
100 Parkers Mill • Oswego, IL  60543 • (630) 554-3618 
Website: www.oswegoil.org 

Posted:
Date:  ___________
Time:  ___________
Place:  ___________ Tina Touchette
Initials:  ___________ Village Clerk

NOTICE AND AGENDA
NOTICE IS HEREBY GIVEN 

THAT A COMMITTEE OF THE WHOLE MEETING

WILL BE HELD ON 

February 18, 2020

6:00 PM
Location: Oswego Village Hall

A. CALL TO ORDER

B. ROLL CALL

C. CONSIDERATION OF AND POSSIBLE ACTIONS ON ANY REQUESTS
FOR ELECTRONIC PARTICIPATION IN MEETING

D. PUBLIC FORUM

E. OLD BUSINESS

F. NEW BUSINESS

F.1. Downtown Parking Analysis 

Downtown Parking Analysis VB.docx
Parking_Count_Map_2019.pdf
Exhibit B.pdf
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https://legistarweb-production.s3.amazonaws.com/uploads/attachment/pdf/525988/Downtown_Parking_Analysis_VB.pdf
https://legistarweb-production.s3.amazonaws.com/uploads/attachment/pdf/525984/Parking_Count_Map_2019.pdf
https://legistarweb-production.s3.amazonaws.com/uploads/attachment/pdf/525985/Exhibit_B.pdf


F.2. Discussion of Marketing Objectives and AACVB Partnership 

Memo_AACVB.docx
AACVB 01.28.2020.pdf
AACVB_2019 Oswego Marketing Report.pdf

G. CLOSED SESSION

G.1. a.  Pending and Probable Litigation [5 ILCS 120/2(c)(11)]
b.  Appointment, Employment, Compensation, Discipline, Performance, or Dismissal of

Personnel [5 ILCS 120/2(c)(1)]
c.  Collective Bargaining, Collective Negotiating Matters, Deliberations Concerning Salary

Schedules [5 ILCS 120/2(c)(2)]
d.  Sale, Lease, and/or Acquisition of Property [5 ILCS 120/2(c)(5) & (6)]
e.  Security Procedures and the Use of Personnel and Equipment to Respond to an Actual,

Threatened, or a Reasonably  Potential Danger to the Safety of Employees, Staff, the
Public, or Public Property [5 ILCS 120/2(c)(8)]

H. ADJOURNMENT
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https://legistarweb-production.s3.amazonaws.com/uploads/attachment/pdf/531241/Memo_AACVB.pdf
https://legistarweb-production.s3.amazonaws.com/uploads/attachment/pdf/531240/AACVB_01.28.2020.pdf
https://legistarweb-production.s3.amazonaws.com/uploads/attachment/pdf/531257/AACVB_2019_Oswego_Marketing_Report.pdf


100 Parkers Mill • Oswego, IL  60543 • (630) 554-3618
Website:  www.oswegoil.org  

AGENDA ITEM

MEETING TYPE:     Committee of the Whole                  

MEETING DATE:    February 18, 2020

SUBJECT:                  Downtown Parking Analysis

ACTION REQUESTED:

To provide information and analysis regarding the parking demand in the downtown area.

BOARD/COMMISSION REVIEW:

Analysis was presented to the Planning and Zoning Commission on January 9, 2020

ACTION PREVIOUSLY TAKEN:

Date of Action Meeting Type Action Taken
NA

DEPARTMENT:       Community Development

SUBMITTED BY:     Rod Zenner, Community Development Director   

FISCAL IMPACT:   NA

BACKGROUND:

The Village conducts parking counts in the downtown to determine the existing parking demand 
and usage.  This information is utilized when evaluating development and redevelopment 
proposals in the downtown area.

DISCUSSION:

On June 21, 2019, staff conducted an analysis of the existing downtown parking usage and 
capacity.  June 21st was chosen as it was a Friday, non-event weekend, with good weather which 
staff believes would provide a typical or slightly higher than typical parking demand number.  The 
downtown was split into 10 block areas (map is attached) with parking usage counts starting from 
9:00 am and concluding at 6:00 pm.
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Downtown Parking Analysis
2/18/2020
2 | P a g e

Parking Spaces Available

Staff counted the existing parking spaces per block, both public and private, in the 10-block study 
area.  The numbers do not reflect the overflow parking that occurs on the former lumberyard site 
for festivals and events.  The existing parking count is as follows:

Existing Parking Spaces
Block Spaces Block Spaces
Block 1 70 Block 6 73
Block 2 164 Block 7 66
Block 3 101 Block 8 74
Block 4 70 Block 9 94
Block 5 78 Block 10 96

Staff conducted an hourly count of parking space usage within the downtown study area.  In 
summary, the hourly breakdown is as follows:

Friday June 21, 2019
Time Total # of Spaces Spaces Used Spaces Available Percent Used
9:00 am 886 218 668 25%
10:00 am 886 259 627 29%
11:00 am 886 268 618 30%
12:00 pm 886 296 590 33%
1:00 pm 886 311 575 35%
2:00 pm 886 263 623 30%
3:00 pm 886 279 607 31%
4:00 pm 886 257 629 29%
5:00 pm 886 241 645 27%
6:00 pm 886 214 672 24%

The average percentage of parking occupied in the study was 29.4%.  This is similar to the data 
from a 2017 study indicating an average of 29.7% occupied.

