
 
Regional Positioning 
and Branding:
Issues and 
Opportunities
Presented by Business Districts, Inc.
in Association with Cindy Bohde 
Enterprises, Inc. and wohltgroup

May 24, 2017

Blackhawk Hills Regional Council
2017 Annual Meeting & Spring Symposium



28

The “Greater
Oak Forest”
Experience

CHICAGO GEALIC PK

STANDARD BANK
STADIUM

SAND RIDGE
NATURE CENTER

LANSING
MUNICIPAL
AIRPORT

THREE
FLOYDS
BREWING
COMPANY

PLUM
CREEK
NATURE
CENTER

PULLMAN STATE 
HISTORIC SITEHOLLYWOOD PARK 

FAMILY FUN CENTER

CHILDREN’S
MUSEUM IN
OAK LAWN

LAKE
KATHERINE
NATURE
CENTER

CHILDREN’S FARM
AT THE CENTER

SAGAWAU ENVIRONMENTAL
LEARNING CENTER

MORRAINE
VALLEY
COLLEGE

LITTLE RED
SCHOOLHOUSE
NATURE
CENTER

CHICAGO 
RIDGE
MALL

TOYOTA
PK

U.S. CELLULAR
FIELD

MIDWAY
AIRPORT

BROOKFIELD
ZOO

BEVERLY ARTS
CENTER

WOLFE STATE WILDLIFE REFUGE

OAK 
PARK
AVE

GOVERNORS 
ST UNIVERSITY

RIEGEL FARM &
CONSERVATION
CENTER

THORN CREEK
NATURE CENTER

MONEE
RESERVOIR

IRONS OAKS
ENVIRONMENTAL
LEARNING
CENTER

WHITE 
WATER
CANYON 
WATER PK

ORLAND PK
PLACE

ODEYSSEY
FUN WORLD

FIRST MIDWEST BANK 
AMPITHEATRE

FOREST VIEW FARMS

LINCOLN-
WAY NORTH 
PERFORMING 
ARTS CENTER

FRANKFORT
HISTORIC
DISTRICT

KIDSWORK
CHILDREN’S MUSEUM

ORLAND
SQ

GEORGE DUNNE NATIONAL GC

BALMORAL PARK
RACE TRACK



CHICAGO GAELIC PK

STANDARD BANK
STADIUM

SAND RIDGE
NATURE CENTER

LANSING
MUNICIPAL
AIRPORT

THREE
FLOYDS
BREWING
COMPANY

PLUM
CREEK
NATURE
CENTER

IL
LI

NO
IS

IN
DI

AN
A

PULLMAN STATE 
HISTORIC SITEHOLLYWOOD PARK 

FAMILY FUN CENTER

CHILDREN’S
MUSEUM IN
OAK LAWN

LAKE
KATHERINE
NATURE
CENTER

CHILDREN’S FARM
AT THE CENTER

SAGAWAU ENVIRONMENTAL
LEARNING CENTER

MORAINE VALLEY
COLLEGE

LITTLE RED
SCHOOLHOUSE
NATURE
CENTER

CHICAGO 
RIDGE
MALL

TOYOTA
PK

U.S. CELLULAR
FIELD

MIDWAY
AIRPORT

BROOKFIELD
ZOO

BEVERLY ARTS
CENTER

WOLFE STATE WILDLIFE REFUGE

OAK 
PARK
AVE

GOVERNORS ST 
UNIVERSITY

RIEGEL FARM &
CONSERVATION
CENTER

THORN CREEK
NATURE CENTER

MONEE
RESERVOIR

IRONS OAKS
ENVIRONMENTAL
LEARNING
CENTER

WHITE WATER
CANYON 
WATER PK

ORLAND PK
PLACE

ODYSSEY
FUN WORLD

FIRST MIDWEST BANK 
AMPITHEATRE

FOREST VIEW FARMS

LINCOLN-
WAY NORTH 
PERFORMING 
ARTS CENTER

FRANKFORT
HISTORIC
DISTRICT

KIDSWORK
CHILDREN’S
MUSEUM

ORLAND
SQ

OAK
FOREST

DARK GREEN REPRESENTS A 
30-MINUTE DRIVE TIME

LAKE MICHIGAN

CHICAGO LOOP

GEORGE W. DUNNE NAT GC

BALMORAL PARK
RACE TRACK

355

9094

57

55294

80

80

N

LIVE CLOSE TO EVERYTHING Oak Forest is within a 30-minute drive time of the Chicago Southland’s most 
attractive destinations, and just 20 miles from the heart of Chicago’s Loop and its 
world class amenities.

ALL GOOD THINGS CLOSE TO HOME
WWW.LIVINGOAKFOREST.COM

Market Positioning Statement
Oak Forest’s distinctive geographic location, cradled in forest preserves 
just 20 miles from the heart of the Loop, provides residents with a range 
of conveniences that enhance their overall quality of life. 

With easy access via both Metra trains and I-57, commuters save hours 
each week that can be spent with family and friends. While a variety of 
attractive shopping and dining options are just minutes away, Oak Forest 
does not have the daily traffic congestion of many suburban communities. 
Residents also have easy access to numerous family friendly recreational 
amenities that surround the community, including miles of off road 
bicycle trails, the celebrated George W. Dunne National Golf Course and 
Gaelic Park. The City’s many well regarded schools and parks are easy for 
nearby neighbors to reach, as are the local festivals and events that foster 
a strong sense of community and distinctive pride of place. 

Whether it’s access to regional amenities, downtown Chicago or simply 
friends next door, Oak Forest residents and families can justifiably boast 
thAT the things they love best are “close to home.”

Positioning Summary
Oak Forest is a community renowned for the daily conveniences that its 
residents enjoy, and the time it gives them to do things they love best.

Background

Branding vs.
Regional 
Positioning
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Junction
Master
Plan
Opportunity
Analysis

Prepared for the Downtown Westfield Neighborhood Association
by Hitchcock Design Group in association with 
EDEN Collaborative, Business Districts, Inc., JFNew and
Design Organization, Inc.

October 13, 2008
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Marketplace Conditions

In this phase of the Grand Junction Master Plan 
process, Business Districts, Inc. (BDI) was asked to:

•Assemble demographic and retail expenditure data 
for the City of Westfield, Washington Township, and 
surrounding geographies.

•Review existing Westfield and regional economic 
development assessments, planning documents and 
past market studies. 

•Conduct interviews with local and regional real 
estate professionals and independent research to 
identify current and projected real estate trends 
and market attributes, including construction costs, 
sales transactions, rental rates and project plans, for 
residential, retail, commercial and industrial uses.

•Visit neighboring and regional downtowns and 
residential, retail, commercial and industrial clusters 
to gauge their short-term and long-term implications 
for future development in Westfield’s study area.

•Use the above information to formulate an existing 
market profile, to identify future development issues, 
and to preliminarily consider the future economic 
potential for various uses within the Grand Junction 
study area.

This analysis consists of three parts: Current Market 
Overview, Current Market Competitive Context and 
Issues for Consideration. This information, combined 
with ongoing project research, will be the basis for 
evaluating the short-term and long-term economic 
implications of the Grand Junction alternative 
development strategies. The southeastern quadrant of 
the larger Grand Junction study area (based upon the 
intersection of US 31 and SR 32) is the focus of this 
analysis, as is the accompanying planning and design 
analysis.

Current Market Overview
Without question, Westfield’s demographics, locally 
and regionally, are strong and reflect the community’s 
position within one of the nation’ strongest retail, 
residential and commercial markets. Hamilton County 
remains one of the fastest growing counties nationally 
and was recognized in June by Forbes.com as 

“America’s Best Place to Raise a Family.” Indianapolis’ 
northern suburbs, encompassing Westfield, continue to 
develop, despite national economic challenges. 

