VILLAGE OF LAKE BLUFF
BUSINESS ADVISORY AD HOC COMMITTEE
REGULAR MEETING
Tuesday, November 30, 2021 - 7:00 P.M.
Members of the public may view and participate in the meeting via:
•
•
•

•

In person at the Village Hall Board Room, 40 E. Center Ave.
Online: www.lakebluff.org/VirtualBAC
Dial-in: (312) 626-6799. Enter meeting ID 843 5577 4665. Press # when prompted for a Participant ID.
The meeting will be live-streamed at lakebluff.org/Channel19
MEETING NOTICE AND AGENDA

1. CALL TO ORDER AND ROLL CALL

2. NON-AGENDA ITEMS AND VISITORS

The Chair and the Committee allocate fifteen (15) minutes during this item for those individuals who would like the
opportunity to address the Committee on any matter not listed on the agenda. Each person addressing the Committee
is asked to limit their comments to a maximum of five (5) minutes.

3. COMMITTEE SETS THE ORDER OF THE MEETING

The Chair and Committee will entertain requests from anyone present on the order of business to be conducted
during the Board Meeting.

4. COMMITTEE ORIENTATION

A) INTRODUCTIONS
B) REVIEW MISSION & DISCUSS ROLE
C) PROPOSED ACTION PLAN

5. A DISCUSSION REGARDING VILLAGE MARKETING CAMPAIGN
6. VILLAGE ADMINISTRATOR’S REPORT

a) UPDATE REGARDING DOWNTOWN STREETSCAPE PROGRAM

7. CHAIR’S REPORT
8. COMMITTEE MEMBER’S REPORT
9. ADJOURNMENT
R. Drew Irvin
Village Administrator
The Village of Lake Bluff is subject to the requirements of the Americans with Disabilities Act of 1990. Individuals with disabilities who plan to attend this meeting
and who require certain accommodations in order to allow them to observe and/or participate in this meeting, or who have questions regarding accessibility of the
meeting or the facilities, are requested to contact R. Drew Irvin, Village Administrator, at 234-0774 or TDD number 234-2153 promptly to allow the Village of Lake
Bluff to make reasonable accommodations.

MEMORANDUM
Date:

November 24, 2021

To:

Chair Markee and Members of the Business Advisory Ad Hoc Committee

From:

Drew Irvin, Village Administrator

Subject:

Agenda Item #4 – Committee Orientation

On Tuesday night BAC Chair Joy Markee and Village Administrator Drew Irvin will
• Review the mission of the BAC,
• Discuss the various roles of a Committee Member,
• Discuss a proposed plan of action, and
• Consider the next steps for the Committee to take.
As always, please feel free to contact me with any questions or concerns at 847-283-6883.

MEMORANDUM
Date:

November 24, 2021

To:

Chair Markee and Members of the Business Advisory Ad Hoc Committee

From:

Drew Irvin, Village Administrator

Subject:

Agenda Item #5 – Discussion Regarding Lake Bluff Marketing Campaign

Lake Bluff 2016 Strategic Plan stakeholders suggested, in order to achieve a business climate which sustains a
robust and stable local economy, the Village develop a marketing plan. Developing this plan required the
Village to uncover its brand, which necessitated the hiring of North Star Destinations (in November 2012) – an
advertising agency located in Nashville, TN specializing in local government branding.
The benefits of an integrated brand are far-reaching, affecting the economic stability of the residential and
business communities. Proactive communities, such as Lake Bluff, brand themselves to be distinctive and to be
destinations of choice for businesses, industry, visitors, residents, families and others. North Star conducted
more than a dozen pieces of research to identify what differentiates Lake Bluff from its neighbors and
competitors. By examining the community (stakeholders, residents), consumers (visitors, regional and state
officials in tourism and economic development) and the competition (neighboring and other communities),
North Star determined a strategy for Lake Bluff to assert across all community assets to implement an
effective, meaningful and relevant brand.
Over the past several years, the Village completed essentially all of the strategies identified by NorthStar to
varying degrees; certain brand building strategies identified by North Star – namely, Recruit New Businesses
and Residents – lend themselves to multiple campaigns. Early in the Covid-19 pandemic, Village leadership
was interested in investing in a campaign around raising awareness for potential home purchasers about Lake
Bluff by bringing the Village’s tagline – Northshore Life. Lake Bluff Style. – to life in an authentic and
captivating way, complete with an accountability plan for implementation and measuring success of the
campaign. To that end, the Village budget has marked $50,000 to bring the Village’s tagline to life in order to
recruit home purchasers to Lake Bluff. The attached Request For Proposal was developed by a Branding
Steering Committee made up of resident marketing and advertising professionals earlier this year. Before the
RFP is posted, Village Staff is seeking BAC members thoughts on the campaign concept and timing.
As always, please feel free to contact me with any questions or concerns at 847-283-6883.
Reports and Documents Attached:
1.
DRAFT Marketing Campaign RFP.

