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City of (
Marketing and Public Relations Implementation Plan Elemen
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.
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By 2013, Downtown Lombard will be the Village's premier
destination for family and friends.
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Oswego is a forward thinking, business friendly
regional entertainment destination where residents
and visitors gather in an engaging natural
environment.
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Village of Mundelein Community Branding

Research, Planning and
Opportunities Summary
Memorandum

Presented Desired Community Profile
in Associati In another exercise facilitated by the BDI Team, Project Steering Committee members and participants
Vanessa lriz 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.
November ) 1he yalues 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
. Retive
Hard-Working ™ memte=s
- SiDieFrou n
Embracin
naml riendier
H U " el
Community-Orientet] =i0ttrartivel
04. Evaluate your experience at these Mundelein events:
PI Table 7
At least
‘Above above Below Never
Excellent | Average | Average | Average | Average Awful | Attended
- Park on Park 200% | 446%| 73.7%| 233% 23% 0.7% 42.1%
Concerts in the Park 17.3% | 38.4% | 558%| 38.8% 52% 0.2% 51.1%
Communi Santa's Cottage 17.7% | 355% | 532%| 38.9% 6.6% 13% 55.8%
4th of July Parade 184% | 33.8% | 523%| 40.2% 63% 12% 28.6%
Community Days 16.5% | 337% | 503%| 40.7% 7.9% 11% 221%
National Night Out 12.8% | 29.0% | 418%| 49.6% 6.6% 2.1% 67.3%
ing Parade 8.0% | 254% | 335%| 56.4% 8.0% 22% 50.1%
Farmers' Market 10.6% | 19.1% | 29.7% | 46.9% | 21.8% 16% 26.0%
m Table 8
Hard-Wa New
At Least Ab e Total Positive Negative Nonresidents. Residents
Park on Park 713% | 712%
Concerts in the Park | 56.2%
Santa's Cottage 53.4%
4th of July Parade 53.3% X
Community Days 52.0% X
National Night Out 45.8%
Homecoming 35.6% 30.7% 38.3% 39.6% -
Parade
Farmers' Market 31.6% 25.6% 301% |  34.8%
Table 9
At least
Above above Below Never
Excellent Average Average Average Average Awful Attended
Community Days 16.5% | 33.7% | 503% | 407% 7.9% | 11% 221%
Farmers' Market 10.6% | 19.1% | 297% | 46.9% | 218% | 16% 26.0%
4th of July Parade 18.4% | 33.8% | 52.3% | 402% 6.3% | 1.2% 28.6%
Park on Park 29.0% | 44.6% | 73.7% | 23.3% 23% | 07% 421%
H ing Parade 8.0% | 254% | 335% | 56.4% 8.0% | 2.2% 50.1%
Concerts in the Park 17.3% | 38.4% | 55.8% | 38.8% 5.2% | 0.2% 51.1%
Santa's Cottage 17.7% | 355% | 53.2% | 38.9% 6.6% | 1.3% 55.8%
National Night Out 12.8% | 20.0% | 41.8% | 49.6% 6.6% | 2.1% 67.3%

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.

Vilage of Mundelein Vsual dentiy Standards 3

Brand Promise

Mundelein will be Central Lake County's premier
location for entrepreneurs and known as a
welcoming community.
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City of Oak Forest
Marketing and Public Relation Initiative

Phase 1:
Market Definition and Approach
Summary Memorandum

Presented
in Associati

July3, 2014

0Oak Forest Survey Results
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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 |-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.

