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PREFACE

This Branding, Development and Marketing Action Plan was
developed through a collaborative process between Roger

Brooks International, Inc. (RBI) and the residents and stakeholders
of Tinley Park, lllinois. We would like to thank the Tinley Park
volunteers who devoted many hours to the process of making this
plan a reality by participating on the Brand Development Team,

as well as the many business and property owners, residents, and
others who contributed their time and valuable input of ideas,
resources, and feedback.

The recommendations made in this Plan are based on the
information provided to the Roger Brooks International team by
many caring and concerned citizens, research, best practices in
other locations, and the findings of previous plans and studies, as
well as our experience and expertise in the field.

The results from implementation of this Branding Plan are
dependent upon many factors, including the time, effort,
funding availability, and cooperation of those involved in its
implementation.
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RECOMMENDATIONS CHECKLIST

YEAR 2017

O 1. Form theTinley Park Brand Leadership Team (BLT)

d 2. Assign Brand Leadership Team assignments

4 3. Contract for the creation of a Brand Style Guide

d 4. Secure domain names, register your brand logo & tagline,
and trademark your identities

O 5. Find Start Up funding for this branding effort’s first six to
eight months

QO 6. Clarify the organizational roles for implementing the Brand
Action Plan

a Secure property options for siting the downtown plaza

a Calendar a list of Tinley Park’s music-related events on your
websites

Q9. Contract for the development of a Business, Programming
and Management Action Plan for the new Plaza.

O 10. Contract for redesign and expansion of the vehicular and
pedestrian wayfinding system

4 11. Make the music brand visible at the Tinley Park Convention
Center, the Hollywood Casino Amphitheater, other Tinley
Park hotels and attractions.

4 12. Begin the transition to the new brand identity (logo and
tagline)

O 13. Install downtown pole banners

O 14. Design, print and distribute “The Very Best of Tinley Park”
rack brochure

4 15. Get your best spokesperson on film

O  16. Brand your monthly e-newsletter

0 17. AddTinley Park businesses to GPS services, web-based
applications

O 18. Design, print, frame and distribute brand awareness posters

4 19. Create a YouTube channel and load it up

4 20. Brand the Village websites and create new content

4 21. Contract for the manufacturing and sale of branded logo
gear

4 22. Contract for a Downtown Master Development Plan

O 23. Purchase or subscribe to CRM software

4 24. Work with downtown property owners on lease
agreements—open days and hours with an evening focus

O 25. Evaluate passing an ordinance limiting the number of chain
stores in the downtown

O 26. Alter your Village ordinance to allow retail establishment
blade signs

4 27. Pass an ordinance to allow sidewalk dining with alcohol
served

4 28. Create a database of clubs and organizations

4 29. Create a database of press contacts and large non-profits

O 30. Begin discussions on making the Convention Center a stand-

alone tourism marketing organization
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YEAR 2018

Q

31.

Provide municipal assistance to downtown business
recruitment

4  32. Find the long-term funding for the plaza construction

O  33. Contract for professional graphic design marketing and
travel-writing expertise

O 34. Contract for professional video and still photography

4  35. Begin a discussion with downtown property owners for the
formation of a Tourism Business Improvement District (TBID)
to help fund plaza and downtown operations.

O  36. Improve access to public restrooms in the Tinley Park
downtown

4  37. Develop a new “Community Profile & Opportunities”
brochure

O 38. Bring Roger Brooks back for a review workshop

O 39. Begin construction of the plaza

O 40. Begin recruitment and staffing for the plaza

YEAR 2019

O 41. Create a“Guide to Event Production in Tinley Park” brochure

4 42. Add benches and downtown beautification in Tinley Park

O 43. Set reasonable liability insurance requirements for plaza
events operators

4 44. Brand your social media campaigns

O 45. Purchase one or two mobile visitor information centers to
promote the downtown

O  46. Develop free, robust Wi-Fi access at the plaza and along Oak
Park Avenue

4 47. Add more street trees where they don't exist downtown

48. Allow, encourage and budget for street artisans, musicians

and buskers

4 49. Implement a“shared worker” program downtown

O 50. Create a hospitality-training program

4  51. Install decorative street crossings where pedestrians connect
to the major destinations within Tinley Park

O 52. Apply the brand graphics to city vehicles

O 53. Develop a detailed Public Relations, Marketing, Advertising
plan and budget.

