails will be graveled. As weather permits, they will finish the dugout project 
on fields 5 & 6. Meyer bathrooms were out of order for 2 weeks due to a broken check valve under the pumps causing 
the pump to constantly run, overheat and melt PVC piping. Wertz replaced the PVC and Wastewater Utility will fix the 
check valve and fix the bigger issue once it warms up. Community Center: Has been booked solid and our front door 
handle was torn off and fixed right away. Recreation: Jena is creating the Rec Activity guide, and we are planning new 
events for the year. I am working with RSD to do a Bike Bus to school on May 27th to kick off Bike Week. The RSD-RC 
Facility Use Agreement was approved at Council 2/3/26 and School Board 2/11/26. WPRA Conference provided good 
information for guiding future funding, AI for workflow, and programming. We are looking at going digital with our 
Activity Guides this fall and beyond. We will still send a detailed flyer out to the schools with a link to register and offer 
to print the camp section if requested, as well as increased social/web posting and participant emails. My plan is to use 
the savings to transition our Sportsman’s registration software from the desktop version, that will soon be obsolete, to 
the Web version. Plans to transition some of the horseshoe pits to concrete cornhole and a ladder game are in the 
works. Pool: As weather permits, the concession sump project and the splash pad shade and concrete project will begin. 
Neuman is scheduled May 20th - 21st. Upon inspection of the river and slide pits, the plugs have come loose but are held 
together by a rope, so we won’t require help to fish them out. Will look at new plugs for the end of season. Plans the 
Lazy River 50 as well as a Dive-in Movie and Luau on August 28th for passholders. 
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WSRC REPORT: Diamond Jo Casino trip on March 26th has 20 people registered. $100.00 in coffee money for the month. 
The Gentle Chair Yoga group has about 12 people each week. It is a great way to socialize while getting some good 
exercise. Movie Thursdays are especially popular when TRHC Community Coffee Club is here and Our House serves 
breakfast. The Richland Area Senior Citizen Potluck group continues to be a good way to get more Seniors in the WSRC. 
 

PARK BOARD PRESIDENT REPORT: Nothing to report.  
 

REPORTS, REQUESTS, CONCERNS: Wegner inquired about the wheelchair swing and discussed inclusive locations. 
Members are concerned with going digital with Activity guides and would like more information on the pros and cons. 
Lewandowski expressed concerns about the bridge on 2nd St needing attention. There are holes in the boards that 
become a safety issue, and the retaining wall could use some work. Woodhouse mentioned the need for NO 
SKATEBOARDS OR BIKES signage on the new cornhole project as they would resemble a skate park opportunity. 
 

SET NEXT MEETING DATE: 4th Monday of the Month, March 23rd, 2026, at 5:00pm. 
 

ADJOURNMENT: Motion to Adjourn by Hallett. 2nd by Wegner. 
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Agenda Item: Consider approval of a conditional use permit for Grandma's Ice Cream for 2026. 
 

Committee Review: Park Board 
 

Meeting Date: March 23rd, 2026 
 

Requested by: Jodi Mieden- Recreation Director 
 

Background: Nancy Schoepp of Grandma’s Ice Cream has been selling ice cream in the parks for youth events since 

2017. This permit allows: 

Owner- Nancy Schoepp – Grandma’s Ice Cream 
 480 S. Cairns Ave., Richland Center, WI 53581 

Phone: 608-647-2752 

 

Permission by the Park Board to sell Ice Cream in all City Parks for the 2026 Season under the following 

restrictions / requirements:  

- Both parties will work with the Parks and Recreation Director if any changes or extra needs are 
necessary. 

- Must obtain a peddler’s license from the city posted in the vehicle at all times. 
- Selling times are from Sunrise until 9pm Monday-Sunday. 
- No concession / Ice Cream can be sold around the Outdoor swimming pool area  
(Area includes from 7th Street to 8th Street and in front of the pool at Orange Street) 

- Must not sell in the parks during Thunder fest-RC Independence Days unless paying for extra 
permit costs. 

 
Department Recommendation: Recommendation to approve Conditional Use Permit for 2026. 
 
