VILLAGE OF BARTLETT
COMMITTEE AGENDA

JUNE 21, 2016

PLANNING & ZONING

RLE Annexation

D’Licious Crepes & Roti Special Use
Draft Downtown TOD Plan

Marketing Plan

PUBLIC WORKS

Spaulding Road Quiet Zone

EXECUTIVE SESSION

To Discuss Property Acquisition Pursuant to
Section 2(c)5 of the Open Meetings Act

To Discuss Pending or Imminent Litigation Pursuant to
Section 2(c)11 of the Open Meetings Act



Agenda Item Executive Summary

Committee
Item Name RLE Bartlett or Board Committee
BUDGET IMPACT
Amount:  N/A Budgeted N/A
List what
fund N/A

EXECUTIVE SUMMARY

The Petitioner is requesting the following:

(a) Annexation
(b) Rezoning the North Lot (2.02 Acres) and the Cell Tower Lot (0.035 Acres), upon annexation, from the ER-1 (Estate
Residence) to the B-3 (Neighborhood Shopping) Zoning District
(c) Special Uses for:
e motor home sales and major repair including automobiles and trucks
e  detail shop
e storage of vehicles associated with the use of the property
(d) Site Plan Review

The subject property is located on the North side of W. Lake Street approximately 0.24 miles east of Naperville
Road.

ATTACHMENTS (PLEASE LIST)

CD Staff Memo, Applicant Cover Letter, Application, Location Map, Annexation Plat, Site Plan and Landscape
Plan

ACTION REQUESTED

. For Discussion only- to discuss the project and move forward to the Plan Commission for further
review and to conduct the public hearing on the Special Uses.

a Resolution
a Ordinance

a Motion

Staff: Jim Plonczynski, Com Dev Director Date: 6/14/2016



COMMUNITY DEVELOPMENT MEMORANDUM

16-109

DATE: June 14, 2016

TO: Valerie L. Salmons, Village Administrator

FROM: Jim Plonczyriski Director
RE: (#15-21) RLE- Bartlett
PETITIONER

Peter Bazos on behalf of RLE Property Corporation
SUBJECT SITE

1180 West Lake Street, on the north side of W. Lake Street approximately 0.24 miles east
of Naperville Road.

REQUESTS

(a) Annexation
(b) Rezoning the North Lot (2.02 Acres) and the Cell Tower Lot (0.035 Acres), upon
annexation, from the ER-1 (Estate Residence) to the B-3 (Neighborhood
Shopping) Zoning District
(c) Special Uses for:
e motor home sales and major repair including automobiles and trucks
e detail shop
e storage of vehicles associated with the use of the property
(d) Site Plan Review

SURROUNDING LAND USES

Land Use Comprehensive Plan Zoning
Subject Site 2 Vacant Bldgs. Commercial B-3
North Multi-Family R-4 Transitional Res.*
South Commercial Commercial B-3
East Water tower/ C-3 Highway Comm.*
Multi-Family R-5 General Res.*
West Commercial C-8 Intensive Comm.**

*Streamwood
**Unincorporated Cook County
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SITE INFORMATION

The site is comprised of 3 lots (see attached location map), the North Lot, the South Lot
and the Cell Tower Lot.

This property was previously the Abel RV Center; also referred to as Motor Homes
Unlimited and the Blizzard parcel.

SITE HISTORY

1

On February 22, 1989 the Village of Bartlett and the Village of Streamwood entered
into a Jurisdictional Boundary Line Agreement. This Agreement gave the Village of
Bartlett authorization to annex the South Lot (including the Cell Tower Lot) but not
the North Lot.

On February 21, 1995 the Village of Bartlett annexed the South Lot (4.42 Acres)
excluding the Cell Tower Lot per Ordinance 1995-11. The petitioner choose not to
annex the Cell Tower Lot at that time.

On March 5, 1995 the Village of Bartlett per Ordinance 1995-12 approved the
rezoning of the South Lot (excluding the Cell Tower Lot) from the ER-1 (Estate
Residence District) to the B-3 (Neighborhood Shopping District), three Special Use
Permits: a) motor home sales, b) sales of related items and ¢) motor home repairs;
five Variances: a) to allow an accessory structure closer than five (5) feet from the rear
zoning lot line, b) to allow an accessory structure to exceed fifteen (15) feet in height,
c) a reduction of forty-eight (48) parking spaces from the required sixty-eight (68)
parking spaces, d) a sign variation, and e) landscaping variations to remove the
requirements of parking, building and service area landscaping and site plan approval.

On June 16, 1998 the Village of Bartlett and the Village of Streamwood entered into
the First Amendment to the Jurisdictional Boundary Line Agreement. This
Agreement gave the Village of Bartlett authorization to annex the North Lot.

On November 24, 2009 the Village of Bartlett and the Village of Streamwood entered
into the Second Amendment to the Jurisdictional Boundary Line Agreement. This
Agreement discusses the 6.17 acre lot directly west (West Lot) of this property and
authorizes the Village of Streamwood to annex this lot.

CURRENT APPLICATION SUBMITTAL AND DISCUSSION

1.

The Petitioner is requesting to Annex the North Lot (2.02 Acres) and the Cell Tower
Lot (0.035 Acres). The South Lot was previously annexed and zoned in 1995.

2. The Petitioner is also requesting, upon annexation, to Rezone the North Lot and the

Cell Tower Lot from the ER-1 (Estate Residence District) to the B-3 (Neighborhood
Shopping District).
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3. The Petitioner requests the following Special Uses for the entire 6.48 acre property
(North Lot, Cell Tower Lot & the South Lot):

e motor home sales and major repair including automobiles and trucks
e detail shop
e storage of vehicles associated with the use of the property

Some of the Special Uses were already granted to the South Lot but for transparency
the Petitioner is requesting the above special uses on the entire 6.48 acre property.

4. The entire lot was recently cleaned up, brush and debris removed, power lines
removed, and one building demolished. Two buildings and four cell towers remain on
the property. The two remaining buildings are the proposed location of the detail and
maintenance shop.

5. The Petitioner is also requesting a Site Plan Review which includes the storage of
vehicles, a large stockpile and a large wetland/detention basin. The storage of
vehicles will be located on the north side of the property where the stockpile is
currently located and the wetland/detention basin will be located at the southern end
of the property. The wetland/detention basin will serve not only the Village of Bartlett
lots but also serve as the detention for the lot directly west of the Subject Site.

6. The Village of Bartlett has been working closely with the Village of Streamwood with
regards to the water and sanitary hook up and the Site Plan. The Village of
Streamwood will be annexing the West Lot (6.17 acre) after the retention facility is
built. The Villages of Bartlett and Streamwood have preliminarily approved the cost
sharing of over-sizing the waterline that will be bored and dug under Route 59 to
connect to this site and create an emergency interconnection with our water system
and the Village of Streamwood. This water connection is imperative to the Village
of Bartlett and the Village of Streamwood in case of an emergency. The petitioner
has agreed to make this water connection as long as the stock pile can remain
indefinitely. The Villages of Streamwood and Bartlett have agreed to allow the
stockpile as long as it is heavily landscaped.

7. There are two curb cuts existing on the property off Lake Street. The eastern curb cut
will remain while the western curb cut will be eliminated. The petitioner is also
proposing cross access between the subject property and the 6.17 acre lot to the west.
(Both parcels are owned by the Petitioner.)

8. The two buildings remaining on this property are 23’ tall which meet our requirements
in the B-3 (Neighborhood Shopping) Zoning District and will be used for the repair and
detail shop.

9. The Site Plan shows a proposed sidewalk along the southern property line (Lake
Street) that will connect to the proposed sidewalk to the west and currently will dead
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end to the east. (Existing townhomes in Streamwood.)

10. The Village of Streamwood is asking that the northern and eastern perimeter of the
subject site provide for landscaping buffering of the development (i.e. fence and
landscaping) to help minimize the impact from the existing residential developments
to the north and east. Currently a 10’ tall board on board fence exists on the north
property line and a 6’ tall board on board fence and 4’ tall chain link fence cover a
majority of the east lot line. The petitioner is proposing to install a 6’ high board on
board fence with landscaping in the northeast corner of the property to screen this
area from the existing residents to the east.

11.The Landscape Plan, Lighting Plan and Engineering Plans are currently being
reviewed.

RECOMMENDATION

The Staff recommends forwarding the petition to the Plan Commission for their review
and to conduct the public hearing.

A copy of the Annexation Plat, Site Plan, Landscape Plan and additional background
information are attached for your review.

alz/attachments

\Whis\whusers\comdevimem2016\109_RLE Bartlett_vbc1.docx
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Bazos, Freeman, Kramer, Schuster & Braithwaite, LLC

Peter C. Bazos
Bradley T. Freeman
Robert S. Kramer
Mark Schuster

November 6, 2015

President Kevin Wallace J. William Braithwaite

Trustees of the Village Board Jonathan S. Pope

Village of Bartlett e

228 South Main Street Aaron H. Reinke

Bartlett, IL 60103 Christopher S. Nudo,
of counsel

Weriter's Contact:
Re: Zoning Application of RLE Property Corporation with Respect to pbazos@sbfklaw.com
6-Acre “Able RV” Property 847-742-8800 x2030

Dear President Wallace and Village Trustees:

I am representing RLE Property Corporation (hereafter “Petitioner”, and the principal of which
is Robert P. Loquercio) in connection with a Petition to the Village of Bartlett concerning the 6-acre
parcel which is commonly referred to in your Village as the “Able RV” parcel, but which I will now refer
to as the “Subject Property”.! The Petitioner is also the owner of the Elgin Toyota facility located at the
northwest corner of Lake Street and Elizabeth Drive and certain other properties in between.

By way of background, Mr. Loquercio moved his Elgin Toyota franchise out of the City of Elgin
and to its new location near your corporate limits on Lake Street because of his desire to grow his
business and obtain a much higher visibility that the Lake Street location affords. His companies have
also proceeded to acquire additional parcels, one in the Village of Streamwood and the other (the Subject
Property) partially in the Village pf Bartlett. Mr. Loquercio envisions further business expansion,
including the expansion I will briefly describe in connection with the Subject Property.

More specifically, the Petition filed with respect to the Subject Property contemplates the
following:

(a) Annexation of the approximate north 50% of the Subject Property into the Village of
Bartlett. (As of now, only the southerly portion of the Subject Property is within your
corporate limits.)

(b) Zoning of the northerly portion that is being annexed to the B-3 Zoning District,
which is consistent with the current zoning of the southerly portion that is already
in the Village;

! Although Mr. Aaron Reinke (one of your Village Trustees) is an associate with this firm, we have (consistent with
prior discussion with your Staff) seen to it that he has had (and will continue to have) no input or involvement in this
petition.

1250 Larkin Avenue #100 Elgin, IL 60123 www.sbfklaw.com gecEIVED
847-742-8800 (0) 847-742-9777 (fx) COMMUNITY DEVELOPMENT
S:\wpdoes\Work\39233\Letters and Memos\#21 Ltr to Wallace.docx
NOV 10 2015
VILLAGE OF

BARTLETT
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(c) A special use that will allow the entire Subject Property to be used for automotive repair,
vehicle storage and body shop purposes;

(d) Site plan approval;

(e) The general clean-up and re-landscaping of the entire Subject Property, including the
establishment of a detention facility will serve not only this Subject Property but also Mr.
Loquercio’s five-acre parcel immediately to the west. When you see the site plan and
landscape plans for the Subject Property, I think you will quickly conclude that this will
result in a significant upgrade to the appearance of this property within your Village
limits.

As to the special use, this is not significantly different than what the Subject Property has enjoyed
in the past while under prior ownership. However, please note that Mr. Loquercio would ideally like to
establish on the Subject Property a commercial “open to the public”, Toyota-certified body shop. To do
this, Mr. Loquercio will need to obtain the approval of his franchisor (Toyota Motor Corporation), and
will then have to make a substantial investment into one or both of the existing buildings in terms of
equipment and general interior building upgrades. Please note that, if this were to occur, the Village could
expect the following:

(a) The expenditure by Mr. Loquercio of an estimated $1 million or more to establish this
certified body shop;

(b) The creation of approximately 20 new jobs in your community;

(c) The generation of substantial sales tax that will come about through the sale of auto body

parts that are required to effectuate the body repairs to the cars of customers.

Mr. Loquercio has already begun to improve the appearance of the Subject Property by
demolishing the two southern-most buildings that had been situated thereon, leaving only two of the four
original buildings®. At the risk of being redundant, if the Village moves forward in approving the
Development Application which we have filed, we have no doubt that the Village will be very pleased
with the general upgrade and renovation that will occur with respect to the Subject Property and to the
additional business activity and sales tax revenue that will likely result.

Mr. Loquercio and I look forward to working with you and your Staff as we go through this

administrative process.
@ truly yours,

PCB/awy

RECEIVEDR
COMMUNITY DEVELOPMENT

NOV 10 2015

VILLAGE OF
BARTLETT

2 This demolition work was done pursuant to permits obtained from the Village of Bartlett.
1250 Larkin Avenue #100 Elgin, IL 60123 www.sbfklaw.com
847-742-8800 (0) 847-742-9777 (fx)



For Office Use Only

VILLAGE OF BARTLETT Caset __15-2|
DEVELOPMENT APPLICATION

(Please type or complete in blue or black ink.) RECEIVED
COMMUNITY DEVELOPMENT
PROJECT NAME _RLE-Bartlett NOV 03 2015
VILLAGE OF
PETITIO INFORMAT BARTLETT
Name: RLE Property Corporation - Phone: 847-628-2810
c/o Robert P. Loquercio
Address: 1600 W. Lake Street Fax:
Streamwood, IL 60107 Mobile:
':}xL\ (4.

Email: hloguercioc@blautogroup.con

Corvkt P Buzes
PROPERTY OWNER INFORMATION

Name: SAME Phone:
Address: Fax:

Mobile:

Email:

Auto & truck sales, maintenance

ACTION UESTED (Please check all that apply.) and body Fepsire
XX  Annexation XX  Special Use (please describe) detailing & Vehicle storage
___ PUD (preliminary) — Variation (please describe)
___ PUD (final) XX  Rezoning fromCounty to_B-3
__ Subdivision (preliminary) ___  Text Amendment
— Subdivision (final)
XX  Site Plan
__Unified Business Center Sign Plan
__ Other (please describe)

SIGN PLAN REQUIRED? (Please Circle.) Yes or @

(Note: A Unified Business Center Sign Plan is required for four or more individual offices or businesses sharing a
common building entrance or private parking lot.)

PROPERTY INFORMATION

Common Address/General Location of Property: 1180 W. Lake St., Bartlett,.IL

Development Application Page 1



06-28~202~009-0000 06-28-202-010~0000

Property Index Number ("Tax PIN"/"Parcel ID"); 06~28-100-007-0000

B-3 on south portion

Former RV Center with

Zoming: ExistingCOUnty on north portjgp,yje. Existing: buildings and cell towers

(Refer to Official Zoning Map)

Proposed:B=3 on entire property Proposed: See attached Exhibit 1

Comprehensive Plan Designation for this Property:

Acreage:

(Refer to Future Land Use Map)

For PUD’s and Subdivisions:

No. of Lots/Units:

Minimum Lot; Area Width Depth

Average Lot:

Area Width Depth

APPLICANT’S EXPERTS (Including name, address, phone, fax and email; mobile phone is optional)

Attorney Peter C. Bazos, Esqg.
Bazos, Freeman, Kramer, Schuster & Braithwaite LLC
1250 Larkin Ave., Suite 100, Elgin, IL 60123
847~742-8800 Phone 847~742-9777 Fax
-pbazos@sbfklaw.com

Engineer Matthew J. Krammer, Jacob & Hefner
910 S, Highland, #100, Lombard, TIL 60148
630-652-4639 Phone mkramer@iacobandhefner.com

Surveyor Chnck Hill, Alan J. Coulson, PC

Land Planner

645 S. 8th St., West Dundee, IL 60118

847-426-2911 Phone 847-426-8074 Fax

sirvayr@aol.com

NONE

Development Application Page 2



Other Project Manager: c on
Anderson Associates, Inc,

1250 Larkin Ave., Suite 100, Elgin, IL 60123

847-468~1090 Phone 847-468-0204 Fax
nike@andersonassociatesinc.com
FINDINGS OF FACT (Standards)

The Village of Bartlett Zoning Ordinance requires that certain findings of fact, or standards, must be
met before a special use permit, variation, site plan or planned unit development may be granted.
Each application for a hearing before the Plan Commission or Zoning Board of Appeals for a special
use, variation, site plan or planned unit development must address the required findings of fact for
each particular request. The petitioner should be aware that he or she must present specific
testimony at the hearing with regards to the findings. (On the following pages are the findings of
fact, or standards, to be met. Please respond to each standard, in writing, as it relates to the
case.)

**PLEASE FILL OUT THE FOLLOWING FINDINGS OF FACT AS THEY**
**RELATE TO YOUR CASE.**

O day of _((dohar , 2015

RLE Property Corporation

Y
By: AW‘
Robert P. Loquerci
Subszribed WWore me this é‘[‘“‘ day of | Od‘bﬁﬁf ¢ 2015

Horaxy Publie ' OFFICIAL SEAL
SUSAN M MALLOY
Notary Public - State of lllinois
My Commission Expires Dec 21, 2018

Development Application Page 3



ACKNOWLEDGEMENT

I understand that by signing this form, that the property in question may be visited by village staff
and Board/Commission members throughout the petition process and that the petitioner listed
above will be the primary contact for all correspondence issued by the village.

I certify that the information and exhibits submitted are true and correct to the best of my
knowledge and that I am to file this application and act on behalf of the above signatures.

Any late, incomplete or non-conforming application submittal will not be processed until ALL
materials and fees have been submitted.

SIGNATURE OF PETITIONER:

PRINT NAME: RLE Property Corporation

DATE: February 2016

REIMBURSEMENT OF CONSULTANT FEES AGREEMENT

The undersigned hereby acknowledges his/her obligation to reimburse the Village of Bartlett for
all necessary and reasonable expenses incurred by the Village for review and processing of the
application. Further, the undersigned acknowledges that he/she understands that these expenses
will be billed on an ongoing basis as they are incurred and will be due within thirty days. All
reviews of the petition will be discontinued if the expenses have not been paid within that period.
Such expenses may include, but are not limited to: attorney’s fees, engineer fees, public advertising
expenses, and recording fees. Please complete the information below and sign.

NAME OF PERSON TO BE BILLED: RLE Property Corporation

ADDRESS: c/o Peter C. Bazos 1250 Larkin Avenue, Suite 100

Elgin, IL 60123

PHONE NUMBER: 847-742-8800

EMAIL: __ \baz 08 @SLAY (a0 o

SIGNATURE: ;\/{’. ;V{’_ P /P ﬂavff\ m

*-Tw 1/0-—

DATE: February 9, 2016

Special Use Permit Application Page 4



LOCATION MAP

RLE Bartlett 1180 W. Lake St.

(2.02 Acres) ' Cell

: ; South - — (0.035 Acres) -~
- Lot L= 1 - “
1] (4.42 Acres) k Sl | | B




P o PLAT OF ANNEXATION

OF

PART OF THE MORTHEAST QUARTER OF SECTION 28, TOWNSHIP 41 NORTH,
RANGE 9 EAST OF THE THIRD PRINCIPAL MERIDIAN, COOK COUNTY, ILLINOIS.

= T _‘___{Ess%nm;&w) -q\
(HBEI0'E 393.83)
|

B it o ke 'Ns&i;? NORTH UNE OF THE NE 1/4 OF SECTION 28-41-9
OF SECTION 28-41-9 east e o e et 1 s or/"' . w -

NOTES:
£ 1/4 OF SECTION 28-41-

E (100.007 DENQTES RECORD INFORMATION

Sca.!’e 1 "o 40; 100.00° DENOTES MEASURED INFORMATION

1106.51'% DEED)
(S01'52'05°E 1385.857

BASIS OF BEARINGS
NAD B3, ILLINDIS STATE PLANE,
EAST ZONE (1201)

STATE OF ILLINOIS )

STATE OF mLINDIS ) COUNTY OF COOK )

THIS UMBER WAS FILED FOR RECORD IN THE
RECORDER'S U(-F:Dt‘ OF‘ COOK COUNTY, ILLINGIS,

44 DATED TS ____ DAY OF . = .20
AT 0'CLocK M

FOREST RIDGE
PER DOC. NO. 0430013086
45

COUNTY OF COOK bl

THIS IS TO CERTIFY THAT THE UNDERSICNED IS THE LEGAL OWNER OF THE 1

LAND n:scmstn ON THE SUSJECT PLAT OF ANNEXATION, AND HAVE CAUSED I
THE SAME TO BE SURVEYED, DEPICTED AND LEGALLY DESCRIBED AS INDICATED

THEREON, FOR THE USES AND PURPOSES HEREIN SET FORTH.

By:
DATED THIS _.__ DAY OF sy B0 QUTLOT N COUNTY RECORDER

EXISTING LIMITS OF THE
BLE_PROPERTY CORPORATION, AM. ILLINOIS CORPORATION VILLAGE OF STREAMWODD 43

OWNER LOT 3
IBIS POINT COMMERCIAL
PER 0OC. NO. 0508439004 NBB8'17'56°E 394.57"
(NBSSO'4'E 393,83+ DEED)

OF THE NORTH 10 ACRES OF THE \I\ES‘I'
16 ﬂTSRELJMEGF THE NE 1/4 OF SECTION 2B-41-

STATE OF ILLINOIS )

COUNTY OF DUPAGE )

ms 1S TO CERTIFY THAT |, CARL J. COOK, AN ILLINOIS PROFESSIONAL LAND SURVEYOR

HAVE SURVEYED AND PLATTED FOR THE OWNER(S) THERECQF THAT PART OF THE
NORTHEAST QUARTER OF SECTION, 28, TOWNSHIP 41 NORTH, RANGE 9 EAST OF THE
THIRD PRINCIPAL MERIDIAN, DESCRIEED AS FOLLOWS:

STATE OF ILLINOIS b,
T i i e EXISTING LIMITS OF THE

ki) ) VILLAGE OF STREAMWOOD

| HEREBY CERTIFY THAT RLE PROPERTY CORPORATION, AN ILLINOIS

CORPORATION, WHOSE WAME IS SUBSCRIBED N THE FOREGOING CERTIFICATE IS

KNOWN 1D ME AS SUCH DWNER.

GIVEN UNDER MY HAND AND NOTARIAL SEAL THIS

DAY OF

PARCEL 1:

PART OF THE WEST 16 ACRES OF THAT PART OF THE NORTHEAST QUARTER OF SECTION 28,

OUTLOT N TOWNSHIP 41 NORTH, RANGE @ EAST OF THE THIRD PRINCIPAL MERIDNAN, WHICH LIES NORTH OF
THE NORTHEASTERLY LINE OF LAKE STREET, SAID PARCEL BEING MORE PARTICULARLY DESCRIBED
AS FOLLOWS:

COMMENCING AT THE NORTHWEST CORNER OF THE NORTHEAST OUARTER OF SAID SECTION 28;
THENCE NORTH 85 DEGREES 50 MINUTES 14 SECONDS EAST ALONG THE WORTH LINE OF SAID
NORTHEAST QUARTER, A DISTANCE OF 393,83 FEET MORE OR LESS TO A POINT ON THE EAST
UNE OF THE AFOREMENTIONED WEST 16 ACRES; THENCE SOUTH D2 DECREES 32 MIKUTES 40
SECONDS EAST ALOMG THE LAST MENTIONED EAST LINE OF THE WEST 16 ACRES, A DISTANCE OF
1106.51 FEET MORE OR LESS T0 A POINT ON THE SOUTH LINE OF THE NORTH 10 ACRES OF SAID
WEST 16 ACRES FOR A POINT OF BEGINNING; THENCE CONTINUMG ALONG A PROLONGATION OF
THE LAST DESCRIBED COURSE, A DISTANCE OF 225.44 FEET, THEWCE SOUTH 85 DEGREES 50
MINUTES 14 SECOND'S WEST, A DISTANCE OF 393,83 FEET TO A POINT ON THE WEST LINE OF THE
HORTHEAST QUARTER OF SECTION 28; THENCE NORTH 02 DEGREES 32 MINUTES 40 SECONDS
WEST ALONG THE LAST MENTIONED WEST LINE OF THE NORTHEAST QUARTER OF SECTION 28, A
CISTANCE OF 225.44 FEET TO THE AFOREMENTIONED SOUTH LINE OF THE NORTH 10 ACRES OF
THE WEST 16 ACRES; THENCE NORTH BS DEGREES 50 MNUTES 14 SECONDS EAST ALONG THE

LAST MENTIONED SOUTH LINE OF THE NORTH 10 ACRES, A DSTANCE OF 393.83 FEET T0 THE
{sasgﬁx‘iwstsigtgm) POINT OF BEGINNING, ALL IN COOK COUNTY, ILLINGGS,

PARCEL 1
HEREBY ANNEXED

PN, 06 28 200 D07
CONTARNG BEO19 50, FT. / 2041 ACRES

- 2.

NOTARY PUBLIC
WY EXPIRES:

SO00812°E 225.44"
(SO0'06"30"E 225.92')

(S02'32'40°E 225.44' DEED)

NOD'0B'12™W 225.44"
(NOZ32'40"W 225.44' DEED)

WEST LINE OF THE NE 1/4 SEC. 28-41-9

WVILLAGE OF STREAMWOCD

\ EXISTING LMITS OF THE

PARCEL X

\ P.0.B. THAT PART OF THE WEST 16 ACRES OF THAT PART OF THE NORTHEAST QUARTER OF SECTION
VLIAGE OF BARTLETT CERTFICATE FHSTING LIITS OF THE VILLAGE OF BARTLETT (40.07) PARCEL 2 23, TOWNSHIP 41 NORTH, RANGE 9 EAST OF THE THIRD PRINCIPAL MERIDIAN, WHICH LIES HORTH
(NB8'07'S5"E) CF THE NORTHEASTERLY LINE OF LAKE STREET BOUMDED AND DESCRIBED AS FOLLOWS:

N89'51'48°E (64.0°) COMMENCING AT THE NORTHWEST CORNER OF SAID NORTHEAST QUARTER; THENCE NORTH BB

T OF THE i

QTR Lt \ 40.00" (S3807'55°W) OECREES 30 MINUTES 49 SECONDS EAST BEING AN ASSUMED BEARWG ON THE NORTH LINE OF
I.\.l

ﬁ N
o § Bi:
g / g DISTANCE OF 84,0 FEET T0 THE POINT OF BEGHNING, THENCE SOUTH 01 DEGREES 52 MBUTES

n 05 SECONDS EAST ON A LINE PARALLEL WITH SAID WEST LINE OF THE NORTHEAST QUARTER A
48"# \ DISTANCE OF #0.0 FEET; THENCE SOUTH B8 DEGREES 07 MINUTES 55 SECONDS WEST A DISTANCE

STATE OF ILLINDIS 1

COUNTY OF COOK ]

APPROVED AMD ACCEPTED BY THE PRESIDENT AND BOARD OF
TRUSIEES OF THE VILLAGE OF BARTLETT, COOK, DUPAGE AND KANE
COUNTIES, ILLINOIS THIS ____ DAY OF __ ——20___

LOT 4 SAID NORTHEAST QUARTER, A DISTANCE OF 393,83 FEET 10 THE EAST LINE OF THE WEST 16
STARVIEW CENTER ACRES OF THAT PART OF THE NORTHEAST QUARTER OF SAsD SECTION 28 WHICH LEES MORTH OF
THE NORTHEASTERLY UME OF LAKE STREET, THENCE SOUTH 0% DEGREES 52 MINUTES 05
SUBDIVISION SECONDS EAST ON A LINE PARALLEL WITH THE WEST LINE OF SAID NORTHEAST QUARTER A
BER DOC. MO, 03208816 D'STANCE OF 1385.95 FECT, THENCE SOUTH 88 DEGRECS 07 MINUTES 55 SECONDS WEST A

01°52'05"W)

(40.0)

(s01'52 OS'E)
(40.07)

BY:

WILLAGE OF BARTLETT

PARCEL 2
HEREBY ANNEXED
PN, 05-28-202-010 [saam' 55"W)

Eds 40'%40° PARCEL PER DOC. MO, 00775524 (40.0"
VILLAGE CLERK CONTAINKG 1,600 S0, F1. / D.037 ACRES

VILLAGE PRESIDENT

/msma LIMITS OF THE
(N
N

OF 40,0 FEET, THENCE NORTH 01 DEGREES 52 MINUTES 05 SECONDS WEST A DISTANCE OF 40.0
FEET, THENCE NORTH 88 DEGREES 07 MINUTES 55 SECONDS EAST A DISTANCE OF 40.0 FEET TO

ATTEST: THE POINT OF BEGIMNING, ALL IN COOK COUNTY, ILLINDIS.

EXISTING LIMITS OF THE

VILLAGE GF BARTLETT DATED AT LOMBARD, ILLINOIS, THIS 27th DAY OF OCTOBER 2015,

JACOB & HEFMER ASSOCIATES, IN

EXISTING LIMITS OF THE

WVILLAGE OF BARTLETT

I

ILLINCIS LAND SURVEYOR 35-3543
MY LICENSE EXPIRES NOVEMBER 30, 2016

Survey No.: E963i
99 ‘ jACOB & HEFNER et By i auToGROUP i

\HNl!fI\IT-\

i Description: FLAT OF ANNEXATION
! Date Prepared: OCTOBER 27, 2015

REWSED 12/28/15 Scale: 1" = 40 | mmr .N‘éd.




Copyright ® 2015 Jocob & Hefner Associates, INC.
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ZONING: B-3 COMMUNITY SHOPPING DISTRICT
BARTLETT PARCEL AREA* = 599

EXISTING WEST BUILDING AREA 3\.&15 SF
EXISTING EAST BUILDWNG AREA = 3,628 SF

EXISTING FLOOR AREA RATIO= 0.0278
HEWGHT OF EXISTING BUILDINGS = UNKKOWN

PARKING STALLS: (ALL STALLS SHALL BE 9'x18")
REQUIRED REGULAR STALLS = 0
REQUIRED HANDICAP ACCESSIBLE STALLS = 1
REQUIRED TRUCK STALLS = 0
PROVIDED REGULAR STALLS = 8
PROVIDED HANDICAP ACCESSIBLE STALLS = 2
PROVIDED TRUCK STALLS = 0

SAREA INCLUDES LOTS TO BE ANMEXED WTO THE VILLAGE.
NOTES:
1} ALL DIMENSIONS ARE FROM BACK OF CURB OR OUTSIDE FACE OF BUILDING.
2) ALL RADG ARE 4-FT UNLESS NOTED OTHERWISE.
SJEIQ:.LSL PAVEMENT MARKINGS SHALL BE 4-INCH PAINT UNLESS NOTED OTHERWISE, OR AS PROVIDED FOR ON THE

4) THE CROSS SLOPE ON ALL SIDEWALKS SHALL NOT EXCEED 1.5%.

5) INSTALL REVERSE PITCH BG.12 CURE AND GUTTER AT EDGE OF PAVEMENT UNLESS NOTED OTHERWISE. STANDARD
FIMCH CURB & GUTTER DEWOTED BY: ===

6) ANY STRIPES WITHIN THE EXISTING PARKING LOT THAT ARE IN CONFLICT WITH PROPOSED STRIPING SHALL BE
“BLACKED OUT™ WITH BLACK PAINT PRIOR TO PAVEMENT RESTRIPING.

7) ADA DETECTABLE WARNINGS SHALL BE RED ARMOR TILE OR APPROVED EQUAL

8) CONTRACTOR IS RESPONSIBLE FOR COORDINATING DIRECTLY WITH UTILITY COMPANIES RECARDING POTENTIAL IMPACTS
TO UTILITY POLES AND GUY WIRES WITHM R.OMW. FROM GRADING & CONSTRUCTION ACTIITIES,

AQ} SETBACKS SHOWN ON THE PLAN APPLY TO BUILDING AND PARKING SETBACKS.

FROPERTY LOCATED WITHIN THE
CORPORATE LIMITS OF BARTLETT

PROPERTY LOCATED WITHIN THE
CORFORATE LIMITS OF STREAMWOOD.

UNINCORPORATED COOK COUNTY. TO BE
ANNEXED INTO THE CORPORATE LIS
OF BARTLETT.

, UNINCORPORATED COOK COUNTY.
/ FUTURE STREAMAOOD.

6/13/16
2/5/16
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Agenda Item Executive Summary

D’Licious Crepes & Roti Special Use to serve Committee
Item Name  beer and wine or Board Committee

BUDGET IMPACT

Amount:  N/A Budgeted N/A
List what
fund N/A

EXECUTIVE SUMMARY

A request for a SPECIAL USE PERMIT to serve beer & wine at D’'Licious Crepes & Roti located at 225 S. Main
Street at the southeast corner of Railroad Avenue and Main Street at the Town Center.

ATTACHMENTS (PLEASE LIST)
CD Memo, Applicant Cover Letter, Application, Location Map and Site Plan

ACTION REQUESTED

M For Discussion only- to discuss the project and move forward to the Plan Commission for further
review and to conduct the public hearing on the special use.

a Resolution
a Ordinance
a Motion

Staff: Jim Plonczynski, Com Dev Director Date: 6/10/2016



For Office Use Only
VILLAGE OF BARTLETT Case st 160G
SPECIAL USE PERMIT APPLICATION RECEIVED
COMMUNITY DEVEL oppyipr
O0L Lo be| 02
PROJECT NAME ’ Q Qar~ C. v
D'Liciee 5’ Creps & ﬁu*u Bklﬁérﬁg-g':

PETITIONER INFORMATION (PRIMARY CONTACT) Clis B Lleesis

Name: KQ_CL e QJV\O Proe
Street Address: KR S =, U& N :)3-
City, State: (ROJ YledH | 1C Zip Code: __ (00103

Email Address: SUHOV\ &L\o(f@ m@ jnf\m\('_om Phone Number: 08 -5(4.- 7o

Preferred Method to be contacted (Plea%e C]Icle) Phone/ Ema.ll |
Lbehhoweets @ gmail-Cor

PROPERTY OWNER INFORMATION

Name: 'EQ(;E[Q-“ ( iomm@cc;QQ L8

Street Address:_|.O S. IPivde-Q, PlLnza |s00

City, State: Q I/‘\ LB L%;Q ; L( Zip Code: o Go Q’
Phone Number: S’H"I 1 (= HO0E

'\(

OWNER’S SIGNATURE; WWI« ! /M/ Date: S / 2 3/ [ b
(OWNER’S SIGNATURE IS ‘REQUIRED ‘or A LETTER AUTHORIZING THE PETITION
SUBMITTAL.)

SPECIAL USE PERMIT REQUESTED (Please describe i.e. liquor sales, outdoor seating, etc.)

L\ﬁuw"' Su\zb

Special Use Permit Application Page 1



For Office Use Only

=" VILLAGE OF BARTLETT Case #
»y] SPECIAL USE PERMIT APPLICATION

MQLNMQD @ /g L/’Q(J or /Q(?__,

PETITIONE RY CONTACT
Name: _ Coeanl Ol pro

Street Address:__ == S D N donn Sk
City, State: Qw Yled , 1C Zip Code: (0103

Email Address: SUH(\D ChoXée 9.015® 9valGom Phone Number: 08 - D64 ATof
Preferred Method to be contacted (Please Circle): Phone/Email

PROPERT R INFO ION

Name: BQ cfle ) ( O E00 ,{QQ L.

Street Address:_ | AO .S. rP aralle, Plhaga Htloco

City, State: Q,l/n Coga, L Zip Code: _ (20 Go (
Phone Number: g—u.,[ "1& [~ HO03

OWNER’S SIGNATURE: ./, mf / Mauases  pae: 5\/ L3 /] / é

(OWNER’S SIGNATURE IS MED or A LETTER AUTHORIZING THE PETITION

SUBMITTAL.)
SPECIAL USE PERMIT REQUESTED (Please describe i.e. liquor sales, outdoor seating, etc.)

Special Use Permit Application Page 1




PROPERTY INFORMATION
Common Address/General Location of Property: D 5 3 Man St % act Lol ILGoKs

Property Index Number (""Tax PIN"/"Parcel ID"): 06-34- Y- 014

Acreage:

(Curﬂmcrdv\ )

Zoning: PO Land Use: _ Vil Cod— Mixed Use
(Refer to Official Zoning Map)

Comprehensive Plan Designation for this Property: Vil Cev Mind U
(Refer to Future Land Use Map)

APPLICANT’S EXPERTS (If applicable, including name, address, phone and email)

Attorney

Engineer

Other

Special Use Permit Application Page 2



FINDINGS OF FACT FOR SPECIAL USES

Both the Plan Commission and Village Board must decide if the requested Special Use meets the
standards established by the Village of Bartlett Zoning Ordinance.

The Plan Commission shall make findings based upon evidence presented on the following standards:
(Please respond to each of these standards in writing below as it relates to your case. Itis important
that you write legibly or type your responses as this application will be included with the staff
report for the Plan Commission and Village Board to review.)

1. That the proposed use at that particular location requested is necessary or desirable to provide a
service or a facility which is in the interest of public convenience and will contribute to the general
welfare of the neighborhood or community.

Mdn—j Cotormers has been INQUrnasy ) £ JM(DQQ)
Lo e\ beer Gnd LD~

2. That such use will not under the circumstances of the particular case be detrimental to the health,
safety, morals, or general welfare of persons residing or working in the vicinity or be injurious to
property value or improvement in the vicinity.

Lis 1n WA e ULses 1n Mo %uu\alf‘\j-

3. That the special use shall conform to the regulations and conditions specified in this Title for such
use and with the stipulation and conditions made a part of the authorization granted by the Village
Board of Trustees.

UWe Oce awate of Jua speche hours of  Operotharn
64 Sefuu’\_g NV \1Q\u<:>r‘ O we W\ o(oe_tf g
rolen Gnd  feyolomon for Soelh Lol We are Pfefcﬂ"’v

e applitaton £ Luoc [ icense.

Special Use Permit Application Page 4



ACKNOWLEDGEMENT

I understand that by signing this form, that the property in question may be visited by village staff
and Board/Commission members throughout the petition process and that the petitioner listed
above will be the primary contact for all correspondence issued by the village.

I certify that the information and exhibits submitted are true and correct to the best of my
knowledge and that I am to file this application and act on behalf of the above signatures.

Any late, incomplete or non-conforming application submittal will not be processed until ALL
materials and fees have been submitted.

SIGNATURE OF PETITIONER: _ X ﬂ’fé‘// h Q‘/ 14—

PRINT NAME;: @ cllesh @/%Lo 2 G
DATE: 5'{ / 7?//,6

REIMBURSEMENT OF CONSULTANT FEES AGREEMENT

The undersigned hereby acknowledges his/her obligation to reimburse the Village of Bartlett for
all necessary and reasonable expenses incurred by the Village for review and processing of the
application. Further, the undersigned acknowledges that he/she understands that these expenses
will be billed on an ongoing basis as they are incurred and will be due within thirty days. All
reviews of the petition will be discontinued if the expenses have not been paid within that period.
Such expenses may include, but are not limited to: attorney’s fees, engineer fees, public advertising
expenses, and recording fees. Please complete the information below and sign.

NAME OF PERSON TO BE BILLED: Q— c Led I C,,L"\Q p (S
ADDRESS: e B e S, NAoan S
o Yoy LU Goley

PHONE NUMBER: SO 344~ G768
EMAIL: ‘5(.)./1/\!/\ Q et 20\ @f;] NG\ g

SIGNATURE: K sy ﬁ/’ﬁ//V"l/
DATE: 5/492 / /b

Special Use Permit Application Page 4



ZONING/LOCATION MAP

D”Licious crépes & roti
225 S. Main St.
PIN 06-34-410-018

e, @eclEye, [EEn "'-@@:e@ﬂ,mm (EHESTA _
@@tuaﬁn uom@@m[@m |GRESWiSStopel (™
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Agenda Item Executive Summary

Committee
Item Name  Draft Downtown TOD Plan or Board Committee
BUDGET IMPACT
Amount:  $25,000 Budgeted Yes
List what . .
fund Professional Services

EXECUTIVE SUMMARY

Village Staff has worked with consultants from Solomon Cordwell Buenz (SCB), the Goodman-Williams Group
and Fish Transportation, and members of the Steering Committee since July 2015 in the crafting of a Transit-
Oriented-Development (TOD) Plan for the future development and redevelopment of Downtown Bartlett.

This project is the result of recommendations from the Economic Development Commission in the Fall of 2013
of ways to improve Downtown Bartlett, and an application to the RTA for a grant to assist in the crafting of this
Plan.

As part of the conditions of this grant, the Village contributes $25,000 out of the total $125,000 project cost, plus
any study costs exceeding $125,000.

ATTACHMENTS (PLEASE LIST)
Staff Memo; Draft Downtown TOD Plan

ACTION REQUESTED

@  For Discussion only- to discuss the project and forward to the EDC, Plan Commission and Zoning
Board of Appeals for a joint Public Hearing and further review of this TOD Plan for Downtown
Bartlett.

a Resolution

a Ordinance
a Motion

Tony Fradin, E.D. Coordinator
Staff: Roberta Grill, Assistant CD Director Date: 6/14/2016



COMMUNITY DEVELOPMENT MEMORANDUM

16-110
DATE: June 13, 2016
TO: Valerie L. Salmons, Village Administrator
FROM: Tony Fradin, E.D. Coordinator /7~
Roberta Grill, Assistant C.D. Direcfor»\/;b
RE: Downtown TOD Plan
BACKGROUND

Staff applied for and received a Technical Assistance Grant from the RTA in 2014 to
create a Transit-Oriented-Development (TOD) Plan for Downtown Bartlett. Applying for
this grant was one of the 9 short-term recommendations made by the Economic
Development Commission, out of 24 total recommendations, at its October 2013
meeting.

After reviewing several submittals by qualified consultants, Staff and the RTA selected
Solomon Cordwell Buenz (SCB) as the lead consultant for this project, and SCB has
engaged Cindy Fish of Fish Transportation Group and Linda Goodman of the
Goodman-Williams Group as part of their consultant team.

A Steering Committee was formed to guide the progress of this Plan and was
comprised of Trustee Vince Carbonaro, downtown business owners, managers and
local area residents, including E.D. Commissioner Tracy Smodilla, Plan Commissioner
Shane Cook, Zoning Board of Appeals Commissioner George Koziol, and
representatives from Metra, the RTA and Village Staff.

Stakeholder interviews were conducted early in the study phase, and three Community
Meetings were held at Bartlett Hills to elicit comments and participation from the public.
A website dedicated to this project was created by the consultants,
www.bartlettdowntowntod.com and also included a survey that garnered 287
responses.

DISCUSSION

After numerous meetings and interviews, detailed research by SCB’s team, input from
the public and by other downtown stakeholders, a detailed TOD Plan has been crafted
and addresses issues impacting Downtown Bartlett's success as well as a long-term
strategy for addressing these issues and improving the Downtown.



CD Memo 16-110
June 13, 2016
Page 2 of 3

Prior to this draft of the Downtown TOD Plan, SCB and its team completed appendix
reports including a Summary of Existing Conditions, a Streetscape and Urban
Design Analysis, Transportation Recommendations and a Downtown Market
Analysis. These supporting background appendices are posted to the project website
and can be viewed in the Documents section. Numerous findings from each of these
reports were extracted and included in the attached draft Plan.

The TOD Plan is very wide-ranging and detailed, including analysis of individual blocks
and properties throughout the Downtown. The key issues addressed throughout this
TOD Plan include:

e Traffic Analysis — the Fish Transportation Group addressed such issues
as pedestrian safety and crosswalks, access to the Metra Station and the
split platform, roadways and intersections, signalization, roadway capacity
and parking.

e Bicycle and Pedestrian Connections — improving connections from
surrounding neighborhoods to the Downtown area and the Metra Station.

e Increase Downtown Residential Population — strategies that focus on
new housing opportunities to fuel commercial growth. This Plan identifies
numerous opportunity sites for future development and redevelopment.

e Bartlett Avenue as the Historic Retail Center of Downtown -
reinforcing and extending the character of this street to the west by
encouraging infill development.

e Revitalizing Older Retail Properties — enhance the marketability and
appeal of existing businesses and properties within the Downtown.

Christine Carlyle, Principal and Director of Planning for SCB is the lead consultant on
this project and will be present to describe this project and Plan.

PURPOSE AND INTENT OF THE DOWNTOWN TOD PLAN

This Downtown TOD Plan is intended to provide the Village of Bartlett with a successful
implementation timeline and strategy for the development and redevelopment of its
Downtown area, centered around the Metra station. The Plan does so by providing
solutions that take advantage of the area’s natural amenities, mitigating its inherent
weaknesses, and planning in tandem with local demographic characteristics and
economic conditions.

The TOD Plan will update the Future Land Use Plan of the Downtown based on local
demographic and economic trends, and will provide a more detailed set of design tools
and regulations for shaping both public and private developments and partnerships in
Downtown Bartlett.



CD Memo 16-110
June 13, 2016
Page 3 of 3

RECOMMENDATION

Staff recommends forwarding the Draft Downtown TOD Plan to the Economic
Development Commission, Plan Commission and Zoning Board of Appeals to conduct a
joint Public Hearing and to further review this Plan for Downtown Bartlett.
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Project Introduction

The Village of Bartlett received a grant through
the Community Planning Program of the
Regional Transportation Authority (RTA) to fund
the creation of a Downtown Transit Oriented
Development (TOD) Plan for the Metra station
area.

In general, TOD plans focus on district
improvements that encourage the creation of
sustainable and walkable communities with
reduced automobile dependency, and iden-
tify ways to pair economic development with
transportation improverments. Plan strategies
can include but are not imited to identify-

ing business attraction strategies, creating a
safer walking environment, encouraging active

ground floor uses, expanding housing options, | . ' |
. - a Ealept e ™ + |
and increasing downtown event programming. ipalce) S ‘
Stakeholder Meetings |
. |
The Village of Bartlett Downtown TOD Plan ‘ O e TR | |
| |
process took place over roughly 10 months ol e s i Pty
and was guided by a Steering Commitiee PR
comprised of Downtown residents, business B B Dvae Ak
owners, and Village leaders. At key milestones j o . :
. N . . | Pusiic Warkshop 2
in the process, the community was invited to [ | .
ek » o - Draft Bartlatt TOD Pla
participate in public workshops to discuss and 2 S -
| ,'r ") Public Warkshop =
comment on the plan components. [ | \_/
| | Final Bartlewr TOD Plan
|
I
August September October Mowvember December January Februarny March Aprl May June

2015
2015 2016



What are the benefits of Transit
Oriented Development (TOD)?

The goal of creating developments in close
proximity to public transit options is to use
transit resources effectively, reduce conges-
tion, and give a boost to the local economy.
TOD plans promote walking and an active
lifestyle, by encouraging quality streetscape
and buildings in & compact layout. This con-
sequently allows for more efficient use of
land, and often requires less land area to be
dedicated to parking due to the potential for
sharing between businesses.

Planning for new development around the
Bartlett Metra station will help expand Metra
ridership, attract new visitors, and invest-
ment to Downtown. Locally, making transit
options and the Downtown more attractive
will help to bring new customers to exist-
ing businesses, as well as attract new shop-
ping, restaurant, and employment options
to the area. Regionally, the increase in transit
ridership helps to alleviate traffic conges-
tion, reduce the need for new roadways, and
reduce air pollution.

( o

Why is Bartlett a Good
Opportunity for TOD?

Goals of the TOD Plan

Foster a greater sense of commu-
nity pride and vibrancy in Downtown
Bartlett

* |ncrease economic development
throughout the Downtown area

*  Provide a mixed-use environment,
with more residential options, a va-
riety of commercial businesses, and
jobs within the Village

» Expand the local tax base to support
future infrastructure improvements

= Encourage commuters to use Metra
to help reduce traffic congestion and
air pollution

* Maintain and enhance the appearance
of the Downtown to provide a stron-
ger sense of place

»  Advance sustainability and public
health goals through the promotion of
a compact, walkable community

Downtown Bartlett is 2n excellent opportunity
for new residential development. Existing
housing units, especially those available for
rent, are almost fully leased out. Regionally,
Downtown locations that are well served by
public transit are very attractive to develop-
ers and have generally recovered from the
recession of 2008 faster than suburban areas
that are less connected. Bartlett also has an
established, walkable street pattern Down-
town, with quiet tree-lined residential streets,
good sidewalks, high guality community
facilities, and very little traffic congestion.
Residential settings like Bartlett appesal to a
growing demographic of young professionals
and empty nesters who are investing in new
suburban housing. The Real Estate Market
Analysis conducted as part this Plan concludes
that there is sufficient demand today to sup-
port the construction of 50-60 apartments and
45-55 townhomes units Downtown over the
next 3 years.

To continue to reinforce Downtown Bartlett

as a transit served, amenity rich, mixed-use
neighborhood, residential growth should be
paired with the pedestrian, public realm, and
transportation improvements outlined within
this Plan. As the Downtown residential popula-
tion grows, it will also help to better sustain
the existing businesses, as well as help attract
new retail and restaurants to the area.
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Study Area Overview

The study area for the TOD Plan is focused on
the walkable district surrounding the Metra
station which includes Bartlett's core Down-
town retail and residential zone, as well as
schools, professional offices, major employ-
ers, and park spaces. The TOD study area cov-
ers roughly 240 acres of land, and is bounded
by Western Avenue, North Avenue, South
Prospect Avenue and West Devon Avenue
{shown on the facing page).

The Village of Bartlett is located roughly 35
miles northwest of Downtown Chicago, and
includes portions of the Lake Street [/ lllinois
Route 20 and lllinois Route-59 corridors. The
Village is split between Cook, DuPage, and
Kane Counties, and shares boundaries with
the neighboring communities of Elgin, South
Elgin, Streamwood, Hanover Park, Carol
Stream, West Chicago, and Wayne.

Bartlett's Metra station is located on the Metra
Milwaukee District West Line, that provides
service from downtown Chicago — Union
Station to Big Timber Road in Elgin. There

are approximately 68 trains per day through
Downtown Bartlett, of which 58 are Metra
commuter trains (weekday trains) and about
10 are freight trains.

Big Timber

"
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Study Area Overview

Demographics

The population of Bartlett in 2015 is estimated
to be 41,299. It has grown by 12.5% in the
past fifteen years, with the majority of this
growth seen between 2000 and 2010. Since
2010, the population has remained steady, and
is only projected to increase slightly by 2020.

An estimated 76.1% of the population in
Bartlett identifies as White. Asians make up
the largest minority, comprising 15% of the
population. The Hispanic population of Bartlett
has increased significantly since 2000. It now
is estimated as 11% of the population.

Age Distribution

The median age of residents in the commu-
nity has increased 15.9% since the 2000 Cen-
sus, from 33.4 to 38.7 years. CMAP estimates
the median age in the seven-county region is
36.0. As the population continues to age, the
municipality will have to plan accordingly for
these growing populations.

Three segments of the population in Bartlett
are increasing:

* [ndividuals in their young 20's

* Those aged 45 - b4, who are typically in
their peak earning years

* Seniors, both 55 -74 and 75+

Housing Characteristics

Bartlett’s housing stock, which has a total of
14,187 units, is predominantly made up of
owneroccupied units (a total of 88.1%). The
housing vacancy rate is only 2.9%, which is
considered very low and a positive indicator by
most standards.

More than 90% of homes within Bartlett were
constructed in the decades spanning 1970 to
2009. The 1990s were the most significant
decade for housing construction within the
Village, with 5,327 homes built during this ten
year period (37% of the housing stock).

As measured by the issuance of residential
building permits, annual new home construc-
tion volumes over the last 10 years peaked in
2005 with 511 single family and 238 multi-
family permits issued — then tumbled into a
deep hole as the housing and financial mar
ket crises hit and the regional and national
economies fell into recession. Construction
volumes within the Village have yet to recover,
having hovered near zero since 2008.

During the past few years, Bartlett has only
permitted 20 single family residential units
and no multifamily units. Streamwood has
permitted a total of 150 single family and mul-
tifamily units during the same time frame.
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The Downtown Bartlett Study Area encom-
passes a wide variety of housing types,
including detached single family homes and
multi-family rental apartments, townhomes,
and condominiums.

Downtown Employment

Senior Flexonics, located on Devon Avenue,

is Downtown's largest employer with 400
employees. They manufacture flexible mecha-
nisms for exhaust, cooling, and fuel distribu-
tion systems. According to the Human Re-
sources Manager for Senior Flexonics, most
employees travel from neighboring suburbs

to work at the location and the overwhelming
majority commutes via personal vehicle.

Many other Downtown employees work in
Village Hall, the Fire Department, or Bartlett
Elementary School. Together with the manu-
facturing jobs at Senior Flexonics, these indus-
tries comprise nearly two-thirds of the Down-
town employment. Fourteen restaurants

and 18 retail stores are located Downtown,
employing 150 people.

Downtown Commercial

Nineteen storefronts in Downtown Bartlett
are vacant, a relatively high percentage. Retail
and Restaurants comprise of 25.6% of total
establishments. Professional and medical
offices and other service businesses together
comprise 50.4% of the total businesses in
Downtown Bartlett.

Bartlett does not have as much retail as its
neighboring communities as measured by an-
nual retail sales tax. It collected just over $2
million in retail sales tax in 2014 as compared
to $7.9 million in Bloomingdale.

