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Introduction  

Economic Development Plans are excellent tools that can serve to guide the community, 

elected officials and professional staff toward a mutually-desired series of successes. If 

developed, implemented and executed well, a good plan can help to determine future 

resource allocation decisions, shape public policy decisions and serve to protect public 

officials attempting to address counter-cyclical public opinions.  

Continual reference should be made to adopted plans when decision-making or budget 

deliberations present seemingly contradictory goals or multiple directions of potentially 

equal value. The plan should prioritize broad and specific activities in the context of 

adopted visions and goals while still retaining ample flexibility to take advantage of 

economic opportunities as they arise. 

First and foremost, the Plan should be used as the primary tool to allocate resources on 

an annual and a day-to-day basis. The plan will aid officials in the avoidance of whimsy 

ÁÎÄ ȰÓÈÏÔÇÕÎȱ ÁÐÐÒÏÁÃÈÅÓ ÔÏ ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ ÂÙ ÐÒÏÖÉÄÉÎÇ Á ÆÏÃÕÓÅÄ ȰÒÏÁÄ ÍÁÐȱ 

of direction toward achievable results that are able to be measured in terms of an agreed 

upon degree of success. 

It would be challenging, if not impossible, to locate a successful economic development 

program at any geographic level in the United States that was not based on a strategic 

plan that was crafted by professionals and adopted by an elected body. Like a business 

plan in the private sector, virtually any successful effort will have a well-thought -out plan 

at its core. 

This plan follows several events that have caused the La Grande City Council to reflect 

and begin to build a more cohesive economic development program.  

1. The La Grande City Council created Á ÐÏÓÉÔÉÏÎ ÏÆ Ȱ#ÏÍÍÕÎÉÔÙ ÁÎÄ %ÃÏÎÏÍÉÃ 

$ÅÖÅÌÏÐÍÅÎÔ $ÉÒÅÃÔÏÒȟȱ ÆÕÎÄÉÎÇ ÔÈÅ ÐÏÓÉÔÉÏÎ ÁÎÄ ÁÓÓÏÃÉÁÔÅÄ ÂÕÄÇÅÔ ÁÎÄ ÈÉÒÉÎÇ 

a professional staff person to carry out the duties of the position. This was 

realized in October 2008. 

 

2. A county-×ÉÄÅ Ȱ%ÃÏÎÏÍÉÃ $ÅÖÅÌÏÐÍÅÎÔ 3ÔÒÁÔÅÇÉÃ 0ÌÁÎȟȱ ×ÉÔÈ ÓÉÇÎÉÆÉÃÁÎÔ ÉÎÐÕÔ 

provided by City of La Grande appointed and elected officials, was developed 

by the Union County Economic Development Corporation (UCEDC). A 

consultant was hired by UCEDC to complete this body of work in October 

2009. 
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3. The La Grande City Council determined during its annual goal-setting event in 

early 2009 that it desired to have in place its own, uniquely created and 

adopted economic development plan that would work in conjunction with 

other plans, including the 5#%$# ÐÌÁÎȟ ÂÕÔ ÁÌÓÏ ÓÔÁÎÄ ÁÐÁÒÔ ÁÓ ÔÈÅ #ÉÔÙȭÓ Ï×Îȟ 

unique plan. It was mutually agreed upon that a staff-directed effort would 

include gathering input from key community stakeholders and report back to 

the City Council throughout the process and present a draft plan in late 2009. 

 

4. The City of La Grande underwent a revision of the Goal 9: Economic 

Development element in its Comprehensive Plan. 

 

5. The La Grande City Council adopted a Vision Statement in September 2009, 

which follows. 
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City of  La Grande  

Vision Statement  

 

The City of La Grande is the economic, educational, recreational, and 

cultural hub for eastern Oregon, with a family oriented,  small -town 

character.  

Goals to support our Vision  

 We will enhance and grow our diverse economy through innovation, 
partnerships, and relationships, to capitalize on our existing strengths 
while seeking new opportunities. 

 

 We will take full advantage of the benefits of our thriving educational 
community, anchored by Eastern Oregon University. 

 

 We will promot e the natural beauty and resources of the Grande 
Ronde Valley, which provide recreational opportunities and quality of 
life benefits that complement our economic development objectives. 

 

 We will showcase La Grande as a culturally-rich city with a strong 
sense of identity, pride, and environmental awareness that preserves 
our heritage. 

 

 We will foster a family-oriented community with high quality 
amenities, including excellent parks, safe neighborhoods, and 
outstanding schools. 

 

 We will champion public invol vement and civic leadership that values 
economic, ecological, and social stewardship, while maintaining our 
small-town character. 

 

Adopted by the City Council of the City of La Grande, Oregon, during the Regular Session of September 16, 2009 
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Background  

The La Grande City Council on February 9, 2009 held its annual goal-setting retreat 

session. At the session, an entire segment was devoted to discussions regarding 

ȰÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ ÓÔÒÁÔÅÇÙȢȱ  4ÈÅ ÄÉÓÃÕÓÓÉÏÎ ÉÎÃÌÕÄÅÄ ÔÈÅ ÆÏÌÌÏ×ÉÎÇ Ô×Ï ÍÁÊÏÒ 

elements: 

1. Physical/ capital assets ɀ this segment included discussions on timing and 
policy:  

o A downtown historic building façade grant program 
o Downtown public improvements in general  
o Other Urban Renewal District projects 
o Economic Stimulus projects 

 

2. Policy/ Strategy aspects ɀ this segment included discussions on timing and 
policy:  

o 4ÈÅ ËÅÙ ÑÕÅÓÔÉÏÎ ×ÁÓ ÐÏÓÅÄȡ Ȱ7ÈÁÔ ÉÓ ÏÕÒ ÏÖÅÒÁÌÌ ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ 
ÓÔÒÁÔÅÇÙ ÏÒ ÐÒÏÃÅÓÓȩȱ !ÌÔÅÒÎÁÔÅÌÙȟ ÔÈÅ ÑÕÅÓÔÉÏÎ ×ÁÓ ÐÏÓÅÄȡ Ȱ(Ï× ÄÏ ×Å 
ÉÎÃÏÒÐÏÒÁÔÅ ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ ÉÎÔÏ ÔÈÅ #ÉÔÙȩȱ 

o From these questions, the concept of directing staff to develop a new plan 
that would address the questions was born. 
Á 4ÈÅ #ÏÕÎÃÉÌȭÓ ÆÏÃÕÓ ÉÓ ÏÎ ÔÈÅ ÄÅÖÅÌÏÐÍÅÎÔ ÏÆ Á #ÉÔÙ ÖÉÓÉÏÎ ÆÏÒ ÅÃÏÎÏÍÉÃ 
ÄÅÖÅÌÏÐÍÅÎÔȢ  5ÎÄÅÒ ÔÈÉÓ ÃÏÎÃÅÐÔȟ ÔÈÅ #ÉÔÙȭÓ #ÏÍÍÕÎÉÔÙ ÁÎÄ 
Economic Development Director would take the lead in forming an ad 
hoc committee to assist in the formulation of a plan, with the City 
Council having decision authority for the final strategy to be adopted.  
Once adopted, the plan would be executed by the City Staff. 

o Further, the Council went on to clarify the need for a City of La Grande 
economic development plan: 
Á 4ÈÅ #ÏÕÎÃÉÌȭÓ ÐÒÉÍÁÒÙ ÉÎÔÅÎÔ ÁÎÄ ÆÏÃÕÓ ×ÁÓ ÔÏ ÔÁËÅ Á ÐÒÏÁÃÔÉÖÅ ÁÎÄ 

aggressive approach to economic development with the expectation of 
a strategic plan approved within six months. 

o Other issues discussed in this segment would include: 
Á An Economic Summit 
Á The Oregon Main Street Program 
Á Expansion of Urban Growth Boundary; Rezoning from County to 

City Zones for 20 year growth projection 
Á Business Retention & Expansion Program 
Á Economic development outside of downtown 
Á Role of City in industrial development 
Á Roles of UCEDC; City participation; UCEDC functions 
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PURPOSE 

The purpose of this plan is to:  

1) Further  ÄÅÆÉÎÅ ÔÈÅ #ÉÔÙ ÏÆ ,Á 'ÒÁÎÄÅȭÓ ÒÏÌÅ ÉÎ ÌÏÃÁÌ ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔȟ  

2) Suggest strategies and tactics to accomplish specific goals,  

3) Establish  time frames and performance measures related to tasks and  

4) Relate  tasks and proposed outcomes to the afore mentioned Vision Statement 

and its supporting goals.  
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Methodology / Summary of Process  

In developing this plan for the City of La Grande, the following efforts were undertaken and/or 

consulted: 

1. The La Grande Council in February 2009 directed staff to formulate an economic 
development plan for the City. 
 

2. Staff assembled a broad-based ad hoc task force of several dozen community stakeholders. 
 

3. Utilizing a third -party facilitator, the ad hoc group met twice ɀ on May 5, 2009 and on 
June 16, 2009 to provide staff community -based input needed in formulating the plan. 
This effort provided many key value statements and desires for an improved economic 
development program by focusing on community visioning, unexploited assets and 
barriers to success. (A summary of these deliberations is presented in Appendix D.) 
 

4. Throughout the summer of 2009, the Union County Economic Development Corporation 
(UCEDC) held community forums under the direction of consultant Brian Cole of the 
Orbis Group/ Building Communities. This effort was overseen by a steering committee 
comprised of key staff and elected officials representing a variety of stakeholder groups, 
including the City of La Grande. The planning effort culminated in a series of refinement 
exercises conducted by Cole with input provided by the steering committee. A final draft 
was presented in October 2009. (A summary of relevant areas of this plan is presented in 
Appendix E.) 
 

5. Over the past year, the City, using two professional consultants, developed a new Goal 9: 
Economic Development element for its Comprehensive Plan, which was adopted in 
October 2009. This document was consulted. (A summary of this document is presented 
in Appendix F.) 
 

6. The City Council in September 2009 adopted a Vision Statement and supporting goals. 
 

7. The La Grande Main Street program has engaged in a number of planning and visioning 
exercises related to the development and revitalization of downtown La Grande. These 
efforts have also included a professional assessment done by the Chicago-based Lakota 
Group and surveys of local businesses and Eastern Oregon University Students. 
 

8. 4ÈÅ ,Á 'ÒÁÎÄÅ ,ÁÎÄÍÁÒËÓ #ÏÍÍÉÓÓÉÏÎ ÈÁÓ ÁÄÏÐÔÅÄ Á ÎÅ× ÓÅÔ ÏÆ ȰÄÅÓÉÇÎ ÓÔÁÎÄÁÒÄÓȱ ÔÈÁÔ 
will govern the methods and outcomes of future historic building renovations within the 
La Grande Historic District. The Urban Renewal Agency also adopted a building façade 
renovation grant program with associated policy. 
 

9. Orbis Group recently prepared an economic development strategic plan for Baker County, 
which was consulted. 
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10. The document Ȱ2ÅÃÏÍmendations Following A Review of the VA Clinic Siting Process in La 
'ÒÁÎÄÅȟ /ÒÅÇÏÎȱ prepared by Dr. Dick Gardner of Bootstrap Solutions was consulted. 
 

11. 3ÔÁÆÆ ÐÒÅÐÁÒÅÄ ÉÔÓ Ï×Î Ȱ3ÔÒÅÎÇÔÈÓȾ7ÅÁËÎÅÓÓÅÓȾ/ÐÐÏÒÔÕÎÉÔÉÅÓȾ4ÈÒÅÁÔÓ ɉ37/4Ɋ ÁÎÁÌÙÓÉÓȢ 
(This exercise is presented in Appendix C.) 
 

12. Staff prepared an independent situational assessment based on one full year of living and 
working in the community. (This assessment is presented in Appendix A.) 
 

13. Staff has prepared a proposed list of goals/ performance measurements which may govern 
ÔÈÅ ÆÉÒÓÔ ÓÅÖÅÒÁÌ ÙÅÁÒÓ ÏÆ ÔÈÅ #ÉÔÙȭÓ ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ ÐÒÏÇÒÁÍ ÅÆÆÏÒÔÓȢ ɉ4ÈÅÓÅ ÇÏÁÌÓ 
are presented in Appendix B.)  
 

14. An initial summary presentation was given to the City Council at a work session on 
January 5, 2010. 
 

15. Subsequent revisions have been made on irregular basis as conditions have changed. 
 

16. Two work sessions were held with the City Council in April 2010, and the Plan was revised 
fairly significantly based on those sessions. References to long-term strategies and short-
term tactics were removed from the Plan to focus the plan on more mid-term strategies. 
In early 2010 the issue of Workforce (availability) has arisen as a critical issue for existing 
local and potential new employers and is not fully addressed in this Plan. 
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Executive Summary  

At the time this Economic Plan was initially drafted, the city, county, state and nation 

were deep in an economic recession that may or may not be nearing recovery. Regardless 

ÏÆ ÔÈÅ ÓÔÁÔÕÓ ÏÆ ÔÈÅ ÒÅÃÏÖÅÒÙȟ ÉÔ ÉÓ ÌÉËÅÌÙ ÔÏ ÂÅ ËÎÏ×Î ÁÓ Á ȰÊÏÂÌÅÓÓȱ ÒÅÃÏÖÅÒÙȢ !ÄÄ ÔÏ ÔÈÉÓ ÁÎ 

ÅÑÕÁÌÌÙ ÄÉÒÅ ÏÕÔÌÏÏË ÆÏÒ ÔÈÅ #ÉÔÙ ÏÆ ,Á 'ÒÁÎÄÅȭÓ 'ÅÎÅÒÁÌ &ÕÎÄ ÒÅÓÏÕÒÃÅÓ ×ÉÔÈ ÎÏ ÌÏÎÇ-term 

ÓÏÌÕÔÉÏÎ ÉÄÅÎÔÉÆÉÅÄ ÁÎÄ ÔÈÅ #ÉÔÙȭÓ ÑÕÅÓÔÉÏÎÁÂÌÅ ÁÂÉÌÉÔÙ ÔÏ ÃÏÎÔÉÎÕÅ ÔÏ ÍÅÅÔ ÔÈÅ 

ÃÏÍÍÕÎÉÔÙȭÓ ÎÅÅÄÓ ÔÈÒÏÕÇÈ ÔÈÅ ÐÒÏÖÉÓÉÏÎ ÏÆ Á ÓÅÔ ÏÆ quality services, and the future 

appears less than bright.  

For the most part, this Plan does not take into account measures that address the current 

local set of crises (economic downturn and City of La Grande budget), but rather offers 

non-critical strat egic measures that take into account known assets, community feedback 

and reputable statistics and sources as well as experienced professional opinion. 

Regardless, the City of La Grande can potentially be in a wonderful position to move 

forward on enhancing its economic development opportunities. This Economic 

Development Plan takes into account input from a variety of sources to determine the 

best short-term course of action for the City to ensure a stable and improving economic 

future. The primary unique assets (and those which provide a relative competitive 

advantage) from which the La Grande community has to draw are: 

1. Educational services.  Education has arisen as a major economic theme in the 

community. La Grande is home to one of the seven primary Oregon University 

System (OUS) campuses. More recently, La Grande is home to the ODS/OIT 

dental technician school. The community is also home (or has recently been 

home) to a cosmetology school and a massage therapy school. In the future, the 

community should l everage these key assets to create new and additional value-

added economic development opportunities. An obvious sub-set is health-related 

education and associated services. 

 

2. Natural resources.  4ÈÅ ÃÏÍÍÕÎÉÔÙȭÓ ÅÃÏÎÏÍÉÃ ÏÒÉÇÉÎ ÉÓ ÔÉÅÄ ÔÏ ÎÁÔÕÒÁÌ ÒÅÓÏÕÒÃÅÓȟ 

and timber and agriculture still play a major role. Additionally, outdoor recreation 

and wild land fire science are major forces in the area economy today and 

historically. Future measures should be taken to diversify and add value to these 

predominantly commodity -driven base industries. A new and related sub-set is 

renewable energy, such as bio-mass, geo-thermal and wind that deserve further 

exploration for new economic opportunities.  
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3. History.  The Grande Ronde Valley is rich in history ɀ from the Oregon Trail to the 

ÒÁÉÌÒÏÁÄ ÔÏ ȰÃÅÎÔÕÒÙ ÆÁÒÍÓȱ ÔÏ .ÁÔÉÖÅ !ÍÅÒÉÃÁÎ ÉÎÆÌÕÅÎÃÅ ÔÏ ÔÈÅ ÉÎÖÅÎÔÏÒÙ ÏÆ 

historic architecture in the downtown commercial district and historic homes in 

residential areas. While not a base, job-producing industry in and of itself, this 

primarily quality -of-life set of amenities can serve to create a unique identity for 

the area to draw in new investments. Targeted future efforts should be taken to 

ensure historic preservation and leverage of these assets to create new economic 

opportunities . 

An overriding theme in many instances is the desire and/or need to better embrace 

Eastern Oregon University as a key and unique economic asset and even as a potential 

economic engine of the city and the region. Using EOU as an anchor of economic 

stabilit y, the strategy could be broadened to include Education as a strategic economic 

focus, which would include K-12, the public library, the ODS dental school and other 

education and training institutions and employers, of which health services education is a 

logical subset. Growth in this sector will not only create high-quality jobs by the firms 

that employ them, it will bring in new money from outside the region and due to its 

inherent nature, will in turn create a better educated and trained local workforce, leading 

to higher quality jobs and better wages and career pathway opportunities. 

A comprehensive strategy would include identifying targeted industry sectors and the 

provision of the appropriate resources to grow those industries. Strength will come from 

existing assets. In addition to appropriately positioning itself within the broader 

competitive market, the community must also look within itself to improve its image and 

its relevance. 

The community recognizes that business and job growth are created through one of three 

methods listed below. All economic development strategies should address one or more 

of these broad growth methods: 

1. Business Retention & Expansion (BR&E).  By focusing on the growth and 

ȰÓÔÁÙÉÎÇ ÐÏ×ÅÒȱ ÏÆ ÅØÉÓÔÉÎÇ ÌÏÃÁÌ ÂÕÓÉÎÅÓÓÅÓȟ ÔÈis strategy, statistically speaking, 

provides the greatest return on investment. This element must be comprehensive, 

focused and funded. 

 

2. Business Recruitment and Attraction.  A well-rounded, BR&E-focused economic 

development effort will be wise to also include an aggressive and proactive 

business and attraction element to its program. It also must be very focused and 

properly funded. 
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3. Entrepreneurial and Small Business Development.  Successful efforts require 

many partners at many levels, but the return on investment can be huge and 

provide long-term payoffs. 

Further, as Adam Smith first articulated, the community also realizes that all successful 

businesses rely on a key set of elements. All strategies should ultimately aim to better 

provide businesses with access to one or more of the following: 

1. Land.  Whether it is real estate or a building, owned or leased, every business 

requires some physical space from which to conduct business. Depending on the 

type and size of business, this can be a highly critical element. 

 

2. Labor.  Even the smallest businesses require talent. The deeper and wider the 

talent pool, the more successful a community will be in growing and attracting 

businesses. 

 

3. Capital.  Every business needs funding to operate, especially during early stages 

and growth stages. Whether it be traditional capital, such as commercial banking 

institutions or less traditional, such as public programs or angel investors, there 

needs to be a financial network in place to assist in business development and 

growth. 

 

4. Market.  Businesses have to sell whatever they produce, and there needs to be a 

market willing to purchase their products and services. Companies may require 

assistance to help them identify and reach their markets. 

What follows are 14 specific strategies that La Grande should employ within the short-

term scope (through 2013). Many are related to one another and all should attempt to 

address the three broad growth strategies and four business needs stated above. These 

strategies are developed largely from the input received from the community 

stakeholders during two sessions in May and June 2009. 

Following this section are recommendations for strategies through 2013. More detail on 

specific short- and long-ÔÅÒÍ ÓÔÒÁÔÅÇÉÅÓ ÉÓ ÌÉÓÔÅÄ ÉÎ ÔÈÅ ÓÅÃÔÉÏÎ Ȱ"ÒÏÁÄ 3ÔÒÁÔÅÇÉÅÓ 

)ÄÅÎÔÉÆÉÅÄȱ ÏÎ Page 31.  
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City of La Grande 20 10-2013 Recommended Actions  

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

1 
Revitalize 
downtown  

City of La 
Grande & La 
Grande Main 
Street 

Provide vision, 
leadership, 
resources 

Continue 
involvement 
with and 
funding for 
Main Street 
program 

A vital, thriving, 
aesthetically 
pleasing 
downtown with 
successful 
businesses 

2 
Develop & 
implement 
BR&E program  

UCEDC, 
Chamber of 
Commerce & 
City of La 
Grande 

Provide 
technical 
resources 

Assist UCEDC/ 
Chamber in 
establishing a 
program to 
provide regular 
outreach to local 
businesses 

Provide ongoing, 
proactive 
outreach to local 
businesses; help 
firms grow & 
expand; focus on 
targeted sectors 
for growth  

3 
Market & fill La 
Grande 
Business Park  

UCEDC & City 
of La Grande 

Provide vision, 
leadership, 
resources 

1.Develop 
marketing plan 
and allocate 
resources 

Lots are sold and 
developed in the 
Park to create 
new jobs & 
investment 

2.Implement 
plan 

4 

Establish clear 
roles for 
economic 
development 
entities  

UCEDC, 
Chamber of 
Commerce, City 
of La Grande, 
other partners 

Provide vision & 
leadership, 
technical 
resources 

Convene entities 
to discuss and 
define roles 

Union County 
achieves a more 
efficient 
approach to 
economic 
development 

5 

Address 
workforce 
availability 
issues 

Workforce and 
economic 
development 
partners 

Provide vision & 
leadership, 
technical 
resources 

Facilitate 
discussions to 
arrive at 
solutions 

Union County is 
able to provide 
adequate 
workforce to 
existing and new 
businesses 
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City of La Grande 2010-2013 Recommended Actions  

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

6 

Increase and 
improve 
marketing , 
including 
formation of a 
multi -county 
cooperative  

City of La 
Grande, UCEDC,  
Union County, 
Tourism, Union 
County 
Chamber of 
Commerce, 
neighboring 
counties 

Participate in 
providing the 
resources and 
vision for a more 
aggressive 
marketing 
campaign 

1. Develop a 
marketing plan 
and fund 
appropriately 

3-5 new quality 
business 
ventures in the 
La Grande 
Business Park 
and/or 
downtown ; 
development of 
new website 

2. Develop and 
integrate 
targeted 
industry sectors 
identified in 
BR&E strategy 

3. Develop an 
appropriate and 
effective website 
that is on par w/ 
competitors or 
ȰÂÅÓÔ ÉÎ ÃÌÁÓÓȱ 

7 
Increase 
industrial 
development  

City of La 
Grande & Union 
County 
Economic 
Development 
Corp. 

Provide for 
appropriately 
ÚÏÎÅÄ ȰÓÈÏÖÅÌ-
readyȱ parcels, 
including those 
larger than 10 
acres 

Make expediting 
the process a top 
political priority  

Initially, to 
provide a range 
of suitable 
industrial sites; 
ultimately, to 
locate several 
high-quality job 
producing 
businesses 

8 

Ensure City has 
Á ȰÐÒÏ-
ÂÕÓÉÎÅÓÓȱ 
attitude and 
development 
process 

City of La 
Grande 

Provide staff and 
processes that 
are as business-
friendly as 
feasible 

Provide 
appropriate 
leadership and 
training  

La Grande 
becomes a 
preferential 
location for 
business 
development in 
the region 

9 

Establish a 
Blue Mountain 
Community 
College 
campus in La 
Grande  

EOU, Blue 
Mountain 
Community 
College, City of 
La Grande 

Provide vision & 
leadership 

Facilitate and 
support concept 
and discussions 

Local employers, 
citizens and 
workforce have 
access to a wide-
range of 
workforce 
development 
opportunities  
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City of La Grande 2010-2013 Recommended Actions  

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

10 

Solidify 
economic 
relationship 
with EOU  

Eastern Oregon 
University & 
City of La 
Grande 

1. 3ÅÔ ȰÖÉÓÉÏÎȱ ÆÏÒ 
%/5ȭÓ ÒÏÌÅ ÉÎ 
#ÉÔÙȭÓ ÆÕÔÕÒÅ 1. Discuss in 

work session & 
ultimately take 
formal action 

Create new 
economic 
opportunities for 
the community  
that capitalize 
ÏÎ %/5ȭÓ 
presence 

2. Recognize 
Education as a 
key economic 
development 
strategy 

3. Engage EOU 
leadership 

2. Set up initial 
meeting(s) and 
encourage 
continued 
mutually 
beneficial dialog 

11 

Increase and 
improve 
community 
leadership 
capacity -
building  

Not identified  

Provide 
leadership, 
vision, technical 
resources 

Engage a 
stakeholder 
group to assess 
needs and 
establish a lead 
agency, roles & 
responsibilities 

La Grande 
enjoys an 
engaged 
citizenry with a 
leadership 
ȰÓÕÃÃÅÓÓÉÏÎ 
ÐÌÁÎȱȠ Ample 
opportunities 
exist for 
leadership 
development; 
We have 
assessed 
leadership needs 
and gaps 

12 

Develop a 
high -quality 
brand for the 
community  

City of La 
Grande, Union 
County Tourism 

Provide 
leadership, 
vision, technical 
resources 

1. Discuss in a 
Council work 
session the 
desire when, if 
and how to 
move forward 
on a branding 
project 

The La Grande/ 
Union County 
community is 
identified 
through a 
consistent and 
high-quality 
brand 

2. Provide 
appropriate 
resources to 
develop a 
branding 
strategy 
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City of La Grande 2010-2013 Recommended Actions  

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

13 

Consider a 
retail 
development 
strategy  

City of La 
Grande, Union 
County Chamber 
of Commerce, 
City of Island 
City 

Provide 
leadership, 
vision, technical 
resources 

1. Initiate 
discussion with 
Urban Renewal 
Advisory 
Commission & 
Chamber of 
Commerce 
Board 

Provide the 
citizens of La 
Grande with an 
acceptable level 
of retail 
opportunities; 
obtain highest 
& best value of 
development 
and property 
taxes from 
commercial 
properties 

2. Develop 
appropriate 
strategy for new 
retail 
development 

14 

Relate tourism 
to economic 
development 
strategies & 
values 

City of La 
Grande, Union 
County Tourism 

Match funding 
and 
management of 
TRT funds to 
outcomes; 
provide 
leadership & 
vision 

Assess MOU 
between City & 
UCT to 
determine how 
to achieve best 
value and 
alignment 

The City has a 
stake in a 
tourism 
program that 
supports 
overall 
economic 
development 

TABLE 1. 

The above short-term goals are provided with additional detail, to include timelines, 

performance measurements, resource allocations, specific roles and responsibilities and 

more additional particular strategic details. (3ÅÅ ÔÈÅ 3ÅÃÔÉÏÎ Ȱ"ÒÏÁÄ 3ÔÒÁÔÅÇÉÅÓ )ÄÅÎÔÉÆÉÅÄ 

for more detail.) 
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Economic Profile  

Information in this section is based on narrative from the 2009 Benkendorf/ Reid Goal 9 

report, current Oregon Employment Department data, Portland State University 

population data, information from the UCEDC website and the Union County Chamber 

of Commerce website. 

La Grande (2009 population 13,085 ɀ a 1.2% growth rate from 2008, faster than the 

statewide growth rate of 0.9%) is located in Union County (2009 population 25,470) in 

Northeast Oregon in the famed and picturesque Grande Ronde River Valley. Like many 

/ÒÅÇÏÎ ÃÏÕÎÔÉÅÓȟ 5ÎÉÏÎ #ÏÕÎÔÙȭÓ ÈÉÓÔÏÒÉÃÁÌ ÅÃÏÎÏÍÉÃ ÂÁÓÅ ÈÁÓ ÂÅÅÎ ÔÉÅÄ ÔÏ ÎÁÔÕÒÁÌ 

resources ɀ wood products and agriculture in this case. La Grande holds an additional 

unique distinction of being the only community in Oregon east of the cascades to house a 

four-year public liberal arts university, with the campus of Eastern Oregon University 

residing wholly within the La Grande city limits, serving as a symbol of higher education 

in the region since 1929. 

1. DEMOGRAPHICS 

The City of La Grande is the predominant demographic and economic hub within Union 

County, comprising close to 51% of the county population. Union County, the second 

most populous county in the Northeast Oregon Region, consists of approximately 20% of 

the ÒÅÇÉÏÎȭÓ ÐÏÐÕÌÁÔÉÏÎ ÁÆÔÅÒ 5ÍÁÔÉÌÌÁ #ÏÕÎÔÙȭÓ ΰΪГ ÓÈÁÒÅȢ   

$ÅÓÐÉÔÅ ÔÈÅ ÒÅÃÅÎÔ ÙÅÁÒȭÓ ÇÒÏ×ÔÈ ÒÁÔÅȟ since the 2000 census, population growth in Union 

County and the City of La Grande has been sluggish; growing at 0.41% (810 persons) and 

0.59% (595 persons), reÓÐÅÃÔÉÖÅÌÙȢ 5ÎÉÏÎ #ÏÕÎÔÙȭÓ ÏÔÈÅÒ ÓÅÖÅÎ ÉÎÃÏÒÐÏÒÁÔÅÄ ÃÉÔÉÅÓ ÁÓ ×ÅÌÌ 

as its unincorporated areas are also growing at rates of less than one percent. At a 

regional level, population growth has been stagnant at 0.20%ɂgrowth in Umatilla 

County has been 0.27% while Baker and Wallowa Counties have declined by 0.23%. 

In 2007, regional population was distributed 46% among a younger population age 35 and 

less. This younger distribution is roughly consistent with the State average of 46.7% but is 

disparate among the counties within the region. Union and Umatilla counties average 

about a 46.3% share of persons age 35 and less while Baker and Wallowa average a 36.6% 

share. The disparity increases when considering persons aged 45 and less. Union and 

Umatilla counties average a 59% share in this age group while Baker and Wallowa average 

a 47% share. On the other hand, Baker and Wallowa counties have a larger share of 

persons age 65 and older.  
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Since 2002 the region and Union County have been shedding population from the age 

groups less than 19 and 25 to 44, while gaining persons 45 and older with persons age 55 

to 64 being the fastest growing segment. The loss of early and middle career individuals 

may indicate a difficulty finding family -wage employment in the area. Additionally, as the 

current composition is predominately driven by individuals under 19 years of age (27%), 

an emphasis on education, entry-level employment and training resources is needed. 

Failure to provide opportunities locally for a younger demographic base typically results 

ÉÎ Á ȰÂÒÁÉÎ ÄÒÁÉÎȱ ÃÏÎÄÉÔÉÏÎȟ ×ÈÅÒÅ Á ÒÅÇÉÏÎȭÓ ÂÅÓÔ ÁÎÄ ÂÒÉÇÈÔÅÓÔ ÓÅÅË ÁÄÖÁÎÃÅÍÅÎÔ 

opportunities elsewhere. 

!Î ÁÒÅÁȭÓ ÌÅÖÅÌ ÏÆ ÅÄÕÃÁÔÉÏÎÁÌ ÁÔÔÁÉÎÍÅÎÔ ÉÓ ÏÆÔÅÎ ÕÓÅÄ ÁÓ Á ÐÒÏØÙ ÆÏÒ ÔÈÅ ÓËÉÌÌ ÌÅÖÅÌ ÏÆ ÔÈÅ 

population base. From an Economic Development perspective, Union County is at an 

advantage regionally, with a greater distribution of higher educated personsɂ21.8% 

ÃÏÍÐÁÒÅÄ ÔÏ ΫαȢίГ ÒÅÇÉÏÎÁÌÌÙȢ 4ÈÅ #ÏÕÎÔÙȭÓ ÅÄÕÃÁÔÉÏÎÁÌ ÁÔÔÁÉÎÍÅÎÔ ÌÅÖÅÌ ÉÓ ÄÒÉÖÅÎ ÂÙ ÔÈÅ 

#ÉÔÙ ÏÆ ,Á 'ÒÁÎÄÅȭÓ άίȢΰГ ÓÈÁÒÅ ÏÆ ÈÉÇher educated persons. 

0ÒÅÓÕÍÁÂÌÙ ÒÅÆÌÅÃÔÉÎÇ ÔÈÅ #ÏÕÎÔÙȭÓ ÒÅÌÁÔÉÖÅÌÙ ÙÏÕÎÇÅÒ ÄÅÍÏÇÒÁÐÈÉÃȟ ÓÉÎÃÅ άΪΪΪ 5ÎÉÏÎ 

County has had the highest rate of positive natural increase in population in the region. 

However, net in-migration appears to be the larger contributor to demographic growth in 

Union County during the current decadeɂroughly 61% according to data from the 

Portland State University Population Research Center (PRC). Evaluating sources of in-

migration is useful in understanding the interconnectedness of Union County to other 

regions in Oregon or elsewhere. According the U.S. Internal Revenue Service (IRS) 

migration trends, Union County is most closely associated with Idaho counties in the 

Boise area, Umatilla County, and Baker County. This follows anticipated logic given the 

geographical proximity of these areas. However, in aggregate Union County has net out-

migration both within the Northeastern Oregon Region and all of Oregon. In other 

×ÏÒÄÓȟ ÍÏÒÅ /ÒÅÇÏÎÉÁÎȭÓ ÁÒÅ ÍÏÖÉÎÇ ÆÒÏÍ 5ÎÉÏÎ #ÏÕÎÔÙ ÔÏ ÏÔÈÅÒ /ÒÅÇÏÎ ÃÏÕÎÔÉÅÓ ÔÈÁÎ 

vice versa.  

