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M E E T  M K E  C O L L E C T I V E
Meet Milwaukee Collective. Here we believe that any great idea comes from a 
collective effort. It all starts with a simple thought, but combined with conversation 
and collaboration, that idea becomes something more - a possibility. Together we take 
the opportunity to nourish that opportunity into a plan. Once that plan is in the world 
and its roots are planted, it begins to grow, spread and bloom into something that 
makes a lasting impact. In the end, our goal is one thing - leave a mark that will make 
a collective difference.
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For over 100 years, Navy Pier has been a landmark for Chicago, bringing in tourists 
from around the world. In 2011, Navy Pier established itself as a 501(c)(3) not-for-
profit organization to maintain its history as an important civic destination. In 2016, 
Navy Pier created the Centennial Vision, the beginning framework for reimagining 
Navy Pier and reconnecting itself to Chicago’s roots. Remaining the “People’s Pier,” 
the organization wants to rebrand itself and reposition the historic location as a 
top cultural, artistic and leisure destination grounded on its mission and values - 
excellence, integrity, inclusion and stewardship.

While having a long-standing history within the city of Chicago, Navy Pier is struggling 
to attract local millennials - young adults between the ages of 18 to 25 who live 
within 35 miles of the Pier. Being tagged as a “tourist trap,” the organization came 
to us looking for creative solutions. After extensive research, we determined that 
we need to build awareness for the reimagined Navy Pier as it is back on the grid, 
implementing a campaign that will run from August 2018 to April 2019. We are 
focusing on creating new experiences and a fresh atmosphere that showcases Navy 
Pier’s roots in Chicago’s history and attracts younger crowds, as it reflects a bolder and 
more contemporary feel. 

E X E C U T I V E  S U M M A R Y

5



C A M P A I G N
R E S E A R C H

Coming off of its 100th anniversary, Navy Pier is rebranding itself in order to reconnect 
with locals and separate itself from the perception of being a “tourist trap.” Over the 
years, it has lost touch with certain target audiences, primarily young adults between 
the ages of 18 to 25. In order to establish Navy Pier as a local landmark, we are 
targeting millennials, specifically those born between 1992 and 1998. Though Navy 
Pier has had a niche audience for families and tourists, there is a large opportunity to 
attract younger audiences who are out to explore the city and have a good time.

Navy Pier has a unique history with Chicago, but its seemingly expensive 
attractions and inconvenient transportation make it a last resort for local millennials. 
Understanding the target audiences mindset and lifestyle, Navy Pier can engage with 
a larger variety of people, allowing it to be a Chicago favorite for millennials.
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P R I M A R Y  R E S E A R C H
We surveyed 69 people in our target demographic, Chicago locals ages 18 to 25, to 
better understand what activities they engage in and where Navy Pier was missing the 
mark. According to this research, 34 percent of people prefer a night out with friends 
to socialize. In a separate survey question, 23 percent indicated they want more 
events to be held at Navy Pier. 
                        (See Figure 1A-1F)

“There is nothing to do at Navy Pier. I’d like to see more 
activities along the Pier for young adults that I can expect 
on a daily or weekly basis.”

“Navy Pier is too expensive. I’d love to see more free 
activities or something that makes it worth walking 
through and seeing.”

“It’s very family friendly, which is great, but there is 
not much appeal to young adults. There is no reason I’d 
want to pay for an Uber to go - there is nothing new or 
exciting.”

“The food isn’t unique to Chicago. There are a lot a 
chain restaurants, nothing that I would go out of my 
way for.”
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“It’s too crowded in the summers and almost nothing to 
do in the colder seasons.”



S E C O N D A R Y   R E S E A R C H
Who’s Covering It?

What Are People Talking About?
Social media is typically a good indication of what people are interested in at Navy 
Pier. The reoccurring topics on Twitter about Navy Pier currently focus on people’s 
experiences at the different restaurants or on the boat excursions. Other trending 
posts include images from around the Pier, primarily of the Centennial Wheel or views 
of the city. 

