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I.

GUIDING PRINCIPLES
A.

Park Ridge needs a balanced, healthy, and resilient tax base. The tax base
provides services, funds infrastructure, and makes the City and its partners such
as schools and parks fiscally viable. In particular, any business that generates nonresidential property tax revenue and/or generates taxes outside of the property
tax (e.g. retail sales, food and beverage, motor fuel) alleviates the tax burden on
residents. Businesses that bring in non-local spending are especially valuable.

B.

Great businesses make a great place. Preserving existing and attracting new
fun, interesting, and unique businesses was the top overall outreach priority. The
City should sustain existing businesses, help them grow and be successful, and
also recruit new desirable, sought-after businesses. This plan focuses on creating
a vision and strategies for retail businesses, a broad category that includes many
sub-groups: for example, physical goods for sale (stores and shops), consumption
and pastimes (food and drink establishments, theaters and entertainment), and
personal services (salons, drycleaners). There are also non-retail options for
economic development, such as expanding office or light industrial.

C.

Shopping local – or residents spending at Park Ridge-owned-and-operated
businesses – provides a significant direct benefit to the City. The dollars spent
cycle through the local economy, going from residents’ pockets to a local
business to a local business owner. Facilitating a shop-local ecosystem requires
knowing who Park Ridge residents are and grouping them into categories.

D.

Uptown is an economically strong area that needs to be preserved and allowed
to evolve appropriately, but other commercial areas need resources and
intentional strategies put toward them so that they can reach their potential.

E.

Residents love Park Ridge, but they seem to support moving from a
predominantly “bedroom community” to a more “balanced community”
that is an attractive place not only to live but also to work, visit and spend
money. To facilitate and manage a gradual change that does not compromise
the assets that make Park Ridge desirable, the City can begin by refreshing its
image through revamped marketing and exploring regulatory changes.

F.

Residents should have ample options to attain and sustain prosperity. Good
job access is already an asset, but through furthering and supporting
entrepreneurship – including home occupations and mobile retail such as food
trucks – the City can enable residents to earn income in a variety of ways. Income
security among residents preserves character and promotes community stability.
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II. INTRODUCTION (VISION)
Park Ridge will be home to a range of successful and desirable businesses that
contribute to community character. While Uptown will continue to be the central
business district, businesses in other commercial areas will thrive and expand. Through
marketing and branding efforts, Park Ridge will be perceived not only as a great place to
live but also to work and own a business. The City will accomplish such a vision by
working with various agencies and organizations such as the Chamber of Commerce, the
Library, and local real estate entities.

III. EXISTING CONDITIONS
The existing conditions analysis is grounded in both community outreach and market analysis.
The market analysis is divided into four parts: demographics, retail trade area spending, and
psychographic segmentation, and qualitative research.
A. Outreach: What Residents Want
At both in-person events such as workshops and online polls, stakeholders have shared through
the Comprehensive Plan what they like about Park Ridge’s local economy and what they would
like to see changed. Figure 1 underscores the importance on economic development/business
vitality. Figures 2 and 3 show which business and activities are most desired.
Figure 1. Poll results: “What is Park Ridge’s biggest opportunity for improvement?”
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Figure 2. Poll results: “What types of businesses would you like to prioritize?”

Note: Respondents could select up to three, and all were weighted evenly.

Figure 3. Poll results: “What types of entertainment options would you like to prioritize?”

Note: Respondents could select up to three, and all were weighted evenly.
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From the approximately a dozen key stakeholder interviews and open-ended poll response
questions, here are key conclusions:












Arts and culture-based businesses (i.e. galleries, theaters with live entertainment) would
be an opportunity and would align with Park Ridge history.
Uptown is healthy but has room to grow in scale if more residents are able to live there;
in other words, more mixed-use development could be promoted.
The Busse and Higgins corridors as well as the Dee Road station area have more
potential than is currently realized; through mixed-use development and beautification,
more businesses could be attracted.
Restaurants are the most sought-after business type; common sentiments were that Park
Ridge should have a broad sampling of global cuisine available and that a brewery, or a
business with the core purpose of producing craft beer or wine, should be pursued, with
a friendly regulatory process in place.
“Experiential retail” are those stores where you not only buy items but also spend time
because it is an enjoyable place to be. Specifically, participants called for experiential
retail aimed at families with children – in particular, a children’s play space-café
combination.
There are mixed feelings about Park Ridge’s cluster of salons and whether that is a
desired outcome. Some respondents say this is a positive outcome reflecting market
conditions. Others say there are enough, or perhaps too many, of these businesses, and
there should be a greater effort to balance them with other types of businesses.
Ongoing reform to zoning and other regulatory frameworks to streamline processes and
present a welcoming image should be encouraged.