An overall demographic snapshot of Westfield’s market 
appears in Table 1 below:

Table �

.5 Miles 5 Miles 5 Minutes 15 Minutes Westfield City

Basic Variables
Average household size 2.44 2.91 2.69 2.79 2.72
Households 304 26,446 5,158 54,376 5,022
Population 743 77,221 14,029 153,033 13,802
Median age 32.88 34.05 31.82 35.76 32.03

Educational Attainment (Population ��+)
Associate degree 3.44% 6.78% 6.00% 6.19% 6.03%
Bachelor’s degree 18.17% 37.89% 28.88% 36.27% 30.17%
Some college 11.79% 16.71% 17.75% 16.99% 18.15%
Graduate / professional school degree 9.22% 18.98% 13.50% 19.55% 13.86%

Household Income
Average household income $46,674 $90,576 $65,706 $93,907 $66,359
Median household income $56,411 $91,437 $69,419 $89,426 $70,418
Stability (percentage in current residence 5+ years) 34.63% 31.93% 28.97% 34.60% 29.24%

Business Summary
Total employees 1,231 24,323 6,627 81,238 5,402
Total establishments 101 2,019 496 5,942 398
Total retail expenditure $5,405,153 $728,310,477 $114,710,392 $1,531,490,360 $112,504,618

Prepared by Hitchcock Design Group
in Association with
Business Districts, Inc.,
Kenig, Lindgren, O’Hara, Aboona, Inc. and
Topografis

January 2008

Village of La Grange Park
31st Street Corridor Redevelopment Study

Opportunity
Analysis

31st Street Corridor Redevelopment Study   �

Market Characteristics
Table 1 below captures demographic characteristics of the population liv-
ing within a �-minute drive time market of the study area.

Table 1
5-minute Drive Time Demographic Profile

5-minutes

Population 31,117

Population density per mile 4,401

Percent in current resident 5-plus years 48.7

Total population median age 41.9

Percent college educated 64.9%

Household average income $70,475

Median household income $66,740

Total employees 18,319

Demographic data © 2007 by Experian / Applied Geographic Solutions

It is significant that the five-minute drive time population exceeds 25,000 
residents, the minimum population necessary to support a cluster of 
neighborhood retailing anchored by a drug store or small supermarket. 
The relatively small variation between average and median household 
incomes indicates a very homogeneous population, and the high percent-
age of residents who have lived in their homes five or more years suggest 
stability. Figure 1 at right compares the head of household age in the 
drive time area to the head of household age in the Chicago metro area.

Figure 1
Head of Household Age
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Desired Community Profile
In another exercise facilitated by the BDI Team, Project Steering Committee members and participants 
in a community open house and the Project Steering Committee members were ask to evaluate words 
derived from the community survey and personal interviews that define a desired future Village profile. 
The values attributed to the words are expressed in the Wordle "word cloud" graphics below. What 
emerges are alignments between the two groups around certain words such as "vibrant," "progressive," 

"attractive," "welcoming / embracing" and "community oriented," which have been identified with red 
outlines in the Wordle graphics.

Note: An identical list of words was used for both excercises. However, words that did not receive votes 
during the evaluations were not included in the Wordles shown below, which why there are subtle 
differences between the two.

Project Steering Committee

Community Open House

  19

Table 3

Q2. Please rate each of the following aspects of quality of life in Mundelein:

Comments:
•	 With	90%	of	respondents	rating	safety	at	least	average	and	approximately	half	believing	it	to	

be above average, the community has achieved a high rating in an aspect where it is extremely 
difficult to alter perceptions.

•	 “Community	friendliness”	and	“Mundelein	as	a	place	to	live”	appear	to	be	a	characteristics	that	
could be a branding initiative focus.

•	 Respondents	who	were	negative	or	positive	about	Mundelein’s	image	were	also	negative	or	positive	
about these aspects of the quality of life in Mundelein.

•	 New	residents	and	Latinos	are	especially	positive	about	the	quality	of	life	in	Mundelein.	

Future Research 
It would be useful in prioritizing Village investment to do a more extensive survey focused on 
the specific attributes of Mundelein’s appearance that are causing the low rating.that question 
was slightly different and the economy is significantly better today causing a general increase in 
shopping,	an	8%	improvement	appears	to	be	significant.	Subsequent	surveys	should	continue	to	
follow this behavior.

Table 4

 
Draft Mundelein Branding Initiative Survey Analysis                 10/8/2013        5 

 

Q2.	Please	rate	each	of	the	following	aspects	of	quality	of	life	in	Mundelein:	
 
Table 3 
 
 

Excellent  Above 
Average 

At least 
above 
Average 

Average  Below 
Average  Awful 

General safety  11.0% 37.5% 48.5% 41.4%  9.1% 1.0%
Community friendliness  12.2% 34.3% 46.5% 43.9%  7.9% 1.7%
Mundelein as a place to live  10.3% 28.0% 38.3% 43.3%  14.2% 4.1%
Pedestrian safety  7.9% 28.6% 36.5% 45.8%  14.7% 3.0%
Housing options available in Mundelein  6.2% 25.3% 31.5% 51.2%  15.0% 2.3%
The cost of living in Mundelein  4.8% 23.2% 28.0% 55.5%  12.4% 4.1%
The general appearance of Mundelein  1.9% 8.4% 10.4% 32.1%  41.5% 16.0%
 
Table 4 
 

At least above average  Total  Positive  Negative 
Non 

Residents 
New 

Residents  Latino  Young 
General safety  51.2% 70.5% 25.0% 36.6% 57.2%  67.9% 47.2%
Community friendliness  48.3% 67.7% 23.5% 37.0% 59.1%  61.4% 44.1%
Mundelein as a place to live  41.2% 65.6% 10.8% 26.1% 50.0%  63.9% 38.1%
Pedestrian safety  39.5% 56.9% 18.6% 33.3% 45.1%  64.4% 41.7%
Housing options in Mundelein  32.5% 47.1% 15.9% 24.0% 34.9%  40.0% 25.9%
The cost of living in Mundelein  30.1% 42.8% 20.5% 28.5% 39.9%  42.9% 34.7%
The general appearance of 
Mundelein 

14.9% 36.5% 1.7% 19.9% 24.3%  46.4% 19.0%

 
Comments: 

 With 90% of respondents rating safety at least average and approximately half believing it to be 
above average, the community has achieved a high rating in an aspect where it is extremely 
difficult to alter perceptions. 

 “Community friendliness” and “Mundelein as a place to live” appear to be a characteristics that 
could be a branding initiative focus. 

 Respondents who were negative or positive about Mundelein’s image were also negative or 
positive about these aspects of the quality of life in Mundelein. 

 New residents and Latinos are especially positive about the quality of life in Mundelein.  
	
Future research 
It would be useful in prioritizing Village investment to do a more extensive survey focused on the 
specific attributes of Mundelein’s appearance that are causing the low rating. 
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 Respondents who were negative or positive about Mundelein’s image were also negative or 
positive about these aspects of the quality of life in Mundelein. 

 New residents and Latinos are especially positive about the quality of life in Mundelein.  
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Peer Communities Review

 

Village of Mundelein
Community Branding

Peer Communities

Local Peer Communities

Wauconda
Steering committee request – an •	
attractive program

Bolingbrook
Similar ethnic mix and income to •	
Mundelein

Skokie
A developed branding program in •	
the Chicago Metro area

Distant Peer Communities

Ankeny, Iowa
Modern image•	

Garden City, Kansas
Capitalization on ethnic mix and •	
good logo

Littleton, Colorado
Good program•	

Current Mundelein Image

Bridget Lane / BDI
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Skokie, Illinois: Downtown Reinvented

City	
  of	
  Oak	
  Forest	
   	
   	
   	
   	
   	
   	
   	
  
Marketing	
  and	
  Public	
  Relations	
  Implementation	
  Plan	
  Elements	
  

The	
  Implementation	
  Plan	
  provides	
  a	
  roadmap	
  of	
  the	
  tasks	
  needed	
  to	
  launch	
  the	
  marketing	
  and	
  
public	
  relations	
  program,	
  with	
  an	
  initial	
  focus	
  on	
  elevating	
  the	
  profile	
  of	
  Oak	
  Forest’s	
  identity	
  as	
  
a	
  great	
  place	
  to	
  live	
  and	
  increasing	
  interest	
  in	
  the	
  City’s	
  residential	
  opportunities	
  

The	
  plan	
  centers	
  on	
  the	
  development	
  of	
  the	
  OakForestLiving.com	
  website	
  that	
  targets	
  young	
  
professionals,	
  new	
  families	
  and	
  prospective	
  investors,	
  and	
  provides	
  a	
  user	
  friendly	
  introduction	
  
to	
  the	
  advantages	
  of	
  the	
  Oak	
  Forest	
  experience.	
  Additional	
  media	
  and	
  promotional	
  activities	
  
will	
  leverage	
  and	
  expand	
  upon	
  the	
  website’s	
  theme	
  and	
  content.	
  

There	
  are	
  two	
  primary	
  advertising	
  vehicles:	
  Digital	
  advertising	
  /	
  social	
  media	
  and	
  transit	
  
advertising.	
  The	
  recommended	
  program	
  calls	
  for	
  six	
  months	
  of	
  high	
  activity	
  when	
  the	
  message	
  
is	
  the	
  most	
  relevant	
  to	
  targeted	
  audiences.	
  The	
  plan	
  also	
  calls	
  for	
  the	
  development	
  of	
  a	
  printed	
  
brochure	
  /	
  folder	
  that	
  can	
  be	
  used	
  for	
  a	
  variety	
  of	
  marketing	
  and	
  public	
  relations	
  activities.	
  