REQUEST FOR PROPOSALS (RFP)
MARKETING CAMPAIGN
VILLAGE OF LAKE BLUFF
ISSUED [DATE], 2021
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ABOUT LAKE BLUFF, ILLINOIS
Nestled at the northernmost point of the North Shore, Lake Bluff stands in stark contrast to many of its neighboring communities. Known for
affluence and abundance, the North Shore has a reputation as one of the most desirable places to live in Chicago, if one can afford it. This is an area
known for extravagance and, at times, research showed, somewhat high-brow, but North Star’s research revealed an interesting characteristic that
distinguishes Lake Bluff from other North Shore communities.
Upon visiting Lake Bluff, one immediately senses a uniqueness about the community. Instead of extravagance, the residents and stakeholders in the
Village focus their attention on experiences. Lake Bluff is known for welcoming and down-to-earth residents whose ability to make you feel at
home gives new residents (and even life-long ones) and visitors a laid back, casual feeling.
Events and festivals, like the 4th of July Parade and the Lake Bluff Halloween events (where in excess of 1,800 children come to trick-or-treat),
add a lively and energetic atmosphere to the community. Bringing residents together, whether through a large block party of intimate neighborly
get-together, is one of the things Lake Bluff does best. In fact, when asking people what brought them to Lake Bluff instead of other North Shore
communities, respondents overwhelmingly said ― the laid-back and down-to-earth nature of the community.
Along with this small-town charm, Lake Bluff boasts a beautiful lakefront that hasn’t been overdeveloped, but instead has retained its authenticity
with a small covered picnic area, fire pits and a ― yacht club featuring a few small kayaks, paddle boards and sailboats (a great example of Lake
Bluff’s humorous side). Along the bluffs and throughout the area beautiful architecture dots the community with aesthetically pleasing homes and
Village assets.
Also, downtown Lake Bluff is a focal point to the Village, where residents and visitors come to enjoy a great craft-brew, fantastic dinner at
Inovasi or Maevery’s Public House or shop at the regionally recognized local farmer’s market. And, finally, fantastic parks and recreational assets
and highly-recognized schools make Lake Bluff a popular destination for families.
As with any community, Lake Bluff is not without its challenges. Research showed that the population of the Village is declining due to an aging
majority and high property tax rates when compared to the town immediately to the south (Lake Forest). The community’s small size makes it
difficult to reach true economies of scale to keep costs low and therefore ease the burden for local residents. Additionally, some mentioned in the
research that the lack of big box retail was an additional barrier to lowering the property tax rates; while others did not think that big box retail
was representative of the culture in Lake Bluff. Some small business owners, particularly in the downtown area, mentioned the lack of repeat foot
traffic from residents was a challenge to keeping their doors open over the long-term.
The Village of Lake Bluff stands apart from other communities because of its culture of laid-back, down-to-earth atmosphere. The residents of the
North Shore, as a general rule, have most everything needed to live an affluent, material life. But, when everything is at your fingertips, what do you
envy? Residents in Lake Bluff are less concerned with the name brand clothing or living up to the standards of the North Shore; they are more
concerned with experiencing life with family and friends. Having a deep sense of belonging to your neighbors and your community is a priceless
reward for living in Lake Bluff. All of these characteristics and attributes have been underscored by our experience throughout the COVID-19
pandemic.
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STRATEGIC BRAND PLATFORM
On the northern-most point of Chicago’s prestigious North Shore is a jewel of a village where the soundtrack of life is laughter. It rings out from
the children who pedal furiously across the Green on bikes. Like church bells, it peals from the restaurants and specialty stores and bars that dot
the downtown. It is an undercurrent in the shouted greetings of friends and neighbors on the streets or in their backyards.
It is North Shore living in Lake Bluff style.
Although the address is pretty prestigious, Lake Bluff is far from an exclusive club. It’s a place where you can be casually comfortable in your own
skin, and where newcomers to this tiny town of 6,000 are welcome to have as much of a voice in shaping the village as those who have lived here
forever. Who you are as a part of the community is the measure of your worth here, not what you do, which means that at any given moment, you
could just as well be talking to a leader of an industry as an industrious skilled artisan. And it’s our heartfelt belief that whether you’ve come for a
day of fun or a lifetime of living, Lake Bluff is stronger for having you here. We don’t take ourselves too seriously. Perhaps because we realize that
despite the sterling credentials and successful careers of the people who live in Lake Bluff, it is experience that gives life its meaning, not
extravagance or prestige. Our idea of standing on ceremony is saluting the flags in our famous 4th of July parade. Business meetings are conducted
over Lake Bluff Lagers and our only pretense is pretending to be someone – or something – else at the annual Halloween block party. We love our
dogs more than our possessions and value friends and family more than . . . well . . . more than anything.
Even businesses are a little more relaxed in Lake Bluff. Unique shops and restaurants are the cornerstone of our quaint downtown and merchants
there know your name as well as your favorite ice cream flavor. Office parks and shovel ready development offer options for all types of business.
And to help ensure success, we provide the support for businesses to flourish in style from our highly educated work force to incentives to help
you get started. And all of Lake Bluff’s business benefits are just minutes from the resources of the mighty commercial shoulders of Chicago, yet a
world away from its stresses.
We’re grateful to be living on Chicago’s North Shore. Beautiful views of Lake Michigan. Educated residents in every town. Charm, influence and
affluence everywhere. But for those of us who’ve make Lake Bluff home, there is nowhere else on the Shore we’d rather be and nowhere else on
earth we’d ever live. Some places just fit like a glove.
North Shore Life. Lake Bluff Style.
All communications, actions and product development will connect to the essence of this relevant and defining statement: "For those who prize experiences
over extravagance Lake Bluff, IL is one of the smallest Villages on the North Shore nestled along Lake Michigan, just minutes from Chicago, where its small size,
unpretentious charm, and easygoing spirit set it apart even in prestigious company so you spend life laughing with the Joneses, not keeping up with them."
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SITUATION
Lake Bluff 2016 Strategic Plan stakeholders suggested, in order to achieve a business climate which sustains a robust and stable local economy, the
Village should develop a marketing plan. Developing this plan required the Village to uncover its brand, which resulted in the Village hiring North
Star Destinations – an advertising Agency located in Nashville, TN specializing in local government branding. North Star conducted more than a
dozen pieces of research to identify what differentiates Lake Bluff from its neighbors and competitors. By examining the community (stakeholders,
residents), consumers (visitors, regional and state officials in tourism and economic development) and the competition (neighboring and other
communities), North Star determined a strategy for Lake Bluff to assert across all community assets to implement an effective, meaningful and
relevant brand. Using this strategy, the Village executed a "roll-out" of the brand action ideas developed by North Star in two phases:
1. Phase I. This phase included changes to the Village's physical environment such as: office stationary, flags and banners, entryway signage,
and with the help of local merchants, various pieces of branded merchandise and other tangible items, as well as the digital environment
involving our website and various social media outlets. While essentially complete, the Village remains committed to the Phase 1 efforts as
new assets are deployed.
2. Phase II. This phase involved establishing connections and marketing the community to those outside of our borders. As shown in the
graphic below, this work has been very limited for those living, visiting or conducting business in Lake Bluff.
Target Audience
Real Estate Customer
Business
Consumer
Tourist