2. EMPLOYMENT 

Total nonfarm payroll employment in Union County has remained virtually unchanged 

between 2001 and 2008. The latest data from the Oregon Employment Department show 

that 2009 employment is over 400 jobs down from 2008. Unemployment in the region 

has remained generally higher than the broader State economy. The same can generally 

ÂÅ ÁÐÐÌÉÅÄ ÔÏ ÃÏÎÄÉÔÉÏÎÓ ÌÏÃÁÌÌÙ ÉÎ ,Á 'ÒÁÎÄÅȟ ÁÌÔÈÏÕÇÈ ,Á 'ÒÁÎÄÅȭÓ ÅÃÏÎÏÍÉÃ 

diversification has led lower levels of volatility over time and local unemployment has 

more closely followed State trends. 
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Over the past five years regional employment growth has been moderate with Union 

County posting job growth of 1.93%. Since January of 2002, Union County has added 

about 200 jobs with 35 growth months and 43 contraction months.  

Employment growth in the region diverges from overall State growth which experienced a 

9.23% increase in all sectors between 2002 and 2007 with only two sectors showing little 

or no growth (Information -0.14% and Natural Resources 0%). Over the past five years 

five sectors in Union County have declined as measured by employment. Public 

Administration has experienced steep decline in Union County but has demonstrated 

strong growth regionally (+324 jobs), driven entirely by Umatilla County which added 774 

jobs.  The other four sectors showed only minor decline and are declining at the regional 

level as well with the exception of Professional & Business Services which added 450 jobs 

regionally, also driven almost entirely by Umatilla County. Manufacturing is growing in 

Union County but regionally is the steepest declining sector (-294 jobs). Transportation, 

warehousing and utilities is an important growth sector for Union County and Baker 

County (+50 jobs) but is experiencing decline in Umatilla County (-177 jobs). Education & 

Health Services and Retail Trade continue to be growth sectors for Union County and are 

demonstrating growth regionally as well with the region adding 259 jobs in the Education 

& Health Services sector and 123 jobs in the Retail Trade sector.  

Union County enjoys a relatively diverse economy in terms of industrial mix, especially 

related to other rural counties in Oregon. No one sector dominates; in fact no single 

ÉÎÄÕÓÔÒÙ ÓÅÃÔÏÒ ÒÅÐÒÅÓÅÎÔÓ ÍÏÒÅ ÔÈÁÎ άΪГ ÏÆ ÔÈÅ ÃÏÕÎÔÙȭÓ ÔÏÔÁÌ ÅÍÐÌÏÙment. Trade, 

transportation & utilities (which includes retail) is the largest sector at 19.2%, followed by 

education & health services (13.7%), manufacturing (13.6%), local government (10.8%), 

state government (9.6%) and leisure & hospitality. 

3. WAGES & INCOME  

5ÎÉÏÎ #ÏÕÎÔÙȭÓ ÁÖÅÒÁÇÅ ×ÁÇÅ ÌÅÖÅÌÓ ÂÙ ÓÅÃÔÏÒ ÁÒÅ ÓÉÇÎÉÆÉÃÁÎÔÌÙ ÂÅÌÏ× ×ÁÇÅ ÌÅÖÅÌÓ 

statewide. Across all industries, Union County wages averaged $29,939, 24.3% below the 

Oregon average of $39,566. Since 2001, wage levels in Union County have averaged 3.2% 

annual growth, exceeding slightly the 3.0% annual growth at the State level. Likewise, at a 

regional level Union County is slightly outpacing growth in neighboring counties: 

Umatilla posted annual growth of 3.0% since 2001, followed by Baker County at 2.5% and 

Wallowa County at 2.0%. In terms of overall payroll, Manufacturing leads the way, 

followed by Trade, transportation & utilities, Education & health services and State 

government. Interestingly, Natural resources (which includes agriculture and logging) 

and Federal government share nearly identical total payrolls. 
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In Union County, the highest paid industry sector is Federal government ($53,267), 

followed by State government ($39,806), Manufacturing ($38,641), Construction ($33,633), 

and Financial activities ($33,217). The lowest paid industries are Leisure & Hospitality and 

Other Services. Union County has the highest paying wages in the Manufacturing 

sectorɂ27% higher than Umatilla, 22% higher than Baker County and 56% higher than 

Wallowa County. Wages in Education & Health Services, Construction, Natural 

Resources, Information, Wholesale Trade and Retail Trade are also higher than the 

regional average. Conversely, Union County wages are 15-20% less than the regional 

average in Professional & Business Services and Other Services.  

The per capital income gap between Union County and the U.S. continues to widen each 

year and was nearly $9,800 in 2007, the most recent data available. At $28,833, Union 

#ÏÕÎÔÙȭÓ ÐÅÒ ÃÁÐÉÔÁ ÉÎÃÏÍÅ ÉÎ άΪΪα ×ÁÓ βάГ ÏÆ /ÒÅÇÏÎȭÓ ÐÅÒ ÃÁÐÉÔÁ ÉÎÃÏÍÅ ÁÎÄ ÕÎÄÅÒ 

75% of the U.S. figure. The average annual covered wage in Union County in 2008 was 

ÏÖÅÒ ΗΫΪȟΪΪΪ ÌÅÓÓ ÔÈÁÎ /ÒÅÇÏÎȭÓ ÁÖÅÒÁÇÅȢ  

Gross farm sales have continued to increase each year since 2004, reaching over $80 

million in 2008 , increasing at a rate that has eclipsed the growth rate of covered payroll. 

The 2007 Census of Agriculture listed Union County as having 880 farms. Union County 

farms averaged 554 acres (the smallest of any Eastern Oregon county) and are 

predominantly small family farms. 
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Relationship of the La Grande Economic Development Plan strategies 

to other plans and bodies of work.  

Concerted attempts were made to relate this plan to other plans and bodies of work 

wherever possible. As this plan was being drafted, many changes in the community, 

economy and the development of other plans were occurring simultaneously, requiring 

several edits and revisions to the plan. This Broad Strategies of this plan for the most part 

all relate to the City of La Grande adopted Vision & Goals adopted by the City Council in 

2009. The matrix below indicates how each strategy relates to other plans and bodies of 

work, with the following explanation of each reference: 

1. Ad Hoc:  Refers the input and feedback provided by a group of communit y 

stakeholders invited and assembled by City staff in May and June 2009. (Appendix 

D. contains notes from the meetings and other relevant information.) 

2. UCEDC: Refers to the 2009 Union County Economic Development Corporation 

(UCEDC) Economic Development Strategic Plan of September 2009 developed by 

Orbis Group. (Appendix E. contains a summary of relevant information taken from 

this Plan.) 

3. Goal 9: Refers to the Goal 9: Economic Development; Final report of August 2009 

by The Benkendorf Associates Corp. & Johnson Reid, LLC. (Appendix F. contains a 

summary of this report.) 

4. UR Plan:  Refers to the City of La Grande Urban Renewal Plan of 1999. 

5. Work underway:  Refers to any current or recent bodies of work underway in the 

community that relates to the specific strategy. 

6. Fundamental:  Refers to strategies that are commonly regarded as fundamental 

economic development strategies that would be found in most any community or 

Plan. 

Following the matrix [Table 2.], references are specifically made to relationships with the 

UCEDC 2009 Plan.  
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  References 

Strategy 
No. 

Strategy 
Name   Ad Hoc UCEDC Goal 9 

UR 
Plan 

Work 
Underway Fundamental 

1 Downtown   Y Y Y Y Y N 

2 BRE   Y Y Y N Y Y 

3 Biz Park   Y N N Y Y N 

4 ED Roles   Y N Y N N N 

5 Workforce   Y Y N N Y Y 

6 Marketing   Y Y Y Y Y Y 

7 Ind. Land   Y Y Y Y Y N 

8 Pro Biz   Y N N N N N 

9 BMCC   N Y N N N N 

10 EOU   Y Y Y Y N N 

11 Leadership   Y N N N Y N 

12 Branding   N N N N N N 

13 Retail   N N Y Y N N 

14 Tourism   N Y N N Y N 
TABLE 2. 

Relationship to UCEDC 2009 Economic Development Strategic Plan:  

The 2009 UCEDC Economic Development Plan contains 16 selected strategies. The City of 

La Grande Plan includes relevant strategies of the UCEDC Plan and attempts to 

coordinate these activities and suggestions where appropriate.  

UCEDC 
Rank  

UCEDC Plan Strategy  

Referenced 
in La 

Grande 
Plan? 

Notes  

1 Education Development  YES 

In LG Plan, specifically 
targeted to fully realizing 
economic opportunities 
with EOU and expanding 
workforce development 
opportunities; references 
to Blue Mountain 
Community College also 
are found in this strategy 
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UCEDC 
Rank  

UCEDC Plan Strategy  

Referenced 
in La 

Grande 
Plan? 

Notes  

2 Pass-Through Visitor Services  YES 

LG Plan focuses on 
efforts to tie tourism in 
better with overall 
economic development 
strategy, namely through 
increased retail sales 

3 Health Care  YES 

LG Plan suggests looking 
at expanding additional 
value-added, non-
location-specific health 
care industries 

4 Energy Development  NO 

While there may be 
potential energy industry 
supply chain and service 
sector opportunities in 
Union County, the 
ÍÁÊÏÒÉÔÙ ÏÆ ÔÈÉÓ ÉÎÄÕÓÔÒÙȭÓ 
impact will be outside 
the City 

5 Attracting Government Funding  NO 
Not identified at this 
time in the LG Plan 

6 Downtown Development  YES 

Remains a core 
ÃÏÍÐÏÎÅÎÔ ÏÆ ÔÈÅ #ÉÔÙȭÓ 
Urban Renewal Plan and 
current economic 
development efforts 
related to the Main Street 
program 

7 Value -Added Agriculture  YES 

While the resources will 
continue to exist outside 
of the City, there may be 
additional opportunities 
for value-added 
processing facilities 
inside the City 

  



26 
 

UCEDC 
Rank  

UCEDC Plan Strategy  

Referenced 
in La 

Grande 
Plan? 

Notes  

8 Local/ Regional Tourism  YES 

As with the Pass-
Through Tourism 
strategy, focuses tourism 
as a means to an end to 
enhance business 
recruitment and expand 
the retail sales market 

9 Value -Added Forest Products  YES 

Like Value-Added 
Agriculture, 
manufacturing facilities 
can locate within the City 

10 Environmental Restoration  NO 
Not identified at this 
time in the LG Plan 

11 Business Retention & Expansion  YES 

This should be a core 
element of any economic 
development plan; it 
remains to be realized 
who will be the lead 
agency and the ultimate 
geographic scope of the 
program  

12 Business Cultivation  YES 

Considered a sub-
component of BR&E and 
Business Recruitment in 
the LG Plan 

13 Attracting Government Jobs  NO 
Not identified at this 
time in the LG Plan 

14 Entrepreneurial Development  YES 

As with BR&E, this 
strategy should be core in 
any economic 
development plan; this 
function is lead by 
several other agencies 
×ÉÔÈ ÔÈÅ #ÉÔÙȭÓ ÒÏÌÅ ÓÔÉÌÌ 
being defined, namely 
with respect to 
downtown businesses 
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UCEDC 
Rank  

UCEDC Plan Strategy  

Referenced 
in La 

Grande 
Plan? 

Notes  

15 Infrastructure Development  NO 

Not identified at this 
time in the LG Plan; 
considered to be a core 
ÃÏÍÐÏÎÅÎÔ ÏÆ ÔÈÅ #ÉÔÙȭÓ 
Planning and Public 
Works plans; may need 
to be specifically called 
out in future revisions of 
this Plan as newly 
urbanized areas are 
identified for larger -scale 
industrial development 

16 Business Recruitment  YES 

As with BR&E & 
Entrepreneurial 
Development, should be 
a core component of any 
Economic Development 
Plan; at this time UCEDC 
has assumed the role of 
lead agency with the 
#ÉÔÙȭÓ ÒÏÌÅ ÌÅÓÓ ÔÈÁÎ 
defined 

TABLE 3. 
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Applied Economic Development Theory  

 

Economic development theory, as it applies to this plan, implies the following two core 

set of principles: That business and job growth can only occur through a focused and 

finite set of strategies; and businesses at all levels require a focused and fairly finite  set of 

inputs to be successful. 

The community recognizes that business and job growth are created through one of three 

methods: 

1. Business Retention & Expansion ( BR&E). By focusing on the growth and 

ȰÓÔÁÙÉÎÇ ÐÏ×ÅÒȱ ÏÆ ÅØÉÓÔÉÎÇ ÌÏÃÁÌ ÂÕÓÉÎÅÓÓÅÓȟ ÔÈÉÓ ÓÔÒÁÔÅÇÙȟ ÓÔÁÔÉÓÔÉÃÁÌÌÙ ÓÐÅÁËÉÎÇȟ 

provides the greatest return on investment. Historically, the vast majority of new 

jobs in a community will come from the businesses that are already present. These 

businesses have already invested in the community and are much more likely to 

remain and invest again in the future. However, complacency can lead to business 

exodus; other communities are interested in attracting our successful firms.  

 

Further, a strong BR&E program can improve business attraction efforts; one of the 

first steps prospective businesses will take is to candidly speak with existing 

ÅÍÐÌÏÙÅÒÓ ÔÏ ÄÅÔÅÒÍÉÎÅ ÔÈÅ ȰÈÅÁÌÔÈȱ ÏÆ ÔÈÅ ÃÏÍÍÕÎÉÔÙ ÆÒÏÍ Á ÂÕÓÉÎÅÓÓ 

perspective. For all of these reasons and more, a strong and well-funded BR&E 

program should be in place at the county-level (ideally run through the Chamber 

of Commerce). Lastly, this effort should set the stage for identification of targeted 

industry sectors that will also be utilized in other business development activities. 

 

A successful program will proactively call on local businesses in an effort to 

understand these companies ɀ what they do, what challenges they have faced in 

the past and what obstacles may stand in their paths to future success. The next 

step in this process is the critical element of follow -up on identified issues and 

seeking methods to address the issues either customized to an individual business 

or more holistically to a group of businesses, as appropriate. This broad strategy 

ÃÁÎ ÁÌÓÏ ÓÅÒÖÅ ÁÓ Á ÒÅÁÃÔÉÖÅ ȰÅÁÒÌÙ ×ÁÒÎÉÎÇ ÓÙÓÔÅÍȱ ÔÏ ÆÉÒÓÔ ÏÐÅÎ ÕÐ ÌÉÎÅÓ ÏÆ 

communication between the business community and the local/ regional resource 

ÐÒÏÖÉÄÅÒÓ ÁÎÄ ÔÈÅÎ ÐÕÔ ÉÎÔÏ ÐÌÁÃÅ ÔÈÅ ÁÐÐÒÏÐÒÉÁÔÅ ȰÒÅÄ ÆÌÁÇ ÒÅÓÐÏÎÓÅȱ ÔÅÁÍÓ ÔÏ 

respond to urgent issues that businesses may raise which could either endanger 

their retention in the community or prevent them from solidifying needed 

expansion projects. 
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2. Business Recruitment and Attraction.  Business recruitment is often seen as the 

only element of economic development. However, it is the most expensive and 

risky of all strategies. A well-rounded, BR&E-focused economic development effort 

will be wise to also include an aggressive and proactive business and attraction 

element to its program. New businesses relocating to the area are important to the 

creation of high-quality jobs and economic diversification. This effort needs to be 

well-funded and very focused. It should use the same industry target list developed 

for the BR&E program. It also must fit the scale of the community. For a 

recruitment strategy to be effective, the community must have land, buildings and 

sites to locate new companies. A friendly, pro-business attitude and processes 

must be in place, along with appropriate business incentives, in order to be 

competitive.  

 

Like BR&E recruitment & attraction can be both proactive and reactive, and is 

often both. To be proactive, targeted resources must be in place to allow for 

aggressive outreach marketing of the community/ region and specific sites and 

buildings within the community. Depending on the budget and the goals and 

visions of the community, recruitment and marketing campaigns can be very 

elaborate, from attending various regional, national, international and industry -

specific trade shows to direct meetings with prospects and site selectors to hosted 

visits and tours of site selectors and commercial realtors to a complex professional 

multi -media campaign that involves web-based, print and/ or broadcast media. A 

more affordable campaign could involve earned media, public relations and direct 

mail. A reactive program (also the follow-up phase to a proactive campaign) would 

be responsive to lead inquires with timely information, professional fulfillme nt 

pieces and diligent follow-through. Either method assumes the community 

actually has an adequate product to market accurately ɀ namely targeted sites and 

buildings within the community.  

 

Increasingly business recruitment projects begin, and sometimes end, online. It is 

critical for the marketing agency and/ or the community to have an accurate and 

useful website in which site selectors and others considering the community for a 

major project investment will find of value. If a site selector is not able to locate 

the information needed online, or if the information is out -of-date, the community 

will likely not be considered for the project. Most often, if a community is 

eliminated at this stage in the selection process, it will never learn it was even 

considered. 
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3. Entrepreneurial and Small Business Development.  Often overlooked, this 

element can return  long-term dividends. By focusing efforts, programs and 

resources on locating and developing entrepreneurs from within the community, a 

robust strategy of providing tools needed by early-stage businesses can be 

identified and implemented. To be effective, this effort requires a variety of 

partners to include K-12 education, the University, banks and many others. 

 

-ÁÎÙ ÉÎÄÉÖÉÄÕÁÌÓ ÁÒÅ Ȱ×ÉÒÅÄȱ ÔÏ ÂÅ ÓÕÃÃÅÓÓÆÕÌ ÅÎÔÒÅÐÒÅÎÅÕÒÓ ÁÎÄ ÕÌÔÉÍÁÔÅÌÙ 

businesspeople. For this strategy to be successful a supportive communi ty 

environment, a range of services and a resource network must exist to provide 

potential future business leaders and current small business operators and other 

early stage ventures to succeed in the local community. These services can range 

from financial assistance to business mentors to business incubators to 

cooperative marketing to counseling to a wide range of business support and 

technical services. 

 

Like the other two core strategies presented here, the complexity and cost of 

entrepreneurial development can range from simple to complex, depending on the 

vision of the community and the resources allocated. Existing organizations, such 

as the Small Business Development Center, USDA Rural Development, OSU 

Extension, Union County Chamber of Commerce and Northeast Oregon Economic 

Development District all have small business development as part of their core 

mission. More elaborate strategies, such as business incubators, venture funds and 

talent recruitment can be explored. Less costly measures, such as supporting and 

encouraging the development of future entrepreneurs in the K-12 system and EOU 

should be explored. 
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Broad Strategies Identified  

The following set of broad short-term economic development strategies are largely derived from the 

two sessions held with the Ad Hoc Stakeholder group in May and June 2009 and subsequent input 

provided by the La Grande City Council in April 2010. There are immediate needs with respect to 

economic development in Union County, largely due to the current national economic situation and how 

it has impacted the local area, coupled with the budget crisis the City of La Grande finds itself in. There 

are also short-term economic development needs in the community that are not necessarily due to the 

current economic crisis. For the most part, this plan addresses the short and longer-term issues from a 

strategic perspective, and largely does not regard the current economic situation, with some notable 

exceptions, such as strategy #5. Workforce Availability.  

The following strategies are given a priority from 1-14; however, they are all important and to a large 

degree it matters little the order in which they are accomplished. The listed priority is offered as a 

guideline when resource allocations are considered.  

Mid-term (2010-2013) Recommended Actions: 

PRIORITY STRATEGY 
1 Continue proactive approach to downtown development and revitalization. 

2 
Develop and implement a proactive Business Retention & Expansion (BR&E) program with 
UCEDC. 

3 
Develop and implement an aggressive marketing plan for the La Grande Business Park 
with the goal of filling the Park. 

4 
Establish clear roles and responsibilities for Union County/ La Grande economic 
development entities, respective plans, etc. 

5 Address workforce availability issues 

6 
Develop strategies to aggressively and proactively market the community to attract new 
business opportunities to the area, including a multi-county marketing concept. 

7 
Open up new opportunities for industrial land development. Certify and aggressively 
market new industrial land 

8 The City of La Grande creates an across-the-board pro-business environment. 

9 Establish a Blue Mountain Community College Campus in Union County. 

10 
Partner with Eastern Oregon University to create new economic opportunities for the 
community. 

11 Implement methods to increase and improve community leadership capacity-building. 

12 
Develop and implement a cohesive community branding and marketing strategy that 
ƛƴŎƭǳŘŜǎ ǘƻǳǊƛǎƳΩǎ ǊƻƭŜΦ 

13 
Assess new opportunities for  retail/ commercial projects within and outside of 
downtown, including a retail development strategy with Island City. 

14 
Shift tourism marketing strategy to focus on attracting population growth, retail spending 
and business investments. 

TABLE 4.  
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Priority 1 

Strategy 
Continue proactive approach to downtown development and 
revitalization. 

Supports 
Vision/Goal 

ά²Ŝ ǿƛƭƭ ǎƘƻǿŎŀǎŜ [ŀ DǊŀƴŘŜ ŀǎ ŀ ŎǳƭǘǳǊŀƭƭȅ-rich city with a strong sense of identity, 
ǇǊƛŘŜΣ ŀƴŘ ŜƴǾƛǊƻƴƳŜƴǘŀƭ ŀǿŀǊŜƴŜǎǎ ǘƘŀǘ ǇǊŜǎŜǊǾŜǎ ƻǳǊ ƘŜǊƛǘŀƎŜΦέ and  
 
ά²Ŝ ǿƛƭƭ ŜƴƘŀƴŎŜ ŀƴŘ ƎǊƻǿ ƻǳǊ ŘƛǾŜǊǎŜ ŜŎƻƴƻƳȅ ǘƘǊƻǳƎƘ ƛƴƴƻǾŀǘƛƻƴΣ ǇŀǊǘƴŜǊǎƘƛǇǎΣ ŀƴŘ 
ǊŜƭŀǘƛƻƴǎƘƛǇǎΣ ǘƻ ŎŀǇƛǘŀƭƛȊŜ ƻƴ ƻǳǊ ŜȄƛǎǘƛƴƎ ǎǘǊŜƴƎǘƘǎ ǿƘƛƭŜ ǎŜŜƪƛƴƎ ƴŜǿ ƻǇǇƻǊǘǳƴƛǘƛŜǎΦέ  
 
It further supports the άǎƳŀƭƭ-ǘƻǿƴ ŎƘŀǊŀŎǘŜǊέ statement in the Vision statement. 

KEY Short-
term step 

Continue to fund and stay active in the Oregon Main Street program with a focus on 
identifiable accomplishments. 

KEY Short-
term 

outcome 
EXAMPLES 

A range of new streetscape elements are installed in downtown La Grande. 
Several historic buildings are renovated. 

Relationship 
to other 

strategies 

#2. BR&E. Downtown is comprised of small businesses. A successful downtown will 
require a healthy mix of businesses. 
#6. Recruitment & marketing. There will be a need to attract new businesses to enhance 
the business mix downtown and fill vacant retail storefronts. 
#8. /ƛǘȅΩǎ ǇǊƻ-business environment. Many downtown businesses and building owners 
will require substantial assistance and incentives to reinvest in the downtown. A 
positive, pro-business attitude is critical. 
#10. Eastern Oregon University. Enhancing the image downtown will in part rely on 
establishing an EOU presence and to the degree feasible, creating downtown La Grande 
ǘƻ ƭƻƻƪ ŀƴŘ ŦŜŜƭ ƭƛƪŜ ŀ άŎƻƭƭŜƎŜ ǘƻǿƴΦέ  
#12. BrandingΦ 5ƻǿƴǘƻǿƴ [ŀ DǊŀƴŘŜ ǎƘƻǳƭŘ ōŜ ƛƴǘŜƎǊŀƭ ŀƴŘ ƪŜȅ ǘƻ ǘƘŜ ŎƻƳƳǳƴƛǘȅΩǎ 
overall image. The central business district will come to symbolize the health of the 
entire city. 
#13. Retail development. Ground-floor downtown business development should be 
predominantly retail in nature. Enhancing and creating a healthy environment for retail 
ƛǎ ǇŀǊŀƳƻǳƴǘΦ 5ƻǿƴǘƻǿƴ ƴŜŜŘǎ ǘƻ Ƴŀƛƴǘŀƛƴ άƛǘǎ ǎƘŀǊŜέ ƻŦ ŎƻƳƳǳƴƛǘȅ ǊŜǘŀƛƭΦ 
#14. Tourism. It is very likely that in order to achieve an acceptable level of retail 
occupancy in the downtown, the retail market will need to be expanded. One way to 
expand the market is through tourism efforts targeted at downtown retail spending. 

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

3 
Revitalize 
downtown  

City of La 
Grande & La 
Grande Main 
Street 

Provide vision, 
leadership, 
resources 

Continue 
involvement 
with and 
funding for Main 
Street program 

A vital, thriving, 
aesthetically 
pleasing 
downtown with 
successful 
businesses 
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  The strategy is already underway with some 

success.  

 $Ï×ÎÔÏ×Î ÒÅÐÒÅÓÅÎÔÓ ,Á 'ÒÁÎÄÅȭÓ ÉÄÅÎÔÉÔÙ. 

  Investments will pay long -term dividends . 

 As structured through the Main Street program, 
the effort has the ability to rally the community . 

  3ÔÒÁÔÅÇÙ ÄÏÅÓ ÎÏÔ ÁÄÄÒÅÓÓ ÔÈÅ ÃÏÍÍÕÎÉÔÙȭÓ ÎÅÅÄÅÄ 
base employment and base industry .  

 Many storefronts are vacant; several key buildings 
are vacant and deteriorating . 

 Spending public funds at this time may send 
conflicting messages to the publi c. 

 

With the continuation of a volunteer-based Main Street program, dedicated professional staff 

and committed Urban Renewal funds in place, the stage is set for a successful downtown 

revitalization effort. It will remain critical to maintain the balance of achieving incremental 

short-ǘŜǊƳ ŀƴŘ ƘƛƎƘƭȅ ǾƛǎƛōƭŜ ǎǳŎŎŜǎǎŦǳƭ ŜŦŦƻǊǘǎ ǘƻ Ƴŀƛƴǘŀƛƴ ǘƘŜ ǇǊƻƎǊŀƳΩǎ ƳƻƳŜƴǘǳƳ ŀƴŘ ǘƘŜ 

interest and enthusiasm of the community and the program volunteers with the need for 

sound long-range planning. 

Much has been accomplished since La Grande was officially designated an Oregon Main Street 

community by the Governor in September 2008. All four Main Street committees are active 

and engaged in developing projects. The City has brought targeted resources to the program 

through the Urban Renewal Agency.  A new board of directors with new bylaws has replaced 

the former La Grande Downtown Development Association, paving the way for a viable non-

profit entity to ultimately assume on-going management of the Main Street program. 

Downtown development and revitalization has become a common community development 

strategy in America in recent years. Historic preservation is critical for a community to 

maintain its identity and stay true to its unique history, which is important to locals and 

visitors alike. Using public funds to leverage local private funding as well as outside grants and 

loans is a sound formula for long-term community investment.  

It has been said that downtowns are part park, part shopping mall, part living history museum, 

ǇŀǊǘ ƘƛƎƘǿŀȅ ŀƴŘ ǇŀǊǘ ƴŜƛƎƘōƻǊƘƻƻŘΦ ¢ƘŜȅ ŀǊŜ ǘƘŜ ŎƻƳƳǳƴƛǘȅΩǎ ƭƛǾƛƴƎ ǊƻƻƳΦ ¢ƻ ōŜ ǎǳŎŎŜǎǎŦǳƭ 

they must be carefully managed comprehensively with attention given to all elements equally. 

This is the key benefit of the Main Street program ς it is a proven comprehensive approach to 

downtown revitalization. 

With a National Historic District, Urban Renewal District and a Main Street program, 

downtown La Grande has all of the right ingredients to make downtown La Grande a very 

special place that will remŀƛƴ ŀ ŎƻǊŜ ŜƭŜƳŜƴǘ ƻŦ [ŀ DǊŀƴŘŜΩǎ ŜŎƻƴƻƳƛŎ ŦǳǘǳǊŜΦ 

Why the strategy makes 

sense for La Grande:  

Upsides:  

Challenges : 
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Steps in the short -term should include:  

1. Continue City support of the Main Street program with dedicated funding 

and staff resources. 

TIMELINE:  ongoing through planning horizon.  

2. Continue to fund, aggressively market and implement the Façade Grant 

Program. 

TIMELINE:  ongoing through planning horizon or until project interest 

wanes. 

3. Continue to augment staff with RARE or similar program. 

TIMELINE:  Through at least 2012, then evaluate. 

4. Complete and implement downtown streetscape improvements. 

TIMELINE:  Complete plan in 2010; begin implementation 2010 or 2011; 

complete plan implementation by 2015. 

5. Undertake one or more major redevelopment projects. 

TIMELINE:  Begin one in 2010; complete one or more projects by 2014. 

6. Complete steps toward implementation of a long-term sustainable Main 

Street program. 

TIMELINE: ongoing through planning horizon; have long-term plan in 

place by 2013 or 2014. 

7. Develop coordinated annual downtown event calendar. 

TIMELINE:  Complete 2010, then ongoing. 

Resources required:   

1. Staff time. 

a. 2010 ɀ 2012 ɀ Approximately half of CEDD, up to half support staff, 

plus RARE participant; Public Works support. 

2. Urban Renewal funding: 

a. $250,000 - $350,000/ year, plus additional major capital projects. 

This strategy s upports the following:  

 City Council 2009 Vision & Supporting Goals 

 Successful work currently underway 

 Major recurring theme offered by ad hoc stakeholder task force (see also Appendix D.) 

 The 2009 5#%$# ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ ÓÔÒÁÔÅÇÉÃ ÐÌÁÎ ÓÔÒÁÔÅÇÙ ÏÆ Ȱ$Ï×ÎÔÏ×Î 

$ÅÖÅÌÏÐÍÅÎÔȱ ɉÓÅÅ ÁÌÓÏ !ÐÐÅÎÄÉØ %ȢɊ 

 Goal 9 Report (see also Appendix F.) 

 La Grande Urban Renewal Plan 
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 Priority 2 

Strategy 

Develop and implement a proactive Business Retention & 
Expansion (BR&E) program with UCEDC (or Union County 
Chamber of Commerce). 

Supports 
Vision/Goal 

ά²Ŝ ǿƛƭƭ ŜƴƘŀƴŎŜ ŀƴŘ ƎǊƻǿ ƻǳǊ ŘƛǾŜǊǎŜ ŜŎƻƴƻƳȅ ǘƘǊƻǳƎƘ ƛƴƴƻǾŀǘƛƻƴΣ ǇŀǊǘƴŜǊǎƘƛǇǎΣ 
and relationships, to capitalize on our existing strengths while seeking new 
ƻǇǇƻǊǘǳƴƛǘƛŜǎΦέ 

KEY Short-
term step 

Form a leadership team or task force within the UCEDC/ Chamber and begin active, 
ongoing outreach to local businesses. 

KEY Short-
term outcome 

EXAMPLES 

hǳǘǊŜŀŎƘ ŜŦŦƻǊǘǎ ǘƻ ōǳǎƛƴŜǎǎŜǎ ǊŜǎǳƭǘ ƛƴ ŀ ŎǊƛǘƛŎŀƭ άǎŀǾŜέ ŀƴŘκƻǊ Ŏreate the 
opportunity to aid in a major business expansion project. 

Relationship 
to other 

strategies 

#1. Downtown revitalization. aŀƴȅ ƻŦ [ŀ DǊŀƴŘŜΩǎ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ōǳǎƛƴŜǎǎŜǎ ŀǊŜ ƛƴ 
the downtown area, and a few have already left or have gone out of business. It will 
be important for the health of downtown to retain & expand businesses in the 
downtown as a component of the Main Street program. 
#4. ED Agency coordination.  Effective delivery and performance of BR&E will require 
coordinated and efficient multi-agency operations and partnerships. 
#5. Workforce development.  Often, one of the major key findings through a business 
outreach effort is the need for the community to provide enhanced workforce 
development for existing businesses. 
#6. Recruitment & marketing.  In order to have a successful business recruitment and 
attraction program, there must first be in place a successful BR&E program to ensure 
a healthy and successful local business climate. 
#7. Industrial land. Having an adequate supply of land is not only for new businesses 
coming into the community; expanding local businesses may also require additional 
land. 
#8. /ƛǘȅΩǎ ǇǊƻ-business environment. It will be critical for the City of La Grande to do 
all that it can to aid in the expansion & retention of existing businesses and removing 
applicable hurdles to success. 
#11. Community leadership. In order to achieve a successful community volunteer-
based BR&E effort, a solid and identifiable local community leadership base must be 
established. 
#13. Retail development. [ŀ DǊŀƴŘŜΩǎ ǊŜǘŀƛƭ ōŀǎŜ ŀǇǇŜŀǊǎ ǘƻ ōŜ ŘǿƛƴŘƭƛƴƎΣ Ŝspecially 
in the downtown, and it will be important to determine how best to provide 
assistance to these businesses. 
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 Strategy  

Lead Agency/ 
Agencies 

#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

2 

Develop & 
implement 
BR&E 
program  

UCEDC, Union 
County 
Chamber of 
Commerce & 
City of La 
Grande 

Provide 
technical 
resources 

Assist UCEDC/ 
Chamber in 
establishing a 
program to 
provide regular 
outreach to local 
businesses 

Provide ongoing, 
proactive 
outreach to local 
businesses; help 
firms grow & 
expand; focus on 
targeted sectors 
for growth  

  The strategy is relatively low -cost with huge 
potential dividends.  

 Most jobs and investment come from existing 
businesses.  