These focuses are more tailored towards tourists, so for our campaign we want to 
increase activities and talking points that would attract younger adults from around 
Chicago to the Pier, utilizing different social media platforms. 
              (See Figure 2A-2C)

Who Are The Top Competitors?
Recognizing other attractions in the area and their uniqueness to Chicago gives us the 
opportunity to differentiate Navy Pier. Creating a distinct plan of action will bring local 
millennials out to the Pier for events that are fun, engaging and defer away from the 
touristy feel that many people view Navy Pier to be. 
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S W O T   A N A L Y S I S 

STRENGTHS

- Premier location
- Abundant space 
- Well-known
- Variety of local restaurants

WEAKNESSES
- Expensive parking ($25.00 to $28.00)
- Inconvenient public transportation
- Winter weather
- Crowded due to lack of traffic flow on the Pier
- Misconceptions about Navy Pier 
- Construction on the Pier

OPPORTUNITIES

- Millennials spend about $80 on a night out 
- 59 percent willing to go to a restaurant
- 30 percent willing to go to a bar when hanging out with  
  friends
- Music is the most popular night time activity 
- Personal health is a large focus
- Increasing interest towards blogger industry and 
  influencers
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- 58 percent men and 54 percent women show  
  favorite thing to do with free time is stream TV
- 67 percent of people prefer to go to a friends house 
  to hang out
- Higher unemployment rates among millennials

THREATS
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T A R G E T  A U D I E N C E
Navy Pier has the opportunity to attract a wide range of people, including our 
target audience of millennials ages 18 to 25. We used the research database 
Meltwater to further extrapolate the demographics and psychographics of 
millennials.

Our target audience did not have a large presence at the Pier during off-months. 
The goal is to provide activities and opportunities that align with their current 
lifestyles, centered around health and new experiences. Understanding what 
drives them to spend their money is key for Navy Pier in connecting with this 
generation. 
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O U R  P E R S O N A S

Matt Haus is a recent graduate from Loyola University in Chicago who currently is a 
marketing assistant for a company in downtown Chicago. He is a single 24-year-old and 
enjoys hanging out and socializing with his friends from work, who range in age from 23 to 
27. He makes about $37,000 a year. While he is conscious of his spendings, he won’t say no 
to the occasional night out or weekend enjoying the city. Though he grew up in the city, he 
wants to continue to explore all it has to offer through a variety of different activities.

His job and moving up in the company are his primary focuses, though he also likes having 
fun and enjoying his twenties. He’s young and wants to spend his money where it counts, 
so rather than having material things, he values experiences. With his job, he can’t travel 
outside of the city often, so he’s constantly in search of something new in Chicago. When he 
goes out, he’s willing to spend upwards of $80 a night on the town. His weekend activities 
outside of nightlife are exercise-focused. He is physically fit and enjoys spending time 
outdoors. Matt wants to find new experiences with the people around him, balancing his 
work and social life.

Matt Haus

Rachel Klausner
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Rachel Klausner is a rising senior, age 21, studying pre-med at the University of Chicago. 
Living downtown, she commutes to the university daily, and enjoys spending her weekends 
in the city. She is currently in a relationship and continually looking for a fun and casual place 
for date night downtown. She’s on a budget but willing to spend the money for a good time. 
She does a lot of research and prefers to ask friends where to go, valuing the opinions of 
others over traditional ads. Most of her online time is spent on social media, which is also 
the source of most of the news she consumes. 

Rachel’s health is a top priority, finding healthy dining options and living an active lifestyle. 
Most of her free time is spent exercising or with her boyfriend who also lives in the area. 
Every now and then she enjoys being adventurous, whether that is trying ethnic or spicy 
foods or venturing into Chicago in search of something new and fresh. She’s constantly on 
the move and always looking for new experiences to share with others. 



 I S S U E   I D E N T I F I C A T I O N
Navy Pier has focused its efforts in the past on families and out-of-state tourists, 
consequently missing out on the opportunity to engage with local young adults. 
Over the years, this younger audience of millennials has built up perceptions of 
Navy Pier being too “touristy,” overly expensive and lacking in diverse programs 
and activities. 

While some of these attitudes may be warranted, Navy Pier has been rebranding 
itself over the last year to combat a lot of these misconceptions. One of its goals 
is to open its doors to a broader range of visitors. Our campaign is aimed at 
continuing this idea, as it specifically targets engaging millennials ages 18 to 25 
to interact and socialize at Navy Pier, making it a Chicago hotspot.
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C R E A T I V E  B R I E F
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Why are we doing this work? 
Give Navy Pier the tools to communicate effectively to visitors, 18 to 25, and realize its potential as a 
local hangout.

What problem/opportunities exist?
Problems: Visitors are budget conscientious and looking for convenience when going out with friends. 
Opportunities: The target audience is open to new experiences but also looking for a special niche. 

Who are we connecting with?
We are connecting with young millennials, both men and women, ages 18 to 25.

What do we want our target audience to think/feel/believe?
Navy Pier should be the place they want to go on a off day, where they feel welcomed and relaxed. 
They believe that Navy Pier is the best place to go to ensure a good time, whether that’s grabbing a 
drink and catching up with friends after a long day or finding new experiences. 