Print Advertising
No
No
Yes
No

Mobile Advertising
No
No
No
No

TV
No
No
No
No

Video
Yes
No
Yes
Yes

Medium
Email
Yes
Yes
Yes
No

Search Engine Marketing
No
No
No
No

Retargeting
No
No
No
No

Social Media
Yes
No
Yes
Yes

Podcasts
No
No
No
No

At this time, the Village is interested in investing in a campaign around raising awareness for potential home purchasers about Lake Bluff by bringing
the Village’s tagline – Northshore Life. Lake Bluff Style. – to life in an authentic and captivating way. We are looking for the best Agency to
develop and assist the Village in executing a strategic cohesive marketing plan to deliver this message, complete with an accountability plan for
implementation and measuring success of the branding process.
Possible measurement tools include but are not limited to the following: Brand Advocacy Score, Engagement [Impressions, Social Reach, Clicks,
Shares, Likes, Retweets, Comments, etc.], Email Open Rate, Click-Through Rate, Cost Per Click, Cost Per Conversion, Cost Per Acquisition,
Overall ROI.
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BUDGET & PROGRAM
The Village has marked $50,000 to bring the Village’s tagline to life and drive consumers and home purchasers to Lake Bluff.
PROPOSAL REQUIREMENTS
To achieve a uniform review process and obtain the maximum degree of comparability, proposals must be organized and contain all information as
specified below:
1. Cover Letter. Maximum of two pages serving as an executive summary which shall include an understanding of the scope of services.
2. Brief Agency Profile. General Agency information including history, philosophy, clients, number of employees, location of company
headquarters and branch offices, number of years in business and organization, structure, and staffing. Describe the general qualification of
the Agency, connection with the Village (this is important) and what resources will be allocated to the Village with this RFP.
3. Organization and Staffing. Provide a list of the Agency’s staff which the Agency anticipates assigning to this project. This list shall include a
summary of the qualifications and experience of each individual; and the level of work to be performed by each individual. The Village will
retain under its agreement (see attached draft Agreement) with the successful Agency the right of approval of all person performing under
the agreement.
4. Topline Creative Approach. The proposal should demonstrate the agent’s knowledge of the needs and objectives of the work proposed
under this RFP, and how the Agency will approach this work in media mix, concept, etc. Please know that no campaigns, comps or ads
necessary or expected as part your reply to this call for proposals.
5. Cost Proposal. The cost proposal shall include the hourly rate for services. Include any sub-consultant’s fee schedule, if applicable. This
should include hourly billable costs of each team member.
Résumé, Relevant Projects/Services with References. Provide résumés of the individual(s) from the Proposer's firm or entity that will be
directly responsible for carrying out the contract, three references to include name, address, contact person and phone number of the
municipality/company, length of time services were provided, and a description of the services provided. As part of your proposal, you should include
work that you have done that is relevant to this assignment. Also, please identify any Agency accounts that may be perceived to be in competition with
the Village of Lake Bluff or that may pose a conflict of interest as well as any accounts that may be an asset.
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SUBMITTAL
One (1) digital pdf copy of the proposal must be submitted no later than 12:00 noon, Thursday, April 1 2021 to the Office of the Village
Administrator at dirvin@lakebluff.org. Emails must be titled “RFP MARKETING CAMPAIGN.” All questions regarding this RFP shall be directed
to R. Drew Irvin, Village Administrator, at dirvin@lakebluff.org.
AMENDMENTS TO REQUEST FOR PROPOSALS
The Village reserves the right to amend the RFP by addendum prior to the final proposal submittal date.
ADDITIONAL AGENCY RESPONSIBILITIES
The Agency shall be responsible for completing the specified services in accordance with the Village’s Contract Services Agreement (see
attachment).
PROPOSAL EVALUATION/SELECTION
The Village intends to engage the most qualified Agency available that demonstrates a thorough understanding of the Village’s needs and will use the
following criteria to evaluate proposals:
 Understanding of Work to be Performed (the Scope of Services): 15 points
 Demonstrated Quality Firm and Professional Staff Technical Skill, Experience, Performance and Approach: 30 points
 Familiarity with the Village, Lake County, and State: 15 points
 Firm’s and Professional Staff References/Satisfaction of Clients: 15 points
 Completeness and Quality of Proposal: 15 points
 Cost Approach to performing this type of service: 10 points
 Total: 100 points
The Village may request a qualification interview with the highest ranked Agency(s) prior to determining the final ranking. The Village reserves the
right to reject any and all proposals.
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MEMORANDUM
Date:

November 24, 2021

To:

Chair Markee and Members of the Business Advisory Ad Hoc Committee

From:

Drew Irvin, Village Administrator

Subject:

Agenda Item #6a – Update Regarding the Lake Bluff Downtown Streetscape Concept Plan

At the direction of the Village Board, a comprehensive Central Business District ("CBD") streetscape planning
effort was initiated which project area includes all of the downtown area from the train station to Evanston
Avenue, and North Avenue to East Center Avenue. Planning consultant Jodi Mariano from Teska Associates,
Inc. was retained in late June to help complete this work and further certain high-level goals:
1. Elevate pedestrian safety,
2. Preserve existing trees when possible,
3. Maximize the utility of the current public parking inventory, and
4. Enhance CBD user experiences.
As you may know, this planning effort started with Block 2 and, working under the guidance of the
Architectural Board of Review ("ABR"), has now taken into consideration the enhancement of the entire CBD.
To kick the project off, the Village's planning consultant shared issues and opportunities that were uncovered
in the engagement process and reviewed preliminary streetscape concept plans with the ABR at its October 5,
2021 Special Meeting. Incorporating the feedback and direction provided at that meeting, Ms. Mariano
presented to the ABR on November 2, 2021 revised concept plans and an updated overall CBD plan. At the
conclusion of this meeting, the ABR unanimously recommended the Village Board approve a concept plan with
reimagined streetscape amenities and ideas on how to treat certain special places within the CBD; the ABR
noted with their approval of the Concept Plan that efforts should be taken to reduce cut-through traffic as
reported by Block 1 Building Developer/Operator Rob Douglass during the public meeting. Mr. Douglass stated
that drivers are using his parking lot aisle to get into the CBD.
On November 22, 2021 Ms. Mariano presented the attached ABR recommended Concept Plan to the Village
Board. Members of the Village Board and the public offered comments regarding the concepts and discussed
next steps (Board adoption of the Concept Plan and continued evaluation by various Village advisory bodies
and stakeholders). Following a brief presentation on Tuesday evening, it is anticipated that the BAC members
will provide thoughts regarding the Concept Plan (design, timing, etc.}.
As always, please feel free to contact me with any questions or concerns at 847-283-6883.
Reports and Documents Attached:
1.
November 22, 2021 Teska presentation/slide deck.

Lake Bluff Downtown Streetscape Concept Plan
Village Board Presentation | November 22, 2021

AGENDA
1. Project Intro: Study Area, Goals + Timeline
2. Public Outreach Summary: What we heard
• Farmers Market, Community Poll, ABR Guidance

3. Presentation: Plan Recommendations
• Overall Plan
• Enlargement Areas + Special Places
• Streetscape Amenities

4. Priority Projects + Budget Costs
5. Discussion / Q+A

PROJECT INTRO: STUDY AREA + PROJECT GOALS
Goals:
_______________________
• Enhancing the CBD user experience.
• Preserving existing trees when
possible.
• Elevating pedestrian safety.
• Maximizing the utility of the current
public parking inventory.
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PROJECT INTRO: TIMELINE

VB

OUTREACH STATISTICS

_____________
(8/20 – 11/16)
Weekly e-news: 10,994 views
Project Webpage: 3,685 views
Social Media: 8,605 views
______________
(8/29 – 9/27)
Community Poll: 797 responses,
1,200 individual comments
______________
(9/10)
Farmers Market: 7am – 12pm

FARMERS MARKET INPUTS

COMMUNITY FEEDBACK POLL INPUTS
When do you typically visit Downtown Lake Bluff?
Weekends – daytimes
Weekends – evenings
Weekdays – daytimes
Weekdays – evenings
I do not visit Downtown Lake Bluff

78%
74%
72%
60%
<1%

COMMUNITY FEEDBACK POLL INPUTS
How do you usually travel to Downtown Lake Bluff?

Walk
Bicycle
Drive
Metra Train

COMMUNITY FEEDBACK POLL INPUTS
When visiting Downtown Lake Bluff by car, where do you typically park?

On-street in the Downtown Area
On-street in the Residential Area
Public Parking lot
Metra Station Parking Lot

COMMUNITY FEEDBACK POLL INPUTS
What types of events or experiences bring you to Downtown Lake Bluff?
Outdoor Dining
Farmers Market
4th of July Parade
Music Concerts
Block Parties
Bike Race (Criterium)
Holiday Markets
Art Festivals
Food Truck Events
Physical Fitness
Private Gatherings
Other

89%
89%
77%
74%
65%
59%
56%
53%
40%
27%
26%
7%

COMMUNITY FEEDBACK POLL INPUTS
Lake Bluff has tested flexible streetscape functions, such as temporarily
reallocating on-street parking for outdoor dining and events. How likely are you
to support similar flexible parking and dining arrangements in the future?
I support this idea 82%
I am unsure / need more information 14%
I do not support this idea 4%

COMMUNITY FEEDBACK POLL INPUTS
Based on the list
provided, please
rank the
streetscape
amenities that are
most important to
you:

Highest
priority

Lowest
priority

1. Outdoor cafes
2. Benches and seating
3. Landscape plantings
4. Lighting enhancements
5. Bike racks
6. Public art
7. Trash and recycling receptacles
8. Outdoor fireplace
9. Light pole décor / banners
10. Wayfinding signage

COMMUNITY FEEDBACK – KEY TAKEAWAYS
1

Downtown has a unique small-town ambiance and New England feel. Improvements should be in keeping with the
character and scale of Downtown.

2

‘Community, comfort, and safety’ are valued. Add traffic calming and pedestrian improvements for all users.

3

Build upon existing ‘gems’, such as Village Green, Village Hall Fountain, and Scranton Alley; Incorporate ‘seating
nooks’ for public seating and gathering.

4

Recent Block 1 improvements (one way traffic and dining areas) should be formalized and beautified.