B. Market Analysis Part I: Demographics

A1. Overview
Businesses looking to make location or expansion decisions begin with base demographics and
look for patterns and trends. Key demographic variables include overall population and changes
over time, households and their characteristics (i.e. large or small, family or non-families),
income, and race/ethnicity, all of which create categories of potential customers for businesses.
In 2018 PLACE Consulting studied these demographics to create a market analysis report and
recommendations. PLACE also reached conclusions about the type of consumer groups, or
“segmentation profiles,” present in and near Park Ridge. Their report and findings form the basis
for this section in concert with the findings from community outreach in 2019 as part of the
Comprehensive Plan. The demographic analysis began by identifying the City’s commercial
districts. These are mapped in Figure 1 and include Uptown Central Business District (CBD),
South Park, Dee Park, Higgins Road, and Dempster Street. For analysis purposes, given these
areas’ physical proximity to one another, these five districts were condensed into three larger
“trade areas”:
4
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Uptown CBD, which includes South Park and Dee Park;
Dempster; and
Higgins.

Trade areas encompass all land and residents within a five-minute drive time from the
commercial districts, which means some of the data encompass neighboring areas such as
Chicago, Des Plaines, Niles, or unincorporated Maine Township. Data are often compared to the
City of Park Ridge overall.
Figure 4. Study Area
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Population and Households
Per the U.S. Census, the term “population” means all people, male and female, child and adult,
living in a given geographic area. “Household” includes all people who occupy a housing unit
(such as a house or apartment) as their usual place of residence. A family household is one that
contains two or more related residents; in Park Ridge, family households usually reflect some
combination of parent(s) and children of any age.
Small increases and decreases within the margin of error reflect show Park Ridge’s population
has remained steady since 2000 and is projected to remain steady through 2023. However, the
population in each trade area (which extends beyond Park Ridge proper) is expected to decline
slightly through 2023. Households follow a similar pattern, displaying a decline between 20002010 for Park Ridge and each trade area. Modest household decline is projected for Park Ridge
and the trade areas through 2023. Again, Higgins displays the largest 2018 estimated
households (17,065).
Table 1. Population and Household Changes, Park Ridge and Trade Areas1

Source: U.S. Census Bureau, Census 2000 and 2010 Summary File 1. ESRI Business Analyst forecasts for
2018 and 2023
1
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Table 2. Family Household Changes, Park Ridge and Trade Areas2

Table 3. Housing Units, 2018, Park Ridge and Trade Areas3

Park Ridge and each of the trade areas are aging through 2023. Park Ridge (8.6%) and Uptown
(8.2%) are behind Dempster (14.4%) and Higgins (13.0%) in terms of the demographic of 25-34year-olds. Park Ridge’s largest age group is 55-64 at 15.9%.

2
3

Ibid.
Ibid.
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Table 4. Age and Cohorts, Park Ridge and Trade Areas4

Park Ridge ($103,704) and Uptown ($101,909) possess a much higher median household income
than Higgins ($72,336) and Dempster ($62,950). The same trend applies to educational
attainment, where Park Ridge (59.2%) and Uptown (57.2%) have a greater percent at least a
bachelor’s degree or higher compared to Higgins (45.4%) and Dempster (41.1%).
Table 5. Income, Gender, and Educational Attainment, Park Ridge and Trade Areas5

4
5

Ibid.
Ibid.
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Park Ridge (93.4%), Uptown (94.0%) and Higgins (89.2%) contain a significant 2010 white alone
population compared to Dempster (64.6%). Dempster contains significant Asian alone (23.9%)
and Hispanic (11.4%) populations compared to the others.
Table 6. Race and Ethnicity, Park Ridge and Trade Areas6

C. Market Analysis Part II: Trade Area Spending
Place Consulting used ESRI Business Analyst’s proprietary model to estimate trade area
spending power (i.e. retail demand) and business sales (retail supply). The result is a retail gapsurplus output, which is a snapshot of the retail environment and where opportunities may
exist. A gap – marked in green and with a positive integer – means that within the trade area,
the demand, or household spending, exceeds the supply. It can indicate opportunity for
expanded retail. A surplus – marked in red and with a negative integer – shows where supply
exceeds demand. It is important to note there are some key limitations to this type of analysis:





6

Supply figures are estimates, not direct revenue data from businesses.
A gap does not necessarily mean there is a market opportunity for expanded retail. In
particular, e-commerce absorbs some household spending, and that contributes to gaps
in nearly every retail sector. Nonetheless, wide gaps still may signal unmet need.
Surpluses are bound to occur in areas that are established retail hubs (e.g. Schaumburg,
Rosemont, Magnificent Mile in Chicago). These areas draw customers from well beyond
the five-minute-drive time. Surplus does not mean saturation if the trade area has a clear
and established competitive advantage. In recent years, Uptown Park Ridge seems to
have established an advantage in Uptown restaurants (see Action A3 under Goal A on
Page 22).

