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

Village of

SWELO

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

Posted:

Date:

Time:

Place: Tina Touchette
Initials: Village Clerk


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

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)]

¢. 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)]

ADJOURNMENT


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

Village of

SWego

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 21% 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.




Downtown Parking Analysis
2/18/2020
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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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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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ATTACHMENTS:

e Parking Count Map
e Exhibit B Detailed Counts




Parking Counts 2019
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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(%
1 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% S 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 47% 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% 241 27% 214 24%
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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 Approval of a contract for the Village to participate
Meeting 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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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

10



Wiﬂ Saurora arca

Aurora Area Convention and
Visitors Bureauw Partnership


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

Awareness
Consideration

Conversion

Loyalty

Advocacy



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

Awareness

Consideration

Investment or

Development

Growth

Quality
of Life



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

Regional

rents Advertising Awareness

Branding Tourism

Reputation Core COﬂSIderatIOH

management communications

Investment or

Development

Growth

Quality
of Life



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.




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.


mv;ggg

Two-way communication connecting

Goal

Audience

Think of it
like...

Activities

Communications &
Public Relations

people with Village services

Residents and existing businesses

Oswego as an organization

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

}Wﬁ” Marketing

Elevate Osweqo’s position in the region

as a destination

Prospective stakeholders not already in

Oswego

..a product

/ Community brand manageme\

Marketing and advertising

* Media library development
Tourism development

\_

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

/

Events & Experiences

Engage and connect the
community and visitors

Current and prospective
stakeholders

..aplace

Special event production
Community partnerships and
Cross-promotion

Built environment

Public art
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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

The CVB offers flexibility and added value.


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

But wait, there’s more...

%
e b W < b/
" B ,;.*,,vx \ &
o 5
-

P
= spanueHt ou Aloen

EST SUBURBAN,

L

w0t
v
i

B BACIND AWAY T0 DT



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. 


Value added by AACVB

Hotel booking
opportunities

9
A d

Cross branding with

Preferential ad rates :
region

Tourism development

.|

Travel writer/influencer
relationships

Brings us together with

Sports Alliance Targets magazines and digital

Yorkville, Aurora, etc.
L 2

Websites and social media are

Hotels leads generated Broader reach Day tours

cross linked

.|.|.|
|.

A4
A d

Capitalizes on digital )
P g Connections and resources

advertising data

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

experiential goals.


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

=dUI'Ord dIcd

convennon & VisItors bureau




- Our 2019 municipal marketing co-op
Campaign

budget for Oswego was $30,000. We

S pend allocated spend to print and online

advertising along with photo/video

production to build a media library for

the Village of Oswego.

B Spend(73.17%) | Added Value (26.83%)

Impressions Added value

Print High impact branded destination advertising
. $1 8,000 731,000 featured in Chicago Magazine, Naperville
Advertlsmg 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 display and search engine
' ol 1IH advertising promoting Oswego's events &
Online Advertlsmg $9'250 13.3 million attractions, targeted at relevant audiences
of likely travelers. Saved $1,800 on typical
agency management fees.

: : Dedicated Go Oswego brand ads targeting
Social Media $2 500 384 000 relevant audiences via Facebook and Instagram.
Advertising ) ) Saved $500 on agency management fees.

Cc&mmi?sioned hilgh quality photografphy &

. - video of seasonal events in Oswego for use

Media Libra ry $750 N/A in future promotions and to share with
Village departments and partners.

Brochure N/A N/A (IBIO Osweglo travel brochuresddistﬁibuted via
. . . lllinois Welcome Centers and Tollway
Distribution Kiosks. Added value of $5,000.



O n I i n e Our campaign included destination

M ar,k eti n g and event-driven advertising, GoOswego.org Website Stats
. | . Increased exposure to
| holid h e
ncluding a holiday season push, Oswego advertising led to a greater
leading to big gains in exposure number of people seeking out

information at GoOswego.org, which

over the prior two years. received over 100,000 visits in 2019.

Oswego Digital Advertising Below is a side-by-side comparison of
The primary vehicles for promoting Oswego was online visits driven by AACVB campaigns to
advertising, powered by Google and Facebook, where we GoOswego.org for 2018-2019.
achieved a cumulative 13.7MM impressions.
100k
75k
50k
25k
13,356,701
0

2018 GoOswego.org 2019 GoOswego.org
B Display/Search Impressions (97.2%)

B Social Impressions (Facebook & Instagram) (2.8%) B AACVB Campaign Visits I GoOswego.org Visits



Media
Highlights

A pleasant mix of rural town
charm and the amenities
of a fast-growing suburb

e Baorms, manufactuning buildings.
Crop-lined country roads, culde-sacs.
MWom-ard-pop shops, neswly-opanad chain stores.
Altoagih Cwego was a largely rurcl community
wnfil faiy recently, it's now considerad o far west
sulurty, naar Aurora and other fast-growing towns
like Ploinfield and Yorkville. Rather than foding
and trading one part of its characher for anathear,

