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

Dear Ms. Grossman,

Pursuant to our contract with the Village of Oak Park, please find our enclosed Report on Scope of
Services for the year and quarter ending December 31, 2019. Please note that due to the seasonality of
tourism, not all our service deliverables will have actual results in each quarter. Our submission includes
the following:

• Fiscal year end 2019 final audit report as prepared by Sikich LLP
• Visit Oak Park calendar year-to-date unaudited financial statements as of December 31, 2019
• Visit Oak Park periodic financial and performance reports submitted to the State of Illinois

pursuant to our FY20 grant agreement with the Illinois Department of Commerce and Economic
Opportunity for October 2019 through December 2019

• Visit Oak Park key attraction attendance as of December 31, 2019, with comparisons to prior

January 31, 2020

years

President & CEO
Visit Oak Park
Email: eric@visitoakpark.com
Phone: 708-524-7800
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• vst Oak Park operate, on a fiscal year that begir.s on Jty 1st and ends on June 30th of the folowing year. The above budget has teen ac]usted
to ralect the psid of January 2019 through December 2019.

a) Because Vhf of Oak Park operates on a fiscal year, the receipt of FY20 funding from destination marketing seiMce agreements will fall Into January through
June of 2020 even though a portion of the funding wa, planned In July through December 2019.
b) Rental income relates to the sublease of the Itisbor canter space to A!on from February to August 2019. The sublease revenue was pianvied In he budget as
reduced rant instead of rental income, which is why rent Income bower budget, and victor center operational costs are also over budget
C) Advertising and marketing costs am below plan due to the timing of the FY20 fiscal spending.
d) Personnel costs are under plan due to the timing of the hiring of a pad-time writer.
e) The State of Illinois LTCB grant funding exceeds prior year based on the formula of nuniciparity members, hotemotei taxes, etc.
f) Member & sponsor income is below prior year due to timing. The membership program was terminated In June 2016 and replaced with a destination marketing
senvce program for mur.*ipatities. Because Visb of Oak Park operates on a fiscal year, the receipt of FY20 furding wdl faa into January throug, June of 2020.
g) The Visfors Center was dosed on December 31.20Th, which drove the dectr,e in both ‘evenue and expenses versus p-for year.
h) Advertising end Marketng costs ass above p&r yeN due to the strategic rewpo&ng of funds. Key 2019 spending indudes the
creation of a printed Inspiration guide, the bunch of a new webaite, the reiaunch of social media and the creation of new video and photography assets.
I) Personnel coets are lower than prior year due to the closing or the visitors center and a restructuring of heedcaunt,

j) Administrative costs are higher than prior year as the pad-time finance director position Is being filled by a 3rd party Instead of en employee,
In addtion, workers compensation insurance is higher then prior year due to the absence of a prior year credit. Finally, one’time IT costs are higher than prior
ysardue laths December 2019 office move and the tranetion to the thud.

k) Other expense Is lower than pilot year due absence of expenses for the disinbutlan of victor gLddes end the absence 0! inventory costs for the visto?s carter.

Visit Oak Park

Profit & Loss
January through December 2019 & 2018
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GRANTEE CERTIFICATION (2CFR 208.415)

3y sIgning (authorizing] this report. I certify to the best & my knowledge and belief that the report Is true, complete and accurote, and the [related] expendihfls.
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aim. and Tutu of Auftmdz.d Giantaa

b”o uMgier, hcd&t tTd
Ni) E-mail: iriti) j,4SittM4*,f. (OW?

A) Name end 1W. at Salt Acency IndIvIdual Authathad to Approve RiIId*1

,i. STATE OF ILLINOIS
PERIODIC FINANCIAL REPORT

STATE AGI

(gg) Data SuiiIttad:

Ilk) DflRacaIv.d: K) Dab Approved:

GOMBGATU4002 (N-oa-Ifl - Peno& Financial Repolt PriMed by Anthoifty of the Stats o Imnols 4-Copies Psga3ot3



V
is

it
O

ak
Pa

rk

K
ey

O
ak

P
ar

k
A

tu
ac

ti
on

A
tt

en
da

nc
e

Fr
an

k
L

lo
yd

W
ri

gh
t

H
om

e
&

S
tu

di
o:

20
17

,
20

18
an

d
20

19

20
19

20
18

20
17

ln
cr

/(
D

ea
)

20
19

vs
20

12
ln

cr
/(

D
ec

r)
20

18
vs

20
17

P
le

as
an

t
H

om
e:

20
19

20
18

20
17

ln
a/

(D
ec

r)
20

19
vs

20
18

ln
cr

/(
D

ec
r)

20
18

vs
20

17

Ja
nu

ar
y

F
eb

ru
ar

y
M

ar
ch

p
jj

Ju
ne

S
eo

te
m

be
r

O
ct

ob
er

N
ov

em
be

r
D

ec
em

be
r

F
ul

lY
ea

r
Ju

ly
to

o
ec

34
3

39
6

92
3

1,
42

4
1,

57
3

14
96

2,
18

6
2.

25
1

2,
33

2
2,

50
4

1,
00

2
67

8
17

10
8

10
,9

53

45
7

32
3

1,
31

5
1,

43
5

1,
83

1
1,

93
3

2,
21

8
2,

36
7

2,
17

9
2,

35
1

1,
25

9
57

7
18

,2
45

10
,9

51

2,
04

0
2,

18
5

2.
45

3
2,

57
6

1,
52

0
89

3
N

/A
11

,6
57

(1
14

)
73

(3
92

)
(1

1)
(2

59
)

(4
37

)
(3

2)
(1

16
)

15
3

15
3

(2
57

)
10

1
(1

,1
37

)
2

17
8

18
2

(2
74

)
(2

25
)

(2
51

)
(3

16
)

N
/A

Ja
nu

ar
y

F
eb

ru
ar

y
M

ar
ch

Ju
ne

4
y
t

S
ep

te
m

be
r

O
ct

ob
er

N
ov

em
be

r
D

ec
em

be
r

Fu
ll

Y
ea

r
Ju

ly
to

D
ec

38
70

64
84

90
11

5
14

6
63

46
75

42
65

89
8

43
7

12
26

10
4

90
54

10
8

12
8

18
8

78
64

27
95

1,
01

4
58

0

29
43

59
13

9
16

0
72

18
8

93
80

13
5

67
89

1,
15

4
65

2

26
44

(4
0)

(6
)

(4
)

7
18

(1
25

)
(3

2)
11

15
(3

0)
(1

16
)

(1
43

)

(1
7)

(1
7)

45
(4

9)
(5

6)
36

(6
0)

95
(2

)
(7

1)
(4

0)
6

(1
40

)

H
em

In
gw

ay
B

ir
th

pl
ac

e
H

om
e

&
M

us
eu

m
:

U
ni

ty
T

em
pl

e:

Ja
nu

ar
y

F
eb

ru
ar

y
M

ar
ch

p
j

Ju
ne

4
y

4
g

S
ep

te
m

be
r

O
ct

ob
er

N
ov

em
be

r
D

ec
em

be
r

Fu
ll

Y
ea

r
Ju

ly
to

D
ec

20
19

1,
49

6
1,

85
9

4,
80

0
5,

82
4

7,
36

8
7,

82
4

8,
82

9
8,

73
3

8,
60

0
8,

33
0

4,
15

9
3,

72
6

71
,5

48
42

,3
77

20
18

1,
20

8
1,

90
9

6,
20

9
7,

20
8

9,
07

8
10

,1
44

11
,3

12
10

,3
99

9,
25

8
8.

00
8

4,
95

1
2.

99
6

82
,6

80
46

,9
24

20
17

1,
13

3
2,

32
7

4,
58

5
7,

55
5

9,
73

0
10

,2
59

11
03

7
10

,5
53

9,
77

0
9,

74
4

5,
93

5
3,

39
0

86
,0

18
50

,4
29

ln
a/

(D
ec

r)
2
0
1
9
v
s2

0
1
8

28
8

(5
0)

(1
.4

09
)

(1
,3

84
)

(1
,7

10
)

(2
,3

20
)

(2
,4

83
)

(1
,6

66
)

(6
58

)
32

2
(7

92
)

73
0

(1
1,

13
2)

(4
,5

47
)

ln
cr

/(
D

ec
r)

20
18

vs
20

17
75

(4
18

)
1,

62
4

(3
47

)
(6

52
)

(1
15

)
27

5
(1

54
)

(5
12

)
(1

,7
36

)
(9

84
)

(3
94

)
(3

,3
38

)

Ja
nu

ar
y

F
eb

ru
ar

y
M

ar
ch

4
g

Ju
ne

y
S

ep
te

m
be

r
O

ct
ob

er
N

ov
em

be
r

D
ec

em
be

r
Fu

ll
Y

ea
r

Ju
ly

to
D

ec

20
19

15
9

16
6

46
0

37
3

68
0

86
5

1,
02

9
1,

10
2

84
1

71
2

43
6

36
2

7,
74

5
4,

54
2

20
18

20
6

20
1

57
4

58
5

87
6

75
4

1,
05

7
1,

02
7

90
3

77
6

29
2

28
3

7,
53

4
4,

33
8

20
17

23
5

28
8

72
6

72
6

87
5

79
1

1,
01

8
77

5
71

4
75

3
37

6
27

1
7,

55
1

3,
90

7
ln

cr
/(

D
ea

)
20

19
vs

20
18

(4
7)

(3
5)

(1
14

)
(2

12
)

(1
96

)
12

1
(2

8)
75

(6
?)

(4
)

14
4

79
(2

89
)

20
4

ln
cr

/(
D

ec
r)

20
18

vs
20

17
(3

2)
(8

7)
(1

52
)

(1
41

)
1

(3
7)

39
25

2
18

9
29

(8
4)

12
(1

7)

N
ot

e:
20

1)
w

as
a

re
co

rd
ye

ar
b
r

th
e

Fr
an

k
Ll

oy
d

W
ri

gh
t

H
om

e
an

d
St

ud
io

.
T

he
st

ud
io

ce
le

br
at

ed
th

e
15

0t
h

an
ni

ve
rs

ar
y

of
W

ri
gh

t’
s

bi
rt

h,
an

d
C

hi
ca

go
ho

st
ed

th
e

A
rc

hi
te

ct
ur

e
B

ie
nn

ia
l.



Local Tourism and Convention Bureau (LTCB) Grant Program
FY20 Program Specific Application & Marketing Plan

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

Visit Oak Park’s FY20 LTCB Marketing Plan aims to showcase and differentiate the Oak Park Area from
other destinations by delivering meaningful messages to consumers in order to inspire them to choose
the Oak Park Area as their travel destination.

Goal: To increase the number of leisure visitors to the Oak Park Area

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

o Website Content Development—Inspirational travel stories and itineraries
o Inspiration Guide
o video/Photography
o Social Media
o Consumer e-newsletters

• Results/Benefits: Target, reach and engage potential Oak Park Area visitors to increase visitor
expenditures and attraction attendance

• Evaluators:
o Website Content Development:

• Number of unique website visitors and page views
• Length of time on website
• Video views

o Inspiration Guide:
• Number of downloads
• Number of guides distributed

o social Media/Consumer e-newsletters
• Number of Likes, Shares, and views
• Number of subscribers and click-through rate
a Hashtag performance

Visit Oak Park I 193 N. Marion Street, Suite 208, Oak Park, IL 60301



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

o Digital Advertising
o PrintAdvertising
o Out-of-Home Advertising

• Results/Benefits: Target traveler personas in key drive markets for the Oak Park Area and
increase attraction attendance

• Evaluators:
o Digital Advertising:

• Number of digital advertisings campaigns, including social media and display ads
• Use metrics to show ROl

o Print Advertising:
• Number of advertisements in magazines and travel publications

o Out-of-Home:
• Number of OOH placements, including billboards, etc.