Ibid.
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Therefore, the gap-surplus is a starting point, but qualitative, on-the-ground knowledge should
be applied when deciding which retail industries are worth targeting. Sometimes a better
strategy than targeting new businesses to fill a gap is to help existing businesses better capture
the household spending within a trade area.

C1. Uptown CBD Trade Area Analysis
District Boundaries:




Touhy Ave between Clifton Ave and Wisner St
Northwest Hwy between Elm St and Washington Ave
Prospect Ave between Elm St and Crescent Ave

Description:
Uptown CBD is centered at the Northwest Highway/Touhy/Prospect intersection and expands
slightly into Chicago, Des Plaines, and Niles. The trade area encompasses several distinct
residential, commercial, and mixed-use developments, in addition to the Park Ridge and Dee
Road Metra rail stations and the Dee Park, South Park, and Uptown commercial districts. This
trade area’s 2018 estimated total population is 35,435 and includes 13,477 households.
Figure 5. Uptown CBD Trade Area
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Overview:
In 2017, the Uptown trade area has an estimated total retail trade and food demand of
approximately $781M and a supply of approximately $331M, which leaves a retail gap of
approximately $449M. The top gaps are Motor Vehicle & Parts Dealers (approximately $143M)
and General Merchandise Stores (approximately $111M). The trade area has a surplus of Food &
Beverage Stores (approximately $3.5M).
Table 6. Uptown CBD Gap and Surplus

Source: Esri and Infogroup. Esri 2018 Updated Demographics and 2017 Retail MarketPlace

C2. Dempster Trade Area Analysis
District Boundaries:


Dempster Street between Potter Road and Greenwood Avenue

Description:
The Dempster commercial district is directly adjacent to the cities of Niles and Des Plaines, as
well as unincorporated Maine Township. A large portion of the district is covered by the
Advocate Lutheran General Hospital and Maine East High School campuses; with the exception
of a car dealership, the commercial in the area is not in Park Ridge. The trade area’s 2018
estimated total population is 39,116 and includes 14,595 households.

11

Chapter X – Economic development – Green highlights = changes from
1st draft; Yellow highlights = changes to be made for final draft
Figure 6. Dempster Trade Area

Overview:
In 2017, the Dempster trade area has an estimated total retail trade and food demand of
approximately $577M and a supply of approximately $709M, which leaves a retail surplus of
approximately $132M. The top surpluses are Motor Vehicle & Parts Dealers (approximately
$71M) and General Merchandise Stores (approximately $83M). The trade area’s largest retail gap
is Gasoline Stations (approximately $30M).
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Table 7. Dempster Gap and Surplus

C3. Higgins Trade Area Analysis
District Boundaries:


Higgins Road between Dee Road and Canfield Road

Description:
The Higgins commercial district is directly adjacent to Chicago. The Higgins district includes
primarily commercial developments and a limited amount of residential. The district has direct
access to the Kennedy Expressway. Higgins trade area was defined by a five-minute drive time,
which also encompasses the South Park commercial district. The trade area’s 2018 estimated
total population is 41,862 and includes 17,065 households.
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Figure 7. Higgins Trade Area

Overview:
In 2017, the Higgins trade area has an estimated total retail trade and food demand of
approximately $744M and a supply of approximately $652M, which leaves a retail gap of
approximately $91M. The top gaps are Motor Vehicle & Parts Dealers (approximately $65M) and
General Merchandise Stores (approximately $77M). The trade area has a surplus of Food
Services & Drinking Places (approximately $44M). Clothing & Clothing Accessories Stores
(approximately $43M), and Miscellaneous Store Retailers (approximately $40M).
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Table 8. Higgins Gap and Surplus

D. Market Analysis Part III: Psychographic Segmentation Profiles – WILL CONSIDER
REORGANIZING INTO TABLE FOR FINAL PLAN PER COMM. MILLS’ SUGGESTION
Each of the three trade areas has a different consumer base. The ESRI Business Analyst model
grouped households into categories and highlighted which ones stood out in each trade area.
Uptown CBD