Downtown Business Inventory

Personal &
Household
Services
20.8%

Medical Office
15.2%

Retail Stores
14.4%

13
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Study Area Overview

Metra Rail Ridership

Per Metra's most recent ridership surveys
(2014), there are 1,081 typical weekday board-
ings at the Bartlett station. Ridership at this
station grew considerably in the 1980s and
has been relatively stable since. Bartlett is
appealing to commuters because it is the last
station in Metra's Zone F which is two fare
zones lower than the next closest station to
the west (Elgin, National Street).

Getting to the Station

Maode of access to the station is predominant-
ly by driving alone/parking, followed by being
dropped off as shown to the right. Bartlett has
a higher drive alone access to the station and

a much lower number of riders who walk com-
pared to both the MD-W line and the Metra
system as a whole.

The Bartlett Metra station attracts riders from
a fairly wide area, drawing as far west as
South Elgin, as far north as Schaumburg, and
as far south as Army Trail Road. This could

be attributable to the fare zone location and
availability of daily fee parking spaces. Draw-
ing from this large of an area also contributes
to the higher percentage of drive alone access
to the station.

How Commuters Get to the Metra Station

70%

W Bartlett Station

Metra System

60%

50%

40%

30%

20% |

10%

-

Walk Drive Alone

Key Metra Commuter
Considerations

Commuter parking: Existing parking is 85%
utilized. This is the level at which additional
parking resources may need to be considered.

Access to Metra station: The highest per
centage of commuters who access the
Bartlett station drive alone and park, while the
walk access is very low. Improvements to the

Dropped Off Bike

Other B

pedestrian/bicycle network should be a focus
of future work to make walking and biking to
the station more attractive.

Commuter Lot 11: The Village purchased this
commuter lot, located north of the tracks and
east of Western Avenue, in April 2009 with
interest in redeveloping the parcel. As part of
the sale of this property, the Village agreed
that when the parcel is radeveloped, it will
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pay for the relocation of the 86 parking spaces
to another site near the station. Since the ac-
quisition, the Village and Metra have discussed
possible areas for relocating the parking, but
no binding agreement has been made on this
issue due to the lack of development activity
on the lot 11 parcel.

Qutbound trains blocking the Western Av-

enue and Oak Avenue crossings: Because

of the split platform operation, both crossings
are generally not blocked at the same time.

Bartlett Station Ridership Over Time

| 1087

1983 | 1985 1989 | 1991 E 1993

Western Avenue does get backed up at times,
particularly during the PM peak period, as it
appears to be a preferred route both for mo-
torists who desire to bypass the Downtown
and for commuters who drive or are dropped
off. Since the actual time that the gates are
down is not long, it is unlikely that any ad-
ditional adjustments can be made without
adversely affecting the other crossings.

‘1995 1997 | 1999 | 2002 ‘2005 ‘2014

Commuter pick-up: during the evening peak
times generally takes place along Bartlett Av-
enue, near the outbound platform west of Oak
Avenue. Awaiting vehicles typically double-
park behind vehicles parked in commuter
parking spaces along the railroad. Since
waiting drivers tend to stay with their vehicles,
few conflicts are experienced. An expanded
pick-up location with better signage should be
considered.

06/13/16 15

01
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Study Area Overview

Metra Split Platform Operation

When the Village of Bartlett envisioned the
new mixed-use Town Center redevelopment in
the late 1990, it revolved around the develop-
ment of a new Metra train station. The origi-
nal historic rail depot is located west of Oak
Awvenue and several options were considered
at the time for the new Metra depot, including
moving that station away from Downtown.

At the same time, the Village worked with
Metra to identify alternatives for improving

the operation of the commuter rail station

and traffic circulation Downtown in response
to concerns from local businesses and the
general public. The three initial options consid-
ered were:

»  Station remains in the same place, and
gates will be closed when any train is in
the station

*  Staggered platforms and gates can be
raised when commuter trains are loading

* New parallel platform, east of Oak Av-
enue, requiring gates to be down during
commuter train loading

The split platform concept originated from
these discussions, and proposed a condition
where the in-bound platform to Chicago would
be located adjacent to the new depot station
and the out-bound platform would be adjacent
to the historic rail depot. The decision to create
a split platform occurred over many years of
collaboration between Metra, the Village, and
stakeholders. The split platform layout solved

a key issue at the time which was to reduce
the time when Oak Avenue is closed to traffic
while a train is in the station, while also keep-
ing the station near Downtown businesses,
and alleviating the need to consolidate all com-
muter parking on the east side of the Down-
town. As part of the decision, the Village was
given control of the historic rail depot for other
community uses, as a licensing agreement
with Metra for the new station.

During the TOD Plan process several commu-
nity members expressed the opinion that the
split platform is inconvenient for commuters
and Downtown visitors. The following analysis
outlines the discussion of the split platform
issues related to the goals of the TOD Plan.

Advantages:

Platform locations provide the opportunity
to have Metra commuter parking dis-
persed throughout Downtown, while still
within a walkable distance of one of the
platforms.

*  Reduces the amount of time that Oak
Avenue will be closed due to commuter
train operations.

The new Metra station has remained in
close proximity to Downtown businesses.

* Having split platforms helps to disperse
commuter traffic and pedestrian activity at
peak periods.

Disadvantages:

* |Increased freight traffic has created spo-
radic changes in the loading locations for
commuter trains, creating some confu-
sion for commuters.

e Because commuter parking is located sur
rounding both the inbound and outbound
platforms, commuters need to walk
further for either their arrival at the station
or evening departure.

¢ The longer walking distances are less con-
venient, and may discourage cormmuters
from using the Bartlett Metra station.
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Constraints to future platform
changes:

* The grade change that exists north of the
existing inbound station depot makes it
difficult and costly to create a new out-
bound platform in this location.

* (Considerable investments have been
made to the current station layout and
surrounding intersections. Much of this in-
frastructure would need to be redesigned
and replaced as part of any future platform
consolidation effort.

Existing Platform Layout Map

2 - - @
e 7 | l- a._- 1 'J = : E]r'

f T -
tra;Depo

A Met
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t—t-::""w

:
[crossing]

futurelgrade]

Future Platform Recommendations

Although the split platform operation was sup-
ported by the Village and Metra in the past, it
has since been viewed by some as less than
ideal for the Downtown. The Village has re-
cently discussed with Metra the possibility of
consolidating both the inbound and outbound
platforms to the east of Oak Avenue, adjacent
to the depot building. Since the platforms

are relatively new, Metra has not identified a
need to rebuild the platforms in the near term.
Should the Village want to pursue the consoli-
dation of platforms, they would need to help
identify possible funding assistance mecha-
nisms for the project. This proposed improve-
ment would have minimal impact on growth
and business support that are the focus of the
TOD Plan, and therefore is not considered

an immediate priority. "The opportunities for
re-combining the platforms should continue to
be discussed between stakeholders, Metra,
and the Village along with other strategies to
improve the commuter experience in Bartlett.

Other pedestrian safety improvements such
as the creation of a grede-separated cross-
ing at Berteau Avenue and pedestrian gates
near the depot have also been discussed, and
should continue to be explored in the

near term.

(e

17
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Study Area Overview

Roadways & Intersections

In 2014, the Village contracted with Chris-
topher B. Burke Engineering (CBBEL) to
complete a comprehensive traffic analysis of
the Downtown area. This analysis reviewed
Downtown traffic characteristics and opera-
tions, including traffic signals and the Milwau-
kee District West Line railroad crossings. The
CBBEL report was reviewed as part of the
TOD Plan process, and the following traffic
and roadway issues were considered in the
Plan.

KEY

mm mm Study Area Boundary

Super Block needs better
connectivity

Railroad Grade Crossings

&> Sidewalk Gaps

=  Signalized Intersections

I Major Collector
Minor Arterial
Local Road

e e e e e Rjail Platforms

Average Daily Traffic (ADT] refers
to the number of vehicles traveling
through a street in a 24-hour period.

ADT

—
01

Key Traffic Considerations

* The CBBEL traffic observations and data
indicate that while traffic flows relatively
well through Downtown Bartlett, occa-
sional delays can occur at the signalized
intersection due to railroad operations.

* The CBBEL analysis, however, also found
that vehicles are generally able to clear the
intersections during each signal cycle with
average delays of only 50 — 60 seconds.

* Additional vehicular delays could be expe-
rienced during occasions when two trains
are approaching from opposite directions,

or due to freight trains.

diverted to the north and east via Western

* |ntersections operate within an acceptable
Level-of-Service (LOS) C in both the A.M. Avenue and North Avenue during the peak
period. Less than 50 vehicles diverted to

the south and west directions.

and PM. peak periods.

* Any changes in traffic signal operations

will require Interstate Commerce Com- * Roadway capacity is available to accom-

missions (ICC) approval and would likely modate new development opportunities.

cause increased delay.

* Some traffic diverts away from the Down-
town during peak periods. The CBBEL
analysis found that less than 150 vehicles

19
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Study Area Overview

Existing Commuter Parking

Commuter parking is provided in ten surface
lots with a total of 740 parking spaces. Of the
total number of commuter parking spaces,
85% are daily fee spaces and 15% are permit
spaces. Overall, commuter parking is 84%
utilized. Ownership and maintenance of the
commuter parking varies per location and is
shared between the Village and Metra.

Downtown Parking Inventory

The map on the facing page, and tables to the
right illustrate a snapshot of existing parking
including public, private, and Metra commuter
spaces. Roughly 1,450 total parking spaces
are located in the zones identified on the map,
about 50% of which are for Metra commuter
USers.

As shown in the occupancy table to the right,
parking occupancy Downtown has been
observed ranging from 47 - 60%. However,
the Metra parking areas experience a much
greater occupancy during peak periods, rang-
ing from 84 - 100%.

Metra estimates that the Bartlett station may
need as many as 250 additional commuter
parking spaces to meet their long term needs.

Existing Parking Inventory
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The TOD planning process included many
opportunities for residents, business own-
ers, and other stakeholders to be involved
in decision making discussions. Downtown
businesses were invited to focus group
discussions early in the process to help the
planning team understand local challenges
and opportunities. Additionally, three Village-
wide public workshops were held at key
project milestones to give the public the op-
portunity to view elements of the plan, and
discuss comments with the planning team.
A project website, linked to the Village's ex
isting website and social media pages, was
also continuously updated throughout the
planning process.

Stakeholder Focus Group
Discussions

Downtown businesses owners, major
employers, municipal leadership, and Village
staff were invited to participate in focus
group discussions as part of the initial

data gathering exercise of the plan. Over
30 people participated in the discussions
which were an open forum for the sharing
of challenges in Downtown. Many common
themes were revealed through the discus-
sions, including:

A need 1o increase the daytime popula-

tion of Downtown Bartlett by increasing
residential, office, and generally creating
broader mix of uses.

Many perceive Downtown as being frag-
mented and noted the need to create
more concentrated development with

a consistent building and streetscape
guality.

Although parking in Downtown is abun-
dant, the current parking management
system confuses visitors with compli-
cated rules, inadeguate signage, and
parking that is inconveniently located.

Stakeholders want to see a creation of
more significant destination businesses
in Downtown that will attract patrons
from a wider area.

The existing split platform Metra sta-
tion creates traffic delays, and isn't ideal
for commuters who have to walk long
distances from both their in-bound and
out-bound drop-off locations.

Bartlett needs to engage a wider audi-
ence of Downtown users, including better
outreach to seniors, mothers with young

children, and teenage youth through more
frequent events and a broader range of
activities.

Bartlett Plaza, currently struggles to at-
tract new tenants, and is considered an
important redevelopment opportunity for
the Village. It is in a key Downtown loca-
tion, but lacks good street circulation and
doesn't contribute to the walkability of
Downtown.



Public Input Overview

Project Website

A key element of the community outreach
strategy for the TOD Plan was the creation of
an interactive project website. The website
contained general information about the plan-
ning process, helped educate the public about
the goals and strategies of the Plan, provided
a continuously updated project news page.
Formatted in a blog-like layout, website visi-
tors were invited to download and review draft
documents, learn about community meetings,
and provide comments. The website was
linked the existing Village website and social
media pages.

The website received over 3,000 views, 70
followers, and 1,300 visitors.

Community Survey

A community-wide survey was created by the
project team to help reveal preferences and
identify issues for the Plan. The survey was
conducted using an online survey tool which
was released to the public on October 30th,
2015 and closed roughly two months later on
January 1st, 2016. A link to the survey was
added to the TOD Plan website, as well as ad-
vertised at stakeholder meetings, and through
bulk email, posters, and handouts. Residents,
employees, visitors, and business owners
were invited to take the survey.

-
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Public Input Overview

287 people responded to the survey. The on-
line survey tool ensures that only one survey
can be completed per electronic device. The
survey results represent an adeguate sample
of the community based on the 2015 project-
ed population of 41,299 people (with a 90%
confidence level and 5% margin of error).

The results of the survey were presented to
both the TOD Plan Steering Committee and
the community. Qutcomes of the survey
helped define the topics of community meet-
ing discussions, inform the project existing
conditions data, and provide guidance for the
Plan policies.

Community Survey Highlights

* 95% of survey respondents were resi-
dents of Bartlett

* Most of the respondents were long-time
residents; 74% having lived in the commu-
nity over 6 years, and 55% over 11 years

*»  43% of respondents live within a mile of
Downtown (which is considered a walk-
able distance}

* 17% chose walking as the way they most
often travel to Downtown

Very few (15%) of respondents list Me-
tra as the way they commute to work or
school, but only 177% note that they don't
commute

96% of respondents were working age
(18-64)

74% listed that they use Metra mostly for
leisure activities, and not for work

80% were satisfied or very satisfied with
buildings and streetscape Downtown

70% listed sit-down restaurants as the
most visited Downtown businesses

The second highest choice was services
such as the post office, dry cleaners, sa-
lons, or banks (45%)

40% visit Downtown businesses a few
times a month

Most respondents want more food related
businesses such as restaurants, bakeries,
coffee shops, groceries or fast food

How do you typically travel to the
Metra station?

How would you rate the availability of
parking in Downtown Bartlett?




Public Input Overview

Information Gathering Workshop
November, 4th, 2015

The first Village wide meeting for the plan was
held on November 4th, 2015 at the Bartlett
Hills Golf Club, just west of Downtown. The
goal of this initial meeting was to gather base
information from the public, get feedback on
issues the team heard from the stakeholder
meetings, and help to spread the word about
the plan.

The meeting consisted of a brief plan over
view presentation highlighting the project
schedule, demographics, and key planning
issues followed by an interactive discussion
forum wvith activity stations arranged by topic.
The focus topics for the open discussion in-
cluded survey guestions about transportation,
parking, buildings, development, landscape,
streetscape, retail, biking, and walking.

Over 65 people attended this initial meeting.

n”
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Public Input Overview

Key Recommendations Workshop
February, 3rd, 2016

The second community meeting was well-
attended (held in early February, 2016}). The
goal of the second workshop was to provide
an opportunity for the public to review the
initial recommendations and concepts that the
planning team prepared, to provide feedback
and comments. At the beginning of the work-
shop, a brief project update was presented by
the consultant team that included:

* Findings of the Real Estate Market Analy-
sis, and related recommendations

e Discussion of the results of the com-
munity survey, and outcomes of the first
community meeting

* Qverview of initial development concepts,
transportation recommendations, and
strategies for the future of Downtown

Following the presentation, participants were
invited to discuss each recommendation in
more detail at topic based small group discus-
sion tables. Each table was facilitated by a
planning team member who could discuss in
more detail each of the proposals, alternatives,
and recommendations being considered. Table
discussions covered the following topics:

Community Meeting and Survey Results

SuperBlock Ideas

Future Development Scenarios / Phases
Opportunity Site Concepts

Real Estate Market Analysis

Downtown Loyalty, Management, & Sup-
port

Streetscape Analysis
Parking Inventory

Biking Opportunities

Want more consistency,
quality, and concentration
of buildings. Currently,
Downtown is fragmented

Need more continuos
and well marked bike
trails



Key Public Engagement Comments

Need to attract larger
and more destination
businesses

Commuters walking in
the streets, especially
at night, is dangerous

Many people in the
community avoid driving
through Downtown

Condense Metra parking
to open up land for new
development

Encourage more
residential development
to support new and
existing businesses

Current events are not

sufficiently supported and

need more management,
security, and funding

Need to better engage with

Leverage the many
nearby bike trails,
parks, and natural

areas

Need to create a
central gathering place
Downtown

Engage youth and
seniors in Downtown

existing social organizations and
attract families to Downtown

Reactivating Bartlett
Plaza would help spark
other changes for

Downtown

MNeed to increase the
daytime population
by increasing the
mix of uses

Need to improve the

convenience of commuter

parking areas, and ensure

that future parking expansion

is located near the station

activities

Parking Downtown is
confusing with spread-out
lots, and complicated rules

Need incentives to
attract new development,
and new businesses
Downtown

Want increased frequency

of Downtown events, better
support for existing events, and
to ensure increased businesses
participation



Planning Strategies Overview

TOD Overall
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TOD OQverall Planning Strategies

ﬂ Increase the Downtown
residential population by
focusing on new housing
development to fuel

commercial growth.

2 Redistribute Metra

parking to both accommodate
future commuter needs and
allow for new development on

key Downtown sites.

3 Reinforce Bartlett Avenue

as the historic retail center
of Downtown and extend the
character of the street to the
west by encouraging infill

development.

él]: Improve traffic and

pedestrian connectivity
Downtown by re-establishing
street grid south of the railroad

tracks.

5 Revitalize older retail

properties to enhance the
marketing and visual appeal of

existing businesses.

@ Improve bike and

pedestrian connections from
surrounding residential

neighborhoods to Downtown.

P
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Real Estate Market Analysis Overview

A critical part of identifying future develop-
ment possibilities for Downtown Bartlett is

1o identify real estate market trends. At the
onset of the project, Goodman Williams Group
{(GWG@G]) analyzed residential and commer

cial market data for the Village and provided
recommendations regarding current retail and
cornmercial opportunities, and viable hous-
ing options for the Bartlett TOD Study Area. A
summary of findings is outlined in this chapter.

The Market Analysis process included the fol-
lowing elements:

*  Analysis of demographic, household, and
economic trends within the Village of
Bartlett.

*  Assessment of the current residential and
commercial markets within the Village
and analysis of the resulting data, in order
to identify market gaps, and longerterm
market potential.

» Participation in meetings with the project
team, Steering Committee, and commu-
nity workshops.

* [nterviews of civic leaders, representa-
tives from the real estate industry, and
other stakeholders.

* Review of previous plans and studies.

85+ |

65-74
55-64

Projected Change in Population by Age (2015-2020)
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Preliminary Market Findings and
Opportunities for Downtown
Bartlett

New Transit Oriented Development in Down-
town Bartlett will be led by demand for
residential units, both multifamily rental and
forsale townhome products. Proximity to the
Metra station, existing residential develop-
ments, and convenience retail make this an
attractive residential location.



Real Estate Market Analysis Overview

Residential Market Analysis

Demand for new residential development in
the study area is based on GWG's analysis of
the anticipated population growth, particularly
the population between the ages of 25-34,
35-44, and over 55. In addition, the team re-
viewed existing housing characteristics, which
revealed the following encouraging factors:

* Housing occupancies in Bartlett are ex-
tremely tight.

Study Area Housing Units
(2015 Estimate)

acant
Housing
Units
8%

Owner
Occupied
63%

800 new households are expected to be
added to the market area within the next
five years.

There will be a need to replace obsolete,
abandoned, and demolished units as the
area housing stock ages.

90% of the rental apartment stock within
the sub market was built prior to 1990.

Mo new rental apartments have been built
since the 1990s.

Residential Market Conclusions

Desirable infill locations — such as those of-
fered within the Downtown Bartlett TOD Study
Area will be attractive options for new residen-
tial development. The market data suggests
that sufficient market strength exists to
support the development of 45-55 for-sale
townhomes within a 1-5 year time frame,
ranging in size from approximately 1,800 to
1,900 sguare feet.

Village of Bartlett Population & Household Growth Trends
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Real Estate Market Analysis Overview

Housing Vacancy Rates by Type

4.4% © Primary Market Area Bartlett
[ e 3.4% 3.5%
(e
s ¢
:E!'- i ;'j' . 1.7%
(r=it 1.1%
.f i
LN 0.0%
Vacancy Rate Homeowner Vacancy Rate Rental Vacancy Rate

Additionally, to satisfy the demand for rent-
al apartments in the near term, 50-60 rental
apartments could be reasonably built. A
portfolio of one and two bedroom unit plans

is recormmended, ranging from approximately
750 to 1,200 square feet in size and from
$1,250 to $1,600 in base monthly rent. Both
yvounger professionals and downsizing empty
nesters would likely be attracted to these
units, with proximity to Bartlett's Metra station
serving as a major draw.

Finally, it should be noted that the market
offers little (if any) support for condomini-
ums for the foreseeable future. This conclu-
sion is based on persistent weakness in the
multifamily for sale sector throughout most
areas of suburban Chicago, as well as the

experience of the condominium market within
Bartlett itself — most notably that of Bartlett
Town Center, where two of the five buildings
originally planned were never built and where
most units, purchased by investors after a
wave of foreclosures, have now been put onto
the rental market.

Commercial Market Analysis

The commercial space in Downtown Bartlett
serves primarily as a neighborhood-scale shop-
ping district, offering convenience retail, eating
and drinking establishments, and profes-
sional and personal services to area residents,
Downtown employees, and those coming into
the area. Downtown Bartlett competes with
several nearby high-traffic corridors in the area.

These include lllinois Route 59, Irving Park
Road (I1-19), Lake Street (U.S. Route 20), and
Barrington Road.

Downtown Bartlett is unlikely to support a sig-
nificant amount of new commercial develop-
ment in the near term. Currently, Downtown
Bartlett is suffering from a high vacancy rate
in its commercial space. GWG's inventory
identified nearly 74,000 square feet of space
currently available in Downtown Bartlett. This
total includes more than 43,000 square feet
in Bartlett Plaza and 12,800 square feet in
Bartlett Town Center.



Real Estate Market Analysis Overview

A combination of factors is contributing to the
high vacancy rate in Downtown Bartlett:

s Low traffic counts along Downtown's
major streets.

s Limited pedestrian circulation.
e Lack of patronage by Metra commuters.

* High Cock County praperty and sales tax
rates as compared to DuPage County.

e QOlder buildings in need of interior and
exterior improvements.

Commercial Market Conclusions

Over the near term, the focus for upgrading
Downtown Bartlett's commercial space should
be to identify and help secure tenants to
occupy some of the key vacant and under uti-
lized parcels. These tenants will likely include
more restaurants, local retailers selling food,
apparel, or other specialty merchandise, and
services businesses that attract people into
the Downtown.

Recommendations

New residential development will add excite-
ment to the Downtown, generating potential
support for additional commercial uses. In

order to attract new residential development

02

(

and successfully compete with the nearby

commercial corridors and neighboring commu-
nities, Bartlett will likely have to offer financial
incentives to property owners and develop-
ers. In addition, infrastructure and streetscape
improvements are needed that will reguire
funding. Other economic development strate-
gies that the Village has discussed include the
expansion of marketing efforts, better brand-
ing, and staging of additional events in the
Downtown.

The Downtown Bartlett TIF expired in 2010,
and attempts to create a new TIF have not
been successful. The Village should reexamine

establishing a TIF district, given the current
and anticipated market opportunities that
will require one-time and dedicated income
streams.

Many of the communities with Metra stations
along the Milwaukee District / West line as
well as those on the Union Pacific Northwest
and West Lines do currently have TIF districts.
These communities, a number of which com-
pete with Bartlett for new residents as well as
retail, will be in a position to offer developers
incentives to move to their communities and
help market themselves to attract new retail-
ers.

As Bartlett struggles tc compete with these
communities, a new TIF district would be an
important tool for future development.

The complete “"Market Analysis Technical
Memorandum” can be found as an
appendix to this report.
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Transportation Recommendations Overview

Downtown Bartlett, with consistently provided
sidewalks and recent streetscape improve-
ments, has potential to be a highly walkable
and vibrant community destination. However,
there is very little pedestrian activity in Down-
town today, and businesses struggle to be
successful. Inviting streets with neighborhood
serving retail that conveniently accommodate
pedestrians would help to promote the Down-
town as desirable place 1o live and visit.

Bartlett is a multi-modal community, with
potential access to commuter rail, highways,
bike trails, and pedestrian paths. Traveling to
and within Downtown Bartlett by foot, bike,
train, or car needs to be improved to become
safer, more convenient, and welcoming, with
clearly marked routes and signage. While the
Milwaukee District West Line provides ex
ceptional commuter rail access to and from
Downtown Bartlett, there are challenges

regarding access and circulation to the station.

QOverall transportation recommendations out-
lined below provide comprehensive strategies
for improving Downtown to ensure coordinat-
ed and safe accessibility for residents and visi-
tors. Detailed recommmendations for specific
improvements can be found in Transportation
Technical Memorandum, which is an appendix
to this document.

Adopt a complete streets policy

A Complete Street is defined as a street
that is planned, designed, and operated
for all modes of transportation and all us-
ers, regardless of age or ability (National
Complete Streets Coalition). The signifi-
cance of a complete streets policy is to
show the Village's commitment to estab-
lish, design, and implement transportation
improvements, addressing and balancing
the needs of all users of the transportation
system. With a complete streets policy,
Village staff will be better enabled to plan,
design, and implement transportation
improvements that are appropriate for all
users, regardless of mode of travel. lllinois
communities such as Lombard, Schaum-
burg, Algonguin, Bolingbrook, and Des
Plaines have adopted complete streets

policies.

Complete Street policies can be formally
adopted in a variety of ways, including ordi-
nances, resolutions, agency policies, plans,
and design guides. There is no specific
policy or guidance that fits all, but should
be unigue to each community and should
take into account existing policies, prac-
tices, and local politics. Many communities
may begin with a simple resolution that

evolves into a more complex policy.

As part of Smart Growth America, the Na-
tional Complete Streets Coalition provides
guidance and resources for communities
to develop a Complete Streets policy,
more information can be found on their

website:

www.completestreets.org/policy/warkbook



Transportation Recommendations Overview

Improve Pedestrian Safety

A key element in any plan to attract more
pedestrians is to improve safety. Streets,
sidewalks, and crosswalks should all be
designed to minimize conflicts with vehicu-
lar traffic and to provide a safe environment
for all pedestrians, including people with
disabilities, seniors, and youth. A continuous
and well connected network of sidewalks
and walkways should be designed to provide
connections to allow pedestrians to reach

their destinations via the most direct route.

Pedestrian safety, accessibility, mobility, and

comfort are enhanced by design tools such

as:

* Slower traffic speeds

* Fewer andfor narrower traffic lanes

» Shorter street crossings

*  (Clear visibility between pedestrians and
vehicles at intersections

* Buffering from traffic provided by wider

sidewalks, curb side bike lanes and on
street parking
e Tighter corner radii at street intersec-
tions
* Provide signage alerting motorists of
pedestrian crossings
* (Change paving material at intersections
to increase awareness of pedestrian
zones
The pedestrian system should also be de-
signed and maintained to promote walking
and include elements that create a comfort-
able public realm, including amenities such
as trees, pedestrian-scaled street lighting,
buffers from traffic, places to sit, and other
streetscape elements. All intersections and
pedestrian crossings should be enhanced
with high visibility paint, appropriate sig-
nage, and countdown signals at signalized

intersections.
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Transportation Recommendations Overview

Expand bike parking
throughout Downtown

Available bicycle parking is a critical
component of a bicycle network. Bicy-
clists, like motorists, should be able to
securely park their bikes near shop-
ping and commercial areas, schools,
parks, and other popular destinations.
Consideration should be given to
providing covered bicycle parking. Ad-
ditionally, the provision of community
bike parking should be incorporated

into the development process.




Transportation Recommendations Overview

Establish 25mph
speed limits on all roadways
Downtown

Key Downtown roadways including
Oak Avenue, Main Street, and Bartlett
Road all have speed limits of 30mph
(see map). The National Association of
City Transportation Officials (NACTOQ)
produced a Cone of Vision Simulation,
showing how much small increases in

- speed can decrease what a driver sees.
This is an important consideration for
Downtown Bartlett with the high volume
of Downtown commuters. Further, a
consistent 25 mph posted speed limit
functions as a gateway, introducing
arrival into the Downtown zone, reinforc-

ing the multi-modal environment.

Improve Design of Street Crossings

Pedestrian crossings that are safe, acces-
sible, and convenient have design elements

that address:

* Minimize conflicts with vehicles

* Provide a direct walking route

* Appropriate signage and signals

* Highly visible, marked crosswalks

* Good visibility between drivers and
pedestrians

Pedestrian improverents addressing the
design elements listed above that would be
appropriate in Downtown include curb ex-
tensions, or bump-outs, raised crosswalks,

and mid-block crossings.

Curb Extensions, or “bump-outs’ provide
an extension of the pedestrian zone. These
are commonly used at intersections, but
may also be used at mid-block locations. The

benefit of curb extensions include improving

sight lines between vehicles and pedes-
trians and reducing the distance needed
for pedestrians to cross the road, thereby
reducing exposure to potential vehicle
conilicts. Additionally, curb extensions can
reduce the speed of turning vehicles by
decreasing turning radii and visually narrow-

ing the roadway.

Mid-block crossings help improve pedestrian
safety and mobility by providing a clearly
defined crossing between the typical cross-
walks at intersections. Locations for mid-
block crossings are commonly Downtown
commercial areas where pedestrian traffic is

heaviest.

Raised Intersections slightly elevate the
crosswalk zone, making the pedestrians
more visible to motorists. These can be
placed at intersections or at mid-block cross-

ing locations.
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Existing Trails
Planned Trails
Future Trail Opportunity

= = TOD Study Area
K Bartlett Metra Station
Bartlett Village Boundary

Streamwood:
Existing On-Street Route
Hanover Park:
Existing Trails
= 2 Planned Trails

(—) Wllingis Prairie Path
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BIKE RECOMMENDATIONS

Bicycle access to and within Downtown is

a key component to expanding transporta-

tion options for the community. The Village of
Bartlett has a good foundation for biking, with
on- and off-street bike facilities. Local streets
and crossings that are safe and inviting to bicy-
cles and pedestrians will encourage residents,
commuters, and visitors to drive less, benefit-
ting the entire community.

The Village of Bartlett is centrally located to
many local and regional bicycle trails including:

®  Salt Creek Greenway Trail and James Pate
Phillip State Park

o Great Western Trail
* Pratt's Wayne Woods Forest Preserve

*  Municipal bicycle networks: Streamwaood,
Hanowver Park, Carol Stream

This location provides an opportunity to con-
nect Downtown Bartlett and Metra commuter
rail service with the nearby networks of parks,
forest preserve and recreational facilities; and
other destinations such as schools, shopping,
and public uses such as the Village Hall, librar
ies, and museums. An existing bike route

is designated along Railroad Avenue east to
Main Street, and then travels south on Main
Street /S. Bartlett Road. Future bike connec-

tions are proposed to connect to the lllinois
Prairie Path located west of the Village. The
proposed Downtown area bicycle network

builds on the existing network

The proposed bicycle network aims to cre-
ate a safe and efficient system that connects
residents, visitors, and commuters with key
community destinations. The bicycle network
proposed in this section includes off-street
shared use paths, on-street facilities, signed
bike routes, and shared lanes. While some of
these routes go beyond the boundaries of the
Downtown TOD Plan, it is important to under
stand the networks of trails that connect to
Downtown.

Shared-Use Paths

Bartlett Trail: Continue Bartlett Trail north on
Western Avenue to connect to the Metra
station. The intersection of W. Bartlett Av-
enue and Western Avenue should initially

be improved with signage and highly visible
crossing markings. A warrant study should be
completed to determine the need for traffic
caontrol at this intersection,

On-Street Bike Lanes

¢ North Avenue, from Western Avenue to
Lake Street

*  Main Street, from W. Bartlett Road to
Stearns Road

¢ Prospect Avenue, from North Avenue to
Stearns Road

Marked Shared Lanes

¢ \Western Avenue, from North Avenue to
Main Street

¢ Hickory Avenue, from Oneida Avenue to
Oak Avenue and then continuing on Oak
Avenue to Lake Street

¢ Railroad Avenue, from Main Street to
Berteau Avenue

e Berteau Avenue, from Railroad Avenue to
Devon Avenue

Signed Routes: Oneida Avenue

03
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Streetscape Analysis

Rail Crossing at Western Avenue
and Pedestrian / Bike Connec-
tions to the West:

Previously recommended in the West
Bartlett Road Corridor Plan and mentioned
by several stakeholders, better pedestrian
and bicycle connectivity to the west would
help connect residents and employees to
Downtown.

Rail Crossing and Intersection at
Oak Avenue:

Streetscape at the Oak Avenue Metra
track crossing includes newer landscaping
and paving, but lacks adequate night light-
ing, and business directory signage.

Streetscape Along W Bartlett
Avenue:

This zone is characterized by wide driving
lanes, narrow sidewalks, and excessive
curbs cuts. Expanded landscape zones,
greater sidewalk width, and curb cut con-
solidation is needed.

One-way Street and Block Circu-
lation Along Historic Retail Strip:
The one way traffic flow of this block
creates frustration and confusion for visi-
tors driving to businesses. The circulation
pattern for vehicular traffic is needlessly
complex, and could be streamlined to cre-
ate better visitor experience.
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Town Center Access and Circula-
tion:

The current Town Center parking and
circulation route creates confusion for
visitors trying to find businesses. Better
connectivity between front and rear park-
ing zones is needed.

Streetscape Along Parking Areas
to the East:

The Metra commuter parking areas, north
of the rail tracks, lack adequate sidewalks,
street trees, and landscape to provide a
comfortable and safe walking experience
for commuters traveling east from Down-
town. An improved and extended sidewalk
is needed in this area.

Lack of Rail Crossing for Pedes-
trians and Bikes at Berteau Av-
enue:

As future developments are constructed
on vacant land in the eastern portion of
Downtown, more connectivity for pedes-
trians will be needed to allow for access
to schools and parks north of the tracks. A
crossing at grade is likely not possible in
this area, but below and above grade con-
nections should be explored in the future.

()

’57 Streetscape and Landscape

" Along Berteau Avenue:
Berteau Avenue currently serves as a
service street for Senior Flexonics and
Bartlett Plaza, and therefore is not inviting
to pedestrians. In the future, as new hous-
ing is built Downtown, it will become an
important north-south connection to the
Metra station and should be improved.

Gateway Intersection at Devon
Avenue and Main Street:

Better sidewalk connectivity, and land-
scaping is needed to the south to extend
the character of Downtown.

10y Gateway Intersection at Oak and

North Avenues:

The entrance to Downtown from the north
has a more residential character. It is un-
clear for those unfamiliar with Downtown
what is further south. Improvements in
this area are needed to atiract more visi-
tors to Downtown.
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Downtown Management & Collaboration

Collaboration Between Downtown
Merchants

Throughout the TOD planning process there
were many opportunities for local business
owners and community leaders to meet, and
discuss issues. Several stakeholders in the
business community noted that they seldom
have the opportunity to collaborate with their
fellow Downtown businesses in Bartlett, and
thought that is was beneficial to do so.

The Village of Bartlett has an active Economic
Development Commission and Chamber of
Commerce, as well as dedicated Village staff
that work closely with local businesses, offer
ing informal advice, coordination, and promo-
tional assistance.

The Economic Development Commission re-
cently established an action list of initiatives to
improve Downtown. Key future actions they
have identified include:

» Establishing a Downtown Bartlett Steering
Committee

*  (Creating a comprehensive community
calendar

*  Refinement of the event management

process by choosing an existing event to

serve as a pilot project for improvements

Partnerships with local business education
institutional resources to provide assis-
tance to Downtown businesses

Strengthen the relationships between
Downtown businesses

It is recommended that a Downtown
Merchants Association be formed in

Bartlett, to provide the opportunity for
business owners to share ideas and
resources, and help to support Down-

town business growth.

Regular Merchants Association meet-
ings could cover the following topics:

Marketing and promotional coordi-
nation

ldeas for shared events and enter
tainment

Business trends, and customer
analysis

Maintenance and service issues

Village events coordination



Downtown Revitalization Strategies

CH Create a support system
for Downtown businesses
that provides educational and

networking resources.

2 Foster more business

collaboration by forming
a Downtown Merchants
Association that meets

regularly.

3 Audit the development

review and permitting process
for possible confusion or

inefficiencies.

j IIL Continue to educate the

public about the importance of
attracting new development for
Downtown, and the benefits

of financial investments for

Bartlett's future.

5 Encourage and support

the Economic Development
Commission’s commitment to
Downtown business attraction

and events management.

@ Target existing active

community social netwaorks,
such as young families or stay-
at-home parents, to attract a

dedicated Downtown clientele.
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Events & Activities

Existing Downtown Events & ldeas
for the Future

Today, the success of Bartlett's Downtown
events relies on the hard work of a small
group of dedicated volunteers. The Economic
Development Commission and many
stakeholders have noted that more freguent
Downtown events are needed to attract
visitors. Many events, today, are held at the

Bartlett Community Center and adjacent Apple

Orchard Park {1 mile south of Downtown).

In the future, better coordination between
the committees and organizations that host
events in the community is encouraged. To
initiate collaboration, it is recommended that
the Village invite all of the various community
groups to a collaborative brainstorming
meeting. Opportunities for sharing event
planning resources, sponsorships and other
funding should be explored. Ideas for new
activities should also be discussed.

There are many options for new community
gatherings in Bartlett. Although there isn't

a large central open space in Downtown,
low traffic volumes make it feasible to close
streets for larger events. Bringing people
close to Downtown businesses provides a
unigue opportunity to attract new customers.
Businesses should be encouraged participate
in Downtown activities where appropriate
providing seasonal outdoor locations to serve
food or sell other products.

Summer Fall Winter Spring
< | Kids' Craft at the Depot Museum | .. , ,
§ Family Night Qut Kids Crii??fhf,?i‘?_o?,museum Kids' Craft at the Depot Museum | Kids" Craft at the Depot Museum
> Movies in the Park TR LT

. ; HeARTS in Bartlett
wg| Festival of the Arts Woman's:ClubCralt Show | e e April Fool's Night Party
T | Artist Reception atVillage Hall Artist Reception atVillage Hall : % . . .
< kol ~ it = Woodwind Clinic & Masterclass | Artist Reception atVillage Hall

Bartlett-palooza An Evening of the Spoken Word P
Healing Hearts Workshop
& . Uncorked Social Artworking
= $5 Fridays :
= . ; Soies Police Department Open House
= Heritage Days Holiday Tree Lighting Ham Raffle
Sister City Anniversary Program Winter Fest .

§ National Night Out Picnic Dine-Avound the Arts

Active

Apple Blossom Run
Ride of Silence

Bartlett Bikers {Bicycle League)

B Cxisting Events B |deas for New Events




Events & Activities ~—

Youth & Families

As evident through social media groups, there
are many young families living in the Village of
Bartlett. Providing meeting space and activities
that appeal to this demographic is important
to making the Downtown more relevant to
today's residents. Downtown already hosts
many children’s events, such as those held

at the Depot Museum and Arts in Bartlett.
Holding larger family events, that engage local
businesses, will help build stronger social
relationships, a commitment to Downtown
retailers, and help to welcome new residents.

Corporate Sponsored Tricycle Race

The photos on this page illustrate relevant
examples of family-friendly events from

other communities. Many of these events are
funded through corporate sponsorships, and
take place in small parks or on a closed street.
Activities that involve fitness, public health,
and safety are particularly popular with parents
today. Often, local healthcare providers

are willing to participate in these types of
events. Cooking demonstrations, food stalls,
and other booths at these events can help

to promote local businesses and introduce
residents to the Downtown offerings.

Parent Play Groups Family Fitness Event
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Activation of Public Space

The existing (Downtown) park spaces are
located adjacent to the Town Center retail
area, and include high quality landscaping,

a fountain, artwork, and benches. Though
the parks are conveniently located at the
center of Downtown, they are seldom used.
Creative programming for these parks would
help attract new users, and new customers
for Downtown. A wide variety of strategies
for activating public spaces are possible,
and range from temporary art installations,
community fairs, holiday celebrations, and

social activities or meet-ups.

Special Family Entertainment Book Sale , Community Garage Sale or Flea
Market

Temporary Stores [/ Kiosks

In the short term, allowing a temporary
summer kiosk, that sells coffee, ice cream, or
other snacks, would help attract new activity
to the park. Many stakeholders noted that
there are not enough places for Teens and
Seniors to gather in the community. Fitness
classes, competitions, or pop-up shops

that appeal to these age groups should be
explored. Other temporary community events,
and strategies for activating Downtown are
illustrated in the photos on this page.



Activation of Vacant Storefronts

st A (7 o
CHRISTMAS BOUTIQUE *

™~

Special Family Entertainment

Storefront Installations

There are many vacant storefronts in

the core of Downtown Bartlett that have
created a negative impression for visitors.
There are many widely-used techniques for
activating vacant Downtown storefronts in
engaging ways, that attract new interest, and
investment for Downtown areas. Temporary
installations that involve community
organizations can be used to bring life to
empty spaces, such as the student artwork
projects shown here. These projects also help

to highlight local talent.

Book Sale / Community Garage Sale

Pop-Up Shops / Short Term Leases

Other solutions for Downtown vacancies
include short-term leases for start-up
businesses, often referred to as a "Pop-up
Shop!" These businesses might be online
stores that want to explore having a physical
location, or a seasonal, holiday-related
business that doesn't need to be open
yearround. If successful, these short-term
businesses may look for longer term leases,
or may help attract other new businesses to
Downtown.
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Marketing & Signage

Downtown Promotion

Downtown Bartlett is not located near a
major arterial corridor, which has provided the
small town character of the district, but also
is easily avoided by residents and potential
new visitors. Many stakeholders echoed this
sentiment, noting that Downtown is often
avoided during everyday trips. Providing a
stronger presence for Downtown, will help to
attract new development and investment.

Wayfinding

The Village recently created standardized
wayfinding signage, located at key
intersections, to direct visitors to businesses,
parks, and community facilities. The signage
is attractive and complements the character
of Bartlett. Signage for Downtown public
parking, however, is not standardized and
can be confusing. Private property owners
have created their own signage systems for
their parking to control misuse of private
lots. This signage is aimed at avoiding illegal
use by commuters, and isn't welcoming

to Downtown visitors. A system of clear,
standardized, public parking signage such

as proposed in the example to the right is
needed. Additionally, stakeholders expressed
concern that the current roadway naming
system, with multiple streets named Bartlett
Road / Avenue, is confusing, even for long-
time residents.

Creative Signage and Window Displays

Explore
Downtown
Bartlett

PARKING

Locating Downtown

Community workshop participants, and other
stakeholders expressed concern that many in
the community, even long-time residents, do
not know where Downtown Bartlett is located.
To better identify the Downtown district,
wayfinding signage located strategically

along the arterials, highways, and other major
corridors surrounding Bartlett is recommended
as shown on the map on the facing page.
Suggested locations for directional signage
are:

1. Near the Brewster Creek Business Park:
Many employees work in this area, and
may be interested in restaurants and
services in Downtown.

2. Along the lllinois Route 59 corridor.

3. Along the Lake Street/ lllinois Route 20
Corridor.

4, MNear Bartlett's community facilities and
recreational center at Stearns Road
Bartlett Road.



Marketing & Signage
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Development Opportunities Diagram
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Opportunity Zones Overview

A key task of the planning process was to
identify possible Downtown development
sites with the input of Village stakeholders
and leadership. Potential future improve-
ments for each site were then discussed,

and coordinated with the Real Estate Market

Analysis, Transportation Analysis, and public
comments. The map on the facing page
identifies the sites that were considered,
and the following chapter provides an over
view of the potential options, constraints,
and opportunities for each site area.

Surface Parking at Western and Oneida
Avenues:

This Village-owned commuter surface
parking lot is adequately sized for future
multi-family residential development.
Existing parking would need to be relo-
cated to other areas of Downtown.

Associated Bank Drive-Through:

The existing drive-through banking facility
on this site is an inefficient use of land,
and doesn't support Downtown charac-
ter goals. Reconfiguring the bank site,

to condense its layout would allow for a
new development parcel in this desirable
Downtown location.

)

(rm)

Surface Parking at Oneida and

Eastern Avenues:

As heard from Village leadership, business
owners, and Downtown residents, con-
solidating some of the Metra commuter
parking into a parking structure, with retail
on the first floor is a long-term goal of the
community. Though many stakeholders
feel that a parking structure would free up
other areas of Downtown for new devel-
opment, the cost to build and manage a
parking facility would be significant, and
may inconvenience commuters.

WVacant Parcel Along Railroad Avenue:
This Metra-owned vacant parcel is located
just north of the Senior Flexonics facility.
This site is an excellent opportunity for
single-family attached residential expan-
sion Downtown. A portion of this site will
also be needed to accommodate future
Metra parking needs.

Vacant Parcel at Railroad Avenue and
Berteau Avenue:

Directly to the west of Site D is a well-
situated vacant parcel on the corner of
Railroad Avenue and Berteau Avenue. This
site is best suited for future multi-family
uses due to the location, adjacent uses,
and site dimensions.

3,

@)

()

Vacant Parcel Adjacent to the Rail Right
of Way:

This site is located close to the Metra rail
right of way, and is very narrow. Develop-
ment in this location would be difficult,

so the site is best suited to help accom-
modate future Metra commuter surface
parking needs. New parking development
in this zone could replace the existing
commuter parking on Site A.

Downtown Super-Block:

Located just south of the Metra station,
this large block is a substantial part of
Bartlett’s Downtown. The block layout
doesn't serve the goals of the TOD Plan
to improve Metra access and Downtown
circulation through walkable, mixed-use
blocks.

Bartlett Avenue Retail Core:

The historic retail buildings along Bartlett
Avenue, between Oak Avenue and East-
ern Avenue are the center of Bartlett's
Downtown. The scale and architecture

of the buildings provide the small-town
“main street” character that is desired by
many stakeholders in the Village. Strategic
enhancements to the streetscape, pedes-
trian realm, parking, signage, and facades
is recommended to reinforce the impor
tance of this street to Downtown.
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Downtown Bartlett Today
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Opportunity Site A

Existing Conditions

Site A is aVillage owned property at the west-
ern edge of Downtown Bartlett. The site is
surrounded by single family residential to the
north and west, the Metra tracks to the south,
and a commercial property to the east. 86

Metra commuter parking spaces are currently
located on the site. Currently, the parking lay-
out has several large curb cuts along Bartlett
Avenue that interrupt the sidewalk.

Development Considerations

Because Site A is located at the periphery
of Downtown adjacent to a residential
neighborhood, it is best suited to become
multi-family rental housing, and could
help satisfy the demand for new rentals in
Bartlett.

There are several existing historic homes
to the north of the site. Any new develop-
ment should carefully protect the views
and character of these properties.

Site A's location, and relatively small site
dimensions, may not be as desirable as
Sites D and E to developers.

Existing Metra commuter parking would
need to be relocated to another area of
Downtown, if the site was developed for
other uses.




Opportunity Site A

Near Term Strategies

Bartlett Avenue is an important east-west con-
nection in Downtown, and provides access to
many of Bartlett's businesses and restaurants.
Bartlett Avenue between Western Avenue and
Qak Avenue, however, lacks an appealing, in-
viting, or safe pedestrian zone due to complex
vehicular circulation patterns and excessive
curb cuts. The following site strategies would
help to improve the character of the street,
and create a more suitable street space for
future Downtown events and activities:

* Relocate driveway access for the com-
muter parking lot from Bartlett Avenue
to a single new access drive on Oneida
Avenue.

* (Consolidate private parking access from
two driveways to one driveway.

* Add curb extensions (bump-outs) at each

d of the block - - Development Site Boundary 74" Maintain informal pick-up lane /
end of the block. AL )
fﬂ Add curb extensions and gateway el
* |mprove delineation of travel lanes, com- N - — . i
muter parking, and formalize the com- @: Create mid-block crossing to connect
) ' iy N to the Metra platform
muter pick-up/drop-off auxiliary lane. ( Hg/. Remove curb cuts and add angled p
; . ) parking /é Provide new curb cuts for the com-
* |[ncrease sidewalk width on north side of ) . ) = 2 .
street @ ) Consolidate curb cuts for private parking muter parking along Oneida Street,
' = area to prepare the site for development

along the Bartlett Avenue frontage



Opportunity Site A

Bartlett Avenue Section East of Western Avenue
312018
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e
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Expand sidewalk
and landscape
zones

STREET SECTION

PLAN VIEW



Opportunity Site A

Long Term Strategies

As demand for new housing increases, Site A
will become a good opportunity to create new
rental units in close proximity to the Metra
station. The goal of West Bartlett Avenue infill
developments should be to extend the exist-
ing Downtown building character to Western
Avenue.

New infill buildings that are built close to the
Bartlett Avenue frontage, with parking along
Oneida Avenue, will provide a better sense
of continuity for the street and will fill exist-
ing gaps between properties. An attractive
landscape buffer, with low fencing, should
be designed for the Oneida Avenue frontage
to reduce the impact of the development on
adjacent single family homes.

Site A is roughly .76 acres in size, and would
accommodate a small-scale residential rental
apartment development. Building entrances,
the lobby, and other public spaces should face
Bartlett Avenue to help activate the street.

Because the location of Site A is at the
western edge of Bartlett's core retail area and
adjacent to single family uses, this site is not
considered a good location for commercial
uses.
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Opportunity Site B

Existing Conditions

Site B is a privately owned property located

in a key Downtown location, directly adjacent
to the Metra outbound platform and drop-off
area. Site B currently houses a large-scale
drive-through banking facility, and several driv-
ing and queuing lanes. A historic bank building
and a municipal parking lot are located to the
east of the site.

Development Considerations

* The site is at a key intersection Down-
town, and is close to restaurants, and
other businesses. New investment in this
area of Downtown will have a significant
impact on the appearance of Bartlett
Avenue.

* Potential demolition of the drive-through
bank should be considered to create a vi-
able development site.

* Because the site is privately owned and
contains an active use, the property own-
ers will need to be a partner in any future
plans.




Opportunity Site B

Near Term Strategies

This portion of Bartlett Avenue has a particular-
ly wide cross-section, and therefore facilitates
fast moving traffic that creates a dangerous
environment for pedestrians especially after

dark. Many cormmmuters walk in the street to
travel to and from their cars from the Metra
platform. Overall, brighter lighting, high visibil-
ity crossing markings, and improve sidewalk
connections are needed to increase pedes-
trian safety.

Development Site Boundary

Add curb extension, high visibility cross-
ing striping, and special paving

Reorient parking spaces to create more
efficient layout

Consolidate and reduce curb cuts

()

Convert parallel parking to angled
parking

Consider creating a more efficient
shared parking layout with the bank and
other uses on the block

Expand bike parking in the Metra
platform area
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Opportunity Site B

Long Term Strategies i II'“—J‘, ] — | ¥} —
r_i .I [ | I, = | |
A T - . - i — | ,'I | | i —
Site B's Ioc?tion* near lhe_hlstonc retail center L] . - aRaa r—]__' |
of Bartlett, is a good candidate for redevelop- ] [ | |3 I =]
ment in the future and would help to extend L1 . I‘_|
the character and scale of the existing Down- = lj
town retail street to the west. = _——
O OO —
Redevelopment of Site B would require close / i 5 Cy o Q o0
collaboration and partnership with the private IIIJ = g = zc 3{}
. I o —
property owners of this block to discuss op- | Fh O § E 5{) | J
portunities for creating a more efficient bank L\\ <L oy S @%5: - @ r
] w o il | {
drive-through, and a more efficient shared . o g3 {Bldg. ' | J III f

parking layout. If reorganized, the site could
accommaodate a mixed-use building, with retail
on the ground floor and multi-family residential
above. The retail should be built in a compli-
mentary scale to the existing historic buildings
1o the east, and front Bartlett Avenue. The
bank drive-through could be relocated to a
small ATM addition on the west side of the ex
isting historic bank building. This drive-through

would be organized in a more urban layout, ap- Site Proposed Uses Propesed Gross Estimated Estimated
propriate for this Downtown location. Parking el geghF}aors} is:g:ta;r;e Units g:r:égg
for these proposed uses would be located off B Residential - Multifamily 3 4 000 32 48
of Oneida Avenue, with a landscaped buffer to = -

: } e B Ground Floor Commercial 1 10,000 10
provide separation between the existing hous-
ing in that area. Site Area (Square Feet) SiteArea  Proposed  Estimated Density

(Acres) FAR
i 39,800 | o091 | 10 | 35 units/acre
——



Opportunity Site B

Example Developments from other Communities

¢ i '.,'_'..“_q:l ;_‘{g:'l-.g' - &
Downtown Mixed-use, Naperville, IL

Mixed-use, Arlington Heights, IL

Building Form and Character

The Development of Opportunity Sites A and
B will significantly impact the character of
Downtown and should be thoughtfully con-
structed in a scale that closely relates the
Town Center, and nearby existing historic retail
properties as shown in these photo examples.
Building and facade features that help to bet-
ter define the edge of the street should be
used, such as corner projections, varied roof
lines, awnings, and material changes. Active
uses, with clear glass and pedestrian criented
signage should be used on the ground floors

to change the perception of Downtown. Mixed-use, Mt Prospect, IL Downtown Mixed-use, Naperville, IL
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Opportunity Site C

Commuter Parking Strategies

Currently, Site C is the largest, and most con-
veniently located Metra commuter parking lot
in Downtown Bartlett. This site accommodates
over 200 parking spaces dedicated to Metra
through permits at an affordable $1.50 a day
price point. The lot is well used today with a
79% observed use rate based on Metra's an-
nual survey of commuter lots.

