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Introduction
One of the stated long-term goals of the Village is 
to explore the potential for additional commercial 
development, particularly along Pepper Road.   To 
that end, this market study has been prepared 
to ascertain the potential to expand commercial 
development within the Pepper Road Business 
Park. "e analysis examines the site's competitive 
position within the market and identi#es the issues 
that the business park and the larger Village of 
Lake Barrington are facing and will likely face in 
the future.  

"e market analysis concludes with a discussion 
of speci#c uses and/or tenants to target and a 
development program that establishes benchmarks 
for square footage and site design.    Market data 
is reconciled with existing conditions to assess 
whether parcel size(s), tra$c %ow/circulation, and 
access within the Pepper Road Business Park can 
accommodate those uses identi#ed.  

Existing Site Conditions 
Pepper Road Business Park is located near the 
intersection of Northwest Highway (Route 14 ) 
and Kelsey Road in the Village of Lake Barrington.  
"e primary access points for the Business Park 
are at Pepper Road and Northwest Highway and 
Pepper and Kelsey Roads.  "e Park contains a 
diverse mix of uses including but not limited to a 
high end auto dealership, a sports complex, res-
taurant/banquet facility, garden center, #re station 
and light industrial/manufacturing businesses. 
While a number of di&erent uses are currently 
housed within the Park, there is a general absence 
of retail and restaurants. 

While the Pepper Road Business Park is located 
o& of a major arterial in a community with a very 
strong demographic, there are several challenges 
and factors working against it from the stand-
point of commercial development.  "is stretch of 
Northwest Highway (Northwest Highway ) is a one 
sided corridor with the  railroad tracks creating a 
physical barrier to development along the south 
side of the street.  As such, it lacks the ability to 
create a signi#cant commercial feel or synergy 
achieved at other locations further to the east and 
west along the corridor.  Further, due to the barrier 
created by the tracks, Pepper Road and Northwest 
Highway  is only a three way intersection.  While 
the intersection of Kelsey Road and Northwest 
Highway  allows for continuation of north south 
tra$c, there is not a signi#cant amount of tra$c 
generated from the south.   While access is also 
a&orded at Kelsey and Pepper, this too is not a 
through intersection and this entryway is some-
what disconnected and has a relatively low tra$c 
volume.  Additionally tra$c counts are relatively 

low at access points and visibility of key redevelop-
ment sites is limited.  

While the aforementioned issues would be a deter-
rent to development in many locations, the Pepper 
Road Business Park has positive attributes that can 
serve to help o&set some of the issues and chal-
lenges.  "ose are as follows:

First, as mentioned, the Village and greater market 
area have a very strong demographic.  Overall 
higher than average household incomes with a 
decent amount of disposable income results in in-
dications of market potential in several key retail-
ing categories.   To that end, development potential 
is indicated in the market area for full and limited 
service restaurants, hardware/building materials 
and grocery stores. 

Second, there is a solid foundation of existing uses 
including destination businesses such as Pasque-
si's, Fidelity Motors, "e Onion and "e Field 
House.  "ese businesses have helped establish the 
location and create awareness of people outside of 
the immediate Lake Barrington area. 

"ird, Existing businesses generate activity that 
can be captured by new commercial development. 
"e recently completed medical o$ce building 
will also generate additional visitors to the site. If 
enhancements are made to better link this facility 
to the rest of the park, it will further improve con-
nectivity of both existing and new uses. 

While the Village of Lake Barrington is largely res-
idential, there are other commercial and business 
areas that may be in%uenced by or have an impact 
on, the Pepper Road Business Park.  Locations 
include the area directly west of Kelsey at Hillview; 
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the site of the Kelsey Road House just north on 
Kelsey at Main Street and the Market Place site 
at Kelsey and Route 59.  Future plans need to be 
respectful of these existing uses and ensure that 
future development complements and does not 
compete with these locations.

"e Hillview location has existing commercial 
parcels and the depth of the site is large enough to 
accommodate additional development.  In that this 
site has Northwest Highway frontage and access, 
future redevelopment at this location could help to 
better establish this stretch as a viable commercial 
corridor.

Equally, these areas should also consider how to 
maximize synergy with future development at Pep-
per Road Business Park.

In addition, there is an overall lack of existing 
space dedicated to commercial usage. While there 
are several buildings housing retail related uses, 
they do not lend themselves well to adaptable 
reuse.  Capturing retail potential will require in-
vestment by current property owners or potential 
buyers to convert space, construct new buildings 
and/or assemble properties for development.  "is 
will also require that the Village work closely with 
developers, property owners, potential tenants and 
others to help facilitate the development process 
and ensure that adequate infrastructure and utili-
ties are in place.

Provisions should also be made to ensure that 
displaced businesses receive assistance in relocat-
ing to other sites within the park or elsewhere in 
the Village.

In any economy this would not be ªa build it 
and they will comeº scenario. "is is particularly 
the case given current economic, and real estate 
conditions, further complicated by di$culty for 
property owners, developers and business owners 
to obtain capital.  For these reasons, realizing rede-
velopment at the Pepper Road Business Park will 
require an aggressive and dedicated e&ort on the 
part of Village o$cials to work with property own-
ers, developers, businesses and intergovernmen-
tal cooperation with the Illinois Department of 
Transportation (IDOT) and potentially, the Lake 
County Forest Preserve District.  A breakdown in 
collaboration/cooperation by any party can thwart 
or stall redevelopment.

