AGENDA
COMMUNITY AND ECONOMIC
DEVELOPMENT COMMISSION
of the
VILLAGE OF LA GRANGE
Village Hall Auditorium
53 S. La Grange Road, La Grange, IL
February 02, 2017 - 7:00 p.m.

1.

Call to Order and Roll Call

2.

Approval of Minutes – November 3, 2016

3.

Old Business
A. Walgreens Kiosk Update and Future Direction

4.

New Business
A. LGBA Project Updates – Website and Special Event Marketing
B. Community Branding Initiative
C. Community & Economic Development Activity Report

5.

Chairman Comments

6.

Adjournment

The Village of La Grange is subject to the requirements of the Americans with Disabilities Act of 1990.
Individuals with disabilities who plan to attend this meeting and who require certain accommodations in
order to allow them to observe and/or participate in this meeting, or who have questions regarding the
accessibility of the meeting or the facilities, are requested to contact the ADA Coordinator at 579-2315
promptly to allow the Village to make reasonable accommodations for those persons.

MINUTES
Community and Economic Development Commission
Village of La Grange
November 3, 2016
I.

CALL TO ORDER AND ROLL CALL:
A meeting of the Community and Economic Development Commission was held on
November 3, 2016 in the Auditorium of the Village Hall at 53 South La Grange Road, La
Grange, IL and was convened at 7:05 p.m. by Chairman Russ Riberto.
Present: Commissioners Arnold, Augustine, Dillon, DiDomenico, Gale, Hall, Palmer,
Sher, and Chairman Riberto.
Absent: Commissioners Carlson, Cassidy, Janevski, Stiles, and Wimbush.
Also Present: Village President Tom Livingston, Clerk John Burns, Community
Development Director Charity Jones, LGBA President Phil Fornaro, and LGBA Executive
Director Nancy Cummings.

II.

APPROVAL OF MINUTES:
On motion by Commissioner Gale, seconded by Commissioner DiDomenico, the minutes
of the August 4, 2016 Community and Economic Development Commission meeting were
approved.

III.

OLD BUSINESS:
Valet Parking Program – First Year Analysis
Community Development Director Jones provided as summary of the CBD valet program,
including data from the program’s inception in July 2015 through October 2016 and results
of a recent survey among CBD business owners on the perceived benefits of the valet
program. Commissioners discussed the staff findings and offered suggestions for
additional program improvements. After discussion, Commissioner Arnold made a motion
to recommend the Village Board continue funding the free valet service in the CBD on
Friday and Saturday nights for another year, with a fourth valet station to be added on
Calendar Avenue during the peak demand (winter) months. Commissioner Augustine
seconded the motion. Eight commissioners voted in favor, with Commissioner Palmer
voting present.
Walgreens Kiosk Update and Further Discussion
Community Development Director Jones updated the Commission on the status of
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conversations with the owner of the property and the need to update the Village’s license
agreement for use of the space. Director Jones then presented various options for types of
displays that could be installed in the kiosk/alcove space. After discussion, Commissioners
agreed that the alcove space is a missed opportunity to promote La Grange, primarily to
Metra commuters and secondarily to vehicular traffic near the La Grange Road / Hillgrove
Avenue intersection. The Commission recommended that staff pursue a temporary
solution to display one or more historical photos in the alcove space, with the hope to have
such a display installed prior to the holiday shopping season. Upon completion of a new
license agreement with the property owner, the Commission will revisit strategies for new
or more permanent displays for the space.

IV.

NEW BUSINESS:
LGBA Website Preview
Phil Fornaro and Nancy Cummings of the LGBA provided the Commission with a tour of
the in-progress new website for LGBA.com and provided a status update on the
development of an LGBA app to accompany the website. Commissioners agreed that the
new website looked professional and was a huge improvement to the current LGBA site;
Commissioners also provided feedback for suggested revisions to the new website to
improve functionality for end users/consumers.
Community & Economic Development Activity Report
Director Jones provided an update on various Community Development Department
activities and local economic trends.

V.

ADJOURNMENT:
There being nothing further to come before the Community and Economic Development
Commission, a motion was made by Commissioner Palmer and seconded by
Commissioner Arnold that the meeting be adjourned at 9:50 p.m.