Many stakeholders in the community feel
that this site would be well suited to create a
parking garage structure, to help reduce the
amount of Downtown land area devoted to
commuter parking in the future, and provide
opportunities for new development. The scale
and dimensions of the site could easily accom-
modate a parking structure, as well as ground
floor retail. The cost burden to construct and
maintain any future parking structure would
fall mostly on the Village, and would require a
significant up-front investment.

For the near term, surface parking should
remain on this site, but sidewalks and
streetscape should be extended and improved
to create better connectivity to the Metra
depot and existing Downtown retail street.
Better lighting, focused on pedestrian cross-
walks is also needed for this area.

Add high visibility crossing striping
and intersection lighting

Extend and improve sidewalks to
create a safer walking environment
for commuters and reduce pedes-
trian-vehicular conflicts

Improve surface parking lot edges by
adding low fencing, plantings, lighting,
street trees and consistent signage.

Simplify parking rules and signage to
encourage use of commuter parking
areas in off-peak times



Opportunity Site C

Example Developments from other Communities

g Y S =
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Parking Structure with Retail, St Charles, IL Parking with Residential, Wheaton, IL

Parking Improvement Strategies

In the short term, strategies for better light-
ing, landscaping, and edges of surface parking
lots should be considered. The two examples
to the right show surface parking with low-
maintenance landscaping, low fencing, and
densely planted street trees. If a parking struc-
ture is built in the future, it should be carefully
designed to fit with the neighborhood uses
and character of Bartlett. The examples above
show different options for creating an active
ground floor to help disguise a downtown
parking structure including retail, residential,
and office uses.

Parking Lot Buffer, Chicago, IL

High Quality Parking Structure, Naperville, IL
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Parking Lot Edge, traditional style
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Opportunity Site D

Existing Conditions

Site D is owned by Metra, and is currently
vacant land. The site is over 5 acres in size,
but has a significant grade change along the
southern edge that will need to be regraded
and incorporate retaining walls to be usable.
To the south of the site is a large distribution
and light manufacturing plant that houses the
Senior Flexonics company. Senior Flexonics
is one of the largest employers in Downtown
Bartlett. An existing natural buffer exists
between the plant and Site D. A recently
developed large scale attached single family
residential neighborhood lies to the east.

Development Considerations

* The fact that the site is vacant and shovel
ready increases the desirability for resi-
dential developers.

* The site is Metra owned, and will need
to accommodate a portion of their future
commuter parking needs, in combination
with new development

* Portions of the site have narrow dimen-
sions, which are better suited for attached
single family townhome development,
rather than larger multi-family buildings
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Opportunity Site D

Phase 1 & 2 Development Concept

e m e METRA COMMUTER —— -~~~
u PARKING
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S BERTEAU AVE

:r——.—--:—a.—._.—_‘__.f'__.. e e

W L

N R M
RESERVE FORFUOTHRE

RIGHT OF WAY

CONNECTION

Proposed Uses Proposed  Gross Estimated Estimated Development Scenario Overview
Height Square  Units Parking Initial solicitation to developers for Site D

{# of Footage Spaces )
Floors) should focus on the eastern portion of the

D Residential - Townhomes o 49,600 31 62 site that is well suited for new townhomes.
North-south right of ways should be reserved

D Metra Commuter Parking 250
as part of the development layout to provide
gﬁpﬂse" Estimated Density the opportunity for future street connections
| if Senior Flexonics were ever to relocate or
223,100 | 5.12 | 0.2 6 units/acre reconfigure their property. The western portion

of the site will be used over time to accom-
modate Metra’s parking expansion needs.

06/13/16
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Opportunity Site D

Full Build Out Development Sc

ol

o

g

o

o

Lo

20

Eo

S o
“
0 100 200

Site Proposed Uses
Location

enario (Long Term Vision - 20+ Years)

RESERVE FOR FUTURE
RIGHT OF WAY
CONNECTION

Proposed Gross
Height
(# of

Floors)

B Residential - Multifamily ‘

3

Square
Footage

42,000

Units

—

Estimated Estimated
Parking

Spaces

32

B | Residential - Townhomes |

2

88,000

55

110

Site Area (Square Feet)

223,100

|

Site Area

{Acres)

5.12

Proposed

FAR

0.6

Estimated Density

17 units/acre

Development Scenario Overview

If the Village constructs a parking structure

on Site C, much of the Metra commuters
parking needs could be consolidated, which
would free up the rest of Site D for residential
growth. This concept illustrates a concept for
full build out of the site with additional town-
homes and a multi-family rental building that
holds the corner along Berteau Avenue.



Opportunity Site D —

T

Townhomes, Arlington Heights, IL

Townhouses, Prairie Crossing, IL Existing Townhouses, Bartlett, IL

Development Character Examples

Site D is located at the eastern edge of Down-
town and therefore acts as a transition zone
to lower density residential neighborhoods.
Townhomes, similar in scale to the neighbor
ing Asbury Place development would help

to create a coherent character to this neigh-
borhood. If the parking structure scenario is
implemented and the Metra parking can be
accommodated elsewhere, other types of
housing such as rental apartments or condo-
miniums would be possible on the site. Ex-
amples show multifamily of 1-4 stories, which
fits well with the existing density of Bartlett. Multi-Family, Naperville, IL Multi-Family, Arlington Heights, IL
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Opportunity Site E

Existing Conditions

Site E is currently vacant, but was originally
planned to become multi-family condominium
buildings as the next phase of the Town
Center development. Because of changing
demand, a rental apartment development is
more feasible on this site today.

Development Considerations

e This site will be very attractive to poten-
tial residential developers because it is
vacant, cleared and within close proximity
to the Metra station

» This site one of the most viable Down-
town development sites and should be a
marketing priority for the Village

*  Many Downtown amenities are within
walking distance of the site including
Leiseberg and Bartlett Parks, restaurants,
and Village Hall

¢ The size and dimensions of the site are
suitable to many layouts of apartment
building floor plates




Opportunity Site E

Near Term Strategies T e ey

Because Site E is development ready, it
should be the focus of attracting new residen- 5 )
tial development to Downtown Bartlett. e

The concept to the right shows a potential T ey
site layout including an “l-shaped” residential I,lF Q
building that defines the corner of Railroad S [ &)
and Berteau Avenues. A surface parking lot to

serve the building is located away from the

street frontage, behind the proposed building. pan TN, N

9]

To accommodate future right of way connec-
tions to the south, the western portion of the |
site should be reserved through a setback

or easement. This reserved space would not

inhibit the property’s development potential, ~
as it has a substantial size, and would greatly .fI
improve the connectivity for new residential 7

O G o O

PROPOSED RIGHT OF WAY

5 BERTEAU AVE

Downtown. | | \, \

The existing natural buffer at the southern Site 'Proposed Grose Ectimated.  Estimatod

edge of the site should be maintained to Location Height Square Units Parking
| {# of Floors)  Footage Spaces

E | Residential - Multifamily | 3 | 50,000 | 38 57

provide separation between the existing apart-
ments and any new development. [

Site Area (Square Feet) Site Area | Proposed | Estimated Density
{Acres) FAR

- 24 unitsfacre
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Opportunity Site F

Near Term Strategies

This narrow Metra-owned site is located
within the rail right of way, and has been iden-
tified by Metra as a good location to extend
the commuter parking lots along the tracks
further east. Parking spaces developed in this
area will be used to replace commuter parking
removed from Site A, as well as accommo-
date some of the expected future increased
demand for Metra parking in Bartlett.

The site is located within a reasonable walking
distance of Metra; roughly 0.3 miles from the

station depot, and less than 1/2 mile from the

outbound platform.

Better sidewalks, streetscape, and crosswalks
in this area will be needed to improve the pe-

destrian experience and safety for commuters
traveling to the platforms. Pedestrian improve-
ments in this area will also help to better con-
nect the existing residential neighborhood of

townhomes to the east, named Asbury Place.




Downtown Street & Block Pattern

Connectivity Today

Older Downtown Bartlett residential neighbor
hoods, north of the Metra tracks, are defined
by a consistent, pedestrian friendly, block pat-
tern and system of neighborhood streets. To
the south of the tracks, however, many of the
blocks near the core of Downtown are in close
proximity to businesses, but are not directly
accessible due to a lack of through-street
connections. For example, a resident living on
S Hickory Avenue, between Railroad Avenue
and Devon Avenue is located only about 500
feet from the Village Hall, but would need to
walk 1/2 mile to get there on foot. Similarly,
the block occupied by the Town Center, CVS,
and Bartlett Plaza Shopping Center (identified
as a Super Block to the right) acts as a barrier
for pedestrians traveling from neighborhoods
south of Devon Avenue to the Metra station
area.

Future Strategies

Options for creating new connective neighbor
hood streets and pedestrian routes through
the SuperBlock are identified on the follow-
ing pages. These concepts would not reguire
any major building demolitions, and could be
implemented in phases over time as funding
for infrastructure improvements are secured.
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Bartlett Plaza Apartments
Town Center - Condominiums
Town Center - Retail / Apartments

Schwartz Pediatrics - Medical
Office

@ @ 5. Mixed Medical / Professional
@ Offices
@ 6. BMO Harris Bank
7. CVS
O 8. Bartlett Plaza Shopping Center
16
9. Senior Flexonics
. Hillcrest Ln 10. American Charter Bank
"é/l 11. V&V Paesanos Pizzeria
@ 12. Home Converted to Office
13. Mixed Office
i
© £ @ 14. Main Street Plaza Shopping
% = Center
@ 15. Office
<
[@ 3 16. Village Hall
\ T
13) = 17. Police Department
o/
18. Fire District
19. At&t
f:@ 7)
Dewvon Awve

g0 Super-Block Existing Conditions Diagram

125 250 s 500 Feet




Site G: Super-Block N
Existing Conditions

The SuperBlock currently contains a mix of r@
commercial, multi-family, retail, and service

uses representing a broad range of styles and
ages. The more recent developments such as

the Town Center and the CVS act as important
gateways to Downtown and include newer
streetscape, attractive architecture, and an

urban layout. Other older properties, through-

out the center of the block, are designed with
generous setbacks and surface parking front- N
ing the street. 2/
Bartlett Plaza Shopping Center occupies a

large portion of the SuperBlock, and currently

has a large amount of vacant space. Based on

the Market Analysis, Downtown Bartlett has a
large inventory of vacant commercial spaces

that need to be filled. Proposed strategies to
revitalize this area include:

3) 16)
* Redevelop older retail properties that have @
been vacant for a significant period of :
time, into other uses.

* (Condense existing retailers to create a
critical mass of businesses.

* Create new, smaller scaled commercial
development along Devon Avenue to es-
tablish a more attractive gateway.
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Pedestrian Connections

fomee
Tew

Commerci

=

‘Main St

Oak Ave

New
Commercial

Dewvon Awve

~

Redevelop-
ment
into
Multi-family

Replacement
Commercial

Berteau Ave

New Townhomes

Super-Block Proposed Connectivity Diagram




Site G: Super-Block

Redevelopment of Bartlett Plaza and improved
connectivity through the SuperBlock is
needed to reposition existing businesses and
provide new opportunities for Downtown
residential and commercial development.
Increased circulation for pedestrians and
vehicles through Downtown will help to

also strengthen it character. A concept for
subdividing the SuperBlock by adding new
north-south pedestrian and vehicular routes
is shown on the facing page. Strategies
illustrated by this diagram include:

* Maintain successful existing residential
and commercial properties, while also
reducing the overall amount of vacant
commercial space.

* Demolish the vacant grocery space, and
eastern portion of Bartlett Plaza to create
a new development site along Berteau
Avenue.

*» Relocate any displaced existing Bartlett
Plaza businesses to new commercial
developments along the Devon Avenue or
Main Street to improve their visibility.

* Resurface and modernize the parking,
improve landscape, and update the
facades of the remaining Bartlett Plaza.

Bartlett Plaza Strategy for Initial Phase of Redevelopment

—— e

Surface
~.Parking __

‘ﬁ\
1; Q_ﬁ__,_,__

4_1:1

e

Reserved Right of Way for Future Street

g

»~
-

~




Super Block Concepts

Bartlett Plaza Phase 2 Development Strategy

|

s

179
3|
! 'r

a u‘[
Kl

t‘{
===

G Residential - Multi-family

Height

| (# of Floors)
3

Gross
Square

Footage
| 84,600

Units

63

Estimated Estimated

Parking
Spaces

G Retail / Commercial

| 18,400

Phase 2 Development Strategy

After the former vacant grocery building

is demolished, and the site is readied for
new development, the site will need to be
marketed by the Village to solicit residential
development interest. The site is of a

scale and dimensions that could easily
accommodate many different layouts for
rmulti-family residential. The option shown to
the left, illustrates a building fronting along
the new neighborhood north-south street,
with parking facing the Berteau Avenue
frontage. This layout would provide the
proposed residential uses with separation
from the existing Senior Flexonics facility to
the west.

In this scenario, it is conceptualized that
the construction of the new neighborhood
street would also provide an opportunity
to re-landscape the parking areas of the
remaining retail center, and to modernize
the facade, and signage elements. These
improvements would help ensure that the
active businesses remain in Bartlett Plaza,
continue to be successful in the future.

| Site Area  Site Area Prop. Est.

| (Sq Ft) {Acres] FAR  Density
400,000 | 9.18 | 0.5 | 7 units/
] acre
|

I ——
W30



Super Block Concepts

Other Options for Consideration:
Alternative 1

As a long term solution, the center parcels of
the SuperBlock may be better suited to other
uses, rather than retail. If retail expansion

is relocated to the Main Street corridor, the
remaining portion of Bartlett Plaza could be
replaced with more multi-family residential
units. The option shown to the right illustrates
another multi-family building on the Bartlett
Plaza site. This scheme also shows an
alternative of office uses on the east parcel.

Alternative 2

Depending on the real estate market in

the future, the demand for housing might
continue to be much higher than for retail

in Downtown Bartlett. If this is the case,
focussing on the development of additional
residential uses for this area would be most
successful. This scheme shows an option
for two multi-family residential buildings
that front the new neighborhcod street,
with parking to the rear.

Bartlett Plaza Mixed-use FuH Build Out Scenario

o Rl —_———— = —_ =
e — —

Bartlett Plaza Residential Full Build Qut Sc_:enaric

— ) -I \' L — — - - — i i_ﬂi
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Super Block Concepts

S Main Street Complete Street Concept
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South Main Street Corridor

Near Term Strategies

South Main Street is an important Downtown
corridor, but currently lacks adeguate
pedestrian and bicycle safety infrastructure
to encourage a connection between the

east and west sides. Between Devon

Avenue and Railroad Avenue, there are no
formal pedestrian crossings, but many were
observed crossing into traffic in this area. The
following improvements are recommended to
transform Main Street into a complete street:

» Reduce speed limit to 25 mph.

*  Add mid-block crossing between Village
Hall and Town Center.

* Add pedestrian crossing at Hillcrest Lane

* Reduce driveway widths/eliminate curb
cuts where possible, to accommodate
safer pedestrian crossings.

¢ Add on-street bike lanes by eliminating the
center turn lane.

The conceptual street section on the

facing page illustrates the proposed lane
reconfiguration to provide space for bike lanes
in each direction.

Intersection of Main Street and Devon
Avenue

Main Street near the Town Center

L3 A

LA
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Bartlett Avenue Retail Core

Bartlett Avenue between Oak and Eastern
Avenues contains a concentrated mix of
reused historic buildings housing restaurants,
offices, and other businesses. Strategic
improvements that build off the character of
the street are needed to reinforce its identify
as the center of Downtown. Currently, many
of the storefronts appear vacant, but actually
contain active businesses. Improved signage,
window displays, colorful awnings, expanded
sidewalk cafes, and plantings are needed

to attract new customers to this area. Uses
such as restaurants, that activate the street
throughout the day should be encouraged.

Other public realm recommendations are:

Add mid block crossing to facilitate access
to the Metra platform.

Convert to two-way operation to improve
access and circulation for Downtown busi-
nesses.

Q_\/} Reorient angled parking to accommodate

two-way traffic.

| Improve Qak Avenue intersection to
include bump outs and high visibility inter
section markings

:5) Relocate large curb cut to Eastern Avenue

%"\ Other future infill development

opportunity sites

g

s
=

S EASTERN
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Bartlett Avenue Retail Core

Bartlett Avenue Revitalization Concept

Work with Metra to Adibiginess
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Development Phasing Strategies : Near Term (1-3 Years)

Conceptual Phase Program:

Gross Square

Approx. Parking

Site Location Near Term (1-3 Years) Footage Estimated Units Spaces
A Residential - Multifamily Rental Apartments 42,000 32 a7
E Residential - Multifamily Rental Apartments 50,000 38 BR:|
D Residential - Single Family Attached (Townhomes) 49,600 31 a7
From Ato F Commuter Parking Relocated (86)
F Commuter Parking Added (86 relocated spaces + 14 new) 100

Implementation Actions:

Surface Parking at Western and Oneida
Avenues:

®

» Consolidate curb cuts and seek
grant funding for pedestrian related
right of way improvements.

« Relocate commuter parking spaces
to Site F

*  Qutreach to residential developers
to market Site A for new develop-
ment

Associated Bank Drive-Through:

Meet with property owners to discuss
options for redeveloping the existing bank
drive through.

Surface Parking at Oneida and

Eastern Avenues:

Implement parking lot perimeter landscape
and sidewalk improvements.

©

®

®

Vacant Parcel Along Railroad Avenue:
Right-size the area that is needed to
accommodate Metra parking, and then
define the remaining area as a develop-
ment site. Market the site for townhome
development.

Vacant Parcel at Railroad Avenue and
Berteau Avenue:

Seek new multi-family development for
this shovel-ready site. Redefine parcel
area to reserve western portion for future
right of way connection to the south.

Vacant Parcel Adjacent to the Rail Right
of Way:

Village to construct replacement com-
muter parking spaces, and to coordinate
with Metra to construct any nesded new
commuter parking (relocated from Site A)

H

Initial Phase: The development of Sites «
E and D would meet the initial residential
demand that is identified by the TOD Plan
Real Estate Market Analysis. The timing

of further residential development would

depend on the future market demand for
housing.

Downtown Super-Block:

Coordinate with property owners to
formalize demolition plans for the eastern
portion of Bartlett Shopping Center. Relo-
cate businesses as necessary to prepare
for demolition.

Bartlett Avenue Retail Core:

Meet with existing retail businesses to
discuss aesthetic, signage, and facade
improvements in this zone. Construct new
crossings, and convert street to two-way.
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Development Phasing Strategies : Mid Term (4-6 Years)

Conceptual Phase Program:

06

Gross Square Approx. Parking
Site Location Mid Term (4-6 Years) Footage Estimated Units Spaces
B Retail / Commercial 10,000 - 10
B Residential - Multifamily Rental Apartments 42,000 32 48
G Retail / Commercial 18,400 - 18
G Demolished Commercial {49,830) = 3
D New Commuter Parking 250

Implementation Actions:

B Associated Bank Drive-Through:

Relocate drive-through, and demolish
existing building to prepare the site for
new development

Consolidate and reorganize existing
parking areas, to create a more effi-
cient layout along Oneida Avenue

Market site to residential developers
as a downtown mixed-use opportunity

Vacant Parcel Along Railroad Avenue:
Work with Metra to construct new com-
muter parking lot to provide capacity for
commuter growth.

Vacant Parcel at Railroad Avenue and
Berteau Avenue:

Partially construct new neighborhood
street connection to the south.

Metra Operations & Coordination:

Meet regularly with Metra to discuss
options for future platform and station
improvements

Improve safety of pedestrian crossings
at Western Avenue and QOak Avenue

Study options for below or above-grade

pedestrian crossings in the Berteau
Avenue area

Downtown Super-Block:

¢ Construct new pedestrian connec-
tions from the Bartlett Plaza area to
the train station.

s Prepare Bartlett Plaza site for new
development, market to potential
residential developers.

* Construct new commercial outlot
developments along Deveon Avenue to
strengthen the southern gateway to
Downtown.
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Development Phasing Strategies : Long Term (7-10 Years)

Conceptual Phase Program:

Gross Square

Site Location Long Term -(7-10 Years) Footage Estimated Units Parking Spaces
H Retail / Commercial/Office 14,500 - 15
G Residential - Multifamily Rental Apartments 84,600 63 95

Implementation Actions:

G Downtown Super-Block: H Bartlett Avenue Retail Core:

Reinforce Bartlett Avenue as the core

» Begin identifying additional sites
retail street by adding special paving and

along Main Street for moderniza-

tion and / or redevelopment additional streetscape. These improve-

ments will create an excellent environ-
*  Gradually infill retail along Main ment for expanded Downtown events and
Street with smaller setbacks, and activities.
parking in the rear to reinforce the
shopping street character.

» Create additional street connec-
tions through the Super-Block, in
coordination with new residential
development on the former Bartlett
Plaza site.
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Development Phasing Strategies : Full Build Out Vision (10+ Years) Ntus

Conceptual Phase Program:

Gross Square

Site Location Full Build Out Vision Footage Estimated Units Parking Spaces
H Retail / Commercial/Office 34,500 - 35
G Residential - Multifamily Rental Apartments 92,100 69 104
D Residential - Single Family Attached (Townhomes) 38,400 24 36
D Residential - Multifamily Rental Apartments 42,000 32 47
C Retail / Commercial 14,100 - 14
FromDto C Commuter Parking Relocated (250)
C Commuter Parking absorbed in new Parking Garage (204)
C Parking Garage Spaces 164,634 420
(250 relocated spaces from D + 204 existing spaces on C = 420 spaces)

Vision Overview

In the future, as Bartlett continues to fill
Downtown vacancies and redevelop under
utilized parcels with new housing and
businesses, the consolidation of Metra
commuter parking into a parking structure

on Site C could be economically feasible.
Structured parking on Site C would be located
in close proximity to the station, and therefore
would reduce travel time for commuters.
However, concentrating the commuter traffic
in one location may increase congestionand  ((C

other traffic issues at peaks periods.

The creation of a Downtown parking garage
would require a partnership with many
investors and a financial commitment by the
Village for maintenance and management of
the facility.

It is estimated that the cost to construct
a surface parking lot is roughly $5,000-
10,000 per space while the construction
of structured parking would cost roughly
$25,000-30,000 per space.

As the Village considers alternatives for the
future, a cost-benefit analysis of the parking
structure option should be conducted to

guide decision making.
Implementation Actions:

Surface Parking at Oneida and

Eastern Avenues:

If the parking structure option is imple-
mented, Metra parking on Site D could be
combined with additional public parking on
Site C. This would in twrn allow for the full
build out of the western portion of Site D
to residential.

Downtown Super-Block:

As the remaining Bartlett Plaza retail
center continues to age, full replacement
with residential uses at the center of the
SuperBlock as shown in this concept may
be financially feasible. The future retail
should be oriented along the Oak Avenue,
Bartlett Avenue, and Main Street corridors.

Vacant Parcel Along Railroad Avenue:
If Metra parking is relocated in the future,
this site could be fully built out with
residential development. The proposed
concept shows multi-family housing along
Berteau Avenue, and additional town-
homes along Railroad Avenue.
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Implementation Check List

TASK 1: ENCOURAGE WALKING, BIKING, AND TRANSIT USE IN BARTLETT

Timeling
3
oo oy @
= >
2 £2 g
. S B0 S e
Suggested Actions: EE hsies |
1.1 Implement Downtown streetscape improvements by working with the Public Works
department and Village leadership. If needed, form a committee that is focused on PY
Downtown streetscape improvements and sidewalk extensions.
1.2 Encourage growth of the recently formed Biking Task Force to ensure that residents
and employees of Bartlett are encouraged to participate in bike infrastructure decision-
making. L

1.3 Host fun and educational public health fairs that encourage participants to get out and
walk Downtown. Engage families and seniors with outdoar activities Downtown.
Encourage people to walk to the event, have heslthy food stalls, information from local @
healthcare providers, crafts, races, and other competitions.

1.4 Seek out pedestrian safety grants to help fund infrastructure improvements, as
well as other funding opportunities such as sponsorships for landscape, bike parking, and o
signage improvements.

1.5 Activate the Metra station depot by improving the entry landscape, signage, lighting,
and allowing temporary uses in the depot lobby. @

1.6 Adopt a Complete Streets Policy to ensure that new roadway infrastructure
improvements accommodate all modes of access &

1.7 Expand online presence for Downtown activities and businesses by creating
website or separate social media page just for Downtown &

1.6 Encourage Completes Street training for Village public works staff by attending
regional training seminars @

100



Implementation Check List

TASK 2: ATTRACT NEW USERS TO DOWNTOWN

Timeline

Suggested Actions:

2.1 Establish a collaborative community activities committee that meets regularly to
discuss opportunities for sharing responsibilities, resources, and to brainstorm ideas for
new future events

2.2 Encourage restaurants to actively participate in Downtown Bartlett by setting up
temporary kiosks during events, engaging with commuters, and providing promotions to
new residents

2.3 Engage with existing local online social groups by providing opportunities for physical
meeting spaces Downtown and by appealing to their interests and needs

2.4 ldentify spaces for temporary activities such as Pop-Up Shops and other temporary
uses for vacant storefronts, and retzil spaces.

25 Form a diverse group committed to expanding the attendance, frequency, and
offerings at Downtown Bartlett events. Establish assistance for this group to ensure
that event volunteers have the management support they need.

2.6 Embrace the ethnic diversity of Bartlett by encouraging cultural celebrations and
holiday events to be held in Downtown.

2.7 Build off of the recommendations of the Economic Development Committee (EDC)
to leverage existing events, better engage local families, offer a range of activities that
appeal to many family types, and to engage local businesses with local events

Immediate
Initiative

Ongoing

Initiative

Notes

06

101



Implementation Check List

TASK 3: SUPPORT EXISTING & ATTRACT NEW DOWNTOWN BUSINESSES

Timeling

Immediate
Initiative
Ongoing
Initiative
Notes

Suggested Actions:

3.1 Form a bond between Downtown businesses by forming a Downtown Merchants
Association that meets regularly. Encourage coordinated marketing, and business
improvement efforts and better online resources.

3.2 Work with businesses to recommend cost-effective fagade and business signage
improvements such as awnings, bold / graphic business signage, large clear-glass
storefronts, window displays, and building lighting. Work with local design school to (]
create signage and facade improvement concepts.
3.3 Provide educational resources for Downtown businesses by partnering with location
higher education institutions. I+

3.4 Reinforce Downtown Bartlett as a food and entertainment destination by attracting
unigue local pubs, restaurants, and entertainment venues @&

3.5 Review ordinances and relevant permits for Downtown businesses to ensure that
commercial uses located in the Downtown district are encouraged to have creative
signage, awnings, and outdoor seating. More lenient ordinances that apply specifically to @
the Downtown should be explored.
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Implementation Check List

TASK 4: INCREASE DOWNTOWN RESIDENTIAL POPULATION

Timeline
et
m o mn @
22 22 5
: Ez ®mz g
Suggested Actions: E:E g =z
4.1 Market key Downtown sites for residential development by collecting relevant data
and creating a Downtown Bartlett brochure to educate the development community P
about housing demand in Bartlett.
42 Streamline permit process to better facilitate development and aim to provide clear
information on fees and Village approval processes. ]

4.3 Create an educational public meeting series to help the public understand the
development opporiunities, constraints, and current best practices in the region. Invite
expert planners, and speakers to present what other communities are doing to promote @
their downtowns.

4.4 Research and further explore financial incentive options such as land swaps,
permitting deductions, public-private partnerships, or zoning bonuses. (%]

45 Re-propose the establishment of a Downtown TIF district with Village Leadership by
using the recommendations of the TOD plan to define the goals and opportunities for
future development. Revisit the cost-benefit analysis of providing a TIF for Downtown. 2

4.6 Proactively zone strategic Downtown development parcels as residential to show a
commitment to new residential development in Bartlett. 5]

47 Compile data on recent developer interactions to help inform leadership decisions,
and to better quantify challenges and constraints for Downtown. @
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Agenda Item Executive Summary

Comimittee
Item Name  Economic Development Marketing Plan or Board Committee
BUDGET IMPACT
Amount:  q/a Budgeted
List what
Sfund

EXECUTIVE SUMMARY

The Village Board reviewed a summary of current marketing efforis at the June 2, 2015
Committee of the Whole meeting. At that meeting they asked that the Economic Development
Commitiee (EDC) provide the detail and structure for a marketing plan.

After several months of review, the Economic Development Commission meeting the
commissioners approved the Economic Development Marketing Plan and recommended that
it be forwarded to the Village Board.

At the March 1, 2016 Village Board Committee of the Whole Meeting, the board postponed
discussion of the marketing plan until the RTA/TOD plan had been completed. The plan has been
completed and this item is returning to the Committee of the Whole for discussion.

The marketing plan has been divided by main development location. Goals have been
assigned relative to a specific area, key demographic information for the location, and a map
showing the area’s vacant and built parcels have also been included. The commissioners also
identified the key performance indicators they would like to have established for the plan to
determine its effectiveness.

ATTACHMENTS (PLEASE LIST)
Memo

Economic Development Marketing Plan
Key Performance Indicators

EDC Meeting Minutes

ACTION REQUESTED

v For Discussion Only
Q Resolution
0 Ordinance
a Motion

Paula Schumacher, Assistant Village
Administrator

Tony Fradin, Economic Development
Coordinator

Jim Plonczynski, Community Development
Staff: SR Date: June 7, 2016



Memorandum

TO: Valerie L. Salmons, Village Administrator

e
FROM: Paula Schumacher, Assistant Village Administrator {9
Tony Fradin, Economic Development Coordinator’)/—}/

DATE: June 7, 2016

SUBJECT: Economic Development Marketing Plan

At the March 1, 2016 Village Board Committee of the Whole Meeting, the
board postponed discussion of the marketing plan until the RTA/TOD plan had
been completed. The plan has been completed and this item is returning to the
Committee of the Whole for discussion.

The 2015-16 Strategic Plan included the objective to define a marketing plan to
attract residential and commercial investment in Bartlett. The Village Board
reviewed a summary of current marketing efforts at the June 2, 2015
Committee of the Whole meeting. At that meeting they asked that the
Economic Development Committee (EDC) provide the detail and structure
for a marketing plan.

The EDC began their review of the marketing plan on July 13, 2015 and
continued on September 14 and October 12, and November 9, 2015. At the
December 14, 2015 Economic Development Commission meeting the
commissioners approved the Economic Development Marketing Plan to be
recommended that it be forwarded to the Village Board.

During the course of their review the EDC provided direction to organize the
plan under each of the main development areas in the community. The
attached plan has been divided by location. Goals have been assigned
relative to a specific area, key demographic information for the location, and
a map showing the area’s vacant and built parcels have also been included.



The commissioners also discussed the key performance md1cqtor_s they
would like to have established for the plan. The performance indicators
provide the criteria used to measure success of the plan effectn.reness. Or}ce
the plan is approved, Staff will collect the current data to provide a baseline
for future comparison.

Included in your packet for your review are copies o_f the minutes from the
EDC meetings, the Economic Development Marketing Plan and the Key
Performance Indicators.



m.!_.,!ﬁ!.!.l.j....--

KEY PERFORMANCE INDICATORS

=1 Os S il B 14

co

Occupancy % based on square feet

Occupancy % based on units/buildings

Number of new units or buildings built

Number of businesses opened/closed

Number of employees within the area gain or lost

Number of inquiries received and source of inquiry

Number of unique page views on Economic Development website
pages

Cost of marketing efforts, including staff time

Additional tax revenue generated or lost



Economic Development Marketing Plan Key Performance Indicators

Occupancy % based on square feet

Occupancy % based on units/buildings

Number of new units or buildings built

Number of businesses opened/closed

Number of employees within area gained or lost

Number of inquiries received and source of inquiry

Number of unique page views on Economic Development website pages
Cost of marketing efforts, including staff time

Additional tax revenue generated or lost.
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Minutes

Village of Bartlett
Economic Development Commission

July 13, 2015

Chairman Kubaszko called the meeting to order at 7:04 pm

Roll Call
Present: M. Sobel, G. Kubaszko C. Green, R. Perri, B. Krall, J. Petro
Absent: D. Weir, N. Mehta, T. Smodilla,

Also Present: T. Fradin, Economic Development Coordinator, J. Plonczynski, CD Director

Approval of Minutes

A motion was made to approve the minutes of the June 8, 2015 meeting.

Motioned by: R. Perri
Seconded by: B. Krall

The motion carried with all members voting aye (voice vote).



Economic Development Commission
July 13, 2015

sStatus of Proposed Downtown Tax Increment Financing (TIF) District

Tony Fradin: This will be a verbal report, since the EDC packet was produced prior to last Tuesday’s
Public Hearing when this item was up before the Village Board. As you all know we have been speaking
about the TIF for a better of two years. It was finally put to a vote last Tuesday night. The motions for
the 3 ordinance’s to approve the creation a new TIF and create the financing mechanism and designate
the redevelopment area all failed. It went down by a 1 to 4 vote. | know a few of you were at the
meeting last Tuesday and it was the major item on the agenda for that night. You are all aware of the
different input that we received from many different directions on this. Ultimately that motion failed
last week. There will not be a new downtown TIF being formed for redevelopment of the downtown
area.

R Perri: | believe it was a sorry day for the Village. | think the TIF was something the Village can use and
needs. Voting this down forces their prerogative to do that. If this is a wait and see or wait and
something can be done, it's better than what was done previously. The real estate market could
improve and it could get worse. For us not having a TIF for the downtown area | think was a big mistake.

T. Fradin: Any other questions or comments?

M. Sobel: 1 would like to make a recommendation for the next time. | think there are places that we can
do a better job. The first addressing the taxing district. We didn’t quantify or give then an idea of what
their steaks were so they walked away saying there are residents that are going to lose money from that
and are voting against it. That helps sway the public. There are only 37 residences in that particular area
and the amount you could lose is between X and Y. This place could be residential after it gets built in
the TIF. | don’t think we did a solid job in being able to explain, especially to the Trustees, where the
money would go. For instance, one of the trustees asked about the $250,000.00 job training, however
there weren’t any answers. It wasn't said -well thisis a liquid number and here are different items that
would fit under there that you could provide the businesses in Bartlett. When people don’t have
answers they have a tendency to be nay Sayers. | think we could do a much better job in defining and
helping with what the plan is to do with the money.

R.Perri: Maybe we didn’t have all the answers to all the questions that were raised. The easiest thing is
to call another town and find out what they are doing with their TIF’s. There are many towns that are
providing a TIF, and not just for the downtown district but all over towns. You could say we fell down on
that idea. Rather than vote it down if they wanted answers they could have picked up the phone and
called any other town, they all had TIF’s. Just a simple phone call to find out how does your work or can
you send me something.

M. Sobel: | don’t disagree with you, if they needed answers just pick up the phone and call towns. The
onus became the people asking for the TIF. If you can’t put your money where your mouth is when they
ask the tough questions, they are not going to go looking for answers. They probably already slanted
their minds against it. | wanted this TIF just as much as anyone, but you can’t ask someone to vote for
something when you didn’t have solid answers. When you leave doubts in their minds it makes it easy
for them to say no, because 5 other people told them it was a bad thing.

Next time we need to button that up and be able to explain how much money is going to a particular
topic and the types of category that would fit underneath it. Everyone knows we can’t say X amount



Economic Development Commission
July 13, 2015

goes here and Y amount goes here. But we should give them at least a plan. My suggestion is next time
we give them a better plan.

P. Schumacher: Mike, | think there are some lessons learned from this on the first TIF that has failed,
EVER, here with these taxing districts and a little surprising when those districts all benefited from the
last TIF. They had the dollars in their budgets to see how they benefited from that so I don’t think it was
entirely an educational failure but certainly a lot of lessons learned from the last one.

G. Kubaszko: It appears that this is the end of our discussion on our current TIF status. Move on to the
next agenda which is the Village Marketing Plan.

T. Fradin: Turning our discussion over to colleague Paula Schumacher, who had been doing the bulk of
the work putting this plan together.

P. Schumacher: The beginning of June we went to the Village Board and gave them a sum mary of all the
marketing efforts that we employ. We took all the marketing elements from the strategic plan and from
the EDC work plan from the recommendations that you gave to the board for the downtown
recommendations that the Spartan Marketing group gave for the downtown. The ongoing practices that
the Community Development Department does throughout the year and consolidated all of that into
one summary report and broke that down into four categories: Technology, Partnership and outreach,
Tangible marketing products and Visibility.

That was the jumping off point for the board to discuss the suggestion that they raised. They would
certainly like some details, some focus in the plan, as well as your guidance on how it should be
organized. One thing the Mayor suggested that here be a different set of goals or defined goals for each
development area. Whether it be Brewster Creek Business Park, Rt. 59 corridor or downtown to break it
up that way. They also suggested that we give more attention to the industrial uses and the marketing
around those. Those are the 3 big questions. What I'm hoping to do is take your input and put together
an actual plan with a little more structure that we can bring back to you for further discussion.

My hope is to have a plan to the Village Board by October or November 2015 so we can walk it into the
budget process. We can cost it out and can put it in our annual budget. That’s why I'm here. Tony had
provided you with 2 plans, 1 from the city of Cary and 1 from Lombard. Both kind of breakdown in the
way the Mayor had suggested. I just wanted to give you the specifics. Lombard breaks it down by
development districts a little more specifically. The plan from Cary is organized broader over the
economic development issues. And with a strategic plan where there is goal, then tasks, and your
objectives. | would just like to hear your thoughts on how we should proceed.

J.Petro: | have a question for Paula. The information about the other Villages, was this information
presented to you or between you, the Mayor and the trustees?

P. Schumacher: Tony called around.

T. Fradin: Yes, there was research on my part. | would say at various points in time most of the area
communities have embarked on this type of project and actually come if the plans | found are one
hundred to two hundred pages long, almost too cumbersome. Great reports but a little less on point.
Three of us have met a few times to talk about this. Not saying Bartlett is just like Cary or Lombard but
it’s a mid-sized town and kind of shorter more concise report. The answer to that it was done through

3
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research for the type of report we were hoping that the EDC would find likeable and then ultimately the
Village Board.

J.Petro: Do you have any feelings as far as which of those might be in line with what the trustees are
expecting, gut feeling?

P. Schumacher: | think the answer lies on the combination of the two. We heard from parts of the Board
and they said they would like to see some real thought given to the uniqueness of each development of
the areas. Another section of the Board would like to get into some details and real specifics. | think a
combination of the two might fit the bill.

C. Green: Is there budget set aside for implementing a marketing plan or does that come after the plan?

J. Plonczynski: Our current budget we are working with for marketing is about $35,000.00. We buy ads
in trade show or ads for Heritage Days and that type of thing. We use it for variety of things, that’s the
budget we are currently working with.

P. Schumacher: | would think that once we take a look at what we would need to accomplish these
goals then we are going to tweak the budget and Community Development line items.

C. Green: $35,000.00 is not very much.
J. Plonczynski: Some people think it too much.

T. Fradin: It is mostly local advertising and publications. You can see it in one of the industrial guides
that I'm distributing tonight. Mostly local publications.

C. Green; That’s a reasonable number for that kind of thing, but for a REAL marketing plan with real
facets to it, it will have to be more.

T. Fradin: We agree.

P. Schumacher: | think what gets us there is having a specific details to say we need “X” amount more
because we are going to do “Y”.

C. Green: There is some way to interjecta really creative idea or two that will catch their imagination
and get them excited. A marketing plan does not necessarily have to be a cookie cutter type of
marketing plan. If we are going to expose this and it sounds like we are going to be asking for
recommendations from the public. One big idea to spur everything on might be something to aim for.
Coming from an advertising background, if | didn’t have a big idea at least once per year | couldn’t do my
job.

T. Fradin: You can all recall during the recessionary period, we have gone to lower and lower costs of
advertising. That's when the EDC launched “Discover Bartlett” Facebook page a few years ago. As staff
we have been striving to lower and lower the costs of marketing over the years to utilize social media as
much as possible. You are right it is like going in the other direction pricing out some other things. We
met recently with cable advertiser and that kind of thing like with Comcast can become expensive very
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fast. It might be one of the big idea but you don’t want to use up the whole budget on a couple of
months of advertising.

C. Green: One big idea everything has to be integrated into that.

M. Sobel: Every good marketing plan and every good business plan starts with a vision. We need to
define that vision, whether it be an overall all vision or a vision for each of these different aspects. Who
would be responsible for that vision?

P. Schumacher: What would we like to do? Mike, are we looking at the big overall vision or do we want
a vision say for the Business Park is “X” and another vision for the Rt. 59 corridor is “Y.” That is what we
are asking. We can put some ideas together and bring it back to see if we have it right. But when setting
these goals we need a little more narrowing down.

M. Sobel: Taking into account the current mood of the City/village, the residents and businesses | think
the vision needs to be developed for each separate group and needs to be developed by different
people. | would think that the industrial piece is something that the Village can create. The residents can
have some input but maybe aren’t somewhat the most important piece of that, whereas the
commercial, you might need more input for the residence if they don’t want a gaming place in
downtown Bartlett. You need to know this upfront. You cannot create a vision and then have them fight
it. It’s a waste of time and effort. I'd hate to see that happen.

P. Schumacher: The visioning and feedback component,

M. Sobel: Creating the vision for these different pieces are the appropriate people to create that vision.

J.Petro: I'm a little confused. | remember this all started when we were tasked with developing a
downtown redevelopment plan. We pushed back and said we don’t think it could just be for downtown.
I'm a little confused because that was our stated vision to them. Now I'm wondering what changed
potentially.

T. Fradin: | would look at this as not downtown specific, but as Paula was saying, different marketing
strategies, different target audiences, trade shows, publications and media based upon different
development areas of town. One of the neatest things about Bartlett is how different the downtown
area is from Rt. 59 Corridor is to Brewster Creek Business Park.

The original task from June 2013, was to brainstorm on the downtown area. This is community-wide but
also downtown would be the big focus. From my perspective, it would be small businesses that we
talked about, the Mom & Pop type of businesses. It’s becoming a lot of restaurants, so perhaps your
marketing thought can be what to do to support entrepreneurs and small business, small restaurants in
the downtown area but that’s not the same strategy you would have for Brewster Creek Business park
and for Rt. 59 corridor.

C. Green: The chains that are on Rt. 59.
T. Fradin: We talked about like Dollar Tree and Auto Zone, they would never come to downtown

Bartlett, but they are attracted to Rt. 59 and Stearns Road. Hopefully that helps answer the questions. A
different strategy for different parts of town.



Economic Development Commission
July 13,2015

B.Krall: The opportunity we have now is we now know there is no TIF so now we can look at these 3
areas which actually very good strategies and determine two or three things. 'm not a firm believer of
large voluminous marketing plans because there are probably limited follow up on this but it does look
pretty. Saying we are 10 produce in these three areas maybe 10 objectives to have with them a year.
That might be a great way to just deal with the short term and how to get these things possibly up and

going.

C. Green: | think Mike mentioned vision but | think each of these has their own brand and so to define
that brand succinctly, I've got a statement right here. Bartlettis a safe, family oriented community,
that’s a great place to live, shop, work and play. We've always used that message for the Village overall,
but for each of these pieces what is there brand, what is unique about them? What can we sell about
these? Without the TIF downtown maybe going to change somewhat because we heard from owners of
Lucky Jack’s and other restaurants that may no longer be there. That will change the historic flavor of
downtown. So now do we create a new brand for that and not rely on the quaintness that you see that
may be soon gone.

M. Sobel: | think that why you need to have a vision defined for the commercial area, industrial area and
the residential area. | think the Village could probably create the vision for the industrial area and a
combination of the Village and the residents need to create the vision of the commercial and residential
area.

J.Petro: | have a question as I’'m reading through the wonderful committee minutes for June 2, 2015
Village meeting and on page five at the bottom referencing President Wallace’s comments. | just don’t
know what responsibility we have. Maybe we need to pick up the phone and talk to him. He says that
before we start picking and choosing what area it would be good to have the EDC’s vision of the Rt. 59
corridor and moving on. What’s in the back of the Plan Commission mind as far as they perceive future
development? So that’s what I'm saying, | just want to make sure what we do this time is in the right
direction and doesn’t come back to us and say OOPS. Decide what’s best for us.

M.Sobel: That’s why I'm suggesting we go these people and ask time what the vision is so we are not
engineering something they don’t want. Cause if they don’t want it...

J.Petro: When you say “these people” do you mean the people involved will be impacted by it, the
public?

M.Sobel: All of Bartlett, whether it be the residents or whomever might have a piece in the decision
process. Whether in the public hearings or etc. The trustees need to be part of the vision process. If they
are admittedly against what we think is the vision there is no point in doing the work.

C. Green: We need input but when you have Public Hearings the same people show up with the same
story.

M.Sobel: | agree with Cecilia, but the bottom line is we just turned down business that wanted to open
up in the part of downtown Bartlett that has been vacant. We have continually turned business down
because of the residents nearby have concerns. You have to create a plan that is on boa rd with what
their expectations are. You can’t ram it down their throats, they will come to the meetings all upset

6
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about something that they don’t like and will voice their opinions and the vote will go that way. Had we
known that the people didn’t want to have a TIF we wouldn’t have gone through with several months of
work?

J.Petro: Also the thousands of dollars the Village spent.

M.Sobel: | think it’s important to get the vision defined. They don’t need to define every molecule of it
but give us an idea. Do you want a quaint downtown Bartlett or do you want a livelier downtown
Bartlett? Do you want the shopping on Rt. 59 corridor expanded? What do people want? Whatever the
residents want or don’t want is how they will vote. They are going to sway Trustees and the residents. |
personally don’t want to waste that much time on it.

R. Perri: What do the residents want to see downtown?

T. Fradin: Funny you should ask. We have mentioned this upcoming project a few times but not for
several months while the TIF was winding its way through. If you recall, one of the 24 recommendations
the EDC made back in 2013 was to seek a grant from the RTA. Actually through an umbrella organization
call CMAP. The Village actually was approved for this. While we are talking about the plan for the
downtown, because that’s what has been mentioned 50 many times through this process, is the actual
RTA grant is to create a new plan that type of planning document for the downtown area specifically.
That's approximately a year long process. That’s should be starting very soon. The composition of the
committee has been just about finalized. Commissioner Smodilla has agreed to serve on it. The vision for
the downtown will be debated in open forum at great lengths over the next year. For that there is area
specifically | think it will be flushed out. What type of downtown we have; to use this acronym SWOT
analysis, | think we will all have a better feeling for what the strengths, weakness, opportunities and
threats are for the downtown. That will be something that the EDC doesn’t have to give directions for
that in one night, but should be able to weigh in for this marketing plan.

The RTA plan does not equal this marketing plan, but some of the things that come out in the RTA plan
I'm sure could be part of it. And part of the marketing plan should also be incorporated into the RTA
plan for the downtown. There are a few different areas besides the downtown also that we need to
concentrate on that are stagnating. The Lake Street corridor is a good example. Of an area that things
could and should be done, but aren’t for whatever reason. | think the downtown is going to be discussed
in open forum very soon. We hope to start this kick off meeting in early August.

R. Perri: | have going over this brochure that you put together from Cary which is very complete. The
goals are specified. Everything is pointed out to what they want to do, how they want to do it, not
specifically, exactly how, but what they want. But as | read this, the development goals look very similar
to what Bartlett has done and is trying to do with their goal and their assessments. While this looks like
a carbon copy of what you have been trying to do. Am | off on that?

T. Fradin: You are not. Commissioner Perri, I have read through, not every word, but through 12 of these
Economic Development plans. Just opening it to any particular page they all will have something about
office and industrial parks. I'm on page nine of the Lombard plan. Instead of York and Butterfield road
we would talk about Rt. 59 or West Bartlett Road. The point is, they are all similar, in the overall
structure of the plan, but our sights are different than theirs. Ours might have some benefits that theirs
don’t. You make a good point. These are both good plans, specific to their respective towns. We wanted
to hear if you would like the structure and layout of these brochures.
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R. Perri: | think the structure, the way it's laid out is excellent. The biggest difference is that they have
TIF’s all over their town plus the BID splattered in here and there. That would be the biggest difference
that | see. The structuring of what they are doing and compared to what we are doing.

T. Fradin: Right. Ours would reference the TIF’s. Bartlett does have three active TIF’s. One of them is
extremely successful. | always say | think it'’s one of the most successful TIF’s in the State. Brewster
Creek Business Park is all built on a TIF. There is another TIF that is just starting to develop at Rt. 25 and
West Bartlett Road. Then there is one that year after year, we sit here and say nothing is happening, is
Rt. 59 and Lake Street TIF.

Even though the EDC recommended a TIF a long time ago and we hired a TIF consultant, and we went
through the whole thing, it still might end up being part of the recommendation for the Lake Street
corridor. Just to clarify, we do utilize TIF's to develop area in the town. It’s just that with the downtown
for now, we are going to have to look at some other economic development tools. Whether or not the
Village adopts them or not, it’s something to consider.

R. Perri: Did | not see a FOR SALE sign up on Lucky Jack’s? Not Lucky Jack’s, the old Bartlett Tap? A little
sign in their window?

P. Schumacher: That's a sign, they are currently closed. They are revamping their concept.
R. Perri: OK, | just saw it as | drove by | thought it said FOR SALE.
T. Fradin: Right, it’s not for sale.

R. Perri: Just to clarify Tony, do you think that the commission here should be looking toward what can
be done further, how to do it in regards to the current TIF's?

T. Fradin: | don’t know if that’s appropriate for this marketing plan. It’s something that could be circling
back to the marketing plan that we are looking at. A TIF could always something that comes up as a
possibility. | think for the downtown, for the time being, we’ve been there and tried to do one and it’s
time to look at other strategies of building up the downtown.

J.Petro: | agree that’s off the table.

R. Perri: Just the downtown area or where we currently have a TIF in Bartlett?

T. Fradin: Well the Brewster Creek Business Park is a TIF, but that TIF doesn’t get.... That’s a classic
infrastructure TIF. That’s not something where were dangling incentives in front of businesses to come
in.

R. Perri: Do we have a TIF on Lake Street?

T. Fradin: That’s a distinct possibility.

R. Perri: Do we have one, a TIF?
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T. Fradin: We do, but it's a portion of it. It’s at the Southwest corner of Rt. 59 and Lake Street. It's over
ten years old now. With no development, so maybe I'll be the first to say here it's a failed TIF. That TIF
hasn’t attracted any development and its eleven years old. It was adopted before | started here.

R. Perri: Do we know why it a failed TIF? So we can fix it.

T. Fradin: Yes, we do. And I'm not going to say it's all based on the recession but that's a big part of it.
Just like a lot of other businesses that a lot of people want in Bartlett, a lot of the businesses have
located elsewhere. For instance Target is a good example of something that won’t go over there. That
area has been under contract with three different developers that | can recall. One of them for two
years and that did fall through during the height of the recession in 2008.

Also incidentally there is a proposal, not sure if | want to call it a proposal, but there is a concept plan for
development right at that corner as we speak. For apartments and a limited amount of retail space to
support the residential there. It's being floated now as a concept plan called Aberdeen. | don’t think any
of us can answer why that hasn’t developed. We are talking about not just the corner but the entire
Lake Street corridor. If you drive up and down Lake Street tonight you will see empty buildings,
dilapidated buildings, unincorporated buildings, empty RV dealerships. Ripe for redevelopment.

R. Perri: Does the Lake Street development area have the TIF?

T. Fradin: As | was saying, just on Rt. 59 and Lake Street intersection has one on the Southwest corner.
J.Petro: Why can’t the continuum like Mike brought up that we have to somehow work to come up with
the vision for these four different areas and then they will be brought up at the public hearing. Which

Cecilia brought up would be the same old people. Any other ideas what we could do? Are we
understanding the impact on the people in each of these areas?

C. Green: Instead of just throwing it out to the public and taking your chances of who shows up,
sometimes you can form focus groups where you invite certain community leaders and residents. Invite
them in for a focus group so you get a little different input sometimes.

P. Schumacher: From those specific areas we get a fair amount of input for a strategic plan just from
our simple little clip and save, send in your idea each year and what we get off the website as well.

C. Green: Constantly getting input.

P. Schumacher: Maybe setting up a page for the website were we could get some input. For somebody
who can’t make a meeting.

C. Green: The people who submitted ideas, are they anything you could implement? Or put into a
document and we can look at jt?

P. Schumacher: | would think that some of those over the years they have ranged the gambit. We
always summarize them and give them to the board for the planning sessions. Some of them have been
very useful.

C. Green: Tony, do recalling some of them?
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T. Eradin: They are mostly suggestion of groceries stores to contact.
P. Schumacher: We get a Trader Joe’s every year.

T. Fradin: More like every few weeks. Trader Joe’s and Whole Foods. | would say strategic plan,
marketing plan, the number one Economic Development goal and thing | still work on, even though
people aren’t talking about it every week, is try and get another grocery store in town. That could be a
big part right in the marketing plan.

R. Perri: Get a Costco out in Brewster Creek and that will make them all happy.
T. Fradin: That would cover every shopping category that exists.

J. Plonczynski: | think as Paula said you could get public input on through the various social media we
have Facebook page and the website. In terms of the industrial park with the TIF districts, the vision that
are there are kind of formulating by the uses in those centers. As for Brewster Creek , Tony always
markets it this way, we got that food service industry that kind of picked up on that and we continue to
get businesses that are going to be food service related or food distribution. We had a development that
was at Plan Commission last week where the gentleman is building the spec building, something like
90,000 square foot. The Plan Commission asked and were told he was going to market it to the food
industry because you have a core of businesses there.