Traffic Counts, Access and Visibility 
National retailers outline a speci#c set of standards 
when evaluating a potential site.  One determin-
ing factor is a location's minimum Average Daily 
Tra$c (ADT).  "e ADT #gure measures the aver-
age amount of tra$c on a street on any given day.  
Larger retailers typically look for an ADT count 
of between 20,000 and 30,000 when deciding if 
a particular site is well suited for future develop-
ment.  Given these criteria, key intersections and 

corridors with signi#cant tra$c counts o*en 
already have major retail centers.

Tra$c counts within and around the Pepper Road 
Business Park are low in comparison to nearby 
arterials and larger commercial areas.  Peak hour 
tra$c analysis was conducted at the following in-
tersections: Northwest Highway  and Pepper Road; 
Northwest Highway  and Kelsey Road and Kelsey 
Road and Pepper Road.  Additional analysis was 
conducted within the Pepper Road Business Park.  
None of the locations evaluated had combined AM 
and PM counts that exceeded 20,000 cars per day.   

While Fidelity Motors and Pasquesi's are visible 
from Northwest Highway , the visibility and expo-
sure of properties diminishes the further north you 
go along Pepper Road.  None of the park is visible 
from Kelsey and Pepper.  (While buildings such as 
Swiss Automation have Northwest Highway expo-
sure, that visibility has minimal impact on their op-
erations).  Visibility is further complicated at Pepper 
and Northwest Highway  by the lack of signage and 
adequate space for sign placement.  "e expanse of 
the Northwest Highway  right-of-way and physical 
setback of the business park from the road creates 
an issue for sign placement.  "e Village should 
work with IDOT to determine if a sign can be 
placed within the drainage area between the Park 
and the road.  "e sign should be large enough to be 
easily noticed and read by passing tra$c, while not 
obscuring or interfering with existing businesses.  A 
secondary option, would be to work with Fidelity 
Motors ownership to place a sign on their property 
as close as possible to the entryway to the Park. 

Intersection Traffic Counts

Kelsey/US 14                                     17,028 

Kelsey/Pepper                                       5,170 

Pepper/US 14                                     15,280 

Pepper/Fieldhouse                                       1,909 

* Counts taken between 6:00-9:00 am and 3:00-6:00 pm

Combined Traffic Counts by Intersection*
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Gateway and way#nding signage should also be 
placed at Pepper and Kelsey. Currently, only a 
small sign directing visitors to the Field House 
is visible at that location.  Given proximity to 
residential uses at this location, signage should 
be smaller and more understated than at the 
more heavily tra$cked intersection of Pepper 
and Northwest Highway .  However, once entry is 
established o& of Kelsey, way#nding is more criti-
cal at this location since the Park and destination 
uses such as the Field House are not immediately 
apparent.  

Market Implications
New commercial development at the Pepper Road 
Business Park will face competition from retail 
concentrations that have developed along the area's 
more heavily tra$cked corridors as well as loca-
tions with more density. "e lack of exposure and 
visibility from Northwest Highway  and Kelsey is 
an additional limiting factor.  In that there is no 
way to increase tra$c, establishing and maximiz-
ing visibility will be an important component of 
repositioning the site for commercial development.   

Market Area
De#ning market areas is highly dependent on 
a site's surrounding environment and the con-
text within which it functions.  In urban areas 
and more densely populated suburban areas, 
consumers typically travel a shorter distance for 
convenience and neighborhood oriented retailing 
such as grocery stores.  In locations such as Lake 
Barrington, consumers are more conditioned to 

traveling further distances given the area's low 
density and the geographic spacing of retail nodes.   
"is increased travel time is represented in #ve 
minute increments.  Whereas the market for a 
certain convenience use may be 5 to 7 minutes in a 
more heavily populated area it may increase to 10 
to 12 minutes in a more rural environ. 

Individuals within a 15 minute plus drive of Pepper 
Road Business Park will visit area shops and restau-

rants less frequently or on a more targeted basis.  In 
this instance, destination uses such as Pasquesi's , 
the Onion or similar uses will attract from outside 
the primary market area. 

"e market area for commercial uses within the 
Pepper Road Business Park is, in part, dependent 
upon the particular business and adjacent activ-
ity generators.   Grocery stores and day-to-day 
convenience items would cater to a more local area 
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(up to 10 minutes drive time) whereas destination 
and larger scale retailers would draw from a more 
regional area (10 to 15+ minutes).  A third factor 
(the tertiary market) is driven by proximity to 
activity generators and the residual impact on de-
mand.  "eaters and sports facilities are examples 
of uses that can impact development potential by 
drawing consumers to an area that might not oth-
erwise support a particular use.  Other examples 
include concentrations of o$ce uses that increase 
daytime populations and demand for restau-
rants and convenience retail during work hours.  
Daytime population and associated expenditures 
would not otherwise be re%ected in an assess-
ment of local population.  "e Field House and Ice 
Arena would fall into this category. 

For purposes of analysis, the primary market area 
is de#ned as the area within a ten minute drive 
time of the intersection of Industrial Avenue 
and Pepper Road.  "e secondary market area is 
de#ned as the area within a #*een minute drive of 
the same intersection.  "e respective geographic 
areas of each market area are depicted in the map 
on the following page.  As shown on the map, the 
primary market area stretches along the North-
west Highway corridor and encompasses portions 
of Fox River Grove, Barrington, and Barrington 
Hills.  "e secondary market areas stretches as far 
west as Cary, as far north as the northern edge of 
Lake Barrington, as far south as Inverness, and 
takes in portions of Lake Zurich, North Barrington 
and Deer Park along the Ela Road corridor.  "e 
tertiary market is not de#ned geographically, but 
rather in terms of potential activity generated.  

Having de#ned the market area, demographic data 
can now be assessed. 