Objective 3: Support Events, Group Tours, and Earned Media Opportunities
• Target Audience: Leisure travelers
• Strategies:

o Sponsor and partner with key stakeholders on local events that increase visitations
o Support, promote and facilitate local group tours
o Facilitate Familiarization Tours of Oak Park Area

• Results/Benefits: Support local events, group tours and FAMs to increase visitations to the Oak
Park Area

• Evaluators:
o Local Events:

• Number of sponsorships and promotions
o Group Tours:

• Number of promotions
• Numberofgrouptours& attendance

o Familiarization Trips:
• Number of FAMs hosted & earned media placements

Visit Oak Park I 193 N. Marion Street, Suite 208, Oak Park, IL 60301



Visit Oak Park
FY20 LTCB 2”’ Quarter Performance Measures

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

ObjectIve 1: Increase brand awareness for Visit Oak Park through website & content development a
printed/downloadable inspirational travel guide, video/photography, social media, and consumer
newsletter strategies

a Website Results:
o Users: 26,882 (MOM Increased fromll,487 to 26,882)
o New Users: 26,620 (MOM Increase 11,425 to 26,620)
o Bounce Rate: 79.34% (Increased from 69.30% to 79.34%)
o Average Session Duration:0048 (decreased from :00S7 to :0048)
o Page per sessions:1.88 (decreased from 1.88 to 1.52)

• Content Development:
o Visit Oak Park developed community pages on the Visit Oak Park website for Brookfield

and Riverside
Brookfield Community Page

• Travel Itineraries: Brookfleld Zoo, Art & Shopping, Retro Games, History
• Travel Inspiration Stories: Breakfast in Brookfield, Brookfield Food Tour,

Brookfield’s Best Events, Family Fun in Brookfield, Made in Brookfield
and Naturally Brookfield

Riverside Community Page
• Travel Itineraries: Things to Do, Dining, Raise a Glass, Shop Local
• Travel Inspiration Stories: Riverside: Olmsted’s Masterpiece, Riverside

Events, Historic Riverside: A Brief History
• Inspiration Guide:

o 3 total downloads
• Social Media/Consumer e-newsletters

o 685 new e-newsletter subscribers
o Social Media:

• Reach: 1,050,364 People
• Impressions: 3,138,878
• Frequency of 2.99 per person
• Unique Link: 15,488
• Landing Page Views: 14,581
• Link Clicks: 9,161

Visit Oak Park I 193 N. Marion Street, Suite 208, Oak Park, IL 60301



ObjectIve 2: Increase advertising and marketing campaigns through digital, print, and out-of-home
advertisIng:

• Visit Oak Park launched a digital marketing campaign beginning in July and running through
October 31. Below is the results for October:

o Paid Digital Advertising Campaign
— Social VOP Retargeting Campaign

• Reached: 692,348
• lmpressions:1,549,992
• Frequency: 2.24
• Unique Unks Clicks: 5,380
• Landing page views: 3,689

• Riverside
• Facebook

o 1.8K Reached
o 1.4% CTR (Above Industry average .90%)
o 2.2 K Post Engagement

• Brookuield
o Display (Google Ads)
o 2.7 million impressions
o 5.6K Clicks

• Facebook Carousel Ad
o 252K Reached
o 1.9% CTR (Above Industry average .90%)
o 6K quality Clicks

• Facebook News Feed
o 206K Reached
o 1.6% R (Above Industry average .90%)

Objective 3: Support events, group tours, and earned media opportunities:
• Familiarization Tours:

o Hosted November 6 Global Architecture FAM with media from Mail on Sunday (UK),
ELLE Decoration (UK), Frankfurter Aligemeine Zeitung (DE), National Geographic
Traveler en Espanol (MX), WIF Magazine (Mx), Holiday (JP), CNN English Express (JP)

• Earned Media:
o Gay Times (online), featuring Frank Lloyd Wright Home and Studio, Unity Temple and

Little Gem
• Date: December 7, 2019
• Circulation: 626,520
• AVE: $2,893
• Featured: Chicago Pride
• Link: www.gaytimes.co.uk/travel/127346/look-back-or-forward-to-one-of-the-

worlds-most-authentic-Igbtp-celebrations-chicago-pride/

Visit Oak Park I 193 N. Marion Street, Suite 208, Oak Park, IL 60301



o Community partner level sponsorship and advertising co-op with Albion to support
Open House Chicago, October 19-20, bringing attendance 8,793 attendees to Oak Park:

Albion Oak Park 1251
Cheney Mansion 1308
First United Methodist Church of Oak Park 415
Grace Episcopal Church 822
Nineteenth Century Club 462
Oak Park Art League 557
Oak Park River Forest Museum 250
One Lake Brewing 678
Pilgrim Congregational Church 263
Pleasant Home 1605
St. Edmund Roman Catholic Church 402
Unity Church of Oak Park 547
Unity Temple 100
West Suburban Temple Har Zion 133

8793

Visit Oak Park I 193 N. Marion Street, Suite 208, Oak Park, IL 60301
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Dear Oak Park Attractions and Tourism Stakeholders:

As you settle into the swing of things in 2020, I wanted to reach out to give you with an update on all the
exciting things happening at Visit Oak Park and tell you more about how you can be a part of it alil

There has never been a more exciting time at Visit Oak Park. Over the past sixteen months, the bureau
has undergone an extraordinary transformation. With the support of our board of directors, Visit Oak
Park completed a strategic restructuring that has enabled the bureau to invest more money than ever
before into meeting the demands of today’s consumers and the competitive tourism marketplace.

Last June, Visit Oak Park officially relaunched with an exciting new brand, state-of-the-art website, and
beautiful new Visitor inspiration Guide. As part of new marketing strategies being developed by the
bureau, the new Visitor Inspiration Guide was delivered to 320,000 Midwest Living subscribers in five
states, An additional 75,000 copies were distributed throughout the Chicagoland area with Chicago
Magazine as part of a polybag initiative with the Chicago Tribune, Lastly, Visit Oak Park executed the
bureau’s first digital marketing campaigns, reaching more consumers than ever before and marking a
new era In the bureau’s marketing efforts.

Over the past sixteen months, Visit Oak Park has shifted away from a traditional membership model to a
marketing partnership model to serve our attractions and partner communities in exciting new ways.
Through our new Destination Marketing Services, the bureau is able to give an enhanced digital
presence to our partner communities, and professional expertise with executing digital marketing
campaigns. Visit Oak Park was proud provide these services to the villages of Brooktield and Riverside
this past fall, The bureau is excited to be working with more of our partner communities this year as well
as entering into several exciting new marketing partnerships with our area attractions, too.

Visit Oak Park is currently working to complete the bureau’s digital transformation and to chart a course
for future success in the digital age. Over the winter months, the bureau will be working diligently to
make the necessary enhancements to our new website, including adding new photos, videos, stories,
and itineraries. We’ll also be adding new business and event listings. Meanwhile, Visit Oak Park will be
working on the back end to ensure the website is fully equipped to capture data and utilize it in a way
that is essential for effective digital marketing.

We’ll have much more to share with you later this spring. In the coming weeks, you’ll receive a special
invitation to join us for our annual meeting at our new office—the beautiful new Flourish Cowork and
Lounge. In addition to showcasing this exciting new Oak Park venue, we’ll be formally kicking off our big
spring/summer advertising campaign. You’ll be the first to see our new ‘N commercial campaign with
Comcast to promote our architecture. Additionally, we’ll unveil the new Oak Park Craft Beer Trail, the
first of our exciting new travel itineraries. Well also release our new Oak Park Area Map, which will be

February 4, 2020
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available for distribution at our local attractions and businesses. Furthermore, we’ll announce our many
new partnerships, including our new Visit Oak Park, Chitown Gangster Tours, and Kinslahger Brewing
Company partnership. Lastly, we’ll announce cur exciting new Visit Oak Park Group Tour Ca-Op Program
that will be available soon to our area attractions and hotels.

As Visit Oak Park gears up for the spring/summer travel season, we want you to be a part of it all. We’re
asking you to send us the following items: We’re requesting a 200 word maximium description of your
attraction, business or hotel as well as your logo. We’re also looking for any high-resolution images or
any videos you may have. Lastly, we are looking for a lisiting of your annual tourism-related events that
you would like us to promote on our website or through our social media platforms. If you have photos
for your events, please send them as well.

For Visit Oak Park, collecting this information and these assets is critical for our marketing efforts as well
as for our marketing partnership with the Illinois Office of Tourism. As you may know, Visit Oak Park is
one of the state’s forty certified convention and visitor bureaus (CVBs). With this special status,
attractions and businesses in our service area are entitled to free marketing and advertising from the
Illinois Office of Tourism. These opportunities include attraction, business, and event listings on the
award-winning Enjoylllinois.com. They also include the opportunity to be featured in the state’s official
travel magazine and e-newsletter or promotions through the state’s social media channels. Other
potential opportunities include being featured on the state’s many travel itineraries for tour operators
or as part of familiarizaticn tours for travel media visiting Illinois Among the biggest opportunities is the
potential for being featured in the state’s domestic and international advertising campaigns or in the
state’s many marketing initiatives, like Illinois Made. Visit Oak Park Is committed to ensuring that you
are listed on the state’s website, too, and that our local attractions and businesses receive as many of
these free marketing and advertising opportunities as possible.

Lastly, Visit Oak Park is sending you a survey and our new logo. The survey, which will be sent annually.
is our opportunity to learn more about how we can support you and your attraction or business. Please
return the survey to me via email at eric@visitoakpark.com on or before February 12,2020. We’re also
sending you our new logo with the hope that, in the spirit of partnership, you will add it to your website
with a link so that visitors and others will have the opportunity to learn more about everything that
makes Oak Park such a great place to visit.

Thank you for your time and attention. We’re looking forward to an exciting year and working with you
to grow tourism here in Oak Park.

Respectfully,

Eric C. Wagner
President & CEO
Visit Oak Park
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VISIT OAK PARK AURACTION/BUSINESS SURVEY

NAME: Ernest Hemingway Foundation of Oak Park

AURACTION/BUSI NESS: AttractionfNPO Foundation

WHAT ARE YOUR BIGGEST CHALLENGES AND OPPORTUNITIES IN 2020?
The opportunities remain the same, increase foot traffic thru public and group tour admissions to
ensure the revenue to support our mission. Likewise, to get the word out that we are more than just
an attraction, we are a literary arts and educational non-profit organization that supports new writers
and artists.

WHAT ARE THE VARIOUS WAYS VISIT OAK PARK CAN HELP YOU?
As discussed, increased public & group tour traffic, marketing campaign assistance since we do not
have a mkting person on staff.

WHAT SORT OF PARTNERSHIPS WITH VISIT OAK PARK WOULD WORK THE BEST FOR YOU? MARKETING?
GROUP TOURS? SERVICES/EDUCATIONAL OPPORTUNITIES? SOMETHING ELSE?
All of the above, which we can further discusson on Friday

HOW CAN VISIT OAK PARK HELP TELL YOUR STORY? WHAT ARE THE STORIES OR STORY ANGLES WE CAN
HELP TELL ABOUT YOU IN 2020 AND BEYOND?

Let me think about this and I will delve into it more next Friday.

WHAT EVENTS OR OTHER THINGS WOULD YOU LIKE VISIT OAK PARK TO PROMOTE FOR YOU IN 2020?