The other TIF district that Tony said is just starting out to be developed, way out on Rt. 25. Its like, I'm
being facetious, but it the uses nobody else wants, come out here, we have the liquid Asphalt building,
we got a Mine operation there. We've got an Asphalt Shingle recycle center. Concrete pipe
manufacturing that produce a ton of sales tax for the Village. You see the product every day when you
go through a construction site. All the orange cones, we are going to have two business that there main
job is providing all that to all the road builders. They need outside storage to put all that stuff. That’s the
spot to put if so that’s kind of the niche that’s going to be filled out there. It's kind of like the heavy
industries that nobody else wants. We draw the line at a Tannery. Just so you know.

T. Fradin: | don’t want to brand the business park that way: Bluff City, “for the businesses that nobody
else wants.”

J. Plonczynski: People call us and say they want to go to Brewster Creek and they want something that
has big outside storage with lots of stuff. We send them to the guy who owns the business park on Rt.
25. He has been able to accommodate two so far. He working on a third. One of the best businesses in
town and people don’t realize is Welch Brothers Concrete Pipe Manufacture. He has twenty plus acres
of pipe storage. We get tremendous sales tax revenue because he sells a lot of product. His retail sales
don’t all go to State jobs. We geta good amount of sales tax rebate from him. An incentive that we
provided to him a couple of years ago when he wanted to expand and we said come to the Village and
we will give sewer, water and we will annex it and we will give you a sales tax rebate. He did it. People
don’t ever give us credit for that, but that’s the reality of the situation.

R. Perri: Looks like we have 2 successful TIF’s that no one is hearing about them until today.

10
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J. Plonczynski: It’s kind of because they are under the radar. They are doing so well they kind of just kind
of market themselves. Through Tony’s efforts of marketing it at the industrial trade. Those are very
specific target audiences, the industrial trade and brokers. Tony does that annual somewhat of an open
house out there. That’s kind of how we do it, market it in several trade journals. It’s a different kind of
tactic, that why the vision is different there. Or will be different when you develop it.

P. Schumacher: Maybe what we could do is put together those individual areas that we talked about
tonight, put together the descriptive and maybe some of the unique features of those. Bring that back.
Here’s how we have divided things up, what do you think. Are we missing something then we can start
soliciting some input for what the overall goals for those areas should be or our next steps.

J.Petro: |do have two questions. The Rt. 59 and Lake Street area. We already have two areas
described, food specialties, also, the outdoor storage available for the industrial use. It’s all we have left
is the downtown vision and vision for Lake Street and Rt. 59. Have you guiding Lake Street and Rt. 59
one general area?

T. Fradin: That has been completely targeted for retail only up to very recently. Back before the
recessionary years, the biggest thing that every town wanted was called the Lifestyle Center. These are
the open air, outdoor, high end shopping centers. Like Geneva Commons, Streets of Woodfield and the
Arboretum. That’s what we used to seek at that intersection. During the time we were seeking one of
those, the Arboretum was developed in South Barrington, but not every town will have a center like
that. That was considered too close.

The other developers that had it under contract were both looking at doing large retail shopping
centers. Being smart developers that they are, they weren’t going to build a 400,000 square feet on spec
for retail. Also, | might add that is in Cook County. Anyhow, when the anchor tenants backed out much
like knocking over a domino set the others backed out. There were going to be three anchor tenants in
one development there that didn’t happen. That intersection has always been targeted for retail. The
comprehensive plan, that’s why the TIF was created. Also was to attract retail.

As | mentioned, as of now there is a concept plan being floated for that intersection. | don’t have those
exact numbers but roughly 250 to 300 high end apartment units and also some associated retail that will
be tied into the development to basically service the people who live over there. A coffee shop, some
type of health facility and other things that slip my mind at the moment. All of this is just being pitched
as a concept right now. There is a chance that that exact area will be developed.

R. Perri: Will this take up all the area that we are talking about here? Or will there still be some area for
development?

T. Fradin: There will still leave some for development. The Village owns some land at that intersection
and this is on Village owned land that it is being proposed. There is a ten acre parcel that we have
always called the Martino property is now owned by a bank. Also that broker for that property is the

person who brought this potential developer into the Village. | am going to say it’s on like 30 acres over
there.

R. Perri: They are in the first stages of talk?
T. Fradin: That's about where it’s at.

11
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J.Petro: |was at a Village meeting in the last couple of months where they were talking about having to
do a sewer study or something about revamping our sewerage in order to take care of the food needs.

P. Schumacher: That's our FOG. Fats, oil, grease number for treatment and adjusting that number to
accommodate those kinds of food uses. Correct me if I'm wrong here but like the RANA Pasta they have
their own pretreatment facility on that site. So we test to see what your levels of those FOGS are before
they go into our sewers system. It's adjusting that number, it's a very aggressive number that we have
and we believe that are some kind of latitude in that number where we can lower it. Make it a little
more cost effective for users that come in there depending on what they are doing. We want to protect
our system, that’s our first goal. We want to make it a realistic number for what that threshold should
be. That’s coming, we are doing an analysis of what that number should be. We are working with a
consultant on this and that should be coming in fall.

J. Plonczynski: Most of the modern food producing company these days have pretreatment as Paula
said. When the first companies came into the industrial park we were novices on pretreatment end of it.
It was trial and error. We worked with RANA pasta, fortunately the company has deep pockets and they
were experimenting trying to meet our needs. You can’t just throw that waste product in the sewer
because we have lift stations that service the industrial park. First of all it's like dumping a can of grease
in your upstairs bathtub and see how far that gets down before it gets clogged. That’s what those lift
stations do, then we went back and worked with them on pretreatment. We worked with some of the
newer companies that have designed their pretreatment based on the needs. When it gets through the
lift station through to our sewer treatment plant it can be degraded properly and then disposed of
through the system. The FOG number is a key number when we didn’t have a food processing industry.
You don’t need a real specific FOG number because you won’t have kind of waste. Now with this type of
industries that we are attracting you need to be very cognitive because it can ruin your system. Not only
that, some of the stuff goes to MWRD. They will come and you will get arrested. Because you are
violating their downstream treatment. | was at the Cadillac Ranch one time when the MWR police gave
a ticket to the operator because his grease traps failed. Kind of similar but no exactly but it can clog up a
system pretty good.

R. Perri: Is there a risk if we get too many in there? That need that?

J. Plonczynski: Its part of our analysis so that can determine what our system can handle. What level of
acceptance and do we need to upgrade some of the lift stations that pump these to the different areas?
The lift station is key because that’s the first line of defense so to speak. If you don’t have pretreatment
in your plan or something goes wrong with it and it bypasses, you will have grease, pesto, oil that will
clog up that system and it will back up into the plant. It’s bad not only for the business but also for
everyone. It is to every ones benefit. It's a mutual benefit.

P. Schumacher: | think | know what our marching orders are.

C. Green: So the three areas we are going to slice and dice by downtown, Rt. 59 and the industrial
business park?

P. Schumacher: | have Lake Street corridor, Rt. 59 corridor and pieces of Rt. 59, downtown, Business
Park, and industrial park, the Rt. 25 one that one as well.

12
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R. Perri: Sounds like there are 5 of them right? Two different industrial parks?

J. Plonczynski: | think your Rt. 59 development and as you go the Lake Street/Rt. 59 corridor and 20 is a
little different animal. As you start coming down to the development potential that we have at Rt. 59
and West Bartlett and what is there Rt. 59/Stearns now we are starting to see the Rt. 59/Schick, Rt.
59/Army Trail gets some demand. We have had some concepts for some outdoor restaurant type of
sports bar venue down at Rt. 59/Schick. A Veterinary kind of pet store, kind of concept that is coming
through. Those areas which remain yet to be developed have a little different character than Rt. 59 and
Lake. They have much better access for one thing. You have high traffic volume at all of those different
intersections. The potential for capturing that traffic is there. Rt. 59 and West Bartlett Road is a great
site. There is going to be something good there. It’s a big site though, will not be all commercial. You
have got commercial component and residential component that will help the commercial entity. You
have got 130 maybe 140 acres of land to develop. Can’t do all of this commercial. You will have 20to 25
acres commercial and the rest used as residential as you go further west.

J.Petro: | have hearing some things about how apartments and condos will be gaining in popularity
because people aren’t going into homes, especially the younger people. Have you been hearing anything
like that?

C. Green: Is that in the city or in the suburbs?

R. Perri: Just in general, young people aren’t willing to put amount of money down.
C. Green: They are more people renting than buying.

R. Perri: That’s why I’'m wondering.

J. Plonczynski: From what you just said we hear that, and that’s why Tony explained this luxury
apartment concepts. That same developer if you read the Herald last week, presented a similar plan in
Hoffman Estates. He is a Luxury home builder but he is moving into this luxury apartment called lifestyle
living concept for the Millennials and empty nesters. He is very specific as to what he want there. We
hear that way and from what they call the affordable or work force housing developers. Unfortunately
with the workforce housing projects, the potential, both sides got bought by other developers, they
snapped them up. We are going to have a memory care facility on one site and the other site is this
luxury apartment guy. He snapped up or least has a contract on that. There is a demand for it.

R. Perri: As a matter of fact there are more developers that are looking to build apartment, rentals.
Than they are actual building for homeowners. The way others see it the rental market will get stronger,
stronger than now. They feel the future, short term future anyway, is in apartment building.

C. Green: Sounds to me other than downtown things are coming along pretty well and a lot of potential
and a lot of things happening. Seems like Paula going to have more work into downtown area than the
others. | know there are people in Bartlett that would probably volunteer their professional services to
do focus groups as professional facilitators. Might not cost you anything and certainly be a good idea to
get input that way. Especially downtown. You got a pretty aggressive timeline, right? October to come
up with this?

P. Schumacher: That was my initial thought process, but it doesn’t work.

13
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C. Green: | think the downtown needs more research and more input from the public.

P. Schumacher: This may be something like Tony mentioned that really gets defined through that RTA
process. Maybe we bring them in on the back end.

C. Green: There are things that we suggested when we did our study a while back, that have not fully be
implemented, right?

P. Schumacher: There are still things that need to be done. | know what I'll be doing tomorrow.
G. Kubaszko: New business, Tony do you want to talk about that.

T. Fradin: Pacino’s Tap House has been closed since our last meeting, but there is a new concept that
will be coming soon I'll be speaking with the owner Gary Danno to flush some of the details out
hopefully this week or next. Another shopping center on Rt. 59, a new nail salon has opened recently in
shopping center just south of Apple Valley center. It’s is called Bartlett Place, if you can just picture it’s
where the Country Financial office is located, they had just one vacant space.

| was writing the Zoned for Business column for the newsletter today and going over some recent
business records. I've mentioned this before at other meetings that they were coming. | also wanted to
mention the building where we held the Brewster Creek Business Park open house last year was the first
building in the business park 1291 Humbracht Circle had been vacant for about three years. There is a
business in there now called Bremskerl, they expanded and relocated from a location in South Elgin.
There are a German based company that does brake parts, brake pads for light rail, trucks and industrial
uses. We are very happy to fill that space. You don’t hear that much as you do about the vacant spaces
in the shopping centers because that’s where the residents all shop and it's very highly visible. This was
a building that has been vacant for about three years. We worked pretty closely with them over a period
of about six months. | think the last meeting | said they were just about ready. They recently opened.
That's another vacant space that has been filled in the business park. The address 1291 Humbracht
Circle when you turn in the business park off of Stearns on to Munger Road, it’s the very first building on
your right. The intersection of Munger Road and Humbracht Circle. That’s all the new businesses.

R. Perri: That makes that park a German specialty park.

T. Fradin: That’s the third business. One thing | want to tell you in our last parting thought, in our
branding and marketing of that, that's one of the first thing | told them when | made contact with them.
| said we are a very friendly town and we have two other German based companies so we would like to
make it three. So now we have four. That’s all the new businesses.

G. Kubaszko: That concludes your presentation?

T. Fradin: Yes, it does.

G. Kubaszko: We can move on to the last agenda item. The ever popular adjournment. Do we have a
motion to adjourn?
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M. Sobel: | motion.

C. Green: | second it.

Meeting adjourned at 8:05 PM.
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BEFORE THE VILLAGE OF BARTLETT
ECONCMIC DEVELOPMENT COMMISSION

IN RE THE MATTER OF:
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REPORT OF PROCEEDINGS
September 14, 2015
7o 00 PuMa
PROCEEDINGS had and testimony taken before
the Bartlett Economic Development Commission of
the above-entitled cause taken at the Village
Hall, 228 South Main Street, Bartlett, Illinois,
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the State of Illinois.
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MR. GERALD KUBASZKO, Chairman.
MS. TRACY SMODILLA, Member.
MS. DONNA WEIR, Member.
MR. NAYAN MEHTA, Member.
MR. BARRY KRALL, Member.
MR. ROBERT PERRI, Member.

ALSO PRESENT:

MR. JIM PLONCZYNSKI, Community Development
Director.

MR. TONY FRADIN, Economic Development
Coordinator.

MS. PAULA SCHUMACHER, Assistant Village
Administrator.
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CHATIRMAN KUBASZKO: We'll call to order for

the Bartlett Economic Development Commission
meeting of September 14th.
May we have a roll call?
MR. FRADIN: Gerald Kubaszko.
CHAIRMAN KUBASZKO: Here.
MR. FRADIN: Cecilia Green.
Donna Weir.
MS. WEIR: Here,
MR. FRADIN: Robert Perri.
MR. PERRI: Here.
MR. FRADIN: Nayan Mehta.
MR. MEHTA: Here.
MR. FRADIN: Jeff Petro.
Tracy Smodilla.
Barry Krall.

MR. KRALL: Here.

Page 2

MR. FRADIN: And Mike Sobel not here, but we

do have five, so we have a quorum tonight.

CHAIRMAN KUBASZKO: Okay. Next order of

business on the agenda would be the approval of

the July 13th, 2015 meeting minutes.
Do we have any discussion?

Do we have a motion to approve?

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833
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MS. WEIR: I make a motion that we approve the
minutes.

MR. PERRI: I second.

CHAIRMAN KUBASZKO: Motion carried. Minutes
are approved.

MR. FRADIN: I'm just going to state for the
record Commissioner Smodilla is present.

CHAIRMAN KUBASZKO: Tony, I believe you want
to say something about the video contest winner
that we have present with us.

MR. FRADIN: Yes. Thank you, Jerry. You
recall earlier this year the Economic Development
Commission and the administration department put
out a video contest. The goal of which was to
promote local business here in Bartlett. Back at
the June Economic Development Commission meeting,
the commission viewed five videos that were
submitted on five different subject matters; and
after viewing them, the EDC put it to a vote and
unanimously selected the video that was promoting
the Heritage Days event that we just had in
downtown Bartlett from this past Friday to
yesterday. Dr. Rosanne Derango is both a very

long time business owner here in the downtown

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833
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area, very active in numerous committees and
organizations here in the village, somebody you
would call a very good corporate tenant, and 1t
was her video that she submitted promoting
Heritage Days that was selected for the gift card
award, which we have tonight; and Jerry Kubaszko
is in possession of it and would ask you to say
some words on it and to present it to her on
behalf of the EDC.

CHAIRMAN KUBASZKO: Okay. We would like to
congratulate Dr. Rosanne Derango for submitting
the winning entry. Of the five submitted and
reviewed, she was the winner, so Dr. Derango, We
would like to present you with a little $250 gift
certificate from Home -—-

MS. DURANGO: 1 have to say the Apple store
helped me.

CHAIRMAN KUBASZKO: Congratulations.

(Applause.)

CHAIRMAN KUBASZKO: Okay. The next order of
business will be discussion on the revised
marketing plan that we're going to discuss
tonight.

MR. FRADIN: For this I'm turning it over to

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833
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my colleague, Assistant Village Administrator
Paula Schumacher, who is the lead person on this
project.

MS. SCHUMACHER: Hi. Happy to be back to you
tonight. At your July meeting, we looked at a
couple of plans, one from Cary, one from Lombard,
for their formatting. We looked at an overall
summary of some of the marketing efforts that we
currently do, and the EDC asked that we organize
it by development location and so we've done
that.

Tony has put together the demographic
information for each of those areas. That's
included in the packet, as well as a map of the
available sites and those parcels, and then
before that are the goals that we outlined for
each of those areas and wanted to get your
thoughts on those goals. You know, we identified
that, yes, certainly they wouldn't be the same
goals for each area, but there was some overlap,
especially with some of the things in terms of
the same counties and those kinds of things, but
did want tc hear from you before we let it out to

the community for their input as well, that was

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833
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1 one of the things that your board asked that we
2 do, that we get feedback from the broader

3 community on those goals as well.

4 So if we can start, do you want to walk
5 through it or would you just have comments in

6 general?

7 MR. PERRI: I thought it was a good idea to

8 walk through it.

9 MS. SCHUMACHER: Sure. The first area is the
10 downtown. Here we have a continuation of the EDC
11 recommendations for the downtown. That is a
12 continuing project for us. A number of those
13 elements are relative to marketing. A lot of the
14 signage and promotion items from that report

15 would fall under here.

16 The RTA project was kicked off a few weeks
17 ago; and certainly whatever work comes out of

18 that or input that we do with them during their

19 process, there is going to be a lot of opportunity

20 for feedback with that group.

21 Supporting community events that bring

22 people to downtown, that is certainly one that is
23 in our strategic plan and relative to the

24 downtown.
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Continuing the shop local efforts. Those
would include things that we do on the website,
the coupon insert into the Bartletter, the dining
guide, and the special ads that Tony's done that
you're familiar with; and continue to use
traditional advertisement newsletter, and social
media to promote new and existing businesses; the
section of the Bartletter that Tony writes, the
information that he puts up on the Discover
Bartlett, Discover Downtown Facebook page when
there is new businesses or there's a promotion.
Those kind of things fall under there.

Target text sensitive businesses, that was
something that was brought up by the Village
board. It was one of the things that had come
up, I think, from the Village board or one of the
comments that we had.

MS. WEIR: I think from the ECC plan.

MS. SCHUMACHER: Oh, Spartan Consulting,
Thank you. 1I'm sorry. I figured downtown would
probably be one of the more appropriate places
for that kind of goal; and then develop a
relationship with local community colleges and

universities, that also came from the Spartan
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plan.

So if T can have your thoughts on downtown
goals.

MS. SMODILLA: Thanks, Paula. Again, without
the benefit of being at the July meeting, I
appreciate the opportunity to review those
meeting minutes and, certainly, the input from
commissioners at that meeting.

However, what struck me from the recent
packet that we received is -- and let me just go
back and say I appreciate the segmenting of the
distinct business districts that we have in
Bartlett. I think that's a really strong place
for us as an EDC to start what we know just from
what we see in terms of opportunity and the
successes the Brewster Creek and the district
that's out on Route 25, we know that we've got
very specific targeted audiences for those
districts. Certainly, the efforts that have been
put forth in attracting the food industry into
Brewster Creek I think highlights the success.

Again, to paraphrase Mr. Plonczynski's
comments about, you know, there is just some

industries that nobody really wants. They're
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very valuable and viable industries in the
locations that we're at, but that said, what
we're missing in this packet, and again this is
just my opinion from a place of being in sales
and marketing for a very long time, is that what
we're missing is a very, very specific plan for
each of these different, distinct business
districts; and I know that the downtcown area
continues to be a bit of a preponderance for not
just us as the EDC, but, certainly, that of the
community, and I can see where economic
development is struggling with that, so before we
even have these action items on here, because
they're action items, not necessarily goals, I
think at some point we really need to come back
to the reality of what is specific and
appropriate for downtown. I like the idea that
the Spartan marketing, their ideas from their
pPresentation back in December are finally being
addressed.

At some point we do need to identify
businesses that are going to increase the daytime
census in downtown Bartlett. The reality of

brick and mortar, mom and pop stores is tenuous
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at best these days. People are shopping
differently. People are not necessarily coming
into downtown Bartlett, so I think we need to
really start to identify a different way of
targeting and addressing those new businesses

that have the opportunity —-- that would be

looking for a great opportunity that I think the
village of Bartlett could give them, especially
for the start-up ones, and I'm very encouraged by
the flyer that was on the dais this evening for
REV3 Innovation Center. I think this is
specifically what Spartan marketing was talking
about when we discussed this with them last
summer and last fall and, again, this is -- it
looks like this is a project that's being done.
It looks like it's a private and public
partnership with a university, so I think really
that's where we need to start looking at on each
of these.

Again, specifically for the downtown area,
but again going back to a robust plan, I think
what we should be seeing in the future is one
that articulates, you know, targeted objectives,

expectations that we have for each of the
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different business districts. Certainly, we
should be looking at more criteria. I was
encouraged when, again paraphrasing,

Mr. Plonczynski from the minutes, when he says
there is a ton of sales tax revenue. I think we
should really be identifying those industries,
specifically, you know, where we can find those
public and private partnerships, where we can,
again, generate a ton of revenue, but I think
that's probably going to have to come from maybe
even doing an investigation of SIC codes, for
example; and, again, as I was reading the notes,
Commissioner Scbel had said that, you know,
moving forward we just need to do a really good
job of, you know, communicating what those
expectations are of the district and, again, to
the public, particularly if there are going to be
public funds expended.

MS. WEIR: Actually, I too did have in my
notes that I was hoping that it would be more
specific, the goals.

MS. SCHUMACHER: When you say more specific,
do you want to say, you know, target X, Y and Z?

I mean, tell me what that might look like so that
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I clearly understand what you're looking for.

MS. WEIR: When I look at the first one, it
says continue to implement the EDC downtown
recommendations. I guess I would be -- you know,
in that particular one, we could be very targeted
as to, you know, we gave a list of what our
recommendations were and to pick the ones that
we're going to follow up on and actually list
those out probably. I guess that's what I'm
looking for as far as being specific so that we
actually -- so I think -- and maybe that's part
of the overall plan, maybe the goals are supposed
to be more bullet points, but I did have the same
comments. I thought it would be more specific.
It should be more specific.

MR. METHA: Based on all the minutes that I
was going through, it 1is like you mentioned over
there, it is very important to know from the
beginning some of the very specific requirement,
not only general marketing plan, but in marketing
plan has so many areas which needs to be
addressed because marketing plan can be very ==
can be done in a very different way, but what are

the limitations of village, what are the
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limitations of neighborhoods, what are the
limitations of our residents, and finally, what
are the limitations of the financials that we
have on the budgeting.

Based on that, we will be able to come up
with the goals; and, accordingly, the vision
Statement will have to be framed and, accordingly,
we can start working on and probably put some
input, otherwise based on the last experience
probably, the recommendations can be wonderful,
but may not be in line with what actually
residents are looking because residents are
looking from a different angle and the board is
looking from a different angle looks like because
we are looking at only economic points while the
residents don't have any idea about what board is
thinking of, so how we can merge that so that at
the end of the day it has to be -- the whole
project has to be such that residents naturally
feel likely when we say that because we want the
city to be there and to flourish and people has
to be happy living in this city. I want to be
proud to be in Bartlett, so we -- that

clarification if it is provided along with when
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we set up this goal would also help.

MR. PERRI: I think in addition to what my
friend here says, a lot of these goals here, I
think most of them we went over them in our EDC
downtown recommendations, and I think what we're
trying to say here let's be more specific on what
was done or what is going to be done on our
downtown recommendations. I mean, if you look at
the first three, four, five, these are
recommendations that we wanted implemented when
we made the recommendations a couple of months
ago, so what specifically is being done or going
to be done or can be done or won't be done?

You agree?

MR. METHA: Yep.

MS. WEIR: I mean, A couple of them I think
are just fine, you know, as far as supporting
community events that bring people to downtown,
continue to shop local efforts with the coupons,
the dining guide, the special ads. I think
that's very specific to me when you tell me
exactly what our expectation 1is and what we're
going to do.

I think the first one Jjust kind of throws
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me. Even the next one, continue using traditional
advertisement, newsletters, that's okay by me,

but when we say target tech sensitive businesses,
how are we going to do that? What are we going

to do?

MR. PERRI: In addition, what does Bartlett
have to offer to a tech business? I mean, do we
have a tech --

MS. SMODILLA: Empty space.

MR. PERRI: Do we have a tech business center?
There is a lot of empty spaces in every town.

MS. WEIR: But you could, you could, take that
concept -- and I'm just talking general concept --
you could take that concept and yeu could really
build that into something. You could make that
into an incubator, you know, where you get banks
that are involved in financing to bring -- you
know, like you have banks where you have village
incentives to bring those types of businesses
here, so when you're targeting them, I think
that's what we're talking about. Okay. I get
it, just like Commissioner Smodilla said, we have
the space available. We want -- we're interested

in bringing that group in here, so what are we
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going to do to make it more attractive? So there
are ways that we can do that, you know, and what
are we going to do to do that?

MS. SMODILLA: Absolutely, and I would just --
MR. PERRI: Are we talking about the downtown
area or are we talking about Bartlett in general?
MS. WEIR: Well, this specific one is listed

for downtown. It could technically be on

multiple. You know, it could be in multiple. It
could be for Brewster Creek. It could be in
multiple areas of downtown. Maybe we need to

find out which area will be better suited for it.

MR. PERRI: Well, that was my next question
was I don't see anywhere downtown where tech
centers could be implemented. It would have to
be in another part of the village.

MS. SMODILLA: I would disagree with that,
Commissioner Perri, only because -=- especially
with -—- if we were to establish an incubator in
downtown Bartlett, some of the assets that we
have available to us that would attract small
tech bﬁsinesses, I would say the fact that, one,
having a tech center would have a very, very low

impact on the infrastructure, which would be very
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1 important to us because it wouldn't require a

2 massive build-out of the downtown.

3 Yes, we have the retail space. Really,

4 that's all that small companies are looking for.
5 We're on the rail line, so we could actually

6 attract young entrepreneurs from Elgin or from as
7 far away as downtown Chicago, those that perhaps
8 wouldn't -~ would actually look at being on the

9 rail line as being an opportunity to use public
10 transportation rather than drive a car.

11 MS. WEIR: Or, you know, like taking on the

12 transportation concept, you could, you know, if
13 you're going to work on a Brewster Creek concept
14 and make the incentive out in Brewster Creek

13 area, you know, you could develop some type of a
16 transport system from the train. That's

17 generally done with a company, but it's something
18 that maybe the Village incents. It's all theory.
19 It's all concept. 1It's all, you know -- I'm not
20 saying it's what we should do. I'm just saying
21 that =~ if I were going to put that under a goal,

22 that's what I would target. TIt's just like what
23 are we going to do?

24 MR. PERRI: Where would you imagine a tech
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center downtown?

MS. WEIR: Again, I'm not saying it should or
should not be in the downtown area.

MR. PERRI: I was trying to be more specific
because we're talking about the downtown area and
then we had here target tech sensitive
businesses, so if we're talking about downtown, I
would like to know where.

MS. WEIR: I mean, if you're talking about an
Apple, vyou know, you got to go to Brewster Creek.
If you're talking about something that -- if
you're talking about targeting smaller businesses,
you could still do Brewster Creek because they do
have business -- you know, they have condos,
business condos, out there that are smaller in
nature, as I'm sure you know, that, you know,
they don't need large --— you know, they don't
need large square footage, put, you know, we do
have, you know, depending on what we -= you know,
what the Village decides, we decide, or whoever
decides, I mean there is room in this village
somewhere or in multiple areas to have a tech
center.

MR. PERRI: That I agree with, somewhere there
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is room for a tech center. I was trying to be
more specific on trying to find out what we're
talking about here in relation to downtown.

MS. SMODILLA: Sure. I would also say that
using the term tech center, that's a rather broad
and nebulous term still, but if you whittle it
down, I mean, tech can be an application of a
small security monitoring company to somebody
large like a computer processing or computer
manufacturing company that would be appropriate
to Brewster Creek; it could be one of these
companies that's starting to become more involved
with 3D printing that would easily take up retail
space. I think the more specific we could be,

and again this is why I think that maybe getting

a report from, I think it would come from the --
I'm not sure if it's the Federal Trade
Commission, but to identify those standard —--
those standard industry classifications to find
out where the growth is in the technology
industry and, you know, what the prospect looks
like for those companies.

I think that another resource that we

could look into specifically for that would be
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Elgin Community College and the College of DuPage
because, certainly, they have phenomenal computer
science programs and technology based programs
where they're going to have students coming out
that are either going to be working for somebody
or else taking an entrepreneurial path, and I
+hink we should really try to lay the foundation
for capturing those people.

MR. PERRI: Well, again, I say unless you tell
me where there is some areas in downtown, this
shouldn't be in the downtown section targeting
tech sensitive businesses.

MS. SMODILLA: I could even look at the grocery
store in Gorski Plaza as being an opportunity 3 c
that that can easily be subdivided.

MR. PERRI: The owner of that grocery store is
not going to do anything with that building
because it's going to cost over $250,000 to
rehabilitate it. Nobody is geing to spend
$250,000 to rehabilitate an old building when

they can go somewhere else in a new building and

not spend $250,000.
MR. KRALL: I think when you look at the short

list, I think it's doing exactly what it's
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1 supposed to do, a marketing vehicle that somebody
2 will get and they will open up the dialogue of
3 what to do with whatever buildings and resources
4 that this has, so I think this is doing it. 1If
5 you become too specific, it narrows it down. If
6 you were to say you have a 45,000 square-foot
, empty, vacant 22-foot ceiling grocery store, it
8 gives them the objectivity to say they can use it
9 or not, and our Bartlett has a train station, so
10 it opens up the dialogue to see what can be done.
11 MS. WEIR: Quite frankly, if we wanted to,
12 what we could do is, if we wanted to target tech
13 sensitive businesses, we could provide them with
14 different options. We could provide those target
15 pecople that we find, we can provide them
16 different areas for them that are going to be
17 more comfortable for them to work within. There
18 might be somebody who wants the old insurance
19 house, you know, because they might like the
20 guaintness of doing something like that because
21 of the nature of what they're doing; or there
22 might be somebody who wants something as big as
23 something you can get out in Brewster Creek; and,
24 you know, depending on how we target it, it could
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be laid out for any type of tech business. You
know, Bartlett isn't that big, so if we have some
tech businesses that are in Brewster Creek and
some tech businesses that are in downtown
Bartlett, I don't think that that would be a bad
thing. You know, just kind of throwing different
ideas out there.

I agree, I think that the grocery store is
a tough nut, it's a tough nut to crack, but I
think that we have some other, you know, perhaps
opportunities that are vacant. You know, we've
got the building behind the Mexican restaurant.
That might be a good fit for a smaller, you know,
more people who are maybe building, you know, who
are creating something, you know, creating a
product. Computers are small these days, I hear,
so maybe you don't need as much room. You know,
again, just kind of throwing different ideas out
there; and if we wanted to go with the incubator
project, you know, talk to different financial
institutions and say, hey, I'd be willing to give
$10,000 to =-- you know, do a loan for $10,000 to
smaller companies or maybe, you know, something

six figures for somebody going out into Brewster
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Creek.

MR. METHA: I'm curious why we are mentioning
target tech sensitive business and not mention
anything else?

MS. WEIR: That came up in the Spartan plan.

MR. METHA: Do you think this city of
Bartlett, village, that the downtown area is
suitable and preferable for any people who are in
the tech industry? Like I need Starbucks coffee
all the time when I'm working on my desk as a
tech person, for example. Do you think that guy
wants to do tech work, computer work, software
work, that type of people who work in this
environment, even if they have a space as -- I
feel tech sensitive is not the right industry
which be attracted in the Village of Bartlett.
This is not a good city downtown because it has
its own value. It has it's own =-- now, let us
think about what are the type of people who would
be attracted, I don't think any of the tech
guys, even if they had a space, would be
attracted to come in this area,

MR. PERRI: I agree a hundred percent.

MR. METHA: I'm curious why is only target
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tech sensitive business? That makes me feel that
nothing else we should be focusing on this.

MS. WEIR: Sometimes niches build themselves.
Like when you look at Brewster Creek, all of a
sudden now we have a lot of food places out
there. It didn't target that to begin with. It
grew into that. I think it's one of those once
one person got out there, maybe another ccmpany
saw, oh, well, you got Greco out there, so how
convenient would it be now I've got Fresh Produce
and now I've got Rana pasta out there. That
wasn't a target, quite frankly. I think it
naturally grew into its own little niche.

MR. METHA: But infrastructure was Very
suitable to that type of industry. What I'm
saying is the infrastructure -—-

MS. WEIR: We didn't know that when we started
it.

MR. PERRI: No, but the land and the buildings
going up there that could attract tech businesses.
We don't have the land or the buildings in the
downtown area to attract that kind of business.

MS. SCHUMACHER: What do you think would be

attractive? What type of business would be
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attractive to downtown?

MR. METHA: That's a very gecod gquestion. Once
again, I think we should be marketing about our
strength. Let the people in general may catch
that because as you said, we didn't knew food
industry would love that area and start coming
in, so what we should be concentrating and
focusing our strength and sell that market, rather
than just going to XYZ and talk to about -- maybe
we are talking to a tech guy and he has nothing
to do with this town and he was just wasting our
time.

MS. SCHUMACHER: T just want to say that this
demographic information that Tony included does
speak to a lot of that in terms of the businesses
looking to locate, you know -- Tony, you could
probably speak better to this about how they use
this information on population, age, and income
and they have very specific requirements for, you
know, the type of person they want around themn.

MR. FRADIN: I can speak about that. If T
meet with ten different businesses, they may have
ten different criteria. First, I want to make

Sure everybody understands that. Some of them
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will look at age, income, employment levels. A
lot of them look at density. A lot of the retail
and restaurant type businesses, the main thing
they're looking for -- I'm not going to say the
main thing. One of the main things they're
looking for is daytime population, s© I think I
heard that phrase used by Tracy or one of the
commissioners, you know, targeting types of
pusinesses that will increase the population of
the downtown area, so I can definitely speak to
that, but I can't say that it's any one thing.
I've heard businesses say our demographics
are too high. 1I've heard them say that it's too
low. I've heard them say there is not enough
people in the downtown many, many times and it
becomes a chicken or egg routine as well. You
need the people to attract the businesses. You
need the businesses to attract the people, s© the
demographics are -~ they vary greatly from site
to site even within the village, and the downtown
area, the housing density is higher than it is
out on Stearns and 59. out on Stearns Road or
Route 59, the traffic counts are much higher.

Tt's closer to the business park, easiler to get
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to during a workday for somebody who works out
there, so the demographics we included that
partially to display the different demographic
areas.

You go, you know, a few plans further, you
look at Schick and 59, the incomes are much
higher, but the density is much lower, for
instance, so we included those to show -- te help
show what types of businesses may be attracted to
the downtown, and we're hearing that you're not
all agreeing with tech sensitive businesses. A
lot of the inquiries that we get are for, we're
going to call it, for cafes and restaurants and
bars, people considering mixed-use developments,
that might be something we can add, a mix of more
residents, as well as business, but that's why we
brought this plan to you tonight to also get some
of your thoughts on that and we're all hearing
your comments about tech sensitive businesses for
the downtown.

MR. PERRI: I would like to go back to what my
fellow commissioner started to say about strengths
and weaknesses. I think it's a good peint., If

we look at what our goals are for the downtown
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area, we haven't completed very many of the goals
that we recommended; and our strengths will be
when we complete everything that we thought we
should do, supporting the community events that

bring people downtown, work with steering

committees to develop the RTA. I mean, those are
critical. Those are weaknesses right now that we
have. We have to build them up into strengths.

When we have done strengths, then we can
talk about businesses that come into our area
pecause it's going to be more attractive that we
have these things going on and we had the RTA
fixed with the people not complaining that they
can't get through the downtown area. We have
many negatives in the downtown area that have to
be fixed. They have to be -- these are
weaknesses that could be strengths, but until
this is done, Wwe have no strengths downtown.

MS. SMODILLA: Well, Commissioner Perri, 1T
want to just let you know that the steering
committee is just beginning to convene and work
on the trransportation oriented district, SO that
is a very, very new initiative, and one of the =--

one of the goals that the consultancy has been
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charged with is to actually do a survey of the
habits of the people in the downtown area and
what the overall mobility is, so I think we're
working on that.

I do agree that the issue of the platform
continues to be a problem, but I think that's
going to be addressed; and, alsoc, I would say
that the efforts that are being put forth by the
various community groups to attract people to the
downtown area have been superlative over the last
couple of years, so I think that they're onboard
with that, but again, those are —-- you know, one
is an ongoing project to strengthen the viability
of downtown. Certainly, the community events
those are ongoing. T think they're only going to
continue to become more robust.

Again, these are just based on my
observations, but I think that would be echoed by
many in the community, but, again, I think we do
need to go back to how do we effectively address
the issue of viable businesses within the
downtown; and when we've got the restaurant
community that is -- is fragile, again, I think

we should be looking at attracting companies that
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are going to have a little bit of a longer shelf
1ife and would actually, you know, bring a new

brand of innovation into the downtown Bartlett

area the same way that the food industry has
really revolutionized Brewster Creek.

MR. PERRI: I think we understand that all
this stuff is being worked on. Reing worked on
and getting to the point where we can brag about
things that are going on in the downtown area is
far removed. Until we get to that point, we have
no strengths. We have to get these things done
so we have something viable that we can talk to
businesses about that we have in the downtown
area and right now we don't. We have things that
we're working on.

MR. PLONCZYNSKI: I would suggest that we
don't have to limit the discussion to the tech
centers. There is other options that we can
explore, but I will go and say that we do have a
tech business in the downtown and I think that
the Spartan group kind of picked up on that. We
have a guy who cleans, works on, and repairs your
computers and does == he'll program your computer

and he's kind of hidden. He's underneath the
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chiropractor, but he's a viable business in the
downtown and, you know, I think the Spartan group
kind of picked up on that, but I wouldn't say
that -- I wouldn't throw it out as an option,
but, you know, there is probably some expansion
for some of the uses that -- you know, the
service industry in the downtown is viable, and
the restaurant business is -- we just, you know,
we just saw the opening -- reopening of an old
established place; and from my experience and a
couple of people that have gone there, it's new
and improved and it's kind of attracting -- you
know, you go in there and it's a young kind of
yuppie crowd, you know, if that's the correct
term to use, but they got all these fancy little
dishes and everything and it was good, so I think
it's going to be broad-based. I think your
comments on these are all well taken and we'll
come back and redraft it and we can move on to
the next session because you're going to have
comments about every one of them and we'll move
that way.

MR. PERRI: Let's do it.

MS. SCHUMACHER: The next section is the
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1 Route 59 corridor. An addition here is the

2 efforts of DCEO and Choose puPage, as well as the
3 Dominick's site, more specifically, and some of
4 the vacant areas.

5 Thoughts on 597

6 MS. SMODILLA: I Jjust have a gquestion. I

7 guess this would be for any of you. Are there

8 separate marketing budgets for the Route 59

9 corridor and downtown area and then a separate
10 one for the industrial business districts?
11 MR. FRADIN: The Brewster Creek Business Park
12 has its own marketing budget, that's a TIF

13 district, and every year we put together a TIF

14 budget for all three of our TIF districts, but
15 the rest of the village is marketed collectively.
16 There is another TIF district at

17 West Bartlett Road and Route 25, the Bluff City

18 TIF. However, that has not generated any

19 increment and there is no marketing budget for
20 that particular district at this time, so the
21 others are marketed altogether from the coverall

22 village marketing budget.
23 MS. SMODILLA: Okay. Thank you.

24 MS. WEIR: I would say the one goal of
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1 maintain a database of available commercial sites
2 and owner/broker information is probably

3 applicable to all of -- I mean, we would have

4 that for the downtown area, we would have it for
5 Brewster Creek, so if we're going to have it for

6 29, it would be applicable to all of them

7 probably, as well as the -- you know, because
8 actually maintaining the database of available
9 and continue to market the site to attract is
10 almost the same -- the two go hand in hand and

11 would probably go with every grouping.

12 MS. SMODILLA: What is the ICSC?

13 MR. FRADIN: 1International Council of Shopping
14 Centers. The name is just slightly misleading

15 because it's also comprised of representatives of
16 nearly any regional or national retail entity.

17 They have two major trade shows Per year in the
18 Chicago market and there will be one next month
19 at Navy Pier we will be participating in.

20 MR. METHA: What is in there that is missing
21 for any -- because last minute I was going

22 through and I think you mention it and I don't

23 know who mention that number one requirement

24 right now people are -- the resident of Bartlett
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is looking for a grocery store, SO while in this
corridor, in this particular, what is it from
this demographic that you had mentioned in detail
one single thing that 1is missing which would not
attract any of the grocery store because we have
tried with practically with all, but T understand
from all the comments that you provided in last
several meetings, you have been having meetings
with all different type of grocers because
speaking of the Dominick's site, that's why this
came up, so what is that one thing that is not =-
because the numbers are attractive from an
individual point of view. Why anybody would not
pe interested to come in I was just wondering.

MS. WEIR: I think if they look at the
Dominick's numbers, I think that's what throws
everybody off. It was a low producing store and
it's big.

MR. PERRI: They want more money than the
store was making in sales, SO somebody loocks at
that and they say they want so much money for it
and there are only this much in sales, don't make
sense, so it's the owners of the property. It's

not the village. It's not anybody else. They
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have to get within market, what the market is
saying they should get for the property, but

until they come to realize that --

MR. MEHTA: Maybe that =-- it's Dominick's
site. I'm talking any other location in village
why any grocery would not come. Forget about

that particular Dominick's site, maybe, as you
say, the owner, maybe village. 1In that case, I'm
just wondering because revenue of this city is
ultimately important and grocery store play a
probably better role; and also this is a
requirement, which I also listen from many of the
people I'm in touch with. I mean, people are
really looking forward to have a grocery store in
this area, so I was just wondering what is that
we are missing from a grocery store's point of
view because you speak to them -- is it because
they have already many other grocery stores in
the surrounding areas and they don't want any
more?

MR. FRADIN: That's one of the main reasons.
It's a huge competitive market. There is no one
answer, I want to make that clear. If you take

an example of, for instance, Whole Foods, right
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or wrong, whether you agree with them or not,
they would judge that the village demographics
are not high enough income and education level
and income and density to meet their particular
requirements. If you go to the opposite end of
the spectrum like a Food4Less or Save-a-Lot, both
told me that Bartlett's demographics are
typically too high for the type of customer that
they're targeting.

The empty Dominick's is really almost a
subject unto itself. I could characterize it
instead of telling you what all the 25 different
grocers that I spoke to what they said, but I
would characterize it as a lack of density or any
residential development on the west side of our
village, none. They would say that it's all very
lovely, but it's forest preserves instead of
customers. They would also cite the competition
nearby. A great example of that is Caputo's,
which is a very popular grocery store, but only
a few miles away from our vacant sites and they
get ==

MR. PERRI: Jewel --

MR. FRADIN: -- many, many, many Bartlett
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shoppers already who will drive 10, 15 minutes to
go there.

MS. SMODILLA: Have they taken traffic counts
into consideration?

MR. FRADIN: Absolutely. Every single one of
them knows what the traffic counts are, so like I
said, I can't really characterize it and say here
is the reason why a grocer won't come there, but
one more thing I do want to add is that Safeway
has a valid lease at a very high rate through
February of 2019. They pay it automatically on
the first of every month. There is a large note,
a loan, against that shopping center and anybody
who's looked at the vacant Dominick's -- now, I'm
just speaking about the Dominick's, rather than
other potential sites, they would not want to pay
as much as Dominick's pays on their lease; and
alsec you mention Mariano's, they're basically the
only one that takes an entire 65,000 square-foot
space.

I've spoken to maybe four, five different
grocers with fresh in the name, Fresh Thyme,
Garden Fresh Market, the Fresh Market, I can't

recall all of them, but all five of them were
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considerably smaller than a 65,000 square feet
and each cne of them estimated a cost of -- on
the low end I heard two and a half million and on
the high end I heard five million to divide and
rebuild the Dominick's the way they wanted to.
It's a 65,000 square-foot space, SO just doing
the math, $50 a square foot would be $3 million
to divide it, so I can only speak mostly to the
Dominick's site because that's the one I called
and met with and emailed to all the grocers
recently, but I would say it's a combination of
lack of high density, neighborhoods in the area,
as well as not wanting to compete with nearby
grocers, and in many cases themselves.

A lot of them that I called didn't have
any distribution networks. Some of them didn't
have any this far south and some of them didn't
have any this far north; and I called a few
grocers based out of the Rockford area and west
that had no interest in expanding into this
market. So it's a long answer, but it was
different answers. All these would not give you
the same answer that Trader Joe's would. They

wouldn't give you the same anéwer that Ultra
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Foods would, Caputo's, Tony's, I've spoken with
all of them.

MS. WEIR: Just curious out of the ten, the
ten locations and ten calls, or whatever, that
program, how much of them are left?

MR. FRADIN: Ten. The interest -- another
thing I should probably add is that the parent
company of Safeway is Albertsons. Albertsons is
the parent company of Jewel, and they will not
sublet their lease to another grocer in any of
their empty Dominick's and that's a new issue
that has come up earlier this year. It wasn't an
issue last year.

If you Google search the deal, like I did
after I heard that, Albertsons closed on Safeway
earlier this year. We had one interested party
in opening a grocery store in the former
Dominick's. 1It's not a grocer that I could name
because it doesn't exist. Tt was somebody who
would want to open two locations and be a new
grocer and they were not able -- they were not
allowed to enter into a sublet or a sublease of
that space and that's an important consideration.

When I questioned that and I asked well,
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how did all these jewels buy them, how did all
the Mariano's buy them, what they did is they
bought out the lease, SO in many of those
instances, they paid $3 million. You could term
it even just good will because it was buying out
the lease, so it's a long story, but there 1is a
lot of issues that our vacant Dominick's 1is
facing at this time.

MR. PERRI: But they will sublet to another
type business?

MR. FRADIN: Yes. I can generally characterize
the ones that have looked of late, meaning maybe
the last three to four months, as health related,
health/medical related.

MR. PERRI: That's a big thing nowadays.

MR. FRADIN: Indeed it is.

CHATIRMAN KUBASZKO: Tony, what's our primary
purpose tonight in reviewing this marketing plan?

MR. FRADIN: Well, T would turn it over to
paula, but I think we would agree to get more of
your ideas, some bullet points, see what you like
and what you don't like about it.

MS. SCHUMACHER: We did have no expectation of

getting through it tonight.
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1 CHAIRMAN KUBASZKO: Are we looking at it just
2 as an overview or are we supposed to be getting
3 this deep into details on every parcel of land
4 available --
5 MS. SCHUMACHER: It is helpful to get -- since
6 you want specifics in the plan, it's really
7 helpful to hear some of those specifics from you.
8 CHAIRMAN KUBASZKO: Are we here to accept it,
9 revise it, or what's our pPrimary purpose tonight
10 in reviewing this plan?
11 MS. SCHUMACHER: Revising. You know --
12 CHAIRMAN KUBASZKO: The discussion is starting
13 to go off in multiple directions—-—
14 MS. SCHUMACHER: This is really to get -- you
L5 kKnow, here was our jumping off point.
16 MR. PLONCZYNSKT: I think the feedback that
17 we're getting is good for us to go back, revise
18 it, and we'll bring it back to you; and as Paula
19 said earlier, we want to get some feedback from
20 the residents and get ideas to flush this out a
21 little more and, you know, if there is
22 something -- I mean, we even want you to comment
23 do you like the demographics in it, do you like
24 the maps in it, those kind of things.
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CHATIRMAN KUBASZKO: The way IT'm looking at 1it,
we've got multiple locations here, and I don't
think we can cover them all in one night. I
mean, if we can continue to go through these
locations and spend as much time as we just spent
on the downtown area, we'll be ordering pizzas at
midnight.

MR. PLONCZYNSKI: 1f you want to stop at any

particular time --

CHAIRMAN KUBASZKO: Perhaps we should do like
one a meeting.

MR. PLONCZYNSKI: No. We don't have to do it
all tonight, no. Wherever you want a stopping
off point, from my way of thinking, I got two
more night meetings this week, I could stop right
now.

CHAIRMAN KUBASZKO: I think we covered
downtown. Maybe the next meeting we should cover
Stearns Road.

MR. PLONCZYNSKI: We're kind of on the 59 area.
Do you want to continue or stop now?

MS. WEIR: I think we should cover more than
one per meeting, otherwise we won't finish until

sometime next year.
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MR. PLONCZYNSKI: That's the other thing is

that you don't want to -~ there is two more Route
59 sections that are -~

CHATRMAN KUBASZKO: I think just saying we're
going to cover location X, Y, or 2, we need more
specific guidelines on exactly what we're going
to be discussing and not just launch into a
general conversation about -- about everything.

MR. PLONCZYNSKI: What we've been hearing has
been helpful to us, you know. Do you want to --
do you want us to come back and say here's the
area --

CHATRMAN KUBASZKO: I don't know. We started
talking about the downtown location and it
started going in every which direction.

MS. WEIR: We're on 59.

CHAIRMAN KUBASZKO: You want to do 59 corridor?

MS. WEIR: That's what we're on.

MR. PLONCZYNSKI: I thought we moved down to
the first 59 corridor and we got into talking
about the Dominick's. We can move on to the
second 59 corridor.

CHAIRMAN KUBASZKO: Okay. Let's do the 59

corridor next then.
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MR. PLONCZYNSKI: I don't know if there is any
more to say about the Dominick's area, but --

MS. WEIR: I think you have to include, you
know, that we're going to market the Dominick's
site. Knowing the obstacles that we have --

MR. PLONCZYNSKI: We're going to continue to
do that, you know, and --

CHAIRMAN KUBASZKO: Have there been any
inquiries at all about the Dominick's site?

MR. FRADIN: I'm sorry?

MR. PLONCZYNSKI: Tony has gotten some, the
health industry, but he's explained all the
hurdles that Dominick's has put in, but there are
still -- there's still interest in that location,
but when they get to the point where it's going
to be -- if you go out there now, you see a sign
up on there from, I think, it's Jones Lang LaSalle
and there's a person's name and number; and we
talked about this, that if you look at that big
sign out there, it looks like their ability to
subdivide that is probably the direction they're
going to go, but until they get enough to
subdivide that in three tenants that are going

to —— if it's going to be subdivided in three --
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we were guessing it could be two or three -—-
they're not going to relinquish the lease that
they have.

CHAIRMAN KUBASZKO: I was just curious if we
were getting any calls at all about it.

MR. PLONCZYNSKI: From those non-grocery store
businesses that are interested in it. Tony talks
to the broker and the owner of the property all
the time, you know, so they don't want it to sit
that way, but at the same time they're unwilling
to do anything because they're getting money
every month from 65,000 square feet. I wouldn't
want to do it either. Somebody is paying you to
rent their space, even though they're not in it,
until you get a better deal, you're not going to
do it. I mean, that's the reality of it. That
would go for a grocery store or industrial
building or anything.

MR. PERRI: It seems to me there is not going
to be another grocery store in that area. Might
be a good idea to try and market a tech center.

MR. PLONCZYNSKI: That would be a good location
for it if you had --

MR. PERRI: Great location, plus the space is
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there.

MR. PLONCZYNSKI: There is other Route 58
locations that you could maybe attract another
grocery store to that haven't even developed yet
that are sitting wvacant today. You know, we've
got potential up and down 59, so that's why it's
segmented in different locations.

MR. PERRI: That might be an idea. I mean, up
and down 59 you could market that as a tech
center possibility.

MR. PLONCZYNSKI: One of the things that's
going to help Route 59 is the state is going to
do improvements at three of the four
intersections that are in our town. Starting
with 20 and 59, that's going to be first. 59 and
Stearns, the final plans are being —-- we've
reviewed them and they're going to move inte the
next, you know, the -- where they let the
project, which is next spring, and construction
starting on that one in 2016, hopefully, and
they're analyzing, reanalyzing West Bartlett Road
and 59 at our Mayor's request.

The Mayor didn't like what IDOT was

proposing for what I call the short fix to that
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intersection; and he, you know, kind of went to
bat for that intersection as the potential it has
on the northwest corner; and with his influence
and discussing it with some of the IDOT officials,
they're reevaluating that whole intersection to
upgrade the improvement. It's going to take a
little longer, but it's going to be more of a
full improvement as we see on 59 and Stearns and
then they're asking for our input on 59 and

Army Trail Road, so you're going to have a lot of
improvements to the 59 corridor that can help the
vacant sites that we have in the community for
commercial users and even residential and office
uses.

MS. WEIR: So maybe we -- as we look at our
goals and deciding when those changes are going
to be made, those types of changes have a serious
impact on those businesses while those changes
are in place, so maybe in those goals we need to
address how we're going to help those businesses
during that time of construction.

MR. PLONCZYNSKI: That's a good point.

MS. WEIR: Particularly I hope we're not doing

all three intersections at the same time, but,
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you know, include --

MR. PLONCZYNSKI: Hopefully not.

MS. WEIR: -- how we're going to help them
during construction because, Yyou know, you see SO
many different roads, North Avenue, the
pusinesses are gone because the construction went
on for so long, so maybe identify how long the
construction is going to take. If we're talking
being six months, come up with a plan for that,
put if it's going to take them two years, we're
definitely going to need to step in and help in
some way .

MR. PLONCZYNSKI: That's a very good point,
and the intersection improvements will be,
depending on the size and the severity of them,
will be at various degrees, but those are things
that we can certainly incorporate into this.

MS. WEIR: And then also market the
improvements for prospects, you know, quoting the
improved intersection and the improved access to
their location so for future businesses that
would be a plus.

MR. PLONCZYNSKI: Yeah. There are some

business owners that we've had disagreements on
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that, believe it or not, but I think in the long
run, 59 and Stearns, that intersection, will be
improved to the benefit of all the businesses
there, even though they don't see it quite yet.

