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COMMUNICATION BLUEPRINT 

Who are we trying to build a relationship 
with? 

• Current Residents

• Prospective Residents

• Media

Insight — What do they need that they 
are not currently getting?

A sense of community from our posts 

What is our current relationship with this 
audience?

They know us, but they haven’t become 
brand ambassadors yet.

What business and communications 
goals must we achieve?

Showcase how West Chicago is unique in 
comparison to its neighbors and tell that 
story to a wider audience.

How will brand editorial content  sup-
port our business and communications 
goals?

• Content has to be accessible, easy to 
understand, informative, based in fact

• Content is the fundamental piece that 
shows a relatable side the City

• Content is the discussion-starter; with-
out content, the City and residents will 
never be able to have the conversa-
tions they need to have

What unique value does the City bring 
to residents?

Diversity paired with a sense of 
community is something exclusively 
available in West Chicago that 
provides the City with much charm and 
differentiation.

What is our content vision?

• To inspire

• To persuade 

• To intrigue

What critical success factors will we use 
to judge our strategy?

Number of conversations, shares, and 
overall sentiment measures. 

RELATIONSHIPS OBJECTIVES APPROACH

SECTION 13 
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What is the tone / manner we will use 
with our audience?

• Positive

• Neighborly

• Professional

What editorial themes will guide brand content development to meet our vision?

• Showcasing our local history and roots

• We are West Chicago pride campaign 

• Focusing on all the positives the City has to offer

What format and frequency of editorial content will be required?

• Multimedia – visuals, videos, infographics, etc.

• Varied frequency, but content has to be timely, relevant and constant

• Both proactive and reactive, on-point with what’s being talked about today and listening – 

and responding – to social conversation 

• Shareable across multiple platforms

• Pushing content across paid, earned, shared and owned

How we will we judge and measure 
success?

• Engagement/readership

• Reach / media coverage

• Annual focus group benchmarking

CONTENT  & COMMUNITY METRICS



SUGGESTED EVENTS AND EXPERIENTIAL ACTIVATIONS 

Customized seasonal special events which showcase the commu-
nity to residents and visitors. This is a sampling of which the City 
can choose which events to adapt and which events to consider 
for future use. 

• West Chicago Days - A festival to celebrate the heritage of West 
Chicago by uniting the population of West Chicago in cele-
bration of music, food, people and the city itself. This is some-
thing that could be leveraged with traditional media as well as 
bloggers.

• This is OUR community week/We are West Chicago - In a 
partnership with local restaurants, create a week where each day 
a certain restaurant is featured and showcase what that restau-
rant brings to the community. The restaurants may encourage 
patronage through discounts, coupons or loyalty programs. 

• Take your bike to work week/West Chicago Bikeathon - Estab-
lishing West Chicago as a biking hub is an important item in the 
Strategic Plan. This week would encourage employees to bike 
to work and highlight the scenic routes and safe bike paths that 
make this type of commute possible. Coordinate with National 
Bike to Work Week (May 15-19 in 2018 with National Bike to 
Work Day on the 19th) to leverage their communications tools 
and media outreach. Consider establishing an annual West 
Chicago Bikeathon similar to the Riverwest 24 to showcase how 
bike-friendly the City is.  The City could provide a decoration 
station for people to festoon their bikes along with water sta-
tions/support stations.

• Summer Foam Parties - During the summer, work with the Park 
District to create a summer foam party for kids in the biggest 
park in West Chicago. These have been huge successes in the 
cities that have conducted them and encourage families to 
frequent parks. 

• Friday Lecture Series in the Park -  Working with the Park Dis-
trict, invite local professors or teachers for a reading in the park, 
a set of famous poems, a play, or a lecture on a trending topic. 
Publicize through owned media platforms.

• Partner with Local Artists - Create outdoor gallery to display the 
work of local artists.  

• Painting with a Twist - The City will provide a painting instructor 

sign up. The City will host this air painting event in a public park 
where people can follow the instructor to create their own keep-
sake, relax, make new friends and learn a new skill.  