Staff is providing the detailed block by block analysis (Exhibit B).  The data indicated that the 
highest percentage used block was block #2 at Harrison Street south of Washington with 60% 
occupancy (99 spaces) at 1:00pm.  

Parking Ratios

When the Village considers and reviews parking requirements for a proposed use, it follows the 
requirements of the Zoning Ordinance.  The Ordinance establishes a required number of parking 
spaces based on that type of use located in a typical commercial development.  In downtown areas, 
those parking ratios do not necessarily apply as customers are more likely to park in one spot and 
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Downtown Parking Analysis
2/18/2020
3 | P a g e

walk to various stores.  Customers are also more likely and willing to walk from a parking space 
farther away from their destination, which utilizes the parking supply more efficiently.

In many downtowns, an observed parking ratio is often between 2.1 and 2.5 spaces for every 1,000 
square feet of commercial space.  In Oswego’s situation, the 886 parking spaces accommodate 
211,654 square feet of commercial use (plus an additional 42,757 square feet of residential uses).  
That establishes a rough parking capacity ratio of 3.48 spaces per 1,000 square feet of building 
downtown. In the highest demand hour of 1:00pm, the occupied parking ratio was 1.46 spaces 
per 1,000 square feet of commercial space

Triggers for Additional Parking:

Based on the data collected, it appears that there currently is not a parking shortage in the 
downtown for the existing uses.  As the downtown redevelops and expands, it is important to 
monitor the existing conditions to determine a threshold at which additional parking will need to 
be provided.  Common practice is that when a parking lot is 80%-85% occupied, customers 
perceive that a lot is full, and they look for other parking areas, or become frustrated and decide 
not to visit an area.

Currently, the maximum observed percentage used during the study was 35%, which is below the 
80% threshold.  Using block by block data from that time, Block #2 reached 60% occupied at 
1:00pm.  That is still below the 80% threshold.  If customers of Block #2 became frustrated with 
parking availability at that block if it were fully occupied, they could look at the neighboring blocks 
for parking.  For example, Block #1 had 33% occupancy, Block #4 had 50%, Block #5 had 10% 
occupancy at that same time.  Therefore, alternative parking is available on the adjacent 
neighboring blocks.

Future Development

The Village is currently seeing new development within the downtown area including new 
retail/restaurant/office space and new residential units.  Upon completion, the total number of 
parking spaces will increase from 886 to 1371 (485 space increase).  Based on an assumption that 
each residential unit will occupy one parking space since the majority of the new units will be one 
bedroom and studio apartments, the new parking ratio upon completion of construction will be 
4.56 spaces per 1,000 square feet of commercial space.  This would result in more parking per 
square foot of space than currently exists in the downtown.

RECOMMENDATION:

Staff is providing this for your information.
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Downtown Parking Analysis
2/18/2020
4 | P a g e

ATTACHMENTS:

 Parking Count Map

 Exhibit B Detailed Counts
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Date Printed: 7/14/2017

The requested map will be created for study purposes only.Please refer to the official recorded plats or deeds for the actual legal
descriptions and property dimensions. No liability is assumed for the accuracy of the data delineated herein, either expressed or
implied by the Village of Oswego or i ts employees. This work is protected by the United States Copyright Act of 1976 (17 U.S.C.
Sec101 et seq).  You are not permitted to use and/or reproduce any part of a copyrighted work of the Village of Oswego in
violation of Federal Copyright Law. Doing so may result in prosecution under such law.  If you wish to use property in which the
Village of Oswego owns a copyright, you must obtain written permission through the Community Development Department in the
Village of Oswego, located at 100 Parkers Mill, Oswego, Illinois 60543. Overview

Date:__________
Total
Spaces:__________
7AM __________
8AM __________
9AM __________
10AM __________
11AM __________
12PM __________
1PM __________
2PM __________
3PM __________
4PM __________
5PM __________
6PM __________
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Exhibit B 

Block Spaces 9:00 % 10:00 % 11:00 % 12:00 % 1:00 % 2:00 % 3:00 % 4:00 % 5:00 % 6:00 % 
l 70 13 19% 18 26% 19 27% 22 31% 23 33% 19 27% 25 36% 14 20% 4 6% 6 9% 
2 164 47 29% 57 35% 59 36% 86 52% 99 60% 69 42% 63 38% 60 37% 56 34% 69 42% 
3 101 30 30% 33 33% 27 27% 26 26% 22 22% 18 18% 21 21% 21 21% 15 15% 11 11% 
4 70 22 31% 28 40% 25 36% 33 47% 35 50% 33 47% 35 50% 34 49% 41 59% 35 50% 
5 78 3 4% 6 8% 5 6% 6 8% 8 10% 6 8% 5 6% 5 6% 6 8% 4 5% 
6 73 11 15% 21 29% 22 30% 21 29% 21 29% 21 29% 19 26% 9 12% 13 18% 10 14% 
7 66 28 42% 37 56% 37 56% 30 45% 25 38% 31 47% 34 52% 38 58% 34 52% 27 41% 
8 74 37 50% 29 39% 36 49% 38 51% 35 47% 22 30% 35 47% 35 47% 35 4 7% 22 30% 
9 94 12 13% 14 15% 17 18% 16 17% 18 19% 19 20% 18 19% 19 20% 19 20% 14 15% 