  There are many good models that can  easily be 
adapted for use in Union County.  

 This is a fundamental element of community 
economic development.  

  If done on a county -level, requires a high degree of 
multi -partner coordination  and high -level county -
wide leadership .  

 As currently structured, relies on UCEDC/ 
Chamber . 

 Requires continual community -wide dedication.  
The key to the success of this effort is for the community to embrace it as an ongoing 

ŀǇǇǊƻŀŎƘ ǘƻ ŜŎƻƴƻƳƛŎ ŘŜǾŜƭƻǇƳŜƴǘΣ ƴƻǘ ŀƴƻǘƘŜǊ άǎǳǊǾŜȅέ ǇǊƻƧŜŎǘΦ ²ƘŜǊŜ .wϧ9 

efforts tend to fail is in work that occurs after visitations and data collections. Follow-

up with businesses, working with them directly and individually to help resolve issues, 

is a critical step that is often omitted or not performed in a timely fashion.  

A common economic development fact in North America is the best return on 

investment in virtually any program is to focus resources on BR&E. When resources are 

scarce, the most cost-effective approach to successful BR&E has proven to be a 

volunteer-based model, where community leaders provide business outreach and 

visitation assistance. Still, a budget and dedicated professional staff are needed. 

This method of BR&E was attempted in 2009 with the Union County Chamber of 

Commerce as the lead agency, but was ultimately postponed for a variety of reasons. 

Since then, the 2009 UCEDC Economic Development Strategic Plan has identified BR&E 

as one of 16 selected strategies. UCEDC has indicated that it will serve as the lead 

agency for this initiative. It is hoped a program may launch in 2010.   

Why the strategy makes 

sense for La Grande:  

Upsides:  

Challenges : 
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Steps in the short -term should include ( these steps align with 

those stated in the 2009 UCEDC Plan for the BR&E strategy):  

1. Develop an outreach team of local government and economic 

development officials and key business resource providers. 

TIMELINE: Team has largely already been assembled; needs to be 

reconvened in 2010. 

2. Identify a targeted list of businesses and industries and respective contact 

information . 

TIMELINE: Much of this work has already been completed; needs to be 

revisited in 2010. 

3. Develop an instrument to guide conversations with and solicit 

information from visited businesses. $ÅÔÅÒÍÉÎÅ ÈÏ× ÂÅÓÔ ÔÏ ÉÎÔÅÇÒÁÔÅ Ȱ"ÕÓÉÎÅÓÓ 

#ÕÌÔÉÖÁÔÉÏÎȱ ÓÔÒÁÔÅÇÙ ÉÎÔÏ ÔÈÅ "2Ǫ% ÓÔÒÁÔÅÇÙȢ 

TIMELINE: 2010. 

4. Systematically reach out to targeted local (Union County) businesses to 

assess the current situation and outlook for the future.  

TIMELINE: 2010 ɀ 2011. 

5. Develop a process and a follow-up list of activities designed to meet needs 

of businesses raised in the visitation process. 

TIMELINE: 2011 ɀ 2012. 

6. Produce a summary report of findings based on thematic results for wide 

and targeted distribution.  

TIMELINE: 2011. 

7. Determine county-wide strategies based on holistic findings. 

TIMELINE: 2011 ɀ 2012. 

Resources required:   

1. Staff time. 

a. 2010 ɀ preparation & implementation; extensive amount of staff time 

potentially needed to assist UCEDC/ Chamber in coordinating and performing 

visitations, data collection 

b. 2010 & 2011 ɀ follow-up and strategy development; extensive staff time 

may be required in this phase as well 

2. Other resources may be required to host forums or print materials: 

a. Ongoing staff time 

b. Urban Renewal resources 

c. General fund resources 
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This strategy s upports the following:  

 City Council 2009 Vision & Supporting Goals 

 Major recurring theme offered by ad hoc stakeholder task force (see also Appendix D.) 

 4ÈÅ άΪΪγ 5#%$# ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ ÓÔÒÁÔÅÇÉÃ ÐÌÁÎ ÓÔÒÁÔÅÇÉÅÓ ÏÆ Ȱ"ÕÓÉÎÅÓÓ 

2ÅÔÅÎÔÉÏÎ Ǫ %ØÐÁÎÓÉÏÎȱ ÁÎÄ Ȱ"ÕÓÉÎÅÓÓ #ÕÌÔÉÖÁÔÉÏÎȱ ɉÓÅÅ ÁÌÓÏ !ÐÐÅÎÄÉØ %ȢɊ 

 References made to this strategy in Goal 9 Report (see also Appendix F.) 

 Work already discussed and underway through the Union County Chamber of 

Commerce (may transition to UCEDC) 

 A fundamental approach to community economic development 

 

 

 

 

 

 

THIS SECTION INTENTIONALLY LEFT BLANK 
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Priority 3 

Strategy 
Develop and implement an aggressive marketing plan for the La 
Grande Business Park with the goal of filling the Park. 

Supports 
Vision/Goal 

ά²Ŝ ǿƛƭƭ ŜƴƘŀƴŎŜ ŀƴŘ ƎǊƻǿ ƻǳǊ ŘƛǾŜǊǎŜ ŜŎƻƴƻƳȅ ǘƘǊƻǳƎƘ ƛƴƴƻǾŀǘƛƻƴΣ ǇŀǊǘƴŜǊǎƘƛǇǎΣ ŀƴŘ 
relationships, to capitalize on our existing strengths while seeking new opportunities.έ  

KEY Short-
term step 

Develop a marketing plan with UCEDC. 

KEY Short-
term 

outcome 
EXAMPLES 

An aggressive marketing plan is developed, funded and implemented. 
New job-producing businesses locate at the Business Park. 

Relationship 
to other 

strategies 

#4. ED Agency Roles.  For this strategy to be successful, effective coordination between 
the City, County, UCEDC and other state and regional economic development partner 
agencies is critical. 
#5. Workforce.  The availability and skill level of our workforce will in large part help 
determine the quantity, quality and type of businesses that we attract and grow. 
#6. Recruitment & Marketing. This strategy effectively becomes a subset of a larger 
marketing strategy; this one is focused solely on one particular piece of real estate. 
#7. Industrial lands.  This strategy works in tandem with the need to open up additional, 
larger parcels for other types of industry. 
#8. /ƛǘȅΩǎ ǇǊƻ-business environment. To effectively, efficiently and with some 
expediency place businesses in the Park will require a degree of flexibility and creativity 
on behalf of the City staff and elected officials. 
#12. Branding. A component of our branding strategy should include asset-based 
components, with the Business Park being an asset; similarly, an effective branding 
strategy will aid in our business attraction efforts. 
#14. Tourism. With a refocused strategy on business investment, our tourism efforts, in 
conjunction with the branding strategy and more traditional industrial marketing will 
better support our economic goals. 

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

3 
Market & fill La 
Grande 
Business Park  

UCEDC & City 
of La Grande 

Provide vision, 
leadership, 
resources 

1.Develop 
marketing plan 
and allocate 
resources 

Lots are sold and 
developed in the 
Park to create 
new jobs & 
investment 

2.Implement 
plan 
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  The complex and expensive components of 

developing the Park are completed .  

 The next steps in the investment need to be 
realized . 

  New businesses will create new jobs and generate 
new tax revenue . 

 !ÃÈÉÅÖÉÎÇ ÍÏÍÅÎÔÕÍ ×ÉÌÌ ÒÅÓÔÏÒÅ ÓÔÁËÅÈÏÌÄÅÒÓȭ 
faith in our economic development efforts . 

  The current economic climate can delay progress .  

 Attracting small business can be more expensive, 
complex and take longer than attracting larger 
ones, although siting them is easier . 

 Some UCEDC board members have expressed 
concerns about focused efforts to market the Park 
at the expense of other sites in the county.  

 

The City of La Grande has a real economic development asset in the La Grande Business & 

Technology Park. However, due to a variety of circumstances, this Park has yet to live up to its 

potential. The Park represents a significant investment on behalf of the City of La Grande, its 

Urban Renewal Agency and the State of Oregon through its financial partnership in the Special 

Public Works Fund. However, the Park has some challenges in that it has been designed and 

developed with a bias toward smaller lot sizes, limiting the economic opportunities that can 

locate in the Park. It is not apparent that serious, aggressive and focused efforts to market the 

Park for new industrial development have occurred.  

Due to the size of the lots within the park and the underlying zoning, a fairly limited business 

profile exists for new business attraction. To date, the Park has attracted mainly interest from 

local businesses expanding or remodeling within Union County. In order to attract new 

businesses into the Park, a rather expensive and complex marketing strategy must be 

employed in order to locate the types of businesses that will fit best within the Park and 

convince them to relocate and/or expand into the Park. This business type profile will require 

attendance at trade shows, direct mail campaigns and other more proactive and aggressive 

tacticts in order to locate and then convince these types of businesses to relocate. This 

strategy will demand dedicated resources, and the return on investment could take months or 

years to materialize. The upside of this approach is that while the marketing of the site and the 

άƳŀǘŎƘ-ƳŀƪƛƴƎέ ǿƛǘƘ ǇƻǘŜƴǘƛŀƭ ƴŜǿ ōǳǎƛƴŜǎǎ ǇǊƻǎǇŜŎǘǎ Ŏŀƴ ōŜ ƳƻǊŜ ŎƻƳǇƭŜȄΣ Ŏƻǎǘƭȅ ŀƴŘ ǘƛƳŜ-

consuming than with larger clients, the actual location process can be much simiper and the 

volume of active projects can be much higher. 

The City and UCEDC must work together to develop and implement a focused marketing plan, 

provide appropriate funding and stay dedicated to the plan for an appropriate amount of time. 

Why the strategy makes 

sense for La Grande:  

Upsides:  

Challenges : 
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Steps in the short -term should include:  

1. Meet with UCEDC board, staff and marketing committee to discuss the 

development of a marketing plan for the Park. 

TIMELINE: 2010. 

2. Mutually develop an appropriate marketing plan with a horizon of at least 

three years. 

TIMELINE: 2010-2011.  

3. Mutually develop and adopt an appropriate budget for marketing. 

TIMELINE: 2010-2011. 

4. Begin plan implementation. 

 TIMELINE: 2011-2014 

Resources required:   

1. Staff time. 

a. A portion of  CEDD to assist in plan development and 

implementation.  

2. Urban Renewal funding: 

a. Potentially $10,000 to $25,000 annually through planning horizon  

This strategy s upports the following:  

 City Council 2009 Vision & Supporting Goals 

 Some level or work is currently underway, though marginal 

 Recurring theme offered by ad hoc stakeholder task force (see also Appendix D.) 

 La Grande Urban Renewal Plan 
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Priority 4 

Strategy 
Establish clear roles and responsibilities for Union County/ La 
Grande economic development entities, respective plans, etc. 

Supports 
Vision/Goal 

ά²Ŝ ǿƛƭƭ ŜƴƘŀƴŎŜ ŀƴŘ ƎǊƻǿ ƻǳǊ ŘƛǾŜǊǎŜ ŜŎƻƴƻƳȅ ǘƘǊƻǳƎƘ ƛƴƴƻǾŀǘƛƻƴΣ ǇŀǊǘƴŜǊǎƘƛǇǎΣ ŀƴŘ 
relationships, to capitalize on our existing strengths while seeking new ƻǇǇƻǊǘǳƴƛǘƛŜǎΦέ 

KEY Short-
term step 

Convene respective agencies to discuss the issue. 

KEY Short-
term 

outcome 
EXAMPLES 

All agencies have a clear understanding of respective roles and responsibilities. 
Union County enjoys a more effective and efficient economic development program. 

Relationship 
to other 

strategies  

#2. BR&E. Since our BR&E model relies on multi-agency partnerships & cooperation, 
successful BR&E efforts are contingent upon this strategy being carried out. 
#3. Business Park marketing. Effective marketing of the Business Park will require 
ƳǳƭǘƛǇƭŜ ŀƎŜƴŎƛŜǎΩ ŎƻƻǇŜǊŀǘƛƻƴΦ 
#6. Marketing & attraction. As above with the Park, county-wide marketing efforts will 
require clearly defined roles & responsibilities.  
#8. Pro-business environment. For the City to be a successful participant with respect to 
business development, it is imperative that the government agency is an asset and not a 
liability. 

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

4 

Establish clear 
roles for 
economic 
development 
entities  

UCEDC, 
Chamber of 
Commerce, City 
of La Grande, 
other partners 

Provide vision & 
leadership, 
technical 
resources 

Convene entities 
to discuss and 
define roles 

Union County 
achieves a more 
efficient 
approach to 
economic 
development 
 

  There is a very apparent need for this to be 
accomplished .  

 With dwindling resources, success here will make 
our efforts more efficient and cost -effective . 

  Our economic development success rate will be 
improved.  

 Each agency can work more effectively and have a 
ÂÅÔÔÅÒ ÕÎÄÅÒÓÔÁÎÄÉÎÇ ÏÆ ÔÈÅÉÒ ÐÁÒÔÎÅÒÓȭ ÒÏÌÅÓ ÁÎÄ 
needs. 

  This strategy will take work and time and much 
cooperation and will stress comfort zones . 

 An analysis may show that some or parts of some 
agencies are unnecessary or redundant.  

Why the strategy 

makes sense for           

La Grande:  

Upsides:  

Challenges : 
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There is evidence that, for a county of its size, Union County has what may be considered to 

be an over-abundance of agencies participating in economic development. On the one hand, if 

the work being carried out by the multiple agencies was measurably having a positive impact 

ƻƴ ¦ƴƛƻƴ /ƻǳƴǘȅΩǎ ŜŎƻƴƻƳƛŎ ƘŜŀƭǘƘΣ ǘƘƛǎ ǇƘŜƴƻƳŜƴƻƴ Ƴŀȅ ƴƻǘ ōŜ ŀ ōŀŘ ǘƘƛƴƎΦ IƻǿŜǾŜǊΣ ǘƘŜ 

opposite appears to be true, as despite the volume of agencies, measured success has been 

very limited.  At a time of drastically reduced financial resources, the result of which is having 

a negative impact with a number of the partner agencies and with the City of La Grande, now 

may be a perfect time to step back and reassess who is actually doing what, what overlap or 

redundancy exists or address potentially low-value or unnecessary agencies or bodies of work.  

At the very least, the City of La Grande has the potential to exercise some community-wide 

leadership to begin demanding this assessment and convening the players to bring about 

change, which in the end will result in a more effective and efficient economic development 

effort. Other counties of comparable size and situation may be consulted to explore models of 

efficiency. There should be a mapping of resources and assets and a determination made as to 

what role the City and others should be playing with respect to economic development. 

Steps in the short -term should include:  

1. Convene partners to discuss issue. 

TIMELINE:  2010. 

2.  Hold a series of sessions with stakeholders and agency representatives to 

map assets & resources, conduct research and explore scenarios of change. 

TIMELINE: 2010 ɀ 2011. 

3. Begin implementing recommendations from the working group. 

TIMELINE: 2011 ɀ 2013. 

Resources required:   

1. Staff and Council time. 

a. Considerable time will be required to strategize and conduct and 

participate in working discussions on this strategy. 

b. Staff time to analyze and research. 

c. Staff time to assist in implementation. 

2. There may be a financial need to hire a consultant or facilitator to aid in 

improving the process and to maintain relationships.  

This strategy s upports the following:  

 City Council 2009 Vision & Supporting Goals 

 Theme offered by ad hoc stakeholder task force (see also Appendix D.) 

 References are made to this strategy in the Goal 9 report (see also Appendix F.) 
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Priority 5 

Strategy Address workforce availability issues. 

Supports 
Vision/Goal 

ά²Ŝ ǿƛƭƭ ŜƴƘŀƴŎŜ ŀƴŘ ƎǊƻǿ ƻǳǊ ŘƛǾŜǊǎŜ ŜŎƻƴƻƳȅ ǘƘǊƻǳƎƘ ƛƴƴƻǾŀǘƛƻƴΣ partnerships, and 
ǊŜƭŀǘƛƻƴǎƘƛǇǎΣ ǘƻ ŎŀǇƛǘŀƭƛȊŜ ƻƴ ƻǳǊ ŜȄƛǎǘƛƴƎ ǎǘǊŜƴƎǘƘǎ ǿƘƛƭŜ ǎŜŜƪƛƴƎ ƴŜǿ ƻǇǇƻǊǘǳƴƛǘƛŜǎΣέ 
and (to a lesser degree)  
 
ά²Ŝ ǿƛƭƭ ǘŀƪŜ Ŧǳƭƭ ŀŘǾŀƴǘŀƎŜ ƻŦ ǘƘŜ ōŜƴŜŦƛǘǎ ƻŦ ƻǳǊ ǘƘǊƛǾƛƴƎ ŜŘǳŎŀǘƛƻƴŀƭ ŎƻƳƳǳƴƛǘȅΣ 
anchored by Eastern Oregon University.έ 

KEY Short-
term step 

A comprehensive evaluation is undertaken to assess workforce issues in Union County. 

KEY Short-
term 

outcome 
EXAMPLES 

Union County has a full understanding of its workforce issues. 
Existing and new employers will find it easier to fill challenging positions. 

Relationship 
to other 

strategies 

#2. BR&E. Many issues raised by local businesses will likely be related to workforce. In 
order for local businesses to expand and grow, they will need access to quality labor. 
#3. Business Park Marketing, #6. Recruitment & Marketing, #7. Industrial Land. A strong 
and stable workforce, coupled with the systems in place to provide custom and rapid 
training, will allow La Grande to be competitive in landing business relocation projects. 
#9. BMCC Campus. Union County currently lacks the ability to provide a full-range of 
needed short-term and customized training opportunities.  
#10. EOU. Any workforce development strategy in Union County should involve EOU. 
There is a logical place for EOU in providing the leadership and technical resources 
related to this strategy. 

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

5 

Address 
workforce 
availability 
issues 

Workforce and 
economic 
development 
partners 

Provide vision & 
leadership, 
technical 
resources 

Facilitate 
discussions to 
arrive at 
solutions 

Union County is 
able to provide 
adequate 
workforce to 
existing and new 
businesses 

 

  A strong, available workforce is critical to  success. 

 Current reports from employers reflect this as a 
priority issue that requires resolution.   

 This strategy represents a logical, fundamental 
economic development need.  

  La Grande already has a good workforce . 

 EOU is already here, as are other key workforce 
development partners . 

  The City is a minor player in this strategy .  

 Success involves many partners and players 
agreeing to a common end goal.  

Why the strategy 

makes sense for La 

Grande:  

Upsides:  

Challenges : 
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This strategy, in its current form was added to this Plan only in the tƭŀƴΩǎ current and final 

revision largely due to issues that were made apparent through visits with major Union County 

employers in early 2010. Workforce availability is being stated as a critical issue, despite the fact 

that Union County still has a historically high unemployment rate that remains in double-digits 

as of April 2010. It may be concluded that the workforce availability issues and apparent 

shortage will only continue and potentially worsen as the economy improves. If employers are 

scrambling to find good employees in the economy of early 2010, it is reasonable to assume the 

problem will become more acute into the future. 

These apparent workforce issues will hamper our ability to grow existing firms and attract new 

industry to our area. In addition to the stated issues by local employers, it has been stated that 

workforce also remains a top issue for new businesses looking to relocate to an area. Even 

though this strategy was not listed as the #1 strategy in this Plan, it may in fact be the most 

critical. What makes it especially challenging for the City of La Grande is that the City is not nor 

will likely ever be a major player in workforce development issues. This is an area of expertise 

that seldom lies with local government agencies. Therefore, the City can only provide 

leadership and vision, political influence if needed and some technical resources and encourage 

others to begin working diligently to improve the situation. 

The solutions to the problem are not immediately apparent and the causes are myriad. Drug 

use, social welfare programs, apathy and lack of skills and ethics are all cited by employers as 

issues contributing to the shortage. Long-term, community-wide solutions may be slow in 

coming, and as a result, economic growth and recovery may be delayed.  Staying engaged with 

local businesses through the efforts of the BR&E program and networking with State agency 

staff, conferences and site selectors will allow us to remain engaged and informed on current 

workforce issues affecting existing and new employers. Staff should remain involved with the 

regional Workforce Investment Board. 

Steps in the short -term should include:  

1. Staff meets with workforce development representatives to determine best 

tactics to move strategy forward. 

TIMELINE:  2010. 

2. City provides continued support as needed 

TIMELINE: 2010 ɀ 2013. 

3. Staff continues to stay engaged with the needs of local employers, follow 

trends related to business attraction and involved with the local WIB. 

TIMELINE: 2010 ɀ 2013. 
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Resources required:   

1. Staff and Council time. 

a. 2010 ɀ Meet with workforce development partners and move 

initiative forward as appropriate. 

b. 2010 ɀ 2013 ɀ Staying engaged and informed on relevant workforce 

issues. 

c. 2010 and beyond ɀ Varies depending on leadership role with 

respective to moving initiatives forward. 

2. City financial resources 

a. Minimal  or unknown. 

This strategy s upports the following:  

 This strategy is not adequately referenced or supported in the various plans and 

bodies of work cited in this Plan, which may be an oversight 

 City Council 2009 Vision & Supporting Goals 

  Some work underway currently  

 References made by ad hoc stakeholder task force (see also Appendix D.) 

 References made in the 2009 UCEDC economic development strategic plan strategy of 

Ȱ%ÄÕÃÁÔÉÏÎ $ÅÖÅÌÏÐÍÅÎÔȱ ɉÓÅÅ ÁÌÓÏ !ÐÐÅÎÄÉØ %ȢɊ 

 A fundamental approach to economic development 

 

 

THIS SECTION INTENTIONALLY LEFT BLANK 

 

  



47 
 

Priority 6 

Strategy 

Develop strategies to more aggressively and proactively market the 
community to attract new business opportunities to the area, 
including a multi-county marketing concept. 

Supports 
Vision/Goal 

ά²Ŝ ǿƛƭƭ ŜƴƘŀƴŎŜ ŀƴŘ ƎǊƻǿ ƻǳǊ ŘƛǾŜǊǎŜ ŜŎƻƴƻƳȅ ǘƘǊƻǳƎƘ ƛƴƴƻǾŀǘƛƻƴΣ ǇŀǊǘƴŜǊǎƘƛǇǎΣ ŀƴŘ 
relationships, to capitalize on our existing strengths ǿƘƛƭŜ ǎŜŜƪƛƴƎ ƴŜǿ ƻǇǇƻǊǘǳƴƛǘƛŜǎΦέ 

KEY Short-
term step 

The City should, in cooperation with other appropriate partners, develop a short-term, 
focused marketing program. 

KEY Short-
term 

outcome 
EXAMPLES 

A multi-county economic development marketing cooperative is formed. 
A major new job-producing business attraction project locates in La Grande. 
[ŀ DǊŀƴŘŜ ǿŜōǎƛǘŜ ƛǎ ƻƴ ǇŀǊ ǿƛǘƘ ŎƻƳǇŜǘƛǘƻǊǎΩ ǿŜōǎƛǘŜǎΦ  

Relationship 
to other 

strategies 

#1. Downtown Revitalization. The CBZ is a core asset to market for new investment. 
With many vacancies to fill downtown, this area becomes a target for new investment. 
#2. BR&E. A successful BR&E program will fuel a successful marketing program. The 
needs of existing businesses can drive marketing.  
#3. Business Park marketing. The Park becomes a subset of this initiative, as a focused 
approach to a specific area. 
#4. ED Agency Roles.  A high level of coordination, trust and cooperation is required for 
this strategy to be effective, especially if a multi-county initiative is undertaken. 
#5. Workforce. Like land, labor is a critical need for new businesses. Attraction efforts 
will not be successful if new businesses cannot find the quality labor they require. 
#7. Industrial landΦ aƻǎǘ ƴŜǿ ǇǊƻǎǇŜŎǘǎ ǿƛƭƭ ǊŜǉǳƛǊŜ ƴŜǿ άƎǊŜŜƴ ŦƛŜƭŘǎέ ǳǇƻƴ ǿƘƛŎƘ ǘƻ 
site new projects. Land and its availability become central product marketing themes. 
#8. /ƛǘȅΩs pro-business environment. To attract new investment, the City must be 
prepared to partner with investors and existing businesses.  
#12. Community Branding. A successful business attraction and marketing campaign 
ǎƘƻǳƭŘ ŀƭƛƎƴ ǿƛǘƘ ǘƘŜ ŎƻƳƳǳƴƛǘȅΩǎ ōǊŀƴŘƛƴƎ strategy. 
#13. Retail developmentΦ !ǘ ƭŜŀǎǘ ŀ ǇƻǊǘƛƻƴ ƻŦ ǘƘŜ ŎƻƳƳǳƴƛǘȅΩǎ ōǳǎƛƴŜǎǎ ŀǘǘǊŀŎǘƛƻƴ 
strategy will ultimately include retail development. 
#14. Tourism. With a focus on business investment, our tourism & branding efforts, in 
conjunction with more traditional industrial marketing , will better support our goals. 

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

6 

Increase and 
improve 
marketing , 
including 
formation of a 
multi -county 
cooperative  

City of La 
Grande, UCEDC,  
Union County, 
Tourism, 
Chamber of 
Commerce, 
neighboring 
counties 

Participate in 
providing the 
resources and 
vision for a more 
aggressive 
marketing 
campaign 

1. Develop a 
marketing plan 
and fund  

3-5 new quality 
business 
ventures in the 
La Grande 
Business Park 
and/or 
downtown ; 
development of 
new website 

2. Explore multi-
county concepts 

3. Develop 
website that is 
on par w/ 
competitors  
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  La Grande desperately needs additional businesses 

and investments to grow the tax base and to add 
quality jobs .  

  Investments will pay long -term dividends . 

 This is a fundamental element of community 
economic development.  

 There may be opportunities to cooperatively 
market, regionally or with the private sector.  

  Marketing is not without risk and considerable 
resource investment .  

 Competition is fierce . 

 The marketing effort and product are not clearly 
defined or planned.  

 This is a long -term proposition,  which will require 
ongoing focus and diligence.  

 La Grande and Union County currently have in place virtually no proactive professional 

marketing occurring, outside of tourism initiatives. To effectively compete for new business 

ƻǇǇƻǊǘǳƴƛǘƛŜǎΣ ǘƘŜ ŎƻƳƳǳƴƛǘȅ ǿƛƭƭ ƴŜŜŘ ǘƻ ŘǊŀƳŀǘƛŎŀƭƭȅ άǎǘŜǇ ǳǇέ ƛǘǎ ƳŀǊƪŜǘing efforts. 

Ideally, the community branding effort must be developed prior to launching a marketing 

effort. For the marketing effort to be fully successful, the community (product) must be 

appropriately branded.  A άƳƛƴƛ-ōǊŀƴŘƛƴƎέ ŜȄŜǊŎƛǎŜ ŎƻǳƭŘ ǘŀƪŜ ǇƭŀŎe as a part of a short-term 

marketing plan. Some degree of community marketing must be agreed upon and developed if 

the community is to compete effectively for new business investment opportunities.  

Initial steps should include the development of a marketing plan, appropriating funding for 

the plan and then executing the plan. The plan should incorporate targeted industry sectors 

that build upon and support the strengths of existing businesses in the community. It should 

ŀƭǎƻ ǘŀƪŜ ƛƴǘƻ ŀŎŎƻǳƴǘ ŀ άōǳǎƛƴŜǎǎ ŎǳƭǘƛǾŀǘƛƻƴέ ǎǘǊŀǘŜƎȅ ŀǎ ƻǳǘƭƛƴŜŘ ƛƴ ǘƘŜ нллф ¦/95/ Ǉƭŀƴ 

that involves efforts to strengthen existing firms as well as attract new business opportunities. 

¢ƘŜ Ǉƭŀƴ ǎƘƻǳƭŘ ŀƭǎƻ ŦƻŎǳǎ ƻƴ ŜŦŦƻǊǘǎ ƛŘŜƴǘƛŦƛŜŘ ƛƴ ǘƘŜ ά.ǳǎƛƴŜǎǎ wŜŎǊǳƛǘƳŜƴǘέ ǎŜŎǘƛƻƴ ƻŦ ǘƘŜ 

UCEDC plan. The community should consider using tourism marketing as a tool to achieve 

business recruitment marketing, as utilized in other areas of the state. 

An initial first step for the City of La Grande should be to upgrade its website (widely 

considered to be a critical element of community marketing for new business investment 

opportunities in 21st ŎŜƴǘǳǊȅ !ƳŜǊƛŎŀύΦ ¢ƘŜ ǿŜōǎƛǘŜ ǎƘƻǳƭŘ ƛƴŎƻǊǇƻǊŀǘŜ ŀǎ Ƴŀƴȅ άōŜǎǘ ƛƴ Ŏƭŀǎǎέ 

and peer comparable economic development marketing elements as possible. La Grande and 

Union County must also consider a cooperative marketing campaign with neighboring 

counties and/ or likely private sector partners. A relatively low-cost campaign, such as a 

targeted direct mail/ email campaign that includes a web-based element with a limited 

number of trade show attendances should be considered in 2010 or 2011. 

Why the strategy makes 

sense for La Grande:  

Upsides:  

Challenges : 
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Steps in the short -term should include:  

1. Update and upgrade City of La Grande website to match peer 

ÃÏÍÍÕÎÉÔÉÅÓȭ ×ÅÂÓÉÔÅÓ ÉÎ ÔÅÒÍÓ ÏÆ ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ functionality.  

TIMELINE:  2010 - 2011. 

2. Coordinate a marketing plan with UCEDC and fund appropriately, to 

include aggressive marketing of City industrial sites. 

TIMELINE:  2010 - 2011. 

3. Consider launching a direct mail/ email and/or trade show campaign. 

TIMELINE:  2010 ɀ 2013. 

4. Begin discussing a multi-county economic development marketing effort. 

TIMELINE:  2010. 

Resources required:   

1. Staff time and City funding. 

a. 2010 ɀ 2012 ɀ Develop new website and assist with marketing plan. 

b. $25,000 ɀ website development 

c. $10,000 ɀ $25,000-  marketing efforts/ annually  

2. Staff  & Council time 

a. Planning future multi -partner campaigns. 

This strategy s upports the following:  

 City Council 2009 Vision & Supporting Goals 

 Efforts underway to explore a multi-county partnership and integrate plans with 

UCEDC 

 Theme offered by ad hoc stakeholder task force (see also Appendix D.) 

 4ÈÅ άΪΪγ 5#%$# ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ ÓÔÒÁÔÅÇÉÃ ÐÌÁÎ ÓÔÒÁÔÅÇÉÅÓ ÏÆ Ȱ"ÕÓÉÎÅÓÓ 

2ÅÃÒÕÉÔÍÅÎÔȱ ÁÎÄ Ȱ"ÕÓÉÎÅÓÓ #ÕÌÔÉÖÁÔÉÏÎȱ ɉÓÅÅ !ÐÐÅÎÄÉØ %ȢɊ 

 References are made to this strategy in the Goal 9 report (see also Appendix F.) 

 La Grande Urban Renewal Plan 

 A fundamental approach to economic development 
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Priority 7 

Strategy 
Open up new opportunities for industrial land development. Certify 
and aggressively market new industrial land. 

Supports 
Vision/Goal 

ά²Ŝ ǿƛƭƭ ŜƴƘŀƴŎŜ ŀƴŘ ƎǊƻǿ ƻǳǊ ŘƛǾŜǊǎŜ ŜŎƻƴƻƳȅ ǘƘǊƻǳƎƘ ƛƴƴƻǾŀǘƛƻƴΣ ǇŀǊǘƴŜǊǎƘƛǇǎΣ ŀƴŘ 
ǊŜƭŀǘƛƻƴǎƘƛǇǎΣ ǘƻ ŎŀǇƛǘŀƭƛȊŜ ƻƴ ƻǳǊ ŜȄƛǎǘƛƴƎ ǎǘǊŜƴƎǘƘǎ ǿƘƛƭŜ ǎŜŜƪƛƴƎ ƴŜǿ ƻǇǇƻǊǘǳƴƛǘƛŜǎΦέ 

KEY Short-
term step 

The City Council should make the effort to allow new industrial development a top 
priority and seek appropriate political pressure to expedite the process and consider 
infrastructure financing. 

KEY Short-
term 

outcome 
EXAMPLES 

A range of sizes and types of new industrial acreage is ready for development and 
marketed appropriately. 

Relationship 
to other 

strategies 

#2. BR&E. Many expanding local businesses may require additional land for new or 
expanded operations. 
#3. Business Park marketing. Currently, the Business Park represents virtually all that 
the City has market; the Park should also be effectively marketing and be coordinated 
with new properties as they become available.  
#5. Workforce. Prospects will need to be ensured t hey will have the workforce they 
need prior to making investment decisions. 
#6. Recruitment & marketing. Newly located industrial businesses will almost certainly 
require larger parcels with urban services. 

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

7 
Increase 
industrial 
development  

City of La 
Grande & Union 
County 
Economic 
Development 
Corp. 

Provide for 
appropriately 
ÚÏÎÅÄ ȰÓÈÏÖÅÌ-
readyȱ parcels, 
including those 
larger than 10 
acres 

Make expediting 
the process a top 
political priority  

Initially, to 
provide a range 
of suitable 
industrial sites; 
ultimately, to 
locate high-
quality jobs & 
businesses 

  La Grande desperately needs additional industrial 
land if it hopes to grow its tax base and attract new 
businesses and quality jobs .  

  Investments will pay long -term dividends . 

 Additional land base and aggressive marketing is 
likely the only way to dramatically change La 
'ÒÁÎÄÅȭÓ ÅÃÏÎÏÍÉÃ ÆÕÔÕÒÅ. 