4 54. Work to get on Chicago’s TV Weather News as a permanent
destination

O 55. Begin planning and funding for the development of a new

500 to 1,200 seat indoor music venue or performing arts
center to be built downtown



THE VISION: THE MUSIC CAPITAL OF ILLINOIS

Music has the power to change lives. It also has the power to bring people together—regardless of age, race or gender—to
mourn, rejoice, celebrate, or to learn. Music has been at the center of human expression since the earliest times and is the one
form of communication that won't come and go as a fad. Its universal and its ageless. Any city, town or village that has music
as a core value is one that is perceived as culturally rich and engaging. It is seen as a premier place to live, raise a family, retire,
visit, and do business.

While Chicago, and other urban centers, are steeped in the music industry, few smaller communities are known for their local
music scene. However, the Hollywood Casino Amphitheatre’s extensive marketing reach has put Tinley Park “on the map”

as one of the top venues for big-name entertainment in the greater Chicago area, as well as in the neighboring states of
Wisconsin, lowa and Indiana.

Additionally, Tinley Park schools (both junior and high schools) continue to win regional and national awards for their music
programs, which puts the Village on the map as THE place in the region to raise a family, particularly when their kids have a
desire to focus on music.

Beyond the schools and the amphitheatre, Tinley Park clubs and restaurants are also well known for hosting live music
throughout the year. The Village produces “Music in the Plaza, “the popular “Caribbean Block Party, which focuses on food and
music from the Caribbean, and the Vogt Visual Arts Center hosts “Gazebo Jams” each week during the summer months. Add
to the list musicals at the Tinley Park Performing Arts Center, and you'll find there is a rock-solid foundation for a Tinley Park
music branding focus.

In performing regional brand research, other communities host live music events and have good music programs, but none
in the Midwest have put music front and center as their core focus—or brand. With Tinley Park'’s solid foundation in music,
and with the implementation of the recommendations in this Action Plan, the Village will “own” the music brand in Illinois
and throughout the Midwest. There’s a great deal of work to be done, but by just bringing the clubs, restaurants, Village-
sponsored events, non-profit music events, Parks District music programs, the amphitheatre, and the schools together, a
powerful brand is created today. The message is clear that Tinley Park’s music scene is fantastic, getting more diverse, and
growing.

The goal of any branding program is to increase the local tax-base, so that the Village, in this case, has additional revenues to
improve its citizens’ quality of life. It's a means to an end. An increased tax base comes from new residents moving to Tinley
Park, from a vibrant downtown that can help keep spending local, from new industry coming to Tinley Park, and from visitors
(including those from neighboring communities). These all help offset locally earned money being spent in Orland Park,
Chicago and other areas.

To attract residents, businesses, investment and tourism, the community must stand for something. In Chicago Southland
alone, there are more than sixty communities, and there’s another sixty in the greater Chicago metropolitan area. Nearly all of
them would like to attract new residents, businesses and tourism. Competition is tough, particularly when all of them can be
found in a matter of seconds via the Internet.

To win you must stand out from the crowd. You need to be known for something specific that sets you apart. In Illinois there
are more than 1,200 cities and towns all vying for attention. But very few are known for something that creates “top of mind

awareness.”

This program, and the recommendations in this plan, when implemented, will make Tinley Park one of the Midwest’s premier
destinations for anyone with a love of music, to live, raise a family, start or relocate a business, and to visit.
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BRAND PROMISE:
Music is in the DNA of everything we do

It's in our parks, our schools, our restaurants, our clubs, our retail shops, our arts venues, on the streets, and on stage in the
upcoming town square plaza.

As it is with any brand, the key is to own it, take it farther than just marketing messages, to whole-heartedly embrace it.
Encourage music-focused businesses, enthusiasts, and musicians to call Tinley Park home, and then promote it like crazy so it
becomes a way of life. The best brands are far more than skin deep. To really “own” it, music must be in the DNA of everything
you do. For every event, planning committees should be asking, “How do we add music to this?” New retail shops should

add music to their inventory: whether it's piped-in music, selling of music-related goods and services, or just décor that plays
tribute to music. Restaurants with live music, or even just classic albums and posters as wall art, will be playing up the brand.
Public art should be geared to music. Even decorative crosswalks can incorporate a musical theme. Have live music at every
event or meeting at the convention center—a guitarist or pianist in the public areas. Imagine a harpist every morning at the
Metra stations, and perhaps a guitarist when residents arrive back home each evening. What a great way to start and end a
day, while cementing ownership of the brand.