The Aurora Area CVB influenced
coverage and provided media

support for West Suburban

Living Magazine's October 2019

Oswego Town focus feature story.

e / . l By Ly Pk

i this villoge of mare than 30,000 residents — double
L the population of 20 years cgo — effectively balances
L it newer suburban character with its country roots.
That's good news not just fior thase with longfime
o ties to the town and thoss who want to seftle thers
© naw, but for athers who visit Osweao for things to see
' aned o, ranging from barm porfies and festivols o

¢ oraft beer tastings and 10K races — nat to mention

i 08y 0ooess fo the Fox [vaer and all the greal oubtdoans

P has fo offer,

i As they sory In some circles in Oswego, here “we go®
b ses what's going onin this Kendol County town,

WERT GUDLIEEBAN LIMMNG | WWW WESTSUDURBANLIVING.MET | OOCTOBER 2019 59

| TOWNFOCUS omesr

Get to the Heart of It

Gio find Main Sereer UISA — it's right
Tere in downtown Oswepo and ic's lined
weith quaine shaps and places m graly
 bite or your frrite libaton,

Support local artisns, balers and even
candle makers . . 2 at The Villzge Grind
Cloffes & Tea Co, In acddition to signarare
drinles, this eowy spor serves up tasty
homernade baked goads and lunches,

It als sells 2 hast of bocally made irems
inncluding jewelry, patery, artworks,
honey and mare. Driving the point home
& usign reading, “Remember, the big
stores dan’t do a linde jig when they
ke 3 sale, Maloe someons jif this year”

Say cheers .. . ar the Oswege Inn, a
neighborhond place where cverpone knows
everyone else’s name — and there’s ream
for new faces. The bar and grill dates o the
early 19305 and also serves up hand-formed
burgers that have earned Jocal raves.

Order sunny-side-up . . . ar the Oswego
Family Restaurant, known for home-style
cooking, includling hearry breakfasts.

Step into the cute cottage . . . thar looks

AP
|HOUsE|

[ QUICK TAKE]

+ Est. 2017 Population Is 34,833

+ Madian age is 37

= Ethnic mix is 7% Caucazian:
12% Hispanic; 5% Africon
Americon; 3.5% Aslan;

+ Median housahold income Is
F102.934

* Mean house valus is 5274, 752

S

t right out of a Fairy tale for soime just-from-
the-oven baked goads ar My Sister's Lil
Dronur Shoppe.

DY to your heart's content . . . at

A Lady and Her Toaols, a woadwarking

workshop with nexe-level make-and-zale

projects chat range from 2 basic blanket

laddder all the way t a kischen island.
Take a brush ro ivar DIY painang

events and workshops at acher places in

downenwn Oswege, like Flappenstance

Goods, And checls our Stonehouse Marker,

a charming boutique fearuring a mix

¢ of antique and vintage fincs as well

¢ e offering upholsery fabrics and services.

Browse everything . . . from baubles

to blouses, knickdnacks o knited hars,

at a variery of gift, aceessory, clothing

and hobby stores in downtown Oswego,
including The Marmalade Tree, Forever
Adeer Finds, Prairie Stirches Quilt Shoppe,
Velvet Grage and others. Don't forget your
fur baby — check our goods fae pour
amimal buddies ac Bentley's Per Stuff.

Deck ont your home . . . ar Hodson
Diesign House, a hame socents bautique
where you'll find timeles furninure, home
decor, clothing and vintage and spedaley
goods from local ardsans.

Riicle like the wind . . . aftes a visic
1o Oswego Cyclery, which offers bikes,
ear and service far cpcers of all levels
and ages. Those mountain bikes will

S0 CCTORER 7010 | WWW.WESTSUBURBANLIVING.NET | WEST SIBLRAAN LMING

o Ted Biath &2 Boyond co Wal-hdar,
a5 wrell as locally owied busines lile
Purcell ACE Hardware and The Popearn
Srare, among dosens of others,

Find the best produce . . . ar the weeldy
Counery harket in dovntown Oseegn.
Browse seasonal praduce, locally sourced
eppgs, cheeses and mears and artimn-made
specialry fonds rnging from popoom o
honey. Alas, you'll have o wair unil June.

Pick your own pumpkins and apples ...

in the fields anc orehards ar Keller's
Farmstand, where you can alse maneuver
through a 1-acre comssalk maze and savor

bermemade apple cider dowghnuts this fll.

Maike Time o Dine
Did we mention that Qswege is home
o mose than 70 restauranes? There are oo
many m name thern all bere, bue suffice it
o say that you'll find st food, fse-casual,
fine dining aned snacks and sweers galore,
Say yeu're in the mood for blackberne
cheesecakee in a hasn jar — you ean find
it ax Steve Buresh’s Chessecake Store and
Sandwich Shag. Or maybe you're hankering
for & Berlin curry brarwurst, which you
can order at The Landing,. Ceaving
sashimi? Get on a roll at Sakamaoto
Japanese Crill and Sushi. Soe whar's sroking
at Piggy's BB, where you can sample

© Walley Winery, a family-

i all of the house-made barbecue goodies
i on the Figgy Flavier, Enjoy a post-canos
i oip meal or brews ar the Tap House

} Girill mesr Fludson Crossing Park.