  It will take many months, if not several years to get 
several large industrial sites ready for market .  

 Infrastructure needs, costs and financing methods 
are yet unknown . 

 This is a long -term proposition, which will require 
ongoing focus and diligence.  

Why the strategy makes 

sense for La Grande:  

Upsides:  

Challenges : 
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Much ŜŦŦƻǊǘ Ƙŀǎ ǘŀƪŜƴ ǇƭŀŎŜ ƛƴ ǘƘŜ Ǉŀǎǘ ȅŜŀǊ ǘƻ ŜȄǇŀƴŘ ǘƘŜ /ƛǘȅΩǎ ¦Ǌōŀƴ DǊƻǿǘƘ .ƻǳƴŘŀǊȅ ŀƴŘ 

update the Goal 9: Economic Development section of the Comprehensive Plan. Now efforts 

Ƴǳǎǘ ŎƻƴǘƛƴǳŜ ǘƻ ŀƭƭƻǿ ŀ ǊŀƴƎŜ ƻŦ ƛƴŘǳǎǘǊƛŀƭ ǎƛǘŜǎ ǘƻ ōŜŎƻƳŜ άǇǊƻƧŜŎǘ-ǊŜŀŘȅέ ŦƻǊ ƛndustrial 

development and job creation. (See also Appendix F.) 

Lƴ ƻǊŘŜǊ ǘƻ ƎǊƻǿ [ŀ DǊŀƴŘŜΩǎ ǘŀȄ ōŀǎŜ ŀƴŘ ǇǊƻǾƛŘŜ ǘƘŜ ŎƻƳƳǳƴƛǘȅ ǿƛǘƘ ǾƛŀōƭŜ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ŦƻǊ 

new business growth and quality job development, additional land (especially large-scale 

industrially-ȊƻƴŜŘ ƭŀƴŘύ Ƴǳǎǘ ǳǊƎŜƴǘƭȅ ōŜ ōǊƻǳƎƘǘ ƛƴǘƻ ǘƘŜ /ƛǘȅΩǎ ƛƴǾŜƴǘƻǊȅΦ [ŀ DǊŀƴŘŜ ŎǳǊǊŜƴǘƭȅ 

is unable to compete with other communities for new business relocation projects due to its 

lack of available land for such projects. The largest industrial parcel currently within the 

corporate boundaries of La Grande is eight acres. Most new industrial projects start with a 10 

acre minimum criteria; many seek 20 acres or more. 

It will be challenging for La Grande to grow its tax base significantly or to add larger quantities 

of new jobs without additional new industrial land. Although the appropriate steps have 

recently been taken to urbanize new large industrial parcels, unfortunately the community is 

still some time away from actually being in a position to market the sites for development, 

much less realize the economic benefits of new business and job creation. 

The City Council and staff will need to take appropriate actions to expedite the process to allow 

the new sites to become appropriately zoned and served with the infrastructure needed to be 

certified by the State and aggressively marketed to attract new industrial development to allow 

La Grande to compete favorably for new projects. There will likely be significant up-front costs 

associated with the development of the infrastructure needed to serve the sites. These needs 

must be indentified as well as the sources of funding required to develop the infrastructure. 

Steps in the short -term should include:  

1. Ensure process to convert newly urbanized land to appropriate City 

industrial zoning is expedited appropriately. 

TIMELINE:  Immediate until completion.  

2. Consider and explore infrastructure needs to serve new industrial sites. 

TIMELINE:  Immediate until completion.  

3. Determine infrastructure costs. 

TIMELINE:  2010 ɀ 2011. 

4. Aggressively market remaining city industrial sites, including those at the 

Business Park. 

TIMELINE:  Immediate until completion.  

5. Identify funding sources for infrastructure needs. 

TIMELINE:  2011-2012. 
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Resources required:   

1. Staff and Council time. 

a. 2010 ɀ 2012 ɀ Appropriate time required to convert zoning process, 

assess infrastructure needs and costs, negotiate and market additional sites. 

2. Unknown sources of funding. 

a. Unknown quantity to provide infrastr ucture to serve new 

industrial sites. 

This strategy s upports the following:  

 City Council 2009 Vision & Supporting Goals 

 Elements currently underway 

 Major recurring theme offered by ad hoc stakeholder task force (see also Appendix D.) 

 4ÈÅ άΪΪγ 5#%$# ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ ÓÔÒÁÔÅÇÉÃ ÐÌÁÎ ÓÔÒÁÔÅÇÉÅÓ ÏÆ Ȱ"ÕÓÉÎÅÓÓ 

2ÅÃÒÕÉÔÍÅÎÔȱ ÁÎÄ Ȱ)ÎÆÒÁÓÔÒÕÃÔÕÒÅ $ÅÖÅÌÏÐÍÅÎÔȱ ɉÓÅÅ !ÐÐÅÎÄÉØ %ȢɊ 

 Goal 9 report (see also Appendix F.) 

 La Grande Urban Renewal Plan 

 

 

 

 

THIS SECTION INTENTIONALLY LEFT BLANK 
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Priority 8 

Strategy 
The City of La Grande creates an across-the-board pro-business 
environment. 

Supports 
Vision/Goal 

Does not directly support any one element of the vision or goal, but relates to the 
following goal: 
 
ά²Ŝ ǿƛƭƭ ŎƘŀƳǇƛƻƴ ǇǳōƭƛŎ ƛƴǾƻƭǾŜƳŜƴǘ ŀƴŘ civic leadership that values economic, 
ecological, and social stewardship, while maintaining our small-ǘƻǿƴ ŎƘŀǊŀŎǘŜǊΦέ 

KEY Short-
term step 

A customer-service and economic development training program for all relevant staff is 
developed and implemented. 

KEY Short-
term 

outcome 
EXAMPLES 

[ŀ DǊŀƴŘŜ ōŜŎƻƳŜǎ ƪƴƻǿƴ ǘƘǊƻǳƎƘƻǳǘ ǘƘŜ ǊŜƎƛƻƴ ŀǎ ŀ άōǳǎƛƴŜǎǎ-ŦǊƛŜƴŘƭȅέ ŎƻƳƳǳƴƛǘȅΦ 

Relationship 
to other 

strategies 

#1. Downtown revitalization. The City will remain a key player, using professional and 
financial resources to revitalize downtown. 
#2. BR&E. A key component of a successful existing business retention & expansion 
ǇǊƻƎǊŀƳ ƛǎ ǘƘŜ /ƛǘȅΩǎ ƻǾŜǊǘ ǿƛƭƭƛƴƎƴŜǎǎ ǘƻ ǇǊƻŀŎǘƛǾŜƭȅ ŀǎǎƛǎǘ ōǳǎƛƴŜǎǎ ŘŜǾŜƭƻǇƳŜƴǘΦ 
#3. Business Park marketing. To effectively, efficiently and with some expediency place 
businesses in the Park will require a degree of flexibility and creativity on behalf of the 
City staff and elected officials. 
#4. ED Agency roles. For the City to be a successful participant with respect to business 
development, it is imperative that the government agency is an asset and not a liability. 
#6. Recruitment & marketing. In order to successfully lure new business opportunities 
to La Grande, the City must be willing to act as a full partner to negotiate deals and 
influence decisions. 
#11. Community leadership. In order to create a true across the board City government 
pro-business environment, the City Council and others will be required to exhibit 
effective leadership to demonstrate that such a philosophy is in the best interest of the 
citizens of La Grande. 
#13. Retail development. As with other business development strategies, successful 
retail development relies on the City facilitating and influencing business expansion and 
relation dŜŎƛǎƛƻƴǎΦ ¢ƘŜ άLǎƭŀƴŘ /ƛǘȅ ŦŀŎǘƻǊέ ŎƻƳǇƭƛŎŀǘŜǎ ǘƘƛǎ ƛǎǎǳŜΣ ōǳǘ ŀƭǎƻ ŘǊƛǾŜǎ ǘƘŜ 
need. 

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

8 

Ensure City has 
Á ȰÐÒÏ-
ÂÕÓÉÎÅÓÓȱ 
attitude and 
development 
process 

City of La 
Grande 

Provide staff and 
processes that 
are as business-
friendly as 
feasible 

Provide 
appropriate 
leadership and 
training  

La Grande 
becomes a 
preferential 
location for 
business 
development in 
the region 
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  La Grande already has a positive environment that 
is conducive to business development .  

 This strategy represents a logical starting point for 
,Á 'ÒÁÎÄÅȭÓ ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ ÐÌÁÎȢ 

  There is very little cost associated with this 
strategy . 

 Successful implementation can give La Grande a 
competitive edge . 

 This strategy has many far -reaching impacts which 
can affect the outcomes of other strategies noted 
in this plan.  

  3ÕÃÃÅÓÓÆÕÌ ÉÍÐÌÅÍÅÎÔÁÔÉÏÎ ÒÅÑÕÉÒÅÓ Á ȰÔÏÐ-ÄÏ×Îȱ 
philosophy that is realized by every City 
department, every employee .  

 ,Á 'ÒÁÎÄÅȭÓ ÂÉÇÇÅÓÔ ÃÏÍÐÅÔÉÔÏÒ ÉÎ ÔÈÉÓ ÒÅÇÁÒÄ ÍÁÙ 
be right next door, and it will be a challenge to 
foster an environment without lowering standards . 

 CƻǊ ǾƛǊǘǳŀƭƭȅ ŀƴȅ ŜŦŦƻǊǘ ǘƻ ōŜ ǎǳŎŎŜǎǎŦǳƭΣ ǘƘŜ /ƛǘȅ Ƴǳǎǘ ŜƴǎǳǊŜ ǘƘŀǘ ƛǘǎ άƻǿƴ ƘƻǳǎŜ ƛǎ ƛƴ ƻǊŘŜǊΦέ 

Economic development efforts will be undermined, some more seriously than others, if the 

reality or the perception is that it is difficult to do business with the City of La Grande. 

For the most part, La Grande already enjoys a favorable pro-business climate. The challenge as 

the community moves forward and assuming there is the desire to get very serious about 

economic development and the relocation and expansion of businesses, is likely twofold: 

1. For right or wrong, good or bad, La Grande will continue to be compared with Island 

City and the ease and costs of doing business in each community will be weighed by existing 

and new businesses alike. This ultimately sets up a competitive environment between the two 

jurisdictions. This scenario is very unfortunate as it is largely an unfair comparison. La Grande 

will have to continually deal with this comparison. The comparison can be mitigated through 

stressing the relative value of La Grande while providing the best customer service. 

2. To be effective, there will need to be a conscious effort of active and applied 

leadership philosophy beginning with the City Council and filtering down to every City 

department and every City employee. For this strategy to be successful, total buy-in will be 

required. Ultimately, this will translate into a culture and an environment that is not only 

supportive of business development in the community, but that each and every employee sees 

the role they play in economic development. 

 

Beyond the buy-in and support of the philosophy, some ongoing training of staff will be 

required ς the only real expense associated with this strategy. 

Why the strategy 

makes sense for La 

Grande:  

Upsides:  

Challenges : 
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Steps in the short -term should includ e: 

1. City Council deliberates the validity of this philosophy and considers 

organizational adoption. 

TIMELINE:  2010. 

2. 3ÔÁÆÆ ÉÎÔÅÇÒÁÔÅÓ #ÏÕÎÃÉÌȭÓ ÖÉÓÉÏÎ ÁÎÄ ÐÈÉÌÏÓÏÐÈÙ. 

TIMELINE:  2010. 

3. Staff develops and implements appropriate organizational training. 

TIMELINE:  2010 ɀ 2011 and ongoing. 

4. Staff and Council begin to analyze all elements of City impact on business 

to determine which may need modification. 

TIMELINE: 2010 and ongoing. 

Resources required:   

1. Staff and Council time. 

a. 2010 ɀ Develop and implement policy/ vision/ philosophy for a 

pro-business environment. 

b. 2010 and beyond ɀ Analyze City practices for business impact 

2. City financial resources 

a. Annually beginning FY2011 - $5,000 annually for training. 

This strategy s upports the following:  

 City Council 2009 Vision & Supporting Goals 

 Theme offered by ad hoc stakeholder task force (see also Appendix D.) 
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Priority 9 

Strategy 
Establish a Blue Mountain Community College campus in Union 
County. 

Supports 
Vision/Goal 

ά²Ŝ ǿƛƭƭ ŜƴƘŀƴŎŜ ŀƴŘ ƎǊƻǿ ƻǳǊ diverse economy through innovation, partnerships, and 
ǊŜƭŀǘƛƻƴǎƘƛǇǎΣ ǘƻ ŎŀǇƛǘŀƭƛȊŜ ƻƴ ƻǳǊ ŜȄƛǎǘƛƴƎ ǎǘǊŜƴƎǘƘǎ ǿƘƛƭŜ ǎŜŜƪƛƴƎ ƴŜǿ ƻǇǇƻǊǘǳƴƛǘƛŜǎΣέ 
and (to a lesser degree)  
 
ά²Ŝ ǿƛƭƭ ǘŀƪŜ Ŧǳƭƭ ŀŘǾŀƴǘŀƎŜ ƻŦ ǘƘŜ ōŜƴŜŦƛǘǎ ƻŦ ƻǳǊ ǘƘǊƛǾƛƴƎ ŜŘǳŎŀǘƛƻƴŀƭ ŎƻƳƳǳƴƛǘȅΣ 
aƴŎƘƻǊŜŘ ōȅ 9ŀǎǘŜǊƴ hǊŜƎƻƴ ¦ƴƛǾŜǊǎƛǘȅΦέ 

KEY Short-
term step 

Coalesce local efforts to improve access to vocational and short-term customized 
training opportunities in Union County. 

KEY Short-
term 

outcome 
EXAMPLES 

Initial steps are taken to provide Union County-based community college access. 
An appropriate workforce/ skills needs assessment is undertaken. 
Work begins to site a community college campus in Union County. 

Relationship 
to other 

strategies  

#5. Workforce. This strategy directly compliments the workforce strategy by ultimately 
providing a viable and sustainable training institution.  
#10. EOU. Any workforce development strategy in Union County should involve EOU. 
There is a logical place for EOU in providing the leadership and technical resources 
related to this strategy. 

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

9 

Establish a 
Blue Mountain 
Community 
College 
campus in La 
Grande  

EOU, Blue 
Mountain 
Community 
College, City of 
La Grande, 
workforce 
development 
partners 

Provide vision & 
leadership 

Facilitate and 
support concept 
and discussions 

Local employers, 
citizens and 
workforce have 
access to a wide-
range of 
workforce 
development 
opportunities  
 

  La Grande needs to have the best workforce and 
training system to remain competitive . 

  Compared to neighbors and competitors, we are at 
a strategic disadvantage . 

  EOU is already here, as are other key workforce 
development partners . 

 Indications are that BMCC would be a good 
partner, if this situation was equitable.  

  The City is a minor player in this strategy .  

 It will likely take considerable time, money and 
political will to get Union County on comparable 
footing with other communities who have 
community college/ vocational training access . 

Why the strategy 

makes sense for           

La Grande:  

Upsides:  

Challenges : 
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²ƘƛƭŜ [ŀ DǊŀƴŘŜ ƛǎ ŜȄǘǊŜƳŜƭȅ ŦƻǊǘǳƴŀǘŜ ǘƻ Ƙƻǎǘ ƻƴŜ ƻŦ ŀ ǎŜƭŜŎǘ ŦŜǿ ƻŦ hǊŜƎƻƴΩǎ ǇǳōƭƛŎ 

universities, it still lacks community college services. It will be increasingly challenging for La 

Grande and Union County to remain competitive without good access to short-term and 

customizable training opportunities.  Steps should be taken immediately to assess the skills 

needed by area employers and employers of the future and identify gaps in skills needs not 

currently addressed by incumbent training providers. Once skills gaps are identified, these can 

serve as a launching platform to rally the community around seeking potential solutions, 

which ideally would lead to an initiative to place a community college campus in La Grande. 

Eastern Oregon University is without a doubt a key asset that has yet to fully live up to its 

potential. Regardless of all that EOU is and can be there will be functions that will fall outside 

of its core mission. Among these at present are the range of services a community college can 

provide to citizens, employees and businesses. These services and programs include, but are 

not limited to: customized training that new or existing businesses may require in order to 

άǎƪƛƭƭ ǳǇέ ǘƘŜir current employees or as related to new hires; short-term vocational training 

that incumbent employees or citizens looking for a better job may need to advance their 

careers; professional & technical short-term certificate training as required by the existing 

workforce that they are now likely required to travel a distance to obtain.  

While most communities of our size lack a university campus, most do have immediate access 

to a community college. By their nature, community colleges are excellent economic 

development partners, because they can be very nimble and flexible and able to meet 

employer needs at a relatively short notice. It is doubtful that Union County will be able to 

effectively compete with comparable counties as long as it lacks a community college. Efforts 

need to be undertaken immediately to either seek a Blue Mountain Community College annex 

campus and a suitable range of offerings here or explore other solutions that would lead the 

same end result. As with other workforce development initiatives, the City can at best play a 

peripheral role or partnering role. 

Steps in the short -term should include:  

1. Staff meets with EOU, UCEDC and workforce development 

representatives to determine best tactics to move strategy forward. 

TIMELINE:  2010. 

2. Consider conducting a skills gap analysis. 

TIMELINE: 2010 ɀ 2011. 

3. City Council considers position on Community College campus. 

TIMELINE:  2010. 

4. Begin taking appropriate steps to place a BMCC campus here (or other 

appropriate measure to address skills needs) 

TIMELINE: 2011 ɀ 2012. 
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Resources required:   

1. Staff and Council time. 

a. 2010 ɀ Meet with workforce development partners and move 

initiative forward as appropriate. 

b. 2010 and beyond ɀ Varies depending on leadership role with 

respective to moving initiatives forward. 

2. City financial resources 

a. Minimal.  

This strategy s upports the following:  

 As mentioned elsewhere in this Plan, workforce development strategies are not 

adequately referenced or supported in the various plans and bodies of work cited in 

this Plan, which may be an oversight 

 City Council 2009 Vision & Supporting Goals (marginal)  

 References made in the 2009 UCEDC economic development strategic plan strategy of 

Ȱ%ÄÕÃÁÔÉÏÎ $ÅÖÅÌÏÐÍÅÎÔȱ ɉÓÅÅ ÁÌÓÏ !ÐÐÅÎÄÉØ %ȢɊ 

 

 

 

 

 

THIS SECTION INTENTIONALLY LEFT BLANK 
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Priority 10 

Strategy 
Partner with Eastern Oregon University to create new economic 
opportunities for the community. 

Supports 
Vision/Goal 

ά²Ŝ ǿƛƭƭ ǘŀƪŜ Ŧǳƭƭ ŀŘǾŀƴǘŀƎŜ ƻŦ the benefits of our thriving educational community, 
ŀƴŎƘƻǊŜŘ ōȅ 9ŀǎǘŜǊƴ hǊŜƎƻƴ ¦ƴƛǾŜǊǎƛǘȅΦέ 

KEY Short-
term step 

Begin the active process of engaging leadership. 

KEY Short-
term 

outcome 
EXAMPLES 

Establishment of an EOU presence downtown (i.e. bookstore, merchandise store, ticket 
outlet, performing arts center, student work center, business incubator, etc.). 

Relationship 
to other 

strategies 

#1. Downtown revitalization. A strong physical and business link between the EOU 
campus and downtown La Grande is critical. 
#5. Workforce. As a key local and regional player in workforce development programs 
ŀƴŘ ǎǘǊŀǘŜƎƛŜǎΣ 9h¦Ωǎ ǊƻƭŜ ǿƛƭƭ ōŜ ǇƛǾƻǘŀƭ ƛƴ ǘƘŜ ǎǳŎŎŜǎǎ ƻŦ ǘƘŜ ǿƻǊƪŦƻǊŎŜ ŘŜǾŜƭƻǇƳŜƴǘ 
strategy. 
#9. BMCC campus. EOU can provide the leadership and technical resources needed to 
accomplish the task of realizing a BMCC campus in La Grande. 
#11. Community leadership. As a regional economic engine housing highly educated 
staff, faculty and students, EOU represents a potential key player in providing current 
and future community leaders. 
#12. Community branding. It is very likely that the solid, quality brand that the City 
ǎŜŜƪǎ Ƴŀȅ ǾŜǊȅ ǿŜƭƭ ŘƛǊŜŎǘƭȅ ǊŜƭŀǘŜ ǘƻ ōŜƛƴƎ ǘƘŜ άIƻƳŜ ƻŦ 9ŀǎǘŜǊƴ hǊŜƎƻƴ ¦ƴƛǾŜǊǎƛǘȅΦέ 

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

10 

Solidify 
economic 
relationship 
with EOU  

Eastern Oregon 
University & 
City of La 
Grande 

1. 3ÅÔ ȰÖÉÓÉÏÎȱ ÆÏÒ 
%/5ȭÓ ÒÏÌÅ ÉÎ 
#ÉÔÙȭÓ ÆÕÔÕÒÅ 1. Discuss in 

work session & 
ultimately take 
formal action 

Create new 
economic 
opportunities for 
the community  
that capitalize 
ÏÎ %/5ȭÓ 
presence 

2. Recognize 
Education as a 
key economic 
development 
strategy 

3. Engage EOU 
leadership 

2. Set up initial 
meeting(s) and 
encourage 
continued 
mutually 
beneficial dialog 
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  EOU is an easily identified key asset in the local 

economy. Success can lead to good jobs, benefits 
and a better -educated workforce.  

  There is much support for this initiative, and it has 
been a recurring theme  in many broad areas of 
interest . 

  Maintaining focus on the initiative by EOU & the 
City.  

 Resource needs are largely unknown.  

 The two entities have co -existed for many years, 
yet the opportunities still remain unrealized.  

This strategy represents a wide, almost limitless, range of opportunities that may exist 

to create stronger ties between the existence of EOU in the community and a 

purposeful outcome of increased local economic opportunities. The presence of a 

four-year university presents one of the strongest assets La Grande can leverage for 

economic success. When looking at comparable communities, the presence of EOU in 

La Grande is a clear stand-out asset that many or most competitors lack and should be 

exploited fully. Immediate direct benefits include jobs with good wages and benefits 

and a well-educated workforce. A well-executed relationship with mutually-agreed 

upon strategic outcomes may result in increased community economic opportunities, 

including the attraction, engagement and retention of young professionals. 

Since the City of La Grande obviously does not control or manage the University, it is 

incumbent upon the City leadership to appropriately engage EOU leadership to 

support the concept of leveraging the university as a community economic asset. 

Given that both the City and the University are facing uncertain economic futures of 

their own, it may be challenging to get or maintain the full attention of either entity 

and realize the degree of focus that success will require. It is important for the City to 

understand turning the university into a community economic engine is not the goal or 

mission of the University. Iǘ ƛǎ ǳǇ ǘƻ ǘƘŜ /ƛǘȅ ǘƻ άǎŜƭƭέ ǘƘŜ ǳƴƛǾŜǊǎƛǘȅ ƻƴ ǘƘŜ ǎǘǊŀǘŜƎȅΩǎ 

value. 

For the strategy to be fully effective there needs to be a strong sense of place, that La 

DǊŀƴŘŜ ƛǎ ǘǊǳƭȅ ŀ άŎƻƭƭŜƎŜ ǘƻǿƴΦέ ¢Ƙƛǎ ǎƘƻǳƭŘ ōŜ ŎƻƴǾŜȅŜŘ ŀǘ ƪŜȅ community entry 

points, especially in the downtown. The University should be an economic engine 

beyond the jobs that it directly creates; EOU should serve to spin off small businesses 

and provide support to other businesses and agencies in the community. Its staff and 

faculty should be involved and engaged in the community, professionally and civically. 

The campus should be a focal point for festivals, events, athletics, culture, music, etc.  

Why the strategy makes 

sense for La Grande:  

Upsides:  

Challenges : 
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Steps in the short -term should include:  

1. City Council fully embraces the concept of a more integral approach with 

EOU, interlinking our respective economic development strategies. 

TIMELINE: Complete 2010 

2. A series of focused meetings begin with joint City/ EOU leadership to 

explore opportunities. 

TIMELINE: 2010 

3. A preliminary jointly developed plan outlining 1-3 year goals/  action steps. 

TIMELINE: 2010 ɀ 2011. 

4. Begin implementation of 3-5 specific actions. 

TIMELINE: 2010 ɀ 2011. 

5. Begin to measure effects and impacts of strategy. 

TIMELINE: 2011 ɀ 2012.  

6. Begin developing longer-term goals, objectives and tasks based on the 

successes of the short-term tactics. 

TIMELINE: 2012 

 

Resources required:   

1. Staff and Council time. 

a. 2010 ɀ preparation; 1+ Council meetings; 2-3 exploration meetings 

with EOU; 1-2 months drafting plan; 1+ plan implementation meetings with 

EOU 

b. 2011 ɀ implementation and evaluation; 2-3 evaluation meetings with 

EOU; activities focused on plan implementation 

2. Other resources are dependent on what specific actions are agreed upon, 

but could include any or all of the following:  

a. Ongoing staff & Council time 

b. Urban Renewal resources 

c. Public Works resources 

 

Strategy supports the following:  

 City Council 2009 Vision & Supporting Goals 

 Major recurring theme offered by ad hoc stakeholder task force (see also Appendix D.) 

 The 2009 UCEDC economic development strategic plan top-ranked strategy of 

Ȱ%ÄÕÃÁÔÉÏÎ $ÅÖÅÌÏÐÍÅÎÔȱ ɉÓÅÅ ÁÌÓÏ !ÐÐÅÎÄÉØ %ȢɊ 

 Goal 9 report (see also Appendix F.) 

 La Grande Urban Renewal Plan 
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Priority 11 

Strategy 
Implement methods to increase and improve community 
leadership capacity-building. 

Supports 
Vision/Goal 

ά²Ŝ ǿƛƭƭ ŎƘŀƳǇƛƻƴ ǇǳōƭƛŎ involvement and civic leadership that values economic, 
ecological, and social stewardship, while maintaining our small-ǘƻǿƴ ŎƘŀǊŀŎǘŜǊΦέ 

KEY Short-
term step 

Lƴƛǘƛŀƭ ǎǘŜǇǎ ƴŜŜŘ ǘƻ ōŜ ǘŀƪŜƴ ǘƻ ŘŜǘŜǊƳƛƴŜ ǘƘŜ /ƛǘȅΩǎ ōŜǎǘ ǊƻƭŜ ƛƴ ǘƘƛǎ ōǊƻŀŘ ƛƴƛǘƛŀǘƛǾŜΦ 

KEY Short-
term 

outcome 
EXAMPLES 

! ¸ƻǳƴƎ tǊƻŦŜǎǎƛƻƴŀƭǎΩ bŜǘǿƻǊƪ ƛǎ ŦƻǊƳŜŘΦ 
A local lead agency is identified to develop this initiative. 

Relationship 
to other 

strategies 

#2. BR&E. An effective community/ volunteer-based BR&E strategy will rely upon and 
build community leadership capacity. 
#10. EOU. The University is an excellent and logical source for building and providing 
future community leaders. 
#8. /ƛǘȅΩǎ ǇǊƻ-business environment. The City Council and others will be required to 
exhibit effective leadership to demonstrate that such a philosophy is in the best 
interest of the citizens of La Grande. 

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

11 

Increase and 
improve 
community 
leadership 
capacity -
building  

Not identified  

Provide 
leadership, 
vision, technical 
resources 

Engage a 
stakeholder 
group to assess 
needs and 
establish a lead 
agency, roles & 
responsibilities 

La Grande 
enjoys an 
engaged 
citizenry with a 
leadership 
ȰÓÕÃÃÅÓÓÉÏÎ 
ÐÌÁÎȱȠ Ample 
opportunities 
exist for 
leadership 
development; 
We have 
assessed 
leadership needs 
and gaps 
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  There is an apparent need and concern for the 
ÃÏÍÍÕÎÉÔÙȭÓ ÁÂÉÌÉÔÙ ÔÏ ÇÒÏ× ÁÎÄ ÄÅÖÅÌÏÐ ÆÕÔÕÒÅ 
leaders .  

 Success will ensure sustainability.  

  A planned approach and implementation can make 
the community more attractive . 

 Efficiencies will be realized . 

  No lead agency has been identified.  

 Strategy may seem too nebulous or intangible for 
some to fully support.  

 Plan has not been even partially formulated.  

 

The community is blessed an abundance of talent. It is likely some of this talent goes untapped 

or unknown. Further, the community can do more to attract, engage and retain talent. Any 

ŎƻƳƳǳƴƛǘȅ ǿƻǳƭŘ ōŜ ǿƛǎŜ ǘƻ ŎǊŜŀǘŜ ƛǘǎ ƻǿƴ άǎǳŎŎŜǎǎƛƻƴ Ǉƭŀƴέ ƻŦ ƭŜŀŘŜǊǎƘƛǇΦ Lǘ ƛǎ ōŜǘǘŜǊ ǘƻ 

ƘŀǾŜ ŀ ǿǊƛǘǘŜƴ Ǉƭŀƴ ƻŦ ŀŎǘƛƻƴ ŘŜǾŜƭƻǇŜŘ ǘƘŀƴ ǘƻ ǊŜƭȅ ƻƴ ǘƘƛǎ ƻŎŎǳǊǊƛƴƎ άōȅ ŀŎŎƛŘŜƴǘέ ŀǎ ƛǎ ƻŦǘŜƴ 

the case. As this issue surfaced during the stakeholder sessions of May and June 2009, two 

ƛǎǎǳŜǎ ǎǳǊŦŀŎŜŘΥ ƻƴŜ ƛǎ ǘƘŜ ŎƻƳƳǳƴƛǘȅΩǎ ŀōƛƭƛǘȅ ǘƻ Ŧǳƭƭȅ ǳǘƛƭƛȊŜ ǘƘŜ ǘŀƭŜƴǘ ŀƴŘ ƘǳƳŀƴ ǊŜǎƻǳǊŎŜǎ 

it has available to it now and into the future; the second related more closely to leadership 

and capacity. 

An effort is underway in early 2010 to form a Young Processionals Network, with the goal to 

attract, engage and retain young professionals in the community. Initially, this is being 

coordinated in concept with partners from the Chamber of Commerce, City of La Grande, 

Eastern Oregon University and possibly the Workforce Investment Board. The initiative is 

patterned after successful efforts in other communities around the country. 

Other resources, such as the Ford Family Foundation, may be able to fulfill the need of 

leadership capacity-building in La Grande and Union County. What is critical initially is for a 

community-ǿƛŘŜ ƭŜŀŘ ŀƎŜƴŎȅ ǘƻ ōŜ ƛŘŜƴǘƛŦƛŜŘ ŀƴŘ ŦƻǊ ǘƘŜ /ƛǘȅΩǎ ǊƻƭŜ ƛƴ ǘƘŜ ƛƳƛǘŀǘƛǾŜ ǘƻ ōŜ 

clearly defined. 

Steps in the short -term should include:  

1. Determine and identify clearly the need, relevant issues and lead agency. 

TIMELINE:  2010. 

2.  #ÉÔÙ #ÏÕÎÃÉÌ Ǫ ÓÔÁÆÆ ÄÅÔÅÒÍÉÎÅ #ÉÔÙȭÓ ÒÏÌÅ ÉÎ ÔÈÅ ÉÎÉÔÉÁÔÉÖÅȢ 

TIMELINE: 2010. 

3. Provide support to a Young Professionals initiative. 

TIMELINE: 2010 ɀ 2011  

 

Why the strategy 

makes sense for           

La Grande:  

Upsides:  

Challenges : 
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Resources required:   

1. Staff and Council time. 

a. Meetings with community stakeholders to determine scope of 

ÉÓÓÕÅ ÁÎÄ ÉÄÅÎÔÉÆÙ ÌÅÁÄ ÁÇÅÎÃÙ ÁÎÄ #ÉÔÙȭÓ ÒÏÌÅÓȢ 

b. Staff time to potentially assist in appropriate plan implementation. 

c. Staff support to Young Professionals initiative. 

2. No known financial resources identified at this time.  

 

This strategy s upports the following:  

 City Council 2009 Vision & Supporting Goals 

 Some work underway as it relates to the formation of a Young Professionals Network 

 Theme offered by ad hoc stakeholder task force (see also Appendix D.) 

 

 

 

THIS SECTION INTENTIONALLY LEFT BLANK 
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Priority 12 

Strategy 
Develop and implement a cohesive community branding and 
ƳŀǊƪŜǘƛƴƎ ǎǘǊŀǘŜƎȅ ǘƘŀǘ ƛƴŎƭǳŘŜǎ ǘƻǳǊƛǎƳΩǎ role. 

Supports 
Vision/Goal 

ά²Ŝ ǿƛƭƭ ǇǊƻƳƻǘŜ ǘƘŜ ƴŀǘǳǊŀƭ ōŜŀǳǘȅ ŀƴŘ ǊŜǎƻǳǊŎŜǎ ƻŦ ǘƘŜ DǊŀƴŘŜ wƻƴŘŜ ±ŀƭƭŜȅΣ ǿƘƛŎƘ 
provide recreational opportunities and quality of life benefits that complement our 
ŜŎƻƴƻƳƛŎ ŘŜǾŜƭƻǇƳŜƴǘ ƻōƧŜŎǘƛǾŜǎΦέ 

KEY Short-
term step 

Facilitate an honest assessment of weaknesses and opportunities related to a strong 
community brand. 

KEY Short-
term 

outcome 
EXAMPLES 

The City Council acknowledges that branding is critical to advancing the economic 
future of the community. 
La Grande decides to move ahead on a branding process and agrees to hire a 
professional branding expert to guide the process. 