Demographic Overview
Demographic data has been assessed to identify 
the potential in%uences on commercial develop-
ment. "is overview examines anticipated shi*s 
in population and households and changes in the 
number of households by age and income.   Data 
has been provided regarding current estimates as 
well as #ve year projections.  Potential impacts on 
demand for commercial development within the 
two market areas have also been assessed using 
this data.  Data for this analysis were obtained 
from ESRI Business Analyst, a nationally recog-
nized provider of market and demographic data. 

Population & Household Growth
"e following table compares changes in popula-
tion and the number of households within the #ve 
ten and #*een minute drive times from the Pepper 
Road Business Park.  "e #ve minute drive time is 
highlighted here in order to illustrate the relatively 
low density within the immediate area surround-
ing the site.  While the data indicates a strong 
demographic within this area, the low popula-
tion and household counts are not high enough 
to support new commercial development.  "at 
is one of the factors in%uencing the expansion of 
the primary market to the ten minute drive time. 
Overall, it is anticipated that both the population 
and number of households will experience a slight 

Lake Barrington Market Area - Demographic Summary 
5, 10 & 15 Minute Drive Times (2011 - 2016) 

  Population Households 
Median 

Age 

Median 
Household 

Income 

Average 
Household 

Income Per Capita Income 
5 Minute Drive Time           
2011 5,665 2,071 44.0 $96,250 $127,019 $46,630 
2016 5,851 2,163 44.1 $104,412 $149,223 $55,415 

Change (2011-2016) 186 (3.3%) 92 (4.4%) 0 (0.2%) $8,162 (8.5%) $22,204 (17.5%) $8,785 (18.8%) 

10 Minute Drive Time           
2011 45,194 16,623 43.1 $95,559 $123,169 $45,058 
2016 46,397 17,214 43.3 $106,004 $146,785 $54,106 

Change (2011-2016) 1,203 (2.7%) 591 (3.6%) 0 (0.5%) 
$10,445 
(10.9%) 

$23,616 (19.2%) $9,048 (20.1%) 

15 Minute Drive Time           
2011 158,871 56,765 40.0 $88,761 $114,043 $40,883 
2016 163,560 58,892 40.3 $100,313 $134,585 $48,586 

Change (2011-2016) 4,689 (3.0%) 2,127 (3.7%) 0 (0.7%) 
$11,552 
(13.0%) 

$20,542 (18.0%) $7,703 (18.8%) 

Source:  ESRI Business Analyst; Houseal Lavigne Associates 

�x

�x

�x
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increase between 2011 and 2016.  Both market 
areas are similar with regard to anticipated popula-
tion growth and age and income characteristics. 

�t��It is projected that the primary market area will 
gain 1,203 (2.78) individuals and 591 (3.68) 
households over the #ve year period.  "is is 
generally comparable to what is expected to 
occur in the secondary market area which is 
anticipated to grow by 3.08 with regard to 
population and 3.78 for households. 

�t��With a projected median age of 43 years in 
2011, the primary market area has a slightly 
older population than that that of the secondary 
market area where median age is 40.  "e me-
dian age is expected to remain relatively stable 
between 2011 and 2016. 

�t��Median income among primary market area 
households is projected to increase by 10.98 to 
<106,004 in 2016, a growth rate of approximately 
2.108.   

�t��Overall, growth in median income among 
secondary market area households is projected 
to be slightly more signi#cant between 2011 and 
2016.  "e projected growth is approximately 
138, going from <==,761 to <100,313.

�x

�x
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Age Profile
"e Chart below illustrates projected population 
change by age cohort among market area popula-
tions between 2010 and 2015 (the most recent 
years for which detailed age and income estimates 
are available).  In general, projections indicate that 
although population growth will occur among 
most age cohorts, growth will likely be concen-
trated among older cohorts.  "e population under 
the age of 55 will likely remain stable, experiencing 
moderate growth, while the population aged 55 
and over will experience more substantial growth.    

�t��"e largest percentage increase in population 
among younger cohorts is expected to occur 
among individuals aged 25 to 34.  "e largest 
percentage decrease in population is expected to 
occur among individuals aged 45 to 54.

�t��Each age cohort above the age of 55 is projected 
to grow.  Overall, the number of individuals 
aged 55 an up is anticipated to grow by (13.28) 
in the primary market area and 1,605 (12.=8) in 
the secondary market area.  

�t��"e largest increase in population of any age co-
hort is projected to occur among those aged 65 
to 74.  Between 2010 and 2015, it is anticipated 
that this cohort will grow between 248 and 258 
in both the primary and secondary market area.

Age by Income
A combined assessment of shi*s in households 
by age and income reveals both the similarities 
and di&erences between the primary market area's 
projected growth pattern and that of the secondary 
market area.  "e charts below illustrate the project-
ed change (8) in households according to the age of 
the head of household and household income.  

Changes projected to occur between 2010 and 
2015 are shown as they pertain to each respec-
tive household age cohort within each respective 
market area.   For example, the dark blue columns 
indicate change within the market area household-
er population under the age of 35. A bar for this 
age group is shown in each income bracket. A dark 
blue bar located above the zero line of the graph 
indicates growth, while a dark blue bar below the 
zero line indicates decline.  

While it is projected that the total number of 
households will increase in throughout the area, 
this growth is not likely to occur evenly across all 
age and income groups.  Overall, the proportion 
of households among lower and middle income 
groups are projected to decrease while upper 
income households increase.  

�t��"roughout the market areas, the proportion of 
households earning less than <100,000 is pro-
jected to decrease, regardless of age.  

�t��Regardless of geography, nearly all age cohorts 
earning <100,000 per year or more are projected 
to increase.  