10 96 15 16% 16 17% 21 22% 18 19% 25 26% 25 26% 24 25% 22 23% 18 19% 16 17% 
total 886 218 25% 259 29% 268 30% 296 33% 311 35% 263 30% 279 31% 257 29% 24 1 27% 214 24% 



100 Parkers Mill • Oswego, IL  60543 • (630) 554-3618
Website:  www.oswegoil.org  

AGENDA ITEM

MEETING TYPE:     Committee of the Whole                  

MEETING DATE:    February 18, 2020

SUBJECT:                  Discussion of Marketing Objectives and Aurora Area CVB Partnership

ACTION REQUESTED:

Presentation of the Village marketing goals and the AACVB’s role in expanding and enhancing 
those objectives.

BOARD/COMMISSION REVIEW:

. 

ACTION PREVIOUSLY TAKEN:

Date of Action Meeting Type Action Taken
2/20/2018 Village Board 

Meeting
Approval of a contract for the Village to participate 
in the AACVB’s municipal marketing partnership

DEPARTMENT:       Community Relations

SUBMITTED BY:     Corinna Cole, Economic Development Director   

FISCAL IMPACT:  

Participation in the AACVB requires a financial contribution of 90% of our 3% hotel/motel tax, 
or approximately $75,500. The Village keeps the remaining 10% (~$7,500) and the AACVB
would expend at least 40% percent of the funds received from Oswego to promote a Municipal 
Marketing Partnership (~$27,200).

BACKGROUND:

The Aurora Area Convention and Visitors Bureau (AACVB) was formed in 1987 as a private, 
nonprofit organization dedicated to marketing the greater Aurora area for tourism and hotel 
stays. The Village was a member of the AACVB until 2002, when it moved tourism 
responsibilities to the now defunct Oswego Economic Development Corporation (OEDC). In 
2011, the Village Board voted to pull all funding from the OEDC and bring economic 
development and tourism functions in-house.

Tourism promotion was then managed by the Community Relations Department and an informal 
Tourism Advisory Panel comprised of local stakeholders. The Panel facilitated the Village in 
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Discussion of Marketing Objectives and AACVB Partnership
2/18/2020
2 | P a g e

hosting many events and in creating marketing materials. Those efforts were insufficient to 
generate significant tourism interest, which was understandable given that doing so requires 
dedicated fulltime staff with tourism expertise. The Village was still reluctant to join the 
AACVB, however, due to the cost and the Village’s perception that the AACVB’s primary focus 
was promoting Aurora. 

In the intervening time, Cort Carlson joined the AACVB and developed the highly successful 
Sports Alliance, a youth sports tourism initiative. He also introduced the Municipal Marketing 
Partnership, which allows 40% of qualifying member contributions to be used toward direct 
marketing of the member municipality. The program addresses the cost concern and furthers our 
external marketing objectives, significantly extending the reach of our marketing messages 
beyond what is likely capable in house because of economies of scale the AACVB is able to 
achieve.

In February 2018, the Village Board voted to join the AACVB under the Municipal Marketing 
Partnership. Director Cole and Anita Patel, of the Oswego Hotel, were appointed as board 
members of the AACVB. Jenette Sturges, Community Engagement Coordinator for Marketing,
works with the AACVB to direct the breakdown of Oswego’s 40% spend. 

Oswego’s hotels and attractions benefit from many of the AACVB’s programs, but particularly 
the youth sports program. The AACVB promotes the area to sports tournaments. If the area is 
selected, the tournaments require the athletes (and their families) to stay in AACVB member
hotels. Given Oswego’s proximity to the Stewart Sports Complex, Oswego’s hotels stand to 
significantly benefit as well as area restaurants, stores and attractions that reap the collateral 
economic benefits of these stays. 

DISCUSSION:

The attached presentation outlines how Oswego utilizes marketing for economic development. 
The AACVB’s presentation demonstrates how tourism promotion dovetails with Oswego’s goals 
by greatly increasing Oswego brand awareness, spurring new site visits and local spending, and 
introducing Oswego to previously difficult-to-access audiences.

RECOMMENDATION:

Participate in a discussion regarding Oswego’s marketing efforts and/or the AACVB.

ATTACHMENTS:

1) Staff Presentation
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Aurora Area Convention and 
Visitors Bureau Partnership

1

11

Presenter
Presentation Notes
Here to introduce the AACVB and our partnership with them, but first I want to talk to you about where community marketing and tourism fit into the big picture of economic development, growth, and quality of life. 