Relationship 
to other 

strategies 

#1. Downtown revitalizationΦ 5ƻǿƴǘƻǿƴ ǊŜǇǊŜǎŜƴǘǎ ǘƘŜ άƘŜŀǊǘ ϧ ǎƻǳƭέ ƻŦ ǘƘŜ 
community, representing its past, present & future, including unique commercial 
architecture. 
#3. Business Park marketing, #6. Recruitment & marketing. A critical end use of a 
branding platform will be for the attraction of new investment to the community. 
#9. Tourism. The attraction of visitors and new investment to the community is a key 
use of a branding message. 
#10. EOU. As a central community asset, EOU can be a central theme in the La Grande 
brand. 

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

12 

Develop a 
high -quality 
brand for the 
community  

City of La 
Grande, Union 
County Tourism 

Provide 
leadership, 
vision, technical 
resources 

1. Determine the 
desire when, if 
and how to 
move forward 
with branding  

The La Grande/ 
Union County 
community is 
identified 
through a 
consistent and 
high-quality 
brand 

2. Provide 
resources to 
develop 
branding 
strategy 

  The community appears to be at a place to 
consider taking on a branding  strategy.   

 Branding can help improve and support many of 
the other strategies in this Plan.  

  Successful branding can lead to a more healthy 
economic future for the community . 

 Branding adds value to the products and services 
offered by the community . 

  Branding can be expensive.  

 Community branding is a progressive concept that 
may not be embraced or fully understood by all.  

Why the strategy 

makes sense for           

La Grande:  

Upsides:  

Challenges : 
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Community branding is much more than the development of a new logo and tagline. While 

those elements are included and can become the more visible parts of a community branding 

strategy, the goal of the branding strategy should be to identify and reinforce the brand. 

As stated on Oregon-ōŀǎŜŘ .ƛƭƭ .ŀƪŜǊΩǎ ά¢ƻǘŀƭ 5Ŝǎǘƛƴŀǘƛƻƴ aŀƴŀƎŜƳŜƴǘέ ǿŜōǎƛǘŜΥ ά{uccessful 

Ŏƛǘȅ ŀƴŘ ǊŜƎƛƻƴŀƭ ōǊŀƴŘǎ ŀǊŜ ōǳƛƭǘ ŀǊƻǳƴŘ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ ǘƻǘŀƭ ŘŜǎǘƛƴŀǘƛƻƴ ŜȄǇŜǊƛŜƴŎŜ ς before, 

during, and after their encounter with the place. Decades of practical experience enables us to 

bring a strong strategic edge to your destination to bring greater effectiveness to your tourism 

marketing and economic development performance. We provide the tools for greater 

efficiency in seizing competitive advantage and creating breakthrough communications, bold 

designs, innovative product development and brand experiences that will delight your 

ŎǳǎǘƻƳŜǊǎΦέ 

This example draws mainly from a strategy geared toward tourism, but it really matters little 

whether the brand is primarily used for tourism, business attraction, or improving constituent 

confidence; the product is essentially the same and only the message may be altered to better 

ŀƭƛƎƴ ǿƛǘƘ ǇŀǊǘƛŎǳƭŀǊ ŀǳŘƛŜƴŎŜǎΦ .ǊŀƴŘƛƴƎ ŀƴŘ άǎŜƭƭƛƴƎέ ŀ ŎƻƳƳǳƴƛǘȅ ƛǎ ƴƻǘ ŜƴǘƛǊŜƭȅ ǳƴƭƛƪŜ 

ǎŜƭƭƛƴƎ ŀƴȅ ƻǘƘŜǊ ǇǊƻŘǳŎǘ ƻǊ ǎŜǊǾƛŎŜΣ ŀƴŘ ƛǘ ƛǎ ŜǾƛŘŜƴǘ ƛƴ .ŀƪŜǊΩǎ ǘŜȄǘ Ƙƻǿ Ŝŀǎƛƭȅ the pitch could 

ōŜ ŘŜǎŎǊƛōƛƴƎ ǾƛǊǘǳŀƭƭȅ ŀƴȅ ǇǊƻŘǳŎǘ ƻǊ ǎŜǊǾƛŎŜΦ !ƴŘ ǘƘŀǘΩǎ ǘƘŜ Ǉƻƛƴǘ ς to be effective, the 

community must begin to think of itself in the context of a product-consumer scenario. 

Competition is fierce; the goal is to differentiate our community from the masses and fulfill a 

promise based on the values that we promote.  

.ǳǘ ōǊŀƴŘƛƴƎ ƛǎ ƴƻǘ ŦƻǊ ǘƘŜ Ŧŀƛƴǘ ƻŦ ƘŜŀǊǘΤ .ŀƪŜǊ ƘƛƳǎŜƭŦ ǇǊƻŦŜǎǎŜǎΣ άBranding is one of today's 

hottest and most misunderstood destination management and marketing concepts.έ ²ƘƛƭŜ ŀ 

successful branding campaign could certainly transform the way La Grande looks at itself and 

projects the community to the outside world, the key unanswered question remains whether 

or not the community is ready for such a bold strategy, which is why this strategy is listed last. 

Steps in the short -term should include:  

1. City Council discusses merits and timing of a brand development strategy. 

TIMELINE:  2010 - 2011. 

2. If deemed appropriate, Council begins to discuss resource allocations and 

timing for the development of a branding strategy. 

TIMELINE: 2010 ɀ 2011. 
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Resources required:  

1. Staff and Council time to organize and facilitate meetings. 

2. Financial needs are unknown at this time and will be based on the timing 

and level of development the City desires. It should be assumed that the initial 

investment in such a campaign could be around $25,000. Some funding could be 

derived from outside granting sources as well as transient lodging taxes 

internally.   

 

This strategy s upports the following:  

 City Council 2009 Vision & Supporting Goals 

 

 

 

THIS SECTION INTENTIONALLY LEFT BLANK 
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Priority 13 

Strategy 

Assess new opportunities retail/ commercial projects within and 
outside of downtown, including a retail development strategy with 
Island City. 

Supports 
Vision/Goal 

¢Ƙƛǎ ƛǘŜƳ ŘƻŜǎ ƴƻǘ ŘƛǊŜŎǘƭȅ ǎǳǇǇƻǊǘ ǘƘŜ /ƻǳƴŎƛƭΩǎ ±ƛǎƛƻƴ ƻǊ ƛǘǎ ǎǳǇǇƻǊǘƛƴƎ DƻŀƭǎΣ ōǳǘ 
indirectly supports the Goal of : 
 
ά²Ŝ ǿƛƭƭ ŜƴƘŀƴŎŜ ŀƴŘ ƎǊƻǿ ƻǳǊ ŘƛǾŜǊǎŜ ŜŎƻƴƻƳȅ ǘƘǊƻǳƎƘ ƛƴƴƻǾŀǘƛƻƴΣ partnerships, and 
ǊŜƭŀǘƛƻƴǎƘƛǇǎΣ ǘƻ ŎŀǇƛǘŀƭƛȊŜ ƻƴ ƻǳǊ ŜȄƛǎǘƛƴƎ ǎǘǊŜƴƎǘƘǎ ǿƘƛƭŜ ǎŜŜƪƛƴƎ ƴŜǿ ƻǇǇƻǊǘǳƴƛǘƛŜǎΦέ 

KEY Short-
term step 

The City Council should determine whether or not it desires to make retail development 
a key part of its economic development strategy. 

KEY Short-
term 

outcome 
EXAMPLES 

An accord is reached between La Grande and Island City with regard to retail 
development. 
A retail market analysis is developed and implemented. 

Relationship 
to other 

strategies 

#1. Downtown revitalization. Many of [ŀ DǊŀƴŘŜΩǎ ŎǳǊǊŜƴǘ ŀƴŘ ŦǳǘǳǊŜ ǊŜǘŀƛƭ 
opportunities will exist downtown. 
#2. BR&E. A community-wide initiative should include all industry sectors. To grow the 
retail sector, expansion and retention efforts will be critical. Also, expanded job 
opportunities with local businesses will lead to additional disposable income and 
increased retail spending. 
#6. Recruitment & marketing. Many real or perceived product gaps and opportunities 
exist in the La Grande retail market, leading to needs to attract new types of businesses. 
Additionally, to grow the retail sector, the base employment sector must also grow. 
#8. /ƛǘȅΩǎ ǇǊƻ-business environment. In order to foster retail business growth and to be 
competitive with neighboring jurisdictions when competing for projects, the City of La 
Grande must portray a positive, pro-business process. 
#14. Tourism. One of the ways to grow the retail business market is to expand that 
market through converting more visitor dollars into local retail spending. 

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

13 

Consider a 
retail 
development 
strategy  

City of La 
Grande, Union 
County Chamber 
of Commerce, 
City of Island 
City 

Provide 
leadership, 
vision, technical 
resources 

1. Initiate 
discussion with 
Urban Renewal 
Advisory 
Commission & 
Chamber of 
Commerce 
Board 

Provide the 
citizens of La 
Grande with an 
acceptable level 
of retail 
opportunities; 
obtain highest 
& best value of 
development 
and property 
taxes from 
commercial 
properties 

2. Develop 
appropriate 
strategy for new 
retail 
development 
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  La Grande is in need of additional retail 

opportunities .  

 The local tax base needs to be expanded and there 
are vacancies downtown.  

  Vacant buildings downtown can be filled and other 
sites appropriately zoned for retail can be 
developed . 

 The provision of a wide variety of retail will help 
prevent the leakage of retail spending . 

  We are losing retail opportunities to Island City, 
and a solution is not readily apparent.  

 Job losses in the primary sector will exacerbate a 
lack of retail spending.  

 La Grande may have more retail space downtown 
than the market can absorb.  

The combination of several factors, including: slow population growth, an abundance of 

downtown retail spaces, loss of base industry jobs and new retail development occurring in 

neighboring Island City ς indicate there is an apparent need for La Grande to create a focused 

retail development plan to protect and grow its retail base and address retail leakage. 

It is recommended the following tactics be employed to improve the development of new and 

expanded retail opportunities in La Grande: 

1. Initiate dialog with Island City regarding cooperative retail development. 

2. Conduct a community-wide and downtown specific retail market analysis. 

3. Re-focus tourism efforts, focus and performance measurement to expand retail 

market by increasing retail spending by visitors. 

4. Create additional primary sector and other high-wage jobs to improve retail spending. 

5. Assess existing retailer needs through BR&E efforts to provide needed technical 

assistance and other programs to assist and improve current retail base. 

6. Calculate and qualify downtown and non-downtown available square footage and 

buildable sites for future retail business opportunities. 

 

While retail is not and will never be a primary jobs sector in La Grande, it is an important 

economic development component to address the following aspects of community 

development: 

 Downtown revitalization 

 Prevention of retail leakage 

 Improve tourism product mix 

 Provide new business opportunities and jobs 

 Improve tax base 

Why the strategy 

makes sense for La 

Grande:  

Upsides:  

Challenges : 
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Steps in the short -term should include:  

1. Initiate dialog with Island City regarding cooperative retail development. 

TIMELINE:  2010. 

2. Conduct retail market analyses. 

TIMELINE: 2010 ɀ 2011. 

3. Consider re-focusing tourism efforts on increased retail spending. 

TIMELINE:  2010. 

4. Quantify retail space, building and development opportunities. 

TIMELINE:  2010 ɀ 2011. 

5. Use retail BR&E data to drive solutions specific to the sector and 

individual business needs 

TIMELINE: 2010 and ongoing. 

Resources required:   

1. Staff and Council time. 

a. Meetings with Island City, tourism partners, realtors, property 

owners and others to develop a strategy. 

b. Staff or consultant time for space analysis. 

c. Unknown resources to translate BR&E data and apply actions. 

2. City financial resources 

a. $5,000 to $10,000 for market analysis ɀ could be grant funded. 

 

This strategy s uppor ts the following:  

 City Council 2009 Vision & Supporting Goals 

 References are made to this strategy in the Goal 9 report (see also Appendix F.) 

 La Grande Urban Renewal Plan 
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Priority 14 

Strategy 
Shift tourism marketing strategy to focus on attracting population 
growth, retail spending and business investments. 

Supports 
Vision/Goal 

ά²Ŝ ǿƛƭƭ ǇǊƻƳƻǘŜ ǘƘŜ ƴŀǘǳǊŀƭ ōŜŀǳǘȅ ŀƴŘ ǊŜǎƻǳǊŎŜǎ ƻŦ ǘƘŜ DǊŀƴŘŜ wƻƴŘŜ ±ŀƭƭŜȅΣ ǿƘƛŎƘ 
provide recreational opportunities and quality of life benefits that complement our 
econoƳƛŎ ŘŜǾŜƭƻǇƳŜƴǘ ƻōƧŜŎǘƛǾŜǎΦέ 
 
Also addresses a number of the goals in the respect that tourism is one of the vehicles 
ōȅ ǿƘƛŎƘ ǿŜ άǘŜƭƭ ǘƘŜ ǿƻǊƭŘέ ƻŦ ƻǳǊ ŀǎǎŜǘǎΦ 

KEY Short-
term step 

¢ƘŜ /ƛǘȅ ǎƘƻǳƭŘ ŀƴƴǳŀƭƭȅ άŀǳŘƛǘέ ǘƘŜ ŜŦŦŜŎǘƛǾŜƴŜǎǎ ƻŦ ƛǘǎ ǇǊƻƎǊŀƳΣ ensuring alignment 
with goals. Consider tightening alignment with stated economic development goals. 

KEY Short-
term 

outcome 
EXAMPLES 

Room tax revenues increase. 
Retail business openings downtown increase. 
Tourism is used as an effective business recruitment tool. 

Relationship 
to other 

strategies 

#1. Downtown revitalization. Downtown is a key tourism asset and offers many 
elements which will be attractive to visitors. 
#3. Business Park marketing, #6. Recruitment & marketing.  Tourism can serve as a tool 
for business marketing and recruitment; the two should work hand-in-hand. 
#12. Community Branding. It is important to effectively brand the product that is the 
place so that messages can be focused and professional. 
#13. Retail development. Retail growth in La Grande is stagnant at best; tourism can 
serve to expand the market for local retailers and bring in new money. 

 Strategy  
Lead Agency/ 

Agencies 
#ÉÔÙȭÓ 2ÏÌÅ Action Steps  Outcomes  

14 

Relate tourism 
to economic 
development 
strategies & 
values 

City of La 
Grande, Union 
County Tourism 

Match funding 
and 
management of 
TRT funds to 
outcomes; 
provide 
leadership & 
vision 

Assess tourism 
strategy to 
determine how 
to achieve best 
value and 
alignment 

The City has a 
stake in a 
tourism 
program that 
supports 
overall 
economic 
development 

  La Grande has much to offer visitors .  

 Alignment with economic development is cost -
effective.  

  A great opportunity to better leverage resources . 

 Alignment will provide a more cohesive set of 
strategies . 

  The relationship between the City and the tourism 
program has  been tenuous at times.  

 Strategy may require additional resources, which 
are scarce and non -evident . 

Why the strategy 

makes sense for           

La Grande:  

Upsides:  

Challenges : 
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It is critical that the City continues to ensure the local tourism program is returning appropriate 

value and is being responsive. The proposal of this strategy does not necessarily imply that the 

tourism program is not currently providing value to the City, but it does suggest that with 

better focus and alignment the program could provide additional value and different value to 

the City than it does now or has done historically. 

Lƴ ŀŘŘƛǘƛƻƴ ǘƻ ŎƻƴǘƛƴǳƛƴƎ ŘƻƛƴƎ ǘƘŜ άƴƻǊƳŀƭέ ŀƴŘ άǘǊŀŘƛǘƛƻƴŀƭέ ŦǳƴŎǘƛƻƴǎ ǘƘŀǘ ǘƘŜ ǘƻurism 

program performs on an annual basis, there are two specific areas of focus, which if applied 

and executed well, would add new value to our economic development efforts: 

1. Provide strategic focus on increasing retail sales in La Grande, especially among 

downtown retailers. With little or no local population growth and increasing retail competition 

from nearby Island City, one way for La Grande (especially downtown) retailers to increase 

their market share is consider a retail sales base beyond Union County. Tourism can function to 

bring more customers to local retailers and can be evaluated directly as a result of the success 

of this strategy. 

2. ¦ǎŜ ǘƻǳǊƛǎƳ ŀǎ ǘƘŜ ǇǊƛƳŀǊȅ άǎƻŦǘ ǎŜƭƭέ ōǳǎƛƴŜǎǎ ǊŜŎǊǳƛǘƳŜƴǘ ǎǘǊŀǘŜƎȅΦ Other areas of 

the state have realized the wisdom of using modified traditional tourism marketing tactics to 

attract new businesses to the area. Some number of businesses which have relocated to the 

area or may consider relocating, choose the area first based on recreation-related and quality 

of life aspects. Whether for business or visiting, the product (place) being marketed is largely 

the same. Better coordinated tourism-economic development marketing will lead to greater 

efficiencies, leveraging of resources and more focused strategies. Tourism can be viewed not 

as an end unto itself, but rather a means to an end that is a focused marketing tool to attract 

new investment into the community by showcasing the values of the community to potential 

new investors. 

Steps in the shor t -term should include:  

1. Staff and Council discusses concept with tourism provider.  

TIMELINE:  2010. 

2.  City Council adopts a new work plan with tourism provider  to reflect a re-

focused tourism strategy that supports economic development goals. 

TIMELINE: 2010 ɀ 2011. 

3. Staff assists tourism provider  to develop and implement a new tourism 

marketing plan to support the MOU.  

TIMELINE:  2011 ɀ 2012. 
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Resources required:   

1. Staff and Council time. 

a. Meetings with tourism provider  to develop concept, work plan & 

strategy. 

b. Staff time for plan implementation.  

2. Unknown source of resources ɀ City, tourism provider  or other. 

a. Unknown amount of resources to implement plan ɀ could be grant 

funded. 

 

This strategy s upports the following:  

 City Council 2009 Vision & Supporting Goals 

 Some work underway through joint signage projects, as an example 

 References made in the 2009 UCEDC economic development strategic plan strategy of 

Ȱ,ÏÃÁÌȾ 2ÅÇÉÏÎÁÌ 4ÏÕÒÉÓÍȱ ɉÓÅÅ ÁÌÓÏ !ÐÐÅÎÄÉØ %ȢɊ 

 

 

 

 

THIS SECTION INTENTIONALLY LEFT BLANK 
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APPENDIX A. 

La Grande Economic Development Assessment 

By Charlie Mitchell, CEcD; October/ November 2009 

As one of a half-dozen Certified Economic Developers in Oregon, Charlie Mitchell is qualified to 

offer a professional assessment of the economic development conditions in La Grande based 

on one full year of inside observation and working and living in the community. What follows is 

his personal and professional assessment of the current situation with recommendations of 

what steps could be made to improve each observation. The La Grande City Council is 

encouraged to treat this assessment as it would one offered by a professional consultant 

secured by the City to perform similar work.  

Items listed are not sorted, ranked or provided in any particular order or priority. This 

assessment is intended to be professional, candid, unbiased and honest. It is often easier for an 

outside consultant to make bold and potentially controversial assessments than for a locally-

hired staff member who has developed relationships and may be seen as inherently biased. 

However, the author has made every effort to develop this section as if he were hired by the 

community solely for this purpose.  

In addition to an independent analysis based on personal immersion and observation, it is 

worth noting several recurring themes and statements experienced over the past 12 months: 

1. ά²ŜΩǊŜ ǇƭŀƴƴŜŘ ǘƻ ŘŜŀǘƘΦέ Members of the community have grown weary of planning 

efforts without perceived adequate follow-through, action and implementation. 

2. ά¢ƘŜǊŜ ƛǎ ǘƻƻ ƳǳŎƘ ŦǊŀƎƳŜƴǘŀǘƛƻƴΦέ There is a real or perceived sentiment that there are 

too many different organizations involved with economic development leading to 

potential redundancy, overlap and a fractured process. 

3. άAll of the new retail development is going to LǎƭŀƴŘ /ƛǘȅΦέ There appears to be a degree 

of unhealthy competition between La Grande and Island City for new retail 

development projects; some believe that La Grande is less business-friendly than Island 

City; others believe that Island City has more relaxed standards ŎǊŜŀǘƛƴƎ ŀƴ άǳƴƭŜǾŜƭ 

ǇƭŀȅƛƴƎ ŦƛŜƭŘΦέ 

This section focuses solely on issues that need to be improved and is not intended to be a 

comprehensive analysis of strengths and weaknesses (i.e. SWOT, which is included elsewhere in 

this Plan), so this section may aǇǇŜŀǊ ǘƻ ǎƻƳŜ ǘƻ ōŜ ƻǾŜǊƭȅ άƴŜƎŀǘƛǾŜέ ƛƴ ƛǘǎ ƴŀǘǳǊŜΦ ¢ƘŜ ƛƴǘŜƴǘ 

of this section is to critically and professionally assess perceived shortcomings and offer 

potential solutions. This assessment is somewhat subjective, but is based on comparing La 

Grande to other communities or observed best practices in place elsewhere. Many of the items 
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listed below will also be referenced in more detail in other parts of this Plan. Not all of these 

observations are solely within the scope of the City of La Grande to affect and realize successful 

outcomes; however, there is a role for the City to play within each of them. 

 

1. Retail development in La Grande may be hindered. La Grande is fortunate to have a 

considerable inventory of prospective retail opportunities in its downtown. There is an 

abundance of street-level/ ground-floor locations in a variety of square-footages and 

layouts to accommodate a wide assortment of potential retail uses. Likewise, there are 

opportunities for additional retail opportunities along Island Avenue and on East Adams. 

Limited opportunities are also available along Cove Avenue. However, there is adequate 

real and perceived concern that many new and larger retail opportunities are occurring in 

the adjacent municipality of Island City that the issue deserves discussion. The situation is 

exacerbated by several factors: 

1. ¢ƘŜ ŀǊŜŀΩǎ ǇƻǇǳƭŀǘƛƻƴ ƛǎ ƴƻǘ ƎǊƻǿƛƴƎ ǎƛƎƴƛŦƛŎŀƴǘƭȅΣ ƳŜŀƴƛƴƎ ǘƘŀǘ ǘƘŜ ǊŜǘŀƛƭ ƳŀǊƪŜǘ ƛǎ ƴƻǘ 

growing. For every new square foot of retail that is added in Island City, there is the 

potential that a square foot of retail in downtown La Grande is at risk. This can be 

mitigated by several factors: 

a. Grow the retail base by marketing the area for population growth. 

b. Grow the retail base by improving tourism spending. 

c. Enhance niche markets. 

2. Tax rates and development standards differ between the two jurisdictions. 

The recommendation associated with this observation is three-fold: 

1. Increase and improve the retail base in downtown La Grande that does not 

directly compete with what is being offered in Island City or elsewhere in Union 

County. 

2. Improve relations between La Grande and Island City in an effort to create a 

team approach to regional retail development. 

3. Develop a unified, county-wide approach to retail development that focuses on 

stemming retail leakage and enhancing retail surplus. 

  



76 
 

Short-Term Strategy:  

1. Begin dialog with Island City. 

2. Through the Main Street program, begin an aggressive retention, 

expansion, attraction retail program. 

 

2. There is obvious fragmentation in local/ regional economic development efforts.  In a 

county of only 25,360 and a three-county region of only 48,930, there are approximately 13 

different organizations performing some function of economic development in Union 

County alone, as referenced by Richard Gardner/ Bootstrap Solutions in his recent economic 

development assessment of the area. These findings were part of an undated report titled, 

άwŜŎƻƳƳŜƴŘŀǘƛƻƴǎ CƻƭƭƻǿƛƴƎ ! wŜǾƛŜǿ ƻŦ ǘƘŜ ±! /ƭƛƴƛŎ {ƛǘƛƴƎ tǊƻŎŜǎǎ ƛƴ [ŀ DǊŀƴŘŜΣ 

hǊŜƎƻƴΦέ At the very least, additional consideration should be given to the consolidation of 

economic development in Union County between the Union County Chamber of Commerce, 

the Union County Economic Development Corporation, Union County Tourism, Blue 

Mountain Conference Center and possibly La Grande Main Street. The first four of these are 

county-wide programs. Additional consideration should be given to forming or 

strengthening a regional two or three-county initiative with respect to economic 

development marketing and project coordination. 

 

Recommendations: 

1. Fold as many county-wide economic development initiatives as possible under the 

Union County Chamber of Commerce. Separate boards, committees and staff 

specialists will be required. 

2. Develop a Union-Wallowa-Baker or Union-Wallowa economic development program 

to solidify a regional approach to marketing. A strong regional cooperative will 

benefit all of the respective partners and allow for new and more aggressive 

opportunities that would not be available to individual partners. 

Short-Term Strategy:  

1. Begin discussions with Chamber on feasibility of integration. 

2. Begin discussions with Wallowa & Baker representatives on a three-

county initiative. 
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3. Additional opportunities exist to leverage EOU as a key community asset. Eastern Oregon 

University is clearly the key unique asset that belongs to the region, county and specifically 

to La Grande. In at least three planning exercises during 2009, strengthening ties to the 

University was stated as a high priority to aid in economic development. Opportunities and 

strategies in this area appear to be almost limitless. This element has been addressed in the 

new draft UCEDC economic development plan, so it stands to improve. 

 

Recommendations: 

1. Incorporate EOU in all applicable economic development and community planning 

efforts and constantly seek to improve the relationship between the University and 

the City for mutually beneficial outcomes. 

2. LƴŎƻǊǇƻǊŀǘŜ 9h¦ ŀǎ ǇŀǊǘ ƻŦ ǘƘŜ /ƛǘȅΩǎ ƛŘŜƴǘƛǘȅΦ 

Short-Term Strategy:  

1. Engage City and EOU leadership immediately to explore options. 

 

4. There is room to improve the leverage of local health care organizations. Health care and 

associated services are together one of the very few currently growing industries, and are 

expected to see continued growth well into the future. Similar to the EOU issue related 

above, appropriate regard should be given to Grande Ronde Hospital and ODS in developing 

strategies to improve economic opportunities in the community. There may be many 

additional opportunities to add value to the existence of these successful members of the 

business community. Opportunities may also exist to combine education with health care as 

a niche industry. This element has been addressed in the new draft UCEDC economic 

development plan, so it stands to improve. 

 

Recommendation: 

1. Actively seek ways to partner with and leverage the success of GRH and ODS 

community economic development opportunities.  

Short-Term Strategy:  

1. Engage City, GRH & ODS leadership soon to explore options. 
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5. There is a need to provide more focus and attention to community beautification. First 

impressions are a key factor to decision-making by potential community investors, whether 

they are tourists, potential business relocations, new residents or retirees. It appears that 

ƻǾŜǊ ǘƛƳŜ ǊŜǎƻǳǊŎŜǎ ƘŀǾŜ ōŜŜƴ ŘƛǾŜǊǘŜŘ ŦǊƻƳ ŜŦŦƻǊǘǎ ǘƻ ŀŘŘǊŜǎǎ ǘƘŜ άŎǳǊō ŀǇǇŜŀƭέ ƻŦ ǘƘŜ 

community. Prime examples are the lack of landscaping along the west side of Island 

Avenue immediately contiguous to the Island City corporate limit and the public parking lot 

at Elm and Washington downtown. As the City Council and the community evaluate its 

identity, purpose and assets, it should give additional consideration to the impact 

beautification has upon economic development potential, especially in light of an adjacent 

municipality that has been gaining recent new commercial development. 

Recommendations: 

1. Provide for adequate and meaningful dialog on this topic and budget resources 

appropriately or develop new resources to address the problem; consider an outside 

audit to quantify the situation. 

2. Improvement in this area is both a private and a public effort and will take time. The 

City will need to take the lead on areas that it controls and promote private sector 

compliance and community pride through its leadership and incentives, not 

primarily through regulatory efforts. 

Short-Term Strategy:  

1. Begin assessing the situation; identify needs, priorities and resources 

needed. 

 

6. [ŀ DǊŀƴŘŜΩǎ ǇǊƻȄƛƳƛǘȅ ǘƻ ƴŀǘǳǊŀƭ ǊŜǎƻǳǊŎŜǎ Ŏŀƴ ōŜ ŦǳǊǘƘŜǊ ƭŜǾŜǊŀƎŜŘ ŀǎ ƪŜȅ ŀǎǎŜǘǎΦ La 

Grande finds itself in the enviable position of being located within very close proximity to a 

myriad of world-class natural resources. In addition to EOU, a historic downtown and 

ŦƭƻǳǊƛǎƘƛƴƎ ƘŜŀƭǘƘ ŎŀǊŜ ƻǊƎŀƴƛȊŀǘƛƻƴǎΣ [ŀ DǊŀƴŘŜΩǎ ŀŘƧŀŎŜƴŎȅ ǘƻ ǘƘŜ ōƻǳƴties of the Grande 

Ronde Valley, to include forest, agriculture and associate scenery, recreation and economic 

natural resources, should be viewed as a key economic development asset. In particular, 

assets such as the Mount Emily Recreation Area (MERA) and Ladd Marsh should be heavily 

promoted. 
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Recommendation: 

 

1. Fully explore the potential multitude of ways to appropriately exploit and add value 

ǘƻ ǘƘŜ ŎƛǘȅΩǎ ǇǊƻȄƛƳƛǘȅ ǘƻ ǘƘŜ ƴŀǘǳǊŀƭ ǊŜǎƻǳǊŎŜǎ ƻŦ ǘƘŜ DǊŀƴŘŜ wƻƴŘŜ ±ŀƭƭŜȅΦ 

Short-Term Strategy:  

1. Host a άbŀǘǳǊŀƭ wŜǎƻǳǊŎŜǎ {ǳƳƳƛǘέ ǘƻ ƻǇŜƴƭȅ ŘƛǎŎǳǎǎ ǘƘŜ ǘƻǇƛŎ ŀƴŘ 

identify players and issues. 

 

7. Fill the La Grande Business & Technology Park. ¢ƘŜ /ƛǘȅΩǎ ǎƛƎƴŀǘǳǊŜ ƭƻŎŀǘƛƻƴ ŦƻǊ ƴŜǿ ǉǳŀƭƛǘȅ 

job-creating businesses remains virtually empty. Enhanced efforts need to be put in place 

immediately to provide substantially more focused and aggressive strategies aimed at 

ƛƴŎǊŜŀǎƛƴƎ ƻŎŎǳǇŀƴŎȅ ǿƛǘƘ ǘƘŜ άǊƛƎƘǘέ ǘȅǇŜǎ ƻŦ ōǳǎƛƴŜǎǎŜǎΦ 

Recommendations: 

1. Provide adequate funding to develop a leading-edge marketing campaign. 

2. Develop realistic, yet aggressive goals and timelines for performance. 

Short-Term Strategy:  

1. Develop a new budget for aggressive marketing with timelines and 

performance measurements. 

2. Secure funds and begin implementing the new campaign. 

 

8. Expand industrial land base. Efforts are being taken to accomplish this task, but lengthy 

delays will cost the community job-producing opportunities. City Council and staff will need 

to make this a top priority in the coming months and provide appropriate political pressure 

and resources to ensure a timely resolution. 

Recommendation: 

1. Instigate appropriate measures to expedite expansion of industrial land base within 

the La Grande city limits. 

Short-Term Strategy:  

1. Make this a top local political priority. 

 

9. Provide more aggressive community marketing and business attraction/ recruitment 

efforts. Other regions of Oregon are having greater success in attracting new economic 
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opportunities in large part because of their more aggressive marketing tactics. If resources 

cannot be realized among a single-county stakeholder group, then a two- or three-county 

consortium should be considered. 

Recommendation: 

1. Round up the resources necessary from a one-, two- or three-county effort to 

develop and implement a more aggressive economic development marketing 

strategy that would include print and electronic media, direct mail, trade shows and 

site selector interaction.  

Short-Term Strategy:  

1. Develop a plan and identify resources needed. 

 

10. Specifically improve internet marketing presence. The City of La Grande needs to have an 

internet presence that matches up favorably with its prospect competition. This item relates 

ǘƻ ƛǘŜƳǎ тΦ ŀƴŘ фΦ ŀōƻǾŜΦ IŜǊŜΣ ƛǘ ǎǇŜŀƪǎ ǎǇŜŎƛŦƛŎŀƭƭȅ ǘƻ ǘƘŜ /ƛǘȅΩǎ ƛƴǘŜǊƴŜǘ ǇǊŜǎŜƴŎŜ ŀƴŘ ǘƘŀǘ 

of the county and region. Each need to have top-notch internet exposure if the 

communities in the region desire to compete favorably for new economic development 

prospects. As a related issue, the City needs to more effectively make the world aware that 

it has an economic development program. Key ǊŜŦŜǊŜƴŎŜ ǇƻƛƴǘǎΣ ǎǳŎƘ ŀǎ ǘƘŜ /ƛǘȅΩǎ ǿŜōǎƛǘŜ 

and building directory make little or no mention of economic development as a key City 

program. The fact that the City has dedicated resources to economic development should 

be touted, not kept a secret. 

Recommendations: 

1. City of La Grande website needs major overhaul to specifically include inherent or 

linked best practices economic development information that is updated and easily 

accessed. 

2. Whichever agency (ies) is/are representing Union County need to also provide the 

same degree of internet presence. 

3. Whichever agency (ies) is/are representing the region need to also provide the same 

degree of internet presence.  

Short-Term Strategy:  

1. Develop a plan and identify resources needed. 

11. Focus economic development efforts toward adding value to existing base of economic 

assets. There is an adequate base of assets from which to build a focused, value-added 
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economic development strategy through business growth (attraction of new & expansion of 

existing) in several key targeted sectors. Some of this element has been addressed in the 

new draft UCEDC economic development plan, so it stands to improve. 

