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November 6, 2018

Tammie Grossman
Director, Development
Village of Oak Park
123 Madison Street
Oak Park, IL 60302

Dear Ms. Grossman,

Pursuant to our contract with the ‘Jillage of Oak Park, please find our enclosed Report on Scope ofServices for calendar year 2018 as of September 30. 2018. Our submission includes the following:

• Visit Oak Park year-to-date unaudited financial statements as of September 30, 2018
• Visit Oak Park periodic financial and performance reports as submitted to the State of Illinois

pursuant to our FY18 and FY19 grant agreements with the Illinois Deoartment of Commerce and
Economic Opportunity for January 2013 through September 2018.

• Visit Oak Park’s FY19 marketing plan as submitted to the State of Illinois
• Visit Oak Park key attraction attendance for January 2017 through September 2018

In addition, annual membership revenue recorded between January 2018 and Seotember 2018 totaled$24,285 for 60 memberships

Sinc elyr

President & CEO
Visit Oak Park

Visitors Center I 1010 Lake St., Oak Park, IL 60301
Visit Oak Park Administrative Offices 11010 Lake St., Ste. 402, Oak Park, IL 60301

Customer Services



Visit Oak Park
Profit & Loss

January through September2018
Accrual Basis

Ordinary Incom&Expense

Income

400 STATE FUNDING

403 VILLAGE FUNDING

410 MEMBERS & SPONSORS

420 VISITOR CENTER INC

4S0 OTHER INCOME

Total Income

Gross Profit

Expense

600 - VISITOR CENTER OPS

600’ ADVERTISING & MARKETING

130-PERSONNEL

810 ‘ADMINISTRATIVE COSTS

SOC OTHER EXPENSES

Total Expense

_____________________________________________________________________________

Net OrdInary Income

Other IncomelExpense

Other Expense

_____________________________________________________________________________

Net Other Income

Net IncomeftLcss)

Visit Oak Park operates on a fiscal year that begins on July 1st and ends on June 30th of the following year.
The above budget has been adjusted to reflect the period of January2018 through September 2018, which includes
data train bath FY16 and FY19

a) State Funding exceeded budget due to the $9,000 international grant and the Jan through June impact or the regulargrant coming in higher than plan ($2,766 for6 months)
b) Member & Sponsor income came in lower than anticipated as budgeted increases for Jan through Juno did not materIalizeC) Vlsitor Center income exceeded budget due to an increase In gangster tours in Juiy through September 2018
d) Visitor Center operational costs exceeded budget driven by an inclease in the ganeter tour tickets and the prepaymentof October 2018 rent, which is considered timing.
e) Advertising S MarketIng costs are below plan due to the timing of FY19 narketng payrnerts.
O Personnel costs are below plan driven by open positions The CEO resigned in February 2018, and the Marketing managerresigned in August2018

g) Administrative costs are below plan driven by the timing ci FY19 expenses.
h) Other expenses are below plan due to the distribution of tte Visitor Guides and the final saleldisposition
of Visitor Center inventory. The variance is considered timing and Is expected to reverse by December 2016.

lncreasel(Docrease) vs

Budget NoteflO Actuate YTO Budget

352,761 340.995 11,788 a
159,375 159,373 2
29,535 36,SCS (7,270) b

116,956 110,0D5 6,053 C

131 130

658,760 648,208 10 551
658,760 648,208 10,551

143,049 129,526 18,523 6
199,601 206,495 (6,694) e
232,795 255,561 (22,766)
64,954 70,865 (5,911) g

803 4,240 (3,437)
641,201 683,886 (22,485)

17,559 (15,478) 33.037

14,701 43.192 (28,491) h

(14,701) (43.192) 28,431
2,858 (58.670) 61,528

Page 1 cii



Visit Oak Park
Balance Sheet Prey Year Comparison
As of September 30, 2018

Accrual Basis

ASSETS

Current Assets

Total Checking/Savings

Total Accounts Receivable

Other Current Assets

12001 Undeposlted Funds

Total 13000- Visitor Guide & Brochure onhand
14000-Gift Certificates

14100 Inventory -Visitor Center

Total Other Current Assets

Total Current Assets

Total Fixed Assets

Total Other Assets
TOTAL ASSETS

LIABILITIES & EQUITY

Liabilities

Current LiabIlities

Total Accounts Payable

Total Credit Cards

Total Other Current Liabilities

Total Current Liabilities

Total Long Term Liabilities

Total Liabilities

Total Equity
TOTAL LIABILITIES & EQUITY

Sep3O,18 Sep3O,17 SChange %Change

136,346 24222 112.126 463%
2,610 0 2,810 100%

(750) 0 (750) (100%)
37,597 40,951 (3.354) (6%)