MR. PERRI: I seen that they stopped taking
the topsoil from West Bartlett Road and 59. Have
there been any inquiries on that property?

MR. PLONCZYNSKI: Yes, there is -- Tony has
many contacts in the commercial real estate world
and developers and he has put them in touch with
the property owners; and at this stage, it's Jjust
discussions, but there are at least two different
development groups that are interested in that
corner and that will develop because it's a
really big piece of property. It will be a
mixed-use development with primarily commercial
on the corner and different types of housing as
you go further west, and they also own north
along Naperville Road, so I think when it's all
said and done, they own over 125, 126 acres, so
it won't -- and it won't all be developed at once
obviously either, but they're kind of hoping for
this intersection improvement too. That will

spur a lot of interest in that corner.
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MR. PERRI: That's good to hear.

MR. PLONCZYNSKI: So that takes care of 59

MR. PERRI: It does. You want to stop now and
then come back with the industrial stuff later.
I'm all in favor of that.

CHATRMAN KUBASZKO: Okay. With that said,
then we can move on to the next agenda item.

MR. KRALL: Actually, I do have two quick
things to say about sO far.

MR, PLONCZYNSKI: I was being facetious,
Barry.

MR. KRALL: Okay. I do like the five-minute
demographics when you look at the retailing
pecause that is a new concept for redevelopment.

MR. FRADIN: You mean the drive time radius
rather than the mileage?

MR. KRALL: Yes. As we continue to go through
this, if we could spell out all the acronyms for
us who are not used to seeing those things, that
would be great.

MR. FRADIN: Thank you. Our lives are —- we
have so many acronyms with everything we do.
You're right. Thank you.

CHAIRMAN KUBASZKO: Do we want to discuss any
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new business, Tony?

MR. FRADIN: I do quickly, and Jim had
mentioned one, and I'm sure all six of you know
already that Platform 18 opened recently. They

had their ribbon cutting this past Saturday

during Heritage Days. They've opened with a
boom, so to speak. Lot of marketing, social
media. They've been swamped and I only mentioned

that because we sat here at our last two or three
meetings telling you something was coming soon
and they had a lot of -- put a lot of work into
it. They have a new team in place, although Gary
Danno is still one of the principal owners and
he's been involved with the previous entities of
the restaurants that have been there previously,
but they have new chefs, new menu, new concept,
and we hope that it's there and does very well
for many years; and, of course, that goes back to
something we were talking about earlier, you know,
what types of businesses have been attracted to
the downtown in the past few years. There have
been quite a few eating and drinking
establishments that have opened in the past two

years or so.

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833



10

13

12

13

14

15

16

17

18

19

20

21

22

23

24

Page 52

The other one I wanted to mention, a new
business, is called Westgate Smiles. It's over
there, as the name suggests, in Westgate Commons,
836 West Bartlett Road. It's in the upstairs
portion of the building that faces right there on
West Bartlett Road and just opened up recently.
Those are the two newest businesses in the town.

There is two things that I left up for you
at your seats and Commissioner Smodilla mentioned
one of them. I had gone to a Choose DuPage
quarterly meeting of economic development
professionals recently at a tech center in
Naperville. It's called REV3. It's open to
people throughout DuPage County. It's not for
Naperville people only. It's another one of
those things to have to be able to refer
potential entrepreneurs and startups to if
they're not able to find low cost space here in
town, but it's something that some of our
residents may be interested in and we can share
information as we get 1it. It was an interesting
place to tour, but I do want to point out that
they do get free rent and they've had -- it's in

a portion of a building that's owned by Northern
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Illinois University, so that's their incentive
for going to that location, besides being a good
location on its own on Diehl Road in Naperville,
they also do not pay rent.

The other thing that I left up there at
your seats was a flyer that I received at a
tourism event. You may have heard how the newest
director of tourism for the State of Illinois
went on a road show about a month ago. They did
a presentation at an art space in downtown Elgin
and I attended that. They handed out some
details and some statistics on what tourism means
for the state of Illinois. We don't get into
tourism a lot when we talk about it at the EDC,
but this past weekend was one of the biggest
tourism weekends of the year for Bartlett. I saw
Paula and we both attended Heritage Days on
Saturday and the downtown was swamped, and I
would hope that it wasn't all, of course, mostly
Bartlett residents, but there were quite a few
people coming to visit from out of town. We did
cable TV ads.

MR. MEHTA: He did visit the BAPS too.

MR. FRADIN: I spoke with your colleagues at
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BAPS. They had --

MR. MEHTA: He had about one and-a-half hour
visit to BAPS.

MR. FRADIN: And there was a lot of people
there.

MR. METHA: Again, focusing on how we can help
to increase the tourism in DuPage County and that
was his whole idea of visiting the place, yeah,
so he was there.

MR. FRADIN: Yeah. We've known -- our staff
has known Aneil Baroque (phonetic) there for many
years, and he's always told us that BAPS 1s one
of the largest, if not the largest, tourism
attractions for the village. He once told me
over 200,000 visitors per year, and I did pay a
visit to the BAPS booth on Bartlett Avenue.

There were a lot of people there. They had a
model.

MR. METHA: They had a booth for one day.
Bartlett Heritage and probably over 120 people
did visit the booth, yeah.

MR. FRADIN: I spoke with a lot of businesses
on Saturday. They were very pleased with the

turnout. Cecilia is not present tonight, but I'm
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sure she can give us a report and some of the
details. They do their best to track how many
visitors they get. There were more events, I
think, this year than in the previous five years.
I witnessed cannons being shot in Bartlett Park,
so there was a Civil War reenactment.

I could go on and on, but it was a big
weekend for downtown Bartlett, and I attended a
tourism event and you can see —-- you can go to
their website, but they will give you details of
what tourism means in economic development. We
don't have the hotels and this isn't the type of
thing somebody might stay overnight to go to
Heritage Days, but it means more customers at the
local businesses, pPeople eating meals in downtown
Bartlett, people shopping. The owner of
D'Licious told me that he met many new customers
over the weekend who didn't realize he was there
for whatever reason.

So the tourism is a major component of
economic development and I just wanted to share
the details with you because Illinois's numbers
for tourism are huge and a lot more than I thought

they would be. I don't have the statistics in
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front of me, but it's pbillions of dollars worth
of revenues and it's something to keep in mind.

That's all the new business 1 have.

MS. SMODILLA: It was wonderful to see Heritage

Days being advertised on cable television.
Who managed the media placement this year?

MR. FRADIN: I worked on that. I'm glad you
saw it. What we did was we purchased two weeks
worth of ads. I can tell you what the cost of it
was. It was $2502 for that -- to have the ads on
cable TV. It was about 850 times they were going
to show it. The production of the ad was $300,
so it was $2802 to show the 30-second Heritage
Days ad approximately 850 times; and the exciting
part of it for us as a staff was it was on all
the major channels, ESPN, Fox News, CHNN, Food
Network, Golf Channel, pretty much all the
channels; and so this was, Cecilia said it a few
weeks ago about our marketing, kind of a new big
idea; and we haven't really ventured into cable
TV advertising because it's kind of a short
duration promotion, but I should mention that
we're contemplating, and I believe we're going to

work on, an ad specifically promoting eating and
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drinking establishments in the village, a similar
ad in terms of scope and duration of it. Like I
said, it's fairly expensive, so it was $2500 just
to deo it for two weeks.

MS. SMODILLA: I think there was a pretty big
bang for the buck for that particularly since
your placement was on some pretty popular cable
stations.

Now, did the Village fund that in its
entirety or was there a shared costing by the
businesses?

MR. FRADIN: No, that was completely funded by
the Village. We didn't go to any =- that was a
Heritage Days ad, so we didn't ask the Heritage
Days group to contribute to that, that was just
from the Village. |

MS. SMODILLA: Was that exclusively on Comcast?

MR. FRADIN: It was actually also on AT&T
U-verse, and it was also on -- in addition to
being on cable television, it was on people's
landing pages for their AT&T and their Comcast
accounts. Bartlett is considered within the
greater Schaumburg cable area, so the ad showed

in my home in Hoffman Estates, it showed in
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Schaumburg, it showed throughout Streamwood,
parts of Hanover Park, and Bartlett. I can't
recall if -- Elgin has its own cable area.

MS. SMODILLA: Well, that's huge because,
again, that gives us greater propensity for
including people from outside of our community to
come to that, so I think that $2500 for the 800
views or 800 airs is pretty reasonable.

MR. FRADIN: We agree, and Paula and I sat in
the breakroom several times when they told us it
would air and a few times it didn't air exactly
when they said. I had contacted my advertising
rep and something I learned was the ads will show
up to a half hour before or after the scheduled
time. So if they tell you the ad is going to
show up at 4:10 p.m. on the Golf Channel, if they
don't break for an advertisement for ten minutes
after that, they might not even show at that
time. 1It's not an exact science, SO we're glad
because I heard from a few people that they saw
it, so we're very glad that you saw it. We like
to hear positive feedback on -~ this is something
we would like to continue.

MS. SMODILLA: Well, I think we can also think
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about the franchise fees that the Village collects
from both Comcast and AT&T and, hopefully, the
Village would consider using more of those
franchisees specifically for economic development
and advertising.

MR. FRADIN: That's a good thought. It came
out of our overall --

MS. SCHUMACHER: It comes out of the general
Furids

MR. FRADIN: Right, general fund. $35,000 for
marketing area the entire village without
considering the Brewster Creek area that has its
own budget, so like I said, without getting into
the specifics, there is some restaurants that
have asked us to do more to promote them. I
think as a staff we feel like we do a lot to
promote the local restaurants, but that's
something that we're planning on doing, a dining
Bartlett ad campaign.

That's all I have.

CHAIRMAN KUBASZKO: Okay. It appears we've
covered everything on the agenda tonight except
for the last one, adjournment.

Do we have a motion to adjourn?
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1 MR. PERRI: I motion to adjourn.

2 CHAIRMAN KUBASZKO: Do we have a second?

3 MS. SMODILLA: Second.

4 THE WITNESS: Okay. Meeting is adjourned.
5 MR. FRADIN: Thank you.

6 (Proceedings concluded at

7 8:20 p.m.)
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ALSO PRESENT:

MR. JIM PLONCZYNSKI, community Development
Director.

MR. TONY FRADIN, Economic Development
Coordinator.

MS. PAULA SCHUMACHER, Assistant Village
Administrator.
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1 CHAIRMAN KUBASZKO:

2 the Bartlett Economic Development Commission

3 meeting for October 12, 2015.

4 Can we have roll call?

5 MR. PLONCZYNSKI: Jerry Kubaszko.

6 CHAIRMAN KUBASZKO: Here.

7 MR. PLONCZYNSKI: Cecilia Green.

8 MS. GREEN: Here.

9 MR. PLONCZYNSKI: Donna Weir.

10 Robert Perri.

11 MR. PERRI: Here.

12 MR. PLONCZYNSKI: Nayan Mehta.

13 MR. MEHTA: Yes.

14 MR. PLONCZYNSKT: Jeff Petro.

15 MR. PETRO: Here.

16 MR. PLONCZYNSKI: Tracy Smodilla.
15 MS. SMODILLA: Here.

18 MR. PLONCZYNSKI: Barry Krall.

19 MR. KRALL: Here.

20 MR. PLONCZYNSKI: Mike Sobel.
21 MR. SOBEL: Here.
22 MR. PLONCZYNSKTI: We have a quorum.
23 CHAIRMAN KUBASZKO: Next agenda item would be

24 the approval of the September 14, 2015 meeting

Page 3
Okay. Call to order for
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last month.

Do we have discussion? ANy discussion on
any of the topics or do we have a motion to
approve?

MS. SMODILLA: I move to approve the minutes
as presented.
CHAIRMAN KUBASZKO: Do we have a second?
MR. KRALL: I second that.
CHAIRMAN KUBASZKO: Okay. Motion carried.
MR. PLONCZYNSKI: I didn't hear the vote.
CHAIRMAN KUBASZKO: A1l in favor.
(A chorus of ayes.)
CHAIRMAN KUBASZKO: Motion carried unanimously.

Next item on the agenda would be the
marketing plan, which we started discussing at
the last meeting and we had some pretty lengthy
discussion on it. I believe we only got through
Route 59 corridor and discussed the downtown. I
pelieve tonight we're going to move on to some of
the other locations and discuss them and try and
get some recommendations.

Tony, do you want to pick it up?

MR. FRADIN: Yeah, that's right. Thank you,

Chairman Kubaszko. For this project before you

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833



10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

Page 5

again tonight, turning it over to Jim and my
colleague Paula Schumacher, the Assistant Village
Manager. She's the lead person on this project;
and then as the questions come up wherever --
whatever purview it falls under, we'll do our
best to answer it amongst Jim, myself, and Paula,
so without further ado, I'm going to turn it over
to Paula Schumacher.

MS. SCHUMACHER: Thanks Tony. As you noted,
last time we were together, the committee
discussed Route 59 and downtown, and kind of what
we're hoping to do tonight is Brewster Creek
Business Park and Blue Heron Business Park,
those two -- we would like to make sure we get
through those two, so that's kind of our working
task for tonight.

The committee asked that the goals were to
be more specific and be more detailed in the
targets and built around an area of strength; and
then also there were some other comments just
related to things that were happening in the
area, like the construction on 59 that should be
included in there, that there should be some

recognition of that and its impact on the
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businesses in that area because it's going to be
such a long term project. So without further
ado, your comments on the Brewster Creek Business
Park goals. There are several of those and there
are acronyms and you did ask me to spell those
out in the plan, so we'll be doing that as well.
There is lots of acronyms in Brewster Creek.

The first one is to continue the shop local
efforts in working with the chamber of commerce
to create a business-to-business program. I know
that's something that the chamber has talked
about doing that in the past and I think that we
can help them build that. We do try and share
information about new businesses and the business
l1icenses as they come in with the chamber, but
some way to build up maybe that
business-to-business network. I think we might
be able to work with the chamber to do that.

Continue the use of traditional
advertisement newsletter and social media to
promote new and existing businesses. Maintain
the data base of available commercial sites with
owner and broker information. Tony does that on

a regular basis. Continue to work with the State
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DCEO and Choose DuPage to promote Bartlett.

Highlight the food niche that is developed in the
parks to similar industries and businesses and
continue to market the site to attract desirable
uses from regional, national, and local levels.
Increasing marketing of the park in trade
publications and participating in AIRE and CIP
industrial trade shows; and Tony, I think there
was another one you wanted to add.

MR. FRADIN: Yeah, thank you, Paula. There is
another organization that I recently was invited
to due to Brewster Creek Business Park becoming
more visible among the industrial brokerage
community. This is another acronym called NICAR,
and I had to ask what that one does stand for,
and that's the Northern Illinois Commercial
Association of Realtors, and I've been invited to
participate in their annual trade show next
Tuesday, the 20th. I believe it's in 0Oak Brook.
I'll be participating as an exhibitor, so that's
an additional opportunity to further the reach of
marketing Brewster Creek Business Park. A lot of
the people who participate in that are already

familiar with the park, I might add, but some of
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them are not and these are mostly brokers based
out of the DuPage County area and a few of them
south of there as well, so --

MR. PERRI: Would it be possible, Tony, to send
out an email before that time like a reminder toO
ug?

MR. FRADIN: You would like to be reminded
about the NICAR show? Sure.

MR. PERRI: Would that be okay?

MR. FRADIN: Absolutely. If I remember, then
I'll remind you.

MR. PERRI: Great. I'm in.

MS. SCHUMACHER: Your input on these would --
you know, we would love to hear.

MS. GREEN: What would you envision the
business—-to-business program would be with
Brewster Creek Business Park?

MS. SCHUMACHER: You know, I was thinking here,
you know, Michelle who owns Bark Avenue, she told
me that one of the things that she didn't think
about when she located there was marketing
herself to her neighbors and that has been a real
big part of her pbusiness because people come to

work, they bring their dogs, they drop it off
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there, their dogs off with her. So kind of that

marketing within your local area to, you know,

your business neighbors and where that business
connection could be I think would be something

that we could expand upon.

MS. GREEN: Where could we find a list of
those businesses that are located out there?

MS. SCHUMACHER: Tony has that.

MR. FRADIN: That is on the Brewster Creek
Business Park section on the Village website.
That particular page is a subsection of the
economic development page.

MS. SMODILLA: I think these are all very
worthy action items here, Paula and Tony; and I
just want to say thank you for bringing more
information back to us from the last meeting, but
what I'm still struggling with is while again
these are listed as goals, these are really kind
of action items. Is there a one- to three-year
plan that's been established specifically for
each of these business districts that will help
us understand what it is we're actually working
toward, and I'm going to just use Brewster Creek

as an example.,
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Perhaps if we were to benchmark the
existing occupancy rate of the buildings or the
existing available area of land that's still
available for development, if we were to use that
as our baseline, perhaps we could start to target
goals of reaching a percentage of greater
occupancy the following year and, again, perhaps
it's within specific industry sectors; and then
certainly, I think it would be important for EDC
to understand how specifically those parcels or
those buildings are being marketed either through
the brokerage or through some of the incentives
that the Village continues to offer businesses or
developers to come into the area. I think that's
information that would be important for us to
have, I think, in order to help you better
strategize, one, what the very specific targeted
goals are and how these actual action items would

be implemented into reaching those goals.

MR. FRADIN: I heard -- without taking notes,
I heard three different gquestions. I'm going to
address two of them. In terms of benchmarking the

occupancy rate, that is done on a roughly informal

basis. However, as Paula stated, I continually
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1 contact the brokers, work with the developers,

2 and can almost tell you what the wvacant buildings
3 are and the sizes,

4 In terms of the occupancy rate, 1t has

5 increased dramatically in the past year. The

6 biggest building in the business park went vacant
7 only for a matter of months and then Creative

8 Werks moved in. The very first building

9 constructed in the business park, 1291 Humbracht,
10 had been vacant for three years and now it's

11 occupied by Bremskerl that I had mentioned last

12 month. There has been a number of -- two

13 different businesses have come into
14 15,000-square-foot units in a building back =-- I
15 believe, it's on Hecht, Jim -- a four-unit

16 building that's divided into four
17 15,000-square-foot units. The occupancy rates

18 probably have gone from roughly 50 to 60 percent

19 up to over 80 percent in the last years.
20 So benchmarking the occupancy rate is just
21 informational basically, but the actual tangible

22 product that we put before the brokers and the
23 businesses are the actual space. The brokers

24 won't call and ask what the occupancy rate is.
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They'll ask you for a 5,000-square—-foot space and
we'll -- you know, we discuss that with the
brokers on an ongoing basis.

MS. SMODILLA: That I understand; and just to
clarify, I think that the information that I
think would be important for us to have, again as
data, would be, again, what that occupancy rate
is; and perhaps we establish a specific date
moving forward, let's say it's January 1st, and
then we benchmark whatever the occupancy rate or
the vacancy rate is for the following year; and
perhaps we establish a goal that if we have an 80
percent occupancy rate, perhaps for the end of
next calendar or fiscal year, however that date
is established, that we shoot for 90 percent or
87 percent, whatever that goal is.

I just think it's going to be important
for us as economic development, one, to better
help you, and, two, I think it creates a rather
tangible story to give back to the public so that
they're very aware that the Village is really
doing everything it can with the resources it has
to increase not just occupancy out there, but the

tax base as well.
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MR. FRADIN: Right. What's happening now with

the occupancy rate near capacity is that a lot of
the meetings we're having with businesses now,
including one that I have later this week, is for
new buildings. The vacant spaces in Brewster
Creek are typically smaller condominium units.
Commissioner Perri has one listed in one of the
buildings on -- is it Hecht Road?

MR. PERRI: That's correct, Tony, Hecht Road.

MR. FRADIN: Yeah, there is some smaller units
available, but none of the very large buildings
are vacant at this point.

MS. SCHUMACHER: Maybe a combination of
occupancy and square footage.

MS. SMODILLA: Right.

MR. FRADIN: I mean, the goal is always to
increase occupancy in the business park, downtown,
Oor any district.

MR. SOBEL: I would like to make a suggestion
because we're going to embark on a big project
here, and at some point down the road somebody is
going to want to be able to measure whether it was
useful or not. I think it would behoove all of

us, so by all of us I mean, the EDC, the Village,

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833



10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

Page 14

and whoever else is involved on the either
resident or business side, that's going to have
input into these marketing programs to develop
some KPI, some key performance indicators, and get
a baseline value of them now that could definitely
be measured and then be measured during our
program and after the program. So when somebody
asks, hey, was it successful, we can say, yeah,
and this is what happened, XY and %, and this
went from this to that, et cetera, otherwise we're
going to be saying, well, yeah, the occupancy
rate went up and, you know, but you won't be able
to actually point to anything concrete to say,
hey, this is what happened; you know, did the tax
base go up; what is it that you guys are after by
putting these programs in place and how can we
measure those.

MR. FRADIN: Right. Keeping in mind it's a
TIF district, so every year at the joint review
board meetings we always review the equalized
assessed value. That's not the only way to
measure it. I like occupancy better personally
because the property values may fluctuate whether

or not a building is fully occupied. We've seen
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a decreasing in EAV in the past few years. Of
course, the goal is to increase the EAV of that
area. Jobs are a good indicator, the number of
jobs.

MR. SOBEL: Well, I think everybody needs to
get together and decide what are these KPIs and
define them up front and measure them up front so
that they're measurable at the end and they're
measurable in the middle so somebody can say, yes,
this is working, this is successful versus it's
not.

MR. MEHTA: When we are talking, I think, a
marketing plan, it's certainly going to afford
the occupancy that's a good indicator because tax
revenue collections or a job, all those things is
not really that what we are looking for. What we
are trying to say is how we going to occupy these
places, that's all right everything come in by
it's own, but we can measure it by occupancy,
that's how this marketing plan is going to go, so
when you listing for KPI, I agree with that part
in that probably the occupancy 1s a good
indicator.

MR. FRADIN: Very good indicator; and then to

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833
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1 answer one of your other questions,
2 Commissioner Smodilla, when you said how
3 specifically are those marketed, I mean a lot of

4 that is what we're talking about in this plan.

8 They're spelled out in eight or so bullet points.
6 You asked whether it's brokers or incentives.

7 Really, I've always said this for many years at
8 the EDC, it's a combination of things. In the

9 Chicago market, industrial brokers are the

10 primary agents who work on behalf of clients to
303 | locate the right size, right location, right

12 price, right building height, right number of

13 docks, all of the above. A lot of it is broker

14 driven. An almost equal amount of it is business
15 trip where a business will just call.

le They won't call with a broker. They'll be
17 familiar with the area or perhaps they saw the

18 business park visiting one of their clients or

19 one of their customers, so it comes in through a
20 number of ways; and also, as Jim pointed out,

21 many times at these meetings, quite a few of them
22 are —-- the businesses are open by area business
23 owners and entrepreneurs who simply want to be

24 close to home. They might live in Bartlett or
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Wayne or Elgin or St. Charles and prefer to have
their business here than somewhere like Wood Dale

or Elk Grove Village, so we get a lot of those as

well,

So how is it marketed? 1It's really by all
of the above. The trade publications generate
leads. The trade shows generate leads. The

brokers generate their own leads, and in many
cases I get calls directly from a company. They
might be familiar with the area already. Most of
the companies I was speaking with already have a
business location in one of the communities
surrounding Bartlett.

MS. SMODILLA: 1In identifying those businesses
that would be good prospects for Brewster Creek,
I like the idea of marketing to somebody that's
local and the entrepreneur, as well as the
developer, and each of those would require a very
specific marketing strategy or at least a
marketing initiative.

I think it would be important then that we
would perhaps reach out to the surrounding
community and make even our residents know that

Brewster Creek isn't just a 15,000-square-foot
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warehouse, that there are smaller parcels
available; and, again, we already see some of
those success stories, such as the young man that
put in the CrossFit place, and I think somebody
else is doing another type of fitness training.

I would even say that Michelle's Bark Avenue
would qualify as one of those smaller businesses
too.

So, again, within the marketing strategy,
specifically for Brewster Creek, and I think this
would apply to some of the other districts that
we'll be looking at, is that we make sure that
there is, again, a very specific and targeted
message to those individuals and hopefully we can
assist in crafting that message; and certainly
perhaps that's something that the chamber of
commerce, Mike, would be interested in assisting
with. Commissioner Sobel.

MR. SOBEL: I'm sorry, I was reading. Your
question again.

MS. SMODILLA: The chamber would be a good
strategic partner in crafting those messages.

MR. SOBEL: Yeah, absolutely, and we were ==

you know, as paula mentioned before, the chamber
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was goling to -- 1is going to create a -- not
create -- reinvent the business-to-business
program and the visits from the chamber and
really work hard at that. Since we've gotten a
new president, we will have the manpower and the
will to do it.

MS. SMODILLA: Sure. I think on the Village
side too, again because of the successes you've
had in attracting a large segment of the food
industry into there. I don't know what the
specific marketing strategy looks like or the
marketing message to the food industry, but
again, I think that if we start to mine the
different businesses that would fall under those
SIC categories in the food industry, I think
we've got a great opportunity to dream big here.

MS. GREEN: How long of a timeline is this
marketing plan going to cover? What's the --

MR. FRADIN: Paula and I were just speaking
about that before this meeting, and it appears
that this would most likely be finalized and in
the front of the Village board for approval at
some point in early 2016; and reviewing some of

the marketing plans for some of the other nearby
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communities, many of them use a five-year plan;
and I -- what we were speaking about before the
meeting was to label this a five-year marketing
plan from 2016 to 2020, has a nice round number

to it. Things don't typically change too
drastically within that period of time, but if
another cluster begins to emerge O if one of the
large development sites on Route 59 begins to
develop, you can see changing development patterns
perhaps over a five-year period.

MS. GREEN: I think anything shorter than that
you wouldn't see a lot of results. You could,
bt ==

MR. FRADIN: Right. We would hope to be very
close to filling the business park by five years
from now, but, then again, when the huge recession
hit in 2007, 2008, nobody really envisioned it
and we had four to five years in a row with very
little development anywhere, including in the
pusiness park, but, you know, that would be a
good five-year plan.

MR. MEHTA: I was also wondering is there any
way we can find out all the types of industry

that we already have, the businesses that we
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already have over here, and which are the other
industries which are depending on them or which
would give them, either way. If those are the
areas, if we can identify them, then we can
target even those in addition to brokerage firms
and all the different areas where we are trying
to market, but if we can also identify very niche
market like based on what exactly we have right
now the businesses, which are the other areas
which would be depending on them or which can --
so that way those type of businesses when we
approach with a marketing plan, they may be more
interested to really hear you and then may take
an interest to, okay, those are the type of
businesses over there or maybe it would be helpful
for me, let me -- all right. I was just --

MR. FRADIN: Right. The most precise way is
what Tracy had been mentioning, to review SIC
codes, but when it comes to Brewster Creek

Business Park, there is roughly 75 businesses

there, give or take. There is the food niche
that we were taking about. There are a lot of
warehouse and distribution facilities. There is

a lot of smaller contractor-type offices like

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833



10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

Page 22

HVAC people, roofing people, paving people; and
then if there is another almost emerging cluster
in the business park, it would be high precision
manufacturing, specifically German-based
companies. There have been a few that have come
into the business park recently. They seem to
like it there. The German American Chamber of
Commerce is kind of a smaller, close-knit
organization in Chicago, so© for whatever reason
we've started to attract some German-based high
precision manufacturing firms.

So that's not exactly an SIC code analysis,
but that would probably cover 70 percent or more
of the businesses in the business park and the
remainder are businesses like Mike's that are a
sign company, that's pbusiness to business, and
then some of those that are open to the public,
l1ike Paula was mentioning, like Bark Avenue Day
Camp. Bartlett Animal Hospital is in the
pusiness park and then two of the -- the CrossFit
and then the Xtreme Training facility, so there
is about six or seven businesses open to the
public and the rest of them all fall into those

typical categories.
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MS. GREEN: Well, wouldn't you say that

Brewster Creek is one of our success stories,
that what you're doing seems to be working
already?

MR. FRADIN: 1It's a big success story. AaAs a
matter of fact, I did a little write-up of
Brewster Creek Business Park that got picked up
by a lot of the local trade publications in the
last month or two. When you talk about marketing
the food cluster, that was the gist of it. It

was about the emerging food cluster in the

business park. Choose DuPage put it on their
website and their newsletter. It went to
Northern Illinois Real Estate magazine. We

generated quite a few calls from those.

MS. GREEN: So maybe we don't have to change
radically what's already being done, but maybe
concentrate on more of the areas that need more
help.,

MR. FRADIN: That's one way of looking at it,
yeah. I mean, this is a pretty -- you know, it's
short and sweet, but I think the marketing plan
Paula has put together for the business park is

pretty much on target. We just wanted to hear if
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1 we missed something or perhaps something

2 additional we should be looking into it.

3 MS. SCHUMACHER: Like you sayy Cecilia, there

4 is nothing like success, SO promoting that success
5 story like Tony, Yyou know, just did recently, I

6 think we need to do more of.

7 MR. PETRO: I'm just curious is anything

8 being done at Bluff City that's working that

9 isn't being done at Brewster Creek or vice versa?
10 MR. PLONCZYNSKI: Some of the best marketing
11 we get in Brewster Creek is from the owner of the
12 property and him going out there working well

18 with the Village and being able to bring in

14 businesses that go through our approval process
15 fairly quickly. We've approved two industrial
16 puildings that went from, you know, coming in

17 with plans to building permit within 90 days and

18 going through our review process.

19 We changed the height restrictions because
20 one business we knew was coming in and the design
21 or building design and the style has raised the
212 interior clear height, so I think it's partly

23 that the Village reacts and works well with the
24 pusiness owners of the pusiness park both in
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Bluff City and Blue Heron because Bluff City 1is
the same thing, they're fairly full on their part
in the heavier industry and now they're starting
to go in the lighter industry along Route 25.
That's the other one that's just starting to take
off now. We've got two buildings there. 1T just
talked to the owner vyesterday and he's going to
bring in a third, so we're also adjusting that
business park zoning, if you will, to kind of
accommodate some users.

So I think marketing plans are great, and
Tony and Paula have worked hard on it so we get
the word out and we get the niches and everything,
but gquite frankly, the owners of the business
park like the Village and they bring customers in
there by their own word of mouth; and when you
approve a building for, you know, Joe Smith here
and then you approve one across the business park
for Tom Jones and it's done boom, like that, that
gets around from the people that not only build
the buildings, but who want to come in; and the
food cluster has come in because the owner of one
of the biggest businesses there has liked the

business park and he's brought people in, so we
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1 pick up on that and kind of market it with that
2 in mind. So you have that kind of inherent good
3 word of mouth advertising too, and I don't know

4 how you quantify that, but that does happen.

5 MS. GREEN: Do you have that story on the food
6 cluster in the trade publication digitally or can
7 you send that to us to read?

8 MR. FRADIN: Yeah, it's in electronic format.

9 I would be happy to send that.

10 MS. GREEN: Okay. Thank you.

11 MS. SCHUMACHER: That's kind of a natural

12 segue to talk about Blue Heron. Again, a lot of
13 the same or similar goals as Brewster Creek, but
14 with a little heavier industrial focus. Would
15 that be accurate, Tony?

16 MR. FRADIN: Absolutely. We always say that
17 more land intensive businesses are allowed out
18 that way and flourish that way. You've got a

19 mining operation, asphalt shingle recycling, and
20 more land intensive uses that actually wouldn't
21 be a permitted use in Brewster Creek Business

22 Park.

23 MR. PLONCZYNSKI: on the Blue Heron, I think
24 we had -- this shows this one built parcel on
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here. We've actually had another one that just
got a permit that's further south, and we're
going to have our third building in there
submitted very soon. This is the one I was
referring to that we're working with the owner on
kind of massaging some of the parameters of the
design of the building pads and the site plan.
One of the unique situations of this park
is that we have kind of done what, for lack of a
better term, we call it a preapproved site plan
so that the developer if he brings in a business
that meets -- and we have a layout of the site
plan. 1It's a typical building pad with a typical
outside storage, parking, landscape buffers.
It's not detailed in that sense, but if they fit
that preapproved site plan, they go right to a
building permit. They don't -- they don't have
to go through our formal site plan or zoning
process because the PUD and the zoning site plan
are inherent in the design and the approval of
the business park, and we're -- because of
changes in the industry, we're reacting to that
now and we're amending his PUD as we speak, and

we'll change that preapproved site plan, the
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concept, to accommodate what he's seeing out in
the industry.

And one of the interesting things that,
just kind of aside, this has -- as Tony said,
these are more land intensive. They have a big
outside storage area and so we're experimenting
with this product -- it's actually a recycled
asphalt product that is starting to come on the
market and they call it FRAP, and it's like --= I
don't know the exact what it stands for, but it's
a fractured recycled asphalt product, and it
actually is -- it's asphalt without the cohesive
glue that holds like the paving area. It's
pasically put on the property and it has an
absorbing quality to it that it meets our --— we
have under our stormwater ordinance -- and this
is something our engineers worked with their
engineers on. Tt meets our stormwater, what they
call best management practices, requirements
where you have -- it's almost like a pervious
surface rather than impervious, SO that the whole
outside storage area ideally, and we're working
on this, will not only -- it won't just run

everything off. It will absorb 30 percent of the
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water that hits it and then the rest will go
channeled into the storm drain and it's this
fractured recycled asphalt product and it's
spread out onto the park. So that's an example
of working with the owner and those are things
that he uses to market the site.

He has a preapproved site plan. You don't
have to have the fully paved, you know, outside
storage area because it's just going to be
equipment and stuff on it. It's not going to
be -- you know, it's not going to be really
visible and it's behind the building. The
parking lots are still paved and everything, but
the storage area, you can store equipment and
that. So that's something that's another example
of the Village working with the owner-to get the
buildings up and taking advantage of the design
that he's incorporated into his buildings what he
imagines we'll be seeing on this park.

Now, they're not going to be the cleanest
industries, but we've got -- you know, you see
the product every day when you go into a road
construction site, all those little cones and

those little horses. The two biggest companies
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1 in Illinois are going to be located out here that
2 send those out to all the job sites, and they've
3 got the land to put all that stuff in the back,

4 you know, rather than just where —- now it's ones
5 on Route 64 in West Chicago and it's kind of

6 unsightly. Here it will be nice. They'll put up

7 a nice building, put all their equipment in the

8 back. So that's a good example of Blue Heron and
9 working with the businesses.

10 All these, you know, we continue to market
11 it. We send them -- the other angle that Tony

12 always uses with this, if you've got stuff that
13 you want to store outside and you got a lot of
14 it, go to Blue Heron Business Park. I'm sure

15 ijt's a little smoother pitch than that, but

16 that's essentially what it is.

17 MR. FRADIN: Not by much.

18 MR. PLONCZYNSKI: Because there is people
19 always looking for outside storage. I'm not

20 talking about just trucks outside. I'm talking

21 about egquipment, bobcats, front end loaders,

22 traffic cones, big -- you know those -- this guy
23 has those signs that pull along with the arrows,

24 all that stuff is going to go out here, and
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1 concrete pipe too. I forgot about Welch
2 Brothers, which is probably the biggest concrete
3 Pipe company in the five Midwest states, is out
4 at the north end of this business park.
5 MR. PERRI: Does the Village get sales tax
6 from that?
7 MR. PLONCZYNSKI: Yes.
8 MR. PERRI: Is it reasonable?
8 MR. PLONCZYNSKI: Is it reasonable?
10 MR. FRADIN: It's one the largest sales tax
11 producers, as a matter of fact. They came in on
12 an annexation agreement nearly ten years ago with
13 a 50-percent sales tax rebate. I would have to
14 look at it, but, I believe, it's within a year or
15 two of concluding.
16 MR. PLONCZYNSKI: That's worked very well
17 because their sales used to be somewhere else
18 off-site. They brought it here, and because
19 we've worked with them, that's another one that
20 they're going to -- they just recently expanded
21 their -- inside their manufacturing facility and

22 then they bought a ready mix plant in the front,
23 they're going to annex that and then build a

24 commercial building out in front on Route 25, and
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i that's a company that has expanded tremendously
2 over the last ten years that they went and -- you
3 want to see concrete pipe, just go out there and
4 see it. It's a beautiful thing and we do get

5 sales tax from it and it's on every road project
6 that you see in every town. It's not the

7 prettiest looking business, but it's a good

8 revenue producer. The sign is very nice.

9 MS. SMODILLA: And it's appropriately placed
10 within the village, that's important.

11 MR. PLONCZYNSKI: Right.

12 MS. SCHUMACHER: Just from Jim's conversation,
13 maybe promoting some of those rapid approval

14 processes, those kinds of things, promoting some

15 of that as well, the preapproved site plan. The

16 case of development kind of pitch there.

17 MS. SMODILLA: Could you clarify the acronyms
18 that are on this particular ==

19 MS. SCHUMACHER: 1I'll let Tony do that.

20 MR. FRADIN: AIRE stands for the Association
21 of Industrial Real Estate. CIP is Chicago

22 Industrial Properties. I haven't put it in the
23 packet in the last two months, but we do an ad
24 for Brewster Creek Business Park in every issue,
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and they host industrial trade shows perhaps two
or three times a year, and so we do a lot of
advertising with them, and I participate in those
trade shows, so CIP is Chicago Industrial
Properties. And then the next acronym you see is
DCEO and that's the State economic development
agency, the Department of Commerce and Economic
Opportunity; and if you recall also, we'll be
adding along with AIRE and CIP on the top, we're
going to add NICAR also, so I'm just going to
sketch that one in, and that's the one where
there is a trade show next week.

I do want to mention we're not purchasing
print ads at this time or anything that costs
dollars to advertise yet for this particular
business park because like Brewster Creek, this
is a TIF district and it has not yet generated
increment.

However, as Jim mentioned with two
buildings coming on line and perhaps a third, we
can expect within the time frame of the next five
years for that TIF to begin generating some
increment, so far we've had that TIF joint review

board every year since, I believe, it was formed

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833



10
11
12
13
14
15
16
17
18
19
20
21
22
23

24

-

Page 34

in 2009 and it's yet to generate any increment.
Just so you know, all of the money we use for
advertising Brewster Creek Business Park comes
out of the TIF advertising budget.

CHAIRMAN KUBASZKO: Okay. That ends the
discussion on the marketing plan.

The next item on the agenda would be the
T-0-D discussion.

MR. FRADIN: Thank you. Quickly I'll
summarize that one of the 24 recommendations made
by the EDC now two years ago, that was the October
2013 EDC meeting, one of those recommendations
was to pursue a grant through CMAP to do a new
downtown plan and here we are two years later.

The Village has applied for the grant,
received it, selected a consultant called SCB,
Solomon Cordwell Buenz, and they just recently
commenced on this project about six weeks ago by
doing a kick-off meeting with the steering
committee present; and what is going on currently
with that is there are going to be some focus
group meetings held her at Village hall beginning
tomorrow morning and throughout much of the day

tomorrow and also Wednesday.
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Following those focus group meetings, the
steering committee next meets on October 21st
here at Village hall, and very importantly I want
to make sure everybody here knows there is going
to be a public input session at Bartlett Hills on
Tuesday, November 4th, at 7:00 p.m., and so far
this has gone into the newsletter and very
shortly you're going to see it in a lot of other
Village controlled media, including the website
and the cable station and the Facebook page.

We're going to try to drum up as much
interest as we can in this meeting, and it's not
going to be the only public input meeting, but
this is the first one where the public at large
is invited to come weigh in on the future plans
for downtown Bartlett, so I just wanted to
provide a quick update on that because it's a
rather significant Project that, as I mentioned
over the past few months, focuses completely just
on the downtown area. It's funded through the
RTA, and their main focus in this study is to
Create a transportation-oriented development plan
for downtown Bartlett, and that is the update on

the downtown T-0-D plan, and I'd be happy to
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1 answer any questions about that.
2 MS. SMODILLA: Do we have a means of
3 communication at the Metra station for this?
4 MR. FRADIN: There is not anything at the
5 Metra station.
6 MS. SMODILLA: There 1s no reader board up yet?
7 MR. FRADIN: No. Paula mentions there is a TV
8 inside the Metra station that has the Village's
9 cable station on, SO it will be showing on there.
10 MS. SMODILLA: Great. I know we have sandwich
11 boards as well. 1Is that something that we could
12 perhaps advertise this meeting on since I don't

13 think that there is going to be any festivals

14 going on around that time.

15 MR. FRADIN: That's a great idea.

16 MS. SMODILLA: particularly since it's Metra
17 riders that really have a stake in knowing more

18 about this.

19 MR. FRADIN: We can get some signs made up for
20 the sandwich boards. That's a very good idea.

21 We hope you can all participate. I know some of
22 you are involved in the focus groups and the

23 steering committee as well.

24 CHAIRMAN KUBASZKO: Do we want to move on to

-
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the next agenda then?

MR. FRADIN: Quickly, for new business, I'm
going to mention there is a new pizza restaurant
coming to Bartlett Square at the former Papa
Saverio's location. This is called Pietanza's, a
long-time business located on Army Trail Road
just a few miles from there in Carol Stream.

There is a new physical therapy business
coming to Westgate Commons. This is on the east
end of the shopping plaza. This was formerly
occupied by the animal hospital by -- for quite a
few years.

In terms of two that are no longer in
commercial locations, the Quiznos has closed in
Apple Valley Center, and that's a very prime
location, and we're marketing that along with a
broker. I was at an ICSC show, another acronym,
Illinois International Council of Shopping
Center, show last week for two days at Navy Pier
and had told some other sandwich shops, actually,
about that space. And, also, a long-time business
from Bartlett Town Center, Clique Photography,
they're not out of business by any means.

They're as strong as ever. They're just closing
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their Town Center location and becoming a home
occupation business, SO in terms of new business,
that's what has transpired in the last month.

MS. SMODILLA: Can we readdress the marketing
plan? I think there are two items, the
Route 59/West Bartlett Road location and the Lake
Street location, that have not been discussed.

MS. SCHUMACHER: Those are the last two, Yyes.

CHAIRMAN KUBASZKO: Care tO comment on the two
locations?

MS. SCHUMACHER: I thought we would bring those
pack at the next meeting or not your preference?

CHATIRMAN KUBASZKO: Are you talking about the
Lake Street location and the southwest 59 West
Bartlett Road community?

MS. SMODILLA: Is there any discussion as to
whether or not we continue with those or bring
them back to the next meeting?

MR. PETRO: 1Is staff prepared to have a
discussion on those?

MR. PLONCZYNSKI: I think it was our
understanding we just do these two for this
meeting, that's what I thought we had stated in

the minutes last time. It was a little murky
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there, but I thought that's what we were doing
and then we'd bring the last two for the next
meeting,

CHAIRMAN KUBASZKO: We only covered two last
time, I believe.

MR. PLONCZYNSKI: Right, and we did two here
and then we were going to wrap it up.

CHAIRMAN KUBASZKO: Do you want to talk about
a couple more of them?

MR. PLONCZYNSKTI: I mean, but we didn't --

MS. SMODILLA: The detail was in our packets,
so that's why I thought we were covering all four
of these this evening,

CHAIRMAN KUBASZKO: I think the details on
those locations are still the generalities we
discussed at the last meeting that we're looking
to fine tune --

MR. PLONCZYNSKI: We're fine with discussing
it. I just --

CHATIRMAN KUBASZKO: -— and come up with more
specific targeted recommendations for each
specific site.

MS. SCHUMACHER: 1If you'd like to go through

it, is that your desire?
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MR. PERRI: I think we can save it foxr the
next meeting.

CHAIRMAN KUBASZKO: I know last meeting we got
a little bogged down because we WwWere concentrating
on downtown and one other area and we never got
to the other sites to discuss them.

MS. SCHUMACHER: Lake Street, I think, would
be a bigger discussion.

MR. FRADIN: Lake Street would definitely be a
more detailed discussion. If you =-

CHAIRMAN KUBASZKO: I think they all fall
under the recommendations that we made at the
last meeting to kind of fine tune everything and
come up with more specific recommendations for
each specific site.

MS. SCHUMACHER: We can do that.

MR. FRADIN: We would be happy to bring back
more details on the other development sites at
next month's meeting, if you like, or we can -—-

MR. PLONCZYNSKI: Yeah, I mean, we can flush
out those other two. We put those in there just
so that you knew there were those other areas,
pbut we didn't really concentrate on that as much

as the two business parks, SO, I mean, give us a

LYNN M. EVANS, CSR lynnmevans@shbcglobal.net 630.664.5833
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little more chance to do that and we can flush it
out and come back at the next meeting.

MS. SMODILLA: I think that's fine as long as
we also consider what I had mentioned previously,
and certainly what Commissioner Sobel had brought
up, and that is to develop the key indicators.

MR. PLONCZYNSKI: Yeah, let us flush those out
for those other two and work on these too so we
can bring it back.

MS. SMODILLA: Okay. Great.

MR. PLONCZYNSKI: Good.

CHAIRMAN KUBASZKO: Okay. What's the next
order of business? I'm kind of losing track
here.

MR. PLONCZYNSKI: Adjournment, that's what I
have.

CHAIRMAN KUBASZKO: Anybody in favor of
adjourning?

MR. PERRI: I'm in favor.

CHAIRMAN KUBASZKO: All in favor,

(A chorus of ayes.)

CHAIRMAN KUBASZKO: Meeting adjourned.

(Proceedings concluded at

7:53 p.m.)
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STATE OF ILLINOIS )
) 58
COUNTY OF DU PAGE )

LYNN M. EVANS, CSR, being first duly
sworn on oath says that she is a court reporter
doing business in the state of Illinois; that she
reported 1in shorthand the proceedings given at
the taking of said public hearing and that the
foregoing is a true and correct transcript of her
shorthand notes so taken as aforesaid, and
contains all the proceedings given at said public

hearing.

LYNN M. EVANS, CSR
CSR No. 084-003473
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BEFORE THE VILLAGE OF BARTLETT
ECONOMIC DEVELOPMENT COMMTISSION

IN RE THE MATTER OF:

Marketing Plan and Downtown
T-0-D Study Update.

REPORT OF PROCEEDINGS
November 9, 2015
7:00 P.M,

PROCEEDINGS had before the Bartlett
Economic Development Commission of the
above-entitled cause taken at the Village Hall,
228 South Main Street, Bartlett, Illinois, before
LYNN M. EVANS, C.5.R., License #084-003473, a
Notary Public qualified and commissioned for the

State of Illinois.

COMMISSION MEMBERS PRESENT:

MS. CECILIA GREEN, Chairwoman.
MS. TRACY SMODILLA, Member.
MR. MIKE SOBEL, Member,

MR. BARRY KRALL, Member.

MR. ROBERT PERRI, Member,

MR. JEFF PETRO, Member.

ALSO PRESENT:

MR. TONY FRADIN, Economic Development
Coordinator.
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CHATIRWOMAN GREEN: Okay.

economic development commission to order.

Tony, can you take the roll call?

MR. FRADIN:
Cecilia Green.
CHAIRWOMAN GREEN: Here.
MR. FRADIN: Donna Weir.
Robert Perri.
MR. PERRI: Here.
MR. FRADIN: Nayan Mehta.
Jeff Petro.
MR. PETRO: Here.
MR. FRADIN:
MS. SMODILLA: Here.
MR. FRADIN: Barry Krall.
MR. KRALL: Here.
MR. FRADIN: Mike Sobel.
MR. SOBEL: Here.
MR. FRADIN: Okay.
tonight.
CHAIRWOMAN GREEN:
October 12th meeting minutes.

any comments, guestions,

If not, can I hear a motion to approve the

T'd 1like to call the

Gerald Kubaszko.

Tracy Smodilla.

We do have a guorum

Now the approval of the

corrections,

Page 2

Does anyone have

additions?

LYNN M. EVANS, CSR

lynnmevans@shcglobal.net
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minutes?

MR. SOBEL: 1I'll make a motion to approve the
minutes.

MR. PERRI: I second.

CHAIRWOMAN GREEN: The motion has been made
and seconded that we approve the minutes. Let's
take a vote.

All those in favor, aye.
(A chorus of ayes.)

CHAIRWOMAN GREEN: All right. ©Next we're
moving on to the marketing plan, and we're taking
up two of the sections that we're dealing with
tonight; is that right, Tony?

MR. FRADIN: That's right, Cecilia. Tonight
we're going to be talking about the last two
sections in the marketing plan. 1I'l1 just
briefly give the background is that we've been
working on this for the rast several months.
Paula Schumacher is the assistant Village
administrator who has been primarily working on
putting this plan together, along with Jim's
assistance and my assistance. As you can see,
I'm here on my own tonight, so I'm going to

present the last two sections, one of which is

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833
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Route 59 and West Bartlett Road and the second of
which is the Lake Street corridor.

So what I'm going to do, I hope you have
all flipped back quite a few pages to this
marketing plan to the page that says Route 59/
West Bartlett Road on the top. There is a list
of goals. Okay. At this intersection the list
of goals, I'm going to go through them quickly.

One of which is to target smaller,
independent businesses in marketing efforts for
outlot uses, and outlot just means the lots that
are usually smaller, one- to two-acre lots in
front of a larger development.

A second one is to continue to work with
the State Department of Commerce and Economic
Opportunity to promote Bartlett. In previous
plans, you've seen the -- you've seen it listed
as DCEO and what that is the State Economic
Development Agency that's currently undergoing an
overhaul with some new strategies.

Third is to continue to market site to
attract desirable users at the local, regional,
and national level. I wanted to stop and

highlight that one a little bit. In terms of

LYNN M. EVANS, CSR lynnmevans@sbeglobal.net 630.664.5833
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regional and national, we've been discussing this
for quite a few years at the economic development
commission that a lot of the smaller
mom-and-pop-type shops and sole proprietorships
tend to open in the smaller, older units in the
downtown area and the Route 59 corridor tends to
attract more regional and national type
businesses, retailers, offices, and service
providers.

Also, a fourth bullet peint is to
participate in International Council of Shopping
Centers. That is -- we commonly refer to that as
ICSC. They have several trade shows per year in
the Chicago area that give municipal staff,
economic development staff, retail
representatives, and shopping center owners and
developers the chance to mingle and to meet and
to attend informational sessions, and we've been
active in that for gquite a.few years in an effort
to promote the village.

Next bullet point is to continue shop
local efforts, such as the coupon insert that's
going to be in the -- in the Bartletter in this

December issue coming out next month, the dining

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833
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Page 6
guide, and special ads. Special ads can
encompass a number of things, whether it be
social media or recently we've delved into the
world of cable advertising with some future cable
advertising coming up fairly soon.

Next bullet point is to continue use of
traditional advertisement, newsletter, and then,
there again, social media to promote new and
existing businesses, including the Discover
Bartlett Facebook page is a good example of using
social media to promote new and existing
businesses in the village.

Next one is a big one that we haven't had
in our marketing plans before, but to communicate
planned road improvements. AS Jim has mentioned
here in the previous few meetings, the State has
some plans finally to work with the Village and
+he counties to improve 3ome of the major
intersections here in Bartlett and that in itself
can help make it more attractive for prospective
businesses or residential developers to come in
if they don't have to pay for the road
improvements themselves and, of course, it makes

their developments more easily accessible.

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833
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Next bullet point is to work with property
ocwner for a mixed-use development; and one of the
things I've put up at your seats, you see, is a
printout just from the home page of a developer
called Crown Community Development and that is
the developer that has purchased and currently
owns the large 100-plus-acre property right at
the northwest corner of Route 59 and West Bartlett
Road.

So when we talk about developing that site
in particular, what we're talking about at this
time is working with the developer who owns it.
We meet occasionally. We discuss by phone and
email targeting various commercial uses in an
effort to bring development to that site and
also, as you can see, they themselves are land
developers. They have removed some topsoil at
that site. They spent quite a bit of time and
money doing that to make the site more attractive;
and it's their ultimate goal to develop that site
as a mixed-use development with commercial and
retail development fronting Route 5% with
residential development behind it, so working

with Crown Community Development is a key element

LYNN M. EVANS, CSR lynnmevans@shcglobal.net 630.664.5833
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Page 8
to the marketing plan for that site.

And last is to target medical uses in
marketing efforts, and that's another use that
has been expanding of late throughout the
northwest suburbs and really in general throughout
the whole state. That's another type of office
use that may be attracted to that site.

So after the bullet points, as you've seen
in our marketing plan through the months, the
page -- there is a page mapping out the site and
behind it there's quite a lengthy list of
demographics. In my packet, there is the list of
demographics for a few pages and then you get to
a map of West Bartlett Road and Route 59 that
shows the vacant yet-to-be developed parcels.

And with that, I would like to hear the
commissioners comments and thoughts on this
aspect of the marketing plan for this particular
site.

MS. SMODILLA: I guess the first question I
have, Tony, is regarding the continuation of shop
local efforts. Clearly what we have in that
particular district is a variety of independently

owned service companies, restaurants, and I think
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there is limited retail in that area.
With the continue to shop local efforts,

is there an opportunity for the Village to perhaps
explore a cooperative advertising effort with,
again, those smaller businesses where they would
actually share in some of the expense that's
involved in the advertising? I think particularly
@as we're thinking about more cable advertising.