Boftoms Up

Tike a grown-up ficld wip in Owego,
which affers plenty of over-21 spos
where you can imbibe and have fun,

Enjoy a cold one . . . at Oswego Browing
Company, where thete are heers for all
tstes o tap, including the seasonal
Okroberfies and Frozen Fields, There

ate brews thar give a nod o Oswege, like
Go Man-Go and PrairieFear Ale. Come

+ for special events, oo, like music bingn
| and food trucks. Recharge with Deto/
i Retox power yoga classes

! Remember those who served . . . by

i commission at the Oswego Village Hall.

: Shop Around
| Experience the upside of suburlan spewl
i ata plethos of stores in other shopping

* Pla, Douglas Square, Mason Squarc,

i Orchard Grove, Ovchard Way, Orchare

' Wods, Oswegn Commons, Oswege

i Juncrion, Osvaege P, Prairie Marker,

t Tewnes Crossing and Washingon Square.
4 Here, you'll find & host of chain stores,

¢ on wine and beer ar Oswego's annual
o Wine on the Pox, a wine tsting fistival

i Bamstorm the Areq
i Gt your Chip-and-Joanna vibe on or just
i have fun shopping, eating and roaming

o counoy life,

¢ monthly Vinsge Market held on the INFOSTE
¢ grounds and inside the renenated baen.
= The last ane of this season is Oer, 9,

speed you along the many paths
and trails thar eur thiough Oswego,

taliing some moments ar che Vetenuns
Historical Walk in the downtown area
acai the public library,

Bookend your visit . . - to dewntown
Oswegn thar perhaps sarced with a cup
of collee with a visit o the Oswege Public
Library. In addition to it myriad issotices,
the library Jeeats an annual Oswego Litcrarny

Eestival with the local cultural ans
~ Oswego is Chicagoland’s
destination for summertime
fun on the Fox River!
C_L_el_ebrate the sights, sounds, and
lavors of the region. Check out

our full summer events lineup

at W, GoOswego.org and
see how we #GoOswego.

areas within Orswege, induding Centennial

area Wiﬂ s &)
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the winery 1o see how the magic happens | -

ar take a load off after 2 bong work weck mmm:&ﬁﬂh}

with a ghass of vino and wood-fired pizza EVENTS

an Wine-d Down Friday, which also |
fearures Live music, |

Be festive . . . with special events centered

el in May st Village Square Park, and
Brew at the Bridge, a craft beer fest pur
an in Seprember by Oswegolnd Fark
Diistrice at Prairie Poine Communiry Park,

areund the beauriful grounds of Emerson
Cresk, a seven-acre site on scenic farmland
i by 3 family chaz wanted to share the
beauty of their suroundings and celebrae

Order lunch . . . in the café that feanures
locally-famous Flower Poe Salad and peach- / £

blackberry cobibler, ameng other homemarde | £ f( <[ A Rustic Charm Meets Simpl
men irerms. Emersan Craek iz set on a beautiful piece of property that offers

| yiou picture perfoct settings during our wedding season that runs May

RENOVATED 3,200 5Q. FT, RUSTIC BARN

TRIPLE PEAK TEMT FOR RECEFTION DINING

THREE BEAUTIFL

CEREMONY SITES
Hunt for gifts or home sccents . . . in the

Country View Shop inside the firmbanse.
In the warmer maonths, cheek our the

throegh early Movember, Wi pricle ourselves in warm hospitality, FOR WEDDING DAY PREP

excellent service, and fresh delicious cuisine,

5. EventsElEmersonreck com

Planning a wedding . . . or any event?
Saz why Emerson’s Creek barm is such
a popular and Instagram-worthy venue,

an Sunday morming in

beer is served up after clus

— cheers and Marmasee!

Take a flight . . . or enjoy
vour favorite vintage at Fox

owned winery along Roure
34 that makes o vange of
dry, reserve, semi-swees,
sweet and desserr wines
available for sampling

in the tasting oo, Tour

2 COTOBER 2015 | WWW,WESTSUBLIREANLIVING.NET | WEST SLEUREAN LIVING.

EMERSON CREEK SHOR,
the mproom, where a 10-0z, CAFE & TEARDOM

3

TUES-SAT
10AM-ZPM |
Rustic Decon, Arisanal Goods,
evwelry, Tea Boutique, & mana!
Open Seasonally May-December

i

|
t i

5926 STEPHEMS ROAD, OSWEGO, IL 60543 | 430.554.7100 | INFOREMERSOMNCREEK.COM

A homemada lunch countryside!
Raservations Recommended

Dpen Sea y May-December

Additional Media
Highlights for 2019

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.



2020 For the year ahead we will maintain a

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

P rog ram plan is to continue producing photo &

video at businesses and points of

interest in Oswego, and expanding our

spend on digital advertising. 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

B Digital Advertising (50%) B Print Advertising (33.33%) content from events &
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