5

Make better use of the existing parking inventory, including improved visibility, signage, and accessibility between
Metra and Downtown.

6

The downtown streetscape should be flexible to support day-to-day interactions and community fests;
Accommodate access to power, curbless street sections, unobstructed sidewalks, and movable seating.

7

Amenities should reference the existing streetscape and support pedestrian comfort, including benches, trash /
recycling bins, water fountains, public seating areas, bike racks, lighting, and plantings.

8

Sustainability should be applied to the materials and methods by which Downtown is maintained.

9

Greenery and seasonal décor are important aspects of the streetscape.

10

Downtown Lake Bluff is nearly perfect today – don’t change it too much!

ISSUES +
OPPORTUNITIES
•
•
•
•
•

Entries
Crossings
Living Rooms
Active Park Edges
Street Types

PRESENTATION:
DRAFT CONCEPT PLAN RECOMMENDATIONS

OVERALL
STREETSCAPE
CONCEPT PLAN
BLOCK 1
BLOCK 2
BLOCK 3

BLOCK 4

DOWNTOWN STREETSCAPE CONCEPT PLAN (DRAFT)
VILLAGE OF LAKE BLUFF
Village Board Presentation | November 22, 2021

BLOCK 2
ENLARGEMENT

Block 2 Planning Principles
• Maximize on-street parking
• De-clutter sidewalks
• Protect existing trees
• Infill new trees
• Incorporate flexible outdoor public seating
• Maintain high visibility crosswalks
• Reinforce placemaking at the Library /
History Museum

BLOCK 1
BLOCK 2

BLOCK 3

4
DOWNTOWN STREETSCAPE CONCEPT BLOCK
PLAN (DRAFT)
VILLAGE OF LAKE BLUFF
Village Board Presentation | November 22, 2021

BLOCK 2
UNDER CONSTRUCTION

opportunity
for motorcycle
parking

5

7

14

9

SCRANTON AVE STREETSCAPE
LAKE BLUFF, IL

PREFERRED CONCEPT
SEPTEMBER, 2021

view looking east

17’-8”
9’
20’
DOWNTOWNTYPICAL
STREETSCAPEPARALLEL
CONCEPT PLAN (DRAFT)
ROADWAY
SIDEWALK
PARKING

VILLAGE OF LAKE BLUFF
Village Board Presentation | November 22, 2021

15’-6”
DIAGONAL
PARKING

17’-10”
TYPICAL
SIDEWALK

80’-0” R.O.W

SCRANTON AVE STREETSCAPE

BLOCK 3
ENLARGEMENT

Block 3 Planning Principles
• Reinforce green transitions to neighborhood
• Protect existing trees
• Infill new trees
• Maintain lawn parkways
• Maintain high visibility crosswalks
• Replace (3) existing gas powered lights with Village
standard LED poles (west section of Scranton Ave)
• Add seating nook, (1) Village standard LED light
pole and new Library sign in partnership with the
Lake Bluff Public Library

BLOCK 2
BLOCK 3

E. SCRANTON AVE

BLOCK 4

DOWNTOWN STREETSCAPE CONCEPT PLAN (DRAFT)
VILLAGE OF LAKE BLUFF
Village Board Presentation | November 22, 2021

BLOCK 3
BLOCK 4
ENLARGEMENT

BLOCK 4

DOWNTOWN STREETSCAPE CONCEPT PLAN (DRAFT)
VILLAGE OF LAKE BLUFF
Village Board Presentation | November 22, 2021

Block 4 Planning Principles
• Maximize on-street parking
• De-clutter sidewalks
• Protect existing trees
• Infill new trees
• Incorporate flexible outdoor
public seating with specialty
lighting
• Maintain high visibility
crosswalks
• Consolidate curb cuts + add (1)
parking space at Oak Avenue
• Extend Scranton Alley pedestrian
walkway to the east and west
in partnership with adjacent
property owners

BLOCK 4
SPECIAL PLACES

Replace (3) exsiting gas
powered light poles with new
Village standard LED poles.

Seating nook at Library corner
incorporates new Library
sign, masonry seatwall,
Village standard light pole
and seating elements

OAK AVE

consolidate curb cuts,
add (1) parking space

E. SCRANTON AVE

expanded pedestrian
connection to Scranton Alley

DOWNTOWN STREETSCAPE CONCEPT PLAN (DRAFT)
VILLAGE OF LAKE BLUFF
Village Board Presentation | November 22, 2021

BLOCK 1
ENLARGEMENT

Signage + pavement treatments
to prevent motorists from cutting
through the parking lot
(in partnership with property owner)

Metra
Parking

BLOCK 1

BLOCK 2

Bike
shelter
with
specialty
lighting

Remove (1) parking space
to accommodate corner plaza

Metra
Station
Add landscaped median
with refuge island

Block 1 Planning Principles
• Improve connectivity between
Metra Parking Lot and
Downtown
• Calm traffic and expand
north sidewalk via one-way
westbound traffic pattern
• Accommodate flexible street
uses via a curbless street
(adjacent to businesses at north)
and curbed street (adjacent to
Village Green)
• Incorporate flexible outdoor
public seating with specialty
lighting
• Maintain high visibility
crosswalks

E. SCRANTON AVE

DOWNTOWN STREETSCAPE CONCEPT PLAN (DRAFT)
VILLAGE OF LAKE BLUFF
Village Board Presentation | November 22, 2021