MR. FRADIN: We haven't really explored that.
There is a number of reasons why. We're not
necessarily going to promote just the businesses
that would help pay for that. We also have an
annual marketing budget where we cover the village
as a whole and it could become too difficult, in
my opinion, if you want to do, let's say, a cable
ad and highlight six businesses or -- let's say,
§ixX or eight businesses. Some of them may be
able or willing to help contribute to it, but
there is others that simply can't for whatever
reason; and whether we include one or we don't
include cone based upon that, I think they would
prefer not to contribute if we did ask them, but
that's not something that we've explored yet just

because from the Village side, you know, we're

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833
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promoting a whole area or a group of businesses;
and, also, we like to change it up from month to
month, so rather than spend a lot of time gauging
their interest in paying, I don't want to sit
here and say they can't pay oOr they won't, but a
lot of the ones that we choose to promote == and
we haven't done this type of cable ad yet,
promoting specific businesses, but I believe it
would be difficult to try to get them to
contribute to 1it.

MS. SMODILLA: Well, is that something then
that could be, rather than entering into an
agreement with the individual businesses, is that
something that could be entered into with the
chamber of commerce since there seems to be a
close relationship between the Village marketing
efforts and the chamber.

MR. FRADIN: There is a good relationship with
cross promotion. They've been kind enough to do
a lot of promotion that I've asked them to send
out to all their membership. I can't speak as to
their budgeting ability, but with these cable
ads, for instance, the first ad that we did for

Heritage Days was about $2500 just to run the ad

LYNN M. EVANS, CSR lynnmevans@shcglobal.net 630.664.5833
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for two weeks and another 300 to produce it, so
we haven't asked the chamber if they want to
contribute to that, but, again, the businesses
that we promote don't necessarily equal the
businesses that are in the chamber of commerce.
Some of them might not be members of the chamber
of commerce, so by doing this through the Village,
obviously the Village retains more control of the
message that's put into the promotions regardless
of their chamber membership; and, again, I can't
speak as to their budget, but T don't know if
they're ready, willing, and able to contribute
that type of financing to a cable television ad,
especially if it's not promoting their members.
MR. SOBEL: I can give a little insight to the
answer to that, and the answer would be we
probably couldn't get behind an effort like that,
and the reason being it wouldn't cover all
businesses. It would be about certain businesses,
and we can't be looked at like, oh, we favored
these guys; we gave them advertising. We
contributed money for advertising for company A,
company B, but not company D, so we would probably

as a board vote not to do that because we don't
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want to show favoritism towards any particular
businesses.

MR. FRADIN: Right. The chamber -- and I've
been participating with the chamber for many
years. There are a lot of service providing
businesses. Quite a few of them are home based.
There is a large membership that's not Bartlett
based businesses, so, you know, the next
promotion that we do on cable will be basically a
dining ad to promote eating and drinking
estapblishments in the town, so we would like to
promote them regardless of their chamber
membership; and, like Mike said, I don't know if
that's something they're willing to entertain or
not.

MS. SMODILLA: And that would be an
advertisement then that would promote all eating
and drinking establishments in RBartlett?

MR. FRADIN: I'm not going to say all.

MS. SMODILLA: Well, that's part of the sticky
wicket that we get into.

MR. FRADIN: Yeah. It's going to be a cross
section of unigue places.

MR. PETRO: You know what I thought was
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interesting, and I don't know how long it's been,
but TL's has had that sign up on 58; and I know
when it first went up, Sean was a little bit
hesitant. I don't know if anyone's driven by it
recently, if it's still up there.

MS. SMODILLA: At 59 and Irving?

MR. PETRO: Yeah,.

MS. SMODILLA: 1It's very effective.

MR. PETRO: So, you know, I have no idea, but
it seems like it's shown itself to be effective
for just one store‘to go out on their own on 59
and Sean's place is not that big of a restaurant
really.

MR. FRADIN: Right, that's what came to mind
when we were talking about the businesses that
may contribute. Sean, the owner of TL's, he's
always been one of the best business people in
town in marketing his business. He happens to
have told me that that billboard costs
approximately $5,000 per month, so that's a laxrge
marketing expenditure that he's done for guite
some time. It's not always there, but it's been
there for periods of time over the years, and

he's always told me that he's always noticed a
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good increase 1in pusiness when he does have that
up there.

MR. PERRI: So 59 and West Bartlett Road,
Tony, would you say the level of interest in this
parcel that we're talking about here is at =
higher level than it's usually been in the past
or lower level interest-wise from getting done
something going on?

MR. FRADIN: I think it's the same, but in
terms of this as a five-year marketing plan, the
interest was raised a little bit when they
started leveling the site and removing the top
soil. I believe that the interest will increase
again as the road improvements get under way.

We've spoken about it for guite some time
here whether or not the entire economy is
improving, whether sections of the economy Or
various classes of real estate like industrial
real estate or residential.

This site hasn't become necessarily more
attractive for commercial use, but a bulk of the
site will mostly develop residential for that
particular corner that I was talking about, and I

do believe that that site is becoming more
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attractive for them, so kind of a two-way answer.

We've been working together trying to
target retailers to come in and the interest has
not been great. This site is also in Cook County
and I'm talking about the northwest corner in
particular.

MR. PERRI: Right.

CHAIRWOMAN GREEN: From the target medical
uses, is that just like small doctors' offices or
could that possibly be a facility?

MR. FRADIN: That's somewhat of a general
statement, I know. In my thinking, it would be
more of a larger facility because the site is
undeveloped. 1It's a very high profile site., T --
You would really need a crystal ball to see
exactly what size and scope of a medical facility
might come to that site, but I'm not thinking
something =- I shouldn't speak for Paula, but not
like a whole hospital, but a larger medical
complex perhaps, larger building, possibly a
multi-story medical building.

CHAIRWOMAN GREEN: With like several doctors
or a group of doctors perhaps?

MR. FRADIN: I would say perhaps,
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1, CHAIRWOMAN GREEN: Yeah.

2 MR. FRADIN: 1It's one of the types of uses

3 that we still get inquiries on. A lot of the

4 larger health group systems are still in

5 expansion mode. Unlike retailers, the medical

6 industry seems to have continued expanding and

7 that's -- I'm not going to say it's a highly

8 likely use for that corner, put it's a potential
9 use for that site.

10 MS. SMODILLA: Well, with the understanding
11 that, you know, one of the reasons we're looking
12 at developing these vacant parcels, how does a
1.3 medical-use facility, how does it impact our tax

14 base?

15 MR. FRADIN: It impacts it in the same way

16 that a retail use would, obviously, without the

37 sales tax. There would be -- number one would be

18 the ease or convenience for residents who use 4y

19 Another one would be raising the daytime

20 population in terms of jobs that would be created.

21 They're typically better jobs than retail jobs.
22 of course, if the site is developed, they would
23 be another large taxpayer in the village; and if

24 it was, say, a large medical complex, that
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complex in itself wouldn't hecessarily create any
further burden on taxing districts for -- it
would be employee based. It wouldn't create
additional students or necessarily park or
library users, although I work in town and I use
the library quite a bit, but basically it would
be another large part of the tax base with the
big exception of not Creating any retail sales
tax directly. Perhaps if they had a hundred
employees, those hundred employees might patronize
local businesses and then help boost them.,

MS. SMODILLA: Sure. So really the comment of
targeting medical uses and marketing efforts for
that corridor, that's just kind of a we're
kicking the tires and we're thinking about it
right now? We're not -- there is not a very
specific effort for that?

MR. FRADIN: That's a good way to put it,.

MS. SMODILLA: Okay.

MR. FRADIN: We're not going out necessarily
contacting the big medical offices or health care
Systems, but we wish for this marketing plan to
incorporate that possibility or at least to be

open to it.
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MS. SMODILLA: Thinking about that and thinking
about the opportunity that a medical -- a medical
facility -- the opportunity that a medical
facility would bring to the greater Bartlett area,
why -- and again, I don't want to backpedal to
other districts just for the sake of backpedaling,
but wouldn't it behoove us to maybe think about
the downtown area as an opportunity for medical
use development and Gorski plaza being one of
those? We've got a pretty stable infrastructure
already, and certainly Gorski plaza does need
some remediation, but I think in terms of really
looking at these goals we have of boosting
daytime census tO the downtown area, which we
know is underutilized during the day for the most
part, wouldn't it pbehoove us to really think
about a very fortified marketing plan to target
those particular pusinesses that are in
healthcare?

MR. FRADIN: That could be =-- that should be
part of this marketing plan.

MS. SMODILLA: Quite frankly, I think that -=
you know, if I'm going to go and see my doctor, I

really don't care where my doctor is at. It
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doesn't need to be at a major retail intersection
the way Stearns and 59 would be, but Gorski plaza
it could become a destination for those that are
looking to utilize healthcare services; and
again, I'm just reflecting a little, tiny bit on
what's going on with the transportation oriented
district steering committee. There is a new
concept called Medtail where more medical
facilities are actually going in to retail --
traditional retail spaces; and, again, with --
again, with remediation for not just the interior
of the space, but certainly for what they would
need for fiberoptics or digital imaging, so I
just think it would be a great opportunity for us
to maybe think about that in more detail.

MR. FRADIN: That's a good idea. I hear that
term Medtail a lot at ICSC. Years ago it was
just all retail all the time. Now I do hear that
a lot.

One of the reasons it ended up in this
section of the marketing plan, rather than
downtown, a lot of times -- let me backtrack and
say I'm not an expert at medical retail -- or

Medtail development, but usually it's the group
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themselves that drive the development. Typically
they call with their own criteria; and all the
ones I1've spoken to or learned of over the years,
none of them really fit that footprint of the big
empty grocery store. It's 32,000 sguare feet.
They typically want to either build their own,
build to suit you would say, OI have something,
I'm going to use guotes, as a higher image
center, so the last one that I've spoken with
that had some interest in constructing their own
facility, I was trying to get them to consider
the vacant Dominick's space because it was closer
to that size, which is approximately twice as big
at Gorski plaza. I believe that an expanding
medical group would be reluctant to go into that
space, but it's something that if something comes
in and they're smaller, 32,000 sguare feet or
smaller, should consider Wit

MS. SMODILLA: And I agree and T think one of
the benefits that that space would have to a
medical facility is the fact that they are within
close proximity to the Metra station, so they
would certainly have the opportunity to attract

pcople coming from as far away as Elgin or even,
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you know, some of the other suburbs that are to
our east.

I can only imagine the story that we could
create for them by saying we've got this great
space. We're right on the Metra. They've got --
most medical facilities have vans that they use
to transport, so I think it would be a real boon
even to the senior or, you know, the aging
community, certainly those with disabilities, that
may not have their own transportation for them to
use something like public transportation and have
a shuttle that would take them over there.

MR. FRADIN: So you feel we should add a
similar bullet point to the downtown marketing?

MS. SMODILLA: I think it would be terrific if
we were to start to speak to some of these other
healthcare providers, whether they're in the
traditional large group healthcare providers,
like an AMITA or Northwestern or Rush Copley, T
know there is many, many =- 1 think it's because
of the advent of the merger in healthcare
facilities that they're looking for more of these
smaller, specialty-type facilities, and I think

to have that where you're in close proximity to
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public transportation, I think, would be a real
asset to them. That's just my feeling, but,
again, under the heading of boosting daytime
census.

MR. FRADIN: That would be a good way to do it.

MR. PERRI: Couple weeks ago I had the
opportunity to sit down with the owners of the
Bartlett Plaza property and discussed with them
what they thought could be done with that
property; and the conclusion after talking about
different ways to go about it, I think what they
decided that they're going to knock the property
down because they're paying for that property in
taxes with a building that's empty and they've
been trying to rent that for, I don't know, ten
years, so they're seriously considering just
knocking it down and maybe building & smaller
building.

MR. FRADIN: They've spoken with me about that
possibility before. From a Village standpoint,
we've always been supportive if that's the tactic
that they want to take. It may make their site
more marketable, as you mention, to knock down

vacant 32,000 square feet. That itself could
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become an outlot building where a retailer could
build a stand-alone building or perhaps a
restaurant or a drive through restaurant, so
that's something that they've spoken with me
about before, but ultimately it's going to be
their decision and what's in their own best
interests, but you're correct, the taxes on the
Cook County, which we're talking about with
Bartlett Plaza, they're onerous, so that might
be -- so that might ultimately become their best
option.

MS. SMODILLA: Well, whether that's the option
or the existing space is remediated, I think we
can all learn a lesson from the Hanover Park
parcel at the northeast quadrant of Irving Park
and Barrington. There was a former Dominick's
there in kind of a nondescript strip mall and
that was raised in favor of the Menards going in;
and you seen really an increase in retail traffic
in that area and, you know, it's certainly become
a much more attractive retail destination as a
whole, so perhaps, again, we could look to what
Hanover Park has done with their interested

developers.
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MR, FRADIN: Absolutely.

CHAIRWOMAN GREEN: Okay. Is there anything
else on West Bartlett Road and 59 before we move
on to Lake Street?

All right. Tony, you want to lead us
through Lake Street?

MR. FRADIN: Yes. Thanks, Cecilia. The Lake
Street marketing plan it's a little different
than some of the other ones we've gone over So
far, but the first one remains the same, to
continue the use of traditional advertisements,
newsletter, and sccial media to promote new and
existing businesses.

Second point is something we've been doing
here for years, maintaining a database of
available commercial sites and the owner and
broker information for those sites.

Third is to continue to market sites to
attract desirable users at the local, regional,
and national levels, and Lake Street is actually
a good mix of all three; you've got nationals
like Dunkin Donuts there, you've got regional
like some of the automotive service businesses,

and you have local -- you have some stand-alone
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mom-and-pop shops as well,

Continue to shop local efforts is the next
bullet point.

The next one after that is unique to Lake
Street, target car dealerships, hotels, and retail
uses in marketing efforts, that's the first
mention of car dealerships and hotels in this
document.

Next one is to participate in
International Council of Shopping Center shows to
promote the sites; and the last one is to
communicate the value of access improvements,

So you see with Lake Street there's a wide

mixture of uses. It's an interesting area because
it goes in and out of Bartlett. Some of it is
unincorporated. It goes into Streamwood in some

parts, so the future marketing of Lake Street is
a conglomeration of a lot of the other sites as
well, with the addition of the possibility of
attracting car dealerships and hotels to this
site.

And with that, I open the Lake Street
corridor up to your comments and questions.

MR. PERRI: How would the Village be open to
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possibly putting in improvements on Lake Street
to get it ready for a business to go in there,
rather than waiting for a business and then you
have to put the improvements in which take more
years?

MR. FRADIN: It would be hard to answer that
sitting here, but T would say it would depend on
the size and scope and nature of the business.
1f it was a large business, something like the
Elgin Toyota that's going in right past the
border in Streamwood, I would say that that would
be a likely scenario. If it was a larger hotel
or something of that nature, but a lot of the
development you've all seen that has come into
Lake Street is typically on a piece-by-piece
basis. Like I said, some of them are Barllett in
some parts and then going in unincorporated
areas. Tt's a challenging area to develop, so I
would say that, of course, we would work with a
developer to put in the road improvements, but in
terms of putting them in before a development,
that would basically be like Route 59 based upon
state funding.

MS. SMODILLA: Do you know what the status of
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the vintage real estate development is with the
board at this time? Apparently they're proposing
a multi-unit, mixed-use development. I believe
it's Sutton, Lake, and Horizon, which is going to
be luxury rental apartments and retail.

MR. FRADIN: That's correct. That one is
still in the making. I would characterize it as
the due diligence phase. There is some
Village-owned property in this proposed
development, so that's another wrinkle into it
where at some point the Village would have to
determine if the Village is going to sell it, how
much the Village would sell it for, but that's a
good question because that is -- that could be a
keystone project to spur development of that area.
I'm hard-pressed to remember the exact number,
but it's over 400 apartments proposed with a
limited amount of retail; and the retail T've
seen on the concept plan can best be described as
supporting the apartments themselves, like a
health club facility, a drive-through coffee
shop. I believe there might have been some type
of banquet space or rentable building space for

the apartment units, but that is still a project
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1 that could potentially move forwaxrd.
2 CHAIRWOMAN GREEN: Why is this the only place
3 that hotels are mentioned and not on West Bartlett

4 Road and 597

5 MR. FRADIN: That hotels are mentioned?

6 CHATRWOMAN GREEN: Uh=huh.

7 MR. FRADIN: The reason for that is in my

B attempts over the years to attract a branded

9 hotel to the village, most of them -- not most of
10 them -- all of them have taken more of an

11 interest in Lake Street simply due to the high

12 traffic counts and the nature of the street that
13 goes through, you know, many communities. It's a
14 highly traveled route, but that's actually a

15 good —-- I think that's a good point that that

16 could be another bullet point to the West

17 Bartlett Road and Route 59 marketing plan just

18 pecause the large size of the site; and if that

19 develops before the Lake Street sites do, that

20 could become an attractive location for a hotel
21 as well. That's a good point. We would be open
22 to it. It's just when we -- when we have a
23 conversation with a hotel developer, they're

24 typically drawn to the Lake Street corridor.
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CHATRWOMAN GREEN: Of course that's cloeser to
Elgin-0O'Hare.

MR. FRADIN: That's the main reason, along
with the traffic counts.

MR. PERRI: Tony, the car dealership on Lake
Street I think would be a great asset to the
village because it would bring in tax revenue.

Is the Village doing anything to get a car
dealership interested in the area there?

MR. FRADIN: Well, so far it's been my own
marketing efforts. Occasionally through a broker
or another colleague, I'll find out that a
smaller dealership may be looking around; and,
for instance, I've reached out to twe of them in
the past six weeks or so, but they're smaller.
They're not -- it's not a Honda. 1It's not a
Toyota or a Chevy. They're used car dealerships
in the area that may be looking to expand, so
targeting car dealerships is hard without already
having them, but having the Loquercio Group build
Elgin Toyota in close proximity to the village
could be the starting point of bringing that area
to the attention of other car dealers; and there

is also the chance of new brands perhaps coming
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1 onto the market and that's something that we may
2 pe able to compete for. So far it hasn't really
3 been done very much besides some smaller used car

4 dealerships.

5 MR. PERRI: You think it might be a good idea
6 to contact a big dealership like Honda or Hyundai
7 or somebody like that?

8 MR. FRADIN: Much like restaurants, they're

9 franchises, so if you want to contact Honda, for
10 instance, you might contact somebody like the Bob
11 Rohrman Group who's got a number of dealerships
12 or the Jacobs Twin dealerships. I've only spoken
13 to a few in my ten years here, some of the larger
14 dealerships, and they're very, Vvery reluctant to
15 go where there isn't already an auto row. They

16 don't want to be there by themselves. That's why

17 this is becoming part of this future marketing

18 plan because instead of saying yes, you'll be out
19 here by yourself, you'd say, well, no, there is a
20 new Toyota dealership nearby. We've all gone car
21 shopping and you don't want to go to two or three
22 dealerships in a row on Golf Road, like where

23 I've gone, and then drive another 15 miles to

24 another dealership. A lot of times car
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dealerships tend to cluster. Just like the food
businesses are clustering out in the Brewster
Creek Business Park, car dealerships are a
classic type of business that cluster together,
but it's something we would like to target.

MS. SMODILLA: Well, it seems like if we're
going to do that, our opportunity in the western
Lake Street area is very limited. Those parcels
are not conducive to car lots unlike an eastern
Lake Street. Just west of North OCak Avenue on
Lake Street looks like there is a fairly large
parcel that would be conducive to that, but even
that aside, you know, is this something -~
especially as it relates to the -- this Lake
Street corridor, isn't there some low hanging
fruit that we could address, such as the strip
mall at Lake Street and North Oak Avenue.

I don't know what the relationship that
the Village has with the owner of that, but it
is -=- the parking lot is abysmal on its very,
very best day., The =-- they've got some quality
tenants in there, and I also know those quality
tenants are complaining about some of the other

current tenants. I don't know what can be done
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to perhaps encourage them to clean up their
space, wash their sidewalks. Perhaps the Village
could enforce code as it relates to one business
in particular that's operating illicitly, but I
think that is one of the gateways to the village
of Bartlett. I think we could do a better job in
just cleaning up the existing shopping centers
that we have.

MR. FRADIN: I agree. This is obviously a
question I would hand over to Jim if he was
sitting here with me, but at Oakfield Plaza, our
Village has done quite a bit of code enforcement
on that center. We agree it's not the most
attractive center in the village. 1In the time
that I've been with the Village, I'm going to say
that it's transacted three or possibly four
times. It tends to sell every two years oxr SOJ
and for the most part, our code enforcement has
had them either in court or giving them citations,
and you named the main thing, the parking lot;
also, the facade, broken signs, and all types of
code violations there over the years.

The good news is that the current owner

has been more receptive than some previous
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owners. They've worked with our code enforcement
people to bring it up to code. They haven't
completely remodeled it obviously, but I think if
you go by there and take a look, you'll see that
it looks better now than it did a few years ago.
The current owners have been working more closely
with code enforcement. You're right, you hit on
some major points with that. That particular
center has been an eyesore over the years and
it's one that the Village works with the current
owners to bring it up to code.

MS. SMODILLA: Well, T think --

MR. FRADIN: Let me say one more thing. Like
you said, there are some very good tenants in
there. There is a great Mexican restaurant,

El Faro. The Goodyear is not necessarily part of
it, but I've been taking my car there for years,
The Village takes the Village cars there. The
7-Eleven on the corner has been there. The Dairy
Queen in the outlot building, the pizza place.
There has been some very good businesses that
have been there for a long time and there has
been other units where pecople just come and go,

S0 you're right, that should be maybe another
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bullet point in this marketing piece is just -=
I'm not sure exactly how to phrase it besides to
continue working with code enforcement with
property owners perhaps.

MS. SMODILLA: Well, I agree. I think
particularly since when you have a blighted
retail area directly across from the sign that
welcomes you to Bartlett, I think it's a little
bit of a black eye for us. Again, I think
particularly when you think about the amount of
traffic that you get at the intersection of Oak
and Lake Street. I mean, these are people that
are coming eastbound and westbound from various
communities, so when you see the sign Welcome to
Bartlett and you see, You know =--

MR. FRADIN: I agree with that. OQur recently
retired, long-time Code Enforcement Officer Tony
DeMartino was working with the shopping center
owners on that center continuously and was there
at least once a week, would take a hundred
photographs at a time, mark all the code
violations, and then send it to them; and I'm
going to use the word work with them because a

lot of the jobs they had to do were seasonal.
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This gets out of my particular area of expertise,
but I know that they would put together a budget,
you know, where they would fix the parking lot
during the warmer months, where they might paint
something after that, but they were continuing to
bring that up to code; and if any of you are ever
there and witness anything that you think may he
a code violation, you don't need to hesitate to
let us know, so that -- you're correct, that's an
important gateway into the village on Lake
Street. It needs to look better.

MS. SMODILLA: Thank you.

CHATRWOMAN GREEN: Before we leave the
marketing plan, maybe, Tony, you should go over
the key performance indicators that you've come
up with that we asked for last time.

MR. FRADIN: Right. I have to backtrack on a
few. I believe you're talking about the Brewster
Creek Business Park site?

CHAIRWOMAN GREEN: No. The memorandum.

MR. FRADIN: Oh, thank you. Yeah. I met with
Paula about this and the EDC wanted some
performance indicators with this plan and she

submitted two for your review. One is to maintain
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an occupancy rate of over 85 percent and the
second one is to increase available space in
pusiness and industrial parks by 15 to 20 percent.

The second part of this memo that Paula
submitted for tonight was at six and 12-month
intervals to report back to the EDC the status of
key economic indicators; and those include-the
EAV, meaning the equalized assessed value, of
business and industrial parks, the number of
advertisements placed, the number of contacts
resulting from outreach efforts, the number of
new businesses, the increased sales Tax revenue,
and the vacancy rate in downtown and other
commercial locations, so we felt that those would
be appropriate economic indicators to bring back
to the EDC to see if it's working, at least %
the efforts out there, to continue making these
contacts.

Like I said before, some of these are
beyond the Village or a staff person's control,
such as the equalized assessed value of a space
or a business park because those fluctuate year
by year, but number of advertisements. We often

talk about advertisings and I haven't been
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bringing them to the EDC while we've been going
through this marketing plan, but we've continued
advertising the business park. We have the
coupon insert in the Bartletter this next month.
We have cable television ads we've been working
on. So we've been very actively advertising what
we have and number of new businesses is something
we always talk about also.

We've had a number of closures recently,
so we should mention those as well, but these are
the performance indicators we propese bringing
back at six-month intervals.

MR. SOBEL: Tony, I've got a few questions on
those.

MR. FRADIN: Yeah.

MR. SOBEL: For the maintaining an occupancy
rate over 85 percent, A, do we have a current
benchmark? What is the number; and, B, how is
the number computed? Is it based on the number
of buildings occupied? 1Is it the square footage
occcupied? What's the definition of occupied and
all the inputs into that?

The second bullet point is increasing

available space in business and industrial parks
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by 15 to 20 percent. Again, do we have a
benchmark, a place to start, so we can say, hey,
today it started at X number and tomorrow it's at
B?

And then a couple quick comments about the
6- to 12-month intervals. I guess, how 15 1
advantageous to track the number of advertisements
placed? Wouldn't it be better to track the ROI
of an advertisement or of all of the
advertisements? I mean, just throwing money at
advertisements doesn't necessarily bring in
money.

CHATRWOMAN GREEN: Or at least the number of
inquiries from that.

MR. SOBEL: Right. You have to find some way
to find the benefit of doing those additional
advertisements. Like Cecilia said, maybe it's
not monetary; it's number of inquiries. You
know, if it increases the number of inguiries,
that's important.

MR. FRADIN: That's a good point. I'1l work
backwards on your question. With the ROI for
advertisements, I've said for years I'm not =-

I've never seen one particular metric that will
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tell everything. I mean, shopping and dining
will tick up in December typically, and I den't
want to attribute that to doing dining ads in
Bartlett, but I think that's something that we
can all say is supportive of it.

People who call -- a good example of that
is our ongoing advertisement in Chicago Industrial
Properties magazine. Scmetimes people will call
and say they saw it in that magazine or that
publication, but if your typical industrial real
estate broker calls inquiring about space, we
haven't asked over the years too much well, how
did you hear about it, was it through an ad, was
it just through knowledge, was it through going
on CoStar or LoopNet? For the -- a lot of the
leads for the spaces are generated through search
engines. CoStar and LoopNet are the two big ones
that are used in industrial real estate, so I'll
say that's why we just said the number of ads
because it may be difficult to gauge if a certain
project was generated through an ad or by some
other means. The ones that would call and say
they saw it througﬁ an ad, those are very few,

but there are some that do call and say that.
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1 The other guestions you asked about

2 benchmarks, the occupancy rate, 85 percent is a
3 real healthy rate, and you're never really going
4 to attain 100 percent cccupancy: but 85 percent

B is actually maybe a little higher than it would

6 even normally be in a healthy economy, but, I

7 mean, the goal is always 100 percent, but I would
8 say 85 percent would be a good goal for our

9 pusiness park for something once it's built out.
10 For our downtown district that would be a
11 good goal too, but we're a very long way from

12 that:; and that's your second part of thatl

13 guestion, 1is typically it's calculated based on
14 square footage. Now, when we had a meeting this

15 past Wednesday night about our downtown, the
16 downtown consultants they gave a lower downtown

17 vacancy rate of about 15 percent, but they said

18 that they based it con a number of storcfronts, so
19 the best example for that in downtown is the
20 vacant grocery store. It's 32,000 sguare feet.

21 The vacant Ace is 10,000 square feet. The flower
22 shop moved out, that was about 3,000 sguare feet,
23 so that's over 50 percent of Bartlett Plaza

24 vacant, the way I look at it, and that's based on

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833



10

11

12

13

14

35

16

17

18

18

20

21

22

23

24

Page 41
square footage.

Another way you could look at it is you
have 18 businesses and only three empty, so the
vacancy rate is somewhere around 80 percent, 90
percent, Typically, in the real estate
profession, and in the economic development
profession it's always looked at based on Square
footage. If you have a building that's 100,000
square feet and it's divided into two and there
is a 1,000-square-foot vaping shop and there is
99,000 sguare feet of empty space, to me that
building is 99 percent empty, but another way to
look at it would be it's 50 pexcent vacant,

MR. SOBEL: That's why I was asking for
clarification of the definition.

MR. FRADIN: Right. For this definition,
we're basing it on square footage,

MR. SOBEL: Okay. Thanks.

MS. SMODILLA: So if we're at 50 percent
vacant in the Bartlett Plaza, are you saying that
we're really going to start marketing that
particular parcel to come up to 85 percent?

MR. FRADIN: No, that's a general indicator.

This isn't particular to Bartlett Plaza. It was
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my understanding it was more geared towards the
business parks.

MS. SMODILLA: That's not clear to me, so —=

MR. FRADIN: I'll ask her to clarify that.

MR. PETRO: I would think with what Bob shared
that they might be wrecking it to start to --

MR. FRADIN: Right. I mean, just to play
devil's advocate, if Lucky Jack's were to be
demolished and the vacant grocery in Bartlett
Plaza were to be demolished, the vacancy rate in
downtown would plummet and the occupancy rate
would skyrocket over 85 percent just by that, so
I mean, vacancy rate and occupancy doesn't tell
the entire story of everything, but it's
pasically the best performance indicater. Number
of businesses, of course, pbeing another one. I
mean, if you have two new businesses open, but
six close, you might be better off just having
one business open and none close, SO that's
something that we felt would be good performance
indicators just to bring back to see if it's a
result of additional marketing of these spaces.

In some cases, it will be a direct result.

Like Brewster Creek Business Park, when we market
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it, people like it. The businesses are attracted
there. They like to take a look at it when
they're looking to expand, and we've been -- I
consider that we've been very successful
marketing that business park. Socme of these
other areas have been more difficult to market.

MS. SMODILLA: That's still a TIF district,
correct?

MR. FRADIN: Yeah. Brewster Creek is all
developed via TIF.

CHATRWOMAN GREEN: Okay. If there is nothing
else on the marketing plan, let's move oh to the
T=0=D..

MR. FRADIN: May I ask is the -- does the EDC
wish to bring back further revisions to a future
EDC meeting; or if we make those revisions, are
you ready to make a recommendation on it to the
Village board to adopt this as a marketing plan?

MR. SOBEL: I would like to see very well
defined KPIs for each part of the marketing plan.

MR. FRADIN: Can you repeat that?

MR. SOBEL: I would like to see very well
developed with definitions KPIs for each part of

the marketing plan.
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MR. FRADIN: Okay. We will bring back the
marketing plan for a future meeting then.

CHAIRWOMAN GREEN: So we'll see it one more
time before it goes to the Village board or not?

MR. FRADIN: Commissioner Sobel said he would
like to see better defined key performance
indicators, and do you have suggestions on those,
petter defined how?

MR. SOBEL: I can email you some feedback, if
you want.

MR. FRADIN: That would be great.

MR. SOBEL: Okay.

MR. FRADIN: And that goes for anybody on the
EDC to email or send us additions as you see fit.
MS. SMODILLA: Well, something else that I

would like to see in the -- in part of the
marketing plan is the -- is that staff would
crecate a robust databasc of those companies that
are actually making inquiries to vacant buildings
or parcels of land forx their use. I know we've
talked a little bit about SIC codes so that we
had -- we would have a better understanding --
the commission would have a better understanding

specifically of what types of businesses are
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making inquiries to come here, what districts
they're looking at coming into, and perhaps what
some of their criteria is for looking at the
village of Bartlett.

I know you've said many times, Tony, that
companies are looking for us to give them
something, but I think it would be very, very
helpful if we had a better understanding of what
types of _businesses those were, where they were
looking to bring their business to, and perhaps
even the size of the building or the parcel that
they were looking for, and then what types of
givebacks that they were looking for as well. I
think it's one thing to just £ill up the empty
space or the land that we have available for
development, but I think what's also important to
our residents is that we are attracting
businesses that are going to be contributing to
the tax base,

MR. FRADIN: OQkay. Thank you.

CHAIRWOMAN GREEN: And then last time we
talked about the time period for the marketing
plan. I think we talked about a five year, but

I'm not seeing that in this memo.
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MR. FRADIN: Yeah. There is a page that Paula
put in front of the whole marketing plan, Yyou
should have 1it, marketing goals by development
sites 2016 through 2020.

CHAIRWOMAN GREEN: Okay. All right.

MR. FRADIN: We're going to consider this a
five-year marketing plan.

CHAIRWOMAN GREEN: All right. So maybe that
and the key performance indicators too, that over
five years -- the goal at the end of five years
is to have an occupancy rate of 85 percent,
correct?

MR. FRADIN: That would be it

CHAIRWOMAN GREEN: Okay. All right. Let's
move on to the T-0-D. T know some of us were
there for the meeting and have gone to the
website and I just filled out the survey today.

MR. FRADIN: Thank you for doing that. The
T-0-D study has been another ongoing project for
staff and the Village. We pursued this as one of
the 24 recommendations made by the EDC back over
two years ago in October 2013. The Village
ultimately selected a consultant for this project

called SCB, that stands for Solomon Cordwell
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Buenz, and we've been working with staff from the
RTA, Metra, Village staff, and volunteers for a
steering committee.

Originally convened at Village hall back
on August 1llth. As you recall, SCB then held a
series of focus group meetings at Village hall on
October 13th and 14th, met with business owners,
representatives of various village organizations,
property owners, and representatives of other
taxing districts, as well as some downtown area
residents.

Following those meetings, the steering
committee convened for a second time on October
2lst. At that time we reviewed some preliminary
findings and discussed plans for the public
meeting, which was held last Wednesday, November
24th, at Bartlett Hills. I would estimate that
about 60 to 70 people attended that meeting.
There was a lively discussion and people had the
opportunity to go from table to table to make
recommendations, to put stickers on various areas
based on where they shop or where they thought a
good future development site would be or a

redevelopment site. People got to add one good
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idea on one of the tables where you could write
something on it, and it was a very interesting
meeting from 7:00 to 9:00 last Wednesday night.

The consultants have designed a webaite
for this project called partlettdowntowntod.com
to provide information. There is also a survey
on the website so that anybody can participate in
this process.

Staff will keep the EDC apprised of the
next steps, which include another steering
committee meeting coming up in January, as well
as a second public input meeting in February.
I'm going to tell you the tentative dates righf
now because nothing has been finalized, but the
next steering committee meeting is scheduled for
January 20th at Village hall and the second
community meeting, the one like we had last
Wednesday, that would be open to the public to
review the study and where the consultants are at
that time will be February 3rd, tentatively.
Once it's finalized, 1'11l send an email out to
all the commissioners. Commissioner Smodilla is
part of the steering committee as well. So

that's where we're at with that.
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It was a lot of public input, lot of
research going on with that, and a lot of things
that we're actually talking about in some aspects
with the marketing plan are parts of this downtown
T-0-D study. They're analyzing everything about
the downtown, daytime population, number of Metra
commuters and where they come from, calculated
the vacant storefronts. Like I mentioned, they
would count the empty grocery store just as one
vacancy, so the vacancy rate they reported was
lower than it would be if they based it on square
footage, but they're doing a fairly comprehensive
study of the downtown area.

Again, T-0-D stands for transportation
oriented development, so the focal point of their
study starts from the Metra station and how
people drive, walk and bike and travel in and
around downtown Bartlett.

Are there any questions for staff about
the downtown T-0-D study?

CHAIRWOMAN GREEN: They seem to be doing a
wide scope of work for the $125,000. I mean, are
they going to have overage of hours or how --

they've been certainly keeping track of what
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1 they're doing.
2 MR. FRADIN: Yeah, the way that grant works,
3 it's an RTA grant and the RTA will pay the first
4 $100,00 for this study and it's the intention not
5 to go over $100,000, but in order to proceed with
6 the study, the Village board had to adopt a
7 resolution to fund up to 25,000, so the maximum
8 it could go would be 125,000, so for instance if
9 the total study costs 110,000, the RTA would pay

10 100,000 and the Village would have to cut a check

11 for $10,000. It's the RTAs and Metra =~ they're
12 the drivers behind this program, but you're

13 right, 1 communicate with a person from the RTA
14 who -- I'm going to say they oversee the grant
15 for the RTA, and we'll start conversing soon

16 about the cost of it. We're well below it now,
17 but we're still in the earlier stages of the

18 study. Their goal is to conclude it by next May

19 or June.

20 CHAIRWOMAN GREEN: T just saw the number of
21 professionals involved and the scope and having
22 worked with consultants before I'm going like,

23 hmm, I hope they can get it done.

24 MR. FRADIN; They hired who I consider the top
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retail market analyst in the market. Her name is
Christine Williams and she's with the Goodwin
Williams Group; and you're right, a study by them
alone can =- I'm not sure exactly what it costs,
but I'm going to guess in the 20- to $30,000

range for that. They also have a transportation
consultant. A woman by the name of Cindy Fish.

If you want to look that up, her company is called
Fish Transportation Group, so you're right, there
is a team of consultants,

MS. SMODILLA: I would just like to add that I
happen to be == I think I'm pretty fiscally
prudent when it comes to studies like this; and
in the steering committee meetings, I can already
tell that the consultants that are on board with
this are lending a great deal of empirical
knowledge and data that they have picked up from
other communities that have similar issues, so I
think we're really benefitting on really the
experiences of previous communities, they're
bringing that to the table, so I think already
we're seeing some value to what they're bringing
to the community; and the reality is that the

study has basically already been funded through
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1 fuel taxes collected, so -~
2 MR. FRADIN: True. They beat out quite a few
3 other consultants for this. There were numerous
4 submittals. They had the most thorough by far.
5 T won't say by far, but they stood out above some
6 of the other submittals and were graded by &
7 number of people who graded the submittals
8 without comparing the grades to each other, so it
9 was a compilation of them receiving the highest
10 grades out of about seven consulting groups that
11 were competing for the Bartlett contract and some
12 others as well. They're very good.
13 CHAIRWOMAN GREEN: Good. Okay.
14 MR. PERRI: I happened to be there too; and
ES from my point of view, I was impressed with the
16 amount of information that they were gathering
17 from all different points of view, and it was
18 nice Lo see what they do with the information.
19 MR. KRALL: It will be very interesting to see
20 what the recommendations are in July.
21 CHAIRWOMAN GREEN: Exactly.
22 MR. FRADIN: We're all looking forward to that.
23 CHAIRWOMAN GREEN: Okay. Tony, any new
24 business to cover?
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MR. FRADIN: I just want to mention the
Brewster Creek Business Park luncheon or open
house, as I call it, November 19th at 12:30 p.m.,
1540 Hecht Drive, at the former location of the
Hitting Zone, which is now a 15,000-square~-foot
vacant space near the back of Brewster Creek
Business Park,. I want to thank Commissioner
Robert Perri for making the space available. I
email blasted out invitations to several hundred
pPeople in the industrial real estate market in
Chicago ~- in the Chicagoland O'Hare real estate
market and so far have about 50 RSVPs. Last year
we had about a hundred people, and I would
anticipate a similar number again this year, and
there are quite a few of the more prominent
industrial real estate brokers in the market are
coming, so we look forward to showing off our
business park again and hopefully working with
the broker and the owner for that building. The
broker happens to be Commissioner Perri and we
hope to fill that Space and reduce that vacancy
rate like we were taiking about.

MR. PERRI: All I can say is I have high hopes.

MR. FRADIN: I do too. So that's the 19th. L
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know a lot of you have RSVPed to me already that
you'll be attending, so I look forward to that.
That's the only thing I wanted to mention under
new business tonight.
You probably all saw it that D'licious
Crepes and Roti closed, also, on November 1st
unfortunately. It's not a new business, but it's
one less business in Bartlett Town Center.
MS. SMODILLA: And Clique Photography is gone
as well, so the space is open.
MR. FRADIN: Correct, so two additional
vacancies in Bartlett Town Center now.
CHAIRWOMAN GREEN: Any other gquestions oOr
comments from the commissioners?
If not, I'l1ll take a motion for adjournment.
MS8. SMODILLA: I move to adjourn.
MR. SOBEL: I second.
CHAIRWOMAN GREEN: It's been moved and
seconded to adjourn. We are adjourned.
MR. FRADIN: Thank you.
{Proceedings concluded at

g§:14 p.m.)
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STATE OF ILLINOIS )
) 8S.
COUNTY OF DU PAGE )

LYNN M. EVANS, CSR, being first duly
sworn on oath says that she is a court reporter
doing business in the state of Illinois; that she
reported in shorthand the proceedings given at
the taking of said meeting and that the foregoing
is a true and correct transcript of her shorthand
notes so taken as aforesaid, and contains all the

pProceedings given at said meeting.

LYNN M. EVANS, CSR
CSR No. 084-003473
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CHAIRMAN LEMBERG: Okay.

We have a call to

order for the Bartlett Economic Development

Commission meeting for the month of December 14,

2015.

Can we have a roll call,

MR. PLONCZYNSKI: Jerry

COMMISSIONER KUBASZKO:

please?
Kubaszko.

Here.

Cecilia Green.

Weir.

Robert Perri.

MR. PLONCZYNSKI:
MS. GREEN: Here.
MR. PLONCZYNSKTI: Donna
MS. WEIR: Here.
MR. PLONCZYNSKI:
Nayan Mehta.
Jeff Petro.
Tracy Smodilla.
Barry Krall.,.
MR. KRALL: Here.
MR. PLONCZYNSKI: Mike Sobel.
MR. SOBEL: Here.
MR. PLONCZYNSKI:

COMMISSIONER KUBASZKO:

the agenda would be approval of the November 9th,

2015 meeting minutes.

Do we have any discussion on the minutes

We have a quorum.

Okay. Next item on

Page 3

LYNN M. EVANS, CSR

lynnmevans@shbcglobal.net

630.664.5833



10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

Page 4

or do we -- can we have a motion to approve?

MR. KRALL: I approve.

COMMISSIONER KUBASZKO: Okay. Minutes are
approved for the November meeting.

MR. PLONCZYNSKI: Who seconded that? I didn't
hear that.

MR. SOBEL: I'11 second it.

COMMISSIONER KUBASZKO: Okay. Next item on
the agenda will be the continued discussion of
the marketing plan.

Tony, you want to pick it up from there?

MR. FRADIN: I do. Thank you, Jerry. You've
seen this marketing plan before you for the past
several months. Paula Schumacher is the
assistant village manager here at the Village of
Bartlett -- I should say the assistant village
administrator and she's the point person on this
project. The three of us, Paula, Jim, and
myself, have been working on this for about six
months and bringing it before you at the economic
development commission, listening to your
comments and suggestions, and incorporating them;
and what we have before you tonight is the latest

version of this, and hopefully a final version,
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but with that, I'm going to turn it over to my
colleague Paula Schumacher who is going to detail
some of the changes that have been made of late
to this marketing plan.
(Commission Member Nayan
Mehta arrived.)
MS. SCHUMACHER: Thanks, Tony. Nice to be
back with you guys again.

You have a few minor changes from your
last meeting in terms of the goals. Really just
one major one and that was adding the targeted
marketing for a healthcare use to the downtown;
and then the rest of the discussion was largely
around the key performance indicators and the
parameters that you wanted to use to, A,
establish those parameters, and then how you
would monitor them and what criteria you would
use; and so I tried to distill those things into
the list that you have before you and the 1list
that Mike sent to us. He had mentioned that he
had some in mind. He sent them to me and we put
them in the 1list.

One of the things that you had not

discussed -- I'm just going to jump down to No. 6
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because it wasn't anything that you had previously
discussed. You had talked about having some kind
of indication of whether or not the marketing
cfforts are successful and what we have on the
website is actually productive, and I talked to
our IT staff and they're able to generate a
report for me t+hat shows, you know, how long
someone's been on the site. It's a Google
Analytics report, you may pe you're familiar
with, and they can do that for our website. We
previously have not been able to do that, but
when we redid the website the last time around,
we're able to do that, so 1 added that as one of
the indicators.

The first one, the occupancy by square
foot, that was one of the things that you
discussed and also by units and buildings because
some areas lend themselves better to sgquare
footage while others lend themselves better to
being judged by their occupancy in terms of
puildings being full or storefronts being full.

The third one, number of businesses open
and closed, that's one that, you know, we've

seen. Tony tracts that on a regular basis and we
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report that out to the chamber on a regular basis
at the breakfast with the Village, that's always
one that we do.

Number of new employees within the area, a
gain or a loss.

Number of inquiries received and the
Source of the inquiry. This is another part of
your discussion from the last meeting about, you
know, how do we judge if this marketing effort --
these marketing efforts are actually bearing
fruit. We need to know where those inquiries
came from.

And the cost of the marketing efforts,
including staff time, that's fairly
straightforward.

And additional tax revenue generated or
lost, and that would be property tax, EAV, and
sales tax.

And then the -- once you have agreement
upon the key indicators that you would like us to
use, Tony and I will put together the baseline
that we'll use then going forward, gathering the
data to establish what we have now and then what

we'll be comparing to throughout the plan.
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MR. SOBEL: Question, paula. Will these key
performance indicators be measured for each
location grouping?

MS. SCHUMACHER: Yes.

MR. SOBEL: Okay.

MS. GREEN: How often would that be done?
Every six months, every year? What -- the
comparison.

MS. SCHUMACHER: some of that data, Yyou know,
we can do on a more frequent basis; and I think
some of it is more suited for annual, like the,
you know, businesses closed and open. You know,
you get a better sense of that in an annual
number, but I think a lot of the metric things
would be useful to have on a monthly basis. Tony
and I talked about some kind of a reporting
mechanism to the EDC that would be on a more
frequent basis on some of those things.

MS. GREEN: I could see that No. 6 you'd
probably want to compare monthly because you're
going to have peaks and valleys.

MS. SCHUMACHER: Exactly.

MS. GREEN: And that paseline would be set

when we agree or when the Village board says go
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ahead?

MS. SCHUMACHER: Oh, I think we would go from
the time that they said okay, but I think Tony
and I would want to start pulling together what
those things would be when you've established
what they are.

MR. SOBEL: Will you be going back in time at
all to show trending?

MS. SCHUMACHER: I don't know. Tony, how easy
is it to go back in time? We can probably go
back a couple of years.

MR. SOBEL: Maybe not even that far, but
anything back you can go will probably be helpful
for trending.

MR. FRADIN: Yeah, perhaps back a year. We've
been mentioning here that the occupancy rate in
Brewster Creek Business Park, in particular, has
dramatically improved in the last year, so, you
know, we could go back and determine what the
major vacancies were approximately a year ago,
and we know what those were. So I've mentioned
before I think the O0ccupancy rate in Brewster
Creek Business Park has probably gone up about 15

percent or so in the last year, maybe a little
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higher, based on square footage, SO We€ can go
ahead and do that.

MR. SOBEL: I would 1ike to make another
suggestion to add another KPI, one that would
track the number of new units or buildings that
were built, as well as the square footage added.

MS. SCHUMACHER: The number of actual
puildings, is that what you're saying?

MR. SOBEL: Yeah, the new ones built. So as
soon as they become occupiable, they would get
added into the list, but you would then be able
to show, okay, 50,000 square feet became
occupiable in this particular quarter or whatever
because that's also, I would think, an indicator
of success.

MS. SCHUMACHER: The transition from being
built to being occupied?

MR. SOBEL: No, just the overall growth. SO
if there was a million square feet available,
let's say, in the downtown district and all of a
sudden there is 1.1 million square feet available
in the downtown district, that's, I would think,
a successful thing.

MS. SCHUMACHER: Okay.

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833
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MR. MEHTA: 1Is there any criteria we are
considering from a revenue point of it? I was
just wondering if not the revenue of the
businesses, what's the Village excise tax or any
tax revenue that's been out of this whole plan.
So do we want to have that one of the indicators?

MR. SOBEL: Isn't that No. 8 over here?

MR. MEHTA: Compare it -- I mean, it is
additional. I mean, I was talking can it be
ratio-wise or percentage-wise like as you can see
based on occupancy percentage based on unit,
occupancy percentage based on square feet, this
would be purely an additional tax revenue, that's
correct, that would be good, but do we also want
to =-- to measure the efficiency compared to the
number of businesses. Sometimes business can go
down, but revenue can go up depending on the tyvpe
of business that may come in.

MR. KRALL: That would be easy to determine,
just increase as a percentile, so --

COMMISSIONER KUBASZKO: Any further discussion
on the key indicators or are we looking to approve
them tonight?

MS. SCHUMACHER: I would say I would look for

LYNN M. EVANS, CSR lynnmevans@sbcglobal.net 630.664.5833
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approval with these changes that you've expressed.

MR. KRALL: I would make a motion to approve
this plan.

MS. GREEN: 1I'll second it.

COMMISSIONER KUBASZKO: All in favor.

(A chorus of ayes.)

COMMISSIONER KUBASZKO: Motion carries
unanimously.

MR. KRALL: Excellent job, guys.

MR. PLONCZYNSKI: Thank you. We'll forward it
on to the Village board committee for their
review and then approval with your recommendation.
Thank you.

COMMISSIONER KUBASZKO: Okay. Tony, any
further discussion or are Wwe just going to
discuss key indicators tonight or are we going to
further discuss the downtown area? There are a
1ot of other supporting pages here.

MR. FRADIN: Yeah. There is one -- there is
another item on the agenda, No. 5, about some
cable television ads that we've queued up here
and we would like to show you.

I'm going to call this part of our

marketing plan, and we've discussed this many
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times over the years how one of our major sales
tax producing categories here in the village is
eating and drinking establishments, and we do a
lot to promote them, including on social media,
and we print a dining guide annually and
distribute it widely; and one of the tactics that
we're taking for this December is that we've
worked together with advertising representatives
from Comcast cable.

As you recall back prior to Heritage Days,
from mid -- I want to say from early August
through early September, we did some ads
promoting to come to Heritage Days; and this is
following up on our cable TV advertising campaign
to promote eating and drinking establishments in
the village, so these ads will be running --
actually, already started running earlier today.
They run for two weeks.

What we did this time was two separate
ads, and the first one I'm going to show you
tonight is dine in downtown Bartlett; and as you
would surmise, this promotes eating and drinking
establishments in the downtown area only, and

there's a second ad that I'll show you right
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after that. They're both 30 seconds, and it

promotes some eating and drinking establishments

throughout the remainder of the village not
within the downtown.

So the cost for these ads is total of
$2504.66. That is to run it on cable TV 594
times on Comcast and an additional 236 times on
AT&T U-verse. For 830 spots, it comes out to
about $3 even per spot. I do want to mention
that there is an additional 450 we're spending on
this. The first time we did the Heritage Days ad
it was $300 for the one ad, soO they cut us a
break this time and gave us two ads production
for $450. So I want to reiterate that these play
throughout major Comcast and AT&T channels.
They'll be running on the Food Network, CNN, FoXx,
HGTV, Discovery Channel, The Learning Channel,
and more.

This afternoon they sent me a schedule of
today and tomorrows; and as we learned last time,
they can run anywhere from 5 to 15 minutes before
or after their scheduled time. I don't spend a
1ot of time waiting for them to play, but once in

a while I do just to make sure I'm seeing it; and
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just so you know, later on they send a report of
all the times 1t actually ran.
So what I'm going to do now is hit play
and we're going to watch these two ads. As I
mentioned, they're 30 seconds each.
(Ad played.)

MR. FRADIN: That was the downtown ad. I'm
going to X that out and hope that the other ad is
there.

MR. PLONCZYNSKI: Could you hear it?

MR. SOBEL: Uh-huh.

(Ad played.)

MR. FRADIN: I just wanted to add that we
obviously can't fit every restaurant in town
within these ads, but we selected a good cross
section. Some of the ones we featured in the
downtown a lot of people consider the staple
eateries of downtown, places like Pasta Mia,
TL's, and JC's, that have been around for many
years, as well as some of the new ones, so
that's -- along with all our downtown discussions
that we do and the T-0-D plan and the marketing
plan, that one is obviously directly tied to the

downtown. Because we have just as many or more
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places outside the downtown, you can see the
cross section of the businesses that we selected;
again, some newer like the Smokin' Pit BBQ,
others that have been around for many years like
Moretti's and Silver Lake; and, you know, we're
doing this simply in an effort to raise
awareness. A lot of people don't know all the
variety of eating and drinking places here in the
village and we're hoping this attracts some new
customers as well.

So this is one of our marketing tactics
that we're using this month, and I don't know if
we'll be able to measure an increase in sales
during December or not, but I sent it -- I sent
links to these ads to all the restaurants that
are in them today and they all thanked us. They
thank me, they thank the Village, they thank the
EDC for doing this, so we're going to again in a
few months most likely bring up whatever the next
advertising campaign is that we're going to
pursue. Might be something specific to the
business park.

So I wanted to show that to everybody here

and see if there is any comments or suggestions
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on this.

MS. WEIR: By any chance are you going to
reach out to these restaurants after, you know
like a few weeks or so after the ads run to see
if they had any success? I mean, I know they
don't normally ask their clients or their
customers where they came from or how they heard
about them, but I didn't know if you might want
to reach out to them just to see if it was a
successful campaign. I think the commercials are
wonderful.

MR. KRALL: Actually, television, or this type
of advertising, is subliminal, so it's really you
drive by TL's and you remember the ad on TV
hopefully and they should see some type of
increase, even though they may not remember why
they went there.

MR. MEHTA: Is there any mechanism where we
would know what effect it was on the sales on the
walk-in clients or increase in people coming for
dining? Will we be able to have some information,
by any chance?

MR. FRADIN: What we get is a report on total

sales tax on a monthly basis. They're usually
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about three months behind. We get them from the
State. I think they just reported the September
sales just at the last Village board meeting.

One thing we can look up on the State
treasurer's website 1s there is a breakdown of
sales by category and that would be one of the
things when we establish this baseline in early
2016, that's one of the metrics we would be
bringing before you, but I can tell you
anecdotally from having looked at it over the
years, our eating and drinking sales, that's a
large percentage in the wvillage. 1It's not 50
percent, but it's more than a third, so that's
one of the largest sales categories in the
village, so we can see it's been fairly steady
over the years.