• Winter Streets - Create a winter wonderland once streets are 

season.  

• West Chicago Pet Days -  Host a pet day in the summer to cel-
ebrate pets of West Chicago and their owners. Create a fun and 
safe environment for pet owners to get to know each other and 
show off their pets to the community. 

• Farmers Pop up Market Day (Harvest Days) - Where Latino and 
Caucasian populations showcase their very best of arts and crafts 
and locally sourced vegetables and fruits on one day during the 
fall. 

• Public Art Program: As an extension of the PR Program, it is 
important to address how the City’s rich art history and in-
volvement can help garner positive press and create additional 
opportunities of expression for residents. It is also important to 
note the City should work on a Public Art Master Plan to serve 
alongside this Marketing Plan. As the City begins to grow its 
inventory of public art, a strategic approach to location, type of 
art, funding sources and etc. should be developed to encourage 
excitement and involvement of all community stakeholders. 
Public art will help the City tell the community’s many stories, 
serve to document the past and present and help create a sense 
of place that is uniquely West Chicago. 

artists and community members. The regional artists would 
be commissioned to do work that represents West Chicago to 
provide an additional perspective and add an additional layer 
of intrigue. In addition to local and regional artists, the program 
should be extended to residents and encourage them to paint 
and donate their work through programs like “painting with a 
twist” (mentioned in this Plan) and other avenues where they can 
freely express themselves through art. 

Encouraging the residents to contribute their artwork will instill 
more pride in the City and give them an avenue to do an enter-
taining activity, especially during the summers and something 
that can involve youth as well. The residents can participate 
during the summer and the fall and the commissioned artists 
can participate during the winter and the spring.  This separation 
also allows spectators to understand the delineations and have 
ample time to enjoy the different forms of artwork. The themes 
chosen for the artwork can align with popular culture or the-
matic happenings within the West Chicago community. These 
pieces of art can be displayed within both the Latino and Anglo 
communities. The key to this message getting across is through 
ample promotion via social media channels, the website and 
even select press releases depending on who the artist is and 
the level of notoriety they may receive. 

SECTION 14 
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KEY PARTNERS:  
PUBLIC-PRIVATE PARTNERSHIPS
Our research indicates that public-private-partnerships are essential to 
supporting execution of this Plan. Enlisting a variety of sectors to work 
together offers enormous potential to bring about broader, lasting 
change. By mobilizing resources outside of the City’s immediate control, 

-
tively, and sustainably than they could have by working alone. The Key 
Partners would be: educational institutions, hospitals, shopping centers, 
faith based organizations, home owner associations (when appropriate) 
local businesses and chamber of commerce. All the engagement should 
be done face to face with kick off meetings, followed by regular meetings 
thereafter, that the City actively publicizes both for public record and for 
the sake of showing the City working together to instill change. This effort 
would also maximize the community’s public resources by elevating the 
intergovernmental partnerships between stakeholders in West Chicago. 
Based on research by the White House Council for Community Solutions, 
the following key characteristics and operating principles are critical for 
effective collaborations to achieve their accomplishments

Core Principles--what does the collaboration need?
• Move the needle on a community-wide metric  
• Long-term investment in success  
• Cross-sector engagement  
• Use of data to set the agenda and track over time  
• Community members as partners and producers of impact

Characters of Success--what do successful collaborations have in common
• Shared vision and agenda  
• Effective leadership and governance  
• Deliberate alignment of resources, programs and advocacy  
  toward what works.  Dedicated capacity and appropriate structure  
• 

Supportive Resources--what do they need to thrive?
• Knowledge  
• Tools  
• Technical assistance from peers and experts  
• Policy  
• Funding

SECTION 15 
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RECRUITING BUSINESSES AND RESIDENTS INTO  
WEST CHICAGO – AN ECONOMIC DEVELOPMENT  
MARKETING STRATEGY  
There is an ongoing need to elevate West Chicago’s competitive 
position as one of the prominent commercial centers and ma-
jor employment hubs within DuPage County and the suburban 
Chicago region. In order to do that, the City must think in terms 
of four distinct categories, which are: outreach, media, physical 
infrastructure and digital.  With a broad strategy of elevating the 
City’s position, the recommendations below would serve as tactics 

OUTREACH

Annual Street Fair: Establish an annual street fair where local 
restaurants, musicians and small businesses come together in a 
celebration of West Chicago.