�t��Households aged 55 and up are projected to be 
the market areas' most signi#cant sources of 
growth overall, particularly among households 
earning at least <100,000.  

Market Implications
Overall, it is anticipated that the population and 
number of households in the market will experi-
ence a moderate increase. In addition, the pur-
chasing power of households and the proportion 
of higher income households are projected to 
increase as is the proportion of older households, 
which typically have a higher levels of disposable 
income. 

In concert with growing population and household 
income, data indicate that the spending power of 
the Lake Barrington market area will also increase.  
When the average household income is multiplied 
by the number of households, it is estimated that 
total household income within a in a 10 minute 
drive time will increase by <479.3 million between 
2011 and 2016. Within 15 minute drive time, total 
household income is projected to grow by <1.45 
billion over the same period.  

"ese increases represent a projected annual rate 
of growth in market area spending power of be-
tween 4.18 and 4.38.  As a point of reference, the 
national rate of in%ation between 2000 and 2010 
was 2.568.
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Retail Gap Analysis
In order to ascertain the site's market potential, 
an assessment of the competitive market area was 
conducted.  "e following table highlights some 
of the key retail nodes within the Lake Barrington 
market area. 

Next, a comparison of projected spending by 
households within the respective market areas to 
the existing supply of retail space was prepared 
in order to assess development potential.   "is 
`gap' analysis provides an indication of ªsurplusº 
or ªleakageº within a given retail category.  "e 
presence of a surplus within a given retail category 
suggests that there is at least enough retail space 
to accommodate demand for the range of goods 
and services provided by stores in that category.  
Conversely, leakage indicates that demand exceeds 
supply and consumers are spending dollars outside 
of the market area.  "is leakage could potentially 
be recaptured and may represent a commercial op-
portunity within the market area.  

Retail Center Inventory 
Major Centers within 15 a Minute Drive 

              

Property Community 
Distance 

(mi.) 
Year 

Opened 
GLA2 

(1,000 sf) 
 Number 
of Stores   Anchor Tenants  

Village Square 
Shopping Center Lake Zurich 3.94 1989   225,000  28 T.J.Maxx, OfficeMax, Petco  
Deerpath Court 
Shopping Center Lake Zurich 4.92 1991   268,052  26 

Walmart, Jo-Ann Fabrics & Craft, 
Sears Hardware  

Deer Park Town 
Center Deer Park 6.81 2000   386,000  83 

Century Theatres, Barnes & Noble, 
Crate & Barrel, Gap  

Crystal Court Crystal Lake 6.81 1989   267,794  12 SM Newco (2 Vacant Acnhor Spaces)  

Shops at Kildeer Kildeer 7.03 2001    167,477  16 
Michaels, Bed Bath & Beyond, Cost 
Plus World Market, Old Navy  

Crystal Point Center Crystal Lake 7.22 1976   339,898  16 
Kmart, The Sports Authority, Best 
Buy, Bed Bath & Beyond  

The Commons of 
Crystal Lake Crystal Lake 7.46 1987   376,398  44 

Jewel-Osco, Toys R Us, Marshalls, 
Hallmark  

The Arboretum of 
South Barrington 

South 
Barrington 7.56 2008   450,000  55  L.L.Bean  

Poplar Creek 
Crossing 

Hoffman 
Estates 7.65 2006   400,000  47 Target, T.J.Maxx, Michaels, PetSmart  

Spring Hill Mall 
West 
Dundee 7.94 1980  1,100,000  140 

Sears, Carson Pirie Scott, JCPenney, 
Macy©s  

Algonquin 
Commons Algonquin 8.07 2004   656,000  84 Dick©s Sporting Goods, DSW  

Deer Grove Center Palatine 8.84 1996   490,356  22 
Target, Dominick©s, Michaels (1 
Vacant Anchor Space)  

Mundelein 
Crossings Mundelein 9.89 2000   463,980  40 

SuperTarget, Home Depot, T.J.Maxx, 
Best Buy  

              

Source:  ESRI Business Analyst; Houseal Lavigne Associates 
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10 Minute Drive Time
In analyzing existing retail supply and demand 
within a 10 minute drive, there is currently an un-
met demand for retail goods and services totaling 
approximately <224.9 million.  Within a 10 minute 
drive, there are nearly 17,000 households contrib-
uting to a current retail demand of <=51.2 million. 
"is demand equates to a potential expenditure 
per household of <50,597, with a current supply of 
<37,227 per household. "is #gure also includes all 
retail, eating, and drinking establishments. 

15 Minute Drive Time
In analyzing existing retail supply and demand 
within a 15 minute drive, there is currently an un-
met demand for retail goods and services totaling 
approximately <2=4.3 million.  Within this larger 
area, there are approximately 57,000 households 
contributing to a current retail demand of <=51.2 
million. "is demand equates to a potential expen-
diture per household of <50,597, with a current 
supply of <37,227 per household. "is #gure also 
includes all retail, eating, and drinking establish-
ments. 

Potential Users
It is important to distinguish between support in 
the market and development potential of a speci#c 
site or location.  "e availability of alternative sites, 
speci#cations of particular retailers, the number of 
projects actively pursuing tenants, and similar is-
sues can a&ect whether market potential translates 
to development potential.  