Respectfully Submitted:
Charity Jones
Community Development Director

VILLAGE OF LA GRANGE
Community Development Department

MEMORANDUM
TO:

Community and Economic Development Commission

FROM:

Charity Jones, AICP, Community Development Director

DATE:

January 27, 2017

RE:

La Grange Business Association Project Updates

Background
In FY 2016/17 the Village financed two new initiatives of the La Grange Business Association
(LGBA). The projects were funded using savings from Community Development personnel
openings and a portion of the non-home rule sales tax revenues dedicated toward economic
development that were not required for valet services. The two projects include the development
of a new website and accompanying mobile application ($20,000) and a professional services
contract for marketing efforts ($10,000).
Website and Mobile Application
At the November CEDC meeting, the LGBA provided a preview of the new website. At the
February meeting, LGBA representatives will showcase the full website, which is now live and
can be viewed at www.lgba.com. The LGBA will also provide a demonstration of the mobile
application, which was not yet operational in November.
Marketing Initiative
The LGBA issued a Request for Proposals for a marketing consultant in August. Village staff
participated with the LGBA in the evaluation of two respondents; the firm Stephens + Tate was
selected to develop a marketing strategy and accompanying creative content to promote the LGBA
signature event series. Stephens + Tate has presented the proposed marketing strategy to the
LGBA and staff. Attached to this report is a summary of that strategy. Representatives of the
LGBA will provide a more detailed presentation at the February meeting.
Attachments
1. Stephens + Tate Marketing Strategy Highlights

La Grange Business Association
Overview
• Created to enhance the business climate in the village of La Grange
• Puts on special events to encourage locals and out-of-towners to take part in activities
- Encourage people to visit, shop, dine, and play in La Grange
• Goal in 2017 is to expose new people to the village by positioning it as a destination
for families

- Includes Millennials, Gen Xers and Baby Boomers
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La Grange Business Association
Signature Events
• La Grange Carnival/Pet Parade (first weekend of June)
• Craft Fair (July Date TBD)
• Endless Summerfest (August 4-6)
• West End Arts Festival (September 9-10)
• Halloween Walk & Fall Festival (October Date TBD)

• Hometown Holiday (December 2)
• Santa Stroll (December Date TBD) *Note, TBD if it will be a Signature Event
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La Grange Business Association
Additional Events
• Restaurant Week (February)
• Girlfriends Getaway (April)
• Farmers Market (May through October)
• Just Desserts Tours (June & July)
• Merchant Sidewalk Sale (September)

• Small Business Saturday/Unwrap La Grange (November)
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Target Audience
Overall:
• Adults
- Couples & families
• Ages 22-65
• Household income $75k+
• Live in La Grange or within a 20-minute
drive or public transportation
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10-mile radius

Print
Chicago Tribune Local Newspaper
• The Doings

The Doings Zone

- Run in the La Grange Zone

- Covers La Grange, La Grange Park, and Westchester
- Circulation: 8,619

• Readership Stats
- 90% consume suburban news via print
- 57% of readers want more local restaurant ads

• Front page strip ad (10”w x 2”h)
• Run consistently week prior to and week of event

• $150 per ad
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La Grange Zone

Print
West Suburban Living Magazine
• Covers towns outside La Grange
- La Grange, Hinsdale, Western Springs, Clarendon Hills,
Brookfield, Darien, Downers Grove, Elmhurst, Lombard,
Oak Brook, Riverside, Westmont, Woodridge, Burr Ridge
- Total circulation - 25,000 (9,725 in suburbs listed above)

• Readership Stats
- 85% have a household income of $100k or more
- Average reader age is 48 years old
- 98% of readers report they dine out at a full service
restaurant 3x per month or more
- 88% have plans to purchase women’s apparel within the
next 12 months
- 74% have called or visited a store because they saw it in
West Suburban Living
- 87% hold on to an issue for at least 12 months
© 2016 Confidential

Online Advertising
Facebook Advertising
• Run newsfeed and right-side column ads on
Facebook
• Advertise in each month there is an event
• General target audience:

- Adults, ages 22-54
- Household income $75k+
- Living in a 5-mile radius of La Grange

- 70,000 people within the target audience

© 2016 Confidential
Stevens & Tate Marketing

Online Advertising
Online Retargeting
• Serve online ads to anyone who has
visited the lgba.com events page

• Ads can be served on almost any website
and follow the user as they are browsing
• Customize creative based on the
upcoming event

• Reach up to 20,000 people per month
• $250 per month
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Eblasts
Eblasts to Potential Attendees
• Targeted eblasts
• 3x eblasts throughout the year promoting
upcoming events
- Target the following audience:
✦

Adults 25-54

✦

Household income $75k+

✦

Living within a 7- to 10-mile radius of
La Grange

✦

123,199 people within a 10-mile radius

✦

23,332 people within a 7-mile radius

• Quantity:
- 40,000 per send
• $1,000 per eblast
© 2016 Confidential
Stevens & Tate Marketing