 

Recommendation: 

Focus BR&E and business attraction toward adding value in the following already 

established and successful sectors, which have the potential for high-growth and/ or 

high-wage job opportunities: 

1. Agriculture 

2. Wood products 

3. Health care 

4. Fire sciences 

5. Aviation 

6. Recreational vehicle supply chain 

7. Educational services 

8. Renewable energy supply chain, service & repair 

Short-Term Strategy:  

1. Develop a plan and identify resources needed. 

 

12. Invest in a focused Business Retention & Expansion (BR&E) program. By far the most cost-

effective economic development program in existence is an active BR&E program that 

proactively reaches out to businesses to determine their issues and puts into play thematic 

as well as customized and individualized services to aid in business retention & expansion. 

There needs to be a dedicated, funded and on-going county-wide BR&E program, ideally 

carried out through the Union County Chamber of Commerce. This element has been 

addressed in the new draft UCEDC economic development plan, so it stands to improve. 

Recommendation: 

1. {ǳǇǇƻǊǘ /ƘŀƳōŜǊ ƻŦ /ƻƳƳŜǊŎŜΩǎ ŜŦŦƻǊǘǎ ƛƴ ŜǎǘŀōƭƛǎƘƛƴƎ ŀ ǎȅǎǘŜƳƛŎΣ ƻƴ-going BR&E 

program that involved regular business outreach, data collection and follow-up to 

local businesses. 

 

Short-Term Strategy:  

1. Work with Chamber of Commerce to implement a program. 
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13. Carry out key elements of the Urban Renewal Plan. ±ŜǊȅ ŦŜǿ ŜƭŜƳŜƴǘǎ ƻŦ ǘƘŜ /ƛǘȅΩǎ ¦Ǌōŀƴ 

Renewal Plan have been started or completed. It is a good, comprehensive plan that 

provides a balance between specific projects and more general tactics to be accomplished 

within the District. Additional investments within the District will encourage new 

development, economic opportunities and boost tax increment. 

Recommendation: 

1. With full engagement of the Urban Renewal Advisory Commission and appropriate 

City staff, the Urban Renewal Agency should begin a more aggressive approach with 

timelines and performance measurements to accomplish as much of the Plan in the 

near term as feasible. 

Short-Term Strategy:  

1. Recommend to URAC priorities and encourage adoption of a short-term 

priority strategy. 

 

14. /ƻƴǎƛŘŜǊ ŦƻŎǳǎ ƻƴ άŎƻǊǊƛŘƻǊέ ǇƭŀƴǎΦ All of the key entry points into La Grande are in need of 

ŀŘŘƛǘƛƻƴŀƭ ŘŜǾŜƭƻǇƳŜƴǘ ǘƻ ŘŜƳƻƴǎǘǊŀǘŜ άŎƻƳƳǳƴƛǘȅ ǇǊƛŘŜΦέ wŜƭŀǘŜŘ ǘƻ ƛǘŜƳ рΦ ŀōƻǾŜΣ ǘƘŜ 

Island Avenue, west Adams Avenue and east Adams Avenue corridors currently lack 

sufficient welcoming improvements and ties to the Historic Downtown. Improvements in 

these corridors will enhance the aesthetic appeal of the community and draw visitors and 

others into the downtown core. 

Recommendation: 

1. Areas that relate easily and closely to the Urban Renewal Plan should be considered 

ǘƻ ōŜ ǘŀŎƪƭŜŘ ŦƛǊǎǘΤ ƻǘƘŜǊǎ Ƴŀȅ ǊŜǉǳƛǊŜ ŀ ƳƻǊŜ άŎǊŜŀǘƛǾŜέ ŦǳƴŘƛƴƎ ǎƻƭǳǘƛƻƴΦ !ƭƭ ǿƛƭƭ 

need the appropriate measure of ongoing maintenance and repair. The Urban 

Renewal Agency should take the lead on this series of projects. 

Short-Term Strategy:  

1. Develop a plan and identify resources needed. 

 

15. Improve condition of streets and sidewalks. Related to items 5. and 14. above, many of the 

streets and sidewalks throughout the community are in a state of repair that is less than 

desirable. In addition to previously stated reasons related to community appeal, pride and 

aesthetics, these improvements go beyond beautification and add to improvements in 

community safety, vehicular commerce and pedestrian-friendliness. 
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Recommendation: 

1. With the Urban Renewal Agency as lead, consider short-term plans to improve the 

highest-traffic, worst-condition streets and sidewalks. 

Short-Term Strategy:  

1. Assess needs and resources needed. 

 

16. Improve tourism impact, especially pass-through. Initial appearances are that additional 

proactive efforts could be taken to take advantage of I-84 travelers and those heading to 

other nearby attractions such as Joseph, Wallowa Lake, Baker City and other regional 

outdoor recreation destinations, such as hunting, fishing, boating and bird-watching. This 

element has been addressed in the new draft UCEDC economic development plan, so it 

stands to improve. 

Recommendation: 

1. Working with UCT, the City should explore any and all ways in which additional 

tourism impact could be realized from pass-through travelers who have not 

necessarily made La Grande their destination. 

Short-Term Strategy:  

1. Encourage UCT to analyze potentials. 

 

17. Improve directional and informational signage. Initial impressions are that many 

directional signs, including street name signs in high-traffic commercial areas, are 

undersized and/or in poorly visible locations. Additionally, there are no signs directing 

ǾƛǎƛǘƻǊǎ ǘƻ ƻǊ ƛŘŜƴǘƛŦȅƛƴƎ [ŀ DǊŀƴŘŜΩǎ IƛǎǘƻǊƛŎ 5ƛǎǘǊƛŎǘΦ  

Recommendations: 

1. A community-wide sign audit should be undertaken to determine how informational 

ŀƴŘ ŘƛǊŜŎǘƛƻƴŀƭ ǎƛƎƴŀƎŜ Ŏŀƴ ōŜ ƛƳǇǊƻǾŜŘ ŦǊƻƳ ǘƘŜ ǾƛǎƛǘƻǊΩǎ ǇŜǊǎǇŜŎǘƛǾŜΦ 

2. A signage plan to direct visitors to, identify and promote the La Grande Historic 

District should be implemented, to include unique street signs within the District. 

Short-Term Strategy:  

1. Work with UCT, Chamber and other community stakeholders to assess 

current situation and present recommendations for improvement to 

ODOT, City Public Works and County Public Works. 
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18.  A number of improvements are needed downtown. [ŀ DǊŀƴŘŜΩǎ ŎŜƴǘǊŀƭ ōǳǎƛƴŜǎǎ ŘƛǎǘǊƛŎǘ 

ŀƴŘ IƛǎǘƻǊƛŎ 5ƛǎǘǊƛŎǘ ŀǊŜ ǘƘŜ ŎƻƳƳǳƴƛǘȅΩǎ ƘŜŀǊǘ ŀƴŘ ǎƻǳƭΦ ¢ƘŜ Řƻǿƴǘƻǿƴ Ƙŀǎ ŀ ǿƻƴŘŜǊŦǳƭ 

inventory of historic buildings, dynamic businesses and functions at the social, cultural and 

economic hub of the community. However, the downtown is in need of many 

improvements to make it more viable and engaging and truly representative of the pride 

and values that exist in La Grande. 

Recommendations: 

1. 5ƻǿƴǘƻǿƴ άƴƻŘŜǎέΦ As has been identified in prior downtown planning efforts, 

there is the need for one or more downtown entry nodes, especially one near Elm & 

Washington that link to EOU. 

2. Additional green space. Also identified in past plans, there is the need for one or 

more plazas or parks centrally located within the downtown. 

3. Maintenance and cleanliness. The public parking lot at Elm & Washington, 

downtown trash cans, street trees, potted flowers, street sweeping, sidewalk 

sweeping and snow removal are areas in which a higher standard should be 

considered. A standard should be set along with a corresponding budget, and then 

funding should be sought and secured. 

4. Gain a better understanding of retail mix and how to improve it. An updated, 

professional retail market analysis should be undertaken. 

5. Improve appearance of historic buildings. Grants and/or low-interest loans and 

additional resources should be provided to owners of historic downtown buildings 

to facilitate needed façade restoration projects and needed upgrades to enable 

high-value occupancies. 

6. Improved parking management. As identified in the Urban Renewal Plan, a 

thorough analysis should be undertaken of how downtown is being used and how its 

management could be improved for downtown visitors, shoppers, employees and 

business owners. 

7. Coordinated promotions and events. The events and promotions in downtown La 

Grande are many, varied and important to the quality of life in the community.  

Short-Term Strategy:  

1. Continue to address through the Main Street program. 
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19. Develop Adams/ 2nd property. The City of La Grande owns a parcel at the intersection of 

Adams Avenue and 2nd Street. This property could be a strategic location of public or private 

investment that could add to the westerly entry corridor in downtown. As this property is 

already in tƘŜ /ƛǘȅΩǎ ŎƻƴǘǊƻƭΣ ǘƘŜ /ƛǘȅ Ŏŀƴ ōŜ ƳƻǊŜ ǇǊƻŀŎǘƛǾŜΣ ŀƎƎǊŜǎǎƛǾŜ ŀƴŘ ǾƛǎƛƻƴŀǊȅ ŦƻǊ ƛǘǎ 

use. 

Recommendation: 

1. The City and/ or Urban Renewal Agency should consider making the redevelopment 

of this property a priority and as a part of: the Urban Renewal Plan, Corridor Plan, or 

downtown/ Main Street plans. 

Short-Term Strategy:  

1. Conduct a feasibility study for highest and best use of the property and 

begin to pursue appropriate actions that would lead to redevelopment. 

 

20. Workforce development efforts need to be better coordinated and aligned with economic 

development efforts. Other parts of the state have demonstrated excellent examples of 

integrated regional economic development and workforce development programs. 

Coordinated efforts can enhance the impacts of each respective agency by better targeting 

resources and matching workforce development programs more accurately with business 

needs. Proper alignment can also bring about greater efficiency in the workforce 

development system by anticipating future changes and needs from employers. At its best, 

an integrated approach also reaches into the K-12 system and seeks to better prepare 

future works and improves the relevance and impact of local employers among students 

and faculty. This assessment recognizes this element as one of the comparative weaknesses 

of this region related to others in the state. 

Recommendation: 

1. Continue to explore enhanced integration between workforce development and 

economic development, using models currently in place in other areas of Oregon or 

the U.S. 

Short-Term Strategy:  

1. With EOU as lead, gather stakeholders and assess current situation and 

methods to improve. 
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21. Workforce development needs a greater focus on improved access to customized, 

ǾƻŎŀǘƛƻƴŀƭ ǘǊŀƛƴƛƴƎ ǘƘŀǘ ƳŜŜǘǎ ŜƳǇƭƻȅŜǊǎΩ ƴŜŜŘǎΦ Somewhat related to the above, the lack 

of a community college or other multi-faceted public accessible vocational training facility 

put this area at a disadvantage. La Grande and Union County are deficient in the ability for 

workers and prospective workers ǘƻ άǎƪƛƭƭ ǳǇέ ǘƻ ƳŜŜǘ ƳƻŘŜǊƴ ŜƳǇƭƻȅƳŜƴǘ ŘŜƳŀƴŘǎΦ 

Similarly, employers and prospective employers lack the ability to access short-term, 

customized training for the incumbent and future workers. This element has been 

addressed in the new draft UCEDC economic development plan, so it stands to improve. 

Recommendation: 

1. Steps should be taken to create an ongoing, sustainably-funded campus in Union 

County; most logical options appear to be to have Blue Mountain Community 

College annex into Union County through the creation of a new Community College 

District. 

Short-Term Strategy:  

1. With EOU as lead, begin appropriate discussions with BMCC and other 

stakeholders on steps to be taken to begin providing regular access to a 

range of programs in Union County. 

 

22. Economic development efforts should be more focused and proactive with either a fixed 

time frame or until there is momentum or results/ success. It is suggested that the City 

identify a small number of very focused initiatives with set time frames, budgets and 

performance criteria and immediately begin working on them. 

Recommendation: 

1. Identify a short list of near-term economic development projects that can provide 

clear focus, dedicated funding, identifiable measurements and results and put them 

into place. 

Short-Term Strategy:  

1. Develop the short list and identify resources needed. 
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23. Enhance entrepreneurial/ small business development opportunities. Efforts around small 

business and entrepreneurial development seem scattered and fragmented and not 

regularly connected to other economic development efforts. As in item 20. above, there is a 

less-than-optimal comparative relationship between economic development efforts at large 

and small/ start-up business development activities. This element has been addressed in the 

new draft UCEDC economic development plan, so it stands to improve. 

Recommendation: 

1. Implement strategies outlined in the new UCEDC plan on this element. 

Short-Term Strategy:  

1. As above. 

 

24. Provide adequate and stable funding for Parks and Urban Forestry and Cook Memorial 

Library. Some ƻŦ ǘƘŜ ŎƻƳƳǳƴƛǘȅΩǎ ƪŜȅ ǳƴƛǉǳŜ ŀǎǎŜǘǎ are its parks and urban forest and new 

modern public library. Like other identified community assets, this one stands to degrade 

over time if not provide adequate resources. Like other items referenced above relative to 

community aesthetics and quality of life, this element is critical to attract new businesses, 

visitors and professionals to the community. 

Recommendation: 

1. Continue to provide stable and adequate funding to these programs with 

appropriate provisions to expand over time as needed; protect the assets. 

Short-Term Strategy:  

1. Council and budget committee takes necessary steps to protect the 

assets. 
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25. Develop a strong, relevant and cohesive community identity, to include logo and tagline. 

La Grande suffers from an identity crisis as a community and as a government entity. A 

strong visual identity should be created that relates well to community values and clearly 

identified assets. Assets should definitely include only one or two of the following: Eastern 

Oregon University, natural resources/ scenic beauty or downtown historic commercial 

buildings. EOU has the strongest identity of the three. In addition to the visual identity, an 

associated textual identity should also reference values and assets and be complimentary. A 

well-done branding exercise is more than the development of a logo; it is building 

consensus around meaningful community values and translating these into a valuable 

marketing message. A strong brand can go a long way to secure a stronger economic future 

by positioning the community as solid, professional, progressive and of good value. 

Recommendation: 

1. A professional branding consultant should be secured to help guide the City through 

this process to develop a singular visual and textual identity (logo & tagline) for use 

by the City of La Grande. 

Short-Term Strategy:  

1. Budget appropriate amount of funding to allow for a professional 

community branding exercise. 
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APPENDIX B. 

Suggested City of La Grande 1-4 year Economic Development  

Program Goals/ Performance Measurements 2009 -2013 

Updated June 1, 2010 

Downtown Development  

 Façade Grant Program:  

1. Policy, budget & implementation (DONE)  

2. 5-6 projects complete or underway (DONE) 

 Streetscape improvements  

3. Plan complete (in progress)  

4. All or part lighting project complete (started) 

5. Bike racks (in progress)  

6. Pole banners (DONE) 

7. Trash cans & benches (in progress)  

8. One or more major projects complete/ underway (in progress)  

Examples: 

Á Max Square/ Elm lot/ other public project  

Á Justice Center 

Á Bohnenkamp 

Á 4th & Adams (Town Square) 

Á Verizon/ Frontier  

Á IOOF building  

Á Liberty Theatre 

Á UP Depot 

 Main Street  

9. Structure in place (DONE)  

10. Plan for sustainability (in progress)  

11. LGDDA/ Promotions relationship (DONE) 

 Historic Preservation/ Landmarks  

12. Design standards (DONE)  

13. One-stop resource accessibility program in place (in progress)  

 Downtown maintenance solution  

14. Solution identified (started) 

15. Implementation   
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Economic Development  

 Urban Renewal Plan  

16. Timeline identified  

17. Implementation  (started) 

18. URAC engagement (DONE) 

 ED Plan 

19. Development (DONE) 

20. Implementation  

 BR&E program  

21. Develop structure (in progress)  

22. Complete at least one survey cycle 

 Workforce Development  

23. Better integration w/ ED (started) 

24. Vo-tech expansion plans underway (started) 

 Tourism/ Chamber  

25. Streamlined, efficient 

Community Development  

 Community Development Dept.  

26. Fully-staffed Building Division (in progress)  

27. Stability (in progress)  

28. Integrated, business-oriented philosophy (in progress)  

 Industrial development  

29. Land base expansion (in progress)  

30. One or more new projects at Business Park (started) 

 

DONE:    8/30 

In Progress:   11/30 

Started:    6/30 

Not yet started:   5/30 
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APPENDIX C. 

SWOT Analysis, City of La Grande  

November, 2009  

The following Strengths, Weaknesses, Opportunities, Threats (SWOT) analysis is 

ÐÒÅÓÅÎÔÅÄ ÆÒÏÍ ÓÔÁÆÆȭÓ ÐÅÒÓÐÅÃÔÉÖÅ ÁÆÔÅÒ ÌÉÖÉÎÇ ÁÎÄ ×ÏÒËÉÎÇ ÆÏÒ ÏÎÅ ÙÅÁÒ ÉÎ ,Á 'ÒÁÎÄÅȢ 

Strengths  

La Grande, the Grande Ronde Valley and Union County enjoy many assets related to 

ÅÃÏÎÏÍÉÃ ÈÅÁÌÔÈȢ 4ÈÅÓÅ ÉÎÃÌÕÄÅ ÔÈÅ ÆÏÌÌÏ×ÉÎÇ Ȱ4ÏÐ ΫΪȱ ÌÉÓÔȡ 

1. Eastern Oregon University campus.  The fact that the EOU campus is located in 

La Grande is arguably the single greatest unique economic asset in the community.  

 

2. Interstate 84.  Unlike some rural communities in Eastern Oregon, La Grande is 

fortunate to be adjacent to I-84 and its vital east-west transportation link.  

 

3. Political stability.  Many communities in Oregon are currently and regularly 

plagued with a high degree of local political unrest that serves to disrupt business. 

 

4. Cook Memorial Library.  La Grande is truly blessed and unique among peers to 

have a new modern library facility centrally located within the community.  

 

5. Community parks and urba n forest.  La Grande has a key asset in its wonderful 

and abundant parks and urban forest. These assets can be a draw for attracting 

professionals, tourists and businesses to the community. This includes the aquatic 

center and associated programs. 

 

6. Adjacenc y to natural resources; scenic beauty.  The Grande Ronde Valley is one 

of most scenic and resource-abundant areas in Oregon. There are many ways in 

which the community has and can continue to capitalize upon these resources. 

 

7. Health care services & resources.  The community is very fortunate to have 

facilities such as Grande Ronde Hospital and associated clinics and businesses 

such as ODS. These amenities are the building blocks of economic health. 
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8. Historic preservation and building inventory . La Grande has a wonderful 

inventory of historic commercial and residential structures. These are a key asset 

to promote quality of life, community identity and charm.  

 

9. Urban renewal.  Tax Increment Financing (TIF) through the Urban Renewal 

Agency is an important tool to realize major economic change and reinvestment. 

 

10. La Grande Business Park.  4ÈÅ ÃÏÍÍÕÎÉÔÙ ÉÓ ÆÏÒÔÕÎÁÔÅ ÔÏ ÈÁÖÅ Á ȰÓÈÏÖÅÌ-ÒÅÁÄÙȱ 

business park. Although it has limitations, it is a key asset to business and job 

growth. 

 

Weaknesses 

No community is perfect, and each has its respective set of weaknesses from which it 

learns to confront and ultimately eradicate or transform into strengths. Only items that 

can feasibly be changed, altered or modified are listed here. Therefore, issues such as 

climate, weather or geographic location are not taken into consideration, as there is not 

the ability to change these aspects of the community. Of noted weaknesses, the following 

Ȱ4ÏÐ ΫΪȱ ÌÉÓÔ ÉÓ ÏÆÆÅÒÅÄȡ 

1. Lack of coordinated economic development . In a county of around 25,000 

there is a seemingly oversized array of organizations doing similar things. An 

overabundance of organizations in such a small market creates inefficiencies and 

divides up critical resources. Further, roles and responsibilities are not clearly 

defined, nor are protocols and processes. 

 

2. Lack of aggressive & proactive business development strategies & programs.  

Related to the above, the community lacks what other, more successful regions in 

the state ɀ well-funded, organized and professionally staffed efforts and programs 

focused on local business retention & expansion and new business recruitment and 

attraction.  

 

3. Lack of industrial land.  The tragic reality for La Grande is that even if the two 

items above are improved, economic development efforts will still face some 

serious limitations due to a lack of appropriately zoned and served industrial land, 

especially of larger sizes. 
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4. City general funds.  4ÈÅ #ÉÔÙ ÏÆ ,Á 'ÒÁÎÄÅȭÓ 'ÅÎÅÒÁÌ &ÕÎÄ ÉÓ ÉÎ ÄÉÒÅ ÓÔÒÁÉÔÓȢ 4ÈÉÓ 

will limit its ability to fund many of t he initiatives suggested in this plan and could 

even erode strengths and exacerbate current weaknesses. 

 

5. Condition  of local roads & streets.  Of specific concern related to smooth 

ÃÏÍÍÅÒÃÅ ÁÎÄ ÑÕÁÌÉÔÙ ÏÆ ÌÉÆÅ ÃÏÎÃÅÒÎÓȟ ÍÁÎÙ ÏÆ ÔÈÅ #ÉÔÙȭÓ ÌÏÃÁÌ ÒÏÁÄÓȟ ÓÔÒÅÅÔs and 

sidewalks are sub-standard. 

 

6. Lack of consistent identity.  La Grande has no consistent or easily identified 

brand identity and its internet presence is weak.  

 

7. Lack of a community college.  7ÈÉÌÅ %/5ȭÓ ÐÒÅÓÅÎÃÅ ÉÎ ÔÈÅ ÃÏÍÍÕÎÉÔÙ ÉÓ Á 

tremendous asset, the university cannot provide the full range of vocational, short-

term and customized training options required by the business community. 

 

8. Absence of integrated workforce & economic development.  Compared to 

other, more economically successful areas of the state, there is a lack of 

coordination and integration between agencies and efforts related to economic 

and workforce development. 

 

9. Commercial air service.  While not easily remedied, the lack of scheduled 

commercial air service close to La Grande can put the community at a competitive 

disadvantage to attracting economic development opportunities. 

 

10. General lack of maintenance & upkeep.  With respect to both public and 

private facilities, comparatively, more could be done to showcase community 

pride, especially at highly visible locations throughout the community. 
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Opportunities  

Every community has its share of opportunities, which once capitalized upon, can be 

transformed into strengths. Some opportunities are near-term, others may take longer to 

realize; likewise, some are internal, others are external. In many respects, the 

opportunities that exist may be virtually limitless, and there are undoubtedly many more 

ÔÈÁÎ ÔÈÏÓÅ ÄÉÓÃÕÓÓÅÄ ÈÅÒÅȢ )ÎÃÌÕÄÅÄ ÂÅÌÏ× ÉÓ Á Ȱ4ÏÐ ΫΪȱ ÌÉÓÔ ÏÆ ÏÐÐÏÒÔÕÎÉÔÉÅÓȡ 

1. Return of Amtrak passenger service.  The additional investments likely from 

ÔÈÉÓ ËÅÙ ÔÒÁÎÓÐÏÒÔÁÔÉÏÎ ÓÅÒÖÉÃÅ ÃÏÕÌÄ ÏÎÃÅ ÁÇÁÉÎ ȰÐÕÔ ,Á 'ÒÁÎÄÅ ÏÎ ÔÈÅ ÍÁÐȢȱ 

 

2. Downtown revitalizat ion & urban renewal.  Continuing and expanding current 

efforts will address some of the weaknesses identified above. 

 

3. Expanded Union County airport.  Small, community airports typically offer 

many untapped and unrealized potentials for economic development. 

 

4. UGB expansion.  The full integration of new expansion gives the community new 

land to develop which should lead to economic development and job creation. 

 

5. OSP Forensics Lab. If La Grande is chosen for this project, it could be the first of 

many technology-related facilities that choose to locate here. 

 

6. Renewable energy.  While elements and projects are not without controversy, 

there may be obvious economic opportunities for La Grande in this industry 

sector. 

 

7. Fame of Hells Canyon Scenic Byway.  The surface may only be scratched to 

continue to attract high -value visitors and business opportunities to the area based 

on the existence of this key nationally-recognized Byway. 

 

8. EOU connections.  As has been stated numerous times in areas of this Plan, the 

economic potential of the campus is enormous and largely unexplored. 

 

9. Creation of a strong community brand.  La Grande needs to differentiate from 

its competition to attract high -value investments.  

 

10. Diversity.  Unlike other areas of Eastern Oregon, La Grande offers a much high 

degree of ethnic and cultural diversity which can be leveraged.  
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Threats  

#ÏÍÍÕÎÉÔÉÅÓȭ ÅÃÏÎÏÍÉÃ ÈÅÁÌÔÈ ÁÎÄ ÆÕÔÕÒÅ ÃÁÎ ÂÅ ÔÈÒÅÁÔÅÎÅÄ ÂÙ Á ÎÕÍÂÅÒ ÏÆ ÆÏÒÃÅÓȟ ÂÏÔÈ 

internal and external. Some can be predicted, but most cannot or are of such a global 

ÎÁÔÕÒÅ ÔÈÁÔ ÔÈÅÒÅ ÉÓ ÌÉÔÔÌÅ ÔÈÁÔ Á ÌÏÃÁÌ ÃÏÍÍÕÎÉÔÙ ÃÁÎ ÄÏ ÔÏ ÁÆÆÅÃÔȢ ! ÓÕÇÇÅÓÔÅÄ Ȱ4ÏÐ ΫΪȱ ÌÉÓÔ 

of some threats is included below: 

1. Island City retail development . Unless the population begins a steeper growth 

curve, retail development in an immediately adjacent city competes directly. 

 

2. Local government budgets.  If services begin to diminish or degrade the quality 

of life we have come to enjoy will erode and we will lose competitive advantages. 

 

3. Restricted access to natural resources . Whether for tourism, recreation or 

manufacturing, limited access to resources can have adverse economic impacts. 

 

4. Reliance on a narrow manufacturing base.  !Ó ×ÅȭÖÅ ÒÅÃÅÎÔÌÙ ÓÅÅÎȟ ÔÈÅ ÒÅÌÉÁÎÃÅ 

on only two key sectors can have negative impacts; we need more manufacturing 

diversity. 

  

5. State budgets.  Notably the impacts on EOU can be severe, but other aspects of 

ÔÈÅ ÃÏÍÍÕÎÉÔÙȭÓ ÅÃÏÎÏÍÉÃ ÈÅÁÌÔÈ ÃÁÎ ÓÕÆÆÅÒ ÔÈÒÏÕÇÈ ÒÅÄÕÃÅÄ ÓÔÁÔÅ ÓÐÅÎÄÉÎÇȢ 

 

6. Industrial and commercial development in Umatilla & Morrow counties.  

Our neighbors to the immediate west can be fierce competitors for larger projects.  

 

7. Fragmentation within a small market.  There is only so much human and 

financial capital to go around. 

 

8. Resistance to change.  A common muttering on the streets is how little La 

Grande has changed over the years. While there are positive aspects to this, there 

are drawbacks as well. 

 

9. Volatility of major players in finance, automobiles and tele -

communications.  While there is littl e to be done locally, we remain at the mercy 

of some of these giants of industry. 

 

10. Wind towers potentially in conflict with scenery and quality of life . It will be 

interesting to watch how this intriguing new controversy plays out. 
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APPENDIX D. 

City of La G rande Economic Development Strategic Plan 2009  

Summary report from initial stakeholder meeting on May 5, 2009  

There were 22 attendees gathered in the Cook Memorial Library Community Room, with 

representation including:  

Grande Ronde Hospital, Eastern Oregon University, Union County, Boise Cascade, ODS,  

ODOT, DLCD, OECDD,  Union County Tourism, Union County Chamber of Commerce, 

La Grande Main Street, UCEDC, La Grande School District, La Grande Planning 

Commission, La Grande Landmarks Commission, NEOEDD and Worksource Oregon.  

Attendees participated in several interactive exercises that provided input in the 

following specific areas: 

1. Ȱ"ÅÓÔ $ÁÙ ÉÎ ,Á 'ÒÁÎÄÅȱ ÖÉÓÉÏÎÉÎÇ ÅØÅÒÃÉÓÅ 

2. 0ÒÉÏÒÉÔÉÚÁÔÉÏÎ ÏÆ ,Á 'ÒÁÎÄÅȭÓ ÍÏÓÔ ȰÕÎÅØÐÌÏÉÔÅÄ ÁÓÓÅÔÓȱ 

3. 0ÒÉÏÒÉÔÉÚÁÔÉÏÎ ÏÆ ,Á 'ÒÁÎÄÅȭÓ ÇÒÅÁÔÅÓÔ ȰÂÁÒÒÉÅÒÓ ÔÏ ÓÕÃÃÅÓÓȱ 

4. A listing and discussion of significant problems that need to be addressed 

For this exercise, problems are defined as something currently outside the control of 

people in the room.  Barriers are defined as things that people in this room have the 

power to influence or change.  Problems were either moved to the Parking Lot or moved 

to be listed as a Barrier or as an Unexploited Asset. 

Best Day in La Grande ɀ visioning exercise:  

Key outcomes: 

 Connections between the community and EOU 

 A vital downtown that is warm, inviting and family -friendly  

 The availability of family-wage jobs that allow young people to stay in the 

area or return to the area to start families 

Unexploited Assets exercise:  

 Key outcomes: 

 EOU is an unexploited asset 

 Natural resources of the area and the leverage these can produce in terms of 

jobs, innovation and outdoor recreation 
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 Human capital and talent 

 Support of existing business 

 Other items listed but not prioritized inclu de: 

o Local contractors 

o Land use  

o Business relocation/ Industrial Park land 

o Small town environment, welcoming community  

o Infrastructure  

o Social, economic, cultural hub of region 

Barriers to success exercise:  

 Key outcomes: 

 The lack of business incentives 

 Lack of financial resources 

 Lack of workforce training opportunities, especially easily accessible, short-

term training  

 Fear of large growth 

 Airport access 

 &ÅÁÒ ÏÆ Ȱ4ÈÅ 0ÌÁÎȱ ×ÉÔÈÏÕÔ ÔÈÅ ÉÍÐÌÅÍÅÎÔÁÔÉÏÎ 

 Lack of family-wage jobs, which includes active, aggressive business 

recruitment and availability of shovel-ready industrial land 

3ÏÍÅ ÉÔÅÍÓ ×ÅÒÅ ÐÌÁÃÅÄ ÉÎ ÔÈÅ ȰÐÁÒËÉÎÇ ÌÏÔȱ ÔÏ ÂÅ ÄÉÓÃÕÓÓÅÄ ÁÔ ÁÎÏÔÈÅÒ ÔÉÍÅȢ 4ÈÅÓÅ 

include: 

 Is this plan competing with the UCEDC plan, how do we reconcile the two 

plans 

 With the lack o f resources, will the city plan have the flexibility to invest in 

good, short-term economic opportunities  

 How will the city, county & funded partners work together, public conflict 

has been a factor in the past 

 Lack of an identifiable niche or identity in trying to recruit new business; 

need to identify community support for particular businesses/ industries 

 &ÏÓÔÅÒ ÁÎ ÁÔÔÉÔÕÄÅ ÔÈÁÔ ÄÅÖÅÌÏÐÍÅÎÔ ÄÏÅÓÎȭÔ ÎÅÃÅÓÓÁÒÉÌÙ ÈÁÖÅ Á ÎÅÇÁÔÉÖÅ 

impact on quality of life  

 Public confidence 

 Lack of economic development funding, land use planning 
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 Unwillingness to accept new ideas 

 Challenges in relinquishing authority ɀ too many chiefs 

 Getting along 

Next steps:  

Staff will reconvene this group on Tuesday, June 16 at 6 p.m. to discuss and refine 

strategies related to the work that was accomplished at the May 5 gathering. 
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CITY OF LA GRANDE 
ECONOMIC DEVELOPMENT STRATEGIC PLAN 

STAKEHOLDER MEETING 
MAY 5, 2009 

Cook Memorial Library Community Room  
6:00 PM ɀ 8:00 PM 

Attendees: 
 
Janie Baker  
Tom Insko 
Ken Bruce  
Darin Larvik  
Mike Buchanan  
Sara Miller 
Kathleen Cathey  
Rick Minster 
Mark Davidson  
Charlie Mitchell  
Bob Davies  
Tim Seydel  
Janet Dodson  

Annette Shelton-Tiderman 
Mardi Ford  
Robert Strope 
Jon Franklin  
Carol Summers 
Larry Glaze  
Grant Young 
Judy Hector  
John Howard  
Kathleen Cathey, Facilitator 
Charlie Mitchell, CEcD, Community & 
Economic Development Director 
Robert Strope, City Manager 

 

Welcome & Opening Remarks, City Manager Robert Strope  

Mr. Strope welcomed the attendees and began by that the meeting was going to be a time 

when the participants would be able to state their viewpoints freely without names being 

identified.  With no Councilors present, open meeting laws were not applicable.  Strope 

continued by saying when he first was hired as City Manager, he asked the City Council 

what their priority was for the City - ÔÈÅ #ÏÕÎÃÉÌȭÓ ÒÅÓÐÏÎÓÅ ×ÁÓ ÅÃÏÎÏÍic development.  

As a result, the Council authorized the hiring of a full-time economic development 

director, which led to the hiring of Charlie Mitchell.  

