
                                
    City of Pekin 

          
REGULAR TOURISM COMMITTEE MEETING 

TUESDAY, SEPTEMBER 3, 2024 
5:00 PM 

  
1. Call to Order 

2. Approve Agenda 

3. Approval of Minutes 

 3.1. Minutes from the Tourism Committee Meeting on August 5, 2024 

4. Public Input 

5. Consent Agenda 

 5.1. Quarterly Tourism Fund Report - FY25 Q1 

6. Unfinished Business 

 6.1. Discussion on Pekin Tourism Video 

7. New Business 

8. Any Other Business to Come Before the Committee 

9. Adjourn 
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CREATIVE PROJECT BRIEF

Client
City of Pekin

Date Project
Brand Guidelines // Discover Video

Great creative briefs are equal parts directional and inspirational without tying a team’s hands. Answer all the tough questions ahead of time and you improve
your chances of avoiding misunderstandings before they occur and put in place the framework for creative brilliance and strategic problem solving.

Assignment Overview // Create and produce a community-wide commercial to promote the City of Pekin and
inspire folks to explore what the city has to offer.

Primary Objectives // 1) Develop, articulate, and showcase the City of Pekin in the Discover Peoria community
brand, so the municipality represents a higher standard for destinations across the country 2) Promote the City of
Pekin, attract visitors, and enhance regional economy 3) Promote the City of Pekin through its hospitality +
tourism entities.

Hospitality + Tourism Entities Include: 1) Lodging + Accommodations 2) Locally-owned Specialty
Boutiques 3) Admission-based Entertainment 4) Locally-owned Food + Beverage 5) Transportation
Companies

Discover Peoria Target Markets // View Here

Primary Target Market // Promising Families
What We Know About Our Secondary Target Market // Young couples with children in starter homes living
child-centered lifestyles, no-worry spenders, married with kids, status-conscious, credit-aware, comfortable
lifestyles, just moved in

Head of Household Age: 36-45
Household Income: $100k – $124,999
Property Structure: Single Family
House Holder: Homeowner
Age of Children: 7-9
Technology Grasp: Journeymen

Secondary Target Market // Flourishing Families
What We Know About Our Secondary Target Market // Affluent, middle-aged families and couples earning
prosperous incomes and living very comfortable, active lifestyles, affluent, charitable contributors, athletic
activities, saving for college, high credit card use, family-oriented activities

Head of Household Age: 42-55
Household Income: $125k – $149,999
Property Structure: Single Family
House Holder: Homeowner
Age of Children: 10-12
Technology Grasp: Journeymen

CONFIDENTIAL // DISCOVER PEORIA AGENCY BRIEF // PAGE 1
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https://drive.google.com/file/d/1DwDbEUJ61A7PGFjByb3L_1pSwOi1vUKt/view?usp=share_link


CREATIVE PROJECT BRIEF

Client
City of Pekin

Date Project
Brand Guidelines // Discover Video

Great creative briefs are equal parts directional and inspirational without tying a team’s hands. Answer all the tough questions ahead of time and you improve
your chances of avoiding misunderstandings before they occur and put in place the framework for creative brilliance and strategic problem solving.

What Should Visitors THINK, FEEL, + DO in Response to this Discovery Video //

Background + Context to the City of Pekin //

Key Locations to Emphasize in the City of Pekin Video //

Single Most Critical Point to Communicate //

Brand Personality + Tone // As a lifestyle brand, Discover Peoria takes pride in creating lasting and authentic
connections with our target audience—one person at a time. Our messaging is designed to feel personal—to
encourage a genuine connection and overall positive brand impression.

We love the Peoria Area. We love our communities and our assets—our locally-owned businesses, talented
makers, local attractions, and community festivals. Discover Peoria is the concierge for residents and visitors in our
region—we are an office of Peoria cheerleaders and hospitality ambassadors. And as such, our messaging reflects
our passion and community pride.

Word-of-mouth is the most effective form of marketing—it establishes brand loyalty from a personable source;
increases brand awareness, sales, and market presence; and it is the most authentic form of communication.
Inspired by the persona of conversations over coffee with friends, our tone of voice is sincere, encouraging, positive,
and enthusiastic.

We take pride in being unbiased and articulate, inviting and hospitable, personable and supportive, full of pride
and community praise, helpful and informative, sincere and educational, well-informed, mindful, courteous,
purposeful, complimentary, receptive, and community-focused.

Discover Peoria Brand Guidelines // View Here
Project Deliverables //
Same concept, cut and edited in multiple formats and versions:

CONFIDENTIAL // DISCOVER PEORIA AGENCY BRIEF // PAGE 2
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https://drive.google.com/file/d/1u5Lb8Gbzyl4GqQJCzx-9Ngjr5pGc2bEU/view?usp=share_link


CREATIVE PROJECT BRIEF

Client
City of Pekin

Date Project
Brand Guidelines // Discover Video

Great creative briefs are equal parts directional and inspirational without tying a team’s hands. Answer all the tough questions ahead of time and you improve
your chances of avoiding misunderstandings before they occur and put in place the framework for creative brilliance and strategic problem solving.

One (3) :30 second city-wide spot for shorts + reels (vertical)
One (1) 1-2 mins Pekin-only spot for OTT (horizontal)

Mandatories to Consider // Video must have Enjoy Illinois logo, Discover Pekin logo, Discover Peoria logo

Reference Benchmark
Examples We Love //

Destination Marketing Adverts: 1) San Diego — great video-to-music pairing!! 2) Egypt — love the full
story with no voice over 3) Boston — We like this one because it helps fight the current image of what
Boston is (i.e. clam chowda + lobstah rolls) 4) Rockford: Our City, Our Story – This entire series does an
excellent job of telling local stories and using sound effects to enhance the mood and setting further

What Stakeholders will be involved in the Final Approval + Sign-off? //

Budget //
Timing //

CONFIDENTIAL // DISCOVER PEORIA AGENCY BRIEF // PAGE 3
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https://www.youtube.com/watch?v=9m3Bc_m-t-I
https://www.youtube.com/watch?v=noSCcFlAJPw
https://www.youtube.com/watch?v=6DstYBGMoRU
https://youtu.be/0W77XHzA0ic
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