The	
  advertising	
  will	
  be	
  supported	
  by	
  special	
  events	
  and	
  public	
  relations,	
  which	
  should	
  be	
  very	
  
effective	
  tools.	
  The	
  special	
  events	
  would	
  be	
  designed	
  to	
  draw	
  targeted	
  groups	
  to	
  Oak	
  Forest,	
  
and	
  showcase	
  the	
  City’s	
  most	
  attractive	
  features	
  such	
  as	
  its	
  range	
  of	
  recreational	
  opportunities.	
  

For	
  public	
  relations,	
  initial	
  rollout	
  activities	
  would	
  be	
  followed	
  by	
  a	
  series	
  of	
  story	
  pitches	
  
developed	
  specifically	
  for	
  the	
  regional	
  press.	
  Suggested	
  media	
  would	
  be	
  Crain’s	
  Chicago	
  
Business,	
  newspaper	
  real-­‐estate	
  sections	
  and	
  well-­‐followed	
  blogs.	
  

Grass-­‐roots	
  marketing	
  –	
  meeting	
  with	
  Loop	
  businesses	
  and	
  higher-­‐education	
  facilities	
  
(Roosevelt	
  University,	
  Columbia	
  College,	
  IIT)	
  –	
  using	
  the	
  printed	
  brochure	
  as	
  a	
  communication	
  
device,	
  will	
  also	
  be	
  important	
  to	
  widen	
  outreach	
  and	
  convey	
  a	
  consistent	
  message.	
  

Website	
  Development	
  
•   Direct	
  the	
  development	
  of	
  the	
  website,	
  including	
  content,	
  navigation,	
  visuals,	
  etc.	
  	
  
•   Oversee	
  website	
  optimization.	
  
•   Ensure	
  website	
  is	
  compatible	
  with	
  all	
  devices	
  (cell	
  phones,	
  tablets,	
  computers).	
  
•   Direct	
  the	
  development	
  of	
  a	
  standard	
  reporting	
  process	
  to	
  monitor	
  the	
  effectiveness	
  of	
  

the	
  website,	
  and	
  update	
  on	
  an	
  ongoing	
  basis	
  to	
  refresh	
  the	
  content.	
  
•   Continue	
  to	
  meet	
  with	
  potential	
  partners	
  to	
  pursue	
  revenue	
  support.	
  

	
  
	
  
	
  
	
  

Cindy Bohde / Cindy Bohde Enterprises
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Master Plan

Prepared by:
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Master Plan
Westfield, Indiana

Prepared for the Downtown Westfield Neighborhood Association
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February 2008

Village of Long Grove 
Downtown Master Plan

Prepared by ESI Consultants, Ltd. 
in Association with
Hitchcock Design Group and Business District, Inc.

May 6, 2008

ENVISION
NORTH MAIN STREET

CITY OF ROCKFORD

Prepared by
Hitchcock Design Group
in association with
Business Districts, Inc.  and
Houseal Lavigne Associates, LLC

September 2007

Corridor
Plan

D O W N T O W N  W AT E R F R O N T  M A S T E R  P L A N  A N D  PA R K I N G  S O L U T I O N S    1

By 2018, create the most compelling, 
memorable and beloved waterfront destination
in the Heart of Lake Country.

Recommendations

  3

Brand Positioning Statement
In many respects, the qualities that most clearly differentiate Oak 
Brook from other wealthy communities are the same as those the 
community's founders and early residents helped to create and 
promote – proximity and pastoral ambiance.

Proximity refers to the convenience of living in a geographic location 
with easy access to all things urbane – corporate employers, top 
line schools, world class shopping and dining, superior recreational 
facilities, three Interstate highways, Chicagoland's two major airports, 
and the countless cultural amenities of downtown Chicago and the 
greater metropolitan area.

Pastoral ambiance refers to the opportunities to own a luxury home in 
a low density, rural setting fifteen miles from the heart of a global city.

Collectively, these enduring qualities make Oak Brook the premier 
residential choice for those who value a sophisticated lifestyle in an 
exclusive, natural setting.

Brand Promise Statement
Oak Brook is Chicagoland's premier residential choice for those who 
value a cosmopolitan lifestyle in an exclusive, natural setting.
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Marketing Campaign
Highway and Metra Station Billboards Concepts

www.LivingOakBrook.com

BIG DOGS 
LOVE OAK BROOK...
NATURALLY.

www.LivingOakBrook.com

www.LivingOakBrook.com

BIG DOGS LOVE OAK BROOK...
NATURALLY.

Carl Wohlt / wohltgroup
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Executive Summary

This report summarizes the final recommendations for Downtown visual 
identity and signage standards that align with and support the brand 
promise for Downtown Lombard:

By 2013, Downtown Lombard will be the Village's premier 
destination for family and friends.

The report builds on the analysis and preliminary recommendations 
included in the Existing Conditions and Assessment Summary and 
the Preliminary Development Concept Plans reports. The document is 
intended to serve as a user friendly guide for implementing the visual 
identity on Downtown signage and other marketing related applications.

Downtown Lombard's primary identifier, a "signature" comprised of a 
logotype – is a stylized version of the Downtown Lombard name – and 
a symbol, is the single most important element of the visual identity 
system. The symbol is a four petal lilac floret and is based on one 
of the signature cultivars found in Lilacia Park, syringa vulgaris 

"President Lincoln," cultivated by John Dunbar in 1916. 

The symbol's four petals reflect the "families" aspect of the Downtown 
brand. Each petal represents one of the four residential neighborhoods 
that surround downtown and their many family friendly features and 
amenities.

The pistil at the center of the floret represents Downtown's historic core 
area and the brand's aspirations for Downtown to become the Village's 
premier gathering place for friends.

Unlike major retailers, Downtown Lombard does not have millions of 
dollars at its disposal for brand building marketing campaigns. In 
fact, much of the brand equity that accrues over time will be the result 
of the efforts of many individual stakeholders in the private sector 
who consistently convey the brand promise to a variety of prospective 
investors and visitors in thousands of conversations over many years.

In this regard, the Downtown symbol and its meaning should be viewed 
as a key marketing tool. It provides a convenient vehicle to start 
conversations about Downtown's "families and friends" brand promise,  
to describe revitalization goals and initiatives with prospective 
investors, and to relate other Downtown activities or features that help 
sustain plan implementation momentum.

Color is another critical element of the visual identity system. A 
coordinated color palette of 14 hues has been selected for use in the 
visual identity system. In addition, five of the colors are included in a 
special "Motif Color Palette" that may be used when the lilac symbol 
is used as decorative motif. These colors were carefully selected to 
approximate the hues of lilacs in found in Lilacia Park.

It is important that those responsible for producing Downtown Lombard 
communications use the signature correctly. Inappropriate usage not 
only affects our ability to build visual equity in the Downtown brand, 
it could also affect the Village's ability to retain ownership of the 
signature.

That said, the standards are not intended to address every potential 
application of the signature and other identity elements. Therefore, 
the use of these standards must always be accompanied the wisdom 
and good judgement of those responsible for producing Downtown 
communications.

E Randolph St

E St Charles Rd

S Main St

S Elizabeth St 

DOWNTOWN
LOMBARD

1 MILE

LILACIA
PARK
TOURS

WWW.LILACIAPK.COM
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Shown below are additional signs. Applications not based on square 
modules such as the existing kiosk can be easily incorporated into the 
signage system by following the visual identity system standards for 
signatures, typography and colors. 

Existing Kiosk Retrofit
The existing kiosk at the southeast corner 
of the St. Charles Road / Main Street 
intersection should be retained and used 
as a model for future Downtown kiosks. It 
is recommended that the kiosk be retrofit 
to meet the new visual identity standards 
when other signs in the new system 
implemented.

Banners
Downtown stakeholder organizations 
should be encouraged to adopt the visual 
identity system standards for banners 
that promote their events and festivals.

Street Signs
Street signs can help identify Downtown 
boundaries and build visual equity in the 
new brand. New street signs should be 
implemented as quickly as possible.

Major Gateway Signs
North Avenue and Roosevelt Road are among the Village's 
most highly traveled roadways. Their intersections with 
Main Street provide opportunities to enhance awareness 
of Downtown and direct visitors to festivals, events 
and other destinations. Once revitalization momentum 
builds and new Downtown destinations come online, it 
is highly recommended that prominent gateway signs at 
scales similar to commercial enterprises such as auto 
dealerships be place at or near the Roosevelt Road / Main 
Street and the North Avenue / Main Street intersections. 
The signs may include electronic displays to promote 
seasonal events and signature destinations.