 
 

 
Requested Action:  
 

PARK BOARD:  Approve conditional use permit for Grandma's Ice Cream for 2026. 

 

CITY OF RICHLAND CENTER - AGENDA ITEM DATA SHEET 
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1050 North Orange St., Richland Center, WI 53581 

Phone (608) 647-8108 ext. 7 

 

Contract/Permit with Grandma’s Ice Cream. 
 

This permit allows: 
Owner- Nancy Schoepp – Grandma’s Ice Cream 
 480 S. Cairns Ave., Richland Center, WI 53581 

Phone: 608-647-2752 
 
Permission by the Park Board to sell Ice Cream in all City Parks for the 2026 Season 
under the following restrictions / requirements:  
 
- Both parties will work with the Parks and Recreation Director if any changes or 

extra needs are necessary. 
- Must obtain a peddler’s license from the city posted in the vehicle at all times. 
- Selling times are from Sunrise until 9pm Monday-Sunday. 
- No concession / Ice Cream can be sold around the Outdoor swimming pool area  
(Area includes from 7th Street to 8th Street and in front of the pool at Orange Street) 
- Must not sell in the parks during Thunder fest-RC Independence Days unless 

paying for extra permit costs. 
 

**THE PARK BELONGS TO ALL OF US.  HELP TAKE CARE OF IT** 
 
I have read and understand all the above information and will comply with all rules and 
regulations. 
 
 
 
_________________________________  _________________________ 
Business Owner/Representative   Date 
 
 
_________________________________  _________________________ 
Park Board - President                 Date 
 
 
________________________________  __________________________ 
Parks & Recreation Director                 Date 
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Agenda Item: Consider approval of contract payment with Chrome Fireworks & Displays, LLC for City Fireworks for 
June 27, 2026. 
 

Committee Review: Park Board 
 

Meeting Date: March 23rd, 2026 
 

Requested by: Jodi Mieden- Recreation Director 
 

Background: 2026 Chrome fireworks contract was approved at council in July of 2025 to ensure that we could get 

the firework show pricing tariff free (30-45% less cost). The payment was not available for approval at that time.  

Department Recommendation:  
Approve Chrome Fireworks & Displays, LLC payment for 2026 fireworks show. 
 

 
 

Financial Impact: $17,000.00 ($7,500.00 downpayment, $9,500.00 balance) 
 

Funding Source: Community Center Fireworks 10-55200-220 
Budget: 17,000.00 

 
  
Requested Action:  
 

PARK BOARD: Motion to recommend Finance Committee to approve payment to Chrome Fireworks & Displays, 
LLC for City Fireworks for June 27, 2026. 
 

FINANCE: Motion to recommend Council to approve payment to Chrome Fireworks & Displays, LLC for City 
Fireworks for June 27, 2026. 
 

COUNCIL: Motion to approve payment to Chrome Fireworks & Displays, LLC for City Fireworks for June 27, 2026. 
 
 
Attachment(s):  

• Chrome Fireworks- 2026 deposit invoice- 3.10.26 

• Richland Center- final invoice- 3.13.26 
 

 

CITY OF RICHLAND CENTER - AGENDA ITEM DATA SHEET 
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INVOICE Date: March 10, 2026 

Invoice # 3023 

Chrome Fireworks 

PO Box 44186 

Madison, WI 53744 

 

Phone: (608) 732-4545 

chromefireworks@gmail.com 

www.chromefireworks.com 

 SOLD 

TO: 

City of Richland Center 

 

PAYMENT METHOD   

TERMS:  Due March 2026 

Make checks payable to Chrome 
Fireworks 
 

 

 

QUANTITY ITEM # DESCRIPTION PRICE  LINE TOTAL 

  
6/27/26 firework show- 

deposit 
  7,500 

      

      

      

      

      

      

      

      

      

      

      

      

      

      

      

   

 S u b t o t a l   

 S a l e s  T a x  0.00 

 T o t a l  7,500 

 

  

THANK YOU FOR 
YOUR BUSINESS! 
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INVOICE Date: March 13, 2026 

Invoice # 3028 

Chrome Fireworks 

PO Box 44186 

Madison, WI 53744 

 