Book Discussion Series thru May: interactive discussions on current topics through the use of
Hemingway Short Stories.
Friday@Hemlngway Events (3rd Fri of every month) we showcase artists (performing, art, authors, etc)
HemIngway Shorts Literary Journal Contest we manage an annual short story contest, and recognized
an overall winner and ten finalists for publication.
Concurrently, we manage to college scholarship opportunitites thru OPRF high school, a lunior contest
that recognizes 1 overall winner who receives a $1000 scholarship and mentorship with our Writer in
Residence for their senior year and two finalists and senior contest that likewise receives a $1000
scholarship, all four students works are likewise included in our Hemingway Shorts literary journal.

Possible other programming yet to be announced.
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VISIT OAK PARK AURACTION/BUSINESS SURVEY

NAME: Patti Staley and Oiane Stanke

ATTRACTION/BUSINESS: Oak Park Conservatory

WHAT ARE YOUR BIGGEST CHALLENGES AND OPPORTUNITIES IN 2020?

The Oak Park Conservatory’s biggest opportunity is marketing a new historic home and garden tour
which includes a tour of the Oak Park Conservatory, a tour of Cheney Mansion and a tour of Pleasant
Home. Lunch is an option.

One of our biggest challenges is letting people know we are here, in Oak Park and the surrounding area.
We need more exposure.

Also, we would like marketing help with our rental opportunities. The OPC is a great venue for weddings,
special occations and corporate meetings.

WHAT ARE THE VARIOUS WAYS VISIT OAK PARK CAN HELP YOU?

Your help would be appreciated in marketing the new historic home and garden tour. Any exposure or
marketing of the OPC is much appreciated and needed.

WHAT SORT OF PARTNERSHIPS WITH VISIT OAK PARK WOULD WORK THE BEST FOR YOU? MARKETING?
GROUP TOURS? SERVICES/EDUCATIONAL OPPORTUNITIES? SOMETHING ELSE?

Marketing the new tour would be our first priority. The OPC works very closely with 097 for group tours
and also FOPCON (Friends of the Oak Park Conservatory) provides epIoration kits that go out to schools
for environmental learning.

We would like Visit Oak Park to share our Conservatory posts regarding events and other Conservatory
offerings.

HOW CAN VISIT OAK PARK HELP TELL YOUR STORY? WHAT ARE THE STORIES OR STORY ANGLES WE CAN
HELP TELL ABOUT YOU IN 2020 AND BEYOND?
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OPC has over 30,000 visitors a year from all around the world.

The Oak Park Conservatory was recently featured on WGN’s SEE Chicago television show and on Fox 32
Chicago’s Good Day Chicago.

The Conservatory is free to the public and provides an incredible respite during Chicago’s frigid winters.

The Friends of the Oak Park Conservatory offer free, monthly programs for children and their parents
where they can explore the wonders of nature together. The Conservatory also offers inexpensive
gardening classes for adults throughout the year.

There are 3 indoor display houses in the Oak Park Conservatory featuring a Mediterranean Room, a
Tropical Room and a Desert Room. The four zones of the outdoor Elsie Jacobsen Discovery Garden were
designed based on Nature’s four essential elements: Light, Water, Air and Earth. While the Jacobsen
Garden is a place to explore and discover, the Rubinstein Memorial Garden is a place to relax and
refresh featuring a patio area, water feature and plenty of benches.

WHAT EVENTS OR OTHER THINGS WOULD YOU LIKE VISIT OAK PARK TO PROMOTE FOR YOU IN 2020?

In addition to the historic home and garden tour, other events that need promoting include KidsFest on
March 1, Fright at Night in October, Candlelight Walk in December, and the Conservatory’s most popular
event the Spring Plant Sale May 1-3, 2020. Gardeners come from all over the Chicago area to purchase
hearty and unique plants and herbs.
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VISIT OAK PARK AURACTION/BUSINESS SURVEY

NAME: Diane Stanke

ATTRACTION/BUSINESS: Cheney Mansion

WHAT ARE YOUR BIGGEST CHALLENGES AND OPPORTUNITIES IN 2020?
Cheney Mansion is continuously striving to increase the number of facility rentals throughout the year.
Cheney is rented most frequently for weddings and wedding receptions, especially in the spring and
summer months. We also host showers, memorial services, and other special occasions as well as
corporate meetings and events.

WHAT ARE THE VARIOUS WAYS VISIT OAK PARK CAN HELP YOU?

Feature Cheney Mansion in your marketing materials whether its social posts, printed materials or any
other promotional channels. We want to do a video this year to promote Cheney through Comcast. This
could certainly be a great partnership opportunity. We did budget funds for this video.

WHAT SORT OF PARTNERSHIPS WITH VISIT OAK PARK WOULD WORK THE BEST FOR YOU? MARKETING?
GROUP TOURS? SERVICES/EOUCATIONAL OPPORTUNITIES? SOMETHING ELSE?

As we have discussed, creating and promoting a tour of the Conservatory, a catered lunch at Cheney
Mansion and then a tour of Pleasant Home would be ideal. Promoting Cheney as a great venue for
special occasions and corporate rentals would be extremely helpful.

Just an FYI, the grounds are open to the public except during private events. It’s a lovely place to walk
and sit and relax with a waterfall garden in the southeast corner and the beautifully renovated green
house which can also be rented for events.

HOW CAN VISIT OAK PARK HELP TELL YOUR STORY? WHAT ARE THE STORIES OR STORY ANGLES WE CAN
HELP TELL ABOUT YOU IN 2020 AND BEYOND?

Cheney Mansion is a beautiful historic mansion and local landmark located in the Frank Lloyd Wright
Historic District. Built in 1913 for the Sharpe family, it was eventually purchased by Andrew and Mary
Hooker Dole who deeded itto their neice, Elizabeth Cheney, upon their death. Elizabeth deeded Cheney
Mansion to the Park District in 1975 but resided in the Mansion under her death in 1985.
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Many couples have started their “Happily Ever After” at Cheney Mansion since the Park District received
ownership. It was the location of the Infant Welfare Society’s j5th Annual Designer Showcase in 2007
and it currently hosts a variety of Park District of Oak Park programs for adults and children. The most
popular event at Cheney Mansion is the Breakfast Lunch and Tea with Santa event which has been
taking place annually in December for over 20 years.

Cheney is a distinctive and charming venue for those looking for a unique way to celebrate a milestone
or to host a business meeting or retreat.

WHAT EVENTS OR OTHER THINGS WOULD YOU LIKE VISIT OAK PARK TO PROMOTE FOR YOU IN 2020?

Rentals, of course, and events which change seasonally. This spring Cheney Mansion will be hosting an
Adult Egg Hunt, cooking classes, a green cleaning workshop and the ever-popular Yappy Social Hour. In
cooperation with the Animal Care League, dog owners and their best friends enjoy drinks and hors
d’oervres while mingling with other dog lovers on the Cheney grounds.

Eric, I hope this gives you a good perspective on Cheney Mansion. I would be happy to answer any of
your questions. Will send photos, the 200 word description and the Cheney logo next.

Visit Oak Park I 193 N. Marion Street, Suite 208, Oak Park, IL 60301



VISIT OAK PARK AURAaION/ BUSINESS SURVEY

NAME: Kristen & Ron Halverson

ATTRACTION/BUSINESS: Flourish Lounge! Flourish Cowork

WHAT ARE YOUR BIGGEST CHALLENGES AND OPPORTUNITIES IN 2020?
Our primary focus is on building a much broader awareness that we’re here and what we offer

Flourish Lounge: build & increase awareness
(1) as a venue for special events, parties, private events, corporate & business events (Increasing overall

business/trofflcj

(2) building overall traffic during weekday evenings -T, W, Th flncreasing overall business/traffic)
(3) Increase traffic on weekends during specific times (Increasing overall business/troffici
(4) attract people who want to bring in a group for an activity (like the crafter/maker group we have)
during week nights (Building FLOURISH as a community hub & build overall awarenessj

(5) Flourish as a HUB: attract talented folks who are interested in performing, creating, communicating,
connecting; using our venue as a platform for them. Whether that’s a musician who wants to perform,
an artist who wants to exhibit, author or film maker who wants to promote their work, chef who wants
to showcase menu during a pop-up event, groups who want to network with other like-minded people,
and creative people (photographer, videographer, etc.) who have services we might want. (Building FLOUWSH
as a community hub & build overall awarenessi

Flourish Cowork
Build awareness of Flourish Cowork as a venue for business meetings & corporate events (for which
membership is not required)

WHAT ARE THE VARIOUS WAYS VISIT OAK PARK CAN HELP YOU?

WHAT SORT OF PARTNERSHIPS WITH VISIT OAK PARK WOULD WORK THE BEST FOR YOU? MARKETING?
GROUP TOURS? SERVICES/EDUCATIONAL OPPORTUNITIES? SOMETHING ELSE?

Yeah — all of that sounds great!

Build awareness of Flourish as a venue to include in their itinerary, or as part of their plans;
- Group tour operators/travel planners
- Visitors
- Event planners, Conference planners, etc.
- Local tourist attractions (like FLW House), B&Bs, etc. —promote to their visitors as place to go

while they’re here
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HOW CAN VISIT OAK PARK HELP TELL YOUR STORY? WHAT ARE THE STORIES OR STORY ANGLES WE CAN
HELP TELL ABOUT YOU IN 2020 AND BEYOND?

Include us on messaging/materials you’re sending out to target audiences we mention above
Hold event(s) at our venue (-:
Include us in any sort of “guide to local attractions” that exists
If you hear of opportunities for partnerships with other compatible group/service, make introduction
Let us know how we can connect to and amplify your messaging on social media
Suggestions on how to connect to visitors (ie how can businesses increase tourism-based business)
Use us as a platform to amplify your own messaging

WHAT EVENTS OR OTHER THINGS WOULD YOU LIKE VISIT OAK PARK TO PROMOTE FOR YOU IN 2020?
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S
VISIT OAK PARK AURAaI0N/BuSINES5 SURVEY

NAME; Keith Huizinga

ATTRACTION/BUSINESS: Kinslahger Brewing

WHAT ARE YOUR BIGGEST CHALLENGES AND OPPORTUNLTIES IN 2020?
- Getting people to come to visit the taproom

WHAT ARE THE VARIOUS WAYS VISIT OAK PARK CAN HELP YOU?
- Create awareness, highlight what makes Kinslahger unique

WHAT SORT OF PARTNERSHIPS WITH VISIT OAK PARK WOULD WORK THE BEST FOR YOU? MARKETING?
GROUP TOURS? SERVICES/EDUCATIONAL OPPORTUNITIES? SOMETHING ELSE?
- Marketing is where I see the greatest opportunity

HOW CAN VISIT OAK PARK HELP TELL YOUR STORY? WHAT ARE THE STORIES OR STORY ANGLES WE CAN
HELP TELL ABOUT YOU IN 2020 AND BEYOND?
- The craft beer trail is a good start
- Help me highlight what makes Kinslahger unique.

o Classy chill space with no TV’s
o Lager fermentation (process that impacts beer flavor) makes us unique not only in Oak Park,

but in Chicago (really only 2 other Chicago area breweries doing so). Nothing against One
Lake, Oak Park Brewing or Wild Onion, who have their own appeal as restaurants that also
make beer. We are doing something special and believe that this factor alone should make
Kinslahger a destination for craft beer drinkers area wide.

WHAT EVENTS OR OTHER THINGS WOULD YOU LIKE VISIT OAK PARK TO PROMOTE FOR YOU IN 2020?
- Brewers Rock Fest just wrapped up, but will likely occur again in Feb. 2021
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NAME: Ellen Farrar

VISIT OAK PARK ATrRACTION/BUSINESS SURVEY

ATTRACTION/BUSINESS: Wonder Works Children’s Museum

WHAT ARE YOUR BIGGEST CHALLENGES AND OPPORTUNITIES IN 2020?