Marketing 101

2

Awareness

Consideration

Conversion

Loyalty

Advocacy

12

Presenter
Presentation Notes
So, I am your Community Engagement Coordinator for Marketing, and you might be thinking, “Why would we have to market a community? Marketing is for selling products, not hometowns.”  And you’re maybe thinking of your typical marketing or sales funnel like this one. 



Marketing a community

3

Awareness

Consideration

Investment or 
Development

Growth
Quality 
of Life
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Presenter
Presentation Notes
Marketing a community starts similarly, but your goals change as you get further down the funnel. Your conversion is not selling a product. It’s convincing someone to invest or develop in Oswego. Moving here, opening a business here, etc. And then from there, your goal becomes creating the conditions for people and businesses to grow and thrive and ultimately contribute to the quality of life we all enjoy here. 



Marketing a community

4

Branding Tourism Regional 
Events Advertising

Reputation 

management 
Core 

communications

Awareness

Consideration

Investment or 
Development

Growth

Awareness

Consideration

Investment or 
Development

Growth
Quality 
of Life
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Presenter
Presentation Notes
So tourism, branding, and advertising, all of which the AACVB supports for us, are tools we use for building that first piece of the funnel, the Awareness. It means making people in other communities aware of Oswego and that we have a lot to offer. We do that through traditional marketing routes like advertising, and because our “product” is a place, we also concentrate on experience through tourism and events that draw people here. As you get further down the funnel to when people are considering Oswego, that’s when some of my other core functions, like reputation management and core municipal communications functions come into play to grow our community and maintain its quality of life.



Marketing a community

5

Ultimately, we market the community to 
drive economic growth, and thus, quality 
of life.
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Presenter
Presentation Notes
We bring people here, we make them fall in love with Oswego, and we make them want to move here, invest and build here, pay taxes here (I mean, I can try), create jobs here, and offer services to other residents here. So far, we believe using staff time to develop certain assets and leveraging the CVB to market those assets is the most effective and efficient use of resources. As you’ll see from their presentation, in two years, we’ve gone from almost no tourism presence to 100,000 website visits a year.



Community Relations

6

Communications & 
Public Relations

Marketing Events & Experiences

Goal
Two-way communication connecting 

people with Village services
Elevate Oswego’s position in the region 

as a destination
Engage and connect the 
community and visitors

Audience Residents and existing businesses
Prospective stakeholders not already in 

Oswego  
Current and prospective 

stakeholders

Think of it 
like…

Oswego as an organization …a product …a place

Activities

• Daily communications (Mass email and 
social media) 

• Print publications (newsletters, brochures, 
reports)  

• Websites
• Press relationships and messaging
• Public input opportunities            

(Surveys, media monitoring, etc.)

• Interdepartmental support
• Emergency communications

• Community brand management
• Marketing and advertising               

(events, attractions, and the community as a 
whole across print, digital, and other media)

• Media library development
• Tourism development

• Special event production
• Community partnerships and 

cross-promotion
• Built environment
• Public art

6
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Presenter
Presentation Notes
So where does the CVB fit in? The Community Relations Department has several goals that support that goal, and lots of responsibilities to make that happen. In addition to the awareness-building tools of branding and marketing and events, we also run all of the core communications of the Village, the kinds of things that help to maintain that quality of life and resident satisfaction once someone is already here. That includes daily communications about brush collection, press relationships, emergency communications and a lot more. The Aurora Area Convention and Visitors Bureau provides considerable support for the awareness-building functions. They help us with our brand management, getting our Oswego message to the wider Chicagoland region, they provide marketing and advertising services for us, which they are able to do at exceptional rates because they can leverage their size, similar to an ad agency. They assist us in developing marketing materials like our media library, and maybe most importantly, they specialize in tourism development. That’s particularly important because that is a skill set that we do not and could not have in house, and also because while marketing a community is a long-range game, tourism has direct economic activity benefits right now. When the tourism bureau brings hundreds of families to the area for a soccer tournament, that’s potentially thousands of people who have to go somewhere to eat, book a hotel room, and run to the store for things. 



AACVB Program
• 90% of Oswego’s 3% Hotel Motel Tax

• Of that, 60% pays for operations, regional marketing, and direct booking services
• The other 40% directly advertises Oswego alone

• Commenced May 1, 2018 
• Annual opt-out opportunities
• Full creative control on our direct advertising content
• Adherence to Oswego brand standards
• Cross-promotion on websites and social media
• Reach and economies of scale

7
The CVB offers flexibility and added value.
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Presenter
Presentation Notes
The Aurora Area Convention and Visitors Bureau is innovative because it does not just take our money and market the area broadly. They work directly to bring tourists here AND they market Oswego specifically through their co-op program. In some ways, they act as Oswego’s own ad agency. We pay them through 90% of our Hotel Motel Tax. 60% of that goes to running the CVB, directly booking tournaments and bus tours, and advertising the region broadly. The other 40% is money that is spent directly on advertising Oswego. 