Phone: (608) 732-4545 

chromefireworks@gmail.com 

www.chromefireworks.com 

 SOLD 

TO: 

Richland Center Parks and 

Rec 

 

PAYMENT METHOD   

TERMS:  Due 7/1/26 

Make checks payable to Chrome 
Fireworks 
 

 

 

QUANTITY ITEM # DESCRIPTION PRICE  LINE TOTAL 

  Fireworks show   17,000 

      

    Less deposit: 
(7,500 invoiced 

3/10/26) 

      

      

      

      

      

      

      

      

      

      

      

      

      

   

 S u b t o t a l   

 S a l e s  T a x  0.00 

 T o t a l  9,500 

 

  

THANK YOU FOR 
YOUR BUSINESS! 
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Agenda Item: Consider modernizing community engagement by transitioning to Digital-First Activity Guides and 

sponsorship options. 

Committee Review: Park Board 
 

Meeting Date: March 23rd, 2026 
 

Requested by: Jodi Mieden- Recreation Director 
 

Background: Currently, we spend nearly $3,000 a year on paper that often ends up in the recycling bin before the 

season is even over. By modernizing our guide, we aren't just 'saving money'—we are choosing to upgrade our 

software to streamline staff processes that are often cobbled just to get by, in turn enhancing the customer’s 

experience. To improve operational efficiency and fiscal responsibility, the Parks & Recreation Department 

proposes a phased transition from a mass-mailed printed Activity Guide to a Digital-First Interactive Guide. This 

shift follows the successful models of three Wisconsin cities with populations like Richland Center. Nearly all have 

moved to a "Digital First" model. They typically provide an interactive PDF or flipbook online while keeping a very 

limited number of printed copies at City Hall or the public library for those without internet access. 

 

Three City Comparison Study 

City Population 
Primary Guide 

Format 
Revenue / Registration Impact 

Viroqua ~4,500 Digital Flipbook 
Neutral/Positive. They use a consolidated guide with 

school/library programs, driving higher traffic to their website. 

Dodgeville ~5,000 
Digital 

Flyer/RecDesk 

Positive. They moved to a "Current Activity Flyer" model on 

RecDesk which allows for real-time updates and immediate 

registration. 

Prairie du 

Chien 
~5,500 

Digital PDF / 

Limited Print 

Neutral. They provide a full PDF guide via RecDesk, keeping the 

"look" of a magazine without the printing bill. 

 

 

Pros and Cons of Each Format: 

Virtual (Digital) Guide 

• Pros: * Cost Savings: Eliminates 100% of printing and bulk-mail postage costs. 

o Flexibility: You can fix a typo or update/add a class instantly without "white-out" or flyers. 

o Direct Action: You can embed hyperlinks directly into the registration page, shortening the "path 

to purchase." Real time calendar access for customers to view schedules and reserve. 

• Cons: * Accessibility: Seniors or low-income households may struggle without a physical copy. 

o "Out of Sight": Unlike a book on a counter, a digital file can be forgotten in an inbox. 

 

CITY OF RICHLAND CENTER - AGENDA ITEM DATA SHEET 
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Print Version 

• Pros: * Tangibility: People like to circle things and keep them on the fridge. 

o Brand Presence: It acts as a seasonal "nudge" to the entire community when it arrives in the mail. 

• Cons: * Waste: High percentage of copies go straight to recycling. 

o Static: Information is outdated the moment a coach cancels or a class fills up. 

 

Did they lose revenue? 

The data from similar municipalities suggests no loss in revenue, provided the transition is handled well. In fact, 

most departments report: 

1. Increased "Impulse" Sign-ups: Because the digital guide links directly to the payment page. 

2. Resource Reallocation: Money saved on printing (often $2,000–$3,000 per issue for small towns) is 

reinvested into better equipment benefitting other city departments in the process. 

3. Data Tracking: Digital guides allow you to see exactly which pages people are looking at, helping you 

identify unpopular programs and boost high-revenue ones. 