Figures relating to sales-per-square-foot and typi-
cal store size can be utilized to equate consumer 
expenditures to a preliminary indication of devel-

    

Retail Gap Analysis 
5, 10 & 15 Minute Drive Times (2010) 

Summary Demographics 
5 Minute 

Drive Time 
10 Minute 

Drive Time 
15 Minute 

Drive Time 

2010 Population 5,553 47,463 166,254 

2010 Households 1,906 16,824 57,272 

2010 Median Disposable Income $80,320 $77,809 $72,267 

2010 Per Capita Income $52,656 $49,896 $43,731 

Industry Group 

Retail Gap by Market Area1 

5 Minute 10 Minute 15 Minute 

Total Retail Trade and Food & Drink ($31,430,938) $224,939,529  $284,364,314  

Total Retail Trade ($35,355,180) $163,138,975  $170,473,976  

Total Food & Drink $3,924,242  $61,800,554  $113,890,338  

  Retail Gap by Market Area1 

Industry Group 5 Minute 10 Minute 15 Minute 

Motor Vehicle & Parts Dealers ($49,633,657) ($69,367,260) ($56,357,592) 

Furniture & Home Furnishings Stores $1,169,426  ($736,063) ($36,504,801) 

Electronics & Appliance Stores ($4,557,216) ($2,638,558) ($11,076,168) 

Bldg Materials, Garden Equip. & Supply Stores ($1,579,090) $14,226,474  $1,174,771  

Food & Beverage Stores $2,865,336  $55,247,190  $57,071,222  

Health & Personal Care Stores ($2,838,076) $6,449,837  ($961,507) 

Gasoline Stations $6,043,178  $73,018,061  $189,463,690  

Clothing and Clothing Accessories Stores ($1,768,839) $7,211,387  ($30,486,329) 
Sporting Goods, Hobby, Book, and Music 
Stores 

($1,820,342) $71,653  ($15,502,198) 

General Merchandise Stores $12,527,387  $49,345,054  $39,954,453  

Miscellaneous Store Retailers ($3,027,401) ($480,898) $2,617,221  

Nonstore Retailers $7,264,116  $30,792,099  $31,081,214  

Food Services & Drinking Places $3,924,242  $61,800,554  $113,890,338  
1 Positive values indicate potential for additional retail space;    
   Negative values indicate an over supply of retail space.     

Source:  ESRI Business Analyst; Houseal Lavigne Associates 
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opment potential. By dividing a ªgapº amount by 
a given store type's typical sales-per-square-foot, 
demand measured in dollars and cents can be ef-
fectively translated to a potential number of addi-
tional retail square feet could be supported within 
the retail market area. If the resulting square foot-
age is within the range of the typical retail format 
of a given type of retailer, a preliminary conclusion 
can be made that the market can support addition-
al development in that particular category.

As an example, if it is determined that there is a 
ªgapº in consumer expenditures of <1 million in 
a store type that averages <200 per square foot in 
sales revenue, then it can be estimated that the 
market is underserved by approximately 50,000 
square feet in that particular category. If the aver-
age store for that category is 50,000 square feet, 
then the market indications are that there is sup-
port for one more stores. If the average store size 
is 20,000 square feet, the market could potentially 
support two to three more stores. Conversely, if the 
`gap' analysis were to indicate support for an ad-
ditional 20,000 square feet of retail and the average 
store size is 50,000 square feet, there is not enough 
demand to support an additional store.

Store Size & Sales-Per-Square-Foot 
Sales-per-square-foot revenues vary by individual 
retailers and location. However, an examination of 
benchmarks pertaining to typical sales and store 
sizes can be applied to yield a better understanding 
of supportable retail square footage. 

Data for prototypical national retailers have 
been used to benchmark potential square feet of 
supportable space within a given category.  For 
example, within the primary market area there 
is a retail gap within the Limited-Service Eating 
Places retail category.  "e average annual sales 
for a limited-service deli/sandwich eatery, such as 
a Panera or Potbelly, are between <275 and <475 
per-square-foot, which translates to approximately 
96,000 square feet of unmet demand.  "e typi-
cal restaurant for a national chain of this type is 
between 1,500 and 4,000 square feet and, therefore, 
there is su$cient local demand to support new 
retailers in this category.  Again, it is important to 
emphasize that this demand is representative of 

the entire market area not just a particular loca-
tion. Nor can one location absorb all of an areas 
demand potential.    

"e following table  indicates the typical sales per 
square foot for retail categories with potential for 
new development, the potential square footage, 
typical store size, and an estimated demand for 
additional square footage within the appropriate 
market area.  "at is then translated to a more 
realistic demand of potential storefronts that could 
be accommodated at the Pepper Road Location. 

          

Potential Market Area Storefronts 
10 Minute Drive Time (2010) 

  
      

Typical 
Sales PSF 

             
Retail    

Potential 
(sf) 

              Typical 
Store Size (sf) Potential 

Storefronts Industry Group 

Food & Beverage Stores         
     Grocery Stores 500 104,805  10,000 - 50,000 1 
     Specialty Food Stores 475 3,419  3,000 - 10,000 1 
     Beer, Wine, and Liquor Stores 475 2,570  2,500 - 5,000 1 
          

General Merchandise Stores          
     General Merchandise Stores 275 120,429  5,000 - 20,000 2-3 

          
Building Materials and Supplies         
      Smaller Hardware Store 300 63,799  5,000 - 15,000 1 
          

Food Services & Drinking Places         
     Full-Service Restaurants 365 74,444  2,500 - 5,500 2-3 
     Limited-Service Eating Places 350 96,287  1,500 - 3,000 2-3 
Source: ESRI Business Analyst ; US Business Reporter; and Houseal Lavigne Associates 
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Selected Store Types
"e following provides an overview and discussion 
of speci#c store types for which market potential 
has been indicated and could realistically be ac-
commodated at the Pepper Road Business Park. 