BLOCK 4

BLOCK 1
ENLARGEMENT

10’-0”

view
Bike
shelter

(requires approval by
Historic Preservation

Landscaped median
+ refuge island

Parking
Sign

Concrete
crosswalk

Kiosk sign + seatwalls

WALNUT
AVE

seating nook

SHERIDAN
RD

lighting
enhancements at
the Metra Station

planter
pots define
the edge
of the
curbless
street

(requires approval by Historic
Preservation Commission)

Existing
“Train Station “
Sign

Metra
Parking

Metra
Station

lighting enhancements
at the Metra Station

existing (5) parking spaces
/ delivery / flex lane

curbless street section
flexible curbside uses
include parking + loading

E. SCRANTON AVE
curb + gutter at
park edge
seating nooks

DOWNTOWN STREETSCAPE CONCEPT PLAN (DRAFT)
VILLAGE OF LAKE BLUFF
Village Board Presentation | November 22, 2021

depressed
curb

14’-0”

public seating
plaza with
seatwall +
festoon lighting

BLOCK 1
SECTIONS

BLOCK 1

VILLAGE GREEN

EXISTING

+/- 18 ‘

9‘

14’

14’

18’

SIDEWALK
W/ OUTDOOR
DINING

PARKING
LANE

DRIVE LANE

DRIVE LANE

DIAGONAL PARKING

BLOCK 1

BLOCK 1 - EXISTING
D O W N T O W N

L A K E

6’ MIN CLEAR ZONE

SCRANTON AVE
PROPOSED
(day-to-day)

B L U F F

+/- 33 ‘

8’

14’

18’

SIDEWALK
W/ OUTDOOR
DINING

FLEX LANE

1-WAY
WESTBOUND

DIAGONAL PARKING

VILLAGE GREEN FIREPLACE AND
ADIRONDACK
SEATING

BLOCK 1 FLEXIBLE STREET
D O W N T O W N

SCRANTON AVE

L A K E

B L U F F

6’ MIN CLEAR ZONE

PROPOSED
(event layout)

+/- 33 ‘

8’

14’

18’

SIDEWALK
W/ OUTDOOR
DINING

FLEX LANE

1-WAY
WESTBOUND

DIAGONAL PARKING

DOWNTOWN STREETSCAPE CONCEPT PLAN (DRAFT)
VILLAGE OF LAKE BLUFF
Board Presentation
| November
22, 2021
BLOCKVillage
1 FLEXIBLE
STREET - FESTIVAL
SETUP

FIREPLACE AND
ADIRONDACK
SEATING

VILLAGE GREEN
ENLARGEMENT

SHERIDAN RD

E. SCRANTON AVE

Sheridan
Road
gateway
entry
plantings

DOWNTOWN STREETSCAPE CONCEPT PLAN (DRAFT)
VILLAGE OF LAKE BLUFF
Village Board Presentation | November 22, 2021

Village Green Planning Principles
• Protect existing Gazebo, split rail fencing,
tree canopy and green space
• Replace existing drinking fountain with new
fountain
• Add casual seating nooks and amenities at
Village Green perimeters
• Protect the existing Veterans Memorial;
Enhance the surrounding pavements for
improved access and visibility
• Maintain high visibility crosswalks
• Improve Sheridan Road entry plantings

BLOCK 4

VILLAGE GREEN
SPECIAL PLACES

SCRANTON
AVE

TER

CEN
AVE

Existing Veterans
Memorial
surrounded by
enhanced paving
+ seatwalls

Seating nook may include:
concrete pad, adirondack chairs, fireplace feature,
and drinking fountain replacement.
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BLOCK 4

VILLAGE GREEN
SPECIAL PLACES
Seating nook may include:
concrete pad, masonry
seatwalls and bike racks

CENTER
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SCRANTON AVE
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Bike racks at
Village Hall

STREETSCAPE AMENITIES - FURNISHINGS

Add recycling
receptacles and
signage to Village
standard models

Bench
Mfr: Victor Stanley

Movable Bike Rack
Mfr: ParkIt

Electric Vehicle
(EV) Charging
Stations
incorporate low
profile EV
stations at
existing parking
lots and at onstreet parking
where space and
visibility allows,
such as adjacent
to Village Green.

Trash / Recycling
Mfr: Victor Stanley

Precast Concrete Planter Pot
Mfr: Wausau Tile

Drinking
Fountain
with Pet
Bowl
Mfr:
Murdoch

STREETSCAPE AMENITIES – DECORATIVE LIGHTING

Festoon Poles and String Lighting
Mfr: Sternberg

STREETSCAPE AMENITIES – BIKE SHELTER OPTIONS

Bike Shelter, Option 1
Mfr: Duo Gard

Bike Shelter, Option 2
Mfr: Streetscapes

Bike Shelter, Option 3
Mfr: Cyclehoop

STREETSCAPE AMENITIES – SEATING NOOKS

Adirondack Chairs
Mfr: Landscape Forms

ABR
Recommendation
(minus fire feature)

Custom Fireplace, low profile
Homewood, IL

STREETSCAPE AMENITIES – SIGNS
Parking lot entry signs

ABR
Recommendation
(simplified sign copy,
minus weathervane
topper)

Business
Directory

Decorative
Poles

P
Public
Parking
Free after 10am

Option 1 – decorative column

Option 2 – pole mounted

Business Directory Sign Kiosk custom

Decorative poles
for regulatory signs
Mfr: Tapco

BLOCK 1 – ONE WAY TRAFFIC PATTERN

STREETSCAPE PLANTINGS – NATIVE TREES

STREETSCAPE PLANTINGS
NATIVE SHRUBS + PERENNIALS

PRIORITY PROJECTS + BUDGET COSTS

BUDGET COSTS | AREA 1, SCRANTON AVE BLOCK 1
AREA 1: SCRANTON AVENUE (Sheridan Rd to Walnut Ave)