Meeting Rules & Agenda Review, Kathleen Cathey  

Ms. Cathey began by explaining that the goal of the gathering was to obtain viable ideas 

ÆÏÒ ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ ÆÏÒ ,Á 'ÒÁÎÄÅȢ  4ÈÅ Ȱ3ÁÎÄÂÏØȱ ÒÅÆÅÒÅÎÃÅÄ ÉÎ ÔÈÅ ÍÅÅÔÉÎÇȟ ×ÁÓ 

the area of the La Grande city limits and urban growth boundary.  Projects out of that 

ÁÒÅÁ ×ÏÕÌÄ ÎÏÔ ÂÅ ÕÐ ÆÏÒ ÄÉÓÃÕÓÓÉÏÎȢ  4ÈÅ Ȱ0ÁÒËÉÎÇ ,ÏÔȱ ×ÏÕÌÄ ÂÅ ÁÎ ÁÒÅÁ ÔÏ ÐÌÁÃÅ ÌÏÎÇ-

range plans where resources may not be available or the City may not have the flexibility 

to implement.  
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The economic plan created needed to ensure that it was not in competition with the 

Union County economic plan.  Of concern, was how city and county partners would work 

together with economic development. 

Ms. Cathey outlined rules for the meeting conduct. 

Process, Community & Economic Development Director Charlie Mitchell  

Mr. Mitchell greeted the attendees and went over items placed at each seating - meeting 

instructions, the agenda, as well as an article that was requested to be provided to the 

attendees.  Mitchell drew attention to the two maps on the wall which depicted the 

geographical area of La Grande, and was ÔÈÅ ÁÒÅÁ ÆÏÒ ÔÈÅ ÇÒÏÕÐȭÓ ÄÉÓÃÕÓÓÉÏÎȢ 

Introductions & Best Day in La Grande, Kathleen leads, Charlie records  

Ms. Cathey explained the secret ballot procedure and then asked the participants to 

ÉÎÔÒÏÄÕÃÅ ÔÈÅÍÓÅÌÖÅÓ ÁÎÄ ÁÌÓÏ ÓÔÁÔÅ ×ÈÁÔ ÔÈÅÉÒ ȰÂÅÓÔ ÄÁÙȱ ×ÁÓ ÉÎ La 'ÒÁÎÄÅȭ - it could take 

place in the past, present or future.  The following are thoughts expressed: 

 Future ɀ a visit to the farmers market, children playing soccer, family getting 
something to drink, a warm, nice day, people happy, comfortable 

 Future - kids could come home and make a living here 

 Future ɀ Seeing the community take the data obtained and opportunities and put 
ÔÈÅÍ ÔÏ ÕÓÅȠ ÔÏ ÇÅÔ Á×ÁÙ ÆÒÏÍ ȰÉÔȭÓ ÁÌ×ÁÙÓ ÂÅÅÎ ÄÏÎÅ ÔÈÉÓ ×ÁÙȱ 

 Future - watch grandchildren graduate from EOU and live in La Grande 

 Future ɀ a beautiful day, attending a football game at EOU, seeing Mt. Emily, 
having a stable thriving community 

 Past ɀ was living in Ontario and graduated from EOU, currently her daughter is at 
EOU, younger daughter wants to go to EOU, a feeling of home 

 Future ɀ both she and her husband going to work and making a good wage 

 Past - 1996 graduation from EOU, currently her daughter is at EOU being a, non-
traditional student at EOU  

 Future - Visiting family in Portland and that people have recognition around state 
of La Grande 

 Future - with the family walking downtown, eating out, attending sports at EOU, 
enjoying family time, sees opportunities in La Grande 

 Present ɀ ÈÁÐÐÙ ×ÉÔÈ ÃÕÒÒÅÎÔ -ÔȢ %ÍÉÌÙ ÐÒÅÓÅÒÖÁÔÉÏÎ ÔÈÁÔȭÓ ÂÅÅÎ ÅÎÁÃÔÅÄȟ ÓÅÅÓ 
more great days in La Grande than non-ÇÒÅÁÔ ÄÁÙÓȟ ÄÏÅÓÎȭÔ ×ÁÎÔ ,Á 'ÒÁÎÄÅ ÔÏ ÂÅ 
another Bend, likes small community 

 Past - when got a job, married, and had a baby in La Grande, wants to see livable 
wage jobs, 

 Past and Future ɀ ,Á 'ÒÁÎÄÅ ×ÁÓ Á ÈÕÂ ÉÎ ÔÈÅ ΫγήΪȭÓ ÁÎÄ ȬίΪȭÓȟ Á ÃÈÁÒÍÉÎÇ 
destination for tourists, would like to see hiking trails developed in the future  
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 Present - ÒÏÏÔÓ ÁÒÅ ÄÅÅÐ ÉÎ ,Á 'ÒÁÎÄÅȟ ×ÏÕÌÄ ÅÃÈÏ ÍÕÃÈ ÏÆ ×ÈÁÔȭÓ ÂÅÅÎ ÓÁÉÄȟ ×ÈÅÎ 
ÐÅÏÐÌÅ ÃÏÍÅ ÆÒÏÍ ÍÅÔÒÏÐÏÌÉÔÁÎ ÁÎÄ ÌÁÒÇÅ ÃÉÔÉÅÓ ÔÈÅÙ ÌÏÖÅ ,Á 'ÒÁÎÄÅȟ ÉÔȭÓ Á ÐÅÒÆÅÃÔ 
small town, has concern for daughters trying to strive economically, Future - see 
,Á 'ÒÁÎÄÅ ÍÏÒÅ ÂÕÓÉÎÅÓÓ ÆÒÉÅÎÄÌÙȟ ÔÈÅÒÅ ÉÓ Á ÎÅÅÄ ÁÎ ÅÃÏÎÏÍÙ ÔÈÁÔȭÓ ÓÕÓÔÁÉÎÅÄ ÁÎÄ 
some growth, 

 Past ɀ ÉÔȭÓ ÈÁÒÄ ÔÏ ÒÁÉÓÅ Á ÆÁÍÉÌÙ ÈÅÒÅȟ ×ÈÅÎ ÒÅÆÌÅÃÔÉÎÇ ÂÁÃË άΪ ÙÅÁÒÓȟ ×ÈÅÎ ,Á 
Grande caÍÅ ÏÕÔ ÏÆ ÔÈÅ βΪȭÓ ÒÅÃÅÓÓÉÏÎ ×ÈÉÃÈ ×ÁÓ ÆÁÒ ×ÏÒÓÅ ÔÈÁÎ ÔÈÅ ÅÃÏÎÏÍÉÃ 
problems now, that situation sparked a united front, passed the airport bond, a La 
Grande school bond, the extension service budget, a systems service group, there 
×ÁÓ Á ȰÃÁÎ ÄÏȱ ÁÔÔÉÔÕÄÅ 

 Past ɀ centered around work and when the great race when was here, as the cars 
came in downtown, everyone was excited, Future -  thinking optimistically that La 
Grande will pull out of this difficult time and have an attractive, vital downtown,  

 Present ɀ having a small 4 year university is an asset, the area looks like home, 
most of the focus has been on the economy, people at the employment 
department need training here, intensity of training and adaptability, there is a 
need for short term focus training to re-tune skills,  

 Past - found professors at EOU willing to do distance education, the college was 
able to participate in a broad spectrum of areas, the employees of EOU formulated 
a strategic plan, Future - ÃÏÍÉÎÇ ÆÏÒ ÓÏÍÅÏÎÅȭÓ ÇÒÁÄÕÁÔÉÏÎȟ ÇÏÉÎÇ ÔÏ ÔÈÅ %OU 
library, spending time in an interesting downtown, buzz happening with new 
businesses, job opportunities, people being supported and encouraged, dancing 
occurring downtown, live fiddle music,  

 Present ɀ the city taking control of its own future, recogniz ing the location and 
people are finally having recognizable results, Future ɀ La Grande continually 
involved in planning for the future because of the present need 

 Future ɀ La Grande being the social-cultural hub of the area 

 Present ɀ the passion of the place 
 

There was a meeting break in order to finish secret ballots and get them posted.  

Gather & discuss/group secret ballot comments & best day scenarios:  

7ÈÁÔ ÉÓ ,Á 'ÒÁÎÄÅȭÓ ÓÉÎÇÌÅ ÍÏÓÔ ÉÍÐÏÒÔÁÎÔ ÕÎÅØÐÌÏÉÔÅÄ ÁÓÓÅÔȩ 

 EOU 

 People, energy, creativeness 

 Local contractors 

 Human potential  

 Grande Ronde Hospital 

 Natural environment, outdoor recreation  

 Land use  

 Business relocation/ Industrial Park land 
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 Small town environment, welcoming community  

 Infrastructure  

 Social, economic, cultural hub of region 

 Support off existing businesses 
 

What is the single biggest economic barrier to success in this city?  

 Lack of funding, $$$$$$ 

 Training and workforce development/training  

 Recruiting jobs, family-wage jobs 

 Cooperation between corporations, communities/municipalities  

 In order to create the kind of environment where you can tap assets , 
people need to be working together, which relates back to the frustration of 
planning and lack of communication, feedback is not communicated back 
out to same level as original input, need to improve feedback 

 Everyone affected in the area needs communication 

 Understand the mission, vision and values of how employees see how the 
city interacts, feedback, i.e. regarding what economic development 
feedback concluded. 

 Economic opportunity  

 Business incentive 

 People all on the same page, you must have buy-in before you can 
cooperate, the need for communication 

 Airport access 
 

What is the most significant problem we need to address in the city? Outside of 

our immediate influence:  

 togetherness, getting along 

 ÔÈÅ ÍÉÎÄ ÓÅÔ ÏÆ Ȱ×ÅȭÖÅ ÁÌ×ÁÙÓ ÄÏÎÅ ÉÔ ÔÈÉÓ ×ÁÙȱ 

 challenges relinquishing authority 

 negativity 

 public confidence 

 airport access/federal policy 

 how to bring businesses into La Grande 

 it is difficult for businesses to locate in La Grande ɀ available land required, 
etc. 

 in the past, the city tried to produce economic development, when industry 
ÁÐÐÒÏÁÃÈÅÄ ×Å ÏÎÌÙ ×ÁÎÔÅÄ ȰÐÒÅÔÔÙȱ ÉÎÄÕÓÔÒÉÅÓȟ ÔÈÅ ÎÅÅÄ ÔÏ ÆÏÃÕÓ ÏÎ ÔÈÉÓ ÉÓ 
what we want and focus where the money is spent, there are only so much 
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funds to spend on economic development, try to attract specific businesses 
and reduce scattered types of businesses 

 a lack of public confidence 

 need processes to enhance communication and working together with 
accountability built in  

 unemployment replaced with sustainable employment 

 the economy 

 too many chiefs 
 

Mr. Strope said that the focus will be on identifying barriers that the city has immediate 

ÁÂÉÌÉÔÙ ÔÏ ÉÎÆÌÕÅÎÃÅȢ  !Ô ÔÈÅ ÅÎÄ ÏÆ ÔÈÅ ÄÁÙȟ ÔÈÅ ÃÉÔÙ ×ÉÌÌ ÂÅ ÁÂÌÅ ÔÏ ÒÅÆÅÒ ÂÁÃË ÔÏ Ȱ4ÈÅ 0ÌÁÎȱ 

to allocate resources and provide some accountability. 

Dot Exercise:  Issues that should be tackled in the city plan  

Participants were asked to place 3-5 dots on the items that they felt had the most 

importance. 

Summary:  

Priorities resulting from the dot exercise  

 EOU is an unexploited asset 

 Natural resources of the area 

 Human capital and talent 

 Support of existing business 
Barriers:  

 The lack of business incentives 

 Lack of financial resources 

 Lack of training 

 Fear of large growth 

 Airport access 

 Ȱ4ÈÅ 0ÌÁÎȱ 

 Lack of family-wage jobs 
 

Best day in La Grande:  

 EOU connections 

 Driving/walking downtown  

 Kids returning to La Grande and having jobs available 
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Dr. Bob Davies, President of EOU was please to see EOU listed as an asset, and stated that 

EOU will be here, to be a part of this economic development plan process.  He will make 

the plan a part of systematic way of thinking and working at EOU and will meet with the 

city and county. 

Grant Young, Eastern Oregon representative for Oregon Department of Land 

Conservation & Development, stated that La Grande is in the process of making the 

Ȱ3ÁÎÄÂÏØȱ ÂÉÇÇÅÒ ×ÉÔÈ Á 'ÏÁÌ γ ÇÒÁÎÔ ÔÈÁÔ ÈÁÓ ÉÄÅÎÔÉÆÉÅÄ ÁÃÒÅÁÇÅ ÔÏ ÂÅ ÁÄÄÅÄ ÔÏ ÔÈÅ ÕÒÂÁÎ 

growth boundary and establishing an urban reserve area. 

Ȱ0ÁÒËÉÎÇ ,ÏÔȱ )ÓÓÕÅÓȡ 

 Is this plan in competition with the count y plan, how do we reconcile/deal 
with the two plans 

 With the lack of resources, will the city plan have the flexibility to invest in 
good, short-term economic opportunities  

 How will the city, county & funded partners work together, public conflict 
has been a factor in the past 

 Need to either create a niche or industry, not seek all industries 

 &ÏÓÔÅÒ ÁÎ ÁÔÔÉÔÕÄÅ ÔÈÁÔ ÄÅÖÅÌÏÐÍÅÎÔ ÄÏÅÓÎȭÔ ÎÅÃÅÓÓÁÒÉÌÙ ÈÁÖÅ Á ÎÅÇÁÔÉÖÅ 
impact on quality of life  

 Public confidence 

 Lack of economic development funding, land use planning 

 Unwillingness to accept new ideas 

 Challenges in relinquishing authority ɀ too many chiefs 

 Getting along 
 

In summary, Mitchell will prepare a summary to present to the City Council at their May 

18th Work Session. 

Is another meeting needed this spring to talk about data & performance 

measures? 

The majority of the participants agreed to attend a meeting in meeting to discuss the 

%ÃÏÎÏÍÉÃ $ÅÖÅÌÏÐÍÅÎÔ 0ÌÁÎ ÁÇÁÉÎȢ  -ÉÔÃÈÅÌÌ ×ÉÌÌ ÓÅÎÄ Á ÓÕÍÍÁÒÙ ÏÆ ÔÈÉÓ ÍÅÅÔÉÎÇȭÓ 

discussion topics to everyone in about a week.  Mitchell will come back to the June 

meeting with the broad goals which have been narrowed down to specific strategies. 

Meeting ended 8:08 pm   
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CITY OF LA GRANDE 
ECONOMIC DEVELOPMENT STRATEGY SESSION 

JUNE 16, 2009 
6:00  P.M.  

COOK M EMORIAL LIBRARY, COLLEEN F. JOHNSON COMMUNITY ROOM  
PARTICIPANTS: 

JANIE BAKER LISA DAWSON 
KATHLEEN CATHEY RICK M INSTER 
M ARK DAVIDSON  CHARLIE M ITCHELL  
JANET DODSON  TIM SEYDEL 
JUDY H ECTOR ROBERT STROPE 
JOHN H OWARD  CAROL SUMMERS 
 

AGENDA 
 

 I NTRODUCTIONS , REVIEW OF AGENDA AND PAST WORK, AS WELL AS GROUND RULES ɀ 
KATHLEEN  

o Please note that you will be asked to do some significant strategies work in the 
brainstorm session.  Feel free to work ahead and start making notes for yourself. 
The items to be worked on will be refined as the group goes along.  If 

ÐÁÒÔÉÃÉÐÁÎÔÓ ÄÏÎȭÔ ÓÅÅ ÁÎ ÉÔÅÍ ÍÏÖÉÎÇ ÆÏÒ×ÁÒÄ ÔÈÁÔ ÔÈÅÙ ÆÅÅÌ ÉÓ ÉÍÐÏÒÔÁÎÔȟ 

please comment.  Focus on the plan. 

 Ȱ3ETTING THE FRAMEWORKȱ ɀ CHARLIE   

 A SUMMARY OF THE M AY 5TH
 ECONOMIC DEVELOPMENT AD H OC COMMITTEE 

M EETING WAS PRESENTED TO THE CITY COUNCIL , WHICH THEN GROUPED T HE 

STRATEGIES DISCUSSED. 

 THE REASON THE GROUP IS MEETING IS TO HELP THE CITY OF LA GRANDE DEVELOP A 

STRATEGIC PLAN, WHICH WILL HELP FIND  RESOURCES AND PRIORITIZE NEEDS WHICH 

ASSISTS IN ACCOUNTABILITY  

 THE ECONOMIC PLAN SHO ULD ADDRESS 3 BROAD AREAS: 
1.  FOCUS ON FOLKS ALREADY THERE: BUSINESS RETENTION AND EXPANSION  
2. GROW FROM THE DIRT :  ENTREPRENEUR DEVELOPMENT (AN IDEA BUT NO 

BUSINESS YET) 
3.  BUSINESS RELOCATION , ATTRACTION , RECRUITMENT  

 THERE ARE 3 THINGS BUSINESSES NEED IN ORDER TO PROSPER: WEALTH , LABOR 

(TALENT)  AND REAL ESTATE (COMMUNICATION ).   I F THE CITY GOING TO HELP 

BUSINESSES, ALL 3 THINGS ARE NEEDED.  

 THERE IS A NEED TO GET BUSINESSES GOING AND MOVING , AND THEN DEAL WITH 

EXPANSION.  THE STRATEGIC PLAN NEEDS TO DEVELOP THESE ELEMENTS. 
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 THE CITY OF LA GRANDEȭS RESOURCE CAPACITY:  SHORT AND LONG -TERM RESOURCES 

AND CAPABILITIES ɀ ROBERT  

 THERE ARE TWO RESOURCES: ACTUAL DOLLARS (REAL DOLLARS ARE LIMIT ED TO THE 

URBAN RENEWAL D ISTRICT),  THE CITY CAN PROVIDE STAFF AND FUNDING 

MECHANISMS; SECONDLY THERE ARE OUTSIDE GRANTS. 

 STRATEGIES TO FIND RESOURCES NEED TO BE DEVELOPED. 

 SHORT TERM STAFF TIME COULD BE USED FOR GRANTS/ GRANT WRITING  

 THERE IS A LOT OF DISCUSSION IN OTHER STATES TO IMPLEMENT TAX INCREMENT 

FINANCING THAT IS A HUGE TOOL FOR RETENTION , EXPANSION, DEVELOPMENT, 
RELOCATION  

 THE URBAN RENEWAL PLAN PROJECT IS BASED ON $3 MILLION TO $5 MILLION .  
USING THAT MONEY AVAI LABLE, A PROJECT COULD BE DONE TOMORROW . 

 

 STRATEGIES IN WHICH T HE CITY STAFF SEE LA GRANDE HAVING A LEAD ROLE ɀ 
KATHLEEN   

1. Define and enhance role of downtown revitalization  

 The City sees downtown revitalization as one of their big charges through 
the Main Street program, which provides resources for projects. 

 

2. Maintain small town atmosphere, quality of life, manage growth (using 
ÔÈÅ Ȱ"ÅÓÔ $ÁÙȱ ÖÉÓÉÏÎɊ 

 )Ô ÉÓ ÔÈÅ #ÉÔÙȭÓ ÒÏÌÅ ÔÏ ÄÏ ÔÈÉÓȢ  4ÈÅ #ÉÔÙ #ÏÕÎÃÉÌ ÈÁÓ ÁÄÏÐÔÅÄ Á ÖÉÓÉÏÎ ÐÌÁÎȢ 

 Question regarding the vision plan:  if there is a component as one of the 
vision criteria, would that mean the City would actively work in opposition 
if that was not a business decision? 

 The motivation for businesses would be in incentive packages. 

 7ÏÕÌÄ ÔÈÅ #ÉÔÙ ÄÉÓÃÏÕÒÁÇÅ Á ÂÕÓÉÎÅÓÓ ÔÈÁÔ ÄÏÅÓÎȭÔ ÐÒÏÖÉÄÅ ÆÁÍÉÌÙ-wage 
jobs?  A business type could be discouraged, i.e. selling Elvis memorabilia 
out of a van.  There could be a way to legally prohibit this activity since it is 
not in character of what we want the City to be. 

 In response to the statement that was made concern with not seeing, in the 
last 3-4 years, a transition of the younger generation getting involved in 
service organizations or even within the community replacing the older 
generation, it was said that reaching out to the younger generation would 
be part of a community succession plan. 
 

a. Community and EOU connections 
b. Vital downtown ɀ Main Street program, LGDDA, Chamber 
c. Family-wage jobs ɀ #ÈÁÒÌÉÅȭÓ ÊÏÂ ÉÓ ÔÏ ÄÅÁÌ ×ÉÔÈ ÔÈÉÓ ÁÓÐÅÃÔȢ 

 

3. Communicate effectively with the community, establish leadership and 
organization and build confidence  
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a. )ÎÔÅÇÒÁÔÅ ×ÉÔÈ ÔÈÅ #ÉÔÙȭÓ 5ÒÂÁÎ 2ÅÎÅ×ÁÌ 0ÌÁÎ 
b. )ÎÔÅÇÒÁÔÅ ×ÉÔÈ ÔÈÅ #ÏÕÎÔÙȭÓ %ÃÏÎÏÍÉÃ $ÅÖÅÌÏÐÍÅÎÔ 0ÌÁÎ 
c. Implement plans 

 4ÒÕÓÔ ÔÈÁÔ ÃÉÔÙ ÁÎÄ ÃÏÕÎÔÙȭÓ ÐÌÁÎÓ ÁÒÅ ÉÎ ÅÆÆÅÃÔȢ  #ÈÁÒÌÉÅ ×ÉÌÌ ÁÓÓÉÓÔ ×ÉÔÈ 
implementing the plans. 

 

4. Adopti ng and improving business -friendly, team -oriented approach by 
City staff, including integrated community development ɂorganization, 
process and attitude.  

 The City processes are not always completely transparent.  It was discussed 
that the City would like to  adopt a business friendly team approach, to 
project an attitude of helping businesses get what they need. 

 

 STRATEGIES BRAINSTORM ɀ KATHLEEN  
 

For each broad strategy developed in our May 5 meeting, consider: 

o Specific tasks associated with that strategy 
o Reality checks for the strategy 
o Who is the lead agency for the strategy/tasks? 
o 7ÈÁÔ ÉÓ ÔÈÅ #ÉÔÙ ÏÆ ,Á 'ÒÁÎÄÅȭÓ ÒÏÌÅ ÉÎ ÔÈÅ ÓÔÒÁÔÅÇÙȾÔÁÓËȩ 
o Is this a short-term or long-term strategy/task? 

 

May 5 Strategies:  .ÏÔ ÎÅÃÅÓÓÁÒÉÌÙ ÔÈÅ #ÉÔÙȭÓ ÊÏÂ ÂÕÔ ÉÔ ÍÁÙ ÈÁÖÅ Á role in assisting) 

 Define, strengthen and enhance the role of EOU  
 Tasks: 

 Establishing a bookstore downtown (short term task) 

 On campus enrollment has declined, a task would be to generate increased 
enrollment. (long term task)  

 Identify for the business community unmet educational needs that EOU 
can help with 

 Do the skills match what is needed?  Identify specific educational needs for 
our businesses that can EOU can meet, i.e. associates degree in one area, 
bachelors degree in another area.  A pilot program could be accomplished 
in one year (short term task), otherwise that would be a long term task. 

 Sports ɀ Instill pride in the sports program to build more attendance at 
sports events (short term) 

 Partnership with research programs from other universities or entities, i.e. 
the former partnership with OSHU research program and the nursing 
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program.  OSHU has pulled the financing for research, the nursing program 
continues. 

 %/5ȭÓ 2ÁÎÇÅÌÁÎÄ ÐÒÏÇÒÁÍ ÉÓ ÌÁÒÇÅÒ ÔÈÁÎ ÔÈÅ ÏÎÅ ÁÔ #ÏÒÖÁÌÌÉÓ 

 Bring grade level schools in EOU, Tim Seydel says that they already do that 
with the 7 th graders and some earlier grade levels, through the Girls in 
Science program, Day Camps, Basketball Camp, FBLA, etc.  When asked if 
EOU could have a 6th Grade week, where 6th grade students from all the 
elementary schools would be on campus, Seydel said that the stumbling 
ÂÌÏÃË ÔÏ ÔÈÁÔ ÉÄÅÁ ÉÓ ÔÈÁÔ %/5 ÄÏÅÓÎȭÔ ÈÁÖÅ ÔÈÅ ÆÕÎÄÉÎÇ ÔÏ ÄÏ ÔÈÁÔ ÁÎÄ 
neither do the schools. 

 Establishing a link between EOU and the City in a leadership role and 
entrepreneurship downtown using existing EOU students and vacant 
downtown businesses as a location (long term) 

 EOU taking a pro-active approach to placing interns in La Grande 
businesses (long term) 

 Oregon Innovation Council ɀ Draw on their expertise to create a link 
between EOU and the City. (long term) 

 Assume that EOU is the lead agency for these strategies; Tim Seydel will 
come up with reality checks and provide those to Charlie. 

 

4ÈÅ #ÉÔÙȭÓ 2ÏÌÅȡ 

 The City needs to actively support EOU efforts, in spirit and by provide the 
resource capacity, (Businesses using interns) 

 Routes to campus identified 

 Promote weekend courses ɀ short term 

 Build attendance at sporting events 

 By providing a physical connection between the campus and the City ɀ 
wayfinding an actual connection., EOU ɀ short term, has added signage for 
locating the EOU campus 

 Cooperative communications 

 Connection between the City and EOU in strategic planning.  EOU needs to 
say we need city staff representation on our committees ɀ integrated 
planning 

 Finding money to promote partnerships, do internships downtown, 
coordinate as part of job, collaboration of efforts (long term, potentially 
short term)  

 

Community leadership capacity building (human capital as an unexploited 

asset) 
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 There are a lot of talented people in La Grande who are not engaged.  Those 
people could be potential civic group leaders, core volunteers, and potential 
City Council and Commission candidates.  Intelligent people who are 
willing to put their energies to use, not necessarily in a leadership capacity 

 There is a need to get the community engaged 

 High quality contributors, engaging talent needed for economic 
development - having a collective brain trust mobilized 

 Two groups who could step up and lead this are the Chamber of Commerce 
and Service Clubs 

 Through the Chamber, there could be a business mentoring program.  A 
communication plan for businesses to say we need help and what we need 
help with.  

 Recruiting people could be done at their place of business 

 There needs to be a directory or inventory of available skills 

 Develop skill identification strategy.  

 Outreach is driven by need; looking for people already involved with 
businesses and economic development. 

 Volunteers could be involved with survey work, traffic counting, etc. 
involved with the Main Street Program 

 $ÏÎȭÔ ÊÕÓÔ ÌÏÏË ÁÔ ÙÏÕÔÈȠ ÌÏÏË ÁÔ ÒÅÔÉÒÅÅÓ ÆÏÒ ÔÈÅÉÒ ÈÉÄÄÅÎ ÔÁÌÅÎÔÓȢ 

 Judy Hector, Chamber Director will work on this project. 

 4ÈÅ #ÉÔÙȭÓ ÒÏÌÅ ÉÓ ÔÏ ÂÅ Á ÐÁÒÔÎÅÒ ÁÎÄ ÌÏÏË ÆÏÒ ÏÔÈÅÒ ÍÏÄÅÌÓȟ ÓÔÒÁÔÅÇÉÅÓ ȟ ÈÏ× 
other cities accomplish this 

(The above tasks are all long term) 

 Enhance workforce development opportunities  

 The potential for short term specialized training is not available 

 There needs to be a small core group of four agencies in partnership to take 
the lead; a steering group needs to be created to deal with this 

 (Ï× ÔÏ ÆÉÔ ×ÏÒËÆÏÒÃÅ ÄÅÖÅÌÏÐÍÅÎÔ ÏÐÐÏÒÔÕÎÉÔÉÅÓ ×ÉÔÈ ÔÈÅ #ÉÔÙȭÓ ÅÃÏÎÏÍÉÃ 
development plan:  funding strategies; partnership with BMCC; Urban 
Renewal  could build an incubator building in the Business Park 

 In Southern Oregon, there was an university but no community college, it 
×ÁÓ ÒÅÁÌÉÚÅÄ ÔÈÁÔ ÔÈÅ ÕÎÉÖÅÒÓÉÔÙ ÃÏÕÌÄÎȭÔ ÄÏ ÉÔ ÁÌÌ ÓÏ ÃÉÔÉÚÅÎÓ ÖÏÔÅÄ ÔÏ ÃÒÅÁÔÅ 
a taxing district  

 The City will convene a group to project the demand for career 
development opportunities in La Grande - life-long learning, look at trades 
and training, 

 If people are trained, that does not necessarily mean that they will stay 
here.  You can have a surplus of talent, but if the process is handled right, in 
the end word will get out and businesses will grow as a result. 
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 Family wage job development  

 Access to education. 

 People are out there with skills that are not being used 

 Considering businesses, do you get a business out of the air, or relocate 
businesses to get more family wage jobs. 

 If a change in the dynamics of the economy is wanted, who will take the 
risks to make that shift?  The public sector has to take the risk of building 
skilled people; then business will come for the talent available, i.e. the wind 
turbine industry that has become involved in this area. 

 )Æ ÙÏÕȭÒÅ ÇÏÉÎÇ ÔÏ ÒÅÃÒÕÉÔ ÂÕÓÉÎÅÓÓÅÓ ×ÉÔÈ ÆÁÍÉÌÙ ×ÁÇÅ ÊÏÂÓȟ ÙÏÕ ÎÅÅÄ ÔÏ 
develop a skills list. 

 Do you want more jobs or better jobs; what kind of jobs? 

 It is significant to identify businesses that are paying family wage jobs 

 The healthcare field can be more resilient 

 How do you get the word out ɀ outreach ɀ to get people here? 

 Assistance needs to be done in helping businesses access capital 

 The City is involved with obtaining industrial large land lots, in order to 
provide the land area that some businesses are seeking.  Is it worth it to 
have the land available? 

 Does the area want large employers? What happens if a company goes out 
of business?  An optimal business mix needs to be determined for La 
Grande 

 7ÈÏȭÓ ÉÎ ÃÈÁÒÇÅ ÏÆ ÒÅÃÒÕÉÔÉÎÇ ÂÕÓÉÎesses ɀ UCEDC, along with the City, 
#ÏÕÎÔÙ ÁÎÄ #ÈÁÍÂÅÒȢ  )Æ 5#%$# ÇÅÔÓ ÍÏÎÅÙ ÆÒÏÍ ÔÈÅ #ÉÔÙȟ ÉÔȭÓ ÒÅÁÓÏÎÁÂÌÅ 
to expect UCEDC to take that role. 

 The role of the City is to be a collaborator./partner by giving funds to 
UCEDC 
 

Tasks:  Financing business resources - capital, funding, investment, 

expansion, - it all goes back to real estate 

 Business incentives  

 4ÈÉÓ ÉÓ ÎÏÔ ÉÎ ÔÈÅ #ÉÔÙȭÓ ÂÁÓËÅÔȟ ÉÔ ÔÁËÅÓ Á×ÁÙ ÔÈÅ ÅÎÔÅÒÐÒÉÓÅ ÚÏÎÅ ÁÎÄ ÍÅÁÎÓ 
the City is not the lead agency 

 Who is the lead agency ɀ it depends upon what incentives are available that 
would determine who would be the lead agency.  The county could take a 
leadership role with other entities helping. 

 Business incentives need to be redefined 

 Utility companies - producing renewal energy ɀ the City is also a utility 
provider 

 Business incentives need to be identified and marketed 
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 What would attract businesses to La Grande ɀ quality of life, healthcare, 
schools, university, and public services.  How do you market that outside of 
the community in relation to a busin ess? 

 Businesses need to be able to run and operate to maintain long term. 

 Who are we comparing ourselves to, what is the competition?  What are the 
tools ɀ it depends upon your competition, you need a different set of tools if 
ÙÏÕȭÒÅ ÃÏÍÐÅÔÉÎÇ ×ÉÔÈ "ÁËÅÒ #ounty or Kootenai County in Idaho 

 

 Define role of natural resource development  
o As industrial development, manufacturing, agriculture 
o As recreation and tourism 
o Innovation leadership 

 There are not a lot of resources within the corporate boundaries of the City 

 Potential research facility/medical facility through EOU,  

 Marketing resources - develop wood products 

 What can we do, what are the opportunities? 

 Identify emerging business development 

 Industrial development is a pivot point with product development/value 
added opportunities 

 

 OTHER QUESTIONS AND I SSUES THAT NEED TO BE ANSWERED ɀ CHARLIE AND KATHLEEN 
 

 What is the role of tourism in our economic development plan?   

 4ÏÕÒÉÓÍ ÓÈÏÕÌÄ ÂÅ ÌÅÆÔ ÁÓ Á ÃÏÍÐÏÎÅÎÔ ÏÆ ÔÈÅ #ÉÔÙȭÓ ÐÌÁÎ 

 Helping the downtown  results in helping tourism 
 

 Should community branding be included in this phase our plan?  
- Values statement(s)  - Vision 
- Logo    - Connection with EOU? 
- Tagline    - Marketing plan? 

 Do we do branding as part of coming up with part of the plan, or branding 
what we are and what we do? 

 Does branding result in any benefit?  There is confusion between tag line 
and branding - coming up with core values, identifying who you are,  

 4ÈÅ #ÉÔÙ #ÏÕÎÃÉÌ ÖÉÓÉÏÎÉÎÇ ÐÒÏÃÅÓÓ ÁÎÄ ÔÈÅ Ȱ"ÅÓÔ $ÁÙȱ ÅØÅÒÃÉÓÅ ÓÈÏÕÌÄ ÔÁËÅ 
care of branding, then the results can be refined,  

 Oregon Main Street has a branding element to that program 

 The City needs to find out what do people/outside world think when they 
think of La Grande 



112 
 

 A brand is not needed for external folks.  There is a need to determine what 
the customer base is and if the value of identifying a brand gives 
consistency to the message and if it makes branding more valuable. 