Grocery Stores.  "e typical store size for a na-
tional chain such as Jewel is estimated at between 
40,000 and 60,000 square feet.  Given the margin 
between estimated demand and potential, there 
appears to be ample support for an additional 
retailer in this category.  A grocer located in the 
interior of the business park, with limited vis-
ibility from the more heavily travelled Northwest 
Highway, may need to incorporate specialty grocer 
products to better establish itself within the market 
as a destination retailer.   For many years Domi-
nick's and Jewel and a few others have dominated 
the marketplace. However, recently stores such as 
Mariano's have begun opening locations through-
out the suburban market. Other less branded 
stores with similar formats have also opened in 
several locations.  

"e Dominick's located nearby at Northwest High-
way and IL Route 22 in Fox River Grove would 
serve as a close competitor to this type of tenant.

Specialty Food Stores.  "ere is an indication of 
demand for specialty food stores within market 
area. Specialty food stores include such retailers as 
meat, #sh and seafood markets, fruit and vegetable 
markets, and candy/nut stores. Convenience stores 
are not included in this retail category. "ese stores 
have a typical size of between 2,500 and 3,000 
square feet within a neighborhood retail setting; 
however, a national chain in this category, such 
as Trader Joe's, has a typical footprint of around 
10,000 square feet. In that Trader Joe's is located 
less than #ve miles from the Pepper Road site, it 
is unlikely that another store would be opened 
in such close proximity. However, this does not 
preclude the potential for another independent re-
tailer, particularly one catering to a speci#c niche.  

Beer Wine and Liquor.  While a grocery store 
could sell beer, wine or liquor, there are indica-
tions of market support for a separate store that 
could serve to complement a nearby grocery store 
within the Business Park, 

Non-Department Store General Merchandise.  
Within the market area, this retail category is rep-
resented by warehouse clubs, such as Costco and 
Sam's Club, and dollar stores.  Given the average 
store size of between 130,000 and 140,000 square 
feet, a warehouse club is not a likely candidate 
to locate at the Lake Barrington Business Park.  
Dollar stores typically range in size from 10,000 
to 20,000 square feet and could be accommodated 
at the business park.  Given the Village's vision for 
the Business Park, deep discount retailers such as 
dollar stores would not be considered a desirable 
anchor tenant.     

Limited-Service Restaurants.  Potential has also 
been indicated for limited-service eating places 
in both the primary and secondary market areas.  
Limited service restaurants include a wide variety 
of eateries such as deli and sandwich shops, cafes, 
pizza parlors, and fast food restaurants.  "ese 
eateries have a typical size of between 1,500 and 
3,000 square feet.    Sites with proximity to North-
west Highway may be attractive to limited-service 
eateries provided that visibility via sight lines and 
signage can be accomplished. Recon#guration of 
some parcels, or signage opportunities at the Pep-
per Road intersection, may be necessary to create 
the potential to accommodate these types of users. 

In that limited-service restaurants rely more heav-
ily on impulse purchasing and convenience, Field 
House events and nearby employers would likely 
be the biggest market for these uses.  While the 
Field House Caf> caters to onsite guests, additional 
limited service restaurants would o&er a greater 
variety and options to visitors. 

Full-Service Restaurants.  "e retail gap analysis 
indicates that there is an opportunity for additional 
full-service restaurants within the primary and 
secondary market areas.  While full-service typi-
cally require frontage along main thoroughfares, as 
with limited-service eateries, if su$cient access and 
visibility were to be established to a site, the Pepper 
Road Business Park may prove to be a strategic 
location for another full-service restaurant, includ-
ing the relocation of a user from a neighboring 
municipality. Full-service restaurants have a typical 
footprint of between 3,000 and 5,000 square feet.  

"e incorporation of restaurants into the Park 
should be done in a manner that complements the 
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Onion as opposed to competing. Building o& of 
the Onion's reputation as a destination and poten-
tially creating a restaurant cluster would be a great 
addition to the Park.  

In general, all categories of restaurant uses can 
capitalize on activity generated at the Field House, 
an expanded ice arena as well as businesses and 
employers within the Park.   Tournaments and 
related activities in particular create a need for 
additional dining establishments within immediate 
proximity.  

Hardware and Building Supplies.  While a large 
scale home improvement store such as Lowes, 
Home Depot or Menards would not be feasible, 
there are indications of market support for a small-
er scale store such as a Do it Best, that would serve 
to complement and not compete with Pasquesi's. 

Niche and Miscellaneous Retailers. "ere is 
always a market for small niche (typically locally 
owned and sta&ed) retailers that o&er a variety of 
goods and services.  "ese can include things such 
as barbers/hair stylists, antique stores, gi* shops, 
candy stores, insurance and real estate o$ces and 
others.  "ese uses are not as easily measured in 
terms of market support and are typically driven 
more by individual business owner circumstances.  
"ey are, however, more sensitive to rental rates 
and cost and may be dissuade by the cost of new 
construction. 

Office Market
"e Village of Lake Barrington is located in the 
Northwest Suburban submarket of the Chicago 
o$ce market as de#ned by Colliers International, 
a recognized provider of commercial real estate 
data.  "e Northwest Suburban submarket includes 
the Barrington area, Lake Zurich, Schaumburg, 
Ho&man Estates, Elgin and several other munici-
palities.  

"e Northwest Suburban o$ce market has among 
the highest vacancy rates and the largest amount 
of vacant space of all of the submarkets in the 
Chicago metro area.  At the end of 2011, more 
than one quarter of the o$ce space in the market 
was vacant. 

Given the amount of available space on the market, 
speculative construction is not likely to occur 
anytime in the near future.  Build-to-suit projects 
will likely be the source of any future development 
in the near- to mid-term.  In addition, professional 
o$ce space, such as the new medical o$ce building 
located o& of Northwest Highway , is more indica-
tive of the type of development that is most likely to 
be supported in the near to mid-term.  