“Welcome to West Chicago” Orientation: Producing a folder of 
assets for a new resident gives them pertinent information about 
the City and possible coupons from stores that want to advertise 
on this platform. Additionally, the City can host orientations at 
City Hall where residents can come and learn about West Chicago 
that would also be open to potential residents and small business 
owners.discounts, coupons or loyalty programs. 

Build relationships with Personal Service Providers  
such as banks, realtors, site selectors, recruiters, etc. to promote 
West Chicago to their customers.

Hold quarterly meetings with current business owners  
(Business Retention and Expansion Program) and the City to 
establish a warmer relationship and hear their concerns and 
accolades and to better plan and meet their expectations. This 
Program would identify issues impacting the business community 
and look to offer potential solutions and networking opportunities 
amongst businesses, so that they might learn from each other.  In 
addition, bring in successful business owners from elsewhere to 
conduct seminars and provide value to local business owners as 
they attempt to grow their business. This program would build 

Build an entrepreneurial spirt throughout the city:   
Consider offering a free small business workshop/seminar to be 
taught by an experienced professional. This would serve as an 
introductory class and encourage entrepreneurship and support 
small businesses in the City. The class might include what forms 
and regulations would be required to start a business and some 

to marketing to operations.  

Business and Hiring Fair: To identify ways to attract and support 
small businesses, hold bi-annual business and hiring fairs that 
introduce the community to all the new businesses, while offering 

the businesses a chance to meet the community and potential 
customers and employees.  

Develop an Economic Development Task Force: Develop this 
force and widely advertise its existence within the community, so 
that both current and perspective residents see the commitment 
to local business and can get involved themselves. Potential 
partnerships or organizations could include: College of DuPage 
Small Business Development Center and Center for Entrepreneur-
ship, Rev3 Innovation Center as well as Choose DuPage and the 
DuPage County Hispanic Chamber of Commerce.  

Consider partnering with Choose DuPage to better position 
current industrial corridors and business development centers 
as attractive and vibrant centers for business discussions and 
conducting business. Using these venues for an entrepreneurship 
incubator or accelerator will not only draw positive press to the 

surrounding businesses of all sizes that West Chicago is serious 
about its business culture. Resources to launch these incubators 
may be pulled from the City, prominent business owners as well as 
surrounding Universities and other entities interested in bettering 
the business community in West Chicago. The City should host a 
meeting with relevant parties to discuss this important develop-
ment and again, publicize it widely for maximum participation. 

MEDIA

Readily available print collateral:  Establishing a set of print collat-
eral that positively depicts the City that can go in local
establishments, schools, police station, places of faith and other 
relevant locations will greatly enhance marketing efforts. By making 
this available as a take-away, potential residents can have something 
in front of them to help them make the decision on why the City is 
a great place to live. Have a version of this collateral also available 
online as a section on “Why West Chicago.” 

Local Newspapers:  Working with local newspapers on annual 
“showcase” editions highlighting the City’s advantages as a place 
to live and work is critical to marketing strategy. These editions 
could be distributed through direct mailing, home show booths, 
City website and K-12 schools

Create business district brochures:  Create a short brochure that 

offers to the public and how they differ from one another. Each of 
these areas should be positioned as unique areas with something 

SECTION 16 
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DIGITAL
Create a microsite within the City’s existing website dedicated 
to Economic Development that would serve to better position the 

-
es, provide information on development opportunities, showcase 
business incentive programs, and celebrate existing business success 
stories.

Social Media: Leverage the City’s existing social media channels for 
business-related communications while assessing whether dedicated 

strategy.

PHYSICAL INFRASTRUCTURE

Create clear signage:  To look polished and to help welcome in 
new residents and keep existing residents happy, clear and simple 

residents informed. All the distinct areas of the City should have their 

that section of West Chicago.