Signs are not to scale
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Brand Position
Mundelein’s breadth of choices for prospective 
businesses and residents makes the community a 
highly appealing option for both.

With its entrepreneurial legacy, centralized 
location and site selection options, the Village can 
accommodate the needs of both large corporations 
and mom and pop enterprises in a manner that is 
unmatched in the Central Lake County region.

Similarly, Mundelein’s schools, excellent amenities 
and housing options make the Village a desirable 
home for those who value a community that has 
the appealing qualities of both town and country.

Brand Promise
Mundelein will be Central Lake County’s premier 
location for entrepreneurs and known as a 
welcoming community.

Scenery 
& Natural 
Resources

Recreation Rich
History

Small-town
Charm

Sense of
Community

Pioneering
Spirit

Forward-
Thinking

Vivid
Experiences Authentic

Lemont Brand Strategy: Characteristics & Key Attributes
Note: For more information regarding Lemont’s branding strategy, please
contact the Village’s Director of Planning and Economic Development.

About the Lemont “Keystone” Symbol
Each element aligns with and supports the key attributes of the brand strategy.

1) Keystone Motif and Limestone Color
Lemont’s rich history, pioneering spirit and 
enduring sense of Community.

2) White Arcs and Dark Green Color
Rolling hills, attractive scenery and abundant 
natural resources.

3) “L” Typogram
The Village nestled in the bluffs and hills above 
the Des Plaines River valley.

4) Blue Color
The Village’s iconic skyline.

5) Light Green Color
Lemont’s quality parks, open space and 
recreational amenities.

 1
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Introduce the Grand Avenue Sub-brand
Once Grand Avenue revitalization has progressed to point where new destinations and features have reached 
a critical mass, the Grand Avenue sub-brand can be formally introduced into the marketplace, with the 
Downtown Fox Lake masterbrand appearing as an endorser.

It is recommended that Grand Avenue, along with other sub-districts and / or sub-brands that may emerge, 
continue to function as Downtown's featured brands (endorsed by the masterbrand) until the broader 
Downtown area is perceived to be capable of delivering on its targeted brand promise and experience. At that 
point, the masterbrand can elevated and promoted as Downtown's featured brand.

Short-term Strategy:
Sub-brands are Featured Brands

Long-term Strategy:
Masterbrand Becomes Featured Brand

 
DOWNTOWN

FOX LAKE


GRAND AVENUE
 DOWNTOWN FOX LAKE

NEW SUB-BRAND
 DOWNTOWN FOX LAKE

NEW SUB-BRAND
 DOWNTOWN FOX LAKE
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Lake Villa Triangle Brand Promise
At its most basic, a "brand" is just a promise, the gut feeling one has about the quality of an entity when 
they see a representation of that entity such as a logo or a package on a shelf. Branding, by extension, is 
simply the act of managing the promise. 

Defining a brand promise for Lake Villa Triangle is ideally the starting point of a management practice 
that evolves as marketplace dynamics, stakeholder apirations and the availability of resources change 
over time. In short, the Lake Villa Triangle brand should not be viewed as static or etched in stone. One 
of the basic rules of brand management is to never promise something that cannot be delivered. As 
the variables that define the Lake Villa Triangle product and brand change, so must the brand promise 
change in order to remain valid. For example, if over a period of years Lake Villa Triangle develops a 
critical mass of destination quality restaurants, the core brand promise and position should be re-
evaluated to determine if and how this new business cluster can be incorporated into the core brand 
promise and leveraged to attract additional investment.

Like all good brands, the core promise for Lake Villa Triangle should be simple, direct, easy to understand 
and easy to communicate. Another important element of effective branding is "differentiation," the 
degree to which a brand's key attributes are seen to be unique and distinctly different from those 
of competitors. Finally, the Lake Villa Triangle "brand experience" must be found to be authentic by 
the various audiences with whom the brand connects. Internal audiences – Lake Villa residents and 
stakeholders – are especially important because they are likely the ones who will experience the brand 
mostly frequently on a daily basis.

The brand promise for Lake Villa Triangle builds on the "Active Lifestyle" theme and is comprised of 
four elements that define the core promise – its targeted market position, its targeted audience, the 
geographic reach of its intended market and the date when the promise will to become active:

By 2023, Lake Villa Triangle will be one of the most desirable 
mixed use, transit oriented neighborhoods within the Lakes 
Region for Metra commuters, businesses, visitors and 
residents who enjoy an active lifestyle.

Market Positioning Statement
Oak Forest’s distinctive geographic location, cradled in forest preserves 
just 20 miles from the heart of the Loop, provides residents with a range 
of conveniences that enhance their overall quality of life. 

With easy access via both Metra trains and I-57, commuters save hours 
each week that can be spent with family and friends. While a variety of 
attractive shopping and dining options are just minutes away, Oak Forest 
does not have the daily traffic congestion of many suburban communities. 
Residents also have easy access to numerous family friendly recreational 
amenities that surround the community, including miles of off road 
bicycle trails, the celebrated George W. Dunne National Golf Course and 
Gaelic Park. The City’s many well regarded schools and parks are easy for 
nearby neighbors to reach, as are the local festivals and events that foster 
a strong sense of community and distinctive pride of place. 

Whether it’s access to regional amenities, downtown Chicago or simply 
friends next door, Oak Forest residents and families can justifiably boast 
thAT the things they love best are “close to home.”

Positioning Summary
Oak Forest is a community renowned for the daily conveniences that its 
residents enjoy, and the time it gives them to do things they love best.
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Stylistic Approach
The existing "Celebrate Highwood" logo suggests a distinctive 
mid-century modern stylistic approach. Referred to as 

"Googie" on the West Coast and "Doo Wop" on the East Coast. 
A Wikipeida entry summarizes the Googie aesthetic:

"Googie architecture is a form of modern architecture, a 
subdivision of futurist architecture influenced by car culture, 
jets, the Space Age, and the Atomic Age. Originating in 
Southern California during the late 1940s and continuing 
approximately into the mid-1960s, Googie-themed 
architecture was popular among motels, coffee houses and 
gas stations. The school later became widely known as part 
of the Mid-Century modern style, elements of which represent 
the populuxe aesthetic..."

http://en.wikipedia.org/wiki/Googie_architecture

Although Googie was not as prevalent in post World War 
II Chicago as it was on the coasts, there are a number of 
surviving examples and efforts are underway to preserve 
representative structures.

As a stylistic reference for municipal signage and wayfinding, 
Googie offers a unique overall look that will help to 
differentiate the Downtown Highwood product and brand from 
marketplace competitors that have employed more traditional 
approaches.

The examples on the facing page illustrate how primary / 
secondary identification, directional and gateway signs might 
work as a system using the Googie aesthetic.

Celebrate Highwood
The existing "Celebrate Highwood" logo reflects a "Googie" design aesthetic that 
can be expanded to other applications such as signage and wayfinding.

Googie in Chicago
A 2009 Newcity article by David Witter noted that while Chicago was not the 
epicenter of Googie architecture there are a number of notable examples 
throughout the metropolitan area, and he mentions specifically Chicago's far 
Northwest Side developed in the 1940s and 1950s.

26

Naming and Branding Strategies
Branding: Tell and Authentic Story

Outsiders think of OP as shopping (and traffic)

More progressive than traditional (“progress on the prairie”)

Historic core important for residents (“city within a city”)

“Prairie” and “Nature” are important themes

“Chicago Southland’s crown jewel” resonates (“gem of the prairie”)

Neo Prairie School architectural styling of civic buildings is attractive

Orland Park’s color is probably Green

 2   

Draft Brand Positioning and Brand Promise Statements
Using the key community assets as a framework, the BDI Team developed a brand positioning 
statement and accompanying "brand promise" statement, which is a more concise version of the 
positioning statement.

Brand Position
In many respects, the qualities that most clearly differentiate Oak 
Brook from other wealthy communities are the same as those the 
community's founders and early residents helped to create and 
promote – proximity and pastoral ambiance.

Proximity refers to the convenience of living in a geographic location 
with easy access to all things urbane – corporate employers, top 
line schools, world class shopping and dining, superior recreational 
facilities, three Interstate highways, Chicagoland's two major airports, 
and the countless cultural amenities of downtown Chicago and the 
greater metropolitan area.

Pastoral ambiance refers to the opportunities to own a luxury home in 
a low density, rural setting fifteen miles from the heart of a global city.