Continued Internal Marketing
• Frequent press releases to announce events
• Online event calendars
• Ongoing social media posting
• Lead nurturing eblasts to the LGBA database
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Stevens & Tate Marketing

Engagement & Conversion Recommendations
Website
• Vanity URL for promoting the events
page
• Example:
- http://www.artistseries.org
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Budget Recap
Online Advertising
Facebook Advertising
Website Retargeting

10 months
10 months

$18,000
$2,500
$20,500

Online Advertising Total
Eblasts
Consumer Eblasts

3x

$3,000

$3,000

Eblasts Total
Print
The Doings
West Suburban Living
Print Total
2017 Budget Total
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Stevens & Tate Marketing

21x
4x

$3,150
$3,180
$6,330
$29,830

Overall Budget

Eblasts
10%

2017 Budgeted
Online Advertising
Print

$20,500
$6,330

Eblasts

$3,000

TOTAL

$29,830

Print
21%

Online
Advertising
69%
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VILLAGE OF LA GRANGE
Community Development Department

MEMORANDUM
TO:

Community and Economic Development Commission

FROM:

Charity Jones, AICP, Community Development Director

DATE:

January 27, 2017

RE:

Community Branding

Background
The La Grange 2020 Task Force, established in 2013, was tasked with developing a strategic plan
to support the Village’s mission statement of “preserving and enhancing the quality of life that we
enjoy in LaGrange.” In 2014, the Task Force presented its strategic plan, which was intended to
offer “creative yet practical recommendations to issues that impact the short and long term prosperity
of the Village and its residents.” The La Grange 2020 plan is organized around five strategic pillars:
economic development, community vitality, core services, infrastructure, and finance. Each pillar
is supported by recommendations to accomplish the vision for that pillar.
One recommendation within the Community Vitality pillar of the La Grange 2020 plan is to create
a brand or identity for La Grange. Several other recommendations within the Community Vitality
and Economic Development pillars seek to promote a positive image of La Grange through
marketing strategies, placemaking improvements, enhanced communication tools, new event series,
and an improved Village website (see Attachment 2). First developing a comprehensive brand
strategy and identity for La Grange will enable the implementation of these recommendations to be
more effective and efficient.
The La Grange 2020 plan states that “for La Grange to turn the next page in its history, the Village
must start thinking of itself as a ‘product’ and look for different ways to implement communication
plans that are cost effective yet make an impact on both external and internal audiences” (p.8). A
well-conceived brand strategy will help the Village identify our “product” and its key attributes that
make La Grange unique; it will clearly articulate how La Grange distinguishes itself from
competitors. A well-executed brand strategy will provide a framework for decision making that will
help make the Village make the most of limited resources and focus on delivering on La Grange’s
distinctive promise. Over time, implementation of the brand strategy will help the community attract
and retain investment.
Staff has prepared a placeholder in the proposed Village 2017/2018 budget to engage a brand
consultant for the development of a brand strategy and visual identity. If the project is funded by
the Village Board, the CEDC will play a critical role in helping develop the brand strategy and
identity. To that end, staff will provide a presentation to the CEDC at the February meeting to

Memorandum – Community and Economic Development Commission
Community Branding
Page 2 of 2
February 2, 2017
establish a common understanding of what place branding is, the components & benefits of a brand
strategy, how branding differs from marketing, and how other communities are successfully using
brand management to improve their competitive advantage. As preliminary background
information, attached for reference are an excerpt from the book Destination Branding for Small
Cities and the La Grange 2020 Plan.

Attachments
1. Baker, B. (2012). Destination Branding for Small Cities (2nd ed.) (pp. 24-29). Portland, OR:
Creative Leap Books.
2. La Grange 2020 Plan, excerpt of recommendations related to branding.