The City of Vancouver has been touted as a place with successful 
signage in front of all major city landmarks as well as City Hall. The 
signage is affordable, clear and movable should the City decide on 
alternate locations in the future.
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SECTION 17 

Theme: Where the people are 
warm even when the weather isn’t 

• Proactive media pitching to  
   differentiate West Chicago  
   from its neighboring suburbs 
 
• Social Media Posts
      Creation of dedicated  
      Facebook page and Instagram 
 
• Creation of Relocation Materials  
   slides (to be distributed to  
   local employers) 
• Creation of presentation to  
   City newcomers 

Theme: Many people, many  
cultures, one West Chicago 

• Highlight the Latino population  
   through media outreach   
• Social Media Posts
     • Create a Facebook and  
        Instagram series of “celebrate   
        your neighbors” where  
        Ambassadors are highlighted 
     • Active blogger outreach to  
        cover diversity  
• Start using relocation presentations   
   with employers 
• Start newcomer town-hall meetings  
   with Ambassadors sharing the pre 
   sentation created every month at 
   lunch start using relocation 
   presentations with employers 

Theme: West Chicago goes back  
              to school 

• Invite the media into schools to  
   see diversity being practiced  

   generations living and learning       
   together 
• Social Media Posts
     Create a calendar of posts that  
     highlight West Chicago’s future  
     and what the kids have to  
     say about learning in such  
     a diverse environment 
• Create more relocation material  
   give-aways for employers to hand out 
• Create a give-away for the  
   town hall meetings 

Theme: Live, Work, Unwind 

• Invite the media to tour and  
   cover all the parks in the city    
   as well as the biking routes and  
   highlight the convenience of  
   living in West Chicago 
 
• Social Media Posts
     Create a series of Facebook    
     posts encouraging residents  
     to use parks and bike to work   
     --institute “bike to work week” 

Theme: Fall Days 

• Invite bloggers to experience    
 

   the Railroad City and get a   
   chance to interview and talk  
   to City Ambassadors   
 
• Social Media Posts
      Create a series of shareable  
      postcards that can be 
      distributed across social media 
      platforms to highlight the 
      beauty of West Chicago, use 
      hashtag #mycity 

Theme: West Chicago  
              represents America  
 
• Create a big 4th of July  
   celebration and showcase West  
   Chicago as the mom and pops  
   small town and the values  
   it represents 
 
• Social Media Posts
     Create a series of video posts     
     that highlight the small town  
     aspect of West Chicago,  
     share on Facebook and short   
     versions on Instagram 

Theme: Something to be thankful   
             for, West Chicago  
 
• Showcase to the media the  
   coexistence of many cultures  
   and how they are thankful to  
   live in such a diverse city 
 
• Social Media Posts
      Share user generated content    
      of why residents are thankful  
      for West Chicago, offer a  
      prize to the most creative     
      “thank you” 

Theme: West Chicago is Family  
 
• Find families that have called  
   West Chicago home for over 20  
   years and invite media into their  
   homes, highlighting what made  
   them stay and the importance  
   of this community  
 
• Social Media Posts
      Create a series of video posts   
      that highlight the small town  
      aspect of West Chicago and 
      why many call it home
      
      Active blogger outreach to     
      highlight longtime dwellers
 

Theme: West Chicago  
              Comes Together  
 
• Showcase to the media how  
   local shops and residents come    
   together during the winter  
   months to aid one another as the  
   season calls for togetherness 
 
• Social Media Posts
      Create a video series of  
      local shops that go above   
      and beyond for its local  
      residents and the value they   
      bring to the community 

Theme: I am West Chicago   

• Pitching unique stories of West   
  Chicago residents who’ve lived  
  in the City a long time and have a  
  story to tell 

• Social Media Posts
      Series of shareable and snack   
      able posts that represent  
      the City of West Chicago  
      and evoke pride
 

Theme: Your West Chicago    

• Pitching unique stories of West   
   Chicago landmarks and why they  
   are important/reintroducing West  
   Chicago as the railroad town 
 