“Pleasantville”: Situated principally in older housing in suburban communities, these
slightly older couples move less than any other market. Many couples have already
transitioned to empty nesters; many are still home to adult children. Families own older,
single-family homes and maintain their standard of living with dual incomes. These
consumers have higher incomes and home values, and much higher net worth.
o Average Household Size: 2.88
o Median Age: 42.6
o Median Household Income: $92,900
o Median Housing Value: $382,000
o Not cost-conscious, willing to spend more for quality and brands they like.
o Prefer fashion that is classic and timeless as opposed to trendy.
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Access the Internet via fiber optics or cable modem, on a newer computer, to pay
bills, make purchases, and track investments.
“Savvy Suburbanites”: Well-educated, well-read, and well-capitalized. Families include
empty nesters and empty nester wannabes, who still have adult children at home.
Located in older neighborhoods outside the urban core, their suburban lifestyle includes
home remodeling and gardening plus the active pursuit of sports and exercise. They
enjoy good food and wine, plus the amenities of the city’s cultural events.
o Average Household Size: 2.85
o Median Age: 45.1
o Median Household Income: $108,700
o Median Housing Value: $362,900
o Well-connected consumers that appreciate technology and make liberal use of it
for everything from shopping and banking to staying current and
communicating.
o Informed shoppers that do their research prior to purchasing and focus on
quality.
o





“Top Tier”: Earns more than three times the US household income. Aside from the
upkeep of their homes, consumers select upscale salons, spas, and fitness centers for
their personal well-being and shop at high-end retailers for their personal effects.
Whether short or long, domestic or foreign, they take frequent vacations. Residents fill
their weekends and evenings with opera, classical music concerts, charity dinners, and
shopping. These highly-educated professionals have reached their corporate career
goals. With an accumulated average net worth of over $3M and income from a strong
investment portfolio, many of these older residents have moved into consulting roles or
operate their own businesses.
o Average Household Size: 2.84
o Median Age: 47.3
o Median Household Income: $173,200
o Median Housing Value: $819,500
o Top Tier consumers are shoppers. They shop at high-end retailers such as
Nordstrom (readily paying full price), as well as Target, Kohl’s, Macy’s, and Bed
Bath & Beyond, and online at Amazon.com.

Dempster


“Pacific Heights”: This market includes the highest percentage of Asian and multiracial
populations; many of them born outside the US. This is a family market, distinguished by
married-couple families, with and without children, some in multigenerational
households. They own their homes, mainly high-priced single-family homes, with a
16
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higher proportion of town houses. Workers are generally employed in white collar
occupations such as business, computer, architecture, and engineering roles. Median
household income and net worth are much higher than the US. These trendy residents
buy nice food and clothing, as well as the latest gadgets. They keep up with family
overseas with frequent phone calls and foreign travel.
o Average Household Size: 3.17
o Median Age: 42.7
o Median Household Income: $93,300
o Median Housing Value: $611,700
o Financially conservative, these consumers tend to opt for low-risk investments.
o They keep up-to-date with the latest styles and trends, as well as the latest
technology.


“Front Porches”: Blends household types, with more young families with children or
single households than average. This group is also more diverse than the U.S. More than
half of householders are renters, and many of the homes are older town homes or
duplexes. Friends and family are central to Front Porches residents and help to influence
household buying decisions. Households tend to own just one vehicle but used only
when needed. Income and net worth of these residents are well below the U.S. average.
o Average Household Size: 2.57
o Median Age: 34.9
o Median Household Income: $43,700
o Average Rent: $913
o Price is more important than brand names or style to these consumers.
o With limited incomes, these are not adventurous shoppers.

Higgins


“Midlife constants”: Midlife constants residents are seniors, at or approaching retirement,
with below average labor force participation and above average net worth. Although
located in predominantly metropolitan areas, they live outside the central cities, in
smaller communities. Their lifestyle is more country than urban. They are generous, but
not spendthrifts.
o Average Household Size: 2.31
o Median Age: 47.0
o Median Household Income: $53,200
o Median Housing Value: $154,100
o Traditional, not trendy; opt for convenience and comfort, not cutting-edge.
o Technology has its uses, but the bells and whistles are a bother.
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o

Attentive to price, but not at the expense of quality, they prefer to buy American
and natural products.
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E. Market Analysis Part IV: Qualitative Survey
PLACE Consulting surveyed a specific set of stakeholders in 2018: families who had just moved
to Park Ridge. This outreach process was separate from and pre-dated Comprehensive Plan
outreach. These interviews resulted in the following key findings:






New Park Ridge families move in most commonly from Chicago. Former neighborhoods
include Lincoln Square, Bucktown, Lake View, Logan Square, and River North.
Seeking good schools and housing larger than available in the City were the driving
reasons for moving
Park Ridge was a draw because of good schools and regional location.
Glenview and Evanston were the top competing locations for new residents.
New families have a positive impression overall of Park Ridge’s existing business
offerings.
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IV. GOALS
The following goals serve the guiding principles and consider the existing conditions and
community input. All goals serve the overarching purpose of sustaining and expanding a healthy
local economy. Recurring themes emerge among the supporting actions. These are 1.) applying
data to establish priorities and determine where and how to expend resources; 2.) maintaining
existing or fostering new relationships, as local economic development is highly interpersonal;
3.) enhancing marketing; and 4.) considering regulatory changes
A. Cultivate a diverse and resilient tax base.