245 (30) 275 917%
42,020 46,462 (4.442) (10%)
79,112 87.383 (8,271) (9%)

218270 111,605 106.665 96%
26,429 26,526 (2,097) (7%)
6,254 6 254 0 0%

250,953 146,385 104,668 71’/o

17,209 46,367 (29.156) (63’/o)
2,601 6,928 (4,327) (62%)

IC 153 16,717 (6564) (39%)
29,963 70012 (40.049) (57%)
7,515 6,693 822 12%

37,478 76.705 (39,227) (51%)
V3,477 69,680 143,797 206%
250955 146,385 i04,570 71%

12:03 PM

1110112018
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Visit Oak Park

FY18 LTCB Performance Measures

Performance Measures
January 2018— March 2018

Please select from the below performance measures that best fit with your overall marketing plan forthe year. You will utilize these metrics to measure performance throughout the grant period. Thesemeasurements will need to be reported quarterly.

Leisure Market
Inquiries (Requests for Information)
Phone/Mail (4) 50
Reader Service/AD (4) 61
Web Site (4)4
Other (4) 2270

Total Fulfillment
Mail (4*) 2324
Electronic (4) 61

Instagram followers: 1830
4* of photos posted of area assets: 252
Facebook Ad Campaigns: 3
Facebook Followers: 6165
Twitter Followers: 3550

Eblasts: 6

Web Site
User Sessions (4) 13,144
Unique Visitors (4) 10,363
Pageviews (4) 33,352

Group Business
Meetings/Conventions
4* of Leads 0
if of Groups Booked 0

Motorcoach
4* of Leads 61 (from Leisure Group Travel ad) + 16 (ABA in Jan18)
4 of Day Groups Booked
ft of Motorcoach Travelers Booked
4* of Room Nights Generated



Visit Oak Park

FY18 LTCB Performance Measures

Other Significant CVB Marketing Initiatives

# of Media Placements: 6- Windy City Times, windycitytimes.com, AroundOakPark.com,
ChicagoTribune.com, Wednesdoy Journal, oakpark.com

#oframso
if of Fan, Attendees 0
if ofTradeshows Attended 3
#F Marketing Tools/Puhflcations Produced: 1 (Spring 2018 Update for Group Tour Brochure)

Event Promotion/Organization
The inaugural Oak Park Theater Month took place during February 2018 and featured deeply discounted
productions at six regional venues. Visit Oak Park conducted all print media, paid digital marketing,
social media, and media relations to raise awareness of the event.

Visit Oak Park assisted partner merchants and municipalities in promoting the following events: ForestPark’s St. Patrick’s Day Parade, Fitzgerald’s St. Patrick’s Day Festival, Irish Times’ St. Patrick’s Day
Celebration, Jazz Thaw, Bite Nite, Oak Parks Easter Egg Hunt, Wright Plus Architectural Housewalk

Visit Oak Park also represented Oak Park and its 17 area communities at the American Bus Association
Marketplace, scheduling nearly 20 appointments with group tour planners & operators to increase
visibility of the Oak Park area as a group-friendly destination.



IC’
)A

g
re

em
en

t
P

er
io

d
07

10
11

20
17

(n
)

In
di

re
ct

C
os

t
R

at
e:

(p
)

P
ro

gr
am

R
es

tr
ic

tt
on

s:

Cr
)

M
an

d
at

o
ry

M
at

ch
%

:
Y

es

$0
.0

0

S
T

A
T

E
O

F
IL

L
IN

O
IS

PE
R

IO
D

IC
FI

N
A

N
C

IA
L

R
E

P
O

R
T

(y
)

C
ur

re
nt

A
pp

ro
ve

d
B

ud
ge

t
(a

)
G

ra
nt

E
xp

en
di

tu
re

s

__
__

__
__

__
_—

__
(a

a)
C

ur
re

nt
P

er
io

dM
at

ch

Po
st

-
F

(x
)

Pr
io

r

B
al

an
ce

Ex
pe

nd
Pe

ri
od

G
ra

nt
:

G
ra

nt
E

xp
en

se
E

xp
en

se
s

A
v
a
ii

a
b
le

%
E

xp
en

se
E

xp
en

se
s

A
di

us
tm

en
t

(a
w

ar
d

to
da

le
)I

C
as

h
In

-k
in

d
To

ta
l

15
56

49
43

;
38

,1
21

49
1

75
M

1
39

O
85

A
I

7&
44

2.
41

11
7,

52
79

41

-I
S1

Q
.1

4
II

A
G

G
.I

5
i2

U
5
3
3

21
q6

0.
uo

l

19
25

ff
I

53
.2

7j
17

00
67

1
-

-
—

Th
FE

IN
N

um
be

r
(g

)
D

U
N

S
(h

)
P

ro
gr

am
N

am
e

an
d/

or
C

od
e

38
-3

91
99

68
09

31
02

25
3

L
oc

al
T

ou
ri

sm
&

C
on

ve
nt

io
n

B
ur

ea
u

1(a)
G

ri
n
te

e
N

am
e

-

—

Tb
d
ra

n
fN

u
th

b
er

j(c
)

C
S

F
A

(d
)

d
F

D
A

(s
r

j(
éj

A
p
ii

p
d
ii

id
W

N
it

h
b
ei

s)
(S

ta
te

A
g
en

cy
U

se
O

nl
y)

V
is

it
O

ak
P

ar
k

18
-7

51
03

7
42

0-
25

-0
52

4
N

/A

th
w

0
6
3
0
/2

0
1
8

(K
)

R
ep

o
rt

P
er

io
d

01
,0

1/
20

18
th

ru
03

/3
1/

20
18

%
Jo

)
A

pp
ro

ve
d

In
di

re
ct

C
os

t
B

as
e:

Y
es

N
o

(g
)

L
is

t
of

R
es

tr
ic

ti
on

s:
N

/A

60
,0

0

(I)
Fi

na
l

R
ep

or
t

fo
r

A
w

ar
d

P
er

io
d

Q)
D

at
e

P
re

pa
re

d

Ju
ly

12
,

20
18

N
o

fl
ks

S
pe

ci
tv

M
at

ch
:5

0%

(m
)

N
o

ch
an

g
es

fr
om

pr
io

r
re

p
o
rt

in
g

p
er

io
d

—

an
d
/o

r
N

o
n
ew

e
x
p
e
n
se

s

1(t
)

P
ro

gr
am

In
co

m
e

(A
w

ar
d

to
D

at
e)

j(’-
’)

P
ro

gr
am

In
co

m
e

(In
cu

rr
en

t
re

po
rt

in
g

pe
ri

od
)!

(v
)

In
te

re
st

ea
rn

ed
(A

w
ar

d
to

D
at

e)
j(w

)
In

te
re

st
ea

rn
ed

(I
n

cu
rr

en
t

re
po

rt
in

g
pe

ri
od

)
F

50
.0

0
50

.0
0

$0
.0

0

R
em

ai
ni

ng
C

al
eg

oc
yl

Pr
og

ra
m

E
xp

en
se

s

11
00

1
Pe

no
nn

el
(S

ab
ri

es
&

W
ag

es
)

10
02

Fr
in

ge
B

en
ef

its

10
03

T
ra

ve
l

•
A

pp
ro

ve
d

—

C
ur

re
nt

A
pp

ro
ve

d
G

ra
nt

A
dj

us
tm

en
t

G
ra

nt

4
,2

2.
00

‘1
00

5
Su

pp
lie

s
6

:1
00

6
C

on
tm

ct
ua

t
S

er
vi

ce
s

8
S

ub
aw

ar
ds

(b
b)

To
ta

l
M

at
ch

(A
w

ar
d

to
D

al
e)

A
dd

!
D

el
et

e
R

ow

11
5

22
4

00
F

1
14

2.
19

5
02

1

10
07

co
ns

ul
ta

nt
(P

m
fe

ss
si

on
al

•
Se

ni
ce

s)

10
09

O
cc

up
an

cy
(R

en
t&

U
bl

fti
es

)
)

ooo
E

70
,3

41
.5

21
38

9
15

19
07

3
29

69
1.