• Social Media Posts
      Use Instagram to showcase  
      all the beautiful places of  
      West Chicago visually   
 

Theme: This isn’t just a place  
              to live, it’s a place to live  
              well    

• Pitch the diversity as the key  
   selling point to living well 
 
• Social Media Posts
       Create a video series to  
       highlight diversity and how  
       it makes West Chicago unique  
      
       Active blogger outreach  
       to showcase West Chicago         
       differently 
   
 

CONTROL AND MANAGE WEST CHICAGO’S IMAGE
The best way to manage the City’s image is through proactive communications such as those represented in theeditorial calendar. With plen-
ty of positive information to be shared, the City can produce richcontent that puts it in apositive light to its longtime residents, newcomers 
and surrounding communities. 

Editorial Calendar -Year 1 
(Sample Calendar, recommendation for a working session to navigate the themes together with West Chicago staff members) 



MAKE WEST CHICAGO PART  
OF THE DIALOGUE

West Chicago’s market segments are already working together today and 
discussing relevant business events, trends, and investments. To capture 
market awareness, the City must become more relevant to these seg-
ments by taking an active role in the industry dialogues.

Proposed Actions 
1. Recruit successful West Chicago businesses and develop brand ambas-

sadors.  Educate them on West Chicago’s position and vision. Target 
businesses across multiple industries and develop testimonials to 
publish on West Chicago’s website.  Identify joint activities that can be 
promoted via the media. 

2. Educate regional leaders and industry partners on the City’s positioning 
and messaging. Develop a list of key contacts for regular newsletters. 

development areas. Attend major industry conferences and set up 
meetings with targeted executives.

3. Facilitate collaboration among partners to pool external expertise and 
resources.  Host workshops, roundtables and mixers with developers, 
businesses, or neighboring cities to leverage existing events. 

4. Syndicate content to allow partners to publish and distribute through 
their owned and social platforms to amplify messaging and increase 
reach.  

5. Invest in tools that allow you to build media lists, push press releases to 
targeted audiences and monitor for coverage easily and quickly.  Con-
sider outsourcing this to a consulting partner who already has the tools, 
subscriptions and expertise needed.

6. Update current assets and tools, such as the website, social media plat-
-

ing and brand position.  Develop regular website content calendar so 
that information is always fresh, relevant and gives people a reason to 
return frequently.

7. Implement online tools that make the business process easier and fast-
er. Display workforce data and demographic statistics more prominent-
ly.  Develop City collateral with strong brand consistency throughout.  

8.

SECTION 18 
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SAMPLE LIST OF MEDIA PUBLICATIONS 
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Daily Herald
Daily Herald
Daily Herald
Daily Herald
Daily Herald
Daily Herald
My Suburban Life West Chicago
My Suburban Life West Chicago
My Suburban Life West Chicago

La Raza
ABC 7 Chicago
Chicago Tribune
Chicago Tribune
Chicago Tribune
Chicago Tribune
Chicagoist
Chicago Sun-Times
Aurora Beacon-News
Aurora Beacon-News
Patch.com
Patch.com
Patch.com
Patch.com
Patch.com
Chicago Parent
Chicago Parent
Extra
Extra
Gozamos
Gozamos
Gozamos

WBEZ-FM
WBEZ-FM
AM 560
WGN Radio
CBS Chicago
WBBM News Radio
WBBM-TV
WLS-TV (ABC 7)
La Ley 107.9
La Ley 107.9
Kane County Chronicle
The Examiner of Carol Stream
NBC Chicago
Chicago Reader
Time Out Chicago

n/a
Bob Smith
Robert Sanchez
Susan Dibble
Christie Wilhite
Jim Slusher
n/a
Mary Beth Versaci
Kathy Balcazar
n/a
Marco Ortiz
n/a
n/a
n/a
Peter Kendall
n/a
Phil Jurik
n/a
Chris Fusco
n/a
Anne Halston
Amie Schaenzer
n/a
n/a 
n/a 
n/a 
n/a 