Collectively, these enduring qualities make Oak Brook the premier 
residential choice for those who value a sophisticated lifestyle in an 
exclusive, natural setting.

Brand Promise
Oak Brook is Chicagoland's premier residential choice for those who 
value a cosmopolitan lifestyle in an exclusive, natural setting.

  1

Marketing Campaign
Highway and Metra Station Billboards Concepts

www.LivingOakBrook.com

BIG DOGS 
LOVE OAK BROOK...
NATURALLY.

www.LivingOakBrook.com

www.LivingOakBrook.com

BIG DOGS LOVE OAK BROOK...
NATURALLY.
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By 2018, create the most compelling, 
memorable and beloved waterfront destination
in the Heart of Lake Country.

Recommendations

Village of Oswego
Marketing IdentityStandards
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The “Greater
Oak Forest”
Experience
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LIVE CLOSE TO EVERYTHING Oak Forest is within a 30-minute drive time of the Chicago Southland’s most 
attractive destinations, and just 20 miles from the heart of Chicago’s Loop and its 
world class amenities.

ALL GOOD THINGS CLOSE TO HOME
WWW.LIVINGOAKFOREST.COM
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•	 Hard to conduct focus groups
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•	 Hard to generate enthusiasm



Village of Oswego
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Oswego is a forward thinking, business friendly 
regional entertainment destination where residents 
and visitors gather in an engaging natural 
environment.

 4   

Resources: Strengths

"Common" Strengths
• Downtown (classic “main street,” civic institutions, 

specialty retailers)
• Long time residents / friendliness / sense of community
• Historic core neighborhoods
• Regional and local bike trails
• Schools
• Shopping
• Forward-thinking Village Board
• Quality parks / new riverfront park
• TIF
• Safety
• Great residential value (?)
• Small town character

"Differentiating" Strengths
• Oswego name
• Established festivals and events
• Significant downtown development sites
• “Quiet” geographic location
• Riverfront
• Open space preservation
• Gateway to lower Fox River Valley?

Resources: Weaknesses
• Remote Interstate access
• Existing downtown appearance, mobility issues
• Appearance of major traffic corridors
• “One sided” downtown (east side of Fox River only)
• Low marketplace visibility / outsider awareness

Marketplace: Opportunities
• Business interest in "triple bottom line"
• New sharing economy business models
• New cost-effective media
• Rental residential growth
• Growing sub-region
• Boomers moving to be near grandchildren

Marketplace: Threats
• Retail brings products to people not people to products
• Declining number of workers
• Rising development costs

R E S O U RC E S  /  M A R K E T  D I R E C T I O N

QUIET 
GEOGRAPHIC 

LOCATION

FORWARD
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COMP PLAN
DIRECTION
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COMMUNITY
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I N S T I T U T I O N A L  M A S T E R B R A N D  S I G N AT U R E
The institutional masterbrand signature is used for communications 

that are informational in nature.

P R O M O T I O N A L  M A S T E R B R A N D  S I G N AT U R E
The promotional masterbrand signature with emphasis on the letters 

“GO” is used for communications intended to motivate visits to or 
investment in Oswego.



 2   Village of Mundelein Visual Identity Standards  

Branding Framework

After analyzing Mundelein’s resources, marketplace opportunities and community aspirations,  
brand positioning and promise statements were created to provide a framework for developing a 
new visual identity system.

In addition, key words that defined the tone and personality of the Mundelein brand were 
identified as follows:

• Vibrant
• Progressive
• Welcoming
• Attractive
• Embracing
• Community Oriented

Collectively, the branding framework suggested a fresh, contemporary overall look would be 
the most appropriate approach to pursue in the development of the new visual identity system, 
including the primary identifier (signature) that is the key element of the identity system.

Star Points:
Mundelein’s five historic names 

and entrepreneurial legacy

Telling the Mundelein Story
In addition to supporting the branding framework, the 
Mundelein signature was designed to tell a story about 
Mundelein that would  resonate with outside audiences, 
and especially to prospective investors and residents.

The story revolves around the Village’s five historic 
names and entrepreneurial legacy, its unique Central 
Lake County location, its roadway network and overall 
transportation accessibility, and its proximity to 
compelling natural features such as Lake Michigan, and 
to other Lake County recreational amenities. 

Green Star Point:
The Village’s high quality 

recreational amenities, and its 
proximity to Lake County forest 

preserves and open spaces.

Blue Star Point:
The Village’s proximity to Lake 

Michigan and Lake County’s 
numerous water resources.

Star Center:
Mundelein’s Central Lake County 

location, roadway connections 
and overall transportation 

accessibility.

Gold Star Point:
Mundelein’s “gold star” quality 
of life and optimism about its 

future prospects.
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The star symbol may be used as a decorative motif on applications such as banners, 
brochure covers and electronic media. All uses of the star as a motif must be approved 
by the Village’s Communications Director before publication.

Star Motif

Village of Mundelein Visual Identity Standards   3

Brand Position
Mundelein’s breadth of choices for prospective 
businesses and residents makes the community a 
highly appealing option for both.

With its entrepreneurial legacy, centralized 
location and site selection options, the Village can 
accommodate the needs of both large corporations 
and mom and pop enterprises in a manner that is 
unmatched in the Central Lake County region.

Similarly, Mundelein’s schools, excellent amenities 
and housing options make the Village a desirable 
home for those who value a community that has 
the appealing qualities of both town and country.

Brand Promise
Mundelein will be Central Lake County’s premier 
location for entrepreneurs and known as a 
welcoming community.
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Brand Position
Mundelein’s breadth of choices for prospective 
businesses and residents makes the community a 
highly appealing option for both.

With its entrepreneurial legacy, centralized 
location and site selection options, the Village can 
accommodate the needs of both large corporations 
and mom and pop enterprises in a manner that is 
unmatched in the Central Lake County region.

Similarly, Mundelein’s schools, excellent amenities 
and housing options make the Village a desirable 
home for those who value a community that has 
the appealing qualities of both town and country.

Brand Promise
Mundelein will be Central Lake County’s premier 
location for entrepreneurs and known as a 
welcoming community.

Village of Mundelein Community Branding

Research, Planning and
Opportunities Summary
Memorandum

Presented by Business Districts, Inc.
in Association with Cindy Bohde Enterprises, Inc., wohltgroup and 
Vanessa Irizarry, AICP, LEED AP

November 4, 2013
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Desired Community Profile
In another exercise facilitated by the BDI Team, Project Steering Committee members and participants 
in a community open house and the Project Steering Committee members were ask to evaluate words 
derived from the community survey and personal interviews that define a desired future Village profile. 
The values attributed to the words are expressed in the Wordle "word cloud" graphics below. What 
emerges are alignments between the two groups around certain words such as "vibrant," "progressive," 

"attractive," "welcoming / embracing" and "community oriented," which have been identified with red 
outlines in the Wordle graphics.

Note: An identical list of words was used for both excercises. However, words that did not receive votes 
during the evaluations were not included in the Wordles shown below, which why there are subtle 
differences between the two.

Project Steering Committee

Community Open House
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Excellent 
Above 

Average 

At least 
above 

Average  Average 
Below 

Average  Awful 
Never 

Attended 
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National Night Out  12.8%  29.0% 41.8% 49.6% 6.6% 2.1%  67.3%
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New 
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Parade 
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Farmers' Market  31.6%  48.3% 25.6% 30.1% 34.8%  41.7%  34.5%
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Above 

Average 

At least 
above 

Average  Average 
Below 

Average  Awful 
Never 
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Market Positioning Statement
Oak Forest’s distinctive geographic location, cradled in forest preserves 
just 20 miles from the heart of the Loop, provides residents with a range 
of conveniences that enhance their overall quality of life. 

With easy access via both Metra trains and I-57, commuters save hours 
each week that can be spent with family and friends. While a variety of 
attractive shopping and dining options are just minutes away, Oak Forest 
does not have the daily traffic congestion of many suburban communities. 
Residents also have easy access to numerous family friendly recreational 
amenities that surround the community, including miles of off road 
bicycle trails, the celebrated George W. Dunne National Golf Course and 
Gaelic Park. The City’s many well regarded schools and parks are easy for 
nearby neighbors to reach, as are the local festivals and events that foster 
a strong sense of community and distinctive pride of place. 

Whether it’s access to regional amenities, downtown Chicago or simply 
friends next door, Oak Forest residents and families can justifiably boast 
thAT the things they love best are “close to home.”

Positioning Summary
Oak Forest is a community renowned for the daily conveniences that its 
residents enjoy, and the time it gives them to do things they love best.
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Oak Forest Survey Results
Oak	Forest

1	/	21

Q1	In	an	average	month,	how	many	times
do	you	visit	these	commercial	areas?