You know a lot of the restaurants have
opened, a lot of them have closed, and then a lot
of these that we're featuring have been there for
a long time. It will be hard to determine if
there was an increase in restaurant sales, but as
we've seen in a lot of -- I'm going to say we've
seen some restaurants close in the past couple of

years here. Some of the restaurants here that
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we're promoting could use some additional
marketing and they're not able to spend that kind
of money to get cable ads on their own or
billboard ads like TL's does, so that was the
impetus behind that, is to try to get their name
and logo out there. So it's kind of long answer,
but we're really -- this is part of branding the
village and raising awareness of all the places
that are here to eat and drink so somebody
doesn't drive right by two Irish pubs right here
in Bartlett to go to one out of town when we have
two of them listed right here, so that's our
strategy for helping to promote those restaurants.

MS. GREEN: Aren't they all kind of
independent? There are no large chains here
indicated in the --

MR. FRADIN: Yeah, with the exception of
Moretti's.

MS. GREEN: Moretti's has more than one
location.

MR. FRADIN: There is a few Silver Lakes, but
they're independent. There might be two or three
others. None of these -- yeah, we didn't put any

of the chain restaurants in this; and that's a
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1 good point, these are unique to Bartlett.

2. MS. GREEN: Right. I would think you could do
3 something similar with the retail. We don't have
4 a lot of retail, but we do have some in the

5 downtown and on 59 that are not chain.

6 MR. FRADIN: It's very limited when it comes

7 to retail, but --

8 MS. GREEN: But it certainly could fill up a

9 30-second commercial.

10 MR. FRADIN: Yeah, a 30-second commercial, of

11 course.

12 MS. GREEN: Be nice to have a shot in the arm

13 for those folks too.

14 MR. FRADIN: We have, as you all know, our
15 fiscal year goes from May 1st through the end of
16 April. We do have some more marketing money

17 available. Tf the EDC wants to suggest that we

18 put together an ad for -- honestly, it would be
19 late to do it for the holiday season, but if we
20 want to do one for early next year for specialty

24 retail, I would be glad to work --
22 MS. GREEN: Around Easter, you know, like a
23 flower shop would be looking at good sales then

24 and other retail as well.
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MR. FRADIN: Is that when you would =-- because

I would like to get some more feedback on that
too. Is that when you would suggest doing this,
would be towards mid March or --

MS. GREEN: March, early April. I think Easter
is early this year, but somewhere to catch the
spring shoppers.

MR. FRADIN: So not necessarily an Easter ad,
but shop in Bartlett this spring?

MS. GREEN: Right. Right.

MR. FRADIN: Yeah, I would be glad to work on
that and show you a 30-second ad or two in March
for that.

MS. GREEN: Okay.

COMMISSIONER KUBASZKO: All right. It appears
there is no more discussion on the marketing plan
and the cable television ad campaign --

MS. GREEN: I got one more question. I'm
sorry, Jerry.

Does channel 17 have the ability to run
video? Could this run on channel 172

MR. FRADIN: Paula is asking if it's

proprietary with Comcast and I would have to find

that out. They produced it, but I could find out
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whether the Village retains the rights to use
that because a lot of times I do put that on the
Facebook page, SO that's a good suggestion as
well. I think the technical capability is there,
of course, but we'll see if we can use it.

MS. GREEN: I haven't seen video on 17. I
thought we could have it, but --

MS. SCHUMACHER: I think we can do video on 1T

MR. FRADIN: I have a very good ad
representative that will usually get back to me
within minutes. 0f course, that's because they
hope to continue selling ads to the village, but
I can find out tomorrow if we can use it for a
while.

MS. GREEN: It would be good to run it at
least once on the Discover Bartlett too.

MR. FRADIN: Right. Thank you.

COMMISSIONER KUBASZKO: Okay. We'll move on
to the next agenda item, which would be new
business.

MR. FRADIN: I don't have any new businesses
to report this month. There is three that I can
think of that are still in the process.

MR. PLONCZYNSKI: It's a little premature, but
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tomorrow night Rana's -- about a
17,000-square-foot addition for Rana Pasta will
be approved, and the Village -- and they'll be
under construction very soon, so that's something
that we expedited as quickly as possible. Even
though we talked to them in March, they brought
in their plans in early November and said, yeah,
our panels are being delivered in mid December,
so we kind of worked through, plan commission.
approved it last Thursday and the board allowed
us to put it on the agenda for tomorrow night, so
they can have -- it will be offices and lockers
and that, make their employees -- because right
now their employees, like, eat their lunch on the
floor of production and outside in the halls and
they have meetings all over the place, so it will
be a nice addition to them; and hopefully they
will build a new building just west of there next
year, so they'll have two Rana buildings. So
that's what we're keeping our fingers crossed,
but that's the newest to the new business,

MR. FRADIN: Right. Thank you, Jim. The three
that I was referring to are still in the works.

I know one of them is a pizza restaurant that's
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been working on relocating just a mile or so from
one spot on Army Trail Road in Carol Stream over
here to Bartlett Square shopping plaza called
Pietanza's. I spoke with the owner last week and
their target date is late January at this point,
so I didn't want to sit here tonight and say it
would be open for next meeting, like I often say
of businesses, because 1 don't think it will be.
There is also a physical therapy business
coming to Westgate Commons into a unit that was
last occupied by the veterinarian clinic, and
another one we're working with is a Chinese
restaurant coming to the end unit over in Devon
Prospect Plaza. That's been vacant for gquite a
few years. I'm going to guess five or six years.
There was a bakery located there once upon a time
and it's located right next to Bracht's Place, so©
those again will be -- hopefully we'll put those
in the plus category in the first couple of
months of 2016, thus reducing our vacancy rate
and also increasing the number of units occupied.
3o those are three that we hope to add, I'm going
to say, in February or March. So that's all the

new business I have to report tonight.
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MR. MEHTA: That's good.

MS. WEIR: Is there anything happening with
Lucky Jack's at all?

MR. FRADIN: Lucky Jack's, there is nobody
pursuing redevelopment of it at this time. That
one is just sitting as8<is8, unfortunately.

COMMISSIONER KUBASZKO: Is that it, Tony?

MR. FRADIN: It is.

COMMISSIONER KUBASZKO: Okay. Well, final
item on the agenda would be adjournment.

If there is no further discussion about
anything else, anybody have any questions or --
Okay. Do we have a motion to adjourn?

MR. SOBEL: I make a motion to adjourn.

MS. WEIR: I second.

COMMISSIONER KUBASZKO: Okay. Motion carries.

MR. FRADIN: Thank you.

COMMISSIONER KUBASZKO: T take it everybody is
in favor, right?

(Proceedings concluded at

7:33 p.m.)
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STATE OF ILLINOIS )

COUNTY OF DU PAGE )

LYNN M. EVANS, CSR, being first duly
sworn on oath says that she is a court reporter
doing business in the state of Illinois; that she
reported in shorthand the proceedings given at
the taking of said * and that the foregoing is a
true and correct transcript of her shorthand
notes so taken as aforesaid, and contains all the

proceedings given at said *.

LYNN M. EVANS, CSR
CSR No. 084-003473
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LOCATION: DOWNTOWN

Goals:

Work with steering committee on development of Regional Transportation Authority-
Transit Oriented Development plan for downtown

Support community events that bring people to downtown

Continue shop local efforts (coupons, dining guide, special ads)

Continue use of traditional advertisement, newsletter and social media to promote
new and existing business

Develop relationship with local community colleges and universities to attract
graduates and encourage smaller, start- up businesses

Erect a larger, attractive wayfinding sign at the intersection of Route 59 and W.
Bartlett Road to better direct persons to the downtown area.

Target mixed use development, service industries and restaurants in marketing
efforts.



Demographic and Income Profile

228 S Main St, Bartlett, Illinois, 60103
Ring: 1 mile radius

Summary Census 2010 2015 2020
Population 9,294 9,500 9,703
Households 3,392 3,500 3,591
Families 2,485 2,546 2,601
Average Household Size 2.73 2.70 2.69
Owner Occupied Housing Units 2,803 2,826 2,895
Renter Occupied Housing Units 589 674 696
Median Age 38.0 38.9 39.7

Trends: 2015 - 2020 Annual Rate Area State National
Population 0.42% 0.21% 0.75%
Households 0.51% 0.26% 0.77%
Families 0.43% 0.14% 0.69%
Owner HHs 0.48% 0.18% 0.70%
Median Household Income 3.38% 2.80% 2.66%

2015 2020

Households by Income Number Percent Number Percent
<$15,000 207 5.9% 179 5.0%
$15,000 - $24,999 183 5.2% 129 3.6%
$25,000 - $34,999 230 6.6% 179 5.0%
$35,000 - $49,999 417 11.9% 387 10.8%
$50,000 - $74,999 618 17.7% 548 15.3%
$75,000 - $99,999 451 12.9% 475 13.2%
$100,000 - $149,999 759 21.7% 876 24,4%
$150,000 - $199,999 414 11.8% 558 15.5%
$200,000+ 221 6.3% 261 7.3%
Median Household Income $79,182 $93,482
Average Household Income $96,737 $110,981
Per Capita Income $35,625 $41,009

Census 2010 2015 2020

Population by Age Number Percent Number Percent Number Percent
0-4 600 6.5% 568 6.0% 561 5.8%
5-9 591 6.4% 639 6.7% 604 6.2%
10- 14 684 7.4% 618 6.5% 678 7.0%
15-19 672 7.2% 607 6.4% 562 5.8%
20 - 24 497 5.3% 547 5.8% 437 4.5%
25- 34 1,232 13.3% 1,269 13.4% 1,292 13.3%
35-44 1,368 14.7% 1,263 13.3% 1,411 14.5%
45 - 54 1,584 17.0% 1,494 15.7% 1,311 13.5%
55- 64 1,163 12.5% 1,337 14.1% 1,390 14.3%
65-74 503 5.4% 741 7.8% 950 9.8%
75 - 84 267 2.9% 260 2.7% 359 3.7%

85+ 133 1.4% 156 1.6% 149 1.5%
Census 2010 2015 2020

Race and Ethnicity Number Percent Number Percent Number Percent
White Alone 7,637 82.2% 7,663 80.7% 7,667 79.0%
Black Alone 316 3.4% 304 3.2% 292 3.0%
American Indian Alone 33 0.4% 33 0.3% 36 0.4%
Asian Alone 722 7.8% 841 8.9% 974 10.0%
Pacific Islander Alone 1 0.0% 1 0.0% 1 0.0%
Some Other Race Alone 377 4.1% 420 4.4% 468 4.8%
Two or More Races 208 2.2% 238 2.5% 265 2.7%
Hispanic Origin (Any Race) 1,060 11.4% 1,183 12.5% 1,334 13.7%

Data Note: Income is expressed in current daollars,

Saurce: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020.




Demographic and Income Profile
228 S Main st, Bartlett, Illinois, 60103

Ring: 1 mile radius

Trends 2015-2020

T 3
=
8 25-
o
ja
.C 2.‘
L 15-
(4
T 1
S W Area
£ 0.5+ [ State
< Ul USA
0
Population Households Families Owner HHs Median HH Income
Population by Age
14-
|r|I b
12 ) £l
L 104
[ =
g 8
& 5_ . i '1:!
i : !
“1TR : o . W 2015
24 B | - { ' ' 5 W 2020
| | | fl 1]
0-4 5-9 10-14  15-19 20-24 25-34 35-44 45.54 55-64 65-74 75-84 85+
2015 Household Income 2015 Population by Race
$35K - $49K 80
11.9%
$25K - $34K 70 -
$50K - $74K 6.6%
17.7% $15K - $24K N
5.2% 60
<$15K w50+
5.9% S
O 40
&
$75K - 99K $200K+ 30+
12.9% 6.3%
20+
$150K - $199K ]
11.8% 10
$100K - $149K O-J l B
21.7% White Black Am.Ind. Asian  Pacific Other  Two+

2015 Percent Hispanic Origin: 12.5%

Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020,




Demographic and Income Profile

228 S Main St, Bartlett, Illinois, 60103
Ring: 3 mile radius

Summary Census 2010 2015 2020
Population 98,534 99,836 101,297
Households 31,803 32,333 32,870
Families 24,832 25,099 25,429
Average Household Size 3.09 3.08 3.07
Owner Occupied Housing Units 27,168 27,107 27,500
Renter Occupied Housing Units 4,635 5,226 5,370
Median Age 34.8 35.7 37.0

Trends: 2015 - 2020 Annual Rate Area State National
Population 0.29% 0.21% 0.75%
Households 0.33% 0.26% 0.77%
Families 0.26% 0.14% 0.69%
Owner HHs 0.29% 0.18% 0.70%
Median Household Income 2.38% 2.80% 2.66%

2015 2020

Households by Income Number Percent Number Percent
<$15,000 1,526 4.7% 1,302 4.0%
$15,000 - 24,999 1,986 6.1% 1,399 4.3%
$25,000 - $34,999 2,016 6.2% 1,551 4.7%
$35,000 - $49,999 3,352 10.4% 3,041 9.3%
$50,000 - $74,999 6,280 19.4% 5,669 17.2%
$75,000 - $99,999 5,021 15.5% 5,572 17.0%
$100,000 - $149,999 7,431 23.0% 8,576 26.1%
$150,000 - $199,999 2,829 8.7% 3,580 10.9%
$200,000+ 1,893 5.9% 2,180 6.6%
Median Household Income $78,866 $88,717
Average Household Income $94,689 $106,327
Per Capita Income $30,761 $34,604

Census 2010 2015 2020

Population by Age Number Percent Number Percent Number Percent
0-4 7,570 7.7% 7,189 7.2% 7,063 7.0%
5-9 7,263 7.4% 7,655 7.7% 7,069 7.0%
10- 14 7,425 7.5% 7,252 7.3% 7,824 7.7%
15-19 7,253 7.4% 6,598 6.6% 6,569 6.5%
20 24 5,738 5.8% 6,194 6.2% 5,223 5.2%
25-34 14,380 14.6% 13,934 14.0% 13,677 13.5%
35-44 15,483 15.7% 14,953 15.0% 15,429 15.2%
45 - 54 14,999 15.2% 14,316 14.3% 13,750 13.6%
55 - 64 10,592 10.7% 11,881 11.9% 12,422 12.3%
65 - 74 4,815 4.9% 6,534 6.5% 8,050 7.9%
75 -84 2,254 2.3% 2,425 2.4% 3,202 3.2%

85+ 764 0.8% 904 0.9% 1,020 1.0%
Census 2010 2015 2020

Race and Ethnicity Number Percent Number Percent Number Percent
White Alone 68,539 69.6% 67,368 67.5% 66,259 65.4%
Black Alone 4,364 4.4% 4,254 4.3% 4,182 4.1%
American Indian Alone 750 0.8% 759 0.8% 810 0.8%
Asian Alone 12,936 13.1% 14,461 14.5% 16,060 15.9%
Pacific Islander Alone : 29 0.0% 34 0.0% 37 0.0%
Some Other Race Alone 9,294 9.4% 10,069 10.1% 10,832 10.7%
Two or More Races 2,623 2.7% 2,892 2.9% 3,117 3.1%
Hispanic Origin (Any Race) 25,487 25.9% 27,489 27.5% 29,712 29.3%

Data Note: Income js expressed in current dollars,

Source: U.S. Census Bureau, Census 2010 Summary File 1, Fsri forecasts for 2015 and 2020,




Demographic and Income Profile

228 S Main St, Bartlett, Illinois, 60103
Ring: 3 mile radius

Trends 2015-2020
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Demographic and Income Profile

228 S Main St, Bartlett, Illinois, 60103
Ring: 5 mile radius

Source:

Summary
Population
Households
Families
Average Household Size
Owner Occupied Housing Units
Renter Occupied Housing Units
Median Age

Trends: 2015 - 2020 Annual Rate
Population
Households
Families
Owner HHs
Median Household Income

Households by Income
<$15,000
$15,000 - $24,999
$25,000 - $34,999
$35,000 - $49,999
$50,000 - $74,999
$75,000 - $99,999
$100,000 - $149,999
$150,000 - $199,999
$200,000+
Median Household Income

Average Household Income
Per Capita Income

Population by Age
0-4
5-9
10 - 14
15 - 19
20 - 24
25 - 34
35-44
45 - 54
55 - 64
65 - 74
75 -84

85+

Race and Ethnicity
White Alone
Black Alone
American Indian Alone
Asian Alone
Pacific Islander Alone
Some Other Race Alone
Two or More Races

Hispanic Origin (Any Race)

Data Note: Income is expressed in current dollars,

U.S, Census Bureau, Census 2010 Summary File 1,

Census 2010
216,930
72,918
55,935
2.96
61,390
11,528
35.8
Area
0.21%
0.26%
0.19%
0.22%
2.36%
Census 2010
Number Percent
15,387 7.1%
15,373 7.1%
15,999 7.4%
15,754 7.3%
12,435 5.7%
31,023 14.3%
33,152 15.3%
34,411 15.9%
25,144 11.6%
11,202 5.2%
5,176 2.4%
1,873 0.9%
Census 2010
Number Percent
152,566 70.3%
9,347 4.3%
1,243 0.6%
31,230 14,4%
65 0.0%
16,675 7.7%
5,804 2.7%
46,529 21.4%

Esri forecasts for 2015 and 2020.

Number
3,448
3,898
4,607
7,859

14,669
11,580
15,937
6,966
4,730
$78,936

$96,578
$32,650

Number
14,530
15,630
15,414
14,077
13,358
30,414
31,953
31,650
27,981
15,510

5,619
2,115

Number
148,812
9,050
1,245
34,681
78
17,995
6,391

50,058

2015
218,252
73,694
56,183
2,95
60,903
12,792
36.8
State
0.21%
0.26%
0.14%
0.18%
2.80%
2015
Percent
4.7%
5.3%
6.3%
10.7%
19.9%
15.7%
21.6%
9.5%
6.4%

2015
Percent
6.7%
7.2%
7.1%
6.4%
6.1%
13.9%
14.6%
14.5%
12.8%
7.1%
2.6%
1.0%
2015

Percent
68.2%
4.1%
0.6%
15.9%
0.0%
8.2%
2.9%

22.9%

2020
220,522
74,666
56,713
2.94
61,580
13,086
37.9
National
0.75%
0.77%
0.69%
0.70%
2.66%
2020
Number Percent
2,952 4.0%
2,690 3.6%
3,539 4,7%
7,068 9.5%
13,066 17.5%
12,865 17.2%
18,330 24.5%
8,748 11.7%
5,408 7.2%
$88,699
$108,507
$36,778
2020
Number Percent
14,321 6.5%
14,463 6.6%
16,024 7.3%
13,829 6.3%
11,084 5.0%
30,269 13.7%
33,623 15.2%
29,554 13.4%
28,281 12.8%
19,165 8.7%
7,517 3.4%
2,391 1.1%
2020
Number Percent
145,594 66.0%
8,858 4.0%
1,312 0.6%
38,410 17.4%
90 0.0%
19,365 8.8%
6,894 3.1%
54,144 24.6%




Demographic and Income Profile

228 S Main St, Bartlett, Illinois, 60103
Ring: 5 mile radius

Trends 2015-2020
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LOCATION: ROUTE 59 CORRIDOR
=== AN RUUIE 99 CORRIDOR

Goals:

Continue shop local efforts

Continue to use traditional advertisement, newsletter and social media to promote new
and existing businesses

Maintain database of available commercial sites and owner/broker information
Continue to work with state Department of Commerce and Economic Opportunity and
Choose DuPage to promote Bartlett

Collectively market the Dominick’s site

Continue to market site to attract desirable users at the local, regional and national
levels

Participate in International Council of Shopping Centers

Promote improvements to roadway, work to assist businesses through construction
period

Target health/medical uses in marketing efforts



Demographic and Income Profile

Rt 59 & Stearns Road
IL 59, Bartlett, Illinois, 60103
Drive Time: 5 minute radius

Summary Census 2010 2015 2020
Population 18,181 18,284 18,540
Households 6,206 6,291 6,397
Families 5,171 5,214 5,284
Average Household Size 2.91 2.89 2.88
Owner Occupied Housing Units 5,795 5,812 5,902
Renter Occupied Housing Units 411 479 495
Median Age 40.1 41.0 42.4

Trends: 2015 - 2020 Annual Rate Area State National
Population 0.28% 0.21% 0.75%
Households 0.33% 0.26% 0.77%
Families 0.27% 0.14% 0.69%
Owner HHs 0.31% 0.18% 0.70%
Median Household Income 2.31% 2.80% 2,66%

2015 2020

Households by Income Number Percent Number Percent
<$15,000 279 4.4% 231 3.6%
$15,000 - $24,999 181 2.9% 119 1.9%
$25,000 - $34,999 240 3.8% 175 2.7%
$35,000 - $49,999 498 7.9% 430 6.7%
$50,000 - $74,999 921 14.6% 787 12.3%
$75,000 - $99,999 748 11.9% 690 10.8%
$100,000 - $149,999 1,516 24.1% 1,569 24.5%
$150,000 - $199,999 1,077 17.1% 1,389 21.7%
$200,000+ 831 13.2% 1,006 15.7%
Median Household Income $106,059 $118,862
Average Household Income $126,650 $145,355
Per Capita Income $42,379 $48,748

Census 2010 2015 2020

Population by Age Number Percent Number Percent Number Percent
0-4 1,089 6.0% 1,008 5.5% 567 5.2%
5-9 1,242 6.8% 1,268 6.9% 1,149 6.2%
10 - 14 1,527 8.4% 1,369 7.5% 1,426 7.7%
15-19 1,393 7.7% 1,294 7.1% 1,190 6.4%
20 - 24 861 4.7% 929 5.1% 757 4.1%
25 - 34 1,744 9.6% 1,905 10.4% 1,885 10.2%
35-44 2,781 15.3% 2,426 13.3% 2,567 13.8%
45 - 54 3,443 18.9% 3,209 17.5% 2,871 15.5%
55 - 64 2,473 13.6% 2,745 15.0% 2,949 15.9%
65 - 74 958 5.3% 1,422 7.8% 1,859 10.0%
75 - 84 465 2.6% 475 2.6% 672 3.6%

85+ 205 1.1% 235 1.3% 249 1.3%
Census 2010 2015 2020

Race and Ethnicity Number Percent Number Percent Number Percent
White Alone 15,183 83.5% 14,893 81.5% 14,679 79.2%
Black Alone 308 1.7% 336 1.8% 374 2.0%
American Indian Alone 35 0.2% 34 0.2% 36 0.2%
Asian Alone 2,043 11.2% 2,312 12.6% 2,627 14.2%
Pacific Islander Alone 8 0.0% 11 0.1% 14 0.1%
Some Other Race Alone 315 1.7% 360 2.0% 421 2.3%
Two or More Races 290 1.6% 338 1.8% 390 2.1%
Hispanic Origin (Any Race) 1,201 6.6% 1,371 7.5% 1,599 8.6%

Data Note: Income is expressed in current dollars,

Source: U.S, Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020,



Demographic and Income Profile

Rt 59 & Stearns Road
IL 59, Bartlett, Illinois, 60103
Drive Time: 5 minute radius

Trends 2015-2020
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Demographic and Income Profile

Rt 59 & Stearns Road
IL 59, Bartlett, Illinois, 60103
Drive Time: 10 minute radius

Summary Census 2010
Population 133,460
Households 43,258
Families 34,204
Average Household Size 3.07
Owner Occupied Housing Units 37,123
Renter Occupied Housing Units 6,135
Median Age 35.4

Trends: 2015 - 2020 Annual Rate Area
Population 0.29%
Households 0.33%
Families 0.26%
Owner HHs 0.30%
Median Household Income 2.46%

Households by Income
<$15,000
$15,000 - $24,999
$25,000 - $34,999
$35,000 - $49,999
$50,000 - $74,999
$75,000 - $99,999
$100,000 - $149,999
$150,000 -~ $199,999
$200,000+
Median Household Income

Average Household Income
Per Capita Income

Census 2010

Population by Age Number Percent
0-4 9,890 7.4%
5-9 9,989 7.5%
10 - 14 10,423 7.8%
15-19 9,889 7.4%
20 - 24 7,533 5.6%
25-34 18,173 13.6%
35-44 20,765 15.6%
45 - 54 21,641 16.2%
55 - 64 14,786 11.1%
65 - 74 6,359 4.8%
75 - 84 2,942 2.2%

85+ 1,068 0.8%
Census 2010

Race and Ethnicity Number Percent
White Alone 94,627 70.9%
Black Alone 5,288 4.0%
American Indian Alone 810 0.6%
Asian Alone 18,616 13.9%
Pacific Islander Alone 39 0.0%
Some Other Race Alone 10,580 7.9%
Two or More Races 3,500 2.6%
Hispanic Origin (Any Race) 29,757 22.3%

Data Note: Income is expressed in current dollars,

Source: U.S. Census Bureau, Census 2010 Summary File 1.

Esri forecasts for 2015 and 2020.

2015
134,929
43,896
34,513
3.06
37,026
6,869
36.3
State
0.21%
0.26%
0.14%
0.18%
2.80%
2015
Number Percent
1,970 4.5%
2,412 5.5%
2,726 6.2%
4,372 10.0%
7,797 17.8%
6,665 15.2%
10,197 23.2%
4,414 10.1%
3,342 7.6%
$83,272
$101,605
$33,096
2015
Number Percent
9,385 7.0%
10,182 7.5%
10,028 7.4%
8,930 6.6%
8,135 6.0%
18,272 13.5%
19,694 14.6%
20,097 14.9%
17,021 12.6%
8,838 6.6%
3,169 2.3%
1,177 0.9%
2015
Number Percent
92,656 68.7%
5,338 4.0%
813 0.6%
20,692 15.3%
51 0.0%
11,501 8.5%
3,877 2.9%
32,128 23.8%

2020
136,877
44,630
34,972
3.06
37,578
7,052
37.5
National
0.75%
0.77%
0.69%
0.70%
2.66%
2020
Number Percent
1,678 3.8%
1,687 3.8%
2,074 4,.6%
3,931 8.8%
6,972 15.6%
7,368 16.5%
11,465 25.7%
5,570 12.5%
3,886 8.7%
$94,033
$114,134
$37,257
2020
Number Percent
9,235 6.7%
9,479 6.9%
10,583 7.7%
8,833 6.5%
6,683 4.9%
18,320 13.4%
20,591 15.0%
18,574 13.6%
17,728 13.0%
11,288 8.2%
4,234 3.1%
1,330 1.0%
2020
Number Percent
90,811 66.3%
5,461 4.0%
858 0.6%
22,919 16.7%
62 0.0%
12,540 9.2%
4,225 3.1%
34,938 25.5%



Demographic and Income Profile

Rt 59 & Stearns Road
IL 59, Bartlett, Illinois, 60103
Drive Time: 10 minute radius

Trends 2015-2020
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Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020.



Demographic and Income Profile

Rt 59 & Stearns Road
IL 59, Bartlett, Illinois, 60103
Drive Time: 15 minute radius

Source: U.S, Census Bureau,

Summary Census 2010 2015 2020
Population 385,479 389,972 385,475
Households 128,212 130,075 132,234
Families 97,450 98,180 99,360
Average Household Size 2.98 2.97 2.97
Owner Occupied Housing Units 102,590 101,653 102,908
Renter Occupied Housing Units 25,622 28,422 29,326
Median Age 35.3 36.2 37.4

Trends: 2015 - 2020 Annual Rate Area State National
Population 0.28% 0.21% 0.75%
Households 0.33% 0.26% 0.77%
Families 0.24% 0.14% 0.69%
Owner HHs 0.25% 0.18% 0.70%
Median Household Income 2.34% 2.80% 2.66%

2015 2020

Households by Income Number Percent Number Percent
<$15,000 7,009 5.4% 6,141 4.6%
$15,000 - $24,999 7,539 5.8% 5,331 4.0%
$25,000 - $34,999 8,933 6.9% 7,035 5.3%
$35,000 - $49,999 13,863 10.7% 12,550 9.5%
$50,000 - $74,999 24,434 18.8% 21,949 16.6%
$75,000 - $99,999 19,967 15.4% 22,439 17.0%
$100,000 - $149,999 27,278 21.0% 31,585 23.9%
$150,000 - $199,999 11,671 9.0% 14,477 10.9%
$200,000+ 9,376 7.2% 10,723 8.1%
Median Household Income $78,111 $87,685
Average Household Income $97,220 $109,028
Per Capita Income $32,488 $36,511

Census 2010 2015 2020

Population by Age Number Percent Number Percent Number Percent
0-4 28,179 7.3% 26,792 6.9% 26,500 6.7%
5-9 28,752 7.5% 28,652 7.3% 26,773 6.8%
10- 14 29,600 7.7% 28,786 7.4% 29,479 7.5%
15-19 28,251 7.3% 26,017 6.7% 25,682 6.5%
20 - 24 22,487 5.8% 24,379 6.3% 20,828 5.3%
25-34 53,706 13.9% 53,886 13.8% 54,088 13.7%
35-44 58,294 15.1% 55,025 14.1% 57,871 14.6%
45 - 54 60,014 15.6% 56,441 14.5% 52,545 13.3%
55-64 42,930 11.1% 48,235 12.4% 49,862 12.6%
65 - 74 19,286 5.0% 26,657 6.8% 33,160 8.4%
75 -84 9,651 2.5% 10,344 2.7% 13,434 3.4%

85+ 4,329 1.1% 4,758 1.2% 5,252 1.3%
Census 2010 2015 2020

Race and Ethnicity Number Percent Number Percent Number Percent
White Alone 275,687 71.5% 271,352 69.6% 266,978 67.5%
Black Alone 17,107 4.4% 17,094 4.4% 17,221 4.4%
American Indian Alone 2,578 0.7% 2,589 0.7% 2,670 0.7%
Asian Alone 43,053 11.2% 47,827 12.3% 53,112 13.4%
Pacific Islander Alone 122 0.0% 146 0.0% 172 0.0%
Some Other Race Alone 36,350 9.4% 39,324 10.1% 42,712 10.8%
Two or More Races 10,582 2.7% 11,639 3.0% 12,610 3.2%
Hispanic Origin (Any Race) 97,489 25.3% 104,838 26.9% 113,636 28.7%

Data Note: Income s expressed In current dollars,

Census 2010 Summary File 1. Esri forecasts for 2015 and 2020,



Demographic and Income Profile

Rt 59 & Stearns Road
IL 59, Bartlett, Illinois, 60103
Drive Time: 15 minute radius

Trends 2015-2020
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Demographic and Income Profile

Route 59 and Schick Road
5N410 IL 59, Bartlett, Illinois, 60103
Ring: 1 mile radius

Summary
Population
Households
Families
Average Household Size
Owner Occupied Housing Units
Renter Occupied Housing Units
Median Age

Trends: 2015 - 2020 Annual Rate
Population
Households
Families
Owner HHs
Median Household Income

Households by Income
<%$15,000
$15,000 - $24,999
$25,000 - $34,999
$35,000 - $49,999
$50,000 - $74,999
$75,000 - $99,999
$100,000 - $149,999
$150,000 - $199,999
$200,000+
Median Household Income

Average Household Income
Per Capita Income

Population by Age
0-4
5-9
10 - 14
15-19
20 - 24
25-34
35-44
45 - 54
55 - 64
65 - 74
75 - 84

85+

Race and Ethnicity
White Alone
Black Alone
American Indian Alone
Asian Alone
Pacific Islander Alone
Some Other Race Alone
Two or More Races

Hispanic Origin (Any Race)

Data Note: Income is expressed in current dollars.

Census 2010
5,310
1,683
1,484

3.16
1,627
56
38.9
Area
0.17%
0.18%
0.12%
0.15%
3.86%

Census 2010

Number Percent
334 6.3%
434 8.2%
541 10.2%
433 8.2%
208 3.9%
417 7.9%
892 16.8%

1,084 20.4%
609 11.5%
241 4.5%

91 1.7%
23 0.4%

Census 2010

Number Percent

4,358 82.1%

70 1.3%
15 0.3%
736 13.9%
4 0.1%
53 1.0%
75 1.4%
266 5.0%

Source: U.S, Census Bureau, Census 2010 Summary File 1, Esri forecasts for 2015 and 2020,

Number
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24

73

113
265

202

297

264

396
$114,919

$153,749
$48,143

Number
294
418
471
433
259
460
728

1,037
709
339
109

27

Number
4,214
81

15

825

5

58

88

303

2015

2015

2015

2015
5,285
1,684
1,480
3.14
1,620
65
39.8
State
0.21%
0.26%
0.14%
0.18%
2.80%

Percent
3.0%
1.4%
4.3%
6.7%

15.7%
12.0%
17.6%
15.7%
23.5%

Percent
5.6%
7.9%
8.9%
8.2%
4.9%
8.7%

13.8%
19.6%
13.4%
6.4%
2.1%
0.5%

Percent
79.7%
1.5%
0.3%
15.6%
0.1%
1.1%
1.7%

5.7%

Number
40

15

51

95

228

187
280
305
497
$138,868

$177,828
$55,708

Number
276
358
467
394
221
470
730
898
872
439
162

41

Number
4,108
95

16

934

67
103

354

2020
5,330
1,699
1,489
3.14
1,632
66
41.8
National
0.75%
0.77%
0.69%
0.70%
2.66%
2020
Percent
2.4%
0.9%
3.0%
5.6%
13.4%
11.0%
16.5%
18.0%
29.3%

2020
Percent
5.2%
6.7%
8.8%
7.4%
4.1%
8.8%
13.7%
16.9%
16.4%
8.2%
3.0%
0.8%
2020

Percent
77.1%
1.8%
0.3%
17.5%
0.1%
1.3%
1.9%

6.6%




Demographic and Income Profile

Route 59 and Schick Road
5N410 IL 59, Bartlett, Illinois, 60103
Ring: 1 mile radius

Trends 2015-2020
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Demographic and Income Profile

Route 59 and Schick Road
5N410 IL 59, Bartlett, llinois, 60103
Ring: 3 mile radius

Summary Census 2010 2015 2020
Population 50,655 50,826 51,475
Households 16,425 16,584 16,830
Families 13,696 13,759 13,919
Average Household Size 3.07 3.05 3.04
Owner Occupied Housing Units 15,283 15,272 15,479
Renter Occupied Housing Units 1,142 1,313 1,351
Median Age 38.6 39.5 40.6

Trends: 2015 - 2020 Annual Rate Area State National
Population 0.25% 0.21% 0.75%
Households 0.29% 0.26% 0.77%
Families 0.23% 0.14% 0.69%
Owner HHs 0.27% 0.18% 0.70%
Median Household Income 1.60% 2.80% 2.66%

2015 2020

Households by Income Number Percent Number Percent
<$15,000 618 3.7% 509 3.0%
$15,000 - $24,999 530 3.2% 349 2.1%
$25,000 - $34,999 667 4.0% 483 2.9%
$35,000 - $49,999 1,295 7.8% 1,119 6.6%
$50,000 - $74,999 2,618 15.8% 2,220 13.2%
$75,000 - $99,999 2,477 14.9% 2,575 15.3%
$100,000 - $149,999 4,136 24,9% 4,382 26.0%
$150,000 - $199,999 2,386 14.4% 3,006 17.9%
$200,000+ 1,857 11.2% 2,187 13.0%
Median Household Income $100,624 $108,935
Average Household Income $119,792 $134,976
Per Capita Income $38,924 $43,939

Census 2010 2015 2020

Population by Age Number Percent Number Percent Number Percent
0-4 2,958 5.8% 2,791 5.5% 2,718 5.3%
5-9 3,663 7.2% 3,437 6.8% 3,172 6.2%
10 - 14 4,386 8.7% 3,868 7.6% 3,761 7.3%
15-19 4,202 8.3% 3,610 7.1% 3,316 6.4%
20 - 24 2,556 5.0% 2,983 5.9% 2,242 4.4%
25-34 5,141 10.1% 5,913 11.6% 6,374 12.4%
35-44 7,718 15.2% 6,700 13.2% 7,206 14.,0%
45 - 54 9,660 19.1% 8,700 17.1% 7,466 14.5%
55 - 64 6,248 12.3% 7,489 14.7% 8,077 15.7%
65-74 2,461 4.9% 3,564 7.0% 4,868 9.5%
75 - 84 1,182 2.3% 1,254 2.5% 1,691 3.3%

85+ 479 0.9% 519 1.0% 586 1.1%
Census 2010 2015 2020

Race and Ethnicity Number Percent Number Percent Number Percent
White Alone 39,525 78.0% 38,406 75.6% 37,496 72.8%
Black Alone 1,260 2.5% 1,402 2.8% 1,591 3.1%
American Indian Alone 109 0.2% 107 0.2% 113 0.2%
Asian Alone 7,139 14,1% 7,915 15.6% 8,813 17.1%
Pacific Islander Alone 22 0.0% 34 0.1% 44 0.1%
Some Other Race Alone 1,575 3.1% 1,788 3.5% 2,080 4.0%
Two or More Races 1,024 2.0% 1,173 2.3% 1,338 2.6%
Hispanic Origin (Any Race) 4,678 9.2% 5,284 10.4% 6,082 11.8%

Data Note: Income is expressed in current dollars,

Source: U.S, Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020.




Demographic and Income Profile

Route 59 and Schick Road
5N410 IL 59, Bartlett, Illinois, 60103
Ring: 3 mile radius

Trends 2015-2020
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Demographic and Income Profile

Route 59 and Schick Road
S5N410 IL 59, Bartlett, Illinois, 60103
Ring: 5 mile radius

Summary Census 2010 2015 2020
Population 160,932 162,236 164,385
Households 52,791 53,455 54,285
Families 41,532 41,812 42,313
Average Household Size 3.04 3.02 3.02
Owner Occupied Housing Units 43,984 43,672 44,274
Renter Occupied Housing Units 8,807 9,783 10,011
Median Age 36.0 36.9 38.1

Trends: 2015 - 2020 Annual Rate Area State National
Population 0.26% 0.21% 0.75%
Households 0.31% 0.26% 0.77%
Families 0.24% 0.14% 0.69%
Owner HHs 0.27% 0.18% 0.70%
Median Household Income 2.55% 2.80% 2.66%

2015 2020

Households by Income Number Percent Number Percent
<$15,000 2,424 4.5% 2,048 3.8%
$15,000 - $24,999 2,857 5.3% 1,973 3.6%
$25,000 - $34,999 3,354 6.3% 2,546 4.7%
$35,000 - $49,999 5,189 9.7% 4,625 8.5%
$50,000 - $74,999 9,046 16.9% 8,056 14.8%
$75,000 - $99,999 8,055 15.1% 8,827 16.3%
$100,000 - $149,999 12,383 23.2% 13,881 25.6%
$150,000 - $199,999 5,648 10.6% 7,099 13.1%
$200,000+ 4,499 8.4% 5,228 9.6%
Median Household Income $85,147 $96,591
Average Household Income $104,575 $117,761
Per Capita Income $34,493 $38,925

Census 2010 2015 2020

Population by Age Number Percent Number Percent Number Percent
0-4 11,061 6.9% 10,464 6.4% 10,326 6.3%
5-9 11,786 7.3% 11,588 7.1% 10,807 6.6%
10 - 14 12,643 7.9% 11,941 7.4% 12,126 7.4%
15-19 12,216 7.6% 10,928 6.7% 10,595 6.4%
20 - 24 9,332 5.8% 10,000 6.2% 8,140 5.0%
25- 34 21,023 13.1% 21,960 13.5% 22,316 13.6%
35-44 24,157 15.0% 22,451 13.8% 24,059 14.6%
45 - 54 26,853 16.7% 24,777 15.3% 22,321 13.6%
55 - 64 18,509 11.5% 21,179 13.1% 22,151 13.5%
65 - 74 7,937 4.9% 11,089 6.8% 14,140 8.6%
75 -84 3,787 2.4% 4,089 2.5% 5,425 3.3%

85+ 1,629 1.0% 1,770 1.1% 1,978 1.2%
Census 2010 2015 2020

Race and Ethnicity Number Percent Number Percent Number Percent
White Alone 117,383 72.9% 114,683 70.7% 112,215 68.3%
Black Alone 5,839 * 3.6% 6,064 3.7% 6,413 3.9%
American Indian Alone 859 0.5% 847 0.5% 893 0.5%
Asian Alone 21,195 13.2% 23,479 14.5% 25,982 15.8%
Pacific Islander Alone 46 0.0% 62 0.0% 78 0.0%
Some Other Race Alone 11,757 7.3% 12,806 7.9% 14,069 8.6%
Two or More Races 3,853 2.4% 4,295 2.6% 4,736 2.9%
Hispanic Origin (Any Race) 32,717 20.3% 35,410 21.8% 38,731 23.6%

Data Note: Income is expressed In current dollars.

Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020.




Demographic and Income Profile

Route 59 and Schick Road
SN410 IL 59, Bartlett, Illinois, 60103
Ring: 5 mile radius

Trends 2015-2020
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LOCATION: BREWSTER CREEK BUSINESS PARK
=== =, DREWSTER UREEK BUSINESS PARK

Goals:

Continue shop local efforts — work with Chamber of Commerce to create a business to
business program

Continue use of traditional advertisement, newsletter and social media to promote new
and existing businesses

Maintain database of available commercial sites and owner/broker information
Continue to work with state Department of Commerce and Economic Opportunity and
Choose DuPage to promote Bartlett

Highlight food niche that is developing in park to similar industries and businesses
Continue to market site to attract desirable users at the local, regional and national
levels

Increase marketing of park in trade publications

Participate in Association of Industrial Real Estate and Chicago Industrial Property and
Northern lllinois Commercial Association of Realtors industrial trade shows

Target distribution uses, high precision manufacturing, and smaller businesses.
Promote the quick approval process to speed development

Encourage existing businesses to expand locally
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LOCATION: BLUE HERON BUSINESS PARK
Goals:

Participate in Association of Industrial Real Estate and Chicago Industrial Property
and industrial trade shows

Maintain database of available commercial sites and owner/broker information
Continue to work with state Department of Commerce and Economic Opportunity and
Kane County to promote Bartlett

Continue to market site to attract desirable users at the local, regional and national
levels

Increase marketing of park in Benuzzi's Industrial Guide

Promote ‘pre-approved” site plan and other efforts to speed development

Promote availability of outside storage
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LOCATION: ROUTE 59/WEST BARTLETT ROAD

Goals:

e Target smaller, independent businesses in marketing efforts for out lot uses

» Continue to work with state Department of Commerce and Economic Opportunity to
promote Bartlett

* Continue to market site to attract desirable users at the local, regional and national
levels

e Participate in International Council of Shopping Centers

e Continue shop local efforts (coupons, dining guide, special ads)

* Continue use of traditional advertisement, newsletter and social media to promote
new and existing business

e Communicate planned road improvements

e  Work with property owner for a mixed use development

* Target medical uses in marketing efforts



Demographic and Income Profile

Rt 59 and WBR
210 S Maplewood Ln, Bartlett, Illinois, 60103
Ring: 1 mile radius

Summary Census 2010 2015 2020
Population 4,674 4,830 4,950
Households 1,755 1,818 1,868
Families 1,362 1,401 1,434
Average Household Size 2.63 2.62 2.62
Owner Occupied Housing Units 1,557 1,584 1,624
Renter Occupied Housing Units 198 234 244
Median Age 40.1 41.2 42.4

Trends: 2015 - 2020 Annual Rate Area State National
Population 0.49% 0.21% 0.75%
Households 0.54% 0.26% 0.77%
Families 0.47% 0.14% 0.69%
Owner HHs 0.50% 0.18% 0.70%
Median Household Income 2.09% 2.80% 2.66%

2015 2020

Households by Income Number Percent Number Percent
<$15,000 118 6.5% 97 5.2%
$15,000 - $24,999 77 4.2% 50 2.7%
$25,000 - $34,999 78 4.3% 58 3.1%
$35,000 - $49,999 130 7.2% 113 6.0%
$50,000 - $74,999 234 12.9% 203 10.9%
$75,000 - $99,999 189 10.4% 176 9.4%
$100,000 - $149,999 502 27.6% 525 28.1%
$150,000 - $199,999 319 17.5% 437 23.4%
$200,000+ 171 9.4% 208 11.1%
Median Household Income $105,151 $116,620
Average Household Income $115,671 $133,935
Per Capita Income $40,521 $47,032

Census 2010 2015 2020

Population by Age Number Percent Number Percent Number Percent
0-4 347 7.4% 328 6.8% 308 6.2%
5-9 320 6.8% 396 8.2% 364 7.4%
10 - 14 354 7.6% 351 7.3% 436 8.8%
15-19 287 6.1% 306 6.3% 299 6.0%
20-24 177 3.8% 197 4.1% 183 3.7%
25-34 467 10.0% 424 8.8% 404 8.2%
35 - 44 779 16.7% 719 14.9% 669 13.5%
45 - 54 745 15.9% 775 16.0% 785 15.9%
55 - 64 586 12.5% 630 13.0% 666 13.5%
65 - 74 289 6.2% 389 8.1% 492 9.9%
75 -84 205 4.4% 179 3.7% 214 4.3%

85+ 118 2.5% 137 2.8% 130 2.6%
Census 2010 2015 2020

Race and Ethnicity Number Percent Number Percent Number Percent
White Alone 3,692 79.0% 3,718 77.0% 3,706 74.9%
Black Alone 113 2.4% 109 2.3% 104 2.1%
American Indian Alone 8 0.2% 8 0.2% 8 0.2%
Asian Alone 713 15.3% 826 17.1% 945 19.1%
Pacific Islander Alone 2 0.0% 2 0.0% 2 0.0%
Some Other Race Alone 57 1.2% 65 1.3% 73 1.5%
Two or More Races 89 1.9% 102 2.1% 112 2.3%
Hispanic Origin (Any Race) 266 5.7% 300 6.2% 341 6.9%

Data Note: Income is expressed in current dollars.

Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020,




Demographic and Income Profile

Rt 59 and WBR
210 S Maplewood Ln, Bartlett, Illinois, 60103
Ring: 1 mile radius

Trends 2015-2020
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2015 Percent Hispanic Origin: 6.2%

Census 2010 Summary File 1. Esri forecasts for 2015 and 2020,



Demographic and Income Profile

Rt 59 and WBR
210 S Maplewood Ln, Bartlett, Illinois, 60103
Ring: 3 mile radius

Source: U.S, Census Bureau,

Summary Census 2010 2015 2020
Population 76,999 77,883 78,861
Households 24,955 25,291 25,662
Families 19,585 19,744 19,971
Average Household Size 3.07 3.07 3.06
Owner Occupied Housing Units 21,386 21,299 21,578
Renter Occupied Housing Units 3,569 3,992 4,084
Median Age 35.0 36.0 37.3

Trends: 2015 - 2020 Annual Rate Area State National
Population 0.25% 0.21% 0.75%
Households 0.29% 0.26% 0.77%
Families 0.23% 0.14% 0.69%
Owner HHs 0.26% 0.18% 0.70%
Median Household Income 2.67% 2.80% 2.66%

2015 2020

Households by Income Number Percent Number Percent
<$15,000 1,176 4.6% 992 3.9%
$15,000 - $24,999 1,521 6.0% 1,071 4.2%
$25,000 - $34,999 1,625 6.4% 1,243 4.8%
$35,000 - $49,999 2,530 10.0% 2,281 8.9%
$50,000 - $74,999 4,548 18.0% 4,116 16.0%
$75,000 - $99,999 3,649 14.4% 3,956 15.4%
$100,000 - $149,999 5,935 23.5% 6,691 26.1%
$150,000 - $199,999 2,598 10.3% 3,307 12.9%
$200,000+ 1,711 6.8% 2,006 7.8%
Median Household Income $81,961 $93,489
Average Household Income $98,831 $111,551
Per Capita Income $32,148 $36,355

Census 2010 2015 2020

Population by Age Number Percent Number Percent Number Percent
0-4 6,138 8.0% 5,769 7.4% 5,632 7.1%
5-9 5,832 7.6% 6,237 8.0% 5,705 7.2%
10 - 14 5,748 7.5% 5,828 7.5% 6,410 8.1%
15-19 5,377 7.0% 5,061 6.5% 5177 6.6%
20 - 24 4,270 5.5% 4,468 5.7% 3,853 4.9%
25-34 11,081 14.4% 10,373 13.3% 9,825 12.5%
35-44 12,425 16.1% 12,071 15.5% 12,236 15.5%
45 - 54 11,700 15.2% 11,203 14.4% 10,900 13.8%
55-64 8,335 10.8% 9,209 11.8% 9,563 12.1%
65 - 74 3,711 4.8% 5,103 6.6% 6,273 8.0%
75-84 1,725 2.2% 1,816 2.3% 2,474 3.1%

85+ 659 0.9% 746 1.0% 812 1.0%
Census 2010 2015 2020

Race and Ethnicity Number Percent Number Percent Number Percent
White Alone 54,438 70.7% 53,514 68.7% 52,657 66.8%
Black Alone 2,831 3.7% 2,665 3.4% 2,518 3.2%
American Indian Alone 574 0.7% 582 0.7% 621 0.8%
Asian Alone 10,384 13.5% 11,641 14.9% 12,955 16.4%
Pacific Islander Alone 17 0.0% 20 0.0% 22 0.0%
Some Other Race Alone 6,784 8.8% 7,296 9.4% 7,772 9.9%
Two or More Races 1,970 2.6% 2,164 2.8% 2,316 2.9%
Hispanic Origin (Any Race) 19,323 25.1% 20,735 26.6% 22,281 28.3%

Data Note: Income is expressed in current dollars.

Census 2010 Summary File 1. Esri forecasts for 2015 and 2020.



Demographic and Income Profile

Rt 59 and WBR
210 S Maplewocod Ln, Bartlett, Illinois, 60103
Ring: 3 mile radius

Trends 2015-2020
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Demographic and Income Profile

Rt 59 and WBR
210 S Maplewood Ln, Bartlett, Illinois, 60103
Ring: 5 mile radius

Summary
Population
Households
Families
Average Household Size
Owner Occupied Housing Units
Renter Occupied Housing Units
Median Age

Trends: 2015 - 2020 Annual Rate
Population
Households
Families
Owner HHs
Median Household Income

Households by Income
<$15,000
$15,000 - $24,999
$25,000 - $34,999
$35,000 - $49,999
$50,000 - $74,999
$75,000 - $99,999
$100,000 - $149,999
$150,000 - $199,999
$200,000+
Median Household Income

Average Household Income
Per Capita Income

Population by Age
0-4
5-9
10 - 14
15-19
20 - 24
25- 34
35-44
45 - 54
55-64
65 - 74
75 -84

85+

Race and Ethnicity
White Alone
Black Alone
American Indian Alone
Asian Alone
Pacific Islander Alone
Some Other Race Alone
Two or More Races

Hispanic Origin (Any Race)

Data Note: Income is expressed in current dollars,

Census 2010
214,124
70,489
53,498
3.02
57,074
13,415
34.6
Area
0.25%
0.30%
0.21%
0.22%
2.239%

Census 2010

Number Percent
16,510 7.7%
16,104 7.5%
16,166 7.5%
15,425 7.2%
12,532 5.9%
31,814 14,9%
33,542 15.7%
32,146 15.0%
22,834 10.7%
10,315 4.8%

4,894 2.3%
1,841 0.9%

Census 2010

Number Percent

145,199 67.8%
10,773 5.0%

1,604 0.7%
28,084 13.1%
77 0.0%
22,040 10.3%
6,347 3.0%
59,328 27.7%

Number
4,086
4,301
4,869
7,817

14,469
11,398
14,749
5,544
4,190
$75,268

$91,701
$30,255

Number
15,719
16,547
15,953
14,254
13,636
30,552
32,548
30,442
25,506
14,039

5,230
2,040

Number
142,410
10,468
1,614
31,216
89
23,738
6,929

63,559

2015

216,465

2015

2015

2015

71,424
53,840
3.01
56,520
14,905
35.5
State
0.21%
0.26%
0.14%
0.18%
2.80%

Percent
5.7%
6.0%
6.8%

10.9%
20.3%
16.0%
20.7%
7.8%
5.9%

Percent
7.3%
7.6%
7.4%
6.6%
6.3%

14.1%
15.0%
14.1%
11.8%
6.5%
2.4%
0.9%

Percent
65.8%
4.8%
0.7%
14,4%
0.0%
11.0%
3.2%

29.4%

2020
219,169
72,497
54,415
3.00
57,150
15,347
36.6
National
0.75%
0.77%
0.69%
0.70%
2.66%
2020
Number Percent
3,584 4.9%
3,051 4.2%
3,853 5.3%
7,123 9.8%
12,998 17.9%
12,831 17.7%
17,183 23.7%
7,074 9.8%
4,799 6.6%
$84,034
$102,976
$34,051
2020
Number Percent
15,515 7.1%
15,375 7.0%
16,700 7.6%
14,233 6.5%
11,709 5.3%
30,459 13.9%
33,438 15.3%
29,143 13.3%
26,220 12.0%
17,272 7.9%
6,827 3.1%
2,279 1.0%
2020
Number Percent
139,768 63.8%
10,201 4.7%
1,678 0.8%
34,537 15.8%
99 0.0%
25,477 11.6%
7,410 3.4%
68,356 31.2%



Demographic and Income Profile

Rt 59 and WBR
210 S Maplewood Ln, Bartlett, Illinois, 60103
Ring: 5 mile radius

Trends 2015-2020
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W. Bartlett Rd. and IL-59 Vacant Parcels




LOCATION: LAKE STREET

Goals:

e Continue use of traditional advertisement, newsletter and social media to promote new
and existing businesses

Maintain database of available commercial sites and owner/broker information

Continue to market site to attract desirable users at the local, regional and national levels

Continue shop local efforts

Target car dealerships, hotels and retail uses in marketing efforts

Participate in International Council of Shopping Centers

Communicate value of access improvements.