A1. Support and retain current businesses, encourage expansion.
The best way to understand how to help existing businesses thrive is to ask them about their
needs and concerns. Various approaches can be taken to foster open communication between
businesses and the City. Some such ways include periodic check-ins, outreach activities and
events, and marketing assistances.


Check-ins. City representatives should strive to have brief conversations with business
owners at least once a year, even if it is a simple phone call. Topics may include
status/business atmosphere, expansion proposal concepts, marketing ideas, and
coordination/participation in public events. The business license renewal process could
serve as an opportunity to extend this invitation.



Outreach activities and events. A breakfast or luncheon focused on business owners or
managers could be hosted or co-hosted by the City in partnership with the Chamber of
Commerce. Such topics may include general business concerns, future policy-making
ideas, area branding, mentorship connections, and online marketing/shops. Publicfocused events such as the Chamber of Commerce’s Winterfest already coincides with
the Saturday after Thanksgiving (“Small Business Saturday”). However, this event is
focused on Uptown. The City and entities such as the South Park Merchants Association
should consider sidewalk sales or “corridor cookouts.” The City should encourage
independent nonprofit merchant groups to take the lead on these events.



Marketing assistance. The same businesses that contribute to Park Ridge’s unique
character may struggle to get their brand out into the public sphere. The City has
avenues through its current physical and digital publications (i.e. social media and Web)
where it can promote businesses, particularly new openings. The City should continue to
use its website to market vacant and available commercial spaces. As the City updates its
website, the opportunity presents itself to review and create such avenues.
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A2. Foster and support entrepreneurship and self-employment.
In addition to supporting existing businesses, there is a need to foster entrepreneurship and
self-employment. Would-be entrepreneurs come in many forms but all face challenges such as
start-up financing, go-to-market strategies. Many have limited resources or lack the knowledge
necessary to start a new endeavor. Coordination with agencies and programs to assist
entrepreneurs is a crucial role the city can play. Here are some examples:


Explore a local entrepreneurship program. In the Northwest Suburbs, a good example of
local entrepreneur training is the Village of Mount Prospect-Mount Prospect Library
partnership called the Mount Prospect Entrepreneurs Initiative (MPEI)7. In summary, the
library hosts how-to-start-a-business workshops, offers meeting and conference call
space, and brokers relationships between entrepreneurs and potential partners and
lenders (i.e. advisor connection). The Park Ridge Library existing under the umbrella of
City government lends itself to easy coordination.



Increase support for home occupations and residents who work in skilled trades. Home
occupations, such as those that open up new possibilities as they can provide a source of
income for stay-at-home parents, reduce startup costs to aspiring entrepreneurs, and
diversify the tax base to name a few. While home occupations are already allowed and
regulated through zoning and business licensing, the City should seek to increase its
support for this business format by reviewing and updating corresponding ordinances to
be more accommodating while ensuring that residential districts retain their character.
For those residents who work in skilled trades such as construction, a vehicle is intrinsic
to their operation. Current zoning rules restrict where this vehicle may be parked if it is
parked outside, and on-street parking rules prohibit its parking on the street. The City
may consider relaxing these regulations to be less onerous on these individuals.



New business toolkit. While the City in the past has offered a new business checklist, this
resource could be expanded beyond simply explaining the local regulatory steps to
offering guidance on financing, branding, site selection, and marketing. It could also
offer consolidated data on Park Ridge that businesses might find useful. A good example
document comes from the Village of Glen Ellyn8.

7

Mount Prospect Entrepreneurs Initiative (2019). MountProspect.org:
https://www.mountprospect.org/business/mpei-landing-page
8
“New Business Toolkit: A Step-by-Step Guide for Starting a Business in Glen Ellyn.” Village of Glen Ellyn, Illinois:
http://www.glenellyn.org/DocumentCenter/View/203/New-Business-Toolkit-PDF?bidId=
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A3. Attract desirable, established businesses to Park Ridge.
In addition to the expansion of current businesses and the creation of new ones through
entrepreneurship, attracting established businesses is another approach to cultivating a robust
tax base. Publicizing desirable attributes along with a business-friendly public perception will
motivate new businesses to move to Park Ridge.