In 2020, we seek to invest in and improve our museum facility and its exhibits and programming. We
also seek to increase attendance over the summer months when residential visitation slows down a bit.
Fundraising and corporate partnerships are also a big focus.

WHAT ARE THE VARIOUS WAYS VISIT OAK PARK CAN HELP YOU?

Marketing support and advice re best messaging for the tourism audience. Notification
tourism grant funding opportunities. Advocacy. Partnership advice and connections.

of and advice re

WHAT SORT OF PARTNERSHIPS WITH VISIT OAK PARK WOULD WORK THE BEST FOR YOU? MARKETING?
GROUP TOURS? SERVICES/EDUCATIONAL OPPORTUNITIES? SOMETHING ELSE?

Our children’s museum’s visitors LOVE the Visit Oak Park’s Inspiration Guide, and we loved being
included in that publication! The guide flies off the shelf here! If you ever wanted to “train’ our team as
greater tourism advocates for Visit Oak Park’s communities, they are a delightful and charismatic bunch
and love to chat with our visitors. We track zip codes as visitors walk in the door, so we can quickly
identify tourists.

Our museum enjoyed attendance from 80,000 visitors that came from 650 zip codes in 2019. We are
already attracting visitors from outside of Chicagoland, but can always use more, especially during the
summer. Marketing help Is valued as we are open to the public with five permanent exhibits 300+ days
a year (and outdoor children’s garden during the summer).

Families that prioritize visits to museums also pursue outdoor nature experiences, read fiction and
TRAVEL! When children’s-museum-going families report curiosity as the motivation to attend, they also
report prioritizing additional visits to art museums and history museums/historic sites. When
children’s-museum-going families report family time or learning opportunities for their children as the
motivation to attend, they also report visitation to zoos and aquaria and science centers as a priority.
Some of our visitors are wonderful and active touristsl

Visit Oak Park I 193 N. Marion Street, Suite 208, Oak Park, IL 60301



1
HOW CAN VISIT OAK PARK HELP TELL YOUR STORY? WHAT ARE THE STORIES OR STORY ANGLES WE CAN
HELP TELL ABOUT YOU IN 2020 AND BEYOND?

We are refining our story now, building our brand guidelines, tone of voice and learning framework,
while enriching our exhibits and programs. We will share press releases with you as we roll them out,
and welcome general promotion for daily visitation and our upcoming block party (and will share those
details with you when readyl).

WHAT EVENTS OR OTHER THINGS WOULD YOU LIKE VISIT OAK PARK To PROMOTE FOR YOU IN 2020?

As mentioned above, we will launch our first-ever block party this summer - and believe this can be
more than just a local draw. Promotion of this event, in addition to daily attendance for visitors with
children to Oak Park, would be a great help.

Visit Oak Park I 193 N. Marion Street, Suite 208, Oak Park, IL 60301
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VISIT OAK PARK ATTRACTION/BUSINESS SURVEY

NAME: Laurel Wolff

ATTRACTION/BUSINESS: The Oak Park Arts District

WHAT ARE YOUR BIGGEST CHALLENGES AND OPPORTUNITIES IN 2020? The biggest challenge is always
foot traffic and getting what foot traffic we do have to go into more businesses than just the one they
came down to Harrison Street to visit. Many of our businesses keep odd hours which is a problem in
keeping people walking and shopping.
We are also a dues funded business district so must balance all of our work while keeping our limited
budget in mind.
Every new business is an opportunity and every person who comes to the District for the first time is one
as well. Perhaps, we will see extra traffic while the Better Lake Street construction project is in the
works? All of the new development on Madison Street may help us as well.

WHAT ARE THE VARIOUS WAYS VISIT OAK PARK CAN HELP YOU? Helping us to promote our annual
events would be greati We have WOW!, a celebration of our women-owned businesses, in March.
Harvest on Harrison in October and our big one, What’s Blooming on Harrison in May. What’s Blooming
has grown by leaps and bounds over the past few years and realty should be something that all Oak
Parkers have on their calendars as a must do. We would also love to reach the Wright Walk audience as
the walk is the same day as our event, every year. We feel like seeing Oak Park as it is NOW would be
good for visitors.

WHAT SORT OF PARTNERSHIPS WITH VISIT OAK PARK WOULD WORK THE BEST FOR YOU? MARKETING?
GROUP TOURS? SERVICES/EDUCATIONAL OPPORTUNITIES? SOMETHING ELSE? Honestly, Visit Oak Park
coming down and walking in and out at the businesses and meeting the owners would be the best start.
It is hard to talk up a place without first experiencing it.
Promoting the various experiences one could have in the District would be excellent- we have a lot of
different classes happening, family events etc. Linking to the calendar on our website would be great.
Subscribing to our newsletter would be great too... then you’ll see what members businesses are up to.
www.oakparkartsdistrict.com

I would add, a lot of folks really liked the walk in Visit Oak Park office/shop.

Visit Oak Park I 193 N. Marion Street, Suite 208, Oak Park, IL 60301



HOW CAN VISIT OAK PARK HELP TELL YOUR STORY? WHAT ARE THE STORIES OR STORY ANGLES WE CAN
HELP TELL ABOUT YOU IN 2020 AND BEYOND? Every business has its own story and the District itself has
a fascinating story too. We exist because a small band of very dedicated people roll up their sleeves and
get to work year after year. The District is nothing but authentic and caring. When you meet the Board
at a meeting, you’ll see that first hand.

WHAT EVENTS OR OTHER THINGS WOULD YOU LIKE VISIT OAK PARK TO PROMOTE FOR YOU IN 2020?
See above.

Visit Oak Park I 193 N. Marion Street, Suite 205, Oak Park, IL 60301



VISIT OAK PARK ATrRACTION/BUSINESS SURVEY

NAME: Kristen Alfonsi

ATTRACTION/BUSINESS: One Lake Brewing

WHAT ARE YOUR BIGGEST CHAllENGES AND OPPORTUNITIES IN 2020?

Since we are only 8 months old or biggest challenge is people knowing who we are and where we are
located. We are also on the East Side where not a lot of business are located. There isn’t as much
exposure since we are located in the main down town area.

WHAT ARE THE VARIOUS WAYS VISIT OAK PARK CAN HELP YOU?

We would love any time you can encourge visitors or bring visitors to One Lake Brewing we would
apprecated it. If you could also post or give usa shout out on social media would be help. I have seen
Visit Oak Park do this for various businesses and I definitely take notice.

WHAT SORT OF PARTNERSHIPS WITH VISIT OAK PARK WOULD WORK THE BEST FOR YOU? MARKETING?
GROUP TOURS? SERVICES/EDUCATIONAL OPPORTUNITIES? SOMETHING ELSE?

I have a few ideas here....

1. I am not sure if this is sponsored by Visit Oak Park but it was paid out at the visitors center.
Around the holidays when you make purchases at local downtown stores, I belive spending a
minimum of $75 dollars from 7 stores you can bring those reciepts in and receive a $50 gift card
towards those same places in Oak Park. I thoguht about it this year when large stores such as
Trader Joes are included why can’t we also include stores on Lake Street or Oak Park avenue? It
seems to me we want to shop local and support local. The larger businesses like Gap, Nando,
Chipotle, Trader Joes etc have name recocnition. Expanding it to all of Oak Park helps the small
local businesses.

2. We would be happy to open at special times to accomidate larger tour busses.
3. We have a rooftop that could be interesting as an event for many groups.

Visit Oak Park I 193 N. Marion Street, Suite 208, Oak Park, IL 60301



I
HOW CAN VISIT OAK PARK HELP TELL YOUR STORY? WHAT ARE THE STORIES OR STORY ANGLES WE CAN
HELP TELL ABOUT YOU IN 2020 AND BEYOND?

We are very excited to see the finish video and see how the do-it-yourself pub crawl goes. We would be
happy to do any additional things to promote the Illinois Made series.

WHAT EVENTS OR OTHER THINGS WOULD YOU LIKE VISIT OAK PARKTO PROMOTE FOR YOU IN 2020?

I am working with Quincy Street Distillary to create a colaboration with craft cocktails. I think this would
be a great thing to promote as we are pulling from two different towns that fall under the Visit Oak Park
umbrella.

We are willing an open to all ideas you have. We love being part of the neighborhood and supporting
our community. Looking forward to a great 2020.

Visit Oak Park I 193 N. Marion Street, Suite 208, Oak Park, IL 60301



VISIT OAK PARK AURACTION/BUSINESS SURVEY

NAME: Camille Wilson White

ATTRACTION/BUSINESS: Oak Park Area Arts Council

WHAT ARE YOUR BIGGEST CHALLENGES AND OPPORTUNITIES IN 2020?
Growing the Village’s Public Art program is a big opportunity. The village has certainly received much
attention due to the public art we enjoy in the village. The Arts Council wants to do more, we want to
work to ensure that every resident has the opportunity to be exposed to and appreciate public art. We
would like to put some interactive art in many of the business districts. Expand the mini murals along
both South and North Blvds and increase the number of new murals that will be painted this summer.

WHAT ARE THE VARIOUS WAYS VISIT OAK PARK CAN HELP YOU?
Visit Oak Park can help through your social media networks. Publicize our various programs, also what is
happening on the VOP public art scene to your regional audience. Get the word out to the residents of
the new orop developmentsand increase their awareness of the public art projects in the village. Let
them know that the Oak Park Area Arts Council is their local art council offering a host of programs and
services.

I would like to work on a public art tour of the painted and mosaics murals and the sculptures in town. If
we could forge a partnership w/the CTA to get people to come out to visit and see the art, Ride the
Artline to Oak Park, spend the day, shop and eat, etc. Advertisements on the green and blue lines CrA
trains would be a good idea. Also locally, the schools could take students on tours, we could put
everything on Otocast for self guided tours.

WHAT SORT OF PARTNERSHIPS WITH VISIT OAK PARK WOULD WORK THE BEST FOR YOU? MARKETING?
GROUP TOURS? SERVICES/EDUCATIONAL OPPORTUNITIES? SOMETHING ELSE?
Please see above comments.

HOW CAN VISIT OAK PARK HELP TELL YOUR STORY? WHAT ARE THE STORIES OR STORY ANGLES WE CAN
HELP TELL ABOUT YOU IN 2020 AND BEYOND?
Talk about the vibrant energy in this community. People move here not only for the schools, but also for
the arts. People stay here for the schools and the arts despite the high taxes etc.

WHAT EVENTS OR OTHER THINGS WOULD YOU LIKE VISIT OAK PARK TO PROMOTE FOR YOU IN 2020?
They can look out for the artists who will be out painting the murals this summerl

Thanks so muchl

Visit Oak Park I 193 N. Marion Street, Suite 208, Oak Park, IL 60301
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VISIT OAK PARK AURACTION/BUSINESS SURVEY
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VISIT OAK PARK ATTRACTION / BUSINESS SURVEY

NAME: Judith Lalor

ATTRACTION / BUSINESS: The Little Gem Cafe 189 N Marion St.

WHAT ARE YOUR BIGGEST CHALLENGES AND OPPORTUNITIES IN 2020?
One of the biggest challenges I see for 2020 is the street scape project which
will impede locals and visitors from coming to my restaurant for lunch or
dinner.

Also I will need to concentrate on my social media presence and have to learn
quite a bit about how to further market my small business.

In addition - Exciting news is that I will be E X P A N D I N C my operation
into the space directly next door! Creating a more contemporary Coffee Bar
and Lounge serving breakfast, lunch and dinner. .. (more on that later)..

WHAT APE THE VARIOUS WAYS VISIT OAK PARK CAN HELP YOU?
We could really use some help with promoting our restaurant and upcoming
expansion and launch of the new place on social media - radio, tv and
throughout the village.
Would love to do a brain storm marketing meeting with Visit Oak Park to see
how and where we could collaborate.