 

Fiscal Impact & Reinvestment Power 

By moving to a digital model, the city will save an estimated $3,000 annually. We plan to reinvest every dollar 

saved into tangible community accessibility and long-term value for the city every single year without asking for 

additional tax dollars. It Eliminates significant annual expenditure on professional printing, paper stock, and bulk-

mail postage and puts it back into customer service and smoother workplace standard operating procedures. 

Reinvestment: What $3,000 Could Potentially Purchase 

Software: Cloud hosted Upgrades for WAC/REC software to increase efficiency & ease for staff and our 

customers. 

 

The 12-Month Transition Timeline 

We recommend a "Soft Landing" approach to ensure all residents, particularly seniors, remain connected. 

• Phase 1 (Spring/Summer 2026): The Hybrid Approach. Print guides as usual but feature a prominent QR 

code and digital "call to action." Surveying: We added the registration question we discussed earlier to 

gauge who is ready to switch.  

"To help us go green, we are considering moving to a fully digital, interactive Activity Guide. On a scale of 1-5, 

how much would this change impact your ability to register for programs?" (1 = No impact at all, 5 = Significant 

difficulty) 
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• Phase 2 (Fall/Winter): The Postcard Nudge. End mass-mailing of booklets. Mail a high-impact postcard 

with a QR code and directions to print copies or view online or a simple 2-page "At-a-Glance" flyer that 

people can still stick on their fridge. 

• Phase 3 (Spring/Summer 2027): Digital-First. Fully interactive guide online. 1-page "Fridge Flyers" 

available for pickup; tablet available in the lobby for in-person support. 

 

Community Accessibility & FAQ 

To ensure no residents are left behind, the department will commit to the following: 

• Lobby Copies: We will print the program pages for anyone that asks and will have a few fully printed 

office guides and will assist with registration as needed on-site. 

• Searchable Format: The digital guide will be mobile-optimized and searchable, making it easier for users 

to find programs than flipping through a 24-page book. 

• Direct Links: One-click registration from the digital guide will reduce user frustration and increase sign-up 

rates. 

 

Sponsorships ads and how it affects them 

The shift to virtual guides has fundamentally changed the "Sponsor Ad" landscape for municipal parks. While it 

removes some of the traditional "coffee table" prestige of a print ad, it offers several high-tech benefits that many 

modern businesses actually prefer. 

1. From Static Images to Interactive Leads 

In a print guide, a sponsor’s ad is just a picture. In a digital guide, that ad becomes an active marketing tool: 

• Direct Click-Throughs: A local orthodontist or pizza parlor can have their ad link directly to a "Book Now" 

page or a "Download Coupon" button. 

• Measurable ROI: Unlike print, where a sponsor has no idea how many people actually looked at their ad, 

digital guides allow the city to provide real-time analytics like click-through rates and total views. 

• Embedded Video: Some virtual guides (like those using platforms such as Issuu) allow sponsors to embed 

short video commercials or "meet the staff" clips directly into the page. 

2. Dynamic Pricing and Flexibility 

Virtual guides allow parks departments to offer more flexible "packages" than traditional print: 

• Late Additions: In the past, if a business missed the print deadline, they were out for the entire season. 

Now, a city can add a digital ad at any time. 

• Segmented Targeting: Departments can sell "section-specific" sponsorships (e.g., a local sporting goods 

store sponsoring only the "Youth Sports" section of the digital PDF). 

• A/B Testing: Sponsors can experiment with different headlines or images mid-season to see which one 

gets more clicks, something impossible with physical guides. 
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3. The "Trade-Offs" for Sponsors 

While the tech is better, some sponsors still feel the loss of the physical guide: 

• Loss of Longevity: A printed guide often sits on a kitchen counter for three months. A digital guide is often 

closed as soon as the registration is finished, reducing the "passive" brand awareness for the sponsor. 

• The "Premium" Feel: Some high-end sponsors (like real estate agents or banks) still view print as more 

"credible" and trustworthy than a digital banner ad, which can sometimes be ignored or blocked. 

How Cities are Compensating 

To keep sponsors happy during the digital transition, cities are now including "Digital Plus" bundles: 

• Website Banners: Ads are placed on the high-traffic registration landing page, not just inside the guide. 