Determine recruitment priorities based on quantitative and qualitative data and
character goals. The gap-surplus analysis under Existing Conditions is informative in
deciding which kinds of business to target, where there may be demand, and where they
would fit. The 2018 work of PLACE Consulting led to these recommendations, organized
by trade area:
o Uptown
 Furniture & home furnishings: Mid-20th Century antique and vintage
furniture boutiques akin to stores in Andersonville, Chicago (e.g. Scout,
Andersonville Antiques)
 New furniture (e.g. Cassona Home Furnishings, Andersonville)
 Garden equipment and supply: Urban style garden centers akin to stores
in Chicago neighborhoods Edgewater, Old Town, and West Town Chicago
that also have a gift shop component (e.g. Gethsemane Garden Center in
Andersonville, Old Town Gardens, Sprout in West Town)
 Food & drinking establishment: While there is a surplus in this market,
there is a high demand for quality, local restaurant options.
 General merchandise (e.g. CVS)
 Art galleries
 Live entertainment (i.e. theatre, jazz or blues music club)
 Food services & drinking places: High-end artisan food markets (e.g.
Pastoral Artisan Cheese Bread, Foodstuffs, Goddess & The Grocer)
o Dempster
 Electronics and appliance stores
 Gas stations
 Sporting goods
 Hobby stores
 Miscellaneous retailers: local, independent
o Higgins
 Furniture & home furnishings stores
 Garden equipment & supply stores
 Sporting goods
 Hobby stores

Furniture, garden equipment and supply, sporting goods, and hobby stores were recommended
for multiple areas.
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Emphasize local advantages. Along with a great location, Park Ridge offers an educated
community with an estimated $273 million of annual total spending power on retail
goods. Sites of various sizes are available for purchase/lease throughout the commercial
districts, which accommodate a variety of business types. Maintaining updated records
of economic and business data, including a real estate, and publishing such information
make it easier for business considering locating in the City. The City should continue
their current process and consider expanding the amount of economic developmentrelated data (i.e., rents per square foot, vacancy rates) that are publically available.
Periodically, the City may consider creating and cross-promoting site-specific marketing
sheets to augment efforts of property owners or brokers. City-led marketing and
branding warrants its own goal, which is discussed under Goal D.



Promote a growth-supportive development pattern. Survey responses show that
stakeholders enjoy Park Ridge but also desire change in some areas. The City should
consider development patterns that support growth in commercial and residential areas
and do so in a manner that aligns with best planning practices. More details on strategy
and approaches are contained in Chapter X: Land Use.



Continue to find ways to improve regulatory documents, approval processes, and
efficiency of staff time. Beginning with the Zoning Ordinance and the Urban Design
Guidelines/Appearance Commission process, the City should look at opportunities to
reduce required meeting appearances and discretionary reviews, thus reducing start-up
time for businesses. There may be more potential for administrative approvals by staff. A
more straightforward approach to uses – particularly in Uptown – would allow a business
to have a clear “yes” or “no” before it gets far into a site selection decision. In general,
efforts to clarify and simplify the language in regulatory documents should be pursued.
The City already has this objective and has taken an incremental or piecemeal approach
in recent years (e.g. minimum parking requirements). The adoption of this plan should
inspire more action.
On a related issue, as the City expands its digital permitting platform, commercial permit
applicants will be able to make fewer trips to City Hall, print fewer forms and drawings,
and have convenient access to status updates. Digital permitting is already progressing
and should continue.
Finally, while economic development is already a line item expense in the City budget,
City management and officials may evaluate the current allocation as well as the roles of
current staff to ensure there is sufficient capacity put toward economic development.
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A4. Work with Chamber of Commerce to encourage shopping local.
The Park Ridge Chamber of Commerce provides leadership to “business, professional and
community organizations.” The City should continue its involvement in the group’s leadership
board – the Director of Community Preservation & Development is currently an active ex officio
member -- and look for ways for opportunities for additional partnership, such as businessowner focused events referenced under Action A1. In addition, the City and Chamber should
continue current and consider new joint strategies to encourage shopping local. Expanded
cross-marketing between businesses – for example, receipts from one business amount to
discounts at another – can enhance patronage.

A5. Collaborate with property owners and real estate brokers.
The City has grown its network of local commercial real estate contacts in the late 2010s and
should continue to curate this list as it changes over time. Cross-marketing through the available
property database,9 which by its nature requires constant updating, serves as a “hook” to inspire
regular communication. The City, property owners, and brokers should discuss innovative and
flexible retail, such as short-term leases for “pop-ups” to see if entrepreneurs can be successful
(i.e. “testing out” to establish proof of concept). This effort could be aligned with the
entrepreneurship program described in Action A2.