What action do we want our target audience to take?
Come and experience all that the Pier has to offer from cultural events to local restaurants that all 
Chicagoans love and appreciate. 

What is the “one thing,” the big idea, the single-minded concept?
Navy Pier isn’t a destination, it is a part of Chicago where locals can come to explore and expand their 
perspective.

Why should they believe us?
Navy Pier has a rich history and is continuing to grow and change to be more authentic and engaging, 
offering events and activities that teach the audience new things and bring people together. 

What are the mandatories? 
Paid/owned/earned media; campaign theme; measurable objectives

Additional Considerations?
- Incorporate Navy Pier’s values (excellence, integrity, stewardship and inclusion) into our concept and  
  vision for a reimagined Pier.   ‘
- Build and maintain relationships with our target audience through sponsored events and marketing 
  tactics that will retain our specified demographic and keep them coming back multiple times a year. 
- PR Budget: $360,000
- Advertising Budget: $240,000



“Back On The Grid” - Navy Pier has a rich history in Chicago, one that is 
unlike any of its competitors. Over the years, the Pier has fallen off the grid and 
been labeled as a tourist destination by those that once brought it to life. But 
now, Navy Pier is back, reimagined and representing the arts and culture that 
is deeply rooted in Chicago. Navy Pier is not just a destination but a piece of 
Chicago to be rediscovered.

The “Back On The Grid” campaign will re-establish Navy Pier as a top location 
in Chicago. It will not only offer more experiences for millennials to take part in 
but also engage with their lifestyles and known hobbies. Based on our research, 
health, food and art are three themes we have incorporated throughout that 
we expect will show the highest engagement among millennials. With this 
campaign we are aiming to both increase the number of visitors but also reach 
a certain level of engagement among locals in the activities provided. “Back 
On The Grid” will not only put Navy Pier at the top-of-mind but will make it an 
everyday hangout for locals.

C O R E 
M E S S A G E
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To have 30 percent of visitors at Navy Pier be local millennials, those ages 18 to 25 in a 
35-mile radius of the Pier. 

According to the organization, Navy Pier had 9.3 million visitors in 2016. By 2020, the 
organization is expecting to have 12.3 million people who visit the Pier. An additional 
750,000 visitors over the course of one year would breakdown to about 62,500 
additional visitors each month for a total of 837,500 visitors per month. At this rate, 
the organization should expect about 251,250 local millennials per month, though 
this number will differ throughout the year, taking into account the increased numbers 
during the summer season.

O B J E C T I V E   
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Create an authentic Chicago experience for local millennials that resonates with their 
adventurous lifestyles.

Strategy 1

         Collaborate with local businesses most frequented by millennials, such as Soul 
Cycle, to co-host events at the Pier.
Tactic 1  

         Host “A Taste of Chicago” event in the spring and fall to bring local 
restaurants popular with local millennials to the Pier. These restaurants will offer samples 
for people to try that align with their healthy lifestyles.

Tactic 2
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Engage with local millennials by making Navy Pier a unique and new arts & cultural 
destination of Chicago.

Strategy 2

        Showcase cultural murals painted by local artists from around Chicago. 
These will be viewable throughout the Pier, placed along the inside and outside walls of 
buildings, to attract millennials from diverse backgrounds.

Tactic 1

        Provide interactive art pieces, representing the Chicago grid, spaced out along 
the Pier for social media pictures to encourage interaction among millennials.
Tactic 2

        Put historical pictures on display to demonstrate the history of Navy Pier in an 
ongoing walk-through museum exhibit to allow millennials the opportunity to immerse 
themselves in the roots of Navy Pier.

Tactic 3

STRATEGIES AND TACTICS
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Optimize the interior and exterior space of the Pier to give millennials more daily and 
nightly activities to choose from.

Strategy 3

         Invest in visible and branded signage for an easily located pathway to Navy 
Pier that allows millennials a guide for further exploring.
Tactic 1

         Provide a local farmer’s market inside the Pier to give access to healthy food 
options that millennials seek.
Tactic 2

Increase daily activities related to millennials’ interests.
Strategy 4

         Host bi-monthly trivia nights to allow millennials a consistent place to socialize 
and grab a drink together.
Tactic 1

         Promote an open mic/stand-up comedy night to increase millennials’ 
engagement among peers.
Tactic 2

         Host watch parties with popcorn and beverages for ongoing popular TV series 
on a weekly basis or for season finales.
Tactic 3

         Hold a #myPIERspective Instagram Challenge - the top favorites will be 
featured in the magazine and framed in the halls of Navy Pier’s buildings to provide a 
deeper perspective on millennials’ view of the Pier.