ROADWAY / DEMO
$ 347,470
(site mobilization, traffic control, remove roadway + sidewalk,
excavation, relocate lights, curb + gutter, concrete roadway)
HARDSCAPE / PAVING
(sidewalks, concrete pads, masonry seatwalls)

$ 169,970

SITE FURNISHINGS / LIGHTING
(festoon light poles, sign kiosk, tree grates, planters,
trash/recycling bins)

$ 164,800

PLANTINGS
(trees, understory plantings, soils, mulches)

$

62,775

UTILITIES
(allowance for utility adjustments, electrical, underdrains)

$

50,000

SUBTOTAL $ 795,015
Design engineering (8%) $

63,601

Construction phase design (10%) $

79,502

Contingency (15%) $ 119,252
AREA 1 TOTAL $1,057,370

PRIORITY
PROJECT
AREAS
BLOCK 1
BLOCK 2
BLOCK 3

1A

1

BLOCK 4

1B
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BUDGET COSTS | AREA 1A, SHERIDAN RD / METRA ENTRY
AREA 1A: SHERIDAN RD / METRA STATION ENTRY
ROADWAY / DEMO
(site mobilization, traffic control, preparation for
entry drive median + crosswalk, new curb +
gutter)

$ 57,833

HARDSCAPE / PAVING
(sidewalks)

$ 12,620

SITE FURNISHINGS / LIGHTING
(bike shelter, specialty lighting, bike racks,
trash/recycling bins)

$ 70,300

PLANTINGS
(tree, understory plantings, soils, mulches)

$ 14,950

SUBTOTAL $155,703
Design engineering (8%) $ 12,456
Construction phase design (10%) $ 15,570
Contingency (15%) $ 23,355
AREA 1A TOTAL $207,085

BUDGET COSTS | AREA 1B, VILLAGE GREEN EAST
AREA 1B: VILLAGE GREEN EAST
ROADWAY / DEMO
(site mobilization, sidewalk removal,
excavation)

$ 17,825

HARDSCAPE / PAVING
(sidewalks, concrete pads, masonry
seatwalls)

$ 78,560

SITE FURNISHINGS / LIGHTING
(movable seating, bike racks, drinking
fountain replacement, trash/recycling bins)

$ 21,700

PLANTINGS
(understory plantings, soils, mulches)

$ 22,500

SUBTOTAL $140,585
Design engineering (8%) $ 11,247
Construction phase design (10%) $ 14,059
Contingency (15%) $ 21,088
AREA 1 TOTAL $186,978

BUDGET COSTS | AREA 2, OAK STREET / SCRANTON AVE
AREA 2: OAK STREET / SCRANTON AVENUE
ROADWAY / DEMO
(site mobilization, remove roadway +
sidewalk, excavation, new curb + gutter, new
asphalt)

$ 15,275

HARDSCAPE / PAVING
(sidewalks, masonry seatwalls)

$ 30,310

SITE FURNISHINGS / LIGHTING
(movable seating, library sign, bike rack,
pedestrian light pole, trash/recycling bins)

$ 47,950

PLANTINGS
(understory plantings, soils, mulches)

$

7,410

SUBTOTAL $100,945
Design engineering (8%) $ 8,076
Construction phase design (10%) $ 10,095
Contingency (15%) $ 15,142
AREA 1 TOTAL $134,257

BUDGET COST SUMMARY
AREA

DESCRIPTION

BUDGET
COSTS

AREA 1

SCRANTON AVE (Sheridan Rd to Walnut Ave)

$1,057,370

AREA 1A

SHERIDAN RD / METRA STATION ENTRY AREA

$ 207,085

AREA 1B

VILLAGE GREEN (east)

$ 186,978

AREA 2

OAK STREET / SCRANTON AVENUE

$ 134,257

TOTAL

$1,585,690

Thank you!

BACK OF DECK – background information

COMMUNITY FEEDBACK POLL INPUTS
Who we heard from:
• 86% residents
• 72% diners
• 69% visitors to Village Green
• 65% visitors to the Post Office
• 63% shoppers
• 58% property owners
• 46% Metra riders’
• 43% visitors to Village Hall
• 15% employees
• 5% other (Library)

Dates: August 27 – Sept 26
Age groups:
Participants: 797
• 24% age 45-54
Individual Comments: 1,200
• 24% age 55-64
• 22% age 35-44
• 15% age 65-74
• 9% age 25-34
• 4% age 75 and older
• 1% age 18-24
• <1% age 17 and younger

FARMERS MARKET INPUTS
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.

Walkability. Downtown should remain a ‘handy and convenient’ neighborhood serving destination.
Family friendly. Keep Downtown safe and welcoming to families and kids.
Enhance the entrances into downtown from all directions and slow traffic.
Sidewalks should be kept clear and free of barriers.
Block 1 temporary dining should remain and should be more visually appealing; Consider a shared street for flexibility.
Block 2 should consider improvements that will promote a livelier North Scranton area.
Block 3 should consider temporary parking and long-term affordable housing for empty nesters.
Parking. Improve signage to all public lots. Metra is an underutilized resource; people love the ability to park overnight.
Support local destinations. Scranton Alley is charming and should be protected.
Support biking and consider a bike share program
Promote public seating spaces that are truly public and not associated with private establishments.
Improve site furnishings including more bike racks and trash/recycling receptacles.
Incorporate public art with community input.
Seasonal décor including holiday lighting + seasonal planters are welcome pops of color throughout the year. Consider
year-round lighting for trees.
15. Greenery is needed and should be added throughout downtown.

COMMUNITY FEEDBACK POLL INPUTS
What about Downtown Lake Bluff is special and should be protected?
1.
2.
3.
4.
5.
6.