Answered:	567	 Skipped:	1
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Marketplace 
Metra

•	Metra 20-towns
   – Oak Forest   
   – Downers Grove
   – Glenview
   – Itasca
   – Lombard
   – Mount Prospect
   – Palos Park
   – Wood Dale

•	LaSalle Street station
   – 213,000 jobs within 1/2 mile
   – Unique to Rock Island line

ALL GOOD THINGS CLOSE TO HOME

C I T Y  OF  OAK  FOREST 

Marketing
Identity
Standards

ALL GOOD THINGS CLOSE TO HOME



Reverse Reproduction (Preferred) Reverse Reproduction (Alternative) Reverse Reproduction (Alternative)

Clear space = X Clear space = X Clear space = X

X X

X
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Standard Signature Formats and Clear Space

Standard Signature Color Reproduction

Symbol and logotype print Downtown Lombard Light Purple
(similar to PANTONE® 265 C)

Symbol and logotype print 40% Downtown Lombard Light Purple
(similar to PANTONE® 265  C)

Symbol and logotype print Downtown Lombard Dark Purple
(similar to PANTONE® 267 C)

Symbol and logotype reverse out of background to white

Symbol and logotype print 100% Downtown Lombard Black
(similar to PANTONE® Black C)

Symbol and logotype print 60% Downtown Lombard Black
(similar to PANTONE® Black C)

Symbol and logotype print 40% Downtown Lombard Black
(similar to PANTONE® Black C)

Standard Signature (Vertical) Standard Signature (Centered)Standard Signature (Horizontal)

Shown below are the three standard signature formats for Downtown 
Lombard. A clear space (indicated in red) should be maintained

around signatures to help ensure that signatures will not be 
encroached upon by other graphic elements.

All standard signatures may be reproduced in the one color variations 
illustrated below.

Positive Reproduction (Preferred) Positive Reproduction (Alternative) Positive Reproduction (Alternatives) 
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Downtown Lombard Color Palette

Motif Color Palette

Downtown Lombard Black
(similar to PANTONE® Black C)

Downtown Lombard Dark Purple
(similar to PANTONE® 267 C)

Downtown Lombard Dark Purple
(similar to PANTONE® 267 C)

Downtown Lombard Light Violet
(similar to PANTONE® 528 C)

Downtown Lombard Light Violet
(similar to PANTONE® 528 C)

Downtown Lombard Dark Violet
(similar to PANTONE® 262 C)

Downtown Lombard Dark Violet
(similar to PANTONE® 262 C)

Downtown Lombard Light Purple
(similar to PANTONE® 265 C)

Downtown Lombard Light Purple
(similar to PANTONE® 265 C)

Downtown Lombard Gray
(similar to PANTONE® 430 C)

Downtown Lombard Dark Medium
(similar to PANTONE® 2695 C)

Downtown Lombard Light Blue 
(similar to PANTONE® 2655 C)

Downtown Lombard Light Blue 
(similar to PANTONE® 2655 C)

Downtown Lombard Dark Red
(similar to PANTONE® 1815 C)

Downtown Lombard Light Red
(similar to PANTONE® Warm Red C)

Downtown Lombard Dark Green
(similar to PANTONE® 3435 C)

Downtown Lombard Light Green
(similar to PANTONE® 382 C)

Downtown Lombard Brown
(similar to PANTONE® 1545 C)

Downtown Lombard Light Yellow
(similar to PANTONE® 107 C)
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Executive Summary

This report summarizes the final recommendations for Downtown visual 
identity and signage standards that align with and support the brand 
promise for Downtown Lombard:

By 2013, Downtown Lombard will be the Village's premier 
destination for family and friends.

The report builds on the analysis and preliminary recommendations 
included in the Existing Conditions and Assessment Summary and 
the Preliminary Development Concept Plans reports. The document is 
intended to serve as a user friendly guide for implementing the visual 
identity on Downtown signage and other marketing related applications.

Downtown Lombard's primary identifier, a "signature" comprised of a 
logotype – is a stylized version of the Downtown Lombard name – and 
a symbol, is the single most important element of the visual identity 
system. The symbol is a four petal lilac floret and is based on one 
of the signature cultivars found in Lilacia Park, syringa vulgaris 

"President Lincoln," cultivated by John Dunbar in 1916. 

The symbol's four petals reflect the "families" aspect of the Downtown 
brand. Each petal represents one of the four residential neighborhoods 
that surround downtown and their many family friendly features and 
amenities.

The pistil at the center of the floret represents Downtown's historic core 
area and the brand's aspirations for Downtown to become the Village's 
premier gathering place for friends.

Unlike major retailers, Downtown Lombard does not have millions of 
dollars at its disposal for brand building marketing campaigns. In 
fact, much of the brand equity that accrues over time will be the result 
of the efforts of many individual stakeholders in the private sector 
who consistently convey the brand promise to a variety of prospective 
investors and visitors in thousands of conversations over many years.

In this regard, the Downtown symbol and its meaning should be viewed 
as a key marketing tool. It provides a convenient vehicle to start 
conversations about Downtown's "families and friends" brand promise,  
to describe revitalization goals and initiatives with prospective 
investors, and to relate other Downtown activities or features that help 
sustain plan implementation momentum.

Color is another critical element of the visual identity system. A 
coordinated color palette of 14 hues has been selected for use in the 
visual identity system. In addition, five of the colors are included in a 
special "Motif Color Palette" that may be used when the lilac symbol 
is used as decorative motif. These colors were carefully selected to 
approximate the hues of lilacs in found in Lilacia Park.

It is important that those responsible for producing Downtown Lombard 
communications use the signature correctly. Inappropriate usage not 
only affects our ability to build visual equity in the Downtown brand, 
it could also affect the Village's ability to retain ownership of the 
signature.

That said, the standards are not intended to address every potential 
application of the signature and other identity elements. Therefore, 
the use of these standards must always be accompanied the wisdom 
and good judgement of those responsible for producing Downtown 
communications.

E Randolph St

E St Charles Rd

S Main St

S Elizabeth St 

DOWNTOWN
LOMBARD

1 MILE

LILACIA
PARK
TOURS

WWW.LILACIAPK.COM
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Shown below are additional signs. Applications not based on square 
modules such as the existing kiosk can be easily incorporated into the 
signage system by following the visual identity system standards for 
signatures, typography and colors. 

Existing Kiosk Retrofit
The existing kiosk at the southeast corner 
of the St. Charles Road / Main Street 
intersection should be retained and used 
as a model for future Downtown kiosks. It 
is recommended that the kiosk be retrofit 
to meet the new visual identity standards 
when other signs in the new system 
implemented.

Banners
Downtown stakeholder organizations 
should be encouraged to adopt the visual 
identity system standards for banners 
that promote their events and festivals.

Street Signs
Street signs can help identify Downtown 
boundaries and build visual equity in the 
new brand. New street signs should be 
implemented as quickly as possible.

Major Gateway Signs
North Avenue and Roosevelt Road are among the Village's 
most highly traveled roadways. Their intersections with 
Main Street provide opportunities to enhance awareness 
of Downtown and direct visitors to festivals, events 
and other destinations. Once revitalization momentum 
builds and new Downtown destinations come online, it 
is highly recommended that prominent gateway signs at 
scales similar to commercial enterprises such as auto 
dealerships be place at or near the Roosevelt Road / Main 
Street and the North Avenue / Main Street intersections. 
The signs may include electronic displays to promote 
seasonal events and signature destinations.

Signs are not to scale
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Distinct Subdistricts
The project study area includes three commercial subdistricts, each of which has its own unique 
character. Stakeholders interviewed identified Lombard’s historic center along St. Charles Road 
west of Main Street as the core Downtown area, and the blocks immediately adjacent to the St. 
Charles Road / Park Avenue intersection were seen as a Downtown’s “ground zero.” The newer 
shops and restaurants that have emerged in the core area suggest a theme that revolves around 

"friends" and the places that they gather. However, it would be premature to promote such a theme 
until a stronger cluster of destination quality shops and restaurants has been established.

Transit Oriented Development (TOD) District
A TOD District is defined as an area within a one-half mile or 10 minute walk of a transit station. 
A “Greater Downtown Lombard” – one that includes the area within one-half mile of the St. Charles 
Road / Main Street intersection – features a number of uses and destinations that suggest an 
overall theme that revolves around families. These include two regional trails, three of Lombard’s 
most important parks (including the Paradise Bay facility), churches, schools and the child themed 
sculptures located in public spaces throughout the study area. There is also a day care center, a 
children’s splash fountain and family friendly commercial destinations such as the Dairy Queen. The 
family theme is further amplified by the four attractive residential neighborhoods that are included 
within the boundaries of the Greater Downtown Lombard area.