Nikoleta Morales
Nile Wendorf
n/a
Abraham Velazquez Tello
Luz Chavez
n/a
Kim Bellware
n/a
n/a
Jeff Reisman
n/a 
n/a 
n/a 
n/a 
n/a 
Leticia Aguilera
Bene Gonzalez
n/a 
n/a 
n/a 
n/a 
Grace Perry

news@dailyherald.com
rsmith@dailyherald.com
bsanchez@dailyherald.com
sdibble@dailyherald.com
cwillhite@dailyherald.com
jslusher@dailyherald.com
editorial@mysuburbanlife.com
mversaci@shawmedia.com
kbalcazar@shawmedia.com

agenda@laraza.com
newstips@abc-7.com
tips@chicagotribune.com
pkendall@chicagotribune.com
chicagoland@chicagotribune.com
pjurik@chicagotribune.com
tips@chicagoist.com
cfusco@suntimes.com
abnservice@tribpub.com
ahalston@tribpub.com
amie.schaenzer@patch.com
geneva@patch.com
wheaton@patch.com
naperville@patch.com
glenellyn@patch.com
chiparent@chicagoparent.com

editor@extranews.net
nile@extranews.net
hola@gozamos.com
abraham@gozamos.com
luz@gozamos.com

info@wbez.org
news@wbez.org
jreisman@salemradiochicago.com
tips@wgnradio.com
cbschicagotips@cbs.com
wbbmnewsradiohost@cbsradio.com
wbbmtvdesk@cbs.com
wls.planning@abc.com
Laguilera@sbschicago.com
bgonzalez@sbschicago.com
editorial@kcchronicle.com
news@examinerpublications.com
tips@nbcchicago.com
mail@chicagoreader.com
grace.perry@timeout.com

PRESS
Publication Contact email
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 The Chicago Life Blog
Windy City Rock
Windy City Rock
The Ghost Guest
Chritiques
Beyond The Park
Blog Appétit
Lux & Concord
Lux & Concord
Eat the Burbs
HandsOn Suburban Chicago
Suburban Scrawl
ChicagoNow
DNAinfo Chicago
Toddling Chicago
Time Out Chicago Blog
Windy City Blogger Collective
Chicago Tribune
At Home With Merle Burleigh

Amelia Canham Eaton
Frank Krolicki
n/a  
Amanda Topper
Christina Solomon
Christine  Jones
Megan Patterson
n/a 
Kaitlin Madden
Rachell 
n/a 
Melisa Wells
n/a 
n/a 
n/a 
Jonathan Samples
n/a 
 
Merle Burleigh
 

Fashion, Culture
Music
Music
Food
Culture, Events, Food
Family, Products, Culture
Lifestyle, Events
Women
Women
Food
Northwest Suburbs
Suburbs, Lifestyle
News
News
Family, Parenting
News, Things To Do
Culture, Things To Do

thechicagolifeblog@gmail.com
frank@windycityrock.net
windycityrock@gmail.com
theghostguest@gmail.com
chritiques@gmail.com
Contact Us form
MeganAnnPatterson@gmail.com
Hello@luxandconcord.com
kaitlin@luxandconcord.com
rachell@eattheburbs.com
handsonsuburbanchicago@gmail.com
melisawells@gmail.com
staff@chicagonow.com
newsroom@dnainfo.com
ToddlingChicago@yahoo.com
jonathan.samples@timeout.com
Contact Us form
On West Chicago website
On West Chicago website

BLOGGERS
Publication Contact email Blog Type

2017  West Chicago Strategic Marketing Plan   33



CLOSING STATEMENTS
West Chicago has tremendous potential and the ability to reach that potential through effective 
marketing communications. This Plan has outlined a variety of tactics to allow the City to be 
more innovative and proactive. The research conducted helped inform this Plan with input and 
buy-in from attendees of the various focus groups and phone interviews. The effective execution 
of this Plan requires planning ahead, creating various events and building editorial calendars to 
power a comprehensive strategy of organized and deliberate communications that will allow the 
City to improve, manage, control and promote its image. 