Direct Marketing 
Spend

• West Suburban Living 
• Chicago Magazine “Go West!” Guide
• Neighborhood Tourist
• Tollway-placement brochures
• Social media/digital

8

But wait, there’s more… 18

Presenter
Presentation Notes
Those advertisments includes regional magazines, tollbooth placement, and social media and digital campaigns. We have complete control over those ads, and because the CVB is a large ad buyer and has relationships with media companies and a full-time marketer to do things like optimize our social media buys, they’re able to get a lot more bang for the buck. So if I were working alone to buy ads on behalf of the Village I would pay a lot more per magazine ad. If I were buying ads for the Village on Facebook or Instagram on my own, the small dollar figure and the small amount of time I have to devote to that task means the Facebook algoruthms would not be working in our favor, and I would have to spend more money per set of eyeballs on our ads. 



9

Hotel booking 
opportunities

Sports Alliance

Hotels leads generated

Preferential ad rates

Targets magazines and digital

Broader reach

Capitalizes on digital 
advertising data

Cross branding with 
region

Brings us together with 
Yorkville, Aurora, etc.

Websites and social media are 
cross linked

Connections and resources

Tourism development

Travel writer/influencer 
relationships

Day tours

The AACVB introduces Oswego to a wider 
regional audience for our marketing and 

experiential goals. 

Value added by AACVB 
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Presenter
Presentation Notes
In addition, because they specialize in destination marketing, they can do much more. This is a breakdown of the value-add of the AACVB. All of the items highlighted in red are things that the CVB brings to the table that cannot reasonably be accomplished at current staffing levels, or in some cases like cross-promotion with other communities or the sports alliance, could not be achieved regardless of our own in-house staffing. Because the CVB specializes in tourism and destination marketing, they are able to achieve economies of scale that provide these services at an exceptional value. 



2019 Marketing Co-Op
Program Report

20

convention & visitors bureau 



Campaign
Spend

Our 2019 municipal marketing co-op

budget for Oswego was $30,000. We

allocated spend to print and online

advertising along with photo/video

production to build a media library for

the Village of Oswego.

$30,000

$11,000

Spend (73.17%) Added Value (26.83%)

Item Cost Added value

Print
Advertising $18,000

Dedicated Go Oswego brand ads targeting
relevant audiences via Facebook and Instagram.
Saved $500 on agency management fees. 

Media Library

Online display and search engine
advertising promoting Oswego's events &
attractions, targeted at relevant audiences
of likely travelers. Saved $1,800 on typical
agency management fees. 

High impact branded destination advertising
featured in Chicago Magazine, Naperville
Magazine, Neighborhood Tourist, Northwest
Quarterly, West Suburban Living, and the
Aurora Area Go Guide. Saved $3,600 in
publishers discounts and agency fees across
all print ad placements.

Online Advertising

N/ABrochure 
Distribution

Go Oswego travel brochures distributed via
Illinois Welcome Centers and Tollway
Kiosks. Added value of $5,000. 

Impressions

731,000

13.3 million

384,000

Commissioned high quality photography &
video of seasonal events in Oswego for use
in future promotions and to share with
Village departments and partners.

$750

N/A

N/A

$9,250

Social Media
Advertising $2,500

21
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Online
Marketing

Our campaign included destination

and event-driven advertising,

including a holiday season push,

leading to big gains in exposure

over the prior two years.

Oswego Digital Advertising
The primary vehicles for promoting Oswego was online
advertising, powered by Google and Facebook, where we
achieved a cumulative 13.7MM impressions. 

13,356,701

384,862

Display/Search Impressions (97.2%)

Social Impressions (Facebook & Instagram) (2.8%)

26,446

77,818
15,689

22,413

AACVB Campaign Visits GoOswego.org Visits

2018 GoOswego.org 2019 GoOswego.org
0

25k

50k

75k

100k

GoOswego.org Website Stats
Increased exposure to
Oswego advertising led to a greater
number of people seeking out
information at GoOswego.org, which
received over 100,000 visits in 2019.

Below is a side-by-side comparison of
visits driven by AACVB campaigns to
GoOswego.org for 2018-2019.  
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Media
Highlights

The Aurora Area CVB influenced

coverage and provided media

support for West Suburban

Living Magazine's October 2019

Oswego Town focus feature story. 

March 2019
Cabin Fever Getaways

Northwest Quarterly Magazine

May-June 2019
Travel Writer Visits

We hosted two travel writers to Wine on
the Fox and Oswego Brewing Co.

May-July 2019
Chicago Magazine

Two issue run of Chicago Magazine with
Go Oswego full-page advertising and 
sponsored editorial in "Go West Guide"

Holidays 2019
Christmas Walk Footage

Oswego Christmas Walk footage
captured in 2018 was used to promote

holiday events & shopping in 2019.