• Email Blasts: Including the sponsor's logo in the "Registration is Open!" email sent to thousands of 

households. 

• Social Media Shoutouts: Dedicated "Sponsor Spotlight" posts on the city's Facebook or Instagram pages. 

 

 

Ad Type Print Guide Virtual Guide 

Shelf Life Months (on the fridge). Minutes (per session). 

Tracking Guesswork. Precise (clicks/views). 

Interactivity None. High (links/video). 

Cost to City High (ink/paper). Near Zero. 

 

Print Marketing vs Digital Marketing 

While both print and digital marketing & advertising are used by marketers and businesses they each have unique 

benefits. Here we’re sharing some of those benefits for each. 

 

Benefits of Print Marketing 

Listed below are ten benefits of print marketing that we think are important to share. 

• Tangible & Physical Presence – Print materials such as brochures, flyers, and business cards provide a 

tangible and physical representation of your brand or message. People can touch, hold, and keep these 

items, creating a lasting impression. 

• Credibility and Trust – Print materials are often perceived as more credible and trustworthy compared to 

digital ads, which can sometimes be associated with spam or fraudulent content. Well-designed print 

materials can enhance your brand’s credibility. 
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• Less Competition – As many businesses focus on digital marketing, there may be less competition in the 

print space, allowing your print materials to stand out more effectively. 

• Longevity – Print materials often have a longer lifespan than digital content. For example, a well-designed 

brochure or magazine ad can be kept for weeks, months, or even years, serving as a constant reminder of 

your brand. 

• Engagement – Print materials encourage a different kind of engagement compared to digital ads. Readers 

tend to spend more time with printed content, giving your message more attention. 

• No Ad Blockers – Unlike digital advertising, print marketing doesn’t suffer from ad blockers that can 

prevent your digital ads from reaching your target audience. 

• Local Appeal – For businesses with a local focus, print marketing, such as flyers, posters, and local 

newspaper ads, can be an effective way to connect with the community. 

• Complementary to Digital – Print marketing can be used in conjunction with digital marketing strategies 

to create a more comprehensive and integrated marketing campaign. 

• Personalization – Print materials can be personalized, allowing you to address the recipient by name or 

include customized content tailored to their interests or needs. 

• Tactile and Sensory Experience – The physical nature of print materials can engage multiple senses, 

creating a memorable experience for the audience through textures, finishes, and even scents in some 

cases. 

 

The "Print" Advantage: Why some sponsors still want it 

Despite the digital push, some businesses still prefer the rare printed version. Research shows that: 

• Higher Recall: Consumers recall brands from print ads at a 70% higher rate than digital ads. 

• Longevity: A print ad stays in a home for an average of 17 days, whereas a digital ad is often closed within 

seconds. 

• Less Competition: As most businesses move to digital, those who remain in the limited print editions (or 

the "Snapshot Mailers") stand out more effectively. 

 

Digital Advertising Benefits 

Then you have digital advertising & marketing which also has its own unique benefits that we are sharing ten of 

those below. 

• Global Reach – Digital marketing allows you to reach a vast and global audience, breaking down 

geographical barriers. You can target audiences across different regions and countries, expanding your 

customer base. 
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• Real-Time Analytics – Digital marketing provides immediate access to real-time analytics and 

performance data. You can track key metrics like website traffic, conversions, click-through rates, and 

return on investment (ROI) and adjust your campaigns accordingly for optimal results. 

• Quick Campaign Deployment – Digital marketing campaigns can be launched quickly. You can create and 

run ads within hours or days, allowing for rapid responses to market trends and changing customer 

behaviors. 

• Measurable Results – Unlike traditional advertising, which can be challenging to measure accurately, 

digital marketing provides precise data on campaign performance. This data helps you understand what’s 

working and what needs improvement. 

• Interactive Content – Digital marketing allows for interactive content formats, such as videos, quizzes, 

polls, and surveys, which engage and captivate audiences more effectively than static content. 

• Personalization – You can tailor your digital marketing messages to individual users based on their past 

interactions, preferences, and behaviors, enhancing the customer experience and increasing the chances 

of conversion. 