WHAT SORT OF PARTNERSHIPS WITH VISIT OAK PARK WOULD WORK BEST
FOR YOU? MARKETING? GROUP TOURS? SERVICES I EDUCATIONAL
OPPORTUNITIES?

Definitely Marketing and Group Tours would help boost my business.



HOW CAN VISIT OAK PARK HELP TELL YOUR STORY?
WHAT ARE THE STORY ANGLES?

We could perhaps work together on the uniqueness of The Little Gem Cafe
and include our style and menu and fun factor - A video would be great to
show our atmosphere, dishes, live music, elegance and warmth.
In addition, the story of “Live Pete Show” on Monday nights - Live Pete is a
retired Chicago firefighter who now does what he loves best by playing guitar
and singing - Tennessee Swing, Blues and Rock n Roll. He is very talented and
in great demand working all over and regular gigs at Gibsons.
He is a one man band with really great play back track accompaniment.

We will be introducing through our expansion A Sober Socializing Environment.

We will be creating a fabulous Mocktail list of alcohol free drinks and of
course serving Mocktails - Coffees and Desserts from our State of the art
(and very stylish) Coffee Bar.
Our new Coffee Bar and Lounge will also have a liquor bar section too and the
space wifl be available for private parties, salons, group gatherings etc.
more on that later...

WHAT EVENTS OR OTHER THINGS WOULD YOU LIKE VISIT OAK PARK TO
PROMOTE FOR YOU IN 2020?

Great question - I think I need to come up with some events - a creative event
planning collaboration would be a great thing.
Lastly, what can we DO FOR YOU?
How can the Little Gem Cafe support your program?
What do you have going on that we could tie in with?

I know you’re not supposed to answer a question with a question - but we
would love to rally and help and be a part of representing Oak Park in the best
possible way!

Sincerely,
Judith Lalor
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Preface

PREFACE

This study was conducted by the research department of the U.S. Travel Association for the Visit
Oak Park. The study provides travel impact on the U.S. economy and the estimates of domestic
traveler expenditures on the Village of Oak Park and Western Cook County for 2016 and 2017, as
well as the employment, payroll income, and state and local tax revenue directly generated by
these expenditures. Secondary (multiplier) impact is not addressed in this study. Due to the lack
of availability of international visitor data below the state level, this report does not include
intemationa impact estimates.

U.S. Travel Association
Washington, D.C.

December 2018
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Introduction

INTRODUCTION

This report contains the travel impact on U.S. economy and the estimates of direct U.S. resident
traveler spending on Oak Park and Western Cook County for 2016 and 2017, as well as the
employment, payroll income, and state and local tax revenue directly generated by this spending.
All estimates presented in the report are the product of U.S. Travel Association’s Travel Economic
Impact Model (TEEM).

The impact of travel on Oak Park and Western Cook County was estimated by applying
appropriate shares for every travel-related category in this region to U.S. Travel’s impact estimates
for Cook County and Illinois. Calculations for each travel-related category share were based on
zip code-level data from sources including the U.S. Census Bureau’s Economic Census series on
establishments, sales, employment and wages by industry, Smith Travel Research lodging market
reports and data provided by the Visit Oak Park. Estimates in this report are as accurate as possible,
given limitations of available data.

For purposes of this report, Oak Park aid Western Cook County comprises the following 19
communities and associated zip codes (zip codes of 60165, 60402, and 60804 are eliminated from
this 20 16-17 report based on the request from Visit Oak Park):

Bellwood 60104
Berkeley 60163

Broadview 60153, 60155
Brookfleld 60513

Elmwood Park 60707
Forest Park 60130

Franklin Park 60131,60398
Hillside 60162, 60163

Maywood 60153,60155
MeirosePark 60160,60161,60163,60164

Northlake 60164
North Riverside 60546

Oak Park 60301, 60302, 60303, 60304
River Forest 60305
RiverGrove 6017)

Riverside 60546
Schiller Park 60131, 60176

Stone Park 60165
Westchester 60154

U.S. residents traveling to Oak Park and Western Cook County include both state residents and
out-of-state visitors traveling away from home overnight in paid accommodations, or on daytHps
to places 50 miles or more each way from home. Travel commuting to and from work; travel by
those operating an airplane, bus, truck, train or other form of common carrier transportation;
military travel on active duty; and travel by students away at school, are all excluded from the



(ntraduction

TEEM model (see Appendix A for details). In addition, the payroll and employment estimates
represent impact generated in the private sector and exclude public-supported payroll and
employment.

Since additional data relating to travel and its economic impact in 2016 and 2017 will become
available subsequent to this study, U.S. Travel reserves the right to revise these estimates in the
future.
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Executive Summary

EXECUTIVE SUMMARY

• Domestic travelers directly spent $550.6 million in Oak Park and Western Cook County during
2017, a 3.5 percent increase from 2016.

• Domestic traveler spending on foodservice totaled $227.8 million, up 3.4 percent from 2016,
representing 41.4 percent of total regional domestic traveler spending.

• Total travel-generated payroll income in Oak Park and Western Cook County reached SI 10.3
million during 2017. up 4.1 percent from 2016.

• Domestic traveler expenditures directly generated nearly 4,700 jobs within Oak Park and
Western Cook County in 2017 a 1.9 percent increase from 2016.

• On average, every $117,179 spent in Oak Park and Western Cook County by domestic
travelers supported one job in 2017.

• Domestic traveler spending in Oak Park and Western Cook County directly generated $61.8
million in tax revenue for the state and local governments in 2017, up 7.5 percent from 2016.

3



travel Impact on the U.S. Economy in 2017

TRAVEL IMPACT ON THE U.S. ECONOMY IN 2017

National Summary

After edging up at a seasonally-adjusted annual rate of 1.2 percent during the first quarter of the
year, U.S. economic growth accelerated to 3.0 percent growth during the latter three quarters ol
2017. As a result, U.S. real GDP increased by 2.2 percent in 2017, which was faster than 2016’s
1.6 percent growth.

The improvement in 2017 was largely thanks to upticks in business investment and exports.
Business investment increased by 4.7 percent in 2017 (compared to a 0.6 percent decrease in 2016)
and exports increased 3.4 percent in 2017 (compared to a 0.3 percent decrease in 2016). Consumer
spending remained strong throughout the years, and increased by 2.8 percent, slightly faster than
the 2.7 percent increase in 2016. On the other hand, resident investment slowed down to 1.8 percent
growth in 2017 (compared to 5.5 percent in 2016) and government spending increased by a meager
0.1 percent (compared to 0.8 percent in 2016).

The economy’s strong performance in 2017 was supported by a healthy and fully recovered labor
market. Overall nonfarm employment grew by 2.1 million in 2017, to 146.4 million. This is
slightly less than the 2.5 millionjobs added in 2016. Part of 2017’s deceleration injob growth was
due to the hurricanes that impacted the Southeast in September. In 2017, the economy generated
171,000 jobs per month, on average, which was less than the monthly average of 187,000 in 2016.

The U.S. unemployment rate fell to just 4.4 percent in 2017, the lowest point since it reached 4.0
percent in 2000. Another encouraging sign is that 78.6 percent of Americans in their prime working
years (25-54 years) were employed in 2017, the highest share since 2008, A tightening labor
market put upward pressure on wages. Average hourly earnings in the private sector increased by
2.7 percent in 2017, the fastest annual pace since 2009.

Optimism in the labor market remained strong and helped boost consumer confidence at the end
of 2017. For the year, consumer confidence averaged 120.4 in 2017, up 21 percent from the 2016
average of 99.6.

The Consumer Price Index (CPI), one measure of price levels, increased by 2.1 percent in 2017,
up from 1.3 percent in 2016. Excluding food and volatile energy prices, core CPI increased by 1.9
percent.

The cost of travel in 2017, as measured by the U.S. Travel Association’s Travel Price Index (TPI),
increased by 2.3 percent in 2017, after it remained nearly flat (+0.3%) in 2016. A 12.9 percent
increase in motor fuel was tempered by milder price increases in other travel-related components
such as lodging as well as recreational and foodlbevcrage services, and a 2.4 percent decline in
airline fares.
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Travel Impact on the U.S. Economy in 2017

Table 1: Overall U.S. Economic Indicators, 2015-2017

Sector 2015 2016 2017

Nominal gross domestic product ($Billions) 18,219.3 18,707.2 19,485.4
Real gross domestic product (SBillions) • 7,386.7 17,659.2 18,050.7
Real disposable personal income ($Billions) * 3,366.5 13,5952 13,949.2
Real personal consumption expenditures (SBillions) • 11,921.9 12,248.2 12,558.7
Consumer Price Index** 237.0 240.0 245.1
[ravel Price Index 272.4 273.1 279.4
Nonfarm payroll employment (Millions) 145.8 147.9 149.7
Unemployment rate (%) 5.3 4.9 4.4

Percentage change from previous year
Nominal gross domestic product 4.0% 2.7% 4.2%
Real gross domestic product 2.9% 1.6% 2.2%
Real disposable personal income 4.1% 1.7% 2.6%
Real personal consumption expenditures 3.7% 2.7% 2.5%
Consumer Price Index 0.1% 1.3% 2.1%
Travel Price Index -2.6% 0.3% 2.3%
Nonfarm payroll employment 3.4% 1.9% 4.3%

Source: BE’l, ilLS, U.S. Travel ,Lcsocialion
• In chained 20)2 dollars

1982-84 -100

U.S. Travel Volume in 2017

U.S. domestic travel, including leisure and business travel, increased by 1.9 percent to a total of
2.2 billion person-trips in 2017. A person-trip is defined as one person on a trip away from home
overnight in paid accommodations, or on a day or overnight trip to places 50 miles or more, one-
way, away from home.

Domestic leisure travel, which includes visits to friends and relatives as well as trips taken for
outdoor recreation and entertainment purposes, increased 2.3 percent in 2017 to nearly 1.8 billion
person-trips and is forecasted to increase 2.0 percent in 2018. Leisure travel accounted for 80
percent of all U.S. domestic travel in 2017. Domestic business travel inercased by 0.4 percent in
2017 to 456.3 million person-trips and is expected to increase 1.6 percent in 2018.

International inbound travelers, including overnight visitors from Canada, Mexico and overseas,
made 76.9 million visits to the United States in 2017. Overseas visitor arrivals to the U.S. (from
all countries except Canada and Mexico) reached 38.9 million in 2017 and accounted for half of
total international arrivals to the United States, according to U.S. Travel Association estimates.
Canadian overnight arrivals to the U.S increased from 19.3 million in 2016 to 20.2 million in 2017
(+4.8%), while Mexican overnight arrivals decreased from 19.0 million in 2016 to 17.8 million in
2017 (-6.1%).
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Travel Impact on the U.S. Economy in 2017

Travel Expenditures in 2017

Total domestic and international travelers spending in the U.S. increased 4.4 percent, growing
from $992 billion in 2016 to $1,036 billion in 2017, not adjusted for inflation (excluding
international airfare payments to the U.S airlines). The U.S. Travel Association expects total
domestic and international traveler expenditures to pick up to 5.0 percent growth in 2018.

Domestic travel expenditures grew 5.2 percent in 2017 to $880 billion. International traveler
spending in the U.S. remained flat (+0.1%) and totaled $156 billion in 2017. It should be noted
here that this traveler spending excludes international airfare payments to U.S. airlines, as well as
international visitors’ expenses on education, heaLth care and expenditures by cross-border day-
trip visitors and seasonal workers. International traveler spending is expected to increase by I .8
percent in 2018.