LG 2020 Task Force Report Excerpts
Exec. Summary
The Village of LaGrange 2020 Task Force set out to build a strategic plan to support the Village’s mission
statement of “preserving and enhancing the quality of life that we enjoy in LaGrange”. LaGrange was
recently recognized by Chicago Magazine as a “best place to live” in the city and suburbs of Chicago.
This is reflected by its residents who take great pride in their Village and community. At the same time
however, we also realize that change is a constant in today’s age and if we neglect to stay aware and
proactive, we run the risk of allowing our quality of life to erode over time.
As such, the Task Force recommends this Plan to the Village President and Board of Trustees. It is based
on the current needs of the Village and its residents when compared to the status quo. Additionally, it
takes a longer term view in terms of meeting the ever changing needs in our community to ensure that
we remain relevant and true to the Village’s mission. This review is designed to stretch the thinking of
the current government and offers creative yet practical recommendations to issues that impact the
short and long term prosperity of the Village and its residents.
This Plan is organized around five Strategic Pillars, each with a vision and specific recommendations.
The five Pillars and vision statements are as follows:
I). Economic Development. Vision Statement: Strengthen LaGrange economic vitality by attracting
diverse and successful businesses that generate tax revenue.
II). Community Vitality. Vision Statement: To re‐kindle a sense of community through greater
communications and coordination among residents, businesses, government and not‐for‐profit partners
allowing LaGrange to grow and prosper.
III). Core Services. Vision Statement: Effectively preserve the peace and safety of LaGrange’s residents
and community by upholding both fully staffed fire and police departments while maintaining
appropriate and efficient levels of necessary services and resources.
IV). Infrastructure. Vision Statement: Efficiently maintain, operate and improve Village infrastructure
to support LaGrange’s Quality of Life, Functionality and Economic Vitality.
V). Finance. Vision Statement: Support the Village of LaGrange in the development of a comprehensive
financing strategy that reviews the opportunities for increased revenues, challenges the existing cost
base and encourages a proactive approach to funding future infrastructure needs.
Each Pillar outlines its main priorities which are supported by recommendations and action plans to
accomplish these goals. There are some constant themes and overlap across the Pillars but they work in
unison to provide an overall objective. Some priorities and recommendations may be easier to
accomplish and are short term in nature. Others focus on the longer term sustainability of the Village.
These recommendations are not mutually exclusive and are intended to provoke thinking and action
among the Village government and staff.

Economic Development Pillar
Priority 2. Promote LaGrange as an Award‐Winning Village through Robust Marketing and Publicity
Strategies.
Recommendation: Attract interest of prospective businesses by enhancing the information and
functionality of the Economic Development website.
Recommendation: Improve external marketing to promote existing businesses while also drawing
attention to potential business development opportunities.
Recommendation: Improve the Village presentation when entering LaGrange from major streets (e.g.,
LaGrange Road, Ogden, 47th Street, etc.) to clearly identify the boundaries of the Village in a manner
consistent with the Village’s brand and identity.

Community Vitality Pillar
Community Vitality Executive Summary Excerpt
“Why use precious resources on communication efforts?
Communication is the groundwork to building a reputation, ensuring the Village is ahead
of the curve. New opportunities for growth increase as the Village looks to the future.
In effect, communication is the foundation of community vitality. Without multiple
communication efforts, the Village may become stagnant and reduce its potential to
grow. For example, big cities compete for company headquarters or for a high‐profile
event. The cities see themselves as the product that a company or event might want to
buy. For LaGrange to turn the next page in its history, the Village must start thinking of
itself as a “product” and look for different ways to implement communication plans that
are cost effective yet make an impact on both external and internal audiences.
Overall, the Village of LaGrange has a fairly strong sense of community, but it can be
greatly improved through communication efforts that are cost‐effective, touch each
stakeholder (e.g. residents, businesses, community organizations) in our community and
help build a stronger foundation for Village revenue. To achieve this, the LaGrange 2020
Task Force recommends a two‐pronged approach: External and Internal Communication
Efforts. First, external communications efforts focus on bringing new customers,
businesses and residents to LaGrange. Second, internal communication efforts focus on
engaging residents to bolster a sense of pride in the place they call home.
Following is an outline to aid decision makers in identifying effective communications
efforts to help the Village continue to grow its business and customer base and revenue
as well as engage its residents.
We envision the Village creating a “brand” or identity for LaGrange, bolstering a sense
of pride for our Village through events, streetscapes, promoting Village accolades and

attributes, improving communication vehicles already in place, and growing community
involvement through call‐to‐action opportunities such as informational forums and a
variety of public events.”
Priority 1. External Communication Efforts
Recommendation: Create a brand or identity for LaGrange. Work with Village Staff, community
volunteers and perhaps an outside PR firm to develop a branding strategy including a tagline selected by
the resident contest described later that captures the essence of LaGrange.
Recommendation: Streetscaping. Install LaGrange signage or brickwork at the Village limits welcoming
visitors to our home.
Recommendation: Update the Village website.
Recommendation: Create a tour of LaGrange to entice potential business owners to build/lease their
next location here.
Priority 2. Internal Communication Efforts: Based on interviews with residents, there is a gap of
communication between the Village government and its residents.
Recommendation: Update the “Village Spokesman” to include more information on Village topics such
as capital improvements, new or updated zoning codes and add an expanded version on its website that
may also be emailed to residents.
Recommendation: Involve residents in creating the slogan or tagline for LaGrange.
Recommendation: Create a series of new events.