One of the best benefits of having a brand focus is that it will attract enthusiasts, business interests, and tourism: musicians,
recording studios, music-focused retail shops, restaurants with live music, families where the kids are focused on music,
music education programs, etc. This is the rule of “clustering,” such as high tech in Silicon Valley, wineries in Napa Valley,
country musicians gravitating to Nashville, kid-friendly attractions in Orlando and Anaheim, Amish businesses in Lancaster,
Pennsylvania. The list goes on.

Tinley Park, in this case, is where visitors and locals alike will find “Life Amplified.” A place where “music is in the DNA of
everything we do.”

On the following pages, view and read the messaging concepts meant to showcase the brand direction. Remember, before
those can be used, there is still a lot of work to be done. All successful brands are built on product, not just marketing. At
the end of the day, marketing will get us to Tinley Park just once. It's the product that brings us back, gets us to invest in the
Village, and will get residents to choose Tinley Park over dozens of other bedroom communities throughout the greater
Chicago area.

The easy part will be packaging the music already taking place throughout the Village—produced in restaurants and bars, the
schools, the amphitheatre, local non-profits, and the Village public areas. Packaging these and putting them front and center
on your websites, brochures, and other marketing efforts will—in short order—give you a solid foundation to work from.

As the Tinley Park “branding team” began listing all of the music available in the Village, the entire team was amazed at the
quality and quantity of music already being locally produced. Its an impressive list that, to this point, had not been brought
together or even compiled.

Make sure music is at the core of every Village event, like the Boo Bash, Holiday Market, Irish Parade, Friday Frolics, and the
Farmers Market to further “ownership” of the brands.

Communities throughout the state are now working on finding their niche. Rockford is gearing its efforts towards sports, and
they are spending millions of dollars on product development. Ottawa has been working on developing its gardening, or
botanic arts focus. The community that is first at claiming its brand owns it. Napa Valley isn’t the only wine area in California,
but they were the first, and they still own the “wine capital” brand.

Tinley Park, lllinois | Branding, Development & Marketing Action Plan 7



For Tinley Park, leveraging, supporting, and financing top-
notch school music programs will be extremely important
in attracting and retaining the best educators AND
students who have a strong desire to excel in music. This is
product development.

Imagine crosswalks designed as piano keys, as another
product development initiative that proves ownership of
the brand.

Then add musical instruments in public spaces. Pianos,
wind instruments and percussion. Denver’s 16th Street
Plaza is home to more than a dozen upright pianos, which
are covered during rainy days, and are even played during
the winter months.

Add a hydraulophone to the downtown plaza.
Even wind chimes can add music and life to downtown Tinley Park.

The big initiative, and core to the brand, will be “Harmony Square’, a
60,000 square foot downtown plaza, ringed with restaurants and retail
shops, with a 20 foot x 50 foot covered stage that can accommodate
every type of music and entertainment, with a professional sound and
lighting system, and programmed with activity 300 days a year.

Imagine a 7,500 square foot splash pad timed to lights and music, and
during the winter months a 10,000 square foot lighted ice rink with
music and “Ice Capades” style shows.

Harmony Square would be home to food trucks, vendors, street
musicians and artisans, public market events that would shift
by time of year and holidays. It will engender a true sense of
community, always be free, and will create a central gathering
spot for the 50,000+ local residents AND their visitors.

As is the case with most bedroom communities, residents

are engaged with their local schools and with their
neighborhoods, but not necessarily with the community.
When asked where Tinley Park residents take their visitors
(friends and family) and where they go to hang out, a majority
said they do their shopping in Orland Park, and their visitors
are escorted to Frankfort or Navy Pier. Instead of heading to
Naperville’s Centennial Park for ice skating, wouldn't it be great
if the people of Orland Park, Frankfort and other communities
gravitated to Tinley Park?

Piano keys crosswalks make the brand visible and fun.

Public access pianos make the brand experiential.

A hydraulophone would be branded interactive art.

The implementation of this plan will provide for the development of an outstanding downtown that will be the envy of the
Chicago area and become THE central gathering place, regardless of age, race, economic status, where every form of music

and every form of ethnicity will be celebrated.

Perhaps best of all, this plan will be a terrific hymnal that every local organization, Village department, and business can use,
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so that everyone is singing the same song, from the same sheet. THAT will put Tinley Park on the map as THE destination of
choice in the greater Chicago area, and eventually throughout the Midwest for all things music. After all, you are far more
effective as one loud voice than a number of separate, small, barely perceptible individual voices.