Tactic 4

         Sponsor local Chicago bands and feature different MillerCoors beers with the 
shows to give millennials the opportunity to experience different flavors of Chicago.
Tactic 5

         Provide a premier pass program or Pier Pass with exclusive discounts to 
encourage local millennial visitors on a more frequent basis.
Tactic 6
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Make Navy Pier an active environment, encouraging healthy and experiential lifestyles 
among millennials.
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Strategy 5

         Hold meditation/yoga sessions bi-weekly on the Pier at sunrise/sunset to 
encourage young adults to come to the Pier on a consistent basis.
Tactic 1

         Provide open dance and/or music classes to immerse millennials in different 
cultural opportunities.
Tactic 2

         Invite Instagram influencers to host pop-up fitness events at the Pier in early 
spring and mid-fall to attract the millennial audience to the Pier.
Tactic 3

         Sponsor the Shamrock Shuffle 8K in late March and the Oktoberfest 5K in 
October. Following the run, host an after-party and offer special discounts for runners, 
engaging in the active millennial lifestyle.

Tactic 4

         Create signage for the distance around the Pier to encourage active 
millennials to utilize it more for exercising.
Tactic 5

Make Navy Pier “top-of-mind” among local millennials in Chicago as a place to spend 
their time.

Strategy 6

         Use promoted posts featuring videos and photos that remind our target 
audience that Navy Pier is a place full of engaging experiences.
Tactic 1

         Design and implement bus wraps for city express buses which are frequently 
used by millennials for transportation.
Tactic 2

         Partner with social influencers to do sponsored posts at Navy Pier with friends 
or trying new things. (See Figure 3)
Tactic 3

         Implement a Spotify campaign to reach our target audience while listening to 
Top-40 music.
Tactic 4

Tactic 5         Utilize a 30-second video to promote the Pier lifestyle on social and paid 
YouTube advertising.



We found that our audience prefers to consume media through digital and online mediums. 
Understanding that individuals in our target audience show loyalty to social media users 
who align with their values, beliefs and passions, we are utilizing Instagram influencers to 
engage with the target audience. By aligning Navy Pier with influencers, we are establishing 
a personal connection with followers that promote engagement and interaction with Navy 
Pier’s brand.

M E D I A  B U Y  P L A N

Another tool our team plans to utilize for the campaign is the streaming music platform, 
Spotify. About 72 percent of millennials use the popular application on a frequent basis to 
listen to their favorite musical artists and genres. Establishing Navy Pier as an advertiser on 
the medium would allow the brand to target specific area codes in the Chicago area in order 
to encourage local millennials to visit the destination. 

Our agency suggests also investing in bus wraps on express buses around the city. This tactic 
would assist in creating buzz around the target audience, who ultimately depend on public 
transportation every day to get to and from destinations. 

COST: $100,000* |  Leverage for 5 months  |  4 million impressions per month

COST: $100,000  | Leverage for 4 months  | 2.5 million impressions per month

Additionally, this campaign would take over L-Stations, showcasing our creative assets to 
millennial commuters at three shelters for four months.

COST: $50,000  | Leverage for 4 months  | 11 million impressions per month

COST: $50,000  | Leverage for 4 months  | 6.12 million impressions per month

COST: $10,000  | Leverage for 4 months  |
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We will use YouTube as a platform to promote the “Back on the Grid” message to the 
millennial target audience. The 30-second advertisement would serve as an additional 
touchpoint, which would add visual and audio elements to encourage audience 
engagement with the Navy Pier brand. 

Instagram Influencers

Spotify

Bus Wraps

YouTube

L-Station Shelters

* $500 per post among 40 influencers

* Estimated CPM is $10

10 thousand impressions per month
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CREATIVES
Bus Wrap

Social Media Video Promotion

Pier Pass

L-Station Shelter

FRONT BACK
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Social Media Posts
Facebook Posts Instagram Post

Twitter Post



T I M E T A B L E
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Public Relations: Advertising:



(See Figure 4)
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B U D G E T

Advertising

Public Relations

Total Budget Spent

(See Figure 5)

Tactic Budget

Tactic Budget Details
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E V A L U A T I O N S
Objective 1: To have 30 percent of visitors at Navy Pier be local millennials, 
those ages 18 to 25 in a 35-mile radius of the Pier. 

Note: These evaluations will be conducted in May 2019.

Media Impressions
Effectiveness of ads and other promotions will be tracked by media impressions 
via social media outlets. Databases, such as Meltwater, can track mentions, posts, 
comments and hashtags that are relavent to Navy Pier.