International airfare receipts are total passenger fares paid by international residents on U.S. flag
air carriers. In 2017, international airfare receipts totaled S40.6 billion, up 3.4 percent from 2016.

Leisure traveler spending (domestic and international) totaled $717 billion in 2017, up 4.7 percent
from 2016 (not adjusted for inflation). Leisure travelers accounted for 69 percent of all traveler
expenditures. Business traveler spending increased 3.7 percent to $319 billion in 2017.

Table 2: Travel Expenditures - U.S. Nationwide

2016 Spending ($BiIlions) 20L7 Spending (SUillions)
Category Domestic lntl.* Total Domestic lntl.* Total

Public Transportation $167.3 $16.4 $183.6 S175.6 S16.4 $192.0
Auto Transportation 139.4 1.9 141.4 149.4 1.9 151.4
Lodging 163.8 47.6 211.4 172.3 48.9 221.1
Foodservice 215.9 33.0 248.9 224.8 32.8 257.5
Entertainment& Recreation 88.1 13.5 101.6 93.3 13.5 06,8
General Retail [rude 62.2 43.2 105.4 64.6 42.3 106.9

Total $836.6 $155.6 $992.3 $879.9 $155.8 $1,035.7

Source: U.S. Travel Association
Etchides international passengerfore payments.
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Travel Impact on the U.S. Economy in 2017

Travel Employment in 2017

After making a full recovery from the 2007-2009 recession in February 2015, the economy built
on its past gains, and a new high of 146.4 million nonfarm jobs was reached in 2017 (based on
data from the Labor Department). After peaking at 9.6 percent in 2010, the unemployment rate fell
to an average monthly rate of 4.4 percent in 2017, starting at 4.8 percent in January and ending at
4.1 percent in December. The unemployment rate remained at 4.1 percent through March 2018,
and then dipped to 3.9 and 3.8 percent in April and May, respectively. It reversed a bit and settled
at 4.0 in June 2018, but still remains significantly below than the 4.4 percent pre-reeession low.

American service industries, of which the travel industry is a part, played a major role in the post-
recession jobs recovery, accounting for 86.3 percent ofthejobs recovered from 2010 to 2017. The
travel industry joined healtheare; administrative services; accommodation and foodservices; and
retail trade as one of the leading growth industries in terms of overall jobs created from 2010 to
2017. Travel accounted for 9.0 percent of nonfarm jobs created from 2010 to 2017, despite holding
a 6 percent share of all nonfarrn jobs in 2017.

In 2017, traveler spending directly supported nearly 8.8 million U.S. jobs, including both full-time
and seasonal/part-time positions, up 2.1 percent from 2016. This increase translated into over
182,000 jobs added to the U.S. economy, accounting for 10 percent of total non-farm job growth
since 2017.

These 8.8 million travel-generated jobs are a vital part of the U.S. economy. Without these jobs,
the 2017 national unemployment rate of 4.4 percent would more than double to 10.0 percent of the
civilian labor force.

Table 3: Travel-Generated Employment - U.S. Nationwide

2016 Employment (Thousands) 2017 Employment (Thousands)

Category Domestic lntI. Total Domestic lntl.* Total

Public Transportation 966.6 76,7 1,043.3 992.2 76.2 1,068.5

Auto Transportation 294.7 2.4 297. I 299.8 2.4 302.2

Lodging 1,309.3 271.5 1,580.8 1,341.1 276.0 1,617,1

Poodservice 3,048.9 444.9 3,493.7 3,134.5 445.2 3,579.7

Entertainment& Recreation 1,216.7 242.1 1,458.8 1,252.0 239.2 1,491.2

General Retail Trade 371.6 170.2 541.9 373.4 165.0 538.4

Travel Planning 182.2 0,0 182.2 182.6 0.0 182.6

Total 7,390.0 1,207.8 8,597,8 7,575.6 1,204.0 8,779.7

Source: US. Travel Association * Excludesjobs supported by international passenger/are payments.
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U.S. Travel Forecast

Table 4: U.S. Travcl Forecasts

2016 2017 2018 2019 2020 2021 2022

Nominal GDP (S Billions) 18.707 19,485 20.506 21,460 22,24) 23,067 23,960

Unemployment Rate (%) 4.9 4.4 3.9 3.6 3.6 3.7 3.8

Consumer I’rice Index (CPI)* 240.0 245.1 251.2 256.5 261.4 266,5 271.8

Travel Price Index ([‘P0* 273.1 279.4 269.8 293.8 298.8 304.9 3)0.5

Toial l’ravel Expenditures in U.S. (5 E3illions) 992,3 1,035.7 1,086.6 1,131.6 1.173,8 1,222.7 1,271.5

U.S. Residents 836.6 879.9 928.0 964.4 999.6 .039.5 .079,2

International Visitors 155.6 155.8 158,6 167.2 174.2 183.2 192.4

Total International Visitors to the U.S. 76.4 76.9 81.3 83.9 86.1 89.0 92.1
(Millions)

Overseas Arrivals to the U.S. (Millions) 38.1 38.9 40.9 42.0 43.2 44,8 46.4

‘total Domestic Person.’Irips*** (Millions) 2,206.6 2,247.9 2.291.) 2,332.7 2,368.2 2,406.3 2,448.8

Business 454.7 456.3 463,6 472.1 478.8 485.6 493.3

Leisure 1.751,9 1,791.5 1,827.5 1,860.5 1,889.4 920.7 1,955.5

Percent Changefrom Previous Year (%,)

Real GD? .6% 2.2% 2.9% 2,5% .7% 1.7% 1.9%

Consumer Price Index (CP[) 1.3% 2.1% 2,5% 2.1% 1.9% 2.0% 2.0%

‘l’ravel Price Index (TPI) 0.3% 2.3% 3.7% 1.4% 1.7% 2.0% 1.8%

Total Travel Expenditures in u.s. 1.9% 4,4% 5.0% 4,1% 3.7% 4.2% 4.0%

U.S. Residents 2.9% 5.2% 5.6% 3.9% 3.6% 4.0% 3.8%

International visitors -2.7% 0.1% 1.8% 5.4% 42% 5.2% 5.0%

Total Inwrnatiosal Visitors to the U.S. -18% 0,7% 5.7% 3.2% 2.7% 3.3% 3.6%

Overseas Arrivals to the U.S. -1.5% 2.0% 5.0% 2.8% 2.9% 3.5% 3.6%

Total Domestic Person-’I’rips 1.3% 1,9% 1.9% 1.8% 1.5% 1.6% 1.8%

Business ‘1.1% 0.4% 1.6% 1.8% 1.4% 1.4% .6%

Leisure 1.9% 2.3% 2.0% 1.8% 1.6% 1.7% 1.8%

Sources; U.S. Travel Association
1 982-84 = 100. ** international traveler spending does not include international passengerfares.
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Direct Travel Impact an the United States in 2016

Direct Travel Impact on the United States in 2016

Travel Expenditures
$1,035.7 Billion

Payroll
$258.8 Billion

Tax Revenue
S164.7 Billion

Source: US. TravelAssociarion. flEA
•fl,g not include international passengerfare payments and other economic inivacl generated by these payments.
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Domestic Travel Expenditures

TRAVEL IMPACT ON OAK PARK AND WESTERN COOK COUNTY,
2016-2017

Domestic Travel Expenditures

• Domestic travelers in Oak Park and Western Cook County spent S550.6 million on
transportation, lodging, food, entertainment and recreation, and incidentals during 2017, a 3.5
percent increase from 2016.

• The foodservice industry was a major beneficiary of travel to Oak Park and Western Cook
County. Domestic traveler spending on foodservice was the largest expenditure category,
totaling $227.8 million in 2017,41.4 percent of the region’s total. This represents a 3.4 percent
increase from 2016.

• Oak Park and Western Cook County received $98.9 million in domestic traveler spending on
lodging during 2017, representing 18.0 percent of total area domestic travel expenditures and
up 2.8 percent from 2016.

• Traveler spending on auto transportation in Oak Park and Western Cook County was up 5.3
percent to $80.9 million, largely due to motor fuel price increases. The auto transportation
sector accounts for 14.7 percent of all domestic traveler spending in the region.

Domestic Travel Expenditures in Oak Park and
Western Cook County by Industry Sector, 2017

I. Foothenice sector includes restaurants, grocery stores and other eating and drinking establishments.
2. Lodging sector consists ofhotels and motels, b&b ‘s. campgrounds, and ownership or rental of vacation or second homes,
3. Public Transportation sector comprises air. intercity bus, rail, boat or ship. and taxicab or limousine service.
4. Auto Transportation sector includes privately-owned vehicles that are usedfor trips (e.g., automobiles, trucks, campers or

other recreational vehicles), gasoline stations, and automotive rental.
5. General Retail Trade sector includes gifts, clothes, souvenirs, and other incidental retail purchases.
6. Entertainment and Recreation sector includes such items as attraction admission fees, golf skiing and gaming.

General Retail
Trade Public
10.0% Transportation

Entertainment
& Recreation

10.7%

Foodservice\
4 1.4%

5.3%

Auto
Transportation

14.7%

Lodging
18.0%
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Domestic travel Expenditures

TableS: Domestic Travel Expenditures in Oak Park and Western Cook County by Industry
Sector, 2016-2017

Oak Park &
Western Western

2017 Expenditures Oak Park Cook County Cook County % of Total
($ Millions) ($ Millions) (S Millions)

Public Transportation $17.6 $11.7 $29.3 5.3%
Auto Transportation 51.8 29.1 80.9 14.7%
Lodging 19.7 79.3 98.9 18.0%
Foodservice 63.2 164.6 227.8 41.4%
Entertainment & RecreaLion 45.8 12.9 58.8 10.7%
General Retail Trade 34.7 20.2 54.9 10.0%

Total S232.8 $317.7 $550.6

2016 Expenditures

Public Transportation $17.3 $11.5 $26.7 5.4%
Auto Transportation 49.2 27.6 76.8 14.4%
Lodging 19.2 77.1 962 18.1%
Foodservice 61.2 159.1 220.3 41.4%
Entertainment & Recreation 44.6 12.4 57.0 10.7%
General Retail Trade 33.3 19.4 52.8 9.9%

Total $224.7 $307.1 $531.8 100.0%

Percentage Change
2017 over 2016

Public Transportation 2.0% 1.8% 1.9%
Auto Transportation 5.3% 5.4% 5.3%
Lodging 2.7% 2.8% 2.8%
Foodservice 3.4% 3.4% 3.4%
Entertainment & Recreation 2.8% 4.4% 3.1%
General Retail Trade 4.1% 4.0% 4.1%

Total 3.6% 3.5% 3.5%

©2018 ([S Travel Association
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Domestic Travel-Generated Payroll

TRAVEL IMPACT ON OAK PARK AND WESTERN COOK COUNTY,
2016-2017

Domestic Travel-Generated Payroll

Travel-generated payroll is the wage and salary income paid to employees directly serving
travelers within the industry sectors from which these travelers purchase goods and services. One
dollar of travel spending generates different amounts of payroll income within the various travel
industry sectors depending on the labor content and the wage structure of each sector.

• The payroll (wages and salaries) paid by Oak Park and Western Cook County travel-related
firms and directly attributable to domestic travel totaled $110.3 million in 2017, a 4.1 percent
increase from 2016.

• On average, every dollar spent by domestic travelers produced 20.0 cents in wage and salary
income for residents of Oak Park and Western Cook County during 2017.

• The foodservice industry posted $52.9 million in payroll generated by domestic travel
spending, the largest payroll generation by sector and 47.9 percent of the region’s total in 2017.

• The lodging sector payroll ranked second at $2 1.3 million, 19.3 percent of the Oak Park and
Western Cook County total.