Additional Media
Highlights for 2019
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ndghborhnrxl place whet1: c'ln)'(l/'JC kn~•1 
e,,•c1yoa,:-dsi:-'1,n,;un,:, - rnd th•n!:'Sf'UOIYI 

for n.ew ~- ·nie lmt' sud g,iU dare,; to th,:, 

a rly ]')3(1!:and:WO~uplu..J-lo.mOO 
bu~n rh.,n 6....:: c::u-,l-C<l IOCJJ raves. 

Ordea- $11111ny,-,ide-up, , , at dw O5W('i;o 
F:lffiily Rl::itRuran1, known !".., , M,.-.-1rl.:

cooking. induding hca11:y ~ 

St,:,p in to tht cutt c.mage •• . lh;u look!: 

[ QUICK TAKE) 

• hi. 2017 Populollon Is 34,833 

• t.'k!dianogoii 37 

• Elhnlc ml)( b ?8% Ca~an,: 
l Z% Hi:ipor'WC; 5%Atficar-, 
A.rnerieoo, 3.5% Asian; 

• t.4edian houiehOld ln,come Is 
$102.9&, 

• Me,on house value i:s S276.752 

right out of a ™'J" r.J,, fu, . ...:, ,1~ P51-frorn-
1he<-0Yn1 1,.,,1w:1 goods at My Si~·, JjJ 

Oomu Shopp:-. 

Oil' ro )'OIU' he>1.rt'.s 01;1J•l et1I 

A l.idy and J-Jei Tool§.a "'Wd'"''9rlc.ini; 
workshop wiih na1-lcv,: I m:du: .;1,,d.mk<" 
projeo,; dm r;,.ngc fuxn 11 ooic. blinker 
bddc:r al l tbe way w a kitd,m Cl bml... 

T"J:,, ~ brud1 rn i1 ,11 DIY p;,inting 
eYt:IIIS mr:I woiklbopi il;I od1er pb.cts in 
dQWnm,_ . ., Oswi..'g<>-, like ( lapl)'t'rnru,,;c 

Cooik. And cht'CU 01« Srm,;,houH t,.,fa1k<"c, 

a. d,;,rmi ntl OOutiquc fouurini;aa nil>: 
of antique anJ .,jrn,i;-:- r.nd:. ai ,.,dJ 
~ <1ffering 11phollln')' fabria and scniica 

Bn:tw...e ,t,.<erytl,llllg . , • from b.:iub lcs 
1-0 ~ . UJid,;Jq,,d-;s "-' l:nittei.l h~ci, 
,1 a. ..,..., iety -0f gi6, (l('CeiiOfY, clmhing 
3nd hobby ~tom in dowmuvm O ~wcso, 
ir.::ludin,g Tt.r: M:um:tlade T~, f-.:,~• 
Mer fiDds, Pr.1il'ie Srltdui.< Quil1 Shoppe-, 
\lcl..-et Grace and 01 hcn .. Don' c ~ y,::,oir 
fur b~by-,r;/-,Qr;:k oi>c ~ fu..:,oo t 

\ ,nim~I buddic:,i :U: Jkmlcy's Ptc Sruff. 

Deck uut J'O..r h.o.mc , , , :u Hudwn 

Drsign J-lou:;c, :l home ao;tt1t,; bouciqoc 
wh=:y,:,u1J f'i,,J 1L1.v::kss fwnirurc, hoi~ 
dc:<xw, clo Uling Md vinw~ ~nd ,por::falty 
gpo<:h f"u:,m local :inil:,rni:. 

Ririe lilu th~ "~nd ... :1ftt, a vi:;it 

(o ~ Cyckry, -,.·hide off= mk.es, 
g,::r., , nd =vir:i:: kw ~ydr::r.1 of all kv<-ls 
:md ap Tho~ r.oounc;iin bi~~ will 

.1pcc,d yoo -"oni; 1hc rnany p-,1,tlnl 

.:,nd t,ai jj 1h:11 .:u1 1hrou.g,h ~11,s:g,o. 

Rcnic:mbtt those wh,o K!Ved . , by 
!~king some moments ~t rhc Verer,ul.l 

Hiuoric:il W:r.lk in tM downcown a,ea 
11,:,,i.r 1hc public lib-raar/ , 

Booke!ld y,:,ur VW1 • • • 10 downrown, 

Os:,vcgo 1h•1 pcrhap~ m.n ed '-''i lh :l cup 
of oolf.-c wi1h a Yi.it ro UJc ~P, J\,blic 

Llbr.11iy. ln flddirion T<:> ill< n1yrind re1ou1c~ 
1~ lihr.uy lio:-:1.! :m :tnnual O~wcgo Ll~;r iy 
Pt5cival wi[h chc lQl:ill culmr. l a..11 
or;,mmi,ii<':>n ~I tht 0JWC30 Viii~ Hall 