75
1

10
10

R
es

ea
rc

h
I

D
ev

el
op

m
en

t
(R

&
D

)

A
D

D
D

E
L

—
A

D
D

D
E

L
A

D
D

I
D

E
L

(A
D

D
D

E
L

44
.8

82
48

00
0

A
D

D
D

E
L

-
A

D
D

D
E

L
A

D
D

D
E

L
I

IA
D

D
E

L

G
O

M
B

G
A

T
U

-4
00

2
(N

-0
8-

17
)

-
P

er
io

d
ic

F
in

an
ci

al
R

ep
o
rt

P
ri

nt
ed

by
A

ut
ho

ri
ty

of
th

e
S

ta
te

of
Il

lin
oi

s
-0

-
C

op
ie

s
P

ag
e

1
of

4



4
’
:

L
I

(y
)

C
ur

re
nt

A
pp

ro
ve

d
B

u
d
g
q
_
_
j_

(z
)
?
ii

lE
ii

tu
r
e
s

(a
a)

C
ur

re
nt

_P
er

io
d

M
at

ch
__

__
__

p
.
—

—
—

Y
-

i-
—

—
—

-
-
.

(x
)

Prio
r

A
dj

us
tm

en
t

C
at

eg
or

yl
Pr

og
ra

m
E

xp
en

se
s

R
em

ai
ni

ng
C

ur
re

nt
A

pp
ro

ve
d

G
ra

nt
G

ra
nt

A
pp

ro
ve

d
B

al
an

ce
E

xp
en

d
P

er
io

d
G

ra
nt

I
G

ra
nt

E
xp

en
se

E
xp

en
se

s
B

ud
qe

t
A

va
il

ab
le

E
xp

en
se

E
xp

en
se

s
A

dj
us

tm
en

t
(a

w
ar

d
to

da
le

)(
C

as
h

In
-k

in
d

T
ot

al
10

11
T

el
ec

om
m

un
ic

at
io

ns
2.

23
1.

D
0J

81
2.

63
63

.5
8

85
7.

30
14

18
.3

7
D

E
L

.

]A
D

D
10

12
T

ra
in

in
g&

E
du

ca
tio

n
72

50
.0

11
2
B

0
);

10
12

4
55

’
tL

I
0’

2
28

8.
00

1
D

E
L

10
13

D
ire

ct
A

dm
in

!s
tr

at
N

e
C

os
ts

40
75

41
10

‘4
0

15
5[

—
II

76
1

2f
’

18
15

2
22

—
30

51
34

8
—

10
14

M
is

ce
lla

ne
ou

s
C

as
ts

31
17

;f
l

T
h
1

78
.3

1{
:•

F,
42

nf
j

[
2A

52
.5

81
D

E
L

A
D

D
11

01
5

A
A

dv
er

tis
in

g
7
4
t3

0Q
58

,6
15

.1
l(

20
.9

9
11

38
5.

66
4,

16
2.

21
$

15
56

76
9

I
D

E
L

—
.

I
A

D
D

B
Fa

m
ili

ar
iz

at
io

n
T

ou
rs

SU
U

‘i
‘7

O
7E

5
84

.
20

.2
1

29
.2

11
I

D
E

L
50

01
P

er
so

nn
el

(S
al

ar
ie

s
&

W
ag

es
)

0.
00

3Z
05

05
7

37
.0

50
.5

7j
95

.7
77

73
I

-
,
.
-
-
-

-
A

D
D

50
02

Fr
in

ge
Be

ne
fit

s
0

00
6,0

.18
48

j
6,

C4
8.

41
,

15
18

9.
b3

D
E

L
v
—

-
-
—

I
—

A
D

D
50

03
Tr

av
el

1
0.

00

D
E

L
—

—
—

-

I
A

D
D

50
04

E
qu

ip
m

en
t

I

I
D

E
L

-—
r-

-
—

—

I
‘

I
A

D
D

50
05

Su
pp

lie
s

0.
00

L__
____

____
D

E
L

I

A
D

D
50

06
C

on
tr

ac
tu

al
Se

rv
ic

es
&

Su
ba

w
ar

ds
ooü

l
6

/5
00

0
D

E
L

50
07

C
on

su
lta

nt
(
P

m
jo

n
a
lS

e
jc

jj
,

F
o.oo

.
I

I
50

09
O

cc
up

an
cy

(R
en

t &
U

til
iti

es
)

,

0
c’:

F
F

I
D

E
L

50
10

R
es

ea
rc

h
&

D
ev

el
op

m
en

t
(R

&
D

)
—

—

.
I

‘
EL

50
11

te
le

co
m

m
un

ic
at

io
ns

.
—

F

,
_L

__
j

1.
27

5.
38

1
1,

22
53

28
33

.5
01

EL

G
O

M
B

G
A

T
U

-4
0
0
2

(N
-O

6-
17

)
-

P
er

io
d
ic

F
in

an
ci

al
R

ep
o
rt

P
ri

n
te

d
by

A
ut

ho
ri

ty
of

th
e

S
ta

te
of

Il
li

no
is

-0
-

C
o
p
ie

s
P

ag
e

2
of

4

S
T

A
T

E
O

F
IL

L
IN

O
IS

P
E

R
IO

D
IC

F
IN

A
N

C
IA

L
R

E
P

O
R

T

(b
b)

A
dd

l
To

la
l

M
at

ch
D

el
et

e
(A

w
ar

d
to

R
ow

D
at

e)



C
n

a,
C
a
C

0
a,

a

C

a,
a,

a,
0

Li a
—

-o — ‘a
—C,

C
U

to

a
0

a,
L

=
a,

j

1
0
0
a

I

0
a
LU

-J
-J

0<
wZ
F——

U
0

LU
a

a,
Dl

z
cxl
tp
a

0

a
a’
Ix

C

I]

H

a



Visit Oak Park
FY18 LTCB Fourth Quarter Performance Measures

Please select from the below performance measures tnat be5t fit with your overall marketing pran for the year. You will utilize thesemetrics to measure performance throughout the grant period. These measurements will need to be reported quarterly.

Leisure Market:
• Inquiries (Requests for Information)
• Phone/Mail (U): 0
• Reader Service/AD (#): 91
• Website (#3: 223

Total Fulfilment:
• Visitor Guide Distrioution: 11,490 (Visitor Center, Member Requests, Key Magazine Distribution, CTM Distribution)

Instagram Followers: 2,101
• U of photos paste of area assets 262
• Facebook Ad Campaigns: 9
• Facebcok Followers: 6,969
• Twitter Followers: 3,627

EB’asts: 6

Website:

• User SessIons (U): 21,490
• Unique Visitors (U): 17,350
• Pageviews (U): 52, 578

Group Business:
Meetings/Conventions:

• UofLeads:O
• $tof Groups Booked:0

Motorcoach:

• #ofLeads:126
• N of Day Groups Booked: 0
• N of Motorcoach Travelers Booked: 0
• N of Room Nights Generated: 0

Other Significant CVB Marketing Initiatives:
• t3 ci Media Placements: 4 (out LGBT Guide, Key Magazine, Wednesday Journal, Leisure Group Travel)• t$ofFAMs:2
• N of FAM Attendees: 6
• # of Tradeshows Attended: 1 (Midwest Marketplace)
• U of Marketing Tools/Publications Produced: 1(2018 Visitors Guide)

Event Promotion/Organization:
Visit Oak Park assisted partner merchants and municipalities in promoting the following events:

• Oak Park/River Forest Gangster Tours
• 4” oF July
• American Music Festival
• Brookfield Party in the Park
• Riverside Concert in the Park
— n..I. n,.. n,..,.4,..



• QPRF’s Daughters of IRL
• Uncork Illinois (ticket gk’eaway on social)
• Amazing Arachnids Exhibit at Brookfield Zoo
• Thursday Night Out in Oak Park
• Bike Brookflcid
• Historical Society Spring Housewalk
• Fridays@Hemlngway’s

Visit Oak Park also represented Oak Park and its 17 area communities at CIrcle Wisconsin’s Midwest Marketplace, scheduling over 40appointments with group tour planners and tour operators to increase visib{Iity of the Oak Park area as a group-friendly destination.
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Visit Oak Park
FY19 LTCB First Quarter Performance Measures

Overall Leisure Market Goal: Increase the number of visitors to the Oak Park area

Objective 1: Increase brand awareness for Visit Oak Park through website & content development, aprinted inspirational travel guide, and social media and consumer newsletter strategies.
• Website & Content Development Results:

o Engaged TimeZoneOne in development of new, state-of-the-art, mobile-friendly website
with estimated completion in early 2019

c Engaged CrowdRiff to capture photo & video collateral of visitors enjoying local
attractions with an estimated go live date in early 2019

o Contracted Meredith Media and Lukas Keapproth to create marketing assets for our key
local attractions

• Inspirational Travel Guide:
o Engaged Meredith Media in the creation of a twelve-page inspirational guide to be

distributed in May/June issue of Midwest Living; 322,000 copies will be distributed
initially with the opportunity to buy overruns