SOUTH MAIN STREET
CORRIDOR

SOUTH MAIN STREET
CORRIDOR

EAST ST. CHARLES RD
CORRIDOR

EAST ST. CHARLES RD
CORRIDOR

GREAT WESTERN
TRAIL

ILLINOIS PRAIRIE
PATH

1/2 MILE – 10 MINUTE WALKCORE DOWNTOWN
AREA

CORE DOWNTOWN
AREA

TERRACE VIEW
PARK

LILACIA
PARK

THE COMMONS
(PARADISE BAY)

RAILROAD
TRACKS

RAILROAD
TRACKS




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to: Lombard TOD Steering Committee 
from: Bridget Lane 
subject: Preliminary Development Financial Analysis 
date: July 21, 2010 
 
 

Methodology 
At this concept level, any analysis of financial feasibility is a gross estimate often referred to as a 
“back-of-the-envelop” look at potential costs. For that reason, any concept that comes close to 
feasibility warrants additional study. When concepts require high levels of public investment to 
be feasible, it may be unrealistic to pursue those concepts unless there are significant intangible 
benefits or off site tangible benefits to the proposed development. Intangible benefits could 
include the provision for parks and open space for underserved markets. Offsite tangible 
benefits might include increased surrounding property value from the removal of a blighted 
property.  
 
The analysis that follows solves for net rent as a measure of market rate development. Although 
vintage properties in Lombard are reported to have an average net rent of $13.50, new space, 
preleased and designed for tenants, with a net rent in the $22 range should find market 
acceptance. In calculating the feasibility of the development concepts, these assumptions were 
made: 

Existing Values 
 Net Rent/SF $13.50 

Construction Costs/ SF 
 Retail $169.18  

Office $228.14  
Residential $162.33  
Restaurant $242.17  
Parking 

 Surface Parking space $6,000 
Garage Parking space $23,000 
Other 

 Upper story utilization 85% 
Soft Costs 15% 
Cap Rate 8% 

 
Where there is a need to acquire and demolish existing properties, the value of those properties 
was assumed to be the value of $13.50 in rent per square foot at an 8% capitalization rate. All 
ground floor space is built to retail standards so that those uses could occupy the space as the 
success of Downtown Lombard brings additional demand for store and restaurant space. The 
attached table provides the calculated rents for both the “A” and “B” development concepts. 
The analysis that follows explains likely market issues for each site. 

By 2013, Downtown Lombard will be the Village's premier 
destination for family and friends.
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“Destination
Marketing” vs.
Regional
Positioning:
Pioneering a 
New Approach

City of Oak Forest
Marketing and Public Relation Initiative

Phase 1:
Market Definition and Approach
Summary Memorandum

Presented by Business Districts, Inc.
in Association with Cindy Bohde Enterprises, Inc. and wohltgroup

July 3, 2014
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Motivating
Factors and
Challenges

GROUND RULES

•	 IF YOU DO NOT AC TIVELY MANAGE YOUR 
IMAGE THE MARKETPLACE WILL POSITION 
YOU

•	 COMMUNITIES CAN'T BE ALL THINGS TO ALL 
PEOPLE (BUT THE Y NEED TO SOMETHING TO 
SOMEBODY)

•	 AUTHENTICIT Y IS THE DRIVER OF SUCCESS
•	 IF YOU DON’T ASK NO ONE WILL BUY
•	 THERE WILL BE WINNERS AND LOSERS, 

BUT COMMUNITIES THAT LE VER AGE 
MARKETING OPPORTUNITIES WILL HAVE 
AN EDGE OVER THOSE THAT DO NOT
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ABOUT THE ORLAND PARK SYMBOL

1) GEMSTONE DESIGN
The "gemstone" concept derives from observations by residents that Orland Park is 

Chicago Southland's "crown jewel" and "the jewel of the prairie."

2) "O" TYPOGRAM
The letter "O" typogram represents both the "O" in the Orland Park name and Village's 
"Heart of Orland," its historic core district now being redeveloped as a centerpiece for 

the community's image and identity.

3) GREEN QUADRANTS
The green quadrants represent Orland Park's much beloved neighborhoods, parks and 

green spaces.

4) HORIZONTAL AND VERTICAL BANDS
The horizontal and vertical bands symbolize the Village's two major roadway corridors 

– La Grange Road and 159th Street – and their premier retail, dining and entertainment 
destinations that differentiate Orland Park from peer communities.

5) HORIZONTAL AND VERTICAL BAND TERMINALS
The four terminal points of the horizontal and vertical bands represent the Orland Park's 

major gateways and the easy access the Village has to major regional roadways.

 1
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 2   Village of Mundelein Visual Identity Standards  

Branding Framework

After analyzing Mundelein’s resources, marketplace opportunities and community aspirations,  
brand positioning and promise statements were created to provide a framework for developing a 
new visual identity system.

In addition, key words that defined the tone and personality of the Mundelein brand were 
identified as follows:

• Vibrant
• Progressive
• Welcoming
• Attractive
• Embracing
• Community Oriented

Collectively, the branding framework suggested a fresh, contemporary overall look would be 
the most appropriate approach to pursue in the development of the new visual identity system, 
including the primary identifier (signature) that is the key element of the identity system.

Star Points:
Mundelein’s five historic names 

and entrepreneurial legacy

Telling the Mundelein Story
In addition to supporting the branding framework, the 
Mundelein signature was designed to tell a story about 
Mundelein that would  resonate with outside audiences, 
and especially to prospective investors and residents.

The story revolves around the Village’s five historic 
names and entrepreneurial legacy, its unique Central 
Lake County location, its roadway network and overall 
transportation accessibility, and its proximity to 
compelling natural features such as Lake Michigan, and 
to other Lake County recreational amenities. 

Green Star Point:
The Village’s high quality 

recreational amenities, and its 
proximity to Lake County forest 

preserves and open spaces.

Blue Star Point:
The Village’s proximity to Lake 

Michigan and Lake County’s 
numerous water resources.

Star Center:
Mundelein’s Central Lake County 

location, roadway connections 
and overall transportation 

accessibility.

Gold Star Point:
Mundelein’s “gold star” quality 
of life and optimism about its 

future prospects.
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Village of Mundelein Visual Identity Standards   3

Brand Position
Mundelein’s breadth of choices for prospective 
businesses and residents makes the community a 
highly appealing option for both.

With its entrepreneurial legacy, centralized 
location and site selection options, the Village can 
accommodate the needs of both large corporations 
and mom and pop enterprises in a manner that is 
unmatched in the Central Lake County region.

Similarly, Mundelein’s schools, excellent amenities 
and housing options make the Village a desirable 
home for those who value a community that has 
the appealing qualities of both town and country.

Brand Promise
Mundelein will be Central Lake County’s premier 
location for entrepreneurs and known as a 
welcoming community.

 2   

Draft Brand Positioning and Brand Promise Statements
Using the key community assets as a framework, the BDI Team developed a brand positioning 
statement and accompanying "brand promise" statement, which is a more concise version of the 
positioning statement.

Brand Position
In many respects, the qualities that most clearly differentiate Oak 
Brook from other wealthy communities are the same as those the 
community's founders and early residents helped to create and 
promote – proximity and pastoral ambiance.

Proximity refers to the convenience of living in a geographic location 
with easy access to all things urbane – corporate employers, top 
line schools, world class shopping and dining, superior recreational 
facilities, three Interstate highways, Chicagoland's two major airports, 
and the countless cultural amenities of downtown Chicago and the 
greater metropolitan area.

Pastoral ambiance refers to the opportunities to own a luxury home in 
a low density, rural setting fifteen miles from the heart of a global city.

Collectively, these enduring qualities make Oak Brook the premier 
residential choice for those who value a sophisticated lifestyle in an 
exclusive, natural setting.

Brand Promise
Oak Brook is Chicagoland's premier residential choice for those who 
value a cosmopolitan lifestyle in an exclusive, natural setting.

Village of Oak Brook Branding Initiative / Residential Marketing Plan

Residential Market Positioning Assessment

Presented by Business Districts, Inc.
in Association with Cindy Bohde Enterprises, Inc. and wohltgroup 

December 12, 2013
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Marketing Campaign
Highway and Metra Station Billboards Concepts

www.LivingOakBrook.com

BIG DOGS 
LOVE OAK BROOK...
NATURALLY.

www.LivingOakBrook.com

www.LivingOakBrook.com

BIG DOGS LOVE OAK BROOK...
NATURALLY.