9

“Available Commercial Properties Map Viewer (2020). City of Park Ridge. Economic Development:
https://parkridgeil.maps.arcgis.com/apps/Shortlist/index.html?appid=b2004eb5220f4669942ce44fcbc70f2f
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B. Stimulate commercial areas outside of Uptown.
While Uptown is Park Ridge’s “central place” in terms of character and economic vitality, other
smaller commercial areas throughout the City are important contributors to the economy:










Busse Highway corridor
Dee Park (including the Dee Road Metra station area and the Northwest
Highway/Oakton area)
Dempster corridor (Crystal Landings plaza and office, Bredemann dealerships)
Devon/Canfield
Higgins corridor
Renaissance Office Park (Northwest Highway)
South Park (Devon corridor and portions of Talcott and Cumberland)
Talcott/Canfield
Touhy corridor (non-Uptown)

B1. Increase attractiveness on private and public property.
In order to increase attractiveness, the City could encourage renovation or replacement
of outdated key locations. One option to explore is a façade improvement grant program, which
can be structured in a variety ways. In the past the City administered a similar program, targeted
at preserving historic buildings, but chose to end it. When considering reinstating it, the City and
perhaps commissions such as Appearance and Historic Preservation can examine the lessons
learned and propose a program that would be more effective and better utilized.
Another way to increase attractiveness of corridors would be for the city to practice complete
street policies in these key areas. One of the key principles of complete streets is that all modes
of transportation should be viable, safe, and convenient, not just driving. As corridors become
more pedestrian-friendly, they will also be more consumer-friendly, and it will be more
appealing to shop/spend in those areas. Additionally, an improved street-scape will add to the
character and image of Park Ridge. Grant opportunities for streetscaping are covering in
Chapter X: Transportation.

B2. Approach existing “anchors” to align City goals with their goals.
Large employers such as Lutheran General Hospital, parks, and schools are known as
“anchors” because they are firmly rooted in a specific location and have a very visible presence.
They can define the character of the neighborhoods around them and serve as a hub of activity.
Park Ridge’s anchors that are adjacent to the various commercial corridors may have untapped
opportunities to increase visitation to the nearby commercial areas. It is worth facilitating a
relationship.
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B3. Activate public spaces in temporary and possibly permanent ways.
Spaces such as streets, parks, and schools anchor Park Ridge’s various neighborhoods and they
provide opportunities for neighborhood-scale business activities, even if those activities are
temporary, such as a crafts festival or a food truck serving ballgame attendees. Through
examining regulations, reforming them where necessary, and cultivating relationships with
neighborhood-level partners such as a merchant’s groups and school and park districts, the City
can sprinkle economic activity throughout its neighborhoods. Here are some ideas:
-

Explore a farmer’s market in a non-Uptown part of the City, or periodically move the
existing farmer’s market to a non-Uptown area
Expand the presence of food trucks
Encourage arts and crafts fairs and festivals
Establish monuments and public art in areas outside of Uptown
Use park space for summer live music or entertainment

B4. Explore land use and zoning changes.
Dee Park and Higgins Road are two commercial areas that lie near train stations, which lends
them to transit-oriented development. Beyond these two areas, there is a large of amount of
frontage along arterial, high-traffic streets where all land is dedicated to residential, often singlefamily detached residential only (i.e. R-2 zoning). Long segments of Canfield, Cumberland,
Devon, Oakton, and Talcott, and Touhy, and shorter segments of Greenwood and Potter fit this
description. More discussion of potential policy changes for these and all areas is contained in
Chapter X: Land Use.
C. Facilitate continued prosperity and natural evolution in Uptown.
As Park Ridge directs more attention onto surrounding commercial districts, it should continue
to balance a need to preserve Uptown character while allowing gradual evolution. In addition to
being a central business district, Uptown is also a transit-oriented area surrounding a commuter
rail service with good and relatively fast service to downtown Chicago. Continued success
requires planning to ensure Uptown maintains and builds upon its vibrancy.

C1. Maintain an attractive, pedestrian-friendly streetscape.
Uptown is generally very walkable – although there is some compartmentalizing because
of the railroad tracks and busy roadways such as Touhy Avenue and Northwest Highway.
Nonetheless, Uptown contains multiple plazas, outdoor sitting areas, and pedestrian-scale
lighting (lampposts). The cohesive color and styles of street furniture, lighting, and wayfinding
signage contributes to character. The holiday lights are a signature feature in the middle of
winter. The City and its partners should continue to budget to preserve these elements.