• A/B Testing – Digital marketing platforms enable A/B testing, allowing you to experiment with different 

ad variations, headlines, images, and calls to action to determine which elements resonate best with your 

audience. 

• Mobile Accessibility – With the proliferation of smartphones and mobile devices, digital marketing allows 

you to reach users on the devices they use most often. Mobile-friendly websites and mobile advertising 

options are essential for modern marketing strategies. 

• Content Marketing – Digital marketing facilitates content marketing efforts, including blogging, social 

media posts, and email campaigns, which can help build brand authority, educate customers, and nurture 

leads over time. 

• Adaptive Marketing – You can adapt your digital marketing campaigns in real time based on changing 

trends, customer feedback, and market dynamics, ensuring that your messaging remains relevant. 

 

How Sponsor Ads are Changing 

• Direct Click-Throughs: In a virtual guide, ads are no longer static. They are hyperlinked directly to the 

sponsor’s website, allowing a parent to click an ad for a local orthodontist or pizza parlor and immediately 

book an appointment or see a menu. 

• Analytics and ROI: Municipalities can now provide sponsors with exact data, such as how many people 

viewed their ad and how many clicked it. This is a major selling point for local businesses that want to 

ensure their marketing budget is being spent effectively. 

• Multimedia Integration: Some digital platforms allow for embedded :30 commercials or video 

demonstrations within the guide itself, turning a traditional "page ad" into a mini-commercial. 

 

14

Item 4.

https://napervilleparks.org/sponsorships
https://napervilleparks.org/sponsorships
https://www.gabi-media.com/blog/how-local-businesses-can-use-digital-screens-to-compete-with-big-brands
https://napervilleparks.org/sponsorships
https://napervilleparks.org/sponsorships


The shift to virtual guides has not eliminated sponsor ads; rather, it has transformed them into a data-driven 

marketing tool. While print ads are often seen as more "trustworthy" and have a longer physical presence in the 

home, digital ads offer interactivity and precision that traditional guides simply cannot match. 

 

Sample Sponsor Pricing & Packages 

Most departments now bundle digital guide ads with other "high-visibility" digital assets. Based on current 2026 

sponsor guides, here is what typical pricing looks like: 

 

Ad Type Estimated Cost Audience/Reach 

Full Page Virtual Guide Ad $500 – $1,200 200,000+ views per guide 

Email Blast Sponsor $250 – $500 ~40,000 subscribers (45% open rate) 

Website Banner Ad $750 – $1,500 50,000+ monthly visits 

Social Media Shoutout $150 – $300 15,000+ followers 

Youth League Jersey Logo $150 – $600 700+ families per season 

 

 

What this means for the City 

By going virtual, cities can offer "Tiered Sponsorships." A local business might pay for a "Presenting Sponsorship" 

($1,800+) which includes a logo on the website, a full-page ad in the digital guide, and logo inclusion in all 

program-specific emails. 

 

Department Recommendation 

It is recommended that the Board approve transitioning to Digital-First Activity Guides in a 3-phase process, to 

allow for software upgrades. 

 

 
 

Financial Impact: $3,000 
 

Funding Source: Community Center Promo Material 10-55200-385 
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City of Richland Center Payment Approval Report - Parks and Rec Page:     1

Report dates: 2/19/2026-3/19/2026 Mar 19, 2026  04:02PM

Report Criteria:

Invoices with totals above $0.00 included.

Paid and unpaid invoices included.

[Report].GL Account Number = "10-46500-000"-"10-46645-000","10-48200-000"-"10-48160-000","10-55200-220"-"10-55200-999","10-55250-
020"-"10-55250-999","10-55410-300"-"10-55410-999","10-55500-470"

Vendor Name Invoice Date Description GL Account and Title Net Date Paid

Invoice Amount

HAAS, ADAM

HAAS, ADAM 02/22/2026 PW/CC/SC: Recreation Program  10-46610-000  RECREATION FE 80.00 03/04/26

HAAS, ADAM 03/01/2026 PW/CC/SC: Recreation Program  10-46610-000  RECREATION FE 80.00 03/04/26