• Social Media/Consumer Newsletters:
o Hosted two familiarization tours in the first quarter of Fy19, which led to social media

exposure
• In August 2018, LGBTQ influencers from japan Visited Frank Lloyd Wright’s

Home & Studio and Unity Temple and dined at Hamburger Mary’s.
• In September 2018, Veronica Lee from the United Kingdom visited the Frank

Lloyd Wright Home & Studio and Unity Temple and dined at Hemingway’s
Restaurant.

o Will begin search for new 3 party communications expert beginning in early 2019

Objective 2: Increase Advertising and Marketing through out of home advertising, traditional media anddigital media
• Outof Home:

o July through September, 18,500 visitor guides were successfully distributed to potential
visitors via local hotels, train depots, attractions and area businesses

• Traditional Media:
o May 2018 through April 2019, Visit Oak Park purchased a half panel map advertisement

to include in CTM Media Chicago Visitor’s Map
• Digital Media:

o In July 2018, six social media posts were boosted to advertise local attractions, including
Brookfleld Zoo.



Objective 3: Increase Group Tour/Motorcoach Market Presence through travel trade advertising, tradeshows and familiarization trips
• Travel Trade Advertising: TOO
• Trade Shows; TOO
• Familiarization Trips:

o In August 2018, LGBTQ iniluencers from Japan Visited Frank Lloyd Wrights Home &Studio and Unity Temple and dined at Hamburger Mary’s.
o In September2018, Veronica Lee from the United Kingdom visited the Frank Lloyd

Wright Home & Studio and Unity Temple and dined at Hemingway’s Restaurant.
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VISIT
‘OAK 4

Local Tourism and Convention Bureau (LTCB) Grant Program
FY19 Program Specific Application & Marketing Plan

Visit Oak Park serves the broader social and economic interests of the village of Oak Park and itsneighboring service-area communities by marketing the destination, facilitating travel to thearea, and showcasing its unique attributes for the continual benefit of residents and the localtravel and tourism industry.

Visit Oak Park’s FY19 LTCB Marketing Plan aims to showcase and
Area from other destinations by delivering meaningful messages
inspire them to choose the Oak Park Area as their travel destination.

Goal: Increase the number of visitors to the Oak Park Area.

Objective 1: Increase brand awareness for Visit Oak Park
• Target Audience: Leisure travelers
• Strategies:

o Website & Content Development
o Print and distribute Inspirational Travel Guide
o Develop and implement new social media and consumer newsletter strategies• Results/Benefits: With these strategies, Visit Oak Park seeks to reach a wide audience ofpotential visitors

• Evaluators:
o Website & Content Development:

1. Number of travel stories and itineraries
2. Number of unique website visitors & page views
3. Length of time on webpages;
4. Video views

o Inspirational Travel Guide:
1. Number of guides distributed
2. Number of website downloads

o Social Media/Consumer Newsletters:
1. Number of Likes, Shares, Views
2. Number of newsletters delivered and click-through rates to website

Visitors Center 1010 Lake St., Oak Park, IL 60301Visit Oak Park Administrative Offices 11010 Lake SL, Ste. 402, Oak Park, IL 60301

differentiate the Oak Park
to consumers in order to



Objective 2: Increase Advertising and Marketing
• Target Audience: Leisure travelers
• Strategies:

o Out of Home Advertising
o Traditional Media
o Digital Media

• Results/Benefits: With these strategies, Visit Oak Park plans to advertise to its targetsvisitor personas in its key markets
• Evaluators:

o Out of Home:
1. Number of out-of-home media placements, including: Billboards, CTA

ads, etc.
o Traditional Media:

1. Number of advertisements in newspapers, magazines, etc.
o Digital Media:

1. Number of digital media placements and campaigns, including display ads
and social media advertisements

Objective 3: Increase Group Tour/Motorcoach Market Presence
• Target Audience: Travel Trade, Receptives, Tour Operators
I Strategies:

o Travel Trade Advertising
o Trade Shows
o Familiarization Trips

• Results/Benefits: With these strategies, Visit Oak Park plans to make inroads into thetravel trade sector and book group tours to the area
• Evaluators:

o Travel Trade Advertising
1. Number of advertisements in travel trade publications and websiteso Trade Shows
1. Number of Trade Shows Attended
2. Number of bookings

o Familiarization Trips
1. Number of FAMs hosted

Visitors Center 1010 Lake St., Oak Park, IL 60301Visit Oak Park Administrative Offices 1010 Lake St., Ste. 402, Oak Park, IL 60301
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