This is an exciting chapter for Tinley Park. It won't be easy, but it will define the community for generations. That new legacy
starts right here, right now.

Enjoy!

TINLEY PARK

Having an Action Plan puts Tinley Park at a clear advantage over the hundreds of other cities and towns in lllinois that don't
have much, if any, idea where they are going or what they want to be known for. Clarity and consensus of purpose frees up
citizens and local stakeholders, allowing them to move forward, take action, and achieve dozens of small successes that will
revitalize the community and make it a Midwest showcase.

The days of being “all things to all people” are over. To be successful—in business or as a community—you must differentiate
yourself from everyone else. After all, there are 1,299 incorporated municipal governments in lllinois, and every single one

is instantly accessible via the web. To win, you must find that one “unique selling proposition” that really sets you apart from
everyone else and then build on that as a foundation. This is the art of branding.

In this new reality of shrinking federal and state funding for communities, each city must think and act like a business: find
new ways to import more cash than is exported when locally earned money is spent elsewhere. Communities have been
forced to create a unique identity to be successful. Find your niche, create new business opportunities within that niche, and
then promote it like crazy.

Identified by the Tinley Park residents who participated in the branding on-line poll, Tinley Park is faced with several
challenges:

1. High taxes, particularly in the Cook County portion of the Village, deter new investment, particularly for small businesses.

2. Alack of critical mass of retail and restaurants, especially in the downtown along Oak Park Avenue.

w

The presence of crime, mostly petty crime.

>

A limited visitor season due to weather and a lack of things to do during the winter months.
Public and private infrastructure in need of repair or removal.

6. The question of what to do with the former mental health property and its unknown clean up challenges.

On the positive side, Tinley Park has some great assets it can build on:
1. A walkable, Oak Park Avenue downtown with a small town feel

2. Greatschools

w

Excellent commuter train service to/from downtown Chicago
4.  Easy access to/from interstate highways
5. Local events, art and entertainment resources

6. TheTinley Park Convention Center

Tinley Park, lllinois | Branding, Development & Marketing Action Plan 9



Tinley Park residents feel that their Village is, for the most part, safe, clean, with small town charm, and is a great place to
raise a family. But, many similar communities surround it. Non-residents find Tinley Park somewhat indistinguishable from its
neighbors.

Over a five-month period, the Tinley Park Brand Development Team (BDT) spearheaded the area’s branding efforts. This
culminated in a weeklong “Brand Camp” the week of October 3rd, 2016 when the Brand Development Team solidified the
direction, key marketing messages, and supporting product that will make Tinley Park an even more desirable place to live,
raise a family and start a business. The citizen participation in this project came from a wide variety of businesses and non-
profits, demonstrating the interest and commitment of the community at large for a branding initiative.

THE PRIMARY GOALS OF THIS EFFORT

The Brand Development Team set forth the following goals for the Tinley Park branding effort:

1. To reduce the leakage of local resident incomes being spent elsewhere

2. To create a sense of community: Become a central gathering spot—a more vibrant downtown

3. To recruit and support businesses that reinforce the brand (retail, hospitality & entertainment)

4. To bring the neighborhoods together through the branding effort

5. To create a brand that can help Tinley Park grow while creating a unified marketing effort (one loud voice)

These goals are about jobs, improved real estate values, a wider distribution of taxation and bringing the community
additional prosperity.

Branding is a means to an end—to accomplish the goals listed above. These are core to the entire effort and will shape the

future of Tinley Park for generations, making it THE destination of choice for investment, opening or expanding a business,
raising a family, and becoming one of the Midwest’s best visitor destinations.
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THETEN THINGS YOU NEED TO REMEMBER ABOUT BRANDING

10.

DIFFERENTIATION - Finding your Unique Selling Proposition

Branding is the art of setting yourself apart from everyone else. What sets Tinley Park apart from Orland Park, Frankfort, or
the other 1,298 cities in lllinois? Being a place that has “something for everyone” can be found anywhere and says nothing
about who you are or even what you aspire to become.

IT'S A PERCEPTION - A FEELING

A brand is a perception—that is, what people think of Tinley Park when they hear the name mentioned. It is also a
promise that the city will deliver on the perception. In Tinley Park’s case we know that part of this effort is “repositioning”
or “rebranding” the community, bringing quality of life to the forefront with a focus on music, an amazing revitalized
downtown, and the creation of public assembly spaces and family friendly activities.

LOGOS AND SLOGANS ARE NOT BRANDS
Logos and slogans are not brands. They are just marketing messages and graphic images used to support and reinforce
your ownership position. After all, brands are about owning your niche in the marketplace.