Demographic and Income Profile

Rt 59 and Lake St
9N198 IL 59, Bartlett, Illinois, 60103
Ring: 1 mile radius

Summary Census 2010 2015 2020
Population 9,054 9,148 9,262
Households 3,230 3,265 3,312
Families 2,467 2,480 2,506
Average Household Size 2.80 2.8B0 2.79
Owner Occupied Housing Units 2,938 2,930 2,970
Renter Occupied Housing Units 292 335 342
Median Age 36.8 38.0 39.0

Trends: 2015 - 2020 Annual Rate Area State National
Population 0.25% 0.21% 0.75%
Households 0.29% 0.26% 0.77%
Families 0.21% 0.14% 0.69%
Owner HHs 0.27% 0.18% 0.70%
Median Household Income 2.54% 2.80% 2.66%

2015 2020

Households by Income Number Percent Number Percent
<$15,000 169 5.2% 136 4.1%
$15,000 - $24,999 181 5.5% 117 3.5%
$25,000 - $34,999 160 4.9% 115 3.5%
$35,000 - $49,999 258 7.9% 221 6.7%
$50,000 - $74,999 538 16.5% 444 13.4%
$75,000 - $99,999 450 13.8% 480 14.5%
$100,000 - $149,999 902 27.6% 1,044 31.5%
$150,000 - $199,999 364 11.1% 488 14.7%
$200,000+ 244 7.5% 268 8.1%
Median Household Income $91,726 $103,959
Average Household Income $104,221 $117,715
Per Capita Income $37,480 $42,471

Census 2010 2015 2020

Population by Age Number Percent Number Percent Number Percent
0-4 804 8.9% 725 7.9% 686 7.4%
5-9 631 7.0% 798 8.7% 712 7.7%
10- 14 512 5.7% 617 6.7% 789 8.5%
15 - 19 432 4.8% 433 4.7% 541 5.8%
20 - 24 379 4.2% 363 4.0% 336 3.6%
25 - 34 1,460 16.1% 1,145 12.5% 982 10.6%
35-44 1,595 17.6% 1,625 17.8% 1,500 16.2%
45 - 54 1,315 14,5% 1,269 13.9% 1,357 14.7%
55 - 64 1,131 12.5% 1,120 12.2% 1,074 11.6%
65 - 74 518 5.7% 729 8.0% 857 9.3%
75 -84 210 2.3% 247 2.7% 339 3.7%

85+ 66 0.7% 77 0.8% 87 0.9%
Census 2010 2015 2020

Race and Ethnicity Number Percent Number Percent Number Percent
White Alone 6,140 67.8% 5,966 65.2% 5,802 62.6%
Black Alone 364 4.0% 330 3.6% 295 3.2%
American Indian Alone 27 0.3% 26 0.3% 28 0.3%
Asian Alone 1,914 21.1% 2,160 23.6% 2,420 26.1%
Pacific Islander Alone 2 0.0% 2 0.0% 2 0.0%
Some Other Race Alone 366 4.0% 400 4.4% 434 4.7%
Two or More Races 240 2.7% 264 2.9% 280 3.0%
Hispanic Origin (Any Race) 1,086 12.0% 1,179 12.9% 1,289 13.9%

Data Note: Income is expressed in current dollars.

Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020.



Demographic and Income Profile

Rt 59 and Lake St
SN198 IL 59, Bartlett, Illinois, 60103
Ring: 1 mile radius

Trends 2015-2020
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Demographic and Income Profile

Rt 59 and Lake St
9N198 IL 59, Bartlett, Illinois, 60103
Ring: 3 mile radius

Summary Census 2010 2015 2020
Population 84,899 85,770 86,700
Households 27,767 28,106 28,475
Families 21,370 21,514 21,728
Average Household Size 3.04 3.04 3.03
Owner Occupied Housing Units 23,319 23,167 23,430
Renter Occupied Housing Units 4,448 4,938 5,045
Median Age 34.6 35.6 36.9

Trends: 2015 - 2020 Annual Rate Area State National
Population 0.22% 0.21% 0.75%
Households 0.26% 0.26% 0.77%
Families 0.20% 0.14% 0.69%
Owner HHs 0.23% 0.18% 0.70%
Median Household Income 2.36% 2.80% 2.66%

2015 2020

Households by Income Number Percent Number Percent
<%$15,000 1,384 4.9% 1,179 4.1%
$15,000 - $24,999 1,776 6.3% 1,251 4.4%
$25,000 - $34,999 1,966 7.0% 1,512 5.3%
$35,000 - $49,999 2,936 10.4% 2,662 9.3%
$50,000 - $74,999 5,391 19.2% 4,868 17.1%
$75,000 - $99,999 4,416 15.7% 4,895 17.2%
$100,000 - $149,999 6,282 22.4% 7,212 25.3%
$150,000 - $199,999 2,484 8.8% 3,197 11.2%
$200,000+ 1,471 5.2% 1,699 6.0%
Median Household Income $77,558 $87,173
Average Household Income $92,079 $103,772
Per Capita Income $30,112 $34,006

Census 2010 2015 2020

Population by Age Number Percent Number Percent Number Percent
0-4 6,928 8.2% 6,524 7.6% 6,378 7.4%
5-9 6,418 7.6% 6,929 8.1% 6,348 7.3%
10 - 14 6,131 7.2% 6,313 7.4% 6,998 8.1%
15-19 5,818 6.9% 5,409 6.3% 5,628 6.5%
20 - 24 4,792 5.6% 4,937 5.8% 4,263 4.9%
25 - 34 12,965 15.3% 11,941 13.9% 11,171 12.9%
35-44 13,641 16.1% 13,564 15.8% 13,744 15.9%
45 - 54 12,408 14.6% 11,817 13.8% 11,621 13.4%
55 - 64 9,020 10.6% 9,836 11.5% 10,069 11.6%
65-74 4,120 4,.9% 5,641 6.6% 6,858 7.9%
75 - 84 1,934 2.3% 2,024 2.4% 2,716 3.1%

85+ 724 0.9% 835 1.0% 904 1.0%
Census 2010 2015 2020

Race and Ethnicity Number Percent Number Percent Number Percent
White Alone 58,635 69.1% 57,693 67.3% 56,821 65.5%
Black Alone 3;575 4.2% 3,269 3.8% 2,982 3.4%
American Indian Alone 718 0.8% 727 0.8% 772 0.9%
Asian Alone 10,986 12.9% 12,298 14.3% 13,653 15.7%
Pacific Islander Alone 24 0.0% 25 0.0% 26 0.0%
Some Other Race Alone 8,672 10.2% 9,267 10.8% 9,810 11.3%
Two or More Races 2,290 2.7% 2,490 2.9% 2,636 3.0%
Hispanic Origin (Any Race) 24,461 28.8% 26,065 30.4% 27,836 32.1%

Data Note: Income is expressed in current dollars.

Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2015 and 2020,



Rt 59 and Lake St

Ring: 3 mile radius

Demographic and Income Profile

9N198 IL 59, Bartlett, Illinois, 60103

Source: U.S. Census Bureau,

Trends 2015-2020
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Demographic and Income Profile

Rt 59 and Lake St
9N198 IL 59, Bartlett, Illinois, 60103
Ring: 5 mile radius

Summary
Population
Households
Families
Average Household Size
Owner Occupied Housing Units
Renter Occupied Housing Units
Median Age

Trends: 2015 - 2020 Annual Rate
Population
Households
Families
Owner HHs
Median Household Income

Households by Income
<%$15,000
$15,000 - $24,999
$25,000 - $34,999
$35,000 - $49,999
$50,000 - $74,999
$75,000 - $99,999
$100,000 - $149,999
$150,000 - $199,999
$200,000+
Median Household Income

Average Household Income
Per Capita Income

Population by Age
0-4
5-9
10 - 14
15- 19
20 - 24
25-34
35-44
45 - 54
55 - 64
65 - 74
75 -84

85+

Race and Ethnicity
White Alone
Black Alone
American Indian Alone
Asian Alone
Pacific Islander Alone
Some Other Race Alone
Two or More Races

Hispanic Origin (Any Race)

Data Note: Income is expressed in current dollars.

Census 2010
220,077
72,448
54,553
3.02
57,487
14,961
34.3
Area
0.25%
0.29%
0.21%
0.21%
2.46%

Census 2010

Number Percent
17,393 7.9%
16,488 7.5%
16,288 7.4%
15,689 7.1%
13,201 6.0%
33,415 15.2%
34,207 15.5%
32,194 14.6%
23,313 10.6%
10,630 4.8%

5,139 2.3%
2,119 1.0%

Census 2010

Number Percent

147,039 66.8%
11,505 5.2%

1,781 0.8%
28,374 12.9%
76 0.0%
24,604 11.2%
6,697 3.0%
65,570 29.8%

Number
4,335
4,614
5,370
8,383

14,927
11,429
15,094
5,465
3,790
$72,805

$88,833
$29,325

Number
16,567
17,207
16,258
14,502
14,144
31,886
33,474
30,576
25,797
14,437

5,448
2,318

Number
144,400
11,053
1,794
31,567
83
26,445
7,273

70,102

2015
222,615
73,407
54,899
3.01
56,852
16,555
35.2
State
0.21%
0.26%
0.14%
0.18%
2.80%
2015
Percent
5.9%
6.3%
7.3%
11.4%
20.3%
15.6%
20.6%
7.4%
5.2%

2015
Percent
7.4%
7.7%
7.3%
6.5%
6.4%
14.3%
15.0%
13.7%
11.6%
6.5%
2.4%
1.0%
2015

Percent
64.9%
5.0%
0.8%
14.2%
0.0%
11.9%
3.3%

31.5%

2020
225,361
74,493
55,470
3.01
57,461
17,032
36.4
National
0.75%
0.77%
0.69%
0.70%
2.66%
2020
Number Percent
3,825 5.1%
3,297 4,4%
4,300 5.8%
7,681 10.3%
13,523 18.2%
12,862 17.3%
17,708 23.8%
6,967 9.4%
4,329 5.8%
$82,198
$99,762
$33,001
2020
Number Percent
16,345 7.3%
15,968 7.1%
17,231 7.6%
14,551 6.5%
12,189 5.4%
31,543 14.0%
34,355 15.2%
29,541 13.1%
26,292 11.7%
17,660 7.8%
7,136 3.2%
2,551 1.1%
2020
Number Percent
141,846 62.9%
10,620 4.7%
1,854 0.8%
34,928 15.5%
88 0.0%
28,302 12.6%
7,724 3.4%
75,172 33.4%




Rt 59 and Lake St

Ring: 5 mile radius

Demographic and Income Profile

9N198 IL 59, Bartlett, Illinois, 60103

Trends 2015-2020
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Eastern Lake Street VVacant Parcels




—

._‘ al..! .-mw.-luh..s;t,:.uab
a m uas .

Bk
Ly
L -
47 -~
e
L g
e Yf
. 4

-

i -.7‘1"1 oy -'j'~.lf_h
40 d) I Hd

__ __w.ﬂ_w w_nm,.m\,mﬁ

S[8dJed juede 1S ayeT uisisapn



Memorandum

To: Valerie L. Salmons, Village Administrator

From: Paula Schumacher, Assistant Village Administrator
Date: 06/08/2016

Re: Spaulding Road. Quiet Zone Summary June 2, 2016
HISTORY

Canadian National Railway Company’s purchase of the Elgin Joliet & Eastern Railway
(EJ&E) was officially approved by the federal Surface Transportation Board (STB) on
December 24, 2008. The Village of Bartlett entered into a voluntary mitigation agreement
(VMA) with the Canadian National Railway Company (CN) on December 12, 2012. The
Village's VMA with CN provides $1,000,000 in noise mitigation funding. The funding can
be utilized for the collective properties within Bartlett designated as adjacent impacted
properties. All noise mitigation projects or work on adjacent impacted properties must be
done within 2,500 feet of property owned by the Grand Trunk Company (GTC), a wholly
owned U.S. subsidiary and owner of the U.S. rail operating subsidiaries of CN. The noise
mitigation funding is to be utilized within three years; however, a one-year extension can
be granted if the village has made progress, but has not completed any projects or
improvements to properties. The Village received payment of the $1,000,000 in noise
mitigation funding on January 22, 2013.

The Village’s priority is to establish a quiet zone at the Spaulding Road Metra Milwaukee
West line crossing. According to the US Department of Transportation Crossing
Inventory, the Spaulding Road Metra crossing has 86 daily trains. The crossing is located
in close proximity to the homes in the Spring Lake Estate, Castle Creek, Bartlett on the
Green, and Amber Grove Subdivisions.

The Village started working on sound mitigation at this crossing with railroads, the lllinois
Commerce Commission (ICC) and the Federal Railway Administration (FRA) in June of
2013. In working with METRA, the ICC and the FRA it was initially determined that this
particular crossing is not a good candidate for a quiet zone. The required safety measures
to achieve a quiet zone are cost prohibitive due to the multiple tracks and road
intersections and proximity to commercial driveways, and signal coordination
requirements. The next sound mitigation option for the Spaulding Road crossing would
be sound barriers. To determine the best locations for such barriers and to quantify the
relative level of impact, staff has asked Acoustic Associates Ltd, to update a sound study
they did of the area in 2009. The results of this sound study showed that there would be
some limited benefit achieved from sound barriers at Spring Lake Estates, but to be
effective they would have to run the length of subdivision and be as tall at 15-20 feet.

Staff then went back and looked at the possibility of relocating the commercial driveways
at Global Towing and Tovar Snow Plow to simplify the safety measures required at the

1



crossing to achieve a quiet zone. This option was evaluated by the FRA, ICC and railroad
representatives and it was considered a viable option to pursue. The surveying work for
the relocated driveways have been completed and the necessary exhibits created.

RECENT ACTION

Most recently, a meeting with Village staff, representatives from Metra and Canadian
Pacific Railroad, the Federal Railroad Agency and the lllinois Commerce Commission
was held on February 13, 2015. At that meeting a concept plan and engineers exhibit
was presented outlining the basic improvements the Village is proposing to implement as
part of the quiet zone. The proposed improvements call for a barrier median east of the
Metra tracks and west of the CP spur line. New access driveways to Global Auto and
Tovar Snow Plowing. The FRA has requested that the village review the potential to
completely close the Global Auto existing driveway.

The baseline conditions environmental site assessment was done of the corner of
Spaulding Road and Lambert Lane including the proposed new driveway access off of
Lambert Lane. The Village entered into an agreement with environmental consultants
Deigan & Associates to do the analysis and prepare a report.

The Village met repeatedly with representatives of Global Towing throughout 2015 and
have negotiated a lease agreement with the owner to facilitate the closing and the
construction of the new driveway access. The details of this agreement are outlined in
the memo from Village Attorney Bryan Mraz.

The ICC would also like the Village to review the widening of Spaulding Road in the
vicinity of the tracks to reduce or eliminate the alignment skew as part of the quiet zone
improvements. The Village researched the existing right of way and possible utility
conflicts on the north side of Spaulding Road. Engineers have put together an exhibit
for that improvement. Burke Engineering has completed the revised plan per comments
we received from the ICC and Metra. Widening/realignment has been reduced to avoid
track switches and ComEd pole. They are ready to be resubmitted to Metra and the
ICC for their review.

Village staff met with staff from Metra on Friday May 6: 2016 concerning the Spaulding
Road highway-railroad grade crossing. At the meeting the Village requested Metra to
add an additional track panel on either side of Metra’s proposed crossing replacement
for each track to accommodate the Village’s future roadway improvement. Additionally,
the Village also asked Metra to provide an empty conduit/raceway under the crossing to
accommodate the future interconnection of Metra’s warning devices to the future
signalization of the CP tracks to the west. It is our understanding that Metra would like
to complete their crossing reconstruction before schools open in the fall. The optimal
outcome for the Village would be to construct their improvement while the road is closed
for the crossing replacement. Metra staff indicated that this would be possible from their
end.



FUTURE STEPS

The Village will also need to submit a petition to the FRA for a waiver of the requirement
for a constant warning time circuitry at the CP spur rail crossing. The review by the FRA
can take 6-8 months. The ICC would recommend the installation of gates and warning
lights for the west approach of Spaulding Road at the CP spur crossing. There are
currently no gates for the eastbound traffic at this crossing. The ICC has made a request
for a cost estimate from CP railroad for the work as well as a design plan. This design
plan will become part of the waiver application submitted by the Village to the FRA. While
this plan will be part of our waiver application, there is no cost expected to the Village as
it is an ICC request. However, we have been informed by the ICC staff that due to the
budget impasse there are no funds currently available for this project.

The next steps for the Village are:

1. An agreement with Global Auto for the new access and property lease.

2. An agreement with Tovar Snow Plowing for the other access drive.

3. Widening to the roadway per the ICC’s request.

4. Construct driveway access at Global Auto and Tovar Snow Plowing.

4. Using the plan the Railroads come up with for the signal modification requested by the
ICC submit our waiver application to the FRA.

5. Implement Quiet Zone.

EXPENDITURES TO DATE

As of June 2, 2016 $81,193.05 has been expended by the Village of the funds that were
part of the CN agreement for noise mitigation. The majority of the funds have been spent
for professional services to complete and create plats of survey and easement and
engineering exhibits relative to the project. CN has agreed to a one year extension of the
agreement to December 2016.
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111 EAST IRVING PARK ROAD * ROSELLE, ILLINOIS B0172-2002 « PHONE (630) 529-2541
FaX (630) 528-2018

BRYAN E. MRAZ
BEM@MRAZLAW.COM
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MEMORANDUM

TO: President and Board of Trustees of the Village of Bartlett
Valerie L. Salmons, Village Administrator

FROM: Bryan E. Mraz, Village Attorney

DATE: June 7, 2016

RE: Replacement Easements and Alternative Access for

Eagle Z/Global Towing Necessary for Quiet Zone

In 2009 the Village entered an Easement Agreement with Eagle Z Properties, LLC
(“Eagle Z") and Global Auto Recycling & Repair Corp. (“Global”) regarding access across a
portion of the Village’s property to Spaulding Road, near its intersection with Lambert (the
“2009 Easement Agreement”). Without any easement granted, Eagle Z and Global would
have been land locked and would not have access to their property unless it sued the
Village to acquire a portion of the Village's property or an easement over it through
litigation.

The Village owns the property depicted on Exhibit A as Parcel 1, and Eagle Z owns
the property depicted thereon as Parcel 2. In the 2009 Easement Agreement, the Village
granted Eagle Z and Global an unconditional 40 foot wide permanent easement and a
conditional 30 foot wide temporary easement, which are depicted on Exhibit B. The 30 foot
wide temporary easement (and not the 40 foot wide permanent easement) had restrictions
on Global's truck routes to keep Global tow trucks off of Lambert. To get a quiet zone and
utilize the CN money to pay for the quiet zone improvements, the ICC will require that the
only existing access point to the Eagle Z property (via the permanent and temporary
easements over the Village’s property) be closed off and those easements abrogated (i.e.,
terminated), which will require an alternative access point to the Eagle Z Property (Parcel
2) off of Lambert, by virtue of a new, relocated permanent easement over a portion of the
Village's property (Parcel 1) for ingress, egress and parking as depicted on Exhibit C.
Eagle Z will also purchase the property on which it currently has the permanent and
temporary easements plus an additional 20 foot wide strip totaling .56 acres (the “Sale



Parcel”) which is depicted on Exhibit D for its appraised value (see excerpt from appraisal
attached as Exhibit E). Also, Metra is planning on improving the railroad crossing this
summer, and if this new agreement with Eagle Z and Global can be consummated before
that Metra project is let, Metra will include and pay for a portion of the quiet zone
improvements estimated to be in the $200,000 range, which would otherwise have to be
paid for by the Village. In part Metra is willing to pay the cost because it will provide for a
much safer crossing without Global's trucks and customers parked so close to the railroad

tracks.

Lastly, | have attached a draft of an “Agreement to Abrogate Permanent Easements
and Temporary Easements; Grant Replacement Permanent Easement, and Agreement to
Construct Access Drive; and Purchase and Sale Agreement” (the “2016 Agreement”)
without the Exhibits (as some are attached to this Memo) and which spelis out the
contractual arrangement described above in greater detail and the timing and sequencing
of transfers, construction and closing of the current entrance so that a quiet zone can be
established.

If the 2016 Agreement is sent on to the Board for a vote, the final Agreement will
then include all nine exhibits referenced init. Note that the 2016 Agreement allows Global
tow trucks on Lambert but only up to the new entry point, as its vehicles will still be required
to travel east on Spaulding and north on Lambert up to the new entry point, rather than
direct access off of Lake Street and south on Lambert.
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AGREEMENT TO ABROGATE PERMANENT EASEMENTS AND TEMPORARY
EASEMENTS; GRANT REPLACEMENT PERMANENT EASEMENT AND
AGREEMENT TO CONSTRUCT ACCESS DRIVE; AND PURCHASE AND SALE
AGREEMENT WITH REGARD TO ADJOINING PARCEL

THIS AGREEMENT (the “Agreement”) is made and entered into as of the
day of , 2016, by and between the VILLAGE OF BARTLETT, an lllinois
municipal corporation (hereinafter referred to as the “Village”), and EAGLE Z
PROPERTIES, LLC, an lllinois limited liability company (hereinafter referred to as “Eagle
Z"), and GLOBAL AUTO RECYCLING & REPAIR CORP., an lllinois corporation
(hereinafter referred to as “Global”).

RECITALS:

A. The Village is the owner of a parcel of land legally described on Exhibit 1
(hereinafter referred to as “Parcel 17).

B. Eagle Z is the owner of a parcel of land legally described on Exhibit 2
(hereinafter referred to as “Parcel 27).

C. Parcel 1 and Parcel 2 are contiguous to and adjoin each other.

D. Eagle Z and its predecessors in title to Parcel 2, and such owners’
respective tenants, used a portion of Parcel 1 for access to and from Parcel 2 to Spaulding
Road in connection with the operation of an auto storage and salvage yard by Global and
its predecessor on Parcel 2.

E The parties were concerned that the continued use a portion of Parcel 1 for
ingress and egress and for parking without a formal agreement could ripen into a claim
of ownership by adverse possession or a prescriptive or implied easement by Eagle Z
and/or Global.

F. The parties entered into a certain Grant of Permanent Access Easement
and Agreement for Temporary Easement for Additional Access and Parking dated

June 16, 2009, and recorded with the Cook County Recorder on May 12, 2010 as



Document No. 1013231102 (the “2009 Easement Agreement’), which is expressly
incorporated herein by reference.

G. Under the terms of the 2009 Easement Agreement, the Village granted to
Eagle Z a 40 foot wide permanent easement over and across a portion of Parcel 1 legally
described as follows:

That part of Lot 127 in Castle Creek of Bartlett described as follows: Commencing at the
Southeasterly most corner of said Lot 127; thence South 88 degrees 57 minutes 32
seconds West along the most Southerly line of said Lot 127, a distance of 98.15 feet to
the point of beginning “A”; thence continuing South 88 degrees 57 minutes 32 seconds
West, a distance of 26.61 feet to the Southwesterly corner of said Lot 127; thence North
62 degrees 47 minutes 20 seconds West, a distance of 15.06 feet to a corner of said Lot
127; thence North 00 degrees 01 minutes 45 seconds East, a distance of 280.50 feet to
a corner of said Lot 127; thence South 71 degrees 00 minutes 57 seconds East, a
distance of 42.31 feet; thence South 00 degrees 01 minutes 45 seconds west, a distance
of 273.11 feet to point of beginning “A” , in Cook County, lllinois,

(referred to herein alternatively as the “2009 Permanent Easement” or the “2009
Permanent Easement Premises”), and granted to Eagle Z a 30 foot wide temporary
easement over and across a portion of Lot 1 legally described as follows:

That part of Lot 127 in Castle Creek of Bartlett described as follows: Commencing at the
Southeasterly most corner of said Lot 127; thence South 88 degrees 57 minutes 32
seconds West along the most Southerly line of said lot 127, a distance of 68.14 feet to
the point of beginning “B”: thence continuing South 88 degrees 57 minutes 32 seconds
West, a distance of 56.62 feet to the Southwesterly corner of said Lot 127; thence North
62 degrees 47 minutes 20 seconds West, a distance of 15.06 feet to a corner of said Lot
127; thence North 00 degrees 01 minutes 45 seconds East, a distance of 280.50 feet to
a corner of said Lot 127; thence South 71 degrees 00 minutes 57 seconds East, a
distance of 74.04 feet; thence South 00 degrees 01 minutes 45 seconds West, a distance
of 262.22 feet to point of beginning “B”, in Cook County, lllinois,

(the referred to alternatively as the “2009 Temporary Easement” or the “2009 Temporary
Easement Premises”).

H. The 2009 Temporary Easement was for a five year term, with the option
given to Eagle Z to extend it for an additional five year term, which Eagle Z exercised,

making the termination date of the temporary easement June 15, 2019, unless it is sooner
2



terminated by agreement or due to a default by Eagle Z, Global Towing, or Eagle Z's
other tenants of the terms and conditions of the 2009 Easement Agreement, including,
without limitation, default or breach of the “Prohibited and Permitted Truck Routes”
provisions contained therein.

l. The Village and Grand Trunk Corporation (“GTC") entered a Memorandum
of Agreement dated December 15, 2012 whereby GTC agreed to pay the Village up to
$1,000,000 (the “CN Noise Mitigation Money”) for noise mitigation in the vicinity of the
former Elgin, Joliet & Eastern Railway Company right-of-way or property (the “CN ROW").

J. The Village wishes to utilize the CN Noise Mitigation Money to construct a
“quiet zone” located within 2,500 feet of the CN ROW or property, which according to
representatives from the Federal Rail Authority (the “FRA”) and the lllinois Commerce
Commission (the “ICC"), will require the closing of access to Parcel 2 off of Spaulding
Road over and across Parcel 1, and will require the abrogation of the 2009 Permanent
Easement and the 2009 Temporary Easement granted by the Village over and across
Parcel 1 to Eagle Z and Global under the terms of the 2009 Easement Agreement, and
the abrogation of a certain Roadway Easement Grant dated February 1, 1987 recorded
February 4, 1987 as Document No. 87068084 granted by CMC Real Estate Corporation
to the Cosmopolitan National Bank of Chicago as Trustee u/t/a dated December 27, 1968
for access to and from Parcel 2 along the Metra Soo Railroad right-of-way or property
(the “Metra Soo Railroad Easement”).

K. Eagle Z and Global are willing to terminate and abrogate the aforesaid
easements provided: (1) the Village grants them and to their respective guests and
invitees a permanent 40 foot to 50 foot wide replacement ingress, egress and parking

easement over and across Parcel 1 to and from Lambert Lane to Parcel 2 as legally
3



described on Exhibit 3 and as legally described and depicted on the Plat of Easement
attached hereto as Exhibit 4 (the “Replacement Permanent Ingress, Egress and Parking
Easement”); (2) the Village constructs a concrete and/or asphalt driveway from Lambert
Lane to Parcel 2 on the Replacement Permanent Ingress, Egress and Parking Easement
and installs a seven (7) space asphalt parking area and grades and lays gravel on the
balance of said permanent easement for additional customer parking in accordance with
the Construction Details for the Global Driveway set forth on Exhibit 5A and the Village
of Bartlett Spaulding Road Quiet Zone Parking Lot Exhibit attached hereto as Exhibit 5B
at the Village's expense (the “Relocated Access Drive”); (3) the Village pays for a six foot
(6’) gate in the fence adjacent to the parking spaces for Global’s customers use (the
“Customer Gate”), and the Village pays for the cost of a new replacement sliding gate at
the south end of the Relocated Access Drive of the same length, height and design as
the existing gate along the south side of Parcel 2 that will have to be removed as a
consequence of the relocation of the access to Parcel 2 (the “Replacement Gate”); and
(4) the Village sells Eagle Z an 0.560 acre portion of Parcel 1 as legally described and
depicted on the Plat of Survey attached hereto as on Exhibit 6 (the “Sale Parcel"), which
is surplus public real estate of the Village, for the $18,300 appraised value of the Sale
Parcel, in “as is condition” and as encumbered with the permanent and temporary
easements, determined by MAI appraisers Gale Jenkins and Mike MaRous, as evidenced
by the appraisal attached hereto as Exhibit 7, and upon the terms and conditions
hereinafter set forth.

L. The Village is willing to grant the Replacement Permanent Ingress, Egress

and Parking Easement to construct the Relocated Access Drive, pay for the Customer



Gate and the Replacement Gate, and to sell the Sale Parcel to Eagle Z for the appraised
value of $18,300, upon the terms and conditions hereinafter set forth.

NOW, THEREFORE, in consideration of the mutual covenants and undertakings
hereinafter set forth, the receipt and sufficiency of which is hereby irrevocably

acknowledged, it is agreed by and among the parties as follows:

1. Recitals: The Recitals are hereby incorporated into the body of this
Agreement.
2, Grant of Replacement Permanent Easement. The Village, as the owner of

Parcel 1 and as Grantor, will grant to Eagle Z as Grantee and to Grantee’s manager’s
members, servants, employees, agents, representatives, tenants, invitees, visitors,
licensees, concessionaires, customers, successors and assigns, a permanent easement
appurtenant to Parcel 1, 40 feet to 50 feet in width, over and across the Replacement
Permanent Ingress, Egress and Parking Easement Premises as legally described on
Exhibit 3 and depicted on the Plat of Easement attached hereto as Exhibit 4 and again
legally described thereon under the heading “Replacement Permanent Ingress, Egress
and Parking Easement”, for access, ingress and egress to and from the Lambert Lane
right-of-way to the Sale Parcel and to Parcel 2 and for parking of customer vehicles along
and perpendicular to the fence along the north side of Parcel 2 within said easement
premises, by the deposit into escrow and subsequent recording of the Grant of
Replacement Permanent Ingress, Egress and Parking Easement document in form as
attached hereto as Exhibit 8 upon the terms and conditions of this Agreement.

3. Abrogation, Release and Termination of Easements. Provided the Village

is able to utilize the CN Noise Mitigation Money for the cost of constructing and installing

the Relocated Access Drive and Replacement Gate, the Village will pay for and cause
5



the Customer Gate and the Relocated Access Drive to be constructed and pay for the
cost of installing the Relocated Gate. Upon completion of the Relocated Access Drive,
Eagle Z and Global shall each execute a combined or separate Abrogation, Release and
Termination of Easements abrogating, releasing and terminating all right, title and interest
in and to the 2009 Permanent Easement Premises and the 2009 Temporary Easement
Premises granted under the 2009 Easement Agreement, in form as attached hereto as
Exhibit 9 except as those documents are modified to satisfy the Title Insurer; and an
Abrogation, Release and Termination of the Metra Soo Railroad Easement in form
attached hereto as Exhibit 10; and deposit the same in escrow pursuant to paragraph 10
and subsequent recording upon the terms and conditions of this Agreement. Upon
recording of the Grant of Replacement Permanent Ingress, Egress and Parking
Easement and provided the Village has constructed the Relocated Access Drive and paid
for the Customer Gate and the Replacement Gate, the Abrogation, Release and
Termination of Easements and the Abrogation, Release and Termination of the Metra
Soo Railroad Easement, and the Village shall then be authorized post closing, and is
hereby granted a license by Eagle Z, to install a barrier curb along the south line of Parcel
1 and Parcel 2 to prevent further ingress and egress from Spaulding Road to said parcels.

4, Sale. Eagle Z agrees to purchase and the Village hereby agrees to sell the
Sale Property, and all other rights and interests appurtenant thereto, upon the terms and
conditions herein set forth.

5. Purchase Price. The Purchase Price for the Sale Property shall be Eighteen

Thousand Three Hundred Dollars ($18,300.00), plus or minus prorations, and shall be
paid by Eagle Z by certified check, cashier's check or wire transfer payable to the title

company at the time of closing, as hereinafter provided. The said Purchase Price shall
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be reduced by the cost of the Customer Gate and the Replacement Gate, and if the cost
of said gates exceeds the Purchase Price for the Sale Property, the Village will pay the
difference to Eagle Z.

6. Survey. The Village has delivered to Eagle Z a Plat of Survey of the Sale
Property which is attached hereto as Exhibit 6, which Eagle Z has determined is
acceptable.

T Title Commitment and Policy. A. Within thirty (30) days after Effective Date

of this Agreement, the Village shall cause to be delivered to Eagle Z, at the Village's
expense, a written commitment (the “Title Commitment”) from Chicago Title Insurance
Company (the “Title Insurer”) to issue its ALTA Form 1970-B owner’s title insurance policy
in the minimum amount of $50,000.00, together with copies of any and all restrictions,
covenants, conditions and any and all easements of record as set forth in the Title
Commitment, subject to the general exceptions contained in owner's policies customarily
issued by the Title Insurer, insuring Eagle Z’s title to the Sale Property, including, without
limitation, those easements running for the benefit of Parcel 1 on or after the Effective
Date hereof, subject only to the following special exceptions: (1) general real estate taxes
on the Real Estate for the year 2015 and taxes for subsequent years; (2) zoning, building
and other laws and ordinances; (3) covenants and restrictions of record; (4) drainage
ditches, feeders, laterals and drain tile, pipe or other conduit; (5) the Grant of Permanent
Access and Agreement for Temporary Easement for Additional Access and Parking dated
June 16, 2009, recorded May 12, 2010 as Document No. 1013231102; (6) the Metra Soo
Railroad Easement; (7) acts done or suffered by or judgments against Eagle Z or Global,
or those claiming, by, through or under Eagle Z or Global, all of which are hereinafter

referred to as the “Permitted Exceptions”, and title exceptions pertaining to liens or
7



encumbrances of a definite or ascertainable amount which may be removed by the
payment of money at Closing and which shall be removed at that time by using the funds
paid by Eagle Z at Closing, if available and in any event any such special endorsement
of Eagle Z's lender being at Eagle Z's cost and expense.

B If the Title Commitment and the Plat of Survey, or either of them, disclose
(1) exceptions to title other than the Permitted Exceptions, (2) liens or encumbrances of
an ascertainable amount which may be removed by the payment of money at Closing, or
(3) survey matters that render the title unmarketable, the Village shall have thirty (30)
days from the date of delivery of the Title Commitment to Eagle Z to have such exceptions
removed from the Title Commitment (or to have the Title Insurer commit to insure for the
full amount of the Title Commitment against any loss or damage that may be caused by
such unpermitted exceptions and further commit to reissue such coverage in subsequent
policies of title insurance insuring title to the Sale Property) and provide evidence thereof
to Eagle Z. If the Village is able to cure such unpermitted exceptions by having the Title
Insurer waive such exceptions or commit to insure over the same, then Eagle Z shall
proceed in accordance with the provisions of this Agreement. If The Village fails to have
such exceptions removed or insured over within such time period, Eagle Z may elect, on
or before the Closing Date, to (1) terminate this Agreement, or (2) proceed to close the
transaction contemplated hereby and accept title subject to such unpermitted exceptions
with the further right to deduct from the Purchase Price amounts secured by unpermitted
liens or encumbrances of a definite or ascertainable amount, and to cause the Title
Insurer to issue its endorsement insuring against damage or loss caused by any such
unpermitted exceptions and deduct from the Purchase Price the cost of premiums and

security provided for said endorsements, as the case may be.
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C. The closing shall be “New York Style”, and at closing Eagle Z shall receive
from the Title Insurer a Title Policy at the Village’s expense to cover the Closing Date and
the recording of (1) the deed to the Sale Property, (2) the Grant of Replacement
Permanent Ingress, Egress and Parking Easement, concurrent with the Closing Date.
The Title Policy shall be on an ALTA Owner’'s Form, subject only to the Permitted
Exceptions, in an amount equal to the purchase price, showing Eagle Z as the owner
insured thereunder.

10. Closing.

A. The closing of this transaction, including the making of all deposits in the
Escrow including the making of all deposits in the Escrow required to be made pursuant
to the terms of this Agreement and the Escrow Agreement, shall take place on the 30"
day following the completion of the Relocated Access Drive, at the Lisle office of Chicago
Title Insurance Company (the “Closing” or the “Closing Date”).

B. On or before the Closing Date, the Village shall deposit or cause to be
deposited in the Escrow the following closing documents:

(1) A recordable Warranty Deed in appropriate form to convey the Sale
Property to Eagle Z, free and clear of any liens, leases, easements,
covenants, encumbrances or restrictions of any nature whatsoever except
the Permitted Exceptions;

(2)  Grant of Replacement Permanent Ingress, Egress and Park Easement.

(3) An affidavit executed by The Village in form and substance acceptable
under Section 1445 of the Internal Revenue Code, as amended, setting
forth under penalty of perjury, The Village's United States taxpayer
identification number and certifying that The Village is not a “foreign person”
as that term is used under Section 1445 (b)(2) of the Internal Revenue
Code, as amended,;

(4) Executed ALTA Statements;

(5)  An affidavit of title;



(6)
(7)

C.

A GAP undertaking in form as customarily required by the Title Insurer.

Such other documents, instruments, certifications, resolutions and
confirmations as may reasonably be required by the Title Insurer and the
Eagle Z, or either of them, to fully effect and consummate the transactions
contemplated hereby; and

On or before the Closing Date, Eagle Z shall deposit or cause to be

deposited into the Escrow the following:

(1)
(2)

Executed ALTA Statements;

Abrogation, Release and Termination of Easements of the 2009 Permanent

Easement and Release of the 2009 Temporary Easement, each granted under the 2009
Easement Agreement, and termination of the 2009 Easement Agreement.

)
(4)
®)

®)

D.

Abrogation, Release and Termination of the Metra Soo Railroad Easement.
The balance of the Purchase Price as set forth in Paragraph 6, if any; and

A GAP undertaking in form as customarily required by the Title Insurer, if
any.

Such other documents, instruments, -certifications, resolutions and
confirmations as may reasonably be required by the Title Insurer and the
Village, or either of them, to fully effect and consummate the transactions
contemplated hereby.

On or before the Closing Date, the Village and Eagle Z shall jointly deposit

or cause to be deposited into the Escrow the following:

(1)
(2)

1.

Jointly executed Closing Statement; and

Such municipal, county and state real estate transfer declarations or
exemption certifications as may be required.

The Village shall pay all charges not expressly required to be paid by Eagle

Z and/or Global herein, including, without limitation, all title and recording charges (except

for recording of loan documents) and title insurance premiums, fees and any transfer or

stamp tax imposed by State, County or Municipal law or ordinance, unless exempt
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therefrom, and the cost of the Survey. The parties shall split equally the closing and deed
and money escrow fees. After the closing and issuance of a later date title policy insuring
the Sale Parcel, including access thereto and to Parcel 2 by virtue of the Grant of
Replacement Permanent Ingress, Egress and Parking Easement in lieu of the abrogated,
released and terminated 2009 Permanent Easement, the 2009 Temporary Easement,
and/or the Metra Soo Railroad Easement, the Village shall have the right to install and
construct a barrier curb and/or non-mountable median to prevent further road access to
and from Parcel 1, Parcel 2 and/or the Sale Parcel off of Spaulding Road.

12.  Disconnection and Zoning in County. Given that auto storage and salvage

yards are not permitted or special uses under any Village of Bartlett Zoning District after
Eagle Z has purchased the Sale Parcel, the Village will pass an ordinance disconnecting
the Sale Parcel from the Village, within sixty (60) days of receipt of (1) a proper petition
to disconnect the Sale Parcel from the Village of Bartlett; and (2) a plat of disconnection
of the Sale Parcel. The Village agrees that it will not object to any petition or application
to consolidate the Sale Parcel with Parcel 1 or to rezone the Sale Parcel in Cook County
to the same zoning as on Parcel 1, including any petition for a special or conditional use
to allow an expansion of the auto storage and salvage yard use and/or construct a building
ancillary to said use with a building height of not greater than 30 feet provided (i) the
existing fence remains or is relocated or a fence of the same size, quality and appearance
is erected along the east line of the Sale Parcel; (ii) no audio speakers which amplify
sound shall be placed upon the Sale Parcel, and any area of the Sale Parcel which will
have vehicles stored or parked shall be paved.

13.  Global Post-Closing Truck Restrictions. After the closing on the sale of the

Sale Parcel to Eagle Z and the completion of the Relocated Access Drive, Eagle Z and
11



Global agree that as long as: (i) Eagle Z (or an entity in which William Zuccaro has an
interest) owns the Sale Parcel; and/or (2) Global (or another entity in which William
Zuccaro owns stock or a membership interest, or is an officer, director or manager)
operates an auto storage and salvage yard or similar or ancillary use on the Sale Parcel,
no truck or commercial vehicle greater than 8,000 pounds gross weight (D Plate and
above) or any tow truck or flatbed truck, irrespective of size, which is owned, leased
and/or operated by Global, or any affiliate of Global or Eagle Z (the “Global Trucks”) shall
travel upon Lambert Lane north of the Relocated Access Drive, or upon Naperville Road,
or Spaulding Road east of Lambert Lane (the “Prohibited Truck Routes”). From and after
the closing on the Sale Parcel and completion of the Relocated Access Drive, the Global
Trucks shall access and travel to and from Parcel 2 utilizing only the following routes:
From the North: Lake Street to Bluff City Blvd., south then west to Gifford

Road, south to Spaulding Road, east to Lambert Lane,
north to the Relocated Access Drive for Parcel 2.

From the South: West Bartlett Road to Gifford Road, north to Spaulding
Road, east to Lambert lane, north to the Relocated Access
Drive for Parcel 2.

From the West: Route 25 to West Bartlett Road, east to Gifford Road,
north to Spaulding Road, east to Lambert Lane, north to
the Relocated Access Drive for Parcel 2.

From the East: Route 59 to (i) West Bartlett road, west to Gifford Road,
north to Spaulding Road east to Lambert Lane, north to the
Relocated Access Drive for Parcel 2, or (ii) Lake
Street west to Bluff City Blvd., south then west to Gifford
Road, south to Spaulding Road east to Lambert Lane,
north to the Relocated Access Drive for Parcel 2.
(the “Permitted Truck Routes”). Eagle Z shall amend its lease with Global making it a
default thereunder for any of the Global Trucks to use the Prohibited Truck Route and
mandating that the Global Trucks use the Permitted Truck Routes. Eagle Z shall include
similar provisions in every lease renewal or new lease for its other tenants on Parcel 2, if
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any (“Grantee’s Other Tenants”) to make it a default under said renewed or new leases
to prohibit said tenants from allowing their commercial vehicles to use the Prohibited
Truck Routes and mandating said tenants to only use the Permitted Truck Routes for their
respective commercial vehicles for access to Parcel 2. The foregoing truck route
restriction shall be an ongoing contractual obligation binding upon Eagle Z and Global,
and upon each of their respective affiliates, successors and assigns, and said obligations
shall not merge with the delivery of the deed to the Sale Parcel from the Village to Eagle
Z. The use of Prohibited Truck Routes and/or failure to only use a Permitted Truck Route
by a Global customer shall not constitute a default under this Agreement. The use of the
Prohibited Truck Route and/or the failure to use a Permitted Truck Route for access by
Eagle Z and Global, or either of them, or by their respective, managers, members,
officers, directors, employees, affiliates, successors and assigns shall constitute a default
or breach of this contract, however, in the event of any such default or breach, there shall
be no reversion or reverter of title to the Sale Parcel, but the Village may enforce this
provision and shall have all available remedies at law and/or in equity to the provisions of
this paragraph, including injunctive relief.

14. Default/Remedies. Other than a default or breach of the Global truck route

restrictions set forth in paragraph 13 which provides for its own default and remedy
provisions, in the event of any other default or breach of this Agreement, the non-
defaulting party shall be entitled to all available remedies at law and/or in equity.

15.  Attorney’'s Fees. In the event either party enforces this instrument by

appropriate action in a court of law, the prevailing party in such litigation shall be entitled

to recover as part of its costs, its reasonable attorney’s fees.
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16.  Notice. All notices hereunder shall be deemed properly served if delivered
in person by commercial overnight air courier, by facsimile or by registered or certified
U.S. Mail, return receipt requested, with postage prepaid to the following or to such other
or additional parties and addresses as either Grantor or Grantee may subsequently

designate by notice:

If to Grantor: Village of Bartlett
228 South Main Street
Bartlett, lllinois, 60103
Attn: Valerie L. Salmons, Village Administrator
Telephone: 630-837-0800
Fax: 630-837-2468

With Copies to: Bryan E. Mraz, Esq.
111 East Irving Park Rd.
Roselle, lllinois, 60172-2070
Telephone: 630-529-2541
Fax: 630-529-2019

If to Grantee: Eagle Z Properties, LLC
357 Eagle Lane
Bloomingdale, lllinois, 60108
Attn: William Zuccaro
Telephone: 847-608-4700
Fax: 847-608-9777

With Copies to: Salvatore Spaccaferro, Esq.
One Woodfield Place
1701 E. Woodfield Road
Suite 1101
Schaumburg, lllinois, 60173
Telephone: 630-628-5400
Fax: 847-464-5935

If to Global: Global Auto Recycling & Repair Corp.
31 W 450 Spaulding Road
Elgin, lllinois, 60120
Attn: Joseph Zuccaro
Telephone: 847 — 608-4700
Fax: 847 —608-9777
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With Copies to: Salvatore Spaccaferro, Esq.
One Woodfield Place
1701 E. Woodfield Road
Suite 1101
Schaumburg, lllinois, 60173
Telephone: 630-628-5400
Fax: 847-464-5935

1% Effective Date. The “Effective Date” or the “Contract Date” of this

Agreement shall be the date of final signature herein by the last of Eagle Z and The Village
to execute this Agreement.

18.  Entire Agreement. This Agreement contains the entire agreement between

the parties with respect to the purchase and sale of the Property, and the same may not
be ended, modified or discharged, except by an instrument in writing signed by the party
to be bound thereby.

19. Persons Bound. This Agreement, and all covenants and provisions herein

contained, shall bind and inure to the benefit of the parties hereto and their respective
heirs, legatees, legal representatives, successors and assigns.

20.  Further Assurances. The parties each agree to do, execute, acknowledge

and deliver all such further acts, instruments and assurances an to take all such further
action before or after the Closing as shall be necessary or desirable to fully carry out this
Agreement and to fully consummate and effect the transactions contemplated hereby.

21. Survival and Benefit. All representations, warranties, agreements and

obligations of the parties shall, notwithstanding any investigation made by any party
hereto, survive the closing and the same shall inure to the benefit of and be binding upon

the respective successors and assigns of the parties. Neither party shall assign all or any
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part of its interest under this Agreement without the express written consent of the other
party, which consent shall not be unreasonably withheld.

22. No Third Party Benefits. This Agreement is for the sole and exclusive

benefit of the parties hereto and their respective nominee, heirs, successors and assigns,
and no third party is intended to or shall have any rights hereunder, except for Global,

which is a third party beneficiary of this Agreement.

23. No Partnership or Joint Venture. Nothing contained in this Agreement is
intended or shall be construed in a manner to create any relationship between The Village
and Eagle Z other than the relationship or Eagle Z and the Village, and The Village and
Eagle Z shall not be considered agents of the other, joint venturers or partners for any
purpose.

24. No Recording. Neither this Contract nor any notice or memorandum hereof
(except a Lis Pendens Notice filed contemporaneously with the filing of a lawsuit for
specific performance of this Contract) shall be recorded against the Sale Property without
the Village's express written consent.

25. Interpretation.

A. The headings and captions herein are inserted for reference only and the
same shall not limit or construe the paragraphs or sections to which they apply or
otherwise affect the interpretation hereof.

B. The terms “hereby,” “hereof,” “hereto,” “herein,” “hereunder,” and any
similar terms shall refer to this Agreement, and the term “hereafter” shall mean after, and
the term “heretofore” shall mean before, the date of this Agreement.

C. Words of the masculine, feminine or neuter gender shall mean and include
the correlative words of other genders, and words importing the singular number shall
mean and include the plural number and vice versa where the context so requires.

D. Words importing persons shall include firms, associations, partnerships
(including limited partnerships), trusts, corporations and other legal entities, including
public bodies, as well as natural persons.
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nong

E. The terms “include,” "including," and similar terms shall be construed as if
followed by the phrase "without being limited to."

F This Agreement and any document or instrument executed pursuant hereto
may be executed in any number of counterparts each of which shall be deemed an
original, but all of this together shall constitute on and the same instrument.

G. Whenever under the terms of this Agreement time for performance of a
covenant or condition falls upon a Saturday, Sunday or holiday, such time for
performance shall be extended to the next business day. Otherwise all references herein
to "days" shall mean calendar days.

H. All exhibits attached to this Agreement are hereby incorporated as a part of
this Agreement by reference.

IN WITNESS WHEREOF, the parties have hereto set their hands and seals on the
days and dates written below.

Dated: , 2016 Dated: , 2016
VILLAGE OF BARTLETT EAGLE Z PROPERTIES, LLC
By: By:
Kevin Wallace, Village President Name:
Title:
Attest: GLOBAL AUTO RECYCLING &
REPAIR CORP.
Lorna Giless, Village Clerk By:
Name:
Title:
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MaROUS & COMPANY

October 7, 2015

Village of Bartlett
228 S. Main Street
Bartlett, IL 60103

Attention: M. Jim Plonczynski, Community Development Director

Subject:  0.560-acre Land Parcel
Northwest Quadrant of Spaulding Road and Lambert Lane
Bartlett, Illinois 60120
PIN 06-29-301-001 (Partial)

Dear Mr. Mraz:

In conformance with the signed letter of engagement, the 0.560-acre vacant land parcel located at the
northwest quadrant of Spaulding Road and Lambert Lane, in proximity to the Castle Creek planned
residential development, Bartlett, Illinois, has been inspected and appraised. This appraisal report has
been prepared specifically for the use of the Village of Bartlett and its counsel, Bryan E. Mraz. The
purpose of this appraisal is to estimate the market values of the subject property as of September 7, 2015,
in order to assist the client in determining at what price the property would sell if exposed for sale in the
open market. The entire fee simple and a partial interest in the property are being appraised.

The property being appraised is a mostly rectangular-shaped land parcel that contains 0.560 acre or
approximately 24,372 square feet of land area. The subject property is part of a larger, approximate 12-
acre land tract of land, (the Larger Parcel) which is part of the Castle Creek planned residential
subdivision development. The Larger Parcel originally was scheduled for development with a Suburban
Transit Access Route (STAR) Metra station. The subject property and the larger parcel are zoned PD,
Planned Development District, by the Village of Bartlett.

All utilities, including electricity, natural gas, telephone, and municipal water and sewer, are assumed to
be available; however, they are not installed to the site. According to the Flood Insurance Rate Map,
Panel Number 17031C1637 and dated August 19, 2008, the subject property is located in a Zone X, an
area that is not designated as a flood hazard area. There are no known areas of wetlands on the subject

property.

The subject property is located within the far northwest side of the village of Bartlett. In general terms,
the land uses to the east are within the Village of Bartlett and are residential in nature and the land uses
to the west are within the City of Elgin and are industrial in use. Immediately west of the subject property
is an automobile salvage yard identified as Global Auto Recyclers, which is referred to herein as the
Global Parcel, and which is located in unincorporated Elgin Township. This immediate area is traversed
by numerous railroad right-of-way lines. As part of a larger effort to create a Federal Railroad
Administration-regulated quiet zone in this area, the Village of Bartlett is considering selling the subject

-———-
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Mr. Bryan E. Mraz
Northwest Quadrant of Spaulding Road and Lambert Lane
October 7, 2015

property to the owner of the Global Parcel and reconfiguring the points of ingress and egress to these
parcels.

The subject property is encumbered with a permanent access easement and a temporary easement for
additional access and parking for the benefit of the Global Parcel. Out client has instructed us to appraise
the subject property in its as is condition encumbered with permanent and temporary easements, and
under the hypothetical condition' that the subject property is not encumbered with permanent and
temporary easements.

In view of the following facts and data connected with this appraisal, the market value of the fee simple
estate in the subject property under the Aypothetical condition that the subject property is not
encumbered with permanent and temporary easements, as of September 7, 2015, is:

FORTY-EIGHT THOUSAND SEVEN HUNDRED FIFTY DOLLARS
(848,750 )

Also, in view of the following facts and data connected with this appraisal, the market value of the
subject property in its as is condition as encumbered with permanent and temporary easements, as of
September 7, 2015, is:

EIGHTENN THOUSAND THREE HUNDRED DOLLARS

18,300

These value estimates are contingent upon the estimated exposure time of 6 to 9 months. They are gross
values and no allowance was made for brokerage commissions or costs of utilities, real estate taxes, or

other carrying costs during the marketing period.

MaRous and Company has received and has relied upon verbal and written communications and
documents regarding the subject property in the preparation of this appraisal report. If additional
information about the subject property is received or becomes known, MaRous and Company reserves
the right to determine whether this information has a substantive impact on the valuation of the subject
property and to adjust values accordingly.

This document conforms to our understanding of the requirements for an appraisal report under Standard
Rule 2-2 (a) of the Umﬁim Standards of Professional Appraisal Practice and Advisory Opinions
(USPAP). This appraisal report is a brief recapitulation of the appraisal data, analyses, and conclusions.
Supporting documentation is retained in MaRous and Company office files.

1 A hypothetical condition is defined as “that which is contrary to what exists but is supposed for the purpose of the analysis.”
Uniform Standards of Professional Appraisal Practice. (Washington, D. C.: Appraisal Standards Board, 2014) U-3,

MaRous & Company i



