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As travel budgets continue to come under government scrutiny ςwe 
must maximize the value and ROI of travel to and through Illinois  and 
set the state apart from its competitive set by giving people meaning 

when they travel to Illinois. 
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THE #1 THING PEOPLE SEEK IN TRAVEL IS VALUE AND AUTHENTICITY



Trust employees well

Keep producing quality products and services

Transparent and honest business practices

Communicate frequently and honestly

Create and keep jobs

Drive better innovation

Make progress on environmental initiatives

Partner with third parties to solve major global problems

Increase profitability and performance

Commit resources to the public good

Reduce the gap between CEO and average workers pay

Pay senior executives mostly in stock

Communicate messages through multiple media channels

Eliminate financial incentives for taking risks

Discount pricing

CEO appearances

Increase shareholder value

Protect profit margins
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Informed publics ages 25-64 in six countries
Responses 6-9 only on 1-9 scale; 9 = highest

Question: Would you trust a company more or less for taking each of the following actions? 

GOOD CITIZENSHIP BUILDS TRUST
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63%of consumers would recommend
a brand that supports a good cause ς
up from 47% last year

61%of consumers would help a brand 
promote its products if there was a 
good cause behind it (up from 48% 
last year)

http://www.flags.net/UNST.htm
http://www.flags.net/UNST.htm


Protecting the environment

Improving the quality of healthcare

Reducing poverty

Alleviating hunger and homelessness

Equal opportunity to education

Promoting societal health and wellness

Disaster relief

Supporting human and civil rights

Building understanding and respect for other cultures

Supporting labor rights

Fighting the spread of global disease and pandemics

Helping to raise people's self-esteem

Supporting animal rights

Supporting the creative arts (music, art, literature etc)
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WHAT CAUSES DO CONSUMERS PERSONALLY CARE ABOUT?
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9ƛƎƘǘ ƻǳǘ ƻŦ ǘŜƴ ǇŜƻǇƭŜ ΧΦ

85% Are willing to change their consumption habits if it can help 
ƳŀƪŜ ǘƻƳƻǊǊƻǿΩǎ ǿƻǊƭŘ ŀ ōŜǘǘŜǊ ǇƭŀŎŜ ǘƻ ƭƛǾŜ

89% Believe supporting a good cause makes them feel better about
themselves

EXPECTATIONS ON ONESELF



WHAT ARE OTHER STATES DOING IN THIS SPACE?

Michigan: Michigan Advantage

Iowa: Green Trips

Wisconsin: Green Travel Wisconsin

Oregon: Eco Tours of Oregon
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By enabling people to put more 
ƳŜŀƴƛƴƎ ƛƴ ǘƘŜƛǊ ǘǊŀǾŜƭ ǿŜΧ

ÅAdd to the personal relevance 
that engages our target more 
deeply 

Å9ƴƘŀƴŎŜ LƭƭƛƴƻƛǎΩ ōǊŀƴŘ ǾŀƭǳŜ



Illinois offers great places and generous, 
warm people, Mile After Meaningful Mile
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