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State unveils major marketing 
push for Hispanic tourists 
Hispanics are a 

growing force 
in the Chicago 

metropolitan area, 
and the Illinois 
Bureau of Tourism 
wants a bigger slice of 
their tourism dollars. 

This month, the 
state is unveiling its 
biggest marketing 
push ever to attract 
Hispanics to Illinois 
tourism destinations. 
The theme of the 

Lewis 

Hispanic tourism 
campaign will 
include radio spots 
to increase reach and 
frequency in the 
expanding Hispanic 
community. Another 
first is a dedicated 
phone line (866 291-
AHORA) where 
callers can reach live 
Spanish-speaking 
operators who have 
information about LAZARE 

campaign, "Illinois 
Aqui y Ahora," developed by the 
San Jose Group in Chicago, 
roughly mirrors the general mar­
ket effort for the upcoming sum­
mer travel season from 
BBDO/Chicago, which uses the 
tagline "Illinois Right Here. 
Right Now." 

Maribel Chacon, San Jose's 
din•ctor of client services, said 
information gleaned from focus 
groups made up of Chicago area 
Hispanic residents clearly indi­
cated the preferred language in 
which to receive tourism infor­
mation is Spanish. 

"Hispanics usually feel more 
comfortable getting their infor­
mation in Spanish, and it makes 
it easier to communicate that 
information to other generations 
within the household who might 
not speak English," explained 
Chacon. 

According to the newest cen­
sus data, the state's Hispanic 
population is 1,530,262, a 62 per­
cent increase over the 904,449 
counted in the 1990 census. 

For the first time, the state's 

Illinois tourism desti­
nations. 

Yet another first in the 
Hispanic marketing effort this 
year is a new Web site, 
www.aquiyahora.net, that 
includes a photo gallery, facts 
about Illinois, a state map and a 
list of brochures in English and 

Tourism destinations are roman­
tic, theme parks, sporting activi­
ties, outdoors and festivals. 

Spanish. 
"Paquetes en Illinois" 

brochures aimed at the Hispanic 
market break Illinois tourism 
destination into five categories: 
romantic, theme parks, sporting 
activities, the great outdoors and 
fairs and festivals. The only cat­
egory that seems to be missing is 
historic sites. 

Separately, Gov. Ryan yester­
day said consumer spending on 
travel and tourism in Illinois hit 
a record of more than $23 billion 
in 2000. 

The tourism industry account­
ed for nearly 294,000 jobs in 
Illinois with a total payroll of 
$7.26 billion. Tax generated 
from tourism-related expendi­
tures increased by 6.5 percent in 
2000 to $4.28 billion. ·Illinois 
reportedly welcomed more than 
80 million domestic visitors in 
2000, a 4. 7 percent increase over 
1999. 

New Slack Barshinger logo 
Slack Barshinger, a growing 
Chicago business-to-business 
marketing firm, has introduced a 
new corporate logo better suited 
to the Internet age. The new 
logo features an icon SB execu­
tives believe helps communicate 
the corporate mission. Slack 
Barshinger had not updated its 
corporate identity since the early 
1990s, when the Internet was 
not the dominant communica­
tion force it is today. Slack 
Barshinger has put an amusing 
story about the development of . 
the new identity on its Web site 
www.slackbarshinger.com/logo. 

E-mail: llazare@suntimes.com 
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Hispanics .re a growing forc e in Itw Chica go metropolitan . rea, and the Illinois Bureau oITouri sm wa nts. bi gger 
sli ce of"'e lr tourism dollars. 
Thi s month, the state Is umeiling rts biggest marketing pus~ ever to an,act HispanICS to Illinois tourism 
d es~n3b o n s. The th eme of the campaign, " Ill inois AquiyMora:d",eloped by the San Jose Group in Chicag o, 
, ou ghly mirrors lIle genera l market etron fo r th e upcoming summer triJ>'e1 season n"om 8BDOIChitago , which usn 
th e 1aglln8 "illinois RlghlHere Rig ht Now" 

Maribel Cha con, San Jose's director 01 client " "MC eS, said informatiOn gleaned from fO cus g rou ps m ade up of 
Chicago "'ea Hispanic res idents clearty in d i c ~led ttw prefe rre d l~n9 u a go in which 10 receiY>! lou rism information is 
Spanish , 

" Hi spanics usua l ~feel m Ore comfMable getting me ir Informalion In Spanls ~ , and ~ makeS ~ easier 10 
commun icale 1hat inform ation to othe r gen e ra~ons 'nithin th e household who might not s pea~ English ,· explained 
Chacon , 

hcoralng to 1he newest ce nsus data, 1he state's Hispanic population Is 1,530,262, a 62 percenl lntrease O¥et th e 
9 0~ ,4(9 counted in the 1990 cenS uS 

fo r the first time, th e stale 'S Hispanic 10urism c ampa i ~n wit l include ra dio spots to inc rease re ac h and fr~quenc~ in 
th e expan ding Hispanic co mmunity, Mo1her fi rst 19 a dedicated phone line (866 291 .AHO~ wh ere ca ll ers ca n 
reach live Spanlsl\-speal<lng operato rs wM nave Information &DOul li linols to uri sm desti nations 

Yet another nrst in th e Hisp anic m arketing efl'o ~ 1his year is a n_Web site, _ .aqu CyahofOl ,net, 1hat in cludes a 
Qhol0 g~l l ery. facts abouli lli nois, .. stale m~p and ~ li sl ofbroc hures in English and Spanish , 

"Paquetes en illinoi s· brocnures almea at tn e Hrspanlc markel break il linois to urism destination Into fIvs 
cate gories: rom antic, 1heme parks , s por1in ~ ac_es, the greal outd oors and fairs an d feslilra lS, The o n ~ , ale~ o ry 
thai seem s 10 be m issin9 is histori c s~es. 

Separ3te~, GO'<' Ryan yesterday sa id cOnSU mer spending on travel and IOUrism In illi no is htt a record of mOre tha n 
$23 brllion in 2000 

Tho 10urism industry acco unled fo r n o~rty 2 9~ ,000 jobs in Il linois with a lotal p,.."oll of $7 .26 b illi on. Ta. Qenerated 
from touf1sm-rel~ted expe nd ~ures incrnse d by 6 5 percent in 2000 to U 29 bil lion. il linois re po~edty welcomed 
more1han 90 mill ion aomesUc 'f1s ltors In 20 00, a (7 percent Increue O¥er 1999 

New Slack Barsh in~ er lo~ o 

S I ~ck B~ rs h inger , ~ growinQ Chlc~ Q o business-w.bu siness marketinQ nrm, has inrr-o duced ~ new corporate 10Qo 
bener su ited 10 the Inlemet age The new logo fUMes an Icon S8 execUlMls believe helps co mmunicate the 
corporate mission, Slack 8arshrng er had not updated ns co rpo rate ide n1rty Since 1he ea rly 1990s, when the Inte rn et 
was not the dominanl com munication force il is tod a~, Slack BarshinQe r has pul an amusing sto ry about the 
deO'elopmenl of the newidentrtyon its Web s i te_,sl~ckb~ rshinge r,coml1o go, 

E·mail· lIaZ&re@Sunlimes,com 
Illinois' sl o~ an in ads taflJ eted at S pa nish- s p eakln~ to urists translates 10 "Il linois Ri~ hl Here Ri ght Now."Tou ris m 
deslinabons are romantic. th ~me parks, sp orti ng a,tr.ttles, outdOOrs and festivals 
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