"e Pepper Road Business Park is unique in one as-
pect of the o$ce market, however, in that there are 
o$ce condos available.  "is can attract some users 
with available capital that may view ownership of 
their individual space as an investment.  While this 
is currently a small segment of the market, future 
development opportunities (particularily along the 
east side of Pepper north of Commercial Avenue) 
could build o& of this product type.

Industrial Market
Lake Barrington is located within the Northwest 
Suburban Industrial Market area as classi#ed by 
Colliers International an international broker of 
industrial and commercial properties. According 
to Colliers 2011 year end report, the overall va-
cancy rate for industrial properties in the Chicago 
area decreased a full percentage point from year 
end 2010, going from 11.6 to 10.68. "e North-
west suburban submarket, however, had a higher 
vacancy rate of 11.48 which had increased slightly 
from the previous quarter.  With no new planned 
construction and approximately 3.= million 
square feet of space available, existing business/
light industrial parks that are well positioned with 
infrastructure in place, are best positioned to 
capture demand for space.  While the Pepper Road 
Business Park has some locational disadvantages, 
the presence of an existing core of tenants, ease of 
access and infrastructure should continue to make 
it attractive for end users that do not require prox-
imity to interstates or densely populated areas. 

"ere is, however, more than adequate vacant land 
and available property within the interior of the 
park to accommodate demand for the foresee-
able future, thus allowing for the repositioning of 
higher pro#le sites for commercial development. 
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Business Assistance, In-
centives and Funding 
Mechanisms
Attracting business and fostering economic devel-
opment is becoming increasingly competitive. "e 
Village of lake Barrington has signi#cant potential 
on which to build, but to fully realize this poten-
tial, the Village must be proactive in its e&orts.  
Initiatives will require upfront expenditures and an 
investment in resources not currently allocated.  

In a #nancially constrained environment it is vital 
that the Village make the most e$cient use of its 
current resources and identify alternative sources 
of funding for new programs that cannot be read-
ily accommodated within the existing budget. "e 
following discussion outlines potential funding 
mechanisms that the Village could utilize in its 
e&orts to expand the commercial development 
potential at the Pepper Road Business Park.  "ese 
funding sources could be used to support various 
incentives and provide a general source of funding 
for capital improvements. Some of these sources 
are locally driven while others are dependent on 
State and/or Federal grants.  

Business Assistance Grant
A business assistance grant program can be uti-
lized to attract targeted retail businesses and assist 
existing businesses located within a speci#c area. 
Business assistance funds are typically o&ered in 
the form of a matching grant that pays for a certain 
percentage of eligible expenditures.  "e expen-
ditures are typically limited to build-out costs, 
signage, moving expenses, and physical improve-
ments to a property necessary to accommodate 
a new business or the expansion of an existing 
business. Priority can be given to businesses that 
complement the community's vision for an area 
and current retail needs. 

 "e size of the grant available is typically tied 
to the overall impact the proposed project could 
have on the local area.  "e City of Des Plaines, 
for example, o&ers a grant of up to <5,000 to sales 
tax generating uses (including food and beverage 
taxes) while the Village of Lombard will cover 508 
of costs up to <40,000.

Grant monies could be used to lessen the cost bur-
den of locating or relocating to the Pepper Road 
Business Park.  A business assistance program 
would likely have the most in%uence in attracting 
small and medium-sized retail tenants and restau-
rants as opposed to large scale, `big box' retailers.  

Restaurant Assistance Program
A restaurant assistance program is similar to 
a business assistance program, but speci#cally 
targeted at restaurants seeking to locate within a 
community.  As with any grant program, the Vil-
lage can de#ne exactly what types of businesses 
qualify for funding.  For example, the assistance 
program could be limited to full-service restau-
rants only by specifying a minimum threshold for 
the percent of gross income derived from sales 
made for on-site consumption.

"e funds are intended to assist with renovating 
existing space to accommodate restaurant use or 
in the construction of a new restaurant and are 
typically limited to improvements to real prop-
erty (i.e. kitchen equipment is ineligible).  Funds 
are typically o&ered as a matching grant with a 
requirement that the business remain open for a 
minimum number of years.  A lien is placed on 
the subject property which is then reduced by a 
proportionate amount for every year of operation 
and forgiven a*er completion of minimum period 
of operation.

"e Village of Lisle has a restaurant loan program 
targeted at lessening the costs of renovating and 
retro#tting existing commercial space for restau-
rant use or demolishing an existing building for 
the construction of a new restaurant.  Lisle will 
match funds up to 508 of the total project costs 
with a grant ceiling of <200,000.  A lien for the 
grant amount is recorded on the property for a #ve 
year period a*er which the lien is released.
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Commercial Loan/”Gap” Financing 
Program
Securing funding for development can be a long 
and complicated process and it has become in-
creasingly common for projects to rely on mul-
tiple funding sources to come to fruition. Since 
the economic downturn, conventional lenders 
have reduced the amount of risk they are willing 
to assume with a given project.  Municipalities, 
counties and other public economic development 
entities have played an increasing role in providing 
ªgapº #nancing to make up for shortfalls in #nanc-
ing provided by other #nancial institutions.  

Commercial loan/ºgapº #nancing programs can 
be established to lessen the risk to conventional 
lenders while providing more favorable loan terms 
to businesses looking to relocate or expand lo-
cally.  Such loan programs typically stipulate that 
the program cannot be the primary lender of the 
project.  Loan terms may range, but are typically 
either a short term loan to cover immediate capital 
needs before su$cient long term #nancing can be 
secured, or a secondary loan that coincides with 
the life of the primary loan.  Regardless, the goal is 
to encourage and facilitate development by provid-
ing a project with a blended #nancial package that 
is below market rate.