Locational Tracking
Certain tactics, such as the Pier Pass Program, will require visitors’ zip code in order 
to better track where visitors are coming from. Tracking zip codes at restaurants and  
through ticket purchases will also help gain insight on which activities visitors are most 
engaging with and where they are from. 

Analyze the data from the turnstiles to understand how many people are entering the 
Pier.

Interactions
The mural will also serve as a tracking implementation as people who visit the mural 
will be able to mark where they are from, which will allow Navy Pier to understand 
where its visitors are coming from.

Environmental Scanning
Environmental scanning will allow us to see how many people are walking around the 
Pier both inside and outside, as well as the number of people who attend the variety 
of events. This will allow us to see the number of people who are attending these free 
programs.
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Number of Clicks
Track the likes and clicks of influencers that are promoting Navy Pier. 

Track the reports Spotify provides covering the number of clicks on music and on 
Google analytics.

Track social media analytics via Navy Pier’s own platforms: Twitter, Instagram and 
Facebook. 

Survey
Navy Pier should conduct an online survey to better reach the desired demographic. 
This survey will be beneficial for Navy Pier to better understand the lifestyle choices 
and preferences of 18 to 25 year olds, especially when it comes to choosing how they 
spend their time at Navy Pier. 

In order to attract the desired millennial demographic, Navy Pier should conduct 
surveys targeting the specific age range. The survey can be administered online 
through Surveymonkey.com and can be shared on social media platforms including 
Facebook. The goal of this survey is to better understand how to tailor events at Navy 
Pier towards 18 to 25 year olds. The survey aims to collect the following insights:
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- What is your zip code?
- What is your age?
- What is your gender?
- Have you been to Navy Pier?
- Check all the activities that interest you: (Check all that apply)
- When going out, what is your preferred method of transportation around the city?
- I enjoy engaging in activities that: (Check all that apply)
- In the last 6 months, I have been to: (Check all that apply)
- What do you like to do on the weekends that isn’t listed?
- If Navy Pier had a clear pathway or directions and signage, would you be more   
  inclined to visit?
- If you could add one thing to Navy Pier, what would it be?
- Describe Navy Pier in one sentence or word. 



C O N C L U S I O N
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Attracting the millennial generation requires Navy Pier to incorporate health 
and fitness into its image in addition to providing social activites on a regular 
basis. Based on our research, we found that millennials desire a place to go with 
their friends that consistently offers an engaging and interactive atmosphere, 
while balancing healthy and fun activities. Being conscious of how their choices 
are made plays a key role in how they are reached, such as through social 
media posts on multiple platforms, promotional ads on Spotify and YouTube 
and utilizing different fitness influencers. In addition, transportation methods on 
bus and train routes will help put Navy Pier at the “top-of-mind” for millennials 
across a wide variety of channels. These tactics assert to the 18 to 25 age range 
that Navy Pier is their place for all of their social and personal needs - it is back 
on the grid and here to stay.



A P P E N D I X
FIGURE 1A: Preferred Transportation Among Millennials

FIGURE 1B

FIGURE 1C: Difficulty Level of Navigating To Navy Pier
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FIGURE 1B: What Millennials Seek in Activities 

1=easy; 5= difficulty

Encourage audience participation

Include free things

I can try new foods/drinks

Allow me to meet new people

Teach me something



FIGURE 1F: Millennials Describe Navy Pier in One Word
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FIGURE 1D: Preferred Weekend Activity Among Millennials

FIGURE 1E: One Thing That Millennials Would Change About Navy Pier
Nothing - 11.8%

Have more events/ night activities - 23.5%

Make it less touristy - 19.6%

Add a new attraction - 15.7%

Make it more accesible - 11.6%

Make it more affordable - 17.6%

Hang out at home - 5.8%

Socialize with friends - 34/5%

Arts and cultural activities - 8.6%

Explore the city - 27.9%

Intellectual activities - 16.6%

Active activities/ 
Wacth sports - 13.1%
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FIGURE 2A: Meltwater - Navy Pier News

FIGURE 2B: Meltwater - Navy Pier Twitter Content Stream



FIGURE 3: List of Instagram Influencers
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FIGURE 2C: Meltwater - Navy Pier News
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FIGURE 3 (Continued): List of Instagram Influencers



FIGURE 4: Timeline Outline
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October 2018

September 2018

August 2018
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FIGURE 4 (Continued): Timeline Outline

January 2019

December 2018

November 2018
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April 2019

March 2019

February 2019



FIGURE 5A: Public Relations Budget

FIGURE 5B: Advertising Budget
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