YOU NEVER USE FOCUS GROUPS

You never use focus groups for brand development unless you want a watered down generic brand that can fit just about
anyone, anywhere. Tinley Park’s Brand Development Team and subsequent Brand Leadership Team are not focus groups,
but a group of local businesses and organizations whose primary purpose is to develop this plan, reinforce and support
the perception and the promise being developed and marketed.

A BRAND EVOKES EMOTION
A great brand evokes emotion in a positive way. It's a feeling someone has about you. This is why you must focus on
activities more than physical attributes such as historic buildings, parks, and other public facilities.

SUCCESSFUL BRANDS ARE BUILT ON PRODUCT

All successful brands are built on product, not marketing. You can develop new advertising, graphics, websites, mobile
apps, signs, and posters, but if the product doesn’t change or improve, what have you accomplished? Any increase in
sales will not be sustainable.

YOU NEVER“ROLL OUT” A BRAND

It's earned — good or bad. Building the product and activities that will draw residents and visitors to downtown Tinley
Park will take time, patience and persistence. Its important to not oversell what you have to offer, at any stage of the
branding process.

TOP-DOWN BRANDING DOESN'T WORK

You cannot do branding by government decree. Yes, we did ask officials and local area residents to weigh in on the brand
direction, but in the end, the idea found to be most feasible is the brand direction developed and detailed in this plan.
This has been a grassroots effort with lots of local input.

BRANDS MUST BE FEASIBLE

You build the brand on feasibility, not just local sentiment. Typically, the most feasible brand direction is built on a
foundation already there. In the case of Tinley Park, that foundation is the educated and talented residents, the proximity
to the Chicago market, and the entertainment infrastructure that can be revitalized and monetized.

PUBLIC RELATIONS
Brands are built on public relations — advertising is used to maintain your ownership position. A brand is a feeling we
have of you - and feelings are communicated by word of mouth, press coverage, articles and, these days, social media.

Tinley Park, lllinois | Branding, Development & Marketing Action Plan 11



THE BRANDING PROCESS

The process used to develop the Tinley Park, lllinois brand has been tested over a number of years and has, to date, met with a
100% success rate. The process is as follows:

1. Creation of the Brand Development Team (BDT)

Tinley Park stakeholders were selected from a wide array of organizations and businesses to become the Brand Development
Team for this branding project. An outside facilitator, Roger Brooks International (RBI), was brought in to guide the community
through the process. Included on the BDT were the following people:

« Jackie Bobbitt—Tinley Park Chamber of Commerce
« Greg Carter—Tinley Park Village Park District
« Julie Dekker—Vogt Visual Arts Center, Main Street Commission
« Beth Fahey—Creative Cakes, Main Street Commission
Daniel Fitzgerald—Tinley Park Convention Center
Donna Framke—Tinley Park Marketing Director
Nick Halikias—Odyssey Country Club
Stephanie Kisler—Village Planning Department
Dave Niemeyer—Village Manager
« Courtney Rourke—Hollywood Casino Amphitheatre
« Kevin Suggs—Village Trustee
 Paula Wallrich—Tinley Park Community Development
+ Brian Younker—Village Trustee & local business owner

Roger Brooks International was retained to facilitate the process, led by Roger Brooks, Jordan Pogue, John Kelsh and Creative
Director, Greg Forsell. Competitive analysis, research and feasibility work was a team effort between the Tinley Park Brand
Development Team and the Roger Brooks Team.

2. Education and outreach

In April of 2015, RBI conducted an Opportunity Assessment of Tinley Park, and the findings were presented in a two-hour
workshop. The assessment provided an unbiased overview of Tinley Park—"how it is seen by a visitor.” It included a review of
local marketing efforts, signage, attractions, critical mass, retail mix, ease of getting around, customer service, visitor amenities
such as parking and public restrooms, overall appeal, and the community’s ability to attract visitors.

In 2016, Tinley Park engaged RBI to facilitate the development of a branding initiative for the Village. In July, 2016, RBI
developed an online questionnaire soliciting thoughts and opinions from residents in and outside of Tinley Park. Using the
questionnaire over a month-long period, 777 people weighed in on nine questions including what they thought Tinley Park
should be known for—its brand. They also provided feedback on what they saw as major challenges and best assets. They
answered other questions including what they perceived was missing from the Tinley Park mix that would get them to spend
more time (and money) in the community. The