Shop Around 
fupc~ 1hc 111cick c( :wbu, ban 1pr.1w\ 

•I ~ plcdton of SIOJCI i11 OlMr ilioppin;g, 
:7irea5 within ~g<.>. indnding Cnurnnial 

l'h/;i. Douglas Sqoorc, M3.li00 Sqt11ITT", 
Orchard Gro~, Ordu.,J w~r. O,ch&,d 
Wt:iod~. O!"q:o Commons. Oswqp 
junction, ~g<.> J'l.v->, Pr.Urie M.11ket, 

T~ uo.s:iingu.d Wa!hinG10n Squ;JI('.. 
H~. ~-ou'U find a h<:>$t o(dw11 5tores, 

.., OCf(:«R 21)1~ I \'IWW.\'ff&™-JUIMIIU'ill!I0,111/f I 'ut:$1 ~BJ.llµ.N lMIIQ 

from BNl lhth & Beyood co W,t..M~rt. 
as wi:U 9J k:al ly i:rw1~ bwi11CSS like 
Pur«:11 ACT Hru-dwi!R-'-00 The Pc>p::x:rrn 
Smrc. vn<:>ng dir.et/11 of <}tl-.l,r;. 

F"md d,e bt:,.t produce, , • at the weddy 
Couttll'}' lli1k.:1 in 00\••11101.'/!1 0 1~ 

Brow.ie -n,I produo:, locally.sourmi 
cl',SS, d1m(l. and mem 11M 1•1i!"-... ,~ 

~I)' fuoxb n"gjng fi.o.-i1 pc,pcom IO 

hOMJ'· Aw, you'll have to w;rit unti l Ju1.e. 

Plcli f<'W' own pumpkins imd applti .. 
io cbc fie. lets ~nd o,dur,Jj :1.1 Kdki, 
F~ml~, 1'offl<: you ,;an irhr, mancu,,,,.-

1hroo.1i;h ~ I0•a.:n::Co1 nsnlkmauan.d.sa..-01 
OO,,..:::riwk:~cidcr douyrnul'5thirf..l L 

Make Time to Dine 
Did we m,u,tio:,n 1h:a1 ~ Li homt 
u> ,l\O«: lhM 70 ~~l'fflc.s? 1lu::r<= ~"" roo 
mmy to n;unr:: thc:m a.I I litre. but 5u tT..cc it 
ro ny chat you'U find fa:51 food, fa.ir•cuu:rl , 
fiDe dining ;ond ,n,cb ffld ~"-'<.US galore. 

Say you'1c in d~ mood forbbtkbo:riy 
dr.~c: in• Marnn j;u - you can find 
i1 :1.1 Sten llutd-r.'1 Ch«-s«akeSoor~ •.nd 
S:rndwid, S1i.ap. Or nu.rl,,; yuu•~ h:mktririg 
fuJ a Berlin cu,ry bmwurat, whlcli )'OU 

can mdcr ill T he Landing. Cnving 

mhimif Get OD a roll 111c S;i!<»m<:>N:> 
J~r-"' G,al :uid. Swlu. S:c-what':1 .wnoking 
a1 Pigd.1 SBQ, ,.,,h,,;n: y<.>u can ,wnpl,: 

111 of die hou~ dc ~,b,,me goodie.1 
,r;,n The Piw Plau.c:, . Enjoy a ~ t-tillJ~ 

uip meal or br,:,.,1= u c~T•p- Hou!t 
Gri ll r,urHurlion Cro,utng.Pa,k. 

Bottoms Up 
T~ a grown-up fidd. fli p in Oiwe,go, 
whid,, affi:r.i ple,1ty of ovcr-21 ~ 
whfl~}'Oll e:Jn imbibca11 od h:M: fun 

Enjoy a roJd on~ . .. ir ~go Brewing 
C-9~p<Ply, where tM:K: ;u"C" b«:15 for all 
r:i,,;te,; on r:i.p, including 1hc-,nal 
O~ and Froltn fidds, There 
arc btewl d1a~pvt a nod 10 Ow<lf", likr: 

thewinccy 10 ue how ,h~ nag,i(: happciis 
ar ,~I:.!" load off after I lon:g wofk """Cdc 
widt a p-5 ,00 VlOO and waod-fireJ pwa 
QC'I Wine-d Down t'ridly, which ffl9 
ft.arurcsli~m nsic 

Be r~tive •• • widi ~p,:,::;l,d ....,..i::, 6eo',ttro:i 
,;,,n \VU)(! :ilnd b....r a. Om'l'.:$0 ·~ annual 
WirltO/l 1he Fox,1 wlr,c a.sting f'i::,n i,, , 1 

ho: ld in Mi')" a t VJl;ig-e S9uare Puk, and 
B1t11111 the B1'id£e, a cr.u! beer fui pi•r 
on in Si:pc,mber by ◊sw"S':ib n d P:uk 
Di.-t riu ~• l'rai.1ic Poim Commun if)' P~rk. 