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.

livingoakforest.com ¢

Oak Forest, IL | Chicago's Best Value Neighborhood

LOCATION CONTACT

ALL GOOD THIN@ CLOSE TO HOME

livingoakforest.com

Oak Forest, IL | Chicago's Best Value Neighborhood

THE LIFE YOU IMAGINED JOIN OUR BOOMING IN NATURE
- ECONOMY

@\\ Fl]ﬂ[,y,

CLOSETOHOME

Marketing
|dentity
%Q\\\ FUR[J’] Standards

ALLGOOD THINGS CLOSE TO HOME



Bsting Conditions Assessment Summary

_ | LOMBARDDOWNTOWNPLAN

Village of Lombard, linois
DRAFT - FOR REVIEW PURPOSES ONLY
LastRevised: July 8, 2010
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to: Lombard TOD Steering Committee H
from:  Bridget Lane ]
subject: Preliminary Development Financial Analysis E]

date:  July 21,2010

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 dditional study. When ts require high levels of public i to
be feasible, it may be unrealistic to pursu P 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 concepts, these

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 523,000
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.

S8 D0WNTOWN LOMBARD

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 Asspeemant Cummaniand _—
the Preliminary Development Concept Plans LOMBARD DOWNTOVMJ_I!
nded to serve as a user friendly guide fo
tity on Downtown signage and other ma

Downtown Lombard's primary identifier, a "s
logotype — is a stylized version of the Downt
a symbol, is the single most important elem
system. The symbol is a four petal lilac flore S

of the signature cultivars found in Lilacia Paresyrmgavomgarrs
"President Lincoln," cultivated by John Dunbar in 1916.

By 2013, Downtown Lombard will be the Village's premier

destination for family and friends.
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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




GROUND RULES

. IFYOU DO NOT ACTIVELY MANAGE YOUR
Approach IMAGE THE MARKETPLACE WILL POSITION
o You
MOUVat'n% . COMMUNITIES CAN'T BE ALL THINGS TO ALL
Factors an PEOPLE (BUT THEY NEED TO SOMETHING TO
o SOMEBODY)
Challenges . AUTHENTICITY IS THE DRIVER OF SUCCESS

- [FYOU DON'T ASK NO ONE WILL BUY

- THERE WILL BE WINNERS AND LOSERS,
BUT COMMUNITIES THAT LEVERAGE
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 15%th 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.

Star Center:
Mundelein's Central Lake County
location, roadway connections
and overall transportation
Star Points: accessibility.
Mundelein’s five historic names
and entrepreneurial legacy

Blue Star Point:
The Village's proximity to Lake
Michigan and Lake County's
numerous water resources.

Green Star Point:

The Village's high quality
recreational amenities, and its
proximity to Lake County forest

preserves and open spaces. Gold Star Point:

Mundelein’s “gold star” quality

of life and optimism about its
M future prospects.



Village of Oak Brook Branding Initiative / Residential Marketing Plan

Residential Market Positioning Assessm

l' ) By
| |
Presented by Business Districts, Inc.

in Association with Cindy Bohde Enterprises, Inc. and wohltgroup

December 12, 2013

Brand Position

In many respects, 1

Brook from other w BIG DOGS LOVE OAK BROOK
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Pastoral ambiance
a low density, rural

Collectively, these |
residential choice i
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Brand Promise
Oak Brook is Chicagoland's premier residential choice for those who
value a cosmopolitan lifestyle in an exclusive, natural setting.
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Market Positioning Statement

arket Definition and
Positioning

ation Plan E

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
willleverage 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 Loon husinesses and higher-education facilities

All Good Things are

Close to Home

in Oak Forest

\\\ﬁﬂ[l/

www.OakForestLiving.com

All Good Things are All Good Things are

Close to Home Close to Home |}y

in Oak Forest Y in Oak Forest

ol & ol

All Good Things are All Good Things are

Close to Home : Close to Home

in Oak Forest 3 in Oak Forest
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Implementation
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S GALENA
30 MILE DRIVE TIME 60 MILE DRIVE TIME

* FREEPORT
*SAVANNA

36 MAQUOKETA

s DE WiTT **F ULTON

=3 DiXoN
CLINTON STERLING
q.m**ruuon ..
g*_gqum CITIES s ewoors

Fulton 30 Minutes 60 Minutes

Total Population 3,435 54,279 471,143
Employees 1,404 24,356 247,416
Median Age 46.6 435 40.2
Average Household Income 564,428 $62,239 $67,639
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