HAAS, ADAM 03/09/2026 PW/CC/SC: Recreation Program  10-46610-000  RECREATION FE 120.00 03/17/26

          Total HAAS, ADAM: 280.00

HALLETT, LARRY

HALLETT, LARRY 03/09/2026 Parks: referee 10-46610-000  RECREATION FE 120.00 03/17/26

          Total HALLETT, LARRY: 120.00

RHYME BUSINESS PRODUCTS-DALLAS

RHYME BUSINESS PROD 02/23/2026 CC/SC: Copier Lease 10-55200-480  COMM CTR/MAIN 180.03 03/04/26

          Total RHYME BUSINESS PRODUCTS-DALLAS: 180.03

U S CELLULAR

U S CELLULAR 01/18/2026 PW/CC/SC: Mieden Cell 10-55200-300  COMM CTR/TELE 56.20 02/23/26

U S CELLULAR 01/18/2026 PW/CC/SC: Mieden Cell 10-55200-300  COMM CTR/TELE 9.25- 02/23/26

          Total U S CELLULAR: 46.95

US BANK

US BANK 02/25/2026 CC / SC - WSRC Supplies 10-55250-520  SENR CTR/SUPP 33.35

US BANK 02/25/2026 CC / SC: WSRC Supplies 10-55250-520  SENR CTR/SUPP 112.25

          Total US BANK: 145.60

WARCO

WARCO 03/02/2026 CC/SC: Warco Diamond Jo Trip 0 10-55250-640  SENR CTR/TRIP  1,395.00 03/17/26

          Total WARCO: 1,395.00

WIL-KIL PEST CONTROL

WIL-KIL PEST CONTROL 02/28/2026 PW/CC/SC: pest control communi 10-55200-460  COMM CTR/BUIL 81.56 03/17/26

          Total WIL-KIL PEST CONTROL: 81.56

          Grand Totals:  2,249.14
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City of Richland Center Payment Approval Report - Parks and Rec Page:     2

Report dates: 2/19/2026-3/19/2026 Mar 19, 2026  04:02PM

Vendor Name Invoice Date Description GL Account and Title Net Date Paid

Invoice Amount

The bills presented on this day (excluding any Library Fund invoices) having been referred to the Finance and Budget Committee,

and said committee having duly investigated and audited these bills, hereby make the following recommendation:

THAT THE PARKS & REC BILLS PRESENTED ON THIS DAY BE PAID, WITH THE FOLLOWING ADJUSTMENTS AND/OR EXCEPTIONS:

              ______________________________________________________

              ______________________________________________________

              ______________________________________________________

              ______________________________________________________

Dated:    ______________________________________________________

Parks Board: ______________________________________________________

                     ______________________________________________________

                    ______________________________________________________

Filed in the office of the City Clerk/Treasurer

Report Criteria:

Invoices with totals above $0.00 included.

Paid and unpaid invoices included.

[Report].GL Account Number = "10-46500-000"-"10-46645-000","10-48200-000"-"10-48160-000","10-55200-220"-"10-55200-999","10-55250-
020"-"10-55250-999","10-55410-300"-"10-55410-999","10-55500-470"
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MARCH 2026 PARKS MEETING 

SENIOR CENTER REPORT BY -CHERYL HEFFNER 

The registration for the Diamond Jo Casino bus trip on Thursday March 26th is 
going very well.  At the present time I have 49 people registered and room for a 
few more.  The next trip to the casino will be on Thursday May 7th. 

The euchre tournament on Tuesday afternoons continues to draw a large 
crowd.  I usually have 8 to 9 full tables.  With the weather improving I will 
probably have a larger attendance soon. 

There has been a cribbage tournament at the Senior Center about once a 
month on a Friday.  This also draws a large crowd of people that like to play 
cribbage, and this gives them a chance to play with a group of people. 

We have a puzzle for everyone to work on daily.  There is a certain group that 
enjoys doing that and they look forward to completing one and starting 
another.  They like challenges and some of the 1000-piece puzzles give them 
that challenge.  There are some with dementia and they enjoy working on the 
puzzle and it gives them something to do. 
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