C2. Foster a vibrant mix of dining, drinking, and entertainment options.
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The central business district should be fairly compact and walkable while offering a
variety options that make it a hub of activity at most times of day, including evenings and
weekends. Uptown already provides such an atmosphere, but continued improvement when
opportunities arise should occur.
In general, restaurant businesses operate on thin profit margins, meaning they are successful
only when they generate high volumes of customers. This is especially true for locally owned
restaurants and not national brands, which can spread their revenue across several locations.
Within an establishment’s menu, alcohol sales provide a large-margin item and contribute to the
success of the business. For this reason, the City should maintain an ongoing discussion and
continual re-evaluation about the role of alcohol, particularly in Uptown. Desired establishments
that are primarily geared toward the on-site consumption of alcohol with limited or little food
available (e.g. live jazz club) may, in some cases, be appropriate for the district. The City can use
its liquor code to be judicious about policy changes, and can consider policy changes
proactively (i.e. before an applicant is presenting a case) to prevent lengthy approval processes.
The temporary liquor license process is currently business-friendly and effective in allowing
existing businesses who are not in the core business of selling alcohol to augment their services
with alcohol sales during special events. The sidewalk café permitting process is successful at
encouraging al fresco dining in good weather, which enhances character.
As Park Ridge lies in the center of the cosmopolitan and diverse Chicago region, Park Ridge
residents believe an array of globally representative cuisine is an important component of
community character. These food outlets are like any other in that they rely on volume and
generally operate on thin margins. The biggest component of their operational overhead is the
cost of physical space—i.e. rent. As with housing affordability, commercial affordability should
be a priority, and Uptown commercial rents are the highest in the City. The simplest method to
put downward pressure on rents is to encourage and allow for the expanded supply of physical
space. Expanded supply results from development, either from the ground-up or in the
conversion/subdivision of existing space. All of these require significant investment and risk
from the private sector, so the City should ensure that its fees, rules, and processes are
appropriate, predictable, and not excessive. Rules should enable creative and innovative design,
such as walk-up and bike-up service windows. Admittedly, this is a tough balance to strike, as
protecting the safety and general welfare of the City cannot be compromised.
Finally, as restaurants are very reliant on both formal and informal marketing, it is important to
highlight them in any “shop local” campaign and include them in cross-marketing efforts.

C3. Allow gradual evolution by balancing new development with preservation.
Residential households – or “rooftops” in commercial real estate parlance – are a key
consideration in business site selection. Uptown’s compact design, easy access to public transit,
and two major-brand grocery stores make Uptown a prime location for multifamily and mixeduse development, which is already present. The center of Uptown already contains many
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housing units, but there are areas on the district’s periphery – some of which are currently littleused parking lots – where there may be potential for new development. Existing apartments,
condos, and townhomes already provide an inherent market, but additional units would help
bolster commerce. Of course, additional density must be balanced with the capacity of
community infrastructure. Discussion of specific recommendations is in Chapter X: Housing.
Finally, Uptown contains the greatest cluster of Park Ridge’s unique architectural assets,
including the nationally landmarked Pickwick Theatre. Ornate buildings with stand-out features
and details from the early-to-mid 20th century should be preserved through the tools and
resources of historic preservation.

C4. Sustain a community farmer’s market.
Beginning in 1989, the Park Ridge Farmer’s Market has operated between Memorial Day and
late October. The market adds vitality to Uptown in many ways: inspires visitation and activity in
the area, provides access to small-farm, locally-sourced agriculture (within Illinois and
surrounding states), and contributes to the charm that attracts and retains residents. The market
is operated by an official public body of the City, the Farmers Market Committee, whose
members are appointed by the mayor. Since 2017, staff support to the Farmers Market
Committee has been provided by the City’s Department of Community Preservation and
Development. The City provides monetary support as well, but the goal is to have a selfsustaining market. In recent years, market revenues have been close to or slightly exceed market
expenses. The relationship between the Farmers Market and the City should be periodically reexamined.
The Farmers Market Committee and City should also consider periodic temporary changes to
the market venue, so that other business areas besides Uptown benefit from the foot traffic and
economic vitality generated by the market.

D. Modernize branding and perception.
Part of the modernization process is having a unified message to share with visitors. Park Ridge
should periodically revisit the image and message it portrays. This branding should be an
overarching theme evident throughout the comprehensive plan, ordinances, websites, logos,
publications, etc. While the general message should be a unified one, there is room to
encourage unique, hyper-localized branding.

D1. Match message with community identity.
As Park Ridge moves forward with establishing a new website, the opportunity to update
logos and prominent colors should be considered. This refresh would put the community on par
with surrounding municipalities. This would also help to avoid the perception that the city is
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behind the times. The outcome of this Comprehensive Plan will be a valuable asset in
determining the message the residents wish to convey and how they see the future for their city.
In addition to just having a website, particularly a marketing component, the City needs a
strategy for regularly creating content, both on the website and on social media. Specifically, the
City might generate a regular series of online profiles/success stories, particularly with a focus
on entrepreneurship and business, and generate a business year-in-review and/or year-to-come
preview report.

D2. Expand area-specific branding.
Commercial area branding (i.e. South Park and Uptown) are good ways to highlight local
features and solidify hyper-local identity. Each commercial area in Park Ridge provides a unique
experience. Some of these areas lack identifiable markers – or even a name to put on those
markers. Places to explore enhanced branding include but are not limited to the Busse corridor
and Dee Park. Brand symbols may include street features such as banners, lights, arches, and
gateway signs. The City should support the renewal and galvanization of the South Park
Merchants Association to take the lead on efforts in that area.
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