As an example, the Berwyn Development Corpo-
ration and the City of Berwyn o&er a commercial 
loan program targeted at providing incentives to 
renovate or expand existing commercial space or 
to new businesses looking to locate in the commu-
nity.  "e program is capitalized by money from 
the municipality and lines of credit extended to 
partner #nancial institutions and guaranteed by 
the City. Loan terms vary depending on the goals 
of the project (e.g. startup capital, job creation, 
business modernization, etc.) and exist in two tiers 
comprising loans with a principal amount above or 
below <40,000.

Sales Tax Rebate
A sales tax rebate is a tool typically used by mu-
nicipalities to incentivize businesses to locate to a 
site or area. "e rebate is o&ered as a percentage 
of the annual sales tax revenue generated by the es-
tablishment and is o*en tied to benchmarks such 
that as sales volume increases, so too does the pro-
portion of the rebate. Sales tax rebate percentages 
can range from 18 to 1008 and are dependent on 
the goals and objectives of the local municipality. 
Sales tax rebates have proven e&ective in attracting 
new businesses and encouraging redevelopment 
and renovation.  Home rule communities like Lake 
Barrington also have the authority to issue bonds 
based on sales tax revenue.

Tax Abatement
Property tax abatement is a versatile tool that can 
be applied to address a wide range of community 
issues.  Property tax abatements are typically used 
as an incentive to attract business and revitalize 
the local economy.  In the State of Illinois, munici-
palities and other taxing districts can abate any 
portion of the tax that they individually levy on a 
property.  "e period of tax abatement on a given 
property can be no longer than 10 years and the 
total combined sum of abated taxes for all taxing 
districts cannot exceed <4 million over that period.  
A taxing district can administer the abatement by 
one of two methods:  1) lowering the tax rate; or 2) 
initiating a property tax freeze where the property 
is taxed based on a pre-development assessed 
value.

In some circumstances municipalities can also 
petition the County to lower a property's assess-
ment.  For example, a commercial property could 
be assessed at a percentage equivalent to that of a 
residential property.  "is is an e&ective means of 
lowering a property tax bill, however, it should be 
noted that this method impacts all taxing districts 
and not just the district making the request.
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Site Improvement Grant
While new development must adhere to the Vil-
lage's guidelines, a site improvement grant could 
be utilized to revitalize existing development and 
ensure complementary site design and amenities 
between new and old.  

"e Downers Grove Economic Development Cor-
poration (EDC) o&ers a grant program for proper-
ties located along one of its prominent commercial 
corridors, Ogden Avenue.  Property owners are 
reimbursed for up 508 of project costs related 
to improving the appearance of the property or 
building, providing updated signage, and improv-
ing access and circulation for both pedestrians and 
automobiles.  "e grant is funded through a TIF 
District in place along the corridor and the grant 
ceiling is either <50,000 or <75,000 depending on 
the location of the subject property.

Façade and Site Improvement 
Programs
Fa?ade and site improvement programs can be 
used to help improve and retain existing business 
by o&ering low interest loans or grants earmarked 
for improving the exterior appearance of desig-
nated properties.  

Home Rule 
Home Rule communities have the authority to 
issue bonds based on sales tax revenue and imple-
ment an additional sales tax.  "e Village could 
use its Home Rule designation to take advantage of 
this funding mechanism as well as other opportu-
nities a&orded by this designation.  

Tax Increment Finance (TIF)
TIF utilizes future property tax revenues gener-
ated within a designated area or district to pay for 
necessary improvements and incentivize further 
reinvestment. As the Equalized Assessed Value 
(EAV) of properties within a TIF District increas-
es, the incremental growth in property tax over the 
base year that the TIF was established is reinvested 
in the area. Local o$cials may also issue bonds or 
undertake other #nancial obligations based on the 
growth in new tax revenue within the district.

"e maximum life of a TIF district in the State of 
Illinois is 23 years although the TIF district can 
be extended via approval from the Illinois state 
legislature.  Over the life of a TIF district, the 
taxing bodies present within the district, such as 
school or park districts, receive the same amount 
of tax revenue that was generated in the base year 
in which the TIF was established. "ere are provi-
sions that allow for schools to receive additional 
revenue. TIF funds can typically be used for infra-
structure, public improvements, land assemblage 
and in o&setting the cost of development ± includ-
ing but not limited to engineering, storm-water 
and other site related issues.

A study must be undertaken prior to the establish-
ment of the TIF district to determine if the area 
and would be ªTIF eligibleº. Given the issues and 
opportunities in the Pepper Road Business Park, 
the availability of TIF funding could serve as an 
incentive for developers.

Special Service Area (SSA)
A Special Service Area (SSA) provides a means 
of funding improvements and programs within a 
designated area. In an SSA, a small percentage is 
added to the property tax of the properties within 
the de#ned service area. "e revenue received 
from this targeted increase is channeled back into 
projects and programs bene#ting those proper-
ties. An SSA can be rejected if 518 of the property 
owners and electors within a designated area 
object.  SSA's are particularly useful in areas with a 
concentration of businesses such as portions of the 
US Route 6 corridor.

SSA funded projects can include such things as 
district marketing and advertising assistance, pro-
motional activities and special events, streetscape, 
signage improvements and property maintenance 
services. SSA's can also be used to fund various 
incentives and tools such as small business loan 
funds or fa?ade improvement programs discussed 
previously. 

"e Village of Lake Barrington maintains estab-
lished SSA @3 to fund water and sewer service 
within the business park.  "e establishment of an-
other SSA within the business park may be limited.