Bomstorm the Area 
Gee you, Chip-aOO-Joamu vibe on or jus1 

ha>'l: lim ,l,aps,ing. Q Jing and mamini; 
uourxl the kauciful sroo,i~ q/ E:nu!tron 

Q«k, ~ _..,,,,.2,;r,it ~iii Oil! sotfllic. f.umland 
run by 1 .&mily th:u: w.mccd ro Jh~re 1he 

k.iuty of 1hcir ;rn rrum1dlog:i :i.nd ,;ekbru(' 

.oounuy life. 

Order lunch , , in tbc: rafc th. r !i:a1u.-a 
locilly•hroO\'i' Flc,,w.r P<it 5.11:.d ~nd pca,cl)
blacl.:berry cobbler, -srnong other hoo,em.de 

menuitc.Jru;. 

Hunt for r:ifu or hom,. :ar::cen~ . •• in the 

(fiimry Yfrw Shop imiclc the farm homo: 
In UJc warm,;f m,;,nth-. daedc Odl chc 

mcmthlr YUl~c Marke t held on dte 
grounds md in:,i,;k 1lie rffl()V:ltcd OOm. 
TI.e: l:r.s1 one of mil~ h ◊<;1, 9 . 

Pt-ning i. fot'tdding .. • or :my C'o'Crlti 

S:.: why Emci::;on's CM b.lrt1 is such 
, J>l'.>pul:.r :u1d lnsl3!}1lID-wordiy •"ml>'!' 

Go r-.fan-Gr:, u.:I l'r:ii,icfm Ak. Ulme 
f01 spc,:ial e--ents, roo. like m1.11ic hir,go 
!IOO N:>Qll ,ruc:b. R«lwsc wi1l1 Cx:coxr' 
Rr::to:< po'-l"er roga cl.we!' 

EM!ll:S()N CREEK SHO~ 
CAFE & f!AAOOM ~ ..... 

OD S11nd,y murning;: in 
die uproom. where a lO.OZ. 
b«r [$ ,=n...d up ~tit , cl.:u~ 
- d1ecr., and Namascc! 

T:do! a lligf-tt •. . -0 r enjoy 
yourfa,'0Jl«:"U1~•1 Fe..: 
Y:dli:)>Wil'ICl'Y,afumHy
ownN. winery along R.<:,t ,tt 

~ 1h:1.1 maka a range of 
diy, ,oi::~, KI\K...., .. <:«, 

lwli!<!t ~nd dffittr wii'le1! 

gV'J.llJbie for Sllllpling 
in d.c 1:uti11,& rwm. TOW' 

~1 OCiOim:019 I \'l'WW,WlflSUe U~H NIJV/1.1&.NH I l\ESISUlUIIMMUYN:i 

- F~ENTS 

~✓-~ Rustic ch,um Meet:; Simple Lleg.ince 

l'.: merson Creek i:;. set on a be.iutfol pi'11oo ol prope<ty thfll offe-,$ 

you picture p(lricct sci.tirigs.duri ng our W¢dcling $ea~n !hat runs May 

thr-01.19h ~rly Noveinber. We pridi:! oursel\•f.>S in warm h~pita lity. 

excellent :;.cr,,,icc, and fresh delicious cu1$1fl<:r. 

INfO/TOURS: E-.•entstllEmersonCreek.oom 

A homemade lunch oountrysidel 
Reseivl)\i,;:,fi Recommended 

Open Seoson('y May -~ec,•mb<H 

Oswego is Chicagoland's 
destination for summertime 
fun on the Fox River! 
Celebrate the sights, sounds, ru1d 
flavors of tile region. Check out 
our full summer events lineup 
at www.GoOswego.org und 
soc how we #GoOswego. 

u•iuw.Go0 SW4J0 .01'{} 

RENOVATED 3,200 SQ. FT. RUST IC OARN 

TRIPLE PEAK TENT FOR RECEPTION DINING 

THREE BEAUTIFVl CEREMONY SITES 

.. BRIOA L COOP" FOR WEODING DAY PHEP 

7 SCENIC ACRE!. OF MIDWESTERN l=AAMLANDS 

STYLING AND RENTAL BOUTIQUE:. ON SITE 

-~ 
. -, 

I ' 

q)~ 
TUES-SAT I 
10AM-3PM 

Rustic Deco,, Ams.inal Goo,:il. 
JE!WQlry. Tel Boutiqoo, & m=! 

Open Seasorially M.iy-December 

. . I I 
5126 STEPHENS ROAD, OSWEGO. IL 00543 I 630 .554.7100 I IN FO@EM ER50NC REE K.COM 
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2020
Program

For the year ahead we will maintain a

projected co-op spend of $30,000. Our

plan is to continue producing photo &

video at businesses and points of

interest in Oswego, and expanding our

spend on digital advertising.

$15,000

$10,000

$5,000

Digital Advertising (50%) Print Advertising (33.33%)

Photo/Video Production (16.67%)

Digital Advertising
Includes promotion on
social media channels and
targeted display & search
ads in syndication via
Google.

Print Advertising
Includes placement in
Midwest Living, exposing
Oswego to 950,000
potential travelers
throughout the Midwest

Photo/Video Production
Continue to build Oswego's
media library with fresh
content from events &
attractions.
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