SECTION 20  
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APPENDIX A 
(SOCIAL MEDIA POLICY)

Purpose.
This City of West Chicago (the “City”) Policy establishes guide-
lines for the creation and use of the City’s social media sites for 
Work-Related Purposes as a means of conveying City information 

function of their employment with the City, when authorized and 
within their respective delegated areas of employment responsi-
bilities and duties.

The intended purpose behind establishing City social media 
sites is to disseminate information from and about the City to 
its citizens. The City has an overriding interest and expectation 
in deciding what is “spoken” on behalf of the City on its social 
media sites. For purposes of this Policy, “Social Media” is un-
derstood to be content created by individuals, using accessible, 
expandable and upgradable publishing technologies, through 
and on the Internet. Examples of Social Media include Facebook, 
Twitter, Google+, blogs, YouTube, LinkedIn, and Flickr. “Content” 
includes comment, information, articles, pictures, videos or any 
other form of communicative content posted on City Social Me-
dia sites. Nothing contained in this policy shall be construed as 
denying employees their civil or political liberties as guaranteed 
by the United States and Illinois Constitutions.

II General Policy
A. The establishment and use by any City department, division or 

employee of City Social Media sites are subject to approval by 
the City Administrator or his designees. City Social Media sites 
shall be administered and monitored by employees designat-
ed by the City Administrator.

B. City Social Media sites should make clear that they are main-
tained by the City and that they follow the City’s Social Media 
Policy.

C. Wherever possible, City Social Media sites should link back to 

documents, online services, and other information necessary 
to conduct business with the City.

D.
Content on City Social Media sites to ensure adherence to the 
City’s Social Media Policy and the interests and goals of the 
City.

E. The City reserves the right to restrict or remove any Content 
that is deemed in violation of this Social Media Policy or any 
applicable laws, rules regulations or policies. Any Content 
removed based on this Social Media Policy should be retained 
by the authorized employee who removed it for a reasonable 
period of time (minimum 30 days), as well as information about 
the time, date, and identity of the poster, when available.

F. This Social Media Policy must be displayed to users or made 

available by hyper link at www.westchicago/org/socialmedia.

G. The City will approach the use of social media tools as consis-
tently as possible, enterprise wide.

H. The City’s website at www.westchicago.org will remain the 
City’s primary and predominant Internet presence.

I. All City Social Media sites shall adhere to applicable federal, 
state, and local laws, rules, regulations and policies.

J. City Social Media sites are subject to Illinois public records 
and record retention laws, rules, regulations and policies. Any 
Content maintained in a Social Media format that is related to 
City business, including a list of subscribers, posted commu-
nication, and communication submitted for posting, may be a 
public record subject to public disclosure. The employee using 
social media will maintain records in accordance with Illinois 
public records and record retention laws, rules, regulations and 
policies.

K. Comments or other Content on topics or issues not related 
to City business or within the jurisdictional purview of the City 
may be removed.

L. Employees representing the City via City Social Media sites 
shall conduct themselves at all times as representatives of the-
City in accordance with all City rules, regulations and policies.

M. This Social Media Policy may be updated from time to time 
and amended at  the discretion of the City Administrator

III. Content Policy
A. As a public entity, the City should abide by certain standards 

to serve all its constituents in a civil and unbiased manner.

B. Content perceived as containing any of the following, but not 
limited to, inappropriate forms of content shall not be permit-
ted on City Social Media sites and is subject to removal and/or 
restriction by, the City Administrator, or his designees:

1) Content not related to the original topic or to the business 
of the City, including random or unintelligible comments;

2) Profane, obscene, violent or pornographic Content and/or 
language;

3) Content that promotes, fosters, or perpetuates discrimina-
tion on the basis of race, color, national origin, sex, gender, 
physical and mental disability, sexual orientation, religion, 
age, family status, military status, or source of income.

4) Defamatory or personal attacks;

5) Threats to any person or organization;

6) Content in support of, or opposition to, any political cam-
paigns or ballot measures;
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7)   Solicitation of commerce, including but not limited to the  
      advertising of any business or product for sale;

8)   Conduct in violation of any federal, state, or local law, rule    
      or regulation;

9)   Encouragement of illegal activity;

10) Information that may tend to compromise the safety or  
  security of the public or public systems;

11) Content that violates a legal ownership interest, such as, 
       but not limited to a copyright, of any party; or

12) Any other Content deemed inappropriate by the City.