• The entertainment and recreation sector payroll reached $19.7 million, 17.9 percent of the Oak
Park and Western Cook County total.

Domestic Travel-Generated Payroll in Oak Park and
Western Cook County by Industry Sector, 2017

Public

Auto
Transportation

3.3%

Entertainment
& Recreation Lodging

17.9% 19.3%

Foodservice
47.9%

General Retail Transportation
Trade 4.5%
7.1%
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Domestic Travel-Generated Payroll

Table 6; Domestic Travel-Generated Payroll in Oak Park and Western Cook County by
Industry Sector, 2016-2017

Western Oak Park &
Cook Western

2017 Payroll Oak Park County Cook County 07•, of Total
($ Millions) (S Millions) (S Millions)

Public Transportation $0.9 $4.1 55.0 4.5%
Auto Transportation 2.3 1.4 3.6 3.3%
Lodging 4.6 16.8 21.3 19.3%
Foodservice 14.7 38.2 52.9 47.9%
Entertainment& Recreation 15.3 4.4 19.7 17,9%
General Retail Trade 5.0 2.8 7.8 7.1%

Total $42.8 S67.5 $110.3 100.0%

2016 Payroll

Public Transportation 50.9 53.9 $4.8 4.5%
Auto Transportation 1.3 3.6 3.4%
Lodging 4.3 15.8 20.1 18.9%
Foodservice 14.0 36.7 50.7 47.9%
Entertainment & Recreation 15.0 4.3 19.3 18.2%
General Retail Trade 4.8 2.7 7.5 —— 7.1%

Total 541.3 564.7 $106.0 100.0%

Percentage Change
2017 over 2016

Public Transportation 6.0% 4.6% 4.9%
Auto Transportation 3.0% 1.4% 2.4°/s
Lodging 5.3% 6.3% 63%
Foodservice 4.9% 3.9% 4.2%
Entertainment& Recreation 2.0% L.6%
General Retail Trade 3.4% 2.9% 3.2%

Total 3.7% 4.3% 4.1%

Note: Payrolifor the travel planning sector is not included in the above figures due to insufficient data.
©2018 U.S. Travel Association
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Domestic Travel-Generated Smployment

TRAVEL IMPACT ON OAK PARK AND WESTERN COOK COUNTY,
2016-2017

Domestic Travel-Generated Employment

One of the most important contributions that the travel industry makes to the Oak Park and Western
Cook County economy is the number of businesses and jobs it supports.

• During 2017, domestic traveler spending in Oak Park and Western Cook County directly
supported nearly 4,700 jobs, including full-time and seasonal/part-time positions, up 1.9
percent from 2016.

• On average, every $117,179 spent by domestic travelers in Oak Park and Western Cook
County directly supported one job in 2017.

• The foodservice sector, including restaurants and other eating and drinking places, provided
morejobs than any other industry category, accounting for nearly 2,900 jobs and 61.1 percent
of the Oak Park and Western Cook County total. The labor-intensiveness of these businesses
and the large proportion of travel expenditures spent on foodservice contributed to the
importance of this sector.

Domestic Travel-Generated Employment in Oak Park
and Western Cook County by Industry Sector, 2017
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Domestic Travel-Generated Employment

Table 7: Domestic Travel-Generated Employment in Oak Park and Western Cook County
by Industry Sector, 2016-2017

Western Oak Park &
Cook Western

2017 Employment Oak Park County Cook County % of Total
(Thousands) (Thousands) (Thousands)

Public Transportation 0.03 0.15 0.18 3.9%
Auto Transportation 0.08 0.05 0.13 2.7°/a
Lodging 0.16 0.56 0.72 15.3%
Poodservice 0.79 2.08 2.87 61.1%
Entertainment & Recreation 0.47 0.14 0.61 13.0%
General Retail Trade — 0.12 0.07 0.19 4.1%

Total 1.66 104 4.70 100.0%

2016 Employment

Public Transportation 0.03 0.15 0.18 3.9%
Auto Transportation 0.08 0.05 0.13 2.7%
Lodging 0.15 0.54 0.69 15.0%
Foodservice 0.78 2.05 2.83 61.3%
Entertainment & Recreation 0.47 0,13 0.60 13.0%
General Retail Trade 0.12 0.07 0.19 4.1%

Total 1.63 2.98 4.61 100.0%

Percentage Change
2017 over 2016

Public Transportation 1.6% 1.1% 1.2%
Auto transportation 2.2% 1.7% 2.0%
Lodging 3.9% 3.8% 3.8%
Foodservice 1.2% 1.7% 1.6%
Entertainment & Recreation 1.6% 2.6% 1.8%
General Retail Trade 1.2% 1.3% 1.2%

Total 1.6% 2.1% 1.9%

Note: Employment for the travel planning sector is not included in the above figures due to insufficient data.
©2018 U.S. Travel Association
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Domestic Travel-Generated Tax Revenue

TRAVEL IMPACT ON OAK PARK AND WESTERN COOK COUNTY,
2016-2017

Domestic Travcl-Gcncratcd Tax Revenue

Travel tax receipts are the slate and local lax revenues attributable to domestic travel spending in
Oak Park and Western Cook County. Domestic travel-generated tax revenue is a significant
economic benefit, as governments use these funds to support travel infrastructure and help support
a variety of public programs.

Domestic traveler spending generated $61.8 million in lax revenue for state and local governments
in the region during 2017, up 7.5 percent from 2016.

In 2017, domestic traveler spending in Oak Park and Western Cook County generated $43.4
million in lax revenue for the stale treasury through state sales and excise taxes, and taxes on
personal and corporate income, a 9.7 percent decrease from 2016.

Local governments in Oak Park and Western Cook County directly benefited from travel as well.
During 2017, domestic traveler spending generated $18.4 million in sales and property tax revenue
for area localities, up 2.8 percent from 2016.

State
70.3%

Domestic Travel-Generated Tax Revenue in Oak
Park and Western Cook County by Industry Sector,

2017
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Domestic Travel-Generated Tax Revenue

Table 8: Domestic Travel-Generated Tax Revenue in Oak Park and Western Cook County
by Level or Government, 2016-2017

Oak Park &
Western Western

2017 Tax Revenue Oak Park Cool County Cook County % of Total
(S Millions) — - (S Millions) (S Millions)

_____________________

State $17.1 $26.3 543.4 70.3%
Local -

__________

7.5 10.9 18.4 29.7%

Total $24.6 $37.2 $61.8 100.0%

2016 Tn Revenue

Stale $15.7 $23.8 $39.6 68.9%
Local 7.3 10.5 17.9 31.1%

Total $23.1 $34.4 557.4 (00.0%

Percentage Change
2017 over 2016

State 8.7% 10.3% 9.7%
Local 1.8% - — 3.4% 2.8%

Total 6.5% 8.2% 7.5%

©2018 U.S. Travel Association
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Appendix A: Travel Economic Impact Model

Appendix A: Travel Economic Impact Model

Introduction

The Travel Economic Impact Model (TEIM) was developed by the research department at the U.S. Travel
Association (formerly known as the Travel Industry Association of America and the U.S. Travel Data
Center) to provide annual estimates of the impact of travel activity of U.S. residents on national, state and
county economies in this country. It is a disaggregated model comprised of 16 travel categories. The TEIM
estimates travel expenditures and the resulting business receipts, employment, personal income, and tax
receipts generated by these expenditures.

The ‘l’EIM has the capability of estimating the economic impact of various types of travel, such as business
and leisure, by transport mode and type of accommodations used, and other trip and traveler characteristics.
‘[he County Impact Component of the TEIM allows estimates of the economic impact of travel at the county
and city level.

Definition of Terms

There is no commonly accepted definition of travel in use at this time. For the purposes of the estimates
herein, travel is defined as activities associated with all overnight trips away from home in paid
accommodations and daytrips to places 50 miles or more, one way, from the traveler’s origin. The TEIM
definition includes all overnight trips regardless of distance away from home, but excludes day trips to
places less than 50 miles away from home.

The word tourism is avoided in this report because of its vague meaning. Some define tourism as all travel
away from home, while others use the dictionary definition that limits tourism to personal or pleasure travel.

The travel industry, as used herein, refers to the collection of 16 types of businesses that provide goods and
services to the traveler or potential traveler at the retail level (see Glossary of Terms). With the exception
of Amtrak and second-home ownership and rental, these business types are defined by the Office of
Management and Budget in the 1997 North American Industry Classification System (NAICS) and well as
in its predecessor, the 1987 Standard Industrial Classification System (SIC). In each ease, the relevant
NAICS and SIC codes are included.

iravel expenditure is assumed to take place whenever traveler exchanges money for an activity considered
part of his/her trip. Total travel expenditures are separated into 16 categories representing traveler
purchases of goods and services at the retail level. One category, travel agents, receives no travel
expenditures as these purchases are allocated to the category (i.e. air transportation) actually providing the
final good or service to the traveler. Travel expenditures are allocated among states by simulating where
the exchange of money for goods or service actually took place. By their nature, some travel expenditures
are assumed to occur at the traveler’s origin, some at his/her destination, and some cnroute.

Economic inpact is represented by measures of spending, employment, payroll, business receipts and tax
revenues generated by traveler spending. Payroll includes all forms of compensation, such as salaries,
wages, commissions, bonuses, vacation allowances, sick-leave pay and the value of payments in kind paid
during the year to all employees. Payroll is reported before deductions for social security, income tax
insurance, union dues, etc. This definition follows that used by the U.S. Census Bureau in the quinquennial
Census of Service Industries.

2!



Appendix A: Travel Economic Impact Model

Employment represents the number ofjobs generated by traveler spending, both full and part-time. As such,
it is consistent with the U.S. Department of Labor series on nonagricultural payroll employment. Tax
revenues include corporate income, individual income, sales and gross receipts, and excise taxes by level
of government. Business receipts reflect travel expenditures less the sales and excise taxes imposed on
those expenditures.

Description of the Model

Estimates of Travel Expencflrures

Total travel expenditures include spending by travelers on goods and services during their trips, such as
lodging, transportation, meats, entertainment, retail shopping. Sixteen (16) categories of activities arc
covered in the TEIM. Generally, the TEIM combines the activity levels for trips to places within the United
States with the appropriate average costs of each unit of travel activity, (e.g., cost per mile by mode of
transport, cost per night by type of accommodation), to produce estimates of the total amount spent on each
of 16 categories of travel-related goods and services by state. For example, the number of nights spent by
travel parties in hotels in Vermont is multiplied by the average cost per night, per travel party staying in a
hotel in the state to obtain the estimate of traveler expenditures for hotel accommodations.

The data on domestic travel activity levels (e.g., number of miles traveled by mode of transportation, the
number of nights spent away from home by type of accommodation) are based on national travel surveys
conducted by U.S. Travel Association, The Bureau of Labor Statistics’ Survey of Consumer Expenditures,
Smith Travel Research’s Hotel and Motel Survey, etc. Average cost data are purchased and collected from
different organizations and government agencies. Total sales and revenue and other data coLlected from
state, local and federal government, and other organizations are employed to compare, adjust and update
the spending database of TEEM, as well as linking spending to other impact components.

Esti,,,ates ofBusiness I?c’ceipts, Payroll an ci Employment

The Economic Impact Component of the TEIM estimates travel-generated business receipts, employment
and payroll. Basically, the 16 travel categories are associated with a type of travel-related businesses. For
example, traveler spending on commercial lodging in a state is related to the business receipts, employment
and payroll of hotels, motels and motor hotels (SIC 701; NAICS 7211) in the state. It is assumed that travel
spending in each category, less sales and excise taxes, equals business receipts for the related business type
as defined by the U.S. Census Bureau.