Small Town Ambiance. Small town feel, including charming buildings, mix of
businesses, and ‘low stress’ parking; neighborhood commercial ambiance; New
England feel.
Downtown ‘Gems’. Unique places such as Village Green, Gazebo, Village Hall
Fountain, Scranton Alley and outdoor dining .
Quaint Details. Charming features such as the historic storefronts, seasonal
planters and holiday lighting.
Variety of Gathering Options. Outdoor street dining, lawn spaces, and
seating nooks.
Fests + Events. Bluffinia, 4th of July parade, bike races, Rib Fest, Block Parties,
Music in the Park, Farmers Markets.
The People. Welcoming spirit of neighbors and businesses, family friendly
setting, ‘community, comfort, safety’.

COMMUNITY FEEDBACK POLL INPUTS
What about Downtown Lake Bluff should be improved upon?
1.
2.
3.
4.
5.
6.
7.
8.

People first. More spaces for people and less space for cars; wider sidewalks with less clutter.
Traffic calming. Improve pedestrian crossings throughout, incorporate lighting and a sense of
arrival at Sheridan Road / Scranton Avenue.
Parking. Make better use of existing parking areas, incorporate more parking and
handicapped spaces.
Seating and gathering. Accommodate sidewalk cafes. Prioritize public outdoor seating for
all to use (ie. not associated with private establishments); improve the appearance of the
temporary outdoor dining areas; site trash bins away from benches.
Amenities. More amenities for all users (dogwalkers, runners, bikers, adults and kids), such as
Adirondacks, fire pits, bike racks bottle fillers and dog waste bags.
Maintenance. Maintain trees, empty trash bins
Power. Provide access to power for farmers markets and EV charging stations.
Lake Bluff is nearly perfect -- don’t change it too much!

ISSUES + OPPORTUNITIES | CIVIC ENTRY STREET
Opportunities:
- Pull sidewalks away
from curbs and add
landscaped parkways
- Add code compliant
tactile curb ramps

ISSUES + OPPORTUNITIES | SHOPPING + DINING STREETS
Opportunities:
- Improve pavement
durability and
accessibility
- Formalize outdoor
dining adjacent to
businesses
- Add curbless street
for maximum
flexibility

ISSUES + OPPORTUNITIES | RESIDENTIAL STREETS
Opportunities:
- Maximize visibility near
landscaping
- Enhance crosswalk striping
- Add landscaping to screen
parked vehicles
- Add code compliant tactile
curb ramps
- Tree infill
- Continue to tell stories with
bronze!

ISSUES + OPPORTUNITIES | ALLEYWAY CONNECTORS
Opportunities:
- Build upon
Scranton Alley
with a
connected
network of
routes (paved,
painted, signed)

ISSUES + OPPORTUNITIES | VILLAGE GREEN EDGES
Opportunities:
- Protect Village Green
+ Trees
- Protect the Memorial
and improve
surrounding paving
and plantings
- Enhance park
perimeters with
more inviting public
seating options

FARMERS MARKET | VISUAL PREFERENCES, BENCHES
Highest ranked

(existing bench)

FARMERS MARKET | VISUAL PREFERENCES, RECEPTACLES
Highest ranked
(existing
receptacles with
additional
features)

FARMERS MARKET | VISUAL PREFERENCES, BIKE RACKS
Highest ranked

FARMERS MARKET | VISUAL PREFERENCES, PARKING SIGNS
Highest ranked

FARMERS MARKET | VISUAL PREFERENCES, AMENITIES
Highest ranked

CURBLESS STREET
CLEMATIS STREET, W PALM BEACH, FLORIDA

FOUNTAIN SQUARE PLAZA, EVANSTON

RIVER STREET, BATAVIA

GATEWAY FEATURES

VALLEY JUNCTION, IOWA

LARIMER SQUARE, COLORADO

SCHUYLER AVE, KANKAKEE

CATENARY LIGHTING
ITHACA COMMONS, NY

MARION STREET, OAK PARK

LARIMER SQUARE, COLORADO

BANNERS, MEDALLIONS + PLANTER POTS

FIRE PITS, ADIRONDACKS + PORCH SWINGS
BEAUFORT, SOUTH CAROLINA

DOWNTOWN WHEATON

WALNUT AVE

BLOCK 1 | EXISTING CONDITIONS

SCRANTON AVE

12

BLOCK 1
PARKING

NORTH

SOUTH

TOTAL

EXISTING

5

12

17

CONCEPT 1

4

6

10

CONCEPT 2

4

12

16
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BLOCK 1 | PREVIOUS STUDIES, CONCEPT 1: FESTIVAL
STREET
•
•
•

4
SCRANTON AVE

6

BLOCK 1
PARKING

NORTH

SOUTH

TOTAL

EXISTING

5

12

17

CONCEPT 1

4

6

10

CONCEPT 2

4

12

16

Two-way curbless street provides flexibility for street closures to support fests
Expanded sidewalk allows additional dining at north side
West gateway features, corner festoon lighting , enhanced memorial plaza
pavement + fire pit seating nooks

BLOCK 1 | PREVIOUS STUDIES, CONCEPT 2: ONE WAY STREET
•
•
•

4
SCRANTON AVE

12

BLOCK 1
PARKING

NORTH

SOUTH

TOTAL

EXISTING

5

12

17

CONCEPT 1

4

6

10

CONCEPT 2

4

12

16

One way street formalizes existing temporary one-way traffic pattern
Expanded sidewalk allows additional dining at north side
West gateway features, corner festoon lighting, enhanced memorial plaza
pavement, fire pit seating + trellis swings