C. Content posted by a member of the public on any City Social 
Media site shall be the opinion of the commentator or poster 
only, and publication of Content neither implies endorsement 
of, or agreement by, the City, nor does such Content necessari-

D. The City reserves the right to deny access to City Social Media 
sites to any person who violates the City’s Social Media Policy, 
at any time and without prior notice.

E. Designated employees shall monitor City Social Media sites 
for Content requesting responses from the City. Designated 
employees may direct such requests to the appropriate City 
department for response.

F. At least once a week, the designated employee shall monitor 
Content posted on City Social Media sites for Content in viola-
tion of this Social Media Policy.

G. When a City employee responds to a comment, in his/her 
capacity as a City employee, the employee should do so in 
the name of the City department, and the employee shall not 
share personal information about himself or herself, or other 
City employees except as required for City business.

H. Content posted to any City Social Media site must comply 
with that site’s terms and conditions, and the City reserves the 
right to report any violation of those terms to the designat-
ed employee so they may take appropriate and reasonable 
responsive action.

I. Social media and Internet use should not be considered 
anonymous. Employees should be aware that privacy settings 

not assume that personal information posted on such sites is 
protected. Published Content may be explored, transmitted, 
stored, and archived by external entities. Even the strongest 
privacy settings cannot prevent an approved friend or autho-
rized recipient from independently choosing to forward or 
repost the information. There is no such thing as a “private” 
social media site.

J. Employees must use their judgment. If it is not something they 
would feel comfortable seeing in the media, or being seen by 
co-workers, other City employees, supervisors, or manage-
ment,  

the City’s high standard of ethical behavior.

APPENDIX  A + B APPENDIX  B      

APPENDIX B  
(FACEBOOK, INSTAGRAM, TWITTER 
RECOMMENDATIONS)

• MCG recommends launching a dedicated Facebook channel 
to share compelling information that showcases the pride of 
West Chicago and provides content that is easily shareable and 
family friendly. Based on research and other cities that have 
Facebook pages, a best practice is to post 3-4 times a week and 

thing in the morning and last thing before business hours end. 
In the Facebook page governing rules it is critical to mention 

it is “open” for business from 8:00am-4:35pm Monday-Friday. 
During the weekend, it is advisable to check the status of com-
ments once. Comments can easily be hidden, and if in the rules 
of engagement it is mentioned that profanity and disrespectful 
language will not be tolerated, it is an acceptable and favorable 
practice to not address and/or hide those comments. A sepa-
rate workshop should be held to brainstorm potential negative 
scenarios and prepare pre-written, pre-approved responses 
that can be used quickly in an unfavorable situation to take the 
conversation off line. Privacy settings for Facebook do not allow 
for prior review before a post shows up, which is why there 
is a recommendation for coming up with some pre-prepared 
responses to address issues. MCG also recommends having a 
Facebook page for the Community Outreach Coordinator as a 

This is critical as it shows the City’s commitment to communi-
cating with both populations and doing so in a personal and 
authentic manner. 

• Due to the visual nature of the City and the demographics using 
Instagram, we recommend launching an Instagram channel that 
focuses on telling the West Chicago story visually. Finally, we 
recommend a focused blogger outreach program (as shown 
in the editorial calendar) to further share information and get 
both the residents and readership of the bloggers excited about 
West Chicago. MCG would create content calendars on behalf 
of West Chicago to include compelling content that would be 
posted to either the Facebook page or Instagram 3-5 times a 
week.

• Current Twitter updates are serving the purpose of the Twitter 
channel and the content is very conducive to the platform. MCG 

-
encers and engaging with them directly instead of only posting 
one-way information. This will increase followership and overall 
engagement of the channel and help the City raise a higher pro-

-
ing and posting updates. 
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Michael Uplegger, Chief of Police
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