It is assumed that each job in a specific type of business in a state is supported by some amount olbusiness
receipts and that each dollar of wages and salaries is similarly supported by some dollar volume of business
receipts. The ratios of employment to business receipts are computed for each industry in each state. These
ratios are then multiplied by the total amount of business receipts generated by traveler spending in a
particular type of business to obtain the measures of travel generated employment and payroll of each type
of business in each state. For example, the ratio of employees to business receipts in the state commercial
lodging establishments is multiplied by travel generated business receipts of these establishments to obtain
traveler-generated employment in commercial lodging. A similar process is used for the payroll estimates.

The total sales, payroll and employment data of each travel related industry (by SIC and NAICS) are
provided by and collected from state, local and federal government, such as the Bureau of Labor Statistics,
the Bureau of Economic Analysis, the U.S. Census Bureau and the Bureau of Transportation Statistics.
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Appendix A: Travel Economic Impact Model

Eslitnafex of Tax Revenues

[he Fiscal Impact Component of the TEIM is used to estimate traveler generated tax revenues of federal,
stale and local govenments. The yield of each type of lax is related to the best measure of the relevant tax
base available for each state consistent with the output of the Economic Impact Component. The ratios of
yield to base for each type of tax in each state are then applied to the appropriate primary level output to
obtain estimates of tax receipts gcnerated by travel, For example, the ratio of Massachusetts State personal
income tax collections to payroll in the stale is applied to total travel generated payroll to obtain the estimate
of state personal income tax receipts attributable to traveler spending in Massachusetts.

E,qimaies for C’ounnex and Local Areas

Local area travel impact estimates are derived by distributing the state estimates to the area using proper
proportions of each related category in the area. The proportions of a local area are calculated based on a
set of data collected by federal, state and local governments, and private organizations. The data can be
gathered at the zip code level.

Data from the U.S. Bureau of the Census, Smith Travel Research, Enos Foundation, Runzheimer
International, Cruise Lines International Association, Prentice-Hall, U.S. Department of Labor’s Consumer
Expenditure Survey and ES-202, American Society of Travel Agents, the Federal Aviation Administration,
the Department of Transportation, Amtrak, the Federal Highway Administration, state revenue
departments, U.S. Travel Association’s travel surveys and other sources are used in building and updating
the model. These data indicate the change in travel spending for each of the expenditure categories for each
state over the previous year, as well as changes in the relationship of travel spending to employment, payroll
and tax revenue.

Limitations of the Study

This study is designed to indicate the impact ofU.S. traveler expenditures on employment, payroll, business
receipts and lax revenue in each of the states. These impact estimates reflect the limitations inherent in the
definition of travel expenditures. Two important classes of travel-related expenses have not been estimated
due to various reasons. Consumers purchase certain goods and services in anticipation of a trip away from
home. These include sports equipment (tennis racquet, skis, scuba gear, etc.), travel books and guides, and
services such as language lessons and lessons for participatory sports (tennis, skiing, underwater diving,
etc.). The magnitude of these purchases in preparation for a trip cannot be quantified due to lack of sound,
relevant data.

The second type of spending not covered due to lack of sufficient data is the purchase of major consumer
durables generally related to outdoor recreation on trips. Further research is required in this area to
determine to what extent pre-trip spending on consumer durable products can justifiably be included within
a travel economic impact study.
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Appendix B: Glossary of Terms

Automobile Transportation Exp4jturc. This category includes a prorated share of the fixed costs of
owning an automobile, truck, camper, or other recreational vehicle, such as insurance, license fees, tax, and
depreciation cosis. Also included are the variable costs of operating an automobile, truck, camper, or other
recreational vehicle on a trip, such as gasoline, oil, tires, and repairs. The costs of renting an automobile or
other motor vehicle are included in this category as well.

Entertainment/Recreation Expenditure. Traveler spending on recreation facility user fees, admissions at
amusement parks and attractions, attendance at nightclubs, movies, legitimate shows, sports events, and
other forms of entertainment and recreation while traveling.

lood Expenditure. Traveler spending in commercial eating facilities and grocery stores or carry-outs, as
well as on food purchased for off-premise consumption.

Incidental Purchase Expenditure. Traveler spending on retail trade purchases including gifts for others,
medicine, cosmetics, clothing, personal services, souvenirs, and other items of this nature.

Lodging Expenditures. Traveler spending on hotels and motels, campgrounds and trailer parks, rental of
vacation homes and other types of lodging.

Public Transportation Expenditures. This includes traveler spending on air, bus, rail and boat/ship
transportation, and taxicab or limousine service hetween airports and central cities. Also included are
expenditures on “other transportation” as indicated in the Travelscope® survey.

Tourism. Generally avoided in this study, this can be used to refer to pleasure or personal travel, a subset
of travel.

Travel. The act of taking a “trip”.

Traveler. Person taking a “trip”.

Travel Expenditure. The exchange ofmoney or the promise of money for goods or services while traveling,
including any advance purchase of public transportation tickets, lodging or other items normally considered
incidental to travel, but which may be purchased in advance of the trip. In addition, certain of the “fixed”
or capital costs of owning a motor vehicle (including campers, motor homes, etc.), or a vacation or second
home are included as associated with taking a trip.

Generally, expenditures are assumed to take place at the point where the good or service is bought while
traveling. The two exceptions to this rule are that the fixed costs of operating a motor vehicle while on a
trip are allocated to the traveler’s area of residence, and the “imputed rent” of spending nights in the
traveler’s own vacation home is allocated to the area visited.

Travel-generated Employment. The number ofjobs attributable to travel expenditures in a defined area.

These estimates of employment follow the “establishment payroll survey definition” rather than the
“household survey definition.” Consequently, the TEIM estimates are more closely related to the number
of jobs than to the number of employees. For a detailed description of the household and establishment
survey differences, please refer to http://www.bls.gov/lau/lauhvse.htm.
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•l’ravel-gencratcd Payroll. This is the payroll (wage and salary income) attributable to travel expenditures
in a defined area. Payroll includes all Forms of compensation, such as salaries, wages, commissions,
bonuses, vacation allowances, sick-leave pay, and the value of payments in kind (such as free meals and
lodgings) paid during the year to all employees. Trips and gratuities received by employees from patrons
and reported to employers arc included. For corporations, it includes amounts paid to officers and
executives; For unincorporated businesses, it does not include profit nor other compensation of proprietors
or partners. Payroll is reported before deductions for social security, income tax, insurance, union dues. etc.

Travel-generated Tax Receipts. These Federal, state and local tax revenues attributable to travel in a defined
area. For a given state locality, all or some of the taxes may apply. “Local” includes county, city or
municipality, and township units of government actually collecting the receipts, and not the level that may
end up receiving it through intergovernmental transfers.

Federal. These receipts include corporate income taxes, individual income taxes, employment taxes,
gasoline excise taxes, and airline ticket taxes.

SIç. These receipts include corporate income taes, individual income taxes, sales and gross receipts
taxes, and excise taxes.

Local, these include county and city receipts from individual and corporate income taxes, sales, excise
and gross receipts taxes, and property taxes.

Travel-generated Wage and Salary Income. The same as “travel-generated payroll.’

fljp. A trip occurs, for the purpose of the model, every time one or more persons goes to a place 50 miles
or more, each way, from home in one day, or is out of town one or more nights in paid accommodations,
and returns to his/her origin. Specifically excluded from this definition are: (I) travel as part ofan operating
crew on a train, plane, bus, truck or ship; (2) commuting to a place of work; (3) student trips to school or
those taken while in school.
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Appendix C: Travel-Related Industry Measurement

SIC-NAECS Transition

The travel industry, as defined by U.S. Travel Association and covered in its research, refers to the
collection of 16 types of businesses that provide goods and services to the traveler or potential traveler at
the retail level. For many years, US. Travel Association selected these business types using 1987 U.s.
Standard Industrial Classification (SIC) system codes.

[he SIC system has been used for decades with tremendous success to classi& all businesses in the U.S.
by the types of products or services they make available, To its credit, the SIC system has facilitated the
collection, tabulation and analysis of data. It has also promoted “apples-to-apples” comparability in
statistical analyses. At the industry group level, SIC Codes report industry groups as 2 or3 digit categories
to 4 digits at their most specific.

However, as a direct consequence of rapid and widespread structural changes throughout the American
economy in recent years, the SIC system has become largely outdated. Therefore, its business classification
capabilities have become increasingly less than optimal.

In I 99a, the United States Office of Management and Budget published a new industry classification system
— the 1997 North American Industry Classification System NAICS) to replace the SIC system. In contrast,
the 2-to 6-digit NAICS industry classification system includes more useful and detailed economic darn and
provides a more comprehensive statistical representation of our industry. NAICS offers four major
advantages over the S[C system:

Relevance: NAICS identifies hundreds of new, emerging, and advanced technology industries. Perhaps
most important in terms ofquantification of travel-related activity, NAICS reorganizes industries into more
meaningful sectors, especially in the service-producing segments of the economy. A few examples of
travel-related industries that are separately recognized for the first time:

-Convenience stores
-Gas stations with convenience stores
-Casino hotels
-Casinos
-Other gambling industries
-Bed and breakfast inns
-Limited service restaurants

International Comparability: NAICS was developed by the U.S. Office of Management and Budget (0MB)
in cooperation with Statistics Canada and Mexico’s Instituto Nacional de Estadistica, Geografla e
Informática (INEGL). NAICS provides for comparable statistics among the three NAFTA trading partners.

Consistency: NAICS defines industries according to a consistent principle -- businesses that use similar
processes are grouped together.

Adaptability: NAICS will be reviewed every five years, so classifications and information keep up with
our changing economy.
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TEIM: SIC/NAICS Industry Categories

With the transition to NAICS, U.S. Travel Association has adjusted its selections of the travel-related
business types using the new NAICS codes and brought its travel economic research into conformity with
NAICS. For measurement purposes, U.S. Travel Association’s Travel Economic Impact Model, tracks
business activity in seven (7) major travel-related industry groups. These, in turn, are comprised of sixteen
business subcategories.

The industry groups and subcategories used in the model are outlined below, followed by a detailed table
of SIC and NAICS Codes.

Automobile Transportation lndust: Gasoline service stations, motor vehicle/parts dealers and passenger
car rental.

Entcrtainment]Recreation Industry: Entertainment, art and recreation industry.

Foodservice Industry: Eating and drinking places, and grocery stores.

General Retail Trade lndusjy: General merchandise group stores and miscellaneous retail stores, including
gift and souvenir shops.

Incidental Purchases Industry: See above, General Retail Trade Indus fry.

Lodizing Industry: This industry includes hotels, motels, motor hotels, and camps and trailer parks.

Public Transportation Industry: Air transportation, taxicab companies, interurban and rural bus
transportation, railroad passenger transportation (Amtrak) and water passenger transportation. Also is the
“dummy” industry of “other transportation.”

Travel Arrangement Industry: ibis includes travel agencies, tour operators, and othcr travel arrangement
and reservation services.
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Appendix D: Sources of Data

Appendix D: Sources of Data

This appendix presents the sources of data used in this report.

Sources

Airlines for America (A4A), (formerly known as Air Transport Association of America - ATA)
American Automobile Association
Amtrak
Bureau of the Census, U.S. Department of Commerce
Bureau of Economic Analysis, U.S. Department of Commerce
Bureau of Labor Statistics, U.S. Department of Labor
Bureau of Transportation Statistics, U.S. Department of Commerce
Chicago Convention & Tourism Bureau
Federal Aviation Administration, U.S. Department of Transportation
Federal Highway Administration, U.S. Department of Transportation
Illinois Bureau of Tourism
Illinois Department of Revenue
Visit Oak Park
Smith Travel Research
U.S. Travel Association
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