Everyone is Unique in Their Own Way
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LIVE CLOSE TO EVERYTHING Oak Forest is within a 30-minute drive time of the Chicago Southland’s most 
attractive destinations, and just 20 miles from the heart of Chicago’s Loop and its 
world class amenities.

ALL GOOD THINGS CLOSE TO HOME
WWW.LIVINGOAKFOREST.COM
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The	Oak	Forest
Experience
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NATIONAL GC
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Marketplace 
Metra

•	Metra 20-towns
   – Oak Forest   
   – Downers Grove
   – Glenview
   – Itasca
   – Lombard
   – Mount Prospect
   – Palos Park
   – Wood Dale

•	LaSalle Street station
   – 213,000 jobs within 1/2 mile
   – Unique to Rock Island line

City	
  of	
  Oak	
  Forest	
   	
   	
   	
   	
   	
   	
   	
  
Marketing	
  and	
  Public	
  Relations	
  Implementation	
  Plan	
  Elements	
  

The	
  Implementation	
  Plan	
  provides	
  a	
  roadmap	
  of	
  the	
  tasks	
  needed	
  to	
  launch	
  the	
  marketing	
  and	
  
public	
  relations	
  program,	
  with	
  an	
  initial	
  focus	
  on	
  elevating	
  the	
  profile	
  of	
  Oak	
  Forest’s	
  identity	
  as	
  
a	
  great	
  place	
  to	
  live	
  and	
  increasing	
  interest	
  in	
  the	
  City’s	
  residential	
  opportunities	
  

The	
  plan	
  centers	
  on	
  the	
  development	
  of	
  the	
  OakForestLiving.com	
  website	
  that	
  targets	
  young	
  
professionals,	
  new	
  families	
  and	
  prospective	
  investors,	
  and	
  provides	
  a	
  user	
  friendly	
  introduction	
  
to	
  the	
  advantages	
  of	
  the	
  Oak	
  Forest	
  experience.	
  Additional	
  media	
  and	
  promotional	
  activities	
  
will	
  leverage	
  and	
  expand	
  upon	
  the	
  website’s	
  theme	
  and	
  content.	
  

There	
  are	
  two	
  primary	
  advertising	
  vehicles:	
  Digital	
  advertising	
  /	
  social	
  media	
  and	
  transit	
  
advertising.	
  The	
  recommended	
  program	
  calls	
  for	
  six	
  months	
  of	
  high	
  activity	
  when	
  the	
  message	
  
is	
  the	
  most	
  relevant	
  to	
  targeted	
  audiences.	
  The	
  plan	
  also	
  calls	
  for	
  the	
  development	
  of	
  a	
  printed	
  
brochure	
  /	
  folder	
  that	
  can	
  be	
  used	
  for	
  a	
  variety	
  of	
  marketing	
  and	
  public	
  relations	
  activities.	
  

The	
  advertising	
  will	
  be	
  supported	
  by	
  special	
  events	
  and	
  public	
  relations,	
  which	
  should	
  be	
  very	
  
effective	
  tools.	
  The	
  special	
  events	
  would	
  be	
  designed	
  to	
  draw	
  targeted	
  groups	
  to	
  Oak	
  Forest,	
  
and	
  showcase	
  the	
  City’s	
  most	
  attractive	
  features	
  such	
  as	
  its	
  range	
  of	
  recreational	
  opportunities.	
  

For	
  public	
  relations,	
  initial	
  rollout	
  activities	
  would	
  be	
  followed	
  by	
  a	
  series	
  of	
  story	
  pitches	
  
developed	
  specifically	
  for	
  the	
  regional	
  press.	
  Suggested	
  media	
  would	
  be	
  Crain’s	
  Chicago	
  
Business,	
  newspaper	
  real-­‐estate	
  sections	
  and	
  well-­‐followed	
  blogs.	
  

Grass-­‐roots	
  marketing	
  –	
  meeting	
  with	
  Loop	
  businesses	
  and	
  higher-­‐education	
  facilities	
  
(Roosevelt	
  University,	
  Columbia	
  College,	
  IIT)	
  –	
  using	
  the	
  printed	
  brochure	
  as	
  a	
  communication	
  
device,	
  will	
  also	
  be	
  important	
  to	
  widen	
  outreach	
  and	
  convey	
  a	
  consistent	
  message.	
  

Website	
  Development	
  
•   Direct	
  the	
  development	
  of	
  the	
  website,	
  including	
  content,	
  navigation,	
  visuals,	
  etc.	
  	
  
•   Oversee	
  website	
  optimization.	
  
•   Ensure	
  website	
  is	
  compatible	
  with	
  all	
  devices	
  (cell	
  phones,	
  tablets,	
  computers).	
  
•   Direct	
  the	
  development	
  of	
  a	
  standard	
  reporting	
  process	
  to	
  monitor	
  the	
  effectiveness	
  of	
  

the	
  website,	
  and	
  update	
  on	
  an	
  ongoing	
  basis	
  to	
  refresh	
  the	
  content.	
  
•   Continue	
  to	
  meet	
  with	
  potential	
  partners	
  to	
  pursue	
  revenue	
  support.	
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All Good Things are 

Close to Home
in Oak Forest

All Good Things are 

Close to Home
in Oak Forest

All Good Things are 

Close to Home
in Oak Forest

All Good Things are 

Close to Home
in Oak Forest

All Good Things are 

Close to Home
in Oak Forest

www.OakForestLiving.com

www.OakForestLiving.com www.OakForestLiving.com

www.OakForestLiving.com www.OakForestLiving.com

ALL GOOD THINGS CLOSE TO HOME

C I T Y  OF  OAK  FOREST 

Marketing
Identity
Standards

ALL GOOD THINGS CLOSE TO HOME

Market Positioning Statement
Oak Forest’s distinctive geographic location, cradled in forest preserves 
just 20 miles from the heart of the Loop, provides residents with a range 
of conveniences that enhance their overall quality of life. 

With easy access via both Metra trains and I-57, commuters save hours 
each week that can be spent with family and friends. While a variety of 
attractive shopping and dining options are just minutes away, Oak Forest 
does not have the daily traffic congestion of many suburban communities. 
Residents also have easy access to numerous family friendly recreational 
amenities that surround the community, including miles of off road 
bicycle trails, the celebrated George W. Dunne National Golf Course and 
Gaelic Park. The City’s many well regarded schools and parks are easy for 
nearby neighbors to reach, as are the local festivals and events that foster 
a strong sense of community and distinctive pride of place. 

Whether it’s access to regional amenities, downtown Chicago or simply 
friends next door, Oak Forest residents and families can justifiably boast 
thAT the things they love best are “close to home.”

Positioning Summary
Oak Forest is a community renowned for the daily conveniences that its 
residents enjoy, and the time it gives them to do things they love best.

Market Definition and 
Positioning

Market Plan 
Development

Community Marketing Plan 
Implementation

Approach Summary
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Overview map showing the requested trade area(s) around Fulton, 305 11th Ave # IL, Fulton, IL, 
61252:
 

Copyright 2006-2014 TomTom. All rights reserved. This material is proprietary and the subject of copyright protection, database right protection and other intellectual property rights owned by TomTom or 
its suppliers. The use of this material is subject to the terms of a license agreement. Any unauthorized copying or disclosure of this material will lead to criminal and civil liabilities.

 
Trade Area (in drivetime minutes) - 60

© 2017 Alteryx, Inc. All rights reserved. Alteryx is a registered trademark of Alteryx, Inc.
Alteryx, Inc. - info@alteryx.com - www.alteryx.com - 888 836 4274
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Overview map showing the requested trade area(s) around Fulton, 305 11th Ave # IL, Fulton, IL, 
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60 MILE DRIVE TIME30 MILE DRIVE TIME

FULTONCLINTON

CLINTON

QUAD CITIES

STERLING

ROCK FALLS

MENDOTA

DIXON

SAVANNA

MAQUOKETA

DE WITT

FREEPORT

GALENA

FULTON***
*

*

**

*

*

**

*

*
*

***

Fulton 30 Minutes 60 Minutes

Total Population 3,435 54,279 471,143

Employees 1,404 24,356 247,416

Median Age 46.6 43.5 40.2

Average Household Income $64,428 $62,239 $67,639
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 10   Village of Mundelein Visual Identity Standards  

The star symbol may be used as a decorative motif on applications such as banners, 
brochure covers and electronic media. All uses of the star as a motif must be approved 
by the Village’s Communications Director before publication.

Star Motif