 

 TIMELINE FOR ACTION A ND IMPLEMENTATION ɀ CHARLIE   

 The next step will be working on discussion items over the summer.  The 
Ad Hoc Committee will be called back sometime in the fall. 

 The City Council will meet in August for the visioning process 

 Input will be obtained from Brian Cole  

 A plan will be drafted to share with the large Ad Hoc Committee, then the 
plan wil l go to City Council, after that the plan will go to the public.  

 4ÈÅ #ÏÕÎÃÉÌȭÓ ÖÉÓÉÏÎ ÉÓ ÍÏÒÅ ÃÏÍÍÕÎÉÔÙ-wide, i.e. safe streets, etc. that 
×ÏÕÌÄÎȭÔ ÎÅÃÅÓÓÁÒÉÌÙ ÁÐÐÅÁÒ ÉÎ ÔÈÅ ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ ÐÌÁÎȢ 

 

 OUTCOMES AND PERFORMANCE MEASUREMENT ɀ KATHLEEN  

 CHARL IE WILL COME BACK WI TH THE DRAFT , WHICH WILL HAVE A LE AD IN BY 

BRIAN COLE, AND SHOW 5#%$#ȭS WORK 

 THE JOB OF THE STAKEHOLDER GROUP IS TO DETERMINE IF THE DRAFT  PLAN 

IS ON THE MARK AND I F THERE ARE AREAS OF IMPROVEMENT .  PAY A LOT OF 

ATTENTION AND FOCUS ON PRIORITIES , BE BOISTEROUS WITH FEEDBACK.  
PEOPLE NEED TO BE ENGAGED.  H OW CAN IT BE MEANING FULLY SAID ȰLOOK 

AT THISȱȢ 

 AT SOME POINT IN THE PLAN, THERE NEEDS TO BE A LOOK AT MEASURING 

WHETHER THIS IS MOVI NG THE WAY PEOPLE WANT IT TO MOVE ɀ HOW DO WE 

KNOW ? 

 I T NEEDS TO BE AS CLEAR AS POSSIBLE IN THE DRAFT DOCUMENT THAT T HE 

CITY IS MOVING FORWAR D. 

 CHARLIE WILL EMAIL TH E DRAFT PLAN AND GIVE THE GROUP AN 

OPPORTUNITY TO LOOK AT AND GO OVER THE PLAN PRIOR TO GETTING  

TOGETHER AS A GROUP. 

 THINK ABOUT PERFORMAN CE MEASUREMENT ɀ HOW AT THE END OF TH E DAY 

DID THE JOB GET DONE.  M EASUREMENT SHOULD BE IN PLACE AS PART OF THE 

PLAN. 

 M AKE SURE THAT PERFORMANCE MEASUREMENT IS A CLEARLY IDENTIFIED  

GOAL AND THE PLAN IS MEASURE OF SUCCESS.  M EETING ON A QUARTERLY 

BASIS SHOWS SUCCESS; AS DOES EASTERN WORK FORCE DEVELOPMENT, AND 

ESTABLISHING GROUPS WHO CONTINUE TO MEET , I .E., M AIN STREET GROUPS 

(RESULTS SHOWN IN PLACEMENT OF PARK BENCHES) 

 I T IS POSSIBLE TO GET INTO BEAN COUNTING , BUT THERE WILL ALSO BE LITTLE 

VICTORIES.  CELEBRATE THOSE SMALL VICTORIES. 

 THE CREATION OF A PROGRAM WILL ADD TO THE  LIST OF MEASUREMENT 
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 THE CHALLENGE IS FINDING QUALITATIVE MEAS UREMENTS 

 THE CITY IS GETTING MORE OUT OF THE M AIN STREET PROGRAM, NOT ONLY 

LOCALLY BUT BEYOND AS WELL.  THERE IS A NEED FOR MORE PUBLIC 

RELATIONS. 

 M EASURABLE SUCCESSES WOULD BE SHOWN BY AVERAGE WAGE INCREASES 

AND DOWNTOWN BUILDIN G VACANCIES BEING DOWN. 

 I T WOULD BE GOOD TO R ECOGNIZE VOLUNTEERS, AND RAISE AWARENESS OF 

THE TALENT AVAILABLE , IN A MORE PUBLIC ARENA SUCH AS CELEBRATE LA 

GRANDE.  M OST AWARDS ARE HELD IN SMALL ARENAS, I .E. CITY COUNCIL 

MEETINGS, ETC. 
 

THE MEETING WAS CONCLUDED AT 8:22 P.M . 

 

A COMMENT WAS RECEIVED AFTER THE MEETING AND IS BEING INCLUDED BELOW: 

 Celebrate La Grande should have booths with speakers from Rotary, churches, etc. 
to reach out to people with talent.  Then have those speakers go to the meetings of 
various groups so that people can see their enthusiasm. 

 There needs to be a PR image/connection with the proper people so the message 
of recruiting can get out. 
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APPENDIX E. 

Union County Economic Development Corporation Economic 

Development Strategic Plan September 2009:  

Summary of relevant elements  

Background:  

The 2009 UCEDC Economic Development Plan contains 16 selected strategies. The City of 

La Grande Plan includes relevant strategies of the UCEDC Plan and attempts to 

coordinate these activities and suggestions where appropriate.  

Of 25 ranked strategies, 16 were ultimately selected into the UCEDC Plan; 11 of these 

ÃÏÒÒÅÌÁÔÅ ÔÏ ÔÈÅ #ÉÔÙȭÓ 0ÌÁÎ ÁÎÄ ÁÒÅ listed below. The five not selected are: Energy 

Development; Attracting Government Funding; Environmental Restoration; Attracting 

Government Jobs; Infrastructure Development (this last strategy may need to be added in 

future revisions of this Plan.) 

UCEDC Rank 1 

Strategy Education Development 

Lead Agency EOU 

Action Steps 1. Coordinate with all education interests to determine interest in 
strategy. 

2. Examine existing missions, vision and budget for relevant 
educational institutions.  

3. Examine short-term and long-term budget projections for 
relevant educational institutions.  

4. Determine the interests, if any, by other relevant communities in 
a similar strategy. 

5. Develop a plan to expand and/or create one or more educational 
institutions. Implement plan for the ed ucation development 
strategy. 

Relationship 
to City of LG 
Plan 

2ÅÌÁÔÅÓ ÔÏ ÔÈÅ ÓÔÒÁÔÅÇÉÅÓ ÉÄÅÎÔÉÆÉÅÄ ÉÎ ÔÈÉÓ 0ÌÁÎ ÏÆ ΩΫ ȰSolidify appropriate 
relationships with Eastern Oregon University (EOU) with the aim of 
creating new economic opportunities for the community.ȱ !ÎÄ Ωα 
ȰInstitute appropriate measures to enhance workforce development 
opportunities and integration.ȱ 
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UCEDC Rank 2 

Strategy Pass-Through Visitor Services 

Lead Agency UCT 

Action Steps 1. Determine the extent of visitor expenditures by transient 
travelers. 

2. Consider the availability of land and appropriate zoning for 
expanded business activity. 

3. Meet with businesses benefiting from such transient travel about 
their business activity, trends and needs. 

4. Foster the expansion of existing businesses benefitting from such 
visitor expenditures. 

5. Consider promotional measures designed to capture an increased 
percentage of the transient visitor expenditure market. 

Relationship 
to City of LG 
Plan 

2ÅÌÁÔÅÓ ÔÏ ÔÈÉÓ 0ÌÁÎȭÓ ÓÔÒÁÔÅÇÙ Ωγ ȰEnsure tourism is providing the best 
value possible.ȱ 

 

UCEDC Rank 3 

Strategy Health Care 

Lead Agency Not yet identified, assumed Grande Ronde Hospital 

Action Steps 1. Coordinate with hospital and health care leaders to determine 
interest in strategy. 

2. Inventory current status and comparative strengths of local health 
care services.  

3. Determine needed investments in facilities and/or equipment to 
expand market. 

4. Assess potential to increase existing market and expand market 
service territory. 

5. Develop and implement marketing plan designed to capture 
increasing market. 

6. Consider physician recruitment effort. 

Relationship 
to City of LG 
Plan 

Does not directly relate to a specific strategy in this Plan, but references 
are made throughout of identifying Health Care as a targeted industry. 
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UCEDC Rank 6 

Strategy Downtown Development 

Lead Agency City of La Grande Main Street Program 

Action Steps 1. Establish and/ or support an organization dedicated to downtown 
development. 

2. Establish a long-term dedicated funding source for the downtown 
organization. 

3. Consider implementation of the Main Street Approach developed 
by the National Main Street Center of the National Trust for 
Historic Preservation. 

4. Create a downtown development strategic plan as either a stand-
along document or a subset of a broader economic development 
strategic plan. 

5. Consider establishing a building façade improvement program/ 
fund.  

6. Explore and promote the availability of historic preservation 
incentives. 

7. Identify gaps between local demand for downtown business 
activity and existing business activity. 

8. Foster the expansion of existing businesses ɀ or recruitment of 
new businesses ɀ that can fulfill unmet demands for downtown 
services in the community. 

9. Develop an annual calendar of promotional events designed to 
promote and celebrate the downtown.  

10. #ÏÎÄÕÃÔ Á ÓÙÓÔÅÍÁÔÉÃ ÏÕÔÒÅÁÃÈ ÔÏ ÁÌÌ ÏÆ 5ÎÉÏÎ #ÏÕÎÔÙȭÓ 
communities to explore the interest and capacity to implement 
downtown improvements. 

11. Determine the role that downtown development will play in 
Union  #ÏÕÎÔÙȭÓ ÏÖÅÒÁÌÌ ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ ÐÌÁÎÎÉÎÇ ÅÆÆÏÒÔÓȢ 

Relationship 
to City of LG 
Plan 

2ÅÌÁÔÅÓ ÔÏ ÔÈÉÓ 0ÌÁÎȭÓ ÓÔÒÁÔÅÇÙ Ωέ ȰContinue proactive approach to 
downtown development and revitalization.ȱ 
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UCEDC Rank 8 

Strategy Value-Added Agriculture 

Lead Agency UCEDC 

Action Steps 1. Convene producers to determine existing and projected volumes 
of one or more commodities.  

2. Determine level of community support for this strategy. 
3. Consult government and industry experts to determine 

availability of one or more agricultural commodities.  
4. Determine relevant region for availability of one or more 

commodity.  
5. Determine if commodity ( ies) is encumbered with existing 

production contracts with existing buyers. 
6. For each of the commodities, determine existing national and/or 

regional value-added processors. 
7. Determine the infrastructure and labor force needs of such 

companies. 
8. Consider industry trends and effects of globalization. 

Relationship 
to City of LG 
Plan 

)ÎÄÉÒÅÃÔÌÙ ÒÅÌÁÔÅÓ ÔÏ ÔÈÉÓ 0ÌÁÎȭÓ ÓÔÒÁÔÅÇÙ ΩΫέ ȰConsider best role for the 
#ÉÔÙ ÔÏ ÐÌÁÙ ×ÉÔÈ ÒÅÇÁÒÄ ÔÏ ÌÅÖÅÒÁÇÉÎÇ ÔÈÅ ÁÒÅÁȭÓ ÎÁÔÕÒÁÌ ÒÅÓÏÕÒÃÅ ÁÓÓÅÔÓȢȱ 
Other references are made in the plan to identify value-added agriculture 
as a potential targeted industry. 

 

UCEDC Rank 9 

Strategy Local/Regional Tourism 

Lead Agency Union County Tourism 

Action Steps 1. Develop/ support local tourism advocacy organization (visitor and 
convention bureau).  

2. Coordinate between local government and local tourism industry 
advocates. 

3. Inventory local/ regional visitor attractions.  
4. Determine if existing visitor expenditure patterns are above or 

below average per capita. 
5. Determine the regional market to be captured in terms of tourism 

promotion.  
6. Develop a regional tourism marketing plan. 
7. Consider investments in tourism product development. 
8. Establish, fund and implement a tourism marketing/ promotion 

plan. 

Relationship 
to City of LG 
Plan 

2ÅÌÁÔÅÓ ÔÏ ÔÈÉÓ 0ÌÁÎȭÓ ÓÔÒÁÔÅÇÙ Ωγ ȰEnsure tourism is providing the best 
value possible.ȱ 
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UCEDC Rank 10 

Strategy Value-Added Forest Products 

Lead Agency Union County  

Action Steps 1. Convene government and industry experts to determine 
availability of one or more forest commodity (ies). 

2. Determine level of community support for this strategy. 
Determine relevant region for availability of  one or more 
commodity ( ies). 

3. Determine long-term availability of commodities.  
4. For each of the commodities, determine existing national and/ or 

regional value-added processors. 
5. Determine the infrastructure and labor force needs of such 

companies. 
6. Consider industry trends and effects of globalization. 
7. Develop and/ or market the available infrastructure, labor force, 

and business development incentives for such companies. 
8. Explore capability of existing businesses or entrepreneurs to enter 

market. 
9. Inventory available land, buildings and infrastructure.  

Relationship 
to City of LG 
Plan 

)ÎÄÉÒÅÃÔÌÙ ÒÅÌÁÔÅÓ ÔÏ ÔÈÉÓ 0ÌÁÎȭÓ ÓÔÒÁÔÅÇÙ ΩΫέ ȰConsider best role for the 
#ÉÔÙ ÔÏ ÐÌÁÙ ×ÉÔÈ ÒÅÇÁÒÄ ÔÏ ÌÅÖÅÒÁÇÉÎÇ ÔÈÅ ÁÒÅÁȭÓ ÎÁÔÕÒÁÌ ÒÅÓÏÕÒÃÅ ÁÓÓÅÔÓȢȱ 
Other references are made in the plan to identify value-added wood 
products as a potential targeted industry. 
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UCEDC Rank 12 

Strategy Business Retention & Expansion 

Lead Agency Union County Chamber of Commerce (may transition to UCEDC) 

Action Steps 1. Develop a business outreach team comprised of local government 
and economic development professionals. 

2. Systematically identify existing businesses and industries, and the 
respective contact persons within each business/ industry. 

3. $ÅÖÅÌÏÐ Á ÓÕÒÖÅÙ ÏÒ ȰÃÏÎÖÅÒÓÁÔÉÏÎ ÔÅÍÐÌÁÔÅȱ ÔÏ ÇÕÉÄÅ ÄÉÓÃÕÓÓÉÏÎÓ 
with  existing businesses. 

4. Systematically reach out to targeted businesses to identify their 
current situation and their strengths/ weaknesses/ opportunities/ 
threats. 

5. Develop a follow-up list of activities designed to meet the needs 
and expectations of existing businesses. 

6. Coordinate a business resources forum inclusive of business 
financing and workforce training resources. 

7. Periodically follow-up with all businesses (perhaps at least one 
connection per year). 

8. Foster a pro-business climate. 

Relationship 
to City of LG 
Plan 

2ÅÌÁÔÅÓ ÔÏ ÔÈÉÓ 0ÌÁÎȭÓ ÓÔÒÁÔÅÇÙ Ωά ȰDevelop and implement a proactive 
Business Retention & Expansion (BR&E) program with the Union County 
Chamber of Commerce.ȱ )Ô ÉÓ ÌÉËÅÌÙ ÔÈÁÔ 5#%$# ÍÁÙ ÂÅÃÏÍÅ ÔÈÅ ÌÅÁÄ 
agency for this strategy with the Chamber in a supporting role. 

 

  



120 
 

UCEDC Rank 13 

Strategy Business Cultivation 

Lead Agency UCEDC w/ Union County Chamber of Commerce support 

Action Steps 1. Import Substitution (IS): Scan existing businesses to determine if 
a business case can be made for the local provision of such 
materials/ services. 

2. (IS): Determine if sufficient demand exists for the recruitment of a 
new business to meet local needs. 

3. (IS): Interview local businesses, primarily manufacturers, to 
determine the respective quantities of materials and services 
ÂÅÉÎÇ ȰÉÍÐÏÒÔÅÄȱ ÉÎÔÏ ÔÈÅ ÃÏÕÎÔÙȾ ÒÅÇÉÏÎ ÆÏÒ ÐÒÏÄÕÃÔÉÏÎȢ 

4. (IS): Aggregate each respective material/ service to determine 
respective volume levels. 

5. (IS): Utilize information to recruit existing or new companies to 
produce goods and services that are currently imported into the 
region. 

6. Industrial Clusters (IC): Indentify business sectors/ industries that 
are sufficiently robust within the community.  

7. (IC): Convene representatives of businesses within the sector(s)/ 
industry ( ies). 

8. (IC): Invite out-of-region industry experts to share industry trends 
and possibilities. 

9. (IC): Be responsive to emerging opportunities resulting from new 
relationships and partnerships 

Relationship 
to City of LG 
Plan 

2ÅÌÁÔÅÓ ÔÏ ÁÎÄ ÓÕÐÐÏÒÔÓ ÔÈÉÓ 0ÌÁÎȭÓ ÓÔÒÁÔÅÇÉÅÓ ÏÆ Ωά ȰDevelop and 
implement a proactive Business Retention & Expansion (BR&E) program 
with the UÎÉÏÎ #ÏÕÎÔÙ #ÈÁÍÂÅÒ ÏÆ #ÏÍÍÅÒÃÅȟȱ ÁÎÄ Ωί ȰDevelop 
strategies to more aggressively and proactively market the community to 
attract new business opportunities to the aÒÅÁȟȱ ÁÎÄ ΩΫά ȰConsider the 
appropriate mix of business incentives needed to influence new business 
investments.ȱ 
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UCEDC Rank 16 

Strategy Entrepreneurial Development 

Lead Agency NEOEDD 

Action Steps 1. Create a communication network linking entrepreneurial 
development service providers. 

2. Inventory local resources for start-up business finance, workforce 
training and business planning. 

3. Explore the establishment of a business incubator. 
4. Establish a part-time or full -time position dedicated to business 

coaching. 
5. Introduce entrepreneurship as a career path option in local 

schools. 

Relationship 
to City of LG 
Plan 

Not specifically referenced in this Plan, but elements of this strategy will 
ÂÅ ÒÅÆÌÅÃÔÅÄ ÉÎ ÓÅÖÅÒÁÌ ÏÆ ÔÈÉÓ 0ÌÁÎȭÓ ÓÔÒÁÔÅÇÉÅÓȟ ÔÏ ÉÎÃÌÕÄÅ Ωά ȰDevelop 
and implement a proactive Business Retention & Expansion (BR&E) 
program with the UÎÉÏÎ #ÏÕÎÔÙ #ÈÁÍÂÅÒ ÏÆ #ÏÍÍÅÒÃÅȟȱ ÁÎÄ ȰΩέ 
ȰContinue proactive approach to downtown development and 
revitalization.ȱ 

 

UCEDC Rank 20 

Strategy Business Recruitment 

Lead Agency UCEDC 

Action Steps 1. Support or create an organization and position focused upon 
business recruitment objectives. 

2. Determine collective desire for growth in community.  
3. Inventory business development assets in community (land, 

buildin gs, labor force, job training programs, incentives, etc.) 
4. Consider targeted industries that build from ɀ and contribute to ɀ 

the local economy. 
5. Consider geographic-based, industry-based and relationship-

based business recruitment strategies. 
6. Identify busin ess recruitment or outreach approaches (web-based, 

attendance at trade shows, other marketing strategies). 
7. Develop a business recruitment plan based upon above 

considerations. 
8. Implement business recruitment plan. 
9. Read and implement the Business Development Capacity 

Community Organizer. 

Relationship 
to City of LG 
Plan 

2ÅÌÁÔÅÓ ÔÏ ÔÈÉÓ 0ÌÁÎȭÓ ÓÔÒÁÔÅÇÙ ÏÆ Ωί ȰDevelop strategies to more 
aggressively and proactively market the community to attract new 
busÉÎÅÓÓ ÏÐÐÏÒÔÕÎÉÔÉÅÓ ÔÏ ÔÈÅ ÁÒÅÁȢȱ 
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APPENDIX F. 

Goal 9: Economic Development ; Final report summary; August 2009  

The Benkendorf Associates Corp.  & Johnson Reid, LLC  

 

I. Goal and Policies   

The following goals, objectives, policies and recommendations have been formulated by 

ÔÈÅ #ÉÔÙ ÔÏ ÄÉÒÅÃÔ ÔÈÅ ÃÏÍÍÕÎÉÔÙȭÓ economic development program during the next five 

to ten years. 

A. Goals 

Goal 1 ɀ To Create High Quality Family Wage Jobs  

To promote industrial and commercial development that generates high quality family 

wage jobs and income for the community and creates sustainable and environmentally 

sound economic vitality. 

Goal 2 ɀ To Foster the Growth and Expansion of Eastern Oregon University  

To support the university in its efforts to grow and target educational programs to the 

region and the state.  Provide sites and other infrastructure to businesses seeking to 

partner with the university.  

Goal 3 ɀTo Promote Retail Development  

To promote the development of the City as a Regional Shopping Center by providing a 

greater range of retail services for residents and visitors.  As a Regional Center, allow 

residents to satisfy their shopping needs within the Community and provide a greater 

range of services for travelers on I-84. 

Goal 4 ɀ To Revitalize the Downtown  

To revitalize the Central Business District by building on its historic character, expanding 

the mix of goods and services offered and creating public spaces and amenities. 
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Goal 5 ɀ To Establish Sufficient Capacity for Commercial and Industrial 

Development  

To amend the Urban Growth Boundary (UGB) and consider an Urban Reserve Area 

ɉ52!Ɋ ÔÏ ÐÒÏÖÉÄÅ ÆÏÒ ÓÕÆÆÉÃÉÅÎÔ ÌÁÎÄ ÔÏ ÍÅÅÔ ÔÈÅ #ÉÔÙȭÓ ÌÏÎÇ-term commercial and 

industrial economic development goals. 

B. Objectives  

1. To provide public improvements and infrastructure to support job-creating 

development.  Provide planning and funding for public improvements including streets, 

utilities, telecommunications and other facilities in support of development that will 

create a range of types of family wage jobs for residents of La Grande. 

2. To provide appropriate sites for businesses creating family wage jobs.  Assist in land 

assembly and infrastructure development for quality industrial districts and business 

parks to attract businesses that create family wage jobs. To manage the locations of the 

allowable uses to ensure that the land is properly utilized.   

έȢ 4Ï ÃÏÏÒÄÉÎÁÔÅ ÔÈÅ #ÉÔÙȭÓ ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ ÐÒÏÇÒÁÍ ×ÉÔÈ ÔÈÅ ÃÉÔÉÚÅÎÓ ÏÆ ,Á 

Grande, community-based organizations, Union County, Union County Economic 

Development Corporation, the Chamber of Commerce, the Oregon Community and 

Economic Development Department (OCEDD), Northeast Oregon Economic 

Development District and other local, regional, state and federal agencies. 

ήȢ 4Ï ÃÏÎÔÉÎÕÅ ÁÎÄ ÅÎÈÁÎÃÅ ÔÈÅ #ÉÔÙȭÓ ÅÃÏÎÏÍÉÃ ÄÅÖÅÌÏÐÍÅÎÔ ÐÒÏÇÒÁÍ ×ÉÔÈ %/5 ÁÓ Á 

means of attracting and retaining businesses. 

5. To provide public improvements to sites for retail development. To plan and develop 

infrastructure and public facilities to encourage retail and mixed-use projects. 

6. To diversify and strengthen the mix of economic activity in City of La Grande and the 

surrounding region without diminishing the livability of the area.  

7. To support and utilize regional and local partnerships for greater economic 

development opportunities. 
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C. Policies  

General  

Policy 1. The City shall undertake specific activities to encourage the growth of existing 

businesses, to encourage a diversity of businesses, and to attract new businesses to the 

community in industries that will provide local employment opportunities that are 

consistent with community needs and not detrimental to the quality of life in the 

community.  

Policy 2.  The City shall evaluate the suitability of a proposed industrial development 

according, but not limited, to the following factors: availability of labor force and 

materials, market locations, transportation and service needs, relationship to present 

economic base and similar considerations. 

Policy 3.  The City shall provide for adequate and convenient vehicle, public transit (via 

Community Connection of Oregon) and bicycle access and parking to accommodate 

customers and employees in commercial areas.  

Polic y 4. The City shall require that business development occurs only after sufficient 

right -of-way, improvements, and special control of access points have been obtained to 

accommodate the added traffic generated. 

Policy 5.  The City shall ensure that public services will be planned for and made available 

to those areas designated and zoned for industrial and commercial uses. 

Policy 6.  The City shall promote and encourage investment in communications 

infrastructure to provide opportunities for remote offices, h ome-based employment, and 

other communications-dependent employment. 

Policy 7.  The City shall focus economic development efforts on the following existing 

industry clusters: Wood Products, Education, General Manufacturing, Health Care; the 

following emerging/targeted clusters: Regional Retail, Truck and Rail Transportation & 

Warehousing; and the following non-cluster opportunities: medical research and 

development, other medical services, suppliers, private firefighting, and tourism. 

Policy 8.  The City shall take social, aesthetic, and environmental values into 

consideration when planning for commercial and industrial development. 

  



125 
 

Policy 9.  The City shall work with regional organizations (e.g., Northeast Oregon 

Economic Development District (NEOEDD), the Union County Economic Development 

Corporation (UCEDC), the Northeast Oregon Alliance, the Northeast Oregon Business 

Development and the Greater Eastern Oregon Development Corporation (GEODC), and 

local organizations (e.g., Union Commercial Club and Union United) to enhance its 

economic planning efforts. 

Location of Uses  

Policy 10. The City shall encourage highway-oriented businesses to be located near 

intersections of major arterials. 

Policy 11. The City shall encourage the grouping of commercial uses in such a manner as 

will facilitate customer involvement from one store to another.   

Policy 12. The City shall locate commercial areas so as to provide good access between 

them and the trade area served. 

Policy 13. In order that residential areas may be free from industrial traffic, the City shall 

locate industrial areas with access provided primarily to and from major transportation 

routes which include arterial truck routes, highways, and railroad lines. 

Policy 14. The City shall require certain industrial uses generating heavy traffic, noise, 

smoke, or other nuisances to be located where it is feasible to provide a transition, with 

light industrial areas, commercial areas, or open space to adjoining land uses. 

Commercial and Industrial Sites  

Policy 15. The City shall market the availability of commercial, industrial, and business 

park sites to potential employers who provide family wage jobs. Such marketing should 

include a description and timeline for the required land use approvals. 

Policy 16. The City or its urban renewal agency shall seek to aggregate and redevelop 

commercial parcels in the area bounded by Cove Avenue, North Albany Street, East R 

Avenue, and the Grande Ronde Ditch for commercial uses. 

Policy 17. Where areas have been planned for large industrial sites, zoning regulations 

shall be developed and maintained to keep those sites intact. Such sites shall not be 

further divided except to create planned industrial parks that support a specific industry.  
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Policy 18. The City shall protect lots with existing areas of two and one half (2½) acres or 

more in commercial and industrial zones by requiring approval of a Master Plan to 

govern proposed uses, development patterns, and parcel sizes, along with subdivisions, 

partitions, and property line adjustments. The Master Plan shall be used to maximize the 

long-term potential for commercial and industrial employment in accordance this Goal 9 

chapter. 

Policy 19. The City shall identify areas where large lot lands are to be located.  The City 

shall develop specific criteria to protect large sites from any partitioning or development 

activity that would inhibit the availability of these lands for large industrial users in the 

future.  

Planning for F uture Growth  

Policy 20.  The City shall identify land that will provide for expansion of existing 

businesses and/or attract new businesses and shall reserve that land for future industrial 

development that is consistent with community needs and goals and not detrimental to 

the quality of life in the area. 

Policy 21. The City shall ensure that space for industries is reasonably scaled to the 

anticipated demand and need. 

Policy 22. The City shall maintain at least a ten (10) year supply of vacant serviceable land 

in a range of parcel sizes within the Urban Growth Boundary (UGB) to accommodate new 

employers and the growth of existing employers. 

Policy 23. The City should consider establishing Urban Reserve Areas (URAs) adjacent to 

the UGB to identify the location of future Commercial and Industrial lands that the City 

will likely include in future UGB expansions. The establishment of URAs would promote 

the long range planning of public utilities and services. The City of La Grande shall 

coordinate with Union Coun ty regarding the designation of URAs adjacent to the UGB for 

Heavy and Medium Industrial uses.  

Policy 24.  The land areas to be added to the UGB and/or designated as Urban Reserve 

Areas (URAs) in the future (see Exhibit 2) shall be reserved for businesses which 

demonstrate an actual need for medium to large sites of approximately 25 to 100 acres or 

larger per business.  The objective of this policy shall be to maximize the long term 

potential for commercial and industrial employment in accordance with this Goal 9 

chapter and shall provide for the maximum use of the parcels yet be consistent with all 

other applicable requirements of the law. 
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Downtown  

Policy 25. The City shall encourage Central Business District retail and service uses to 

remain concentrated and consolidated rather than geographically expanded. 

Policy 26.  In order to encourage residents to live within close proximity to their place of 

work, the City shall support and promote mixed-use development in the Central 

Business, General Commercial and Residential-Professional zones. 

Policy 27. Residential development; i.e., residential units, shall be supported and 

encouraged on the second and higher floors in the Central Business Zone.  Residential 

uses shall also be permitted on the main and higher flÏÏÒÓ ÁÓ ÉÄÅÎÔÉÆÉÅÄ ÉÎ ÔÈÅ Ȱ2ÅÓÉÄÅÎÔÉÁÌ 

/ÖÅÒÌÁÙ :ÏÎÅ -ÁÐȱȟ ÉÎ ÁÎ ÁÒÅÁ ÏÆ ÔÈÅ '# 'ÅÎÅÒÁÌ #ÏÍÍÅÒÃÉÁÌ :ÏÎÅȟ ÐÒÏÖÉÄÅÄ ÔÈÁÔ ÔÈÅ 

store front is used for retail or other commercial purposes.   

Policy 28.  The City shall support new commercial development along alleys in the 

downtown.  

Policy 29.  The City shall support enhancement of the existing Historic District in the 

downtown in order to help restore and protect historic buildings and create a sense of 

pride among property owners. 

D. Recommendations  

The City shall consider the following development standards: 

A. Separate noise sensitive and noise-producing land uses; minimize noise impacts on 

surrounding properties and protect and maintain the quiet character of those areas of the 

community unaffected by major noise sources, and locate, design and buffer noise 

producing land uses to protect noise sensitive land uses. 

B. Regulate the type and intensity of land uses within areas subject to natural disasters 

and hazards. 

C. Require that all development along arterials and major collectors be preceded by and 

consistent with an approved Master Plan. 

D. A detailed traffic analysis may be required by the City to accompany a Master Plan, 

when a Master Plan is required, which finds that existing streets and intersections both 

on and off-site will accommodate the projected traffic increases, or; necessary 

improvements can be constructed which are in conformance with the Comprehensive 

Plan Transportation Map.   
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E. Commercial and industrial parking shall not intrude into adjacent residential 

neighborhoods. 

F. When a Master Plan is required, incorporate into the Master Plan the following: 

1) Provide the full range of required public facilities and services and pay 

commensurate system development charges; 

2) Mitigate adverse impacts such as noise, traffic and visual aesthetics, on adjacent 

land uses through methods such as buffering, screening, parking controls, height, 

bulk and scale limits; 

3) Participate in the development of a street system which provides efficient 

connection to higher order streets and to other activity centers; 

4) Develop transit opportunities appropri ate to the scale and character of the project; 

5) Provide for a safe and convenient pedestrian and bicycle circulation system to and 

within the development;  

6) Provide adequate, but not excessive parking for customers and employees; and, 

7) Preserve natural resources and provide required open space. 

G. When a Master Plan is required, require that the Master Plan show: 

1) Projects at full development including identification of all phases; 

2) The locational, design and transportation relationships of proposed development 

with the rest of the business district and with surrounding land uses; 

3) Measures necessary to mitigate adverse impacts on the transportation system and 

on adjacent land uses; and, 

4) Design compatibility with surrounding land uses in regard to elements such as 

scale, bulk, materials, colors and landscaping. 

H. Support redevelopment of existing vacant and underutilized industrial and 

commercial lands rather than designating additional lands for these purposes. 

I. Require all commercial and manufacturing operations, except those approved as a 

temporary use, including warehousing and storage, to be conducted either within 

enclosed buildings or screened from public view. 

J. Allow mixed use development to provide opportunities for commercial, entertainment, 

professional, cultural, public, and residential activities. 

K. Maximize the number of jobs per acre by utilizing the land resource in an efficient and 

functional manner.  
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L. Industrial and commercial development adjacent to rail lines shall be designed and 

constructed in a way that does not preclude the future use of the rail facility. 

-Ȣ 'ÉÖÅÎ ÔÈÅ ÃÏÍÍÕÎÉÔÙȭÓ ÉÎÔÅÎÔÉÏÎ ÔÏ ÐÒÅÖÅÎÔ ÄÅÃÌÉÎÅ ÉÎ ÅØÉÓÔÉÎÇ ÃÏÍÍÅÒÃÉÁÌ ÁÒÅÁÓȟ ÔÈÅ 

City shall explore opportunities to facilitate and assist in the redevelopment of existing 

commercial areas, in a manner that meets current standards. 

N. The City shall develop standards in the Land Development Code to encourage or 

require with development or redevelopment, the consolidation of vehicle accesses on 

arterial streets and major collectors, where appropriate and practical. 

 

 

 

 


